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TEXT | MARCUS DIEDRICH PRISPEVKY | CONTRIBUTIONS

ADAPTING A CORPORATE
CULTURE TO THE CHANGING
CIRCUMSTANCES - CULTURAL
CHANGE THROUGH SOCIAL MEDIA

The increasing use of social networks demands a significant change in
corporate culture. The fact that more and more people are networked and that
everyone can send and receive messages anywhere and at any time requires

a break in the behavior of a company, in which all employees have to be involved.
A long-term competitive advantage can only be achieved through a consistency
between corporate culture and corporate strategy. The central challenge will be
to become familiar with this new starting situation and to accept it.

Introduction

In addition to the development of marketable products, an at-
tractive pricing policy and the creation of an efficient distribution system, the ob-
jective of sales-oriented processes is, above all, the orientation of a success-oriented
company communication. Against a backdrop of increasing competition, it is becom-
ing increasingly important for companies to achieve and maintain competitive ad-
vantages in the market through successful communication work (Bruhn 2014a, p.
3). Communication means the transmission of information and meanings for the
purpose of controlling opinions, attitudes, expectations and behaviors of certain ad-
dressees according to specific objectives. Under the communication policy all de-
cisions are directed to the design of the communication. Communication policy is
concerned with all the communication tools and measures of a company that are
used to present the company and its services to the company's target group (Bruhn
2014b, p. 199). The communication policy includes measures of market-oriented, ex-
ternal communication and internal communication. The concept of enterprise com-
munication is the sum of all the communication tools and measures of a company
that are used to present the company, products and services to the relevant internal
and external target groups of communication.

When communication is addressed by and in companies, this is inevitably ta-
king place in an environment characterized by corporate culture (Stein 2009, p. 1219).
In order to clarify the influence of social media on company culture, the concept of
corporate culture must be defined.

1Definition of corporate culture Within the framework of corporate culture,
the basic idea is that every company develops a special culture for itself and thus
represents an independent cultural community with its own distinctive conceptu-
al and orientation patterns. Each company has an individual development process.
Corporate culture is presented as the totality of common norms of value and norms,
a shared pattern of thought and behavior, which characterize the decisions, actions
and activities of the organizing members (Heinen and Dill 1990, p. 17). It is the total-
ity of all norms, values and attitudes which characterize the behavior of the employ-
ees of all levels and thus the appearance of a company (Piimpin, Kobi and Wiitherich
1985, p. 8). It is the prerequisite for a corporate identity. Corporate culture is the im-
plicit awareness of a company that results from the behavior of the organization's
members, and vice versa, as collective programming controls its behavior. Corpo-
rate cultures have a wide range of effects on an organization. Strong cultures can
promote the implementation of strategies and concepts and contribute to stable eco-
nomic development. Companies with strong corporate cultures often lack openness
to change and a critical self-image. This, however, is the prerequisite for asserting it-
self in the changing conditions of competition. Corporate culture should have a bal-
ance between preservation and change elements that is appropriate to the specific
environmental dynamics. An enterprise culture must grow, be proven and devel-
oped. In this way, they can promote the implementation of strategies and concepts
and contribute to a stable economic development. All company cultures have com-
mon core elements, although they are unique:
| Implicit phenomenon - Company culture is not directly observable in a com-
pany, since it does not exist physically. Culture can be derived indirectly as
a shared and represented conviction. There is an informal and an unofficial
mediation, although there is usually a high degree of dissemination of com-
pany principles or guidelines (Macharzina 1995, p. 207).

Corporate culture is lived and learned - Corporate culture presents a pattern
of orientation, which, as a self-evident assumption, deeply influences every-
day activities. The cultural tradition is not learned by itself, but is conveyed
to the new company members in a socialization process through a series of
mechanisms. This learning process, which takes place in the subconscious
mind, can take some time.

Community context - Corporate culture can be seen as a collective phenome-

non because it affects the actions of each individual. Organizational action
becomes more homogeneous since the individual refers to common orienta-
tions or values.

Result of alearning process - Due to the experience with the environment and
internal coordination, corporate culture can arise within this learning pro-
cess. Through experience, the company develops a self-understanding of spe-
cific problems. An employee has an idea of how the thing should happen and
can judge on the basis of the experiences, whether a thing is good or bad. The
classification of problems creates a pattern of orientation to which one can
rely. It is to be assumed that every corporate culture has its own development



history based on own experience. The beginnings of a culture have often been
unconsciously shaped by great personalities, that means, they have largely
influenced the future perceptions and action patterns of the company mem-
bers by their specific actions (Macharzina 1995, p. 208).

The corporate culture influences the behavior of the members internally and exter-
nally in a sustainable manner and thus shows concrete effects on the actions of indi-
vidual members and, as a consequence, of the whole company.

2 Cultural change through social media A long-term competitive advantage
can only be achieved through a consistency between corporate culture and corpo-
rate strategy. The stronger the corporate culture is in its intended cultural expres-
sion, the more targeted is the communication between and in companies (Stein 2009,
p. 1224). In addition to their strategies, many companies must adapt their corporate
culture to the changing circumstances, so that new processes and requirements can
be implemented quickly (Lindinger and Zeisel 2013, p. 137). Corporate culture repre-
sents the basic values that have led to the company's success. It is the result of a com-
mon successful past. In practice, the subject of corporate culture is presented in
three typical situations (Peer 2007, p. 85):
| Firstly, when culture changes within the framework of a change process.
| Secondly, because of a new strategic orientation, if a company wants to stand
out from its competitors by means of a strong culture. In this case, the cultu-
ral change is not only means, but also the purpose of the change.
| Thirdly, the cultural issue is fundamentally in cross-country and cross-sec-
tor cooperation in companies as well as in co-operation between the Group
and subsidiaries.

The use of social media marketing can contribute to the long-term success of the com-
pany, but it is also associated with risks, which are described in more detail below.
Many companies still refuse to use the social media because they are afraid of a loss
of control over their communication and performance. It is fair to say that compa-
nies have long since lost control through the diverse possibilities of Web 2.0 (Kreutzer
2014, p. 27). The messages of the broadcasters as well as the reactions of the recipients
to the published messages are not, or only to a limited extent, controllable (Bruhn
2014a, p. 1041). The responses of the people in the social web can thus neither be pre-
dicted in a controlled manner nor reliably predicted. To trigger and use viral effects,
control must be given. However, this creates a certain incalculability, since here the
basic characteristics and forces of social media - the relationship and the exchange
between humans - work.

The loss of control is new and unfamiliar to companies, as the medium social
media is separated from the previously used controllable advertising channels (Neu-
mann 2010, p. 28). It is also important to note that a shitstorm cannot be avoided by
not being present in the social media. A presence there facilitates the start of a shit-
storm. However, as an enterprise, one also has an established channel to face the at-

tacks (Kreutzer 2014, p. 28). A shitstorm is the avalanche-like occurrence of negative
criticism against a person or a company in the social media up to the abuse criticism.
It is a storm of indignation, which is partly accompanied by insulting utterances.
Another risk is criticism by the users who are bombarding the company. A compa-
ny is vulnerable, as it opens up to the customer's social network and thus calls for di-
alogue. However, this is intended to make the brand a topic of discussion. Not only
praise and positive comments can be produced. The responsible persons should be
aware of this beforehand and develop a plan to appropriately respond to criticism.
Opportunities result from positive as well as negative criticism for the company. A
company is motivated by praise and encouraged to continue the path already pur-
sued. Negative criticism should be gratefully accepted as a piece of advice, since hon-
est expressions give an opportunity to improve and innovate (Neumann 2010, p. 28).
Eventually, any business comes into the situation that users write critically about
the company, its products or services. In this case, it is important to deal with the
criticism correctly in terms of time, style and content. Negative feedback in the so-
cial web can be roughly classified into the following categories (Wolber 2012, p. 191):
| Normal Problem - Someone has a problem with a product or service and he
needs quick help. Feedback of this type is negative because it puts the compa-
ny in a bad light, but it can help in uncovering actual problems.
| Constructive Criticism - contains a suggestion. The customer expresses su-
ggestions for improvement for products or services.
| Authorized attack - A customer attacks the company because it has done so-
mething wrong. Often there is a lack of support, poor service or a binding re-
sponse to problems and questions of the trigger for emotional reactions.

In general, if negative feedback is given, it is necessary to decide which reaction is re-
quired. The reaction to criticism, even to unjustified ones, must be positive and con-
structive in order not to lead a public dispute. Whether the response is a personal or
a public message depends on how common the problem is and how many customers
have already reported. Regardless of this, corrective actions should be initiated ac-
cording to a fixed scheme, which informs the customers (Wolber 2012, p. 192). For an
acceptance in the social media, it is important to achieve a high credibility as a com-
municator. For this reason, employees who work in the company's name should make
their origin clear by giving their own name, function and company (Kreutzer 2014,
24).

3 Changed organizational structure Social media is less technical than rath-
er cultural within an organization. Often there are friction points between the cul-
tural requirements of social media and the culture in the company. Compatibility is
not automatic: proprietary knowledge, strict hierarchies, top-down communication
and classical media structures are still predominant in the company and are op-
posed to transparency, realtime, dialogue orientation and participation. This makes
it clear that social media cannot automatically interfere with and change corporate

culture. Rather, the culture and structure of a company must change and promote



openness, transparency and networking. More demanding than solving technical
problems are the increasing demands on internal communication. It must grow with
the new technologies and at the same time convey to the employees that their com-
municative participation is expressly desired. Finally, in the introduction of collab-
oration and communication technologies, the community idea is in the foreground.
And this ultimately only works if the corporate culture is “social”. If it is or is not, so-
cial business remains a virtual ruin with endless many untapped possibilities (Zur-
briiggen and Zeese 2016, p. 12).

However, most companies are having trouble doing so. In order for social me-
dia to have a suitable foundation, the management culture of a company must open
up and allow decentralized self-management and self-responsibility rather than hie-
rarchical, central control. An open corporate culture is the key to a successful in-
tegration of social media into internal communication. In addition to the activating
role of the managers, the attitude of the employees is of enormous importance with
regard to the actual use. If hierarchically managed companies are involved in social
media, they must be able to learn and allow communication flows in all directions.

The executives live this type of communication in the ideal case. The issue of
trust is particularly important in an open corporate culture: the more open the com-
munication, the greater the confidence in the employees. An adaptation of corporate
culture in the direction of transparency and openness is indispensable if social me-
dia is to be successfully integrated into the mix of internal communication and ac-
tively used by employees. A cultural change, whether in society or in the company,
does not happen overnight. The successful interlinking of exemplary leadership on
the one hand, as well as the acceptance and use of social media tools by the employe-
es on the other, have a positive effect and can thus accelerate cultural change.

At the same time, the need for change has emerged only through the emergen-
ce of new communication channels, since the enormous potential of social media
hasultimately developed through active use in private life. Nevertheless, the comple-
xity of a corporate culture is more important and has to be adapted in its basic prin-
ciples to allow this new form of communication (Dérfel and Ross 2012). At what level
companies start their mobile employee communication: Expectations should not be
too high in the beginning. It takes a long time for a successful, open communica-
tion to establish itself over many hierarchical stages and become a powerful part of
corporate culture. Giving the employees a ready-made big-bang solution is not very
helpful. More successful are companies that help their employees to develop mobile
employee communications to find out what functions and content they really want.
After all, there is only one who decides, and that is the user (Zurbriiggen and Zeese
2016, p. 12).

4 BITKOM survey
ularly focused on innovative economic policy, a modernization of the education sys-

The BITKOM is a digital association in Germany. It is partic-

tem and a future-oriented network policy. In 2013, it published a study on the use and
potential of social media in companies. Asked about the challenges for social me-
dia, the surveyed companies show a certain disillusionment. While recognizing that

the issue is gaining in importance and popularity, there is a lack of budgets and re-
sources to seriously develop it. Half of all respondents perceive this as true. Accord-
ing to 47 percent of the interviewees, the often-heard argument that employees spend
their working hours with social software is a major obstacle in the realization of so-
cial media projects. Other obstacles that need to be addressed include: doubts about
the business value of social media solutions (44 per cent), organizational constraints
in companies (42 per cent), and a societal unfavorable corporate culture (41 per cent).

However, management is only perceived by less than a third (29 per cent) of
the companies surveyed as a barrier to social media. It is clear that not every com-
pany is ready for social media. A corresponding corporate culture, which promotes
the networking of employees and the sharing of knowledge across department boun-
daries, is the prerequisite for successful implementation in practice. Often a change
in the way of thinking is necessary. Another statement is that social media is un-
derstood by most companies as a tool, not as a method. Opportunities are therefo-
re sometimes misjudged, which often leads to disappointments. Social media is not
a sales tool, it is a culture (BITKOM 2013, p. 32).

Companies are taking social business as an important

trend_. but are afraid to Pro\'ide the necessary hudgets or _ 30

resources

Companies are afraid that employees are wasting their _ 47
time worki.ng with social software 5

Social business solutions are currently not taken

seriously by companies, as there are still doubts about _ 44
the busine ss value
The organizational structures in companies are often _ 49
not suitable for social business applications -
Corporate culture prevents the integration of social _ 11
business applications
The legal framework currently prevents many social
business innovations _ 34
There are no specialists who are familiar with the _ 31
business benefits of social media
In particular, management doubts the meaning and the _ 29
need for social business solutions -
Others - 8
No information - 6
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FIGURE 1: WHAT ARE THE BIGGEST CHALLENGES OR HURDLES IN SOCIAL
BUSINESS PROJECTS? (MULTIPLE ANSWER POSSIBLE). SOURCE: BITKOM (2013, P. 32)
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5 Outlook
for company communications, sometimes risks, but also offers many opportunities.

Social media is a complex phenomenon that poses major challenges

The cultural and structural change processes, which make effective and efficient use
possible, have to be implemented gradually in the company. This is the only way to
give companies a longer-term benefit from social media. Social media mean a funda-
mental change in corporate communication and even the communication culture of
the organization. The central challenge will be to become familiar with this new situ-
ation and accept it. The blurring boundaries between internal and external commu-
nication must be recognized (Iyilikci and Schmidt 2011, p. 87). This is the only way to
control the often-felt control loss in a controlled communication. This requires em-
ployees to be free to deal with the networks, to set up internal rules for dealing with
them, to set up organizational structures and processes of coordination, and to fill
in the missing resources.

The above-mentioned BITKOM study provides the following obstacles to the
successful use of social media: doubts about the business value of social business so-
lutions, organizational constraints in companies, and a social business unfavorable
Company culture. In addition, the study confirms that management is perceived by
less than a third of the companies surveyed as a hindrance to social business. It is
clear that not every company is ready for social business at the moment. An appro-
priate corporate culture, which, for example, promotes the networking of employe-
es and the sharing of knowledge across departmental boundaries is the prerequisite
for successful implementation in practice. Social business is understood by most
companies as a tool, not a method. Opportunities are therefore sometimes misjud-
ged, which often leads to disappointments. Social business is not a sales tool, it is
a culture.
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Résumé Prispd ie firemnej kultiry meniacemu sa prostrediu - zmeny v kultiire za pomoci socidlnych médii
Socidlne médid predstavuju zloZity jav, ktory je v skutocnosti vgzvou pre firemnd komunikdciu, nesie urcité rizikd, ale zdroven pontika
aj vela prileZitosti. Procesy spojené s kultirnymi a Strukturdlnymi zmenami, ktoré umoZzriuju ich efektivne vyuZitie, sa v organizdcii
implementuji postupne. Toto je jediny spdsob, ktory organizdcidm umoziiuje dlhodobejSie prosperovat zo socidlnych médii. Socidlne
médid znamenaiji fundamentdlne zmeny vo firemnej komunikdcii ako aj v kulttre komunikdcie. Ustrednou tilohou bude obozndmenie
sa s novou situdciou a jej akceptdciou. Je potrebné uvedomit si stieranie hranic medzi internou a externou komunikdciou (lyilikci and
Schmidt 2071, s. 87). Je to jediny spésob ako kontrolovat Casto pocitovanti stratu kontroly v kontrolovanej komunikdcii. VyZaduje si to
umoznit zamestnancom komunikdciu na sietach, nastavit interné pravidld zaobchddzania so sietami, vytvorit organizacné Struktiry
a procesy koordindcie a obsadit chgbajtice zdroje.

Vyssie spominand BITKOM Stidia predstavuje nasledujiice prekdzky dspesného vyuZivania socidlnych médii: pochybnosti
o0 obchodnej hodnote socidlnych riesent, organizacné obmedzenia v podnikoch a nepriaznivd firemnd kultira v oblasti podnikania na
socidlnych sietach. Okrem toho Studia potvrdzuje, Ze vedenie firiem je u menej ako jednej tretiny spolocnosti vnimané ako prekdz-
ka pre podnikanie na socidlnych sietach. Je jasné, Ze v tomto okamihu nie si vSetky firmy pripravené podnikat na socidlnych sietach.
Vhodnd firemnd kultira, ktord napriklad podporuje vytvdranie sieti pre zamestnancov a umoZziiuje zdielanie informdcii naprie¢ od-
stroj nie ako metddu. Preto niekedy dochddza k nesprdvnym odhadom, ktoré Casto spdsobuijui sklamanie. Podnikanie na socidlnych

sietach nie je ndstrojom predaja, je to kultdra.
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ONGOING TRENDS IN EUROPEAN
AND CENTRAL EUROPEAN
CHEMICAL DISTRIBUTION

This paper is mapping the trends and actual developments in the chemical
distribution market. It should give actual overview of market sizes, trends
and developments, dynamics of the chemical distribution markets and key
companies acting on these markets by analysis of secondary figures. Different
characteristics, strategies, objectives and key success factors in chemical
distribution enterprises are discussed in this paper.

Introduction

The European chemical distribution market size in 2015 reached
level 168 billion €. Chemical distribution market grown by 6.5 %, expected growth in
2017 and 2018 is on level 6.2% CAGR (Burridge 2014, p. 14). The growth is driven by
emerging economies; growth in west European countries on level of 1.6 %, different
situation is in Central and Eastern Europe where the growth is on level 10.1% in pe-
riod of years 2012 — 2015. Chemical distribution market tis categorized to two main
segments - Commodity and Specialty chemicals. Commodity chemicals are produced
and distributed in bulk, pricing is quite transparent and with limited sources. Com-
modities are traded basically without necessity of technical support and expertise
of distributor. Commodities without petrochemicals make up 46 % of all chemicals
traded. Estimated CAGR for commodities is 6.2% and market size about 97 billion €
including petrochemicals.

Specialty chemicals are produced and distributed in smaller volumes. Quite of-
ten specific products are produced for few or even single customer, as well as tailor
made solutions and special formulations for specific applications. Estimated CAGR
in specialties is 7.0 % with market size 71 billion €.

Objectives of the paper

The aim of this paper is to bring the overview of the
actual situation and trends on chemical distribution markets in Europe with accent
on Central Europe markets. By identification of trends will allow creating a list of
opportunities and threads for enterprises acting on chemical distribution market.
The partial objectives:
| to characterize and compare the distribution companies by their focus and
economic indicators
| to analyse current situation and create list of main ongoing trends in chemi-
cal distribution
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| to identify the actions increasing effectiveness of distribution companies

Methodology
ports, annual enterprise reports we processed information on the actual situation

Based on the available European statistical data, business re-

of chemical distribution enterprises. Based on the available information we com-
pared and classified distributors to several classes. Consequently, we have created an
overview of the actual trends and identified opportunities and threads on the distri-
bution markets, which will directly influence competitiveness, effectivity and prof-
itability of chemical distributors in changing European market.

