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TEXT | MARGARETHE UBERWIMMER, ROBERT FUREDER, PRISPEVKY | CONTRIBUTIONS
CHRISTINA ROITINGER

CREATING VALUE FOR

THE CUSTOMER WITH INDUSTRIAL
SERVICES: SELLING INDUSTRIAL
SERVICES IS NOT A MATTER

OF PRICE

According to the ESIC (European Service Innovation Centre) report, the Upper
Austrian region is characterized by a strong manufacturing sector where service
innovation driven transformation represents an inevitable step forward and

is thus used as a large-scale demonstrator for the dynamic and broad impact
of service innovation. The pricing of industrial services is a vast topic and
difficult due to the complex parameters of services but represents one of the
issues when talking about industrial services. As the Austrian region with high
export rates and a broad international business presence, this paper focuses
on companies in Upper Austria when elaborating on the importance of pricing
regarding different value oriented services. Moreover, the paper emphasizes
on general parameters that are important in the field of industrial services.

In order to receive a more profound knowledge about the topic the authors
worked closely together with the industry. A qualitative study conducted with
five Upper Austrian companies highlights the challenges as well as the most
important parameters and dynamics when actively selling additional services
in the manufacturing industry. 51in-depth interviews were carried out with
sales employees, customers and experts from the respective companies. The
results suggest that there are certain value dimensions which have to be taken
into account for the successful delivery of industrial services. From a sales
point of view price is the most important factor. However, this contradicts the
common view of customers who rather base their choice on the aforementioned
value driven aspects. Customers are more long-term and relationship oriented.
Hence, the value benefits should be the main communication message towards
the customer, and sales staff has to be trained accordingly.

1Introduction

Industrial services have always been an important part of com-
panies’ value chains and thus subject to many strategic decisions. They are also one
of the differentiation possibilities when markets are saturated and customers are
believed to base their decisions up to a certain extent on intangible aspects. Firms

moved away from short-term success strategies to building up long-term relation-
ships with suppliers (Ulaga and Eggert 2006).

Gitzel et al. (2016) define industrial services as “activities directly supporting a
customer’s value creation by positively influencing their industrial production pro-
cesses.” In this paper knowledge-intensive industrial services are defined as servic-
es which are provided and developed by manufacturers of industrial equipment and
marketed to industrial clients. They may or may not be provided in relation to or
in conjunction with industrial goods and the various phases of the asset lifecycle.
Thus, industrial services can be classified into pre-purchase, at-purchase and after-
sales services (Homburg and Garbe, 1999). Knowledge-intensive services seek to fa-
cilitate the customer’s life through process optimization and the embedded rise of
efficiency and effectiveness. Hence, the definition entails diverse industrial servic-
es like installation and commissioning, maintenance and repair, refurbishment and
recycling services, trainings, hotline, machine and usage demonstrations, as well as
support and troubleshooting. Furthermore, value-added services comprise activities
such as condition monitoring, predictive maintenance, advanced diagnostics or as-
set and fleet management.

The region of Upper Austria provides an example of a driving economy where
services and the transformative power of service innovation have yet to realize their
full potential. Specialization in medium-tech to high-tech manufacturing makes Up-
per Austria the nation’s most export-oriented region. However, Upper Austrian man-
ufacturing industries are facing increasing challenges as a result of globalization
and corporate mobility, therefore looking towards knowledge-intensive services as a
way of sustaining the competitiveness and economic growth of the region represents
a driver of economic transformation (European Commission 2016). As mentioned
earlier, industrial services range from maintenance and spare parts management
to technology-focused services up to the handling of entire processes for clients in
full service contracts. Despite all the involved potential industrial service is still a
neglected topic in research. As a result, there is still a lack of methods, standardiza-
tion and suitable approaches to successfully utilize the full service potential. Despite
the country’s relatively good performance in manufacturing, it is also apparent that
the development of knowledge-intensive services in Upper Austria is lagging behind
the rest of Europe. Opportunities to transform existing manufacturing strongholds
and their traditional pricing strategies through service innovation are not being ful-
ly realized (ESIC 2014). The growing consensus in the manufacturing industry is that
knowledge intensive services represent a necessary step forward and have the po-
tential to upgrade the traditional economic industry into a more productive, com-
petitive and value-added business. There is a growing need to assess, analyze and
demonstrate what impact knowledge intensive services can have on a company seek-
ing to change to a service provider and to understand its potential when it comes to
future competitiveness (ESIC 2014).

Carefully designed price levels regarding industrial services are a factor when it
comes to customer satisfaction and is an important point in supplier-buyer relation-
ships. Pricing has the power to attract and capture market demand and seen from the



supplier’s perspective designing appropriate pricing is a key factor for business suc-
cess. Moreover, it is vital when it comes to the optimization of a product’s or service’s
true worth (Yeoman 2004). Yet, it was identified that there is a lack of knowledge when
it comes to how industrial services should be priced in particular. Industrial servic-
es differ from products in a number of fundamental ways including intangibility,
heterogeneity, perishability, inseparability, the critical role of employees in customer
contact, and the need for a more extended marketing mix. These differences hold im-
portant implications for the development of pricing programs (Kostis 2009).

In contrast to the consideration of prices being an important factor in suppli-
er-buyer relationships, Ulaga and Eggert (2006) pointed out in their study that price
shows the weakest potential for differentiation. They indicate that relationship bene-
fits display a much stronger potential for differentiation than do cost considerations.

Another issue to be considered is the finding of Ulaga and Eggert (2006) stat-
ing that supplier managers mainly focus on price as the key indicator of a successful
supplier-buyer relationship whereas customers put more focus on the supplier’s ca-
pacity to offer a fair market price. According to their findings, customers were hes-
itant to overemphasize on the price issue as a cheaper offering can always be found.
Thus, the customers were searching for a supplier which is able to support the cli-
ent’s respective business needs and supply at a good price, passing cost savings on to
customer. These findings indicate that there is a disparity of internal (supplier) and
external (customer) price perceptions and that consumers actually show only a mod-
erate interest in prices of goods purchased (Ulaga and Eggert 2004).

This point of view is shared by Hinterhuber (2004) who highlighted that manag-
ers have a general tendency to believe that price is an important issue for customers
whereas customers are frequently unaware of prices paid and that price is considered
of being one of the least important purchase criteria. This common misconception
can be crucial and leads to companies losing potential profits by frequently making
price concession.

Neither one of the aforementioned research studies focused on the different
price perceptions when it comes to industrial services for b2b customers. Going deep-
er into this topic, one goal of the underlying research study is to find out if there is
a different understanding or considerate inconsistencies of price levels in supplier-
buyer relationships regarding industrial services of manufacturing companies in
Upper Austria. Hence, the following research question had been developed:

RQ1: What is the perception of price levels of industrial services from an out-
side and inside perspective?

A pricing strategy based on customer values helps in maintaining and expand-
ing existing clientele by offering high quality prestigious services, with the outmost
goal of financial prosperity on the long run. Despite the fact that many companies
claim to have the objectives of building long-term relationships with their custom-
ers, this is not always fully apparent in their service offerings. Services require a
thorough understanding of how to help customers receive value. Anderson et al.
(1993) define value in business markets as [...] “the perceived worth in monetary units
of the set of economic, technical, service, and social benefits received by a customer

in exchange for the price paid for a product offering, taking into consideration the
available alternative suppliers' offerings and prices.”

This definition indicates that also services can and should be translated into
monetary terms in order to make the benefits of an offering visible to the customer.
Also Terho et al. (2011) mention the importance of the visualization of value and the
translation of customer benefits into monetary terms. Moreover, customer-perceived
value can also be regarded as the difference between perceived benefits acquired and
the perceived sacrifices made by a customer (Flint, Woodruff and Gardial 1997). These
aspects of the value concept in general can be easily transferred to value in line with
industrial services.

From an academic point of view, differentiation in business markets includes
a value-based perspective which should not be disregarded (Ulaga and Eggert 2006).
Despite the positive effects of providing customer value, many suppliers simply add
layer upon layer of services to their offerings instead of tailoring their industrial ser-
vices to customers’ individual needs. Simply said, many suppliers are missing out on
opportunities to win, retain, or increase the significance of their offering to the cli-
ent’s business. It was found that some suppliers provide customers with more ser-
vices than they actually need at prices that sometimes do not necessarily reflect the
value of those services to the customers. The problem at this point is that companies
are not aware of the real value for the customer and many do not determine the nec-
essary aspects and dynamics. Nevertheless, knowing the value drivers for specific in-
dustrial services can help a company to effectively design the offers and thus, make
more profit. Therefore, the resulting research question for this paper is:

RQ2: What are the main “value dimensions” of successful service delivery?

Austria’s economy features a large service sector but many industrial compa-
nies face problems with the identification of the value drivers of their services and
the different price level perception. Besides, the sales of the services, the interna-
tional marketing and the strategic service management are often challenging. Addi-
tional difficulties occur with the integration of services in the organization and the
establishment of a service culture. In order to identify and address those problems
gaining further practical insights concerning the value of knowledge-intensive ser-
vices and their pricing was indispensable.

2 Methodology
basis for a qualitative research study. Qualitative research was chosen as it was seen

This paper is based on a literature review which served as the

to provide in-depth insights into the world of industrial services.

The focus of the underlying research was put on the region of Upper Austria as
it has a strong manufacturing sector. The manufacturing industry provides a vast
variety of industrial services hence many manufacturing companies face the afore-
mentioned challenges. In the scope of the project, called ServPrice, the University of
Applied Sciences worked closely together with five Upper Austrian manufacturing
companies which represent a convenience sample.

The time frame for the implementation of the project was October 2015 to De-
cember 2016. Research was conducted following several steps. As a starting point sev-



eral workshops with management representatives were carried out in cooperation
with the partner companies in order to specify the industrial services taken into
consideration for this study. Secondly, various expert interviews were conducted in
order to get a better overview about the different service dynamics. The experts in
this case were service technicians who had a great knowledge in their specific field.
The identification of the sample was led by judgmental selection.

Following this step, two interview guidelines, one examining the internal
(company) view and one focusing on the external (customer) perspective was created
in cooperation with the respective participating firms. In order to adequately answer
the research questions both internal and external perspective had to be taken into
consideration. The interviews were carried out using an in-depth approach in order
to receive deep knowledge and understanding of the topic under study. In-depth in-
terviews with sales people describe the internal view of value drivers and price level
perception. In order to assess the external view of industrial services several clients
were selected by the partner companies and the in-depth interviews were carried out
according to their selection. The corresponding interview guideline was structured
as follows:

| Discussion of existing services.

| Value of the services offered.

| Loyalty towards services.

| Services of competition.

| Service innovation.

| Perception of overall service quality.

The interview guideline for the evaluation of the internal perspective included an ad-
ditional section in order to assess the sales dimension of industrial services.

The questionnaire was a combination of open questions and performance
assessment questions (e.g. “How would you rate the general service quality on a scale
from one to five? One being the best, five being the worst possible grade.”). The inter-
views were either carried out via telephone or face-to-face and had all been record-
ed, transcribed and analyzed. The analysis was made with the MaxQDA software and
a relevant coding list. In total 51 interviews were conducted - among them 24 cus-
tomer interviews, 13 interviews with sales people and 14 expert interviews. Thus,
the number of respondents for both internal and external perspective was well
balanced. Due to the international approach of the responsive partner companies
several nationalities of the interview respondents were represented, including Aus-
tria, Germany, Switzerland, United Kingdom, United States of America, Chile and
Mexico.

3 Findings The preceding research provided an analysis of five Upper Aus-

trian companies and their service offerings of knowledge intensive services. Based
on the insights gained from in-depths interviews, various conclusions relating to
the value of industrial services and their potential to transform local industries had
been made. Besides securing local firm's competitive advantage, industrial services

also create opportunities for directly addressing some of Upper Austria’s challeng-
es mentioned earlier. In this context, a number of dimensions, when it comes to us-
ing services to create and capture more value and better fulfil consumer demand,
were identified.

To begin with, industrial services are vital for manufacturing companies as
their lack might be harmful for the b2b customer’s daily business and success. For
example, without proper and regular maintenance service a machine might break
down. Those breakdowns are risky and might cost customers a lot of time, not to
mention the tremendous costs involved.

“The service is the thing to buy a machine because everybody wants to buy a
machine and to have the machine running the service is the main part or the main
thing to deal with. “

,No company these days can afford a breakdown of a machine - they are the
heart of a company.”

These statements highlight that industrial services as such constitute a signif-
icant value for the customer which can and should be expressed in monetary terms
in order to make its effects clearly visible to the customer. In the scope of the re-
search project several aspects or requirements of industrial services were mentioned
continuously. As a result, those requirements were summarized into three general
value dimensions which are important for the successful delivery of superior indus-
trial services.

4 Value dimensions for successful service delivery
consistently described a set of various value-creating aspects which were summa-

Research participants

rized into three overall dimensions: performance, expertise and personal interac-
tion. Those dimensions consist of various factors which are important regarding the
successful service delivery in b2b industries. In this section those three value-creat-
ing dimensions are presented.

4.1 Performance

The first dimension is related to the implementation of in-
dustrial services and highlights some key aspects in order to achieve superior service
performance. Those aspects are hence creating value to the customer. The perfor-
mance dimensions consist of three elements.

The first element is reliability. Reliability refers to a supplier’s ability to deliv-
er consistent performance levels over time. This element is also a lot about trust and
the feeling of security which are both a key factor in supplier-buyer relationships.
Thus, reliability is closely connected with the customer’s contact persons. A custom-
er firm needs to know that whatever problem or emergency there might occur, that it
can rely on the supplier and the respective contact persons in order to have the prob-
lem fixed in the least amount of time. This it is referred to as the element of availa-
bility and flexibility of the service delivery, meaning amongst other aspects a 24/7
service or “trouble shooting” in case of emergency situations.

“I know in the past that [24/7 hotline service] is very important. It is essential
that we have support on the phone when something happens |[...]"



“Trouble-shooting is one big and the best argument we have. We never leave you
alone and anytime the machines are running we are working. Any time, any moment
you have a problem we will find a solution.”

»Service [...] that means a quick identification, short delivery times, flexible as-
sembly, adequate customer support, and the reliability of the contact person or ser-
vice technician - that is most important.”

Furthermore, trust and reliability also go hand in hand when it comes to the
delivery of certain goods or spare parts. Being indispensable for the smooth opera-
tion of everyday business, the disposability of spare parts represents one of the most
essential services a supplier can offer.

“If you have good support on the spare parts, it's a wonderful machine if you
don’t have support in spare parts it is not a good machine.”

A high level of availability and the accuracy of the set of spare parts are among
the most important factors thereof. Furthermore, service technicians have to do
their work in a highly accurate way in order to avoid failures and breakdowns.

“And they should be able to give a service and the staff needs to be competent.”

This also includes a clear documentation and a certain level of transparency.
Hence, accuracy of the service delivery in general can be seen as the subsequent ele-
ment of the performance dimension. Moreover, service providers have to convey se-
curity and availability and dispel fear of quality loss.

4.2 Expertise Access to a supplier’s technical expertise was viewed as highly
valuable by the customers. Understanding a customer’s business or at least making
the efforts to do so can be seen as the first element in the expertise dimension. Al-
though the term also includes the technical skills and knowledge of a supplier the ac-
tive sharing of the knowledge and the willingness to get involved into the customer’s
processes are the aspects that actually create value to the customer firm.

(-.) the industries we come from are completely different compared to the mar-
ket of [the supplier] Because they know a lot about recycling and they have a lot of ex-
perience about that, but in regards of mining, what is actually the core business for
us - we show more experience. (..) But between our technical department and their
technical department we found a solution to improve the performance of the ma-
chine and it was a really nice experience.

“We usually build the machine with the optional equipment special for each
customer. That means the customer gets the right machine for the right price and
without paying for something extra that he is not using.”

Moreover, by handing over certain services (such as installation of certain
parts or the application of varnish) to the supplier (outsourcing), the customer can
benefit from the supplier’s knowhow and experience as well as reduce own costs and
expenditure of time.

“In general they provide us with the suitable vanished parts, because then we
have the least efforts. If we would have to do the varnish in-house there would be a lot
of time and money issues involved.”

Supplier expertise is also about proactive suggestions (consultation) and provi-
ding the customer company with recommendations for improvement of operations.

“You need to show how the customers reduce costs, how they can produce with
this and in the end it means more money for the customer company.”

Consultation goes hand in hand with the element of “understanding a custom-
er’s business”. Furthermore, consultation includes the aforementioned importance
of showing the customer the actual monetary benefits when using the service offer-
ing of a supplier.

A supplier’s thorough understanding of a customer’s operations and a long-
standing experience with a customer’s products created opportunities for suppliers
to add value in the improvement of existing products through service offerings.

“We are currently doing the expansion and the renewal of the machines with
[company]. We again decided to work for them because they are a long-standing part-
ner of us and they were always eager to improve our situation. They are a good and
reliable partner.”

Long-standing and personal business relationships were a big topic through-
out the interviews. Thus, the following dimension focuses on interpersonal interac-
tions between supplier and customer.

4.3 Personal interaction

Industrial services can be seen as a driver of person-
al interaction in supplier-buyer relationships. The respondents highly valued a sup-
plier’s responsiveness which is the seller’s readiness to address customer’s concerns
and show commitment.

“The most important thing is to show the client that you support him. The wor-
st thing is when a customers’ machine breaks down because it costs the client a lot of
money. That is why physical presence of the supplier is crucial.”

Suppliers add value to a service offering by taking efforts and showing dedi-
cation to help the customer as much as possible. This also includes high availability
and a quick response rate.

“It is great to work with [company] and we also appreciate the special treatment
we get and that we can keep the link with Austria.”

“The most important thing is to stay close to the customer.”

“Everybody wants to have a quick response. Right now everybody wants to have
easier and quicker responses from anything they need to have.”

Going deeper into the different dimensions of industrial services, more at-
tention should be paid on trainings and seminars. The aforementioned factors of
trust and commitment play an essential role when it comes to trainings as they pro-
vide a unique chance for companies to actively build relationships with the customer
and help the customer to efficiently use the machine. Trainings can be operator and
technical trainings, train-the-trainer courses or any related offerings. Thus, train-
ings serve as an important tool for suppliers to build interpersonal bonds.

“The customers go to Austria also to strengthen the relationship with the sup-
plier and the people there. [..] The customers see the faces of who to talk when there
is a problem. So that's very good because we come like a family. So my customers are
more comfortable buying this machine and a few of them already bought the second
machine - not only due to the training but due to the relationship that they feel.”



“Training is none the worse for being offered. And when it is offered it will be
used. During trainings you can do a lot and you get to know people. So they have a
great value.”

The development of relationships at an individual level was held in high regard
and there are numerous examples during the interviews regarding value creation
through personal interaction.

Developing interpersonal bonds improves problem solving and communica-
tion and leads to a better understanding in business relationships. These benefits
were regarded as contributing to the growth of a relationship as such. As mentioned
earlier contact with the suppliers personnel like service hotline, service techni-
cians, sales people, etc. is a key factor for strengthening interpersonal ties. Nev-
ertheless, personal interactions should be done with caution as those interfaces
include all different kinds of people which provides an area for certain pitfalls and

misunderstandings.
Value dimensions for successful service delivery
PERFORMANCE EXPERTISE PERSONAL INTERACTION
- Reliability - Outsourcing - Responsiveness
- Availability and flexibility of - Understand the custometr’s - Interpersonal bonds
service delivery business
- Accuracy of service delivery - Consultation

TABLE 1: VALUE DIMENSIONS FOR SUCCESSFUL SERVICE DELIVERY; SOURCE: AUTHORS

10

All of the three dimensions should be in harmony in order to achieve superior ser-
vice delivery for b2b customers.

