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GREEN SOLUTIONS
IN AUTOMOTIVE INDUSTRY

Green marketing is part of a marketer’s decisions and attitudes. Green
solutions in the production process support the idea of being eco-friendly.
Being green is a big challenge in the strategic planning of the auto makers and
therefore, they are expected to reduce CO- car emissions and be eco-friendly

in their whole business cycle. There are many restrictions on cars and their
production which car producers must follow. Some of these restrictions strictly
regulate the domain of environmental standards. Nevertheless, the selected
producers have sophisticated CSR (corporate social responsibility) programs

in which extensive attention is paid to their green behavior. The aim of the
paper is to show the importance of green solutions in company practices to
achieve the position of the ,,green corporation” practicing green marketing.
The discussion is supported by examples of green solutions in selected global
players in the automotive industry. It also provides analysis of sustainability
reports, green strategies and web sites of selected companies, to introduce
major green solutions in practice. Green marketing uses a lot of techniques and
marketing tools to communicate green activities with customers and other
stakeholders.

Green marketing is an extension of the traditional marketing concept in terms of a
company’s social responsibility, long-term sustainability, environmental protection,
the production and consumption of environmentally friendly products. Current
knowledge in the field shows that most customers perceive the necessity of ecolog-
ical behavior of any organization as well as individuals (Tiwari et al. 2011). The idea
of environment protection is not new; the topic of environment has been present in
holistic marketing concepts from the 70s of the 20th century. That view on the en-
vironmentalism was very limited and it was concentrated on predominantly local
problems as pollution; from a customer base point of view, it was focused on intel-
lectual elites and it served as defense of premium pricing (Peattie and Charter 2003).
The concept of green marketing has changed the perception of companies as well as
their customers (Arseculateratne and Yazdanifard 2014) and it is evident that both
sides profit from it.

The beginning of 21st century has stated the subject matter as the problem
of humanity and human survival, especially for young generations (Durmaz and
Zengin 2011). People are more and more interested in sustainability and environmen-
tal protection, and the same companies are asked for it as well. The producers, espe-



cially global players, are often perceived as a source of the current environmental,
economic, and social problems, therefore the customers demand to have the prob-
lems caused by car makers solved (Kramer and Porter 2011).

Car producers are often considered to be the main polluters and therefore, they
plan enormous investments in green product-development. But in most cases, the
green product itself is of main interest to the markets. The car makers must con-
centrate their attention on the complexity of all activities they do. They must act as
green producers, accept green solutions in buying green resources, practice green
production and logistics, and save natural resources anywhere, anytime.

The car industry is responsible for environmental pollution; millions of cars
all over the world exhale dangerous substances. The industry constitutes an ecolog-
ical burden in raw materials extraction, parts manufacturing, or energy-intensive
production. Sakris (2010) emphasizes the impact cause by the disposal of old used
cars, producer’s attitudes to recycling cars used with the aim to eliminate the envi-
ronmental pollution.

Table 1 presents the ecological burden in manufacturing industries and con-
struction. CO- emissions are not connected only with car usage. It is necessary to fo-
cus attention on the elimination of CO- emissions from manufacturing as such.

Country name | 2008 2009 2010 201 2012 2013 2014
Czech 14,87967 | 1513429 12,65255 | 12,98678 | 12,57689 | 12,82989 | 14,02382
Republic

Denmark 9,541435 | 8,102345 | 8,470987 | 9,469427 | 9,964703 | 8,881409 | 9,968125
Finland 16,11807 13,66355 | 14,55133 15,52168 15,89418 | 15,29579 | 16,68508
France 14,58154 | 12,76206 | 13,45566 | 14,68191 | 14,62624 | 15,80424 | 15,69588
Germany 12,87551 | 12,05453 | 12,7927 1311892 | 12,48288 | 12713573 | 12,4421
Russian 11,08615 11,53021 11,65986 | 11,45787 10,91616 11,64377 12,32122
Federation

Slovak 22,50141 19,6319 19,58912 20,42618 | 21,99104 | 22,08936 | 24,61643
Republic

Switzerland 13,72093 | 12,85372 | 12,87703 | 1314578 12,83317 | 12,80385 | 13,646
United 9,800795 | 8,841331 | 9,079088 | 8,775771 8,300874 | 8,669453 | 9,596901
Kingdom

Netherlands 14,41962 13,80391 | 13,6385 14,38243 | 14,70136 14,28847 | 14,71619

TABLE 1: CO: EMISSIONS FROM MANUFACTURING INDUSTRIES AND CONSTRUCTION (% OF TOTAL FUEL COMBUSTION).
SOURCE: THE WORLD BANK (2017)

CO- emissions influence climate change and they are one of the most impor-

tant targets for regulations. The often-regulated factors are:

| CO- emissions,

| production of electric energy,

| water, air and ground pollution,

| waste management and recycling.




The International Transport Forum of OECD defined 3 main market stimula-
tion tools leading to sustainability: taxation, emissions standards and direct state
support (OECD 2010). The best-known EU regulation is Euro VI, the latest emission
standard covering all types of vehicles produced after August 2015 - passenger cars
(category M), light commercial vehicles (category N1) and trucks, and buses (Cum-
mins 2017).

Prikrylova and Jadernd (2016) presented the regulationsin the Netherlands -
Bijtelling and BPM, the regulations which affect the sales of all fleet cars of all manu-
facturers operating in the Netherlands. Bijetelling is a specific tax on fleet cars used
for non-business purposes. BPM is paid when a car, motorcycle or light vehicle is reg-
istered in the Netherlands for the first time (Government of the Netherlands, 2017).

The regulations are not the only pressure on the car manufacturers. The Euro-
pean Commission supports the environmental protection in the document ,Europe
on the Move”. It encourages clean and sustainable mobility and it is focused on emis-
sion standards for commercial vehicles, smart charging, new technologies, and al-
ternative fuels (European Commission 2017). In the year 2016, the European Strategy
for Low-Emission Mobility was appointed with the main aim to ,make an important
contribution to modernizing the EU economy, helping to reduce emissions from the
transport sector and meeting the EU's commitments under the Paris Agreement”.
(European Commission 2016, p. 13).

This document creates pressure on car manufacturers to introduce green solu-
tions in their production processes as well as the final products. OECD (2010) expects
a proactive approach of car manufacturers to the development of new green solutions
with the complex use of the prescribed emission standards.

Green solutions in company practice mean technical solutions or activities
aimed at reducing the impact of production on the environment. The most common
green solutions in car production focus on:

| Waste reduction.

| Developing products that protect/ do not damage the environment.

| Ecological solutions for the current products.

| Transformation and improvement of the prouction process.

| Development of a relationship with suppliers (sustainable processes and

supply chain).

| Controlling the product impact (whole production chain).

| Using renewable energy sources. (Pfikrylovd, Jadernd, 2016)

Selected examples of green solutions are presented in the following cases of
three major European car makers.

SKODA AUTO ——— SKODA AUTO supports sustainable development with the SKO-
DA Green Future strategy. The aim of SKODA AUTO is to produce efficient cars, and
to use natural resources responsibly throughout the company. In the context of these
facts the Green Future strategy is focused on savings in manufacturing, on the devel-
opment of green products, and on providing green services/CRS activities.

The Green Future strategy is divided into 3 main areas:
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| 1. Green Factory.

| 2. Green Product.

| 3. Green Retail.

The part of the Green Factory refers to energy savings; it recommends acting
responsibly and saving water appropriately. It is focused on the impact of volatile or-
ganic compounds (VOCs), which are an ecological burden, as well as dangerous for
human health. One of the car manufacturer’s main goals are the reduction of CO-
emissions linked to the production generating 539 thousand tons of CO- emissions
every year, and to the production of CO: by a fleet of million SKODA Octavia in use.
The part of the Green Factory presents the approach to the waste management, in-
cluding waste sorting for further recycling in the whole production process.

The corroboration of the efficiency of the Green Future strategy and the green
solutions can be seen in the decrease of total amount of CO- emissions in one car pro-
duced (see Figure 1). The difference between the total amount of emissions in 2010
and 2014 is about 504 kg, decreasing from 1101 to 597 kg CO- emissions for one car
produced.
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SKODA AUTO produces and offers environmental-friendly products. As a re-
sult of green products, the value of CO- emissions is continuously decreasing and the
recycling of used cars is increasing. New cars are min. from 85% recyclable. SKODA
AUTO offers the models G-TECH or GreenLine; subsequently the company gives ad-
vice to drivers on how to save fuel and minimize exhaust gases if they improve their
driving style. This type of cooperation with drivers can decrease fuel consumption
and greenhouse gas emissions by ten per cent.

Apart from the green products and responsible production, the interest of
SKODA AUTO is focused on green dealerships. Over 3300 authorized services all over
the world have obtained a new modern design with advice on how to reduce ener-
gy consumption (Internal materials of SKODA AUTO); the company offers training
programs in ecofriendly service for all dealerships. The company’s CSR activity in
eco-behavior is supported for example by the project ,One tree planted for each car
sold in the Czech Republic”.

SKODA AUTO proclaims its green attitude in ,Extended producer responsibili-
ty”. The environment protection does not end with the sale of the car or in ecofriend-



ly service. If the owner of an old car likes to behave eco-friendly, he/she can ask an
authorized SKODA AUTO dealer for help and leave the car for free environmental
friendly recycling, where there is reassurance that a maximum of the material is go-
ing to be re-used.

All models of SKODA AUTO are certified in accordance with the European di-
rective 2005/64/EC, which states that just less than 5% of the car’s weight is unusable
for the current recycling technologies and can end up in landfills.

Volkswagen Group (VW)

The Volkswagen group reports sustainable develop-
ment of the Group. Individual brands have their own attitude but include the basic
guidelines of the Group. Volkswagen aims to fulfill several problems as:

| To save all-natural resources, especially to preserve water, soil and air quality,

as well as to save energy and raw materials.

| To employ a holistic approach by researching, developing and democratizing

environmentally friendly innovations, significantly reducing environmental
impacts in all the business activities.

| To reduce the environmental impacts of the entire product life cycle by

setting ambitious goals and acting as a driving force in both the production
phase (supply chain) and use phase of products.

| To communicate measures, achievements and projects as transparently as

possible.

| To achieve support by top rankings in environmental awards.

The Volkswagen group's future program (Together - Strategy 2025) presents the
direction towards achieving the marked goals. The Group takes the responsibility for
environmental issues and intends to become a role model in all things related to the
environment. It is focused on the emissions reduction and the resource utilization
in its product portfolio, its locations, and plants. Its targets are to reduce the carbon
footprint, the pollutant emissions and the resource consumption.

The main target is the green product. VW invested 11,5 billion Euro in the re-
search and development of products with the aim to improve functionality, quality,
safety, and to decrease the ecological burden. The new cars of all the Group's brands
made in 2016, emitted 120 CO-/km on average.

The strategy is anchored in conventional drive, hybrid cars, and electric cars.
It supports the United Nations’ Sustainable Development Goals. The Group improves
the gas engine with fitting petrol engines with gasoline particulate filters, diesel en-
gines with the latest and most efficient SCR catalytic converters. Volkswagen offers
full electric cars - E-up! and E-load! - with the run-out distance of 160 km and E-Golf
with the maximum run-out of 300 km (Volkswagen AG 2016).

Table 2 presents the Eco-friendly drivetrain technologies in the Volkswagen
Group (VW PC, Audi, SKODA, SEAT, VW light commercial vehicles, Audi light commer-
cial vehicles excl. luxury brands) globally, and in Western Europe: BEL, DNK, DEU,
FIN, FRA, GRC, GBR, IRL, ISL, ITA, LUX, NLD, NOR, AUT, PRT, SWE, CHE, ESP, rest of W.
Europe). The total amount of eco-friendly drives is 127.72 globally - 1,27% and 73,509
eco-friendly drives in Western Europe (2,16%). It seems to be positive for Western Eu-



rope, but the decreasing amount of eco-friendly drives between 2015 and 2016 is not
convincing.

The interest of customers for eco-friendly drives is not rising constantly, the
production of cars of all-electric drives decreased. The Governments of countries in
the Western Europe would like to substitute the gas drives for eco-friendly drives, but
it is necessary to follow the demand and interest of customers.

Vehicles produced 2015 2016

Globally Gas drives (natural gas and LPG) | 86,781(0.90%) 72,955 (0.73%)
Hybrid drives 39,107 (0.40%) 39,037 (0.39%)
All-electric drives 17,076 (0.18%) 15,729 (0.16%)
Eco-friendly drives (total) 142,949 (1.48%) | 127,721(1.27%)

Western Europe Gas drives (natural gas and LPG) | 34,678 (1.04%) 30,807 (0.90%)
Hybrid drives 33,759 (1.01%) 33,222 (0.97%)
All-electric drives 12,987 (0.39%) 9,480 (0.28%)
Eco-friendly drives (total) 81,424 (2.43%) 73,509 (2.16%)

TABLE 2: ECO-FRIENDLY DRIVETRAIN TECHNOLOGIES IN THE VOLKSWAGEN GROUP. SOURCE: VOLKSWAGEN AG (2016)

VW solves environmental problems in the entire production life cycle - from
the raw materials extraction, through the material processing, manufacturing in
the suppliers’ establishments, and own final production to the product use and re-
cycling. It applies the Life Cycle Assessment for evaluation of new cars, drives, com-
ponents and materials to improve the environmental effectiveness of the car in the
life cycle.

The aim of the Volkswagen group is to minimalize an amount of the materi-
al input for car manufacturing and use recyclable and renewable materials. The re-
sult should be a decrease in energy and water consumption, reduction of waste and
CO- and VOS emissions of one car by 25% compared to 2010. This goal was achieved
in 2016.

The program Think Blue Factory (2010) is focused on ecologic sustainable pro-
duction. In 2025, it is expected that the production of cars and their parts to be 45%
eco-friendlier compared to 2010 (Giinnel 2017).

The company logistics optimizes the supply chains and decreases CO- emis-
sions. It strives to optimize the delivery frequency and use eco-friendly transport
(preferably naval).

As often as possible, the Group saves energy using renewable resources. The
good practices in water management took shape in the water consumption which de-
creased from 4.1 m? (2015) to 3.9 m?® in 2016, per car produced.

Similarly, to SKODA’s GreenFuture strategy, Volkswagen takes care of the whole
life of the car and its final recycling. The company is aware of the high importance
of the driver’s appropriate behavior. That is the reason why it is offering special driv-
ing courses with the objective to teach drivers to drive in an ecologic way. A part of
the company’s social responsibility is the focus on the elimination of noise in cities




by developing new technologies with the aim to produce quieter vehicles (Volkswa-
gen AG 2016).

Renault

Renault was the first car manufacturer with a public environmen-
tal strategy to minimize the global carbon footprint. The strategy encompasses Re-
nault’s ambitious environmental policy. The company understands the ecological
burden in every phase of the product life cycle and thus all employees in the com-
pany are informed about the ecological policy and all environmental activities are
consistent with it. In view of this policy the company became more efficient and
competitive.

Renault’s strategy has reduced the environmental footprint in all product life-
cycle stages for nearly 20 years. Environmental aspects keep designers drawing their
first sketches, suppliers delivering eco-friendly parts, and keep production clean.
The company plans to improve the process of reducing the production facilities’ en-
vironmental impact, and to receive the ISO 14001 certificate.

More than 81% of the greenhouse gases in the product life cycle are emitted
during the utilization phase. Renault cuts the fuel consumption of cars and teaches
car users to drive more economically and ecologically. The brand has introduced the
ECO2 Driving program helping drivers to reduce their eco-impact. It is based on driv-
ing aids such as R-ling connected services plus driver training. It is possible to reduce
fuel consumption and CO- emissions by about 25%.

Because of the increasing demand for EV’s, Renault offers a full range of elec-
tric cars. According to Renault, electric power is the most environmentally sound au-
tomotive solution (Group Renault 2017a).

Similarly to Volkswagen Group and SKODA AUTO, Renault achieves a recycling
rate of 95%. Materials and parts can be reused in the automotive industry. Renault
designs vehicles containing fewer materials - fewer natural resources in vehicle pro-
duction. More than 30% have been recycled. The company proposes a ,second life” of
parts and vehicles by collecting the parts and transforming waste into usable mate-
rials. Renault reuses materials through a short-loop recycle process, which means
recycling raw materials (steel, copper, textiles, noryl and polypropylene) within the
automotive industry (Group Renault 2017b).

The improvement of the production process is open for the employees. They are
trained in environmental protection and they adopt this concept as a part of their
everyday private and work life. All production projects in all production places have
their environmental managers or specialists for the coordination of environmental
protection and for keeping all guidelines working.

Renault introduced (as VW Group) an LCA analysis (Life-Cycle Analysis) that
stands for international methodology and meeting the ISO 14040 standards. The
methodology measures the environmental footprint of products and services in the
entire life cycle (from extraction of raw materials, manufacturing, use and end-of-
life recycling).

Figure 2 indicates the application of the method in analysis between New Twin-
go vs Twingo II. This method is appropriate to identify possible future improvements.
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FIGURE 2: LIFE-CYCLE ANALYSIS - NEW TWINGO VS. TWINGO Il. SOURCE: GROUP RENAULT (2017A)

Renault declares as results 17% reduction in carbon footprint in five years in
2015 (compared to 2010). It corresponds to the greenhouse gas emissions generated
by the whole life cycle of vehicles and by all activities (design, production, transport,
parts and vehicle sales, and all the company'’s support functions) of the company.
Renault plans on continuing to eliminate environmental impacts and to shrink the
carbon footprint of vehicles for next generations.

Conclusions Green marketing plays an important part in communication
with customers. They like to feel that companies, primarily in automotive industry,
are interested in environmental protection. The automotive industry is one of the
most dominant pollutants. Green marketing supports the positioning of green pro-
ducers. Car producers publish sustainability reports, green strategies, strategies of
corporate social responsibility. They communicate the green approach towards their
customers and other stakeholders through online marketing. Car producers support
the position of green producers in many ways.

The desperate need for environmental protection has been adopted by socie-
ty, as well as governments and businesses. European Commission and national gov-
ernments introduce regulations to shrink the footprint of car production and the
use of cars. Car manufacturers react with employing new green solutions in the en-



tire product life-cycle. They declare and implement environmental attitudes in their
long-term business strategies.

Car producers are solving the problems of energy intensity and water con-
sumption. They substitute natural resources with renewable or recyclable sources.
They must consider CO- and VOC emissions in manufacturing, and during the life of
the car. They are focused on the reduction in carbon footprint, and the recycling rate.
Materials and parts can be reused in the automotive industry.

Furthermore, car producers are interested in eco-retail and an ecofriendly use
of car. They offer ecofriendly service and provide for free, environmental friendly re-
cycling of old cars. Dealerships have new, modern designs in line with the reduction
of energy consumption. Car makers are focused on the elimination of noise in cities
by developing new technologies with the aim to produce quieter vehicles. Trying to
reduce emissions, authorized dealers of brands offer special driving courses to teach
drivers how to drive in an eco-way.

