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Editorial

Véazeni Ctenaf,

predkladame Vam Cislo tfeti  Casopisu
aredake¢ni rada jiz dokonCuje i posledni Cislo
sedmého roc¢niku naSeho Casopisu, ktery
zverejnuje védecke a odborné Clanky z oblasti
trendd v podnikani. Pristi roénik bude opét
spojen se stejnojmennou konferenci Trendy
v podnikani, ktera probé&hne v listopadu 2018
v Plzni a toto sdéleni mizete brat jako prvni
pozvanku na nasi tradiéni konferenci.

Piispévek autord Suchanka a Stérby, je
zajimavou ukazkou analyzy podnikli z jednoho
celého odvétvi v CR. Odvétvi vyroby potravin
anapoji  patfi k nosnym  odvétvim
zpracovatelského primyslu v CR. Autofi
vychazeli z klasickych® ukazatelli jako ROA
aROE a dale pracuji s modelem, ktery
umoziuje hodnotit hodnotu prostfednictvim
zvolenych ukazatelu. Jak poukazuji, pfedlozeny
model umoZiuje mapovat silné a slabé stranky
zvolenych podnik(.

Internetovy marketing (online marketing...) je jiz
béZnou soucasti marketingu a v podstaté Ize
uvést, Zze v holistické marketingové koncepci
nemizete dnes marketing s  vyuZitim
internetového prostiedi a ICT vynechat. Autofi
Mynar a Stfitesky, ve svém prispévku pfinaseji
cenné informace.  Clank(i o dileZitosti
marketingu na internetu totiz dnes najdeme
hodné, ale pfispévku s realinymi daty z Eeského
prostiedi, které se zabyvaji mérenim efektivity
marketingu na internetu, je velmi méalo. Najdeme
zde priklady realnych dat o cenach za navstéwu,
posouzeni kvality a konverze navstév a dokonce
pfiklad srovnani ukazatel( mezi obory atd. Velmi
zavaznym je i jejich zavér, Ze SEO lze
na zakladé vysledki vseobecné charakterizovat
jako nejdrazsi nastroj. Prispévek rozhodné
doporucuiji nejenom marketértim, ale véem, kdo
dnes pouzivaji (a plati) marketing na internetu.
Daldim pfispévkem, ktery muzeme zaradit
do orientace na nové metody a formy
marketingu, je Clanek Minafika, ktery prezentuje
studii zaméfenou na Product Placement
s orientaci na generaci Y. Vystupy Setfeni jsou
vlastné triangulaci dat ziskanych
prostfednictvim eye-trackingu, Focus Group,
hloubkovych rozhovor(i a analyzou vybranych

medialnich sdéleni. Autor dle této studie uvadi,
Ze generace Y ma tendenci vnimat spise znamé
a zavedené znactky. Podobné studie s nékolika
dilgimi empirickymi prizkumy je nutné ocenit
pro jejich pfinos aktualnich poznatk( z ¢eského
prostiedi.

Rodinné podnikani patfi mezi zakladni formy
podnikani, a jak odhaduje AMSP CR, v Ceské
republice maji zhruba 30% podil na tvorbé HDP.
Realitou rodinného podnikani v kontextu CR se
zabyvaji autorky Machova a Tausl Prochazkova.
V prispévku se vénuiji silnym a slabym strankam
rodinného podnikani a kromé teoretického
vstupu prezentuji i vystupy Setfeni zkoumajicino
vybrané aspekty rodinnych podnik{i v CR véetné
kritické problematiky tzv. nastupnictvi.
Piispévek autorek Stichhauerové a Pelleoneové
piibliZuje vnimani vyznamu rodinného podnikani
ze strany predstavitel mistni spravy v éeskych
obcich do 2000 obyvatel. Vysledku jejich Setfeni
vyplyva, Ze obce nerozeznavaji rodinny podnik
od ostatnich, ale ty se jasné zasazuji o Zivot
v obgi.

Ladislav Mozny, publikoval prispévek, ktery je
zaméfen na téma strategie v telekomunikacnim
odvétvi a hodnoceni prvk( strategie. Uvadi, ze
mezi velmi diskutované prvky trzni nabidky patfi
cena a produkty a jejich vlastnosti. Na druhé
strang, je dle jeho zjisténi, vénovana pouze
omezena pozornost zdrojiim a v podstaté Zadna
pozornost neni zamérena na hodnotovy fetézec.
Prispévek je urCitou metaanalyzou vybranych
informacnich zdrojii se zaméfenim na uvedené
tema.

| v tomto Gisle mame jeden piispévek z pro nas
spiSe exotické zemé, Nigérie. Autofi Egbunike
almade se na své univerzité vénuji
problematice just in time a finanénich ukazatelli
pro oblast spiSe menSich firem. Uvadéji, jak
prostiednictvim pfistupu just in time mozZné
snizovat naklady na fizeni zasob a zlepSovat
zisk firem. Publikovani pfispévki autort
i zrozvojovych zemi (i kdyz v omezeném
rozsahu) povazuje redakce i za urcitou kolegialni
pomoc a akt socialni odpovédnosti pro aktivni
kolegy z univerzit v téchto zemich.

Ludvik Eger
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AN ANALYSIS OF VALUE CREATION IN CZECH FOOD COMPANIES

Petr Suchanek!, Martin Stérba2

"Petr Suchének, Masaryk University Brno, Faculty of economics and administration, suchy@econ.muni.cz
2 Martin Stérba, Masaryk University Brno, Faculty of economics and administration, martin.sterba@mail. muni.cz

Abstract: The subject of this article is based on an analysis of food companies in the Czech Republic.
The aim of the article is to identify differences in value creation (including causal ones) across
the companies. We chose a basic sample of all 931 Czech companies in the food industry sector,
in segments such as meat and fish processing, milk and dairy products and so on. Of this group, 707
companies had sufficient and available financial data for the year 2014. In the second step we calculated
the EVA and ROE indicators for those companies. Subsequently, 382 successful companies (EVA
indicator > 0) and 103 extremely unsuccessful companies (ROE < 0) were selected for further analysis.
For these companies, a profile analysis, considering difference in averages, was done which allowed us
to compare each of selected financial indicators in both groups of companies and to find the greatest
differences between them. In the next step a logistic regression model was used (for indicators
with a statistically significant difference) identifying which indicators would serve as the basis for a model
for distinguishing high-performing companies from low-performing ones. Thus obtained indicators are
evaluated on the basis of the food company model. We created a CVM model which is able to identify
companies which create values in 97.1 % of cases and in 79.6 % of cases is able to recognize companies
which destroy value. An advantage of the model is its ability to detect areas where the companies are
strengthened or weakened due to used financial indicators.

Keywords: value creation, performance, EVA ratio,financial analysis, food companies

JEL Classification: L25, L66, G31

INTRODUCTION

The aim of the article is to analyse food
companies in the Czech Republic. It focuses
on recognizing the differences in value creation
(including causal ones) across the companies. It
is partly aimed at dividing the companies into
a high-performing group (creating value) and
a low-performing group (destroying value)
and attempts to identify the indicators that best
distinguish  between these two groups
of companies. The result would then be
a comprehensive indicator (composed
of selected financial indicators) that with
considerable accuracy would be able to identify
the high-performing and  low-performing
companies, including areas where there is
creation or, conversely, destruction of value.

Within the research, the authors combine
aperformance  and  value  approach.
A performance approach is typified by acomplex

view of various areas of the company through
a wide range of financial indicators which serve
as indicators of a good or, conversely,
a problematic or bad situation. In contrast, the
value approach, as represented by the EVA
indicator, is typical for its overall view of the
company’s ability to create or destroy value.
Linking the two approaches makes it possible
to identify the areas (through various financial
indicators) where value (as detected by the EVA
indicator for the company as a whole) is created
or destroyed.

The use of the EVA indicator allows us
to categorize the companies into those creating
value (EVA > 0 while ROE > 0) and those
destroying value (EVA < 0 while ROE < 0).
However, the design of the EVA indicator does
not allow us to find out the causes of the creation
or the destruction of value. Rather, it is based
on an estimate, more precisely, on a calculation
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of risks that are often external (see, for example,
the risk-free rate risks derived from government
securities) or are only focused on one area of the
company, i.e. on profit and profitability, or on the
market value of equity (cf. Kaur, Narang, 2009,
Chvatalova,  Hrebicek, 2012,  Kubénka,
BoleCkova, 2015). Within the structure of the
indicator EVA equity, which is also used in our
research, is a greater focus on the inner
workings of the company, nevertheless, the view
of the company through risk remains the same
(Neumaierova, Neumaier, 2014). The authors
Neumaierova and Neumaier (Neumaierova,
Neumaier, 2014), Walters (Walters, 1999) and
Panigrahi et al. (Panigrahi et al., 2014a) seem
to have gone the furthest regarding the inner
workings of the company, including
the identification of the causes of value creation.
These authors, however, link the factors
affecting the value (its creation) directly to the
EVA indicator, whereas in our study, it is merely
used to categorise companies. The other
indicators (including the constructed model) are
attached to it only indirectly. Such an approach
should ensure better identification of potential
sources of value creation, as it is wider and does
not focus on areas that are directly affected by
the EVA indicator (in this case, ROE and cost
of equity).

Conversely, the financial indicators within
the investigation into performance are able
to identify problem areas in the company,
thereby attracting the attention of managers and
enabling a speedy identification and subsequent
solving of the problem. However, in the context
of performance, value, or more precisely, its
creation, expansion, or destruction, is only one
of the areas of investigation, that is to say, it is
only one of the possible approaches. Thus, if
a company (managers or owners) wants to focus
on value, i.e., where and why it comes into
existence, grows or, vice versa, expires, it offers
the opportunity of using those financial
performance indicators that have the greatest
impact on the value measured by EVA, either
individually or within the presented model.

1. THEORETICAL FRAMEWORK

Performance is a common term (and not only
in relation to customer satisfaction), and many

authors deal with performance measurement.
Nevertheless, there are few authors who
concern themselves with defining it, even though
there is no standard and generally accepted
definition of this term. This makes a comparison
of  differently  measured  performance
problematical, as different tools measure
performance which is conceived differently.
Performance is defined in different ways, usually
with regard to the degree of generality. Drucker
defines performance as the final test of any
organization (Drucker, 1992). It can be added
that this test must have its economic dimension.
Performance can also be defined more
specifically as the company’s ability to increase
the value of invested capital (Hindls et al., 2003).
A company is high-performing if it achieves its
objectives and, at the same time, is able
to satisfy the demands of its customers more
effectively and with greater efficiency than its
competitors (Kotler, 1984). Effectiveness, in this
context, means the degree of satisfaction
of customer demands, while efficiency is the
efficacy with which the company spends
resources on ensuring the required level
of customer satisfaction (Neely et al., 1995).
Performance reflects a company’s ability
to increase the value of invested resources by its
activities, and to produce profit and ensure future
development (Skodakova, 2009). It can be
added that performance embraces all the areas
of the company’s activities, which it is necessary
to harmonize in such a way that the result is
a functioning and prosperous company with
good, long-term  prospects  (Pavelkova
Knapkova, 2005). In this research, performance
will be viewed as effectiveness. Performance will
then be assessed with regard to the expended
resources of the company from a purely financial
point of view.

When measuring performance, it offers up the
possibility of using a complex perspective that
allows us to assess all the economic aspects
of the functioning of a company in a quantitative
way. This view corresponds with the one
of Drucker’s, who, as early as the 1950s, came
up with the thesis that market position,
innovation, productivity, physical and financial
resources, profitability, the performance
of managers and  their  development,
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the performance and approach to work
of employees, and public accountability are the
proper criteria of performance (Drucker, 1954).

At present, companies tend to focus
on maximizing shareholder value, whereby
the measurement of economic values and
financial measurements are integrated together
to help management to achieve its goals
(Esbouei et al., 2014). Due to this, the EVA
indicator in our research is derived from the ROE
indicator (EVA equity) (cf. Varaiya, et al., 1987).
The financial performance measurement
indicators can be divided into two groups:
traditional indicators (including, for example,
ROE, ROA) and modern indicators (e.g. EVA).
These measure the same financial performance,
but in different ways (Yalcin et al., 2012). For the
best Turkish companies in the food industry
(evaluated as high-performing), the results
of assessment are the same according to both
methods (Yalcin et al., 2012). We can conclude
that there should be a significant statistical
difference between the selected traditional
indicators of two groups of companies which
were created by dividing the research sample
of companies into high-performing and low-
performing by means of the EVA indicator
(hypothesis 1). The EVA indicator and its results
does not include grey zone.

Within a complex approach to measuring
company performance, it is possible
to encounter different groups of financial
indicators. Some authors use indicators
of profitability, activity, indebtedness, liquidity,
growth and indicators of asset structure (see
Delen et al. 2013). Others use indicators
of profitability, indebtedness, liquidity and growth
(see Heikal et al. 2014).

It follows that, at least for the long-term viability
of the company, its profitability, which seems
to be the primary measure of performance, is
influenced by a number of other factors.
The company must ensure it is solvent, because
without this it cannot survive in long-term. Ability
to pay, however, represents a certain limitation
of profitability, because the company is forced
to retain a certain amount of funds in its account,
which, therefore, cannot be invested and
increased in value. The company must also
maintain a reasonable proportion of debt, and

thus a reasonable share of risk associated with
debt. This is another limitation of profitability,
because the maximum debt would represent,
on the one hand, a maximum return on equity (in
the case of a positive effect of financial
leverage), but on the other hand, the maximum
risk of over-indebtedness (in the case
of anegative effect of financial leverage).
Effectiveness also has an influence
on profitability, which is treated as the
company’s resources and it is reflected
in the indicators of activity (turnover). The capital
market perspective is also important. It serves
asa correction device for the identified
(accounting) performance of the company, more
precisely it allows us to assess the real
performance of the company from an external
(independent) view.

Itis therefore appropriate to assess performance
in this context, at least in the area of profitability,
liquidity, indebtedness  and activity.
Unfortunately, due to the absence
of a developed capital market, it is not possible
to use indicators of this type when researching
the financial performance of companies in the
Czech Republic (with the exception of a few
dozen companies).

Authors such as Walters (Walters, 1999),
Neumaierova and Neumaier (Neumaierova,
Neumaier, 2014) or Panigrahi et al. (Panigrahi et
al., 2014) have elaborated the relationship
of performance and value in terms of areas,
which are, on the one hand, reflected in the
degree of efficiency, and on the other, more
orless contribute to the creation of value.
Panigrani et al. have also elaborated
arelationship of selected financial indicators
(including EVA) to shareholder value (Panigrahi
et al., 2014b), which corresponds with the
approach used in our research. It suggests that
the indicators showing the level of performance
are also able to indicate the degree of value
creation.

1.1. Methodology
The companies will be divided into three groups
on the basis of the EVA indicator plus will be
added the grey zone. In the first group (high-
performing companies) will be those companies
where EVA > 0 and ROE > 0, the second group
(the grey zone) will consist of companies where
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EVA < 0 while ROE > 0 and in the third group
(low-performing companies), will be made up
of companies where EVA <0 and ROE < 0.
Only companies from the first and third groups
will be used for further analysis of the differences
between the selected traditional indicators.
Thus, the difference between high-performing
and low-performing companies will be
emphasised and more striking. This should
reflect in the differences in the selected
tradiional  indicators of  both  groups
of companies.

The construction of the EVA indicator was based
on the methodology of the Ministry of Trade and
Industry which is used as standard in Czech
companies (Department of Economic Analyses,
2014, pp. 158-161).The general construction
of the indicator, in which the ROE indicator, cost

of equity (re) and the amount of equity (VK) also
feature, is as follows: EVA = (ROE - re) * VK
The costs of equity are further calculated by
using a modular method and they represent
the sum of the risk-free rate of return, business
risk, financial stability risk, and risks related
tothe size of the company and financial
structure.

After dividing the companies into the appropriate
groups (high-performing and low-performing)
a profile analysis will be done for each company
in both groups. For this analysis, 34 common
financial indicators will be used (see Table 1),
again  designed in  accordance  with
the methodology of the Ministry of Trade and
Industry (Department of Economic Analyses,
2014).

Table 1 — A selection of the indicators used in the model from a list of the financial indicators used in the

rofile analysis (all indicators are listed in Appendix 1)

Current liquidity = current assets / short-term liabilities

Net profit margin = net profit result / (operating income + extraordinary income)

Leverage = total assets / equity

The degree of financial autonomy = equity / (long-term liabilities + short-term liabilities + bank loans and overdrafts)
Indebtedness ratio = equity / external resources

Immediate liquidity = financial assets / short-term liabilities

Share of own resources = equity / total assets

Quick liquidity = (current assets — reserves) / short-term liabilities

Operating liquidity = (depreciation + EBIT+ reserves) / (long-term liabilities + short-term liabilities — long-term financial

assets)

ROCE = EBIT / (equity + reserves +long-term liabilities + long-term bank loans)

The profile analysis allows us to compare each
of the selected financial indicators in both groups
of companies and to determine the differences
between them. In order to create a model that is
best able to distinguish between high-performing
and low-performing companies, the indicators
with the greatest differences will be used.
The degree of an indicator’s differentiation will
be examined through the distance of average
values of the relevant indicator between the two
groups of companies, and individually for all
studied indicators. The authors draw on the
assumption that the more diverse the indicators,
the easier it will be to distinguish between high-
performing and low-performing companies-

In the second step, we get to the modelling
of selected indicators using logistic regression.
Logistic regression is applicable where there are
only two expected results - the company is either

Source: The authors

high-performing  or low-performing. It is
prerequisite of normality that is important for
logistic regression. In our model, it is fulfilled by
drawing from a basic file, and not only from
a selection of data (Pecakova, 2007). At the
same time, it is essential that both results are
adequately represented in the data (Hendl,
2012). Then it is possible to construct a logistic
regression model in the following form (Hosmer,
2013):

PIY(x) =1] = —1j’;§§f§;1) (1)

Where Y takes the values 0 and 1, and thus
defines the difference between the categories Y
= 1 as a high-performing company and Y = 0
as a low-performing company. The concrete
calculations are processed using the statistical
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software GRETL (Gretl, 2016). To verify the
reliability of the model variables, a t-test is used
with a set level of significance of p = 5%.

To verify the validity of the model as a whole,
a Chi-square was used. It is calculated as
follows:

O =20 L(B. B )~ L0.8) ()

A P-value < 0.05 rejects the null hypothesis that
the model without residuals is better than the one
under consideration, which can be interpreted
to mean that the model is reliable (provides
correct results).

The individual financial indicators (including
EVA) are variously mutually interconnected
through the use of the same or similar input data.
This is why the multicolinearity of the modelled
variable will also be tested in the final model.
Therefore, the intensity of dependence between
two or more explanatory variables wil be
measured, in which the capacity of the detected
rate of multicolinearity will be ascertained. The
calculation of the value of multicolinearity (VIF)
is as follows: VIF (j))=1/(1-R (j) * 2), where R
() is the multipath correlation coefficient
between the variable j and the other independent
variables. The co-linearity test accepts the
model, if the minimum value is higher than 1 and

lower than 10. In this context the multicolinearity
is acceptable. The differentiation rate will be
ascertained by means of the distance
of averages of the individual groups for each
indicator.

1.2. Research sample
We chose a basic sample of all 931 Czech
companies in the food industry sector,
in segments such as meat and fish processing,
milk and dairy products and so on. Of these
companies 707 companies had sufficient and
available financial data for the year 2014.
From this group, 485 companies were then
selected for further analysis (382 high-
performing and 103 low-performing companies).

2. RESULTS

In creating a comprehensive  model
from financial indicators, which would at the
same time be able to identify high-performing
companies (creating value) or, conversely, the
low-performing ones (destroying value), it was,
first of all, necessary to categorise
the companies into two groups using the EVA
indicator. The results are shown in Table 2. It is
clear from the results that, in our categorisation,
the high-performing companies are more
numerous (78.7%).

Table 2 Characteristics of the high-performing and low-performing companies

Group of | Number |EVA EVA max EVA min ROE ROE max ROE min
companies average average

High-performing | 382 69 302 173734 1 27.07 % 423.65% 0.27%
Low-performing | 103 -16 322 -8 -338 636 -20.62 % -0.06% -478.92%

The table also shows that all the companies
belonging to the group of high-performing or low-
performing companies were selected, i.e. those
of ‘very high-performance’ with a maximum EVA
or ROE or those of ‘very low-performance’ with
aminimum EVA or ROE. Due to the fact that the
survey excluded the ‘grey zone’ group
of companies with a negative EVA and positive
ROE, the results of high-performing and low-
performing companies do not overlap.
The attained variety of data from the two groups
of companies, along with the non-overlapping
of the results of the EVA and ROE indicators,
allowed us to create a robust model that respects

Source: The authors

the diversity and differences of the surveyed
companies.

The second step was to identify indicators that
were appropriate for the model construction.
The suitability of the indicators was assessed on
the basis of differences in values of averages
of the indicators between high-performing
and low performing companies, where a greater
divergence meant a greater suitability of the
indicator for inclusion in the model. The average
values of the selected indicators and their mutual
differences within both groups of companies are
set out in Table 3 (the values of all indicators are
given in Appendix 2). The values in Table 3 are
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ranked from the largest positive differences
tothe largest negative differences. Positive
differences mean that the average value of the
indicator for the group of high-performing
companies was higher than in the group of low-
performing companies. In the case of negative
differences, the average value of the indicator

for the group of high-performing companies, was
on the contrary, lower than in the group of low-
performing companies. Five factors with the
largest positive differences and five indicators
with the largest negative differences were then
selected for further analysis.

Table 3 A comparison of coefficients of averages — the selection of the indicators used in the model

Differences in averages | Order | Indicator

Positive differences

320% 1 Degree of financial independence
123% 2 Immediate liquidity
111% 3 Quick liquidity

104% 4 Current liquidity*

79% 5 Share of own resources
Negative differences

-158% 30 Financial leverage
-162% 31 Indebtedness ratio
-169% 32 Operating liquidity
-177% 33 Net profit margin

-226% 34 ROCE

While modeling with logistic regression, based
on the results of the ttest, statistically
insignificant indicators were gradually removed.
The following six indicators were removed:

Source: The authors

. Quick liquidity (p-value: 0.9738)

. Operating liquidity (p-value: 0.1561)
The resulting equation of the logistic regression
model of value creation (value creation model -

. Financial leverage (p-value: 0.2449) CVM), which is able to distinguish between high-
. Degree of financial independence performing and low-performing companies with
(p-value: 0.4403) regard to the ability to create or destroy value
. Immediate  liquidity  (p-value: that was constructed by means of logistic
0.5693) regression then takes the following form:
. Share of own resources (p-value:
0.0915)
CVM = 1+e—(1.1064-—0.0585*F1+0.02'1787*F2+1.1487*F3+0.2086*F4_) (3)
Where:

F1 ...current liquidity

F2 ... net profit margin,

F3... ROCE

F4 ... indebtedness ratio

There are four indicators which are statistically
significant (p-value < 0.05) in the logistic
regression model shown in Table 4, meaning
that they can be included in the model. This table
also shows specific p-values, and in particular
the coefficients of the individual variables
(the used indicators) which determine the model
equation. To verify the validity of the model, the

chi-square was calculated (see Methodology
section) with a value of 129.613 and a p-value
of 0. This makes it possible to reject the null
hypothesis and consider the resulting model
as reliable.
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Table 4 The variables and parameters of the final model

Variable Coefficient p-value
Invariable 1.10642 <0.0001
Current liquidity -0.0584979 0.0023
Net profit margin 0.0278744 0.0002
ROCE 1.14867 <0.0001
Indebtedness ratio 0.208643 <0.0001

Given the closeness of individual data in the
financial statements and their possible
interactions, a test was conducted that detects
the possibility of collinearity (see Table 5). With

Source: The authors

regard to the achieved values, it is possible
to say that the final model is correct and to rule
out the possibility of collinearity of the used
indicators.

Table 5 Collinearity test results of the variables used in the model

Variable Value of correlation coefficient
Current liquidity 1.008
Net profit margin 1.023
ROCE 1.140
Indebtedness ratio 1.128

To verify whether the model corresponds to the
real data and has a real explanatory ability,
the resulting model was tested using data from
the food industry. Given the fact that the model
was created using a basic file so that
the maximum information value could be
obtained, a special test pattern was not used,
the input data was. In this testing, the agreement
with classifying the companies in the original way
(using the EVA and ROE indicators into two
groups of companies) with their classification
using the CVM model was studied. At the same
time, limit were set in CVM model for high-

Source: The authors

performing (creating value), low-performing
(destroying value) and ‘grey zone’ companies
(it cannot be clearly said whether they create
or destroy value). In this test - putting values
into the equation model, it was found that the
model showed a high ability for similar
classification, as in the case of using the EVA
and ROE indicators, when setting the limit values
in CVYM to 1 - 0.758 for high-performing
companies, then 0.758 to 0.628 for ‘grey zone’
companies and 0.628 - 0 for low-performing
companies (see Table 6).

Table 6 The results of testing the model with the input data

Number of
CVM values companies % sample Consensus
High-performing companies >(.758 349 71.13% 97 13%
‘Grey zone’ companies between 85 17.53% Was not studied
Low-performing companies <0.628 55 11.34% 79.63%

The consensus of Grey zone was not studied
due to is character. The EVA indicator does not
include the grey zone, which means we can't
compare the consensus CVM x EVA in this
category.

3. DISCUSSION

Using the EVA equity indicator and the ROE
indicator, which is, in this case, part of EVA,

Source: The authors

companies were divided into high-performing
ones (creating value) and low-performing ones
(destroying value). This construction of the
indicator is possible, although it differs from the
original structure (cf. e.g. Neumaierova,
Neumaier, 2014 O'Hanlon, Peasnell, 1998).
The explanatory power of the EVA equity
indicator is different from the original indicator
and tells us more about the value for the owners
of the company (shareholder), than the value
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from the viewpoint of potential investors
(stakeholders). In terms of evaluating
the performance of the company, focusing on its
inner workings, where the owners’ point of view
is very important even critical, we consider
a fitting structure.

The EVA indicator as constructed here serves
only to differentiate the companies into high-
performing (creating value) and low-performing
(destroying value) groups. The subsequently
constructed CVM model, which is capable
of identifying the creation or destruction of value,
is independent of the indicator EVA. This
independence means that the indicators used in
the CVM model are not a direct component of the
EVA. This distinguishes the CVM model from
INFA (and derived indices IN), which is, by its
construction, directly linked to EVA (cf.
Neumaierova, Neumaier, 2014). However, due
to the interdependence of the individual financial
indicators, it is not possible to ensure
the complete independence of the indicators
(see above).

The construction of CVM model was done in two
steps, the first of which was to reduce
the potentially usable financial indicators
to those which were, in terms of the extent
of their differences within the groups of high-
performing and low-performing companies, most
likely to become part of the construct of the CVM
model. This reduction was done objectively, and
it was necessary because of the lower number
of companies in the group of low-performing
companies (103 in total). The use of ten
indicators in the CVM model is, thus, appropriate
in terms of dimensionality reduction.

The CVM model that we created includes four
financial indicators, one of which refers
to liquidity, two refer to profitability and one
relates to indebtedness. The indicator of liquidity
affects the creation of value negatively. Because
the growth of liquidity (in this case, current)
represents an increase in the amount of funds
(inthis case, rather an increase in current
assets) in relation to short-term resources, it can
be concluded that this activity contributes to the
creation of value negatively. This does not alter
the fact that the effect of this variable in the CVM
model compared to other models is weak
(the second weakest in the model). If increasing

(current) liquidity reduces performance and
company value, it means that relevant assets
ormoney is not being used appropriately,
whether fully or partially. Itis clear from the Table
3 that the liquidity of high-performing companies
is significantly higher than that of low-performing
ones, where it can be assumed that the higher
liquidity is caused by higher levels of reserves,
i.e. not making use of current assets. It will need
to be analyzed within the specific company,
where this inefficiency lies, whether in short-term
assets, accounts receivable, stocks of materials
and completed products and so on. In terms
of value creation, it can also be inferred that
current liquidity should be rather low, more
precisely that value can be created by actions
that reduce this liquidity.

The indebtedness indicator (indebtedness ratio)
has a positive effect on value creation. Upon
closer examination of the indicator
of indebtedness, it is obvious that a decrease
in indebtedness has a positive effect on growth
and value creation. This is contrary to the
generally accepted finding that increased
indebtedness increases performance (Park,
Jang, 2013).There is also, however, research
that shows a negative effect of indebtedness
on performance (Rajan, Zingales, 1995), which,
on the other hand, supports our findings.
From Table 3, it is clear that the indebtedness
of high-performing companies is significantly
lower than that of low-performing ones.
With regard to the trade-off between profit and
costs associated with debt, it was found that
companies target optimal debt (Park, Jang,
2013). It can be inferred that the lower
indebtedness of high-performing companies
contributes to creating value more than the
higher  indebtedness of  low-performing
companies. This raises the question of whether
the  high-performing  companies  should
be recommended to reduce their debt further,
although it can be presumed from the model.
Itcan be assumed that the use of equity
(including debt) by low-performing companies is
worse than that of high-performing ones. This is
evident from differences in the profitability
indicators of high-performing and low-performing
companies, especially ROCE. The question is
though, whether this is due to the high price
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of liabilities or whether the causes must be
sought in the inner workings of the company.
With regard to the negative effect of liquidity,
indebtedness reduction (if, at the same time,
there is an increase in balance sheet totals
by increasing the amount of equity) must not
project into an increase in liquidity (e.g.
increasing the volume of money), but into an
increase of in operations of the company (it must
be properly invested, i.e., it must generate
profit). The influence of this variable in the CVM
model is relatively strong (the second strongest),
which means that the indebtedness ratio has
a great influence on creating value.