Summarizing, it can be seen that all the elements in the certain dimensions
are related and interconnected. Some of them overlap in certain points and most
of the elements influence each other to some extent. The reliability dimension can
be seen as the core requirement for a well-functioning b2b business relationship.
Without the identified elements of reliability, availability, flexibility and accuracy
successful service delivery is in danger. “Expertise” and “Personal Interaction” on
the other hand show potential for vendors of industrial services to “stand out of the
mass” of suppliers and add substantial value to the customers’ business.

The results of the interviews suggest that relationships are a key factor in buy-
er-seller relationships and show great potential for differentiation.

4.4 Strong relationships One of the most significant insights is that industri-
al services are vital when it comes to long-term customer relationships and contin-
uous business success. If carried out appropriately and carefully industrial services
provide the chance to increase and strengthen long-term customer relationships. It
was found out that customers highly appreciate close business relationships includ-

ing familiarity with contact persons and service technicians which requires a low

internal turnover rate. Familiarity and a good relationship are the basis for mutual
trust among business partners and add value to cooperation.

A recurring theme in the interviews was how buyers' willingness to pay more
or less for different supplier brands seemed to be driven by different types of re-
lational associations. Trustworthiness was one consistently appearing association,
and this statement explains how trust and commitment can be displayed:

“It was about how they asked about all our processes - they wanted to know ex-
actly what we need and there was a big team behind. It was not just a sales person
who tried to sell us something. We felt very well-advised and comfortable because we
could discuss everything on another level.”

Commitment is usually conceptualized as a desired outcome of successful cus-
tomer relationship, principally equivalent to customer loyalty (Moorman et al. 1992).
Responsiveness appeared to be a very important way of demonstrating commitment,
or signaling the absence thereof:

“Our wishes and needs were not really taken into account”.

Mutually important though for a significant number of interview respondents
was the personal, human contact:

“If a customer spends three or four hundred thousand Euros on a machine
to give them a warm comfortable feeling that the company they're buying from is
credible, professional, and they get a real good impression when they meet the peo-
ple there. That's when a customer can go away and make that sort of buying decision
"yes, this is a product that I want to buy".

The declaration “to put a face behind the name” also occurred more than once
and undermines again the importance of personal contact:

“The customers have to know that there are people on the other side of the
world. That there are people in Austria that can help them with anything they want
to know. That they know who is the people in the company are [..] so they know it is
a human company. It's not like you buy the machine and you know nothing about
the supplier. Visits are very good for us because customers know that we as a suppli-
er have a face.”

“Icertainly think that it is an aid for the customer. I think it puts a face behind
the names. It puts a face behind the company. It makes it more personal. At the com-
pany we like to think that we're very approachable, and I think that's probably the
key thing that the company does very well, that they're very open and approachable
in that respect.”

“The most important thing about a supplier is that you know him personally.
Because when I call I want to know to whom I am talking to and that I know that it
works - that is the ultimate thing.”

,The competition does not have the same experience, the same values that
company XY has for us due to the longstanding cooperation.”

,The most important thing is not to lose customer proximity and the active co-
operation with the client.”

“We have a close relation with XY because we know people from XY for a long
time.”
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All those statements show that good relationships set the path to customer
loyalty and hence lower client’s price sensitivity. Loyalty is generally believed to be
related to profitability. As loyalty increases, the threat of competitive actions is re-
duced and therefore, loyalty is generally believed to contribute to a positive market
performance. Customer loyalty can bring increased revenue for the firm since loyal
customers are willing to pay more for the product and service of a provider that they
are attached to. In other words, loyal customers pay a price premium for their pre-
ferred service provider which results in extra revenue for the seller (Papassapa 2009).
The view that price premium is an outcome of service loyalty is also supported by
De Chernatony and McDonald (1998), who state that firms with more loyal customers
have the ability to command higher prices. Relationships built on trustworthiness
and cooperative information exchange signal commitment and responsiveness and
have a positive impact on buyers' willingness to pay for a service. Commitment is one
term that can be used to capture loyalty which is evident in this answer of a salesper-
son on the question why service is key in customer relationships:

“We never leave you alone and anytime the machines are running we are work-
ing. Any time, any moment you have a problem we will find a solution”.

A customer mentioned: “Something can go wrong that is not on the topic, I
can understand that. Nevertheless, you stay on your chair and do everything for the
customer.”

This statement highlights that even if failures occur, a supplier showing the
appropriate level of commitment and who is aware of the significance of a problem is
more valuable to the customer as such. This was also highlighted in the interperson-
al relations dimension under the element of “responsiveness”.

4.5 Price perception In order to answer RQ1, a closer look on different price
perceptions was essential.

Prices are as closely connected to services as they are to goods. As discussed
earlier the difficulty in pricing of services should not be overlooked. Nevertheless, it
was found out that the price as such is of secondary importance to most customers
whereas the perceived value of services is critical.

This is evident in this buyer's answer on the question why they chose a more ex-
pensive supplier over less expensive one:

“When we had problems they were always eager to solve them as soon as possi-
ble and they were always there to find a solution for us.”

Another client answered to the same question:

“They are very responsive and responsible of failures. Compared to other
brands they are quicker to give answers, fix problems and, yes, they don’t hide away.”

Contrary to this, the sales force seems to focus its arguments mainly on price
factors and value aspects seem to be neglected:

“The competition is cheaper”, “Sometimes it is only about the price”, or “We
have to focus on the price. It depends on how expensive that will be”.

Many perceive additional industrial services as difficult to sell.

“Services are hard to sell because the client does not want to pay for it.”

Another sales person states the following:

“Services are hard to sell because it is hard to put a service into words. A ser-
vice just proves itself during its realization.”

The discrepancy between the perception of sales people and customers was ev-
ident when analyzing the different statements of customer groups and sales groups.
As mentioned before, salespeople often focused on the high prices of their quality
services as an obstacle whereas customers focused their arguments mainly on value
factors, like fast availability, expertise, responsibility or reliability. Whilst salespeo-
ple stated that prices in general are too high, the connection between premium ser-
vice and premium prices appeared to be more discernible for customers.

“Let’s put it like this, the price-performance ratio is essential.”

Thus, it can be said that customers are willing to pay premium prices lest their
benefits are obvious and the service is indispensable for their business success. If
a company can ensure its customers certain conveniences, customers often do not
hesitate to invest in the tendered service.

5 Pitfalls in the sales of services When it comes to the sales of services as

such, most problems occur due to various lapses in the sales process. One of them
is that sometimes sales people do not give the client enough reasons and clearly de-
fined arguments on why they should buy a certain service. The sales force rather fo-
cuses on selling per se than on the actual need of the customer and how the service
has the potential to satisfy that need. During the study it was found out that very of-
ten sales people and customers do not communicate on the same level and the client
often does not understand the arguments of a salesperson.

“It is a big package and as a client you often do not get an answer on how to
properly adopt it; or about transparency - that it is easier and cheaper and for the cli-
ent to handle.”

Thus, little transparency and comprehensibility and a lack of pro-arguments
in general lead to poor sales performance of industrial service. Yet, sometimes prob-
lems have deeper reasons. Some companies give higher rewards for selling products
and there is only little or no reward for the sale of services. An example for that would
be a truck company who gives its salespeople a remuneration for selling a new truck
but not for the refurbishment of an older vehicle although the refurbishment service
might ensure acquisition and be more beneficial for the customer.

,However, I do not actively communicate a refurbishment to the customer. It's
more about selling new vehicles.”

Some services are just seen as necessary add-ons and not all firms recognize
or exploit their full potential. At times there are no clear guidelines on how to or-
ganize hybrid sales of product and services. The combination of packages is often
complex and time consuming and thus, all these aspects cause insecurity and little
willingness to put effort into the active sales of services. Hence, sales processes need
to be changed in order to transform the sales force into active value merchants of a
company.
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6 Conclusion

Summing up, it can be said that knowledge intensive services
in the Upper Austrian manufacturing industry represent a necessary step towards
higher productivity and competitiveness. Due to their special characteristics they
can and should be actively used when strengthening relationships with b2b custom-
ers. The findings of the project support this approach and the results showed a close
connection between a good, profitable, long-term business relationship and the ac-
tive involvement in customers’ day to day business through knowledge intensive ser-
vice offerings. A set of dimensions and their respective elements shall be considered
in order to successfully deliver industrial services. Those dynamics comprise, but
are not restricted to performance, expertise and personal interaction. Familiarity
and a good relationship are the basis for mutual trust among business partners and
add value to cooperation. Responsiveness, competence, customer proximity and pro-
active suggestions are important for customers in order to build trust. Relationships
built on trustworthiness and cooperative information exchange signal commitment
and responsiveness and have a positive impact on buyers' willingness to pay for a
service. These dynamics also hold important implications for the development of
pricing programs. When it comes to pricing per se, the different price perceptions of
salespeople and customers have to be taken into account. For sales employees price
is the most substantial factor when it comes to services whereas customers rather
focus on the aforementioned value elements. This means by focusing on value ele-
ments and dynamics during the pricing process, firms can achieve higher profitabil-
ity and revenues. Certain pitfalls regarding the sales of industrial services have to be
taken into account in order to transform the salespeople to value merchants. Besides
securinglocal firms’ success and competitive advantage, industrial services also cre-
ate opportunities for directly addressing some of Upper Austria’s challenges. In this
context, focusing on the development on effective knowledge intensive services can
positively influence a manufacturing regions’ successful transformation to a more
innovative environment.

7 Limitations and outlook In this study there are several sources of uncer-
tainty to take into consideration.

Firstly, it has to be clearly pointed out that the findings from the qualitative re-
search are not representative of a population. Only Austrian companies from a spe-
cific federal region were examined. Furthermore, the project was carried out based
on a limited time frame and hence, the results are contingent on momentum. Taking
those factors into account, the interpretation and application of the findings have to
be judged in the light of limited generalization of this research.

Secondly, this paper dealt with the industrial service values and benefits of
clients from Upper Austrian companies in addition to the opinions concerning the
topic of the respective salespeople. Although the research participants had differ-
ent nationalities the study did not, however, consider intercultural aspects. Whether
certain intercultural characteristics would influence service aspects is something
requiring further examination. With intercultural dimensions being highly under-

researched regarding industrial services, further research on the underlying factors
is therefore recommendable.

Finally, one has to consider, that translations and language difficulties during
the interviews and while transcribing them bears the risk of misinterpretations or
mistranslations.

For future implications it is important to point out the necessity of appropri-
ately trained sales staff. As mentioned earlier the sale of services requires a specif-
ic set of arguments and due to their intangibility the values and benefits of services
have to be pointed out thoroughly. Thus, adequate and tailored training of the sales
force is of utmost importance for industrial service providers. In order to ensure
sales, appealing incentives should be offered for high achieving sales both in- and
outside national borders. Furthermore, new business models are needed for foreign
international markets. What works within a country might not work in other mar-
kets and with increased globalization it is difficult to retain service quality. Fast
paced, reliable service deliveries and their accompanying intercultural challenges
are of utmost importance in our globalized economy and require careful further
attention.
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Résumé

Vytvdranie hodnoty pre zdkaznika s priemyselngmi sluzbami: Predaj priemyselngch sluZieb nie je zdle-
Zitostou ceny

Podla sprdvy ESIC (European Service Innovation Centre) je region Horného Rakiska charakterizovang silngm virobngm sektorom,
v ktorom transformdcia spdsobend inovdciou sluZieb je nevyhnutngm krokom vpred, a preto sa pouZiva ako rozsiahly demonstrdtor
dynamického a Sirokého vplyvu inovdcii sluZieb. Stanovenie cien priemyselngch sluZieb je tazké pre komplexné parametre sluZieb, ale
predstavuje jednu z otdzok o priemyselnych sluzbdch. Ako rakdsky region s vysokgmi mierami exportu a Sirokou medzindrodnou ob-
chodnou pritomnostou sa tento ¢ldnok zameriava na spolocnosti v Hornom Rakdsku pri vypracivani déleZitosti ocefiovania réznych
sluZieb orientovanych na hodnotu. Okrem toho zdGrazriuje vSeobecné parametre, ktoré su déleZité v oblasti priemyselnych sluZieb. Na
ziskanie hlbsieho poznania tejto témy autori tizko spolupracovali s priemyslom. Kvalitativna Stidia s piatimi spolocnostami zd6raz-
fiuje vijzvy, ako aj najdéleZitejSie parametre a dynamiku, v pripade predaja dalSich sluZieb vo vijrobnom priemysle. Bolo vykonangch
51 hibkovijch rozhovorov s obchodnimi zamestnancami, zdkaznikmi a odbornikmi z prislusngch spolocnosti. Vijsledky naznacuji, Ze
existuju urcité dimenzie hodnét, ktoré mozno zohladnit pri tispesnom poskytovani priemyselngch sluZieb. Z obchodného hladiska je
to najddleZitejsi faktor. To vSak odporuje spolocnému ndzoru zdkaznikov, ktori vychddzaju z ich vyssie uvedengch aspektov. Zdkaznici
st dlhodobejsie orientovani na vztahy. Hodnota vijhod by mala byt hlavnou komunikacnou sprdvou pre zdkaznika a predajng perso-

ndl musi byt zodpovedajticim spésobom vyskoleny.
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THE HIDDEN IMPACT
OF WORD-OF-MOUTH:
A SYSTEM DYNAMICS APPROACH

The method of System Dynamics is applied to study the impact of word-of
mouth on sales over time. Five simulations (or experiments) are run under
different assumptions. The outcomes show a significant leverage effect of
WOM: Depending on Customer Involvement, Product Life Cycle and Customer
Satisfaction, the market development of a New-Product-Introduction

varies between 11.0 and 59.3 percent, the contribution of Classical
Advertising ranges from 18.0 to 75.0 percent, and the contribution of WOM
from 25.0 to 82.0 percent at the end of the time series. Possible insights

for practitioners as well as scholars are discussed. WOM can be the decisive
factor for both business success or failure when introducing a product into
a market which calls for more attention of WOM in the daily business agenda.
Furthermore, the model highlights the importance of various influences

of WOM under different conditions which may support decision makers

in planning their communication investments and in allocating

their communication budgets wisely under these varying conditions.

1 Introduction

One of the main functions of communication is to give both,
the individual and the group, a low-risk opportunity to better understand their en-
vironment and to anticipate future alternatives for action, aka affective forecast-
ing (e.g., Schwarz and Clore 1983, 2003) or mental simulation (e.g., Gilbert and Wilson
2007, Kraigher-Krainer 2014). In the buying context it is about better understanding
decisions for or against products and services offered by companies. According to
Hanna and Wozniak (2009) there are basically four sources of communication which
customers may utilize in the information collection process: (1) personal experiences
with companies and brands in the past by retrieval from memory - aka internal in-
formation; (2) company dominated information like advertising; (3) neutral sources
like consumer reports and; (4) interpersonal communication and recommendations
among customers, aka word-of-mouth (WOM). If consumer reports are not available
and personal experiences do not exist or are outdated, customers depend on com-
pany information and experiences of others, the former being usually seen as more
competent and more easily accessible yet less impartial than the latter (Childers and
Rao 1992, Cialdini 2002, Gershoff, Broniarczyk and West 2001, Kraigher-Krainer 2014,
Walker 1995, Wangenheim and Bayon 2004).
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For the purpose of the paper at hand we borrow the definition of WOM and
eWOM from Rosario et al. (2016, p. 297):

“In marketing, word of mouth (WOM) is the act of consumers providing informa-
tion about goods, services, brands, or companies to other consumers. Such information
communicated through the Internet (through, e.g., reviews, tweets, blog posts, »likes,«
»pins,« images, video testimonials) is called »electronic word of mouth« (eWOM) ...”

2 Word-of-mouth (wom, ewom)

The impact of Word-of-mouth (WOM) has long
been underestimated if not neglected in the field of Business Communications by
both, scholars and practitioners (Arndt 1967, Buttle 1997). Though silent in its nature
and unspectacular compared to a national campaign, it always was and still is the
foundation of many SMEs in their struggle to survive against big ad-spenders (Stokes
and Lomax 2002). Bughin, Doogan, and Vetvik (2010, p. 113) estimate that word of
mouth is the primary factor behind 20 to 50 percent of all purchase decisions. And
Walker (1995, p. 39) reports that 46 percent of Americans rely on others' referrals in
choosing a doctor, 44 percent in selecting a mechanic, and 42 percent for obtaining
legal advice. Reichheld (2004) identifies the willingness to recommend a company or
a product as a key indicator for customer satisfaction and the resulting “Net Promot-
er Score, NPS” has become a well-established indicator of customer satisfaction and
company performance (Best 2009).

With the diffusion of the internet, notably social media, spreading the word
about companies and brands literally around the globe has become a matter of a
mouse click - thus introducing Word-of-Mouse (Hennig-Thurau 2004) or eWOM as
the new complementary phenomenon reshaping the image of companies and their
brands, sometimes overnight.

As early as 1999, when the web was in a quite nascent stage, CDNow, a web-based
CD-shop and the world market leader at that time, found out, that they gained 45 per-
cent of their customers by paid ads above-the-line (radio, TV, print ...) eating up 96
percent of their media budget whereas 55 percent of their clients were attracted by
below-the-line-measures such as online networks, public relations, private links to
their site and, most importantly, word of mouth, costing them altogether 4 percent
of the media spending (Hoffmann and Novak 2000).

The huge potential of eWOM for both sales success and cost saving spread rapid-
ly and today hardly any company does not attempt to participate in this gold rush of
accessing new and young customers with comparably low advertising budgets. Corre-
spondingly, the field of eWOM-related marketing research has lately literally explod-
ed (Rosario et al. 2016, Ya You, Vadakkepatt and Joshi 2015) and cannot be squeezed
into a fair state-of-the-art review for the purpose at hand.

3 Methodology —— We choose System Dynamics as the method for better under-
standingthe influence of interpersonal communication on business success, as WOM
is a phenomenon that happens over time (Bruce, Foutz and Kolsarici 2012) and Sys-
tem Dynamics (SD) is designed to look at effects over time (Sterman 2009). As such,
it can simulate reinforcement effects as well as balancing effects and compute the

bottom-line of these mutual influences and interactions over a given period. Our re-
search question is: Which are the most important predictors and criterions of WOM
and how do the predictors influence the criterions over time in a global SD-model?

4 Conceptualizing wom In order to answer the research question, we first re-
view the literature in an attempt to identify the most important drivers and con-
sequences of WOM. WOM and eWOM have been related to many aspects which can,
of course, not be modelled sufficiently. Among the discussed antecedents are prod-
uct- and industry characteristics (Ya You, Vadakkepatt and Joshi 2015), exclusivity
of product innovations, locked-in customers, and their price sensitivity (Peres and
van den Bulte 2014), the need to belong and the individual's level of self-disclosure
(Sicilia, Delgado-Ballester, and Palazon 2016); or self-enhancement (Chawdhary and
Dall'Olmo Riley 2015).

But the most frequently discussed criterions of WOM are Customer Satisfaction
(e.g., Buttle 1997, Derbaix and Vanhamme 2003, Matos and Rossi 2008, Nyer and Gopi-
nath 2005, Stephens and Gwinner 1998) and Involvement (e.g., (Berger and Schwartz
2011, Sicilia, Delgado-Ballester, and Palazon 2016, Turnbull and Meenaghan 1980,
Walker 1995).

