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TEXT | SAMUEL SMOLKA PRISPEVKY | CONTRIBUTIONS

¢ldnku zaoberal aj tym, ¢o ovplyvnilo vyvoj v Ceskoslovensku a v Slovenskej republike
aupozornil na vyznam medzigenerdcii, ktoré, rovnako, ako samotné generacie, majua
vlastné charakteristické vlastnosti a modely spravania sa. Cielom ¢lanku je predsta-

CHARAKTERISTIKA GENERACII
SLOVENSKYCH SPOTREBITELOV

vit a charakterizovat generdcie a medzigenerdcie slovenskych spotrebitelov, upozor-

nit na ich $pecifikd a naértnit ¢lenenie, ktoré je mozné pouzivat v naSom prostredi.

Delenie generacii Nazov generacie Casové ohranicenie

Prispevok sa zaobera typoldgiou réznych generacii spotrebitelov, ich Speci- Z3akladné rozdelenie generacii | Generdcia X 1966 — 1976
fickymi ¢rtami a vlastnostami ktoré ich profiluji a odliSuji. Znalost genera- GenerdciaY 1977 — 1995
cii spotrebitelov je jednym z predpokladov spravnej segmenticie, je kliéovym GenerdciaZ 1996 — 2012
identifikatorom pri oslovovani redlneho i potencidlneho spotrebitela. V marke- Prechodné genericie Generdcia ,Baby Boomu” 1946 — 1965
tingu sa prave o generaciach intenzivne diskutuje a kladie sa na ne velky déraz. (medzigenericie) Generajc!a ,,Hysalf?ylych deti 1974 —1979
Preferencie jednotlivych generacii vplyvaji na ich ndkupné spravanie, ale redlne Genera/qa ,,M|Ien|aI[ - 1980 — 2000

A A . . . e Py . Generacia ,Snehové vliocky” 2001 —
ho ovplyvnit vyZaduje dokladni znalost oslovovanej generacie a ¢asto aj Speci- — P

Generdacia ,Alfa 2010 —

fik, ktoré suvisia s vyvojom v jednotlivych krajinach. Prislusnikov kaZdej gene-
racie marketéri ¢asto spajaji s konkrétnymi produktmi, hovoria o Specifickych TABULKA 1: VYBRANE CLENENIE GENERACII. ZDROJ: VLASTNE SPRACOVANIE

vlastnostiach, spravani a charakteristikach. V élanku sa vSak ¢itatel dozvie aj

to, nakol'ko je charakteristika generacii presn4, €i a preco jestvuji medzigenera-
cie a aka typoldgia sa najcastejSie pouziva v Slovenskej republike.

Uvod
ketingu. Identifikovat, ktoré generdcie mame a moZeme oslovit produktom, ktory uz

Problematika generacii je jednou z najdolezitej$ich tém moderného mar-

méame alebo sa len chystdme uviest na trh znamena vediet ako oslovit tych zdkazni-
kov, ktorych chceme ziskat. Problematika generacii je relativne mlad4, autori R. Hill,
E. Williams, D. V. Bergh ¢i M. Behrer, K. M. Wallace zacali publikovat svoje skimania
aZ zadiatkom tohto tisicroédia. Specifikom problematiky generacif je, Ze kazdy autor
uvadza iny ¢asovy rdmec u jednotlivych generdcii a nie je mozné uchopit ani zhodu
v ich psychologickom profile. Napriek tomu sa idea roz¢lenenia populacie na jednotli-
vé generdcie ujala a tato typoldgia je v stiCasnosti uznavana a ¢asto citovand. Pracujd
s nou podnikovi analytici v oblasti marketingu, personalisti, psycholégovia i predaj-
covia. Jej vyznam prakticky nik nespochybrtiuje, ale aZ v stiasnosti problematika pri-
slusnosti k urcitej generdcii nadobtda prakticky vyznam. Preto je potrebné urobit
vyskum v oblasti teérie a porovnat zdkladné charakteristiky generacii, systemati-
zovat poznatky upozornit na dévody vyspecifikovania jednotlivych generacif a dis-
proporcie, ktoré vznikali v jednotlivych krajindch. Problematike je potrebné venovat
ststredent pozornost najma kvoli tomu, Ze typoldgiu generacii zacali marketéri pou-
zivat najma vo vztahu k segmentdcii trhu. Pomenovat vyznam preferencii a poZiada-
viek zdkaznikov ako prislusnikov jednotlivych generacii vyZaduje presne vediet ako
charakterizovat jednotlivé generacie spotrebitelov a aj to, Ze v jednotlivych krajinach
ovplyvnil vyvoj zdkaznickych preferencii nielen rok narodenia, ale aj politicky a eko-
nomicky vyvoj v danej krajine. Preto, okrem pozivanej typolégie generacii X, Y a Z,
ktord pouzivaji najma americki a zipadoeurépski autori, bolo potrebné, aby sa autor

