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TEXT | BARBORA MARISOVA, PRISPEVKY | CONTRIBUTIONS

EVA SMOLKOVA

ROLE OF REGIONAL TOURISM
ORGANIZATIONS IN SLOVAKIA
FROM THEIR PERSPECTIVE

Destinations play a key role in tourism system with destination management organizations
(DMOs) as entities responsible for finding the intersection between supply side (destination
with its offer) and demand side (visitors) in destinations which they manage. DMOs perform
various functions and have various roles in tourism system. Authors dealing with destination
management mention several DMOs’ functions and roles. In Slovakia official establish-
ment of DMOs supported by law started in 2011. Act No. 91/2010 Collection of Law on the
Support of Tourism specifies the role and functions of regional tourism organizations (RTOs
which can be considered as DMOs in Slovak conditions) in Slovakia. This means that on one
hand we know the views of authors dealing with destination management and on the other
hand we know the law. However, little is known about the view of RTOs themselves - how
they perceive their role in tourism system and tourism development. The objective of this
paper is to find out how regional tourism organizations as destination management organi-
zations perceive their role in tourism development in Slovakia. The paper is structured into
three parts: Literature review, Methodology and Results and discussion.

Literature review Destinations have become the basic units of analysis in tourism (UN-
WTO 2002). Destination is a geographically defined area or place as continent, state, region,
city, or even a specific small place with offer and potential for tourism development (Pike and
Page 2014). It is important that in destination there exists a primary offer (attractions) as well
as secondary offer (infrastructure) which are interconnected and sold to tourists (Palatkova
2011). Small destination full of various attractions can be much more interesting for tourists
comparing to geographically spacious destination which offers nothing interesting (Born-
horst, Brent Ritchie and Sheehan 2010). Destination is a strategically managed and competi-
tive unit of offer in tourism market (Palatkova 2011). It is necessary to manage and coordinate
the supply and demand side of tourism in destination together with resources in destination,
cooperation as well as relationships among various stakeholders in destination. The approach
that involves management of all these destination components is called destination manage-
ment (Pearce 2015). According to UNWTO (2007), destination management is a coordinated
management (which uses the strategic approach) of all elements which create the destination
(attractions, marketing, pricing policy, etc.). Morrison’s definition is based on UNWTQ’s defi-
nition. He interprets the destination management as “a professional approach to guiding all
the efforts in a place that has decided to pursue tourism as an economic activity. Destination
management involves coordinated and integrated management of the destination product
(attractions and events, facilities, transportation, infrastructure, service quality and friendli-
ness)” (Morrison 2019). Vystoupil and Sauer (2006) emphasize the cooperation of public and
private sector in the destination when defining destination management. According to them,
destination management is a way to face the challenging tourists’ requirements as well as

the intensifying competition in tourism. Destination management is based on cooperation of
public and private sector (services providers) in destination which contributes to better manage-
ment of supply and demand side of tourism in destination as well as improves competitiveness
of destination. Longjit and Pearce (2013) presented the conceptual framework for destination
management which is based on three management features, namely 1) goals, 2) management
structures and 3) activities. Management structures as a part of conceptual framework for des-
tination management means that there must exist organizations responsible for destination
management. These organizations are called destination management organizations (DMOs).
Pearce (2015) pointed to the fragmentation of views in interpreting the abbreviation DMO and
generally understanding of this type of organization — whether it is a destination management
organization, destination marketing organization or destination management and marketing
organization. According to Pike and Page (2014), DMO is destination marketing organization
due to the fact that the main task of this type of organization is destination marketing and
not destination management. They are convinced that using the term destination management
organization is misleading since in such case it evokes that the main task of such organization
is destination management while in reality it is destination marketing. According to Heskova
(2011) the organization which is established with the aim of creation, management and market-
ing of destination and destination’s products is called destination management organization.
This type of organization is usually created and financed by the biggest and most important
players in destination as they realize the need for management of destination. Despite the fact
that the main task of DMO is usually marketing (Beritelli and Laesser, 2014) which is important
since marketing activities often unite the conflicting interests of various groups like citizens,
visitors, service providers, etc. (Ol3avsky, 2014), DMO performs many other functions as well
(Beritelli and Laesser, 2014). Wang (2008) has specified nine roles of DMO based on his research.
According to him DMO is an 1) information provider, 2) advocate, 3) network management or-
ganization, 4) partner and team builder, 5) convener and facilitator, 6) organizer, 7) catalyst, 8)
funding agent and 9) community brand builder. He uses the term destination marketing or-
ganization but at the same time he acknowledges that the emphasis is currently shifting from
marketing to management. According to Bieger (1998) DMO has four basic functions: planning,
development of products, marketing and pool. Pearce (2015) has summarized the results of var-
ious case studies dealing with destination management and its functions as well as destination
management organization and its functions. He created a list of DMO functions and listed them
according to the frequency of functions’ citations (but not the importance of these functions).
The list of DMO functions according to Pearce’s analysis is shown in Table 1.

DMO function Number of case studies

Destination marketing, branding and positioning 15

Relationship building/coordination/facilitation

Product development/development activities

Destination planning, strategy formulation, monitoring and evaluation

Resource stewardship, environmental management

Human resource development, training

Destination management

Information provision and reservations

N W N W W O ||

Quality assurance




Research, information management and knowledge-building

Visitor management, managing the visitor experience

Service provision, coordination

Business support

Policy making or enforcement

Assistance with accessing finance

R NN N NN

Enhance well-being of destination residents

Table 1: DMO functions
Source: Adapted from Pearce (2015)

In order to improve and develop tourism in Slovakia destination management organizations
have been established. Some tourism clusters have been created since 2008 in form of open
partnership. These clusters were mainly responsible for coordination of marketing activities
and creation of simple products (Gajdosik 2017). Creation of clusters was not supported by
law. In 2011 Act No. 91/2010 Collection of Law of Slovak Republic on the Support of Tourism
came into force and since December 2011 new type of organizations have been established -
regional tourism organizations (RTOs) which can be considered as destination management
organizations in Slovak conditions. According to this act, RTO has various functions. We men-
tion some of them: support for RTO’s members’ activities in creation and implementation of
tourism development concept; marketing and promotion of tourism, destination and RTO’s
members; cooperation with municipal authorities with the goal of destination development;
events organization for residents and visitors; provision of advisory and consultancy servic-
es for its members; creation and implementation of tourism development concept; creation,
management and presentation of tourism products, etc. (Act No. 91/2010 Collection of Law
on the Support of Tourism).

Methodology Authors dealing with destination management describe various functions
and roles of DMOs. On the other hand, Act No. 91/2010 Collection of Law on the Support of Tour-
ism specifies the role and functions of RTOs in Slovakia. Here arises the question: How do RTOs
in Slovakia perceive their role in tourism system and tourism development? Does their perception
correspond with the theoretical basis of destination management and DMOs? To what extent?
The objective of this paper is to find out how regional tourism organizations as destination man-
agement organizations perceive their role in tourism development in Slovakia.

We decided to include all the 37 RTOs operating in Slovakia into our research however two of
them were not willing to cooperate, therefore 35 RTOs were included in our research. We decided
for qualitative research using the method of in-depth semi-structured interviews with represent-
atives of 35 RTOs. 25 interviews were made personally, 6 interviews were made by phone and 4
through e-mail communication. During each interview we asked one open question: “What is the
role of your organization?” When it was necessary we asked additional questions. Personal and
telephone interviews were recorded (except for one) and regarding email-interviews we received
written answers. Research was conducted between August 2018 and January 2020.

For analyzing the obtained data and obtaining the results, content analysis and comparative anal-
ysis were used. We decided to analyze the data gained from interviews about roles of RTOs fol-
lowing the list of DMO functions summarized by Pearce (2015) - see Table 1, summarized them
and lined them up according to the frequency in which they appeared during interviews (number
of RTOs' representatives who mentioned them).

Results and discussion According to Pearce’s summarization, the top three most cit-
ed functions of DMO in analyzed case studies were: 1. destination marketing, branding and
positioning, 2. relationship building/coordination/facilitation and 3. product development/
development activities (Pearce 2015).

Results of our research among 35 RTOs in Slovakia showed that these are exactly the three most
mentioned roles of RTOs which RTOs’ representatives mentioned during interviews. Destination
marketing, branding and positioning were mentioned by 26 representatives (Pearce’s order: number
1), product development/development activities were mentioned by 24 representatives (Pearce’s
order: number 3) and relationship building/coordination/facilitation were mentioned by represent-
atives of 18 RTOs (Pearce’s order: number 2). All functions of RTOs (summarized by Pearce as DMO
functions) together with number of regional tourism organizations, representatives of which men-
tioned the functions when identifying the role of their organization are shown in Table 2.

. Number Ordey Order
Function / Role orrros B pearce)
Destination marketing, branding and positioning 26 1. 1.
Product development/development activities 24 2. 3.
Relationship building/coordination/facilitation 18 3. 2.
Information provision and reservations 8 4, 8.
Destination planning, strategy formulation, monitoring and evaluation 4 5 4,
Human resource development, training 4 6 6
Destination management 3 7. 7.
Quality assurance 2 8. 9.
Business support 2 9. 13.
Enhance well-being of destination residents 2 10. 16.
Service provision, coordination 1 11. 12.
Resource stewardship, environmental management 0 12. 5.
Research, information management and knowledge-building 0 13. 10.
Visitor management, managing the visitor experience 0 14. 11.
Policy making or enforcement 0 15. 14.
Assistance with accessing finance 0 16. 15.

Table 2: Function and role of RTOs according to RTOs’ representatives
Source: Authors

We have already mentioned the top three RTOs’ functions mentioned by RTO’s representatives.
The order of other functions (according to the number of RTOs’ representatives who mentioned
the function when identifying the role of their RTO) was following: information provision and
reservations was mentioned by 8 representatives, representatives of 4 RTOs mentioned desti-



nation planning, strategy formulation, monitoring and evaluation as well as human resource
development and training. Three interviewees mentioned destination management when an-
swering about role of their organization and functions: quality assurance, business support and
enhance well-being of destination residents were mentioned by 2 representatives. Service pro-
vision and coordination was mentioned by representative of only 1 RTO. The other functions
(resource stewardship, environmental management, research, information management and
knowledge-building, visitor management, managing the visitor experience, policy making or
enforcement, assistance with accessing finance) did not mention any of the representatives.

Role of RTOs by RTOs’ representatives We have already mentioned that in literature
there are different points of view on what to understand by abbreviation DMO - destination
management organization, destination marketing organization or destination management
and marketing organization. The reason seems to be the fact that often destination marketing
is considered as a key function of DMO. This fact was confirmed by results of our research
among 35 RTOs in Slovakia. 26 of the RTOs’ representatives consider destination marketing
as their key function when talking about role of their organization. This means that RTOs put
a lot of effort as well as financial and human resources on promotion of their destinations.
They create printed promotional materials, promote destinations on tourism fairs and exhi-
bitions, they create and manage destinations’ webpages, communicate with visitors through
social media like Facebook, Instagram and YouTube, pay for advertisement in television, radio,
newspapers and magazines, advertisement on billboards as well as for online advertisement.
Some of RTOs also create and manage destination mobile applications.

Second most mentioned function among RTOs’ representatives when identifying the role of
RTO was product development and development activities which was mentioned by repre-
sentatives of 24 RTOs. RTOs create products like information and promotional materials as
very simple but very important product. They organize events, construct routes like hiking and
cycling routes, cross-country trails, via ferratas, educational trails and necessary equipment
like sightseeing towers, panoramic maps, telescopes, etc. Some RTOs also create, manage and
sell regional card, organize sightseeing tours and buses like ski-buses, tour-buses, bike-buses.
RTOs also organize and sell thematic trips and create regional games (MariSova and Smolkova
2020). In this way RTOs are able to enrich the destination offer, improve its competitiveness,
create some income by selling some of the products and contribute to the destination devel-
opment (by construction of routes, educational trails, sightseeing towers, etc.) Besides the
construction of routes, RTOs are also responsible for their maintenance.

Relationship building, coordination and facilitation was the third most mentioned RTOs’ function
which was mentioned by 18 RTOs’ representatives when talking about role of their organization.
RTOs’ managers realize the need for cooperation among entities within the destination and thus
try to support relationship building (especially among organizations’ members since each RTO
has members from public sector, private sector and other members). This varies among desti-
nations due to the fact that in each destination different resources (financial and human) are
available and so options which RTOs have also vary. Despite that, RTOs realize that their role
is to coordinate entities in destination and try to build and improve relationships among them.
Obtained results are also supported by visualization of key words got from answers to the ques-
tion “What is the role of your organization?” asked during interviews. This visualization is shown
in Figure 1 (the font size of key words depends on the frequency of the keyword in which it
appeared in answers of RTOs’ representatives). We can see that the words that appeared most
frequently in the answers are: destination, members, marketing, products and region. These
words correspond with the three RTOs’ functions most mentioned by RTOs’ representatives.

products
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Figure 1: Visualization of key words from answers about role of RTOs
Source: Authors

Role of RTOs - What are the shortcomings? Results of our research also show the
shortcomings in the perception of the RTOs’ role. For instance, only 3 RTOs’ representatives
stated that destination management belongs to their role. There can be two reasons for this:
1. RTOs’ representatives do not consider destination management as role of their organiza-
tion or 2. they consider other functions which they mentioned as part of destination manage-
ment and thus did not mention destination management separately. Only 4 representatives
mentioned destination planning, strategy formulation, monitoring and evaluation when
identifying the role of their RTO. Lack of understanding of the importance of strategy in
destination management by RTOs’ representatives together with the consequences which it
brings was mentioned in the article by MariSova, Smolkova and Valko entitled Strategic Plan-
ning in Destination Management: Do Slovak Destination Management Organizations Realize
the Need for Strategic Planning? (MariSova, Smolkova and Valko 2020) and was confirmed by
results of our research. Destinations have to be strategically managed and RTOs should set
goals which they want to reach and create plans how to reach the goals. Otherwise they face
problems with lack of members as well as lack of financial and human resources.

Further we see great room for improvement in the following (when talking about RTOs’ role):
quality assurance was mentioned by only 2 representatives. RTOs as tourism authority in
destination should control the quality level so it is able to ensure quality services for visi-
tors. Research, information management and knowledge-building was not mentioned by any
RTO’s representative. RTOs should regularly do research in order to get necessary data for
decision making, management and marketing. Data could help RTO to choose the suitable
promotional methods, to create the right products and manage the destination as success-
fully as possible.

When demonstrating our findings we have to take into consideration the limitations which
our research and results had: for instance the information gained during interviews could
have been incomplete or a certain degree of subjectivity in answers might have appeared
which should always be taken into account when using the in-depth interview method. De-
spite the identified research limitations we think that we have reached the paper’s goal.




Conclusion Results of our research supported the theories that the main function of
DMOs is destination marketing what causes differences in views on understanding of the
abbreviation DMO. Due to the fact that destination marketing is usually considered as main
DMO function, many authors refer to DMO as a destination marketing organization. Research
results showed that 26 out of 35 RTOs’ representatives mentioned marketing when talking
about role of their RTOs. However, using the term destination marketing organization could
be confusing due to the fact that besides destination marketing, RTOs’ representatives men-
tioned other functions when identifying the RTO’s role. The other two most frequently men-
tioned functions were a) product development and development activities and b) relationship
building, coordination and facilitation. That means that RTOs can be mainly considered as
marketers of destination. RTOs are also development agents who are responsible for des-
tination development and products creation. Besides that, they are also coordinators and
relationship builders who motivate entities operating in the destination to cooperate, who
coordinate them and in that way contribute to destination development. On the other side, re-
search results showed that for instance planning and strategy formulation, destination man-
agement, quality assurance or research and information management do not belong to the
main functions mentioned by RTOs’ representatives when identifying the role of RTOs which
means that they do not consider RTOs as strategic destination managers, quality controllers
or researchers and information managers.
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Résumé Uloha oblastnych organizacii cestovného ruchu na Slovensku z ich perspektivy
Autori zaoberajuci sa destina¢nym manazmentom poukazuju na rézne funkcie organizacii des-
tinatného manazmentu a prezentuju rézne pohlady na ich Glohu v systéme cestovného ruchu.
Avsak doposial nebolo preskiimané, ako svoju Ulohu vnimaju samotné organizacie. Prispevok
skuma pohlad oblastnych organizacii cestovného ruchu (OOCR) na Slovensku, ktoré mézu byt
povazované za organizacie destinatného manazmentu v slovenskych podmienkach, na ich
Ulohu v rozvoji cestovného ruchu. Do vyskumu bolo zahrnutych 35 OOCR z celkového poctu
37. Vysledky vyskumu poukazali na to, Ze OOCR za svoju Ulohu povazuju hlavne marketing ich
destinacie, rozvoj cestovného ruchu v destinacii, tvorbu produktov cestovného ruchu, ¢i bu-
dovanie vztahov medzi subjektmi pdsobiacimi v destinacii, ich koordinaciu a podporu. Na dru-
hej strane vysledky vyskumu poukazali na to, ze OOCR za svoju Ulohu nepovazuju napriklad
planovanie spolu s tvorbou stratégie, destina¢ny manazment, zabezpecenie a garanciu kvality
sluzieb v destinacii, ¢i marketingovy vyskum a manazment informacii.
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SERVICE INNOVATION ACROSS
BORDERS: CHALLENGES

AND POTENTIALS OF SERVICE
INNOVATION COLLABORATION
IN UPPER AUSTRIA

AND SOUTH BOHEMIA

In an increasingly globalized and competitive environment, it is essential that geographical
regions pool available resources and create synergies in service innovation management in
order to sustain an innovative edge. Collaborative innovation management entails substantial
synergies, especially for connected regions. However, existing potentials of such a cross-
border innovation collaboration system have hitherto been exploited only partially. In order
to overcome several challenges, two regions, Upper Austria and South Bohemia investigated
novel paths of innovation collaboration through the European Union research project SIP-
SME aiming at supporting innovation processes mainly in Austrian and Czech SMEs. To this
end, qualitative interviews with local innovation experts were conducted in order to assess
the current situation with regard to innovation capacities and barriers in the Upper Austrian
and South Bohemian region. Based on the data collected during the in-depth interviews, the
authors analysed and identified potentials and challenges in the two regions, which affect
the cross-border knowledge creation environment. Despite being neighbouring regions

with almost non-existent physical borders, significant differences in the current state of

the innovation climate in Upper Austria and South Bohemia were determined. The most
significant barriers hindering the cross-border innovation collaboration activities between the
South Bohemian and Upper Austrian regions were identified as the lack of trust and financial
resources, language barriers, absence of personnel with skills and experience, the inability to
identify suitable cooperation partners, and a low degree of awareness about the benefits of
cross-border innovation collaboration. The findings of this paper are relevant for future design
and creation of a borderless region and joint policymaking in Austria and the Czech Republic.