That customer satisfaction drives WOM is quite straightforward and not very
surprising: Practically each textbook on customer satisfaction states somewhere
that satisfied customers speak positively about the company whereas dissatisfied
customers spread negative word. Customer satisfaction is, in turn, usually concep-
tualized as expectation disconfirmation based on schema-theory (Kraigher-Krainer
2007, 2014, Oliver 1980, Parasuraman, Zeithaml, and Berry 1985).

Furthermore, scholars hypothesize an influence of the mix of volume vs. varia-
bility of valence on the impact of WOM (Rosario et al. 2016). Usually it is also postulat-
ed that negative WOM is more likely than positive WOM and that the negative impact
of negative WOM is stronger than the positive impact of positive WOM (Arndt 1967,
Chawdhary and Dall’Olmo Riley 2015, Walker 1995).

Significantly less attention is put on the phenomenon that customers frequent-
ly remain silent about their positive or negative experiences and why this is. And that
is where involvement comes into play with its two dimensions, perceived risk and mo-
tivation (Kraigher-Krainer 2007, 2012). Again, it is quite straightforward that WOM,
sometimes also grasped as a form of herd behavior, serves the reduction of perceived
risk in the purchase situation (Arndt 1967, Bauer 1960, Katona 1953), and may refer to
many things such as the product itself, the company, possible shipping problems, or
even loss of privacy and credit card misuse (Garbarino and Strahilevitz 2004). How-
ever, as influential as the perceived-risk dimension in understanding WOM seems to
be the motivational component of involvement, as the ECID-model (Kraigher-Krain-
er 2007, 2012) illustrates. According to this model vivid and impactful sharing of ex-
perience with others needs a balanced mix of opinion leaders and opinion seekers.
In other words: There are products which are simply too unimportant to share expe-
riences about them in a community regardless of whether they were positive or neg-
ative. And there are products where the motivation to gain personal experience is
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low, the perceived risk however is high. This constitutes an opinion seeker, which is
someone seeking a shortcut to a proper decision by finding competent others, usual-
ly called opinion leaders.

Correspondingly, the literature identifies moderators of WOM such as the de-
gree of participation of opinion leaders (Peres and van den Bulte 2014), pioneers and
early adopters (Arndt 1967) or, market mavens (Feick and Price 1987) in the interper-
sonal communication process. Furthermore, source credibility, source competence,
similarity between source and receiver (Childers and Rao 1992, Cialdini 2002, Kraigh-
er-Krainer 2014, Wangenheim and Bayon 2004, Wangenheim, Bayon, and Weber 2002)
as well as social ties between sender and receiver (Baker, Donthu, and Kumar 2016)
are discussed as possible moderators.

The most prominent consequences comprise attitudes to and perceptions of
the brand (Buttle 1997), loyalty to the brand (Reichheld 1997, 2001, 2004), purchase in-
tentions (Baker, Donthu, and Kumar 2016, Matos and Rossi 2008) and behaviors such
as demand, purchases and purchase rates (Arndt 1967, Bruce, Foutz, and Kolsarici
2012, Bughin, Doogan, and Vetvik 2010, Buttle 1997, Rosario et al. 2016).

This pattern of behaviors, in turn, promotes the willingness to share experi-
ence and that closes the loop to the predictors of WOM. Strictly speaking, the superi-
ority of System Dynamics over deterministic approaches like the S-O-R-model is that,
in fact, many phenomena cannot be separated and assigned to predictors, mediators,
moderators, or criterions, because the consequences may serve as predictors of the
predictors. In other words: In loops, there are no starting points and end points. And
that is why we prefer this method of investigation over a deterministic method for
the research question at hand.

5 Setting up the model The conclusions of our literature review are: Firstly,
there is a significant body of literature conceptualizing (dis)satisafaction based on
schema-theory and expectation disconfirmation. Secondly, there is sufficient sup-
port for the assumption that (dis)satisfaction along with involvement create (or not)
WOM (for an overview see Matos and Rossi (2008), for a respective model see Derbaix
and Vanhamme (2003). Hence, the components of our model for integrating WOM

into the “classical” communications concept are:

| 1. (Dis)satisfaction as the predictor of future sales which is in turn the result
of
| a. expected performance of a product/service (expressed in numbers of pe-
riods the product is expected to work) minus;
| b. actual performance of the product/service (expressed in numbers of pe-
riods the product actually works);
| c. conceptualized this way we can also integrate possible effects of prod-
uct lifetime on WOM discussed among scholars (e.g., (Berger and Schwartz
2011, Ya You, Vadakkepatt, and Joshi 2015);
| 2. Involvement as a moderating factor reinforcing or diminishing WOM;
| 3. Future sales and respective market development as the criterion.

Classical

Communications Ad Spending

Concept

Sales and
Market Development

I Expected Performance

Integration
of WOM

| Actual Performance

Involvement

SOURCE: AUTHORS

6 Translating the model into mathematical relations Although SD is just
a set of mathematical formulas about (non)linear relations of components, SD soft-

ware provides a simple way of letting the computer do these computations in discre-
tionary granulation. We use Anylogic for this purpose. The applied assumptions and
hypothesized mathematical relations between the variables are:
| 1. Market research has revealed 10,000 potential customers, the market poten-
tial, for a new product launch sensu “New to the World” (Trott 2013, Fig. 12.6.),
that is to be introduced into the market.
| 2. Depending on the ratio Product Lifetime (PLT) to expected Product Lifetime
(ELT) subjects are in one of four states:
| a. Noncustomers (NC);
| b. Satisfied Customers, (as long as the product works); it is assumed that
customers recommend the product throughout their state as customers
adjusted by their involvement;
| c. Dissatisfied Customers (DC), if the product was expected to work longer
than it did. It is assumed that disappointed customers engage in negative
WOM, meaning that their negative WOM is subtracted from the positive
WOM of the other customers, again adjusted by their involvement;
| d. Delighted customers (if the lifetime exceeds the expected lifetime); cor-
respondingly it is assumed that delighted customers positively contribute
to WOM (thus their positive WOM add to the positive WOM of all customers),
adjusted by their involvement;
| e. For the sake of simplicity positive and negative WOM have the same
weight and the total WOM is computed as positive WOM minus negative
WOM even though literature indicates that negative WOM has a high-
er weight and is more likely as positive WOM, as discussed before, which

FIGURE 1: CONCEPTUALIZING THE INFLUENCE OF SATISFACTION-TRIGGERED WOM ON; SALES AND MARKET DEVELOPMENT
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would significantly amplify the results below. However, we wanted to keep
the model conservative and not exaggerate the hypothesized relations;
| 3. Adoption from Ads:
| a. The market entry starts with zero customers as we are introducing a
product “new to the world”;
| b. the contact rate with ads (i.e., the probability to have contact with the
ads) is set to 0.5 whereby the rate is set to smooth (otherwise we would
have sudden customers);
| c. the conversion rate from ads is set to 0.1 meaning that one out of ten
contacted Non-customers will adopt the product;
| d. Example: If there are 7,000 Non-Customers, the contact rate is 0.5 and the
conversion rate from Ads is 0.1then the adoption from Ads per time unit will
be 7,000 * 0.5 * 0.1 =350 per period;
| 4. Adoption from WOM:
| a. Depending on the product involvement, each customer shares his prod-
uct experience with 1 vs. 3 market members per period: No. of talks = No.
of customers * Involvement;
| b. the probability that the recipient will be a Non-customer is Non-Custom-
ers/Market size;
| c. adoption from WOM is therefore: NC/Market Potential*Involvement*
((cu-DO)*0.1);
| d. Example: If the conversion rate (the recipient can be convinced of the
opinion) isagain 0.1, the involvement is high (3 contacts) and we have 3,000
customers and 1,000 dissatisfied customers, then the adoption from WOM
per time unit will be 6,000/10,000 * 3 * ((3,000-1,000)*0.1) = 360.
| 5. Product Life Time: As mentioned earlier, this variable serves two functions:
| a. After the product life time (PLT) customers are going back into the Non-
Customer base and have to be acquired again; this is operationalized by a
delay (=PLT) in the outflow valve;
| b. Together with the expected life time (ELT) this variable simulates cus-
tomer satisfaction, e.g.:
| I. PLT = 3 and ELT = 3 = satisfaction - Customer speaks positively for 3
time units and then becomes Non-customer;
| II. PLT = 2 and ELT = 2 - satisfaction = Customer speaks positively for 2
time units and then becomes Non-customer;
| III. PLT = 2 and ELT = 3 = dissatisfaction = Customer becomes a DC and
speaks negatively about the product for 1time unit then moves to NC.
| 6. The Market Development Index (MDI) is the ratio of current market demand
to market potential (Best 2009, p. 75). In the case of a quasi-monopolistic sit-
uation of a company introducing a product new to the world it equates the ra-
tio of sales to market potential. It is important to recall the above mentioned
study of Peres and van den Bulte (2014), which reveals that exclusivity of prod-
uct innovations may have a negative effect on WOM.

The modelling of these assumptions in Anylogic is depicted in Figure 2.
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FIGURE 2: MODELLING OF THE PREVIOUSLY MENTIONED VARIABLES AND RELATIONS IN ANYLOGIC; SOURCE: AUTHORS

7 Results
tions. Table 1 shows both, the assumptions (Involvement, PLT, ELT) and the outcomes

Five simulations (or experiments) are run under varying assump-

(MDI and from where it comes):

INV PLT ELT MDI from ads from WOM
Simulation 1: 1 3 3 16.5% 75.0% 25.0%
Simulation 2: 3 3 3 28.9% 36.0% 64.0%
Simulation 3: 3 2 2 16.5% 50.0% 50.0%
Simulation 4: 3 2 3 1.0% 75.0% 25.0%
Simulation 5: 3 4 3 59.3% 18.0% 82.0%

TABLE 1: ASSUMPTIONS AND OUTCOMES OF THE FIVE SIMULATIONS; SOURCE: AUTHORS

The outcomes show a high leverage effect of WOM: Depending on Customer Involve-
ment, Product Life Cycle and Customer Perceived Quality, the degree of market de-
velopment of a New-Product-Introduction varies between 11.0 and 59.3 percent, the
contribution of Classical Advertising varies between 18.0 and 75.0 percent, and the con-
tribution of WOM varies between 25.0 and 82.0 percent at the end of the time series.

8 Conclusions The presented business simulation provides some possible in-
sights for practitioners as well as for scholars: (1 WOM can be the decisive effect for
both, business success and flop when introducing a product into a market which
calls for more attention to WOM in the daily business agenda. (2) The model high-
lights the importance of different influences of WOM under different conditions
which may support decision makers in planning their communication investments
and in allocating their communication budgets wisely under these varying condi-

tions. (3) WOM is of particular importance when it comes to introducing a new prod-
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uct into the market (Reingen and Kernan 1986), thus emphasizing the necessity to
manage WOM ( (Wirtz and Chew 2002) instead of just letting it happen.

9 Limitations and future research directions SD is theoretical in nature. It

does not depict real WOM; instead does it help simulate WOM in the laboratory over
time. As such, all outcomes are bound to the goodness of the underlying model. Fu-
ture studies may stress or extend the model that we used. Or they may break down
the model to certain industries or even individual companies where, for example, life
cycles are longer, customer perceived quality is more diffuse, customer involvement
is very low or, WOM is inhibited or biased by considerations such as the protection of
competitive advantages, which may be in place in some B2B purchase contexts.

Furthermore, an extended model could emphasize the relationship and inter-
dependence between ads and WOM. Buttle (1997), for instance, identifies varying sup-
port through advertisement in terms of content and frequency at different stages of
product introduction and Bruce, Foutz, and Kolsarici (2012, p. 469) hypothesize that
“...ad spending is more effective at an earlier stage due to repetition wear-in and syn-
ergy with WOM, increased WOM activities at a later stage could become more power-
ful in driving demand.”

Furthermore, it might be insightful to validate and triangulate the model at
hand through an agent-based model.

Literatira | List of References [1] Arndt, J., 1967. Role of Product-Related Conversations in the Diffusion of a
New Product. In: Journal of Marketing Research. 1967, 4(3), p. 291-95. ISSN 1547-7193. | [2] Baker, A., Donthu, N. and Ku-
mat, V., 2016. Investigating How Word-of-Mouth Conversations About Brands Influence Purchase and Retransmission
Intentions. In: Journal of Marketing Research. 2016, 53(2), p. 225-39. ISSN 1547-7193. | [3] Bauer, R. A., 1960. Consumer
Behavior as Risk Taking. presented in Dynamic Marketing for a Changing World, Proceedings of the American Marke-
ting Association, Hancock, S. R. ed. Chicago: American Marketing Association, p. 389-98. | [4] Berger, J. and Schwartz,
M. E., 2011. What Drives Immediate and Ongoing Word of Mouth? In: Journal of Marketing Research. 2011, 48(5), p. 869-
80.1SSN 1547-7193. | [5] Best, R. J., 2009. Market-Based Management. Strategies for Growing Customer Value and Pro-
fitability. Upper Saddle River: Pearson, 2009. ISBN 9780136006060. | [6] Bruce, N. 1., Foutz, Z.N. and Kolsarici, C., 2012.
Dynamic Effectiveness of Advertising and Word of Mouth in Sequential Distribution of New Products. In: Journal of
Marketing Research. 2012, 49(4), p. 469-86. ISSN 1547-7193. | [7] Bughin, J., Doogan, J. and Vetvik, O., 2010. A new way
to measure word-of-mouth marketing. Assessing the impact of word-of-mouth marketing as well as its volume will
help companies take better advantage of buzz. In: McKinsey Quarterly, 2, p. 113-16. 2010. [online]. [cit. 2017-01-17]. Ava-
ilable at: <https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/a-new-way-to-measure-
word-of-mouth-marketing> | [8] Buttle, F. A, 1997. | heard it through the grape wine: Issues in referral marketing. Pre-
sented at the 5th International Colloquium in Relationship Marketing, Cranfield School of Management, Ed. Cranfield
University. | [9] Chawdhary, R. and Dall’Olmo Riley, F., 2015. Investigating the consequences of word of mouth from a
WOM sendetr’s perspective in the services context. In: Journal of Marketing Management. 2015, 31(9-10), p. 1018-39.
ISSN 2333-6080. | [10] Childers, T. L. and Rao, R. A., 1992. The Influence of Familial and Peer - based Reference Groups
on Consumer Decisions. In: Journal of Consumer Research. 1992, 19(2), p. 198-211. ISSN 0093-5301. | [11] Cialdini, R. B.,
2002. Die Psychologie des Uberzeugens. Ein Lehrbuch fiir alle, die ihren Mitmenschen und sich selbst auf die Schliche

24

kommen wollen. Bern: Huber, 2002, ISBN 9783456838007. | [12] Derbaix, Ch. and Vanhamme, J., 2003. Inducing word-
-of-mouth by eliciting surprise - a pilot investigation. In: Journal of Economic Psychology. 2003, 24(1), p. 99-116. ISSN
0167-4870. | [13] Feick, L. and Price, L. L., 1987. The Market Maven: A Diffuser of Marketplace Information. In: Journal of
Marketing. 1987, 51(1), p. 83-97. ISSN 0022-2429. | [14] Garbarino, E. C. and Strahilevitz, M., 2004. Gender differences in
the perceived risk of buying online and the effects of receiving a site recommendation. In: Journal of Business Rese-
arch. 2004, 57(7), p. 768-75. ISSN 0148-2963. | [15] Gershoff, A. D., Broniarczyk, M. S. and West, M. P,, 2001. Recommen-
dation or Evaluation? Task Sensitivity in Information Source Selection. In: Journal of Consumer Research. 2001, 28(3),
p.418-38.ISSN 0093-5301. | [16] Gilbert, D. T. and Wilson, D. T., 2007. Prospection: Experiencing the future. In: Science.
2007, 317(5843), p. 1351-54. ISBN 1095-9203. | [17] Hanna, N. and Wozniak, R., 2009. Consumer Behavior. An applied ap-
proach. Upper Saddle River: Kendall Hunt, 2009. ISBN 978-0757560347. | [18] Hennig-Thurau, T., 2004. Word-of-Mouse
- Warum Kunden anderen Kunden im Internet zuhdren. Presented in Jahrbuch der Absatz- und Verbraucherforschung,
Vol. 50, GfK Niirnberg, Ed. Berlin: GfK Niirnberg, p. 52-75. | [19] Hoffmann, D. L. and Novak, P. T., 2000. How to acquire
customers on the web. In: Harvard Business Review. 2000, 78(3), p. 179-88. ISSN 0017-8012. | [20] Katona, G., 1953. Ra-
tional Behavior and Economic Behavior In: Psychological Review. 1953, 60(5), 307-18. ISSN 0033-295X. | [21] Kraigher-
-Krainet, J., 2007. Das ECID-Modell. Fiinf Kaufentscheidungstypen als Grundlage der strategischen Unternehmenspla-
nung. Wiesbaden: Gabler, 2007. ISBN 978-3-8350-5499-8. | [22] Kraigher-Krainer, J., 2012. Habit, Affect, and Cognition:
A Constructivist Model on How They Shape Decision Making in Modelling Value. Paper presented at the st Internatio-
nal Conference on Value Chain Management. Jodlbauer, H., Olhager, J. and Schonberger, J. R. (Ed.). Heidelberg: Physica,
2012, p. 189-206. ISBN 978-3-7908-2746-0. | [23] Kraigher-Krainer, J., 2014. Giiterddmmerung. Wirtschaften im Zwie-
licht der Profitgier. Graz: Gotthard-Verlag, 2014. ISBN 978-3950377200. | [24] Matos, C. A. de and Rossi, V. A. C., 2008.
Word-of-mouth communications in marketing: a meta-analytic review of the antecedents and moderators. In: Journal
of the Academy of Marketing Science. 2008, 36(4), p. 578-96. ISSN 0092-0703. | [25] Nyer, P. U. and Gopinath, M., 2005.
Effects of Complaining Versus Negative Word of Mouth on Subsequent Changes in Satisfaction. The Role of Public
Commitment. In: Psychology and Marketing. 2005, 22(12), p. 937-53. ISSN 1520-6793. | [26] Oliver, R. L., 1980. A Cogniti-
ve Model of the Antecedents and Consequences of Satisfaction Decisions. In: Journal of Marketing Research. 1980,
17(4), p. 460-69. ISSN 1547-7193. | [27] Parasuraman, A., Zeithaml, A. V. and Berry, L. L., 1985. A Conceptual Model of Ser-
vice Quality and Its Implications for Future Research. In: Journal of Marketing. 1985, 49(4), p. 41-50. ISSN 0022-
2429. | [28] Peres, R. and van den Bulte, Ch., 2014. When to Take or Forgo New Product Exclusivity: Balancing Protec-
tion from Competition Against Word-of-Mouth Spillover. In: Journal of Marketing. 2014, 78(2), p. 83-100. ISSN
0022-2429. | [29] Reichheld, F. F,, 1997. Der Loyalitatseffekt, die verborgene Kraft hinter Wachstum, Gewinnen und Un-
ternehmenswert. Frankfurt/Main: Campus, 1997. ISBN 978-3593356655. | [30] Reichheld, F. F.,, 2001. The Loyalty Ef-
fect. The Hidden Forces Behind Growth, Profits, and Lasting Value. Boston. MA: Harvard Business School Press, 2001.
ISBN 978-1578516872. | [31] Reichheld, F. F.,, 2004. Mundpropaganda als MaBstab fiir den Erfolg. In: Harvard Business
Manager. 2004, 26(3), p. 22-35. ISBN 978-3935577052. | [32] Reingen, P. H. and Kernan, B. J., 1986. Analysis of Referral
Networks in Marketing: Methods and Illustration. In: Journal of Marketing Research. 1986, 23(4), p. 370-78. ISSN 1547-
7193. | [33] Rosario, A. B,, Sotgiu, F,, d. Valck, K. and Bijmolt, T., 2016. The Effect of Electronic Word of Mouth on Sales:
A Meta-Analytic Review of Platform, Product, and Metric Factors. In: Journal of Marketing Research. 2016, 53(3), p. 297-
29.1SSN 1547-7193. | [34] Schwarz, N. and Clore, L. G., 1983. Mood, Misattribution, and Judgments of Well-Being: Infor-
mative and Directive Functions of Affective States. In: Journal of Personality and Social Psychology. 1983, 45(3), p. 513-
23.ISSN 0022-3514. | [35] Schwarz, N. and Clore, L. G., 2003. Mood as Information: 20 Years later. In: Psychological
Inquiry. 2003, 14(3/4), p. 296-303. ISSN 1532-7965. | [36] Sicilia, M., Delgado-Ballester, E. and Palazon, M., 2016. The
need to belong and self-disclosure in positive word-of-mouth behaviours: The moderating effect of self-brand connec-
tion. In: Journal of Consumer Behaviour. 2016, 15(1), p. 60-71. ISSN 1479-1838. | [37] Stephens, N. and Gwinner, P. K.,

