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TEXT | EVA JADERNA, RADKA PICKOVA, PRISPEVKY | CONTRIBUTIONS
JANA PRIKRYLOVA, KAREL SAMEK

SELECTED ASPECTS
OF GREEN BEHAVIOUR
OF CZECH CONSUMERS

The paper presents the results of research concerning the green behaviour of
Czech consumers. Environmental protection is one of the most widely discussed
topics all over the world, and environmental education has become an impor-
tant part of the Czech educational system. Generation Y could be called “the
green generation”. But what is the situation across all of generations of Czech
consumers? How do they behave with regards to environmental protection and
which green activities do they provide in their everyday life?

Introduction The world’s ecological footprint is not positive. Since 1970s, we

have been in ecological overshoot. Yet the many restrictions and regulations have
had a positive impact on the development of ecological footprint. Global Footprint
Network determines Overshoot Day (note [1]). The day has moved from January in
1970 to August in 2018 (Global Footprint Network 2018). Nevertheless, we still live in
an ecological deficit.

Living a green life is one of the most widely discussed topics in the world.
Consumers discover green products (Krause 1993), behave ecologically and want to
be greener in their life. Consumers change their purchasing behaviour, listen to
green promotions and think about the impacts of their consumption. On the oth-
er hand, companies apply green marketing, create CSR strategies and communicate
their green approach. (Yang et al. 2007) Ecological aspects are important in consum-
ers’ and companies’ behaviour also. Environmentally friendly behaviour is a global
trend. Consumers are influenced by this environmental attitude as well as person-
al and injunctive norms in the purchasing process. (Zimmer et al. 1994) The global
trend of green behaviour is supported by collective environmental efficacy and en-
vironmental knowledge, which are important predictors of green purchasing inten-
tions (Lee 2017).

Furthermore, consumers are satisfied by green products, and environmental
friendliness influences green trust and green perceived quality (Chen, Lin and Weng
2015). Consumers tend to be loyal, when a product surpasses their expectations (Kot-
ler 2013). Therefore, developing green products provides companies with a means of
maintaining customer loyalty.

This paper aims to describe the Czech consumer with regards to green behav-
iour. The authors selected a representative sample of Czech consumers to obtain data

about their ecological activities in everyday life. Based on the research results, it is
possible to detect a green purchasing tendency and to predict reactions to green mar-
keting. The authors monitored waste issues (reduction, recycling), energy and water
saving, use of packaging and tendency to purchase green products. The authors fol-
lowed the link between these aspects and personal characteristics (age, sex, educa-
tion and domicile).

Behaviour of green consumers Consumers tend to have “intentions to vis-

i

it/choose environmentally friendly services”, “[a] willingness to pay more for envi-
ronmentally friendly products or services” and “[a] commitment to environmentally
friendly services” and engage in “word of mouth of environmentally friendly commu-
nications” (Kontogianni and Kouthouris 2014). Green behaviour of consumers is topic
number one in the marketing management of companies in the automobile indus-
try (Jaderna and Pfikrylova 2018). Therefore, it is necessary to know their everyday
green activities and willingness to purchase green products. Generally, environmen-
tal education supports the tendency to protect the environment and behave in a sus-
tainable manner. Consumers recycle, save water and energy and purchase products
in bulk quantities. The interest of this part is in their purchasing of green products
and following green aspects in the purchasing process. This conclusion is evinced in
the greenness trends described below (Kotler and Keller 2016).

The 2011 study ImagePower® Green Brands Survey, provides evidence that
green consumers exist as a distinct market segment and that this segment is grow-
ing rapidly. Among the 9,000 respondents from 8 countries, five trends which are
mostly impacting the consumer green behaviour were discovered.

The first trend reveals a significant concern over energy consumption among
consumers. Of even greater importance to them is the means of energy production.
What is noteworthy is that these concerns outweigh economic issues for a larger
group of respondents than ever before.

The second identified trend is that consumers place great importance in the
basic attributes of brands. This trend suggest that buyers are interested in environ-
mental friendliness, but even more in value, quality, reliability or customer care.
Consequently, companies should not sacrifice those brand qualities in the pursuit of
greenness.

However, the next trend shows an increase in the desire to buy green product
among the respondents. We can expect interest in green products for their ecological
friendliness, but there are some conflicts in purchasing process. According to this
study, the main obstacle to satisfying the need for the green products in Brazil, Chi-
na and India can be a limited supply of green alternatives. In more developed coun-
tries, the main barrier was identified as price.

A willingness to make large green purchases characterised the fourth trend.
Despite the fact that nowadays they are buying mostly green products for everyday
use like cosmetics, groceries, food and beverages, consumers claim that they are
ready to make a large purchase like green cars, green technology and green energy
solutions.



The last trend is the consumer attention towards the packaging. Green buyers
see packaging as the most important source of information about the greenness of
products. However, they also think that the companies should use less material and
make it recyclable (note [2]).

A lot of companies have tried to satisfy the needs of the green consumers ac-
cording to these trends. However, a large proportion of them have failed. One of the
reasons can be that the brands have not overcome the level of scepticism that can be
deeply rooted in the minds of consumers. Some consumers perceive a lack of true
ecological concern in the company’s actions. Others sense that the ecological activ-
ities of the brands can reduce the focus on a brand’s other conventional attributes.
The solution for this can be a steady evolution from a conventional brand with a great
image to merely a green brand (Ng, Butt, Khong and Ong 2014).

Furthermore, the brands should only communicate green activities if they en-
gage in them sincerely and such activities are supported by reliable data. Otherwise,
this communication can hurt the brand image because of the perception of green-
washing. The authors of this study also suggest that greenwashing can be a source
of significant consumer scepticism, which can be a major obstacle in greener buying
(Nyilasy, Gangadharbatla and Paladino 2012).

Moreover, consumers already know almost perfectly what is and what is not
green about their purchasing behaviour. Their knowledge also goes hand in hand
with the current definitions of sustainability. They are not simply greenwashed and
reject products with green label, but without greenness in their production or use. It
seems that the consumers have enough information to be sceptical (Rettie, Burchell
and Riley 2012).

It can be assumed that a customer identifies the environmentally friendly and
the environmentally unfriendly options at the moment of the purchase. Then the
customer may choose the one option that offers the greatest satisfaction. Even if the
consumer is environmentally conscious, the personal outcome is more important
than the impact on the environment (Mishal et al. 2017). However, this study is limit-
ed by its reach and should not be generalised.

Given the consumer’s knowledge, it is also very important to present the green
product properly. The main aspects should be energy and water efficiency, low emis-
sions, recyclable, with long life cycle, biodegradable, renewable, ability to be reused,
ideally ecologically certified and locally produced with no safety or health hazards.
Products with these attributes should not be viewed sceptically (Mayank and Amit
2013).

It is also important for the companies with green strategies to focus on credi-
bility, trust and reliability. These can help to increase the perceived green value and
image and lead to the purchase of the green product. This goes hand in hand with the
trends from 2012 (Delafrooz and Goli 2015).

Methodology
online survey was employed. It was conducted via internet at the beginning of June

In order to study the green behaviour of Czech consumers, an

2018 through Trendaro, which is an application operated by a professional survey

company called Behavio Labs, s. 1. 0. A total of 1,000 respondents were chosen so that
a representative sample of the Czech population was obtained (i.e. the proportion of
women and men in the sample is the same as the proportion of women and men in
the Czech population; and the same is true for other socio-demographic characteris-
tics that were observed. Besides gender these were age, education and the size of re-
spondents’ hometown).

Green behaviour of Czech consumers

We will present results of the provid-
ed research. With regards to recycling, the respondents were asked whether they re-
cycle the following types of waste: bio-waste, carton, paper, plastic waste or other
waste. It turns out that Czech people are used to recycling paper and plastic waste
quite regularly as paper is recycled by 89% and plastic waste by 93% of respondents.
On the other hand, fewer people recycle the remaining types of waste. (Overall 43% of
all respondents recycle bio-waste; 53% recycle carton, and 40% recycle other waste). It
is worth noting that only 5% of respondents do not recycle at all. We were interested
in whether there is any difference in recycling behaviour if we look at specific socio-
demographic characteristics, namely gender, age, education and the size of respond-
ents’ hometown.

No difference between women and men in terms of recycling behaviour was
found (p-value of the corresponding Chi-square test is well above 0.5 for all types
of waste). Similarly, no difference between different age groups was found provid-
ing bio-waste is considered (p-value of the corresponding Chi-square test is 0.68). Al-
though the opposite is true for the remaining types of waste, which the youngest
age group of respondents born in years 1996-2000 tends to recycle less than the oth-
er age groups. In particular, carton waste is recycled only by 23% of this age group.
The proportion is significantly less than the overall average of 53% (p-value of the
corresponding Chi-square test is 0.0002); paper is recycled only by 75% of those born
between 1996-2000 inclusive. Once again, this percentage represents a total signifi-
cantly less than the overall average of 89% (p-value of the corresponding Chi-square
test is 0.009); plastic waste is recycled only by 86% of those born in the same peri-
od, with the total falling below the average of 93% (p-value of the corresponding Chi-
square test is 0.043); and finally other waste is recycled only by 29% of those born in
these years, an amount which is significantly less than the overall average of 40% (p-
value of the corresponding Chi-square test is 0.028).

Education level, however, proves to be an influence on recycling behaviour.
People with only basic education recycle less than those with a university degree.
As many 10% of respondents with basic education do not recycle at all, whereas this
is the case with only 1% of respondents with university degree (p-value of the corre-
sponding Chi-square test is 0.0006). Moreover, in Table 1 the results are summarised
for all types of waste and all education levels.



Education | Basiced. High School w/o High School with University | p-value
graduation graduation degree
Approval 67% 80% 85% 90% 7x10°°

TABLE 4: INFLUENCE OF EDUCATION ON THE APPROVAL RATE; SOURCE: AUTHORS

Education | Basic ed. High Scho- High Scho- University p-value
ol w/o ol with degree
graduation graduation
Other 23% 23% 43% 57% 3x107
Plastic 83% 88% 94% 98% 9x10°¢
Paper 71% 83% 91% 97% 6x107°
Carton 33% 50% 52% 61% 0.0016
Bio 44% 35% 46% 47% 0.01

TABLE 1: INFLUENCE OF EDUCATION ON RECYCLING BEHAVIOUR; SOURCE: AUTHORS

Finally, when we consider the size of the respondents’ hometowns, the results show
that people from larger cities tend to recycle less bio-waste than people in smaller
towns/villages, please see Table 2.

Size of hometown <2k 2k - 10k 10k - 50k > 50k p-value

56% 51% 35% 29% 7x10™

TABLE 2: INFLUENCE OF SIZE OF HOMETOWN ON RECYCLING BIO-WASTE; SOURCE: AUTHORS

Respondents were also asked whether they tried to reduce the waste coming from
packaging of various products they buy in shops. Only 4% of respondents answered
that they do their shopping in non-packaging shops; 49% of respondents buy pro-
ducts of a larger size or try to reduce the amount of packaging and bags, 44% of res-
pondents claim they buy products packed in easily recycled materials (such as glass
and paper), 30% of all respondents do not think about this at all. It is worth noting
that a greater proportion of women (57%) try to reduce the amount of packaging more
than men (42%) (p-value of the corresponding Chi-square test is 1.8x10-6). Analogo-
usly as in the case of recycling, the data show that the higher the education level the
respondent has, the higher the care for the amount and character of packaging, ple-
ase see Table 3.

Education Basic ed. High Scho- High Scho- University p-value
ol w/o ol with degree
graduation graduation
Fewer packaging | 48% 40% 51% 58% 0.0001
Better packaging | 33% 41% 42% 52% 0.014

TABLE 3: INFLUENCE OF EDUCATION ON THE AMOUNT AND CHARACTER OF PACKAGING THE RESPONDENT USES; SOURCE:
AUTHORS

It hasbeen a rule for a few years already that plastic bags are provided only for a fee at
all large grocery shops in the CR. 84% of respondents favour this practice, and the re-
maining 16% of respondents disagree with it. No difference can be attributed to gen-
der, age or size of hometown, but the opinion clearly depends on the educational level
of respondents. People with higher education approve of this rule more often than
people with lower education, please see Table 4.

Finally, respondents were asked about their consumption habits. In particular, one
question asked about their usage of water and energy. The respondents had to choo-
se on a scale from 1to 7 where “1” stands for “I monitor my consumption closely” to 7
which means “I do not consider monitoring over my consumption at all”. Please see
Table 5 for the overall results which show that people tend to care a lot for their con-
sumption of water and energy as 58.1% answered either 1 or 2 and only 7.3% answered
7 or 6. Also note that the overall average level is 2.66.

Scale level 1 2 3 4 5 6 7

Percentage 25.3% 32.8% 17.6% 9.0% 8.0% 4.8% 2.5%

TABLE 5: CONSUMPTION OF WATER AND ENERGY; SOURCE: AUTHORS

Comparing women and men, the data shows that women care about their water and
energy consumption more than men since women have an average result of 2.52 and
men an average of 2.80. (The corresponding two-sample t-test has p-value equal to
0.0056.) Moreover, by comparing the average level for different age groups we can cla-
im that older people tend to monitor their consumption more closely than younger
people, please see Table 6 where you will find that the average is more or less incre-
asing (the corresponding ANOVA test has p-value equal to 3x10-19) and also the fol-
lowing picture which shows the boxplots for every age group.

Age group 1928 - 1949 1950 - 1963 1964 - 1975 1976 - 1995 1995 -

Average level 215 1.99 244 3.00 3.64

TABLE 6: INFLUENCE OF AGE ON THE CONSUMPTION OF WATER AND ENERGY; SOURCE: AUTHORS

uy
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ENERGY; SOURCE: AUTHORS
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As far as education and the size of respondents’ hometown are concerned, no
statistically significant differences were found using ANOVA tests (p-value of 0.36 for
education and 0.22 for the size of hometown).

Respondents were also asked what the reason why they do not use more water
and energy is. 72% of those who answered this question said the reason is that water
and energy are expensive and they want to save money; 54% said it would not be eco-
logical and they want to save the environment and 8% have other reasons.

Conclusions According to Paco et al. (2008), a green consumer has specific
characteristics, including a tendency to recycle. The results of provided research
have confirmed that Czech consumers tend to recycle waste. 89% of respondents re-
cycle paper and 93% plastics. The more highly educated the consumer is, the more he/
she tends to recycle. On the other hand, people from smaller towns recycle bio-waste
more frequently than consumers from bigger towns. The reason why is the inacces-
sibility of a bio-container in a bigger town. Small town inhabitants have their own
compost in their gardens.

Green behaviour is connected with an interest in sustainable packaging. More
highly educated Czech people are inclined to buy products in sustainable packaging
and in a larger amount. People think about the problem of the overuse of plastics in
packaging. It is better to purchase products in alarger amount or search for products
in a sustainable packaging to reduce plastics and protect the environment.

Research was focused on energy and water consumption. It confirmed that
women care more about saving energy and water than men. But the most frequent-
ly stated reason why they save energy and water was to save money, which was given
in 72% of cases - energy and water is expensive. We call these green consumers “con-
servatives” (Ottman 2011). They save energy for the reason of saving money, not for
environmental protection.

Czech consumers are more environmentally educated than 20 years ago and
tend to protect the environment. The most frequent activity of environmental pro-
tection is recycling, primarily paper and plastics. Containers for paper and plastics
are accessible in every town and village and educational system. Public administra-
tion amply promote recycling. The Czech population frequently consider the issue of
packaging, too. But the question is whether the reason to buy a larger amount is not
saving money, saving energy and water alike. Older Czech consumers are used to sav-
ing resources, a remnant of the immediate post-war period. They have educated their
children to not overuse water and energy in order to save money. More and more
young people have started to think about an ecological aspect of the saving of energy
and water. They search for ecological solution and alternatives in their consumption.

The future research will be focused on the other aspects of green behaviour of
Czech consumers. It is necessary to know the tendency to buy green products or new

trends in an environmental protection.

