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TEXT | VINCENT KAROVIC ML., VINCENT KAROVIC, PETER VESELY, PRISPEVKY | CONTRIBUTIONS
FRANTISEK OLSAVSKY, MICHAL GREGUS ML.

NASADENIE VIRTUALIZACNEHO
PROSTREDIA OPENSTACK
NA VYUCBOVE UCELY. casin.

Hlavnym cielom nasadenia virtualizaéného prostredia OpenStack na vyucbu je
poskytniit lektorom a studentom plnohodnotné konfigurovatelné prostredie
pre rozne predmety vyucby modelovania redlnych procesov. Pre potreby

prispevku s predstavené mozZnosti vyuZitia OpenStacku ako volne dostupného
open source softvéru vo vyucéovani predmetov Uétovnictvo na poéitaéi, Eticky
hacking, ManaZment bezpecnosti a Marketingovy vyskum. Implementacia
virtualizacie vychadza pri kazdom predmete z jeho obsahového zamerania

s dérazom na ¢o najvernejSie zobrazenie redlnych podmienok hospodarskej
praxe. Nakol'ko existuji relevantné obmedzenia pri praci s idajmi, ¢i uzZ na
urovni technického zabezpeéenia pri ich ziskavani, spracovani, distribiicie, ich
ochrany, ale aj zabezpecenia celého informacného systému, v navrhovej casti
sa za jednotlivé predmety uvadzaji konkrétne rieSenia, ako tieto tizke miesta
prekonat. Na zaver s identifikované prinosy navrhovanych rieseni pre inovaciu
samotnej vyucby s dérazom na realizovatelnost a simuléciu ¢o najvernejSich
podmienok, s ktorymi sa Studenti moZu stretnut v praxi.

2.4. Marketingovy vyskum Cielom predmetu je poskytnit §tudentom poznat-
ky o poslani, procese a aplikacii metéd marketingového vyskumu s dérazom na jeho
praktické vyuzitie v marketingovom manazmente. Marketingovy vyskum je prezen-
tovany ako nastroj, prostrednictvom ktorého si prepojeni marketingovi manazéri so
spotrebitelmi, zdkaznikmi a verejnostou (Richterova 2006, s. 9). Predmet poskytuje po-
hlad na informacné potreby podniku a konfrontuje ich s potencidlom jednotlivych na-

strojov marketingového vyskumu tieto informacie ziskat, spracovat a interpretovat.

RieSeny problém: —— Studenti pofas predndSok maji moznost sa obozndmit
s procesmi ziskavania, spracovania a interpretdcie marketingového vyskumu. Vel-
mi vhodnou a v praxi marketingového vyskumu dnes uz nevyhnutnou poziadavkou
je zapojenie informacnych technolégii. Tieto nachddzaji uplatnenie v celom proce-
se realizdcie marketingového vyskumu poc¢nic identifikovanim potreby nedostatku
konkrétnych informacii pre manazérske rozhodovanie az po realizdciu samotného
prieskumu v praxi formou elektronického dopytovania, vyuzitia technickych pro-
striedkov v procese pozorovania a nasledne spracovania ziskanych tdajov. KedZe
zdsadnym problémom v marketingovom vyskume je dodrzat zdakladné principy - ob-

jektivita, etika a systematika marketingového vyskumu (Richterova 2006, s. 12-14)
a stcasne je mozné zaznamendvat tlak na zvySovanie efektivity realizacie aktivit
marketingového vyskumu obzvlast v podmienkach medzindrodného marketingu,
stdva sa vyuzitie vypoctovej techniky nevyhnutnostou. Problém vo vyucovani na-
stdva s obmedzenymi uzivatelskymi pravami, ako aj s moZnostou vyuzitia réznych
platforiem komercénych aj volne pristupnych pri realizacii elektronického dopytova-
nia ako napriklad qualtrics.com (2016), surveymonkey.com (2016) alebo google docs
(2016). V stcasnosti neexistuje univerzitnd platforma pre realizdciu elektronické-
ho dotaznika pre studentov na Univerzite Komenského v Bratislave. KedZe vyuzitie
komercénych aplikacii je pre Studentov obmedzené, nemaju tak priestor plne vyuzit
vSetky moznosti, ktoré by za bezZnych okolnosti v business sfére mali k dispozicii.
Ide hlavne o problém spustenia WEB aplikacii tak, aby tam mohli na nich realizovat
najmai zber tdajov, ich kontrolu, cielené zameranie na poZadovany segment respon-
dentov, ¢i ako uvadza Vil¢ekova (2010) zabezpecenie velkosti vzorky.

Navrhované rieSenie: Virtualizdcia vytvori niekolko databazovych serverov
a prezentacnych serverov zaloZenych na odli§nych technolégiach, ako je napr. PHP,
MySQL alebo MS SQL, .NET 4.X. Sprdvca siete vytvori viacero image virtualizovanych
systémov, pretoze si vyzaduji prvotne mnozstvo nastaveni a bezpe¢nostnych politik.
Vyucujici tieto image potom moze lubovolne nasadzovat, pricom §tudentom poskyt-
ne plnohodnotné pristupy tak, ako by ich mali realizované v business sfére. Tak sa
d4 aplikovat mnozstvo pripadov nasadenia vypoctovej techniky pri marketingovom
vyskume. Marketingovy vyskum by takto presnejsie reflektoval pozZiadavky na mar-
ketingovy manazment v rozsahu novych pristupov ako uvadzaji Pajtinkova a Gubi-
niova (2014), ale aj v ochrane znaciek ako uvddza Smolkova (2014), ¢i pri komunikacii

vernostnych programov v maloobchode (Seliga a Starchoii 2013).

Inovaicia vyucby: Tak ako v predchddzajiicom pripade je mozZnost aj tu reali-
zovat tzv. Studentsky battle v sandboxe. Tento sp6sob realizicie je vhodny pre §tu-
dentov na uvedomenie si, Ze aj zdanlivo jednoducha operacia zberu dat napriklad
cez elektronicky dotaznik alebo zapojenie technickych prostriedkov pri pozorova-
ni mo6ze predstavovat velmi velké bezpecnostné riziko. Realizécia takéhoto sposobu
vyucby Studentom prinesie priame skiisenosti s nasadenim vypoctovej techniky pri
realizdcii aktivit marketingového vyskumu, ¢o doteraz bolo mozné iba vo velmi ob-

medzenej miere.

Zaver Mimoriadne délezity aspekt virtualizacie vo vyucbovom procese je, Ze
vyucba sa dostala do miesta, kde zdroje spolo¢nosti nie st dostacujtice na poskytova-
nie zodpovedajicej hardvérovej vybavy pri zodpovedajticej softvérovej skladbe a nut-
nej pruznosti pri ¢asto sa meniacich poziadavkach na systémy vypoctovej techniky.
Paradoxne tento stav priviedol k postupu vpred, ¢o ma za ndsledok aj zvySenie irovne
vzdelania v tejto oblasti. Moderné hardvérové vypoctové kapacity st obvykle naklad-
né a pri zvySovani ich mnozZstva narasta pocet ludi, ktori sa ako administratori roz-

nych drovni musia o tieto prostriedky starat. Vyspelym vychodiskom z tejto situdcie



sa ukazuje aj zavadzanie virtualiza¢nych prostriedkov, ktoré by mohlo viest k zefek-
tivneniu celého vyucbového procesu.
Pre zarucenie ochrany privatnosti vyucujicich a studentov, bezpe¢nostia inter-
operability vymeny tdajov je vhodna:
| 1. ochrana informadcif Sifrovanim,
| 2. identifikdcia vyutujicich a $tudentov (stanovenie identifikdtorov),
| 3. ochrana, ktord zaisti, Ze sa k idajom nedostane nepovolana osoba (autenti-
fikdcia a autorizacie na réznych drovniach systému),
| 4. audit pristupu k zdielanym ddajom,
| 5. umoZnenie neadresnych vystupov pre potreby administracie systému,
| 6. dokonaly persondlny manaZment pre spravu systému od lokdlnych uzlov
az po centrum,
| 7. zvdZenie stupnia decentralizdcie a centralizdcie systému s ohladom na celd
§irku problematiky (ochrana dét, pristupnost dat, finan¢né ndklady, rychlost
pristupu, parcidlna nedostupnost dat a iné).

Treba si véak uvedomit, Ze dokonaly audit moZe byt aj brzdou pre funkénost systému.
Bolo by vhodné skonstruovat karuselovy mechanizmus pre parcidlne audity vykona-
vané v roznej Skale sledovanych aktivit, ktory by nepravidelne nahodne vyberal vzdy
iba urcitd cast ukazovatelov tak, aby tym netrpela funkénost systému. TieZ je potreb-
né zabezpecit pravidelnd kontrolu log stiborov a ich pravidelntd archivaciu.

Sluzba by mala zabezpecovat vyucujicim a Studentom adresny pristup k vybra-
nym virtualizovanym prostriedkom a narabat s nimi pri vyucbovom procese, rieSeni
zadanych vyucbovych projektov a inych aktivitach sdvisiacich s predmetom vyuc-
by. Vedlajsim efektom sprivy vedenia virtualizovanych prostriedkov je ¢asova nena-
rocnost a fakt, Ze idaje zaznamenané do systému nie je nutné vkladat viacndsobne.

Pozndmky | Notes V texte boli pouzité tieto zdkladné pojmy a skratky: HW - hardvér (hardware); SW - softvér

(software); TCPIP - transfer control protocol internet protocol
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CHANGE PROCESS IN THE CONTEXT
OF CORPORATE COMMUNICATIONS:
STAGES FOR EXPLOITING THE
POTENTIAL OF SOCIAL MEDIA

Many companies waive even to its use of social media, because they are afraid

of losing control over their communications and their benefits concerned.

It must be admitted honestly that companies have already lost this control

by the various possibilities of Web 2.0. The messages of the sender as well as
the reactions of the recipient on the given messages cannot or only partially
be controlled. The reactions of the people in the social web can thus be

neither controlled nor purposefully reliably predicted. To trigger and use viral
effects, the control must be issued. Thereby is some unpredictability because
of the fundamental properties and forces of social media: the relationship

and exchanges between people. The loss of control is new and unfamiliar to
businesses because the media Social Media sets itself apart from the previously
used controllable communication channels. The implementation of a change
management is a requirement that companies can succeed utilize the potential
of social media. Established thought-, action- and organizational structures
need to be reconsidered, given to the power shifts in the dialogue between
companies and their stakeholders.

Introduction

»,The only constant is change” is a famous quote by Greek philos-

opher Heraclitus. This is true, then as now. Changes are taking place more and more
rapidly, and thus the rate at which companies must adapt to this change. Following
the principle of ,survival of the fittest” according to Darvin only those systems sur-
vive, that have a high ability to adapt to changing conditions. The complexity of the
environment is characterized for example by the long ever-increasing globalization,
the development of information technology or demographics. The more the frame-
work changes, the more organizations also need to change. Just so they can be suc-
cessful in the markets of the future (Peclum 2012, p. 49).

1. Definition Change-Management Under Change Management all tasks,
measures and activities are summarized, that are intended to bring a comprehen-
sive, cross-sector and content far-reaching change in an organization. These are used

to implement new strategies, structures, systems, processes or practices. At a con-

ceptual level, change is a matter of moving from one state to another, specifically,
from a problem state to a solved state in a planned, orderly fashion. This essential-
ly means to leave the current state, to occupy a new one and to have some structured
and organized processes to get from one to the other. The aim is to effectively im-
plement new methods and systems in an ongoing organization. The focus of change
management is on the design of the path to the destination and not in the application
of methods and procedures of the strategic target planning. Change Management is,
as opposed to strategic management, which seeks an optimal adaptation to the envi-
ronment, a task that is mainly aimed inward, on the members of the organization to
be converted. The aim is to implement the derived optimal adaptations based on the
strategic management (Lauer 2014, p. 4).

Lewin's 3-Stage Model of Change - Although any profound change is always
unique in their complexity, so it is based on the experience firmly with various
change processes, that change processes follow recurring patterns respectively dif-
ferent basic principles. The most famous and oldest model comes from Kurt Lewin.
His three stage theory of change is commonly referred to as: Unfreezing, Moving,
Freezing (Peclum 2012, p. 69).

| Unfreezing. Under unfreezing Lewin understands how to prepare a change.

The unfreezing stage is probably one of the more important stages to under-
stand in the world of change we live in today. This stage is about getting ready
to change. It involves getting to a point of understanding that change is nec-
essary, and getting ready to move away from our current comfort zone. This
first stage is about preparing ourselves before the change. The more we feel
that change is necessary, the more urgent it is, the more motivated we are to
make the change.

Moving. In the second phase the company is passing over to the new level. The
introduction of new group standards is reinforced by direct intervention of
those responsible and by training and monitoring of the process. Lewin was
aware that change is not an event, but rather a process. He called that process
a transition. Transition is the inner movement or journey we make in reac-
tion to a change. This second stage occurs as we make the changes that are
needed. People are "unfrozen" and moving towards a new way of being.

| Freezing. The last phase is the solidification of "getting used to" of the group.
The new process must be fully seated and naturally included. This is ensured
by continued monitoring via the introduction phase, whether the process
works and is maintained. Lewin refers to this stage as freezing although a lot
of people refer to it as 'refreezing’. As the name suggests this stage is about
establishing stability once the changes have been made. The changes are ac-
cepted and become the new norm. People form new relationships and become
comfortable with their routines.
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FIGURE 1: LEWIN'S 3-STAGE MODEL OF CHANGE; SOURCE: LEWIN 1958, P. 210

In addition to the phases it is essential to know basic error- or success factors of a
change process and to take them into account in the management of the change
process.

Success factors in the change process - a clear definition of vision and goals is very
important at the beginning of a change. If this is not the case, so it lacks the parties
to orientation and a basic understanding of the meaning and the need for change. It
is important to define both the orientation and premises of the change and the rea-
sons behind it and to communicate on a broad basis. The aim must be to create a
broad awareness of the problems standing behind the change and to give the parties
concerned orientation.

A change process also requires a high level of information and communica-
tion. Unclear, delayed or incomplete information within a change process often have
misunderstandings regarding objective and benefits of change on the part of staffto
follow. Rumours and emerging fears can also quickly arise pressure. Accordingly, it
is important to continuously maintain an open, lively and trusting communication
in the course of change (Doppler and Lauterburg 2008, p. 160).

Another success factor in change processes is linked to the responsible or
affected executives. Leaders must therefore not only stand uniformly behind the
change process, but also be able to deal professionally with the insecurity of affected
employees, to engage and to win them for the planned change.

It's a crucial factor, to participate managers and employees as early as possi-
ble in the refinement of change. The ways of doing this are manifold; a possibility,
for example, is the integration of individual representatives in the project organiza-
tion. This allows integrated different perspectives in the process, and ultimately an
increased acceptance of the forthcoming changes.

Further, not less relevant success factors are cited flexible planning and reg-
ular monitoring of the process and a profound anchoring of change. Accordingly, it
is necessary to take into account in the planning of the process that major changes
often take years to complete and therefore in its design must be flexible enough, to
adapt to changing needs and circumstances.

Risks in the change process - the ability to change is one of the success factors
of a company. But wherever people work, it is not done with the pure implementation

3]
Experimental phase

of change projects: The human being is, as soon as the change relates to him person-
ally, skeptical and fearful. Active and passive resistance is often the result.

Missing information, no matter the reason, provide plenty of opportunity for
misinformation, misinterpretations, own opinion and agitation. Some employees
make their own impression of the project before it was ever substantiated. For many
people, changes put considerable strain. The usual security and stability is ques-
tioned (Lindinger and Zeisel 2013, p. 137).

The main factors for failure are the lack of commitment of the top manage-
ment levels, followed by unclear target images and visions of change processes and
the lack of experience of the managers in dealing with the uncertainty of the employ-
ees concerned. Thereby management becomes a central element of control! Other de-
terminants, such as disagreement among senior executives, a lack of support from
line managers, insufficient opportunities to cope with anxieties and resistance as
well as the fundamental neglect of psychological factors in regards to project plan-
ning, make clear that psychological factors are particularly critical to the success of
change processes (C4 Consulting/Technische Universitdt Miinchen 2007, p. 31).

The implementation of a change management is a requirement that companies
can succeed utilizing the potential of social media. Established thought-, action- and
organizational structures need to be reconsidered, given to the power shifts in the
dialogue between companies and their stakeholders (Kreutzer 2014, p. 1).

2. Stages for exploiting the potential of social media In what stages the pro-

cess or the integration of social media can develop, shows figure 2.

- Sporadic use of
social media

- Partly as an alibi
commitment

- No clear budget
allocation

- Commitment
of helpers, for
social media

- No Commitment
for Social Media
available

- Start of the first social
media applications

- Restricted use of staff
and budget

- Guidelines and
monitoring are used

Lack of an overall stra-
tegy for the incurred
social media activities

- Potential of social
media for the entire
company is not seen

- Targeted provision of staff
and budget for the social
media Engagment

- Organizational integration
in a functional area is given

- Potential of social media for
the company is recognized

- Overall strategy for the in-
curred social media activities
is available

- Social media KPIs for mana-
gers and employees in use

- Social media Engagment per-
meates the entire organization

- Guiding principle: Everyone
is responsible for a better
performance of the company
in soctal media”

- Organizationally, the tasks of
the social media engagements
are anchored in different
divisions

- Company's activities are-
customner related - anchored

FIGURE 2: STAGES FOR EXPLOITING THE POTENTIAL OF SOCIAL MEDIA; SOURCE: KREUTZER 2014, P. 10
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The social media newcomers are mainly to be found in the stage 1: Experimental
phase. Here it comes - often without dedicated allocation of human and financial
resources - to initiate first steps without any real corporate commitment (Kreutzer
2014, p. 9).

The social media pioneers who deal a bit longer with different social media ap-
plications, are often found in the stage 2: Construction of social media Islands. Here
social media applications are started within the company with limited human and
financial use. A social media overall strategy is not visible even in batches; neverthe-
less first Guidelines are created and monitoring tasks are processed.

