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TEXT | JEROME DUMETZ, EVA GABORIKOVA PRISPEVKY | CONTRIBUTIONS

THE CZECH AND SLOVAK REPUBLICS:
A CROSS-CULTURAL COMPARISON

The paper attempts to compare the cultures of the Czech and Slovak Republic
in a business environment. Establishing a list of cultural dimensions extracted
from reputable models, the authors applied a systematic behavioural
comparison of each country. The work of the authors was limited by two
factors. Firstly, the cultural proximity of the countries provided many slight
differentiations. Secondly, the analysis was hampered by the few of available
cross-cultural statistics for the countries reviewed. The analysis showed that
both countries have a narrow cultural gap and share many cultural traits.
However, a few noticeable differences were isolated: Particularism, Specificism
and Emotions display. Due to the lack of available reliable quantitative data
about the Czech and the Slovak cultures, further research such as factor-
analysis questionnaire is suggested.

1 Introduction The Czech and Slovak Republics share a long common histo-
ry and enjoy a rich connection with many mixed families. To many, cultural differ-
ences between the countries are often ignored, if not negated. Up to 200,000 Slovaks
live in the Czech Republic while nearly 50,000 Czech are located in the country of
their Eastern neighbour (SOSR 2016). Nowadays, they work together in local and in-
ternational companies that often consider the two territories as a single market.
Therefore, when asked about the differences between their cultures, most Czechs
and Slovaks sincerely do not see any.

How to compare what used to be the same? It is a challenge to compare two cul-
tures like the Czech’s and Slovak’s that used to be one for such a long time. Are diffe-
rences actually deep, or only on the fringes of cultures? A thorough review is needed,
as, to the knowledge of the authors, no academic article devoted exclusively to these
two cultures exist. Most articles covering the Czech and Slovak Republics have been
published in the immediate post-communist period (Shafik 1995; Garner and Terrell
1998; Filer et al. 1999) and very little studies have been conducted about their distinct
cultural characteristics. For lack of available analysis, most sources present the two
cultures as very close, if not similar.

Our purpose in this article is to apply the tools of cross-cultural studies, 14 cul-
tural dimensions, to analyze two countries that shared a long history but became in-
dependent from each other 20 years ago. We shall display the cultural traits of the two
countries and examine them for possible sources of misunderstanding.

2 Background information

The close partnership between the Slovak and
the Czech nations started during the Austrian-Hungarian Empire when they fought
against the same foes, the Austrians and Hungarians. The official marriage was de-
clared on 28th October 1918 when the Czechoslovakia was established. From then on,
the Slovaks and Czechs have been collectively referred as “the Czechoslovaks”.

On 1st January 1993 the Czech and the Slovaks officially agreed to a “velvet
divorce”. This term refers not only to the “Velvet revolution” which saw the coun-
try escape from the soviet control, but also to the warm atmosphere that prevailed
when negotiating the separation. While the older generation still argues about this
controversial political decision, the youngsters welcome this opportunity to easi-
ly study and work “abroad”. No language training is necessary as both languages are
very close. A brotherhood feeling is still vivid at all levels of social and political life.
This apparent proximity is still quite spread abroad as many identify the Slovak and
the Czech Republics as “Czechoslovakia”, even if there are now two independent na-
tions. At the diplomatic level, the Slovak and the Czech governments share their po-
litical opinions and delegations regularly visit each other to share good practices.
Both countries are part of NATO and since 2004 members of the European Union.
They frequently stay on the same political line concerning economical or internatio-
nal relations topics. Since 1991, together with Poland and Hungary, they form the Vi-
segrad group, a political alliance of central European countries cooperating in a wide
spectrum of fields.

Despite this apparent closeness, when asked about their satisfaction with the
status of this situation, being two independent countries, polls confirm the satis-
faction of both the Czechs and the Slovaks with this “velvet divorce” (Institit pre
verejné otdzky). The smaller of the two, Slovakia is proud of its “own” government,
embassies and adopting euro. Slovaks have transformed their country “from a youn-
ger brother of the Czechs” to an independent and competitive partner. The competi-
tion nowadays is primarily on the economical level, with both countries aggressively
attracting foreign investors. While the two countries are key partners to each other
(Slovakia is the second export market of the Czech Republic and its third importer;
the Czech Republic is also the second export market of Slovakia and its second im-
porter (Observatory of Economic Complexity 2015)), they are both highly ranked in
Foreign Direct Investment surveys with the Czech Republic attracting 475USD per ca-
pita in 2013 and not far away Slovakia with 396USD. (EUcham 2015) Despite having so
much in common, it is clear the Czech and Slovak Republics are now two distinct co-
untries with their own national interests. In the last 20 years, have they become two
distinct cultures?

3 Methodology: Using cross-cultural management tools in international rela-
tions

Cross-cultural management is an interdisciplinary field that draws upon
the results obtained in other humanities. Originating in ethnology and sociology
(Hall 1966), it has developed in the last few decades by adapting the existing tools of
psychology to analyzing and comparing corporate and national cultures (Kluckholn
1961).



A series of worldwide country surveys have been conducted (Hofstede 1980;
Trompenaars 1993; House et al. 2004) offering researchers and practitioners practi-
cal tools for comparing national cultures.

By "national culture"”, cross-cultural management means ethno-national cul-
tures, i.e. countries. Much debated among the community (McSweeney 2002; Hofste-
de 2002; Margarethe et al. 2012), this unit remains today the most commonly used to
analyse similarities and differences in behaviours of groups of individuals belonging
to various cultures, despite its shortcomings. Derived from the various models and
tools developed by researchers, the existing cultural dimensions allow for the analy-
sis of national cultures, most often with applications to international management.
This factor analysis provides simple ways to situate the likelihood of a given behavio-
ur by members of a particular culture when confronted with an identified situation
between two extremes or axes.

While the models using behavioural dimensions are numerous, the dimen-
sions themselves are frequently the same (Dumetz et al. 2012). In this article, the
authors attempt to use cultural dimensions to analyse the business behaviours of in-
dividuals in Czech Republic and Slovak Republic. They also sourced their results in
their own decade-long experience as cross-cultural consultants and lecturers. Becau-
se each cross-cultural model has its limits, and because each project needs a tailor-
-made selections of cross-cultural dimensions (Dumetz 2016), the authors selected, as
a framework of the article, a list of various cultural dimensions not associated with
specific models. The dimensions are extracted mainly from the Trompenaars model,
the GLOBE project, and the Hofstede model. However, other sources such as the SIMM
model, TMA, TMC and World Value Survey were explored as inspiration.

Cultural Dimension Original Model
1 Particularism vs. Universalism Trompenaars 1993
2 Uncertainty Avoidance Hofstede 1980
3 Diffuse vs. Specific Trompenaars 1993
4 Trust Covey 2008
5 Individualism / Collectivism Hofstede 1980; Trompenaars 1993
6 Hierarchy Hofstede 1980; House2004
7 Achieved vs. Ascribed Status Trompenaars 1993
8 Masculinity Index / Cooperation vs. Competition Hofstede 1980; House 2004
9 Neutral vs. Emotional / Assertiveness Trompenaars 1993; House 2004
10 | Locus of control Rotter 1966
1 Deductive / Intuitive thinking Foster 2000
12 Past / Present time orientation Kluckholn 1961
13 | Short/Longterm orientation Hofstede 1980
14 | Monochronicvs. Polychronic Hall 1973

TABLE 1: CULTURAL DIMENSIONS; SOURCE: AUTHOR
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4 Cultural dimensions

Clearly, the Czech-Slovak relationship is not only
strictly speaking cultural. However, cultural dimensions can be used to suggest frui-
tful indications as to the type of current relationship between the two nations.

4.1 Dimensions linked to relationships Particularism/universalism is abo-
ut choosing between agreed upon rules or bending existing rules to fulfil engage-
ments in a relationship (Trompenaars 1993). Here lies a first difference, with the
Slovaks displaying slightly more particularistic behaviours than the Czechs. Slovaks
condition their business relationships with trust and sympathy more than the Czechs
do. For instance, promotion criteria may value a lot professional competency but the
ability to approach people and build private contacts might make a difference.

Yet, in both countries success depends greatly on connections with influential
people. As a clear link exists between Particularism and corruption, both countries
rank at the same level (56 for Czech Republic and 50 for Slovak Republic according to
Transparency International (2015), hence confirming the proximity of the two cultu-
res regarding their tolerance for cronyism and corruption in public affairs.

It is actually interesting to notice that to cooperate in the Czech Republic, the
Slovaks often prefer to interact with the inhabitants of eastern part of the coun-
try, Moravia, geographically half-way between Prague and Bratislava. A cultural con-
tinuum runs from a rather universalistic Bohemia towards a more particularistic
East of Slovakia with citizens of Ko8ice, near the Ukrainian border, the most tolerant
towards exceptions.

Hofstede's Uncertainty Avoidance, a concept close to Particularism/Univer-
salism, is quite higher in the Czech Republic than in Slovakia. This dimension in-
volves the extent to which ambiguous situations are threatening to individuals, the
extent to which rules and order are preferred and the extent to which uncertainty is
tolerated in a society. The Czechs are not fond of uncertainty and much favour situa-
tions to be clear and not ambiguous. The lower uncertainty of Slovaks is displayed in
their need to build relationships before engaging in further business. If they trust so-
meone, they are willing to take the risks because in their understanding everything
depends on “people”.

Some differences appear with the Specific/Diffuse dimension. A diffuse cul-
ture means the split between one’s public and private life is not really clear. In other
words, you belong to the inner circle of your friends, and you ignore (at best) the in-
dividuals outside your life (Trompenaars 1993). Presented in a simple manner, diffu-
se cultures treat relationships in a very simple way: we are friends or total strangers
to each other. In other words, Diffuse people are relationship orientated, sometimes
called “Being”; while their alter ego, the Specific cultures are more Task orientated,
otherwise called “Doing”.

Despite an observed proximity, it appears that Slovaks tend to display a more
“being” orientation than the more “doing” orientated Czechs (TMC 2015). In order to
start cooperation, the Slovaks need a “warmer exchange of ideas” in order to feel that
the partners have become friends. Thus, to establish harmony in their relationships,
they tend to adapt their communication style to their partner. Their Czechs are ran-



ked much more Specific by Trompenaars (2016), with a score of 80/20 while the Slo-
vaks 58/42. Therefore, a visitor may expect direct criticism or even sarcastic humour
in Prague, a behaviour likely to offend their Slovak counterparts.

This attitude exists also internally, between superiors and employees. There-
fore, Indirect communication is the standard in Slovakia, while the Czechs may be
more direct, to the point. To sum up, good relations are important in both countries
at work, in negotiations, and generally in every day’s life encounters. However, some
extra “small talk” may be useful in Slovakia compared to the Czech Republic.

Trust as a cross-cultural dimension deals with the amount of trust existing
naturally between individuals (Covey 2008). In other words, are we engaged in a rela-
tionship with trust (e.g. father and son), or without trust (e.g. a client and a banker).
When trust exists, time and money are saved (a handshake will do). When there is no
trust, time and bureaucracy take over (for example, security checks in airports). Ran-
kings (WVS 2004) show that both surveyed cultures belong to the countries with little
spontaneous trust. Indeed, one must have the right connections, or to have known
someone for a long time to be ready to work with him. Religion plays a decisive role
here, with individuals from countries of Catholic traditions tending to trust less each
other’s than those living in countries of Protestant influence. Can worshipers be en-
trusted to interact directly with God, or should an intermediary (a priest, the Pope,
etc.) be the guarantor of this trust?

While little regular practice is now conducted in Slovakia by a vast majority of
the population, worshiping rankings (Gallup 2009) place the country much higher
than the notorious atheist Czech Republic. The Czech Republic scores 3rd most athe-
istic country in the world (Gallup 2012) while a vast majority of the Slovak population
recognizes itself as Catholic. This could lead to the conclusion the Czech are more
trusting than the Slovaks but further evidence would be needed as the practice of re-
ligion is low in both countries.

Collectivism/Individualism. Who needs whom? Does the group needs the in-
dividual and therefore accepts its individuality, or the individual accepts to adapt to
the group’s requirement in order to keep harmony. In the Trompenaars’ profiles of
the two cultures, Slovakia scores only 56/44 at Individualism/Communitarianism,
while the Czech Republic displays a much higher result with 90/10 (THT 2016). Hofste-
de also ranks both countries as individualistic but with a smaller gap between then:
58 for the Czech Republic and 52 for Slovakia (Hofstede 2016). Such results would in-
dicate two cultures that tend to reward moderately individual initiative and achie-
vement over consensus decision-making and a group work. However, the weight of
history has to be taken into account here. Visitors to the countries capitals working
in new industries are correct to expect an individualistic behaviour from their Czech
and even Slovak hosts; however, the same visitors should expect more collectivistic
attitudes in organizations with an old history, such as brown field factories or state
bodies born in the Communist period. Another explanation from history can be fo-
und in Kolman et al. (1999), who reviewed that inheritance traditions are used to jus-
tify the difference of industrial development. Because the Czechs used to have single
heirs when the Slovaks shared inheritance between all children, the young Czechs

used to go to the city to earn aliving and this developed a stronger sense of individua-
lism and also laid ground to modern industries. Today, the Czechs are not only more
individualistic than the Slovak, they are also more relying on industry.

Hierarchy is also called Power Distance in cross-cultural management (Hof-
stede 1980). This is a simple concept to understand: some cultures enjoy hierarchical
relationships among their members (at work, in the street, or at home), while others,
more egalitarian, value equality. In this study, the authors observed both societies to
be conservative as far as the roles of men and women are concerned This hierarchical
propensity explains also why displaying one’s status is seen as a way to get one's way.

This is the biggest difference between the Czech and Slovak Republics accor-
ding to the Hofstede study in power distance. But this is subject to disagreement. It
is worth mentioning both the PDI and MAS indexes available on the site of Geert Hof-
stede are for Slovakia is 100 and only 57 for Czech Republic. In his edition of 2001, the
ranking were 104 and 57. Were we to accept this data, the Czech should be moderate-
ly hierarchical (yet much higher than Germany, which is ranked at... 35, and even Ja-
pan which is moderately hierarchical with 54), the Slovaks should be aiming for the
stars with stellar ranking, displaying the highest (together with Malaysia) PDI in the
world! Anyone accustomed with both cultures knows such a massive gap is absolu-
te non-sense.

However, regardless of Hofstede's score, it is clear that both countries are hie-
rarchical. Top managers enjoy unquestioned power in organizations and the organi-
zational culture of many companies is both hierarchical and relationship orientated,
a combination called “Family” by Trompenaars (1993). This strong respect for hierar-
chy has the negative effect of having subordinates to pass off any responsibility to
the next level of management, hence concentrating decision-making and power.

Another cultural dimension linked to hierarchy is how groups accord status.
According to Trompenaars (1993), Achieved status cultures give importance to past
results, achievements or recent successes. Contrariwise, Ascribed cultures believe
status depends on the intrinsic characteristics of the person, such as seniority, gen-
der or social connections. In this analysis, a first ascertainment is that the use of
titles in correspondence is very important in both countries. However, this would
be misleading to conclude that Czech and Slovaks Republics be Ascribed today. In-
deed, if ascription was the norm in communist Czechoslovakia, when the countries
opened up, many national and foreign companies promoted young people to mana-
gement positions based on their studies abroad, language skills and their competiti-
veness. The older generation was viewed as less “experienced” managers because of
their communist background. A new ambitious generation (sometimes dubbed “yo-
ung sharks”) has reached high positions in the hierarchical organizations and acqu-
ired strong status recognition.

According to Hofstede's Masculinity index (Hofstede 1980), the so-called “Fe-
minine” societies have a preference for resolving conflicts by compromise and ne-
gotiation, while in masculine countries there is a feeling that conflicts should be
resolved in an assertive way. We are here again confronted with a statistical prob-
lem as country rankings present Czech Republic as a feminine country (MAS index



is 57) compared to Slovakia who appears as extremely Masculine, with a score of 100!
(Hofstede's site 2016). Reasonably, those two countries cannot display such strong dif-
ference. However, other tools (TMC 2015) rank the degree of cooperation vs. competi-
tion in both countries quite different? While the Czechs appear slightly cooperative,
the Slovaks are more assertive and competitive. So, while MAS index is to be disregar-
ded, a difference exists between the two cultures as far as assertiveness is concerned,
the Slovaks displaying a more competitive attitude than the Czechs (TMA 2015).

When analyzing displays of emotions, statistically, both cultures belong to the
middle group of countries in terms of assertiveness. It means individuals are not
particularly aggressive in their relationships. We are in the presence of two cultures
that do not favour emotional arguments over reason. Facts and figures will be more
effective in convincing a counterpart than emotions. Shouting, weeping and the like
are neither seen professional in the Czech Republic nor in the Slovak Republic.

Practice, however, sheds light on some slight variations. For instance, the dif-
ference regarding displays of emotions between the Czechs and the Slovaks is more
visible among team members or in the relationships between a superior and an em-
ployee. The Slovaks match their good working relationships with emotional open-
ness more than the Czechs. It means that good working relationships are based on
sharing positive or negative emotions being outside the scene of an official meeting
or negotiations.

For the even more neutral Czechs, the decision making process can be quite
slow, where unhurried, methodical approach to analyse a project will be preferred
over a sense of priority or the use of emotions.

External vs. Internal locus of control concerns how much individuals belie-
ve they control their own lives. While both countries feel quite externally controlled
(like most countries in the world), which means they believe external forces have a
significant influence on their lives (Rotter 1966), the religious aspect presented abo-
ve would suggest the Slovaks to be even more externally controlled than the Czechs.

However, the impact of religion is probably greatly overshadowed by the influ-
ence of history, namely being governed by the Communist regime for many years.
During this period characterised by a strong centralization of all aspects of life, in-
dividuals took the habit of having an external force (the Communist party) deciding
for them. To many of them, this was nonsense to fight for a different way. All aspects
of economic and social life were controlled and planned by leading Communist party
members and people could rarely decide themselves elements closely connected with
their lives. This regime ended only 25 years ago and obviously its influence is still de-
eply rooted in people’s mind today.

Another aspect of this seemingly difference between the two cultures has to
with the ratio of the Slovaks and Czechs populating the late ,Czechoslovakia®” The ra-
tio has always been 2 to 1: The number of the Czech inhabitants was about 10 million
while the Slovaks oscillated around 5 million. Having the seat of all governmental bo-
dies in Prague (the capital of the Czech Republic} and being in majority, the Czech were
naturally dominant in the country. On the other hand, the Slovaks had little chan-
ce to raise up their voice and consequently only agreed without any trial to change it.

Many cultures require logical process and all details before reaching a conclu-
sion. Representatives from those “Deductive” cultures are often at odds with col-
leagues from “Inductive” cultures who need just enough information to justify a
decision (Foster 2000). In other words, should we first present a project from its con-
ceptual, theoretical perspective, or by showcasing the desired results in the form of
examples, models or a plan of implementation? Both cultures belong to moderate-
ly Deductive cultures (DFA 2014), meaning that theory, processes and details are es-
sentials to convince a counterparts. This coincides with a Neutral attitude towards
emotions.

4.2 Time-related cultural dimensions

Time is a major element of cross-cul-
tural management. Among the topics of interest within this category, the Past/Pre-
sent/Future orientation of both countries is most instructive for this cultural review
(Kluckholn 1961). Even if a gap exists among generations (older ones tent to be nostal-
gic of the past... everywhere!), both countries are usually considered “Present” orien-
ted which means past events are of lesser importance than current aspects: Brand
reputation, for instance, is likely to be more quality based than history-based.

That being said, Slovakia may actually be more “Present” orientated than the
Czech Republic. Indeed Slovaks tend to have discontinued many traditions establis-
hed during “Czechoslovakia” and even do not celebrate historical events, which the
Czechs do. One of the examples is 28th October (when Czechoslovakia was establis-
hed) which is not a public holiday in Slovakia, unlike in the Czech Republic.

The slight differences between the two countries may result from their recent
historical and political development. After their “velvet divorce”, the Slovak Repub-
lic started to build its identity, values, symbols and institutions practically ex nihilo.
While the Czech Republic preserved the flag and the anthem of former Czechoslova-
kia, the Slovak Republic came up with new national symbols. Also, the Czech Republic
kept state organizations in the existing governmental buildings of the former Czecho-
slovakia while the Slovak Republic had to build a new parliamentary building. Thus,
we could say that today’s Slovakia derives its identity and values from recent econo-
mic and political achievements while the Czechs are more easily anchored in the past.

Another element of Time is whether cultures are short or long term orientated.
This statistic reflects the degree to which a community encourages and rewards fu-
ture-oriented behaviours, such as planning and delaying gratification.

For instance, one could argue that buying versus renting residence could show
some longer term orientation. Figures show a residential debt to disposable inco-
me of household ratio to be 24,9% for the Czech Republic and 31,2% for Slovakia (EMF
2012). Such finding could confirm Hofstede’s Long Term Orientation index of 77 for
Slovakia and 71 for Czech Republic as far as the gap between the cultures is concer-
ned. However, observations show two short-term orientated cultures, despite Hofste-
de scoring both countries as Long term orientated: The mortgage ratio mentioned is
the lowest in Europe after Slovenia.