Pozndmky | Notes [1] Earth Overshoot Day is marking the date we (all of humanity) have used more from na-
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Résumé Vybrané aspekty zeleného chovdni ¢eskgch spotfebiteli

Clének pojedndvd o zeleném chovdni spotrebiteli v Ceské republice. Na reprezentativnim vzorku byl proveden vizkum, ktery
dokazuje, Ze nejcastéjsi zelenou aktivitou Ceskijch spotfebiteli je tfidéni odpadd. Navic se prokdzalo, Ze spotfebitelé premysleji nad
problematikou obald, konkrétné se snazi nakupovat vijrobky v udrZitelngch obalech a v co nejvétsim mnoZstvi. Také je pfedevsim pro
Zeny velmi dileZitd otdzka spotfeby energii a vody. Velmi Casto je ale divodem k tomuto zdjmu ekonomické hledisko. Energie a voda
jsou drahé, proto nad jejich spotFebou uvaZuji. Nicméné zdjem o ochranu Zivotniho prostFedi md v Ceské republice rostouci tendenci
a lze ocekdvat, Ze s dospivdnim nové generace se zelenost stane Zivotnim stylem, také z mnoha dalSich divodd.
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THE ROLE OF GENDER
IN SALESPERSON PERCEPTION

Retail is changing. Customer frequency is declining, and customer acquisition

is presenting a new challenge. The situation is made more difficult by extended
customer requirements, product information from Internet platforms and
influences from the social environment. As a result, customer loyalty is a
significant means of maintaining profitability for sellers, and a qualified sales
workforce is an important factor in achieving company goals. This empirical
study provides a critical assessment of this topic. Different sales styles

and mood factors, distinct sales negotiations and gender were used for the
evaluation. A video experiment was used as the basis for the empirical study
which investigated whether the genders of the salesperson and the customer
influenced the customer’s orientation, wishes and ultimately the conclusion

of the purchase. The question of how a salesperson should behave towards
customers is of considerable commercial relevance. The use of salespersons

is an expensive instrument of sales policy and sales behaviour is a significant
starting point for increasing sales and profit. Therefore, this paper analyses the
most appropriate behaviour of salespersons affecting the perception of gender
in the sales process, alongside possible differences in approach, and offers
practical as well as theoretical conclusions.

Introduction

“Good sales representatives have a major impact on the success of a
company that offers its product on the market, because they are the main actors in the
retail sector” (Solomon 2016, p. 343). The behaviour of a salesperson in personal inter-
actions has a decisive influence on the customer’s decision to buy. In the very first en-
counter, the initial perception of a seller’s appearance leaves a lasting impression on the
customer. In general, the importance of sales is increasing while, simultaneously, per-
sonal interactions between salespersons and customers make a significant impact on
the effectiveness of selling. The buyer has the option to choose from among any of the
large number of suppliers on the market. Consequently, the pressure of having the right
attitude towards customers is increasing. For this reason, many companies constantly
seek effective training methods for their sellers (see Stros, Heinze and Riha 2017, p. 33).
The question arises as to what kind of personal interaction between custom-
er and salesperson is the most appropriate, as well as the most effective. The per-
sonal interaction takes place through different forms of communication, such as
emotional expression, body language and the spoken word. Gender also plays an im-
portant role. To ascertain which features appeal to customers in personal interac-
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tions, a study was conducted in the United States in December of 2014. The intention
was “to determine the personal factors in sales that are most relevant to the forma-
tion of positive consumer impressions and resulting sales effectiveness” (see Stros,
Heinze and Riha 2017, p. 33). Inspired by this study, the subject matter is taken up and
elaborated for the German market in this research. Moreover, this research aims to
discern the most appropriate behaviour for salespersons and to analyse possible dif-
ferences in the perception of gender in the sales process.

Sales process and personal interaction

The general theoretical base of this
study is personal selling, which is a form of selling which focuses on personal, face-to-
face contact between a salesperson and a customer. During the resulting personal in-
teraction, both participants can interact freely and have a determining influence on
the process (Bansch 2006).

The process of personal interaction is made up of the following six stages: first
contact, assessment of demand, information and presentation, value proposition,
objection handling and deal (Bittner 2015, p. 119). The role of the salesperson is to cap-
ture the attention of the customer, to address the needs of the customer, to present
the product, to obtain a positive evaluation of the product and to complete the trans-
action (Becker 2004).

The process starts with a first contact between salesperson and buyer. Usual-
ly, the salesperson can positively connect with the customer by greeting them in a
friendly way. Furthermore, the salesperson can promote a pleasant, personal atmos-
phere with the aid of a friendly demeanour, empathic behaviour and some questions
about the customer’s interests.

Impressions created in the very first seconds are important for the success
of further sales conversations. An assessment of demand follows, during which the
salesperson must inquire about the customer’s needs. In this context, favoured prod-
uct characteristics and the perceptions and expectations of the customer need to be
ascertained by means of an interview (Bittner 2015, p. 120 ff.). In this way, salesper-
sons are able to adapt their sales approach to the customer’s requirements.

The next step in a sales process is the information and presentation stage,
where customers should be informed about the product or the service. As a result
of the many different suppliers of products on the market, customers have various
options to choose from. Therefore, salespersons need to showcase their product as
much as possible. The expertise shown here is intended to make the selection easi-
er for the customer (Solomon 2016, p. 343), and the salesperson must respond to the
needs previously identified. In this way, the salesperson can prevent the customer
from cancelling the contact and choosing another salesperson (Bansch 2006, p. 4).

Product presentation is always focused on customer benefits. This means that
the benefit of a product must be emphasized during the value proposition. Profound
arguments which suggest an emotional benefit for the customer must be chosen by
the salesperson. According to sources in the literature, a salesperson can also use ar-
guments concerning cost efficiency, time savings, security and validity, etc. to con-
vince the customer of the benefits of the product (Becker 2004, p. 66). This procedure

has a decisive influence on the success of sales conversations. Afterwards, the prod-
uct is evaluated by the customer using relevant decision criteria. Possible examples
of decision criteria could be the attitude to a particular brand or even certain re-
quirements concerning a product which can lead to questions and objections from
the customer’s point of view. To conclude the sales conversation successfully, pur-
chasing decision conflicts have to be resolved and the salesperson is encouraged to
be friendly and confident about any objections the customer may have.

Communication in personal sales

To successfully conduct sales negotiations,
the salesperson must influence the customer by demonstrating good communica-
tion. She or he can communicate in a verbal or non-verbal manner, but nevertheless,
it is important that neither method of communication interferes with the negotiation
(Becker 2004, p. 58).

In general, verbal communication includes spoken language, voice and style
of speaking, e.g., speaking rate and the rhythm of speaking. The following aspects of
spoken language can determine the understanding of verbal communication: sim-
plicity, structure, succinctness and how stimulating it may be. Short sentences, the
use of many nouns and active sentence constructions generate simplicity. Structure
and succinctness influence whether the content of speech is comprehensible and us-
ing rhetorical stimulants such as stimulus words or humorous formulations can be
particularly effective in creating a varied and personal conversation.

Body language (facial expressions, gesticulation or posture), clothes, objects
and the space of the salesroom, are elements of non-verbal communication. This
form of communication supports verbal communication and expressions of feelings
and can also affect the behaviour of others. The facial expression of the seller and his
or her eye contact with the customer are important elements of non-verbal commu-
nication that generate authenticity for the customer.

Authenticity of a salesperson

The authenticity of a salesperson is the founda-
tion of a positive perception and part of the success of a sales conversation. To identify
the features that have an influence on perceiving a salesperson as authentic, Solo-
mon’s ABC hierarchy of consumer behaviour can be used (Solomon 2016). This mod-
el consists of three levels and emphasizes the changing interrelationships between
affect, behaviour and cognition. Concerning personal interaction in sales conversa-
tions, the level called affect includes emotions like pleasure, anxiety or affect. Here,
the customer assesses the behaviour of the salesperson very quickly. The second level
is called behaviour and, according to this level, a salesperson also communicates with
body language to create authenticity.

The third level, cognition, concerns the content of the conversation. Often, the
emotional level is crucial for a positive perception (Stros, Riha and Heinze 2015).
Some factors that also influence a salesperson’s role include age, gender, appearance,
level of education and sales motivation (Solomon 2016, p. 343). Regarding the current
study and its main objectives, the next section examines the influence of gender
roles in the sales process more closely.
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Influence of gender identity on the sales process If gender identity influenc-
es the sales process, this is called gender sales and the gender identities of the cus-
tomer, the sales consultant and the product are all considered (Jaffé 2014, p. 140). Men
and women differ significantly from each other regarding their decision-making and
the way they process information when purchasing a product (Kreienkamp 2009, p.
98). While men prefer male sales consultants, women often buy products from female
salespeople. They also prefer to buy female products such as jewellery or fashion over
other products (Jaffé 2014, p. 71). This is mainly due to a different kind of communica-
tion, rate of sale or presentation of product information, and it means that there may
be difficulties in sales conversations between genders.

The purchase decision for men runs in a linear way, also commonly known as
the five-phase model. As a rule, the male consumer runs through the following five
phases: problem identification, information search, evaluation of alternatives, pur-
chase decision and behaviour after the purchase (Kotler 2015, p. 213).

After a consumer wish has been created, male customers tend to seek a great
deal of information about the desired product and to set between one and three deci-
sion criteria first. Before the customer enters a store, he has already made a preselec-
tion of products (Jaffé 2014, p. 147). It is mainly the technical facts about the product,
for example its top speed or horsepower, which play an important role in a car pur-
chase. The personal interaction between salesperson and customer seems not to be
relevant to the male customer. These customers try to come to a purchase decision
independently and only consult experts if necessary.

Before male customers make the decision to buy, they often reach an expert lev-
el, where they can exchange professional knowledge with the salesperson. Therefore,
they like to simply evaluate alternatives with the help of a sales consultant (Kreien-
kamp 2009, p. 98). According to the literature at hand, some salespersons tend to
find this difficult, because they cannot restrict themselves to the selection of prod-
ucts previously defined by the male customer. Since male customers are said to buy
the bare necessity only, no additional purchases are made after the purchase deci-
sion (Jaffé 2014, p. 147).

In contrast, the purchase decisions of female customers are usually more un-
structured. They need more time to arrive at a decision than men, and women often
have no special requirements and depend more often on the expertise of a sales con-
sultant. During the process of making the decision to buy, a large majority of female
customers are looking for a detailed consultation. They may ask many questions to
gather information to determine their numerous evaluation criteria, not only en-
quiring about the technical facts but all the information about a product. Often, a
female customer goes through all the advantages and disadvantages of the product
until she decides whether to buy it or not (Jaffé 2014, p. 144 ff.). For example, when
buying a car, storage space, security or fuel efficiency are also relevant aspects. It is
often difficult for a male salesperson to communicate with a female customer on the
same emotional level. In contrast, female salespersons communicate on a personal
level, especially with female customers, and when doing so, they share their person-
al experiences, making it easier for them to interact personally with female custom-

ers (Kreienkamp 2009, p. 100). This assertion is also supported by Nigel et al. (2003)
who examined the sales manager gender issue across multiple companies. They re-
vealed that sales units led by female managers displayed higher effectiveness (see
also McNeilly and Russ 2000, Moncrief et al. 2000). In addition to this, the results of
an empirical study using a sample drawn from insurance sales by Dwyer et al. (1998)
indicated that salespeople are primarily attracted to prospects who are similar to
themselves in terms of age and gender. However, contrary to predictions, buyer/seller
age similarity was found to have no impact on sales performance, while gender mis-
match in the sales dyad was found to actually enhance performance.

Research questions
ature, three hypotheses are formulated.

Following the research question and considering the liter-

The first hypothesis relates to the assessment of the female proband. This hy-
pothesis investigates whether assessments prove to be better when they are made
by persons of the same gender. In doing so, the relationship between female partici-
pants and the saleswoman/salesman is examined with regard to their perception of
sympathy. More specifically, it explores the fact that the female salesperson is per-
ceived as more authentic than the male salesperson and it is presumed that the fe-
male experimenter assesses the female salesperson as more sympathetic than the
male salesperson. The prerequisite for corroborating the hypothesis is that the fe-
male saleswoman receives a recognizably better rating from the female probands
than the male salesperson. This speculation emerges as a consequence of the as-
sumption that women are always regarded as friendlier and more sympathetic by the
female participant. Consequently, it is proposed that:

| H1: Female participants consider the female salesperson to be more authen-

tic than the male salesperson.

The second hypothesis clarifies whether the female salesperson is more likely than
the male salesperson to be influenced by a third party. In this case, the experiment-
er must determine whether, and if so to what extent, the salesperson seems to influ-
ence, rather than be influenced by, the potential buyer.
| H2: The female salesperson is influenced more strongly by the sales conversa-
tion than the male salesperson.

The tone has a significant impact on the course of a sales conversation, and question
18 asks whether the tone relates to the overall impact. If it is compatible, it may have
a positive effect on the sales conversation. The third hypothesis presumes that the fe-
male participants are more sensitive regarding the voice. Therefore, it is proposed that:
| H3: The male participants evaluate the characteristic “tone does relate to the
overall impact” more critically than the female participants.

Research methodology To support or to reject the above proposed hypotheses,
the study uses a quasi-experiment as a research method: a video observation with a

subsequent questionnaire. In the social sciences, the use of videos in experimental de-
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sign has become popular (Erickson 2011, Jewitt 2012), especially for “observational re-
search”. Furthermore, Goldman and McDermott (2009, p. 110) highlighted the fact that
“video is fundamental to its (observational research’s) focuses on the description of the
structures of interaction order, the social and behavioural mechanisms and the regu-
larities that people use to coordinate and organize their activities with others: to mak-
ing sense of and to revealing the structures at work”. It is of the utmost importance
that the researcher chooses the method which will provide him/her with an answer
to the research question. Moreover, the choice of a suitable research method is needed
to ensure reliability and validity (see also Broda 2006, Crowther and Lancaster 2008).

The participants in this survey are students at a cooperative state university
in Germany. To test the study’s hypotheses, four two-minute videos were shown con-
secutively to 103 students. Furthermore, in order to ensure that the results can be
compared with the earlier US study (see Stros, Riha and Heinze 2015) the same video
material and questionnaire were used.

To measure authenticity perception, Wood (2008) and Barret-Lennard (1998) de-
scribed the manner in which individuals perceive others as authentic. Wood'’s (2008)
conceptual model of authenticity is primarily driven by (1) authentic living, (2) ac-
ceptance of external influence and (3) self-alienation. Wood developed a set of 12 Lik-
ert-scale questions. To minimize the total number of questions, the current study
reduced Wood'’s scale to eight questions that covered all relevant items. Furthermore,
though extant communication scales do exist (see Wiemann 1977), these scales are
not properly suited to sales-dialogue scenarios. The evaluation of spoken content in
sales scenarios is not specifically covered in the literature, and consequently, a new
scale was developed for the current study (see Table 1).

Variable

Item

Sub-Item

Dependent Variable

25.3%

32.8%

Authenticity Perception
(scale adapted from
Wood 2008 and Barret-
-Lennard 1998)

Authentic Living

He is aiming to be himself
rather than to be popular.

He is true to himself.

He communicates according to
his values and beliefs.

He communicates
authentically.

Accepting External Influence

He is giving his own opinion.

He is not influenced by others.

Self-Authentication

He has a high level of
self-esteem.

Self-Alienation

He feels alienated from
himself.

Spoken Word

Tone of Speech

The tone of the speech rela-
tes to the overall impact of the
content and the style.

TABLE 1: DEFINITIONS AND MEASUREMENT ITEMS OF AUTHENTICITY PERCEPTION VARIABLE AND SPOKEN WORD;

SOURCE: AUTHORS

16

Overall, the questionnaire can be divided into four main parts: part one deals with
the personal impression of the retail salesperson. All participants are directed to
choose one box on the Likert adjective scale, which best fits their feelings (see also
DeVellis 2012). In the following part of the survey, a Likert scale (Likert et al. 1993) is
used with 1 indicating a strong disagreement and 8 corresponding to “strongly ag-
ree”. With the help of this scale, the participants evaluate a statement sentence. Part
three focuses on authenticity perception and, as in part two, the participants must
tick the appropriate box with the statement they agree with most. The last part inclu-
des two open questions so that participants can give their opinions.

For the production of the four short videos for the initial US study (Stros, Riha
and Heinze 2015), two professional actors were hired, enacting a female and a male
salesperson. Each video illustrates a car-buying process in which a salesperson is tal-
king to a customer with different emotional expressions, body language and spoken
words. Table 2 shows the different attitudes expressed in each video. In the videos,
one can see only the upper body of the salesperson and none of the customer’s facial
expressions. Every video contains the following narrative sequence: welcome and in-
troduction, product presentation pitch and application information, a final phase
and a pre-close attempt. Prior to filming, each script was reviewed by subject matter
experts. The videos were filmed at an automotive dealership in the US. A standard vi-
deo camera and microphone were used for the recordings.