The indicators of profitability (ROCE and net
profit margin) also effect value creation
positively. In view of the construction of the EVA
indicator, which includes profitability indicators
(whether ROE or ROA), this is not a surprising
finding. On the contrary, it confirms that for value
creation (its growth), profitability (its growth) is
crucial. Itis clear though that it is not enough only
to increase profits in relation to the balance
sheet, or the ROCE part, i.e. the value of used
resources (financial - liabilities or material -
assets), but also profit against sales (net profit
margin), which means company performance.
The use of assets (or resources) is, in this
respect, more significant and has a greater
impact on value creation, than increasing
the profit margin (see Table 4).
Recommendations for the creation and growth
of company value from the viewpoint of the CVM
model can be formulated as follows: increase
company performance while increasing
the profitability of invested resources, and while
reducing the involvement of debt and lowering
long-term liquidity (current ratio). For this, we
recommend taking into account the risk of using
one’s own and external liabilities, which should
then be reflected in their price and therefore
profitability. The risk of insolvency should also be
considered, which means comparing company
liquidity with the recommended values or the
average of a particular sector, and monitoring
the structure of current assets.

This design of the CVM model is very similar
to the index INO5 which is based on the INFA
analysis (Neumaierova, Neumaier, 2014). In this
index, there also are indicators from the same

areas, ie. profitability, liquidity and
indebtedness, as in the case of the CVM model.
However, the specific indicators are different.
This is probably due the fact that the construction
of the index INO5 and the CVM model is different,
and also that the CVM model is constructed
on a narrower set of data. While the index INO5
can be used universally, the CVM model can
only be used (so far) for the food industry.

It is interesting that there is no indicator from the
area of the activities of the company either in the
index INO5 or the CVM model. It seems that
these indicators have very little or no effect
onvalue creation. It can be concluded that
for value creation, it is not important how fast the
individual resources are (either individually
or together) utilised (how long they stay in the
company), but the effect that is achieved by their
use. From this point view value and its creation
is very closely linked to profit and its creation.

CONCLUSION

A CVM model was constructed which
from current data forms an equation, by means
of which the analyst can classify companies
intoone of two groups - high-performing
companies that create value (CVM greater than
0.758), and low-performing companies that
destroy value (CVM less than 0.628). The model
has greater explanatory power for companies
that create value (97.13%), than for those that
destroy it (79.63%).

The intervals set in this way allow us to utilise
the maximum potential of the model. However,
at the same time, itis in some cases not possible
to clearly define the performance of the
company, that is to say whether the company
creates value or destroys it, and this introduces
a so-called grey zone. This signals the fact that
the company is heading for problems, and
by extension does not generate enough value.
Given that the design of the CVM model also
meant to identify traditional indicators
with statistically significant differences between
the high-performing and  low-performing
companies, it is possible to consider hypothesis
1as verified.

The model is designed so that it covers three
areas of company finance, namely liquidity,
indebtedness and  profitability.  Contrary
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to models from abroad (see e.g. Altman, E.I.
(1968) it includes liquidity, which is consistent
with  models from the Czech Republic
(Neumaierova, Neumaier, 2014 Griinwald,
2001). Although the model is similar to,
for example, the index INOS5, it was constructed
in a different way and the specific indicators that
were used are also different. The CVM model
does not aspire to predict potential value
creation of the company in the future. It is
amodel that evaluates the company
retrospectively (ex post) based on actual data.
However, the CVM model enables us to get
a quick idea of the extent of the achieved value
also in the areas where the value is mostly
created or, conversely, mostly destroyed.
The use of the model is particularly applicable
tothe corporate sector, whereby the owner
or the manager of a company can easily check
the economic performance of their investment
(company).

LIMITATION

This model can be used as a model of solvency,
which means as a model that determines
whether company creates value or destroys it.
However, the model is unable to determine
whether the company goes bankrupt. With
regard to its structure, it may also be
recommended for use more in the short term.
The model is further limited to the area of the
food industry in the Czech Republic. It was
constructed based on the results of this sector
and to transfer the findings to other sectors
or countries would only be possible on the basis
of further research and verification. It must also
be emphasized that for proper explanatory
power, it is necessary to use the identical
construction of indicators, including the relevant
accounting data, without which it cannot obtain
the correct outcomes. On the contrary,
adifferent  or  incomplete  construction
of indicators, will most probably lead to distorted,
inaccurate and ultimately misleading results and
interpretations.
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APPENDICES
Appendix 1: List of all financial indicators used in the profile analysis

Current liquidity = current assets / short-term liabilities

Total debt = external resources / total assets

Net profit margin = net profit/ operating income + extra income

Net working equity = current assets / short-term external resources

Net working equity Il = profit / operating income +exira income

Debt repayment period = external resources — reserves / profit for the accounting period + depreciation

EBIT = profit + tax payable +expense interest

EVA as a proportion of assets = EVA / total assets

Financial leverage = total assets / equity

The index of financial leverage = ROA / ROE

Self-financing coefficient= equity / total assets

Reserves coverage by working equity = net working equity / reserves

Degree of financial independence = equity / (long-term liabilities + short-term liabilities + bank loans and
overdrafts)

Indebtedness ratio = equity / external resources

Cost = total cost / total revenue

NWC / long-term resources = (current assets - short-term external resources) / long-term assets

NWC / assets = (current assets - short-term external resources) / total assets

Turnover of total assets = total revenue / total assets

Turnover of long-term assets = total revenue / long-term assets

Turnover of current assets = total revenue / current assets

Turnover of receivables = total revenue / receivables

Turnover of equity = revenue / equity

Turnover of reserves= total assets / revenue

Immediate liquidity = financial assets / short-term liabilities

Share of own resources = equity / total assets

Quick liquidity = (current assets — reserves) / short-term liabilities

Operating liquidity = (depreciation + EBIT+ reserves) / (long-term liabilities + short-term liabilities — long-
term financial assets)

ROA = EBIT/total assets

ROCE = EBIT / (equity +reserves +long-term liabilities + long-term bank loans)

ROE/NWC = ROE / (current assets — short-term external resources)

ROS = profitirevenue

Interest burden = (short-term + long-term) liabilities - financial assets / balance cash flow

Indebtedness CA = (short-term liabilities +long-term liabilities +bank loans and overdrafts) / total liabilities

Indebtedness VK = equity / external resources

Source: The authors
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Appendix 2: Coefficients of individual indicators according to the profile analysis and comparison of

averages
Coefficient | Order | Indicator
320% 1 | Degree of financial independence
123% 2 | Immediate liquidity
1% 3 | Quick liquidity
104% 4 | Current liquidity
79% 5 | Share of own resources
75% 6 |ROE/NWC
47% 7 |Reserves turnover
36% 8 | Current assets turnover
21% 9 |NWC/long-term resources
4% 10 | Receivables turnover
6% 11 | Cost
-39% 12 | Turnover HIM
-40% 13 | Total asset turnover
-42% 14 | Debt repayment period
-55% 15 | Interest burden
-57% 16 | NWC/assets
-17% 17 | Total indebtedness
-80% 18 |ROS
-87% 19 | Net working equity (alt.)
-91% 20 | Net working equity
-93% 21 | Self-financing coefficient
-97% 22 | Reserves coverage by working equity
-113% 23 |EBIT
-115% 24 | Own equity turnover
-116% 25 |Financial leverage index
-138% 26 |Total assets indebtedness
-153% 27 |Indebtedness VK
-156% 28 |ROA
-157% 29 |EVA as assets share
-158% 30 |Financial leverage
-162% 31 |Indebtedness ratio
-169% 32 | Operating liquidity
177% 33 | Net profit margin
-226% 34 |ROCE

Source: The authors
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THE EFFICIENCY OF PERFORMANCE-BASED ONLINE MARKETING
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Abstract: The paper deals with the characterization and comparison of selected tools of performance-
based internet marketing. These are search engine optimization (SEQ), AdWords and Sklik advertising
and Facebook social network advertising. Research compares individual marketing channels in terms
of their cost and visit quality. The cost is expressed by the average cost of the website’s visit to from the
particular source. Quality is then determined by a set of subscripts that measure user behavior on the
web. For the overall comparison, the overall visit quality indicator was also defined. The comparison is
made on data of 74 websites of various industries for the years 2014 - 2016. Research has shown
statistically significant differences of the cost per visit between the analysed channels, on the contrary,
the observed differences in the conversion rate have not proved as statistically significant. In conclusion,
the article provides recommendations for using these tools with a focus on small and medium-sized
businesses.

Keywords: internet marketing efficiency, Facebook ads, performance-based marketing, search engine

marketing,
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uvob

Dle dat Ceského statistického Ufadu (2014)
stoupl objem trzeb internetovych obchodli mezi
lety 2001 a 2013 vice neZ osmkrat. V roce 2001
mélo webové stranky jen 43 % firem nad 10
zaméstnanc(i, dnes je to 83 %. Témér ¢tvrtina
firem nad deset zaméstnanc( pouZivala
pii podnikani i socialni media (pro mensi
podniky nejsou data k dispozici). Znamenato, Ze
si firmy stale vice uvédomuji nutnost
pfinejmensim pasivni pritomnosti na internetu.
Stale Vvetsi vyznam ziskava také aktivni
internetovy marketing. Jak uvadi Sdruzeni
pro internetovy rozvoj (2016), v roce 2016
za reklamu na internetu zadavatelé utratili temér
20 mid. K. V roce 2008 to pfitom bylo pouze
5mild. K¢. Internetova reklama tak v lofiském
roce tvofila 18,9 % celého Eeského reklamniho
trhu.

Naklady na reklamu jsou vSak pouze jednim
z ukazatelu. Firmy zajima pfedevsim navratnost
jejich investice a efektivita vioZzenych prostfedku.
Zvlasté v prostfedi malych a stfednich firem je
marketing stale podcenovan a byva mu pfidélen
velmi omezeny rozpocet. Aby tento rozpocet byl
vyuzit co nejlépe, je nutné zvolit spravny
marketingovy  nastroj, pfipadné takovou
kombinaci, ktera s nejvétsi pravdépodobnosti
piinese pozadovanou navratnost investice
a pomuze dosahnout vytyéenych cilu.

Tento clanek srovnava Uc€innost vybranych
vykonnostnich nastroji marketingu na internetu,
kterymi jsou optimalizace pro vyhledavace,
reklama v sitich Seznam Sklk a Google
AdWords (tzv. PPC reklama, placena za proklik,
dale jen PPC) areklama v socialni siti Facebook.
Komplexni pohled na vykon téchto nastrojl
vCetné mezioborového srovnani soucasna
odborna literatura nenabizi. Divodem miZe byt
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relativné obtizny pristup k $irSimu souboru
vysledkd reklamnich kampani napfi¢ odvétvimi
i s ohledem k citlivosti téchto udaj.

Data pro tento ¢lanek byla sebrana mezi lednem
2014 a zafim 2016 v digitélni agentufe Fresh
Services.  Nastroje  vykonnostniho  online
marketingu jsou srovnany na vzorku 74 webl
riznych velikosti a oborti, kterym kampané fidi
nebo v minulosti fidila agentura Fresh Services.
Mezi jeji klienty patfi pfedevsim malé a stiedni
firmy z obor( auto — moto, stavebnictvi, business
to business a cestovni ruch. Efektivita je
hodnocena pfedevsim z pohledu poméru ceny
akvality pfivedené navstévnosti. Dulraz je
kladen na schopnost nastrojli pfinést inzerentovi
pozadovanou konverzi. V zavéru Clanku je
na zakladé vysledkii doporuteno, v jakém
pfipadé je vhodneé zvolit dany nastroj.

Cilem ¢lanku je tedy provést komparaci hlavnich
vykonnostnich nastrojli internetového
marketingu z hlediska ceny a kvality
navstévnosti vCetné srovnani mezi vybranymi
obory podnikani. Hlavni cil je dale upfesnén
vyzkumnymi otazkami a hypotézami.

Vyzkumné otazky

V1. Jak se liSi kvalita navstévnosti, kterou
pfinasi  optimalizace  pro  vyhledavace,
od navstévnosti, generované prostiednictvim
platby za klik?

V2. V jakych pfipadech je vhodné pouzit
jednotlive nastroje?

Byly stanoveny nasledujici hypotézy

1 Cena dodateCné organické navstévy se
nelidi od ceny navstévy ziskané pii pouZiti
PPC. Alternativni hypotéza: Dodatena
organicka navstéva z vyhledavace bude
ve sledovaném vzorku drazsi nez navstéva
zPPC.

2 Cena navstévnosti z PPC reklam bude
stejna jako cena navstévnosti z Facebooku.
Alternativni hypotéza: Navstévnost z PPC
reklam bude drazsi nez navstévnost
z Facebooku.

3 Mira konverze organické  navstévy
z vyhledavace bude ve sledovaném vzorku
stejna jako u PPC. Alternativni hypotéza:
Mira  konverze organické  navstévy
z vyhledavace bude ve sledovaném vzorku
vy$8i nez u PPC.

Mira konverze bude u PPC stejna jako
u Facebook reklam. Alternativni hypotéza: Mira
konverze bude u PPC vys8i nez u Facebook
reklam.

Alternativni hypotéza 1 vychazi z pfedpokladu,
Ze ve sledovaném obdobi budou fixni naklady
na SEO vy8si pfi porovnani s navstévnosti
zplacenych  zdroju.  Pfiblizné  Cturtina
ze sledovaneho vzorku webovych stranek byly
nové zaloZzené domény, nebo mély pied
optimalizaci organickou navstévnost blizkou
nule. Postupny rlist organické navstévnosti bude
zvlasté v prvnich mésicich znamenat vysokou
cenu zajednu navstévu.

Alternativni  hypotéza 2 predpoklada nizsi
konkurenci v inzerci na Facebooku ve srovnani
se systémy AdWords a Sklik, vzhledem k tomu,
Ze tento zpusob inzerce se na &eském trhu
teprve rozviji.

Alternativni  hypotéza 3 predpoklada, ze
navstévnici, ktefi webovou stranku najdou
pfirozené, budou patfit k nejvice Zadané
a konverzni ¢asti celkové navstévnosti. Tito lidé
totiz musi ,odolat’ nutkani kliknout na prvni
nabidnuté vysledky, kterymi jsou v pfipadé obou
vyhledavacl reklamy ze systém( pay per click.
Alternativni hypotéza 4 predpoklada, Ze rozdil
mezi klasickymi PPC nastroji a Facebookem
bude dan faktem, Ze na Facebook uZzivatele
neprichazeji nakupovat, vnimaji ho spise jako
misto pro odpocginek a komunikaci s prateli.
Proto ani jejich mira konverze nebude tak
vysoka, jako v pfipadé aktivniho hledani.
Hypotézy jsou testovany dvouvybérovym
t-testem s nerovnosti rozptyld.

1. TEORETICKA VYCHODISKA

1.1. Optimalizace pro vyhledavaée (SEO)
Optimalizace pro vyhledavace je systematicky
proces ziskavani relevantni navstévnosti
z webovych vyhledavaCli a upravy webovych
stranek tak, aby na nich nav§tévnik nasel
pozadované informace, pfipadné provedl
konverzi. Tato zakladni definice je platna jiz od
potatkli  modernich webovych vyhledavacd,
které lezi v poloviné 90. let 20. stol. Samotny
proces optimalizace se v§ak za poslednich 20 let
radikaliné zménil a stale méni s tim, jak roste
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schopnost vyhledavaCl rozpoznavat a hodnotit
relevantni obsah.

Jak uvadi Seymour, Frantsvog, a Kumar (2011),
prvni webovy vyhledavaé sice vznikl pod
nazvem Archie jiz v roce 1990, jednalo se viak
spise o jednoduchy katalog, ktery vyhledaval
pouze v nazvech soubort. V poloviné 90. let 20.
stol. se objevily prvni vyhledavate v modernim
slova smyslu, které vyuzivaji ,crawlery”, tedy
automatické algoritmy, které prochazeji pfimo
kddem webovych stranek a urcuji jejich kvalitu
arelevanci  pro  uZivatele  Vyznamnym
vyhledavatem se v roce 1990 let stala Alta Vista,
ktera  pfinesla moznost  pfirozenych
vyhledavacich dotazi. Jeji slabinou véak byla
orientace na hustotu klicovych slov na webove
strance, coz vedlo k pInéni webi nesmysinymi
texty. Revoluci se stal pfichod vyhledavacte
Google v roce 1998, ktery pfinesl moderngjsi
pristup k ohodnocovani autority webovych
stranek. Klicova slova v textu webové stranky
sice zUstala dulezitym faktorem hodnoceni,
Google v8ak pfidal propracovany systém
hodnoceni kvality odkazového profilu. Enge,
Spencer a Stricchiola (2015) systém hodnoceni
odkazli pfirovnavaji k citacim akademickeé prace.
Google postupnym zdokonalovanim algoritmi
pfesunul diraz od kvantity obsahu a zpétnych
odkazl k jejich kvalité.

Zatimco mezi lety 2005 a 2010 bylo SEO
povazovano za vselék na veskeré problemy
webu a pomérné snadny zpusob rychlého
zviditelnéni, po roce 2010 se stale Castéji zacal
objevovat nazor, Zze SEO bylo pfekonano
a jedna se o mrtvy pfistup. Napfiklad McDougall
(2012) argumentuje, Ze klasické SEO uz
nemuze drzet krok se stale sofistikovangjSimi
algoritmy Google. V zavéru McDougall navrhuje
se misto na SEO na takzvané ,CDO* -
optimalizaci doru¢eni obsahu, tedy tvorbu
a distribuci kvalitniho a relevantniho obsahu.
Tim v8ak pouze zuzuje definici SEO
a predpoklada, Ze ,kvalitni obsah se Sifi sam®,
coz pusobi podobné kratkozrace jako argumenty
odpirc( reklamy ve smyslu kvalitni zboZi se
chvali samo®. Linkbuilding v soucasnosti jisté
nefunguje tak rychle a levné jako pred deseti
lety, ale je to obét jeho zvySujici se relevance.
Enge et.al. (2015) upozoriuji, Ze velkou vyzvou
pro SEO je zména na trhu vyhledavani

informaci. V. mnoha oborech dnes uzivatele
prvné zjistuji recenze na specializovanych
portalech typu Yelp a Zomato (restaurace) nebo
Tripadvisor  (hotely a turistické sluzby)
anasledné rezervuji pres zprostiedkovatele
typu Booking.com (rezervace hotelu). Klasické
vyhledavani pfes Google je tak postaveno mimo
hru. | v pfipadé, Ze uZivatel hleda kategorii
produktu pfes Google, na prvnich pozicich
pod reklamami nabidne Google obvykle pravé
srovnavace, protoZze se snazi co nejlépe
odpovédét na dotaz uZivatele.

Google samotny ma také ur€ity podil
na znesnadnéni procesu optimalizace
pro vyhledavace. Dle Uéetnich vykaz(i Google
(2016) tvorila v roce 2015 90 % jeho pfijma firmy
reklama, je proto logické, Ze Google negativné
i pozitivné motivuje provozovatele webovych
stranek, aby za navstévnost platili jemu.

Mezi marketingovymi  odborniky  existuji
i optimiste, ktefi soudi, Ze SEO ma budoucnost.
Napfiklad Collins (2015) dochazi k zavéru, ze
zvySujici se schopnost Googlu rozeznat kvalitni
a nekvalitni stranky je pro SEO pfinosna. Google
nyni dokaze posoudit i mnoho metrik
souvisejicich s kvalitou navstévnosti a zafazuje
je mezi faktory, které ovliviuji silu stranky
ve vyhledavaci.

1.2. PPC kampané v sitich AdWords
a Sklik

Vyhodou platby za kazdy proklik je vysoka
flexibilita kampané a velky podil variabilnich
nakladi. Zatimco zména strategie v SEO je
otazkou tydn( az mésicl, zmény v PPC
kampanich Ize realizovat okamZité a pfizpUsobit
se tak aktualni situaci na trhu. Flexibilita spociva
i v.moznosti nastavit r(izné rozpoCty pro riizné
dny v tydnu a r(zné produkty v portfoliu.
Méfitelnost vysledkl a konverzi PPC kampané
je dalsi z vyznamnych prednosti. Zatimco
vyCisleni presnych pfinosi SEO kampané je
velmi obtizné, PPC reklama umoziuje méfit
chovani zakaznika a vykon kampané jak pred
proklkem reklamy (imprese, CTR), tak
vyhodnotit  nasledny  pfinos  navstévnika
ve formé konverzi. Navratnost kampané lze
proto relativné snadno vyhodnotit.
Pay per click reklamy maji i stinné stranky.
Prakticky celosvétova dominance Googlu vedla
k nardstu cen prokliku nékterych kliovych slov
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do neCekané vysky. Zatimco Kim (2011) uvadi
jako nejdrazsi slovo v americkém vyhledavani
,Dpojisténi s cenou 54,91 USD, (zce
specializovana slova mohou stat
nékolikanasobek této c¢astky. Rekordnim je
vtomto ohledu slovo ,nejlepsi pravnik
na mezoteliom* (specificky druh rakoviny), ktera
méla dle Lakea a Chrise (2016a) cenu prokliku
935,71 USD. Pro britsky trh uvadi Lake (2016b)
jako nejdraZsi slovo ,hrat blackjack Zivé“s cenou
148,51 GPB za proklik.

Dalsim potencialnim problemem pro inzerenty
v PPC sitich je podil uZivateld, ktefi reklamy
aktivné blokuji. Ault (2015), uvadi, ze ztracené
vynosy provozovatelli reklamnich siti jsou
pfiblizné 21,5 miliardy USD rotné a néjakou
formu blokovani reklam pouZiva témér
181 miliont uZivateltl. Zavislosti CTR placenych
a neplacenych vysledk( vyhledavani se zabyvali
Yang a Ghose (2010), ktefi zjistili, Zze pfidani
placenych reklam k organickym vysledkim
vyhledavani zvysi CTR obou. To znamena, ze
¢ast uzivatell preferuje reklamy (klika na prvni
vysledek), zatimco druha ¢ast uZivatelll naopak
reklamy odmita a klika az na jeden z organickych
vysledkd. Tuto &ast zakaznikid inzerent pouze
placenym vysledkem nezasahne.

Problémem PPC systémi je také jejich
nachylnost k podvodnym kliknutim. Recruiter
(2009) uvadi, ze okolo 17 % kliknuti na reklamy
Google AdWords mize byt podvodnych.
Mahdian a Tomak (2008) navrhuji vétsi rozsireni
modelu PPA (pay per action), ktery by podvodné
kliky eliminoval.

Pro inzerenty v nékterych oborech je
zneklidriujici také aktivismus Googlu, se kterym
omezuje kontroverzni obory, jako jsou pujcky
pred vyplatou. Pljcky s RPSN nad 36 % Google
jiz zakazal v USA a dalSich zemich. Dle
Charltona (2016) jde vSak o velmi sporny krok,
protoZze tim pomaha velkym hradim na poli
pujcek, ktefi jizZ maji zajisténé pfirozené pozice.
Je podle néj také =zvlastni, ze na dalsi
potencialné nebezpecné produkty, jako je online
gambling, se takto drastické omezeni
nevztahuje.

Velkou vyzvou do budoucna je pro inzerenty
i poskytovatele reklamy remarketing
mezi zafizenimi, ktery v sou¢asnem modelu,
postaveném na cookie souborech, neni mozny.

Dle Bendera (2016) za¢al Google postupné
inzerentim umoziovat cross device remarketing
zalozeny na uZivatelském uCtu. To je
pro inzerenty jednou z nejvyznamnéjSich zmén
za posledni roky, protoze internetovy prohlize¢
Google Chrome ma dle Net Market Share (2016)
v fijnu 2016 trzni podil 54,99 % a operaéni
systém pro mobilni telefony Google Chrome dle
IDC (2016) dokonce 87,6 %. P jejich pouzivani
jsou uZivatelé obvykle pfihladeni, coz umoznuje
inzerentm provadéni cross device marketingu.

1.3. Inzerce na Facehooku

Strmy rist objemu inzerce na Facebooku
ovlivnily predev§im vyznamné vyhody, které
jsou s touto inzerci spojeny, zvlasté ve srovnani
s PPC reklamou klasického typu. Jak zmifuji
Dempster a Lee (2015), zasadni vyhodou
na Facebooku je, Ze uZivatel nemize pouhym
smazanim cookies ve webovem prohlize¢i nebo
prechodem na jiné zafizeni znesnadnit cileni
inzerce. UZivatel na Facebooku dobrovolné
poskytuje obrovské mnozstvi osobnich udajt.
Interakci s ostatnimi  uZivateli  buduje
dlouhodobé svoji digitalni identitu, diky ktere je
vzdy snadno zacilitelny. | pro samotného
uzivatele pfitom mize jit o vyhodu, protoze se
mu diky pfesnému cileni zobrazuji ¢im dal tim
relevantnéjsi reklamy.

Dalsi vyhodou jsou vyrazné levnéjSi prokliky
ve srovnani s AdWords. Dle studie Adespresso
(2016) byla primérna cena prokliku celosvétové
0,315 USD, tedy 7,5 K&. Irvine (2016) uvadi
pro klienty agentury Wordstream  prdmér
pro AdWords 2,32 USD (56 K¢&) pro vyhledavaci
sit a 0,58 USD (14 K¢&) pro obsahovou sit.
Pfi zprimérovani obou ¢&astek je inzerce
na Facebooku pétkrat levnéjsi.

Dalsi vyznamnou vyhodou inzerce
na Facebooku jsou bezkonkurenéni moznosti
presného zacileni uzivatele. Kromé
demografického a lokalniho zacileni umoznuje
cilit i podle zamld uzivateli (napfiklad
na milovniky psl), chovani uzivatelli (cileni
na Casté cestujici nebo nedavno prestéhovane).
V' USA umoziiuje Facebook také cileni
na pievazné liberalni nebo naopak konzervativni
volice. DalSi atraktivni moznosti je cileni
na Zivotni udalosti, napfiklad na bliZici se vyroci
uZivatele s partnerem.
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UZivatelé na Facebooku nejsou aktivnimi
hledajicimi, nachazeji se na vrcholu
marketingového trychtyi'e a maji k nakupu ¢i jiné
konverzi dal nez uzivatel, ktery klikne na reklamu
Google AdWords. Vzhledem k tomu by bylo
mozneé se domnivat, Ze reklama na Facebooku
nepatfi mezi primarné vykonnostni nastroje. Ze
vSak mize byt Facebook vyrazné efektivngjsi,
dokazuiji napf. Alley et al. (2016), ktefi srovnavali
ucinnost offline a online reklamy pfi inzerovani
webové aplikace propagujici zvyseni pohybove
aktivity. Facebookové reklamy dosahly ceny
42 australskych dolari za konverzi, zatimco
Google AdWords 495 australskych dolart.
Zajimavosti v této studii je také fakt, Ze reklamou
na Facebooku byli zacileni lide ve véku 60 a vice
let. To nabourava stale preZivajici pfedstavu
0 Facebooku jako mistu pouze pro mladé.
Facebook stale jesté nedosahl vrcholu svého
potu uZivatell a trzeb. Existuji vSak nékteré
faktory, které mohou jeho rist ohrozit nebo dat
pfileZitost dal§im alternativam. Dle Grottera
(2016) byla ve 2. &turtleti roku 2016 prdmérna
celosvétova cena prokliku 0,38 USD (9,15 KE),
ve srovnani s rokem 2015 se tedy jednalo
onarlist o 22 %. Facebook navic postupné
snizuje organicky dosah prispévk(, ¢imz nuti
firmy vic a vic inzerovat. Baer (2016) uvadi, ze
jen mezi fijnem 2015 a dnorem 2016 se
pramérny neplaceny dosah pfispévka snizil
z 12 % fanouski na 6 %. Za stejnou dobu se
cena akcii Facebooku zvysila téméf 0 40 %. Tak
rychlé sniZovani neplaceného dosahu prispévku
muze byt pro firmy frustrujici a dlouhodobé pro
Facebook kontraproduktivni. Zahlceni reklamou
je naopak frustrujici pro uzivatele. Inzerenti
i uzivatelé jsou flexibilni a mohou pfejit na jinou
platformu, ktera se v budoucnu objevi. Jiz nyni
se objevuji signaly, Ze uZivatele Facebook
zatina nudit. Corcoran (2016) napfiklad uvadi
meziro¢ni snizeni reakce na odkazy u deseti
nejvétsich znaCek na britskéem Facebooku
045 %.

