DOI: 10.35511/978-963-334-550-4-s8-4

The Role of Country and Regional Branding in Shaping the Future of Orbi-
tal Space Tourism

Aileen RABSAHL!

German Aerospace Center,

Doctoral Student at the Istvdn Széchenyi Economics and Management Doctoral School, Uni-
versity of Sopron, Hungary

Dr. habil. Arpad Ferenc PAPP-VARY?
University of Sopron, Alexandre Lamfalussy Faculty of Economics, Hungary

Abstract:

As an emerging sector in the space tourism industry, orbital space tourism offers new opportu-
nities for countries and regions to enhance their global branding. Therefore, this article aims to
explore concepts of country and regional branding applied to orbital space tourism, while fo-
cusing on the fact how private companies and countries can use space tourism to improve their
technological status, global influence, and sense of national identity. Countries such as the
United States, through private companies like the company SpaceX, as well as the United Arab
Emirates, through collaborations and space exploration programs, are reinventing their global
reputation in the space industry. By boosting the nation's technological status and opening up
new markets for space tourists, these ventures provide a dual branding effect. As a method this
study reviews relevant literature to identify challenges that apply to country and regional brand-
ing in orbital space tourism. Nations must overcome these challenges in order to incorporate
space tourism into their branding strategies. All in all, country and regional branding plays a
critical role in orbital space tourism by positioning nations and regions as leaders in the space
industry, showing their innovation and technology, improving their global image, and attracting
investment and tourism.
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1. Introduction

Since commercial providers replaced the state-owned industrial space sector space tourism has
experienced a boom like never before (Markard et al., 2023). The market potential of this new
type of tourism is enormous and is expected to increase to 1.1 trillion US$ by 2030 (Tiburzi,
2024). With growing numbers of launches and people traveling into space the question of a
passenger’s security is a constant concern. In 2014 one of two test pilots died during a test flight
with the VSS Unity space craft of space tourism company Virgin Galactic (Congden et al.,
2024). After this major incident Virgin Galactic had to do some major rebranding to survive
their brands reputation. Following the accident Virgin Galactic publicized their plan to continue
test flights by announcing “Virgin Galactic goes on, with an unwavering commitment to safety
and a renewed sense of purpose” (Muegge & Reid, 2018). This is one of the most important
reasons why branding in space tourism is critical, especially when it comes to regional and
country branding. Therefore, this article aims to apply concepts of country and regional brand-
ing to orbital space tourism, focusing on how private companies and countries can use space
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tourism to enhance their technological status (Wu et al., 2024), global influence and sense of
national identity on an international level.

2. Methods

In this expository article selected literature in the field of tourism, space tourism and branding
were used to describe the role of regional and country branding in space tourism. All in all, 67
articles were selected through Google Scholar and Web of science using the key words “orbital
space tourism”, “lunar space tourism” and “branding”. For this article, the relevant literature on
the topic of space tourism and country and regional branding was then examined. For the area
of country branding and regional branding, sources specific to the topic were required.

3. Theoretical Background

In 2024 the number of people that have flown into space has reached 647 (Overbey et al., 2024).
As space tourism becomes more accessible it is important that space tourism brands focus on
the safety of the crew. This is why space tourism companies need to evolve their branding by
including this new focus on safety. Consequently, in this article firstly a brief introduction into
space tourism is given. After this the concepts of regional and country branding (Papp-Vary,
2018) are presented. Finally, both subjects will be merged to create a new outlook on the po-
tential of country and regional branding in the space tourism sector. Lastly the results will pro-
vide a summary of the findings. In the conclusion limitations of this article are displayed.

3.1. Dimensions in Space Tourism

Space tourism can be defined as the opportunity for private individuals (tourists) to travel into
space for recreational, leisure or adventure purposes (Yazici & Tiwari, 2021). In the past, space
tourism has been used by the Russian space agency (Roscosmos) to finance their space program
(Aliberti & Lisitsyna, 2019). The first ever space tourist Denis Tito flew into space in 2001 with
the Roscosmos (Seedhouse, 2024). After that the Russians gave one of their three seats of the
Soyuz capsule to paying tourists to bring them to the International Space Station and return
them to Earth. These seats costed between 20 and 35 million U.S. dollars (Cole, 2015). After
2009 Roscosmos stopped selling their seats to tourists because of the need for astronauts to use
every flight opportunity possible. Additionally, the US stopped their Space Shuttle program in
2011 because of several complications (Houston, 2013). One difficulty that occurred were the
high costs of the Space Shuttle program (Pielke & Byerly, 2019). The second setback was that
during the Space Shuttle program there were two catastrophic accidents which were the Chal-
lenger accident in 1986 and the Columbia accident in 2003 (Tucker & Alewine, 2024). Because
of the end of the Space Shuttle program American astronauts needed a space craft to be able to
reach space and the International Space Station (ISS). This is why the Russian space agency
did not continue to sell their seats for private individuals because the NASA bought tickets for
the tourist seats so their astronauts could fly to the ISS with the Russians (Li, 2022).
Nowadays different kinds of space tourism emerge. It is essential to differentiate between
space activities that can be done on Earth which are called earth-bound space tourism activities
and suborbital, orbital, lunar and multiplanetary activities. Earth-bound space tourism includes
touristic activities like visiting space centres and space museums (Holt, 2023) or attending space
camp, which is especially common for children and teenagers in the USA (Fields, 2009). Ad-
ditionally, suborbital space tourism marks a subcategory of space tourism. Suborbital space
tourism brings the paying passenger to the edge of the atmosphere, which is at the Karman line
in 100 kilometres height (McDowell, 2018). The passenger or tourist is then able to experience
weightlessness and have a look on the Earth from above (Weibel, 2020). After a few minutes
the suborbital spacecraft will then return to Earth. Especially the phenomenon of the overview
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effect (Yaden et al., 2016) is critical to space tourism as it describes the new perspective that
humans gain by looking at the Earth from above and realizing its fragility within the universe.
Major companies providing suborbital space tourism include Blue Origin and Virgin Galactic
with flight prizes starting at 250.000 US$ (Giachino et al., 2023; Sirieys et al., 2022).