One of the very popular topics in the automotive industry is the electric car.
All car manufacturers plan to add them in their portfolio or to substitute the con-
ventional engine with an electric one within the next 10 years. Electrification of cars
is subsidized by some states but it is questionable if the electric cars are really eco-
friendly from the very beginning of their production, the sources of electric energy
during their life, and especially the way of their disposal. But this topic is to be re-
searched in the future.

Pozndmky | Notes This paper is one of the outcomes of the grant research SIGA/2016/01 at the Department

of Marketing and Management at SKODA AUTO University.
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TEXT | DANA VOKOUNOVA, SILVIA HANKOVA PRISPEVKY | CONTRIBUTIONS

POROVNANIE SLOVENSKE)J
A ARABSKEJ KULTURY II. STASTIE,
SLOBODA, DOVERA, NABOZENSTVO.

V predchadzajiicom ¢isle sme publikovali prvy z troch élankov, ktoré si
zamerané na porovnanie hodndt, nazorov a postojov medzi slovenskymi
respondentmi a respondentmi z arabskych krajin. V iom sme uviedli vyznam
takéhoto prieskumu pre marketing, opisali sme spésob oslovenia aj $truktiru
vzorky a porovnali sme Zivotné hodnoty medzi oboma skupinami respondentov.
Na hlbSie porovndvanie odpovedi (podla krajiny pévodu) sme sa uz nezamerali
vzhladom k tomu, Ze nebol vyvaZeny a dostatoény pocet respondentov

z jednotlivych arabskych krajin. V tomto prispevku prezentujeme vnimanie
hodnét ako st stastie, sloboda, dévera alebo viera.

V marci 2017 sme uskutocnili kvantitativny prieskum - Standardizované
online dopytovanie prostrednictvom emailu a socidlnych sieti. Podarilo sa
nam ziskat 42 odpovedi od respondentov pochadzajiicich z arabskych krajin.
Respondentov z arabskych krajin sme kontaktovali na ziklade pracovnych
kontaktov prostrednictvom e-mailu a socidlnych sieti a ¢ast odpovedi sme
ziskali od l'udi nachadzajticich sa vintegraénom programe pre utecencov
v Rakisku. Najviac respondentov pochadzalo z Egypta (38,0%) a zo Syrie
(26,0%) a ostatni respondenti pochddzali z Maroka, Tuniska a Iraku. Aby sme
nemali prili$ nevyvazent vzorku, tak ani vzorka slovenskych respondentov
nebola rozsiahla a dosiahla pocet 61. Ked'Ze nebolo v nasSich silach zabezpecit
reprezentativnost vzorky, treba tiito Stadiu a jej vysledky chapat s uréitym
nadhladom.

Hodnoty a ich skdimanie

Hodnoty boli dstrednym pojmom v socidlnych ve-
diach od ich vzniku, boli rozhodujice pre vysvetlenie sprdavania jednotlivcov aj
skupin, zohrévali délezitd dlohu nielen v sociolégii, ale aj v psycholégii, antropolégii
a pribuznych disciplinach (Schwartz 2012, s. 3). Hodnoty sa pouzivaji na charakte-
ristiku kultidrnych skupin, spolo¢nosti a jednotlivcov, na sledovanie zmien v priebe-
hu ¢asu a na vysvetlenie podstaty motivacnych postojov a spravania (Schwartz 2012,
s. 2). V psychike cloveka utvaraji hodnoty hierarchicky usporiadany systém, ktory
moze, ale nemusi byt v silade s hodnotovym systémom skupiny alebo spolocenstva,
v ktorych zZije. Hodnotovy systém predstavuje uréitd implicitnid alebo explicitnid kon-
cepciu hodnotovych priani a snazeni sa jednotlivca, ktord ovplyviuje vyber konania,
jeho foriem, prostriedkov a cielov (Szarkova 2009, s. 203).
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Hodnoty st jednym zo zdsadnych faktorov determinujtcich kultirny charak-
ter jednotlivych krajin a ndrodov. Prostrednictvom zmien v hodnotovych orientaci-
ach mozno sledovat délezité socidlne zmeny v spolo¢nosti, ¢o bol tieZ jeden z dévodov,
preco sa na hodnoty zacali zameriavat aj kontinudlne medzindrodné vyskumy (Any-
zova 2014, s. 549). K vyznamnym osobnostiam, ktoré prispeli ku kontinudlnemu me-
dzindrodnému skimaniu hodnoét, patri Ronald Inglehart. Pomohol zalozit prieskumy
Eurobarometer a riadi vyskum svetovych hodnot - The World Values Survey (WVS) -
realizovany v 97 krajinach, ktory skima zmeny v presved¢eniach a ndzoroch v spo-
lo¢nosti a ich dopad na socidlne a politické zmeny (University of Michigan 2017).

WVS je najvacsi nekomercény, medzindrodny, pravidelne sa opakujici prieskum
nazorov a hodnét, ktory sa v sticasnosti realizuje a je to jedind akademicka stddia,
ktord pokryva celé spektrum globdlnych zmien, od velmi chudobnych az po velmi
bohaté krajiny a dotyka sa vSetkych vyznamnych svetovych kultirnych zén. Ziskané
lidaje pomdahaji pochopit zmeny v presvedceniach, hodnotdch a motivaciach ludi na
celom svete (World Values Survey 2017). Z analyz tidajov z WVS dospel Inglehart k za-
veru (World Values Survey 2017), Ze na svete existuju dve zdkladné hodnotové dimen-
zie, a to:

| Tradiéné hodnoty vs. svetské, racionélne.

| Hodnoty preZitia vs. sebavyjadrenia.

Tradicné hodnoty zdoraznuju dolezitost ndbozenstva, vazieb medzi rodicmi
a detmi, ictu k autorite a tradi¢né rodinné hodnoty. Ludia, ktor{ prijimaji tieto hod-
noty, odmietaji rozvod, potraty, eutanaziu a samovrazdu. Tieto spolo¢nosti maji vy-
sokt droven narodnej hrdosti a sklony k nacionalizmu.

Sekuldrne-raciondlne hodnoty maji opacné preferencie k tradicnym hodno-
tam. Tieto spoloc¢nosti pripisuji mensi déraz na ndbozZenstvo, tradi¢né rodinné hod-
noty a autoritu. Rozvod, potraty, eutandzia a samovrazda st povazované za relativne
prijatelné.

Hodnoty prezitia kladd doraz na ekonomickd a fyzickd bezpecnost. To je spoje-
né s pomerne etnocentrickym postojom a nizkou droviiou dévery a tolerancie.

Hodnoty sebavyjadrenia ddvaja velky doraz na ochranu zivotného prostredia,
rasticutoleranciu cudzincov, homosexudalov, rodovi rovnost a rasttici dopyt po tcas-
ti na rozhodovani v hospodarskom a politickom Zivote.

Inglehart sa zaoberal aj otdzkou premien hodnotovych preferencii v casovom
horizonte. Zistil, Ze s meniacimi sa ekonomickymi, technologickymi a socidlnymi
podmienkami, dochadza k posunu v hodnotovych preferencidch, to znamen3, Ze
hodnotové priority kazdého ¢loveka odrazaji jeho socidlne a ekonomické prostredie.
Tyka sa to napriklad aj rozdielov v hodnotovych preferencidch medzi jednotlivymi
generdciami Iudi, ktori ziju v hospodédrsky vyspelych krajinach. Vyskumom dospel
aj k zaujimavému nédzoru, ze v chudobnych krajinach, kde nedos$lo v poslednych ro-
koch k ekonomickému rastu, nenastali Ziadne medzigenera¢né posuny v hodnoto-
vych preferenciach.

Aj v Eurédpe sa realizuje kontinudlny prieskum $pecializujici sa na hodnoty.
Je to European Vaules Study (EVS), ktory zacal v roku 1981 a opakuje sa kazdych 9 ro-
kov. Tento rok prebehne piata vlna v spolupraci s WVS. Zakladnym cielom vyskumu
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je umoznit medzindrodné porovnanie hodnét a postojov a ich zmien v eurépskych
krajinach. Medzi témy obsiahnuté vo vyskume patria: praca, Zivotné ciele, rodinny
zivot, ndbozenstvo, sticasné socidlne problémy, pocity stastia, dobrovolnicke aktivi-
ty, socidlny odstup, zdujem o politiku a politickd aktivitu, ndrodna identita, solidari-
ta, vztah k pristahovalcom, k regiénu, ku krajine, k EU (European Vaules Study 2017).

Hodnoty v slovenskej a arabskej kultire

Zaujimalo néas, do akej miery sd do-
lezité (4 = velmi dolezZité, 3 = skor dolezité, 2 = nie velmi ddlezité, 1= vobec nie dblezité)
pre obe skiimané kultiry nasledujice témy: praca, rodina, priatelia a zndmi, volny
Cas, politika a ndbozenstvo. V Tabulke 1 a Grafe 1 sd zndzornené vysledné priemery.

vybrané témy Slovensko arabské krajiny | rozdiel
Praca 3.21 3.36 0.5
Rodina 3.87 3.98 011
Priateliaaznami | 3.57 34 -0.17
Volny cas 3.49 312 -0.37
Politika 2.02 2.62 0.60
NabozZenstvo 2.07 3.45 1.38

TABULKA 1: POROVNANIE PRIEMEROV DOLEZITOSTI VYBRANYCH OBLASTI. ZDROJ: VLASTNE SPRACOVANIE

Z vysledkov vyplyva, Ze prica, rodina, priatelia a zndmi st pre obe kulttry
rovnako délezité (pouzili sme Kruskal-Wallisov test). Respondenti ich zaradili medzi
,skor délezité” a% , dolezité”. Statisticky vyznamné rozdiely na hladine vyznamnos-
ti 0=0,05 sme zaznamenali pri témach naboZenstvo, politika a volny ¢as. Volny Cas
je dolezitejsi pre Slovakov, politika a ndboZenstvo st zase vyznamnejSie pre respon-
dentov pochddzajuicich z arabskych krajin. Politika je pre Slovakov nie velmi dolezi-
ta, ale pre respondentov pochddzajicich z arabskych krajin sa hodnoty priblizovali
viac k odpovediam skor dblezitd. NaboZenstvo predstavovalo najvyraznejsi rozdiel zo
vSetkych vybranych tém. Slovaci povaZuji ndbozenstvo za nie velmi déleZité a nao-
pak, respondenti pochddzajici z arabskych krajin, za skor dolezité az velmi dolezité.
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GRAF 1: POROVNANIE PRIEMEROV DOLEZITOSTI VYBRANYCH OBLASTI. ZDROJ: VLASTNE SPRACOVANIE
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V dalsej otdzke mali respondenti vyjadrit, aky majd v sticasnosti pocit stastia
(1= vobec nie stastny, 2 = nie velmi §tastny, 3 = celkom $tastny, 4 = velmi §tastny), ak
postdia vSetky okolnosti vo svojom Zivote.

velmu §tastny 36.1

celkom &tastny

nie velnu stastny 14.0

vobec nie stastny

BSlovensko
Barabske krajiny
GRAF 2: POCIT STASTIA. ZDROJ: VLASTNE SPRACOVANIE

Ako mozno vidiet v Grafe 2, najviac respondentov zo Slovdkov aj responden-
tov pochddzajicich z arabskych krajin oznacilo, Ze sa citia byt celkom $tastni. Ttto
moznost si vybral takmer rovnaky podiel predstavitelov obidvoch kulttr, 54,7% Slo-
vakov a 54,8% respondentov pochdadzajicich z arabskych krajin. Podobny podiel
respondentov sa citi byt velmi stastny, 36,1% Slovakov a 31% respondentov pochadza-
jlcich z arabskych krajin. Odpoved nie velmi §tastny vybralo 4,9% Slovdkov a 14,% res-
pondentov pochddzajtcich z arabskych krajin. Moznost vobec nie Stastny neoznacil
ziadny respondent pochadzajici z arabskych krajin a zo Slovenska ju vybralo 1,6%
Slovakov. Z tidajov sme vypocitali aj priemery a ich hodnoty sa medzi respondentmi
pochéddzajicimi z arabskych krajin (3,28) a Slovakmi (3,17) v priemere vyznamne ne-
odlisuju. Mozeme konsStatovat, Ze zastupcovia obidvoch kulttir sud priblizne rovnako
celkom Stastni.

S pocitom $tastia tizko stvisi spokojnost so Zivotom. Pytali sme sa, ked vezmu
do tvahy vsetky okolnosti, ako st v sticasnosti spokojni so svojim Zivotom. Stupen
spokojnosti resp. nespokojnosti mohli oznacit na 6-stupnovej §kale, kde 1= nespokoj-
ny a 6 = spokojny.

Nespokojnych so svojim zivotom je 1,6% Slovdkov a 2,4% respondentov pocha-
dzajicich z arabskych krajin, ktor{ si vybrali stupen 1 (Graf 3). Stupen 2 oznacilo 3,3%
Slovakov a 2,4% respondentov pochddzajicich z arabskych krajin. Velky rozdiel sme
zaznamenali na strednej hodnote 3, ktord oznacilo len 8,2% Slovdakov a vyrazne vys-
§1 podiel respondentov pochddzajicich z arabskych krajin, 28,4%. Stupen spokojnos-
ti 4 oznacilo 19,7% Slovdkov a 26,2% respondentov pochddzajtcich z arabskych krajin.
Blizsie k spokojnosti, ktory prestavoval stupen 5, si vybralo 47,5% Slovakov a 31% res-
pondentov pochddzajticich z arabskych krajin, ¢o predstavuje najvyssi pocet odpove-
di spomedzi slovenskych respondentov aj respondentov pochddzajicich z arabskych



krajin. Najspokojnejsich so svojim Zivotom sa citi byt 19,5% Slovdkov a len 9,5% res-
pondentov pochadzajuicich z arabskych krajin.

Na zdklade vypocitanych priemerov sme zistili, Ze Slovaci st so svojim Zivo-
tom v priemere spokojni na 4,67 a respondenti pochddzajtci z arabskych krajin na
4,1. Kruskal Wallisov test ukdzal, Ze existuju Statisticky vyznamné rozdiely v spokoj-
nosti so svojim zivotom a na hladine vyznamnosti a=0,05 mézeme tvrdit, Ze Slovaci
st so svojim Zivotom spokojnejsi nez respondenti pochddzajtci z arabskych krajin.

BSlovensko
Barabské krajiny

GRAF 3: SPOKOJNOST SO ZIVOTOM. ZDROJ: VLASTNE SPRACOVANIE

Dalou otdzkou sme sa cheeli dozvediet, do akej miery Slovaci a respondenti po-
chddzajuici z arabskych krajin doveruji inym ludom. Pytali sme sa, ¢i si myslia, Ze vo
vSeobecnosti sa d4 vac¢sine Iudi verit, alebo ¢i v styku s inymi treba byt velmi opatrny
(Graf 4). Neddvercivejsi su Slovaci, az 72,1% oznacilo, Ze opatrnosti v styku s druhymi
Tudmi nie je nikdy nazvys, naopak tiito moznost oznacila menej ako polovica (47,6%)
respondentov pochddzajtcich z arabskych krajin. Viac ako §tvrtina (27,9%) Slovdkov
si mysli, Ze vac¢sine ludom sa da verit, naproti tomu respondenti pochadzajtci z arab-
skych krajin inym Iudom viac déveruji, nakolko si to mysli viac ako polovica z nich,
52,4%.

viicsine ludisa da verit

opatmostinikdy nie je nazvy3

GRAF 4: DOVERA K INYM LUDOM. ZDROJ:
OSlovensko Eal'ﬂbskékl'aji.ll}' VLASTNE SPRACOVANIE
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Zistovali sme tiez, akd velkd mozZnost maji slobodne sa rozhodovat a usmer-
novat svoj zivot. Uviedli sme vyrok: ,Niektori Iudia majud pocit, Ze sa slobodne rozho-
duju a maju zivot vo vlastnych rukach a inf zase, Ze svoj Zivot a to, ¢o sa s nimi stane,
nemodzu nijako ovplyvnit”. Respondenti mohli odpovedat na 6-stuptiovej skale, akd
maji moznost slobodne sa rozhodovat a usmernovat svoj Zivot, pricom 1 predstavo-
vala vOobec Ziadnu a 6 velmi vel'kd (Graf 5).

27.9

393

1 14.3

BSlovensko Barabské krajiny

GRAF 5: MOZNOST SLOBODNE SA ROZHODOVAT. ZDROJ: VLASTNE SPRACOVANIE

Vébec ziadnu moznost slobodne sa rozhodovat neuviedol Ziadny respondent
ani zo Slovdakov ani z respondentov pochddzajicich z arabskych krajin. Nizs{ stupen
slobodného rozhodovania, stupenl 2 neoznacil ziadny Slovdk a naopak 14,3% respon-
dentov pochadzajticich z arabskych krajin nema pocit, Ze sa vo svojom Zivote mozZe
slobodne rozhodovat a usmertniovat svoj zivot. Vyrazny rozdiel bol aj pri stupni 3, ¢o
predstavovalo strednd hodnotu, ktord oznacilo az 35,7% respondentov pochadzaju-
cich z arabskych krajin, ¢o tvori najvacsia ¢ast odpovedi od tychto respondentov a zo
Slovdkov ju oznacilo len 8,2%. Vys$si stupeni slobody rozhodovania oznacil podobny
pocet Slovakov (24,6%) a respondentov pochadzajticich z arabskych krajin (28,6%). Za-
ujimavy bol aj vyrazny rozdiel ohladne oznacenia na stupnici 5. AZ 39,3% Slovakov,
¢o predstavovalo najviac odpovedi zo Slovdkov, m4 pocit, Ze ma mozZnost slobodne
sa rozhodovat a naopak si to mysli len 11,9% respondentov pochddzajicich z arab-
skych krajin. Najvyssi stupenl slobodného rozhodovania a usmernovania svojho Zivo-
ta oznacilo 27,9% Slovdkov a mens§ia Cast respondentov pochddzajicich z arabskych
krajin, len 9,5%.

Na zédklade vypocitanych priemerov sme zistili, Ze u Slovikov ma priemerna
sloboda rozhodovania hodnotu 4,87 a u respondentov pochddzajtcich z arabskych
krajin 3,67. Kruskal-Wallisov test ukézal, Ze existuji Statisticky vyznamné rozdiely
v slobode rozhodovania a na hladine vyznamnosti 0=0,05 moézeme tvrdit, Ze Slovaci
majui vacsi pocit moznosti sa slobodne rozhodovat a usmernovat svoje zivot nez res-
pondenti pochddzajici z arabskych krajin.
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Zamerali sme sa aj na doleZitost ndboZenstva v Zivote. Stupen déleZitosti mohli

ohodnotit na 6-stuptiovej §kale, kde 1 predstavovala vébec nie je délezité a 6 je velmi
dolezité (Graf 6).