Segmentation of chemical distributors by size
cals are sold in B2B directly and 15% through indirect channels as traders, agents and

In general 85% of all chemi-

distributors. European distribution market is covered by more than 2000 compa-
nies with revenues 47.5 bn €. (Chelliah 2013, p. 109) First group consisted just from 10
biggest chemical distributors contribute on total with 13bn €, which represents 27 %
of total revenue value. This group is characterised by revenues over 0.4 bn. Second
group characterized by revenues in interval between 40 million to 0.4 billion € con-
sists by 92 distributors with total revenue at 15bn €, value represents 32% of total rev-
enues. Third group consists by more than 1900 companies which generated less than
40 million € per company. It is far the biggest group representing 95 % of all chemical
distributors with revenues generated on level of 19.5bn €, this is 41% of total revenues
(Hornke 2013, p.66). It is obvious the market is quite fragmented and SMEs contri-
bution on revenues is significant, with value creation for high number of process-
ing companies. In fact every industry sector with manufacture relies on distribution
chain as these companies represents the chemical producers locally and providing
specific added value services.

10-Jan +

8-Jan

6-Jan 1

4-Jan 7

m2008

m2014

FIGURE 1: DISTRIBUTION MARKET GROWTH BY COUNTRIES OR REGIONS IN 2008-2014. SOURCE: AUTHOR
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Usually service level of the distribution companies is different and depends on cou-
ple of conditions: on focus of specific distributor; on supplier portfolio; geographical
presence; in case of SME also on investment strategy of the owners and the phase of
economic cycle. According to FECC data distribution market growth in West Europe
between 2008 and 2014 was below 2% yearly, In Central and Eastern Europe yearly
growth reached 7%, this is clearly visible also on Figure 1. Another country with sig-
nificant growth are Germany and Turkey. This difference shows significant influ-
ence of country GDP and industrial production growth on distributor’s performance.
The amount of employees in this sector is close to 35 thousand with about 1600 work-
ing sites.

Segmentation of chemical distributors by types of chemicals sold —— Chemi-
cal distribution companies are often compared by focus on products which they sold.
In principle two major groups of chemical products are being produced. Basic chem-
icals and products usually sold in large volumes with widely known and used stand-
ards are called commodities. Usually this group of products is being sold in bulk
or wide range packaging including returnable packages of distributors, which own
the specialised equipment for repackaging, diluting, mixing or blending and even
for recuperation of used chemicals. Distributors oriented on commodities had to in-
vest significant capital to facilities and effective logistic and handling of packaging
to be competitive and profitable, in general the raise of volume increase effectivity
and profitability of this kind of business. Commodities are often hazardous chemi-
cals, flammables or environmentally dangerous, distributors often own specialised
trucks to serve customers with own logistic service. Commodities are mostly generic
molecules produced locally; active radius of producer is in range1.000-1.500 km very
often. On the market is available limited amount of companies acting as full scale
commodity distributors. (VCI 2013, p. 3) Usual competitor of distribution companies
are local producers. This business is characterized by high entry financial barriers,
usual short terms trading and transactions with typical non-exclusive relations with
producers. This shows the customer orientation and relationship is more important
than focus on relation with nonexclusive supplier. This kind of business shows lower
growth than overall distribution business due tendency of producers to cover local
markets by own sale services, additionally maintenance and increased environmen-
tal standards costs lead to consolidation on local and regional levels to keep efficien-
cy of distribution chain.

Specialty chemicals belong to second major group of products traded by che-
mical distributors. The specialty products are normally sold by exclusive distribu-
tor within then area together with additional technical services. Often distributors
offer application laboratories, pilot plants, laboratories, where customers are able
to test and optimize their products with distributors support and know how. (Roth-
man 2014, p. 8) In the past this function was mostly provided by producers, the aim
of increasing number of sold products by distributors lead to investments in such fa-
cilities to have chance to offer solution based mainly on products sold by distribu-

tor, secondary such investment gives the opportunity to provide high level services
to medium and small size customers, which are not in scope of producers by size of
consumption of specialty product. Such services and need of technical service, not
only sales team makes this business intensive in manpower and for orientation on
employee development in specific knowledge. Usually university graduates needs se-
veral years of training and experiences to become fully qualified. Specialists often
serve national eventually regional in few applications even European market. The
specialty products are often branded and are produced mostly for specific industry
or application. Specialty chemicals are mostly not repacked. (Research and Markets
2013, p. 21) The business with specialty chemicals is characterised with long terms
partnerships between distributors and producers, working on exclusive base, often
producer use distributor logistic chain to serve direct customers, exclusivity ensure
the open communication about pending projects and activities. Warehousing and
logistic service is usually not as important as in commodity sales. Added value per
unit is higher than in commodities. Effectivity is measured by costs in use - so per-
formance of the product is extremely important. The amount of distributors dealing
with specialty chemicals is much higher, often small and medium size companies
with few or just one main principal. Such companies have extremely close relations
with principals and differentiate with specific customer services and market cove-
rage locally.

Chemical distribution market situation and actual trends

European chem-
ical distribution market used to drive by new chemical and innovated materials used
in manufacturing and distribution companies focused on product portfolio optimi-
sation to be able to offer newest cutting edge materials and they were able to keep
those products as significant sales and profit generating items, although life cycle of
chemicals shortened in general. (Fermont 2007, p. 92) Another ongoing trend is quite
critical for even biggest distribution companies; it is process when increasing num-
ber of chemical producers contacting directly end users of their products and try-
ing to eliminate the distributors as much as possible from their sales channels. This
approach is not new and the process speed up after crisis in 2008. Some research
sources reveals that 80 % of producers trying to sell their products through chem-
ical distributors only to customers with annual consumption lower than 100.000 €
p.a. (CBA 2015, p. 4) This trend leads to limitation of sales possibilities for distribu-
tion companies and at the same time lower effectivity of invested capital, especially
if company invested into additional services to boost the sales. Similar effect on in-
vestments is coming from EU legislation and compliance, regulatory framework has
a significant impact on investments and costs of distribution. As main contributors
can be taken REACH and CLP classification. Apart of direct implementation costs are
generated additional secondary costs on additional human resources and expertise.
Secondary additional certifications and quality systems on top of common ISO and
GMP+ are being demanded by customers for example BRC, SQAS, IFS, Fair trade, Bio,
GDP and others. (Chelliah 2010, p. 226) With current needs for capital investments
distributors started to cooperate together and increased amount of merges, partner-
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ships and acquisitions is reported in last six years. (Whyte 2012, p. 2) This approach
gives a chance for SME to share expertise on quality and compliance management
and partly increase also their effectiveness in distribution. Key factors influencing

European chemical distributors are listed in table 1.

Company size

Geographical coverage with same producers, purchasing conditions, value
added services.

Business network

Strong relationships with customers, special relations with suppliers,
partnerships.

Financial resources

Needs of significant investments and capital expenditures to keep in
good position on the market, compliance costs.

Market portfolio

Supplying the growing market with properly selected products is critical
success factor.

Added value
services

Additional services for local customers are typical approach to be prefer-
red partner on saturated markets.

Human resources

This is challenging and problematic area, with high demand on qualified
expertise. Becomes to be critical factor for local success.

Quality manage-
ment and regulato-
ry compliance

All companies run the compliance dpt., just few excel and offer excellent
service for customers. This factor makes is often the one which makes
distributors attractive.

Group international
network

This factor seems to be connected with company size, just often SMEs co-
operate in group much better as large distributors with complicated in-
ternal structures.

Strategic planning
and execution

Focus on ongoing and future trends is essential for recognition of oppor-
tunities, threats and challenges. Strategic planning should prepare distri-
butors on changes and modify their approach and tools to maximise their
effectiveness.

Customer relation-
ship management

CRM systems are often being used just as reporting systems to provide in-
formation for categorizing customers and potentials of products, eventu-
ally measure effectiveness of sales teams. Still there is high potential to
use existing CRM systems to strengthen relations with suppliers and es-
tablish platforms which will provide regular market updates and product
reports to both sides.

TABLE 1: KEY FACTORS INFLUENCING THE EFFECTIVENESS OF EUROPEAN CHEMICAL DISTRIBUTORS. SOURCE: AUTHOR

Approaches increasing the effectiveness of distribution companies

Satu-
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rated markets create pressure on chemical distribution companies, to modify their
market approaches. It is not possible to reach the same effectivity of service to from
high volume to small customers. Various customers and industry segments demand
different services, resources and approach. This leads to differentiation of distri-
butor internal structures to serve specific segment with customized strategies and
segment based approaches. To follow this approach it is necessary to understand spe-
cificities of industry segments and to be able to develop processes and services which
meets customer needs and at the same time are effective enough to generate profits.

Proper strategy is needed to decide which segments should be serviced by own per-
sonnel, which has to be outsourced and which will not generate profit and should be
abandoned.

Management needs to take into consideration five main factors:
Selecti-

ng the proper products with reasonable potential in distribution is critical,

| Selecting a product portfolio and building the partner network

using collaboration and partnership to reach the critical mass to get purcha-
sing costs on reasonable level is necessary for SMEs. Distribution company
can be valuable partner for chemical producer by bringing of knowledge of lo-
cal markets and bringing existing relations with potential customers, which
producer does not know, or is no table to effectively serve.

| Definition of segment strategies Internal structures of distribution

companies should be optimised to effectively servicing their segment and
customers. The costs should be transparent to be able to differentiate the
role and objective of each structure, not all segments must be generating high
profits, but can be crucial for bringing synergistic effects. These approaches
will allow defining the targets, identifying valuable future trends and mar-
kets and contributing on product portfolio development, or just define activi-
ty on opportunistic spot sales. Segment strategies and different approaches
by segments then can be built into the cross segment concepts, if this action
will enhance their effectiveness.

| Analyse and understand industry segments Analysis a customer port-
folio in each segment will allow identifying opportunities to increase effecti-
vity, or to find new products with interesting potentials, which will bring
synergies with existing products. This will help to identify the trends in indu-
stry and such regular analyse should be one of basic sources to define medi-
um and long term strategy and targets.

| Process orientation and definition of ownership

Distributors and part-
ly also producer’s needs to precisely define the competences, activities and
processes within then serviced area or country. Underestimation of this fac-
tor importance leads to misunderstandings and future conflicts between
producers and distributors and often is the real reason to break cooperati-
on. Surprisingly this is possible to observe in SME, as well as major distribu-
tion companies.

Costs transparency

Market distribution potentials are taken together
with costs to evaluate the business potential. Additionally expenses on mar-
keting, sales and distribution are planned based on these figures. Further
analyses of cost structure can bring the ideas how to optimise the processes,
packaging, or logistic services, or it can show company position and possibili-
ties compared to competitors.

Conclusion The chemical distribution market is growing in recent years and

expectations are clear this trend will continue in midterm period. This paper offe-
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red and view to actual European chemical distribution industry, compared and cha-
racterized distribution companies by their specific attributes. The list of ongoing
trends was investigated and the key factors influencing effectiveness of distribution
companies were identified. To maximise the market potential needs to follow key
factors and focus on the critical ones to differentiate company approach from com-
petitors. Differentiation includes the selection of suppliers, logistic partners, com-
pliance services, group strategy and finally also customers. Operating in group with
clearly defined strategy and approaching the EU market on global scale not focu-
sing on selected country markets will be one of the most important success factors
in achieving of profits on scale and group services in chemical distribution. Pro-
duct portfolio, partner network, definition of segment strategies, analyses and un-
derstanding of industry segments, process orientation with definition of ownership
and costs transparency are approaches which leads to increased effectivity of chemi-
cal distribution companies and their competitiveness.
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TEXT | GABRIELA ROSZYK-KOWALSKA, PIOTR MALZ

THE BRAND OF THE NATIONAL

FOREST HOLDING “STATE FORESTS”

A strong brand means being ahead of the competition and, as a consequence,
the basis of company worth. Building the brand for a product, a company
offering goods or services can be done using a marketing campaign, advertising
or through distribution. However, building the brand of an organization such

as National Forest Holding “State Forests” (further abbreviated as NFH SF

or just SF) should depend on promoting the non-manufacturing functions of
State Forests, as well as on corporate social responsibility (CSR). In spite of

its de facto monopoly position in the forest market, State Forests require the
acceptance of the society, which is the Holding’s primary stakeholder. The

aim of this research was ascertaining brand recognition of NFH SF and the
awareness of its mission statement and activity. Previous research on this topic
was carried out in 2012 and 2015. In order to analyze the features of the State
Forests’ brand, a survey with 438 participants was conducted. The results made
it possible to define the weak spots and possible promotional directions for the
brand. This can enable the Holding to strengthen its position on the market and
project a positive image for the public.

18

Introduction

The National Forest Holding “State Forests” is a public law insti-
tution, which administers almost 7.6 million ha of forests on behalf of State Treas-
ury. It was founded in 1924 and has been in charge of commercial forestry for the
Treasury since then. Its current structure was established in the 1990s as a result
of the adjustment between socialist and free-market economy. The change affect-
ed the employment structure, which happened due to the removal of manual labor
positions. Currently, most manual jobs are outsourced. In spite of the organization-
al changes, the original ownership structure was maintained: state-owned forests
are dominant in Poland, with NFH SF managing 77.1% of them (Zajaczkowski 2015).
As a state-owned company, NFH SF had to adjust to the new political and economic
environment by conforming to capitalist rules. The forestry industry shifted from
obligatory material deliveries for another state-owned businesses to an institution-
al market filled with both small, family-owned businesses and large, pan-European
entities. As one of the largest forestry entities in Europe, State Forests must com-
pete with both private and state-owned companies, competing with their experience
in free-market economy. Faced with the increasing globalization and the free move-
ment of goods, services and information, State Forests make every effort to maintain
its customer base at home and abroad. In spite of its monopoly in the forestry mar-
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ket, State Forests have to compete with wood importers from other countries, espe-
cially from the East.

One of the ways to build a competitive position is creating a strong brand for
a company. “A brand is a name, term, or a combination of these elements, created in
order to identify a product or service of a given company, and to distinguish it from
the competitors’ offer.” (Witek-Hajduk 2011). Since the 1990s, a brand has been consi-
dered a part of company assets. In case of a business which sells materials meant for
further processing, it is difficult to consider a brand in a product context. It is still
important for State Forests that its brand is recognized as a sign of high quality and
balanced forestry, as well as a display of social responsibility.

The aim of the research study was to measure the State Forests brand recogni-
tion among the public, along with the awareness of its mission statement and activi-
ty. Previous studies on this topic were conducted in 2012 and 2015. In order to analyze
the features of the State Forests’ brand, a survey with 438 participants was conduc-
ted. The results made it possible to define the weak spots and possible promotional
directions for the brand. This can enable the Holding to strengthen its position on
the market and project a positive image for the public.

1The state forests brand - historical viewpoint State Forests has been man-

aging Treasury-owned forests for almost a hundred years. Its beginnings can be
traced back to the interwar period, shortly after Poland regained its independence.

On June 28 1924, President Wojciechowski issued an ordinance establishing the char-
ter of the National Forest Holding, which introduced the three-tier structure and
described the function of all three tiers (Rozporzadzenie 1924a). The holding’s state-
owned enterprise status was then lost on December 30 as a result of the Presidential
Decree on the organization and administration of State Forests. The regulation in-
troduced the rule of financial self-sustainability of enterprises, both in regards to
ordinary and extraordinary costs (Rozporzadzenie 1924b). SF's first director, Adam
Loret, laid the foundation for the modern version of the holding. A system was put
in place to ensure its self-sustainability. Many of the solutions from that time, such
as State Forests’ structure, are still in use today. For the first time, different func-
tions of the forest were defined, with emphasis on environment-creating and social
responsibility over wood production. Before World War 11, State Forests became a dy-
namic enterprise, which used its own funds to buy up private forest areas. Forest in-
dustry facilities were built while timber market and exports were set up. A research
institute was created and later transformed into the Forestry Research Institute. The
adjustment of salaries and social benefits for skilled and manual workers created
competitive working conditions and increased the prestige for the employees of State
Forests (Tyszkiewicz 1980). All these factors contributed to the image of a strong and
dynamic enterprise. A forester’s uniform became so synonymous with authority, in
fact, that in 1939 Soviet forces executed 724 foresters in Katyn, Kharkiv and Mednoye.
One of the victims was A. Loret (www.lasy.gov.pl 2014). The interwar period was the
beginning for creating the State Forests brand. Unfortunately, SF’s development was
interrupted by World War II. After the War, SF employees set to restore commercial
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forestry in Poland. Thanks to nationalization of all forest areas above 25 ha, SF took
over the management of more than 6,000,000 ha of forest areas. Still, forestry in Po-
land was controlled by country-wide wood production plans which were often not in
line with sustainable forestry. Along with regime changes of 1989 came a new politi-
cal and economic reality for State Forests. The introduction of free market economy
caused changes to the holding’s charter and the State Forests Act. The new structure
was based on the previous system and forest resources remained Treasury-owned
and open to the public. Continuous self-sustainability became the foundation of
modern day commercial forestry in the country, along with the efforts to maintain
and increase Poland’s forest resources. The authorities implemented self-financing
of the enterprise, which meant that SF financed all state-owned forestry activities.
The State Forests Act of 1991 put the modern structure into effect, basing forest man-
agement on Forestry Service.

Keeping Poland’s forest resources in state’s control is crucial for the public. All
attempts at privatization or reprivatization of Poland’s forests in the last 25 years
caused protests and even legislative initiatives aimed at protecting the state owner-
ship. The state-mandated free access to the forest areas and to the ground flora is
deeply embedded in Polish traditions and works in favor of the enterprise’s positive
image (Act 1991). Nonetheless, the example of protests against cutting the bark beet-
le-infested trees in Bialowieza shows that the public awareness of State Forests’ acti-
vity is quiet low. In spite of a high degree of trust the public has for the State Forests
brand, the public exhibits disapproval for SF’s main function - wood production. Re-
gardless of growing abundance of forests in Poland, State Forests are often accused
of over-exploration. NFH SF has been audited by external entities which issues certi-
ficates for conducting forest management respecting the principle of sustainability
of forests, sustainable development and environmental protection. All regional de-
partments have received at least one certificate for appropriate forestry practices:

| PEFC (Programme for the Endorsement of Forest Certification Schemes) - an

international non-profit organization working to promote forest sustainabi-
lity through a certification system. The certifying processes are created for
all members in a democratic process. PEFC also demands that any suppliers
applying for a certificate must certify their supply chains, ensuring that eve-
ry step of the process adheres to the principle of sustainability. PEFC manages
certificates for over 250,000,000 ha of forest areas in 30 countries.

FSC (Forest Stewardship Council®) is a British organization set up in Mexi-
co in 1993 to protect tropical forests from over-exploration. Currently, FSC's
main objective is promoting its forestry model. The certifying process is ba-
sed on each country’s own forestry standards, a system for verifying the ori-
gin of all forestry products in forestry companies, and the regulations for
using the FSC logo on products from certified forests (www.lasy.gov.pl 2014).

The public’s viewpoint of State Forests has two aspects. It can help the enterprise in
some ways, such as with social legislative initiatives to protect the state-owned na-
ture of the country’s forests. However, it can also cause information chaos and a neg-

ative approach towards the holding’s main function. In order to promote sustainable
forestry and transparency, State Forests attempt to inform the public about its activ-
ity and mission statement, using the holding’s own resources. Main entities designed
for this function are:
| www.lasy.gov.pl - official NFH SF website. It contains information on the hol-
ding'’s structure, history, basic forestry data and social functions. The websi-
te has been redesigned in 2014 and in that year alone has received 1,325,000
unique visits (Zajaczkowski 2015). All forest inspectorates and SF entities have
their own websites as well.
| GlosLasu (Voice of the Forest) magazine (circulation: 17,000 issues) - internal
SF magazine.
| EchaLes$ne (Forest Echoes) quarterly (circulation: 21,000) - a publication ai-
med at the general public, people interested in forestry and tourism, and for
future forestry students.
| Facebook pages - currently most of the 430 forest inspectorates maintain
Facebook pages, where they publish nature trivia and news. A general page for
State Forests has also been created.
| Educational and promotional publications. In 2014, 20 different publications
were issued, aimed at different profile of readers (Zajaczkowski 2015).
| Television programs ordered by the SF board, such as Ocalony$wiat (Pre-
served world) showing State Forests’ protected species, Na skrajulasu (On the
forest edge) or Przyjacielelasu (Friends of the forest) presenting trivia related
to inspectorates and foresters’ work.