Video Gender Emotional Expressions | Body Language Spoken Word
1 male positive positive positive
2 male negative negative negative
3 female positive positive positive
4 female negative negative negative

TABLE 2: VIDEO SCHEME; SOURCE: AUTHORS

According to Mayer (2013 p. 59), survey research is an important instrument for de-
termining the opinion of collectives, and therefore it is best to consult all members
of a collective or a group. However, it is nearly impossible to examine all elements of a
population, and for this reason, one is dependent on a sample or a partial survey. The
sample size should not be too small because then the chance that the results are not
transferable is very high and the study would then be unrepresentative (Schumann
2011, p. 84). The sample size in this survey is 103 persons, made up of students from a
cooperative state university in Germany, including students from very different co-
urses of study. Moreover, it should be clarified that the students are potential auto-
motive customers and could find themselves in a similar situation at some point in
the future. Personal data such as the ages of the participants and their origins are di-
sregarded in this survey. It is essential only that the participants state their gender,
so that the sample includes male and female participants.

During the survey period from August to September, 413 questionnaires were
completed. Data collection took place in the classrooms of the cooperative German
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state university. There, the four different videos were shown, and the participants
were asked to mark their personal impressions of the sales process with a cross. Im-
mediately after watching each video, the participants were encouraged to fill out a
26-item questionnaire (for questionnaire design and content, please refer to Stros,
Riha and Heinze 2015). The viewers rated the appearance of the salespersons and
were instructed to spontaneously assess the different characteristics and questions
with a number between one and eight.

Data analysis and interpretation Data obtained from the survey and video
coding were merged and standardized for further analysis on SPSS. The quality of
the data was assessed, and outliers, missing values, skewness and kurtosis were all
checked. No abnormalities were observed. Though the data were normally distribu-
ted, several participant comments revealed that one question was misunderstood.
Therefore, the question was removed. Its removal did not negatively affect the study
results.

A total of 413 questionnaires were analysed, using SPSS and Excel. Videos 1
(male), 3 (female) and 4 (female) were seen by 103 participants, while video 2 (male)
was seen by 104 study participants. However, no statistical impact on the study re-
sults appeared. Regarding the gender of the participants it can be concluded that
14.3% (absolute number: 59) of the questionnaires were ticked as “male”. The number
of female participants is significantly higher at 343 (83.1%). It must also be noted that
on 11 questionnaires (2.6%) the participant’s gender was not indicated.

The first hypothesis was investigated on the basis of the answers given by the
female participants regarding “authenticity perception”. In doing so, the hypothes-
is focused on the relevant questions of the questionnaire including statements con-
cerning the authenticity of the saleswoman/salesman, outside influences and their
self-confidence. All the answers from the four videos were added together and a t-test
on independent variables was performed. After that, an analysis for the mean value
equilibrium on both sides was executed and the difference between the mean values
calculated (see Table 3).

Three of the most relevant statements were identified as follows:
| “He/she is aiming to be himself/herself rather than to be popular”
| “He/she is true to himself/herself”
| “He/she is giving his/her own opinion”

These three, out of a total of eight statements given in the questionnaire, are of high
significance (all are below 0.005). In summary it can be said that, as Table 3 indi-
cated, for two out of three questions, the mean values of the scores for the fema-
le salesperson are higher than for the male salesperson. Therefore, it can be said
that the female participants evaluate the female salesperson as more authentic than
the male salesperson. Consequently, hypothesis 1, addressing whether female parti-
cipants assess the female salesperson as more sympathetic than the male salesper-
son, is corroborated.
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In contrast to the judgement of the female participants, the male participants
showed a clearly different judgement. The female salesperson was clearly judged bet-
ter for female participants, while for the male participants, the judgements were qu-
ite similar. However, it needs to be stated at this point that due to the rather small
sample size of male participants, no final conclusion can be drawn.

The intention of hypothesis 2 was to find out whether the female seller could be
more easily influenced by the sales conversation than a male salesperson. The data
have not shown any evidence that this might be the case (difference of judgements gi-
ven by the female participants: 0.23; male participants: -0.43). However, it should be
noted that there is a possible distortion of the results, since the number of male sub-
jects is very low.

In order to evaluate hypothesis 3, the statement variable “tone does relate to
the overall impact” was tested for its significance and a high significance was noted.
In the subsequent t-test, the variable was tested for the mean value (see Table 3). The
mean values for the male participants were 5.97 for the female salesperson and 5.20
for the male salesperson, while the mean values for the female participants were 4.92
for the female salesperson and 4.70 for the male salesperson. Therefore, it can be said
that the female participants evaluated the element “tone does relate to the overall
impact” more critically, and hypothesis 3 is rejected.

Discussion of the results From the general analysis it can be recognized that
for some questions, videos 1 and 3 as well as videos 2 and 4 were similarly classified.
For videos 1 and 3, positive characteristics were selected by the participants, while
videos 2 and 4 were classified more negatively. Therefore, it can be said that the in-
tention of the differently classified videos (both positive and negative aspects), was
largely recognized and perceived by the subjects. Verbal and non-verbal communica-
tion played a particularly important role.

From hypothesis 1 it can be stated that women consider a female salesperson
to be more authentic than a male one. Various factors could play a role in this, such
as the fact that the actress in the video played her role as a “positive seller” particu-
larly authentically. Another reason for assuming hypothesis 1 could be that the sub-
jects perceive the seller to be more authentic than the male seller because they can
identify themselves with her better, because they are of the same gender. As the sur-
vey involves a larger proportion of women than men, the assumption could be based
on this majority.

The intention of hypothesis 2 was to find out whether the female seller could be
more easily influenced by the sales conversation than a male salesperson. The data
have not shown any evidence that this might be the case. However, it should be no-
ted that there is a possible distortion of the results, since the number of male sub-
jects is very low.

For hypothesis 3, it can be stated that women perceived the criterion “tone
does relate to the overall impact” more sensitively. As a result, it can be said that that
women are more influenced by the “tone” in non-verbal communication than men,
which is why female subjects rated this aspect more critically than their male coun-

terparts. These results support a previous sales study (Riha, Heinze and Stros 2017)
which revealed that for a female customer, “spoken words” and “authenticity percep-
tion” are the most relevant factors.

In addition to this, it can be concluded that the female salesperson was more
critically judged by the female participants (potential customers) than by the male
participants. No difference was found for the male salesperson. However, the female
salesperson was better rated by the female participants than the male salesperson.
These results also support the findings of Dwyer et al. (1998).

Consequently, it is suggested that, in order enhance the sales conversation and
increase the probability of a sales decision, a female salesperson might be preferred.

Limitations of this study and future research Following the analysis of the
results and hypotheses, it is important to critically consider the methods of the sur-
vey, as well as the questionnaires.

In general, the survey, carried out along with the corresponding questionnai-
re, was beneficial for the study of this subject. Overall, the questionnaire was clearly
structured and comprehensible and the three survey areas of personal impression,
spoken word and authenticity perception were distinctly separated and could easily
be edited by the check-in principle. In accordance with international studies which
have already been carried out in numerous countries such as the USA, the Czech
Republic and Switzerland, the questionnaire was submitted to the German parti-
cipants in English. This meant that during the development of the experiment, En-
glish terms had to be clarified repeatedly, as they caused difficulties for participants
in understanding all the content of the questionnaire and of the videos shown. As a
result of this, there is a possibility that the volunteers could have given their asses-
sment by instinct only. For instance, sometimes contradictory answers were given,
and the final open question was answered in only 5% of all questionnaires.

The participants in this video experiment were selected from students at a Ger-
man cooperative state university. Consequently, the experiment was limited to one
age bracket, as the only study participants were students of this institution. There-
fore, the results of the study cannot be extended to the total population of Germany.
Although the four videos, each with a different sales scenario, were shown in a rela-
xed atmosphere, all students were interviewed within their courses of studies, which
meant that none of the participants were surveyed alone. This could have left stu-
dents feeling under pressure from the experimenter.

Despite great interest in the experiment, some of the volunteers cancelled the-
ir involvement during the process. The questionnaires already completed on the pre-
viously shown videos by these participants could not be eliminated and had to be
added to the total, forming part of the result. For this reason, the number of parti-
cipants for video 2 differs from the total number for the other three videos, and an
exact total number of participants cannot be determined. The experimenters con-
ducted the experiment very quickly and in 11 cases the participants forgot to mark
their gender with a cross. For this reason, no precise gender distribution can be iden-
tified either.
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Due to the high number of female students at the cooperative state university,
there were more female study participants. Approximately 13% of the surveyed per-
sons were male. In further surveys, the proportion of male participants should be
reconsidered.

To gather further information on this subject, future research should study the
influence of other marketing factors. By incorporating these issues into the study, a
more profound result can be achieved. Moreover, a comparison with other markets or
other parts of Germany could provide further and more explicit conclusions.
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TEXT | KATARINA GUBINIOVA, GABRIELA PAJTINKOVA BARTAKOVA,
LENKA SLOVIAKOVA

PRISPEVKY | CONTRIBUTIONS

PRAKTIKY VYUZIVANE V SUCASNEJ
MARKETINGOVEJ KOMUNIKACII

A KOMPARACIA ICH EVALUACIE

Z POHLADU KONECNYCH
ZAKAZNIKOV V SLOVENSKE)J
REPUBLIKE A V ZAHRANICI

Tradicné pristupy marketingového riadenia orientované na zakaznika boli

od poéiatku charakterizované uspokojovanim zakaznickych potrieb takym
spdsobom, aby bol na jednej strane spokojny zdkaznik a na strane druhej, aby
organizacia dosiahla stanoveny stupei ziskovosti. Hyperkonkurenény trh,
ktory dnes funguje na drovni ndarodnych a nadnarodnych ekonomik je typicky
tym, Ze v snahe marketingovych manaZérov pri obsluhe trhov pribiida stéle viac
nekalych, neetickych a zavadzajlicich praktik. Zavadzajice, klamlivé a neetické
pristupy marketingového manaZmentu sa stali predmetom spolocenskej kritiky,
pri¢om aj v akademickej sfére sa tento problém stava postupne zretelnejsim.

V prispevku sa preto zaoberame vnimanim a hodnotenim marketingovych
aktivit v ramci marketingovej komunikacie zo strany koneénych zikaznikov

v podmienkach Slovenskej republiky (na zdklade reprezentativneho prieskumu
na vzorke 1650 respondentov).

1 Uvod
ze v8etky podnikové aktivity uskutoc¢iiované v trhovom priestore si orientované na

Marketingové riadenie v sticasnosti predstavuje zodpovednost za to,

podnikové ciele a speju k stiladu v otdzke uspokojovania potrieb cielovych trhov, co
znamena citlivost k potrebam trhu chdpanu efektivnym a ziskovym spésobom (Ho-
rdkova a Svarcova 2014, Lenhard a Gregu$ 2015, Samdakov4, Sujanova a Koltnerova
2013). Integrdlnou stcastou marketingovych aktivit je marketingovd komunikacia
ako ndstroj, ktory organizacie vyuzivaji k dosahovaniu pomerne velkého mnozstva
vytycenych cielov (medzi ktoré patri napriklad informovanie, presviedcanie a pri-
pominanie). Marketingovd komunikacia prostrednictvom kombinacie nateraz vy-
uzivanych néstrojov komunikac¢ného mixu zohriva vyraznid tlohu v procesoch
ovplyvilovania ndkupnych rozhodnuti spotrebitelskej verejnosti (k trendom spotre-
bitelského spravania pozri napriklad Solarova 2014, Viléekova 2014, Olsavsky 2013,
Viléekova, Starchom a Sabo 2013). Charakteristickou értou sic¢asnej marketingovej
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komunikdcie je skuto¢nost, Ze na jednej strane ndpadne podporuje spotrebu konec-
nych zdkaznikov a spolupodiela sa na tvorbe neudrzatelnych vzorcov spotrebitel'ské-
ho spravania, avSak na strane druhej méZe byt marketingova komunikacia (resp. jej
néastroje) rozhodujtica v procese Sirenia myslienok udrzatelného zivotného stylu (Paj-
tinkova Bartdkova a Gubiniova 2012).

Marketingovd komunikacia (resp. komunikaény mix alebo integrovand mar-
ketingovd komunikdacia) tvori dolezity prvok marketingovej stratégie organizicie
(Heskova a Starchoii 2009, Kubitkova 2009). Nastroje marketingovej komunikacie vy-
uzivaji organizacie pri zohladneni ¢asového a miestneho hladiska na dosiahnutie
roznych cielov, za ktoré nestu zdieland zodpovednost nielen marketingovi manazé-
ri, ale aj manaZéri na ostatnych drovniach riadenia (Trelova 2014, Papula, Papulova
a Papula 2014, Rézsa 2008):

| budovat povedomie produktu,

| vzdeldvat alebo poskytovat informdcie o produktoch, znadke a/alebo
organizacii,

| upozornit (pripomentit) alebo znovu uistit zdkaznikov o znadke,

| presvedgéit potencidlneho zdkaznika, aby vyskdsal dany produkt,

| odmenit zdkaznikov, ktorf si obstarali produkt,

| zlepsit imidZ znadky alebo organizicie,

| zlepéit alebo udrziavat mordlku zamestnancov.

Napriek uvedenej Sirokej skale cielov, ktoré mozu byt dosiahnuté s vyuzitim jednotlivych
ndstrojov marketingovej komunikacie, predmetom spolocenskej kritiky marketingu je
vo vyraznej miere marketingovd komunikacia, v mnohych pripadoch aj napriek legisla-
tivnej iprave mnohych jej prvkov (Skrinar, Nevolna a Kvokadka 2009, Kroslak, Nevolnd
a Olsovska 2014). Prispevok sa zaobera prave tymito (negativnymi) aspektmi marketingo-
vej komunikacie, resp. ich vinimaniu hodnoteniu zo strany kone¢nych zdkaznikov.

2 Problematika

V sicasnom dynamicky sa meniacom prostredi manazéri or-
ganizacii Coraz tazsie hladaji odpovede na otazky, ako si udrzat alebo zlepSovat pozi-
cie v naro¢nom konkuren¢nom stpereni (Papulov4, Papula a Oborilova 2014), pricom
v mnohych pripadoch je konkurenc¢né stiperenie ,na hrane etickosti”. Predstavitelia
spolocenskej kritiky marketingu zastdvaji ndzor, zZe marketingovd komunikacia sa
v znacnej miere podiela na tychto klamlivych praktikach:
| klamanie, ktoré prameni zo starostlivého vyberu slov, viet, pricom tvrdenia,
ktoré sa tym deklarujd, nie sd pravdivé,
| vyrazné digitdlne dpravy fotografii, videf a dalgich vizudlnych prvkov,
| klamanie prostrednictvom éiselnych ddajov, vypoctov, Statistickych infor-
macif a vysledkov réznych prieskumov,
| ddmyselné vynechanie, zastieranie alebo mitenie informaécif,
| klamanie prostrednictvom velkého mnoZstva (rozptylenych) informaécif,
| aktivity, ktoré pésobia dojmom, Ze sa prostrednictvom nich vytvéraji vzta-
hy so zdkaznikom,
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| prejavenie falo§nych emdcii pri predaji a poskytovani sluZieb,

| nedplné alebo zavddzajtice rdmcové porovndvania produktov,

| neadekvatne poziadavky na vyhladdvanie informécii ndvody, ako pouZivat
produkty,

| kopirovanie produktov a znaciek a démyselné reklamy vyuZivajice zdmeny
takychto produktov s origindlmi,

| vykongtruované charaktery zdkaznikov prostrednictvom imidZu znadky,

| predstierané umiesttiovanie produktov vo filmoch, televiznych reldcidch
a internetovych strankach,

| zveliGovanie, prehnané reklamy a nezmyselné obsahy sprav ndstrojov marke-
tingovej komunikacie,

| o¢ividné otvorené zavddzanie tykajice sa atribiitov, vlastnosti produktov
a konzekvencif vyplyvajicich z uzivania produktu (Boush, Friestad a Wright
2009).