Furthermore, orbital space tourism has gained popularity in recent years (Forganni, 2017).
Orbital space tourism refers to tourists which are reaching an orbit and it is usually located
within the Low Earth Orbit (LEO) (Chang, 2015). To be able to accomplish orbital space tour-
ism, the thrust must be so high that the tourists will reach an orbit, which is achieved by using
rocket boosters. This is also why orbital space tourism is more expensive than suborbital space
tourism because of the high launch costs (Fox, 2024). Nowadays, orbital space tourists pay
approximately 20 to 200 million U.S. dollars per ticket (Atrey, 2012).

Another variety of space tourism is lunar space tourism (Webber, 2019). Lunar space
tourism refers to space tourism activities on the surface of the Moon and in the Low Lunar Orbit
(LLO) (Pozzi et al., 2024). Until 2024, there have not been any lunar space tourists yet (Griko
et al., 2024). Future plans for lunar space tourists include trips around the Moon. Furthermore,
in the future there will be multiplanetary space tourism which is referring to humans going to
other planets for recreational purposes, for example, flying to Mars (Di Tullio et al., 2024).

All in all, in the past the space industry was led by government-owned space agencies
(Lieberman et al., 2023). The most significant space agencies nowadays are National Aero-
nautics and Space Administration (NASA), the Russian Federal Space Agency (Roscosmos),
the European Space Agency (ESA), the Chinese National Space Administration (CNSA), the
Canadian Space Agency (CSA) and the Japan Aerospace Exploration Agency (JAXA) (Tiburzi,
2024). Also, the United Arabic States and India are emerging as space faring nations (Rubin,
2024).

In the past the US government did not allow commercial space activities, which changed
in 2019 due to the NASA Authorization Act (Sherborne, 2022). Since then, it has been possible
for space tourists to travel with the Americans as well as with the Russians. In 2021 the space
race between private companies occurred which involved companies like Virgin Galactic,
SpaceX and Blue Origin (Mukherjee & Jain, 2021). One of the discussions that was raised
during this time was the height that space tourists must reach to be considered an astronaut or
even space tourist (May, 2021). The International Federation of Aeronautics defines the Ka-
rman line which lays at approximately 100 kilometres (Lamy & Saint-Martin, 2024) for meas-
uring the height that tourists must reach to be called space tourists.

Altogether, space tourism is gaining in popularity (de Zwart & Lisk, 2024) but is still in
the phase of pioneering when looking at Butler’s life cycle Figure 1 (Butler, 2006; Cole, 2015).
With the rising number of launches, the possibilities for space tourists to fly into space for
recreational purposes are increasing. As the number of launches rises (Olya & Han, 2023), the
demand for space tourism will rise as well. Building rockets that can land back on Earth and be
repaired for further missions would reduce the cost of rocket launching lowering the barrier for
space travel and making it accessible to a larger group of tourists (Watson, 2024)
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Before the concepts of regional and country branding (Papp-Vary, 2018) can be de-
scribed, it is necessary to explain the most commonly used phrases for this article. Starting with
the definition of a brand: A brand is defined as any distinctive feature like a name, term, design
or symbol that identifies specific goods or services (Batey, 2008). For example, the Virgin
Group by Sir Richard Branson is a brand with Virgin Galactic being a sub brand of the Virgin
brand (Grant, 2008). Furthermore, a brand is a “person’s gut feeling about a product, service,
or company” (Neumeier, 2005) and can also be a person or a group of people (Meyers, 2024).

Next the term brand marketing describes the approach used by companies to promote and
establish their brand in a market by creating a unique identity, value and perceptions to differ-
entiate their brand from competitors in the market (Andersson et al., 2019). A problem that
occurs is that the term branding is often mixed up with the term marketing. Branding however
means the improving of the overall image or reputation of a brand. Marketing however is de-
scribed as selling the products, services, resources and attractions of a brand more efficiently
(Andersson et al., 2019). The term brand image refers to the perceptions of a consumer
(Nandan, 2005).

Lastly the term country branding can be used simultaneously to the term nation branding
(Papp-Vary, 2019a). Country branding describes the use of branding for nations to enhance
their reputation and ultimately attract more tourists and investors with the goal to enhance their
cash flow and competitiveness (Papp-Vary, 2019b). Regional branding however refers to the
branding of a region. An example for regional branding is the branding of different scales of
regions like e.g. regions that are smaller or larger than a country. Regarding space tourism a
famous branding region would be Florida as a region of the United States being popular for
hosting a lot of space tourism activities. Furthermore, an example that would present regions
larger than a country could e.g. be the European Unions as a collective of countries pursuing
space tourism activities or the Visegrad countries, including Poland, Slovakia, Czech Republic
and Hungary.
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3.2. Regional and Country Branding in Space Tourism

The following two research questions supporting this article are: What can country/regional
branding look like in orbital space tourism? Which nations are already practicing country brand-
ing in space tourism? Answering the first research question, regional branding in space tourism
is especially visible in areas surrounding launch sides. Regarding human space flight Table 1
gives an overview on the different launch sides which are currently used or in development for
future human space flight missions.

Table 1: Regional branding launch sides in human space flight

Launch Side

Location

Launched Missions

Kennedy Space Centre
(Schmalzer et al., 2001)

Cape Canaveral Space Launch
Complex (Kuba, 2024)

Spaceport America (Alkhaleefah
& Marais, 2024)

Blue Origin’s Launch Site One
(Bezos & Isaacson, 2020)

Baikonur Cosmodrome
(Tiberghien et al., 2023)

Vostochny Cosmodrome
(\Valeryevna et al., 2021)

Jiuguan Launch Centre (Tu,
2022)

Wenchang Space Launch Site
(Zhong et al., 2023)

Guiana Space Centre (Bonnal et
al., 2021)

Satish Dhawan Space Centre
(Radhakrishnan, 2020)

Tanegashima Space Centre
(Tashiro et al., 2024)

Australia’s Arnhem Space Cen-
tre (ATF Press, 2021)

Canada’s Spaceport Nova Scotia
(Kerkonian, 2021)

Everdome International Space-
port (Lehmann et al., 2021)

Merritt Island, Flor-
ida, USA

Cape Canaveral, Flor-
ida, USA

New Mexico, USA

West Texas, USA

Baikonur, Kazakhstan

Amur Oblast, Russia

Jiuguan, Inner Mon-
golia, China

Hainan Island, China

Kourou, French Gui-
ana

Sriharikota, Andhra
Pradesh, India

Tanegashima Island,
Japan

Nhulunbuy, Northern
Territory, Australia

Canso, District of
Guysborough Canada

Hatta, United Arabic
Emirates

Apollo missions, Space Shuttle
program, SpaceX Crew Dragon
missions

Boing Starliner missions
Suborbital human spaceflights
by Virgin Galactic

Suborbital human spaceflights
with New Shepard spacecraft

First human space flight Yuri
Gagarin, All Russian missions
e.g. Soyuz

For future Russian human
space flight missions

Tiangong space station opera-
tions, Shenzhou crew missions

Crew missions

For future for European space
flight missions

For future Indian human space
flight missions

For future Japanese human
space flight missions

For future Australian human
space flight missions

For future Canadian human
space flight missions

For future Arabic human space
flight missions

Source: Own illustration
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This list includes future facilities as well as launch locations from the past and the present.
Depending on private sector participation as well as nations participation, certain launch sites
are used more frequently than others (Groesbeck, 2021) and are therefore also more popular.