1 66.7

BSlovensko Barabskékrajiny

GRAF 6: DOLEZITOST NABOZENSTVA. ZDROJ: VLASTNE SPRACOVANIE

vy

Pri tejto otdzke sme zaznamenali najvyraznejsie rozdiely. Najvacsi podiel Slo-
vakov (39,3%) uviedol, Ze ndboZenstvo v ich v Zivote nie je vobec doleZité, pricom u res-
pondentov pochadzajicich z arabskych krajin to bolo 71%. A naopak najvacsia cast
respondentov pochddzajticich z arabskych krajin uviedla, Ze ndbozZenstvo je v ich Zi-
vote velmi déleZité, az 66,7% a Slovdkov bolo 11,5%. Stupen 2 a 3 oznacil rovnaky podiel
Slovédkov (13,1%) a stupen 3 a 4 zase respondentov pochddzajtcich z arabskych krajin
(9,5%). Len 7,1% respondentov pochaddzajicich z arabskych krajin nepovaZuje nabo-
zenstvo v Zivote za dolezité (oznacili stupen 1) a stupen 2 len 2,4% z nich, ¢o predsta-
vuje najmensiu percentudlnu ¢ast opytanych. Stupen 5 oznacilo 8,2% Slovakov a 4,8%
respondentov pochadzajicich z arabskych krajin.

Vypocitany priemer mal u Slovakov hodnotu 2,74 a u respondentov pochadza-
jacich z arabskych krajin 5,02. Tieto rozdiely st Statisticky vyznamné (Kruskal-Wal-
lisov test), a teda moZeme tvrdit, Ze ndboZenstvo je pre respondentov pochddzajtcich
z arabskych krajin v Zivote dolezitejSie nez pre Slovakov. Toto zistenie potvrdzuje vy-
sledok z prvej prezentovanej otazky, pri ktorej vSak bola pouzita ind skdla.

Nasledujica otdzka sa opit tykala ndbozenstva a pytali sme sa, ¢i si myslia, Ze
nabozenstvo dokaze dat veriacim silu a pohodu.

Slovensko arabské krajiny
Ano 70,5 92,9
Nie 9,8 0,0
Neviem | 19,7 71

TABULKA 2: NABOZENSTVO DAVA SILU (%). ZDROJ: VLASTNE SPRACOVANIE
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Napriek tomu, Ze Slovaci skér nepovazuji nabozZenstvo vo svojom zivote za do-
lezité, vacsina (70,5%) z nich si mysli, Ze ndboZenstvo dokaze dat veriacim silu a po-
hodu. Ttdto odpoved oznacilo aj najviac respondentov pochddzajicich z arabskych
krajin, az 92,9%. Takmer patina (19,7%) Slovakov a 7,1% respondentov pochddzajicich
z arabskych krajin nevie, ¢i je to tak. Nikto z respondentov pochadzajicich z arab-
skych krajin si nemysli, Ze by ndboZenstvo nedokédzalo dat veriacim silu a pohodu
a naopak 9,8% Slovdkov oznaéilo tito moznost.

Zaver Z vysledkov prieskum vyplyva, Ze praca, rodina, priatelia a zndmi st
pre obe kultiry rovnako dolezité, volny cas je vSak dolezitejsi pre Slovdkov a politika
a nabozenstvo st zase vyznamnejSie pre respondentov pochddzajticich z arabskych
krajin. NaboZenstvo predstavovalo najvyraznejsi rozdiel zo vSetkych vybranych tém.
Slovaci povazuji ndbozenstvo za nie velmi d6lezité a naopak respondenti pochadza-
jlci z arabskych krajin za skor dolezité az velmi dolezité. Obidve kultiry uznéavaju, aj
ked respondenti pochddzajici z arabskych krajin vo viac¢sej miere, Ze ndbozenstvo do-
kaZe dat veriacim silu a pohodu. Dalsie odlisnosti medzi obidvomi skiimanymi kul-
tirami boli v dévere voci inym Iudom a v slobode pri rozhodovani, kde sa ukazalo,
Ze Slovéaci si menej dovercivi a majui zase vacsi pocit moznosti sa slobodne rozhodo-
vat a usmernovat svoj zivot. Slovaci aj respondenti pochddzajtci z arabskych krajin
sa vyznamne neodli§uju v pocite $tastia, no pri porovnavani spokojnosti so Zivotom,
su Slovaci spokojnejsi nez respondenti pochddzajici z arabskych krajin. Tdto nezrov-
nalost dokazuje, Ze aj ked pocit $tastia a spokojnost so Zivotom tizko sivisia, predsa

len odzrkadlujd odlisné ponatie, ¢i obsah.
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Résumé

Comparison of Slovak and Arabic culture Il. Happiness, freedom, trust, religion.

Thanks to the changes in the orientation of the values we can observe important social transformations in society. That’s one of the
reasons why also the continual international research started to focus on these values (for example World Values Survey or European
Values Study). Our survey reveals, that work, family, friends and acquaintances are equally important for both cultures. Leisure time
is more important for the Slovaks. Respondents from Arabic countries, on the other hand, find politics and religion more important.
The biggest difference in all themes was represented by religion. The Slovaks find religion as not very important. Unlike the respond-
ents from Arabic countries, who find it important or even very important. Both cultures admit, even though the respondents from Ar-
abic countries in a larger degree, that religious people can get comfort and strength from their religion. Other differences between
these two surveyed cultures were in the trust towards another people and in the freedom of decision-making. It turned out that the
Slovaks are less trustful and feel like they have a bigger possibility of decision-making and controlling their life. The Slovaks and the
respondents from Arabic countries have more or less the same feeling of happiness. But the Slovaks are more satisfied with their life
than the respondents from Arabic countries. This inconsistency shows, that even though the feeling of happiness and satisfaction with

life are very similar, they reflect a different conception or content.
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PRISPEVKY | CONTRIBUTIONS TEXT | MARCUS DIEDRICH

EVERYDAY INTERNET USE.
HOW DO END USERS USE
THE MOBILE INTERNET?

The smartphone is the most personal of all devices and for many of its users
has long become the most important access to the internet. The usage is
characterized by many short and targeted accesses. Many of these so-called
mobile moments are context-related and therefore fundamentally different
from the stationary online usage. As the smartphone accompanies its user
throughout the day, it is always within reach and becomes a personal assistant
for him. It provides access to a variety of apps that take on everyday functions
and interact with the increasingly connected world.

1Key factors in the increased use of social media

Four key factors explain
the abrupt change in behavior and the resulting increase in Web 2.0 offerings. On the
one hand, two technical changes offer new possibilities. A better availability of tech-
nologies provides the basic prerequisite for user integration. The second technical
factor is the improved infrastructure, ie the proliferation of internet broadband ac-
cess, which enables the rapid transmission of videos and photos. On the other hand,
a fundamentally changed user behavior has been identified, since many can be tech-
nically more adept at growing up in the computer and internet age. Another factor is
mobile internet use (Bruhn 2014, p. 1038).

1.1 Changing needs and usage behavior In terms of the media, social media
has a significant impact on the communication model of traditional mass media.
Conventional mass communication is characterized by a clear separation between
communicator and recipient (Rothe 2006, p. 80). A role change is not provided. How-
ever, with the increasing popularity of the internet and the establishment of so-
cial media, the strict distribution of roles between the sender and the recipient has
changed: previously separate communication technologies, such as language, text,
video and audio, have merged. On the one hand, this leads to a dissolution of the
boundaries between mass and individual communication and, on the other hand, to
an interconnectedness of communication roles between communicator and recipi-
ent. Users are now able to create and circulate their own content. So, you can take on
the station role that has always held the medium itself. This qualifies the transmit-
ter-receiver model of the classical mass media. Above all, the elements of interaction
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and participation are now in the foreground of communication and are expected by
customers.

Web 2.0 and social media allow the once passive recipient to create his own
world by generating media content himself. These content, known as user-generated
content, is a reflection of society and often in competition with the traditional mass
media. User-generated content can be divided by definition into the following crite-
ria (Michelis 2009):

| Voluntary: The process of content creation musttake place outside professional

routines and be intrinsically motivated - that is, voluntarily, without outside
incentives and out of work itself.

| Creativity: A certain amount of creative self-achievement and creativeness

should characterize the work result.

| Publicity: The work results must be accessible to the public.

User-generated content means that the visitors to a platform are involved in
building the content to a very substantial extent. Many people who do not or only
briefly know each other work on common statements, structures and appearances
(Ebersbach, Glaser and Heigl 2011, p. 206). The combination of user-generated content
and the direct response options within social media makes many-to-many commu-
nication possible for the first time. The need for user-generated content is increasing
dynamically. The mutual active exchange of information is becoming more and more
important (Bruhn 2014, p. 1038).

1.2 Improved availability of technologies
vice APIs, AJAX, RSS or the basic technologies for creating blogs and wikis that make

This means, for example, web ser-

it easier to use the offers. APIs (Application Programming Interfaces) are interfaces
for application programming and therefore one of the technical foundations of Web
2.0. They ensure that a website can independently get content from another page.
These technologies enable faster and easier use of new internet offerings by consum-
ers and providers (Bruhn 2014, p. 1038).

1.3 Technical infrastructure

The widespread and cost-effective availability of
broadband internet access makes this type of communication accessible to a broad
segment of the population (Kaplan and Haenlein 2010, p. 60). The pioneers of the
web partly failed because the framework conditions for the web were not right until
the beginning of the new millennium. Above all, this affected the broad masses, ie
the customers and employees of a company, since the first DSL connections were re-
served primarily for companies and organizations. Companies could provide content
such as elaborate catalogs in PDF format or videos, but customers could only retrieve
them via their analog modem at 56 kilobits per second. Since the analog ports were
billed based on time or amount of data, the end user considered whether to download
large files (Hettler 2010, p. 3). Only through the increased data transfer rates, many
web applications and thus also the wide field of social media make sense to use. With
the advent of DSL and affordable rates, the web has become accessible to the mass-
es. The internet usage costs have also dropped significantly over time and have thus



increased the attractiveness of the Web in the eyes of users (Bruhn 2014, p. 1038).
Another driver for Web 2.0 is the sharp drop in storage media prices. All accumula-
ting data must be stored. The ever-increasing volumes of hard drives at ever lower
prices are particularly important for vendors such as YouTube, as they can work with
high and fast storage volumes on a low-cost basis and offer free storage space to the
user (de Buhr and Tweraser 2010, p. 73). Falling prices for storage have favored the
high and growing penetration of digital cameras. Almost ten years ago, analogue vi-
deo cameras were the standard. These not only had the disadvantage that they are
big and heavy, but also the video editing was reserved only for experts. Today, mo-
dern smartphones already have integrated cameras that can record videos in HD
quality. Applications for image editing can be downloaded directly to the phone. Mod-
ern digital cameras offer a video function and also better lenses than a smartphone
camera. With these means of production, every user can become a producer and cre-
ate high-quality content himself (de Buhr and Tweraser 2010, p. 73).

1.4 Mobile internet use A trend that has become increasingly important in
recent years is mobile internet use (Bruhn 2014, p. 1039). Mobile internet means the
provision of an internet connection on mobile devices. Only very few consumers surf
exclusively on a fixed PC at home in the network. If they do not use a laptop, they are
still almost all mobile. Meanwhile, almost every mobile phone owner has a smart-
phone - and surfs mobile on the net. Tablets are finding their way into the living
rooms and establishing themselves as work equipment and entertainment medium
(Wiedemann and Noack 2015, p. 236). The increasing proliferation of mobile, internet-
enabled devices - from laptops to tablet PCs and smartphones to smartwatches - is an
important driver of mobile marketing (Kreutzer, Rumler and Wille-Baumkauff 2015,
p. 231). What is important in all these developments is that the increasing use of mo-
bile devices, such as tablet PCs and smartphones, does not replace access to the inter-
net at home, but rather enables new usage situations (Kreutzer 2014, p. 4).

2 Possibilities of mobile internet use

Mobile is more than just a device class,
a way of using it, or a form of access, it is a paradigm shift in internet usage and the
next step in evolution in digital evolution. The smartphone has freed the internet
from the computer room and carried it out into the physical world. But not only the
smartphone, but also the tablet and the notebook can be used mobile. It should be
noted, however, that smartphone and tablet technically have much in common, but
are used by their users fundamentally different. Laptop and stationary PC are usual-
ly used when we work or want to deal with us without time pressure. When it comes
to acute information search, however, the smartphone turns out to be increasingly
the medium of choice. While the smartphone is used as a constant and personal com-
panion in everyday life, the tablet is more likely to be used in situations comparable
to laptop use, for example on the sofa or while traveling by train (Rieber 2017, p. 2). In
this increasingly networked world, the smartphone plays a key role for its users. It
serves as an identification, as a data collector and as a control unit and enables a two-
way interaction between the user and his networked environment.
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In addition to smartphones, tablets and laptops, objects such as heaters, clocks
and cars are also increasingly using digital components with WiFi, Bluetooth or mo-
bile SIM cards. This allows them to exchange information with other objects to provi-
de smart all-in-one solutions. This new reality is referred to as the internet of things
and represents another step in the evolution of digital transformation. While the in-
ternet has been primarily used by end users, it now becomes the infrastructure for
a connected world (Rieber 2017, p. 18). An example for the internet of things is the fit-
ness arm band. Fitness bracelets are equipped with sensors that collect data such as
the pulse rate or meters that have been run for applications on the smartphone.

Applications or short apps are an integral part of our current understanding of
smartphones. In contrast to websites that are based on the HTML standard and can
theoretically be displayed on every device via browsers, mobile apps must be develo-
ped specifically for the respective operating system of the smartphone. Apps have
access to almost all functions of the device and allow an optimized user experien-
ce for each operating system (Rieber 2017, p. 8). The main advantage of an app is that
it works even without an active internet connection, if no current data is needed for
operation. Although apps, just like a program on a PC, are functional even without an
active internet connection, today many apps require at least occasionally an inter-
net connection, whether via WLAN, UMTS or LTE. There are now free Wi-Fi accesses in
many public places, and the prices of internet flat rates for mobile phones have beco-
me very affordable in recent years. It could be formulated slovenly: Today the mobile
internet is (almost) everywhere (Lammenett 2017, p. 399).

The alternative to an app is a web-based internet application that runs in the
browser of the smartphone. As a rule, every smartphone has a preinstalled browser.
The user only has to enter the URL (internet address) of the application. Of course,
this requires a permanent internet connection. In contrast to a "native" app, a web-
based internet application must be fully loaded at the moment of the call via an active
internet connection, which is a disadvantage if the connection is poor (Lammenett
2017, p. 400).

3 Application area of the mobile internet Most online activities, which are
carried out at a very high frequency, have been at the core of internet use for many

years. These include key activities such as sending and receiving e-mails, as well as
using instant messaging services. In the category information search, the use of
search engines like Google comes first. The following is an overview of the most com-
mon online activities are given. Sending and receiving e-mails - e-mail programs are
programs used to receive, read, write and send e-mails. The ease of use has made e-
mail a global standard in electronic communications. E-mail providers offer their
own apps to retrieve the e-mails.

Use of search engines - search engines are the central point of contact for all
information seekers on the internet. Technically, search engines are programs that
search the internet based on a user's search query and display the corresponding hits
in a list. General search engines are suitable for searching the entire internet. After
entering a search term, a search engine will provide a list of references to potentially



relevant documents, usually with a title and a short excerpt from the document. Well-
-known search engines like Google offer apps that the user can put on the home screen.

Online banking - online banking describes the processing of banking transac-
tions via the Internet. Banks offer websites or portals where you can manage your
checking account online. Some banks also offer special online banking programs.
In this case, the user must install the appropriate program on his computer. Mana-
ging the account from the comfort of your own home is only possible through the
program. For most banks, online banking is handled via the normal internet brow-
ser. Simply go to the website of the house bank and register for online banking. Mo-
dern browser-based internet banking systems are characterized by portal functions,
accessibility, various security mechanisms, notification options, mobile TAN proced-
ures and freely selectable login names.

Reading online news - an online newspaper is an online publication of a new-
spaper published on the World Wide Web. Internet newspapers are often linked to a
print newspaper, but usually have their own editorial staff. Some articles will only
appear in one of the two versions or in different versions. In contrast to print new-
spapers, online newspapers are able to supplement their articles with multimedia
content (eg video and audio contributions). There are also various interactive options
such as searchability and comment ability, but also techniques for internal and ex-
ternal networking of articles as well as permanent updatability. Other advantages
include that online newspapers with regionally limited content, unlike local newspa-
pers, are not subject to any restrictions and are available worldwide.

Online shopping/price comparisons - online shopping is already part of every-
day life for most people. Actually, the term "online shop" does not mean anything oth-
er than electronic commerce. Instead of selling goods in a retail store, it is offered on
the internet in specially designed shop systems. On platforms such as amazon, inter-
ested parties can conveniently buy goods at the click of a mouse and pay via payment
systems such as paypal. Often, online shops are also used for price comparisons.

Instant messaging (eg WhatsApp) - instant messaging makes it possible to
communicate with other participants online in real time using a software called in-
stant messenger. Short text messages are sent via a server to the recipient, to which
he can respond immediately. This way you can also exchange files. Most instant mes-
senger programs display which statuses (online, not available, absent, do not disturb,
offline, etc.) the communication partners currently have.

Social media (eg Facebook) - social media communication takes place on onli-
ne-based platforms and marks both the communication social media users and their
interconnectedness. The social exchange between the users takes place on the social
media platforms. Social media enable the storage, processing and transmission of in-
formation of all kinds (text, image, moving image, language), regardless of location,
time and space, between individuals who are in any way related to one another. They
thus realize the connection and networking of these individuals to a group and give
each group member the opportunity to actively shape the exchange process.

Watching videos - an online video is a movie that can be viewed in digitized
form on a web page. Search engines, video sharing platforms, and social networks

25



can give online videos a huge reach. Users can create their own profiles on the inter-
net video portal and upload their own video clips with a description (short text, tags).
Other users can rate and comment on them. The descriptive tags of the videos allow
the user to watch similar clips after the end of a video.

Online music services - an online music service, or music portal, is an online
service that allows users to download songs or stream them.

Play online games - online games are computer games played online over the
internet. There are browser-based online games that rely on pure HTML code or re-
quire additional browser plug-ins or an app.

4 Survey As described in the beginning, the study is based on the question of
how internet usage looks in everyday life. The studies were conducted in January
2018 using an online questionnaire. The target group were internet users of all ages
who were invited to participate via social media. In addition to the overall evalua-
tion, the evaluation also includes the results of the subgroups '14-39 years' and 'over

40 years'. Here it becomes clear how differently the mobile internet is used.

Interview participants (n): 117

Survey: online questionnaire

Period of investigation: January 2018

The first question isto clarify which media are generally used for information gathering.

