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BRAND SEDUCTION AS ATOOL
FOR BRAND'S SUCCESS:
CONCEPTUALIZING THE TERM

This paper aims to present brand seduction as a crucial element for success in market-
ing nowadays. The author endeavors to define brand seduction to be usable in market-
ing research. The concept of seduction has been conceptualized based on this literature
review by qualitative coding techniques. This coding process results in three identified
dimensions of seduction (interaction, irrationality, and ireality). Afterward, this concept
was empirically tested through qualitative research methods. The key stakeholders ex-
periencing brand seduction were interviewed to verify the suitability of the theoretical
concept. The results show the correspondence of the concept of brand seduction with the
stakeholder’s experience.

1 Introduction

There are many examples of brands being very successful in capturing customers’ hearts and also
those, seemingly no worse, who fail in markets. To distinguish the essential difference between
them is probably essential knowledge in marketing management research. However, although terms
like success, heart, or failure are understandable by common sense, it is not easy to grasp these
words scientifically. Therefore, some methodology has to be established, and obviously, there is no
singular perspective for such a task. This paper aims to develop one of the possible perspectives one
can hold. The answer proposed in this paper can illuminate the roots of the astounding success of
some brands. The main statement to be asserted here is that the ability to seduce by a brand is vital
to succeeding in today’s markets.

The idea of seduction being the critical element of the marketing mix has been introduced previous-
ly. This thought was developed in various ways, including the perspectives only slightly related to
marketing. However, although seduction in marketing was conceptualized in several ways, more is
needed to apply this concept in marketing practice directly. Therefore the need to reconceptualize
seduction was identified.

Some other marketing concepts might seem to cover Brand seduction . One of these concepts is
brand love. Although Brand Love involves similar phenomena as seduction (e.g., interpersonal met-
aphors), those terms are not equivalent. Seduction, apart from ,healthy“ phenomena like bonding,
trust, and affection, contains more controversial phenomenons like manipulation, using taboo, or
creating illusions. On top of that, Brand Love is measured on the customer’s side, whereas brand
seduction emerges more on the seducer’s (brand’s) side. Other related brand terms (Brand Loyalty,
Brand Perception, Brand Sentiment, or Brand Touchpoints) are even more distant in meaning. On
that account, it is not redundant to conceptualize brand seduction separately.

The primary insufficiency of existing concepts of brand seduction is that they are not used as a sci-
entific term, or the definition needs to be narrower to capture all the relevant aspects of its deep
meaning. The idea of a new concept of brand seduction in marketing is a term that covers its es-
sential components (called dimensions in this paper) is measurable, and can be directly applied in
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marketing practice and theory. None of the existing concepts of seduction in marketing complies
with these requirements.

Therefore, one of the goals of this work was to explore the means of understanding brand seduction
and to capture the essence of seduction in marketing that pervades its existing definitions. For this
purpose, relevant texts were compiled according to the further described criteria. The first step to
conceptualizing brand seduction was exploring the broad context established by philosophical and
sociological texts that addressed seduction in modern culture and society. These texts constitute
the interpretational background for conceiving brand seduction because they establish the three
possible ways to approach this term in marketing. Debord, Baudrillard, and Lipovetsky are among
the most influential authors that can be named. Many other texts concerning brand seduction refer
to these grounds works, and thus they extend the philosophically-sociological perspective.

A broader approach for conceptualizing brand seduction was chosen because of the insufficiency of
the current definitions. Therefore brand seduction was approached through seduction in marketing
in general. A systematic review was performed in the search for the definition of seduction in mar-
keting. Firstly the relevant texts were identified by entering marketing seduction in Google Scholar
(90 600 results). This tool allows sorting the results by relevance. The abstract review showed that
only the first 45 pages (i.e., 450 results) contained texts with some description of seduction. These
450 results were sorted out based on the same criteria. Only slightly over 30 texts were identified
with some description of seduction. Based on this description, these texts can be subsumed under
one of the three previously mentioned perspectives.

2 Theoretical background

In order to understand the concept of brand seduction in marketing, some historical and societal
changes must be reflected. In Debord’s words, during the 20th century, our society progressively
transforms into a society of the spectacle (Debord 2021, p. 16). This metaphor mirrors the shift from
reality to fantasy due to the boom of information technologies and digital media that enhance the
advertising and entertainment industry (Gotham 2005, p. 228). Hand in hand with this expansion, the
industry was massively automatized, enabling more goods to be consumed in developed countries.
Therefore, it was necessary to stimulate the demand by creating false needs. As a result, advertising
begins to persuade (or seduce) customers to believe their current state is insufficient and that certain
commodities are needed to achieve happiness (Kaplan 2012, p. 461).

These thoughts were further developed by J. Baudrillard, who introduced seduction explicitly as
a shaping principle of post-industrial society. Seduction and production are two competing powers
representing masculine and feminine principles (Baudrillard 1990, p. 16). Production, a masculine
power, is straightforward, rough, and establishes order. On the other hand, seduction destabilizes
this order by creating illusions and playfully seizing symbols (Mortesten 2004, p. 1). In the society
of the spectacle, this seductive power started to dominate advertising. Marketing incentives do not
target customers’ reasoning, but it seduces them very much like seduction in human relationships -
by flattering and encouraging one’s narcissism, mystery, and sexuality (Gane 2002, p. 60). Therefore,
marketing seduction encourages people’s wishful thinking (people want to believe the particular
product will make them young, beautiful, and healthy), even though it is only an illusion (Genosko
1994, p. 15).

Although seduction verges deception, Lipovetsky offered a different point of view on this phenome-
non. According to his theory, the critical sociological change in the 20th century is enjoying the fruits
of abundance by most people living in developed societies (Lipovetsky 2007, p. 13). Seduction means
pampering, luxury, and the possibility to choose from the inexhaustible offer, so every customer’s
need can be met. Therefore, in a seductive society, people can enjoy their life (Von Wachenfeldt
2018, p. 354) and can fulfil their needs without guilt. Furthermore, brands in a seductive society need
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to be emotionally compatible with the customers (Barroso 2019, p. 144), and the positive emotion
connected to the brand becomes its main competitive advantage. In Lipovetsky’s view, seduction
is thus not a negative phenomenon because the seductive strategies of the brand are beneficial for
the customer.

There are three lines of thinking about brand seduction, based on the previous reflection: brand se-
duction in marketing can be understood as (i) a manipulation, (i) a mean of satisfaction of needs, or
(iiif) a mean for establishing a relationship between a brand and a customer. The third way is derived
from the previous two perspectives. The texts (mainly marketing academic articles) collected at the
beginning of the literature review performed by the previously described method can be divided into
these three categories. Each of them will be briefly characterized.

(i) The only goal of seductive marketing is to encourage customers’ consumption (Smith and Higgins
2000, p. 87). Contrary to Christian ethics, seductive marketing arouses the desire for pleasure and
aims to break customers’ inner resistance to spending and enjoying (Wilner and Ghassan 2017, p. 21).
That can be achieved by substituting the social consensus that might be missing for some products.
People, for example, want to eat healthy food, drink alcohol, or bet. However, they are ashamed of it,
so they need the proper communication techniques to support their consumption decision (Deight-
on and Grayson 1995, p. 664). Other manipulation techniques are based on affecting of customer’s
unconscious motivation. V. Packard and J. B. Key broadly characterized such techniques. According
to these authors, advertisements are full of hidden motives, primarily sexual or violent (Key 1992, p
181), which are subconsciously perceived and affect customers’ behavior without their knowledge
(Packard 1957, p. 35). Therefore, this negative interpretation of seduction in marketing emphasizes
that customers are deceived and manipulated for the brand’s profit.

(ii) However, other voices say that people want to be affected by advertisements and actively seek
new ways to consume freely and enjoy abundance (Kusina 2004, p. 87). People ever before endeav-
ored to achieve superiority over others, and seductive marketing only satisfies this already existing
need (Madany 2016, p. 2558). Brands serve as a status symbol (Newman 2001, p. 415), so they only
replace items that played this socially inherent role in the past. This positive interpretation thus
meets the negative one in the idea that seduction in marketing stimulates desire leading to irrational
decisions (Belk, Ger, and Askegaard 2003, p. 333). However, it differs in one crucial aspect - custom-
ers actively seek this stimulation, so the market only answers this demand.

(iiiy Some authors noted an analogy between establishing a relationship between two peo-
ple and a brand with its customer. The different stages of this process were described by, e.g.
Deighton and Grayson (1995, p. 669) and Alreck and Settle (1999, p. 141). By flattering, provoca-
tion, affection, emotions, and caring, the brand strengthens the bond with a customer (Barroso
2019, p. 148) to develop a relationship that can satisfy the customer’s interpersonal needs. A lot
can be derived from this view of seduction in marketing - Gonzalez (2010b, p. 3) described
how alternate approaches and distancing could stimulate the desire (for a product, brand itself,
or lifestyle it associates). The seduction starts with the evoking need and ends with physical
contact (Gonzalez 2010a, p. 82). Understanding seduction through the relationship is a third
possible way to conceive this phenomenon.

3 Methodology

The literature review leads to the further-described categorization, which maps and summa-
rizes the discussion about brand seduction in marketing literature. Although important contact
points of the relevant views can be found, only a few texts aimed to define brand seduction.
Therefore, its precise meaning has to be reached analytically. Many of these texts do not focus
on this theme directly, but the word seduction is used while discussing other topics. Even the
texts that define brand seduction do not use a scientific method for conceptualizing this phe-
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nomenon. In order to reach a scientific definition of brand seduction usable within the empirical
research in marketing, the following method has been used: In vital texts contributing to the
discussion about brand seduction, keywords were identified. These words (or word phrases) are
related to seduction in the following ways:

« quality of seduction (provocative, illusional, charming...)

« quality of a seducer (gentle, manipulative, conspirational...)

« a seductive technique (deception, mystery, taboo...)

« the effect of seduction on the seducee (affecting behavior, evoking emotions, stimulation of Libi-
do..)

The keywords were subsequently adjusted to infinitive and noun forms. This set of words allows us-
ing coding techniques for qualitative research, described in Saldana (2015). Coding can verbally cap-
ture a visual or linguistic phenomenon'’s essence, attributes, and key features. This process is more
creative and intuitive than rigid and exact (Auerbach and Silverstein 2003, p. 24). It aims to interpret
the term so that specific categories or codes are based mainly on considerations and arguments that
justify their suitability in the research. For this research, the technique of categorization coding (i.e.,
sub-coding) was used, in which the identified codes are sorted into higher-level parent categories.
The codes were usually not abstracted because they were directly used in the original text (in the
case of foreign texts, they were translated into Czech).

Conceptualizing brand seduction aimed to bridge the difference between two opposing views on
this concept - as a positive and a negative phenomenon. Because of this distinction, it was appropri-
ate to classify the identified words, describing the different shades of seduction meaning, according
to the same key - whether they were neutral words, words with a negative connotation, and words
with a positive emotional color. The classification into these categories is, naturally, not entirely
exact (for some words, it is questionable which category they best fall into), and it would be difficult
to name the exact criterion based on which the words were evaluated in this way. However, the pur-
pose of the classification was to identify the superordinate categories that connect the words so that
a certain fluidity within the classification is not only permissible but often desirable, as the same
word may have a completely different meaning in different contexts.

After sorting according to emotional connotation, the words within the categories were classified
according to the essential feature. The identified categories (e.g., positive fantasies and negative
illusions) often name a similar phenomenon but with a different emotional coloration, reflecting
the considerable ambivalence of brand seduction. Thus, the evaluation coding method was used.
By comparing the positive and negative aspects of the same phenomenon, it was possible to ap-
proximate its meaning by synthesizing the identified parent categories. The categories associating
directly identified words (categories of the 1st degree) were classified into superordinate catego-
ries, creating second-degree categories of the 2nd degree. Within the three 2nd-degree categories,
meanings of the categories of the 1st degree and the individual words falling into them were shad-
ed. Therefore, the final definition (conception) of brand seduction is based on the highest level of
generality (categories of 2nd degree) and considers the specific meanings assigned at lower levels
of defining the term.

The analysis showed that although brand seduction is apprehended differently in various texts,
these perspectives show three similar features (i-iii): Interaction between two subjects (a brand and
a customer), creating a relationship (i). However, this relationship is not entirely anchored in reality
(i), as the ideas, fantasies, and illusions that the seducer creates for the seduced to influence his or
her behavior and emotions (to seduce them) play an essential role. The third notion is the type of ap-
peal the seducers use - they target not the seduced's mind (logical arguments or persuasion based
on evidence) but their motivation and feelings (iii). These effects can be pleasant (stimulation of
human libido, appeal to status) or unpleasant (arousing guilt or outrage). The definition is applicable
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even for interpersonal seduction. However, at this point, the research aims to prove its validity in
marketing, i.e., the interaction between the brand (seducer) and the customer (seduced).

The brand uses available means (advertisements, design stores, communication on social networks)
to impress the customer and arouse an emotional response, strengthening his or her relationship
with the brand. Building this relationship has multiple phases that can be identified, described, and
found seminal to the brand's success. There are several ways to impress the customer - by using
sexual or shocking themes, humor, flattery, appeal to his or her status or identity, and others. People
are seduced by desirable ideas and associations evoked by appropriate words or stimulating senses.
The imagery is often on the verge of delusion - the advertisements often show luxury destinations,
high society, or supernatural features of products (e.g., providing a person with miraculous attrac-
tion or restoring youth). Thus, the seductive effect can be examined separately, and the presumed
concept suggests that the framework of that process is an interaction that results in a relationship.
The theoretical conceptualization of brand seduction is thus a definition consisting of three dimen-
sions (interaction, irrationality, and ireality), which join individual categories. These categories are
divided into sub-categories according to their emotional connotation. Finally, individual keywords
are classified into these sub-categories. Figure 1 represents the final concept and shows the dimen-
sion of brand seduction with the corresponding codes, divided into positive, negative and neutral.
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Figure 1: Graphic representation of the concept of seduction
Source: Author

The concept above has been subsequently empirically tested. This testing aimed to verify the con-
cept or, in other words, to ascertain whether the concept matches the experience of key stakehold-
ers. These stakeholders were chosen to represent three groups significantly affected by brand se-
duction. The first type of stakeholder is the customers. This group is a seduction target, and they can
share their experience of being seduced by a brand. The second type is specialists, i. e. advertising
workers, brand managers, and marketers. They are active users of seductive techniques, the second
perspective necessary for verifying the concept.

VYSKUMNE PRACE | RESEARCH PAPERS

Since advertising (or marketing communication in general) is the primary medium of brand seduc-
tion, the point of view of the advertising workers is valuable because using seductive techniques is
practically their primary occupation. Brand managers and marketers also use seduction, but their
perspective is broader than the perspective of the previous group. Their job is to manage the brand
complexly, so they have to consider seduction on a more general level.

For verifying the concept, the method of the in-depth interview was chosen. For this purpose, the
questionnaire was prepared with open questions. These interviews aimed to investigate the chosen
stakeholders' experience and opinions about brand seduction. The questions were chosen to reflect
the key elements of brand seduction. For example, the advertising workers were asked the following
question: What is your brand like? How does it attract customers? These questions indirectly investi-
gate whether the three main aspects of seduction (interaction, irrationality, and ireality) are present.
According to the respondent's statement, the relevance of individual dimensions of brand seduction
can be evaluated.

The interviews were transcribed, and obtained texts were evaluated similarly to the literature dis-
cussing seduction. The keywords were marked and coded. Final codes were classed into the defined
categories, if possible. Some codes were left unclassified, and the new categories were to be iden-
tified.

The correspondence between the defined concept of seduction and the stakeholder’s experience
with seduction was subsequently evaluated. The individual dimensions were valued on a scale from
0 points (no match) to 5 points (a perfect match).

Eight interviews have been executed. Three respondents represent customers, and five represent
specialists (two advertising workers, one marketer, and two brand managers). The customers were
asked online if they had a favorite brand. If yes, then whether they are willing to participate in this
research. The specialists were asked through common acquaintances or by contacting the company.
Interviews lasted approximately one hour (their transcription is over 100 pages long) and provided
sufficient data to analyze. Since all the interviews confirm the applicability of the proposed concept
of brand seduction, it is unlikely that potential new data will contradict the results. Therefore the
theoretical saturation was reached.

4 Results

Results (Table 1) show that the three identified dimensions are somewhat relevant. The highest
match was confirmed for irrationality (3.75/5 points), slightly less for ireality (3.5/5 points), and 3/5
points for interaction, which also signals the relevance of this dimension.

Type of respondent Interaction Irrationality Ireality

Customer 1

Customer 2

Customer 3
Ad. worker 1
Ad. worker 2

Marketer

Brand manager 1

NN R, S VN [ RN O N

Brand manager 2

WU (U | W W W N WD
RO I NV T G N NOR O NG FUVI (NS

w
wi
bt
«n

Average

Table 1: Relevance of identified dimensions of seduction
Source: Author
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The unsorted codes analysis found a few new categories. The Table 2 shows the new categories for
each respondent. The highest overlap was identified for aesthetics (5/8) and Social responsibility

(4/8).

Custo-

Customer 1
mer 2

Stimulation of senses
Aesthetics
Identity

Community
Simplification
Uniques
Experience
Sport
Functionality

XX XX

XXX XXX [ X

XX | XX |

Social responsibility
Popularity - - X
Newness
Quality - - X
Dynamics = = = X =
Tradition - - - - - X
Partnership - - - - - X
Distinctiveness

x
-
x

Beneficiality
Competence

>

>

>
PIRPINWIN|RP R, WR AR RrIW (NN NN (U e

XX XXX |
>

Table 2: New potential dimensions identified within the interviews
Source: Author

For aesthetics, there is an aesthetic aspect in all core dimensions of brand seduction. Beauty (or de-
sign, attractively) might be considered a presupposition of successful interaction. A customer prefers
to interact with an attractive brand rather than an unattractive one. On top of that, the brand can
interact with a customer passively, i. e. simply by being beautiful and being seen.

The importance of aesthetics also supports the relevance of the irrational dimension. By high valu-
ation on beauty, the respondents confirm that customers are affected mainly by emotions, and their
affection towards the brand does not rise from rational reasons.

The ireal aspect of brand seduction consists in creating fantasies and illusions. Since images primar-
ily mediate these, the importance of aesthetics naturally emerges.

Aesthetics, thus, is a presupposition of a successful brand seduction. However, emphasizing esthetic
quality in the Brand seduction definition cannot cover this. Firstly, aesthetic quality is a highly com-
plex phenomenon. Not only beauty can seduce. There is also an aesthetics of ugliness (Rozenkranz
2015, p. 5).

Furthermore, aesthetics cannot be considered a dimension standing on the same level as the three
identified dimensions. Although aesthetics can be significant, it is not essential for successfully es-
tablishing a bond with a customer. Therefore the results only highlight the importance of this cate-
gory without questioning the original definition.

Social responsibility is also a broader term. There cannot be a general requirement for brand seduc-
tion to be socially responsible because only 50 % of respondents reported it as a significant feature
of their experience of brand seduction. Some respondents consider some social or environmental
sensitivity of the brand an important feature of today’s marketing. However, for other respondents,
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brand seduction is a strictly personal phenomenon. Since it might involve breaking the rules (like
environmental un-friendliness or political in-correctness), social responsibility cannot be considered
a universal dimension of brand seduction. However, the relative importance of this category points
to the fact that seduction in the context of marketing can be something positive, and its meaning
thus cannot be reduced to its controversial or demonic aspect.

The original concept of brand seduction was thus confirmed to match the experience of the key
stakeholders.

5 Further research

The research described above is part of a dissertation project focusing on brand seduction in market-
ing. Besides conceptualizing this term and its empirical verification, brand seduction will be related
to other marketing concepts. These other phases of the research will be briefly characterized.

The first phase of empirical testing evaluates the relationship between brand seduction and eye
activity. When the eye-tracking method is used, the eye activity of respondents watching seduc-
tive visual features will be compared with their eye activity watching non-seductive features. The
seductiveness of the features will be evaluated in the initial pre-test. This phase hypothesizes the
following statement: The eye activity differs for seductive and non-seductive features by the size of
heatmaps for individual areas of interest. Verifying this hypothesis would confirm brand seduction
as a relevant factor for eye activity.

The second phase of the empirical testing is evaluating the relationship between brand seduction
and brand recall. Brand recall represents one of the significant marketing concepts co-reflecting
the success of a brand's marketing strategy. The effect of seduction on brand recall has yet to be
scientifically investigated. Ten advertisements will be shown to respondents. The seductiveness of
the advertisements will be evaluated in an initial pre-test. This phase hypothesizes the following
statement: Brand recall is directly proportional to brand seduction. The established methodology
for measuring brand recall (both aided and unaided) will be used, and the results will be compared
with the identified seductiveness of the individual advertisements.

After verifying the theoretical concept of brand seduction and evaluating its connection to the mar-
keting concepts mentioned above, the importance of brand seduction in marketing can be assessed.
The verified concept of brand seduction can be a valuable contribution to marketing research and
managerial practice. The concept can be related to other marketing concepts in further research and
can be used to develop marketing strategies involving seductive techniques.

6 Conclusion

Brand seduction has been conceptualized based on the existing literature. This concept was subse-
quently empirically tested, and the results show that the concept matches the experience of the key
stakeholders. In the following phases of the research, the concept of brand seduction will be em-
pirically tested to assess the dependency between brand seduction and other marketing concepts.
The testing will set an example for exploring the dependency between brand seduction and other
marketing concepts.

