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TEXT | ZDENKA KADEKOVA, PRISPEVKY | CONTRIBUTIONS

INGRIDA KOSICIAROVA

PUBLICITY ASATOOL OF
PR ACTIVITIES WITHIN CSR CONCEPT
IN FOOD ENTERPRISES IN SLOVAKIA

Paper points at the publicity as a tool of public relations (PR) within CSR concept

in the practice of food enterprises in Slovakia and analyzes its use in terms of foreign
participation, production focus and size of enterprises and subsequently evaluates
the benefits of using publicity as a tool of PR within CSR concept. The actual research
was implemented in 125 food enterprises. When processing the statistical data, we
have used several methods of statistical evaluation, as the frequency and contingency
tables, the absolute and relative frequencies, 2 test of good agreement, Likert scale,
Cramer's V Coefficient and Kruskal-Wallis test. The results of the research confirmed
that the publicity as a part of PR within CSR concept in the practice of analyzed

food enterprises is primarily focused on building the reputation of the company.
Conclusion of the submitted paper offers the most important results of research

with aim of practical application in food enterprises.

Introduction Corporate social responsibility (CSR) is a continuous act by business entities
to contribute to economic development while improving the quality of life, lLabour force as well as
the whole society (Lee 2015). The CSR has a positive impact on both market and society. It is well
known that CSR programs help improve the reputation of the company (Jankova et al. 2016, DZupi-
na 2016). The CSR of companies provides an advantage or opportunity in improving the morale,
relations and retention among the employees of the company. CSR strategies usually refer to re-
cyclable packaging, promotion of social awareness and portions of profits for charitable groups. It
goes hand in hand with social responsibility practices like ethical behaviour. Administrators, exec-
utives and stakeholders are also influenced by the corporate social responsibility. Corporate social
responsibility in events is truly impactful and innovative. CSR is gaining an increasing importance,
acceptance and application in the business practice. It is also about understanding the company, its
activitiesasanintegral part of the whole society and the life of the company as awhole (Horska et al.
2010). Economic efficiency, social involvement in the community and environmental responsibility
are reflected in triple bottom line or 3 P- People, Planet, Profit (Catherwood 2005). Creating an ef-
fective marketing strategy according to current trends is a key process needed to achieve sustain-
able growth that can result in attracting a great number of existing as well as potential customers
(Lizbetinova et al. 2019). Marketers must make sure that their messages of offensive nature are
properly compensated, are not too aggressive, and do not prevail in their communication style
(Sieglova 2019). One of the most important ways to show the community company’s attitude
towards CSR concept is using the publicity as a tool of public relations.

Public relations in the food enterprises Modern technologies that lead to ,global down-
sizing” in food businesses have resulted in increasing the sophistication of marketing and public

relations methods practically throughout the world (Ries et al. 2009). Global food suppliers, such
as Pepsi or Nestlé, are looking for local marketing partners with whom they work in their home
markets. This extends the use and understanding of modern marketing tools in the world. Many
business conglomerates have developed their own worldwide network of advertising and PR
agencies that support both multinational and local clients. This provides several possibilities for
the use of PR for food enterprises seeking to enter foreign markets (Pfikrylova and Jahodova 2010).
Alongside the globalization of food producers, the globalization of marketing communication ser-
vice providers, including PR, is progressing rapidly. It is expected that in the near future there
will be only a few dominant brands of food and beverages that will support only a few dominant
advertising and PR agencies in the media. However, regional products will, of course, remain in
place, with some products predestined to remain a regional commodity due to problems with their
distribution or their potential mass production (Hes at al. 2009).

When food enterprises decide to use public relations to promote their products, whether on the
domestic market or abroad, they must bear in mind one thing: public relations do not exist and do
not work under vacuum. The boundary lines between the elements that make up the communica-
tion mix disappear, and it is much more common to realize public relations in parallel with other
elements of the communication mix, thereby creating integrated marketing communication. Such
symbiosis is observable in all sectors of the economy. As the budget for a marketing campaign
decreases, public relations play an increasingly important role in the marketing mix. This is doubly
true in food businesses (Kadekova 2014). The future of public relations in food businesses will
be influenced by several factors - the ongoing ,shrinking” of the world due to new technologies,
globalization, ,tabloids” or lowering the professional level of media, reducing public confidence in
institutions in general, and strategic needs of a particular company. However, it remains true that
any trade in a democratic society begins and ends upon its acceptance and approval by the public.
Therefore, the honesty must be the cornerstone of the business strategy (Kotler et al. 2007).

Publicity and its importance in the formation of public opinion PR is a science of how to
create and influence public opinion. Its main means are the media. One of the basic principles of
working with the media is to provide interesting information to journalists, who then decide inde-
pendently whether to publish it or not. Such information also enjoys incomparably greater public
confidence than direct advertising (Huges 2006). Publicity in public relations is an in-house, active
approach of every company, where journalists are informed in advance by the company itself. This
prevents inaccurate information damaging the company's reputation (Raaij et al. 2011).

A wide range of tools can be used to use the publicity: press releases, promotional materials,
press kits, internet, information e-mails and newsletters, press conferences and receptions, round
tables, journalists invitations to business partner conferences, domestic or foreign excursions,
lectures, seminars and, last but not least, interviews. The materials intended for journalists must
be professionally prepared, elaborated in a journalistic style, accurate, up-to-date, comprehensi-
ble and valuable. The most commonly used are press releases and expanded press information
(Caywood 2003). Identifying key journalists and developing personal contacts with them is nec-
essary to create high-quality media relations in order to achieve the desired publicity. Creating
personal contacts with journalists takes a lot of time and effort but is a long-term investment in
the development of the image and reputation of the company (Sietel 2001). Any evasive attitude
towards journalists is inappropriate, the worst attitude is not to communicate at all as the attitude
of the company to the media should be proactive. The PR specialist must be an excellent diplomat
(Caspermedia 2012).

The company website is an important source of information. Information for journalists should
be made available at the first level and in particular the contact for the media relations manager,



including the e-mail address and telephone number, should be published as well (Czinkota and
Ronkainen 2007).

Spontaneous publicity in the media is an effective and inexpensive form of company commu-
nication. Spontaneous publicity in the news can indicate the strength of the brand. Mention-
ing the company or brand in the case of spontaneous publicity is not paid and the target will
meet it in the natural environment (Kadekova 2014). Publicity can be ensured by well-found-
ed analysts, or generally known data on consumer topics are published. Media coverage can
give a more accurate picture of the business or brand position. Whether spontaneous publici-
ty is truly objective cannot be assessed. It often happens that a market leader in a particular
segment is not only the largest payer of ad space, but also has the best numbers in spontaneous
publicity that is not paid (Kotler et al. 2007).

Nowadays, businesses are facing a number of challenges due to the dynamic environment. Suc-
cessful implementation of sustainable practices through entrepreneurial activities is crucial to
a more sustainable economy (Lorincova et al. 2018).

In the case of publicity, establishing quality relationships with media representatives takes a lot
of time and effort, but is a long-term investment in developing the image and reputation of the
company, especially in communicating CSR concept-related activities (Mravikova 2009).

Aim and methodology Aim of the paper was to point at the publicity as a tool of public
relations (PR) within CSR concept in the practice of food enterprises in Slovakia and analyses its
use in terms of foreign participation, production focus and size of enterprises and subsequently
evaluates the benefits of using publicity in food enterprises with foreign participation and in the
Slovak food enterprises (without foreign participation). We have evaluated just the activities that
are part of CSR concept and later are communicated with public by using the media which makes
it an effective tool for creating the image of the company as a part of public relations.

In order to find the solution of the given problem have been analysed information of using public-
ity as a part of PR in the practice of food enterprises. These data were important in terms of the
initial analysis of the market situation.

Among 358 food enterprises listed in the official Business Register (note [1]), the questionnaire
was sent to 230 ones in electronic form. The actual research was implemented in 125 food enter-
prises (Table 1).

Production Focus Number of Enterprises

Meat and meat processing enterprises 29
Enterprises processing milk and dairy products 25
Pastry and flour manufacturers 22
Enterprises producing alcoholic beverages 15
Enterprises producing vegetables 14
Enterprises whose main activity is processing of confectionery 11
Enterprises producing soft drinks 9
Total 125

Table 1: Representation of enterprises involved in research by production focus
Source: authors

The representativeness of the sample number of food enterprises has been tested by x? test
of good agreement (Table 2).

Number of food enterprises (note [2]) 358,00000
Result of the test

Calculated value 16,05909
Table value 16,81298

Table 2: ¥? test of good agreement - representativeness of sample - Number of food enter-
prises; Source: SOSR, Authors calculations, output XLSTAT

The issue of analyzing the use of publicity as a PR tool in the practice of food businesses in
Slovakia and the resulting benefits is the subject of the following part.

In order to fulfil the given aim, following hypothesis had been defined:

Hypothesis 1: In the food enterprises with foreign participation, publicity as a PR tool within the
CSR concept is used more widely (nationwide) than in food enterprises without foreign partici-
pation (Slovak food enterprises).

Hypothesis 2: The use of publicity as the PR tool within CSR concept differs according to produc-
tion focus. It is used the most in the food enterprises producing non-alcoholic beverages and
confectionery (nationwide), to the smallest extent (regional) is used in enterprises processing
milk and dairy products as well as in meat and meat processing food enterprises.

Hypothesis 3: The use of publicity as the tool of PR within CSR concept varies in micro, small, me-
dium and large enterprises, while publicity is most widely (nationwide) used in large enterprises.
Hypothesis 4: There is no difference in the perception of the benefits from using publicity as
a part of PR within the CSR concept in the practice of food enterprises with foreign participation
and food enterprises without foreign participation (Slovak food enterprises).

When processing the statistical data, we have used several methods of statistical evaluation,
as the frequency and contingency tables, the absolute and relative frequencies, ¥? test of good
agreement, Likert scale, Cramer's V Coefficient and Kruskal-Wallis test (similar as in other relat-
ed research by e.g. Bulanda et al. 2018, Kubicova et al. 2018, Predanocyova at al. 2018, Mach et
al. 2018, Rybanska 2015, Rauova et al. 2018, Dzupina 2016, Smutka et al. 2016, Polakevitova
2015, Kadekova et al. 2014 etc.).

Based on a comparison of the calculated values and test criteria we do not reject the null hy-
pothesis; sample number of food enterprises is representative on the significance level alpha
0.01.

Results and discussion
« Analysis of preferred media as a tool of PR within CSR concept in the food enterprises with foreign
participation and in the food enterprises without foreign participation (Slovak food enterprises)

Hypothesis 1: In the food enterprises with foreign participation, publicity as a PR tool within
the CSR concept is used more widely (nationwide) than in food enterprises without foreign
participation (Slovak food enterprises).

Initial analyzes revealed 75% share of food enterprises without foreign participation (Slovak



food enterprises) to 25% share of the food enterprises with foreign participation.

The analysis of the type of preferred media revealed statistically significant differences be-
tween the analyzed categories of enterprises. Table 3 shows the results of x> contingency test
to reject the null hypothesis of independence of the preferred media type, since the p value is
less than alpha 0.05. In this case we can confirm the moderate dependence.

Chi-square (Observed value) 19,6210
Chi-square (Critical value) 3,8410
DF 1,0000
p-value < 0,0001
Alpha 0,0500
Cramer's V 0,4220

Table 3: %? contingency test results - kind of preferred media in food enterprises
with foreign participation and Slovak food enterprises
Source: Authors calculations, output XLSTAT

Food enterprises with foreign participation prefer mostly nationwide media, while Slovak
food enterprises prefer more regional media. Overall, when using publicity, the share of na-
tionwide media is greater than regional media (Table 4).

Business category Regional Nationwide Total
Food enterprises with foreign participation 9,677 90,323 100
Slovak food enterprises 57,778 42,222 100
Total 45,455 54,545 100

Table 4: Percentages of preferred media types in food enterprises with foreign participation
and Slovak food enterprises
Source: Authors calculations, output XLSTAT

 Analysis of preferred media as a tool of PR within CSR concept in the food enterprises according
to production focus

Hypothesis 2: The use of publicity as the PR tool within CSR concept differs according
to production focus. It is used the most in the food enterprises producing non-alcoholic
beverages and confectionery (nationwide), to the smallest extent (regional) is used in
enterprises processing milk and dairy products as well as in meat and meat processing
food enterprises.

We used the aggregation of enterprises according to a similar production focus for the
purpose of better statistical processing, so that the individual groups of food enterpris-
es were approximately the same numbers, as follows:

Vv Enterprises producing alcoholic beverages

Vv Meat and meat processing enterprises

Vv Enterprises producing vegetables

Vv Pastry and flour manufacturers

Vv Enterprises producing soft drinks

Vv Enterprises processing milk and dairy products

Vv Enterprises processing confectionery

When analyzing preferred media types in specific food sectors according to production fo-
cus, statistically significant dependencies were found. This means that the individual sec-
tors of the analyzed enterprises prefer different types of media to provide information about
themselves. These facts are confirmed in Table 5, where the theoretical significance level is
lower than the determined alpha significance level of 0.05. In this case, there is a moderate
dependence between the different food business sectors and the preferred type of media.

Chi-square (Observed value) 22,960
Chi-square (Critical value) 12,592
DF 6,000
p-value 0,001
Alpha 0,050
Cramer's V 0,436

Table 5: % contingency test results - kind of preferred media in food enterprises by pro-
duction focus
Source: Authors calculations, output XLSTAT

Food business sectors that prefer nationwide media include pastry and flour manufacturers,
enterprises processing confectionery, alcoholic beverages and soft drinks. Their share ranges
from 59.1% (for pastries) to 100% (for soft drinks). On the other hand, sectors which pre-
fer rather regional media include enterprises processing milk and dairy products, enterprises
producing vegetables as well as meat and meat processing enterprises. Their share ranged
from 56.5% (for milk and dairy products) to 70.4% (for meat products). Overall, the share of
preferred nationwide media represented 54.5% to 45.5% of regional media (Table 6).

Production focus Regional Nationwide Total
Enterprises producing alcoholic beverages 13,3 86,7 100
Meat and meat processing enterprises 70,4 29,6 100
Enterprises producing vegetables 57,1 429 100
Pastry and flour manufacturers 40,9 59,1 100
Enterprises producing soft drinks - 100,0 100
Enterprises processing milk and dairy products 56,5 435 100
Enterprises processing confectionery 36,4 63,6 100
Total 45,5 54,5 100

Table 6: Percentages of preferred media types in food enterprises by production focus
Source: Authors calculations, output XLSTAT



* Analysis of preferred media as a tool of PR within CSR concept in the food enterprises according
to size of food enterprises

Hypothesis 3: The use of publicity as the tool of PR within CSR concept varies in micro,
small, medium and large enterprises, while publicity is most widely (nationwide) used in
large enterprises.

The analysis of this hypothesis was based on the basic division of enterprises by size: the
decisive primary factor in determining the size of the company is the number of employees,
followed by turnover as follows (Euroekoném 2010):

Vv Micro-enterprises: 1 — 9 employees; turnover € 2mil. €

v Small enterprises: 10 - 49 employees; turnover € 10mil. €

Vv Medium enterprises: 50 — 249 employees; turnover € 50mil. €

Vv Large enterprises: 250 and more employees; turnover > 50mil. €

The size of the enterprise, as measured by the average number of employees, has an impact on
the preferred media type. This is confirmed by the results of the ¥? contingency test, where the
calculated theoretical significance level is less than the determined alpha significance level of
0.05. Based on the value of the contingency coefficient, we can confirm a strong dependence
between the preferred media type and the size of the enterprise (Table 7).

Chi-square (Observed value) 54,8860
Chi-square (Critical value) 9,4880
DF 4,0000
p-value < 0,0001
Alpha 0,0500
Cramer's V 0,6740

Table 7: ¥? contingency test results - kind of preferred media in food enterprises by size
Source: Authors calculations, output XLSTAT

Table 8 provides detailed information on the percentages of preferred media types classified
by enterprise size categories. Food enterprises with an average number of employees less
than 10 (micro-enterprises) use only regional media. With the size of the enterprise, the share
of regional media is declining, while the share of using nationwide media is increasing with
the size of the enterprise.

Number of employees Regional Nationwide Total
Less than 10 100,0 - 100
11-49 81,0 19,0 100
50-249 34,8 65,2 100
250-500 111 889 100
More than 500 5,9 94,1 100
Total 45,5 54,5 100

Table 8: Percentages of preferred media types in food enterprises by size
Source: Authors calculations, output XLSTAT

* Analysis of the contribution of publicity as the tool of PR within CSR concept in food enterprises with
foreign participation and food enterprises without foreign participation (Slovak food enterprises)
Hypothesis 4: There is no difference in the perception of the benefits from using pub-
licity as a part of PR within the CSR concept in the practice of food enterprises with
foreign participation and food enterprises without foreign participation (Slovak food
enterprises).