2. METODOLOGIE

2.1. Pouzita data a jejich struktura
Data byla sebranamezi 1. 1. 2014 a 30. 9. 2016
v agentufe Fresh Services. Analyzovano je

celkem 99 marketingovych kampani na 74
unikatnich webech.
Vzorek obsahuje:
e 46 SEO kampani (z toho 35 aktivnich)
e 38 PPC kampani (z toho 31
v souCasnosti  aktivnich) ve dvou
skupinach
o 27 pouzilo PPC na AdWords
i Sklik
o 11 pouZilo pouze AdWords
e 15 Facebook Ads  kampani,
zaméfenych na zvySeni navstévnost
webu
prdmérnych cen navstévy a indexu kvality
navstévy, jehoZ vypocet je popsan v podkapitole
3.3.
Odvétvi, do kterych analyzované weby spadaji,
jsou rozdélena do téchto skupin:
e Architektura a stavebnictvi (12 webd) -
kodové oznaceni A
e Auto-Moto (7 webl) — kodové oznaceni
LAME
e Business to bussiness (12 webli) -
kodové oznaceni ,B*
e Cestovni ruch a kultura (13 webt) -
kodové oznaceni ,C*
e Elektronicky obchod (14 webl) -
kodové oznaceni ,E*
e Sluzby (16 webi) - kodové oznaceni
o
To umozni srovnat ceny navstévy a kvalitu
navstévnosti nejen agregované mezi kanaly, ale
i mezi odvétvimi a posoudit tak vhodnost vyuZiti
kanall pro dana odvétvi.

2.2. Analyzované ukazatele

e Hruba cena navstévy - cena, ktera
zohledriuje pouze naklady placené
v reklamnim systému. Vazena po¢tem
navstév v jednotlivych projektech.

e CPS - ,Cost per session‘, cena
navstévy vCetné nakladi na préaci
agentury. Vazena pobtem navstév
v jednotlivych projektech.

e Primér hrubé ceny navstévy -
prdmérna hodnota, ktera neni vazena
poétem navstév v  jednotlivych
projektech. Lépe odraZi typickou cenu.
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e  Primér CPS - primérna hodnota CPS,
kterd neni vazena poltem navstév
v jednotlivych projektech. Lépe odrazi
typickou cenu.

e Cena za dodateénou konverzi -
metrika relevantni pouze pro SEO
projekty. Na rozdil od ceny za konverzi
zohledriuje pouze konverze
z dodate¢nych navétév za predpokladu,
Ze mira konverze z(stane zachovana.

2.3. Vzorce a postup vypocti
Cena za navstévu a konverze
Cena navstévnosti u PPC a Facebook reklam je
pocitana jako

_ Ng+Ng

CPS (1)
Kde:

CPS je Cista cena navstévy,

NK jsou naklady na kliky,

NA jsou naklady na agenturu,

S je podet navstév.

Cena navstévnosti pfinesené diky SEO

Cena navstévnosti pfinesené diky SEO pocitana
jako:

Cps = Yso 2)

SsEo

Kde:

CPS je Cista cena navstévy,

NSEO jsou celkové naklady optimalizace,
SSEO je pfirtstek organickych navstév v daném
¢asovem obdobi.

Vypocet pririistku navstév a nakladii v SEO
K odhadu pfirlistku navstév jsou analyze vyuZity
dvé nové navrZzené metodiky, oznaCené jako
,SEQ*a ,SEO+.

i =01x

+ 0,1 %

+ 0,1 =

1- BRavG Tave P/Save

Kde:

BR je mira okamziteho opusténi;
T je primérny ¢as na strance;
P/S jsou stranky za navstéwu;

F je mira primarni konverze;

K je mira sekundarni konverze.

1-BR T P/S

+ 0,4

Metodika ,,SEO*
Sledované ¢asové obdobi v pfipadé této zadina
2 mésice po zaCatku kampané a konci:

e 30. 9 2016 u probihajicich kampani.
Viomto pfipadé jsou  naklady
optimalizace snizeny o 2 mésice.

e 2 mésice po konci kampané
u skonéenych kampani z dlvodu
zohlednéni efektu setrvaCnosti

Pro vypodet pfirtistku navtévnosti je jako zaklad
vyuzit  primér  prvnich  dvou  mésicl
optimalizace.

Naklady optimalizace jsou z divodu efektu
setrvaCnosti dale vynasobeny faktorem 0,75
u skonéenych projekti a 0,8 u probihgjicich
projektli, rovnéZ z dlvodu zohlednéni efektu
setrvaénosti, ktery u SEO projekti nastava.
Tento faktor je stanoven odhadem, kdy bézné
efekty SEO doznivaji pfiblizné tfetinu doby,
po kterou byla optimalizace provadéna. Vyssi
faktor u probihajicich projekti je dan faktem, ze
vypocet jiz pracuje s naklady snizenymi o dva
mésice.

Metodika ,,SEO+*

Metodika SEO nepracuje s klouzavym ¢asovym
obdobim, ale rozdéluje dobu optimalizace
na dvé poloviny a poc€ita pfiristek navstévnosti
ve druhé poloviné ve srovnani s prvni polovinou.
Naklady na druhou polovinu optimalizace jsou
nasobeny faktorem 0,66 u jiz skonenych
projektl a 0,75 u stale aktivnich projekt
k vétsimu zohlednéni efektu setrvacnosti.

2.4. Index kvality navstévnosti
Relativni kvalita navstévnosti je pro ucely teto
analyzy sestaveny index. Je sloZeny z niZe
uvedenych faktor(i vzdy ve srovnani s primérem
ostatnich zdroji. Index kvality navstévy je
sestaven dle vzorce:

L 03%+—=

Fave Kave

(3)

Prvnim tfem faktordm je pfifazena vyrazné
mensi vaha, protoze je Google Analytics méfi
s velkymi odchylkami. Naopak konverzni miry
jsou méfeny pomérné presné a pro inzerenta
jsou dllezité.
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Testovani hypotéz

Hypotézy jsou testovany dvouvybérovym
t-testem s nerovnosti rozptyll. Vzorec
pro hodnotu testoveho kritéria t, ktera rozhoduje,
zda hypotéza plati, je dle Hindlse et al. (2007):

t= 2 (4)

kde s' je vybérova smérodatna odchylka, x
stfedni hodnota souboru a n pocet pozorovani.

V8echny hypotézy jsou testovany s hladinou
vyznamnosti 95 % dle Hindlse et al. (2007).

3. VYSLEDKY

3.1. Cena za navstévu
Tab. 1 srovnava naklady na ziskani navstévy
zdaného kanalu a u placenych reklam také
naklady na praci agentury.

Tab. 1: Souhrnné srovnani cen navstévy z jednotlivych nastrojl

SEO SEO+ PPC FB Ads
Pocet analyzovanych projekti 46 38 15
Pocet analyzovanych navstév 436 042 504 461 224 530 47 590
PrirCistek navstév 28,10 % 2212 %
Hruba cena navstévy 6,01 2,65
Cista cena navstévy (CPS) 12,02 13,16 8,13 4,27
Pfirazka agentury 3518 % 61,13 %
Priimér hrubé ceny navstévy 8,52 7,74
Primér CPS 12,21 4,03
Median ¢isté CPS 9,25 717
Smérodatna odchylka CPS 43,39 112,68 52 4,82
Variacni koeficient CPS 3,61 7,47 0,86 1,01

Zdroj: Autofi, data vytéZena z Google Analytics, Google AdWords, Skliku a Facebooku, 2014-2016

Rozdil mezi cenami navstévy je pomérné
znaCny, cena dodate¢né organické navstévy
presahuje 10 K¢, nejsou zde vSak zapogitany
pfinosy optimalizace souvisejici se zvySenim
kvality navstévy. Naopak Facebook potvrzuje
predpoklad z uvodni Casti ¢lanku o nizkych
nakladech na navstévnost. Vy3si naklady
naagenturu jsou zapfi¢inény predevsim
nutnosti ¢astéjsi obomény inzeratl kvl omezené
velikosti cilovych skupin. Proto agentura tvori
vice nez tietinu nakladl, zatimco v PPC je to
Gtrtina. Prdmeéry cen navstév, které neberou v
potaz pocet prokliku, lépe ukazuji, jaka cena
za proklik je v kampani typicka. Tyto priméry
jsou vyssi, jelikoz nizka cena prokliku motivuje
inzerenta k vét§im investicim do reklamy, ¢imz
pfirozené posiluje poet navstév u kampani
s nizkou CPC. Tento efekt je patrny predevsim

fv v

na Facebooku, hruba cena
navstévy 0,96 KC a vysoka efektivita kampané
zajistila vyrazné navy$eni rozpo¢tu v druhém
mésici kampané.

Dilezité jsou také ukazatele variability, u kterych
existuie velky rozdil mezi obéma SEO
metodikami a placenymi reklamami. To odrazi
fakt, Ze SEO je dlouhodoby projekt s pomérné
nejistym vysledkem z hlediska pfinosu.
Primérny pfiristek navstév Einil sice okolo
25%, u 9 projekti doSlo ke snizeni poétu
navstév dle obou metodik a u dalSich 7 projektii
piesahla cena dodateCné navstévy 50 K¢.
Naopak v ramci nejuspésnéjsiho projektu S4
(prazska auto$kola) se podafilo navstévnost
dlouhodobé zdvojnasobit a cena dodateCné
navstévy dosahla pouze 1,65 K&.
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3.2. Kvalita a konverznost navstévy
V pripadé kvality navstévy se vysledky déli mezi
metriky kvality navstévy, kde oproti PPC
vykazuje Facebook mirné lepsi hodnoty.
Nadruhou stranu, konverznost navstévy
z Facebooku vykazuje horSi vysledek, nez je
tomu u PPC, u primarni konverze dokonce téméf
trikrat nizsi miru konverze. K odeslani jednoho
formulafe nebo objednavky z Facebooku bylo
potireba 300 navstév, zatimco u organické
navtévnosti  120. Organicka navstévnost

vychazi ve srovnani kvality a konverznosti
navstévy vyrazné nejlépe, coz do znaéné miry
vyvazuje vysokou cenu za dodateCnou
navstévu. Z agregovanych dat vyplyva, Ze
nejlevnéjsim zplsobem ziskani sekundarni
konverze je Facebook reklama. Organické
navstévy  pfinaseji  nejlevnéjsi  primarni
i sekundarni konverze, ale pokud je bran v potaz
pouze samotny pfinos SEO, je cena dokonce
o néco malo vyssi neZz u Facebooku, ktery je
teoreticky povaZzovan za malo konverzni.

Tab. 2: Souhrnné srovnani kvality navstévy z jednotlivych kanali

SEO PPC Facebook Ads
Priimérna bounce rate 43,70 % 54,89 % 61,00 %
Pocet stranek za navstévu 3,68 4,88 2,57
Délka navstévy v sekundach 14724 89,13 84,84
Mira primarni konverze 0,99 % 0,82 % 0,31 %
Cena za primarni konverzi 1458,74 K& | 104496 K& | 1408,72 K&
Cena za organickou primarni konverzi 409,96 K¢ -
Mira sekundarni konverze 10,49 % 6,38 % 4,64 %
Cena za sekundarni konverzi 138,25 KE | 134,34 K& | 9413 KE
Cena za organickou sekundarni konverzi | 38,85 K& -

Zdroj: Autofi, data vytéZena z Google Analytics, Google AdWords, Skliku a Facebooku, 2014-2016

3.3. Srovnani  hlavnich  ukazateli
mezi obory

Jak ukazuje Obr. 1, nejvyssi ceny navstévy

dosahuiji ve véech pfipadech weby B2B. Neni to

prekvapivé. V aukEnich systemech, které uruji

cenu prokliku, panuje velka konkurence

a zaroven tyto algoritmy pocCitaji s velkou

lukrativnosti cilové skupiny. Naopak mirné
pfekvapive jsou nizké ceny navitév z PPC
voboru Auto-Moto, kde sice také obecné
existuje velka konkurence v PPC, ale zaroven
ma inzerent Siroké moznosti volby kli¢ovych
slov, protoze modelli aut obvykle prodava
desitky aZ stovky.

Trendy v podnikani - Business Trends 2017/3 23



Trendy v podnikani, roc. 7, Cislo 3, s. 16-31, 2017.

Business Trends, vol.7, no. 3, p. 16-31, 2017.

Obr. 1: Srovnani Cisté ceny navstévy mezi obory
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Cestovnirucha  E-shop Sluzby
kultura
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Zdroj: Autofi, data vytéZena z Google Analytics, Google AdWords, Skliku a Facebooku, 2014-2016.

,Longtail slova“ (malo hledana, ale ve velkém
mnoZstvi variaci) cenu prokliku snizuji. Ceny
reklam na Facebooku zaviseji z velké Casti
na mife prokliku, proto vizualné atraktivni obory
jako je Architektura nebo Auto-Moto vykazuji

vyborné vysledky, zatimco E-shopy, které
prezentuji predevsim jednotlive  produkty
anemaji silny obsah, a také B2B obory se
cenové pohybuji na drovni klasickych PPC
reklam.

Obr. 2: Srovnani miry primarni konverze mezi obory a kanaly
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Zdroj: Autori, data vytéZena z Google Analytics, Google AdWords, Skliku a Facebooku, 2014-2016

V'  mife primarni  konverze jednoznacné
dle Obr. 2 dominuji sluzby, které maji Casto
weby optimalizované pro vysokou miru konverze
(napriklad zobrazenim formulafe na kazde
strance). Velmi konverzni navstévy vsak
ziskavaji i B2B webové stranky, kde je niZsi

pravdépodobnost, Zze na né navstévnik zamiri
omylem. Naopak vyrazné podprimérnou miru
konverze maji Auto-Moto weby, kde je vidét, Ze
levné navstévy Casto znamenaji méné
angazovane navstévy.
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Obr. 3: Srovnani ceny primarni konverze mezi obory a kanaly
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Zdroj: Autofi, data vytéZena z Google Analytics, Google AdWords, Skliku a Facebooku, 2014-2016.

Z Obr. 3 je patrné, Ze kombinace nizké ceny
navstévy a vysoke miry konverze vede k vyrazné
niz8i cené konverze v sektoru sluzeb. Online
marketing se v tomto oboru mize tedy vyplatit
i pfi relativné nizkych marZich. Stejné tak obor
architektury  udrZzuje pomérné  vyrovnané
vysledky a vzhledem k vysokym absolutnim
marZim se vSechny nastroje zdaji mit pomérné
dobry pomér mezi cenou a vykonem. Naopak
plan ziskani primarnich konverzi pomoci SEO
v cestovnim ruchu nebo oboru auto-moto by
mél byt velmi podrobné pripraven a vysledky
pribézné sledovany, protoze v obou pfipadech
dodatec¢né konverze staly pfes 6 000 korun.

3.4. Srovnani vyhledavaci a obsahové
sité

Tato Cast analyzy srovnava Adwords a Sklik
z hlediska vyuzité reklamni sité. Zakladnimi
sitémi jsou vyhledavaci (inzeraty ve vysledku
vyhledavani) a obsahova (grafické Ci textové
inzeraty na webovych strankach, ktery
pronajimaji prostor obsahové siti). Zvlastni
kategorii pro ucely této prace je remarketing
(nebo téZ retargeting), tedy reklama, ktera cili
na uzivatele, ktefi uz na webu byli v minulost,
a snazi se je ziskat k opakované navstévé. Toto
cileni je v souCasnosti mozné vyuZit
i ve vyhledavaci siti, data vSak pracuji pouze
s remarketingem v obsahove siti. Tab. 3 shrnuje
prdmeérné ceny prokliku v jednotlivych sitich.
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Tab. 3: Srovnani ceny navstévnosti dle pouzité reklamni sité

AdWords SKiik
Vyhledavani RMKTG Obsah Vyhledavani | RMKTG | Obsah
Analyzovanych 2 21 12 14 1 9
projektu
Analyzovanych 110 158 15753 | 10063 | 28933 6323 | 7111
navstev
:(’ﬁ;ﬁ“y PIUmET cen | ¢« 51 k¢ 6,70Ks | 410KE | 518K 470Ks | 7.31Ke
Priiméma cena kliku | 8,57 K¢ 773Ks | 428Ks | 771Ks 708Ks | 9.82Ks
Max CPC 20,01 K& 2057Ks | 651K | 27.15Ks 1858 K5 | 2365Ks
Median CPC 760 Ks 712Ks | 421Ks | 554Ks 549Ks | 6:83Ks
Min CPC 105Ks 347Ks | 103Ks | 248 Ks 201Ks | 348Ks
\é;r(':a"“i e s 0.46 0.39 079 069 067

Zdroj: Autofi, data vytéZena z Google Analytics, Google AdWords a Skliku, 2014-2016.

Jak je patrné z Tabulky 3, mezi vyhledavaci
na tomto vzorku dat existuji vyrazné rozdily, jak
mezi sitémi, tak mezi nastroji. Na AdWords je
cena vyhledavaci sité velmi blizka remarketingu,
zatimco obsahova sit je témér o polovinu
levngjsi. Také na Skliku je primérna cena
vyhledavani a remarketingu velmi podobna,
zatimco obsahova sit je naopak temér
0 polovinu drazsi. Vysledek ovlivnil e-shop ES,
ktery cill na vysoce konkurenCni umisténi
vramci obsahové sité, napfiklad server
idnes.cz.

Z hlediska kvality navstévy v AdWords i Skliku
jednoznadné dominuje dle Tabulky
4 vyhledavaci sit. VVykazuje dvojnasobnou miru
konverze, kde ¢&ast konverzi jisté pfinesla

brandova hledani. Prekvapujici je niZsi
konverzni mira remarketingu, zde je tfeba
zminit, Ze zvladté u starSich projektd byl
remarketing vyuzivan i jako brandovy nastroj
bez jasnych vykonnostnich zamér(i (urCeni
davodu, pro¢ by mél zakaznik napodruhé
konvertovat), coz konverznost sniZilo. Naopak
méné piekvapiva je mala vykonnost obsahové
sité, kdy jsou uZivatele cileni na zakladé
demografie, zam( a webd, které navstévuiji.
Vzhledem k principu ukladani cookies je vsak
tento zpisob cileni pomérné nepfesny a také
demografie je spise odhadem dle chovani
uZivatele, nikoli pfesny idaj jako na Facebooku.
Jako prostiedek k ziskani konverzi tedy nelze
obsahovou sit AdWords ani Sklik doporugit.
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Tab. 4: Srovnani kvality navstévnosti dle vyuZité reklamni sité

AdWords Sklik

Vyhledavani RMKTG Obsah Vyhledavani RMKTG | Obsah
Priimérna bounce rate | 51,66 % 5343% | 7868% | 54,90 % 5417% | 72,78 %
Y 304 33 171 306 272 209
navstevu
Délka navtévy (s) 98,67 107,84 48,73 96,05 10300 | 56,67
Mira primarnt | 4 43, 0,70 % 009% |041% 022% |001%
konverze
Sl sk | 533%  |080% | 645% 478% | 261%
konverze

Zdroj: Autofi, data vytéZena z Google Analytics, Google AdWords a Seznam Skliku, 2014-2016.

4. TESTY HYPOTEZ

Hypotézy jsou otestovany dvouvybérovym
t-testem s nerovnosti rozptyl(. Soubory SEO
a PPC maji poCet pozorovani vice nez 30, proto
u nich Ize predpokladat asymptoticky normalni
rozdéleni. Soubor Facebook byl otestovan
Shapiro-Wilkovym testem normality s vysledkem

Tab. 5: Test hypotézy 1

p = 0,34, I1ze ho tedy také povaZzovat za normalné
rozdéleny.

4.1. Hypotéza 1
Hypotéza 1 byla formulovana nasledovné:
Cena dodate¢né organické navstévy se nelisi
od ceny navstévy ziskané pii pouziti PPC.
Alternativni hypotéza: Dodate¢na organicka
navstéva z vyhledavae bude ve sledovanem
vzorku drazsi nez navstéva z PPC.

CPS SEO CPS PPC
Stredni hodnota 36,3878307 | 12,16688692
Rozptyl 1891,267417 | 63,30497018
Pozorovani 39 38
Testoveé kritérium t 3,419892742
Kriticka hodnota pro jednostranny test | 1,682878002

Absolutni hodnota testového kritéria t je vy$si
neZ hodnota pro jednostranny test, rozdil je tedy
statisticky vyznamny. Nulova hypotéza 1 je tedy
zamitnuta a alternativni hypotéza je piijata. To
znamena, ze SEO v tomto vzorku dat skutené
piineslo statisticky vyznamné drazsi navstévy
nez PPC.

Zdroj: Autofi

4.2. Hypotéza 2
Hypotéza 2 byla formulovana nasledovné:
Cena navstévnosti z PPC reklam bude stejna
jako cena navstévnosti z  Facebooku.
Alternativni hypotéza: Navstévnost z PPC
reklam bude draz8i nez navstévnost
z Facebooku.
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Tab. 6: Test hypotézy 2

CPS PPC CPS Facebook
Stredni hodnota 12,16688692 | 7,394222689
Rozptyl 63,30497018 | 17,16621364
Pozorovani 38 15
Testové kritérium t 2,846963332
Kriticka hodnota pro jednostranny test | 1,677926722

Absolutni hodnota testového kritéria t je vyssi
nez kritcka hodnota pro jednostranny
i oboustranny test, rozdil je tedy statisticky
vyznamny, nulova hypotéza je zamitnuta
a alternativni hypotéza je pfijata. To znamena,
Ze Facebook v tomto vzorku dat skute¢né pfinesl
levnéjsi navstévy.

Tab. 7: Test hypotézy 3

Zdroj: Autofi

4.3. Hypotéza 3
Hypotéza 3 byla formulovana nasledovné:
Mira konverze organické navstévy
zvyhledavate bude ve sledovanem vzorku
stejna jako u PPC. Alternativni hypotéza: Mira
konverze organické navstévy z vyhledavace
bude ve sledovaném vzorku vy$8i nez u PPC.

Konverzni mira SEO

Konverzni mira PPC

Stredni hodnota 0,011203453 0,010962256
Rozptyl 0,000498283 0,000713763
Pozorovani 46 37

Testoveé kritérium t 0,043946274

Kriticka hodnota pro jednostranny test

1,666914479

Absolutni hodnota testoveho kritéria t je niZsi
neZ kriticka hodnota, nulova hypotéza 3 tedy
nebyla zamitnuta. Data tedy podporuji hypotézu,
Ze konverzni mira ze SEO a PPC neni odlisna.

Tab. 8: Test hypotézy 4

Zdroj: Autofi

4.4. Hypotéza 4
Mira konverze bude u PPC stejna jako
u Facebook reklam. Alternativni hypotéza: Mira
konverze bude u PPC vy38i nez u Facebook

reklam.

Konverzni mira PPC

Konverzni mira FB

Stredni hodnota 0,010962256 0,005544862
Rozptyl 0,000713763 0,000064703
Pozorovani 37 12

Testové kritérium t

1,090419027

Kriticka hodnota pro jednostranny test

1,677926722

Absolutni hodnota testoveho kritéria t je niZsi
nez kriticka hodnota, nulova hypotéza 4 tedy
nebyla zamitnuta.

Statistické testy vyvratily prvni dvé nulové
hypotézy, a naopak nevyvratily druhé dvé nulové
hypotézy. Zatimco v cené navstévy jsou tedy
kanaly statisticky vyznamné odliSné, v konverzni

Zdroj: Autofi

mife primarni konverze statisticka odlisnost
prokazana nebyla.

Pro zjisténi vlivu zavislych dat v souboru byla
data znovu otestovana s vylou¢enim téchto dat
(webli, kde bylo nasazeno vice nastroj).
Viysledek testu se nezménil, Ize proto pouZit
pavodni vysledky.
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ZAVER

SEO Ize na z&kladé vysledk(i vSeobecné
charakterizovat jako nejdrazsi nastroj, coZz se
potvrdilo i statistickym testem hypotezy. Zaroven
se jedna z hlediska ceny o nejvolatilngjsi nastroj,
to znamena, Ze Uspésnost jeho vyuZiti je
nejméné jista. Pfi omezeném rozpoCtu by
k nému méla firma pfistupovat jako k rizikovemu
nastroji, ktery vSak muize pfinést velmi atraktivni
vysledky. Navstévnost z vyhledavadu byla az
na vyjimky stabilné nejkvalitngjsi a zaroven
velmi malo volatilni. To znamena, Ze pokud se
povede prvni ¢ast kampané, uspéch v ziskani
dodatecnych konverzi je velmi pravdépodobny.
Je tfeba také vzit v Gvahu, Ze SEO ma pozitivni
vliv na kvalitu webu. Soucasti SEO je totiz
oprava chyb na webu, rozsifeni obsahu
a zlepSeni uZivatelské zkudenosti s webem. To
se odrazi na po¢tu navstév jen nepiimo, ale
zZlepSeni webu pomaha konverzni mife vSech
nastrojl. DlleZitym specifikem SEO je také jeho
setrvadnost. Pozitivni efekt optimalizace se
vprvnich mésicich kampané projevi jen
minimalné, a naopak po jejim skon¢eni dozniva
postupné. Je proto vhodné hodnotit celkovy
pfinos SEO aZ nékolik mésici po skondeni
optimalizaénich aktivit.

K vysledkim SEO je tfeba upozomnit, Ze
dodateCné navstévy z vyhledavaCe zavisi
na mnoha faktorech, jako je sezénnost, cenova
politika, reklama v jinych kanalech, konkurence
a celkovy vyvoj firmy. Za méné pfiznivych
okolnosti tak muZe byt pfinosem SEO
i zabranéni poklesu navstévnosti nebo dokonce
jeho zmirnéni, které vSak dle zvolené metodiky
mlze vypadat jako nelspéSny projekt. Jednou
zmoznosti, jak odhadnout externi faktory, je
sledovani vyvoje pfimé navstévnosti, ktera je
témito faktory silné ovlivnéna.

V PPC se primérna cena prokliku pohybovala
kolem hranice 10 K¢ za navstévu, spise pod ni,
v zavislosti na oboru. Vzhledem k typické mife
konverze okolo 1 % si muze podnikatel snadno
spocitat, ze cena primarni konverze se mize
pohybovat okolo 1 000 KE. Pfi ziskavani
potencialnich zakaznik(i pro produkty s marZi
v tisicich korun jde o pfijatelnou cenu, naopak pfi
prodeji levngjSich produktl se podnikatel musi
spoléehat na opakované nakupy nebo zvazit jiné
moznosti propagace. Mira konverze je vsak

vyrazné ovlivnéna kvalitou webovych stranek,
kdy ve velké mife rozhoduije jejich pfizplisobeni
mobilnim telefonim a také rychlost nacitani.
Daldim piinosem kampané jsou sekundarni
konverze, u kterych je predpoklad, Ze alespon
gast uzivatelu provede kontakt jinym zpUisobem.
Pokud zakaznici tradicné preferuji jiny zplsob
kontaktu, neZ je formular, Ize doporudit spise
intenzivni méfeni stavajiciho zptsobu (telefonu,
e-mailu) specialnimi nastroji, nez snahu ,preugit*
navstévniky webu na posilani formularu.
Zvlasté peclivou pripravu je tfeba doporudit pred
realizaci vykonnostni kampané, postavené
na obsahové siti. Remarketing se
v analyzovanych datech ukazal jako méné
ucinny nez vyhledavaci kampané. Obsahova
kampan byla v analyzovanych kampanich
z hlediska vykonu prakticky zcela neucinna. To
neznamena, Ze bude neuCinna v kazdém
pfipade, ale podnikatel by si mél pfedem ujasnit,
co bude remarketingem komunikovat a zda
nepovazovat obsahovou kampan spise
za brandovy nastroj, dopliujici ¢i nahrazujici
pfimy nakup banner(l od medialni agentury.
Reklama na Facebooku skuteCné
dle pfedpokladii pfinesla nejlevngjsi navstévy
s velmi nizkou volatilitou, maximalni cena kolem
13 K& za navstévu je polovinou maxima u PPC.
Problémem je pomérné nizka konverzni mira
ve vétsiné piipadd. UzZivatelé Facebooku nejsou
primarné zakaznici, ale spise publikum. Je proto
nutné jit cestou postupného ovliviiovani
kvalitnim obsahem a ve spravné chvili nabidnout
produkt ke koupi. Velmi dilezité je i zde mit
responsivni  web, na kterém bude snadna
orientace na mobilnim telefonu.  Mobilni
navstévnost totiz tvofi dvé tretiny celkove
nav§tévnosti a navstévnici, ktefi pfichazi
z Facebook aplikace, nebudou mit trpélivost
S neresponzivnim a pomalym webem.
Facebook reklama  dokdZze  uZivatelim
Facebooku doru¢ovat kreativni  inzeraty
a umozfiuje na rozdil od traditniho PPC také
snadny remarketing mezi zafizeni. UZivatel je
totiz cilen na zakladé svych skute¢nych
demografickych charakteristik a zajml, ne na
zakladé odhadd a interpolaci ze soubor(
cookies.