U jednotlivych rokov neexistuje zhoda, preto rozdelenie generacii ich ndzvy i caso-
vé ohranicenia mo6zu iné zdroje uvddzat inak. Ako sme uz uviedli, tradi¢né Clenenie
generacif vzniklo na americkom kontinente. Vyskumy tykajtice sa generacif sa tyka-
li najma ich vztahu k modernym technolégidm a ich vyuzivaniu. Preto st v praxi vy-
uzivané najma v technologickych odvetviach.

Tradi¢né clenenie generacii Generdcia ,X“ je prvou technologickou genera-
ciou. Technolégie sa zacali objavovat v priebehu jej Zivota, ¢o nadobudlo vyznam naj-
mai z pohladu marketingu. Prejavilo sa to otvorenostou voc¢i tradicnym, rovnako ako
aj vo¢i modernym spésobom komunikacie (Hill 2002, s. 62). Napriek tomu sa ,gene-
rdcia X“, nenechd lahko ovplyvnit reklamou a kipu produktov zvaZuje z hladiska
modernych trendov i z hladiska toho, ¢o im kiipa produktu zabezpe¢i. Pre firmy je po-
trebné jednoznacne definovat dévody, pre ktoré by si mali spotrebitelia tejto genera-
cie ich produkty kiipit. V opa¢nom pripade sa mozZe stat, Ze stratia zakaznikov z tohto
segmentu a tejto generdcie. Medzi dalSie charakteristiky tykajice sa ndkupného
sprdvania generdcie X patr{ uprednostiiovanie praktického dizajnu a nizsej ceny. Pri
nakupe sa prislusnici tejto generdcie riadia svojim vlastnym rozumom a velky vyz-
nam pripisujui skisenostiam a referencidm od zndmych ¢i priatelov (Wallace et al.
2014, s. 50). Vyznacuju sa vysokou lojalitou a ochotou zaplatit za svoju obltibent znac-
ku viac. Generdciu ,X” mozno povazovat za idedlnu cielovd skupinu, segment na zis-
kanie celozZivotného zdkaznika. To vSak plati len ak podnik ponika vysoko kvalitné
produkty a sluzby, ktoré od nej zdkaznici pozadujd. V porovnani s mladSou genera-
ciou je ich ochota skisat nové znacky nizsia.

Medzi dalsie charakteristiky generacie , X" patri, Ze:
| uprednostiiuji osobny alebo telefonicky kontakt,



| ndkup produktov dlho zvaZuju a snazia sa néjst to najlepsie za pre nich pri-
jatelnt cenu,

| radi nakupuji znac¢kové produkty,

| uprednostiiuji pracu pred zdbavou,

| hladaju zmysel (skryty vyznam) aj tam, kde na prvy pohlad nie je, ¢i nie je
evidentny.

Ku charakteristikdm tejto generacie eSte patri otvorenost a ovplyvnitelnost. Je to ge-
neracia, ktord ma dospelé deti a zvycajne aj vihukov a prave pri pouzivani ¢i ndkupe
technolégii si d4 od nich poradit, preto pri osloveni tejto generdcie je potrebné zva-

o

zit aj tento faktor.

Generdcia ,Y“. Ide o mladych ludi, ktori sa narodili v osemdesiatych rokoch 20-teho
storocCia, na com sa zhodne aj viac¢sina autorov. Definovat kedy sa toto obdobie kon-
¢iuz tak jednoznacné nie je. Pouzivanie modernych komunikaénych prostriedkov je
u tejto generdcie na dennej baze, preto sa pre nich stala kazZdodenna a internetova
komunikdacia prirodzenou stcastou Zivota. Rozmach modernych technolégii, ktory
stvisi so smartfénmi a s ndstupom socidlnych sieti posunul moznosti online komu-
nikacie na vysSiu diroven (Bergh a Behrer 2012, s. 21). Vysledkom je tvorba modernych
sietf a socidlnych médii bez lokdlnych hranic. Generacia Y sa nepotrebuje ucit na co
slizia tieto technolégie, vie ich intuitivne pouzivat a v digitdlnej spolo¢nosti sa citi
komfortne. Ide o generdciu, ktord ma pristup k obrovskému mnozstvu informacii
a vyzaduje ich, chce ich vSak selektovat. Tato generdcia je zaroven kriticka voci rekla-
me a véemoznym informadcia na internete. Pozitivnou ¢rtou Generdcie ,Y” je zvySenda
tolerancia voc¢i prislusnikom inych narodnosti a ras multikulturalizmus je jej vlast-
ny. Pristup k informdacidm z akéhokolvek miesta ich istym spdsobom profiloval, pre-
to mnohi experti povazuju prave generaciu ,Y* za rozmaznant a lenivd.