1998. Why Don’t Some People Complain? A Cognitive-Emotive Process Model of Consumer Complaint Behavior. In:

25



Journal of the Academy of Marketing Science. 1998, 26(3), p. 172-9. ISSN 0092-0703. | [38] Sterman, J. D., 2009. Busi-
ness Dynamics. Systems Thinking and Modeling for a Complex World. Boston: Irwin/McGraw-Hill, 2009. | [39] Stokes,
D. and Lomax, W., 2002. Taking control of word of mouth marketing: the case of an entrepreneurial hotelier In: Journal
of Business and Enterprise Development. 2002, 9(4), p. 349-67. ISSN 1462-6004. | [40] Trott, P, 2013. Innovation Mana-
gement and New Product Development. Edinburgh: Pearson Education, 2013. ISBN 9780273736578. | [41] Turnbull, P.
W. and Meenaghan, A., 1980. Diffusion of Innovation and Opinion Leadership. In: European Journal of Marketing. 1980,
14(1), p. 3-32. ISSN 0309-0566. | [42] Walker, Ch., 1995. Word of mouth. In: American Demographics. 1995, 17(7), p. 38-
44.1SSN 0163-4089. | [43] Wangenheim, F. V. and Bayon, T., 2004. The Effect of Word of Mouth on Services Switching.
Measurement and moderating variables. In: European Journal of Marketing. 2004, 38(9/10), p. 1173-85. ISSN 0309-
0566. | [44] wangenheim, F.V., Bayon, T,, and Lars Weber, 2002. Der Einfluss persénlicher Kommunikation auf Kunden-
zuftiedenheit, Kundenbindung und Weiterempfehlungsverhalten. In: Marketing ZFP. 2002, 24(3), p. 181-94. ISSN 0344-
1369. | [45] Wirtz, J. and Chew, P, 2002. The Effects of Incentives, Deal Proneness, Satisfaction and Tie Strength on
Word-of-Mouth Behavior. In: International Journal of Service Industry Management. 2002, 13(2), p. 141-62. ISSN 0956-
4233. | [46] YaY., Vadakkepatt, G. G. and Joshi, M. A, 2015. A Meta-Analysis of Electronic Word-of-Mouth Elasticity. In:
Journal of Marketing. 2015, 79(2), p. 19-39. ISSN 0022-2429.

Kliéové slova | Key Words system dynamics approach, word-of mouth, customer involvement, product life
cycle, customer satisfaction | pristup dynamiky systému, dstne podanie, zapojenie zdkaznika, Zivotny cyklus produktu, spokoj-

nost zdkaznika

M31

JEL klasifikdcia | JEL classification

Résumé Skrytyg vplyv iistneho podania: Pristup systémovej dynamiky
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vani ich komunikacngch investicii a pri rozumnom rozdelovani svojich komunikacngch rozpoctov v tjchto rozdielnych podmienkach.
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STUDY: CUSTOMERS ENGAGEMENT
WITH USER-GENERATED-CONTENT:

HOW DO CUSTOMERS USE THE
POSSIBILITY TO CREATE CONTENT?

The study is based on the question how the customer use the possibility

to create own content in times of Web 2.0. The online survey was based on

a standardized questionnaire. The target group were end users who move

in the social media and consume and create content. It was not possible to
complete the questionnaire repeatedly and thus excluded a distortion of the
results. A limitation is made via the IP address of the interviewee. With regard
to answering the research question, the terms Web 2.0 and user-generated
content are first defined for further understanding.

User-generated content stands for media content, which is not created by

the provider of a web offer, but by its users. It is understood as a number of
contributions which deal with a company or product and do not originate from
a professional source. According to the media content available on the internet,
these can be roughly classified into the four categories of contributions: text,
image, audio and video. The aim of the study in the context of this article is to
find out how users use the user-generated content.

If a customer is looking for a product and is not well informed about the subject,
other customers are able to help. Not only are simple assessment figures
important, but also experiences and impressions about the respective product.
The term "user-generated content" refers to the content of a website created by
its users and includes, for example, the comments in blogs, the contributions to
forums or the reactions to social network pages.

1. Definition Web 2.0
and communication facilities, has led to a fundamental change in user behavior on

Web 2.0, together with its novel publishing, interaction

the internet. It has never been easier for an individual to make text, image, audio, or
video content accessible to the public. Doing so the individual is becoming part of a
living media landscape (Bauer 2011, p. 1).

Since the term Web 2.0 was coined by Tim O'Reilly, it developed into a mar-
keting keyword (Lammenett 2012, p. 239). For him, Web 2.0 is a further development
of the internet, which is primarily characterized by the participation and involve-
ment of the internet user (Bruhn 2014, p. 1037). The term does not refer to a particu-
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lar technique or software version, but rather to the interaction of different methods
and tools and a corresponding social and economic development (Lammenett 2012,
p. 239). The World Wide Web is seen as an execution platform to connect with other in-
ternet users (Bruhn 2014, p. 1037). The difference is made by the users, who now have
a completely different meaning: their participation becomes the purpose and goal of
Web 2.0 (Langkamp and Koplin 2014, p. 68). Through the technical possibilities, us-
ers actively participate in the design and content of the information on the internet
(Ruisinger 2007, p. 193). The special significance of these technical possibilities aris-
es mainly from network formation and the linking of people and groups. Decisive is
Reed's Law, according to which the value of a network grows enormously through new
members, when groups can be formed in the network (Evans 2008, p. 52). Platforms
such as Wikipedia, Facebook and Twitter would never have achieved such a great suc-
cess without this basic idea (Langkamp and Koplin 2014, p. 68).

Web 2.0 describes the phenomenon that content and pages on the internet can
no longer only be created and changed by selected specialists or companies, but by
the community of internet users themselves (Kaplan and Haenlein 2010, p. 60). Thus
content is no longer only issued and distributed centralized by major media compa-
nies over the internet, but also by a large number of individuals (Lammenett 2012, p.
239). The biggest change is social, because the Web 2.0 platforms are characterized
by the fact that they encourage users to participate, get networked and generate us-
er-generated content. These are all forms of content created by users themselves and
published and exchanged in the Web 2.0 (Kaplan and Haenlein 2010, p. 61). The inter-
net user, who has only been able to consume passive content on the internet in the
past, is able to act as a producer of content in Web 2.0 and to communicate with the
companies on the same level (Schiele, Hihner and Becker 2007, p. 6). He becomes an
active participant, who actively participates in the internet and creates and distrib-
utes content himself (Kreutzer and Merkle 2008, p. 149). Information and exchange
platforms become more attractive as more people join in (Langkamp and Koplin 2014,
p. 68).

In summary, Web 2.0 includes internet applications and platforms that actively
integrate users into value creation - whether through their own content, comments,
tags, or even through their virtual presence. The main characteristics of value crea-
tion are interactivity, decentrality and dynamics (Walsh, Kilian and Hass 2011, p. 6).

1.1Impact of social media on the media
on the communication model of classical mass media. Conventional mass commu-

Social media has a significant impact

nication is characterized by a clear separation of transmitter (communicator) and
receiver (recipient) (Rothe 2006, p. 80). A roll exchange is not provided. With the in-
creasing spread of the internet and the establishment of social media, however, the
strict distribution of roles between broadcasters and recipients has changed: previ-
ously separate communication technologies such as language, text, video and au-
dio have merged. This leads, on the one hand, to the dissolution of the boundaries
between mass and individual communication and, on the other hand, to an inter-
lacing of the communication roles of the communicator and the recipient. The us-

ers are now able to create content themselves and bring them into circulation. The
user can take over the broadcasting role, which so far has always been the medium it-
self. Thus, the transmitter-receiver model of the classical mass media is relativized.
Above all, the elements of interaction and participation are at the forefront of com-
munication and are expected by customers.

The Web 2.0 and social media thus allow the formerly passive recipient to cre-
ate his own world by generating media content himself. These content, referred to as
user-generated content, represent a mirror of society and are often in competition
with the classic mass media. User-generated content can be divided definitively into
the following criteria (Michelis 2009):

| Voluntary: The process of creating the content must take place outside of pro-

fessional routines and be intrinsically motivated - voluntarily, without exter-
nal incentives and out of the work itself.

| Creativity: A certain degree of creative self-performance and creativity should

characterize the work result.

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

User-generated content means that the visitors of a platform are involved in the
structure of the content. Many people who do not know each other, or are only brief-
ly acquainted, work on common statements, structures and appearances (Ebersbach,
Glaser and Heigl 2011, p. 206). By combining user-generated content and the direct
response possibilities within social media, many-to-many communication becomes
possible for the first time.

2. Definition User-Generated Content User-generated content refers to the to-

tality of all perceptible electronic media content generated by internet users. These
are made available directly to the public via the internet, independently of any prior
editorial selection. It is not a professionally created and published content for com-
mercial purposes (Bauer 2011, p. 26). According to the media content available on the
internet, these can be roughly classified into the four categories of contributions,
text, image, audio and video. Within these categories a further differentiation can
then be made regarding to the respective purpose of the contributions.

2.1 Text contributions

By far the most common and at the same time the old-
est form of user-generated media content is the text written by the user himself. With
the internet forum, the internet user was able to publish a text created by himself
on the internet without any programming knowledge. Thanks to its integration into
an existing website, the webforum offers the great advantage that it can be displayed
and browsed with any popular internet browser, and therefore no special software
is required for retrieving, reading or writing contributions. In the meantime, more
and more commercial websites, such as product manufacturers, have so-called sup-
port forums, in which they offer their customers the opportunity to exchange infor-
mation about the quality, handling and possible problems of their products. Another
type of Internet forums are commercial, but also free-of-charge assessment commu-
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nities for products and services. Users can, among other things, compile and publish
their personal experience reports on specific products or services (reviews).

In parallel to the ever-growing number of internet forums, weblogs have creat-
ed a new opportunity for internet users to participate in the internet through their
own text contributions. A weblog is a regularly updated website which is mainly
made up of inversely chronologically sorted entries, called posts, published under a
clear, continuous internet address. In contrast to the webforum, where the initiator
of anew thread regularly provides the basis for a discussion, which is then carried on
by a wide range of users, the blog is a series of continuous contributions by an author,
which can only be commented upon.

Another form of user-generated text contributions are complete user articles
written by internet users on various topics, which can now be published on the inter-
net via numerous web portals.

In the mid-1990s, the first wikis were developed as information management
tools as a further development of the web forums already used for web communica-
tion. They enable a certain number of people to access content contained in websites
over the internet and to rework them in real time. A wiki is a collection of intranet
or internet pages, written by several users in collaboration and subsequently read by
anyone, but can also be updated online in real time (Bauer 2011, p. 29).

2.2 Image contributions Only through the increased data transmission rates
are many web applications and thus also the wide field of social media useful. With
the introduction of DSL and affordable tariffs, the web became accessible to the gen-
eral public. Internet usage costs have also declined considerably over the course
of time and have thus increased the attractiveness of the web in the eyes of users
(Bruhn 2014, p. 1038). Only the improved infrastructure allowed the rapid transfer of
videos and photos.

The image content created by users and published on the Internet in the form
of photographs or graphical image files should be the second most common form of
Internet users' participation according to the self-written texts. They thus form the
second category of user-generated contributions. In addition to the photo upload via
the respective website and via e-mail, some providers also support the reception of
the image files directly from the mobile phone. Saved photos can then be tagged and
rated by other users. It is also possible to limit access to certain users or user groups
in most cases. Another very popular way to publish user-generated photographs is
the above-mentioned weblogs, which also contain image files as well as texts. In addi-
tion, there are now a number of pure photo blogs (Bauer 2011, p. 37).

2.3 Audio contributions

The third medially differentiable form of user-gener-
ated content is the user-generated audio contributions in the form of regularly pub-
lished podcasts and self-recorded music, which are distributed in different ways on
the Internet. A podcast is an Audiobook created by an Internet user, similar to a ra-
dio broadcast, or a series of Audiobooks (episodes) that are dedicated to a specific top-
ic and which can be obtained automatically after their publication over the internet.

In order to achieve optimal distribution of the podcast, it is necessary to provide the
podcast as an RSS feed, regardless of the pure provision of the audio file on an Inter-
net server. It is also useful to register it in a podcast directory so that it can be found
by interested listeners and can be subscribed and downloaded for the purpose of au-
tomatic access to them via podcatchers.

Another user-generated audio contribution is the music, which has been com-
posed or recorded by many users, which can be published by their creators in vari-
ous ways on the Internet. A publication of self-produced music pieces can be made on
the one hand via music podcasts, which are usually produced by the producing users
themselves and then made available for free download. A further possibility is to use
various online music platforms (Bauer 2011, p. 40).

2.4 Video Posts
age media. All data must be saved. The ever-increasing volumes of hard disk drives

A driver for the Web 2.0 are the strongly falling prices for stor-

at ever-lower prices are particularly important for vendors such as YouTube because
they can work with high and fast storage volumes on a low cost basis and offer the
user free storage space. The declining prices for memory have favored the high and
growing distribution of digital cameras. Just fifteen years ago analogue video cam-
eras were the standard. These not only had the disadvantage that they were big and
heavy, but the video cut was only reserved for experts. Today, modern smartphones
already have integrated cameras that can capture HD-quality videos. Applications
for image processing can be loaded directly onto the phone. Modern digital cameras
offer a video function as well as better lenses than a smartphone camera. With these
production resources, each user can become a producer and create high-quality con-
tent (Buhr and Tweraser 2010, p. 73).

3. Survey As described above, the study is based on the question how the cus-
tomer uses the user-generated content in times of Web 2.0. The studies were con-
ducted in March 2017 using an online questionnaire. The target group were Internet
users, who were asked to participate via the social media and e-mail.

Interview participants (n): 121

Survey: Online questionnaire

Period of investigation: March 2017

The participants' responses to social media were deliberately chosen, since the use
of user-generated content is generated exclusively by interned users. This does not
mean, however, that the term is also known to all users. This is the first question of
the survey "Have you ever heard of the term user-generated content?"

FIGURE 1: HAVE YOU EVER HEARD OF THE TERM USER-GENERATED CONTENT?; SOURCE: AUTHOR
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Approximately 79% of respondents have not heard the term user-generated content
before the survey. As this was foreseen, the study was launched with the following
sentences: "User-generated content is a term for media content that is not created by
the provider of a web offer, but by its users. It is understood as a number of contribu-
tions which deal with a company or product and do not originate from a professional
source. According to the media content available on the Internet, these can be rough-
ly classified into the four categories of contributions, text, image, audio and video.
The study is to find out how these user contributions are used." In the following ques-
tions, the term user contribution is used instead of user-generated content.

In the context of the question on which topic contributions have already been made
on the Internet, the four categories of contributions are text, image, audio and video
contributions. In addition, the answer option "never" is given.

Product evaluations | 56.20%

Write a comment [ 66.12%
Experience report [INNENEGEGEGEGEGEGEEEEEEEE 35.51%

Blog contribution [ 10.74%

Wiki contribution [l 8.26%

Photos published NG 52.07%

Audiobook created [l 4.96%

Video entry created [ 16.53%

Never I 19.01%

Other (please specify) | 0.83%
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FIGURE 2: ON WHICH TOPIC HAVE YOU ALREADY CREATED USER CONTRIBUTIONS ON THE INTERNET (MULTI-
PLE ANSWERS POSSIBLE)?; SOURCE: AUTHOR

In the contribution category text contributions, the respondents most frequently
wrote comments (66,12%), or assessed or recommended products (56,20%). Experience
reports have written just under 36%. Blog contributions (10,74%) and wiki contribu-
tions (8,26%) play a subordinate role.

Image contributions in the form of published photos use 52,07% of respondents.
Published videos are relatively little used at 16,53% - but they are also the most expen-
sive to create. Audio shares play a minor role at 4,96%.

19,01% of respondents have never posted a comment on the web. As viewers,
they read blogs, online forums, and customer reviews. They watch videos of other us-
ers and listen to podcasts, but do not create their own contributions.

Product evaluations [  02.64%
Comments NG 14.63%
Experience reports I 36.78%
Blog posts N 14.88%
Wiki contributions NN 26.45%
Published photos |G 35.54%
Published Audiobooks [l 5.79%
Published video entries [N 25.62%
No I 4.13%
Other (please specify) 0,00%
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FIGURE 3: WHAT KIND OF USER CONTRIBUTIONS DO YOU ATTACH IMPORTANCE TO, OR WHAT CONTRIBUTIONS ARE IMPOR-

TANT TO YOU IN YOUR OPINION FORMATION (MULTIPLE ANSWERS POSSIBLE)?; SOURCE: AUTHOR

It is noticeable that just under 66% of the interviewees write comments, but only
44,63% of them use comments on their opinion formation. This can happen because
negative experiences from users tend to be expressed in the public rather than posi-
tive impressions. Experience reports, on the other hand, are seen as important by the
opinion of over 86%, followed by product assessments.

Wiki contributions with 26,45% are of lesser importance in opinion formation.
In relation to the self-published Wiki contributions (8,26%) this number is however
not to be despised. For many users, wikis and their meaning seem not to be known.

More than half of the respondents (52,07%) publish photos, but only about 35%
feel that they are important to the public. Here, too, the manipulative influence of
images that the users are aware of can be seen.

4. Summary and Outlook With the continuous increase of broadband connec-

tions, the handling of the internet has drastically changed. Within a very short time,
the internet has evolved from technical toys into an indispensable work instrument.
Websites with high-resolution graphics, but also with audio-/visual content, now be-
long to the same standard. This technical development has contributed significantly
to the dissemination of user-generated content. The primary goal is also obvious on
the surface: by using the product the presence is to be increased. By means of a pos-
itive report, supposedly independent of the actual producer, a reliable image is gen-
erated that radiates trust.

This reporting, however, about a blog post is rarely used. Product assessments
or comments on products are at the forefront. These can be stored on the shop side
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directly in the product. In addition, photos are increasingly being generated, which
can be uploaded to photo communities or can be attached to product reviews or com-
ments. For their opinion formation, the interviewees use mainly experience reports
and product assessments.

