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ONLINE MASTER'S DEGREE:
ANALYZING THE ACCESSIBILITY
OF INTERNATIONAL EDUCATION
IN THE PHILIPPINES - A GLOBAL
MARKETING PERSPECTIVE. earru.

This systematic review investigates the accessibility of online master's degree
programs in the Philippines through a global marketing lens. Despite the grow-

ing prevalence of digital education in international higher education, significant
gaps remain in understanding accessibility challenges in developing economies.
Through a structured analysis of 40 elusive peer-reviewed articles (2015-2023), this
study evaluates five key accessibility factors: technological infrastructure, afford-
ability, institutional reputation, cultural relevance, and marketing strategies. The
research integrates Technology Acceptance Model, Diffusion of Innovation, and
Community of Inquiry frameworks to develop a multidimensional understanding

of accessibility barriers. Findings reveal persistent digital divides, particularly in
rural areas (where connectivity reaches only 30-45% of urban levels), and demon-
strate how targeted marketing strategies can address these barriers. The COVID-19
pandemic has accelerated digital transformation while exposing infrastructure
limitations and readiness gaps. This research contributes a multi-dimensional ac-
cessibility framework integrating technological, economic, cultural, and marketing
dimensions, providing actionable insights for higher education institutions, policy-
makers, and global education marketers seeking to enhance accessibility in devel-
oping economies like the Philippines.

3.3 Data extraction and analysis Data extraction followed a structured pro-
tocol using a standardized extraction template designed to capture key dimensions
of each study:

| 1. Bibliographic information (author, year, journal, impact factor)

| 2. Methodological characteristics (design, sample, analytical approach)

| 3. Context specificity (geographic focus, institutional setting)

| 4. Key findings related to accessibility dimensions

| 5. Marketing implications and recommendations

Two independent reviewers extracted data to ensure consistency and minimize bias,
resolving discrepancies through consensus discussions. The extracted data was or-
ganized in a comprehensive database for systematic analysis.

DOI: https://doi.org/10.46286/msi.2025.20.2.1
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Data analysis employed a thematic synthesis approach in three phases:
| 1. Descriptive coding of findings related to accessibility factors
| 2. Development of interpretive themes across studies
| 3. Generation of analytical themes addressing the research questions

This approach enabled the identification of patterns across studies while preserving
the nuanced contexts of individual research. A descriptive table summarizes the key
characteristics and contributions of selected studies (Table 1), providing a foundation
for subsequent thematic analysis.

Author(s) Year | Focusarea Contribution Database
source
Malbas et 2023 | Philippine educatio- Examined barriers to accessibili- Google Scholar
al. nal system analysis ty and K-12 impacts
Guillen Jr. 2022 | MOOC learner Studied learner continuance in Google Scholar
behavior MOOCs in the Philippine context
Lytrasetal. | 2022 Digital transforma- Explored perceptions of online Google Scholar
tion during COVID-19 education in higher education
institutions
Fung et al. 2022 | Socioeconomicin- Proposed frameworks for inclusi- | Scopus
clusionin online ve online education systems
learning
Trietal. 2021 Industry 4.0 and edu- | Explored higher ed responses to Scopus
cation in Vietnam digitalization in Vietnam
Castro and 2021 Effectiveness of onli- | Conducted meta-analysis of onli- Scopus
Tumibay ne education ne learning in higher education
Aristovnik 2020 | COVID-19 impacton Analyzed global challenges and Scopus
etal. higher education adaptations during the pandemic
Kanwarand | 2020 | New models for Explored digital transformation Google Scholar
Carr international of HEIs globally
education
Toquero 2020 | COVID-19 and online Analyzed pandemic-induced ac- Scopus
learning celeration of online education
adoption
Hayashi et 2020 | Online learningin Assessed institutional readiness Google Scholar
al. higher education and student challenges during
COVID-19
Zuhairi et 2020 | QAindistance Reviewed QA systems in three Scopus
al. education Asian countries
Rashid and 2020 | Impact of COVID-19 Analyzed disruptions in higher Google Scholar
Yadav on HE education during pandemic
Joaquin et 2020 | COVID-19 and Philip- Analyzed digital readiness and Scopus
al. pine education challenges of Philippine HEIs du-
ring the pandemic
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Alipio 2020 | E-learningreadiness Explored e-learning readiness Google Scholar
in the Philippines among Filipino learners during
COVID-19
Cuaton 2020 | Philippine HEIs du- Examined institutional responses | Scopus
ring COVID-19 to the pandemic
Symaco 2019 Social engagement Reviewed higher education social | Google Scholar
and Tee in ASEAN HEIs responsibility in ASEAN
Symaco 2019 Marketingin glo- Studied marketing strategiesin Google Scholar
and Tee bal HE ASEAN higher education
Ortiz et al. 2019 Policy evaluationin Reviewed implementation of Uni- | Google Scholar
Philippine education | versal Access to Quality Tertiary
Education Act
Altbach et 2019 | Globaltrendsin Highlighted globalization's im- Google Scholar
al. higher education pact on HEls and the rise of onli-
ne programs
Huang 2018 Education financing Analyzed higher education finan- Google Scholar
in Japan ce modelsin Japan
Marginson 2018 Economic inequa- Discussed how economic dispari- Scopus
lity and education ties influence education access
access
Ortiga 2018 | Socioeconomic fac- Discussed challenges in aligning Scopus
torsin Philippine global programs with local needs
education
Chouda- 2018 | Global education Identified megatrends shaping Google Scholar
ha and Van trends international higher education
Rest
Dumpitand | 2017 | TAMinHEls Applied TAM to understand social | Google Scholar
Fernandez media use in higher education
Becker et 2017 Future of higher Described tech trends from Hori- | Scopus
al. education zon Report for education
Popenici 2017 | Alineducation Explored impact of artificial intel- | Scopus
and Kerr ligence on teaching and learning
Tan 2017 Tutoring and edu- Discussed parentocracy and sup- Google Scholar
cation culture in plementary tutoring
Singapore
Reyes and 2015 | Critique of knowled- Critiqued Singapore knowledge- Scopus
Gopinathan ge economies -based education policies

TABLE 1: SUMMARY OF MOST RELEVANT ARTICLES

SOURCE: AUTHOR'S ANALYSIS BASED ON THE SYSTEMATIC LITERATURE REVIEW VIA DATABASES

3.4 Reliability and validity

A standardized protocol was employed to ensure

reliability for literature selection and data extraction. The search strategy and in-
clusion criteria were consistently applied across both databases. Two independent
reviewers cross-verified the selected articles to eliminate bias, ensuring the consis-

tency of results (Lincoln and Guba 1985).
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To enhance validity, triangulation was used by comparing findings across mul-
tiple studies and sources, strengthening the credibility and dependability of results
(Patton 2015). Peer-reviewed articles were exclusively selected, ensuring methodolog-
ical rigor. Additionally, detailed documentation of the search and selection process
was maintained to provide transparency and replicability. This methodology pro-
vides a comprehensive foundation for analyzing the accessibility of online master's
degree programs in the Philippines.

4 Results and discussion The findings of the study explore the accessibility
of online master's degree programs in the Philippines from a global marketing per-
spective. The discussion integrates the results with the literature reviewed, offering
insights into the implications for international higher education institutions (HEISs),
policymakers, and stakeholders.

4.1Results 4.1.1Accessibility of online master's degree programs The
accessibility of online master's degree programs in the Philippines is influenced by a
combination of technological, economic, cultural, and institutional factors.

The systematic review highlights multiple interrelated factors influencing the
accessibility of online master’s programs in the Philippines. Quantitative trends
show technological infrastructure (85%), affordability (72%), cultural relevance (65%),
and institutional reputation (58%) as key determinants. Earlier studies (2015 - 2018)
focused primarily on technology, while more recent research (2019-2023) emphasizes
cultural and institutional dimensions as show in Table 2.

4.1.2 Technological infrastructure Urban-rural disparities remain signif-
icant, with internet penetration at 70-80% in cities versus 30-45% in rural areas
(Aristovnik et al. 2020; Hayashi et al. 2020). Moreover, 38% of Filipino adults report
low confidence in using learning platforms, reflecting a digital participation gap be-
yond mere connectivity (Joaquin et al. 2020).

4.1.3 Affordability Despite being 30-40% cheaper than traditional programs,
online master’s tuition still imposes a burden, often comprising 25 - 35% of a middle-
class household’s annual income (Malbas et al. 2023), posing a major barrier to access.

Supporting literature
Aristovnik et al. (2020); Hay-

Key area Findings

Technological Disparities in digital infrastructure rema-

infrastructure in significant, particularly in rural areas. In- ashi et al. (2020); Joaquin et
consistent digital literacy affects adoption | al. (2020)
of learning management systems.

Affordability Economic disparities and high internet Marginson (2018); Ortiz et

costs pose barriers to accessibility. al. (2019); Malbas et al. 2023
Ortiga (2018); Symaco and

Tee (2019)

Cultural relevan-
ce and institutional
reputation

Alignment with Filipino values and addres-
sing quality concerns enhance program
adoption.

TABLE 2: ACCESSIBILITY
SOURCE: AUTHOR'S ANALYSIS BASED ON THE SYSTEMATIC LITERATURE REVIEW VIA DATABASES
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The analysis identified two major marketing strategies as shown in Table 3, that en-
hance accessibility to online master’s programs in the Philippines. Digital marketing
and strategic partnerships were noted in 78% of studies as key drivers in expanding
reach, enabling targeted campaigns and collaborations between local and interna-
tional HEIs - forming ,accessibility bridges” (Kanwar and Carr 2020). Such partner-
ships boost credibility and address geographical barriers (Symaco and Tee 2019).
Localized strategies, highlighted in 65% of studies, focus on culturally relevant
messaging and inclusive content that addresses local economic and technological
challenges. Toquero (2020) found that culturally adapted content boosts engage-
ment, while Fung et al. (2022) reported up to 40% higher conversion rates when strat-
egies are tailored to local contexts. Over time, cultural contextualization has gained

VYSKUMNE PRACE | RESEARCH PAPERS

4.2 Discussion 4.2.1 Repercussion for HEIs HEIs must adopt hybrid
models that combine online and face-to-face learning to cater to diverse learner

needs. Popenici and Kerr (2017) suggest integrating advanced technologies, such as
artificial intelligence and augmented reality, to enhance learning experiences. Ad-
ditionally, fostering partnerships with local stakeholders can strengthen program
credibility and reach (Joaquin et al. 2020).

4.2.2 Role of policymakers Policymakers play a pivotal role in creating an en-
abling environment for online education. This includes refining regulatory frame-
works, such as the Universal Access to Quality Tertiary Education Act, to support
online learning initiatives (Ortiz et al. 2019). Investments in infrastructure and dig-
ital literacy programs are also critical (Hayashi et al. 2020).

prominence as a key to improving program accessibility.
This study sums up the necessity for further research on:

Strategy Effectiveness Supporting literature | The long-term impact of global marketing strategies on the accessibility of on-
Digital marketing Expanded reach through targeted cam- Kanwar and Carr (2020); Sy- line educaFlon. . ' ' . .
and partnerships paigns and collaborations between local maco and Tee (2019) | Best practices for creating equitable online education ecosystems in develop-
and international HEIs. ing countries.
Localized Culturally relevant messaging and inclusive | Toquero (2020); Fung et al. | The integration of emerging technologies to address accessibility challenges.
approaches marketing address economic and technolo- | (2022) . ) . .
gical disparities The findings underscore the complex interplay of technological, economic, cultural,

and institutional factors shaping the accessibility of online master's degree programs
TABLE 3: MARKETING STRATEGIES AND THEIR EFFECTIVENESS

SOURCE: AUTHOR'S ANALYSIS BASED ON THE SYSTEMATIC LITERATURE REVIEW VIA DATABASES

in the Philippines. By leveraging inclusive marketing strategies, advanced technolo-
gies, and robust policy support, HEIs and stakeholders can create sustainable online
education models that bridge educational gaps and empower Filipino learners.

As shown in Table 4, the digital divide remains the most persistent barrier to access-
ing online master’s programs in the Philippines. Rather than a simple access issue, it

5 Conclusion and recommendations 5.1 Conclusion This study under-

spans connectivity quality, device availability, and digital literacy. Rural internet re-
liability averages only 30 - 45% of urban levels (Carbonilla Gorra and Bhati 2016), while
38% of learners lack the digital skills needed to navigate online platforms (Alipio 2020).

The COVID-19 pandemic accelerated digital adoption but revealed readiness gaps.
Although 92% of HEIs shifted to online delivery (Aristovnik et al. 2020), only 47% of-
fered adequate support for digitally disadvantaged learners. Institutions that focused
solely on infrastructure saw attrition rates 35% higher than those providing user sup-
port (Rashid and Yadav 2020). These findings underscore the need for holistic strate-

scores the multifaceted nature of accessibility challenges for online master's degree
programs in the Philippines, shaped by technological, economic, cultural, and insti-
tutional factors. Global marketing strategies, when localized and inclusive, hold the
potential to bridge these gaps, empower Filipino learners, and create sustainable on-
line education ecosystems. The COVID-19 pandemic has served as a catalyst for inno-
vation but also highlighted the disparities in infrastructure and readiness among
HEIs and learners. Addressing these challenges requires collective action from insti-
tutions, policymakers, and stakeholders.

gies beyond connectivity to include learner-centered digital support systems.

5.2 Recommendations The findings from this systematic review offer signifi-
Challenge/ Description Supporting literature cant implications for enhancing the accessibility of online master's programs in the
opportunity Philippines through global marketing strategies. These recommendations directly
Digital divide Persistent disparities in digital infrastruc- Carbonilla Gorra and Bhati address the multidimensional barriers identified in the analysis and align with the
ture, especially in rural areas. (2016); Alipio (2020) theoretical anchorage that integrates Technology Acceptance Model, Diffusion of In-
Impact of COVID-19 Accelerated digital transformation but Aristovnik et al. (2020); novation, and Community of Inquiry perspectives.
highlighted gaps in readiness among HEls Rashid and Yadav (2020) ) )
and learners 5.2.1 Framework development HEIs and policymakers should adopt a multi-

dimensional accessibility framework incorporating four essential elements that ad-
TABLE 4: CHALLENGES AND OPPORTUNITIES IN DIGITAL TRANSFORMATION dress the research questions posed in this study. This framework responds directly

SOURCE: AUTHOR'S ANALYSIS BASED ON THE SYSTEMATIC LITERATURE REVIEW VIA DATABASES

6 7
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to the researcher’s findings that accessibility barriers exist across multiple domains
rather than in isolated dimensions.

5.2.2 Technological readiness Strategic investment in digital infrastructure
and training programs are required to enhance digital literacy. The analysis of the
Technology Acceptance Model (Davis 1989) demonstrates that perceived ease of use
significantly impacts adoption decisions. By investing in user-friendly interfaces
and comprehensive digital skills development, institutions can reduce the ,complex-
ity” barrier identified in Rogers' (2003) Diffusion of Innovation theory, accelerating
adoption across different segments of Filipino society. The findings reveal that 85%
of studies identified technological barriers as primary constraints, making this di-
mension particularly critical.

5.2.3 Economic accessibility This should be enhanced through targeted sub-
sidies and financial aid programs for low-income learners. This recommendation ad-
dresses the ,relative advantage” component of innovation diffusion by ensuring that
the cost-benefit equation favors online education adoption. The literature indicates
that affordability concerns affect 72% of potential Filipino learners, making this a
critical accessibility dimension that marketing strategies must explicitly address
through transparent value propositions and flexible payment options.

5.2.4 Cultural relevance Program design must align with Filipino cultural
values and address quality concerns. This element directly incorporates the Commu-
nity of Inquiry framework's emphasis on social presence (Garrison et al. 2000), which
is imperative in the Philippine context. By designing programs that respect and in-
tegrate Filipino cultural perspectives, institutions can reduce the psychological dis-

tance that often limits international program accessibility.

5.2.5 Marketing effectiveness This should be enhanced through inclusive
strategies emphasizing collaboration between local and international stakehold-
ers. This recommendation responds to the researcher’s finding that integrated mar-
keting approaches addressing multiple accessibility dimensions simultaneously are
more effective than narrowly focused strategies. The theoretical integration of TAM
with Diffusion of Innovation helps explain why marketing must address both func-
tional barriers (ease of use, usefulness) and social factors (observability, compatibil-
ity) to be effective in the Philippine context.

5.2.6 Policy and institutional support Governments should refine frame-
works like the Universal Access to Quality Tertiary Education Act to integrate online
education explicitly. This recommendation addresses the research gap regarding pol-
icy alignment with technological advancement identified in the problem statement.
Policymakers can reduce institutional barriers limiting program development and
recognition by creating supportive regulatory environments specifically addressing
online education.

Institutions should prioritize partnerships with local industries to enhance
credibility and program alignment with market demands. This strategic approach
directly addresses the ,trialability” and ,observability” attributes from Rogers' dif-
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fusion theory by creating visible pathways from education to employment (Lim and
Wang 2016). The analysis shows that such partnerships significantly enhance pro-
gram credibility, addressing a key psychological barrier to enrollment in interna-
tional online programs.

5.2.7 Technology integration Incorporating advanced technologies such as
artificial intelligence, augmented reality, and adaptive learning systems can en-
rich online learning experiences. This recommendation aligns with the theoreti-
cal relevance by enhancing all three presences in the Community of Inquiry model:
teaching presence through intelligent tutoring systems, social presence through im-
mersive collaborative environments, and cognitive presence through personalized
learning pathways (Lim and Wang 2016). The integration of these technologies direct-
ly addresses the quality concerns that emerged as significant barriers in the quali-
tative analysis.

Leveraging data analytics to personalize learning and address individual chal-
lenges represents an evidence-based approach to enhancing accessibility. This strat-
egy operationalizes the theoretically integrated framework by using data to identify
specificbarriers differentlearner segments face and creating targeted interventions.
This research indicates that personalized approaches significantly outperform stan-
dardized solutions in addressing the diverse accessibility challenges Filipino learn-
ers face.

Again, with the findings discussed, these recommendations are proposed:

| 1. Framework development: HEIs and policymakers should adopt a multi-di-

mensional accessibility framework incorporating the following elements:

| Technological readiness: Investment in digital infrastructure and train-
ing programs to enhance digital literacy.

| Economic accessibility: Subsidies and financial aid programs targeting
low-income learners.

| Cultural relevance: Program designs that align with Filipino cultural val-
ues and address quality concerns.

| Marketing effectiveness: Inclusive marketing strategies emphasizing col-
laboration between local and international stakeholders.

| 2. Policy and institutional support:

| Governments should refine existing frameworks, such as the Universal
Access to Quality Tertiary Education Act, to integrate online education
explicitly.

| Institutions should prioritize partnerships with local industries to en-
hance credibility and program alignment with market demands.

| 3. Technology integration:

| Incorporating advanced technologies such as artificial intelligence, aug-
mented reality, and adaptive learning systems to enrich online learning
experiences.

| Leveraging data analytics to personalize learning and address individu-
al challenges.

Figure 2 presents an example of a multidimensional accessibility framework em-
phasizing the critical role of global marketing strategies in enhancing accessibility
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to online master's degree programs. It illustrates how five essential dimensions -
technological, economic, cultural, pedagogical, and institutional - collectively shape
accessibility and are strategically addressed through targeted global marketing ap-
proaches. Drawing from theoretical foundations, this framework integrates insights
from Diffusion of Innovation Theory (Rogers 2003), emphasizing factors such as rela-
tive advantage, compatibility, complexity, trialability, and observability in adopting
innovations. Complementing this, the Technology Acceptance Model (TAM) (Davis
1989; Venkatesh and Davis 2000) explicates how perceived ease of use, usefulness, and
user attitudes toward technology significantly impact learners' adoption behaviors.
Lastly, the Community of Inquiry (Col) framework (Garrison et al. 2000) highlights
the importance of social, cognitive, and teaching presence, underscoring pedagogi-
cal and interactional aspects crucial for student engagement.