Some of the social media Pioneers are already in transition to stage 3:

Establishment of social media as a singular corporate process. In these compa-
nies, the great potential of social media has been recognized for hedging and expand
its own business area and anchored organizationally in functional form. Staff and
budget are - oriented to the objectives to be achieved - provided.

Stage 4: Social media permeates the entire organization represents the most
complete form of organizational implementation of social media marketing. Here
the company-wide commitment in social media covers the entire organization - so
asit's the case today in a market-oriented business management. The activities in so-
cial media have to give up their close ties to a functional area and penetrate the en-
tire organization (Kreutzer 2014, p. 9).

It is understandable that the requirement of a change management is partic-
ularly strong in the first three stages in this process. Finally, the existing organi-
zational and operational structures must be comprehensively developed. Not only
existing information and process silos have to be set up, but also responsibilities
have to be changed, that no longer meet the new demands of social and digital age
(Kreutzer and Land 2013, p. 228).

3. Survey along sanitary traders In a snap poll in March 2016 following ques-
tion was asked: ,In what stage of the integration of social media is your business?” Of
the four questions one answer could be chosen.
Interview participants (n): 60

Survey method: online

Survey period: March 2016

Respondents for the snap poll are decision makers and users who work in small and
medium enterprises in the sanitary business. The questionnaire is generated by us-
ing a survey software that runs on a web server. To fill in the questionnaire, the re-
spondent has to go to the corresponding internet address. The multiple participation
in the survey is excluded by matching the IP address.

Stage 1: First uncoordinated tentative steps in _ 50
the Social Media. e
Stage 2: Construction of social media Islands. - 16.929%
First Social Media Guidelines. ioaids
Stage 3: Establishment of Social Media. Staff - 18.46%
and budget are provided. SR

St 4: Social media tes the enti
age ocial media permeates the entire - 13.85%
orgamzation.

0% 10% 20% 30% 40% 50%

7%

60%

FIGURE 3: IN WHAT STAGE OF THE INTEGRATION OF SOCIAL MEDIA IS YOUR BUSINESS?; SOURCE: AUTHOR

Stage 1: First uncoordinated tentative steps in the Social Media. 50,77%

Stage 2: Construction of social media Islands. First Social Media Guidelines. | 16,92%

Stage 3: Establishment of Social Media. Staff and budget are provided. 18,46%

Stage 4: Social media permeates the entire organization. 13,85%

TABLE 1: IN WHAT STAGE OF THE INTEGRATION OF SOCIAL MEDIA IS YOUR BUSINESS?; SOURCE: AUTHOR

Target of the survey - Social media marketing means mainly the long periods build-
ing of customer relationships, creating loyalty and trust as well as the sustainable
improvement of the image and brand awareness. The available online tools enable
rapid response to possible negative developments and provide businesses therefore
the opportunity to quickly take countermeasures (Scott 2007, p. 20). Social media
marketing is marketing through the targeted use of social media to publish user-gen-
erated posts and to exchange information. It is thus a form of marketing, which aims
own marketing objectives through the use of and participation in social communica-
tion- and exchange processes through standard web applications and technologies to
achieve (Hettler 2010, p. 38). The aim of the survey was to find out how targeted small
medium sized enterprises use social media.

Result of the snap poll - The snap poll consisted of a question and four possi-
ble answers, of which one response could be chosen. About 50% of the participants
responded that they are at level 1, and take the first tentative steps uncoordinated
in the social media. Nearly 17% are in stage 2 and build first social media islands in
the company. First Social Media Guidelines are available. 18,46% of respondents al-
ready established social media in the enterprise and provide staff and budget. In
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this third stage the great potential of social media is detected and used by the com-
pany to hedge and expand its own business unit. In at least about 14% of the compa-
nies social media permeates the entire organization. These companies in stage 4
utilize the most comprehensive form of organizational implementation of social me-
dia marketing.

4 Limitations and outlook The survey is a scientific method by which infor-
mation about the level of information, opinions, values, behavior of people or basic
demographic data are to be obtained. As a scientific method, they must be carried
out according to strict rules. Survey forms as Polls do not meet the academic require-
ments. Since the survey was carried out only under specialist dealers in the sanitary
sector, it gives a good impression about the current state of integration of social me-
dia within the organizations.

More than half of the companies are still in the first phase of uncoordinated
tentative steps in the social media. By moving up of young people into working life,
the opening up to social media will continue to forge ahead. Young people use the so-
cial media self-evident. They cannot be an indispensable part of everyday life, thus
they will increasingly find its way into the companies.
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Résumé

Proces zmeny v kontexte podnikovej komunikdcie: Stupne pre vyuZitie potencidlu socidlnych médii

Mnoho podnikov sa dokonca vzddva vyuZivat socidlne médid, pretoZe sa obdvaiju straty kontroly nad vlastnou komunikdciou aj s tgm pri-
slichajiicimi vghodami. Je potrebné dprimne pripustit, Ze spolocnosti uZ stratili tito kontrolu pri r6znych moznostiach Webu 2.0. Sprd-
vy odosielatela ako aj reakcie prijemcu na tiito sprdvu neméZu byt tiplne kontrolované, alebo ak, tak len Ciastocne. Reakcie ludi na so-
cidlnom webe teda neméZu byt ani riadené, ani dcelne a spolahlivo predvidatelné. Pokial je potrebné spustit a pouZivat virdlne efekty,
musi byt zabezpecend kontrola. Nepredvidatelnost v komunikdcii vychddza zo zdkladngch vlastnosti a sil socidinych médii: vztah a vy-
mena medzi [udmi. Strata kontroly je novou a nezndmou pre podniky pretoZe socidlne médid sa odliSuji od predtgm pouZivangch ko-
munikacnych kandlov. Implementdcia manaZzmentu zmeny je poZiadavkou na to, aby podniky mohli tspesne vyuZivat potencidl socidl-
nych médii. ZauZivand myslienkovd a akénd organizacnd Struktira md byt prehodnotend vzhladom k posilneniu dialdgu medzi podnikmi

aich zicastnengch strdn.
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TEXT | SASHO BELOVSKI, EVA CASLAVOVA PRiSPEVI(Y| CONTRIBUTIONS

ADVERTISING RESHAPED - NEW
TRENDS BRING NEW CHALLENGES.
HOW TO COPE WITH THEM?

These days we are used to start our research papers, presentations, or business
meetings that regard advertising with a deeply embedded presumption of and
confidence in our knowledge about it. Throughout the modern history, each
generation built its own understanding on this subject, reflecting the time

and circumstances they lived in. What is interesting to observe is how each
generation has the same confidence in knowing, but the knowledge itself is not
the same. These occasional and gradual switches in understanding advertising
are qualified by some as smooth development, and by others as big paradigm
shifts.

1. Introduction

Authors approach advertising from their own aspect, time,
and point of interest. For instance, Cheong, De Gregorio, and Kim (2014, p. 345-347)
see advertising as ,an intuitive, visible, and concrete solution to declining/stagnant
sales or an added driver of continuing success when sales are increasing”. In addi-
tion, Richards and Curran (2002, p. 63) see in it ,the activity of attracting public at-
tention to a product or business, as by paid announcements in the print, broadcast,
or electronic media“. Cramphorn (2014, p. 571) thinks that ,the purpose of advertis-
ing is an attempt to strengthen positive brand feelings, i.e. to increase brand bond-
ing in order to enhance long-term purchase intent. It is generally presumed this will
happen following exposure to an ad”. According to the literature of Rosengren and
Dahlen (2015, p. 4), ,advertising can be thought of as an exchange of value between
advertisers and consumers, and the value offered to consumers in advertising will
determine whether it is attended to”. Those that over the years preferred to tease
with advertising as a concept threw around few thoughts which Richards and Curran
(2002, p. 63) summarized and showed how for someone advertising was ,selling corn
flakes to people who are eating Cheerios, for others ,a symbol-manipulation occupa-
tion”, or ,the cave art of the twentieth century”, or simply ,the life of trade”.

If we continue in this direction and follow the development of the understand-
ing of advertising throughout the years, we will probably conclude the research with
the concept of social media as the latest trend praised among advertisers. It can be
argued that it is indeed social media that these days stands as a proud representative
of new media, which overall stands against traditional advertising.
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This ,war” between traditional advertising and new media is the main point for dis-
cussion in the work.

2. Goal and Methodology
write on this subject was brainstorming on questions such as: will new media ever

Our initial mental position that sparked the idea to

substitute traditional advertising? Can they coexist and merge in more complete con-
cept? Are new trends really solving the problems of traditional advertising and aren’t
they bringing along their own challenges to cope with? Aren’t we becoming blinded
by the appeal of new technologies used in advertising? Don't we take for granted the
success they promise, failing to notice or ignoring potential drawbacks and misuse?

The nature of the studied subject is in favor and requires qualitative research.
We are not collecting large samples of opinions from random respondents, and de-
riving to conclusions based on matrix-like cross fitting of answers and feedbacks. In-
stead, referring to Hendl (1999), we are absorbing knowledge by qualitative analysis
of focused studies characterized by expert opinions and results. Hence, the tone is of
narrative format, whereas the discussion of the findings is interconnected through-
out the analysis itself.

3. Research and Discussion 3.10pening a New Chapter in Advertising
There is a very interesting claim that ,in recent years, a number of scholars have ex-
pressed concern about...the progression of advertising as an academic field” (Kyong-
seok at al. 2014, p. 296). The source of this concern is that although there are studies
of scholarly publishing, since 1988, few attempts have been made to comprehensively
analyze the progression of academic advertising research. This slow pace does not fit
the academic needs since we know that the most influential definitions of advertis-
ing are describing it as ,a dynamic, continuously developing activity” (Tomiuc 2015,
p. 4). In fact, it seems that advertising is turning into an ad-hoc science, as even older
quotes refer to the basic principles of advertising which even in 1923 asserted that ,it
may not be of great value to devote a large amount of space to analyzing and discuss-
ing the history of a subject when we are primarily interested in the practical prob-
lems on the present day” (Norris 1980, p. 10). And as we will see further, indeed there
are a lot of open questions to be addressed.

Influential theories from the 1960s, still dictate today that ,advertising takes
people from unawareness to awareness, from awareness to comprehension, from
comprehension to conviction, from conviction to desire and from desire to action”
(Wood 2014, p. 213).

In 1994, some authors were predicting the death of traditional, outbound ad-
vertising stating that ,by the year 2010, new media and the new marketing will be the
dominant paradigm” (Petrescu and Korgaonkar 2011, p. 208). While these days tradi-
tional advertising is still up and running, the second part of the prophecy is not far
from the truth. Truly, what has been considered as new and perceived as challenge in
those days, might be something that is seen as common and straightforward today,
such as the reality that back then even ,professionals may find it challenging to pi-
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geonhole some activities, such as word of mouth and product placement in movies”
(Richards and Curran 2002, p. 63).

The challenges of today’s advertising seem to be even more sophisticated and
demanding. For instance, we have authors that reconfirm the obvious perception
that ,consumers live in a complex media environment, however, with many activ-
ities competing for a limited amount of attention” (Spotts et al. 2014, p. 465). Then,
there are authors that don't just deal with this situation, but challenge it even fur-
ther to consider that ,emotional campaigns are more profitable than rational cam-
paigns, and that attention is “not always necessary” and “not always sufficient” for
success” (Wood 2014, p. 212). In fact, Caslavova, Dvorak, and Voracek (2014, p. 61), focus-
ing on the question why companies might leave a sponsorship relationship, reached
a conclusion that one of the major three reasons was because ,advertising seemed
to be ineffective”. Therefore, to present ,a motivating and modern offer of product
that would match continuous requirements of companies” marketing and commu-
nicative targets is still alpha and omega of the success rate of sponsorship contracts
conclusions” (Caslavova and Dvorak and Voracek 2014, p. 58), especially as big and me-
dium companies paid lot of attention to proving the efficiency of sponsorship.

The first challenge that comes to the minds of those involved is the question
of advertising spending efficiency (ASE) which evolved into an “overspending per-
spective” and the “smart manager perspective”. Cheong et al. (2014, p. 344) explain
the first view which ,predicts that due to various client - and agency-side incentives
and reward structures, as well as the increasingly complex media environment, over-
all ASE would continuously remain low over time”, whereas the second one ,(broad-
ly adapted from the organizational learning field) leads to the opposite conclusion:
Overall ASE will improve over time as successful organizations and their advertis-
ing/marketing managers learn from past experience and data, thus calibrating their
efforts” (Cheong et al. 2014, p. 344). However, one should not be illusioned to link
the overspending with traditional and the smart with new as findings suggest that
US advertisers inefficiently overspent in the period from 1985 to 2012 by an average
of 34%, where the ,Internet, a medium highly praised and utilized for the amount
and depth of consumer data it generates, has not impacted overall efficiency in any
meaningful way (Cheong et al. 2014, p. 344).

3.2 Facts and figures as indicators of trends and challenges

Many market-
ing experts, and especially the large audience, would put their bet on the expectation
that most of the advertising today is done through new media. Truly, ,in 1997 the In-
ternet’s share was less than 1%; but that share has risen to approximately 20% today”
(Goldfarb and Tremblay 2014, p. 113), which clearly indicates that Internet advertising
has made dramatic gains in market share. However, the authors note that ,television
remains the largest advertising medium with a 40% share of total advertising spend-
ing” (Goldfarb and Tremblay 2014, p. 113), which might suggest that television could
keep up with modern trends, and even integrate and synergize with them through
modernization and creativity.

Further growth in the Internet advertising business is to be expected due to the ,pro-
liferation of different pricing schemes. In addition to the traditional pay-per-im-
pression (PPI; also known as cost per mile) pricing, many pay-for-performance (P4P)
schemes such as pay per click (PPC; also known as cost per click), pay per sale (PPS),
pay per action (PPA), and pay per lead are now prevalent” (Liu and Viswanathan 2015,
p. 609).

Nevertheless, not Internet, but Mobile advertising is one of the fastest grow-
ing advertising formats. ,In 2013, global spending on mobile advertising was approx-
imately $16.7 billion, and it is expected to exceed $62.8 billion by 2017 (Bart et al. 2014,
p. 270). This projection has solid grounds if we know that ,91% of the U.S. adult pop-
ulation uses some type of mobile phone, and 61% of U.S. adult mobile users have a
smartphone” and moreover ,in 2013, the average U.S. adult spent approximately 20%
of his or her daily media time on mobile devices (Bart et al. 2014, p.270). Notably, the
authors conclude, ,most of the forecasted growth in global digital advertising spend-
ing over the next few years is due to expected increases in mobile advertising, which
is anticipated to constitute approximately 36% of global digital advertising expendi-
tures by 2017“ (Bart et al. 2014, p. 271). At the same time we can say “wait; not so fast”.
,Despite strong interest, marketers” beliefs about the effectiveness of mobile adver-
tising seem to be at best mixed, if not negative. For example, the CMO Council’s sur-
vey of global marketing executives revealed that only 14% of surveyed marketers were
satisfied with how they were leveraging mobile advertising channels. Instead, 43% of
respondents reported that they were not satisfied with their mobile advertising ef-
forts, and 46% reported that they were reviewing the role of mobile advertising in
their organizations. Marketers nevertheless intend to keep searching for ways to use
mobile advertising effectively. For example, a survey of brand marketers revealed
that 69% of respondents expect to increase their use of mobile advertising in the near
future. Many companies, however, approach mobile advertising with a “spray-and-
pray” mentality—that is, placing advertisements without any sense of how effective
they will be” (Bart et al. 2014, p. 271).

Another new media which enjoys great success lately, and it is predicted to
have a great future, is social media. In fact, ,the rapid growth of social media has led
to speculation that it might supplant television as the primary mode of modern ad-
vertising. The exponential increase in spending on advertising in social media - from
$5.1 billion in 2013 to a projected $15 billion in 2018 - indicates that advertisers in-
creasingly are attracted to this medium” (Spotts et al. 2014, p. 455).

What is mutual and what bonds together all the traditional and new media, is
the common advertising goal to generate word-of-mouth (WOM). This preferred out-
come might not represent a new trend in advertising as such, but it is certainly ap-
proached with more strategic directions and studied with higher attention. In fact,
»,spending on marketing activities generating WOM in the United States was estimat-
ed at $1.54 billion in 2008 and expected to grow to an annual growth rate of 14.5%
until 2013“ (Cho et al. 2014, p. 100). These efforts actually develop a new trend in ad-
vertising, called behavioral targeting, which is becoming a sizable industry on its
own. Indeed, Jianqing and Stallaert (2014) estimated that ,online advertisers spent
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more than $1.3 billion in targeted advertising in 2011, and the figure is expected to
rise to more than $2.6 billion in 2014" (p. 430).

3.3 Viral Marketing - the initial spark that links traditional and new media
Viral marketing seems to have a crucial position in the interactive media environ-
ment, where ,consumers not only have more control over when and how they are
exposed to and process advertising messages but also actively generate and spread
market place information. Advertising scholars and practitioners have begun to ex-
plore how to use the expanded channels of consumer interactions for marketing
communication purposes” (Cho et al. 2014, p. 100).

Even though viral marketing might not be a new terminology and it existed asa
concept back in the era of traditional media, it certainly became more exposed, used
and misused, in connection and automatic association with new media. Petrescu
and Korgaonkar (2011, p. 216) differentiate several variations the term “viral market-
ing” includes such as word-of-mouth (the message is perceived as non-commercial),
word-of-mouse (positive or negative statement about a product or company spread
via the Internet), buzz marketing (message is initiated by a third party, but transmit-
ted from peer to peer), and viral advertising (message originating from an identified
sponsor using the Internet to provoke unpaid peer to peer communication).

At the end of the day, we can say that the key, but also the precaution, to suc-
cessful viral marketing is that fact that the ,source trust is a particularly impor-
tant factor in explaining viral advertising effects, because viral ad messages have
elements of both media advertising and interpersonal communication, which differ
greatly in regard to trust. The advertiser is the original source of an ad message, and
advertisements are usually viewed skeptically because their intention is to persuade
consumers to buy a product. However, viral messages are passed on from friends or
family members who are seen to have the consumers” best interests at heart. This
unique combination should, therefore, make source trust a particularly interesting
and important factor in determining viral advertising effects” (Cho et al. 2014, p.
100).