A important factor in user-generated content must be borne in mind: nega-
tive experiences are more likely to be expressed by users in the public rather than
positive impressions. This makes it possible for them to be much more present and
to have a greater influence - although in the theory more positive experiences were
made, but these were not expressed. This distorts the image and the user-generated
content misses its actual goal of recommending the product. In addition, there is an-
other phenomenon in times of social media: through anonymity, the users lose their
inhibitions and often leave their frustration out of everyday life, which has nothing
to do with it at all.
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TEXT | DAGMAR SIEGLOVA

THE POWER OF COMPLIMENTS:

A SOCIO-LINGUISTIC VIEW

INTO SOCIAL ADVERTISEMENT

With the accent of information and communication technology tools of the

21st century, consumption has been under a strong influence of globalization
processes, changing communication systems, and developing the spending
power of both businesses and individuals. Because of an easy access to

communication tools and information, the consumer spending power

strengthens and their attitudes and opinions gain voice. At the same time, a
pressure on business subject to take over their responsibility share in helping
to resolve social problems amplifies. Marketing practices have striven to

recognize these changing rules with adjusted advertising strategies. Reflecting

the new role distribution of the market, a strategy shift from product oriented
campaigns to consumer value recognition can be observed, especially through
social advertisement campaigns.

The purpose of this paper is to provide an alternative, sociolinguistic

perspective into the psychology of the consumer by analyzing cases of
successful marketing communication that aim at the consumer values rather
than at the brand or product. Particularly, campaigns adopting the format of

compliments in their advertising messages were identified and analyzed, to

point out the potential of this communication format. Being strongly personal
and value oriented with a positive charge in its nature, compliments amplify
their potent communication power aimed at the recognition of the consumer

in the modern times. Adopting a detailed content analysis, the study brings

a unique, multi-disciplinary perspective to the understanding of marketing

communication of the modern times.
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1 Introduction

The rise of personal computers in the 1980’s, the internet in
the 1990’s and social media in the early 21st century, brought along changing com-
munication systems. Once a distant world speeds up and shrinks, people’s attitudes
and opinions gain on importance, the power of leaders weakens while the masses
win over voice. These phenomena accelerate the globalization processes and, inevi-
tably, result in changing patterns of consumer behavior and perceptions. Consum-
ers and their willingness to accept new products or trends tend to be guided by their
own will. Marketing practices have striven to reflect the renewed reality and adjust
to the changing rules for advertising strategies.

PRISPEVKY | CONTRIBUTIONS

Globalization has been linked with intensified consumerist tendencies coherent
with a growing spending power of both businesses and individuals. This, as de Moo-
ij and Hofstede point out, results in a gradual “convergence of income, media and
technology” (de Mooij and Hofstede 2002, p. 61). Based on this premise, profession-
als debate the potential impacts on the consumption patterns. Will the convergence
trends “lead to homogenous consumer needs, tastes and lifestyle” as anticipated by
Assael (1998), Bullmore (2000), or Czinkota and Ronkainen (1993), or will the consum-
er behavior become more heterogeneous and the manifestation of value differenc-
es stronger, as proposed by Levitt (1988), Murphy (1999), Drucker (1999), de Mooij and
Hofstede (2002), or Keane and Wasi (2012).

For a long time, the goal of advertising has been to promote a specific prod-
uct to a targeted audience through varied advertising techniques: ‘informative ad-
vertising’ that provides basic information about a product; ‘persuasive advertising’
that uses coercive appeals to increase the demand to purchase a product; ‘compara-
tive advertising’ that adopts direct comparisons between the company product and
its competition; or ‘reminder advertising’ which reinforces previous promotional ac-
tivity of a product. The center of attention of these advertising formats used to be a
focus on product with an accent on its characteristics, specifics, advantages, quali-
ties or effects. All these strategies have built on the assumption that the consumer
behavior is rational, meaning that consumers form their preferences and make their
individual purchasing decisions to maximize quality and minimize price.

Recently, however, a qualitative change in the promotional activities can be
observed. While experiencing that the consumers "are often not rational and do not
make purchase decisions that maximize utility” (de Mooij and Hofstede 2002, p. 61),
that is, less emphasis is placed on real attributes, many advertisers see their con-
sumers to appreciate social advertising campaigns with messages of an education-
al or philanthropic content (Lee and Kotler 2012) or those pointing out various social
issues (Bovée and Arens 1992, p. 662, Banyte, Paskeviciute and Rutelione 2014, p. 12,
French 2010). This is based on the premise that "many of consumers’ motives for
their purchase decisions are emotional, and their feelings about a brand can be more
important than knowledge of its features or attributes” (Belch and Belch 2004, p. 276).

This indicates that, instead of converging their values, consumers may react to
globalization through resisting the homogeneity. It was Drucker who proposed that
in the 21st century business practices, what will really matter is not the product and
its attributes but the consumer values (1999).

2 The compliment paradigm

Values, as de Mooij reiterates, “offer an opportu-
nity to differentiate brands by going beyond a focus on attributes and benefits or the
deliverance of higher-level consequences to consumers”. They have a potential to cre-
ate association networks that distinguish the brand from the competition and help
build strong positions (2005, p. 97). To demonstrate the interactional force of consumer
values, advertising messages in the format of compliments has been chosen. The study
suggests that the potential of compliments as an advertising feature has far not been
utilized in promotional practices, and if they were, they met with noticeable success.
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Compliments represent an individual value oriented communication act that
“aims to impress and/or please our addressees by amplifying their qualities” (Valk-
ova 2012, p. 43). Literature describes compliments as “intended by the speaker” and
“meant to please the addressee” (Mustapha 2012, p. 228), their functions are to man-
ifest solidarity, understanding or accord (Golato 2005, Holmes 1988, Manes and Wolf-
son 2011). Being distinguished as “expressions of positive evaluations”, such as praise,
admiration and respect (Manes and Wolfson 2011, p. 116), compliments are a common
and an important part of everyday social life.

To grasp the power of a compliment as an advertising strategy, it is important
to understand compliment as a speech act with a specific cultural, social and psycho-
logical dynamics. In human interaction, compliments are conceived as an interac-
tion between a speaker and an addressee which implies a paired sequence (Heritage
and Atkinson 1984), meaning that a response is expected. However, different cul-
tures have varied norms, different situations have a varied context and different in-
dividualities may have different level of sensitiveness to the face concerns and react
to compliments with a varied degree of imposition (Spencer-Oatey 2000). Orrechio-
ni (1996) defines compliments as positive feeling evoking acts. Brown and Levinson
(1978), on the other hand, consider compliments as a potential face threatening act,
since culture, personality and context-related feelings of possible obligation, grati-
tude, engagement or embarrassment may create a varied force of stress. For exam-
ple, the addressee may predicate a speaker’s desire of unexpressed want and may feel
pressure to provide a context-relevant response. In some cultures, compliments are
paid more frequently than in others, and their acceptance and responses range be-
tween confident (acceptance/agreement, expression of gratitude) and modest (accept-
ance with amendment, no acknowledgement or an explicit denial) (Pomerantz 1978,
Wolfson 1979). Therefore, it may be the problematic paired culture-burdened dynam-
ics that makes compliments rarely used in advertisement in most of the countries.

The use of compliments in advertising, however, enacts different dynamics
between the marketer and the consumer. As the targeted audience is spared of the
imposition to react face-to-face, that is, to deliver a response, this decreases its face
threatening force. What is more, being strongly personal and value oriented with a
positive charge in its nature, it amplifies its potent communication power aimed at
the consumer of the modern times. This paper demonstrates the potential of compli-
ments as a powerful marketing communication format through an analysis of select-
ed advertising practices that used compliments as a tool to communicate their brand
and products to the consumers and, unsurprisingly, met with a significant success.

3 Methodology
tic perspective into the psychology of the modern consumer as an alternative to

The purpose of this paper is to contribute with a sociolinguis-

conventional analytical approaches to marketing communication. To identify adver-
tising strategies that would resonate with the emerging times, cases of successful
marketing communication that aim at the consumer values rather than at the brand
or product are identified and submitted to a content analysis. The center of attention
are campaigns that formulate their advertising messages in the format of compli-

ments, an individual value oriented speech act that well demonstrates the interac-
tional force of consumer values.

Compared to advertising messages featured as a speech act of an offer, sugges-
tion or an invitation, compliments are by far not a frequently used feature in mar-
keting communication, nor have they been analyzed for its potential in marketing.
Three promotional practices sharing mutual attributes to comparison were identi-
fied and submitted to analysis. All three samples are created in a video commercial
format and distributed through the TV and the social media communication chan-
nels. They all represent a commercial subject, namely the Apple, Dove and Always
brands. They all classify as a social advertisement as they were part of a larger cam-
paign aiming to address a social issue. And they all adopted the format of a compli-
ment in formulating their message to the consumers. Finally, positive reactions were
recorded in increased social media reactions and sales, and in reception of prestig-
ious professional awards.

Each of the video commercials was transcribed for a content analysis. Features de-
fining compliments were identified from the script, such as expressions of positive
evaluations that amplify qualities, show praise, admiration or respect, as well as
manifestations of solidarity, understanding or accord. The function of each compli-
ment was analyzed to identify the targeted social aspect. Lastly, both general and
professional public reactions were researched to evaluate the degree of the commer-
cial or its related campaign impact.

4 Sample analyses The first sam-

4.1 Sample one: To the crazy ones

ple used for analysis is the Apple company’s commercial “To the crazy ones” that
launched the company’s “Think different” campaign in 1997. The main author of the
text was the creative director Rob Siltanen, a few contributions were also made by
Lee Clow and other company team members (Siltanen 2011). The content of the text
pinpoints individual human differences as valuable contributions to change or form
a society as seen in the following script:

“Here's to the crazy ones. The misfits. The rebels. The trouble-makers. The
round pegs in the square holes. The ones who see things differently. They're not fond
of rules, and they have no respect for the status-quo. You can quote them, disagree
with them, glorify, or vilify them. But the only thing you can't do is ignore them. Be-
cause they change things. They push the human race forward. And while some may
see them as the crazy ones, we see genius. Because the people who are crazy enough
to think they can change the world, are the ones who do.”

It can be seen that while acknowledging personal characteristics normative-
ly seen as divergent or problematic (e.g., crazy, misfits, rebels, trouble-makers, rule-
breakers, without respect), these are used to express solidarity, understanding or
accord (“while some may see them as the crazy ones”). At the same time, these ac-
knowledgements preface the expression of positive evaluations, such as admiration

”ou

or respect (“because they change things”, “they push the human race forward”, “I see

i

genius”, “the people who are crazy enough to think they can change the world, are the
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ones who do”). Seen from this perspective, the message serves as a compliment with
a profound value-oriented charge. It grants a wide range of the audience on individu-
al bases, since it opens a large space for everyone to find him- or herself in it and feel
to be understood. In sum, the commercial approaches its audience not as a homog-
enous mass but acknowledges the positive contribution of varied individual charac-
teristics and values.

The power of the compliment paid to its potential consumers as an advertising
strategy, can be seen in the reception of the commercial upon its release. The "Think
Different" campaign resulted in being an enormous success winning the company a
number of awards including the 1998 Emmy Award for Best Commercial and the 2000
Grand Effie Award for most effective campaign in America. Various business special-
ists also saw the launch of this commercial as a breakthrough point in the promotion
of the company and its products, as it contributed to the brand re-emergence, restor-
ingits image after Apple was losing the market share to other companies at that time
(Deutschman 2000, Bilton 2011, Adonai 2013). It is needless to say that being one of the
first of this type, the commercial reveals the marketing genius of Steve Jobs and his
team being able to recognize the changing consumer values and react to the accent
of the globalization trends emanating the “new commercial reality” (Lewitt 1983).

4.2 Sample two: Dove real beauty sketches

The second sample is the “Dove
Real Beauty Sketches” video from 2013 as part of the Dove Campaign for Real Beauty.
Conducted by the Unilever's Dove brand since 2005, the campaign reacts to the mar-
ket research results indicating that only 4% of women perceive themselves as beauti-
ful while the majority is hypercritical to their looks (Vega 2013). The analyzed video
with a leading slogan “You are more beautiful than you think” was produced by the
Ogilvy & Mather ad agency with the aim to raise awareness to the tendency of being
too concerned with one’s appearance by accentuating natural beauty.

In this video, several women describe themselves for a sketch to a forensic art-
ist hid behind a curtain while the woman and the artist cannot see each other. The
same women are then described by stranger women whom they met the day before.
After that, the women are shown both sketches for comparison. Although designed
as an experiment, the video discloses an expected outcome. The self-descriptions as
considerably more critical or negative (“my mom told me I had a big jaw”, “when like I
smile I feel just like [my chin] kinda protrudes a little bit“, ,I kinda have a fat round-

i

er face”, “the older I've gotten the more freckles I've gotten” ...) than those provided by

" ou

the strangers (“she was thin”, “her chin was a nice thin chin”, “scars ... were describ-

i

ingjust a normal beautiful person”, “she had nice eyes they lit up when she spoke and
were very expressive”, “she had blue eyes, very nice blue eyes”). The contrast is then
realized by the women themselves in the video (“the stranger’s was a little more like
gentle. It's really different, which is very strange”, “she looks closed off and fatter, she
just looks kinda shut down, sadder too, the second one is more beautiful”’, “she looks
more open and friendly and happy”, “like a happy, light, much younger, much bright-
er person”). The video leads to the grand slogan of the commercial: “You are more

beautiful than you think”.

Compliments play a paramount role in this video. Upon the prevalently critical
self-descriptions, the first compliment featured sequences come as positive evalua-
tions given from the stranger women. Even though their sincerity may be questioned
as they may be meant to be polite, please or show solidarity, and even slightly manip-
ulated by the artist’s question formulations, their undoubted content is to accentu-
ate the qualities in appearances or even to see imperfections from a positive angle.
The strong contrast in evaluations for the two sketches yields further series of self-
compliments, some being the women’s corrected positive evaluations of their own
appearance, other following as a solicited agreement to the artist’s final question
,Do you think you are more beautiful than you say?”. Being a reiteration of the art-
ist question, the commercial leading slogan then, is a compliment transferred to the
wide range of consumers acknowledging the existence of natural positive qualities in
each individual. The message, like the previous sample, celebrates individual differ-
ences of its audience rather than a unified model of beauty.

The power of the compliment as a potent marketing strategy can be found in
the vivid reactions to the video. Upon its online release, more than 15 million people
saw the video within a week through various social-media networks (Grose 2013) cre-
ating a viral sensation. The emotional nature of the content can be observed in the
personal and rather mixed reactions of the critics. Katy Young in the The Daily Tele-
graph called it Dove's "most thought provoking film yet” for its “moving, eye opening
and in some ways saddening" (2013) character. Rebecca Cullers from Adweek classi-
fies the commercial as "one of the most original and touching experiments" (2013)
while Emma Gray in the Huffington Post admits that this "message rings true and is
a refreshing departure from the many female-targeted ads that try to shame wom-
en into buying things” (2013). Some even acknowledge that the video brought tears to
their eyes (Vega 2013). Avi Dan from Forbes, on the other hand, sees the message as
"powerful", but still “focusing too much on appearance” (2013), as well as others ob-
ject against the experiment as “tainted” and not scientifically valid for a purposeful
selection of the participating women (Postrel 2013, Griner 2013). Despite the criti-
cism and opposing sentiments, the marketing effect of the commercial reflected in
the company improved image and results. The campaign won a number of awards (19
including Titanium Grand Prix award at Cannes Lions International Festival of Cre-
ativity in 2013, top price at Effie Award 2014), and the company sales reportedly in-
creased by approximately 40% (Skene 2014).

The personal character of the compliment as a powerful promoting technique
dwells in the value-oriented nature of the speech act. Reflecting Anselmo Ramos,
the head of the Real Beauty project, who claims that "most ads today don't evoke any
clear emotion, they just communicate a particular product or service benefit” (Grose
2013), the Dove commercial seems to suit well the desire of the modern time con-
sumer. It reinforces confidence and self-esteem or, as Vega puts it, "hits on a real hu-
man truth for women” (2013). Emanating diverging values in a converging globalized
world is nicely reflected in Culler’s remark: "like all of the best work, the commercial
elements are barely there. Beyond the logo, Dove doesn't even attempt to sell soap”
(Cullers 2013). This reiterates the above mentioned Drucker’s claim that what real-
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ly matters nowadays is not the product and its attributes but the consumer values
(1999). Compliment in its nature seems to have done the right work for recognizing
the consumer varied qualities and their individualized values and needs.

4.3 Sample three: Always #LikeAGirl
& Gamble campaign "Always #LikeAGirl" from 2013. Its author, the award-winning

The last analyzed sample is the Procter

filmmaker Lauren Greenfield, designed the video to help the company empower fe-
males and address what Always calls a “the self-esteem crisis” among young girls
(Goldberg 2014). The idea is based on the American Psychological Association re-
search results showing that the girls’ self-esteem drops twice as much than boys’
during puberty (Robins et al. 2002). As part of a larger campaign, a series of further
videos were released with the ambition to “rewrite the rules and keep girls in sports”
(always.com 2017).

In the beginning of the analyzed video, several adult women and a little broth-
er are asked to act out what it means to them “to do something ‘like a girl’. While
showing how they see women run, fight and throw, a variety of fake affectionate and
weak hand and leg movements, pretended flipping hair, or giggles are shown by the
participants. The same question is then posed to younger pre-pubescent girls who,
unlike the others, perform genuine efforts in natural, self-confident performance
prone to stereotypes as they ,act out athletic and deliberate motions” (Goldberg 2014).
The others are then asked for their reflection which results in realization of their hy-
percritical judgements and corrected views.

In the beginning, the video shows the phrase ‘Like a girl’ being treated as an
insult, but as it progresses, at sends an altered message, that is, to deliver women a
compliment. As the company puts it, the main goal was to start showing young girls
that “doing it #LikeAGirl is an awesome thing” (always.com, 2017), in other words, to
accentuate admiration and respect for women’s qualities and potential in sports.
This is formulated by one of the women participants at the end: “if you are still scor-
ing, ... you're still being first, you're doing it right”. Being asked to provide advice to
young girls, this woman prompts them with a positive evaluation: ,keep doing it be-
cause it's working”. As a manifestation of solidarity and understanding, she adds: “If
somebody else says that running like a girl or kicking like a girl or shooting like a
girl is something you shouldn’t be doing, it’s their problem®”. To boost self-confidence,
then, she concludes: ,yes, I kick like a girl, I swim like a girl and I walk like a girl and
I wake up in the morning like a girl because I am a girl and that’s not something that
I should be ashamed of”.

Along with an immediate viral effect confirming the company gained interest
of a large market world-wide (Kimberley 2014), the campaign won the PR Grand Prix
award at the Cannes Lions International Festival of Creativity in 2015 followed by the
Creative Arts 2015 Emmy Award. Its success initiated a professional debate about the
current time advertising trends. And it is the nature of the compliment act that may
provide the answer to the question PR professionals posed when searching for the
formula that wins the festival top prizes. Lynne Anne Davis, the PR jury president ex-
plains that the current committee strategy is to prioritize the effect in the strategy

planning, that is, whether there is a “measurable change in behavior, lives, policies
and societies” (Bruell 2015). And indeed, based on the overall results, professionals
agreed that this campaign did achieve its goal to “completely redefine the phrase
‘like a girl™ (Goldberg 2014). As Davis continued, while the commercial “didn't just
speak to girls..., it hit a chord with everyone: women, mothers, fathers, and it spoke
to every single culture [and told] a cultural truth that transcends boundaries" by ad-
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dressing the individuals’ “self-esteem issues". Again, it seems to be the personal feel-
ing and value oriented content of the message as well as the recognition of natural

human qualities that targeted the audience of this commercial.