Introduction Even though Upper Austria is one of the most export-oriented and innova-
tive regions in the European Union, in order to maintain its competitive edge, it is crucial not
only to keep up with the market trends but also to fully exploit its already existing innovation
potential. On the other hand, the South Bohemian region, with its favourable location close to
the Austrian and German borders and its expanding production capacities, faces a relatively
low rate of growth due to the lack of high-tech manufacturing representation (JCK 2014).
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Both regions face specific problems and challenges, which have been limiting not only their
regional growth potential but also possible cross-border collaborations.

With a constantly increasing pressure of globalization, companies and regions are forced to
pool resources and form collaborations across borders in order to stay competitive. Never-
theless, borders remain a significant barrier limiting potentials in innovation activities. The
benefits of geographical proximity are diminished by a substantial lack of national and in-
ternational focus on the creation and further development of borderless regions. Many re-
gional strategies for regions along international borders (including the ,smart specialization”
strategies designed for use of EU funds) don't take this cross-border dimension into account,
constituting a missed opportunity (OECD 2020). Regional policymakers and companies need
to realize and acknowledge the so-called ,co-optition” or ,cooperation for competition”; the
motion that the neighbouring region can be a collaboration partner in the face of global com-
petition (OECD 2013).

To support cross-border innovation collaboration between Upper Austria and South Bohemia,
the lead partner the University of Upper Austria, campus Steyr, together with project partners
Business Upper Austria, South Bohemian University (EF JCU), and South Bohemian Science
and Technology Park JVTP) implemented a European Union research project SIP-SME (Service
Innovation Processes in SMEs). The project focuses on SMEs, as they form the backbone of
the local economies, however, engage only in unstructured and often unconscious innovation
activities (Janssen, den Hertog and Kuusisto 2014).

The main output of the project, an online tool in German and Czech languages, was specifical-
ly designed for innovation-oriented SMEs in both regions to help them assess their existing
innovation potential, as well as to guide them on their path to diminish any hurdles identified
in their innovation management processes and to support their cross-border activities. In or-
der to develop a tool, which meets particular regional needs and addresses existing problem
areas, 10 in-depth interviews with innovation experts were conducted in Upper Austria and
South Bohemia. This article presents the interview findings and analyses and discusses sim-
ilarities and differences in the innovation realm in both regions. The theoretical basis of the
article is grounded in a comprehensive literature review on the topic of innovation collabora-
tion conducted in 2018 (Fratri¢, Uberwimmer and Fiireder 2018).

Cross-border innovation collaboration State borders not only pose a physical bar-
rier but are diverse also in their ,manifestations of social practice and discourse” (Paasi
1996). Nevertheless, regions along borders, which sometimes find themselves in a some-
what disadvantageous position, might focus on transforming this hindrance into an op-
portunity in a highly globalized world in a form of crossborder innovation collaboration.
,Different measures of the benefits of innovation activities find that the strongest inter-
actions take place in proximity” (OECD 2013). Formalized innovation collaboration helps
to bundle finances and knowledge, reduces the time to market, and enables risk-sharing
among organizations (Hertog 2010; Storey et al. 2016; Tyler and Steensma 1998). It is also
one of the key strengths of the innovation potential of the Upper Austrian and South Bo-
hemian regions as it has been focusing on forming international partnerships to cope with
increasing competition (Janssen, den Hertog and Kuusisto 2014). In order to specifically
analyse the cooperation possibilities, similarities, and differences between the innovation
situations in Upper Austria and South Bohemia, the SIP-SME project partners prepared
several benchmarking and comparison reports as well as conducted in-depth interviews
with regional innovation experts. Numerous problematic areas restricting regional inno-
vation potential were identified in both territories.
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Evidence from in-depth expert interviews The Austrian and Czech experts were chosen
by project partners Business Upper Austria and the South Bohemian Science and Technology
Park (JVTP), as they have been in long-term cooperation with local enterprises and experts and
they were able to evaluate and select suitable respondents with in-depth knowledge about
the topics examined. The project focus on SMEs, the backbone of the regional economies, was
taken into consideration. In-depth interviews were chosen as a suitable data collection meth-
od, as it enables gaining detailed information about the issues analysed, as well as providing
the possibility for respondents to share their thoughts and description of behavioural pat-
terns. The guidelines for the interviews were standardized (40 questions in total) and focused
on the innovation aspects and issues identified through a comprehensive literature review
conducted by the project partners beforehand. The sample size of 10 respondents was deter-
mined by the project resources and limitations. Each interview took approximately 1.5 hours
and was conducted either at the premises of the project partner or the enterprise. Forty open
questions were discussed with the aim to analyse the innovation challenges and potentials
in both regions, as well as to provide in-depth information about similarities and differences
in the fields of regional innovation processes, preferred collaboration partners and common
collaborative practices. Each interview was recorded, transcribed, and subsequently analysed.
To capture diverse views, opinions, and knowledge, the project partners specified numerous
attributes in 5 different categories, which the experts had to fulfil in order to be selected for
the interviews. Following professions and positions were defined based on these criteria:
¢ Regional innovation policymaker
« Regional consultant for innovation processes
« Owner or manager of an SME, which is regionally recognized for its innovative activities
¢ Innovation leader of a specific industry in the region (not necessarily an SME, but has vast
knowledge about the situation of SMEs regarding innovation)
¢ Manager of a small or medium-sized enterprise, not known for innovation, but willing to
innovate and acts regionally as the ,critical voice” among SMEs

Based on the information gathered, the project partners were able to identify hurdles and
barriers of cross-border innovation collaboration between the Upper Austrian and South Bo-
hemian regions (Table 1).

Challenges identified by Upper Austrian experts Challenges identified by South Bohemian experts

Cross-cultural communication differences
between the regions

Lack of information about suitable partners
in the Czech Republic

Lack of information about regional networks

in the Czech Republic Lack of financial resources to collaborate

Language barriers Complicated bureaucracy in Upper Austria

Mistrust towards Upper Austrian partners

Lack of qualified workforce to engage
in cross-border innovation collaboration

Table 1: Challenges of cross-border innovation identified in Upper Austria and South Bohemia.
Source: Authors

The South Bohemian innovation experts noted that the regions face uneven starting points
with regards to innovation; whereas in Upper Austria, innovative activities are supported by
the regional authorities and programs available, South Bohemia was named as a more con-
servative region with a lack of funding for novel ideas in many areas of business. Moreover,
the degree of business sophistication is generally lower compared to the Austrian counter-
part. The main barrier identified in South Bohemia hindering its cross-border collaboration
was the lack of finances to engage in innovation activities with foreign partners such as Aus-
tria, which has a higher level of costs (salaries, materials etc.). Additionally, the cross-cultural
communication differences were named as a significant barrier between the two regions. Not
only are there not enough personnel speaking foreign languages such as German or English,
but the Czech experts also noted that the differences in communication style in business set-
tings pose a substantial problem during cross-border talks and meetings when the company
representatives could not identify the information and messages received from their respec-
tive partners. These differences might stem from, for example, variations in speech patterns.
Whereas Austria is considered a low context country, the Czech Republic leans more to the
high context spectrum. ,In terms of cultural categorization, (Hall 1976) suggested a differen-
tiation between high context (HC) and low context (LC) cultures to better understand differ-
ences in their communication patterns. While in HC cultures, speech patterns are affected by
clearly structured social hierarchy and strong behavioural norms in which the deeper meaning
of a message is usually embedded within the information or frequently even internalised in
the person, LC cultures tend to expect that the majority of the information is part of the trans-
mitted message” (Gaisch et al. 2016; Hall 1976).

The South Bohemian experts also quoted a lack of qualified workforce, which could engage
in cross-border innovation collaboration activities with external partners. Due to the region’s
position near the Austrian borders, a significant percentage of the Czech employees with rel-
evant knowledge and language skills migrated to Austria, leaving Czech regions struggling
to find sufficiently educated and experienced staff. However, it is essential to mention that
this issue has been relevant also for Upper Austria, as according to the innovation experts,
highly skilled workforce tends to migrate to larger cities such as Vienna, which threatens the
future innovation capacities and capabilities of the Upper Austrian region. Furthermore, Czech
companies found it difficult to navigate through the complex bureaucracy present in Austria.
Lastly, an overall feeling of mistrust was recorded among the Czech representatives towards
their Austrian counterparts, which significantly limits the potential of cross-border innovation
collaboration.

On the other hand, the main issue observed by the Austrian innovation experts was the gener-
al lack of information about the Czech Republic; mainly in the spheres of local Czech networks
supporting innovation and possible collaboration partners. Moreover, the language barrier
between the regions was highlighted, mainly with regard to highly technical innovation pro-
jects where precise vocabulary is essential. Finally, a lack of awareness about the benefits of
crossborder collaboration was recorded. According to several experts, Upper Austrian com-
panies often perceive it unnecessary to collaborate with foreign partners as all the essential
resources and information is available on the Austrian market.

Conclusion The article presented findings from 10 in-depth interviews with Austrian
and Czech innovation experts, which were conducted as a part of a three-year Interreg project
SIP-SME (Service innovation processes in SMEs). For both Upper Austria and South Bohemian
regions, the main reasons to collaborate on innovative projects remain pooling of resources
to compensate for various limitations, as well as to access know-how, share ideas, and due
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to the fear of missing out. The problematic areas limiting any regional and international col-
laborations are the fear of imitation, legal problems and strict contracts between the par-
ties, possible know-how leakage, and the overall lack of innovation and project management.
Specific problems of the Czech companies trying to cooperate with Austrian businesses are
cross-cultural communication problems, lack of trust, language barriers, lack of financial re-
sources, absence of personnel with enough skills and experience, as well as complex Austrian
bureaucracy.

The Austrian experts noted a general lack of information about the Czech business environ-
ment, existing networks supporting innovation in the Czech regions, as well as the inability
to identify suitable cooperation partners, language barriers, and a low degree of awareness
about the benefits of cross-border innovation collaboration. In order to overcome these iden-
tified issues, cross-border communication and a cross-cultural platform bringing the regions
together could be beneficial. The underlying need for intercultural understanding and further
development of language competencies seem to be the first steps in the creation of a border-
less region with fruitful innovation collaboration activities. Moreover, the South Bohemian
policies need to take into consideration the limited resources of regional SMEs, which are hin-
dering new activities with foreign partners. Both regions should consider activities to attract
adequately educated and experienced workforce in order to improve the competitiveness and
innovation potential of the regions. Furthermore, information about existing innovation net-
works, platforms, and supporting systems, as well as about potentially suitable collaboration
partners needs to be disseminated more effectively, as the information channels seem to be
targeting SMEs in an insufficient manner.

Limitations and outlook Due to the limited resources and time constraints, a limited
number of in-depth interviews was conducted. A larger sample of participants would enable
a more complex insight into the topics discussed. Furthermore, other Austrian and Czech
regions could be included in the assessment to evaluate and identify possible regional dif-
ferences and similarities. This would enable the researchers to create a more comprehensive
outlook of the Austrian and Czech policies and activities and recognize state-wide patterns
and barriers limiting cross-border innovation potentials, which would subsequently lead to an
increased degree of national competitiveness in a highly globalized world.

Poznamky | Notes The research was conducted as part of the Interreg AT-CZ SIP-SME
(Service Innovation Processes for SMEs) project financed by the European Fund for Regional
Development.
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JEL klasifikacia/JEL Classification H76, M31

Résumé Cezhrani¢na inovacia sluzieb: vyzvy a potencial spoluprace v oblasti inovacii
sluzieb v Hornom Rakusku a v Jihoc¢eskom kraji

V stale globalizovanejSom a konkurenc¢nejSom prostredi je nevyhnutné, aby geografické regio-
ny zhromazdovali dostupné zdroje a vytvarali synergie v oblasti riadenia inovacii sluzieb, aby
si udrzali inovativnu vyhodu. Spolo€ny manazment inovacii so sebou prinasa znatné synergie,
najma v prepojenych regionoch. Existujice moznosti takéhoto systému cezhranitnej spolu-
prace v oblasti inovacii sa vSak doteraz vyuzivali iba ¢iastoCne. S cielom prekonat niekolko
vyziev skimali dva regiony, Horné Rakusko a Jihocesky kraj nové cesty inovacnej spolupra-
ce prostrednictvom vyskumného projektu Eurépskej unie SIP-SME zameraného na podporu
inovanych procesov najma v rakuskych a ¢eskych MSP. Za tymto u¢elom sa uskutocnili kva-
litativne rozhovory s miestnymi odbornikmi v oblasti inovacii s cielom zhodnotit su¢asnu
situaciu, pokial ide o inovatné kapacity a prekazky v regiéne Horného Rakuska a Jiho¢eského
kraja. Na zaklade udajov zozbieranych poéas hibkovych rozhovorov autori analyzovali a iden-
tifikovali potencialy a vyzvy v tychto dvoch regidnoch, ktoré ovplyviiuju cezhrani¢né prostre-
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die vytvarania vedomosti. Napriek tomu, Ze susediace regiony nemaju takmer ziadne fyzické
hranice, boli zistené vyznamné rozdiely v si¢asnom stave inovacnej klimy v Hornom Rakusku
a v Jiho¢eskom kraji. Najvyznamnejsie prekazky braniace cezhrani¢nym Cinnostiam v oblasti
inovacnej spoluprace medzi ¢eskym a rakdskym regionom boli identifikované ako nedostatok
dévery a finan¢nych zdrojov, jazykové bariéry, nedostatok personalu so zru¢nostami a skuse-
nostami, neschopnost identifikovat vhodnych partnerov spoluprace a nizka miera informova-
nosti o vyhodach cezhrani¢nej inovanej spoluprace. Zistenia tohto prispevku su dolezité pre
budUci navrh a vytvorenie regiénu bez hranic a spolo€nu tvorbu politiky v Rakusku a v Ceskej
republike.
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EMPOWERING CUSTOMERS

THROUGH EDUCATION-BASED

VIDEOS IN E-COMMERCE

Digital marketing is a fascinating discipline. It is getting matured before our eyes and surprises
us every day as it is expanding fast into various sub-disciplines. Video marketing is one of
them. The objective of this paper is to examine the different marketing functions of video

promotion with a special focus on the e-commerce environment. There, it traditionally served
customer education, focusing exclusively on products and their features. However, the current
practice demonstrates that marketing managers have quickly realized the potentials of content
marketing in general, and education-based content specifically. As a result, they started to
prepare video sessions designed to educate their customers in the whole context of their
products and brands, not just explaining a product and its features. While processing the data
of prominent e-shops from the Czech Republic and Austria, examples of video sales promotion
and branding in the e-commerce environment have been analysed both from the viewpoint of
their content focus and added value to customers. The comparative analysis proved a much
higher interest in video promotion of the Czech e-retailer than in the case of the Austrian
counterpart. Managerial implications and proposals for further research have been suggested.

Introduction The popularity of video as a communication tool is truly enormous. Train-
ing Zone, the UK company specializing in corporate education, reported in its research that
over one billion YouTube learning-related videos are viewed every day on the YouTube plat-
form. Simultaneously, video as a communication tool was named on the top of 10 learning
technologies (TrainingZone 2019). The popularity of video as a preferred way of consuming
information is a strong reason for its use in the field of customer education as well. With
the help of carefully crafted education-based content aiming at prospects and customers,
different video formats can serve various educational goals. Therefore, the implementation
of video marketing in e-commerce is just another extension of the already well-functioning
approach.