Pokud jde o kombinaci nastrojl, Ize u webd,
které maji cilovou skupinu na Facebooku,
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doporucit kombinaci obsahové a edukativni
kampané na Facebooku s placenou kampani
ve vyhledavacich, ktera piivede navstévniky
na konci nakupniho rozhodovaciho procesu.
Ve stfedni fazi kampané je také vhodné cilit
zakazniky remarketingem. Ten se sice
na vzorku dat ukazal jako nepfili§ konverzni, ale
pomaha wudrzet produkt v  povédomi
potencidlnich  zakaznikii. Uplné opomenuti
obsahové kampané mlze mit za nasledek
celkové nizky vykon kampané zvlasté v piipadé
produktd, které jsou nové nebo pro zékazniky
malo znamé, takze nemaji divod je vyhledavat.
Volba mezi SEO a PPC z&visi pfedevsim
na ¢asovém ramci strategie. | kdyz kvalita PPC
v Gase roste, podobny efekt u SEO je podstatné
patrnéjsi. Proto lIze pro kratkodobé projekty
doporudit spise PPC a pro dlouhodobéjsi SEO,
ovéem s pfihlédnutim k vy8si mife rizika
v pfipadé projektt SEO. S dostateCnym
rozpoCtem lze oba (pfipadné vSechny ffi)
nastroje kombinovat. Nejdulezit&jSim
doporucenim pii veskerych online
marketingovych aktivitach je pravidelné méreni
a vyhodnocovani  efektivnosti  kampané
a vykonnostnich trenda. Situace
ve vykonnostnim marketingu a na internetu
obecné se rychle vyviji a dfive velmi efektivni
nastroj jiz dnes nemusi byt tou nejlepsi volbou.
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Abstract: This paper focuses on family business topic. The aim of this paper is to discuss situation
of family businesses in the Czech Republic in details. The topic of family business has gained tremendous
attention in recent years and is especially concentrating on the task of family business succession. First,
there is a theoretical part that concentrates attention on definition of family business in general. Finding
the right match of family business definition is one of the most obvious challenges that are researchers
facing. Furthermore, the theoretical part discusses advantages and limitations of such kind of doing
business. In the next part, a practical view on family businesses in the Czech environment is provided.
The analysis is conducted on basis of survey among a sample of family enterprises. The results
of the practical part indicate current reality of this specific segment of entrepreneurial subjects and discuss
future issues they should deal with. The paper contributes to research stream in the family business area

and proposes several questions for further research observation.
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uvoD
Prispévek se zabyva problematikou rodinného
podnikani. Vzhledem k zaméfeni ¢lanku
povazujeme za vhodné na uvod uvést zakladni
teoreticky vstup do problematiky tohoto typu
podnikani. Samotné definovani pojmu rodina je
slozite, jelikoz jednotna definice pojmu
neexistuje. Absence jasné definice zplsobuje
¢asto komplikace predevsim v mezinarodnim
kontextu, kdy se vnimani rodiny a kultury mize
do zna¢né miry lisit. Jednim ze zplsobu, jak
tento problém zmirnit, pfedevsim v empirické
oblasti vyzkumu, je jasné definovani jednotlivych
arovni a typl vztahu stejné tak jako
pfibuzenskych vztaht (Astrachan a ostatni,
2002). Rodinu je mozné chapat jako
spoleCenskou skupinu, ktera je spojena
manzelstvim, pfipadné pokrevnimi vztahy,
odpovédnosti a vzajemnou pomoci (Hartl,
2010). Obdobnym zptisobem definuje rodinu
také Renzulli a ostatni (2000). Ti dale rozvijeji
roli rodiny v asociaci s podnikanim. Dle autor(i

Petlina a Koraba (2015) je za hlavni atribut
rodiny povaZzovano manzelstvi. Rodinu vymezili
jako skupinu lidi, ktera je spojena nejenom
manzelstvim, ale také sdilenim spole¢ného
zpisobu Zivota. V navaznosti na vymezeni
pojmu rodina se ale musi také zvaZzovat dalSi
otazka, jak chapani tohoto pojmu v kontextu
nesezdanych pari Zijicich v jedné doméacnosti,
nebo otazka registrovaného partnerstvi.

Handler jiz v roce 1989 upozoriuje
na skutecnost, Zze zakladni Ukol pro vyzkumniky
zabyvajici se otazkou rodinneho podnikani je
samotné definovani pojmu rodinného podniku.
Astrachan a ostatni (2002), Gbémez-Mejia
a ostatni (2007), nebo Abdellatif a ostatni (2010)
nicméné konstatuji, Ze jednotna definice zustava
stale velkou vyzvou. Definovani oblasti
rodinného podnikani je naroné a tézko
uchopitelné. Rada autord pohlizi na tuto oblast
zrlznych Ghld pohledu, a to pfedevsim ze 3
hledisek — z hlediska obsahu, Ucelu a formy.
Néktefi autofi zakladaji pfedpoklad rodinného
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podniku na procentech podniku, ktera rodina
vlastni, jini naopak na Umyslu rodiny pfedat
podnik nasledujici generaci €i na poétu ¢lend
rodiny, ktefi v podniku pracuji (Korab, 2008). Lea
(1998) hovofi o rodinném podniku, pokud se
jedna o podnik, ktery vznikl na zakladé
rodinnych potfeb a je fizen v ramci téchto
moralnich hodnot, ztistava v rodinném kruhu a je
predavan dalsi generaci. Tato definice je ovéem
v praxi hdfe uchopitelna. Sharma, Chrisman
a Chua jiz v roce 1997 zjistili, ze existuje 34
odlidnych definic rodinného podnikani.

Mezi Casto uvadéné autory patfi také Arquera.
Arquera (1979) fika, ze rodinny podnik je ten,
ktery je v rukou skupiny lidi, jeZ jsou
ve vzajemném pfibuzenském vztahu. Tato
definice poskytuje moznost soustiedit se
i na malé podniky a mikropodniky, kdy jednotlivci
kooperuji s ¢leny rodiny (Petlina a Korab, 2015).
V zavéru 20. stoleti se projevily snahy odbornik(
zavést do nijak pravné ohrani¢ené problematiky
rodinnych  podniki fad. Autofi  Shanker
a Astrachan (1996) hovofi o vyuZiti tfi vhodnych
definic. Tyto definice se odliuji mirou zapojeni
rodiny do podnikani. Jedna se o:

o Sirokou definici — podnik se povazuje
za rodinny, pokud ma rodina strategicky
viiv z hlediska dalsiho sméfovani
podniku, ale rodina nemusi vlastnit
strategickou vétsinu akcii. Souc¢asné
existuje zamér udrZeni podniku v rodiné
i pro budouci generace.

e Stfedné Sirokou definici — podnik se
povazuje za rodinny, pokud zakladatel
nebo alespori jeho potomci podnik fidi a
maji nad nim vlastnickou kontrolu, ¢imz
je myslen podil na akciich.

e Uzkou definici — za rodinny se povazuje
ten podnik, kde se angazuje vice
rodinnych generaci. Jedna rodina
podnik sou¢asné fidi i viastni a vice nez
jeden ¢len rodiny ma v podniku
vyznamné fidici postaveni.

Z novéjsich definic Ize zminit Villalonga a Amita
(2006), ktefi povazuji podnik za rodinny
v okamziku, kdy zakladatel, nebo rodinny
prislusnik je v podniku feditelem, manazerem Ci
vlastni alespon pétiprocentni podil v podniku.
Petlina a Korab (2015) uvadéji dale napfiklad
definici, kdy se za rodinny podnik povazuje ten,

ktery je vlastnén a kontrolovan ¢leny rodiny nebo
vybranymi ¢leny na zakladé predpokladu, Ze
bude predan nasledujici generaci v budoucnosti.
Evropska komise (2009) definuje rodinny podnik
bez ohledu na jeho velikost, ale pracuje
sotazkou hlasovacich prav a zapojeni
rodinného pfislusnika do fizeni podniku.
Odlisnost definic a jejich kritérii, které maji
vymezovat, zda se jedna o rodinny podnik, Ci
nikoliv, vytvari problémy v praxi. Astrachan
aostatni  (2002) upozorfiuji na fakt, Zze
nejednotnost  definic  rodinného  podniku
a podnikani vedou k metodickym nedostatk(im
napfiklad v oblasti ureni spravného
vyzkumného vzorku, vytvoreni vhodnych skupin
pro komparacni Ucely, nebo pro nastaveni
nastroju pro ucely statistického méfeni.
Napfiklad Ize komplikované srovnavat vysledky
riznych vyzkuma tykajici se rodinnych podnik,
predevsim lze obtizné srovnavat statistické
udaje o rodinném podnikani mimo tuzemsko.
Obdobné zmifiuje napfiklad také Chrisman
aostatni (2005). Ti upozoriuji, ze zkoumani
v oblasti definovani rodinného podnikani vede
ktomu, Ze dochazi k fragmentovani tohoto
pojmu a soustiedéni se na jednotlive, vybrané
komponenty. To logicky pak vede k tomu, Ze je
obtizngjsi jednotné definovat rodinny podnik
a pouzit tuto definice napfiklad pro komparacni
ucely.

1. PREDNOSTI A MEZE RODINNEHO
PODNIKANi
Pro lepSi objasnéni problematiky rodinného
podnikani je potfebné vymezit jak klady, tak
i zapory, které jsou nedilnou sougasti podnikani
v ramci rodiny. Jiz ze samotného vymezeni
rodinného podnikani a pohledu na néj, je zi'ejmé,
Ze existuji mnohé atributy. Nékteré z nich mohou
slouzit k pfekonani riznych nastrah a prekazek
spojenych s podnikanim, ale zaroven nesmi byt
opomenuty ty atributy, které komplikuji
podnikatelske aktivity. Kazdy podnik, tedy
i rodinny podnik, ma své silné i slabé stranky.
Silné stranky jsou reprezentovany tim, co podnik
délalépe neZ ostatni, zatimco slabé stranky jsou
pravym opakem stranek silnych (Soucek, 2015).
Silné a slabé stranky ¢eskych rodinnych podniki
nejsou pfili§ odlisné od rodinnych podniki
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v zapadnich ekonomikach (Petlina a Korab,

2015),

1.1. Silné stranky rodinnych podniku

diky globalnimu
prostiedi, preZit podnik, ktery nema specifické
Konkrétné se jedna o osobite
vlastnosti, kterymi se podnik odliSuje od jinych

V soucasnosti nemdize,

prednosti.

podnikii, které mohou podporovat zvySovani
jejich konkurenceschopnosti, pochazeji z jejich
viastniho zakladu (Korab, 2012). Mimo jiné
za prednost podniku Ize povaZovat ten atribut,
ktery vnimaji zakaznici, uznaji jej a budou
ochotni za néj zaplatit (Soucek, 2015).

Mezi silné stranky je mozné zaradit nasledujici
atributy, jeZ jsou uvedeny v tab. 1.

podnikd (Soucek, 2010). Silné stranky rodinnych

Tab. 1: Silné stranky rodinného podnikani

Atribut Vysvétleni
Shoda mezi jednotlivci, diky niZ vznikaji spoletné zajmy mezi ¢leny
Vzajemna shoda rodiny, ktefi pracuji v rodinném podniku a zaroven vznikaji spolecnée
zajmy mezi nimi a vlastniky.
Rodinni prisludnici chtéji dosahnout vzajemného prospéchu a jsou
AngaZovanost pfipraveni se podrobit narokum, které mohou vyzadovat i osobni
obéti. Rodina povazuje podnik za sviij vlastni vytvor.
. Zahrnuje praci, ¢as i penize. Rodina je ochotna pro podnik obétovat
Flexibilita St x . . T )
veskery Cas, ktery je nutny pro uspésny rozvoj.
o Pro rodinné podniky je charakteristické, Ze maji dlouhodobou vizi
Dlouhodoby zamér

ohledné svych podnikatelskych cild.

Stabilni kultura

Ridici pracovnici zastavaji svoji funkci dlouhodobé a jsou vniting
zapojeni na Uspéchu svého podniku.

Rychlost rozhodovani Pfedem jsou jasné definovany pravomoci.
.y Souvisi s angazovanosti &lent uvnitf rodinného podniku, ktery je
Hrdost a daveryhodnost postaven na pevnych zakladech.
Efektivnost R.odmr)e. podniky dokazi efektivné vyuZivat zdroje, které jsou jim k
dispozici.
Kvalita Zakaznik musi byt schopen zjistit, Ze vyrobek ma danou vlastnost,

ktera je pro néj uZite¢na.

Pracovni mista

Rodinné podniky maji smysl pro socialni zodpovédnost a vytvari
nova pracovni mista.

Spoleéenska odpovédnost

Rodinné podniky obnovuii roli hnaci sily rozvoje region(, ve kterych
pusobi.

Zdroj: viastni zpracovani, 2017; Petlina a Korab, 2015, Tagiuri a Davis, 1996; Soucek, 2010; Korab,

Existuje mnoho dalich silnych
rodinného podnikani, zde je uveden pouze
zakladni vyGet. Za dalSi vyhodu se povazuje
napfiklad nizka mira zavislosti na finan¢nich
trzich a burze, a proto jejich aktivita neni vyrazné
omezovana. Externi pfislusnici jsou po urcité
za Cleny rodiny a je
i vyzdvihovana schopnost tymové prace. Lze
tedy konstatovat, ze rodinné podniky jsou
konkurenceschopné s ostatnimi nerodinnymi

dobé& povaZovani

podniky (Korab, 2008).

2008; Neubauer, Lank, 2016

stranek o o .
1.2. Slabé stranky rodinnych podniku

Slabé stranky jsou pro podnik zdrojem prekazek,
které musi byt prekonany. Existuje mnoho
atributli, které mohou byt v urditych situacich
povaZzovany za negativni a v situacich jinych
naopak brany za pozitivni. Na tuto skute¢nost
upozornuje Habbershon a ostatni (2003). Lze
hovofit 0 velmi tenké hranici mezi silnou a slabou
strankou rodinného podniku a je nutné tento fakt
vzdy zohlednit v konkrétnim pfipadé. NejCastéjsi
slabé stranky podniku jsou uvedeny v tab. 2.
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Tab. 1: Slabé stranky rodinnych podniku

Atribut

Vysvétleni

Vysoky potencial pro konflikt

Mize vyplyvat z riznych okolnosti, a to napf. mezigeneraéni
konflikt, konflikt mezi sourozenci, konflikt uvniti rodiny, konflikt mezi
rodinou a zaméstnanci podniku atd. Tyto konflikty mohou vzniknout
i diky prolinani pracovnich a rodinnych zélezitosti. A dale mizou
pramenit z ¢asové naro¢nosti, ktera je pro rodinné podniky typicka.

Silné vazby s rodinnou

Rodinni prisludnici chtéji dosahnout vzajemného prospéchu a jsou
pfipraveni se podrobit narokim, které mohou vyzadovat i osobni
obéti. Rodina povazuje podnik za sviij vlastni vytvor.

Vyhybani se externimu zdroji

Zahrnuje praci, ¢as i penize. Rodina je ochotna pro podnik obétovat

zaméstnanci.

financovani veskery Cas, ktery je nutny pro uspésny rozvoj.
Uvnitf rodinnych podniki je komunikace ¢asto ovlivnéna nizkou
. mirou otevienosti. Problemy, o kterych se nemluvi, nasledné
Komunikace Cy e Y . ) A .
vytvareji bariéry, ktere brani rozvoji dobrych vzajemnych vztahu
mezi jednotlivymi ¢leny rodiny.
, Upfednostriovani rodinnych pfislusnik( pfed externimi
Nepotismus

Podnikové planovani

Jedna se o oblast, ktera je v rodinnych podnicich ¢asto
podcefovana a maze byt i divodem jejich vysoké miry Umrtnosti.

Podnikova kontrola

Je mozné pouZit pouze tehdy, pokud ma podnik pfedem stanovené
cile, kterych chce dosahnout. Jestlize je zanedbano planovani
podniku, tak nelze provést ani jeho kontrolu.

Globalni prilezitosti

Rodinné podniky se radi pfedevsim do kategorie mensich podniki,
maji tedy snizenou schopnost reagovat na globalni pfilezitosti.

Postoj investort

Spojen piedevsim s problémy s poskytovanim podnikatelskych
avérd rodinnym podnikdim od bank i jinych penéznich dstavu.
Navzdory tomu, Ze rodinné podniky maji pfevazné nizkou miru
zadluZenosti a dosahuji dobrych ziskd.

Zdroj: viastni zpracovani, 2017, Petlina a Korab, 2015; Levinson, 1971, Fock a ostatni, 1998; Soucex,

1.3. Nastrahy rodinného podnikani
Miller a Miller (2003) zdlraziuji, ze velké
mnozstvi odbornych ¢lankd diskutuje nastrahy
rodinného podnikani. Mezi ty nejvice zmifiované
patfi otazka nastupnictvi a dostupnosti
finanénich prostfedk(. Problematika ziskavani
financnich  prostfedk(i samoziejmé  trapi
i nerodinné podniky. Zde se toto tyka predevsim
druhych a dalSich generaci v rodinnych
podnicich v souvislosti s ristem podnikatelskych
aktivit. Dalsi znama nastraha spoCiva
v potencialu pro vznik konfliktd v oblasti vedeni.
PfedevSim se jedna o vztah mezi rodinou,
vlastniky a manazery (Gersick, 2004). Tyto
konflikty mohou poskodit jak rodinny podnik, tak
i vzajemné vztahy uvnitf rodiny (Machek, 2017).
Poza (2014) fadi, stejné tak jako fada dalSich
autorl (Sharma, 2004; Venter a ostatni, 2005)

2010; Korab, 2008; Neubauer, Lank, 2016

mezi vyznamné nastrahy rodinného podnikani
otazku nastupnictvi. Existuje mnoho chyb,
kterym by se mél vlastnik podniku snazit
vyhnout. Jde napiiklad o prokrastinaci
v planovani predani majetku a ignorovani
moznosti svého potencialniho dmrti. Jedno
piichazi tehdy, kdy ma dojit ke generaCni
vyméné. Je mylné se domnivat, Ze se jedna
pouze o jednorazovy akt predani vlastnickych
prav nastupci a postaveni ho do fidici funkce.
Bapravé naopak, generatni vyména je
zalezitost komplexni. Pokud ma byt Uspésné
zvladnuta, tak  vyZaduje  nékolikaletou
a dikladnou pripravu. Tato dlouhodoba pfiprava
mzZe trvat deset i vice let a vyznamné ovliviiuje
budouci vyvoj rodinneho podniku. Jedna se
hlavné o to, jakym smérem se bude podnik dale
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vyvijet, pfipadné zda nedojde k jeho zaniku.
VEasné fedeni nastupnictvi mulze podniku
pomoci nalézt shodu ve véem, v ¢em by se
nazory dvou generaci mohly ligit (Korab, 2008).
Poza (2014) uvadi, Ze nejvétsi nedostatky
spatfuje pravé pfi planovani predani podniku.
Pokud by podnik strategicky planoval
nastupnictvi, tak by ho neméla zasahnout nahle
nutna potfeba vymény generaci zplsobena
napfiklad nahlym 0dmrtim ¢i  zavaznym
onemocnénim Clena ve vedouci pozci
rodinného podniku (Fondati a ostatni, 2014).
Generagni vyména je vyznamna pro vSechny
rodinné podniky a Casto byva oznagovana jako
nejvétsi  test manazerskych  dovednosti
generace vlastnik(, ktera podnik opousti (Korab,
2008).

Hlavnim zamérem planovani nastupnictvi by
mélo byt to, Ze zakaznici nezaznamenaji zménu
ve vedeni podniku. Pokud neprobéhne hladky
a plynuly pfechod na nasledujici generaci, dojde
napfiklad ke zhorSeni kvality produktd, ¢imz
mlZe nasledné dojit k oslabeni celého podniku
(Johnson, 2016).

Dle studie Miller a ostatni (2003) byly zjistény ffi
zakladni body neefektivnosti nastupnictvi, které
mohou s nejvétsi pravdépodobnosti zplsobit
problémy pfi pfedavani podniku do rukou novych
vlastnikd. Konkrétné se jedna o:

e Konzervativnost - ackoliv rodi¢ jiz opustil
rodinny podnik, zlstaly pozistatky
rodi¢ovskeho stinu, podnik a jeho
strategie zlistaly ,Luzaméené
v minulosti’.

e Vzpurnost - ¢asto dochazi k piehnané
reakci na kontrolu predchozi generace
vedeni podniku. Dochazi tak k tomu, Ze
tradice, zdédéné odkazy, podnikatelsky
model, nebo dokonce i tzv. tajemstvi
uspéchu jsou zniceny.

o Kolisavost - dalSi generace jsou
paralyzovany nerozhodnosti
aneschopnosti pfizpsobit podnikani
soucasnym a konkrétnim podminkam.

2. CiL VYZKUMU A METODOLOGIE

Cilem tohoto pfispévku je pfiblizit a upozornit
na problematiku rodinného  podnikani, jak
z teoretickeho, tak z praktického pohledu.
Prostiednictvim  literarni  reSerée  jsou

diskutovany stéZejni pojmy z oblasti rodinného
podnikani, pfedevsim definice, pfednosti a meze
této formy podnikani. Na tento teoreticky Gvod
navazuje dotaznikove Setfeni zkoumajici
vybrané aspekty rodinnych podniki v Ceské
republice. Pro dosaZeni stanoveného cile jsou
vyuzity jak sekundarni data z dostupnych
svétovych i tuzemskych studii, védeckych
lankd, ktera vytvofily kvalitni  informaéni
podklad pro realizaci dotaznikového Setfeni.
Dotaznikové Setfeni bylo realizovano na jare
2017 a mélo nékolik sekci, pficemz pro ucely
tohoto ¢lanku se uvadéji pouze vybrang, zjisténé
skuteCnosti v navaznosti na stanoveny
teoreticky zaklad. Vzhledem k tomu, Ze bylo
potieba oslovit vétdi mnozstvi respondentt
za Ucelem ziskani kvalitnich a vérohodnych dat,
byla zvolena distribuce prostfednictvim on-line
dotazniku. Sougasné vsak bylo nutné poditat
s niz8i mirou navratnosti platnych dotaznik(,
nez by tomu bylo napiiklad pfi osobnim
dotazovani. Cilovou skupinou byli zvoleni
majitelé, pfipadné vedouci pracovnici, ktefi
pusobi v ¢eskych podnikatelskych subjektech
aje mozné je zaradit mezi rodinné podniky
dle dfive v textu uvedenych charakteristik.

3. VYSLEDKY A DISKUZE

Jak je uvedeno vySe, atributd, které jsou spojeny
s rodinnym podnikanim, je mnoho a nelze
vramci jednoho prispévku shrnout veskeré,
které s timto typem podnikani souvisi. Z tohoto
ddvodu text nize uvadi pouze vybrané aspekty,
které uzce souvisi s diskutovanou problematikou
v teoretické &asti. Setfeni se zugastnil vybérovy
vzorek tuzemskych rodinnych podnik(i. Samotny
poCet &eskych rodinnych podnik(i je dosud
pouze odhadovan. Navzdory této skuteCnosti
existuji rizné vyzkumy renomovanych agentur,
které zjistuji hlub$i informace o rodinnych
podnicich. Je vhodné zminit napfiklad
poradenskou  spoleCnost KPMG, ktera
ve spolupraci s federaci EFB (European Family
Businesses) vydava od roku 2012 ,Barometr
rodinnych podniki v Evrop&“. Pfipadné
vtuzemsku prizkumy AMSP CR (Asociace
malych a stfednich podnikii a zivnostnikl Ceské
republiky), které jsou provadéné nezavislou
agenturou IPSOS. Do téchto prizkumd jsou
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vSak zarazovany pouze ¢eské rodinné podniky,
které zaméstnavaji 6-249 zaméstnanc.

Pro ucely vlastniho dotaznikového Setfeni
oznaduji autorky prispévku za rodinny podnik
ten, ktery je samotnym majitelem povaZovan
zarodinny nebo ma v planu pfedat svij podnik
blizkému pfibuznému anebo v podniku pracuje
jako fadny zaméstnanec néjaky dalsi Clen
rodiny. Podnik je povazovan za rodinny tehdy,
pokud splni alespori jedno z uvedenych kritérii.
Autorky se tak ztotoZnily s definici, ktera byla
v roce 1997 akceptovana Massachusets Mutual
Life Company (Strazovska a ostatni, 2008).

3.1. Struktura vzorku

Vzorek je tvofen 76 respondenty. Respondent
jsou majitelé, pfipadné vedouci pracovnici,
v tuzemskych rodinnych podnicich. Vyznamna
vétdina respondentt zastupuje mikropodniky
(43), pfipadné malé podniky (23). Naopak
stiedni (7) a velké podniky (3) jsou zastoupeny
omezené. Z hlediska pravni formy podnikani
jsou data nejCastéji ziskana od spoleCnosti
s ruenim omezenym, a to ve 43 pfipadech,
a od osob samostatné vydéle¢né Cinnych, které
jsou zastoupeny 24 respondenty. Akciova
spole¢nost je zastoupena 6 respondenty. Dalsi
pravni formy jako verejna obchodni spole¢nost,
druzstvo a evropska spole¢nost jsou vzdy
zastoupeny pravé 1 respondentem.

Zucastnéni respondenti uvedli ve 3 pfipadech,
Ze jejich podnik byl zaloZen jiz pied 2. svétovou
valkou a jejich podnikani bylo pozastaveno
potlatenim  soukromého podnikani  béhem
totalitnino reZimu. Tito respondenti zacali znovu
podnikat az po roce 1989. Pouze 1 respondent
uvedl, Ze zacCal podnikat jiZ béhem totalitniho
reZimu, kdy mohly vznikat pouze drobné
Zivnosti. Zbylych 72 respondenti  zacalo
s podnikanim aZ po roce 1989.

Nejvy$siho podilu v oblasti hlavni podnikatelske
innosti dle klasifikace CZ NACE dosahuje
oblast zemédélstvi, lesnictvi a rybarstvi, ktera je
zastoupena 20 respondenty. Dale oblasti
velkoobchod, maloobchod; opravy a UdrZzba
motorovych vozidel a ostatni Cinnosti jsou
vobou pfipadech reprezentovany pravé 11
respondenty. Dale je moZné uvest oblast
zpracovatelského primyslu, ktera je zastoupena
9 respondenty, nebo oblast ubytovani,
pohostinstvi a stravovani, kterou reprezentuje 6

respondentd. Ostatni oblasti Cinnosti  jsou
zastoupeny méné nez 6 respondenty.

PoCet zUgastnénych respondentl neni vysoky,
ale postatuje k vytvofeni zakladnich zaveér(.
Vzorek obsahuje podniky riznych velikosti
apravnich forem, které pusobi v odliSnych
oblastech Cinnosti dle klasifikace CZ NACE. Tyto
sledované kategorie nejsou ve vzorku rozlozeny
rovhomérng, coz je autorkami povazovano
za jisté omezeni tohoto Setfeni.

3.2. Rodina

Nejprve je vhodné se zaméfit na atributy, ktere
pfimo souvisi s rodinou a zjistit zakladni
charakteristické rysy, které se vztahuji
k zapojeni rodiny do podniku. A to z dlivodu, ze
rodinné podnikani ¢asto zasahuje i mimo ramec
podniku a ovliviuje tedy jednotlive prislusniky
rodiny i mimo podnikove prostiedi. Mezi
zakladni  rysy rodinného  podnikani je
zafazovano zapojeni rodinnych pfisludniki
do chodu podniku, avsak tito rodinni prislusnici
se nemusi vZdy aktivné podilet na jeho bézném
provozu. Diky Setfeni je mozné uvést, Ze 71
respondentli souhlasi s tvrzenim, Ze jednotlivi
rodinni prisludnici se zapojuji do chodu podniku
aktivng, pouze 5 respondentli se nedokaze
rozhodnout jednozna¢né. Téchto 5 respondent
poukazuje na moznou slabinu rodinnych
podnik(i. A sice, Zze néktefi rodinni pfislusnici
nejsou v  bé&zném  provozu  podniku
zainteresovani, konkrétné nefesi a nezapojuji se
aktivné na spoledné praci. Zadny z dotazanych
respondentli nezvolil zcela zapornou odpovéd,
kterda by znamenala, Ze acCkoliv se jedna
o rodinny podnik, tak starosti o néj lezi jako
bfimé pouze na jediném ¢lenu rodiny. Z téchto
dat je tedy patrné, Ze rodinni pfislusnici se
prevazné aktivné zapojuji do chodu podniku.

Ackoliv se jednotlivi pfislusnici aktivné zapojuji
do chodu podniku a dalo by se piedpokladat, Zze
je zde vytvoren zaklad pro vznik potencialnich
konfliktd mezi jednotlivymi ¢leny rodiny. Ziskana
data poukazuji na skute¢nost, ze sice konflikty
mezi pfisludniky rodiny v rodinnych podnicich
vznikaji, avSak ve vice nez polovingé podnik
tento typ konfliktu doposud nezaznamenali.
Konkrétné souhlas s tvrzenim, Ze konflikty mezi
jednotlivymi ¢leny rodiny v podniku vznikaji, je
uveden 27 respondenty. Naopak 47
respondentd popira vznik konfliktd mezi ¢leny
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rodiny a pouze 2 respondenti se nedokazi
rozhodnout.