5 Conclusion

The analyses above show compliments as a potent advertisement
strategy reflecting the character of modern times. Compliments are a personal feel-
ing and value oriented, have a positive force and touch individual people’s emotions.
At the same time, when used in advertisement, they do not carry the conversational
burden. Their audience, hidden in a public space, is void of the commitment to pro-
vide a socially, culturally or context relevant response. Compliments allow the con-
sumers to enjoy a moment of recognition and fame.

Neither of the analyzed commercials, as presented in the video shots, utilizes
the traditional commercial elements such as a promotion of their product accentuat-
ing the product attributes, that is, its characteristics or benefits. Rather, they aim at
human values as they communicate admiration and respect, provide positive evalu-
ations, accentuate human qualities, recognize potential in people, or manifest sol-
idarity and understanding with the consumer. Although it can be argued that they
aim at creating a company image, they take upon further ambitions. They may edu-
cate, help or address pending selected social issues, as shown in all three analyzed
examples. One celebrates individual differences, creativity and originality in solu-
tions while challenging the ostracism of mainstream; another accentuates women's
natural beauty to change their hyper-critical self-evaluations and boost self-esteem;
and the other fights gender stereotypes to boost young girls’ drop in self-confidence
during the critical age of puberty.

This study suggests that compliments, while allowing to recognize individual
values, are an advertising format that resonates with the current time consumption
divergence trends. Considering Hofstede and de Mooij's argument that “when income
levels are such that consumers have satisfied their basic needs and wants, they will
spend their discretionary income on what best fits their value systems” (2002, p. 67),
compliments offer a direction for promotional activities at the time of globalization.
This study shows that with the converging income, media and technology, people are
willing to choose for telecommunication, cosmetics or personal hygiene products of
a higher standard when the brand communication style succeeds to recognize their
feelings, needs and value systems.

Showing the dynamics of compliments in advertisement, the hypothesis of the
converging consumption patterns can, in the end, be genuinely challenged. As there
seems to be “no empirical evidence that consumption behaviors are converging”
(Murphy 1999), the homogeneity in consumer values can be, as de Mooij and Hofstede
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put it, considered as “merely a persistent myth” (2002, p.62). It is the opposite reality
of a diverging consumption behavior that needs to be taken into account when devel-
oping advertising strategies. Consumer value systems appear to be heterogeneous.
Consumers expect their distinct feelings, wants and needs to be acknowledged. They
long to be understood and involved. And they expect commercial activities to have a
tangible impact in resolving their social issues. Compliments show to be one of the
potent techniques to meet the complexity of these criteria.

5.1 Limitations and suggestions for further research This study, being rath-
er descriptive in nature, focused on content analysis of selected advertisements that
defined as the speech act of a compliment, that is, carried the format of given linguis-
tic and pragmatic features. Received awards and results from open databases were
used to demonstrate the success of each campaign and only suggest the potential of
compliment for marketing and advertising. To prove its potential, though, a follow-
up qualitative research in the form of surveys, interviews or focus groups with var-
ied targeted market segments would provide more information about the consumer
perceptions.

The selected samples for analysis represented three cases adopting compli-
ments in social advertisement. However, further examples of compliments from oth-
er brands or companies and using a wider range of media than video can be identified
in the market, such as the Nike “Find Your Greatness” campaign accentuating di-
versity or the L'Oréal “Because You're Worth It” campaign appealing to the women’s
rights movement and its history. Extending a variety of the analyzed samples might
provide more findings supporting the hypothesis that compliments in their nature
do enhance a more value-oriented communication and positive relationship between
the brand or company and the consumer. Samples analyzing compliments in adver-
tisement could also be contrasted with case studies focused on samples that carry of-
fensive messages in advertisement.
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PRISPEVKY | CONTRIBUTIONS TEXT | EVAJADERNA, MARTINA BERANEK

ETICKY KODEX V RETAILU

PFispévek pojednava o nutnosti feSeni nékterych aktudlnich problémi

v retailu s ohledem na ochranu spotfebiteli, Zivotniho prostfedi a rozvoj
spoleénosti. Reseni nabizeji etické kodexy, kterymi retaileFi deklaruji svij
proaktivni pFistup k feSeni etickych problémi, jenZ maji dopad na stakeholdery
i Zivotni prostiedi. Nékteré retailové Fetézce také sviij zajem o spoleénost
nasleduji ve strategiich spolecenské odpovédnosti. Ty se stavaji velmi

dilezitym prvkem dotvafFeni corporate identity také v retailu.

Etika v éeském podnikatelském prostiedi Podnikatelské prostfedi v Ces-
ké republice se i po mnoha letech, kdy pros§lo vyraznou transformaci v trzni hospo-
darstvi, potykd s nedostatkem davéry, spolehlivosti obchodnich partnert. Jedinou
zdsadni mysSlenkou podnikatele je dovést své podnikani k maximalnim (pfevazné
kratkodobym) zisk@im i za cenu drobnych morédlnich dstupkd. Ani bezmadla 30 let trz-
niho hospodafstvi nedovedlo ¢eské podnikatele k zdsadni zméné v podnikatelském
chovani a nasledovani vSech zdkladnich etickych zasad.

V roce 2005 byl zvefejnén vyzkum, ktery mél za cil zjistit, jak se zastupci pod-
nikatelské sféry stavéji k dodrzovani etickych princip (GfK 2005). Z tohoto vyzkumu
vyplyvalo, Ze podnikatelské prostfedi v Ceské republice nebylo p#ili§ naklonéno etic-
kému podnikani, ale Groven etiky je o néco lepsi nez dfive. Tento vyzkum v8ak také
prokazal dvoji pohled na vinimani korupce, tzv. pozitivni a negativni. Pozitivni je my-
§lena ta, kdy zaméstnanci podniku dplatky pfijimaji a firma z tohoto postoje profitu-
je. Také neetické chovani povazovali za konkuren¢ni vyhodu.

S témito problémy se vSak nepotykalo trzni hospodafstvi jen po roce 1989, ale
jiz Bata v roce 1932 pronesl nasledujici myslenku: ,Pric¢inou krize je moralni bida.
Pielom hospodarské krize? Nevérim v zddné pielomy samy od sebe. To, cemu jsme
zvykli fikat hospoddtskd krize, je jiné jméno pro mravni bidu. Mravni bida je p¥ici-
na, hospodarsky tipadek je ndsledek. V nasi zemi je mnoho lidi, ktefi se domnivaji, Ze
hospoddaftsky tipadek l1ze sanovat penézi. Hrozim se dtisledku tohoto omylu. V posta-
veni, v némz se nachizime, nepotfebujeme zZadnych genidlnich obrat@ a kombinaci.
Potfebujeme mravni stanoviska k lidem, k prici a vefejnému majetku. Nepodporovat
bankrotate, nedélat dluhy, nevyhazovat hodnoty za nic, nevydirat pracujici, délat to,
co nds pozvedlo z povalecné bidy, pracovat a Setfit a ucinit praci a Setfeni vynosnéj-
81, zadoucnéjsi a Cestnéjsi nez lenoSeni a mrhani. Mate pravdu, je tfeba prekonat krizi
daveéry, technickymi zdsahy, finantnimi a ivérovymi ji vSak pfekonat nelze, dave-
ra je véc osobn{ a divéru 1ze obnovit jen mravnim hlediskem a osobnim piikladem.”

Proto je zde davod si otdzku etického chovani poklddat. Touto mys$lenkou se
zabyva stdle vice podnikti a manaZeti spole¢nosti jsou si védomi pozitivnich dopadt
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na jejich corporate identity, kterou mnohdy velmi téZce buduji. Diky tomu, Ze i v ob-
lasti retailu se pohybuje mnoho nadnédrodnich firem, se otdzka etiky a spolecenské
odpovédnosti fes{ stdle diraznéji. Pokud ma firma matefskou spole¢nost v zahrani-
¢1, vétsinou byvaji tyto podniky lépe pripravené a vybavené pro aplikaci rtiznych na-
strojit podnikatelské etiky nebo spoledenské odpovédnosti (Canik a Canikova 2006).
Navic nova generace zdkaznik® i manaZerd podniki je vice vzdéland v otdzce ochra-
ny zivotniho prostfedi, udrzitelného rozvoje a je diky globalizaci stale vice ve spoje-
nise zahranic¢im a pfejima moralni standardy, které jsou tam obvyklé. Diky tomu se
zacinaji touto otdzkou zabyvat vice do hloubky. Korporace institucionalizuji korpo-
ratni podnikatelskou etiku (Brammer, Jackson a Matten 2012). Snazi se o design a im-
plementaci pravidel a zdkont tak, aby regulovaly etické chovani a vytvarely strategii
spolecenské odpovédnosti.

Specifika podnikatelské etiky se vsak daji vysledovat v souvislosti s ptivodem
spole¢nosti. Sice je moZné hovofit o riistu nového globdlniho prostoru, ale urcité
rozdily 1ze zaznamenat na prikladu Evropy, Severni Ameriky a Asie. Jde predevsim
o klicové prvky podnikatelské etiky. V Evropé jsou na prvnim misté socidlni aspek-
ty v organizaci podnikatelského prostfedi (etika kapitalismu, ekonomicka racionali-
ta), v Severni Americe prohfesky a nemorédlnost v situacich rozhodovani jednotlivcd
(udavaéstvi, soukromi, prdva zaméstnancti) a v Asii je to pfedevéim firemni manage-
ment a zodpovédnost (§patna sprava, korupce) (Crane a Matten 2016).

Dtivodem pro zavadén{i principd etického chovdni neni pouze propojeni s ji-
nou spole¢nosti v zahranici, ale také vyssi informovanost v souvislosti s pozitivni-
mi dopady etického chovani na celou spole¢nost i samotny podnik. Celospolecensky
1ze zaznamenat naptiklad sniZeni korupce diky vyssi transparentnosti, zvyseni pro-
duktivity hospodéfstvi, zlep&eni reputace Ceské republiky v mezindrodnim podni-
katelském prostredi, zlepSeni socidlniho a zZivotniho prostfedi, sniZzeni hospodarské
kriminality a t{m i zati%en{ statn{ sféry (Canik, Rezbova a Zavfel 2005). Pro samotny
podnik je mozné identifikovat mj. zlepSeni firemni reputace, redukci rizik a nakladd,
zvySenou miru loajality zaméstnancti, posileni konkurenceschopnosti, tim i zajisté-
ni a udrzeni pfijma a ziskd, posilenif moznosti ziskat a udrzet si zahrani¢ni kapitél
a zajisténi trvale udrZitelného ristu (Canik a Canikova 2006). Tyto dfivody se stale
vice dostavaji do povédomi podnikd.

Vyznamnou se pak otdzka podnikatelské etiky stava tim, Ze tyto pozitivni do-
pady se tykaji vice stakeholdert podniké. Zdkaznici poptavaji vice nez jen produkt
oblibené znacky, zaméstnanci si vybiraji praci pro spolecnosti se silnymi hodnota-
mi, akcionafti inklinuji k podnikéim s vynikajici reputaci a navic tim podniky oproti
konkurenci ziskavaji lepsi pozici (Keegan a Green 2013).

Aktudlni etické problémy v retailu
je v ceském podnikatelském prostiedijiz nejen diskutovanym tématem, ale také je za-

Etické chovani, resp. podnikatelska etika

znamenatelna aktivita podnikd v souvislosti s nastavovanim etickych norem a stan-
dardd. Vyraznym problémem, proti kterému se retail vymezuje, je kvalita potravin.
V ceskych médiich se ¢asto objevuji ¢lanky uverejnujici skandaly velkych retailovych
fetézct, které nedodrzuji podminky skladovdni a péce o zbozi a tim snizuji kvalitu po-

travin. Prodéavaji sice cenové vyhodné zboZi, které vSak Casto prekracuje limity obsahu
Skodlivych nebo nebezpecnych latek. Proto i v ceském prostiedi existuje napojeni na
mezinarodni systémy rychlého varovani RAPEX, RASFF. Otazkou kvality potravin se
zabyva streamové video A dost!, cesky casopis Dtest. Dile zde vystupuji autority jako
Stitni zemédélskd a potravinaiskd inspekce, Ceskd obchodni inspekce.

Otdzka kvality zbozi je také zdsadnim tématem nékterych dalsich organizaci a insti-
tuci na ndrodnii mezindrodnidrovni. Visegradska ¢tyika fesi predevsim dvoji kvali-
tu potravin pro zdpadni zemé Evropské unie a pro stfednf a vychodni Evropu. V roce
2015 byl proveden vyzkum, jehoz vysledky byly velmi zarazejici. Az tfetina testova-
nych potravin z ¢eskych a némeckych obchod@ méla odlisnou kvalitu. Tyto vyrobky
se prodavaly ve stejném obalu a za velmi podobnou cenu. V té dobé vsak podle europo-
slankyné Olgy Sehnalové bylo problémem vyuziti téchto dat pfedsednictvi Nizozem-
ska, které o toto téma neprojevilo zdjem (Euractiv 2017).

V brfeznu tohoto roku pak premiéfi ¢tyf zemi visegradské skupiny ve Varsa-
vé schvalili spolec¢né stanovisko k budoucnosti Evropské unie. V ném si prili refor-
mu spolecenstvi pri rovnosti vSech ¢lent a pfedevsim vyzvali Evropskou komisi, aby
se problému rozdilné kvality potravin v riznych unijnich zemich vénovala. Povazuji
dvoji kvalitu potravin za vazny problém a snaZzi se prosadit vyraznéjsi reakci Bruselu
na tato upozornéni (Zemédélec 2017).

Dalsim stézejnim tématem etickych standardt ve vztahu k zdkaznikdm je
pravdivost a transparentnost pfedavanych informaci. Jedna se o nesoulad v infor-
macich a pravdivosti ddajti o akénim zboZi, klamani spotfebitele a neeticky piistup
v rdmci marketingovych aktivit. Neetické chovani marketéri miiZe vést k dishar-
monii se zdkaznikem a spole¢nosti jako celku v dlouhodobém horizontu. Mnohdy se
marketéfi ve svém rozhodovani ztraceji, nejsou vici neetickému chovanfi citlivi nebo
»,pouze” dodrzuji zdkony a regulace ze strany statu. Pro lepsi ukotveni nékterych dal-
Sich aspektl etického chovani je nutné nadefinovat etickou politiku uplatiiovanou
v rdmci marketingového fizeni (Kotler a Armstrong 2016). Proto stdle vice retaile-
rti v Ceské republice piejim4 etické kodexy svych matefskych spoleé¢nosti v zahraniéi
nebo ptvodem Ceské podniky se snazi definovat své vlastni.

Skandal v ceském prosttedi, ktery se tykal praktik obchodnich prodejct a byl
zpracovan v podob& dokumentu Smejdi, véak dokl4ad4, Ze nékteré spole¢nosti naopak
své pracovniky motivuji k neetickému chovani. Tito obchodni zastupci pouzivaji
praktiky, které se s marketingovou etikou zcela neslucuji.

Cesky retail zaznamendavd, podobné jako obchodovani celosvétové, velky na-
rust transakei v internetovém obchodovani. Také velké retailové retézce, které do-
posud nemély své e-shopy, o této alternativé uvazuji. Virtualni prostor je proto také
tématem diskuzi z pohledu etického chovani. Spotfebitelé jsou vsak stdle informova-
néjsi, vzdélanéjsi a velmi ¢asto vyuzivaji tento distribuc¢ni kanél u ovéfenych inter-
netovych obchodti, pfipadné sviij vybér podfizuji recenzim, které jim pomadahaji pri
vybéru poctivého obchodnika.

Na druhé strané obchodnici musi fesit problémy ve vztahu zdkaznik - obchod-
nik. Velmi vyraznym negativnim jevem jsou kradeZe v obchodech. Uvad{ se, Ze pro-
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cento kradeZ{ z celkovych prodejii v Ceské republice se pohybuje kolem 1,4 %, coZ &ini
14. misto Barometru a odhaduje se v pfepo¢tu na 7,6 mld. K¢ (Global Retail Theft
Barometr 2015). KradeZe v obchodech se bohuZzel tykaji také vztahu zameéstnanec -
obchodnik. Velmi ¢asto dochéazi k fyzickym kradezim, ale také zneuZivini know-
-how obchodnika, obchodnich kontaktti nebo firemniho majetku (Heskov4, Jadernda
a Lieskovska 2017). Retailer pak ve svych etickych kodexech naopak fesi chovani vici
zaméstnancim. Pfedmétem zijmu je predevsim vymezeni proti diskriminaci, zpi-
soby a véasnost odménovani a stdle castéji otdzka obtéZovani a zneuzivani postaveni
manazerl. Také se retailefi snazi o zpfijemnovani pracovniho prostfedi, coZ prame-
nipredev§im ze zdkladnich specifik obchodu v rdmci persondlnitho managementu, a
to dlouhé oteviraci doby, prace na déle nez 8 hodin denné a psychickou a fyzickou na-
ro¢nost. V Ceské republice maji zaméstnanci moZnost se obratit na organizace typu
DAS nebo OMBUDSMAN, pripadné Inspektorat prace.

Nésledujici kapitola reflektuje etické kodexy vybranych retailerd, ktefi reagu-
ji na nejcastéjsi problémy v obchodé a deklaruji sviij eticky pristup ke spole¢nosti, za-
meéstnanctim i obchodnim partnerim. Také uvadi informace o etickych kodexech
vybranych reprezentant® ¢eského podnikatelského prostredi.

Eticky kodex v ceském retailu
nych prohlaseni o mordlnich hodnotach réiznych profesi, ktery se vyuziva k vedeni

Eticky kodex je definovan jako sled vseobec-

rozhodovani v praxi (Whitehouse a kol. 2015). Eticky kodex je také vnimdn jako syste-
maticky zpracovany soubor norem a piedpisti, ktery ma za cil urovnavat rozpory, ne-
shody nebo protiklady v ndazorech a vztahy mezi ¢leny urcité komunity (Rolny 2007).

Jde tedy o dokument, ktery md zaméstnancim i vedeni spole¢nosti ukazat
smér pri kazdodennich rozhodnutich, které se tykaji jeho profese a urcuje také sviij
postoj a moralni hodnoty. Ty maji byt vSéemi vnimany a ndsledovany tak, aby spolu-
vytvarely vhodné podnikatelské prostredi.

Svaz obchodu a cestovniho ruchu Svaz obchodu a cestovniho ruchu Ceské

republiky (d4le jen SOCR CR) je autorita, kterda pomahd spoluvytvaiet ¢eské podni-
katelské prostiedi. Proto jeji hodnoty, definované v Etickém kodexu Svazu obcho-
du a cestovniho ruchu, by mély byt sdileny nejen cleny tohoto svazu. Kodex je tvoifen
v souladu se Stanovami SOCR CR. Svaz se mimo jiné zabyva otdzkou svobody trhu,
jako zdsadnim vychodiskem podnikdni v éeském podnikatelském prostiedi. Vybizi
k napliiovini hodnot v rdmci vztaht se véemi stakeholdery, jako jsou odpovédnost,
divéryhodnost, spolehlivost a zdkonné jedndni. Clenové se kodexem zavazuji k do-
drZovani spriavnych obchodnich praktik a k pomoci zdokonalovat pravni fad a jeho
napliiovani. StéZzejni je také platebni disciplina, regulérnost zbozi a sluzeb, transpa-
rentnost smluvnich podminek a vyvarovani se Sedé ekonomice.

