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TEXT | MARCUS DIEDRICH PRISPEVKY | CONTRIBUTIONS

STUDY: THE USE OF SOCIAL
MEDIA FOR SERVICE DELIVERY:
HOW DO END-USERS USE
CUSTOMER SERVICE 2.0?

The study is based on the question how the customer uses the service of
companies in times of Web 2.0. The online survey was based on a standardized
questionnaire. The target group were end users, who connect daily with
goods and services from various suppliers and consciously or unconsciously
use the service of companies every day. It was not possible to complete

the questionnaire repeatedly, thus preventing a distortion of the results.

A limitation is made via the IP address of the interviewee. With regard to
answering the research question, the terms Web 2.0 and Customer Service 2.0
are defined first. It also addresses the challenges of Web 2.0 and customer
expectations.

Digitization captures every aspect of life, whether it is private or
professional. The role of customers is increasingly influenced by digital change.
With Web 2.0 technologies and social media, customer service has changed
massively. Customers expect competent responses, quick reactions and a
perfect digital service from companies. Therefore, they must consider not only
the communication with the customer, but also their customer service.

Introduction Through the connections in social networks, customers become
more autonomous in their purchasing decisions and more demanding in terms of
advice and service. In the various phases of a purchase process, which includes the
information search in advance and feedback remarks in retrospect, feedbacks are
made with the community. Customers should therefore be accompanied in as many
phases as possible. If you offer excellent customer service in the social web, let the
world see how customer advisors explain the current problems, answer questions
from potential buyers, highlight services, announce innovations and solve the prob-
lems of existing customers. In the public consultation, a company markets its prod-
ucts and services through a continuous customer dialogue. Special attention must
be paid to the development of the Internet in terms of Web 2.0, which results in a cus-
tomer service 2.0 with comparable features. Customer Service 2.0 therefore refers to
the development and implementation of customer service through the perspective of
Web 2.0 (Bock 2012, p. 3).

1 Definition web 2.0 —— When we speak of customer service 2.0, we should first
define what exactly is meant by this keyword. In general, the focus is on the devel-
opment and implementation of customer service through digital media, especially
through the Internet. Since the term Web 2.0 was coined by Tim O'Reilly, it devel-
oped into a marketing keyword (Lammenett 2012, p. 239). For him, Web 2.0 is a fur-
ther development of the Internet, which is characterized primarily by participation
and involvement of the Internet user (Bruhn 2014, p. 1037). The term does not refer
to a special technique or software version, but rather to the interaction of different
methods and tools and a corresponding social and economic development (Lammen-
ett 2012, p. 239). The World Wide Web is seen as an execution platform to connect
with other Internet users (Bruhn 2014, p. 1037). The difference is made by the users,
who now have a completely different meaning: their participation becomes the pur-
pose and goal of Web 2.0 (Langkamp and Koplin 2014, p. 68). Through their technical
possibilities, users actively participate in the design and content of the information
offered on the Internet (Ruisinger 2007, p. 193). The special importance of these tech-
nical possibilities arises, above all, from network formation and the linking of peo-
ple and groups. What is crucial in this context is Reed's Law, according to which the
value of a network grows enormously through new members, if groups can be formed
in the network (Evans 2008, p. 52). Platforms such as Wikipedia, Facebook and Twit-
ter would never have achieved such a great success without this basic idea (Lang-
kamp and Koplin 2014, p. 68). Social media technologies take many different forms
including blogs, business networks, enterprise social networks, forums, microblogs,
photo sharing, products/services review, social bookmarking, social gaming, social
networks, video sharing and virtual worlds. The development of social media start-
ed off with simple platforms in the Web 1.0. Unlike instant messaging clients such
as ICQ and AOL's AIM, or chat clients like IRC or iChat was the first online business
that was created for real people, using their real names. However, the first social net-
works were short-lived because their users lost interest. Improved technologies, such
as Web service APls, AJAX, RSS, or the basics of creating blogs and wikis to facilitate
the use of the offers, enable a faster and easier use of new websites by consumers and
providers.

Web 2.0 describes the phenomenon that content and pages on the Internet can
no longer only be created and changed by selected specialists or companies, but by
the community of Internet users themselves (Kaplan and Haenlein 2010, p. 60). Thus,
content is no longer only centralized by large media companies and distributed over
the Internet, but also by a large number of individuals (Lammenett 2012, p. 239). The
greatest change is social. The Web 2.0 platforms call on the users to participate and
thus enable the social exchange. In addition, the platforms are based on user-gene-
rated content. These are all forms of content created by users themselves and pub-
lished and exchanged in the Web 2.0 (Kaplan and Haenlein 2010, p. 61). The Internet
user, who in the past has only been able to consume online content passively, is in
Web 2.0 able to act as a producer of content and to communicate with the compa-
nies on the same level (Schiele, Hihner and Becker 2007, p. 6). He becomes an active



participant, who is actively involved in the Internet, can create and distribute con-
tent himself (Kreutzer and Merkle 2008, p. 149). Information and exchange platforms
become all the more attractive as the number of people working on them (Langkamp
and Koplin 2014, p. 68).

In summary, Web 2.0 includes Internet applications and platforms that actively
integrate users into value creation - whether through their own content, comments,
tags, or even through their virtual presence. The main characteristics of value crea-
tion are interactivity, decentrality and dynamics (Walsh, Kilian and Hass 2011, p. 6).
The use of social media channels in Web 2.0 can contribute to the long-term success
of the company, but it is also associated with challenges.

Three key factors explain the abrupt behavioral change and the growing Web
2.0 offerings like platforms such as Wikipedia, Facebook and Twitter. On the one
hand, two technical changes offer new possibilities. Better availability of technolo-
gies is a prerequisite for user integration. The second technical factor is the impro-
ved infrastructure, which is the proliferation of Internet broadband access, which
allows the rapid transmission of video and photos. On the other hand, a fundamen-
tally changed usage behavior of the users was recognized, since many can be techni-
cally more experienced by the growing up in the computer and Internet age (Bruhn
2014, 1038). Another factor is mobile internet usage. The increasing use of mobile, In-
ternet-enabled devices - from laptops, tablet PCs and smartphones to smartwatches -
is an important driver of mobile marketing. It is important in all these developments
that the increasing use of mobile devices such as tablet- PCs and smartphones, does
not replace stationary access but enables new usage situations (Kreutzer 2014, p. 4).

2 Challenges of web 2.0 —— A company is vulnerable, as it opens up to the social
network and opens up a dialogue with its customers. However, this is intended to
make the brand a topic of discussion. Not only praise and positive expressions can be
produced. The responsible persons should be aware of this beforehand and develop a
plan to appropriately respond to criticism. Opportunities result from positive as well
as negative criticism for the company. A company is motivated by praise and encou-
raged to continue the path already pursued. Negative criticism should be appreciated
as a piece of advice, as honest expressions are an opportunity to improve and innova-
te (Neumann 2010, p. 28). Eventually, any business comes into the situation that users
write critically about the company, its products or services. In this case, it is impor-
tant to deal with the criticism correctly, in terms of time, style and content. Negati-
ve feedback in the social web can be roughly classified into the following categories
(Wolber 2012, p. 191):

Normal problem - someone has a problem with a product or service and he ne-
eds quick help. Feedback of this type is negative because it puts the company in a bad
light, but it can help in uncovering actual problems.

Constructive criticism - contains a suggestion. The customer expresses sug-
gestions for improvement for products or services.

Authorized attack - A customer attacks the company because it has done so-
mething wrong. Often there is a lack of support, poor service or a binding response
to problems and questions of the trigger for emotional reactions.

In general, if negative feedback is given, it is necessary to decide which reaction
is required. The reaction to criticism, even to unjustified ones, must be positive and
constructive in order not to lead a public dispute. Whether the response is a personal
or a public message depends on how common the problem is and how many custo-
mers have already reported. Regardless of this, corrective measures should be initia-
ted according to a fixed scheme, which informs the customers (Wolber 2012, p. 192).
For an acceptance in the social media, it is important to achieve a high credibility as
a communicator. For this reason, employees who work in the company name should
make their origin clear by giving their own name, function and company (Kreutzer
2014, p. 24). In the following, the customers' wishes regarding the service of a compa-
ny will be explained.

3 Customer expectations in web 2.0 —— The fact that social media has become a
fixed part of the private and professional world is evident. The increasing use of the
Internet and networking in the social networks have redefined the power relations
between companies and consumers. The position of the customer improves as op-
posed to the company. Digital media will make the consumer more informed, acti-
ve and influential. For he gets himself the information he is looking for and actively
contacts with companies or other customers. The possibility of always accessing the
required data, exchanging information with other users and helping to shape pro-
ducts and services has given him a previously unknown autonomy. This enables him
to make special demands on services. The customer in times of Web 2.0 expects from
a company that (Dimitrova, Kolm and Steimel 2011, p. 20):

| addresses these needs and wishes with tailor-made product solutions,

| this provides the customer with digital communication tools,

| the dialogue is transparent and open,

| this can react quickly - within hours instead of days - to its concerns via

digital channels (e-mail, contact form, (video) chat)

| provides this easily accessible information,

| qualified employees deal with their concerns, because automated responses

are rather undesirable and are accepted only when they are complete,

| provide enterprises service applications that provide help and guidance

around the clock.

In addition to the efficient processing of inquiries, customer service 2.0 is par-
ticularly concerned with the customer dialogue. Customer communication is human
and less technical, rather emotional, and only conditionally rational. The open dia-
logue, which should be managed confidentially, significantly increases customer sa-
tisfaction. To this extent, modern services should be optimized for communication
by using the technical possibilities and make it easy for the user. The relevance for
customers increases with honest conversations and not with technical structures.



The challenges addressed are the result of the concept of customer service 2.0, which
is described below.

4 Customer service 2.0 —— The oldest and classic contact channels of the custo-
mer service are the personal conversation in the shop or the advice at home. Similar-
ly, a letter can be written to the customer service. The Internet accelerated the letter
through electronic mail and chatting via text or video chat. Added to this was the
contact form on the website of the offerer (Bock 2012, p. 16).

Today, digital services are no longer only sent via e-mail, but also via the Inter-
net and interactive social media platforms like Facebook or Twitter. Here users have
the opportunity to post questions, opinions, problems and complaints actively on the
corporate social media page of the company. As a rule, the site is managed by a com-
pany's social media team. The posting of the users and the reaction of the company
are also visible to other users. The documented service knowledge can be saved ac-
cordingly in a service community as well as used for the positive recommendation by
verbal transmission. Compared to classic service offerings, such as a telephone hot-
line, there are differences. Thus the interaction between companies and users in the
social media is transparent to the public. Therefore the individual service experien-
ce is collected. The service process receives a public attention. In addition, the com-
pany's service activity can also be understood as marketing communication, since
it must be anticipated by other users and the forwarding of the service interaction.

The transparent online service is above all the customer satisfaction and the
solution of the customer problem (Rossmann and Tangemann 2015, p. 169). The custo-
mer expects companies to understand the social web as a platform for dialogue, to
make the dialogue transparent and open, to react quickly to requests, and to provide
service applications that offer help and orientation around the clock. In the past few
years, corporate websites have evolved significantly: they have increasingly focused
on product and company information, and are increasingly turning into networking
sites (Dimitrova, Kolm and Steimel 2011, p. 10):

| Step 1: Companies often operate their own forums or corporate blogs, which

serve direct communication with customers and prospective customers.
Employees can act as bloggers and maintain and control communication in
the community by switching on when necessary. Through the transparent
communication between the company and its customers the credibility can
be increased. Furthermore, these discussions provide valuable insights into
the quality of service as well as suggestions for improvements.

Step 2: The social media sites like Facebook, Xing & LinkedIn are a hot
topic for branding experts, because they offer numerous possibilities for
the maintenance of customer relations. This type of customer support is
particularly recommended when the target group is active in the social web.
Unlike the communities on their own website, the vendors can only control
the dialogs here to a limited extent.

Step 3: The biggest challenge for companies, however, is the discussions
on the social web, because this sphere cannot directly be influenced by the

company. In blogs, forums, etc., however, much of the communication takes
place. Still, there are only a few companies that systematically operate social
media monitoring in order to detect conspicuous conversations outside the
company's four walls and to ensure proactive support.

Properly understood and used, this new source of knowledge can contribute to the
company's accelerated learning capability and generate valuable competitive advan-
tages. If this opportunity is not used, however, it is to be feared that the company will
not be able to keep pace with the increased development rate and will lose market
shares to the more competitive competition. Therefore, it is essential to take advan-
tage of the developments outlined at an early stage and to make valuable use of them
within the company. This will present new challenges to the companies concerned,
which they can only cope with if they have anchored their ability to adapt to their cul-
ture in the sense of a dynamic adaptability (Rossmann and Tangemann 2015, p. 171).

5 Survey As described at the beginning, the study is based on the question how

the customer uses the service of companies in times of Web 2.0. The studies were con-

ducted in March 2017 by means of an online questionnaire. The target group were In-

ternet users, who were asked to participate via the social media and e-mail.
Interview participants (n): 180

Survey: Online questionnaire
Period of investigation: March 2017

phonc - | (¢33
email |, 2.2
contact form [ 3533
social media [ 19.44%
(video) chat [l 6.67%
others - 3.89%

0% 10% 20% 30% 40% 0% 60% 0% 80% 90%

FIGURE 1: IF YOU HAVE A SERVICE REQUEST, WHICH OF THE FOLLOWING COMMUNICATION CHANNELS DO YOU USE
(MULTIPLE ENTRIES POSSIBLE)? [N=180]. SOURCE: AUTHOR

Nearly 82.2% of respondents use e-mail as a communication channel for customer
service. This is especially interesting in view of the fact that the e-mail has already
been declared superfluous by the various possibilities of social media. At least 38% of



the customers use the contact form. These two ways of making contact give the com-
pany the opportunity to answer thoughtfully. 42.2% of respondents admitted 24 ho-
urs to the company for an answer.

Prominent 78.3% of respondents would like to be contacted by telephone. The
particular relevance of the telephone, possibly as a complementary contact channel
on the company's website, is probably due to the fact that the telephone as a real-time
contact channel provides the consumer with a time-offset with a response to his qu-
estion or a solution to his problem. The high level of consumer demand is also reflec-
ted in the fact that consumers expect to be able to make contact with the company at
any time. This also applies if customers move in another medium.

Social media play a subordinate role in service requests with just under 19.44%.
Likewise, the (video) chat with 6.67%. This is surprising because the contact on social
media in the literature is praised as the measure of things.

Among other things are called Correspondence, WhatsApp, Office, Internet
and personal contact.

non

Other matters include "clarity and reliability", "sympathetic and competent

nons

advice", "intelligibility" and "no prefabricated standard responses". In addition, five

users have excluded the use of electronic customer service for various reasons.

Within an hour | 8.67%
Within two hours | NG 1792
Within six hours | NG 17.92%
Within 12 hours _ 12,72%
Within 24 hours |, 12.20°%

Within a week | 0,58%

smplicty & clasity | ¢t
0% 10% 20% 30% 40% 50%

data protection | 56"

FIGURE 3: WHEN DO YOU EXPECT AN ANSWER TO THE ELECTRONIC CUSTOMER SERVICE? [N=180]. SOURCE: AUTHOR

transparency [N 24.44%
quick response | <2.%

others [JJj 6.11%

0% 10% 20% 30% 40% 50% 60% T0% 80% 90% 100%

FIGURE 2: WHAT IS IMPORTANT TO YOU IN ELECTRONIC CUSTOMER SERVICE (SOCIAL MEDIA, CONTACT FORM,
MOBILE APPS, ETC.)? (MULTIPLE ENTRIES POSSIBLE) [N=180]. SOURCE: AUTHOR

Both for consumers as well as for businesses, social media offers should primarily
meet functional and security-related requirements. The functional characteristics
are both “simplicity and clarity” as well as “quick response”. The security-related cha-
racteristics are “data protection” and “transparency”.

Simplicity and clarity are the most demanded by users at 87.78%. Quick res-
ponse is second only to 72.22%. The user wants to get an answer in a simple and un-
complicated way. What exactly quick response in this case means, clarifies the third
question (see figure 3). Simplicity and clarity means that the customer can quic-
kly find his way to the website or the platform and simply reach the link to custo-
mer service. Data protection as a security-related property is only just two-thirds of
the participants in the survey important. Transparency stands for 24.44% of users.
For the customer, the solution to their specific problem is the focus, not the data
protection.

Altogether, almost 55% of respondents are waiting 12 hours or more for a respon-
se from companies. Almost 42.2% of respondents are patient and generally wait 24
hours for a response to a service request posted on the Internet. Almost 45% of the
customers are expecting an answer within six hours or less. Almost 8.67% expect a
reaction within an hour.

6 Summary and outlook The compiled subject literature speaks a clear lan-
guage: the customer expects companies to understand the social web as a platform
for dialogue and to make the dialogue transparent and open. It is therefore surpri-
sing that only about 19.4% of respondents use social media as part of customer servi-
ce. Old-established channels such as e-mail, contact form and telephone remain in
the foreground.

When using electronic customer service via social media, contact form or (vi-
deo) chat, the main focus is on the functional aspects of simplicity and clarity. This
is quite understandable, since an end user does not want to fight through a complex
jungle of forms in the event of a problem. The security-related aspect Data protection
is felt by two-thirds of respondents as important.

Further tendencies in customer service are already identified in the literatu-
re. The development towards the Internet of Things, Industry 4.0 and other technical
innovations leads to an increasing network of devices and applications in the custo-
mer's environment. This creates a wide range of opportunities to grasp customer sa-
tisfaction and proactively respond to emerging difficulties. Thus, for example, it is
possible to detect problem occurrences on the user terminal which are reflected in
repeated requests or aborted service processes. If the customer makes his / her dis-



satisfaction air, for example, by spreading his / her problem on social networks, the
above-described customer service 2.0 can provide a remedy. However, there should
be a significant darkness of customers who are able to help themselves with an emer-
gency solution or give up frustrated without escalating their problem and obtaining
a satisfactory solution. This creates a latent dissatisfaction that accumulates over
time and thus increases the likelihood of a change of provider at the earliest opportu-
nity. The traditional recording of the customer feedback by questionnaires takes pla-
ce with a great time delay, is incomplete and can provide an explanation afterwards,
but the customer no longer change their minds. In this situation, it is advantageous
to continuously analyze the state of the ongoing service processes and the hardware
and software used in the process, and to solve occurring problems as quickly as po-
ssible (Rossmann and Tangemann 2015, p. 168). The subject of confidentiality is to be
taken very seriously and discussed beforehand. The customer should have the possi-
bility to consciously select services of this kind, if he has built up sufficient trust in
the provider and is convinced of the advantages. As long as this is not the case, it is
not advisable to use these technical possibilities. The service should be modular and
can be installed on request. Here, technical possibilities and confidence building
must be carefully considered in the interests of customer loyalty.
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TEXT | SAMUEL SMOLKA, EVA SMOLKOVA PRISPEVKY | CONTRIBUTIONS

VPLYV MARKETINGU V POLITIKE
NA VOLICSKE SPRAVANIE

Prispevok sa zaobera marketingom v politike a jeho vplyvom na spravanie
voli¢ov. Autori na prikladoch marketingového ovplyviiovania voliov v sii€asnej
politike, systematizuji informdcie o tom, pre€o a ako ovplyviiuje politicky
marketing voliéské spravanie, ukazuju, aké moderné komunikacné nastroje sa
vyuzZivaji v politickom marketingu a ktoré su, z hladiska politickych subjektov
aich lidrov, najicinnejSie a najefektivnejsie. Poukazuji na to, Ze efektivna
marketingova stratégia a jej priprava - situaéna analyza, vyskum preferencii

a adresna komunikacia s voli¢mi v siicasnosti umoziiuju nielen ovplyviiovat
preferencie voli€ov, ale aj menit ich zmyslanie a vyuZivat ich postoje a nazory na
profilovanie marketingovych stratégii. Cielom prispevku je poukazat na vplyv
politického marketingu na spravanie voli¢ov v Slovenskej republike na pozadi
marketingovej komunikacie v komunalnych a parlamentnych volbach. Uéelom
bolo porovnat vlastné zistenia s existujticimi vyskumami voli¢ského spravania.
V préci autori vyuZivaju aktudlne vedecké stadie a vyskumy k predmetnej
problematike, analyzujii dostupné iidaje a vyhodnocuijii ich. VyuZivaja
Statistické, sociologické a marketingové zdroje a poznatky s existujicimi
vyskumami voliéského spravania a z realizovaného vlastného vyskumu.

