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LUCIA VILCEKOVA

SUSTAINABILITY AS A FACTOR
OF CHANGING MARKETING
STRATEGIES BASED ON

THE CUSTOMERS” PREFERENCES
IN CONTEXT OF DIFFERENT
GENERATIONS IN SLOVAKIA

The most up-to-date challenge of modern marketing is the need to incorporate sustainabil-
ity principles into marketing strategies. Promoting the principles of sustainability requires
setting environmental objectives at the enterprise level and devising marketing strategies
that meet the environmental requirements and customer preferences. The article deals with
two basic topics, the issue of environmental marketing against the background of customer
preferences and generations of consumers, more precisely as they were profiled in Slovakia.
Examining the preferences of customers of different generations aimed to prove that imple-
menting environmental marketing principles is necessary. Although the aim of the research
was to correlate selected findings with the preferences of the environmental objectives of
different generations, the research that focused on the behavior of different generations of
consumers under the sustainability concept revealed some original findings concerning the
assessment of ethnocentrism under the sustainability concept.

1 Introduction

Designing marketing strategies for sustainable development is the most

up-to-date challenge of modern marketing. To convince consumers that they should start to
assess the goods and services they are interested in according to criteria they have not yet
considered and, if only marginally, sure is a challenge for experienced marketers. To promote
products and services in a different way means to take a specific information that has been
uninteresting to consumers in the past, start to communicate it consistently and give it a new
meaning. In the future, marketing communication must cover the origin of the product (pro-
ducer and the country of origin) and often its components, how the manufacturer processes
them and what technologies they use to do so, to what extent the product production affects
or how much it burdens the environment, environmental performance, whether its use will be
possible without restriction. At a high volume of emissions eg. passenger cars are prohibited
from entering low-emission zones in cities., whether it meets the sustainability criteria of the
supply chain, and ultimately whether the product and its packaging are fully or only partially
recyclable. For agricultural products it will be necessary to communicate the way of breeding
or cultivation, the use of biotechnologies, the degree of environmental burden and whether
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and what environmental criteria the product meets, more precisely, whether it meets or even
exceeds the legislative criteria applicable to organic products.

Marketing strategies for sustainability The types and sources of information that the
customer is interested in are significantly different than it was a few years ago. Producers are
obliged to give certain information on the packaging of products. Here, however, producers
are rarely going beyond legislative standards because this depends on the demand for prod-
ucts that meet environmental criteria.

Classic customer-oriented marketing must monitor customer needs and preferences and ana-
lyze customer behavior (Kotler and Armstrong 2004). The authors did not anticipate that
customers would need to be instructed in how to deal with products so that they could use
the technologies they installed, and that sustainability factors, packaging materials used, lin-
ear supply chain or product recyclability will play an important role in marketing strategies.
Nevertheless, classic marketing theories still apply, customer orientation remains a priority,
but the customers have changed, and those who have not changed should be given the oppor-
tunity to make a change towards sustainability. In modern marketing, consumer care takes on
a completely different meaning, and the consumer is the one that forces businesses to wonder
why and how customers change their preferences. Knowing why this change is happening is
a prerequisite for grasping the reasons why customers are changing their preferences. It goes
without saying that this is linked to the existential factors of our civilization, but those who
develop long-term strategies in line with sustainability requirements or will be leaders in the
blue ocean strategies will be at an undeniable advantage. Not only because legislative stand-
ards are constantly tightening, but especially because the change in consumer preferences
has already taken place.

Adaptation to changes is expected to take some time. It is undoubtedly a process that is
difficult to analyze when assessing different customer approaches. In the context of sustain-
ability analysis, they can demonstrate knowledge of the behavior of different generations of
consumers, with consumer preferences evolving differently in different countries (differences
can also be grasped within transnational groupings, states and regional characteristics) in
relation to the purchasing power of the population, sustainability, including the knowledge of
sustainability criteria and the availability of information on products and services in terms of
sustainability. Influencing purchasing decisions with environmental criteria presupposes the
choice, i.e. the existence of a range of products and services that actually meet these criteria.
Today, there are practically no sectors that have not been touched by environmental criteria
drafted since the 1980s (Meadows, Meadows and Randers 2012), (Technological limits, for ex-
ample in the mining of products or in the chemical industry, have so far significantly affected
the level of environmental burden and new ones are not yet available or are not implemented.
This also applies to some service sectors that depend on transport costs).

Currently, there are products that meet and do not meet the sustainability criteria. The para-
dox of the present is that those products and services that do not meet sustainability criteria
are more affordable, very often even cheaper, and they are traditional products well known
to consumers. In those countries where the purchasing power of the population is low and
the level of environmental education is low, the two factors also determine consumer prefer-
ences. These types of customers do not understand the environmental related information an
if they do, it is not relevant to their needs and wants. Their response to products made with
regard to sustainability principles is unambiguous, these products are simply too expensive,
which means inaccessible. Influencing the pricing of such products requires legislative meas-
ures and opportunities that businesses find it difficult to find. There are governments that can



and must introduce incentives to prioritize production according to the principles of sustaina-
bility. However, given the subject of this article, we will not discuss in detail the instruments
of the governments which can be used to mitigate environmental impacts, but not to mention
them would be a mistake.

Since 1995, authors who have been involved in environmental marketing (William and Wim-
satt 1997), have intensively pointed out that change is necessary, meaning to devise long-
term marketing strategies that can be implemented in terms of business sustainability criteria
is essential. At the same time, changing company way of thinking is a way of gaining a com-
petitive advantage in this area and making this advantage visible through marketing commu-
nications. This type of marketing activities has been given the attribute ,green”, especially in
order to evidently focus on waste-free technologies and adaptation of environmental princi-
ples. At the same time, environmental or, as we have indicated, ,green marketing” is a newly
emerging production and business philosophy that allows us to address sustainability issues.
Environmental strategies, as we have tried to suggest, must be consistent and created on the
principle of sustainability and accountability, only when they represent the added value that
companies can and must pursue by implementing environmental strategies. The pretense of
environmental responsibility does not pay off in the long run, and not only in cases where
irresponsibility but fraud proves to be a tool for communicating environmental criteria.
However, there are still a number of issues that arise in the context of what is and is not
sustainable in the long run. The basic value of the anthropocene era (The Anthropocene is
a proposed geological epoch dating from the commencement of significant human impact on
Earth's geology and ecosystems, climate change) is responsibility (Jonas 1989). The Principle
of responsibility — meaning the responsibility of businesses, states, multinational groups and
isolated consumers. However, there are different concepts that are presented as environmen-
tal or sustainable, but they are not real. On the other hand, it is often not possible to take all
factors into account, and when one is taken out, eg. recyclability or carbon footprint, sustain-
ability principles are only declarative and not realistic. However, other factors that are cur-
rently not scientifically relevant and whose environmental impact is not evident in the con-
text of today's knowledge can also be introduced into the concept of sustainability. To make
the situation even more complicated in the area of basic principles of sustainability, there is
also a belief in man's ability to handle, through technology, any problem (technocentrism)
and in this context to communicate the unjustified fear of environmental or climate change.
One way that has been actively applied in the context of sustainability is the shortening of the
supply chain (more precisely the linear preference) and the promotion of domestic products -
in other words, the promotion of consumer ethnocentrism. Although originally ethnocentrism
was associated only with the placement of foreign products on domestic markets, it made
marketers examine the importance of the country of origin in the process of deciding to buy.
The country of origin can then be regarded as a kind of 'hint’, a promise of certain traditional
qualities and the known characteristics of the product. The perception of the country of origin
is an integral part of the domestic producer's brand in both positive and negative terms. Cus-
tomers' preferences when buying foreign products can be influenced by confidence in foreign
companies, branded products, but also by attitude to specific countries, both negative and
positive (Tores and Gutiérrez 2007). However, in the context of sustainability, entnocentrism
can play a positive role. The Slovak Republic is undergoing a process of intensive promotion
of Slovak producers and marketing support for the purchase of goods that can be identified as
~produced in Slovakia”. This has been happening for the last 4 years, which is a fairly long time
to assess whether consumer behavior has changed in relation to sustainability. The purchase
of Slovak products is being promoted despite the fact that Slovak government has never in-

tensively built the image of Slovakia as the country of origin of the products. Efforts directed
towards the purchase of products of Slovak origin began to be enforced at the governmental
level mainly because at the turn of the millennium the Slovak Republic became an EU coun-
try, which according to statistical data (the share of Slovak food products in market basket)
became a tool to influence the purchasing decisions of Slovaks. Businesses have started to
use the image of a country as a promise of certain characteristics, but consumers, in pursuing
the principles of sustainability and the increase in demand for organic products, have begun
to evaluate products according to the criteria applicable to organic production. Ethnocentrism
in this context is linked to the intensive promotion of sustainability principles and is one of
the most effective tools of ,green” marketing. It is also a mean of building the environmental
sensitivity of consumers, but only if it is linked to the communication of environmental prin-
ciples and objectives.

Typology of consumer generations in the Slovak Republic The issue of sustainability,
which is the subject of this paper, does not address the same level of members of all genera-
tions. However, segmentation and understanding of consumer preferences require knowledge
of consumer generations. This is one of the key identifiers in reaching the potential consumer.
The typology of generations is not uniform throughout the world, mainly because of the fact
that membership of individual generations has specific characteristics related to the devel-
opment of individual countries. The issue of generations is not a new topic in marketing (Hill
2002, Williams 1997, Bergh and Behrer 2015), but marketing analysts began to work with it
intensively only in recent years. It has been shown that knowing precisely how to characterize
individual generations of consumers is crucial for the correct setting of marketing activities.
In addition to the typology of generations X, Y and Z, used mainly by American and Western
European authors, also political and economic developments in the country in which the ana-
lyzes are made needs to be taken into consideration. The issue of generations has also been
closely linked to questions concerning the relationship between modern technologies and
their use. Therefore, they are used in practice in particular in the technology sectors. To use
them in relation to the preference of sustainability principles is not yet standard in marketing,
this will be unique in this paper.

The typology used in the Slovak Republic allows to grasp the meaning of the so-called ,Slo-
vak consumers”. In the following table, we present the generation typology, which was the
basis for research of preferences of Slovak consumers (Smolka 2019).

Generation typology Generation name Years
Generation X 1966 - 1976

Basic generation typology Generation Y 1977 - 1995
Generation Z 1996 - 2012
Generation ,.Baby Boomers* 1946 - 1965
Generation ,Husak's Children® 1974 - 1979

Transitional generations Generation ,Millenials* 1980 - 2000
Generation ,Snow Flakes® 2001 -
Generation ,Alfa“ 2010 -

Table 1: Generation typology
Source: Authors



We assume that the reader is familiar with the classic typology of generations that originat-
ed in the US. In Europe, however, after the Second World War, there were sharp and specific
changes that differed from the processes that influenced the post-war generation in the US.
The classical typology of generations was no longer sufficient, it was necessary to go deep-
er and to grasp the intergenerational differences and the distinctions concerning individual
countries of the European continent. Every European country, not only the Slovak Republic
(which belonged to the Czechoslovak Republic in the postwar period), had a large generation
born after World War Il. In this case, it is referred to as the ,baby boomers® generation. This
generation was born in the time of economic prosperity and growth, and therefore did was in
the center of attention of researchers (Cheung 2007). It is a generation that is very aggressive
and adaptable, it grew up in a period of dramatic changes, and therefore it is associated with
attitudes that its members changed or re-created. They are representatives of new and tra-
ditional values. In Czechoslovakia, the generation of Baby Boomers ,built socialism” in atrial
relations and their functioning only began to ,discover” after 1989.

The generation of ,Husak's children® was born in Czechoslovakia from 1974 to 1979. It is
a term for a generation born in a strong population wave in the early 1970s. The name of this
generation is derived from the then head of state, President Gustav Husak. ,Husak's Children®
(The only systematic research of this generation was done by TNS Slovakia Lifestyle) are
a generation that lived part of their lives in the socialist normalization period, experienced
the revolution in 1989 and subsequently took advantage of the opportunities offered by its
acquired freedom. It shows some common features of the 'Y' generation, but it also has indis-
putable differences, as members of that generation grew up in different conditions and was
shaped by different possibilities and values. Members of this generation were formed to live
their lives according to a certain, prescribed order. In accordance with the consensus, it was
necessary to complete school, get education, get employed, start a family, get a living.

It is not easy to grasp the characteristics of the Generation of ,Millennials® because it is not
exactly given who is in this generation. They are mostly members of the ,Y* generation and,
to a lesser extent, the ,Z“ generation. They are people born between 1980 and 1999, but it
is a generation that deviates slightly from the classic characteristics of the 'Y' and 'Z' gen-
erations (Cheung 2007, whats.techtarget 2018). Millennials, as members of their generation,
have an unflattering reputation among employers and companies. They are often dissatisfied
with their job, trying to promote changes in the workplace regardless of their boss's opinions,
requiring employers to give them bonuses and benefits, usually in form of more holiday and
freedom, flexible working hours or home office. Their desire for freedom and independence
also manifests itself outside work, in a home environment, and in contact with friends (Howe
and Strauss 2009). Millenials are individualists who have problems with authorities.
Unfortunately, it is not yet possible to gather comparable information for Generation of
L~Snowflakes®, and unfortunately there were not many members in our research. It is a gen-
eration that follows the generation of ,Millennials since they were born after 2001. The
term ,snowflakes” refers to babies wrapped in cotton, saying that these children are spoiled.
It is a generation which name refers to originality and individuality, as each snowflake is
unique and unrepeatable. Representatives of this generation have been described by some
authors as overly sensitive and self-centered (Davis 2012), but this is nothing special because
of their age, as members of this generation are still, usually, schoolchildren. It is openly said
this generation is a generation of rebels, which is spoiled, not satisfied with anything, and
these people criticize everything. In a way, however, these characteristics are applicable to
all young people, so it is not yet possible to consider this generation as profiled. However,
trying to grasp the ,snowflake® preferences is very important for companies. They are begin-

ning to realize that this new generation may not want to do what previous generations will
have other preferences and wishes. The generation of 'snowflakes' will surely be affected by
ongoing climate change, with a very intensive focus on environmental issues. It has grown
up with technology and often, this generation is forecasted to solve the civilization problems
(note [1]).

Research results The marketing survey, described in this section, was conducted in the
Slovak Republic, from September 25, 2019 to October 13, 2019. The number of respondents
was 545 of which 243 were men and 304 women from all regions of Slovakia. However, the
research sample of the snowflake generation was so small that the inclusion in the charts of
this generation does not have the required informative value but has an informative value,
therefore this generation is also represented in the graphs. Respondents identified them-
selves with individual generations as described in the theoretical part.

The research was of a commercial nature and was conducted in accordance with the objec-
tives of the VEGA 1/0737/20 grant project called Consumer Literacy and Changes in Consum-
er Preferences when Buying Slovak Products. Its main objective was to monitor consumer
preferences within the generations of Slovak consumers. The answers to those questions
about consumers' environmental responsibility and their preferences in the context of design-
ing marketing strategies were included in this paper. We focused on the attitudes of Slovak
consumers to product recycling, preferences of Slovak products as a tool for shortening the
supply chain and placing bio-production on the Slovak market of consumers of different gen-
erations. The aim was to identify how customers of different generations behave within the
framework of sustainability for the needs of a client who produces organic food, but has not
yet promoted or encouraged them to communicate this to customers, which in practice would
mean changing the sales model and increasing the number of sellers.

Snowflake generation yes @ 2
Generation Z no 1
occasionally 30
yes 57
Generation X no 4
occasionally 33
yes 57
Husak's childrens occasionally 3
yes 20
Generation Y occasionally ] 54
yes ] 101
Millennials nofl 2
occasionally 23
yes 1 77
Baby boomers generation occasionally ———1 24
yes ] 57
1 1 1 1 1 ]
0 20 40 60 80 100 120
[l Snowflake generation ] Generation X Generation X Baby boomers generation
[l GenerationZ [ Husak's childrens Millennials

Figure 1: Which generation are you? / Do you recycle?
Source: Authors



The aim of this question was to find out how respondents feel about recycling. Occasionally,
in Slovakia, the response ,| recycle occasionally” may also mean that containers for recy-
cled waste are unavailable. The question of recycling was included in the research mainly
because the research sponsor wanted to examine the level of environmental responsibility
and, rightly, the recycling rate is an indicator of it. The highest rate of recycling was shown in
the members of the generation Y, which is clear from the graph. However, it is surprising that
members of the Z generation are at a very similar level to the X generation and baby boomers.
The answer ,no, | do not recycle”, is extremely rare, therefore we can state that members of
all generations see recycling as a necessity.

The issue of recycling, in a different context, is also addressed by the introduction of fully
recyclable packaging. Y and Z generations are the ones who perceive the need to change the
packaging of products and reduce their volume or type. It can be assumed that in the future
they will mainly buy products that can be packed in returnable or fully recyclable packaging.
It is gratifying that even generations of previously born would accept the policy of returnable
packaging, which is only being discussed in Slovakia but the legislation does not yet cover it.
This is illustrated in the following figure.