As the space market is expected to have a positive future regional branding within the
areas of the launch sides it gains in significance. By 2030, the market is expected to reach a
value of almost $1.1 trillion (Tiburzi, 2024). This offers a chance for launch sides to expand
their touristic outreach and branding their region even further. An example of a famous space
launch side which is already using regional branding is the Kennedy Space Centre in Florida
which also provides leisure activities for tourists in their attached visitor centre..

Answering the research question “Which nations are already practicing country branding
in space tourism?” the answer can be found by looking at the countries represented in the most
popular human space flight conferences around the world which are the International Astronau-
tical Conference (IAC) (IAC2024.org, 2024) and the Global Space Exploration Conference
(GLEX). In 2024 all of the following selection of countries represented themselves during the
International Astronautic Congress in Milan as exhibitors: the United States, the United King-
dom, Italy, France, China, India, Hungary, Austria, Japan, South Korea, Canada, Spain, Aus-
tralia, the United Arabic Emirates, Israel, Bulgaria, Azerbaijan, and Germany, reflecting a total
global participation from over 96 nations (IAC2024.org, 2024). Because of this it is clearly
visible that countries around the world are already enhancing country branding into their space
industry strategies. It is also visible that countries are already using dual branding in space
tourism. In addition differentiating of their space tourism product or company by means of
creating a distinctive identity and values (e.g. Blue Origins use of propulsion systems (Watson,
2024)), dual branding in space tourism also serves the twin purpose of creating emotional con-
nections with the future tourists which in turn will promote trust in the space tourism nation or
company (Ronzoni et al., 2018). Further research in this area would be desirable.

4. Results

This article gave an overview on the field of space tourism by e.g. explaining different types of
tourism to be able to locate space tourism within the context of regional and country branding.
Therefore, different terms have been defined like brand, branding and marketing. After that the
concepts of country and regional branding have been used to answer the two research questions
“What can country/regional branding look like in orbital space tourism? And Which nations are
already practicing country branding in space tourism?”. For that reason, a table of launch sides
around the world has been provided. To answer the second research, question the exhibitors of
the International Astronautical Conference IAC in Milan have been analysed. In total regional
branding as well as country branding can be found to a small extend in the space tourism in-
dustry today.

5. Conclusion

In summary, it can be stated that the use of country and regional branding in orbital space
tourism is already existent but to a limited extent. In the future the dual role of branding will
grow in significance regarding space tourism companies and countries around the world be-
cause the number of space tourists is also rising. In 2024 earth-bound, suborbital and orbital
space tourism are already established, making it obvious that there will likely be some kind of
lunar or multiplanetary tourism as Elon Musk has proposed his vision of settling humans on
Mars (Musk, 2017).

Limitations of this article include that is only based on secondary research. In the future
a primary data collection for the topic would be desirable and helpful. Furthermore, only the
platforms Google Scholar and Web of Science have been researched for this article making it
necessary to expand data bases for researchers in the future. All in all, further research in this
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area will be necessary regarding country and regional branding for space tourism nations as
well as for space tourism companies.

References

Aliberti, M., & Lisitsyna, K. (2019). Russia’s Posture in Space: Prospects for Europe. Springer.
https://doi.org/10.1007/978-3-319-90554-9

Alkhaleefah, A. M., & Marais, K. (2024). Multiobjective Spaceport Site Selection Using Geo-
graphic Information Systems. AIAA Aviation Forum and ASCEND 2024.
https://doi.org/10.2514/6.2024-4931

Andersson, M., Solitander, A., & Ekman, P. (2019). Cluster Branding and Marketing — a Hand-
book on Cluster Brand Management. Tendensor.
https://futureplaceleadership.com/wp-content/uploads/2018/09/ClusterBrandManage-
ment_Handbook Tendensor.pdf

Atrey, P. (2012). Space Tourism — Future Industry. In R. Singh, S. Kaul, & S. D. Rao (Eds.),
Current Developments in Air and Space Law (pp. 419-432). National Law University
Press. https://www.commonlii.org/in/journals/NLUDLRS/2012/54.pdf

ATF Press. (2021). Access to Space in the Southern Hemisphere. ATF Press.
Batey, M. (2008). Brand Meaning (2nd ed.). CRC Press.

Bezos, J., & Isaacson, W. (2020). Invent and Wander: The Collected Writings of Jeff Bezos,
with an Introduction by Walter Isaacson. Harvard Business Press.

Bonnal, C., Bahu, J.-M., Berthe, P., Bertrand, J., Bonhomme, C., Caporicci, M., Clervoy, J.-F.,
Costedoat, N., Coletti, E., Collange, G., Debas, G., Delage, R., Droz, J., Louaas, E., Marx,
P. Muller, B., Perezzan, S., Quinquis, I., Sandrone, S., Schmitt, D., & Taponier, V. (2021).
Human spaceflight from Guiana space center. Acta Astronautica, 188, 559-567.
https://doi.org/10.1016/j.actaastro.2021.08.015

Grant, R. M. (2008). Richard Branson and the Virgin Group of Companies in 2007. In R. M.,
Grant, Cases to Accompany: Contemporary Strategy Analysis (6th ed.) (pp. 279-297).
Blackwell.  https://www.blackwellpublishing.co.uk/content/GrantContemporaryStrate-
gyAnalysis/6th_Edition/case_resources/CTAC16.pdf

Butler, R. W. (Ed.) (2006). The Tourism Area Life Cycle, Vol. 1: Applications and Modifica-
tions. Channel View Publications. https://doi.org/10.21832/9781845410278