Poznamky/Notes Annex

Questionnaire respondent — a customer

1. Which brand is important in your life?

2. What do you like about this brand? How does it appeal to you?
3. What do you imagine when | say... (The brand's name)?
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4. How would you describe your relationship with this brand? What would it be if this relationship
were to be likened to an interpersonal relationship?

5. How did your relationship with this brand evolve? Do you remember when you first noticed the
brand and when it became important to you?

6. What role do ideas and images play in your relationship with this brand?

7. Do you think your relationship with the brand is based on reason?

Questionnaire respondent — a marketing specialist and a brand manager

1. Why do you think some brands can catch the hearts of customers while other brands fail?

2. What should the brand be like to succeed in today's hypercompetitive environment?

3. What role do you think about the importance of relationships in today's marketing?

4. What is the brand you work for like? How does it attract customers?

5. What do you think about the concept of seduction in marketing? Do you think such

a phenomenon could be used to answer the previous questions?

6. What do you understand by this term? What do you think the seduction techniques are? Is the
brand you work for using some of them?

7. What do you think about the role of rationality and irrationality in advertising?

8. In this context, what do you think about the statement that the customer may prefer the image
over reality?

Questionnaire respondent — an advertising specialist

1. Why do you think some brands can catch the hearts of customers while other brands fail?

2. What should the brand be like to succeed in today's hypercompetitive environment?

3. What role do you think about the importance of relationships in today's marketing?

4. What are the advertisements you created? How do they attract customers?

5. What do you think about the concept of seduction in marketing? Do you think such

a phenomenon could be used to answer the previous questions?

6. What do you understand by this term? What do you think the seduction techniques are? Have these
techniques been used in advertisements you created?

7. What do you think about the role of rationality and irrationality in advertising?

8. In this context, what do you think about the statement that the customer may prefer the image
over reality?
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SUSTAINABLE TOURISM
DEVELOPMENT: INSIGHTS FROM
ACCOMMODATION FACILITIES

IN BUKHARA ALONG THE SILK ROAD

In recent years, the tourism industry has encountered substantial challenges due to the
pandemic, economic and political circumstances. Nevertheless, sustainable development
frameworks can enhance the sector’s resilience and generate social, economic, and en-
vironmental advantages for the destination’s populace. Achieving this necessitates de-
veloping the destination under a coherent, content-rich brand, implementing precise
marketing strategies, and promoting stakeholder collaboration. This research surveyed
approximately 200 accommodation facilities in Bukhara, Uzbekistan, a prominent Central
Asian tourism destination and a significant component of the Silk Road legacy. The study
aimed to investigate their perceptions of the Silk Road brand, involvement in sustainable
development initiatives, collaboration with the public sector, and the status of their ser-
vice offerings. Based on the results, the paper concludes and offers specific recommen-
dations.

DOl: https://doi.org/10.46286/msi.2023.18.2.2
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1 Introduction

Relocation, temporary residence, cultural immersion, business or visiting friends and family
are all aspects of a multi-dimensional industry known as tourism, which encompasses people
traveling to places outside their usual environment. This industry integrates various elements
such as accommodation, dining, sightseeing, transportation, and additional services. Collecti-
vely, these aspects are referred to as the tourism product, which shapes the overall travel
experience. The tourism product’s development, renewal, and transformation are influenced
by numerous factors, including technological advancements, globalization, evolving consu-
mer preferences, increasing demand, and competitive environments. In the following we will
explain the impact of particular factors on the development of tourism.

Factors related to the economy. Tourism is now a key driver of economic growth in many nations,
creating jobs, raising foreign exchange profits, and promoting regional development (UNWTO
2018). To increase tourism and increase revenue, governments and other stakeholders make
investments in infrastructure development, destination marketing, and product diversity. The
structure of taxes, tax exemptions (duty-free zones in means of transport: ships, airplanes),
the setting of taxation of exports of goods and services, taxation of selected product catego-
ries (tobacco, alcohol, property) also have a significant impact on the development of tourism
(Radulovi¢, Sladi¢, Govedarica and Raicevi¢ 2023). Specific in the future may be, for example,
rules of carbon taxation (Cao, Zhang and Zhang 2021).
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Technological developments. Sector has grown significantly as a result of the quick develo-
pment of technology. The manner that visitors research, plan, and book their travels has
changed due to advancements in transportation and the growth of the internet and mobile
technology, creating a more interconnected and cutthroat economy (Neuhofer et al. 2019).
Globalization. The increase in international travel is a result of the world being more connec-
ted through trade, investment, and cultural interaction (Gossling et al. 2009). People can now
travel and experience foreign nations with greater ease thanks to the expansion of multinati-
onal enterprises, lowered travel costs, and liberalized visa regulations.

Consumer preferences are shifting, resulting in the expansion of niche tourism segments inclu-
ding eco-tourism, adventure tourism, heritage tourism and etc. Contemporary travelers prefer
original, distinctive, and personalized experiences (Richards 2018). These specialized markets
cater to the unique interests and driving forces of tourists.

Sustainability issues: There has been a shift in emphasis toward sustainable tourism practices
because of rising environmental and sociocultural awareness. Buckley et al. (2019) emphasize
the necessity to balance the economic, environmental, and sociocultural aspects of develo-
pment for securing the tourism industry’s long-term existence. In the process of maintaining
this balance, the collaboration between stakeholders (government and non-government or-
ganizations (NGO), service providing companies, accommodation facilities, tourism operators
and agencies, catering service providers, etc.) is deemed highly significant.

The research is focused on Historic Centre of Bukhara, which is considered one of the anci-
ent Silk Road and Central Asia’s tourism destinations. The study examined one of important
stakeholder in tourism industry lodging facilities catering to visitors in the area. Throughout
the research, their understanding of the social, economic, and environmental dimensions of
sustainable tourism was explored, as well as their participation in tourism management pro-
cesses and their roles in fostering the Silk Road heritage.

2 Literature review

The pursuit of economic, environmental, and social well-being for both the present and future
generations is a shared objective of sustainable development and tourism, which explains their
close relationship. The relationship between sustainable development and tourism is discussed
in the article, along with examples of both industries’ benefits from integration. First off, while
protecting the environment and cultural heritage, sustainable tourism functions as an economic
driver by creating job opportunities and promoting economic growth (UNEP and UNWTO 2005).
Long-term success for destinations and communities is ensured by this equilibrium. Second, envi-
ronmental protection is fundamental to sustainable tourism, which encourages resource manage-
ment and lessens adverse environmental effects including pollution, deforestation, and habitat
destruction (The International Ecotourism Society 2019). Thirdly, sustainable tourism is essential
for maintaining regional customs and cultures. Cultural heritage is preserved for future generati-
ons by enticing visitors to partake in genuine experiences and support local providers (UNESCO
2022). Fourth, a crucial component of sustainable tourism is the mitigation of climate change. The
tourism sector may drastically lower its carbon footprint by implementing sustainable practices,
such as supporting eco-friendly transportation and the use of renewable energy sources. This will
help the world’s efforts to combat climate change (UNEP 2012). Fifth, as sustainable tourism pla-
ces a strong emphasis on local involvement and cooperation, community empowerment is a fun-
damental component of the industry. This strategy promotes local communities’ independence
and more equitable distribution of the advantages of tourism (UNWTO 2023). Sixth, responsible
wildlife tourism, the preservation of endangered species, and aid in the creation of protected are-
as are all ways that sustainable tourism helps to preserve biodiversity (CBD 2022). Seventhly, the
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foundation of sustainable tourism is education and awareness. By educating visitors on the value
of protecting the environment and cultural heritage, responsible behavior is promoted, genera-
ting a greater appreciation of the places they travel to (GSTC 2022). Eighthly, waste management
and reduction are essential components of sustainable tourism activities. Tourism activities have
a reduced negative environmental impact when trash reduction, recycling, and efficient waste
management are prioritized (The World Bank 2019). Nineteenth, a major advantage of sustainable
tourism is that it helps local businesses. By enticing visitors to purchase local goods and services,
it supports regional economies, raises living standards, and lowers poverty (UNWTO 2023). Last-
ly tenth, sustainable tourism balances the demands of the environment, local populations, and
the tourism sector to guarantee the long-term survival of destinations. This equilibrium produces
places that are more resilient, can respond to changes in the environment, and continue to be
desirable for future generations (WTTC 2021).

The COVID-19 pandemic has had a significant influence on the world’s tourist sector, revealing
its susceptibility to outside shocks and forcing a review of current procedures (Gossling et al.
2021). The crisis has brought home the importance of fostering sustainable tourism to ensure
the sector’s adaptability and long-term existence. The pandemic brought to light the signifi-
cance of diversifying tourism offerings for increased resilience (Sigala 2020), boosting local
economies by promoting local goods and services (UNWTO 2020), and putting a priority on the
health and well-being of both visitors and host communities through ethical business conduct
(Godovykh et al. 2020). The brief halt in international travel also highlighted the necessity for
environmentally friendly tourism practices (Higgins-Desbiolles 2020). The pandemic has also
led to a strengthening of infrastructure, especially soft infrastructure (software solutions, avai-
lability of e-services, crisis management processes) (Torabi, Rezvani and Hall 2023). This has
also increased the quality and capacity of tourism services. In general, the pandemic has highli-
ghted the critical position that sustainable tourism plays in resolving issues of economic, social,
and environmental importance.

A form of tourism known as ,sustainable tourism” tries to maximize positive contributions
while minimizing negative effects on the environment, society, and economy (UNWTO 2023).
It is essential for local economic development, cultural preservation, and environmental pro-
tection (Koens et al. 2018). Sustainable tourism development’s defining traits include ba-
lancing economic, social, and environmental objectives; involving and collaborating with
stakeholders; and long-term planning and flexibility (Melissen 2013). By following these gui-
delines, sustainable tourism may guarantee the long-term viability of travel locations, brin-
ging advantages to both tourists and host communities while tackling urgent global issues.
Stakeholder participation is essential for the development of sustainable tourism because it
promotes collaborative decision-making, ensures that different viewpoints and interests are
considered during planning and management, and results in outcomes that are more succe-
ssful and sustainable (Byrd et al. 2009). Involving local stakeholders encourages community
support and helps to distribute rewards more fairly (Tosun 2006). Stakeholder involvement
can also aid in identifying future conflicts, facilitate reaching agreements, and promote co-
operation (Waligo et al. 2013). Along with increasing accountability and transparency, it pro-
motes knowledge exchange, skill building, and innovation in sustainable tourism practices
(Bramwell and Lane 2011). This is done by enabling the monitoring and evaluation of tourism
initiatives to make sure they are in line with sustainability principles.

Residents and diverse communities, tourism companies, entrepreneurs, government and re-
gulatory agencies, NGOs, travelers, academics, investors, media, and financial institutions
are among the stakeholders in the development of sustainable tourism (Aas et al. 2005; Co-
hens et al. 2018). These groups play a principal role in conserving local culture, traditions,
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and environment by influencing policies and regulations, advancing sustainable practices,
and influencing decision making processes. They are either directly or indirectly impacted
by tourism activities or have the potential to do so (Waligo et al. 2013; Byrd et al. 2009). The
role of stakeholders is evident, for example, in the case of elections: national or local, when
their interests are addressed by political parties. Political parties can identify stakeholder
interests, but the durability of common interests is limited by the electoral period (Ol3avsky
2014). Collaboration and communication amongst stakeholders are essential in the tourist
sector if successful, equitable, and long-lasting outcomes are to be achieved (Bramwell and
Lane 2011; Hall 2011).

One of Uzbekistan’s most significant historical and cultural hubs, Bukhara, was added to the
UNESCO World Heritage List in 1993. Bukhara, which has a history spanning more than 2000
years, was crucial to the spread of Islamic art, architecture, and culture throughout Central
Asia. Bukhara’s tourism growth has centered on maximizing the city’s distinctive cultural heri-
tage and historical attractions, which draw tourists from all over the world.

The government of Uzbekistan has been working to increase tourism and Bukhara has bene-
fited greatly from these efforts. The government has made improvements to the transporta-
tion system, eliminated the need for visas for inhabitants of numerous countries, and made
investments in the preservation and restoration of historical landmarks. A regional tourism
development project called ,Silk Road Destinations” has also helped to promote Bukhara as
a significant stop on the historic Silk Road trading route.

It is critical to strike a balance between the conservation of the city’s distinctive cultural
heritage and the demands of the expanding tourism industry to maintain sustainable tourism
development in Bukhara. To safeguard the city’s historical and cultural treasures, this invol-
ves promoting ethical tourist activities, involving local populations, tourism providers and
putting sustainable management practices into effect. In the region, there are currently 829
registered heritage sites, of which 139 are utilized for tourism purposes. It is crucial to develop
tourism products based on sustainable heritage tourism approaches at these heritage sites.
Consequently, this research aimed to investigate and analyze the activities of accommodation
facilities, as one of the stakeholders, in promoting sustainable tourism in the Bukhara Silk
Road heritage area.

3 Methodology

The article aimed to explore accommodation facilities operating in the Bukhara region re-
garding the Silk Road heritage, its condition, and projects related to the public sector and
sustainable tourism. To this end, questionnaires were conducted at accommodation facilities
in Bukhara, which comprise a majority compared to other providers. According to information
provided by the Bukhara Tourism and Cultural Heritage department, the number of accom-
modation facilities in the first half of 2022 was 402. These numbers indicate high competition
among accommodation facilities. Given a large number of hotels and conducting a questi-
onnaire was deemed appropriate. Because, questionnaires save time and cost, standardize
the questions asked of all participants, allow for the possibility of anonymous responses if
desired by the respondents, ensure the reliability of the survey results, simplify the analysis,
and prevent possible errors that might be made by the interviewer.

A sample size calculator was used to determine the appropriate sample size for the study. By
figuring out the right sample size based on a confidence level and margin of error that have
already been set, the calculator lets reduce the margin of error and make sure results are more
accurate and reliable. This process adds to the reliability and applicability of research results,
which are important for keeping high academic standards (Bryman 2016; Creswell 2014; Vil-
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Cekova 2010). In research, the sample size calculator is important to ensure the reliability of
the work because it helps to obtain a sample that is representative of the target population.
As aresult, it was determined that obtaining questionnaires from at least 197 accommodation
facilities would be appropriate for the study.

As indicated in sample size calculator questionnaires were collected from 198 accommodati-
on facilities. The questionnaire was divided into five sections and included a different number
of questions as follows: Introduction (11), Silk Road (4), Hospitality (4), Governance (5), and
Sustainability (2). In the article, based on the topic, the sections on Silk Road, Hospitality,
Governance, and Sustainability were analyzed, and the results were examined through de-
scriptive analysis using Google Form analysis and the SPSS statistical software application.

4 Results obtained and analysis

4.1 Silk Road understanding

In relation to have a better understanding about the interest of the Silk Road among acco-
mmodation facilities four questions in form of five-point scale were stablished, as follows:

- Level of your understanding of Silk Road heritage.

- Importance of the Silk Road in the tourism development in Bukhara.

- Usage the Silk Road brand to attract tourists to the premises.

- Assessment of the conservation status of the Silk Road heritage resources.

According to the received responses (89) constituting 45% of the total, have a good or
excellent understanding of the Silk Road heritage. The number of those with an average
understanding is 83, proportion for 41.9%. Twenty-six respondents indicated a poor or very
poor level of comprehension. As a result, less than 50% of the respondents possess a basic
knowledge of the Silk Road heritage (Table 1). This, in turn, underscores the need to develop
specific marketing programs aimed at enhancing promotion and awareness in the field. In
this respect, it would be necessary to activate an internal marketing programme towards the
target group of the local population. Local people must be the first convinced customers who
will then be able to sell the offer of the local destination to tourists (Zhang, Chen, Wei and
Dai 2022). Based on stakeholder theory, it will be necessary to identify the interests of local
residents and increase their willingness to participate in tourism development.

Frequency Pescent Vabid Percesi

Excellont | 30 | 15 I 152
Good | 7] | 9.8 ] 98
Average | &3 | 419 1 TR
YWakid Por 16 L8] %1
[ Venpoar | 10 ] XN I i
T'atal 158 (TR ] (L iKi]

Table 1: Understanding of the Silk Road heritage by respondents
Source: Authors

When respondents were asked about the importance of the Silk Road in the development of
tourism in Bukhara, 81.9% (162) considered it as ,very important” and ,important.” Thirty-two
of them indicated that it was moderately important, while four people chose the options ,sli-
ghtly important” and ,not important” (Table 2). Overall, the accommodation industry supports
the development of tourism through the Silk Road.

Frequency [ Percent [ Valid Percens
Viery importani | 0 0
|  Importas 7l | 359 1 359
Valid | Modemtely important F: | 16.2 | 16.2
Sightly impogtant 2 1.0 ] 1.0
Mot importast ] ] LD Lo
Todal | 1 fLULEY] (LK)

Table 2: Evéluation of the importance of ;the Silk Road in tourism by respondents
Source: Authors

The next question was aimed at exploring the possibility of attracting customers to accommoda-
tion facilities through the Silk Road brand. It was found that 62.1% of the facilities did not make
use of the brand, while 37.9% indicated they did. The main reason for this was a lack of knowledge
about how to utilize the brand effectively. Those who made use of the brand attempted to create
a Silk Road atmosphere in the entrance of the hotel, on social media platforms, and in the interior
and exterior design of the hotel. They showcased various Silk Road maps, caravans, and images of
the ancient marketplaces where silk fabrics were sold by decorating the walls with these visuals.

15, How do you assess the conservation status of the Silk Road heritage resources? Evaluate on a
five-point scale,
198 responses

s

72 {36.4%)

BB [34.3%)

38 (10,29}

10(5.1%) 10 {5.1%)

1 2 3 4 5

Figure 1: The respondents’ assessment of the Silk Road resources’ conservation status
Source: Authors

Last question was related to the respondent’s assessment of the Silk Road resources’ con-
servation status, respondents were invited to give their opinions. A total of 55.6% reported
that the condition was good or excellent. However, 34.3% gave an average assessment, and
10.2% considered the condition to be poor or unsatisfactory. It can be observed that 44.5%
gave average or lower ratings, indicating that this group supports conservation efforts and is
not indifferent to the state of the Silk Road heritage (Figure 1).

4.2 Hospitality

The following section consisted of 4 questions which were:

- Years of experience in accommodation sector.

- The quality of personnel being trained for working in the sector.

- Services available at the accommodation facilities.

- What negative impacts of tourism are observed in the Bukhara region.

Based on the responses, 43% of managers (87) have among 1 and 3 years of experience,
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while the remaining 57% (111) have 4 years or more experience. Managers with 1-3 years of
experience were primarily observed in newly opened accommodation facilities. In total, 38
(19.2%) respondents had 10 or more years of experience. Most of the managers participating
in this questionnaire have significant experience, and their input is considered important for
the development of tourism in the Historic Centre of Bukhara.

When asked about the quality of the personnel currently working in the field, they were ra-
ted an average of 3.56 out of 5 points. In general terms, the respondents highlighted some
difficulties regarding personnel issues. This is mainly attributed to the seasonal nature of the
industry, leading to a shortage of staff. Hotel managers emphasized that mitigating seasona-
lity could potentially solve this issue.

Most accommodation facilities emphasized their ability to provide almost all range of services
for tourists only limited depending on the type of facility, such as hotels, hostels, guest-
houses, and hostels (Figure 2). It is important to highlight that 135 accommodation facilities
have their own restaurants. However, it is important to clarify here that hotels in Historic
Centre Bukhara’s are medium-sized, with limited space. Moreover, two-floored high hotels are
not permitted in the Historic Centre. As a result, those buildings have small restaurants that
can typically accommodate up to 40 people. Regarding the answers, over 100 respondents in-
dicated the range of services included the following services: room service, air conditioning/
heating systems, mobile phone signal coverage, Wi-Fi, external tourism services booking, car
parking, easy access toilets, waiting hall, transportation service for airport and train station
and laundry (Figure 2). Only 35 of those hotels, additionally, have sport facilities, children’s
area, admission of pets, swimming pool, SPA, access ramps, and elevator services.