Snowflake generation yes 2
Generation Z | didn't think about it 6
yes 82
Generation X | didn't think about it 28
yes 66
Husak's childrens | didn't think about it 3
yes 20
Generation Y | didn't think about it 22
yes ] 133
Millennials no 2
| didn't think about it 6
yes ] 94
Baby boomers generation yes ] 81
1 1 1 1 J
0 30 60 90 120 150
[l Snowflake generation ] Generation X Generation X Baby boomers generation
[l GenerationZ [ Husak’s childrens Millennials

Figure 2: Which generation are you?/ Would you accept a policy of returnable or fully recycla-
ble packaging?
Source: Authors

In relation to the educational level, it was assumed that people with the lowest education
would be the most indifferent to recycling issues, and those with the highest education would
have the most information on sustainability issues, and they would be those responsible for
the environment. In principle, this assumption has been confirmed in the research and re-
search has shown that this is true from the first, bachelor's degree. Research has also shown
that women are by one third more responsible than men in recycling.

no
occasionally
yes
no
occasionally
yes
occasionally
yes
occasionally
yes
occasionally 1
yes 12
occasionally 41
yes 98
no occasio- 1
nally 55
yes occasio- 68
nally 6
yes 22

1 1 1 1 J
0 20 40 60 80 100

male

79

female

[l Primary education [ Secondary education

. Higher education first degree Higher education secondary degree

Figure 3: Do you recycle? / Gender/ Education level
Source: Authors

The issue of shortening the supply chain, although only indirectly linked to the promotion of
domestic products, as we tried to prove within the theoretical part, is a relatively complex
problem, which also involves the questions of marketing communication and ethnocentrism.
In spite of possible doubts, in Slovakia the support of ethnocentrism has proved to be one of
the most viable ways to support domestic production and shorten the supply chain, thus af-
fecting the carbon footprint of products. Products manufactured or grown in accordance with
sustainability principles are most desirable in the Y generation, which seems to be the most
knowledgeable and responsible in the context of the issue. At the same time, it seems that
its representatives are those who have sufficient information about the products, they are in-
terested in where the goods are produced, the quality of the goods and if these goods can be
purchased directly from producers. Given the fact that it is an economically active generation,
the higher price of domestic products does not matter. Generation Y is also the one that, most
likely, will affect the preferences of the Z generation, and the Millennials consequently There-
fore, it is very likely that the trend of preference for domestic products produced or grown in
accordance with sustainability principles will be strong.
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Snowflake generation no
yes
Generation Z only if products are available
no
yes
Generation X only if products are available
no
yes
only if products are available
no
yes
Generation Y only if products are available
no
yes ] 111
Millennials only if products are available 32
no 8
yes ] 62
Baby boomers generation only if products are available |1 21
no [ 24
yes 1 3

| | | | | J
0 20 40 60 80 100 120

49

Husak's childrens

. Snowflake generation . Generation X Generation X Baby boomers generation
[l GenerationZ [ Husak's childrens Millennials

Figure 4: Which generation are you? / Do you prefer organic products grown or produced in
Slovakia?
Source: Authors

Conclusion To sum up the results of the research, we could clearly state that environ-
mental responsibility is gradually being promoted by the consumers of Slovakia. The pref-
erences of customers across all generations are changing significantly, although preference
changes do not occur evenly across generations. Early generations that have been researched
are changing their purchasing behavior and changing their purchase preferences. Customers
learn and have the opportunity to obtain information, prefer products that they can clear-
ly identify, and prefer those that are produced or grown in accordance with sustainability
principles and their production is as environmentally friendly as possible. The environmental
criteria of the European Union and the pressure to further tighten them create space for the
legislation of individual EU countries. The pressure to tighten environmental criteria, which
leads not only to the improvement of product quality but also to the direction of carbon-free
production. The change in customer preferences is also evident based on our research. Cus-
tomers welcome increasing pressure on businesses, as well as retailers, to develop marketing
strategies that reflect customer wishes and build on one of their competitive advantages
according to sustainability principles. Customers who do not currently take environmental cri-
teria into consideration when purchasing and consuming products are gradually declining in

all generations examined by us. Marketing strategies based on sustainability must therefore
be developed by all businesses, not just those that have already implemented environmental
objectives in their goals. Over the next 10 years, sustainability principles will become the
standard and selling products with no environmental criteria will be literally impossible. The
absence of any sustainability criterion, whether it belongs to those we have mentioned or will
be drafted as new, is a mistake in the marketing strategy that a company can pay for by the
loss of customers.

Poznamky | Notes [1] Given that members of the ,Alpha“ generation could not be includ-
ed in the survey, we will not present the characteristics of this generation.

The research was of a commercial nature and was conducted in accordance with the objec-
tives of the VEGA 1/0737/20 grant project called Consumer Literacy and Changes in Consumer
Preferences when Buying Slovak Products.
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Résumé Udrzatelnost ako faktor meniacich sa marketingovych stratégii na zaklade
preferencii zakaznikov v kontexte réznych generacii na Slovensku

NajaktualnejSou vyzvou moderného marketingu je potreba zallenit principy udrzatelnosti
do marketingovych stratégii. Presadzovanie principov udrzatelnosti si vyzaduje stanovenie
environmentalnych cielov na drovni podniku a navrhnutie marketingovych stratégii, ktoré
splfhaju environmentalne poZiadavky a preferencie zakaznikov. Clanok sa venuje dvom zaklad-
nym témam, problematike environmentalneho marketingu na pozadi zakaznickych preferencii
a generacii spotrebitelov, presnejsie tak, ako sa profilovali na Slovensku. Cielom skimania
preferencii zakaznikov roznych generacii bolo dokazat, ze implementacia principov environ-
mentalneho marketingu je nevyhnutna. Hoci cielom vyskumu bolo korelovat vybrané zistenia
s preferenciami environmentalnych cielov réznych generacii, vyskum zamerany na spravanie
roznych generacii spotrebitelov v ramci konceptu udrzatelnosti odhalil niektoré originalne
zistenia tykajuce sa hodnotenia etnocentrizmu v ramci udrzatelnosti. koncepcie.
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NAME DISCRIMINATION - SELECTED
ATTRIBUTES BASED ON

THE GERMAN ADVERTISING
PRACTICE

Surprisingly, research on name discrimination in advertising is still at an early stage, although
all flanking fields have experienced deep and broad research. Discrimination can be evoked
through the use of names in advertising. In this article, the reader will learn which factors, such
as stereotyping or serving stereotypes, have an influence on the perception in certain name
bearers. This work makes a contribution to understanding and working through the problem
in more detail. The use of names in advertising, which classify certain names and thus people
into groups, may not be suitable if discrimination is to be excluded. The factors and individual
interdependencies were only examined in this work in Germany and may therefore be different

in other countries and cultures.

Although discrimination is a ubiquitous phenomenon, there is a research gap related to name
discrimination in advertising. No company or society can or should ignore the problems as-
sociated with discrimination. Discrimination happens when people are treated negatively be-
cause of a certain affiliation. This paper addresses the question of whether people can be
discriminated against by advertising because of their name and identifies influences through
the results of an analysis by means of the ,thinking aloud” method.

Theoretical backgrounds In order to explain discrimination, first rises a reference to
the social sciences and the so-called (sociological) inequality research. References show that
there are social inequalities (differences) that exist either between individuals and are defined
by desired physical or, for example, supposed mental abilities, or by society itself, which acts
as a cause in and of itself and only highlights inequalities through the respective order (Hor-
mel and Scherr 2016, p. 299-300). Thereby, inequality is an important term to mention here
when speaking of inequality in social and societal esteem as well as the following unequal
living conditions or opportunities. It is also important to distinguish between inequality and
equality of opportunities. Inequality is defined as people finding advantages or disadvantages
in society or lifestyle based on presumed circumstances (money, influence, family, access,
privileges, etc.) negatively or positively and not based on peoples own efforts, whereas equal-
ity of opportunity is achieved when these circumstances have no influence (Atkinson 2016, p.
18). It should be emphasized here that the equality requirement as a counterpart to inequality
and the prohibition of discrimination cannot be separated with human rights and inevitably
belongs to it (Fritzsche 2017, p. 4). That justifies, according to Koenig (2005), that people fun-
damentally possess individual rights of freedom and autonomy through their humanity, which
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may not be restricted. In addition, this fact also means that there is a human rights protection
against discrimination, which results in a prohibition of discrimination (Fritzsche 2017, p. 15).
Discrimination, in turn, takes place when members of a group are treated negatively, perceive
this treatment as illegitimate, and is based solely on the reason of group membership (Mum-
mendey and Otten 2001). This aforementioned phenomenon can also occur in the context of
names. According to Kasof (1993), names can connote, for example, race, gender, age, per-
ceived social class, and other information about social categories, and according to Zhao and
Biernat (2017), discrimination can thus occur through names because certain social categories
(negative or positive) are associated with them. In simpler terms, discrimination may occur
because a person has a certain name that others associate with things in their surroundings,
either of good or bad association. The fact that people experience discrimination through
their name in diverse countries and regions can be scientifically proven in sufficient quanti-
ty (Waburg and Herwartz-Emden 2012, Ahmad 2020, Kaiser 2010, Bonefeld and Dickhauser
2018). Additionally, it should be noted that discrimination can lead to physical and psycholog-
ical suffering and effects (Carter et al. 2017, Scherr and Breit 2020). Furthermore, (structural)
name discrimination can lead to exclusion and be a problem for those affected from childhood
to old age and present itself through social, occupational and educational disadvantages
(Dieckmann 2017). Although legislators (e.g., Slovakia and Germany) can present or proclaim
guidelines and prohibitions regarding discrimination and there is also an EU directive on equal
treatment, the advertising industry commits itself e.g. via EASA (EASA, 2021) to much so-
called self-regulation. The advantages and disadvantages of self-regulation in advertising are
complex (Junkert 2015). Advertising (ethical as well as moral) moves in the field of tension
between consumption and regulation and can refer to both external and self-regulation and
is completed by self-imposed codes of ethics of the advertising industry (Haas, Herczeg and
Karsay 2015). Nevertheless, self-regulation and codes of conduct are not the same in Europe-
an countries (Kopp 2016) and are often carried out immanently (advertisers check advertisers)
(Dackweiler 2017). Conversely, these findings mean that complaining about advertising is
possible both legally and out of court, but it is associated with many burdens and work steps.
In concrete terms and by way of example, the German Advertising Council does not explicitly
prohibit name discrimination, but it does prohibit the portrayal of a person in a discriminatory
or derogatory manner (Werberat 2021).

Although research in the field of discrimination is very advanced and comprehensive results
are also available specifically on the topic of name discrimination (Gerhards and Tuppat 2021,
Bauer et al. 2021) there is still a research gap. This research gap relates to name discrimina-
tion in advertising. The figures and evaluations of the Complaints Statistics 2020 (Werberat
2021) from the ,German Advertising Council® show that discrimination plays a significant role
in advertising. Discrimination against the sexes is in first place, and discrimination against
groups of people is in second place. Nevertheless, no case of name discrimination can be
found from this data, and also online search via e.g., Google Scholar does not yield any results
when searching for articles on the topic of ,name discrimination in advertising®. Of course,
this circumstance does not mean that there is or was no advertising that used names and
stereotypes.

Stereotypes represent (cognitive) knowledge about ,the character, attributes, and behavior of
members of a particular group® (Hilton and Von Hippel 1996). In the context of group mem-
bership, this knowledge is then enriched with feelings by the ,mere categorization effect”
(Tajfel 1981) and the stereotypes presented are classified into certain categories. If there is
no identification with these categories, this is rejected by the group and enriched by a corre-
sponding behavioral component, resulting in prejudice. Since group membership or identifica-

tion with a certain group is a key component of discrimination (Branscombe and Wann 1994,
Ellemers, Van Rijswijk, Roefs and Simons 1997), the creation or presentation of a stereotype
alone can lead to a division of groups and thus to discrimination. Here, it is irrelevant wheth-
er the portrayed stereotype is true or untrue. Individuals or groups who correspond to the
stereotype will inevitably behave in the same way according to the ,self-fulfilling prophecy®,
detached from an internal (group/person) or external (society) trigger (Leidig 2007, p. 99-109).
Since the goal of marketing communication is to persuade, ergo persuasive communication,
(Schénbach 2009) a reduction of complexity must take place, for which stereotypes are suit-
able. It should be emphasized here that stereotypes can be both positive and negative (cf.
Allport 1954), although in marketing, a potential risk of misinterpretation or reactance against
content can be caused or consolidated (Lamont, Swift and Abrams 2015, p. 180-193). Consid-
ering the fact that advertising tries to manipulate, is disingenuous in doing so, and assumes
that this is presupposed (Luhmann 1996, p. 85), it can be stated that the use of stereotypes,
which are usually negatively presented, can lead to discrimination. Since the name is also
a category for groups/persons, the presentation of name stereotypes in advertising leads to
discrimination. Thus, advertising promotes social division and thus discrimination as a result.
Through our own extensive research, we were able to find some advertising motifs that indi-
cate name discrimination. Thus, the research questions that arise are: a. does name discrim-
ination exist in advertising? b. do people who bear a supposedly discriminatory name feel
discriminated against by the advertising in question? c. how do people react in general? and
d. are there factors that clearly support discrimination?

Methodology The method of this work of research is divided into several approaches
and multiple steps. To answer our research questions and beyond the evaluation of scientific
sources, the ,German Advertising Council® and the ,Federal Anti-Discrimination Agency“ were
consulted to find examples of name discrimination in the advertising industry. Since our re-
search efforts had been unsuccessful at that point and the council/agency was also unable
to provide any examples (,We have not noticed any specific cases of name discrimination
in recent years®), we added research activities of our own to find advertising (online, print,
posters) that uses names in their messaging of the advertising. Six advertising motifs were
identified that showed signs of name discrimination. After following analysis and image semi-
otics according to Friedrich and Schweppenhauser (2009), one motif was abandoned, and the
remaining five motifs were selected to be leading our investigation by method of talking to
people who carry the same name that is used (discriminatorily) in said advertisement defined
as discriminating against names.

Here, the method of so-called ,thinking aloud” was used primarily because of its suitability
for a. obtaining qualitative results, b. describing media content, messages, and experiences,
¢. helping methodologically inexperienced people analyze content (speaking out thoughts
rather than reflecting) and d. having participants live through a tangible situation, there-
by empirically capturing situational and contextual phenomena (Bilandzic 2017). Explicitly,
participants were given the task of interpreting ,advertising“ while thinking aloud (saying
all thoughts aloud). In doing so, participants initially were shown a beverage advertisement
(,Fanta“ - testimonial) to provide a task and simultaneously familiarize them with the pro-
cess of thinking aloud. Once the participants' interpretation was supposedly flattened, the
motif was unannouncedly switched to show the (supposedly discriminatory) advertisement
with the participant's name. Afterwards, the participants were asked (,please think aloud®) to
interpret the advertisement for as long as possible while sharing their thoughts. Overall, ten
respondents were interviewed in this procedure, the verbalized data was recorded via video
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and audio (Zoom), transcribed, and then a deductive-inductive qualitative content analysis
was conducted (open coding, categories were predefined and re-formed as needed). Evidence
that the method is particularly suitable for approaching the phenomenon of ,discrimination®
can be found in the work of Ogden and Russell (2013) (Bilandzic 2017). Furthermore, research
by Buber (2007) shows that generating data by addressing a given requirement and articulat-
ing both perceptions and feelings, through the survey method can be promising.
Additionally, a control group of five individuals was interviewed using the same technique.
These individuals do not bear any of the invented names and are employed within the field
of advertising as advertising executives and media designers (producers of advertising ma-
terials). These individuals were shown all the advertising materials. Finally, at the end of the
digital meetings, all participants (n=15) were asked whether they perceived the particular
advertisement (or advertisements) as discriminatory. The rating of the question was ,yes®
or ,no“ and the verbal explanations were included in the analysis. A critical comment on the
method in generally is that persons are not able to verbalize everything they actually think.
Furthermore, it cannot be excluded that verbalizing cognitive processes leads to an impair-
ment of the same, hence by ,unconscious® not all cognitive processes can be addressed and
also ,thinking aloud® cannot exclude the danger of socially desired answers (Sandmann 2013).
(A describing example from the selection of advertising used: a (supposedly wealthy) person
is shown, as well as a premium car and the Sixth brand and its car-sharing service. The slogan
is: drive like a Justus, pay like a Kevin).

Results The research questions are to be answered with the insights gained from the
interviews and the resulting five categories. Initially, these are derived solely from the inter-
views with the name bearers; the insights of the advertising experts are incorporated supple-
mentarily. The five categories emerging from the different codes are defined as such: stereo-
type, niveau, discrimination, untrue and past. The main question of the research is evaluated
directly at this stage - ,does name discrimination exist in advertising?“. The answer to this
question is unequivocal and states clearly participants perceived the displayed advertise-
ments as discriminatory. All participants, regardless of bearing the name or being advertising
experts, perceived the respective advertisements, related to themselves or to others, as dis-
criminatory (,...that's why it's discriminatory, of course, for everyone who holds that name., ,....
it simply drags the name through the mud, as | would say, and stirs up these clichés repeated-
ly, well, therefore, it' s discriminatory in that sense.®, | also find it discriminatory regarding me
because I'm being stigmatized..., ,For me, it's always this subject of ,East and | must justify
myself., ,When | read my name and see something like that, | feel discriminated.”).

One exception occurred in the advertisements. It was the only advertisement that made use
of a name in the logo (,Dirty Ronny“) - the participants did not perceive this name usage nor
the advertisement as discriminatory, even though they had experienced issues (discrimina-
tion) with their name earlier on. Nevertheless, it may be stated unequivocally the existence of
name discrimination in advertising. This observation is backed up by using the categories of
stereotype, niveau and past, as well as by considering how the subjects reacted. The present-
ed advertisement operates with clichés and stereotypes and thus discriminates additionally
(~Yes, this classic ,Don't do children®, yes, that is just been always like this, yes, Chantal from
the East or she does porn®, ,And of course just again such a typical Chantal, so made up and
simply doesn't look like a business woman®, ....simply also so typical Chantal, so made up and
just doesn't look like a career woman.”, ,...simply also that Kevin is then formulated here in
a derogatory way or a cliché is being served...", ,somehow the stereotypes of these names are
also being served.”, ,That is already very blatant, already very cliché-like.", ,So to use such

a name for such a cliché, ...also to advertise with it, | find already violent.). It appears to be
exactly this perpetuation with existing name clichés in society that triggers the discrimina-
tion. Moreover, old negative experiences are retrieved or stirred up by past experiences of the
participants (,...for example, | used to get beaten up a lot because of my name.®, ,Well, that's
just the way it is, you grew up with the name and actually often got such sayings..., ,I'm de-
picted as lower class.). It seems that certain ,levels® in advertising (appearance, impression,
etc.) have an additional negative effect (,housewife from the East and you look old.%, ,Super
badly done.?, ,...but it's not just the name that's mentioned, it's also somehow depicted.”, ,yes,
it's also a bit sexist, | think.”, ,it's actually advertising for a drink, it's not in the foreground at
all, ..., it's just in the foreground, yes, this saying or this joke behind it.%).

Both the participants as well as the advertising experts responded negatively, concerned and
perplexed to the advertising. Strikingly, and referring to the ,Untrue® category, the study par-
ticipants often believed it was a fake advertisement or assumed that the advertisement had
been (artificially) created particularly for them (,....but it looks rather fake to me, so it's almost
like a gag, by someone, hmm, find themselves funny broadcasting company.”, ,...everything
in the picture is totally contradictory, | would say...“, ,| thought the ad was customized to my
name. It's not real.”, ,....it's made up, isn't it?% ,...is this real advertising? Did it really come that
way?“). Therefore, it is reasonable to conclude that the participants would not consider it pos-
sible such discrimination in advertising is or was actually used in reality. A first interpretation
and description of possible factors influencing name discrimination in advertising follows at
this point. One potential factor might be the horns effect (i.e., a negative halo), which influ-
ences names being associated with negative labels and reinforced by people with low critical
engagement, leading to generalized negative judgments (Sundar, Kardes and Noseworthy
2014). Whether this mode of operation is good when advertisers want to attract attention and
there is a risk that attitudes towards the advertiser will deteriorate if the advertising mes-
sage predominantly arouses negative emotions (Klimin and Tikhonov 2016) is questionable
at this point. Other psychological aspects are also assumed to affect name discrimination in
advertising, such as when biases and prejudices between people are pivotal. More so different
norms and values, as well as ultimately different power structures of people and institutions
which all can lead to negative and discriminatory messages or behaviors. However, these fac-
tors need to be examined specifically on name discrimination in advertising and in subsequent
studies for reliable conclusions to be drawn. Herein, this thesis lays a first groundwork and
raises further questions, such as the ,(local, regional, national) affiliation“ and ,perpetuation®
of name discrimination in advertising.