In its sixth annual survey, Wyzowl (2020), a leading specialist in the explainer video industry,
published the data proving the ever-growing trend of different video formats’ implementation
in marketing. The representative sample of 656 unique respondents surveyed in December
2019 included both marketing professionals and online consumers. According to the survey
results, the number of businesses using video as a marketing tool, overall, has increased from
61% to 85% since 2016 - see Graph 1.
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Graph 1: The number of businesses using video as a marketing tool in the period 2016-2020
Source: Own elaboration based on Wyzowl Video Survey (Wyzowl 2020)

According to this survey, the perceived importance of video as a marketing tool has significantly
increased, i.e. from around 78% in 2015 to 92% of video marketers expressed their opinion that
video was an important part of their marketing strategy. Finally, the video marketers expressed their
opinion on ROI generated from video - see Graph 2.
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Graph 2: The role of video in ROl in the period from 2015-2020
Source: Own elaboration based on Wyzowl Video Survey (Wyzowl 2020)

The authors of the survey are quite optimistic in their interpretation of the respondents’ opi-
nions on ROl from the video: ,There has been an almost unfaltering rise in the number of
marketers reporting a positive ROI from video. Back in 2015, only a third said they got a good
ROI. That number more than doubled in the following 12 months, and has since seen further
increases, peaking this year at 88%.“ (Wyzowl, 2020)

Besides the persuading statistics, it is important to examine the latest theoretical works and

researchers’ approaches towards digital content marketing (DCM) as a sub-category of digital
marketing. Education-based content is another significant phenomenon, currently paving the
way for another sub-category of digital marketing, i.e. education-based marketing.

Theoretical framework Already in 1996, in an iconic essay entitled ,Content is king’,
Bill Gates compared the content posted on the Internet to radio or television. In this essay,
Bill Gates writes: ,One of the exciting things about the Internet is that anyone with a PC and
a modem can publish whatever content they can create” (Gates 1996, 2014).

Among the entities actively sharing digital content on the Internet, there are brands. They
are becoming ever better informed and far-sighted players in the media market, whether they
work with owned media, paid media or acquired media. Brands strive to be unique in their
communications, always offering their customers valuable insight into the issue and original
content. This is far from being easy, however, an endless source of inspiration can be found
in the publications of the world-renowned author Joe Pulizzi, founder of Content Marketing
Institute (CMI), who is considered by many to be ‘the father of content marketing’. In his publi-
cation ,Epic Content Marketing”, the author predicts success to brands if they ,develop stories
that inform and entertain and compel customers to act - without actually telling them to.
Epic content distributed to the right person at the right time is the way to truly capture the
hearts and minds of customers. It's how to position your business as a trusted expert in its
industry. It’'s what customers share and talk about” (Pulizzi 2014).

Despite numerous activities of CMI, the ideas of content marketing still need to be actively
promoted, explained and shared. With the objective to carry the flag of content marketing
further and being concerned for the generally poor understanding of DCM, in their recent
research article, the global team of researchers conceptualized the digital content marketing
as ,the creation and dissemination of relevant, valuable brand-related content to current or
prospective customers on digital platforms to develop their favourable brand engagement,
trust, and relationships (vs. directly persuading consumers to purchase)” (Hollebeek and
Macky 2019). Based on an extensive literature review and applying a holistic approach to the
analysed topical theme, the team of researchers highlighted that the content's nature and
execution are pivotal to DCM success.

Owing to the fact that the comparative analysis focuses on the education-based content as
the storyboard of video promotion, it is important to highlight that education-based content
is a sub-category of DCM. Unlike the traditional product-related videos which focus on the
product itself and explanation of its features and use, the goals of education-based videos
are different. They offer valuable insight into the whole context of a particular area, e.g. in
their educational labs, Apple company offers courses of digital photography for free on the
premises of their stores instead of just teaching their customers how to use the camera in-
built in their iPhones. These marketing activities focused on customer education in the broad
sense represent an added value to customers who appreciate and welcome them (Knihova
2019). With their focus on sales promotion, product-related videos, or ,how-to-videos” don’t
share the fundamental ideas of content marketing that never directly persuades customers
to purchase.

Applying the concept of DCM to e-commerce environment as one of the digital platforms, the
content’s nature of the video marketing message may serve different purposes, from the clas-
sical approach of product-related video to a more sophisticated approach of contextual video,
pursuing at the same time different marketing and business goals. These goals may include,
for example, the company’s efforts to become a brand leader in a particular sector, foster last-
ing customer relationships or enhance the brand trustworthiness and brand image. Whatever
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the goal, video marketing with the plethora of various video types with different content fo-
cus may serve well each particular situation. Among the most common, there are the follow-
ing: (1) product introduction (product properties and the context in which it is used); (2) brand
promotion video; (3) video from the corporate event; (4) expert interview video; (5) education-
al videos and tutorials; (4) how-to-video/explainer video; (5) video customer references; (6)
live video/streaming video; (7) panoramic video; (8) virtual reality video; (9) augmented reality
video; (10) video recording of a press conference, (11) customer support video; (12) behind the
scenes video and (13) F&Q video for frequently asked questions and the like.

Apart from the video content focus, also video hosting platforms need to be mentioned. The
most common platforms for sharing video content are YouTube, Vimeo, Wistia (WPBeginner.
2019); furthermore, the video content can be uploaded on the website of a company or of a third
party, and ultimately inherently belongs to social networks, where, according to the rules of the
provider, there may be various restrictions, especially in terms of video length or concerning the
preconditions of placing an ad before, during or after broadcasting a particular video. The latest
video sharing tool can be chat applications like Messenger or WhatsApp.

Customer education through education-based content distributed both in an e-commerce envi-
ronment or elsewhere appertains to a wide portfolio of specific customer activities and domains.
The idea and potentials of education-based content were highlighted already in 2015 when
Forbes magazine focused on building customer confidence in brands and at the same time, it
offered a new perspective on the content focus of corporate communication, namely on edu-
cational content (Olenski 2015). Among other valuable insight, the author examined the topic
from a customer perspective and also from the viewpoint of brands’ ability to provide added
value at every touchpoint (Olenski 2015). The concept of education-based content (EBC) has
also been examined by other marketing professionals: (1) in terms of customization of edu-
cational content (EBC), and dovetailing it with the individual learning styles of customers, (2)
the EBC's potential to generate ROI, (3) the EBC's role in customer navigation through the pur-
chasing process, which is characterized by an ever-expanding supply, and (4) the potential of
EBC to act as the marketer’s differentiation agent adding value to the product (Talbot 2017).
Customer training has also been examined in terms of quality of service as a brand's ability to
provide added value: ,Customer education or the extent to which firms are seen as providing
customers with the skills and abilities to utilize critical information is often considered a val-
uable augmentation to a firm'’s service offerings” (Bell et al. 2017). A study examining consum-
er learning behaviour in social networking environments from a social learning perspective
provides valuable insight into what really affects customer attitudes in both the cognitive
and affective dimensions, including the impact on customer intentions to make purchases. At
the same time, it is an important extension of the proactive use of educational content in the
social business environment (Chen et al. 2017).

The scientific literature brings many research papers and expert studies focused on the cus-
tomers and the process of their education. The point of view of individual researchers is
always somewhat different, but systematically arranged valuable findings of individual re-
searchers bring greater insight into the whole issue and the interaction of individual elements
can then be perceived in all their synergy.

Methodology This paper seeks to address the question of customer education through
the implementation of video marketing in e-commerce. Previous research work has focused
predominantly on customer education with the help of product-related videos. The brands
started to offer multimedia content in the form of product-related educational videos usually
when a new product was launched and its features, assembly tips and/or accessories needed

to be communicated to prospects and customers. However, current marketing practice has
changed a lot, and the traditional imagination about video-marketing is oversimplistic in rela-
tion to the dynamics of implementation of video as a communication tool in companies. With
this in mind, the author of this paper aims to shed new light on this topical issue and help to
close the gap between marketing theory and practice.

In order to achieve these objectives, a comparative approach that allows analytical compari-
sons has been given priority and chosen in devising the research structure. In the core of the
research, the methods of empirical, content and comparative analyses play the key role. The
data sets collected will be analysed, critically evaluated and interpreted. As a result, mana-
gerial implications will be formulated. Thus, anybody who is seriously interested in the topic
may start building his/her e-commerce solutions based on these findings, saving a lot of time,
money and efforts, and benefiting from the best practice.

Two business entities selected to be subjects of these analyses can be both justly charac-
terized by Jeff Bezos’s ,The Everything Store”. They are the following: Alza.cz (www.alza.
cz), a Czech business entity that is the leading e-shop in the Czech Republic, and Universal.
at (www.universal.at), the third biggest e-shop in Austria. Both of these business entities are
very popular and respected for their professional services.

While processing the data of these two prominent e-shops from the Czech Republic and Aus-
tria, hundreds of examples of video sales promotion and branding in the e-commerce envi-
ronment will be analysed both from the viewpoint of their content focus and added value for
customers. Then, the content focus of video marketing will be examined separately according
to its character, i.e. (1) non-education-based content and (2) education-based content (typi-
cally advertising) - see Fig. 2.

Digital content marketing

Video marketing

Figure 2: Content analysis model
Source: Author

Owing to the fact that the attitude towards education-based content might vary, from being wel-
comed to being rejected, not only at the level of an individual but also taking into account socio-
-cultural differences, habits and traditions, the two business entities under investigation come
from different countries, i.e. Austria and the Czech Republic. Thus, more objective empirical data
will be analysed.
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The research structure reflects the fact that different but related data sets will be analysed so
that the results of these analyses may then be compared in harmony with the research objectives.
The current trend in the Czech Republic is video marketing with the use of videos either in the con-
text of a particular brand or its product portfolio in the whole context of its use and applicability.
Many companies cater for their clients through their corporate video channels mostly on YouTube.

Alza - a Czech online retailer: general characteristics

Alza, a prosperous Czech e-shop with a wide range of products, can be described as the leader
in the PC and electronics sector, however, they continuously expand both in term of their com-
modities and geographically. For the purpose of this research, only operations on the territory
of the Czech Republic are analysed.

A detailed empirical analysis shows that Alza is very active in video marketing and runs its
videos on three video broadcasting channels on YouTube (Alza Tube, Alza Ads and Alza Po-
wer). This gives the customers quick access to the content they need. The creators of the Alza
Tube channel characterize it as a ,lifestyle channel” on which educational videos are waiting
for you. In the ,How to Choose” section, tens of explainer videos have been helping you make
the right choice of what you need right now. In their promotional materials, they also remind
customers that their videos are always impartial, which is a very important message from an
e-shop message that offers hundreds of different brands. The videos on this channel objecti-
vely inform and educate customers in a broader context.

Universal - an Austrian online retailer: general characteristics

The Austrian Universal e-shop belongs among the most prosperous online retailers in Austria.
It opted for a claim that specifies its product portfolio, i.e. Fashion Online Shop - Clothing -
Shoes - Furniture - Universal Mail Order.

On their website, they encourage customers to enter: ,Here you will find an extensive range
from different product categories! Enjoy a special shopping experience and be inspired by
the diverse ideas from the ranges: fashion, technology, furniture, shoes, garden, leisure and
sporting goods. No matter whether you have specific wishes or just want to browse: With us,
you can enjoy the advantages of modern home shopping” (Universal.at 2020).

As already mentioned above, Universal is Austria's third largest online retailer. Thus, we can
associate the name Universal with tradition and experience. It was founded in 1968 and cele-
brated already its 50th birthday.

Universal is a source of shopping inspiration and an individual purchasing advisor for the
whole family and their home (Universal.at 2020).

Content analysis and data comparison

Content analysis possesses several advantages: it is often referred to as an ‘objective method
of analysis’, namely due to the coding scheme and sampling. It is also a highly flexible method
which can be applied to a wide range of unstructured information (Bryman et al. 2019, p. 290).
The content analysis has been chosen as a relevant research method. ,The key points are:

1. While traditionally associated with the analysis of mass-media content, content analysis is,
in fact, a very flexible method that can be applied to a wide range of phenomena.

2. Content analysis is very much located within the quantitative research tradition of emphasi-
zing measurement and the specification of clear rules that exhibit reliability” (Bryman et al.
2019, p. 291).

In order to achieve a clear arrangement of the collected data, they are presented in the form

of a table - see Tab. 1.

Business entity / e-shop Universal Alza
Country Austria Czech Republic
Population 8 858 775 10 693 939

Company website

www.universal.at

www.alza.cz

Turnover in 2018 / EURO

129 512 451

972 000 000

Turnover in 2019 / EURO

125000 000

1140000 000

Date of the company’s registration on
YouTube (company channel)

14th February 2011

27th July 2009

No. of YouTube channels 1 4

No. of videos uploaded/No. of subscri-

bers of education-based content video 66/351 249/16 400
No. of videos uploaded /No. of sub-

scribers non-education-based content 0/0 1677/84 521
video

Total No. of subscribers of education-

-based content video/non-education- 331/0 16 400/84 521
-based video

Hypertexts/llnks to,V|deos on YouTube YES YES

inside the company’s e-shop

Total No. of videos uploaded 66 1926

Total No. pf non-education-based 0 1677
content videos

Tptal No. of education-based content 66 249

videos

Total No. of subscribers 331 100 921

Table 1: Content analysis of video YouTube channels of Universal and Alza (date of data min-

ing: April 29, 2020)
Source: Author

Author’s comments

Taking into account some facts which might slightly influence the data comparability (e.g. the
population of Austria of is 8 858 775 people while the population of the Czech Republic is 10 693
939), the differences in the two data sets are still rather striking. Video marketing on YouTube
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channel of Alza is followed by the total number of 100 921 subscribers while the number of edu-
cation-based content subscribers has reached 16 400 subscribers. The Austrian e-shop Universal
does not upload any videos of non-education-based content, i.e. for example, video advertising is
not part of their YouTube content. All its 66 videos are based on educational topics, inspirational
ideas or on the products’ use in wider contexts. However, they are only 66, and the total number
of subscribers is 331.

A typical example of education-based content produced by Alza would deal with a wider con-
text of a product, e.g. How to choose wireless headsets (62 videos dealing with this topic; the
videos are highly informative, and no hints to particular producers or brands of headsets are
made by the moderators). Marketing experts from Universal Versand focus on DIY ideas, e.g.
Christmas Decoration Design, Christmas Table Decoration Design, Home-made marmalade as
a Christmas present Good Life Bowl Recipe, i.e. topics which appeal to all generations. In its
video promotion, Alza demonstrates that it is a tech-savvy brand by uploading interesting vide-
os ,We are playing with applications” and ,We are playing with virtual reality”, i.e. topics which
are of genuine interests especially for young generations (Millennials and Gen Z). The topic
of virtual reality has been elaborated further into sub-topics: (1) VR concept explanation, (2)
History of VR and (3) VR expert interview. By timely thinking about our future and sharing edu-
cation-based content, the Alza team is preparing its prospects for the time when the portfolio
of VR products and customer solutions is much more sophisticated than today. However, due to
the education-based video content, the client is already prepared for an unpredictable future.
Tabs. 2 and 3 show the structure of video promotion on YouTube channels of Alza and Universal
Versand.

YouTube Channel Description Number of videos Number of subscribers
AlzaTech tech-savvy content 1632 66 600
AlzaTube customer education 249 16 400
AlzaReklamy advertising 35 17 500
AlzaPower ?:ij:;om"bi“ty & green 10 421
Total 1926 100 921

Table 2: Structure of YouTube channels operated by Alza (to the date of April 29, 2020)
Source: Author

The Czech nation can be justly proud of its craftsmanship. It has always been a nation fond of
technologies, and this spirit is still embodied even in the youngest generations (Millennials
and Gen Z), which had the privilege to grow up in a tech-savvy environment. The number of
subscribers to AlzaTech is enormous, and it is a clear proof of the technological traditions
passed on from one generation to the next.

Number of videos Number of subscribers

YouTube Channel Description

living, fashion

& technology 66 331

Universal Versand

Table 3: Structure of YouTube channels operated by Universal (to the date of April 29, 2020)
Source: Author

Results, limitations and discussion Due to the limited number of business entities in-
vestigated, the author is fully aware of the limitations of this research. Though the results
cannot be considered a ,trend”, certain implications of the analysis are worth taking into
account. For researchers with direct access to internal corporate data, an interesting corre-
lation between the number of education-based content videos/view count and the turnover
achieved for the specific product portfolio addressed by this video might be a future research
orientation beneficial for the business sector. The comparison between education-based and
non-education-based video marketing demonstrates the genuine interest of YouTube video
channels’ subscribers in obtaining information not only related to a particular brand and its
product portfolio but also their interest in knowledge acquisition in the broader sense. Con-
textual videos and inspirational videos full of creative ideas are not only very popular but
often shared by the brand fans, mostly in social media.

However, the integrative results of the empirical analysis revealed a significant difference be-
tween both analysed e-shops: in relation to the the total number of promotional videos Alza
outperforms Universal by 2 918%; in the total number of education-based content videos Alza
outperforms Universal by 377%, and in the total number of Alza’s YouTube subscribers outper-
forms Universal by 30 490%. The ratio between education-based video content and non-ed-
ucation-based video content produced by Alza, i.e. exclusively the YouTube sub-channel Alza
Tube which specializes in the promotion of education-based content only, can be calculated
as the total number of its videos (249) in comparison with the total number of videos shared
via the remaining three Alza video channels (1677), i.e. non-education based video content
outperforms Alza Tube channel by 673%. It is necessary to point out once more that Alza Tube
which describes itself as ,a lifestyle channel with educational videos” and their videos don’t
consistently favour any brand. Thus, the education-based content videos are shared by Alza
with no direct links to any companies or brands.