3.4 Behavioral advertising - an ace in the pocket? Or we are going too far?
Data collected from online advertising networks find that ,prices and conversion
rates (i.e., the likelihood of a click eventually leading to a sale) for behaviorally tar-
geted advertisements are more than twice as high as those for traditional advertis-
ing (Jianging and Stallaert 2014, p. 432). So, what is this behavioral advertising about?

This radical and recent innovation in targeted advertising, as these authors
say, is ,a technology aimed at increasing the effectiveness of advertising by online
publishers. Behavioral targeting uses information collected from an individual's
web-browsing behavior (e.g., the pages that they have visited or the searches they
have conducted) to select advertisements to display” (Jianqing and Stallaert 2014, p.
430). They even go further to hail this technique as the “Holy Grail” in online adver-
tising because of its potential effectiveness.

Truly, if we continue the chapter in this tone of voice, we can only praise this tech-
nique and celebrate another milestone in the history of advertising. However, we, as
consumers, might pause for a second and think, once we realize that ,a recent study
by The Wall Street Journal found that the nation’s top 50 websites install, on average,
64 pieces of tracking technology, usually without any notification to users” (Jianqging
and Stallaert, 2014, p. 430). Therefore, ,consumers might perceive personalized ad
content on such sites as more appealing and more aligned with their interests, but
they also may view it as both creepy and off-putting if they believe that the firm vi-
olated their privacy. These privacy concerns may lead to “reactance” such that con-
sumers resist the ad’s appeal. Reactance is a motivational state in which consumers
resist something they find coercive by behaving in the opposite way to that intend-
ed” (Tucker 2014, p. 546).

At this point, we can only admit that we are at the beginnings of understand-
ing, yet studying and solving these challenges. As we mention throughout this paper,
we believe that the correct way for coping with new trends is to stop comparing them
with traditional approaches and choosing the first or the second. Instead, we support
the idea to make attempts to combine them together, extract the best and suppress
the backdrops from each, and try to create a surrounding where they can coexist.

3.5 Comparing and choosing is out-fashioned; combining and synergy is the fu-

ture We seem to be preoccupied with the apparent need to directly compare
traditional advertising and new media. Many feel that after scrutinizing analysis
of each advertising vehicle, the next logical step is to choose between one or anoth-
er. Having this embedded approach as certain kind of paradigm, the outcome from
the decision making process of different advertisers would be rather polarized. At
the end of the day, both sides might be challenged as ,because some consumers have
shifted their media consumption away from television and toward various online
formats, a concern arises whether brand-building activities can be transferred easi-
ly across formats” (Draganska et al. 2014, p. 586).

To be fair, feedback from observing traditional channels and new platforms in-
dividually are still valuable and necessary, especially taking into account the goals
and objectives the advertising message aims to achieve. For example, traditional
models of brand communication campaigns are measured by recall and recognition.
,In the digital environment, brands now must use advertising to establish interper-
sonal connectedness through “taxability” and sharing” (Spotts et al. 2014, p. 457).
With Internet advertising, however, new technologies track advertising exposure and
sales at the individual consumer level” (Goldfarb and Tremblay 2014, p. 114). However,
when the Internet truly became a core advertising medium, the level of inefficiency
has risen to its highest levels across our 28-year time span” (Cheong et al. 2014,
p. 355).

Now, while we are in a very early phase to claim that the advertising (r)evolu-
tion and future relies on a successful synergy between various old and new advertis-
ing channels, we can suggest some indicators which boost confidence.
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As a starting point we can take the observation that ,the current marketing
environment is characterized by a surge in multichannel shopping and increas-
ing choice of advertising channels. This situation requires firms to understand how
advertising in one channel (e.g., online) influences sales in another channel (e.g.,
offline)” (Dinner et al. 2014, p. 527). The authors, in fact suggest that ,online and of-
fline advertising, like online and offline purchase channels, should not be managed
in silos. Cross effects suggest that online ads can be used as a way to grow the of-
fline channel, and this requires cooperation and coordination” (Dinner et al. 2014,
p. 527). For instance, they say, ,it is not uncommon for customers to use the Inter-
net as a “channel” and the offline store as the “purchase channel” (Dinner et al. 2014,
p. 528).

Hence, we are curious to see if online as a synonym for new, and offline, as a
synonym for traditional, can be combined, and we would like to inspire scholars and
practitioners to think in this direction when creating their advertising plans. Hence,
at this point we can present one example as a starting platform for further develop-
ment of ideas.

Namely, the study of Spotts et al., (2014, p. 454) ,found evidence that the rela-
tionship between traditional television advertising and online social-media conver-
sations was reciprocal, with both media platforms working in tandem to enhance
brand engagement”. Moreover, the connections of these two media platforms seem
to coexist better, and change the consumer behavior better, in comparison with the
relationships among other media. Furthermore, television advertising seems to re-
vive its interest among the public due to its ability to develop brands and to reinforce
social media efforts. In practice, ,many advertisers are using their advertising to
encourage interactive online behaviors through technologies such as hashtags, QR
codes, and other links. Their efforts have been supplemented by the enhanced Web
applications of mobile and tablet platforms” (Spotts et al. 2014, p. 455). These effects
would be tied to traditional measures related to memory, liking, persuasion, and/or
behavioral response” (Spotts et al. 2014, p. 457).

This goes perfectly hand in hand with our next opinion that dares to ask ,who
isin charge”?

3.6 Advertising voluntarily approached by consumers. A dream or reality?
Spotts et al. (2014, p. 457) introduce a new approach to understanding advertising.
They claim that ,we have entered into an “age of engagement” with social currency
being a primary objective”. In this regard, ,advertisement engagement is a critical
factor, as engaged consumers more likely will attend to—and process—advertising
and talk about brands” (Spotts et al. 2014, p. 456). “Engagement” actually has no estab-
lished universal definition or measurement, even though it is a concept that receives
much scrutiny among marketers and marketing researchers. One way to analyze this
approach is to link “engagement” with the evolution of advertising from involuntary
to voluntary. In this regard, ,we acknowledge what many consider to be a paradigm
shift in advertising, in that advertisers increasingly rely on consumer willingness
to voluntarily approach advertising” (Rosengren and Dahlen 2015, p. 1). If advertisers

want to embrace this new paradigm as their bet for successful future, they need to
ask themselves “who is in charge?”. Moreover, they need to give up the assumed rights
to control their advertising efforts, or at least understand as fast as possible the fact
that the market (r)evolution is tacitly passing those rights to the opposite end, i.e. to
the consumers. Truly, the Internet, and later the social media has changed the rules
of the game, adding interaction, targeted communication, and better evaluation, all
at lower cost. ,Social-media advertising uses social communities, such as social net-
works and virtual worlds as an advertising medium, just as traditional advertising
focuses on the television platform” (Petrescu and Korgaonkar 2011, p. 213), only now
the consumer is in control. Hence, for example, social conversations reflect high au-
dience engagement where people not just tolerate the advertising, but seek it out and
embrace it (Spotts et al. 2014, p. 456).

In fact, advertising research has, to date, ,somewhat paradoxically focused on
consumer advertising avoidance behaviors - for instance, by investigating how cer-
tain programs influence ad avoidance, perceptual tricks to capture attention dur-
ing incidental exposure, and/or any brand effects that may occur in spite of such
avoidance” (Rosengren and Dahlen 2015, p. 1). The authors define this advertising
avoidance as ,all actions. . . that differentially reduce their exposure to ad content”
(Rosengren and Dahlen 2015, p. 3), but they rather urge that less is known about the
flipside - namely, what causes consumers to willingly increase their exposure to cer-
tain advertising content.

As mentioned earlier, we are only at the beginning of exploring this new par-
adigm of emotional engagement and the concept of switching from involuntarily
to voluntarily approaching advertising. Furthermore, the elaborated studies have
focused only on certain aspects of willingness to approach; additional studies are
needed to ,explore advertising approach in terms of willingness to process, willing-
ness to interact with, and willingness to pass on advertising” (Rosengren and Dahl-
en 2015, p. 11).

3.7 Can we dare to challenge the definition of advertising?

,The definition of
advertising has never been more unclear” quote Campbell et al. (2014, p. 7) referring
to the feelings of many contemporary authors and advertising experts.

One of the most interesting aspects is to observe how every word and notion
can be interpreted, taking into account changes in practices or development of
trends over time. ,Traditional definitions of advertising include a series of elements
that distinguish the field from others. Each innovation in communication has been
used for advertising, and in some way, each has changed advertising, which in turn
has changed the set of elements used in its definition. However, there are or should
be some essential elements that determine whether an activity is advertising” (Rich-
ards and Curran 2002, p. 63).

Having in mind that there are more than one definitions of advertising, and
hence more approaches to challenge and criticize, we will point out the work of Rich-
ards and Curran (2002), who chose to analyze one of the most accepted definitions,
which originally says that ,advertising is a paid non-personal communication from

21



22

an identified sponsor, using mass media to persuade or influence an audience” (Rich-
ards and Curran 2002, p. 64). If we put Internet into the equation, as the most obvious
new technology, then advertising becomes more “personal” and calls the “non-per-
sonal” element into question. Next, ,merchandising, or putting an ad message on an
article of clothing or other product, can pass ad costs to a consumer who buys that
product. So the question of whether a definition need to include “paid” is also prob-
lematic if we interpret “paid” to mean it is a cost to the advertiser. But if we interpret
it as cost to anyone, then this element probably would encompass every marketing
communication, including public relations” (Richards and Curran 2002, p. 66). Fur-
thermore, they prefer to substitute “identifiable” for “identified” to accommodate
the problem of teaser ads, and so as well chose to use “source” instead of “sponsor”,
while omitting the unnecessary word “influence”. “Mass media” is replaced by “medi-
ated”, and “non-personal” is dropped. Finally, a broad call to action is added. Hence,
the authors derived a “non-consensual” but still “majority opinion” modified defini-
tion which says that ,advertising is a paid, mediated form of communication from an
identifiable source, designed to persuade the receiver to take some action, now or in
the future” (Richards and Curran 2002, p. 74). The definition retains “paid” and “per-
suade” which authors and panelists in the research considered important. Indeed,
the most notable changes are the removal of “non-personal” and “mass”, which wid-
ened it to embrace the Internet.

The above mentioned example is just one of the ways to challenge traditional
definitions of advertising. New trends and practices will only further question the
way we approach and experience the industry. For instance, ,buffeted by falling read-
ership - and corresponding falls in advertising revenue - the news media also blur the
definition of advertising. Eager for new sources of revenue, many publications have
shifted from selling advertisements to also selling editorial control” (Campbell et al.
2014, p. 7).

4. Conclusion Advertising industry is developing at such a rapid pace that
scholars don't manage to catch up on studying all the aspects. It seems that advertis-
ing absorbed an ad-hoc image where the market learns as it goes, without a possibil-
ity to systematically assess if the industry drives in the right direction and if all the
innovations bring the expected results. Marketers and advertisers are left to be driv-
en by their own gut feelings whereas market researches and business analysis serve
rather as comforting alibi instead of substantial contributors to the decision mak-
ing. Indeed, this work shows that facts and figures on traditional and new media ad-
vertising might bring only more confusion, as every positive inclination towards any
of them can be instantly discharged with an adverse evidence.

As future expectations are that this fast development will keep the same pace,
we aim to convince those involved, or at least provoke, to look at traditional and new
media not as subjects for comparison, but as items that can be combined, synergize,
work together, and help each other. At the end of the day, both approaches are just ve-
hicles for achieving common goals.

These views and opinions, we believe, might give the impulse to the notion of
“advertising equity”, a terminology that in fact already exists, and a concept that
should make the life of advertisers easier in terms of planning and forecasting, and
should help scholars in their efforts to academically progress the (r)evolution of
advertising.
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PRISPEVKY | CONTRIBUTIONS

ZELENA RESENI

TEXT | MARTIN DOLEJSI, EVA JADERNA, JANA PRIKRYLOVA

V AUTOMOBILOVEM PRUMYSLU

JAKO SOUCAST SPOLECENSKE

ODPOVEDNOSTI FIREM

Spolecenska odpovédnost firem je v marketingu stale diskutovanéjSim
tématem. Jeji soucasti je kromé socidlni a ekonomické oblasti
pravé ochrana Zivotniho prostiedi, tedy environmentalni

odpovédnost. Ve spojeni s automobilovym primyslem jde pfedevsim

o vyvoj automobili v oblasti emisi. Tento éldnek se zabyva otdzkou
zelenych Feseni, ktera na svétovém trhu funguji a méla by se stat

soucasti novych strategii vétsiny vyrobcii v rozvinutych zemich.

1. Spolec¢enska odpovédnost firem —— Spolecenska odpovédnost firem (ang. Cor-
porate Social Responsibility) je z obecného pohledu chipdna jako ,vyuziti podnikani
pro vytvoreni lepsiho svéta” (Hes 2014, s. 279). Tim se podnik stdva zajimavéjsim ne-
jen na spotfebitelském trhu, ale také na trhu B2B. Aktivity, které z formulované stra-
tegie vyplyvaji, jsou komplexni. V rdmci spolecenské odpovédnosti firem je kladen
diiraz na zdkonné, etické a spolecensky odpovédné jedndni. Firma mus{ zajistit zna-
lost a dodrZovani prislusnych zdkont vSemi zaméstnanci, eliminaci jednoznacné ne-
etického jednani v rdmci podnikani a vykazovan{i urcitého spolecenského povédomi
béhem jedndn{ se zdkazniky a ostatnimi stakeholdery (Kotler 2013).
Zaznamenavame dva pristupy k firemnim strategiim tvoificim zaklad pro
vyhledavani feSeni spolecenskych problémd a problémt Zivotniho prostiedi, a to
pristup reaktivni a proaktivni. Reaktivni pfistup znamend snahu zahlazovat problé-
mové oblasti a aktivné nevyhledavat prilezitosti ke zlepSeni. U proaktivniho pfistupu
se firma aktivné snazi vyhledavat oblasti, kde je mozné pravé diky inovacim a zlepSe-
nim vyfes§it spolecensky problém a tim i zvysit prodeje a ziskovost. Pravé diky témto
proaktivnim strategiim a investicim ¢asto vznikaji inovace v oblasti tzv. ,zelenych
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feSeni”, jimzZ je CSR dobrou oporou. (Karjaluoto 2009).

2. Zelena feseni v automobilovém pramyslu Zelend teSeni predstavuji ves-
kera technickd feSeni a aktivity firmy, které vedou ke sniZovdni dopadu na Zivotni
prostfedi nebo stakeholdery. Zelend feSeni mtizeme povaZovat za jeden z nédstroji ze-
leného marketingu. Pojem zeleny marketing se zacal uzivat v 70. letech 20. stoleti.

V této dobé si spotiebitelé zacali uvédomovat negativa globalizované produkce a spo-
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tieby zbozi a jejich nésledky pro lidskou spole¢nost. V roce 1973 byl ustanoven prvni
,Environmental Action Programme” neboli EAP. Nasledné vznikly dalsi, Zzadné vSak
nepredstavovaly zdvaznou legislativu, kterou by se musely ¢lenské staty EU ridit. Sys-
tematicka snaha o vytvoreni legislativy vedouci k ochrané zivotniho prostiedi byla a
je patrnd také ve Spojenych Stdtech. V USA zacala byt dle Nair a kol. (2003) ochrana
zivotniho prostfedi patrna v 60. a zejména pak v 70. letech 20. stoleti, kdy vstoupily
v platnost zdkony jako National Environmental Policy Act ¢i Clean Water Act, které za-
mezovaly dfive téméf neomezenému poskozovani zivotniho prostfedi. Zaroven byla
v roce 1970 zaloZena EPA neboli ,Environmental Protection Agency”, Agentura pro
ochranu zivotniho prostfedi (United States Environmental Protection Agency, 2016).

Zeleny marketing se od té doby stal fenoménem. Vse, co je ,zelené”, je spotfe-
biteli prijimdano s vétsi dlivérou a spotiebitelé zelenym produkttim davaji prednost.
Tim se oznacen{ zelené stdvd marketingovym nastrojem a pfitom napliiuje podstatu
spolecenské odpovédnosti firem.

Vyrazny dopad na Zivotni prostfedi ma automobilovy primysl. At uz se jedna
o tézbu nerostnych surovin pro vyrobu, ptipravu prefabrikatd, vyrobu dild ¢i energe-
ticky ndro¢nou mont4z. Sakris (2010) také vhodné uvadi, Ze i po vyfazeni automobilu
z provozu zatéz pro zZivotni prostfedi neni eliminovdana. Pokud vyrobce ¢ijiny podnik
neprevezme zodpovédnost za recyklaci, autovraky mohou jesté dlouh4 1éta znecisto-
vat prostfedi rzi, odpadem a tinikem nebezpe¢nych chemikalii. Nejvyznamnéjsim
negativnim dtisledkem motorismu jsou emise. Ty tvoi{ spole¢né s vyjetym motoro-
vym a prevodovym olejem zhruba 80 % ekologické z4téZe, vzniklé v pribéhu zivotni-
ho cyklu vozu. (Orsato a Wells 2006)

Mahamuni a Tambe (2014) ve své studii uvddéji souhrn rtznych zelenych fese-
ni, které jsou pouzivané automobilovymi vyrobci a jejich dodavateli. Jejich okruhy
mohou byt vymezeny jako:

| 1. Minimalizace odpadu a zamezeni iniku §kodlivych ldtek

| 2. Vyvoj produktu Setrného k zZivotnimu prostfedi

| 3. Ekologické tipravy funkénosti ¢i designu stdvajicich vyrobka

| 4. Zmény a zlepSeni procesu vyroby

| 5. Vytvéfeni vztahu s dodavateli na bdzi udrZitelnosti operaci firem jako cel-

ku a zavedeni ekologicky Setrného dodavatelského fetézce

| 6. Kontrola dopadu vyrobku na Zivotni prostiedi v pritbéhu celého Zivotniho

cyklu, od téZby nerostnych materidld az po demontdz a recyklaci, zpétny po-
hyb vyrobku a materidlu

vz

| 7. Pouziti obnovitelnych zdroji energie pro co mozna nejvétsi ¢dst firmy

3. Pripadovi studie - Toyota Toyota je vyrobce automobilt s dlouhou tradi-
ci. Firma byla zaloZena v roce 1937 a postupné se tispésné rozrostla a dosahla pozice
svétové jednicky v produkei vozt (The Telegraph, 2015). Toyota nyni provozuje 55 vy-
robnich zdvoda ve 28 zemich a dodava vozy do 170 zemfi svéta. Celkové prodeje skupi-
ny Toyota se v roce 2013 rovnaly zhruba 9 116 000 vozii. Toyota vlastni také vyrobce
prémiovych vozl Lexus, ktery v roce 2013 prodal 523 000 vozi. Celd skupina Toyota

celosvétové zaméstndva vice nez 350 000 zaméstnanct. Pro lepéi ilustraci Sirokého

zdbéru firemnich aktivit je vhodné zminit, Ze se kromé vyvoje a vyroby automobil
a dopravnich feSeni se skupina Toyota také zabyva biotechnologiemi, zalestiovanim,
vyzkumem a produkci elektrické energie, stavbou lodi, ekologickych rezidenc¢nich
objekttl nové generace a finanénimi sluzbami (Toyota Annual Report, 2014).