V rdmci konkurené¢ni soutéze jednaji vzdy ve svém zajmu, ale Cestné a s ohle-
dem na evropska pravidla, k reklamé pfistupuji eticky a také pro své zaméstnance se
snazi vytvaret distojné podminky. S ohledem na své moZnosti podporuji charitativ-
ninadace ¢i akce a snazi se mnoha zptisoby o zlepSovani Zivotniho prostfedi. Ke zvy-

Seni prestize podnikani v obchodé a cestovnim ruchu spolupracuji s informaénimi
médii do té miry, aby neposkodili své podnikdn{ (SOCR, 2015).

Albert - Ahold Delhaize
jim34 etické kodexy svych matefskych spolecnosti. Pfikladem mtiZe byt retailovy fe-

Mnoho retailovych podnikd v ¢eském prostiedi pre-

tézec Albert, ktery je soucasti skupiny Ahold Delhaize. Jde o spolecnost, kterda ma
vice nez 6500 obchodt po celém svété, obsluhuje 50 miliont zdkaznika ve Spojenych
statech americkych, Evropé a Jizni Asii za tyden (Ahold Delhaize 2017). Albert preji-
ma4 jejich dokument o etickém chovani. ,N&s eticky kodex” je dokument, ve kterém
nejprve generdln{i feditel Ahold Delhaize upozornuje na dilezZitost etického chovani
a dodrzZovani zdsad pti kaZdodennim rozhodovéani, kterych primérny ¢lovék uéini
béhem dne 35 000. Je stézejni nejen dodrZovat zdkony a etické principy, ale v ram-
ci svého rozhodovani se drzet zdkladnich zdsad. Ty jsou v dokumentu naformulova-
ny takto:

| 1. Respektujeme jeden druhého.

| 2. Dodrzujeme zdkony.

| 3. Ve vSech nasich vztazich jedndme eticky.

| 4. Nebojime se ozvat.

Tyto zdsady jsou napliovany diky zakladnim hodnotdm, kterymi ve spolecnos-
ti jsou éestnost, odvaha, tymovost, péce a humor. Cestnost m4 byt moralnim kom-
pasem pti rozhodovani. Diky odvaze maji byt zaméstnanci schopni najit silu udélat
spravné rozhodnuti, pfipadné fesit své problémy. Diky tymovosti ma byt zajiSténa
vzdjemnd podpora a napliovani téchto hodnot a péce ma ochraniovat vztahy s kolegy,
komunitami i zdkazniky. Humor ma zajistit udrzZeni nadhledu.

Prvni z uvedenych zdsad formulovanych v tomto dokumentu ,Respektujeme
jeden druhého.” upozornuje na dtleZitost udrzovat diistojnost a tictu navzdjem. Vy-
hrazuji se proti diskriminaci, obtéZovani nebo nevhodnému chovani. V tomto bodé
deklaruji také dodrzovani pravidel bezpecnosti pracovniho prostfedi.

Z4sada ,DodrZzujeme zdkony.” se objevuje v mnoha etickych kodexech retaile-
1. Nabizi se vSak otdzka, zda dodrZovani zdkont je soucdsti podnikatelské etiky ¢i
nikoliv. Podle Crane (2017) ,business ethics za¢ind tam, kde kon¢i pravo.” Mélo by jit
tedy spiSe o moralni postoje, které zakony prevysuji. Ahold Delhaize se v radmci této
zdsady vymezuje vii¢i nekalé hospodaiské soutézi, urcuje etické chovani ve vztazich
s dodavateli, konkurenty i profesnimi organizacemi. Zakazuje korupci a iplatkafstvi
a zneuzivani davérnych informaci.
tailu. Proto vysvétluje pojem stfet zdjmt, zneuZziti postaveni nebo obchodnich ¢i
investi¢nich prilezZitosti. V otdzce dart, které poskytuji potencidlni nebo stdvajici
dodavatelé spole¢nosti, je v dokumentu jasné uvedeno, Ze o né nesmi zaméstnanec
pozadat a pokud je mu nabidnut, ma zvazit, zda ho tento dar mtze ovlivnit v jeho dal-
§im rozhodovani. Ahold Delhaize také fesi otdzku bezpecnosti potravin, jasné dekla-
ruje zdvazek poskytovat zdkaznik@im bezpecné a vysoce kvalitni vyrobky. V rdmci
etického kodexu fesi spolecenskou odpovédnost firmy, udrzitelnost maloobchodni-
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ho prodeje. Zabyva se otdzkou uchovavani a spravy zdznamt a ochranou dvérnych
informaci.

Ctvrty bod se tyka ochrany osobnich dat s tim, Ze pokud kdokoliv zjisti zneuZi-
ti téchto dat, tento problém tesi, a to nejprve na lokdlni drovni. Také tesi otdzku po-
skytovani rozhovorti a informaci tfetim strandm. V pfipadé etickych problémi pak
nabadda zicastnéné k informovani etické linky a feSen{ vzniklé situace (Ahold Delha-
ize 2017).

Stavebniny Spurny Stavebniny Spurny byly zaloZeny v roce 1992. Do roku 1998
se jednalo pouze o maloobchodni firmu, pak se zac¢ali zabyvat také velkoobchodnim
prodejem stavebniho materidlu pro velké i mensi stavebni firmy ve svém okoli. Tato
firma je pfikladem malého a stfedniho podnikani, které si uvédomuje potiebu sta-
noveni a dodrZovani{ etickych standardd. Na svych webovych strdnkdch vymezuje za-
sadni pilite etického kodexu:

| Respektovani zdkon.

| Ucta a dtivéra viici nadiizenym a kolegim.

| Maximdalni{ vstficnost vici zdkaznikovi.

| Zdvazek mléenlivosti vzhledem k internim informacim.

| Jedndni v zdjmu firmy a jeji dobré povésti.

| Ohled na zivotni prostfedi.

Navic zde také uvadi zdsady profesiondlniho chovdni pracovnika firmy. Zde
podrobnéji rozebira diive definované zasadni pilite a uvadi, Ze tento dokument je
pro pracovniky firmy zdvazny a jeho poruSeni byt povazovdno za poruseni pracov-
ni kdzné a miiZze byt divodem postihu nebo i ukonceni pracovniho pomeéru (Staveb-
niny Spurny 2017).

Osobni prodej Velkym problémem na ¢eském trhu je z divodu nepfiznivého
vyvoje osobniho prodeje a neblahé reputace osobnich prodejcti zastupujicich nékteré
spole¢nosti neprijeti osobniho prodeje jako korektniho zptisobu distribuce zboZzi za-
kaznikam. Proto se Asociace osobniho prodeje rozhodla feS$it tento problém a snazi
se vybudovat povédomi o osobnim prodeji jako o nabidce vysoce kvalitnich vyrobkd
za vyhodnych obchodnich podminek. Na druhé strané hovoti o prilezitosti pro roz-
voj drobného podnikdni a moZnosti pracovniho uplatnéni. Aby toho mohli podnika-
telé dosdhnout, je nutné dodrzovat urcita pravidla, mj. eticky kodex.

Eticky kodex, ktery Asociace osobniho prodeje vydala v roce 2016, fesi otaz-
ku chovani vii¢i spotfebitelim, pfimym prodejctim a také ostatnim spolecnostem
na trhu. V rdmeci ¢asti o chovani vii¢i spotfebitelim zdlraznuje absenci zakdzanych
praktik (zavadéjici, klamavé nebo nekalé obchodni praktiky), a to i v pfipadé propa-
gacénich materidli, nutnost prokdzani totoznosti, moznosti prostudovat podminky
objednadni zboZi a transparentnost objednavkového procesu. Dile se spole¢nosti za-
vazuji k vyuzivani referenci pouze autorizovanych a ochrané soukromi zdakazniki.
Umoznuji také odstoupit od smlouvy nebo vratit zbozi. Zakdzan je také referencni
prodej a prodluZovan{ lhiity dodani zbozi.

Eticky kodex déle hovofi o zdsadnich otdzkach ve vztahu vici pfimym prodejctim,
a to napt. jejich ndbor, odménovani, zprostfedkovani dilezitych informaci o spolec-
nosti nebo moZnosti uzavirdni smluv. Dale se snaZi nastolit respekt viici jejich sou-
kromi, jejich vzdélavan{ a také podminky zpétného odkupu ¢i zasob vyrobkd, které
distribuuji. Asociace osobniho prodeje si je védoma problémt mezi samotnymi spo-
le¢nostmi na trhu a vybizi je k poctivosti ve vzdjemném styku, zakazuje nabizeni pra-
ce prodejctim jiné spole¢nosti a nespravedlivé oCerniovdni konkurenéniho podniku
(Asociace osobniho prodeje 2016).

Zavér

Ceské podnikatelské prostiedi prochdzi stale velkou transformaci v sou-
vislosti se stanovovdnim hodnot. Trzni hospod4istvi v Ceské republice je v porov-
nani se zemémi, které nepatfily do Vychodniho bloku a jsou na zkuSenosti bohatsi
a s delsf historii trzniho hospodafstvi, stdle jen krticek za svou ranou fazi. Z toho
také vychdzi postupné uvédomovani si nutnosti etického chovani, spolecenské od-
povédnosti firem tak, aby byla zachovdna obchodni partnerstvi zaloZend na dtavére
a prostfedi hodnotné pro dalsi generace. Proto je otdzka etického chovani stdle aktu-
41néjsi nejen v podnicich svdzanych s nadndrodnimi spole¢nostmi, ale etické problé-
my a jejich feSenf je tématem ryze ¢eskych podnikd nebo asociaci v podnikatelském
prostiedi. Podniky stdle castéji deklaruji své pozitivni etické postoje, coZ se snazil
tento ¢lanek naznacit. Jaké je vSak dodrzovani etickych standardd, naplhovani vyty-
¢enych hodnot?

S ohledem na skandalni odhaleni v nékterych retailovych fetézcich je naplno-
véani deklarovanych etickych standardii pfinejmensim diskutabilni. Ceské podnika-
telské prostiedi i spolecnost si mnohdy neuvédomuje dtisledky neetického chovani.
Firma deklaruje své postoje, zaméstnanci je pfi podpisu pracovni smlouvy potvrdi
svym podpisem, ale naddle jim nejsou v§tépovany a pfipomindny, takze povétSinou
nejsou nasledovany. Navic samotni manaZeri nejdou prikladem a délaji mnoho mo-
rdlnich dstupkd a chovaji se neeticky. Proto otdzka dodrzZovani deklarovaného je na-
snadé€ a bylo by zajimavé se ji zabyvat s ohledem na charakteristiku business ethics
v Ceském retailu a pfipadné mozné ndvrhy na zlepSeni managementu firmy tak, aby
standardy byly nejen deklarovany, ale také nasledovany.
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Résumé

Code of conduct in retail

The paper presents the important role of problem solutions, which are in retail connected to customer and environment protection
and social development. The solution of these problems offers Code of Conduct with the declaration of proactive approach to the so-
lution of the ethical problems. Some retail chains follow the interest in society in the strategy of Corporate Social Responsibility. The-

se strategies are an important part of formation of the corporate identity in retail.
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MARKETING BRIEFS

TEXT | PAVEL STRACH

TOO MUCH IS NEVER ENOUGH:

THE 2017 CASE

OF ROADSIDE BILLBOARDS

IN THE CZECH REPUBLIC

On my recent visit to Bratislava, I was enjoying a cup of coffee with my Slovakian
friend, while he turned at me at some point: “I know Czech parliamentary elections
are coming. What is that for a party, which paid for displaying the Czech nation-
al flag on all billboards along main roads?” The last marketing briefs were seek-
ing a degree of decency in the amount, frequency and visual appeal of marketing
communications.

Would I have known, that only a few months later such an issue would become
a public affair in the Czech Republic. One to the visible divides between the Europe’s
East and West is still both the amount and quality of outdoor advertising. Estimates
go that there are more 25.000 billboards in the Czech Republic, out of which about 12%
are along roads and highways and about 30% are illegal constructions.

Already in 2012, the Czech Parliament passed a bill on road safety awarding a
5-year provisional period to advertising agencies, after which all billboards and oth-
er large advertisements from the vicinity of main roads and highways were supposed
to be dismounted. Billboards further than 250 meters from the highway and 50 me-
ters from the main road could remain standing. In several European countries (incl.
Germany, Austria, or Sweden), advertising along main roads is regulated in a simi-
lar manner. The provisional time came to an end in August 2017. Billboards, which
are not removed by advertisers, will be first covered by the highway safety authority
and later dismounted.

Whereas some advertising agencies followed the law and removed their adver-
tising media, others decided to use own marketing weapons and play around. Just
days before the provisional period was over, the association of outdoor advertising,
established in 2014 by 7 main outdoor advertising agencies, replaced their billboard
ads with the Czech national flag claiming that displaying a state symbol cannot be
deemed advertising and widely distributed press releases and a media kit across the
country. The association created a public affair attempting to prove lawmakers were
wrong on several encounters.

As a matter of fact, advertisers had more than five years to stimulate a public
debate and in all fairness, they did try on a few occasions in 2015. Similarly, adver-
tisers could have asked courts to take action (as one of the arguments suggested that

55



the new limitation on outdoor advertising limits fair competition). However, hardly
it can be socially responsible to cash out income from paid boards and leave the re-
moval to be covered by public authorities.

European Advertising Standards Alliance (EASA), which has local affiliated
professional bodies all around Europe (including Slovakia and the Czech Republic)
is a self-regulatory organization. Members voluntarily sign up to obey four key prin-
ciples of responsible advertising: advertising ought to be legal, decent, honest and
truthful; ads themselves demonstrate a sense of social responsibility; ads are based
on the principles of fair competition; and ads shall not impair public confidence in
advertising. Overall, EASA is there to promote better image of advertising as a social-
ly desirable profession. Current public affairs created by Czech outdoor advertisers
have most likely violated foundational elements of European advertising and cer-
tainly contributed to image of societally useless advertising. Cluttering public space
and tarnishing aesthetic value of it are consequences, which professionally confi-
dent and skilled advertisers would always try to avoid.

Résumé PFilis neni nikdy dost: Pfipad silniénich billboardii v Ceské republice v roce 2017

Jiz vroce 2012 prijal cesky parlament novelu zdkona o provozu na silni¢nich komunikacich, ve které vyhradil pétileté pfechodné obdo-
bi pro provozovatele venkovni reklamy, v némz mély z blizkosti ddlnic a hlavnich silnic odstranit billboardy. Velkd ¢dst provozovateld
se na konci pfechodné obdobi rozhodla nahradit reklamni sdéleni na billboardech ceskou stdtni viajkou s tim, Ze vystavovdni stdtniho
symbol neni reklamou. Jednalo se o vytvoreni tzv. public affair, u niZ je vSak otdzkou jeji spoleCensky a eticky rozmér, ktery se stdvd
pro reklamu jakéhokoli druhu a typu stdle vgznamnéjsim prvkem pfi posuzovdni vhodnosti a vgznamnosti marketingové komunikace.
P¥i této public affair zFejmé byly poruseny nékteré samoregulacni principy reklamy v evropské prostoru reprezentované Evropskou

alianci pro reklamni standardy, na Slovensku a v CR pak vZdy mistné p#islusnou Radou pro reklamu.
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TEXT | LUBOMIRA STRAZOVSKA

OBCIANSKA INICIATIVA:

AJ PES JE NOVOZAMCAN

Obc¢ianska iniciativa Aj pes je Novozdmcéan vznikla priblizne v mesiaci méaj 2017 po
opakovanej kauze priotravenych psikov v meste Nové Zamky. Jednalo sa o niekolko
pripadov, kedy ob¢ania nahlésili na policiu na ulici pohodené potraviny a tie boli na-
pustené jedom alebo obsahovali malé klince alebo ihly, vSetko pre psikov alebo deti
smrtelné nebezpecenstvo. Zaevidované boli aj pripady smrti psikov po konzumacii
takychto potravin. Tdto udalost velmi otriasla verejnostou mesta Nové Zamky. Mé-
dium a sprostredkovatelom informaécifi a kritiky bol facebook, kde si obania mesta
Nové Zamky vymienali ndzory a Ziadali preSetrenie tychto udalosti. Verejnost sa bdla
aby dalsou obetou neboli priotravené deti.
Hlavnou inicidtorkou bola ob¢ianka Novych Zamkov, ktora ale dlhodobo Zije
a pracuje vo Viedni, Miriam Keszegova. Napisala list predstavitelom mesta o rieSeni
tohto problému. Predstavitelia mesta pan primator Otakar Klein a pani prednostka
Thunde Szekeresova iniciovali stretnutie vybranych ob¢anov k danej problematike.
Na stretnuti sa zdicastnili nasledovni participanti: Mestska policia Nové ZamkKky, ttu-
lok Ciernousko Nové Zamky, chovatelia psov, Slovenska asocidcia ochrancov zvierat,
médium Castum Novum a vedtica obc¢ianskej iniciativy Lubomira StrdZovska. Skon-
Statovali sa mnohé problémy sticasného spolunazivania psickarov a nepsickarov ako
napriklad: neohladuplné spravanie sa psickarov, agresivita u nepsickarov ku psikom,
necistenie exkrementov u psickarov, tyranie psikov majitelmi, neplatenie dani za
psikov, ignorancia ob¢anov pri napomenuti od Mestskej policie a mnohé iné. Po dlhej
diskusii o problémoch o spolunazivani psickarov a nepsickarov sa skons§tatovalo, ze
treba zacat predovsetkym vychovavat mladych Iud{ a deti. Vstepovat im slusné a ohla-
duplné spravanie a zodpovednost za psika ako aj jeho spravanie na verejnych prie-
stranstvich voci ostatnym psikom a ludom. Z tohto stretnutia vzisli mnohé dobré
népady, ktoré sa planuji realizovat ako napriklad:
| Zadat cielent pracu s detmi a mlddezou v podobe névitevy zdkladnych a stred-
nych §kol.
| Vytvorit kédex psitkara a nepsitkara - ten je uz vytvoreny ku diiu 30. 8. 2017.
| Vytvorit informaénd broztru pre psi¢karov.
| Zabezpedéit postupné prekrytie pieskovisk a detskych ihrisk pre zabezpedenie
hygieny deti.
| Vytvorit mapu volného pohybu psikov.
| Vytvorit mapu umiestnenia smetnych nddob na psie exkrementy.
| Vytvorit oplotené venéiace plochy, aj s vodnymi nddrzkami a preliezkami pre
psikov.
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| Umiestnit na nové miesta nové smetné nddoby s vtipnymi obrdzkami moti-

vujucimi odhodit exkrement po psikovi prave do smetného kosa.

| PR kampati do dvojtyZzdennika Castrum Novum a televizneho vysielania Nové

Zamky, priebezné ¢lanky a informovanie verejnosti prostrednictvom vybra-
nych médii.

| Navrhntit PR kampail v meste so zameranim na zodpovedné sprdvanie sa

psickarov - prave na tejto kampani sa zdcCastnia Studenti Fakulty manage-
mentu Univerzity Komenského v Bratislave pod vedenim prof. Mgr. Petra
Starchotia, PhD. a doc. Ing. Mgr. Lubomiry StridZovskej, PhD.

| Spropagovat aktivity mestského dradu na verejnost.

| Medializovat kampai a dohodnuté zévery a aktivity.