Time is also analysed as Monochronic versus Polychronic cultures (Hall 1973).
While Monochronic cultures view time in a linear manner with clear segmentation of



task, polychronics tend to have a holistic understanding of time, where effectiveness
is favoured over efficiency. This also influences one’s punctuality, monochromic peo-
ple being keen on being on time as a show of respect to their counterpart’s agenda. In
this case, we may label cultures Fixed or Fluid towards their time orientation. For this
analysis, both culture highly value punctuality and visitors counting on a Slavic influ-
ence are often surprised by the strictness the Czechs and Slovaks enforce timetables.

Based on the authors’ experience, both countries see the other one as less fi-
xed than self. The Slovaks consider the Czechs to be more relaxed... and vice versa!
For instance, Slovaks match the Czech perception of time with the Czech word “Poho-
da” which is difficult to translate. Some dictionaries use the words “peace” or “con-
tentment”. However, the Czech understanding implies not being in a hurry, not being
disturbed by others and enjoying relaxed approach to life. Yet, the Czechs still consi-
der themselves to be more punctual than their Slovak neighbours.

5 Results
analysed in this research. This graphical representation clearly shows two cultures

The Figure 1 below shows a summary of the 14 cultural dimensions

that share many characteristics. However several dimensions mark clear differences
between those two countries:

| The specific/Diffuse dimension

| Individualism/ Collectivism

| Neutral and Emotional display of emotions

| Past/Present orientation

None of those cultural gaps are extreme, confirming the assumption those two coun-
tries share a definite cultural proximity.
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6 Limits and recommendations The rare available statistics for both coun-

tries let the in situ observations take much influence in this analysis. The authors
were confronted with the lack of analysis available in the GLOBE project (which co-
vers 62 countries) but also from the World Value Survey. The model of Hofstede is ava-
ilable but unreliable. Not only the scores of both countries have been estimated by
the researcher, hence lacking any statistical backing, but its result is very questio-
nable for Slovakia. It is worth mentioning both the PDI and MAS indexes available on
the site of Geert Hofstede are for Slovak Republic is 100 and only 57 for Czech Repub-
lic. If the two countries display some differences, such statistical gap is unrealistic.
Besides the similarity of results adds to the bewildering.

The authors relied on other sources such as the IAP of Trompenaars Hampden-
‘Turner, which is probably the most reliable data accessible. The authors also used
the TMC and TMA cross-cultural rankings but it is not possible to verify the acade-
mic solidity of those models even if the proposed answers are mostly in line with the
authors’ observations and analysis. Therefore, further research based on quantitati-
ve analysis of behaviours of representatives of each cultures is suggested to reach a
higher degree of differentiation.

7 Conclusions This cross-cultural study reveals that the Czech and Slovak cul-
tures have much more in common than they have differences. The long joint history

of those countries is the first reason for it, followed by geographical and linguistics
proximity. However, anyone involved in a cross-cultural project between those two
countries would be well advised to withhold a series of cultural gaps. Indeed, many
cross-cultural negative experiences involved cultures often believed as “quite simi-
lar”. The similarities being galore, one’s tend to forget the remaining differences, till
they are shockingly exposed to the individual.

A detailed analysis of 14 cultural dimensions, this research revealed key dif-
ferences related to the dimensions of Particularism, Specific and Emotions display.
The Czechs and the Slovaks themselves have identified those areas before by them-
selves. However, this study provides a useful academic confirmation to what could be
seen as clichés. The Czechs view the Slovaks as more relationships oriented and point
out their more evident display of emotions during professional or private events. Vi-
ce-versa, the Slovaks expect their Czech colleagues to be more rule-driven, task orien-
tated and more neutral with their emotions.

While those differences are not considered an obstacle for doing business or
working together, they need to be carefully taken into account when cooperating
with Czech and Slovak cultures.
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TEXT | CHRISTIAN STADLMANN, MAGDALENA KASS

GOVERNANCE OF INTERNATIONAL
DISTRIBUTORS THROUGH
INCENTIVE TRAVEL PROGRAMMES:
INSIGHTS FROM MANUFACTURING
ENTERPRISES

Distributors are important export channels for internationally active small and
medium sized manufacturers. Effective governance of these channel members
is crucial for the manufacturers’ sales and marketing success. Unilateral
incentive schemes represent one mechanism to govern distributors. The variety
of incentives is noticeable, among them, incentive travel programmes are
one possible instrument for sales managers to steer and motivate their sales
partners. This paper examines how incentive travel initiatives can be designed
in international business and provides an insight into their application by
manufacturing companies.
Based upon a literature review a schema for organizing the variety
of incentives is developed and at that point travel incentives are classified
within this taxonomy. Then, general design possibilities for incentive
travel programmes are discussed. A qualitative study conducted within
5 manufacturing enterprises highlights how the design is used by Austrian
manufacturers. The results suggest that the investigated companies rather use
a bilateral governance approach when applying incentive travel programmes in
order to strengthen the relationship with the distributors in the long term and
not primarily to motivate them in the short run. This contradicts the common
classification of incentive travel in the literature and questions the common
practice of artificially separating governance mechanisms and their (unilateral
or bilateral) characteristics without taking business reality into account.
Finally, the study provides some insights about country and culturally
specific aspects which ought to be considered when designing an incentive
travel programme. The paper concludes that especially the specific nature of
different countries opens a wide range of opportunities for further research in
the area of channel governance through incentive travel.

1Introduction

In distribution policy numerous companies tend to outsource
specific functions and activities to external channel members and ensure a long-
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term commitment to the established business relationship (Kotler et al. 2008, p. 881).
The governance of channel intermediaries therefore, belongs to the important stra-
tegic tasks of marketing and sales departments (Mehta, Dubinsky and Anderson
2002). Mechanisms for controlling channel members are therefore, intensively dis-
cussed in academic research (e.g. Luo et al. 2011). Control mechanisms for downward
or upward channel partners, i.e. for suppliers or distributors, are classified from dif-
ferent viewpoints and thus given broader meanings (Zhuang and Zhang 2011). How-
ever, the various governance mechanisms do not have direct real-world equivalents
(Heide 1994). Hence, sales and marketing managers are required to manifest them
through specific instruments or programmes - like incentives (Gilliland und Bello
2001). Incentive travel programmes represent one possibility to influence distribu-
tors to sell more products and motivate the business partner (Severt 2013). However,
incentive travel schemes are merely used for organizations’ own sales force in (Jef-
frey, Dickinson and Einarsson 2013) and rarely discussed in European literature.

2 Literature review

The channel governance concept is prominently discussed
in several diverse research logics, including behavioral research (e.g. Coughlan et al.
2006, p. 196), economics (e.g. Grewal et al. 2013), relational contracting (e.g. Zhou et
al. 2015), and organization theory (e.g. Joshi 2009). Hereby, the term channel gov-
ernance refers to the ways exchange is coordinated and the processes and mecha-
nisms in place to manage business relationships in order to finally reach one’s own
and common goals (Homburg et al. 2009). Among these mechanisms the study of
Heide (1994) is one of the most discussed in the literature. He distinguishes between
two forms of control based upon the dominance of one business partner: unilater-
al and bilateral. Unilateral governance, a form which is based on authority, means
that one party establishes mainly formal rules that control the business relationship
(Gilliand, Bello and Gundlach 2010). The emphasis of this governance mechanism
is put on the information aspect of performance (Nevin 1995) and is manifested in
two forms: First output control, which contains the examination of distributor per-
formance against ex-ante defined targets, and second, process or behavior control,
which involves steering distributor behavior through information and recommenda-
tions (Grewal et al. 2013).

In contrast, bilateral governance which is equivalent to normative, social or re-
lational governance (Weitz und Jap 1995) is founded on shared understandings and
mutual trust. Thereby, the operating parameters of the business relationship are gu-
ided through social ties (Gilliand, Bello and Gundlach 2010) and the assumption that
the distributor will himself set actions leading to positive outcomes for the supplier
(Huang, Cheng, and Tseng 2014). Participation and flexibility are typical characteris-
tics of bilateral governance mechanisms (Luo et al. 2011).

However, these governance mechanisms can also be used at the same time in
a complementary way which may have a positive impact on the cooperation between
the partners (Cannon, Achrol and Gundlach 2000).

Gilliland (2003) categorizes incentive travel as a form of unilateral control
in order to influence a distributor’s outcome through instrumental rewards. He
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further admits that monitoring is unnecessary as the results (e.g. sales) are achie-
ved or not. Severt (2013) defines channel incentive travel programmes as travel provi-
ded to owners or employees of the channel partner with the aim to motivate them to
improve their performance. However, a systematic screening of the abstracts of the
peer-reviewed marketing literature with the key words “incentive”, ,distribution or
indirect channel or supplier” and ,governance or control” (combined with Boolean
connectors) for the period of 2000 to January 2016 resulted in only 7 articles which
do not distinctly treat this specific form of incentives. The basis for this literature
review was the ranking of the VHB-JOURQAL, a high quality classification of publica-
tions (Clermont and Schmitz 2008). Thus, it can be pointed out that researchers have
not distinctly discussed incentive travel programmes as an instrument for gover-
ning distributors in much detail.

3 Purpose and aim of research

Studies about incentive travel programmes
rarely focus exclusively on this specific type but rather subsume them under uni-
lateral monetary or economic incentives. Incentives are also strongly criticized for
crowding out intrinsic motivation, putting employees under pressure and for their
ceiling effects (Achtziger et al. 2014). Other researchers simply consider them as a mo-
tivational manifestation of formal control mechanisms (Dong, Tse and Hung 2010) or
as an important element - next to monitoring and enforcement - of the distributor
control process (Gilliland, Bello and Gundlach 2010). Despite this, investigations in
the hospitality research stream indicate that incentive travel can also be different-
ly understood depending on the design of this instrument (Fenich et al. 2015) and its
usage in different cultures (Gunkel 2006, p. 38).

Therefore, this study first investigates the elementary design facets of incen-
tive travel programmes and the derived governance character. Moreover, the study
aims at working out the importance of cultural aspects that have to be considered
when designing and implementing incentive travel programmes. Thus, this paper
aims at adding insight into this specific distributor governance instrument by refer-
ring to the two research questions:

| 1. How can incentive travel programmes be designed to achieve different

effect mechanisms of governance?

| 2. Which country or culturally specific aspects should be considered when de-

signing and implementing incentive travel programmes?

4 Methodology
the most appropriate method to adopt for this explorative-descriptive investigation.

In this study the use of a qualitative approach seemed to be

Therefore, expert interviews were conducted due to their insightful character for the
qualitative inquiry (Patton 2002). This method enables an exploration of a broad and
in-depth expertise from various perspectives of different organizations in different
sectors with respect to the subject area of governing distributors. Bogner et al. (2004,
p. 7) emphasize that experts can provide insider knowledge through their key posi-
tions and gathered expertise. Thus, five experts were selected and interviewed about
their experience and use of incentive travel programmes. Additionally, managers of

a further eight companies which deliberately do not use incentive travel were inter-
viewed as well to get insights about possible obstacles. The experts were chosen from
different managerial positions to get a broader perspective about the topic, i.e., man-
aging directors, heads of marketing and heads of sales. All companies investigated
are Austrian, mainly family owned and small or medium-sized. As 99,6% of all Aus-
trian companies are micro, small or medium-sized and employ around 67% of Austri-
an employees (Statistik Austria 2015) the non-probabilistic SME-sample was chosen
accordingly. The investigated companies operate in the manufacturing sector main-
ly in engineering, sell their products through international distributors and are well
experienced in incentive travel programmes.

The data was collected mainly through face-to-face interviews, only one inter-
view was conducted via phone - all in the period from April to May 2011. The se-
mi-structured interviews aimed at a focus on richness rather than volume of the
information provided and allowed performance of deeper analysis regarding the in-
formants’ opinions. The questionnaires included open-ended or causal questions to
get essay-format answers. To capture the richness of answers all interviews were con-
ducted in the mother tongue.

5 Findings about the design of incentive travels Severt (2013) points out that
the design of incentive travel programmes is one of the main factors for success if

used as a governance instrument. The design of incentive travel programmes finally
determines which effect mechanism of governance is achieved. Thereby, the follow-
ing design aspects are fundamental: (1) target audience within the distributorship,
(2) format of the programme and performance measurement, (3) reward composi-
tion, (4) involvement of and communication to the distributor and (5) post-execution
actions (Jeffrey 2014; Fenich et al. 2015; Jeffrey, Dickinson and Einarsson 2013).

5.1 Target audience within the distributorship The management and the
sales force of the distributor are extraordinarily decisive players for the success of a
manufacturer (Hughes and Ahearne 2010). Additionally, it is crucial to decide wheth-
er ateam or an individual person will receive the travel reward. Studies conducted in
the US about incentives used for companies’ own employees indicate a strong use of
predominantly group based incentive travel programmes for their own, sales force
(Jeffrey, Dickinson and Einarsson 2013).

The interviewed informants also report focusing on the sales force of the dis-
tributors because of their direct contact to the end customers and because a reward
for the distributors’ manager does not lead to the desired objective. However, some
respondents also indicate the additional use for the sales partner’s managers becau-
se of easier administration and no unpleasant interference in the distributors’ busi-
ness. Rewarding individuals (and not teams) proves to be advantageous due to being
less expensive and facilitating the measurement of performance (Dacin, Ford and
Murphy 2004). Most informants opt for this form but include different winning levels
for heterogeneous sales force groups to provide greater fairness.
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5.2 Format of the incentive travel programme and performance measurement

In the literature, the competitive format for incentive travel programmes
in the form of a sales contest is most frequently discussed with the argument that
this format motivates sales people to achieve higher levels of performance (Severt
2013). The second format is an implementation within a recognition programme and
awards the prizes without any ex-ante competition (Dacin, Ford and Murphy 2004).
The companies investigated prefer the competitive format. Still they aim to provide
a fair framework involving the individual distributor and mutually agreeing on tar-
get setting or offering adapted winning categories.

In the examined enterprises the performance of the distributor is then mea-
sured with economic parameters (i.e. output) as well as with behavior-based metrics.
The arguments for using behavioral measurements are the wish to take into account
the heterogeneity of the participants and the bigger impact on the fulfillment of the
goals in the long-run. This indicates that the companies investigated do not merely
focus on short-term results but view this instrument as a means for reaching long-
-term targets.

5.3 Reward composition

In general, enterprises have edged away from a one-
size-fits-all tactic toward a more customizable approach for composing the reward it-
self (Fenich et al. 2015). However, it has become commonplace that the reward, i.e., the
travel, must be of extraordinary character for the target group (Severt 2013). There-
fore, the travel should not only be feasible for possible participants - like date, prac-
ticality or security considerations - (Fenich et al. 2015) but also attractive which is a
result of the travel destination itself and the composed programme, such as “action”,
“luxury” or “work related” activities (Fisher 2005, p. 140; Kovalesky 2006). A common
view amongst interviewees is that the destination and theme are dependent on mul-
tiple factors such as nationality, personality or type of industry. Therefore, the in-
formants also apply a more customized approach. Nevertheless, it is notable that the
companies combine travelling with some work related aspects (like visiting a fair
or conference) and mainly travel in groups accompanied by their own sales manag-
er or sales persons in order to enhance commitment and provide a common positive
experience. Despite this, some informants point out that they also use individu-
al (unattended) travel where the winners can take along a second person (e.g. part-
ner). In this design the strengthening of the relationship or commitment is not their
focus.

5.4 Involvement and communication to the distributor The announcement
of the travel incentive plays a crucial role in its success too. This concerns the inter-
nal communication within one’s own company and in particular to the distributor,
mainly the managing director of the sales partner (Fisher 2005, p. 14). The empiri-
cal investigation indicates that a bilateral approach is merely used for distributors.
In all cases, the informants report that they do not officially announce the incen-
tive travel but rather communicate it in the form of personal invitations appealing

to (common) values of the distributor’s manager (like his/her honour). Some compa-

nies even mention deciding together with the sales partners’ manager about the pro-
gramme in order to focus on the relationship aspects and not to put any pressure on
participants. Others actively involve the travel participants in the decision-making
process about specific activities. Only if the design of the incentive travel is in a com-
petitive format the communication to the distributors’ manager is not seen impor-
tant. However, this has only been mentioned by a minority of informants.

5.5 Post-execution actions Compared to cash awards, incentive travel pro-
grammes can be more meaningful, motivational, and memorable (Fenich et al. 2015).
They can strengthen the relationship of the distributor with the supplier if tangible
artifacts of the travel, such as souvenirs, videos, post-event homepage tags or photos,
are provided (Jeffrey 2014). Physical reminders can support the feeling of apprecia-
tion and may lead to positive word-of-mouth among colleagues or other distributors
without giving the impression of bragging (Jeffrey 2014). Interestingly, issues relat-
ed to post-travel actions are not particularly prominent in the interview data. Physi-
cal artifacts are not collected at all by the interviewed firms and feedback about the
event is only collected in rare cases. A probable explanation for the lack of this impor-
tant success factor is a likely absence of professionalism within the companies as in-
centive travel programmes are scarcely widespread or intensively used. The fact that
no enterprise uses the help of incentive travel agencies, and the statements about
lack of time, administrative challenges and complicated regulations they need to
meet, might be further indicators to this possible lack of professionalism in using in-
centive travel programmes.

5.6 Incentive travels as a mean of bilateral governance

In summary, the pre-
viously discussed results show that nearly all enterprises use incentive travel pro-
grammes as an instrument for strengthening the relationship with the distributors.
When asked about the purpose of this tool nearly all informants argue that they are
utilized to build up commitment and relationship - especially with the distributors’
sales force - through personal interactions in a relaxed and informal surrounding
and to intensify the personal contact during the journey. This further helps them to
gather information about market trends and finally establishes trust. An increase in
sales is just seen as a positive side effect rather than the primary goal! The active in-
volvement of the distributor in the programme design underlines the importance of
the relationship aspects. Although a few writers have pointed out the opportunities
for collaboration and team building through incentive travel (Fenich et al. 2015), the
common tenor in the literature is different in that there is more emphasis on the mo-
tivational aspects. Incentive travel initiatives are recognized as a mean to increase
(short-term) motivation through a reward (Gilliland and Bello 2001). Indeed, the com-
panies examined which do not use incentive travel programmes at all argue exactly
from this perspective. These informants see incentive travel mainly as a tool to in-
crease motivation in the short run and not for improving the relationship or inten-
sifying the personal contact. Hence, they recognize this instrument as being more
appropriate for other industries, such as the insurance sector and not their own.
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However, taking together the findings of all interviews, the results suggest that
it is more a question of HOW incentive travel programmes are designed and used and
not about their motivational character. This study has shown that travel incentives
programmes, as unilateral governance instruments, can be designed in a participa-
tive, relationship strengthening way, with strong bilateral governance characteris-
tics. Therefore, the discussion about governance mechanisms and their (unilateral
or bilateral) characteristics probably fails to take business reality into account by ar-
tificially separating these mechanisms.

6 Findings about the country of culture speciic aspects of incentive travel pro-
grammes
pendent on culture. Therefore, when designing an incentive travel programme for

Gunkel (2006, p. 27) highlights that incentives are strongly de-

distributors suppliers have to also take into consideration the country or culture
the incentive is dedicated to. All informants emphasise the importance of culturally
specific influences. They especially point out the influence of culture on the target
audience within the distributorship and the format of the programme, the reward
composition and the involvement of the distributor. They have exemplarily experi-
enced that Indians love to do everything in big groups, whereas competitive formats
with a stress on prestige are particularly successful in the US and in Eastern Euro-
pean countries. This is also in accordance with Gunkel’s findings (2006, p. 38) that
in former socialist systems egalitarian rewards are stressed. Moreover, the respond-
ents highlight that religious holidays (e.g. Easter, month of Ramadan, etc.) have to be
considered when composing a feasible travel programme. Additionally, one respond-
ent states that distributors from Arabic countries are often not attracted by fun-
themes. However, most information has been provided about the travel destination
although there is no common thread through all interviews. The only result which
nearly all informants support, is that people are attracted by complementary, some-
times difficult to visit destinations (e.g. for visa purposes or cost or time reasons).
Turning to the findings of Gunkel (2006) about the target audience within the distrib-
utor and the involvement of the distributor - such as in frequently disrupted polit-
ical systems, group based incentive systems are demanded and isolated geographic
locations rather emphasise social interaction - no confirmation nor rejection can
be identified through this study. Issues related to Lee and Usunier’s research (2009,
p. 435) that team winning formats are preferred in collectivist countries are also not
prominent in the interview data. Therefore, it can be summarized that additional re-
search could be beneficial for an understanding of culture-compatible designs of in-
centive travel programmes for distributors.

7 Limitations and further research

In this study there are several sources of
uncertainty to take into consideration which are stated and explained below.
Firstly, it has to be clearly pointed out that the findings from the qualitative
research are not representative of a population. According to Brymann (2012) inste-
ad, the results of qualitative studies are to generalize the theory rather than the po-
pulations. It is the quality of the theoretical conclusions made out of qualitative data

that is essential to the evaluation of the generalization. Therefore, the interpretation
and application of the findings have to be judged in the light of limited generaliza-
tion of this research.

Secondly, it needs to be reflected that the sample size of informants is rather
small, although the careful selection of the investigated cases endorses the useful-
ness of the findings to a certain extent. Hence, further data collection is required to
cover the distinctive designs and the various national specific characteristics and to
contribute to the knowledge in the field of distributors’ governance through incenti-
ve travel programmes.

Thirdly, one has to consider, that the translation from German to English be-
ars the risk of misinterpretations of meanings or mistranslations.