Marketingova komunikécia je v centre pozornosti spolocenskych kritikov marketin-
gu z dovodu, Ze v mnohych pripadoch napadne podporuje spotrebu koneénych zdkaz-
nikov a spolupodiela sa na tvorbe neudrzatelnych vzorcov spotrebitelského spravania
(Southerton, Warde a Hand 2004). Z uvedeného d6vodu je riadenie marketingovej ko-
munikadcie pomerne zloZzité. Na reklamu ako jeden z najfrekventovanejsich nastro-
jov marketingovej komunikacie bolo smerované masivne mnozstvo kritiky vyvolanej
predovSetkym socidlnymi a environmentdlnymi vplyvmi reklamy. Mnoho spolo-
censkych kritikov (medzi najvyznamnejsich zaradujeme autorov Boush, Friedstad
a Wright 2009, ktori vypracovali metodiku hodnotenia miery klamlivosti jednotli-
vych marketingovych aktivit) sa (velakrat opravnene) pyta, ¢i reklama verne zobra-
zuje skisenosti, ktoré s produktom zdkaznik mdze mat, resp. ma (napriklad Cohen
1974, Gneezy 2005, Crawford 2003). Sirok4 §k4la aktivit marketingovej komunik4cie
vyvoldva otdzky, akym sp6sobom st s ohladom na t¢innost a efektivnost vyuziva-
né jednotlivé nastroje (zdroje investované do nédstrojov vs. ich ndvratnost v réznych
formach - napriklad uskuto¢nend transakcia, zapamatanie si obsahu spravy) - tyka
sa to predovsetkym ndstrojov priameho marketingu, podpory predaja a (televiznej,
printovej) reklamy (Pajtinkova Bartdkova a Gubiniova 2012).

Socidlne konzekvencie marketingovej komunikacie si neustdle v centre po-
zornosti mnohych subjektov - ¢i uz kritikov, ale aj akademickej obce. Niektori argu-
mentujy, Ze nastroje marketingovej komunikacie (resp. reklama) si vSadepritomné
a st natolko rusivé, Ze sd schopné masivne ovplyviiovat a tvarovat hodnoty a tizby
spolocnosti, a tym z jednotlivcov (spolu)vytvarat materialistickych, cynickych, ego-
istickych a povrchnych Iudi (Parsons a Maclaran 2011). V kone¢nom désledku sa z ta-
kych jednotlivcov stane homogénna globdlna kultdra, ktord bude reprezentovana
zdkaznikmi s nerealistickymi stereotypmi (Pollay 1986). Daldim, pomerne frekven-
tovanym argumentom je skutoc¢nost, Ze kym marketing ako taky sa snaZi zabezpe-
¢it a vytvorit spokojnost na strane zdkaznika, marketingovd komunikécia vytvara
Casto neimyslne jeho zna¢ni nespokojnost (Pajtinkova Bartdkova a Gubiniova 2012).

Efektivna marketingovd komunikacia vytvara dlhodobé vztahy so zdkaznikmi
(ktoré sa dalej upeviiuju v roznych fazach - napriklad vo fize pouZivania produktu,
vo faze po ukonceni zivotného cyklu produktu). Vyzvou pre marketingovych manazé-
rov, ktori riadia komunikacnt stratégiu organizacie je, aby kampane marketingovej
komunikdacie reSpektovali charakter zdkaznikov, a aby vyuZivali silu jednotlivych
néstrojov marketingovej komunikacie takym sp6sobom, aby neboli spdjané s nega-
tivnymi socidlnymi a ekologickymi aspektmi komunikacie (Lindstrom 2012).

3. Metodika
ketingového prieskumu identifikovat klamlivé praktiky vyuzivané v sticasnej mar-

Cielom prispevku je na zdklade zrealizovaného primarneho mar-

ketingovej komunikacii z pohladu kone¢nych zdkaznikov v priestore Slovenskej
republiky a tieto komparovat s uz zrealizovanymi prieskumami, resp. sekundarnymi
zdrojmi informadcii. Vysledky prezentované v prispevku vychddzaji z primarneho,
reprezentativneho kvantitativneho a kvalitativneho vyskumu, pri¢om v rdmci kvali-
tativneho zohravaji hlavnu tilohu motivacné faktory, ktoré maji kone¢ni zdakaznici
od v stcasnosti vyuzivanych néastrojov marketingovej komunikacie (k motivacii po-
zri napriklad Blaskova 2010, Vetrdkova 2011, Hitka a BaldZova 2015, Linhartova a Ur-
bancové 2012, Zdmecnik 2007, Pagka a Albert 2010, Stachova a Stacho 2013). Vyskum
sa uskutocnil v obdobi od septembra do novembra 2016 na vzorke 1650 respondentov.
Spolahlivost vysledkov realizovaného vyskumu bola stanovend na tirovni 95 percent,
s presnostou na tdrovni troch percent, pricom velkost vzorky bola uréend poctom
1 650 respondentov. Vzorka bola reprezentativna pre dospeld populdciu Slovenska
z hladiska pohlavia, veku, vzdelania, ndrodnosti, regiondlneho zastipenia a velkos-
ti sidla. Vysledky prieskumu sd nadalej aktudlne, v rdmci ¢asového odstupu troch ro-
kov vSak bude potrebné tento opatovne overit.

Dotaznik pouzity pri reprezentativnom prieskume obsahoval sibor otdzok, kto-
ré komplexne pokryvaji problematiku klamlivych praktik vyuzivanych marketingovom
riadeni z pohladu kone¢nych zdkaznikov. Na naplnenie ciela prispevku sme vyhodnoco-
vali Cast, v centre ktorej bola marketingova komunikacia. V pripade prvej otdzky mali
respondenti priestor na uvedenie prikladov dvanéstich klamlivych praktik v marketin-
govej komunikacii, a teda analyza tejto otazky bude tvorit kvalitativnu ¢ast prieskumu.
V dalSej otdzke mali respondenti oznacit tie nastroje, ktoré povazuji za déveryhodné,
pricom k dispozicii mali Strnédst ndstrojov, voci ktorym mali zaujat postoj tiplnd dévera
vs. Giplna nedbvera. Vysledky tejto otdzky si konfrontované s vysledkami sekundarneho
prieskumu z prostredia ré6znych zahranicnych Statov, a teda porovndme postoje sloven-
skych a zahrani¢nych respondentov. V poslednej analyzovanej otdzke mali responden-
ti k dispozicii §kalu odpovedi/postojov ,dodrziava sa - nedodrzZiava sa - neviem posudit”
k tvrdeniam Rady pre reklamu, tykajucich sa zdkladnych poziadaviek na reklamu.

Z hladiska jednoznacnej porovnatelnosti dat, resp. vysledkov je mozné iden-
tifikovat urcity problém stvisiaci s realizdciou spomenutych prieskumov v ramci
r6znych rokov (primdarny prieskum bol zrealizovany v roku 2016, jeho interpretacia
zacala v roku 2017 a dalej pokracuje), z webového sidla Rady pre reklamu sme praco-
vali s poslednou dostupnou/publikovanou vyro¢nou spravou (za rok 2014), rovnaké
platilo o sekundarnom prieskume Agenttiry Nielsen (rok 2012).
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4 Vysledky a diskusia Pri skimani postojov k uplatiniovanym klamlivym prak-
tikam v sticasnosti z pohladu konec¢nych zdkaznikov sme ich rozdelili do dvoch rovin:
kvantitativnej a kvalitativnej. Z hladiska kvantitativneho uvddzame percentualny
podiel respondentov, ktori oznacili, Ze s uvedenou (klamlivou) marketingovou prak-
tikou sthlasia, resp. boli s iou konfrontovani. V Tabulke 1 uvddzame vypocet uve-

denych praktik s absoliitnym a percentudlnym vyjadrenim postojov respondentov.

klamy a nezmyselné obsahy spriav ndstrojov marketingovej komunikéacie (57 percent
respondentov). Na zdklade percentudlnych rozdielov medzi tymito tromi praktika-
mi je mozné konstatovat, Ze rozdiely medzi nimi nie si velmi vyznamné. Rozpitie
medzi vinimanim praktik zo strany respondentov na prvej priecke a dvanastej priec-
ke je 52 percentudlnych bodov, ¢o je pomerne vyrazny rozdiel (na poslednej priecke
sa umiestnila praktika tykajica sa neadekvatnych poziadaviek na vyhladdvanie in-
formacii a ndavodov, ako pouzivat produkty - oznacilo ju 11 percent respondentov).

V dalsom kroku analyzy odpovedi respondentov sme pristipili ku kvalitativnej
evaludcii uvedenych prikladov, nakolko mali v druhej ¢asti uviest priklady klamli-
vych praktik, s ktorymi boli v praxi konfrontovani. V Tabulke 2 uvddzame priklady
klamlivych praktik tak, ako ich uviedli respondenti, pricCom je mozZné ich rozclenit
do niekol'kych kategérii - produktova kategoéria, sposob distribicie, konkrétny na-
stroj marketingovej komunikécie, odvetvie, resp. predmet ¢innosti, v rdmeci ktorého
organizdcia pdsobi. Pri formuldcii jednotlivych klamlivych praktik sme vychadza-
li z prac zahrani¢nych autorov Bousha, Friedstada a Wrighta 2009, ktori vypracovali
metodiku hodnotenia miery klamlivosti jednotlivych marketingovych aktivit. Tieto
sme modifikovali s ohladom na osobitosti doméaceho trhu.

P.c. | Klamliva praktika Absoliitne | Percentuilne | Umiest-
vyjadrenie | vyjadrenie nenie

1. Klamanie, ktoré prameni zo starostlivého vyberu 1147 63% 1.
slov, viet, priCom tvrdenia, ktoré sa tym deklarujq,
nie st pravdivé.

2. Vyrazné digitdlne Gpravy fotografii, videi a dalsich | 1070 59% 2.
vizudlnych prvkov.

3. Klamanie prostrednictvom ciselnych ddajov, vy- 764 42% 4,
poctoy, Statistickych informacii a vysledkov roz-
nych prieskumov.

4. D&myselné vynechanie, zastieranie alebo matenie | 610 34% 6.
informacii.

5. Prejavenie faloSnych emdcii pri predaji tovaru 650 36% 5.
a poskytovani sluZieb.

6. Nelplné alebo zavadzajice ramcové porovnavania | 600 33% 7.
produktov.

7. Neadekvatne poziadavky na vyhladavanie infor- 200 1% 1.
mdcii a ndvody, ako pouzivat produkty.

8. Kopirovanie produktov a znaciek a démyselné 450 25% 8.
reklamy vyuzivajlice zdmeny takychto produktov
s originalmi.

9. Vykonstruované charaktery zakaznikov prostred- 340 19% 9.
nictvom imidZu znacky.

10. | Predstierané umiestfiovanie produktov 660 36% 5.
vo filmoch, televiznych reldciach a internetovych
strankach.

11. | Zveli¢ovanie, prehnané reklamy a nezmyselné ob- | 1037 57% 3.
sahy sprav nastrojov marketingovej komunikacie.

12. | Ocividné otvorené zavadzanie tykajlce sa 280 15% 10.
atribdtoy, vlastnosti produktov a konzekvencif
vyplyvajlcich z uZivania produktu.

TABULKA 1: VNIMANIE KLAMLIVYCH PRAKTIK VYUZIVANYCH V MARKETINGOVEJ KOMUNIKACII Z POHLADU RESPONDENTOV,
RESP. KONECNYCH ZAKAZNIKOV (PERCENTUALNE VYJADRENIE, PRICOM RESPONDENTI MALI MOZNOST OZNACIT VIACERO

MOZNOSTI); ZDROJ: VLASTNE SPRACOVANIE
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Na zédklade vysledkov analyzy klamlivych praktik sme identifikovali, Ze z pohladu
respondentov st najfrekventovanejsie tieto (klamlivé praktiky): klamanie, ktoré pra-
meni zo starostlivého vyberu slov, viet, priCom tvrdenia, ktoré sa tym deklarujg,
nie sd pravdivé (63 percent respondentov); vyrazné digitdlne dpravy fotografii, videi
a dalgich vizudlnych prvkov (59 percent respondentov) a zvelicovanie, prehnané re-

P.E. | Klamliva praktika Priklady klamlivych praktik
1 Klamanie, ktoré pramenizo | Telefonicky predaj, predaj cez internet, teleshopping, predva-
starostlivého vyberu slov, dzacie akcie.
viet, pricom tvrdenia, kto- Potraviny, lieky, vyZivové doplnky, pracie prasky, kozmetika.
ré sa tym deklarujd, nie sd Banky, finan¢ni poradcovia, poistovne, mobilni operatori.
pravdivé. Tvrdenia tykajlce sa cenovych tprav a zliav.
2. Vyrazné digitdlne Gpravy fo- | Potraviny, reStauracné zariadenia; kozmetika, drogéria; oble-
tografii, videi a dalSich vizu- | Cenie; dovolenky.
alnych prvkov. Predaj cez internet, zasielkovy preda;j.
Televizna reklama, printova reklama.
3. Klamanie prostrednictvom Kozmetika, drogéria; lieky, vyzivové doplnky; potraviny; osob-
¢iselnych Gdajov, vypoc- né automobily (spotreba paliva).
tov, Statistickych infor- Komercné banky, nebankové spolo¢nosti; mobilni operatori;
mdcii a vysledkov réznych maloobchodné retazce.
prieskumov. Kvantifikatory (,9 z 10 ludi je spokojnych”, ,zlava od"), ,pseu-
do” zlavy; prieskumy verejnej mienky.
Televizna reklama, rozhlasova reklama.
4. Domyselné vynechanie, za- | Lieky (vedlajsie Gcinky); kozmetika (krémy); potraviny (percen-

stieranie alebo matenie
informdcii.

tudlny obsah zloZky).

Mobilni operatori; komercné banky, nebankové spoloc¢nosti,
komercné poistovne.

Telendkup, teleshopping; podomovy predaj; telefonicky
preda;j.

Skryté podmienky; pouZivanie malého pisma; neposkytnu-
tie vSetkych potrebnych informdcii; dva produkty za cenu
jedného.
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nie tykajlce sa atributov,
vlastnosti produktov a kon-
zekvencii vyplyvajlcich z
uzivania produktu.

5. Prejavenie faloSnych emdcii | Teleshopping; podomovy predaj; predajné akcie.
pri predaji tovaru a posky- Financni poradcovia.
tovani sluzieb. Potraviny; lieky, vyZivové doplnky a zdravotné pomdcky pro-

pagované v televiznej reklame.

6. NelplIné alebo zavadzaju- Mobilni operatori; komercné banky.
ce ramcové porovnavania Potraviny; kozmetika, drogéria (zubné pasty, pracie prasky).
produktov. Letdkové akcie maloobchodnych retazcov.

Porovnavanie cien produktov rdznej kvality.

7. Neadekvatne poziadavky Elektronika (ndvod vinom ako slovenskom jazyku); hracky;
na vyhladavanie informa- nabytok.
cii a ndvody, ako pouZzivat Nedostatok informacii o produktoch, ktoré nemaju obal.
produkty.

8. Kopirovanie produktov a Mobilné zariadenia (Apple vs. Samsung); oblecenie, obuv; koz-
znaciek a domyselné re- metika (parfémy).
klamy vyuZivajice zédme- Predaj na trhoviskach; predaj cez internet (AliExpress, eBay).
ny takychto produktov s
origindlmi.

9. Vykonstruované charakte- Mobilni operatori; komercné banky.
ry zakaznikov prostrednic- Oblecenie; elektronika (iPhone).
tvom imidzu znacky. Predaj cez internet; teleshopping; predaj oblecenia prostred-

nictvom luxusnych maloobchodnych predajni.

10. | Predstierané umiestrova- Elektronika (mobilné zariadenia, notebooky); autd; potraviny,
nie produktov vo filmoch, alkohol, cigarety; oblecenie v rdmci televiznych seridlov (Pa-
televiznych reldciach ain- neldk, Burlivé vino) a filmov (James Bond).
ternetovych strankach. Sportové prenosy.

1. | ZveliCovanie, prehnané re- Osobné automobily; potraviny; drogéria (pracie prostriedky,
klamy a nezmyselné obsahy | Cistiace prostriedky); lieky, vyZivové doplnky.
sprav nastrojov marketin- Mobilni operétori; komercné banky (Gverové produkty).
govej komunikacie. Maloobchodné retazce s potravinami (Lidl, Tesco, Kaufland).

Teleshopping; predajné akcie.
Televizna reklama; vonkajsia reklama (bilboardy).
12. | OCividné otvorené zavadza- | Kozmetika; drogéria (pracie prostriedky); lieky, vyZivové do-

plnky (pripravky na redukciu hmotnosti).
Podomovy predaj; predvadzacie akcie.
Televizna reklama.