Conclusion All the research questions from the beginning of the article, find answers
here to some extent. In summary, name discrimination already exists in advertising. Triggered
by the use and dissemination of stereotypes (factor), prejudices against people with certain
names are built up, which ultimately leads to the emergence of discrimination, especially
name discrimination. Based on the research findings, name discrimination was perceived by
participants independently of any personal correlation of the stereotypes presented - people,
with certain names clearly feel discriminated against by advertising messages that negatively
use their own name. In general, people react to the advertisements shown with negative feel-
ings or negative descriptions and show perplexity. Furthermore, the participants of the study
often could not believe that such an advertisement really existed and showed doubtfulness.
Whether the reactions would be the same or similar in a natural encounter with the adver-
tising material/motifs cannot be answered here and reaches a scientific limitation. Further
limitations of the results are the low number of interviews (sampling), which means that the
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results may not be representative enough, and the interpretation of the results is also based
on subjective statements and views of the participants. In addition, there was a lack of current
literature on the topic under study, which precluded comparisons and enrichments. Neverthe-
less, evidence suggests that name discrimination is socially present and that the use of stere-
otypes in advertising also serves as a catalyst for the emergence of new prejudices and thus
new forms of discrimination. In this context, however, a regulatory authority would not be an
obstacle to the dissemination of stereotypical discriminatory content. Conversely, this means
that there is a threshold of tolerance for discrimination in society as a whole. Further research
should further investigate, question or build on the questions posed and answers found.
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CREATIVE INDUSTRIES IN SLOVAKIA
AND THEIR PRICING STRATEGIES
AS THE PART OF THEIR

MARKETING MIX

The aim of this article is to contribute to the understanding of the possibilities of application
of selected pricing strategies in the conditions of the creative industries in Slovakia. A creative
product has interesting economic aspects, which are conditioned by its specific parameters. The
economic potential of a creative product is a way of returning the investment in its creation, as
well as a way of generating profit. In this case, the economic potential is the set of economic
utility - uniqueness, intellect, knowledge, talent and skills added by each participant in the
process of product creation. These characteristics make the products of the creative industries
fundamentally different from those of traditional manufacturing. The added value of a creative
industry product is not determined by the amount of work invested in its creation, but by the
subjective perception of consumers, insofar as its consumption satisfies their personal needs.
Pricing in creative industry enterprises results from a number of factors that determine the stra-
tegic direction of the enterprise and its output. This fact in turn influences the strategy of con-
ceiving and creating individual prices. These play an important role in the strategic marketing
of creative industry enterprises, despite their specificities (zero price or free entry, voluntary,
list-based). It should be noted that prices are set differently in the non-profit sector and in the
for-profit sectors producing in the creative industries. This means that in terms of the marketing
mix of each tool, the pricing functions need to be taken into account.

Introduction Price is the only marketing mix tool that generates, as opposed to other
tools (product, distribution, promotion/communication). Very simplistically, it can be said to
represent a certain amount of money paid by the customer to the institution. It can also rep-
resent the sum of all the values and benefits that the customer receives from the purchase
of a product or service. Through pricing, an organization creates an image among consumers
and seeks to maximize profit in relation to strategic financial objectives. Psychological factors
are also taken into account in pricing where pricing is used as an indicator of product quality.
Pricing for new products is usually a difficult task for a firm, for there always exists uncertain-
ty of consumers’ valuation with respect to the new products. Moreover, the presence of stra-
tegic consumers even complicates the situation, due to their inter-temporal purchase choice
behavior and their uncertain proportion in the whole demand pool. In this paper, facing the
twofold uncertainty, we develop a stylized model to study the optimal pricing for new fashion
products in the presence of strategic consumers. The optimal pricing strategy for the firm and
the optimal purchase timing for strategic consumers are obtained; a framework is also built
to investigate the expected value of demand information. Through numerical studies, we find
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that the price skimming strategy dominates the penetration strategy only when the firm’s dis-
count factor is large enough, consumers’ strategic purchasing behavior diminishes the firm’s
ability to adopt skim pricing, and the revealing strategy is most valuable when the firm is
(almost) indifferent between skimming and penetration. In addition, some other managerial
insights are also derived.

Pricing strategies in Creative industries As we noted in the introduction, pricing strate-
gy decisions depend on factors in an institution's internal environment, such as the objectives
of marketing, marketing mix strategy, costs, as well as the external environment, which may
include the nature of the market and demand and competition. Du and Chen (2017) distin-
guish three external factors which influences on the creative industries. They emphasize that
pricing is a key issue in the non-profit sector is specific (it does not have to be designed with
a profit objective in mind). However, it is essential to know the values that customers are
looking for, to apply adequate promotion and publicity, to get to know the mindset of differ-
ent audience segments and to know what value they attach to different offers in the creative
industries. Based on this, develop a pricing strategy.

It divides the input in three basic ways:

1. Free admission - this can be free admission all the time, free admission on a regular basis
on a certain day of the month or week or at certain times of the week, free entry only occa-
sionally. Its purpose is to make available cultural heritage to the public, to increase accessi-
bility for underprivileged individuals. It may be exceptionally linked to the anniversary of an
institution, the date of birth or death of an important artist.

2. Voluntary admission - this includes purely voluntary admission, recommended voluntary
admission, in this way customers express satisfaction with their visit and contribute any
amount depending on the level of satisfaction.

3. Admission based on price list = has the character of positive discriminatory admission
based on price differentiation, it is the most commonly used type of admission, with selected
target groups, children, students, pensioners, etc. pay less than the basic admission fees or
have free admission.

Pricing in the creative industries results from a number of factors, which determine the stra-
tegic direction of the institution and its production. This in turn influences the strategy for
conceiving and creating individual prices. These play an important role in the strategic mar-
keting of culture, despite their specificities (free admission, voluntary admission, list-based
admission). It should be remembered that otherwise prices are created differently in the not-
for-profit sector and in the for-profit sectors producing on the creative market. This means
that, in terms of the marketing mix of the different instruments, it is necessary to take into
account the functions of prices.

Pricing strategies are an important tool for guiding price decisions in companies. The choice
of pricing strategies is influenced by the nature of the products offered, their uniqueness,
scope of production, location but also the way they are presented to the customer and also
the company's idea of profit: volume, speed, distribution over time. The basic pricing strate-
gies can include strategies based on the relationship between price and product quality. Such
strategies can be used by both small businesses (Scott 2019, Ingenbleck and van der Lans
2013) and large corporations. Penetration prices are a low-cost strategy as a means of attract-
ing buyers and gaining a large customer base (Du and Chen 2017). It is a competitive struggle
that can bring the company a lower profit than its competitors. The aim of this pricing is to
increase product awareness, which in the long run can lead to several situations:

¢ The price will remain low for a long time and the increase in demand will cause an increase
in profit, due to economies of scale.

¢ The low price will only be used to promote the product, and once the product has gained
popularity with customers, this price will be increased, increasing the company's profitability.
¢ The low price will prevent competitors from penetrating the market and will allow the com-
pany to maintain a certain market share in the long run.

Economic pricing uses low prices set by minimizing marketing costs in particular (but can
also be production or logistics costs) (Scott 2019). With such an approach, a low price is still
able to provide the company with a certain, albeit low, profit. The high danger of this pricing
is a decline sales volume, which can be liquidating, especially for small companies, as they
cannot keep costs low in such a situation. The danger thus concerns variable costs when it is
not possible to claim better prices when obtaining production materials, but also to achieve
economies of scale at fixed costs. Such pricing can only be applied at the beginning of the
sale, when the first pieces of products or services provided will be sold at low prices and, after
obtaining a minimum volume of sales, the other products will start to be offered at higher
prices. Alternatively, products with low promotion costs will represent only a part of produc-
tion and other products will be offered at higher prices. Selectively low prices due to reduced
promotion costs can also be offered to loyal customers, for whom the company has a certain
favor for several periods.

Premium pricing is used by companies with a unique product or brand that no one can com-
pete with. They are used to attract customers from higher income groups (Farhan, Li and Me-
hmood 2017). The customer will focus on this product (or brand) and will not accept a product
of the same quality from another manufacturer as a substitute. The company must focus on
creating perceived value. Along with the production of high-quality products, it is necessary
to invest in product packaging, the appearance of points of sale, promotion, which will en-
hance the impression of a premium product. This pricing method can also be used by small
businesses that sell unique products, which is their main competitive advantage.

Skimming prices are used to maximize revenue from the sale of new products and services.
At the beginning, the products are offered at high prices, which decrease with the arrival of
competitors on the market (Du and Chen 2017). Such pricing is intended to ensure a return
on the costs of research and development. It also evokes a sense of quality and exclusivity of
products when they are launched on the market. At the same time, however, it allows you to
gain price sensitive customers in the later stages of product life.

Psychological prices take advantage of the buyer's emotional reactions to the price. The use
of such prices is based on the assumption that customers tend to pay more attention to the
first digit on the price tag than the last (for example, the price of € 998 is perceived better
than the price of € 1,000). These prices simulate demand by creating the illusion of increased
value for the consumer. According to Liu and Zhang (2003), psychological prices can also
include - characteristic prices, respectively prices of price levels accepted by customers as
typical for a certain product. It can be:

« Stylish prices — representing a certain lifestyle, or the customer's assignment to a certain
social group.

¢ Image prices - prices of products of artists, fashion designers, which belong to certain
generally known price levels, thus complementing the image of the customer who owns such
a product.

Price levels represent the definition of the maximum and minimum price that the customer
considers acceptable given the perceived value of the product. This principle is also applied in
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the case of reference prices set for new products, which then significantly influence custom-
ers when assessing the prices of other products (Terzi, Sakas and Seimenis 2012).
Geographical pricing is pricing that takes into account the location of the point of sale (Su
2007). Such prices are set taking into account two factors:

« Covering different costs of sales in different locations (transport costs, taxes, duties).

« Differences in demand due to the nature of the product and customer behavior (higher
prices in selected locations).

Promotional prices are the offer of certain discounts on specific products at a specified time.
They arouse the customer's interest in buying the product in a certain time interval. These
can be, for example, vouchers offering discounts on certain goods or purchases. To support
the positive effect, their application can be supplemented by promotional materials or mar-
keting campaigns.

The prices of complementary products (price captivity) represent the setting of prices of
products that complement each other. If we offer customers a basic product to which regu-
lar consumption of another product (such as a printer and toner) is linked, it is necessary to
set the price of these products so that the customer is not willing to switch to competition
(Scott 2019).

Product package prices offer a group of products (package) at a lower price that the custom-
er would pay for individual products purchased separately. This can be a multiple packaging
of one product, or a package by grouping several different products. The aim of such an
approach to pricing is (Scott 2019):

* To ensure the sale of products for which customers are not so interested and thus achieve
a reduction in their stocks.

* Increase customers' impression of the perceived value of the purchase (the customer has
the impression that their money has received more value).

* Accelerate the sale of products at the end of the life cycle.

In order to successfully apply this approach, it is necessary to ensure the profitability of the
whole package and thus also the mutual compensation of the loss of one product by the
profit of another product in the package. A positive for the company is also the saving of
storage costs, speeding up circulation or removing older products.

The price of added value represents a strategy of increasing the price of a basic product by
the value of an ancillary product or service (Su 2010). The price set in this way will make it
possible to sell the basic product at a lower price and also to make an additional profit for
the sale of the extended product.

Another option is dynamic pricing, aimed at flexibly adjusting prices at a specific time ac-
cording to customer behavior and competition. Such a pricing strategy applies mainly to
online sales and uses software tools to monitor customer behavior (for example, whether
he has bought similar products and how much he paid for them) as well as competitors (for
how much competitors offer similar products). Such prices can stimulate individual shop-
ping behavior and offer the same products at different prices at different times, tailored
to a specific customer. This principle is therefore based on price discrimination, which may
pose a problem in the perception of fairness of prices.

A specific pricing approach is the application of a tripartite relationship based on the fact
that the company offers its products to customers free of charge and benefits from sec-
ondary sources, which may be revenue from the sale of advertising space or the ability to
perform additional work based on the reputation gained by the original production. When

evaluating the profitability of such products, it is necessary to compare the cost of the orig-
inal production with the profit from the benefits achieved.

The starting point for cost-oriented pricing is the determination of production costs and the
addition of a profit margin. In the case of the creative industry, it is necessary to keep in mind
the specific importance of human capital, which brings creativity to this business. In this con-
text, the costs related to staff remuneration can be expected to be high. The second group of
costs will be the costs of materials, services and indirect costs related to the implementation
of a specific performance.

Pricing based on the value perceived by customers determines the price that customers are
willing and able to pay. These prices may vary regionally depending on the perception of the
value of certain products, the place of sale, the degree of satisfaction of customer needs and
the level of their income. However, such pricing may also require additional costs to obtain
information about customers' perceptions of value. To assess the effectiveness of a product,
it is appropriate to compile a back-up calculation that assesses the product's ability to cover
the company's costs and contribute to profit.

Pricing based on competition takes into account the pricing behavior of competitors when
determining the price. The price is set with regard to the similarity of the product with com-
peting products and the possibility for customers to compare these prices. It is considered
more advantageous to apply this price to companies producing products rather than services,
as there is more variability in services and poorer comparability.

Methodology The companies in the creative industries are a promising area of business
representing the production possibilities of the future. To ensure the profitability of these
industries, effective price management and the use of modern pricing strategies are essential.
The aim of the paper is to contribute to the understanding of the possibilities of application of
selected pricing strategies in the conditions of creative industries.

After summarizing the knowledge about the applied pricing strategies, we identified the
sectors of the creative industries in which the most companies are concentrated. We used
Eurostat data. The subject of our research was the creative industries, which according to
a Eurostat survey consisted of more than 20,000 companies. An overview of them is provided
in Table 1 and Table 2.

NACE REV.2 Code Description

18 Printing and reproduction of recorded media

18.1 Printing and service activities related to printing

18.2 Reproduction of recorded media

32 Other manufacturing

32.2 Manufacture of musical instruments

47 Retail trade, except of motor vehicles and motorcycles

47.6 Retail sale of cultural and recreation goods in specialised stores
47.61 Retail sale of books in specialised stores

47.62 Retail sale of newspapers and stationery in specialised stores
47.63 Retail sale of music and video recordings in specialised stores
47.64 Retail sale of sporting equipment in specialised stores

47.65 Retail sale of games and toys in specialised stores
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58 Publishing activities

58.1 Publishing of books, periodicals and other publishing activities

58.11 Book publishing

58.12 Publishing of directories and mailing lists

58.13 Publishing of newspapers

58.14 Publishing of journals and periodicals

58.19 Other publishing activities

58.2 Software publishing

58.21 Publishing of computer games

58.29 Other software publishing

59 N!otion picturg, videc? ar)d teleyi§i9n programme production, sound recor-
ding and music publishing activities

59.1 Motion picture, video and television programme activities

59.11 Motion picture, video and television programme production activities

59.12 Motion picture, video and television programme post-production activities

59.13 Motion picture, video and television programme distribution activities

59.14 Motion picture projection activities

59.2 Sound recording and music publishing activities

60 Programming and broadcasting activities

60.1 Radio broadcasting

60.2 Television programming and broadcasting activities

63 Information service activities

63.1 Data processing, hosting and related activities; web portals

63.9 Other information service activities

63.91 News agency activities

63.99 Other information service activities n.e.c.

71 Architectural and engineering activities; technical testing and analysis

711 Architectural and engineering activities and related technical consultancy

7111 Architectural activities

71.12 Engineering activities and related technical consultancy

71.2 Technical testing and analysis

73 Advertising and market research

73.1 Advertising

73.11 Advertising agencies

73.12 Media representation

Table 1: Economic activities (NACE Rev. 2) that relate to creative industries - Part | Source:

Eurostat (2021)

NACE REV.2 Code Description

73.2 Market research and public opinion polling

74 Other professional, scientific and technical activities

74.1 Specialised design activities

74.2 Photographic activities

74.3 Translation and interpretation activities

74.9 Other professional, scientific and technical activities n.e.c.
77 Rental and leasing activities

77.2 Renting and leasing of personal and household goods
77.21 Renting and leasing of recreational and sports goods
77.29 Renting of video tapes and disks

85 Education

85.5 Other education

85.51 Sports and recreation education

85.52 Cultural education

85.53 Driving school activities

85.59 Other education n.e.c.

920 Creative, arts and entertainment activities

90.01 Performing arts

90.02 Support activities to performing arts

90.03 Artistic creation

90.04 Operation of arts facilities

91 Libraries, archives, museums and other cultural activities
91.01 Library and archives activities

91.02 Museums activities

91.03 Operation of historical sites and buildings and similar visitor attractions
91.04 Botanical and zoological gardens and nature reserves activities

Table 2: Economic activities (NACE Rev. 2) that relate to creative industries — Part Il
Source: Eurostat (2021)

In the next step, based on observations, we outlined the characteristics of selected industries
of the creative industries, which could influence the choice of pricing strategy. Subsequently,
we summarized the possibilities of applying pricing strategies in these sectors.

Findings When examining the possibility of implementing different pricing strategies in
the sectors of creative industries, it is necessary to be aware of whether the resulting product
will be more of a service tied to its implementer or a product that can be produced repeatedly,
and in this context, whether it is possible to talk about custom or mass production. In terms
of distribution and sales, it is important to consider whether it is ultimately a one-off offer
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or a recurring offer. From the point of view of the consumer paying for the product, whether
a particular product is intended for one or more customers.

Production Supply Costumers
NACE Rev. 2
Custom Mass One-time | Repeated One Multiple

18 +59 + 60 X X X

32 X X X X

58 X X

71

73

74

90

XX [ X | X |X|X|X

91

Other (47,63,77,85) X

Table 3: A view of the creative industries in terms of the nature of production
Source: Author

Conclusion Communication between creative enterprises and consumers is essential
for the reduction of the risk of rejecting the creative product. The business challenge to man-
aging creative businesses is to find a model for consumer feedback and an analysis of their
consumer behavior after launching the creative product on the market. Business-oriented
management enables creative enterprises to inform and educate consumers in a way that is
conducive to the demand and consumption of the creative products they supply. Good com-
munication allows modeling of consumer demand to continuity of new creative products.
Well-designed consumer behavior is a prerequisite for reducing the risk of rejection of the
creative product when it is realized on the market, due to mismatch in public needs and the
creative decisions, presented by the industries.