Finally, it has to be pointed out that the topic of incentive travel programmes
is particularly limited in Europe. Nonetheless, or precisely because of this lack and
the positive experience of some companies in motivating Eastern European people
through monetary incentives (Stadlmann and Almhofer 2014) this research could be
extended to other geographic and business areas in order to support enterprises with
insights about the possible - so far rather unused - tool of incentive travel program-
mes for governing distributors.
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Résumé

Riadenie medzinarodnych distribitorov prostrednictvom motivaénych programov: Poznatky z vy-
robnych podnikov

Distribdtori su vgznamné vivozné kandly pre medzindrodne aktivne pdsobiace vijrobcov malé a stredné podniky. Efektivna sprdva
tychto ¢lenov kandlu je rozhodujtica pre predaj virobkov a marketingovy uspech. Jednostranné motivacné programy predstavuijd je-
den z mechanizmov pre kontrolu distribidtorov. Rozmanitost stimulov je zrejmd, medzi nimi motivacné cestovné programy st jedngm
zmoZnych ndstrojov obchodngch manaZérov pre riadenie a motivdciu svojich partnerov. Tento dokument skima, ako moZno tieto ini-
ciativy tvorit v medzindrodnom obchode a poskytuje pohlad do ich aplikdcii vo virobngch spolocnostiach.

Na zdklade literdrnej reSerse bola vyvinutd schéma organizovania réznych stimulov, do ktorej boli v rémci taxonémie zarade-
né motivacné cestovné programy. Ndsledne si diskutované vSeobecné mozZnosti dizajnu motivacngch cestovngch programov. Kvalita-
tivna Stidia vykonand na vzorke 5 vijrobngch podnikov zdéraziiuje, ako je tento dizajn vyuZivany u rakiskych vgrobcov. Visledky na-
znacujd, Ze skimané spolocnosti uprednostriujd bilaterdlny pristup pri motivacnych cestovngch programoch s cielom posilnit vztahy
s distribtitormi v dlhodobom horizonte a nie primdrne ich motivovat v krdtkodobom horizonte. Toto zistenie odporuje vieobecnej kla-
sifikdcii motivacnych cestovngch programov

Na zdklade literdrnej reserse bola vyvinutd schéma organizovania réznych stimulov, do ktorej boli v rdmci taxondmie zara-
dené motivacné cestovné programy.

Ndsledne su diskutované vSeobecné moznosti dizajnu motivacnych cestovnych programov. Kvalitativna Studia vykonand na
vzorke 5 virobnych podnikov zdérazriuje, ako je tento dizajn vyuZivang u rakuskych vgrobcov. Visledky naznacuijd, Ze skiimané spoloc-
nosti uprednostriujd bilaterdiny pristup pri motivacnych cestovngch programoch s cielom posilnit vztahy s distribitormiv dlhodobom
horizonte a nie primdrne ich motivovat v krdtkodobom horizonte. Toto zistenie odporuje vSeobecnej klasifikdcii motivacngch cestov-
nych programov v literatire a spochybriuje beznd prax umelo oddelengch spravovacich mechanizmov a ich (unilaterdlnych a bilate-
rdlnych) charakteristik bez toho, aby brali do tvahy zistenia podnikatelskej praxe.

V konecnom désledku Stiddia poskytuje nové ndhlady na krajinu a aspekty kultirnych Specifik, ktoré by mali byt zvaZované
v pripade ndvrhu motivacného cestovného programu. Prispevok vyvodzuje, Ze obzvldst Specifické aspekty réznych krajin otvdraji Si-

roké pole prileZitosti pre dalsi vigskum v oblasti sprdvy distribucnyjch kandlov prostrednictvom motivacného cestovania.
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TEXT | DANA VOKOUNOVA PRISPEVKY | CONTRIBUTIONS

REBRICEK HODNOT MLADYCH LUDI
A ICH POSTOJ K PRISTAHOVALECTVU

Hodnoty patria k faktorom, ktoré sii neustale pritomné pri naSom vytvarani
nazoru, postoja alebo spravania. Pre hodnoty je typické, Ze si neviditelné

a ludia si ich pritomnost ani sami neuvedomuiji, no napriek tomu ich vplyv je
velky. Hodnoty sa nezvyknii skiimat len samotné, ale v siivislosti s nie¢im, ako
st napriklad postoje alebo spravanie. Cielom tohto prispevku je prezentovat
vysledky prieskumu, ktory bol zamerany na skiimanie hodnét Studentov aich
postoje k pristahovalectvu.

Metody prace

Psychol6g Shalom Schwartz vytvoril systém merania desiatich
zdkladnych hodnot, ktory sa da pouzit v kvantitativnych prieskumoch. Tento systém
sa oznacuje PVQ (Portrait Value Questionnaire) a obsahuje 40 kratkych charakteris-
tik cloveka (Schwartz 2012), ktoré opisujui jeho ciele, agpirdcie alebo Zelania a d4 sa
z nich odvodit dolezitost skimanych hodnot.

Koncom roka 2015 sme uskuto¢nili prieskum medzi studentmi Obchodnej fa-
kulty Ekonomickej univerzity v Bratislave. Na zhromazdovanie idajov sme pouzili
Standardizovany dotaznik, ktory bol rozdeleny do dvoch ¢asti. Prva cast bola zame-
rand na skimanie hodnoét s vyuzitim Schwartzovho systému hodnét (PVQ) a druhd
Cast skiimala ndzory a postoje mladych Iudi k r6znym oblastiam Zivota, z ktorych
je pre tento ¢lanok vybrata téma pristahovalectva. Hodnoty boli merané nepriamo,
t. j. PVQ obsahoval 40 opisov ¢loveka a tilohou respondentov bolo uviest na 6-stupiio-
vej §kdle, do akej miery su ako tento clovek. Nasledne sa z ich odpovedi odvodilo, ako
velmi uzndvaji desat skimanych hodnét. Prieskumy realizované pod zastitou Eu-
répskej komisie, konkrétne Standard Eurobarometer 83, Special Eurobarometer 432
Europeans’Attitudes Towards Security, Flash Eurobarometer 408 European Youth,
ako aj European Social Survey 7 slizili ako in8pirdcia pre tvorbu dotaznika.

Rebricéek hodnédt
valo desat hodn6t vypocitanim priemerného skére zo 6-stupnovej §kily, pricom vys-

Ziskali sme 199 vyplnenych dotaznikov. Najprv sa analyzo-

Sie skére znamen4, Ze jedinec sa viac stotoZnuje (viac uznava) dand hodnotu.

V Tabulke 1 je uvedené vysledné poradie skiimanych hodnét. Statisticky t-test
ukazal, Ze rozdiely medzi vyslednymi priemernymi skére za prvé tri hodnoty nie sd
vyznamné. To znamend, Ze vSetky tri sa umiestnili na rovhakom mieste, aj ked ich
priemerné hodnoty sa li§ia, no nie vyznamne. Za tymito hodnotami nasleduje ambi-
ciéznost, ktorej priemerné skére sa vyznamne nelisi od hedonizmu anilaskavosti, no
1181 sa od samostatnosti. Preto je na Obrazku 1 umiestnené ako ¢iastocne sa prekry-
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vajlica hodnota s prvymi tromi. Na dalSom mieste sa umiestnili harmonia, bezpecie
a vzruSenie s nevyznamnymi rozdielmi medzi sebou. Rozdiely medzi priemernymi
skére zvysnych hodnot sid vyznamné. Vysledky t-testu st zndzornené na Obrazku 1.

Hodnota Priemer
1. Samostatnost | 4,54
2. Laskavost 4,49
3. Hedonizmus 4,45
4, Ambiciéznost | 4,36
5. Harmoénia 415
6. Bezpecie 413
7. Vzrusenie 4,06
8. Poddajnost 3,80
9. Moc 3,46
10. Tradicia 2,93

TABULKA 1: PRIEMERNE SKORE SKUMANYCH HODNOT; ZDROJ: VLASTNE SPRACOVANIE

@ Samostatnost’  Laskavost  Hedonizmus

@ Ambicioznost
@\ Harmonia Bezpeéic Vzrusenie /
@ \ Poddajnost’ /
O\ /
@ \ Tradicia |

OBRAZOK1: ZORADENIE HODNOT NA ZAKLADE T-TESTU; ZDROJ: VLASTNE SPRACOVANIE

Moézeme teda tvrdit, Ze najdolezitejSimi hodnotami si pre mladych Iudi samostat-
nost, ldskavost a uzivanie si (hedonizmus) a najmenej délezitymi sd tradicia, moc
a poddajnost.

Postoje k pristahovalectvu KedZe je v sic¢asnosti aktudlnou témou pristaho-

valectvo, aj niektoré otdzky v dotazniku boli zamerané na tito tému. Najprv bola tato
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téma zakomponovand do otdzky tykajlicej sa obav v stivislosti s bezpec¢nostou na Slo-
vensku (Tabulka 2).

%

Korupcia 61,3
Nelegdlne pristahovalectvo 48,7
Ekonomicka a finanéna kriza 48,2
Terorizmus 4,7
NaboZensky extrémizmus 377
Chudoba 37,2
Vojna 34,7
Nedostatocné zabezpecenie vonkajsich hranic 251
Prirodné katastrofy 211

Organizovany zloéin 20,6
Problémy tykajtice sa ZP a klimatickych zmien 16,6
Nukledrna katastrofa 12,6
Poéitacova kriminalita 8,5

TABULKA 2: NAJVACSIE OBAVY TYKAJUCE SA BEZPECNOSTI; ZDROJ: VLASTNE SPRACOVANIE

Viac ako tri patiny Studentov maji najvacsie obavy z korupcie na Slovensku a takmer
polovica z nelegdlneho pristahovalectva a z ekonomickej krizy. Najmensie obavy
maji z pocitacovej kriminality a mozno k nej eSte priradit aj oblast Zivotného pros-
tredia. Nelegdlne pristahovalectvo teda patri k najva¢sim obavam mladych ludi v si-
vislosti s ich pocitom bezpec¢nosti. No aky postoj by mali k legdlnym pristahovalcom,
resp. akému druhu ludi by mal §tat povolit u nés zZit? Na toto sa zamerala nasledujica

otdzka tykajtca sa ochoty prijimat réznych pristahovalcov (Tabulka 3).

“Do akej miery by malo Slovensko umoznit prist a Zit u nas nasledujicim skupindm [udi?”

mnohym niektorym | malému nikomu
poctu

Rovnakej rasy alebo etnickej skupiny 43,2 40,2 13,6 2,9
Rozdielnej rasy alebo etnickej skupiny 10,6 44,2 33,2 121

Z bohatych eurépskych krajin 375 1,5 16,8 4,2

Z chudobnych eurépskych krajin 16,7 45,9 30,2 71

Z bohatych mimoeurépskych krajin 23,0 431 25,5 8,4

Z chudobnych mimoeurépskych krajin 10,7 32,3 38,8 18,2

TABULKA 3: UMOZNENIE PRIST A ZIT NA SLOVENSKU; ZDROJ: VLASTNE SPRACOVANIE
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Z vysledkov vyplyva, Ze miera akceptacie pristahovalcov zavisi od ich pévodu. Mladi
Iudia sd najotvorenejsi k prijimaniu pristahovalcov rovnakej rasy alebo z bohatsich
krajin v ramci Eurdpy, pripadne aj mimo nej. Najvacsie zabrany majui voci prijima-
niu pristahovalcov z mimoeurépskych chudobnejsich krajin alebo rdznej rasy. Cel-
kovo mozno konstatovat, Ze mladi Iudia nie st radikdlne proti pristahovalcom, aj
ked mnohym pristahovalcom bez ohladu na ich pévod by umoznila zit na Sloven-
sku menej ako polovica z nich. No na druhej strane nikomu by neumozZnila menej
ako pitina. Najvacsie zabrany majui voci ludom z chudobnejsich krajin mimo Eurépy
a rozdielnej rasy alebo etnickej skupiny, ¢o st vlastne dne$ni aktudlni pristahovalci.

Dalgia otdzka “Aky je podla Vasho ndzoru dopad imigricie na Slovensko a jeho oby-
vatelov?” bola zamerand na to, aké pozitiva a negativa vidia Studenti v imigracii (Ta-
bulka 4).

%
Konflikty kvoli neochote pristahovalcov prisposobit sa 74,4
Riziko chordb, ktoré nie si na Slovensku rozsirené 60,3
Sirenie islamu 59,3
Zvysenie vydavkov statu 472
Obmedzenie pracovnych prileZitosti pre domacich 372
Zlacnenie pracovnej sily 357
Pocit ohrozenia z mnoZstva cudzich ludi 35,2
Obsadenie neatraktivnych pracovnych pozicii 33,7
Spoznavanie novej kultiry 19,1
Zmena zauZivanych zvyklosti 14,1
Napiiianie myslienok humanizmu 75
V budiicnosti vyhodnejsie podmienky pre slovenské firmy 6,0

TABULKA 4: DOPAD IMIGRACIE NA SR A JEJ OBYVATELOV; ZDROJ: VLASTNE SPRACOVANIE

Na prvych prieckach sa jednoznacne umiestnili negativne dopady imigréicie na Slo-
vensko a jej obyvatelov. Najvacsiu hrozbu vidia mlad{ Iudia vo vzniku konfliktov z d6-
vodu neochoty pristahovalcov prispdsobit sa. Dalsimi déleZitymi st obavy z choréb,
ktoré nie sd na Slovensku rozsirené a zo §irenia islamu, za ktorymi nasleduji eko-
nomické dopady vo forme zvySenia vydavkov Statu a obmedzenia pracovnych pri-
lezitosti pre domadcich obyvatelov. AZ po tychto siedmich negativnych dopadoch sa
umiestnil prvy pozitivny a to obsadenie neatraktivnych pracovnych pozicii.

Z odpovedi mozno vyvodit zaver, Ze mladiludia vidia jednoznac¢ne viac negativ-
ne nez pozitivne dopady imigricie na Slovensko a jeho obyvatelov.

DalSia sada ot4zok sa tieZ zamerala na vinimanie pristahovalectva, pri¢om bol pouZi-
ty sémanticky difrencidl s 10-stuptiovou skalou:
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»Je pre ekonomiku dobré alebo zlé, Ze sem prichddzaju ludia z inych krajin?”

dbre 0 0 0O0O00DO0O0O0ODO 2

ju vytvarat nové pracovné miesta?”
berdpracu 0 O O 0O O O O O O O vytvérajinové pracovné miesta

kultdru?”

obohacuig 0 U 0O OO DO0DO OO DO naruduja

LLudia zinych krajin, ktori k ndm prichddzaju zit, sposobuji zhorSovanie alebo zlepSovanie
problémov slvisiacich s kriminalitou?”

zhordovanie (J 0 O 0O O 0O O O O 0O zlepovanie

LLudia z inych krajin, ktori k nam prichadzaju zit, robia zo Slovenska lepsie alebo horsie
miesto pre Zivot?”

lepsie 0 0 OO O0O0OOO DO horsie

Pre lepsiu ilustraciu st v Grafe 1 vSetky pozitivne pojmy umiestnené vlavo a negativ-
ne vpravo, aj ked v dotazniku sa striedali. Tomu zodpovedaji aj prepocty vyslednych
hodno6t dvoch otdzok, ktorych sa tdto zmena umiestnenia tykala.

dobré pre ekonomiku R zI¢é pre ekonomiku
A
\
) o4 bramie prace

vznik pracovnych miest

, 1] * 5,86 o . -
obohatenie kulhuneho zivota L narusenie kulturneho zivota
~ ” ”
e 7,13
zlepSovanie kriminality i zhorsovanie kriminality
o -
-
lepsie miesto pre Zivot ¥ 580 horgie miesto pre Zivot
1 2 3 4 5 6 7 ] 9 10

GRAF 1: VNIMANIE DOPADOV PRISTAHOVALECTVA; ZDROJ: VLASTNE SPRACOVANIE
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Priemer §kaly v sémantickom diferenciali je 5,5 a hodnoty mens$ie ako tento priemer
predstavuju pozitivnu tendenciu a vysSie negativnu. MéZeme vidiet, Ze pristahova-
lectvo nie je vhimané pozitivne v Ziadnej skimanej oblasti (ani jedna hodnota nie je
nizgia ako 5,5), ¢o koreSponduje s vysledkami predchadzajticej otdzky tykajtcej sa do-
padov imigracie. D4 sa povedat, Ze dopad pristahovalectva na ekonomiku, kultiru

a miesto pre Zivot je hodnoteny respondentmi skér neutrdlne, no najvacsie obavy sa
tykaji hlavne ndarastu kriminality a moznej straty prace.

Vztah medzi uznidvanymi hodnotami a postojom k imigracii Pri skimani{

vztahu medzi hodnotami a postojom k imigracii boli analyzované najCastejsie uva-
dzané odpovede otdzok, ktoré sa tykali umoznenia pobytu u nds a dopadu imigracie.
Mladi ludia boli rozdeleni do desiatich segmentov podla toho, ktoré hodnoty najviac
uznavali (na §kéle od 1 do 6 musela mat hodnota vysledné priemerné skére minimal-
ne 4, aby bola povazovana za takd, Ze ju jedinec uznéava). Jedinec mohol byt sticastou
viacerych segmentov, ak uzndval viac ako jednu hodnotu.

Graf 2 zndzornuje vztah medzi uznavanymi hodnotami a ochotou prijat (mno-
hych a niektorych) Iudi rozdielnej rasy alebo z chudobnych krajin mimo Eurépskej
lnie, t. j. tych, vo¢i ktorym mali mlad{i ludia najvacsie zabrany. Krivky maju pribliz-
ne rovnaky priebeh, len vertikdlne posunuty. Znamena to, ze mlad{i Iudia su celko-
vo ochotnejsi prijat Iudi rozdielnej rasy alebo etnickej skupiny nez Iudi z chudobnych
krajin mimo EU. Najotvorenejs§imi k imigrantom sd mladi lIudia, pre ktorych je ty-
pickd poddajnost a harménia. Najvacsie zdbrany (najma pri ludoch z chudobnych
krajin mimo EU) majd §tudenti, pre ktorych je typickd moc. Pri imigrantoch roz-
dielnej rasy sa k ich neochote pridavaji aj mladi ludia uznavajici bezpecie, pripad-
ne ambiciéznost.
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GRAF 2 UZNAVANE HODNOTY A OCHOTA PRIJAT LUDI; ZDROJ: VLASTNE SPRACOVANIE

Graf 3 vyjadruje vztah medzi hodnotami a tromi najcastejsie uvddzanymi dopadmi
imigrdcie (vid Tabulku 4).
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GRAF 3: UZNAVANE HODNOTY A DOPADY IMIGRACIE; ZDROJ: VLASTNE SPRACOVANIE

Aj v tomto grafe majui krivky rovnaky priebeh, vertikdlne posunuty. VSetci maji naj-
vacsiu obavu z konfliktov z d6vodu neprispdsobenia. Obavy z chordb a §irenia islamu
maji rovnaky priebeh podla jednotlivych hodnotovych segmentov. Absolitne najvac-
§iu obavu zo vSetkych majui Studenti uzndavajuici tradiciu a to z konfliktov vyplyva-
jlicich z neprispésobenia sa imigrantov. Dalou skupinou s obavami st mladif I'udia,
pre ktorych je dolezité bezpecie a v oblasti obav z konfliktov z neprispésobenia sa, sa
k nim pridavaji aj respondenti uznavajici harmoéniu.

Zaver Prieskum medzi Studentmi ukazal, Ze spomedzi desiatich skimanych
hodnét sd pre nich najdodlezitejSie samostatnost, ldskavost a uzivanie si (hedoniz-
mus) a najmenej déleZitymi st tradicia, moc a poddajnost. Co sa tyka témy prista-
hovalectva, z odpovedi na rézne otazky mozno konstatovat, Ze pristahovalectvo nie
je vhimané pozitivne. Pri posudzovani dopadov imigracie rezonovali v odpovediach
prevazne negativne dopady, najma obava zo vzniku konfliktov z déovodu neochoty
pristahovalcov prisposobit sa, z choréb, ktoré nie si na Slovensku rozsirené a zo Si-

renia islamu.