Uvod
moZné pomenovat nastroje, ktorymi je mozné ovplyviiovat volicov a to nielen z krat-

Politicky marketing pevne zakotvil v medidlnej realite. V sticasnosti je

kodobého, ale aj z dlhodobého hladiska. S rozvojom médii a komunikaénych tech-
nolégii bolo nutné hladat aj spésoby i metédy ako oslovit vybrané skupiny volicov.
Politicky marketing sa intenzivne vyvija necelych 50 rokov, ale vieme uchopit, ako
sa menili a menia néstroje politického marketingu. Politické subjekty si v sticasnos-
ti uvedomuji vyznam marketingovych aktivit a hladaji mozZnosti ako ich vyuzit na
rozne Ucely - najcastejsie na politické a volebné kampane. Najimaji odbornikov z ob-
lasti marketingu, politolégie i sociolégie a ked cheti v politickom boji uspiet, musia
nielen ,robit predvolebné kampane", ale aj systematicky monitorovat marketingové
prostredie, analyzovat ho a koncipovat marketingové stratégie.

Cielom marketingovych aktivit politickych subjektov je oslovit volicov a zis-
kat ich hlasy. Jedine prostrednictvom volicov totiz dokazu politické strany ziskat
moc a ovplyviiovat procesy v spolo¢nosti. Kandidéti a lidri politickych subjektov po-
nukajd svoje vizie, stratégie a ciele podobne, ako marketéri z podnikatelského pro-
stredia. Musia vediet oslovit volica hodnotami, stratégiami, cielmi a metédami ich
implementacie. Je Ziaduce komunikovat aj predstavy rieseni problémov a témy, ktoré
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profiluji ich politickd orientdciu a musia to robit systematicky, nielen pred volbami.
Marketéri, analytici z oblasti politického marketingu ¢asto hovoria, Ze spravny poli-
ticky marketing musi mat schopnost oslovit ,srdce, rozum i pefiazenku”. Objektom
politického marketingu je voli¢, ktory odovzdava svoj hlas v prospech politického
subjektu na zdklade politického marketingu jeho kandidé4ta alebo politickej strany
(Stédron a kol. 2013, s. 47). Marketing v politike funguje ako hlavny tvorca a ,ovplyv-
novatel” verejnej mienky.

Politicky marketing na Slovensku hral rolu vZdy a to prakticky od vzniku Slo-
venskej republiky v roku 1993. Spdsob, akym slovenski politici vystupovali na verej-
nosti, ako pracovali s verejnostou ¢i s ur¢itymi vybranymi skupinami voli¢ov, akymi
metédami a prostriedkami viedli a vedu svoje politické a volebné kampane sa vZdy
prejavil aj na vysledku volieb. Uspesné politické subjekty vzdy vyuZivali politicky
marketing na ziskanie ¢i udrzanie si priazne volicov.

Cielom prispevku je poukdzat na vplyv politického marketingu na spravanie
volicov v Slovenskej republike na pozadi marketingovej komunikacie v komundlnych
a parlamentnych volbach. V prispevku nebudeme polemizovat s jestvujicou teériou
politického marketingu, budeme vSak upozornovat, na zdklade vysledkov vlastného
vyskumu, na $pecifickd, ktoré mézu hrat v marketingovej kampani politického sub-
jektu velmivyznamnd rolu a uvedieme aj vplyvy na volica, ktoré nespadaji do jestvu-
jucej typologie.

1Politicky marketing Zmyslom marketingovych aktivit politickych subjektov
je ziskat hlasy voliCov, participovat na moci alebo ju ziskat, ovplyviiovat riadenie spo-
lo¢nosti a tvorbu principov fungovania spolocenskych struktir.

Skiimanie politického marketingu a analyzovanie ndstrojov marketingovej ko-
munikdacie je vedecky problém, ktory sa skiima analytickymi a porovnavacimi meté-
damiatechnikami. Politicky marketing sa nevymyka z rdmca inych marketingovych
aktivit aj ked je potrebné uviest, Ze analytické nastroje a techniky mo6zu byt Specific-
ké a dokonca vytvorené na konkrétne icel na zdklade potrieb politickych subjektov.
Predpokladmi tspesného politického marketingu su:

| vyskum - analyza prostredia, makroprostredia i mikroprostredia, ndzorov

a ndalad volicov;

| analyza politickych kandid4tov vybraného politického subjektu, identifikédcia

silnych a slabych stranok politického subjektu i kandidatov;

| koncept stratégie, optimdlne aj niekolkych strategickych scenédrov;

| koncept strategického marketingového pldnu - targeting a pozicioning;

| stanovenie cielov a stratégie kampanf;

| implementdcia vybranych komunikaénych technik, realizdcia zdmerov mar-

ketingového planu;

| verifikacia spravnosti cielov - kontrolné analyzy a vyskumy verejnej mienky.

Vyuzivanie marketingovych pristupov v snahe oslovit novych voli¢ov a uchovat si
pritom tych sicasnych sa stalo neoddelitelnou sicastou kaZdej volebnej a politickej
kampane (Kfecek 2013, s. 125). Profesionalitu tychto kampan{i zabezpecuji renomo-
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vané agentury, ktoré sa, velmi ¢asto, na politicky marketing $pecializujd. Profesio-
nalizdcia marketingovych aktivit politickych stran je evidentna vsade tam, kde sa
doraz kladie na stratégiu a manazment. Tak, ako v pripade ekonomického ¢i politic-
kého subjektu, konzumenti, obéania maji rovnakid rozhodovaciu pravomoc. Aj ked
v pociatkoch rozvoja politického marketingu dochddzalo k uplatiiovaniu rovnakych
propagacénych technik ako pri prezentovani produktov beznej spotreby, dnes je situ-
dcia diametrdlne odlisna a je mozné pomenovat iné postupy a pristupy. Vizualizacia
néastrojov politického marketingu ndm poskytne vychodisko dalsieho uvaZzovania.

» Ankety, prieskumy, segmentacia - profily voliov,
~ analyzy a experimenty.
Vys » Rozhovory, hranie roli, konzulticie s odbornikmi
v ramci problematiky.

» Pozicionig, zacielenie, strategické riadente, politicka
ponuka, politicka orienticia.
Stratégia  Stanovenie vhodne) stratégie; budovanie znacky — volebny
lidn, politicke strany, kandidat, viadny predstavitelia.

: ; s ManaZment, riadenie kampani .
Organizovanie e Databizy and manasment vztahov s
verejnost'ou .
o Strategicka komunikacia, politicky marketing,
I guerrilla marketing, socidlny marketing, public
Komunikacia relations, vitalny marketing, online marketing,
reklama .

C

Implementacia

OBRAZOK 1: NASTROJE POLITICKEHO MARKETINGU. ZDROJ: UPRAVENE PODLA LESS-MARSHMENT (2014, S. 6)

14

Americka analyticka Less-Marshment, rozliSuje v politickom marketingu Styri hlav-
né nastroje - vyskum, stratégiu, organizovanie a komunikaciu. Trie sa ndsledne delia
na dal$ie kategorie. ,Vyskum” sa, podla nej, sklada z prieskumov, analyz a experimen-
tov, segmentdacie - profilov volicov. V rdmci ,stratégie” st zadefinované nasledujtice
kroky: Stanovenie stratégie, pozicioning, targeting, strategické riadenie, budovanie
znacky a imidZu, politicka orientdcia a politickd ponuka (konkurenti). ,Organizova-
nie” obsahuje: manazment - manazment kampane, poradcov, spolupracovnikov, za-
mestnancov, expertov a podobne - riadenie kampani, vztahy s verejnostou a tvorba
databéz. Poslednd, ,komunikéicia”, obsahuje: strategickd komunikéciu, public rela-
tions, velmi casto prvky gerilového marketingu, socidlny, virdlny a online marketing
a reklamu (Less-Marshment 2014, s. 7-8). Ini autori pomentivaji v politickom mar-
ketingu bezné marketingové néstroje a rozs§irujui ich na klasické a Specifické, ktoré
sa vyuzivaji v politike. Okrem klasickych marketingovych néstrojov (segmentdcia,
profily volicov) sa rozlisuji dalsie nastroje ako: targeting, pozitioning, stratégia na

zvySenie voli¢skej podpory, prieskumy a analyzy, benchmarking, forces gorups a iné
(Chytilek, Eibl a Matuskova 2012, s. 109-115).

2 Zainteresované skupiny v politike - political stakeholders Politicky trh
nezhrna len volica, kandiddta a politicky subjekt. Je omnoho komplexnejsi. Politické
subjekty, podobne ako podniky, st zavislé na réznych zainteresovanych skupinach

a subjektoch. Pre nazornost si ich predstavime na obrazku 2.

Clenovia /
dobrovolnici

polupracovaici,
poradcovia

Politicky
zainteresované
skupiny
(Political stakeholders)

OBRAZOK 2: ZAINTERESOVANE STRANY V POLITIKE. ZDROJ: UPRAVENE PODLA LESS-MARSHMENT (2014, S. 3)

Politické subjekty, pri tvorbe a formovani kampani, m6zu a ¢asto aj vyuzivaji, roz-
ne (politicky) zainteresované skupiny. NajcastejSie sa oznacuji anglickym terminom
Political stakeholders, volne prelozené ako zainteresované skupiny. Kazda z tych-
to skupin, ako je vidiet na obrdzku ¢. 2, m4 svoj ticel a mébze byt vyuzitd pri formo-
vani kampane, budovani imidZzu, osloveni sponzorov - darcov, otvarani diskusii
o politickych témach, teda pri ziskavani hlasov volicov (Less-Marshment 2014, s. 5).
Zainteresované skupiny moézu byt, u kazdého kandidata alebo politickej strany, roz-
ne a dokonca jedinecné, pretoze kazdy politicky subjekt ma svoje vlastné ciele a vyu-
ziva odlisné metddy a sposoby na ich dosiahnutie. Preto mézu byt zainteresovanymi
skupinami napriklad aj Studenti ¢i sponzori, ale mézu to byt aj ludia, ktorf na zak-
lade politického rozhodnutia, cestuji vlakmi zadarmo (pozn. [1]), preto nie je mozné
vSetky tieto skupiny presne vymedzit a vy$pecifikovat. Skupiny sa m6zu menit v za-
vislosti od zdrojov, politického ¢i kultirneho prostredia, socidlnych a ekonomickych
istot ¢i charakteristik.
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Vplyv stakeholderov je ¢asto velmi vyznamny. Aj ked sa najcastejsie hovori len
o sponzoroch, teda o moznosti vyuzit siikromné financné zdroje, ktoré iné politic-
ké subjekty nemajt, je potrebné, v ramci analytického procesu, brat do ivahy vsetky
skupiny (Stakeholder Analysis 2016), nie len niektoré. Ich vplyv totiz nie je zanedba-
telny a moZe, za urcitej situdcie, zohrat vyznamnejsiu rolu pri ziskavani hlasov voli-
¢ov, nez sa pri koncipovani marketingovych aktivit predpokladalo.

3 Vplyvy ovplyviiujiice spravanie volicov

Voli¢i si prvok politického sys-
tému, rovnako ako ho tvoria orgdny Statnej spravy a samospravy, politické strany,
odborové zvazy a political steakholders. Voli¢, hoci je prvkom systému, je zdroven
sdm mikrosystémom. Vystup, ktorymi je potrebné posudzovat jeho spravanie spo-
¢iva v hlasovani, alebo v netdcasti na hlasovani. Hovorime o podmienenom vstupe.
Vystupy predstavuje tstava a iné pravne dokumenty, ktoré upravujui volebné pravo.
Prdvny rozmer problematiky determinujd volebné programy, imidz stran a kandi-
datov, agitacia, propagdcia a tiez politické udalosti. Su to impulzy, ktoré k volicovi
prichddzajd z prostredia, ktoré ho obklopuje. Spistaji procesy konverzie (preme-
ny), ktord tvori Struktira prvkov, ako st vedomosti volica, hodnoty ktoré vyznava,
emodcie, ktoré ho charakterizuji, alebo jeho potreby" (Jablonski 2002, s. 75). Vysledky
volebného spravania st u voliCov pozorované a pozorovatelné, co je, spolu s ich ski-
senostami, oznacované ako spatna vazba. T4 slizi ako prepojenie medzi politickym
subjektom a voli¢mi (Ftorek 2010, s. 24).

Vo vSeobecnosti mézeme definovat skupiny faktorov s vplyvom na konanie po-
litickych subjektov v politickom marketingu, alebo v politickej kampani. Tieto vply-
vy je mozné rozdelit na vSeobecné - ide o vplyv politickej strany ako celku na zdklade
jej posobenia v opozicii ¢i koalicii. Zahtna skisenosti voli¢a s p6sobenim konkrétne-
ho politického subjektu. Druhy typ vplyvu mozno pracovne nazvat individudlnym.
Tento vplyv je posudzovany na zidklade osobnostnych predpokladov kandidatov a po-
litikov. Monitorujud sa ich postoje, spravanie, hodnoty, Iudské vlastnosti a mordlne
charakteristiky. Ndsledne sa skiimajt dalsie osobnostné predpoklady na vykon poli-
tickej funkcie. Ide o vzdelanie, znalosti, skisenosti, socidlny status. Tieto faktory vy-
tvaraju profil kandidata a maji vplyv na jeho zvolitelnost, ale aj na samotnd kampan,
teda na cely politicky subjekt. Cielom marketingovych aktivit politickych subjektov
je oslovit volicov a ziskat ich hlasy. Jedine prostrednictvom volicov totiz dokaZu po-
litické strany ziskat moc a ovplyviiovat spolocenské procesy ako aj spravanie volicov.
Dnes je bezné, Ze politickd kampan prebieha nepretrzZite a politické subjekty, jedno
Ci st pri moci alebo nie, sa snazia ovplyviiovat verejnost a zabezpecit si tak zvolitel-
nost v najblizsich volbach. Prieskumy verejnej mienky, ktoré skiimaji postoje volicov
a zvolitelnost politickych subjektov, zvycajne do parlamentu ale aj do komundalnej po-
litiky, doplfiaji aj prieskumy ,obltdibenosti” - ¢ ,neobltibenosti” - konkrétnych poli-
tikov. Tie sa cyklicky, va¢§inou mesacne, opakujud. Slizia na identifikdciu spravnosti
marketingovych cielov ¢i stratégif (alebo vytycenie novych), verifikdciu pritazlivos-
ti jestvujtcich politikov, ale aj na skiimanie reakcii volicov na nové politické idey ¢i
témy (pozn. [2]), ktoré predstavujui tak etablované ako aj novo vznikajtice politické
subjekty.

Politické subjekty teda vedia, Ze na ovplyvnenie rozhodnuti volicov je potreb-
né zvolit si vhodny typ marketingového ndstroja, sp6sob propagacie politického sub-
jektu a metédy komunikacie s voli¢mi. (Stensova a Starchomi 2009, s. 324). A, ako sme
naznacili, kampane neprebiehaji len pred konkrétnymi volbami, ale prakticky ne-
pretrzite aj ked s mensou intenzitou. Na to, aby bolo moZné nakoncipovat efektivnu
marketingovi kampari je potrebné identifikovat, na zdklade ¢oho sa voli¢i rozhoduju.
Pomenovali sme potrebu analyz a procesu vyhodnotenia a nasledného prijatia mar-
ketingovej stratégie. Politicky marketing vSak, podobne ako spravanie sa zdkaznikov,
neuchopuje vZdy len raciondlne charakteristiky, snazi sa vyvolat reakciu na podnety
a pracuje s emociondlnymi prvkami. Rozhodovanie volicov by malo byt raciondlne,
na zaklade skusenosti, politickych postojov, programu politickej strany, dodrziava-
nia mordlnych postojov a mnohych dalsich faktorov. Tak to ale vZdy nie je. Aj ked nie
je mozZné urobit hranicu medzi tym, ¢i sa voli¢ rozhodol na zdklade raciondlnych ale-
bo emociondlnych preferencii - obycajne ide o kombinaciu obidvoch, identifikacia
toho, na zaklade ¢oho sa voli¢ rozhoduje je pre politicky subjekt klticova.

Raciondlne rozhodovanie vyzaduje stotoZnenie sa s ndzormi a postojmi, ktoré
politicky subjekt prezentuje. Voli¢a oslovujui témy a sposoby rieSenia problémov, rast
zivotnej irovne a kvality Zivota v obdobi pésobenia konkrétneho politického subjek-
tu, tispesnost konkrétnych Iudi alebo lidra pésobiaceho v struktiirach daného politic-
kého subjektu (Ftorek 2010, s. 27). Vnima ¢i a ako sa zlepsuje kvalita podnikatelského
prostredia jeho kiipyschopnost, vymozitelnost prava v krajine a, v neposlednej miere,
posudzuje moralku jednotlivych kandidatov, ¢i uz na zaklade ich pésobenia vo funk-
cii alebo v radoch opozicie. Voli¢, ktory sa rozhoduje na zdklade raciondlnych vply-
vov, ma zvycajne vys$si vek a vzdelanie, Zije usporiadanym spésobom zivota v silade
s kultirnymi tradiciami, ale nedd sa o nom povedat, Ze je konzervativny (pozn. [3]).
K raciondlnemu typu voli¢a patri aj ten, ktory si intenzivne uvedomuje, Ze ak p6jde
volit vyberie len "mensie zlo", nie optimalny politicky subjekt ¢i kandidata, s ktorého
nazormi je mozné sa stotoznit.

Emociondlne vplyvy st CastejSie, neZ si bezny ob¢an uvedomuje a politicky
marketing ich dokaZe navodit i vyuzit. Orientdcia na zdklade sympatii, antipatif ale-
bo inych dévodov, ktoré nie je mozné zdévodnit raciondlnymi argumentmi, reak-
tivita na zdklade momentdlneho rozhodnutia, rozhodnutie na zdklade preferencii
niekoho iného, na zdklade komunikovaného postoja napr. na Facebooku, Twitteri
alebo inej socidlnej sieti, sti pomerne ¢asté. Emociondlne vplyvy sd intenzivne a v po-
litickom marketingu maji svoje nezastupitelné miesto najmaé preto, Ze pomerne vel-
ka cast volicov je nerozhodnutych aj tesne pred volbami. St to presne ti, na ktorych
raciondlne argumenty vplyvaju zriedkavo alebo vobec nie.

Politické subjekty ¢i kandidati, v rdmci svojich aktivit, zamestndvaju Specia-
listov na marketing, ktori modeluji systém komunikacie s voli¢mi. Marketingovych
§pecialistov najimaju politické subjekty pre vedenie politickej kampane, vyber ko-
munikaénych néstrojov i na public relations. Experti kreujd imidZ politickej strany
¢i samotného kandiddta. Finan¢éné prostriedky, ktoré na marketing politické subjek-
ty vynakladaju sd z roka na rok vyssie, je totiz potrebné zastreSovat stdle viac marke-
tingovych aktivit a zintenz{viiovat marketingovi ponuku. Skoda len, Ze voli¢i nie st
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si vedomi toho, Ze ide o sluby a politickym subjektom nevystavia ticet za to, ¢o sltibili
a nedodrzali. V dnesnej dobe politické subjekty komunikuji s voli¢mi ¢i potencidlny-
mi voli¢mi prostrednictvom svojich stdlych zamestnancov, ktori funguji operativ-
ne cez najimanych profesiondlov a marketingovych expertov, ktori poskytuji svoje
sluzby aj prostrednictvom dobrovolnikov alebo elektronickych komunikaénych pro-
striedkov (Jablonski 2002, s. 124).