In terms of the application of individual strategies, it is necessary to assess the specific sit-
uation of production and the subsequent existence of the product on the market. Strategies
aimed at low prices can be applied if such prices do not give the impression of low quality
and the product is offered to customers repeatedly. For products tailored to customers, pro-
duced in high quality, it is appropriate to apply strategies aimed at high prices. In the case
of products purchased repeatedly, where customers are trying to get the highest value for
their funds, it is appropriate to apply psychological and package prices. Geographic pricing is
appropriate for offering creative products in various markets, such as the film industry, where
the price of the original product must also take into account the cost of translating the origi-
nal dialogues. Products that are offered online, such as books, magazines, can take advantage
of dynamic pricing based on tracking customers' shopping behavior and competitor prices.
Offering visual recordings, music, magazines, or software in a virtual space can also use a tri-
partite relationship strategy. Businesses will thus gain a profit not only from the products they
offer, but also from advertising or information obtained on customer behavior. Promotional
pricing or captivity strategies can be used to motivate customers to make repeat purchases.
But also from advertising or customer behavior information obtained.
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Résumé Kreativne odvetvia na Slovensku a ich cenové stratégie ako sucast ich mar-
ketingového mixu

Cielom tohto prispevku je prispiet k pochopeniu moZnosti aplikacie vybranych cenovych
stratégii v podmienkach kreativneho priemyslu na Slovensku. Kreativny produkt ma zaujimavé
ekonomické aspekty, ktoré si podmienené jeho Specifickymi parametrami. Ekonomicky po-
tencial kreativneho produktu je spdsobom navratu investicie do jeho tvorby, ako aj spdsobom
generovania zisku. V tomto pripade je ekonomicky potencial suborom ekonomickej uzito¢nosti
- jedinecnosti, intelektu, znalosti, talentu a zru¢nosti, ktoré pridava kazdy ucastnik v procese
tvorby produktu. Vdaka tymto charakteristikam sa produkty kreativneho priemyslu zasadne
lisia od produktov tradi¢nej vyroby. Pridana hodnota produktu kreativneho priemyslu nie je
ur¢ena mnozstvom prace investovanej do jeho vytvorenia, ale subjektivnym vnimanim spotre-
bitelov, pokial jeho spotreba uspokoji ich osobné potreby. Cenotvorba v podnikoch kreativne-
ho priemyslu vyplyva z viacerych faktorov, ktoré urcuju strategické smerovanie podniku a jej
produkciu. Tento fakt nasledne ovplyviiuje stratégiu koncipovania a kreovania jednotlivych
cien. Tie v strategickom marketingu podnikov kreativneho priemyslu, napriek ich Specifikam
(nulova cena ¢i vstupné volné, dobrovolné, na zaklade cennika), zohravaju dolezitd ulohu.
Je potrebné pripomenut, Ze inak sa ceny kreuju v neziskovom sektore a inak v ziskovych se-
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ktoroch produkujucich v kreativnom priemysle. Znamena to, Ze z hladiska marketingového
mixu jednotlivych nastrojov je potrebné zohladnovat funkcie cien.
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VNIMANIE DIGITALNEHO
INFLUENCERA NA INSTAGRAME
A JEHO DOPAD

NA NAKUPNE SPRAVANIE

Cielom predkladaného prispevku je charakterizovat sp6sob vnimania digitalnych influencerov
pouzivatelmi socialnej siete Instagram. Prostrednictvom kvantitativneho metodologického
postupu identifikujeme motivy veduce k sledovaniu influencerov a vnimany vplyv na nakupné
spravanie pouzivatelov Instagramu z pohladu kultirneho, socialneho, osobného a psycho-
logického faktora nakupného spravania, ako aj z pohladu konkrétnych produktov. Charak-
terizujeme taktiez sposob vnimania marketingovych aktivit influencerov ich sledovatelmi.
V prispevku diskutujeme o prienikoch vyskumnych zisteni do oblasti socialneho marketingu
a zvySovania urovne kritického myslenia a angazovanosti si¢asnych mladych spotrebitelov.

1 Uvod do problematiky V sucasnosti existuje mnoho rozli¢nych spésobov, ako oslovit
a prilakat potencialnych zakaznikov, pricom socialne siete mézeme oznaclit za najviac po-
pularne, a teda aj najviac vyuzivané komunikatné nastroje. Instagram predstavuje aktualne
najpouzivanejsiu socialnu siet s viac ako miliardou aktivnych pouZzivatelov za mesiac (www.
omnicoreagency.com/instagram-statistics), ponukajicu tak enormny priestor pre marketin-
govu komunikaciu naprie¢ generaciami. Za posledné desatrocie sa rozvinul z online platformy
sluziacej prevazne na zdielanie osobnych fotografii do sucasnej podoby plnohodnotného
nastroja digitalneho marketingu. Okrem tradi¢nej prezentacie ponuky produktov a sluzieb
umoznuje firmam vytvarat originalny a inspirativny obsah, ktorého autorom nie je len znacka,
ale aj samotni uzivatelia siete ¢i sledovatelia danej znactky (King 2020). Jednym z hlavnych
dévodov masivneho zaujmu o tuto socialnu siet je skutocnost, Ze pocet jej pouzivatelov sa
kazdym rokom zvySuje. Na Instagrame sa nachadza viac ako 200 miliénov obchodnych pro-
filov velkych aj malych spolo¢nosti (www.omnicoreagency.com/instagram-statistics), ktoré
v zaujme uspiet aktivne zverejiiuju najmenej jeden prispevok, resp. pribeh za def. Pomo-
cou tejto funkcie sa znacka dokaze priblizit k svojim potencialnym zakaznikom a povedat im
o sebe zaujimavé informacie netradi¢nou formou. Kuligowski (2020) uvadza, Zze najputavejsie
sa javia informacie zo zakulisia spolo¢nosti, predstavenie jej zamestnancov, ukazka ich pria-
meho pracovného nasadenia (napriklad vided zobrazujuce vyrobu produktov), mimopracov-
nych zaujmov v neformalnom prostredi, ¢i Zivé vysielanie, pocas ktorého sledovatelia kladu
otazky a firma im na ne okamzite odpoveda. Takymto spdsobom dava spolo¢nost najavo svoju
ludsku tvar a charakter, ktoré su prostrednictvom tradi¢nych marketingovo-komunikacnych
nastrojov a obsahov tazsie uchopitelné.

Instagram dava taktieZ prilezitost uzatvarat partnerstva s digitalnymi influencermi v ramci in-
fluencer marketingu. Podla autorov Brown a Hayes (2008) ide o novu techniku Uzko suvisiacu
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s neutichajucim narastom a Uspechom Word of Mouth Marketingu (WOMM) a vztahového
marketingu. S odstupom viac ako dekady mézeme potvrdit ich slova o tom, ze marketingovi
profesionali musia tuto techniku nevyhnutne pouzivat.

Digitalni influenceri disponuju schopnostou ovplyviovat potencialnych zakaznikov prostred-
nictvom propagacie produktov a sluzieb na socialnych sietach. Mnohi influenceri patria medzi
zname osobnosti, ¢asto su nimi herci a herecky, ¢i spevaci a spevacky, no méze sa nim stat
prakticky ktokolvek, kto je popularny na socialnych sietach. Podla Andersona (2006, s. 107)
... Nie su super-elitou ludi popularnejSich nez my; oni su my*“. Charlesworth (2018, s. 42-43)
charakterizuje influencera ako jednotlivca vplyvajuceho na urcity segment spolo¢nosti, ktory
disponuje potencialnymi zakaznikmi akéhokolvek produktu, znacky alebo organizacie. Tito
jednotlivci maju vyznamny vplyv na nakupné rozhodnutia ludi, ktori hladaju rady, usmernenia
alebo odporucania tykajuce sa konkrétnych produktov, znaliek alebo organizacii, a to najma
vtedy, ak vystupuju ako zastancovia alebo dokonca tzv. evanjelisti. Mnoho takychto tudi ma
tendenciu jednat altruisticky a ponukat svoj nazor bez finan¢ného zisku, pri¢om ziskanie zna-
mosti (popularity) v ramci zvolenej spolo¢nosti je pre nich spravidla dostato¢nou odmenou.
Ako autor dalej uvadza (ibid, s. 43), rozvoj internetu, a najma socialnych médii, poskytol tymto
ludom prilezitost oslovit tisice pouzivatelov (sledovatelov ¢i fanusikov) namiesto desiatok,
a miliény namiesto stoviek. Digitalne média okrem toho poskytli vplyvnejSim osobam, ktoré
sa z obchodu snazili vytazit maximum, platformu na zarabanie penazi predajom reklamného
priestoru okolo ich komentarov a vyhlaseni. Digitalni obchodnici ¢oskoro zistili, ze influenceri
nie su slavnymi osobnostami, a preto ich bolo mozZné najat za ovela nizsie poplatky - Casto
jednoducho za produkty, ktoré mali propagovat (resp. schvalit). Okrem toho boli obchodni-
ci schopni pouzit digitalne technoldgie na posudenie sily tychto subjektov monitorovanim
blogov, recenzii, obsahu socialnych médii a webovych stranok vytvorenych tymito obhajcami
online znaciek.

Podla Hollanda (2020) ma influencer schopnost ovplyviiovat nakupné rozhodnutia ostatnych
na zaklade jeho autority, znalosti, postavenia alebo vztahu k publiku. Je délezité poznamenat,
Ze tito ludia nie su len marketingové nastroje, ale aj aktiva v socialnych vztahoch, s ktorymi
moZzu znacky alebo spolo¢nosti spolupracovat pri dosahovani svojich marketingovych cielov.
Influenceri si vybudovali reputaciu na zaklade svojich vedomosti a zru¢nosti v konkrétnej
oblasti a pravidelne zverejiuju prispevky na danu tému na svojich oblibenych kanaloch so-
cialnych sieti. Influenceri m6zu uréovat trendy a povzbudzovat svojich sledovatelov k nakupu
produktov.

Tieto trendy mézu podla nasho nazoru suvisiet okrem komerénych aktivit aj so socialnym
marketingom, kedy vplyvna osoba venuje svoj ¢as a priestor vo svojom profile aktualnemu
socialnemu problému, na ktory uputava pozornost a Siri tak osvetu, diskutuje o moznostiach
rieSenia problému a o organizaciach, ktoré sa mu venuju dlhodobo a profesionalne. Tym-
to spésobom angazuje svojich sledovatelov a motivuje ich ku zmene spravania, podniknu-
tiu konkrétnych krokov k vyrieSeniu socialneho problému, alebo aspon k jeho zmierneniu.
V stcasnosti sa opat do popredia dostava téma kritického myslenia, ktoré je zakladnym pred-
pokladom pre socialne Ziaduce spravanie a chrani prijemcov (marketingovych) posolstiev pred
nekritickym preberanim nazorov, pouzivanim a Sirenim pochybnych informacii a praktik. Kri-
tické myslenie tak mozno stimulovat aj prostrednictvom digitalnych influencerov v spolupra-
ci s organizaciami, ktoré su kompetentné edukovat cielové skupiny prijemcov primeranym
sposobom. Digitalny influencer teda mo6ze (a mal by) mat aj socialne marketingové zmyslanie
a uplatnenie.

Glucksman (2017) uvadza, ze cielom influencerov socialnych médii je posilfiovat vztahy
s klu€ovym publikom, zlepSit reputaciu firmy alebo znacky a zvysit povedomie zakaznika o ich
online aktivitach. KedZe sa od zakaznikov snazia ziskat komentare a spatnu vazbu, pomahaju
budovat priame vztahy s klu¢ovymi spotrebitelmi, ¢im podporuju ich vernost. Ak influenceri
dokazu vytvorit jedine¢ny a kreativny obsah na svojom socialnom profile, pésobia prirodze-
nejSie a do prebiehajucej kampane mozu vniest nové napady. Ako uvadza Fichnova (2019),
tvorivé spracovanie propagac¢ného obsahu je klicové pre prijatie a zapamatanie posolstva
cielovymi skupinami.

Spolupraca sa realizuje prostrednictvom sponzorovaného prispevku, sutazi, znackového ob-
sahu alebo recenzie. V ramci sponzorovanych prispevkov influenceri na zaklade poziadaviek,
cielov a konceptu znacky vytvaraju kvalitny obsah, za ktory im znacka plati. Influencer moze
produkty integrovat priamo do svojho obsahu alebo o flom povie pribeh. Vytvorenie sutaze
pomaha zvysit povedomie o znacke a ziskat novych sledovatelov, kedZe podmienkou zapojenia
sa byva sledovanie Uuctu spolo¢nosti alebo znacky. Sutaz taktiez zvy3Suje reputaciu konkrétnej
propagovanej znactky. Znac¢kovy obsah sa vytvara vtedy, ak spolo¢nost zverejfiuje tento obsah
na Instagrame a poziada influencerov o ich u¢ast. Pomocou produktu bud nie€o vytvoria ale-
bo sa zapoja do samotného rozpravania (tzv. storytellingu). Tato forma spoluprace umoznuje
zvyctajne propagaciu novych produktov alebo oslovenie nového publika. Ak ide o recenziu,
Ulohou influencera je vyskusanie produktu alebo sluzby a nasledné vytvorenie autentickej
predstavy o jej vyhodach, adresovanych sledovatelom (Miles 2019).

Sucasni spotrebitelia déveruju vzajomnym odporucaniam viac nez tvrdeniam v klasickych
reklamach. Puchovska (2020) uvadza, ze 74% respondentov pri vybere produktu a samotnom
nakupe ovplyviuju prave influenceri, pricom az 92% z nich uprednostriuje odporucanie od
ludi, ktorych sleduje na socialnych sietach v porovnani s inym typom reklamy. A preto si mys-
lime, Ze prave influenceri socialnych sieti mézu byt vysoko prospesni v posilhovani vztahov
so zakaznikmi. Barker (2020) uvadza, Ze ak je nimi propagovany produkt prijaty komunitou
sledovatelov, okamzite posiliiuje reputaciu znacky a spojenie so znackou. Influenceri su na-
vyse skveli rozpravadi, ktori sa naucili efektivne, prirodzene a plynule komunikovat so svojim
publikom bez toho, aby to znelo prili§ ,marketingovo“. Aj vdaka tomu vyznamne vplyvaju na
nakupné rozhodnutia spotrebitelov.

2 Metodoldgia vyskumu

2.1 Vyskumné ciele a problémové otazky Hlavnym vyskumnym cielom je prostrednict-
vom kvantitativneho metodologického postupu identifikovat motivy veduce uzivatelov Insta-
gramu k sledovaniu influencerov, vnimanie vplyvu influencera na nakupné spravanie, jednak
z pohladu kulturneho, socialneho, osobného a psychologického faktora, a jednak z pohladu
konkrétnych produktov, ktoré si uzivatelia v minulosti zakupili na zaklade odporucania influ-
encera. Zaujima nas i vnimanie marketingovych aktivit influencerov a hodnotenie sponzo-
rovanych prispevkov, ktoré pridavaju na svoj profil. Uvedené ciele vyskumu budeme dosaho-
vat prostrednictvom zodpovedania nasledujucich vyskumnych (problémovych) otazok:

VO1: Ktorych influencerov uzivatelia Instagramu sleduju?

VO2: PreCo uzivatelia Instagramu sleduju influencerov?

VO3: Ako vnimaju uzivatelia Instagramu vplyv influencerov na ich nakupné spravanie?

VO4: Ako vnimaju uzivatelia Instagramu marketingové aktivity influencerov a samotné
sponzorované prispevky?

VO5: Aky typ produktov si uzivatelia Instagramu v minulosti zakupili na zaklade propagacie
alebo odporucania influencera?
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Vysledné zistenia nam umoznia formulovat zavery o tom, aky spdsob a obsah marketin-
govej komunikacie v ramci socialnej siete Instagram zvolit, aby bol publikom vnimany
pozitivne a angazovane, do akej miery mdze byt spolupraca s influencerom ovplyvnena
jednotlivymi faktormi nakupného spravania, aki influenceri st na Instagrame momentalne
najviac sledovani a aké typy produktov si uzivatelia najtastejSie kupuju na zaklade ich
odporucania.

2.2 Vyskumny subor a metédy Vyskumu sa ztc¢astnilo 119 slovenskych responden-
tov (69 Zien), vo vekovom rozpati 16-45 rokov (AM=27). Pocet participantov bol vzhladom
na ciele vyskumu redukovany pomocou filtra¢nych dotaznikovych poloziek na 107, pricom
podmienkou zaradenia do vyskumného suboru bol status pouzivatela socialnej siete Ins-
tagram, a zaroven sledovatela aspon jedného influencera.

Pre zber dat sme zvolili metdédu elektronického dopytovania, nastrojom bol online
dotaznik pozostavajuci zo zatvorenych, polouzavretych a otvorenych typov poloziek, ako
aj Skaly Likertovho typu. V ramci kvantitativne zameraného typu vyskumu boli ziskané
Udaje pretransformované do podoby ¢isel (percentualne vyjadrenie hodnot) a spracované
Statistickymi postupmi v programe MS Excel. Metody Statistickej analyzy sa zameriavaju
na vypocet zakladnych deskriptivnych hodnoét (aritmeticky priemer M, smerodajna odchyl-
ka SD) u sledovanych premennych. Pri tvorbe vyskumného nastroja a spracovani dat sme
dbali na zrozumitelnost kladenych otazok a vyrokov, a na zachovanie anonymity respon-
dentov. Dotaznik bol vytvoreny prostrednictvom portalu www.survio.com, distribuovany
cez socialnu siet Facebook a dostupny pocas 9 dni v aprili roku 2021.

3 Vysledky V Uvode dopytovania sme sa zaujimali o mieru vyuZzivania socialnej siete
Instagram v priebehu dna. Vysledné hodnoty uvadzame v Tabulke 1, pri¢om rozsah 1-4
hodiny mozno povazovat za najviac zastupenu mieru vyuzivania danej socialnej siete vo
vybranom subore (46,7%). Sumarne tvoria vyskumny subor prevazne jednotlivci (71%) pre-
javujuci vysokd mieru vyuzivania socialnej siete Instagram (v rozsahu 1 az 8 hodin denne).

Frekvencia Podiel v %

Menej ako hodinu 22,4
Priblizne 1-4 hodiny 46,7
Priblizne 5-8 hodin 243
Viac ako 8 hodin 6,5
N=119

Tabulka 1: Miera vyuzivania socialnej siete Instagram
Zdroj: Vlastné spracovanie

Okrem rozsahu vyuzivania tejto socialnej siete sme sa zaujimali aj o dévody motivujluce
uzivatelov k jej navsteve. Respondenti mohli vybrat viacero odpovedi. Vysledné hodnoty
suhrnne uvadzame v Tabulke 2. Vyznamnost ovplyviiovatelov v sicasnej marketingovej
komunikacii v ramci socialnej siete Instagram sa vo vyslednych hodnotach jednoznacne
preukazala, kedze az 63,6% respondentov sleduje zname celebrity, influencerov, zname
znacky a podniky. Marketingovy potencial danej siete si uvedomuje 33,6% respondentov,
ktori v ramci nej propaguju svoje vlastné produkty alebo sluzby.

Odpoved Podiel v %

Na sledovanie znamych celebrit, influencerov, znamych znaciek a podnikov 63,6
Na komunikaciu s priatelmi 41,1
Na travenie svojho volného ¢asu 35,5
Na propagaciu vlastnych produktov/sluzieb 33,6
Na spoznavanie novych ludi/ziskavanie novych kontaktov 32,7
Iny dévod ... 3,7
N=119

Tabulka 2: Doévody vyuZzivania socialnej siete Instagram
Zdroj: Vlastné spracovanie

Odpoved na VO1 sme ziskali v dalSej polozke dotaznika, ktorou sme zistovali, kolki re-
spondenti sleduju influencerov a o akych konkrétnych predstavitelov sa jedna. Ak opytani
uviedli, Ze influencerov nesleduju, dotaznik bol pre nich ukonéeny. Az 97,2% (104) uviedlo,
Ze influencerov sleduje, ¢o mozno opat povazovat za vyznamny Udaj. Tabulka 3 znazornuje
mena piatich naj¢astejsie uvadzanych influencerov, ktori st nasimi respondentmi pravi-
delne sledovani.