Pozndmky | Notes Tento prispevok vznikol v ramci rieSenia grantu VEGA 1/0178/14 Spoloc¢na spotrebitelska

politika EU a jej uplatnenie v SR s dopadom na vzdelavanie spotrebitelov.
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TEXT | PETER VESELY, VINCENT KAROVIC ML.,

VINCENT KAROVIC, FRANTISEK OLSAVSKY

MARKETINGOVE PROBLEMY

PREDMETU ETICKY HACKING

Marketingové problémy predmetu s nazvom Eticky hacking, ktory je vyu¢ovany

na Fakulte managementu Univerzity Komenského v Bratislave sii obsahom
predkladaného prispevku. Vychodiskom je pochopenie aktudlnosti a potencial
inovativnosti témy etického hackingu v siivislosti s pracou manazéra a nasledne
pribliZzenie priebehu vyuéby tohto predmetu. Vzdelavanie Studentov prebieha
bezpeéne pomocou systému virtualizaéného prostredia openStack, v ktorom
maiji Studenti moznost skisat a testovat informacné a operacné systémy
vratanie sieti v tzv. ,sandboxe” bez rizika interferencie a poskodenia skolskej
siete. Marketingova podpora predmetu ma za ciel zvysit zaujem relevantnej

cielovej skupiny $tudentov, ktori po ukonéeni vysokoskolského vzdelania
zhodnotia ziskané poznatky v praxi a budii komunikovat prospesnost predmetu
u Studentov rozhoduijiicich sa o vybere predmetu Eticky hacking.
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Uvod
ry rozhoduje o architektire IS/ICT v podnikoch. VSetky podniky v sticasnosti spra-

Eticky hacking je v si¢asnom globalizovanom svete IS/IT prvkom, kto-

covavaju citlivé didta ako napr. osobné tdaje, preto podla legislativy musia vytvorit
bezpecnostny projekt a musia sa zaoberat manazmentom bezpecnosti. Praktickou
strankou testovania bezpec¢nosti IS/ICT vo firm4ch je prave eticky hacking. Ide o vy-
uzivanie bezne dostupnych, ako aj menej dostupnych technik ako sa dostat do sys-
témov, pripadne ich poskodit. ManaZér nemoZe tvrdit, Ze jeho informacny systém je
bezpecny, pokial nespracoval komplexnud sadu bezpe¢nostnych testov a nevyhodno-
til ich z hladiska zavaznosti. V stiCasnosti existuje medzindrodny standard OWASP -
Open Web Application Security Project, ktory definuje postupné kroky, ako vykonavat
dané testy (OWASP 2016). Na vykonanie tychto krokov v mene spolo¢nosti je vsak po-
trebny Specialista, tzv. ,eticky hacker”, ktory musi disponovat dostatoénymi znalos-
tami v tejto oblasti. Priprava tychto Specialistov vyZaduje nielen teoretické poznatky,
ale najma praktické skiisenosti.

Obsah predmetu Obsahom predmetu Eticky hacking je objasnit zloZitost a roz-
sah problému zabezpecCenia systémov pre spracovanie tidajov a poskytovanie infor-
maécii s dérazom na tilohu manaZéra v procese budovania a previdzkovania takychto
systémov (Karovi¢ et al. 2016a, Karovié et al. 2016b). Uvod tvoria véeobecné zaklady
bezpednosti a vymedzenie pojmu ,bezpeény informaény systém”. Dalej st rozobra-
né zakladné technické a programové prostriedky ochrany IS a §pecifika bezpecnosti
v sietach. Klicové st rozdiely pre zasady bezpecnosti pri procese vzniku IS a zdsa-

PRISPEVKY | CONTRIBUTIONS

dy bezpecnosti pri prevadzke IS. udsky faktor a bezpecnostna kultira organizicie
majui napomoct pri chapani tlohy manazéra bezpecnosti v organizacii. Teoretické
poznatky sd nakoniec zhrnuté v zakladnych bezpecnostnych principoch (Drahosova
a Karovi¢ 2015b). Student sa taktieZ m4 obozndmit s tlohou auditu IS. Z tychto tema-
tickych okruhov boli v predmete napldnované jednotlivé semindre, ktoré je mozZné
vnimat ako uceleny tematicky plan.

Tematicky plan predmetu Eticky hacking zahftia nasledovné oblasti:
| 1. Gvod do etického hackingu
| 2. Praktickd ukdzka ndstrojov uréenych pre penetraéné testovanie
| 3. Praktickad ukdZka penetraéného testu IT bezpeénosti servera
| 4. Zdkladné principy poéitacovych virusov
| 5. Demons&trdcia monitorovania sieti
| 6. MoZnosti priamych titokov na sietové zariadenia
| 7. Demonstracia moznosti ochrany proti technikdm hackerov
| 8. Persondlna bezpeénost a bezpednost biometrickych osobnych ddajov
| 9. IS0 27001 - systém manaZzmentu bezpe¢nosti
| 10. Zdkon ¢&. 122/2013 Z.z. - Zdkon o ochrane osobnych ddajov
| 11. OWASP - Open Web Application Security Project
| 13. Socidlne inZinierstvo
| 14. Trendy v manazmente bezpeénosti
| 15. Studentsky battle v sandboxe

Po tspesnom absolvovani by mali studenti ovladat zdklady IT bezpec¢nosti a mali
by byt schopni testovat bezpecnost IS/ICT vo firme, uplatniovat principy informac-
nej bezpecnosti IS/IT vo svojej manazérskej praxi a aktivne posobit v rdmci systému
riadenia informacnej bezpe¢nosti vo firme v ré6znych fazach vyvoja zivotného cyklu
IS/IT.

Inovdcia vyucby

Inovacia vyucby spociva v pouziti virtualiza¢ného néstro-
ja simulujiceho redlne sietové rieSenie IS/IKT. Ciel a prinos vyucby je v ziskani em-
pirickych skisenosti vdaka moznosti prakticky vyskisat techniky tto¢nika-hackera
aj ochrancu-administritora alebo manazéra bezpecnosti IS/IKT. Na zdver semestra
bola pre Studentov pripravend a odskdSand mala stitaz, tzv. ,Studentsky battle v sand-
boxe”. Prva skupina Studentov ma za tilohu upravit a nastavit zaimerne zle zabezpece-
né technologické riedenia, ktoré boli vytvorené lektorom. Studenti majui k dispozicii
komplexnd siet s aktivnymi sietovymi prvkami a pripravenymi aplikdciami, ktoré
v8ak nepripravovali oni sami. Druh4, siperiaca skupina Studentov m4 za tlohu hla-
dat chyby v zabezpeceni po opravach prvej skupiny. Obe skupiny studentov predmetu
Eticky hacking musia realizovat tzv. ,black test” podla OWASP s nasadenim systé-
mu Kali Linux (Karovi¢ 2013; DrahoSova a Karovi¢ 2015a). Studenti tak maji moz-
nost redlne otestovat svoje vedomosti a zruénosti a ziskat tak empirické skisenosti
s ochranou IS/ICT. Prave vdaka praktickym cvi¢eniam ziskaji predstavu o penetrac-
nych testoch a osvoja si zdsady pri riadeni bezpec¢nosti v organizacii.
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Marketingové problémy Eticky hacking je novy vyberovy predmet v ucebnych
osnovach a v sticasnej dobe nie je vyucovany na ziadnej inej vysokej skole resp. uni-
verzite v Slovenskej republike. Z pohladu marketingovej teérie je mozné povazZovat
tento predmet za produkt, ktory je zaradeny do ponuky dalsich vyberovych predme-
tov na Fakulte managementu Univerzity Komenského v Bratislave. Z tejto ponuky
si Studenti mézu vybrat tie predmety, ktoré sud z ich pohladu dostato¢ne atraktivne.
Atraktivita predmetu moézZe byt zloZend z réznych aspektov, ako napriklad: zaujem
0 samotny obsah predmetu a uplatnenie v praxi po ukonceni §tidia, zdujem o ziska-
nie kontaktov na predndasajicich podielajicich sa na vyucbe, zdujem o ziskanie hod-
notenia resp. kreditov za absolvované stidium a dalsie benefity. Vyberovy predmet
sa musi stat dostato¢ne atraktivnym, pokial ma studentov zaujat a ti ho maji upred-
nostnit pred dalsimi.

Z pohladu atraktivity témy je moZné povaZovat za zaujimavé zistenie priesku-
mu Eurobarometra (European Commission 2015) realizovaného v roku 2015 v kraji-
nach Eurdpskej tinie, Ze na Slovensku poklada pocitacovd kriminalitu za problém
spolocnosti iba 13% opytanych Slovakov, pricom za najddlezitejsi problém bola ozna-
¢enda chudoba (37%), terorizmus (36%) a korupcia (34%). Z tohto pohladu sa moézZe javit
problematika hackingu ako $pecifickd a menej podstatnd vo vnimani celej spoloc-
nosti. O to zaujimavejSie vyznievaji zistenia prieskumu z toho istého roku medzi
S§tudentmi Obchodnej fakulty Ekonomickej univerzity v Bratislave (Vokounova 2016),
ktori oznacili poc¢itacovi kriminalitu za najmenej zdvazny faktor bezpecnosti spo-
lo¢nosti (8,5%). Tieto zistenia naznacuju, Ze téma etického hackingu bude povaZova-
na za menej vyznamna u Studentov spolocensko-vednych odborov vo vSeobecnosti.

Dalsim faktorom vplyvajicim na atraktivitu predmetu je samotny ndzov. So
slovami ,hacking” ,hacker” sa spdja uZ vo svojej podstate negativna ¢innost, ktora
ma4 byt eliminovana a od ktorej sa treba distancovat. AvSak povodne sa pod pojmom
»hacks” oznacovali ¢innosti na vylepSovanie programov, ktoré mali zvysit vykon
pocitacov. Teda hacking mal pévodne pozitivny vyznam. AZ neskor sa zacal spéjat
s aktivitami organizovanymi za tcelom osobného prospechu (Engebretson 2013).
Privlastok ,eticky” doddva hackingovym aktivitim jasnej$i vyznam. Ide o ¢innosti
anastroje, ktoré hacker pouziva za ticelom vylepSenia bezpecnosti systémov. Ide o od-
bornika, ktory poznd slabé a zraniteIné miesta v systémoch a pri ich ochrane vyuziva
poznatky o spravani itocnikov. Napriek tomu je moZné predpokladat, Ze obsah pred-
metu Eticky hacking bude pre Studentov vyvoldvat kontroverzné predstavy. Co v8ak
mozZe byt aj pozitivom, Ze sa v ponuke dalsich predmetov odlisi.

Pre zvySenie atraktivity predmetu je potrebné blizsie Specifikovat cielovi sku-
pinu Studentov, ktorym je uréeny. Primdrnu skupinu tvoria studenti so zameranim
na manazment informacénych systémov. Tejto skupine Studentov sa nemusi javit
problematika hackingu ako okrajova a dokonca ani nezndma. Nakolko ponuka vybe-
rovych predmetov je pestra a Studenti si ich mézu vyberat aj z ponuky dalsich kate-
dier bolo by zaujimavé uvaZovat aj nad oslovenim Studentov so zameranim na dalsie
funkéné oblasti manazmentu ako napr. marketing, finanény manazment ¢i persondl-
ny manazment. Dovodom je praktické zameranie informac¢nych systémov, ktoré si

sticastou prace kazdého manaZéra, bez ohladu na jeho Specializdciu. Podstatnym je
obsah predmetu a jeho posolstvo pre vSetkych studentov/budicich riadiacich pracov-
nikov organizacie: Bezpecnost informacného systému nie je iba otdzkou oddelenia
informacnych systémov. Napriklad marketing firmy sa snazi priblizit zdkaznikovi
¢o najblizsie, pontiknut mu hodnotny produkt a to ¢o pri najmensich ndkladoch. Mar-
ketéri preto vo svojej praci vyuzivajui databdzy, on-line databdzy, elektronické obcho-
dovanie, umoznuju zdkaznikovi sledovat pohyb objednaného tovaru a platit za tento
tovar bezhotovostne. No v projektoch na pribliZenie sa k zakaznikovi zostdva opome-
nutd bezpeénost komunikacie a uchovavanie informadcii. Unik informdcif sa netyka
iba malych organizdcii. Aj profesiondlna internetova spolo¢nost Yahoo musela v sep-
tembri 2016 priznat, Ze v roku 2014 doslo k velkému tiniku informadcii o najmenej 500
miliénoch uzivatelov (Pcrevue.sk 2016). Poniknutie sluzieb on-line pristupu do infor-
macnych systémov organizacie predstavuje riziko, preto je potrebné pocitat s jeho
minimalizdciou uz na zaciatku, pri koncipovani navrhu rozpoctu projektu vratane
polozky bezpecnost informac¢ného systému. V opacnom pripade moéZe byt strata stik-
romia zdkaznika spojend s negativnym postojom a stratou dévery. Tretou potencidl-
nou skupinou §tudentov so zdujmom o predmet mozu byt vSetci Studenti Univerzity
Komenského v Bratislave, ktorym umoziuje ¢l. 21 ods. 5 Studijného poriadku univer-
zity (2015) zapisat si vyberovy predmet aj z inej ako domacej fakulty.

Konkrétnym opatrenim na zvySenie zdujmu §tudentov o predmet by mala byt
cielend marketingovd komunikacia s vyssie uvedenymi skupinami studentov. Samot-
ny predmet sa nachddza v ponuke vyberovych predmetov vo fakultnej ro¢enke, ktort
Studenti dostavaju pri zdpise. Na zaciatku akademického roka, ked si §tudenti zosta-
vuji §tudijny plan by mali dostat informdaciu o obsahovej ndplni predmetu. MozZno
pri tom vyuzit informac¢né néastenky, elektronickd postu, letdky. TieZ by bolo moz-
né zorganizovat informac¢nud prezentdciu predmetu pred zdpismi. Velmi efektivnou
formou komunikacie by mohla byt sila hovoreného slova, kedy by §tudenti po absol-
vovani predmetu poskytli referencie spoluziakom. K predmetu by bolo mozné vytvo-
rit komunitnd webovskd stranku alebo stranku na socidlnej sieti a naplfiat jej obsah
diskusiami k téme etického hackingu. Na samotnom predmete by mohli participovat
odbornici z praxe, ¢o by mohlo zvysit zdujem Studentov pri ziskavani priameho kon-
taktu s potencidlnymi zamestndvatelmi a uplatnenim sa po ukoncen{ stidia.

Zabezpecenie spatnej vazby k obsahu a forme vyucby zo strany Studenta by
mohlo zvysit uzitotnost predmetu a zefektivnit pracu vyucujicich. Idedlnym stavom
by malo byt vytvorenie podmienok na Sirenie dobrého povedomia o predmete a jeho
prinose, ktoré by sa $irilo spolu s komunika¢nymi aktivitami vyucujicich - ucitelov
aj zastupcov z praxe.

Zaver

V sticasnej dobe je ochrana a zabezpecenie informac¢ného systému res-
pektive ochrana informadcii velmi zdsadnou tilohou manaZzérov a to nielen v podni-
kovej sfére. Priprava manaZérov na tlohu spojent s ochranou informécii méZze zacat
uz na $kolach pomocou vyucby a to nielen v teoretickej rovine. Predmet Eticky hac-
king pomocou praktického cvicenia, ukdazkami technik a premyslania nad slabymi
miestami informacénych systémov méze napomédct budicim manaZérom pri riade-
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ni bezpec¢nosti toku informadcii v organizdcidch (Midckovda, Karovi¢ a Krajéik 2015).
Vyucba predmetu bez pouzitia virtudlneho prostredia openStack bola velmi ndroc-
nou tlohou a vac¢sinu ukazZok technik a nastrojov nebolo mozné realizovat, vzhladom
na zabezpecenie Skolskej siete. Pouzitim softvéru openStack bolo dosiahnuté odde-
lenie systému zabezpecujliceho chod §koly a vyukového - testovacieho prostredia,
v ktorom bolo mozné rychle nasadenie r6znych modelov a testovanie ich bezpe¢nos-
ti (Openstack, 2016). NajdoleZitejsSim parametrom bolo zabezpecCenie oddelenia kri-
tickych casti skolskej siete od modelov sieti a technolégii tvorenych vo virtudlnom
prostredi openStacku, av8ak so zabezpecenim pristupu do internetu, ¢im sme do-
siahli, Ze sa systém javil ako redlny. Prostredie bolo testované jeden semester a vyuc-
ba prebehla s ohladom moznosti servera a prisposobené na jeho funkcionality. Plan
budicej vyucby predmetu je orientovany na zavedenie hybridnej architekttiry a tes-
tovanie aj inych systémov a architekttr siete.

Marketingové problémy predmetu eticky hacking vychddzaji z praktickych
skisenosti s jeho vyucovanim. Sdvisia s niekolkymi aspektmi: vnimanie opodstat-
nenosti témy hackingu u §tudentov informacnych systémov, ale aj Studentov dalsich
zamerani a formami komunikacie prinosov §tiddia predmetu Eticky hacking vyply-
vajdcich z jeho obsahového zamerania. Za kriticky faktor v podpore predmetu je moz-
né povazovat silu hovoreného slova, marketingovi komunikaciu a spatnd viazbu od
Studentov.
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TEXT | RADIM BACUVCIK PRISPEVKY | CONTRIBUTIONS

CTENARSKE TYPOLOGIE:
KVALITATIVNI A KVANTITATIVNI
POHLED NA MOZNOSTI
SEGMENTACE KNIZNiHO TRHU

Na problém vztahu lidi k literatuie, kniham a éteni by bylo mozno nahlizet
z riiznych stran. Pfedevsim, literatura je jednou z oblasti uméni. Samoziejmé,
jako o uméni by se asi nedalo hovofit o veskeré literatuie, ktera vznika, a uz
viibec ne o vSech knihdch, které vychazeji, pfesto by se mozna dalo fict, Ze spolu
s hudbou je literatura oblasti uméni, ktera je blizka asi nejvétsi ¢asti vefejnosti.
Kromé toho je literatura, z(ne)hmotnéna do podoby knih, také zbozim.
Vystupuje na trhu, jehoZ poptavkovou stranu tvofi ¢tendfi, pfesnéji Fec¢eno ti, kdo
knihy chtéji nakupovat, a nabidkovou stranu nakladatelé, ktefi knihy vydavaji
(rozhoduiji o tom, co se bude vydavat a za jakou cenu se to bude nabizet), a jejich
prostiednictvim autofi, ktefi knihy pisi. DaleZitou souéasti knizniho trhu jsou
velkoobchodni distributofi, kteFi maji moc ovlivnit, ktefi autofi a nakladatelé
budou mit lepsi ¢i horsi finanéni podminky (jedna se o jejich marzi, ktera maze
byt velmi rozmanitd), a maloobchodni prodejci (knihkupci, dnes i supermarkety
a internetové obchody), ktefi rozhoduji mimo jiné o tom, jak pfitaZlivé budou
knihy nabizeny (tedy vystaveny v obchodech &i na internetovych strankach).

1 Vztah obyvatel Ceské republiky ke knihdm a éteni Podrobné informace

o vztahu obyvatel Ceské republiky k literatuie a ¢teni nabizi dlouhodoby vyzkum, kte-
ry realizuje Ustav pro éeskou literaturu AV CR, v.v.i ve spolupraci s NArodn{ knihovnou
CR, jehoZ hlavnim fesitelem je Jifi Travnidek. Dosud byla realizovana tfi kola vyzku-
mu v letech 2007, 2010 a 2013. Jeho primarni{ sloZkou je kvantitativni vyzkum formou
dotaznikového Setfeni, pricemz ¢ast otdzek se vzdy opakuje a ¢ast je zaméfena na urci-
té specidlni téma. Vyzkum ma4 i kvalitativni ¢ast zaméfenou zejména na tzv. Ctenarské
biografie. Vysledky vyzkumu z roku 2007 jsou shrnuty v monografii ,Cteme? Obyvate-
1é Ceské republiky a jejich vztah ke knize” (Travni¢ek 2008), z roku 2010 v monografii
,Ctenafi a internauti. Obyvatelé Ceské republiky a jejich vztah ke ¢teni (2010) (Travni-
¢ek 2011), z roku 2013 v knize ,Preknizkovano. Co ¢teme a kupujeme (2013)” (Travnicek
2014). Dalsi publikace stejného autora jsou zaméfeny na rtizné specidlni témata - za-
byvaji se détskou skupinou ¢tenaia (,Vypravéj mi néco... Jak si déti osvojuji pfibéhy*;
Travnicek 2007) nebo metodou zminénych ctenatiskych biografii mapuji vztah zna-
mych osobnosti ke kniham (,Knihy a jejich 1idé. Ctenaiské Zivotopisy*; Travnitek 2013).
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Zajimavé srovnani z blizkého prosttedi slovenského knizniho trhu (na némz se
mimochodem vyznamné uplatniuji i knihy vydané v ¢eStiné; reciprocné tento vztah
jak se zda nefunguje, viz Travnicek 2014, s. 22) pfinasi dlouhodoby vyzkum, jehoZ za-
véry jsou shrnuty mimo jiné v monografiich ,Citanie 2008“ (Rankov a Valéek 2008)
a ,Citanie 2009“ (Valéek 2009), zaméfené na étendiské chovani mladych lidi. Obdobné
vyzkumy lze najit také v dalsich zemich stfedoevropského regionu (odkazy na nékte-
ré z nich viz v Travnitek 2014). Sir$i mezindrodni srovnani nabizi vyzkumy Evropské
komise Special Eurobarometer 278 (European Cultural Values 2007) a Special Euroba-
rometr 399 (Cultural Access and Participation 2013), které monitoruji vztah obyvatel

jednotlivych zem{ EU k riznym volnoc¢asovym aktivitdm kulturni povahy.

1.1Cteni knih
aktudln{f vztah obyvatel Ceské republiky ke knihdm a ¢étenf a jakou m4 - ve srovna-

Vyzkum AV CR a NK CR pomérné detailné naznaduje, jak vypad4

ni zdvérd jednotlivych vln vyzkumu, které probéhly v obdobi sedmi let - dynamiku.
Toto srovnani napriklad ukazalo, Ze v roce 2013 si alesponl jednu knihu precetlo 84%
respondentt (v roce 2007 to bylo 83%, v roce 2010 79%). Mezi muZi je ¢tendili o néco
méné neZ mezi Zenami, konkrétné mezi muzi 78% (dle idajti z roku 2010 73%) a mezi
zenami 89% (dle ddajti z roku 2010 85%). Pro srovnani, ¢asopisy ¢te pravidelné 85%
populace (88% Zzen, 82% muzil). Z hlediska véku je podil ¢tendft velmi vyrovnany,
pohybuje se v jednotlivych vékovych skupindch mezi 82 a 85%, pricemz zde neni sle-
dovatelny Zadny jednoznacny trend.