Chang, Y.-W. (2015). The first decade of commercial space tourism. Acta Astronautica, 108,
79-91. https://doi.org/10.1016/j.actaastro.2014.12.004

Cole, S. (2015). Space tourism: prospects, positioning, and planning. Journal of Tourism Fu-
tures, 1(2), 131-140. https://doi.org/10.1108/JTF-12-2014-0014

Congden, S. W., Bertels, H. M. J., Desplaces, D., & Drew, T. (2024). Space tourism: an industry
with a future? The Case Journal, 20(6), 1476-1503.
https://doi.org/10.1108/TCJ-05-2023-0114

De Zwart, M., & Lisk, J. (2024). The Effect of Space Tourism on the Concept of “Astronaut”
Under International Law. In B. Sandeepa Bhat (Ed.), Space Tourism (pp. 28-41).
Routledge India. https://doi.org/10.4324/9781032617961-3

Di Tullio, P., La Torre, M., Rea, M. A., Guthrie, J., & Dumay, J. (2024). Beyond the planetary
boundaries: exploring pluralistic accountability in the new space age. Accounting, Audit-
ing & Accountability Journal, 37(5), 1283-1311.
https://doi.org/10.1108/AAAJ-08-2022-6003

498



https://doi.org/https:/doi.org/10.1007/978-3-319-90554-9
https://doi.org/10.2514/6.2024-4931
https://futureplaceleadership.com/wp-content/uploads/2018/09/ClusterBrandManagement_Handbook_Tendensor.pdf
https://futureplaceleadership.com/wp-content/uploads/2018/09/ClusterBrandManagement_Handbook_Tendensor.pdf
https://www.commonlii.org/in/journals/NLUDLRS/2012/54.pdf
https://doi.org/10.1016/j.actaastro.2021.08.015
https://www.blackwellpublishing.co.uk/content/GrantContemporaryStrategyAnalysis/6th_Edition/case_resources/CTAC16.pdf
https://www.blackwellpublishing.co.uk/content/GrantContemporaryStrategyAnalysis/6th_Edition/case_resources/CTAC16.pdf
https://doi.org/10.21832/9781845410278
https://doi.org/10.1016/j.actaastro.2014.12.004
https://doi.org/https:/doi.org/10.1108/JTF-12-2014-0014
https://doi.org/10.1108/TCJ-05-2023-0114
https://doi.org/10.4324/9781032617961-3
https://doi.org/10.1108/AAAJ-08-2022-6003

Fields, D. A. (2009). What do students gain from a week at science camp? Youth perceptions
and the design of an immersive, research-oriented astronomy camp. International Journal
of Science Education, 31(2), 151-171. https://doi.org/10.1080/09500690701648291

Forganni, A. (2017). The potential of space tourism for space popularisation: An opportunity
for the EU Space Policy? Space Policy, 41, 48-52.
https://doi.org/10.1016/j.spacepol.2017.04.005

Fox, S. J. (2024). Space ‘Tourism’: a Framework for Ensuring ‘Safe and Orderly Development’
Lessons Learnt from the U.S. and Aviation. Journal of Air Law and Commerce, 89, 437.
https://doi.org/10.25172/jalc.89.3.4

Giachino, C., Pucciarelli, F., Bollani, L., & Bonadonna, A. (2023). Is generation Z ready to fly
into the space? The future of tourism is coming. Futures, 145, 103064.
https://doi.org/10.1016/j.futures.2022.103064

Griko, Y., Loftus, D., & Stolc, V. (2024). Metabolic Suppression: A Promising Solution to
Unlock the Future of Space Travel. Journal of Tourism and Hospitality, 12(6), 537.
https://www.longdom.org/open-access/metabolic-suppression-a-promising-solution-to-
unlock-the-future-of-space-travel-105320.html

Groesbeck, T. J. (2021). Essays on the Market for Prototypes [Dissertation]. University of Cal-
ifornia. https://escholarship.org/uc/item/37r5r4qs

Holt, S. (2023). Virtual reality, augmented reality and mixed reality: For astronaut mental
health; and space tourism, education and outreach. Acta Astronautica, 203, 436—446.
https://doi.org/10.1016/j.actaastro.2022.12.016

Houston, R. (2013). Wheels Stop: The Tragedies and Triumphs of the Space Shuttle Program,
1986-2011. University of Nebraska Press.

IAC2024.0rg. (2024). IAC Exhibition Plan. Retrieved December 2, 2024, from
https://www.iac2024.org/sponsorship-exhibition/exhibition-2/index.html

Kerkonian, A. D., & (2021). International and Canadian Space Activities. In A. D. Kerkonian,
Space Regulation in Canada: Past, Present and Potential: The Case for a Comprehensive
Canadian Space Law (pp. 9-66). Springer. https://doi.org/10.1007/978-3-030-68692-5_2

Kuba, S. (2024). Impacts of Space Launch Operations on Florida East Coast Airspace Users
Doctoral Dissertations and Master's Theses, 792. https://commons.erau.edu/edt/792

Lamy, J., & Saint-Martin, A. (2024). Aeronautics and Aerospace. Globalization and Technical
Junctions. In G. Carnino, L. Hilaire-Pérezz, & J. Lamy (Eds.), Global History of Tech-
niques (pp. 337-350). Brepols. https://doi.org/10.1484/M. TECHNE-EB.5.129815

Lehmann, O., El-Jabi, R., Webster, K., Rachdi, A., & Malik, Z. (2021). Integration of Space
Vehicle Operations into the United Arab Emirates Air Traffic Management — An Impact
Analysis. Proceedings of the 32nd Congress of the International Council of the Aeronau-
tical Sciences (ICAS2020) (pp. 1-11), Shanghai, China.
https://www.icas.org/icas_archive/ICAS2020/data/papers/ICAS2020 1213 paper.pdf

Li, A. S. (2022). Touring Outer Space: The Past, Present, and Future of Space Tourism. Cleve-
land State Law Review, 71, 743. https://ssrn.com/abstract=4449587

Lieberman, S., Athanasopoulos, H. K., & Hoerber, T. (2023). The Commercialisation of Space:
Politics, Economics and Ethics. Routledge.
https://doi.org/10.4324/9781003091097

Markard, J., Wells, P., Yap, X.-S., & van Lente, H. (2023). Unsustainabilities: A study on SUVs
and Space Tourism and a research agenda for transition studies. Energy Research & So-
cial Science, 106, 103302. https://doi.org/10.1016/j.erss.2023.103302