In spite of the State Forests’ long history, the State Forests Information Center has
ordered three public opinion research surveys. The first poll was conducted in 2004
and was followed by two more: in 2012 and 2015. A group of 1,000 Poles over 15 years
old were surveyed. The polls show that the public views foresters as highly competent
(2012 - 86 %, 2015 - 90 % answers) and law-abiding (2012 - 83 %, 2015 - 87 %). In 2015, 83 %
of interviewees had a positive view of State Forests’ activity, which is a 20-point im-
provement since the 2012 poll. The only public service with a higher score was the Fire
Service (86 %). Among the public institutions with lower scores was the army, the Na-
tional Bank of Poland, or Polish State Railways. In the studies cited it can be observed
that the awareness of the SF logo rose from 51% in 2012 to 61% in 2015. This might sug-
gest the influence of the educational actions conducted by the enterprise. Howev-
er, the number of interviewees who had not visited a forest in the past 12 months is
rising (2012 - 30 %, 2015 - 38 %). In 2012, 10 % of people who had visited a forest were
taking part in different forms of forest education. The studies showed a number of
doubts regarding the financing of SF activity. In 2015, 91% of interviewees thought
that State Forests are fully financed from the government budget and that score is
higher than in 2012 by 7 points (Pudlis 2012, Kifer 2016).

Public opinion research on brand awareness does not produce a reliable analy-
sis of the public’s attitude towards NFH SF. The results indicate a high degree of so-
cial trust in State Forests, but also a lack of correct information about the financing
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of enterprise and its ownership status. The public appears to not be aware of the eco-
nomic functions filled by SF. There is no data that allow as to measure the effecti-
veness of the promotional and educational activities of SF, which could potentially
cause financial losses on campaigns that are ineffective. Brand and image manage-
ment should be supported by market research in order to create a successful strategy
for creating a strong brand for State Forests.

2 Studies and analyses

In order to ascertain the reception and awareness of
the National Forest Holding's brand, a poll was used. The survey was comprised of 17
multiple choice questions and 5 questions about demographics. There were 438 inter-
viewees, aged 13 and older.

The survey used a shortened version of the State Forests logo, the same kind
that is branded on the wood received by the Forestry Service, in spite of the fact that
its use is only allowed in cases where there is not enough space to use the full NFH SF
logo (Rozporzadzenie 2010). Currently, the shortened version of the logo is used by the
Forestry Service to mark tree trunks that are placed in storage facilities. The use of
the shortened logo was a conscious attempt at analyzing actual awareness of the em-
blem and the Forests’ activity. If the full logo of NFH SF was used, the question about
its ownership status would be already answered. The survey was made using Google
Drive tools. Interviewees were invited to fill it out through the SF Facebook page and
in face to face conversations. Some interviewees submitted their answers directly,
without using online tools.

3 Demographics breakdown

The survey was completed by 438 respondents
aged 13 to 73 years old. 56 % of them were men. The biggest group was made up of stu-
dents aged 13 to 23 years old (44 %) and young adults aged 24 — 33 years old (21%). In
theory This selected group has, been exposed to forest education carried out by NFH
SF. Students have been recipients of educational campaigns organized by foresters
for years. Analyzing the answers of this group of interviewees made it possible to
show the influence of school-based education has on State Forests’ image.

The respondents’ places of residence ranged between all types of municipal
centers - from villages to cities over 200,000 residents. The largest group (33 %) sta-
ted they live in a village, followed by towns between 5,000 and 50,000 residents (25 %),
cities over 200,000 residents (24 %), and towns below 5,000 residents (10 %). Of all in-
terviewees, 51% have stated they had completed a higher education degree. Only 2 in-
terviewees answered that they do not have any education.

The employment breakdown showed that almost half of the interviewees were
students (49 %). Due to the method of distribution, which was based on sharing the
poll on Facebook, there was a considerable number of State Forests employees (10 %).

4 Survey results

The answers were counted for all survey questions, along
with percentages of the specific answers for each question. The answers were also
analyzed according to the participants’ demographic data. No relevant variation be-
tween the answers of men and women was noted. This was also true for place of res-

idence. Interviewees with university degrees gave answers closest to correct, while
students aged 13 — 23 gave answers that had the highest number of errors. Aside from
the overall results, outliers were also analyzed.

The answers given in the survey make it possible to determine the extent to
which the shortened SF logo is recognizable. Almost 75 % of participants were able to
recognize the emblem and over 70 % had come across it before. Most answers poin-
ted to seeing the logo on posters, promotional merchandise, forest inspectorate buil-
dings, events attended by foresters, as well as the internet and television.

Participants with higher education degrees displayed an 89 % recognition rate
of the logo (n=221). 85.1% of them had seen the logo before. Participants aged 23 and
younger showed significant lower results in this regard - 64.6 % and 60.9 % respecti-
vely (n=281). The lowest recognition rate was observed in students - 53 % (n=188). Half
of this group stated they had never seen the logo before. (n=189).

Most interviewees correctly answered that NFH SF is a Polish enterprise (88 %).
A similar result was observed in the question about its ownership status. Most an-
swers pointed to NFH SF being state-owned, with only 8.9% of answers saying it is pri-
vately owned. A very small number of interviewees thought that NFH SF is a public
law entity (2 %). This could be explained by the lack of precise information being avai-
lable and is connected to the name “State Forests” where “state” is the defining term.
Interviewees with higher education degrees recognized NFH SF as a Polish enterpri-
se (93.7%). Over 20 % of the youngest participants said that NFH SF was not Polish, or
not entirely Polish. 15.3 % of answers pointed to a Polish-Lithuanian ownership (n=189).
92% of answers to the question about the State Forests’ main function correctly point-
ed to commercial forestry. Among participants aged 23 or younger, 20 % had chosen
answers other than state-ownership. In contrast, 90.9 % of participants with universi-
ty education answered that SF is state-owned. The lowest number of answers pointed
to SF being a public law entity, which is likely caused by this term being relatively new.

The detailed questions were designed to determine the participants’ aware-
ness of SF’s financing, their confidence in the competence of the holding and its em-
ployees, as well as its influence on society and environment. The issue of financing
State Forests has been controversial for a long time. In spite of educational cam-
paigns, 47 % of the public believes that NFH SF is financed solely from the government
budget. Only 39 % of participants answered correctly that SF's activity is not financed
by the government. This answer was given by more than half (51%) of the participants
with university degrees. Only 13% of them answered the opposite. However, 30 % of
answers overall pointed to varying degrees of financing from the government bud-
get. Among participants aged 33 or younger, 59 % thought that the government bud-
get is the source of SF funds (definitely YES - 25% and probably YES - 34 %). The rest
of the participants thought the state does not finance State Forests (24 %), while 17 %
had no opinion on the matter.

Foresters’ competence has been steadily viewed as high - almost 58 % of the in-
terviewees thought that State Forests employees are highly qualified. Over half of the
answers said that SF is an organization with a long history and tradition, but only
43 % felt it was managed in a modern way. 87 % of participants with higher education
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answered that SF is an enterprise with a long history and tradition. However, it is
alarming that almost half of the interviewees had no opinion on SF’s trustworthi-
ness. Nonetheless, the majority of them has a positive opinion on SF as a wood produ-
cer and recognizes it as the biggest wood producer in Poland.

The results of the survey show that its participants have a positive view of Sta-
te Forests as an organization in charge of the environment. A decisive majority had
a favorable opinion on SF'’s activity, but almost 23 % of the participants has no opinion
on the question of whether SF impede the countryside’s development. Interviewees
with higher education degrees had a more positive view of the environment-creating
function of SF than the overall results. In general, 75.4 % of participants thought that
the State Forests do not hamper the countryside’s development and did not believe
that the holding was guilty of over-exploration. Nonetheless, 18.1% of answers in that
group said that SF does not protect forest ecosystems. Students’ answer were simi-
lar to the overall results, but were less decisive - a large number of answers said “pro-

" ou

bably yes,” “probably not,” or “hard to say,” which could suggest a lack of knowledge
on this topic.

The survey was an attempt at determining the SF logo recognition rate while
making purchases and whether the origin of wood is a significant factor in the bu-
yers’ decision-making process. A decisive majority (69 %) answered that they did not
notice the SF emblem on wood products. This answer was expected, because NFH
SF does not brand finished wood products. The logo is only added to raw materials.
Higher education participants showed a higher awareness of the logo - 40 % said they
had come across it on products they bought.

Wood products are strongly connected to the environment and the maintenan-
ce of forest ecosystems. For both ecological and financial reasons, it is important to
improve buyers’ awareness when it comes to the origin of raw materials used in the
making of the products they buy.

The survey shows that 58 % of participants does not pay attention to the ori-
gin of the wood products they buy. Among those with higher education degrees al-
most half (48%) declared that the wood’s origin is a factor in their decision-making
process. The answers of the youngest participants (33 years old or younger) ranked
lower in this respect, but this could be due to the fact that they do not normally par-
ticipate in shopping decisions. Nonetheless, the spread was not very high (yes - 38 %,
no - 62 %). State Forests should be interested in promoting their image as a sustaina-
ble wood producer.

The variation in the answers which contributed to the overall result the most
were observed in higher education participants, while the most predictable answers
were given by students. Those participants who were still in school gave answers poin-
ting to having very little or no knowledge in the subject of the survey. This all the more
meaningful because they are the recipients of State Forests’ educational campaigns.
No significant variation was observed in results ranked by gender or place of residence.

5 Discussion The overall results of the survey show a high degree of recogni-

tion of both the SF logo and its brand. These results are in line with those obtained by

NFH SF in their research. In 2015, 61% of interviewees stated they are familiar with
the SF logo. The fact that the authors of this study observed a higher result could be
due to the distribution method of their study (Facebook). The survey showed that 47 %
of Poles are certain that State Forests are government-financed. This is similar to the
result of the SF study from 2015. It is possible that the financing method is associated
with the holding’s name (State Forests). This is a clear signal that this issue should be
emphasized in the educational and marketing campaigns among the public.

The study did not confirm the SF research results on the competence State Fo-
rests’ employees (86 % in 2012, 90% in 2015). However, 56 % of interviewees believe that
State Forests employ a highly competent workforce. It should be noted that 25% of the
participants had no opinion on this topic. The enterprise’s management received me-
diocre opinions - only 44% of participants said it was definitely modern (17 %) or so-
mewhat modern (27 %). 32 % of participants had no opinion on this topic.

According to the study, almost 60 % of interviewees are not concerned with the
origin of the raw wood materials used to make the product they are buying. In spi-
te of having a monopoly in the industry, NFH SF should attempt to promote Polish
wood, especially because its production sector has a very large influence on the em-
ployment market in commercial forestry.

In almost all cases, the answers given by participants with university degrees
had a highest rate of accuracy. Students aged 13 — 23, potentially the most educated by
the SF initiatives run by forest inspectorates gave the least correct answers, showing
little awareness of the problems in the study. This could suggest that these initiatives
have not effective. It would be beneficial to introduce monitoring of these education
attempts. One of the ways to achieve this could be conducting surveys among stu-
dents who participated in educational events of State Forests. What is more, it could be
advantageous to emphasize the education of adults, especially those with higher edu-
cation. This group appears to be the most receptive to new information.

6 Conclusion The survey conducted can serve as a reason to formulate a num-

ber of conclusions that could improve the National Forest Holding “State Forests”
brand awareness and recognition among the public. The most important ones are
listed below:
| NFH SF is an organization known in Poland, with a relatively strong brand.
State Forests are seen as traditional, but not managed in a modern way.
| The participants had a high opinion on the competence of State Forests
employees.
| NFH SF should make information on its ownership status and financing wi-
dely available.
| The participants’ responses were not related to their gender or place of
residence.
| Higher education participants have a more favorable opinion on State Forests.
| Students aged 13 — 23 are the least knowledgeable group among the inter-
viewees, in spite of participating in SF’s educational campaigns.
| It is necessary to monitor the effectiveness of such campaigns.
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The analysis of the research makes it possible to conclude that the National Forest
Holding “State Forests” has a relatively strong and recognizable brand. Nonetheless,
the study also showed that the holding’s educational and promotional campaigns
are not always successful. There are still gaps in the public’s knowledge of State
Forests’ activities, which is likely connected to the public’s general opinion of the
organization.
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PRISPEVKY | CONTRIBUTIONS TEXT | VANDA LIESKOVSKA, SILVIA MEGYESIOVA

NAKUPNE CENTRA
A ZAZITKOVY MARKETING

Prispevok stistreduje svoju pozornost na klasifikaciu nakupnych centier v USA,
vymenovanie najvacsich nakupnych centier v Eurépe a v koneénom

désledku zameriava svoju pozornost na vybrané nakupné centrum, ktoré je
mozné radit k lidrom z hl'adiska uplatiiovania zazitkového marketingu v retail
manazZmente. Cielom prispevku je poukazat na alternativy mozného odlisenia
sa od konkurencie a prezentovanie zaZitkového marketingu v maloobchodnej
praxi. Sucasné nakupné centra vo vSeobecnosti tvoria komplex predajni,
stravovacich zariadeni a prevadzok sluzieb planovite vytvorenych,
usporiadanych a riadenych jednym majitelom, pricom prevadzkovatel'mi
obchodnych jednotiek sii ndjomcovia. Ndkupné centra byvaji vybudované

a nasledne prevadzkované podla uréitej koncepcie a pravidiel tak, aby
navstevnici mali moZnost nachadzat optimalne podmienky nielen pre nakup
produktov a sluZieb, ale aj pre travenie volnoéasovych aktivit. Casto krat su
ndkupné centra prepojené s atrakciami, ktoré majti za tlohu odlisit ich od inych
nikupnych centier a zaroven prildkat poéetnii klientsku zakladiiu, ¢o budeme
prezentovat na konkrétnom priklade vybraného nakupného centra.

Ndkupné centra v Spojenych stiatoch americkych a ich klasifikadcia Histéria
vzniku nakupnych centier siaha do patdesiatych rokov, kedy vzniklo v Seattli v USA
prvé ndkupné centrum.

V Spojenych Stdtoch americkych st ndkupné centra rozdelené do dvoch hlav-
nych kategérii. Ide bud o tradi¢né, alebo $pecializované nakupné centra. Podla ICSC
je mozné k nim zaradit eSte jednu skupina tzv. Limited-Purpose Property, ktora je
§pecializovand len na letiskovy maloobchod (siet obchodov na komercénych letis-
kéch). V nasledujtcej tabul'ke s zobrazené typy nakupnych centier, ktoré dopiiia dal-

81 idaj - hrubd prenajimatelna plocha.

Format NC Typ NC GLA/m?
Super-regional Mall 74 300 a viac
Regionall Mall 37200 —74 299

Tradicné Community Center 11600 — 37199
Neighborhood Center 2800—11599
Strip/Convenience menej ako 2799
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Specializované

Power Center 23200—55700

Lifestyle 13900 —46 500

Factory Outlet 4 600—37200
Theme/Fesitval 7400 —23 200
Limited-Purpose Property Airport Retail 7000 — 27900

TABULKA 1: KLASIFIKACIA NAKUPNYCH CENTIER V SPOJENYCH STATOCH AMERICKYCH. ZDROJ: VLASTNE SPRACOVANIE
PODLA: APPRAISAL INSTITITUE, COSTAR AND THE INTERNATIONAL COUNCIL OF SHOPPING CENTERS (2017). GLA UVADZANE

V M2, PO PREPOCTE Z0O STVORCOVYCH STOP.
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Super-Regional Mall disponuje §ir§im zdberom sortimentu a moznosti ako Regional
Mall.

Regional Mall pontika tovar dennej spotreby a odievanie. Va¢sinou ide o uza-
tvoreny komplex. Obchody smerujtice smerom dovnttra sd spojené spolo¢nou chod-
bou. Parkovacia plocha obklopuje vonkajsi obvod. Developeri sa snazia umiestnit
niakupné centrum do blizkosti kriZzovatiek dialnic.

Community Center je mensie ako regiondlne a super-regiondlne centrum. By-
vajui postavené v tvare priamky, pripadne mo6zu mat aj tvar pismena L alebo U, v za-
vislosti od lokality.

Neighborhood Centers pontikaji zdkaznikom cely rad tovarov a sluzieb po-
trebnych pre domacnost, magnetmi st tu najma supermarket, lekaren, restauracia.
Casto st tam umiestnené banky, pekdrne, kaviarne, zmendrne. Zvyknu byt pontiika-
né aj retazce s obleCenim, §portovym vybavenim alebo obuvou.

Convenience Centers pontikaji podobné zastiipenie tovaru a sluZieb ako neigh-
borhood centers, obsahuji miniméalne 3 obchody a maji plochu menej ako cca 2800
m? namiesto supermarketu maji podobu magnetu sluzby (napr. cestovna kancela-
ria) pripadne minimarket spojeny s drogériou. Tieto centrd maji primarnu ekono-
mickd vyhodu v situovani blizko sidiel (Casovo-obmedzeny zdkaznik spravi rychly
nédkup po ceste domov). Viac ako na ceny sa zameriavajui na kvalitny tovar a sluzby
(Gibbs 2012).

Power Centers sa radi k $pecializovanym ndkupnym centrdm. Priemernd
hrubt prenajimatelnid plochu mé o ¢osi mens$iu nez Regional Mall. V tychto centriach
dominuji ,magnety” zaberajlice 70 —90% hrubej prenajimatelnej plochy (obchody
zamerané na velké zlavy, tzv. off-price obchody, ,warehouse clubs” a pod.). Celkovy
pocet ndjomnikov je nizky.

Lifestyle Centers boli vytvorené za imyslom pontknut Siroki s§kalu §pecializo-
vanych predajni s médnym tovarom a domdacim vybavenim. Maji koncepciu nekryté-
ho centra, ¢o sa tesi popularite upondhlanych kupujticich, ktori hladajd priamo svoju
oblibent znacku. Sd navrhované v ré6znych konceptoch (ulica s obchodmi na oboch
strandch, obchody do tvaru §tvorca, pripadne do tvaru pismena U). S tym stvisi vys-
§ia citlivost na zmeny pocasia (Gibbs 2012).

Factory Outlet Centers umoznuji zdkaznikom predaj priamo od velkovyrobcov
odevov, elektroniky, darcekovych predmetov, domacich potrieb. P6vodne boli tieto
centra zalozené na predaji nadbyto¢ného alebo trochu poskodeného tovaru s vyraz-

nou zlavou. Toto umoziovalo vyrobcom zndmej znacky pontikat tovar nizsej kvality
za dobré ceny a tym rozs§irovat §kdlu svojich zdkaznikov bez ujmy na imidz znacky.

Theme/Festival Centers pontikajui priestor pre ucelené volno-casové aktivity,
nakupny turizmus a daldie ponuky orientované na zdbavu. Casto sa nachddza v ob-
lastiach mesta, ktoré boli prestavané zo starsich budov (¢asto historickych) - brown-
fieldov (Gibbs 2012).

Ak by sme mali hodnotit rebricek TOP svetovych nakupnych centier podla vel-
kosti, dlho bolo mozné tvrdit, Ze dve najvac¢sie obchodné centra na svete sa nacha-
dzajd V Cine (Kolesdrova 2014). Rok 2008 vsak znamenal prelom. V roku 2008 vsak
zah4jilo svoju ¢innost v Spojenych arabskych emirdtoch v Dubaji najvacsie ndkupné
centrum sveta - ndkupné centrum Dubai Mall. Okrem vodcovstva z hladiska velkos-
ti predajnej plochy, je mozné ho zaradit aj medzi vzory realizacie zaZitkového marke-
tingu v podmienkach maloobchodu.

Europske ndkupné centra V Eurépe sa datuje vznik ndkupnych centier asi

0 10 rokov neskdr nez v USA. V eurépskom rebricku TOP 10 najvacsich obchodnych
centier podla prenajimanej plochy, ktory zostavila rakiska spolo¢nost Regio Data Re-
search Retail News (2016), prevlddaji centra vybudované v Rusku. V Top 10 ma Rusko

az Styroch zastupcov.