Zavéry je mozno konfrontovat téz se zjisténimi Special Eurobarometer 278
a 399 (European Cultural Values 2007; Cultural Access and Participation 2013). Podle
vyzkumu z roku 2007 alespofi jednu knihu za poslednich 12 mésicti pfedetlo 82% Ce-
cht, coZ nds narod fadilo na ¢tvrté misto v ramci Evropy. Nejvice ¢tendti bylo podle
tohoto zdroje v Nizozemsku a Svédsku (85%), Dansku (83%), u nds, ve Velké Britanii
(82%) a na Slovensku (81%). Nejméné Gtendtti bylo v Portugalsku (41%), na Malté (45%),
Kypru (57%), v Recku, Bulharsku a Spanélsku (59%). Zajimavé je, Ze tidaje z roku 2013
uZ pro nés tak ptiznivé nejsou - podle néj si alespon jednu knihu za poslednich 12 mé-
sicti pfedetlo 71% Cechti (coz dosti kontrastuje se zavéry Travnickovymi ze stejného
obdobi i s nasimi vlastnimi zavéry, prezentovanymi v kapitole 4); podobny ,pokles”
byl zaznamenan také na Slovensku (68%). Podle tohoto vyzkumu bylo nejvic ¢tena-
i ve Svédsku (90%), Nizozemsku (86%), Dansku (82%), Velké Britdnii (80%) a Némec-
ku (79%), zatimco nase zemé by byla na 11. misté, nejméné ¢tendtt bylo v Portugalsku
(40%), Recku (50%), Rumunsku (51%), na Kypru (54%) a v Bulharsku (55%).

V prmeéru si obyvatel Ceské republiky (15+ let) piecetl 13,2 knih (v roce 2007 to
bylo 13,4 knih, v roce 2010 13,7 knih), medidn pfectenych knih je 5. O néco aktivnéjsi-
mi ¢tendfijsou lidé starsi 65 let, ktefi si v priméru precetli 20,6 knih, naopak jsou na
tom lidé ve skupiné 35 - 44 let (9,5 knihy). 24% obyvatel precetlo 13 a vice knih (v rdm-
citoho 5,6% z celku precetlo 50 a vice knih), 20% precetlo 7 - 12 knih, 40% precetlo1- 6
knih, 16% neptecetlo knihu ani jednu. Pokud se tyka frekvence ¢teni vyjaddifené caso-
vé, 12% obyvatel ¢te knihy denné, 35% alesponi jednou tydné, 17% alespon jednou za
mésic, 19% alespon jednou za rok, 16% méné casto. Podobné vysledky byly zazname-
nany také ve vyzkumu slovenském - kazdy nebo témér kazdy den ¢te knihy 9,5% po-
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pulace, alespon jednou tydneé 23,7%, alespon jednou do mésice 21,6%, méné casto 42,1%
populace (Rancek a Valkov 2008). V primeéru lidé ¢teni knih vénuji 33 minut denné
(v roce 2007 31 minut, v roce 2010 30 minut). Pro srovnani, ¢teni novin a ¢asopist vé-
nuji 26 minut, sledovan{ televize 136 minut, poslechu rozhlasu 87 minut, sledovani
videa/DVD 34 minut, poslechu auditivnich médif (CD, mp3 a dals{) 29 minut, praci
s internetem 79 minut).

Nejpopuldarnéjsim zanrem je soucasna beletrie oddechova (50%), kterou nésle-
duje literatura faktu (31%, vice ji preferuji muzi), klasickd beletrie (30%), odborna lite-
ratura (31%), soucasna beletrie s literdarnimi ndroky (20%), ucebnice a piirucky (14%),
slovniky a encyklopedie (13%), sci-fi a fantasy (15%), vdle¢n4 literatura (13%), komiks
(5%), ndbozenska literatura (3%), esoterika a ufologie (5%); 15% respondentt udavi, Ze
nedava prednost nicemu a ¢te bez vybéru. Na druhou stranu, pro pétinu (21%) ekono-
micky aktivnich Cechti souvisi éteni knih s jejich zamé&stn4dnim. Zajimavosti je, Ze dle
tidajti z roku 2010 50% 1id{ starsich 15 let nikdy necetlo poezii. Z knih v cizich jazycich
je nejfrekventovanéjsi anglictina, v niz si asponl jednu knihu za posledni rok precetlo
9,8% respondentti. Dalsi je slovens$tina, v niz cetlo 6,7% lidi.

Nejvétsi vliv na cestu ke ¢teni mélo podle respondentt to, Ze ,doma se vZdyc-
ky dbalo na cetbu knih” (35%). Dalsi v potadi skoncily vyroky ,méli jsme doma mnoho
knih” (27%), ,navstévoval jsem pravidelné knihovnu” (18%), ,bavil jsem se o knihach
se znamymi a prateli” (18%), ,Casto jsem mluvil o knihach s rodic¢i” (12%), ,mél jsem
inspirativniho ucitele ¢estiny” (12%), ,nic z uvedeného, cestu jsem si nasel sdm” (27%,
spiSe muzi nez Zeny) a ,nevim” (17%).

23% lidi ma svého nejoblibenéjsiho autora; dalsich 6% jej ma také, ale nepama-
tuje si jeho jméno. Nejoblibenéjsim autorem Cechi je Michal Viewegh (téZ v letech
2007 a 2010; prvni misto v celém potadi nicméné vzniklo na zdkladé pouhych 19 jme-
novani, coz je ze statistického hlediska tidaj jisté velmi problematicky; tento autor
byl vyrazné Castéji uvddén Zenami), v pomyslném pofadi nésleduji Erich Maria Re-
marque, Dick Francis, Agatha Christie a Vlasta Javoficka. Svou nejobliben€jsi knihu
ma 27% obyvatel, dalsich 8% si nepamatuje jeji nazev. Nejoblibené&jsi knihou Cechti je
,Babicka” BoZeny Némcové (ovSem s pouhymi 10 uvedenimi), nésleduji ,Padesat od-
stina $edi”, ,Harry Potter”, ,Vejce a ja“ (v letech 2007 a 2010 nejoblibenéjsi, téz kumu-
lované ve vSech tfech vyzkumech s 42 uvedenimi) a ,Pan prstent” (kumulované za
vSechny vlny vyzkumu jsou za druhou ,Babickou” na tfetim misté ,Osudy dobrého
vojaka Svejka”). Ve své domdci knihovné ma primeérny Cech 250 knih (v roce 2007 to
respondenti odhadovali na 274 knih, v roce 2010 240 knih). Vice knih maji lidé starsi
65 let (325 knih). 2% obyvatel tvrdi, Ze doma nemaji Zddné knihy, 29% ma 1 - 50 knih,
22% ma 201 - 500 knih, kazdy ¢tyficaty ma vice nez 1000 knih.

Zajimavym zavérem je, Ze ve srovnani let 2007 a 2010 se rozeviely pomyslné
ntzky mezi kulturné chudymi a bohatymi. Kulturné chudi mirné zchudli (pfibylo
nectenard, tyka se to napt. lidi s nejniz§im vzdélanim ve vékové skupiné 25 - 44 let
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a z nejnizsich prtijmovych skupin), kulturné bohati mirné zbohatli (napt. ptibylo vas-
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nivych ¢tenatd, kteti precetli vice nez 50 knih za rok).

1.2 Nabyvani knih
lo 48% lidi. Nejvic knih nakoupili lidé ve vékové skupiné 25 - 34 let (57%), nejméné ve

Pokud se tyka nakupu knih, alespon jednu knihu si koupi-

skupiné nad 65 let (40%). Alespon jednu knihu koupilo 53% Zen a 42% muzi. Data na-
znacuji, ze od roku 2007 doslo k vyraznému poklesu podilu lidi, ktefi nakupuji kni-
hy (v roce 2007 71%, v roce 2010 46%). Tyto informace je moZno srovnavat s vysledky
vlastniho vyzkumu (Ba¢uvcik 2014), podle néjz v roce 2013 za poslednich dvanact mé-
sicti koupilo knihu 60,5% Cechti, pfiéemZ v roce 2008 to bylo 64,7%. Obecné ovéem nej-
vétsi ¢ast 1idi ziskdva knihy jako dar (60%, v priméru kazdy obdarovany takto ziskal
3,3 knihy), ndsleduje ndkup (zminénych 48%, v priméru kazdy kdo takto ziskal kni-
hy, ziskal 4,9 knih), z domdaci knihovny nebo knihovny zndmych (46%, v priméru kaz-
dy, kdo takto ziskal knihy, ziskal 5,1 knihy), z vefejné knihovny (31% oproti 36% v roce
2010; v priméru kazdy, kdo si ptij¢il knihy, si pij¢il 12,3 knihy), a také volné z interne-
tu (10%, ti, kdo tak ¢ini, ziskali v priméru 5,6 knihy).

V prmeéru si Cesi koupili 2,3 knihy a utratili za né 691 Ké. To je opét pokles
oproti vysledkim predchézejicich vyzkumd, podle nichz si v roce 2007 koupili 4,7
knih za 925 K¢, v roce 2010 2,3 knih za 558 K¢ (zde je moznéa znatelny vykyv v dobé
kumulujici ekonomické recese). Nejvice lidi nakupuje v tradi¢nich knihkupectvich
(87%), v levnych a zlevnénych knihach (38%, v roce 2010 55%), antikvaridtech (20%,
v roce 2010 27%), supermarketech (14%, v roce 2010 21%) na internetu (25%, v roce 2010
21%) a pres knizni kluby (12%, v roce 2010 18%). Informace o knihach 1idé ziskavaji nej-
Castéji od blizkych a zndmych (59%), ddle z internetu (34%), v knihkupectvich (29%),
z tisku (recenze; 29%), z propagac¢nich materiald (21%), z televize (15%) a z rozhlasu
(7%). PocCet téch, ktefi se o informace o knihdch nezajimaji, je mezi muzi dvakrat vét-
§{ neZ mezi Zenami.

Dtivody, proc¢ lidé kupuji knihy, jsou zdbava, potésen{ a relaxace (75%; procen-
ta jsou vypocitdna z téch, ktefi knihy skute¢né kupuji), ddle jako dar (59%), za tce-
lem studia, vzdélani a pouCeni (32%), kvtili praci a zaméstnani (10%) a kvtili budovani
knihovny a sbératelstvi (6%). Pi nakupu se 1idé (ti, ktefi knihy opravdu kupuji) nej-
Castéji rozhoduji podle Zanru (73%), tématu (59%), autora (49%), doporuceni zndmych
ablizkych (43%), ceny (21%), kritiky (9%), ohlas@i v TV, rozhlase a dennim tisku (8%), na-
kladatelstvi a edice (5%), obdlky (4%) a ndhodné (5%). Dtivod, pro¢ lidé knihy nekupuiji,
je v tom, ze jsou moc drahé (71%, procenta jsou vypocitana z téch, ktefi knihy skutec-
né nekupuji), to, Ze si je obstardvaji z jinych zdrojt (38%), Cteni knih je nezajima (32%),
na trhu je prilis vysoky pocet knih, takZe se v nich nevyznajf (13%) nebo na to nemaji
Gas (3%). Tato fakta zajimavym zptisobem souviseji s tim, Ze nejzndméjsi instituci Ces-
kého knizniho trhu je prodejni sit Levné knihy (znd je 68% respondentti; dalsimi jsou
Knizni klub 38%, veletrh Svét knihy 37% nebo nakladatelstvi Harlequin 36%).

Do vefejnych knihoven chodi 32% respondenttd (v roce 2007 40%, v roce 2010
38%). Zeny jsou aktivnéjsi (39%) nez muzi (25%), nejaktivnéjsi vékovou skupinou jsou
lidé ve véku 15 - 24 let (43%), nejméné aktivni ve véku 25 - 34 let (27%). Skupina ne-
-navstévnikd se déli na ty, ktefi chodili dfive (31%) a ktefi nechodili nikdy (37%). Do
knihoven lidé nechod{ zejména z divodu nedostatku ¢asu a to, Ze si knihy ptijcuji od
pratel a zndmych. Do knihoven si lidé chod{ ptijcovat knihy (95%), pijcovat ¢asopisy

M



(38%, zde vyrazny pokles oproti 50% v roce 2010), pro sluzby v ¢itarnach/studovnach
(24%, v roce 2010 35%) a pro informace z publikac{ (15%, v roce 2010 34%).

1.3 Pfistup ke kniham Na zdkladé shlukové analyzy dat z vyzkumu z roku 2013
pojmenoval Travnicek (2014, s. 149) pét typickych zplisobli postoje 1idi ke ¢tenf a naby-
vani knih, tedy ke knizni kultufe. Tyto zdvéry si dovolime pfevzit takika v komplet-
nim parafrizovaném znéni:

| 1. Neétu, nekupuju, nezajima mne to. Dominuji muzi se zdkladnim vzdél4-
nim (vyuceni). Tito lidé spiSe sleduji televizi, z ¢asopisti jen sportovni, knihy
nekupuji ani je nedostdvaji, doma maji maximdalné 50 knih. Tato skupina tvo-
t123% populace.
2. Cist mé bavi, ale knihy jsou moc drahé, idedlni je knihovna. Dominu-

jiZeny nad 60 let, se zdkladnim vzdélanim (vyucené), ekonomicky neaktivni.
Knihy ¢tou sporadicky, hlavné tisténé, nekupuji je, protoze jsou drahé, pajcu-
ji si je od pratel, doma maji maximalné 100 knih, vZdy chodili a stdle chodi
do knihovny, preferuji oddechovou literaturu i knihy s ndbozZenskou temati-
kou, jinou ¢tou spiSe Casopisy, bavi je zahrddkateni a chalupateni. Tato sku-
pina tvori 25% populace.
| 3. Kniha je dobry relax i direk, ale vybirdm si je spi§ podle ceny. Muzi
i Zeny, pfedevsim 40 - 50 let, stfedoskolské vzdélani, povaha price napil fy-
zicka i dusevni. Ctou sporadicky, knihy si kupuji, ale spi§ nedostdvaji. Do
knihovny nechodi, i kdyZz dfive chodili, ani si je nepajéuji od pfatel. Doma
maji maximalné sto knih, preferuji oddechovou beletrii. Tato skupina tvori
11% populace.
| 4. Kniha, to je pro mé piedevsim informace, je jedno, odkud ji ziskdm.
MuZi i Zeny, spide lidé s vysokoskolskym vzdéldnim (¢asto singles). Ctou in-
tenzivné (hodné i ¢asto), téz v cizich jazycich. Jsou on-line, pouzivaji veskera
moderni zafizeni, na webu ¢tou hlavné diskuse a komentére, z ¢asopist pre-
feruji odborné. Knihy hodné dostévaji, pokud si je kupuji, vybiraji podle auto-
ra. Chodi i do knihoven, stahuji z webu. Kniha pfedev§im znamena studium
a praci, maji prehled, co vychdzi. Doma maji stovky knih, ke ¢teni byli vede-
ni odmalicka. Preferuji u¢ebnice, ptirucky, sci-fi a fantasy. Tato skupina tvo-
t111% populace.
5. Kdyz dostanu dobry tip nebo mé néjaka nova kniha zaujme, rada si ji

koupim. Dominuji Zeny se stfedoskolskym nebo vysokoskolskym vzdéldnim
z vy$&ich pfijmovych kategorii. Ctou hodné a pravidelng, Ipi na tisténych kni-
héch, z ¢asopisti ¢tou odborné, pro Zeny, kulturni a zdjmové. Knihy kupuji,
hlavné na doporuceni jinych, také je hodné dostavaji. Maji pfehled, co vycha-
zi, a maji zdjem o novinky, doma maji vice nez 100 knih. K ¢etbé byli vedeni
odmalicka, ¢tou beletrii i literaturu faktu. Do knihovny pfili§ nechod{, radéji
si knihu koupi. Tato skupina tvori 30% populace.

2 Pro¢ lidé ¢tou - kvalitativni pohled
zjistit postoje obyvatel Ceské republiky ke knih4dm, literatufe a ¢teni, zmapovat diivo-

Vlastni kvalitativni vyzkum mél za cil

dy, proc¢ lidé Ctou, co si se ¢tenim spojuji, co jim ¢tenf dav4, jak si predstavuji svij cas
strdveny s knihou, jak hodnoti svij ,étendfsky Zivot”, a podobné.

Vyzkum byl realizovdn formou on-line dotazniku umisténého na portdlu
www.vyplnto.cz se ¢tyfmi otevienymi otdzkami, na néz méli respondenti odpovédét
vlastnimi slovy. Dotazovani probéhlo od zati 2014 do bfezna 2015. Dotazniky byly §i-
feny prostifednictvim student? Fakulty multimedidlnich komunikaci Univerzity To-
mase Bati ve Zliné (FMK UTB ve Zliné), oboru Marketingova komunikace v prezen¢ni
ikombinované formé. Dotazniky byly cilené distribuovany zdstupctim rtiznych véko-
vych skupin, nebyla nicméné sledovana reprezentativnost vybérového souboru vici
populaci Ceské republiky. Dotaznik byl cilené distribuovdn respondentim, u nichz
byl pfedpoklad jistého vztahu ke kniham a ¢teni a také schopnosti a ochoty odpovi-
dat na oteviené otdzky. Kvalitativni vyzkum tedy popisuje postoje a chovani osob,
které maji ke knihdm a ¢teni pozitivni vztah.

Do kvalitativniho vyzkumu bylo zapojeno celkem 539 respondentt (jsou zde
oznacovani jako respondenti, nikoliv jako participanti, jak tomu byva standardem
u kvalitativnich vyzkumi, nebot zptisob jejich zapojeni do vyzkumu tomuto oznace-
ni odpovida 1épe). Z toho bylo 188 muzi a 351 Zen. VEékové rozloZeni respondentti bylo
nésledujici: 17 ve véku 12 - 14 let, 21 ve véku 15 - 19 let, 54 ve véku 20 - 24 let, 62 ve véku
25 - 29 let, 139 ve véku 30 - 39 let, 130 ve véku 40 - 49 let, 61 ve véku 50 - 59 let, 34 ve
véku 60 - 69 let a 21 ve véku 70 - 80 let.

Pro vyhodnoceni odpovédi respondentti byla pouzita tematicka analyza. Jed-
n4 se o kvalitativni deskriptivni metodu, ktera nepracuje s Zzddnou dopfedu existujici
teoretickou typologii ¢i kategorizaci. Jejim cilem je odhalit urcity pocet témat, kte-
r4 popisuji obsah dat textové povahy (Braun a Clarke 2006, Hendl 2005). To vyzaduje
opakované postupné ¢teni vSech vypovédi a jejich kédovani. Cilem bylo najit typic-
ké, ale také vyjimecné postoje ke knihdm a ¢teni, a ty ilustrovat konkrétnimi vyro-
ky respondentd.

2¥0

3 Typologie ¢tendia na zdkladé benefitia

Jedna z otdzek v dotazniku vybi-
zela respondenty, aby popsali sviij idedlni okamzik s knihou. Z tematické analyzy
ziskanych dat postupné vyplynulo sedm zdkladnich typt sdéleni, kterd respondenti
pouZivali. Slo o (1) ¢as, kdy respondenti étou (vymezeni konkrétniho asu nebo situ-
ace, kdy je mozZno ¢ist), (2) misto, kde respondenti ¢tou, (3) prostfedi nebo okolnosti,
které ¢teni doprovazi nebo které si respondenti ke ¢teni pfipravuji, (4) predpoklady,
které by mély nastat, aby mohli zaéit ¢ist, (5) dtivod, cil, Gcel nebo pfedpoklddany vy-
sledek ¢teni, (6) prekazka, kterd ztéZuje pristup ke ¢teni a (7) charakteristika knihy
nebo postoj k ni.

Na zédkladé toho bylo definovdno nékolik typt ¢tendft z hlediska toho, co od
¢teni ocekavaji a co diky nému ziskavaji. Tato typologie predstavuje subjektivni au-
torskou teorii zakotvenou v datech, ktery neni vysledkem kvantitativni statistické
analyzy. Pfedstavuje hlavni benefity, které clovék od ¢teni oCekava a které je mozZné
mu spolu s knihami nabidnout. Tyto benefity jsou shrnuty pod vycet pojmt (slovnich
spojeni), které mohou slouZit jako vstupni inspirace pfi formulaci marketingového
sd€leni, které by mohlo provazet komunikaci zaméfenou na nékterych z téchto be-
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nefit. Voditkem pfi formulaci téchto pojmi byl seznam kédovanych klicovych slov
z vypovédi participantd vyzkumu.

Jednd se vlastné o apely, které mohou byt vnimany nakupujicimi ve vztahu
koupit. Je nicméné mozné je aplikovat také v pripadech, kdy by se komunikace pri-
marné tykala toho, Ze danou knihu je mozné koupit jinému ¢lovéku jako dar. Konec-
né, tyto apely je mozné aplikovat také v kampanich, které fesi problematiku ¢teni
a knizni kultury obecné, tedy v socidlnich marketingovych kampanich, které zpra-
vidla realizuji orgdny vefejné spravy (ministerstva) a které mohou mit za cil (na-
piiklad) pfivést ke ¢teni tu ¢ast populace, kterd o né (zatim) spiSe nejevi zdjem (viz
posledni dvé polozky této typologie, které se k této skupiné osob vztahuji).