TABULKA 2: PRIKLADY KLAMLIVYCH PRAKTIK VYUZIVANYCH V MARKETINGOVEJ KOMUNIKACII Z POHLADU RESPONDENTOV,

RESP. KONECNYCH ZAKAZNIKOV (RESPONDENTI MALI MOZNOST UVIEST LUBOVOLNY POCET PRIKLADOV);

ZDROJ: VLASTNE SPRACOVANIE
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Pri vyhodnoteni kvalitativnej casti prieskumu sme dospeli k niekolkym zdverom,
pricom podrobny popis venujeme praktikdm, ktoré sa umiestnili na prvych troch
prieckach. Pri klamlivych praktikach, ktoré vyuzivaji klamanie, ktoré prameni zo
starostlivého vyberu slov, viet, pricom tvrdenia, ktoré sa tym deklarujd, nie sd prav-
divé, je mozné odpovede respondentov rozélenit do niekol'kych kategérii. V prvom
rade sa tykaji zvoleného sposobu distribticie produktov a sluzieb (napriklad telefo-
nicky predaj, predaj cez internet, teleshopping, predvadzacie akcie). Skutoc¢nost, zZe

L

tieto praktiky patria medzi ,problémové”, je mozné demonstrovat aj sprisnujicejSou
legislativou, ktorej cielom je posilfiovanie ochrany spotrebitela. Ako priklad je moz-
né uviest oznamovaciu povinnost organizatorov predajnych a prezentac¢nych akcii
(podla zdkona ¢. 102/2014 Z. z. o ochrane spotrebitela pri predaji tovaru alebo posky-
tovani sluZzieb na zdklade zmluvy uzavretej na dialku alebo zmluvy uzavretej mimo
prevadzkovych priestorov preddvajiceho a o zmene a doplnen{ niektorych zdkonov)
na webovom sidle Slovenskej obchodnej inSpekcie, spolu so zverejnenim zmluav, kto-
ré budd na akcii uzatvarané). Druhda skupina je tvorena rdéznymi kategériami pro-
duktov, pri propagdcii ktorych sa tieto klamlivé praktiky z pohladu respondentov
najcastejsie vyskytuju (potraviny - pri tejto kategérii respondenti uviedli priklady
biopotravin, mrazenych potravin, ceredlii; lieky a vyzivové doplnky, pri ktorych sa
komunikuji benefity, ktoré produkty v skutofnosti nemaji - produkty na reduk-
ciu hmotnosti; kozmetika, a v rdmci nej kategdria, ktorej vyskyt sme zaznamenali
najcastejsie, krémy na vrasky, pri ktorych vyrobcovia deklaruji neredlne ocakdva-
nia). Dolezitost kozmetického priemyslu vyplyva zo skuto¢nosti, Ze vo vyspelych za-
padnych demokraciach je to odvetvie s vyraznym kultirnym a finanénym vplyvom.
Vydavky na marketingovid komunikéciu st podstatne vyssie ako v inych odvetiach
apredmetoch ¢innosti, zdroven je toto odvetvie konfrontované dvoma etickymi kom-
ponentmi - klamlivou reklamou a manipuldciou zdkaznikov (Parsons a Maclaran
2011). Tretia skupina najcastejsie sa vyskytujicich prikladov vyuzivania tejto skupi-
ny praktik bola tvorena podnikmi sluzieb - komerénymibankami, komerénymi pois-
toviiami, finanénymi sprostredkovatelmi a mobilnymi operatormi a ich propagacia
poskytovanych sluzieb (napriklad v reklame deklarovand jednoduchost vybavenia
tveru, pricom v skutocnosti je tento proces podstatne komplikovanejsi). Posledna
skupina, ktord respondenti uviedli, sa tyka uplatiiovanych cenovych tprav a zliav,
priktorych organizdcie ¢asto vyuzivaju slovné spojenia ako napriklad ,dnes zlava az
50%", ,zadarmo”, pripadne malé pismo, ktorym st upravené podmienky predaja za
zvyhodnend cenu.

Klamliva praktika, ktord sa v kvantitativnom prieskume umiestnila na druhej
priecke, sa tykala vyraznych digitdlnych dprav fotografii, videf a dalSich vizudlnych
prvkov. Priklady, ktoré respondenti uviedli, je mozné rozclenit do troch kategérii
- kategoéria propagovanych produktov; spdsob predaja produktov koneénému za-
kaznikovi a vyuzZivané nastroje marketingovej komunikacie. V pripade kategérii pro-
duktov respondenti uviedli nasledovné: potraviny (ZiarivejSie ovocie), reStauracéné
zariadenia (retuSovanie pontikanych jedal v pripade reStauracii rychleho obcerstve-
nia), kozmetika (odpoved respondenta, Ze ,s redlnymi fotografiami by produkt nikto
nekupil”), lieky, vyZivové doplnky, oblecenie a produkty cestovnych kancelarif (vy-
razne upravené fotografie v katalégoch). Aj v pripade tejto praktiky sme zaznamenali
vyskyt sposobu predaja produktov, resp. distribu¢ného kanalu, prostrednictvom kto-
rého sa produkt dostane ku kone¢nému zdkaznikovi. Respondenti uviedli predaj cez
internet a zdsielkovy predaj, kde si véimajui (upravené) fotografie a skuto¢ny produkt,
ktory obdrzia (z hladiska kategérie produktov tu uviedli najmi oblecenie). Konkrét-
nym nastrojom marketingovej komunikacie, v ramci ktorého sme zaznamenali naj-
vacsi pocCet prikladov, bola reklama - televizna a printova.
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V rdmci klamlivych praktik, ktorych charakteristickou ¢rtou je zvelicovanie,
prehnané reklamy a nezmyselné obsahy sprdav néastrojov marketingovej komuni-
kdcie, sme v rdmci otvorenej otdzky zaznamenali pat skupin odpovedi, ktoré sa vo
svojej podstate opakovali v predchddzajticich praktikdch. V rdmci produktovych ka-
tegorif sa tu vyskytovali tieto produkty: osobné automobily, potraviny, drogisticky
tovar (konkrétne Cistiace prostriedky a pracie prostriedky), lieky a vyzivové dopln-
ky. Z hladiska poskytovatelov sluzieb, respondenti v tejto kategérii uviedli mobilnych
operdtov a komer¢né banky (v rdmci nich akcentovali predovsetkym tiverové produk-
ty). Z hladiska spésobu distribicie produktov respondenti negativne hodnotili te-
leshopping a predajné akcie (v konkrétnom vyjadreni napriklad ,emotivne falo§né
prejavy na prezentdcidch”). Maloobchodné retazce, ktoré pontikaji predovsetkym po-
travindrsky tovar, respondenti taktiez hodnotia z negativneho uhla pohladu. V ramci
néstrojov marketingovej komunikacie dominovali dva - televizna reklama a vonkaj-
Sia reklama, aj ked respondenti uviedli aj odpovede typu ,vSetky sticasné reklamy
v televizii zvelicujd atribity pontikanych produktov”, ,90% reklam je takychto”.

Zaverom hodnotenia kvalitativnej ¢asti reprezentativneho prieskumu je moz-
né konstatovat, Ze respondenti v pripade takmer vSetkych klamlivych praktik identi-
fikovali identické kategérie produktov (potraviny, lieky), odvetvia/predmety ¢innosti
(komercné bankovnictvo, telekomunikacné odvetvie), spésob distribticie produktov
(teleshopping, prezentac¢né akcie, podomovy predaj) a konkrétne nastroje marke-
tingovej komunikacie (reklama - osobitne televizna). Tento poznatok by mohol byt
vyuZzity zo strany niekolkych subjektov - jednak organizécii (aby si uvedomili, ako po-
zitivne vs. negativne hodnotia kone¢ni zdkaznici ich marketingové aktivity - nielen
v ramci marketingovej komunikacie), ale predovsetkym zo strany §tatu, aby vytvoril
taky legislativny ramec, ktory bude takéto praktiky eliminovat, pripade korigovat.

Dalsim ¢iastkovym cielom prispevku je uskutoénit komparaciu medzi déverou,
resp. relevantnostou jednotlivych néastrojov marketingovej komunikacie v prostredi
Slovenskej republiky a zahranici (ako sekundarny prieskum, s ktorym budeme vysledky
reprezentativneho prieskumu konfrontovat, sme si zvolili prieskum agenttiry Nielsen
s ndzvom Global Trust in Advertising and Brand Messages z roku 2012, ktorého sa zu-
Castnilo viac nez 28 tisic respondentov v priestore internetu na izemi 56 §tatov). V Ta-
bulke 3 uvddzame tdaje zo spracovaného sekunddrneho prieskumu agenttry Nielsen.

Reklamy v internetovych 40% 60% 37% 63%
vyhladavacoch

Umiestinovanie produktov 40% 60% 39% 61%
Reklamy v kinach 41% 59% 41% 59%
Reklama v radiach 42% 58% 42% 58%
Reklama v novindch 46% 54% 45% 55%
Bilboardy a ostatna vonkajsia 47% 53% 46% 54%
reklama

Reklama v ¢asopisoch 47% 53% 46% 54%
Sponzoring 47% 53% 46% 54%
Reklamy v televizidch 47% 53% 50% 50%
VyZiadand e-mailova 50% 50% 51% 49%
komunikacia

Znackové webové sidla 58% 42% 55% 45%
Redak¢né ¢lanky v printovych 58% 42% 59% 41%
médiach

Odporicania zdkaznikov 70% 30% 75% 25%
v priestore internetu

Odpordicania od niekoho 92% 8% 90% 10%
znameho

TABULKA 3: DOVERA A RELEVANTNOST NASTROJOV MARKETINGOVEJ KOMUNIKACIE Z GLOBALNEHO HLADISKA (PERCEN-

TUALNE VYJADRENIE); ZDROJ: NIELSEN.COM (2012)

Z vyssie uvedenej tabulky jednoznac¢ne vyplyva, Ze respondenti v zahranici oznacili ako
najviac doveryhodny, a zaroven najviac relevantny ndstroj marketingovej komunika-
cie odporidcania od niekoho zndmeho, na opacnej strane spektra ned6éveryhodnosti sa
umiestnili tradi¢né, resp. masové néstroje marketingovej komunikacie, ako napriklad re-
klamné SMS spravy, reklama v online priestore, televizna a rozhlasova reklama a dalsie.

Uvedeny sekunddrny prieskum nam slizil ako vychodisko pri skimanfi situ-
acie v Slovenskej republiky, nakolko jednotlivé ndstroje sme zvolili rovnaké (resp.
podla potreby sme ich precizovali) respondenti mali na dichotomickej §kdle oznacit
néstroje, ktoré povazuji za ,dplne déveryhodné” a za ,liplne ned6éveryhodné”. V Ta-
bulke 4 sumarizujeme ziskané vysledky.

Nastroj marketingovej Ddvera v nastroj Relevantnost nastroja
komunikacie marketingovej komunikacie marketingovej komunikacie
uplna dévera | tplna vysoky vysoky
neddvera stupeni stupeiiirele-
relevantnosti | vantnosti
SMS spravy 29% 71% 31% 69%
Reklamy prostrednictvom mo- | 33% 67% 33% 67%
bilnych zariadenf (telefénov)
Online bannery 33% 67% 33% 67%
Reklamy na socidlnych sietach | 36% 64% 36% 64%
Online reklamy 36% 64% 36% 64%
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Nastroj marketingovej komunikacie Dévera v nastroj marketingovej
komunikacie
uplna dévera uplna nedévera
Reklamy prostrednictvom mobilnych zariadeni, SMS 24% 76%
Online bannery 24% 76%
Reklamy na socidlnych sietach 27% 73%
Produkty umiestnené v televiznych reldcidch, seridloch, 32% 68%
videoklipoch
Reklamy v kindch 31% 69%
Reklamy v televizii 35% 65%
Reklamy v radiu 37% 63%
Reklamy v novinach a ¢asopisoch 44% 56%
Bilboardy a ostatna vonkajsia reklama 34% 66%
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Spozoring 55% 45%
VyZiadand e-mailovad komunikdcia, newslettre 52% 48%
Webové sidla firiem 63% 37%
Odporicania ostatnych zdkaznikov na internete (napriklad 87% 13%
recenzie, blogy)

Odportcania od niekoho znameho 97% 3%

TABULKA 4: DOVERA NASTROJOV MARKETINGOVEJ KOMUNIKACIE Z POHLADU RESPONDENTOV, RESP. KONECNYCH ZAKA-

ZNIKOV (PERCENTUALNE VYJADRENIE); ZDROJ: VLASTNE SPRACOVANIE

Z vysledkov reprezentativneho prieskumu uskutocneného v priestore Slovenskej re-
publiky vyplyva, Ze respondenti najviac déverujui odporticaniam - a jednak od ostat-
nych zakaznikov na internete (napriklad recenzie, blogy), ako aj od niekoho zndmeho
(v tomto aspekte st vysledky prieskumov identické), najmenej dévery maji voci re-
klamam na socidlnych sietach, online banerom a ostatnym nadlinkovym néastro-
jom marketingovej komunikéicie. Rovnako ako v pripade vysledkov kvalitativneho
prieskumu, aj tieto by mohli byt vyuzitelné pre organizacie, aby dokazali modifiko-
vat/inovovat jednotlivé nastroje marketingovej komunikacie.

V naznacenom kontexte totiZ paradoxne vyznievaju tdaje najvacsich zadéavate-
lov reklamy v Slovenskej republike o finanénych ndkladoch investovanych prave do
nadlinkovych nastrojov marketingovej komunikacie - vid. Tabulka 5.

Poslednym komponentom kvantitativnej analyzy reprezentativneho prieskumu bolo
urcenie, do akej miery sa tvrdenia Rady pre reklamu tykajtce sa zakladnych pozia-
daviek na reklamu podla respondentov dodrZiavaji. Skédla, na ktorej mali moZnost
oznacit odpovede, bola nasledovna: dodrZiava sa - nedodrZiava sa - neviem posu-
dit. Uvedeny subjekt sme zvolili z d6vodu, Ze v podmienkach Slovenskej republiky
ide o organ etickej samoreguldcie reklamy, ktorého hlavnym cielom je zabezpecovat
a presadit, aby sa na dzemi Slovenskej republiky §irila Cestnd, slusnd, decentna, le-
gdlna a pravdiva reklama. Respondenti sa mali na priklade styroch tvrdeni rozhod-
nit, ¢i tento stav uvedenym sp6sobom vnimajt, a teda ¢i sa Rade pre reklamu dari
vytycené ciele dosahovat. V Tabulke 6 je obsiahnuté percentudlne zastipenie odpo-

vedi k jednotlivym tvrdeniam.

Klamliva praktika DodrZia- | Nedodr- | Neviem
vasa Ziavasa | posudit

Reklama nesmie obsahovat také tvrdenia alebo vizudlne pre- 25% 44% 29%

zentdcie, ktoré by porusovali vSeobecné normy slusnosti

a mravnosti, predovsetkym nesmie obsahovat prvky zniZujice

[udskd dostojnost.

Reklama nesmie byt koncipovana tak, aby zneuZivala d6veru 8% 64% 25%

spotrebitela alebo vyuZivala nedostatok jeho skiisenosti alebo

znalosti alebo jeho dovercivost.

Reklama nesmie bezdévodne vyuzivat motiv strachu, vytvarat | 24% 36% 37%

pocit strachu a prezentovat produkt ako vhodny prostriedok

na odstranenie strachu.

Reklama nesmie ohrozovat dobré meno reklamy ako takejale- | 19% 41% 37%

bo zniZovat doveru v reklamu ako sluzbu spotrebitelom.