Nie vSetky vplyvy je mozné zaradit do typolégie ¢i predvidat ich. Nasledne sa
pokisime uviest niekol'ko vplyvov na volica, ktoré nespadaji do jestvujticej typoldgie,
pretoze ich ovplyviiuje privelké mnozstvo externych faktorov. Uvedieme ich na zdk-
lade vybranych otdzok z vlastnych dotaznikovych prieskumov realizovanych pri pri-
lezitosti komundalnych volieb SR 2014 od 08.11.2014 do 02.12.2014 - 208 respondentov
a pri prilezitosti volieb do NR SR 2016 od 25.02.2016 do 10.03.2016 - 390 respondentov.

Ziadna | 12
internetova kampar  —— (0

televizna a rozhlasova politicka reklama | 13

volebny program | 66

antikampari voti niektorej zo stran /... I 55
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OBRAZOK 3: KTORA Z FORIEM MARKETINGU POLITICKYCH SUBJEKTOV VAS PRED VOLBAMI

ZVYCAJNE NAJVIAC ZAUJME?. ZDROJ: VLASTNE SPRACOVANIE
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Ako vyplyva z prieskumu pri prileZitosti volieb do NR SR 2016, len minimum respon-
dentov nezaujala Ziadna marketingova kampan politickych subjektov, ¢o jednoznac-
ne potvrdzuje ndzory teoretikov o vyzname marketingu pre politické subjekty ak

chcid v kampani uspiet.

COCH NIEKTORA MARKETINGOVA KAMPAN
V RAMCI VOLIEB DO NR SR 2016 ? ZDROJ: VLASTNE
SPRACOVANIE

Komunalne volby 2014

OBRAZOK 4: OTAZKA: ZAUJALA VAS V POSLEDNYCH MESIA-

Aj ked otdzka bola nasmerovand na to, ktord kampan zaujala, nemusi to nevy-
hnutne znamenat, Ze kampan bola netispesna. Ndpaditost vsak voli¢i oceniuji a aj 20%
volicov, vzhladom na to, kol'ko ich prislo k urndam (vo volbach do NR SR to bolo 59%) je
vyznamné ¢islo, ktoré ovplyvni prave kampan.

Ak sa pozrieme na to, v ktorej kampani hrd viacsi vyznam stratégia, teda dl-
hodobé ciele a smerovanie politickych subjektov, jednozna¢ne ndm z nasledujiceho
grafického znazornenia vyplynie, Ze voli¢i sa vo volbach do NR SR intenzivnejsie za-
ujimali o stratégie a strategické ciele politickych subjektov nez tomu bolo vo volbach
komundlnych. Odpovede na otdzku: Majd podla Vas politické subjekty alebo jednotli-
vi kandid4ti jasne stanovent (volebnd, marketingovid) stratégiu? sd zakreslené v na-
sledujicom obrazku.

Volby do NR SR 2016
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OBRAZOK 5: KOMUNALNE VOLBY 2014 A VOLBY DO NR SR 2016. ZDROJ: VLASTNE SPRACOVANIE

Navyznam politického marketingu poukazuji aj vysledky spominanych prieskumov,
v ktorych respondenti vplyv politického marketingu potvrdili. 30% respondentov
v komunalnych a 35% v parlamentnych volbach ocakava marketingovi komunikéaciu
zo strany politickych subjektov a rozhoduju sa podla toho, aké posolstvo a ciele sd od-
komunikované. Dalsie percento respondentov, v komundlnych volbach 33%, v parla-
mentnych az 52% percent oc¢akava kvalitny politicky marketing, ale nerozhoduji sa
len pod jeho vplyvom, ¢im je zdroven povedané, Ze do urcitej miery vplyv ma.

Z uvedenych grafov ndm vyplynulo, Ze velké percento volicov o¢akava, Ze poli-
tické subjekty budd do marketingu v rdmci kampane investovat a budi venovat po-
zornost aj obsahovej stranke kampane - programu s stratégii. Vedia, Ze marketingové
kampane vo velkej miere ovplyviiuji volicov, nasledne vysledky a znamenajt dspech
vo volbach. V priebehu kampane politické subjekty profiluji svoje ndzory a len velmi
malé percento respondentov, teda volicov, neovplyviuje Ziadna kampan. Samozrej-
me, Ze to zavisi na tom, o aké volby ide a aky vyznam im ten ktory konkrétny volic¢
priklada. Voli¢i sa inak chovajti ak ide o komundalne volby, volby do NR SR alebo o vol-
by do Eur6pskeho parlamentu. Teoretici ale i marketéri z agenttr, ktor{ tieto kampa-
ne organizujy, upozornuju aj na to, ze marketingové aktivity v rdimci kampani maju
najvacsi vplyv na nerozhodnutych volicov. Investicie do marketingu sa, z hladiska po-
litickych subjektov, javia ako efektivne vynaloZené prostriedky.
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OBRAZOK 6: OTAZKA: OVPLYVNUJE PODLA VAS, VOLBU KONKRETNEJ STRANY/KANDIDATA, JEHO POLITICKY MARKETING?
ZDROJ: VLASTNE SPRACOVANIE

V nasledujicom texte sa eSte pokisime upozornit na Specifické situdcie, ktoré
moézu vzniknit v priebehu kampane. Za urcitych okolnosti moZe kampan ,zacat zZit
svojim vlastnym zivotom". K takej situdcii dochddza ak v rdmci predvolebnej kampa-
ne vstupuju do nej ini Iudia a rolu zohra ich tvorivost. M6Zu spontdnne vznikat rézne
parddie, hesld, narazky, vtipy alebo dokonca antikampan. Takéto aktivity mo6zu vzni-
kat spontdnne, alebo na zdklade premyslenych krokov a ¢asto maji znaky gerilového
marketingu. Antikampan je totiz vZdy jednoduchsie organizovat, nevyzaduje stratégiu
len operativne rieSenia alebo reakciu na jestvujtice tvrdenia ¢i kroky, je finan¢ne me-
nej ndrocnd a dokaze rychlo oslovit a zaujat voli¢a. Oslovit volica takymto spésobom sa
vSak nedd planovat vopred Je tazké, ak nie nemozné, motivovat I'udi tak, aby zacali rea-
govat antikamparnou, takmer vzdy ide o spontdnne aktivity. Aj ked sa v kampani poda-
ri zaujat volica, zvyCajne mé antikampan opacny efekt, nez politicky subjekt zamyslal.

Nie kazda politicka strana ma lidra, s ktorym sympatizuje velka cast obyvate-
lov lebo dokéze oslovit svojou charizmou, ndzormi a postojmi. Ak takého lidra m4,
nézor lidra sa stdva ndzorom voli¢a, inymi slovami, jeho ndzor prevezm voli¢i, sto-
toZnia sa s nim a pokladajt ho za svoj vlastny. Zial, 1idrov, podobne ako v podnikovom
manazmente, nie je vela, ale politické subjekty s oblubou vyhlasuji za lidra aj toho,
kto takéto znaky nemad. Problém nastdva najmai vtedy, ak lider meni svoj ndzor pod
vplyvom okolnosti, ktoré nebolo mozné predvidat. Ako priklad takychto udalosti je
mozné uviest uteCeneckd krizu ¢i teroristické dtoky. V takomto pripade voli¢i ocaka-
vaji reakciu lidra i politického subjektu na vzniknutd situdciu, vyZaduji od politikov
nielen nédzor, ale aj konkrétne kroky, s ktorymi vsak ziadne politické a marketingo-
vé plany nepocitali. V takom pripade prezentuju politici ndvrhy, moZnosti rieSenia
a mozu tak ovplyvnit ndzor verejnosti. Reakcia na aktudlne dianie je vzdy marketin-
govou prilezitostou ako ovplyvnit volica a posilnit svoju poziciu.

Zaver Politicky marketing sa na politickej scéne stdva Coraz etablovanej$im na-

strojom. UZ niekolko desatroci sa profiluje a v stiiCasnosti uz nie je len aplikaciou a roz-
vijanim podnikovych marketingovych aktivit, ma svoje vlastné metédy a postupy. Jeho
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lstrednym motivom je najst a pomenovat spésob ako ziskat podporu prezentovanych
ndzorov, tém ¢i ideolégii vo verejnosti a uspiet v kampani. Marketing v politike fun-
guje ako hlavny tvorca a ovplyviiovatel verejnej mienky. Pomenoval metddy efektivnej
komunikacie s verejnostou i volicmi, vyuziva typické i atypické presvedcovacie me-
tédy a prostriedky, hladd mozZnosti ako predstavovat vlastné vizie a stratégie a, v ne-
poslednom rade, umoznuje ziskat lojdlneho volica, ktory sa stotoznuje s hodnotami
politického subjektu s jeho lidrom alebo proklamovanou orientdciou. Politici aktivne
vyuzivaji marketing ako ndstroj politického boja, a Ze tak robia denne sa méZeme pre-
svedcit v rdmci svojej kaZdodennej skiisenosti. Politické subjekty si uvedomujt, Ze na
ovplyvnenie rozhodnuti voli¢ov je potrebné zvolit si vhodny typ marketingového na-
stroja, sposob propagdcie politického subjektu a metédy komunikacie s volicmi. Mar-
ketingové kampane neprebiehaji len pred volbami ale prakticky nepretrzite, aj ked
s mens$ou intenzitou. Na to, aby bolo mozné stanovit efektivnu marketingovid kampan
je potrebné identifikovat na zdklade ¢oho sa voli¢i rozhoduju. Voli¢ské spravanie vSak
nepredikuji len raciondlne charakteristiky, preto snaha vyvolat reakciu na podnety
a pracovat s emociondlnymi prvkami je dnes sticastou marketingovych aktivit politic-
kych subjektov.

V ¢lanku sme sa pokisili poukédzat na vplyv politického marketingu na spra-
vanie sa volicov v Slovenskej republike na pozadi marketingovej komunikacie
v komunélnych a parlamentnych volbach a ukazat, aké ndstroje sa v politickom mar-
ketingu vyuZzivaji. Na zdklade vysledkov realizovanych prieskumov moéZeme identi-
fikovat vplyv marketingu na volica, jeho preferencie, ndzory alebo postoje. MozZeme
tak konstatovat, Ze politicky marketing do znac¢nej miery ovplyviiuje spravanie vo-
licov, a v stiCasnosti je najic¢innejsim ndstrojom ako ziskat hlasy a podporu volicov.

Poznamky | Notes [V roku 2014 umoznila vldadna strana Smer-Socidlna demokracia cestovat bezplatne vlak-
mi $tatnej Zelezni¢nej spolognosti Slovensko vybranym skupindm obyvatelov, ziakom, studentom a déchodcom. | [2]
Politickou témou, ktord sa aktudlne vynorila v priebehu roku 2015 bola migrdacia. Aktudlne, od 29. marca 2017 je fiou
Brexit a zhor3uijlca sa bezpeénostnd situdcia v Eurépe vzhladom na teroristické Gtoky. | [3] Uvedené vplyvy skdma-
ju Polské politické subjekty - strany, vyskumnici, analytici a iny odbornici, o com existuje aj velké mnoZstvo zdro-
jov a vyskumov: Analyzy volebného spravania, modely volebného spravania, priestorové analyzy, analyzy politického
marketingu a volebnych programov ako aj prieskumy verejnej mienky. Vybrané zdroje: <http://www.researchgate.net/
publication/236001571_Psychologiczne_uwarunkowania_zachowa_wyborczych>, <http://www.academia.edu/2917709/
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PRISPEVKY | CONTRIBUTIONS TEXT | ERIKA DUDAS PAJERSKA

TEORETICKY POHLAD

NA PROBLEMATIKU ,FOOD
DESERTS” A BUDUCNOST
MALOOBCHODU S POTRAVINAMI

Na zaklade sledovania vyvoja maloobchodu s potravinami je mozné
charakterizovat trend nahradzovania tradiénych malych obchodov

formatmi vaésSieho rozsahu. Jedna sa o proces oznacovany

ako modernizacia maloobchodu s potravinami. V désledku toho, mnohi
odbornici sleduji zakonitosti fungovania tohto segmentu a cez uréovanie
vplyvov tychto obchodov poniikajii obraz budiiceho rozloZenia
maloobchodného predaja potravin.

Uéinnost spominanych trendov ma znaény vplyv na pokrytie potravin

u obyvatelstva. Retailové spolo¢nosti pri aktivacii svojho maloobchodného
predaja potravin zohladiiujii v prvom rade ukazovatel podielu na trhu a nie
zabezpecovanie dostupnosti potravin pre odberatelov. Z toho dévodu sme
svedkami tvorby a rozSirovania oblasti s nedostatoénou mozZnostou nasytenia
zakladnych a nevyhnutnych potrieb ¢loveka.

Aj napriek prezentovanym skutoénostiam, problematika takychto tizemi - alebo
odborne nazvanymi ,food deserts” nedosiahla v slovenskej odbornej verejnosti
taky vyznam ako v zamerani zahranic¢nych autorov. Prispevok sa preto orientuje
na prehlad teoretickych pristupov k food deserts ako aj k nazeraniu na
budiicnost maloobchodu s potravinami.

1 Potravinové puste Potravinové puste predstavuji jednu z moZnosti chépa-
nia vyvoja maloobchodu s potravinami v prostredi regiondlnych disparit. Predsta-
vuju tizemia, ktoré sa vyznacuji nedostato¢nou dostupnostou potravin pre svojich
obyvatelov.

Opisované tizemia sd v odbornej literattire definované ako potravinové puste -
food deserts. Potravinové puste predstavuju pomerne novy problém, resp. st jednym
z najnovsich predmetov zaujmu vo vyskume maloobchodu, av§ak vac¢sina publikova-
nych pric k danej problematike je reprezentovana najma stidiami a ¢lankami v od-
bornych ¢asopisoch. Zameranie jednotlivych publikacii sa v§ak vyrazne 11i, Co stvis{
jednak s interdisciplindrnym charakterom problematiky, ale aj s tym, ako autori ter-
min potravinova pust definujd a interpretujt.
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Charakteristika potravinovych pusti nie je iplne jednoznac¢nd. Potravinové puste sa
stali za posledné roky objektom mnohych §tddif (pozn. [1]), ¢im si problematika za-
chovava interdisciplinarny charakter. Dokazuje to aj zvySeny zdujem o dant proble-
matiku nielen u geografov a ekonémov, ale aj sociol6gov, lekarov ¢i politikov.

Z dovodu slabsieho pojmového aparatu v podmienkach slovenskej odbornej li-
teratiry sa prispevok orientuje hlavne na chdpanie potravinovych pusti prostred-
nictvom definicif od zahrani¢nych autorov. K takémuto kroku prispieva aj fakt, ze
odbornici, ktori sa tejto oblasti venuji v podmienkach Slovenska vychadzajd zo ski-
senosti zahrani¢nych autorov.

1.1 Pristupy slovenskych autorov
vinarskemu maloobchodu, resp. potravinovym ptistam venovana len velmi malé po-

V slovenskej literattre bola doposial potra-

zornost to najméa v okruhu niekol'kych geografov a ekonémov.

Potvrdzujd to najméa publikdcie orientujice sa na obdobie po roku 1989 a to
v kontexte vidieckeho prostredia (Lauko, KriZzan a Tolmac¢i 2008, Krizan, Tolmaci
a Lauko 2009 alebo novodobejsi prispevok od Krizan, RiSka a Bilkova 2013). Nasledne
na to sa pozornost zameriava na tizemie mesta Bratislava, kde sa problematikou po-
travinovych pusti zaoberali mnohi odbornici (KriZan a Danielov4 2008 alebo Krizan,
Tolmaci a Lauko 2009).

V stcCasnosti ostdva zameranie slovenskych odbornikov najma na oblast zapad-
ného Slovenska, ¢im sa podciarkuje absencia §tddif potravinovych pusti v prostredi
stredného ¢i vychodného Slovenska.

1.2 Pristupy zahrani¢nych autorov

Situdcia v zahranicnej literattre je odlis-
né. KedZe fenomén potravinovych pisti bol najskér pozorovany v britskych mestéich,
odtial aj pochddza vacsSina literatiry o mestskych potravinovych ptustach. Preto
sa prvykrat tento termin objavuje v roku 1996 v $tidii pre britskd vladu pri riese-
ni otdzok tykajicich sa obyvatelstva s nizkymi prijmami, kde sd potravinové puste
definované ako tizemie, kde Iudia Celia fyzickym a ekonomickym prekdzkam pri ob-
stardvani zdraviu prospesnych potravin (Reisig a Hobbiss 2000).

Vyraz potravinové puste je pomerne Siroko a vSeobecne definovany a jednot-
livé definicie, resp. chdpanie sa od seba Casto 1i§ia. Na to upozornuje aj Wrigley, kto-
ry priptsta, Ze potravinové ptiste sa stali koncom 90-tych rokov 20. storocia sticastou
politickych koncepcii a napriek svojej nepresnej definicii sa predpokladd, Ze aj bez
systematického vyskumu dokazujiceho rozsirenie potravinovych pusti existuji
(Wrigley a Lowe 2002).

V odbornej literatiire mozno néjst viaceré definicie potravinovych ptsti v kon-
texte odborného zameranie autorov. Autori Cummins a Macintyre definovali potra-
vinové puste ako priestor, v rdmci ktorého sd potraviny drahé a zaroven aj relativne
nedostupné (Cummins a Macintyre 2002). Inf autori ich definovali ako oblasti s ne-
priaznivou dostupnostou k poskytovaniu zdravych, cenovo pristupnych potravin
zvyCajne suvisiacich s nedostatkom velkometrdZnych maloobchodnych predajni.
Konvencne definuje potravinové ptiste Wrigley ako lokality s nepriaznivym pristu-
pom k poskytovaniu cenovo dostupnych zdravych potravin, kde je obyvatelstvo cha-

rakterizované deprivaciou a prehlbujicou sa socidlnou exkliziou (Wrigley a Lowe
2002). Russell a Heidkamp vztahuji potravinové ptste na tizemie v mierke rezidenc-
nych Stvrti alebo vicsie, ktorého obyvatelia maji znac¢ne limitovany pristup k adek-
vatnym maloobchodnym zdrojom zdravych a cenovo dostupnych potravin (Russel
a Heidkamp 2011). Tito obyvatelia Ziju v relativne znevyhodnenej oblasti, kde socio-
ekonomické nedostatky st zhorsené nedostatkom transportnych moznosti, a tak hla-
daji iné, vyhodnejsie maloobchodné potravinové zdroje (napr. supermarkety) ovela
vzdialenej$ie. S touto definiciou sa stotoziuje viacero autorov (Apparicio et al. 2007,
McEntee a Agyeman 2010, Walker et al. 2012).

Za vyznamné sd chdpané rozne definicie potravinovych ptst{ (Clarke a Benni-
son 2004, Hendrickson et al. 2006), ktoré sa orientuji na postavenie potravinovych
pusti vo vidieckych castiach krajin. Avsak tie sa vyskytujui uz zriedkavejsie, napriek
tomu, Ze prave toto prostredie mozno povazovat za poddimenzované v kontexte po-
travinarskeho maloobchodu. Mnohi autori orientujd svoju pozornost na medzina-
rodny aspekt potravinovych pusti (pozn. [2]).

Dals{ problémom, s ktorym je mozné sa konfrontovat priteoretickom vymedzo-
vani food deserts je problematika ich priestorového vymedzenia. V odbornej literatu-
re sa mozno stretntt s viacerymi metodologickymi postupmi (Cummins a Macintyre
2002, Smoyer a Tomic et al. 2006). Metddy pre takyto vyskum sud casto zalozené iba
na kvantitativnom merani vzdialenosti do predajne potravin v najbliZ§om okoli ¢i na
pocte takychto predajni vo vymedzenom radiuse. Neskorsi vyskum obsiahol aj dal-
Sie aspekty tejto problematiky a vznikla tak komplexnejsia metéda, ktord zahriiuje
rozne kombinované merania dostupnosti. Pritom vsak nejestvuje jednoznac¢ny argu-
ment, ktord metdda, resp. metddy s relevantné pri identifikacii a charakteristike
potravinovych pusti.