3.1Zprijemnim si den Cteni je spojeno s pffjemnym okamZikem, ktery je moZ-

no vytvorit béhem dne. Casto to byva veder, pfed spanim, ve chvilich volna, na dovo-
lenych, o vikendech, kdyz je venku hezky nebo naopak nevlidno a ¢teni knihy k tomu
vytvori prijemny doplnék. Byt samotna kniha a jeji obsah je zde dtilezita, v jistém
smyslu tvori doplnék néjakého ritudlu, ktery souvisi s odreagovinim se od pracov-
nich a jinych ndro¢nych povinnosti, pfipravou ke spanku, a podobné.

Benefity, které je mozZno z marketingového hlediska asociovat, jsou: ¢as
pro sebe, déti uz spi, do jinych svéttli, do piirody s knihou, domaci pohoda, dovolena
s knihou, houpaci kieslo - deka - kniha, k vodé s knihou, kdyZ nemiiZete spat, kdyz
nikdo nerusi, kdyz v televizi nic neni, kdyZ vase povinnosti skon¢i, kniha a vy, kou-
zelny vecer, krb - kdva - kniha, laska a vasen, 1éto s knihou, mtZete ¢ist i ve vané, od-
meénite sami sebe, pro chvile klidu, procist se az k ranu, piijemné usinani, radost vzit
do ruky, spolecnik do Spatného pocasi, spole¢nik na cesty, spole¢nik pro dlouhé zim-
ni vecery, spolecnik pfi odpoledni kavé, uklidnéni pfed spanim, uzit si a nehftesit,
v parku na lavicce, v posteli sdm s knihou, veCerni ritudl, vecerni rozjimani, viken-
dové odpoledne, viiné kavy a knihy, tichy kout v kavarné.

3.2 Chci utéct od reality —— Ctenafi jde o tinik z béZného svéta, od toho, co musi
d€lat - prace, studium, péce o domacnost. Chce prozivat pribéhy, které jsou v knihach
napsané, chce se stit jejich soucdsti, chce prozit néco, co v bézném svété prozit nemi-
Ze, protoZe se to déje v neredlnych svétech nebo v historii ¢i budoucnosti. Tento pfi-
stup se nevylucuje s pfedchozim typem benefitd (pfijemny okamzik), mtizZe jit o jeho
variantu, kterd ovSem ¢teni posouva velmi specifickym smérem k vlastnimu obsa-
hu knih.

Benefity, které je mozno z marketingového hlediska asociovat, jsou: cCas
pro sebe, do jinych svétt, fantazie z détstvi, houpaci ki'eslo - deka - kniha, kdyz vase
povinnosti skon¢i, kniha a vy, kouzelny vecer, krb - kdva - kniha, laska a vasen, od-
meérnite sami sebe, po svété ve vlastnim pokoji, uzit si a nehtesit, v posteli sdm s kni-
hou, vecerni ritudl, tichy kout v kavarné.

3.3 Musim ¢ist, potFebuji to Ctenije viimadno tak, Ze élovék d&la néco pro sebe.

Ma v hlavé nebo na papife seznam knih, které by chtél precist, protoze cekd, Ze mu

pfinesou v néjaké formé obohaceni. Trpi proto nékdy stresem, protoZe je mu jasné,
Ze vSechny knihy pfecist nestihne. Casto &te také pfi cestovani nebo ¢ekdnfi - je na
to zvykly, jinak by se nudil, zatimco takto vyuZije ¢as ke vstfebdvdni podnéta z kni-
hy. Ctenf je svym zplisobem vasni, ale také nutnosti, bez knihy by si ¢lovék pfipadal
nepatri¢né.

Benefity, které je mozZno z marketingového hlediska asociovat, jsou: do pri-
rody s knihou, dovolend s knihou, k vodé s knihou, kdyz nemtiZete spat, kdyz nikdo
nerusi, kniha a vy, laska a vasen, 1éto s knihou, o cem nemate tuseni, odménite sami
sebe, po svété ve vlastnim pokoji, procist se az k ranu, radost vzit do ruky, spolecnik
na cesty, spolec¢nik vaseho lepsiho ja, uzit si a nehtesit, vyplnit kazdou volnou chvili,
vzdy ve vasi ¢tecce, zdbava a vzdélavani, tichy kout v kavarné.

3.4 Ctu na zdkladé podnétu Clovék &te, kdyz potiebuje informace, nebo kdy#

jej nékdo upozorni na novou zajimavou knihu. Sdm ¢ist spiSe nepotfebuje, ale vi, Ze
jej ¢teni v néjakém smyslu obohati. PfestoZe by sim ¢ist asi nezacal, ve chvili, kdy zis-
ka impuls zvenci, pfijde mu zcela samozfejmé, Ze vezme do ruky knihu a zac¢ne ¢ist.
MizZe se také stat, Ze na zdkladé néjakého takového podnétu zacne ¢ist velmi inten-
zivné; po urcité dobé (tfeba po roce) se vSak objevi ,potifeba” néjaké jiné aktivity, nez
je Cteni, a Cloveék se tak vrati do starych koleji.

Benefity, které je mozZno z marketingového hlediska asociovat, jsou: co se
jinde nedozvite, Cetla by i vae babicka, do jinych svétdi, doporuceni vasich pratel,
dovolend s knihou, fantazie z détstvi, kdyZ nemtzZete spat, kdyZ v televizi nic nenf,
o Cem nemate tusSeni, odménte sami sebe, po svété ve vlastnim pokoji, s knihou jako
kdysi, spole¢nik vaseho lepstho j4, vzdy ve vasi Ctecce, zdbava a vzdélavani.

3.5 Nectu, protoZe nemam cas Clovék v obecné roviné vnimd potiebu ¢teni
a vi, Ze by bylo dobré, kdyby cCetl, ale nedostane se k tomu. Nedostatek ¢asu je mozna
vymluva, kdyby o to usiloval, sviij ¢as by si nejspis usporadal tak, aby ¢ist mohl, ale
stédle je dost podnétd, které jsou dilezitéjsi. Z marketingového hlediska je to cloveék,
ktery potfebuje vyrazny impuls, diivod, proc¢ sviij stereotyp narusit. Mohlo by se mu
stat i to, Ze na zakladé néjakého takového podnétu zacne C¢ist velmi intenzivné, ale
spis by se to tykalo jen jednotlivych knih.

Benefity, které je mozZno z marketingového hlediska asociovat, jsou: co se
jinde nedozvite, doporuceni vasich ptatel, dovolend s knihou, kdyz v televizi nic neni,
kdyz vase povinnosti skonci, o ¢em nemadte tuseni, po svété ve vlastnim pokoji, spo-
le¢nik na cesty, spolecnik vaseho lepsiho ja, vikendové odpoledne, vyplnit kazdou

v v

volnou chvili, vZdy ve vasi ¢tecce, zdbava a vzdélavani.

3.6 Nechci Cist
potfeby, které by bylo potieba saturovat é¢tenim knih. Ctendfe knih spise nechdape.

Clovék nem4 divod &ist, nebavi jej to, nem4 silné informaéni

Sdm mozna nékdy Cetl, nyni tvrdi, Ze ¢ist mozZna bude, aZ nebudou jiné priority, tzn.
tfeba v dichodé. Je ale mozné, Ze vzdycky bude mit dost ,zdbavy”, kterd jej bude 14-
kat vice, nez knihy.
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Benefity, které je mozZno z marketingového hlediska asociovat, jsou: co se
jinde nedozvite, doporuceni vasich pratel, fantazie z détstvi, kdyz nemtzZete spét,
kdyz v televizi nic neni, o cem nemate tuseni, s knihou jako kdysi, spolecnik vaseho
lepsiho ja, uzit si a nehftesit, vyplnit kazdou volnou chvili, zdbava a vzdélavani.

4 Ctenaiské preference - kvantitativni pohled Druhy vyzkum, ktery nabidl
jiny pohled na moznosti ¢tendiské typologizace, byl kvantitativni a mél za cil zjistit
postoje obyvatel Ceské republiky ke knihdm, literatufe a éteni, zmapovat zptisoby, ja-
kymi lidé ¢tou, tedy zejména frekvenci ¢teni, preference jednotlivych oblasti litera-
tury, zptisoby porizovani si knih nebo vyznam socidlnich vlivii na postoj k literature
a Cteni (umeélecké vzdélani, ¢teni v détstvi, vliv referen¢nich skupin).

Pro realizaci vyzkumu byla zvolena metoda dotazovani s vyuzitim strukturo-
vaného dotazniku. Dotazovani probéhlo od fijna 2013 do dubna 2014. Tazateli byli
studenti FMK UTB ve Zlin€, obor Marketingovd komunikace v prezen¢ni i kombinova-
né formé, ktet{ §itili dotazniky mezi nahodile vybrané respondenty, ktef{i vypliiova-
li dotaznik sami bez nutné dcasti tazatele. Celkem se podaftilo ziskat 5 173 kompletné
vyplnénych dotazniki od respondentti z Ceské republiky. Ve vyb&rovém souboru byli
v dostatecné mite zastoupeni respondenti z jednotlivych demografickych skupin vy-
mezenych parametry pohlavi, véku a vzdélani a také obyvatelé sidel rtizné velikosti
ajednotlivych krajti. ProtoZe vybérovy soubor neodpovidal procentudlnim zastoupe-
nim jednotlivych demografickych skupin profilu obyvatelstva Ceské republiky, byla
jednotlivym skupindm vymezenym podle pohlavi, véku a vzdélani pfifazena procen-
tudlni vaha podle toho, jakou ¢4ast obyvatelstva Ceské republiky (zdkladniho soubo-
ru) tvorily, a ddle byl kazdému respondentu ve vybérovém souboru pfifazen unikatni
index podle zmitiované vahy jeho skupiny a celkového poctu respondenti v této sku-
piné tak, aby vaZené sloZeni vzorku bylo reprezentativni vzhledem ke sloZzeni obyva-
telstva Ceské republiky podle téchto t¥i demografickych kritérii.

2¥0

5 Typologie ¢tenafa na zakladé Zanrovych preferenci

Vjedné z otdzek v do-
tazniku mohli respondenti oznacit své preferované literdrni zanry. Otdzka byla po-
looteviend s nabidkou téchto mozZnosti: a) cestopis, b) detektivka, ¢) dobrodruzna
kniha, d) eroticka kniha, e) fantasy, f) historicky romdan, g) horor, h) humoristicky ro-
man, i) komiks, j) literatura faktu, k) odborna literatura, 1) poezie, m) pohadka, n) po-
vidky (kratsf), o) psychologicky romén, p) romdan ze soucasnosti, q) sci-fi, r) thriller, s)
valeCny romadn, t) vtipy, satira, u) western, v) Zensky roman, w) zivotopisna kniha. Ne-
jednd se pochopitelné o kompletni vycet literarnich zanrd, také nejde o jedinou moz-
nou stratifikaci - pro ¢tendfe mtiZe byt spiSe nez zZanr diileZzitéjsi jméno autora nebo
jeho ndrodnost. Zanry také nemusi byt jednoznaéné, takze je potieba tyto zavéry cha-
pat pfedevsim jako postoj k Zdnrim jako takovym, nikoli faktickému obsahu knih.
Na zdkladé odpovédi respondentt byla zpracovana shlukova (klastrova) analy-
za, s jejiz pomoci byla vytvorena ¢tenatfska typologie podle vztahu k témto Zanrtm.
Bylo definovdno celkem sedm skupin (klastrd/clustert), které jsou v nasledujicim
prehledu rfazeny podle celkové §ite zanrové preference (od nejvétsi k nejmensi, viz

posledni fddek v prehledové tabulce nize). Nasleduje jejich stru¢ny popis.

v ven

5.1Ctuvsechno Jednd se o Ctendafe, jejichz §ite zajmt co do preferovanych zan-

ri je velmi §irokd. Podil zdjemcti je prakticky u vSech Zanr@ nadprimeérny, coZ mimo
jiné znamend, Ze tito respondenti celkové vybirali vice Zdnr1i, nez by odpovidalo pri-
méru (je potfeba upozornit, Ze to oviem nutné neznamend nejvétsi ¢tenaiskou ak-
tivitu - nékdo miZe precist vysoky pocet knih, které jsou vSsechny z jednoho Zanru,
z pohledu této analyzy by se v tom piipadé jevil jako ¢tendt s malou $if{ z4jmti). Nej-
vétsi rozdil v preferencich oproti priméru v kladném smyslu 1ze zaznamenat u psy-
chologického romanu (5,01 krat vétsi preference nez v celém vybérovém souboru),
humoristického roménu (4,89), poezie (4,20), romédnu ze soucasnosti (4,04), pohadek
(4,01) nebo kratsich povidek (3,79). Naopak primeérny ¢i dokonce podprimeérny je je-
jich zdjem o sci-fi (1,37), vale¢ny romdn (1,24), odbornou literaturu (1,08), komiks (0,97)

v, v

nebo western (0,79). Tento klast je z vétSi ¢asti tvorfen Zenami (78,6%), z hlediska véku
jsou ve vétsi mite zastoupeni respondenti ve véku 20 - 29, resp. 39 let, vys$si je podil
osob se stfedoskolskym a vy$§im vzdélanim, casto jde pfimo o studenty vysokych
8kol, pfipadn€é osoby na materské dovolené. Z hlediska zaméstnani (tyka se pracuji-
cich) jde o néco Castéji o administrativni pracovniky, ifedniky nebo specialisty ve
sluzbach. V klastru jsou nadpriimérné zastoupeni studenti humanitnich obort. Ten-

to klastr tvori 8,9% populace.

5.2 Akce a napéti

Piislusnici tohoto klastru maji vztah zejména k literatufte,
pro niz je spole¢ny prvek napéti, akce, snad i fantasknosti, neredlnosti nebo alespon
vzdéalenosti od ,obycejného” Zivota. Konkrétné maji zadjem o dobrodruznou literaturu
(5,49), detektivky (1,56), fantasy (2,77) a sci-fi (2,50), oproti priméru maji je§té zvyseny
zajem o western (2,78), naopak zcela ignoruji naptiklad Zivotopisné knihy (0,18) a psy-
chologické romany (0,36). Sifi z4jmt je moZno hodnotit jako nadprtimérnou. Klastr
je tvofen ze dvou tfetin muzi (62,3%), z hlediska véku jsou vice zastoupeny pifedev§im
osoby mladsi 24 let, jde tedy ¢asto o studenty stfednich skol a ucilist, ale i zdkladnich
8kol. Z hlediska zaméstnan{ jsou zde vice zastoupeni manualné pracujici, pfipadné
i specialisté v technickych profesich a manazefi. Z hlediska oboru studia maji nad-
pramérné zastoupeni studenti zdravotnickych, prfirodovédnych a technickych obo-
ri. Tento klastr tvori 12,3% populace.

5.3 Pouceni a fakta

Piislusnici tohoto klastru maji zdjem zejména o non-fic-
tion literaturu, tedy literaturu, kterd pojednava o ,skutecnosti”, z beletrie pak o li-
teraturu, kterd se vztahuje k historickym skutecnostem. Konkrétné maji clenové
tohoto klastru zdjem zejména o odbornou literaturu (4,80), cestopisy (4,13), literaturu
faktu (2,48), Zivotopisné knihy (1,63), historické romdany (1,06), vdlecné romany (1,61),
oproti praméru pak maji relativné vétsi zdjem jeSté o western (1,26) nebo poezii (1,21),
naopak prakticky opomijeji napfiklad Zensky romdan (0,11), fantasy (0,23) nebo thri-
ller (0,15). Sifi preferenci je moZno hodnotit jako prmérnou. Klastr je ze dvou tie-
tin tvofen muZi (68,3%), z hlediska véku spise chybi nejmladsi skupiny, nejvétsi podil
majilidé ve véku 50 - 69 let. Z hlediska vzdé€lani jde éastéji o vysokos§koldky. Z hlediska
zameéstndni jde ve zvySené mife o manazery, ucitele, specialisty v technickych pro-
fesich a lidi pracujici v uméleckych profesich a v médiich. Z hlediska oboru studia do
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tohoto klastru o néco Castéji patfi studenti uméleckych a ekonomickych obort. Ten-
to klastr tvor{ 15,3% populace.

5.4 Fantasticky, vizudlné, stru¢né Pro prislusniky tohoto klastru je typicky
zdjem o literdrni Zinry, které pracuji s nerealistickymi, ¢asto snad i neobvykle vi-
zualizovatelnymi skute¢nostmi, jako je fantasy (2,59), sci-fi (2,45) nebo horor (3,08)
a erotickd kniha (2,53), kromé toho miiZe jejich zdjem sméfovat i ke zkratce, coZ by
se tykalo komiksu (4,03) nebo vtipti a satiry (2,83); oproti primeéru lze u této skupiny
zaznamenat jesté relativné vy$si zdjem o pohddky (1,75), naopak jen minimélné pri-
tazlivé jsou dobrodruzn4 literatura (0,00), literatura faktu (0,02), Zivotopisné romany
(0,02) a romany ze soudasnosti (0,00). Siti preferenci je mozno celkové hodnotit jako
primérnou. Cleny tohoto klastru jsou z vétsi éasti muzi (72,1%). Z hlediska véku domi-
nuji osoby mladsi 19, respektive 29 let, jednd se tedy pfedevsim o studenty zdkladnich
a stfednich §kol, ze starsich pak o néco ¢astéji o podnikatele a nezaméstnané. Z hle-
diska zaméstndni bychom zde oproti priméru mohli najit o néco vice manuélné pra-
cujicich, specialistd v technickych profesich a snad i osob pracujicich v uméleckych
profesich a v médiich, z hlediska oboru studia pak predevsim studenty technickych

obort. Tento klastr tvofi v populaci 15,0%.

5.5 Napéti a oddech
charakteristické urc¢ité napéti. Literatura tak zfejmé m4 prinaset dramatizujici pr-

Clenové tohoto klastru maji zajem o literaturu, pro niz je

vek, ktery v bézném Zivoté chybi, avSak ma slouzit pfedevS§im jako oddechova cet-
ba. Konkrétné se zde hlavnimu z4ajmu tési detektivka (4,36), psychologicky roman
(1,10) a thriller (1,90), tato paleta je jesté doplniovdana Zenskym romdanem (0,78). Zdjem
o ostatni zanry je jiZ niz§i v absolutnich i relativnich ¢islech, zcela minimalni zdjem
maj{ tito ¢tendri o dobrodruZnou literaturu (0,00), cestopisy (0,38) nebo odbornou li-
teraturu (0,33). Celkové je jiz §iti z4jmt moZno oznadcit jako podprimérnou. V klastru
jsou zastoupena obé pohlavi, byt Zen je o néco vice (56,9%). Z hlediska véku lze vyssi
podil zaznamenat u respondentt mezi 30 a 69 lety, skladba podle vzdéldni vcelku od-
povida prameéru celé populace. Z hlediska ekonomické aktivity se o néco méné jedna
o studenty a vice o zaméstnance nebo penzisty, z hlediska zaméstndni mtizeme vi-
dét o néco vice urednikt, pfipadné administrativnich pracovnika. Z hlediska oboru
studia je zde predevsim méné student umeéleckych oborti. Tento klastr tvoti 13,0%

populace.

5.6 Pribéhy
v§im vypravi pribéhy, at jiz dlouhé ¢i kratké, historické nebo ze soucasnosti. Nejvét-

Piislusnici tohoto klastru maji zdjem o literaturu, ktera prede-
§imu zdjmu se zde tési Zensky romadn (3,18), historicky romén (2,02), soucasny roman
(2,18) nebo kratké povidky (1,68). Zajem o ostatni Zdnry je podprameérny, ¢lenové to-
hoto klastru zcela ignoruji literaturu faktu (0,00), sci-fi (0,00) nebo dobrodruZznou
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né podprimérnd. Dominantn{ ¢4st klastru tvoii Zeny (81,9%), z hlediska véku rela-
tivni podil takika linedrné roste s kazdou vyssi v€kovou skupinou, takze sem patii
predevsim Ctendri starsi 40 let, z hlediska vzdélani profil takifka odpovidd prame-

vy

ru, byt podil vysokoskolsky vzdélanych osob je zde nizsi. Z hlediska ekonomické ak-
tivity dominuji penzisté, z pracujicich lid{i je zde vice administrativnich pracovnikd,
piipadné tifednikd, ale i ucitelt. Z hlediska oboru studia 1ze najit vice studentt eko-
nomickych, ale i uméleckych obord. Tento klastr tvoii 19,6% populace.

5.7 Malo a ze zZivota

Clenové tohoto klastru maji celkové tizkou paletu zajmi
o jednotlivé literdrni Zanry, jen u malokterého z nich lze zaznamenat skute¢né nad-
primérny podil zdjemct. Zanry, které jsou zde preferovany, maji spoleénou jistou
realisticnost a snad to, Ze neodvadeéji své ctendfe z jejich bézného Zivota, pfipadné
mohou byt k nému vztahovany. Pokud jiZ jde o beletrii, ptijde zfejmé zejména o ta-
kovou, kterd popisuje udalosti, které se staly nebo se mohly stiat. Konkrétné maji
prislusnici tohoto klastru zajem o zivotopisy (1,52), literaturu faktu (1,62), vdlecné ro-
maény (1,31), humoristické romédny (1,01) a psychologické roméany (1,01). Zcela ignoro-
vany jsou detektivky (0,00), dobrodruzna literatura (0,00), odborn4 literatura (0,00)
a fada dal8ich Z4nrd. Sife preferenci je jiZ v tomto p¥ipadé vyrazné podprimeérna.
V klastru mirné dominuji muzi (56,8%), také zde relativni podil respondentti roste
spolu s vékem, byt zfejmé ne tak vyrazné jako u predchozi skupiny. Z hlediska vzdé-
lani mirné prevazujf lidé s nizéim vzdéldnim (ovSem podil tohoto vzdélani je ve vys-
§ich vékovych skupindch vyssi, takZe profil mozna spise kopiruje primér). Z hlediska
ekonomické aktivity ponékud prevazuji penzisté, z pracujicich lze najit o néco vice
lid{ pracujicich ve sluzbach nebo specialistti v technickych profesich. Z hlediska obo-
ru studia je zde o néco vice studentdt humanitnich a zdravotnickych obord. Tento
klastr tvori 15,9% populace.