Total 14-39 Years Over 40 Years

TV 82,91% 77,78% 88,89%
Smart-TV 29,06% 34,92% 22,22%
Radio 76,07% 74,60% 77,78%
Newspaper 47,01% 33,33% 62,96%
Magazine 30,77% 28,57% 33,33%
Laptop 71,79% 71,43% 72,22%
Smatphone 91,45% 95,24% 87,04%
Tablet 58,97% 52,38% 66,67%
eReader 7,69% 7,94% 7.41%
Wearables 12,82% 15,87% 9,26%
Others 1,71% 1,59% 1,85%

FIGURE 1: WHICH OF THE FOLLOWING MEDIA DO YOU USE (MULTIPLE ANSWERS POSSIBLE)? SOURCE: AUTHOR
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The most widely used digital device is the smartphone with a share of 91,45
percent. The laptop ranks second with 71,79 percent, closely followed by the tablet
with 58,97 percent. Nearly 30 percent use a smart TV, with which they can stream
programs directly from the internet. Wearables are with 12,82 percent still a margi-
nal phenomenon.

There is a significant difference in the use of the daily newspaper. Here, 62,96
percent of over-40s face 33,33 percent of 14-39-year-old. When using the smartphone,
there are only marginal differences with 95,24 percent in the younger to 87,04 per-
cent in the older group. When using laptops, both groups are on the same level.



Total 14-39 Years Over 40 Years
Several times a day 93,16% 100,00% 85,19%
Once a day 2,56% 0,00% 5,56%
5-6 times a week 1,71% 0,00% 3,70%
3-4 times a week 0,85% 0,00% 1,85%
1-2 times a week 1,71% 0,00% 3,70%
Less common 0,00% 0,00% 0,00%
Others 0,00% 0,00% 0,00%

FIGURE 2: HOW OFTEN DO YOU USE MOBILE DEVICES TO GO ONLINE? SOURCE: AUTHOR

The mobile devices accompany most of the interviewees through everyday life.

If you own a smartphone or tablet, you usually use it intensively. 93,16 percent of res-
pondents use their mobile devices several times a day to access the internet. Another
2,56 percent go online once a day.

When comparing age groups, it is noticeable that 14-39-year-olds use the mobile
internet one hundred percent several times a day. The age group over 40 years uses it
only to 85,14 percent several times a day.

Total 14-39 Years Over 40 Years

Send and receive e-mails 92,31% 90,48% 94,44%
Use of search engines 8718% 88,89% 85,19%
Online banking 77,78% 79,37% 75,93%
Read online news 71,79% 74,60% 68,52%
Online shopping / price comparisons 77,78% 82,54% 72,22%
Instant messaging 80,34% 87,30% 72,22%
Social networks 72,65% 85,71% 57.41%

Play online games 20,51% 25,40% 14,81%
Watch movies / videos 49,57% 61,90% 3519%
Online music services 47.86% 55,56% 38,89%
Others 1,71% 1,59% 1,85%

FIGURE 3: WHICH OF THE FOLLOWING INTERNET ACTIVITIES YOU PRACTICE AT LEAST OCCASIONALLY (MULTIPLE ANSWERS

POSSIBLE)? SOURCE: AUTHOR

The spectrum of internet applications used is very broad and ranges from

pure information applications to transactions such as shopping or online banking.
Frequently used activities with digital terminals are in particular the writing and
sending of e-mails (92,31 percent), the use of search engines (87,18 percent), instant
messaging (80,34 percent) and online shopping (77,78 percent).

In contrast to the stationary use of the internet, users in the mobile internet
use little video (49,57 percent) and music services (46,86 percent). Online games (20,51
percent) plays only one in five.

In comparing of the two groups, it is noticeable that especially the use of social
networks and video streaming are significantly different. The group of 14-39-year-old
uses these two services much more often. When using the other services, it is notice-
able that they are used more by the younger group. The exception here is the retrie-
val of e-mails. Here, the older group retains the upper hand.
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5 Summary Due to the sample size of 117 participants, the survey is not re-
presentative. But it gives an insight into the daily use of the mobile internet. Trends
are clearly visible. A general trend can be observed and best described on the basis
of the smartphone: Numerous services that had nothing to do with each other some
time ago, had their own functional logics and thus always forced the user to a certain
learning performance, are today united in small devices we all carry in our pants
pocket. The mobile internet provides us with information anytime, anywhere. It is
about internet use, which does not take place at home on the home PC or on the lap-
top in a company, but is used on the go, especially through internet-enabled mobile
phones, smartphones and tablets. Mobile broadband usage has been growing steadi-
ly since the introduction of smartphones. The mobile internet is almost self-evident
today and increasingly integrated into our everyday lives. Frequently used activities
with digital terminals are in particular the writing and sending of e-mails, the use of
search engines and online shopping and instant messaging. The mobile devices ac-
company most of the interviewees through everyday life. If you own a smartphone
or tablet, you usually use it intensively. The majority of respondents use their mobi-
le devices several times a day to access the internet. The most common digital de-
vice is the smartphone. The laptop is in second place, closely followed by the tablet.
One third of the respondents use a smart TV that allows them to stream programs di-
rectly from the internet. Wearables are still a marginal phenomenon.

But the smartphone is not the only relevant device: Even radios, smart TVs and
laptops are widespread. Media usage on the internet is an attractive option, but only
one among many. Media are still used to a considerable extent via the classic chan-
nels that are deeply rooted in people's everyday lives. The laptop ranks second be-
hind the smartphone as a digital device, closely followed by the tablet. A standard
TV uses 82,61 percent, and just under 30 percent use a smart TV, with which they
can stream programs directly from the internet. The radio still uses 75,65 percent of
respondents.

Of course, the sustainability of a company depends on a whole range of dif-
ferent conditions. One of the biggest challenges is the digital transformation. In
structural change towards information and network economics, traditional means
of communication must be questioned. This is especially true because the “Millen-
nials” are advancing both as employees and as customers. They were born in the pe-
riod from about 1980 to 2000. This generation is also called “Generation Y” and is
considered well educated, often with a college degree. It is characterized by a techno-
phile lifestyle. In particular, it is the first generation to have grown up in an environ-
ment of the internet and mobile communications. They use the mobile internet one
hundred percent several times a day. At the same times they use less the print me-
dia and the regular television program. This requires a new, digital approach to this
customer group.
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INTERPRETATION OF MARKETING
THEORY IN ISLAMIC CONTEXT

The interpretation of economic questions represented by Islamic religion,
especially due to the global political situation of our era, stands for an extremely
popular topic in the international academic life. One of its spheres is the research
of Islamic marketing, that presents a new approach to marketing. The thesis
below contains the comparative analysis of the traditional marketing mix and
the Islamic marketing. Islamic Marketing is the study of marketing phenomena

in relation to Islamic principles and practices or within the context of Muslim
societies. The Islamic Marketing is religion-based marketing in which marketing
activities are guided within the framework of Islamic Shariah.

Introduction

One of the most discussed questions of present era is the Isla-
mic religion and the other smaller or bigger religions, respectively, the coexistence
of their followers. This has become an essential matter in many spheres, for example
due to the migration crisis, the human rights or the culminating extension of globa-
lization, as well as in the sphere of business life. This all, however, does not appear in
the political, judicial or financial spheres only, it rather presents a topic covering li-
fe-affairs in full extension, that affects every aspect from the smallest segments to
the most extended branches.

On one hand, because of investments and tourism there are more and more
Muslims appearing in Europe, and therefore the knowledge of their addressing, cul-
tural and ethic expectations can mean an advantage opposing to those countries
which do not put this question into consideration so much. On the other hand, throu-
gh the even currently happening refugee crisis masses of Muslim consumers have
arrived to allover Europe, whose market awareness, demands, advertisements and
messages which can address them, in many cases are built on different basis, than
that of the native population, but it can differ even formal so Muslim immigrants li-
ving in the given country since some generations, too. Therefore, each economic field
whether it is about from the beauty care through tourism to the bank sector, shall
find out itself that under what extent its functioning, promotion and structure is
supposed to adapt to the new expectations, the requirements of consumers and in-
vestors with the Muslim background.

The sphere of marketing stands for a good example, where the appearance and
spread of the so called Islamic marketing has introduced a new aspect for resear-
chers dealing with the topic, professional as well as businessmen.
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Therefore the aim of the script is the introduction of marketing activities con-
nected with Islam, as well as its comparison with the methods of traditionally consi-
dered marketing, with its features and other features. Although it is obvious that the
growing interest in Islam and marketing covers a number of reasons, which mostly
has its source in reaching each Muslim country’s market, as well as making efforts
for it, the script’s intention is not to deal with this aspect, but the background of mar-
keting theory.

Synthesis and methodology

The first chapter of the script intends to present
the general characteristics of Islamic marketing, its origin, importance, in order to
make this new direction generally applicable within the sphere. Following this a par-
tial presentation of traditionally considered marketing mix is explained, using the
aspects of 7P at first. The third more extended part of the script traces the differenc-
es and similarities between the Islamic marketing and traditional marketing mix
according to the first two chapters. The whole material is enclosed with a short con-
clusion and suggestions for further research topics.

It is essential to note right now, that although the Islamic marketing stands for
a direction within the marketing in some terms, while the 4P as well as the 7P and
the traditional marketing regards the complete sphere, i.e. reinterpreting the classic
example, ,we are comparing a beetle with and insect”, so a subterritory with a com-
plete sector, the scripts goal among others is to release this paradox. It is also impor-
tant to mention about the script, that it has been provided as a summarizing essay
with the usage of reachable literature.

Conventional marketing Mix

The marketing mix is the tactical or operation-
al part of a marketing plan. The marketing mix is also called the 4Ps and the 7Ps.
The 4Ps are price, place, product and promotion. The services marketing mix is also
called the 7Ps and includes the addition of process, people and physical evidence (Kot-
ler and Armstrong 2010).

The 7 Ps of marketing
which you can use in any combination to satisfy customers in your target market.

The 7 Ps are a set of recognized marketing tactics,

The 7 Ps are controllable, but subject to your internal and external marketing en-
vironments. Combining these different marketing tactics to meet your customers'
needs and wants is known as using a ,tactical marketing mix” (Business Queensland
2017).

| 1. Product
should work and it should be what the consumers are expecting to get.

The Product should fit the task consumers want it for, it

| 2. Price

The Product should always be seen as representing good value
for money. This does not necessarily mean it should be the cheapest available;
one of the main tenets of the marketing concept is that customers are usu-
ally happy to pay a little more for something that works really well for them.



| 3. Place
consumer finds it easiest to shop. This may be High Street, Mail Order or the

The product should be available from where your target

more current option via e-commerce or an online shop.
| 4. Promotion
in more recent times, Social Media are all key communication tools for an

Advertising, PR, Sales Promotion, Personal Selling and,

organization. These tools should be used to put across the organization’s
message to the correct audiences in the manner they would most like to hear,
whether it be informative or appealing to their emotions.

| 5. People All companies are reliant on the people who run them from

front line Sales staff to the Managing Director. Having the right people is

essential because they are as much a part of your business offering as the
products/services you are offering.
| 6. Physical environment The environment is where the customer and

the seller step into interaction, where the customers are served. It includes

furnishing and the built-up or natural environment as well.

TARGET

MARKET

FIGURE 1: 7P MARKETING MIX. SOURCE: MARKETINGMIX.CO.UK (2017)
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| 7. Process Almost all services include some physical elements even if
thebulkofwhatthe consumerispayingforisintangible. (professionalacademy.

com 2017)

Islamic marketing mix Islamic Marketing is a very new field in Marketing. Is-
lamic ethics within economics as well is not new, with the Prophet being known as
the Truthful one (Al-Amin) and himself a trader. Transactions and trade (Muamalat
and Tijarah) are also not new in the Islamic tradition and are much related with the
revenue and costing aspects of the process of marketing too. Here the attention is to-
wards fair pricing, removing of uncertainty, gambling, interest and activities consid-
ered haram (Ramadan 2009, Islamicmarketing 2017).

The relevant questions were rated to multicultural or ethnic marketing catego-
ries earlier, however, in recent half decade it has been made clear, that these two con-
ceptions do not reflect correctly the shades connected with Muslim consumers and
markets, the characteristics of marketing activities necessary to reach these mar-
kets (Abdullah 2015).

Actually the modern Muslim world has unique features: the so called Islamic
brand joins the branches, including fashion, cosmetics, entertainment, tourism,
education, pharmacy and professional services (Wilson 2014).

The importance of Islamic marketing is also raised by the fact, that the mar-
kets of Muslim countries with remarkable population, like Saudi Arabia, Iran or
Egypt, do not belong to the developed countries in European and American terms
only, but they also have stressed significance for improving economies as well, like
the BRICS (Brazil, Russia, India, China and South Africa) and the MINT (Mexico, Indo-
nesia, Nigeria, Turkey).

It is important to stress on the markets of countries belonging to the Muslim
world, that at the dawn of globalization there were few brands reachable in each sphe-
re, respectively, it was a typical feature, that the consumers were supplied by local
companies. Therefore, the sellers were marked by short-term mentality and efforts
for the maximalization of profit, the idea of a conscious marketing construction was
not present. At the same time the build-up of a brand did not play in strategic roles
either, the completion of each advertisement was supposed to be more like a plan of
tactics (Wilson 2014).

However, this all with the strengthening of globalization evokes a new direc-
tion, which is worthy of dividing it into two parts. From one side, the actors of mar-
kets of Muslim countries, with the spread of information about the pursuit of foreign
marketing, have began to recognize the advantages of marketing construction and
the benefits of marketing in general. In this reflection more and more companies
have tried to break out of the trap of OEM (Original Equipment Manufacturer) sta-
tus, and they wished to take control over the final sale as well, together with the
production and delivery. From the other side, an international know-how has ar-
rived to various markets thanks to globalization, so next to the defined countries,
Muslim-directed companies have started to develop on international level, making
the portfolios of each countries” products and services more colorful, making the lo-
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cal competition more vibrant, evoking the battle for the consumers. It has also been
arevolutionary idea, that the marketing experts are able to answer the opportunities
and dangers covered by globalization (Temporal 2011).

The Islamic marketing in general One of the most important peculiarities
of Islamic marketing is its relation to its Muslim consumers: we can state, that the
ambitious Islamic marketing is an ideology, according to which the professionalism
cannot be judged by the products and services only. ,the Islam claims, that individ-
uals both in their professional life and private life must practice, what they preach.”
(wilson 2014).

This powerful religious effect on marketing as well as on the commercial lives
of Muslim markets and companies is approachable in more points. For example, re-
garding the grocery products it is important to know whether they categorize it ac-
cording to halal, i.e. to availability for the religious orders, therefore the merchants,
services wishing to approach the Muslim consumers must add special remarkability
to reach a qualification (Salam 2017).

Before we would get on to the specifications of the Islamic marketing field it
is essential to emphasize that the studied fields themselves do not necessarily agree
with the branches of traditional marketing developed through decades either. Sula
and Kertajaya in their work from 2006 introduce four such fields which instead of
the traditional marketing tools, or rather they are able to define the pursuit of Islam-
ic marketing more precisely. These are spiritual, ethical, realistic and human tools
(Sula and Kertajaya 2006).

This evokes a question, to what extension the methods and principles applied
in the scientific research of the sphere and the commercial pursuit, for example the
7P, are able to cover the spheres of Islamic marketing. According to related research-
es, however, it does not represent a problem, rather the completion of the 7P - or any
other applied mix - is necessary. This is presented by Damirchi’s study, according
to which the product - i.e. the ,product” part of 7P - is applicable the same way, but
requires to be completed with the Islam’s spiritual and ethical demands (Damichi
2017). For example the product cannot cause bemusement of mind, the product must
be transportable, it is needed to provide information about the added value, which
influences the product value, to support the consumer’s decisions and so on (Dami-
chi 2017). In case of advertisements, promotions - ,promotions” it is important to fit
the criteria as well, where, for example it is forbidden to use pressure or to deceive
families and consumers. These examples are a few only, a more detailed division ac-
cording to 7P is found in the chapter dealing with the comparison of the Islamic and
traditional marketing.

We cannot classify the Islamic marketing as a sphere originated from Islamic
religion, as next to the pursuit of Muslim markets the Muslim and non-Muslim mun-
dane actors of the market form it with their activities as well. It is being formed as
part of a natural phenomenon, where the marketing grows between the evolutional
and revolutionary mind and its practical phases, in order to preserve its relevance
and effectivity in the new environment.



Differences and similarities

Up to now the existence of Islamic marketing
is an issue that is being discussed by researchers, experts and other scholars, espe-
cially in non-Muslim countries. Many of them use the argument that Islamic market-
ing is important in contemporary commercial activities, but the conception of 7P in
marketing should be built up with the Islamic principles (Hashim and Hamzah 2013).
According to the latter suggestion, hereunder the Islamic marketing and the tradi-
tional marketing are compared on the basis of 7P aspects:

1. Pragmatism and product Wilson (2012) determined pragmatism with its
studies about its applicable theories in the real world or its truth and meaning. The
aim of the products is providing the clients essential benefits and services with high
values (Lovelock 2011). This conception of product and pragmatism mean coordina-

tion with the Islam teachings, therefore there is no significant difference here.

2. Pertinence and promotion In case of the second P we must build in the
phrases of sensitivity and promotion. Wilson (2012) describes the relevance and appli-
cability of Islamic marketing in the traditional marketing study-plan of English com-
mercial schools. The logic of integrating the availability and promotion is that the
conception stresses the spread of suitable information for the clients. At the same
time the clients are being taught about the practical benefit of a purchase of the
products or services and their advantages. This conception is simultaneous with the
teaching of Islam, according to which the products must communicate within the
ethical limits, as the Islam forbids the practice of exaggerating promises in order to

avoid the clients” disappointment (Trim 2008, Arham 2010).

3. Palliation and the price
palliation and the price may be reasonable, as palliation presents the minimalization

In case of the third P the relationship between the

of difficulties between marketing managers and clients (Wilson 2012). Meanwhile the
price does not define the company’s profit only, but also the Islamic marketing recog-
nizes those expenses of clients, which may represent a higher amount, than the price
paid to the seller (Lovelock 2011). Palliation is a form of this case: to assure discounts
budget reduction arrangements to the clients in order to release the load of purchase
when it is being effected by economy and inflation of expenses. Therefore, the inte-
gration of these phrases are also in coordination with the teachings of Islam, accord-
ing to which prophet Mohamed sells his products, on the basis of selling volume and
determining a price which can be acceptable by the market (Trim 2008).

4. Peer-Support and people
belong to the fourth P. It ensures consistent and mutual efforts between market-

The integration of peer-support and the people

ing managers in order to construct positive relationships both with inner and ex-
ternal individuals involved, that is also possible to coordinate with the Islam theses
(Hashim and Hamzah 2013).
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5. Pedagogy and physical environment In case of the fifth P the pedagogy
and the physical environment should be built in as a common conception. Pedagogy
stands for the realization and subscription to clear educational conception, methods
and practices (Wilson 2012). Meanwhile, the physical environment is defined as the
creation of a service environment, which evokes the client’s attention on the compa-
ny-profit relationship. In case of prophet Mohammed the name itself meant guaran-
tee for quality, honesty and integrity (Arham 2010).