TABULKA 6: HODNOTENIE VSEOBECNYCH POZIADAVIEK NA REKLAMU Z POHLADU RESPONDENTOV, RESP. KONECNYCH

ZAKAZNIKOV (PERCENTUALNE VYJADRENIE); ZDROJ: VLASTNE SPRACOVANIE

P.¢. | Spolo¢- Vydavky | Monitorovany objem v médiach

nost na Televizia | Casopisy | Noviny Rozhlas | Von- Kinore-
reklamu kajsia klama
reklama

1. Slovak 51810,2 | 43299,2 1518,6 20341 1598,7 2558,9 800,7
Telekom

2. Orange 41812,9 335891 2364,9 20345 9377 25532 333,5
Slovensko

3. Henkel 26576,6 | 25662,3 825,7 18,3 17,0 53,5 0,0
Slovensko

4. | Tele- 21733,8 | 17944,7 | 970,9 974,8 544,3 1280,4 18,8
fénica
Slovakia

5. Unilever | 20620,8 | 19159,5 | 1118,2 5,2 46,1 227,9 63,9
Slovensko

6. Lidl SR 205753 | 14672,2 | 823,3 43934 522,3 1577 6,3

7. Slovenska | 18 963,8 | 16 355,7 430,2 827,0 101,8 12491 0,0
sporitelna

8. | Nestlé 172451 | 167016 | 346,2 12,6 123,9 391 217
Slovensko

9. Tesco 14 373,0 | 11930,5 605,0 731,6 4377 639,8 28,4
Stores SR

10. | Poitovd | 138653 | 119197 | 1976 1051,2 193,7 503,1 0,0
banka

TABULKA 5: NAJVACST ZADAVATELIA REKLAMY V SLOVENSKEJ REPUBLIKE V ROKU 2016 (MONITOROVANA INZERCIA PODLA

OFICIALNYCH CENNIKOV, TIS. EUR); ZDROJ: TREND (JUN 2017)

34

Pomerne pesimistické postoje respondentov, ktoré sme zaznamenali v pripade hod-
notenia klamlivych praktik v marketingovej komunikacii sa v pripade hodnotenia
vSeobecnych poziadaviek na reklamu opitovne potvrdili. Vzhladom na vysoky po-
diel respondentov, podla ktorych sa nedodrziava vS§eobecnd poziadavka na reklamu
tykajiica sa zneuzivania dovery spotrebitela, resp. vyuzivania nedostatku jeho sku-
senosti, znalosti alebo dovercivosti, méZeme dedukovat, Ze dévera voci reklame ako
tradicnému nastroju marketingovej komunikacie nie je na poZadovanej irovni (opa-
tovne potvrdeny poznatok - vid. Tabulka 4).

Na objektiviziciu subjektivneho hodnotenia odpovedi respondentov sme vyu-
zili poznatky z Vyroc¢nej spravy Rady pre reklamu 2014. V roku 2014 Arbitrdzna komi-
sia Rady pre reklamu posudzovala spolu 97 reklam, na ktoré bolo podanych celkom
156 staznosti, pricom vo vztahu k predchddzajicim rokom c¢innosti nema celkovy
pocet posudzovanych rekldm vyrazne stdpajicu tendenciu. Z hladiska kvalitativ-
nych dévodov staznosti je mozné konstatovat, Ze v roku 2014 bolo najfrekventova-
nej$im dovodom podania staznosti porusenie ustanoveni sivisiacich so slusnostou
a spolocenskou zodpovednostou v reklame. Stazovatelia vytykali posudzovanym re-
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klamam zobrazenie prezentdcii, ktoré porusujui véeobecné normy mravnosti a slus-
nosti, samotucelné zobrazenie ludského tela (najma Zenského), ktoré nemé sivis
s propagovanym produktom/sluzbou a cielom reklamy, a to najmi s ohladom na
zvolené komunika¢né médium, jeho dostupnost a viditelnost vSetkymi vekovymi
kategériami, vratane deti a mladistvych. V stvislosti so spoloc¢enskou zodpovednos-
tou reklamy, mnohi stazovatelia namietali vo¢i reklamam, ktoré podla nich urdza-
li ndbozenské citenie spotrebitela a dehonestovali krestanskd vieru. Najvacsi pocet
reklam bol posudzovany z dévodu ndamietok stazovatelov, ktoré poukazovali na po-
ruSenie ustanoveni sivisiacich s pravdivostou reklamy. Stazovatelom prekéizala pre-
dovsSetkym reklama, ktora sprostredkiva informdacie nejasnym, nezrozumitelnym,
pripadne viacvyznamovym spdsobom, obsahuje tidaje, ktoré moézu zdkaznika zava-
dzat, alebo naopak, absentuji v nej informacie, ktoré spotrebitel potrebuje na to, aby
uskutocnil kvalifikované rozhodnutie.

Na zéklade vyssie uvedeného mozeme konStatovat, Ze vysledky primarneho
prieskumu koresponduju so zisteniami Rady pre reklamu, zvyraznili by sme skutoc-
nost, Ze konec¢ni zdkaznici v nedostatoCnej miere vyuzivaji iniciativnu moznost sta-
zovat sa, bolo by preto vhodné vytvorit povedomie o tomto ich prave.

5 Zaver Napriek tomu, Ze na svetovej tirovni existuje ¢oraz viac trhovych hyb-
nych sil a priestor trhu sa stal hyperkonkurené¢ny, marketing je v mnohych pripadoch
prehliadany a odstvany ,na vedlajsiu kolaj“. Jednou z pricin mo6zZe byt skutoc¢nost,
ze ,vedlajSie efekty” marketingu zvitazili nad uréenymi hlavnymi efektmi. Je moz-
né napravit tento stav? Na kompenzdciu je potrebné prehodnotit niekolko premen-
nych v ramci vztahu zdkaznik - organizécia - spolo¢nost. Marketing vyhlasoval, Ze je
zdstupcom zdkaznikov v organizacii, avSak v skutocnosti predstavoval (mnohokrat
aj necestnymi praktikami) organizaciu zdkaznikov - prostrednictvom nekonec¢nych
inovacii, agresivnej marketingovej komunikacie atd. Marketing v jeho tradi¢nom po-
nimani uz nefunguje, a preto je potrebné stotoznit sa s novym pohladom nan. Podla
Kotlera prinosom marketingu bolo, Ze zvysil kvalitu Zivota, zohraval vyznamni tlo-
hu pri tvorbe trhov, produktov, ndraste pohodlia, obohateni Zivota vo vSeobecnosti
(Sheth a Sisodia 2005). Otazne je, kde je hranica medzi zdravym, racionalnym, zod-
povednym a udrzatelnym pristupom k marketingu a tym, kedy tento pristup sa sta-
va §kodlivy.

Cielom prispevku bolo identifikovat na zdklade zrealizovaného primarneho
prieskumu klamlivé praktiky vyuzivané v sicasnej marketingovej komunikacii z po-
hladu konec¢nych zdkaznikov v priestore Slovenskej republiky a tieto komparovat
s uz zrealizovanymi prieskumami, resp. sekunddrnymi zdrojmi informacii. Zave-
ry, ku ktorym sme dospeli, maji charakter pomerne negativneho vhimania sicasnej
marketingovej komunikacie. Respondenti identifikovali ako najfrekventovanejsie
klamlivé praktiky tie, ktoré sa tykaji sofistikovaného vyberu slov, viet, pricom tvr-
denia, ktoré sa tym deklarujy, nie st pravdivé, dalej vyrazné digitdlne tpravy vizu-
alnych prvkov a nakoniec zvelicovania a nezmyselnych obsahov sprav marketingovej
komunikacie. Na zdklade tychto poznatkov sme dalej vyhodnocovali klamlivé prak-
tiky z kvalitativneho hladiska, pricom sme zistili, Ze respondenti ich najvyraznejsie

vnimaju v pripade vybranych produktovych kategérii (napriklad potraviny, lieky, vy-
zivové doplnky), podnikov sluZieb (mobiln{i operatori, komercéné banky), konkrétnych
nastrojov marketingovej komunikécie (televizna reklama) a zvolenych distribu¢nych
kandlov (osobny predaj, teleshopping). Z hladiska dévery smerom k jednotlivym na-
strojom marketingovej komunikécie sme dospeli k zdveru, Ze slovenski responden-
ti najviac déveruju odporticaniam, tradicné nastroje marketingovej komunikécie sa
umiestnili na spodnych prieckach (pri komparacii sme zaznamenali rovnaky stav
ako v podmienkach zahranicia). Uvedené je paradoxné vzhladom na skutoc¢nost, Ze
najvacsi zaddvatelia reklam v Slovenskej republike sa sistredia prave na tradi¢né na-
stroje marketingovej komunikécie. Pesimistické postoje respondentov sme zazna-
menali aj v pripade hodnotenia vSeobecnych poziadaviek na reklamu vypracovanych
Radou pre reklamu, pricom vysledky nasho prieskumu koresponduju s jej zistenia-
mi, nakolko respondenti nemajui pocit, Ze vSeobecné poZiadavky na reklamu (napri-
klad jej ¢estnost, slusnost, doveryhodnost) st v poZadovanej miere dodrziavané a ich
nedodrziavanie adekvatne sankcionované.

Pozndmky | Notes Prispevok vznikol vdaka podpore v rdmci projektu KEGA ¢&. 030STU-4/2018 - Elektronic-

ka platforma na zefektivnenie spoluprdce medzi vysokymi Skolami a priemyselnymi podnikmi v oblasti vzdeldvania.
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Satisfying customer needs in order for an organisation to achieve a defined profitability on the one hand and to have satisfied cus-
tomers on the other has been characteristic of traditional customer-oriented approaches to marketing management. Hypercompet-
itive market, which is currently functioning at the level of both national and multinational economies, is characterised by the fact
that in an effort of marketing managers to operate in markets, more and more deceptive, unethical and misleading practices are ap-
pearing. Misleading, deceptive and unethical approaches of marketing management have become a subject of social criticism, while
this issue is gradually becoming more and more notable also in academic sphere. Therefore, perception and evaluation of the market-
ing activities in marketing communication by ultimate customers under the conditions of the Slovak Republic (on the grounds of a re-

search with the participation of a representative sample size of 1650 respondents) are dealt with in this paper.
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der, age, nationality, education, home size and region as well as monitored basic set
of Slovak population aged 18 and more remained preserved.

IMPACT OF GDPR ON BANKS IN Findings
examined: the age of the respondents, the region in which they live, the size of the

S LOVA I(IA - MARI(ETI N G APPROACH PART II. commune in which they lives, education and gender.

Firstly, 5 criteria concerning the demographic characteristics were

160

143
This paper, through examining the Regulation (EU) 2016/679 of the European 140
Parliament and of the Council of 27 April 2016 on the protection of natural 120 =
persons with regard to the processing of personal data and on the free 100
movement of such data, and repealing Directive 95/46/EC (General Data 80
Protection Regulation - short GDPR), aims to demonstrate its significance in & 51
financial sector along with the impact on complex management of marketing
activities inside specific financial institutions. In the theoretical part of this 0
contribution brief history of data protection and evolution of concept of GDPR 20 4 7
will be explained. Main principles and innovations that are of key importance 0 — o
for future positive developments in the field will be discussed with emphasis on Lessthan 18 18-25 years 26-40 years 41-62 years  more than 62
relationship between banks and direct marketing. Additionally, selected results yEas e
of the primary research oriented on personal data protection from consumers’ GRAPH 1: AGE OF THE RESPONDENTS; SOURCE: AUTHORS
point of view in Slovakia will be presented (online questionnaire was fulfilled
by 355 respondents). Further we will try to identify the challenges bank have to As might be seen from the Graph 1 above, many respondents are in working age,
meet while adhering towards the new directive. which is a group of citizens directly affected by the Directive.

The second demographic question we stated is concerning regions of Slovakia in
which the respondents live. The distribution of respondents by region is shown in
Research and methodology

To gain attitudes and knowledge of the Slovak Graph 2 bellow.
public on the issue of personal data protection, we carried out a primary quantita-
tive survey by querying using an online questionnaire that were distributed through
a shared link, via e-mail, social networks, as well as internal networks in organiza-
tions. The research was conducted between May and June of 2018, two critical months
considering the adaption of the new directive in May 25. 355 respondents fulfilled the
questionnaire which consisted of mix of controlled variables and series of questions
focused on issue of personal data protection. Out of this number 304 records were
considered as completely filled and had all questions answered. Additionally there
are more limitations within the frame of the sample size selection and the results
are presented in the descriptive manner as the research conducted in 2018 cannot be
considered as a representative one. But this research can be used as a pilot survey. To

present a comprehensive view, we selected 10 questions oriented solely on personal
data and banking sector in Slovakia. Moreover, few of the questions were compared
with the research conducted in 2009 by the Institute for Public Opinion Research at
the Statistical Office of the Slovak Republic for Personal Data Protection Office of Slo- M Banska Bystrica Region M Bratislava Region H Kosice Region
vak Republic. In comparison with this research, the technique has changed slight-  Nitra Region M Preov Region M Trnava Region

ly and switched towards digital environment (meaning that the questionnaires were . . " . GRAPH 2: REGION OF THE RE-
. . . . . . M Zilina Region i Trencin Region
distributed primarily electronically). Controlled variables remained the same: gen- SPONDENTS; SOURCE: AUTHORS
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Capital City; 124

From the graph above we can observe that up to 49% of respondents live in the Brati-
slava region. We noticed uneven distribution of respondents according to the differ-
ent parts of Slovakia they live in.

The third question was the size of the commune. The aim was to find out in
which large municipality the respondent lives and whether the size of the commune
influences the respondents” knowledge and attitudes towards the protection of per-
sonal data.

Village; 64

Town; 28

County Town; 30

GRAPH 3: SIZE OF THE COM-

®Village WTown ®City & County Town Capital City
MUNE; SOURCE: AUTHORS

Again, we can see the dominance of the capital city, which was already evident in the
previous question. However, other municipalities are relatively evenly represented.
We need to point out that the capital Bratislava was excluded from group of county
towns.

The fourth demographic question was focused on education of respondents.

6 11

M Elementary School

M Secondary School with Vocational Certificate

M High School with A-levels

i University
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GRAPH 4: EDUCATION OF THE RESPONDENTS;
SOURCE: AUTHORS

It is clear from the graph that the survey included mainly residents with secondary
education with A-levels and with university education. The last demographic ques-

tion was the respondents' gender.

GRAPH 5: GENDER OF THE RESPONDENTS;

& Men & Women SOURCE: AUTHORS

From the graph we clearly see that 69% of respondents were women. The next ques-
tion was to find out which personal data respondents consider to be the most vulner-
able in terms of abuse.

160
140
120

141

£0

GRAPH 6: WHICH PERSONAL DATA RESPONDENTS CONSIDER TO BE MOST VUNERABLE IN TERMS OF ABUSE?;
SOURCE: AUTHORS

It is clear from the above graph that respondents perceive their personal identifi-
cation number as the most sensitive personal data, followed by property and finan-
cial information, together with biometric data and the name and surname, and up
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GRAPH 7: SIX MOST SENSITIVE PERSONAL DATA FROM THE PERSPECTIVE OF THE RESPONDENTS EDUCATION (IN %); SOURCE:

to fifth place data on health status. Compared with the survey conducted by the In-
stitute for Public Opinion Research at the Statistical Office of the Slovak Republic for
the Office for Personal Data Protection Office of Slovak Republic in 2009, there was a
slight shift in the preferences of respondents. In the 2009 survey, on the third place
respondents reported that they perceived data on health status and biometrics as the
most sensitive personal data.

® basic education H secondary education without maturity

m secondary education with maturity m higher education

INSTITUTE FOR PUBLIC OPINION RESEARCH AT THE STATISTICAL OFFICE OF THE SLOVAK REPUBLIC 4/2009

Government/Public Authorities

Non-bank Financial Institutions
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GRAPH 8: TO WHOM HAVE YOU ALREADY PROVIDED SOME OF YOUR PERSONAL INFORMATION?; SOURCE:
AUTHORS

Respondents could choose more options because we assumed that they have encoun-
tered with this situation of providing their personal data repeatedly. The result is
that respondents most often provide their personal data to banking institutions and
insurance companies, which is the expected outcome, as these institutions need that
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kind of personal information to provide their service and to communicate and trade
with the customer. On the third place respondents reported social networks, which is
a surprising result since social network account is not necessary for existence unlike
the bank account. Fourthly, respondents state government and public authorities.
We assume that respondents do not realize that government and public administra-
tion have all the personal data of the citizens, because they need them for effective
communication, and in particular for collection of taxes and local fees, for example,
for communal services. Furthermore, respondents provide their personal data to re-
tailers that use them for their loyalty programs, other financial institutions, such as
leasing companies, marketing companies along with non-bank companies as well.

absolutely distrust
m distrust

M trust

® absolutely trust

Responses were predictable. Banks and insurance companies have trust of approx-
imately 90% of respondents that they will protect the personal data of their clients.
Government and public administration are followed by over 70% of support. Other
types of subjects have more mistrust than the confidence of respondents to protect
their personal data. the greatest mistrust is laid on the non-bank lenders and social
network operators. In the 2009 survey, citizens least trust the marketing companies,
then leasing companies and insurance companies. On the contrary, citizens have the
greatest trust in state administration bodies and subsequently in banks. It can be
said that, as compared to 2009, banks have gained trust in the population by almost
six percent, on the contrary, marketing companies have lost ten percent. It may be
attributed to the fact that in the 2009 survey, consumer clubs and marketing com-
panies were not divided, but they were in one group. In spite of this, the decline in
reliance is approximately three percent. Interestingly, there is also confidence in in-
surance companies, when respondents expressed their mistrust of only ten percent
in their survey and 29% in the 2009 survey, as seen in graph below.