Zaveér Cteni mize hrat v Zivoté 1id{ rizné role. Pro pfevdznou vétsinu z nich

se jedna o volnocasovou aktivitu, kterd jim v néjakém smyslu zpfijemnuje Zivot, po-
mdaha odreagovat se od béZného pracovniho i rodinného Zivota. Ten jim prinasi fadu
stresovych situaci a znamena pro né ¢asovou zat€z, kterd pristup k volnocasovym re-
laxaénim aktivitdm, mezi néZ patf{ i éteni, znaéné ztéZuje. Cteni knih v tomto smy-
slu miZe znamenat 1iték do neredlnych svétd, které jsou v mnohém zajimavéjsi nez
bézny zivot, nejsou tak stereotypni, pfinaseji situace, které v bézném Zivoté nemo-
hou nastat, a ¢lovék by je pritom rad zazil. Stejné tak ale ¢teni knih miiZe znamenat
izakotveniv bézném svété, avSak svété zbaveném vSech akutné se tvaricich podnétd,
které clovéka zaméstndavaji po vétSinu dne.

Podstatné je, Ze piistup vSech lidi ke knihdm a ¢teni rozhodné neni stejny.
Hlavni tdlohu pfi segmentaci a targetingu na kniZnim trhu nemusi hrat pohled de-
mograficky, ktery miiZe byt velmi schematizujici a tudiZz nepfesny, ale spiSe pohled
behavioralni, tedy pohled na konkrétni chovani vztahujici se k danym oblastem kul-
tury a jeho souvislosti. Teprve ten umoziuje se na problém divat také prizmatem de-
mografickym, jak je naznaceno v naposled predstavené ctenatské typologii.

49



Literatira | List ofReferences
vybranych volno&asovych aktivit. Zlin: VeRBuM, 2011. ISBN 978-80-87500-11-8. | [2] Bacuv&ik, R., 2012. Marketing kul-
tury: divadlo, koncerty, publikum, vefejnost. Zlin: VeRBuM, 2012 ISBN 978-80-87500-17-0. | [3] Baluv¢ik, R., 2014. Kul-
turni zivot a my: vztahy na poptavkové strané trhi kulturnich produktd 2013. Zlin: VeRBuM, 2014. ISBN 978-80-87500-
53-8. | [4] Bart, R. et al,, 1996. Handbook of reading research. Psychology Press, 1996. ISBN 9780805824162. | [5]

[1]Bacuvcik, R., 201. Kultura jako faktor volného ¢asu: ndkupnichovanina trzich

Cultural Access and Participation. Special Eurobarometer 399. European Commission, 2013. [online]. [cit. 2015-09-01].
Dostupné na: <http://ec.europa.eu/public_opinion/archives/ebs/ebs_399_en.pdf> | [6] European Cultural Values. Spe-
cial Eurobarometer 278. European Commission, 2007. [online]. [cit. 2011-11-01]. Dostupné na: <http://ec.europa.eu/cul-
ture/pdf/doc958_en.pdf> | [7] Foret, M. a Stdvkova, J., 2003. Marketingovy vyzkum: jak pozndvat své zdkazniky. Praha:
Grada, 2003. ISBN 8024703858. | [8] Haberlandt, K., 1994. Methods in reading research. | [9] Hendl, J., 2012. Kvalita-
tivni vyzkum: zdkladni teorie, metody a aplikace. Praha: Portal, 2012. ISBN 978-80-262-0219-6. | [10] Hendl, J., 2012.
Pfehled statistickych metod: analyza a metaanalyza dat. Praha: Portdl, 2012. ISBN 978-80-262-0200-4. | [11] Kamil, M.
L., etal. (ed.), 2011. Handbook of reading research. Routledge. | [12] Kozel, R., Myndfov4, L. a Svobodov4, H., 2011. Mo-
derni metody a techniky marketingového vyzkumu. Praha: Grada, 2011. ISBN 978-80-247-3527-6. | [13] Rankov, P.a Val-
ek, P, 2008. Citanie 2008. Vyskum sicasneho stavu a Grovne &itania v SR. Bratislava: Literarne informacné centrum,
2008.ISBN 978-80-89222-61-2. | [14] Simecek, Z. a Trdvnilek, J., 2014. Knihy kupovati: d&jiny knizniho trhu v &eskych ze-
mich. Praha: Academia, 2014. ISBN 978-80-200-2404-6. | [15] Tajtakovd, M. et al., 2010. Marketing kultdry: ako oslovit
a udrZat si publikum. Bratislava: Vyd. EUROKODEX, 2010. ISBN 978-80-89447-29-9. | [16] Travnitek, J., 2007. Vypravgj
mi néco... Jak si déti osvojuiji pfibéhy. Pfibram, Praha, Litomysl: Pistorius & OlSanska, Paseka, 2007. ISBN 978-80-87053-
07-2. (Pistorius & Ol3anska), ISBN 978-80-7185-829-4. (Paseka) | [17] Travnicek, J., 2008. Cteme? Obyvatelé Ceské re-
publiky a jejich vztah ke knize. Brno: Host, Narodni knihovna. 2008. ISBN 978-80-7294-270-1. (Host), ISBN 978-80-7050-
554-0. (Ndrodni knihovna CR) | [18] Travnicek, J., 2071. Ctendfi a internauti. Obyvatelé Ceské republiky a jejich vztah
ke ¢teni (2010). Brno: Host, Narodni knihovna, 2011. ISBN 978-80-7294-515-3. (Host), ISBN 978-80-7050-599-1. (Narod-
ni knihovna CR) | [19] Trévnicek, J., 2013. Knihy a jejich lidé. CtendFské Zivotopisy. Brno: Host, 2013. ISBN 978-80-7294-
967-0. | [20] Travnicek, J., 2014. PFeknizkovdno: Co teme a kupujeme (2013). Brno: Host, Narodni knihovna, 2014. ISBN
978-80-7491-256-6. (Host), ISBN 978-80-7050-637-0. (Narodni knihovna CR) | [21] Val&ek, P., 2009. Citanie 2009 - vy-
skum sicasneho stavu a Grovne ¢itania a SR. Bratislava: Literdrne informaéné centrum, 2009. ISBN 978-80-89222-79-
7. | [22] Zprava o Ceském kniznim trhu 2013/2014. 2014. Redakce a kompletace: Marcela Ture¢kovd. Praha: Svaz €eskych

knihkupcd a nakladatel(, 2014. ISBN 978-80-905680-1-3.

Klucové slova | Key Words kniha, ¢tenf, kultura, uméni, vefejnost, marketingovy vyzkum, sociologicky vyz-

kum | book, reading, culture, art, public, marketing research, sociological research

JEL klasifikdcia | JEL classification M31
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TEXT | PAVEL STRACH

POLITICAL MARKETING REDEFINED:

NEW MEDIA, PERSONAL

COMMUNICATION, AND EMOTIONS

Political marketing has been an established domain, drawing interest of researchers
as well as political professionals around the globe. With the recent global success of
politicians, who have never been into politics before and who won voters by promi-
sing to run politics the same way like business, political marketing opens up for new
lessons to be learned.

The very first basic lesson is the story of communication, which traditional
political parties have yet to fully adopt. We are talking about the ancient rules of
communication. Any communication is personal by definition - people need to talk
to people. It is not the organizations (parties), who talk to their electorates. It is al-
ways individual candidates and their ability to have a chat with their potential vot-
ers. From that perspective, traditional media are naturally more of a communication
barrier, which stands in the way if political leaders want to bond with their audiences.

No wonder, neglecting or even fighting the traditional media and utilizing the
new media such as YouTube, Facebook or Twitter to send messages has become the
winning formula for the new generation of political elites in several countries. Social
media messages can be fully controlled and adjusted to meet the needs of their lis-
teners. In spite of traditional media clearly presenting opposing views or even shed-

MARKETING BRIEFS

has given up on programs and rational arguments and started focusing primarily on
emotional drivers throughout their campaigns.

Connecting with the public through strong shared emotional experiences such
as fear, hatred, anger, or love, has proven very powerful and has (again) been enabled
by the direct communication between candidates and followers through the new me-
dia. New media have been platforms which allow candidates to build relatively closed
groups (although almost anyone can sign up) and create a strong sense of belonging-
ness within discussion groups, where the sentiment has been shared. Traditional
mainstream media, in spite of being sometimes labeled according to their prevailing
political orientation (as leftist, rightest, centric, or liberal for instance), do provide
some space for a balanced politically-correct discussion and therefore do not create
such strong internally bound communities.

On top of that, traditional mainstream media have become a little wordy to the
needs of the new millennium, where information needs to be short, crisp and to the
point. Readers consume information according to headlines, ability and desire to
read between lines have necessarily vacated their positions to the need to go through
a large amount of information in a limited amount of time. In order to keep track of
all information sources, readers simply have no time to be concerned with the de-
tails. In most countries, in the meantime, tabloids with little text and large pictures
have become the most widely distributed newspaper.

Those, who become masterminds of the new media political marketing, will
sooner or later make their way into general marketing textbooks. Keep an eye on the
world politics and wait till the next country’s leader adopts the strategy focused on
easy-to-digest emotions-based marketing!

ding bad light on certain candidates, voters receiving constant updates directly from Résumé

Nové pojeti politického marketingu: Nova média, osobni komunikace a emoce
their political heroes may exhibit selective perception and deny information sup- Politicky marketing je ustalenym odvétvim marketingu, které je véak zmnoha hledisek nahlizeno s pozdvizenym oboé&im.
plied by a different entity. Messages filtered through traditional media and authored Aktudlni volebni tispéch politickych kandidatd, ktefi méli dosud velmi omezené zku3enosti s veFejnym piisobenim, viak

by journalists do not have quite the same power as the direct communication with déava promyslenému politickému marketingu novy vyznam. Silné emoce, které jsou prostfednictvim novych médii pfimo

a candidate. Becoming an opinion leader has been easier than ever before. Political &j3i
marketing strategists gear their campaign towards attracting large numbers of di- ciondlnivolebni programy prezentujici vécné argumenty. Nejedna se o pojeti nové & nezndmé: emoce jsou silnou zbrani
rect subscribers to their politician’s new media channels. v marketingové komunikaci a novd média jsou dobrym sluhou v jejich pfimém sdileni s relevantnim publikem.
Traditionally, political marketers advised candidates and parties mainly on

the most effective and efficient ways to communicate their programs, in a way they doc. Ing. Pavel Strach, Ph.D., Ph.D., SKODA AUTO Vysoka $kola o.p.s., Katedra

Kontakt na autora | Address
were assisting politicians to identify the right unique selling propositions which managementu a marketingu, Na Karmeli 1457, 293 01 Mlada Boleslav, Ceska republika, e-mail: pavel.strach@savs.cz
then were transmitted through the most appropriate media mix. Long it has been
known for businesses, however, that rational arguments have been much more ef-
fective when delivered through emotional experiences. In business, many originally
product-driven companies talk now about emotions and emotional elements associ-
ated with their brands. In politics, more recently, a new generation of aspiring pol-

iticians (be it in Slovakia, Czech Republic, Austria, or the United States of America)
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SUTAZ FLEMA MEDIA
AWARDS 2016

Organizatori sttaZze FLEMA usporiadali tento rok jedendsty roénik. FLEMA je sitaz
organizovand v Ceskej a Slovenskej republike, ktora sa zameriava na medidlne kam-
pane a vyuzitie jednotlivych mediatypov. Vdaka tomu umoznuje porovnanie irovne
medidlneho pldnovania a inovativnych komunikac¢nych stratégii v oboch krajinach.
V dalsom texte uvddzame blizsie informdcie, ktoré ndm poskytli organizatori sitaze
o jej priebehu a findlnych vysledkoch.

N MEDIA
Medialni kampa né‘r €LEMA 2%,

ktere inspiruji

|

Medidlne kampane prihlasené do sttaze boli posudzované v 6 kategériach: naj-
lepsie vyuZzitie TV, najlepsie vyuZzitie tlaCe, najlepsie vyuzitie OOH, najlepS§ie vyuzitie
radia, najlepsie vyuzitie kinoreklamy a najlepsie vyuzitie digitdlnych médii. Sicasne
boli vyhodnotené aj dve prierezové kategdrie: najlepSia kampan a najlepsia mald
kampan. V tomto roku bolo do hodnotenia zaradenych 108 porotcov a o vitazoch sa
hlasovalo nezdvisle vo dvoch koladch. Do sttaze boli zaradené préce, ktoré boli zreali-
zované na ceskom alebo slovenskom trhu v obdobi od 1. janudra 2015 do 30. juna 2016.

V rdmci jednotlivych kategérii sa do uzsieho vyberu prebojovali: najleps$ie
vyuzitie TV (Heineken Slovensko/Zlaty bazant - Predpoved pocasia, akd nikto ne-
cakal/Starmedia Co. a kampan Tchibo/Jihlavanka - Divka ve zlutém/TRIAD Adver-
tising), najlepSie vyuzitie tlaée (Avon Ceska Republika/Avon - Prvni zasaditelny
inzerat/Starlink - divize SMG a kampan Avon Slovensko/Avon - Ako sa klasicka prin-
tova reklama stala magneticky pritazlivou/Starmedia Co.), najlepSie vyuzitie radia
(Plzensky Prazdroj/Gambrinus - Tuten den v§ichni sem - Gambrinus den/TRIAD Ad-
vertising), najlep§ie vyuzitie OOH (Reiffeisenbank/Reiffeisenbank - Nachod v Bub-
liné/ZenithOptimedia Group; Avon Slovensko/Avon - Zastavka, ¢o rozddvala darceky/
Starmedia Co. a kampan Heineken Slovensko/KruSovice - Korunovali sme novych
slovenskych kralov/Starmedia Co.), nejlepsia kinoreklama (CEZ, a. s./Skupina CEZ -
15 let spolu - Generdlni partner MFF Karlovy Vary/JANDL Praha) a v poslednej kategé-
rii najleps$ie vyuzitie digitdlnych médii (Nestle Cesko, Nestle Slovensko/Studentska
Pedet - Cokoldda hraje/ZARAGUZA CZ; IKEA Cesk4 republika, s. r. 0./IKEA - Objevte
chytra feSeni kuchyné METOD chytfe/MEC Czech; LMC, s. 1. 0. - provozovatel pracov-
niho portalu Jobs.cz/Jobs.cz - Chodite do prace s radosti?/OUTBREAK a kampan T-Mo-
bile Czech Republic, a. s./T-Mobile - Nebud dement/MediaCom Praha).
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V prierezovych kategéridch najlepsia kampan a najlepSia mald kampan boli
v uzsom vybere: najlepSia kampan (Plzensky Prazdroj, a. s./Gambrinus-Patron/Pl-
zensky Prazdroj; LMC, s. 1. 0. - provozovatel pracovniho portalu Jobs.cz/Jobs.cz - Cho-
dite do préce s radosti?/OUTBREAK; Heineken Ceskd republika, a. s./Krusovice - Kral
vi, Ze hokej je krdsn€jsi se Zenami/Starlink - divize SMG a kampanl Huawei Techno-
logies (czech), s. r. 0./P8 NoP8 No¢ni Svét/Inspiro) a najlepSia mala kampan (Nest-
le Cesko, Nestle Slovensko/Studentska pecet - Cokoldda hraje/ZARAGUZA CZ; Tchibo/
Jihlavanka - Divka ve zlutém/TRIAD Advertising; Deutsche Telecom - T-Mobile Czech
republic/T-Mobile - Sea Hero Quest/MediaCom Praha a kampan Vodafone Czech Re-
public, a. s./Vodafone - Digitdlni knihovna Shakespearovych nejzndméjsich dél/
McCANN Praque).

Vitazi 11. ro¢nika sitaze Flema Media Awards boli vyhldseni na sldvnostnom
galavecCere 20. oktébra 2016. Vitazmi jednotlivych kategérii sa stali: najlepsie vyu-
zitie TV (Heineken Slovensko/Zlaty bazant - Predpoved pocasia, aki nikto necakal/
Starmedia Co.(SK)), najlepsie vyuzitie tlaée (Avon Ceska Republika/Avon - Prvni za-
saditelny inzerat/Starlink - divize SMG(CZ,SK)), najleps$ie vyuzZitie radia (Plzensky
Prazdroj/Gambrinus - Tuten den vSichni sem - Gambrinus den/TRIAD Advertising
(CZ)), najleps$ie vyuzitie OOH (Reiffeisenbank/Reiffeisenbank - Ndchod v Bubliné/Ze-
nithOptimedia Group (CZ)), najlepsia kinoreklama (cena nebola udelend), najlepsie
vyuzitie digitdlnych médii (Nestle Cesko, Nestle Slovensko/Studentska Pecet - Coko-
ldda hraje/ZARAGUZA CZ (CZ, SK)), nejlepsia kampan (Plzenisky Prazdroj, a. s./Gam-
brinus-Patron/Plzetisky Prazdroj (CZ)) a v kategérii nejlepsia mala kampan (Nestle
Cesko, Nestle Slovensko/Studentska pedet - Cokoldda hraje/ZARAGUZA CZ (CZ, SK)).

Zvlastnu cenu Grand Prix ziskala kampan Nestlé Cesko, Nestlé Slovensko /Stu-
dentsk4 pecet - Cokoldda hraje/ZARAGUZA CZ (CZ-SK). T4to cena sa udeluje vitazovi
kategorie, ktory v prvom kole hodnotenia ziskal od porotcov najviac bodov.

Organizatori sttaze vyhldasili stdcasne inovativnych zadavatelov kampani,
kde na prvom mieste skon¢il Nestlé Cesko/Slovensko, na druhom mieste Plzenisky
Prazdroj a na tretom mieste Heineken Slovensko. Podobne boli vyhldsené aj inova-
tivne agenttiry. Prvé miesto obsadila agentira Zaraguza CR, druhé miesto Starmedia
Co. a tretie miesto TRIAD Advertising.

Absolitnym vitazom spomedzi agenttir sa stala Zaraguza CR, ktor4 si odnies-
la celkom 3 ceny a zdroven sa stala inovativnou agentiirou. Druhé miesto obsadila
slovenskd agenttra Starmedia Co. a tretie miesto patri agentire TRIAD Advertising.
Vsetky vitazné kampane sije mozné pozriet na webovej stranke sitaze www.flema.cz
alebo v rocenke FLEMA.
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Vedecky Casopis Marketing Science and Inspirations sa, ako je uz dobrym zvykom,
stdva aj v roku 2017 medidlnym partnerom stitaZze Marketér roka. Ceskd marketingo-
va spolec¢nost zverejnila vyzvu na podavanie navrhov na kandidatov, ako uvadza pre-
zidium CMS vo svojej tladovej sprave.

Ceskd marketingova spoleénost vyhlésila soutéZ o titul Marketér roku 2016.
Vyhlaseni této vyznamné odborné i spolecenské udalosti probéhlo v ramci konani
seminafe ZkuSenosti marketingové orientované firmy, ktery pofddala Cesk4 marke-
tingové spolecnost spolu s Klubem uciteltt marketingu na Novotného ldvce v Praze
1 dne 30. 11. 2016. Slavnostniho aktu se za Ceskou marketingovou spole¢nost ztiast-
nili prezidentka spole¢nosti doc. Jitka Vysekalova a dalsi ¢lenové prezidia. Tradiéné
podpoftil vyhlaseni soutéze svym osobnim sdélenim prof. Philip Kotler, osobnost své-
tového marketingu.

Jednim z hlavnich cildi Ceské marketingové spoleénostije podpora marketingu
jako nezbytného faktoru rozvoje a konkurenceschopnosti nasi ekonomiky. Mezi ces-
tamik jeho dosazen{ ziskala vyznamnou roli soutéz o Marketéra roku, kterd vstupuje
jiz do dvandactého ro¢niku. Pfihlasené projekty se predev§im hodnoti z pohledu ino-
vativnosti, efektivnosti, rozvoje metod a principu marketingu véetné dodrZenf etic-
kych a dalgich predpokladd.

Soubézné probihd soutéz Mlady delfin pro vysokoskoldky studijnich obort za-
mérenych na marketing, tentokrat si mohou studenti vybrat ze dvou témat:

| Téma 1: Proménite svou my$lenku v produkt a navrhnéte zptisob jak ho v pro-

stfedi soucasného trhu prosadit.

| Téma 2: Jak komunikovat zna¢ku Made in Czechia ve vybraném regionu svéta.