The research results opened new questions to be answered and implied new directions of
research in social sciences. Some of these might deal with examining the phenomenon from
inter-cultural perspectives and lifestyle differences, or, perhaps, economic reasons (the costs
of video production or competitive pressure) which may lie behind the comparative analysis
results. All these needs to be examined.

Managerial implications and recommendations The author of this paper considers this
study to be the first step towards our better understanding of video content marketing from
the e-commerce perspective. The benefits of being seriously involved in video content pro-
duction are numerous. It is not only about SEO, which is by no means insignificant. ALl multi-
media has the power to engage and entertain the audience, be it a narrative, products in the
context of their use, or video branding. Thanks to the appealing video content, customers will
be able to evaluate the products from a different perspective.

The first investigations into the topic of education-based and non-education-based video con-
tent, as well as the findings outlined in the literature review partly verified the research data
through the comparative analysis, could be applied to any e-commerce solution, disregarding
the business sector. A few managerial recommendations can be drawn upon these findings:
(1) video marketing within an e-shop can help to enhance customer empowerment, shorten
customer journey and give a powerful reason to a customer to remain in touch with the brand;
(2) a video published on YouTube offers the possibility to use a purchase URL, i.e. a link re-
directing the customer to the company website and/or to the e-commerce environment; (3)
description boxes on YouTube channel offer the possibility for a detailed company/product/
brand introduction; (4) encouraging the audience to express their opinions in the discussion
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board under the video on YouTube is worth doing to get more feedback; (5) the use of different
video types is a strategy welcomed by the brand fans; (6) to educate customers through video
content about ,the future world” means to prepare them for the state-of-the-art products and
services already today, and (7) promotion and cross-promotion of corporate videos published
on YouTube, including links to social media is an important pre-condition for the success of
video marketing in e-commerce.

Conclusions Generally, people appreciate ‘educational nuggets’ in any form, especially
when these are of high-quality, funny, free of charge, and in the form of a video ,on-demand”.
Both the e-commerce shoppers and brand fans and followers want to have relevant, inter-
esting and helpful just-in-time information. Customer education with the help of educational
videos respecting the content marketing principles should not be viewed as marketing costs
but rather smart investments into future profits. If brands want to stay competitive, they must
invest funds into video marketing, trying to make every effort and mission their best people to
create stunning video content. If a picture is worth a thousand words, if a metaphor is worth
a thousand pictures, what is the equivalent to a well-crafted marketing video?
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Résumé Posileni postaveni zakaznikii prostfednictvim videi zalozenych na vzdélavani
v elektronickém obchodovani

Digitalni marketing je fascinujici disciplina. Dozrava nam pred oima jako dobré vino a stale
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vyplyvajici z obsahu zaméfeného na vzdélavani zakaznikd. Vysledkem bylo, ze firmy zacaly
sdilet videonahravky s cilem vzdélavat své zakazniky v celém kontextu nabizenych produktl
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TEXT | PATRICK GROBPOTZL, ULRICH SEILER, PRISPEVKY
MARGARETHE UBERWIMMER CONTRIBUTIONS

PRIORITIES WHEN LOOKING FOR
SERVITIZATION IN THE MECHANICAL
ENGINEERING INDUSTRY

Purpose The necessity of a holistic framework for servitization and the discussion and
classification of the associated measures for the development of a servitization strategy to
expand the business areas in mechanical engineering is implicit. This is particularly relevant
as servitization must take into account both business models (BM) and organizational
change. This paper, therefore, sets out to investigate crucial measures, to implement

a servitization strategy, ranked by their importance of implementation.
Design/Methodology/approach The design of the research is twofold, consisting of

a data gathering and data analysis step. While the first-mentioned was carried out through
systematic literature research, the second part focused on analysing gathered information,
including ranking the conclusions drawn. This was achieved through the Analytical Hierarchy
Process (AHP). AHP is one of the most comprehensive frameworks that is seen as decision
making for several criteria. The method makes it possible to consider the problem both
quantitatively and qualitatively.

Findings This paper suggests that at the beginning of the process of servitization, the
focus has to be set on a major change in the mindset of the workforce and the organizational
culture to succeed with the servitization model. Besides, significant investments must

be made in infrastructure and resources to enable services at all. Defining the services
offered is of mediocre importance. Adapting existing processes away from a product-
centric view towards a service-oriented view is, in this case, indispensable, but not of the
highest relevance. Evidently, the evaluation of services is of less importance during the
implementation of servitization.

Research limitations Since the paper is primarily based on literature research and
subsequent analytical comparison through the AHP, further research is necessary to extend
and validate the framework and measures found.

Practical implications The paper tackles a business problem which importance will
continue to increase in the next years, as there will be a need to develop existing strategies
towards more service-centric business models: Differentiating oneself from competition
and expanding the range of services and products contributes significantly to the long-term

survival of companies which is driven by growth and sustainability.
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Introduction The expansion of business models for manufacturers away from material
goods towards a combination of material goods and services has been studied for decades
with initial efforts from Vandermerwe & Rada (1988), which coined the term servitization. The
popular strategy of adding complementary services to tangible product offers evolved throu-
ghout the years and has played an ever-increasing role within the line of business of mechanical
engineering hitherto. Today, the service sector accounts for around 70% of the EU gross do-
mestic product, which underlines the importance of services for firms (Statista 2017). Economic

reasons for the switch to more service-oriented business models were therefore identified by
Baines et al. (2013) and range from rising competition in the mechanical engineering sector
to increased cost pressure, companies are facing, which they try to conquer by extending their
range of products and services.

Problem statement, objective & approach Although servitization often results in po-
sitive business development in terms of strategic and economic aspects, the transition for
manufacturers from a pure product supplier to a company that also includes services into
their business model is linked to various hindering aspects. Many manufacturers fail to realize
expected benefits and become victims of the service paradox, whereas investments in servi-
ce businesses do not yield in higher returns (Gebauer et al. 2005). A large part of the paper
is devoted to this main problem of servitization while it mainly aims to discuss and classify
the factors for developing a servitization strategy to expand business areas in the mechani-
cal engineering sector towards a more service-oriented model. Subsequently, the necessary
measures to enable the modification of the current business model to a servitization model
will be discussed. This forms the basis of implementation. Lastly, the measures required for
implementing the business model will be ranked according to their importance to apply servi-
tization practically using the Analytical Hierarchy Process (AHP).

Ranking of measures according to their importance is found to be a multi-criterion decision-
-making problem. Such problems require a method for assessing several measures of both
a qualitative and quantitative nature. Therefore, the first part consists of the main data gathe-
red through literature research. During this literature review, a strong overlapping between
the recommended measures within literature and the existing findings of Tempelmayr et al.
(2018) is identified, as shown in table 1.

Identified measures for successful servitization

1. Strategic partnership with customer and value
co-creation

2. Network and relational capabilities

3. Service competent executives and top manage-

. 4. Abili ri rvi
ment service strategy bility to price services

5. Continuous development of services / service .
6. Organizational processes

design

7.Service quality 8. Customization and repeatability
9.Risk assessment / key performance indicators 10. Organizational culture

11. Salesforce capabilities and selling approach 12. Organizational structure

Table 1: Adapted measures for successful servitization
Source: Taken from Tempelmayr et al. (2018)

The second part focused on analysing gathered information, including ranking the conclusions
drawn, to implement the servitization strategy. This was achieved using a mathematical model,
namely the Analytic Hierarchy Process (AHP) suggested by Saaty (2011). The AHP was found to be
a suitable tool for the multivariate analysis of gathered data during literature research.
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Exploiting the potential & identifying risks of servitization Manufacturing firms in de-
veloped countries are facing increased competition resulting in harsh market conditions. In
those markets, differentiation based on costs is hardly possible any more due to competitors
from developing countries that can manufacture at lower costs. Cost pressure especially de-
rives from an increasingly global economy and further technological progress in low-cost
countries. Increased competition made an expansion of business models for manufacturers
away from material goods towards a combination of material goods and services necessary.
Furthermore, servitization also reflects the overall economic trend towards a more service-
-oriented society, although, the act of infusing products with services has been around for
more than 100 years, also known as tertiarization (Kohtamaki et al. 2018). Examples can be
found worldwide, as observed by Goodwin (2018):

e The largest taxi company does not own any cars (Uber)

e The largest accommodation provider owns no real estate (Airbnb)

 The fastest-growing TV network lays no cables and hardly creates any content (Netflix)

Servitization has emerged in both, business and science practice, as a concept to fundamen-
tally change the understanding of business models in manufacturing (Neely 2008). Argue that
the potential impact on firms - who successfully servitize — can be as significant as lean ma-
nufacturing (LM) or just-in-time production (JIT). It can be added, that servitization happens
away from the previous product-oriented structure, which must be in place beforehand. The-
refore, servitization can be used by product providers to complement their offer portfolios
with additional services.

Overcoming the service paradox Many manufacturers fail to realize expected bene-
fits and become victims of the ,Service paradox” whereas investments in service businesses
do not yield in higher returns. Gebauer et al. (2005) confirmed this phenomenon which was
illustrated in the following figure using three steps. In the first step, the product is infused
with substantial investments into employees and infrastructure resulting in a higher value
distribution (i.e. the share of the revenue from services increases in relation to the total tur-
nover). This leads to step two, where the expansion of the range of services should ideally be
enabled. However, this is where the paradox kicks in as those investments mentioned above
do not yield in higher returns as indicated through the dotted lines. Manufacturers thus fail to
capture the created value through additional services. An increase in the service awareness
and associated risks along with enhanced internal organizational structures, which support
the service BM, reduces the pitfall of lower revenue (Neely 2008). This solution for over-
coming the service paradox is furthermore supported by Tempelmayr et al. (2018), as they
found, that the ability to price services is of crucial importance for successful servitization.
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Figure 1: Model by Tempelmayr et al.
Source: Tempelmayr et al. (2018)

Importance of business models for servitization Business models (BMs) provide the
framework for this study to build a uniform basis for further elaboration on this topic. To
understand how a company operates, it is of crucial importance to understand the underlying
model that guides all operations and tasks. The explanation of business models is reflected
at this point because servitization requires a shift of business models away from product-cen-
tered business models (PBM) to service-centred business models (SBM). Within this paper, the
business model canvas (BMC) by Osterwalder et al. (2005) will be used to differentiate BMs
accordingly. Questions, companies should ask themselves to categorize their business model
using the BMC, are:

« Value proposition: How do we create value?

« Market factors: Who do we create value for?

¢ Internal capabilities: What is our source of competence?

« Competitive strategy: How do we competitively position ourselves?

¢ Economic factors: How we make money?

¢ Personal factors: What is our time, scope and size ambitions?

Exemplified component: value proposition The responses to these questions introdu-
ced in the previous section (i.e. components) allow a distinction between different business
models to be made while the example of value proposition was used in figure 2. The name
of the component is illustrated on the left side, followed by its sub-categories. As literature
shows, value proposition is one of the main components of every business model, which is
why it was exemplified below (DaSilva CA & Trkman 2014). The term is defined as the value
which is delivered to the customer and can be seen as a strategic tool that firms can use to
communicate how it intends to provide value to the customer (Payne et al. 2017). Assigned
to servitization, this means that such business models strive to shift the focus for companies
from a pure product orientation to product-service orientation but still need to generate value
for customers. Additionally, factors that benefit a service business model were highlighted in
red to clarify that they fit the servitization model. Based on the findings on business models, it
can be concluded that the implementation of servitization requires a change from the existing
business model. The reconfiguration of those components away from pure product orientati-
on towards product-service orientation is unavoidable. Therefore, the first two measures for
the successful implementation of servitization were elaborated while it was found that they
are of similar importance when compared with each other (Figure 3).

Figure 2: Differentiation of the term value proposition (exemplified)
Source: Authors
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Contribution of business models towards servitization

Internal business

]
L 1

Adaption of Adaption of the
business processes crganizational culture

Figure 3: First branch of the AHP: Internal business
Source: Authors

In this section, the paper strives to picture possible business models within the mechanical
engineering sector. The business model framework by Morris et al. (2005) will help to dif-
ferentiate product business models from service business models. To simplify matters, the
individual six components introduced before are now condensed to value proposition, value
creation & value capture, which serve as main elements for the description of BMs in this
paper. The following figure illustrates how the individual components were linked to each
other. Within value proposition, the market factors describe how the firm fulfills customer
needs. Value creation determines the cost model of a firm and includes necessary resources,
structures and processes (internal capabilities) as well as support and development plan for
future offerings (competitive strategy). Lastly, the value capture shows the profit formula of
all the elements above and determines how to be lucrative.

Vahis proposition
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Figure 4: Adapted and combined business model framework by Morris et al.
Source: Morris et al. (2005)

Without a concrete definition of services, the internal processes, resources and structures
cannot be aligned to the implementation strategy or even evaluated. This underlines the
importance of customer surveys and marks the third and fourth measure for successful imple-
mentation of servitization, namely:

« Defining possible services through customer surveys

« Evaluating services through customer surveys

The following figure illustrates measures number three and four, which is subordinated to the
,external business” branch as external customer surveys are used to gather them.

External business

Definition of services JlEvaluation of services

Figure 5: Second branch of the AHP: External business
Source: Authors

Product service systems: The underlying BM for servitization The necessity of a product
business model during servitization arises from the fact that services can only be applied to
existing business models. One reason for this already lies in the word itself, as servitization is
commonly defined as the combination of goods (i.e. products) and services. When comparing
the characteristics of product and service business models, it quickly becomes clear that there
are some commonalities. Both depend on the introduced components of business models,
i.e. value proposition, value creation and value capture. Additionally, they fit the established
definition of a conceptual tool containing a set of objects, concepts and their relationships
to express the business logic of a specific company in a simplified way. Therefore, it makes
sense to generate a combination of both, which is also widely known in the literature as pro-
duct-service-system (PSS) (Chaffey 2009). Figure 6 illustrates the servitization shift, whereas
further to the right the picture is viewed, the smaller the share of the pure product in the offer
becomes. At the same time, the share of pure service increases. Additionally, one can observe
that products are always tangible in the sense that they are physical products. In contrary to
that, services are intangible, meaning they are nonmaterial.

Product Service Systems
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Figure 6: Characteristics of PPS
Source: Adapted from Tukker (2003)
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Assigned to servitization, this means that significant upfront investments are necessary to
build up the necessary infrastructure and expertise within the firm to best serve the customer.
Both factors simply have not been present during the existing product-centred business mo-
del and are now required to offer services. In terms of investments, a distinction can be made
between those for employees and those for infrastructure. The former need training to de-
velop new skills for services. As far as infrastructure is concerned, it is particularly important
to provide the equipment necessary for services. Maintenance services, for example, require
the necessary hardware and software, while the disposal of machines may require separate
scrapping equipment. From a holistic point of view, investments are the most important me-
asure, as no services can be provided without a suitable infrastructure. The following figure
illustrates measures number five and six of the AHP. As the last four remaining measures are
defined, they can be modelled into the final hierarchy.

Financial business

I 1
Investing in Investing in
employees infrastructure

Figure 7: Third branch of the AHP: Financial business
Source: Authors

Measures for successful servitization implementation In the following chapter, the indi-
vidual steps of the AHP are described and applied for the ranking of all measures which have
been identified in the previous chapters. Thus, conclusions can be drawn which measures are
of the greatest importance for companies when introducing a servitization model.

Step 1: construction of the hierarchy First of all, the problem looked at must be mode-
led as a hierarchy. The following figure shows the modelled hierarchy for this paper where the
top level consists of one element which reflects the goal. The bottom shows the necessary
measures to implement a servitization strategy, which were worked in this paper. The middle
section level reflects the three main categories for evaluating the measures, namely internal,
external and financial business.

Identified measures for Servitization Implementation
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Adaption of = Investing in
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Figure 8: Final hierarchy model for servitization implementation
Source: Authors

Step 2: pairwise comparison of measures Secondly, the collected data has to be eva-
luated and pairwise compared with each other using a pairwise comparison scale. The scale
is necessary to show how many times more important one measure is over another measure
with respect to the measure which it is compared to. The pairwise comparison for the imple-
mentation of servitization, including the importance assessment is illustrated in table 2. The
evaluation and pairwise comparison of the individual measures was carried out by the author.
The scale is based on the literature research previously carried out and should convert the
textual results into numerical ones.

As stated in the introduction of the measures, both the adaption of processes and culture as
well as the investments into infrastructure and employees are to be weighted equally in each
case. This is represented by an importance rating of 1. The evaluation of 4 in the definition
of services versus the adaptation of processes results from the fact that a concrete service
must already exist for the adaptation in order to design the process accordingly. In contrast,
the service can only be evaluated after the introduction, which is why the adaptation, with
a rating of 6, was classified more important here. In general, the evaluation measure received
mainly low ratings, when comparing its importance with other measures, as it's of the least
importance for manufacturers when introducing servitization. The main focus is simply on
other measures — which, however, will shift after the introduction, since an evaluation of the
services is indispensable for a long-term continuation of the business model.

The great importance of the investments in infrastructure and employees is also reflected
in the numerical evaluation. For this reason, the measures were consistently evaluated with
a value between 7 and 9 when compared with other measures. The only exception is the
definition of the services. As with adaptation, targeted investment in infrastructure and em-
ployees first requires a concrete service. This direct comparison results in a slightly reduced
result of the importance of investments with a rating of 5 for the employees and 4 for the in-
frastructure. At the same time, it also becomes apparent that the employees have been given
a higher priority throughout the whole comparison scale. The reason for this is the fact that
employees are part of each individual measure. They are required to perform services at all,
as they are also familiar with the existing product portfolio. Therefore, they are best suited
for servitization. The importance is further underlined by the fact that employees will conti-
nue to be required for all future service activities, let it be selling services or monitoring the
quality through customer feedback. One can conclude that the omnipresence of the employee
can only be supported on a long-term and sustainable basis through targeted investments
(Tempelmayr et al. 2018).