Ako vhodny ndastroj analyzy oblasti potravinovych ptusti mozno povaZovat
zhodnotenie dostupnosti vybranych predajni v regiéne (Apparicio et al. 2007, KriZan
a kol. 2009). Vystupujtici klticovy pojem dostupnost je charakterizovany ako jeden
z najtazsie definovatelnych (Michniak 2002). V odbornej literatire sa mozno stretnit
s velkym mnozstvom definicii tohto pojmu a s réznymi pristupmi k jeho stddiu.
Exaktnejsie vyjadrenie dostupnosti sformuloval hlavne Michniak (2002) cez charak-
terizovanie troch prvkov. Zmienované tri prvky sd (Michniak 2002):

| 1. Subjekt dostupnosti - je to ur€itd osoba, skupina os6b, obyvatelia uréitého

teritéria, ktori sa nachdadzaji na urc¢itom mieste, z ktorého pohladu dostup-
nost skimame.

| 2. Objekt dostupnosti - mysli sa tym dopredu stanoveny ciel (prilezitost, akti-

vita, urcité sluzba).

| 3. Transportny prvok - predstavuje spojenie medzi subjektom a objektom do-

stupnosti a umoznuje tak prekonat ich priestorovi separaciu.

V neposlednom rade, pri identifikacii potravinovych pusti je otdzna volba hranice
lizemia zaradeného k potravinovej pusti. Autori si stanovuji limity podla potrieb vy-
skumov a zohladnenim osobitosti sledovaného tzemia (pozn. [3]).
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Na zdklade vyssie pontknutej analyzy sféry potravinovych pusti prispevok
predklada struktidrovany prehlad autorov, ktorych poznatky boli vyuzité pri konci-
povani predloZeného teoretického rozboru.

\ POTRAVINOVE PUSTE

/\

SLOVENSKi AUTORI ZAHRANICNi AUTORI

- transformacné obdobie - vidiecke prostredie (Benninson, Clarke,

(Lauko, KriZzan, Tolmdci) Hendrickson)

- Bratislava (Lauko, KriZan, - priestorové vymedzenie (Cummins, Macintyre,
Tolmdci, Danielovd, Michniak) Smoyet, Tomic)

- vidiecke prostredie (KriZan, - medzindrodny aspekt (Furey, Hobbiss, Hubley,
Riska, Bilkovd) Reisig, Shaw, Ver Ploeg)

- politické koncepcie (Wrigley)

- ekonomické koncepcie (Heidkam, Russell)
- socio - ekonomické koncepcie (Agyeman,
Apparicio, Donkin, Eyre, Gregory, McEntee
Walker, Whelan)

OBRAZOK 1: PREHLAD AUTOROV SKUMAJUCICH PROBLEMATIKU FOOD DESERTS. ZDROJ: VLASTNE SPRACOVANIE
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Pre potreby prispevku a na zdklade chdapania podmienok a charakteristik Slovenskej
ekonomiky, pésobi prospesne ucelenie pojmu food desert. Vychdadza sa pritom zo $ti-
dia domadcej a zahranicnej literatiry v spojeni s akceptovanim osobitosti slovenskej
ekonomiky. Na zdklade toho je teda mozné teoreticky identifikovat izemie ako potra-
vinovi pust vtedy, ked sa jednd o priestor, v rdmci ktorého je (po zohladneni poZado-
vanych kritérif) dostupnost potravin nedostato¢n4.

2 Budiicnost maloobchodu s potravinami Poskytnuty teoreticky rozbor prob-
lematiky potravinovych pisti a dévod, Ze tato oblast priamo ovplyviiuje uspokojovanie
zakladnych potrieb obyvatelov, prispevok potvrdzuje nesmierny vyznam tohto odvet-
via. Z tohto dévodu mnohé stiidie orientuju svoju pozornost nie len na vyskum sticasnej
pozicie maloobchodu potravin. O to viac sa zameriavaji na budicnost tohto segmentu.

Na zdklade stiidia mnohych ndzorov domadcich aj zahrani¢nych autorov (pozn.
[4]) prispevok predklada v tejto kapitole vlastny pohlad na napredovanie maloobcho-
du s potravinami do budicna. Pontika tak svoju predstavu toho, akym smerom sa
bude uberat toto odvetvie a ¢i je potrebné pocitat s réznymi zmenami.

Budicnost vyvoja retailu potravin je potrebné chépat cez determinujice oblas-
ti. Po prvé, zamerat sa na charakter prostredia, ktoré ako externy faktor ma zdsadny
vplyv na vyvoj maloobchodu s potravinami. Nasledne na to, orientovat svoju pozornost
na vyzvy, ktoré ocakavane vystipia pred toto odvetvie v budiicnosti a na to nadvazuji-
ce potencidlne dimenzie inovacii. Pre poskytnutie ucelenej$ieho obrazu si uvddzané
aj konkrétne priklady z praxe maloobchodnych spolo¢nosti, ktoré uz na zmieriované
trendy nastipili. Takto nasmerovany rozbor sa sleduje z hladiska subjektov a vplyvov,
ktoré priamo stivisia s ¢innostou retailu potravin. Na jednej strane sa jednd o spotrebi-

telov, dalej dodavatelov, konkurentov, subjektu, ktory vSetky ¢innosti reguluje (pozn.
[5]) a technolégie, ktoré urcuji moznosti pre doteraz zmienovanych aktérov.

Analyza sti¢asného prostredia maloobchodu s potravinami naértéava jeho sme-
rovanie do budicnosti. Je viditelna flexibilita a sila spotrebitela, ktord sa bude do
budicna len umocnovat. Heterogenita vo vkuse ¢i individualizacia, technicky orien-
tovany zivotny $tyl budud faktory, ktoré vyznamne ovplyvnia smerovanie retailu vo
vSeobecnosti. Nie vSetko vSak vychddza zo sily spotrebitela. Aj ten bude podliehat
vplyvom z okolia, najmai cez vyvoj a zmeny v demografie ¢i zniZovanie prijmov.

Takato prognéza nasmeruje maloobchodnych predajcov potravin na akceptova-
nie vyziev v podobe starnutia obyvatelstva ¢i potrebnej personalizicie svojej ponuky
produktov. Tymto smerom sa nac¢rtavajui potencidlne dimenzie inovacii v podobe mul-
ti - kandlovej integracie, produktovému dizajnu (privatne znacky), samozrejme vSetko
za online podpory. Zmietiované vyzvy sa na maloobchode potravin mézu prejavit cez
silnejsie vyuzivanie outsourcingu a offshoringu a pevnejSiemu previazaniu cez verti-
kalnu integraciu doddvatelov. Prave takto sa spolocnosti mézu prispésobit novym pod-
mienkam okolia. Trh sa stdva ¢im dalej volnejsi aj z dévodu nizkych bariér vstupu na
trh. Délezité je si vSak stdle uvedomovat, Ze prave trh je stdle miestom, ktoré uspokoju-
je zdkladné potreby ¢loveka nevyhnutné pre Zivot (Battersby 2012).

Nadruhej strane véak na to nevyhnutne musi reagovat legislativa, aby navzdory
neregulovatelné prostredie udrzala v priaznivych hraniciach. Popisovana nevyhnut-
nost efektivneho limitovania konkuren¢ného prostredia sa prejavuje aj v silnejsej ko-
opericie medzi retailérmi, ¢i aj vo vyuzivani novych poddéb spoluprace (spoluprica
s verejnym sektorom, tvorba aliancii, ale aj joint ventures).

Budtdcnost maloobchodu potravin a doteraz opisované vyzvy ¢i zmeny budid
nevyhnutne prepojené s podporou technolégii. Pojmy ako e-commerce, m-commerce
a socidlne siete predstavuji odpovede na prognézu charakteru ¢innostiretailu. Tech-
noldgie sa budi orientovat aj na zvySovanie efektivnosti vyuzivanim novych techno-
16gii. Budd limitovat dimenzie inovacii pre maloobchod v podobe globalnych multi
- kandlovych ciest, integricii medzi kamennymi a internetovymi obchodmi cez vy-
tvdaranie novych formatov predajni pre zazitie intenzivnejs$ich ndkupnych zazitkov.
Pontiknuty pohlad na budicnost maloobchodu s potravinami prehladne prezentuju
nasledné tabulky (Tabulka 1 a Tabulka 2). Ako uz bolo zmienené, je determinovany
oblastami skiimania, pricom prispevok sa orientuje na tri najdoleZitejsie (prostre-
die, vyzvy a potencidlne inovécie), troma skupiny ovplyviiujicich subjektov (spotre-
bitel, predajca, dodavatel) a dvoma korigujicimi faktormi (reguldcia a technoldgia).

Postredie Vyzvy Potencidlne inovacie | Priklady z praxe
Spotrebitel | - Demograficky - Starnutie - Multi kandlova J. Crew - personal

vyvoj - Personali- integracia shopper

- Technologicky za- z3cia - Produktovy dizajn

loZeny Zivotny Styl - Informaéna (produktové znacky)

- Heterogenita asymetria -Online podpora

vkusu

- Individualizacia

- Znizovanie prijmov




Dodavatel - Outsourcing - Koordinécia - Globalne aliancie Walmart - global

- Off shoring ponuky - Multikanalové cesty | partnering

- Vertikdlna

integracia
Predajcovia/ | - Nizke bariéry - Ochrana tr- - Unikatne inovécie Walmart - global
Konkurencia | vstupu hovej pozicie -Vyhoda ,prvého partnering

- Vertikdlna - Rozvoj dy- kroku”

konkurencia namickych - Adaptacia

kapacit

TABULKA 1: BUDUCNOST MALOOBCHODU S POTRAVINAMI Z HLADISKA OBLASTI SKUMANIA A SKUPIN OVPLYVNUJUCICH
SUBJEKTOV. ZDROJ: VLASTNE SPRACOVANIE

Trendy v maloobchode tvoria stibor externych podmienok na vznik konkurencnej
vyhody. St to faktory, ktoré odvetvie dynamizujd, sd pri¢inou jeho zmien a rastticej
zlozitosti. Aktudlna situdcia v maloobchode je poznacdend nasytenymi trhmi, napre-
dujicim procesom koncentracie a zosilfiujicim sa konkurenénym bojom. Struk-
turdlne zmeny v maloobchode nie si eSte ukoncené. Dosledkom vplyvu trendov je
zmena dynamiky a zlozitosti podnikatelského prostredia v maloobchode.

ZvySovanie dynamiky prinasa zviacSovanie priestoru a moznosti na vznik kon-
kurenc¢nej vyhody. Vplyv dynamiky je paradoxny, pretoze pontika pruzZnym a prie-
kopnickym maloobchodnikom nové prileZitosti a konzervativnym a neambiciéznym
podnikatelom v maloobchode skdr hrozby. Aj samotné trendy sd vniitorne premen-
livé a velmi dynamické. K novym trendom mozno zaradit najma oblast technoldgii
auz zahrnutej globalizacie (pozn. [6]). Pod¢iarkujic najvyznamnejsie oblasti, ktorym
sa budici retailér musi prispésobovat, sa ako vyznamnejsie formujd najma oblasti
napojené na zmeny v demografii obyvatelstva (spomalovanie rastu poc¢tu obyvatel-
stva), technolégiu (efektivnost prevddzky) a inovacie (najma nové organizac¢né formy)
(Kormendy a Konstiak 2005).

Postredie Vyzvy Potencidlne inovacie Priklady z praxe
Reguldcia - Klastre - Partnerstvo - Zelené inovacie Walmart - eco
- Udrzatelnost s verejnym - Ekonomicka ratings
sektorom udrZatelnost
Technolégia | - E-commerce - Integrécia - Integrdcia medzi ka- METRO - RFID
- M-commerce technoldgie mennym a elektronic-
- Socidlne siete | do produktov kym obchodom
- RFID - ZvysSovanie - Nové predajné formaty
efektivity - Ndkupné ,zazitky"”
procesov - Bezhotovostny styk

TABULKA 2: BUDUCNOST MALOOBCHODU S POTRAVINAMI Z HLADISKA OBLASTI SKUMANIA A SKUPIN
KORIGUJUCICH FAKTOROV. ZDROJ: VLASTNE SPRACOVANIE

Tessun zo spolo¢nosti Future Thinking & Training predstavil nasledujicich pat sce-
narov, ktoré poskytuju strué¢ny obraz toho, ako by sa mohol maloobchodny trh vy-

vy

vintt v najblizsich piatich rokoch. S pouzitim tychto scendrov mézu odbornici na

prieskum trhu identifikovat prileZitosti a hrozby a odvodit pripadné kroky, ktoré by
sa dali podniknit s cielom vyuzitia prilezitosti, pripadne prevencie hrozieb. Takto
opisuje spominané scenare (GfK Slovakia 2009):
| 1. Maloobchodny trh v rozdelenej spolo¢nosti - nizka troveti rastu rozdeli
spolocnost a povedie k ndkupom orientovanym na ceny a zlavy v diskontnych
predajniach.
| 2. Prebudenie sa maloobchodného trhu - solidny rast a konzervativne §truk-
tiry povedid k regiondlnej konkurencii v doplnkovych sluzbiach na maloob-
chodnom trhu.
| 3. Maloobchodny trh ako inovativny lider - rast novych trhov a dominancia
mladej generacie podporuju sttazivost vedicu k poskytovaniu modernych do-
plnkovych sluzieb na trhu.
| 4. Maloobchodny trh uréujuici trendy - rast a moderné Struktiry povedu k re-
giondlnej, ale mobilnej konkurencii v doplnkovych sluzbach na maloobchod-
nom trhu.
| 5. Maloobchodny trh ako virtudlny vyrobca - klesajtci blahobyt a prosperita
povedie k zmene zdkaznikov orientovanych na cenu na zdkaznikov nakupu-
jacich priamo on-line.

Co sa tyka Slovenska, maloobchod sa bude vyvijat standardne presne tak, ako v inych
eurépskych krajindch. Bude rast skupina spotrebitelov, ktord bude preferovat dis-
kontny predaj ¢i iné cenovo lacnejsie ponuky obchodu, a na druhej strane v ekonomic-
ky silnych regiénoch budd rédst skupiny spotrebitelov, ktoré budu preferovat kvalitu
sortimentu v supermarketoch ¢i v §pecializovanom obchode. Prevlddat budi uvaze-
nejsie nakupy, lepsie pldnovanie ndkupov najma nepotravindrskeho tovaru, lepsie
reakcie na akciové ponuky obchodu, ktoré budi predstavovat kltdcovy faktor ovplyv-
nujici nakupné spravanie najma u obyvatelov s nizSou droviou prijmov.

Nadalej bude dochadzat k vytvdaraniu a presadzovaniu sa Sirokometraznych
maloobchodnych predajni s potravinami na tikor miestnych / lokdlnych malych ma-
loobchodnych predajni, ktoré su vlastnené prevazne malym podnikatelskym sub-
jektom. Navzdory tomu sa na Slovensku zacina rozsirovat povedomie a popularita
kvalitnych zdravych potravin, ktoré nie st dovdzané do krajiny, ale ktoré sd produ-
kované ¢i poskytované miestnymi subjektmi. Obyvatelia budi Coraz viac porovndavat
kvalitu potravin aj napriek tomu, Ze pri nizsich prijmoch budi niteny hladiet aj na
cenu. Raciondlne by sa mali zameriavat viac na lokdlnych producentov potravin nez
na nakup potravin z velkych maloobchodnych retazcov ak by dochddzalo aj k vyrov-
nédvaniu cien medzi tymito dvoma typmi predajni.

Pri naplneni scendra, v ktorom by dochddzalo k dalSiemu zdniku miestnych
malych maloobchodnych predajni na Slovensku, boli by sme svedkami negativnych
dopadov na celid ekonomiku. Poukazujtic na to, Ze mensi podnikatelia podporuju eko-
nomiku, v ktorej pdsobia a samozrejme odbytom ich produktov, dochddza k dal§iemu
pozitivnemu efektu tak pre jednotlivé subjekty ako aj celé hospodarstvo. Z toho dévo-
du mali podnikatelia maji velky vyznam nie len pre miestne obyvatelstvo, ale aj pre
optimdalny chod celej slovenskej ekonomiky.
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Skiimanim budticeho vyvoja maloobchodu potravin sa nacértavaji moznosti
pre jeho zefektivnenie. Uvedomenie si vyziev ¢i rizik, s ktorymi musi retail vo svo-
jom budicom dc¢inkovani pocitat predstavuje zdklad pre definovanie jeho nevyhnut-
nych oblasti zmien.

Nasledujice odportcania st koncipované pre maloobchod potravin vSeobecne,
to znamend, Ze jednotlivé usmernenia st aplikovatelné aj pre slovensky trh s potravi-
nami. Vychadzalo sa pritom aj z ndzorov a pohladov r6znych odbornikov - najmai za-
hranic¢nych (pozn. [7]), ktorych odporicania uz v minulosti vykazovali zna¢nd mieru
dosiahnutelnosti a optimdalnosti pre maloobchod potravin.

Mnoh{ autori vychddzaja pri koncipovani moznosti zefektivnenia fungovania
maloobchodu z tzv. pozitivnych a negativnych asocidcii. Inak povedané pri tvorbe od-
portcani sa orientuji na to, aby maloobchod po zefektivneni vyuzival a vytvaral co
najviac pozitivnych asociécii spojenych s nakupovanim v jeho priestoroch. Na druhej
strane, aby absentoval alebo aspoti minimalizoval postavenie negativnych asociacii,
ktoré znizuju efektivitu jeho fungovania.

Z hladiska tvorby pozitivnych stivislosti je d6lezité, aby sa retailér orientoval
na sprijemnenie, urychlenie a vytvorenie jednoduchsieho pristupu k tvorbe a vyko-
navaniu ndkupnych rozhodnuti. Tu je badatelny priestor pre uplatnenie nastrojov
pre sprijemnenie prostredia predajne, ktoré si vie samotny maloobchod diktovat (de-
koracie, demonstracie, prehladnost regilov, jednoduchad orientécia, tstretovy perso-
nédl) a ktoré st dané externymi faktormi (stretdvanie pribuznych ¢i zndmych ludi,
obchod ako funkcia relaxu, optimalne prijatie otvdracich hodin).

Dalej tu vystupuji odporiic¢ania pre tvorby sortimentu produktov a vonkajsieho
prostredia obchodu (najma efektivne parkovisko a dostupnost obchodu). V neposled-
nom rade stoja faktory, ktoré determinuji fungovanie maloobchodu s potravinami
vo vSeobecnosti a ktorym sa retailér musi prispésobovat. Ovplyviiuju vSetky doteraz
opisované oblasti pre zefektivnenie a maji razantny vplyv aj na finanéné ukazovate-
le efektivnosti fungovania maloobchodu s potravinami. Jedna sa o legislativu (pozn.
[8]), respektive celkovo o sttaznu politiku toho - ktorého §titu, ktord by sa mala
orientovat na obmedzovanie zneuzivania ekonomickej sily obchodnych retazcov
a predstavovala by dohlad nad vytvaranymi koncentraciami. Tym padom by docha-
dzalo k zabezpeceniu zdravého konkurenc¢ného prostredia, ¢o by malo za néasledok
enormny narast efektivnosti retailu potravin. Nadvazujicim krokom, by mohlo byt
vypracovanie efektivnej legislativy, ktord by podporila konanie integrovanej institd-
cie pripadne novelizacia zakonov, ktoré si icinné v sticasnosti.

Prispevok definoval viaceré oblasti, ktoré p6sobia ako moznosti zefektivnenia
fungovania maloobchodu potravin. Prave Obrizok 2 ilustrativne prezentuje doposial
propagované zavery.

Stretdvanie zndmich + Efektivne
a pribuznych dekorovanie predajne, jednoducha parkovisko

orientdacia, tstretovy personal,
vyhodné baliky, daréeky

ohlus$ujica hudba, pokazené produkty,

ZIé nakupné dlha doba ¢akania, chyby v blokovani Z1é nadstavenie
kosiky otvaracich hodin

3. Zaver

Trend substituovania klasickych obchodov s potravinami formatmi
vacsieho rozsahu akymi sd napr. hypermarkety - oznaceny ako modernizacia retai-
Iu s potravinami mal za ndsledok vytvaranie potravinovych pusti. Na jednej strane
je dolezité podotknit, Ze v sticasnosti medzinarodné spolo¢nosti vyhladavaju zjav-
né prilezitosti najma v rozvojovych ekonomikdach, predovsetkym v realizacii svojho
potencidlu cez formaty vacsieho rozsahu. Usiluji sa o zlepSenie svojich podielov na
trhoch. A ¢im dalej tym viac opominaji svoju tradi¢ni tilohu zabezpecovania kvalit-
nych potravin. Na druhej strane vSak nesmieme opomentit fakt, Ze potraviny si ar-
tiklom nevyhnutnym pre ¢loveka a ich bezpec¢nost a dostupnost priamo determinuje
kvalitu Zivota spotrebitelov.