Vv Analysis of the contribution of publicity as the tool of PR within CSR concept in food
enterprises with foreign participation

For food enterprises with foreign participation, were found statistically significant dif-
ferences in the perception of the benefits of using publicity as a part of PR within CSR
concept. This is documented in Table 9, which shows the results of the Kruskal-Wallis
test. The calculated theoretical level of significance is less than the determined alpha
significance level of 0.05, therefore we reject the null hypothesis that there are no dif-
ferences in the perception of the benefits of publicity.

Kruskal-Wallis test:

K (Observed value) 67,3200
K (Critical value) 11,0700
DF 5,0000
p-value (Two-tailed) < 0,0001
Alpha 0,0500

Table 9: Results of Kruskal-Wallis test — benefits of using publicity as the tool of PR
within CSR concept in the food enterprises with foreign participation
Source: Authors calculations, output XLSTAT

All analyzed benefits of using the publicity as the tool of PR within CSR concept are
considered very important by enterprises with foreign participation, with the highest
share (80.6%) for benefiting from ,building the reputation of the company”, followed
by the benefits of ,knowing by the general public” (67.7%) and offers ,protecting the

«

reputation of the company” (58.1% ).

Vv Analysis of the contribution of publicity as the tool of PR within CSR concept in food
enterprises without foreign participation (Slovak food enterprises)

The benefit of using publicity as the tool of PR within CSR concept was evaluated in
Slovak food enterprises by Likert scale. Using the Kruskal-Wallis test, it was found that
there were statistically significant differences in the perception of selected publicity
benefits. Table 10 shows the results of the Kruskal-Wallis test. The calculated p value is
less than the determined alpha level of significance of 0.05, which means that the null
hypothesis of the absence of differences in perception of selected benefits of using the
publicity as the tool of PR within CSR concept is rejected.
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Kruskal-Wallis test:

K (Observed value) 67.3200
K (Critical value) 11.0700
DF 5.0000
p-value (Two-tailed) < 0.0001
Alpha 0.0500

Table 10: Results of Kruskal-Wallis test — benefits of using publicity as the tool of PR within
CSR concept in Slovak food enterprises
Source: Authors calculations, output XLSTAT

The majority of Slovak food enterprises (59.3%) perceive ,building the reputation” as a very
important contribution of using publicity as the tool of PR within CSR concept. The benefits of
using publicity ,knowing by the general public” are also considered by Slovak food enterprises
to be very significant (51.6%) The third most important benefit of using publicity is ,protect-
ing the reputation of the company” (47.8%). Slovak food enterprises have had an indifferent
attitude towards the other three benefits of using publicity - increasing the number of cus-
tomers, product sales and profit.

Conclusion Dzupina (2013) examined the presence of sectoral differences in commu-
nicating the basic dimensions of CSR. In the light of other similar research (Nagyova et al.
2018, Nelson 2003, White 2017, DZupina et al. 2016, Wiese and Toporowski 2013, Hartmann
2011, Cheeseman 2017), can be assumed that the area of the company's social involvement
would depend on the industry in which it operated. It was based on the general assumption
that businesses in the service sector would appeal more to the dimensions of volunteering,
economic and social responsibility. On the other hand, primary sector enterprises (agriculture,
extractive industries) and industrial enterprises are more oriented towards environmental
and environmental responsibility and in this way is also communication with public. Research
by DZupina (2013) proved statistically insignificant differences between businesses and their
communication of CSR activities in different sectors of the national economy, also confirmed
that some sectors are more socially responsible than others.

Submitted paper pointed at the publicity as a tool of public relations (PR) within CSR concept
in the practice of food enterprises in Slovakia and analysed its use in terms of foreign partic-
ipation, production focus and size of enterprises and subsequently evaluated the benefits of
using publicity in food enterprises with foreign participation and in Slovak food enterprises
(without foreign participation). The questionnaire research was implemented in 125 food en-
terprises. The base for our research was created by 4 hypothesis.

Hypothesis 1: In the food enterprises with foreign participation, publicity as a PR tool within
the CSR concept is used more widely (nationwide) than in food enterprises without foreign
participation (Slovak food enterprises).

Analyzes revealed 75% share of food enterprises without foreign participation to 25% share
of the food enterprises with foreign participation. The analysis of the type of preferred media
revealed statistically significant differences between the analyzed categories of enterprises.
Food enterprises with foreign participation prefer mostly nationwide media, while Slovak
food enterprises prefer more regional media. Generally, the share of nationwide media is
greater than the share of regional media.

Hypothesis 2: The use of publicity as the PR tool within CSR concept differs according to
production focus. It is used the most in the food enterprises producing non-alcoholic bever-
ages and confectionery (nationwide), to the smallest extent (regional) is used in enterprises
processing milk and dairy products as well as in meat and meat processing food enterprises.

When analyzing preferred media types in specific food sectors according to production focus, sta-
tistically significant dependencies were found. The individual sectors of the analyzed enterprises
prefer different types of media to provide information about themselves. There is a moderate
dependence between the different food business sectors and the preferred type of media.

Food business sectors that prefer nationwide media include pastry and flour manufacturers,
enterprises processing confectionery, alcoholic beverages and soft drinks. On the other hand,
sectors which prefer rather regional media include enterprises processing milk and dairy
products, enterprises producing vegetables as well as meat and meat processing enterprises.
The share of preferred nationwide media represented 54.5% to 45.5% of regional media.

Hypothesis 3: The use of publicity as the tool of PR within CSR concept varies in micro, small,
medium and large enterprises, while publicity is most widely (nationwide) used in large en-
terprises.

The size of the enterprise has an impact on the preferred media type. We can confirm a strong
dependence between the preferred media type and the size of the enterprise. Food enterprise
with an average number of employees less than 10 use only regional media. With the size of
the enterprise, the share of regional media is declining, while the share of using nationwide
media is increasing with the size of the enterprise.

Hypothesis 4: There is no difference in the perception of the benefits from using publicity as
a part of PR within the CSR concept in the practice of food enterprises with foreign participa-
tion and food enterprises without foreign participation (Slovak food enterprises).

For food enterprises with foreign participation, were found statistically significant differences
in the perception of the benefits of using publicity as a part of PR within CSR concept. We
reject the null hypothesis that there are no differences in the perception of the benefits of
publicity.

Building the reputation of the company is the most important benefit from using the publicity
as the tool of PR within CSR concept.

In the Slovak food enterprises were found statistically significant differences in the percep-
tion of selected publicity benefits. The null hypothesis of the absence of differences in per-
ception of selected benefits of using the publicity as the tool of PR within CSR concept was
rejected. Also - the majority of Slovak food enterprises consider ,building the reputation” as
a very important benefit from using publicity as the tool of PR within CSR concept.

Poznamky | Notes [1] Companies listed in the Business Register, contributory organi-
zations, which are market producers, with 20 or more employees and organizations with less
than 20 employees with annual revenues from own performances and goods EUR 5 million
or more; included manufacturing food businesses, excluding manufacturing businesses with
tobacco products. Agricultural services: RADELA Ltd., 2018.
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[2] Total number of registered Food Enterprises in Slovakia in 2018 based on data by SOSR,
The statement includes: Companies listed in the Business Register, contributory organiza-
tions, which are market producers, with 20 or more employees and organizations with less
than 20 employees with annual revenues from own performances and goods EUR 5 million
or more; included manufacturing food businesses, excluding manufacturing businesses with
tobacco products. Agricultural services: RADELA Ltd., 2018.
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THE DROPOUT IN TERTIARY
EDUCATION AT CZECH PUBLIC AND
PRIVATE UNIVERSITIES AS A RESULT
OF SCHOOL MARKETING

The situation of tertiary education in the Czech Republic has changed dramatically in the

last 15 years after joining the European Union. The demographic decline of the population,
structural changes in the number of employees, the expansion of tertiary education and the
impact of economic cycles change the overall extent and structure of the transition of univer-
sity graduates to the labor market. The resulting changes can lead to serious problems, both
on the supply side and the labor demand side. An equally significant impact on the dropout of
university education has the implementation of school marketing. A school that makes better
use of marketing in its activities has a greater chance of getting material and quality teachers.

To some extent, private schools are in a better position because to have effective marketing
policies in place for some time now. This article deals with the development of the dropout at
public and private universities in the Czech Republic. Further, it compares the dropout accor-
ding to the degree of the study program. The answers to the research questions were obtained
through the analysis of secondary data (literature, research, annual reports and long-term
intentions of universities. Based on the performed analysis, the fact that in the Czech Republic
the dropout rate is increasing every year is confirmed and thus represents one of the main
actual problems of the Czech public but also private universities.

Introduction In the recent years, the educational market has become more dynamic and com-
plex. There are many market forces that are trying to shape the educational environment (Sousa and
Magalhaes 2019). Although the area of Czech higher education has been in the interest of several re-
searchers in recent years (Dvoiagkova et al. 2014, Sima and Pabian 2013), only a few research studies
engaged with the problem of the dropout in tertiary education at Czech universities (Mouralova and
Tomaskova 2007, Fuc¢ik and Slepitkova 2014). The phenomenon of dropout of university graduates is
not only a topic for academic research but also has practical relevance. Both the universities them-
selves and the various representatives of educational policy in the Czech Republic are interested in
what causes the dropout at Czech public and private universities and how to fight it.

The dropout in tertiary education is, therefore, a problem for almost all universities in the Czech
Republic for several reasons. Firstly, the dropout of graduates increases slowly but at a steady pace,
especially in bachelor's degree programs. Secondly, the rapid increase in the number of students in
the last twenty years has brought new groups of people to universities in the Czech Republic, with
a significantly different experience, previous education, expectations, and needs. Universities have
reacted to this change through their capacities, but universities approach often very slow for more
radical changes in the concept of teaching, access to students and support services (Stoeber et al.
2011). Just competitive pressure has propelled many universities to increase the number of students
admitted as a means of increasing their income (Watjatrakul 2014). Thirdly, the number of applicants
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for higher education has peaked in 2010 and has been decreasing gradually since then. This is due to
the lower number of graduates with GCSE. Universities that are still largely dependent on the num-
ber of students existentially have a problem to fill their capacities and thus turn their attention to the
high dropout of their graduates. Fourthly, in Western Europe, the issue of the dropout of university
graduates has been actively discussed for many years, and thanks to cooperation between countries,
this topic is being transferred to the Czech Republic.

The European Commission also has a role in these problems (De Wit 2020). The European Commission
informs about the problem of dropout in strategic materials and also in the conditions for drawing on
EU structural funds (Kehm et al. 2019). At the international level, despite EU efforts, there is no data
available to reliably compare countries with each other according to the dropout of university gradua-
tes; there are too large differences in the methodologies used. However, the available information
suggests that the dropout of university graduates in the Czech Republic represents an average in com-
parison with European countries (Pokorny 2019). What, on the other hand, can be compared are the po-
licies and approaches that countries apply about the dropout of higher education. A major contribution
in this respect was the study HEDOCE (Higher Education Dropout and Completion in Europe), to which
the authors contributed a case study that also offers inspiration for the Czechia (Stiburek et al. 2017).
The changing demands of the labor market require universities to develop more marketing activities
(Rizkallah and Seitz 2017). These include the preparation and implementation of training programs
aimed at developing key skills supporting employability and flexibility of graduates. The number of
students decreases every year. Competition between universities is growing, not only for students
but also for qualified teachers, competing for funds from both public and non-public sources. The
range of study offers is increasing, and education has become more global with EU accession. This
places higher demands on newly oriented development of educational institutions. In addition to
the introduction of modern management methods and the creation of a ,learning universities®, these
also include: introduction of quality management; customer orientation in terms of ,total customer
care; benchmarking; disseminating good image; improving public relations (Rahman et al. 2019,
Al-Hazmi 2020). Also, possibilities for universities are to use digital content marketing as a means of
brand building for colleges and universities (Pharr 2019).

In some of the above areas, universities in the Czech Republic are active, for example in providing
support and compensatory courses. Unfortunately, in other areas, the situation is worse, especially
when it comes to working with potential candidates. Most Czech universities more invest in their
marketing and try to attract as many students as possible. But only a few universities give true and
comprehensible information about what is waiting for potential candidates in the study and what are
requirements, which they will have to fulfill in their studies (Rumberger and Lim 2008). The fact that
is most neglected in the creation of measures in the field of graduate dropout in the Czech Republic
is a more detailed work with students' motivation (Svec et al. 2015). The state of the policy in the
field of support for the study successes of university students reflects a large extent the surviving
conservative concept of the role of universities (Christie at al. 2004).

Higher education institutions are looking every possible way to the increase of a number of students,
accepting lower admission criteria and seeking to drive out graduates more quickly (Strach 2017).
How universities influence their students through their marketing activities may later be reflected
also in the spread of a good reputation about their alma mater (Rézsa 2018). Modern approaches
for prediction of dropout students include machine learning, logistic regression, and decision trees
(Kemper et al. 2020).

Methodology Considering the aims of this article, a quantitative approach is chosen for its
elaboration. The work with secondary data includes mainly the research of existing literature and
the study of publicly available data about dropout at private and universities in the Czech Republic.

The yearbook of the Ministry of Education, Youth and Sports of the Czech Republic, which is freely
available on the Ministry's website, was selected as the main source for compiling a quantitative
content analysis of secondary data. The characteristic of quantitative research is the straightforward
data collection and the work with accurate, numerical data, which enables their rapid analysis. The
results are independent of the researcher in quantitative research. As the time period was chosen
range of years 2008/09 - 2018/19, it is the range of the past 10 years.

The Yearbook of the Ministry of Education, Youth and Sports of the Czech Republic includes various
information and data about the development of Czech higher education (numbers of students, num-
bers of graduates, numbers of foreign students, numbers of women and men studying, numbers of
students of private and public schools, students according to the form of the study program, etc.). For
analysis about dropout at Czech public or private universities in this study were important data about
the number of students and the number of graduates in individual academic years.

The following formula was used to calculate the dropout rate: (number of students — number of
graduates) / number of students * 100. The decisive factor in calculating the dropout rate within
each type of study program was the determination of the period of study due to the initial number
of students and the final number of graduates. The standard period of bachelor studies in the Czech
Republic is 3 years, master study program 5 years, follow-up master study program 2 years and
doctoral study program for 3 years. The graphical representation of the results was used to better
represent the results in Microsoft Excel.

Finally, a comparative analysis of the dropout rate was conducted within private and universities in
the Czech Republic. Based on the results were determined conclusions about the development of
dropout at Czech private and public universities as one of the consequences of school marketing in
the Czech Republic.

Limits of this study can be considered to be limited to quantitative research only, and it would be
interesting to include qualitative approaches such as semi-structured expert interviews with vice-
-rectors for study affairs or with people from a strategic or similar department, who process analysis
of dropout. Another Llimit of this study is the limitation only on dropout within the Czech Republic,
further research could be focused on comparative analysis of dropout data with other countries.

Research The first part of the research was focused on the analysis of data on the dropout
of university graduates in the Czech Republic in bachelor study programs. From Table 1 we can see
that the percentage of graduate dropout rates ranges at public universities from about 78-81% and
at private universities from 67-81%.

The annual growth The dropout rate = The annual growth

The dropout rate -

Period of study ublic universities rate of dropout - private univer- rate of dropout -
P public universities sities private universities

2008/09-2010/11 78,20% - 81,37% -

2009/10-2011/12 78,50% 0,30% 75,81% -5,55%
2010/11-2012/13 78,62% 0,12% 71,99% -3,82%
2011/12-2013/14 78,82% 0,20% 67,28% -4,71%
2012/13-2014/15 79,11% 0,29% 67,07% -0,22%
2013/14-2015/16 79,48% 0,38% 68,53% 1,46%
2014/15-2016/17 80,59% 1,11% 71,85% 3,32%
2015/16-2017/18 80,18% -0,41% 71,67% -0,17%

Table 1: The dropout tertiary education — bachelor study program
Source: Author according to the Ministry of Education, Youth and Sports (2019)
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Graph 1 shows the annual growth rate of dropout of graduates, which studied in bachelor's programs
at Czech public and private universities. Based on the results of Table 1 and Graph 1, the dropout rate
at private universities is lower than the dropout rate at public universities. Marketing activities play
the most important role in promoting bachelor's degree programs at private universities.

The annual growth rate
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Graph 1: The annual growth rate of dropout — bachelor study program
Source: Author according to the Ministry of Education, Youth and Sports (2019)

The next part of the analysis was focused on the development of the dropout rates in master's
degree programs (Table 2). The percentage of dropout rates of these graduates ranges from
about 85-88% at public universities. The success rate of the study is approximately 12-15%
at public universities. The percentage of dropout rates of these graduates ranges from about
25-70% at private universities.