GRAPH 9: HOW DO YOU TRUST

NAMED COMPANIES TO PROTECT
YOUR DATA?; SOURCE: AUTHORS
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GRAPH 10: TO WHICH INFORMATION SYSTEM OPERATOR DO YOU TRUST THE LEAST?: SOURCE: INSTITUTE FOR PUBLIC OPIN-

ION RESEARCH AT THE STATISTICAL OFFICE OF THE SLOVAK REPUBLIC 4/2009
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The results have shown that consumers perceive financial institutions as safe. Sec-
ondly state and public authorities are viewed as equally safe. Network operators such
as telecommunications or energy suppliers or others are also relatively safely per-
ceived. The level of safety below 40% is achieved by the consumer clubs and 30% be-
longs to online shops. As the least safe are perceived by respondents” personal data
on social networks.

Again, it is interesting that the preference of the toward danger of social net-
works, online shops and consumer clubs does not change depending on whether the
respondent is a member of a consumer club, has a social networking account, or pur-
chases online via an online store.

Regarding the issue of personal data security, we investigated further whether
the respondents had experienced the misuse of personal data.

GRAPH 12: HAS ANYONE MISUSED YOUR PERSONAL DATA?: SOURCE:
HYes WNo AUTHORS

Stolen Account on Social Network

Unsolicited Telemarketing 10
Fraud/Criminal Activity 6 GRAPH 13: IF YOU ANSWERED
! ! ! ! YES, WOULD YOU INDICATE HOW?;
0 2 4 6 8 10 12 SOURCE: AUTHORS

Just a minor group of respondents said they had somehow misused their personal
data. The most frequent answer of respondents was that they were victims of unsolic-
ited telemarketing, 6 respondents said they had been victims of fraud/crime in con-
nection with the misuse of personal data, and finally one respondent stated that his
account on social network had been stolen.

On the next question, we checked the knowledge of respondents about who they
are supposed to contact if they suspect a misuse of personal data.

GRAPH 14: WHO CAN YOU CONTACT
IFYOU THINK YOUR PERSONAL

H Police M Office for Personal Data Protection
INFORMATION HAS BEEN MISUSED?;

M Slovak Trade Inspection i | do not know SOURCE: AUTHORS

It is alarming that up to 40% of respondents said they did not know whom to contact
if they suspected the misuse of personal data. Only 14% of respondents would con-
tact the Office for Personal Data Protection of the Slovak Republic. Other respond-
ents would contact the police.

We have also focused on the attitudes of respondents to the protection of per-
sonal data. The next question was whether respondents met with the requirement to
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copy the papers. When respondents met with the requirement to copy the papers, we

identified the document.

GRAPH 15: DID YOU MEET THE REQUIREMENT TO COPY YOUR PAPERS?;

HYes MNo
SOURCE: AUTHORS
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GRAPH 16: IF YOU ANSWERED YES TO THE PREVIOUS QUESTION, WHICH ONE?; SOURCE: AUTHORS
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Up to 86 percent of respondents said they met with the requirement to copy the pa-
pers. Most often this was ID card, then a health insurance card, followed closely by a
birth certificate. 76 respondents said they were asked to produce a copy of the driv-
ing license, and little less responded that they had met with a copy of a passport. It
follows from this that copying personal documents in Slovakia is a common prac-
tice. Compared to the 2009 survey of the Institute for Public Opinion Research at the
Statistical Office of the Slovak Republic, an interesting shift can be observed. In this
survey, as in our survey, most respondents said that most often the operator copied
ID card, closely followed by evidence of education, birth certificate, health insurance
card, driving license, marriage certificate and passport. Overall, in the survey in
2009 61% of respondents have met with practice of photocopying of the papers, which
is 17% less than in our survey conducted in 2018.

In the last question, we investigated whether the respondents are satisfied with
the legal protection of personal data.

The survey shows that only 23% of respondents think that personal data are
adequately protected by law. On the contrary, 35% of respondents think that person-
al data is not sufficiently protected by law. 42% of respondents were not able to com-
ment on this particular issue.
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GRAPH 17: HAVE YOU MET WITH THE FACT THAT THE IT SYSTEM OPERATOR WANTED TO MAKE A PHOTOCOPY OF ONE OF THE
FOLLOWING OFFICIAL DOCUMENTS? (IN %); SOURCE: INSTITUTE FOR PUBLIC OPINION RESEARCH AT THE STATISTICAL OF-
FICE OF THE SLOVAK REPUBLIC 4/2009

GRAPH 18: DO YOU THINK THAT YOUR PERSONAL DATA ARE ADEQUATELY

HYes H|ldonotknow MNo PROTECTED BY LAW?: SOURCE: AUTHORS

Conclusion

In connection with GDPR and due to newly adopted Act No. 18/2018
Coll. on the Protection of Personal Data and on Amendments to Certain Laws, pub-
lished in the Collection of Laws of the Slovak Republic, financial institutions are very
much aware of the need to obtain approval from their clients for the needs of their
marketing departments if there is no other legal basis (e.g. contractual relationship,
legitimate interest). Due to the complicated acquisition of public acceptance for mar-
keting potential customers, banks are looking for new ways to segment and create
an addressable message for effective marketing communications. This contribution
at least partially present results of research where we compared the attitudes and
views of the public about the current data protection regulation in Slovakia in con-
nection with the introduction of a new European Parliament and Council Directive
on the protection of personal data. We compared the chosen results with the histor-
ical survey of 2009 and we also looked at changes in selected attitudes of the Slovak
public in the last decade.

During the process of conduction of research we were surprised by the will-
ingness of the Slovak public to pass on their personal data to social network opera-
tors despite the fact that they do not trust them to protect the data against data leak
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or abuse and at the same time consider social network operators to be dangerous in
case of misuse of their personal data. At the same time, the Slovak public is unfamil-
iar with the issue of personal data, does not know who to contact in case of leakage or
misuse of personal data and is mostly unaware of the supervising authority. Howev-
er, it must be added that confidence in individual information system operators, also
in commercial banking, is gradually increasing, as demonstrated by public attitudes
in comparison with the year of 2009.

In conclusion, consumers are more increasingly aware of their privacy rights.
Following the implementation of the European Directive into the Slovak legal order,
they are confronted with the rules on the protection of personal data at every step. It
is already a standard that every organization, including commercial bank, informs
the consumer that it processes its personal data and asks for consent to work with
this kind of information. Current legislation allows us to retract our current consent
in the future and even force the operator of information system to forgo our personal
data. This option has been almost unattainable in the recent past. On the other hand,
information system operators will have evidence and assurance that the client of a
bank has given his consent and can be segmented, analysed and attracted by person-
alized proposal ready only for him. General rule in direct marketing field is that the
more personalized message is, the higher effectiveness it brings.

END OF PART II.

Pozndmky | Notes This contribution is the partial result of the research project VEGA 1/0876/17.
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Résumé Dopad GDPR na banky na Slovensku - marketingovy pristup. Cast II.

Prispevok prostrednictvom rozboru Nariadenia Eurépskeho parlamentu a Rady Eurépy (EU) & 2016/679 z 27. aprila 2016 o ochra-
ne fyzickich osdb pri spracovani osobngch tdajov a volnom pohybe takychto ddajov a o zruSeni Smernice 95/46/EC (GDPR) md za
ciel' demonstrovat svoj vgznam vo financnom sektore spolu s dopadom na komplexné riadenie marketingovich aktivit v rdmci Speci-
fickych financngch institdcii. V teoretickej Casti tohto prispevku bude vysvetlend strucnd histdria ochrany ddajov a vigvoj koncepcie
GDPR. Hlavné principy a inovdcie, ktoré majd kli¢ovy vijznam pre budiici pozitivny vgvoj v danej oblasti, budti diskutované s dérazom
na vztahy medzi bankami a priamym marketingom. Okrem toho budu prezentované vybrané vysledky primdrneho vyskumu zamera-
ného na ochranu osobnijch tidajov z pohladu spotrebitelov na Slovensku (online dotaznik bol vyplneny 355 respondentmi). Dalej sa

budeme snaZit identifikovat vijzvy, ktoré musi banka splnit pri dodrZiavani novej smernice.
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TEXT | BARBARA NEMETHOVA

EVALUATION OF EASTERN-CENTRAL

EUROPEAN CITIZEN'S DECISION-

MAKING STYLE - A COMPARATIVE

STUDY. earri.

Having looked at western and Eastern-Central European adverts, the
prominence of fact-based commercials was identified in ECE countries, whereas

most of the western advertisements creatively take the audience to a journey,

while showing limited information. This comparative study evaluates the
reasons for this phenomenon, while answers the following questions: What kind
of identity emerges as a consequence of the turbulent political and economic

changes, as consumers’ transition from a communist to a democratic country?
What kind of adverts do ECE consumers prefer? What influences their decision-
making? The first part of the publication looks at identity formation from an

academic point of view, with its main focus on Slovak consumers. It identifies

possible reasons behind differences in decision-making styles, arising from

the turbulent political and economic changes. These factors resulted in ECE
consumers having higher risk aversion, uncertainty avoidance and lower
institutional trust, having an impact on their information-searching behavior

while creating a new consumer base with developing identity. The second part

of the contribution will analyze findings and present recommendations.
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1The historical and economic changes influence the decision-making style and
identity of ECE consumers, arising from higher risk aversion and uncertainty
avoidance

ECE countries faced turbulent changes thorough history. The col-
lapse of the Soviet Union resulted in social and political revival, but brought about
decline in economic growth, inflation and unemployment (Bakacsi et al. 2002, p. 78).
It resulted in lower social safety, new regulations, institutions and political systems;
problems when entering new markets leading to limitations in expansion; downfall
of Soviet markets, purchasing power, and fiscal redistribution, consequently lower
GDP and privatization (Bakacsi 1994). This created fear, uncertainty, and a “tangible
gap between people’s wish of stability and the surrounding environment” (Bakacsi et
al. 2002, p. 79).

After the dissolution of the Soviet Union, ECE countries went through liber-
alization of foreign trade, privatization, restructuring, tax and social insurance re-
forms, to reestablish their macroeconomic stability. Slovakia entered the European

PRISPEVKY | CONTRIBUTIONS

Union on 1 May 2004 and experienced growing GDP until 2008-2009 (European Com-
mission 2015). The financial crisis resulted in growth slowdown and turbulent eco-
nomic changes.

Arising from the historical and economic changes, a new customer base
emerged; ECE individuals’ identity shifted from being citizens to consumers. In the
past, ECE was part of the COMECON, the ‘Council for Mutual Economic Assistance’
(CMEA), facilitating economic development and flow of goods between Soviet coun-
tries (Balassa 1992). The Soviet Union did not enable the flow of foreign goods, lead-
ingtolimited advertising; the ad itself was “the product to be consumed” (Egipt 2014).
Customers could not consume the advertised product, since it disappeared from the
shelves immediately; sometimes the advert was produced so that “at the time of air-
ing, a product would be available for sale”; soviet ads did not aim to sell to a target
audience, but to provide an entertainment for their citizens, apart from the few TV
programs available (Egipt 2015). The Soviet, entertaining advert with no sales goal,
differs from today’s marketing, that serves the purpose of gaining consumers atten-
tion to inform, convince and remind them of a product (Wood 1958).

Historical changes in post-soviet countries created a new, learning customer,
who is constantly transitioning from a citizen with no need for advertising, to a west-
ern consumer, with different attitudes towards marketing. The upcoming sections
observe the notion of changing identity in more depth: Sections 1.1 and 1.2 highlight
why Slovak consumers are more risk averse and have higher uncertainty avoidance.
Section 1.3. draws together these two notions to present how they contribute to ad-
vertising decision-making.

1.1 Turbulent historical and ongoing changes lead to higher risk aversion

Hofstede and Bond (1984, p. 419) defined risk aversion as “the extent to which people
feel threatened by ambiguous situations, and have created beliefs and institutions
that try to avoid these”. Risk aversion can have an effect on consumers’ decision-mak-
ing style: it increases need for information and brand loyalty (Matzler et al. 2008).

To observe risk aversion, The Hofstede Centre’s research on cultural differenc-
es is examined. Although Hofstede's cultural research has been widely criticised for
its’ over-realiance on differences being drawn from one’s natural culture, while ne-
glecting individuality (Ali et al., 2008), it can be argued that Hofstede’s doctrine is
still a prevalent source for cultural difference mapping (Minkov and Hofstede 2011;
Mooij and Hofstede 2015). Slovakia’s score of 51 demonstrates higher need to avoid fu-
ture uncertainty than UK and US (The Hofstede Centre 2015).

Perlaki (1994) argued that the ECE culture could be best described as “highly
centralized, strictly hierarchical culture, a dislike for uncertainty, ...and strong col-
lectivist attitude” (Brouthers et al. 1998, p. 488). These cultural factors result in low-
er marketing orientation (Ennew et al. 1993), different ethical standards (Puffer and
McCarthy 1995) and lower trust towards authority (Casson 1994), as compared to west-

ern countries.
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LeFebvre and Franke (2013) claimed that collectivist cultures consider group interest
hence discourage risk-taking. Consequently, an individualistic culture, such as the
US and the UK, encourages higher risk-taking behaviour, than the collectivist Slova-
kia (Hofstede 2015). Eramilli (1996) supports this argument: uncertainty avoidance
outlines a society’s risk aversion: high uncertainty avoidance relates to higher risk
aversion and increased need for control over foreign operations. Thus, ECE countries
should be more risk averse, since are uncertainty avoiders.

1.2 Higher uncertainty avoidance and risk aversion, a consequence of the Soviet
Before the collapse of USSR, ECE citizens
were “information underload” (Susjan 1999, cited in Money and Colton 2000, p. 193);
after the dissolution, markets opened up; demand for product-related information

Union and the communist economy

grew. Customers could only personally evaluate the product, since other’s opinions
were not available (Money and Colton 2000). Consequently, customers tried to over-
come the novel risk by buying more expensive products, since these signalled higher
quality (Shama 1992).

Similarly to the above findings, the extent literature has shown that Slovakia
has higher uncertainty avoidance, and citizens are more risk averse than in western
countries, due to the change from a Soviet country to democracy. Soviet citizen could
not choose between products, and advertisements had no selling objective; the role of
marketing in the Soviet Union was utilitarian; consumers only received information
about the product’s function (Fazekas 1978; Naor 1986).

The shift from a communist economic actor to a western consumer has result-
ed in shifting identity of ECE citizens: western brands presented thousands of infor-
mation and new products to customers not used to choice. ECE consumers, who were
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uncertain about new products, had to learn how to be a consumer, and make pur-
chase decisions.

1.3 Impact of higher risk aversion and uncertainty avoidance on ECE consum-

ers’ decision-making style According to Shimp and Bearden (1982), con-
sumers with high-risk aversion seek for more information about the product when
making a purchase-related decision. Matzler et al. (2008) observed risk aversion and
its’ effects on brand loyalty through an empirical research on mobile phone users,
and concluded that high-risk averse individuals are more brand loyal than low-risk
averse consumers. According to Matzler et al. (2008, p. 155), “risk-averse consumers
feel threatened by ambiguous and novel situations and are reluctant to try new prod-
ucts” because they believe the financial, social and performance risks are higher
than the benefits; they either search for more information before buying, or become
brand loyal (Kapferer and Laurent 1985).

Vilcekova’s (2014) research supports this argument: she compared the differ-
ences in Slovak consumers buying behaviour after the financial crisis. Slovak cus-
tomers paid more attention to price and quality than advertising. Consumers are
brand loyal to established brands, since are more price sensitive and “when they give
away their money they expect to get the desired performance” (Vilcekova 2014, p. 308).
According to Vilcekova (2014), this is because brands act as shortcuts that ease deci-
sion-making, signal quality and value.

Vil¢ekova's (2014) research indicated that Slovak consumers are either brand
loyal or engage in personal information search. This argument supports Kapfer-
er and Laurent’s (1985) research: high-risk averse consumers either become loyal to
their favorite brands, or search for extra information, since they want to avoid ne-
glecting details, thus are inclined to obtain more facts to avoid uncertain outcomes.
To summarise, ECE consumers are highly risk averse and either seek for more infor-
mation regarding a brand or remain brand loyal to avoid uncertain outcomes.