Meno influencera Podiel v %

Pppeter 11,7
Sajfa 7,6
Fancy Illustrator 5
Lucypug 2,5
Tatiana Zidekova 0,8
N=104

Tabulka 3: Top 5 najtastejsie sledovanych influencerov
Zdroj: Vlastné spracovanie

V snahe zodpovedat vyskumné otazky VO2-VO4 sme sformulovali 18 Specifickych vyrokov
s vyuzitim Standardnej 5-stupnovej Likertovej $kaly suhlasu (1=uplny suhlas, 5= Uplny
nesuhlas). Prvych 9 vyrokov sa tyka motivacie k sledovaniu influencerov na socialnej sieti
Instagram. Vyroky 10-14 sa tykaju vnimaného vplyvu influencera z pohladu jednotlivych
faktorov nakupného spravania, kultdrneho (¢. 10), socialneho (¢. 11), osobného (¢. 12)
a psychologického (€. 13). Vnimanie spoluprace influencerov so znackami a hodnotenie
samotnych sponzorovanych prispevkov skimame pomocou vyrokov ¢. 14-18.

V Tabulke 4 sumarne uvadzame znenie jednotlivych vyrokov (€. 1-18), percentualne vyja-
drenia podielov jednotlivych odpovedi pre dany stupen $kaly (1-5, N=104), vypocet prie-
mernej hodnoty (AM) a smerodajnej odchylky urCujucej stupen variability odpovedi (SD)
pre kazdy vyrok.
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Na Instagrame sledujem influencerov, pretoze
ma zaujimaju ich cestovné skusenosti.

Uplne

suhlasim

433

Skor
suhlasim

35,6

2,9

Skor
nesuhla-
sim

11,5

Uplne
nesuhla-
sim

6,7

2,07

1,24

Na Instagrame sledujem influencerov pre ich
zaujimavy obsah, ktory zdielaju.

33,7

51

4.8

77

29

1,95

0,98

Na Instagrame sledujem influencerov preto,
lebo ma zaujima ich Zivotny Styl, s ktorym sa
sam/a stotoznujem

8,7

14,4

3,8

2,19

1,13

Na Instagrame sledujem influencerov, preto,
lebo ma zaujimaju produkty, ktoré propaguju.

23,1

41,3

3,8

20,2

11,5

2,55

1,35

Na Instagrame sledujem influencerov preto,
lebo sa aktivne zapajam do sutazi na ich
instagramovom profile.

23,1

26

7,7

22,1

21,2

2,92

15

Na Instagrame sledujem influencerov preto,
lebo sa mi paci obsah, téma prispevkoyv, ktoré
influenceri pridavaju.

38,5

26,9

9,6

20,2

4.8

2,25

1,29

Na Instagrame sledujem influencerov preto,
lebo chcem byt stale informovany/a o novych
trendoch.

212

38,5

8,7

21,2

10,6

2,61

1,31

Na Instagrame sledujem influencerov, pretoze
nakupujem produkty/sluzby, ktoré propaguju.

19,2

33,7

9,6

21,2

1,45

Na Instagrame sledujem influencerov, pretoze
vyuzivam zlavové kupdny, ktoré ponukaju.

22,1

30,8

6,7

19,2

21,2

2,86

1,49

10

Uprednostrujem zakupenie produktov/sluzieb
propagovanych influencermi skor od sloven-
skych firiem, ako zahrani¢nych.

26,9

33,7

10,6

21,2

7,7

2,49

1,29

11

Uprednostriujem zakupenie produktov/slu-
Zieb propagovanych influencermi, ktoré budu
vyuzivat aj moji rodinni prisludnici.

25

25

13,4

26

10,6

2,72

1,37

12

Nakupujem produkty/sluzby, ktoré propaguju
influenceri, pretoze sa sam stotozrujem s ich
Zivotnym Stylom.

28,8

34,6

7.7

18,3

10,6

2,47

1,35

13

Uprednostiiujem zakdpenie tych produktov/
sluzieb propagovanych influencermi, ktoré
sam dlhodobo poznam a mam s nimi predoslé
skusenosti.

30,8

394

6,7

13,5

9,6

2,31

1,31

14

Myslim si, Ze influenceri propaguju produkty/
sluzby, ktoré sami dlhodobo pouzivaju.

13,5

28,8

10,6

31,7

15,4

3,07

1,33

15

Myslim si, Ze influenceri propaguju produkty/
sluzby, s ktorymi sa sami stotozruju

19,2

35,6

144

20,2

10,6

2,67

1,28

16

Myslim si, Ze influenceri dokazu do velkej
miery ovplyvnit nakupné rozhodnutia ich
sledovatelov.

37,5

33,7

9,6

12,5

6,7

2,17

1,24

17

Myslim si, Ze Casta propagacia produktov/slu-
Zieb influencermi pdsobi otravne a neddve-
ryhodne.

37,5

27,9

12,5

15,4

6,7

2,26

1,29

18

Myslim si, Ze prispevky spoluprac influencerov
na Instagrame su kreativne spracované.

26

34,6

9,6

21,2

8,7

2,52

1,31

Tabulka 4: Vysledné Statistické hodnoty pre jednotlivé vyroky Likertovej Skaly
Zdroj: Vlastné spracovanie

Vysledné priemerné hodnoty pre vyroky €. 1, 2, 3, 6, 13, 16 a 17 (oznacené zelenou farbou)
povazujeme za také, s ktorymi respondenti vyjadrili najvacsiu mieru suhlasu. Preto konstatu-
jeme, ze hlavnymi dévodmi, preco respondenti sleduju influencerov, su zaujimavy obsah, kto-
ry na svojich profiloch zdielaju (AM=1,95, SD=0,98), a témy, ktorym sa vo svojich prispevkoch
venuju (AM=2,25, SD=1,29). Najviac ich pritom zaujimaju cestovatelské skdsenosti a zazitky
(AM=2,07, SD=1,24), ako aj influencermi prezentovany Zivotny $tyl, s ktorym sa opytani re-
spondenti stotoznuju (AM=2,19, SD=1,13). Co sa tyka vnimaného vplyvu na nakupné sprava-
nie, respondenti najviac uprednostiuju zakupenie takych produktov alebo sluzieb propago-
vanych influencermi, ktoré sami dlhodobo poznaju a maju s nimi predoslé skusenosti. Z toho
vyplyva, Ze u psychologického faktora nakupného spravania sme zaznamenali v odpovediach
respondentov vacsiu mieru suhlasu (AM=2,31, SD=1,31) v porovnani s dal$imi tromi faktormi
nakupného spravania - kultirnym, socialnym a osobnym, kedy respondenti prisudili o nieCo
mensiu mieru suhlasu s vyrokmi €. 10-12. Respondenti si zaroven myslia, Ze influenceri dokazu
do velkej miery ovplyvnit nakupné rozhodnutia ich sledovatelov (AM=2,17, SD=1,24) a Cas-
ta propagacia produktov a sluzieb influencermi pdsobi otravne a ned6veryhodne (AM=2,26,
SD=1,29).

Vyroky, v ktorych respondenti na jednej strane prejavili vyrazny suhlas, no na strane druhej
i vyrazny nesuhlas, nesuce sumarne priemerné hodnoty blizke ¢islu 3, sa tykaju vyrokov €. 5,
8,9 a 14. Znamena to, ze v tychto tvrdeniach nastal znaény rozpor, resp. odchylka v postojoch
respondentov. Nemozno preto spolahlivo konstatovat jednoznacny suhlas alebo nesuhlas
s tvrdeniami, ktoré sa tykaju aktivneho zapajania sa do sutazi na instagramovom profile influ-
encera (AM=2,92, SD=1,5), nakupu produktov a sluzieb, ktoré propaguju (AM=2,86, SD=1,45),
vyuzivania zlavovych kuponov, ktoré ponukaju (AM=2,86, SD=1,49), ako aj nazoru, Ze influen-
ceri propaguju produkty a sluzby, ktoré sami dlhodobo pouzivaju (AM=3,07, SD=1,33).

Viac ako polovica opytanych respondentov vyjadrila k zostavajucim vyrokom ¢. 4, 7, 10, 11,
12, 15 a 18 prevazne suhlasny postoj. Konstatujeme teda, Ze viac ako polovica opytanych sle-
duje influencerov preto, lebo sa zaujimaju o produkty nimi propagované (AM=2,55, SD=1,35)
a vdaka nim su tak informovani o aktualnych trendoch (AM=2,61, SD=1,31). Uprednostfiuju za-
kupenie produktov a sluzieb propagovanych influencermi skér od slovenskych firiem (kultdrny
faktor, AM=2,49, SD=1,29), ktoré budu méct zaroven vyuzivat aj ich rodinni prisludnici (socialny
faktor, AM=2,72, SD=1,37). Dovodom nakupu produktov a sluzieb propagovanych influencermi
je fakt, Ze sa stotoziuju s ich zivotnym Stylom (osobny faktor, AM=2,49, SD=1,35), a zaroven
si do istej miery myslia, Ze influenceri propaguju produkty a sluzby, s ktorymi sa oni sami
stotoznhuju (AM=2,67, SD=1,28). Co sa tyka vnimania sponzorovanych prispevkov, obsahujucich
priamu spolupracu medzi influencerom a znackou na Instagrame, mozno konstatovat, Ze viac
ako polovica respondentov (60,6%) ich povazuje za kreativne spracované (AM=2,52, SD=1,31).
Daldou vyskumnou otazkou sme zistovali, aky typ produktov si uZivatelia Instagramu zakupili
na zaklade odporucania influencera. Respondenti mali moznost urcit jednu alebo viac odpo-
vedi. Vysledné hodnoty percentualneho podielu odpovedi znazornuje Tabulka 5.

Produkty Podiel v %

Fitness vyziva 44,6
Oblecenie 36,6
Elektronika 34,7
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Produkty Podiel v %

Kozmetické vyrobky 33,7
Obuv 28,7
Knihy 27,7
Pomacky na cvicenie 26,7
Bytové doplnky 23,8
Listky na koncert 19,8
Doplnky a Sperky 17,8
Nabytok 16,8
Hygienické pomdcky 16,8
Automobily/Motocykle 9,9
Iné... 3

Tabulka 5: Nakup produktu na zaklade odporuc¢ania influencerom
Zdroj: Vlastné spracovanie

Za najvhodnejsie marketingové aktivity znaciek, vyuzivajuce spolupracu s influencermi,
preto mozno povazovat kampane suvisiace so Zivotnym Stylom (stravovanie, moda, li¢enie),
volnocasovymi aktivitami (elektronika, obuv, knihy, Sport, umenie) a byvanim. Tieto sféry
Zivota a zaroven i podnikania su v digitalnom prostredi lahko ,stvarnitelné” a uchopitelné.
Umoziuju pouzitie vizualne atraktivnych foriem ich zobrazenia, nielen v podobe fotografii
a videi, ale aj v rovine virtualnej a rozSirenej reality. Podstatou fungovania socialnej siete
Instagram je dominancia obrazu a pribehovosti, ktory sa k nemu viaze, a ktory mozno evo-
kovat aj prostrednictvom influencerov ako nositelov pribehu. Z pohladu generacie Z a alfa
je takyto sp6sob marketingovej komunikacie perspektivne nevyhnutny.

4 Diskusia a zaver Ak je zamerom znacky pdésobit na svojich cielovych zakaznikov
dlhodobo atraktivne, jednou z moznosti ako uputat pozornost a vzbudit zaujem o produkt
alebo sluzbu je efektivna spolupraca s influencerom. Z vysledkov nasho prieskumu vyplyva,
Ze predpokladom pre pozitivne vnimanie takejto spoluprace je jej nenuteny a prilezitostny
charakter. Casta propagacia posobi na publikum nedéveryhodne aZ otravne. Respondenti
ocenuju aj kreativne spracovanie prispevkov, pricom je dolezity sulad osobnosti influencera
s filozofiou a typom produktov danej znacky. Komunikacia prostrednictvom influencera ma
vacsiu Sancu na uspech, ak uz ma publikum skdsenost s propagovanym produktom alebo
znackou, tzn. Ze je vhodnejsie zamerat sa tymto spésobom skor na sucasnych zakaznikov,
nez na oslovenie novych. Co sa tyka obsahu samotnych prispevkov influencerov, je dolezité
vytvorit pre publikum vlastny prispevok s putavou a originalnou témou, ktora je spata so
Zivotnym Stylom, hobby a $tylom byvania cielovej skupiny, pripadne je mozné takyto typ
obsahu zdielat. Ak influencer v prispevku prezentuje svoj vlastny Zivotny 3tyl a propaguje
produkty, s ktorymi sa on sam stotoziuje, zvysuje sa predpoklad jeho Uspechu a pozitivnej
odozvy. Skiumani respondenti prejavili vysoky zaujem o cestovatelské skisenosti a zaroven
priznavaju, ze influenceri dokazu ovplyvnit ich nakupné rozhodnutia. Ak su v prispevkoch
prezentované novinky a trendy, ktoré pochadzaju od domacich, slovenskych producentov,
su vyuzitelné v SirSom rodinnom kruhu a su v sulade so spominanym zivotnym $tylom jed-
notlivca ¢i rodiny, rovnako sa zvysuje predpoklad na Uspech a pozitivnhu odozvu voci takejto

marketingovej aktivite. Apel na atraktivitu obsahu v prispevkoch influencera m6zeme po-
zorovat aj vo vysledkoch vyskumnej Studie Nadanyiovej a kol. (2020), pri¢om tento dévod
sledovania influencerov oznacili respondenti za najvyznamnejsi.

Aktivne zapajanie sa sledovatelov influencera do sutazi na jeho profile, nakupovanie nim
odporucanych produktov a vyuzivanie zlavovych kupdnov, su marketingové nastroje, u kto-
rych sa nami opytani respondenti rozchadzaju vo svojich nazoroch, pretoze Cast ich pova-
Zuje za pozitivne a ¢ast za negativne. Tento vysledok mozno interpretovat ako désledok mi-
nulej negativnej skdsenosti alebo ako nizky zaujem zo strany nami opytanych sledovatelov.
Tieto protichodné nazory mézu rovnako suvisiet aj s réznorodostou aktivit nimi sledovanych
influencerov. Z vysledkov dalej vyplyva aj naznak neddvery Casti respondentov voci influ-
encerom, kedy pochybuju o tom, Ze propagované produkty skuto¢ne dlhodobo pouzivaju.
Vysledky dotaznikového prieskumu, ktorého hlavnym cielom bolo zmapovat vnimanie vply-
vu influencerov na nakupné spravanie uzivatelov Instagramu, poukazuju Ciasto¢ne aj na
vyznamnost jednotlivych faktorov tohto spravania. Respondenti prejavili najvacsiu mieru
suhlasu s tvrdenim, ktoré sa tyka psychologického faktora v nakupnom procese. Znamena
to, ze influencer moZe potencialne ovplyvnit sledovatela ku kupe takého produktu, s ktorym
ma predoslé skusenosti a dlhodobo ho pozna. Kulturny, socialny a osobny faktor zohrava
taktiez pozitivnu Ulohu vo vnimani vplyvu influencera na nakupné spravanie, aviak v men-
Som rozsahu.

Samotnému zistovaniu motivov veducich k sledovaniu influencerov predchadzalo skimanie
dovodov, pre ktoré opytani respondenti navstevuju socialnu siet Instagram. Najvacsia Cast
z nich uviedla, Ze maju zaujem sledovat zname osobnosti, influencerov, ale aj zname znacky
a podniky. Dalsie dovody stvisia s komunikaciou s priatelmi a travenim volného &asu.
Taktiez sme zistili, ze u slovenskych respondentov ma momentalne najvyssiu sledovanost
Pppeter, Sajfa, Fancylllustrator, Lucypug a Tatiana Zidekova.

Vyskumna otazka zamerana na typ produktov, ktoré si respondenti v minulosti zakupili na
zaklade odporucania influencera poukazuje na produkty spojené so Zivotnym Stylom, vol-
nocasovymi aktivitami a byvanim. NaSe zistenia opat koreSponduju s vysledkami Studie
autorov Nadanyiova a kol. (2020), ktory sa tykal ,Influencer marketingu a jeho vplyvu na
Zivotny Styl spotrebitelov”, kedy boli najtastejSie kupované produkty tykajuce sa fitness
vyzivy, oblecenia a kozmetiky. Puchovska (2020) vo svojej studii zistuje, Ze vac¢sina respon-
dentov je ovplyviovanych influencermi pri vybere produktu alebo samotnom nakupe, ¢o
suvisi s vysledkami nasho prieskumu.

Odporucania, ktoré sme formulovali na zaklade vysledkov realizovaného dotaznikového
prieskumu, povazujeme za obohacujluce pre oblast digitalneho marketingu so zameranim
na socialne média, vyuzivajuce influencerov ako nastroj na komunikaciu posolstva znacky.
Ak sa znacka rozhodne vyuzit tento druh spoluprace, rozhodne by mala zhodnotit faktory
urCujuce celkovu efektivitu spoluprace s influencerom - typ samotného influencera, spo-
sob jeho doterajSej prezentacie na Instagrame vyjadrujici isty Zivotny Styl, miera kvality
a atraktivity pridavaného alebo zdielaného obsahu, predoslé spoluprace a typy propago-
vanych produktov alebo sluzieb, a v neposlednom rade i miera kreativity v komunikacii
a spracovani obsahu. Vychadzajuc zo ziskanych odpovedi si dovolime tvrdit, Ze sulad typu
influencera s typom propagovaného produktu alebo sluzby zohrava kluc¢ovu ulohu, preto-
Ze miera doveryhodnosti a autentickosti tohto spojenia nasledne vplyva na mieru prijatia
marketingového posolstva, tak ako uvadzaju aj Fichnova a kol. (2018). Zistili sme taktiez,
Ze ak influencer propaguje produkty tykajuce sa fitness vyzivy, obleCenia, elektroniky a koz-
metiky, propagacia bude mat vac¢si dosah na publikum. Za produkty menej vhodné pre
propagovanie influencerom mozno povazovat automobily/motocykle, hygienické pomocky
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a nabytok. Vyuzivanie Instagramu na marketingové Ucely povazujeme za velmi efektivne aj
vzhladom k zisteniu, Ze takmer polovica respondentov navstevuje tuto socialnu siet denne
v rozsahu priblizne 1-4 hodin.