Analyzou pristupov k chapaniu a skiimaniu potravinovych pusti prispevok do-
Siel k zaveru, Ze v podmienkach Slovenskej republiky sa autori v nizkej miere alebo
okrajovo zaoberaji problematikou food deserts. Orientujd sa hlavne na vyskum tej-
to oblasti v hlavhom meste a absentuje komplexnej$ia analyza vidieckeho prostredia.
A préve toto izemie by bolo potrebné zmapovat kedZe sa vyznacuje najvyssou mierou
potencidlneho vytvorenia potravinovych puasti.

V zahranicnej literattire existuje mnozstvo prispevkov orientujiicich sa tak na
definovanie potravinovych pusti v teoretickej rovine, ako aj na praktickd aplikaciu.
Mnohé z nich st adaptovatelné na podmienky Slovenskej republiky a preto je potreb-
né poukazat na mozZnost ziskavania skiisenosti slovenskych odbornikov prave na za-
klade vysledkov zo zahranicia.

Nahradzovanie malych formatov predajni potravin SirokometrdZnymi pre-
dajiiami je v prispevku oznacované ako modernizacia maloobchodu s potravinami.
Takyto postoj je prijimany z toho dévodu, Ze modernizacia oznacuje istd formu pri-
sposobovania sa najnov§im poznatkom. Tak isto aj segment retailu potravin sa pri-
sposobil novym trendom svojho okolia tak, Ze zacali prevlddat viac sofistikované
predajne vacésich rozmerov. Tak ako pri kazdych novych trendoch, aj pri tejto forme
modernizdcie je potrebné, aby sa zainteresované subjekty zapojili v efektivnej miere
tak, aby vyuzili prilezitosti, ktoré im modernizacia moze priniest.

KedZe modernizicia maloobchodu s potravinami predstavuje stdle prebieha-
jaci trend, ktory so sebou prinasa tak prilezitosti ako aj hrozby, prispevok pontika aj
teoreticky pohlad na budicnost maloobchodu s potravinami. Je zrejmé, Ze nastroje
informac¢no-komunikacénych technolégii budd zasahovat do kazdej oblasti fungova-

OBRAZOK 2: POZITIVNE A NEGATIVNE ASOCIACIE PRE MALOOBCHOD. S POTRAVINAMI. ZDROJ: VLASTNE SPRACOVANIE
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nia tohto segmentu. Menit sa bude aj sila, postavenie a dlohy spotrebitela. Uz to nie je
len faktor, ktory prijima stratégiu retail manazéra, ale sim ju aj ovplyviuje.

Uspokojovanie zakladnych potrieb prostrednictvom obstarania potravin pred-
stavuje nevyhnutnt ¢innost pre kazdého spotrebitela. Preto je doleZité, aby sa oblasti
maloobchodu s potravinami tak v rovine food deserts ako aj v rovine analyzy mozZnej
budicnosti venovala adekvatna pozornost aj odbornej verejnosti.

Pozndmky | Notes [1] Je potrebné vyzdvihndt stidie od zahranicnych autorov ako napr. Walker et al., 2012;
Wrigley et al. 2002; Apparicio et al., 2007; &i Reisig - Hobiss, 2000. | [2] Jedna sa najmé o prispevky ako napr. Dolan
a Humphrey 2000, Kherralah 2000, Reardon a Barrett 2000, Wheaterspoon, Cacho a Christy 2007, Kirsten a Sartorius
2002, Gibbon 2003, Reardon et al. 2003, Wheaterspoon a Reardon 2003, Humphrey, McCulloch a Ota 2004, Minot a Ngi-
gi 2004, Minten 2008. | [3] Prispevok uvddza napriklad tieto pristupy: - Furey et al. (2001) - hranica 15 min. cesty vy-
uzitim automobilu, - Wrigley et al. (2002) - hranica 500 m od bydliska spotrebitela, - Krizan a kol. (2009) - hranica 15
min. cesty vyuZitim mestskej hromadnej dopravy, - Ver Ploeg et al. (2009) - hranica 15 min. cesty chddzou. | [4] Napri-
klad Reinartz 2011, Dellaert 2011, Krafft 2011, Kumar 2071, Varadarajan 2011. | [5] Konkrétne o subjekt, ktory regulu-
je sprévanie vietkych zainteresovanych subjektov najma z legdlneho hladiska ($tdtna sprédva cez legislativu - zdkony).
[6] A na to nadvazuijdcej internacionalizécie. | [7] Prispevok vyzdvihuje najma nézory publikované v Stddidch Geuens
2003, Brengman 2003, S”Jegers 2003 z toho dovodu, Ze predstavuju klicové préce, z ktorych cerpaji autori aj v sticas-
nostia ktorych myslienky sd aplikovatelné aj na sti¢asnti dobu. | [8] Tato moZnost je definovand ako nevyhnutnd zme-
na ajv podmienkach slovenského trhu. Prikladom pre nds moze byt ¢esky trh, kde pre tito dlohu bola vytvorend integ-

rovana institlcia sttaznej politiky.
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TEXT | ZUZANA KUPKOVA

PROCES TVORBY KORPORATNIHO

DESIGNU - MARKETER

VS. GRAFICKY DESIGNER

Corporate design jako nedilna souéast komunikace organizaci smérem
ven i dovnitF pfedstavuje jednu z hlavnich strategickych oblasti, jimiz se
zabyva vétsina marketingovych manazeru. Jak spravné vytvofrit logo, na co

pamatovat, co vSechno musi dodrZet, takovych navodii je vodborné i popularni
literatuie celd fada. Jak ale nastavit samotny proces tvorby, rozdéleni roli
jednotlivych Géastniki v tomto procesu a jejich pravomoci, k tomu se mnoho
zdrojii nevyjadfuje. Vétsina zkusenych odbornikii komentuje toto téma tak,

Ze je to velmi individudlni - kaZda organizace i kazdé grafické studio maji sviij
styl, sviij postup, jak dojit k tomu nejlep$imu logu a jak si rozloZit dlohy na

této cesté. Ze by tedy nebylo mozné tento proces popsat a stanovit alespoi
zakladni milniky? Co na to fikaji sami tviirci? A lisi se jejich pfedstavy o idealnim
procesu tvorby korporatniho designu od toho, jak spoluprace obvykle redlné
probiha? Odpovédi pFindsi nasledujici pfispévek vychazejici ze 70 individudlnich
polostrukturovanych rozhovori s pfimymi tiéastniky procesu.

34

Teoretickdvychodiska
v souvislosti s definici systému firemni identity. Ce&ti autofi se zabyvaji zejména

Definice pojmu corporate design je uvadéna povétSinou

firemn{ identitou jako celkem, jejimi jednotlivymi prvky a také jejim vysledkem -
image. V anglicky psané literatute 1ze najit i monografie, které se specializuji pfimo
na corporate design. Casto se jednd nejen o teoretickd vychodiska, ale také o praktické
navody pro grafické designéry a marketéry.

Z ceskych autorti vénujicich se této problematice nelze nezminit Vysekalovou
a MikeSe, jez jsou autory monografie publikované v roce 2009 s ndzvem Image
a firemnfi identita. Autofi zde ujasnuji vztah mezi pojmy firemni identita a firemni
image, upozornuji na chybné uzivini pojmu corporate identity v praxi, kdy byva
zaménovan za corporate design, ktery je vSak jen jednou z jejich soucésti, a jsou
opominany dalsi slozZky tohoto systému. S odkazem na dal$i autory pak definuji
corporate identity jako koncept ¢i predstavu, jak chce byt organizace vnimadana,
a konkrétni néastroje, prostfednictvim nichz tuto predstavu naplnuje (filozofie
organizace, etika, struktura, vnéjsi prezentace, firemni kultura, osobnost znacky,
design, chovani organizace, produkt) (Vysekalova a Mike§ 2009).

Juraskova, Hornidk a kol. ve Velkém slovniku marketingovych komunikaci
definuji corporate identity jako jednotnou prezentaci firmy na vefejnosti s cilem

PRISPEVKY | CONTRIBUTIONS

jednoznacné identifikace a nezaménitelnosti organizace. Zminuji také ¢tyti zakladni
prvky, kterymi je firemni identita tvofena, a to firemn{ kulturu, firemni filozofii,
produkt spolecnosti a corporate design. Vztah mezi corporate identity a corporate
image definuji jako ¢innost a jeji vysledek (Jurdskova a kol. 2012).

Z4ruba, Richtr a Koudelkova jsou autory knihy s ndzvem CIL.CZ, kde se vénuji
corporate identity v ceském prostifedi se zaméfenim na corporate design. Kniha
mapuje vyvoj této marketingové oblasti v Ceské republice v letech 1990 - 2007. Autofi
uvadi, Ze corporate design je jednou z oblasti grafického designu, jez prosla vyraznym
vyvojem a je pro ni typicky vzestup kvality zpracovini, metodiky i vysledki.
Z hlediska zdroji uvddénych vyse stoji za povSimnut{ jejich vyklad firemni identity,
kam zatazuji firemni kulturu, firemni design a filozofii, nikoliv vSak produkt.
K samotnému korpordtnimu designu pak uvadi, Ze se jedna o nejviditelnéjsi soucast
identity, mél by z ostatnich prvka vychédzet a navazovat na né. Oznacuji jej jako soubor
pravidel, kterd definuji vizudln{i prezentaci spole¢nosti, zdtraznuji jeho komunikaéni
tlohu jak smérem dovnitf spole¢nosti, tak smérem ven a k jeho hlavnim sloZkdm
fadi znacku, firemni typografii, firemni barevnost a dopliikové vizudlni elementy
(Zaruba a kol. 2008).

Velmi origindlni a komplexni pohled na danou problematiku prindsi
Alina Wheeler v knize Designing brand identity: an essential guide for the whole
branding team. Autorka se vénuje celému procesu nastavovani identity znacky, jeho
jednotlivym slozZkdm, popisuje také elementy znacky a vlivy. Wheeler se soustfedi na
detailni popis procesu budovani firemni identity, o designu pak uvadi, ze redukuje
filozofii do jeji vizudlni podstaty a zdroven dava formu komunikovanému sdéleni.
Autorka upozornuje také na problemati¢nost a slozitost dlohy grafického designéra,
jenz ztvarnuje znacku, protoze dnesni vizudlni prostfedi je pfesyceno. Kromé toho
zdliraziiuje nad¢asovost corporate designu, jenz by mél byt funkénf{ i vice nez 20 let.
Mezi prvky corporate designu zatazuje logotyp, barvy a typografii, jeZ shodné musi
vSechny respektovat a podporovat hierarchii informaciiznacky jako takové (Wheeler
2009).

Timothy Samara v knize Graficky design: zdkladn{ pravidla a zptisoby jejich
porusovani upozornuje na odlisnost grafického designu od ostatnich umeéleckych
disciplin; jako hlavni odlisnost uvadi tzv. zdmér, tedy zdmeér klienta ztvarnény
umeélcem, na rozdil od individudlniho vyjddfeni umeélce, jeZ je typické pro ostatni
oblasti umélecké tvorby. Grafického designéra vsak zdliraziiuje nejen jako vizudlniho
stratéga, ale také jako osobu formujici vizudlni dorozumivaci jazyk postmoderniho
svéta (Samara 2008).

Proces tvorby korporatniho designu je sice v mnoha knihdch i ¢lancich
zmifniovan, nicméné v dostupnych zdrojich nebyl jeho model z hlediska zapojenych
osob definovdn. Mnoho zdrojt dava tipy a rady, jak vytvotit dobré logo nebo funkéni
vizudlnistyl organizace, jsou to vSaktipy, jaky by mél byt, nikolivjakjej dobfe vytvofit.
Autofi zminuji, co vSechno musi funkéni design spliiovat, co vSe je potfeba brit
v ivahu. Konkrétni rady k procesu tvorby vizudlniho stylu se tykaji zaddni. K dal§im
fdzim se autofi nevyjadiuji, zejména se vSak viibec nevénuji vztahtim v tomto procesu
a uz viibec ne vztahim mezi marketingovymi pracovniky, ¢asto vystupujicimi jako
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zadavateli, a grafickymi designéry, povaZovanymi za tviirce. SloZzeni tymu a zejména
pak tymové interakce, ponechavaji autofi stranou. I pfes velké mnozstvi navodnych
knih neobsahuje Zddn4a z nich rady, jaké je idealni rozdéleni roli a kompetenci.

Metody
na pielomu roku 2015 a 2016 v Ceské republice. Oslovovani respondentt probihalo

Predklddané vysledky vychdzi z vyzkumného Setfeni provedeného

prostfednictvim emailové a telefonické komunikace ajednalo se o polostrukturované
individudlni rozhovory s pfedem danymi tematickymi okruhy. Respondenti byli
rozclenéni do nésledujicich cilovych skupin:

| Studenti marketingu

| Pedagogové marketingu

| Marketingovi odbornici z firemni praxe

| Externi marketingovi odbornici (agenturni, freelancefi)

| Studenti grafického designu

| Pedagogové grafického designu

| GrafiGti designéfi z firemni praxe

| Externi grafiéti designéfi (agenturni, freelancefi, grafickd studia)

Kazda skupina byla zastoupena cca 10 respondenty, celkem se jednalo o 70 polo-
strukturovanych rozhovorti. Vyzkum byl provddén za tcelem diserta¢ni price na
téma MozZnosti uplatnéni grafického designu v procesu budovani a fizeni znacky
a kromé procesu tvorby korpordtniho designu se vénoval tématim jako vzdéldvani
marketéri a grafickych designérd, dédle se zaméfoval na nejcastéjsi konflikty,
jejich vznik i prevenci, obecné nazory na dilezitost vizualniho stylu pro tispésnost
organizace ad. Zdmérné byly osloveny vyse uvedené cilové skupiny, aby bylo mozné
identifikovat vyvoj ndzorti od absolvovdn{i studia po ptsobeni v praxi a také vliv
pedagogi na formovani postoji budoucich odbornych pracovnik v této oblasti.

Zpusob zjistovdni ndzori na proces tvorby korporitniho designu - zdkladni
schéma

Pvodnim zdmérem bylo ponechdni definice spravného procesu na
dotazovanych, nicméné jiz pfedvyzkum poukazal na fakt, Ze je to slozitéjsi zalezZitost,
kterou jen z hlavy popisovat nikdo nechce ¢i si netroufd a komentuje to tim, Ze je
to velice individudlni a 1is{ se to pfi kazdé zakazce. Pri konkrétnim dotazovani na
jednotlivé faze procesu se vSak k odpovédim bylo mozné dobrat, proto pro samotny
vyzkum byl jako odrazovy mistek pouzit model tohoto procesu vychézejici z diskuze
s osobami oslovenymi ve fiazi predvyzkumu. PfedloZené schéma neaspirovalo na
uznani za spravné, idedlni ¢i redlné, bylo jen jakymsi voditkem pro dotazované,
dilem, jez vyzaduje tpravy na zdkladé subjektivnich a mnohdy i objektivnich
preferenci a zkusenosti.

Piedlozené schéma pracuje s urCitym prehazovanim zakazky mezi graficky-
mi designéry a marketéry, pfredpokldda rozhodovaci pravomoc na strané marketéra
a tedy situace, kdy graficky designér predklada svou préaci ke zpétné vazbé marketé-
ra a jeho rozhodnuti o dal§im sméfovani. Zadan{ (brief) pro tvorbu vizudlniho stylu
dava do ruky vyhradné marketértim a dals§im manazerskym pracovnikéim ¢i pfimo

majiteldm a grafické designéry zapojuje az formou zpétné vazby na zaslané zaddni.
Zde predpoklddd aktivni ¢innost téchto tviircl, zdjem o pozndni organizace, jejiho
produktu a zejména pak firemni kultury a brandu jako takového. Na zakladé toho-
to poznani predkladaji graficti designéti skici, které naznacuji sméry, jimiz je mozné
se vydat. Z téchto skic vybird marketingovy manaZer smér nejlépe odpovidajici za-
dani a vyhovujici strategii organizace. Vybranou skicu pak graficky designér rozviji
dale, ptipravuje jiz konkrétnitvarové i barevné varianty. Z téchto variant opét vybira
marketér tu nejvice vyhovujici, jejiz pouziti na konkrétnich komunikatech dale roz-
pracuje graficky designér - jednd se napf. o obaly, hlavickovy papir a dle oboru pod-
nikani ¢i strategie spole¢nosti ty pfedmeéty, na nichz je logo nejcastéji pouzivano. Po
schvaleni marketingovymi pracovniky jsou tyto konkrétni varianty testovany. Podo-
ba testovani je riznd, u mensich spolec¢nosti se jednad o malé focus group se zamést-
nanci ¢i dokonce prateli, u vétsich spolec¢nosti je to pak predstaveni a schvalovani
u Sirstho vedeni. Mezindrodni spolec¢nosti se pak obvykle vyznac¢uji velmi propraco-
vanym zpusobem testovdni, a to nejen u cilové skupiny zdkaznikd, ale obecné u vice
skupin stakeholders. Z testoviani v idedlnim pripadé vyplyne findlni verze loga, kte-
rou odsouhlasi jak marketér, tak graficky designér (jeho souhlas je pfedpoklddan uz
v tom smysluy, Ze by sdm neptedlozil variantu, se kterou nesouhlasi nebo si za ni ne-
stoji) a také vedeni spolecnosti. VySe popsany proces je zndzornén schématem na ob-
razku 1.

Vedeni firmy + marketingovi

pracovnici
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OBRAZEK 1: SCHEMA PRO UCELY VYZKUMNEHO SETRENI. ZDROJ: VLASTNI ZPRACOVANI
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Nazory dotazovanych na predloZeny model

Po pfedlozeni ndvrhu modelu
procesu tvorby korporitniho designu nastala u vétSiny respondenti zajimava
situace v tom, Ze a¢ nejprve svorné tvrdili, Ze takovy model neni mozné sestavit, Ze se
jednd o velice individudln{ zadleZitost, nakonec celd fada dotazovanych bezvyhradné
souhlasi s navrZenym schématem. Z hlediska jednotlivych cilovych skupin vyzkumu
se jedna se o studenty marketingu, internii externi marketéry, pedagogy grafického
designu a interni grafické designéry. Tyto skupiny az na jednotlivce vykazovaly
pomérné vysokou shodu v tom, Ze dané schéma odpovidd jejich predstavdm
o spravném pribéhu tvorby vizualniho stylu.

Urcité vyhrady ¢i tipravy by provedli pedagogové marketingu, ktefi by zatadili
designéry, ktefi rovnéz kladou diraz na testovani konceptu. Pedagogové marketingu
se pak shodnou se studenty grafického designu na potfebé vétsiho zapojeni a zvysSeni
pravomoci grafického designéra v procesu a jeho aktivnéjsim zapojovani na zadani
irozhodovani.

Rozdily mezi redlnym a idedlnim stavem procesu

Poté, co se kazdy
dotazovany vyjadfil k prfedloZenému procesu, doplnil dle jeho ndzoru chybéjici
faze, pridal nebo preskupil kroky, byl dotdzan, zda takto opravené schéma odpovida
skutecnosti, tedy zda to v praxi takto funguje anebo by to podle néj takto mélo
fungovat. Zde bylo mozné sledovat obrovskou miru reflexe a uvédomeéni, kdy naprosta
vétSina respondentd popisovala schéma idedlni, nikoliv v8ak skuteény prakticky
stav, jak jej znaji ze své zkuSenosti.

Co se tyce rozdild mezi skupinami dotazovanych, také zde se objevuji shody
i neshody. VSichni marketéri vnimaji hlavni rozdil mezi idedlnim a redlnym stavem
procesu zejména ve vynechdni testovani. Dale jako zdsadni kritérium zminuji vliv
Casu a zejména pedagogové pak jako jisty problém redlnych procesti vnimaji dodava-
telsky a nikoliv partnersky vztah grafika a marketéra. Stejny pohled na tento vztah
v redlném procesu maji i studenti grafického designu. Ze strany grafickych desig-
néra pak redlny proces byva zdsadné ovlivnén konflikty vznikajicimi pfi spolupraci
zainteresovanych skupin.