18. What kind of complementary services do you have? (possible select more than one)
158 redponses

Restayran I | 5 (B8.2%)
Roam services R - 1 7 (£ 4 %)
Sport focilites I 11 (5,6%)
Children's area 20 (10.1%)
Al S0 ndaicingTe.ating I N - 1 E2 (51.0%)

Admission of pets 28 (14.1%)
Bar-cafetaris BE [43.4%)
Concierpe desk =-;3&9%]
Mabile phone signal wuerapeF 126 (63.6%)
Swimmlw; pool 13 [6.8%)

Meating rooms I 7 (30 6%
- i [ - 155 (26,5 %:
SPA ) (14.6%)
Provides for hiring of externa. .. | 11 (75, 3%
Car park I 1 21 (53,5%)
Easy-access lollels I 1513 (2. 3%
Loungesiwaiting hat E— 141 {71278}
Garden I (11.2%)
Transportation {airpori-hodel. . | 150 (75.8%)
Access ramps of elevator I - 13 (16.7%)
Lawnciry N - | 55 {03 4 )
Ot 5 2. 3% |

L

] 50 100 150 200

Figure 2: Services in accommodation facilities
Source: Authors
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There is a lack of accessibility for individuals with limited mobility in hotels. Not to mentioned
in the streets, public areas, and museums of Bukhara’s Historic Centre. This issue has not been
considered in many implemented projects or during the infrastructure development process.
Newly opened hotels and those planned by foreign investors have addressed these concerns.
However, accommodation facilities converting private homes into hotels, guesthouses, or
hostels have faced challenges in implementing these features due to the associated costs.
Nevertheless, from the tourists’ perspective, it is considered appropriate to develop and re-
view tourism infrastructure plans for everyone, as well as to enforce clear standards.
Following question asked about the consequences of the tourism industry considering envi-
ronmental, sociocultural, economic, safety and security problems at Historic Centre of Bu-
khara

149. What are the negative consequences of tourism activities in tourist centers in Bukhara? {you can
choose more than one)

198 responses

Excasalve number of touist 10 (5.1%)
Poliution

Waste of waber and contaminal
Damage 1o heriags objects
Traffic congesiion
Soca-Culturnl 1ensions,
Sadaty|crime, fraud and sic.k

B3 (31.8%)

T (3.5%)

1 {5.6%)
Cultural change or the de'valual
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Figure 3: Indicators of negative consequences of tourism activities
Source: Authors

The main negative consequences identified (Figure 3) were pollution (31.8%), environmental pro-
blems (22.2%), high prices (19.7%), traffic congestion (15.2%), and damage to heritage objects
(14.6%). These negative impacts can be observed in the historic city center and its surroundings.
For example, the cultural heritage site of Shohrud channel has been providing water flow to the
historic center until now. However, the disposal of plastic packages and rubbish in the canal has
led to their accumulation. Additionally, poor waste management was identified in less-visited
streets. Respondents also emphasized that the price increase of all goods and services during the
tourist season is becoming a threat. To address the aforementioned negative impacts, it is consi-
dered appropriate to develop sustainable development programs as soon as possible. These pro-
grams can help mitigate the negative consequences and promote responsible tourism practices.

4.3 Public-private governance

Governance section aimed to explore the relationship between providers and the public se-
ctor. Given that, a collaborative approach between stakeholders and the public sector con-
tributes to the long-term sustainability of tourism initiatives by fostering a sense of shared
ownership and responsibility among stakeholders (Budeanu et al. 2016). The following ques-
tions were asked:

VYSKUMNE PRACE | RESEARCH PAPERS

19



TEXT | MUKHRIDDIN KILICHOV,
FRANTISEK OLSAVSKY

20

- Have you been involved in private-public discussions about tourism-related issues?

- In which issues have you participated in the discussions?

- Have you ever participated in developing a tourism development program for the Bukhara region?
- If so, in which program?

- Are you aware of the latest approved tourism development program for the Bukhara region?

A reduced number of the respondents, 170 (85.9%), indicated that they had not participated
in discussions with local authorities regarding issues related to the hospitality industry. Only
28 (14.1%) had been involved in problem-solving dialogues, where suggestions were made on
topics such as the improvement of payment installations like ATMs by banks, organization of
professional skill development courses addressed to hotel staff, facilitation of credit acqui-
sition from banks for initiating tourism businesses, enhancement of internet speed, simplifi-
cation of guest registration procedures, increasing the number of tourists, and improvement
of road infrastructure. Additionally, most respondents expressed that many of their proposals
had not been considered yet.

In response to the question about participation in developing tourism programs in the Bukha-
ra region, 168 respondents (84.8%) answered ,no”, while 30 respondents (15.2%) answered
Lyes”, reporting their involvement in initiatives such as enhancing tourism areas, creating mar-
keting programs, developing tourism during the COVID-19 pandemic, working on the ,My
Booking” project, and promoting gastronomic tourism. For the last question, 164 respondents
(82.8%) indicated that they were not aware of the latest tourism development program in
Bukhara, while 34 (17.2%) acknowledged being informed about it.

Overall, these numbers suggest a low level of interaction between the public sector and
accommodation providers. This situation does not support the development of sustaina-
ble tourism programs and current interactions are based on collaboration with a small
audience. To alleviate this situation, several recommendations have been proposed by
researchers, such as establishing a multi-stakeholder platform (Bramwell and Shar-
man 1999), investing in infrastructure and services through public-private partnerships
(PPPs) (Dredge and Jamal 2015), implementing bilateral capacity-building and training
programs (Tosun, 2000), encouraging collaboration (incentives) through various me-
thods (GoOssling, Scott and Hall 2015), and organizing regular bilateral meetings and
masterclasses (Reed 1997) to strengthen collaborative efforts. Based on the provided
substantiated recommendations, it is reasonable to pursue these approaches to achieve
the intended goals.

4.4 Sustainability

The last part was entitled ,sustainability”, and respondents were asked two questions, as
follows:

- Significance of sustainable tourism relationship with economic, environmental, social and
institutional issues.

- Privileges available for sustainable tourism projects in the accommodation industry.

Questions focuses on sustainable tourism development along the Silk Road. It is important
to highlight the need to understand the private sector’s perspectives and preferences regar-
ding sustainable tourism elements. According to the results, 72 respondents (36.4%) consi-
dered it ,very important” and 78 respondents (39.4%) ,important”, totaling 150 respondents
who acknowledged sustainable tourism elements’ importance. Meanwhile, 48 respondents
(24.2%) chose a response indicating moderate importance and lower (Table 3).
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Table 3: Responses regarding the importance of sustainable tourism by respondents
Source: Authors

The next question aimed to investigate the awareness of respondents from accommodation
facilities regarding incentives for supporting sustainable tourism projects. According to the
results (Figure 4), 80 respondents (40.4%) emphasized that there were no incentives available,
while 43 respondents (21.7%) indicated that they were unaware of any incentives. The remai-
ning 75 respondents (37.8%) were given the option to select multiple answers, with the most
common choices being tax and other financial incentives.

26, Are there any privileges available for sustainable tourism projects in the accommadation
industry?

158 respanses

Subsisen L\}El"'s._ 10 (5.1%)
s _ 15 (8. 1%}
have nomenen . M : ' 7
privileges K

Figure 4: Awareness of incentives for sustainable tourism projects
Source: Authors

During the research, it was found that several tax incentives, subsidies, and credit privileges
were provided by the government to expand the potential for tourism activities and develop
the sector. Notably, the majority of these incentives were directed towards establishing and
developing accommodation facilities. For example, government-issued resolutions PQ 104,
PQ 4755, PQ 5232, PQ 5326, and PQ 4095 all indicate and support the allocated incentives
(note [1]).

5 Conclusion and suggestions

In the study involving close to 200 accommodation facilities, the following conclusions and
recommendations can be drawn for each thematic area.

The Silk Road emerges as an optimal marketing brand for luring a considerable number of
tourists to Bukhara due to its encapsulation of diverse cultures, customs, historical facts, and
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narratives. Approximately 55% of accommodation facilities demonstrated a basic or lower
level of knowledge regarding this brand. This finding underscores the need for specialized ca-
pacity-building programs aimed at educating providers about the Silk Road’s significance, as
over 80% of respondents deemed it crucial for the advancement of Bukhara’s tourism industry.
Enhanced knowledge would facilitate broader and more effective utilization of this brand,
positioning the destination as a Silk Road tourism product.

The respondents assessed the conservation status of heritage sites to be either good or
average. To ascertain sustainable development at these sites, it is advisable to examine the
opinions and suggestions of all providers concerning them. Such responses indicate the pro-
viders’ attentiveness to heritage and their readiness to collaborate in its preservation. Con-
sequently, the formulation of specialized programs for heritage conservation in collaboration
with providers appears appropriate.

A majority of accommodation facilities commenced operations in 2018 or later, experiencing
challenging periods such as the pandemic. This scenario has engendered a sense of insecurity
within the sector. Additionally, the issue of seasonality has given rise to problems like employ-
ee dissatisfaction. Taking these factors into account, it is advisable to implement and develop
measures that ensure industry sustainability, enhance employee skills, and guarantee their
performance.

The current state of service development is favorable. Most notably, hotel representatives
exhibit high empathy towards the development of supplementary services and the fulfillment
of tourists’ desires. Nevertheless, it is deemed appropriate to devise comprehensive and acce-
ssible services and infrastructure in service delivery.

Mutual collaboration among all stakeholders represents a primary prerequisite for sustainabi-
lity. It is evident that the structure of stakeholders in tourism is highly variable. This results in
different and often conflicting interests. With the limited resources at the destination’s dispo-
sal (financial, personnel, natural, etc.), it is important to realise that the only unifying element
is cooperation in the field of sustainable tourism. Of course, the form of cooperation and the
chosen strategy must be adapted to the circumstances and specifics of the destination. While
this process is present within the Bukhara destination, it is only partially established in the
case of accommodation facilities. Around 80% of respondents were unaware of the programs
developed for destination enhancement and did not participate in these processes. Moreover,
nearly 60% lacked comprehensive information regarding government-provided opportunities
for sector development. This situation highlights the necessity of creating platforms that
expand collaboration.
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Résumé Udrzatelny rozvoj cestovného ruchu: Poznatky z ubytovacich zariadeni v Bu-
chare pozdiz hodvabnej cesty

V poslednych rokoch sa odvetvie cestovného ruchu stretlo so zna¢nymi problémami v ddsled-
ku pandémie, hospodarskych a politickych okolnosti. Napriek tomu m6Zu ramce udrZzatelného
rozvoja zvysit odolnost odvetvia a priniest socialne, hospodarske a environmentalne vyhody
pre obyvatelov destinacie. Dosiahnutie tohto ciela si vyZzaduje rozvoj destinacie pod kohe-
rentnou, obsahovo bohatou znactkou, implementaciu presnych marketingovych stratégii
a podporu spoluprace zainteresovanych stran. V tomto vyskume sa skumalo priblizne 200
ubytovacich zariadeni v Buchare v Uzbekistane, vyznamnej stredoazijskej destinacii ces-
tovného ruchu a vyznamnej sucasti dedi¢stva Hodvabnej cesty. Cielom Studie bolo zistit ich
vnimanie znatky Hodvabna cesta, zapojenie do iniciativ udrzatelného rozvoja, spolupracu
s verejnym sektorom a stav ponuky sluzieb. Na zaklade vysledkov sa v zavere ¢lanku uvadzaju
konkrétne odporucania.
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MARKETING STRATEGIES IN
RESPONSE TO TOUGH TIMES -
LESSONS FROM INDIA DURING
A GLOBAL CRISIS

The purpose of the study is, in the first part, to identify and categorize the various guide-
lines recommended in the extant literature on adapting marketing strategies to handle
the challenges posed by economic and other sustained environmental crises across mar-
kets. These strategies and initiatives have then been organized into themes. In the sec-
ond part, the study aims to use these themes as a backdrop to examine the marketing
strategies and innovations that marketers in India have used to cope with the disruptions
caused by the Corona virus pandemic. The learnings from this research will be a distilled
set of recommendations that organizations, especially those operating in emerging mar-
kets, could consider in the future in response to such challenging times.

This study contributes to the extant literature by highlighting the marketing strategies
and tactics adopted by organizations during various recessionary times, particularly
during the Covid-19 pandemic. It underscores the importance of marketing strategies in
managing crises. It points to select innovative strategies that marketers can pursue to
deal with the challenges posed by future economic downturns and support their survival.
These strategies will help them protect their brand value and market positioning while
maintaining their relationship with customers. Besides, since the study has adopted a
broad perspective in analysing the strategies, these marketing tactics can be applied by
a wide range of industries such as hospitality, tourism, fast-moving consumer durables,
e-commerce, etc. The themes indicate that, by and large, the response of firms to the
current pandemic is in line with the marketing strategies adopted during previous envi-
ronmental disruptions, as substantiated by various examples.

1 Introduction
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Economic downturns and recessions have always required firms and marketers to adapt to the
realities of changes in consumer behaviour and new demand patterns. When faced with an
uncertain future, consumers tend to reduce, defer or avoid purchases and become price-con-
scious and rational (Ang 2001; Ang, Leong and Kotler 2000; Pearce and Michael 2006). With
changing consumer behaviour, businesses may find it a challenge to maintain their relation-
ship with consumers (Waldron and Wetherbe 2020).

Downturns unevenly affect marketing plans, positioning, and brand value (Czech Market-
place 2008). Some firms cut down their market budgets though with adverse consequences
(Alonso-Almeida and Bremser 2013). Firms respond by reducing overall expenditures and in-
vestments (Pearce and Michael 2006). Doing so may benefit them in the short run as they reap
the benefits of promotions done before the crisis, but once these benefits get exhausted, it is
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posited that they are likely to suffer (Czech Marketplace 2008). This could result in lowered
consumer perceptions about the brand and even fading of the brand from consumer memory
(Czech Marketplace 2008). Meanwhile, the need to halt the introduction of new products may
create a difficult situation for some companies (Aggarwal 2020). Amidst all this, some brands
will likely attempt to differentiate themselves from their competitors (Aggarwal 2020). Firms
that market a new product during these times may enjoy the benefits of being first compared
to those that introduce products during recovery (Kashmiri and Mahajan 2014). It has been
observed that the firms that continue their marketing communications during crises are able
to enhance their earnings (Graham and Frankenberger 2011).

Besides resulting in the loss of millions of lives, the Covid-19 pandemic has adversely affected
many industries and businesses worldwide, causing them to either temporarily slow down
or exit from the market (Apedo-Amah et al. 2020). In addition to anxieties about the health
of their families (Wang et al. 2020), consumers experienced concerns about the pandemic’s
possible further effect on the economy (Wright and Blackburn 2020). Among the countries
severely affected by Corona virus globally, India has had the second highest number of infec-
ted cases and fatalities, following the USA as of July 23, 2021 (Statista 2022). The Consumer
Confidence Index in India, as in many parts of the world, plummeted during 2020 reaching an
all-time low in May 2021 and as of January 2023 is still to recover to pre-Covid levels (Reserve
Bank of India 2023). ,There was enduring impact on consumers’ sentiments on their own
financial conditions as well as the general economic situation - with the latter increasingly
driven by the former” (Mishra, Roshin and Tushar 2022, p. 61). For millions of consumers in the
country, employment and income were adversely impacted. Overall demand and discretionary
expenditure on many categories of non-essential goods and services significantly decreased.
The lockdowns caused a shift to online purchasing and required businesses to redesign their
distribution. Considering the gravity of the prevailing crisis, many businesses recognized that
some of the successful strategies of more prosperous times were not likely to work during the
economic downturn and other environmental challenges.

Thus, marketers need to explore the impact of the recession on consumer behaviour (Ang, Leong
and Kotler 2000) and modify their marketing approaches accordingly (Ding and Li 2021). An eco-
nomic downturn or other changes in the macroenvironment require organizations to evaluate
their strategies at all levels in the context of the changing trends. In the process of doing so, it
would certainly help to also employ a rearview mirror to understand the adaptations to marke-
ting strategy during a downturn that have worked in the past. These can serve as guidelines for
handling marketing during an economic downturn that marketers across nations and cultures
can draw from to help them steer their organizations through the turbulence.

The present study focusses on the marketing strategies adopted by businesses in a develo-
ping economy, that is, India, to cope with the challenges posed by the Corona Virus pandemic.
Among the countries severely affected by Corona virus across the globe, India has the second
highest number of infected cases and fatalities following the USA (Statista 2022). This was
accompanied by a significant fall in consumer sentiment leading to losses for sectors such as
retail, hospitality, tourism, and aviation (EY 2020). This severely affected the economy leading
to decline in the gross domestic product by 7.3% in 2020 (Singh 2021).

2 Literature review

Crises impact the consumption behavior of consumers in manifold ways. The Asian crisis of
1997 caused consumers to be careful spenders who could survive with lesser possessions
(Ang, Leong and Kotler 2000). They became buyers who purchased after careful considerati-
on of others’ opinions and evaluation of brands, shifted from luxuries to essentials, favored
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local and generic brands and long-lasting products providing ,value for money”, and were
influenced by advertisements reinforcing functional benefits of products (Ang, Leong and
Kotler 2000). During the economic crisis of 2008, Turkish consumers’ confidence declined
sharply and consequently, they cut down their spending and tended to purchase inexpensive
product options (Kaytaz and Gul 2014). This coincides with the impact of the subprime crises
(Quelch 2008). Consumers postpone buying durable items and instead search for inexpensive
products (Ang, Leong and Kotler 2000). Their susceptibility towards price, deferred buying,
and rational purchase decisions is driven by their stress about finances (Pearce and Michael
2006). During the Great Recession, customers restricted their shopping to cope with the fu-
ture adverse effects of the downturn (Grossberg 2009). Turbulence caused by Corona virus
has not only reduced consumers’ shopping but has also made them more cautious about their
well-being, which gets manifested in their purchases (Wang et al. 2020).

Some studies have investigated the marketing tactics adopted by firms to cope with the pan-
demic. Alshaketheep et al. (2020) posit that empathy, customized communications, and of-
ferings promoted through digital marketing platforms impact consumer purchases. Favaro,
Romberger and Meer (2009) suggest that firms should target customers who keep switching
from one firm to another, attempt to meet the unidentified or unmet needs of the custo-
mers, focus on products purchased by customers, and reduce expenditures on products not
valued by them. Quelch and Jocz (2009) posit that companies should simplify their product
lines, make products cheaper through discounts, easy credit terms, etc.,, communicate em-
pathetic messages to customers, and promote their brands on digital media and broadcast
media. Firms can employ market research to understand consumers better, use family values
in advertising while reducing ad expenditure, opt for direct marketing, and assist distributors
through friendly credit terms and policies to motivate them (Quelch 2008). Firms should adopt
a customer-focused approach, product innovations, and cost-reducing tactics and shift their
activities online (Ding and Li 2021). Some firms also emphasized on strengthening their supp-
ly chains by making them adaptable (Huang and Jahromi 2021).

Ang (2001) posits that during a crisis period, firms look for new market segments, offer additi-
onal product benefits and discounts, make price modifications, and emphasize the functional
benefits of products in their advertisements. Further, firms should eliminate weak product
ranges while refraining from irrelevant product line extensions, quit weak markets, employ
expert endorsements for promotions, introduce loyalty programs, offer premiums, and impro-
ve their distribution channels (Ang, Leong and Kotler 2000). Komissarova and Grein (2011) su-
ggest that Russian firms eliminated products that are poor-performers and introduced unique
ones and found promotion at the sales location and through the internet, more impactful.
Some of these firms also adopted vertical and horizontal marketing systems to serve their
buyers better (Komissarova and Grein 2011).

Chou and Chen (2004) posit that the value strategy favourably impacts the performance of
the firm, and firms should roll out novel products and offer additional attributes in existing
products. Grossberg (2009) states that marketers should provide value-based solutions and
reassure customers through their communications. Nickell, Rollins and Hellman (2013) ob-
serve that companies that introduce new offerings and relax their credit terms perform better
during a recession. Mann and Byun (2017) point to the strategies applied by retailers including
adjustment of product lines, expansion of market and distribution channels, and performance
of sustainable and philanthropic practices. According to Savelli (2011), firms can survive a cri-
sis by prioritising their leading brands and simplifying their product mix.

Chan, Gao and McGinley (2021) state that the service standard strategies adopted by hotels
during Corona virus involve the use of various online approaches to promotion and emphasize
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on targeting local markets instead of overseas ones. Rittichainuwat, Beck and Qu (2002) posit
that value for money and special promotions were used to endorse tourist destinations. Chen
(2000) observes the impact of the economic crisis on the behaviour of travellers and suggests
that marketers can provide value-added packages and market their products through internet.
Hoang, Truong and Nguyen (2021) posit that Viehost, a Vietnamese hotel, promoted itself to
domestic travellers by providing them with promotional packages. Martin and Isozaki (2013)
state that hotels bundle their services to improve customer affordability and resort to sales
promotion and online advertising to thrive during testing times. Orchiston and Higham (2016)
posit that the tourism sector chooses to promote its destinations online through social ne-
tworking sites and websites in response to turbulence caused by disasters. Rogerson (2021)
suggests that tourism organizations should roll out new and varied offerings as per the requi-
rements of target buyers, make their products economical, and promote themselves on social
networking sites to deal with the adversities led by Covid-19.

Van Heerde et al. (2013) suggest that firms need to cater to buyers’ needs for low prices during
a recession and promote these low prices to attract customers into their stores and increase
their brand sales in these trying times. This coincides with the findings of Diallo and Kaswengi
(2016). Whereas Rhodes and Stelter (2009) propose that firms should focus on products that
buyers are ready to purchase without bargains, provide existing products at lower prices, opt
for individual pricing of products, adopt inventive strategies such as subscription pricing,
and refrain from bundling services. Contrary to this, Pearce and Michael (2006) posit that
price cutting should be avoided and bundling and private labelling should be adopted. Calvo-
-Porral, Stanton, and Lévy-Mangin (2016) propose that food companies should strive to sell
more quantities at reasonable prices to maintain profits and focus on the advertising of their
products to survive during the economic crisis. Kashmiri and Mahajan (2014) observe that
firms that were better performers during economic downturn kept their new product roll-out
rates and advertising intensities high in the hard times. This coincides with the findings of
Laitinen (2000) and Pearce and Michael (2006).