6. Persistence and process In case of the sixth P the integration of persis-

tence and process seem relevant in the Islamic marketing, as persistence is defined
as consistent work without problems and difficulties (Wilson 2012). At the same time
the process refers to the best practices on providing products and services to the cli-
ents with the aim to make them happy and satisfied (Lovelock 2011). This is in harmo-
ny with the teachings of Islam, which prescribes to make a mutual agreement during
the selling and buying process, and the absence of the agreement s conditions makes
the delivery unacceptable (Hashim and Hamzah 2013).

7. Patience and place

Last but not least, the seventh P, which involves pa-
tience and the conception of unity, assures, that the marketing managers must ex-
press an honest and ethic behavior at spreading their products and services (Hashim
and Hamzah 2013). For a company to achieve an advantage in competition in a cer-
tain industrial branch, they must understand the needs and demands of clients.
Marketing may support the company in its work, respectively in surviving in this
complex, changing and stormy environment. Essentially, the main aim of marketing
is to maintain the satisfaction of clients, and together with it to make a profit for the
company.

Regarding the Muslim consumers, it is essential to mention, that they prefer
the purchase of Islamic products and services. Therefore, the companies aiming at
Muslim consumers must be able to differentiate their marketing strategies, which
include products originated from traditional marketing as well. The differentiation
must be described in a clear way (Shamsudin and Rahman 2014).

Conclusion

Asitturns out of the above described, the basis of Islamic economy
and marketing are highly determined by religious studies, as the actions of the world
of business, so as the marketing are supposed to be in conformity with the Islamic
doctrines. However, from the comparison it is clearly visible too, that the traditional
marketing mix elements as the Islamic marketing mix principles, in the future will
probably infiltrate into the traditional marketing concept. The Islamic marketing
supplements and brings these statements to perfection, supporting the orientation
to the Muslim consumer behavior. Besides, it defines the marketing mix according to
the consumer behavior and demonstrates it from its practical side. It leads pragma-
tism to product policy, in which the usefulness, favorability of the product is poin-
ted out furthermore, it judges the advantages added to product services important.



The condemnation of exaggerated promises and the consumer’s ramping is signifi-
cant as well as the introduction of the physical environment as service environment.

Besides the numerous similarities it is essential to emphasize, that the Islam
has brought such elements to marketing mix as spirituality, ethics or humanism,
which in the world of profit maximize was hardly or not at all present. Therefore,
the main question of this thesis, which is the comparison of traditional and Islamic
marketing, as well as its justification for existence is worth to close by claiming, that
however the Islam marketing can be understood in comparison with the traditional
marketing, it is more appropriate to define as its further development, which on one
hand supports the involvement of Muslim trades and customers, on the other hand,
with the integration of new components allows the extending and perfecting of tra-
ditional marketing mix.

Recommendation to further research topics

Regarding the above described,
three research topics have arisen, whose survey can be broadened by the source ma-
terial with its great amount according to the topics touched upon.

Firstly, it is worth to examine, whether the Islam studies related to Muslim tra-
des can be repeated in cases of other religions or regions. In this way, for instance can
through the teaching of Hinduism or Sikhism the relevant Hindu and other trades be
reached, or by any chance, can some specific branches of teaching of Buddhism help
to conquer the trades of principally Buddhistic countries.

Secondly, the novelties brought in by the Islam marketing can be an interes-
ting field of research, too, to examine the possible results of spirituality or ethics
from the point of view of the Quran regarding the trades of non-Muslim countries.

Finally, from the historical point of view, it would be interesting to look throu-
gh, according to which marketing mix, 4C or 7C the adaptation to the Islam marke-
ting can be carried out the most. In such case, it can help to understand the usage of
which mix is the most up to date if we put the Muslim trades into consideration as
well.
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PRISPEVKY | CONTRIBUTIONS TEXT | JOZEF METKE

MARKETING BEHIND ICO earru.

The goal of this article is: “To explain, how is the Crypto World working Today, why
is this such a hot topic at the moment and how the companies are using marketing
before and during the emission of new crypto currency or new token. The method
used for writing this article was mainly internet research, listening of different
presentations of experts in this field and discussions with people that are trading
crypto currencies, or they already did some ICO. This is totally new market that
some people compare with Jungle or Clondylke as the situation and the rules

are still changing here. This field has their own language with their terminology
that sounds new and unfamiliar for newcomers, but it has their logic and it is
possible to learn it fast. Only a group of people understand this problematic

right and there is still many questions also from people that are doing with
cryptocurrencies some time. If the readers of this article that never worked with
crypto before will understand at least the basics of crypto problematics after

the reading of this article, the goal of this article will be reached.

Benefits and the problems with ICOs There are three key benefits of an ICO:

| 1. Ease/speed. There is a lack of regulation in the space, making it administra-
tively straightforward and a relatively fast way to crowdfund a project.

| 2. Reach. ICO crowdfunding enjoys global participation due to the borderless
nature of cryptocurrencies.

| 3. Distribution. ICOs solve the problem of initial coin distribution. Sup-
ply of the new currency goes to whoever has paid money for the project’s

development.

Many successful blockchain technologies have been funded through ICOs, in-
cluding Ethereum, Bitshares, NXT, Lisk and Factom, and many investors in ICOs have
made significant returns.

ICOs are controversial, mainly due to a number of scams and failures that have
occurred. There are two problems inherent to ICOs:

| 1. The need for trust. Blockchains remove the need for trust in transac-

tions, and yet investors need to trust that the creators of blockchains are not
scammers. A new company can announce that it is running an ICO and can
make grand claims about its vision and technology. The company can then
raise money and disappear into the night. A recent example of this was Edon.
| 2. Unknown technological flaws. The most high profile failure to date (by a
country mile) was the DAO. After raising the equivalent of 150m USD in its
ICO, a flaw in the contract allowed a hacker to withdraw a third of the value
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of the company, leading to a month of turmoil and eventually the Ethereum
hard-fork. (Morris 2016)
To solve this is a task for marketing.

White paper White paper is the key for a successful ICO. A white paper is an in-
formational document issued by a company to promote or highlight the features of a
solution, product or service. White papers are sales and marketing documents used
to entice or persuade potential customers to learn more about or purchase a partic-
ular product, service, technology or methodology. White papers are designed to be
used as a marketing tool before a sale, and not as a user manual or other technical
document developed to provide support to the user after making a purchase.

The purpose of a white paper is to promote a certain product, service, technolo-
gy or methodology, that startup want to do and for what they need to raise a money in
ICO. The purpose is also to influence current and prospective customer's decisions.
Many white papers are designed for B2B (business to business) marketing purposes,
such as between a professional investors as are venture funds, private equity funds,
etc. The white paper is used to inform and persuade the other company that a certain
offering (such as a product or technology) is superior for solving a particular busi-
ness problem or addressing a certain challenge.

In relation to B2B marketing, there are three main types of white papers: back-
grounders, which explain the technical features of a particular offering; numbered lists,
which highlight tips or points regarding an offering; and problem/solution white papers,
which introduce an improved solution to a common business or technical challenge.

While white papers are useful marketing tools, they differ from other mar-
keting materials such as brochures. Where brochures and other materials might be
flashy and include obvious sales pitches, a white paper is intended to provide per-
suasive and factual evidence that a particular offering is a superior method of ap-
proaching or solving a problem or challenge. In general, white papers are at least
2,500 words in length and are written in a more academic (and less flashy) style than
other marketing materials.

ICO white papers include not only start-up product/service plan, but also a de-
scription of how the emission and the distribution of tokens will look like. There also
use to be a shorter version of white paper called: one pager, where the most important
information are compressed to one page.

Bounty campaigns

It's common to use bounty programs as a way to incentiv-
ize people in the community to help out with smaller tasks in exchange for tokens
during or before the token sale. Campaign types:

| Bitcointalk Signatures

| Whitepaper Translations

| Articles and Blog Posts

| Twitter Posts or Follows

| Facebook Posts or Likes

| Bugs, etc.



To make a successful ICO means lot of marketing and PR work. Many compa-
nies are hiring PR agencies, as is eg. Wachsman PR (wachsmanpr.com 2017), that is
totally specialized on ICOs Worldwide, or have their own PR departments, bloggers,
social network and e-commerce specialists or heiters. Marketing is usually made on-
line and is focused on Communities. The marketers are trying to focus on the com-
munities and they are using:

| 1. Forums, eg:

| BitcoinTalk

| CryptocurrencyTalk

| 2. Chats and social networks, eg:
| CoinFund Slack - #crowdsales
| Cryptopia Slack - #ico-analysis
| Reddit channels
| Facebook Channels and crypto communities
| Telegram Channels
| G+ accounts
| Twitter

Chatting is very important part of ICO marketing. People that are interested in
cryptocurrencies usually follows some channels or communities on these social net-
works. There are general channels about crypto on each social network and than spe-
cific community channels about some crypto problems or in connection with some
cryptocurrency. If someone is going to make an ICO, to have their own channel on
each from these social networks is a must. Than is important to get on your channels
as much followers, as is possible. Than non-stop communication and reactions on
all posts in these communities are needed. So who want to have and successful ICO,
they need to have 24//7 employees that are only communicating with the all channel
members and potential investors over the chats. People who want to invest to ICO are
very carefully watching, how many followers do the ICO organizer have on their so-
cial network channels and if the people that are following these channels are author-
ities in some crypto communities. More followers and as much crypto authorities
(bloggers, books authors, well-known analytics, etc.) between followers, are needed.

3. Conferences

Many Blockchain and cryptocurrency conferences are organ-
ized each month all over the world or online, where the companies can promote their
ICOs, of course, for not a small fees. Eg.:

| Token Summit - Conference on the emerging token-based economy - NYC, NY

| Consensus - Blockchain technology conference - NYC, NY

| Devcon - Deveon (Ethereum Foundation) - Cancun, MX

| EDCON - European Ethereum Development Conference - Paris, France

| Online conference 15.-16.11. http:/blockchain.withthebest.com/
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| India - Bangalore 16.11. https://www.goeventz.com/event/world-iot-summit-
2017-bangalore/48010, https://www.goeventz.com/event/ux-designcon-and-
designathon-2017/52159

| Indonesia - Jakarta 23.11. https://www.eventbrite.com/e/paid-event-investor
-forum-2017-tickets-38699687808?aff=ebdssbcitybrowse

| India - Mumbai: 24.11. https://www.goeventz.com/event/blockchain- summit-
mumbai/52841

| Hungary - Budapest 28.11. http://blockchain.infinitigroup.eu/

| Singapore 29.-30.11 https://blockshowasia.com/

| Korea - Seoul 30.11.-1.12. http:/www.insidefintechconference.com/seoul/2017

| Thailand - Bangkok - 4.12. https://blockchainworldconferences.com/

| China - Peking - 6.12. http:/forums.theasianbanker.com/china-private
-wealth-2017

| India - Pune - 14.12. http://www.unicomlearning.com/2017/Blockchain_Sum-
mit_Pune/

| India - new Delhi - 16.-17.12. http://blockchaincon.io/

| Vietnam - Hanoi - 12.1. http:/forums.theasianbanker.com/thefofvietnam2018

| Thailand-Malaysia-Singapore - 15.-19.1. https:/coinsbank.com/ cruise-asia#
section-about

| Thailand - Phuket 17.1. https:/coinsbank.com/thai/

| Singapore 13.-15.3. https:/asia.money2020.com/

| Singapore 22.3. http:/www.datacloudasia.com/

and many others.

4. Meetups

There are evening meetups almost in each capital or bigger city
sometimes more times during the week, that are organized by local fans, heckers or
Blockchain communities. There are different meetups, depends on the cryptocur-
rency that is supported, e.g.:

| Ethereum Meetups

| Bitcoin Meetups

| Blockchain Meetups

| NEO meetups, etc.

5. Community Organizations

| Chamber of Digital Commerce - @chamberdigital

| Hyperledger

| National Blockchain associations, etc.

These organizations are trying to build a knowledge base about cryptocurren-
cies, they are trying to educate communities but also a general public about cryp-
tocurrencies, they are organizing meetups, events, seminars, conferences with
blockchain issue.

6. Listings
up wants to be successful. The ICO has to be listed on as many pages as it is possible.

This is one of the most important tasks in ICO marketing if the start-



There is plenty ICO catalogues and pages that are evaluating ICOs. These ICO tracking
pages has their own analytics that are evaluating white papers, community, history
of the company, ICO team and some other factors and base on that, they are giving in-
vesting advices to potential investors. The list of some ICO listing pages is here:
| Smith & Crown - https:/www.smithandcrown.com | ICO Bazaar - https:/
icobazaar.com | ICO Rating - http:/icorating.com | TokenMarket - https:/
tokenmarket.net | ICO Alert - https:/www.icoalert.com | ICO Crypto Reddit
- https:/www.reddit.com/r/icocrypto/ | CryptoCompare - https:/www.
cryptocompare.com | ICO Countdown - http://www.icocountdown.com | ICO
List - https://www.ico-list.com | CoinList - https:/coinlist.co | ICO Calendar
- https:/github.com/Scanate/UltimateICOCalendar | Token Investor - https:/
tokeninvestor.com | Token Sale Calendar - http:/www.tokensalecalendar.
com | imToken ICO Dapp - https:/ico.token.im | CoinSchedule - https:/www.
coinschedule.com | CyberFund - https:/cyber.fund | ICO Timeline - https:/
icotimeline.com | ICO Tracker - https:/icotracker.net | Token Report - http:/
tokenreport.com | Fund Yourself Now - https:/www.fundyourselfnow.com

Search by Name m Upcomng | _past

| Scam

Assessed projects

STARTUP NAME (1) HyPE-SCORE (i) msK-SCORE (1) NVESTMENT POTENTIAL (1) IN-DEPTH RATING | START ICO END ICO LINKS
n Indahash HIGH Low NA E ® BA = oana2m? 30.12.2017
c DMarket VERY HIGH VERY LOW HIGH = @ TBA = Hnz2n? 28.11.2017
@ REGA MEDIUM Low TBA . STABLE+ 15.09.2017 2012207
m United Traders HIGH Low TBA . TBA B 0102007 24122017
@ WorldCore MEDIUM Low TBA . STABLE = 14.10.2017 15122017
- MinlApps MEDIUM MEDIUM TBA @ STABLE: 18.10.2017 18122017

FIGURE 3: ICO REVIEWS. SOURCE: ICORATING.COM (2017)

7. Podcasts
the investors can watch and listen interviews with the representatives of your star-

There are some crypto podcasts where is definitely needed to be, so

tup and can hear the reasons why they have invest to your ICO. To see the real face
will make the ICO more trustful. Some podcast channels are here:
| Coin Interview - https:/www.youtube.com/channel/UCOuSmKkF NczLQzICINvzrow
| Lets Talk Bitcoin - https:/letstalkbitcoin.com
| Unchained - https://itunes.apple.com/us/podcast/unchained-big-ideas-from-
worlds-blockchain-cryptocurrency/id1123922160?mt=2&i=1000384504169
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| Blockchain Innovations - https:/itunes.apple.com/us/podcast/blockchain-
innovation-interviewing-brightest-minds/id1238906492?mt=2
| Epicenter - https:/www.youtube.com/channel/UCh-0T48JrvvmKDX41aWB_Vg

8. Press As in normal business World, also in Crypto World exists online new-
spapers or magazines, that are writing many interesting articles about Crypto World,
new currencies, legislative in this field, etc. It is definitely needed to have advertise-
ment or PR article on as much Press media, as it is possible. Than the numbers from
ALEXA Rank (alexa.com 2017) - how many times was our article read, are watched.
The list of some magazines and newspapers is here:
| Cryptocurrency: Coindesk - https://www.coindesk.com | CoinTelegraph -
https://cointelegraph.com | Bitcoin Magazine - https:/bitcoinmagazine.com |
CoinJournal - https:/coinjournal.net | CoinReport - https:/coinreport.net |
BlockchainNews - http:/www.the-blockchain.com | CoinSpeaker - https:/
www.coinspeaker.com | CoinFox - http:/www.coinfox.info | Coinldol - https:/
coinidol.com | TheMerkle - https:/themerkle.com | CryptoSmile - http:/www.
cryptosmile.com | Newbium - https:/coins.newbium.com | Forklog - http:/
forklog.net | AllCoinsNews - http:/allcoinsnews.com | NewsBTC - http:/www.
newsbtc.com | CryptoCoinNews - https:/www.cryptocoinsnews.com | Bitcoin.
com News - https:/news.bitcoin.com | BlockchainTechNews - https:/www.
blockchaintechnews.com

General: Rueters - https://www.reuters.com | Forbes - https://www.forbes.
com | TechCrunch - https:/techcrunch.com | Yahoo Finance - https:/
finance.yahoo.com | Product Hunt - https:/www.producthunt.com | Nasdaq
- http://www.nasdaq.com

PUSH notification messages are also very common in use here, for a marke-

ting purposes.

] ASAPCOIN
9. Advertisements Different banners You will die bl #t Hdac
couldbealsoonthiscryptopages: CoinMarket- dcliin!: :ry
Cap - https:/coinmarketcap.com | CoinFox - “ebiecain 7 I T
http://www.coinfox.info | CoinDesk-Financial ..',us,,,s..? ' o

. e Blockchain
sponsored content - https://www.coindesk. Te

com | CoinGecko - https:/www.coingecko.com/

en | CryptoMinded - Currated list of crypto- R

currency sites - https:/cryptominded.com
Here is the example of promo banners

from Coinmarketcap.com:
Hyundal

In the Game Industry

aavseaty: BEIEED € unity

Join Pre-Sale

FIGURE 4: 1ICO PROMO BANNERS. SOURCE: COINMARKETCAP.COM (2017)



At the end
few months ago, do not need to works now.

The ICOs market is extremely changeable and what works for ICOs a

ICOs is bubbling. The Economist piece, published in April of 2017, notes: “|n]ear-
ly 250m USD has already been invested in [ICOs], of which 107m USD alone has flowed
in this year,” (Smith and Crown 2017)

That ICOs would eventually get ahead of themselves and bubble like so many
young technology niches was predicted at least since last October. How long the good
times will last isn’t obvious. But the correction will come, as always, and when it
does, we'll see which cryptos have a real shot. But now, if we have a chance, we should
use the opportunity, that ICOs are giving us these days.

END OF PART II.
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Résumé Marketing na pozadiICO. Cast II.

Prispevok vysvetluje, ¢o to je ICO - Initial Coin Offering, teda predaj tokenov pri emitovani novej kryptomeny, zaloZenej na tzv.

blockchain technoldgii, a preco je o neho taky zdujem. TaktieZ pojedndva o marketingovgch praktikdch potrebnych na prildkanie nd-
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kupcov tokenov v ICO. Marketing pre ICO prebieha prevazne v kryptokomunitdch pomocou diskusngch fér a socidlnych sieti a kond
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MARKETING BRIEFS

TEXT | PAVEL STRACH

SALESFORCE: THE AUTOMATED

AND DIGITALIZED FRONTEND

OF MARKETING

There aren’t marketing without sales. Selling requires persistence to perform a num-
ber of tedious, time-consuming, and repetitive tasks ranging from scheduling ap-
pointments, sending follow-up emails, to permanent adjustment of sales offers.
Mass-digitalization, social media, smartphones in terms of hardware and various
software tools and applications, including lotus notes, CRM and lately chatbots, have
made the issue burning.