Toyota je firmou, jejiZz operace maji globdlni dosah. S mnozZstvim vozti, kte-
ré firma kazdy rok prodd, na ni také doléha silna zodpovédnost za ekologické dopa-
dy jejich provozovani. Zavazek k udrzitelnosti firemnich operaci je zanesen pfimo ve
firemni vizi, kde je také davan do souvislosti s konstantnimi inovacemi. Soucasti za-
vazku je i tvrzeni: ,In everything we do, we will show consideration to the planet. We
investigate and promote systems and solutions that are eco-friendly (Toyota global
vision 2020, 2015).” Timto se firma pfimo hlasi k vyvoji zelenych feSeni, které mohou
byt pouzity v rdmci vSech firemnich aktivit, nejen automobild. Firma dale uvadyi, ze
stejny pristup je pouzivan i pfi zakldddani novych firemnich divizi tak, aby jiz od sa-
mého zacdtku fungovaly ekologicky Setrné a udrzitelné. Timto Toyota aplikuje pro-
aktivni pfistup, tedy aktivné vyhledava oblasti, ve kterych jsou pfilezitosti pro feseni
spolecenskych problémiu

Toyota Global Vision Tree na obridzku nize ukazuje, jak ma firma uspotida-
né své hodnoty v duchu udrzitelného rozvoje. V kofenech jsou umistény zdkladni
principy, které byly zavedeny zakladatelem firmy, Sakichi Toyodou. Kmen zdtraziiu-
je nutnost stabilni zdkladny do budoucna, ovoce poté neustdlé zlepSovani a uceni se
a prispivani ke zlepSovan{ prostiedi, ve kterém ziji lidé. Celd koruna stromu ztvarnu-
je udrzitelny rozvoj, ktery ma potencidl kontinualné plodit dalsi ovoce.

Always Better Cars

Fruit | pevelop vehicles which
excead customer expactations

Fruit | contribute to communities
Contribute to the future of mobility

Sustainable
Growth
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Vize spole¢nosti Toyota uvazuje automobily jako sviij klicovy produkt, dile sluzby
globdlnim komunitdm a stabilni rozvoj firmy skrze dobré pracovni prostfedi a spo-
kojené a motivované zaméstnance. Zelena feseni je zde mozZné najit ve vSech tfech
oblastech, nejvice v8ak ve sluzbé komunitam, kde se firma zavazuje ke snizovani do-
padu jejich produktt v priibéhu celého Zivotniho cyklu a zaroven k vyvoji novych do-
pravnich systémd, které nebudou produkovat tolik znecisténf (Toyota Sustainability
Report 2015). Firma momentadlné nazyva tento sviij program Toyota Environmental
Challenge 2050. Toyota vyuziva nékterych vyspélych automobilovych trhd, napt. Spo-
jenych Statd (pfedevsim Kalifornie), domovského Japonska ¢i Francie jako modelova
prostfedi pro rozvoj dalsi generace zelenych feSen{ (Toyota Environmental Challenge
2050, 2015). Okruhy zelenych feSeni, kterym se firma Toyota vénuje, se z velké Casti
shoduje s okruhy zelenych feseni od Mahamuni a Tambe (2014).
Zelend teseni firmy Toyota lze rozc¢lenit do nasledujicich okruh:
| 1. ekologicky Setrné vozy - hybridy, elektromobily, vozy na vodikovy pohon
| 2. ekologicky 3etrna produkce vozii a sprdva firemnich operaci, véetné nakla-
dani s odpady, surovinami, energii a vodou
| 3. nové systémy mobility - autonomni vozidla, optimalizace provozu, inteli-
gentni dopravni systémy
| 4. spoleenskd iniciativa ke zlep§enisouZitis pfirodou - akéniprogramy a vzdeé-
lavani

Vyvoj a produkce ekologicky Setrnych vozi je vyty¢eno piimo ve strategické vizi firmy.
U tradi¢nich vozi se spalovacim pohonem Toyota intenzivné propaguje technologie ze
ti{ oblasti: zvySovan{ efektivnosti motort a prevodovek, energetické efektivnosti systé-
mu (start-stop systém, rekuperace, fizeni tokd tepelné energie) a redukce odporovych
sil (sniZeni hmotnosti, valivého odporu a odporu vzduchu). Toyota se také jiz dlouhou
dobu zabyva vyrobou vozl s alternativnimi pohony. Model Prius byl v roce 1997 prv-
nim hybridnim vozem, ktery se dostal do sériové vyroby. V roce 2013 firma vyrdbéla
celosvétove jiz 23 hybridnich modeld, véetné tzv. plug-in hybridd, tedy hybridnich vo-
zidel, které jsou schopné pohonu pouze na elektricky proud (Green Car Reports, 2013).
V roce 2015 do modelového portfolia pfibyl technicky vyspély model Mirai, ktery mis-
to hybridnich technologii vyuziva k pohonu vodik a palivové ¢lanky. Toyota se v rAm-
ci své filosofie zavazuje k udrZen{ riistu globalnich teplot o méné nez 2°C do roku 2100.
K dosaZen{ tohoto cile je nutné, aby se celkova lidska produkce sklenikovych plynt
v podstaté zastavila, a aby byl zapocat reverzni trend, tedy absorpce téchto plynt zpét
do jinych materidli a substanci. Toyota se zavazuje sniZzit emise vyprodukované svymi
vozy 0 90% do roku 2050 (Toyota Environmental Challenge 2050, 2015).

Vozy s alternativnim pohonem Toyota velmi silné podporuje, predev§im na
svych globalnich korporatnich strdnkach. Alternativni pohony a udrzitelnost vsak
nemaji podobu, na rozdil od informacnich portald nékterych ostatnich automobilo-
vych vyrobcti, pouhé jedné ze sekci mezi nabizenymi zdroji. Toyota k této problemati-
ce, diky své filozofii pfistupuje mnohem komplexnéji. Cely webovy informacni portal
je postaven na vizi firmy, jejiZ jsou alternativni pohony a udrzitelnost nedilnou a pod-
statnou soucasti. K novému vozu na vodikovy pohon, ktery byl pfedstaven v Kalifornii,

Life cycle

Toyota priklada silnou informac¢ni kampan jak o této technologii, tak i o administra-
tivnich prekazkdach, které jsou s masovym rozs§ifenim tohoto typu pohonu spojeny,
¢imz stimuluje verejnost k §irsi podpote. Toyota zde velmi dobie vyuziva postupy ze-
leného marketingu, v¢. proaktivniho pfistupu, tedy vyhledava spolecensky problém
(zhorsovani Zivotniho prostiedi) a aktivné k nému smétruje zraky vefejnosti. Zaroven
k tomuto problému priklada feSeni v podobé vyspélého alternativniho pohonu. Tim se,
v idedlnim pripadé, podafi vytvorit jakysi symbioticky dlouhodoby vztah mezi vetej-
nosti, jejiz problém bude vyfeSen a firmou, kterd dosahne stabilniho odbytu a zisku.

Dalsi oblasti, ve které Toyota intenzivné pracuje na zelenych fesenich, je produk-
ce vozi, respektive komplexnéji sprava vesSkerych firemnich operaci. Produkei vozt
v tomto kontextu neni myslen pouze pritok materidld vyrobnimi procesy aZ po ko-
ne¢nou montdz a expedici vozu, nicméné také veskeré ¢innosti az k dobyvani nerost-
nych surovin. Z druhé strany fetézce Toyota mifi smérem k totdlnimu managementu
zivotniho cyklu, tedy az k ekologicky Setrné likvidaci vSech svych vozii a recyklaci po-
uZitych materialt. Toyota chce dosdhnout nulové uhlikové stopy v ramci celého Zivot-
niho cyklu zefektivnénim vyroby vozi. Vyrobni proces bude zkridcen na minimum,
pro vyrobu vozi budou vyvinuty nové rozloZitelné materidly, jejichZ produkce nebu-
de zatéZovat zivotni prostfedi. Ddle bude sniZena komplexita dild, ze kterych se vozy
skldadaji. VSechny pohyblivé ¢asti vyrobnich linek budou analyzovany a optimalizova-
ny skrze systém neustdlého zlepSovani Kaizen tak, aby k jejich udrzeni v pohybu bylo
zapottebi co nejméné energie. Ve vyrobé se bude disledné vyuzivat zbytkova tepelnd ¢i
kinetickd energie. Tim, spole¢né se zkrdcenim procesu vyroby vozii, bude spotfebova-
no i méné elektrické energie a vody. Velka ¢4st elekttiny pro vyrobu bude ¢erpdna z ob-
novitelnych zdrojti, napiiklad solarnich panelti ¢i vodikovych elektraren. I tyto zdroje
budou fizeny a rozvijeny Toyotou (Toyota Environmental Challenge 2050, 2015). Obr. 11
a 12 ukazuji, co tvori hlavn{ zdroje uhlikové stopy vozli a jaky ma plan na jejich reduk-
ci do budoucna. Vefejnost je timto informovana, jaké jsou hlavni materidly a postupy,
diky kterym Toyota v budoucnu hodla zmirnit dopad na Zivotni prosttedi.
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Toyota se ddle aktivné podili na vyvoji novych, inteligentnich dopravnich systém.
Studie spolec¢nosti KPMG, Global Automotive Executive Survey 2016, ktera zpovidala
800 vedoucich pracovnikii z automobilového primyslu celosvétové, uvadi, Ze horkym
trendem v nésledujicich letech bude konektivita a digitalizace (KPM International,
2016). Pravé na téchto trendech jsou zaloZeny moderni inteligentni dopravni systé-
my. Toyota, mimo jiné, rozviji takovyto projekt ve francouzském Grenoblu. Projekt se
jmenuje ,Ha:mo” a kombinuje optimalizaci cest pomoci chytrych mobilnich aplika-
ci a sdileni malych elektrickych vozidel Toyota, ktera jsou umisténa na propojenych
nabfjecich stanicich po celém mésté. Lidé tak maji na svych chytrych telefonech pti-
stup k aktudlnim informacim, kde nejbliZe je mozZné si elektromobil vypijcit a kde
zase vratit tak, aby co nejlépe optimalizovali svou cestu k cili. Systém dale spolupra-
cuje s méstskou hromadnou dopravou, zohledfiuje aktualni provoz a nabizi tak mul-
timodalni fesSeni, které je velice Setrné k Zivotnimu prostied{ a zdroven vyznamnym
zplisobem pomdaha zredukovat méstsky provoz (Toyota Motor Corporation, 2016).

K dosazeni trvale udrzitelného rozvoje se Toyota soustfedi také na Setrné za-
chézeni s odpady a s vodou. Do svého programu chce zaclenit i firmy a jednotlivce ze
svého okoli tak, aby nejen vyroba, ale také komunity k ni pfiléhajici disledné recyk-
lovaly co mozna nejvice materidld. Staré automobily a odpady z jejich provozu budou
ve velké mife pouzity pfi vyrobé novych vozi. Tim bude mozné predejit vyCerpani ne-
rostnych surovin a vzniku nékterych zdvaznych spoletenskych problémi. Podobny
postup chce firma ve velkém méritku aplikovat i v hospodateni s vodou. Dle jeji pre-
dikce stoupne do roku 2050 poptdvka po vodeé o vice nez 50% v disledku rtistu svétové
populace na vice ne 9 miliard lidi. Setfeni s vodou, filtrace, recyklace a zachycovani
destové vody jsou nékteré z fesSeni, jez firma Toyota vyuziva (Challenge 5:Challenge of
Establishing a Recycling-based Society and Systems, Toyota, 2015).

V neposledni fadé se firma Toyota snazi o zlepSeni zZivotniho prostiedi pres své
akeén{ a vzdéldvaci programy. Akéni programy zahrnuji vysazovani stromi v glob4l-
nim méritku, kde zaméstnanci firmy, jejich rodiny a dalsi zdjmové skupiny celosvé-
tové vysazely zhruba 8,7 milionu stromi. Zalestiovani probiha nejen v okoli tovaren

a pridruzenych zavodd, ale je systematicky zpracovdno. Kazdy rok vyhldsi Toyota
zhruba 100 grantt, které slouZzi k financovani projektd a do kterych zalesniovani
zapadda. Jako priklady projektd zastiténych témito granty lze ddle uvést zastaveni
desertifikace v nékterych oblastech Ciny, ochrana vzdcnych Zivo&isnych a rostlin-
nych druhti v Jizni Americe ¢i vytvareni ,zelenych koridord” k propojeni civiliza-
cf separovanych biotopt v globdlnim méfitku. Toyota ddle financuje velké mnozZstvi
vzdélavacich projektti po celém svété. Mezi takové iniciativy patfi zakldddni tzv. ,en-
vironmental centers”, kde se mohou obyvatelé dané zemé (predev§im déti), naucit
o prirodé a nutnosti jeji ochrany a podpory do budoucna. V rdmci téchto instituci je
také provadén prirodovédny vyzkum a jsou zde organizovany vzdélavaci pobyty pro
déti a studenty. Toyota v ramci téchto aktivit sleduje a zpracovava data o dspésnosti
svych projektdl. Tato data slouzi k ustaveni riiznych KPI, které urcuji, zda je firma na
spravné cesté k dosazeni svych zdvazkl vici Zzivotnimu prostiedi a zdjmovych skupi-
ndm, které sivytycila (Challenge 6: Challenge of Establishing a Future Society in Har-
mony with Nature, Toyota, 2015).

Pozndmky | Notes Clanek byl zpracovan jako vystup z prvni etapy Studentské grantové soutéZe na SKODA
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Résumé

Green solutions in the automotive industry as part of the corporate social responsibility

Corporate social responsibility is in the marketing much more often debated topic. It includes currently, in addition to social and eco-
nomic area, protection of natural environment and the environmental responsibility. In connection with the automotive industry it is
especially focused on the development of the automobile emissions. This article deals with the question of green solutions that oper-
ate in the global market and should become a part of the new strategies of the most manufacturers in the developed countries. This
paper refers to corporate social responsibility in automotive. The aim of the paper is automotive green solutions introduction. Case
study shows Toyota green solutions as best practice in automotive business.
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PRTSPEVKY| CONTRIBUTIONS TEXT | NITIN GUPTA

MEASURING CONSUMER
ACCULTURATION - DISCUSSION
ON A PROSPECTIVE APPROACH

This paper discusses how globalization brings in cultural change among

consumers and why this phenomenon can be studied under the aegis of
consumer acculturation. The discussion is initiated with the explanation of
what globalization is and what factors entailing it bring in specific changes in
consumer culture. This is followed by a brief introduction to culture and how
its components form the base for consumer acculturation. Subsequently, two
comprehensive approaches to measure consumer acculturation - Acculturation
to Global Consumer Culture (AGCC) approach and Acculturation of Consumer
Culture (ACC) approach - are introduced. In comparison, contrast and critique
of these approaches are presented. The final section of the paper discusses
various propositions which could be incorporated to make the measurement
of consumer acculturation more comprehensive and robust than what it is in
its current form. It is proposed that both AGCC and ACC approaches should be
simultaneously used to measure consumer acculturation. Also, the survey
based process which both these approaches follow should be further
supplemented with observational and in-depth interview mechanisms

of data collection. Hence, an amalgamation of both quantitative and
qualitative approaches of data collection is expected to be the ideal

manner of comprehensively measuring consumer acculturation.

Introduction The increasing impact of globalization on consumer attitude
and behavior has generated a lot of interest among the researchers world over. It has
been ascertained that globalization enables diverse cultural groups to come into con-
tact with one another leadingto perceptual, attitudinal, or behavioral changes across
almost all cultures around the world (Lee 1993). Quoting many prominent research-
ers, Cleveland et al. (2009), claim that capitalism, global transport, communications,
marketing and advertising, and transnational cosmopolitanism are interacting to
dissolve the boundaries across national cultures. According to them, these forces of
globalization are leading to the emergence of a homogeneous global consumption
culture, wherein consumers from various countries would be more global than local
in their consumption orientation.

The above scenario is indicating towards the emergence of consumer accul-
turation, wherein consumers across the world are getting acculturated to follow a
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uniform consumer culture. If this is the case, then a pertinent question is how to
measure the extent of consumer acculturation. What would be the pertinent fac-
tors which should be measured to ascertain the existence of consumer accultura-
tion across various countries in the world? How should the identified factors of
consumer acculturation be measured? How should a scale to measure consumer ac-
culturation be designed so that it can be used among culturally different consumers
without losing its reliability and validity? All these questions arise when an attempt
is made to measure consumer acculturation. Extant literature also agrees that al-
though many attempts have been made to create an all-encompassing construct for
measuring consumer acculturation, like a scale developed by Cleveland and Laroche
(2007), called Acculturation to Global Consumer Culture (AGCC), there are still multi-
ple short comings in the existing scales which need to be highlighted and addressed.