Medzi dalsie charakteristiky generacie ,Y” patri, Ze:
| formovala ich optimistickd vychova v rodine,
| majui dobré a kvalitné vzdelanie doma i v zahranié&i,
| uprednostiiuji investicie do z4zitkov pred kipou tovaru (ak kiipa tovaru nie
je sama o sebe z4zitok),
| st sebavedomi, obéas prehnane sebavedomi az drzi,
| radi skiimajt nové trendy.

Ide o generdciu, ktora vyrastla v demokracii, ktord poznamenala aj ich rodinné vzta-
hy, tie st obyCajne otvorené a priatelské. Predstavitelia tejto generacie s dynamicki,
radi skiimajui nové veci a trpezlivo sa vztahuju voci star§im generdciam, ktoré tech-
nolégie nevedia pouZivat.

Generdcia ,Z” je celkom ind ako predchddzajice generécie ,X” a ,Y”. Ide o mladych
Tudi, tinedZerov a je to, zatial, technicky najvyspelejSia generacia. Tato generdacia sa

zZila s modernymi technolégiami a predstavitelia tejto generacie st neustéle ,prile-
peni” k obrazovkdam vsetkého druhu.

Pre ludi z generdcie ,Z” nie je vébec tazké riesit niekolko tiloh naraz, ak popri
prdci alebo uc¢eni majud priestor aj zabavu. Nemaji predsudky voc¢i r6znym rasdm, et-
nikdm pod podmienkou, Ze je zachovany ich sp6sob Zivota (Seemiller a Grace 2016,
s. 164).

Na druhej strane, predstavitelov generacie ,Z“ do problémov dostava prehna-
né sebavedomie Casto hraniciace s aroganciou, ked si myslia, Ze vSetko vedia, vsetko
poculi a v8etko videli. Sd zvyknuti na prevazne elektronickd komunikaciu, aj kniz-
né publikacie ¢itaju len na internete. Stretnutia tvarou v tvar vSak nie su ich silnou
strankou.

Medzi dalsie charakteristiky generacie ,Z“ patri:

aktivne vyuzivanie modernych technolégii,

| budovanie socidlnych kontaktov a vztahov prostrednictvom socidlnych
médif,

timova praca - so svojimi rovesnikmi - ¢asto na dialku,

multitasking - zvladaju viac tikonov naraz,

zadbava a zdroven praca,

potreba nezavislosti - tdZia po nezavislosti, ale zarovenl nevedia ako sami
postupovat

svoje myslienky a ndzory zdielaji s celym svetom - strata sikromia, zivot na
internete,

chybajtice zdkladné zrucnosti a skiisenosti.

Vzhladom na to, Ze tato generacia este nie je striktne vyprofilovana vo vztahu k za-
kaznickym preferencidm, nie je jednoduché uchopit ich nakupné spravanie. Produk-
ty, ktoré nie s na internete, pre nich nejestvuji. Maji poziadavku, aby praca bola pre
nich zdroven zdbavou a st schopni a ochotni skiisat nové veci ¢i vymysliet nové povo-
lanie, len aby to dosiahli.

Prechodné generdcie alebo medzigenerdacie —— Predstavili sme Citatelovi klasic-
ké ¢lenenie generdcii, ktoré publikovali americki a zdpadoeurdpski autori v priebehu
tohto tisicrocia. Na prvy pohlad je vSak jasné, Ze takéto Clenenie nie je vyCerpavajice
a profil jednotlivych generacii nie je dokonaly, opriet sa o takyto profil pri planovani
nemusi znamenat spravne zacielenie marketingovych aktivit. V Eurépe po 2. sveto-
vej vojne dochddzalo k prudkym a Specifickym zmendm, ktoré sa ale 1isili od proce-
sov, ktoré ovplyvnovali povojnovi generaciu v USA. Klasické rozdelenie generdcii uz
nepostadovalo, bolo potrebné st do vidsej hibky a uchopit aj medzigenera¢né rozdie-
ly a rozdiely tykajtce sa jednotlivych krajin eur6pskeho kontinentu.