Graph 2 also shows the annual growth rate of dropout for master's degree programs. The dropout
of study in the academic year 2009/10-2013/14 decreased by 0,98% compared to the previous year,
which represents improvement in study success rate at Czech public universities. In the following
year, on the other hand, the dropout to complete the master's programs at public universities inc-
reased by 0,97% compared to the previous year. In masters programs starting in 2011/12, 2012/13
and 2013/14, the dropout decreased first by 0,72%, the following year by 0,16% and the last year by
0,86%, which on the other hand means an increasing the graduates' success. The number of students
studying the master's program is considerably smaller in private than in public universities. This fact
is also reflected in the alternating improvement and worsening of their failure to study.

The annual growth rate
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Graph 2: The annual growth rate of dropout - master's study program
Source: Author according to the Ministry of Education, Youth and Sports (2019)

Table 3 shows the dropout in tertiary education in the follow-up master's programs. The
percentage of graduates' dropout rate in the monitored period ranges from about 63-69% at
public universities and from about 57-64% at private universities in Czech Republic.

The dropout The annual The dropout The annual
. ) growth rate of . growth rate of
Period of study rate - public . rate - private .
N oes dropout - public . oee dropout - priva-
universities - e universities . "
universities te universities

2008/09-2012/13 87,56% - 59,69% -
2009/10-2013/14 86,57% -0,98% 69,15% 9,46%
2010/11-2014/15 87,54% 0,97% 50,00% -19,15%
2011/12-2015/16 86,81% -0,72% 25,00% -25,00%
2012/13-2016/17 86,66% -0,16% 37,50% 12,50%
2013/14-2017/18 85,80% -0,86% 60,00% 22,50%

Table 2: The dropout tertiary education — master's study program
Source: Author according to the Ministry of Education, Youth and Sports (2019)

The dropout LLLELL L The dropout LWL
. . growth rate of - growth rate of
Period of study rate - public . rate - private .
. oee dropout - public ; o dropout - priva-
universities . ore universities - oe:
universities te universities

2008/09-2009/10 68,71% - 64,61% -
2009/10-2010/11 66,06% -2,65% 61,13% -3,48%
2010/11-2011/12 65,82% -0,24% 63,30% 2,17%
2011/12-2012/13 64,44% -1,38% 61,57% -1,73%
2012/13-2013/14 64,45% 0,01% 5747% -4,10%
2013/14-2014/15 63,75% -0,70% 61,91% 4,43%
2014/15-2015/16 63,81% 0,06% 58,52% -3,39%
2015/16-2016/17 63,81% 0,00% 62,15% 3,60%
2016/17-2017/18 64,16% 0,35% 62,32% 0,20%

Table 3: The dropout tertiary education - follow up master's study program
Source: Author according to the Ministry of Education, Youth and Sports (2019)
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The change in the dropout for graduates of the academic year 2009/10 compared to the dro-
pout of graduation in the previous year was 2,65%, which was a decrease in dropout at public
universities. In the following two years, the graduates of master's degree programs at public
universities were again more successful in their studies. Students who completed their studies
in 2012/13-2013/14 increased their dropout by 0,01%. In the following years, the dropout dec-
reased by 0,70% and then increased by 0,06%. The academic year 2015/16-2016/17 recorded no
year-on-year increase or decrease in the percentage of dropout. It was not until the last acade-
mic year in the reporting period that the value increased (Graph 3). The annual growth rate of
dropout at private universities is alternately decreasing or increasing by about a few percent.
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THE DROPOUT RATE

Doctoral studies represent the highest level of education that can be achieved by studying at
a university. The duration of this course is 3 years. You can see how successful graduates of
the doctoral study program at universities in the Czech Republic at public or private univer-
sities are in Table 4. The range of dropout in this study program at public universities ranges
from about 89-91%. The success rate ranges from 9-10%. The range of dropout in doctoral
study program at private universities ranges from about 85-97%.

The annual growth The dropout rate - The annual growth

Period of study Ttil?cr‘:;?:;rr;:iees_ rate of dropout - private univer- rate of dropout -
P public universities sities private universities

2008/09-2010/11 90,09% - 95,24% -

2009/10-2011/12 90,93% 0,84% 85,96% -9,27%
2010/11-2012/13 90,43% -0,50% 97,37% 11,40%
2011/12-2013/14 89,72% -0,71% 96,00% -1,37%
2012/13-2014/15 90,62% 0,90% 93,14% -2,86%
2013/14-2015/16 90,05% -0,57% 83,02% -10,12%
2014/15-2016/17 90,25% 0,20% 85,86% 2,84%
2015/16-2017/18 90,32% 0,07% 87,36% 1,50%

Table 4: The dropout tertiary education — doctor’s study program
Source: Author according to the Ministry of Education, Youth and Sports (2019)

Graph 4 shows the annual growth rate of dropout in the completion of the doctoral program
at universities for the period 2008-2018 at private and public universities in the Czech Re-
public. The annual growth rate of dropout at public universities is relatively stable. While the
annual growth rate of dropout at private universities is relatively unstable.
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Results Based on the results of a comparative analysis of the dropout tertiary education
at Czech public universities, it is possible to say that the highest percentage values are achieved
by graduates of doctoral study programs, where the dropout rate in individual years is around
90%. The second-highest percentage of dropout at university studies is achieved by students of
master's degree programs, which is approximately 87%. This is followed by a bachelor program,
where 80% of students do not complete their studies at all. And lastly, in comparing data on the
failure to study at universities, graduates of follow-up master's programs, where the percentage
dropout rate is the lowest in the period under review and is around 65%. The aforementioned
dropout at Czech public universities in the individual bachelor, master, follow-up and doctoral
degree programs are shown in Table 5. Popular fields at public universities include technology,
engineering and construction, as well as fields such as business and administration.

The dropout rate The dropout rate The dropout rate The dropout rate

Academic year (bachelor study (master’s pro- (follow up mas- (doctor’s study
program) gram) ter’s program) program)
2008/09 78,20% 87,56% 68,71% 90,09%
2009/10 78,50% 86,57% 66,06% 90,93%
2010/11 78,62% 87,54% 65,82% 90,43%
2011/12 78,82% 86,81% 64,44% 89,72%
2012/13 79,11% 86,66% 64,45% 90,62%
2013/14 79,48% 85,80% 63,75% 90,05%
2014/15 80,59% - 63,81% 90,25%
2015/16 80,18% - 63,81% 90,32%

Table 5: The dropout tertiary education at Czech public universities
Source: Author according to the Ministry of Education, Youth and Sports (2019)
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Based on the results of a comparative analysis of the dropout tertiary education at Czech
private universities, it is possible to say that the dropout is in most cases lower at private
universities in bachelor, master, master follow up and doctoral study program than public
universities (Table 6). At private universities only a very small proportion of students study
technical fields. Students most often choose fields of business, administration, and rights.
One of the reasons for this is the marketing activities of private universities. Marketing here is
a purposeful communication between an institution offering education on the one hand and
demanders, founders and other partners who have (or may have) an influence on the opera-
tion of the school on the other. In the education market, as in any other market, only those
who, in accordance with demand, provide the most advantageous supply. The longer the rela-
tionships between the bidder and the supplier, the more effective and stronger the links are.
Marketing is also successful if all partners accept it, if it is done systematically, thoughtfully,
and if the educational institution responds to the demands of the environment in accordance
with its own capabilities and intentions.

The dropout rate  The dropout rate ~ The dropout rate The dropout rate

Academic year (bachelor study (master’s pro- (follow up mas- (doctor’s study
program) gram) ter’s program) program)
2008/09 81,37% 59,69% 64,61% 95,24%
2009/10 75,81% 69,15% 61,13% 85,96%
2010/11 71,99% 50,00% 63,30% 97,37%
2011/12 67,28% 25,00% 61,57% 96,00%
2012/13 67,07% 37,50% 5747 % 93,14%
2013/14 68,53% 60,00% 61,91% 83,02%
2014/15 71,85% - 58,52% 85,86%
2015/16 71,67% - 62,15% 87,36%

Table 6: The dropout tertiary education at Czech private universities
Source: Author according to the Ministry of Education, Youth and Sports (2019)

In the Czech Republic, students can choose from a wide range of public or private univer-
sities. Most students study at public universities. At private universities, students must pay
for their studies. Fees vary, for example, depending on whether the student is studying in
Czech or English, or whether it is a Czech or foreign institution. The amount of tuition fees
is usually in the range of 20 000 - 30 000 crowns per semester. Many private universities
offer incentive programs to their students, and students receive a merit scholarship. Public
universities usually offer more degree programs than private ones. Not all subjects can be
studied at private universities. For example, medicine, architecture or chemistry can only
be studied at public universities. Private universities most often offer economics, political
science, law or marketing.

The Ministry of Education, Youth and Sports of the Czech Republic increasingly pay atten-
tion to the dropout in tertiary education at Czech universities. It is starting to apply some
tools for its reduction in this area, such as an amendment to the act taking into account
the internal quality of higher education institutions, a change in the calculation of study
dropout in annual reports, more detailed analysis of dropout rate, or methodical regulation
for the calculation of dropout at universities (Matéjl et al. 2009).

Most public universities in the Czech Republic differ in the perception of dropout, mainly be-
cause of their funding. This fact also confirms the conclusion of the HEDOCE study or an article

by Svec et al. (2015) that the way of financing has a great influence on the behavior of the
institution. The dropout in tertiary education is further influenced by a number of external and
internal factors. The internal factors are: the size of the school, the location, and the degree
programs provided, the setting of the education system and so on. External factors also have
a significant impact on universities, in particular demographic, governmental and economic im-
pacts. These three factors are interrelated and very often translate into their pragmatic behavi-
or. Government influences are very important for universities, which are very closely connected
to economic influences at public universities, especially in financing. Given the demographic
trends, current funding is not favorable.

Based on the analysis of the dropout in tertiary education at Czech universities, several re-
commendations can be proposed that could improve the situation. This is a measure both at
the national and institutional levels. At the national level, this is a measure towards the Mi-
nistry of Education, Youth and Sports of the Czech Republic. This institution should further
support the discussion and collect, analyze and publish data on the failure rate at Czech
universities in more detail. Also, the ministry should adjust the funding conditions so that
universities are not forced to accept more students who are not ready for higher education,
which is causing an increase in the dropout. It is equally important that dropout not only is
assessed at the central level but addressed at the lowest possible level. At the institutional
level, | propose to collect data regularly, to analyze and evaluate this data on an ongoing
basis. It is important that universities sufficiently inform their applicants about the form of
their studies at universities. Public universities should also focus more on developing their
marketing activities and attracting sufficient numbers of students. (Pikalkova et al. 2014).
Finally, it is important to note that the dropout in tertiary education is not always seen in
a negative light. The dropout may not always have bad effects on an individual's life, but on
the contrary, sometimes one realizes that the academic environment is not right for every
person and some find much more sense in the working world.
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THE RELEVANCE OF VIRTUAL

SHOWROOMS FOR SANITARY RETAIL

Hardly any other technical achievement has influenced the economy and society as strongly
as the Internet. It not only offers unhindered access to almost all information in the world,
but also helps to process transactions faster and more efficiently. Brick-and-mortar retail

is increasingly under pressure due to the sometimes much cheaper competition from the
Internet and is losing market share. One solution is a multi-channel strategy that incorpora-
tes virtual aspects into customer service. This study uses five hypotheses to investigate the
extent to which virtual showrooms are used in sanitary retail and what benefits they bring
to companies. The survey among 250 sanitary retailers is intended to provide answers to
questions such as whether the use of virtual showrooms will increase and whether the use
of a virtual showroom saves time in the customer service process. It is also interesting to see
whether a virtual showroom has a positive effect on perceived customer satisfaction.
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1 Introduction Digitalization has been causing massive changes in stationary retail for

years. When used correctly, the innovative technology development can open up new doors
for addressing customers in stationary retail companies.

Distribution channels Market shares Tendency
2022
bathroom and sanitary trade 18.5 18.5 18.0 17.0 16.0 | Slightly falling
furniture and kitchen trade 34.0 34.0 33.5 33.0 32.0 | Slightly falling
DIY-trade 20.0 17.5 15.5 15.0 14.5 | Slightly falling
distance selling 15.0 17.5 20.0 22.0 25.0 | Significantly increasing
contract business 4.0 5.0 7.0 8.0 8.5 | Slightly increasing
Other stationary trade 8.5 75 6.0 5.0 4.0 | falling

Table 1: Distribution of bathroom furniture from 2010 to 2025 in %
Source: Titze (2019, p. 34)

The market for bathroom furniture, mirror cabinets and illuminated mirrors is divided into the
following sales channels: bathroom and sanitary trade, furniture and kitchen trade, DIY trade,
distance selling and contract business. The distribution channel that is examined in the con-
text of this work is that of the bathroom and sanitary trade. The new TITZE study shows that
the distribution in the ,Bathroom and sanitary trade” area as a submarket of the stationary
specialist trade will continue to decline in the next few years (Titze 2019, p. 34). In the long
run, this submarket has to think about how it can stop the trend with multi-channel sales.
Showrooms are an important place for company presentations and product presentations.

A classic exhibition space is associated with high costs, the exhibits have to be bought and
assembled and kept up to date. The exhibits are clearly presented to the end customer so that
these products can be considered visually and haptically. There is usually no sale or take-away
of the products here, as the exhibits must be preserved over a longer period for presentation
purposes (Heinemann 2017, p. 2). Due to its usual opening times, stationary retail is only acce-
ssible to a limited extent. The opening hours in online trading, however, are unlimited and
therefore accessible at any time and from anywhere. A fifth of online sales are already made
on Sundays (Heinemann 2019, p. 306). Today, the customer is well informed, he wants to buy
a high-quality product at the best prices and also enjoy the best advice (Fend 2018, p. 306).
The specialist dealer can transfer part of this advisory service to the Internet in the form of
a virtual showroom. These not only guarantee optimal customer advice, but also an emotional
brand experience that puts the company in the best light. The dealer has the opportunity to
take a picture of the baths already created using a 360 degree camera. He enriches this with
information and makes it available to interested customers on his website. The customer can
thus get information about the dealer at any time and call up its service portfolio.

1.1 Objective and method The aim of the study is to examine the relevance of virtual
showrooms and the impact of their use for retailers. Will this type of presentation increase
in specialist shops or how does a virtual showroom influence the exhibition area? Does the
specialist dealer save time in the customer service process and does it have a positive effect
on customer satisfaction? Previous publications have not answered these questions. To create
a basis for discussion, these questions above are summarized into five hypotheses, from which
the questions for the online survey arise:

v H1: Virtual showrooms are more relevant in urban areas than in rural areas.

Vv H2: The use of a virtual showroom leads to a reduction in the size of the exhibition area.

Vv H3: The use of virtual showrooms will increase.

Vv H4: The specialist dealer saves time by using a virtual showroom in the customer service
process.

v H5: A virtual showroom has a positive effect on perceived customer satisfaction.

The work begins with an introduction and the presentation of the objective in Chapter 1. In
Chapter 2, the stationary retail is narrowed down and the distribution channels of the sanitary
specialist trade are classified. Chapter 3 describes digitalization in stationary specialist retail
and the virtual showroom is explained in more detail using the example of the Immersight
company. In addition, the changed behavior in information gathering through the use of the
mobile Internet is discussed. Chapter 4 gives an overview of the mortgages presented and the
study design is presented. Furthermore, the results of the individual hypotheses are shown
and explained to the reader. Chapter 5 summarizes and explains recommendations for action.

2 Definition of the term sanitary market First of all, there is a distinction between
wholesale and retail in Germany. Wholesaling includes selling directly to the retailer without
further processing. The merchandise is referred to as movable goods that are purchased and
sold without substantial processing. The activity of wholesalers consists in assembling, sorti-
ng and classifying, unpacking, repacking in smaller quantities, distributing the goods in large
quantities, storing and delivering the goods. Wholesalers are retail companies that procure
goods from various manufacturers and resell them to resellers such as retailers. The retail
trade includes, for example, the sale of bathroom accessories primarily to private users or
consumers. Here, sales only take place in sales rooms, department stores, on stands, at front
doors and on the Internet (German Bundestag 2019, p. 3).
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2.1 Definition of sales area, exhibition area and showroom The sales area is only part of
the sales outlet and plays an important role in retail. The sales area includes the areas of the go-
ods presentation, the total area that can be entered by the customer for the purpose of shopping
as well as the cash desk area including the area for packing the goods. The sales area does not
include storage areas and areas that serve to prepare the goods and customer social areas such
as toilets or changing rooms. An inviting presentation of goods in the retail trade decides on
the success or failure of products. This presentation of goods takes place on the sales area, also
known as exhibition space in the colloquial language of the sanitary specialist trade.