However, it should be noted that these measures must be linked to an introduction of servi-
tization within the mechanical engineering industry. All results and the resulting measures
were influenced by this limitation.
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Importance
Criteria 1 Criteria 2
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Figure 9: Pairwise comparison scale for implementing a servitization model
Source: Authors

Step 3: calculation of the importance Through the calculation of the eigenvalue for each
matrix, pairwise comparisons of measures are carried out. One can observe that, if the importance
of measure i (mi) is aji then measure j (mj) is 1/aij more important (aji=1/aij). The importance, in
general, can have values from 1 to 9. The comparison matrix is created to determine the weight
of priority without considering other alternatives. The calculation is based on the assumption that
decisions are made rational. This means, that if measure A is ranked higher than measure B and
measure B is ranked higher than measure C than consequently, measure A is ranked higher than
measure C. To overcome this drawback, AHP asks for a consistency check of its ranked measures.
This is achieved by calculating the Consistency Ratio (CR). The following table shows that with six
measures, a random consistency index of 1,24 must be chosen to calculate the consistency.

Table 2: Consistency indices for randomly generated matrices by Saaty
Source: Saaty (2011)

Step 4: consistency check and ranking of measures The consistency ratio is defined as CR=Cl/
RI. The calculated CR should always be smaller than 0.1 to be consistent, which means to be free of
contradictions (Saaty 2011). The AHP applies a pairwise comparison matrix to interpret qualitative
findings from gathered data. Therefore, qualitative data is transferred to quantitative values through
calculation. The process results in an easily interpretable and quantitative ranking based on the total
score of each measure, as seen in figure 9. Matrix 1 on the top shows the pairwise comparison of the
measures, including the goal to be achieved, taken from figure 8. Matrix 2 on the bottom was used
to carry out the calculation of normalized values for each measure. Afterward, a summary of the
respective row was calculated to evaluate the score, which is the summary of the row in relation to
the number of measures (n). This corresponds to the percentage of importance of this measure that
can be used to rank it: The higher the percentage, the more important the measure. Additionally, the
consistency check was carried out, which yields a CI/RI-ratio of less than 0.1.
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Figure 10: Analytical Hierarchy Process on the example of the implementation of servitization
Source: Authors
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Conclusion This paper examined the implementation of a servitization model within the
mechanical engineering industry while it was found, that this change of the business model comes
with several challenges namely the service paradox, contradicting approaches to the market and
a fundamental change in procedures and approaches in day-to-day business. Ranking of six key
measures according to their importance of implementation - to overcome the challenges menti-
oned above - turned out to be the main problem of this article.

As derived from Figure 9, the paper suggests that at the beginning of the process, the focus has to
be set on a major change in the mindset of the workforce and the organizational culture through
investments into employees in order to succeed with the servitization model. In addition, signifi-
cant investments must be made in infrastructure and resources to enable services at all. Defining
the services offered is of mediocre importance. Adapting existing processes away from a product-
-centric view towards a service-oriented view is, in this case, indispensable, but not of the highest
relevance. Evidently, the evaluation of services is of less importance during the implementation
of servitization.
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Résumé Priority servitizacie v strojarskom priemysle

Ciel prispevku Potreba uceleného ramca pre servitizaciu a diskusiu a klasifikaciu stvi-
siacich opatreni na rozvoj stratégie v oblasti servitizacie s cielom rozsirit oblasti podnikania
v strojarenstve je jednoznacna. Toto je obzvlast dolezité, pretoze servitizacia musi zohladnit
ako podnikatelské modely, tak aj organiza¢né zmeny. Tento prispevok sa preto zameriava na
vyhodnotenie opatreni na implementaciu stratégie servitizacie, ktoré su zoradené podla déle-
Zitosti vykonavania.

Dizajn, metodika a pristup Navrh prieskumu je dvojaky a pozostava z kroku zberu udajov
a analyzy udajov. Kym prvy krok bol vykonany systematickym literarnym vyskumom, druha
Cast bola zamerana na analyzu zhromazdenych informacii vratane klasifikacie vyvodenych
zaverov. To sa dosiahlo prostrednictvom Analytického hierarchického procesu (AHP). AHP je
jednym z najkomplexnejSich ramcov, ktoré sa povazuju na multikriterialne rozhodovanie. Tato
metdda umoznuje posudit problém ako kvantitativne, tak aj kvalitativne.

Zistenia Tento prispevok naznacuje, Ze na zaciatku procesu servitizacie je potrebné
sa zamerat na zasadnl zmenu v postoji pracovnej sily a organiza¢nej kultury, aby sa poda-
rilo uspiet v servitizatnom modeli. Okrem toho sa musia vynaloZzit zna¢né investicie do in-
fraStruktury a zdrojov na poskytovanie sluzieb. Definovanie ponukanych sluzieb je stredne
dolezité. Prisposobenie existujucich procesov zameranych na produkt smerom k procesom
orientovanych na sluzby je v tomto pripade nevyhnutné, ale nema najvyssi vyznam. Je
zrejmé, ze hodnotenie sluzieb je menej dolezité pocas implementacie servitizacie.
Obmedzenia vyskumu PretoZe prispevok je primarne zalozeny na vyskume literatury a na-
slednom analytickom porovnani prostrednictvom AHP, potrebny je dalsi vyskum na rozsirenie
a potvrdenie platnosti ramca a zistenych opatreni.

Praktické dosledky Tento dokument sa zaobera obchodnym problémom, ktorého vyznam sa
v nasledujucich rokoch bude zvySovat. Potrebné bude rozvinut sucasné stratégie so zameranim
viac na obchodné modely orientované na sluzby. Odlisenie sa od konkurencie a rozsirenie ponuky
sluzieb a vyrobkov vyznamne podporuje dlhodobé preZitie spolo¢nosti, ktoré je pohanané rastom
a udrzatelnostou.
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CONTRIBUTIONS

DIGITAL TRANSFORMATION IN B2B

SALES - DIFFERENCES AND BEST

PRACTICES IN THREE DIFFERENT

EUROPEAN COUNTRIES

There has been an increasing discussion around B2B sales and the need for its digital
transformation as it may strongly accelerate company’s performance. Because sales is an
essential element of business growth, it is important to study B2B sales and the level of
digital transformation on a country-specific level. For this purpose, we studied the role of
digital transformation in three different countries from the sales organization’s perspective.
Our qualitative preliminary findings show that the European Union’s classifications

on digitalization of European countries do not correlate with the companies’ digital
transformation of their sales operations in these countries.
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Introduction The digital transformation is currently challenging business-to-business
companies worldwide as it is still unclear, what it will mean for their business models, pro-
duct portfolios and - most important - for their customer relationships (Schuh et al. 2017;
Kaleja 2018; Schmitz/Huckemann 2019). Although it is a global phenomenon, the approaches
for dealing with digital transformation seem to be quite different with respect to continents
and countries. Digitalization added with customers’ changed buying behavior and increasing
global competition forces B2B sales organizations to do changes in their sales processes (Cu-
evas 2018). B2B sales is today seen as a non-Llinear interactive process and defined recently as
»a phenomenon of human-driven interaction between and within individuals/organizations in
order to bring about economic exchange within a value-creation context” (Dixon and Tanner
2012). This ongoing significant change in sales combined with digital transformation, here
defined as ,digital transformation is about adopting disruptive technologies to increase pro-
ductivity, value creation, and the social welfare” (Ebert and Duarte 2018), may challenge also
the companies in different European countries and the ways how they do sales.

B2B sales may be seen as a tool for companies to accelerate international growth. Also, the
level of countries’ digital transformation may have a role in internationalization, especially
when the B2B customers buying processes and expectations have changed (Moncrief 2017;
Marshall et al. 2012; Kaski et al. 2017). Moreover, this may be a challenge for several European
countries whose economic growth is based on small and medium sized companies (Malshe
2017). Moreover, there has been lately an increasing debate in academia about the digital
sales technologies, social media and about the concepts to do B2B sales in this digitalized
world (Ancillai et al. 2020; Marshall et al. 2012, Rodriguez, Ajjan and Peterson 2016; Singh et.
al. 2019). As this digital era is called also as a fourth revolution of sales (Syam and Sharma
2018), we see it as important to study the level of digital transformation and its influence on
transition of B2B sales operations. That is why our research questions is: what is the role of

the level of country’s digital transformation in digitalizing the sales? In this study the aim is
to study B2B sales in three different European countries.

Due to the existence of the European Union and an already strongly integrated European
market, researchers from Austria, Finland and Germany agreed to start a research project on
the ,Digital Transformation of B2B Sales”. The aim of this study is therefore to analyze the
current status quo of digital transformation in sales in these selected European countries,
find regional commonalities and differences between their companies in business-to-business
markets as well as identify best practices. This research study is seen as a preliminary study
for a Pan-European research project and tries to answer its main research question mentioned
above and additionally to learn from each other’s for accelerating the process of digital trans-
formation in sales and thereby increase their competitiveness.

In the following sections the scientific literature on digital transformation in sales is reviewed
as well as digital transformation’s general status quo within the European Union will be eva-
luated. In this context, DESI, a European Union’s composite index, will be introduced, which
enables the European Commission to rank the European countries regarding their overall pro-
gress in digital transformation. The main focus of the research paper will be on the assess-
ment and evaluation of the digital transformation in sales of business-to-business companies
across these three European countries and to uncover potential interdependencies between
the countries’ environmental conditions, the companies’ internal resource propositions as
well as their digital transformation progress. After the discussion of the results the research
paper will conclude with the development of managerial implications.

B2B sales and the status-quo of digital transformation in Europe The changing cus-
tomer behavior has been increasingly under discussions in sales literature. The empowered
customers have today more information than before and they have the access to newest
knowledge - as at the same time there has been discussions about the decreasing amount of
salespeople (Adamson, Dixon and Toman 2012). At the same time there has been a growing
interest on sales technologies and on to the use of different social media tools as a part of
sales process (Ancillai et al. 2019; Pagani and Pardo 2017; Rodriguez et al. 2016). However,
it is said that there is still need for B2B salesforce, but the skills of the sellers are different
than earlier (Cuevas 2018; Moncrief 2017). Additionally, to the digital changes from the B2B
sales organizations perspective there is a change in the environment were selling and buying
happens. As Church and Burke (2017, p. 16) has put it, there is a shift to platforms over pro-
ducts. This means that companies have changed their ways more customer centric by invol-
ving the customers to operate in the same platforms. This means that there are several actors
in digital environments supporting each other’s to succeed in competed business markets
(Hartman, Wieland and Vargo 2018). These uncertain, ecosystemic and digital environments
challenge companies and highlight the need of differentiation and the ways to get the atten-
tion of potential customers (see e.g. Hartmann et al. 2018; Moncrief 2017).

Despite the digitalization and the changed customers’ behavior, the focus on sales literature
has gained focus only recently (see e.g. Singh et. al. 2019). However, the focus on studies
have mostly been on adopting social media tools to the sales process (Agnihotri et al. 2016;
Rodriguez et. al. 2016; Wang et al. 2016), but the overall digital transformation in sales have
gained less attention (see e.g. Cuevas 2018). We see that there is a need to investigate the
digital transformation in B2B sales from a more holistic and governmental perspective. For
example, despite the fact that Finland is seen as one of the forerunners in digitalization in
Europe, Finnish enterprises have been investing only a small amount in digital tools (Business
Finland et al. 2018). However, the competences on leading the digital transformation in B2B
sales may be an important area to study. For example, a recent study shows, that for example
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in Finland, the managers’ dynamic digital competences are not on a level that the leaders or
founders in SME’s would need to be skilled to lead the digital transformation in B2B sales
(Mattila, Hautamaki, Yrjola and Aarikka-Stenroos, forthcoming).

For quite some time the European Commission has recognized the economic relevance of
digital transformation for Europe’s future. The newly elected European Commission therefore
announced in one of its first policy statement that a main policy focus will be on digital trans-
formation of the European economy and society (European Commission 2019a). This policy
statement does not come by any surprise as considerable differences regarding the progress
of digital transformation can be detected between the European countries - despite its al-
ready highly integrated market. Since 2015 the European Commission has published annually
the ,Digital Economy and Society Index” (DESI) as a part of the ,Europe’s Digital Progress Re-
port” (EDPR) (European Commission 2019b). The Digital Economy and Society Index (DESI) is
a composite index that summarizes 30 indicators on Europe’s digital performance and tracks
the evolution of EU member states in digital competitiveness across the following five dimen-
sions (European Commission 2019c) - including their weighted relevance within the index:

« Connectivity (25%)

« Human Capital (25%)

« Use of Internet services (15%)

« Integration of digital technology (20%)

« Digital Public Services (15%)

The country ranking based on the ,Digital Economy and Society Index” shows the following
results for 2019:

Digital Economy and Society Index (DESI) 2019 ranking
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Figure 1: Country ranking based on the ,Digital Economy and Society Index 2019”
of the European Union
Source: European Commission (2019b)

Figure 1 illustrates that Finland is leading the DESI ranking with an index-value of 69.9, close-
ly followed by Sweden, the Netherlands and Denmark. In comparison, Germany is ranked 12th
(54.4), while Austria is following suit on rank 13 (53.9). All three countries, Finland, Germany
and Austria, are still above the EU average of 52.5 index points.

As the innovation power of countries is crucial to use chances of digitalization, countries have
to prepare an innovation-friendly environment that seems to be given in all three selected
countries. Having a closer look at one relevant innovation index of the EU, the so-called Euro-
pean Innovation Scoreboard of the EU, Finland is ranked among the Innovation Leaders whe-
reas Germany and Austria are determined as Strong Innovators. Although all three countries
are above the EU average, they have a potential in selling and exporting innovative products
and services when analyzing the figures in detail (European Commission 2019e).

The individual assessment of the countries’ performances based on the five dimensions (Figu-
re 2) indicates that Finland, as the leading country, achieves across all countries the highest
scores in the dimensions ,Human Capital” as well as ,Digital Public Services”. Austria scores in
these two dimensions just above EU average, while the country is below average in the other
three dimensions. In contrast, Germany performs above EU average in four of the five dimen-
sions, but lacks performance considerably in the fifth dimension, ,Digital Public Service”.
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Figure 2: Individual country results for Finland, Austria and Germany
Source: European Commission (2019d)

Mastering the digital transformation successfully will not only be crucial for the European
countries, but primarily for the European companies’ and thus for Europe’s overall future
competitiveness. Given the results from the DESI ranking, it is of major interest how these
different environmental factors are (at all) influencing the digital transformation in sales of
business-to-business companies in the different European countries. Although digital trans-
formation will not only be dependent on external factors, they might have a major impact
on its speed and the overall successful rate within the companies. Of equal relevance is the
impact of internal factors as all departments of companies contribute to the success or failu-
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re. Sales has to take over a proactive role in the digital transformation. The Sales Excellence
Pyramid, a self-assessment tool for companies, shows that implementing a digitalization stra-
tegy, making use of digital tools in the sales process and integrating digital channels increase
the success of sales (Fiireder, Uberwimmer and Karan 2019).

Therefore, the DESI ranking will be complemented by the following research study as regional
differences will not only be shown on a highly aggregated level as it is done until today by the
European Commission, but also provide additional insights based on various industries as well
as on an individual company level from the sales perspective.

Research design and data collection The main research question for the current research
study, which will only serve as a preliminary, exploratory study, as well as for the planned Pan-
-European research project is the same: what is the role of digital transformation in digitalizing
the sales processes in three different countries in Europe? It is also of interest, if there are any
significant differences in the ,Digital Transformation in Sales” across Europe’s business-to-busi-
ness companies. If so, which internal and external factors of the companies’ ecosystem is mainly
responsible for these (considerable) differences? The aim of the research project is therefore to
identify internal as well as external success factors for the digital transformation in sales.

For the environmental factors the study will analyze to which extent the different digital
transformation levels of the countries will influence the companies’ performance. The pre-
liminary study therefore makes use of as well as tests the impact of DESI as a standardized
index to compare the European countries regarding the external conditions supporting digital
transformation. Based on the 30 indicators included in DESI (European Commission 2019c),
data collection will be rather unproblematic as these data are already available in a standar-
dized format by the European Commission.

The internal factors are mainly based on the newly developed market-oriented transforma-
tion model (Wengler et al. 2020). While the customers, competitors as well as partners are
recognized as external factors, which are rather difficult to influence, the model relies pri-
marily on the following three internal success factors (after the company has decided on its
own business model): people (e.g. personal competencies, willingness to change, leadership
competence), processes (e.g. process know-how, process analysis, process design capabilities)
as well as data (e.g. data strategy, data availability, data quality).

Business Model / Business Type / Resources
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Figure 3: The market-oriented transformation model
Source: Wengler et al. (2020)
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Regarding the research study it is therefore of interest how well companies have already
prepared these three key factors (people, processes, data) for digital transformation as well as
how much these factors are already contributing to a digital transformation in sales.