N&zov NC Stat Mesto GLA/m? Rok
otvorenia

1. Avia Park Rusko Moskva 231000 2014
2. Westgate Shopping City | Chorvatsko | Zahreb 226 000 2009
3. MEGA Belaya Dacha Rusko Moskva 214 000 2007
4, Puerto Venecia Spanielsko | Zaragoza 207 000 2007
5. Marineda City Spanielsko | La Corufia 196 000 201
6. Shopping City Siid Rakusko Vieden 190 000 1976
7. Westfield Stratford City | UK Londyn 176 000 20M
8. MEGA Khimki Rusko Moskva 175 000 2004
9. Metro Centre UK Gateshead (Newcastle) | 174 000 1986
10. | Golden Babylon Rusko Moskva 169 000 2009

Rostokino

TABULKA 2: NAJVACSIE NAKUPNE CENTRA V EUROPE. ZDROJ: EUROPE REAL ESTATE (2017)

vy oo

Najvacsim obchodnym centrom v rdmci Eurépy bol v méji 2016 Avia Park v Moskve
s plochou na prendjom 231 tis. m2. centrum bolo otvorené koncom novembra 2014.
Svoj tovar a sluzby v niom pontika az 500 predajni. Centrum bolo vybudované na pro-
test hlbokého ttlmu ruského hospodarstva, ked kvoli znacne oslabenému rublu kles-
la kipna sila domécnosti. Avia Park z prvého miesta paradoxne vytlacil obchodné
megacentrum Mega Mall Belaya Dacha (214 tis.m?), ktoré bolo otvorené v roku 2007, -
teda tesne pred globalnou hospodédrskou krizou v meste Kotélniki nedaleko Moskvy.
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V Rusku patri k najva¢sim obchodnym centram aj Mega Mall v meste Khimki (175 tis.
m?2) a Golden Babylon Rostokino v Moskve (169 tis.m?).

V Chorvatsku, v Zdhrebe sa nachddza obchodné centrum s nidzvom Westga-
te Shopping City (schoppingcityzagreb.hr 2017), ktoré m4a obchodnt plochu 226 ti-
sic metrov §tvorcovych. Jeho ¢innost bola zahdjend v oktébri 2009. Nachddza sa tam
viac ako 260 predajni, 32 barov a restaurdcii, 4 000 m Stvorcovych detského zdbavné-
ho parku a 7250 parkovacich miest, ktorych je 2 250 zastreSenych.

V roku 2011 v meste La Coruiia zahdjilo svoju prevadzku $panielske obchodné
centrum Marineda City (196 000m?), V uvedenom roku sa pritom §panielskemu hos-
podarstvu vébec nedarilo. Je zaujimavé, Ze sedem z desiatich najvac¢sich ndkupnych
centier v Eurépe vzniklo pocas uplynutych 15 rokov. V poslednej dobe tychto obrich
formatov ale uz zdaleka tol'ko nepribida.

Najstar§im obchodnym centrom v strednej Eurdpe je v sti¢asnosti SCS Shop-
ping Mall Shopping City Siid (190 tis.m?) pri rakiskom Vésendorfe, nedaleko Viedne.
Toto centrum je uzZ mnohé roky obltibené aj u slovenskych zakaznikov.

Vo Velkej Britdnii sa radi k vyznamnému centru nakupovania Trafford - sprav-
na oblast, ktord je sicastou Velkého Manchestra. Otvorené bolo v roku 1998. Velké
ndkupné centrd si prave vdaka traffordskému ziskali nevidand popularitu medzi
britskymi spotrebitelmi. Je to aj kvoli dlhsSej otvaracej dobe, nez akd v sicasnosti po-
nikaji predajne na hlavnych triedach britskych velkomiest. RegioData uvadza, ze
zastreSené ndkupné centra pontikajice nielen moznost ndkupov, ale aj r6zne druhy
zadbavy, stali sa tak vitanym cielom Britov a ich rodin zdsluhou typického anglické-
ho pocasia. K dalsim najstar$im a najvacsim ndkupnym centram vo Velkej Britanii
patri Metrocentre v meste Gateshead (174 tis. m?) a Westfield Shopping Centre v Lon-
dyne (160 tis.m?).

Pri sledovani vyvoja po¢tu ndkupnych centier v Eurépe je mozné pozorovat ich
postupny narast od roku 1985 az do roku 2009. V rokoch 2006 — 2008 dokonca tempo
rastu vyrazne prekracovalo predchadzajice trendy. Od roku 2009 v Eurépe zazname-
ndvame postupny prepad v ich raste, ako naznacuje aj graf ¢. 1.

V snahe zhrntt poznatky zo slovenského prostredia, pri hodnoteni velkosti nakup-
nych centier je mozné kons§tatovat, Ze po najvicSom Avion Shopping Parku s 103 000
m2 dalSie Styri ndkupné centrd Aupark Bratislava, Eurovea Galéria Bratislava, Bory
Mall, Atrium Optima KoSice st sice vidsie (od 53 300 - po 55 000 m2), no majt len pri-
blizne polovicu predajnej plochy Avionu. Tri z nich lezia tieZ v hlavnom meste, Stvr-
té v Kosiciach.

Mensia velkost obchodnych centier v regiénoch zohladnuje pocet obyvatelov,
ktori v nich ziji a rovnako nizsiu kipyschopnost. Stistredenie va¢siny najvacsich na-
kupnych centier do Bratislavy je povazované za logické. Obchodnici m6zu ratat s viac
ako pol miliénom obyvatelov a pocas pracovného tyzdiia pribidaji desattisice poten-
cidlnych zdkaznikov, ktori tam pracujui alebo mestom prechidzaju.

Ktpna sila v regiénoch a spotrebitelské spravanie davaji priestor skor kom-
paktnej$im centrdm s prenajimatelnou plochou do 35-tisic metrov stvorcovych v pré-

miovej lokalite v centre miest. Prikladom je nielen Aupark v KoSiciach (33 830 m?), ale
napriklad aj Mlyny v Nitre (28 500 m?).
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GRAF 1: NARAST PLOCHY NAKUPNYCH CENTIER V EUROPE VYJADRENE V GLA. ZDROJ: CUSHMAN&WAKEFIELD (2014)

vy,

Obchodné centra na okraji miest bez blizkosti vacsich sidliskovych lokalit v regié-
noch (napr. Michalovce, Spisska Nova Ves..) podla poslednych zisteni velmi neuspe-
1i, resp. nenaplnili maloobchodny potencial miest. Z hladiska blizkej budiicnosti nie
je mozné ocakdvat, Ze by sa mal menit rebric¢ek najvacsich centier na Slovensku, skor
pojde o postupné skvalitiiovanie nakupnych procesov a redizajn predajnych priesto-
rov s o¢akdvanim postupného priddvania zdkaznikmi vnimanych hodnét, kde urci-
te patri aj zazZitkovy marketing.

Zazitkovy marketing ako zdroj odliSenia ndkupnych centier

Predpokla-
dom tspes$nosti ndkupnych centier nie je iba ich vhodné umiestnenie v nadviznos-
ti na pristupové cesty a systémy hromadnej dopravy, ale aj urcity pocet obyvatelov.
V pripade, ak ide o svetové ndkupné centrd, je mozné ratat so silnym potencidlom
zahrani¢nych ndvstevnikov. Predpokladom je vS§ak schopnost zaujat a pritiahnut po-
zornost prostrednictvom atrakcii, ktoré si niecim vynimocné a zaroven su tzko
prepojené s moznostou nakupovania a stravenim volného ¢asu. Rastice preferen-
cie volného casu a s tym spéjajlice sa zmeny spotrebitelského sprdvania nitia zdstup-
cov ndakupnych centier uvazovat, ako je mozné zaujat potencidlnych navstevnikov.
Existencia silnych magnetov v oblasti vytvarania z4zitkov sa tzko prepdja s komu-
nika¢nymi a marketingovymi aktivitami konkrétnych ndakupnych miest. Unikatne
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atrakcie kultirneho, historického, Sportového, umeleckého charakteru zatraktiv-
nujd alternativu navstevy a nasledného nakupu. V snahe ¢o najviac zaujat poten-
cidlnych ndvstevnikov ndkupnych centier dochddza k sklbeniu vonkajsej a vnitornej
architektiry, ktord priaznivo oslovuje ndvstevnikov ndkupnou atmosférou a celko-
vym imidZom, kde je priestor na vytvaranie zaZitkov navstevnikov. Pocity a emdcie
hrajd stdle vyznamnejSiu tdlohu. V nasledujicom texte je prezentovanych niekolko
prikladov marketingovej komunikacie, ktorych sticastou je aj zazitkovy marketing
v jeho roznorodych prejavoch, s cielom prildkat a zaujat pozornost potencidlneho
navstevnika ndkupného centra.

Ukdazka zazitkového marketingu v retail manaZmente vybraného niakupného
centra

Nakupné centrum Dubai Mall v Spojenych arabskych ma celkovi na-
kupni plochu 1124 000 m?, s po¢tom 1200 obchodov. Nachidza sa v Stvrti Downtown
Dubai, kde je rovnako najvyssia budova sveta Burj Khalifa, Dubai Fountain a mnoho
luxusnych piathviezdickovych hotelov. Najvyssia budova sveta ma vysku 828 metrov
a je najvysSou budovou na svete. Pristup na 125, resp. 148 poschodie vo vyske 550 m
je mozZné zrealizovat priamo cez suterén ndkupného centra Dubai Mall vysokorych-
lostnym vytahom, ktory jazdi rychlostou 10 m/s. Pohlad z vy8ky 148 poschodia na
vyhliadkovej ploSine umoznuje vidiet panoramu mesta s 360 stupniovym uhlom vy-
hladu, kde je okrem nekone¢ného pohladu dominantou umely palmovy ostrov a ume-
1€ ostrovy The World vybudované v mori. Tento z4Zitok pohladu z vysky takmer 550 m
vyhliadkovej veze Burj Khalifa si vychutndva ro¢ne viac ako 2 miliény navstevnikov.

V roku 2015 sa stalo nakupné centrum Dubai Mall najnavstevovanejsie centrum
na svete s po¢tom 100 miliénov navstevnikov za rok. Okrem mimoriadne vysokého
poctu obchodov, poskytuje aj unikitne volno ¢asové aktivity. TyZdenna ndvstevnost
je vySe 750 tisic Iudi. Centrum pontuka vyse 14 tisic parkovacich miest. Sicastou cen-
tra je 22 kinosdl, 120 reStauracii a kaviarni a luxusny hotel s 250-timi izbami.

Z hladiska zvySovania pridanej hodnoty okrem alternativ nakupovania v ob-
chodoch réznych svetovych znaciek, si v ndkupnom centre aj rozne atrakcie, ktoré
st svetovym unikatom. Neopisatelny je celkovy interiér nakupného centra. Prostre-
die je plne klimatizované, uprostred hal st fontany, jazierka, pot6ciky, ale aj uni-
katny vodopad s prezentdciou umeleckych séch. Na prizemi obchodného centra sa
nachddza najvacsi obchod na svete s cukrovinkami Candylicious, ktory sa rozpre-
stiera na ploche 930 m?. Okrem akvaria sa nachddza v NC aj ladova plocha s kapaci-
tou 2000 ludi. Na druhom poschodi je heriia SEGA Republic, kde sa na ploche 7100 m?
mozu navstevnici zahrat vySe 150 roznych hier od firmy SEGA. Zaujme aj prezento-
vanda kostra dinosaura, alebo moznost navstivit kino s viac ako 200 premietacimi
platnami.

Dubajské akvarium v ndkupnom centre ma rozmery 51x20 x11 metrov, hrib-
ku 75 cm a objem 10 miliénov litrov vody. Zije v iom viac ako 3300 vodnych Zivo&i-
chov vratane 400 Zralokov, ¢o je najvicsou koncentraciou zZralokov tigrich na svete.
Akvarium je z jednej strany viditeIné pre vSetkych navStevnikov obchodného centra.

Okrem toho je k dispozicii aj plateny vstup do akvaria, kde je podvodny pre-
skleny tunel s dIZkou 48 metrov. Navstevnici maji moZnost pozorovat rézne druhy

morskych Zivoc¢ichov, ryb, tuéniakov, vydier, ale aj krokodilov. Ponika sa aj moznost
plavby v ¢lne s presklenym dnom po akvariu, alebo spustit sa v klietke priamo medzi
zralokov. Akvarium bolo sldavnostne otvorené v maji 2008 a pocas piatich dnibolo pre-
danych do neho 61000 vstupeniek.

Mimo akvéria je v ndkupnom centre aj moznost vyuzivat ladovi plochu s roz-
mermi olympijskych hokejovych Stadiénov. Pri vyrobe Iadu sa pouzivaji najmoder-
nejsie dostupné technolégie. Zabezpecena je pozicoviia 2000 parov korculi, ktoré boli
dovezené z talianskej manufaktiry. Na klzisku je mozno sa bud volne korculovat, ale-
bo pod vedenim odbornikov ziskavat lekcie korc¢ulovania. Okrem toho sa na lade rea-
lizuju aj team buildingové hokejové zdpasy a party na korculiach.

Zaujimavostou je aj kostra dinosaura, ktora je 155 miliénov rokov stara. Ob-
javend bola v americkom Wyomingu a nasledne bola letecky prepravena do Dubaja.
Miestny dinosaurus je svetovym unikadtom, pretozZe jeho kostra s dIzkou 24,4 metra
a vyskou 7,6 metra je kompletnd a na takmer 90 % je nedotknutd. Tato atrakcia je sku-
toénym svetovym unikatom.

V exteriéri sa vinie chodnicek popri jazere v rdmci peSej zony, ktora vedie do
zdstavby starého mesta, kde sa nachddza Souk al Bahar, tzv. Trh ndmornika. Jeho
architektira je in§pirovand arabskou tradiciou. V tejto ¢asti si mézu névstevnici za-
kipit typické arabské tovary ako su zlaté sperky, doplnky, alebo ru¢né vyrobky. Na-
chddza sa tam aj jedna z mdla kaviarni, kde si podavané alkoholické népoje, ¢o je pre
arabské prostredie netradic¢né.

Zaver

Alternativy zazitkového marketingu prezentované v nakupnom centre
Dubai Mall sd inSpirujice a zdroven unikatne, ktoré vo vyraznej miere pritahuji za-
ujem kazdého navstevnika nielen mesta Dubai, ale aj krajiny. Prirodzene sa natiska
otdzka, ¢ije mozné porovnavat prezentdcie prikladov schopnosti zaujat navstevnika
nakupného centra v zahranic¢i a na Slovensku. Napriek skutoc¢nosti, Ze od roku 2001,
kedy boli postavené prvé ndakupné centrd novych formatov na Slovensku (Atrium Du-
beni Zilina, Cassovia KoS$ice) aZ% do st¢asnosti pribudol rad dalsich novych ndkupnych
centier, v oblasti realizdcie zdzZitkovych aktivit je dostatocny priestor na inspirdciu
a uplatiiovanie Sirsej §kaly kreativnych napadov.
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Résumé Shopping centers and experiential marketing

This article focuses on the classification of shopping centers in the United States, names the largest shopping centers in Europe and,
pays attention to the shopping center that can be considered a leader in terms of implementing experiential marketing in the re-
tail management. The aim of this article is to point out alternatives that can be applied to differentiate themselves from the com-
petition and to present experiential marketing in the retail practice. The existing shopping centers generally consist of a complex of
shops, catering facilities, and facilities providing services - they are intentionally created, organized, and managed by a single own-
er, while the tenants are running their business units. Shopping centers are usually built and then operated according to certain con-
cepts and rules so that visitors have the opportunity to find optimal conditions not only for the purchase of products and services,
but also for spending their leisure activities. Shopping centers often provide space for attractions whose task is to differentiate these
centers from other shopping centers and so to attract a sizeable client base; this will be presented at a specific example of a partic-

ular shopping center.
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PRISPEVKY | CONTRIBUTIONS TEXT | MONIKA HARANTOVA, MARIE HESKOVA

OCENOVACiIi PRAXE OCHRANNYCH
ZNAMEK V CESKE REPUBLICE

Cilem pfispévku je prezentovat praxi ocefiovani ochrannych znamek jako
nehmotného majetku firmy v Ceské republice. Marketingovy vyzkum vyuzil
metodu mnohapfipadové studie, kdy na zakladé zjisténych poznatki

byla navrhnuta metodika pro ocenéni hodnoty znacky. Stanovena metodika
byla zpracovana formou manualu, ktery mize malym a stfednim podnikiim
(SME) pomoci k vlastnimu ocenéni hodnoty znaéky uvnitf podniku

bez dodateénych nakladii na externi ocenéni. Pfinosem manualu pro SME je
zlepsit fizeni a budovani hodnoty znacky. Silna znacka je jednim

z hlavnich faktori, ktery umozni budovat i malym a stfedné velkym

firmam stabilni misto na dnes jiZ velmi konkurenénim trhu.

Uvod
ky poskytuji firmé jednu z hlavnich konkurenénich vyhod na trhu. Vzdyt je to pravé

Dlouhodobé a spravné tizené investice do marketingové podpory znac-

znacka resp. ochrannd znamka, s kterou se jednotlivi spotfebitelé ztotoznuji. K oveé-
feni zda investice do marketingové podpory znacky jsou vynaklddany ticelné, slou-
71 ocenéni hodnoty znacky jako nehmotného aktiva firmy. Mezi nejc¢astéji vyuzivané
piistupy k ocenéni hodnoty znaéky patfi pfistup vynosovy, ndkladovy a trzni (Cada
2007, s. 44-46). Vyjmenované metody oceniovani vychazeji z Mezindrodnich ocenova-
cich standardf (IVS - International Valuation Standards). V Ceské republice se vy-
uzivaji zatim pouze dva piistupy, a to piistup vynosovy a ndkladovy. Pfistup trzni
nelze v souCasnych podminkach na ¢eském trhu aplikovat, a to z divodu nedostatku
trznich transakei (Jurecka 2007, s. 37). Je to zptisobeno i tim, Ze kazdd znacka resp.
ochrannd zndmka je natolik specifickd, Ze trzni pristup, nékdy oznacovany jako pii-
stup porovnévaci, nelze prozatim v podminkach ceského trhu pro ocenéni hodnoty
znacky vyuzit.