High marketing communications during recessionary times provide more value to the firm
than other times (Graham and Frankenberger 2011). Alonso-Almeida and Bremser (2013)
suggest that firms need to increase their marketing expenditures and provide additional
value to customers to handle the crisis. Afthonidis and Tsiotras (2014) state that the launch
of novel products and consideration of competitors’ policies while deciding advertising ex-
penditures can help firms perform better during economic disruption. Kaytaz and Gul (2014)
illuminate the strategies adopted by firms in Turkey during the global crisis to increase con-
sumers’ consumption and indicate that consumers were driven by ads endorsed by reliable
figures and sales promotion methods used by marketers such as discounts and extended
sales periods. Le and Phi (2021) pin-point that sales promotion methods such as discounts,
socially responsible activities such as donations, and take-away facilities are some of the
strategies used by hotels during Covid-19. This strategy was also adopted by micro and
small firms (Lado, Duque and Alvarez Bassi 2013). Companies should empathize with people
through their communications, adapt their media to suit changing situations, link brands
with their socially responsible deeds, and keep a tab on changing consumer behaviour to
respond accordingly (Balis 2020). Also, firms launch new products to meet customers’ chan-
ging requirements (Kéksal and Ozgiil 2007). Kanter (2009) proposes that firms should in-
teract with customers to show them their support, search for new green pastures to serve,
continue following their values, and convey the same to assure customers. Feyaerts and
Heyvaert (2021) observe that businesses interacted with their customers during the Co-
vid-19 lead lockdown by incorporating solidarity, empathy, etc., in their messages. Lee,
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Chung and Taylor (2011) state that rational appeal is predominantly used by firms dealing
in financial services during the economic crisis. Waldron and Wetherbe (2020) suggest that
businesses should communicate their actions of supporting and assisting the stakeholders
during the crisis, assure the customers that company will maintain its values, and inform
them about their innovative ways of serving customer demands.

3 Methodology

To meet the objectives of the study, a two-pronged methodology was adopted. In the first part,
a systematic search was undertaken in Web of Science and Scopus databases using two search
queries (Table 1) formulated by combining keywords and Boolean operators to identify publica-
tions with the relevant keywords in their title, abstract, and keywords. This process is adopted
from the procedure used in systematic reviews to improve the methodological accuracy of the
research process (Tranfield, Denyer and Smart 2003).

Database Search String Field Search

Web of Science Query 1: Title, Abstract, Keywords
({.Marketing Strategies™) AND (,.crises” OR recession” OR
Ldisruption” OR covid™ OR downturm”))

Query 2
({..Marketing") AND (,crises™ OR recession” OR  disruption”
OR ..covid” OR . downturn™})

Table 1: Applied search criteria
Source: Authors

Records in both the databases were restricted to document type articles in the English language
in the categories Business, Management, and Hospitality, Leisure, Sports, and Tourism in the Web
of Science database and in the categories Business, Management, and Accounting, Economics,
Econometrics and Finance in the Scopus database. No timeline filter was adopted in either of the
databases. Through this, 297 records from Web of Science and 1971 records from Scopus were
obtained. From this number, duplicates and papers which on a scrutiny of their abstracts were
found not to be within the scope of the present study were removed. This resulted in the retention
of 48 full-text research papers from Web of Science and 62 full-text research papers from Scopus.
These full-text papers were read in full to determine their eligibility and those which were beyond
the focus of the study were excluded. Consequently, 21 research articles from Web of Science and
19 research articles from Scopus were included for final content analysis. In addition to these, five
articles from Harvard Business Review, that were found to be highly relevant to the study, were
also included. These 45 articles were subjected to a thorough examination and various marketing
strategies identified in these studies were listed and subsequently organized into themes.

In the second part of the study, with the themes identified through the steps above as a bac-
kdrop, various adaptations and innovations in marketing strategy that firms in India have adop-
ted during the Covid-19 fuelled health and economic crisis were identified through a content
analysis of secondary sources. These themes were supported by the real time marketing innova-
tions and adaptations actually implemented in India by firms to cope with the challenges posed
by the ongoing Covid-19 pandemic.

4 Findings
A content analysis of the 45 relevant papers identified various marketing strategies that firms
have either actually adopted or have been advised to adopt in the face of challenges posed by
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a crisis in the external environment. These strategies have been categized in to 9 themes: ad-
justing product portfolios (Ang, Leong and Kotler 2000; Komissarova and Grein 2011; Wang et
al. 2020), emphasizing functional benefits of products and services (Ang 2001; Brooksbank et al.
2015; Grossberg 2009), empathetic communication (Alshaketheep et al. 2020; Calvo-Porral et
al. 2016; Quelch and Jocz 2009), use of digital marketing to reach customers (Balis 2020; Chan
et al. 2021; Rogerson 2021), improved target market selection (Balis 2020; Favaro, Romberger
and Meer 2009; Laitinen 2000), sales promotion measures to garner immediate sales (Hoang et
al. 2021; Van Heerde et al. 2013), use of celebrity endorsements (Ang, Leong and Kotler 2000;
Kaytaz and Gul 2014), innovations in distribution (Ding and Li 2021; Huang and Jahromi 2021),
and adhering to the company values (Kanter 2009; Waldron and Wetherbe 2020). These themes
have been discussed in the subsequent paragraphs of this section, along with examples of the
initiatives undertaken by firms during the current pandemic and accompanying economic crisis.

4.1 Adjusting product portfolios

The extant literature indicates that modification of product portfolios as a response to environ-
mental changes is a frequently recommended and adopted strategy. Many companies have de-
veloped new products or modified existing ones during the crisis to meet the changing demands
of customers (Chou and Chen 2004). They can be eco-friendly or reasonably priced products
introduced in the product portfolio (Mann and Byun 2017). Though firms may have been advised
to continue focusing on their main brands (Pearce Il and Michael 1997; Savelli 2011), it is also
suggested that they need to simplify their existing product lines (Ang, Leong and Kotler 2000;
Quelch and Jocz 2009).

Marketers should continue their efforts concerning the brands that make a significant contribu-
tion to the earnings of the company (Pearce Il and Michael 1997; Savelli 2011). Aakash Digital
platform, an initiative by Aakash Educational Services, personalized its products to meet the di-
verse demands of each customer group that it serves (Salesforce India 2020). Dabur introduced
an immunity-strengthening tea known as Vedic Suraksha Tea and a new Dabur Chyawanprash,
claiming that it will protect its consumers from Covid-19 (Pathak 2021).

During the recent pandemic, some firms shifted to medical supplies manufacturing (Ding and
Li 2021). Chik, a brand of shampoo from CavinKare and Dabur, both FMCG brands, rolled out
their respective hand sanitizers (Aggarwal 2020). Dairy brands such as Mother Dairy introduced
turmeric milk (Tewari 2020). Dabur launched the ,Immunity Booster Kit” containing a range of
products, including Honey, Chyawanprash, Giloy Ghanvati, Honitus, and Giloy Churna, amongst
others, to protect people against coronavirus (Tewari 2020).

4.2 Emphasize functional benefits

Advertisements promoting products using functional benefits are more persuasive for consu-
mers during turbulent times (Ang, Leong and Kotler 2000) because consumers become more
rational and conscious about their decisions (Ang 2001). They search for more information about
brands and products before making purchases (Ang 2001). So, organizations can strive to offer
valuable benefits to customers in exchange for their money during the recession, rather than
merely changing prices (Brooksbank et al. 2015; Grossberg 2009; Rittichainuwat, Beck and Qu
2002).

Dabur emphasized the benefits of Chyawanprash, such as protection from the virus and boos-
ting immunity through regular use, in its advertisement during Covid-19 (Pathak 2021). Ham-
dard Laboratories, a pharmaceutical company, in their campaign ,StrongWithHamdard”, reinfor-
ced and encouraged the use of Unani medicinal products to develop the body’s resistance to
fight coronavirus (Tewari 2020).

31



TEXT | MEENAKSHI HANDA,
RONIKA BHALLA

32

4.3 Adopt sales promotion methods

Loyalty programmes, discounts, personal sales, etc., are some of the sales promotion tactics
applied by marketers during the recession (Ang, Leong and Kotler 2000; Kaytaz and Gul 2014;
Martin and Isozaki 2013). Even some hotels have also adopted these methods by offering free
room services (Martin and Isozaki 2013), ,promotional packages” (Hoang, Truong and Nguyen
2021), etc. Among these tactics, discounts providing refunds to consumers at sales points are
more favored by consumers (Quelch and Jocz 2009). These techniques develop an inclination
among consumers towards products, thereby attracting them (Alshaketheep et al. 2020; Ang,
Leong and Kotler 2000).

Teachers are being provided access to premium learning tools for free by Kahoot!, a platform
that uses games to impart learning (Pinto 2020). Software providers such as Zoom, Microsoft,
and Cisco Webex increased the length of free trials provided to companies across the world for
a certain period to support them with work from home (Lingo 2021).

4.4 Use reassuring and comforting communication messages

Since consumers are going through trying times, there is a great need to comfort them by em-
pathizing with them using emotional messages to develop a connection between the brand and
consumers and build their trust in the brand instead of emphasizing commercial goals (Balis
2020; Czech Marketplace 2008; Quelch and Jocz 2009). Also, consumers will prefer such me-
ssages to distinguish themselves from others (Wen and Guo 2021). ,Look for cozy hearth-and-
-home family scenes in advertising to replace images of extreme sports, adventure, and rugged
individualism” (Quelch 2008, p. 1). But the focus of their communication must be on doing away
with the fears of customers and cheering them up during these dark times (Grossberg 2009).
Aakash Digital, a learning platform, modified its marketing communications according to the
requirements of every customer group while keeping it empathetic and meaningful (Salesforce
India 2020). In its ,home is full of possibilities” campaign, lkea, a home furnishings’ brand, rein-
forced upon various ways through which people can make most of their time at home (Brand-
Wagon Online 2020). Many brands have shown flexibility by changing their marketing messages
according to the changing situations (Balis 2020), which is expected to impact their profitability
(Czech Marketplace 2008). Shoppers Stop, a department store, comforted customers to shop
at its stores by informing them about the Covid-19 appropriate measures being followed at its
outlets (Salesforce India 2020). It collaborated with various writers and fitness specialists to
produce live-streamed events to cheer the consumers (Salesforce India 2020). In the ,flatten the
curve” campaign, Audi, a luxury automobile manufacturer, emphasized the need of practicing
social distancing to deal with crises, by showing the distance of separation between the circles
of its traditional logo (Loon 2020).

Brands resorted to nostalgia by reviving forgotten products, adverts, and ideas to connect with
their consumers at a deeper level while solacing them in these times like Cadbury, a confec-
tionary company, did by rolling out a renowned jingle ,Kuch khaas hai” from bygone times to
remind consumers of normal times and acknowledging them for maintaining their spirits during
these times, while illustrating brand’s consistent support for the masses (Young 2020).

4.5 Market targeting and selection strategy

Some firms have diversified their businesses to foray into new markets (Ang 2001; Mann and
Byun 2017). They are targeting new customers or those who are less likely to be affected by
the recession to reduce the harm caused by the economic downturn (Pearce and Michael 2006).
This will help them reduce the loss of or due to their present customers (Kanter 2009; Pearce
and Michael 2006). Firms need to quit those markets in which they are performing poorly and
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instead focus on boosting their position in the markets where they are good performers (Ang,
Leong and Kotler 2000).

MakeMyTrip, an online travel agency, forayed into the food delivery segment (Singh 2020). Club-
Factory, a dealer in fashion and beauty products and NoBroker, a real estate dealer, began provi-
ding grocery products (Singh 2020). Rapido, an online bike taxi aggregator, introduced ,Rapido
Local” to deliver medicines, etc., and ,Rapido Store” to help online and physical businesses in
delivering orders to customers (Roy and Arunachalam 2020).

4.6 Use digital marketing to connect with consumers

The Internet, social networking sites, etc., are increasingly being used by firms to promote their
offerings (Komissarova and Grein 2011; Martin and Isozaki 2013; Orchiston and Higham 2016).
,Livestream sales are one of the most popular approaches in mainland China” (Chan, Gao and
McGinley 2021, p. 1680). This is because they are affordable and easily assessable for marketers
(Quelch and Jocz, 2009). Many firms are investing in digital marketing as they find it a different
way for promotions (Nickell, Rollins and Hellman 2013; Rogerson 2021). But while framing their
strategies, they need to be careful of the information and messages they will disseminate (Tha-
kur 2020).

Brands such as Dettol, Dabur, Godrej, etc., have used social media platforms to generate public
awareness of this pandemic and its precautionary measures (Tewari and Tandon 2020). Para-
chute Advanced, a hair care brand, rolled out the ,BondOveraChampi” campaign to encourage
people to share their short videos related to hair oil massage, which will appear in their stories
(Dcosta 2020).

4.7 Opt for advertisement endorsements by credible figures

Products endorsed by professionals and reliable figures in advertisements connect well with
consumers, assure them, influence their buying decisions, and provide recognition to products
(Ang, Leong and Kotler 2000). They beseech consumers to purchase the products (Kaytaz and
Gul 2014). Due to these reasons, it is preferred by marketers even during a crisis.

Lifebuoy was endorsed by Kajol to encourage people to wash their hands properly using any
soap through television and online ads (Verma 2020). Akshay Kumar endorsed the Dabur Chy-
awanprash immunity strengthening version (Pathak 2021). Pepsi featured Salman Khan to pro-
mote its product as ,More Refreshing”, while requesting people to adopt precautionary measu-
res (afags! news bureau 2021).

4.8 Modify distribution channels to better access customers

Companies have added more distribution channels to reach customers and enhance their effici-
ency in distributing products during the recession (Kéksal and Ozgiil 2007). During Great Rece-
ssion, ,retailers exploited existing resources by expanding online/offline channels” (Mann and
Byun 2017, p. 28). Many businesses have improved their policies to provide favourable terms
and conditions to distributors to prompt them to keep all their products (Quelch 2008). Some
firms also collaborate with channel members to roll out new offerings (Mann and Byun 2017).
Organizations can introduce new marketing channels to serve consumers affected by the crises
(Wang et al. 2020).

Coca-Cola launched a digital B2C platform wherein consumers can order from local convenien-
ce stores to get groceries and beverages delivered to homes (The Coca-Cola Company 2020).
Another example of omnichannel distribution preferred during this crisis is Tata Consumer Pro-
ducts which collaborated with Flipkart, an e-commerce company, to make its products available
to consumers digitally (Shashidhar 2020). Some firms have tied up with e-commerce majors
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and developed their own platforms, such as Big Bazaar, which has also partnered with Amazon
(Nagar 2020). On the other hand, others like Vadilal Ice cream, Hershey, etc., created separate
online platforms where consumers can place orders for their products (Nagar 2020). Likewise,
Uber partnered with Flipkart to help contain the spread of Covid-19 (Kumar 2020). Unilever
home delivered its ice cream through Just Eat and Deliveroo (Tesseras 2021).

4.9 Adhere to the values of your company

Consumers should be ensured by marketers that they will continue providing them with the
same ,value proposition” even during disruptive times, without any compromise (Waldron and
Wetherbe 2020). ,Reminders about company values can reinforce solidarity and increase the
confidence that customers have in the company” (Kanter 2009, p. 3). Besides, they need to be
explained how the brand is still delivering them the same value despite the prevailing difficult
times (Waldron and Wetherbe 2020).

Lifebuoy remained sticked to its purpose of protecting the lives of people by urging them to
wash their hands using any soap, not just lifebuoy, besides creating awareness amongst them
(Unilever Global Company 2020). Some firms resorted to new ways of serving their customers.
Decathlon, a sporting goods retailer, launched a free application named ‘Decathlon Coach’,
through which people can avail the services of virtual trainers from their homes (Loon 2020).

5 Conclusion

A content analysis of the extant literature identified a range of marketing strategies that firms
have adopted or have been advised to adopt in the face of challenges posed by a crisis in the
external environment. These strategies have been categorized into nine themes. These themes
encompass strategies such as adjusting product portfolios, emphasizing functional benefits of
products/services, empathetic communication, innovations in distribution, and the use of digi-
tal marketing to reach customers. Firms should view turbulent times as an opportunity to pro-
actively understand and cater to evolving consumer choices. Not all firms will have the ability
to adapt to challenging times. Brands are expected to sustain their impact without exploiting
the recessionary conditions to make profits (Pinto 2020). Once these turbulent times get over
and consumers resume their everyday lives, they will always be mindful of those brands that
utilized these times to comfort and connect with them at a deeper level, rather than focusing
on financial benefits (Aggarwal 2020). Addressing the changing needs of existing consumers
will be of great significance as they are less likely to risk switching over to competitors during
unpredictable times (Czech Marketplace 2008). The new buying patterns of consumers may
persist even after the pandemic, thus, bringing a long-lasting transformation in consumers’
purchase behaviour and lifestyle as well as in marketers’ way of approaching them (Wright and
Blackburn 2020). Businesses prioritizing consumers’ changing needs and modifying their mar-
keting approach will thrive during upheaval and beyond it (Quelch and Jocz 2009). Thus, firms
need to consistently invest in marketing to increase their sales and efficiency. Firms can launch
new products in the market (Chou and Chen 2004), make new customers (Kanter 2009), increase
advertising and promotion (Graham and Frankenberger 2011), and provide valuable benefits at
reasonable prices to help consumers weather the economic downturn.

This study contributes to the extant literature by synthesizing the learnings from past studies
and highlighting the marketing strategies and tactics adopted by organizations during various
recessionary times, particularly during the Covid-19 pandemic in an emerging economy. It points
to arange of innovative strategies that marketers can explore to deal with the challenges posed
by future economic downturns. Organizations have adopted different strategies and tactics to
cope with the turbulence caused by recessionary times. It is necessary for firms to view these
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turbulent times as an opportunity to proactively understand and cater to the evolving consu-
mer needs. It is important for marketers to explore the impact of the recession on consumer
behaviour and modify their marketing approaches accordingly. Brands should strive to attract
more customers and improve their efficiency and standing in the industry (Favaro, Romberger
and Meer 2009).

Addressing the changing demands of existing customers and the needs of new customers will
be of great significance as they are less likely to risk switching over to competitors during un-
predictable times (Czech Marketplace 2008). Customers expect brands to be supportive towards
them, but not in a way that takes advantage of the situation for the profit (Pinto 2020). Once
these turbulent times get over and consumers resume their normal lives, they will always be
mindful of those brands that utilized these times to comfort and connect with them on a deeper
level rather than making money (Aggarwal 2020). The new buying patterns of consumers might
persist even after the pandemic, thus, bringing a long-lasting transformation in consumers’
purchase behavior and lifestyle as well as marketers’ way of approaching them (Wright and
Blackburn 2020). Therefore, the businesses that will prioritize consumers’ changing needs and
hence, modify their marketing approach will survive this upheaval and beyond it. Thus, firms
need to invest in marketing to increase their sales and efficiency (Pearce and Michael 2006;
Quelch 2008).

5.1 Limitations and future research directions

However, it needs to be acknowledged that this study is based on a limited number of research
papers obtained through a systematic search of specific keywords in Scopus and Web of Science
databases only. Future studies can consider gathering more documents, including books, con-
ference papers, etc., using other relevant keywords in various databases, journals, and research
platforms. Secondly, this research has conducted a content analysis of secondary data. Further
studies can be based on the analysis of primary data collected from organizations regarding
their experiences with strategies they adopted during recessionary times.