The data collection for the preliminary study took place in Austria, Finland and Germany. The
focus of the study is a pre-assessment regarding the ,Digital Transformation in Sales” and
exclusively members of the management board or sales directors of business-to-business
companies were interviewed. As the research methodology for this exploratory study, expert
interviews were chosen and in each country 15 companies were selected based on judgmen-
tal sampling following the criteria: The company has got 50 to 500 employees and operates
in the field of manufacturing or ICT. The researchers aimed to get in-depth insights in a rather
comprehensive research field. Each interview included the following questions:

(1) What does ,Digital Transformation in Sales” mean for you?

(2) What does ,Digital Transformation in Sales” mean for your company?

(3) Which areas/activities do you think will be mostly affected by the digital transformation
in marketing and sales?

(4) Who do you think is driving the digital transformation primarily?

(5) Which competencies will the salesperson require in future?

The preliminary study explicitly distinguished the personal and the company perspective in
the ,Digital Transformation of Sales” (question 1 & 2). This is necessary as previous studies
show considerable discrepancies between the personal assessment and the overall company
assessment (Wengler et al. 2019).

For getting more in-depth insights in the mindset and overall understanding of the inter-
viewed persons, they are asked for their opinion on the mostly affected activities in marketing
and sales. Question 3 therefore serves as a control questions to make sure that the researchers
are really dealing with the most important areas affected by digital transformation in sales.
Of prime interest is also the identification of the main drivers of digital transformation in
sales. Previous studies showed that the transformation process has so far been driven by the
management directors, IT and marketing directors as well as customers and competitors, but
hardly by the sales directors (Wengler et al. 2019). The last question regarding the compe-
tencies focuses on the relevant changes for the academic education of salespeople and the
required changes in the academic curricula = and which role science could play in the digital
transformation from the management board’s view.

Besides the responses of the main questions company data like industry, number of
employees, year of foundation of company and position of the interviewed person were
collected.

Method, sample and analysis This study was disseminated in three different countries
by five researchers and focused on expert interviews. In every country the researcher cho-
se companies based on judgmental sampling following the criteria: The company has 50 to
500 employees and operates in the field of manufacturing or ICT. The researchers aimed at
getting in-depth insights in a rather comprehensive research field and the interviews lasted
approximately 60-90 minutes each. The first interviews started in December 2019 and data
collection continues.

Preliminary results and future research In this study, we found so far that in these cer-
tain countries and in these special industries the digitalization process on B2B sales is still on
its infancy. Moreover, the understanding of the possibilities to digitalize sales is also sparse.
As the informants were the experts of these companies (working as sales directors, CEOs,
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technical experts etc.), it may be, that there will be more information about the opportunities
after digitizing sales or of the digital transformation in other parts of the companies.

The current study can only be seen as a preliminary, exploratory study as it is covering a ra-
ther limited number of countries and only a limited number of companies. However, the re-
sults helped to lay the foundation for the Pan-European research project by identifying the
most relevant external and internal success factors as well as the most relevant areas for
change in sales and marketing.
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Résumé Digitalna transformacia v B2B predaji - rozdiely a osved¢ené postupy v troch
réznych eurépskych krajinach

0 B2B predaji a potrebe jeho digitalnej transformacie sa ¢oraz viac diskutuje, pretoze to moze
vyrazne urychlit vykon spolo¢nosti. Pretoze trzby su zakladnym prvkom rastu podnikania,
je dolezité venovat sa Studiu B2B predaja a urovni digitalnej transformacie na urovni Speci-
fik jednotlivych krajin. Z tohto dévodu sme Studovali Ulohu digitalnej transformacie v troch
roznych krajinach z pohladu obchodnej organizacie. Nase kvalitativne predbezné zistenia
ukazuju, ze klasifikacie Europskej unie tykajuce sa digitalizacie eurdpskych krajin nekoreluju
s digitalnou transformaciou obchodnych operacii spolo¢nosti v tychto krajinach.
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PETER STARCHON

POSTOJE OBYVATELOV HLAVNEHO
MESTA SLOVENSKEJ REPUBLIKY
VOCI VYBRANYM TEMAM REKLAMY

CAST L.

V ramci procesu realizacie reklamnej kampane maju participujice strany, primarne zadavatel
reklamy a reklamna agentura, resp. komunikacna agenttra spolocensku zodpovednost, ktora
sa prejavuje v etickej rovine. Ked'ze realizacia reklamnej kampane je iniciovana konkrétnym
podnikom, ¢i inym zadavatelom, jej recipienti ¢i samotna cielova skupina ju namiesto
akceptacie nielenZze mdze vnimat ako nevyziadanu, ale aj ako obtaZujucu. Prave na postoje
recipientov reklamy, v pripade tohto prispevku na postoje obyvatelov hlavného mesta
Slovenskej republiky, st orientované vystupy realizovaného primarneho vyskumu. Prispevok
akcentuje postoje recipientov voc¢i vybranym kontroverznym aspektom reklamy, a to konkrétne
postoje voci reklame na cigarety, tvrdy alkohol, pivo, vino a lieky a postoje voci erotickym
motivom v reklame. Vychodiskom realizacie vyskumu bol vyskum Cesi a reklama pre rok 2020.

Na Slovensku sa do vyskumu zapojilo 726 respondentov.

Obmedzenia reklamy a eticka samoregulacie reklamy Hranica medzi snahou o uspoko-
jovanie potrieb zakaznikov a obtazovanim nezelanymi produktmi je velmi tenka. Preto je déle-
Zité zistit, ako reklama na jej recipientov pdsobi, aké vlastnosti su pre zakaznikov kli¢ové a ¢o
od nej otakavaju. Mo6Zzu sa totiz vyskytnut problémy, ako klamanie alebo podvodné spravanie,
¢i iné praktiky, ktoré nie su sice regulované legislativne, ale etickou samoregulaciou. Ako
uvadza Hornak (2018, s. 227), kone¢nym cielom etiky v reklame je totiz naozajstny prospech
pre vsetky zucastnené zlozky propagatného procesu. Teda nielen pre zadavatela reklamy, re-
klamnu agenturu, prenosové médium, ale predovsetkym pre spotrebitela. Vzhladom na vietky
tieto aspekty, ktoré treba adekvatnym spésobom riesit, existuje cely rad obmedzeni pre oblast
reklamy a marketingovej komunikacie. RozliSujeme pritom dva typy limitov, a to vnatorné
limity a vonkajsie limity (Starchof 2004, s. 70).

Vnutornymi limitmi rozumieme vSetky zasady, ktoré vplyvaju na prebiehajuce ¢innosti v pod-
niku. Tak, ako kazdy ¢lovek ma vlastné etické zasady, ktoré mu urcuju hranice, ¢o je pre neho
eSte moralne v poriadku a ¢o nie, tak isto sa podnik, ¢i iny typ organizacie alebo institucie
riadi vlastnymi vnutornymi limitmi, ktoré vychadzaju z vnatornych organizacnych poriadkoyv,
prijatych etickych kddexov alebo vlastnej autoregulacie kazdého zo zamestnancov. Vonkajsie
Llimity su formulované mimo organizacie a su nadradené vndtornym limitom organizacie. Von-
kajsie limity je mozné ¢&lenit na inStitucionalne a neinstitucionalne.

InStitucionalne limity vyplyvaju z ¢lenstva organizacii v zaujmovych zdruzeniach a asoci-
aciach tykajucich sa reklamy a marketingovej komunikacie (napr. eticky kdédex reklamnych
agentur), z pravneho systému, ktory vytvara legislativny ramec reklamy (napr. ochrana autor-
skych prav, ochrana individualnych a spotrebitelskych prav atd.), ale tiez vyplyvaju z miesta
pbsobnosti reklamy a rdmca na urovni miestnych samosprav (napr. obmedzenie umiestnenia
urcitych typov reklamy na niektorych verejnych miestach vydanym obcou). V pripade nein-
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Stitucionalnych limitov, kedZe reklama je robena hlavne pre spotrebitelov, su to obmedzenia
takej reklamy, ktora by negativne zasiahla zakladné vieobecne uznavané hodnoty, ktora by
narusila niektoré z individualnych alebo skupinovych prav, alebo inym sp6sobom by mohla
poburit verejnost (Starchori 2004, s. 71). Ako dalej uvadza Starchof, velmi vyznamnym re-
gulac¢nym alebo samoregulaénym prvkom pri reklame je etika. Z jej hladiska je potrebné sa
uz pri tvorbe reklamnej spravy vyvarovat nelplnym informaciam, zavadzaniu, nesplnitelnym
ponukam, skreslovaniu a faloSnym prislubom, ¢o m6zeme oznacit pojmom klamliva reklama.
Aj ked zadavatelia reklamy neporusuju Ziadne legislativne obmedzenie, neznamena to, ze
konaju spravne aj z etického hladiska.

Aj ked si svet bez masovej produkcie a masovej spotreby bez reklamy nie je mozné predstavit,
reklama musi byt, ako uvadzaju Vysekalova a Mike$ (2018, s. 26) spolocensky zodpovedna, ¢o
si priemysel a obchod velmi dobre uvedomuju. | z toho dévodu Medzinarodna obchodna ko-
mora so sidlom v Parizi vydava inStrukcie o regulacii reklamy, ktoré sa stavaju sucastou etic-
kych noriem jednotlivych Statov. Na Slovensku je pri etickej samoregulacii dolezité pésobenie
Rady pre reklamu, ktora zdruzuje asociacie zadavatelov reklamy, reklamné agentury, média
ale aj podnikatelské subjekty, vyuzivajuce propagaciu formou reklamy, ktoré ur¢itym sp6so-
bom zasahuju do procesu marketingovej komunikacie. Hlavnym cielom Rady pre reklamu je
zabezpecovat a presadzovat, aby sa na Uzemi Slovenskej Republiky Sirila ¢estna, slusna, de-
centna, legalna a pravdiva reklama. Od roku 1995 je aj ¢lenom Eurépskej aliancie samoregu-
laénych organov v oblasti reklamy (European Advertising Standards Aliance - EASA). Clenovia
Rady pre reklamu prijali Eticky kodex reklamnej praxe (naposledy aktualizovany v aprili roku
2019), ktory obsahuje etické pravidla platné na Uzemi Slovenskej republiky. Cielom koédexu je
pomoct tomu, aby reklama na Uzemi Slovenskej republiky sluzila ¢o najlepSie nielen verejnosti
a spotrebitelom, ale aj zadavatelom reklamy, aby bola eticky korektna a spifala etické normy
pozadované obcanmi Slovenskej republiky, aby bola pravdiva, slusna, nepoburujuca, ¢estna
a aby reSpektovala medzinarodné zasady reklamnej praxe. V pripade podozrenia na porusenie
etiky vzhladom na Kédex méze verejnost, konkurencia, asociacie alebo $tatne organy podat
staznost, ktoru posudzuje nezavisla 13 ¢lenna Arbitrazna komisia (blizSie: Rada pre reklamu).
Za citlivé témy v reklame su povazované reklamy na cigarety, alkohol, volnopredajné lieky,
ale aj erotické a sexualne motivy. Eticky kddex Rady pre reklamu taktiez stanovuje Specifické
pravidla reklamnej praxe tykajuce sa produktov s reklamnymi obmedzeniami alebo zakazom,
pricom sa konkrétne vztahuju na zbrane a strelivo, doj¢enské pripravky a nasledné doplnko-
vé pripravky, tabakové vyrobky, urcité druhy liekov, erotické sluzby, eroticky tovar a erotické
audiotextové sluzby, urcité druhy alkoholickych napojov. Podla etického kdédexu osobitnu po-
zornost musia zadavatel reklamy a nim poverena osoba venovat produktom, ktorych reklamu
vieobecne zavazné pravne predpisy vyrazne obmedzuju (blizsie: Rada pre reklamu).

Etickym aspektom reklamy a vybranym postojom spotrebitelov voci reklame na produkty s re-
klamnymi obmedzeniami alebo zakazom je venovany cely rad vyskumnych $tudii, napriklad
postojom milenialov voci reklame na alkohol (Zuniga a Torres 2019), regulacii reklamy na
alkohol (Pettigrew a kol. 2020; Zerhouni a kol. 2020), ale aj vyuzitiu erotiky ako reklamného
apelu, napr. v kontexte moralky, etiky a naboZenstva (Alam, Aliyu, a Shahriar 2019) provoka-
tivnym reklamam (Borau a Bonnefon 2019), samoregulacii sexistickej digitalnej reklamy (L6-
pez Jiménez a kol. 2020) ¢i nakupnym zamerom spotrebitelov (Van Quaquebeke a kol. 2019).
V pripade spracovania v prispevku prezentovanych vysledkov vak bola vyuzita metodika re-
alizovaného vyskumu v ramci vyskumného projektu ¢eského spotrebitelského trhu ,Postoje
Ceskej verejnosti k reklame®. Tento projekt je komplexnym zoskupenim vyskumov s nazvom
Cesi a reklama, ktory je realizovany kazdoro¢ne od roku 1993. Na zaciatku bol realizovany
agenturou Marktest, a.s., ale v poslednych rokoch je realizovany vyskumnou agentirou ppm

factum research v spolupraci s Ceskou marketingovou spolo€nostou, POPAI Central Europe
a Ceskym zdruZenim pre znatkové vyrobky (Habova 2020).

Legislativne obmedzenia reklamy Eticka samoregulacia sa prelina s legislativnym obmed-
zeniami, no zasadny rozdiel predstavuje skutocnost, Ze legislativny ramec a jeho dodrZiavanie su
povinné. To, Co je protipravne je spravidla aj etické, no Co je neetické eSte nemusi byt protipravne
(Hornak 2018, s. 231). Reklamu, ako sucast marketingového mixu podrobne reguluje slovensky za-
konodarca. Z hladiska systematiky prava je reklama upravena tak v oblasti verejného prava, ako
aj sukromného prava. Ide najma o oblast Ustavného prava, spravneho prava, obchodného prava
a v neposlednom rade aj obCianskeho a trestného prava. Tieto oblasti prava viak musia reSpektovat
Casto komplikované prenikanie nadradeného eurépskeho prava do narodného prava (Peracek 2019).
Z pohladu pravnych noriem reklamu na Slovensku reguluje hlavne Zakon ¢. 147/2001 Z. z.
o reklame a o0 zmene a doplneni niektorych zakonov, ktory hovori napriklad o tom, ¢o reklama
nesmie (napr. byt klamliva, obsahovat produkty, ktoré by Skodili ¢i uz Zivotnému prostrediu
alebo zdraviu bez toho, aby na Skodlivost upozornili, alebo propagovat nasilie i prezentovat
nahotu poburujicim spésobom), ale tiez v akych pripadoch je porovnavacia reklama pripust-
na. Zaroven obmedzuje reklamu na tabakové vyrobky, alkohol, zbrane a strelivo Ci lieky. Zakon
o reklame dalej kogentnym spdsobom nedovoluje, aby reklama obsahovala osobné udaje,
Udaje o majetkovych pomeroch oséb bez ich predchadzajuceho suhlasu. Takisto je potrebny
suhlas uzivatelov aj na Sirenie reklamy urcitymi médiami, napriklad automatickym telefénnym
volacim systémom, telefaxom a elektronickou postou, tzv. e-mailom. Zakonodarca vychadza
zo Styroch zakladnych zasad, ktorymi su zakonnost, Cestnost, pravdivost a slusnost.

Medzi ostatné zakony, ktoré maju vplyv na reklamu patria Zakon ¢. 308/2000 Z. z. o vysielani
a retransmisii upravujlci prava a povinnosti vysielatelov. P6sobnost reklamy ovplyviiuje z po-
hladu sukromného prava aj Obchodny zakonnik, kde podla & 44 ods. 1 Obchodného zakonnika
sa nesmie 3irit reklama, ak je v rozpore s dobrymi mravmi, prezentuje produkty, ktorych vy-
roba, predaj, poskytovanie alebo pouZivanie su zakazané, alebo ak nesplia poZziadavky podta
osobitného predpisu.

Pravna regulacia reklamy je obsiahnuta aj vo viacerych pravnych predpisoch Eurépskej Unie.
Tie su naSim zakonom nadradené. Klu¢ové miesto patri Smernici Eurépskeho parlamentu
a rady ¢. 2006/114/Es z 12. decembra 2006 o klamlivej a porovnavacej reklame. V stvislosti
s reklamou vybranych produktov zaujima osobitné miesto Smernica Eurépskeho parlamentu
a Rady zo 6. novembra 2001 ¢. 2001/83/ES, ktorou sa ustanovuje zakonnik spolo¢enstva o hu-
mannych liekoch (Peracek 2019).

Pri regulaciach zo strany legislativy suU za poruSenie nariadeni sankcie zavazné, na rozdiel
od etickych pravidiel a pri poruSeni pravnych noriem musi kazda organizacia niest za svoje
konanie zodpovednost. Dodrziavanie ustanoveni jednotlivych zakonov kontroluje Rada pre
vysielanie a retransmisiu, Slovenska obchodna inSpekcia, Slovenska polnohospodarska a po-
travinarska indpekcia, Statna veterinarna a potravinova inpekcia, Statny Gstav pre kontrolu
liegiv a Ministerstvo kultdry Slovenskej republiky (Starchof 2004, s. 88).