Mezi daldi atribut, ktery souvisi s rodinnym
podnikanim, Ize zaradit obétovany ¢as na praci.
Je tedy vhodné objasnit, jak zucastnéni
respondenti rozdéluji svij €as. Zda dochazi
ke striktnimu  rozdéleni Casu na praci
anarodinu. V tab. 3 jsou uvedena data jak
v absolutnim, tak i relativnim vyjadreni, které
slouzi pro mozné srovnani ziskanych dat s udaji
z prizkumu AMSP CR z kvétna roku 2016.
Ziskana data vlastnim dotaznikovym Setfenim
nejsou piekvapuiici, jelikoZ je z nich na prvni
pohled zfejmé, Ze rodinu od podnikani v ramci
rodinnych podnik(i je mozné pouze tézko oddélit.
Pouze 19 respondentt si dokaze svij &as

Tab. 3: Rozdéleni ¢asu na podnik a rodinu

narodinu a podnik strikiné oddélit. Dale 33
respondentll se o to alespofi pokousi a 24
respondentt ¢as na rodinu a na préaci od sebe
neoddéluje vibec. Je mozné provést srovnani s
prizkumem AMSP CR (2016), do kterého se
zapojilo 400 respondenti z fad rodinnych
podnik(i. Z prizkumu AMSP CR (2016) Ize
vyvozovat, Zze odpovédi v jednotlivych
kategoriich jsou vyrovnané a cCasteCné se
odliduji od dat ziskanych vlastnim Setfenim.
Nejedna se vSak o vyznamné odchylky ve
vystupech. Tyto mirné odchylky mohou byt
pouze zplsobeny jinou strukturou a velikosti
vybérového vzorku respondentt.

&as na rodinu a déti Vlastni Setieni 2017 AMSP CR 2016
Absolutni etnost | Relativni Cetnost Relativni ¢etnost
Ano 19 25 % 34 %
Ano, snavéim se, avle nelze to 33 439 29 %
vZdy dodrzet.
Ne 24 32 % 37 %
Pocet respondentii 76 100 % 100 %

V souvislosti s rodinou lze dodat, ze v 54
pfipadech jsou jiz do chodu rodinného podniku
zapojeni i potomci. Zbylych 22 respondentti
zatim nezapojuje své potomky v podniku.
Zaporna odpovéd muize souviset i s moznosti,
Ze zUCastnéni respondenti dosud zadné
potomky nemaji, popiipadé jsou jejich déti pfilis
male.

3.3. Percepce

V dotaznikovém Setfeni byl vénovan prostor
pro zjisténi, jak je rodinné podnikani vnimano
samotnymi respondenty. Pfedevsim se Setfeni
zaméfilo na identifikovani hlavnich pfednosti
a nastrah.

Nejprve respondenti identifikovali, zda uvedené
aspekty povazuji za prednosti rodinného
podnikani €i nikoliv (viz tab 4). Souhlasné
odpovédi jsou uvedeny ve sloupci ,Ano celkem”.
K urCeni hlavnich pfednosti je vyuZito metody
poradi, ktera pozaduje pouze ordinalni informaci
a stanoveni pofadi kritérii (Synek a ostatni,
2009). Metoda spoCiva ve tfech zakladnich
krocich, a to v pfifazeni indexu ,i“ jednotlivym

Zdroj: viastni zpracovani, 2017; AMSP CR, 2016

kritériim, dale ohodnoceni a uspofadani danych
kritérii a v nasledném provedeni vypoCtu dle
vzorce 1 (Synek a ostatni, 2009).

__bi
— Tk
Zi:lbi

(1)

v;

kde: i pocet bodi i-tého kritéria
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Tab. 4. Pfednosti rodinného podnikani - metoda poradi

Kritérium Index (i) | Qi'(‘gm Pofadi P°°‘(*;i';°d“ Vaha (vi)

Flexibilita 1 51 1 6 0,29

Podnikovéa atmosféra 2 31 4 3 0,14

Stabilni kultura 3 20 6 1 0,05

Dlouhodoby zamér 4 40 3 4 0,19

Spoleéenska odpovédnost 5 29 5 2 0,10

Rychlost rozhodovaciho procesu 6 42 2 5 0,24

Celkem 21 1,00

V téZe tab. 4 jsou vypocteny vahy. Vaha se vzdy
vztahuje pravé k jednomu kritériu. Diky
vypoctenym vaham vyplouva na povrch
skute¢nost, Ze respondenti shledavaji vyhodu
rodinného podnikani predevsim ve flexibilité
arychlosti rozhodovaciho procesu. Naopak
stabilni  kultura je z celkového hodnoceni

Tab. 2: Nastrahy rodinného podnikani - metoda poradi

Zdroj: viastni zpracovani, 2017

respondentl az na poslednim misté, tedy
respondenti souhlasili s timto tvrzenim nejméné.
Jak je pfedeslano vyse, existuje i mnoho nastrah
v rodinném podnikani. Tyto nastrahy jsou opét
vyhodnoceny pomoci metody pofadi, kdy pocet
souhlasnych odpovédi s danym kritériem je
uveden ve sloupci ,Ano celkem” v tab. 5.

Kritérium Index (i) | _ Qi'(‘gm Pofadi P°°‘(*;i';°d“ Vaha (vi)
Systém Fizeni 1 10 4 3 0,14
Spatny pfistup k financovani 2 4 6 1 0,05
Negativni viiv na rodinné vztahy 3 31 3 4 0,19
Prolinani pracovnich a rodinnych
vztahu 4 55 2 5 0,24
Casova naroénost 5 59 1 6 0,29
Snizena schopnost reagovat na
globalni prileZitosti 6 7 5 2 0,10
Celkem 21 1,00
Zdroj: viastni zpracovani, 2017
Tab. 5 obsahuje i vypoltené vysledné vahy. Zbylych 21 respondentti povazuje rodinné

Dochazi tedy ke zjisténi, Ze nejvétsi nastrahy
vrodinnem podnikani respondenti spatiuji
predevsim v jiz diive zminéné Casové naro¢nosti
a v prolinani pracovnich a rodinnych vztah(.
Spatny pfistup k financovani se umistil
z hlediska vyslednych vah az na poslednim
misté. Je tedy mozné konstatovat, Ze
respondenti nepovazuji zastoupeni pfisludniki
rodiny v podniku jako prekazku pro ziskani
financnich prostredku.

Nicméné i navzdory uvedenym nastraham v tab.
5 povazuji respondenti i tak celkové rodinné
podnikani za vyhodu. S timto vyrokem se
ztotoziiuje 55 zuUcastnénych respondentt.

podnikani za nevyhodu.

3.4. Nastupnictvi
Mezi jednu z hlavnich nastrah rodinného
podnikani Ize zaradit otazku predani rodinného
podniku nasledujici generaci. Nastupnictvi je
vsoutasné dobé jedno z  nejCastéji
diskutovanych témat vztahujici se k rodinnému
podnikani. Divod fedeni této problematiky je
prosty, a to, Ze rodinné podniky v tuzemsku
zaGaly vznikat pfedevsim aZz po roce 1989
a dnes tyto podniky ¢asto stoji na prahu, kdy ma
dojit ke generaéni vyméné bez predchozich
zkuSenosti. Mezi skuteCnost, kterou je nutno
uvést, je ta, ze do dotaznikového 3Setfeni jsou
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zahrnuti respondenti z rlznych generaci
vlastnik(i. Nejmensi zastoupeni maji podniky,
které zastupuji tfeti a daldi generaci vlastnik.
Do této kategorie jsou zafazeni pouze 4
respondenti. Zastupct druhé generace vlastniki
je ve vzorku pravé 17. NejpoCetngjsi skupinu

Tab. 3: Plan pfedat rodinny podnik

tvofi zastupci prvni  generace vlastniki
(,zakladatel(”), kterych je 55.

Vtab. 6 jsou uvedena ziskana data, ktera souvisi
s tim, zda maji tuzemské rodinné podniky
v planu predat podnik nasledujici generaci.

Plan predat podnik Absolutni ¢etnost Relativni ¢etnost
Ano 64 84 %
Ne 12 16 %
Pocet respondentii 76 100 %

Jak je z tab. 6 ziejmé, pouze 12 respondentt
nema v planu rodinny podnik pfedat nasledujici
generaci. Zbylych 64 respondenti planuje
podnik pfedat. Tim se i nabizi otazka, zda je na
predani podniku pomysleno aktivné. Tuto
skuteCnost ukazuje tab. 7, ze které je na prvni
pohled zfejmé, Ze aktivni predani podniku

Tab. 4: Aktivni plan pfedani rodinného podniku

Zdroj: viastni zpracovani, 2017

planuje pouze 20 respondentt. Tito respondenti
zastupuji prvni a druhou generaci vlastnik(.
Utéchto rodinnych podnikii je mozné se
domnivat, Ze pravé probiha, popfipadé v blizké
budoucnosti bude probihat, tzv. generatni
vyména. Zbylych 44 respondentli pfedani
rodinného podniku neplanuje aktivné.

Plan predat podnik — aktivné Absolutni ¢etnost Relativni ¢etnost
Ano 20 31 %
Ne 44 69 %
Pocet respondentii 76 100 %

Z dat ziskanych z dotaznikového Setfeni
a uvedenych v tomto pfispévku je ziejmé, ze
rodinné podnikani patrné nebude fenoménem
pouze dneSni doby. JelikoZz zuCastnéni
respondenti planuji predat podnik nasledujici
generaci.

ZAVER
Rodinné podnikani patfi mezi zakladni formy
podnikani, které ma zastoupeni v mnoha zemich
svéta a jejich piinos pro ekonomiku je
vyznamny. AMSP CR odhaduje v Ceské
republice zhruba 30% podil na tvorbé narodniho
hrubého doméciho produktu (Bferiova, 2015).
A rozvoj tohoto typu podnikani v tuzemsku je
predevsim spojovan se sametovou revoluci
vroce 1989, kdy se tehdejsi Ceskoslovenska
republika opét naklonila zpét k trZznimu
hospodarstvi, které podpofilo navrat ke kofenim
soukromého podnikéani (Rydvalova, 2015).
Z analyzovanych dat je patrné, Ze prevaina
vétsina Ceskych rodinnych podniki vznikla az
poroce 1989. S dobou zaloZeni tuzemskych

Zdroj: viastni zpracovani, 2017

rodinnych podniki  uzce souvisi i pojem
nastupnictvi, které je v Ceské republice
diskutovanym tématem. Z dat je ziejmé, ze
souCasni majitelé maji ve vice nez Ctyfech
pétinach v planu predat sve podniky nasledujici
generaci. A tak je pravdépodobne, Ze rodinné
podniky ziistanou sougasti narodni ekonomiky
iv nasledujicich desetiletich. Je podstatné
dodat, a samotna analyza dat to potvrzuje, ze
mnohé tuzemskeé rodinné podniky dosud
neprozily genera¢ni vyménu a neni tak zcela
jisté, zda tyto podniky bez zkuSenosti dokazi
vyieSit generaCni vyménu, ktera je v pfistich
letech Ceka. Déale lze zminit, Ze zakladatelé
téchto podnikG si svoji cestu proSlapali
predevsim sami a ve svych podnicich znaji vse
do nejmensiho detailu. A navzdory tomu, Ze
jejich potomci byvaji vychovavani k pracovitosti,
tak doposud wvyrlstali v podnikatelském
inkubatoru. Jakmile potomci pfevezmou rodinny
podnik, tak se budou muset vypofadat
i s globalni konkurenci na rozdil od jgjich rodica.
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A tato situace rozhodné nebude snadna
(Jensikova, 2017).

Dale je mozné uvést, Ze v rodinnych podnicich
se zapojuji prislusnici rodiny ve valné vétsiné
aktivné. Ackoliv je zapojeni pfislusnikd rodiny
pfedevsim aktivni, tak vznik konflikti mezi
jednotlivymi prislusniky rodiny neni zpozorovan,
a to dle dvou tfetin respondentd. V rodinnych
podnicich vSak nastava problem v situaci
ohledné rozdéleni ¢asu na rodinu a podnik, které
je velmi sloZité. Timto problemem se piedevsim
vyznaCuji mikropodniky. Prednosti podnikani
v ramci rodiny jsou pfedevsim v jeho flexibilité,
rychlosti  rozhodovaciho procesu a dlouho-
dobosti z&méru. Naopak jako nejvétsi
nedostatky vyvstavaji ty, které jsou spojeny
sjeho ¢asovou naro¢nosti a prolinanim
pracovnich a rodinnych vztahd. Navzdory
uvedenym nastraham je dosud vlastniky rodinné
podnikani povaZzovano za vyhodu.

V zavéru Ize dodat, Ze jedna z nejddlezitéjSich
charakteristik tohoto typu podnikani je pravé
vazba s rodinou, ktera je jeho nejvétsi prednosti
a zaroven i nastrahou. Rodinné podnikani je ¢im
dal tim vice aktualni téma, které mize byt
zdrojem dal$iho zkoumani.
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Abstract: The article focuses on the phenomenon of the Product Placement. In the First part of this
contribution is the Product Placement defined and the question where it can be placed is solved. Even
the categorization of the communication mix tool is presented. At the end of the article there is a table that
summarizes every presented category. In the article, there are also specific forms of the Product
Placement defined, exactly Destination Placement and Celebrity Placement. However, the article does
not neglect the Product Placement in the social media. The second part of the contribution focuses on the
Product Placement research. It describes the research itself, research questions, the methods that are
used, the structure of the research participants, and then evaluates the individual methods. In the research
were used the results of eye-tracking, in-depth interviews and focus groups. In the focus group method,
there is also presented the ethical framework of the Product Placement. At the end of the article there is
a final evaluation of the obtained data, including the frame of other possibilities in research in the Product
Placement phenomenon.

Keywords: eye-tracking, focus group, generation Y, in-depth interview, product placement
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uvoD
Product placement, oznaCovan téZ jako
embedded, stealth ¢i undercover marketing,
v podminkach  Ceské legislativy  umisténi
produktu, dfive nazyvany téZz jako skryta
reklama, se dostava jiz fadu let na oci
spotfebitelim a do slovnicku marketérim
avneposledni fadé take do nabidek
komer¢nich televiznich stanic a jinych subjektd,
které s timto nastrojem aktivné pracuji. Ackoliv
tento nastroj mnozi Cesti i zahraniéni autofi ani

Obr. ¢. 1 Funkce Product Placement

Realny produkt ]

1. PRODUCT PLACEMENET
Uvodni ¢ast Clanku se zabyva ve struénosti
reSersi tohoto fenoménu a pohledu jednotlivych

neuvadi, tak by nemél byt opomijen. Mél by byt
naopak zafazovan do nastroji komunikacniho
mixu a mélo by se s nim pracovat jako
s pInohodnotnym  nastrojem pro  komer¢ni
komunikaci. Definice pojmu Product Placement
vychazi ze slov produkt a umisténi. Zlstava
ovdem stéle otazka ,Kam?“ Obecné je mozné
uvést autorovu definici: ,Product Placement je
umistovani skute¢neho produktu do virtualniho
svéta nebo uméleckeho dila.“ To demonstruje
Obr. ¢. 1.

Virtualni svét
Uméleckeé dilo

Zdroj: viastni zpracovani, 2017

autor, ktefi se timto nastrojem komunikaéniho
mixu zabyvaji.
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1.1. Definice a moznosti umisténi
Nerudovskou otazku ,Kam s nim?‘ musi
mnohdy vyfedit i vyrobci produkti nebo
poskytovatelé  sluzeb, prodejci  z&zitk(,
informaci, myslenek, udalosti, majetku nebo
zkuSenosti. Na prvni pohled je patrné, Ze tato
otazka spada do oblasti marketingového mixu —
distribuce, nicmeéné v tomto pfipadé je nutné
resit otazku v podminkach marketingové, resp.
komer¢ni komunikace. Odpovéd na tuto otazku
mohou zodpovédét rizné definice tohoto
fenoménu. Frey (2011, s. 131) uvadi, ze
Joroduct placement je zamérné a placené
umisténi  znaCkoveého vyrobku do audio-
vizualniho dila s cilem jeho propagace.
Dilezité je uvédomit si, Ze Frey zmiduje
propagaci, nikoliv komunikaci. Jde tedy
0 jednosmérny  tok informaci.  Prikrylova,
Jahodova (2011, s. 255) charakterizuji product
placement jako ,pouZiti redlného znaCkového
vyrobku  nebo  sluzby zpravidla  piimo

Obr. €. 2: MoZnosti umisténi produktu

v audiovizualnim dile (film, televizni pofady
a serialy, poCitaCové hry), v zivém vysilani i
predstaveni nebo knihach, které samy o sobé
nemaji reklamni charakter, a to za jasnych,
zpravidla smluvné dohodnutych podminek.”
Autorky predstavuji presnéjsi definici, jelikoz
nepracuji pouze s audiovizualnim dilem, ale
zmifuji i dalsi mozZnosti, kam lIze dany produkt
umistit a v zavéru definice je uvedeno
zasmluvné dohodnutych podminek. Tyto
podminky Ize fesit finan¢nim obnosem nebo
obchodem na bazi barterové smény. Frey (2005)
nebo Eger (2013) déle zmifiuji i jiné moznosti
umisténi produktu, a to na pozvanky na tiskové
konference, pozvanky na premiéry filma,
umisténi produktu nebo znacky v prostorach
projekce nebo premiery filmu, vydani knizni
predlohy k filmu, nosice s filmem, plakat k filmu,
inzeraty nebo webové stranky. Seznam
moznosti umistovani produkti v ramci tohoto
fenoménu zobrazuje Obr. €. 2.

televizni porady (film, serial, live vysilani)

— PC hra

- plakaty filmG a billboardy

H obaly CD a DVD nosicli

— inzerce

- webové stranky

— tiskoviny, knihy

— hybridni televize, mobilni aplikace

Umisténi product placement

— socialni média

Jak je patrné z Obr. €. 2, zabyval se Minarik
(2017) téZ novymi medii jako jsou napf. webové
stranky, hybridni televize, mobilni aplikace nebo
socialni média. Zde vSude je moZné umistit
produkt a vydavat ho za product placement.
Kromé toho je ponechano posledni policko
volné, aby si potencialni Ctenal a zajemce
o0 danou problematiku mohl seznam moznosti

Zdroj: viastni zpracovani, 2017

umistovani produktu dale rozsifovat, nebot vyvoj
modernich technologii jde velmi rychle kupfedu.

1.2. Kategorizace product placement
Klasicky lze fenomén Product Placement
rozdélit na aktivni a pasivni formu. Aktivni forma
predstavuje zapojeni vkladaného produktu
do scénare, postava produkt aktivné vyuZiva
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a nékdy zapada do d&jové linky. Pasivni forma
naopak slouZi pouze jako dekorace v daném
poradu a je povazovana za nedominantni cestu
propagace produktu nebo znacky.

Velmi Casto Ize zaznamenat i Clenéni screen
placement, skript placement a plot, resp. hands-
on placement. Screen je povazovan za pasivni
formu a zbylé dvé za aktivni, pfiCemz o plot
placement Ize hovoiit, pokud produkt ziskava

dominantni roli ve skriptu a ovliviiuje déj dila.
Nékdy se dostava dokonce do titulku daného
dila, poté jej lze oznaCit jako title product
placement.

Néktefi autofi prisli se svym vlastnim ¢lenénim
product placement. Prehled ¢lenéni product
placement uvadi Tab. ¢. 1 podle jednotlivych
autor(.

Tabulka 1 Prehled ¢lenéni product placement dle autort

Hackley Juraskova, _ Heskova, Specifické
Druhfautor| -~ 5014) Horfiak (2012) | M8 007) | sirchova (2009) | formy PP
Tichy PP
| Vizualni PP On set PP Skiyty PP
Pasivni PP Evokativni PP
Korporatni Corporate PP Celebrity
- PP placement
Kreativni PP o
Verbalni PP Brand PP Klasicky PP Image PP
o, Destination
H ky PP
Istoricky Generic PP placement
Aktivni PP o
Integrovany PP Evokujici PP
Inovaéni PP

Jak je patrné z Tab. 1, tak cela fada Clenéni
splyva, a dokonce jsou pojmenovany jen jinym
jménem. Napi. on set product placement, tichy
product placement a evokativni product
placement podle Juradkové, Horfidka (2012)
jsou klasickym prikladem skrytého product
placement dle Lehu (2007) a dle Hackley (2014)
plné v kategorii vizualniho product placement,
ktery je predstavitelem pasivniho product
placement. Pro dalsi potfeby tohoto Clanku je
potieba zaznamenat to zakladni ¢lenéni, a to
na pasivni a aktivni.

1.3. Klady a zapory product placement
Mezi klady, které product placement pfinasi,
patii dle Gaille (2015) zejména finanéni
dostupnost pro malé a stiedni podniky. Pokud je
velmi kvalitné a vkusné zpracovan, mize
umochnit zaZitek ze sledovani filmu, hrani PC hry
¢i jiného vyuZiti uméleckého dila. Dokaze zajistit
vétsi povédomi o znaCce a ovliviiuje ziskovost
dila a s nim souvisejici i jeho bod zvratu.

Zdroj: viastni zpracovani, 2017

Zapory, které s sebou piinasi tento fenomeén,
jsou zejména slepota, a to u pasivni formy
product placement nebo konkurence znacek
ve vybranem dile. Pokud jde o aktivni product
placement, pak se odkryva riziko ruSivého
elementu u vétsi Casti uzivatell uméleckého
dila.

1.4. Product placement na socialnich
médiich

S rozvojem novych technologii se odkryva stéle
vice a vice mnozstvi moZnosti, kam mohou firmy
své produkty umistovat. Jednu z téchto
moznosti predstavuji pravé socialni média.
Nejvice vyuzivany jsou Facebook, Twitter
aYouTube. Na YouTube je velmi rozsifen
fenomén money-grabbing, kde se snaZi lide
zviditelnit a vydélat penize. NejCastéji jde o videa
haul, kde tzv. youtuber seznamuje divaka
s nakupy, které ucinil. Recenze jsou obdobna
videa, nicméné navic produkt predstavuji
a vyzyvaji divaka ke koupi. Velmi ¢asté jsou také
experimentalni  videa, jako napf. pokus
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s bonbony Mentos a Coca Colou. Velkou oblibu
v posledni dobé predstavuji tzv. prankova videa.
V oblasti beauty sféry se dostava do povédomi
Get ready with me nebo Firstimpression, kde
bloggerka testuje a recenzuje vyrobky, které ji
zasilaji samy firmy. Velmi ¢asto Ize také sledovat
co-branding dvou i vice znacek.

Dle Scapicchia (2012) je velky potencial
v mobilnich telefonech, a to hlavné diky vyvoji
v pienosu dat, napf. 3G nebo 4G. Je tedy mozné
sledovat serialy a rizné pofady pfimo online ze
svého chytrého telefonu. Red je o tav.
mobisodech. S mobilnimi telefony se vsak
otevira i dali moznost, a to ve formé riznych
aplikaci, které vyuzivaji v posledni dobé
i retailové spole¢nosti pro komunikaci se svym
zakaznikem. Do popredi se dostavaji v USA, ale
i v Evropé, napf. v Némecku nebo Italii dash-
button za pét euro nebo dolari. Cilem je
stimulovat spotiebitele a rozvijet vérnost k dané
vyrobkové fadé nebo vyrobku obecné.
Spotiebitel tedy mize mit nékolik takovych
tlaCitek a pokazde, kdyz mu dojdou napf.
susenky Mulino Bianco, tak stac¢i zmacknout toto
tlaCitko, které muze byt umisténé ve skfini, kde
jsou sudenky skladovany, a pomoci mobilni
aplikace jen odklikne objednavku. Velmi Casté je
toto tlaCitko pro oblast hygienickych potieb.
V Ceské republice oviem stale neni spoleénosti
Amazon podporovano.

2. DESTINATION PLACEMENT ANEB KDE
PP ZACINA A KDE KONCIi?

Destination placement je oznaceni pro umisténi
déje (filmu, pocitatove hry, divadelni hry apod.)
do lokality, krajiny nebo teritoria. Jde o specialni
formu umistovani produktu fesené predevsim
v oblasti tzemniho marketingu. Teritorium jako
takové je charakteristické svoji geografickou
polohou (dostupnosti, proslulosti), historii
(symbolika, znamé osobnosti), administrativnim
zfizenim, svymi  zdroji  (pfirodni, lidske,
technologické, finan¢ni), ekonomickou aktivitou
(struktura zemédélstvi, pramyslu, sluzeb), lidmi,
pfirodnim prostiedim (fauna, flora, klimat),
pamatkami a kulturou. Profese, které musi
studovat teritorium, jsou mimo jiné i filmari
a umélci.

Prikladem muze byt slavné italské mésto
Verona, které je oznacovano jako brana do této

zemé na Apeninském poloostrové. JiZz anglicky
dramatik, William Shakespeare, v roce 1595
napsal svoji slavnou tragédii Romeo a Julie
a déj zasadil pravé do tohoto mésta a nedaleké
Mantovy. Nelze nalezt ¢lovéka, ktery by tento
pfibéh neznal. Kromé toho byl hned nékolikrat
zZfilmovan.

,Zemé patfi svym vlastnikim, ale krajina patfi
tomu, kdo ji umi obdivovat.“ Tento vyrok Uptona
Sinclaira dle frasicelebri.it (2017) je nezbytny
pro rozpor mistnich a turistd.

Dalsi specifickou formou product placement je
tzv. celebrity placement. Epstein (2013) zmiriuje
zamérné obsazovani do virtualniho svéta nebo
uméleckého dila  celebritami.  Zvladtnim
pfipadem muze byt, pokud hraje celebrita sama
sebe. Helena VondraCkova si napi. zahrala
v seridlech televizni stanice Nova Comeback
nebo Gympl s (r)uéenim omezenym.
Z Hollywoodu Ize uvést napf. Meryl Streep, ktera
si zahrala samu sebe ve filmu Bratfi jak se
patfi.

3. PREDSTAVENI VYZKUMU
Vyzkumny projekt byl realizovan za pomoci
staticke o¢ni kamery znacky MangoldVision
a hloubkovych  rozhovoriT na  Katedre
marketingu, obchodu a sluzeb Fakulty
ekonomické ZapadoCeské univerzity v Plzni
a metodou focus group s Zaky Vyssi odborné
Skoly, Obchodni akademie a  Stfedni
zdravotnické Skoly v DomaZlicich v prvni
poloviné roku 2017. Vyzkumné otazky resily, zda
spotrebitel generace Y vnima znacky umisténé
ve filmech, hudebnich klipech, beletristickych
dilech a jak obecné vnima tato generace
fenomén product placement. Tyto otazky byly
dale rozpracovany do specifickych, které resily
mj. rozdil mezi umisténim znamé a neznamé
znacky v Ceské a zahraniCni tvorbé anebo eticky
pohled na danou problematiku.
Cilem bylo zjistit, zda spotfebitel dokaze
postiehnout umistény produkt nebo znacku
v uméleckém dile, resp. virtualnim svéte.
Pro o¢ni kameru byly vybrany nasledujici
ukazky:
- Ugastnici zajezdu (2006), rezie:
Jifi Vejdélek, produkt: CK Vega tour
a Setra;
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- Libas jako dabel (2012), rezZie:
Marie  Polediakova,  produkt:
Ferrari, Geis;

- Sam doma 2: Ztracen v New
Yorku (1992), reZie: Chris Columb,
produkt: VISA karta, Fruit Stripe
Gum,

- Skyfall (2012), reZie: Sam Mendes,
produkt.  Land Rover, Audi,
Heineken.

Pro prizkum v oblasti hudebnich klipi byly
vybrany ukazky dvé, a to Co s tou touhou
zpévacky Lucie Vondrackové z roku 2013, kam
byla umisténa neperliva voda znacky Aquila,
a Telephone zpévacek Beyoncé a Lady Gaga,
kde byl patrny zabér na Diet Coca Colu.
Posledni ¢ast, kterou ucastnik vyzkumu musel
absolvovat, bylo preCist stranku z vybranych
dvou knih, a to U&astnici zajezdu od Michala
Viewegha, kde je mozné se docCist 0 autobusech
Volvo a Libas jako d'abel Marie Polednakove,
kam bylo téZ vloZeno vozidlo Ferrari.

Celkem se vyzkumu na oéni kamefe ucastnilo 10
participantil, z toho Sest Zen a Etyfi muzi z fad
studentt navazujiciho magisterského stupné
studia na Fakulté ekonomické pfi ZapadoCeské
univerzité v Plzni, pfevazné oboru Systémy
projektového fizeni (jde tedy o horni vékovou
hranici generace Y). Software nejprve proved|
kalibraci o€i a nasledné ucastnici sledovali Ctyfi
filmové ukazky, které byly jiz uvedeny. Poté
sledovali dva videoklipy a v posledni ¢asti Cetli
dvé stranky z uvedenych knih.

Stejni  uCastnici se zO&astnili hloubkového
rozhovoru ihned po skongeni vyzkumu pomoci
ocni kamery. Pokladany byly otazky tykajici se
ukazek, které sledovali v prvni Casti. Celkova
¢asova naro¢nost na U¢asti jednoho participanta
byla 30-45 minut. Jednalo se napf. o otazky
tykajici se znalosti daného filmu, hudebniho
Klipu a beletristického dila, postfehnuti néjaké
znaCky v ukazce, znalost znacky, kterou bylo
mozne postfehnout v ukazkach, znalost
fenomeénu product placement, vhodnost pouZiti
ve vybranych ukazkach a nazor na aktivni
a pasivni product placement.