Literatura / List of References [1] afags! news bureau, 2021, ,'Bhai’ ne bola ,yeh distance wali
Holi hai” in new Pepsi spot,” Afags!, 2021. [online]. [cit. 2023-01-20]. Available at: <https://www.
afags.com/news/advertising/bhai-ne-bola-yeh-distance-wali-holi-hai-in-new-pepsi-spot>, [2] Af-
thonidis, E. P. and Tsiotras, D. G., 2014. Strategies for business excellence under an economic crisis.
In: TOM Journal. 2014, 26(6), 610-24. ISSN 1754-2731., [3] Aggarwal, A., 2020. Innovative marketing
in times of Covid-19. In: Forbes India. 2020. [online]. [cit. 2023-01-20]. Available at: <https://www.
forbesindia.com/article/bharatiya-vidya-bhavan039s-spjimr/innovative-marketing-in-times-of-cov-
id19/58703/1>, [4] Alonso-Almeida, M. D. M. and Bremser, K., 2013. Strategic responses of the Span-
ish hospitality sector to the financial crisis. In: International Journal of Hospitality Management.
2013, 32 (1), 141-48. ISSN 0278-4319., [5] Alshaketheep, K. M. K. I, Salah, A. A., Alomari, K. M.,
Khaled, A. S. D. and Jray, A. A. A,, 2020. Digital marketing during COVID 19: Consumer’s perspective.
In: WSEAS Transactions on Business and Economics. 2020, 17 (November), 831-41. ISSN 1109-9526.,
[6] Ang, S. H., 2001. Crisis marketing: A comparison across economic scenarios. In: International
Business Review. 2001, 10(3), 263-84. ISSN 0969-5931., [7] Ang, S. H., Leong, S. M. and Kotler, Ph.,
2000. The Asian apocalypse: Crisis marketing for consumers and businesses. In: Long Range Plan-
ning. 2000, 33(1), 97-119. ISSN 0024-6301., [8] Apedo-Amah, M. Ch., Avdiu, B., Cirera, X., Cruz, M.,
Davies, E., Grover, A., lacovone, L, Kilinc, U., Medvedey, D., Maduko, F. O., Poupakis, S., Torres, J. and
Tran, T. T., 2020. Unmasking the impact of COVID-19 on businesses: Firm level evidence from across

35



TEXT | MEENAKSHI HANDA,
RONIKA BHALLA

36

the world. In: World Bank Group, (October 2020), 1-58., [9] Balis, J., 2020. Brand marketing through
the coronavirus crisis. In: Harvard Business Review. 2020, 5. ISSN 0017-8012., [10] BrandWagon
Online, 2020. lkea’s new campaign encourages people to see their home as ‘Full of possibilities. Fi-
nancial Express. [online]. [cit. 2023-01-20]. Available at: <https://www.financialexpress.com/busi-
ness/brandwagon/ikeas-new-campaign-encourages-people-to-see-their-home-as-full-of-possibili-
ties/1952308/>, [11] Brooksbank, R., Subhan, Z., Garland, R. and Rader, S., 2015. Strategic marketing
in times of recession versus growth: New Zealand manufacturers. In: Asia Pacific Journal of Marketing
and Logistics. 2015, 27(4), 600-627. ISSN 1355-5855., [12] Calvo-Porral, C., Stanton, J. L. and
Lévy-Mangin, J. P, 2016. Is the economic crisis changing marketing strategies? Evidence from the
food industry. In:Journal of Global Marketing. 2016, 29(1), 29-39. ISSN 1528-6975., [13] Chan,J., Gao,
Y. and McGinley, S., 2021. Updates in service standards in hotels: how COVID-19 changed operations.
In: InternationalJournal of Contemporary Hospitality Management. 2021, 33(5), 1668-87. ISSN 0959-
6119, [14] Chen, J. S., 2000. Examining asian outbound travelers’ consumption patterns after the
1997 asian economic crisis. In: Journal of Hospitality and Leisure Marketing. 2000, 7(3), 67-80. ISSN
1541-0897.,[15] Chou, T.J.and Chen, F. T., 2004. Retail pricing strategies in recession economies: The
case of Taiwan. In: Journal of International Marketing. 2004, 12(1), 82-102. ISSN 1547-7215., [16]
Czech Marketplace, 2008. Marketing in a recession. In:JWT CEE, 1-9.,[17] Dcosta, Ch., 2020. Success-
ful digital marketing campaigns of Covid-19. Mindstorm. 2020. [online]. [cit. 2023-01-20]. Available at:
<https://mindstorm.in/blog/successful-digital-marketing-campaigns-of-covid-19>, [18] Diallo, M. F.
and Kaswengi, J., 2016. What drives store brand purchases during crisis periods? Evidence from pan-
el data in four product categories. In: International Journal of Retail and Distribution Management.
2016, 44(3), 301-19. ISSN 1758-6690., [19] Ding, A. W. and Li, S., 2021. National response strategies
and marketing innovations during the COVID-19 pandemic. In: Business Horizons. 2021, 64(2), 295-
306. ISSN 0007-6813., [20] EY, 2020. COVID-19 and emergence of a new consumer products land-
scapein India., [21] Favaro, K., Romberger, T.and Meer, D., 2009. Five rules for retailing in a recession.
In: Harvard Business Review. 2009, 87(4), 1-11. ISSN 0017-8012., [22] Feyaerts, K. and Heyvaert, G.,
2021. Welcome back, we've missed you! humanized business communication in shop window mes-
sages during early 2020-lockdown. In: Languages. 2021, 6(2). ISSN 2226-471X., [23] Graham,R. and
Frankenberger, K., 2011. The earnings effects of marketing communication expenditures during re-
cessions. In:Journal of Advertising. 40(2), 5-24. ISSN 1557-7805., [24] Grossberg, K. A., 2009. Market-
ing in the great recession: An executive guide. In: Strategy & Leadership. 2009, 37(3), 4-8. ISSN
1087-8572.,[25] Van Heerde, H. ., Gijsenberg, M. )., Dekimpe, M. G. and Steenkamp, J. B. E. M., 2013.
Price and advertising effectiveness over the business cycle. In:Journal of Marketing Research. 2013,
50(2), 177-93. ISSN 0022-2437.,[26] Hoang, T. G., Truong, N. T. and Nguyen, T. M., 2021. The survival
of hotels during the COVID-19 pandemic: a critical case study in Vietnam. In: Service Business. 2021,
15(2), 209-29. ISSN 1862-8516.,[27] Huang, A. and Jahromi, M. F,, 2021. Resilience building in service
firms during and post COVID-19. In: Service Industries Journal. 2021, 41(1-2), 138-67. ISSN 1743-9507.,
[28] Kanter, M., 2009. In a recession, put everyone in marketing. In: Harvard Business Review. 2009,
4. ISSN 0017-8012., [29] Kashmiri, S. and Mahajan, V., 2014. Beating the recession blues: Exploring
the link between family ownership, strategic marketing behavior and firm performance during reces-
sions. In: International Journal of Research in Marketing. 2014, 31(1), 78-93. ISSN 0167-8116., [30]
Kaytaz, M. and Gul, M. C,, 2014. Consumer response to economic crisis and lessons for marketers: The
Turkish experience. In:Journal of Business Research. 2014, 67(1), 2701-6. ISSN 0148-2963., [31] Kok-
sal, M. H. and Ozgiil, E., 2007. The relationship between marketing strategies and performance in an
economic crisis. In: Marketing Intelligence and Planning. 2007, 25(4), 326-42. ISSN 1758-8049., [32]
Komissarova, T. and Grein, A., 2011. The impact of market reforms and economic conditions on mar-
keting in Russia. In: International Studies of Management and Organization. 2011, 41(4), 51-64. ISSN
0020-8825., [33] Kumar, Ch., 2020. Coronavirus lockdown: Uber teams up with Flipkart to deliver

VYSKUMNE PRACE | RESEARCH PAPERS

essentials in Mumbai, Bengaluru, Dethi. In: BusinessToday. 2020. [online]. [cit. 2023-01-20]. Available
at:<https://www.businesstoday.in/latest/corporate/story/coronavirus-lLock-
down-uber-teams-up-with-flipkart-to-deliver-everyday-essentials-254082-2020-04-07>, [34] Lado,
N., Duque, L. C. and Bassi, D. A., 2013. Current marketing practices and market orientation in the
context of an emerging economy: The case of Uruguay. In: Journal of Small Business Management.
2013, 51(4), 602-16. ISSN 0047-2778., [35] Laitinen, E. K., 2000. Long-term success of adaptation
strategies: Evidence from finnish companies. In: Long Range Planning. 200, 33(6), 805-30. ISSN 0024-
6301., [36] Le, D. and Phi, G., 2021. Strategic responses of the hotel sector to COVID-19: Toward
a refined pandemic crisis management framework. In: International Journal of Hospitality Manage-
ment. 2021, 94 (May 2020), 102808. ISSN 0278-4319.,[37] Lee, T.D., Chung, W.and Taylor, R. E., 2011.
A strategic response to the financial crisis: An empirical analysis of financial services advertising be-
fore and during the financial crisis. In:Journal of Services Marketing. 2011, 25(3), 150-64. ISSN 0887-
6045., [38] Lingo, M., 2021. Global marketing during COVID-19: How companies are adapting. Word-
Bank. 2021. [online]. [cit. 2023-01-20]. Available at: <https://www.wordbank.com/us/blog/
international-marketing/global-marketing-during-covid-19/>, [39] Loon, L. van, 2020. Creative and
innovative strategies carried out by companies in times of a crisis. Atrivity. 2020, [online]. [cit. 2023-
01-20]. Available at: <https://blog.atrivity.com/creative-stategies>, [40] Mann, M. and Byun, S. E.,
2017. To retrench or invest? Turnaround strategies during a recessionary time. In:Journal of Business
Research. 2017, 80(June), 24-34. ISSN 1873-7978., [41] Martin, D. and Isozaki, M., 2013. Hotel market-
ing strategies in turbulent times: Path analysis of strategic decisions. In:Journal of Business Research.
2013, 66(9), 1544-49. ISSN 1873-7978., [42] Mishra, A., Roshin, P. P. and Tushar, B. D., 2022. The im-
pact of COVID-19 pandemic on consumer confidence in India. In: Reserve Bank of India Bulletin. 2022,
(January), 61-70. ISSN 0034-5512., [43] Nagar, A., 2020. Even as kirana stores emerge as heroes in
difficult times, brands also up their e-commerce strategies. BestMedialnfo Bureau. 2020. [online]. [cit.
2023-01-20]. Available at: <https:/bestmediainfo.com/2020/06/even-as-kirana-stores-emerge-as-
heroes-in-difficult-times-brands-also-up-their-e-commerce-strategies/>, [44] Nickell, D., Rollins, M.
and Hellman, K., 2013. How to not only survive but thrive during recession: A multi-wave, discov-
ery-oriented study. In: Journal of Business and Industrial Marketing. 2013, 28(5), 455-61. ISSN 0885-
8624., [45] Orchiston, C. and Higham, J. E. S., 2016. Knowledge management and tourism recovery
(de)marketing: the Christchurch earthquakes 2010-2011. In: Current Issues in Tourism. 2016, 19(1),
64-84. ISSN 1747-7603., [46] Pathak, A., 2021. Dabur ad says, ‘Protection against COVID-19 with 2
spoons of Chyawanprash daily. Afags! 2021. [online]. [cit. 2023-01-20]. Available at: <https:/www.
afags.com/news/advertising/dabur-ad-says-protection-against-covid-19-with-2-spoons-of-
chyawanprash-daily>, [47] Pearce Il, J. A. and Michael, S. C,, 1997. Marketing strategies that make
entrepreneurial firms recession-resistant. In: Journal of Business Venturing. 1997, 12(4), 301-14. ISSN
0883-9026., [48] Pearce, J. A. and Michael, S. C,, 2006. Strategies to prevent economic recessions
from causing business failure. In: Business Horizons. 2006, 49(3), 201-9. ISSN 0007-6813., [49] Pinto,
., 2020. 9 tactics from winning brands to stay top-of-mind today. Syte. 2020. [online]. [cit. 2023-01-
20]. Available at: <https://www.syte.ai/blog/customer-experience/brands-messaging-covid-19/>,
[50] Quelch, J., 2008. Marketing your way through a recession. HBS Working Knowledge, 1-2. 2008.
[online]. [cit. 2023-01-20]. Available at: <https://hbswk.hbs.edu/item/marketing-your-way-through-
a-recession>, [51] Quelch, J. A. and Jocz, K. E., 2009. How to market in a downturn. In: Harvard Busi-
ness Review. 2009, 87(9), 1-12. ISSN 0017-8012., [52] Reserve Bank of India, 2023. Consumer Confi-
dence Survey., [53] Rhodes, D. and Stelter, D., 2009. Seize advantage in a downturn. In: Harvard
Business Review. 2009, 87(2), 1-8. ISSN 0017-8012., [54] Rittichainuwat, B. N., Beck, J. A. and Qu, H.,
2002. Promotional strategies and travelerss’ satisfaction during the asian financial crisis. In: Journal
of Quality Assurance in Hospitality and Tourism. 2002, 3(1-2), 109-24. ISSN 1528-008X., [55] Roger-
son, J. M., 2021. Tourism business responses to South Africa’s covid-19 pandemic emergency. In:

37



TEXT | MEENAKSHI HANDA,
RONIKA BHALLA

38

Geojournal of Tourism and Geosites. 2021, 35(2), 338-47.1SSN 2065-1198., [56] Roy, L. and Arunacha-
lam, S., 2020. Managing businesses during Covid-19. In: Fortune India. 2020., [57] Salesforce India.
2020. How marketing strategies are evolving in response to COVID-19. Salesforce blog. 2020. [on-
line]. [cit. 2023-01-20]. Available at: <https://www.salesforce.com/in/blog/2020/07/how-marketing-
strategies-are-evolving-in-response-to-covid-19.html>, [58] Savelli, E., 2011. Role of brand manage-
ment of the luxury fashion brand in the global economic crisis: A case study of Aeffe group. In:Journal
of Global Fashion Marketing. 2011, 2(3), 170-79. ISSN 2093-2685., [59] Shashidhar, A., 2020. In
COVID-19 world, digital distribution platforms become strong alternative for FMCG majors. In: Busi-
nessToday. 2020. [online]. [cit. 2023-01-20]. Available at: <https://www.businesstoday.in/latest/cor-
porate/story/in-covid-19-world-digital-distribution-platforms-become-strong-alternate-for-fm-
€g-majors-264048-2020-07-14>, [60] Singh, K. D., 2021. India’s economy, slammed by COVID-19,
needs its lost growth. In: The Economic Times. 2021. [online]. [cit. 2023-01-20]. Available at: <https://
economictimes.indiatimes.com/news/economy/indicators/indias-economy-slammed-by-covid-19-
needs-its-lost-growth/articleshow/85813389.cms>, [61] Singh, M., 2020. Indian startups diversify
their businesses to offset COVID-19 induced losses. TeleCrunch. 2020. [online]. [cit. 2023-01-20].
Available at: <https.//techcrunch.com/2020/06/28/indian-startups-diversify-their-business-
es-to-offset-covid-19-induced-losses/?guccounter=1&guce_referrer=aHROcHM6Ly9zZWFyY 2hiaX-
AuY29tLw&guce_referrer_sig=AQAAABHaGjclLKOXL50ayLZvfPY9)755ul0AtcwLXC1_Tgrp96j0Q-
1fuQHmMk159xWRmWw>, [62] Statista, 2022. Cases and deaths of coronavirus (COVID-19) in the top
20 economic powers worldwide as of July 23, 2021. [online]. [cit. 2023-01-20]. Available at: <https://
www.statista.com/statistics/1107007/coronavirus-cases-and-deaths-top-world-economic-pow-
ers/>, [63] Tewari, S., 2020. Covid impact: Brands launch immunity boosting ad campaigns to woo
consumers. Mint. 2020. [online]. [cit. 2023-01-20]. Available at: <https://www.livemint.com/industry/
advertising/ads-of-immunity-boosting-products-woo-customers-amidst-pandem-
ic-11591954040996.html>, [64] Tewari, S. and Tandon, S., 2020. Netflix, amul, Llifebuoy create topical
awareness campaigns around Covid-19. Mint. 2020. [online]. [cit. 2023-01-20]. Available at: <https:/
www.livemint.com/industry/advertising/netflix-amul-lifebuoy-create-topical-awareness-cam-
paigns-around-covid-19-11583399363527.htm(>, [65] Thakur, A. V., 2020. Branding in the times of
COVID-19 and what lies ahead! Induslaw. 2020. [online]. [cit. 2023-01-20]. Available at: <https:/
www.mondag.com/india/operational-impacts-and-strategy/921448/branding-in-the-times-of-cov-
id-19-and-what-lies-ahead>, [66] The Coca-Cola Company, 2020. How Coca-Cola is pivoting its inno-
vation and commercial strategies in the COVID-19 era. The Coca-Cola Company. 2020. [online]. [cit.
2023-01-20]. Available at: <https://www.coca-colacompany.com/news/how-coca-cola-is-pivoting-
its-innovation-and-commercial-strategies-in-the-covid-19-era>, [67] Tranfield, D., Denyer, D. and
Smart, P, 2003. Towards a methodology for developing evidence-informed management knowledge
by means of systematic review. In: British Journal of Management. 2003, 14(3), 207-22. ISSN 1467-
8551, [68] Unilever Global Company, 2020. Six beauty and personal care brands responding to
Covid-19. 2020. [online]. [cit. 2023-01-20]. Available at: <https://www.unilever.com/news/news-and-
features/Feature-article/2020/six-beauty-and-personal-care-brands-responding-to-covid-19.html>,
[69] Verma, M., 2020. Lifebuoy takes a hands-on approach to spread hygiene awareness in times of
COVID-19. In: ETBrandEquity. 2020. [online]. [cit. 2023-01-20]. Available at: <https://brandequity.eco-
nomictimes.indiatimes.com/news/advertising/lifebuoy-takes-a-hands-on-approach-to-spread-hy-
giene-awareness-in-times-of-covid-19/76476825%redirect=1>, [70] Waldron, T. and Wetherbe, J.,
2020. Ensure that your customer relationships outlast coronavirus. In: Harvard Business Review.
2020, 1-6. ISSN 0017-8012., [71] Wang, Y., Hong, A., Li, X. and Gao, J., 2020. Marketing innovations
during a global crisis: A study of China firms’ response to COVID-19. In:Journal of Business Research.
2020, 116(May), 214-20. ISSN 0148-2963.,[72] Wen, N. and Guo, W., 2021."Toxic friends’? The farther
away, the less stressful: the impact of social distance to a dissociative group on consumer choices. In:

VYSKUMNE PRACE | RESEARCH PAPERS

European Journal of Marketing. 2021, 55(3), 925-43. ISSN 0309-0566., [73] Wright, O. and Blackburn,
E., 2020. How COVID-19 will permanently change consumer behavior. Accenture., [74]  Young, E,
2020. How brands are tapping into the nostalgia factor to connect with consumers. Mintel. 2020.
[online]. [cit. 2023-01-20]. Available at: <https://www.mintel.com/blog/new-market-trends/how-
brands-are-tapping-into-the-nostalgia-factor-to-connect-with-consumers>

Klucové slova / Key Words marketing strategy, crisis management, change, Covid-19,
marketingovd stratégia, krizové riadenie, zmena, Covid-19

JEL klasifikacia / JEL Classification

M31

Résumé Marketingové stratégie v tazkych ¢asoch - skusenosti z Indie pocas globalnej krizy
Cielom prispevku je v prvej Casti identifikovat a kategorizovat rézne usmernenia odporucané
v existujucej literature o prispésobovani marketingovych stratégii na zvladnutie vyziev, ktoré
predstavuju hospodarske a iné trvalé environmentalne krizy na trhoch. Tieto stratégie a inici-
ativy boli nasledne usporiadané do tém. V druhej ¢asti je cielom $tudie vyuzit tieto témy ako
pozadie na preskimanie marketingovych stratégii a inovacii, ktoré marketéri v Indii pouzili na
zvladnutie poruch spbsobenych pandémiou virusu Corona. Poznatky z tohto vyskumu budu
predstavovat sumarizovany subor odporucani, ktoré by organizacie, najma tie, ktoré pdsobia
na rozvijajucich sa trhoch, mohli v budicnosti zvazit ako reakciu na takéto naro¢né obdobie.

Tento ¢lanok je prispevkom k existujucej literatlre tym, Ze poukazuje na marketingové stra-
tégie a taktiky prijaté organizaciami pocas ré6znych obdobi recesie, najma po¢as pandémie Co-
vid-19. Zdoraziuje vyznam marketingovych stratégii pri zvladani kriz. Poukazuje na vybrané
inovativne stratégie, ktoré mézu marketéri uplatnit, aby sa vyrovnali s vyzvami, ktoré prinasa
buduci hospodarsky pokles, a podporili svoje prezitie. Tieto stratégie im pomdzu ochranit
hodnotu ich znacky a postavenie na trhu a zaroven zachovat vztah so zakaznikmi. Okrem toho,
kedze prispevok vyuziva pri analyze stratégii Siroku perspektivu, tieto marketingové taktiky
moze uplatnit Siroka $kala priemyselnych odvetvi, ako je pohostinstvo, cestovny ruch, rychlo-
obratkovy tovar dlhodobej spotreby, elektronicky obchod atd. Zistenia naznacuju, ze vo vse-
obecnosti je reakcia firiem na st¢asnu pandémiu v sulade s marketingovymi stratégiami pri-
jatymi pocas predchadzajucich environmentalnych poruch, ¢o je doloZzené r6znymi prikladmi.
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THE ROLE OF MARKETING METRICS
IN SOCIAL MEDIA: A COMPREHENSIVE
ANALYSISS

In the digital era, social media has emerged as a powerful marketing tool, revolutionizing the
way businesses interact with consumers. As social media platforms continue to evolve, it is
crucial for marketers to effectively measure and analyze their efforts. This article explores the
significance of marketing metrics in the realm of social media, highlighting the key metrics used
to evaluate marketing campaigns and their impact on business success. Through an in-depth
analysis of various marketing metrics, this article provides insights into optimizing social media
strategies for enhanced customer engagement, brand awareness, and return on investment. The
primary objective of this article is to delve into the significance of marketing metrics in the realm
of social media. By examining various marketing metrics and their relevance in evaluating social
media campaigns, this article aims to provide marketers with insights on how to optimize their
strategies and achieve desired outcomes. The scope of this article encompasses a comprehensive
analysis of key marketing metrics, including reach and impressions, engagement metrics,
conversion metrics, customer satisfaction metrics, brand awareness metrics, and influence and
authority metrics. This article is based on a thorough review of existing literature, industry
reports, case studies, and expert opinions on marketing metrics in social media. Primary and
secondary sources were consulted to gather information on the various metrics used in social
media marketing and their impact on business success. The analysis and insights presented in
this article are derived from a synthesis of the available knowledge and experiences shared by
marketing professionals and researchers in the field of social media marketing. By exploring

the importance of marketing metrics in the context of social media, this article aims to equip
marketers with the necessary knowledge and tools to make data-driven decisions, optimize their
social media strategies, and achieve meaningful results.