499



https://doi.org/10.1080/09500690701648291
https://doi.org/10.1016/j.spacepol.2017.04.005
https://doi.org/10.25172/jalc.89.3.4
https://doi.org/10.1016/j.futures.2022.103064
https://www.longdom.org/open-access/metabolic-suppression-a-promising-solution-to-unlock-the-future-of-space-travel-105320.html
https://www.longdom.org/open-access/metabolic-suppression-a-promising-solution-to-unlock-the-future-of-space-travel-105320.html
https://escholarship.org/uc/item/37r5r4qs
https://doi.org/10.1016/j.actaastro.2022.12.016
https://www.iac2024.org/sponsorship-exhibition/exhibition-2/index.html
https://doi.org/10.1007/978-3-030-68692-5_2
https://commons.erau.edu/edt/792
https://doi.org/10.1484/M.TECHNE-EB.5.129815
https://www.icas.org/icas_archive/ICAS2020/data/papers/ICAS2020_1213_paper.pdf
https://ssrn.com/abstract=4449587
https://doi.org/10.4324/9781003091097
https://doi.org/10.1016/j.erss.2023.103302

May, A. (2021). The Space Business: From Hotels in Orbit to Mining the Moon — How Private
Enterprise is Transforming Space. lcon Books.

McDowell, J. C. (2018). The edge of space: Revisiting the Karman Line. Acta Astronautica,
151, 668-677. https://doi.org/10.1016/j.actaastro.2018.07.003

Meyers, C. B. (2024). Family Brands: The Kardashian-Jenners and the Nelsons. In M. Jones,
K. Burton, D. L. Brien (Eds.), Kardashians: A Critical Anthology (pp. 11-18). Routledge.
https://doi.org/10.4324/9781032674421-3

Muegge, S. M., & Reid, E. (2018). Richard Branson and Virgin Galactic: A Case Study of
Entrepreneuring as Emancipation. In 2018 Portland International Conference on Man-
agement of Engineering and Technology (PICMET) (pp. 1-10). IEEE.
https://doi.org/10.23919/PICMET.2018.8481847

Mukherjee, S., & Jain, R. (2021). ignificant contribution of private investment in the hybrid
nature of booming global space economy (2011 - 2021 Q1). 72nd International Astro-
nautical Congress (IAC) (Paper number: IAC-21,E6,2,2,x65747). IAF. https://www.re-
searchgate.net/publication/356474635 Significant_contribution _of private invest-
ment_in_the hybrid nature of booming global space economy 2011 -2021 Q1

Musk, E. (2017). Making Humans a Multi-Planetary Species. New Space, 5(2), 46-61.
https://doi.org/10.1089/space.2017.29009.emu

Nandan, S. (2005). An exploration of the brand identity—brand image linkage: A communica-
tions perspective. Journal of Brand Management, 12, 264-278.
https://doi.org/10.1057/palgrave.bm.2540222

Neumeier, M. (2005). The Brand Gap. Peachpit Press.

Olya, H., & Han, H. (2023). Emerging space tourism business: Uncovering customer avoidance
responses and behaviours. Journal of Vacation Marketing, 29(3), 445-460.
https://doi.org/10.1177/13567667221101408

Overbey, E. G., Ryon, K., Kim, J., Tierney, B. T., Klotz, R., Ortiz, V., Mullane, S., Schmidt, J.
C., MacKay, M., & Damle, N, Najjar, D., Matei, |., Patras, L., Garcia, J. M. S., Kleinman,
A. S., Hirschberg, J. W., Proszynski, J., Narayanan, S. A., Schmidt, C. M., ... & Mason,
C. E. (2024). Collection of biospecimens from the inspiration4 mission establishes the
standards for the space omics and medical atlas (SOMA). Nature Communications, 15(1),
4964. https://doi.org/10.1038/s41467-024-48806-z

Papp-Vary, A. F. (2018). Country Branding: What Branding? Relevant Terminologies and their
Possible Interpretations in the Case of Countries. Economic and Regional Studies / Studia
Ekonomiczne i Regionalne, 11(4), 7-26. https://doi.org/10.2478/ers-2018-0032

Papp-Viry, A. (2019a). Country branding as a special type of place branding—An overview of
the related terminology. Proceedings of the 17th Management, Enterprise and Bench-
marking (MEB 2019) (pp. 116-125). Obuda University. https://oda.uni-obuda.hu/bit-
stream/handle/20.500.14044/24987/34761_MEB2019_13.pdf

Papp-Vary, A. F. (2019b). The Role of Visual Identity Guides and Brand Books in Country
Branding — How to Get Inspiration from Finland and Estonia. In K. Hammes, M.
Machrafi, & A. Samodol (Eds.), Economic and Social Development (Book of Proceed-
ings), 38th International Scientific Conference on Economic and Social Development (pp.
196-211). Varazdin Development and Entrepreneurship Agency, Varazdin, Croatia /
University North, Koprivnica, Croatia / Faculty of Management University of Warsaw,
Warsaw, Poland / Faculty of Law, Economics and Social Sciences Sale - Mohammed V

500


https://doi.org/10.1016/j.actaastro.2018.07.003
https://doi.org/10.4324/9781032674421-3
https://doi.org/10.23919/PICMET.2018.8481847
https://www.researchgate.net/publication/356474635_Significant_contribution_of_private_investment_in_the_hybrid_nature_of_booming_global_space_economy_2011_-2021_Q1
https://www.researchgate.net/publication/356474635_Significant_contribution_of_private_investment_in_the_hybrid_nature_of_booming_global_space_economy_2011_-2021_Q1
https://www.researchgate.net/publication/356474635_Significant_contribution_of_private_investment_in_the_hybrid_nature_of_booming_global_space_economy_2011_-2021_Q1
https://doi.org/10.1089/space.2017.29009.emu
https://doi.org/10.1057/palgrave.bm.2540222
https://doi.org/10.1177/13567667221101408
https://doi.org/10.1038/s41467-024-48806-z
https://doi.org/10.2478/ers-2018-0032
https://oda.uni-obuda.hu/bitstream/handle/20.500.14044/24987/34761_MEB2019_13.pdf
https://oda.uni-obuda.hu/bitstream/handle/20.500.14044/24987/34761_MEB2019_13.pdf

University in Rabat, Morocco. https://www.academia.edu/40146215/The_Role_of Vis-
ual ldentity Guides and Brand Books in Country Branding How to Get Inspira-
tion from Finland and Estonia