Generdcia ,Baby Boomu” je oznacenie pocetnej generacie Iudi narodenych vo sve-
te nasledujticej po 2. svetovej vojne. Ako naznacuje nazov tejto generacie je to vel-
mi poCetnd genericia, narodila v case ekonomickej prosperity a rastu, preto neusla



pozornosti vyskumnikov (Cheung 2007, s. 88). Je to generdcia, ktord ovplyvnila ge-
neraciu ,X” a, ako sme naznacili, je velmi priebojna a prispdsobivd. Baby Boomeri
sl spéjani s postojmi, ktoré sami menili, pripadne nanovo si ich vytvarali, preto st
predstavitelmi novych i tradi¢nych hodnét. Generdcia Baby Boomers vyrastala v ob-
dobi dramatickych zmien. V Ceskoslovensku ide o generaciu, ktora ,budovala socia-
lizmus” a trhové vztahy a ich fungovanie zacala ,objavovat” aZ po roku 1989. KedZe
nejestvuji Ziadne vyskumy zacielené na tdito generaciu, obycajne sa zovSeobecnuji
poznatky o ndkupnom spravani tejto generacie ako keby $pecifika vyvoja nejestvova-
1li. O generdacii Baby Boomerov sa hovorfi, Ze vo vztahu k marketingu je sice opatrn4, je
v8ak nachylna verit reklamam. Ak si vybuduje urcité preferencie, je ¢asto voci ,svo-
jim” produktom a znackdm lojalna, aj ked dévody lojality mo6zu byt velmi r6znoro-
dé. vzhladom na pocetnost tejto generdcie je stdle objektom marketingového vysku-
mu. Prislusnici tejto generdcie maji tendenciu preferovat doméce znacky a vyrobky.
Poktsime sa teda nacrtntt Specifika spravania sa tejto generdcie v podmienkach SR.
Mézeme hovorit o nasledujticich charakteristikach generacie ,Baby Boomu":

| orientuju sa na tradi¢éné produkty a sluzby, si, zvyGajne etnocentricki,

| preferuji vlastni skdsenost pred cudzou (veria len referencidm od rodiny

a pribuzenstva) a aj preto uprednostniuji doméce znacky a produkty,
| stilojdlni k tym produktom a znaékdm, ktoré roky pouzivajy,
| sd Setrni a neradi investujd do novych veci.

Tato genericia moderné technolégie neodmieta, ale ma ¢asto problémy s ich pouZziva-
nim. Je preto oznacovana za konzervativnu a Setrnd, je predstavitelkou tradi¢nych
hodnét. Uvedenad generdcia je vSak natolko pocetn4d, Ze neoslovit ju pokladajd marke-
téri za chybu a stratu lojalnych zdkaznikov.

Generdacia ,Husdkovych deti” Této generdcia sa narodila v Ceskoslovensku
v rokoch 1974 a7 1979. Je to oznacenie pre generdciu narodend v silnej populac¢nej vine
v Case tzv. ,normalizacie”, za¢iatkom 70. rokov 20. storo¢ia. Meno tejto genericie je
odvodené od vtedajSej hlavy §tdtu, prezidenta Gustdva Husédka (Stratégie 2015).

,Husdakove deti” (pozn. [1]) st generacia, ktora Cast Zivota prezila v dobe socia-
listickej normalizacie. Zazila revoliciu v roku 1989 a nasledne vyuZzila prileZitosti,
ktoré jej nadobudnutd sloboda pontikla. Tato genericia je istym sp6sobom $pecific-
k4, kedZe ide o generaciu, ktortd je mozné vztahovat len na Ceskoslovensko. Je mozné
konstatovat, Ze vykazuje urcité spolo¢né znaky s generaciou ,Y“, ma vsak aj nespor-
né odlisnosti, pretoze prislusnici tejto generdcie vyrastali v r6znych podmienkach
a formovali ich rozdielne mozZnosti i hodnoty. Prislusnici generdcie Husarovych deti
boli formovani tak, aby zili svoj Zivot, ktory m4 vSak mat urcity, predpisany poriadok.
V stlade s hodnotami bolo potrebné dokon¢it skolu, ziskat vzdelanie, zamestnat sa,
zalozit si rodinu, zaobstarat si byvanie.

Préave z dévodu takejto vychovy vznikaji rozdiely medzi ,Husdkovymi detmi”
a generdaciou ,Y” alebo ,milenidlmi” (o tejto medzigeneracii sa budeme zmietiovat ne-
skor). Iné generdacie ¢i medzigenerdacie uz neboli tak striktne usmernované a viazané
tymito hodnotami (Dennik N 2017).