A number of tasks assisting the sales process can be automated. Automated
emails, phone call logging, note taking, lead management, preparing adaptive offers
and presentations all assist sales to be even more productive and to deliver greater
yields. Technology has streamlined the sales process to the degree, where sales train-
ing, product and strategy updates, meetings with colleagues as well as appointments
with clients have moved at least partly digital.

Rather than being skilled face-to-face communicators, heavy telephone users
and mail generators, salespeople are destined to adopt new technological paradigm.
Salespeople are forced to change the way they operate and be digital savvy. Tradition-
al salesforce presentation skills (whether self-, product- or company-presentation)
need to be coupled with ability to convey just as powerful lasting first impression on-
line. Traditional listening skills are to be complemented with ability to read between
lines and process large amounts of text. Building trust and “intimacy” with virtual
customers is yet a different kettle of fish than engaging in chit-chat at social gath-
erings, boozy client lunches, or making statements at meeting rooms presentations.

Many organizations are adopting Bring Your Own Device (BYOD) philoso-
phy, especially for their sales representatives (which are company’s employees or
commission-based free lancers). The utilization of personal mobile devices, which
individual salespeople are already comfortable with, can further enhance their pro-
ductivity and redirect efforts from peripheral tasks. Technology has enabled to track
salespeople performance in real time, providing companies with instant access to
salespeople’s digital devices, tracking salesperson’s physical location, mapping and
visualizing company car trips as additional indicators to obvious performance meas-
ures such as sales volumes or conversion rates.

A common fear of current trends is that sales will be fully automated, and thus
salespeople will be soon replaced. Actually, the opposite is true: customers are crying
out for personal one-on-one communication as never before. Greater collaboration,
customization and co-creation are paramount to the B2B sales as well as in consum-
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er sectors. Pushy hard sell is on its way to the historical archives of sales techniques.
Selling digital products requires constant support and involvement from a network
of vendors and providers. Human salespeople are irreplaceable in conveying the ben-
efits of more complex (smart, digital, autonomous or automated) products as some
clients are lagging behind in digital technology adoption. Salespeople become the ed-
ucators to their clients, discussants to their needs, strategic or operational.

Global digital revolution is set to displace some tasks and workers. Estimates
believe that up to 20 % of salespeople’s tasks may be further automated, which would
increase dramatically time available for actual selling (studies report about a third
of working time salespeople spend on selling now). Door-to-door sales and multilevel
selling schemes are moving online. B2B sales managers grow their teams by adding
new specialized jobs such as software engineers, digital officers and sales data an-
alysts. Individual sales reps use a variety of digital and social platforms to be where
their clients are. Sales as a profession (whether retail or wholesale) may expect to
grow their importance and remuneration in the next decade.

Résumé Prodejci: Automatizovand a digitalizovand tvdf marketingu

Jedna z oblibengch marketingovich akademickych diskusi typu Kolumbovo vejce se vede o to, zda marketing (resp. marketingovd
komunikace) vice potfebuje prodej, nebo zda prodej vice potfebuje marketing. Obé tyto domény vSak prochdzeji soucasnou
technologickou revoluci soucasné. Tak jako automatizace a digitalizace klade nové ndroky na marketing a marketingovou komunikaci,
méni se i poZadavky kladené na pracovniky prodeje. Prodejci se musi naucit aktivné vyuZivat nové technologie, automatizovat
Cdsti prodejni cyklu, vyuZivat nové komunikacni kandly se zdkazniky a aspirovat na to stdt se technologickymi nomddy. Vijznam,

spolecenskd prestiz i finan¢ni odména profese prodejce vSak budou v digitalizovaném svété spise vzristat.

doc. Ing. Pavel Strach, Ph.D., Ph.D., SKODA AUTO Vysoka 8kola o0.p.s., Katedra
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ZAUJALO NAS | CAPTURED US

CESI A REKLAMA 2018

Ceskd marketingova spole¢nost vydala tla¢ovi informaciu, ktord obsahuje vysledky
pravidelného prieskumu zameraného na postoje ceskej verejnosti k reklame.
Z metodiky prieskumu vyplyva, Ze cielovou skupinou bola vSeobecna populacia
Ceskej republiky vo veku nad 15 rokov, metédou zberu tdajov bol CAPI Omnibus,
data sa zbierali v ¢ase 19. 1. - 29. 1. 2018. Realizoval sa kvétovy vyber so stanovenim
kvot pohlavie, vek, vzdelanie, velkost miesta bydliska, regién. Vzorku tvorilo 1044
respondentov. Zaddvatelom vyskumu bola Ceskd marketingovad spole¢nost (CMS),
Magistrat Hlavniho mésta Prahy, Fakulta podnikohospodaiskd Vysoké Skoly
ekonomické v Praze (FPH VSE), POPAI CE a Ceské sdruZeni pro znackové vyrobky
(CSZV). Prieskum realizovala vyskumnad agenttira ppm factum research.

Autorka a zakladatelka vyskumu Jitka Vysekalovd, prezidentka CMS sa k tomu
vyjadrila: ,Vyzkum navazuje na Setfeni, které od roku1993 provadéla agentura Marktest,
a.s. ave kterém pokracuje v poslednich letech agentura ppm factum research. Doposud
bylo realizovano celkem 35 reprezentativnich vyzkumd, jejichz vysledky tvoiiucelenou
vyvojovou fadu a mapuji postoje Cechil k fenoménu reklamy z riiznych tihli pohledu.
To ¢tvrtstoleti v podtitulku a uvddénych 35 Setfeni neni ,preklep”, ale skutecnost, Ze
v prvnich letech byl vyzkum realizovan vickrat roéné. Ocekavali jsme rychly vyvoj
oboru i postoji k nému. Zakladni vyzkumné otdzky ztistdvaji stejné, ale postupné
zatazujeme aktudlni témata odpovidajici vyvoji a vyznamu reklamy nejen jako
soucésti marketingového mixu, ale dtlezitého spolecenského jevu. V letoSnim roce se
k zadavateltim tohoto unikatniho Setfen{ pfidal i Magistrdt hlavniho mésta Prahy, pro
ktery jsou zajimavé hlavné vysledky z pohledu Prazanti a obyvatel ostatnich regionti.
Jana Berkov4, feditelka odboru komunikace a marketingu MHMP vidi vyuziti vysledki
predevsim z oblasti postojli k reklamadm a sdélenim, kterymi mésto/obec oslovuje své
obCany a analyze specifickych postojti obyvatel Prahy k jednotlivym tématim.”

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

ceni?

Nejvice jsou lidé pfesyceni reklamou v komerc¢nich televizich, kde vadi
hlavné pferuSovani poradil reklamnimi bloky, které navic mnohdy bézi na vice TV
stanicich soucasné. Ndsleduje reklama na internetu, letdky v postovnich schrankach
a billboardy, které zaznamenaly nejvétsi nartist presycenosti od minulého roku (ze
48% na 54%). Strmé vzrlista presycenost reklamou na socidlnich sitich. Nejcastéji se
v tomto sméru vyjadruji starsi lidé s niz§imi piijmy. Z regiondlniho pohledu vidime
rozdilné postoje obyvatel Prahy, kterym vice vadi reklama na internetu, plakaty
a billboardy a reklama umisténd v historickém centru meésta. Naopak jim, jesté
méné nez ostatnim, vadi vSechny typy reklamy na misté prodeje. Pfesycenost ale
neznamena, ze nas neovliviiuje, jak uvidime v dalsim textu. Nejméné ,vadi” ¢i naopak
je zdddna reklama na misté prodeje.
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PRESYCENI REKLAMOU
(data v %. n=1044)
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&r 38 E] 4]
JINA REKLAMA

internet 61 il 9 |

letdky v postovnich schrankach 7 4 K]

socialni sité 49 22

v historickych centrech mést g Bl 12 |

filmy a seridly (zvyraznéné pouZivani) 36 B 14 |

na dopravnich prostfedcich (zvenku) 3

pisemné pozvanky do spotiebitelskych souté¥i a loterii g [l 20 |

v dopravnich prostfedcich (uvnitf) 26 Pl 8 |
VENKOVNI REKLAMA

plakaty, billboardy 54 39

0% 20% 40% 60% 80% 100%

m piili§ mnoho m pfiméfené m mohlo by byt vice [1 nevi,neodpovédél/a

Daniel Jesensky, prezident POPAI CE k tomu tika: ,Dlouhodobé nejvyssi mira
tolerance a nizka mira presyceni reklamy v in-store, a to i pfesto, Ze je ji v mistech
prodeje ¢asto velmi mnoho, vyplyva ze skute¢nosti, Ze zdkaznici tento typ reklamy
nevnimaji pfimo jako reklamu, ale jako béZnou soucdst prodejniho prostifedi. POP
komunikace je navic pfitomna pravé v okamziku, kdy zdkaznici mohou informace
z této reklamy vyuZzit k bezprostfedni inspiraci a ke svému okamzitému ndkupnimu
rozhodovéani. V dobé s nizkou mirou pldnovani a vysokou mirou impulzivity, slouzi
POP média jako soucdst jejich navigace k moznym potifebdm. Reklama v misté
prodeje pak funguje jako ndkupni asistent, relevantni pomocnik, ktery inspiruje
a pripomene potfeby a prilezitosti, kvili kterym zadkaznici mohou vystavené
produkty potfebovat.”

David Riha
z Katedry marketingu FPH VSE Praha, ktera se na vyzkumu posili jiz druhym rokem,

Je reklama zdrojem informaci pro ndkupni rozhodovani?

uvadi, Ze ,reklama je zdrojem informaci asi pro tfetinu ceské populace, Castéji
prizndvaji pomoc reklamy Zeny, mladd vékova skupina a lidé, ktefi travi vice casu
na internetu. Pomoc reklamy pii rozhodovani o ndkupu nebo vyuziti sluzby méné
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VYVO! Casto uvadéji obyvatelé Prahy. V poslednim roce se
(data v %) zvy§il podil téch, ktefi s timto vyrokem zcela souhlasi
2018 - na tkor ,spise souhlasicich”. Celkové véak nedochézi k
=1044 -
(=104 vyraznéj$im zménam.”
2017 » ' Jak dale uvidime, procento téch, ktefi uvadéji
(n=1040) pomoc reklamy pri ndkupu (i kdyz doslo k mirnému
2016 poklesu) odpovida pfiblizné tém, ktefi nakup na zakladé
30 119 & C 1xir P, . .
(n=1000) reklamy, uvadéji. Odpovida tomu i ta ¢ast populace,
S015 kterd uvadi, Ze pii ndkupech casto vyhledava zboZi,
{n=1005) 7 BB které znd z reklamy (39%).
0% 20% 40% 60% 80% 100%
Nakupujeme podle reklamy? Jitka Vysekalova tika: ,Ndkup na zakladé
reklamy, ¢i pfesnéji ochota priznat takovy nakup, se od roku 1994, jak vidime z grafu,
(hodnoty odpovédi ,ano, koupil/a/ jsem na zdkladé reklamy”) pohybuji v priméru
mezi 30-40% (nejvice to bylo 44%). V poslednich letech se poméry mirné piiblizily
a hodnoty jen jemné osciluji. V letosnim roce doslo k dalsimu sbliZeni a podil téch,
kteti ndakup na zdkladé reklamy uvadéji, byl 42%. Zajimavé v této souvislostije, odkud
jsme informace, které nas nakup ovlivnily, ziskali.”
Nakup na zakladé reklamy: VYVO)
70 (data v %)
63 636364
60 60
> 54 sa >’ a % 54
54 53 54
50 52 52 51 51 50 51
40
30
20
10
0

Deklarovana pomoc:

94 95 96 97 98 99 00 01 02 03 04 05 06 O7 08 09 10 11 12 13 14 15 16 17 18

ne, nekoupil/a na zakladé reklamy
ano, koupil/a na zikladé reklamy
neodpovédél/a, nevzpomina si

Kde jsme reklamu vedouci k nakupu zaznamenali?

Jak jsme predeslali, sa-
motné presyceni reklamou v nékterém médiu jesté nemusi znamenat, Ze tyto in-
formace nevyuzivime. Nejvy$si procento téch, ktefi pfizndvaji ndkup na zdkladé
reklamy, ovlivnila pravé reklama televizni. Neprekvapuje, Ze na pfednich mistech je
reklama na misté prodeje, tedy na misté, kde se ¢lovék o nakupu rozhoduje, kde do

rozhodovani zapojuje vice smysli.
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v ramci nabidky vyrobki na propagaénich stojanech a...

pfi zhlédnuti internetového videa (Youtube, Stream.cz)
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na socialnich sitich, napf. Facebook, Twiter, linkedIn...

ZAZNAMENANI REKLAMY
i, ktefi koupili néjaky vyrobek / sluzbu na zdkladé reklamy
(data

v televizi

“”

jako upoutévky vregalech a na pultech prodejen

v tisku, v novinach nebo v ¢asopise

v ramci ochutnavek a prezentaci na misté prodeje

jako banner na internetovych strankach

na billboardu

v mobilni aplikaci

v radiu

v méstské dopravé, tj. v autobusech, v metru, v...
na vefejném mist&, napi. v posilovné

jinde

nevi, bez odpovédi

0 20 40 60 80

Daniel Jesensky, prezident POPAI CE k tomu tika: ,POP komunikace se
dlouhodobé tési také nejvétsi diavére. To souvisi pfedevsim s tim, Ze byvad umisténa
piimo u produktu, ktery zdkaznik redlné vidi, miZe se ho dotknout a bezprostfedné
posoudit jeho vlastnosti. V ATL reklamé jsou casto produkty kreativné ztvirnény a je
brdno v dvahu, Ze byvaji zobrazovany v nadnesené formé, kterda nemusi odpovidat

realité. Zdkaznik pak k takové komunikaci miZe ptiznavat mensf davéru”.

Patfi reklama k modernimu Zivotu nebo jen podporuje zbyteény konzum?
David Riha: ,Ambivalence pfetrvava. Na jedné strané reklama jako velky manipu-
lator vedouci lidi ke zbytecnému konzumu, ale na druhé strané je vhimana jako so-
ucast moderniho zivota i vyznam pro existenci mnoha médii.” Od loniského Setfeni
se zvysil pocet téch, ktefi jsou presvédceni, ze reklama nds vede ke zbyte¢nym na-
kuptim. Pozitivn{ atributy reklamy jako je orientace v nabidce zbozi ¢astéji uvadéji
zeny a Casti uzivatelé internetu. Obyvatelé Prahy vyrazné vice souhlasi s tim, Ze re-
klama manipuluje lidmi a je nedtvéryhodnd. Ale také si ale mnohem vice uvédomuyji,
Ze je soucasti moderniho zivota, umoziuje ndzorovou pestrost a trzni hospodatstvi

bez ni nemuze existovat.”

Chceme prostfednictvim reklamy informace od mésta/obce? To, Ze mésto
¢i obec informuje své obcany prostifednictvim reklamy si vice ¢i méné uvédomuje
a uvad{ 44% obcant. Od reklam zajistovanych méstem/obci lidé ocekavaji predevsim
pozvanky na konkrétni akce a informace o poskytovanych sluzbach, zcela nezaji-
mavé jsou tyto informace jen pro 18% populace. Obyvatelé Prahy preferuji informace

o poskytovanych sluzbach jako je napt. parkovani, informace o dopravé atd.
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100%

40%

20%

zajimaji Vds pozvanky na konkrétni akce, napf. kulturni,

zajimaji Vas informace o sluZbéch, které mésto nebo

zajimaji Vs informace o rozvoji mésta nebo obce, napf.

SPOLECENSKA ROLE REKLAMY
(data v %, n=1044)

Reklama Reklama je sougasti Reklama podporuje Reklama umoifiuje Trini hospodafstvi  Reklama lidem
manipuluje lidmi  moderniho Zivota zbyteény konzum  existenci mnoha nemiZe bez pomdha orientovat
médiimatimi  reklamyexistovat se vnabidce zbo¥ia
nazorovou pestrost sluieb

W zcela souhlasite M spiSe souhlasite nevi ¥ spide nesouhlasite M zcela nesouhlasite

OSOBNI POSTOJ K REKLAMAM ZAJISTOVANYMI MESTEM / OBCI
(n=1044, datav %
sportovni nebo spoledenské

obec poskytuje, napf. doprava, parkovani

Gzemni plén, nové stavby

vilbec Vds to nezajima
zajimaji Vs jiné informace

nevi, bez odpovédi

0 20 40 60 80

Kontroverzni témata v reklamé - vadi ndm erotické motivy?

Jitka Vysekalo-
va: ,Mezi citliva témata patii postoje k reklamé na cigarety, alkohol, nezdravé potra-
viny a volné prodejné 1éky, které sledujeme jiz fadu let. Vzhledem k aktudlni diskuzi
ve spole¢nosti jsme v roce 2015 roz§itili tento ,seznam” o ndzory na nibozenska té-
mata v reklamé. Ta se zatadila mezi ty ¢astéji odmitané. Naprosto zakdazat by si lidé
nejcastéji prali reklamu na cigarety. ProtoZze nedochédzelo v poslednim obdobi k vy-
raznéj$im zmeéndm, zeptali jsme se v letoSnim roce jen na ndzory na vyuzivani ero-
tickych a sexudlnich motivi v reklameé.

Stdle jsme v tomto sméru tolerantni. Poboufeni vyjadfuje a naprosty zdkaz
vyzaduje jen 8% populace, vadi dalsim 14ti procen-tim. Cca jedné tfetiné se 1ibi,
pokud m4d vztah k propagovanému vyrobku a 12% mad takovou reklamu rddo v kazdém
pripadé. Nejvice tolerance projevuji muzi, mladilidé a obyvatelé Prahy.

MiZzeme lidi rozdélit podle postojii k reklamé? Miloslav Fous, feditel

vyzkumu agentury ppm factum uvadi 4 zdkladni segmenty, na zdkladé kterych
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® Tyto reklamy se Vam libi

VHODNOST EROTICKYCH MOTIVU V REKLAMACH o . .
(data v %, n=1044) muzeme ¢eskou populaci ve vztahu

k reklamé charakterizovat. Rika:

1

,V segmentaci z tohoto pohledu
dochdzi ke zméndm. Ubyva
indiferentnich 1lidi, téch, kteri

,reklamu nefesi” a z pohledu
poslednich pétilet pribyvaji ti, ktefi

jsou presvédceni, Ze oni reklamu
26 nepotfebuji i kdyz uzndvaji jeji
vyznam pro ekonomiku. Podil
,milovnika reklamy” se pohybuje

! Libi se Vam, jen kdy? se hodi k nabizenému vyrobku kolem 10%.”