Pielke, R. A., & Byerly, R. (2019). The Space Shuttle Program: Performance Versus Promise.
In R. Byerly, Jr. (Ed.), Space Policy Alternatives (pp. 223-245). Routledge.
https://doi.org/10.4324/9780429307232-17

Pozzi, C., Pontani, M., Beolchi, A., & Fantino, E. (2024). Optimization, guidance, and control
of low-thrust transfers from the Lunar Gateway to low lunar orbit. Acta Astronautica,
222, 39-51. https://doi.org/10.1016/j.actaastro.2024.05.036

Radhakrishnan, K. (2020). Satish Dhawan: A transformational leader of the Indian space prog-
ramme. Current Science, 119(9), 1444-1447.
https://doi.org/10.18520/cs/v119/i19/1444-1447

Ronzoni, G., Torres, E., & Kang, J. (2018). Dual branding: a case study of Wyndham. Journal
of Hospitality and Tourism Insights, 1(3), 240-257.
https://doi.org/10.1108/JHTI-03-2018-0016

Rubin, L. (2024). A Middle East space race? Motivations, trajectories, and regional politics.
Space Policy, 69, 101608. https://doi.org/10.1016/j.spacepol.2023.101608

Schmalzer, P. A., Hensley, M. A., & Dunlevy, C. A. (2001). Background characteristics of soils
of Kennedy Space Center, Merritt Island, Florida: Selected elements and physical prop-
erties. Florida Scientist, 64(3), 161-190. https://www.]jstor.org/stable/24321019

Seedhouse, E. (2024). Commercial Astronauts. In E. Seedhouse, Commercial Astronauts: The
Next Generation of Spacefarers (pp. 1-14). Springer.
https://doi.org/10.1007/978-3-031-55604-3

Sherborne, A.K.E. (2022). The Commercialisation of Space: An Overview of Legal Risks and
Considerations. In M. A. Pozza, & J. A. Dennerley (Eds.), Risk Management in Quter
Space Activities (pp. 19-46). Springer. https://doi.org/10.1007/978-981-16-4756-7_2

Sirieys, E., Gentgen, C., Jain, A., Milton, J., & de Weck, O. (2022). Space sustainability isn’t
just about space debris: On the atmospheric impact of space launches. MIT Science Policy
Review, 3, 143-151. https://doi.org/10.38105/spr.whfigl8hta

Tashiro, M., Watanabe, S., Maejima, H., Toda, K., Matsushita, K., Yamaguchi, H., Kelley, R.,
Reichenthal, L., Hartz, L., Petre, R., Williams, B., Guainazzi, M., Santovincenzo, A.,
Costantini, E., Takei, Y., Ishisaki, Y., Fujimoto, R., Henegar-Leon, J., Sneiderman, G.,
... & Yoshida, T. (2024). Development and operation status of X-Ray Imaging and Spec-
troscopy Mission (XRISM). Space Telescopes and Instrumentation 2024: Ultraviolet to
Gamma Ray. In J.-W. A. den Herder, S. Nikzad, & K. Nakazawa (Eds.), Proceedings
Vol. 13093, Space Telescopes and Instrumentation 2024: Ultraviolet to Gamma Ray (p.
52.). https://doi.org/10.1117/12.3019325

Tiberghien, G., Mukhamedjanova, R., & Xie, P. F. (2023). Authenticity and spectrality of space
heritage: Baikonur Cosmodrome, Kazakhstan. Tourism Geographies, 25(5), 1445-1464.
https://doi.org/10.1080/14616688.2023.2231422

Tiburzi, F. (2024). Analysis of space agencies' technology portfolios [Master thesis]. Politec-
nico di Torino. https://webthesis.biblio.polito.it/31427/1/tesi.pdf

Tu, S.-C. (2022). Space Technology in China — An Overview. Space Science in China, 15—
27. https://doi.org/10.1201/9780203739082-3

501


https://www.academia.edu/40146215/The_Role_of_Visual_Identity_Guides_and_Brand_Books_in_Country_Branding_How_to_Get_Inspiration_from_Finland_and_Estonia
https://www.academia.edu/40146215/The_Role_of_Visual_Identity_Guides_and_Brand_Books_in_Country_Branding_How_to_Get_Inspiration_from_Finland_and_Estonia
https://www.academia.edu/40146215/The_Role_of_Visual_Identity_Guides_and_Brand_Books_in_Country_Branding_How_to_Get_Inspiration_from_Finland_and_Estonia
https://doi.org/10.4324/9780429307232-17
https://doi.org/10.1016/j.actaastro.2024.05.036
https://doi.org/10.18520/cs/v119/i9/1444-1447
https://doi.org/10.1108/JHTI-03-2018-0016
https://doi.org/10.1016/j.spacepol.2023.101608
https://www.jstor.org/stable/24321019
https://doi.org/10.1007/978-3-031-55604-3
https://doi.org/10.1007/978-981-16-4756-7_2
https://doi.org/10.38105/spr.whfig18hta
https://doi.org/10.1117/12.3019325
https://doi.org/10.1080/14616688.2023.2231422
https://webthesis.biblio.polito.it/31427/1/tesi.pdf
https://doi.org/10.1201/9780203739082-3

Tucker, B. P., & Alewine, H. C. (2024). Like a Phoenix from the Ashes: Management Control
and Organizational Resilience During NASA's Apollo and Space Shuttle Programs. Ab-
acus, 61(1), 23-52. https://doi.org/10.1111/abac.12325

Valeryevna, S. P., llyich, S. G., & Viktorovich, T. V. (2021). Features of improving technolo-
gies in the construction and road complex in the transport infrastructure of the VVostochny
Cosmodrome. AIP Conference Proceedings, 2318, 100006.
https://doi.org/10.1063/5.0036033

Watson, D. (2024). Reusable launch vehicles: business & societal interest [Master thesis]. Uni-
versitat Politécnica de Catalunya. https://upcommons.upc.edu/handle/2117/419551

Webber, D. (2019). Current space tourism developments. In E. Cohen, & S. Spector (Eds.),
Space Tourism (Vol. 25, pp. 163-175). Emerald Publishing Limited.
https://doi.org/10.1108/S1571-504320190000025009

Weibel, D. L. (2020). The overview effect and the ultraview effect: How extreme experiences
in/of outer space influence religious beliefs in astronauts. Religions, 11(8), 418.
https://doi.org/10.3390/rel11080418