U tejto genericie dochddza k postupnému prehodnocovaniu toho, ¢o sa musi
a ¢o nemusi. Zmenili sa hodnoty, ale prehodnotit ich, zmenit alebo zavrhnit vyzado-
valo urciti mieru vzdoru a aj schopnosti presadzovat iné vinimanie hodnoét a spésobu
zivota. Inymi slovami, tato generdacia musela vediet ako sa pravat za pochodu, pocas
toho, ako sa menila situdcia a podmienky v ich okoli. V dospelosti bolo pre nich na-
rocnejSie najst si novych priatelov a kolegov. Si povaZovani na pracovitych, prispo-
sobivych a ¢asto aj za dynamickd generdciu. Vyznam tejto generacie pre marketing
je nepochybny, v sti¢asnosti ide o najsolventnejsiu, rozumej najbohatsiu, generaciu.

Ak by mal autor uvazovat o dalsich charakteristikdch generacie ,Husdkovych
deti”, nepochybne by medzi ne patrilo:

| vdZia si slobodu, alebo ju naopak zneuZivaj,

| st otvoreni vo¢i novym moznostiam, vedia sa im prispdsobit, ale vytvirajd aj

nové prilezitosti,

| st citlivi na otdzky Zivotného prostredia a orientuji sa v technol6gidch,

| radi nakupuji produkty podla svojho vlastného §tylu (médy),

| uprednostiiuji pracu pred zdbavou,

| preferuji znackové produkty, nie véak za kazdd cenu, st citlivi na ceny.

Genericia ,milenidlov” Uchopit charakteristické znaky tejto genericie nie
je jednoduché, lebo nie je presne dané, kto do generdcie ,milenidlov” patri. Vi¢S§inou
st to prislusnici generdcie ,Y“ a v mensej miere aj generacie ,Z”. St to ludia narodeni
v rokoch 1980 az 1999 a je to generdcia, ktord sa mierne odchyluje od klasickych cha-
rakteristik generacie ,Y“ a ,Z” (whatis.techtarget.com 2018). Milenidli, ako prislusnici
svojej generacie, maji nelichotivd povest medzi zamestnavatelmi a firmami. Byvaju
¢asto nespokojni so svojim zamestnanim, snazia presadzovat zmeny na pracovisku
bez ohladu na ndzory $éfa, vyzaduji od zamestnavatela bonusy a benefity, obycaj-
ne viac dovolenky a slobody, flexibilny pracovny ¢as ¢i pracu z domu. Ich tdzba po
slobode a nezdavislosti sa prejavuje aj mimo prace, v domacom prostredi a v kontak-
te s priatelmi (Howe a Strauss 2009, s. 54). Ide o individualistov ktor{, mévaji problé-
my s autoritami.

,Milenidli” sd vSak generdciou, ktord vyrastala s technolégiami a rychlo sa
s technolégiami zzila. Z pohladu marketingu a ndkupného sprdvania nemaji mi-
lenidli problém minut aj vyssi finanény obnos za kvalitné produkty, ¢asto st to tzv.
,znaCkovi” ludia. Online nakupovanie im nerobi problémy a vedia sa orientovat
v hodnoteniach internetovych predajcov. St to ¢asto vzdelani mladiludia, ktori vSéak
maji problém niéjst pre nich vhodnd pracu, hlavne kvoli ich vysokym narokom. Ne-
radi sa viazu a rodinu zakladaji, v porovnani s predchdadzajtiicimi generdciami, oby-
Cajne neskor.

Specifika tejto generacie vo vztahu k vyvoju v Ceskoslovensku nie je moZné
uchopit, ale systematicky vyskum aj tu chyba. Len sa predpokladd, Ze rozdiely v na-
kupnom spravani ,milenidlov” v zjednotenej Eurépe sti minimalne.

V nasledujicom obrazku zo spominanych generacii absentuje generacia ,Hu-
sakovych deti”, kedZe nik nezmapoval ich generdciu z hladiska vydavkov. Napriek
tomu pontkame graficky zndzornené vydavky spotrebitelov podla generacii, ktoré



sme predstavili. Na obrdzku mo6Zeme pozorovat postupné zmeny preferencii zdkaz-

nikov, ako aj to, na ¢o mifiaju svoje peniaze.