Specifically, the integrated framework identifies digital marketing techniques,
strategic partnerships, and culturally relevant program designs as pivotal global
marketing strategies. These strategies not only facilitate effective promotion but
also ensure that online master's programs are comprehensively accessible, cultur-
ally relevant, and responsive to the specific needs of Filipino learners. Consequently,
this theoretically informed, multidimensional approach provides practical pathways
for bridging accessibility gaps within the Philippine educational landscape, promot-
ing inclusive and sustainable international education opportunities.

| Digital Marketing

Technological | Technigues

Economic

Cultural Global .Marketing | Strategic
Strategies | Partnerships

Pedagogical

Institutional [
| Culturally Relevant

Program Design

FIGURE 2: MULTIDIMENSIONAL ACCESSIBILITY FRAMEWORK (SAMPLE INTEGRATION)
SOURCE: AUTHOR
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5.3 Limitations of the study This study is constrained due to its dependence
on secondary data from a systematic literature review. While comprehensive, the
findings are constrained by the availability and scope of existing research, which
may not capture emerging trends or localized nuances in real time.

6 Areas for future research This review identifies several key areas where em-
pirical research is needed to advance understanding of how marketing strategies in-
fluence accessibility to online master’s programs in the Philippines. Future studies
should adopt mixed-methods designs, combining large-scale surveys with in-depth
interviews, to evaluate which strategies most effectively reduce access barriers and

drive enrollment. Longitudinal research tracking learners from initial awareness
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through program completion would offer valuable insights into how marketing in-
terventions shape perceptions and decisions at critical points in the educational
journey. Institutional case studies should move beyond descriptive analyses and in-
corporate evidence-based metrics, such as conversion rates, cost-per-acquisition, and
retention linked to marketing exposure, while also exploring variations across de-
mographic segments. Additionally, experimental research is needed to assess the ef-
fectiveness of technological solutions - such as low-bandwidth platforms and offline
capabilities - in addressing infrastructure challenges, with a focus on usage patterns
and learning outcomes. Finally, comparative studies across Southeast Asian coun-
tries using standardized methodologies can distinguish between marketing strat-
egies with regional applicability and those requiring local adaptation. Collectively,
these empirical directions would provide robust, actionable evidence to inform insti-
tutional marketing practices and education policy.

END OF PART II.
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THE IMPACT OF EMOTIONAL
ATTACHMENT ON BRAND LOYALTY:
A CASE STUDY OF ALGERIAN
CONSUMERS

This research delves into the influence of emotional attachment on consumer be-
havior, focusing on its impact on satisfaction and loyalty within the context of
brand relationships. This study investigates the role of emotional attachment in
fostering lasting consumer relationships, focusing on its impact on satisfaction
and loyalty within the context of a well-known Algerian brand, BIMO. A survey-
based quantitative analysis reveals that emotional attachment not only direct-

ly enhances satisfaction but also serves as a robust predictor of loyalty. Mediation
analysis demonstrates that satisfaction strengthens the pathway from emotional
attachment to loyalty, underscoring the importance of creating emotionally reso-
nant brand experiences. These findings underscore emotional attachment as a cru-
cial factor in building enduring consumer-brand relationships, offering strategic
insights for brands to foster deep loyalty and advocacy through emotionally engag-
ing branding practices.

1Introduction

Emotional attachment goes beyond liking a product; it creates
a strong connection and loyalty to a brand, impacting consumer behavior and ad-
vocacy. Emotional attachment resembles relationships with people, with consum-
ers viewing brands as integral to their identity. Scholars describe this attachment
as abond encompassing affection, passion, and a sense of connection, elevating the
brand from a product to a part of the consumer's identity. This study explores fac-
tors driving emotional attachment, specifically brand personality, love, and overall
experience, aiming to help businesses create lasting consumer bonds.

2 Literature review 2.1 Emotional attachment Emotional attachment
in consumer behavior refers to a strong, positive bond that goes beyond basic satis-
faction with a product or service, reflecting a deeper, more personal connection be-
tween the consumer and the brand. Thomson, MacInnis, and Park (2005) define this
attachment as an emotional bond characterized by affection, connection, and pas-
sion, linking both cognitive and emotional dimensions. Similarly, Park et al. (2006)
describe brand attachment as the strength of the cognitive and emotional bond that
ties a brand to the consumer’s sense of self. Schmalz and Orth (2012) add that emo-
tional attachment involves the extent to which a brand is perceived as self-referen-
tial and self-defining, reinforcing its role in identity formation. Expanding on these
views, Patel et al. (2024) highlight the emotional depth of the relationship, under-
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scoring how deeply embedded some brands can become in consumers’ personal and
emotional lives.

Cognitive and emotional bonds between a brand and the self result in two main
effects: thoughts and feelings about the brand become easily accessible, and the
brand gains relevance to the individual's identity, affecting their attention and cog-
nitive resources (Park et al. 2006).

Emotional attachment has also been conceptualized as a cognitive-affective
bond that influences behavioral outcomes beyond traditional branding contexts,
such as pro-environmental consumption (Wengler et al. 2024).

Psychological theories, particularly Attachment Theory by John Bowlby, explain
emotional attachment formation, suggesting that early caregiver bonds shape later
relationships. In consumer behavior, this theory implies that consumers seek secu-
rity from brands, similar to caregiver bonds. Brands offering positive experienc-
es, reliable products, and responsive service can foster dependability, encouraging
emotional attachment. While attachment to people and objects differs, their core
properties and behavioral effects remain similar (Bowlby 1979; Thomson et al. 2005;
Ghorbanzadeh and Rahehagh 2021; Park et al. 2006).

Park et al. (2006) proposed that brand attachment ranges from low levels, where
consumer choices are objective and evaluative. As attachment strengthens, consum-
ers demonstrate brand preference and become willing to sacrifice personal resourc-
es, such as time and money, to maintain the brand relationship. This loyalty results
in resistance to alternatives and price insensitivity, with consumers willing to pay a
premium or delay purchases if their preferred brand is unavailable (Van Lange et al.
1997; Park et al. 2006).

Brand love is a strong emotional attachment marked by intense positive feelings
and affection for a brand. Carroll and Ahuvia (2006) define it as ,the degree of pas-
sionate emotional attachment that a person has for a particular trade name” (Albert
et al. 2008). It reflects passion, commitment, and loyalty, aligning with consumers'
self-identity and desired self-image (Fournier 1998). Brand love develops through
consistent positive experiences, shared values, and effective emotional branding
strategies - such as storytelling and experiential marketing - that evoke emotions
and create lasting connections with the brand (Albert, Merunka and Valette-Florence
2008).

Consumers express brand affinity through passion, emotional connections, and
positive responses (Albert et al. 2008), leading to strong commitment and repurchase
behaviors (Grisaffe and Nguyen 2011).

While interrelated, brand attachment, brand love, and brand loyalty are concep-
tually distinct. Brand attachment reflects an emotional bond rooted in identity and
psychological closeness (Park et al. 2010). Brand love involves deeper emotions like
passion and idealization (Carroll and Ahuvia 2006; Albert et al. 2008), while brand
loyalty refers to consistent purchase behavior driven by both emotional and evalu-
ative factors (Oliver 1999; Dick and Basu 1994).

2.1.1 Antecedents of emotional attachment

The primary antecedents of
emotional attachment include brand-self congruence, brand personality, self-brand
connection, consumer experience, consumer engagement, nostalgia, satisfaction,
brand trust, brand image, and perceived value.
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Brand-self congruence occurs when a brand aligns with a consumer's self-con-
cept, enhancing emotional attachment and self-esteem (Sirgy 1982; Malir et al.
2011). Brand personality, defined as the human characteristics associated with a
brand (Aaker 1997), fosters emotional connections when it resonates with a consum-
er's self-image or aspirations (Freling and Forbes 2005).

Self-brand connection is the extent to which consumers integrate abrand into their
identity (Escalas and Bettman 2003). Brands that effectively communicate their values
can become central to a consumer's self-concept, strengthening emotional bonds.

Consumer experience includes all interactions with a brand (Schmitt 1999). Posi-
tive experiences, such as excellent service and quality products, are vital for forming
emotional attachments and enhancing perceptions of the brand (Brakus, Schmitt
and Zarantonello 2009).

Consumer engagement reflects the level of involvement with a brand (Brodie et
al. 2011). High engagement through community participation and social media fos-
ters emotional attachment by creating a sense of belonging and investment in the
brand (Hollebeek 2011).

Nostalgia is a sentimental longing for the past, often associated with personal
memories and emotions (Holbrook and Schindler 2003). Brands that evoke nostalgic
feelings can enhance emotional attachments by tapping into positive memories and
providing comfort (Merchant and Rose 2013).

Satisfaction is the degree to which a product meets or exceeds consumer expecta-
tions (Oliver 1999). High satisfaction levels lead to positive feelings toward the brand,
fostering trust and deeper emotional bonds over time (Gémez, Arranz and Cillan 2006).

Brand trust is the confidence consumers have in a brand's reliability and integ-
rity (Chaudhuri and Holbrook 2001). It is crucial for emotional attachment, as it of-
fers security. Brands that consistently demonstrate quality and transparency can
build strong emotional connections (Delgado-Ballester 2004).

Brand image is the overall consumer perception of a brand (Keller 1993). A posi-
tive image aligns with consumer expectations and enhances emotional attachment,
making the brand more appealing and trustworthy (Aaker 1996).

Perceived value is the consumer's assessment of the benefits and costs of a brand
(zeithaml 1988). High perceived value enhances emotional attachment by providing
significant benefits, whether functional, emotional, or social. Brands offering supe-
rior quality, competitive pricing, or emotional satisfaction foster deeper bonds and
lasting attachments (Sweeney and Soutar 2001).

2.2 Satisfaction Satisfaction is a fundamental concept in marketing and con-
sumer behavior, referring to the degree to which a product or service meets or ex-
ceeds the consumer's expectations (Oliver 1999). It is a post-purchase evaluative
judgment that plays a crucial role in determining future repurchase behavior and
loyalty as well as the overall success of a brand. Understanding that mere satisfac-
tion is insufficient for lasting consumer relationships, marketers recognize that
satisfaction encompasses the entire buying process, from expectations to post-pur-
chase evaluations (Ghorbanzadeh 2021).

Multiple key theories and models help clarify the connection between consumer
behavior and satisfaction. Expectation-disconfirmation theory, for example, posits
that satisfaction is influenced by the gap between expectations and actual perfor-
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mance (Oliver 1980). Equity Theory focuses on perceived fairness, where consum-
ers feel satisfied when they receive fair value (Bolton and Lemon 1999). Attribution
Theory examines how consumers interpret the reasons for a product's performance,
affecting their satisfaction levels (Weiner 2000). Moreover, emotional responses sig-
nificantly shape satisfaction, with positive emotions, such as joy and excitement,
enhancing it and negative emotions, such as frustration and disappointment, dimin-
ishing it (Westbrook 1987).

Satisfied consumers are more likely to exhibit loyalty, share positive word-of-
mouth, and tolerate minor service failures. In contrast, dissatisfaction can result in
negative behaviors like switching brands or filing complaints. Satisfaction acts as a
precursor to emotional attachment; those with strong emotional ties to a brand are
more likely to be satisfied (Thomson et al. 2005). Furthermore, satisfaction enhances
brand trust, which is vital for emotional attachment, as consistent satisfaction fos-
ters reliability and integrity (Chaudhuri and Holbrook 2001).

In digital marketing environments, satisfaction has also been tied to perfor-
mance metrics such as engagement and conversion, indicating its strategic role in
optimizing brand experiences (Ko¢iSova and Starchon 2023).

The interplay between satisfaction and emotional attachment creates a positive
feedback loop, with each enhancing the other (Dick and Basu 1994). Another impor-
tant impact of satisfaction on consumers is the reduction of cognitive dissonance,
the psychological discomfort experienced when there is a discrepancy between ex-
pectations and reality.

Literature points out three perspectives on their relationship: first, that brand
attachment predicts consumer satisfaction; second, that satisfaction leads to brand
attachment; and third, that emotional attachment mediates the relationship be-
tween satisfaction and outcomes like loyalty (Ghorbanzadeh 2021; Guru et al. 2024).

The first perspective suggests that strong emotional bonds lead to positive eval-
uative judgments, minimizing cognitive dissonance (Thomson et al. 2005). Con-
versely, the second perspective posits that repeated positive experiences result in
emotional attachment, emphasizing the importance of satisfaction in solidifying
the consumer-brand relationship (Oliver 1999).

While empirical research supports these perspectives, gaps remain, particular-
ly regarding generalizability across contexts, the dynamic nature of satisfaction and
emotional attachment, the impact of digital and social media, and limited empirical
validation of emotional attachment as a mediator (Park et al. 2006).

2.3 Loyalty Loyalty is a critical concept in marketing, characterized by a con-
sumer's commitment to repurchase or continue using a brand's products or ser-
vices consistently over time. Loyalty extends further than just buying the same
product repeatedly; it involves a strong inclination toward a brand that typically
leads to supporting and rejecting competitor options (Dick and Basu 1994).

Loyalty can be classified into two major dimensions; attitudinal loyalty, which
refers to the extent to which a consumer is committed to a brand encompassing the
affective, cognitive, and conative aspects, and behavioral loyalty, which is the will-
ingness to repurchase a brand (Oliver 1999; Ghorbanzadeh 2021). Recent research in
the Algerian market confirms that fostering loyalty - whether attitudinal or behav-
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ioral - requires targeted relationship strategies, particularly in dynamic marketing
contexts (El Mokretar and Adman 2023).

The Cognitive-Affective-Conative Model suggests that loyalty develops in stages.
It begins with cognitive loyalty based on rational evaluations of brand attributes, pro-
gresses to affective loyalty characterized by emotional attachment, and culminates in
conative loyalty, which is a strong commitment to repurchase (Oliver 2014). Relation-
ship Marketing Theory emphasizes that loyalty is cultivated through strong brand-
consumer relationships, driven by trust, commitment, and satisfaction (Morgan and
Hunt 1994). Similarly, Social Exchange Theory suggests that loyalty arises from posi-
tive exchanges, where consumers perceive high value from the brand (Blau 1964).

Moreover, loyalty in consumer behavior is influenced by various factors, in-
cluding satisfaction, perceived value, trust, and emotional attachment. Consum-
ers who feel satisfied and perceive high value are more likely to remain loyal, and
emotional bonds strengthen this loyalty (Oliver 1999). Loyalty involves a deep psy-
chological commitment characterized by intense emotions, such as love and admi-
ration (Grisaffe and Nguyen 2011). Furthermore, Oliver (1999) defines brand loyalty
as a strong commitment to repurchase consistently, even amidst influences en-
couraging switching (Lam and Shankar 2014). He also describes four loyalty phas-
es - cognitive, affective, conative, and action - developing in sequence (Sarkar 2014,
Ghorbanzadeh 2021).

Literature has distinguished between brand love and brand loyalty. Brand love
involves a strong emotional bond between the brand and the customer, whereas
brand loyalty centers on the customer’s consistent buying of a brand over a period of
time (Guru et al. 2024). To encourage attachment-based repurchase, marketers must
define emotional brand attachment, identify its underlying causes, and determine
controllable antecedents influencing it (Grisaffe and Nguyen 2011).

The relationship between loyalty and emotional attachment is deep and com-
plex. Emotional attachment strengthens loyalty by fostering a strong bond that deep-
ens the consumer's commitment to the brand, transcending mere transactions. This
bond resonates with the consumer's self-concept and life experiences, making them
less likely to switch to competitors, even when alternatives are appealing (Thomson
et al. 2005).

Consumers with strong emotional attachment are more inclined to advocate for
the brand, recommending it and defending it against criticism (Fournier 1998). This
attachment creates lasting loyalty, ensuring stability in changing markets (Park
et al. 2006). Additionally, it enhances the overall brand experience, integrating the
brand into the consumer's identity and daily life, thus increasing both functional
benefits and emotional significance (Schmitt 2012).

3 Conceptual framework The conceptual framework aims to provide a com-
prehensive understanding of how satisfaction influences emotional attachment
and subsequently drives consumer loyalty.

Atits core is emotional attachment, defined as the bond consumers develop with
a brand, characterized by feelings of affection, trust, and identification (Thomson et
al. 2005). This attachment stems from the brand's ability to align with consumers'
values, aspirations, and self-concept (Fournier 1998). Brands that create positive ex-

VYSKUMNE PRACE | RESEARCH PAPERS

periences and evoke strong emotions are likely to foster deeper emotional connec-
tions (Aaker et al. 2004).
| H1: Consumers who report higher levels of emotional attachment to a brand will also ve-
port higher levels of satisfaction with that brand's products o services.

Conversely, satisfaction acts as an antecedent to emotional attachment, empha-
sizing the dynamic nature of consumer-brand interactions. Satisfaction, which
reflects the fulfillment of consumer expectations (Oliver 1999), strengthens emo-
tional bonds, thereby deepening attachment.
| H2: Higher levels of consumer satisfaction with a brand's products or services will lead to
stronger emotional attachment to the brand.

Satisfaction mediates the relationship between emotional attachment and loyalty.
It demonstrates how effectively a brand meets consumer needs (Oliver 1980). High
satisfaction levels lead to positive attitudes and stronger emotional connections
(Westbrook 1987).
| H3: Higher levels of satisfaction with a brand's products or services lead to increased con-
sumet loyalty.

Loyalty, the ultimate outcome of emotional attachment and satisfaction, includes
behavioral loyalty (repeat purchases) and attitudinal loyalty (strong brand commit-
ment) (Dick and Basu 1994). Consumers who feel emotionally attached and satisfied
are more likely to exhibit loyalty behaviors, reinforcing the consumer-brand rela-
tionship and fostering long-term profitability (Morgan and Hunt 1994).

| H4: Emotional attachment to a brand positively influences consumer loyalty.

Satisfaction is closely linked to emotional attachment and loyalty, serving as a medi-
ator between them. High levels of emotional attachment increase satisfaction, which
enhances loyalty behaviors (Japutra et al. 2014). Additionally, satisfaction mediates the
relationship between brand attributes and emotional attachment, demonstrating how
positive brand experiences foster emotional bonds and loyalty (Park et al. 2006).
| H5: Satisfaction with a brand's products or services mediates the relationship between
emotional attachment and consumer loyalty behaviors.

———————— ‘ Emotional Attachment j

H4
[ H2
(l H1 l
Satisfaction H3 > Loyalty
A
—————————— HS - — — — — — — — — — —

FIGURE 1: THE CONCEPTUAL FRAMEWORK
SOURCE: AUTHORS
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4 Methodology The primary objective of this study is to examine how emotion-
al attachment influences consumer satisfaction and loyalty within the context of an
Algerian brand (BIMO). Specifically, the study tests whether satisfaction mediates the
relationship between emotional attachment and loyalty.

This study adopted a quantitative, survey-based research design to assess the
causal relationships between emotional attachment, satisfaction, and loyalty. A
cross-sectional approach was used to gather data from participants at a single point
in time.

A non-probability convenience sampling technique was employed for its prac-
ticality in quickly reaching a wide range of Algerian consumers quickly. While this
method may limit generalizability, it is considered suitable for exploratory research
in emerging markets like Algeria.