Idedlni model

AC to nebylo zdmérem, idedlni podoba procesu, budeme-li brat
v potaz skute¢né pouze hlavni a vice se opakujici pfipominky ve vyzkumném Setieni,
pracuje vyznamné s piedloZenou podobou schématu a jedinou odlisnosti je zatazeni

vvvvv

tedy naznacena obriazkem 2.
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Redlny model

U reialného modelu se objevilo rozpord vice, zejména pak rozdili ve srovnani
s idedlnim procesem. Témér bez vyjimky se dotazovani shoduji na tom, Ze v redlném
procesu se obvykle vynechdva krok testovdni a z hlediska fizi a naznaceného
postupu obvykle dochazi k jistému zacyklovani nékterych fazi, kdy se tym vraci stdle
do uréitého kroku.

U redlného procesu pak dotazovani zminuji také dalsi vlivy, kterymi se redl-
ny proces lisi od idedlniho, prestoZe se nejednd o procesni zaleZitosti, naprosto pod-
statné mohou ovliviiovat cely proces a zejména pak jeho vysledek. K témto faktorim
patfi zdsadni vliv ¢asu (potaZmo financi), ddle nastaven{ vztahti v tomto procesu,
coz lze déle specifikovat tak, zda je nastaven{i vztahti partnerské nebo dodavatelské
a s tim souvisejici vznikajici konflikty.

Model prezentovany obriazkem 3 tedy zohlediiuje zpétnou vazbu respondentti. Byl
odstranén krok testovani, ddle je zde naznaceno mozné cyklenive fazich, kde dochazi
ke schvalovani, a ddle je zde naznacen podil ¢asového hlediska a nastaveni vztahi
tcastnikd na vysledku procesu i na jeho prtibéhu.

V pripadé dodavatelskych vztaht se jednd o situaci, kdy je zadavatel hlavnim
rozhodujicim ¢lankem procesu a graficky designér pouhym dodavatelem ¢i vykona-
vatelem zadani bez vlastnich rozhodovacich pravomoci. Konflikty pii tomto nasta-
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Vedeni firmy + marketingovi
l pracovnici

venivztahti jsou nasnadé - do jisté miry je potlacena kreativita grafického designéra,
jenzje degradovan na kreslice, ¢asto je nucen tvotit dle vlastnich zkusenosti nefunke-
ni/neestestickou vizualn{i identitu, protozZe je to dle prfani zadavatele apod. U zave-
denych grafickych studif ¢i tviircd tato spoluprace neziidka kdy kon¢i odmitnutim
price na dané zakazce, protoZe si za vysledkem chtéji stat, prezentovat se jim a mit
na ném sviyj vlastni inven¢ni podil. Mens{ ¢i za¢inajici grafickd studia zakazku do-
kon¢i i presto, Ze neodpovida jejich stylu, predstavdm, znalostem o oboru, jejich pre-
svédceni. Konflikty v takovém procesu jsou feSeny rozhodnutim zadavatele, nikoliv
konsenzem obou stran. Vysledkem je potom logo a vizudlni identita, které plné odpo-
vidaji pfedstavim zadavatele a jejichZ kvalita mtize byt z pohledu grafickych desig-
nért spornd. Analyza konkrétnich vysledki price pfi rizném nastaveni vztahi vdak
nebyla pfedmétem tohoto vyzkumu, na zdkladé kterého lze vsak uzaviit, Ze kvalita
vysledné vizudln{ identity odpovidd ndzoru zadavatele a ne vZdy vnimani grafické-
ho designéra, tedy z pohledu grafickych designéri jsou vystupy z takové spolupra-
ce méné kvalitni. Celd fada grafickych studif (a dnes uz i zadavatelti) proto preferuje
tzv. partnerské vztahy, kdy jsou rozhodovaci pravomoci na obou strandch v priibéhu
procesu tvorby vyrovnany, konflikty ¢i neshody o dal§im smétovani se lidi vzdjem-
nou diskuzi. Dle ndzort respondentt vyzkumu jsou pak vysledkem takové spolupra-
ce kvalitni/kvalitnéjsi vizudlni prezentace.

Casové hledisko, nastaveni vitahi
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Konfliktem je zde nejcastéji minéna neshoda pti vybéru varianty/navrhu, kte-
ry md byt ddle rozpracovdn, pripadné jak rozpracovan, a také pri vybéru dalsich
prvkl vizudln{ identity (barev, pisma, tvard apod.) Konflikt spo¢ivd uz v rozdilném
vnimdani jednotlivych skupin respondentt toho, pro¢ vlastné tyto neshody vznika-
ji. Kromé internich marketérd a studentd grafického designu spatfuji vSechny do-
tazované skupiny pri¢inu konfliktt v procesu tvorby korporatniho designu zejména
v tzv. lidské roviné. Pfi¢ina v rozdilnych predstavach a oekdvanich zadavatele a gra-
fického designéra se v odpovédich rovnéz opakuje, a to u studentt marketingu, inter-
nich i externich marketéri a ddle u externich grafickych designérii. Spatné zaddni
jako divod konfliktu zminuji internii externi marketéti a ddle interni graficti desig-
néri. Vzajemnou neznalost oboru jako pri¢inu konfliktu uvadéji studenti marketingu
i grafického designu a pedagogové marketingu. Pedagogové grafického designu vSak
zminuji problém z podobné oblasti, a tim je chybéjici vkus ¢i estetické citéni mar-
ketingovych specialisti. Externi marketéfi a externi grafi¢ti designéfi a studenti
grafického designu pak shodné uvadéji jako dalsi pri¢inu konfliktu subjektivni hod-

2u
1

noceni, tedy neoblibené hodnoceni formou ,1ibi, nelibi”.

Zavér Z vySe uvedeného vyplyv4, Ze v soucasné praxi ptitvorbé log a vizualnich

stylt maji odbornici urcité rezervy zejména v komunikaci, protoZe ndzory na danou
tematiku se mnohdy u rtiznych cilovych skupin vyzkumu vyznamné lisily. Uz tato
rozdilnost ndzor® na pouhy model procesu tvorby korporatniho designu dava tusit
podstatné neshody mezi spolupracujicimi stranami, odlisné thly pohledu na danou
problematiku, coZ je s nejvétsi pravdépodobnosti pri¢inou konkrétnich konfliktd
vyplyvajicich z praktické spoluprice. Mimo jiné je to odliSnost vnimani tlohy
grafického designéra, kdy nékterymi skupinami je viniman spiSe coby dodavatel na
zakladé zaddni, a jiné skupiny jej vidi spiSe jako aktivniho ¢lena tymu, jenz se podili
nejen svym umeénim grafického designu, ale i kreativitou a strategickym myslenim.

To, Ze konflikty redlné vnikaji, prokdzalo i vyzkumné Setfeni, jehoz vysled-
kem je model redlného procesu, ktery pravé zohlednuje konflikty zticastnénych jako
esencidlni vliv na pribéh spoluprice. Je tedy vice nez evidentni, Ze na cesté za lep-
§im pribéhem je tfeba se zejména uclit vzijemné komunikaci a férovému nastaveni
vztahti jiz v pocatku procesu A zde se potvrzuje jako spravné rozhodnuti zatadit do
vyzkumu také zdstupce akademické sféry, protoZe pravé tam mtiZe toto navazovani
bezproblémové spolupréce zacit, studenti k nému mohou byt vychovavani a s trochou
z4jmu si jej pfenesou i do svého budouciho praktického ptisobeni.

Vyzkumné Setieni pfineslo celou fadu zjisténi, jednim z nich bylo (byt predpo-
kladané) odlisné vniman{ idedlniho procesu a redlného, tedy, jak by proces mél probi-
hat a jak ve skute¢nosti obvykle probih4. Cela tato problematika je vice nez zajimava
také z psychologického hlediska ¢i snad z hlediska neverbdlni komunikace tic¢astniki,
kdy témér vSichni komentovali a upravovali pfedloZené schéma do idedlni podoby a az
otdzka na to, zda to takto v praxi probihd nebo je to pouze idedlni predstava, byla ja-
kymsi bodem uvédomeéni, jak velky rozdil vnimaji mezi idedlem a skutecnosti.

Jako htife uchopitelna fize procesu tvorby korpordtniho designu se ukdzalo
testovdni. Na néj se ndzory velmi rtiznily, na to, v jaké podobé by mélo probéhnout,
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i to, kdy by mélo byt do procesu zafazeno. Alarmujici pak je, Ze dle ndzort ticastni-
ki vyzkumu ve skute¢nych pripadech k testovdni viibec nedochézi a projekty jsou tak
ukoncovany bez objektivnich analyz funkénosti navrzeného rfeSeni.
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MARKETING PLANNING
PROCESS - REFLECTION

ON THE COMPLEX OF ACTIVITIES
THAT AFFECT ALL ASPECTS

OF BUSINESS LIFE

Marketing planning is a critical business issue, a prerequisite for its successful
future. Aforementioned applies to established organizations that take

part in market operations for an extended or long time, but also for new
entrants to the market. Careful planning allows companies to present
themselves in the supply market that many competitors may not face.

It can not be managed out that a company without a proper planning

will be successful (but mostly only for a short time), but with high-quality
planning, the success will be higher and longer. The paper deals with the
marketing planning process as a complex of business activities.

Introduction

A company that wants to be successful and which wants to de-
velop efficiently needs to learn to plan marketing activities. The marketing planning
process is ordinarily intelligible in a general sense, simple and universally applica-
ble. In practice, it is harder to achieve the marketing goals outlined in the plan.

Given that effective marketing planning is an essential source of information
for anticipating necessary market development processes and significant changes
in customer buying behavior, top management can not address critical development
tasks (investment and cooperative tasks, changes in the production program, expan-
sion of production capacities, etc.) without Marketing (Solomon et al. 2006, p. 17). That
provides inputs for the strategic management process. Marketing variables are one
of the core facts for administration and decision-making at the top level of the busi-
ness. The success of the company depends on the permanent application to the target
markets. Whatever the primary goal of the enterprise is, those companies that want
to be successful must achieve satisfactory levels of profit over a period of time - such
levels that allow for further existence and development. Adequate benefits are usual-
ly only possible if customer needs are identified and satisfied.

Based on years of experience in marketing issues, it is possible not only to con-
firm the importance and necessity of marketing planning but also to reveal the pro-
cess of marketing planning as a weak point for-profit and non-profit organizations in
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our economy. And this is the main reason why to approach the marketing planning
process and to emphasize the final step of the process - a well-developed marketing
plan as the basis for effective implementation and adequate control of the marketing
process of the business.

1Planning process In general, the planning process is:

| based on reliable, relevant and timely information at the time of the plan and
drawn from the internal and external environments;

| focused on the formulation of objectives that can be reached in future time
periods;

| linked to the determination of the procedures and means by which the
objectives will be achieved;

| completed by setting up a marketing plan.

Particular business planning means that the unit (planning entity):

| analyses the environment in which it operates;

| sets targets for the future time horizon;

| formulates strategies for achieving goals;

| draws up a plan - a document - as a guideline for achieving objectives (both
short and long term) within the allocated resources that the organization can
use and the rules that the plan encompasses and are necessary to meet the
goals.

While respecting the organization's hierarchical level, the planning process in the
context of marketing activities takes place at a company level, functional levels and
strategic business units (Westwood 1998, p. 81-83).

At the company level, the process involves a comprehensive planning of the en-
tire organization, its future focus. The basis is to explore the needs of the target mar-
ket and the ability of the company to meet these requirements, identifying market
opportunities and alerting about the factors threatening the running of the compa-
ny. Market priorities are set as an aggregate target for the entire organization. The
resulting plan is a guideline for the company as a whole. Top management is respon-
sible. Exaggeratedly, this is also the first phase of marketing planning.

At the appropriate corporate levels, the planning process takes place within
corporate areas, and the management of the appropriate level is responsible. The
marketing process involves a marketing planning process with marketing manage-
ment responsibility that sets specific goals, formulates appropriate strategies, and
prepares a marketing plan. Marketing planning actions are strongly supported by
the company-wide planning of suitable marketing opportunities and their use in a
certain market, as well as through the elaboration and development of objectives in
agreement with complex corporate tasks and their fulfillment. The process invol-
ves both a broader planning period, mostly five-year combined with strategic plans
in line with the strategic plan, and detailed planning predominantly for decision-
-making in an annual time horizon. The resulting plan is developed for a longer pe-

riod (long-term plan document - usually five years), for annual time periods and
tactical plans for the area. That is a presentation of both strategic goals and tactical
orientation for the marketing area. These facts apply to organizations that prefer a
functional type of control. If the process type of administration is preferred, then the
planning process must be conceived on this basis.

The level of strategic business units (corporate entity, the group of business
entities, product-specific divisions) is the place where appropriate marketing plans
are being prepared. Strategic business units are managed within decentralized cen-
ters by a way that corresponds to a separate entity with the possibility of compiling
a marketing plan. The unit management is responsible. The resulting plan is drawn
up for medium and long-term prospects.

Planning activities carried out at the appropriate levels must be in concert,
must fit into the overall direction of the target company's tasks. Planner collabora-
tion at individual levels is essential. They need to realize that their planning activi-
ties are a collective support for the company's goal as a whole.

The planning process, as is evident from the above statements, is also affected
by the time horizon (Veber 2009, p. 109). These include long-term planning, medium-
-term planning, and short-term planning. The length of the period to be tracked and
distinguished for planning works is influenced by many factors, in particular, the
nature and size of the organization, the structure and the technological process (in
the marketing area, for product R & D, product life cycle). Large companies, in terms
of time, are working with horizons that are considerably longer than smaller and
smaller firms where annual marketing plans may seem longer-term. "A significan-
tly similar aspect is a breakdown of strategic, tactical and operational plans" (Fotr
et al. 2012, p. 85) so that strategic, tactical and operational timetable delineation can
be observed. The crucial aspect of the strategic, tactical and operational plans is the
character of decision-making processes (Veber 2009, p. 109). "In terms of time per-
spective, three basic levels of planning can be distinguished:

| long-term - mostly carried out over more than five years,

| medium-term - usually ranging in the range of one to five years,

| short-term - usually covering the seasons or shorter periods” (Fotr et al. 2012,

p. 85).

Marketing strategic planning (marketing activities require strategic planning; there-
fore, the marketing plan must be understood in the context of strategic planning)
is defined by the planning process and the time horizon. It is focused on the fu-
ture market development of the organization. It respects the vision, builds on a mis-
sion, specified goals derived and consistent with company goals and understands
strategic business processes as a basis for marketing strategies (Kourdi 2011, p. 125-
134). It works with factors and facts within longer time horizons, including sever-
al consecutive common planning seasons. Requires annual revisions, if necessary,
current edits. It strives to reconcile resources (financial, material, human and infor-
mation) and skills (skills, expertise, experience, competencies) with market opportu-
nities (optimization) and threats (minimizing) to meet the needs of target markets
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(variable requirements) as a basis for the company's long-term prosperity. It is the
organization's marketing direction with the definition of the scope of the relevant
activities. The resulting plans usually include time horizons of 3 and 5 years (even
more, long-term concepts over 20 years can not be excluded) (Note [1]). They contain
the necessary strategic accent, which is not only the variant approach to the market-
ing development of the company but also the characterization and evaluation of the
company's reaction to the variability of the elaboration of the business environment.
They emphasize the core tasks and put pressure on plans at individual enterprise lev-
els to achieve business goals.

Marketing tactical planning is going to implement the policies set out in the
strategic plan. The process focuses on the customer and his changing needs in futu-
re seasons. At this stage, strategic tasks are specified in the medium term, most of-
ten one year (a series of detailed steps covering actions in shorter time periods), and
the means of achieving them within the time horizon defined by the strategic plan
are specified. It determines the activities and factors related to the products and the-
ir attributes, including formulation of pricing policy, determination of distribution
routes and sales promotion. The resulting plans contain a narrow distribution of
marketing tasks usually for the annual time horizon (annual planning period is ne-
cessary because some activities require action within 12 months or less and budgets
also require annual planning).

Marketing operational planning aims to implement tactical plans and imple-
ment them (short-term plan: annual periods developed for shorter periods of time,
quarterly, monthly plans, in justified cases weekly). The resulting plans respect the
intentions of the tactical plans, the accurate factual content is related to the subject
of the organization's marketing activities.

Practical planning is also used in company practice. It is understood as a pro-
cess aimed at creating a detailed document - an operational plan - within the rele-
vant area. "Operational plans focus on the daily implementation of the marketing
plan. They include detailed guidelines for the implementation of specific activities,
appoint responsible persons, and set a timeframe for the performance of individual
tasks (Solomon, Marshall and Stuart 2006, p. 48). They are the basis for the day-to-day
implementation of functional plans. Marketing, for example, involves communica-
tion with new products, selling products for the next month. Operational plans con-
tain detailed guidelines for the execution of specific activities with the names of the
persons responsible and the deadlines for performing the individual tasks. These
functional documents are basically implemented (an example in marketing is the
communication process with respect to new products in the deployment phase). The
content of the plans is also a detailed timetable for the implementation of specific
activities with the names of responsible persons with the deadlines for fulfilling the
individual tasks. The business planning category is typically characterized by a con-
tinuous process based on a business plan, the results of which are a guide for the
whole company in the short and long term.
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1.1 Marketing planning process The marketing planning process is a contin-
uous process, not a one-off or single operation. It means creating and maintaining
a balance between the objectives of the business and its capabilities concerning the
changing environment in which the company operates, where it manufactures and
sells. It represents the application of relevant marketing resources in such a way as
to achieve marketing goals. It is a guide for marketing decision making in both short
and long-term time horizons.

Plans are implemented at the appropriate levels and planning at individual le-
vels must be in concert and must fit into the overall direction of the target company's
tasks. Planner collaboration at individual levels is essential. They have to realize that
their plans are a common support for the company's goal as a whole.

Useful planning will enable managers to anticipate market developments, pre-
pare for change better, respond quickly, and thus prevent potential down surge in
marketing performance. It enhances the possibility of using marketing opportuni-
ties and eliminating threats that occur in a changing environment.

The starting point of marketing planning activity is:

| a clear definition of the company's mission,

| identifying business goals,

| formulating a strategic business direction,

| identifying key opportunities for a company,

| all in relation to enterprise resources,

| for a certain period of time (Hordkova 2014, p. 13-17).

These steps immediately precede the marketing planning process, which represents
a series of activities taking place in clear and understandable sequence in the se-
quence shown in Figure 1.

wission,poaks, |  sitestionsd prerequisites evalustion of possible action marketing
andstrategy hysis SWOT analysis for future goals strategies u;em:d m i ams

FIGURE 1: PHASES OF MARKETING PLANNING PROCESS. SOURCE: AUTHOR
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The business's mission, goals, and strategy - listed in the first phase, can not be di-
rectly taken into account in the marketing planning process, given that these activ-
ities require respect as a starting point for marketing planning, so this placement
must be seen as a link between marketing and corporate governance. Own market-
ing planning starts with an analysis of the environment - situational analysis - when
the results of the analytical process of the internal and external environment estab-
lish, support and improve the planning procedures by knowing, understanding the
marketing environment and realizing the situation in the environment and under-
standing the changes in the space. Situational analysis is highlighted by the SWOT
analysis, which is to map and evaluate (Kefkovsky and Vykypél 2006, p. 137):
| internal environments - all controllable elements within a company that
significantly affect its activities (operating technologies, production facilities
and their status, financial stability, products and their attributes, relations
with suppliers, skills and professional level of employees and management),
from the internal environment major strengths and weaknesses;
| external environment - elements outside the company that has a strong
influence on it, either positive or negative, are out of control, management
has to recognize, understand and respond to them, influential opportunities
and dangerous risks arise from the environment (Horakova 2003, p. 38).