This exhibition area shapes the customer's perception of the brand (Arno 2020). While in the
supply trade, the presentation of goods is strongly geared towards the functional handling
of the sales operation, the focus of the experience-oriented shop design is on creating a sho-
pping atmosphere that is as stimulating as possible, with a special impression of the goods.
Here, in particular, the merchandise carriers with their decorative elements and material and
color-technical radiations will influence the design. The product is presented appropriately for
the customer. Thus, the promise of performance of a product and the entire business is no lon-
ger communicated exclusively through the words of the seller, but through visual impressions
directly from the goods and the presentation (Wirtschaftslexikon24 2020). A good part of real
art of selling is to show the goods in such a way that they create a desire.

Showrooms are small rooms that use computer software to virtually represent a created
image of reality. They allow the end customer to immerse themselves in a new, artificially
created world that looks deceptively real (Handelsjournal 2020). In this way, consumers can
swim with whales in underwater worlds, explore a shipwreck or view their new bathroom
before it is renovated (Kruse 2018, p. 253). A virtual world is considered plausible if the inte-
raction initis logical and coherent. This interactivity creates the illusion that what seems to
be happening is actually happening. The fidelity is achieved if the environment in the virtual
world resembles the real world, it then appears credible to the user. Many showrooms are
used in spatial planning, because here the planning can be realized directly from the head
virtually in the newly designed bathroom. In the digital world of virtual reality, planning can
be implemented perfectly because you can develop visually and physically.

2.2 Classification of the distribution channel of the sanitary specialist trade In retail,
sales forms have changed a lot in the past few decades. At the beginning of the 20th century,
the first department stores where founded and the first distance selling developed in the form
of catalog mail order. Today, specialist dealers still have a high-quality, industry-specific core
range with a corresponding product presentation. This is characterized by the personal advice
given to the customer by trained sales staff (Heinemann 2019, p. 44). In contrast to wholesa-
lers, it is not commercial buyers, but rather private households that make up the retail custo-
mer base. Traditional and long-established specialist dealers are often located in their own
properties within the cities. Due to high rental prices and poor parking situations, companies
are increasingly moving to the outskirts of larger cities. In rural areas, specialist dealers can
often find cheap real estate and building space. Against this background, it is assumed that
costs can be saved by reducing the exhibition space in urban areas and placing more value on
digital advice with the 3D showroom. That leads to the thesis:

H1: ,Virtual showrooms are more relevant in urban areas than in rural areas.”

Many sanitary specialist dealers offer complete bathroom renovation from a single
source. They want to offer their customers added value and differentiate themselves

from wholesalers and online retailers. Due to a more complex environment, customers
demand solutions consisting of a bundle of products and services and offering these
bundles gives the company a competitive advantage (Uberwimmer et al. 2019). The
specialist dealer does all renovation work in the bathroom. The old bathroom must be
completely gutted. Then the pipes for water and heating are installed. The tiles have to
be laid and at least the sanitary objects are finally assembled, e.g. Bathroom cabinets,
shower and a toilet. The current Titze study confirms that the end customer is well
aware of this fact The end customer uses the sanitary specialist dealer for bathroom
renovations to almost 80% as a source of information. In contrast, the Internet is only
used by 51% (Titze 2019, p. 87). Complete bathroom renovation places high demands on
end customer advice in the exhibition area. The specialist dealer must have exhibits for
all the products mentioned. He obtains these from the manufacturer at special conditi-
ons. A virtual showroom bundles all information and makes all products of the leading
manufacturers available digitally. This means that fewer exhibits need to be exhibited
and a collagen room is sufficient to take the products into account visually and haptica-
Lly. This leads to the following thesis:

H2: . The use of a virtual showroom leads to a reduction in the exhibition area.”

The fact that the exhibition space has fixed opening times is a disadvantage compared to
online trading, which can only be compensated for by a digital addition to the sales mix.

3 Digitization in stationary retail The multi-channel trade represents the parallel
use of several types of distribution of trading companies. It is a multi-channel system in
which the customer uses at least two channels, mostly the stationary trade and a Online
shop that can request services from the same provider (Rittinger 2014, p. 3). With inc-
reasing digitization and networking, more and more retailers are switching to a multi-
-channel strategy. It is necessary, because the mobile devices accompanies us through
everyday life. 93.16% of the respondents of a study in 2018 use their mobile devices
several times a day to access the internet. When comparing age groups, it is noticeable
that 14-39-year-olds use the mobile internet one hundred percent several times a day. The
age group over 40 years uses it only to 85.14% several times a day (Diedrich 2018). With
multi-channel sales, the retailer can expand its distribution and thus reach more potential
new customers. The retailer is permanently available through an online shop, opening
hours are no longer an obstacle, because shops can be closed at any time in the online
shop. Some companies are already developing 360-degree images. The customer can view
a product from all sides and from different camera perspectives from the comfort of their
own home. The retailer is thus able to show his renovated bathrooms as a whole on his
website as a reference. From this we derive the following thesis:

H3: ,The use of virtual showrooms will increase.”

With a few exceptions, digitization in the sanitary specialist trade is in the area of multi-channel
sales. The specialist dealer pursues the goal of making customers aware of his company through
his online shop. The use of a 3D showroom on the website offers the visitor the opportunity to
find out about the services of the company. The process is to be illustrated using the example of
the 3D showroom from Immersight: Immersight, based in Ulm, specializes in the development
of 3D showroom software. The 360-degree images are displayed on the monitor. The advantage
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of displaying on the monitor is that you can also integrate the content into your own website.
During opening hours, advice is given in the 3D showroom on a large monitor in the exhibition
area. The specialist dealer can show his customer already implemented bathroom renovations
using 360-degree images. For each individual product he can show the customer virtual exhibits
from the portfolio of his manufacturers. This leads to the thesis:

H4: ,The specialist dealer saves time by using a virtual showroom in the customer service process.”

The virtual showroom thrives on implemented projects that are transferred to the showroom
with a 360-degree camera. These references show the customer what the dealer can do. This
leads to transparency, since technical errors are disclosed. This means that the customer knows
in advance what he can expect in terms of craftsmanship. The thesis is derived from this:

H5: ,A virtual showroom has a positive effect on perceived customer satisfaction.

4 Survey The stationary specialist trade is faced with the challenge of having to offer
its customers service 24 hours a day, seven days a week. Compared to online shopping, it must
remain interesting in order to be able to exploit the advantages of personal sales in a retail
store. An interesting solution is a virtual showroom that can be used both in the store and
on the company's website. The study carried out was aimed at the sanitary specialist trade of
the 2-stage distribution channel. The studies were conducted in January 2020 using an online
questionnaire. As part of the study, the choice of concentration was consciously made. All
buying companies in the bathroom and sanitary trade were filtered out of the customer base
and included in the sample. In order to find out the relevance of virtual showrooms and the
impact of their use for retailers, five hypotheses were defined:

Vv H1: Virtual showrooms are more relevant in urban areas than in rural areas.

VvV H2: The use of a virtual showroom leads to a reduction in the size of the exhibition area.

Vv H3: The use of virtual showrooms will increase.

VvV H4: The specialist dealer saves time by using a virtual showroom in the customer service
process.

Vv H5: A virtual showroom has a positive effect on perceived customer satisfaction.

Interview participants (s): 251
Survey method: Online questionnaire
Investigation period: January 2020

Hypothesis 1: Virtual showrooms are more relevant in urban areas than in rural areas.

The first question is intended to clarify how many retailer are already using a 3D showroom,
or are considering using it, and how many are not using it and are not planning to use it.

We already use a 3D showroom 20.32% 51
We are considering using a 3D showroom 31.47% 79
A 3D showroom is not planned 48.21% 121

Table 2: What is the status quo regarding a 3D showroom in your company?
Source: Authors

The overall status of the use of virtual showrooms is relatively balanced. 48.21% of the re-
tailers surveyed say that a 3D showroom is not planned. Of the remaining 51.60%, 20.32%
are already using the digital possibilities of the showroom. 31.47% think about using a 3D
showroom.

We already use a 3D showroom 19.21% 29
We are considering using a 3D showroom 32.45% 49
A 3D showroom is not planned 48.34% 73

Table 3: Use in rural areas.
Source: Authors

In rural areas, the picture deviates only slightly from the overall picture.

We already use a 3D showroom 22.00% 22
We are considering using a 3D showroom 30.00% 30
A 3D showroom is not planned 48.00% 48

Table 4: Urban use.
Source: Authors

The situation in the city is only slightly different. The proportion of 3D showrooms used is sli-
ghtly above the overall picture at 22%, but fewer respondents think about using a showroom.
Ultimately, it can be said that the thesis cannot be confirmed.

Hypothesis 2: The use of a virtual showroom leads to a reduction in the size of the exhibition
space.

The following questions were only answered by the 130 traders who are already using the
showroom or are considering using it.

We don't have an exhibition area 9.30% 12
We will give up our exhibition area and exclusively work virtually 3.88% 5
We will downsize our exhibition area 17.05% 22
We will enlarge our exhibition area 5.43% 7
We will add an additional collage room 25.58% 33
We will not change anything in our existing exhibition area 44.96% 58

Table 5: What influence do you think a 3D showroom has on your exhibition? [Multiple an-
swers possible].
Source: Authors

The fact that both exhibition space and exhibits are expensive suggests that companies that
use a virtual showroom will reduce their exhibitions. However, this thesis is only supported by
17.05% of those surveyed. 5.43% of the retailers even plan to enlarge their exhibition space.
By adding an additional collage room, the exhibition area is further enlarged (25.58%). The
majority of those surveyed will not change anything in their own specialist exhibition (44.96).
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The proportion of specialist dealers who only want to work virtually is very low at 3.88%. The
hypothesis that the use of a virtual showroom leads to a reduction in the exhibition space is
therefore not confirmed.

Hypothesis 3: The use of virtual showrooms will increase.

We are considering using a 3D showroom 39.50% 79
A 3D showroom is not planned 60.50% 121

Table 6: Will the use of virtual showrooms increase?
Source: Authors

60.50% of the retailers surveyed are not planning a 3D showroom in the near future. Only
39.50% of those questioned- think about the use. The hypothesis can be confirmed that the
use of showrooms will continue to increase, albeit to a clear extent.

Hypothesis 4: The specialist dealer saves time by using a virtual showroom in the customer
service process.

To test hypothesis 4, the question was asked whether a 3D showroom would speed up the
customer advisory process. To test the hypothesis, a five-level Likert scale was used, in which
the answer scale ranged from -2 (strongly disagree) to 2 (strongly agree).

Weighted average  Strongly disagree disagree neutral agree Strongly agree

0,91 0 0% 8 6.25% | 30 23.44% | 56 43.75% 34 26.56%

Table 7: Does a 3D showroom accelerate the customer service process?
Source: Authors

6.25% of those questioned tend to disagree. 23.44% stayed neutral on the question. A total of
43.75% tend to agree and 26.56% strongly agree. In hypothesis 4, the mean is 0.91. Since this
value is above the average of 0.0, it can be confirmed that a virtual showroom speeds up the
customer service process. All respondents who answered 'agree rather' or 'fully agree’ were
able to state the reason for the acceleration.

We can specifically point out our projects that have already been implemented 70.45% 62
Our virtual showroom is accessible day and night 32.95% 29
We can better communicate the costs using reference baths 60.23% 53
Our customers quickly gain trust through the references shown 75.00% 66
The customer can make good use of the waiting time in the specialist exhibition o

. 40.91% 36
in the 3D showroom

Other (please specify) 6

Table 8: Why is a 3D showroom accelerating the customer service process? [Multiple answers
possible], n=90,
Source: Authors

One reason for the purchase of a virtual showroom is the acceleration in the customer service
process. 70.31% of the specialist dealers surveyed agree to an acceleration. At 75%, the focus
is on creating trust through the references shown, followed by reference to projects that have
already been implemented (70.45%). 60.23% of the retailers use the virtual showroom to co-
mmunicate the costs using the reference bathrooms already created.

The retailers do not seem to place as much emphasis on the aspect of online communication
as they should in multi-channel sales. Just under a third see the constant accessibility of the
virtual showroom as accelerating. Only 40.91% see an accelerating aspect in bridging the
waiting time. The following points were mentioned under Other:

v We can present more diversity!

V It is easier for the customer to visualize than, for example, in catalogs or 2D drawings

v Due to the virtual representation in 3D, the decision-making process is much shorter due to
the tangibility and detailed visibility of the products and the space

v The customer sees ,in real®, what he is buying

Vv The customer can imagine it better and decide faster

v Customers can better imagine your bathroom

v Customers can already ,experience®, their newly planned bathroom

Because with the showroom, another channel in the advice must be considered 75,00 % 6
Customers get bogged down in the digital world 25,00 % 2
The 3D showroom distracts from the actual consultation process 37,50 % 3
A monitor creates distance between the consultant and the customer 12,50 %
Customers who are not at home in the digital world do not understand the o

25,00 % 2
showroom

Table 9: Why do you see no acceleration in customer service? [Multiple answers possible], n=8,
Source: Authors

Only eight respondents answered that a virtual showroom does not speed up customer servi-
ce. Six of them believe that the showroom is just another channel that needs to be main-
tained. Three people state that digital advice distracts from the actual advice process.

Hypothesis 5: A virtual showroom has a positive effect on perceived customer satisfaction.
To test hypothesis 5, the companies were asked whether a 3D showroom had a positive effect

on customer satisfaction. To test the hypothesis, a five-level Likert scale was used, in which
the answer scale ranged from -2 (strongly disagree) to 2 (strongly agree).

Weighted average Strongly disagree disagree neutral agree Strongly agree

0,98 00% 2 155% | 32 2481 % | 62 48.06 % 33 2558 %

Table 10: Does a 3D showroom have a positive effect on customer satisfaction?
Source: Authors

1.55% of those questioned tend to disagree. 24.81% stayed neutral on the question. A total of
48.06% tend to agree and 25.58% fully agree. The mean is 0.98 and thus confirms the thesis.
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5 Implications and outlook

5.1 Theoretical implications Digitization also has a significant impact on buying be-
havior: more and more customers use the Internet as part of their general buying process.
For example, many do research in advance of the stationary purchase on the Internet. Many
prospective buyers get the actual impulse to buy on the Internet before they buy the product
in brick-and-mortar retail. In addition, brick-and-mortar retail is increasingly under pressu-
re due to the sometimes significantly cheaper competition from the Internet and is losing
market share. The traditional way of customer advice takes place in the sanitary specialist
trade on the exhibition area. The customer will be advised on the exhibits. In addition to the
knowledge of the seller, the product presentation determines the success or failure of cus-
tomer advice. An experience-oriented shop design and the creation of the most stimulating
shopping atmosphere is no longer enough. The fixed opening times of the sales rooms con-
trast with the constant availability of the Internet. It is therefore recommended that retailers
of the stationary retail trade adopt a digital strategy that includes multi-channel sales. This
represents the parallel use of several types of sales in retail as part of the distribution. This
multi-channel system usually includes brick-and-mortar retail and an online shop, through
which the customer can access the dealer's services. A virtual showroom can play a major role
in the context of this distribution, since it creates great benefits both in personal customer
service and on the company's website. This benefit consists on the one hand in the presenta-
tion of references, i.e. bathrooms that have already been implemented, and on the other hand
in the online catalogs provided by the manufacturers.

The aim of this work was to get an overview of the relevance of virtual showrooms and the
impact of their use for retailers. Five hypotheses were set up beforehand:

Vv H1: Virtual showrooms are more relevant in urban areas than in rural areas.

Vv H2: The use of a virtual showroom leads to a reduction in the exhibition space.

Vv H3: The use of virtual showrooms will increase.

Vv H4: The specialist dealer saves time by using a virtual showroom in the customer service
process.

Vv H5: A virtual showroom has a positive effect on perceived customer satisfaction.

5.2 Practical implications The distribution of current and future users and non-users is
almost balanced in this submarket. Of the current and future users, only 17.05% will reduce
the size of the exhibition, 44.96% will not change the existing exhibition. Just under a quarter
will add a collage room in which you can see and feel the materials of the products intended
for the bathroom. Only 3.88% want to work completely virtual. Ultimately, it can be said that
virtual showrooms are only seen as an addition to traditional sales on the sales floor. This can
also be seen from the fact that only 32.95% of those surveyed see the advantages of being
permanently available. The references shown in the sales talk are in the foreground. Never-
theless, the Internet sales channel must not be left to Internet trade. The sanitary trade has
to deal more with the possibilities of multi-channel sales.