Uzavérka prihlasek je 15. dubna 2017. Slavnostni galaveCer s vyhlasenim vysled-
ki se kond 18. kvétna 2017 v Divadelnim klubu Lavka na Novotného ldvce v Praze 1.
Podrobnosti o soutéZi, zejména o zpusobu poddvdni pfihl4sek, jsou k dispozici na
www.cms-cma.cz, pripadné je mozno smérovat dalsi dotazy na emailovou adresu
info@cms-cma.cz.
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TEXT | MILAN BANYAR

RADIM, BACUVCIK A LENKA HARANTOVA,

2016. SOCIALNI MARKETING. z.in:versuw, 2016, 255,

ISBN 978-80-87500-80-4.

Som nesmierne rdd, Ze vim prostrednictvom tejto recenzie moézZem predstavit novy
knizny titul venovany otdzkam socidlneho marketingu, ktory sa dostal na n4as ces-
ko-slovensky knizny trh. Publikicia je vynimoc¢na a ojedineld najmé z toho dévodu,
Ze problematika socidlneho marketingu nebola v nasom prostredi doteraz spra-
vovana tak komplexne, ako sa to podarilo autorom Radimovi Bac¢uvéikovi a Lenke
Harantovej.

Socidlny marketing je téma, ktora v poslednom obdobi rezonuje v mnohych sfé-
rach nasej spolo¢nosti a ukazuje ndm, ako sa postupne meni paradigma nazerania
na vyznam a funkciu marketingu. Marketing je v sti¢asnej dobe povaZovany za moc-
ny nastroj, ktory dokazZe vyraznym spdsobom ovplyviiovat Iludské spravanie, a preto
je nesmierne dolezité uvedomovat si, aky zdsadny vplyv mozu mat nase marketin-
gové rozhodnutia nielen na jednotlivcov, ale aj celd spolo¢nost. Zaroven sa musime
naucit niest zodpovednost za to, ¢o v naSej marketingovej praxi robime (prip. aj za
to, ¢o v nej nerobime). Mnohé firmy, spolo¢nosti a organizicie postupne zistili, Ze
na trhu buddi ovela tspesnejsie, ak v centre ich zaujmu nebude stat iba ekonomicky
zisk, vlastny profit, ¢i spokojnost zdkaznikov, ale ak sa budd zaujimat aj o Sirsie spo-
lo¢ensko-socidlne problémy. Vdaka tomu marketing, snaZiaci sa konat dobro pre nis
vS8etkych, nadobtida uslachtilejsie ciele, a tym sa v zdsade od seba odliSuje tradi¢ny
marketingovy model, ktorého vysledkom je najméa produkcia zisku, ¢i zvySovanie ob-
jemu predaja, a socidlny marketing, ktorého primarnym poslanim je snaha o zmenu
standardnych ndzorov a postojov vedtcich k naplneniu spolo¢enskej potreby zvyse-
nia kvality v roznych sférach ndsho Zivota, ¢i uz je to ochrana zivotného prostredia,
ochrana zdravia, ochrana Iudskych prdv, spolocenska angazovanost, alebo zlepSenie
ekonomickej, kultirnej, politickej, ¢i inej oblasti. Prave tymto, ale aj mnohym dalsim
sféram, je venovand kniha SocidIni marketing.

Publikacia sa obsahovo ¢leni na osem kapitol, vzajomne vytvarajicich uceleny
stbor réznych pohladov na jednotlivé oblasti socidlneho marketingu.

V prvej kapitole moézu cCitatelia najst odpovede na otdzky: ¢im je Specificky so-
cidlny marketing a ako sa odlisuje od komerc¢ného marketingu, aké su jeho zdklad-
né ciele, kto st zaddvatelia socidlnych marketingovych kampani a aka je ich cielova
skupina, prip. ako sa takéto kampane financujd, ¢im sa vyznacuje socidlna reklama,
marketing neziskovych organizdacii atd. Napriek logickému ¢leneniu prvej kapitoly
by bolo vhodné, ak by autori jasnejsie a jednoznacnejsie vymedzili jednotlivé pojmy,
ktoré s problematikou socidlneho marketingu priamo suvisia, ako napr. spolocensky
zodpovedné podnikanie, koncepcia green marketingu atp.
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Druha kapitola je venovana ¢leneniu zdkladnych tém, ktoré stoja v centre po-
zornosti socidlneho marketingu, ako aj jeho hrani¢nych oblasti, kde nie je celkom
zrejmé, ¢i s naozaj predmetom celkového spolocenského zaujmu, alebo sleduji iba
naplnenie vlastnych, individualnych cielov.

V rdamci tretej kapitoly autori rieSia etické a legislativne aspekty socidlne-
ho marketingu s akcentom na zdkonntu reguldciu a samoreguldciu marketingovej
komunikacie.

Stvrta kapitola mapuje historicky vyvoj socidlneho marketingu a socidlnej re-
klamy jednak v Spojenych &tatoch americkych, ako aj na tizemi Ceskoslovenska do
roku 1990. Z hladiska logickej postupnosti by bolo mozno vhodnejsie zaradit tito ka-
pitolu hned na zaciatok publikacie, konkrétne po teoretickom definovani socidlneho
marketingu a jeho jednotlivych oblasti.

Podobne ako v komercénej oblasti, tak aj v socidlnom marketingu je podstat-
né nielen kreativita, ale aj celkova efektivita kampani, ktorych analyze je venovana
piata kapitola. Autori v nej postupne popisuji funkciu raciondlnych, emociondlnych
a moralnych apelov v socidlnej reklame, meranie efektivity socidlnej reklamy, ako aj
vyznam oceniovania socidlnych kampani v ramci réznych stitazi a festivalov reklam-
nej tvorby. V tomto pripade je podla méjho ndzoru ndzov kapitoly: Kreativita a efektivi-
ta v socidlnim marketingu trochu zavadzajici, pretoZe autori sa v nej primarne venujui
uzsej oblasti - analyze socidlnej reklamy.

V praxi sa vyuziva mnozstvo prostriedkov, médif a ndstrojov, pomocou ktorych
mozZeme $irit socidlne posolstva vybranym cielovym skupinam. Prave tejto téme je ve-
novani Siesta kapitola. Autori sa v nej venuju napr. vyuzitiu celebrit a znadmych osob-
nosti v socidlnom marketingu, praci s pozitivhymi a negativnymi emociondlnymi
apelmi, alebo pouzitiu aktudlnych a novych trendov v oblasti socidlneho marketingu
(napr. event marketing, internetovy marketing, guerilla marketing, ambientné mé-
dia, ¢i virdlny marketing). Vzhladom na obsah tejto kapitoly by bolo vhodné najprv
jasne definovat a operacionalizovat jednotlivé formy a prostriedky socidlneho mar-
ketingu, az na zdklade toho potom analyzovat ich pouZitie v marketingovej praxi.

Siedma kapitola ¢itatelom pribliZuje moznosti funkéného vyuzitia socidlneho
marketingu a tém sudvisiacich so socidlnou reklamou v rdmci komercénej komunika-
cie, ¢i v oblasti komer¢ného podnikania.

Osma kapitola, ktora je poslednd, prezentuje proces pldnovania socidlnych
marketingovych kampani, klticové principy socidlneho marketingu, ako aj zdsady
uspesnosti realizdcie socidlnych marketingovych kampani v praxi.

Ako citatel si cenim fakt, Ze autori vo svojej publikacii neprezentujui iba pozi-
tiva a celkovy prinos socidlneho marketingu, ale na ttto oblast sa dokazali pozriet
aj kritickym pohladom. Konkrétne, Ze vyuzitie stratégie socidlneho marketingu ma
v praxi aj svoje negativa a nesie v sebe urcité rizika, ako napr. socidlne marketingo-
vé kampane balansujice na hrane etickych, vkusovych a mordlnych noriem, natla-
kovi a manipulativna forma komunikacie, presadzovanie jednostranného nazoru, ¢i
snaha o spolocenskd zmenu, ktora nezohladnuje zaujmy vacsiny a vyhovuje iba uzkej
skupine, ¢i Casti verejnosti.

Celkovy prinos publikdcie je o to vyraznejsi, Ze viaceré kapitoly funkcéne pre-
pajaju teoretické vychodiska s praxou v podobe rozlicnych domaécich a zahrani¢nych
pripadovych §tddii, ktoré prezentuji, ako mézeme efektivhym spésobom vyuzivat
metddy, techniky a nadstroje socidlneho marketingu. Okrem toho jednotlivé kapito-
ly vhodne dopliia ilustrativny obrazovy materidl. Vdaka tomu m4 tento kniZny titul
potencidl oslovit r6zne cielové skupiny - od Iudi z marketingovej praxe, ktori sa nim
mozu inspirovat pri tvorbe vlastnych socidlnych marketingovych kampani, cez stu-
dentov, ktori sa venuju $tidiu marketingu a marketingovej komunikacie, az po 8§i-
rokt cCitatelski verejnost, ktorej publikicia odhaluje int, pre nich moZno nezndmu
stranku marketingu. Konkrétne napriklad to, Ze marketing nemusi byt nutne zame-
rany iba na komerc¢nt oblast a uspokojovanie potrieb zdkaznikov, ale Ze dokaze za-
ujat stanovisko aj k zdsadnejSim témam. V snahe zmenit myslenie a spravanie ludi,
moze vyvijat tlak v prospech pozitivnych spolocenskych zmien a zlepSenia kvality
nasho zivota.
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UK, 2016. 232 S. ISBN 978-80-223-4186-8.

Recenzovand publikacia sa venuje problematike tvorby a riadenia strategickych part-
nerstiev, vyznacujtcej sa dynamickym vyvojom, ktory reflektovala jej autorka uz po
druhykrat (a to v relativne kratkom ¢asovom obdobi), kedZe plynulo nadviazala na
svoj predchadzajici titul - Strategické partnerstvd ako fenomén globdlnej ekonomi-
ky z roku 2009. Na ttito skutoénost upozornuje uz aj ivodna cast prace, ¢o vypoveda
o aktudlnosti i relevantnosti spracovania skimanej problematiky. Pozitivne je moz-
né ocenit akcent na priame i nepriame konzekvencie vyuzivania konkrétnych foriem
strategickych partnerstiev - tak, ako to uz vyplyva aj z podtitulu publikacie - v ma-
naZzmente, podnikani i marketingu, a to i s dérazom na ich medzindrodny, resp.
az globalny rozmer. Samotnd prica sa v danom kontexte vyznacuje citelnym multi-
disciplindirnym charakterom, taktiez aj vysokou mierou originality, ¢o sved¢i aj o dl-
horo¢nej profesijnej orientdcii autorky.

Zo Strukturdlneho hladiska je publikdcia ¢lenend (okrem tvodu a zaveru) do
jedenadstich logicky na seba nadvazujicich kapitol, ktorych ndzvy plne vypovedaju
o ich obsahu. V prvej kapitole je terminologicky vysvetlend podstata strategickych
partnerstiev, a to i v historickom kontexte. Dana cast uvadza a vysvetluje aj zdklady
marketingovych partnerstiev. D6vody vzniku strategickych partnerstiev, ich vyhody
i potencidlne rizika st prehladne spracované v druhej kapitole, po ktorej sa autorka
detailne venuje uz konkrétnym formam, resp. typom partnerstiev. Plynulo precha-
dza od vymedzenia podstaty nemajetkovych, zmluvnych vztahov medzi podnikmi
(konkrétne subdodavatelské, franchisingové, kontraktacné, afilia¢né zmluvy, zmlu-
vy o manazmente o dodavkach na kI4¢, o pokryti rizika, outsourcing, licencie, PPP
projekty a konzorcium) a v danom kontexte ich charakteristiky k problematike stra-
tegickych aliancii, sietovym partnerstvim az po spolo¢né podnikanie - joint venture
(konkrétne ide o kapitoly tri aZ Sest). Dve zdkladné tesné formy partnerskych vzta-
hov sud predstavené v kapitole sedem, pricom autorka primarne vyuziva ich anglickd
podobu ,mergers” a ,acquisitions”. Nasledne v dalsich troch samostatnych ¢astiach
podrobnejsie charakterizuje flizie, konsolidacie a akvizicie. Publikicia je zakonce-
néd rdmcovou charakteristikou manaZmentu strategickych partnerstiev. Pri takto
Struktdrovanej publikdcii vSak méze vyvstavat otdzka, ¢i by skupiny nemajetkovych,
volnych a tesnych aliancif nemali byt samostatne zvyraznené v hlavnych kapitoldch
a jednotlivé konkrétne typy pribliZzené v subkapitoldch. Ich proporcionalita by vsak
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nésledne nemusela byt vyvdZend, a tak ¢itatelovi neostdva ni¢ iné, nez rozhodnutie
autorky respektovat.

Po formadalnej a Stylistickej stranke zrozumitelne, na zodpovedajticej a jed-
notnej trovni spracovana publikicia je doplnena aj o kratke a aZ na niekolko vy-
nimiek aktudlne pripadové stidie, ktoré si vsak vo vacsine pripadov prezentované
v poznamkKkach. Ich zakomponovanie priamo do vlastného textu by mozZno prispe-
lo k Iahsiemu pochopeniu podstaty jednotlivych foriem strategickych partnerstiev.
Mensia vyhrada sa dotyka pouzitia wikipedie ako zdroja pri prehlade vyznamnych
flzif a akvizicii. Dané vyuZitie vSak bolo podloZené pragmatickymi dévodmi a cel-
kovo negativne neovplyvnilo vysostne vedecko-odborny charakter publikacie, ktory
je reflektovany i celkovo nadstandardnym rozsahom pouzitych zdrojov uvadzanych
v Casti Literatura.

Recenzovand publikicia je svojim celkovym spracovanim a zameranim vyu-
ziteInd nielen v hospodarskej praxi, ale aj ako vysokoskolskd ucebnica v rdmci vy-
ucby na druhom a tretom stupni vysokoskolského §tidia, primdarne pri predmetoch
venovanych problematike strategického manaZmentu, strategického marketingu,
podnikania a medzindrodného marketingu, dokonca aj ako vychodisko dalsieho ve-
deckého badania. Potesitelnou skutoc¢nostou je, Ze publikacia akcentuje okrem vzta-
hov medzi podnikmi ziskového sektora aj vztahy, ktoré ziskové podniky nadvazuja
s neziskovymi, so subjektmi verejnoprospesného i Statneho sektora. Uz blizka bu-
dicnost ukaze, ako sa potencial strategickych partnerstiev bude v danom smere da-
lej rozvijat. Taktiez ukdze, aky bude ich vyvoj nielen v medzindrodnom kontexte, ale
aj v slovenskych realidch, ¢i a ako ho bude autorka recenzovanej publikacie reflekto-
vat a ako rychlo sa dockame jej nového aktualizovaného, rozsireného ¢i mozno revi-
dovaného vydania.
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guaranteed price | garantovand cena

Guaranteed prices may bring some-
what security to an unstable industry. | Garantované ceny mézu priniest nestabilnému od-
vetviu trochu istoty.

guaranteed wage | garantovand mzda

The employer promised a guaranteed
wage to the workers for another year. | Zamestndvatel sliibil pracovnikom garantovani
mzdu na dalsi vok.

guerrilla marketing | guerilla marketing Jay Conrad Levinson is the father of

guerrilla marketing. | Jay Contad Levinson je otcom guetilla marketingu.

guesstimate (informal) | odhad (neformdlny vjraz) Because we lack relevant
data, we only make a guesstimate instead of an estimate. | PretoZe ndm chybaji rele-

vantné udaje, robime namiesto kalkuldcie len odhad.

habit | zvyk, obycaj Many consumers tend to buy the same brands from force

of habit. | Mnohf spotrebitelia maji zo zvyku tendenciu kupovat rovnakeé znacky.

habit buying | ndkup zo zvyku

Under what circumstances can habit buying be
justified? | Za akych okolnosti méZe byt ndkup zo zvyku opodstatneny?

That is their annual Half-
Price Sale, where almost everything is marked 50% off. | Je to ich kaZdoro¢ny vijpredaj

half-price sale | predaj/vijpredaj za poloviénii cenu

za polovicni cenu, kde je takmer vsetko oznacené 50% zlavou.

hall test | halovy test
where respondents are invited to a room and asked to express their opinions of

Hall tests are used by companies for testing products

it. | Spolo¢nostipouzivaji halové testy pre testovanie vyrobkov, pri ktorych st respondenti po-
zvani do miestnosti a poziadani, aby vyjadrili svoje ndzory.

halo effect | halé efekt
tion of one product has on another product. | V oblasti marketingu znamend hald efekt

In marketing the halo effect means the impact promo-

uplyv, ktory md propagdcia jedného produktu na iny produkt.
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hand | ruka At the end of a difficult negotiation the two teams shook hands

on a deal. | Na konci ndroéného vyjedndvania si oba timy podali ruky na potvrdenie dohody.

handshake | podanie ruky Handshaking has become common when doing

business internationally. | Podanie ruky sa stalo bezngym v medzindrodnom obchode.

handbook | manudl, prirucka Safety regulations are mentioned in part one of

the handbook. | Bezpecnostné predpisy su uvedené v prvej éasti manudlu.

handle | zviddnut, poradit si, riadit, nardbat Good travel agencies handle all
travel needs of their clients. | Dobré cestouné kanceldtie si poradia so vSetkymi potrebami

svojich klientov.

handout | materidl pripraveny (na rozdanie), handout
marketing handouts that people will not throw away. | Nie je jednoduché pripravit mat-

It is not easy to prepare

ketingovy materidl, ktory [udia neodhodia.

harbor | pristav The island of Madeira has a modern harbor. | Ostrov Madeira

md moderny pristav.

hard | usilovny, redlny, tazky, namdhavy, tvrdy, silny In business it is very im-
portant to separate the myths from the hard facts. | Vobchode je velmi déleZité oddelo-

vat myty od redlnych faktov.

hard selling | (psychologicky) ndtlak pri predaji

Their salesmen were sharp-
ly criticized for using hard selling techniques to the seniors. | Ich obchodnici boli ostro
kritizovani za pouzivanie technik ndtlaku pri predaji seniorom.

hardware | technické vybavenie, poéitacové vybavenie, Zeleziarstvo, ndradie, har-
dwavre

Computer hardware consists of physical parts of a computer sys-
tem. | Pocitacovy hardware sa skladd z fyzickiych ¢asti po¢itacového systému.

haulage company | prepravnd spoloénost Currently, he is running a success-

ful haulage company. | Vstcasnostiriadi ispesni prepravni spolocnost.

haulage contractor | autodopravca

Alot of private haulage contractors carry
vital supplies to American soldiers across the world. | Mnoho sikromnijch autodoprav-
cov vozi americkym vojakom dblezité dodduky po celom svete.

head | hlava, vediici

The head of the Marketing Department is directly respon-
sible to the Managing Director. | Vedici marketingového oddelenia je priamo zodpovedny
vykonnému riaditelovi.
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headline | titulok
lines of newspapers for a couple of weeks. | Prekvapujici vijvoj fizie bol niekol'ko tgzZdiiov

Surprising developments have kept the merger in the head-
na titulkoch novin.

heads of agreement | hlavné éasti zmluvy

The key commercial terms of the
transaction are written in the heads of agreement. | Kli¢ové obchodné podmienky tran-
sakcie st spisané v hlavnych c¢astiach zmluvy.

heavy | tazky, velky The company suffered heavy losses on the stock exchange

market. | Spolo¢nost utrpela tazké straty na burze cennyjch papietrov.

heavy industry | taZky priemysel Companies in heavy industry often sell
their products to other companies rather than to end users. (investinganswers.com
2016) | Firmy poésobiace v tazkom priemysle ¢asto preddvaji svoje vijrobky ingm spolocnos-

tiam, nie kone¢nym spotrebitelom.

helicopter | helikoptéra, vrtulnik The travel agency uses helicopters to trans-
fer their clients to a remote island. | Cestovnd kanceldria vyuziva vrtulniky na prepravu

svojich klientov na vzdialeny ostrov.

helpline | linka

In case you need any help, do not hesitate and call our toll-free
helpline. | Vpripade, Ze budete potrebovat pomoc, nevdhajte a volajte nasu bezplatnd linku.

heterogeneity | heterogénnost What is the impact of heterogeneity in con-
sumer incomes on the company’s pricing policy? | Aky je vplyv heterogénnosti v spotre-

bitelskijch prijmoch na cenovi politiku spolocnosti?

heterogeneous | heterogénny The result of good market segmentation are
segments that are internally homogeneous and externally heterogeneous. (netmba.
com 2010) | Viysledkom sprdvnej segmentdcie trhu su segmenty, ktoré si vnitorne homogén-

ne a externe heterogénne.

heuristics | heuristika Heuristics present mental short cuts that reduce the
cognitive burden consumers have when making decisions in their buying process.
(inquiriesjournal.com 2016) | Heuristika predstavuje mentdlne skratky, ktoré zniZuju ko-

gnitivnu zdtaz spotrebitelov pri prijimani rozhodnuti v ndikupnom procese.

hierarchy | hierarchia

Maslow’s hierarchy of needs is a motivational theory
often presented as a pyramid. | Maslowova hierarchia potrieb je motivaénou tedriou, ktord
je casto prezentovand ako pyramida.

hierarchical | hierarchicky Some companies have a very hierarchical struc-

ture. | Niektoré spolo¢nosti maji velmi hierarchickd Struktiru.

high | vysoky Prices are running high. | Ceny sa zvySujd.

high end | drahsi, kvalitnejsi
tures. (learnersdictionary.com 2016) | Je to drahsi fotoapardt s mnozstvom dalsich funkeit.

This is a high-end camera with lots of extra fea-
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