Samostatnou kapitolou su vonkajsie reklamy - billboardy, megaboardy, plagaty ¢i vyvesné
tabule a vitriny. Tie robia problém nielen pri cestach, ale aj v mestach. Reklama pri cestach,
ktora ma jediny ucel - rozptylovat vodicov je ddvodom mnohych dopravnych nehéd (Cotting-
ham 2019). V okolitych krajinach prijali zakony obmedzujuce mnoZzstvo reklam pri cestach.
Napriklad v Ceskej republike bola v roku 2012 prijatad novela zakona, podla ktorého nesmd
byt reklamné billboardy umiestnené v ochrannom pasme v okoli ciest stanovenom na 250
metrov pri dialniciach a 50 metrov pri cestach prvej triedy. Novela zakona, ktora prisla do
platnosti 1. septembra 2017 sa v3ak netyka zastavanych oblasti miest a obci (Ondrejkova
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2017). Na Slovensku od 2. januara 2015 plati podobna novela stavebného zakon, ktora regulu-
je vonkajsiu reklamu. V nej sa prekvalifikovali billboardy z reklamného zariadenia na reklamnu
stavbu, na ktoru sa vztahuje stavebny zakon. Mimo obci a miest sa pri dialniciach a cestach I.
triedy vytvorilo ochranné 100 metrové pasmo, v ktorom je zakazané umiestnenie reklamnych
stavieb (Zakon ¢. 135/1961 Zb. Zakon o pozemnych komunikaciach v zneni neskorsich pred-
pisov). Tieto nariadenia v3ak neupravuju reklamu v mestach, kde je takzvany vizualny smog.
Ide o zamorenie verejného priestoru Castokrat agresivnou, nevkusnou alebo velkostne ne-
primeranou reklamou, ¢o je dlhodobym problémom najma vo vac¢sich mestach. Hlavné mes-
to Bratislava s vizualnym smogom bojuje niekolko rokov a snazi sa nasledovat celosvetovy
trend sprisnenej regulacie verejnej reklamy a ocistit Bratislavu od nanosov vizualneho smogu.
Okrem odstrafiovania nelegalnej vonkajsej reklamy sa snazi aj o obmedzenie poctu reklamy
na verejnych miestach, kedZe asi 30 % verejného priestoru prenajima reklamnym zariadeniam
mesto. Ostatné st umiestnené na sukromnych plochach (Cebrova 2019).

Erotika ako reklamny apel Vyuzitie erotiky v reklame nie je jednoznacné, i ked podlieha
legislativnym obmedzeniam a je aj predmetom etickej samoregulacie. Podla Vysekalovej a kol.
(2014, s. 89) je potrebné zvazit jej vhodnost vo vztahu k produktu, znacke i cielovej skupine,
pricom zaleZi aj na prijimani sexuality v spolo¢nosti. Podla Etického kédexu reklamnej praxe
Rady pre reklamu je v kontexte reSpektovania slusnosti a ludskej déstojnosti potrebné veno-
vat osobitnu pozornost v reklame pouzitym slovnym hrackam, hrubému slangu a dvojzmyslom,
predovsetkym sa vyvarovat pouzitia takych slovnych hraciek, hrubého slangu alebo dvojzmy-
selnych vyjadreni, ktoré pdsobia sexisticky, diskriminacne, urazlivo alebo ponizujuco s ohladom
na svoj sexualny alebo iny podtext, ako aj prejavov nekriticky posilfujucich rodové ¢i sexualne
stereotypy, ¢i uz priamo, alebo v spojeni s vizualnou alebo inou strankou reklamy. V zmysle spo-
lo¢enskej zodpovednosti reklamy reklama nesmie propagovat nadmierne podliehanie sexualite
tym, Ze zobrazuje sexualne stimuly, poddajnost, nahotu alebo Ciasto¢nu nahotu ludského tela
nevhodnym spdsobom a nesmie bez opravneného dévodu prezentovat produkt ako vhodny pro-
striedok na odstranenie sexualnych zabran. Viaceré priklady slovenskej a ¢eskej reklamnej praxe
uvadzaju v danom kontexte napr. Krupka (2012) alebo Hornak (2018).

Ciel a metodika vyskumu Cielom prispevku je identifikovat postoje obyvatelov Bratislavy
voci kontroverznym témam v reklamach, ako su reklamy na cigarety, alkohol ¢i vyuzitie sexual-
nych a erotickych motivov, a to na zaklade vysledkov primarneho vyskumu realizovaného v ob-
dobi od 7. do 22. februara 2020. Objektom vyskumu boli obyvatelia hlavného mesta Slovenskej
republiky, predmetom skumania su ich postoje voci reklame. Primarny kvantitativny vyskum
bol realizovany prostrednictvom dopytovania s vyuzitim elektronického (online) dotaznika a bol
zamerany na populaciu vo veku 15 rokov a viac. Aby dotaznik zasiahol cielovu skupinu, teda oby-
vatelov hlavného mesta, bol zdielany prostrednictvom socialnej siete Facebook v zaujmovych
skupinach a strankach zameranych na Bratislavu a jednotlivé mestské asti, ako napriklad: ,Bra-
tislava®, ,Bratislava- Petrzalka®, ,Karlova Ves / DIhé Diely = nasa srdcovka“, ,Vrakuna Bratislava®,
,Dubravka“ a dal$imi skupinami. Dotaznik obsahoval celkovo patnast otazok, pricom prvych
jedenast z nich mapovalo postoje respondentov k reklame a Styri konkretizovali demografic-
ké udaje o respondentoch. Struktura a obsah dotaznika koredpondoval s dotaznikom vyuZitym
v ramci vyskumu Cesi a reklama 2020, a to so suhlasom ich realizatorov.

Kontroverznym témam v reklame boli venované dve otazky. Prva bola orientovana na postoje
respondentov voci reklame na alkohol, cigarety ¢i volnopredajné lieky, pricom pri alkohole boli
rozliSované tvrdy alkohol a destilaty, pivo a vino. Respondentom bola kladena otazka, ¢i im ta-
kato reklama nevadi, ¢i by mala byt s ur¢itymi obmedzeniami, alebo su za Uplnu volnost reklam

na takyto druh produktov. V druhej otazke boli respondenti dopytovani, ako vnimaju erotické
a sexualne motivy v reklame, a to so zamerom zistit, ¢i takdto reklamu akceptuju s obmedze-
niami, bez obmedzeni, alebo su dokonca za Uplné zakazanie erotickych motivov v reklame.

Profil respondentov Pocas zberu dat bolo zozbieranych 726 odpovedi od nahodnych opy-
tanych pomocou socialnych sieti. Z nich bolo vyradenych 17 odpovedi od respondentov, ktori
uviedli Ze nemaju v Bratislave trvaly alebo prechodny pobyt a tiez aj jedna odpoved od respon-
denta mladSieho ako 15 rokov. Skimanu vzorku teda tvori 708 odpovedi, ¢o je vzhladom na
velkost populacie dostatotné (pocet obyvatelov Bratislavy vo veku 15 rokov a viac v roku 2018,
¢o je najnovsi dostupny Udaj, je 363043). V tabulke 1 je prezentovana Struktura respondentov.

Frequency Percent Valid Percent Cumulative Percent
Muz 206 29,1 29,1 29,1
Zena 502 70,9 70,9 100
Total 708 100 100

Vek

Frequency Percent Valid Percent Cumulative Percent
15-29 280 39,5 39,5 39,5
30-44 287 40,5 40,5 80,1
45-59 110 15,5 15,5 95,6
60 a viac 31 44 44 100
Total 708 100 100

Frequency Percent Valid Percent Cumulative Percent
Zakladné 31 4,4 44 44
Stredoskolské 233 329 329 373
Vysokoskolské 444 62,7 62,7 100
Total 708 100 100

Tabulka 1: ZloZenie respondentov vo vyskume na zaklade pohlavia, veku a vzdelania
Zdroj: Vlastné spracovanie

Z demografického hladiska dotaznik vyplnilo viac zien - 71% a 29% tvoria odpovede od muZov.
Z hladiska veku ma najvacsie zastupenie vekova kategoéria od 30 do 44, a to 41%, tesne pred
skupinou respondentov vo veku od 15 do 29 rokov vratane - 40% respondentov. Nasleduje sku-
pina od 45 do 59 rokov, ktora tvori 16% zo skimanej vzorky. Najmensie zastupenie ma najvyssia
vekova kategdria respondentov vo veku 60 rokov a starsich. Podla vzdelania tvoria najvacsiu
kategdriu v skiumanej vzorke vysokoskolsky vzdelani respondenti - 63%. Nasleduje skupina
s najvyssim dosiahnutym vzdelanim strednym v 33% zastUpeni a najmenSou skupinou su re-
spondenti so zakladnym vzdelanim, ktorych su 4%.

Koniec I. ¢asti.
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Poznamky / Notes Prispevok je Ciastkovym vystupom projektu VEGA 1/0737/20 Spo-
trebitelska gramotnost a medzigenera¢né zmeny v preferenciach spotrebitelov pri nakupe
slovenskych produktov a vznikol aj vdaka podpore pani doc. PhDr. Jitky Vysekalovej, Ph.D., ri-
aditelky Ceskej marketingovej spolo€nosti, s ktorej sthlasom bola pri jeho spracovani vyuzita
metodika vyskumu Cesi a reklama 2020.
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ON MARKETING PLANNING: HOW

VUCA HAS FADED INTO OBLIVION

TO RE-EMERGED AS A NEW NORMAL
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The acronym of VUCA stands for Volatility, Uncertainty, Complexity and Ambiguity. It has been
proposed as early as 1987 by Warren Bennis and Burt Nanus alerting leaders to the need for
highly flexible, vibrant, agile and adaptive style of acting and thinking. Such a notion was a little
premature at that time, where the only disappearing anchor of the world order was the dissipa-
ting bipolar world divided between two world superpowers. The business world, however, was
up for a big shift towards globalization and rapid economic development in Asia and Eastern
Europe. Then, VUCA has been forgotten or even neglected in the business literature.
Colloquially, marketing planning refers to an (annual) operational process, in which compa-
nies gather relevant market data and define marketing strategies and tactics for the next
period. A marketing plan may include target segments, comparative positioning, promotion
tools, product and service offerings, pricing policies and distribution channels. All projected
strategies, tactics and actions make up a budgeted marketing plan. However, last 2007-
2008 global crisis taught us two lessons: 1) to treat plans more like sketches and not defi-
nitive roadmaps carved in stone, and 2) to make sure that every dime is spent responsibly,
hence efficiency metrics became more ubiquitous yet confusing.

VUCA resurfaced in about 2010, complementing discussions about the New Industrial Revo-
Lution, digital transformation and unpredictable dynamics of technological advancements.
Some long-standing business models were challenged and new industries emerged. Disrup-
tive innovations highly affected and redefined media, publishers, entertainment, photogra-
phy, finance, retail, telecommunication and postal services to name a few. Since, it has been
widely accepted even by conservative business sectors such as banking or automotive that
future becomes harder to predict, strategic scenarios allow and consider a greater variety
of options, and companies shall intentionally look for ideas beyond the usual boundaries.
Disruptive businesses do not hesitate to take the low-end of an established market first to
ignite market growth. Disruptive ideas combine, integrate and converge the unusual.
Economies around the world experienced a decade-long unprecedented growth with occasi-
onal signs of possible slowdown. As we are progressing through 2020, projections for the
deepest economic downturn since the Great Depression have turned into reality. VUCA has
suddenly become the new normal. It is certain, that our world is uncertain. Volatility is the
new constant and its amplitude stretches beyond imagination. Simplistic acknowledgment
of complexity is an excuse for insufficient understanding and inability to act in a straight-
forward way. Attempting for clarity of thoughts and ideas in the dynamically changing world
is ambiguous by definition. No more we need to understand what VUCA means and assumes,
no more a greater need for analytics, the time has come for bold (not necessarily right or
righteous) decision-making. Strategic blue oceans will be superseded by new galaxies.

For marketing planning, it means that the entire largely operational process is going to be
soon re-defined. Marketing plans will be adaptive, able to quickly refocus to different target

segments, accommodate sudden changes to budgetary constraints, streamline analytics to
simplistic messages. Three types of near future customers shall be expected. Traditionalists
and blind conservatives always existed, but revolutionaries will be new. Traditionalists will
look desperately for anchors and elegiacally worship the world we used to know it before
2020. They will be aware of changes around them but will rely on known quantities such
as brands or distributors. Traditionalist know the world has changed but it is not for them.
Blind conservatives will try to pretend nothing has changed and will exercise as normal
consumer behavior as possible. They will actively neglect new offerings or new ways of
delivery. Revolutionaries will deliberately pursue new patterns of consumer spending - ei-
ther because of their fluctuating personal income or because of a wish to find new personal
equilibrium which makes them ready for the unexpected. Revolutionaries will lead the New
Consumer Revolution.

Résumé 0 marketingovém planovani: Jak byl zapomenut a znovu objeven akronym
VUCA, aby se stal novou normou

Akronym VUCA se vynofril v roce 1987, kdy se rozpadalo bipolarni pojeti svéta, aby byl znovu
objeven v ¢asech po ekonomické krizi let 2007 a 2008 a nasledné se stal samou podstatou
podnikani v roce 2020. VUCA poukazuje na proménlivost (volatility), nejistotu (uncertainty),
slozitost (complexity) a viceznatnost (@mbiguity) dnedniho svéta. Disruptivni inovace, dy-
namicky vznik a zanik zakaznickych segment(l a celkova nepredpovéditelnost budoucnosti
pfinesou dlsledky i pro marketingové planovani.

Kontakt na autorov / Address doc. Ing. Pavel Strach, Ph.D., Ph.D., SKODA AUTO Vysoka
§ikola 0.p.s., Katedra marketingu a managementu, Na Karmeli 1457, 293 01 Mlada Boleslav,
Ceska republika, e-mail: pavel.strach@savs.cz
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Vedecky Casopis Marketing Science and Inspirations dlhodobo spolupracuje a podporuje
aktivity Ceské marketingové spole¢nosti. KedZe nas partner oslavuje vyznamné okrihle
jubileum, Ceské marketingové spole¢nosti prajeme vietko najlepsie. V tejto stvislosti uve-
rejiiujeme spravu, ktora podava citatelom podrobnejsie informacie o aktivitach partnera.

18. 5. 1990 doslo k vyznamné udalosti. Na svét piisla Ceska marketingova spole¢nost.
V téchto dnech je v nejlepSich letech, je ji 30 let. Malo, nebo mnoho? Jak pro koho, jak pro co.
Ceska marketingova spole¢nost (CMS), z. s. je dobrovolna neziskova organizace, ktera sdru-
Zuje marketingové pracovniky a zajemce o marketing formou kolektivniho a individualniho
Clenstvi.

Z plivodniho poslani co nejvice pfispivat k rozéifeni marketingu v Ceské republice se v sou-
Casné dobé zaméfuje predevsim na podporu komunikace mezi marketingovymi odborniky,
zvySovani kvality marketingového fizeni a marketingovych cinnosti i jejich etického roz-
méru.

V uplynulych letech sehrala vyznamnou roli na poli marketingu a vypracovala se na predni
misto mezi institucemi, které se touto problematikou zabyvaji. O jeji vznik a Uspésné fun-
govani se zaslouzila velkou mérou jeji soutasna Cestna prezidentka a viceprezidentka doc.
PhDr. Jitka Vysekalova, Ph.D., ktera je znama nejen jako Uspé3na medialni osobnost na poli
marketingu, ale ktera také patfi mezi pfedni odborniky v oboru, pfedevsim se specializaci
v oblasti psychologie reklamy. Se jménem CMS jsou spojena jména vynikajicich marketingo-
vych odbornikl jako napf. prof. ing. Gustav Tomek, DrSc., ing. Jaru$e Vydrova, ing. Dagmar
Klikova, prof. ing. Eduard Stehlik, CSc., ing. Jifi Mike§, RNDr. Jan Herzmann, CSc., ing. Milan
Postler, Ph.D., prof. PhDr. Du$an Pavl{, CSc. a fada dalSich. Souc¢asné vedeni ziskalo posilu
v osobé ing. Tomase Davida, ktery se stal v prosinci 2019 prezidentem CMS.

vvvvvv

vvvvvv

V ramci CMS dlouha léta pracuji regionalni i profesni kluby, které jsou zarukou rozvijeni
marketingu v rdznych oblastech CR a pofadani odbornych konferenci, seminaf( a pracov-
nich setkani.

Prezidium Ceské marketingové spole¢nosti vyhladuje kazdoro¢né soutéz Marketér roku, je-
jimz cilem je vybér osobnosti, které se podileji na Uspé3ném rozvoji vlastni firmy &i instituce,
i na rozvoji marketingu vieobecné. Letos je ji uz 15 let. V poslednich letech se stalo soucasti
hlavni soutéze i klani zamérené na vysokoSkolské studenty marketingovych obor0 pod na-
zvem Mlady delfin.

Ceska marketingova spole¢nost neni jedinou cestou k porozuméni a nasledné k uspéchu
v oblasti marketingu. Je ale cestou, ktera je dostupna viem jejim ¢lenlm i partnerim, proto-
Ze kazdému bez jakychkoliv zbytecnych podminek nabizi Siroky otevieny zdroj vzdélani, in-
formaci i pfikladd. Je pfipravena pomoci kazdému, kdo to se svym podnikanim mysli opravdu
vazné. Rozsahla knihovna veetné Casopisl, konference, seminare, poradenstvi, kontakty se
Skolami, kontakty s firmami, vzajemné propojeni subjektl, diskusni fora, certifikaty marke-
tingovych odbornik( a fada dal3ich specialnich akci, to pro marketingovou vefejnost zajis-
tuje uz t¥i desetileti CMS.