Metody focus group se zlgastnilo 26 zakl (25
divek, 1 chlapec) oboru Obchodni akademie
pfi Vyssi odborné Skole, Obchodni akademii
a Stiedni zdravotnické Skoly v Domazlicich (zde

dolni  vékova hranice  generace ).
Pfed samotnym provedenim vyzkumu pomoci
metody focus group byla zakim druhého ro¢niku
prestavena problematika fenoménu product
placement, vCetné jeho typologie, historie
a pravniho ramce v Ceské republice ve formé
hodinové prednasky v ramci predmétu
Marketing a management pod pedagogickym
dohledem Mgr. Jany Laskové. Poté byl
stfedoskolaci seznameni s vyzkumnou metodou
focus group a byl proveden vyzkum.
Zkoumanymi otazkami byly kromé jinych
i nasledujici:

- Jste jedna ze skupin, na které
product placement cili, tedy
generace Y. Vnimate to? Kdy jste
vidéli néjaky pfipad product
placement?

- Vnimate product placement jako
nastroj, ktery je pfijatelny nebo ho
spise berete za nastroj, ktery mize
narusit déj napf. ve filmu?

- Myslite si, Ze je vhodné, kdyzZ filmari
umistuji znacky raznych vyrobku
do poradu urenych pfimo pro déti?

- Myslite, Ze kromé déti existuje jesté
néjaka skupina, kterou je mozné
snadno ovlivnit product placement?
Pro¢?

Nasledujici ¢ast ¢lanku se vénuje vysledkim
jednotlivych metod a poté shrnuje ziskané
poznatky a pfipojuie doporuceni pro dalsi
vyzkum v dané oblasti.

4. VYSLEDKY VYZKUMU

Tato Gast popisuje nejprve vysledky ziskané
zjednotlivych metod a zavéreCna Cast tato
zjisténa data sumarizuje.

4.1. Vysledky z eye-trackingu

Viysledky, které Ize ziskat z metody eye-tracking
popsali Formankova, Eger (4/2016, str. 11), ktefi
zmifuji rizné metriky, napf. oblast zajmu, doba
pohledu na prvky, pofadi prvku, frekvence fixaci,
heat mapy nebo zaznam pohybu odi.

V projektu byly vyuzity heat mapy, focusmapy
a gaze ploty. Pro potieby tohoto ¢lanku bude
fedena pouze ukazka z filmu Ugastnici zajezdu
Jifiho Vejdélka z roku 2006. Obr. &. 3 zobrazuje
heat mapu v8ech Ggastnik(i na vyzkumu. Jde
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ojednu z avodnich scén, kdy ucastnici vyjizdi
na dovolenou. Vlozeny byly znaCky Setra
aVega Tour. Jméno cestovni kancelafe se
objevilo v minutove ukazce hned nékolikrat.
Nejtmav$i Casti  zobrazuji objekt zajmu

Obr. 3 Heat mapa vSech ucastniku

¥ ]\

Jak je patmé z Obr. &. 3, tak oéi dokazaly
postiehnout viozené znacky. Nicméné jak je
vidét nalevo na obrazku, tak znaénou pozornost
na sebe strhla projizdgjici tramvaj. | presto je
z focusmap na Obr. €. 4 patrné, Zze znacky lezi
vzorném poli, kam se divak obecné diva.

Obr. 4 Focusmapy vsech tcastniki

Dilezité je zjisténi, Zze neni sebevétsi rozdil mezi
zornym polem muz{ a Zen, kromé toho, Ze muzi
maji tendenci zachytit vice z daného obrazu
a Zeny se soustfedi na vybrany objekt nebo dva.
Takto bylo postupovano dale i u daldich ukazek.

participantl. Gaze ploty uvadény nebudou
z kapacitnich dlivodd, nicméné je mozné si
prohlédnout jednotlivé vysledky primo v software
MangoldVision pfi osobni konzultaci s autorem
¢lanku.

Zdroj: viastni zpracovani, 2017

V pfipadé obrazku vpravo je zcela pfirozené, ze
divak ma tendenci sledovat vyraz ve tvari, a tak
nebyla znaCce Vega Tour vénovana takova
pozornost, ale opét z analyzy focus mapy lze
vidét, Ze leZi v zorném poli.

Zdroj: viastni zpracovani, 2017

Zajimaveé bylo napf. strhnuti zraku divaku u filmu
Libas jako d’abel rezisérky Marie Polednakove,
kdy velka znacka Geis strhava pohled od znagky
Ferrari. Toto zobrazuje Obr. €. 5.

Obr. 5 Heat mapa viech ucastniku v ukazce z filmu Libas jako dabel

Zdroj: vlastni zpracovani, 2017
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Stejné vysledky byly vsak i z filmi Sam doma 2:
Ztracen v New Yorku, kde si U(Castnici
na vyzkumu v8imli jak karty VISA, tak ZvykaCek
Fruit Stripe Gum, které daval Kevin jako tuzér
posli¢kovi v hotelu Plaza. Ve filmu Skyfall byla
pouzita kromé Audi a Land Rover také znacka
holandského piva Heineken, kterou postiehli
vice muzi. Zeny se v tomto akénim filmu spige
orientovali na civilisty a utikajici delikventy nez
na znacky automobild. Nicméné z provedené
analyzy pomoci focusmap byly i tyto znaCky

Obr. 6 Gazeplot vdech ucastniku z ukazk

et

Z hlediska analyzy beletristickych dél nebylo
velké prekvapeni, Ze nejvice se soustiedil
ucastnici na zaCatku stranky a postupné jiz byly
jejich o¢i pravdépodobné unavené a konce
fadki skoro nedogitali. Tyto knihy byly vioZzeny
zamérné, protoze podle jejich predloh vznikly
filmy, které byly také soucasti vyzkumu.

4.2. Vlysledky z in-depth interview

Vyuzit byl strukturovany nestandardizovany
rozhovor vedeny autorem vyzkumného projektu.
Jak bylo zminéno, u¢astnili se jej stejni t¢astnici
jako pii metodé eye-tracking. V této Casti se jiZ
pIné preslo k podstaté vyzkumu a participant byl
seznamen, co bylo pfedmétem testovani o¢ni
kamerou. Osm z deseti respondentt
zodpovédélo, Ze vi, co je to product placement a
zbylym dvéma byl pojem vysvétlen tazatelem.
Sedm z dotazovanych uvedlo, Ze se povazuji za
cilovou skupinu product placement. Zaroven
uvadgji, Zze pokud se jedna o televizniho divaka,
tak temér pokazdé jde o potencialni cilovou
skupinu, které |ze ovliviiovat jejich nakupnim
rozhodovani. Tii uvedli, Ze se za cilovou skupinu
nepovazuji, nicméné znacky postiehnout
dokazi.

v jejich zorném poli, takZe je postrehly nakonec
i Zeny, jak ukazal hloubkovy rozhovor.

V pfipadé videoklipl bylo velmi téZké pozorovat
jednotlivé drahy, kde vude se U¢astnici s ofima
pohybovali. Jde predevdim o rytmiku danych
videoklipli. Je tedy na misté uvaZovat
irelevantni  umisténi v pfipadé akénost,
dynamiky daneho snimku. V pfipadé videoklipu
Lady Gaga a Beyoncé Telephone byla velmi
zajimava studie gazeplot, kde kazdy Ucastnik
pozoroval natacku v podobé plechovky Diet
Coca Cola. Toto ukazuje Obr. &. 6.

y videoklipu Telephone

Zdroj: viastni zpracovani, 2017

Kazdy ucastnik vyzkumu vyjmenoval alespon
jeden priklad, kde byl vyuZit tento nastroj
komunikacniho mixu, product placement. Velmi
¢asto se objevovaly filmy a serialy, napf.
Ordinace v rizové zahradé 2, Ulice, Ohnivé
kuie, Rychle a zbésile, Sex ve mésté. Vidy
kdanému dilu uvedli i vloZzeny produkt.
Zrozhovorli také vyplynulo, Ze vétSinou si
znackovych vyrobkl v8imaji, pouze dvé Zeny
zodpovédély, Zze se vice soustiedi na dégj.
Nékteré znaCky generaci Y pfipadaji jako velmi
rusivé, a to predevsim v televiznich serialech.
Nasledné byly vyhodnoceny jednotlive ukazky,
kdy byli G¢astnici dotazovani na znalost daného
filmu, hudebniho klipu nebo knihy a na znalost
umisténého produktu. Ukazalo se, Ze je velky
rozdil mezi vnimanim znacky, kterou spotiebitel
zna a kterou naopak nikoliv. Jako pfiklad
poslouzi dotazovani se k filmu Sam doma 2:
Ztracen v New Yorku.

Platebni kartu VISA znali vSichni respondenti
aosm z nich reagovalo pfimo, kdyZz byli
dotazani, zda vidéli v ukazce néjakou znacku.
Dva si na jméno platebni karty vzpomnéli, kdyz
se tazatel zeptal, ¢im Kevin platil. Naopak
ZvykaCky Fruit Stripe Gum nezna Zadny
ze zkoumanych z generace Y a tomu odpovida
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také to, Ze pouze dva dokazali reagovat a fici
nazev  ZvykaCek, které byly umistény
v uvedeném filmu. Osm si nevzpomnélo ani na
nazev, kdyz bylo vyiCeno tazatelem, Zze se
ve filmu objevily ZvykaCky. Nakonec si vSak
natuto znatku vybavilo sedm respondentd.
Velmi podobné to bylo u ostatnich ukazek.
Prokazalo se, ze velmi zéleZi na znalosti dané
znacky, nicméné nebyla rozebirana integrovana
marketingova komunikace, takze neni viibec
nemozné, aby se z nezname znacky stala napf.
po Ctvrt roce znacka velmi znama a zadana.

V zavéreCné fazi rozhovoru byli respondenti
navic dotazovani, zda vnimaji spiSe znacky
s kladnou, zapornou povésti anebo znamé &i
neznamé znacky. Prokazalo se, Ze vétSina
respondentl ma tendenci vnimat kladné znagky
s dobrou poveésti. Participanti odpovidali také na
otazku tykajici se kategorizace product
placement. Shoduji se, Ze pasivni product
placement generaci Y nevadi a shoduji se, Ze je
velmi dileZité, jak je tento fenomén zapracovan
do déjové linky a jak je s nim pracovano.

4.3. Vysledky z focus group

Metoda focus group byla zahrnuta
do vyzkumného projektu nejen z divodu
triangulace, ale take s cilem zjistit, jak si product
placement stoji v posouzeni etiky. VyuZita byla
jina vyzkumna skupina, zaci jedné stfedni
odborné 3koly v DomaZlicich. Celkem byly
provedeny dva skupinové rozhovory, piicemz
kazda méla 13 participant(i a probihala asi 30
minut.

Ackoliv se vyzkumné skupiny za cilovou skupinu
fenomenu product placement nepovazuji, tak
dokazali vyjmenovat nékolik priklad( a znacek,
které dennodenné vidavaji v televiznich
serialech nebo filmech. Velmi ¢asto uvadéli opét
serial Ordinace v ruzové zahradé 2, kde se jim
aktivni forma tohoto nastroje nelibi a povazuji ho
za rudivy element. Uvédomili si, Zze umisténé
znacky ovliviuji jejich nakupni rozhodovani.
Znacky automobil(i a mobilnich telefond berou
jako znacky, které patfi do jejich Zivota, a tak jim
ani jejich umisténi ve virtualnim svété nebo
uméleckém dile vibec nevadi. Naopak uvedl,
Ze vice je zaujme UmysIné rozmazavani zna¢ek
tvirce danych pofadi. Jako priklad uvedli
Master Chef a Ano, §éfe!. Dokonce uvadéji, ze
by jim nevadilo ani umisténi tabakovych

vyrobku, pokud nebudou mit aktivni formu nebo
nebude koufit pfimo hlavni hrdina pfibéhu.
Pasivni formu product placement pfijimaji
a akceptuii ji.
Z pohledu etiky uvadéji, ze by se nemély
objevovat nékteré vyrobky v pofadech pro déti.
Vadi jim vyrobky pIné cukru. Zdravé vyrobky jim
naopak v pofadech pro déti nevadi vibec.
Znatkové vyrobky se podle nich vibec nemaji
stavat soucCasti déje kresleného piibéhu, jako
tomu bylo napf. ve filmu Ctyflistek ve sluzbach
krale. Pokud je ovSem film vniman jako rodinny,
tak souhlasi s tim, Ze je zde moznost
pro umistovani produktd.
Kromé déti uvadéji i dalsi cilové skupiny, které
mohou byt snadno ovlivnitelné, jde pfedevsim o:
- seniory,
- mentalné a fyzicky postizené osoby,
- lidi s nizkym inteligen¢nim
kvocientem.
Jakykoliv pokus o ovlivnéni nakupniho chovani
vySe uvedenych osob vnimaji jako velmi
neeticky a nemoralni.

ZAVER

V pfipadé generace Y je tendence vnimat spise
zname a zavedené znaCky. Neznamé znacky
sice dokazi postiehnout, ale neni prostor
k zapamatovani si nazvu znacky. Nicmené neni
feSena integrovana marketingova komunikace.
Velmi dlleZité je povést dané znacky, jaka je jeji
historie, popularita, jeji tvar, resp. ambasador.
Vétsi tendence je fixace na znackach znamych
a zavedenych. Rozdily mezi vnimanim znacek
muZi a Zenami nebyl zaznamenan. Zeny oviem
vice davaji prednost sledovani déje, to oviem
neznamena, ze nedokazi postfehnout vloZeny
produkt.

Ukazalo se, ze velmi ddlezita je dynamika
a akénost dané ukazky. Velmi rychlé pohyby o€i
byly zaznamenany v pfipadé zkoumanych
videoklipi, kdy neni jednoduché fixovat ofi
na jediny objekt. Vétsi tendenci na povSimnuti
maji produkty vioZené jako aktivni product
placement. Na druhou stranu je to pravé aktivni
product placement, ktery dokaze narusit déjovou
linku. Naproti tomu pasivni forma tohoto nastroje
je povazovana za nenasilnou formu reklamy, je
véak velmi ¢asto prehlizena.
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Nejvice ovlivnitelnymi  skupinami jsou déti,
dichodci, mentalné a fyzicky postizeni jedinci
alidé s nizkym 1Q.

Autor ¢lanku doporuduje dalsi zkoumani v této
oblasti. Jde predevSim o analyzu umisténych
produktd do filmu a serialli 80. nebo 90. let
ajejich role v dnedni dobé. Velmi vhodné je
propracovat umistovani znackovych vyrobku
na socialni média, resp. do novych technologii
vSeobecné. Kromé toho je zde stale prostor
na posouzeni vnimani i ostatnich vékovych
skupin, od generace Baby Boom aZ po generaci
Z. Priklady Ize hledat nejen v Ceskeé republice,
resp. Evropskeé unii, ale take |ze zkoumat rozdily
ve vnimani tohoto fenoménu i v jinych zemich.
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VYZNAM RODINNEHO PODNIKANI V OBCICH CR
THE IMPORTANCE OF FAMILY BUSINESS IN CZECH REPUBLIC
MUNICIPALITIES
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Abstract: The paper deals with primary research in the field of perception of family entrepreneurship
in municipalities up to 2,000 inhabitants in the Czech Republic. A questionnaire survey was conducted
in 2017 as a part of a project solved at the Faculty of Economics of the Technical university of Liberec.
The field of research included a general view on the definition of the term family entrepreneurship,
on perception of its importance and possibilities of its support. Last but not least, information was obtained
concerning the field of family entrepreneurship in the given municipalities, i.e. whether there were any
family businesses operating in the municipality, cooperating with a local government, supporting
the development of a municipality or otherwise participating in life in @ municipality. The results of the
questionnaire survey show, among other things, that the vast majority of respondents perceive that family
members have a decisive influence in the management of a family business. Slightly over half the majority
of respondents described family entrepreneurship as an important factor for community development and
three fifths respondents do not consider it necessary to prefer family businesses against the non-family
ones. Most respondents perceive family entrepreneurship as a factor that helps community life, and sees
the potential to keep young people in the rural areas. It is possible to confirm the connection of family
businesses with the life in the village.

Keywords: family business, family entrepreneurship, municipality, importance of family entrepreneurship

JEL Classification: M10, 010

uvoD vyzkumného projektu Ekonomické fakulty
Rodinné podniky jsou dilezitou formou Technicke univerzity v Liberci s nazvem Rodinny
obchodnich  organizaci,  které  plsobi podnik — feSeni socialnich a ekonomickych

v rozvinutych i rozvijejicich se ekonomikéach,
vyskytuji se v riiznych velikostech a provozuji
Sirokou Skalu Cinnosti napfi¢ odvétvimi. Bylo
prokazano, Ze rodinné podniky vyznamné
prispivaji k zaméstnanosti pracovnich il
a tvorbé hrubého domaciho produktu v zemich,
jako jsou napf. Némecko, Spojené staty
americké nebo Svédsko (Stough et al., 2015).
V souvislosti s rodinnym podnikanim existuje
dosud jen malé mnozstvi teoretickych pfistup(,
které by vysvétlovaly, prog, jakym zpiisobem
a za jakych podminek rodinné podniky ovliviiuji
regionalni hospodarsky rozvoj.

DlezZitost rodinného podnikani v podminkéach
Ceské republiky byla zkoumana v rami

disparit obci, ktery je pod reg. ¢. TD03000035
zadan a financovan Technologickou agenturou
Ceskeé republiky v letech 2016-2017. Hlavnim
zamérem projektu je posileni vyzkumnych aktivit
v oblasti feSeni regionalnich disparit se
zaméfenim na obce venkovského typu
v kontextu jejich postaveni v SirS§im uzemi. Za
nastroj k odstranéni disparit bylo vzato rodinné
podnikani. Tento piispévek priblizuje vnimani
vyznamu rodinného podnikani ze strany
predstaviteld mistni spravy. Nize je uvedeno
zakladni vyhodnoceni dotaznikoveho Setfeni,
jehoZz (stfednim  tématem bylo rodinné
podnikani v obcich Ceské republiky. Cilem
Setfeni bylo vytvorit informaCni zakladnu ve dvou
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oblastech. Prvni oblast zahrnovala obecny nazor
na definici a vnimani pojmu rodinné podnikani,
na potiebu a moznosti podpory podnikani, a to
specificky rodinného. Druhou oblasti byly
informace tykajici se vymezeni stavu zkoumané
problematiky pfimo v danych obcich s ohledem
na zjisténi existence rodinného podnikani,
spoluprace obce s podnikateli apod.

1. VYZNAM RODINNEHO  PODNIKANI
PRO OBCE

Rodinné podnikani hraje podstatnou roli
ve vSech trznich prostiedich (Belak et al., 2005).
Rodinné podniky jsou oznaCovany za patef
moderni  ekonomiky,  avSak  navzdory
celosvétové rozsifenemu presvédCeni o jejich
vyznamnosti existuje v této oblasti doposud
prekvapivé jen velice malo empirického
vyzkumu. Nelze popfit, Ze rodinné podniky maji
silné spojeni se svym domovskym regionem.
Presto lze fici, Zze navzdory teoretickému
aempirickemu  pokroku v pochopeni
mechanismu regionalniho rozvoje je dimenze
rodinného podnikani ¢asto opomijena (Basco,
2015). Pfi propojeni vyzkumu rodinného
podnikani a regionalniho rozvoje existuje
hypotéza, Ze kvdlli jgjich zvladtnimu chovani hraji
rodinné podniky ddlezitou roli pfi vytvareni,
organizaci a pfidélovani vyrobnich faktor(
vramci regionu a ucastni se ¢i ovliviuji
probihajici procesy. Presto je zfejmé, Ze
pro rozvoj regionu je vyhodné, pokud v ném jsou
ve vyrovnané mife zastoupeny podniky rodinné
i nerodinné (Memili et al., 2015).

Definovani  pojmu rodinného podnikani je
problematika stale zZiva a legislativné
neukotvena. ReSer§i moznych  pfistupli
k definovani  rodinného  podnikani  vgetné
zahrani¢nich autort obsahuije dilo Rydvalova et
al. (2015), v némz bylo konstatovano, Ze v ramci
Evropské unie ani jednotlivych statli neexistuje
jednotna  definice  rodinného  podnikani.
Ze zahraniénich definic lze uvést pfistup
bostonské organizace Family Firm Institute, jez
za rodinny podnik oznaCuje takovy podnik,
v némz je zapojeno vice ¢lend jedné rodiny v roli
vlastnikli s pfevazujicim podilem & manazer(,
ato bud soub&zné nebo v pribéhu ¢asu (FFI,
2016). McConaughy et al. (1998) povaZuji
zarodinny  podnik  kazdou  spoleCnost

provozovanou zakladatelem nebo ¢{lenem
zakladajici rodiny. Barth et al. (2005) oznaduji
zarodinné podniky jakykoliv podnik, v némz
zakladajici rodina nebo zakladajici jednotlivec
vlastni podil na tomto podniku. Leach (2007)
definuje rodinny podnik jako spole¢nost, kde
rodinni pfisludnici vlastni alespoi 50procentni
podil. Je tfeba poznamenat, Ze vySe uvedené
definice jsou ovlivnény specifiky danych zemi,
rezim(i fizeni (spravnich systém() a typu
spole¢nosti.

V' ramci vyzkumu zaméfeneho na tuto
problematiku na Technické univerzité v Liberci
byl rodinny podnik respondenty dotaznikoveho
Setfeni z roku 2015 chapan jako ,ekonomicky
subjekt s dlouhodobou tradici, v némzZ jsou
¢lenové rodiny nejen pracovniky, ale maji
i rozhodujici vliv v jeho vedeni® (Rydvalova et al.,
2015, s. 127). Nasledné autorsky tym publikace
Jag et al. (2017, s. 13) navrhl obecnou definici
rodinného podnikani  vhodnou pro pravni
prostredi Ceské republiky: ,Rodinné podnikani
je chapano jako vydélecna ¢innost ¢lent rodiny
vykonavana soustavné, samostatng, na vlastni
ucet, na vlastni odpovédnost, Zivnostenskym
nebo obdobnym zplsobem za (delem tvorby
zisku/hodnoty pro danou rodinu,
s pfedpokladem generacniho pfedani.”

Rodinné podniky spolupracuji s lokalnim
prostiedim a jsou spoleCensky a emocionalné
svazany s danym regionem (Basco, 2015). Vliv
rodinného podnikani na regionalni hospodarsky
rozvoj je dulezity proto, Ze rodinné podniky
typicky vykazuji silné (socialni) sité ve svych
regionech pusobeni, maji dlouhodobé nazory pfi
rozhodovani a jsou ovliviovani logikou jejich
prostfedi.  Rodinné  podniky  pfispivaji
k ekonomice a socialni strukture svych komunit,
které Casto tvori stabilni obchodni jadro.
Vysledky vyzkumu naznaduji, ze je dulezité
podporovat  majitele  rodinnych  podnikii
v hospodarském rozvoji, protoZze vyznamné
pfispivai  k  dlouhodobe  udrZitelnosti
hospodarského sektoru své komunity (Fitzgerald
a Muske, 2016). Byla prokazana zavislost mezi
poCtem podnikil a nezaméstnanosti v obcich
do 2000 obyvatel, tzv. obcich venkovského typu
(Rydvalova et al., 2016).
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2. DOTAZNIKOVE SETRENI

Dotaznikové Setieni bylo zaméfeno na rodinné
podnikani v obcich Ceské republiky do 2 000
obyvatel. Ziskana data byla anonymizovana
a vysledky jsou prezentovany pouze v souhrnné
podob& za regiony Ceské republiky. Setfeni
prob&hlo pod zastitou Svazu mést a obci Ceské
republiky. Dotaznik vypliovali zastupci spravy
obci (starosta/starostka). Jako prvni bylo
v terminu od 11. 4. do 10. 5. 2016 realizovano
pilotni dotaznikove Setfeni, jehoz se zucastnilo
21 obci z ORP Liberec. Nasledovala stéZejni
¢ast, a to Setfeni v celorepublikovém rozsahu,
v némz bylo obeslano celkem 5 566 obci v CR
s poCtem obyvatel do 2 000. Vyplnény dotaznik
bylo mozné poslat bud postou, e-mailem, nebo
jej respondenti mohli do 15. 10. 2016 vyplnit
elektronicky na adrese:
http://lethe.fi.muni.cz/rp/. Po prvnim
vyhodnoceni navratnosti dotaznikd v listopadu
roku 2016 byly z ddvodu velmi nizké navratnosti
v Plzeiiském kraji obce v ném v obdobi
od 5.12.2016 do 2. 1. 2017 osloveny znova

Obr. 1: Charakteristika RP dle zastupcl obci

Je zaméfeno na ,drobné femeslo® nebo
poskytovani sluzeb (obchod, pohostinstvi,
ubytovani aj.).

Je zaméreno na zemédélstvi (farmy).

Jedna se predevsim o spolecnost s ru¢enim
omezenym.

Jedna se pfedevsim o osoby samostatné
vydéle¢né €inné (OSVC).

Ma nizky poget zaméstnancu.

Ma dlouhodobou tradici, ktera zahrnuje
generacni vyvoj rodiny (zapojeni vice generaci,
nebo v podnikani pokrac¢uje dalsi generace).

Pracovnici jsou predevsim &lenove rodiny.

Rozhodujici vliv ve vedeni maiji ¢lenove rodiny.

prostfednictvim e-mailu s opétovnou Zadosti
0 elektronické vyplnéni. Dotaznikoveho Setfeni
se po dosetfeni zucCastnilo celkem 637 obci
z Ceskeé republiky s podtem obyvatel do 2 000
a navratnost Cinila témér 12 %. Je vhodné uveést,
Ze takova mira navratnosti podle nékterych
odbornikd miize znemoznit zobecnéni zavéri
Setfeni. V nasledujici Casti je postupné v poradi
jednotlivych  otazek  dotazniku  uvedeno
elementarni  vyhodnoceni  zahrnujici  zjisténi
absolutnich a relativnich Cetnosti. Na né
nasledné navazuje zkoumani mozné souvislosti
mezi vybranymi vyroky z dotazniku.

3. ZAKLADNi VYHODNOCENI

Otazka 1 v rdmei dotaznikového Setfeni byla
zamérena na to, co si respondenti predstavuji
pod pojmem ,rodinné podnikani‘. K moZnym
charakteristickym znakim rodinného podnikani
(ddle také RP) se vyjadilo 576-609
respondentli (zohlednéno pfi vypoétu podilu).
Vysledky ukazuje obrazek 1.
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Z diléich vysledkii dotaznikového Setfeni
vyplyva, ze az 97 % respondentd vnima jako
dulezité kritérium rodinného podnikani to, ze
Jozhodujici vliv ve vedeni maji ¢lenové rodiny;
respondenti s timto vyrokem zcela souhlasili.
Ostatni predlozené znaky RP byly nejCastgji
nebo medianové oznaceny jako spiSe pravdivé.
Napi. podil 91 % respondentl jako dalsi
odpovidajici znak vyhodnotil skuteCnost, Ze
,pracovniky rodinnych podnik(i jsou pfedevsim
Clenove rodiny“. Podil 92 % pak povazuje
za dlezZité kritérium ,generacni vyvoj rodinného
podnikani (dlouhodobou tradici)“.

Vyjimku v8ak |ze zaznamenat u znaku ,jedna se
predevsim o spole¢nost s ru¢enim omezenym®,
Respondenti nejéastéji i medianové spise
nepovazovali tento znak za charakteristicky
pro RP. Néktefi zastupci obci navic doplnili
vlastni predstavu o tom, co odpovida pojmu
Jgodinny  podnik’. Z pohledu obecné
charakteristiky rodinného podnikani bylo navic
uvedeno jedno kritérium, Ze ,Clenové vedeni
jsou si navzajem pfibuzni.

Cilem otazky 2 bylo zjistit, zda pusobi
vrespondentové obci dle respondentova
chapani pojmu rodinného podnikani, néjaké

rodinné  podniky/farmy.  Celkem 427
respondenti uvedlo, Ze v jejich obci rodinny
podnik pusobi; oproti tomu 210 respondentd
vyslovné ¢i nepfimo uvedlo, Ze v jejich obci
rodinny podnik neplisobi.

V ramci otazky 3 méli respondenti v pfipadé, ze
znaji néjaké podniky rodinného typu ve své obci,
uvést jejich nazvy. Na tuto otazku 59 %
respondentd uvedlo, Ze zna v obci podnik,
0 kterém se domniva, Ze je rodinny. Celkem tak
bylo identifikovano 752 rodinnych podnikd.
U téchto ekonomickych subjekti byl dohledan
presny nazev, IC, adresa mista/sidia s kodem
ZUJ. Z toho jich 547 realizuji svoji
podnikatelskou ¢innost jako fyzické osoby
(OSVC) a 205 jako pravnické osoby.
Z pravnickych osob prevazuje pravni forma
s.r.0. (191 podniki) a dale 14 jinych (napf. 0.s.,
z.8., as., v.0.8., ks.).

Otazka 4 byla polozena tak, aby respondent
uvedli néjaké aktivity ve své obci, které jsou
podporovany rodinnymi podniky. Cca 13 %
odpovédévsich respondentd (tj. 85 z 637) tvrdilo,
Ze nevédi o tom, Ze by se RP pisobici v obci
konkrétné zapojovaly do déni v obci. Odpovédi
ostatnich jsou uvedeny na obrazku 2.

Obr. 2: Aktivity podporované rodinnymi podniky v obcich

Nevim o tom, Ze by se rodinné podniky, které v

obci pUsobi, konkrétné zapojovaly do déni v obci.