END OF PART I.
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MARKETING BRIEFS

MARKETING THROUGH FIVE SENSES:

ON THE USE OF SENSORY MARKETING

IN MARKETING COMMUNICATIONS

Sensory marketing is based on one or more human senses. Sensory marketing deli-
berately links several sensory sensations. Sensory marketing makes a use of scents,
sounds, tastes, or tactile stimuli. According to the main sensory perception, we so-
metimes talk separately about visual marketing (targeting primarily respondent’s
sight), scent or aroma of marketing (targeting one’s nose), haptic or tactile marke-
ting (touch) or auditory marketing (acting on hearing). A special label for marketing
communications focusing on consumer’s taste buds has not yet emerged. Traditio-
nal means of communication use in particular the visual and auditory aspects of the
communication.

Haptic (tactile) response is, however, an increasingly important element in the
work of designers and product packaging. Haptic and tactile perceptions are consid-
ered to be essential for equipping leisure facilities such as theaters, cinemas, hotels
or restaurants. Likewise, touch elements are taken into account for interior design
of new cars or design of sales points.

Haptic response, for example, has become one of the key features for newly
launched smartphones. Some phone brands bring up an additional user menu based
on the intensity of one’s display touch. The evaluation of the frame and the touch-
screen of the phones has become one of the routinely evaluated parameters reported
by product reviews. The Android operating system, for instance, enables program-
ming the device's haptic response when playing commercials, such as for the Stolich-
naya Vodka brand in its 2015 campaign. Playing the commercial on one’s phone
screen was accompanied by phone’s shaking as a lady was preparing a drink in the
shaker. Haptic mobile ads have been popular among advertisers ever since. Likewise,
in 2018, the Porsche brand at the Las Vegas fair introduced a new kind of car config-
urator that delivers tactile perception to customers when choosing options for their
new car.

Before Christmas in 2016, the Carlsberg Brewery illuminated an 8-meter tall
Christmas tree in London's South Bank. The tree was decorated with hops. Visitors
could pour themselves a beer at the heel of the tree, and the first hundred visitors
were presented with a hand-blown Christmas glass. The Christmas tree was the cul-
mination of a sensory campaign launched earlier that year: a beer billboard at Lon-
don's Bricks Lane featured the slogan "Probably the best beer poster in the world" and
allowed customers to make their own beer. Customers have instantly experienced
the taste of Carlsberg, which is the ultimate essence of beer culture. Another way of
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presenting a business or a product are business cards. Today's invitations can also
be obtained in edible form. Crispy biscuits, chocolate candy, dried slices or laser-cut
peanut shells may be a suitable form of sensory marketing for companies with a di-
rect or indirect relationship to a specific edible product.

Sensory marketing deals with human aroma sensations. Research studies
found that casino players spent 45 percent more time if the floral fragrance had been
present in the venue. Four hundred shoppers at a selected Nike store rated the store
and products better, and were more likely to come back to shop again when a pleas-
ant smell was present in the store. The smell of freshly cut grass scattered in the
hobby market meant that customers rated the store better in terms of staff knowl-
edge and skills as well as believing that products on display were eco-friendly. Anoth-
er smelly example is the Dunkin Donuts fast-food chain campaign in South Korea in
2012. Selected public transport stops in Seoul, each time the Dunkin Donuts jingle
was played, sprayed the smell of freshly brewed coffee in the air. The campaign was
extremely successful and coffee sales grew in stores nearby by 30%.

Retail chains commonly use sensory marketing to create an appropriate shop-
ping atmosphere. Fast fashion chains such as Forever 21 or Abercrombie & Fitch
make shoppers enjoy fast clubbing music. Music helps to target younger clients, as
older customers are more sensitive to the genre and loudness. Speedy and fast music
is also a powerful stimulant for buyers. It is known that over-stimulated customers
are more likely to make impulsive purchases.

Sensory marketing is nothing new. Nevertheless, the conscious utilization of
human senses beyond eyesight and hearing in marketing communications may be
explored at greater wavelength. Whereas the speed of light is much higher than the
speed of sound (or transfer of taste or olfactory experiences), more personal experi-
ences are likely to leave a greater and longer lasting impressions with consumers.

Résumé
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Marketing péti smysly: 0 vyuziti senzorického marketingu v marketingové komunikaci

Marketingovd komunikace tradicné vyuZivd smyslového vnimdni pfijemc( zejména pomoci vizudinich nebo sluchovijch impulzd. Sen-
zorickg marketing je zaméren zvldsté na rozsiteni portfolia vnimanych viemd o zapojeni dalSich lidskgch smysld: chuti, ¢ichu ¢i hmatu.
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hd zapamatovatelnosti a tim Gcinnosti marketingové komunikace, zdroveri napomdhd inzerentim v dosahovdni konkurencni vijhody
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STARTUJE PRVY ROCNIK

SUTAZE YOUNG MARKETER

V tychto diioch boli uverejnené podmienky stitaze Young Marketer pre mladych mar-
ketérov do 30 rokov. Vyhlasovatelom sttaze je Klub reklamnych agentir Slovenska
a tvorcom zadania je Slovenska sporitelila, a. s. Sporitelfia pripravila zadanie s tlo-
hou na vytvorenie marketingovej a komunikacnej stratégie pre oblast socidlneho
bankovnictva, konkrétne ide o propagovanie programu KROKZAKROKOM pre nezis-
kové organizacie.

Hlavnou cenou pre vitaza je ticast na Studijnom pobyte Young Marketers Aca-
demy pocas prestizneho festivalu Cannes Lions 2019, ktory sa koné od 17. do 22. jina
2019. Stcastou ceny s letenky a ubytovanie.

Do sttaze sa moze zapojit kazdy marketér z klientskej alebo agenttrnej stra-
ny a Studenti vo veku 30 a menej rokov (narodeni 16. juna 1989 a neskor). Do sutaze sa
nesmu zapojit zamestnanci Slovenskej sporitelne, a. s. a reklamnych agentir Zara-
guza a Wavemaker.

Doélezité terminy sttaze:
| 11. oktébra 2018 - Zverejnenie zadania
| 11. novembra 2018 - DDL pre dorudenie sttaznej prace /youngmarketer@kras.
sk/
| 26. novembra 2018 - Zverejnenie shortlistu
| 30. novembra 2018 - Vyhldsenie vysledkov stitaze
| jin 2019 - Studijny pobyt pre vitaza Young Marketers Academy v rdmci
| prestizneho festivalu Cannes Lions

Odborna porota zloZzend zo zastupcov sporitelne a zdruZenia Ludia z Marketingu vy-
berie do 26. novembra 2018 tri najlepsie prace, teda troch nominovanych na vitaza.
Vitaznu pracu a vitaza ozndmi 30. novembra 2018 na vyhlasovani vysledkov Effie
2018. Blizsie informadcie o sttaZi sd uverejnené na www.effie.sk/young-marketer.
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Téma bankovnictva a bankového marketingu je v dneSnom svete aktudlna snad pre
kazdého, kto ma bankovy tcet, alebo je v kontakte s bankou z dalsich dévodov. Roz-
sahom relativne titla publikacia skiiseného pedagéga - profesora Starchomia umoziiu-
je nazriet do marketingovej kuchyne komerc¢nej banky. Od citatela sa pri jej ¢itani,
ako autor uvadza ,.. o¢akava proaktivny pristup k prezentovanym skuto¢nostiam,
takisto aj schopnost vidiet vybrané aspekty bankového marketingu v §irSom kontex-
te aktudlnych zmien v trhovom prostredi ... D6vodom je rozsah v akom je v sticasnos-
ti bankovy systém zapojeny do ekonomického systému v Stdte a sti¢asne, ako kazda
banka zhodnocuje kaZdodenny kontakt s klientom a premiefia ho na vlastné hospo-
darske vysledky a na druhej strane ide aj o postoj klienta k bankovym sluzbam. Ciel
publikacie, ako uz jej podtitulok uvddza, sa opiera o prezentovanie principov a Speci-
fik bankového marketingu a dopliia ich o nové poznatky s dérazom na reélie sloven-
ského bankového trhu. Rozsah pouzitych zdrojov je §iroky do ich pocetnosti, tak aj do
odborného zéberu, ¢o je podmienené multidisciplinaritou dnesného bankovnictva.
Okrem klasickych titulov autor pracuje s publikdciami bankovych regulatorov, profe-
sijnych organizdcif a instittcii, ale aj samotnych obchodnych bank.

Samotna publikacia sa ¢leni do siedmich kapitol, ktoré hoci nie st rozsahovo
porovnatelné, poskytujui esencidlne poznatky spracované do zrozumitelnej formy.
V prvej kapitole je vymedzeny pohlad na financ¢ny systém, jeho Struktiru, funkcie
a nasledne na bankovy systém a jeho podobu na Slovensku. Nasledujica kapitola
zdévodniuje, preco je potrebné v komercénych bankach vyuzivat marketing a v akom
rozsahu, predovSetkym v kontexte Specifickych vlastnosti poskytovanych banko-
vych sluzieb. Prezieravo sa uvddza aj potreba cielene riadit kvalitu sluZieb a vyuzivat
funkény marketingovy informacény systém.

Rozsahom najvacsia je tretia kapitola, v ktorej sa definuje potreba segmento-
vania na bankovom trhu, vyber cielovych segmentov a ndvrh trhovej pozicie. Autor
v kapitole vymedzil podstatu retailového, korporitneho, privitneho a investi¢ného
bankovnictva. V nasledujuicej Stvrtej kapitole st definované nédstroje marketingové-
ho mixu v rozsahu 7P: produkt, cena, distribicia, marketingovd komunikacia, pro-
cesy, fyzické prostredie a persondl. Tento zdber je typicky pre podniky poskytujice
sluzby. Vdaka hutnosti ich opisu je Citatelovi hned zrejmé, v com tkvie podstata Spe-
cifik marketingu v bankovnictve.

V piatej kapitole st zadefinované pristupy v riadeni vztahov s bankovymi
klientmi v podobe CRM, relationship bankingu, databidzového marketingu a zdkaz-
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nickej skisenosti v podobe CEM. Uvadzaju sa efekty, ktoré moze manaZzment banky
ocCakavat pri nasadeni tychto pristupov do praxe. Podrobnejsie sa prezentuju rozdie-
ly medzi CRM a CEM. Nasledujtica kapitola potesi srdcia fantsikov digitdlneho mar-
ketingu, kedZe ten si nasiel cestu aj do stic¢asného bankovnictva. Docitat sa mozno
o tom, ako banky a ich klienti hladaji nové cesty v komunikacii, distribicii a sklad-
be bankovych produktov pri vyuzivani digitdlneho marketingu, elektronického
bankovnictva, socidlnych médii, inteligentného bankovnictva, otvoreného bankov-
nictva a bionického bankovnictva. Ci a do akej miery si tieto trendy prospesné pre
banky a ich klientov vidime v ochote klientov ich akceptovat, ¢i dokonca vyhladavat
a v agilite samotnych bank pri ich zavddzani. Kazdopadne sa tak deje pod vplyvom
zmeny marketingového prostredia bank. V podkapitole 6.7 sa uvadzajti tzv. ,disrupto-
ry bankovnictva” resp. narusitelia odvetvia, svojou ¢innostou menia samotny model
bankovnictva. Ako vyznamné sily zasahujice do odvetvia sa doraznejsie uvadzaju le-
gislativne opatrenia GDPR a PSD2.

V poslednej kapitole sa publikicia dotyka spolocenskej zodpovednosti v ban-
kovom podnikani. Uvadzajd sa tu konkrétne priklady aktivit bink pdésobiacich na
Slovensku v podobe grantov. Autor neopomenul ani eticky rdmec podnikania v ban-
kovnictve Slovenskej bankovej asocidcie. V etickom ramci sa uvadzaji konkrétne za-
viazky bank. P6sobnost pri rieSeni sporov v bankovnictve riesi bankovy ombudsman,
ktorého pésobnost a moznosti pomoci klientom bank na Slovensku upravuje platna
legislativa, na ¢o upozornuje aj autor. Velmi nddejne a prezieravo je zaradend posled-
né podkapitola 74, v ktorej sa autor zmienuje o finan¢nej gramotnosti. T4, predo-
vSetkym na Slovensku, nie je na vysokej drovni, avSak ako sa v publikacii uvadza,
aktivity v podpore vzdeldvania prevzali do svojich rik uz viaceré organizacie a po-
radenské spolo¢nosti. Dokonca ako sa uvddza, finan¢na gramotnost sa za¢ina vyuco-
vat na 8kolach.

Publikacia prindsa koncentrovany pohlad na fungovanie marketingu v pod-
mienkach §pecifického podnikania komerénych bank na Slovensku. Skoda, Ze jej roz-
sah neumoznil zaradenie viac ndzornych schém a grafickych vystupov ¢i porovnani.
O to vacsi doraz musel byt pri jej pisani kladeny na jasné a jednoznacné prezentova-
nie obsahu. Ci sa to autorovi podarilo niet pochyb. Potvrdia to uréite aj ¢itatelia, me-
dzi ktorych mozno zaradit nie len studentov ekonomickych §kol, ale vsetkych, ktori
by sa radi stali vzdelanym klientom a teda partnerom svojej banky.
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invoice | faktiira All the invoices must be submitted by the 25th of every

month. | VSetky faktiry musia byt predlozené do 25. diia kazdého mesiaca.

invoicing department | oddelenie fakturdcie
sued an invoice with incorrect data. | Fakturacné oddelenie vystavilo faktiru s nesprdv-

The invoicing department is-
nymi ddajmi.

inward | dovmitra, vniitorny

The office door opens inward. | Dvere kanceldrie
sa otvdraji smerom dovniitra.

IP address | IP adresa
identifikuje uzivatela internetu.

An IP address identifies the Internet user. | IP adresa

irrevocable | neodvolatelny The chief executive officer has made an im-

portant and irrevocable decision. | Generdlny riaditel urobil déleZité a neodvolatelné
rozhodnutie.

The Pres-
ident’s speech included a number of important issues. | Prejav prezidenta obsahoval

issue | podst. meno: problém, zdleZitost,sloveso: vyddvat, vychddzat
niekol'ko dolezZitijch zdleZitostf.

item | vec, polozka, prvok, komponent

There are several items for sale. | Nie-
kol'ko vecti je na predaj.

itemize | rozpisat You'll have to itemize all of your expenses. | Vietky vidav-

ky musite rozpisat.

itinerary | itinerdr, trasa I'll mail you a copy of my itinerary so you will know

where to reach me. | Poslem vdm kdpiu svojho itinerdru, aby ste vedeli, kde ma zastihnete.

SLOVNIK | DICTIONARY

jargon | Zargon Inthat report, researchers used a specialized jargon and slang
to describe their observations. | Vtejto sprdve vijskumnici pouZili na opis svojich pozorova-

ni Specidlny Zargon a slang.

job | zamestnanie, prdca

It is a tragedy that so many young people are unable
to find a job. | Je to tragédia, Ze tolko mladijch ludf si nedokdZe ndjst prdcu.

job description | popis prdce
job description to attract qualified applicants. | S cielom prildkat kvalifikovanych kandi-

Some HR managers should learn how to write a
ddtov by sa niektori manazéri ludskych zdrojov mali naucit ako pisat popis prdce.

job opening | volné pracovné miesto, volnd pozicia

No job openings at this
moment. | Vsiéasnosti nemdme Ziadne volné pracovné miesta.

job satisfaction | spokojnost s prdcou, uspokojenie z prdce Job satisfaction
theories have an overlap with theories explaining human motivation. | Tedtrie spokoj-

nosti s prdcou sa prekryvaji s tedriami vysvetlujicimi ludski motivdciu.

job specification | $pecifikdcia prdce, pracovnej pozicie

Job specification
helps candidates analyze whether they are suitable to apply for a particular job va-
cancy. | Specifikdcia pracovnej pozicie pomdha uchddzacom o zamestnanie analyzovat, &i si
vhodnf na konkrétne volné pracovné miesto.

job title | ndzov pracovnej pozicie Under new conditions, his job title will
change to Finance Director. | Za noviych podmienok sa ndzov jeho pracovnej pozicie zme-

nina financ¢ného riaditela.

joint account | spoloényticet
opening a joint account. | Mlady pdr by sa rdd dozvedel viac o otvorent spoloéného tctu.

The young couple would like to learn more about

journal | ¢asopis, Zurndl Marketing Science & Inspirations is an interna-
tional scientific journal focusing on the issues of marketing and marketing man-
agement. | Matketing Science G Inspirations je medzindrodny vedecky ¢asopis zamerany na

problematiku marketingu a marketingového manazmentu.
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