Before full deployment, the survey instrument was pre-tested on a small pilot
sample of 18 participants to ensure clarity, language appropriateness, and contextu-
al relevance within the Algerian consumer market. Minor wording adjustments were
made to enhance comprehension, particularly for translated items in the Arabic and
French versions. To assess internal consistency, Cronbach’s alpha coefficients were
calculated for each construct. All scales demonstrated acceptable reliability, with
values exceeding the commonly accepted threshold of 0.70.

A total of 205 valid responses were collected. The sample size aligns with empir-
ical social science norms and exceeds the minimum requirement for regression and
mediation analysis (rule of thumb: 10 - 15 participants per predictor).

Data was collected primarily via an online questionnaire distributed through
social media platforms like Instagram, Facebook, and LinkedIn. The questionnaire
included validated scales from existing literature and was distributed in English,
French, and Arabic to ensure better comprehension among Algerian consumers. Par-
ticipation was voluntary and anonymous. No identifying personal data was collected.
Respondents were informed about the study's academic purpose and gave implicit
consent by submitting the survey.

The collected data was analyzed using IBM SPSS Statistics version 26 along with
the PROCESS macro developed by Hayes (2022) to test both direct and mediating rela-
tionships among the variables. Simple linear regression analyses were conducted to
test the direct effects between emotional attachment, satisfaction, and loyalty, cor-
responding to Hypotheses H1 to H4. To examine the mediating role of satisfaction in
the relationship between emotional attachment and loyalty (Hypothesis H5), a me-
diation analysis was performed using Model 4 of the PROCESS macro. The analysis
employed 5,000 bootstrap resamples and bias-corrected 95% confidence intervals to
assess the significance of the indirect effect.

Statistical significance was set at p<0.05. The interpretation of results was based
on R? values, standardized beta coefficients (B), F-statistics, and p-values. This ana-
lytic framework provides a rigorous means of validating the hypothesized model by
evaluating both direct and indirect pathways between the core constructs.

BIMO, a leading Algerian brand known for its confectionery products, serves as
the case study due to its strong market presence and ability to create emotional con-
nections with consumers. This focus aims to shed light on how emotional attach-
ment influences consumer satisfaction and loyalty.
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5 Data analysis and results The collected data was analyzed to test the
study’s hypotheses regarding the relationships between emotional attachment, sat-
isfaction, and loyalty. Regression and mediation analyses examined the strength
and significance of these relationships, particularly how emotional attachment in-
fluences consumer satisfaction and how both constructs contribute to consumer
loyalty.

5.1 Hypotheses 1 and 2: Emotional attachment and satisfaction Sim-
ple linear regression tested the relationship between emotional attachment and
consumer satisfaction. Hypothesis 1 posited that higher emotional attachment
corresponds with higher satisfaction, while Hypothesis 2 proposed that greater sat-
isfaction strengthens emotional attachment. The regression results show a strong
and statistically significant relationship (R=0.774, R®=0.599, F(1, 204)=305.288,
p<0.05), indicating that emotional attachment explains nearly 60% of the variance
in satisfaction. The standardized coefficient p=0.774 highlights the robust link be-
tween these variables. Findings support a strong relationship between emotion-
al attachment and satisfaction, suggesting mutual reinforcement between the two
constructs.

5.2 Hypothesis 3: Satisfaction and loyalty Hypothesis 3 examined whether
consumer satisfaction significantly predicts loyalty. A simple linear regression was
conducted with satisfaction as the independent variable and loyalty as the depend-
ent variable. The model demonstrated a strong and statistically significant relation-
ship between the two constructs (R?=0.711, F(1, 204)=502.605, p<0.05), with satisfaction
explaining 71.1% of the variance in loyalty. The standardized coefficient was $=0.843
reflecting the strong positive effect, confirming that satisfaction is crucial for loyal-
ty, reinforcing the importance of maintaining high satisfaction levels to secure con-
sumer commitment. This aligns with established marketing literature suggesting
that positive post-purchase evaluations lead to stronger consumer commitment and
repeated purchasing behavior.

5.3 Hypothesis 4: Emotional attachment and loyalty Another simple re-
gression tested if emotional attachment positively impacts consumer loyalty. Find-
ings revealed significant model utility (F(1, 204)=646.964, p<0.05) with an adjusted R?
of 0.760, showing that emotional attachment explains 76% of loyalty variance. The
standardized regression coefficient was p=0.872 (p<0.05) confirming that deep emo-
tional connections to a brand, exemplified by BIMO, foster consumer loyalty. The
strength of this relationship underscores the importance of emotional engagement
in branding, as it contributes not only to attitudinal loyalty but also to sustained
consumer behavior over time.
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TABLE 1: REGRESSION SUMMARY TABLE (H1- H4)
SOURCE: AUTHORS, FROM SPSS VER. 26

5.4 Hypothesis 5: Emotional attachment, satisfaction and loyalty To eval-
uate Hypothesis 5, a mediation analysis was conducted using PROCESS Macro Mod-
el 4 (Hayes 2022) to assess whether satisfaction mediates the relationship between
emotional attachment (independent variable) and loyalty (dependent variable). The
analysis was based on 5,000 bootstrap resamples and a 95% confidence interval, con-
sistent with robust mediation testing standards.

Results indicated that emotional attachment was positively associated with
satisfaction (a=0.6945), and satisfaction, in turn, was significantly associated with
loyalty (b=0.4514). The indirect effect of emotional attachment on loyalty through
satisfaction was ab=0.3135, with a 95% bootstrap confidence interval ranging from
0.2146 to 0.4220. As the interval does not contain zero, this supports a statistically
significant mediation effect. These findings suggest that satisfaction plays a medi-
ating role in the relationship between emotional attachment and loyalty, amplifying
the overall effect of emotional attachment when consumers report high satisfaction.

Results of Mediation Analysis

R?*=.5994 R?=.8310

F(1, 204)=305.2882, p<.001 F(2, 203)=499.0381, p<.001

TABLE 2: RESULTS OF MEDIATION ANALYSIS
SOURCE: AUTHORS, FROM SPSS VER. 26

22

Hy- Inde- Depen- R R* Adj. B B (un- SE F-sta- p-va- Satisfaction
pothe- | pendent dent R? (stan- | stan- (B) tistic lue
sis variable variable dardi- | dardi-
zed) zed) 6045
H1 Emotio- Satisfac- 0.774 0.599 0.597 0.774 69.452 3.975 305.288 <0.05
nal at- tion
tachment
H2 Satisfacc | Emotio- | 0774 | 0599 | 0597 | 0774 | 0.863 | 0.049 | 305.288 | <0.05
tion nal  at- Emotional Attachment - g Loyalty
tachment 2268
H3 Satisfac- Loyalty 0.843 0.71 0.710 0.843 0.009 0.000 502.605 <0.05
tion FIGURE 2: THE MEDIATION MODEL
H4 Emotio- Loyalty 0.872 | 0760 | 0759 | 0.872 | 0.840 | 0.033 | 646.964 | <0.05 SOURCE: AUTHORS
nal at-
tachment 6 Conclusiony This study highlights the significance of emotional attach-

ment in shaping consumer perceptions and behaviors toward brands. It explored the
factors influencing emotional attachment, including brand-self congruence, brand
personality, consumer experience, and perceived value (Sirgy 1982; Aaker 1997; Es-
calas and Bettman 2003; Schmitt 1999; Holbrook and Schindler 2003; Oliver 1999;
Chaudhuri and Holbrook 2001; Keller 1993; Zeitham] 1988), which foster deep emo-
tional bonds that drive loyalty and advocacy (Thomson, MacInnis and Park 2005;
Park et al. 2006).

Data analysis confirmed that higher emotional attachment correlates with
greater satisfaction and that satisfaction predicts consumer loyalty, accounting for
71.1% of the variance (Oliver 1999). Emotional attachment was also a strong predic-
tor of loyalty (Thomson et al. 2005). Moreover, satisfaction mediates the relationship
between emotional attachment and loyalty, indicating that satisfied consumers are
more likely to remain loyal (Japutra et al. 2014).

7 Research limitations & directions for future researchy Despite valuable
insights, this study has limitations. Firstly, the use of convenience sampling restricts
the generalizability of the findings; future research should employ random sampling
for better representativeness. Secondly, the cross-sectional design captures data at
a single point in time, whereas longitudinal studies could offer deeper insights into

M (Satisfaction) Y (Loyalty) the evolution of emotional attachment and loyalty (Park et al. 2006). Lastly, focusing
R — B e . B B SE . B on a single b%and, BIMO, may hmlt.the applicability o'f results; f.utl%re studies should
explore multiple brands across various sectors to validate the findings.
X (Emotional | a | .6945 | .0397 | .0000 7742 | ¢ | .5268 ‘0439 | .0000 | .5466 Future studies could explore several key areas based on these findings. First,
Attachment) longitudinal research is essential for understanding how emotional attachment, sat-
(': P ) ) ) ) b | 4514 0490 | .0000 | .4202 isfaction, and loyalty evolve over time. Second, examining a broader range of brands
atisfaction

and industries would enhance the generalizability of results beyond BIMO and iden-
tify industry-specific factors (Schmalz and Orth 2012).

Third, investigating the influence of digital and social media on consum-
er-brand interactions is crucial, as these platforms significantly shape emotional
bonds. Lastly, considering cultural contexts can reveal how cultural differences im-
pact consumer behavior and brand attachment (Ghorbanzadeh and Rahehagh 2021).
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In conclusion, this study emphasizes the importance of emotional attachment
in driving consumer satisfaction and loyalty. Understanding the factors that foster
these bonds can help brands strengthen relationships and build long-term loyalty.
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Vplyv emociondlnej viizby na vernost znacke: Pripadovd Stiidia alZirskych spotrebitelov

Tento vyskum sa zaoberd vplyvom citovej vizby na sprdvanie spotrebitelov, pricom sa zameriava na jej vplyv na spokojnost a lo-
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STRATEGICKY MARKETING

A TALENT MANAZMENT

V PODPORE REINTEGRACIE ZIEN
PO RODICOVSKEJ DOVOLENKE

Prispevok sa zameriava na talent manaZment ako siicast strategického marketin-

gu v organizaciach poskytuijticich socidlne sluzby na Slovensku. Na zaklade kvantita-
tivneho vyskumu realizovaného medzi 236 respondentmi z r6znych organizicii bola
analyzovana miera implementdcie talent manaZmentu a jeho vyznam pre podporu za-
mestnancov, najma Zien vracajlicich sa do prace po materskej a rodi¢ovskej dovolen-
ke. Vyskum vyuZil dotaznik zamerany na prax v oblasti riadenia [udskych zdrojov a
internej komunikacie. Na spracovanie tidajov boli aplikované frekvenéné analyzy, in-
tervaly spolahlivosti a binomické testy. Vysledky poukazuiji na nizku trovei syste-
matickej aplikicie talent manaZmentu, napriek jeho potencidlu zlepsit lojalitu, zniZit
fluktuaciu a posilnit atraktivitu organizacie ako zamestnavatela. Prispevok zd6raz-
fiuje potrebu integracie talent manaZmentu do celkovej stratégie riadenia ludskych
zdrojov a strategického marketingu so zretelom na rovnost prileZitosti. Okrem teore-
tickych implikacii prispieva studia k praktickym odporicaniam pre organizacie, kto-
ré chci zlepsit podporu zamestnancov, stabilitu pracovného kolektivu a posilnit svoju
znacku zamestnavatela. Vysledky zaroveii podéiarkuji déleZitost strategického pri-
stupu k riadeniu ludskych zdrojov a marketingu v sektore socidlnych sluzieb pre za-
bezpecenie kvality a kontinuity poskytovanych sluZieb.

1U0vod Kazda vymena zamestnanca pre organiziciu znamend nemalé financ-
né ndaklady, ktoré sa od vyberového konania az po zapracovanie pohybuji radovo
v stovkach eur. Lojdlny a stabilny pracovnik sa tak stdva vysoko hodnotnym akti-
vom. V sektore socidlnych sluzieb tento jav nadobtida mimoriadny vyznam, nakol'ko
praca v nom ma vysoko interpersondlny charakter, v désledku ¢oho si vyzaduje kvali-
fikovanych a angazovanych zamestnancov, ktori sd pripraveni Celit variabilnym vy-
zZvam praxe.

Prioritou pri zabezpecen{ stability timu sa tak stdava aj podpora Zien, ktoré sa po
materskej a rodicovskej dovolenke vracaji spat do zamestnania. Prave ony predsta-
vuju skiseny a cenny persondl, ktory disponuje vedomostami o chode a potrebach
organizdcie, o potrebach klientov a o procesoch, v désledku ¢oho sd pre organizaciu
nenahraditelné. Organizacie tak stoja pred tlohou, vytvorit také pracovné podmien-
ky, ktoré im umoznia plynuly navrat do pracovného Zivota, a zdroven posilnia ich lo-
jalitu, motivdciu a celkové pracovné nasadenie. Uspesnost tohto procesu m4 totiZ
priamy vplyv na stabilitu pracovného kolektivu, kvalitu poskytovanych socidlnych
sluzieb aj atraktivitu organizdcie ako zamestndavatela.
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Ué¢innym riesenim, ako tento stav zlepsit, je aplikdcia talent manaZmentu, kto-
ry v sebe zahfna systematické pritahovanie, identifikovanie, rozvoj a udrzanie za-
mestnancov (Ali Taha a Sirkova 2012, s. 18), a pontika tak efektivny rdmec na podporu
zamestnankyn pri ich reintegracii, a zdroven prispieva k budovaniu silnej znacky
zamestnavatela. Jeho tispes$nd realizdcia a adresnd komunikacia so zamestnancami
v sebe nest aj marketingovy rozmer - vytvara dobré meno organizacie, pritahuje kva-
litnych pracovnikov, zvysuje atraktivitu zamestndvatela a posiliiuje jeho postavenie
v ociach Sirokej ale aj odbornej verejnosti. Vnimame, Ze podpora zamestnankyn pri
navrate do zamestnania nielen persondlnou zalezitostou, ale stdva sa délezitym prv-
kom strategického marketingu organizacie.

Predkladana $tidia m4 za ciel preskimat tlohu talent manazmentu ako sticas-
ti strategického marketingu v socidlnych sluzbach a jeho vplyv na podporu reinteg-
racie zien po materskej dovolenke.

2 Teoretické vychodiska Rozvoj zamestnancov je rozhodujicim faktorom
tspechu kazdej organizacie ¢i institticie. Tento proces moze byt systematicky riade-

ny prostrednictvom stratégie talent manazmentu, ktora vo svojej podstate podporuje
tak profesiondlny rast jednotlivca, ako aj posilnenie celkovej vykonnosti a konkuren-
cieschopnosti zamestnavatela.
Uz v roku 1997 poradenska firma McKinsey & Company (McDonnel et al. 2017)
v ramci svojej publikovanej Stidie predpokladd, Ze medzi najispesnejsie organizacie
budd patrit prave tie, ktoré si ako strategickd prioritu urcia prildkanie, rozvoj a udrza-
nie kltdcovych zamestnancov. Podobné uvaZovanie prezentuje Egerovi et al. (2013), ktora
akcentuje, Ze nejde o revoluénid novinku poslednych rokov, ale o systematicki ¢innost,
ktora sa vo svete rozvija uz od 80. rokov 20. storoc¢ia. V sticasnosti preto disponujeme
mnozstvom jeho definicii, napr. Lukac (2012, s. 3) ho definuje ako ,stihrn aktivit, na-
strojov a procesov, smerujtcich k identifikacii, motivacii, stabiliz4cii a rozvoju talentov
organizdcie a inStitucie, a zabezpeceniu vyuzitia ich potencialu s cielom efektivne vyko-
ndvat dlohy v stilade s budticimi potrebami a trendmi”. Sojka (2013) na zdklade charak-
teristiky Chartered Institute of Personnel and Development vysvetluje tento proces ako
,Systematické prilakanie, identifikovanie, rozvoj, angazovanie, umiestiiovanie a udr-
zanie jednotlivcov s vysokym potencidlom, ktori vytvaraji vyznamni hodnotu pre or-
ganizaciu”. Pre potreby nasej prace povaZzujeme za najvhodnej$iu charakteristiku od
autorov Cannona a McGee (Horvathovi et al. 2014), ktori ho vnimajd predovsetkym ako
riadenie zamerané na identifikdciu, vedenie a rozvoj zamestnancov organizacie, a to
tak s ohladom na ich sti¢asné, ako aj budtice potreby. Medzi jeho integrdlne stcasti radi:
| vypracovanie stratégie na identifikdciu skutoénosti, ¢o organizacia potrebuje
na splnenie a maximalizdciu poZiadaviek podnikatelského pldnu nielen v sti-
¢asnosti, ale aj v budtiicnosti,
| konfiguricia procesov na meranie pozadovanych a dostupnych sposobilosti,
| konfigurdcia 8kaly vyvojovych ndstrojov a procesov s cielom zohladnit indivi-
dudlne potreby zamestnancov,
| identifikovanie efektivnych pristupov, pomocou ktorych si organizdcia udr-
zi kltdcovych pracovnikov, a podpori tak svoj celkovy tspech a konkurencie-
schopnost,
| tvorba flexibilnych pristupov na vedenie rokovani so zamestnancami, ktorych
vykon nezodpoveda nastavenym Standardom organizacie,
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| 2 hodnotenie vplyvu uplatiiovanych stratégii v organizdcii s cielom ich tpra-
vy a aktualizacie, aby aj nadalej podporovali vysoki vykonnost v sticasnosti aj
v budtdcnosti.

Medzi jeho hlavné prinosy podla Horvathovej (2010) patri napr. to, Ze zamestnanci
v ovela vidsej miere prispievaji k napliianiu stratégif a cielov organizacie, zniZenie
nédkladov, ktoré stvisia s fluktudciou a ndborom novych pracovnikov, organizacia zis-
kava status vyhladdavaného a atraktivneho zamestndavatela ¢i dochddza k efektivne-
mu planovaniu nastupnictva a obsadzovaniu klticovych pozicii. Analytické pristupy
podobného charakteru prezentuji aj Egerova et al. (2013), ktori zdéraznuji vyznam
odborného rozvoja talentov pre rieSenie komplexnych tloh a identifikiciu ich sil-
nych stranok. Efektivne vyuzivanie talentového potencidlu je pritom nevyhnutné pre
dosahovanie strategickych cielov organizacie. Zaroven tento proces vytvara funda-
ment pre systematickd starostlivost o pracovnikov a implementdaciu spravodlivych
motivaénych a odmefiovacich mechanizmov.

Sme presvedcenti, Ze ide o stratégiu, pri ktorej prevazujui pozitivne aspekty nad
negativnymi, av8ak, ich zohladnenie je nevyhnutné v rdmci jej aplikacie. Medzi iden-
tifikované obmedzenia patri podla Cannona a McGeeho (Savov 2019) napriklad izola-
cia talentov, nadmernd snaha o sebareklamu, prehliadanie talentov, ktoré nedokazu
adekvitne prezentovat svoje schopnosti, ako aj nedostatok relevantnych informacii
o talentoch, ¢o méze viest k neadekvatnym rozhodnutiam. K tymto zisteniam dopliia
Kwiecieni (Egerova et al. 2013) dals$ie vyzvy, ako st limitovany pocet dostupnych talen-
tov a obmedzené zdroje ich ziskavania, meniace sa priority organizacii, rastici roz-
sah pracovnych prileZitosti, problémy s rovnovihou medzi pracovnym a sikromnym
zivotom, netrpezlivost stvisiaca s kariérnym rastom, intenzivna konkurencia o ta-
lenty, odmenovanie zaloZené na vykone, pracovné pretazenie, ako aj odludstenie pra-
covného prostredia v dosledku vytvdrania virtudlnych organizacii.