GRAF 1: VYDAVKY SPOTREBITELOV PODLA GENERACII; ZDROJ: UPRAVENE PODLA BANK OF AMERICA MERRILL LYNCH (2019)
A EUROSTAT (2018)

Generaicia ,snehovych vloéiek” O tejto generdcii zatial nie je mozné nazhro-
mazdit porovnatelné informacie. Je to generdcia, ktora nasleduje po generacii ,mile-
nélov”, pretoZe sa narodila po roku 2001. Preco sa o najmladsej generacii hovori prave
0 ,generdcii snehovych vloc¢iek“? Termin ,snehové vlocky“, odkazuje na deti zabalené
do bavlnky s tym, Ze tymto detom nie je ni¢ dost dobré. Je to generécia, ktorej pome-
novanie odkazuje na originalitu a individualitu, kedZe kazda snehova vlocka je jedi-
necnd a neopakovatelna. Predstavitelov tejto generdcie niektori autori oznacujd ako
prehnane citlivi a zamerani samu na seba (Kroc a Pfinosilova 2017), ¢o ale vzhladom
na ich vek nie je ni¢ vynimocné, pretozZe prislusnici tejto generacie su este, zvycajne,
Skolopovinni a ich ucitelia ich oznacuji za netrpezlivych a zle zna8ajicich kritiku.
Otvorene sa hovori o generacii rebelov, ktorej nie je ni¢ dost dobré, nie je s ni¢im spo-
kojnd a rada vSetko kritizuje. Istym spdsobom st v8ak tieto vyhrady charakteristické
pre vSetkych mladych Iudi, preto tito generdciu pokladat za vyprofilovant este nie
je dost dobre mozné. Snaha uchopit preferencie ,snehovych vloc¢iek” je vSak pre fir-
my velmi do6lezitd. Za¢inaju si totiz uvedomovat, Ze tato nova generdcia nebude moz-
no chciet robit to, ¢o predchadzajlice generacie a bude mat iné preferencie a Zelania.

To, Co autor méze jednoznacne konstatovat je, Ze generacia ,snehovych vlo¢iek”
bude urcite dotknutd pokracujicim rastom globalnej populdcie a ndstupom novych
technolégii - bio a nanotechnolégiami. Tie sa presadia v priebehu jej zivota. Otdzkou

je, do akej miery sa presad{i stratégia 4.0. Su to totiZ predstavitelia generacie ,sne-
hovych vlociek”, ktori budid konfrontovani so spolo¢enskymi zmenami, ktoré prine-
sie automatizacia a robotizacia, teda so stratou velkého mnozstva pracovnych miest
a vznikom novych povolani. Environmentdlne problémy, o ktorych predchddzajtice
generacie len ,hovorili” sa stant, zoci voci dosledkom globdlneho oteplovania, reali-
tou a tak prave originalita, kreativita a presadzovanie novych pristupov bude jednym
z faktorov, ktoré tito generaciu budi profilovat. Vo vztahu k nakupnému spravaniu
je zrejmé, Ze tato generdcia eSte nie je vyprofilovand, da sa vSak predpokladat urcity
tstup od hodn6t konzumnej spolo¢nosti.

Faktorov, o ktorych sa d4 uvazovat, ze budd mat vplyv na ndzory a charakte-
ristiky tejto generacie je velmi velké mnozstvo, preto sa o generacii ,snehovych vlo-
Ciek” zatial, len uvazuje.

Generdcia ,alfa” —— Aj napriek tomu, Ze eSte nevieme uchopit profil a charakte-
ristiku generacie ,snehovych vloc¢iek” vznikol uz ndzov pre nasledujiicu generaciu,
ktord sa moéze, ale nemusi vyprofilovat inak ako ,snehové vlocky”. Skupina Iudi na-
rodenych po roku 2010 je oznacovani ako Generdcia ,alfa”. Tato generdcia, nasleduje
po generdcii ,millenidlov” a ,snehovych vloc¢iek”. Nepozn4d svet pred technologickym
boomom, ktory so sebou priniesol pocitace, internet, herné konzoly, wifi, mobilné te-
lefény a digitdlne média. Deti z tejto generdcie st stdle v predskolskom veku, tech-
noldgie, v istom slova zmysle, ovplyvnili vhimanie tejto generacie. Predpokladi sa,
Ze generacia ,Alfa” sa do vyuzivania technol6gii iplne ponori a nebude si bez nich
uz svoj zivot vediet predstavit. Na rozdiel od predchadzajicich generdcii, ktoré boli
iba pouzivatelmi technoldgii, prislusnici tejto generdcie, pravdepodobne, vymenia aj
ytradicné” hodnoty - nezalezi na tom ¢i vychodné alebo zdpadné - za globadlne a tech-
nologické znalosti. Tato nova generdcia nebude premyslat o technolégiach ako o na-
stroji, bude integrovat technolégie neobycajnym sposobom do svojich Zivotov, piSe
cesky teoretik Jan Cupdak (Cupak 2015).