5.3 Limitations With the help of the hypotheses mentioned above, a questionnaire was
created with which retailers of the bathroom and sanitary trade were interviewed. In addi-
tion to this sales channel, the following further sales channels are possible in the market
for bathroom furniture, mirror cabinets and illuminated mirrors: furniture and kitchen trade,
DIY trade (hardware stores), distance selling and contract business. As part of the study, the
choice of concentration was consciously made. All buying companies in the bathroom and sa-
nitary trade were filtered out of the customer base and included in the sample. Concentration

selection involves consciously concentrating on a part of the population that is considered
essential or typical in relation to the subject of the survey. Taking a sample according to the
concentration principle means that one draws a sample on the part of the population in which
the majority of the elements sought are suspected. These selection procedures are problema-
tic with regard to the representativeness of the results in the samples, since the selection is
not based on the probability principle, but on factual considerations. This targeted selection
is wanted because this study specifically addresses a submarket.

Literatara / List of References [1] Arno, GmbH. 2020. Warenprasentation im Einzelhan-
del. 2020. [online]. [cit. 2020-01-30]. Available at: https://www.arno-online.com/de/waren-
praesentation.html | [2] Brendel, M., 2019. Von Kaufreizen und Streckzonen. 2019. [online].
[cit. 2020-01-30]. Available at: https:/handelsjournal.de/unternehmen/marketing/waren-
praesentation-ist-professioneller-geworden.html | [3] Diedrich, M., 2018. Everyday internet
use. How do end users use the mobile internet? In: Marketing Science and Inspirations. 2018,
13(1), pp. 21-29. ISSN 1338-7944. | [4] Fend, L., 2019. Digitalisierung in Industrie-, Handels-
und Dienstleistungsunternehmen. Wiesbaden: Springer Gabler, 2019. ISBN 978-3658269630.
| [5] Heinemann, G., 2017. Die Neuerfindung des stationaren Einzelhandels: Kundenzentrali-
tat und ultimative Usability fur Stadt und Handel der Zukunft. Wiesbaden: Springer Gabler,
2017. ISBN 978-3658158613. | [6] Heinemann, G. and Gehreckens, H. M. and Tauber, T., 2019.
Handel mit Mehrwert: Digitaler Wandel in Markten, Geschaftsmodellen und Geschaftssyste-
men. Wiesbaden: Springer Gabler, 2019. ISBN 978-3658216917. | [7] Immersight, GmbH. 2019.
Uber uns. 2019. [online]. [cit. 2020-01-30]. Available at: https://immersight.com/ueber-uns |
[8] Kruse Brandao, T. and Wolfram, G., 2018. Digital Connection: Die bessere Customer Journey
mit smarten Technologien - Strategie und Praxisbeispiele. Wiesbaden: Springer Gabler, 2018.
ISBN 978-3658187583. | [9] Rittinger, S., 2014. Multi-Channel Retailing: Prinzip, Konzepte,
und Erfolgsfaktoren. Wiesbaden: Springer Gabler, 2014. ISBN 978-3658051969. | [10] Titze,
GmbH, 2019. Der Markt fir Badmobel, Spiegelschranke und Lichtspiegel in Deutschland bis
2025, Neuss | [11] Uberwimmer, M., Biedersberger, A., Ehrlinger, D., Mang, S., Stadlmann, Ch.
and Tempelmayr, D., 2019. Industrial service excellence in manufacturing companies: a neo-
-configurational perspective. In: Marketing Science and Inspirations. 2019, 14(3), pp. 2-15.
ISSN 1338-7944. | [12] Wirtschaftslexikon24, 2020, Warenprasentation. 2020. [online]. [cit.
2020-01-30]. Available at: http://www.wirtschaftslexikon24.com/d/warenprdsentation/ware-
nprasentation.htm

Klucové slova / Key Words
internet, virtual reality, showroom

marketing socidlnych médii, socidlne siete, web 2.0, mobilny internet, virtudlna realita, vystavnd
miestnost

social media marketing, social networks, web 2.0, mobile

JEL klasifikacia / JEL Classification M31

Résumé Vyznam virtualnych vystavnych miestnosti pre sanitarny maloobchod

Malo ktory iny technicky uspech ovplyvnil ekonomiku a spolo¢nost tak silne ako internet.
Ponuka nielen neobmedzeny pristup k takmer vietkym informaciam na svete, ale tieZ pomaha
spracuvat transakcie rychlejSie a efektivnejsie. Maloobchod so stavebninami je stale viac pod
tlakom v dosledku lacnejSej konkurencie z internetu a straca podiel na trhu.
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Jednym z rieSeni je viackanalova stratégia, ktora zavadza virtualne aspekty do sluzieb zakaz-
nikom. V tomto prispevku sa zameriavame na pat hypotéz na skimanie rozsahu, v akom sa
virtualne vystavné miestnosti vyuzivaju v sanitarnom maloobchode a aké vyhody prinasaju
spolo¢nostiam. Cielom prieskumu medzi 250 sanitarnymi maloobchodnikmi je poskytnut od-
povede na otazky, ako napriklad, ¢i sa vyuzivanie virtualnych vystavnych miestnosti zvysi a Ci
vyuzitie virtualnych vystavnych miestnosti Setri ¢as v procese poskytovania sluzieb zakazni-
kom. Je tiez zaujimavé zistit, i maju virtualne vystavné miestnosti pozitivny vplyv na vnimanu
spokojnost zakaznika.
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THE CONSUMER BEHAVIOR OF YOUNG
SLOVAK CONSUMERS (UNDER THE AGE
OF 25) IN THE PRIVATE LABEL MARKET

Consumer behavior, factors affecting the purchasing process of consumers, the process of
consumer decision-making, etc. have been the subject of matter of several research pro-
jects, papers and studies, but in the field of private labels, this issue has been quite recent.
The aim of the present paper was to find out how respondents under 25 years perceive
private labels, whether they buy them, are their final users, etc., while we focused mainly
on the segment of milk and dairy products. An anonymous questionnaire survey was chosen
as the main research method, which was attended by a total of 549 respondents aged under
25 years across Slovakia, which was subsequently supplemented by statistical verification of

the formulated hypotheses (a total of twelve hypotheses). Statistical tests such as Pearson
Chi-square test, Phi coefficient, Kruskal-Wallis test and Cramer’s V coefficient were used

for this verification and they were calculated in the statistical programs of XL Stat and SAS
Enterprise Guide. At the end of the paper, there are presented both - the key findings of our
research and possible recommendations for the practice.

Introduction The current retail revolution, which as it is reported by the Nielsen Report
(2018), has and it will have a significant impact on the food industry around the world is cha-
racterized primarily by the development of one global phenomenon, namely private labels
(Herstein and Gamliel 2004, Smith and Bashaw 2009, Kakkos et al. 2015) which, very simply
explained, represent a strategy of branding traditional brand products with a retailers” brand
(note- private label) using both, his own name or the name/brand he owns (Ko3iciarova and
Nagyova 2014). Despite the fact that private labels do not represent a complete ,novelty” that
has been on the market for only the last few years (note- their history dates back to the end
of the 19th century (Nagyova and KoSiciarova 2014), in the current competitive market envi-
ronment, characterized by great dynamism and intensified competition (Polakevi¢ova 2015,
DZupina et al. 2016, Mach et al. 2018, Lorincova et al. 201, Balcarova et al. 2014).

Consumers are currently in an increasingly competitive and dynamic market environment
(Mach et al. 2018, Balcarova et al. 2014), where the brand itself is either losing its weight
or strengthening it. Here can be seen the possibility for private labels, which can become
a perfect alternative to traditional brands, bringing several benefits not only to the consumer
and retailer, but also to the supplier himself, especially in increasing his sales volume, lower
communication and logistics costs and options to entry new markets (Corstjens and Lal 2000,
Collins-Dodd and Lindley 2003, Richardson et al. 1996). While the main advantage for the
consumer is the easy identification of private label products, the lower price, respectively the
guarantee of authenticity, origin and standard, as well as of comparable quality (Tvrdor and
Pribyl 2004), for the retailer it is the strengthening of image (Liu and Wnag 2008), expanding
supply, increasing demand and strengthening customer loyalty (Cheng et al. 2007, Huang et
al. 2007, Kita et al. 2013) as well as minimizing the risks associated with the introduction
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of new products (Baltas et al. 1997, Sethuraman and Cole 1999) and consolidating its position
in the retail market (Luki¢ 2011). Other possible benefits of private labels for retailers include
reduction in advertising costs, the ability to decide on their own pricing policy, the ability to
search for and change manufacturers as well as the possibility of achieving higher margins
(Hoch and Banerji 1993, Garretson et al. 2002, De Wuif et al. 2005, Ailawadi et al. 2008, Ma-
chkova 2009), which was also confirmed by Heijn's analysis of 2012.

The mentioned analysis proved the untrue nature of the claim that private labels are not able
to earn as much money as a traditional brands (Mills 1995). The opposite is true - the distri-
bution of the average final prices of all products sold in the retail chain to the costs spent on
research and development, production costs, marketing and packaging costs, VAT, respecti-
vely on producer and merchant margins, the traditional brand product, with a retail price of
5.87 €, earns the retailer 0.5 €, while in the case of a private label where multiple costs are
lost, especially the cost of research, marketing and more expensive packaging material, ear-
nings are more than double (Dulikova 2012).

The present paper deals with the issue of private labels, especially in the segment of milk and
dairy products, where we have focused on a selected segment of customers, namely consu-
mers under 25 years. The aim of our research is to show what benefits private labels bring,
how they can serve as an alternative to the purchase and what important group of customers
are consumers under the age of 25 years.

Aim and methodology The aim of the paper was to find out how respondents under
25 years perceive private labels, whether they buy them, are their end users, etc., while we
focused mainly on the milk and dairy products segment. An anonymous questionnaire survey
was chosen as the main research method, in which a total of 549 respondents from all over
Slovakia have participated (Table 1). The sample of respondents can be considered as repre-
sentative on the 95% confidence level and 5% error margin as n 2 384. The questionnaire sur-
vey consisted of a total of 15 questions formulated as closed ones with the possibility of one,
respectively multiple responses, one open question where respondents were free to express
their opinion and six classification questions.

Category of respondents Number
Female 364
Male 185
Educational Structure of Respondents Number
Primary education 23
Secondary education without A level 17
Secondary education with A level 226
Univesrity education - Bachelordegree 245
Univesrity education — Masters degree 36
Other 2
Student 373
Employed 147
Unemployed 7
Self-employed 13
Maternity leave 9
Retired
Up to 500 EUR 88
501 - 800 EUR 81
801 - 1,100 EUR 136
1.101 - 1,500 EUR 102
More than 1,501 EUR 142

Place of Residence of Respondents Number

City 345
Countryside 204

Number of household members Number
One member 73
Two members 94
Three members 133
Four members 192
Five members 1
Other 56

Table 1: Characteristics of respondents
Source: authors

Scientific hypothesis
For a deeper analysis of the research objectives, the following hypotheses were formulated:
Hypothesis 1: We assume that there is a correlation between buying private labels and the
gender of respondents.

Hypothesis 2: We assume that there is a correlation between buying private labels and the net
money income of households.

Hypothesis 3: We assume that there is a correlation between buying private labels and the
number of household members.

Hypothesis 4: We assume that there is a correlation between the frequency of private labels’
purchase and the gender of respondents.

Hypothesis 5: We assume that there is a correlation between the frequency of private labels’
purchase and the net money income of households.

Hypothesis 6: We assume that there is a correlation between the frequency of private labels’
purchase and the number of household members.

Hypothesis 7: We assume that there is a correlation between the frequency of buying private
labels in the category of milk and dairy products and the gender of respondents.

Hypothesis 8: We assume that there is a correlation between whether the respondent is the
end user of the purchased private label products and his gender.

Hypothesis 9: We assume that there is a correlation between what private labels evoke in the
respondent and his gender.

Hypothesis 10: We assume that there is a correlation between what would lead the respon-
dents to the purchase of private label products and the gender of respondents.

Hypothesis 11: We assume that there is a correlation between the decisive factor in the pur-
chase of private labels and the gender of respondents.

Hypothesis 12: We assume that there is a correlation between what discourages respondents
from the purchase of private labels and the gender of respondents.

Statistical analysis The results of the questionnaire survey were verified by means of stati-
stical verification of formulated dependencies, using mainly the methods of Pearsons' Chi-Square
Test, Phi Coefficient, Kruskal-Wallis test, Cramer’s V Coefficient, which were calculated in the sta-
tistical programs XL Stat and SAS Enterprise Guide. In hypothesis testing, if p-value is lower than
significant level, in our case 0.05, null hypothesis is rejected and its alternative is confirmed.

Results and discussion As it was indicated in the introduction, in many cases private
labels are considered to be more profitable not only at lower production costs but also at lo-
wer costs of research and development, promotion, sales promotion, advertising and physical
distribution alone (Kotler and Keller 2007), which is possible mainly due to the use of branded
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products as their ,model” or inspiration (Tvrdon and Pfibyl 2004), which subsequently transla-
tes into a price and means that a private label trader can charge a lower price for his product
while achieving a higher profit margin (Hoch and Banerji 1993, Hanf et al. 1994, Cotterill and
Putsis 2000, Nagyova and Kosiciarova 2014), respectively which subsequently translates into
consumer behavior, as it is often that a lower price attracts more customers.

This is also true for private labels, and especially those on the Slovak market, whose consumption
has been steadily increasing, respectively is slightly fluctuating, as it can be seen from the Figure
1 - purchases of private labels by Slovak consumers has recently increased, respectively they
have fluctuated, which in our opinion is largely due not only to the lower price of these products,
but also to higher confidence in them, eather their ever-increasing quality, which in many cases
becomes not only comparable, but also higher than those of traditional brands.

In the present paper, we have focused on the issue of private labels in the segment of milk and
dairy products and especially in a selected segment of customers, namely consumers under
25 years, because according to several researches (e. g Polakevi¢ova and Uhrikova 2015, Sedik
et al. 2018a, Sedik et al. 2018b), they represent potential customers, which can by the time
become loyal customers who will prefer the given brand.

. Purchase of products Purchase of products

of traditional brands of private labels
150
98,8 96,3 94,2 91,7 873 805 770 76,2 741 739 71,7 72,0 710 749 749 745 737 720 73,0
100 —————
50

0 —

1,2 37 58 83 12,7 19,5 230 238 259 26,1 283 28,0 290 251 251 255 263 280 270

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

Figure 1: Percentage of purchases of branded products and products sold under private
labels in Slovakia
Source: Authors processing according to available sources

As it can be seen from Table 1, the majority of respondents were represented by women (66.3% of
respondents), respondents with first degree of higher education (39.2% of respondents), students
(67.94% of respondents; note - this was not surprising, as our focus group was under the age of
25 years), households with four members (34.97% of respondents) and net family income over
1.501 € (25.87% of respondents), respectively residents in the city (62.84% of respondents).

As the aim of the paper was to find out how respondents under 25 years perceive private la-
bels, whether they buy them, are their end users, etc., while we focused primarily on the seg-
ment of milk and dairy products (note — we have focused on milk and dairy products because
of the fact, that many of different studies have shown that private labels are mainly purchased
in the categories of milk and dairy products (e.g. research by KoS3iciarova et al. 2014, Retailma-
gazin.sk 2018, GfK 2018, KoSiciarova et al. 2018 etc.), several questions focused on the issue
were formulated in the questionnaire survey.

In terms of purchasing private labelled products, the current situation between potential loyal
customers and private label consumers in Slovakia (i.e. among respondents under the age of 25
years, that we have focused on them in the given paper) is favourable, as out of a total number of
549 respondents, 24.41% of respondents buy these products regularly and 57.92% of respondents
buy them sporadically. In the case of a exact frequency of purchase, it is possible to say that our
respondents buy private labels mainly once a month (31.06% of respondents), respectively mul-

tiple times a week (23.19% of respondents); they buy mainly milk and dairy products, respecti-
vely mineral waters, lemonades and juices and at least in the categories of frozen semi-finished
products, prepared meals and alcoholic beverages (Table 3); whereas in the category of milk and
dairy products they buy them on a weekly basis (40.66% of respondents).

Kruskal-Wallis test:

K (Observed value) 273,479
K (Critical value) 16,919
DF 9,000
p-value (Two-tailed) <0,0001
alpha 0,05
Sample Frequency Sum of ranks Mean of ranks Groups

[milk and dairy products] 549 1173388,000 2137319 A
[mineral waters, lemonades, juices] 549 1288231,500 2346,505 AB
sweets 549 1404282,000 2557,891 B,C
[salty snacks] 549 1432002,000 2608,383 B,C
[meat and fishs] 549 1460445,000 2660,191 @
[coffee, tea] 549 1520209,000 2769,051 @

[deli] 549 1531063,000 2788,821 C
[frozen semi-finished products] 549 1710546,000 3115,749 D
[ready meals] 549 1759439,000 3204,807 D
[alcoholic drinks] 549 1793189,500 3266,283 D

Table 2: Results of Kruskal-Wallis test
Source: Authors calculations, XL STAT OUTPUT

Our results largely correspond to the results of TNS Slovakia (TNS 2015) and GFK Slovakia
(TASR 2010), respectively our previous studies on the subject, as e.g. Nagyova and Kosi-
¢iarova (2014), or Kosiciarova et al. (2017), which show that Slovaks buy private labels
primarily several times a week, respectively once a week; they buy them mainly because
of their cost-effectiveness, quality and confidence; and that every Slovak household has
~favourite brands” in its regular and regular purchases (TASR 2010).