PFili5 se Vam nelibi, ale nevadi Vam
» Tento problém Vés viibec nezajimd, nemdte potiebu se k tomu vyjadrit

Jednotlivé segmenty jsou

w Viibec se Vam nelibi, vadi Vam charakterizovdny na zdkladé po-

m Vibec se Vam nelibi, pobufuji Vas, mély by byt zakdzané
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90%
80%
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0%
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stoji k mnozstvi reklamy v jednot-
livych médiich, deklarované pomoci reklamy pii ndkupnim rozhodovani, ,pfiznani”
ndkupu na zdkladé reklamy, negativnich ¢i pozitivnich postojt k jednotlivym zkou-
manym aspekt@m reklamy, postoje ke kontroverznim ¢i citlivym témat@m, ndzory
na zdbavnost a davéryhodnost reklamy a dalsich faktt, zjisténych z tohoto vyzkumu.

Reklama je soucasti naseho zivota a je dtilezité védét ,jak funguje”, jak se méni
postoje k ni. Soucasny spottfebitel ma k dispozici mnoho informacnich zdrojti a rekla-
ma je jednim z nich. I proto ma pro poznani tohoto jevu smysl dlouhodoby vyzkum,
jehoz vysledky predkladame.

REKLAMU MILUJI
SEGMENTACE DLE POSTOJU K REKLAME viee Zeny, ve veku 15 29 lel,

svobodné, studenti, bez pfijmu

REKLAMA JE DOBRY
SLUHA, ALE ZLY PAN

vice obyvatelé mengich mést do
20.000 obyvatel, s osobnim
piijmem 10.000 - 14,999 - K&

REKLAMU NERESIM
vice lidé ve véku 15 - 29 let,
Zijici v 4 ¢élenné domacnosti

EKONOMIKA REKLAMI \
POTREBUJE, JA VSAK NE

vice zivnostnici a podnikatelé, z
vétsich a velkych mést, Zijici v
domdcnostech s 5 a vice Eleny,
vyrazné&ji ¢astéji odmitajici

sdélit piijem

14 __.<
NESNASIM REKLAMU
rok 2013 rok 2015 rok 2017 rok 2018 vice lidi ve veku nad 60 let, s
A hrubym pfijmem domécnosti
B Reklamu miluji do 20,000,- K&,
B Reklama je dobry sluha,alezly pan” Moravskoslezsky kraj,
4Reklamu nefesim” diichodcei, ovdovéli, Zijici sami

M Ekonomika reklamu potiebuje, ja viak ne”
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TEXT | DUSAN PAVLU

JESENSKY, DANIEL A KOL., 2018.

MARKETINGOVA KOMUNIKACE

V MISTE PRODEJE. POP,

POS, IN-STORE, SHOPPER

MAR I(ETI N G o PRAHA: GRADA PUBLISHING, 2018.

504 S.ISBN 978-80-271-0252-5.

Ze zkusSenosti soudim, Ze jen malokdy se ¢tenar setkava s novymi kniZznimi odbor-
nymi tituly, které jsou tak intenzivné provazany s vysledky marketingového vyzku-
mu, jako tomu je v pfipadé nové publikace Marketingovd komunikace v misté prodeje.
POP, POS, In-store, Shopper marketing.

Kolektiv - autor D. Jesensky a 12 spoluautorti - pfindsi v tomto obsdhlém titu-
lu (504 stran) uceleny soubor nazort na aktudlni otdzky tvorby strategii a prostied-
k marketingové komunikace na misté prodeje, upozorinuje na vyzkumné metody
vedouci ke zvySeni efektivnosti lokdlni komunikace, prezentuje fadu pfipadovych
studii, které mohou byt dobrym vzorem a voditkem k vlastni aplikaci. Pravé Siro-
ky okruh spolupracovnikdl umoziiuje analyzovat slozZitou tématiku komunikace na
misté prodeje z mnoha specifickych pohledti, uplatiiovat netradi¢ni pristupy k fese-
ni komunikacni specifiky obchodniho prostoru.

,Ve vysoce konkurenénim prostfedi a na extrémné saturovaném trhu ovlada-
ném dynamicky se ménicimi zdkazniky je tfeba se zabyvat stdle vétsimi detaily ve
vSech oblastech moderniho marketingu.” Proto autofi chtéji pfinést ,nabidku kom-
plexniho a podlozeného védéni pro tvorbu i¢inné a efektivni marketingové komuni-
kace v misté prodeje.” Nesporné se jim to v 7 obsahlych kapitolach podaftilo.

V prvni kapitole uvad€ji do problematiky souhrnem nazort na socidlné ekono-
mické aspekty prodeje a nakupovani, roli marketingové komunikace na misté pro-
deje jako radce, kompasu i zdroje presvédcovani. Navazuji vyznamnou tematikou
strategie planovani a organizace in-store komunika¢nich kampani, véetné tivodu do
psychologie ndkupniho chovani a moznosti jeho ovlivnéni. Vétsi pozornost je zde vé-
novdna impulzivnimu chovani. Zdtraznuji model ¢tyf zdkladnich prvki: expono-
vat-vyrusit-zaujmout-koupit a upozornuji na nékteré aspekty lidské psychiky, jejichz
pochopeni je vyznamné pro efektivnost cilenych podnéti a jejich transformaci do
vlastniho chovani. Zaroveni demonstruji zakonitosti efektivnosti dislokace POP mé-
diiv prodejnim prostoru, zabyvaji se komunika¢nimiimpulzy - jejich typickymi cha-
rakteristikami a dalsimi prvky, které mohou umocnit ¢i zeslabit jejich efektivnost.

Sest4 kapitola se soustfeduje na vyzkumy ndkupniho chovani a pfedpoklady
Gcinnosti POP komunikace. Pravé v této souvislosti je vhodné pfipomenout princip
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integrované komunikace, ktery prolina celou publikaci. Na prfikladu matice Shopper
Marketing Sudoku Ipsos Marketing 2012 (str. 366) je demonstrovan tento integrova-
ny pristup, ktery dovoluje zjistit prostfednictvim odpovédi na 9 otdzek (Who?, What?,
When?, Place, Planogram, Point of View, Product, Place, Promo) zda predchozi ko-
munikace pfinesla pozadované vysledky a jak lze tyto procesy zefektivnit. Pfiblizu-
ji zdkladni metodiku marketingového vyzkumu v in-store, charakterizuji zdkladni
kvantitativni a kvalitativni postupy, podrobnéji seznamuji s geotrackingem, eye trac-
kingem, aplikovanou biometrii a neuromarketingem, vyuzitim mobilnich zafizeni
zdkaznikd a soubort prodejnich dat.

Posledni kapitola pak pfiblizuje moderni technologie v POP komunikaci for-
mou prehledu 20 technologii - jiZz bézZné pouzZivanych, nebo startujicich své taZeni
v obchodnim prostoru. Zavér publikace je vénovan prehledu struktury celku marke-
tingovych komunikaci a podrobné typologii POP médii.

Tato kniha zdatile zavr§uje dosavadni publicistické usili vedouciho i fady ¢le-
nt autorského kolektivu. Ocenuji komplexnost a systemati¢nost prezentovanych dat
o chovani spotfebitele v prodejnim prostoru, snahu vytvotit uceleny vyklad systému
fungovani strategii a prostfedki v tomto specifickém segmentu marketingové ko-
munikace véetné moznosti méreni jejich efektivnosti. Nepochybné najde své ¢tenate
v faddch marketérti - praktikii v této sféfe, i studentt stfednich a vysokych §kol, ktefi
dokazi nalezité ocenit komplexnost zvoleného pristupu.
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TEXT | MAGDALENA SAMUHELOVA

FTOREK, JOZEF, 2017. MANIPULACE

A PROPAGANDA NA POZADIi SOUCASNE

INFORMACNI VALKY. rrana: crapa rusLising, 2017

197 S. ISBN 978-80-271-0605-9.

Recenzovand knihu napisal renomovany cesky autor, ktory sa dlhodobo zaobera
problematikou public relations, odhaluje vztahy medzi medidlnou komunikaciou
a politikou a hlada ich spojenie a suvislosti s tedriou elity v spolo¢nosti. Je okrem
inych aktivit i autorom knih Public relations jako ovliviiovdni minént: jak ovliviiovat a nene-
chat se zmanipulovat (Grada, 2007, 2009, 2012) a Public relations a politika: kdo a jak ¥idi nase
osudy s nasim souhlasem (Grada 2010) .

Recenzovand kniha je informac¢ne nesmierne bohatd, obdivuhodne odvaz-
na, autorsky a tematicky povodnd, s viditelnym uplatniovanim kritického myslenia
a snahou citlivo oddelovat pravdu od 1Zi. V jej PYedmluvé autor priznava Ze, v tejto kni-
he dost prevzal aj z vyssie uvedenych knih a jednym dévodom je, Ze sticasna politic-
ka komunikacia euroatlantickej elity pracuje podla stdle rovnakej schémy. Hovori
o tom nasledovne: ,Méni se pouze prostiedi, vii¢i némuz se uplatiiuje identick4 $ablé-
na veetné tychz opakujicich se chyb. Toto tvrzeni je vysledkem prostého pozorovani
zpusobu, jakym propagandisticky aparat establishmentu prezentuje témata a uda-
losti v soucasnosti a jakym je prezentoval i v neddvne minulosti.” (s. 12).

Autor knihu ¢leni do dvanastich kapitol nerovnakého rozsahu, ale aktualneho
a velmi zaujimavého obsahu. V nasledujticich riadkoch sa budeme snazit priblizit ¢i-
tatelom obsah vybranych kapitol tejto, neobvykle otvorenej knihy, prostrednictvom
nevSednej optiky autorovej interpretacie sticasného diania doma a vo svete.

Hned v ivodnom texte s ndzvom Misto tivodu - kauza Radar - ohlédnuti, komen-
tuje okolnosti planovaného vybudovania raketovej a radarovej zdkladne na dzemi
Ceskej republiky, ako rozsiahleho protiraketového systému Spojenych §tdtov americ-
kych v Eurépe a vo svete. Kriticky popisuje reakciu va¢siny domdcich médii hlavného
pridu - mainstreamu k danej situdcii. Velmi otvorene pise: ,Nekriticky a minimal-
né angazovany pristup mnoha zurnalistli k otdzkam vysoké spolecenské zavaznosti
ovliviiuje vedle jejich ekonomické zavislosti na vlastniku média nebo jim dosazeném
§éfredaktorovi i pfirozenad servilita - otrockd mentalita, ideologicka pfedpojatost, li-
mitované vzdélani a tim i limitované chapani soucasného svéta.” (s. 16). Vyjadruje
nazor, Ze v uvedenej situdcii média evidentne zlyhali v dlohe ,strdzneho psa demok-
racie” - advokata verejného zdujmu a odmieta politickd rétoriku svojej vtedajsej vla-
dy a drahé kampane najatych ,Specialistov Pidr”, bez vedomia a stihlasu verejnosti.
Faktom je, Ze umiestnenie vykonného radaru armady USA, planované vo vychodnej
Eurépe, v brdskych lesoch, v centralnej ¢asti Ceska, niekolko desiatok kilometrov od
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hlavného mesta CR Prahy sa nezrealizovalo a USA svoj vojensko - strategicky zdujem
nakoniec prehodnotili. Autor potom pripomina permanentne pritomnu a opakova-
nu otazku: ,Kto jsou ti, ktefi se s vétsim, nebo mensim tspéchem snazi rozhodovat
o tom, co si mdme myslet, koho mdme zboziiovat nebo nendvidét? Jak to délaji, Ze i ji-
nak docela rozumni 1idé casto a najednou zcela iracindlné a pudové souhlasi s poli-
tikou, ktera jde plné proti jejich ob¢anskym, politickym i ekonomickym zdujmtm.”
(s. 21).

Prva kapitola knihy s ndzvom Argumentacni manipulace a propagacni rétorika poda-
vavymedzenie a prehlad tradi¢nych, ¢asom preverenych, funkénych, ¢i menej funke-
nych technik argumentacnej a rétorickej manipuldcie.

Autor vybral najcastejsie techniky, s ktorymi sa mozno v komunikacii s verej-
nostou stretntt. Su to podla neho tieto:

| Argument ad personam - technikou sa 1itoéi, zosmiesiiuje a verbdlne urdza

osoba supera, poukazujic na jeho znizend doveryhodnost, neschopnost ¢i
nedokonalost.

| Reductio ad absurdum, ad Hitlerum, Stalinum, Putinum... - nezaoberd sa vlastnym

argumentom a jeho validitou, ale charakterom ¢loveka alebo politickej praxe,
nejako s nim spojene;j.

| Paluba vitazov - technika pracuje s prirodzenou tdzbou vad§iny Tudi byt na

strane vitazov, vyhntt sa pripadnej izolacii, ¢i elimindcii.

| Ve¢né opakovanie - technika pouziva princip stdleho opakovania konkrétnej

myslienky, ¢i sloganu, podla hesla Josepha Goebbelsa ,Stokrat opakovana loz
sa stava pravdou.”

| Citdcia autority - predstavuje priamu citdciu, alebo odvolanie sa na predosly

podobny vyrok, myslienku reS§pektovanej osoby, ¢i autority s cielom ziskat
podporu pre vlastné tvrdenie v procese ovplyviiovania mienky - formovanie
sthlasu.

| Cierna, alebo biela - technika obmedzuje volbu len na dve moznosti.

| Obyéajny ¢lovek - technika predstavuje §tylizdciu politikov, alebo vrcholovych

manazérov do roly ,normdlneho, obycajného Cloveka, zamestnanca”. Mézu
byt pri tom pritomné kamery, fotoaparaty, hovorovd rec, predstieranie
nevedomosti a neistoty v praktickom Zivote.

Obetny bardnok - technika spociva v preneseni verejnej pozornosti,
zodpovednostiaviny na konkrétnych jednotlivcov, alebo skupiny. Funguje ako
ventil, ktory zmierfiuje spolocenské napitie demonstrativnym potrestanim,
odplatou, ¢i pomstou.

Spin (alebo spin doctoring) - to je manipuldcia, faloSnost. Rétorické
a terminologické zlah¢ovanie zlych sprdv, alebo pouzitie slov s rozdielnym
vyznamom a emotivhym ndbojom, ktoré maji zdsadny vplyv na znenie
konkrétnej informacie.

Druha kapitola knihy m4 ndzov Propaganda: uZitoénd, odpornd, stdle pritomnd. Au-
tor v nej svojim odbornym vykladom, prehladne, zrozumitelne objasniuje co je pro-
paganda. PiSe o ,otcovi” PR - Edwardovi L. Bernaysovi, synovcovi Sigmunda Freuda,



ktory v knihe Propaganda (1928) poloZil jej zdklady, pretrvavajice i dodnes v stcas-
nych vztahoch s verejnostou. Prakticky ide o to, Ze ,... védom4d a inteligentni ma-
nipulace ndzord a organizovanych zvyka vefejnosti(masy) je vyznamnou soucasti
fungovani demokratické spolecnosti. Ti, kdo ovladaji tyto ,neviditelné” spolecenské
mechanismy, zaklddaji, podle ného skrytou vladu.” (s. 27).

Podla Bernaysa je to relativne mald skupina lIudi (niekolko inteligentov-intel-
ligent few) so znalostami psycholégie, dusevnych procesov a socidlnych potrieb Iudi,
ktora taha za nitky a urcuje verejni mienku. Pojem propaganda, v praxi sprofanova-
ny, najma po skoncenfi 1. svetovej vojny, kedy bol spajany s manipuldciou a 1Zou v kon-
texte vojny a smrti, Bernays v zavere svojej knihy postupne nahradil pojmom - public
relations (vztahy s verejnostou).

V kapitole sd v stvislostiach s propagandou prehladne komentované nazo-
ry vybranych dalsich autorov (Niccolé Machiavelli, Alex Carey, Jacques Ellul, Char-
les W. Mills), ktori o nej pisali. Autor upozornuje i na zjavné sivislosti propagandy
avzdelavacieho procesu, tzv. didaktickej propagandy a spomenul spojitost propagan-
dy s aktivitami katolickej cirkvi pri potlacani reformadcie a kacirstva v 17. storoci .

Velkd cast pozornosti v kapitole venoval autor analyze osobnosti ,pdna mys-
lienok” Tretej riSe - Josepha Goebbelsa (1933-1945). Uvadza, Ze druhy muZ rise dobre
poznal a vazil si knihy Edwarda Bernaysa. InSpiroval sa nimi pri ,kone¢nom rieSeni
zidovskej otazky”, pri formovani a Sireni totalitnej ideolégie nacizmu, spolu s ,vod-
com” Adolfom Hitlerom. Obaja si tilohu propagandy velmi dobre uvedomovali a za-
meriavali sa predovsetkym na ludské instinkty a emdcie a to najmé prostrednictvom
rétoriky a filmového média. Mizou tejto doby bola i herecka a sldvna rezisérka Tre-
tej riSe, Leni Riefenstahlova (Triumfviile (Triumph des Willens, 1935) a Olympia (1938)). Na-
cisticka optika sa v8ak v plnej miere ukdzala najma pri produkcii filmov v Nemecku
z obdobia nacizmu, ako boli napr. dokument Veény Zid (Der Ewige Jude (1940), celove-
¢erny film Zid Siif (Jud Siif8 (1940)), alebo velkofilm Kolberg (1945). Filmy boli uk4zko-
vym prikladom efektivnej manipulativnej propagandy nemeckej rise, prezentovania
antisemitskych postojov, stereotypov a predsudkov. Autor podrobnym prerozprava-
nim obsahu a deja uvedenych filmov, prehlbil autentié¢nost prezentovanych informa-
cif o filmoch v kapitole. Pri ivahe o vztahoch a prepojeni manipulacie, propagandy
a public relations vychddza z historie uvedenych javov, teoretickych pristupov v nich
a konanych praktickych krokov. Pripista i zhody i rozdiely medzi nimi, snazi sa
problém nezjednodusovat. Nakoniec sumarizuje: ,Prosté feceno, propaganda je propa-
gandou tehdy, kdyz se ndm to hodi, nebo kdyz se ndm néco nelibi (ndzor, myslenka ¢i pre-
zentace). Kdyz je sdéleni pfijatelné nebo neutrdlni, jednda se o public relations. To je
alespon pristup bézné a oficidlné uplatnovany mnoha specialisty public relations,
zejména z prostiedi agentur PR.” (s. 43). A osobné autorovo vymedzenie znie: ... 1ze
z Cisté odborného hlediska konstatovat, Ze propaganda je do zna¢né miry historicky
podminény termin, jehoZ dstfedni vyznam a smysl stdle vice piebird oznaceni pub-
lic relations (PR), a to v dobrém i zIém.” (s. 44). Kapitolu dopliiaji redlne, velmi pres-
ne odkazmi zdokumentované priklady uplatiiovania propagandy v armdade USA, ako
manipulativnej praxe ovplyvilovania mienky v ¢ase vrcholiacej vojenskej kampane
v Afganistane a Iraku (2005). Dnes je uz zndme, Ze v tej vojne islo aj o velky biznis
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v oblasti komunikécie s verejnostou. ,Vilka v Iraku pfinesla britské firmé zakazku
snt: za propagandu a vyrobu falesnych videji dostala 13 miliard.” (s. 46, vid pozndm-
ka ¢. 39).