Marketéri si uz dnes mézu polozit otdzku aka generdcia alfa vlastne bude? Od-
haduje sa, Ze sa dozije najvyssSieho veku a bude aj najbohatsia. Je ale dost mozné, zZe
bude, podla vzoru rodicov, otvorend multikulturalite a bude odmietat r6zne stere-
otypy (Rajnicova 2019). Tato generacia je zatial eSte v prili§ mladom veku na to, aby
bolo moZné o nej uviest nieco viac. V kazdom pripade pdjde o generaciu, ktord bude
hladat svoju identitu a moznosti uplatnenia. Je mozné, Ze splynie s generaciou ,sne-
hovych vlociek”, ale aj to, Ze bude mat vlastni charakteristiku a modely spravania sa.

Zaver

Cielom ¢lanku bolo predstavit a charakterizovat generécie tak, ako ich
predstavuju zahraniéni autori, upozornit na vyznam medzigeneracifi a vySpecifiko-
vat, ¢ije mozné hovorit o §pecifickych generdcidch u slovenskych spotrebitelov. Autor
sa pokisil na¢rtnit medzindrodné, ale aj vlastné clenenie a tie charakteristiky gene-
récii, ktoré je mozné vyuzivat v naSom prostredi. Urobil tak najma preto, Ze absentu-
je systém Specifikacie generacii, kedZe konkrétni autori sa vzdy zaoberajui len jednou,
alebo dvomi generaciami, ¢o je pochopitelné vzhladom na ich jedine¢né znaky a po-
rovnatelné ddaje. V beZnom Zivote i v trhovom prostredi sa vSak vyzaduje znalost



zdkladnych charakteristik a profilu generdcii, co podmienuje sprdvnu segmentéciu
s ambiciou prindsat nové inovativne rieSenia ako oslovit cielovi skupinu zdkaznikov.
Vyss§ia znalost toho, kto st Vasi zdkaznici, prind8a moznost odhalovat doteraz nepo-
znané perspektivy a vyuzivat nové moznosti. Len postupne si u nds zaciname uvedo-
movat, aky velky a nevyuZity potencidl ma znalost jednotlivych generacii a ako moze
firmdm pomodct pri ziskavani zdkaznikov, ktorych si chceme udrzat.

Pozndmky | Notes Jediny systematicky vyskum takto oznacenej generacie robila TNS Slovakia Lifestyle.
Z neho sme vyselektovali generdciu Husdkovych deti. Vzorku tvorilo 51% muZov a 49% Zien. Spracované podla: https:/

strategie.hnonline.sk/media/781856-aka-je-dnes-generacia-husakovych-deti.
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Résumé

Characteristics of Slovak consumers generations

The contribution deals with the typologies of different generations consumers, their specific features and characteristics, which they
profiled. Knowledge of consumer generations is one of the assumptions of good segmentation, is a key identifier in reaching out to
both the real and potential consumers. In marketing, the generations are being intensely debated and very much emphasis is placed
on them. The preferences of each generation affect their purchasing behavior, but only thorough the knowledge of the generation
addressed and often the specifics related to the country developments, it is possible to beneficiate and to influence them. The mem-
bers of each generation of markets often associate with specific products, they talk about specific characteristics and behavior. How-
ever, in the article, the reader also learns how the characteristics of generations are accurate, whether and why there are intergen-

erational and what typologies are most commonly used in The Slovak Republic.
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TEXT | IVETA BROUCKOVA, EVA JADERNA, ALENA SRBOVA PRISPEVKY | CONTRIBUTIONS

PROMOTION OF PRODUCTS IN
RETRO-DESIGNED PACKAGING

Retailers follow the trend of retro marketing and offer traditional products in
retro-designed packaging to attract customers. The trend for retro marketing
and packaging is something that re-occurs at regular intervals over successive
time periods. This paper analyses consumer reactions (e.g. noticing, locating)
to the promotion of products in retro-designed packaging. The example of Lidl
retail chain promotion of products in retro-designed packaging is further de-
scribed. It is to be introduced as a best practice in the Czech market.

Introduction

Retro marketing is an essential aspect of retail marketing. Re-
tailers base the promotion on the nostalgia, and they expect interest of their custom-
ers in the products connected with the past. Retro-designed packaging supports this
activity. Retailers repeat the offer of products in retro-designed packaging. The effec-
tiveness of this marketing activity is based on the efficacy of the products' promotion.