1 Introduction

Social media has revolutionized the way businesses interact with consumers, providing an
unprecedented opportunity for marketers to connect with their target audience on a personal
level. With the proliferation of social media platforms such as Facebook, Instagram, Twit-
ter, LinkedIn, and YouTube, businesses have access to vast networks of potential customers,
enabling them to expand their reach and build brand awareness like never before (Kaplan
and Haenlein 2010). However, to harness the full potential of social media marketing, it is
crucial for marketers to effectively measure and evaluate their efforts using relevant market-
ing metrics. The emergence and rapid growth of social media platforms have fundamentally
transformed the marketing landscape. Social media platforms provide businesses with direct
access to a large and diverse audience, allowing them to engage with customers in real-time
and build brand loyalty (Mangold and Faulds 2009). Platforms like Facebook, Instagram, Twit-
ter, and LinkedIn have become integral parts of people's daily lives, providing marketers with
unparalleled opportunities to reach their target market.
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Leading social media platforms used by marketers worldwide as of January 2023
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Figure 1: Worldwide, social media examiner (January 2023, 2.133 respondents, online survey)
Source: Frankwatching (2023)

Social media has shifted the power dynamic between brands and consumers. Traditional mar-
keting methods were primarily one-way communication, but social media allows for interactive
and two-way communication, enabling brands to engage directly with their customers, receive
feedback, and build lasting relationships (Hennig-Thurau et al. 2010). Moreover, social media fa-
cilitates user-generated content, enabling customers to share their experiences, opinions, and
recommendations, thus amplifying brand reach and influence. With the increasing emphasis on
accountability and return on investment, marketers have realized the importance of measuring
and analyzing the effectiveness of their social media marketing efforts. Metrics-driven marketing
provides valuable insights into the performance of social media campaigns, helps marketers iden-
tify strengths and weaknesses, and enables data-driven decision-making (Chaffey and Ellis-Chad-
wick 2019). By adopting a metrics-driven approach, marketers can optimize their strategies, allo-
cate resources effectively, and maximize the impact of their social media marketing initiatives.

2 Key marketing metrics on social media

Reach and impressions metrics are essential in evaluating the extent of audience exposure
to social media content. Reach refers to the total number of unique users who have viewed
a particular post, while impressions represent the total number of times a post has been
displayed, regardless of whether it was viewed by unique users or not (Kaplan and Haenlein
2010). These metrics provide insights into the potential size of the audience reached by a so-
cial media campaign and help gauge brand visibility.
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Engagement metrics focus on the level of interaction and involvement that users have with
social media content. Likes, shares, comments, and retweets are common engagement met-
rics that reflect user engagement and demonstrate the effectiveness of content in capturing
attention and generating conversations (Hajli 2014). Additionally, click-through rates (CTRs)
measure the proportion of users who click on a specific link or call-to-action within a post,
providing insights into user interest and conversion potential.

Conversion metrics on social media evaluate the effectiveness of marketing efforts in driving
desired actions by users. These metrics include click-through rates (CTRs) leading to website
visits, sign-ups, downloads, purchases, and other measurable actions that indicate a user's
progression through the marketing funnel (Chaffey and Ellis-Chadwick 2019). Conversion
metrics help assess the impact of social media marketing on lead generation, sales, and rev-
enue generation.

Customer satisfaction metrics are crucial in evaluating the overall customer experience and
the effectiveness of social media efforts in meeting customer needs. Net Promoter Score
(NPS) is a commonly used customer satisfaction metric that measures customer loyalty and
advocacy by gauging the likelihood of customers recommending a brand to others (Reichheld
2003). Social media monitoring tools and sentiment analysis techniques can also provide in-
sights into customer sentiment and feedback, helping businesses identify areas for improve-
ment and enhance customer satisfaction.

Brand awareness metrics assess the level of brand recognition and recall among social media
users. Metrics such as social media mentions, share of voice, and hashtag performance help
gauge the visibility and reach of a brand's messaging across social media platforms (Hajli
2014). By monitoring brand awareness metrics, marketers can understand the effectiveness
of their social media campaigns in increasing brand visibility and generating conversations
around the brand.

Influence and authority metrics focus on identifying key influencers and opinion leaders with-
in a social media community and evaluating their impact on brand perception and consumer
behavior. Follower counts, engagement rates, and social media Klout scores are examples of
metrics used to assess the influence and authority of individuals or accounts on social media
platforms (Gupta et al. 2020). Understanding these metrics helps marketers identify potential
collaboration opportunities with influencers and leverage their influence to amplify brand
messaging.

3 Methodology

This study employed a qualitative research design, specifically a literature review and analysis
of existing academic sources. This approach allowed for a comprehensive understanding of
marketing metrics on social media, drawing upon the insights and findings of previous stud-
ies. A thorough review of academic literature was conducted to identify relevant articles per-
taining to marketing metrics on social media. Based on the findings of the literature review,
a logical structure and framework for the article were developed. The framework included
key points and sub-points to be discussed, ensuring a comprehensive coverage of marketing
metrics on social media. By following this methodology, the article on marketing metrics on
social media was developed, providing valuable insights and recommendations for marketers
in effectively measuring and optimizing their social media strategies.

4 Results
To optimize social media strategies effectively, marketers must establish Specific, Measura-
ble, Achievable, Relevant, and Time-bound (SMART) goals (Doran 1981).
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SMART goals provide a clear direction for social media campaigns and enable marketers to
align their efforts with overall business objectives. By defining specific metrics to track and
improve, marketers can measure progress and success, ensuring that their social media efforts
are contributing to organizational goals (Biemans et al. 2020).

Setting SMART goals in connection to marketing metrics on social media requires a structured
and strategic approach to ensure clarity, focus, and measurable outcomes. Let's explore the
components of SMART goals in the context of social media marketing metrics, supported by
academic sources:

Specific (S): SMART goals should be specific and clearly defined, leaving no room for ambi-
guity. The goal should answer the questions of "what" is to be achieved and "why" it matters.
According to Gondwe et al. (2018), specific goals in social media marketing might involve de-
fining a clear objective, such as increasing brand awareness, driving website traffic, or boost-
ing engagement rates on a particular platform.

Measurable (M): Measurable goals allow marketers to track progress and determine if the
desired outcomes have been achieved. Quantifiable metrics provide a basis for evaluation and
optimization. Chen et al. (2019) emphasizes the importance of defining specific metrics for
each social media goal, such as the number of likes, shares, comments, click-through rates, or
conversion rates. These measurable metrics enable marketers to assess the effectiveness of
their strategies accurately.

Achievable (A): Goals should be realistic and achievable, considering the available resourc-
es, budget, and capabilities of the marketing team. As highlighted by Ebrahim et al. (2019),
setting achievable goals on social media requires considering factors such as the size of the
target audience, the level of competition, and the current state of the brand's social media
presence.

Relevant (R): Relevance refers to ensuring that the set goals align with the overall marketing
objectives and contribute to the organization's success.

Van Steenburgh et al. (2018) suggest that marketing metrics on social media should align with
broader business objectives, such as increasing revenue, enhancing customer satisfaction, or
launching a new product. The relevance of social media metrics lies in their ability to support
and contribute to these larger goals.

Time-bound (T): Setting a specific timeframe for achieving the goals creates a sense of ur-
gency and helps prioritize efforts. Kaplan and Haenlein (2019) emphasize the need to set
time-bound goals in social media marketing to assess the effectiveness of campaigns and
adapt strategies promptly. A fixed time frame also facilitates benchmarking and comparison
with historical data. By adhering to the principles of SMART goal-setting in social media mar-
keting, marketers can ensure a more focused, measurable, and impactful approach to their
social media strategies. The academic sources cited above provide evidence-based support
for the importance of SMART goals in the context of social media marketing metrics, helping
marketers drive meaningful results and maximize their return on investment in the digital
realm. By incorporating these SMART goal-setting principles, marketers can establish clear
objectives and align their social media strategies with measurable outcomes. This approach
enables effective monitoring and evaluation of marketing efforts on social media platforms.
Real-time monitoring of marketing metrics is crucial for optimizing social media strategies.
It allows marketers to track the performance of their campaigns in real-time, identify trends,
and make timely adjustments to improve results.
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Most important marketing data to improve business outcomes according to marketing
decision-makers worldwide as of January 2023, by type of data
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Figure 2: Worldwide, ascend?2, research partners (2023 January 16-22, 374 respondents, among

marketing decision-makers, online survey)
Source: Ascend2 (2023a)

By leveraging social media analytics tools and dashboards, marketers can gain insights into
key metrics such as reach, engagement, conversion, and sentiment analysis on an ongoing ba-
sis (Chen et al. 2019). Real-time monitoring empowers marketers to respond quickly to emerg-
ing opportunities or challenges, ensuring that their social media efforts remain relevant and
effective. Data-driven decision making is a cornerstone of optimizing social media strategies.

Areas in which marketing decision-makers saw the greatest benefits of improving
marketing data quality worldwide as of January 2023

T Agdncry indormgtgn

Figure 3: Worldwide, ascend2, research partners, (2023, January 16-22, 374 respondents,
among marketing decision-makers, online survey)
Sources: Ascend2 (2023b)

Marketers need to collect and analyze data from various marketing metrics to derive meaningful
insights and make informed decisions. By leveraging advanced analytics techniques, such as data
mining, predictive modeling, and machine learning, marketers can uncover patterns, identify cus-
tomer segments, and tailor their social media strategies accordingly (Gupta et al. 2016). Data-driven
decision making helps marketers allocate resources effectively, personalize content, and optimize
targeting strategies for enhanced engagement and conversion. Optimizing social media strategies
requires a mindset of continuous improvement and experimentation. Marketers should embrace
a test-and-learn approach, constantly experimenting with different content formats, messaging,
targeting strategies, and channels (Phelps et al. 2014). By analyzing the results of these experi-
ments and A/B testing, marketers can identify the most effective tactics and refine their strategies
accordingly. Continuous improvement and experimentation ensure that social media strategies stay
relevant in a dynamic digital landscape and drive ongoing performance improvements.

5 Challenges and limitations of marketing metrics on social media

One of the challenges in utilizing marketing metrics on social media is ensuring the accuracy and
reliability of the data collected. Social media platforms provide a wealth of data, but discrepancies
and inaccuracies may arise due to factors such as data sampling, data quality, and platform-specific
measurement methodologies (Borges et al. 2020). Marketers need to be cautious in interpreting and
relying on metrics without considering potential biases or limitations inherent in the data sources.
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Attributing the impact of social media efforts to specific outcomes can be complex, especially in
the context of multichannel marketing. Social media often functions as an influencing touchpoint
rather than a direct conversion driver, making it challenging to accurately attribute conversions or
sales solely to social media efforts (Verhoef et al. 2017). Marketers must employ sophisticated attri-
bution models and tracking techniques to understand the contribution of social media in the overall
customer journey and its impact on desired outcomes. The collection and analysis of customer data
on social media raise privacy and ethical concerns. Marketers must navigate legal regulations and
ensure compliance with data protection policies to safeguard customer privacy (Kaplan and Hae-
nlein 2010). Additionally, ethical considerations arise when leveraging personal data for targeted
marketing purposes. Marketers need to strike a balance between utilizing data-driven insights and
respecting users' privacy and autonomy, ensuring transparent communication, and obtaining proper
consent for data usage.

Social media platforms constantly update their algorithms and metrics, which can impact the ac-
curacy and interpretation of marketing metrics. Changes in algorithms may lead to fluctuations in
reach, engagement, and other metrics, making it necessary for marketers to stay updated and adapt
their strategies accordingly (Mendes et al. 2019). Additionally, the introduction of new metrics or
changes in metric definitions can introduce challenges in benchmarking and trend analysis, requir-
ing marketers to continually reassess their measurement approaches. Integrating offline and online
marketing metrics presents a challenge for marketers seeking a holistic view of their overall mar-
keting performance. While social media metrics provide valuable insights into online interactions,
connecting these metrics with offline actions, such as in-store purchases or phone inquiries, can be
challenging (Rust et al. 2021). Marketers need to explore methods for data integration and establish
linkages between online and offline metrics to gain a comprehensive understanding of the impact
of social media on overall business performance.

Through this exploration of social media marketing metrics, several key findings have emerged.
Firstly, setting SMART goals is essential for aligning social media strategies with overall business
objectives. Monitoring metrics in real-time enables marketers to make timely adjustments and re-
spond to emerging trends. Data-driven decision making empowers marketers to leverage insights
and optimize targeting strategies. Continuous improvement and experimentation drive ongoing
performance improvements. However, challenges exist in ensuring data accuracy, attributing social
media impact, addressing privacy concerns, adapting to evolving algorithms, and integrating offline
and online metrics. Understanding and effectively utilizing social media marketing metrics have sig-
nificant implications for marketers. By analyzing reach, engagement, conversion, customer satisfac-
tion, brand awareness, and influence metrics, marketers can gauge the effectiveness of their social
media campaigns and make informed decisions. These metrics enable marketers to optimize their
strategies, allocate resources effectively, and enhance customer experiences. Moreover, marketers
can leverage metrics to identify key influencers, measure brand visibility, and track the impact of so-
cial media on overall business performance. It is critical for data-driven marketers to be effective at
synthesising different types of information, as well as analysing data. Data on its own, as we learned,
is simply descriptive. It can tell marketers the state of affairs. Effective data-driven marketers are
those who can take that information on the sate of affairs and transform it into a plan for what needs
to happen, based on that information (Inge 2022).

As social media continues to evolve, future directions in social media marketing metrics will fo-
cus on addressing the challenges and limitations mentioned earlier. This includes developing more
accurate and reliable data collection methods, refining attribution models to measure the impact
of social media in multichannel environments, ensuring ethical use of customer data, adapting to
changing algorithms and metric definitions, and exploring methods to integrate offline and online
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metrics seamlessly. Additionally, advancements in artificial intelligence and machine learning can
enable more sophisticated analysis and prediction of social media metrics, allowing marketers to
gain deeper insights and make proactive decisions. Furthermore, the future of social media market-
ing metrics will likely involve the integration of qualitative and quantitative data, such as sentiment
analysis and natural language processing, to provide a comprehensive understanding of customer
perceptions and sentiments. This integration will enable marketers to analyze the context behind
metrics and gain deeper insights into customer behavior and preferences.

In summary, social media marketing metrics are invaluable tools for marketers to measure, evaluate,
and optimize their social media strategies. By leveraging these metrics effectively, marketers can en-
hance engagement, drive conversions, build brand loyalty, and achieve their marketing objectives in
the dynamic world of social media. Continuous improvement, adaptation to changing technologies
and consumer behaviors, and the pursuit of ethical and privacy-conscious practices will be essential
for marketers to stay at the forefront of social media marketing effectiveness.

6 Conclusion

In conclusion, marketing metrics on social media are essential tools for evaluating and optimizing
social media strategies. This article has provided a comprehensive exploration of various marketing
metrics used on social media platforms, including reach, engagement, conversion, customer satis-
faction, brand awareness, and influence metrics. By effectively leveraging these metrics, marketers
can gain valuable insights into the performance of their social media campaigns, make data-driven
decisions, and enhance the overall effectiveness of their marketing efforts. The findings from this
analysis highlight the significance of setting SMART goals, monitoring metrics in real-time, and uti-
lizing data-driven insights to drive continuous improvement in social media marketing. It is evident
that marketers who adopt a metrics-driven approach are better positioned to understand their au-
dience, tailor their messaging, and optimize their campaigns to achieve desired outcomes. Further-
more, this article has shed light on the challenges and limitations associated with marketing met-
rics on social media. Issues such as data accuracy, attribution modeling, privacy concerns, evolving
algorithms, and integrating offline and online metrics require careful consideration by marketers.
Addressing these challenges will be crucial for maximizing the value and reliability of marketing
metrics on social media. The implications for marketers are clear. By analyzing and interpreting
the right metrics, marketers can identify areas of improvement, allocate resources effectively, and
enhance customer experiences on social media platforms. Marketing metrics provide a window into
consumer behavior, enabling marketers to optimize targeting strategies, measure the impact of their
campaigns, and foster long-term relationships with their target audience. Looking ahead, future
research in this area should focus on longitudinal studies to track the long-term impact of marketing
metrics, cross-platform analysis to understand the effectiveness across various social media plat-
forms, and the integration of offline and online metrics for a holistic evaluation of marketing efforts.
Additionally, advancements in attribution models, ethical considerations, contextual analysis, and
predictive analytics offer exciting avenues for further exploration and innovation.

In conclusion, marketing metrics on social media are indispensable tools for modern marketers. By
continually refining measurement strategies, staying abreast of platform updates, and adapting to
evolving consumer behaviors, marketers can harness the power of marketing metrics on social me-
dia to drive engagement, conversions, and overall business success in the dynamic and ever-evolving
digital landscape. This comprehensive analysis of marketing metrics on social media aims to equip
marketers with a deeper understanding of how to measure, analyze, and optimize their social me-
dia strategies. By leveraging the key metrics discussed in this article, marketers can gain valuable
insights into their audience, refine their marketing tactics, and achieve greater success in the ev-
er-evolving landscape of social media marketing.
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Poznamky/Notes The article is a partial output of the project VEGA 1/0109/23 “Framework
for systematization digital transformation of organizations with a focus on marketing and busi-
ness processes”.
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Résumé Uloha marketingovych metrik v socialnych médiach: komplexna analyza

V digitalnej ére sa socialne média ukazali ako mocny marketingovy nastroj, ktory sposobil revoluciu
v spOsobe, akym podniky interaguju so spotrebitelmi. KedZe sa platformy socialnych médii neustale
vyvijaju, je pre obchodnikov klUcové, aby svoje Usilie efektivne merali a analyzovali. Tento ¢lanok sk-
Uma vyznam marketingovych metrik v oblasti socialnych médii, pricom zdo6raznuje klu¢ové metriky
pouzivané na hodnotenie marketingovych kampani a ich vplyv na obchodny Uspech. Prostrednic-
tvom hibkovej analyzy réznych marketingovych metrik poskytuje tento €lanok prehlad o optima-
lizacii stratégii socialnych médii pre lepSie zapojenie zakaznikov, povedomie o znacke a navratnost
investicii. Primarnym cielom tohto ¢lanku je ponorit sa do vyznamu marketingovych metrik v oblasti
socialnych médii. Skimanim réznych marketingovych metrik a ich relevantnosti pri vyhodnocovani
kampani na socialnych médiach sa tento ¢lanok snazi poskytnut obchodnikom informacie o tom,
ako optimalizovat svoje stratégie a dosiahnut poZadované vysledky. Rozsah tohto ¢lanku zahifa
komplexnu analyzu klu¢ovych marketingovych metrik vratane dosahu a zobrazeni, metrik zapojenia,
metrik konverzii, metrik spokojnosti zakaznikov, metrik povedomia o znacke a metrik vplyvu a au-
tority. Tento ¢lanok je zalozeny na dékladnom prehlade existujucej literatury, priemyselnych sprav,
pripadovych $tudii a odbornych nazorov na marketingové metriky v socialnych médiach. Primarne
a sekundarne zdroje boli konzultované s cielom ziskat informacie o ré6znych metrikach pouzivanych
v marketingu socialnych médii a ich vplyve na obchodny Uspech. Analyza a postrehy uvedené v tom-
to ¢lanku su odvodené zo syntézy dostupnych poznatkov a skusenosti zdielanych marketingovymi
profesionalmi a vyskumnikmi v oblasti marketingu socialnych médii. Skimanim dolezitosti marke-
tingovych metrik v kontexte socialnych médii si tento ¢lanok kladie za ciel vybavit marketérov po-
trebnymi znalostami a nastrojmi, aby mohli robit rozhodnutia zalozené na Udajoch, optimalizovat
svoje stratégie socialnych médii a dosahovat zmysluplné vysledky.
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A sales funnel looks at the consumer’s buying journey from a corporate perspective. A sales
funnel is based on the idea that a company needs to attract many interested individuals, be-
fore narrowing them down until sales happen with some. This cut off is inevitable, although
effective funnels convert higher numbers of target audience into buyers.

Businesses continuously experiment with their funnel to make it more effective as not every
cookie harvested in the online environment constitutes a valid sales proxy. Groupon (offer-
ing coupons to shoppers and travelers) relies a great lot on their referral program and user
rewards. Interested clients are referred to Groupon by a friend. Friends get a bonus discount
per referral.

Clear calls-to-action presented in the online environment, that encourage visitors to act (e.g.
newsletter sign-ups, free downloads, or consultation requests), or development of dedicated
landing pages for specific offers, campaigns or sub-segments (where a single call-to-action
is strongly promoted) eliminate distractions and streamline visitor’s attention and help the
sales funnel succeed. Use persuasive copywriting and attractive visuals to encourage visitors
to take the desired action. Sales promotion never hurts in making visitors act either. Incen-
tives such free trials, premium delivery, discounts, exclusive content, access to webinars or
events help capture the attention of potential leads and entice them to provide their contact
information, which can be further use to establish a relationship.

For instance, Grammarly (an infamous grammar checker and writing improvement tool) spent
reportedly over 100 million USD on digital advertising in 2022. Grammarly’s frequently used
platform is YouTube, where they mix ads and contextual targeting to improve brand aware-
ness. Interested individuals may register and test Grammarly by following a clear call-to-ac-
tion. Grammarly periodically offers free trials of premium features to move users from free-
mium plans. To access additional functionalities, clients need to enter their payment card
details.

Partnering with industry influencers or complementary businesses is usually a way to expand
the reach. Collaborate on content, co-host webinars, or offer joint promotions to tap into in-
fluencer’s audience and generate qualified leads. However, make sure that influencer’s values
are aligned with yours and have a potential to create more rather than less trust and credibil-
ity. The 2019 influencer collaboration between the Instagram glamour star Jemma Lucy and
Skinny Caffe weight-loss program was banned by the Advertising Standards Authority (UK's
regulator of advertising), when it became public that Jemma was pregnant.

Building rapport and trust has been a tricky discipline in the online environment in any case.
A lot of traffic is generated through automated bots and accounts are not genuine. A con-
nection with a lead needs to be established by actively listening, asking relevant questions,
and showing empathy. Follow-up emails, calls, or (virtual) meetings may provide a lead with
additional information, address their questions and concerns, and result in a transaction later.
For example, online florist Bloom & Wild offers multiple contact options: chat, Whatsapp,
Facebook Messenger and a contact form, while publishing the average waiting time for live
chat to provide customers with contextual information for their informed choice.