Ocenéni znacky je doménou predevsim nadnarodnich nebo velkych spole¢nos-
ti. ProtoZe ocenéni znacky slouzi pfedev§im pro verifikaci, zda je znacka spravné ti-
zena, resp. zda ndklady na podporu znackového oznaceni jsou vynakladany dcelné, je
zadouci, aby i SME vénovaly do budoucna pozornost ocenéni hodnoty znacky. Na za-
kladé kvantitativniho marketingového vyzkumu formou dotaznikového Setieni bylo
osloveno prostfednictvim emailu celkem 900 podnikd z Jihoceského kraje. AvSak na-
vratnost dotaznikl byla pouhych 8,67 % (78 odpovédi). Z provedeného vyzkumu nelze
stanovovat obecné zavéry, nicméné vyzkum prinesl alespon zdkladni ndhled na to, zda
SME provad€ji ocenéni znacky. Jak je patrné z tabulky ¢. 1, zddn4 z firem, které se za-
pojily do marketingového vyzkumu, v minulosti neprovedla ocenéni hodnoty znacky.
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Ano Ne

Mdte pfedstavu o hodnoté Vasi znacky (ochranné znamky)? 9 69

Provedli jste v minulosti ocenéni znacky (ochranné zndmky)? | O 78

TABULKA 1: OCENOVANI ZNACKY V SME. ZDROJ: HARANTOVA (2015)

Kvali-
tativni marketingovy vyzkum formou piipadovych studii byl zvolen pfedevsim proto,

Kvalitativni marketingovy vyzkum formou mnohapiipadové studie

Ze kazdé ocenénfi je specifické. Celkem byly zvoleny tfi firmy, na kterych se ovétovalo
vyuziti vynosového pristupu konkrétné metody licen¢ni analogie v praxi. Nakladovy
piistup nebyl v pripadovych studiich testovan, protozZe se jedna o metodu, ktera se vyu-
7iva pro ocenéni nové zavedenych znackovych oznaceni, coZ nebyva v praxi piilis casté.
Ze zjisténych poznatkd byl ndsledné zpracovdn manudl, ktery mohou vyuZzit SME pro
ocenéni hodnoty znacky uvnitf podniku bez dodateénych ndakladd na externi ocenéni.
Kontinudln{ prace s hodnotou znacky miize SME pomoci ke spravnému, efektivnimu
fizeni znacky prostiednictvim investic do marketingovych programt. SME si tak mo-
hou ovérit i¢innost jednotlivych marketingovych aktivit na podporu znacky.

definice a plin vyzkumn pFiprava, sbér dat a analyza

1. pripadova studie Al psani zpravy
7,{1 - o piipadové studii
/
_— /
vybér pripadi /
A 1/ 2. pripadovi studie o psani zpravy
névrh teorie | 'lf_‘):?‘ = o piipadové studii |
‘\
) . \
navrh sbéru dat L
o
| ostamni pfipadové studie - nsani zpravy o pripadove studii
4 piip: o pravy o prif
provedeni ziverh o . L . . . I - . .
piipadech modifikovini eorie ndvrh implikaci pro napsani zprivy o celé
praxi = studii

analVza a zdvéry

OBRAZEK 1: SCHEMA NAVRHU TEORIE POMOCI MNOHAPRIPADOVE STUDIE. ZDROJ: HENDL (2005, S. 111)
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Prvni prfipadova studie byla provedena na rodinné firmeé Alu-inox, spol. s r. 0. zabyva-
jici se vyrobou, obchodem a sluzbami v odvétvi kovovyroby se sidlem v Nové Bystftice,
kterd doposud neméla registrovanou zddnou ochrannou zndmku. Druh4 pfipadova
studie byla provedena ve spolec¢nosti DK OPEN, spol. s r.o0., kde se provedlo ocenéni re-
gistrované ochranné zndmky PEKARNA JINDRICHUV HRADEC. Tieti pfipadova stu-
die byla provedena ve spoleénosti JH GROUP, spol. s r.o., kde se oceniovala ochrannd
zndmka AFRO, kterd zastituje vyrobu ovocnych néplni a dZemt do peciva. Spole¢nost
DK OPEN, spol. s r.o. a spole¢nost JH GROUP, spol. s r.0. pfestoZe maji registrované
ochranné znamky, tak v minulosti nikdy neprovedly jejich ocenéni. V nasledujici ta-
bulce €. 2 jsou uvedena findlni ocenéni.

Spolecnost

Metoda vypoctu hodnoty znacky | Vysledna hodnota znacky

Alu-inox, spol. s . o. Metoda licen¢ni analogie

86.420 K¢

DK OPEN, spol.sr.o. Metoda licencni analogie

29.734.500 K¢

JH GROUP, spol. sr.o. Metoda licen¢ni analogie

12.013.560 K¢

TABULKA 2: VYSLEDNE OCENENI ZNACEK Z PRIPADOVYCH STUDII. ZDROJ: VLASTNI ZPRACOVANI

Manuadl strategického fizeni znacky pro SME Manudl naznacuje postup, kte-
ry by mél byt postupné naplnén pro stanoveni hodnoty znacky. SME by si mély v prv-
nim kroku zaregistrovat svoji znadku u Ufadu pritmyslového vlastnictvi. K registraci
je tfeba: ndzev obchodni firmy a sidlo, navrh grafického vyobrazeni ¢i znéni prihla-
Sovaného ochranného oznaceni a seznam konkrétnich vyrobki a sluzeb ptihlasova-
nych k ochrané véetné uvedeni tfid. Nasledné musi SME uhradit spravni poplatek,
a to do jednoho mésice od podani prihlasky. Zapis individudlni ochranné znamky do
ti{ t¥id vyrobki nebo sluZeb stoji 5.000 K¢, zdpis kolektivni ochranné zndmky do t¥{
tiid vyrobkd nebo sluZzeb stoji 10.000 K¢ a kazda dalsi t¥ida vyrobkt nebo sluzeb nad
tii tfidy stoji 500 K¢. Platnost registrované ochranné zndmXky je 10 let ode dne podani
prihlasky, platnost 1ze i opakované prodlouzit, a to vzdy na dalsich 10 let. O prodlou-
Zeni platnostilze pozddat nejdfive 12 mésict pfed koncem platnosti ochranné zndm-
ky. U Ufadu priimyslového vlastnictvi 1ze podat i mezindrodn{ pfihlasku k ochranné
znamece (Ufad priimyslového vlastnictvi 2012).

Po provedeni registrace ochranné zndmky u Ufadu préimyslového vlastnictvije t¥e-
ba nastavit kroky k efektivnimu fizeni hodnoty znacky: vytvoreni pravidel hodnoty znac-
ky, reporty o hodnoté znacky a definovani zodpovédnosti za budovani hodnoty znacky.

1) Vytvoreni pravidel hodnoty znacky Pravidla hodnoty znacky je tfeba ka-
zdy rok aktualizovat, aby firma méla prehled o pfilezitostech nebo potencidlnich
hrozbach. Zaroven je tfeba navrhnout vhodné marketingové programy pro podpo-
ru znacky. V pravidlech hodnoty znacky by mély byt i popsdny vSéechny znacky firmy
vcetné jejich marketingové podpory. DtileZitou soucast{ je i stanoveni soucasné hod-
noty znacky vcetné jejitho zddouciho stavu do budoucna (napt. podnik v budoucnu
uvazuje o ndkupu licence). V tabulce ¢. 3 a 4 jsou popsany metody pouzivané pro sta-
noveni hodnoty znacky (vynosovy pristup - metoda licen¢ni analogie, ndkladovy pfi-
stup) véetné podrobného nidvodu pro stanoveni vypoc¢tu hodnoty znacky.

Slozky Popis Doporuéeni

Rozsah Na zdkladé historickych Gdaji stano- | Pokud mame historickd data alespori za 6
vyroby vime vyvoj trZzeb spadajici pod dané | hospodéFskych obdobi zpétnég, tak vyuZijeme
(RV) znackové oznaceni do budoucna. pro progndzu budouciho vyvoje trzeb funkci

Pokud historické ddaje k dispozi-
ci nemame, jedna se o nové znackové
oznaceni a pouZijeme nakladovy p¥i-
stup pro ocenéni.

JLintrend”, ktera je dostupna v Excelu. Pokud
mame méné historickych ddajd, pouzijeme
pro stanoveni budoucich trzeb aritmeticky
primér upraveny napf. o predpokladané tem-
po ristu trzeb v ndsledujicich letech, které
muiZe souviset napf. s planovanou vyssi pro-
pagaci znackového oznaceni, rozsifenim vy-
roby apod.

37



Pocet let Poslednim krokem je stanoveni doby | 10 let - doba, na kterou se oceriovdni ochran-
(PL) uzivani ocefiovaného ochranného né znamky obvykle stanovuje.
oznaceni. N .

15 - 20 let - maximdlni doba, na kterou je
mozné ocenéni provést (vSeobecné zndma
ochranné oznadenf)
5let - doba, kterd je vhodnd pro nové zavede-
né ochranné zndmky

Rocniocené- | Pro kazdy ocenovany rok (PL) stano- | Celkové ocenéni ochranné zndmky provede-

ninehmotné- | vime hodnotu ocenéni ochranného me sectenim jednotlivych ro¢nich ocenéni

ho majetku | oznacenfi podle vzorce: nehmotného majetku.

(HV) HV = RV*LP*KZ*KK*PM

TABULKA 3: METODA LICENCNT ANALOGIE (VYNOSOVY PRISTUP). ZDROJ: VLASTNI ZPRACOVANI
Popis Pfiklady nakladi

Nékladovy pfistup pro stanoveni hodnoty znacky Ize
vyuZit pouze pro nova znackova oznaceni nebo pro
znacky, které existuji na trhu pouze kratkou dobu.
Postup vypoctu je jednoduchy, protoZe se pouze
seCtou naklady, které bylo nutno vynalozit na vznik
této znacky (viz sloupec ,P¥iklady naklad("). Tento
pFistup neniv praxi p¥ilis vyuZivan, protoZe v prvnim
roce, kdy znacka vznikla, vétsinou nenfi potfeba jejiho
ocenéni. V nasledujicich letech je tfeba vyuzit jiz vy-
nosovy pfistup konkrétné metodu licencni analogie.

Poplatek autorovi ochranné znamky (jeji gra-
ficky navrh).

Spréavni poplatky za zapis ochranné znamky
do registru na UFadu préimyslového vlastnictvi.

Néklady na patentového zastupce.
Poplatky za pravni sluzby.

Néklady na reklamu a propagaci daného
ochranného oznaceni.

2) Reporty o hodnoté znacky

TABULKA 4: NAKLADOVY PRISTUP. ZDROJ: VLASTNI ZPRACOVANI

Maly a stfedné velky podnik by si mél nastavit pra-

Licenéni Pro spravné a objektivni ohodnoce- 0,5 % (nova firma, ktera na trhu existuje 1-2
poplatek ni nehmotného majetku je nezbytné | roky)
(LpP) stanovit odivodnitelnou a pfimére- o 0 oy [ —
R 1% (prdmérné zavedené ochranné znamky,
nou sazbu licenéniho poplatku v pro- P R o oo
P i oo g netykajici se zvlastnich oborl podnikanf)
centech, kterd je obvyklad v urcitém
primyslovém oboru na skute¢ném 2 -4 % (zavedena ochranna zndmka)
trhu s nehmotnymi statky. . . .
- yrmi stariy 5-10 % (vSeobecné zndmd ochrannd znamka)
PFi stanovenilicenéniho poplatku
je tfeba vzit v tvahu ekonomické para-
metry podniku (trzby, ziskovost), délku
uzivanilicence, konkurenceschopnost
a odlisnost dané firmy od ostatnich
konkurent( na trhu. Pro snazsi orien-
taci jsou uvedeny doporucené vyse LP
v doporuceni.
Koeficient U novych znacek Ize pfedpoklddat 0 % (znacky na vrcholu ve své Zivotni fazi
zhodnoceni | jejich rist, ale u dlouhodobé zave- nebo relativné nové znacky, které doposud
(Kz) denych znacek je tfeba vychazetiz nejsou mezi spotfebiteli zndmy a nejsou ani
toho, Ze zde Zadné dalsi zhodnoce- podporeny reklamou)
ni nenastavd, protoze znacka je na o . . . oy
< o PP 1% (nova ochranna oznadenf, kterd jiz jsou za-
svém vrcholu v Zivotni fazi. . S e .
o ‘- . vedena v myslich spotfebitell a u obchodnich
U znacek, které jsou podpore- o
- . partner()
ny reklamou a jejich prodeje prud-
ce stoupaji, Ize pfedpokladat strmy 2 -4 % (zavedena ochrannd oznacenf, podpo-
rdst prodejl a je zde vhodné koefi- rovana reklamou)
cient zhodnoceni zakomponovat. Je . . . ..
. e x ye pv. o 5% (vieobecné zndmé ochranné zndmky, kte-
tfeba peclivé zvézit, zda pFi ocerio- .. o .
L. . .. - ré jsou podporeny silnou reklamou a doposud
vani ochranného oznacenf koefici- . b PO
. P nejsou na vrcholu ve své Zivotni fazi)
ent zhodnoceni do vypoctu zahrnout
nebo ho zcela vypustit.
Pro snazsi orientaci jsou uvede-
ny vhodné vyse koeficientu zhodno-
ceni v doporuceni.
Koeficient | Vy3e koeficientu kapitalizace je sta- | 12 % (pro oceriovani majetkovych prév)
kapitalizace | novena vyhldskou Ministerstva finan- | Koeficient kapitalizace se nasledné vypoc-
(KK) ci ¢.540/2002 Sb. te s vyuZitim ndsledujiciho vztahu, kde za ,d”
bude dosazeno 0,12 a za ,t" pocet let.
KK = KK = -
(1+D)*
Podil Souvisi s rozsahem vyroby, resp. se P¥iklady: Firma vlastni pouze jedno znacko-
majetku stanovovanim trZeb. VZdy musime vé oznaceni, pod kterym vyrabi veskerou svo-
(PM) vzit pouze tu ¢ast trzeb (podil), kte- | ji produkci - podil majetku bude 1,0.
ra pfipada na ocenované ochranné V pfipadé, Ze firma vlastni 2 ochranna
oznaceni. Z takto stanovenych trZzeb | oznaceni musime urcit pouze tu ¢ast trzeb,
budeme nasledné stanovovat i pro- ktera spadd pod ocefiované ochranné ozna-
gndzované trzby na nasledujici roky. | ¢eni. MiZe se napt. jednat o podil 0,6 na cel-
kovych trzbach.

MlZeme se setkatis firmou, kterd bude
mit napt. 20 ochrannych oznaceni. Zde by
bylo stanoveni trzeb narocnéjsi, ale je tfeba
vénovat tomuto kroku Fadnou pozornost, aby
nedoslo k nelogickym zkreslenim oceriované-
ho ochranného oznaceni.
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videlny interval reportingu, resp. zprdv o hodnoté znacky, a to dle potfeb firmy napf.
meésic, kvartdl nebo rok. V reportu by mélo byt provedeno vyhodnoceni i¢innosti mar-
ketingovych programi na podporu znacky s dopadem do jeji hodnoty. Report o hodnoté
znacky slouzi managementu spole¢nosti jako zpé€tnd vazba o efektivité nastavenych mar-
ketingovych programt. Na zdkladé reportu by méla byt provedena revize na dalsi obdobi.

3) Definovani zodpovédnosti za budovani hodnoty znacky Stanoveni odpo-
védné osoby, kdo bude ve firmé zodpovidat za audit znacky a vytvareni reportt o vy-

voji hodnoty znacky.

Zaveér

Uvedeny manudl sumarizoval postupy dvou nejcastéji vyuzivanych pri-
stupt pro ocenéni hodnoty znacky jako nehmotného majetku firmy - vynosovy a na-
kladovy pristup. Sprdvné budovani a fizeni hodnoty znacky v prtibéhu ¢asu muize
firmé zajistit stabilnéjsi misto na trhu, které tolik neohrozi konkurenc¢ni snahy
o prebrani zdkaznikt. Zdkaznici, ktefi jsou dané znacce loajilni, jsou méné ovlivni-

cu
1

telni marketingovymi akcemi konkurence. Pfeci jen ,kvalitni” znacka buduje zaro-

ven i image koncového zdkaznika, ktery se s ni ztotoznuje.
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PRIESKUM VYBRANYCH
ASPEKTOV MARKETINGU

VO FUNKCNYCH MESTSKYCH
REGIONOCH SLOVENSKA

Cielom prispevku je prezentovat vysledky vyskumu, zameraného

na marketingovi komunikaciu funkénych mestskych regiénov.

Vjeho tivode je vysvetleny pojem funkénych mestskych regiénov

a opisané strucné charakteristiky regiénov, ktoré boli predmetom
vyskumu, vykonaného dotaznikovym prieskumom. Do prieskumu sa zapojilo
Styridsatpét obci. V prispevku uvddzame vysledky spracovania
ainterpretdaciu zisteni vybranych aspektov marketingovej komunikacie,
zahfnajicich marketingové posolstvo, slogan, cielové skupiny, prednosti,
marketingové nastroje a spolupracu. V siilade so zameranim tohto ¢asopisu,
prispevok prindsa "marketingové inSpiracie" pre praktickd aplikaciu
marketingu v oblasti miestneho a regionalneho rozvoja.

Uvod
strednictvom marketingovych aktivit spdja individudlne zdujmy aktérov tdzemia

Marketing tizemnej jednotky mozno povazovat za funkciu, ktord pro-

s rozvojovymi zdmermi izemia. Marketing plni koordinac¢nid funkciu a zjednocuje
Casto protichodné zaujmy cielovych skupin predovsetkym obc¢anov, podnikatelskych
subjektov, navstevnikov a zamestnancov posobiacich na danom tizemi. Ulohou mar-
ketingu tizemia je identifikovat potreby cielovych skupin a spristupnit im ponuku
produktov v zaujme uspokojenia ich individudlnych predstdv a to tak, aby bol podpo-
reny rozvoj iizemia (Olsavsky 2014, s. 45).

Predstava o regiondlnej diferencidcii obyvatelstva, sidelného systému a eko-
nomickych aktivit sa v geografickej literatiire najcastejsie vytvara na zdklade jed-
notiek izemnospravnej organizicie tizemi. Pocetné empirické Stidie publikované
na Slovensku i v zahranici vSak presvedc¢ivo dokazuji, Ze tizemné jednotky vytvo-
rené pre potreby verejnej spravy "automaticky" nepredstavuji vhodny regionalny
ramec, pretoze ¢asto nekoresponduju s geografickym vymedzenim regiénu. V geo-
grafickej literatire vykrystalizoval nazor, Ze idedlny regiondlny systém na stidium
procesov rastu a redistribticie obyvatelstva, migra¢nej mobility a regiondlnych di-
menzii sidelnych systémov tvoria Specifické regiondlne jednotky, nazyvané funkcéné
mestské regiony, ktoré st definované prostrednictvom vnittroregiondlnych vizieb
vyplyvajicich z denného cyklu zZivota obyvatelov regiénu (Bezdk 1990, s. 57-73). Funk¢-
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né mestské regiony sa empiricky vymedzuji na zdklade intenzivnych dennych tokov
za pracou medzijadrom regiénu a jeho zdzemim. Na Slovensku sa s vyuzitim ddajov
o0 dochadzke do zamestnania zo s¢itani obyvatelstva v rokoch 1980 a 1991 identifiko-
valo niekolko systémov funkénych mestskych regiénov, ktoré si vnitorne koherent-
né a navonok (relativne) uzavreté vzhladom na denny pohyb za pracou. Konkrétna
aplikacia kritérii pre urcenie tizemia je uvedena v publikacii Spolupraca obci v mest-
skom regiéne (NizZnansky a Rucinska 2015a, s. 7). V pripade prezentovaného vysku-
mu bolo vykonané skiimanie vybranych aspektov marketingu na Castiach tzemi
administrativnych okresov, ktoré predstavuji prirodzené spadové tizemia a majui
prirodzené spolocné potreby a zdujmy aj v oblasti marketingu - ¢o v8ak nevylucuje
"prirodzentd" vnutornu konkurenciu obci patriacich do regiénu, ktora bola tieZ pred-
metom zistovania.

Charakteristiky vzorky regionov

V prieskume boli zozbierané a analyzované
tdaje styroch funkénych mestskych regiénov:
| Uzemie okolo regiondlneho centra, geograficky leziace na zdpadnom Sloven-
sku, sidla samospravneho kraja a obci tvoriacich funkénd mestskid oblast.
Uzemie m4 urbanny, priemyselno-polnohospodarsky charakter, s kontinu-
dlne vysokou dynamikou hospodarskeho rozvoja po roku 2000, najma v od-
vetviach priemyselnej vyroby a stavebnictva. V prispevku pren pouzivame
oznacenie R1, v tabulkach R1-ZS.
| Gzemie okolo regiondlneho centra, geograficky lokalizované na zédpadnom
Slovensku, sidla samospravneho kraja a obci tvoriacich funként mestsku ob-
last. Uzemie patri medzi ekonomicky vyspelé oblasti Slovenska s mnohood-
vetvovou priemyselnou zdkladniou. Funkénd mestd oblast tispeSne rozvija
oblast cestovného ruchu a volno-¢asovych aktivit. V prispevku pren pouziva-
me oznacenie R2, v tabulkiach R2-ZS.