This paper is an attempt to address the concerns raised above. Since, globaliza-
tion is the antecedent which hasled to consumer acculturation, the paper starts with
a detailed discussion on the various aspects of globalization and how they impact
the prevalence of consumer acculturation. This is followed by discussion and critical
assessment of two prominent extant measurements of consumer acculturation. It
highlights the drawbacks present in them and attempts to address these drawbacks.
Through this approach, the paper attempts to outlay a discussion on a proposed ap-
proach which could enable development of a comprehensive scale for measurement
of consumer acculturation.

1.1 Globaliza-
The phenomenon of Globalization, as per the extant literature, is defined

1 Understanding globalization and consumer acculturation
tion

as bringing the people of the world closer to each other. Researchers like Appadurai
(1990) see globalization as spread of five types of global flows, namely - mediascapes,
which is flow of image and communication; ethnoscapes, considered as flows of tour-
ists, migrants and foreign students; ideoscapes, defined as flows of political ideas
and ideologies; technoscapes, which is flow of technology and know-how and final-
ly finanscapes, which comprises of flows of capital and money. In his seminal article
on globalization, Levitt (1984) argues that globalization is making consumers’ world
over ‘homogenized’, or similar in their needs and requirements. Hence, globaliza-
tion seems to be changing the cultural fabric and patterns of a society as products,
icons, lifestyles and rituals of one culture are being adopted by another (Craig and
Douglas 2006).

1.1.1 Cultural Change Being Brought by Globalization Over the last two dec-
ades, globalization has fostered a seismic shift in marketing activities across the
world, especially in developing countries (Lysonski et al. 2012). Many researchers
(like Craig et al. 2009 and Yaprak 2008) have brought forth the consequent changes
which globalization has brought on the extant local consumer culture. According to
Venkatesh (1995), in the contemporary world, local cultures are changing quite rap-
idly because of the rising tide of consumerism brought by external (global) influenc-

es. Ger and Belk, (1996) assert that due to globalization, consumers in the developing

countries are emulating the lifestyles and consumption patterns of consumers who
live in economically developed countries. Hence, globalization seems to be leading
to convergent customer needs and interests (Schuh 2007) and to the emergence of a
global consumer culture (Nijssen and Douglas 2011).

Witkowski (2005), quoting Barber (1995) and other researchers, states that ide-
as, values, products (foreign brands) and lifestyles which forces of globalization
bring from rich countries, influence the developing country’s culture. Many oth-
er researchers like Douglas and Craig (1997) and Craig and Doulas (2006), also sup-
port this argument by observing that cultural influences from across borders, in the
form of products (foreign brands), services, media, lifestyles and behavior patterns of
the consumers in other countries are creating multicultural populations in domes-
tic markets and exposing consumers to alternative behaviors and wants, leading to
changes in the traditional patterns of consumer culture and behavior.

Similar arguments have been put forward by Baughn and Buchanan (2001).
They state that negotiations surrounding important trade treaties include debates
over cultural exceptions and exemptions, reflecting the recognition of the power of
trade to shape the local culture. It is feared that the imported cultural goods will
displace the local culture (ibid). This observation is supported by Klien (1999), who
pointed out that brand names (read foreign brand names), in the form of embedded
logos on clothing and other consumer goods, or conveyed through carefully target-
ed advertising campaigns, manipulate personal tastes. Hence the extant literature
overwhelmingly supports the assertion that globalization brings cultural changes
among the consumers in the local markets.

1.2 Consumer Acculturation Since consumer acculturation’s base is culture,

we have to first ascertain as to how is culture defined. An interesting observation
pertaining to culture has been made by Adler (1983), she observes that in tradition-
al anthropological studies as well as in comparative management research, the term
culture has been defined in many ways and no single definition of culture is accept-
ed by management researchers. However, Hofstede’s (1997) definition of culture has
come to be one of the most cited definitions in literature. According to him culture
is - “the collective programming of the mind which distinguishes the members of
one group or category of people from another” (Hofstede 1997, p. 5). Though leading
researchers differ on the definition of culture, they all agree on the components of
culture, which includes religion, family, communication, rites of passage, language,
dress, dietary habits, leisure activities, society, attitude, behavior, basic beliefs and
basic values (Baligh 1994; Bhugra et al. 1999; Conway Dato-on 2000; Khairullah and
Khairullah 1999; Khairullah et al. 1996; Pettys and Balgopal 1998).

To understand the phenomenon of changing consumer culture, its proponents
have extensively borrowed from the extant body of literature dealing with accultur-
ation. According to Trimble (2003), the measures of acculturation could be used to
measure cultural change because acculturation is synonymous with sociocultural
change.
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Faber et al. (1987) defined acculturation as the adoption of the dominant culture's be-
liefs, attitudes, values, and behavior. Earlier for acculturation to occur, the contact
aspect was limited to continuous first hand contact among individuals from differ-
ent cultures (Redfield et al. 1936). Subsequent researchers (e.g. Andreasen 1990; Craig
et al. 2009; Gentry et al. 1995 and Steenkamp 2001) broadened this definition and stat-
ed that even indirect exposure to foreign culture via media and commercial com-
munication would transform the indigenous culture. Berry (1980), whose work on
acculturation has been widely cited, also concurs with this view. He states that the
contact between cultural groups can be either physical or symbolic and it can hap-
pen through "trade, invasion, enslavement, educational or missionary activity, or
through telecommunications” (Berry 1980, p. 11).

Many researchers have studied acculturation from consumer behavior view-
point and have brought forth interesting insights. For e.g., Chattaraman et al. (2010)
observes that acculturation might lead to decrease in ethnic consumption and in-
crease in mainstream culture’s consumption. Such consumer behavior oriented
approaches to acculturation have led to the development of the constructs like Con-
sumer Acculturation.

Consumer acculturation has been further divided into behavioral and attitu-
dinal dimensions (Gentry et al. 1995; Gupta 2013), with former dimension covering
behavioral changes (e.g. changes in (language usage, dietary habits, dress, commu-
nication, leisure activities etc.) in the acculturating consumer and the latter dimen-
sion covering attitudinal changes (e.g. changes in basic beliefs, values, identity etc.).
Many studies (Anderson 2012; Gentry et al. 1995; Gupta 2013; Kim et al. 1999) concur
with the view that attitudinal acculturation would occur more slowly than behavio-
ral acculturation as individuals acquire behaviors of the dominant group more rap-
idly than acquiring the dominant group’s values/attitudes.

2 Measuring consumer acculturation In this section we discuss two ap-
proaches which measure consumer acculturation. The focus is restricted to these
two approaches only as they encompass two of the prominent means of measuring
acculturation in the contemporary literature. The first approach to measure con-
sumer acculturation was developed by Cleveland and Laroche (2007). Their construct
termed as Acculturation to Global Consumer Culture (AGCC) provides a holistic view
on how consumer acculturation occurs among consumer. The second approach to
measure consumer acculturation has been adopted by Gupta (2012, 2013). This meas-
urement is called Acculturation of Consumer Culture (ACC), which measures the
progress that a consumer makes from local consumer culture to global consumer
culture due to the impact of globalization (Gupta 2012).

2.1 Comparison of consumer acculturation measurement approaches

Cleveland and Laroche’s (2007) AGCC “considers how individuals acquire the knowl-
edge, skills and behaviors that are characteristic of a nascent and deterritorialized
global consumer culture” (Cleveland and Laroche 2007, p. 252). They claim that an ex-

haustive review of the relevant social sciences literatures made them identify seven
distinct drivers which lead to AGCC. These seven distinct drivers were:
| Cosmopolitanism (COS) - willingness to engage with other cultures and hav-
ing necessary skills to do so.
| Exposure to marketing activities of MNC's (EXM)
| Exposure to/use of the English language (ELU)
| Social interactions, including travel, migration, and contacts with foreign-
ers (SIN)
| Global/foreign mass media exposure (GMM)
| Openness to and desire to emulate global consumer culture (OPE)
| Self-identification with global consumer culture (IDT)

In contrast to Cleveland and Laroche’s (2007) approach to study “how” consumer ac-
culturation occur, Gupta’s (2012, 2013) ACC approach to study consumer accultura-
tion “deals with progress of consumer from local to global culture” (Gupta 2013, p.
26) on various components of culture, which he claims have been identified after ex-
haustive literature review. He further divides ACC into behavioral and attitudinal di-
mensions. The cultural components used by him are:
| For behavioral dimension, cultural components used are:

| Language preferred

| Language actually spoken

| Music preference

| Movies/TV program preference

| Food preference at home

| Food preference outside

| Attire preference

| Reading language preference

| Writing language preference

| Behavior with respect to celebration of festivals

| For attitudinal dimension, cultural components used are:
| Self-identity
| Personal value

The following table (Table 1) compares and contrasts both these approaches on 21 pa-
rameters identified by the author:

S. Parameter AGCC ACC
No.
1 What the Scale Measures? | How individuals acquire | To what extant has progress been
global consumer culture | made from local to global consu-
mer culture
Data Collection Approach Survey-based Survey-based
3 Items in the Scale 64 13
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4 Multiple Items Measure Yes No
Same Aspect
Response Elicited on 7-point Likert scale 5-point Likert ‘Type' scale
Scale Development Literature review + em- Literature review + empirical
Process pirical analysis analysis
7 Communication Measured (But restric- Measured (In terms of native vs.
Preference ted to usage of English foreign language)
only)
8 Music Preference Measured (But restric- Measured (In terms of native vs.
ted to English only) foreign music)
9 Movie Preference Measured (But restric- Measured (In terms of native vs.
ted to English only) foreign movies)
10 TV Program Preference Measured (But restric- Not Measured
ted to English only)
1 Reading Preference Measured (But restric- Measured (In terms of native vs.
ted to English only) foreign language)
12 Writing Preference Not Measured Measured (In terms of native vs.
foreign language)
13 Dressing Preference Measured (But restric- Measured (In terms of native vs.
ted to American way of foreign attire)
dressing only)
14 Preference for Foreign Measured Not Measured
Travel
15 Exposure to Foreign Measured Not Measured
Brands and Ads

TABLE 1: COMPARISON OF AGCC VIS-A-VIS ACC; SOURCE: AUTHOR
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2.2 Proposed holistic approach to measure consumer acculturation

It may
be concluded from table 1 that both these approaches assess two different dimen-
sions related to consumer acculturation, while the former attempts to assess how it
occurs, the latter assesses to what extent is it prevalent. For a multidimensional and
complex phenomenon like consumer acculturation, understanding of both these di-
mensions are equally important. Hence, to assess consumer acculturation compre-
hensively, it is proposed that both these approaches should be used simultaneously to
assess this phenomenon. However, care has to be taken to prevent repetition of cer-
tain dimensions which are present in both the approaches, e.g. dietary preference
(please refer to table 1 for details), to avoid presence of redundant aspects in this pro-
posed cumulative approach.

Also, some pertinent shortcomings of each of the two approaches, e.g. length of
AGCC scale due to presence of many repetitive and redundant items, and very limit-
ed number of components measured in the attitudinal dimension of ACC scale needs
to be addressed. Researches can explore the usage of truncated version of AGCC scale
as proposed by Durvasula and Lysonski (2015). However, care has to be taken as this
truncated version has been criticized too. Few components like ethnocentric tenden-

cies and assertion of ethnic identity can be included in the attitudinal dimension of
ACC scale.

A major critiques for both these approaches is that they are both exclusively
survey based approach and hence are prone to shortcomings which any survey based
approach faces like incorrect responses, biased responses, lack of clear understand-
ing of what is being asked etc. Though every scale developed to measure anything is
prone to this critique, in case of consumer acculturation, it can be mitigated by add-
ing observational and in-depth interview related dimensions to the aforementioned
approaches.

Observational dimension would entail that besides eliciting responses from
the consumers, their brand consumption and generic overall behavior is also ob-
served and noted by the researcher. This has to be supplemented by a short in-depth
interview round wherein the surveyor would ask few open-ended questions which are
designed to capture the reason for the respondent’s survey response as well as the ob-
served behavior. Hence an amalgamation of quantitative and qualitative approach to
comprehensively measure consumer acculturation is recommended.

A major limitation of this approach is that it would be a time consuming exer-
cise for each respondent and it requires personal interaction between the researcher
and the respondent. However, to generate a holistic understanding of such a complex
phenomenon like consumer acculturation, such approach is the only way out. Any
mitigation to the proposed approach will produce lop-sided results.
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TEXT | ANASTASII KLIMIN, DMITRII TIKHONOV

PERCEPTION OF

OFFENSIVE ADVERTISING:

CROSS-CULTURAL PECULIARITIES

Nowadays advertising clutter in almost all media is forcing advertisers to use
offensive and provocative appeals in ads. However, the various techniques used

in such advertising, as well as effects of these ads, have not been adequately
studied, especially when adapting advertising on the global market. The
perception of offensive advertising varies according to different parameters:
gender, age, social class, religion, etc. In particular, an important role in the
perception is played by national and cultural traditions and features. In the study
there is the comparative analysis of the perception of offensive advertising young
people of different nationalities: attitude towards ads, techniques and brands.
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Introduction

The global advertising market is estimated at nearly USD 550
billion in 2015 and continues to grow, despite the financial crisis, due to the emer-
gence of new media and the development of new markets (Global Advertising Growth
(2006-2019)).

Advertising noise in the developed markets is very high, for example, in Russia
only through the TV people contact with more than 500 ads per week. Of course, this
situation may reduce the effectiveness of each individual advertising message, and
media planners are learning to deal with it: it is possible to increase quantity of ads
and budgets; it is possible to search for new channels of communication, and search
for points of growth efficiency in the content of the advertising message.

Some basic approaches can be distinguished when planning advertising campaigns
on global markets:

| 1) Advertising messages are standardized (universal) for all markets (coun-

tries), it isthe only element in the text adaptation (translated). An example is the
manufacturers of cosmetics and cars. Obviously, this reduces the costs, but such
advertising is not always clearly understood by consumers on a rational level.

| (2) The advertising idea is universal, but in some regional markets a different

message is produced, which takes into account some features of the region.
The most of it is about the people appearing in the message. As an example,
it can be specifying the McDonald's, which adapts posts by filming people of
a certain race. It is obvious that the advertising idea may be universal only
when it is perceived equally by all cultures. For example, family values, good
humour, joy and smiles, etc.

PRiSPEVI(Y| CONTRIBUTIONS

| (3) Advertising messages are unique, fully adapted to the particular market.
In this case, of course, it is a question of increasing the budget for the produc-
tion of advertising and more attention to the creative component. Sometimes
advertisers use in their campaigns some provocation, a challenge to the soci-
ety. In this case, probably, standardization is impossible, because such effects
can be perceived in different ways in different cultures.

In the study, researchers tried to show that there is not only positive, socially
acceptable, but also negative, insulting content of advertising messages that is equal-
ly perceived in different national cultures and attitudes towards it depend on the
socio-demographic characteristics of consumers (gender, age, life stage). If the repul-
sive, provocative, abusive ads are desired then the same can be standardized for dif-
ferent national cultures. The hypotheses that have been put forward:

| (1) Emotional perception of advertising depends on the socio-demographic

characteristics.

| (2) It is possible to standardize the disgusting advertisement for different na-

tional cultures.

| (3) If the advertising causes more negative emotions (in the aggregate), the at-

titude towards the brand is getting worse.

The objective of the study is to reveal the emotional attitude towards different adver-
tising contents in different national cultural, social and demographic groups. The
study examined two aspects of offensive advertisements of the three, according Phau
and Prendergast (Phau and Prendergast 2001):
| (1) emotional attitude to the style, the manner of supplying offensive adver-
tisements (manner),
| (2) inwhat communications channels it is permissible to place such advertis-
ing (media).

In the study researchers did not investigate the question insulting advertising items
(matter): objects, according to the consumer, are offensive for advertising (e.g., fe-
male hygiene products). In addition, there are advertising items (e.g., HIV / AIDS
prevention) for which the offensive advertising fits more than any other (Darren,
Frankerberger and Manchanda 2003).

1 Emotions and offensive advertising There are different terms for the ad-
vertising that causes negative emotions. The term «offensive» is selected based on
the analysis of several publications, although there are other terms such as, "dis-
gust” (Dens, Pelsmacker and Janssens 2008), "shock advertising or shockvertising"
(Darren, Frankerberger and Manchanda 2003) for such advertising. The most used
term is “offensive”. In the questionnaire of the study, researchers used the term "of-
fensive and provocative advertising".

Alot of attention has been paid to the study of cross cultural aspects of percep-
tion the offensive advertising (An and Kim 2008), (Chan, Diehl and Terlutter 2007),

(Waller, Deshpande and Erdogan 2013).
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One of the hypotheses about the increasing volumes of offensive advertising is
the belief that any advertising in the first place should be emotional. The people, in
addition to the visual memory have very stable emotional memory, which works on
the principle of "pleasant - unpleasant, like - not like it." It was found that emotional
memory is much stronger than other types of memory, affects the decision-making,
that is, the buying behavior. It is manifested in the emotional form there are numer-
ous individual differences of potential consumers. Any promotional video is not just
information, it is a few emotionally charged minutes, personally experienced by man
at the time of viewing.

An emotional advertising does not act according to the formula AIDA (Atten-
tion, Interest, Desire, Action). On the one hand, advertisers seek above all for using
positive emotions to attract attention, it turns out an overabundance of "positive"
advertising. On the other hand, the increasing volumes are not emotional, "unleav-
ened", advertising, created on the principle of "do no harm". In these circumstances,
the advertiser refers to "negative" emotions.

Increasing volumes of offensive advertising and Internet trading changes the
AIDA formula to AISAS (Attention, Interest, Searches for information, Action, after
which information is Shared with others) (Dentsu 2004) or AIDAS (AIDA and S - Share)
and even AISDA. According to the AIDAS authors of the article assume, that after
buying goods and obtaining satisfaction, the buyer is to share information about it
with their friends, relatives, colleagues, etc. According to the AISDA communication
«Share» comes before the consumption of the goods. Advertising itself cause a desire
to share it with their friends, relatives, colleagues, etc. The Internet Society to do this
is quite simple. And, probably, offensive ads cause this desire to a greater extent than
positive ads, because offensive ads “showier”.