MARKETING BRIEFS

Once the lead has demonstrated strong interest and is ready to make a purchasing decision,
guide them through the final steps of the sales process. Present your proposal, negotiate
terms, and address any remaining concerns. Close the sale by obtaining a commitment or
agreement from the lead. After closing the sale, follow up with the customer and provide
additional customer services, when necessary, as opportunities for upselling, cross-selling,
or referrals may arise. Retailers such as IKEA or Target show online their furniture staged in
real-life settings, where the central product is complemented by other products from their
range. Pinterest-alike inspiration boards are presented to offer a complete set of matching
items.

Being online means becoming omnichannel-, content- and data-driven. Combining data from
multiple sources - CRM and marketing automation software in particular - while matching
the targeted customer profile to the information available about a lead. Naturally, only plat-
forms, channels, and media where target audience is active, are to be utilized.

Long gone are days where marketing was primarily about creativity. Successful marketing
communications evolves primarily around data analytics. Data needs to be tracked and ana-
lyzed continuously. Monitoring online traffic, conversion rates, email open rates, click-through
rates, and other key metrics is a way forward.

Résumé
prostiedi?

Prodejni trychtyr je pohledem podnik( na fizeni zakaznického chovani v nakupnim rozhodo-
vacim procesu. Mnozstvi prvotnich kontaktl se v trychtyfi zuzuje na potencialni zakazniky,
pficemzZ s nékterymi z nich je na zavér fizeného procesu uzavien transak¢ni vztah. Prodejni
taktiky jsou zalozeny pfevazné na schopnosti navazat angazovany vztah s potencialnimi za-
kazniky. V online prostfedi plati dvojnasob, Ze schopnost pfetaveni prvotnich kontaktd do
prodejl odliSuje Uspésné od neuspésnych.

Jak sbirat a rozvijet prvotni zakaznické kontakty v prodejnim trychtyfi v online

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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SOUTEZ MARKETER ROKU 2022
MA SVEHO VITEZE

Sout&z Marketér roku vyhlasovana Ceskou marketingovou spole¢nosti ma dlouholetou tradici.
Ceska marketingova spole¢nost vyhlasila oficialni vysledky 18. roéniku soutéZe Marketér roku
2022.V podvecer 18. kvétna 2023 se v pfijemném klasickém prostiedi Divadelniho salu Klubu
Lavka s historickym ramcem Karlova mostu a plsobivym vyhledem na Hrad¢any odehralo finale
soutéze 18. ro¢niku Marketér roku 2022. VeCerem provazel jako vzdy skvély moderator Karel
VoriSek a mlada plzenska kapela DZzangobells zpfijemnila vecCer viem zucastnénym. Pro vitéze
byly pfipraveny sosky kristalovych delfind z ¢eského skla v Cele s Velkym modrym delfinem
v plsobivém designu z dilny uméleckého sklare Vladimira Zubri¢ana. Na ocenéné i nominované
Cekaly kromé diplom0 i mnohé vécné dary od sponzor( a partnerd soutéze. Kromé hlavnich cen
udélila porota i nékolik zvlastnich ocenéni za mimoradné aktivity a Uspésné inovativni mar-
ketingové projekty, stejné tak vybralo k ocenéni svoje kandidaty i prezidium CMS.

Velky modry delfin - hlavni cena soutéze
Mgr. Ivana Janeckova, predsedkyné predstavenstva, Duhovka Group, a. s.
za komplexni fundraisingovou kamparn v oblasti socialniho podnikani

Zlaty delfin
Ing. Lucie Némeckova, marketing manager, PKF APOGEOQ Group
za nastaveni marketingové strategie spole¢nosti véetné re-brandingu a HR marketingu

Zeleny delfin

Martin Dolsky, MSc. feditel marketingu, United Bakeries, a. s.

za komplexni re-design tradi¢ni znacky Odkolek v¢etné nového loga, komunikace, vyrobku
i kampané

RuZovy delfin

Ing. Eliska Soukupova, brand manager, Nestlé Cesko, s. r. 0.

za Uspésnou marketingovou kampan na klasickou znacku s vyraznym navySenim prodejd
a posileni pozice znacky Kofila

Cena prezidia CMS - Duhovi delfini

Martin Koky, Skiareal Klinovec

za specialni komunikacni projekt s vyuzitim socialnich siti s vhodnou tonalitou vici cilové
skupiné

Lucie Madlova, Ph.D., zakladatelka a vykonna feditelka, Asociace spole¢enské odpovédnosti
za environmentalni marketingovou kampan Nevolte vyhynuti

Lukas Makowski, feditel marketingu, M&M reality holding, a. s.
za realizaci konceptu televiznich aukci jakozto oborové inovace v kampani
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Ing. Mgr. Irena Melounova, vedouci obchodniho oddéleni stozart, KOOPERATIVA, v. o. d.
za vytvoreni marketingové strategie nové fady produktd

PaedDr. Petr Paksi, DBA, jednatel, obchodni reditel, JAP FUTURE, s.r. o.
za kompletni marketingovou podporu nového produktu s vyuzitim marketingového vyzkumu

Mgr. Suchrat Saidov, chief executive officer (CEO), Silon, s. . o.
za komunikaci strategie udrzitelnosti firmy a investic do ekologickych opatfeni

Mlady delfin
Martin Apeltauer, obchodni a technicky feditel, Prague Car Festival
za realizaci vyznamného projektu v oblasti vystavnictvi s celoevropskym piesahem

Marta Janouskova, head of brand & marketing, PINKO, a. s.
za Uspésné uvedeni nového vyrobku na trh

Katefina MareSova, BA DevLab Smitio, s. r. 0.
za projekt znalostniho sdileni a propojovani komunity

Mgr. Tatana Plechackova, feditelka nadace, Ing. Ludmila Bobkova, projektova manazerka
Nadace rozvoje obcanské spolecnosti
za vytvoreni Uspésného charitativniho projektu Pomozte détem s vyraznou podporou médii

Pavel Sladek, vedouci oddéleni marketingu, Oborova zdravotni pojistovna zaméstnancd bank,
pojiStoven a stavebnictvi
za vyrazné posileni znamosti znacky prostfednictvim vyrazné kampané s vyuzitim celebrit

Jan Vokurka, majitel a jednatel, Kitl, s. r. o.
za revitalizaci tradi¢ni znacky Vratislavicka kyselka

Zvlastni cena za Gspésné zavedeni nové kategorie predmichanych napoj
Ing. Tomas Matuska, senior brand manager, Stock Plzeri - Bozkov
za kvalitni komplexni strategii zavedeni nové kategorie produktl s vyraznym nar(istem prodeje

Zvlastni cena za vytvoreni nového holografického reklamniho nosice
Ing. Dominik Persl, CEO & business director, Jakub Hussar, creative director, Holomotion, s.r. o.
za inovativni vyuziti holografie formou nového reklamniho média

Zvlastni cena za inovativni vyuziti realnych pfibéhi v kampani
Bc. Petr Princ, marketing manager, Klikpojisteni.cz, s. r. 0.
za vhodné vyuziti realnych pribéhl v kampani Ldzr roku

Cestna uznani za ispé&snou nominaci
Ing. Dana Bicovska, trade marketing manager, STOCK Plzen-Bozkov, s. 1. 0.
za in-store koncept visibility komunikujici rGzné spotfebni pfilezitosti produktu

Ing. Karel Friml, MBA, Zapadoceska univerzita v Plzni
za novy systém ocenovani vystupl kreativniho pramyslu
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Mgr. Radek Hrabé, predseda spolku, vedouci projektu, Svatky hudby, z. s.
za efektivni komunikaci kulturniho projektu

Mgr. Pavlina Merendova, projektovy a PR manager Ostravské Vanoce, Cerna louka, s. . 0.
za Uspésny projekt v oblasti event marketingu

Ing. Regina Netolicka, MBA, marketingova feditelka, Gorenje, s.r. 0.
za Uspé3nou komunikaci brandu

Andrea Pekerginova, majitelka, Lubo3$ Hruska, marketingovy feditel, ONE-OFF-SYNERGY, s. r. 0.
za vhodné zvoleny komunika¢ni koncept s vyuzitim kvantitativniho marketingového priizkumu

Mgr. Jan Stika, Outdoor concept, a. s.
za vytvoreni nové vizualni identity znacky Hannah

Letos byla uz pojedenacté v ramci soutéze Marketér roku 2022 vyhlasena kategorie pro studen-
ty vysokych Skol - studentska cena Mlady delfin, tentokrat na téma Jak Uspésné komunikovat
problematiku energetickych Uspor pro prekonani krize. Porota pod vedenim doc. Olgy Dolinkové
ocenila projekty téchto student(:

Vitéz soutéze
studentsky tym z Vysoké Skoly ekonomické v Praze
David Duska, Vanesa Garova, lveta Koubova

Dalsi ocenéni:

Cena za kretivitu projektu
studentsky tym University KonStantina Filosofa v Nitre
Simona Nehézova, Monika Starke, Nicolett Gulka

Cena za kvalitu vychozi analyzy
studentsky tym z Vysoké Skoly ekonomické v Praze
Anna Krupickova, Eliska Mala, Barbora Strnadova

Cena za realizovatelnost navrhu
studensky tym University Kons$tantina Filosofa v Nitre
Erika Kolarova, Rebeka Cepedyova, Simona Bochnovicova

drzitelka Velkého modrého delfina Mgr. Ivana Janeckova, predsedkyné
predstavenstva, Duhovka Group, a. s. (uprostied)

vlevo doc. PhDr. Jitka Vysekalova, Ph.D., ¢estna prezidentka CMS
vpravo Ing. Tomas David, prezident CMS

TEXT | MILAN BANYAR
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AKADEMICKA A REKLAMNA OBEC SMUTI - OPUSTIL NAS NESTOR

A LEGENDA CESKOSLOVENSKEJ REKLAMY PAVEL HORNAK

7. juna 2023 nas navzdy opustil vysokoSkolsky pedagog, zakladatel prvého samostatného vysoko3kol-
ského Studia marketingovej komunikacie a reklamy v ramci Slovenskej a Ceskej republiky, dlhorocny
veduci Katedry marketingovej komunikacie na Filozofickej fakulte Univerzity Komenského v Bratislave,
prof. PhDr. Pavel Horfak, CSc. (nar. 3. aprila 1953).

V rokoch 1968-1971 Studoval na Strednej vSeobecnovzdelavacej Skole I. Horvatha v Bratislave, nasledne
v rokoch 1971-1973 absolvoval nadstavbové Studium kulttrno-vychovna praca pri Strednej knihovnickej
Skole v Bratislave. V roku 1978 ukoncil vysokoskolskeé Studium v odbore zurnalistika na Filozofickej fakulte
Univerzity Komenského v Bratislave. V roku 1980 mu bol udeleny titul PhDr. (doktor filozofie) v odbore
Ceskoslovenskeé dejiny so zameranim na novinarstvo na Filozofickej fakulte Univerzity Komenského v Bra-
tislave. V roku 1989 ziskal titul CSc. (kandidat vied) v odbore sociolégia na Filozofickej fakulte Univerzi-
ty Komenského v Bratislave. Titul doc. (docent) ziskal v roku 1996 v odbore Zurnalistika na Filozofickej
fakulte Univerzity Komenského v Bratislave a 25. januara 2010 ho prezident SR vymenoval za profesora
v odbore masmedialne Stldia, vdaka ¢omu sa stal vobec prvym vysokoSkolskym profesorom marketin-
govej komunikacie na tzemi Slovenskej a Ceskej republiky.

V rokoch 1978-1995 pracoval najskér ako asistent, neskor ako odborny asistent a potom ako docent na
Katedre zurnalistiky Filozofickej fakulty Univerzity Komenského v Bratislave. Od roku 1990 bol veducim
odboru propagacia v ramci Katedry zurnalistiky a v roku 1996 zaloZil prvé samostatné vysokoSkolské
studium marketingovej komunikacie a reklamy v ramci Slovenskej a Ceskej republiky na Filozofickej
fakulte Univerzity Komenského v Bratislave, kde pdsobil ako veduci Katedry marketingovej komunikacie
od jej zaloZenia aZ do svojej smrti (spolu 27 rokov). Okrem Katedry marketingovej komunikacie (FiF UK
v Bratislave) taktiez v rokoch 2003-2005 a neskor od roku 2009 az do svojej smrti prednasal na Ustave
marketingovych komunikaci, kde bol zaroven ¢lenom Vedeckej a umeleckej rady Fakulty multimedialnich
komunikaci Univerzity Tomase Bati ve Zliné (CR).

Bol zakladajucim ¢lenom Moravskosliezskej spolocnosti pre propagaciu a PR v Brne (MOSPRA), kontakt-
nym kancelarom pre SR v ramci Ceskej spolo¢nosti pre propagaciu a PR v Brne a prezidentom Slovenskej
spolo¢nosti pre propagaciu v Bratislave (SOSPRA). Okrem toho patril k zakladajicim ¢lenom Rady pre
reklamu SR a Arbitraznej komisie Rady pre reklamu SR. Stal sa autorom prvého kddexu reklamnej etiky
v Ceskoslovensku a taktiez bol autorom prvého slovnika reklamnych pojmov na Slovensku pod nazvom
Abeceda reklamy (vyd. v roku 1997). Okrem toho v3ak bol aj autorom nespocetného mnozstva dalSich
vedeckych $tudii, publikacii o reklame a marketingovej komunikacii doma i v zahranici, ako napr. Tedria
propagacie; Reklama-propagacia-public relations v médiach; Reklama 2000; Etika reklamy; Reklama/teo-
reticko-historické aspekty reklamy a marketingovej komunikacie (1. a 2. preprac. a rozs. vyd.); Velky slovnik
marketingovych komunikaci (spoluautor); Kreativita v reklamé atd'., ktorej problematikou sa zaoberal
vy3e Styridsat rokov. Bol ¢lenom odbornych por6t na festivaloch kreativity i efektivity doma i v zahranici,
pravidelne sa zG¢astroval na medzinarodnych konferenciach, reklamnych forach. Prezentoval sa aj tvor-
bou reklamnych sloganov a beletristickou literaturou (napr. Lexikén nadprirodzenych bytosti, Od cigary
k whisky, Rozpravky pre deti a pod.). Od pociatku vzniku bol odbornym garantom projektu HERMES - Ko-
munikator roka, ktory ako jediny hodnoti komunikaciu institdcii so zakaznikom na Slovensku, ale aj ¢len-
om redakénych rad a vedeckych redakcii (napr. ¢len redakcnej rady medzinarodného Casopisu Marketing
Science & Inspirations, alebo ¢len vedeckej redakcie vydavatelstva VeRBuM - CR). V roku 2022 ziskal
pamatnu medailu k 100. vyrociu vzniku Filozofickej fakulty Univerzity Komenského v Bratislave.

prof. PhDr. Pavel Hornak, CSc.
(3.4. 1953, Bratislava - 7. 6. 2023, Bratislava)
Foto: osobny archiv P. H.

Editor's note:

Professor Pavel Hormak was the founder of Marketing Science & Inspirations.
Since 2006, from the first issue of the journal, he has been a member of the Edito-
rial Board and has supported its development. Thank you Professor.
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Professor Bernd Hallier was born in Hamburg. He studied economics at the University of Ham-
burg, where he received his MA and PhD. He subsequently completed internships in Turkey,
Israel, South Africa and Japan. He started his professional career in October 1973 employed
at Martin Brinkmann Cigarettes, responsible for distribution-analysis, since 1981 working as a
sales manager. Since October 1984 is employed at the Institute of Self-Service (ISB), becoming
its director in January 1985. Merging ISB with the Institute for Rationalization (RGH) created
the Deutsches Handelsinstitut (German Retail Institute) in 1988, which became the EHI-Euro-
Handelsinstitut in 1993, now EHI Retail Institute.

Professor Bernd Hallier was the Managing Director of the EHI Retail Institute, Chairman of the
Advisory Board of EuroShop (world’s largest capital goods show in the retail sector). Becoming
partner of ShopDesignRussia in Moscow and a partner of CRC Shanghai in China, Member of
the Board of AIDA Brussels, Member of the Astana Economic Scientists Club, Member of the
Advisory Board of ,Transparent Food”, Chairman of the Board of the Orgainvent (the largest
German labelling organisation in the beef sector), and Trustee of EHI Retail Institute at GLOB-
AL G.A.P.

In 2003, Moscow University appointed him an honorary professor. The University of Econo-
mics Prague recognized his achievements by awarding him the title of Doctor Honoris Causa
in 2011. His main focus was on retail network management, initiating knowledge transfer,
exchange of experience and further education with a focus on Eastern Europe and later on
South East Asia.

Professor Bernd Hallier's collaboration with the scientific journal Marketing Science & In-
spirations dates back to 2006. A few months after the founding of Marketing Inspirations
(the predecessor of today's journal), Professor Hallier was interviewed by Associate Professor
Marie Heskova. In 2011, he joined the editorial board of the journal and actively supported its
development and published several articles. The last one was published in November 2022.
Thank you, Professor.

J/. .. Prof. Dr. Bernd Hallier

il

(28.7.1947 - 9. 6. 2023)
Photo: personal archive B. H.
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FORET, MIROSLAV A TURNEROVA,

LENKA, 2023. PRO KREATIVNI

A UDRZITELNY MARKETINGOVY

MANAGEMENT

PRAHA: VYSOKA SKOLA KREATIVNi KOMUNIKACE. 102 S. ISBN 978-80-88431-10-7 (PRINT),

ISBN 978-80-88431-11-4 (PDF).

Autofi - zkuSeni vysokoskolsti pedagogové s mnozstvim publikovanych védeckych stati,
populariza¢nich ¢lankl a oborovych zkusenosti - se v pfedkladané publikaci nové pousté-
ji do objashovani problematiky marketingového managementu. Slusi se zvyraznit a dopl-
nit slova ,nové“ a ,aktualni problematiky“. Nové, protoze jednak do feSené problematiky
vtahuji vysoce aktualni kategorii udrzitelnosti a udrzitelného rozvoje a nové a uUcelné
rovnéz kategorii kreativity. Nepochybné to souvisi s posuny v oboru marketingového ma-
nagementu, ale i s ur¢enim publikace: ma slouzit jako aktualni vhled do dané problematiky
zejména posluchac¢lm Vysoké Skoly kreativni komunikace v Praze, ale nesporné rovnéz
ostatnim zajemclim o oblast marketingu, jeho manazovani, teorie kreativity, udrzitelného
rozvoje apod.

Cela prace je strukturovana do deseti kapitol, jimz pfedchazi uvod a zavér z pera ,guru®
Ceskoslovenského marketingového mysleni Miroslava Foreta, ktery monografii chape
rovnéz za ,osobni bilanci pétapadesatileté znamosti s marketingem“. Nejde o tradi¢ni
prevypravéni starSich teorii pro chvili ,tady a ted*, ale o promyslenou praci, ve které se
najdou i mista kriticka, hodnotici bilance, pfinasejici pohledy na aktualni uskali oboru,
mista problematizujici to, co se je$té pfed nedavnem zdalo nezpochybnitelné, stalé, tr-
valé. V této zdanlivé rozpornosti vidime zna¢nou hodnotu predkladané publikace: kone¢né
sama teorie kreativity nutné pracuje s prvkem ,nejistoty“ - a kde jinde by mél byt tento
prvek vSudypfritomny, nezli v u¢ebnim textu pro posluchace kreativné orientovanych obo-
ri vysoké skoly na kreativitu specializovanou.

Neni pochyb, Ze marketing je nejtésnéji spjat s oblasti komunikace a komunika¢nich tech-
nologii: nova propojeni se zakazniky (klienty), s organizacemi, s vefejnosti apod. Autofi tak
upozoriuji nejen na oblast marketingového mixu, zejména reklamy, s niz si bézny obcan
nejCastéji marketing propojuje, ale i na zalezitosti, které zlstavaji v hledi ob¢ana ponékud
stranou - otazky likvidace odpadd, vyuzivani ekologickych obalovin, stanoveni obou-
stranné akceptovatelné ceny apod. Posouvaji tedy spravné problematiku blize k oblasti
»socialni odpovédnosti podniku“ a udrzitelnému rozvoji.

V kapitolach ,marketingové prostiedi v udrzitelném marketingovém managementu”
a ,kreativni marketingovy management mista a lokalni dopady“ vhodné dopliuji moznosti
organizaci odkryvat atraktivni pfilezitosti na trhu o vysvétleni ¢etnych analyz s priklady
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(S-W analyza, O-T analyza, tradi¢néjsSi SWOT analyza). Partie v knize je tfeba ocenit ze-
jména pro nazornost, ktera se nutné bude hodit posluchac¢im, ktefi se s problematikou
teprve po prvnich krccich seznamuiji (at jde o mistni rozvoj, cestovni ruch apod.).

Pokud stoji v poc¢atku titulu slovo ,pro*, hledaji oba autofi publikace stejné tak vSechna
Lproti“ v marketingovém managementu. Podle znamé poucky, Ze kazda reakce vyvolava
protireakci, usiluji oba autofi vidét, ze i na dosazeném stupni marketingové vyspélosti
existuji jevy, které mohou prekvapit (korekce Zivelné nadvyroby, hyperkonkurence, zeleny
marketing aj.). Upozoriuji - nepochybné spravné -, Ze je potfeba sledovat soucasnost
a budouci vyvoj, ale nutné je rovnéz se divat zpét, do historie oboru, hledat tam metody
a pfistupy jiz vyuzité a zapomenuté, ale schopné v dané situaci pomoci fesit naléhavé
problémy klientd, organizaci, trh{.