Nevyhodou spdtou s vyuzivanim influencerov (rovnako ako i ostatnych aktivit v ramci mar-
ketingu socialnych médii) je naro¢ny vypocet navratnosti investicii do tejto komunikacie.
Miera zapojenia (angazovanosti) sledovatelov sa totiz nemusi nevyhnutne premietnut do
miery realizovanych nakupov. Objavuje sa taktiez polemika o kvalite sledovatelov daného
influencera, kedy nevieme s istotou urcit, ¢i sa jedna o skuto¢nych ludi zaujimajucich sa
o dany produkt a znacku, alebo naopak, ide o vysledok premyslenej naborovej stratégie. Na-
pokon, z najuznavanejsich influencerov sa moze v kratkom case stat opak, a hoci sa znacka
dokaze z tejto situacie vymanit, ¢as a zdroje vynalozené do tohto vztahu jej uz nikto nena-
hradi (Charlesworth 2018, s. 44).

Preto by sa dalsi vyskum v danej oblasti mal zamerat na skimanie sp6sobov, akymi moz-
no znizovat mieru neistoty v spolupraci s influencermi a zaroven zvysovat prinosy z tohto
spojenia. V tomto kontexte by sme radi upriamili pozornost na potrebu skimania moznosti
vyuzitia socialnych médii a ich marketingového potencialu na socialne prospes$né, edukactné
ucely, ako to odporucaju aj Spalova a kol. (2021). Digitalni influenceri by mohli a mali byt
predstavitelmi a zaroven facilitatormi rozvoja urovne kritického myslenia si¢asnej genera-
cie mladych ludi v ramci aktivit socialneho marketingu. Prostrednictvom rozli¢nych typov
influencerov a nimi prezentovanych tém a pribehov by tak mohlo dochadzat k zvySovaniu
pozitivnej angazovanosti v socialnych témach, budovaniu socialnych komunit a motivova-
niu k prosocialnemu spravaniu, najma vo vztahu ku generacii Z a alfa.

Poznamky | Notes Vyskumna $tudia je sucastou vystupov projektu KEGA 041UKF-
4/2021 Digitalni influenceri - edukac¢né roviny rozvoja kritického myslenia a angazovanosti
generacie Z.
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TEXT | STEFAN KRAL, RICHARD FEDORKO

DEVELOPMENT OF ONLINE
SHOPPING WITHIN B2C E-COMMERCE
IN THE VISEGRAD FOUR COUNTRIES

Online shopping has become an increasingly common way of shopping in recent years. The
main goal of the paper was to evaluate and compare the development of online shopping in
the Visegrad Four countries (Slovakia, Czech Republic, Poland, Hungary). The paper outlines
the theoretical basis of online shopping concept, describes the current situation of online
shopping in the EU market and the main types of goods and services purchased through the
Internet. Based on data from the Eurostat database, the paper outlines the development of
online shopping in the years 2011 to 2019, the share of online purchases in the EU market and
online purchases of goods and services within the V4 countries for the given years. We found
that in all countries, an increasing trend of online shopping was recorded over the period
under review, with the largest increase in the Czech Republic. There was also a growing share
of online purchases from retailers in other EU countries, with the largest increase recorded in
Hungary. With regard to online purchases of services, year-on-year decline over the period of

https://doi.org/10.46286/msi.2021.16.3.5

two years has been recorded in Slovakia.
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Introduction The development of the Internet and the advancement of digital technolo-
gies have caused changes in consumer behavior. People are increasingly using online shopping
instead of visiting a brick-and-mortar store (Menaka and Seethal 2018). Customers choose on-
line shopping because they find it more convenient and faster than shopping in a brick-and-
-mortar store (Muthumani et al. 2017).

The world is currently facing a COVID-19 pandemic. It can be assumed that pandemic reasons
are the cause behind the growing number of online shoppers.In 2020, more than 2 billion con-
sumers worldwide bought goods or services online. Monthly visits to online stores in June 2020
reached a record 22 billion visits worldwide, with high demand especially for daily goods and
services (Coppola 2021).

The aim of the paper is to evaluate the development of online shopping in the V4 countries in
the years 2011 to 2019. The aim of the paper is to evaluate the share of online shopping in the
EU market. Another goal is to compare online purchases of goods and services in the given years
and point out the differences between the V4 countries.

Theoretical background of the issue Online shopping is a form of e-commerce where
consumers purchase products or services over the Internet directly from a retailer (Rahman et
al. 2018). E-commerce involves the use of the Internet, web portals, mobile applications and
browsers to make a purchase. These are therefore digitally enabled business transactions be-
tween sellers and customers. Online shopping is becoming a regular, everyday activity. Almost
all Internet users are currently online shoppers (Laudon and Traver 2021). This type of shopping
has gained popularity in recent years, especially because it is convenient and easy for people
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to shop from the comfort of their home (Prabha and Karunanidhi 2017). Jain (2016) outlines
several advantages of online shopping over shopping in a brick-and-mortar store - saving time
and energy, no time or geographical constraints, a wide selection of products, price comparison.
The most common type of e-commerce is B2C e-commerce, in which sellers try to gain indivi-
dual customers. B2C e-commerce includes consumer online purchases of goods, online content,
travel, finance, real estate and more (Laudon and Traver 2021). Over the next 5 years, B2C e-
-commerce is expected to grow by 20% annually (eMarketer 2020). Online retailing is currently
the fastest growing retail channel, with the fastest growing customer base and ever-expanding
product offer (Chaffey et al. 2019). An increasing number of people are choosing to shop online,
even at foreign online merchants due to the geographically unrestricted shopping possibilities.
Consumers living in EU Member States are increasingly using online shopping outside their
home market. The share of online purchases from other EU countries is also rising due to the
fact that EU consumer legislation in some cases provides them with greater benefits than on-
line retailers in the domestic market (ECC Network 2021). In 2019, on average, 21% of consu-
mers living in an EU Member State bought products from foreign markets in other EU Member
States online. Compared to 2012, this is a 10% increase (Eurostat 2021).

The importance of online shopping in the context of B2C e-commerce is also growing in the
Visegrad Four countries. With the growth of e-commerce, the Slovak Republic can compete with
many large European countries. There are more than 12,600 e-shops registered in Slovakia
(Heureka 2021). Out of 79% of Slovak internet users, 60% use online shopping. The best-selling
category of online products in Slovakia is clothing and household goods (Eurostat 2020). The
fastest growing e-commerce market in Europe is that of the Czech Republic (Morgan 2019).
According to the Czech e-commerce portal (2021), there are currently more than 41,100 e-
-shops in the Czech Republic. 78.5% of Czechs over the age of 16 use the Internet, of which 64%
make online purchases. The best-selling category of products purchased online in the Czech
Republic is clothing, followed by trips, accommodation and household items (Eurostat 2020). In
Poland, e-commerce is run by mainly of small and medium-sized enterprises. In 2020, 11,000
new e-shops were launched in Poland. Of the total population of 38 million, 77% are Internet
users, with almost 80% shopping online in 2020 (Ecommerce News 2021). Poles most often
buy clothes and household items (Eurostat 2020). In Hungary, online shopping is progressing at
the slowest pace among the V4 countries. The most frequently purchased products in Hungary
in 2019 were clothing and electronics (Eurostat 2020). In 2020, 65.7% of Hungarians shopped
online, representing 4.86 million consumers (Statista 2021).

Methodology The main goal of the paper is to evaluate and compare the development
of online shopping in the Visegrad Four countries (Slovakia, Czech Republic, Poland, Hungary)
in the years 2011 to 2019. The research sample consists of Internet users aged 16 to 74 who
made at least one online purchase in 12 months. The unit of measurement is Percentage of in-
ternet users. In our research, we present three research questions: How has the share of online
shoppers changed in the monitored years within the V4 countries? How has the proportion of
online shoppers who shopped in e-shops of sellers in other EU countries changed? What diffe-
rences can be observed in the online purchase of goods and services between the V4 countries
in the monitored years? The identified research questions were answered using the analysis of
secondary data. The data used in the analysis were obtained from the database of the Statistical
Office of the European Communities (Eurostat). Specific data covered online purchases of goods
or services, online purchases from retailers in other EU countries, online purchases of physical
goods and online purchases of services. The obtained data were graphically processed in the
RStudio program.
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Results The proportion of consumers shopping online varies from country to country.
Based on the available data, it is possible to evaluate and compare the development of online
shopping and point out changes or differences within the V4 countries.

Average of EU
[ Czech Republic
B Hungary
[l Poland
Il Slovakia

2011 2012 2013 2014 2015 2016 2017 2018 2019

Figure 1: Ordering goods or service online (% of internet users)
Source: author's work based on Eurostat (2021)

Figure 1 shows the share of Internet users in the V4 countries who purchased goods or ser-
vices over the Internet at least once every 12 months between 2011 and 2019, as well as
the average share in EU countries. It can be stated from the figure that in all countries an
increasing trend of the use of online shopping was recorded in the observed period. Among
the V4 countries, in 2011 Slovakia had the largest share of online shoppers (47.70%) and
Hungary the smallest (31.90%), while in 2019 the Czech Republic had the largest share of
online shoppers (73.10%) and Hungary the smallest share (59.50%). In the monitored years,
Slovakia reached a value comparable to the average of EU countries. Compared to other
countries, the Czech Republic also recorded the highest increase in online shopping in 2019
compared to 2011, from 41.40% to 73.10%. The second highest increase was recorded in
Hungary, where the share of online shoppers in 2019 increased by 27.60% compared to
2011. Slovakia achieved a share of 70.70% in 2019, which is 23% more than in 2011 (47.70%).
The lowest increase was recorded in Poland, from 45.80% in 2011 to 65.70% in 2019.
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Figure 2: Ordering goods or service online from sellers from other EU countries (% of internet
users)
Source: author's work based on Eurostat (2021)

In 2011, online purchases of goods or services from sellers from other EU countries did not
even reach the level of 8% in any of the V4 countries, with the exception of Slovakia, which
recorded a share of 14.50%, which is comparable to the EU average (Figure 2). In Poland, this
trend lasted until 2019. All V4 countries and the EU average recorded an increasing trend
in the monitored years. The largest growth was recorded in Hungary, from 5.69% in 2011 to
26.40% in 2019. In 2019, Slovakia recorded an increase in online purchases from other EU
countries by 14% compared to 2011. In the Czech Republic,an increase of 8.55% was recorded
in 2019 compared to 2011.
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Figure 3: Buying physical goods online (% of internet users)
Source: author's work based on Eurostat (2021)

Figure 3 shows the share of online purchases of physical goods, which includes the purchase
of food or groceries, household items, medicines, clothing, sports equipment, hardware and
electronics. Here, too, it is possible to observe an increasing trend in all V4 countries in the mo-
nitored years, including the average of EU countries. An exception is the Czech Republic, which
recorded a sharp decline in 2012, from 34.30% to 17.10%, but in the following years the share
of online purchases of physical goods grew in the Czech Republic. In the monitored years, Po-
land and Slovakia recorded values at a level comparable to the EU average. Slovakia, the Czech
Republic and Hungary achieved an increase of approximately 30% in 2019 compared to 2011.
In Poland, the growth in 2019 compared to 2011 was 21.50%.
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Figure 4. Buying service online (% of internet users)
Source: author's work based on Eurostat (2021)

Figure 4 shows the share of online service purchases, which includes telecommunications
services, stock purchases, insurance purchases, financial services, travel,accommodation servi-
ces and ticket purchases for various events. Within the average of the EU countries, in Hungary
and Poland an increasing trend was recorded in the monitored years. Hungary recorded a va-
Llue of 36.50% in 2019 compared to 14.90% in 2011. Poland recorded only 10.30% growth in
2019 compared to 2011. The largest increase compared to 2011 by 33.60% was recorded in
the Czech Republic (from 20% to 53.60%) in 2019. However, the Czech Republic also recorded
a more significant year-on-year decline, specifically in 2012 by almost 8%. Slovakia achieved
in 2019 the share of online purchases of 41.60% compared to 22.90% in 2011. However, year-
-on-year declines were also recorded, notably in 2014 (by 3.30%) and in 2017 (about 3.40%).

Conclusion The importance of e-commerce is currently growing. Online shopping is be-
coming an increasingly widespread way of shopping in the EU thanks to its undeniable benefits
for customers as well as retailers. E-commerce is becoming more and more popular every day
and is being used by more and more consumers (Sabou et al. 2017, Karthikeyan 2016, European
Commission 2018).

Based on the above analyzes, it can be concluded that online shopping is growing every year.
In all V4 countries and within the EU average, an increasing trend of this way of shopping
was recorded in the years 2011 to 2019. The highest increase in online shopping compared to
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2011 was achieved in 2019 by the Czech Republic, followed by Hungary, Slovakia and Poland.
Analyzes also show that the share of online purchases made at sellers in other EU countries
is also rising. The highest increase was recorded in Hungary, the lowest in Poland. Slovakia
reached a value comparable to the EU average. The growing trend in the monitored years was
also recorded for online shopping of physical goods and shopping of services. Regarding the
online purchase of physical goods, Slovakia, the Czech Republic and Hungary achieved growth
of approximately 30% between 2011 and 2019. With regard to purchasing services online, the
Czech Republic recorded a decline in 2012 and Slovakia in 2014 and 2017.

The world is currently facing a COVID-19 pandemic. It is more than certain that the consequen-
ces of this pandemic will be felt in the sphere of online shopping. More and more consumers
prefer online shopping to brick-and-mortar shopping because of pandemic reasons, such as
restricted movement, lack of products in stores or health concerns (Reddy 2020, Sharma and
Jhamb 2020, Shashidhar 2020). It is likely that the impact of the COVID-19 pandemic on online
shopping in the future will vary from country to country, depending on the epidemiological as
well as the socio-economic situation of the country.

Poznamky | Notes This research is one of the partial outputs under the scientific re-
search grants VEGA 1/0694/20 ,Relational marketing research - perception of e-com-
merce aspects and its impact on purchasing behavior and consumer preferences” and VEGA
1/0609/19 ,Research on the development of electronic and mobile commerce in the aspect
of the impact of modern technologies and mobile communication platforms on consumer
behavior and consumer preferences”.
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Résumé
Stvorky
Online nakupovanie je v poslednych rokoch ¢oraz beznejsim sp6sobom nakupovania. Hlavnym
cielom prispevku bolo zhodnotit a porovnat vyvoj online nakupovania v krajinach Vyseh-
radskej $tvorky (Slovensko, Ceska republika, Polsko, Madarsko). Prispevok nacrtava teoretické
vychodiska konceptu online nakupovania, popisuje st¢asnu situaciu online nakupovania na
trhu EU a hlavné druhy tovarov a sluzieb nakupovanych cez internet. Na zaklade Udajov z da-
tabazy Eurostatu praca nalrtava vyvoj online nakupovania v rokoch 2011 az 2019, podiel
online nakupov na trhu EU a online nakupov tovarov a sluZieb v ramci krajin V4 za dané roky.
Zistili sme, Ze vo vSetkych krajinach bol za sledované obdobie zaznamenany stupajuci trend
online nakupovania, pricom najvac¢si narast bol zaznamenany v Ceskej republike. Rastie aj
podiel online nakupov u predajcov v inych krajinach EU, pricom najvaési narast zaznamenalo
Madarsko. V oblasti online nakupov sluzieb je na Slovensku zaznamenany medziro¢ny pokles
za obdobie dvoch rokov.

Rozvoj online nakupovania v ramci B2C e-commerce v krajinach VysSehradskej
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TEXT | PAVEL STRACH

MARKETING BRIEFS

ENVIRONMENTAL GUILT: HOW TO

WORK WITH CLIMATE CONCERNS

IN MARKETING

Climate change has been far too omnipresent to ignore for policy makers, consumers, and
businesses alike. Extreme weather events and disasters are now the norm in our news and
media. Daily influx of information makes an impact and many of us have been worrying about
the future for humanity, ourselves, and our children. Environmental guilt, anxiety or shame
have been reported mostly in connection with younger generations and women seeking right
and righteous behavioral patterns which would bring balance to modern lifestyle and its en-
vironmental impact. Guilty consumers try hard to curb negative environmental consequences
of their lives. The most obvious reason for feeling guilty is wrongdoing, which causes psy-
chological or physical pain. Individuals feel ashamed because they violated morals or ethical
expectations.

Many customers use their wallets to show preferences. Dollar voting may individually seem in-
strumental in supporting desirable actions and initiatives. However, some customers may feel
their individual actions cannot solve the gigantic systemic problems such as climate change.
Some customers may hypocritically exercise conspicuous consumption only to display their
morality. Robust changes of consumer behavior may lead to potentially even more harmful
negative consequences: dismantling current supply chains, incurring job losses, or threate-
ning local communities are just a few to name.

Either way distinguishing environmental right from wrong has become a tricky animal to gue-
ss. Some environmentally conscious individuals trust green outer representations such as la-
bels, certificates, and declarations. Others seek advice from environmental groups. Clients
dedicated to green change their daily routines, including eating habits or mobility patterns
for instance. Most, however, never shake off their guilt completely. The evidence is puzzling
and judging long-term Llifecycle impact of products and services remains a discipline by itself.
What is considered green one day, may be branded dirty another day.

Gradually, certain behaviors have been widely recognized for producing desirable outcomes.
The virtue of 3R (reduce-reuse-recycle) has soaked in. Saving water, electricity, raw materials,
and other precious sources is something children learn early on. Technology advancements
and regulatory measures motivate proliferation of alternative materials, energy sources and
products. Disposable items such as packaging, dishes or toiletries have been substituted
by compostable alternatives (e.g., paper cups instead of plastic ones or plant-based bags
instead of plastic ones), supplemented by recollection systems (e.g., for drink bottles or cans)
or replaced altogether (e.g., re-fill water bottle instead of bottled water).

Emotional appeals in marketing communication are common and the temptation to use envi-
ronmental guilt for advertising purposes might simply be hard to resist. Guilt marketing may
work for social reasons, for instance NGOs wanting to derail people from craving for a cigaret-
te or governments trying to reduce drink driving. However, guilt appeals may easily backfire
deterring customers who are already conscious about the issue. Those customers, who are not
necessarily environmentally concerned, might be alerted to the issue but resistant to conclu-
de a purchase with a provider, which caused negative emotion at the first place.
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Fear as a strong negative emotion differs from guilt significantly. Whereas one may shake off
fear and/or avoid punishment, guilt is never put to the test. Guilt stays much longer - it is
more an emotional attitude or personality trait. Selling a product or a service usually works
better with creating positive emotions instead. Selling aspirations for easy life, brighter futu-
re, and lesser climate change shall be the way to go. When it comes to environmental cons-
ciousness, positive aspects are related to demonstrating the impact of a particular consumer
choice. Showing prosperous future, alleviating environmental stress and providing therapeu-
tic relief might be the right aspects for appropriate and effective marketing communications.