As the consumer is considered to be the end user, respectively the consumer of the give pro-
duct (note - unlike the customer, who is considered to be a person who buys goods or servi-
ces but does not consume them himself) (Bulanda et al. 2018a, Bulanda et al. 2018b, Pilar
et al. 2018), the questionnaire survey also looked at whether our respondents are the end
users of purchased private label products. Here, it can be unambiguously confirmed that our
respondents are consumers of the given products, as they have stated mostly the possibility
of yes (up to 39.06% of the respondents) and therefore it is true that respondents, better
said the given focus group can really represent potential loyal customers of private labels.
Attracting customers is the primary goal of any business, as the customer creates a demand
for goods and services and is very likely to become a loyal consumer who will become loyal
to the given business or brand. In doing so, companies compete mainly by promoting and
lowering prices to attract the largest customer base (Brouckova et al. 2019, Sieglova 2019,
Lieskova, Petrovcikova 2018, Kenton 2018, Svétlik, Bulanda 2019, Kaliji et al. 2014).

41



42

Consumer purchasing behavior is a complex process, underpinned by a number of seemingly
unrelated variables. Understanding this process is important for the marketing of all supply-
-side actors, as their incentives can decide in a given situation whether the consumer chooses
their product (Vokounova 2019).

Based on the above written, it is necessary to realize what works in the given customer seg-
ment, respectively does not work. The results of our research show that while the decisive fac-
tor leading to the purchase of private labels is the combination of reasonable price and quality
(47.72% of respondents), the decisive factor discouraging from the purchase of private labels
is their price, low quality and lack of information about the exact manufacturer (20.04%,
17.12% and 13.84% of respondents), what would influence our respondents to the purchase
of private labels is mainly the recommendation from their families and friends (40.62% of
respondents), respectively tastings (16.21% of respondents), free samples or more interesting
form of promotion (in both cases 15.12% of respondents).

It is very common and it can be said also misconception that the low price is also an indicator of
poor quality (Sproles 1977, Volckner and Hofmann 2007, Gabrielsen and Sergard 2007, Asker and
Cantillon 2010). As it was mentioned in the introduction, private labels are often characterized by
a low price, which could mean their lower quality. Up to the results of few dTests (4/2020, 2/2020,
11/2019, 9/2019, 9/2017), which have tested the quality of chosen victuals (e.g. chocolate, nuts, tea,
preserves and nutrition), the quality of private labels products is in many cases equal to the quality of
traditional label products. For this reason, we have asked our respondents how they perceive private
label products, what they suggest about them, what is their quality, respectively whether they prefer
them on the basis of their purchase and if so, in which product categories this happens.

The results of our research show that young consumers perceive private labels as a suitable alterna-
tive to purchase (58.29% of respondents), private labels evoke in them a sense of adequate quality at
a reasonable price (59.74% of respondents), they perceive their quality as good or adequate (47.18%
of respondents), the quality of private labels is up to their opinion comparable with the quality of
traditional brands (16.76% of respondents think so exactly and up to 42.08% of respondents think so
rather), up to 26.55% of respondents exactly prefer them in their purchase, and this is particularly the
case of categories such as milk and dairy products, food in general and cosmetics.

The last questions in our questionnaire survey focused on the issue, whether our respondents would
recommend private label products to other consumers and what they would change on them, if they
had that chance. According to our findings, young Slovak consumers would recommend private label
products to other consumers (20.95% of respondents has declared the possibility of certainly yes and
46.99% respondents rather yes) and if they had the possibility, they would in particular increase the
quality of private label products (28, 96% of respondents), they would change their packaging and
made it more attractive and lower their price (in both cases 15.49% of respondents).

Evaluation of tested dependencies
Hypothesis 1: We assume that there is a correlation between buying private labels and the gender
of respondents - rejected.

Hypothesis 2: We assume that there is a correlation between buying private labels and the net mo-
ney income of households - rejected.

Hypothesis 3: We assume that there is a correlation between buying private labels and the number
of household members - rejected.

Hypothesis 4: We assume that there is a correlation between the frequency of private labels” purcha-
se and the gender of respondents - rejected.

Hypothesis 5: We assume that there is a correlation between the frequency of private labels” purcha-
se and the net money income of households - confirmed.

Hypothesis 6: We assume that there is a correlation between the frequency of private labels’
purchase and the number of household members - rejected.

Hypothesis 7: We assume that there is a correlation between the frequency of buying private
labels in the category of milk and dairy products and the gender of respondents - rejected.
Hypothesis 8: We assume that there is a correlation between whether the respondent is the
end user of the purchased private label products and his gender — confirmed.

Hypothesis 9: We assume that there is a correlation between what private labels evoke in the
respondent and his gender — confirmed.

Hypothesis 10: We assume that there is a correlation between what would lead the respon-
dents to the purchase of private label products and the gender of respondents- rejected.
Hypothesis 11: We assume that there is a correlation between the decisive factor in the pur-
chase of private labels and the gender of respondents - confirmed.

Hypothesis 12: We assume that there is a correlation between what discourages respondents
from the purchase of private labels and the gender of respondents - rejected.

In addition to the tested dependencies, it can be stated that although the dependencies
5,8, 9 and 11 were confirmed, they are weak but statistically still significant (Tables
3 to 6) - the results of Phi Coefficient and Cramer’s V coefficient were in the case of
the fifth hypotheses equal to 0.2611 and 0.1306, in the case of eight hypotheses to
0.1950, in the case of ninth hypotheses to 0.1187 and in the case of eleventh hypotheses
to 0.1742, which means that even if there is a statistically significant correlation, this
correlation is very weak.

Statistic DF Value Prob
Chi-Square 20 374326 0,0104
Likelihood Ratio Chi-Square 20 39,5952 0,0056
Phi Coefficient 0,2611
Contingency Coefficient 0,2526
Cramer's V 0,1306

Table 3: Correlation between the frequency of private labels” purchase and the net money
income of households
Source: Results of the research, SAS Enterprise guide output

Statistic DF Value Prob
Chi-Square 3 20,8724 0,0001
Likelihood Ratio Chi-Square 3 21,2857 < 0,0001
Phi Coefficient 0,1950
Contingency Coefficient 0,1914
Cramer's V 0,1950

Table 4: Correlation between whether the respondent is the end user of the purchased private
label products and his gender
Source: Results of the research, SAS Enterprise guide output

Statistic DF Value Prob
Chi-Square 2 7,7339 0,0209
Likelihood Ratio Chi-Square 2 75911 0,0225
Phi Coefficient 0,1187
Contingency Coefficient 0,1179
Cramer's V 0,1187

Table 5: Correlation between what private labels evoke in the respondent and his gender
Source: Results of the research, SAS Enterprise guide output
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Statistic DF Value Prob

Chi-Square 5 16,6665 0,0052
Likelihood Ratio Chi-Square 5 16,8441 0,0048
Phi Coefficient 0,1742
Contingency Coefficient 0,1716
Cramer's V 0,1742

Table 6: Correlation between the decisive factor in the purchase of private labels and the
gender of respondents
Source: Results of the research, SAS Enterprise guide output

Conclusion Consumer behavior, factors leading and discouraging to and from the pur-
chase, purchasing and decision-making process of consumers etc. have been of interest to
several researchers, but very few research works are aimed at consumers under the age of
25 years, not to mention in the case of private labels. The present paper focused on the issue
of private labels, but in a specific segment of customers, namely the young generation of
Slovak consumers, i.e. consumers under the age of 25 years who represent potential loyal
customers of the given labels, resp. focused on the issue of private labels in the segment of
milk and dairy products, as several research work has shown that private labels are mainly
purchased in the category of milk and dairy products.

An anonymous questionnaire survey was chosen as the main research method, in which 549
respondents aged under 25 years have participated. The results of our research point to many
key findings in the given issue, where it has been shown that our respondents are indeed the
end users of the private label products and therefore it is highly likely that they will become
loyal customers, on which retailers should focus. Next, that:

V the decisive factor leading to the purchase of private labels in our focus group is the combi-
nation of reasonable price and quality,

Vv the decisive factor discouraging from the purchase of private labels is their price, low quality
and lack of information about the exact manufacturer,

Vv what would influence our respondents to the purchase of private labels is mainly the recommen-
dation from their families and friends, tastings, free samples or more interesting form of promotion.
Vv young consumers perceive private labels as a suitable alternative to the purchase, as well as
V private labels evoke in them a sense of adequate quality at a reasonable price,

Vv they would recommend private label products to other consumers and if they had the po-
ssibility, they would in particular increase the quality of private label products, change their
packaging and made it more attractive and lower their price.

Up to the written, we can conclude, that the quality of private labels products is from day to
day increasing, as well as that the boundaries between them and traditional labels are gradu-
ally blurring. Customers (not just the young generation) begin to realize that the private label
products are a suitable alternative to their purchase. Possibilities of increasing the attractive-
ness of these products could be based in raising awareness about private labels and their real
producers, as well as based on better promotion of these products - mainly by the traditional
forms of marketing communication (e.g. tasting, free samples etc.).

In many cases, we have found out, that Slovak consumers still hesitate to buy the private label
products, because they do not have any experience with these products, respectively they do
not know their real producer. For this reason, the submitted paper can also serve as a tool to
raise awareness of both the professional and general public, especially about the existence of
private labels, their meaning, advantages and potential pitfalls, as well as it can serve as an
example/basis for another research in the given field.

Poznamky / Notes This work was supported by the GA research project no. 8/2019 ,Pri-
vate labels as the alternative to purchase®, which are solved at the Department of Marketing
and Trade, Faculty of Economics and Management, Slovak University of Agriculture in Nitra.
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Résumé Spotrebitelské spravanie mladych slovenskych spotrebitelov (vo veku do 25
rokov) na trhu privatnych znaciek

Spotrebitelské spravanie, faktory ovplyvnujuce nakupny proces spotrebitelov, proces spotre-
bitelského rozhodovania a pod. boli predmetom zaujmu viacerych vyskumnych prac a studii,
avdak v oblasti privatnych znaciek sa tejto problematike dostava za dost az v poslednom ob-
dobi. Cielom predloZeného prispevku bolo zistit, ako vnimaju respondenti vo veku do 25 rokov
privatne znacky, ¢i ich nakupuju, su ich kone¢nym uzivatelom a pod., priom sme sa zamerali
predovsetkym na segment mlie¢nych produktov. Za hlavnu vyskumnu metddu bola zvolena
metdda anonymného dotaznikového prieskumu, ktorého sa zucastnilo celkovo 549 respon-
dentov vo veku do 25 rokov v ramci celého Slovenska, ktora bola nasledne doplnena o $ta-
tistické verifikovanie nami naformulovanych hypotéz (celkovo dvanast hypotéz). Na uvedenu
verifikaciu boli vyuzité 3tatistické testy, ako Pearsonov Chi-kvadrat test dobrej zhody, Phi
koeficient, Kruskal-Wallisov test a Cramerov kontingencny koeficient V, ktoré boli vyratané
v Statistickych programoch XL Stat a SAS Enterprise Guide. V zavere prispevku su prezento-
vané tak klucové zistenia vyplyvajuce z nasho vyskumu, ako i mozné odporucania do praxe.
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TEXT | PAVEL STRACH

BEFORE, DURING, AND AFTER

MARKETING BRIEFS

MARKETING AMID CORONAVIRUS CRISIS

In the aftermath of shock from the rapid spread of coronavirus, its detrimental effects on
human lives and wellbeing, there is time to stop for a moment and think consequences. Cer-
tainly, the way we used think and project future from past events will be further challenged.
Not globalization, digitalization, global warming, migration issues or the rise of nationalism,
but a tiny creature no larger than 0.12 microns has dismantled the life we used to know it.
Marketers need to return to the roots of marketing literature and review response patterns
from events such 1930s crisis, WWII, natural disasters and catastrophes. However, no parallel
will quite fit the magnitude and global impact of covidonomics.

Before any crisis occurs, marketers draw response plans, form crisis teams and prepare model
bits and pieces for rapid media response. Never we can be fully prepared for the unexpected.
Many businesses were left with not knowing what to do when affected by governmental shu-
tdowns, not knowing what to do with a crisis, which is not internally driven. Even more com-
panies forgot to realize a crisis was there. Most companies did not even activate their crisis
teams during coronavirus. We need to device measures and ways to get quicker on identifying
externally driven critical events and responding to them.

Lot of companies continued for too long with their media campaigns pretending business has
been and will be as usual. Most companies forgot to watch for effectiveness and efficiency of
their media communication, simply thinking that supporting general public, front line workers
and reinforcing governmental measures promoting social distancing is the right thing to do.
As much as contributing to charitable and social causes is worth an appreciation during those
difficult times, we shall not forget that the purpose of companies is to profitably create and
respond to customer needs and wants. Firing most restaurants workers on one day and provi-
ding free coffee to healthcare workers on the next one is a response by restaurant operators,
which should have received a public disgust rather than a thank you. Pretending business will
be as usual while destroying the core competences of one’s company is a road to hell. Looking
for means to capitalize on core competences profitably under unparalleled circumstances
should have been the example of appropriate response to new reality. For instance, finding
novel ways of product and service delivery, identifying special applications of company’s of-
ferings to fight the risks, developing and quickly introducing products and services, which will
meet the needs of consumers locked down in their apartments.

Every crisis ignites emergence of new customer segments. We need to look behind the corner
and get ready for what comes next. The situation will surely further polarize distribution of
wealth and income. Income affected consumers will restructure their spending and will start
to look for alternatives. Some expenses will be delayed, others abandoned altogether. Brand
Lloyalty will be challenged. Purporting non-monetary switching cost will be on a losing wicket.
Travel, leisure and household services are likely to be hit the hardest and will not rebound
quickly. We might well be heading into an economic crisis, after which 1930’s great depression
will be presented like a fairytale.

There is no better time than now to go by the classic business rulebook: act now to live well
Llater. Mass-market oriented businesses shall reassess and streamline their brand and product
portfolios and improve its affordability. Challenge your cost side. Do not have hopes for go-
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vernmental savior programs or public reciprocity. Think your business is a start-up, in spite of
having a decades-long tradition. Start-ups fail early and fail often. Don'’t let your business to
become a patient on air ventilation, it is not a living creature. Escalation of the crisis in com-
panies might well be the only way to safeguard their future.

Résumé Vcera, dnes a zitra: Marketing v dobé koronavirové

Kazda krize je pfilezitosti k lepSimu poznani sebe sama i druhych, v podnikani je pak impulzem
k pferuseni inkrementalnich inovacnich proces( a probuzeni dramatické organizacni flexibi-
lity. Zdravotni koronavirova krize pfisla mozna znenadani, pfestoze nékolik mésicl zjevné
¢ihala na prlnik do zapadniho svéta. Mnohé podniky ji v3ak jako krizi nevnimaji. Nepochopily,
Ze by mély aktivizovat krizové plany jako pfi pozaru nebo havarii. Nejednaji podle pravidel kri-
zové marketingové komunikace. Nepochopily, Ze by od samého pocatku mély jednat, jako by
byly na pokraji preziti. Inspirujme se proto u pravidel marketingu v dob& hospodarské recese,
nasadme néktera opatfeni nyni, planujme pro dobu, kdy dojde k uvolnéni spoleenské distan-
ce. Vyuzijme tuto krizi k tomu, abychom byli pFisté lépe pfipraveni. | tato krize bezesporu zrodi
nové globalné uspésné byznys modely.

Kontakt na autorov / Address doc. Ing. Pavel Strach, Ph.D., Ph.D., SKODA AUTO Vysoka
Skola o.p.s., Katedra marketingu a managementu, Na Karmeli 1457, 293 01 Mlada Boleslav,
Ceska republika, e-mail: pavel.strach@savs.cz

ZAUJALO NAS | CAPTURED US

CESI A REKLAMA 2020

Ceska marketingova spole¢nost vydala tla¢ovu informaciu, ktora obsahuje vysledky pra-
videlného prieskumu zameraného na postoje Ceskej verejnosti k reklame. Z metodiky
prieskumu vyplyva, Ze cielovou skupinou bola online populacia Ceskej republiky vo veku
nad 15 rokov, metédou zberu Udajov bol CAWI Omnibus ppm factum, data sa zbierali
v Case 10. 1. - 16. 1. 2020. Realizoval sa kvétovy vyber so stanovenim kvot na pohla-
vie, vek, vzdelanie, velkost miesta bydliska a regidn. Vzorku tvorilo 1000 respondentov.
Zadavatelom vyskumu bola Ceskd marketingova spoleénost (CMS), POPAI CE a Ceské
sdruzeni pro znackové vyrobky (CSZV). Prieskum realizovala vyskumna agentira ppm
factum research.