Spadové tzemie lokdlneho centra, leziace na vychodnom Slovensku, sidla
okresu v blizkosti regiondlneho centra a obci administrativne patriacich do
okresu a z4roven predstavujiicu funkénd mestski oblast. Uzemie m4 horsky
charakter, vysoky podiel lesov (nad 70%) a stagnujtici priemysel. M4 potencial
pre rozvoj turizmu, ale dopravnud infrastruktiru v nevyhovujicom stave.
V prispevku ho oznacujeme L1, resp. L1-VS.

Spéadové izemie lokalneho centra, kiipelného mesta, geograficky prislichaju-

ce k regionu Stredné Slovensko - sever, v blizkosti regiondlneho centra a obci
patriacich do okresu a zdrovefi tvoriacich funkénd mestski oblast. Uzemie
je horské, s vysokym podielom lesov (takmer 60%). M4 potencidl na rozvoj ce-
loro¢nej horskej turistiky, Sportov a volnocasovych aktivit. Regién ma do-
pravnu infrastruktiru v nevyhovujicom stave. V prispevku pren pouZivame
referen¢né oznacenie L2, v tabulkach L2-SS.

Vzorka funkénych mestskych regiénov obsahuje dve dvojice komparatorov: je mozné
porovnavat dvojicu susediacich regiondlnych centier na zdpadnom Slovensku a dvo-
jicu lokdlnych centier, leZiacich v lesnatom horskom prostredi. Dvojica regiénov L1

— L2 ma porovnatelné prirodné a klimatické podmienky, pocet obyvatelov, aviak roz-
dielne demografické charakteristiky. Dvojica R1 — R2 m4 porovnatelné demografické
charakteristiky a geomorfologicky je iba mierne rozdielna (nizina vs. pahorkatina).

Dotaznikovy prieskum Prieskum bol vykonany pomocou dotaznika ulo-
zeného v cloude, pristupnom respondentom v rezime on-line, s moznostou telefo-
nickej podpory zo strany spracovatela tdajov. V skimanych funkénych mestskych
regionoch bolo poloZenych sedemnast otdzok, na ktoré v zavislosti od otazky odpo-
vedalo 40 — 45 obci. Predmetom tohto prispevku je analyza odpovedi na devit ota-
zok z prieskumu, zameranych na slovné odpovede. Otazky zamerané na zistovanie
kvantitativnych ukazovatelov (napr. po¢ty podujati, navstevnikov webstranok, re-
gionu, prenocovani apod.) v tomto prispevku nie sd analyzované. Ich vyhodnotenie
bude vhodné az po zozbierani kvantitativne aj kvalitativne dostato¢nej tidajovej za-
kladne a ¢asovych radov, na zdklade ktorych by bolo mozné skimat kauzality a eva-
luovat prinosy a efekty marketingovej komunikacie. Zdrojmi tidajov si Komunélne
vyskumné a poradenské centrum, n.o., Piestany, (dalej uviddzané ako "KVPC, n.o.")
a vlastné spracovanie autorov. Udaje sa vztahuji k roku 2015.

Marketingové posolstvo

Na otdzku v zneni "Na com sa stavia marketingo-
vé posolstvo?" bolo mozné uviest viac odpovedi. V celej vzorke boli najcastejsie uva-
dzanymi odpovedami "priroda, kvalita Zivotného prostredia” (48 % obci), "vyhodna
poloha" (35%), "obyvatelia - Zivotny §tyl" (20 %) a "kultirne, spolocenské a Sportové
vyzitie" (20%). Uvadzané odpovede reflektuji realie obcei. V regiéne R1 sa marketingo-
vé posolstvo orientuje na vyhodnt polohu a vhodni infrastruktidru na byvanie v sa-
telitnych obciach centra. Horsky region L1 stavia marketingové posolstvo na prirode
- subjektivne nepovazuje polohu za vyhodnd, i ked jej charakteristiky st porovnatel-
né s regiénom L2, ktory vnima polohu ako vyhodnu. Pri absencii prirody ako posol-
stva, regidon R1vysiela posolstvo o prijemnych obyvateloch a Zivotnom Style. Najnizsi
vyskyt spomedzi uvddzanych odpovedi sme zaznamenali v pripade "prileZzitosti na
podnikanie" - ako marketingové posolstvo sa vyskytovalo iba vjednom zo Styroch re-
giénov, L2. Marketingové posolstvo podnikatelom adresuje pribliZne jedna Stvrtina
respondujicich obcei z regidnu - takto reflektuju ciel pritiahnut podnikatelov do uz
existujuicich, ale nedostato¢ne naplnenych priemyselnych parkov. Percentudlne za-
stipenie odpovedi obci po regiénoch a v celej vzorke je v tabulke ¢. 1.

Marketingové posolstvo R1-ZS R2-ZS L1-SS L2-VS | Celdvzorka
priroda, kvalita Ziv. prostredia 8% 33% 73% 88% 48%
vyhodnd poloha 58% 22% 0% 63% 35%
obyvatelia, Zivotny Styl 2% 22% 9% 0% 20%
kult., spolocC. a Sport. vyZitie 25% 33% 18 % 0% 20%
zar. a sluzby na rekredciu, tur. ruch 8% 22% 18% 13% 15%
infrastruktdra na byvanie 25% 0% 0% 0% 8%
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pracovné prileZitosti 25% 0% 0% 0% 8%

hist. pamiatky, zaujimavosti 8% 1% 0% 13% 8%

prileZitosti na podnikanie 0% 0% 0% 25% 5%

TABULKA 1: MARKETINGOVE POSOLSTVO. ZDROJ: VLASTNE SPRACOVANIE PODLA: KVPC, N. 0. (2017)
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Marketingovy slogan

Respondenti odpovedali na otdzku v zneni "Ma obec
marketingovy slogan?" odpovedou Ano / Nie s uvedenim znenia sloganu. Slogan ma
v priemere iba priblizne jedna desatina obci. Najvyssi podiel (22 %) bol zisteny v regio-
ne R1; ziadna obec nemala slogan v regiéne L2. Znenie sloganov povazujeme bud sa
prili§ vSeobecné, alebo za adresované skor miestnym obyvatelom nez vhodné na mar-
keting obce, napr.: "Ndzov mesta - NaSe mesto" alebo "Obyvatelia obce - na kope!".
Samotné regidény v Case prieskumu neuvdadzali existenciu sloganu regiénu - povazu-

jeme za velmi vhodné, aby marketingovo efektivne slogany pre regiény prijali.

Konkurencia obci/regiéonov Respondenti odpovedali na otdzku v zneni "M4a
obec konkurenciu?" odpovedou Ano / Nie s pomenovanim vnimanej konkurencie.
Konkurenciu vnima v priemere priblizne jedna Stvrtina obcfi celej vzorky (23 %). Me-
dzi hodnotami regidénov boli zistené znac¢né rozdiely. V regiéone L2 vnimaji, podla
nasho nazoru objektivne v stilade s realitou, konkurenciu az dve tretiny obci - ako
konkurenciu uvadzaji susedny regién a obce vo vlastnom regiéne. V prosperujiicom
regione R1uviedla blizsie neSpecifikovand konkurenciu iba jedna obec. Zaujimavym
zistenim je, Ze aj ked obce v regiénoch, okrem regiénu L1, neuvadzajd ostatné obce
ako konkurenciu, miera ich spoluprace je velmi nizka (tabulka ¢. 7). Obcami uva-
dzanud konkurenciu povazujeme za vyrazne nizsiu ako skuto¢nti. Redlnejsi obraz
o konkurencii obci by bolo mozné odvodit napr. z analyzy programov hospodérske-
ho a socidlneho rozvoja obci. Prehlad vysledkov zistovania je uvedeny v tabulke ¢. 2.

Cielové skupiny marketingovej komunikacie

Cielové skupiny marketingo-
vej komunikacie boli zistované pomocou otdazky: "Na koho sa marketingova komu-
nikacia obracia?", na ktord bolo mozné uviest viac odpovedi. Klasifikaciu cielovych
skupin marketingu tizemnej jednotky uvadza napriklad Olsavsky (2014, s. 47). Najdo-
lezitejSou cielovou skupinou marketingovej komunikacie pre obce st ich obyvatelia.
Uviedli ich v8etky obce urbdnnych regiénov R1 a R2 (100% obc{), v horskom regiéne
L1to bolo 83% obci. V celej vzorke oznacilo vlastnych obyvatelov za primarnu cielovid
marketingovi skupinu takmer 90% obci. Nav§tevnikov povazuje v celej vzorke za do-
lezit1 cielovid skupinu pribliZne polovica obcei (51%). Najviac je to v horskom regiéne
L2, (88 %), najmenej v priemyselno - polnohospoddrskom regiéne R1, kde navstevni-
kov ako cielovid skupinu oznacilo len 15 % obci. Podnikatelia sd cielovou skupinou vo
dvoch tretinach obci regiénu R2, v regiéne R1 s velkymi priemyselnymi komplexmi
vSak iba priblizne v kaZdej Stvrtej obci. V celej vzorke je marketingova komunikacia
zamerand na podnikatelov priblizne v jednej tretine obci. Obce nemaji dostatoc-
ne zostladené cielové skupiny marketingovej komunikacie s marketingovym pred-
nostami. Nesilad vidno napr. v regione L1, ktorého centrom sd vyznamné kipele.

Prirodu ako posolstvo, aj prednost v regiéne L1 komunikuje priblizne 90 % obci, ale
navstevnikov ako cielovd skupinu vnima iba 58 % obci. Prirodu ako prilezitost pre
podnikatelov v iom komunikuje iba 34 % obci. V tabulke ¢. 2 je uvedeny prehlad vy-
sledkov zistovania pre otdzky: marketingovy slogan, konkurencia a cielové skupiny
marketingovej komunikéacie.

Region Slogan Konkurencia Cielové skupiny
navstevnici obyvatelia podnikatelia

R1-ZS 14% 7% 15% 100% 23%

R2-ZS 22% 22% 63% 100% 63%

L1-SS 7% 7% 58% 83% 25%

L2-VS 0% 63% 88% 63% 38%

Celd vzorka 10% 23% 51% 88% 34%

TABULKA 2: MARKETINGOVY SLOGAN, KONKURENCIA A CIELOVE SKUPINY KOMUNIKACIE

ZDROJ: VLASTNE SPRACOVANIE PODLA: KVPC, N. 0. (2017)

V oblas-
ti marketingovej stratégie respondenti odpovedali na otdzku "Uvedte prednost, na

Prednost, na ktorej obec stavia svoju marketingova stratégiu

ktorej obec stavia svoju marketingovi stratégiu”. Uviest bolo moZné viac odpovedi.
V celej vzorke priblizne dve tretiny obcei stavaju marketingovi stratégiu na prirode,
ktora ich obklopuje. Najviac, nad 90% obci, stavia marketingovi stratégiu na priro-
de v horskych regiénoch L1 a L2, vindustridlno - polnohospodirskom regiéne R1 na-
opak, Ziadna obec. V skiimanych regiénoch obce marketingovi najcastejsie stavaju
okrem prirody na zariadeniach a sluZbach (40%), polohe voci centru regiénu (33%),
na pamiatkach (24%) a na podujatiach, ktoré organizuji (20%). Marketingové straté-
gie obci na jednej strane zohladnujd realitu (priroda, poloha obce, pamiatky) - na
druhej strane vSak odpovede vypovedajui o niZsej marketingovej aktivite obci: v troch
regionoch zo Styroch iba priblizne jedna desatina obci stavia marketingovu straté-
giu na podujatiach (na ich organizacii sa vSak okrem obci podielaji aj iné subjekty).
Uvadzané prednosti st v obciach adekvatne premietnuté do marketingového posol-
stva v troch z piatich najcastejSie uvadzanych prednosti ("priroda”, "poloha" a "pod-
ujatia"). Prednosti "zariadenia a sluzby" a "pamiatky" sa v posolstvidch obci uvddzajd
vo vyrazne nizsej miere. Korelacny koeficient je 0,768. Vykonany prieskum nebol za-
merany na spolo¢nid marketingovd stratégiu regionov, avsak jeho vysledky mo6zu pri
vypracovani integrovanych stratégii poslizit ako zdroj tdajov. Prehlad zistenych
marketingovych prednosti je uvedeny v tabulke ¢. 3, porovnanie s vyskytom v mar-
ketingovom posolstve je uvedené v stipci "Posolstvo".

Prednost R1-ZS R2-ZS L1-SS L2-VS Cela vzorka Posolstvo
priroda 0% 78% 92% 91% 65% 48%
zariadenia a sluzby 36% 67% 7% 45% 40% 15%

45



poloha 55% 22% 0% 55% 33% 35%
pamiatky 9% 33% 7% 36% 23% 8%
podujatia 9% 56% 8% 9% 19% 20%
kvalita Zivota 0% 22% 0% 0% 5% -
lokdlne produkty 0% 22% 0% 0% 5% -
pristup k ndavstevnikom 0% 22% 0% 0% 5% -

TABULKA 3: PREDNOST, NA KTOREJ STAVIA OBEC MARKETINGOVU STRATEGIU.

ZDROJ: VLASTNE SPRACOVANIE PODLA: KVPC, N. 0. (2017)

Vyuzivané marketingové ndstroje Preferované marketingové néstroje boli

U

zistované otdzkou v zneni "Aké marketingové nastroje sa vyuzivajui v obci?". Pripust-
nych bolo viac odpovedi. Najviac vyuzivanym marketingovym ndstrojom je webova
stranka obce. Vyuzivalo ju nad 90% obci, pricom v regiénoch R1 a R2 to boli vSetky
obce. Najnizsi podiel obci s webovou strankou bol v horskom regiéne L1 - ako zd6vod-
nenie obce uvadzali nevyhovujice alebo neexistujice internetové pripojenie obce.
K dalsim najviac vyuZivanym marketingovym ndstrojom patria prospekty a letaky
(priblizne v 60% obci) a propagac¢né predmety (priblizne v polovici obci). Kulttirne,
spolocenské a Sportové podujatia povazuje za vyznamny marketingovy néastroj pri-
blizne 40% obci. Velky rozdiel vo vihimani vyuzivania podujati ako marketingového
néstroja je vsak medzi horskymi regionmi L1 (8%) a L2 (100%). Prekvapivo nizke bolo
vyuzivanie socidlnych sieti ako marketingovych néstrojov - uviedol ich iba regién
R2.V Case spracovanie tohto prispevku (februdr 2017) bolo vykonané vlastné zistova-
nie vyuzivania socidlnych sieti v regiéone R1. V priebehu pribliZne dvoch rokov zacala
vyuzivat socidlne siete pribliZne polovica obci a pri zapocitani neoficidlnych profi-
lov, ktoré vSak prispievaji k marketingu obci, dosahuje vyuzivanie socidlnych sieti az
priblizne 75% obci regionu R1. Sumarizacia odpovedi z prieskumu vyuzivania marke-
tingovych nastrojov je uvedena v tabulke ¢. 4.

govych néstrojov je najpodstatnejsi z hladiska tispechu?". Uviest bolo mozZné viac
odpovedi. V ramci celej vzorky boli ako najdolezitejSie ndstroje marketingu obci vni-
mané webové stranky (60% obci) a "publikacie, prospekty a letdky" (pribliZne v polo-
vici obci). Oba nastroje boli zaroven najrovnomernejsie vhimané vo v8etkych styroch
regiéonoch. "Podujatia” a "informacné tabule" vnimaji ako déleZité nastroje tispes-
ného marketingu zhodne priblizne v jednej Stvrtine obci. V péatici najdolezitejsich
nastrojov z hladiska tispesnosti obce uvadzali eSte propagacné darcekové predmety.
Uvadzana dolezitost nastrojov "podujatia”, "informacné tabule" a "propagacné pred-
mety" bola medzi regiénmi velmi rozdielna. Prehlad vnimanej déleZitosti marketin-
govych néstrojov je uvedeny v tabulke ¢. 5.

Marketingovy nastroj R1-ZS R2-ZS L1-SS L2-VS Cela vzorka
44% 67% 70% 60% 60%
publikacie, prospekty 44% 67% 50% 50% 51%
podujatia 22% 67% 10% 20% 26%
informacné tabule 22% 0% 0% 50% 24%
propagacné predmety 1% 17% 10% 30% 17%

TABULKA 5: DOLEZITOST MARKETINGOVYCH NASTROJOV Z HLADISKA USPECHU.
ZDROJ: VLASTNE SPRACOVANIE PODLA: KVPC, N. 0. (2017)

Poradie

Marketingové ndstroje z hladiska vynakladanych prostriedkov
marketingovych néastrojov z hladiska vynakladanych prostriedkov bolo zistované
pomocou otdzky "Ktory z nastrojov je najpodstatnejsi z hladiska vynalozenych pro-
striedkov?". Uviest bolo mozZné viac odpovedi. Uvddzané percentudlne podiely vyjad-
rujui hodnotenie nakladovosti v odpovediach respondentov, nie podiel na vydavkoch
obci. V celej vzorke boli ako ndkladovo najvyznamnejsie ndstroje marketingu obci
uvadzané webové stranky (73% obci) priblizne v porovnatelnom pomernom zasttiipe-
nivo vSetkych §tyroch regiénoch, nasledované nastrojmi "publikacie, prospekty a le-
taky", "podujatia” a "propagac¢né predmety", uvddzanymi priblizne v jednej tretine
obci. Vynakladanie prostriedkov na rézne marketingové néstroje bolo najvyrovna-
nejsie v regione R2, naopak v susediacom a porovnatelnom regiéne R1 bola najvy-
raznej$ie dominancia jedného néstroja (web, 82%). Prehlad poradia marketingovych
néstrojov z hladiska vynakladanych prostriedkov je uvedeny v tabulke ¢. 6.

Marketingovy nastroj R1-ZS R2-ZS L1-SS L2-VS Celd vzorka
web 100% 100% 83% 92% 93%
prospekty, letdky 62% 75% 42% 50% 56%
propagacné predmety 15% 63% 58% 67% 49%
podujatia 31% 38% 8% 100% 44%
informacné tabule 31% 50% 0% 50% 31%
miestna tla¢ /rozhlas 46% 38% 0% 42% 31%

vided, multimédia 0% 13% 8% 0% 4%

socidlne siete 0% 13% 0% 0% 2%

TABULKA 4: VYUZIVANE MARKETINGOVE NASTROJE. ZDROJ: VLASTNE SPRACOVANIE PODLA: KVPC, N. 0. (2017)
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DélezZitost marketingovych nastrojov z hladiska tdspechu Vnimany vyz-

nam marketingovych nastrojov bol zistovany pomocou otdzky "Ktory z marketin-

Marketingovy nastroj R1-ZS R2-ZS L1-SS L2-VS Cela vzorka
web 82% 67% 73% 70% 73%
publikacie, prospekty 18% 56% 36% 40% 37%
podujatia 36% 56% 18% 20% 32%
propagacné predmety 9% 33% 36% 40% 29%

TABULKA 6: MARKETINGOVE NASTROJE Z HLADISKA VYNAKLADANYCH PROSTRIEDKOV

ZDROJ: VLASTNE SPRACOVANIE PODLA: KVPC, N. 0. (2017)

47



Oblasti spoluprace obce pri marketingovej komunikacii Spolupraca obci je
jednym z kritickych faktorov uspesnosti funkénych mestskych regiénov a mala by
sa stat jednou z priorit miestnej politiky (NiZziiansky 2017, s. 6-9) . Oblasti spolupra-
ce obci pri marketingovej komunikacii boli zistované pomocou otdzky "V akej oblas-
ti spolupracuje obec s inymi obcami pri marketingovej komunikacii?". Uviest bolo
mozné viac odpovedi. Ako dominantni oblast medziobecnej spoluprace vo vSetkych
regiénoch obce uvadzali podujatia, rovnako to bolo v celej vzorke (76%). Obce v regié-
noch R1a R2 uvadzali medzi oblastami spoluprace eSte propagaciu a zdruZenia obci.
V horskom regiéne L2 obce spolupracujti iba v oblasti podujati (100% obci). Uvddzand
mieru spoluprace, okrem oblasti "podujati”, hodnotime vo vSetkych regiénoch ako
velmi nizku. Miera spoluprédce obci sa v horskych regiénoch L1 a L2 bliZi k nule. Ne-
uspokojivy stav podc¢iarkuje aj maly pocet uvedenych oblasti spoluprace. Prehlad ob-
lasti spoluprace obci pri marketingovej komunikacii je uvedeny v tabulke ¢. 7.