Terminy na realizovanie jednotlivych aktivit sd od jina 2017 do decembra 2017.
Vedtca obc¢ianskej iniciativy zabezpecuje komunikaciu na facebooku a so skupinou
Psickari Nové Zamky. Niekolkokrat spustila verejnii kampan na vytvorenie novych
motivujicich obrazkov, ktoré by inspirovali psickarov aby po svojich psikoch upra-
tovali. Verejnost alebo psickari maji moznost nakreslit vesely a motivujici obrazok,
ktory sa neskor nalepi na smetnid nddobu. Momentalne beZi tretia kampan kedy ve-
rejnost a psickari Novych Zdmkov mézu prispiet vlastnymi ndpadmi k obzvlastneniu
smetnych koSov. Priblizne v polovici oktébra sa budd montovat v meste Nové Zam-
ky nové, veselé a motivujice smetné koSe na psie exkrementy a diifajme, Ze budi do-
stato¢ne motivujiice na to, aby psickari upratovali po svojich psikoch. U obanov ma
tato iniciativa obrovskd odozvu, nakol'ko od nej o¢akavaji zmysluplné investovanie
svojich dani za psa do prospesnych veci.

DalSou aktivitou je oplotend vené¢iaca plocha pribliZne v §ir§om centre mesta,
kde sa budi moéct vybehat mestské psiky, kde bude aj studna a kde budid mat psiky aj
hracky a preliezky. Tento aredl sa ma vybudovat v novembri 2017.

Prvy rozhovor do dvojtyzdennika Castrum Novum pre obéanov mesta usku-
tocnila vediica obc¢ianskej iniciativy dna 13.10.2017, ktorym zacala sériu rozhovorov
o postupnosti napliiania cielov vedenim mesta Nové Zamky. Pokracovanim bude roz-
hovor a diskusia o problematike v novozamockej televizii spolu s predstavitelkou Slo-
venskej asocidcie ochrancov zvierat Deniskou Reckovou. Nebude sa zabtidat ani na
problematiku mnoZiarni a problematiku ¢ierneho obohacovania sa na tkor zdravia
zvierat.

Prebehlo tiez fotenie do uz spominaného kédexu psickara a nepsickara, kde
boli fotené psiky Lubomiry Strazovskej. Fotografie budd ilustrovat pisany text a budd
motivovat psickarov a nepsickarov k pozitivnemu spravaniu.

Obcania mesta Nové Zamky privitali spominané aktivity, pretoZe vidia efektiv-
ne vyuzitie svojich danf a pozitivny pristup vedenia mesta Nové Zamky.

ZAUJALO NAS | CAPTURED US

TEXT | BARBORA SUCHA

TATRY ROZKVITLI UMENIM

A ZAZITKAMI

Napriek konc¢iacim letnym prdzdnindm neostalo v Tatrdch pocas prvého septembro-
vého vikendu prazdno. Prave naopak, mnoho Iudi o¢akavalo, Ze prave pocas neho roz-
kvitnd Tatry umenim a zazitkami. Aspon to slubovali organizatori prvého ro¢nika
hudobného festivalu Tatra Flowers, ktori ¢erpali in§pirdciu z podobného festivalu or-
ganizovaného v talianskych Dolomitoch.

Stcastou festivalu boli hudobné koncerty réznych Zanrov: klasickej hudby, tra-
di¢ného folkldru, jazzu, etna, ¢i modernej alternativnej hudby; stretnutie so sloven-
filmova projekcia dokumentov z dielne Pavla Barab4asa, ktory sa orientuje na doku-
mentdrne filmy zndzornujtce caro a jedinecnost Tatier. Koncerty, stretnutia, projek-
cie a sprievodny program sa odohrédvali na viacerych miestach: na Strbskom plese,
v Tatranskej Lomnici, na Hrebienku, Popradskom plese, Skalnatom plese a Téryho
chate.

Prva oficidlna informadcia o konani podujatia bola zverejnena v maji tohto roku
na tvodnej tlacovej konferencii. Vdaka nej sa dostala do médif a bola rozsirovana. Or-
ganizétori vytvorili webovi stranku, na ktorej zverejnili inform4écie o programe, in-
terpretoch, doprave, parkovani, infocentre, ¢i bezplatnej infolinke.

Propagicii festivalu pomohla aj aktivita na socidlnych sietach. Organizatori
vytvorili na socidlnej sieti stranku pre fantisikov, vdaka ktorej upozornili na existu-
jicu webovii stranku. Dalej poéas celého obdobia do uskutoénenia festivalu informo-
vali o programe, prindsali vyjadrenia d¢inkujicich, ukazky z nacvikov, informadcie
o tuspechoch dc¢inkujicich, vided s osobnymi pozvaniami od dc¢inkujicich, jednodu-
cho vdaka svojej stranke pre fanisikov udrziavali zdujemcov neustdle informova-
nych a motivovanych. Kritko pred zaciatkom festivalu poskytli navstevnikom vsetky
potrebné informadcie a pocas festivalu prostrednictvom tejto stranky upozornovali
na zmeny v programe.

Plusom pre popularitu festivalu bolo bezplatné vstupné na takmer vsetky pri-
pravené podujatia. Jedinym spoplatnenym koncertom bol koncert speviacky Jany Kir-
schner a ludového umeleckého kolektivu SLUK. AvSak predaj listkov bol dostatocne
roz§irovany a podporeny akciou dva plus jeden zadarmo.

Vdaka medidlnemu partnerovi RTVS bol festival Tatra Flowers propagova-
ny v rozhlase, aj v televizii. Vyzdvihnuté bolo spojenie Tatier a umenia realizova-
né na krasnych miestach v horach. Zvolend reklama podéiarkovala umelecké ladenie
festivalu.
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Organizatori nezabudli ani na predaj reklamnych predmetov s logom festiva-
Iu. V ponuke boli tricka, tasky, ¢i ponozky a zaujemcovia si ich mohli zaobstarat na-
kupom cez internet, ¢i osobne na festivale.

Propagicia festivalu neskoncila prvym septembrovym vikendom. Organizatori
sa prihovaraji navstevnikom aj po jeho skonceni - prinasaju fotky, vided, ¢i diskusie.

Festival vSak narazil aj na odporcov. Dovodom boli koncerty odohravajtce sa
na vysoko poloZenych miestach v horach, ktoré spadaji do vysokého stupnia ochrany
prirody, akym je Téryho chata, nachadzajtica sa vo vy$ke 2015 m n. m. Vdaka viacerym
stretom v ndzoroch vzniklo mnoho ¢ldnkov v novindach, ¢i prispevkov na socidlnych
sietach. Clenovia Slovenského ochrandrskeho snemu dokonca vyzvali téinkujtcich,
aby svoje koncerty poc¢as podujatia zru§ili. Vdaka mnohym ¢lankom, ktoré vznikli na
podklade tychto ostrych diskusii, sa o chystanom festivale dozvedelo este viac Iudi.
AKko sa hovori, aj zl14 reklama je reklama.

Ci uz mal festival Tatra Flowers viac pozitivnych alebo negativnych téinkov, &i
boli zvolené miesta koncertov a interpretov spravne alebo nie, ¢i maji pravdu orga-
nizatori alebo aktivisti, jedno je isté - na prvy ro¢nik bola propagdcia podujatia za-
bezpecend na vysokej irovni.

RECENZIE | REVIEWS

TEXT | PETER STARCHON

LOSTAKOVA, HANA A KOL.,

2017. NASTROJE POSILOVANI

VZTAHU SE ZAKAZNIiKY

NA BZB TRH Uo PRAHA: GRADA PUBLISHING, 2017.

310 S. ISBN 978-80-271-0419-2.

Problematika budovania a riadenia vztahov so zdkaznikmi je tak v marketingovej te-
Orii, ako aj v praxi dlhodobo pertraktovanou a aktudlne je v danej oblasti k dispozicii
rozsiahla poznatkova baza - ¢o si plne uvedomuje aj Sestclenny kolektiv plne kompe-
tentnych a erudovanych autorov na cele s jeho vedicou, p. profesorkou Hanou Los-
takovou - avSak v nej nie je ,venovana dostato¢nd pozornost tomu, aké nastroje st
na B2B trhoch prospes$né pre posiliiovanie vztahov so zdkaznikmi v r6znych odvet-
viach”, ako to uvddza uz v ivod recenzovanej publikacie. Dany dévetok tak jednoznac-
ne odhaluje jej aktudlnost, vyznam a inovativny charakter s citelnymi praktickymi
konzekvenciami, pricom vlastné ciele publikacie st sistredené na vymedzenie pod-
staty strategického marketingu vztahov so zdkaznikmi, jeho vyvoj a postavenie
v siCasnom (nielen) podnikovom manaZmente, na charakteristiku hodnoty pre za-
kaznika a jej zvySovania na bdze komplexného rieSenia jeho potrieb a Zelani a na za-
klade integracie a spoluprace vsetkych subjektov hodnotovej siete, na identifikaciu
nastrojov posiliiovania vztahov so zdkaznikmi na B2B trhoch (primarne pre pro-
dukty urcené pre vyrobnu spotrebu pri pouziti prikladov vybranych kategérii che-
mickych produktov) a na vymedzenie merania vykonnosti z pohladu zdkaznikov
v zmysle sticasti systému merania vykonnosti podniku. Ocenit je pritom mozZné roz-
siahlu poznatkovid bazu (v pouzitej literatiire sa uvadza tctyhodnych 325 zdrojov),
ako aj cely rad vysledkov primdrnych kvalitativnych a kvantitativnych vyskumov,
o ktoré sa celkové spracovanie publikicie opiera.

Citatel v piatich hlavnych (i ked moZno proporciondlne nie vyvazenych, no ob-
sahovo a logicky vhodne ¢lenenych) kapitolach nédjde vSetko to, ¢o spravny marketin-
govy manaZzér rozhodujici o riadeni vztahov so zdkaznikmi na trhu organizacii bude
potrebovat. Teoretické fundamenty strategického marketingu vztahov so zdkaznik-
mi a vyvoja marketingu vztahov v prvych dvoch kapitoldch si nevyhnutnostou pre
plnohodnotné uvedomenie si vyznamu marketingu vztahov pre prax. V tretej, re-
lativne ttlej, kapitole je vysvetlené vytvaranie hodnoty pre zdkaznika vdaka spolu-
praci subjektov hodnotovej siete, a to aj za pomoci prikladu komplexného rieSenia
potrieb pre zdkaznikov pri nakupe chemickych produktov. Najrozsiahlejsia cast pub-
likacie - stvrta kapitola - prezentuje konkrétne nastroje posiliiovania vztahov so za-
kaznikmi na B2B trhoch.
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Sirka sortimentu a kvalita produktov a sluZieb, partnersky a flexibilny &tyl
obsluhy zdkaznikov, vybavenie a technoldgia prispdsobujiica sa potrebam zakazni-
kov, cenova dostupnost, pritazlivi marketingova komunikacia, Specidlne akcie pre
dodavatelov, previazanost podniku so zdkaznikmi a ostatnymi stakeholdermi, za-
kaznicky orientovana firemnd kultira a $tyl vedenia a celkova droven a reputicia
podniku dodavatela u odberatelov sd podla autorov monografie kli¢ovymi nastrojmi
posiliiovania vztahov. KaZdému z nich je venovana samostatna podkapitola, v ram-
ci ktorej je, na pozadi praktickych prikladov chemickych produktov urcenych pre vy-
robni spotrebu, detailne vysvetlena ich podstata. Dané néstroje si povaZované za
propozicie hodnoty pre zdkaznika, ktoré je v kontexte posililovania vztahov potreb-
né v podnikoch dodavatelov (vyrobcov i distribtitorov) rozvijat. Mensiu vyhradu je
mozné vzniest voci absencii uvddzania celkového poctu respondentov zahrnutych do
vyskumu pri jednotlivych prikladoch, ¢o vSak nie je nevyhnutnostou (navyse charak-
teristika respondentov bola uvedend uZz v tivode prace), ¢i vo¢i uvddzaniu prikladov
vyhradne z oblasti chemického priemyslu. Pracu je vSsak v danom kontexte potrebné
vnimat aj ako metodicky ndvod realizacie ¢i uz kvalitativneho alebo kvantitativneho
vyskumu orientovaného na identifikdciu vyznamu jednotlivych néstrojov aj v inych
podnikatelskych subjektoch, mimo chemického odvetvia.

Posledna kapitola prace je venovana vykonnosti marketingu vztahov jednak
z pohladu vykonnosti podniku, ako aj z pohladu zdkaznika a moZnostiam merania
v marketingu vztahov. Autori akcentuji multidimenziondlny systém merania vy-
konnosti podniku, pricom v pripade merania vykonnosti z pohladu zdkaznikov na
B2B trhu poukazuji na stanovenie vhimanej hodnoty pre jednotlivych zdkaznikov
ana znalost podniku, jeho znacky a produktov, preferencie ponuky, nakupné zamery
jednotlivych zdkaznikov, ich spokojnost, retenciu a lojalitu.

Monografia ako celok prindsa inSpirativne podnety zamerané na posiliiova-
nie vztahov so zdkaznikmi nad tradi¢ny rdmec budovania a riadenia vztahov so za-
kaznikmi na spotrebitelskych trhoch, prinosnou je, popri vedeckom rozmere, aj jej
odborna stranka a silny aplikacny potencidl, je taktieZ vyuZitelnd v rdmci vyucby
marketingu a marketingového manaZmentu na manazérskych studijnych progra-
moch. Citatelia by si véak mali byt vedomi skutoénosti, Ze pre jej plnohodnotné po-
chopenie st znalosti zdkladnych marketingovych postuldtov nevyhnutné.

SLOVNIK | DICTIONARY

TEXT | DAGMAR WEBEROVA

DICTIONARY OF USEFUL

MARKETING TERMS .

industry | priemysel

The automotive industry has shown risesin output. | Au-
tomobilovy priemysel zaznamenal ndrast produkcie.

inelastic demand | neelasticky dopyt —— The most famous example of relative-
ly inelastic demand is that for gasoline. | Najzndmej$im prikladom relativne neelasticke-
ho dopytu je benzin.

inelastic supply | neelastické zdsobovanie
in the shipping industry. | Neelastické zdsobovanie mézeme pozorovat v odvetvi lodnej

Inelastic supply can be observed
dopravy.

inflation | infldcia
2017 je priemernd infldcia na Slovensku 1,01%.

In 2017, the average inflation is 1.01% in Slovakia. | Vroku

inflationary | infla¢né During a period of rising inflation, revenues can be
the result of inflationary pressure rather than managerial skills. | Pocas obdobia

rastiicej infldcie mézu byt prijmy vysledkom inflacného tlaku, a nie manazérskych zrucnosti.

influence | vplyv British economist John Maynard Keynas shook up the domi-
nant framework of classical economics and still continues to influence both econom-
ic and fiscal policy for Western governments. | Britsky ekondm John Maynard Keynes
otriasol dominantnym rdmcom klasickej ekondmie a nadalej ovplyviiuje hospoddrsku a fiskdl-

nu politiku zdpadnych vidd.

influencer | ovplyviiovatel Cultural and creative industries have already be-
come important motivators and influencers of the economy. | Kultirne a kreativne od-

vetvia sa uz stali délezitymi motivdtormi a ovplyvtiovatelmi hospoddrstva.

inform | informovat

We regret to inform you that your job application has
been rejected. | Sliitostou Vdm oznamujeme, Ze Vasa ziadost o zamestnanie bola zamietnutd.

informant | informdtor, zdroj
watches the program. | Zatial iba jeden zdroj uviedol, Ze program nepozerd.

So far only one informant has said that he never

information | informdcia Please feel free to write to our Marketing Depart-
ment for further information. | Nevdhajte poziadat nase marketingové oddelenie o dalsie

informdcie.
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information and communication technologies | informaéné a komunikaéné tech-
noldgie
touch worldwide. | Informacéné a komunikacné technoldgie ndm umoziiuju byt v kontakte s ce-

Information and communication technologies enable us to keep in

Iym svetom.

Good information man-

information management | informa¢ny manazZment
agement involves effective acquiring, recording, organizing, storing, distributing,
and retrieving information. | Dobré riadenie informdcif zahttia efektivne ziskavanie, za-
znamendvanie, organizovanie, ukladanie, distribiciu a ziskavanie informdcit.

information office | informaénd kanceldria An Information Office of the Eu-
ropean Parliament can be found in every member state. | Informac¢nd kanceldria Eurdp-

skeho parlamentu sa nachddza v kazdom ¢lenskom Stdte.

information officer | informaény pracovnik Information officers have a va-
riety of job duties, but written and verbal communication is significant. | Informac-

ni pracovnici majud r6zne pracovné povinnosti, ale pisomnd a tistna komunikdcia je podstatnd.

information retrieval | ziskavanie informdcii The book deals with mod-
ern ways of information retrieval. | Kniha sa zaoberd moderngmi spésobmi ziskavania
informdcif.

information systems | informac¢né systémy——— The company is looking for infor-
mation systems graduates. | Spoloc¢nost hladd absolventov informacngjch systémov.

infrastructure | infrastruktira The country’s improved infrastructure at-
tracted foreign investments. | ZlepSend infrastruktira krajiny prildkala zahranicné

investicie.

ingredient | prisada Salt is an important nutrient and cooking ingredi-

ent. | Sol je délezitd Zivina a zloZka varenia.

inherit | zdedit

rodinnyg podnik od svojho otca.

Jim inherited the family business from his father. | Jim zdedil

inheritance | dedi¢stvo He began his own business with the inheritance he
got from his grandmother. | Otvoril si svoj vlastny obchod s dediéstvom, ktoré dostal od

svojej babicky.

inheritance tax | dedi¢skd dai New rules concerning inheritance tax will

take effect soon. | Nové pravidld tykajice sa dedi¢skej dane ¢oskoro nadobudnd t¢innost.

inhibit | potlacit, blokovat
opinion. | Strach méze brdnit ludom, aby vyjadrili svoj ndzor.

Fear can inhibit people from expressing their

inhibit | potlaéit, blokovat
nion. | Strach mdze brdnit ludom, aby vyjadrili svoj ndzor.

Fear can inhibit people from expressing their opi-

initial | poédiatocny Your company has resolved my initial complaint. Now I
am having another problem. | Vasa spolo¢nost vyriesila moju pociatocni staznost. Teraz

mdm dalsi problém.

initial offer | pocdiatoénd ponuka The initial offer for the project was €12 mil-

lion. | Pévodnd ponuka na projekt bola 12 miliénov EUR.

initial price | podiato¢énd cena
high. | Poc¢iatoénd cena auta bola pomerne vysokd.

The initial price for the car was rather

initialize | zadat, zahdjit, inicializovat These parameters are used to initiali-

ze the IP routing table. | Tieto parametre sa pouzivaji pri zahdjent smerovacej IP tabulky.

initiative | iniciativa Several leading companies took the initiative and es-
tablished an association. | Niekolko vedicich spolo¢nosti prevzalo iniciativu a zaloZilo

zdruZenie.

injure | zranit, poranit, poskodit Negative comments on social networks could

seriously injure the company’s reputation.

Negativne komentdre na socidlnych sietach
by mohli vdZne poskodit reputdciu spolocnosti.

injury | zranenie, poranenie The organization has to insure its employees aga-
inst injuries at work. | Organizdcia musf poistit svojich zamestnancov proti pracovnym

tirazom.

inkjet printer | atramentovd tladiareii Also inkjet printers can produce ex-

ceptional photos. | Aj atramentové tlaciarne dokdzu vyprodukovat vinimocné fotografie.

inland | vniitrozemie, vniitrozemsky Inland ports have a positive impact on

the environment. | Vnitrozemskeé pristavy maju pozitivny vplyv na Zivotné prostredie.

Inland Revenue | daiiovy tirad v Spojenom kerdlovstve
partment in the UK that is responsible for collecting taxes is called Inland Reve-

The government de-

nue. | Orgdnvlddy Spojeného krdlovstua, ktory je zodpovedny za vijber dant, sa nazgva “Inland
Revenue”.
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