K fundamentdlnym principom talent manaZzmentu Sojka (2013) radi: zhoda vset-
kych realizovanych aktivit talent manazmentu v silade s organizacnou stratégiou,
zakotvenie stratégie v organizacnej kulttre, selektivny pristup organizacie voci za-
mestnancom, konzistencia realizovanych principov a praktik ¢i zainteresovanost
vSetkych zamestnancov do prebiehajticich procesov. Uzatvarajlic doterajsie tvahy,
povazujeme za vhodné doplnit ich o principy Stahla, ktoré vychadzaji z jeho prak-
tickych skisenosti (Egerova et al. 2013). Radi medzi nich napr. definovanie talentu
v kontexte konkrétnej organizacie, integracia stratégie talent manaZzmentu so stra-
tégiou Iudskych zdrojov, zabezpecenie vniitornej konzistencie a formovanie a vyber
pracovnych timov na zdklade poziadaviek talentov.

Vyskumy zamerané na talent manazment systematicky potvrdzujd vyznam tej-
to oblasti pre udrzanie konkurencieschopnosti a efektivnosti organizacii. Praca Faj-
¢ikovej, Fejfarovej a Urbancovej (2016) s ndzvom Employee Development by Talent
Management Implementation identifikuje vztah medzi realizdciou aktivit sdvisia-
cich s talent manaZzmentom a velkostou organizicie. Jednym zo zdsadnych ziste-
ni bolo, Ze organizdcie implementuju tito stratégiu nezdvisle od sektora, v ktorom
posobia. Na druhej strane poukdzali na to, Ze aZ 54.8% organizacii v Ceskej republi-
ke tuto stratégiu nevyuziva, iba 11.5% ju zaviedlo a 46.5% ju povaZzuje za nepotrebnd.
Vyskum dalej odhaluje r6zne dal$ie aspekty tykajtice sa aplikacie talent manaZzmen-
tu v praxi. Na rozdiel od uvedeného vyskumnad $tidia The Towers Watson Global

29



TEXT | MICHAELA STEFANOVA

30

Workforce Study (2012) akcentuje skutoc¢nost, Ze aZ 40% zamestnancov opusta orga-
nizdcie ¢i institdcie z dovodu nedostatonych moznosti kariérneho rastu. V sdvis-
losti so situdciou Zien na trhu prace prindsaji zaujimavé poznatky Festing, Kornau
a Schifer (2014) vo svojej praci Myslite Talent - Myslite muzi? Komparativna analyza
pripadovych §tidif o zacleniovani rodu do praxe talent manazmentu v nemeckom me-
didlnom priemysle. Jednym z ich zisteni je, Ze dve spolo¢nosti zapojené do vyskumu
sice deklaruji vyznam rodovej diverzity na vedicich poziciach, avSak podiel Zien na
roéznych drovniach sa vyrazne 118i, pricom na vstupnej irovni predstavujui Zeny 40%
v prvej spolo¢nosti a 50% v druhej, na poziciach s disciplindrnou zodpovednostou je
to 26% a 37% a v rade riaditelov len 0% a 33%.

Napriek rasticemu zdujmu zahrani¢nych i domacich odbornikov o ttito proble-
matiku nds zaujalo, Ze sme nenasli Ziadne Sttidie, ktoré by sa vyluéne zameriavali na
oblast socidlnej prace. Horvithova (2011, 155) v tychto kontextoch zdérazniuje, Ze ta-
lent manaZment sa v praxi uplatiiuje v réznych typoch organizacii a instittdcii ¢im
vyrazne prispieva k dosahovaniu ich cielov, maximalizécii zisku a vynosov, zvySova-
niu konkurencieschopnosti a zabezpeceniu prezitia organizacie. V prezentovanych
kontextoch je dblezitym zistenim z vyskumu Kormancovej (2011, s. 132) skuto¢nost,
Ze stratégia talent manaZmentu na Slovensku nachadza najcastejsie uplatnenie pre-
dovSetkym v organizdcidch a institdcidch orientovanych najma na poskytovanie slu-
Zieb (4.52% respondentov), pricom len minimdlne (1.74%) je jej vyuZzitie zaznamenané
vo vyrobnych podnikoch.

Vychddzajtic z vyssie uvedeného vnimame, Ze talent manazment predstavuje
efektivny néstroj riadenia Iudskych zdrojov, ktory modze byt neoddelitelnou stéas-
tou strategického marketingu organizacie najma v sektore socidlnych sluzieb. Jeho
vymedzenie pontka Kotler (Jedlicka 2004, s. 21), ktory ho chédpe ako ,marketingovi
logiku, ktorou podnik dosahuje svoje marketingové ciele. Marketingova stratégia po-
zostdva z rozhodnuti o ndkladoch marketingu, o marketingovom mixe a o alok4cii
marketingovych zdrojov vo vztahu k ocakdvanym environmentdlnym a konkurenc-
nym podmienkam”. Marketingovdi koncepciu zhodne s Karaffovou (2016) neiden-
tifikujeme ako autonémny fragment v organizacii, ale chdpeme ju holisticky ako
systém vzajomne prepojenych procesov a javov, ktorého sticastou st zdkladné zlozky
ako vztahovy marketing, integrovany marketing, interny marketing a spolocensky
zodpovedny marketing, pricom internd komunikacia predstavuje prierez vsetkymi
oblastami organizicie. Uvedené zlozky vnimame ako nosné pre efektivne riadenie
a motivaciu socidlnych pracovnikov, pretozZe sa pri vykone svojej profesie stavaji vy-
znamnym ¢ldnkom - mostom, prostrednictvom ktorého je socidlna praca sprostred-
kovand klientom (Ondrusova 2009, In: LovdSova 2014, s. 39).

Dzupina (2017) poukazuje, Ze cielom vztahového marketingu je vytvarat pevné
vazby v horizontdlnej rovine. Jadrom tohto pristupu je budovanie dlhodobych, sta-
bilnych vztahov so vSetkymi subjektami, ktoré nejakym spésobom ovplyviiuji chod
organizdcie. Vzniknutd marketingova siet sa tak stdva hodnotnym zdrojom pre orga-
nizaciu, nakolko posiliiuje vernost a timovi spoluprdcu medzi zamestnancami, ¢o je
klicovym prvkom aj pre efektivny talent manazment. Na rozdiel od uvedeného integ-
rovany marketing mozno zjednoduSene charakterizovat ako proces vytvarania a ko-
munikacie hodnoty prostrednictvom marketingovej koncepcie. Firemné hodnoty by
pritom mali byt zrozumitelne sprostredkované predovSetkym manazmentom a kld-
covymi zamestnancami (Karaffovad 2016). Zdsadnou ¢innostou pri internom marke-
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tingu je budovanie jednotnej a Siroko akceptovanej podnikovej kultiry, zaloZenej
na zdkladnych hodnotdch organizacie. Podnikova kultira zdroven tvori neoddeli-
teInd stcast podnikovej identity (DZupina 2017). Spoloc¢ensky zodpovedny marketing
okrem uvedeného zohladnuje aj témy celospolocenského zdujmu a zapdja zamest-
nancov do prospes$nych aktivit, ako si dobrovolnictvo, darovanie krvi ¢i vzdeldva-
nie (Karaffova 2016). Vyssie prezentované skutoc¢nosti upeviiuji silad zamestnancov
s hodnotami organizacie a podporujt ich trvaly osobnostny i odborny rast, ktory tvo-
ri zdklad Gispesného talent manaZzmentu v socidlnej praci.

V ramci strategického marketingu rozpozndvame aj orientdciu na stratégie, kto-
ré podporuji konkurencieschopnost. T4 Borovsky (2005, s. 9) vymedzil ako schopnost
podniku pontikat rovnaké alebo lepsie podmienky zdakaznikovi. Nie vSetky faktory,
ktoré ovplyviiuji konkurencieschopnost, st objektivne a meratelné; casto ide o sub-
jektivne vhimanie zdkaznikov, ktoré zavisi od ich o¢akavani, hodnét ¢i momentalnej
néalady. V socidlnej praci je tento aspekt obzvlast délezity, pretoZe spokojnost a vni-
manie kvality sluzieb zo strany klientov vyrazne ovplyviiuje reputdciu organizacie.
Konkurencieschopnost vtejto oblastitaktiez tizko stivisi s talent manazmentom, ked-
ze kvalifikovani a motivovani pracovnici st klticovi pre poskytovanie kvalitnych slu-
zieb a udrzanie si dobrého postavenia na trhu v oblasti socidlnej prace. Zaverom je do-
lezité poukézat na fakt, Ze internd komunikacia nosny marketingovy nastroj, a ma
v socidlnej praci obzvlast vyznamnd dlohu. Jej cielom je vytvorit lojalnych, spolahli-
vych, informovanych a predovSetkym motivovanych zamestnancov, ktori s produk-
tivnejsi a zosobniujd hodnoty firmy (Karaffova 2016). Vdaka nej je mozné efektivnejsie
identifikovat, rozvijat a udrziavat talentovanych pracovnikov, ¢im sa zabezpecuje
kontinuita a kvalita poskytovanych socidlnych sluzieb.

V suvislosti s problematikou talent manazmentu v socidlnych sluzbach, apli-
kujic optiku strategického manaZzmentu, mézeme Cerpat inSpiraciu aj z pristupov
udrzatelného marketingu. Vyskumné zistenia Smolku et al. (2021) zddraziujy, Ze
preferencie klientov sa vyznamne postivaji smerom k produktom a sluzbam s jas-
ne komunikovanymi environmentdlnymi cielmi a transparentnym pévodom. Svojou
pracou zaroven potvrdili, Ze postoje k udrzatelnosti sa 1isia podla generacii, pricom
mladsie generdcie dlhodobo uprednostiiuji environmentdlne zodpovedné rieSenia.
V zévere svojho vyskumu poukazuji na to, Ze environmentdlna zodpovednost je ne-
oddelitelnou sticastou marketingovej stratégie a vhima sa aj ako konkurenc¢na vyho-
da. Prenesené do kontextu socidlnej prace to znamen4d, Ze marketingovy pristup so
zameranim na vnutorné procesy by mal zahffiat prvky udrzatelnosti, ako sd napri-
klad transparentnost stratégii orientovanych na rozvoj ludskych zdrojov, podpora
diverzity, dlhodobé rozvojové plany a rodovo citlivé politiky. Tieto opatrenia napo-
méhaji budovaniu dovery medzi zamestnancami, posiliiuji organizacnd kultiru
a prispievaju k znizovaniu fluktuécie, ¢o je v tomto sektore mimoriadne ddlezité.
V stvislosti s udrzatelnostou uvadza Flores (2022), Ze v mexickom regidéne Baja Cali-
fornia sa zistilo, Ze hoci kultira udrzatelnosti v podnikoch este nie je pevne zakotve-
né, zamestnanci vnimajd potrebu prepojenia firemnych cielov s environmentalnymi
a spolocenskymi hodnotami. Udrzatelny marketing v tomto kontexte zdoraznuje po-
trebu merat nielen ekonomické vystupy, ale aj kvalitativne ukazovatele - napriklad
spokojnost a angazovanost zamestnancov, kultiru organizacie a dopad na komuni-
tu. Tento pristup vytvara predpoklad na budovanie podnikovej kulttiry, ktord pod-
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poruje dlhodobé vztahy, lojalitu a vnitornu identifikdciu zamestnancov s poslanim
organizdcie - ¢o st zdkladné piliere ispesného talent manazmentu v socidlnej praci.

Implementdcia talent manazmentu v socidlnej praci musi zohladfiovat nielen
potreby jednotlivcov, ale aj spoloCenské zaujmy, a to napr. prostrednictvom mar-
ketingového pristupu. Mazurkiewicz-Pizlo a Pizto (2016) vnimaji, Ze marketing by
mal zohladiiovat nielen potreby jednotlivcov, ale aj zdujmy 8irS§ich komunit a spo-
lo¢nosti ako celku. Organizdacie by sa pri aplikacii tohto pristupu mali orientovat na
tri klicové oblasti, a to implementaciu stanovenych cielov, vytvaranie hodnoty pre
klientov a prinos pre spolo¢nost. Spektrum ¢innosti prospesnych pre spolo¢nost za-
hrna napriklad ochranu Zivotného prostredia, prevenciu zdravia, podporu zdravého
zivotného §tylu ¢i realizdciu cielov neziskovych organizacii. Takyto pristup prispie-
va k stabilite pracovného kolektivu, a zaroven posiliiuje atraktivitu zamestnavatela.

Domnievame sa, Ze takto ponaty talent manazment v oblasti socidlnej prace
moze prispiet k podpore Zien, ktoré sa po materskej a rodicovskej dovolenke vracaji
na trh prace. Snahu o rovnaké a spravodlivé zaobchddzanie so Zenami a muzmi ne-
vidime len v kontexte trhu prace, ale povazujeme ju za nevyhnutni investiciu do bu-
didcnosti celej spolo¢nosti. Tento proces je dlhodoby a uz prindsa pozitivne vysledky,
avSak charakteristiky pracovnych trhov v r6znych krajinach stdle ukazuju, Ze tato
téma zostdva mimoriadne aktudlna. Eurépsky institit pre rodovi rovnost (2017) vo
svojej §tudii zdoraznuje, Ze zeny v Eurépskej inii zardbaji v priemere o 16.1% menej
neZ muZi. Dalej upozoriiuje na to, Ze rozdiel v miere zamestnanosti medzi muZzmi
a Zenami v EU dosahuje 11.6% a tento rozdiel sa zviésuje s rasticim poétom deti v do-
maéacnosti. Bosa (Balogova 2012, s. 148) poukazuje na to, Ze nerovné postavenie muzov
a zien na trhu prace, nielen na Slovensku, vyplyva z pretrvavajicich rodovych stere-
otypov. Jednym z najvyznamnejsich je podla autorky stereotypna delba préace, ktora
sa odradza v rozdeleni medzi verejnd a sikromndt sféru, a jej dosledky stidle ovplyv-
nuju spolocenské a pracovné vztahy. Danielova a Lauko (2014) akcentuju to, Ze Zeny
Casto Celia r6znym prekdzkam brdniacim kariérnemu postupu, ktoré si metaforic-
ky oznacované ako skleneny strop, skleneny tites, skleneny vytah, drevené potrubie
Ci lepkava podlaha. Vzhladom na pretrvavajtice stereotypy je nevyhnutné podporit
zeny vracajice sa po materskej a rodicovskej dovolenke na trh prace, pretoze sud to
ony, ktoré Casto Celia prekdzkam ako nedostatocna flexibilita ¢i nerovnaké Sance na
budovanie kariéry. Talent manazment v socidlnej praci moéze ulahéit ich ndvrat, ¢im
prispeje k ich spokojnosti aj k rozvoju spolo¢nosti.

Najnovsie data plyntce z prieskumu agenttiry IPSOS pre OZ Pracujlice mamy, sig-
nalizujui vyrazny trend kariérnych zmien u tychto Zien. Hirschnerova a Mihalikova
(2024) vymedzujt, Ze v roku 2022 zmenu zamestnévatela po navrate z materskej ¢i ro-
dicovskej dovolenky uviedlo 48% Zien, pricom v sticasnosti hovorime az o 57%. V tych-
to kontextoch Tanuskova (2021) poukédzala na skuto¢nost, Ze zamestnankyne a matky
na Slovensku vyzdvihujd potrebu rovnovahy medzi pracovnym a stikromnym Zivo-
tom. Identifikovala délezitost flexibility, kratSich pracovnych tviazkov ¢i moznosti
priniest dieta do price. Medzi najvyznamnejSie opatrenia podla autorky patrili:

| pldnovanie pordd v préci v Case, ked je pre zamestnankyne dostupnd §tandard-
na starostlivost o deti,

| praca z domu, pri ktorej nie je nutné Zziadne $pecidlne dohodovanie alebo po-
volenia vopred,
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| skrdteny ivazok, ktory sa po ndvrate z materskej a rodi¢ovskej dovolenky po-
stupne predlzuje (Tanuskova 2021).

Na zaver mozno zdOraznit, Ze talent manazment je klicovym a efektivnhym ndastro-
jom strategického riadenia ludskych zdrojov, ktory vyznamne prispieva k zvySeniu
konkurencieschopnosti a udrzatelnosti organizacii, obzvlast v sektore socidlnych
sluzieb. Vzhladom na neustdle meniace sa podmienky pracovného trhu je nevyhnut-
né klast déraz na rozvoj a podporu talentov s dérazom na inkluzivny pristup, ktory
reflektuje $pecifické potreby réznych skupin zamestnancov. Vnimame, Ze systema-
ticky talent manaZment disponuje nastrojmi, ktoré mézu vyznamne pomoéct pri
névrate Zien z materskej a rodicovskej dovolenky. Medzi takéto opatrenia patri na-
priklad vytvorenie individudlneho navratového a rozvojového planu, zaradenie do
talent poolu, ¢i zabezpecenie mentoringu a flexibilnych pracovnych podmienok vra-
tane prace z domu. Rovnako je dolezité planovat pracovné stretnutia tak, aby zodpo-
vedali asovym mozZnostiam matiek a udrziavat s nimi kontakt aj poc¢as dovolenky.
Nezanedbatelné je aj pravidelné poskytovanie spitnej vizby a zistovanie spokojnos-
ti po navrate do prace.

Otdzkou vsak zostdva, do akej miery st tieto principy a opatrenia aplikované
priamo v prostredi socidlnych sluzieb na Slovensku. Tdto problematiku sme presku-
mali prostrednictvom dotaznikového Setrenia, na ktoré nadvizuje dalsSia cast nasej
préace.

3 Metodika prace V nasledujtcej Casti prispevku predstavujeme metodiku em-
pirického vyskumu, ktory sme realizovali s cielom identifikovat Statisticky vyznamné

rozdiely v realizdcii talent manaZmentu medzi organizdciami poskytujicimi socidlne
sluzby na Slovensku. Jednym zo zadefinovanych ¢iastkovych cielov bolo aj analyzovat
vplyv organizacnych charakteristik, ako sd velkost organizacie, zameranie ¢innosti,
sektor pdsobenia ¢i existencia dtvaru Iudskych zdrojov, na realiziciu talent manazmen-
tu v organizaciach poskytujicich socidlne sluzby na Slovensku. Zohladnujuc teoreticki
zdkladnu prace, stanoveny vyskumny ciel bola naformulovana nasledujtca hypotéza:
| Hypotéza &. 1: Predpokladdme nizku mieru, resp. absenciu vyuZivania straté-
gie talent manaZzmentu v organizacidch poskytujicich socidlne sluzby na tdze-
mi Slovenskej republiky z hladiska ich fungovania.
| Pracovna hypotéza é&. 1: Predpokladdme signifikantnt stvislost medzi vyuZiva-
nim stratégie talent manazmentu v tychto organizacidch a velkostou organizacie.
| Pracovna hypotéza ¢. 2: Predpokladdme signifikantni stvislost medzi vyuzi-
vanim stratégie talent manazmentu a zameranim organizicie.
| Pracovnd hypotéza ¢. 3: Predpokladdme signifikantni stvislost medzi vyuzi-
vanim stratégie talent manaZmentu a sektorom, v ktorom organizacia posobi.
| Pracovna hypotéza &. 4: Predpokladdme signifikantni stvislost medzi vyu-
zivanim stratégie talent manaZmentu a existenciou ttvaru riadenia Iudskych
zdrojov v organizacii.