Wu, Y., Peng, K.-L., Yao, Y., & Guo, Y. (2024). Sustainable Space Travel: What Can We Do
in Education from Economic and Environmental Perspectives? Sustainability, 16(2), 684.
https://doi.org/10.3390/su16020684

Yaden, D. B., lwry, J., Slack, K. J., Eichstaedt, J. C., Zhao, Y., Vaillant, G. E., & Newberg, A.
B. (2016). The overview effect: awe and self-transcendent experience in space flight.
Psychology of Consciousness: Theory, Research, and Practice, 3(1), 1-11.
https://doi.org/10.1037/cns0000086

Yazici, A. M., & Tiwari, S. (2021). Space Tourism: An Initiative Pushing Limits. Journal of
Tourism Leisure and Hospitality, 3(1), 38-46. https://doi.org/10.48119/toleho.862636

Zhong, W., Chai, Y., Ye, X,, Liu, Q., Yu, X.,, Yan, Z., Chen, S., Zhang, K., & Zhang, J. (2023).
Evaluation Technology of Zero-Window Punctual Launch for Space Station Construction
Tasks. In 2023 CAA Symposium on Fault Detection, Supervision and Safety for Technical
Processes (SAFEPROCESS) (pp. 1-6). IEEE.
https://doi.org/10.1109/SAFEPROCESS58597.2023.10295849

Date of the last check for the internet links: 15 March 2025.

502


https://doi.org/10.1111/abac.12325
https://doi.org/10.1063/5.0036033
https://upcommons.upc.edu/handle/2117/419551
https://doi.org/10.1108/S1571-504320190000025009
https://doi.org/10.3390/rel11080418
https://doi.org/10.3390/su16020684
https://doi.org/10.1037/cns0000086
https://doi.org/10.48119/toleho.862636
https://doi.org/10.1109/SAFEPROCESS58597.2023.10295849

] p p
LAMFALUSSY SANDOR
C l SOPRONI KOZGAZDASAGTUDOMANYI

\L> EGYETEM o

KONFERENCIAKOTET
Conference Proceedings

Nemzetkozi tudomanyos konferencia
a Magyar Tudomany Unnepe alkalmabél
International Scientific Conference
on the Occasion of the Hungarian Science Festival

Sopron, 2024. november 7.
7 November 2024, Sopron

FENNTARTHATOSAGI ATMENET — INNOVACIOS
OKOSZISZTEMAK — DIGITALIS MEGOLDASOK

SUSTAINABILITY TRANSITIONS — INNOVATION ECOSYSTEMS — DIGITAL SOLUTIONS

Szerkeszt6k / Editors:
RESPERGER Richard, SZELES Zsuzsanna, TOTH Balazs Istvan




Nemzetkozi tudomdanyos konferencia a Magyar Tudomany Unnepe alkalmabol
International Scientific Conference on the Occasion of the Hungarian Science Festival

Sopron, 2024. november 7. / 7 November 2024, Sopron

FENNTARTHATOSAGI ATMENET — INNOVACIOS
OKOSZISZTEMAK - DIGITALIS MEGOLDASOK
SUSTAINABILITY TRANSITIONS — INNOVATION

ECOSYSTEMS — DIGITAL SOLUTIONS

KONFERENCIAKOTET
CONFERENCE PROCEEDINGS

LEKTORALT TANULMANYOK / PEER-REVIEWED PAPERS

Szerkeszt6k / Editors:
RESPERGER Richard — SZELES Zsuzsanna — TOTH Balazs Istvan

SOPRONI EGYETEM KIADO
UNIVERSITY OF SOPRON PRESS

SOPRON, 2025



Nemzetkozi tudomanyos konferencia a Magyar Tudomany Unnepe alkalmabdl
International Scientific Conference on the Occasion of the Hungarian Science Festival

Sopron, 2024. november 7. / 7 November 2024, Sopron
A MAGYAR HUNGARIAN
TUDOMANY SCIENCE
UNNEPE FESTIVAL

A konferencia tamogatoéi / Sponsors of the Conference:

# aLteo|IBERES

Felel6s kiadé / Executive Publisher: Prof. Dr. FABIAN Attila
a Soproni Egyetem rektora / Rector of the University of Sopron

Szerkeszt6k / Editors:
Dr. RESPERGER Richéard, Prof. Dr. SZELES Zsuzsanna, Dr. habil. TOTH Baldzs Istvan

Lektorok / Reviewers:

Dr. habil. BARANYI Aranka, Dr. BARTOK Istvan, Dr. BEDNARIK Eva,
BAZSONE Dr. BERTALAN Laura, Dr. CZIRAKI Gabor, Dr. DIOSSI Katalin,
Dr. HOSCHEK Ménika, Dr. habil. JANKO Ferenc, Dr. KERESZTES Gabor,

Dr. habil. KOLOSZAR Laszlé, Dr. NEMETH Nikoletta, Prof. Dr. OBADOVICS Csilla,
Dr. habil. PAAR D&vid, Dr. PALANCSA Attila, Dr. habil. PAPP-VARY Arpad Ferenc,
PAPPNE Dr. VANCSO Judit, Dr. PIRGER Tamas, Dr. POLGAR Andras,

Dr. habil. SZABO Zoltan, Dr. RESPERGER Richard, Prof. Dr. SZEKELY Csaba,
Prof. Dr. SZELES Zsuzsanna, Dr. SZOKA Karoly, Dr. TAKATS Alexandra,

Dr. habil. TOTH Baldazs Istvan, Dr. TOTH Zsolt Gyorgy, Dr. habil. VERTESY LaszI6

Tordel6szerkeszt6 / Layout Editor: Dr. RESPERGER Richard

ISBN 978-963-334-550-4 (pdf)

DOI: 10.35511/978-963-334-550-4

Creative Commons license: CC BY-NC-SA 4.0 DEED

oS0

Nevezd meg! - Ne add el! - gy add tovabb! 4.0 Nemzetkozi
Attribution-NonCommercial-ShareAlike 4.0 International



https://doi.org/10.35511/978-963-334-550-4
https://doi.org/10.35511/978-963-334-550-4

SZERVEZOK

Soproni Egyetem Ldmfalussy Sandor K6zgazdasagtudomanyi Kar (SOE LKK),
A Soproni Fels6oktatdsért Alapitvany