Of course, it is not a fact that the offensive advertising leads to Desire and Ac-
tion. In the study, researchers ask respondents about their attitudes to the brand be-
fore and after seeing the offensive advertising. But, as it was said above, different
people may have different perception of offensive advertising. In terms of total (vi-
rus) spread offensive advertising: who seen ad can find enough people for who this ad
is not very provocative, perhaps, rather funny, and will encourage them to buy. Au-
thors also assume that the positive advertisement is less the nature of the spread of
viral and worse working formula AISDA. Thus offensive advertising by total distri-
bution over the Internet and ambiguous effects on the different socio-demographic
groups has a greater effect of the plan to purchase than positive ads.

The fact that to "wash away" the bad reputation is very difficult, and people re-
member the bad longer than the good, is opposed to the total use of offensive advertising.

Researchers have built the study of perception of advertising images in video
and print ads in two classifications of emotions. Paul Ekman highlights 7 basic emo-
tions: Happiness, Sadness, Fear, Surprise, Anger, Disgust, Contempt (O'Carroll 2014).
Carroll Izard described 12 discrete emotions: Interest, Joy, Surprise, Sadness, Anger,
Disgust, Contempt, Self-Hostility, Fear, Shame, Shyness, and Guilt (Izard, Libero, Put-
nam and Haynes 1993). For the most part researchers focused on the scale of emo-
tions by Carroll Izard.

It is not the fact that the offensive advertising will only cause negative emo-
tions among representatives of different national cultures and socio-demographic
groups, so for research purposes, researchers used 3 positive (Joy / Fun / Happiness,
Interest, Surprise) and 3 negative emotions (Disgust, Anger, Shame) (Table 1). Similar
statements were used for print advertising.

After watching the commercials on YouTube the respondent had to classify
each of the statements (Table 1) on the scale from 1 (completely disagree) to 6 (com-
pletely agree). This scale does not allow the respondent to take a middle position, to
avoid a clear expression of emotions (Malhotra 2010). Perhaps it is better to explore
the emotional impact on the reaction on people's faces (O'Carroll 2014), but the anon-
ymous study has its advantages - the respondent is not trying to hide his emotions.

In addition, the offensive advertising is often a combination of positive and
negative emotions (seems to be disgusting but funny). The final criterion whether de-
cent or not decent advertising is to consider opinion of respondent as to whether it is
possible to display ad and where.

Question Emotion

I had fun and was happy to look at Joy/Fun/Happiness
| was surprised Surprise

It was interesting for me Interest

It's disgusting. | feel natural revulsion Disgust

I was ashamed. It's a public disgrace - to show this ad Shame

I was really angry. | was furious Anger

TABLE 1: EMOTION IN THE QUESTIONS ABOUT VIDEO ADS; SOURCE: AUTHORS

2 RESEARCH ——— 2.1 Questionnaire
out with the help of typeform.com service (questionnaire is posted on https:/tixan.

Primary data collection was carried

typeform.com/to/g14mTR). As socio-demographic factors were used: gender; age; Life
Stage; country of residence; nationality; religion. Next, respondents were asked to
evaluate their attitude to a particular brand (Axe, Skittles, Mentos, Samsung, New
Yorker, Dove, Sysley, Dolce & Gabbana, McDonald's). Then they can see the video ads
(Axe, Skittles, Mentos, Samsung, New Yorker) and see posters (Dove, Sysley, Dolce
& Gabbana, McDonald's) and to assess its consent on 6 statements expressing pos-
itive and negative emotions. After this, respondents were asked about the attitude
towards the brand again (after contact with advertising). Next they chose the brand
offered from certain product categories with the intention to make a purchase: the
choice of represented brand from advertising, its competitor and the option "Other".
Finally, respondents expressed their opinion on what the media could be used for
demonstration of such advertising.

Table 2 shows the brand, the short name (content) of advertising and why (di-
rection, subject), in our opinion, this ad is offensive (see ads on https:/tixan.type-
form.com/to/g14mTR).
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Brand Short name (content) of advertising | Offensiveness

Axe Angels Religion

Skittles "Skittlespox” Mockery of teenagers
Mentos Freezing man Torture

Samsung Robohusband Sexism

New Yorker Old Lovelace Mockery of old age

Dove Washed black woman Racism

Sysley The brand is like a drug Drug promotion

Dolce & Gabbana Many men and women on the floor Sexism

McDonald's Bun - chest Mockery of young children

TABLE 2: BRANDS, ADS AND OFFENSIVENESS; SOURCE: AUTHORS

2.2 Answers and opinions

The survey is currently ongoing, so in this article
we present the preliminary results and some conclusions that are already available.
After working with outliers and extremes the sample size is 193 respondents, so max-
imum error of research is 7% with 95% probability. In this case a certain number of
respondents’ categories were estimated separately on significant level:

| gender (male; female),

| life stage (16-34 years, not married, no children, live with parents; 16-34 years,

not married, no children, live separately from parents),
| region (Western Europe; Eastern Europe),
| religion (Christians; Atheists).

Cronbach’s alpha was used as an estimate of the reliability of a test (scale). The value
is equal to 0.81, so internal consistency can be classified as good. Consider the results
of the study on changes in attitudes towards the brand after viewing the advertise-
ment. The HO hypothesis is: it estimates the attitude towards a brand before and af-
ter viewing the ad does not differ. T-test for dependent variables (two-tailed) was used
to verify the hypothesis (theoretical value of t (Student) with p-level 0.05 is 1.97). The
results for each ad are presented in table 3. HO is accepted for two cases (Axe and New
Yorker). In other cases, the difference between means is significant.

erant from the point of view of public acceptability. Mockery of old age and drug pro-
motion as appeals has differences in chosen media by respondents’ categories.

Estimate | Axe | Skittles | Mentos | Samsung | NewYorker | Dove | Sysley | D&G | McDonald's
Attitude | 314 3.99 4.00 4.35 3.00 419 3.03 3.78 3.30
before

Attitude 317 3.38 3.27 3.89 2.88 3.88 2.06 3.37 2.65

after

t-value 0.53 | 776 742 5.59 1.20 3.72 9.51 4.92 740

TABLE 3: THE CHANGE OF ATTITUDE; SOURCE: AUTHORS

The results for the answer about media for display ads are presented in table 4. The
mode was chosen as an estimate in this case. It can be noted that the advertisement
with the “Bun - chest” (McDonald's) should not be shown at all. Atheists are more tol-
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T-test for independent variables (two sided) with separate variance was used to verify
the following hypothesis: there are no differences in the attitude towards the brand
after viewing an ad between respondents’ categories based on cross-cultural and so-
cio-demographic characteristics (the significant level was fixed at 0.05). The cases
where the hypothesis is rejected are highlighted in the table. The significant differ-
ences are mostly based on gender and religion characteristics but not recognized for
the country.

Ad appeal/ Category Male/Female | Lifestage1/ Western Europe/ | Christians/
Lifestage2 Eastern Europe Atheists
Religion 0.31 0.33 0.76 0.01
Mockery of teenagers 0.89 0.42 018 0.06
Torture 0.04 0.93 0.62 013
Sexism 0.75 0.77 0.60 0.73
Mockery of old age 0.12 0.67 0.52 0.72
Racism 0.03 0.81 0.61 0.67
Drug promotion 0.03 0.02 0.95 0.00
Sexism 0.03 0.68 0.55 0.01
Mockery of young children | 0.69 0.53 0.98 0.91

TABLE 5: DIFFERENCE BETWEEN RESPONDENTS’ CATEGORIES (P-LEVEL VALUES); SOURCE: AUTHORS

4 wcDonatd's

3,5
\ Sysley
. Mentos
: Skittles
25 New Yorker 0 Samsung
o D&G
Lo
. o Axe

1,5

Dove
1
15 2 25 3 3.5 4 4.5

Positive emotions

FIGURE 1: THE ESTIMATES OF EMOTIONS AND % OF CHOOSING BRANDS; SOURCE: AUTHORS

Figure 1 presents the average scores of positive and negative emotional scale and an-
swers to the question about choosing a brand from ad when buying the product cat-
egory (size of bubbles). It is noticeable that the upper right quadrant is empty, there
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are no brands, advertising which has caused both positive and negative emotions
above mean, but the reverse situation is typical for the brand New Yorker. Despite the
high negative ratings of the advertisement, the respondents are ready to buy food in
McDonald's, but the positive assessment of the advertising Axe, does not help a large
percentage of its purchase.

2.3 Conclusions

After making calculations and comparison of ratings by dif-
ferent categories of respondents, researchers can draw the following conclusions.

| 1) Attitude towards the brand became better or did not changed just in two
cases: Axe and New Yorker. In the other cases, the attitude became more neg-
ative, especially for brands Sysley and McDonald's.

| (2) Despite the positive emotions caused by the ad, the attitude towards the
brand may deteriorate.

| (3) Respondents tend to avoid extreme rates: there is only a little number of
mean values less than 2 and more than 5.

| (4) The biggest negative emotions were caused by the following ads: Mentos
(anger), Sysley (shame, disgust) and McDonalds’s (shame, anger). In the first
two cases respondents allowed to show such ads (for brand Sysley just some
categories of respondents), but the ad of the brand McDonald’s may not be
on display anywhere. It talks about the greatest opposition to the use in ad-
vertising of children, regardless of socio-demographic and cross-cultural
differences.

| (5) The ratings of religious people and the atheists on positive emotions are of-
ten the same, but Christians rate negative emotions in a more uncompromis-
ing way. There are also differences between residents of Eastern and Western
Europe: the first give more negative ratings of negative emotions; the second
- higher in positive. The same differences were found between men and wom-
en. Significant differences between people of different life stages have not
been identified. We can only say that people living separately from their par-
ents permit a large number of media for offensive ads.

| (6) We can say that all hypotheses formulated in the beginning of the article,
are confirmed. For example the ad of Mentos with torture was differently rat-
ed by men and women like a disgust ad. D&G ad was rated in the same way by
respondents from other parts of Europe. Mockery of people can be standard-
ized as advertising appeal on global market.
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Résumé

Vnimanie idtoénej reklamy: interkultiirne osobitosti

V siicasnej dobe zmdtok v reklamdch tykajici sa takmer vSetkgch médif niti inzerentov, aby vyuZivali ttocné a provokativne prvky.
Avsak rozne techniky vyuZivané v tomto druhu reklamy, rovnako ako tcinky tichto rekldm, neboli dostatocne skimané, a to najmd
pri adaptdcii reklamy na svetovom trhu. Vnimanie tutocnej reklamy sa IiSi na zdklade réznych parametrov: pohlavie, vek, spolocen-
ské triedy, ndboZenstvo, atd. DéleZitd dlohu vo vnimanfi predstavuju hlavne ndrodné a kultirne tradicie a rysy. V stidii sa nachddza

komparativna analyza vnimania dtocngch rekldm u mladgch ludi r6znych ndrodnosti: ich postoj voci reklame, technikdm a znackdm.
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MARKETING BRIEFS

TEXT | PAVEL STRACH

ON PREPARING MARKETING

FOR THE POST-DIGITAL ERA

Rather than presenting an antithesis to the digital paradigm, post-digital think-
ing explores opportunities originating from present-day consequences of the digital
world we live in. Discussing 2016 marketing without resorting to online and mobile
digital platforms is like talking about a pond with no fish to catch. Social media mar-
keting, search optimization, and utilization of context advertising, for instance, have
been well known and widely utilized. But what comes next shall be a good question.

Technology has not only served the purpose of enabling much effective and
personalized marketing communications. New software tools empower the digital
consumer generation to take action. Ad blockers flourish and by no means remain
limited to deterrence of pop-up screens. Business may fight back by rapidly adopting
novel automation platforms. To give an example, scheduling and tracking customer
emails or monitoring online sentiment could be just as well done by algorithms in-
stead of valuable and costly staff.

The advancements of communication devices will soon be requiring from com-
panies to interact with virtual reality in an unprecedented way. Visualizing custom-
er journeys and immersing customers in 360-degree 3D experience will soon become
the key contribution of the gaming industry to mainstream marketing. Soon, there
will be no product or service without a virtual tour full of interactive features.

Integrated marketing approach will be replaced by omni-channel marketing,
where tweeting for a product while distributing a viral video will soon create new lev-
els of interaction. Event will be happening physically and virtually at the same time
across multiple locations. Even more traditional marketing will move online regard-
less whether in industrial or consumer markets. Online and brick-and-mortar chan-
nels will be skillfully managed as synergetic complements rather than competing
domains.

Location and context-based marketing will be on the rise with the internet of
things. After years of slow adoption, cars have been pursuant of a position in the
center of one’s own digital communication and entertainment offering value added
services based on mobile connectivity. After tablets and desktops, laptops will soon
leave the center-stage. All communication and most work will move to mobile.

Post-digital era could also pose some threats as some individual customers or
whole sizeable segments may try to stay disconnected abandoning their virtual iden-
tity. Seeking non-virtual real life benefits and emerging in the world of real things
shall be seen an anticipated countertrend. The aim of closing the gap between the
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real and digital worlds will create significant developmental areas for a plethora of
companies. Post-digital marketers need to integrate a customer in the physical world
into their thinking. Customers will need to be successfully addressed as they walk
down the aisle in a Wi-Fi equipped store using their smartphones for instant com-
munication and for shopping leads at the same time. Post-digital marketers do not
attempt primarily to get the customer, that is a given, they need to find the exactly
right time and place to reach them.

Résumé O tom, jak se v marketingu pFipravit na post-digitalni éru

DigitdIni marketing je pomalu nahrazovdn marketingem post-digitdlnim, kdy vyuzivani a zvladani novych technologii
pro pfistup k cilovym skupindm nenfi vysadou Gspésnych firem, ale podminkou jakéhokoli trzniho Uspéchu. Post-digital-
ni marketing se vypofadava jak se stdle véts3im zastoupenim virtudlni reality, nutnosti komunikovat riizné zprivy stejné-
ho smyslu prostfednictvim rGznych platforem, synergickym integrovanim digitdlniho a redlného svéta, tak s rostouci-
mi technologickymi kompetencemi zdkaznikd, ktefi nap¥. dokdzi marketingové akce efektivné blokovat, nebo s tim, ze
nestaci potencialni zdkazniky sdélenim zasahnout, ale Ze je nutno komunikovat v konkrétnim kratkém casovém dseku

av presné vymezené lokalité.
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SOUTEZ MARKETER

ZAUJALO NAS | CAPTURED US

ROKU 2015
MA SVEHO VITEZE

V podvecer 19. kvétna 2016 se v prijemném klasickém prostiedi Divadelniho sdlu Klu-
bu Livka s historickym rdmcem Karlova mostu a ptisobivym vyhledem na Hrad¢any
odehralo findle soutéze 11. roéniku Marketér roku 2015. Vecerem provazel excelent-
ni moderator Karel Vorisek a SWING KVARTET Ivana Smazika se zpévackou Evou Em-
mingerovou zprijemnil veCer vSem zucCastnénym. Pro vitéze byly pripraveny sosky
kiistdlovych delfinti z ceského skla v Cele s Velkym modrym delfinem v ptisobivém
designu z dilny uméleckého sklate Vladimira Zubricana. Na ocenéné i nominované
cekaly kromé diplomd i mnohé vécné dary od sponzort a partnert soutéze. Kromé
hlavnich cen udélila hodnotitelska komise i nékolik zvlastnich ocenéni za mimorad-

né aktivity a ispésné inovativni marketingové projekty.

Vysledky soutéze
hodnotitelské komise byl pfedloZen prezidiu CMS néasledujici ndvrh ocenéni jednotli-

Na zdkladé individudlnich hodnoceni jednotlivych ¢lent

vych nominovanych kandidati:
Velky delfin - hlavni cena soutéze:
| Mgr. Miroslav Bobek; Reditel Zoologické zahrady hl. m. Prahy; za marketingo-
vé aktivity dosahujici vysoké i mezinarodni uznani
Zvlastni cena - RizZovy delfin:
| Ak. mal. Petra Fundov4; Burda Praha, s.r.0. - generdlni feditelka; za kom-
plexni marketingovy projekt na podporu prodeje produktti a sluzeb
Zvlastni cena - Cerveny delfin:
| Michal Finta; ddmejidlo.cz - feditel marketingu CZ/SK; za ispésnou marke-
tingovou strategii nového produktu s vyznamnym podilem na trhu
Zvlastni cena hodnotitelské komise - Zlaty delfin:
| Ing. Lenka Kroupova; HEINEKEN CR, a.s. - Group Brand Manager; za kom-
plexni a dlouhodobé ti¢cinnou komunikaci znacky
Zvlastni cena prezidia CMS - Zlaty delfin:
| Ing. Pfemysl Filip, MSc.; Nadaéni fond Ceského rozhlasu, organizator sbirky
Svétluska - reditel organizace za ispésnou marketingovou strategii v ramci
spoleCensky vyznamného projektu Svétluska
Zvlastni cena prezidia CMS - Duhovy delfin:
| Daniel Jesensky, Ph.D., MSc., MBA; DAGO, s.t.0. - Managing partner; za vy-
znamné vyzkumy, aktivity a vzdélavaci ¢innost v oboru POP a POS médii
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Zvl4stni cena prezidia CMS - Duhovy delfin:
| Ing. Eva Stejskalovd; Regiondln{ televize CZ, s.r.0. - majitelka, jednatelka; za
dlouhodoby tspésny rozvoj projektu regionalniho televizniho vysilani
Zvlastni cena prezidia CMS - Duhovy delfin:
| David Vejtruba; p.k. Solvent, s.r.o. - marketingovy feditel; za novy koncept
maloobchodnf{ strategie v oboru drogerie
Mali delfini:
| Ing. Liana Hrabédlkov4; Vinafstvi Ludwig, s. r. 0. - marketingové feditelka; za
spojeni vyroby kvalitniho produktu s charitativnim po¢inem
| Ing. Jaromir K¥iZ; Merkur toys, s. r. 0. - feditel a jednatel; za obnoveni ¢eského
produktu Merkur a jeho uvedeni na tuzemsky i mezinarodni trh
| Ing. Jan Matias, CSc.; Amper Market, a.s. - marketing manager; za marke-
tingovou podporu komplexniho podnikatelského zdméru v oblasti energetiky
| Mgr. Blanka Markovd; Vysokd 8kola béatiskd - Technickd univerzita Ostrava,
vedouci ttvaru Vztahy s vefejnosti za ispésné fizeni komunika¢ni kampané
vysoké skoly
| Vit Panocha; Viidlo, vyrobni druZstvo - obchodni feditel a zdstupce pfedsedy
VD; za uspésnou marketingovou koncepci vyrobniho druzstva zaméfenou na
domdciizahraniénitrh
| Ing. Marek Pavlas; BigMedia, s. 1. 0. - CEO; za produktovou inovaci pro pldnova-
ni a vyhodnocoviani marketingovych kampan{i venkovni reklamy
| Ing. Marcela VIékovd; MOIRA CZ, a. s. - vykonnd feditelka; za tispésné vytvore-
nivlastni prodejni sité
Diplom za dspésSnou nominaci marketingového projektu:
| Jitka Bélu§ovd; Férum Karlin, s.r. 0. - jednatelka spoleénosti, CEO
| PhDr. Marie Jir®; Centrum andragogiky, s. r. 0. - majitelka spoleénosti
| Ing. Blanka Kocourkov4d, CSc.; Pelero CZ, o. s. - pfedsedkyné pfedstavenstva
| Pavel Krali¢ek; Gentleman Store, s.r. 0. - zakladatel, spolumajitel
| Ing. Lucie Méddlovd, Ph.D.; Asociace spolecenské odpovédnosti, o.p.s. - zakla-
datelka a vykonna feditelka
| Ing.MartinSpryfar; Drupol, vyrobnidruZstvo-generdlnifeditel aélenpredsta-
venstva
| Ing. Andrea Trékovd; LK SERVIS - vykonnd feditelka
| Ing. Marek Turiia, MBA; Nakladatelstvi KNIHA ZLIN - majitel a feditel
| Be. Jan Vavii¢ka, MBA; Krdsny - zdravotnickd technika, s.r.0. - PR manaZer
| Robert Vojicek; LidskaSila, s.r. 0. - feditel
Mlady delfin:
| kolektiv studentek Univerzity TomdSe Bati ve ZIiné: Martina Bukovjanovj,
Aneta Machov4, Eva Racova za vitézny marketingovy projekt v soutézi Marke-
tér roku 2015 - Mlady delfin;na téma Jak komunikovat EU v CR
Pamétni plaketa CMS:
| Cesky svaz védeckotechnickych spole¢nosti za dlouhodobou podporu védec-
kotechnického rozvoje a spolupréci s ¢lenskymi organizacemi véetné CMS