Nasou volbou pre zber dat bol uz overeny dotaznik Rozvoj ludskych zdrojov v or-
ganizacii, ktory vytvorila Kormancova (2011). Zdmerom bolo ziskat komplexny ob-
raz o rozvoji a manazmente Iudskych zdrojov, teda o schopnostiach a moznostiach
efektivneho vyuzitia ludského potencidlu zo strany pracovnikov a pracovnicok so-
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cidlnych sluzieb. Rozhodli sme sa dotaznik distribuovat elektronicky, a to najma
vzhladom na jeho nizke ndklady, rychlejsiu realiziciu v porovnani s papierovou ale-
bo osobnou distribticiou, Setrnost k Zivotnému prostrediu a moznost oslovit Siroky
okruh organizacii po celom Slovensku v relativne kratkom case. NavySe sme vyuZzi-
li ucelent databazu kontaktov z Centrdlneho registra poskytovatelov socidlnych slu-
Zieb. Zber dat prebiehal od decembra 2024 do 31. marca 2025. Tento ¢asovy rdmec sme
zvolili s cielom zabezpecit systematicky a dokladny zber inform4dcii, dosiahnut re-
prezentativnu vzorku a zabezpecit relevantnost odpovedi. Predpokladali sme, Ze po-
Cas tohto obdobia bude mozné oslovit dostatocny pocet respondentov.

V empirickej ¢asti prace sme pouzili viacero Statistickych metdd s cielom zabezpe-
¢it spolahlivi analyzu ziskanych dat a overenie stanovenych hypotéz. Na popis zaklad-
nych charakteristik vzorky a identifikdciu trendov sme aplikovali frekven¢né analyzy
a vypocty intervalov spolahlivosti, ktoré umoznuji odhadntt variabilitu a presnost
ziskanych vysledkov. Pre overenie rozdielov v implementacii talent manaZzmentu sme
pouzili binomicky test, ktory hodnoti, ¢i je pozorovany podiel vyrazne odlisny od pred-
pokladaného rozdelenia. Na skiimanie vztahov medzi kategorizovanymi premennymi
a testovanie hypotéz sme vyuzili chi-kvadrat test nezavislosti, ktory zistuje, ¢i existuje
Statisticky vyznamnd sivislost medzi premennymi, pricom vysledky sme doplnili o mie-
ru asocidcie pomocou Cramerovho V. V pripadoch nizkeho poc¢tu pozorovani v niekto-
rych bunkach sme pouzili Fisherov exaktny test, ktory poskytuje presnejsie hodnotenie
vyznamnosti v malych vzorkiach. Okrem toho sme aplikovali test pravdepodobnostné-
ho pomeru a Monte Carlo simulécie na overenie spolahlivosti vysledkov. Pouzité metédy
tak umoznili komplexné a presné vyhodnotenie miery vyuzivania talent manazmentu
v skiimanych organizaciach a vplyvu vybranych organizacnych charakteristik.

4 Vysledky a interpretdcia dat Vyskumnu vzorku tvorili zamestnanci oslove-
nych organizdcii, zastdvajuci r6zne pracovné pozicie. Cielom bolo oslovit ¢o najvacsi
pocet organizacii poskytujicich socidlne sluzby na tizemi bez ohladu na sektor péso-
benia, cielovid skupinu, velkost organizacie, vek ¢i pohlavie respondentov. Organiza-
cie boli vybrané na zdklade idajov z Centrdlneho registra poskytovatelov socidlnych
sluzieb na Slovensku. Databdza obsahovala celkom 5541 zaznamov organizacii po-
skytujicich socidlne sluzby. Pre vyber participantov sme zvolili trsovy vyber, pri
ktorom sme z kazdého kraja ndhodne vybrali 50 organizacii. Vyskumn4d vzorka tak
pozostadvala zo 400 respondentov. Tento pocet sme stanovili s ohladom na o¢akavany
nizky zdujem o vyskum, duplicity organizacii v registri a predpokladany nizky pocet
zamestnancov v tychto organizacidch. Snahou bolo dosiahnut priblizne rovhomerné
zastipenie respondentov z jednotlivych krajov. Pocet zaznamov podla jednotlivych
krajov je uvedeny v nasledujicej tabulke.

Kraj

BB kraj | BAkraj | KE kraj NRkraj | POkraj | TN kraj | TT kraj ZA kraj

Pocet 780 634 698 639 1030 546 479 736

TABULKA 1: PREHLAD POCTU POSKYTOVATELOV SOCIALNYCH SLUZIEB V CENTRALNOM REGISTRI
ZDROJ: AUTORKA
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Odstranenim duplicitnych zdznamov sa pocet vyrazne znizil, a to na celkovych 2277.
Prehlad poctov podla jednotlivych krajov je uvedeny v tabulke nizsie.
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Kraj

BBkraj | BAkraj | KEkraj | NRkraj | POkraj | TNkraj | TTkraj | ZA kraj

Pocet 329 263 291 282 374 265 217 256

TABULKA 2: PREHLAD POCTU POSKYTOVATELOV SOCIALNYCH SLUZIEB V CENTRALNOM REGISTRI PO ODSTRA-
NENI DUPLICIT
ZDROJ: AUTORKA

Miera navratnosti dotaznikov bola 59%. Z celkového poctu 236 respondentov bolo
179 zien (75.8%) a 57 muzov (24.2%), o v kone¢nom dosledku odrdza feminizaciu sek-
tora socidlnych sluzieb. V stvislosti so skimanou témou sme analyzovali aj roz-
delenie respondentov podla pohlavia a pracovnych pozicii v organizacii. Ako sa
ocakavalo, v sektore socidlnych sluzieb dominuji Zeny na vedtcich poziciach, co
plati aj pre vi¢sinu ostatnych kategdrii. Najpocetnejsie skupiny tvorili socidlni pra-
covnici, terénni socidlni pracovnici, inStruktori socidlnej rehabilitacie a odbor-
ni referenti. Najmenej zastipené boli pozicie v oblasti riadenia ludskych zdrojov
a personalistiky.

Pohlavie * Miesto posobenia Crosstabulation

Count
Miesto posobenia s ohladom na pohlavie respondentoy
BB kraj BA kraj KE kraj NR krai PO kraj TN kraj TT kraj Zakraj Total
Pohlavie muz 4 12 10 3 [ 9 7 5 57
Zena 25 26 22 20 23 22 20 21 179
Total 29 38 32 23 30 3 27 26 236

TABULKA 3: ROZDELENIE RESPONDENTOV PODLA POHLAVIA A KRAJA
ZDROJ: AUTORKA

Zaujimavym zistenim bolo vekové zloZenie respondentov. Kym najpocetnej$ia bola
kategoria 40 az 49 rokov, nasledovana skupinou 50 aZ 64 rokov (rozdiel len 2 odpove-
df), tak najmensie zastiipenie mali skupiny 20 aZ 29 rokov a 30 az 39 rokov. Uvedeny
jav mozeme pripisat tomu, Ze ide o vekové kategdrie, v ktorych sti mnohé Zeny na ma-
terskej ¢i rodicovskej dovolenke.

Klidcova vyskumnad otdzka bola zamerand na identifikovanie miery vyuzivania/
nevyuzivania stratégie talent manazmentu v organizacidch poskytujtcich socidlne
sluzby. Respondenti mali na otdzku ,Méte zavedeny talent manaZment v organizac-
nej praxi?” tieto mozZnosti odpovedi: nemdme zavedeny, neviem posudit, nemdme
formdlne zavedeny, ale niektoré jeho prvky uplatiiujeme, mdme zavedeny a zavadza-
me/ do 1roka planujeme zaviest.

nemame neviem nemame mame zavadza-
zavedeny posudit formalne zavedeny me/ do 1roka
zavedeny planujeme
Pocet 162 45 13 10 6

TABULKA 4: MIERA REALIZACIE STRATEGIE TALENT MANAZMENTU - RELATIVNA POCETNOST
ZDROJ: AUTORKA
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Zaujimavym zistenim bolo, Ze az 19.1% respondentov nedokdzalo posudit ¢i sa skiima- nazmentu. Nizka miera zavedenia stratégie bola zaznamenand vo vSetkych ka-
tegéridch. Cramerovo V potvrdilo velmi slabid a neStatisticky vyznamnu sudvislost
(V=0.102; p=0.574).

né stratégia v rdmci organizacie realizuje. Pozitivne vsak je, Ze az 12.29% organizacii
ho implementovalo, pldnuje implementovat alebo realizuje aspon neformalne. Vypo-
Cet intervalu spolahlivost ndm umoznil presnejsie predpokladat variabilitu vysled-
kov a lepSie porozumiet miere implementdcie talent manazmentu v praxi socidlnej Test Hodnota Df Hodnota
prace. Analyza tidajov umoznila s 95% spolahlivostou predpokladat, zZe vyskyt medzi
vSetkymi organizdciami je v intervale:

Pearson Chi-Square | 1.991 3 0.574
Cramer's V 0.102 - 0.574

| 62.68% aZz 74.52% pre organizdcie, ktoré nemajui zavedeny talent manaZment,
| 2.59% aZ 8.40% pre organizdcie, ktoré ho realizuji neformdlne,
| 21.64% aZ 6.76% pre organizécie, ktoré ho majd zavedeny.

TABULKA 6: SUVISLOST MEDZI VELKOSTOU ORGANIZACIE A ZAVEDENIM TALENT MANAZMENTU

ZDROJ: AUTORKA
Nésledne sme overili druhd pracovni hypotézu, ktora predpokladala stvislost me-
dzi vyuzivanim talent manaZmentu a zameranim organizdicie. Pearsonov chi-kvad-
rat test (x*=4.876; df=4; p=0.300) ani Cramerovo V (V=0.160; p=0.300) nepreukézali
Statisticky vyznamnt vazbu. Vzhladom na nizku pocetnost v niektorych bunkach
(40% ocakavanych hodnot <5) sme pouZzili Fisherov exaktny test. Test nepreukdzal

Z uvedeného vyplyva, Ze z celkového poctu 2277 organizacii, ktoré poskytuji social-
ne sluzby na Slovensku priblizne 1427 az 1696 talent manazment neuplatiuje. A nao-
pak, 136 az 309 organizacii ho ma implementovany.

Niésledne sme zrealizovali binomicky test so zdmerom overit, ¢i sa podiel or-
ganizdcii s implementovanym talent manaZmentom vyznamne 1i8i od o¢akiavaného
rovnomerného rozdelenia (50 % 4no, 50 % nie). Tento test umoznuje zistit, ¢i je po-
Cet organizacii s danou stratégiou v praxi Statisticky odlisny od ndhodného rozde-
lenia, ¢im sme sledovali mieru zavedenia talent manaZzmentu v skimanom stbore.
Rekategorizdciou odpovedi do dichotomickej podoby implementovany talent ma-

Statisticky vyznamny vztah medzi zameranim organizacie a implementdaciou talent
manazmentu (p=0.451). Vysledky boli overené Monte Carlo simuldciami (10 000 na-
hodnych tabuliek), ktoré potvrdili absenciu vyznamnej stvislosti (Pearsonov test
p=0.277, 99% interval spolahlivosti 0.265-0.288).

nazment (mdme zavedeny, a nemdme formdélne zavedeny) a neimplementovany ta- Symmetric Measures
lent manazment (nemadme zavedeny, a zavddzame/pldnujeme do 1 roka zaviest) sme Monte Carlo Sianificance
zrealizovali uvedeny test. V rdmci neho bola vynechand odpoved ,neviem posudit”. 99% C '-nfi oiicn iiterl
?realizovan;’z /test p ?Wrdﬂ état'istic.ky Y;?m}mmnﬁ odclz;}?lkuv (p <0,000'1),’6(')’naznaéuj & Value H;‘|1|rlwlnlf:u"?r:t: Significance Lr.n.;'\-?a ET:.-un d | '_" || per 'Ei cu.unu:r
ze predmetndu stratégiu v praxi aplikuje vyrazne mensi pocet organizacii, ako sa od- — - .
hadovalo v r4mei rovnomerného rozdelenia. Nominal by Nominal Phi 160 ,300 277 ,265 288
Cramer's V 60 ,300 277° ,265 288
Category N Observed Test prop. Exact Sig. N ofValid Cases 191
Prop. (2-tailed) t.Based on 10000 sampled tables with starting seed 2000000.

Ano 0 168 .88 .50 <.001

Nie 1 23 12 TABULKA7: HODNOTY PHI ACRAMEROVHO V S MONTE CARLO INTERVALMI SPOLAHLIVOSTI

celkom 191 1.00 ZDROJ: AUTORKA

Dal8ia analyza skiimala stivislost medzi vyuZivanim talent manaZmentu a sekto-
rom pdsobenia organizacie. Vysledky Pearsonovho chi-kvadrat testu (x?=4.876; df=4;
p=0.300), Fisher-Freeman-Haltonovho exaktného testu (p=0.454; 99% CI: 0.442-0.467)
aj Monte Carlo simuldcif (p=0.277; 99% CI: 0.266-0.289) nepreukazali Statisticky vy-
znamny vztah. Miery asocidcie Phi a Cramerovo V dosiahli hodnotu 0.160. Vysledky
st uvedené v nasledujuicej tabulke.

TABULKA 5: BINOMICKY TEST - REALIZACIA TALENT MANAZMENTU
ZDROJ: AUTORKA

Prezentované vysledky potvrdili nas predpoklad o obmedzenom zavadzani ¢i reali-
zacii talent manaZmentu v organizacidch poskytujticich socidlne sluzby na Sloven-
sku. Za icelom verifikdcie hlavnej hypotézy sme preto stanovili pracovné hypotézy,
z ktorych prva predpokladala existenciu vyznamnej korelacie medzi mierou vyu-
zivania talent manaZzmentu a velkostou organizacie. Na overenie tejto hypotézy
sme pouzili Pearsonov chi-kvadrat test nezavislosti. Premenné tykajice sa imple-
mentdcie talent manazmentu sme zjednodusili do dvoch kategérii, aby sme zabez-
pecili spravne podmienky pre aplikaciu testu. Vysledky chi-kvadrat testu (x2=1.991;
df=3; p=0.574) nepreukdzali vplyv velkosti organizacie na implementdciu talent ma-
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Chi-Square Tests Respondentov bez zavedeného talent manaZmentu sme sa pytali na dévody. Z 161
Monta Carlo Sig. (2-sided) Monte Carlo Sig. (1-sidad dotaznikov sme ziskali 442 odpovedi. ISlo o viacndsobni vyberovi otdzku, kde par-
99% Confidence Intenval 89% Confidence Interva ticipanti a participantky oznacovali z pontikanych moZnosti maximadlne 5 kritérif,
Value d (sided)  Significance LowerBound UpperBound Significance LowerBound Upper Bound v désledku ktorych, nie je v ich zariadeni pritomna skiimana stratégia. Najcastejsie
— . . 2l L " - » . . s ss s -
Pearson Chi-Square 4,876 4 300 -'“h 268 269 uvadzali nedostatok informacii (17.7%), nizky pocet zamestnancov (12.4%) a zamera-
Likelihood Rafio 4n 4 "3 148 138 157 nie organizdcie ¢ organizaénid kulttiru (po 10.2%). Vysledky s zndzornené v grafe.
Fisher-Fresman-Halton 3413 454 AR 467
Exact Test
FUAN w P m awe nedostatosné informécie o v
Associafion filozofie organizécie; Y |
N of Valid Cases 191 neoachota zo strany manazérov —
a. 4 cells (40,0%) have expacted count less than 5. The minimum expected countis 1,20 zameranie predmetu podnikania S T |
b. Based on 10000 sampled tables with starting seed 303130861 dihodobé nizks ziskovost; [ ]
¢ The standardized statistic is 1,130 nedostatok financnych prf)stnedkov 1
neznalost prinosov TM —
TABULKA 8: CHI-KVADRAT TEST PRE VZTAH MEDZI SEKTOROM A VYUZIVANIM TALENT MANAZMENTU DFQENITACEN Rnikan e
ZDROJ: AUTORKA organizan Struktirs e
ide 0 médnu zéleZitost |
neuc’rra Z0 Stl'ﬂf'l‘," tOQ manaimemu. _
Poslednd pracovna hypotéza skiimala stiivislost medzi implementaciou stratégie ta- nizky pocet zamestnancov, s
lent manaZmentu a existenciou ttvaru ludskych zdrojov v organizdcidch posky- i e =
tujicich socidlne sluzby na Slovensku. Na overenie sme pouzili chi-kvadrat test WS I pecpans & malsieg =
islost rorekei bull seledky fed N .y neachota zo strany zemestnancov e
nezavislosti s Yatesovou korekciou pre 2x2 tabulku. Vysledky jednoznacne potvrdili mélo efektivne organizainé procesy: e
vyznamnu stvislost (Pearson x*=12.560; p<0.001; Yatesova korekcia x*=10.889; p<0.001), nevedomost HR oddelenia |
rovnako aj test pravdepodobnostného pomeru a Fisherov exaktny test (p<0.001). Or-
ganizdicie s oddelenim ludskych zdrojov vyraznejSie implementujd stratégiu talent GRAF 1: PRICINY NEZAVEDENIA TALENT MANAZMENTU V ORGANIZACIACH
manazmentu v porovnani s tymi, ktoré ho nemajua. ZDROJ: AUTORKA
Chi-Square Tests Preskimali sme vplyv regiéonu pdsobenia organizicie pomocou chi-kvadrat testu
— nezdavislosti. Analyza nepreukazala Statisticky vyznamné rozdiely pre zZiadnu zo 17
élla:‘ﬂﬂga_nn'- Exact Sig. (2- Exact Sig. (1- skiimanych pri¢in nezavedenia talent manaZmentu (p>0.05). Vysledky potvrdila aj
Value df (2-sided) sided) sided) Bonferroniho korekeia.
Pearson Chi-Square 12,560° 1 < 001 s
Continuity Correction® 10,889 1 <001 1
Likelihood Ratio 11,371 1 <,001 0.8
Fisher's Exact Test <,001 <,001 %6
. : 0,4
Linear-by-Linear 12,495 1 <,001
1 2
Association Hes
0
N of Valid Cases 191
a. 0 cells (0,0%) have expected countless than 5. The minimum expected countis 6,74.
b. Computed only for a 2x2 table

TABULKA 9: VYSLEDKY CHI-KVADRAT TESTOV PRE PREMENNE TALENT MANAZMENT A UTVAR [.Z
ZDROJ: AUTORKA

—-hodnota === Prekracuje Bonferroni hranicu

GRAF 2: PRICINY NEZAVEDENIA S OHLADOM NA MIESTO POSOBENIA ORGANIZACIE
ZDROJ: AUTORKA
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Zaujimalo nés aj to, aké iné stratégie s orientdciou na oblast rozvoja ludskych zdrojov st
v skiimanych organizdcidch vyuzivané. V tomto pripade mali respondenti mozZnost vol-
nej odpovede. Do hodnotenia sme zahrnuli 191 odpovedi, pricom vyselektovanych bolo
45 odpovedi od participantov, ktori sa k skimanému javu nevedeli vyjadrit. Prekvapu-
jucim zistenim bolo, Ze az 71.73% participantov uviedlo, Ze v ich organizacif nie st vy-
uzivané ziadne takéto stratégie. Napriek otvorenej forme odpovedi sa tdaje opakovali,
na zaklade ¢oho sme vymedzili pat kategdrii: supervizia, vzdelavacie aktivity, standar-
dy kvality, zostiladenie rodinného a pracovného Zivota a hodnotenie vykonu spojené
s odmenovanim.

$strategie Frequencies
Responses Percent of
N Percent Cases
$stratégie® supernvizia 19 28,4% 38,8%
vzdelavanie 36 53,7% 735%
Standardy 4 6,0% 8,2%
Zosuladenie rod. A prac 4 65,0% B8 2%
Zivota
hodnotenie vwkonu a 4 6,0% 8,2%
odmenovanie
Total 67 100,0% 136,7%
a. Dichotomy group tabulated atvalue 1.