Oblast spoluprace R1-ZS R2-ZS L1-SS L2-vS Celd vzorka
podujatia 88% 67% 64% 100% 76%
propagacia 63% 33% 9% 0% 26%
zdruZenie obcfi 25% 33% 18% 0% 21%

TABULKA 7: OBLASTI SPOLUPRACE PRI MARKETINGOVEJ KOMUNIKACII

ZDROJ: VLASTNE SPRACOVANIE PODLA: KVPC, N. 0. (2017)
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KriZové porovnanie odpovedi k marketingovym ndstrojom a komunikacii
Cielom analyzy zavislosti bolo zistenie stiladu odpovedi k marketingovym néastro-
jom. Do analyzy boli vybrané obce, ktoré odpovedali asponl na dve z troch otdzok:
"Vyuzivané marketingové néstroje", "Dolezitost marketingovych ndstrojov z hladis-
ka dspechu" a "Marketingové nédstroje z hladiska vynakladanych prostriedkov". Upl-
né trojice odpovedi pre nastroj "web" uviedlo 80% a pre nastroj "prospekty" 50% obci.
Pri nédstrojoch "propagacné predmety" a "podujatia” uviedla iplné odpovede menej
ako polovica obci a ziskané odpovede neboli vhodné na analyzu zavislosti. Okrem na-
stroja "web", pri ktorom korelujui "vyuzitie" a "ndklady", odpovede vo vzorke korelu-
ja slabo alebo nekoreluji. Zistenia vypovedaji podla ndasho ndzoru o tom, Ze pristup
k ndstrojom marketingovej komunikacie nie je v celej vzorke, a ani v jednom regio-
nov, vyvazeny v trojuholniku: "vyuzitie - tiispech - ndklady". Na druhej strane, v pri-
pade nastrojov "web", "prospekty"” a "podujatia” bola v celej vzorke identifikovana iba
jedna obec, v ktorej vynakladali najviac prostriedkov na nastroj marketingovej ko-
munikdacie, ale zaroven tento nastroj neuvadzali ani ako vyuzivany, ani ako dolezity
z hladiska dspechu. Uvedeny nestlad bol v pripade nastroja "propaga¢né predmety"
identifikovany pribliZne v jednej patine obci. Zistenie interpretujeme tak, Ze obce vy-
nakladajud relativne viac prostriedkov na propagac¢né predmety, ale zaroven ich ne-
povazuju za najddlezitejSie z hladiska dspechu a /alebo za najvyuzivanejsi néstroj.
Vysvetlenim moze byt tradicia v prezentacii obce takymto spésobom alebo snaha na-
plnit ocakavania cielovej skupiny (ndvstevnici, obyvatelia). Celkovo v§ak nejde o vy-
znamnej$ie ndkladové polozky z rozpoctov obci.

Zaver

Prezentované vysledky a poznatky z vykonaného prieskumu preukazali
nielen uzitocnost, ale aj potrebu vyuzivania empirickych zistovani v praxi marketin-
govej komunikacie, osobitne v oblasti miestneho a regiondlneho rozvoja. KedZe podla
uznavanych modelov a metodik predstavuje vyskum zvycajne tivodni fazu proce-
su marketingovej komunikacie, je prispevok zdrovenl podnetom na aplikaciu dalsich
krokov: akcia - komunikacia - evaludcia (Foret 2014, s. 7-14). Verime, Ze prispevok za-
ujme nielen marketingovych Specialistov, ale bude inspiraciou pre aktérov v oblasti
marketingu v obciach a zdruZeniach obcf{, ktori ¢asto nie st marketingovymi §pecia-
listami, na vykonanie vlastnych prieskumov. Zistenia z prieskumov moézu regiény
a jednotlivé obce vyuzit na aktualizaciu stratégii rozvoja tizemi a v oblasti marke-
tingovej komunikécie. Problematike funkénych mestskych regiénov, vratane tvorby
ich stratégii a analyz marketingovych aspektov sa v Slovenskej republike systema-
ticky venuje Komundalne vyskumné a poradenské centrum, n.o., PieStany, v ramci dl-
hodobého projektu Unie miest Slovenska: ,Mestské regiény”. Vystupy z projektu st
pristupné aj na webovych strankach centra (KVPC, n. o. 2017).

Poznamky | Notes Pouzita skratka, KVPC, n. 0., uvddzanad v zdrojoch znamena Komundlne vyskumné a pora-

denské centrum, n. o., Piestany.
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Résumé Survey of selected marketing aspects in functional urban regions of Slovakia

The aim of this paper is to present the results of research aimed at marketing communications of the functional urban regions. At the
beginning, the term of the functional urban regions is defined and brief characteristics of the regions, which were the subject of re-
search conducted, is given. This paper summatizes the findings of selected aspects of marketing communications, including market-
ing message, slogan, target groups, priorities, instruments and cooperation. In line with the journal’s focus, this underlying paper pro-
vides "marketing inspirations" for practical applications of marketing in the area of the local and regional development. This paper is
devoted not only to marketing specialists, but serves also as an inspiration for actors in the field of municipality marketing and the
associations of these actors, who are often not specialists in the area of marketing to such extent in order to construct and perform
their own survey. The findings of the survey can be leveraged by the regions and individual municipalities in order to update their de-

velopment strategies, as well as in the areas of marketing communication.
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TEXT | PAVEL STRACH

ON MARKETING STICKINESS:

HOW TO MOTIVATE YOUR

CUSTOMERS WANT MORE

Customer loyalty and retention have been the pronounced ultimate goals of marke-
ting efforts at times, when salespeople were touring a country from one customer to
another and when customers had used to visit a store once or twice before they fi-
nally made up their mind and purchased a product. In the virtual world, customers
easily switch from one supplier to another. No more customers are bound through
a multitude of business and non-business relationships to their local store. In fact,
many local stores have turned into internet outlets and hunt for new physically dis-
persed clients. Customer loyalty has been now a different cattle of fish - no more are
marketers talking solely about straight or modified repurchase, positive references,
customer lifetime value, or share of the wallet.

Unlike in the domain of economics, where sticky wages have been discussed
for several decades, marketing stickiness has been a more recent buzzword and en-
tered the professional lexicon recently. Marketing efforts, campaigns, brands, prod-
uct and services dare to stick with their audiences like glue. Long after audience has
been exposed to the advertising, the core campaign message shall pop up on their
mind. Stickiness can refer to how long customers spend at a website, in a store, or are
engaged with a product. Marketing stickiness has become an established measure
for online communications. Website stickiness is reported as the amount of time in
a given period visitors spend at a site or network (e.g. number of minutes per month),
in terms of page visits or views (number of visits or page views per moth). For social
media or online gaming industry, stickiness is a ratio of daily active users to month-
ly active users.

If stickiness is a target for website providers, they may implement two rath-
er distinct tactics contingent on their overall aim. Websites may strive to minimize
the bounce rate by offering to users several pages to click around and maximizing
the number of pages people visit, i.e. engaging them with the website and its various
sub-pages. Such an approach can be commonly found with online stores which come
up with additional alternative, cross-sell or up-sell options. Alternatively, the aim of
some pages (such as search engines, news, blogs) is to keep viewers on the main page
for as long as possible and motivate them to come back often for updates.

For offline environments, the measures of stickiness are the metrics for cus-
tomer retention and loyalty, expanded by the data on regular store visits and the
length of customer interactions. Successful offline sticky marketing emphasizes the
need to meet clients where they are, to be personal in communication and leverage
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the current marketing efforts. Sticky marketing does not necessarily require new
things, resources or actions, it is the surprising return to non-offensive long-term
marketing efforts, relationship building and the focus on positive word-of-mouth.

Sticky marketing shall motivate customers to stay in touch for longer and shall
make an offering memorable. To be engaged it requires being approachable, genuine
and interactive. People stay engaged if their relationship with the provider seems be
honest, believable and bring mutual benefit. Sticky marketing is a beneficial group
hug.

Résumé 0 marketingové lepkavosti: Jak motivovat zakaznika chtit vic

Marketingova lepkavost (stickiness) i sticky marketing jsou relativnimi novymi pojmy marketingové teorie a praxe, kte-
ré vSak vychdzeji z pFistupl k udrzeni a loajalité zdkaznikd. Lepkavost je méfena pfedevsim délkou zdkaznické interakce
s podnikem, znackou ¢i obchodni nabidkou. Lepkavy marketing mad za cil stimulovat zajem zdkaznika, ktery se ndsledné
odrazi ve vétsi zapamatovatelnosti obchodni nabidky, silnéjsi vazbé k nabizejicimu a v ¢astéjSi motivaci se vratit za no-
vou nabidkou. Lepkavy marketing nenf jednorazovou akci, ale déletrvajicim dsilim o vytvareni silnéjSich vazeb v roztéka-

né online dobé.

Kontakt na autora | Address doc. Ing. Pavel Strach, Ph.D., Ph.D., SKODA AUTO Vysoka $kola o.p.s., Katedra

managementu a marketingu, Na Karmeli 1457, 293 01 Mlada Boleslav, Ceska republika, e-mail: pavel.strach@savs.cz
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ZAUJALO NAS | CAPTURED US

CESI A REKLAMA 2017

Ceskd marketingova spoleénost vydala tlac¢ovi informéaciu, ktord obsahuje vysled-
ky z pravidelného prieskumu zameraného na postoje Ceskej verejnosti k reklame.
Z metodiky prieskumu vyplyva, Ze cielovou skupinou bola vieobecnd populacia Ces-
kej republiky vo veku nad 15 rokov, metédou zberu ddajov bol CAPI Omnibus, dita
sa zbierali v ¢ase 12.1. — 24.1. 2017. Realizoval sa kvétovy vyber so stanovenim kvét
pohlavie, vek, vzdelanie, velkost miesta bydliska, regiéon. Vzorku tvorilo 1040 roz-
hovorov. Zadavatelom vyskumu bola Ceskd marketingova spole¢nost (CMS), Fakulta
podnikohospodafska Vysoké §koly ekonomické v Praze (FPH VSE), POPAI CE, Ceské
sdruZeni pro znackové vyrobky (CSZV) a ACRA-MK. Prieskum realizovala vyskumna
agenttira ppm factum research.

Autorka a zakladatelka vyzkumu Jitka Vysekalovd, prezidentka CMS k tomu
tika: ,Vyzkum navazuje na Setieni, které od roku 1993 provadéla agentura Marktest,
a.s. a ve kterém pokracuje v poslednich letech agentura ppm factum research. Do-
posud bylo realizovdano celkem 34 reprezentativnich vyzkumt, jejichz vysledky tvo-
1 ucelenou vyvojovou fadu a mapuji postoje Cechti k fenoménu reklamy z rtiznych
hld pohledu, jako napt. je jeji mnozstvi v jednotlivych médiich, ovlivnéni reklamou
pfi ndkupu i postoje ke kontroverznim témattim v reklamé jako alkohol, erotika ¢i
nabozenstvi”.

V letosnim roce se k zadavateltim tohoto unikdtniho Setfenf pf¥idala i FPH VSE,
David Riha, ktery je garantem vyzkumu za Katedru marketingu FHP VSE, zdtvod-
nuje toto rozhodnuti: ,Vyzkum povazujeme za velmi cenny a potiebny pravé pro po-
stizeni vyvojovych tendenci v této oblasti, ktera patti k Zivotu souc¢asného clovéka se
vSemi problémy, které sebou nese. Vysledky vyuZijeme pti vyuce i vlastni vyzkumné

éinnosti.”

Podivejme se na aktudlni vysledky Kde jsou lidé reklamou nejvice presy-

ceni? V porovndni medidlnich kanali nejvice obtéZuje respondenty reklama
v televizi, ddle pak na internetu a v podobé letdki do schranek. V poslednim roce vy-
kazuji rist pfesycenosti reklamou predevsim socidlni sité, internet, televize Prima
a ostatni TV kanadly. Nejvyssi ,poptavka” je naopak po reklamé v misté prodeje. Situa-
ce v poslednich letech nevykazuje vyznamné zmény trendd.

Daniel Jesensky, vice-prezident asociace POPAI CE k tomu 7ika: ,Aktudlni data
ukazuji, Ze v misté prodeje jsou zdkaznici reklamé mnohem otevienéjsi a tolik je ne-
rusi, coZz potvrzuje vysledky z dalsich Setfeni. Nejpopuldarnéjsi formou reklamy za-
st4vaji ochutnavky a prezentace produkti a to pfedevsim mezi Zenami. Cisla ¥ikaji,
Ze témér dvé pétiny populace by uvitaly vice ochutnavek a prezentaci vyrobkt piimo
v misté prodeje. A nejen to, reklama na misté prodeje také pomdaha poloviné dotaza-
nych pfi rozhodovani o koupi, jak vidime z dalsich vysledkt vyzkumu”.
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PRESYCENI REKLAMOU

REKLAMA V MISTE PRODEJE

televizni obrazovky na misté prodeje

propagacni rozhlas v obchodech

upoutdvky v regdlech a na pultech prodejen

nabidky vyrobk( na propagacnich stojanech/paletéach
ochutnavky/ prezentace na misté prodeje
NADLINKOVA REKLAMA

Nova

Prima

ostatni TV

(data v %, n=1040)

Casopisy _
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JINA REKLAMA

internet

letdky v postovnich schrankach

socidlni sité

filmy a seridly (zvyraznéné pouZivani)

pisemné pozvanky do spotiebitelskych soutéZi a loterii

VENKOVNI REKLAMA
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® piili§ mnoho pfimérené

Je reklama zdrojem informaci pro nikupni rozhodovini?
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Za vitany zdroj

informaci povazuje reklamu cca 40 % ceské populace, ¢astéji pfiznavaji pomoc rekla-

my Zeny a lidé, ktef{ travi vice Casu na internetu. V poslednich letech nedoslo k vy-

raznym zmeéndm.

NAKUP NA ZAKLADE REKLAMY

A jak je to s nakupem na zdkladé reklamy? Jitka Vysekalova uvadi: ,Nakup
na zakladé reklamy, ¢i pfesnéji ochota pfiznat takovy nakup, jsme do vyzkumu za-
tadili jiz v roce 1994. Po celou dobu Setfeni se hodnoty odpovédi ,ano, koupil/a/ jsem
na zdkladé reklamy” pohybuji v priiméru mezi 30 — 40 % a v poslednich letech se po-
meéry mirné pribliZily a hodnoty jen jemné osciluji. V leto§nim roce to bylo, jak vidi-
me z grafu, 39%.”

David Riha k tomu dod4va: ,zajimalo nds také, ktefi lidé se daji vice ovlivnit
reklamou v e-shopech a v ,kamennych obchodech”. Vysledky potvrzuji nase predpo-
klady, t. j., Ze Castéji se reklamou v e-shopech nechaji ovlivnit: 1idé, ktef{ jsou na in-
ternetu denné€, vékova kategorie do 45 let, 1idé s vy$§imi prijmy, se stiedoskolskym
vzdélanim. V kamennych obchodech reklama vice ovliviiuje Zeny, nizs§i prijmové ka-
tegorie, starsi lidi s niZé§im vzdélanim®.

Deklarovany VLIV REKLAMY PRI NAKUPU
V E-SHOPU A KAMENNE PRODEJNE
(data v %, n=1040)

m viv spie v e-shopu

(data v %, n=1040)

m nenakupuji v e-shopu
nevi, bez odpovédi

Spolecéenska role reklamy - pomdha reklama nebo jen manipuluje Postoje
k reklamé ztistavaji stdle ambivalentni, na jedné strané je reklama oznacovana za ma-
nipulatora a je ji pfipisovana podpora zbyte¢ného konzumu, ale na strané druhé je po-

vazovana za nedilnou soucdast moderniho Zivota, je ocefiovana jeji ekonomicka role.

SPOLECENSKA ROLE REKLAMY
(data v %, n=1040)

DEKLAROVANA POMOC REKLAMY- VYVO)

4
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m zcela nesouhlasite
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m spife souhlasite

m zcela souhlasite

(data v %)
2015 (n=1005) 27 18 10
2016 (n=1000) 30 1 19
2017 (n=1040) 32 0 16 .
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Reklama Reklama je soutasti Reklama podporuje Reklama umo#fiuje Trini hospodifstvi  Reklama lidem

manipuluje lidmi  moderniho fivota zbyteény konzum  existenci mnoha nemiiie bez  pomdha orientovat
médiimatimi  reklamy existovat se v nabidce zbodia
nazorovou pestrost slufeb

® Ano m viiv spide v kamenfué prodejné
nevi, bez odpovédi
m Ne neovliviiuje ani, ani
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naboZenské motivy v reklamé

Kontroverzni témata v reklamé - co ndm nejvice vadi Jitka Vysekalova:
“Mezi citliva témata patfi postoje k reklamé na cigarety, alkohol, nezdravé potravi-
ny a volné prodejné 1éky, které sledujeme jiz fadu let. Vzhledem k aktudlni diskuzi ve
spole¢nosti jsme v roce 2015 rozsitili tento ,seznam” o ndzory na nabozZenska téma-
ta v reklamé. Ta se zatadila mezi ty Castéji odmitané. Naprosto zakdzat by si lidé nej-
Castéji prali reklamu na cigarety. S tim souhlasi 37 % populace, naprostou volnost by
ponechalo 28 % Cechi.”

Jiz tradicné jsou k tomuto typu reklam, pfedevsim reklamé na cigarety, bene-
volentnéj$i muzi a mladsi vékové kategorie, kterym nevadi natolik, aby pozadovali je-
jich zdkaz.

Samostatnou kategorii v pfedchozich letech byl dotaz na vhimani a pfijimani
erotickych a sexudlnich motivi v reklamé, které jsme v leto§nim roce zatadili mezi
ostatni. Pokud jsme tuto otdzku (véetné loniského Setfeni) pokladali samostatné, po-
hybovalo se procento téch, ktef{ tuto reklamu zcela odmitaji (pobufuje je) a vyzaduji
jeji naprosty zdkaz mezi 6 — 9%, v letoSnim Setfeni tako krajni kategorie nebyla uve-
dena a zdkaz ,vyzaduje” 31% populace. Posun postojli v této oblasti zfejmé zpiisobi-
la zména metodiky, ale pfi dalsich Setfenich se ukaZe, zda skutecné lidé tato témata
Castéji odmitaji. ,Dlouhodoba tolerance se projevuje u reklamy na pivo, vino a volné

prodejné 1éky”, dod4ava David Riha.

Osobni postoje nevhodnym tématum v reklamach
n=1040, datav %

reklama na cigarety

sexudlni a erotické motivy v
reklamé

reklama na nezdravé potraviny 39 37 3
reklama na destilaty, tvrdy 43 e |
alkohol e

reklama na pivo

reklama na vino a sekt

reklama na volné prodejné

léky
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Alena Perusi-

MiiZzeme udélat ,pFihradky” na lidi podle postoja k reklamé?
cova: ,Postoje k reklamé rozdéluji ceskou populaci na 4 segmenty, ve kterych dochazi
v poslednich letech ke zménam. Zuzuje se segment téch, kterym je reklama lhostej-
né a nezaujimaji k ni Zadny postoj ve prospéch skupiny, kterd uznava ekonomicky vy-
znam reklamy, ale deklaruje ndzor, Ze jich se to netykd a ma pocit, Ze reklama jim

Lx2 v 2

osobné neprinédsi Zddné vyhody, které by ocenili.”

| ,Reklamu miluji”

m ,Reklama je dobry sluha, ale zly pan®

22 12 2
~Reklamu nefeSim“
32 39 . s
® , Ekonomika reklamu potfebuje, ja viak ne”
16 14 m ,Nesnasim reklamu”
T T 1

rok 2013 rok 2015 rok 2017

Podrobné vysledky v tfidéni dle sociodemografickych dat jsou k dispozici ve volné
prodejné zpravé, kterou muZete objednat prostfednictvim info@cms-cma.cz.
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MICHAELA, BANZETOVA, 2016.