Sportovni akce a Kluby.

Kulturni akce obce.

Vyro€ni akce podniku &i obce.

Hasicsky sbor.

Podpora Skoly ¢i Skolky.

Spolecenské zabavy, plesy.

U otazky 4 bylo pro fesitele zajimaveé i uvedeni
aktivit jinych nez predlozenych v dotazniku.
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Zdroj: viastni zpracovani, 2017

Za ucelem zjednoduseni pro dalsi zpracovani
byly aktivity sdruzeny podle obsahove
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podobnosti pod témata kultura a volny ¢as
(poCet 14; napf. den déti, dozinky,...), socialni
aktivity (2), udrzba obce apéce o prostredi v obci
(13). Nékteri respondenti ve své odpovédi uvedli
informaci o formé podpory aktivit v obci namisto
poZadovanych aktivit (4; zejména prFispévky
do tomboly).

Cilem otazky 5 bylo zjistit, z jakého divodu by
bylo mozné rodinné podnikani povazovat
za dulezity faktor pro rozvoj obce. Na tuto otazku
odpovidali respondenti bez ohledu na to, zda
dle jejich chapani pojmu rodinného podniku
n&jaky v jejich obci plisobi &i nikoliv. Cast otazky
(vyroky 5a-5d) predstavovaly Ctyfi predlozené
mozné dlivody, o nichZ respondenti rozhodovali,

zda je lze povazovat za vhodny argument
pro oznaceni rodinného podnikani za dilezity
faktor pro rozvoj obce. Navic respondenti mohli
doplnit viastni diivod (volba 5e). K jednotlivym
moznym dlvodim se vyjadfilo 311-335
respondentu (zohlednéno pfi vypoétu podilu), viz
obrazek 3. Lze fici, Ze 86 % odpovidajicich
vnima rodinné podnikani jako faktor, ktery
pomaha komunitnimu Zvotu v obci. Druhou
dulezitou skutegnosti je, Ze 81 % vidi v rodinném
podnikani potencial pro udrzeni mladych lidi
na venkové (v obcich do 2 000 obyvatel).
Naopak skute¢nost, Zze by se jednalo o kliCové
zameéstnavatele v obci, nebyla jednozna¢né tim
dilezitym faktorem pro vechny respondenty.

Obr. 3: Divody, pro které Ize RP povazovat za dulezity faktor pro rozvoj obce

Motivuje miadé lidi k setrvani a Ziti v obci. l o o o
Prispiva k pééi o Zivotni prostfedi. I ;2'}56 295;/“ 112%

Napomaha rozvoji komunitniho Zivota. ZI(’ 1;‘.1% gfo% ;;];_930
Jedna se o klicové zaméstnavatele. - 112 .;2 3%30 :é%b

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m Ne

Zajimaveé byly i jiné dlivody dileZitosti rodinného
podnikani uvadéné respondenty. Cast diivodu
lze shrnout pod téma tradice, stabilita
akontinuita (napf. jde o tradici a urcitou
kontinuitu v tom, Ze je podnik vybudovan
a pfedan nastupujici generaci, pfedpoklada se
nizka pravdépodobnost ,tunelovani® aj.). Néktefi
respondenti vidéli v rodinnem podnikani piiklad
dobré praxe (napf. motivace tim, ze se umi
postarat sami 0 sebe, znalost mistnich pomér
aji.). Nékteré odpovédi zddraznily téma
zaméstnanost (poskytovani pracovnich
prileZitosti v misté aj.). Nékolik respondentti
vyzdvihlo, Ze rodinné podniky provadgji ¢innosti
na podporu rozvoje obce. Jmenovité byl take
uveden finan¢ni piinos pro obec (pfijmy z dani
do rozpoCtu obce). V neposledni fadé bylo

Spise ne Spise ano Ano

Zdroj: vlastni zpracovani, 2017

mozné nékteré odpovédi zobecnit tak, Ze
rodinné podniky ovliviiuji a dotvareji image obce.
Posledni vyrok otazky 5 (fj. 5f) znél: ,Nemyslim
si, ze se rodinné podnikani vyznamné podili
na rozvoji obce.” Cilem tohoto vyroku bylo zjistit,
zda povazuji respondenti rodinné podnikani
za dilezity faktor pro rozvoj obce. Z pfimych
a nepfimych odpovédi bylo mozné odvodit, Ze
podle cca 57 % respondentl (355 ze 625) Ize
rodinné podnikani povazovat za dulezity faktor
pro rozvoj obce, a naopak podle 43 % (270
ze 625) jej za dulezity faktor povazovat nelze.

V otazce 6 bylo zjiStovano, jakou mérou jsou
vyuzivany niZze uvedené nastroje napomanhajici
rozvoji podnikatelskych subjekt
vrespondentové obci, pfipadné v ramci
dobrovolného svazku obci (DSO). K nastrojim
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se vyjadiilo 572-594 respondentl, vyjma
nastroje ,podpora podnikani v ramci DSOY
k némuZ se vyjadfilo pouze 171 respondentd.
Z obrazku 4 Ize vyvodit, Ze diky dotaznikovému
Setieni nékteré obce mohou pristoupit k zatim
nepouzivanym nastrojum podpory podnikani.

Nej¢astéjsim nastrojem podpory podnikani je
u respondentdl ,poskytnuti obecnich prostor
pro ruzné spoleenské akce®. V ramci moznosti
jmenovat  nastroj  podpory  neuvedeny
v predlozené nabidce se opakoval pojem dotace
od mistni ak¢ni skupiny.

Obr. 4: Viyuzivani nastroju napomahajicich rozvoji podnikatelskych subjektd v obci, popf. v ramci DSO

Podpora podnikani probiha v ramci DSO

Medializace prikladt Gspé&snych rodinnych podnikd (napfiklad

pomoci mistnich médii, roéenka obce, mistni tisk, obecni
rozhlas, reklama na webu obce, atd.).

Uprednostnéni mistnich dodavateld.

Poradenstvi pfi pfipravé novych podnikatelskych zaméru.

Nabidka reklamy na webu obce.

Poskytnuti obecnich prostor pro rizné spoleéenské akce.

Smlouva o spolupraci (realizace oboustranné prospésné

spoluprace, na jejimzZ zakladé se mohou udrzovat vzajemné

vztahy mezi obci a podnikatelskym subjektem).
Poskytovani dotaci a navratnych finanénich vypomoci nad

200 000 K¢ fyzickym nebo pravnickym osobam krajem (§ 36

zakona ¢. 129/2000 Sb., o krajich).

Bezuro¢na &i Uroéna pljcka z rozpodtu obce.

Otazka 7 slouzZila ke zjisténi, jakym dalSim
zplsobem Ize podle respondenta pfispét
k rozvoji konkrétné rodinného podnikani v jeho
obci. Ke zhodnoceni vhodnosti navrh(i se
vyjadrilo 188-206 respondentl (viz obrazek 5).

0%

93 22
54% 13%

294
50%

150
26%

167
28%

348
59%

238 67
2% 12%

208
35%

295
50%

138
23%

384
65%

324 97
55% 17%

151 32
26% 6%

90 13
15%2%

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

mNE, nevyuzZivame a nechystame se pouzit ani v budoucnu.
NE, nyni nevyuZivame, ale je to dobry napad do budoucna.
ANO, toto skutecné vyuZivame.

Zdroj: viastni zpracovani, 2017

Lze konstatovat, Zze vSechny predlozené
alternativy byly pfevaznou vétsinou respondentti
povazovany za potencialné prispivajici k rozvoji
rodinného podnikani.
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Obr. 5: Moznosti pfispéni k rozvoji rodinného podnikani v obci

Poskytovani materiald tykajicich se pfedani
podniku/farmy dalSi generaci.

Projekty specializujici se na zviditelnéni rodinného
podnikani v obci (napf. soutéZ Rodinny podnik
regionu i femesIné trhy).

Zahmuti podpory rodinného podnikani jako
hodnoticiho kritéria v soutéZich typu Obec pféatelska
rodiné Ci Vesnice roku.

Pravidelna setkani pfedstavitelll obce a rodinnych
podnikd (napf. pofadani kulatych stol().

= Spatny napad.

V zavéru je vhodné uveést zjisténi, ze cca 65 %
(tj. 412) odpovédévsich respondentt minilo, ze
neni nutné zvyhodiovat rodinné podnikani pred
nerodinnym. Toto stanovisko se mize zdat
logické, pokud by bylo mozné povazovat
podminky vstupu na ftrh a provozovani
hospodarské ¢innosti  shodné pro rodinné
i nerodinné podniky. Vyzkum na EF TUL se vSak
mj. zabyva odlisnostmi napi. v pravni legislativé
spojené se zaméstnavanim, resp. zapojenim
rodinnych pfislusniki do Cinnosti rodinného
podniku, oproti pravni upravé zaméstnani
na zakladé pracovni smiouvy. Tyto odlisnosti
v soucasnosti znevyhodniuji rodinné podnikani
oproti nerodinnému a bylo by vhodné iniciovat
potfebné zmény v legislative.

4. ZKOUMANi VYBRANYCH SOUVISLOSTI
Kromé zakladni popisné statistky byla
zkoumana mozna souvislost mezi dvojicemi
odpovédi (Gi vyroki), a to ve dvou pfipadech.
V prvnim piipadé pohled na rozloZeni odpovédi
na otazku existence rodinného podniku
v respondentové obci (otazka 2) a stanovisko
kvyroku 5f (,Nemyslim si, Ze se rodinné
podnikani vyznamné podili na rozvoji obce.)
vedly ke vzniku nasledujici otazky: ,Jsou
respondenti, podle nichz se RP vyznamné
nepodili na rozvoji obce, prevainé titiz, ktefi
tvrdili, Ze v jejich obci Zadny RP neplsobi?”
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Dobry napad, ktery by mohl pfispét k rozvoji rodinného podnikani.

Zdroj: viastni zpracovani, 2017

Odpovéd byla hledana mj. za pomoci
statistického  testovani. Pro  zodpovézeni
vyzkumné otazky byla zjistovana existence
statistické zavislosti mezi odpovédmi na obé
otazky pomoci chi-kvadrat testu nezavislosti
kategorialnich dat. Zjistovani Cetnosti alternativ
odpovédi na obé otazky prfedchazelo provéreni
pfipadd, kdy respondent vyslovné na otazku
neodpovédél, avsak bylo mozné jeho odpoved
jednoznaéné odvodit. Ze Setfeni pak byly
vylougeny neuplné odpovédi. Proto se plvodni
soubor 637 respondentti snizil na 631.
Hypotéza o nezavislosti byla verifikovana
na 95% hladiné vyznamnosti a zpracovana
v prostfedi SW Statgraphics Centurion XVII.
Vypoctena hodnota P-value provedeného chi-
kvadrat testu 0,0770 byla vy$si nez 0,05, coz
znamena, ze se na zvolené hladiné vyznamnosti
nepodarilo prokazat existenci zavislosti mezi
obéma odpovédmi. Nelze proto potvrdit, ze by
respondenti, podle nichz se RP vyznamné
nepodili na rozvoji obce, byli prevazné titiz, ktefi
tvrdili, Ze v jejich obci Zadny RP nepUsobi.

Ve druhém pfipadé zkoumani souvislosti vedl
vysoky podil nazoru (cca 65 %), Ze neni divod
ke zvyhodnovani RP pied nerodinnymi (vyrok
7e), ke vzniku otazky, zda toto presvédceni
neslo ruku v ruce se stanoviskem, Zze se RP
vyznamné nepodili na rozvoji obce (vyrok 5f).
Za (Celem statistického  zpracovani  byla
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vyzkumna otazka preformulovana do znéni:
LExistuje souvislost mezi vyjadfenim souhlasu
svyrokem 5f a stanoviskem k vyroku 7e?*
Pro zodpovézeni vyzkumné otazky byla
zjistovana existence statisticke  zavislosti
svyuzitim  chi-kvadrat testu nezavislosti
kategorialnich dat.

Hypotéza o nezavislosti byla verifikovana
na95% hladind vyznamnosti, vypodtena
hodnota P-value provedeného testu 0,00 byla
nizsi nez 0,05. Znamena to, Ze se na zvolené
hladiné vyznamnosti podarilo prokazat existenci
zavislosti mezi stanovisky k obéma vyrokdm.
Z toho diivodu byla méfena tésnost zavislosti
mezi vyroky za pomoci koeficientu fi a statistiky
lambda. Vypoctena hodnota koeficientu fi
vevySi 0,1768 indikuje nizkou souvislost.
Hodnota statistiky lambda ve vysi 0 %, jejiz
platnost ovéfila P-value pfislusného testu, pak
znamena, ze znalost stanoviska k vyroku 5f
o dilezitosti RP pro rozvoj obce nijak nesnizuje
chybu v odhadu (predikci) stanoviska k vyroku
7e 0 nutnosti zvyhodiovat RP  oproti
nerodinnym. Z vySe uvedenych hodnot dvou
alternativnich mér tésnosti zavislosti vyplyva, ze
souvislost mezi stanovisky odpovédévsich
starostl k vyrok(im 5f a 7e je jen velmi nizka, &i
spise neni Zadna.

ZAVER
V ramci vyzkumného projektu s nazvem Rodinny
podnik — feSeni socialnich a ekonomickych
disparit obci, ktery byl feSen na Ekonomické
fakulté Technické univerzity v Liberci, bylo v roce
2017 realizovano dotaznikové Setfeni. Primarni
vyzkum byl zaméfen na zjisténi, jak je vniman
vyznam rodinného podnikani ze strany
predstavitell mistni spravy, konkrétné starostti
obci do 2000 obyvatel v Ceské republice.
Vtomto prispévku bylo predstaveno prvotni
statistické  vyhodnoceni.  Oblast  vyzkumu
zahrnovala obecny nazor na definici pojmu
avnimani duleZitosti a moznosti podpory
predevsim rodinného podnikani. V neposledni
fadé byly ziskany informace tykajici se
vymezeni stavu  problematiky rodinného
podnikani pfimo v danych obcich, tj. zda v obci
rodinné podniky plsobi, spolupracuji s mistni
spravou, podporuji rozvoj obce ¢i se jinak
podileji na Zivoté v obci.  Vystupy

z dotaznikového Setfeni budou predany jednak
na Svaz mést a obci Ceské republiky a Asociaci
malych a stfednich podniki Ceské republiky.

Z vysledkil dotaznikového Setfeni mj. vyplyva,
Ze naprosta vétsina respondent(i vnima jako
dulezité kritérium rodinného podnikani to, ze
rozhodujici vliv ve vedeni maji Clenové rodiny.
Naopak znak ,jedna se prfedevsim o spoleCnost
s rucenim omezenym* respondenti nejastéji
i medianové spise nepovazovali
za charakteristicky pro rodinné podnikani. Jen
mirné  nadpolovini  vétdina  respondent(
oznadila rodinné podnikani za dilezZity faktor
prorozvoj obce. Lze usoudit, ze na drovni
samospravy obci do 2 000 obyvatel neni potieba
rozliSovat, zda se jedna o rodinny Ci nerodinny
podnik, pokud plati dané v misté podnikani
a vytvareji pracovni mista. Rozhodné vsak nelze
popfit vyznamnou provazanost rodinnych
podnikii se Zivotem v obci, at’ uz prostfednictvim
organizace ¢i finanCni a nefinanni podpory
kulturnich a sportovnich akci, finan¢ni podpory
spolkd, Skol a Skolek, nebo pomoci s Udrzbou
a péci o prostiedi v obci. Vétsina respondent
vnima rodinné podnikani jako faktor, ktery
pomaha komunitnimu Zivotu v obci, a vidi v ném
potencial pro udrzeni mladych lidi na venkove.
Naopak vyznamnost rodinného podniku jako
klicového zaméstnavatele v obci nebyla
jednoznacéné prokazana. Dalsim zajimavym
zjisténim bylo, Ze 3/5 respondent(i nepovazuje
za nutné zvyhodnovat rodinné podnikani pied
nerodinnym. Toto stanovisko se muze souviset
s chybégjici povédomim o odliSnostech napf.
vpravni legislativé spojené se zapojenim
rodinnych prislusnik jako spolupracujicich osob
do Cinnosti rodinneho podniku, oproti pravni
upravé zaméstnani na zakladé pracovni
smlouvy.

Pfi zkoumani vybranych souvislosti mezi vyroky
v dotazniku bylo zjisténo, Ze respondenti, podle
nichZ se rodinné podnikani vyznamné nepodili
na rozvoji obce, nejsou prevainé fitiz,
podle nichZ v jejich obci zadny rodinny podnik
neplsobi. Dale bylo ovéfeno, ze presvédteni
starosti o0 absenci jakéhokoliv  ddvodu
ke zvyhodiovani  rodinnych  podniki  pfed
nerodinnymi nelze dat do souvislosti se
stanoviskem, Ze se rodinné podnikani vyznamné
nepodili na rozvoji obce.
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Abstract: The purpose of this article is to examine current empirical and theoretical approaches to the
strategies of companies operating in the telecommunication industry and to identify important strategy
elements for the telecommunication industry. These elements are systematically categorized
into the overall strategic framework. Strategic elements not covered in current literature are identified
as topics for future research. As the first conclusion, the article identifies the most frequent strategic
element discussed in connection with the strategy in the telecommunication industry which is Market
offering/Value proposition including its more detailed structure. Highly debated elements of Market
offering are Price and Product and their features. On the other hand, only limited attention is paid
to Resources and no attention at all is paid to Value chain in the selected articles. Thus, there is space
for future research regarding strategy in telecommunications mainly in the areas of Value chain and
Resources (both tangible and intangible). Even Market offering is highly debated, the strategic element
Availability (sales and service channels) from the Market offering/Value proposition is covered only
marginally and thus it should be a subject for future research.

Keywords: Competitive strategy, Value proposition, Telecommunication industry

JEL Classification: L24, M10, M31

INTRODUCTION

The purpose of this article is to review the current 1. STRATEGY CLASSIFICATION
debate and identify structures and elements

of strategies in the telecommunication industry.
These structures should fit into a standard
general  strategic framework to  offer
a comparable basis for future research on the
selected topic and thus help to better view
the overall strategic context.

This article is organized as follows. First, there is
a brief description of the selected strategy
categorizaton and a brief  description
of the telecommunication industry along with
an explanation of the selection criteria
of the discussed articles. Second, there is
a section dedicated to each article with the focus
placed on identified elements of strategy. Finally,
concluding remarks, limitations and proposals
for future research are presented.

Because strategy is a very broad term and can
have a range of meanings, we need to define
areasonably narrow scope of interest.
Contemporary literature (Volberda et al., 2011)
and (Wit & Meyer, 2014) differentiate two major
levels of strategy — the corporate level and
the business level.

The focus of this article is the business level
strategy. Volberda et al. (2011, p. 166) defines it
as follows: the business level strategy ‘is
an integrated and coordinated set
of commitments and actions the firm uses
to gain a competitive advantage by exploiting
core competencies in specific product markets."
Any company utilizes its competitive advantage
as a base for delivering profits through satisfying
customer needs. The business level strategy
should thus lead to establishing a competitive
advantage.

Trendy v podnikani - Business Trends 2017/3 60



Trendy v podnikani, roc. 7, Cislo 3, s. 60-71, 2017.

Business Trends, vol.7, no. 3, p. 60-71, 2017.

The business level strategy sets a company
business model. This business model comprises
the following elements (Wit and Meyer 2014, p.
171 -181):

e Resources: tangible (land,
buildings, machines, raw materials,
money) and intangible
(competencies: knowledge,
capabiliies, attitude; relational:
relationships and reputation)

e Value chain: primary activities
(inbound logistics, manufacturing /
processing/operations,  outbound
logistics, marketing and sales,
services)and supporting activities

(procurement, technology
development, HR, general
corporate infrastructure  and

administration
o Market offering (Product offering
or Value proposition):  industry,
segment and the selected position
(defined by price, products and their
features, bundling, quality,
availability, image and customer
relations)
Market offering is a  manifestation
of the configuration of Resources and Value
chain to a market. Strategy, regardless of its
type, manifests itself in interaction
with the customer in transactions in the market.
Thus, the strategy always expresses a certain
complex market position across several
dimensions, such as organization, capabilities
or the chosen market segment and product.

2. TELECOMMUNICATION INDUSTRY -
A BRIEF DESCRIPTION, CHARA-
CTERISTICS AND DEVELOPMENT

The telecommunication industry has proven over
the last thirty years to be a key factor
in the development of national economies
as an accelerator ~ of  the availability
of technology, a replacement for travelling and
by creating completely new types of virtual
products and the related emergence of totally
new sectors of the Internet economy.

The telecommunication industry has specific
attributes linked to its network characteristics
(Shy, 2010):
- Significant
in production
- Network externalities and externalities
in consumption
- Complementarities,
standards
- Costs associated with  changing
of product/service provider for customer
Due to the strong economy of scale these
markets often have an oligopolistic structure with
just a few strong players or a structure with one
dominant player with a group of smaller
challengers.
This market is also often characterized by a high
level of regulation. Market regulators oversee
compliance with standards, compatibility and
safety. Regulators also manage the use
of scarce natural resources and are often
involved in the relationship between service
providers and customers.
Historically the telecommunication sector was
considered to be a natural monopoly. This led
in principle to granting the state a monopoly
onoperating  telecommunication  services
(Smetana, 2013, s. 7). However, in the 1980s,
the opinion prevailed that competition could
contribute to the development of this sector and
consequently to the increase of wealth in society
(Shy 2010, p. 7). Thus the desire for a truly
competiive  strategy and  differentiation
in telecommunications was aroused.

economy of  scale

compatibility,

3. SELECTION OF ARTICLES

This selection of articles is based on searches
in the Scopus and Web of Science databases
with  the focus on the keywords
‘telecommunication(s)” and “strategy/strategic’.
The review should take into account the actual
discussion, so only articles from the actual
decade from 2010 onwards are taken into
account.

The Scopus database produced as the answer
(all searches as of 14. 7. 2017) to this question
in the Articles title, Abstract and Key words
11,282 items. Narrowing down this number
by limiting the search to the Title we found 75
documents.
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The Web of Science database produced
as the answer to this question in Topic 1,109
items. Narrowing down this number by limiting
the search to the Title we found 31 documents.
The articles have been sorted by the number
of citations (from highest to lowest) and scanned
by relevance to the topic of strategy and its
structure and also on reasonable availability.
Most of the not-relevant articles have a very
narrow focus.

As to quotations, Ghezzi et al. (2015) has been
quoted most often (16x at Scopus, 14x at Web
of Science). The second most quoted article is
by Jeng and Bailey (2012) - 16x at Scopus, 14x
at Web of Science. The third most quoted is
Wong (2010) - 16x at Scopus, 14x at Web
of Science.

The articles cover various perspectives on the
topic of strategy and its elements in the
telecommunication industry. The purpose is
to review those perspectives, categorize them
in the overall strategic framework and identify
the telecommunication industry  specific
elements of the described strategies.

4. CHANGING ROLE
OF TELECOMMUNICATION
INFRASTRUCTURE AND RISING
COMPLEXITY

The basic ~ approach  to  strategy
in telecommunications often relies on the
common strategic framework created by Porter
(1998) considering a competitive advantage
as a condition of staying ahead of competitors
where the competitive advantage theory
explains why some companies perform better
than others (Ibid).

This starting point was chosen by Gould and
Desjardin  (2015). They built on Porter's
approach (1998) to competitive advantage and
they enhanced it with a generalization of their
analysis of the Canadian Telecommunication
sector.

Gould and Desjardins (2015) summarized
the approach of Porter (1998) as a choice
of a strategic manager to ideally select a free
market position. The available space is defined
on two axes. The first axis describes the scale
of the target market (mass vs. niche) and the
second axis defines advantages (differentiation

vs. low-cost). Thus a manager has four available
quadrants and four basic options: low cost
leadership (mass market, low-cost), broad
differentiation (mass market, differentiation),
focused low-cost (niche market, low cost) and
focused differentiation  (niche  market,
differentiation). On top of these four basic
options there is a fifth called “best-cost provider,
incorporating elements of low-cost leadership
and broad differentiation in such a way as to give
customers the best price for a differentiated
product” (Gould & Desjardins, 2015, s. 313).
“Competing entities should choose a strategy
that has not already been taken by a rival’(Gould
& Desjardins, 2015, s. 313) and thus a company
can achieve a competitive advantage. This
strategy is then executed within the Five forces
framework (Porter, 1998).

Gould and Desjardins (2015) challenged
Porter's strategic options framework (1998)
as being relevant to the industrial age but not
fully reflecting the changes brought about by the
post-industrial era.

They demonstrated this by using the example
ofthe  telecommunication industry.  Old
infrastructure is used for completely new tasks
and Market offering (originally  voice
transmission, now data transmission). Another
example is the consumer electronics industry.
Originally, consumer electronics products were
capable of performing one function (e.g. radio).
But as technologies developed in the digital era,
many products and functions converged in one
product — the mobile telephone is a symbol
of this development.

Today mobile telephones or smartphones such
as iPhones integrate many different services
from various providers — voice and sms
communication and data transmission from
telecommunication services, music, books and
movies from Apple and countless other services
from third party applications.

But this development means a significant
increase in the complexity of the offers provided
by the telecommunication market from the point
of view of customers. The complexity is related
first to the number of services potentially
provided and second to the necessary training
orknowledge required to understand such
services. The complexity is also multiplied
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by various combinations and price options
for each service (Gould & Desjardins, 2015,
p. 317).

Thus Gould and Desjardins (2015) proposed
anew axis in Porter's original differentiating
framework (1998). This new axis describes
a complexity related advantage and establishes
differentiation “based on enhanced customer
service” (Gould & Desjardins, 2015, p. 318).
The complexity and related customer service
definitely provides an opportunity for strategizing
managers in the telecommunication industry.
Thus Gould and Desjardin (2015) opened
up anew dimension and space in Porter's
(1988) positioning based approach allowing
telecommunication companies to choose
astrategic  positon not yet occupied
by competitors. Gould and Desjardin (2015)
categorically warned against fighting complexity
with greater complexity in “complexity wars”
particularly regarding bundling of services
(Gould & Desjardins, 2015, s. 320) and they
rather recommended a move to a strategy
position based on simplicity.

The key message of Gould and Desjardin (2015)
for this article lies indisputably in the
identification of the important strategic element
of complexity and related customer service.
It adds another dimension to Porter’s strategic
option space. It is derived from a strong
argument based on the concentration of services
and products from various providers within
amobile phone as a consequence and a new
phenomenon of the latest technological
development.

The great importance  of  strategy
in telecommunication lies also in the observation
of the changing role of telecommunication
infrastructure — from voice to data. A similarly
important identified fact is the changing role
of the mobile handset from a single purpose
device (communication) to a platform for various
services creating both opportunities and threats
for telecommunication operators.

The question is whether complexity is a new
dimension in Porter's (1988) strategic space
orwhether it is only another element
of differentiation in the broader sense. Gould
and Desjardins conceptualization could be
called into question. On the other hand there

cannot be any doubt that the topic is material and
complements the picture of strategic choices
described by Porter (1988).

5. CUSTOMER RELATIONSHIP, CONTENT
INNOVATION AND INFRASTRUCTURE
MANAGEMENT

Another approach to strategy in the
telecommunication industry is represented
by Ghezzi et al. (2015). They developed their
own so called “emergent approach” (Ghezzi et
al., 2015, s. 346) which they applied to the Italian
mobile telecommunication market.

They challenged Porter (1988) from two
directions. First, they see Porter’s positioning
approach as static. Ghezzi et al. (2015) view the
market environment especially in technology
industries as highly dynamic. This dynamism
and fast changing conditions make strategic
positioning unsuitable. The validity of the
analysis of market positions and the analysis
of Five forces (Porter, 1998) are valid only
for short periods of time before they change.
Second, Ghezzi et al (2015) see that their
‘emergent approach to strategic technology
management  considers that a firm's
competencies and resources are the main
source of competitive advantage since they
change at amuch slower pace than technologies
or market conditions.”(Ghezzi et al., 2015,
p. 347). This approach is considered
as resource based (Ibid).

Ghezzi et al. (2015) see the telecommunication
industry as heavily influenced by technological
changes and development and thus suitable
for the application of their emergent approach.
“The emergent approach to strategy considers
technology as a variable that induces change
either  externally,  through  uncontrolled
innovation by competitors or players in other
industries, or internally, through planned
innovation.” (Ibid 348).

Based on this, Ghezzi et al. (2015) have
identified two disruptive change categories
which shape and transform
the telecommunication industry environment.
These are an increase in data traffic and
a decrease in voice revenues (lbid 352).

The first category, Increase in data traffic, is
reduced further into the Disruptive change
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factors: (1) Diffusion of Value Added Services
(OTT, Over the top content — content of third
parties in applications offered to mobile phone
users, (2) Bandwidth consuming services
(mainly applications delivering video content),
(3) Accessible data plans (decreasing prices
of high data volume tariffs), (4) Social
networking services (always on the Internet), (5)
Smartphones (multiproduct/services platforms),
(6) Marketing effort (to sell more data services).
The second category, Decrease in voice
revenues, is driven by these factors: (1) Market
saturation, (2) Emergence of VolP (Voice over IP
applications like Viber, Skype etc.), (3) Social
networking services.