V dalsej kapitole Modernf spolecnost, propaganda a ,vztahy s verejnost

21
1

autor pre-
myslene hlad4d a nachddza korene vztahu propagandy a vztahov s verejnostou, po¢-
nuc histériou Iudstva po milniky Iudskej histérie, akym urcite bola 1. svetova vojna.

V kapitole ,Umenie je propaganda.” George Orwell, charakterizuje dve Orwellove
knihy: ,Farma zvierat (Animal farm, 1945)“, vid dodnes velmi populdrny vyrok ,Vset-
ky zvieratd su si rovné, ale niektoré su si rovnejsie” a roméan ,1984" (Nineteen Eighty-
-Four, 1949) v ktorom rezonuje i dnes populdrna myslienka: ,Kto kontroluje minulost,
kontroluje budicnost: kto kontroluje stic¢asnost, kontroluje minulost.” Autor uzatva-
ra: ,Ustfedni myslenka romanu 1984 je platna a aktudlni v kazdé dobé a reZimu bez

ol

ohledu na jeho dominantn{ideologii a politiku vztahti s vefejnosti” (s. 58). Popularita
a vecna aktudlnost myslienok Orwella sa stdle potvrdzuje. Zda sa, Ze umenie je zdro-
jom ovplyviiovania mienky bez ohladu na popularitu a kvalitu.

Zaujimava je tu podkapitolka s ironizujicim ndzvom Vdlka je mitr, humanitdrni
bombardovdni a vedlejsi $kody, kde autor nekompromisne konstatuje, Ze slovnik vojno-
vej propagandy bol obohateny o termin, ktory je ako vystrihnuty z absurdnych diva-
delnych hier Viclava Havla, disidenta a potom prezidenta Ceskoslovenskej republiky
a Ceska. Autor kriticky komentuje vojnovi rétoriku Vaclava Havla, podla neho za-
balend do pseudohumanistickych frdz, vratane hesla zamatovej revolicie z roku

cu
1

19809. PiSe: ,Vyraz ,humanitdrni bombardovani” je odvozovan z jeho vyjadfeni béhem
alian¢niho bombardovani tehdejsi Jugoslavie (Srbska a Cerné hory) letouny NATO
v roce 1999. Viclav Havel vlastni autorstvi vyrazu, ktery je mu pripisovan, vzdy rezo-
lutné odmital.” (s. 58-59). Ak4 je teda pravda?

V rozhovore pre franctizsky list Le Monde z aprila 1999 sa Vaclav Havel vyjadril
nasledovne: ,Domnivam se, Ze béhem zasahu NATO v Kosovu existuje jeden Cinitel,
0 kterém nikdo nemtiZe pochybovat: ndlety, bomby nejsou vyvolany hmotnym z4j-
mem. Jejich povaha je vyluéné humanitdrni: to co je ve hte, jsou principy, lidska pra-
va, jimz je ddna takova priorita, kterd prekracuje i statni suverenitu. A to poskytuje
titoku na Jugoslavskou federaci legitimitu i bez mandatu Spojenych ndrod.” (s. 59,
vid poznamka ¢. 48).

TakZe tak. Vyrazy ,humanitdrne bombardovanie” a ,vedlajsie skody” (collate-
ral damage), Pentagonom oznacené nezamyslané usmrtenie civilistov, si skuto¢ne
na vazne zamyslenie.

,Umeni ¥idit je uméni komunikovat.” - Elita, komunikace a kontrola to je ndzov nasle-
dujtcej kapitoly knihy. Autor v nej s velkym prehladom objastiuje podstatu, funkcie
a ciele elity v ludskej spolo¢nosti. Vychadza z jej klasickych vymedzeni, az po charak-
teristiku sticasnej globalnej mocenskej elity sveta. Opiera sa o ndzory vyznamnych
svetovych a ceskych autorov. Analyzuje ich ndzory, konfrontuje a porovnava a na kon-
krétnych pripadoch presvedcivo ilustruje zdsadnd tlohu elit v rozhodovani a posto-
joch svetovej verejnosti k réznym otdzkam Iudskej existencie, napr. k tzv. mexickej
prasacej, neskor pandemickej chripke (2009). Vlady krajin sveta vtedy po obrovskom
medidlnom tazeni nakupili vakeiny a o rok neskér kompetentni epidemiolégovia vy-



hlasili, Ze pandémia prasacej chripky je podvod storocia. ,VSe mély mit na svédomi
farmaceutické firmy, které na strachu svétové verejnosti z nové a nebezpe¢né nemo-
ci vydélavaly obrovské finanéni sumy.” (s. 78). Nemald pozornost autor venuje tzv.
think tankom (myslienkovy rezervodr-mozgovna), ktoré sd transparentnejsie v pro-
cese ovplyviiovania verejnej mienky. ,Think tanky ziji a existuji z pfispevkd a viile
svych sponzord nebo zfizovateli. Dominantni ddrci si vydrZovanim nebo sponzo-
ringem takovych institut@ udrzuji vliv a kontrolu ve spole¢enské debaté v oblasti své-
ho politického a ekonomického zajmu...” (s. 85). Svoj odborny prehlad a profesijnd
informovanost autor preukazuje uvddzanymi informdaciami z neskorsie odhalenych
pripadov politickej propagandy a informac¢nej manipuldcie vo svete, napr. o neexis-
tujicom spojeni medzi irackym rezimom a teroristickym ttokom z 11.9.2001 na New
York a Washington, ktory podla americkej vlady vykonala medzindrodnd teroris-
tickd organizdcia Al-Kaida. Irak na dtoku proti USA nemal Ziaden podiel. Autor tiez
informoval o tzv. Koalicii ochotnijch (Coalition of the Willing), (2003) proti Iraku, ve-
denou vladou USA, ktorej stidastou bola aj Ceska republika podpisom Vaclava Hav-
la na kvazi PR dokumente, bez konzuldcie s vlddou a parlamentom, ktory podpisalo
osem poprednych eurépskych politikov a statnikov, ¢im vyjadrilo svoj stihlas s pri-
padnou vojenskou intervenciou proti Iraku (s. 92-94). Autor v kapitole presvedc¢ivo
s prikladom popisal aj techniku ,vrtiet psom”, zndmu v slovniku public relations ako
»-- velmi dobfe promyslenou a manipulativni praxi vztaht s vefejnosti, ovliviiovani
minéni.” (s. 95). Uvddzand je ¢asto ako priamo synonymum politickej propagandy -
manipuldcie. Aj v ¢ase sexudlneho §kanddlu amerického prezidenta Billa Clintona so
stazistkou v Bielom dome Monikou Lewinskou, bola snaha prezidenta prekryt skan-
dal s paralelne nacasovanymi vojenskymi akciami vlady.

Autor sa zamys$la aj o spésoboch vytvarania a prezentovania verejnej mienky,
ktord sa moze stat sticastou sofistikovanej mocenskej hry elit. ,Vyzkumy vetfejného
minéni totiZ nutné neslouzi jen k zjistovani stavu vefejného minéni, ale ¢asto pfimo
k jeho ovliviiovani a vytvateni.” (s. 99). V politickom Zivote sa stdva, ze v konkrétnej
praxi vyskumov verejnej mienky sa obchddza etika a prejavuje sa korupcia.

V dalsich kapitolach knihy s nazvami Informacéni manipulace a regulace, Informac-
ni monopol, Medidlni realita a vjroba autor fundovane s kritickym prehladom pojednava
o informacnej politike, o jej reguldcii v spolocnosti, o ilohe medidlnej kontroly, napr.
nastolovanim tém a medidlnou prezentaciou reality verejnosti o existujicom infor-
mac¢nom monopole vo svete.

Je davno zndme Ze ,.. masovd média hraji v moderni spole¢nosti vyznamnou
roli tim, Ze hromadné spoluformuji vefejné minéni. Velkému mnozstvi lidi zpros-
tfedkovavaji stejné informace.” (s. 105). Priklady pre potvrdenie svojich ndzorov autor
nachdadza vo vybere v domadcej a v casto neprehladnej svetovej masmedidlnej realite,
ktortd vsak podrobne sleduje a pomentva jej vrcholy i pady. Dokazom je i tato kniha,
ktord moze Citatelovi, sicasnymi masmédiami prezentované informacie o svete, po-
dat v iplne novych ,oc¢iotvarajicich” stvislostiach!

Autor realisticky popisuje ndstup novej medidlnej reality, no ma voéi nemu
ivyhrady. ,Néastup digitalizace a internet zdsadné zménil podobu medialni krajiny,
predevsim pak spiisob dosavadniho fungovani tradi¢nich médii na poli vyroby a dis-
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tribuce vlastniho medidlniho obsahu.” (s. 129). Najpopuldrnejsiu zo socidlnych sie-
ti, ,siet sieti” Facebook, v ktorej je tradicnd a kolektivna medidlna realita nahradenéa
realitou konkrétnej socidlnej skupiny priatelov, autor hodnoti realisticky a stru¢ne
predstavuje jeho plusy a minusy.

Vsetko prebieha ,... v disledku umélé inteligence, pokrocilého softwaru, ope-
ratord novych médii.” (s. 130). Zaver recenzovanej knihy tvoria kapitoly: Labut{ piseti
hlavniho proudu, ,Konspiracni teorie” a vztahy s verejnosti, Politicky extremismus a elita, Ma-
nipulace a propaganda v ¢ase vdlky. Kazda kapitola by vydala za samostatni monografiu!

Autor tu piSe o stratégidch a taktike informacnych zdrojov, ktoré st hlavnou
aktivitou $pecialistov PR. Ide 0 ,,... vlastni vytvatreni zprav o udalostech vytvotfenych,
inscenovanych specialisty PR nejcast€ji pro, zastupce médif a jejich redakce.” (s. 138).
Casto st to pseudoudalosti, ktoré autor nazyva sofistikovanou formou propagéacie,
ktord média akceptuji a prezentuju ako informdaciu-spravu-udalost (s. 138). Pseudo-
udalosti riadia aktivne PR a najvac¢si vyznam pre ne predstavuji konkrétnym ob-
sahom naplnené kategérie, uplatiiované v praxi: aktudlnost, blizkost, spolocensky
vyznam, nosny pribeh alebo konkrétny osud, §kandal a konflikt (s. 140-141). Protipo-
lom aktivnych PR si reaktivne PR, typické pre komunikaciu v krizovej situdcii.

Autor strucne informuje o ekonomickych vplyvoch na medidlnu oblast, o po-
litickych tlakoch, prejavujicich sa cenztirou, ako formou politickej regulacie a kon-
troly medidlneho obsahu informacii. PiSe o vplyve legislativy a lobingu na medidlnu
oblast a dokumentuje to redlnymi prikladmi z praxe.

O konspiracnej tedrii v praxi komunikécie s verejnostou autor pise ako o predo-
vSetkym kategorickom zaklinadle - samotnou konspira¢nou teériou. Td podla neho
znamenad, alebo ma znamenat najma automatické odmietnutie tvrdenia, ktoré je, ale-
bo m4é byt povazZované za smiesne, paranoidné, alebo tiplne neopodstatnené (s. 152).
Je Casto stcastou populistickej politiky. Autor uzatvara problém takto: ,Soucasna
popularita konspiraénich teorii je pak pfedevéim odrazem rostouci nedivéry ¢dsti
verejnosti v politiku liberdlni demokracie pozdniho kapitalismu i k oficidlnim auto-
ritdm obecné ...” (s. 154). Aj udalosti z 11.9.2001 v New Yorku a Washingtone komentuje
autor po rokoch ako priklad konspira¢nej tedrie s otdznikmia s mnohymi odkazmi aj
na iné, dalsie elektronické zdroje. Autor sa velmi kriticky vyjadruje o manipulovani
s pojmom ,politicky extrémizmus”, pretoZze m4d nejednoznac¢ny obsah a odli$né cha-
panie a v spolocenskej diskusii je zndmy pomerne kratko. Uvadza: ,Politicky extre-
mismus a jeho diskurz, moderovany mocenskou elitou, pak miiZe predstavovat dil¢i
ideologicky konstrukt public relations.” (s. 166).

Velky priestor venuje autor objasfiovaniu vyuzivania a pouzivania manipula-
cie a propagandy vo vojnovych konfliktoch a vojnach vo svete, ktoré viac menej stéle
trvajud i v ¢ase mieru. Svoje pévodné nazory podporuje velkym mnozstvom odkazov
na prislusnid zahrani¢nd literattru, ale i svojimi pozndmkami pod textom.

Svoju knihu v kapitolke Misto zdvéru - media, autorita a diivéra autor ukoncuje po-
merne skepticky, celkovo, ale aj v stivislosti s public relations. Konstatuje evidentni
stratu dovery v tradi¢né média. ,Moznym zptisobem, jak zastavit zfetelny tpadek vli-
vu tradi¢nich médif jako komunika¢niho kanaalu PR, je zdsadni zména zavedeni re-
dakeni prace s informacemi (véetné akceptovani online alternativy).” (s. 191). Vie, Ze



tradi¢né média su pre tinedZerov neatraktivne, ich hlavnym médiom je Facebook.
A tak velmi otvorene priznava: ,Facebook a jemu podobné podnikatelskeé projekty digitdInt -
informacnf sféry jsou preddtory, kte?i pomalu, ale jisté likviduji pivodni faunu, tradicni media.”
(s. 192). Tieto nové média prevzali rolu tstredného distribuéného kandla, siriaceho
ich obsah, redakeéné texty a videa zatial v poskytnutom, neplatenom a neohranice-
nom priestore.

Snahy politikov - tzv. servisnej elity, technologicky a legislativne regulovat sie-
te na internete sa aj napriek niektorym §kanddlom, zatial nepodarili.

Recenzovand kniha je doloZend dobrym vyberom odbornej literattry, vrata-
ne odtajnenych elektronickych zdrojov. Kniha ma4 teoreticky charakter s viditelnym
presahom do praxe v problematike public relations. Aktudlna téma, zaujimavy ob-
sah, presné spracovanie informdcii, autorova precizna prica s nimi, jeho $tylisticka
obratnost a odvaha hladat pravdu a nebéat sa ju pomenovat. Tieto skuto¢nosti umoz-
nuji odporucit tito knihu mnohym, ktorych tato téma zaujima, z nich najmé novi-
narom, manazérom vztahov s verejnostou, uc¢itelom a studentom, teda vsetkym tym,
ktorym nie je lahostajnd pretvavajica realita medidlnej manipulacie a propagandy
v sticasnej spolocnosti.
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TEXT | DAGMAR WEBEROVA SLOVNIK | DICTIONARY

DICTIONARY OF USEFUL
MARKETING TERMS .

insurance | poistenie

The company has taken out insurance to protect itself
against the unauthorized activities of its employees. | Spolo¢nost uzavrela poistenie,
aby sa ochrdnila pred neoprdvnenymi aktivitami svojich zamestnancouv.

insure | poistit

It is advisable to insure your property against theft and dam-
age. | Odporiica sa poistit si svoj majetok proti krddezi a poskodeniu.

intangible

nehmotny Jim has that intangible quality we may call charis-

ma. | Jim md nehmotnd vlastnost, ktord mézZeme nazvat charizma.

intangible assets | nehmotné aktiva
intellectual property, are not physical in nature. | Nehmotné aktiva, ako dobré meno ale-

Intangible assets, such as reputation or

bo dusevné vlastnictvo, nie su fyzickej povahy.

integrate | integrovat
is different from your own. | Nie je jednoduché integrovat sa do kultiiry, ktord je odlisnd od

It is not easy to integrate yourself into a culture that

vasej vlastnej.

integrated marketing | integrovany marketing
phasizes the importance of a consistent, continuous, multi-dimensional brand ex-

Integrated marketing em-

perience for consumers. | Integrovany marketing zdoraziiuje déleZitost konzistentnej,
nepretrzZitej a mnohorozmernej skiisenosti spotrebitelov so znackou.

integrated marketing communications | integrovand marketingovd komunikd-
cia

Integrated marketing communications is a concept that makes sure that all
promotional tools work together in harmony. | Integrovand marketingovd komunikdcia
je koncept, ktory zabezpecuje, Ze vsetky propagacné ndstroje st v stilade.

integration | integrdcia Multinational companies wish to reduce the differ-
ences between local markets, with the aim of greater global integration. | Nadndrod-
né spolocnosti ched znizZit vozdiely medzi miestnymi trhmi s cielom dosiahnut vdcsiu celosvetovd

integrdciu.

intellectual property | dusevné vlastnictvo The World Intellectual Property
Organization (WIPO) is responsible for promoting the protection of intellectual prop-
erty rights. | Svetovd organizdcia dusevného vlastnictva (WIPO) je zodpovednd za propagdciu

6 ochrany prdv dusevného vlastnictva.
4



intention | zdmet, iicel, imysel Jane has no intention of changing her plans to
fit in with her boyfriend’s wish. | Jane nemd v imysle menit svoje pldny aby sa prispdsobi-

la Zelaniu svojho priatela.

intentional | zdmerny Did you leave her name out by accident or was it inten-

tional? | Vynechali ste jej meno ndhodou alebo to bolo imyselné?

interactive | interaktivny Nowadays, many educational programs are interac-

tive. | Vstcasnosti si mnohé vzdeldvacie programy interaktivne.

interactive marketing | interaktivny marketing Interactive marketing uses

a personalized approach which makes website viewers feel they are in close contact
with the website owner. | Interaktivny marketing vyuziva personalizovany pristup, ktory
vyvoldva u ndvstevnikov webovijch strdnok pocit, Ze si v tizkom kontakte s vlastnikom webo-
vych strdnok.

interactive media | interaktivne médid Interactive media is an expanding
multidisciplinary industry that combines the creative and the technical skills to
build the tools that people depend on every day. | Interaktivne médid je rozsirujice sa
multidisciplindrne odvetvie, ktoré kombinuje tvorivé a technické zrucnosti s cielom vybudovat

ndstroje, od ktorych ludia kazdy deti zdvisia.

An intercom-

intercompany comparison | porovnanie medzi spoloénostami
pany comparison was carried out to see how much they spent on promotional acti-
vities and advertising. | Vykonalo sa porovnanie medzi spolo¢nostami, aby sa zistilo, kolko
petiazi vynaloZzili na propagacné aktivity a reklamu.

interconnect | prepojit The problems of poverty and unemployment are in-

terconnected. | Problémy chudoby a nezamestnanosti su prepojené.

interest | zdujem He has had an interest in advertising. | Zaujima sa o reklamu.
interest charges | iiroky —— A full understanding of interest charges will ena-
ble you to make the best decision. | Dokonalé pochopenie tirokov vdim umoznf rozhodniit
sa najlepsie.

internal | interny One of the top priorities of the European Commission is its

internal market. | Jednou z hlavnijch priorit Eurdpskej komisie je jej vntitorny trh.
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