Autorka a zakladatelka vyskumu Jitka Vysekalova, prezidentka CMS sa k vyskumu vyja-
drila: ,Vyzkum probiha pravidelné kazdoro¢né od roku 1993, v letoSnim roce probéhla
jiz 37 vlna tohoto Setfeni. V prvnich letech byl vyzkum realizovan vicekrat ro¢né, takze
teoreticky jsem se mohla s nékterymi novinafi setkat jiz po tficaté sedmé. Zakladni vy-
zkumné otazky z(stavaji stejné, ale postupné zafazujeme aktualni témata odpovidajici
vyvoji a vyznamu reklamy nejen jako soucasti marketingového mixu, ale dilezitého
spole¢enského jevu.”

Zakladni zjisténi

v Cesi jsou nejvice obtéZovani intenzitou reklamy v komerénich TV stanicich (v prvni fadé
na Nové, tfi ¢tvrtiny Cechd) a na internetu (dvé tfetiny Cechd) a socialnich siti (YouTube
a FB). Rozdil mezi komerc¢nimi televizemi a internetem neni vyrazny.

v Nejlepsi situace je z hlediska presycenosti reklamou na CT, v rozhlase a letos téZ v no-
vinach.

v Nejpozitivnéji je pfijimana reklama v misté prodeje, zvlasté pokud jde o ochutnavky
a rdzné prezentace.

v Oproti pfedchozim letlm je vy$3i podil lidi, kterym reklama pfi nakupu pomaha (témér
polovina). Vyrazné rozdily v populaci nejsou, nicméné reklama je vice napomocna zenam,
mladSim generacim a lidem se zakladnim vzdélanim. Rovnéz téméf polovina populace
pfiznava nakup na zakladé reklamy

v Reklamni bloky, pferusujici TV porfady jsou tim, co z dotazovanych formatd reklamy ob-
téZzuje nejvétsi podil Ceské verfejnosti (vice nez 4 lidi z 5 obtézuiji).

v Dokonce témé&F 9 z 10 Cechdl by zakazalo reklamni bloky v prib&hu détskych pofadt

v Reklama by méla nést zejména tyto atributy: pravdiva, srozumitelna, bez nasili a dlvéry-
hodna. Obsazeni zndmé nebo vyznamné osobnosti neni pro jednu tietinu Cechd dlezité.
v Reklama na cigarety stale vyvolava nejvice negativnich reakci. Ponékud vétsi tolerance
panuje vuci reklamé na alkoholické napoje, pfitemz se vyrazné projevuji rozdily podle
v Poboufeni a naprosty zakaz reklamy s erotickymi a sexualnimi motivy opét projevila
minimalni ¢ast populace (4%), dalsim 11% se nelibi, ale nevyzaduji zakaz.

v Dle postoju k reklamé mlzeme rozdélit ¢eskou populace na 5 segmentd, ve kterych
dochazi ke zménam.

51



52

Voo

Podivejme se podrobnéji na aktualni vysledky z ledna 2020
« Kde jsou lidé reklamou nejvice presyceni?

PRESYCENI REKLAMOU (data v %, n=1000)

REKLAMA V MISTE PRODEJE
televizni obrazovky v misté prodeje

propagacni rozhlas v obchodech

nabidky vyrobkud na propagacnich stoja
upoutavky v regalech a na pultech prodejen
ochutnavky/ prezentace na misté prodeje
NADLINKOVA REKLAMA
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v Nejvice jsou lidé presyceni reklamou v komer¢nich televizich a na internetu. Podobné jako
v minulych letech panuje pfesvédceni, Ze ze viech mediatypu je nejvice zahlcena reklamou

TV Nova.

Vv Pfesycenost reklamou na socialnich sitich kontinualné stoupa. To souvisi obecné s jejich
nardstajicim vyuzivanim, ale i s typem letoSniho online Setfeni.
v Reklama v misté prodeje je trvale vnimana benevolentné - tfetinou populace je vitana

(ochutnavky a prezentace).

« Reklama jako zdroj informaci a nakup na zakladé reklamy

DEKLAROVANA POMOC INFORMACI
Z REKLAMY PRI NAKUPNIM
ROZHODOVANI (data v %, n=1000)

NAKUP NA ZAKLADE REKLAMY
(data v %, n=1000)
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- Velmi mi pomahaji - nevi, bez odpovédi
- Spise pomahaiji
- Ani, ani Vibec epomahaji

Spise nepomahaji - Ano Ne

v Deklarovana pomoc informaci z reklamy pfi nakupu odpovida procentu téch, ktefi pfiznavaji
nakup na zakladé reklamy. Vice se citi byt ovlivnény Zeny, mladi lidé a obyvatelé mensich mést.
v Nakup na zakladé reklamy pfiznava téméf polovina populace. Ve srovnani s minulym rokem
stoupl podil lidi, ktefi nakup na zakladé reklamy pfiznavaji.

v Dlouhodobé se podil téch, ktefi nakup na zakladé reklamy pfiznavaji pohybuje mezi 30-40%.
V leto3nim roce stoupl na 48%.

v Reklamy, které ovlivnily nakup se nej¢astéji tykaly potravin, kosmetiky a drogerie, elektro-
niky a spotrebic¢d. Konkrétné byly jmenovany znacky Kaufland, Lidl, Nivea, Iphone, Phillips,
Kofola, Coca-Cola. Reklamu zaznamenali na internetu, v televizi, letacich, socialnich sitich.
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NAKUP NA ZAKLADE REKLAMY: VYVOI (data v %)
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Jitka Vysekalova fika: ,Nakup na zakladé reklamy, ¢i pfesnéji ochota pfiznat takovy nakup, se
od roku 1994, jak vidime z grafu,(hodnoty odpovédi ,ano, koupil/a/ jsem na zakladé reklamy®)
pohybovaly v priméru mezi 30-40% (nejvice to bylo 44%). Dlouhodobé plati, Ze lidi, ktefi se
zdrahaji pfiznat ovlivnéni reklamou je vice, nez téch, kdo se k nému pfiznavaji. Zastoupeni
obou skupin od roku 2010 do lofského Setfeni oscilovalo na stejné hladiné, v leto3nim roce se
zvysil podil téch, ktefi nakup na zakladé reklamy pfiznavaji na 48%.

Dalezité je si uvédomit, Ze jde o tu ¢ast populace, ktera si nakup ovlivnény reklamou uvédomi
a je ochotna ho pfiznat. Lze prepokladat, ze fada lidi si vlivy reklamnich sdéleni neuvédomuje
a dalsi ¢ast neni ochotna je pfiznat ani sobé a uz vibec ne druhym. ,Ja pfece nejsem ten hlu-
pak, kterého reklama ovlivni® Jinak to je u druhych, jak vidime z odpovédi na dalsi otazku, zda
reklama manipuluje lidmi. Tam je to razem 90%."

Jak se vyvijeji nazory na spolecenskou roli reklamy?

SPOLOCENSKA ROLE REKLAMY (data v %, n=1000)
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. Reklama manipuluje lidma

. Reklama podporuje zbyte¢ny konzum

v Postoje k roli reklamy ve spole¢nosti zdstavaji ambivalentni. Cast populace si uvédomuije
dllezitost reklamy pro ekonomiku i média, ale vidi i jeji negativni dopady.

v Na stejné urovni z(stava procento téch, ktefi jsou presvédcteni o manipulativni roli reklamy.
v Oproti minulému Setfeni doslo k narlstu u vétSiny pozitivnich atributd, tj. Ze reklama patfi
k modernimu zivotu, je nezbytnou soucasti ekonomiky a pomaha nam pfi vybéru zbozi.

v Pokles je patrny u nazoru, ze reklama podporuje zbyte¢ny konzum.

Kontroverzni témata v reklamé

Jitka Vysekalova: ,Mezi citliva témata patfi postoje k reklamé na cigarety, alkohol, nezdravé
potraviny a volné prodejné Léky, které sledujeme jiz fadu let. Pokud jde o alkohol, Lisi se posto-
je k reklamé na tvrdy alkohol a pivo a vino. Stale jesté jen relativné malé procento lidi vyzadu-
je naprosty zakaz reklamy na volné prodejné léky. Naprosto zakazat by si lidé stale nejcastéji

OSOBNIi POSTOJE K NEVHHODNYM TEMATUM V REKLAMACH (data v %, n=1000)

Reklama na cigarety 45 27 20
Reklama na destilaty, tvrdy alkoho
Reklama na vino a sekt 14 41 38
Reklama na pivo 12 42 39
Reklama na volné prodejné léky 12 41 37
0% 20 % 40 % 60 % 80 % 100 %
. reklamu na tento druh vyrobku je tfeaba naprosto zakazat . at si kazdy dava takovou reklamu, jakou chce a kde chce

nevim, zalezitost je prili$ slozita, nez aby bylo mozno vybrat

kova reklama muze by najen itym omezenim . PSR .
. takova reklama mize byt provozovana jen s uréitym omezeni jedno 7 nabizenych fegen
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VHODNOST POUZIVANI SEXUALNICH A EROTICKYCH MOTIVU (data v %, n=1000)

Tyto reklamy sa mi Libi
Libi se mi to, jen kdyz se hodi k nabizenému vyrobku

Prili$ se mi to nelibi, ale nevadi mi

Vubec se mi to nelibi, vadi mi to

Vubec se mi to nelibi, pobufuje mé to, mélo by to byt zakazané

Tento problém mé vubec nezajima, nemam potiebu se k tomu vyjadFit

prali reklamu na cigarety. Reklama na pivo je stale tolerovana i kdyzZ klesl pocet téch, ktefi ji
davaji naprostou volnost. Cesi jsou stale velmi tolerantni k reklamé na volné prodejné Léky,
zakazalo by ji jen 12%, stejné jako na pivo. Poboureni a naprosty zakaz reklamy s erotickymi
a sexualnimi motivy opét projevila minimalni ¢ast populace (4%), dalsim 11% se nelibi, ale
nevyzaduji zakaz. Signifikantni rozdil mezi muzi a Zzenami.

* Jaka by reklama méla byt

LTuto otazku jsme pokladali od poloviny devadesatych let az do roku 2007 a protoze se odpovédi
fadu let neménily, v poslednich letech jsme ji vynechali. Lidé stale od devadesatych let prefe-
rovali reklamu pravdivou, dlvéryhodnou, srozumitelnou, ktera jim poda informace o vyrobku.
Pokud to navic bude vtipnym a zajimavym zplsobem, o to lépe. Zajimalo nas, zda se za posledni
léta pohled a pozadavky na reklamu zménily, takze jsme v loriském roce dotaz znovu zafadili. Na
zménu by mohl mit vliv i vybérovy soubor - online populace. Jak vidime z vysledk(, nemél, ani
v lorfiském, ani v letoSnim roce. Stale je preferovana reklama, ktera podava pravdivé informace
srozumitelnou a pfip. i originalni formou. Slusnost, nevtiravost, nevyuzivani nasili a originalita

« yr

patii k dalsim zadanym atributdm®, fika autorka vyzkumu Jitka Vysekalova.
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. Zménila k lepsimu, je zajimavéjsi, vic se mné Libi Jina odpovéd

SEGMENTACE DLE POSTUPU K REKLAME

100 %
Reklamu miluji
vice zeny, ve véku 30 - 59 let, Castéji
s niz8im vzdélanim (vyucené), mensi mésta
80 % (5000 - 19999 obyvatel)

Reklama je dobry sluha, ale zly pan
Castéji lidé s nizsim vzdélanim (vyuceni),
Castéji stfedni vék (30 - 44 let), méne

60 % Casto Prazané a lidé starsi 60 let.

Reklamu nefeSim

Castéji lidé stfedniho véku (30 - 44 let),
obyvateké nejmensich obci (do 2000 oby-
vatel).

40 %

Ekonomika reklamu potiebuje, ja vSak ne

20 % v Ve v . z
Castéji zeni, mlada generade do 29 let,

Castéji lidé se stfedoskolskym vzdélanim,
Castéji z nejmensich a nejvétsich obci.

0%
Nesnasim reklamu
¢astéji muzi, vice lidi ve véku nad 60 let,

Castéji Prazané a obyvatelé velkych mést.
Podil lidi, ktefi reklamu toleruji, ale nepotiebuiji, kontinualné ) y y

pribyva, kritikd reklamy mirné pfibyva, sympatizanti ubylo.

. Nesnadim reklamu

. Ekonomika reklamu potfebuje, ja v3ak ne Reklama je dobry sluha, ale zly pan

. Reklamu nefesim Reklamu miluji

« Jak se reklama zménila

V lofiském roce jsme do vyzkumu také zaradili otazku, zda se dle nazoru dotazanych reklama
v posledni dobé& zménila k lepsimu, ¢i hordimu. Cim dal tim méné se Llibi reklama 28% (loni
27%) dotazanych a dalSich 14% uvadi, ze se zménila k hor$imu, protoze podava méné informa-
ci. Celkem 31% vidi zménu k lepSimu, povaZzuji reklamu za zajimavéjsi a ¢ast je i vice spokojena
s mnozstvim informaci, které podava. 24% zadnou zménu nepozoruje. K soucasné reklamé
jsou kriti¢téj$i muzi a nejmladsi vékova kategorie.

* MiZeme udélat ,pFihradky“ na lidi podle postoji k reklamé?

Pavel Trousil (ppm) Fika: ,Postoje k reklamé rozdéluji ceskou populaci na 5 segmentd, ve kte-
rych dochazi v poslednich letech ke zménam. Lidi, ktefi reklamu toleruji a uznavaji jeji po-
tfebnost pro ekonomiku, ale nepotfebuji ji osobné, kontinualné pribyva, rovnéz mirné pribyva
kritik( reklamy a ubylo milovnikd reklamy.

Reklama je soucasti naseho Zivota a védét jak plsobi, je ¢i mélo by byt samoziejmou soucasti
této komunikace. Data z naSeho dlouhodobého vyzkumu zafazujici reklamu do Sirsich spole-
Censkych souvislosti k tomuto poznani pfispivaji. | kdyz vétsina vysledkl vyzkumu neznamena
»Sokujici pfelom* v nazorech lidi, jsou uvedena zjisténi dulezita pro pochopeni celkového vy-
voje marketingovych komunikaci a vychodiskem pro dals$i podrobnéjsi analyzy.
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ZAUJALO NAS | CAPTURED US

SUTAZ PROKOP 2019

PROKOP je prestiznou sutazou najlepsich PR projektov na Slovensku, ktoru od roku 2010 vy-
hlasuje a organizuje Asociacia public relations na Slovensku (APRSR) v spolupraci s odbornym
mesacnikom Stratégie. Public relations sa Coraz viac stava dolezitou suc¢astou komunikacného
mixu a ocenenie PROKOP dava moznost predstavit zaujimaveé, kreativne a inovativne PR kam-
pane, uskuto¢nené na Slovensku v aktualnom roku.

Podla Statutu je cielom sutaze PROKOP prostrednictvom odbornej poroty ohodnotit najlepsie
povodné PR projekty, realizované na Slovensku v priebehu uplynulého roka domacimi Speci-
alizovanymi agenturami. Kritériami sttaze su inovativnost, kreativita a realizacia PR projektu
s prihliadnutim na preukazatelné vysledky.

0 pracach rozhodovala 12-¢lenna porota zlozena z osobnosti public relations a Specialistov.
Slavnostné odovzdavanie cien sa uskutoc¢nilo 23. januara 2020 vo Vodarenskom muzeu v Bra-
tislave.

V sutazi sa projekty hodnotili v hlavnych kategdriach: corporate communications; busi-
ness to business PR; business to consumer PR; community relations; internal commu-
nication; krizova komunikacia/issues management; politicka komunikacia, politické PR,
public affairs; digital and social media a v Specialnych kategdriach: best media placement;
regional community relations; event PR; spolocenska zodpovednost, filantropia a PR pre
neziskové organizacie.