RECENZIA | REVIEWS

KOLEKTIV AUTORU, 2015. ZNACKY

TEXT | MARIE HESKOVA

A éESK? ZAKAZNiK. ZLiN: RADIM BACUVCIK - VERBUM,

2015.104 S. ISBN 978-80-87500-76-7.

Novinkou zlinského nakladatelstvi VeRBuM Radim Bacuvéik je publikace autorského
kolektivu, kterd se komplexné zaméruje na problematiku budovani a fizeni znacky
jako klicového prvku strategického marketingového managementu z pohledu sou-
Casné marketingové teorie a hospodarské praxe a spotfebniho chovani zdkazniki
ke znacce.

Publikace analyzuje manazerské procesy a rozhodnuti strategického budova-
ni a fizeni portfolia znacek, jeho synergické a multiplikac¢ni efekty a specifikuje kli-
cové faktory ovliviiujici zvySovani hodnoty znacek s ohledem na ovliviiovani postojt
a preferenci spotfebiteltt k znackovym produkttim. Pfinosem publikace je, Ze syn-
tetizuje poznatky a na prikladech demonstruje pripadové studie i¢inného provade-
ni efektivnich strategii s vyuzitim optimdalnich nastroji budovani a fizeni znacky
s cilem posilovdni konkurenceschopnosti znacky. Text poskytuje obecné pouzitel-
né zasady konzistentniho, systematického, dlouhodobého a cilevédomého budovani
atizeniznacky v podminkach soucasného trhu. Prostfednictvim primarniho vyzku-
mu mapuje postoje ceskych a slovenskych zdkaznikd vii¢i znackam, jejich vliv na na-
kupni chovani a nabizi fadu inspirativnich podnétt a konkrétnich faktd.

Publikace je ¢lenénd do deseti pfehlednych a logicky strukturovanych kapitol.

Prvni kapitola pfinasi struény pohled na historické milniky vyvoje znacky az
po soucasnost. Druhd kapitola je vénovdna vymezeni znacky v kontextu praci reno-
movanych doméacich i zahrani¢nich odbornych autorit. Tfeti ¢4st publikace autori
vénovali problematice tvorby a hodnoté znacky. Ctendf je napf. obezndmen s vyzku-
my zaméfenymi na kvantifikaci hodnoty znacek zpracovavané spolecnostmi Inter-
brand a Millward Brown (projekt BrandZ). Text je doprovazen piipadovymi studiemi
tspésné znafky a prikladem selhdni znacky. Ctvrtd kapitola se zabyva problemati-
kou identity znacky. Objastiuje moderni pristupy k budovani identity znacky napft.
s vyuzitim pfistupu love brand. Postup je dokumentovan na prikladech z praxe. Pro
budovani identity je vyuzita i forma zazitkového marketingu. Image znacky je obsa-
hem paté kapitoly, kterd logicky navazuje na identitu znacky z pfedchozi kapitoly.
Pojem image je objasnén z historického pohledu, jsou vysvétleny zdkladni atributy
image v souvislosti s produktem, firemni komunikaci a kulturou, vztahem k zdkaz-
niktéim. Sest4 kapitola se zabyva ochranou znacky, resp. ochrannou zndmkou jako
legislativnim ndastrojem, ktery je definovdn zdkonem a je soucasti registru ochran-
nych znamek u Ufadu prémyslového vlastnictvi. Autofi do textu zafadili pfiklady
zptisobu ochrany znac¢ky na vybranych svétovych trzich. Strategické fizeni znacky
(v sedmé kapitole) v podstaté shrnuje poznatky prechozich ¢asti publikace, budovani
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znacky je zahrnuto do kontextu marketingové strategie. Osmad kapitola je vénovana
rozhodovacimu procesu v souvislosti s poznatky vybranych modela spotfebitelského
rozhodovani. Jsou podrobné popsany jednotlivé fize modelu a typologie ndkupnich
procesti. Obsahem devaté kapitoly je prezentace primarniho vyzkumu TOP 10 zna-
cek na ceském trhu. Zavérecna kapitola seznamuje s vysledky origindlniho vyzkumu
,Cesky a slovensky spotfebitel a znacka”. Jedna se o reprezentativni kvantitativni vy-
zkum, ktery byl realizovan (leden 2013 - listopad 2014) na vzorku 2095 respondentdl
Ustavem marketingovych komunikaci Fakulty multimedidlnich komunikaci Uni-
verzity Tomdase Bati ve Zliné v pfimé komparaci s vysledky reprezentativniho vy-
zkumu realizovaného na Slovensku Katedrou marketingu Fakulty managementu
Univerzity Komenského v Bratislavé v rdmci vyzkumného projektu VEGA 1/1051/1
»Analyza strategickych procest budovani a fizeni znacky v kontextu homogenizace

o i

a individualizace potfeb spotfebiteli”. Pro vyzkum byla vyuZita origindlni metodi-
ka marketingové analyzy. Cilem vyzkumu byla analyza postojl a preferenci ¢eskych
spotfebitelt viici znacce a znackovym produktim a identifikace vlivu znacek na né-
kupni chovani ¢eskych a slovenskych spotiebitelt.

Publikace svym zpracovdnim piedstavuje zdroj informaci a poznani jak pro

zainteresovanou odbornou marketingovou vefejnost, tak pro dalsi ¢tenare, ktef{ si
chtéji roz§itit vSeobecné znalosti marketingu o specifické oblasti fizeni znacky.

RECENZIA | REVIEWS

TEXT | MAGDALENA SAMUHELOVA

JUDITH, E. GLASER, 2016.

KONVERZACNI INTELIGENCE.

KLiC K USPECHU V PRACIA

v BYZ N I S Uo PRAHA: MANAGEMENT PRESS, 2016. 261S.

ISBN 978-80-7261-400-4.

Svelkym prekvapenim a zadostu¢inenim som zistila, Ze recenzovana kniha pojedna-
va vo v§eobecnosti o troch klticovych pojmoch, ktoré ma dlhodobo osobne zaujima-
jd. Su to pojmy: rozhovory, dovera a neuroveda (mozog).Tykaji sa mdéjho odborného
zdujmu o fenomén komunikacie v marketingu, o fenomén dévery v marketingovom
manazmente a o fenomén neuromarketingu. Domnievam sa, Ze vedecké objasnova-
nie tychto fenoménov je zaujimavé a vyznamné pre sticasni marketingovu tedriu
a prax unds, a teda pre vSetkych, ktorych zaujimaji trendy moderného (marketingo-
vého) manaZmentu vo svete.

Autorka knihy Judith E. Glaserova je povazovana za jednu z najprogresivnej-
§ich a najinovativnej$ich manazériek zmien a je §pi¢kovou odbornickou v oblasti kon-
verzacnej inteligencie, neuroinoviacii, ¢i leadershipu. Bola dlhé roky konzultantkou
mnohych vyznamnych svetovych firiem a nazyva seba - firemnou antropologickou.

Problematiku konverzacnej inteligencie, ako sama prizndva, studovala viac
ako patdesiat rokov, od mladosti sa venovala medziodborovym s$tididm, Studovala
biochémiu, lingvistiku, antropoldgiu, archeoldgiu, psycholégiu a vSéeobecnd séman-
tiku. Zaoberala sa ludskym spriavanim, firemnym sprdvanim, korpordtnou a politic-
kou komunikdaciou. Potom, o ¢om rozmyslala, na jej velké otdzky nedokédzal nikto
odpovedat, tak zaloZila experimentalne laboratérium, kde sa snazila zistit ako roz-
hovory menia dejiny. Rozhovory?

V tivode svojej knihy s ndzvom Objavujeme novy druh inteligencie objasniuje svo-
je zistenia, aby ich potom podrobnejsie vysvetlila v jednotlivych castiach svojej kni-
hy. My sami vacSinou rozhovory chdpeme ako odovzdavanie informadcii, o majd
Tudia robit, alebo o ¢om rozmyslaji. Glaserova pise, Ze vdaka vyskumom z neurolégie
a kognitivnej vedy sa ukazuje, Ze...“rozhovory zasahuji omnoho hlbsie a ide o nieco
omnoho silnejSie nez len ¢ire zdielanie informadcii... Vyvijaji sa a ovplyviiuju spo-
sob, ako nadviazujeme kontakt, ako sa angaZujeme, reagujeme, ako pésobime na os-
tatnych. Umoznuji ndm v spolupraci s ostatnymi ovplyviiovat realitu, myslienkové
nastavenie, udalosti a ich dosledky.” (s. 9) Autorka experimentdlne zistila, Ze tym,
¢o odlisuje tdspesnych od netspesnych je konverzac¢nd inteligencia. Toto poznanie
plati pre biznis, medziludské vztahy i dokonca pre manzelstvo. Kazdé nadvizova-
nie kontaktov a komunikacie sa deje prostrednictvom rozhovorov. Slova nie si veci,
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st ich reprezentdciou a symbolmi, ktoré pouzivame na to, aby sme nahliadli na nase
vnimanie reality, aby sme o nej premyslali a spracovali ju. Preto pisSe: ,Ak pochopi-
me akym spésobom moze rozhovor stimulovat rozne cCasti ludského mozgu a ako
moZe sticasne nd$ mozog nastartovat (alebo naopak v rdmci obrannych mechaniz-
mov zastavit), m6Zeme si osvojit konverzac¢né zrucnosti, ktoré pomézu jednotlivcom,
timom, i celym organizacidm dosiahnut ispech. Konverza¢nu inteligenciu sa mozno
naucdit a je iplne nevyhnutna k tomu, aby bolo v premenlivych ¢asoch mozné vybudo-
vat zdravé a odolné firmy.” (s. 10) Toto je velmi nddejnda sprava... Je to kompetencia,
ktord je mozné kultivovat.

Autorka pri objasfiovani podstaty konverzac¢nej inteligencie uvddza tri zdsad-
né veci: ona ndm dava moc ovplyvnit v lubovolnom okamihu nasu neurochémiu, pre-
toze kazdy rozhovor s inym ¢lovekom ma svoju chemickd zlozku. ,Rozhovory dokazu
ovplyvnit ludsky mozog: stimuluji produkt horménov a neurotransmiterov, podpo-
ruju telesné suistavy a neurénové drahy, menia chémiu ludského tela a to nielen pre
dany okamih, ale mozno na cely zivot.” (s. 11)

Dalej uvadza, Ze konverzaén4d inteligencia ndm d4va moc oznamit vlastné mys-
lienky a pocity ostatnym Iudom takym spésobom, ktory méZe posilnit vztahy.

Dava ndm tiez moc ovplyvnit spésob, ako interpretujeme realitu. “Rozhovory
poOsobia na rozne ¢asti mozgu réznym spésobom, pretoZe ,poctivaji” na odlisné pod-
nety. Pokial pochopime, aky vplyv maji rozhovory na to, ¢o po¢iivame, mdézeme sa
rozhodnit ako budeme pocivat. Spdsob, ako budeme poctvat, urcéuje, ako budeme ro-
zumiet svetu a aky v iom uvidime zmysel.” (s. 12)

Konverzacénd inteligencia ddva moznost rozliSovat jednotlivé typy rozhovorov.
Mozno rozlisit rozhovory trovne I, kedy zdielame s ostatnymi informacie, napr. pri
realizovani obchodu. Rozhovor na trovni II je ,pozi¢ny, rozhovor, kedy mame silny
nézor, ktory chceme presadit, alebo presvedcit ostatnych, aby akceptovali nas pohlad
na svet. Rozhovory na trovni III su tie, pri ktorych komunikujeme s ostatnymi pre-
to, aby sme mohli menit a formovat realitu spolo¢ne. Tdto forma je vrcholna podoba
rozhovoru. Autorka v tejto stivislosti piSe Ze je presvedCend o tom, Ze sa pri tejto for-
me rozhovoru ,zapisuje novd DNA”, ktord je mozné odovzdat nasledujicim generaci-
am. Vyskumy v oblasti neurovedy dokazujd, Ze schopnost fungovat v rozhovoroch na
trovni III je zakédovana do vSetkych Iudskych bytosti, je pritomna v jednej vyvinovo
novsej ¢asti mozgu- v prefrontdlnej kére.” Tato oblast mozgu sa aktivuje, ked citime,
ze mozeme ostatnym doverovat a deaktivuje sa v pripade, ked citime vysokd mieru
strachu a nedovery.“(s. 13) Uvadza sa tiez, ze vSetci Iudia sd ,stavani” na ttto droven,
ale okolité prostredie rozvoj tejto zru¢nosti nepodporuje, skor ho potlaca.

Co je teda konverzaéna inteligencia? Je to jeden z viacerych druhov inteligen-
cie, ktora ndm umoznuje nadviazovat kontakty s ostatnymi, rozvijat ich a orientovat
sa v nich. Podla autorky recenzovanej knihy ide o jediny vyznamny druh inteligen-
cie, ktory sa prehlbuje, ked sa rozvija spoloc¢ne s ostatnymi. Individudlna kapacita
pre tento druh inteligencie sa roz8iruje, ked ju precvi¢ujeme v skupine a spolo¢ne sa
na nu ststredime. Ostatné druhy inteligencie st v podstate individualne. Konverzac-
na inteligencia funguje ako zaklad pre vSetky ostatné druhy inteligencie, neexistuje
dolezitejsia na ovladanie.

Autorka knihy uvddza i jeden z principov NLP, ktory znie ,mapa nie je tze-
mim” pricom jeho zmyslom je odlisit slov4, ktorymi popisujeme realitu od samotnej
reality. DoOleZité je v rozhovoroch uviest obidve veci do siladu. A to sa deje rozvinutim
nasej konverzacnej inteligencie, ktorej zmyslom je vytvarat trvaly dialég s ostatny-
mi, skiimat r6zne mapy, zostavat v kontakte a chdpat vyvin myslenia ostatnych be-
hom procesu, ktorého cielom je dosiahnut spolo¢ny ciel.

Moznost ako naucit Iudi vyuzivat konverzacni inteligenciu uviedla autorka
knihy na priklade svojej prace pre globalnu farmaceutickd firmu Boehringer Ingel-
heim v rdmci analyzy predajnych rozhovorov predajcov firmy s lekdrmi, ktoré sa vo
firme viedli. Novy pohlad na dynamiku predaja mal zasadny vplyv na vztah predajcu
ajeho klienta a znamenal posun od zvlddania nadmietok k budovaniu vztahu. Tento je
definovany tym, ¢o sa stane v okamihu kontaktu. Je potrebné zamerat sa na vybudo-
vanie vztahu este pred tym ako sa zameriame na vlastny ciel rozhovoru. Neuroveda
mala pre tento pripad vysvetlenie: pri poévodnych rozhovoroch davali predajcovia le-
karom podnety pre amygdalu (Cast mozgu, ktord sa spdja s emoCnymi a mentalnymi
pocitmi strachu). Schodzky predajcov s lekdrmi sa stali bitkou, predajcovia aktivova-
li boj a zdchranu ttekom a firma bola v predaji produktov netispesna.