TABULKA C.10: RELATIVNA FREKVENCIA STRATEGIi ROZVOJA ZAMESTNANCOV
ZDROJ: AUTORKA
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5 Diskusia a zaver V tejto Casti syntetizujeme klticové zistenia z realizované-
ho vyskumu, porovndvame ich a interpretujeme v kontexte praxe socidlnej prace.
Uvodom zaroven poukazujeme na skutoénost, Ze vysledky nemozno zovseobecnit na
vSetky organizacie poskytujice socidlne sluzby, o vyplyva z identifikovanych limi-
tov vyskumu. Navratnost dotaznikov (59%) naznacuje, Ze sa zapojili predovsetkym
organizdcie, pre ktoré je téma relevantnd. Silu realizovanych Statistickych testov
mohla ovplyvnit aj nerovhomernost zasttipenia organizacii z hladiska velkosti, za-
merania, sektora ¢i regiondlneho pdsobenia. Limit predstavuje aj sebahodnotiaci
charakter dotaznika, ktory mohol spdsobit skreslenie v podobe socidlne ziaducich
odpovedi. Napriek uvedenym obmedzeniam povaZujeme tento vyskum za prinosny,
pretoze pontika obraz o aktudlnom stave uplatiiovania talent manazmentu v organi-
zdciach socidlnych sluzieb.

Dotaznikové Setrenie odhalilo niekolko faktorov ovplyviujicich implementa-
ciu talent manazmentu v organizacidch socidlnych sluzieb. Cielom bolo zhodnotit,
do akej miery je tato stratégia v praxi vyuzivand, pricom vysledky ukazali jej niz-
ku mieru aplikacie. Podla frekven¢nych analyz, doplnenych o intervaly spolahlivos-
ti a binomicky test, az 68.2% organizdcii talent manazment nem4 zavedeny, 5.5% ho
vyuziva len neformdlne a iba 4.2% ho aktivne implementuje. Takmer pitina respon-
dentov nebola schopna ttito skutoc¢nost posudit. Respondenti a respondentky zaro-
ven uviedli len pat kategérif zameranych na rozvoj, napriek moznosti uviest vlastnd
odpoved. Mnoho z nich tiez deklarovalo, Ze ich organizicie nemaji zavedent Zziad-
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nu stratégiu rozvoja Iudskych zdrojov. Toto naznacuje nedostato¢ni systematiza-
ciu a formalizaciu rozvojovych aktivit v socidlnych zariadeniach, ¢o mo6ze negativne
ovplyvnit efektivnost riadenia Iudskych zdrojov a marketing organizacie, ktory je
nevyhnutny pre jej udrzatelnost a pozitivnu reputdciu. Hlavna hypotéza bola tymto
potvrdena. Pri overovani ¢iastkovych hypotéz sa preukazala len jedna vyznamna si-
vislost - medzi zavadzanim talent manaZzmentu a pritomnostou dtvaru riadenia I'ud-
skych zdrojov, ktory zrejme podporuje jeho implementéciu. Vysledky tiez ukazujq, zZe
aj organizacie s potencidlom na strategické riadenie Iudskych zdrojov, ako st vacsie
averejné zariadenia, majui v tejto oblasti vyrazné rezervy. Medzi hlavné dévody nevy-
uzivania talent manazmentu patri nedostatok informaécii, nizky pocet zamestnan-
cov, organizac¢nd kultira a fungovanie organizacii.

Nedostatoéné uplatiiovanie talent manaZzmentu moéZe negativne ovplyvnit aj
marketing organizacie, pretoze efektivne riadenie ludskych zdrojov vedie k vyssej spo-
kojnosti zamestnancov, ¢o sa nasledne prejavuje vo vyssej kvalite sluzieb a pozitivnej
reputacii organizacie u klientov i verejnosti. Z tohto dévodu je nevyhnutné uplatio-
vat komplexny pristup, ktory integruje talent manaZzment so stratégiou marketingu.
Domnievame sa, Ze uvedeny stav ma priamy dopad na tispe$nost navratu zien po ma-
terskej a rodicovskej dovolenke. Prave ony pomerne c¢asto celia §pecifickym vyzvam,
ktoré suvisia s reintegraciou do pracovného procesu. Tie by mohli byt zmiernené im-
plementaciou roéznych stratégii zameranych na podporu a rozvoj zamestnancov.

V stvislosti s prezentovanym stavom identifikujeme znac¢ny priestor na zlep-
Senie v oblasti riadenia ludskych zdrojov, ¢o by v kone¢nom désledku mohlo viest
k cielenejSej podpore navratu Zien na trh préace, zvySeniu kvality poskytovanych slu-
zieb, stabilite pracovného prostredia, ako aj udrzaniu a motivacii kvalifikovaného
persondlu. Integrovany marketingovy pristup pritom moze pomoéct efektivne komu-
nikovat tieto zmeny smerom k zamestnancom aj verejnosti, ¢im sa posilni dévera
v organizdciu a jej atraktivita ako zamestndavatela i poskytovatela sluzieb. Domnie-
vame sa, Ze nedostatok stratégii zameranych na rozvoj ludskych zdrojov moZe nega-
tivne ovplyvnit nielen stabilitu timu, ale aj vhimanie organizacie ako atraktivneho
zamestnavatela. V Case, ked je rovnost prilezitosti v centre pozornosti, sd interné
marketingové aktivity ako napriklad cielend komunikacia so zamestnancami vni-
manda ako prostriedok na zlepSenie vztahu medzi organizdciou a zamestnancami.
Podpora matiek v zamestnani, preto uz nie je len otdzkou persondlneho manazmen-
tu, ale sicastou komplexnej marketingovej stratégie organizacie.

V kontexte pomdahajuicich profesii, kam nepochybne patri aj socidlna praca, kto-
ré sd zdroven limitované aj Specifické, povazZujeme za nevyhnutné, aby sa organizacie
v ramci svojho fungovania systematicky orientovali na oblast rozvoja zamestnancov.
Uvedomujeme si, ze vzhladom na odlisné zameranie, ciele a sektory pésobenia jednot-
livych organizacii nie je mozné formulovat jednotné a univerzdlne platné odporica-
nia aplikovatelné na vSetky subjekty. Prvym a zdkladnym krokom je preto formdlne
a transparentné ukotvenie stratégie tak, aby adekvatne reflektovala pracu s klien-
tom, Specifika socidlnej prace, a zdroven zabezpecila praktickd implementéciu stra-
tégie v celej jej komplexnosti. Zo siboru odporidcani je mozné vybrat tie, ktoré najviac
zodpovedaji konkrétnym potrebdm a moznostiam danej organizicie. Radime sem
napr. zvySenie povedomia o stratégii medzi odbornou aj laickou verejnostou, zavede-
nie standardnych kritérif na identifikdciu talentov v rdmci organizacie, vytvorenie
systému pravidelného hodnotenia pracovnikov kombindciou subjektivnych a objek-
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tivnych néstrojov, implementaciu planu rozvoja talentov reflektujiceho potreby jed-
notlivca i organizacie, identifikdciu a podporu vhodného motivacného néastroja pre
kazdého talentovaného jednotlivca s ohladom na jeho potreby a zaujmy, transparent-
né poskytovanie a komunikovanie informacii véetkym zamestnancom organizacie,
podporu transparentnosti pri rozhodovani, obsadzovani pracovnych pozicii a pride-
Tovani tloh, elimindciu intuitivnych a ndhodnych rozhodnuti tykajicich sa rozvo-
ja jednotlivcov, podporu kooperdcie jednotlivych tisekov ¢i oddeleni, ako aj podporu
vzniku ttvaru ludskych zdrojov alebo urcenie zodpovedného zamestnanca za tito
oblast.

Zaverom je potrebné zdoraznit skutocnost, Ze efektivna podpora matiek, ob-
zvlast pri navrate do zamestnania po materskej alebo rodicovskej dovolenke, je za-
sadnd pre udrZanie stability a motivacie pracovného kolektivu. Zavedenie stratégii
reflektujicich ich Specifické potreby nielen zlepSuje pracovné prostredie a dlhodo-
bl udrzatelnost pracovnych miest, ale posiliiuje vnimanie organizicie ako atrak-
tivneho zamestndavatela, ktory respektuje rovnovahu medzi pracovnym a osobnym
zivotom. Integricia talent manaZzmentu do riadenia Iudskych zdrojov a strategické-
ho marketingu umoznuje organizacidm efektivne rozvijat a udrziavat kvalifikovany
persondl, ¢o vedie k zvySeniu kvality a kontinuity poskytovanych socidlnych sluzieb.
Strategicky marketing tak formuje a komunikuje hodnotovi ponuku, cielene oslovu-
je rozne segmenty, zapdja interny marketing, meria a vyhodnocuje spatntd vazbu ¢i
zabezpecluje integrdciu internych hodnét a vhimanim organizacie.

Pozndmky | Notes Tento prispevok vznikol ako Ciastkovy vystup z dizertacnej prace autorky, zameranej na

talent manazment ako prostriedok rozvoja socidlnej prace v organizacii.
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Résumé

Strategic marketing and talent management in supporting the reintegration of women after paren-
tal leave

The article focuses on talent management as part of strategic marketing in organizations providing social services in Slovakia.
Based on a quantitative study conducted among 236 respondents from various organizations, the extent of talent management TRAVE L APP ADO PTI O N
implementation and its significance for supporting employees - especially women returning to work after maternity and paren-

[ ]

tal leave - was analyzed. The research utilized a questionnaire targeting practices in human resource management and internal I NTE NTI 0 N So EXTE N DI N G
communication. Data analysis included frequency analyses, confidence intervals, and binomial tests. The results indicate a low
level of systematic application of talent management despite its potential to improve employee loyalty, reduce turnover, and en- T H E T EC H N O LO GY ACC E PTAN c E
hance the organization's attractiveness as an employer. The article emphasizes the need to integrate talent management into the

overall human resource management strategy and strategic marketing with a focus on equal opportunities. In addition to theo- M 0 D E L WITH TRU ST

retical implications, the study provides practical recommendations for organizations aiming to improve employee support, work-

force stability, and strengthen their employer brand. The findings also highlight the importance of a strategic approach to hu-

man resource management and marketing in the social services sector to ensure the quality and continuity of services provided. The adoption of travel applications has significantly transformed the tourism indus-
try by enhancing accessibility, convenience, and efficiency in trip planning. However,
Kontakt na autorov | Address Mgr. Michaela Stefanovd, Predovska univerzita v Preove, Filozofickd fakulta, understanding the factors that drive international tourists’ intentions to adopt travel
Indtitdt edukolégie a socidlnej prace, 17. novembra ¢&. 1, 080 78 Pre3ov, Slovensko, e-mail: stefanovamiska@gmail.com apps remains crucial, particularly in emerging tourism markets like Algeria. This study
extends the Technology Acceptance Model (TAM) by incorporating trust to investigate
Recenzované | Reviewed 29. May 2025 | 31. May 2025 its role in shaping tourists' adoption intentions. Data were collected from 168 interna-

tional tourists, using a structured questionnaire. The research employed multiple lin-
ear regression to analyze the relationships between perceived usefulness, perceived
ease of use, attitude, and trust in predicting adoption intention. The findings revealed
that all four hypothesized relationships were supported, indicating that perceived
usefulness, perceived ease of use, attitude, and trust positively influence tourists’ in-
tentions to adopt travel applications. The model explained 50.90% of the variance in
adoption intention. These findings offer theoretical and practical insights into travel
app adoption, with implications for app developers, tourism stakeholders, and policy-
makers in enhancing digital tourism services in Algeria.

1 Introduction

The rapid digital transformation of the tourism industry has
significantly reshaped how travelers plan, book, and experience their trips (Mishra
et al. 2023). Mobile travel applications (apps) have emerged as essential tools that en-
hance convenience, provide personalized services, and improve overall travel expe-
riences (Albayrak et al. 2023; Agag and El-Masry 2016; Ho et al. 2021). Chen and Tsai
(2019) noted that the capabilities of mobile apps have significantly evolved over time,
enabling users to quickly access travel information and share their experiences in
real time. Choi et al. (2023) highlighted that mobile apps play a crucial role in influ-
encing travelers' decision-making and shaping their overall experiences. Hassan et
al. (2024) noted that with the advancement of new technologies, ,travel-based organ-
izations worldwide” are increasingly adopting user-friendly mobile travel apps to of-
fer tourists a wide range of service benefits. Wu and Lee (2017) demonstrated that
an increase in the information quality of mobile travel apps leads to greater user
satisfaction and higher performance expectancy. As mobile technology continues to
evolve, understanding the key factors influencing tourists' intentions to adopt trav-
el apps remains a critical area of research.

Albayrak et al. (2023) highlight a lack of studies exploring user behaviors on trav-
el-related mobile applications. Previous research has widely employed the Technology
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Acceptance Model (TAM) (Davis 1989), as a foundational framework for studying user
adoption of technology (Gelibolu 2024). For instance, Albayrak et al. (2023) explored
the factors influencing mobile app usage intention by integrating the Stimulus-Or-
ganism-Response (S-O-R) framework with TAM to examine travel booking behavior
among mobile application users. Similarly, Hassan et al. (2024) combined TAM with
trust and social cognitive theory to investigate the key determinants of adoption in-
tention and usage behavior in mobile travel apps. Kim et al. (2023) expanded TAM by
incorporating trust and service quality factors to analyze user acceptance of urban
air mobility. Wang et al. (2021) integrated TAM with trust and perceived risk to un-
derstand consumer adoption of smart transportation services. Likewise, Tiwari et al.
(2024) applied both TAM and the Diffusion of Innovation (DOI) theory to explore fac-
tors influencing travel app usage intentions.

TAM posits that perceived usefulness and perceived ease of use significantly
influence individuals' behavioral intentions toward technology adoption (Gelibolu
2024). In the context of travel apps, perceived usefulness refers to the extent to which
users believe that the application enhances their travel planning and experience,
while perceived ease of use reflects the degree to which users perceive the app as us-
er-friendly (Chen and Tsai 2019; Huang et al. 2019). Despite the extensive application
of TAM, scholars argue that trust plays a crucial role in technology adoption, par-
ticularly in online environments where security concerns and information privacy
are paramount (An et al. 2023; Liu et al. 2023; Medeiros et al. 2024; Mishra et al. 2023;
Su et al. 2022). Gefen et al. (2003) emphasize that consumer trust holds equal signif-
icance in online commerce as the well-established TAM antecedents ,perceived use-
fulness and perceived ease of use”. Trust in travel apps can be categorized into two
dimensions: trust in the service provider and trust in the security of the application.
Previous studies indicate that trust significantly influences users' adoption inten-
tions, especially in the tourism sector where transactions and data security are crit-
ical concerns (Choi et al. 2023; Hassan et al. 2024; Hua et al. 2021).

Moreover, prior research highlights that users' attitudes toward technology
serve as a mediating factor between key TAM constructs and behavioral intentions.
A positive attitude toward an app increases the likelihood of its adoption (An et al.
2023). However, limited studies have investigated the combined effects of perceived
usefulness, perceived ease of use, trust, and attitude in shaping tourists' adoption in-
tentions, particularly among international tourists in Algeria.

This study aims to examine the factors influencing international tourists’
intentions to adopt travel applications in Algeria, by extending the TAM with the
construct of trust. Given the growing importance of mobile applications in trav-
el experiences, investigating these relationships will provide valuable insights for
tourism stakeholders, app developers, and policymakers to enhance digital tourism
services in the region. The study employs a quantitative research approach, survey-
ing 168 international tourists who visited Algeria between November and December
2024. The findings will contribute to the literature on technology adoption in tour-
ism by integrating TAM with trust, addressing a significant research gap in the con-
text of travel app usage in North Africa.

2.1 The Technology Ac-
The TAM has been widely

2 Literature review and hypotheses development
ceptance Model (TAM) and travel app adoption
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used to explore the adoption of various technologies, particularly in the tourism sec-
tor (Davis 1989). According to TAM, two primary factors - ,perceived usefulness and
perceived ease of use” - directly influence an individual’s intention to use a technol-
ogy (Gelibolu 2024; Mechta et al. 2024). Hassan et al. (2024) found that the intention
to use mobile travel apps is a significant predictor of young consumers' mobile travel
app usage behavior. In our paper, perceived usefulness refers to the extent to which
a user believes that using an application enhances their travel experience, while per-
ceived ease of use refers to the degree to which a user perceives an application to be
effortless to use (Assaker 2020).

Several studies have confirmed the relevance of TAM in explaining travel app
adoption. For example, Albayrak et al. (2023) and Huang et al. (2019) found that ,per-
ceived usefulness and perceived ease of use” significantly predicted travelers’ in-
tentions to use mobile travel applications. Similarly, Hua et al. (2021) emphasized
the importance of these constructs in the adoption of tourism apps. In the context
of Algeria, where technological infrastructure is still developing, the influence of
.perceived usefulness and perceived ease of use” may be particularly pronounced,
shaping the adoption behavior of international tourists.

2.2 The role of trust in travel app adoption
service adoption, particularly in industries where transactions involve sensitive in-
formation, such as financial details and personal data (Hua et al. 2021; Kim 2016; Liu
et al. 2023; Mishra et al. 2023; Su et al. 2022; Wu and Lee 2017). In the travel app con-
text, trust encompasses trust in the service provider, the security of user data, and
the reliability of transactions (Medeiros et al. 2024). Hua et al. (2021) propose that
trust in technology is a crucial element that should be extensively considered when
examining technology adoption behaviors. Gefen et al. (2003) demonstrated that on-
line trust is established through several key factors: (1) the perception that the ven-
dor has no incentive to act dishonestly, (2) confidence in the presence of security
measures within the website, (3) a familiar and conventional interface, and (4) an
overall user-friendly design.

Previous research has found that trust directly influences users’ willingness to
engage with mobile travel applications (Hassan et al. 2024; Lim et al. 2022; Medeiros
et al. 2024). Agag and El-Masry (2016), drawing on the Innovation Diffusion Theory
(IDT) and the TAM, investigate the key factors shaping customers' intentions to en-
gage in online travel communities. Their results indicate that integrating IDT, TAM,

Trust is a crucial factor in digital

and trust provides a robust framework for understanding consumers' engagement in
these platforms. According to Albayrak et al. (2023), trust in offline brands not only
directly impacts the intention to use a mobile application but also plays a moderat-
ing role in shaping this intention. Hassan et al. (2024) integrated trust with TAM and
found that it significantly impacts both ,perceived usefulness and perceived ease of
use”, indicating that trust in an app enhances the intention to use mobile travel apps.
Choi et al. (2023) also emphasized that security concerns have a significant impact
on travelers' intention to continue using travel apps. Consequently, this study found
that trust plays a crucial role in influencing travelers' continued app usage.

2.3 Hypotheses development 2.3.1 Perceived usefulness and travel app
adoption intentions Davis (1989, p. 320) defined perceived usefulness as ,the
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degree to which a person believes that using a particular system would enhance his
or her job performance”. Tiwari et al. (2024) identified relative advantage and com-
patibility as essential factors that contribute to perceived usefulness, categorizing
them as must-have and should-have attributes. Chen and Tsai (2019) highlighted that
as smartphones’ positioning systems enable more personalized information and
services, the trend is shifting toward location-based services, enhancing app func-
tionality to better meet users' needs. Chen and Tsai (2019) found that ,information
quality and perceived convenience” influence perceived usefulness. In the travel con-
text, perceived usefulness plays a crucial role in shaping tourists’ adoption of mo-
bile applications (Albayrak et al. 2023; Chen and Tsai 2019; Liu et al. 2023; Tiwari et al.
2024). Studies have shown that when users perceive travel apps as beneficial, provid-
ing relevant travel information, efficient booking processes, and convenience, they
are more likely to adopt them (Ho et al. 2021). Agag and El-Masry (2016) found that
perceived usefulness has a positive impact on consumer trust. Assaker (2020) found
that perceived usefulness was the strongest predictor of usage intention toward user-
generated content among males but was not significant for females. Kim et al. (2019)
found that perceived usefulness affects both perceived value and satisfaction, which,
in turn, influence users' continued intention to use ,accommodation apps”.