O PRACI GALERISTY A TRHU SE

SOUCASNYM UMENIM. NEJEN

V CESKE REPUBLICE. sno:rvuvur, 201. 159,
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Je tfeba vzdy privitat novou publikaci, kterad se zabyva marketingovymi komunikac-
nimi strategiemi a zejména efektivnosti marketingové komunikace. Jen mira nadse-
ni nad takovym edi¢nim pocinem bude zfejmé riznd. S nadéji, Ze se dozvim uceleny
pohled na to, co autorka nové publikace avizuje v ivodu - marketingové strategie ob-
chodu s uménim se zamérenim na soucasnou ceskou vytvarnou scénu - jsem oteviral
159 stran publikace O prdci galeristy a trhu se souéasnym uménim - nejen v Ceské republice.

Kniha Michaely Banzetové - doktorandky Fakulty vytvarnych uméni VUT Brno
- obsahuje 6 rozhovord na téma praktického uplatiiovidni marketingové strategie
v aktivitdch soukromych prodejnich galerii v Praze. Jak z textu publikace vyplyv4,
zrod, vyvoj a ¢innost kazdé galerie v sobé nese individualni pecet osobnosti zfizova-
tele - galeristy, neopakovatelné charakteristiky doby a okolnosti vzniku, celkového
kulturné - ekonomického klimatu doby; je uréovana mnozstvim disponibilnich in-
vestic, vhodnymi prostory, zkusenostmi galeristy apod.

Autorka v rozhovorech nejprve zjiStuje osobni motivaci, jez vedla galeristy k pl-
néni snu - oteviit si vlastni prodejni galerii, zastupovat vybrany okruh vytvarnych
umeélcd, organizovat urcité kulturni aktivity, jez by vedly k vytvafeni image a repu-
tace znacky apod. Navazuje pomérné nesourodou analyzou marketingového cho-
vanijak galeristy, takijeho galerie. Tady vidim dosti velkou slabinu metodiky vedeni
rozhovoru, protoZe jen obtizné se zde hledaji totoZné kategorie pojmt, jez by dovo-
lovaly jisté formy zobectiovani marketingovych aktivit, hleddni spole¢nych a rozdil-
nych pfistupti, zkuSenosti. Tuto skute¢nost pripisuji faktu, Ze chybi alesponi ¢dste¢né
shodnda struktura rozhovoru, kterd by umoznila takové informace ziskat. Ctenaf
musi velmi peclivé studovat dany text, aby zjistil, Ze pro jednoho galeristu je hlav-
nim smyslem vedeni a propagace galerie dobrad povést, pro jiného transparentnost
¢innosti pro okoli, jiny se vénuje edukaci potencidlni zdkaznické vefejnosti apod.

Jednoznacné se ukazuje, Ze hlavnim propagacnim médiem je ticast galerie na
zahrani¢nim uméleckém veletrhu. Ale s timto faktem uz autorka ddle nepracuje - ne-
vime tedy, jak se prezentuje galerie na veletrhu, jaké eventy ¢i jiné aktivity na veletr-
hu organizuje, jak navazuje kontakty, jak pracuje s novinari atd. Jen sporadicky jsou
zde publikovany informace o systematické propagaci galerie na webovych strankach
¢i o jinych formach elektronické komunikace. Chybi prace se znackou, pfitom gale-
rie jako kulturné komerc¢n{ instituce velmi zavisi na pozitivnhim image, na tom, jaky

RECENZIE | REVIEWS

brand si postupné vytvori. Je jen letmo zminéna prace s novinafi, autorka nenif ur-
putnéjsi pti zjistovani informaci, které by mohly osvétlit procesy, jez skutecné tvori
marketingovou strategii, neni dostatek informaci o systematické propagaci galerie,
absentuji fakta o segmentaci cilovych skupin galerie a hleddni komunikac¢nich cest
k této skupiné atd. Rozhovory s galeristy plynou spise jako pratelsky rozhovor, nez
cilevédoma vyzkumnd metoda, kterou autorka v ivodu charakterizuje jako ,cilenou
konverzaci”.

Metoda narativniho interview, kterou M. Banzetova zvolila, je nesporné za jis-
tych okolnosti také prfinosnou formou zjistovani dat a skutecnosti, které jsou pred-
métem badatelského zajmu. Ale po precteni této publikace soudim, Ze autorka meéla
byt poucenéjsi ve dvou smeérech: v oblasti marketingu a marketingové komunikace
a v oblasti sociologickych metod. V oblasti marketingu a marketingové komunika-
ce proto, Ze by byla schopna podstatné kvalifikovanéji klast otazky smétujici k hlub-
§imu pozndni a klasifikovdni marketingovych strategii v ¢innosti galeristi a jejich
galerii a mohla by tak alespon do jisté miry pracovat na obecnéj$im modelu marke-
tingového chovanitéchto kulturnich a obchodnich instituci. V oblasti sociologickych
metod proto, Ze by si mohla své rozhovory pfipravit v roviné polostrukturovaného in-
terview, které by ji umoznily ziskdvat stejnorodé informace a data, ktera by v konec-
ném vysledku umoznila hledat obecnéjsi rysy marketingovych aktivit soukromych
prodejnich galerii.
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JAN GORIG, JARMILA STRAZNICKA,

PREMYSL STRAZNICKY, 2017. DESIGN

STORIES, ANEB, KREATIVNi INOVACE

A PROBLEMY JEJICH TRANSFERU DO
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V sticasnom obdobi sme vo vyspelych krajindch svedkami prudkého rozvoja kreativ-
nej ekonomiky, coho dokazom je aj rasttici pocet firiem posobiacich v oblasti kreativ-
neho priemyslu. PredloZena publikacia m4 ambiciu poukazat na vyznam kreativnych
inoviacii, ktoré, z dovodu zvysenia konkurencieschopnosti ¢eskej ekonomiky, je nevy-
hnutné v ¢o najkratSom case implementovat do praxe, s ¢im su casto spojené nema-
1é tazkosti a problémy.

Recenzovana publikicia je clenend do piatich kapitol, ale z obsahového hladiska ju
moZeme rozdelit na dve Casti a sice na badatelski a teoreticko-metodickd cast.

Prvi kapitolu venovali autori vyznamnej osobnosti ceského priemyselného di-
zajnu, profesorovi Pavlovi Skarkovi, ktory je povaZovany za spoluzakladatela Uni-
verzity Tomadasa Bati v Zline a jej Fakulty multimedidlnych komunikacii a ktory bol
zaroven aj autorom mnozstva realizovanych priemyselnych navrhov, o ¢om sved-
¢1 bohatd priloha na konci kapitoly. Autori sa zamerali na zdsadny odkaz profeso-
ra Skarky, na origindlny dizajn a jedine¢nost vyrobkov. Originalita v oblasti dizajnu
predstavuje v sticasnosti pre firmy vyznamnu konkuren¢nud vyhodu a preto je priro-
dzené, Ze autori nezabidajui ani na jej pravnu ochranu na izemi Eurépskej tinie. Ako
som uZ spomenula, kapitolu uzatvaraji ukazky origindlnej tvorby profesora Skarky
a jeho nasledovnikov.

Druha kapitola sa zameriava na vyznam univerzit ako in$pirujiceho prostre-
dia a zdroja inovativnych mys$lienok a ndpadov a oboznamuje Citatela s vysledkami
analyzy zacielenej na podmienky pre transfer kreativnych inovécii na univerzitach
v Ceskej republike. Autorka uvddza zdkladné dokumenty, ktoré na legislativnej a vlad-
nej irovni zdoéraznujui prepojenie aplikovaného vyskumu na prax. Autorka konstatu-
je, ze v ramci Univerzity Tomadas8a Bati v Zline bolo v rokoch 2008 az 2014 podanych 314
prihlasok predmetov priemyselného vlastnictva, ale len nepatrné mnozstvo z tychto
predmetov skoncilo vo vyrobnom procese a je urcenych k praktickému pouzitiu. Pre-
to je nevyhnutné dand situdciu analyzovat a zamysliet sa nad otdzkou ,v Com spoci-
va lloha ¢eskych univerzit v oblasti transferu kreativnych inovacii” (str. 43). Autorka

sa rozumne pozerd i za hranice Ceskej republiky a analyzuje aj 8koly v krajinach, kto-
ré sa dlhodobo nachadzaji na poprednych miestach rebricka konkurencieschopnos-
ti, akymi si Finsko, Svédsko, Dansko alebo Nérsko. Domnievam sa, Ze zaver kapitoly,
v ktorom autorka, na zdklade vysledkov analyzy, deklaruje nevyhnutnost podpory
vzniku kreativnych centier, je jasnou odpovedou na dalsf vyvoj v oblasti transferu
kreativnych, kultirnych ¢i vedeckych inovécii.

Cielom dalSej kapitoly je identifikovat problémy pri realizdcii kreativnych
projektov, pretoZze v sti¢asnom obdobi je menej zloZzité prichadzat s inovativnymi
rieSeniami, avSak o to zlozitejsi je ich transfer, t. j. ich konkrétna realizacia v pod-
mienkach praxe. Autorka sa, na zdklade vysledkov vyskumu, dopracovala k pozna-
niu, Ze jednym z klicovych problémov su bariéry v oblasti komunikacie (internej
i externej) a financii.

V nasledujicej, stvrtej, kapitole autorka prezentuje svoje skiisenosti z oblasti
vyuzitia poc¢itacovej manazérskej hry pre potreby vyucby projektového manazmentu
na Fakulte multimedidlnych komunikacii UTB v Zline. Autorka detailne predstavuje
vznik nového, inovativneho produktu, autorskej knihy Artbook Zlin. Autorka dospe-
la k poznaniu, Ze vyucba formou manaZérskej hry je pre studentov nielen zaujimava,
ale moze byt aj efektivna, pokial Studenti citia oporu v pedagégovi. V poslednej, pia-
tej, kapitole je citatelom predstaveny novy pristup k planovaniu a riadeniu kreativ-
nych projektov.

Z4averom si Citatel mbze precitat kratke zamyslenie nad tazkostami spojenych
s transferom technolégii na vysokej §kole vo vS§eobecnej rovine. Napriek uzito¢nosti
tohto zamyslenia by si publikacia, vzhladom na svoj charakter, zaslizila eSte aj sa-
mostatny zaver.

Z forméalneho hladiska je publikadcia pisand odbornym $tylom, okrem bohatej
obrazovej prilohy v prvej kapitole, ndjdeme v publikdcii ndzorné diagramy a prehlad-
né tabulky. Autori aplikovali pri ziskavaniinformadcii kvalitativne i kvantitativne me-
tédy vyskumu a zistenia prezentované v publikacii s vysledkom pocetnych analyz.

Ziverom je mozné konstatovat, e sa autorom tspesdne podarilo skibit sirku
prezentovanej témy do literdrne spracovatelnej podoby, ktorej vysledkom je pozoru-
hodna odborna publikacia, prindsajica cenné informadcie z oblasti transferu kreativ-
nych inovacii do praxe, a ktora dokdze upitat nielen odbornd, ale i §irsiu verejnost so
zdujmom o kreativne inovacie a rieSenia ako i priemyselny dizajn.
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high grade | vysoko postavenyj

A high grade delegation from Korea was made
up of five key directors. | Delegdciu z Kdrey tvorilo pdt klicovijch vysoko postaventch
riaditelov.

high pressure | vysokytlak

It is evident that a lot of employees in well-known
advertising agencies work under high pressure. | Je zrejmé, Ze vela zamestnancov v znd-
mych reklamnijch agentiirach pracuje pod vysokym tlakom.

high quality | vysokd kvalita The members of the top management claimed
that the enterprise would have the ability to manufacture high quality goods. | Cle-

novia vrcholového manazZmentu tvrdili, Ze podnik bude schopny vyrdbat vysoko kvalitnyg tovar.

high season | sezdna Croatia is an expensive holiday destination in high sea-

son. | Chotvdtsko je pocas sezény drahou prdzdninovou destindciou.

high street | obchodnd ulica

High street is the main street of a town where
many shops and firms are located. | Obchodnd ulica je hlavnou ulicou mesta, na ktorej je
ststredentjch vela obchodov a fiviem.

hire purchase, on hire purchase | spldtkovy predaj, na spldtky Domestic ap-
pliances, such as washing machines, are usually bought on hire purchase. | Domdce

spotrebice, ako napriklad prdcky, sa zvycajne kupuji na spldtky.

historical trend | historicky trend It is not easy to identify historical trends
in consumer reaction to past product launches. | Nie je jednoduché urcit historické tren-

dy podla reakcif spotrebitelov na uvddzanie produktov na trh v minulosti.

hit | hit
kaznici povazuju ich najnovsiu pocitacovi hru za velky hit.

Their latest computer game has become a big hit with customers. | Zd-

hoarding | velky billboard Surprisingly, those low cost advertising hoardings
have had a big impact on consumers. | Nizko ndkladové, velké, reklamné billboardy mali

na spotrebitelov prekvapivo velky ucinok.

SLOVNIK | DICTIONARY

home country | domovskd krajina Switzerland is the home country of a big
transnational food and drink company Nestlé. | Svajéiarsko je domovskou krajinou Ne-

stlé - vel'kej nadndrodnej spoloc¢nosti vyrdbajiicej potraviny a ndpoje.

home industry | domdca vjroba Home industries are decreasing as mass pro-

duction is increasing. | Domdca vijroba sa zniZuje, kym masovd vijroba sa zvysuje.

home market | domdci trh

Sales in the home market are stable. | Predaj na do-
mdcom trhu je stabilng.

homepage | homepage, livodnd strdnka Homepage is the first page that is dis-
played when people visit a site on the Internet. | Uvodnd stednka je prvou stednkou, kto-

vd sa zobrazi, ked ludia navstivia strdnky na internete.

homogeneous | homogénny Big multinational companies favor economical-
ly homogeneous regions. | Velké nadndrodné spoloénosti uprednostiiujui ekonomicky homo-

génne regiony.

horizontal | horizontdlny
dorovnd Ciara zvycajne predstavuje os X.

A horizontal line usually presents the X axis. | Vo-

horizontal communication | horizontdlna komunikdcia At a workplace, com-
munication between employees at the same hierarchical level is called horizontal
communication. | Pod horizontdlnou komunikdciou na pracovisku rozumieme komunikdciu

medzi zamestnancami na rovnakej hierarchickej drovni.

horizontal integration | horizontdlna integrdcia Horizontal integration
means the process of joining of two or more companies operating in the same line of
business. | HorizontdIna integrdcia predstavuje proces spdjania dvoch alebo viacerijch spoloc-

nostf, ktoré pdsobia na rovnakej tirovni.

horse trade (idiom) | neoficidlna dohoda Horse trade is defined as a clever

and often secret agreement made by influential executives.

Neoficidlna dohoda je de-
finovand ako $ikound a ¢asto tajnd dohoda, ktord uzatvdraji vplyvni manazévi.

host | hostitel
the host. | Hostitel srdecne privital élenov delegdcie pri dverdch.

The delegation members were warmly greeted at the door by

hostess | hostitelka, hosteska
members. | Hostitelka sa dékladne postarala o ¢lenov skupiny.

The hostess thoroughly looked after the group

hotline | linka pomoci Companies operate a 24-hour hotline to help their cus-

tomers. | Spoloénosti prevddzkuji 24-hodinovd linku pomoci svojim zdkaznikom.
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hot money | horiice peniaze Hot money is moved quickly in order to be invest-
ed in the most profitable way. | Hortice peniaze sa pohybuju rijchlo, aby mohli byt investo-

vané ¢o najziskovejs$im spésobom.

hot topic | aktudlna téma Intercultural training of employees is a hot topic in
companies wanting to enter foreign markets. | Interkultirne vzdeldvanie zamestnancov

je aktudlnou témou u spolocnostf, ktoré ched vstiipit na zahranicéné trhy.

house | dom

A couple was invited to the house of their host. | Pdr bol pozvany
do domu svojho hostitela.

Clever is one of the house brands of the Billa

house brand | privdtna znacka
retail chain. | Clever je jednou z privdtnych znaciek obchodného retazca Billa.

house style | domovskyj $tyl House style is defined as an organization’s own
design used in all aspects of the business. | Domovsky $tijl je definovany ako dizajn, ktory

organizdcia pouziva vo vSetkych aspektoch podnikania.

household | domdcnost
households. | Prieskum zhromazduje idaje z priblizne desattisic domdcnostt.

The survey collects data from around ten thousand

household appliances | domdce spotrebice Household appliances help people
do jobs within a household, such as cleaning and cooking. | Domdce spotrebice pomd-

haji ludom pri prdci v domdcnosti ako napriklad pri upratovani a varent.

household goods | domdce potreby Household goods are tangible and mova-
ble products used in households. | Domdce potreby si viditelné a premiestiiovatelné vijrob-

ky pouzivané v domdcnostiach.

house-to-house | podomovy

George became a house-to-house salesman. | Ge-
orge sa stal podomovym obchodnikom.

HTML = Hypertext Markup Language | HTML
design the document on the web and create links to other documents. | HTML pouZiva

HTML uses a system of codes to

systém kdodov, ktory umoznuje na webe vytvdrat odkazy na iné dokumenty.

human capital | Tudsky kapitdl Governments have to invest in education to
develop human capital. | Vlddy musia z dévodu rozvijania ludského kapitdlu investovat do

vzdeldvania.

human resources | ludské zdroje

Continuing investment in human resources
will result in productivity gains. | Neustdle investicie do ludskich zdrojov povedd k zvyse-
niu produktivity.

human resource management | manaZment ludskych zdrojov The right hu-
man resource management policy of the firm created well-trained and loyal employe-
es. | Sprdvnou politikou riadenia ludskych zdrojov firma ziskala dobre vyskolengch a lojdlnych

zamestnancov.

hyperlink | hypertextovy odkaz Words with a hyperlink are usually marked

by a line under them. | Slovd s hypertextovym odkazom si zvycéajne podcéiarknuté.

hypermarket | hypermarket

There are differences between hypermarkets
and supermarkets in terms of the size, and range of goods and services. | Existuji roz-
diely medzi hypermarketmi a supermarketmi z hladiska velkosti a sortimentu tovaru a sluzieb.

hypertext | hypertext

They put everything on one page instead of using hy-
pertext links. | Namiesto pouzivania hypertextovijch odkazou, dali vSetko na jednu stranu.

hypothesis | hypotéza A hypothesis must be scientifically tested. | Hypotéza

must byt vedecky testovand.

image | imidz

The company has invested a lot of money in advertising to im-
prove its image. | Spolo¢nost investovala vela petiazi do reklamy s cielom zlepsit svoj imidz.

imitate | imitovat, napodobnit Our biggest competitor has unsuccessfully

vy

imitated our advertising campaign. | Nd$ najudcst konkurent netispesne napodobnil nasu
reklamnd kampari.

imitation | imitdcia, napodobenina Beware of cheap imitations! Avoid buying
low-quality goods that look expensive. | Dajte si pozor na lacné napodobeniny! Vyhnite sa

ndkupu nekvalitnigch viyrobkov, ktoré vyzeraji draho.

immediate | okamzity, okamZite

Your complaint will receive our immediate
attention. | Vasej staznosti budeme okamZite venovat pozornost.

impact | dopad The new design of the product made a great impact on consu-

mer behavior. | Novy dizajn produktu mal velky vplyv na spotrebitelské sprdvanie.

imperfect | nedokonaly, vadny, zdvadnyg

Only two female employees are res-
ponsible for checking for imperfect products in the textile factory. | Iba dve zame-
stnankyne st zodpovedné za kontrolu vadnych vijrobkov v textilnej tovdrni.

imperfection | nedokonalost

Nobody is perfect, even adored celebrities have
their little imperfections. | Nikto nie je dokonaly, dokonca aj zboziiované celebrity maji
svoje malé nedokonalosti.
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