NajlepSie hodnotenymi v 10. ro¢niku sutaze PROKOP sa v jednotlivych kategodriach stali:

corporate communications

1. miesto

Projekt KAMILKA/Kofola CeskoSlovensko v spolupraci s 1st Class Agency/Kofola CeskoSlo-
vensko

2. miesto

ESET Science Award/Seesame, s. r. 0./ESET a Nadacia ESET

business to business PR

1. miesto

Pripravte sa na eKasu/02 Slovakia/02

1. miesto

Metro Zero Waste/AMI Communications Slovakia, s. r. 0./Metro Cash & Carry
3. miesto

Technology explained: Watch IT now/Seesame, s. r. 0./Soitron

business to consumer PR

1. miesto

#Nebudpirat/Seesame, s. r. 0. v spolupraci s Elite Solutions, Zenith Optimedia/O2 Slovensko
2. miesto

Sloboda je v tebe/Zaraguza v spolupraci s Wavemaker, Eva Taracova, G82/Slovenska spori-
telna

2. miesto

IKEA - Spankova revolucia/Seesame, s. r. 0./IKEA Bratislava, s. r. 0.
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3. miesto

Ruku hore za toleranciu, Slovaci/PR Clinic v spolupraci s Triad Advertising/Absolut
3. miesto

Co nosia baletky, ked st bez $pi¢iek?/PRime time/CCC Slovakia, s. r. o.

community relations

1. miesto

Prijatelni.sk/SKPR Strategies, s. r. 0. v spolupraci s Respect APP, Goodldeas/OZ Divé maky

2. miesto

Hraskova polievka/Lidl Slovenska republika v spolupraci s Wiktor Leo Burnett/Lidl Slovenska
republika

2. miesto

Zimicka uz prisla/Seesame, s. r. 0./0Z Vagus

3. miesto

Vrat sa.sk/Seesame, s. r. 0./LEAF

internal communication

1. miesto

Dress Release/Wiktor Leo Burnett v spolupraci s PoStova banka, a. s./PoStova banka, a. s.

2. miesto

Interné vlogy CEO Slovenskej sporitelne Petra Krutila/Crossline, s. r. 0./Slovenska sporitelnia, a. s.
3. miesto

Zazite, aké je to byt iny na vlastnej kozi/Slovak Telekom, a. s. v spolupraci s Casual, Eduma, n.
o./Slovak Telekom, a. s.

krizova komunikacia/issues management

1. miesto

Dan z potravin/1st Class Agency v spolupraci s Respect APP/Slovenska aliancia moderného
obchodu

2. miesto

Vypadok mobilnej siete 10.5.2019/Slovak Telekom, a. s. v spolupraci s casual/Slovak Telekom,
a.s.

3. miesto

Benzin E10 neohrozi auta/Dynamic Relations 2000, s. r. 0./Zdruzenie pre vyrobu a vyuzitie
biopaliv

politicka komunikacia, politické PR, public affairs
1. miesto
Nekur fejky/Neopublic, s. r. 0./Slovenské zdruzenie pre znatkové vyrobky

digital and social media

1. miesto

Checkbot/Seesame, s. r. 0./Seesame

2. miesto

Hokejovy chlieb/Lidl Slovenska republika/Lidl Slovenska republika

2. miesto

Hyundai so zenami, proti predsudkom/THIS IS LOCCO/Hyundai

3. miesto

Konecne to pocujete aj vy/Mayer/McCann Erickson/The Coca-Cola Company
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3. miesto
Chatbot Ako sa mas?/PS:Digital v spolupraci s BBDO/Liga za dusevné zdravie

best media placement

2. miesto

SME Moderni/Wavemaker v spolupraci s SME Creative/Slovenska sporitelia, a. s.

2. miesto

#SmeSpecial - Slovaci na Svetovych hrach v Abu Zabi/SKPR Strategies, s. r. 0./Specialne
olympiady Slovensko

regional community relations

2. miesto

Na vychode ni¢ nového? Kampan Nekur fejky/Neopublic, s. r. 0./Slovenské zdruzenie pre znac-
kové vyrobky

event PR

1. miesto

Pohoda BEZ/Zaraguza v spolupraci s Wavemaker, Promea Communication/Slovenska spori-
telna, a. s.

2. miesto

Druhy Zivot pneumatik - bludisko/AMI Communications Slovakia, s. r. 0./Continental Barum,
S.T.0.

3. miesto

S Continentalom na Tour de France/AMI Communications Slovakia, s. r. 0./Continental Barum,
S.T.0.

spolocenska zodpovednost, filantropia a PR pre neziskové organizacie

1. miesto

#0ciPrePlac/Oliver agency v spolupraci s Getlike/Not in our town, Post Bellum

2. miesto

Adoptuj si postel/Elite Solutions, s. r. 0./Depaul Slovensko

3. miesto

Nepocujuce dieta/PRime time v spolupraci s Mayer McCann Erickson/Nadacny fond Telekom
pri Nadacii Pontis

Vsetky najlepSie hodnotené kampane si je mozné pozriet na webovej stranke sutaze
http://www.prokop.online.

TEXT | DUSAN PAVLU

RECENZIE | REVIEWS

FOTR, JIRI AND SOUCEK, IVAN, 2020.

SCENARE PRO STRATEGICKE ROZHODOVANI

A RIZENI/SCENARIOS FOR STRATEGIC

DECISION-MAKING AND MANAGEMENT.

PRAGUE: GRADA PUBLISHING. 235 P. ISBN 978-80-271-2020-8.

The social and economic reality is more and more complex and complicated, particularly,
because of the results of scientific-technological development and their almost instant in-
troduction in manufacturing, production and consumption, and so, in the near future, we will
face even more complicated relationships, links, structures and dependences on the national
as well as global scale. But how to take a look behind the curtain of everyday life, how to look
at the near and distant horizon and make a qualified guess what awaits the human race there,
in what direction will the segment of life we are most interested in move?

Grada Publishing is committed to bring, at least, a partial answer to these questions in its
new publication focused on prediction and creation of possible future scenarios. Primarily,
in the economic sphere, but as the authors mention in many places, the analysed methods
can be used in many other areas. Dean Brabec formulates the initial idea in the foreword:
,Strategy is an exponential function, ability to respond to changes caused by new technolo-
gies and demands of customers. The companies able to work with the future best practice
and create a new ecosystem will multiple their profits up to eight times, and, on top of that,
significantly reduce business risk. The proof is the convergence of industries, commoditi-
zation of products, customers of the new generation, individualization, new technologies.
Imagine the new world as one large ecosystem formed by clouds communicated with each
other without the need for any human intervention®.

Eight chapters full of factual information gradually engage the reader in the method of the
creation of scenarios for the future. In their approach, the authors can’t hide they are univer-
sity teachers - their presentation is thematically clearly sorted out, accompanied with facts
and a summary of the key findings in the end of each chapter; and what we should especially
appreciate is the number of concrete examples of actually existing scenarios. The scenarios
are just the tool reducing the risk of uncertainty from the future development. They come out
of the knowledge that many uncertainties of the future development have the character of
discontinuations, i.e., certain turning points which can be predicted only with a difficulty. So,
they can be threats on the one hand, but on the other hand, also a perfect opportunity for the
dynamic development; at the same time, the thoughts reflect the awareness of the relevant
trends in the socio-economic reality. Therefore, we should get ready for the future in the
form of alternative scenarios allowing us to include into our considerations about the future
various quantifiable phenomena, which decrease the error rate in prediction.
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The scenarios enable to create variant solutions for a possible, highly probable develop-
ment. The authors show the main typology of scenarios (visionary, deciding, global, local,
industry-related, specific, characterized by the duration of the planning horizon, etc.). It
is beyond doubt that alternative scenarios can reduce risks in the creation of develop-
ment strategies, investment decision making and strategic planning. It is obvious that
these types of scenarios alone can’t guarantee the correct decision-making. However,
the authors show some examples of the creation and use of scenarios in the US, France
and in the Shell company, which indicate their practical and strategic significance in the
managerial decision-making processes.

Characterizing the standard methods used in their creation, they formulate 8 steps:

« Specification of the problem and goals of solving the problem.

« Selection of participants in their creation.

« |dentification of driving forces.

« Creation of scenarios with the use of matrixes.

« Concepting, naming and executing stories of scenarios.

* Communication and presentation of scenarios.

« Testing their consistency.

« Monitoring the surroundings and updating these scenarios.

They pay attention to some other methods of their creation, to the quality and sources of
input information and data collection methods including their possible presentations to the
target groups the near development will apply to most and who also have most chances to
influence their future implementation.

The next chapters demonstrate, on the real examples, the benefits of skilfully executed sce-
narios in different areas of the life of the society in both the economic and social sphere: re-
ducing risks of natural catastrophes in South Australia, protecting land against flooding - the
UK, the Netherlands, protecting ecosystems in Virginia, future development of the city of Os-
trava, development of the British power industry, defence of the state, future of the pharma-
ceutical industry, development in logistic systems, investment schemes in large companies,
strategic planning in refinery companies, possible forms of car manufacturer development in
Brazil. The mentioned practical examples prove that the scenarios are successfully used in
many areas - often quite different ones. This is confirmed by the chapter 7 focused on the
application of possible development scenarios at the level of countries — use of the land in
New Anglia - USA, energy changes in Germany, development of consumption and prices of
oil - Shell, AIDS development in Africa.

The last chapter summarized the pluses and negatives of scenario creation. The authors
agree that for marketing, and, particularly, marketing communications, it is absolutely vital
to change the mental models of managers whose thinking usually concentrates on the phe-
nomena and processes going on in their organization and neglect the essential factors of the
environment. Managers typically lack prospect and interdisciplinary thinking, the thinking
based on considering future uncertainties, on the ability to perceive changes, interpret them
and promptly respond to them. And this is exactly what the thinking paradigm in this area of
managerial activities as a part of corporate culture should be Llike.

The reviewed book brings many new thinking stimuli, doesn’t overlook the complexity and
obstacles of creating scenarios for the development in the future in various spheres of the
life of the society; however, it is also a very inspirational information source about possible
ways to reduce the level of uncertainty about the future development. At the same time, on
the horizon there appears a new important assistant to have a say in the writing of future
scenarios - artificial intelligence.

TEXT | DAGMAR WEBEROVA

SLOVNIK | DICTIONARY

DICTIONARY OF USEFUL

MARKETING TERMS

line extension | rozsirenie The line extension was an effective strategy as the brand was
strong and customers could buy more products from the company. | Rozsirenie linky bolo ucin-
nou stratégiou, pretoZe znacka bola silnd a zdkaznici si mohli kupit viac produktov od spolocnosti.

line management | liniovy manaZment Line management is responsible for managing em-
ployees on a day to day basis. | Liniovy manaZzment zodpovedd za kaZdodenné riadenie zamestnancoyv.

line manager | liniovy manazér Jane as line manager found suddenly herself tasked
with a great deal of responsibility. | Jane ako liniovd manaZérka sa ndhle ocitla v ulohe s velkou
zodpovednostou.

list | zoznam, zostavit zoznam, zalistovat The HR manager has drawn up a list of candi-
dates that she would like to make an interview. | ManaZérka ludskych zdrojov zostavila zoznam
kandiddtov, s ktorymi by chcela urobit pohovor.

listen | pocuvat She listened as hard as she could, but she could not hear a word of what
he said over all that noise. | Poctivala tak usilovne, ako len dokdzala, ale pri tom vSetkom hluku
nemohla pocut ani slovo z toho, ¢o hovoril.

listening share | podiel pociivanosti That radio has hit its biggest share on the market -
its listening share hit 48.1 %. | Toto rddio dosiahlo svoj najvdcsi podiel na trhu - jeho podiel
pocuvanosti dosiahol 48,1 %.

load | ndklad
na svoje plecia.

The laborer lifted the load onto his shoulders. | Robotnik zodvihol bremeno

lobby | lobby The proposed new law is supported by the oil lobby. | Navrhovany novy
zdkon podporuje ropnd lobby.

local | miestny, domdci When travelling abroad we always have dinner at a local restau-
rant. | Pri cestdch do zahranicia si vZdy ddme vecCeru v miestnej restaurdcii.

local market | domdci trh, miestny trh Local markets can serve to amplify aspects of local
culture. | Miestne trhy moézZu sluzit na posilnenie aspektov miestnej kultury.

local media | miestne médid What are the reasons why local media should be important
for your company? | Aké su dévody, preco by miestne médid mali byt pre vasu spolocnost déleZité?

location | poloha, umiestnenie Choosing a good location for your business can ensure
that you get the most customers to visit you in a short time. | Vyber vhodného umiestnenia pre
vasu firmu mézZe zabezpeclit, aby vds v ¢o najkratsom Case navstivilo ¢o najviac zdkaznikov.

L
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logic | logika, logicky —— There is no logic in your reasoning. | Vo vasom oddvodneni nie je
Ziadna logika.

logistical | logisticky Delays in production have caused serious logistical problems. One-
skorenie vyroby spésobilo vdZne logistické problémy.

logistics | logistika About 4% of their turnover went to paying for logistics and distribu-
tion. | Asi 4 % z ich obratu smerovali na zaplatenie za logistiku a distribuciu.

logo | logo The sponsor's logo is displayed at every entrance to the stadium. | Logo
sponzora je umiestnené pri kazdom vchode na Stadion.

long | dlhy After a long, awkward pause someone asked a question. | Po dlhej, neprijem-
nej pauze niekto polozil otdzku.

long lease | dlhodoby prendjom Instead of building a new house they decided to take an
office building on a long lease. | Namiesto vystavby nového domu sa rozhodli vziat si kanceldrsku
budovu na dlhodoby prendjom.

long-Llife | dlhd Zivotnost Long-Llife batteries perform especially well in devices with con-
stant and low energy needs. | Batérie s dlhou Zivotnostou funguju obzvldst dobre v zariadeniach
s konstantnou a nizkou spotrebou energie.

long-standing | dlhodoby The United States and Japan have a long-standing agreement
that defines the rights and responsibilities of both nations. | USA a Japonsko maju dlhodobu
dohodu, ktord definuje prdva a povinnosti oboch krajin.

long term | dlhodoby Long term debts such as mortgages can be repaid many years later.
Dlhodobé dlhy, ako su hypotéky, je mozné splatit o mnoho rokov neskér.

look | pozerat, vyzerat, skimat That dress looks nice onJulia. | Tie Saty vyzeraju na Julii dobre.

look at | pozerat na | wish you'd look at me when | am speaking to you. | Prial by som si,
aby si sa na mria pozeral, ked's tebou hovorim.

look for | hladat

Tim is often looking for his keys. | Tim ¢asto hladd svoje kluce.

look forward to something | tesit'sa na
sa na skoré stretnutie s vami.

| am looking forward to meeting you soon. | Tesim

look into | skimat, preskimat, Setrit, presetrit A famous journalist will look into the rea-
sons for the government’s decision. | Sldvny novindr preskiuma ddvody rozhodnutia vlddy.

look up | vyhladat
v slovniku?

Have you looked it up in the dictionary yet? | UZ ste si to vyhladali

loose | volny
nych listov papiera.

A few loose sheets of paper were lying around. | Okolo leZalo niekolko vol-

lorry | ndkladné auto The accident involved two cars and a lorry. | Nehoda sa tykala dvoch
dut a ndkladného automobilu.

lorry-load | zataZenie ndkladného auta They delivered three lorry-loads full of medical
aid. | Dodali tri ndkladné vozidld plné lekdrskej pomoci.

lose | stratit, prehrat At least 200 employees will lose their jobs if the factory closes.
V pripade zatvorenia tovdrne strati prdcu najmenej 200 zamestnancov.

loss | strata

She suffered a gradual loss of memory. | Trpela postupnou stratou pamdti.

low | nizky People in that segment are living on relatively low incomes. | Ludia v tom
segmente maju relativne nizke prijmy.

low-alcohol | s nizkym obsahom alkoholu, nizko alkoholicky More and more women enjoy
drinking of low-alcohol drinks. | Stdle viac Zien si uziva pitie nizko alkoholickych ndpojov.

low-calorie | nizko kaloricky, s nizkym obsahom kal6rii Most of the content of life style
magazines is about low-calorie foods in association with health and beauty products. | Vécsina
obsahu casopisov o Zivotnom Style sa tyka potravin s nizkym obsahom kaldrii v spojeni s vyrobkami
na podporu zdravia a krdsy.

low-cost | nizko ndkladovy The 1990s saw a huge increase in the numbers of low-cost
airlines. | V 90. rokoch doslo k obrovskému ndrastu poctu nizko ndkladovych leteckych spolocnosti.

low-grade | nizko stupriovy, nie délezZity, nekvalitny Women were forced to accept low-
-grade jobs. | Zeny boli niutené prijat nekvalitné pracovné miesta.

low-paid | mdlo plateny, nizko prijmovy Globalization has turned unskilled, low-paid
workers into the international workforce. | Globalizdcia zmenila nekvalifikovanych mdlo plate-
nych pracovnikov na medzindrodnt pracovnu silu.

low-price | nizka cena, lacny Hypermarkets bombard their customers with many low-pri-
ce offers. | Hypermarkety bombarduju svojich zdkaznikov mnohymi lacnymi ponukami.
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