Pre pochopenie jadra problému autorka zostavila program STAR (akronym pre
Skills That Achieve Results). Ide o nasledovné zrucnosti: (1) vytvorit zhodu, (2) pocu-
vat bez hodnotenia, (3) klast zistujlice otdzky, (4) posilnit obraz tspechu, (5) stvar-
nit oznam. Tieto zruc¢nosti si jednoduché, i¢cinné a si namierené na vytvorenie
vztahu, zaloZeného na dovere. Vychadzaju z ¢asti mozgu, ktora je oznacend ako re-
tikuldrny aktivacny systém (RAS) a sivisi s mnohymi Zivotnymi funkciami. VSetky
tieto zrucnosti sd navrhnuté tak, aby spustili v mozgu pozitivne chemické proce-
sy, prostrednictvom neurotransmiterov, ktoré utlmia defenzivnu tlohu amygdaly
aumoznia prefrontdlnej mozgovej kore vytvorit nové myslienky, porozumenie a uve-
domenie. Autorka o tom piSe: ,Vieme, Ze to fungovalo, pretoZze tieto zmeny viedli nie-
len k otvorenejsej komunikacii a vic¢sej miere dovery pri predajnych rozhovoroch, ale
tiez k zvySeniu lojality k znacke Boehringer a k jej produktom.” (s. 20) V rebri¢ku od-
vetvi sa predajcovia spolo¢nosti v hodnoteni lekdrov posunuli z tridsiateho devia-
teho miesta na prvé miesto a tento tispech pokracoval nasledujtcich dvadsat rokov.

Z doteraz uvedeného vyplyva, Ze u cloveka je mozné zvladnut vsetky tri drov-
ne rozhovorov, lebo si zakédované v nasom mozgu a vSetky sd doleZité. Ak ich ne-
zvladame, mo6zu viest k nedévere v nasom konani a sprdvani. Autorka tiez uvadza
zaujimavé poznatky neurovedy, ktord dnes vyuziva funkéni magnetickd rezonanciu
(fMRI), Ze centrum dévery sa nachadza v prefrontdlnej kore mozgu a centrum nedo6-
very v amygdale a v limbickom systéme. ,Pocit d6very, alebo nedévery je pochopitel-
ne sucastou celej komplexnej siete, ale je dolezité si uvedomit, Ze prislusné centra sui
v réznych ¢astiach mozgu. Skutocnost, Ze mozog spracovava tieto dve reakcie oddele-
ne, mieri priamo k podstate fungovania konverzacnej inteligencie. Nie je mozné nad-
vazovat vztahy s ostatnymi, ked v mozgu prevldda aktivita amygdaly. N4§ mozog sa
totiz nasledkom strachu a nedévery uzavrie.” (s. 22)
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Celd kniha Judith Glaserovej je zamerana na to, ako mozZno vytvarat priestor
pre rozhovory s hlb§im porozumenim a nie priestor pre strach a snahu nieComu sa
vyhnit. K tomu je, podla nej, potrebné zapamaitat si tri dolezité veci:

| (1) Uvedomit si aky emociondlny kontext maji vade rozhovory - je to bolest,

alebo radost.

| (2) Rozhovory dokdzu vzbudit emoéné reakcie.

| () Pamatat, Ze slovd, ktoré pouzivame v rozhovoroch sd mélokedy neutralne.

Slov4, ktoré pouZivame, maji starocnu histériu, véetky nase skiisenosti menia vyz-
namy slov a vSetky informdcie sa ukladaji do mozgu, aby sa aktivovali pri rozhovo-
roch. Rozhovory stimulujd rézne ¢asti mozgu, podporuju urcité spravanie a navyky
a moézu rozvijat a posiliiovat konverzac¢nt inteligenciu ¢loveka.

Recenzovand kniha je zostavena z troch organickych Casti. Prva ¢ast ma nizov
Konverzacnd inteligencia a preco ju potrebujeme. Autorka v nej analyzuje pripadové studie
a vysledky experimentov, objasniuje klticovy pojem rozhovor, objasniuje ako reagu-
je mozog na javy dovery, ¢i nedovery, vysvetluje ich podstatu na prikladoch z praxe.
V tejto Casti knihy je viacero funkénych, prehladnych obridzkov, ktoré velmi ndzorne
priblizujd uvddzané poznatky.

Druha c¢ast knihy ma ndzov Ako zlepsit konverzacni inteligenciu. Autorka v nej
uvazuje o rozhovoroch ako o urcitych ritudloch, zaclenenych do nasej kultiry a do
nasich vztahov, ktoré ndm umoznuji nadvidzovat kontakty s ostatnymi Iudmi. Ex-
perimentalne identifikuje tieto ritudly a praktiky, ktoré sd v nds zakédované a st
tym, ¢o z nés robi ¢loveka. Zrozumitelne analyzuje prekvapujici tajomny vztah me-
dzi mozgom, jeho sticastami a konverzacnou inteligenciou, analyzuje procesy dévery
a nedovery, ich redlne sidlo v nasom mozgu. Objasniuje zmysel a podstatu konver-
zacnej inteligencie a jej vyuzitia z hladiska neurovedeckych vyskumov. Podrobnejsie
sa venuje trom drovniam rozhovorov, ktoré sme struc¢ne popisali. Podava praktické
rady ako viest ispe$ne rozhovory, najma rozhovory trovne III.

Tretia cast knihy pod ndzvom Ako dosiahnut este vdcsich tispechov pojednéva
o tom, ako sa m6zu lidri naucit aktivovat rozhovory z tirovne I na droven III, ¢o zna-
mend prejst od nedovery k dovere a tak zmenit celd kultidru firmy.

Autorka v tejto Casti uvddza, okrem iného, hlavnd myslienku celej svojej kni-
hy: pocit dovery a neddvery je v nasom mozgu hlboko zakédovany preto, aby sme boli
schopni poradit si s neistotou. Pise o tom takto: ,Ako ndhle sa objavi pocit neistoty,
mozeme sa uchylit bud k obrannému sprdavaniu a postarat sa tak o vlastné prezitie,
alebo moéZeme ostatnym doverovat a nadviazat s nimi spojenie.” (s. 186)

Autorka v tejto zdvere¢nej casti knihy velmi podrobne piSe o vyzname a podsta-
te dévery v timoch. Uvadza pit spésobov ako mo6zu lidri budovat doveru a eliminovat
pocity strachu prostrednictvom modelu TRUST (angl. d6vera) a popisuje procesy zme-
ny pomocou konverzacénej inteligencie. Prvym krokom je Transparentnost (Transpa-
rency). Druhy krok ma ndzov Nadviazat vztahy (Relationship). Tretim krokom je
Porozumenie (Understanding). Stvrty krok sa vold Zdielat tispech (Shared sucsess).
Piatym krokom je Testovat domnienky a hovorit pravdu (Testing assumptions and

telling the truth). Kazdy krok poskytuje nd$mu mozgu signdl, Ze je moZné prejst na
vyS$§iu droven dovery. Aj v tejto Casti knihy st uvedené nazorné obrazky.

V epildgu svojej knihy autorka uvazuje i o plasticite mozgu, a nakoniec rezumuje
slovami, Ze: ...“rozhovory mo6zu zmenit, kto sme, m6zu zmenit nase vztahy, nase pra-
covné prostredie a nasu schopnost uspiet. Pokial pouZijeme pri na8ich interakcidch
konverza¢nu inteligenciu, méZeme tym zmenit svoju osobni trajektériu. V omno-
ho vd¢som meradle potom moéZu rozhovory zmenit dejiny narodov a ludstva.” (s. 239)

Kniha Judith E. Glaserovej je vedeckym dokazom o vyzname slova, rozhovo-
rov, o vyzname komunikacie v Zivote ¢loveka, firmy a celej Iudskej spolo¢nosti. Re-
cenzovand kniha je ndro¢nda svojim obsaho6m, velmi zaujimava svojou tematikou,
napriek tomu je ,¢itava“. Autorkin Styl je odborny, no pritom zrozumitelny. Otvara
zainteresovanému cCitatelovi nové dimenzie vztahov medzi komunikéaciou, déverou
a mozgom, podloZené neurovedeckymi vyskumami. Kvalitnd kniha je doloZen4 po-
znamkami, literatirou a registrom. Zaujemcom o tdto problematiku ju mozno roz-
hodne odportcat.
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Na tivod by sme radi vyjadrili poteSenie, Ze méZeme recenzovat nadcasovy kataldg,
ktory vystavuje a zaujimavo opisuje tvorbu ru¢nych vyrobkov v médnom priemysle
v rozvoji Kreativnej ekonomiky na Slovensku od autoriek Eva Hvizdova - Eva Hviz-
dova ml. Obidve autorky sa dlhodobo venuji marketingovému manazmentu médy
a touto publikiciou dokazuji svoju odbornost a kreativne myslenie. Dnes je umenie
a kultdra nepochybne integrdlnou ¢astou ludskych a socidlnych Zivotov. Kreativna
ekonomika sa stdva sicastou, ktord dominuje na vSetkych trovniach Iudskej ¢innos-
ti. Ide o vysledok a synergiu ludskej kreativity, mobility, technologického pokroku,
Tudského zaujmu, in§pirativnych myslienok a humanizéiciu spolo¢nosti, ktora vytva-
ra bohatstvo spolo¢nosti. Kulttira je klticom k reflexii a otvara dvere pre pokojné spo-
lunazivanie s cielom kontinudlneho vzdeldvania a vzajomnej podpory inovativnych
myslienok. Akdkolvek origindlna umelecka tvorba je svojim spdsobom cesta vyjadre-
nia reality medzi ¢lovekom a svetom. Podpora kultiry by mala stiat medzi najvyssi-
mi prioritami v spoloénosti.

To, ako sa ¢lovek oblieka vyjadruje jeho ekonomické, socidlne, psychologické,
estetické a iné procesy. Polsky basnik Cyprian Norwid, napisal, Ze ,krdsa nds nadchy-
na pre pricu, a priaca nds pozdvihuje.” Prostrednictvom médy ¢lovek vyjadruje vy-
razové prostriedky ndzoru, myslienok, spravania, ukazuje svoj vztah k spolo¢nosti,
je to isté zndzornenie kultiry, ale taktiez novodoby fenomén, ktory opisali autorky
v publikacii, ktora sa zameriava na podporu ru¢ne zhotovenych vyrobkov v médnom
priemysle ako stcasti kreativnej ekonomiky.

Je pozoruhodné, ako autorky spracovali tiito novodobt tému a s podporou krea-
tivnych myslienok obohatili spolo¢nost. Iludové prvky v obleceni mozno povazovat za
nadcasovy pristup, ktory si vyZaduje jemnost a umenie pre cit a detail v mdde. Autorky
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tu neobchddzaji ani marketingovy manaZzment, ktory sa stdva doménou pri zvladnuti
tejto krasnej témy. Vmédnom priemysle si vyzaduje kazda casova peridéda svoj pristup,
kazdy zivotny cyklus si ziada obmeny v marketingovom mixe. Je uznania hodné, ako
autorky v diele vyjadrili dolezitost skimania znalosti antropélogie, ktora vytvara mul-
ti dimenziondlnu zloZku skiimania kultiry v odevno - kreativhom priemysle.

Ruénd praca ako inovativny element v modernej médnej tvorbe s regiondlnymi
prvkamismeruje k podnieteniu mladych dizajnérov a zvyseniu motivacie ich tvorivej
a umeleckej ¢innosti. Svetozndmy navrhar Slava Zajcev sa velakrat vo svojej tvorbe
obracal k tradi¢ne zdobenému odevu. V jeho tvorbe méZeme néjst inSpirdciu vychod-
nych ndrodov s dorazom na osobitny §tyl umenia. Taktiez vo svojej tvorbe opisuje
krdsu tradi¢nych vysiviek vsadenych do modernych médnych kreacii. Je neskutocne
obdivuhodné, ako autorky v predloZenom diele opisuji tradi¢nd techniku hickova-
nia a jej implementédciu do odevu ako fenoménu mdédy. Hickovanie bolo v minulos-
ti doménou Iudovych $iat, no v dnesnej dobe sa tato technika stdva sticastou svetovej
moédy. Autorky v diele opisuji jednotlivé techniky hackovania, pricom kazdd tech-
niku popisne a obrazne znazornujy, v diele mozno vycitit talent pre umenie a krasu
vzorov, ktoré st podporené myslienkami, ktoré povzbudzuji spolo¢nost k vzadjomné-
ho respektu a laske ku kultdre.

Daldou velmi pitavou indpirdciou je ndroénd vysivka, ktord je vsadeni do
moédnej tvorby a vystihuje kultirne dedicstvo Slovenska (PreSovského kraja), ktoré
disponuje snad najkrajSou dimenziou tejto kultiry v ramci Slovenska. Autorky v nad-
casovom diele nezabtidajui ani na osobnosti, ktoré sa dlhodobo venujui tomuto nad-
hernému umeniu a vyzdvihujud ich prinos v predloZenej praci. Kultira odievania je
nieco, o zaujme, avSak bez kvalitnej motivacie a podpory Iudského faktora nemoze
byt tispesnd. Autorky apeluji na rozvoj Iudskej kreativity a viZenie si znalosti v danej
oblasti, pretozZe ak si nebudeme vazit talent a um, kultira a myslienky krajiny budda
stagnovat. Tradi¢ny marketing stavia primarne na ziskani si novych zdkaznikov, av-
8ak marketing médneho priemyslu sa zaoberd podporou umeleckej kreacie, ktorej
cielom je dlhodobé udrzanie vztahu so zdkaznikom a proces vzdjomného obohacova-
nia sa v procese tvorby. Zakaznik sa tu stdva in§pirdciou pre umelca, kultirne pro-
stredie a jeho regiondlne rozdiely sa stdvaji podnetom pre stic¢asni moédnu tvorbu.
Autorky v katalégu upriamuji pozornost aj na vzdeldvanie, ktoré je potrebné spojit
s talentom a zmyslom pre krasu pri tvorbe jednotlivych médnych kolekeii.

Autorky v katalégu motivujd mladd generdciu k danej téme, vyzdvihuju jej pri-
nosy a otvaraji nové moznosti smerom k tvorbe pracovnych miest vdanom odbore.
Je to nieco, s ¢im sa nestretneme kazdy den, ide o novost v mysleni a disponova-
nie novymi myslienkami. Méda je definovand jednotlivcami, ktori reprezentuju svo-
je narody a mozu prispiet k vzdjomnej podpore interkultirnych znalosti, ak sa budd
snazit pochopit dynamicky svet médy. Na zaver by sme chceli vyjadrit ndzor, Ze au-
torkdm sa podarilo napisat nddherné dielo, ktoré v sebe nesie posolstvo starostlivosti
o kultiru, konkrétne v prejave podpory odievania a médneho priemyslu, ktory pod-
necuje a obohacuje spoloénost v kreativnej ekonomike. Zeldime autorkdm vela tspe-
chov s danou publikaciou, ktora podnecuje spolo¢nost k vzijomnej diskusii a vaZeniu
si kultirneho bohatstva, ktoré sa prejavuje aj v méde.
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gift | daréek Sales of Christmas gifts are expected to grow about 20%. (New
Longman Business English Dictionary 2000) | Ocakdva sa, Ze predaj viano¢nych datce-

kov vzrastie 0 20%.

gift coupon/voucher | daréekovy kupdn, darcéekovd poukdzka
offers gift vouchers, starting from €20. | Obchod tiez pontika daréekové poukdzky, ktoré

The shop also

zacinaji na hodnote 20 eur.

gimmick | vtipny ndpad, trik 2015 was the year when the fingerprint sensor at
smartphones stopped being a gimmick. (theguardian.com 2014) | 2015 bol rokom, kedy

snimac odtlackov prstov u smartfonov prestal byt trikom.

give away, giveaway | rozdat, darcek On that day, every customer visiting a
store left with a small giveaway. | V ten deti kazdy zdkaznik, ktory navstivil obchod, odi-

Siel s malym darcekom.

global | globdlny
order to compete effectively. (Aaker a McLoughlin 2000) | Mnoho firiem povazuje za dé-

Many firms find it important to develop global strategies in
lezité rozvijat globdlne stratégie, aby mohli efektivne konkurovat.

global advertising | globdlna reklama

Advertising agencies have to be very
careful when using humor in global advertising. | Reklamné agentiry musia byt velmi
opatrné pri pouzivani humoru v globdlnej reklame.

global brand | globdIna znacka A lot of consumers believe that global brands
have higher quality. | Vela spotrebitelov sa domnieva, Ze globdlne znacky maji vyssiu

kvalitu.

global marketing | globdlny marketing One of the main challenges of global
marketing is the ability to address different consumers. | Jednou z hlavngch vijziev glo-

bdineho marketingu je schopnost oslovit vréznych spotrebitelov.

global product | globdlny produkt
ned and manufactured for reuse and recycling. | Stdle viac a viac vijrobkov sa navrhuje

More and more global products are desig-

a vyrdba na opdtovné pouZzitie a recykldciu.
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global retailer | globdIny predajca Zara, the Spanish fashion chain, became
world’s largest global retailer in 2008. | Zara, $panielsky mddny retazec, sa stal v roku

2008 najvdcsim globdinym predajcom.

globalization | globalizdcia Economic globalization is the process by which
the whole world becomes a single market. (Oxford Dictionary of Economics 2009) |
Ekonomickd globalizdcia je proces, pri ktorom sa cely svet stdva jednotnym trhom.

g

globalize | globalizovat

Peoplefromdifferentnationscametoglobalizecricket.
(theguardian.com 2014) | Ludia z vréznych krajin prisli globalizovat kriket.

goal | ciel The goal of the report is to analyze the domestic market. | Cielom

sprduy je analyzovat domdci trh.

gondola | gondola Counters, showcases and gondolas are part of equipment

produced for stores. | Pulty, vitriny a gondoly sd sticastou vybavenia pre obchody.

goods | tovar Fortunately, a lot of consumer goods were available in the store,
which made her happy because she loves shopping. | Nastastie bolo v obchode k dispozi-

cii vela spotrebného tovaru, z ktorého mala radost, pretoZe miluje nakupovat.

goodwill | reputdcia, dobré meno The company’s new owner is pleased with its

level of goodwill. | Novy majitel je spokojny s iroviiou dobrého mena spolo¢nosti.

government | vldda

The role of government varies from country to coun-
try. | Uloha vlddy sa lisi od krajiny ku krajine.

grapevine | klebety, suskanda In many organizations, informal communica-
tion is called the grapevine. | V mnohyjch organizdcidch sa neformdina komunikdcia nazy-

va Suskandou.

graph | graf The graph shows the level of Internet usage in the Slovak Repub-

lic. | Grafukazuje mieru vyuzivania internetu v Slovenskej republike.
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