Résumé Pocit viny za stav Zivotniho prostiedi: Jak pracovat v marketingu s klimatickymi
obavami zakazniku

Predevsim mladsi zakaznici a zeny byvaji ve vyzkumnych studiich identifikovani s pocity viny
za stav zivotniho prostiedi a individualni pfispévek ke klimatické zméné. Sebeobvifiovani neni
jen negativni emoci (s nimiz se jinak v marketingové komunikaci rutinné pracuje), jde spise
o emocionalni ¢i osobnostni nastaveni, a proto se v pfipadé komercnich sluzeb a produkt(
nejevi vyhodné takové pocity u zakaznikl dale posilovat. Cestou k efektivni marketingové ko-
munikaci je naopak posilovani védomi o pozitivnich aspektech a dopadech zakaznické volby.

Kontakt na autorov | Address doc. Ing. Pavel Strach, Ph.D., Ph.D., SKODA AUTO Vysoka
évkola 0.p.s., Katedra marketingu a managementu, Na Karmeli 1457, 293 01 Mlada Boleslav,
Ceska republika, e-mail: pavel.strach@savs.cz

ZAUJALO NAS | SHORT COMMUNICATIONS

SOUTEZ MARKETER ROKU 2020
MA SVEHO VITEZE

V podvecer 23. zafi 2021 se v pfijemném klasickém prostfedi Divadelniho salu Klubu Lavka
s historickym ramcem Karlova mostu a plsobivym vyhledem na Hrad¢any odehralo finale
soutéze 16. ro¢niku Marketér roku 2020. VeCerem provazel jako vzdy skvély moderator Karel
VoriSek a mlada plzeriska kapela Dzangobells zpfijemnila vecer vdem zucastnénym. Pro vitéze
byly pripraveny sosky kristalovych delfind z ¢eského skla v Cele s Velkym modrym delfinem
v plisobivém designu z dilny uméleckého sklafe Vladimira Zubri¢ana. Na ocenéné i nominova-
né ¢ekaly kromé diplom( i mnohé vécné dary od sponzori a partner( soutéze. Kromé hlavnich
cen udélila hodnotitelska komise i nékolik zvlastnich ocenéni za mimoradné aktivity a Uspés-
né inovativni marketingové projekty, stejné tak vybralo k ocenéni svoje kandidaty i prezidium
CMS. Cestnou marketérkou se stala a do pomyslné ,siné slavy* byla uvedena Jitka Vysekalova,
zakladatelka Ceské marketingové spole¢nosti i soutéze MARKETER ROKU.

Vysledky soutéze
Na zakladé individualnich hodnoceni jednotlivych ¢lend hodnotitelské komise byl piedlozen
prezidiu CMS nasledujici navrh ocenéni jednotlivych nominovanych kandidata:

Velky modry delfin - hlavni cena soutéze

Tomas Liptak - Rodinny pivovar Bernard

za napadité aplikovani dlouhodobé kampané na pandemickou situaci ,Svét se zblaznil, drzme
se’, které uprednostnilo celospolecensky dopad pred konkrétnimi komer¢nimi cili

Zlaty delfin

Tomas Hejkal - Stock Plzen-Bozkov

za revitalizaci tradi¢ni ¢eské znacky prostiednictvim nové komunikacni platformy véetné zave-
deni novych produktt

Riizovy delfin

Radka Turkova - Ceské drahy

za kreativni zaméreni marketingové komunikace na zménu vnimani znacky a minimalizaci
nasledkl pandemie

Zeleny delfin

Tomas Vican - Vinna galerie

za inovativni vyuziti projektu Vino pro propagaci produktu, primyslového odvétvi jako celku
i posileni regionalniho cestovniho ruchu
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Cena prezidia CMS Duhovi delfini
Jitka Furst — gusty
za komplexni marketingovou strategii uvedeni nového produktu na trh

Robert Chmelaf - Bohemia Energy
za repositioning znacky a posileni image znacky diky komunika¢nimu konceptu ,Nic na Vas
nehrajeme”

Miroslav Hanak - Authentica
za podporu start-upt komplexni marketingovou koncepci véetné POP/POS s presahem do
logistiky a zahrani¢ni expanze

Hana Klimova a tym komunikace CEPS
za vytvofeni nového konceptu vizualni komunikace, posilujiciho pozitivni vnimani znacky

Helena Kohoutova - Helas - podnikatelska e-platforma
za vytvoreni podnikatelské e-platformy pro spolupraci ¢eskych firem se spole¢nym mottem
,Budujeme hrdé Cesko"

Hana Kubankova - Zdravotnicka zachranna sluzba HMP
za kvalitni naborovou kampar ,Zachrariuj v Praze" s naslednou tematicky navazujici komunikaci

Lenka MasteSova - HP Tronic (Datart)
za vytvofeni dlouhodobého kreativniho konceptu, ktery vyrazné zlepSil vnimani znacky

Josef Zajitek - Bohematic
za Uspésnou marketingovou koncepci start-upu v tradi¢nim ¢eském oboru s vyuzitim Spitkoveé-
ho designu.

Mlady delfin
Denisa Janatova - DevLab Smitio
za inovativni a dobfe zacilenou nabidku sluzeb a komunikace v oblasti recruitmentu

David Jare$ - Dita vyrobni druzstvo invalidd
za komplexni feSeni propagace, zamérené na segmentaci cilovych skupin a navazujici commu-
nity management

Shukhrat Saidov - Silon Plana
za specificka feSeni v oblasti posilovani image znacky

Cestna uznani za tispé&snou nominaci
Adam Boérik, lvan Kloc - BuyiPhone
Martina Horka - dm drogerie markt

Jan Kodada - Gebruder Weiss

Martin Komora - Internet Mall (MALL.CZ)
Vladimira Popelafova - Krahulik

Letos byla uz podevaté v ramci soutéze Marketér roku vyhlasena kategorie pro studenty vyso-

kych 8kol - studentska cena Mlady delfin, tentokrat na téma Jak Uspésné komunikovat aktualni
téma omezeni Sifeni koronaviru v Cesku.

1. misto Marina Hankova a kolektiv
2. misto Diana Filadelfiova a kolektiv
3. misto Klaudia Jakubickova a kolektiv

Diplomy za ucast v soutézi
Natalia Slovackova a kolektiv
Michal Vartiak a kolektiv
Kristina Rossmanitova a kolektiv
Jakub Varannay a kolektiv
Ludmila Filipova

Tomas Liptak, marketingovy feditel Rodinného pivovaru Bernard
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The book written by Jacek Kall is oriented at a very specific area of brand effectiveness in
the context of brand management. Although the brand management issues are presented
by a wide range of publications, there is no similar book that is primarily focusing on this
narrow topic in a comprehensive way as this book has offered. It clearly explains the brand
efficacy metrics in an understandable way using lots of interesting examples that are ba-
sed on particular cases and - of course - not omitting metrics definitions, explanations,
interpretations and recommendations for brand managers as well. The book has a strong
significance for current marketing theory and application practice as the author is focusing
on a real and accurate explanations of the key brand analysis tools of measuring the brand
efficacy along the customer journey. These are the reasons why the topic of the reviewed
book can be considered as innovative and up-to-date. In this way, it might be regarded as
original and important especially in present days, when brand and marketing performance
are demanded.

| appreciate the original approach of Jacek Kall to measuring brand efficacy. It is a serious
work, not a ‘fancy’ book full of fancy ‘love brands’ examples. As it is mentioned in the intro-
duction: “When discussing brands, metrics certainly sound less sexy than storytelling, con-
tent and influencer marketing and many more. And unlike the above-mentioned and many
other important tools in the brand-building process, metrics alone do not create a brand.”.
Fairly | have to agree with this statement. Serious brand building and brand management
cannot be done without effectivity and its measurement, and it has to have a liaison to
a company’s strategy.

Brand values and measurements are clearly explained within the context of a real practise;
58 formulas and 35 metrics are offered to be used within the customer journey context. The
metrics are divided into two groups: metrics documenting behaviour and metrics analysing
the knowledge, perception, attitudes, and intentions referred to a customer mindset. The
consistent, logical and relevant approach to setting the structure of the book is evident.
The specific stages of a customer’s journey are corresponding with customer reactions that
are visible also through the particular chapters’ titles: 1. Measuring brand awareness (I'm
aware of the brand), 2. Measuring brand consideration (I'm taking the brand into account), 3.
Measuring brand purchases (I'm buying the brand), 4. Measuring post-purchase evaluation
(the brand delivers what is has promised), 5. Measuring customer retention and loyalty (the
brand is important to me) and 6. Measuring brand advocacy (I recommend the brand to
others). The last chapter no. 7. focuses on holistic metrics of a brand’s health. These chapters
have a consistently given structure starting with the objectives, followed by metrics defi-
nitions and explanations, presenting the calculations and metric interpretations supported

by selected examples, short case studies or examples. Each chapter is finished by metrics
limitations and recommendations for managers. Questions given at the end are helpful not
only for the recapitulation but also for stimulating the discussion.

In regard to the methodological approach, the author is well-oriented within the current
brand management theoretical basis and paradigms relying on a huge number of the re-
sources cited within the core text of the publication and in the list of literature at the end
of each particular chapter. | appreciate the accent on the brand equity impacts, on the brand
managers decision making process and on particular metrics limitations as well. The strong
author’s personal approach and wide range of knowledge is obvious, it is evident, he is
much more than well-oriented in the selected topic.Jacek Kall as an author and lecturer in
marketing at WSB University in Poznan proved his theoretical knowledge, skills, and abili-
ties to incorporate his own experience into this reviewed book.

Despite the overall highly positive evaluation of the reviewed publication | have got a small
number of remarks. The specifics of the online environment and the enlarging influence
and evolving role of digital marketing and digital branding might be considered within the
scope of the solved topic and wider context of the work. Additionally, some theoretical and
practical consequences on brand efficacy measurement would be welcomed in this way.
This book is not understandable for conventional readers. The potential of this book and
its content can be fully understood only with the knowledge of some marketing and brand
management theories. It is not oriented at beginners, but at advanced readers - students
and teachers of marketing management, strategic marketing and strategic brand manage-
ment, marketers, and brand managers as well - with some theoretical and/or practical back-
grounds, it might be used as a relevant source of knowledge for marketing practitioners and
brand builders. It is obvious, as Jacek Kall said, that “understanding the link between mar-
keting activities and brand metrics should help managers in adjusting marketing resources
and activities in future branding campaigns. Metrics should be used for learning, and not
just justification of previous decisions.” Conclusively, this book should be used for learning
too; a brand-new book on brand metrics has to be welcomed as a relevant source of brand
management knowledge with a strong practical impact on a particular brand health.
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V septembri sa dostava k Citatelom nova kniha s ozna¢enim ,Marketing v praxi. Jednodu-
chy nazov, na prvy pohlad v zozname novo uvedenych titulov ni¢im neputa. Nevycnieva
z radu. Zvedavy Citatel vSak nezostava dlho iba pri nazve a zacne si vdimat obalku. Sympa-
tické damy usadené na stolickach chrbtom k Citatelovi m6Zu vzbudzovat dojem vylucenia
muzského elementu, ¢i akejsi privatnej diskusie. Niekto by mohol namietat diskriminaciu
v pohlavi, ved marketing v praxi si dnes tyka s kazdym bez ohladu na vek, vzdelanie &i po-
volanie. Stereotyp z emancipacie pominie, az ked chytite knihu do ruky. Z vnutornej strany
obalky sa ¢itatelom prihovaraju autorky knihy, ano - su to tie damy na stolickach. Pridete
k obsahu a je vam jasné, ako ste sa mylili po druhy krat. Zistujete, ze kniha nie je iba o neja-
kom marketingu v praxi. Ale o Uspechu marketingovych profesionalov na Slovensku. Damy
nevedu komunikaciu so sebou, ale s osobnostami slovenského marketingu naprie¢ viace-
rymi odvetviami. Lahko sa vam moéze stat, Ze medzi nimi spoznate hoci spoluziakov alebo
prinajmensom ,zname tvare* ako sa to stalo mne, ked som sa pochvalil knihou u svojich
kamaratov pri pisani recenzie.

Kniha vznikla spracovanim 26 rozhovorov s hostami o ich vedomostiach a skusenostiach
s vyuzivanim marketingu vo svojej praxi. Postarala sa o to spoluautorka knihy, ktora obsah
rozhovorov spracovala do hutnejSej a putavej podoby. Pri ¢itani knihy som si vyskusal expe-
riment: precital som si jeden rozhovor a nasledne som si ho vypocul aj v podcastovej podo-
be na webe Levosphere. Vypocut si rozhovor trvalo dlhSie, kedZe rozhovory su ponechané
autentické aj s neverbalnymi prejavmi komunikacie. Ak ale hladate podstatu rozhovoru,
najdete ju v knihe na nie viac ako 4-8 stranach. V knihe sa k podstatnym veciam viete kedy-
kolvek vratit, pomo6zu pri tom zalozky v podobe prelozenej obalky knihy. Kvalitny papier
a Strukturovana obalka su pri ¢itani benefitom.

Jednotlivé rozhovory su organizované do logickej Struktury: predstavenie marketéra a hlav-
nej mySlienky plynucej z rozhovoru spolu s fotografiou a nasledne sled otazok a odpovedi.
Po diskusii su ¢Citatelovi odprezentované hlavné odporucania marketéra, na ktoré chce upo-
zornit pri aplikacii marketingu v praxi. Kazdy rozhovor je ukonceny stru¢nym medailénom
o profesijnom zivote odbornika.

Podme sa pozriet detailnejSie do obsahu. Kniha je ¢lenena do 5 okruhov: stratégia - Uspech
je rozhodnutie, znatka - kralovna marketingu, komunikacia - vykladna skrina marketingu,
obchod a marketing - podkuté psycholégiou, lokalny biznis - lokalna laska. V kazdej kapi-
tole sa prezentuje 5-6 rozhovorov.

Autorky su odvazne a hned prvy rozhovor je venovany ich pohladu na fungovanie marketin-
gu. Diskutuju o marketingu v kontexte krizy, ktorou uz druhy rok prechadza cela spolo¢nost
a s fnou aj marketing. Odporucaju: ,Aj ked to v nejakom momente vo vasom biznise moze

vyzerat likvida¢ne, o par mesiacov m6zu mnohi ludia stat pred otazkou, komu daju svoje
euro z oslabenej pefiazenky. Budete to prave vy?“ Venuju sa vyznamu 4P v podnikani a mar-
ketingu a prezieravo pridavaju este jedno - ludi. Tvrdia, Ze ,Kazdy lider alebo manazér by sa
mal snazit byt pozitivny a motivovat svojich ludi, aby zvladali pracu aj v naro¢nych ¢asoch.”
Zamerom by malo byt pestovanie znacky spolu so zamestnancami, pretoze marketing je
prave o nej.

Prvu kapitolu nasledne tvoria rozhovory s Janom Hudakom, Vladimirom Chaloupkom, Mag-
dalenou Cevelovou, Veronikou Batorovou a Marekom Didakom. Jan Hudak z Kantar Slo-
vensko a Vladimir Chaloupka z MNFORCE su odbornikmi na pracu s datami v prieskumoch.
Odpovedaju na otazky o spravne stanovenej vzorke, jej velkosti ale aj o tom, Ze prieskum sa
pod vplyvom technoldgii posunul v poslednych rokoch milovymi krokmi. Tvrdia, Ze: ,Tech-
noldégie sa neustale vyvijaju a proces realizacie prieskumov tak urychluju. Dolezité je, aby za
nimi stali odbornici a ludia, ktori maju skusenosti v oblasti prieskumov.” ... a potrebné je mat
sa na pozore pred odbornikmi na technolégie, no bez znalosti procesov prieskumu. Jednodu-
ché prieskumy odporucaju realizovat aj menej nakladnou formou pomocou Survey Moneky,
Google ¢&i Kantar Market Place platformy. Magdalena Cevelova ako profesionalna konzul-
tantka a lektorka prizvukuje potrebu pracovat s marketingovym mixom, no sucasne tvrdi,
Ze ,Autenticky marketing je spojeny s osobnostou majitela firmy alebo ¢loveka, ktory svoje
produkty alebo sluzby ponuka“. Kazdy z prvkov mixu je dolezity rovnako a spolu vytvaraju
to spravne Caro, ktoré podniku pomaha presadit sa. Obzvlast sa dotyka nastavenia ceny
a hovori, ze: ,Ak nie ste presvedceni o vasej cene, ni¢ nepredate. Plati to najma pri sluzbach,
pretoze tie sa ¢asto nedaju ohmatat. Pri sluzbach predavame sami seba - nase know-how
a skusenosti.“ Veronika Batorova z Lidl Slovensko prepaja marketing s pracou HR marketing
liderky. Stoji za zaujimavou mySslienkou, podla ktorej: ,Na jednej strane stoji zakaznik, ktoré-
mu by sa firma mala snazit v ¢o najvacsej miere vyhoviet a pocuvat jeho spatnu vazbu, a na
druhej strane su to zamestnanci, ktori su pre firmu najva¢sim bohatstvom.” A stéasne sa
kazdy zamestnanec moze ocitnut aj v pozicii zakaznika. Co nie je zanedbatelna skuto¢nost
aj uvazime efekt Sirenia dobrej spravy. Odporuca budovanie zamestnaneckej znacky, ktora
sa pre niektoré podniky stava prioritou pri lakani najlepSich z najlepSich do svojich timov.
A o to by sa malo zasadzovat vedenie organizacie. Marek Didak z digitalnej agentury Hype
zodpovedny za kreativu tvrdi, ze: ,Kreativa, ktora neprinasa vysledky je nani¢.“ Ma jasny
pohlad na tému stratégie vyuzitia socialnych sieti v kontexte s biznis cielmi. ,V kratkodobom
horizonte sice mozno potrebujete zvysit predaj, aby ste mali vac¢si podiel na trhu alebo si
viac odhryznut z kolaca, ale vo finale potrebujete vybudovat kvalitni znacku, ktora vam
bude predavat aj dlhodobo.” Pre zacinajucich podnikatelov odporuca zacat s komunikaciou
v malom, s nizkym rozpo¢tom a neskdr sa obratit na profesionalov.