The key message for this article is that
telecommunication operators have to manage
three strategic areas (Ghezzi et al. 2015, 352-
253). The first area is customer relationships, the
second is  content innovation  and
commercialization and the third is infrastructure
management.

The conclusions of Ghezzi et al. (2015) are brief
but they bring a holistic approach to the strategy.
If we link the first part of their article (competency
as a source of competitive advantage) we can
see strategic areas as areas of building potential
capabilities and thus potential sources of a future
competitive advantage of a telecommunication
operator.

Ghezzi et al. (2015) did not investigate further
the structure of those strategic areas which
could provide potential space for further
research. But their observations on the
capabilities as sources of competitive advantage
and their major categories in the fast changing
environment cannot be overlooked.

6. CUSTOMER RETENTION

The key issue in any service industry is the loss
of customers. This effect is called churn and
significantly  influences the  profitability
of telecommunication service providers. Wong
(2010) indicated that in the Canadian
telecommunication sector there was customer
churn at the rate of 1.6% per month.

Thus, managing customer retention is a top
strategic task of management in the
telecommunication industry particularly due
to the high acquisition cost of new customers

(Wong, 2010, s. 2261). Wong (2010) focused
onthe Canadian telecommunication market
to investigate how operators manage the churn
of their customers with the focus on the influence
of the appropriate rate (price) plan.

Various approaches to churn management
strategies can be seen. Wong (2010) listed
customer complaint management, customer
satisfaction programmes and customer loyalty
programmes among them. With the focus
onretention he differentiated untargeted
strategies (through increased brand loyalty) and
targeted (through personalized incentives).
Wong (2010) also connected customer retention
with  customer  satisfaction  which s
interconnected with service pricing, voice call
quality, customer care, value-added services,
handset offering, network coverage and product
features.

Wong (2010) then specifically researched
the influence of the fit of customer demand and
selected rate plan. He found thatin the Canadian
telecommunication market 46.2% of customers
were in a non-optimal rate plan (Wong, 2010,
p. 2266). He also proved a connection between
the churn and fit of customer demand and a rate
plan used by customers.

Thus rate plan optimization (even leading
to a decrease in the profitability of a particular
customer) seems to be an appropriate retention
strategy.

The key input for this article from Wong (2010) is
the recognition of customer retention as an
element of market strategy with a list of general
elements influencing churn (service pricing,
voice call quality, customer care, value-added
services, handset offering, network coverage
and product features). The special element
added by Wong (2010) is the fit of customer
demand and an adopted rate plan.

7. SPECIAL PRICING EFFECTS

Zucchini et al. (2013) focused on the specific
telecommunication pricing element called “on-
net discount”. This means a discounted price
for calling a party which is within the same
network as the party making the call.

The discussion set by Zucchini et al. (2013)
considered two options — to provide on-net
discounts by a large operator or by a smaller
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telecommunication  operator. There are
arguments, according to Zucchini et al. (2013),
to support both statements - by using on-net
discounts larger operators can protect their
customer base. This argument is based on the
reasoning that a larger telecommunication
network brings more discounted connections
tothe user and thus leads to the increase
of benefits for customers on that particular
network

The second reasoning is based on the idea that
on-net discounting is more advantageous
for smaller  telecommunication  operators
because it damages the revenues of a larger
operator more than that of a smaller operator.
Zucchini's (2010) research on the German
telecommunication market more supports
the first hypothesis.

This article of Zucchini's (2010) provides
important input on the telecommunication
market strategy. ldentified elements of the
market strategy are on-net discounts and
termination rates (rates applied for a call
originated in one network and terminated
in another paid to the provider of the termination
network).

8. BRANDING APPROACH

Brand positioning is one expression of company
strategy on the business level. A strategic
position in the market is thus reflected in the
position of a brand. Alamro and Rowley (2011)
researched in their case study the brand
positioning of mobile telecommunication
operators in the Jordanian telecommunication
market.

We can derive from this study some basic
strategic positions in the market. First, Alamro
and Rowley (2011) underlined the importance
of appropriate branding for services as such and
for telecommunications particularly. Branding
asa part of a Market offering strategy
communicates to potential and current
customers a brand promise or a position where
the company wants to be and what customers
should expect from it.

Then a brand experience materializes in the
Market offering and in customer experience both
with the product and related services. This part
of the Market offering strategy is particularly

important because it creates an incentive
for repetitive buying of services and supports
retention of customers. According to Alamro and
Rowley (2011, s. 331) it “plays a special role in
service companies because strong brands
enable customers to better visualise and
understand intangible services.” Strategic
positioning is then one of the inputs into the
position of a brand.

They identify these basic strategic positions —
Market leader, Mass market, International, High
quality, Specialist, Cheap. In general it copies
Porter's (1998) approach but it adds
the attributes of Market leader and being
International which can enhance the elements
of a market strategy.

9. STRATEGIC BUNDLING

A case study of Chan-Olmsted and Guo (Chan-
Olmsted & Guo, 2011) focused on bundling.
The authors performed exploratory research
of the US market during the years 2005 to 2009.
They investigated an approach mainly to triple-
play bundling of wire-line telecommunication and
cable operators. Triple play bundling comprises
a combination of wire-line voice service, Internet
and video service. Quadruple play adds a mobile
telecommunication service to this.

Chan et al. (2011) investigated the first
motivation for bundling in the telecommunication
industry. They distinguish two reasons -
elimination of churn as well as improving
retention of customers and increasing revenues
by adding a complementary growth element
to the core product.

‘Such a strategy reduces transaction cost,
increases marketing flexibility, boosts consumer
loyalty, and delivers faster penetration” (Chan-
Olmsted & Guo, 2011, s. 63) and leads to the
‘development of a converging
telecommunications platform” (Ibid).

As to typology, Chan et al. (2011) identified two
approaches to the bundling - price bundling and
product bundling. Price bundling is characterized
by a discounted price but by no integration
of bundled products. Product bundling also adds
tothe discounted price an added value
to customers. Bundled products can be,
according to Chan et al. (2011), sold only within

Trendy v podnikani - Business Trends 2017/3 65



Trendy v podnikani, roc. 7, Cislo 3, s. 60-71, 2017.

Business Trends, vol.7, no. 3, p. 60-71, 2017.

bundles (pure bundling) or either separately
or in bundles (mixed bundling).

Chan et al. (2011) researched that product
bundling is preferred by customers and that
mixed bundling is prevalent in the
telecommunication industry. The important
property is the complementarity of the bundled
products to the core product.
Telecommunication ~ operators  according
to Chan et al. (2011) differentiate their approach
to bundling from the position of their core
product. Wire-line telecommunication operators
complemented the first voice service by Internet
and then by video and (IP)TV service. Cable
operators complemented their TV service
by Internet first and then also by voice (VoIP
based) service.

The authors only marginally recognized
the opportunity of bundling for  mobile
telecommunication operators but saw some
future promise in the increasing capacity
of mobile broadband services for competing with
wire-line broadband and TV services.

The key takeaway from this article is
the identification of bundling as a significant
strategic element which opens up new markets
for current telecommunication players. Strategic
bundling however also leads to an increasing
number of competitors in the telecommunication
industry.  Another  important  finding is
the distinguishing of approaches to bundling
depending on different core products (TV, wire-
line, wireless service).

10. HOLISTIC APPROACH TO MARKET
POSITIONING

A different  approach  to  strategy
in telecommunications is represented
by an article of (Rajasekar & Al Raee, 2013).
This article focused on the Oman
telecommunication market and analyses it
through Porter's (1998) Five Forces model.

The authors found some important strategic
elements relevant for this article. The significant
factor with the implication of the threat of an entry
by a new competitor is according to Rajasekar
and Al Raee (2013) the Customer switching
costs. One example is special handset models
(such as iPhone) sold by and locked to one
operator, which adds another element

to telecommunications strategy - (exclusive)
offer of handsets.

Another derived strategic element mentioned
by these authors is capital resources related
to significant capital requirements for entering
the telecommunication industry. Exclusive
access to distribution channels is another
strategic element influencing market entry.
Having exclusive sales seems to be, according
to Rajasekar and Al Raee (2013), an important
competitive advantage.

The authors also mention price (and price
discounting), marketing communication and
overall service quality as important strategic
elements influencing results in the market.
Similarly they mention network coverage and
financial strength as well as service features,
support services and brand image as “significant
factors of competiveness” (Rajasekar & Al Raee,
2013, s. 248).

The Oman market is characterized by a high
degree of rivalry, price competition and similar
products and with a high risk of substation
products (voice over ip). On the other hand
the authors do not see any great risk of the entry
of new competitors and they consider the power
of vendors as being low. They recommend that
telecommunication operators should identify
some differentiating strategy elements other
than price but they are not clear which elements
should be chosen.

One take-away fron this article is the quite
extensive list of strategic elements both
telecommunication specific (such as customers
switching costs or the offer of handsets, financial
strength related to capital requirements
of industry) and generic (such as overall service
quality and brand image).

11. STRUCTURED VALUE PROPOSITION

A different approach to the elements of market
strategy are presented by Jeng and Bailey
(2012). They analyse the Canadian mobile
market and try to identify elements of the market
proposition influencing customer satisfaction
and retention of customers.

Jeng and Bailey (2012) found three major
categories of the market proposition in the
mobile telecommunication market. These are
Costs (from the point of view of customers),
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Product quality and Customer experience. Each
major element comprises some sub-elements.
The element Costs is defined by Service price
and by switching costs. Jeng and Bailey (2012,
p. 1574) describe it as “the costs associated
with entering and maintaining a relationship
with a service provider’. The element Product
quality also has two sub-elements Phone service
quality and Phone plan quality: “The quality
of the physical product, the associated core
services, and the quality of the contract fit” (Ibid).
The importance of the price element signals that
at least Canadian customers consider mobile
telecommunication as a commodity product
where the product quality is considered as very
similar from each mobile operator. But from the
mid-term point of view, prices should find their
bottom derived from the industry cost structure
The element Customer experience is, according
to Jeng and Bailey (2012), more complex and
comprises 3 manageable elements: Complaint
management, Customer service quality, Brand
image. It can be described in other words
as “The interactions between customers and
firms in a larger context. The ability to deal with
everyday service, exceptions, public responses,
and the associated image that is generated”
(Jeng & Bailey, 2012, s. 1574).

Thus, we have 7 elements of the strategic offer
grouped in three categories. The analysis shows
that the most important motivator of Canadian
customers is cost where price “is thus a critical
success factor in mobile telecoms” (Jeng
& Bailey, 2012, s. 1589).

This study also found a decreasing importance
of Phone service quality which Jeng and Bailey
interpret as the shift of this element to a hygienic
factor “and that value-added services are
becoming of equal importance to core
services.”(Jeng & Bailey, 2012, s. 1589). This
conclusion seems to be reasonable, but the
authors did not include value-added services
in their research at all. Jeng and Bailey (2012)
also found that there is a “relationship between
customer retention and plan complexity” (Ibid).
They recommend that mobile
telecommunication operators focus on price with
the increasing importance of customer
experience and locking customers through
loyalty programmes and long-term benefits.

Jeng and Bailey (2012) work with the
comprehensive structure of the market value
proposition of a mobile operator. Their
conclusion from the Canadian
telecommunication market on the importance
ofprice and the increasing importance
of customer experience shed light on where the
focus of the telecommunication operator should
be. The only inconsistency is the omission
of value added services (including data services)
in the model which is mentioned in the
conclusions.

The key message of Jeng and Bailey (2012)
for this article is a structured description
of a Market offering/Value proposition split into
three subcategories - costs (of customers),
product quality and customer experience. These
three categories are then broken down into more
detailed subcategories.

SUMMARY
The discussion on the elements of strategy
of telecommunication  companies identifies
a number of important topics.
We can structure identified elements
as proposed by Wit and Meyer (2014) into three
categories: Resources, Value chain and Market
offering. Tab. 1 shows the occurrences of these
standardized strategic categories and elements.
This overview also shows where the focus of the
authors is: mainly in the Market offering and
partially in Resources. Value chain is not
investigated in the selected articles.
Looking at the first category Resources, financial
resources are mentioned once - by Rajasekar
and Raee (2013). We can say that it is a rather
generic strategic element which creates
competitive advantage in any industry anyway
but it deserves attenton in the
telecommunication industry due to the high
requirements on investments in infrastructure.
The network as a tangible resource and
as a strategic element is mentioned by Ghezzi et
al. (2015) but is being kept only as a general item
here - Infrastructure management. Wong (2010)
and Rajasekar and Raee (2013) consider
network coverage as an element of strategy. It
makes sense because network coverage is
a function of invested resources and increases
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the business potential of any telecommunication

network.

Only Alamro and Rowley (2011) identify the size
of the customer base as a potential element

of competitive advantage.

While the category Value chain is not
at the focus of selected articles the most detailed
structure can be seen in the third category
of Market offering/Value proposition.

Tab. 1.: Overview of strategic elements in the selected articles in the structure defined by Wit and Meyer

(2014)
= S ® - =) § g % — 8
Elements of strategy % é % g g § 8; g 2 % é % & g
oo |vd|ZRS8 |z |08 || Sm|L
Resources 5
Tangible Land
Buildings
Machines X X X 3
Raw materials
Money X 1
Customer base X 1
Intangible Competencies Knowledge
Skills
Attitude
Relational resources Relationships
Reputation
Value chain 0
Primary activities | Inbound logistics
Manufacturing/processing/operations
Outbound logistics
Marketing&Sales
Service
Support activities | Procurement
Technology development
HR
General firm infrustructure and administration
Market offering/Value proposition 32
Industry
Segment 2
Position Price X X 8
Products and their features X X X X X X 6
Bundling 2
Quality X X X X 4
Availability 1
Image X X X 4
Customer relations X X X 5

Source: Own compilation, 2017
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Gould and Desjardins (2015) approach is based
on the traditional Porter’s strategic market space
(Porter 1988) of mass vs. niche and
differentiation vs. low-cost approach. They also
add a specific complexity dimension. Thus,
a telecommunication operator can choose
whether its Market offering would be either
simplistic or complex.

Ghezzi (2015) identifies in this category two
elements — Customer relationship and Content
innovation.

Wong (2010) approaches strategy mainly
from the retention point of view. He considers as
the main elements of Market offering service
pricing, voice call quality, customer care, value-
added services, handset offering, and product
features.

Zuchini et al. (2013) focused mainly on the price
element, specifically on the on-net rate/discount
(rate for calls into own network) and
the termination rate (price paid by the other
operator for outgoing calls to a network
of the incoming call operator).

A brand based approach is represented
by Alamro and Rowley (2011). They underline
the importance of brand for service industries
and identify various brand positions - Market
leader, Mass market, International, High quality,
Specialist and Cheap.

Aspects of bundling are investigated by Chan-
Olmsted and Guo (2011). They see bundling
of various telecommunication services as an
opportunity for growth and churn reduction. This
is valid both for the so called Triple play (wire-
line voice service, Internet and video service)
and Quadruple play (wire-line voice service,
Internet, video service, mobile
telecommunication services)

Rajasekar and Raee (2013) represent a holistic
approach. They identify within their Porter (1988)
based market analysis complex set of market
offering elements - namely Customer switching
costs, Price (and price discounting), Exclusive
handset offer, Service support, Brand image,
Exclusive sales channels and Overall service
quality.

Jeng and Bailey (2012) are focused only on the
area of Market offering and their approach is
the most elaborated. They see three sub-
categories - costs, product quality and customer

experience. The sub-category Costs comprises
two sub-elements — Service price and Switching
costs, the subcategory Product quality of Phone
service quality and Phone plan quality and
the sub-category Customer experience
of complaint management, Customer service
quality and Brand image. But their strongest
message to strategists despite the identified
importance of price in the telecommunication
Market offering is that price will find its bottom
derived from costs and other differentiation
elements such as value added services will be
needed.

Tab. 2 illustrates an overview of strategic
elements discussed in the selected articles
allocated to the specific strategic categories.
The bottom row eliminates duplicates and
summarizes the strategic elements discussed
in all articles as mentioned in the text above and
it can be wused for further research
ofthe elements  of strategy in  the
telecommunication industry.

LIMITATIONS AND
FOR FUTURE RESEARCH
We can see that the areas of network, pricing,
product quality, customer experience and
differentiation are those most discussed by
selected articles in relation to strategy in the
telecommunication industry.

But the telecommunication industry is not limited
in strategy only to those strategic elements of the
current research focus. When we look at the
three categories of strategic elements as defined
by Wit and Meyer (2014) — Resources, Value
chain and Market offering, the major focus
of research is on Market offering.

On the other hand in the category of Resources,
the major focus is on infrastructure and its
parameters (network), partially also on financial
resources and the size of the customer base.
The category of Value chain (manufacturing,
logistics, marketing, sales and supporting
functions such as HR and administration) is not
mentioned.

The probable reason is that authors interested
in the telecommunication industry try to identify
either the most important strategic elements
or the most industry specific or both. In any case

AREAS
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this overview gives us guidance on the current
focus of the debate.

Tab. 1 shows where future research should be
first focused. Clearly, the area of intangible
resources such as competencies or relations
could be a source of competitive advantage. The
telecommunication industry is a technology
sector — meaning that it is highly demanding
regarding knowledge and skills.

The area of Value chain definitely deserves
attention — the telecommunication industry has
significant operations running a nationwide
network. These processes and activities

significantly influence both the efficiency of the
business and the provision of customer
experience. The same is valid for logistics,
marketing, sales and the service area of the
Value chain.

The area of Market offering is well covered
by the current research except for the strategic
element availability. The availability (e.g. sales
channels and their reach) is a very strong
differentiating factor and thus a suitable object
of future research in the telecommunication
strategy.

Tab 2: Specific strategic elements mentioned by selected articles

Author Resources

Market offerring/Value proposition

Gould and Desjardins (2015)

Target Market (Mass/Niche), Offering advantage
(differentiation/low  cost), Complexity (High/Low),
Customer service, Bundling

Ghezzi (2015)

Infrastructure management

Customer relationship, Content innovation, Internet
access, Price of data plans

Wong (2010) Network coverage

Service pricing, Voice call quality, Customer care, Value-
added services, Handset offering, Product features

Zuchini et al. (2013)

On-net discount, Termination rate

Alamro and Rowley (2011)

Size of customer base

Brand position (Market leader, Mass market,
International, High quality, Specialist, Cheap)

Chan-Olmsted and Guo (2011)

Triple play (wire-line voice service, Internet and video
service), Quadruple play (wire-line voice service,
Internet, video service, mobile telecommunication
services)

Rajasekar and Raee (2013) Capital
Network coverage

resources

Customer switching costs, Price (and price discounting),
Exclusive handset offer, Service support, Brand image,
Exclusive sales channels, Overall service quality

Jeng and Bailey (2012)

Costs for customers (Service price, Switching costs),
Product quality (Phone service quality, Phone plan
quality), Customer experience (Complaint management,
Customer service quality, Brand image)

Summary Capital

Network coverage

resources
Infrastructure management

Industry (wire-line voice service, Internet, video service,
mobile  telecommunication  services),  Segment
(Mass/Niche, differentiation/low-cost, high/low
complexity), Price (Service price, Switching costs,
Phone plan quality), Bundling (Triple/Quadruple Play),
Product (Voice call quality, Value added services,
Handset offer), Quality (Phone service, phone plan),
Availability (Exclusive sales channels), Image (Brand),
Customer relations (Complaint management, Customer
service quality)

Source: Own compilation, 2017
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The limitation of this literature research lays
inthe focus placed on the strategy topic. It
seems highly probable that some particular
strategic elements could be found in more
specific articles. However, it shows the direction
for further literature research.

It would be interesting to conduct research
onthe importance and influence of other
strategic elements on competitive advantage
in the telecommunication industry to eliminate
doubts about some hidden strategic elements
with a significant influence on competitive
advantage in the telecommunication industry.
The fragmented approach to strategies in the
telecommunication industry also  provides
an opportunity for a holistic research approach
which could identify the importance of each
element and its significance regarding
the competitive advantage of companies in this
industry.
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Abstract: Many manufacturing firms have decided to implement just in time technique as a strategic cost
management to survive and remain competitive in their business environment. The study examines how
just in time technique has assisted in reducing inventory cost management and improve the firm profit
level. The specific objective is to ascertain the influence of purchases and sales on return on equity
of small scale manufacturing industry. Survey design was used for the study. Sample frame was
purposively selected for convenience sake. Data was collected though secondary source. Regression
analysis was employed to analyze the data. The study found positive relationship between just in time
implementation and profit level of small scale business industry. We recommend other small scale
businesses that have not started implementing just in time strategy to start the strategy. We encourage
future researcher to examine the efficiency of just in time strategy among petty small scale trader in our

urban centers.

Keywords: Just in time strategy, profitability, competitive environment

JEL Classification: M31

INTRODUCTION

Cooper and Slagmunder (2004) define strategic
cost management as a process of reducing cost
and improve strategic position of an
organization. Strategic cost management is
away of controlling costs in alliance with
organization  strategy. Organization has
to manage their costs in order to remain
competitive in the market. Due to financial
meltdown or economic recession experienced
in Nigeria economy, it is imperative for small
scale manufacturing firms to employ strategic
cost management technique in other to remain
in competitive market. The firms need to apply
strategic cost control to their inventory
management in order to boost their efficiency
and effectiveness. This leads to introduction
of just in time technique.

Gonzalez and Gonzalez (2010) just in time
management technique is an act of supplying

customers with stocks as at the right time with
the exact quantity required by the customer. It
leads to reduction in the inventory carrying cost
and leads to profit maximization. According
to Ohno (1988), just in time or lean production
was first introduced and successfully
implemented by Toyota Company. Ouyang et.
Al, (2007) note that, there should be mutual
relationship between manufacturers, suppliers
(vendors) and  distributors  (customers)
for successful implementation of just in time
strategy. Therefore, the strategy is to reduce
inventory management cost by eliminating waste
from supply chain. Sadhwani et al., (1985) said
just in time strategy is driven by final product
demand; where each item is procured,
manufactured, and delivered in the quantities
demanded for.

Despite the performance implication of just
in time strategy among manufacturing firms, little
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empirical study has been carried out that relates
to small scale industry. Adeyeye, Ogunnaike,
Amaihian, Olokundun and Inelo (2016) examine
vendor managed inventory and performance
of manufacturing firms in Nigeria. Ogbo and
Ukpere (2014) studied inventory control
management and organizational performance
of 7up bottling company in Nigeria.

Some of the study reported on just in time
strategy in Nigeria does not investigate
the implication of adopting just in time
on financial performance of small scale industry.
Tofill this gap, this study will examine
the influence of just in time strategy application
on firm return on equity. This is crucial
for the survival of small scale industry in this
competitive environment.

1. OBJECTIVE OF THE STUDY

The main objective of the study is to determine
the influence of just in time strategy on financial
performance of small scale industry in Ogun
State. The specific objective is to ascertain
the influence of just in time cost management
strategy on return of equity of small scale
industry. The study will be guided by this
hypothesis:

Ho: just in time cost management technique
does not improve return on equity of small scale
enterprises.

1.1. Scope

The study will focus on small scale
manufacturing firms located in Ado — Odo/ Ota
local government. The local government was
selected because of large concentration of small
scale manufacturing firms in the area. The study
will  based their study of small scale
manufacturing firms that have been in the
business for the last five years and keep their
books of account up to date. The study will cover
the period of 2015 to 2016.

2. EMPIRICAL REVIEW

Ahmad Mehra and Pletcher,(2004) carried out
study on the perceived impact of just in time
implementation on firms® financial/growth
performance. They discovered that just in time
technique improve firm financial performance.
According to Huson and Nanda (1995), just

in time led to the reduction in inventory and cost
associated with inventory management. Their
study discovered that just in time strategy
adoption increase earnings per share.

Alles, Datar,and Lambert(1995) found that
mutual understanding based on cost information
exchange between the manufacturer, the vendor
and the buyer led to significant reduction of total
costin just in time environment. Nakamura et al.
(1996) discovered in their study that just in time
technique leads to significant improvements
in plat performance measures carried out among
foty United State manufacturing firms.
Balakrishnan et al. (1996) investigate 46 firms
that adopted just in time over the 1985-1989
periods and found no significant difference
in the changes to return on assets (ROA)
between the treatment group and the control
group. The study found out that
the implementation of just in time technique
implementation did not lead to improved
financial performance.

Adeyeye, Ogunnaike, Amaihian, Olokundun and
Inelo (2016) studied inventory control and
performance of manufacturing firms in Nigeria.
The study examine the relationship between
vendor managed inventory and performance
in manufacturing firms. They discovered positive
relationship  between  vendors managed
inventory and manufacturing firms’ performance.
Ogbo and Ukpere (2014) examine the
effectiveness if inventory control management
on organizational performance of 7up bottling
company in Nigeria. The study discovered that
inventory management techniques should be
varied in order to achieve effective
organizational performance.

The empirical studies on implementation of just
in time and firm profitability have mixed results.
However, no empirical study was conducted
to examine just in time implementation and
return on equity of small scale manufacturing
firms in Ogun State, especially the industrial hub
of the state — Ado — Odo / Ota Local Government
area. Hence, this study will fill the gap.

3. DESIGN AND METHODOLOGY

The population of the study consists of small
scale manufacturing firms in Ado -Odo /Ota
Local government of Ogun State. Purposive
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sampling technique was employed to select
sample frame from the population due
to convenience sake. Therefore, the sample
population was taken from Ota metropolis
because most of the small scale industries in the
local government were located in Ota.
The sample population is: Electrode Nigeria
Limited, De — United Foods Industry, Innovative
Packaging Limited and Lexcel products and
packaging limited.

The study used survey design for the study.
Secondary data was obtained from books
of account and stock record books of the sample
population for the period of 2015 to 2016. A multi
regression analysis was used to analyze data for
the study. In the regression model, financial
performance is the dependent variable while just
in time is the independent variable. The financial
performance is measured by return to equity.
Return to equity was calculated by dividing net
income by owners’ equity, multiply by100%. Just
in time was measured by the amount of inventory
on hand was measured by the number of weeks
of inventory maintained by the firm. We observed
percentages of purchases, production, and sales
that were made on just in time bases.

The multiple regression models in its functional
form were specified as follows:

Prot = f (JiT).

Prot = f (Pur, SLe) (1)
Prot; = Bo + p1 Puri + 2 SLe; + U; (2)
Bi>0; R2>0.

Where:

Bo = intercept

B1-2= Regression Coefficients

Ut = Error term not represented in the model
i = Time period of the study

Prot = Profitability (return on equity)

JiT = Justin time

Pur = Purchases

SLe = Sales

4. DATA ANALYSIS,
DISCUSSION

The hypothesis that guides our study is;

Ho: just in time cost management technique

does not improve return on equity of small scale

enterprises.

RESULTS AND

Tab. 1: Regression coefficient for sales and purchases on return on equity

Model Summary®
Model
R R Adjusted R | Std. Error of the | Sig. F | Durbin-
Square | Square Estimate Change Watson
1 8842 | 781 733 84.51024 0010 1.743

a Predictors: (Constant), Sales, Purchases, b Dependent Variable: Retum on equity

Sales and purchases explain 78.1 per cent
of variation experienced in return on equity level
of the selected small scale manufacturing firms.

Source: Authors own study 2017

This result shows significant relationship
between return on equity and just in time
implementation.

Tab. 2: ANOVA RESULT: sales and purchases on return on equity

Model Sum of Squares |Df Mean Square Sig.
Regression 229749.094 |2 114874.547 [16.084 001>
1 Residual 64277.823 0 7141.980
Total 294026.917 |11

a Dependent Variable: Refum on ekvity, b Predictors: (Constant), Sales, Purchases

Just in time implementation was responsible
for 78.1% increase in firms return on equity level
of the sample population. The f-ratio (16.084)

Source: Authors own study 2017

shows that the independent variables (sales and
purchases) are the major determinants
in explaining profitability (return on asset).
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The independent variables are statistically
insignificant because its significance value is
0.01, that is P<0.05. So the null hypothesis
isrejected while alternative hypothesis is
accepted. Therefore, there is significant
relationship between just in time cost
management  technique and profitability
of manufacturing firms. Based on the analysis
above, the null hypothesis (Ho) is rejected while
the alternate hypothesis (Hi) is accepted; which
state that just in time cost management
technique improve return on equity of small
scale enterprises.

CONCLUSION AND RECOMMENDATION
Nigeria small scale manufacturing firms are
facing financial difficulty due to economic
recession that is biting hard on the economy.
Many manufacturing firms have decided
to implementjustin time technique as a strategic
cost management to survive and remain
competitive in their business environment.
The study examines how just in time technique
has assisted in reducing inventory cost
management and improve the firm profit level.
The study found positive relationship between
just in time implementation and the return
on equity of the small scale manufacturing firms.
We discovered that the level of inventory hold
by manufacturing firms are drastically reduce,
which enable the firm to cut their cost
of maintaining inventory in their store. The cost
saved is reinvested into the business of the firm.
Therefore, we recommend that other small scale
firms that have not implement just in time
technique should try to implement the strategy.
The implementation of the strategy will help
to reduce firm total cost and will induce mutual
cooperation between manufacturers, vendors
and customers. Future researchers are
encouraged to expand the scope of this study.
More importantly, researcher should focus
on petty traders that are into retail trading
in urban markets.
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