Klasik Fika, ze ,.... kdyz se jedny dvefe zaviou, jiné se oteviraji. My ale dlouho hledime s litos-
ti na ty zaviené, Ze si nevS§imneme téch, které se pro nas pravé otevrely”.

Ceska marketinkova spole¢nost si nejen v8ima téch otevienych, ale zkousi otvirat i ty za-
viené.
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Vedecky ¢asopis Marketing Science and Inspirations ako medialny partner podporuje sttaz Ces-
ké marketingové spole¢nosti aj v roku 2020. Organizator sutaze vydal tlacovu spravu o pripra-
vach sutaze.

8. fijna 2020 je nové datum spojené s letosni soutézi Marketér roku 2019. Budou vyhlaseny
vysledky. Udalosti poslednich dni, tydnl a mésicl zasahly do bézného Zivota kazdého z nas.
A protoZe nezijeme jen vlastnim soukromim, dotkly se zmény i celospolecenského déni. Po ne-
ocekavané odmlce pfichazi zivot v plné sile opét ke slovu. Jen jsme se o par ¢asovych Usek
posunuli dopfedu. S nami i Marketér, soutéz, ve které budou jiz popatnacté ocenény vyznamné
marketingové projekty minulého roku. Ten Vas miZze byt mezi nimi.

Vyzva k dalsimu zasilani pfihlaSek do marketingového klani trva! Prinlasky mizete zasilat az
do 31.srpna 2020. Kazdy mrak ma stfibrny lem. Soutéz je stale oteviena,zasilejte nam i nadale
prihlasky. TéSime se na Vase projekty.

BLiz3i informace Vam poda a na Vase otazky odpovi Milada Habova, vykonna feditelka CMS, tel.
+420 603421578, e-mail: info@cms-cma.cz. Dalsi informace najdete také na www.cms-cma.cz

TEXT | MAGDALENA SAMUHELOVA

RECENZIE | REVIEWS

NEWPORT, CAL, 2019.

DIGITALNI MINIMALISMUS

BRNO: JAN MELVIL PUBLISHING. 232 S. ISBN 978-80-7555-088-0.

Vzdy ma prekvapi, a istym spdsobom aj potesi, ked zistim, Ze mam s autorom recenzovanej
knihy nie€o spolo¢né. Nebyva to prvotny zamer, ale stava sa mi to, ked sa rozhodujem napisat
recenziu na vybranu knihu zvoleného autora. Zaujimavé, mozno prejav nejakej synchronicity...
Musim uviest, v tejto suvislosti, Zze nemam konto na socialnych sietach, ani na instagrame,
ale internet a mobilna siet nie su pre mha nezname pojmy. Preto aj vyber recenzovanej knihy
moze byt v istom zmysle zvlastny (podozrivy) a eSte naviac bude publikovany v ¢ase koronovej
izolovanosti, kedy digitalna komunikacia bola (je?) jedina, ktora ludi spajala s druhymi ludmi.
A ukazuje sa, Zze mozno aj dlhodobo zostane.

Treba v3ak tiez na zaCiatku uviest, Ze autor tejto knihy priznal, Ze nemal a nema konto na so-
cialnych sietach, nesurfuje Casto ani na internete, ¢im sa stal akoby neutralny, teda nad vecou.
MozZno je to aj vyhoda, no podla jeho oponentov, mozno sa ho opytat, ako méze hodnotit, Ci
posudzovat digitalny svet, ked nie je jeho priamym aktérom. Mozno, Ze prave preto.

Autor sa v tejto knihe pokusil objasnit svoju predstavu ako riesit v su¢asnom svete dopad
technologii na osobny Zivot ¢loveka a obhajit myslienku digitalneho minimalizmu. Podla neho
digitalny minimalizmus ,...vychadza z presvedcenia, ze vo vztahu k digitalnym nastrojom plati
zasada menej méze byt viac.” (s. 11, preklad Samuhelova). Kladie si tak za ciel podrobne tento
pristup popisat, uviest ako a pre€o funguje a ako ho zaclenit do vlastného Zivota i s navodom,
ak to bude Clovek chciet.

Autor v Uvode knihy komentoval nazory a zistenia viacerych, prevazne americkych odborni-
kov, vysledky vyskumov, experimentov i rozhovorov, v ktorych ¢asto zaznamenal slova ako
vyCerpanie, manipulacia nalad. Analyzoval tiez pojmy ako behavioralna zavislost, nutkanie,
extrémne emocie, ktoré su spajané s digitalnym prostredim. Autor prekvapujuico napisal, ze na
zaklade autorov, o ktorych nazory sa v knihe opiera, rad digitalnych technoldgii je ,...zamerne
vytvoreny tak, aby navykové spravanie vyvolavali.“ (s. 33, preklad Samuhelova).

Kniha je roz¢lenena do dvoch Casti.

Prva ¢ast ma nazov Zaklady. Autor v nej objasfiuje hlavné myslienky knihy, analyzuje vplyvy,
ktoré spdsobuju, ze pre mnohych ludi je digitalny Zivot neznesitelny a podrobne analyzuje
podstatu filozofie digitalneho minimalizmu. V tejto ¢asti autor presne vymedzuje svoje pona-
tie digitalneho minimalizmu takto: ,Spdsob pouzivania technoldgii, pri ktorom sa sustredite
len na maly pocet starostlivo vybranych a optimalizovanych aktivit v prospech veci, ktoré si
cenite, a s pokojnym srdcom nechavate ujst véetko ostatné.” (s. 36, preklad Samuhelova). Ta-
kéto ponatie je v kontraste s maximalistickym ponatim, ktoré je vSak zatial v su¢asnosti ludom
viac vlastné. V dalSej podkapitolke knihy uviedol autor tri hlavné principy, preco digitalny
minimalizmus funguje. Su nimi: Princip €. 1: Znecistenie nieCo stoji. Princip €. 2: Optimalizovat
je dolezité. Princip ¢. 3: Zamerné konanie prinasa uspokojenie. Na dalSich stranach sa autor
pokusil dosledne a velmi podrobne vyargumentovat jednotlivé uvedené principy a ukazat, ze
naozaj funguju. Argumentacie principov opiera autor o priklady z umeleckej literatury (H. D.
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Thoreau: Walden 1845), o priklady z ekonomickej tedrie, z procesov optimalizacie, ¢i prikladmi
zo zivota americkych anabaptistov AmiSov.

Ustredna myslienka minimalizmu, Ze menej je viac, je zndma uz z antickych ¢ias a podla auto-
ra knihy plati i dnes rovnako. ,NadSenie z novych vymozenosti je pominutelné a neprijemny
pocit, Ze nam nieco utecie, rychlo prejde. Pretrva vSak uspokojenie, Ze sa nam podarilo zvitazit
nad vecami, ¢o nam kradli ¢as a pozornost.” (s. 56, preklad Samuhelova). V tejto ¢asti knihy au-
tor predstavuje i svoju metddu digitalneho upratania, t. j. pocas tridsiatich dni dobrovolného
vzdania sa internetovych aktivit. Je to urcity digitalny detox, ked si uvedomenou pauzou od
digitalnych technoldgii mozno zresetovat svoj digitalny zivot.

Druha ¢ast knihy ma nazov Prax. V nej autor uvadza a vysvetluje myslienky, ktoré mézu ludom
pomoct vypestovat si udrzatelny zivotny Styl digitalneho minimalistu. Obsah tejto ¢asti knihy
ponuka citatelovi témy ako su vyznam samoty, kvalitné volnocasové aktivity, hnutie na obra-
nu pozornosti. Autor na priklade historickych osobnosti velmi podrobne pojednava o fenomé-
ne samoty, o jej hodnote a vyzname pre dne3ného ¢loveka, ale aj o deprivacii samoty. Pise k
tomu: ,Ak sa vyhybame samote, predovietkym sa tym pripravujeme o jej vyhody: schopnost
vyriesit zlozité problémy, upokojit sa, dodat si odvahy i posilfiovat vztahy. Chronicka depriva-
cia samoty teda zniZuje kvalitu Zivota.” (s. 90-91, preklad Samuhelova). Sucastou jednotlivych
kapitoliek tejto Casti knihy su série praktickych opatreni, ¢ize Uplne konkrétnych taktik, ako
uviest teoretické poznatky autora knihy do praxe. Autor tu vytvoril konkrétny subor nastrojov,
vratane realnych ponauceni, pre budovanie minimalistického zivotného Stylu v konkrétnych
situaciach, ktoré mozno hned realizovat. Preto mozno v zavere akcentovat autorove slova, ze
koncepcia digitalneho minimalizmu ,,...slUzi ludskym bytostiam ako ochranné opevnenie proti
umelej strojenosti elektronickej komunikacie. Umoznuje nam vyuzivat vietky vyhody, ktoré
nam moderné inovacie priniesli... pricom im nedovoli marit nase Usilie o zmysluplny a uspoko-
jivy Zivot.” (s. 203, preklad Samuhelova).

Recenzovana kniha (vysla v slovenskom i ¢eskom preklade) ponuka Citatelovi prilezitost za-
mysliet sa nad lakavymi ponukami internetového veku a uvedomit si, autorovymi slovami ,,...
ako najnovsie technologie vyuzit pre vlastné dobro a nie pre prospech anonymnych firiem zo
sféry ekondmie pozornosti.“ (s. 204, preklad Samuhelova). Ceské vydanie knihy je, na rozdiel
od vydania slovenského, dolozené osemnastimi (!) stranami poznamok autora z literarnych
zdrojov a 6smimi stranami registra citovanych autorov a pojmov. Myslim, Ze kniha si najde
svojich Citateloy, i ked nas stcasna realita, ktort dnes prezivame, presvied¢a o opaku. Prave
preto mozno odporucit recenzovanu knihu vietkym, ktori chcu svoj zivot prezit zmysluplne,
uvedomene a digitalne minimalisticky, kym je eSte ¢as...

TEXT | DAGMAR WEBEROVA

SLOVNIK | DICTIONARY

DICTIONARY OF USEFUL

MARKETING TERMS

low quality | nizka kvalita As many companies understand that low quality products im-
pact their brand, they know that trust and quality matter. | PretoZe mnoho spolocnosti chdpe, Ze
vyrobky nizkej kvality maju vplyv na ich znacku, vedia, Ze na dévere a kvalite zdleZi.

low season | mimo sezony, slabd sezéna
Vela hotelov pontka zlavy mimo sezdény.

Many hotels have special offers in low season. |

low-tech industry | priemyselné odvetvie s nizkou trovriou technoldgie Many studies show
that the source of growth for low-tech industries comes from innovations. | Mnohé studie uka-
zuju, Ze zdroj rastu pre odvetvia s nizkou trovriou technoldgie pochddza z inovdcii.

loyal | lojdlny, verny Tom has been a loyal worker in this firm for almost 30 years. | Tom je
v tejto firme lojdlnym pracovnikom takmer 30 rokov.

loyalty | lojalita, vernost
spochybnend.

Her loyalty has never been in question. | Jej lojalita nebola nikdy

loyalty card | vernostnd karta Supermarket loyalty cards record the shopping habits of eve-
ry customer. | Vernostné karty supermarketu zaznamendvaju ndkupné zvyklosti kaZzdého zdkaznika.

loyalty program | vernostny program Honestly, customer loyalty programs are nothing
new. | Uprimne povedané, vernostné programy pre zdkaznikov nie st ni¢im novym.

lucrative | lukrativny, vynosny The merger proved to be very lucrative for both companies.
| Fuzia sa ukdzala ako velmi vynosnd pre obe spolocnosti.

lukewarm | viazny, lahostajny
jaty vlazne.

His proposal got a lukewarm response. | Jeho ndvrh bol pri-

Llull | prestdvka, obdobie pokoja, pokojny After last month’s hectic trading this month’s lull
is welcome. | Po hektickom obchodovani minuly mesiac je tento pokojny mesiac vitany.

lumber | drevo (urcené na stavby) The company operates ten lumber and building material
stores. | Spolocnost prevddzkuje desat obchodov s drevom a stavebnym materidlom.

lump sum | jednorazovd, pausdlna suma When she retired she was given a lump sum as a
bonus. | Ked'odisla do déchodku, dostala ako bonus jednorazovi sumu.

lunch | obed Our Marketing Director has an important business lunch with two new clients
at 1pm. | Nd$ marketingovy riaditel md déleZity pracovny obed s dvoma novymi klientmi o 13:00
hodine.

L
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lunch break | prestdvka na obed They worked through their lunch break to get the job
finished on time. | Pracovali cez prestdvku na obed, aby prdcu dokoncili vcas.

lure | navnadit, ldkat, prildkat, vdbit, ndvnada Her advice is to use dynamic remarketing
to lure prospective buyers back. | Jej radou je vyuZit dynamicky remarketing na prildkanie poten-
cidlnych kupcov spit.

luxurious | luxusny, prepychovy The couple spent a luxurious weekend at a four-star
hotel in the mountains. | Pdr strdvil luxusny vikend v stvorhviezdickovom hoteli v hordch.

luxury | luxus, prepych, luxusny, prepychovy Ferrari produces luxury cars for a small but
significant niche market. | Ferrari vyrdba luxusné automobily pre maly, ale vyznamny trh.

luxury goods | luxusny tovar In contrast with necessity goods, luxury goods are typi-
cally more costly and are often bought by individuals that have a higher disposable income
than the average. | Na rozdiel od nevyhnutného tovaru je luxusny tovar zvylajne drahsi a ¢asto
ho kupuju jednotlivci, ktori maju vyssi disponibilny prijem ako je priemer.

luxury market | luxusny trh The company is trying to enter the booming luxury market
in China. | Spolocnost sa snazi vstupit na prosperujuci luxusny trh v Cine.

luxury product | luxusny produkt As luxury marketing strategies differ, it makes sense to
differentiate between major types of luxury products. | KedZe sa stratégie luxusného marketin-
gu odlisuju, je rozumné rozliSovat medzi hlavnymi typmi luxusnych vyrobkov.

M (abbreviation for motorway) | skratka pre dialnicu The M1 that connects London to
Leeds, was the first inter-urban motorway in the UK. | M1, ktord spdja Londyn s Leeds, bola prvou
medzimestskou dialnicou v Spojenom krdlovstve.

m (abbreviation for male) | skratka pre slovo muZ, muZsky The letter m is a wri-
tten abbreviation for many words such as male, married, meters, miles, millions or
months. | Pismeno m je skratka pre mnoho slov, ako su muZ, vydatd/Zenaty, metre, mile,
milidny alebo mesiace.

M&A (abbreviation for mergers & acquisitions) | skratka pre fiizie a akvizicie This con-
sulting company partners with clients to maximize the success of their M&A activity. | Tdto
poradenskd spolocnost spolupracuje s klientmi s cielom maximalizovat uspech ich fuzii a akvizicir.

Maastricht Treaty | Maastrichtskd zmluva The Maastricht Treaty was signed on 7 Febru-
ary 1992. | Maastrichtskd zmluva bola podpisand 7. februdra 1992.

machine | stroj In our factory, labor and machines work both at full capacity. | V nasej
tovdrni pracuju zamestnanci aj stroje na plnu kapacitu.

machinery | stroje, strojovy park, masinéria The tunnel was dug with the aid of heavy
machinery. | Tunel bol vykopany pomocou taZkych strojov.

machinist | strojnik
kvalifikovanych strojnikov.

The company is looking for skilled machinists. | Spolocnost hladd

macro - (prefix indicating very large) | predpona oznaéujiica ,,velmi velky“ At a macro-le-
vel, economic trends play a fundamental role. | Na makrodrovni zohrdvaju hospoddrske trendy
zdsadnu ulohu.

macroeconomic | makroekonomicky Macroeconomic stability in the near term cannot
be taken for granted. | Makroekonomicku stabilitu nemoZno v blizkej buducnosti povaZovat za
samozrejmost.

macroeconomics | makroekonémia He has written a book on the macroeconomics of
developing countries. | Napisal knihu o makroekondmii rozvojovych krajin.

macroeconomist | makroekonom She started her career as a macroeconomist studying
inflation and economic growth. | Svoju kariéru zacala ako makroekonémka Studujica infldciu
a hospoddrsky rast.

macroenvironment | makroprostredie Bearing in mind the cyclical aspects of the macro-
environment, it is critical to focus on a long-term view of economic indicators. | Vzhladom na
cyklické aspekty makroprostredia je nevyhnutné zamerat sa na dlhodoby pohlad na hospoddrske
ukazovatele.

macromarketing | makromarketing Many students attended a lecture on macromarke-
ting. | Vela Studentov sa zucastnilo predndsky o makromarketingu.

magazine | asopis She bought a magazine to amuse herself while she was on
the train. | Kupila si ¢asopis, aby sa pobavila, kym bola vo vlaku.

mail | posta She spent the morning reading and answering her mail. | Rdno strdvila Cita-
nim a odpovedanim na svoju postu.

mailbox | postovd schrdnka A mailbox on a computer is the place where e-mail is recei-
ved, sent, and stored. | Postovd schrdnka v pocitali je miesto, kde sa e-maily prijimaju, odosielaju
a ukladaju.
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