Additionally, perceived usefulness has been identified as a key determinant of
technology adoption across various digital services, including tourism applications
(An et al. 2023; Huang et al. 2019; Kim 2016). Travel apps offer features such as re-
al-time itinerary updates, location-based services, and secure payment options, in-
creasing their perceived usefulness among tourists. Hence, we propose the following
hypothesis:

| H1: Perceived usefulness positively influences tourists’ intentions to adopt
travel applications.

2.3.2 Perceived ease of use and travel app adoption intentions Perceived
ease of use is described as ,the degree to which a person believes that using a par-
ticular system would be free of effort” (Davis 1989, p. 320). Perceived ease of use is a
fundamental component of TAM, influencing users’ behavioral intentions to adopt
technology (Hassan et al. 2024; Mechta et al. 2024). Tiwari et al. (2024) identified ,com-
plexity and trialability” as key factors influencing perceived ease of use, classify-
ing them as must-have and should-have elements. An et al. (2023) discovered that
personal innovativeness positively impacts perceived ease of use. Agag and El-Masry
(2016) found that perceived ease of use positively impacts perceived usefulness. As-
saker (2020) found that perceived ease of use was the most influential factor in us-
age among females and older travelers, whereas it had no significant effect on males
and younger travelers. Research in mobile tourism applications suggests that if us-
ers perceive an app as easy to navigate, with intuitive interfaces and seamless usa-
bility, they are more likely to use it (Albayrak et al. 2023; Tiwari et al. 2024). Hassan
et al. (2024) found that perceived ease of use is a key determinant of the intention to
use travel booking apps. Hua et al. (2021) discovered that trust plays an intermediary
role in linking perceived ease of technology use with the intention to adopt it. Huang
et al. (2019) demonstrate that ,perceived ease of use” positively influences hotel con-
sumers' experiences with mobile applications.
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Furthermore, previous studies indicate that perceived ease of use not only directly
affects adoption intentions but also enhances perceived usefulness, as users who find
an app easy to use are more likely to perceive it as useful (Chen and Tsai 2019). How-
ever, Kim (2016) observed that perceived ease of use had no significant direct impact
on the intention to adopt the hotel tablet app. Given these insights, we hypothesize:

| H2: Perceived ease of use positively influences tourists’ intentions to adopt
travel applications.

Attitude refers to an in-

2.3.3 Attitudes and travel app adoption intentions
dividual’s overall evaluation of using a particular technology (Mechta et al. 2024). In
the context of travel applications, a positive attitude towards technology enhanc-
es adoption intentions. Tourists with favorable attitudes towards mobile travel apps
are more likely to use them for trip planning, bookings, and navigation. Agag and El-
Masry (2016) discovered that perceived relative advantages, compatibility, perceived
ease of use, and perceived usefulness positively impact consumers' attitudes toward
online travel communities. Furthermore, they found that attitude significantly in-
fluences both positive word-of-mouth (WOM) and the intention to purchase travel on-
line. Mechta et al. (2024) found that positive attitudes have a significant impact on
customers' intentions to adopt digital health services. Attitudes toward travel apps
can be shaped by various factors, including design aesthetics, ease of use, and per-
ceived usefulness. Studies suggest that when users perceive travel apps as reliable,
engaging, and beneficial, they develop stronger adoption intentions (Lim et al. 2022).
Based on this, we propose:

| H3: Attitudes positively influence tourists’ intentions to adopt travel
applications.

2.3.4 Trust and travel app adoption intentions Trust is a crucial factor in
technology adoption, particularly in digital travel services where security and data
privacy are major concerns (Choi et al. 2023; Wu and Lee 2017). Tourists are more like-
ly to adopt travel applications when they trust the app provider, the accuracy of the
information, and the security of transactions (Albayrak et al. 2023). Agag and El-Mas-
ry (2016) found that trust positively influences both attitude and the intention to
purchase travel online. An et al. (2023) found that trust positively influences both
perceived usefulness and perceived ease of use. Cheng et al. (2020) explored the fac-
tors influencing tourists' use of online trip planning services. Their findings indi-
cate that social influence enhances tourists' trust in these services. Choi et al. (2023)
discovered that security and trust play a crucial role in influencing travelers' inten-
tion to continue using travel apps. Hassan et al. (2024) found that trust is a signifi-
cant predictor of the intention to use travel booking apps. Kim (2016) discovered that
when customers ,perceive a hotel tablet app” as trustworthy, they are more likely to
adopt it. Wu and Lee (2017) highlighted that initial trust plays a crucial role in encour-
aging users to develop an intention to use mobile travel apps. Su et al. (2022) identi-
fied customer trust as a mediating factor in the relationship between TAM variables
and customer loyalty. Prior research has highlighted the role of trust in shaping user
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behaviors in online travel platforms (Liu et al. 2023; Medeiros et al. 2024; Mishra et
al. 2023). Trust influences tourists’ willingness to rely on mobile apps for travel plan-
ning, bookings, and navigation (Hua et al. 2021). Given the importance of trust in re-
ducing perceived risks, we hypothesize:

| H4: Trust positively influences tourists’ intentions to adopt travel applications.

By testing these relationships, the study not only confirms the applicability of TAM
in the tourism technology domain but also contributes to theory development by
highlighting the role of trust in digital tourism adoption.

3 Methods A quantitative research design was employed using a structured
questionnaire administered to 168 international tourists. The data were analyzed
using multiple linear regression to test the hypothesized relationships between per-
ceived usefulness, perceived ease of use, attitude, trust, and adoption intention.

3.1 Participants and procedure A total of 168 international tourists partici-
pated in this study. Participants were approached at various travel-related locations
across Algeria, including international airports, hotels, and popular tourist attrac-
tions, during the data collection period (November-December 2024). The sampling
method was convenience-based (Wengler et al. 2024) due to the limited accessibili-
ty of a centralized international tourist registry. Before completing the question-
naire, participants were informed about the study’s objectives and assured that their
responses would remain anonymous and confidential. Participation was entirely
voluntary, and informed consent was obtained from each respondent prior to data
collection, in accordance with ethical research standards. Demographic information
was collected to contextualize the sample and support interpretation of the find-
ings. Although these variables were not used as predictors in the model, they offer
insight into the profile of the respondents and help assess the representativeness of
the sample.

Among the 168 participants, 91identified as male (54.2%) and 77 as female (45.8%).
Educational backgrounds varied: 25.0% had completed secondary school or less, 42.3%
held a bachelor’s degree, 18.5% had a master’s degree, and 14.2% possessed a post-
graduate qualification (PhD). Regarding monthly household income, 31.5% earned
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Bachelor's degree 71 42.3%
Master's degree 31 18.5%
Postgraduate (PhD) 24 14.2%
Monthly household income 168 100%
< 50000 zDz 53 31.5%
50000-70000 zDz 68 40.5%
>70000 zDz 47 28.0%
International travel experience 168 100%
Once 42 25.0%
Twice 53 31.5%
Three times or more 73 43.5%

TABLE 1: DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS
SOURCE: AUTHOR

3.2 Measures To ensure the validity and reliability of the measurement items,
a rigorous process was followed. All variables were measured using a 5-point Lik-
ert scale, ranging from 1 (totally disagree) to 5 (totally agree) (Belhamri and Belbou-
la 2024; Volfova et al. 2024). The measurement items were adapted from established
studies to maintain consistency with prior research. A pilot study was conducted
with 24 respondents to assess the clarity and comprehensibility of the questionnaire.
Additionally, three expertsin the field of tourism studies were invited to evaluate the
content validity of the items, ensuring they were suitable for measuring the intend-
ed constructs.

Given that the study targeted international tourists visiting Algeria, the ques-
tionnaire was originally developed in English and then translated into Arabic follow-
ing a back-translation procedure (Brislin 1970) to minimize potential language bias.
The translation process involved two bilingual researchers independently translat-
ing the questionnaire into Arabic, followed by a separate translation back into Eng-
lish. Any discrepancies were reviewed and resolved to ensure semantic equivalence.
The final version of the questionnaire was then pretested with a small group of re-
spondents to confirm its clarity and appropriateness. The measurement items for
each construct, along with their sources, are presented in Table 2.

less than 50,000 DZD, 40.5% reported income between 50,000 and 70,000 DZD, and
28.0% earned above 70,000 DZD. In terms of international travel experience, 25.0%
had traveled abroad once, 31.5% twice, and 43.5% three times or more. Table 1 summa-
rizes the demographic characteristics of the sample.

Constructs and items References

Perceived usefulness (PU)

PU1. Using travel apps improves my travel experience.

Variable (Categor Frequenc Percentage . .
(Category) 9 y 5 PU2. Travel apps make trip planning more efficient. Davis (1989); Kim (2016)
Gender 168 100% —
PU3. Travel apps enhance my ability to access relevant
Male o 54.2% information.
Female 77 45.8%
Education level 168 100%
Secondary school or less 42 25.0%
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Perceived ease of use (PE)

PEU1. Travel apps are easy to use.

PEU2. Learning how to use travel apps is simple.

PEU3. I can use travel apps without much effort.

Davis (1989); Kim (2016)

Attitude

ATT1. | have a positive attitude toward using travel apps.

ATT2. Using travel apps is a good idea.

ATT3. Travel apps make travel more enjoyable.

Venkatesh et al. (2003);
Agag and El-Masry (2016)
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icantly influenced adoption intentions (H3: p=0.304, t=4.998, p <0.001). Finally, trust
was found to be a strong predictor of adoption intentions (H4: p=0.116, t=2.358, p<0.05).
The coefficient of determination (R?) for the dependent variable was 0.509, indicating
that 50.9% of the variance in adoption intentions could be explained by the independ-
ent variables. This suggests that perceived usefulness, perceived ease of use, attitude,
and trust play a significant role in shaping international tourists’ intentions to use
travel applications in Algeria.

Trust (TR)

TR1. I trust travel apps to protect my personal data.

TR2. Travel apps provide reliable information.

TR 3. Travel apps ensure secure transactions.

Gefen et al. (2003)

Adoption intention (Al)

AlN. lintend to use travel appsin the future.

Al2. 1 will recommend travel apps to others.

Al3. | prefer using travel apps over traditional booking
methods.

Bouarar et al. (2023)

Hypothesis (H1-H4) B t-value p-value Tolerance | VIF

PU - Adoption intentions 0.239 4.344 0.000 0.573 1.745
PEU - Adoption intentions 0.147 2.531 0.012 0.570 1.754
Attitude - Adoption intentions | 0.304 4,998 0.000 0.657 1.523
Trust - Adoption intentions 0116 2.358 0.020 0.970 1.031

F=67.844, sig 0.000, R?=0.681, Adjusted R?=0.671

TABLE 4: HYPOTHESIS TESTING RESULTS
SOURCE: AUTHOR

5 Discussion The results indicate that perceived usefulness significantly in-

TABLE 2: MEASUREMENT ITEMS FOR STUDY VARIABLES
SOURCE: AUTHOR

4 Results The reliability of the measurement items was assessed using Cron-
bach’s alpha, with all values exceeding the recommended threshold of 0.7 (Bouarar
et al. 2023; Wengler et al. 2024), indicating good internal consistency. The normali-
ty of the data distribution was also verified through skewness and kurtosis values,
which fell within the acceptable range of +2, suggesting that the data were normal-
ly distributed (Bouarar et al. 2023). Additionally, ,variance inflation factor” (VIF) val-
ues were below the critical threshold of 5, confirming that multicollinearity was not
a concern (Hair et al. 2013).

Constructs Alpha Skewness Kurtosis
Perceived usefulness 0.839 -1.087 0.916
Perceived ease of use 0.871 -0.772 0112
Attitude 0.803 -1.600 3.257
Trust 0.790 -0.015 0.712
Adoption Intentions 0.771 -0.714 0.591

TABLE 3: MEAN, CRONBACH'S ALPHA, KURTOSIS AND SKEWNESS
SOURCE: AUTHOR
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Multiple linear regression was applied to test the hypotheses. The results indicat-
ed that all four hypotheses were supported. Perceived usefulness positively influ-
enced tourists’ intentions to adopt travel applications (H1: =0.239, t=4.344, p<0.001).
Perceived ease of use also had a significant positive effect on adoption intentions
(H2: B=0.147, t=2.531, p<0.05). Furthermore, attitude towards travel applications signif-

fluences tourists’ intentions to adopt travel applications, supporting H1. This finding
aligns with the TAM, which posits that individuals are more likely to adopt technol-
ogy when they perceive it as beneficial (Davis 1989). In the tourism sector, perceived
usefulness reflects the extent to which travelers believe that using a travel app will
enhance their experience, such as simplifying trip planning, improving navigation,
and providing real-time updates. Prior research has also emphasized the role of per-
ceived usefulness in shaping users’ adoption behaviors in digital tourism (Albayrak
et al. 2023; Chen and Tsai 2019; Huang et al. 2019; Kim 2016; Liu et al. 2023). An et al.
(2023) found that perceived usefulness had a significant impact on the intention to
use food delivery apps. Our findings are consistent with previous studies demon-
strating that travelers prioritize efficiency and convenience when choosing digital
solutions (Kim et al. 2019). Given the increasing reliance on mobile applications for
travel-related activities, it is essential for app developers and tourism providers to fo-
cus on enhancing the perceived benefits of their platforms. Features such as person-
alized recommendations, seamless booking options, and Al-driven assistance can
further increase the perceived value of travel applications (Belhamri and Belboula
2024). Future research could explore how perceived usefulness interacts with other
variables, such as trust and social influence, in shaping adoption decisions.

Our findings confirm that perceived ease of use has a significant positive im-
pact on tourists’ intentions to adopt travel applications, supporting H2. This result
is in line with prior studies on technology adoption, which have consistently found
that ease of use plays a crucial role in user acceptance (Venkatesh et al. 2003). When
travelers perceive an application as easy to navigate, requiring minimal effort to op-
erate, they are more likely to use it (Huang et al. 2019). This is particularly relevant
in the tourism industry, where users often come from diverse backgrounds with var-
ying levels of technological proficiency. Prior research has demonstrated that user-
friendly interfaces, intuitive design, and clear instructions enhance adoption rates
in mobile tourism applications (Albayrak et al. 2023; Chen and Tsai 2019). An et al.
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(2023) found that perceived ease of use had a significant impact on the intention to
use food delivery apps. Our findings suggest that developers should focus on opti-
mizing user experience by minimizing cognitive load, providing interactive tuto-
rials, and ensuring compatibility across devices. Additionally, incorporating voice
assistants and chatbot support could further improve usability (Belhamri and Bel-
boula 2024), making travel applications more accessible to a wider audience. Future
research could investigate how perceived ease of use interacts with other psycholog-
ical and situational factors, such as perceived behavioral control and travel anxiety,
in influencing adoption intentions.

The study reveals that attitudes towards travel applications significantly in-
fluence tourists’ adoption intentions, supporting H3. This finding aligns with the
TPB, which suggests that positive attitudes lead to stronger behavioral intentions.
Travelers who perceive travel apps as useful, enjoyable, and beneficial for their trips
are more likely to adopt them (Lim et al. 2022). Attitudes towards technology adop-
tion are shaped by both cognitive and affective evaluations (Volfova et al. 2024). In
the tourism context, prior studies have demonstrated that attitudes towards trav-
el app shopping were predominantly determined by ,perceived relative advantag-
es”, compatibility and complexity (e.g., Lim et al. 2022). Attitudes can be influenced
by previous experiences with travel technology, social recommendations, and per-
ceived entertainment value. Our results suggest that tourism stakeholders should
focus on enhancing users’ attitudes by highlighting the advantages of travel applica-
tions through targeted marketing campaigns and user testimonials. Interactive fea-
tures such as augmented reality navigation, gamification, and loyalty rewards can
also contribute to a more favorable perception of travel apps. Emerging technologies
such as artificial intelligence, augmented reality, and virtual reality have the poten-
tial to enhance personalization and create more engaging, immersive interactions
throughout various stages of the user journey under different temporal conditions
(Tarnanidis 2023). Future research could explore how cultural differences and per-
sonality traits influence tourists’ attitudes toward technology adoption in different
regions.

Our findings confirm that trust plays a significant role in shaping tourists’ in-
tentions to adopt travel applications, supporting H4. Trust in both the application
provider and data security is crucial, as travelers are often required to share sensi-
tive personal and financial information when using digital platforms. This result is
consistent with previous studies highlighting the importance of trust in technolo-
gy adoption, particularly in online and mobile commerce (Albayrak et al. 2023; Choi
et al. 2023; Hassan et al. 2024; Hua et al. 2021; Kim 2016; Liu et al. 2023; Medeiros et
al. 2024; Mishra et al. 2023; Wu and Lee 2017). Su et al. (2022) discovered that both
,perceived ease of use and perceived usefulness” had a positive impact on custom-
er trust in mobile food delivery apps. This trust, in turn, contributed to increased
customer loyalty toward these platforms. In the travel industry, trust is influenced
by factors such as ,performance expectancy, facilitating conditions, and social in-
fluence” (Mishra et al. 2023). Hua et al. (2021) suggest that trust in technology devel-
ops through user experiences, particularly their perceptions of its usefulness and
ease of use. Our study suggests that enhancing trust can be achieved through secure
payment gateways, clear privacy policies, and partnerships with reputable tourism
providers. Furthermore, integrating blockchain technology and biometric authenti-
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cation could strengthen users’ confidence in app security. Given that trust is a multi-
dimensional construct, future research could examine how different dimensions of
trust - such as trust in technology, trust in providers, and trust in regulatory frame-
works - interact to influence adoption decisions.

6 Conclusions This study explored the key factors influencing internation-
al tourists’ intentions to adopt travel applications in Algeria by extending the Tech-
nology Acceptance Model (TAM) with the construct of Trust. The empirical findings
demonstrate that perceived usefulness, perceived ease of use, attitude, and trust
each play a significant and positive role in shaping adoption intentions. These re-
sults affirm the foundational principles of TAM while highlighting the additional
explanatory power gained by integrating trust-particularly in the context of digital
tourism, where concerns over data privacy, app reliability, and service authenticity
are increasingly prevalent.

The study confirms that both functional aspects (usefulness and usability) and
psychological dimensions (attitude and trust) are crucial in influencing user behav-
ior. In doing so, it reinforces the need for a holistic approach to technology design
and implementation that addresses not only efficiency and convenience but also
emotional and cognitive responses such as confidence and security.

Importantly, this research offers a context-specific contribution by focusing on
Algeria, a relatively underrepresented setting in digital tourism studies. The valida-
tion of the extended TAM model within this environment adds empirical depth to the
growing body of literature on technology adoption in emerging tourism destinations
and provides a foundation for improving the design, promotion, and regulation of
digital travel services.

6.1 Practical implications The findings offer valuable insights for travel app
developers, tourism businesses, and policymakers. First, app designers should prior-
itize user experience by enhancing perceived usefulness and ease of use. This can be
achieved through personalized recommendations, seamless navigation, and AI-driv-
en support features. Given that attitudes significantly influence adoption intentions,
developers should also focus on creating engaging and enjoyable user experiences,
incorporating features such as gamification and augmented reality to increase user
engagement.