Prerequisites for future development form the basis for future development.
The subsequent phase is the setting of marketing goals, which mean corporate mar-
keting tasks (all activities aimed at achieving goals) for a particular period, the cho-
ice of target/target markets and decisions. Furthermore, it is necessary to identify
strategies that will be selected, subsequently formulated and used to achieve the ob-
jectives (which activities will be carried out and which instruments will be decided to
meet the goals set). Implementation (action) programs defining individual activities
(programs of specific activities) to fulfill everyday tasks, responsibility for their ap-
plication and timetable (they answer questions: who, who, when, how long). Past facts
are the basis for the final step of the process of creating a marketing plan. By develo-
ping the plan, the marketing planning process closes. The plan is a guideline for the
company in both short and long term horizons.

In process enterprise schemas, a dashed line is attached to the goals, strate-
gies, and possible alternatives, indicating a high probability of performing these
steps more than once before the final plan is drawn up.

The steps presented in the overview are universally applicable, but the degree
of their applicability depends to a large extent on the size and structure of the com-
pany, on the variety of operations being performed. Organizations with a simple
program generally use formally defined procedures to a lesser extent than in highly
diversified companies.

The planning of marketing activities is aimed at creating a valuable regio-
nal offer, in addition to the basic product (product, service) with basic utility and
other attractive features (for example, in the form of travel agency services, meetings
with important travelers, information about local cuisine, ). Attention is also paid to
the anticipated highly monitored problematic items that influence price decisions,

discounts, payment terms and other attributes closely monitored by customers. The
value offered must actually be provided, delivered to the target market, communica-
ted with the customer, and the creation and provision of value must be beneficial to
both stakeholders (Bouckova 2003, p. 25-31; Kotler and Keller 2007, p. 452).

The planning process is the type of management process that leads to the com-
pilation of a marketing plan (environment analysis - goal setting - strategy formu-
lation - plan to achieve goals), where:

« theoretical level means logical, to understand not too rational complex, the organ-
ization of marketing activities into a complex called a marketing plan;

« concerning practice (actual transfer to business conditions), the inclusion of all
marketing elements of the organization in a certain order in a single document em-
phasizes the resources earmarked for this purpose and their reliable application to
effectively achieve both marketing and business goals.

It is not easy to combine marketing goals and strategies with real opportuni-
ties and environmental threats (Kotler et al. 2007, p. 59-60).

2 Methodology and objectives The aim of the article is simply to explain the
marketing planning process by description and explanation and to show how to ela-
borate a marketing plan. At the same time, the analytical results of the question-
naire survey, which dealt with the approach of companies to create and work with the
marketing plan, are interpreted. The survey took place from 18 to 31 October 2016, in
the Czech language, and a random sample of enterprises was approached, with a re-
turn on questionnaires of almost 72%. In total 60 responses were obtained. The sub-

jects of the survey were companies of all sizes.

FORM OF BUSINESS NUMBER %
joint-stock company 8 13,30%
cooperative 2 3,30%
limited partnership 1 1,70%
limited liability company 28 46,70%
public company 0 0%
tradesman 21 35%
TOTAL 60 100,00%

FIGURE 2: FORM OF THE BUSINESS. SOURCE: AUTHOR'S OWN WORK BY QUESTIONNAIRE

They were manufacturing companies, but also businesses offering customer service.
Most companies represented up to 10 employees (62% less), other types of enterprises
were represented evenly after 10% of respondents - only enterprises with 51-100 em-
ployees represented 8% of the answers. Less than 47% of respondents are from lim-
ited companies, 35% from traders. The questionnaire has 14 questions, the last two
being the identification and tracking the number of employees of the enterprise and
the form of business of the entity. A total of 3 questions answered yes/no, for 4 ques-
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tions the respondent selected from the list of answers. The questionnaire survey in-
cluded 4 open questions to evaluate the extent to which respondents to the topic were
understood or not.

The baseline is in this case 60 observations (i.e., N = 60, 14 variables). Since the
questionnaire survey is divided by a positive or a negative response, the file is gradu-
ally diminished (but this does not affect the analysis itself).

3 Results
marketing management as a regular part of business management. The concept of

Only 29 business representatives (48% of respondents) confirmed the

marketing management in the most general position can be considered as more than
half of the management, but the nature of the management is no longer reflected in
a particular process of managing marketing activities in everyday business practice.
Answers to the question to characterize your concept of marketing management
within your business is a sign of the misunderstanding of marketing management
in an enterprise. Examples include repeat responses: market price tracking or mini-
mum earnings. The body or person in charge of which is the commercialization of an
enterprise is recognized by only 21 entities, representing 35% of the responses. 65% of
respondents said they did not compile a marketing plan and the number of respond-
ents who confirmed the plan (21 subjects) and were unable to specify the analytical
procedure used to build the plan. Answers reveal terminological ambiguities and in-
ability to select appropriate practices (e.g., legal standards, gap analysis, business
strategy analysis, Ishikawa methods, benchmarking, or Paret's rule).

Only 10 companies (less than 35% of the 29 respondents who report marke-
ting management as a regular part of their enterprise) confirmed the use of situa-
tional analysis. These answers indicate a misunderstanding of the purpose of the
analytical process. The analysis conducted for the marketing planning process requ-
ires marketing participation. To mitigate subjective judgment, the appropriate par-
ticipation of other corporate employees (in answers included: economist, manager,
company management, company director), no answer in the question for example, a
standing customer, an expert working on the enterprise. The form of the analysis is
not normative. For trouble-free use, it is necessary to observe certain principles and
composition. However, this does not reflect the results of the survey as respondents
did not choose this option at all.

The presentation of the marketing plan to the internal environment of the
company was confirmed by 24 subjects (84% out of 29 subjects), 12 of them presenting
a top management marketing plan, 4 for middle management, 3 for lower manage-
ment and for impersonal presentation, Via e-mail, occurs in 5 entities.

The process of revising the plan was testified by 17 entities, and the plan does
not undergo revisions in almost 30% of cases. Revising a planning document is not
an easy task, confirming answers to the question of what is happening in the compa-
ny to revise the marketing plan, which differed greatly (from the end of the marke-
ting year, through the impulses triggered by unexpected situations to the evaluation
of the current market position).

Marketing goals, in general, correspond to the discovery of customer needs
and wishes and their full satisfaction. They represent the specific marketing inten-
tions of an enterprise for defined time horizons, expressed in quantitative terms,
and specifically relate to products and markets. 48% of respondents (32 subjects), 9%
(6 subjects) said that the targets are focused on suppliers and 16% of subjects (11 res-
ponses) target the competition. Decision-making about strategy selection is part of
the marketing planning process. Initial orientation and the possibility of factual use
will facilitate the system approach, respecting the specific internal business condi-
tions and the situation in the external environment.

Select the most frequently chosen and formulated strategic marketing %
practices in your business:

GROWTH-BASED STRATEGIC DIRECTIONS (market penetration strategy, market 29,20%

development, product development and diversification strategy)

STRATEGIC GUIDELINES GUARANTEED TO COMPETITION (manufacturet's strategy | 0%
that has the lowest cost or differentiation strategy)

STRATEGIC GUIDELINES BASED ON MARKET COMPANY POSITION (market leader, 25%
market challenger, successors, market loopholes)

THE MULTI-DIMENSIONAL STRATEGIC DIRECTIONS (which represent leadership 4,20%
strategies in several factors, such as cost and quality)

ON THE BASIS OF MARKETING MIXTURES (product, price, distribution and 33,30%
promotion)

BASED ON THE LIFE CYCLE OF THE PRODUCT (marketing, growth, saturation of 8,30%

the market, exit from the market)

TOTAL 100,00%

FIGURE 3: SELECTED STRATEGIC MARKETING PRACTICES. SOURCE: AUTHOR'S OWN WORK BY QUESTIONNAIRE

Based on the marketing mix (33% of the preferred business practice), 33% of the par-
ticipants opted for the strategic approach, while only 8% of the participants' product
life cycle was chosen. Competitive strategies are not mentioned in the answers at all.

4 Conclusion and discussion The marketing planning process is frequently
understandable, easy to understand, and usually applicable. In practice, successful
marketing goals are difficult to achieve. Application difficulties relate primarily to
the environment in which the company manufactures and sells, with market growth
and market share, the intensity and organizational structure of the business, the
technological level of the company, and the internationalization of the market.

To set up a marketing plan means to carry out a series of procedures based
on past surveys, statistics and control reports, to respect the current situation and
to pursue future objectives in accordance with the budget, to define marketing ob-
jectives consistent with the objectives of the enterprise, to formulate the marketing
strategies necessary to achieve the goals, Programs, including deadlines for imple-
mentation, organized in the form of timetables, including the budget for the relevant
activities, and this is a complex problem for a number of companies.
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Enterprises in a free market economy do not have to plan, are not forced to do
so, and no obligation to draw up a plan, it does not follow from any legal standards.
Most companies plan, though not necessarily, to build plans. It can be admitted that
there are companies that will not be able to get around. They can wait, follow develop-
ments, and rightly assume they will do all the necessary operations well and take all
the necessary action in time to keep them on the market. They can behave, of cour-
se, repeatedly, assuming that they are at the same or better levels of profit than their
competitors, and can also hope that banks will only be able to lend money on promi-
ses. However, this is unlikely in the long run and, in the short term, is highly uncer-
tain. It must be admitted that there will also be companies that, without a plan, only
on the basis of their experience, will produce a good result, probably only for a short
time. It may also happen that even the best plans will not flaunt the future witho-
ut a doubt. Actual marketing professionals are scientifically planning and imple-
menting the designed plans, saving what happened without problems, what works
flawlessly, and where there have been bigger debacles or even minor mistakes. Con-
clusions reflect the corrective actions for the future. Even in the 21st century, mar-
keting planning has not become a surprise. Even in this timeframe, it is an organic
part of management. It is clearly a matter of course in the conditions of the market
economy of our age. An unnamed US manager says: who does not plan has a great bu-
siness sense.

Poznamky | Notes [1] Fotr et al. subdivides strategic plans from a time point of view into long-term strate-
gic plans - their timing is heavily dependent on business, product lifecycle, business environment dynamics, etc. and

on medium-term strategic plans - they represent the most important corporate planning tool (Fotr et al. 2012, p. 85).
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ments have been communicated, satisfaction attributes may climb up the ladder.
Together with the famous Kano satisfaction model, marketing communication could
TOO M UCH IS N EVE R E N 0 UG H: change the perception of otherwise indifferent factors to one-dimensional, attrac-
tive, or even must-be elements associated with a particular offering.
IS TH E RE A TI PPI N G PO I NT It could be a question for researchers and practitioners to ask: is there a tip-
ping point in marketing communications? Excessive confrontation with marketing

I N M AR I( ETI N G CO M M U N I CATI O N S? messages could insult or annoy potential buyers. Inflated marketing messages could

spur orgasmic enthusiasm, which might be difficult to deliver. Becoming greater

may well mean not being bigger but different.
Various indicators of marketing communications efficiency and effectiveness have
been already discussed several times in our journal. A lot of them are based on one

unspoken assumption: the more the merrier. A greater number of visitors, viewers,

and listeners of advertising and public relations, an ever-higher amount of people Résumé PFili$ neni nikdy dost: Existuje zlomovyj bod v marketingové komunikaci?
utilizing sales promotion, an increasing figure of recipients approached through di- Marketingovd komunikace je vSudy pFitomnd a miiZe se lehce stdt pro podnik kontraproduktivni. Vyvoldvdni pFili§ vysokijch zdkaznic-
rect communications could easily lead a company into a trap of excessive, mean- kijch ocekdvdni, nadmérné zatéZovdni jednoho komunikacniho kandlu & selektivni pouZivdni jednoho komunikaéniho ndstroje zFej-
ingless or misleading communications. Off course, there are direct indicators of mé spise sniZuje vnimdni zdkaznické zkusenosti a miiZe se negativné odrazit na hodnoceni zdkaznické spokojenosti. Marketefi mohou
efficiency monitoring appropriate cost/benefit ratios which are often compared in mit tendenci nechat se strhnout davem a vyuZivat obehrané prdzdné frdze v marketingové komunikaci, namisto praplivodniho hle-
relative terms to competitors or to the best practice in the industry. However, de- ddni cest a prostredkd k diferenciaci. Cetnost nebo nep¥imy dopad marketingové komunikace nesmi bijt zaméfiovdn s jejim obsahem
creasing levels of efficiency become a problem as the amount of marketing clutter a esteticky i eticky pfiméfenou formou.
generated across sectors increases.

Everything in moderation. The unspoken goal to become a tall poppy of mar- Kontakt na autorov | Address doc. Ing. Pavel Strach, Ph.D., Ph.D., SKODA AUTO Vysoka 8kola o.p.s., Katedra
keting communications leads companies and marketers to exercise greater efforts, managementu a marketingu, Na Karmeli 1457, 293 01 Mlad4 Boleslav, Ceska republika, e-mail: pavel.strach@savs.cz

to invest in additional advertising, create supplementary events, offer a greater va-
riety of discounts or push for greater online visibility. Higher intensity of communi-
cations of almost every company suffocates the public space, makes every message
less digestible and helps no-one. In some countries, marketing communications have
been heavily regulated in certain areas (such as outdoor or product placement). In
others, regulatory authorities and companies are yet to realize that corporate social
responsibility assumes corporate accountability for appropriate aesthetic as well as
ethical appearance in public domain, which includes marketing communications.
Fewer, truthful, ethically sound and aesthetically appealing marketing communica-
tions are likely to be more effective and efficient with target audiences.

Rather than standing out in frequency of marketing communications, messag-
es shall become unparalleled in meanings or emotions they carry across. Buzzwords
such as sale, value, innovation, service, or free have become so utterly common with
every other marketing claim that their impact is surely negligible. Customers use de-
vices or applications, which inhibit display of ads. Some take part in the no-logo no-
brand movement. Instead of creating appropriate awareness, some companies make
an unsolicited uproar.

Customer satisfaction is often measured vis-a-vis customer expectations,
which inherently increase with broader customer experience as well as with prom-
ises delivered through excessive or overly aspirational marketing communications.
Regardless which media or tools have been used to establish a connection with pro-
spective buyers and users, or whether emotional, functional or image-based ele-
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V podvecer 18. kvétna 2017 se jiz tradi¢né v prijemném prostfedi Divadelniho silu Klu-
bu Livka s historickym rdmcem Karlova mostu a ptisobivym vyhledem na Hrad¢any
odehrdlo findle soutéze 12. roéniku Marketér roku 2016. Vecerem provazel excelent-
ni moderator Karel Vorisek a SWING KVARTET Ivana Smazika se zpévackou Evou
Emmingerovou zpfijemnil slavnostni chvile vSem ztcastnénym. Setkdni obohatila
i vystavka fotografickych obrazii uméleckého fotografa Jadrana Setlika, ktery do své
galerie prfipravuje novy projekt Vyznamnych osobnosti ¢eského marketingu.

Prezidentka CMS Jitka Vysekalova uvadi, Ze pro vitéze byly pfipraveny sosky
kiistalovych delfinti z ceského skla v Cele s Velkym modrym delfinem v ptisobivém
designu z dilny uméleckého sklate Vladimira Zubricana. Na ocenéné i nominované
¢ekaly kromé diplomt i mnohé vécné dary od sponzort a partnerti soutéZze. Dvandacty
ro¢nik je za nami, ale jiz pripravujeme ten dalsi, tfindcty. Véfime, Ze tfinactka je
§tastné cislo.

Letos byla soutéZ velmi silné obsazena, a tak kromé Velkého modrého delfi-
na a hlavnich cen udélila hodnotitelskd komise i nékolik zvlastnich ocenéni za
mimoradné aktivity a ispésné inovativni marketingové projekty. TéSi nas, Ze o soutéz
je kazdym rokem vétsi zajem, ¥ika predseda hodnotitelské komise Gustav Tomek.

Vysledky soutéze
Velky modry delfin - hlavni cena soutéze:
| Ing. Margaréta Vighovd, Ph.D.; ZETOR TRACTORS, a.s. - feditelka korporatni
komunikace; za realizaci nové marketingové strategie tispésné na mezi-
narodnich trzich

Cena Zeleny delfin:
| Jaroslav Barvit; Krondorf, a. s. - spolumajitel, generdlni manazer, prokurista;
za unikatni pfistup pri uvedeni nového produktu na trh

Cena Zlaty delfin:
Ing. Jaroslav Kurc¢ik; PENAM, a.s. - generalni feditel; za rozvoj produktové
]

politiky a ispésné feSeni internii externi komunikace

Cena Purpurovy delfin:
| Ing. Marie Mo8ovd; HARTMANN-RICO, a.s. - marketing manager; za novou

marketingovou strategii zaméfenou na komplexni potfeby zdkaznika

Zvl4stni cena prezidia CMS Zeleny eko-delfin:
| Bronislav Janeéek; REC Group, s.t.0. - generdlni feditel, za origindlni mar-
ketingovou strategii podporujici ekologii, rozvoj novych forem podnikani
a kulturu

Zvlastni cena prezidia CMS RiiZovy delfin:
| PhDr. Eva Brixi-Simkova; Prosperita - §éfredaktorka, za specifickou formu
marketingové komunikace zaméfenou na Zeny-manazerky

Zvlastni cena prezidia CMS Duhovy delfin:
| Ing. Jaromir K¥iZ; Merkur toys, s. 1.0 - feditel a jednatel, za rozvoj marketin-
gové strategie podporujici technické vzdélavani mladeze

Zvl4stni cena prezidia CMS Duhovy delfin:
| Miroslav Sorma; Vdnoéni ozdoby; DUV - druZstvo - pfedseda, za ispésnou
inovaci produkti charakterizujicich ¢eskou vyrobni tradici

Zvl4stni cena prezidia CMS Duhovy delfin:
| Vinafsky fond CR, za strategii posilujici hodnotu produkt@ a znacek tuzem-
ského vinatstvi

Mali delfini:

| Martina Bauerové; Papei, a.s. - vedouci komunikace a marketingu, za
marketingovou strategii podporujici novou koncepci produktu a komunikace

| Ing. Katefina Kadlecovd; USSPA, s.r.o. - feditelka, za dspé§né uvedeni pro-
duktt nové generace na trh

| Ing. Alena Kotakov4; Madeta, a. s. - Senior product manager, za tispé§nou re-
alizaci novych forem komunika¢ni politiky

| Petr Paksi; MBA, J.A.P, s.t. 0. - vykonny feditel, za tispé$nou realizaci nového
piistupu k produktovému designu

| Ing. Radka Prokopovd; Alcaplast, s.r.0. - vykonnd feditelka, za komplexni
pristup k marketingové strategii pti uvddéni novych produktt na trh

| Anna Ttimov4, Ceské Radiokomunikace, a.s. - Head Of Marketing a PR, za
origindlni pfistup k budovani znacky se zfetelem na potfeby zakaznika

Diplom za iuspéSnou nominaci marketingového projektu:
| Jana Kiclovd; OKNOHTERM, s.r. 0. - feditelka marketingu
| Ing. Tom4s Milich; OVUS - podnik Zivoéisné vyroby, s. 1. 0. - jednatel
| Petr Patocka; Cajova kvétina, s.r. 0. - jednatel
| Ing. Andrea Trékov4; Mgr. Ladislav Kavan - LK SERVIS - vykonn4 feditelka
| Marek Valdgek; LearnTube, s.r. 0. - feditel obsahu, founder
| Ing. Miluge Valdov4; Druchema, druZstvo pro chemickou vyrobu a sluzby - ob-
chodni a marketingova reditelka



Mlady delfin:
| Porota pod vedenim doc. ing. Olgy Jurdkové, Ph.D. udélila dva Mladé delfiny
a dva diplomy.

Mlady delfin:
| kolektiv studentek Univerzity Tomdase Bati ve Z1ing; Katefina Martinkovj,
Tereza Vodakovd; za marketingovy projekt v soutézi Marketér roku 2016 -
Mlady delfin; na téma Jak komunikovat znacku Made in Czechia

Mlady delfin:
| kolektiv studentek Vysoké 8koly ekonomické v Praze, Fakulty mezindrodnich
vztahti, Katedry obchodniho podnikdni a komerc¢nich komunikaci; Lucie
Klobou¢nikovd, Ivana Dvordkovd, Eliska Fardtovd; za marketingovy projekt
v soutézi Marketér roku 2016 - Mlady delfin; na téma Jak komunikovat znacku
Made in Czechia

Diplom
| kolektiv studentek Vysoké 8koly ekonomické v Praze, Fakulty mezindrodnich
vztaht, Katedry obchodniho podnikdni a komerénich komunikaci; Anastasia
Kobzareva, Jitka Davidov4a, Elizaveta Shkiria

Diplom
| kolektiv studentek Univerzity Tomdase Bati ve Zliné; Magdalena Pecnikovi,
Jana Pastytikova
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JAMES SHILLER, 2017. JAK SE LOVi HLUPACI.