Druha kapitola venovana znacke obsahuje rozhovor s Martinom Krajniakom, Adrianou Jahna-
kovou, Evou Schin, Oliverom Jakubikom a Zuzanou Gavulovou. Martin Krajniak z prieskum-
nej agentury Kantar Slovensko vysvetluje, preco je pre podnik benefitom vybudovat si silnu
znacku. ,Znacky sa stavaju hlasom v spoloc¢nosti. UZ sa nepozeraju na ludi iba ako na za-
kaznikov, reflektuju aj ich ludské potreby a hodnoty. Volame to goodvertising alebo Brand
Purpose, ktory vytvara znacky s nazorom.“ Odporuca sledovat vysledky BrandZ $tudie, ktora
pokryva top 100 znaciek na svete na kontinualnej baze za poslednych 20 rokov vo viac ako
50 krajinach. Vediet ako je znatka vnimana ludmi, mdze byt zaujimavou inSpiraciou pre
marketérov. Adriana Jahfakova zo spolo¢nosti Lego diskutuje k téme legendarnej globalnej
znacky. Vysvetluje, Ze v istych situaciach musela organizacia zaviest demarketing, pretoze
nestihala pokryt dopyt na globalnom trhu. Odpoveda na otazky o vyvoji Lego produktov,
budovani znacky zamestnavatela, ale aj o ochrane znacky na globalnom trhu. Dlhodoby
Uspech vidi v inovativnom mysleni. Tvrdi, ze: ,Trh i spotrebitelia si to jednoducho vyzaduju.
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Cesta spat k normalu neexistuje. UZ bude existovat novy normal a kazda firma ¢i biznis, kto-
ré chcu prezit a byt dlhodobo Uspesné, sa na to musia pripravit.” Nasledne uvadza priklady,
ako sa podniky posuvaju dopredu vdaka poziadavkam zakaznikov a nedokonalosti su¢asnée-
ho modelu podnikania. Eva Schin z advokatskej kancelarie Schin & Majduch legal sa venuje
téme ochrany dudevného prava a prava informacnych technoldgii. ,DZzentlmenské dohody
zanikaju spravidla okamihom prvého problému. Kym autor podpise zmluvu na vytvorenie
diela a udelenie licencie, je dOlezité, aby sa vopred dohodol na podmienkach jeho pouzitia
zadavatelom.” Odpoveda na otazku, ¢i ma duSevna tvoriva ¢innost svoju hodnotu a aky je
rozdiel medzi ¢asto pouzivanymi symbolmi ®, ™ a ©. KedZe svet napreduje a konkurencia
hlada spésoby ako sa presadit, odporuca ako najrychlejSiu a najlacnejSiu cestu nastavit si
stratégiu produktov a sluZieb v pripade registracie ochrannej znamky. Specializovani ad-
vokati vedia v tychto situaciach poskytnut odbornd radu. Oliver Jakubik vo vlastnej kon-
zultantskej spolo¢nosti pomaha rozvijat a budovat znacky. Odporuca nechat zakaznikom
priestor na vnimanie znacky, aby sa vytvoril prirodzenym spésobom vztah k znacke. Tvrdi,
ze: ,Niektoré znacky sa snazia natolko zapacit, ze napokon nikoho vyrazne neoslovia. Chyba
im autenticita. Schopnost znacky byt pravdiva k sebe a k druhym je jej najsilnejsia hodnota.”
Ma to byt znacka osoby, alebo podniku, na ktorej sa ma stavat? Odpoved je $alamunska:
LLudia vo firme nepracuju len pre jedného ¢loveka, ktory si pripisuje vietky jej Uspechy.
V3etci spolo¢ne pracuju na osobnej znacke zakladatela, danej firmy i na znacke zamestnava-
tela, ktory komunikuje pracu celého svojho timu.“ Autenticita znacky je jej najvacsia deviza,
ked odbornik tvrdi: ,Nevytvarajte o sebe obsah nasilu.” Zuzana Gavulova je profesionalnou
fotografkou a dobrého fotografa nepovazuje za lacnu zalezitost. ,Klient mu neplati iba za
to, Ze pride so svojou technikou a stladi spust, ale aj za to, ze fotograf je odbornik a vyzna
sa v tom, €o robi. Odporuca pri praci s fotografom premysliet si zadanie. Pretoze: ,Nech je
fotograf akokolvek skuseny, potrebuje poznat vasu znacku a vediet o vasich predstavach.”
Ak ma byt fotografia kreativna, vyzaduje si to Cas.

V tretej kapitole k téme komunikacia si autorky prizvali ako odbornikov Filipa Kunu, Pavla
Minara, Réberta Slovaka, Ivana Hulika, Andreu Kmetovu a Jana Laurencika. Filip Kuna z re-
klamnej siete Strossle vysvetluje aky je rozdiel medzi nativnou reklamou a content marke-
tingom, kde za obsah je zodpovedny content marketing a nativna reklama je zodpovedna za
distriblciu plateného obsahu. Prirovnava ich navzajom ako: ,obsah je king a distribucia je
King Kong"“. Upozorfuje na nestastné rieSenia v reklame a odporuca pripravovat vzdyzeleny
~evergreen” obsah, ktory presahuje sutasnu aktualnost a dokaze byt recyklovany aj v dal-
Sich rokoch. Pavol Minar z konzultacného a strategického butiku Inspirations Minar hovori
0 vyzname storytellingu ako o tom, ,¢o chcu spotrebitelia vidiet a pocut. Sila pribehov
spociva v tom, ¢&i si dokazu pritiahnut svoje publikum. Vedia zaujat natolko, Ze si ich chcu
ludia dopozerat a rozpravat sa o nich.”. Opisuje tzv. kategorialnu ortodoxiu, podla ktorej
sa produkty ¢lenia do réznych kategorii a iba silnym znackam sa podarilo najst silu a ,pre-
klasifikovat sa“. Robert Slovak zo Slovak and Friends Agency v komunikacnych stratégiach
vyuziva poznatky kognitivne vedy a tvori inovativne kampane s dérazom na spolo¢ensku
zodpovednost. Uvadza, Ze: ,Mnohé znacky poclas pandémie urobili skok v ¢ase. Priniesli
iniciativy, ako zlep$it kvalitu Zivota ludi a urobit svet lepSim.” Odporuca, aby bola znacka
autenticka a pravdiva. ,Robte to Uprimne, nie kvéli trendu.” V rozhovore najdete aj zauji-
mavu myslienku v kontexte strategického riadenia: ,Dobra znacka ukazuje svoju velkost aj
tym, Ze sa dokaze spojit so svojou konkurenciou. Peknym prikladom je, ak sa spoja firmy, aby
hladali rieSenia na problémy, v ktorych sa v désledku krizy ocitli.“ Ivan Hulik z produkénej
agentdry Hitchhiker Films rozprava o tom, ¢o v reklame najlepsie funguje a pritom ,Stan-
dardny rozpocet na rozsiahlu produkciu méze byt naozaj rozsiahly. Kazda polozka je v fiom
dolezita ... Skusené oko vidi, ¢o je v projekte preinvestované, aka je jeho produkéna hodnota

pred kamerou a v postprodukcii.* V odpovediach si Citatel najde ramcové honorare ucinku-
jucich, ¢i predstavu o ¢asovej naro¢nosti produkcie reklamy. Andrea Kmetova tvori slogany
a kratke texty. Slogan by mal byt podla nej ,...kreativny, originalny a mal by byt dévtipny. No
zaroven by mal tiez dobre definovat hlavné posolstvo znacky, produktu alebo sluzby, ktoré
vasa firma ponuka.“ Je pritom presved¢ena o tom, Ze: ,Slova maju istl energiu a vibraciu.
Nie¢o znamenaju a reprezentuju. Sme nimi obklopeni. Kedysi sa kladol déraz viac na vizu-
alnu stranku, ale dnes slova nabrali na vaznosti a na sile.“ Slogan prirovnava k potraseniu
ruky, ked sa s niekym stretneme. Preto je dblezity. Jan Laurencik z marketingovej agentury
Basta digital vysvetluje, v om moéze lokalny marketing pomoct podnikom a ¢oho by sa mali
v ramci neho vyvarovat. Odporuca nastavit lokalizaciu distribu¢nych miest v Mapach Google
a viest aktualne informacie o charakteristike pobocky vratane otvaracich hodin a reakcii na
pozitivne aj negativne hodnotenia a spatnu vazbu od zakaznikov.

Obchod a marketing je témou Stvrtej kapitoly. O svoje skusenosti sa v nej podelili Michal
Vasetka, Matej Sucha, Martin Prodaj, Oliver Simko a lvana Bruteni¢. Michal Va3e¢ka ako so-
ciolég odpoveda na vyznam socioldgie pri ziskavani udajov o vyvoji slovenskej spolo¢nosti.
Diskutuje o tom, ¢o charakterizuje Slovakov, ako sa vyvija nasa spolo¢nost a ¢i sme ako
narod spokojny a Stastny. Pri ziskavani dat odporuca sledovat vysledky prieskumu Euroba-
rometer a nadeja sa, Ze by bolo prinosom, ak by sa sledovalo spotrebitelské spravanie za
dlh3iu dobu a realizoval sa longitudinalny vyskum. Matej Sucha z konzulta¢nej spolo&nosti
Mindworx odpoveda k téme nakupného rozhodovania. Bududcnost marketingu vidi v psycho-
l6gii a definuje rozdiely medzi marketingom a behavioralnou ekonémiou. Radi, Ze: ,Ziadna
znatka by sa nemala bat mysliet ,out of the box". Ak sa firma ponori viac do behavioralnych
pristupov, zisti, ze efektivne rieSenia ¢asto nemaju ni¢ spolo¢né s tym, ako sa rozhoduju [u-
dia.“ Odporuca pytat sa zakaznikov aké maju obavy a bariéry pri kipe produktov a nasledne
ich skamat. Takymto sp6sobom méze behavioralna ekondmia napoméct marketingu v praxi.
Martin Prodaj ako podnikatel a poradca odpoveda na otazku ako sa presadit na Amazone.
Ako zacat podnikat na Amazone? Odpoved je komplexna: ,Hovori sa, Ze ak sa chcete nieco
naucit, chodte k najlepSim. Ak chcete predavat na internete, chodte za najva¢simi. Amazon
je v tomto jednoznacna volba. Nepredavajte nieco, ¢o nikto nechce. Urobte si prieskum,
kolko a ¢oho sa na Amazone predava, dnes sa to da uz velmi lahko zistit.” K tomu, ¢i méze
byt Amazon konkurenciu aj pre lokalne e-shopy radi, aby si kazdy podnik budoval vlastnu
komunitu vernych zakaznikov. Ponukal im jedine¢né sluzby a zakaznicku starostlivost hoci
aj cez socialne siete. Oliver Simko je dizajnérom v Luducrafts $tadiu. Ako odbornik na ga-
mifikaciu radi vyuzivat zaujem ludi hrat sa hry v situaciach, ktoré by najradsej vytesnili zo
svojho zoznamu povinnosti. V kontexte marketingu to vidi jednoznacne: ,Ludia, ktori sa
spolu hraju, maju jednu spolo¢nu vec a tou je angazovanost. Hrou su ¢asto doslova pohlteni.
Pri hrani sa prestavaju vnimat ¢as, citia sa sebavedome, prezivaju zvedavost a rézne emacie,
ktoré mozu byt niekedy aj negativne. To, Ze sa to deje prave pri hrach, nie je ndhoda, pretoze
hry sa vzdy dizajnuju s nejakym zamerom.” Pri gamifikacii je potrebné reSpektovat cielovu
skupinu a gamifikacia by nemala pridavat ludom pracu navyse. Ivana Brutenic¢ je odborni¢-
kou na vyuzivanie LinkedIn. Odporuc¢a budovat osobnu znacku, pretoze podnikanie by malo
mat ludsku tvar. ,V3etci chcl vediet, kto stoji za zna¢kami, aké maju ludia za nimi pribehy.
Mali by sme byt dostatotne odvazni, aby sme ich zdielali, povedali, aki sme ludia, s kym
chceme spolupracovat a ako vieme inym poméct dosiahnut ich ciel. To klientov pritahuje
najviac.”

Posledna kapitola v knihe je venovana lokalnemu biznisu. Autorky k tejto téme oslovili Lu-
bosa Bednara, Denisu Gindlovu, Michala Repika, Inés Jurikovl a Andreja Gerstnera. Lubo$
Bednar z rodinnej firmy Frutia stoji za Uspechom Chutnych kytic, ktoré urcite poznate. Opi-
suje pribeh podnikania cez produktové portfélio, cenotvorbu, distribuciu, budovanie znacky

61



62

a marketingovu komunikaciu, ktoru uplatiiuju. Do podnikania odporuca vstupovat az po do-
kladnom premysleni podnikatelského planu, ale su¢asne nabada k odvahe. Denisa Gindlova
zalozila odevnu znacku Colour boom. Vysvetluje, ¢o ju viedlo k zakazkovému Sitiu a ako si
ziskavala lojalitu zakaznikov. Odporuc¢a nepodcenovat silu konkurencie a urobit si detailny
podnikatelsky plan ako prevenciu k netispednym investiciam. Co pre Uspe$nu podnikatelku
znamena jej znacka? ,Je to moje dieta, praca, ktora ma napliia a vdaka ktorej si plnim sen.
Znamena pre mna teplo domova, kedy sa pozeram na hory, tvorim a pritom ma to robi $tast-
nou.” Michal Repik je zo startupu Slowlandia. Vo svojich odpovediach zdovodnuje preco sa
snazia o ekologicky pristup v podnikani a maximalnu kvalitu svojich produktov. Zaujimavou
myslienkou je: ... menej je viac. Najhorsie je, ak chce znacka robit vSetko pre vsetkych
a nedokaze povedat nie. Slowlandia sa sustredi na svoje hodnoty, nechce sa uponahlat,
kra¢a pomaly a sUstredene sa drzi motta: ponahlaj sa pomaly.“ Inés Jurikova z Bielej Perly
rozprava pribeh rodinnej firmy na vyrobu produktov bielenia zubov. Pribeh o Uspesnom pre-
niknuti na polskom a slovenskom trhu, rebrandingu a spoluprace s influencermi. Odporuca
komunikovat so zakaznikmi priamo, pytat sa ich ¢o potrebuju. ,Ludia su vzdy vdacni, ak ich
oblubena znacka pocuva.“ A ¢o odporuca, ak predsa len urobime v chybu? ,Ak nedopatrenim
urobime chybu, vzdy sa za fu ospravedlnime. Nasi zakaznici to ocenuju, ¢o sa odzrkadluje aj
na predaji a vnimani znacky.” Andrej Gerstner z Pierre Baguette vysvetluje ako sa produkuju
chutné a zdravsie bagety. O tom, Ze sa to da sved¢i pozicionovanie znacky vo vztahu ku
konkurencii. Ako to robia? ,Spotrebitel vzdy potvrdi az pri finalnom produkte, ¢i mu chuti,
alebo nie. Potrebné data ziskavame aj prvotnymi ochutnavkami vyrobkov, ktoré su bez na-
zvu. VSetky novinky najprv ochutnavaju vybrani obchodnici, ktori velmi dobre vedia, ¢o im
v regali chyba a po ¢om je zo strany ludi dopyt. Stupa tiez trend veganskych a bezlepkovych
produktov, ktorych predaj sa zvysuje.” Jeho radou je robit v podnikani veci so srdcom, preto-
7e ak robime, ¢o nas bavi a napliia, neméze to byt nedspedné.

Detailnost spracovania tejto recenzie sved¢i o dobrom ¢itani, ktoré autorky pre Citatela
spracovali. Text je dobre $truktdrovany, vecny a lahko pochopitelny. Nie je zatazeny prilis
odbornym Stylom a ma skér zamer SirSiemu publiku predstavit ako funguje a méze fungovat
marketing lepsSie na pribehoch dobrej praxe. A zvolili si najjednoduchsi sp6sob ako o tom
presvedcit naSich marketérov. Su to priklady zo slovenského prostredia. Knih s podobnym
lokalnym zazemim je v nasich kontinach malo. Dakujeme za Marketing v praxi.

TEXT | DAGMAR WEBEROVA

SLOVNIK | DICTIONARY

DICTIONARY OF USEFUL

MARKETING TERMS

marketing orientation | marketingovd orientdcia Marketing orientation is the ability to
learn, understand, and adequately respond to customers.
Marketingovd orientdcia je schopnost ucit sa, porozumiet zdkaznikom a adekvdtne na ne reagovat.

marketing plan | marketingovy pldn The marketing plan details the strategy that a compa-
ny will use to market its products to customers.

Marketingovy pldn podrobne prezentuje stratégiu, ktoru spolocnost pouZije pri uvddzani svojich vy-
robkov na trh zdkaznikom.

marketing planning | marketingové pldnovanie
Co je to vlastne proces marketingového pldnovania?

What exactly is a marketing planning process?

marketing policy | marketingovd politika
sponsible marketing.
Ich marketingovd politika zahrria aspekty zodpovedného marketingu.

Their marketing policy includes aspects of re-

marketing research | marketingovy vyskum
of single mothers.
Robili prieskum trhu o ndkupnych zvyklostiach slobodnych matiek.

They did market research on the buying habits

marketing researcher | marketingovy vyskumnik
sibilities?
Aké su povinnosti marketingového vyskumnika?

What are a marketing researcher respon-

marketing resource management (MRM) | sprdva marketingovych zdrojov Marketing re-
source management, or MRM, is the software infrastructure that supports marketing operations.
Sprdva marketingovych zdrojov alebo MRM je softvérovd infrastruktura, ktord podporuje marketin-
gové operdcie.

marketing services | marketingové sluzby —— That company provides marketing services to
firms across the U.S.
Tdto spolocnost poskytuje marketingové sluzby firmdm po celych Spojenych Stdtoch.

marketing strategist | marketingovy stratég Our marketing strategist analyzes data to de-
termine the best way to allocate re-sources to grow revenue and profits.

Nds marketingovy stratég analyzuje udaje s cielom urcit najlepsi spdsob alokdcie zdrojov na zvysenie
vynosov a ziskov.
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marketing strategy | marketingovd stratégia A marketing strategy refers to a business's
overall plan for reaching prospective con-sumers and turning them into customers of their pro-
ducts or services.

Marketingovd stratégia predstavuje celkovy pldn podniku na oslovenie potencidlnych zdkaznikov
a ich premenu na zdkaznikov svojich produktov alebo sluZieb.

marketing tendencies | tendencie v marketingu There are new marketing tendencies, con-
cerning digital marketing and Al involve-ment, companies cannot ignore.

Spolocnosti nemdzu ignorovat nové marketingové tendencie tykajuce sa digitdlneho marketingu a za-
pojenia Al (umelej inteligencie).

marketing tool | marketingovy ndstroj
others might be new to you.
MozZno pozndte jeden alebo dva marketingové ndstroje, iné by pre vds mohli byt nové.

You may be familiar with a marketing tool or two,

marketing trainee | marketingovy praktikant, stdZista
tal marketing trainee.
Hladdme vdsnivého praktikanta pre digitdlny marketing.

We are looking for a passionate digi-

marketing traineeship | marketingovd stdz
tion to digital marketing for aspiring marketers.
Nasa marketingovd stdz ponuka zacinajucim marketérom tvod do digitdlneho marketingu.

Our marketing traineeship offers an introduc-

marketing trainer | marketingovy skolitel’
Je nadsenym Skolitelom digitdlneho marketingu.

He is an enthusiastic digital marketing trainer.

marketing training | marketingové skolenie
companies and organizations.
Nasa institucia poskytuje marketingové skolenia pre spolocnosti a organizdcie.

Our institution provides marketing training for

marketing translation | marketingovy preklad
on of text as well as the right marketing message.
Marketingovy preklad zahfria preklad textu ako aj sprdvny marketingovy odkaz.

Marketing translation involves the translati-

marketing trend | trend v marketingu Discovering the latest marketing trends will help
your business thrive in this age of innovation.

Objavovanie najnovsich marketingovych trendov pomdZe vdsSmu podnikaniu prosperovat v tomto
veku inovdcir.
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