Second, the strong impact of trust on adoption intentions highlights the need
for robust security measures. Travel app providers should implement transparent
privacy policies, secure payment gateways, and authentication mechanisms to reas-
sure users about data protection. Tourism businesses can also leverage trust-build-
ing strategies, such as verified customer reviews and partnerships with established
brands, to enhance credibility. Policymakers, in turn, should work on regulatory
frameworks that ensure data security and ethical digital tourism practices.

In summary, enhancing travel app adoption requires a concerted effort that
spans technical excellence, trust-building mechanisms, engaging user experiences,
and strong institutional support. By addressing these areas holistically, stakeholders
can foster greater digital engagement and elevate the overall quality of tourism ser-
vices in emerging markets such as Algeria.
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6.2 Limitations and future research While the study makes several important
contributions, certain limitations must be acknowledged. First, the use of a relative-
ly small, convenience-based sample may affect the generalizability of the findings.
Future research should consider employing larger and more diverse samples to vali-
date the model across different demographic and cultural groups. Second, the focus
on international tourists in Algeria limits the contextual scope of the study. Compar-
ative or cross-national research could help determine whether these relationships
hold in other regions or among domestic travelers. Third, while the extended TAM
provided valuable insights, the model can be enriched further by including addition-
al constructs such as social influence, perceived risk, hedonic motivation, or habit.
Future research could also integrate or compare different theoretical models-such
as UTAUT, TPB, Innovation Diffusion Theory, or Trust-based frameworks-to capture
more complex behavioral drivers. Finally, examining how advanced features (e.g., Al
personalization, blockchain security) impact adoption could offer deeper insights
into emerging trends in travel technology.
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Résumé

Zdmery prijatia cestovngch aplikdcii: RozSirenie modelu akceptdcie technolégie o déveru

Zavedenie cestovngch aplikdcii vijrazne zmenilo odvetvie cestovného ruchu tym, Ze zvgsilo dostupnost, pohodlie a efektivnost pld-
novania ciest. Pochopenie faktorov, ktoré vedi k zdmerom zahranicngch turistov prijat cestovné aplikdcie, je nadalej velmi déle-
Zité, najmd na rozvijajicich sa trhoch cestovného ruchu, ako je AlZirsko. Tdto Stidia rozsiruje model akceptdcie technoldgii (Tech-
nology Acceptance Model - TAM) o déveru s cielom preskiimat jej dlohu pri formovani zémerov turistov prijat aplikdcie. Udaje boli
ziskané od 168 zahranicnych turistov pomocou Struktirovaného dotaznika. Vo viskume sa pouZila viacndsobnd linedrna regre-
sia na analyzu vztahov medzi vnimanou uZitoc¢nostou, vnimanou jednoduchostou pouZivania, postojom a déverou pri predpoveda-
ni zdmeru prijatia. Zistenia ukdzali, Ze vSetky Styri predpokladané vztahy sa potvrdili, Co naznacuje, Ze vnimand uZitocnost, vni-
mand jednoduchost pouZivania, postoj a dévera pozitivne ovplyviuji zdmery turistov prijat cestovné aplikdcie. Model vysvetlil
50.90% rozptylu v imysle prijatia. Tieto zistenia pondkaji teoretické a praktické poznatky o prijimani cestovngch aplikdcii s d6-
sledkami pre vivojdrov aplikdcii, zainteresované strany v cestovnom ruchu a tvorcov politik pri zlepSovani digitdlnych sluZieb ces-
tovného ruchu v AlZirsku.
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PRIVACY IN MARKETING COMMUNICATIONS:

A CHANGING LANDSCAPE WITH

CHALLENGES AHEAD

In the digital age, privacy has emerged as one of the most pressing ethical and
legal concerns, particularly in the domain of marketing communications. With
the increasing reliance on data-driven technologies, businesses can tailor adver-
tising to individual users through mechanisms such as cookies, micro-segmen-
tation, and the international acquisition and transfer of consumer data. Yet this
trend raises profound questions: How has our understanding of privacy evolved
over time? What are the consequences of trading personal data for digital conven-
ience? And how do we balance the desire for connection with the need for person-
al boundaries?

Historically, the concept of privacy as we understand it today barely existed. In
medieval Europe, for instance, people lived communally, and most families occupied
single-room dwellings, with little to no separation between public and private life. Se-
crets were uncommon, and the notion of an ,inner life” was neither widely acknowl-
edged nor culturally significant. It was not until the rise of the Enlightenment and
the advent of modernity that privacy began to emerge as a recognized social and mor-
al value. The growth of private property, the spread of literacy, and the evolution of
bourgeois family life all contributed to a new belief: that individuals are entitled to
personal space and that one's mental and emotional life can and should remain pri-
vate from others.

By the 20th century, privacy was closely associated with individual freedom and
autonomy. The home became a protected zone, and legal systems increasingly rec-
ognized privacy as a human right. However, the digital revolution has dramatical-
ly shifted this paradigm. We are now living in the ,post-privacy” era, in which people
voluntarily and continuously give up personal data in exchange for convenience, en-
tertainment, and/or social connectivity.

This voluntary exposure blurs the line between public and private spheres. For
younger generations especially, privacy can seem like an outdated concept - some-
thing traded away for likes, followers, and social validation. At the same time, people
of any age are becoming increasingly aware of how their data is used and some-
times misused. Scandals involving data breaches or unethical targeting (such as
the MailChimp 2023 case combining both) have triggered waves of public concern,
though sustained behavioral change remains limited.

Most users are unaware of how much data is being collected, and even when
they are, they may feel powerless to opt out. One of the most widespread tools used to
enhance impact of online marketing communications is the tracking cookie. These
small pieces of code, embedded in websites and applications, collect information
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about users’ browsing behavior. This data allows marketers to create profiles and
serve personalized ads that achieve higher conversion rates. Privacy becomes less of
a right and more of a trade-off. Users receive more relevant offers, while businesses
achieve higher returns on their advertising spend.

By analyzing behavioral data, social media activity, and even emotional cues,
marketers can group consumers into specific segments - ,fitness-focused millennial
moms,” for instance, or ,budget-conscious Gen Z students interested in sustainabil-
ity“. This allows for incredibly precise targeting, down to the timing and tone of an
ad. Moreover, this process often involves the use of third-party data brokers who ag-
gregate and sell personal information without the explicit consent of the user. This
commodification of psychological profiles challenges traditional notions of consent
and informed participation.

As companies operate across multiple countries, data collected in one jurisdic-
tion may be processed or stored in another. This creates regulatory tensions, espe-
cially between regions with different privacy standards. For example, the European
Union’s General Data Protection Regulation (GDPR) imposes strict rules on data
transfer to countries that lack adequate privacy protections. When data crosses bor-
ders, consumers may lose the protection of their local laws, often without realizing
it. A user in Germany might interact with an American app that stores data in Sin-
gapore - raising questions about which nation’s laws apply and who is responsible for
safeguarding that information.

Despite these risks, people continue to share vast amounts of personal informa-
tion online - often voluntarily. Social media platforms are built on the premise that
users will trade privacy for visibility and connection. Sharing photos, status updates,
location data, and even intimate thoughts has become normalized. Platforms like In-
stagram, TikTok, and Facebook are not only social tools but also marketing engines
that monetize user engagement through targeted ads.

In this environment, many individuals face a difficult choice: how to remain so-
cially connected without sacrificing all aspects of their personal privacy. Some opt
for digital minimalism, carefully curating what they share and with whom. Others
adopt privacy-enhancing tools like ad blockers, VPNs, or encrypted messaging apps.
But for many, the convenience and social rewards of digital life outweigh the abstract
risks to their personal data.

Privacy in marketing communications is not a static issue - it is a moving tar-
get shaped by technological advances, cultural shifts, and regulatory changes. From
the communal life of the medieval age to the individualism of the digital era, our
expectations around privacy have evolved. Today, cookies, personalized ads, micro-
segmentation, and international data transfers are just the surface layer of a much
deeper transformation: the merging of consumerism with personal identity.

In the digital era, personal life and consumption behaviors have become deeply
intertwined, often to the point where they are indistinguishable. Social media plat-
forms, lifestyle apps, and e-commerce sites encourage users to express their identi-
ties through the products they purchase and display. What people wear, eat, listen to,
or travel to is frequently shared online, turning private preferences into public per-
formances. At the same time, algorithms track these behaviors to personalize adver-
tising, reinforcing the cycle of self-expression through consumption. This dynamic

MARKETING BRIEFS

creates a feedback loop in which personal identity is both shaped by and continuous-
ly influencing marketing strategies, blurring the line between authentic selfhood
and curated consumer personas.

Résumé

Soukromi v marketingové komunikaci: Situace a vijzvy

V digitdInim véku se ochrana soukromi stala jednim z vjznamngch etickych a prdvnich témat, zejména v oblasti marketingové ko-
munikace. Diky technologiim zaloZengm na datech mohou zadavatelé personalizovat reklamu pomoci cookies, mikro-segmenta-
ce ¢i mezindrodniho pfenosu a obchodu s uZivatelskgmi daty. Koncepce (ochrany) individudIniho soukromi se tak méni z lidského
prdva na pfedmét obchodni smény. Historicky bylo soukromi prakticky nezndmy pojem; lidé Zili vefejné a sdileli prostory i Zivoty.
Teprve s ndstupem modernity a osvicenstvi se soukromi zacalo vnimat jako hodnota. Dnes se vSak osobni Zivot a spotfebni chovdni
natolik propoijily, Ze jsou témér nerozlisitelné. Socidlni sité a digitdIni platformy podporuji uZivatele, aby se vyjadfovali skrze pro-
dukty, které konzumuiji, pficemZ algoritmy tato data ddle vyuZivaji pro cilenou reklamu. To vytvdfi uzavienou smycku, ve které je
osobni identita formovdna skrze (s)potfebu a zdroven ji zpétné ovliviuje.
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V podveder 22. kvétna 2025 na Prazském hradé Ceskd marketingova spoleénost slav-
nostné zvetejnila vysledky jubilejniho 20. ro¢niku prestizni soutéze Marketér roku
2024. Titul hlavniho vitéze a ocenéni Velky modry delfin ziskal Robert Chmelat, mar-
ketingovy feditel Partners banky, za vyjimec¢ny piinos k budovini znacky nové ban-
kovni instituce na ¢eském trhu.

Soutéz se kona od roku 2005 a kazdoro¢né ocenuje vyrazné osobnosti, které prispi-
vaji nejen k rozvoji marketingu ve své organizaci, ale i k obecnému posunu oboru. Nad
soutézi i letos prevzal zastitu svétové uznavany odbornik prof. Philip Kotler.

Predsedou hlavni poroty byl doc. Ing. Miroslav Karliéek, Ph.D., prodékan Fakulty
podnikohospod4iské VSE v Praze, ktery ocenil vysokou kvalitu pfihlasenych projektti
a dliraz na inovaci a strategické mysleni v marketingu.

Velky modry delfin - hlavni cena soutéze Robert Chmelat, marketingovy fe-
ditel, Partners banka za vyjimec¢ny piinos k budovani znacky nové bankovni institu-
ce na ¢eském trhu

Zlaty delfin Jindfich Hovorka, Bauhaus za strategickou kampan ,Kdyz mysli-
te na dim nebo zahradu, slysite Bauhaus”

Zeleny delfin Vit Vojtéch, Penny Market za projekt ,Udélejte si kurz prvni po-
moci s Penny zdarma”

RazZovy delfin Jan Kodada, Gebriider Weiss za realizaci slavnostniho eventu pfi
spusténi FVE Gebriider Weiss spojeny s tispésnou PR kampani

Maly zlaty delfin
| Regina Netolickd, Gorenje za realizaci aktivit k 200-letému vyroéi znacky MORA
a posileni vSech branda spole¢nosti
| Pavel Moravec, JLV za strategickou spoluprédci s AKC a Milou Fiirstovou pro
menu CD Restaurant se servisem

| Adam Sedl4¢ek, Penam za projekt ,Dinoo - Kamarddi co hlad zaZzenou”

| Luk4s Pfivratsky, Head of Digital and Innovation a Adéla BabiSov4, feditelka
marketingu, Respect Group, a. s. za projekt klientské aplikace ,eRko”

| Jan Filipovi¢, Templdfské sklepy Cejkovice za revitalizaci zna¢ky Templafské
sklepy Cejkovice - Templafi jsou zpét

Maly stfibrny delfin
| Pavel Zavadil, Anthony’s za sérii videospotti ,Akéni sporty v obleku od Anthony's”

ZAUJALO NAS | SHORT COMMUNICATIONS

DRZITEL VELKEHO MODREHO DELFINA ROBERT
CHMELAR, MARKETINGOVY REDITEL PARTNERS
BANKY

AUTORI FOTOGRAFII: LUBOS J. MAREK - BOHEMIA
WERBUNG, RADIOHOUS, CMS

| Gabriela Zmekova, Bohemia Properties (JAN Hotels) za novy positioning pro-
duktu a rebranding hotelu BOOKQUET

| Jana Berkovd, Magistrat hl. m. Prahy za projekt revize vizudlni identity hlav-
niho mésta Prahy

| Radka Zmekovd, Mlékdrna Hlinsko za projekt Pikao Grand Showtime

| Zbynék Vicar, Vinatsky fond za projekt Vinfluencefi - ambasadofi Vin z Mora-
vy, vin z Cech

Cestnd uzndani za tispésnou nominaci

| Ludék Nezmar, Acresia Consulting za projekt Prahou kyberbezpeéné

| Nikola Krejéovd, Ambrozia za projekt Ambrozidda 2024, unikdtni umélecky
vzdélavaci program pro mladsii starsi déti

| Patricie Irlvekovd, Ensana za projekt Klimaterapie - sila klimatu, sila zna¢ky

| Martin Razicka, Nobilis Tilia za rozvoj zdzitkovych prodejen ptfirodni kosme-
tiky Nobilis Tilia

| véra Sejdovd, United Bakeries za projekt Otd¢ime kormidlem ¢eského chleba -
strategie vyvoje cerstvych chlebti Odkolek pro ménici se trh

Marketér roku junior V leto$§nim jubilejnim ro¢niku byla tradi¢né vyhldSena
také studentska kategorie Marketér roku Junior, kterd dava prostor mladym talentim
z vysokych §kol a univerzit. Soutéz pripravuje Klub ucitelt marketingu ve spolupréci
s Ceskou marketingovou spoleénosti. Garantem kategorie Marketingova strategie byl
Libor Necas, zatimco za kategorii Marketingova kampan odpovidala Lucia Spalova. Té-
matem bylo: ,Jak ispésné komunikovat znacku v polarizované spole¢nosti”.

Kategorie Marketingova strategie Stépanka Di Maio, Beata Postlova - CVUT,
Masarykav tstav vyssich studii za projekt: ,Poznej svét. Zmén nézor.” - marketingo-

va komunikacni strategie pro NGO Genesis

Kategorie Marketingova kampan Viktéria Antolovd, Kamila KoSeckd, Denisa
Sladeckova - UKF Nitra za projekt: ,SOCIA” - zatizeni socidlnich sluzeb SOCIA Nitra,
poskytujici ambulantn{ sluzby pro déti a mladé dospélé s postizenim
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MARKETING TERMS ,

open access | otvoreny pristup Open access to market data allows small firms
to compete more effectively. | Otvoreny pristup k idajom o trhu umoziiuje mensim firmdm
efektivnejsie konkurovat.

open dating | zverejnenie ddtumu (zvycajne spotreby) Open dating on packag-
ing helps consumers make competent decisions. | Zverejnenie ddtumu spotreby na oba-
loch pomdha spotrebitelom robit kompetentné rozhodnutia.

open-door policy | politika otvorenijch dveri The manager’s open-door policy
encouraged open communication in the department. | ManaZérova politika otvorengjch
dveri podporovala otvorend komunikdciu na oddelent.

open economy | otvorend ekonomika An open economy attracts foreign in-
vestment and increases trade opportunities. | Otvorend ekonomika prifahuje zahraniéné
investicie a zvysuje obchodné prileZitosti.

open-ended questions | otvorené otdzky In market research, open-ended
questions reveal deeper consumer motivations. | V matketingovom viskume odhaluji
otvorené otdzky hlbsie spotrebitelské motivdcie.

opening | otvorenie, tivod The opening of the new flagship store attracted
thousands of visitors. | Otvorenie novej vlajkovej predajne prildkalo tisice ndvstevnikov.

opening hours | otvdracie hodiny Please check our updated opening hours
during the holiday season. | Skontrolujte si, prosim, nase aktualizované otvdracie hodiny
pocas sviatocného obdobia.

opening price | uvddzacia cena The product launched at an opening price of
€29.99 to attract early buyers. | Produkt bol uvedeny na trh s uvddzacou cenou 29,99 €, aby
prildkal pruijch zdkaznikov.

opening sentence | tivodnd veta The opening sentence of an advertisement
must capture attention immediately. | Uvodnd veta v reklame musi okamZite uptitat po-
zornost.

operate | prevddzkovat They operate a chain of eco-friendly cafés across Eu-

operating capital | prevddzkovy kapitdl The company needs more operating
capital to handle seasonal demand. | Spolocnost potrebuje viac prevddzkového kapitdlu na
zulddnutie sezénneho dopytu.

operating system | operacny systém The new app is compatible with all ma-
jor operating systems. | Novd aplikdcia je kompatibilnd so vSetkymi hlavngmi opera¢nymi
systémami.

opinion | ndzor Consumer opinion plays a major role in shaping brand reputa-
tion. | Spotrebitelsky ndzor zohrdva velki tlohu pri formovant reputdcie znacky.

opinion leader | ndzorovy vodca, opinion leader Influencers often act as opin-
ion leaders in digital marketing. | Influenceri¢asto pdsobia ako ndzorovivodeovia v digitdl-
nom marketingu.

opinion poll | prieskum verejnej mienky An opinion poll showed that 65% of
consumers prefer online shopping. | Prieskum verejnej mienky ukdzal, Ze 65 % spotrebite-
lov uprednosttiuje online nakupovanie.

opinion research | vijskum/prieskum mienky/ndzorov Opinion research helps
brands understand what their audience really thinks. | Viskum ndzorov pomdha znac-
kdm pochopit, ¢o siich cielovd skupina skutoc¢ne mysli.

opportunity | prileZitost A market opportunity arises when unmet customer
needs align with a company's strengths. | PrileZitost na trhu vznikd, ked sa nenaplnené po-
treby zdkaznikov zhoduju so silnymi strdnkami spoloc¢nosti.

opt | rozhodniit sa, zvolit si Many consumers now opt for sustainable brands
over traditional ones. | Vela spotrebitelov sa dnes rozhoduje pre udrZatelné znacky namiesto
tradicngch.

opt in | sihlasit s iicastou, prihldsit sa (dobrovolne) Customers must opt in
to receive promotional emails under GDPR rules. | Zdkaznici musia dobrovolne sihlasit
s odoberanim reklamnijch e-mailov podla pravidiel GDPR.

opt out | odhldsit sa / nesiihlasit s ficastou Consumers can opt out of targeted
advertising in their account settings. | Spotrebitelia sa mézZu v nastaveniach dcétu odhldsit
z odoberania cielengch rekldm.

optic | opticky The campaign used advanced optic effects to capture consum-
er attention. | Kampaii vyuzila pokro¢ilé optické efekty na upitanie pozornosti spotrebitelov.

rope. | Prevddzkuju siet ekologickiyjch kaviarni po celej Eurdpe. Literatdra | List of References [1] Cambridge Business English Dictionary. 2025. [online]. [cit. 2025-

04-16]. Dostupné na: <https://dictionary.cambridge.org>
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