Vyjadrtuji se rovnéz k otazkam informacni spole¢nosti, resp. marketingového managemen-
tu v éfe informacni spole¢nosti. Poukazuji tim znovu na kreativni udrzitelny marketing
a udrzitelny rozvoj, férovou kreativni marketingovou komunikaci, stejné jako o ,tfech
ofiscich pro pravy ofechovy kvantitativni marketingovy vyzkum?®,

Autofi sleduji v textech problematiku zcela souc¢asnou a aktualni, drzi prst na pomysl-
ném tepu doby. Tyka se to nejen virozy SARS-Cov-19 a promény, kterou zpUsobila ve
svété v jednotlivych vrstvach lidskych Zivotd a geopoliticky, ale poukazuji i na problema-
tiku valky, svétové bezpelnosti, nového zbrojeni, kategorii obnazujicich do naha otazku
udrzitelnosti, udrzitelného rozvoje a zachovani lidského rodu a vieho, co ¢lovéka ob-
klopuje v jeho mikro- i makrokosmu.

Lezi pfed nami kniha, ktera je vysoce aktualni probiranou problematikou, bude nesporné
vhodnym utebnim textem, ale i zdrojem inspirace pro védecké pracovniky v oboru i vSech-
ny, ktefi se v dané oblasti pohybuji a chtéji byt ,in“ a zamyslet se zodpovédné a vazné nad
proménami, které probihaji v sou¢asném svété i v jednotlivych oborech, marketingovy
management nevyjimajice.
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DHAWAN, ERICA, 2023. DIGITALNI

REC TELA. VYLEPSETE SVOU

KOMUNIKACI V ONLINE SVETE

BRNO: CPRESS. 287 S. ISBN 978-80-264-4687-3.

Autorkou tejto zaujimavej knihy je popredna svetova autorita v oblasti kolaborativnej a vzta-
hovej inteligencie 21. storocia. Je americkou obcliankou prvej generacie indického povodu
z rodiny lekarov. Bola zaradena medzi 30 najlepSich svetovych profesionalov v oblasti manaz-
mentu, prednasa po celom svete, je spisovatelkou, kou¢kou a re¢ni¢kou v mnohych svetovych
spolo¢nostiach a forach. Je to vzdelana Zzena, ma tituly z vyznamnych americkych univerzit:
Harward, MIT Sloan a Wharton School. To je obdivuhodné!

Jej kniha pozostava z Uvodu, troch &asti, zaveru, prilohy a poznamok. Kazda ¢ast knihy ob-
sahuje prislusné kapitoly. Celu knihu tvori 10 kapitol. V Uvode autorka objasriuje ako je v 21.
storoc¢i nevyhnutne potrebné vediet efektivne komunikovat a riesit problémy spojené s ria-
denim globalnych, viacgenera¢nych, maticovych a virtualnych timov pracovnikov. Pyta sa:
LAko mdm ludom rézneho veku a pracovného stylu, ktori sa len zriedkakedy stretdvaju osobne,
pomdct efektivne komunikovat?“ (s. 6). Problémy ludi v komunikacii su, podla nej, sp6sobené
digitalnymi nastrojmi, ktoré nas sice v mnohom oslobodili, ale... ,Nasa neschopnost vyspo-
riadat sa s vedlajsimi ucinkami nasich Ziarivych digitdlnych ndstrojov - e-mailov, textovych sprdv,
PowerPointu - meniacich komunikdciu vytvdrala rozsiahle nedorozumenia a konflikty, ktoré sa
ndsledne prejavovali ako vSeobecnd uzkost, strach, neddvera a paranoja.” (s. 6-7). RieSenie tychto
komunikacnych problémov vidi autorka v uplatneni a poznani zru¢nosti, ktord nazvala digital-
na rec tela. Tuto zru¢nost, jej podstatu, moznosti a limity, velmi podrobne prestudovala, ana-
lyzovala a snazila sa ju zaclenit do manazérskej praxe lidrov mnohych podnikov a spolo¢nosti
v roznych odvetviach pocas svojich vystipeni doma a vo svete.

Zle pochopena digitalna re¢ tela, alebo skor neexistencia suboru vieobecne dohodnutych
pravidiel, spdsobuje vo svete na pracoviskach, v komunitach, v rodinach velké problémy. Ludia
o tom vedia, ale nijako nekonaju, hovoria si, ved predsa vieme ¢itat a pisat. Ale ako to robit
v digitalizovanom svete, v ktorom uz v3etci dnes Zijeme? ,Ako méZeme znovu nadviazat sku-
tocnu déveru a vztahy, bez ohladu na vzdialenost? Tym, Ze vytvorime zdkladné pravidld pre jasnu
komunikdciu v modernom digitdlnom svete.” (s. 15).

Autorka v tejto knihe ponuka konkrétne stratégie ako rozlUstit signaly a naznaky toho, kto
byva v komunikacii vypocuty, komu sa dostane uznanie, a ¢o bude v tomto meniacom sa svete
vykonané. ,Mojim poslanim je poméct vdm zblizit sa s kymkolvek - intelektudlne, emociondlne,
osobne i profesijne - a umoZnit vdm vyniknut ako déveryhodnému, priamemu lidrovi bez ohladu
na vzdialenost. (s. 16). O to ide autorke v tejto knihe.

Prva Cast knihy ma nazov Digitalne prvky stylu. V jej 3 kapitolach autorka dokladne a fundo-
vane objasfuje podstatu tejto sucasnej medziludskej komunikacie, ktora sa prejavuje, ani nie
tak hovorenim, alebo konanim, ale skér pisanim. Ide viac menej o vizualnu formu komunikacie.
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LZhruba 70 percent celkovej komunikdcie medzi timami sa dnes deje virtudlne. KaZdy deri odosleme
priblizne 306 milidrd e-mailov a priemerny Clovek denne odosle 30 e-mailov a vybavi ich 96.”
(s. 21). Pritom az v 50-tich percentach e-mailov je zle interpretovana ,intonacia“ e-mailov.
Dévodom je strata neverbalnych fyzickych signalov, obtazné vnimanie emécii v digitalnom
priestore pracovisk. Preco je to tak? Autorka v knihe zd6vodnuje: preto, ze sme bezradni, pre-
toze signaly neverbalnej komunikacie sa vacsinou tvoria v komunikacii tvarou v tvar. NaruSena
je nasa schopnost pomahat, zle sme nafasovani, nie sme povinni a nemusime odpovedat
hned, obrazovky nam zmenili tradi¢nu rec tela, technoldégie umoznuju vytvarat masky. ,Di-
gitdlna rec tela pontika systematicky pristup k pochopeniu znakov digitdlneho sveta rovnako, ako
interpretujeme znaky fyzického sveta. Identifikuje a vysvetli vyvijajice sa normy a signdly digitdl-
nej komunikdcie v podnikoch a tym pomdéZe vytvorit stubor spolocnych olakdvani pre komunikdciu
bez ohladu na vzdialenost. (s. 26).

Autorka, na prikladoch, tak ako v kazdej kapitole celej knihy, prehladne porovnava rozdiely
medzi tradi¢nou recCou tela a digitalnou recou tela. Autorka pise, Zze ak chceme pochopit tuto
novu komunikaciu, musime pochopit Styri zakony digitalnej redi tela. Su to: viditelné uznanie,
starostlivd komunikacia, sebavedoma spolupraca a uplna dovera. V tejto Casti knihy pred-
stavuje s prehladom kazdy zakon, no kluc¢ovu, hlavnl pozornost uvedenym zakonom venuje
az v druhej ¢asti knihy.

Prvym zakonom digitalnej reli tela je viditelné uznanie. Vedie nevyhnutne k vacSiemu res-
pektu a dovere. ,Viditelné uznanie spociva v tom, Ze sme pozorni a vnimavi k druhym a zdroveri
im oznamujeme ,rozumiem vdm* a ,vdzim si vds“ ... znamend, Ze sme vZdy vnimavi k potrebdm
a Casovym pldnom druhych ludi... znamend, Ze chdpeme, Ze starostlivé a pozorné Citanie e-mailov
v nasej schrdnke je novym umenim nacuvat.” (s. 29). Je to vlastne akt, prostrednictvom digital-
nych kanalov, zaslania ekvivalentu usmevu, alebo podakovania.

Starostliva komunikacia predstavuje druhy zakon digitalnej reci tela. Zahffia neustale Usilie
o minimalizaciu rizika nedorozumeni a nespravnej interpretacie tym, Ze budeme svoje slova
a svoju digitalnu rec¢ tela vyjadrovat Co najjasnejsie. ,Starostlivd komunikdcia znamend, Ze sa
ludia musia zhodnut na tom, &i je dany projekt nutny, alebo (i je v sulade s podnikovymi cielmi.”
(s. 31). Ak tomu tak nie je, mrha sa ¢asom, straca sa energia a nalada na pracovisku sa meni
z nadsenia na sklucenost. Komunikacia medzi ludmi na pracovisku je potom nezrozumitelna
a nejasna.

JTreti zdkon, zdkon sebavedomej spoluprdce sa tyka slobody vedome riskovat a zdroveri déverovat,
Ze ostatni vase rozhodnutia podporia.” (s. 32). Znamena to tiez umoznit ludom reagovat s roz-
vahou a trpezlivostou, namiesto aby ste na nich tlacili, aby v nepretrzitej prevadzke reagovali
na vietko okamzite. Sebavedoma spolupraca, podla autorky ,... zniZuje pravdepodobnost, Ze sa
sucasne ocitnete v pasci medzi prilisnou a nedostatocnou pozornostou.” (s. 33).

Stvrty zakon digitalnej re¢i tela je zakon Uplnej dovery. Funguje aZ po zvladnuti prvych troch
zakonov a prinasa 360- stupriové nasadenie. Slovo ,,uplna“ je klu¢ové v tomto kontexte. Preco?
Lebo ked mame Gplni déveru, dostdvame od ludi maximum. ,Uplne déverovat neznamend,
Ze rozsirime bezpodmienelnu déveru na vsetkych, najmd na ludi, s ktorymi sme v minulosti mali
negativne skisenosti, alebo nevyriesené vztahy. Uplnd dévera sa naopak vztahuje k pracovnému
prostrediu, kde nikto nestrdca Cas rieSenim malickosti, kde nejednoznacne formulovand sprdva,
alebo oneskorend odpoved automaticky nevyvoldva strach, uzkost, alebo neistotu a kde s déverou
predpokladdme, Ze vsetci st na nasej strane. To je v dnesnej dobe celkom velkd poZiadavka, ale
uplnd dévera funguje.” (s. 34). Aj tu autorka na konkrétnych prikladoch uvadza rozdiely medzi
tradi¢nou a digitalnou recou tela, ¢o je velmi zrozumitelné, transparentné a uzitoCné pre prax.
Dalsie kapitoly tejto &asti pojednavaju o mocenskych hrach a o uzkosti v digitalnej sfére,
o nejednoznacnosti sprav, o problémoch interpretacie v digitalnom svete, o stru¢nosti sprav,
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o spomalenych reakciach na spravy, o ml¢ani, o formalnosti a obradnosti v digitalnej reci
tela, o tom, ako ¢itat medzi riadkami. ,Dnes ma stru¢ny e-mail napisany uhladenym pismom
s bodkou na konci poslednej vety moc zastrasit na vzdialenost tisicov kilometrov. Nadsenie
a pokyvovanie hlavou pri osobnych schédzkach sa dnes prejavuje vykri¢nikmi, emodzi s rych-
lymi odpovedami.” (s. 65). Autorka sa zaobera tiez tym, ako sa realna re¢ tela prenasa na
obrazovke do slov, do interpunkcie, do nacasovania a do volby média, ako mézu byt slova zle
interpretované a ako nad slovami ziskat kontrolu, nez dame povel ,Odoslat!“.

V druhej &asti knihy pod nazvom Styri zakony digitalnej re¢i tela autorka presved¢ivo dokazuje
ako mézu uvedené signaly a prezentované témy ovplyviiovat pracovné timy. ,Ako méZeme
digitdlnu rec tela vyuZit k prejaveniu uznania (viditelné uznanie), k ndjdeniu zhody (starostlivd
komunikdcia), k novému definovaniu timovej prdce v digitdlnej ére (sebavedomd spoluprdca) a na-
koniec k spojeniu tychto troch pilierov dohromady, aby sme vytvorili timy, vyznacujuce sa pocitom
bezpeclnosti (Uplnd dévera).” (s. 97). ReSpektovanie Styroch zakonov digitalnej reci tela.
Autorka v tejto druhej ¢asti knihy na prikladoch z praxe podrobne rozobera kazdy z uvedenych
zakonov s odporuc¢aniami ako optimalizovat priebeh a implementaciu digitalnej reci tela do
podnikovej praxe.

Tretia Cast knihy ma nazov Digitalna re¢ tela naprieC rozdielmi. Autorka sa v kapitolach de-
tailne zaobera ako mozno posilnit angazovanost, produktivitu a moralku svojho timu, napriek
odliSnostiam, ba prave vdaka pochopeniu digitalnych signalov reci tela. Pie nielen o poznat-
koch z teérie skiumanej problematiky, ale aj z vlastnej Zivotnej skusenosti, kedZe je sama
Ameritankou indického p6vodu, ktora sa narodila a vyrastala v Spojenych Statoch a zazivala
podobné situacie. Rozobera dalej otazky vplyvu pohlavia na digitalnu komunikaciu, skima ¢o
hovori Zena a ¢o hovori muz, zamysla sa nad genderovymi, predsudkami v kontexte digital-
neho priestoru, porovnava digitalnu re¢ tela muza a digitalnu rec tela zeny. VSetko cez optiku
uvedenych 4 zakonov digitalnej reci tela. Autorka poskytuje skuto¢ne kvalifikované rady ako
zlepsit svoju digitalnu rec tela, svoju digitalnu komunikaciu v spolocnosti, beric do Uvahy
generacné rozdiely ludi a kultdru, v ktorej vyrastali a Zili.

,Podstatou efektivnej digitdlnej reci tela je prispésobenie komunikdcie, a to nielen tak, aby zod-
povedala prirodzenym preferencidm jednej generdcie oproti druhej, ale aby prispela ku splneniu
danej ulohy.” (s. 221).

V tejto tretej Casti knihy autorka ponukla subor osvedtenych postupov, ako mozu socialne
pohlavie, generacie a kultdrne zazemie ovplyviovat vnimanie digitalnych signalov reci tela.
Autorka v zavere Casti knihy vyzyva - nebat sa diskutovat o odliSnostiach, pretoze to umozfu-
je ludom viditelne prejavit uznanie. Vyzyva dalej - byt vzdy pripraveny, ¢o znamena pripravit
si starostlivd komunikaciu, ¢o v kone¢nom zmysle vedie k sebavedomej spolupraci bez ohladu
na rozdiely. Odporuca na schédzach zapojit vSetkych ¢lenov timu do komunikacie a zabez-
pecit pre nich rovnaké podmienky. ,Ak zavediete rovnaké podmienky a budete to presadzovat od
samého zaciatku, mdte velku sancu, Ze vybudujete kulturu Uplnej dévery.” (s. 245).

V zavere knihy autorka sumarizuje, ze vacsinu informacii komunikujeme virtualne, ale nie je
to iba doplnok tradi¢nej redi tela. ,Fyzickd re tela a digitdlna rec tela st neoddelitelné. V sku-
tocnosti digitdlna rec tela pretvdra fyzicku rec tela, verbdlnu komunikdciu, a dokonca i spdsob
ndsho myslenia.” (s. 247). Digitalne nastroje zmenili celd naSu komunikaciu s ludmi, pomahaju
preklenut problémy medzi introvertnym a extrovertnym Stylom komunikacie (udi, digitalna
re¢ tela znizuje trenie medzi ludmi, obmedzuje byrokraciu a vytvara univerzalny jazyk v 21.
storoci. Toto v3etko je, podla autorky knihy ,.... délezZité pre dosiahnutie vicsej miery dovery,
prepojenia a autenticity, o ndm umoZriuje lepsie komunikovat, budovat pevnejSie vztahy a zmenit
spésob, akym vedieme, milujeme, vytvdrame vztahy a Zijeme.“ (s. 250). Mldre slova autorky je
vhodné si pamatat.

61



TEXT | MAGDALENA SAMUHELOVA

62

Obsahom prilohy knihy je Sprievodca digitalnou recou tela, kde autorka Uplne detailne pre-
zentuje kroky a postupy ako pracovat v time s digitalnou recou tela, uvadza priklady a vyklady
vyuzitia réznych Stylov tejto komunikacie. Ponuka timové cvicenia, tykajuce sa digitalnych
Stylov aktivnym uplatfiovanim preberanych Styri zakonitosti a kviz pre vytvorenie prostre-
dia Uplnej dovery na pracovisku. Oceriujem, tak ako vzdy, devat stran precizne uvedenych
poznamok ku kazdej ¢asti kapitoly v kazdej Casti knihy.

V tejto knihe je mozné stretnut sa s témami, ktoré ma profesijne vzdy najviac zaujimali, ako
su verbalna a neverbalna komunikacia, hladanie a budovanie dévery medzi ludmi v komu-
nikacii. Akosi organicky k nim pribudla téma digitalnej reci tela, kedZe zijeme v digitalnej
dobe, poznamenanej dlhodobou covidovou karanténou. Aj sama autorka napisala tuto knihu
pocas nej. Je to v kazdom ohlade optimisticky napisana kniha, no pre vyvazenie netreba za-
budnut aj na negativne stranky digitalnej doby a v nej uplatfiovanej komunikacii.

Knihu jednoznacne odporu¢am pre vietkych, ktorych zaujima tradi¢na komunikacia, pre tych,
ktorych zaujima digitalny svet a jeho komunikacia a absolutne pre tych, ktorych pracovnym
prostredim je ,home office”. Myslim si, Ze oni to najviac ocenia.

TEXT | DAGMAR WEBEROVA SLOVNIK | DICTIONARY

DICTIONARY OF USEFUL
MARKETING TERMS

motivational | motivaény In this case, | have found that neither descriptive nor motivatio-
nal language would help much.

V tomto pripade som zistil, Ze ani popisny, ani motivacny jazyk by velmi nepomohol.

motivationally | motivacne
the same place.
Financne som na tom vyborne, no motivacne som na tom rovnako.

| am in a great position financially, but motivationally | am in

motivator | motivdtor It seems that negativity itself is a powerful motivator.
Zdd sa, Ze samotnd negativita je silnym motivdtorom.

move | pohyb, pohybovat sa, stahovat sa
Firma sa stahuje do Prahy.

The company is moving to Prague.

moving | pohnuty, dojimavy | found his speech really moving.
Myslim, Ze jeho re¢ bola naozaj dojimavad.

moving average | kizavy priemer The data can be presented using a moving average.
Ddta méZu byt prezentované pomocou klzavého priemeru.

movingly | pohnuto, dojimavo
up more parks.
Dojimavo hovoril o potrebe, aby centrd miest zriadovali viac parkov.

He spoke movingly about the need for town centers to set

multi- | predpona multi-, viac-, niekolko-
-million-dollar budget.
Ich najnovsia reklamnd kampari md niekolkomiliénovy rozpocet.

Their latest advertising campaign has a multi-

multichannel | viackandlovy, multikandlovy
keting.
Maloobchodnici pldnuju realizovat viackandlovy marketing.

Retailers plan to pursue multi-channel mar-

multidimensional | viacrozmerny, multidimenziondlny Intelligence is multidimensional,
and, in marketing, great emphasis is placed on one of its forms and that is emotional intelli-
gence.

Inteligencia je multidimenziondlna a v marketingu sa kladie velky déraz na jednu z jej foriem a tou je
emociondlna inteligencia.
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multidimensionality | viac rozmernost
the concept of culture.
Jeho najnovsia kniha skuma viac rozmernost pojmu kultura.

His latest book explores the multidimensionality of

multilateral | multilaterdlny
month.
Dalsie kolo multilaterdlnych rokovani sa zacne budtci mesiac.

The next round of multilateral negotiations will start next

multilateralism | multilateralizmus
of multilateralism.
Zdver tohto Cldnku zdérazriuje déleZitost multilateralizmu.

The conclusion of this article stresses the importance

multilevel | viactirovriovy
by the company.
Kurzy su sucastou viacurovriového Skoliaceho modelu vyvinutého spolocnostou.

The courses form part of a multilevel training model developed

multilevel marketing | multi-level marketing, sietovy, viactroviiovy marketing
involved with a multilevel marketing firm that sells beauty products.
Pdr je zapojeny do multilevel marketingu u firmy, ktord preddva kozmetické vyrobKky.

The couple is

multilingual | viacjazycny New members of the team are receiving English and Spanish
language lessons so they can better understand their colleagues in the multilingual environ-
ment.

Novi &lenovia timu absolvuju hodiny anglického a Spanielskeho jazyka, aby lepsie porozumeli svojim
kolegom vo viacjazy¢nom prostredi.

multilingually | multilingvdlne, viacjazyéne
published multilingually.
Mnohé vlddne vyhldsenia st publikované viacjazycne.

Many government announcements are

multimedia | multimédid, multimedidlny
mobile phone services.
Multimedidlny obsah teraz tvori neoddelitelnu sucast sluzieb mobilnych telefénov.

Multimedia content now forms an integral part of

multinational | nadndrodnd spolocnost, nadndrodny
than governments?
Su teraz nadndrodné spolocnosti mocnejsie ako vlddy?

Are multinationals now more powerful
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