EKONOMIE MANIPULACE A KLAMU.

NENECHTE SEBOU MANIPULOVAT. rraua:

MANAGEMENT PRESS, 2017. 264 S.
ISBN 978-80-7261-478-3.

Autormi tejto pozoruhodnej monografie (jej ndzov v originali je Phishing for phools)
si dvaja americki nositelia Nobelovej ceny za ekonémiu. Akerlof je profesorom
na Georgetown University a Nobelovu cenu dostal v roku 2001 a Shiller je profeso-
rom ekondémie na Yale University a cenu ziskal v roku 2013. Obaja vedci st autor-
mi dalsich vyznamnych prac z oblasti ekonémie. (S milym prekvapenim zistujem,
Ze jednu z ich knih sama vlastnim a Cerpala som z nej v ramci jednej svojej Studie:
Akerlof, A. G. a Shiller, J. R., 2010. Zivo¢ine pudy. Praha: Dokof4n, 2010. 303 s. ISBN
978-80-7363-299-1.).

Tato kniha je prekvapujico otvorend, presvedc¢iva a provokativna. Je o mani-
puldcii, podvadzani a klamani. Autori na nej pracovali pit rokov. Jej text je odborny,
kniha je pritom ¢itavad a zrozumitelnd. Obsahuje Styridsat Sest stran poznadmkového
aparitu k jednotlivym kapitoldm a vySe dvadsat stran zdrojov literatiry(!). (Dovolim
si uviest, ze si velmi vdzZim, ked nositelia Nobelovej ceny uvadzaji vo svojich knih4ch
taky rozsiahly zoznam zdrojov literatiry a pozndmok!) Na vyskumoch pre tito kni-
hu sa podielali spolu s autormi i viacer{ asistenti z radov ich studentov ¢i spolupracov-
nikov. Na univerzite autori viedli semindre s rovnakym ndzvom ako ma tato kniha.

Posolstvo knihy autori prezentuju uz v jej predhovore, ked pisu: ,Ekonomicky
systém je presiaknuty klamom a podvadzanim a kazdy ¢lovek to potrebuje vediet”...
Tdto knihu sme napisali pre spotrebitelov, ktori potrebuji byt bdeli a ostraziti, aby sa
nenechali nachytat na mnozstvo trikov, 1sti a podvodov, ktorym st vystaveni. Napi-
sali sme ju pre podnikatelov, ktorych deptd cynizmus niektorych ich ,kolegov” a kto-
ri maji pocit, Ze st polapeni v osidlach ekonomickej nevyhnutnosti konat obdobne.
Napisali sme ju pre statnych tiradnikov, ktori maji na starosti reguldciu hospodar-
stva, za €o sa im len zriedka dostane vdaka. Napisali sme ju pre dobrovolnikov, fi-
lantropov, nazorovych vodcov, ktori sa postavili na stranu tych, ktori nevzdavaji boj
o dosiahnutie osobnej integrity... Tym vSetkym bude, ako difame, tato publikacia,
pojednavajica o ekonomickych silach, v ktorych désledku sa manipuldcia a podva-
dzanie stali a budd sa i nadalej stdvat - pokial sa neodhodldme podnikniit odvaZne
kroky a bojovat s nimi - nedielnou sicastou ekonomického systému, k nie¢omu dob-
rd.” (s. 7-8). Napisali ju aj pre nés, ktorych zaujima aj druhd strana mince...
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Autori v predhovore jazykovo a obsahovo vymedzuji klticové pojmy knihy: ,lo-
vit” (orig. phish) a ,hlupdk” (orig. phool) a chdpu ich v ich §irSom vyzname. Pojem lo-
vit podla nich znamen4 docielit, aby Iudia robili veci, ktoré si v zdujme toho kto lovi,
ale nie toho, kto je loveny a hlupdkom je, podla autorov, ten, kto z akéhokolvek dovodu
,zhltne ndvnadu” a nech4 sa chytit. Domnievaju sa, Ze sa to moze stat hocikomu z nés.

Dej prebieha na volnom slobodnom trhu, ktory usporadiva lov na hlupakov,
tych, ktori prijimaji rozhodnutia tak, Ze je to v ich neprospech. Podla autorov sa to
deje v Styroch oblastiach nasho zivota: v osobnom finanénom zabezpeceni, v makro-
ekonomickej stabilite (hospodédrstvo ako také), v nasSom zdravi a v kvalite vladnutia.
Pre kazdu z uvedenych oblasti uvddzaji autori knihy velké mnozstvo prikladov, kto-
ré ilustrujd ,ako daleko lov na hlupdakov ovplyviiuje nase zZivoty, nasSe ¢iny, nase mys-
lienky, nase ciele a rozladenie, ktoré sa s tymito cielmi spéja.” (s. 17).

Kniha je spracovand a ¢lenend do tivodu a troch casti. Kazda cast ma niekol-
ko kapitol. V iivode vysvetlujd autori najprv zdkladnd myslienku ekonémie - trhovd
rovnovahu, popri ktorej je kazda prilezitost, pontikajiica mimoriadny zisk rychle vy-
uzitd, pokial sa vSak néjde, a tento princip, spolu s konceptom rovnovahy predstavu-
je samu podstatu ekonémie.

Podla autorov je tento princip platny aj v pripade lovu na hlupdakov. Autori pre-
hladne poukazuji na vztah psycholégie a ekonémie, poukazuji na dnes uz expe-
rimentdlne potvrdeny zaver Freuda o role podvedomia pri rozhodovani. Odkazuji
Citatela na aj u nds zndmu monografiu socidlneho psycholéga a odbornika na marke-
ting Roberta Cialdiniho o persudzii, ktorda obsahuje mnoho posobivych dékazov Iud-
skych psychickych predpojatosti.

Autori piSu, Ze podla Cialdiniho ,podliehame lovcom hlupdkov, pretoze chce-
me reciprocne opldcat dary a laskavost, pretoZe chceme byt mili na lTudi, ktorych
méame radi, pretoZe nechceme nepoc¢ivnut autority, pretoze mdme pri rozhodova-
ni, ako sa zachovat, sklon nasledovat druhych, pretoze chceme aby nase rozhodnu-
tia boli vnitorne konzistentné, pretoZe mdame averziu voci stratdm. Kazdd z tychto
predpojatosti sprevddzaji bezné triky predajcov.” (s. 25).

Do prvej ¢asti knihy s ndzvom Nezaplatené ¢ty a finanény kolaps zaradili auto-
ri dve kapitoly. V prvej z nich na prikladoch preukazujd, preco sa vicsina spotrebitelov
koncom mesiaca obdva, ¢i bude mat z ¢oho zaplatit svoje 1icty a preco sa im to pomerne
Casto nedari. Je fakt, Ze vSetci robime chyby a k nim ndm napom4éhaji, podnecuji a na-
vadzaji nas ti, ktori sa ndm snazia ,nieco predat”. Druha kapitola, rovnako na konkrét-
nych prikladoch, pojednéava o tom, akt rolu zohral lov na hlupakov vo financ¢nej krize
v roku 2008, ktorej dosledky pocitili a pocituji dodnes I'udia na celom svete. Autori si
polozili sedem otdzok, na ktoré v kapitole hladali a nachadzali odpovede.

V druhej ¢asti knihy s ndzvom Ako ulovit hlupdkov tu ¢i tam sa autori zaobera-
ja v deviatich kapitolach lovom na hlupakov v konkrétnom kontexte: reklamy a mar-
ketingu, nehnutelnosti, predaja automobilov, kreditnych kariet, lobovania a politiky,
potravin a lieciv, inovacie a hospodarskeho rastu, alkoholu a tabaku a dvoch konkrét-
nych finanénych trhov. Je to podla autorov, akoby skiimanie ,mikroekonémie” lovu
na hlupakov. Autori venovali kapitoldm v tejto casti knihy velkd a podrobnd pozor-
nost, aby odhalili podstatu zZivnej pody pre lov na hlupdkov v ramci kazdej z nich.

Mobj profesijny pohlad na tiito problematiku sa celkom zdmerne ststredil na ob-
last reklamy a marketingu. Asi to nie je ndhoda, ak autori knihy jednoznacne tvrdia,
ze ak existuje oblast, na ktorej je mozné ukazat lov na hlupakov v tej najcistejsej podo-
be, potom je to reklama a marketing (s. 59). Manipulativnymi nés robi, podla autorov,
sklon Tudi uvaZovat v intencidch pribehov. Pisu, Ze ludskd mysel celkom prirodzene
uvazuje vo forme pribehov, Ze mnoho nasich myslienok sa odvija vo vzorcoch obdob-
nych rozhovoru. (s. 62) Uvadzaji: ,Pokial méZzete ,presmerovat” pribeh, ktory niekto
rozprdva sam sebe tak, aby to bolo vyhodné pre vis, ale nie pre neho, potom ste ho
dostali do situicie, kedy je mozné nan podnikniit lov. Takéto ,presmerovanie” patri
k hlavnym postupom inzercie a marketingu”. (s. 59). Ked tvorcovia inzercie a odborni-
cina marketing ,pootoc¢ia” naSe myslenie a docielia tak toho, Ze to, ¢o si myslime, slizi
nie nasim, ale ich potrebam, stali sme sa objektom tispesného lovu na hlupakov (s. 63).

Uvedené myslienky autorov knihy poukazuji na Casto vyuzivané mozZnosti
marketingu a na jeho vplyv na vytvaranie rovnovahy pri existencii lovu na hlupdkov
v Zivote spoloc¢nosti.

Velké mnozstvo prikladov v tejto ¢asti knihy méze poslizit aj ako praktické cvi-
¢enie vo vnimani{ a chdpani lovu na hlupdkov. Autorom knihy sa podarilo, vriatane
iv dalsich oblastiach, zicastnene, z historického a sticasného pohladu popisat pozi-
ciu a cielenie marketingu v kontexte lovu na hlupdkov. Podla autorov knihy, k lovu na
hlupakov nedochéddza preto, Ze by ludia boli zli, ale preto, Ze vyviera z prirodzeného
fungovania ndsho ekonomického systému.

Tretia cast knihy s ndzvom Zaver a Doslov prindsa vSetky doblezité zhrnutia
a nové zavery o preskimanom systéme lovu na hlupakov v réznych kontextoch, od
velmi vSeobecnych aZ po velmi konkrétne, ktoré si uvedené v predchadzajicich cas-
tiach a kapitoldch tejto pozoruhodnej a odvaznej knihy. Kniha nepochybne prispela
k rozvoju behaviordlnej ekonémie a financii prave novatorskym pohladom nobelov-
skych vedcov, odlisnym od sti¢asnej ekondmie.

V zavere knihy autori nasledovne rezumuji: ,Ekonémovia, psycholégovia a ba-
datelia v oblasti socidlnych vied by mali pristupovat k tomu... ako udia uvazujd, so
§irsim zdberom: mali by brat do tivahy cokolvek, ¢o si ludia myslia, vSetko vedomé
a podvedomé uvazovanie, ktoré je zdkladom ich rozhodovania (s. 192). Pohlad autorov
na disfunk¢éné uvazovanie je ovela vSeobecnejsi, dospeli k nemu na zdklade poznania
mentadlnych rdmcov (spdsobov uvazovania), prostrednictvom ktorych vstupuji in-
formacie do ludského rozhodovania a prestupuji ho.

Autori ich nazvali ,pribehmi, ktoré Iudia rozpravaji sami sebe”. A to podla au-
torov... ,umoznuje vidiet - doslova a do pismena - ako k lovu na hlupdakov vo vicsine
pripadov dochddza. Lovit hlupdkov je spdsob klamania, ktory ma za ciel niekoho pri-
mit, aby prijal rozhodnutie, ktoré je ku prospechu lovca, ale nie loveného (s. 192-193).

Knihu Ako sa lovia hlupdci je vhodné a potrebné odporucit do pozornosti zau-
jemcom (odbornym i laickym) o sticasné procesy behaviordlnej ekonémie a financifi,
o poznanie rafinovanych spésobov manipuldcie, klamstiev a podvodov, ktoré sa dejui
v mnohych oblastiach nasho sveta.
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import | import, dovoz, importovat, doviezt

The company imports machines
from Germany. | Spoloénost importuje stroje z Nemecka.

importation | dovoz The importation of alcohol is forbidden in some coun-

tries. | Vniektorych krajindch je dovoz alkoholu zakdzany.

import ban | zdkaz dovozu
poultry. | Vldda uvalila zdkaz dovozu hydiny.

The government has imposed an import ban on

import duty | dovoznéclo The country has raised import duties on cars. | Kra-

jina zvysila dovozné cld na autd.

importer | importér, dovozca He is an importer of African sculptures. | Jeim-

portérom africkych soSiek.

import-expor | import - export

The company offers import-export opportuni-
ties. | Spolocénost poniika prileZitosti v importe - exporte.

importing | importujiici, dovdZajici China is now the largest oil importing

country. | Cinaje najuidésou krajinou dovdZajiicou ropu.

import quota | dovoznd kvéta

World trade agreements specified import quo-
tas on cars. | Svetové obchodné dohody vyspecifikovali dovozné kvdty na autd.

impress | zapdsobit, urobit dojem He tried to impress his teacher with his ex-
tensive knowledge of online marketing. | Pokisal sa zapdsobit na svojho uditela svojimi

rozsiahlymi vedomostami o online marketingu.

impression | dojem, ii¢inok You will never get a second chance to make a first

impression. | Nikdy nedostanes druhi Sancu, aby si urobil prvy dojem.

impulse, to buy on impulse | impulz, impulzivne (na)kipit She was not look-

ing for new shoes; she just bought them on impulse. | Nehladala nové topdnky, kipila si
ich impulzivne.

SLOVNIK | DICTIONARY

impulse buyer | impulzny kupujci He always buys things on impulse - we

call him an impulse buyer. | VZdy kupuje nieco impulzivne - voldme ho impulzny kupujtici.

impulse buying | impulzny ndkup

Supermarkets display chocolates near
their checkouts to encourage impulse buying. | Supermarkety vystavuji ¢okolddy v bliz-
kosti svojich pokladni aby podporili impulzny ndkup.

incentive | stimul, motiv

Pay rise will give employees an incentive to perform
better. | Zvysenie platu bude zamestnancov motivovat k lep$im vijkonom.

incentive program | motiva¢ny program —— A well-defined incentive program
motivates employees to achieve a company'’s objectives. | Dobre zadefinovany motivac-
ny program stimuluje zamestnancov k dosiahnutiu cielov spolo¢nosti.

incentive scheme | motiva¢nd schéma A new incentive scheme was approved
by the management of the organization. | Novd motivaénd schéma bola schudlend ma-

nazmentom organizdcie.

income | prijem

The money she gets from teaching language courses provides
a supplement to her main income. | Peniaze, ktoré dostdva za vjucbu v jazykovijch kue-
zoch, dopliiajii jej hlavny prijem.

To monitor income

income distribution | rozdelenie, rozdelovanie prijmov
inequality, the OECD relies on the OECD Income Distribution Database. (oecd.org
2017) | Na monitorovanie nerovnosti v prijmoch sa OECD spolieha na svoju OECD databdzu pre
rozdelovanie prijmov.

income statement | vijkaz ziskov a strdt According to its income statement,
the company’s revenues increased by 5% during the second quarter. | Podla vijkazu

ziskov a strdt sa prijmy spoloc¢nosti pocas druhého kvartdlu zvysili o 5%.

income tax | daiiz prijmu Seven U.S. states have no income tax: Alaska, Flori-
da, Nevada, South Dakota, Texas, Washington, and Wyoming. | Sedem americkich $td-

tov nemd dar z prijmu: Aljaska, Florida, Nevada, Juznd Dakota, Texas, Washington a Wyoming.

incorrectly labeled parcel | neprdvne oznadeny balik

An incorrectly labeled
parcel cannot be delivered. | Nesprdune oznaceny balik neméze byt doruceny.

indemnify | odskodnit
fire. | Poistenie tieZ od$kodiiuje byt proti poZiaru.

The insurance also indemnifies the apartment against

indemnity | odskodnenie, odskodné, beztrestnost
of €200. | Musi zaplatit odskodné 200 €.

He had to pay an indemnity
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independent | nezdvisly An independent adviser has been brought in to con-
sult a company’s financial matters. | Nezdvisly poradca bol prizvanyg na konzultdciu fi-

nancnych zdleZitosti spolo¢nosti.

independent variable | nezdvisld premennd

In statistical modeling, there are
dependent and independent variables. | V §tatistickom modelovani mdme zdvislé a nezd-
vislé premenné.

index | index The NYSE Composite Index includes all common stocks listed
on the NYSE. | Index NYSE Composite zahtiia vsetky bezné akcie zalistované na Newyorskej

burze.

indexation | indexdcia

Indexation of pay rises to productivity will give em-
ployees an incentive to work more effectively. | Indexdcia zvySovania prijmu v nadvdz-
nosti na produktivitu poskytne zamestnancom motivdciu pracovat efektivnejsie.

indicate | ukazovat, naznadovat His reply indicated a competent understand-

ing of the problem. | Jeho odpoved naznacila kompetentné pochopenie problému.

indicator | indikdtor, ukazovatel Economists think that the country’s lead-
ing economic indicators show faster economic growth. | Ekondmovia si myslia, Ze hlav-

né ekonomickeé ukazovatele krajiny ukazuju rychlejsi hospoddrsky rast.

indigenous | domorody Banana is not indigenous to this area, but it has been
grown there for tens of years. | Bandn nie je domorodou plodinou v tejto oblasti, ale pestu-

je sa tu desiatky rokov.

indirect | nepriamy —— The benefit from research is often indirect. | Osoh z vy-
skumu je éasto nepriamy.

indirect channel | nepriamy kandl The firm will use indirect channels to sell

its products. | Firma vyuZije nepriame kandly na predaj svojich produktov.

indirect exporting | nepriamy export Indirect exporting is often used when
producers are entering new markets because this is less costly and risky. | Nepria-
my expotrt sa casto vyuziva, ked vijrobcovia vstupuji na nové trhy, pretoze je to menej ndklad-

né a rizikové.

individual | individudiny, individuum —— More and more schools try to treat
their students as individuals. | Viac a viac §kél sa snaz{ pristupovat ku svojim Studentom
individudlIne.

industrial | priemyselny Houses located near industrial sites do not sell very

well. | Domy umiestnené v blizkosti priemyselnijch sidiel sa nepreddvaju velmi dobre.

industrial capacity | priemyselnd kapacita China’s excess industrial capaci-

ty can harm its economy. | Nadmernd priemyselnd kapacita méZe poskodit ekonomiku Ciny.

industrial center | priemyselné centrum The delegation of politicians visited
the biggest industrial center of the country. | Delegdcia politikov navstivila najudcsie pri-

emyselné centrum krajiny.

industrial design | priemyselny dizajn Professor Skarka was one of the lea-
ders in industrial design in the Czech Republic. | Profesor Skarka bol jednym z lidrov pri-

emyselného dizajnu v Ceskej republike.

The abbreviation of UNIDO stands
for the United Nations Industrial Development Organization. | Skratka UNIDO repre-

industrial development | rozvojpriemyslu

zentuje Organizdciu Spojenijch ndrodov pre rozvoj priemyslu.

industrial espionage | priemyselnd Spiondz In extreme cases, some com-
panies may engage in industrial espionage to steal secrets from its competi-
tors. | Vextrémnych pripadoch st niektoré spolocnosti zapojené do priemyselnej §piondze, aby

mohli od svojich konkurentov ukoristit tajomstvd.

industrial products | priemyselné produkty

Classification of industrial pro-
ducts is needed for the organizations to make the right decisions. | Klasifikdcia prie-
myselngch produktov je potrebnd, aby organizdcie mohli prijimat sprdvne rozhodnutia.
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