Tarsszervez6: INTI International University, Malaysia

A konferencia elnéke: Prof. Dr. SZELES Zsuzsanna PhD egyetemi tanar, dékdn (SOE LKK)

A konferencia Tudomanyos Bizottsaga:

Prof. Dr. FABIAN Attila PhD egyetemi tanar (SOE LKK), a Soproni Egyetem rektora;
Prof. Dr. KULCSAR Laszl6 CSc professor emeritus (SOE LKK);

Prof. Dr. OBADOVICS Csilla PhD egyetemi tanar, Doktori Iskola-vezetd (SOE LKK);
Prof. Dr. SZALAY LdaszI6 DSc egyetemi tanar (SOE LKK);

Prof. Dr. SZEKELY Csaba DSc professor emeritus (SOE LKK);

Prof. Dr. SZELES Zsuzsanna PhD egyetemi tanar, dékdn (SOE LKK);

Prof. Dr. Clemens JAGER PhD egyetemi tanar, dékan (FOM Koézgazdasagtudomanyi és
Menedzsment Egyetem, Essen, Németorszag), c. egyetemi tanar (SOE);

Prof. Dr. Alfreda SAPKAUSKIENE PhD egyetemi tanar (Vilniusi Egyetem, Kdzgazdasag-
tudomanyi Kar, Litvania);

Dr. habil. BARANYI Aranka PhD egyetemi docens (SOE LKK);

Dr. habil. PAPP-VARY Arpad Ferenc PhD tudomanyos fémunkatérs (SOE LKK);

Dr. habil. POGATSA Zoltan PhD egyetemi docens (SOE LKK);

Dr. habil. SZABO Zoltan PhD egyetemi docens (SOE LKK);

Dr. habil. TOTH Baldzs Istvan PhD egyetemi docens, a Lamfalussy Kutatokdzpont igaz-
gatdja (SOE LKK);

Dr. habil. Eva JANCIKOVA PhD egyetemi docens (Pozsonyi Kézgazdasagtudomanyi
Egyetem, Nemzetkozi Kapcsolatok Kar, Szlovakia);

Dr. Rudolf KUCHARCIK PhD egyetemi docens, dékan (Pozsonyi K6zgazdasagtudoma-
nyi Egyetem, Nemzetkozi Kapcsolatok Kar, Szlovakia).

A konferencia Szervez6 Bizottsaga:

PAPPNE Dr. VANCSO Judit PhD egyetemi docens, intézetigazgatd, dékanhelyettes
(SOE LKK);

Dr. PIRGER Tamas PhD adjunktus, dékanhelyettes (SOE LKK);

Dr. HOSCHEK Mdnika PhD egyetemi docens, intézetigazgato (SOE LKK);
Dr. NEMETH Nikoletta PhD egyetemi docens, intézetigazgaté (SOE LKK);
Dr. BARTOK Istvan Janos PhD egyetemi docens (SOE LKK);

Dr. KERESZTES Gabor PhD egyetemi docens (SOE LKK);

Dr. habil. KOLOSZAR Lészlé PhD egyetemi docens (SOE LKK);

Dr. SZOKA Karoly PhD egyetemi docens (SOE LKK);

Dr. DIOSSI Katalin PhD adjunktus (SOE LKK);

Dr. RESPERGER Richard PhD adjunktus (SOE LKK).



ORGANIZERS

University of Sopron Alexandre Lamfalussy Faculty of Economics (SOE LKK),
For the Higher Education in Sopron Foundation

Co-Organizer: INTI International University, Malaysia
Conference Chairperson: Prof. Dr. Zsuzsanna SZELES PhD Professor, Dean (SOE LKK)

Scientific Committee:

o Prof. Dr. Attila FABIAN PhD Professor (SOE LKK), Rector of the University of Sopron;
e Prof. Dr. Laszlé KULCSAR CSc Professor Emeritus (SOE LKK);

e Prof. Dr. Csilla OBADOVICS PhD Professor, Head of Doctoral School (SOE LKK);

e Prof. Dr. LaszI6 SZALAY DSc Professor (SOE LKK);

e Prof. Dr. Csaba SZEKELY DSc Professor Emeritus (SOE LKK);

e Prof. Dr. Zsuzsanna SZELES PhD Professor, Dean (SOE LKK);

e Prof. Dr. Clemens JAGER PhD Professor, Dean (FOM University of Applied Sciences for
Economics and Management, Essen, Germany), Honorary Professor (SOE);

e Prof. Dr. Alfreda SAPKAUSKIENE PhD Professor (Vilnius University, Faculty of Econo-
mics and Business Administration, Lithuania);

e Dr. habil. Aranka BARANYI PhD Associate Professor (SOE LKK);

o Dr. habil. Arpad Ferenc PAPP-VARY PhD Senior Research Fellow (SOE LKK);
e Dr. habil. Zoltdn POGATSA PhD Associate Professor (SOE LKK);

e Dr. habil. Zoltan SZABO PhD Associate Professor (SOE LKK);

o Dr. habil. Balazs Istvan TOTH PhD Associate Professor, Director of the Lamfalussy Re-
search Centre (SOE LKK);

e Dr. habil. Eva JANCIKOVA PhD Associate Professor (University of Economics in Bratis-
lava, Faculty of International Relations, Slovakia);

o Dr. Rudolf KUCHARCIK PhD Associate Professor, Dean (University of Economics in
Bratislava, Faculty of International Relations, Slovakia).

Organizing Committee:

e Dr. Judit PAPPNE VANCSO PhD Associate Professor, Director of Institute, Vice Dean
(SOE LKK);

e Dr. Tamas PIRGER PhD Assistant Professor, Vice Dean (SOE LKK);

e Dr. Mdnika HOSCHEK PhD Associate Professor, Director of Institute (SOE LKK);
o Dr. Nikoletta NEMETH PhD Associate Professor, Director of Institute (SOE LKK);
e Dr. Istvan Janos BARTOK PhD Associate Professor (SOE LKK);

e Dr. Gabor KERESZTES PhD Associate Professor (SOE LKK);

o Dr. habil. Laszlé KOLOSZAR PhD Associate Professor (SOE LKK);

o Dr. Karoly SZOKA PhD Associate Professor (SOE LKK);

o Dr. Katalin DIOSSI PhD Assistant Professor (SOE LKK);

e Dr. Richard RESPERGER PhD Assistant Professor (SOE LKK).