The paper aims to analyse the best practice of promotion of products in retro-
designed packaging. Firstly, we interpret the results of research into the promotion
of products in retro-designed packaging; specifically, we focus on noticing the prod-
ucts in this type of packaging and its localisation, including gender and age differ-
entiation. Moreover, we analyse the informational sources, again divided by gender
and age distributions. A survey was conducted to obtain customer opinion in which
respondents were personally interviewed on the basis of a structured questionnaire.
Basic descriptive statistics were used for interpretation purposes, and data in con-
tingency tables were tested by Pearson’s Chi-square test. According to the results,
products in retro-designed packaging were noticed the most in Lidl retail chain.
Therefore, this paper also introduces a brief overview of the Lidl promotion activi-
ties. This example was developed mainly on secondary data.

Techniques of promotion in retail Retailer deals on the B2C market, but uses

different promotion techniques from the producer. Use of promotion techniques in
retail follows the specifics of retailing, which are the basis of the direction of retail
marketing. Retailing is a specific marketing discipline defined as, ,a set of business ac-
tivities that add value to the products and services sold to consumers for their person-
al or family use” (Levy and Weitz 2009, p. 6). That is the reason why retailers promote,
not only the product itself, but the added value as well. Retailing is focused on ,mar-
keting activities designed to provide satisfaction to final consumers and to profitably
maintain those customers through a programme of continuous quality improvement”
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(Hasty and Rardon 1997, p. 11). Therefore, the marketing objectives or promotion objec-
tives are concentrated on customer satisfaction and customers’ shopping experiences.
A variety of promotional techniques and tools support the achievement of these goals.
Regarding that, integrated marketing communication is an essential attribute of suc-
cessful retail marketing (Lieskovska and Petrovéikova 2018, p. 11).

The retail marketing mix is based on an extensive variety of decisions. Re-
tailers design the brand image and define pricing, promotion or location strategies.
They are interested in philanthropic initiatives and CSR, level of service offered and
coherent shopping. They apply tools and techniques of merchandising, visual mer-
chandising, public relations and social media communication. Retailers offer cus-
tomer loyalty programmes and take care of the physical environment and ambience
to improve the customer experience. A lot of attention is focused on the ,people” fac-
tor and the offer of private-label brands (Chaudhary 2016, p. 13).

Armstrong (Armstrong et al. 2017, p. 369) presents the connection between re-
tail strategies and the application of the retail marketing mix (included product as-
sortment and services, retail price, promotion, distribution/location), which form the
basis of value creation for targeted retail customers. Retailers can use various com-
binations of the five promotion tools: advertising, personal selling, sales promotion,
public relations and direct/social media marketing. The importance of online mar-
keting is according to Dietrich (2017, p. 8) based on the ,simplicity and clarity” as well
as ,quick response”. It can help the retailer to be much more interactive. On the other
hand, Hasty (Hasty and Reardon 1997, p. 11) adds visual merchandising instead of di-
rect/social media marketing; whereas, Lusch et al. (2011, p. 389) present only four pro-
motion types in retail - advertising, sales promotions, publicity and personal selling.

Advertising tools in retail are mostly ads in newspapers, magazines, radio and
TV, leaflets and catalogues. Personal selling supports relationships, monitoring, and
the satisfaction of customers’ needs. Sales promotion uses price reductions, in-store
demonstrations, displays or loyalty programmes. Public relations activities in retail
are new-store openings, special events, newsletters and blogs, store magazines and
public service activities. Direct/social media marketing employs websites, digital cat-
alogues, online ads and video, mobile ads and apps, blogs and e-mail (Armstrong et
al. 2017, p. 375). However, it is possible to identify many new tools or techniques, such
as interactive screens, LED walls, holographic displays, smart posters and interac-
tive floors and so on. Marketing tools or techniques are linked to many retail mar-
keting disciplines - in-store marketing, retail merchandising, visual merchandising
and shopper marketing, for example.

In-store marketing is ,sales promotion at a retailer’s location, with bundled of-
fers, expert advice, product demonstrations, product samples and special discounts,
etc.” (businessdictionary.com 2017). In-store marketing includes POP materials, mer-
chandising, sampling promotion, sensory marketing, and other promotion tools in
the location (Heskova et al. 2017, p. 73).

Retail merchandising is defined as a ,specific practice that a retailer employs
to accomplish the sale of a product to a customer” (Chaudhary 2016, p. 179). Retail
merchandising is, not only the arrangement of merchandise on the shelf; it is, also,
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the process of developing, acquiring, displaying, pricing, promoting and commu-
nicating the retailer’'s merchandise. The most effective way of promoting is visual
merchandising, which is ,the presentation of a store and its merchandise in ways
that will attract the attention of potential customers” (Levy and Weitz 2009, p. 527).
Visual merchandising uses a wide variety of presentation techniques. In the case of
products in retro-designed packaging, it is possible to introduce idea-oriented pres-
entation, based on a specific idea or the image of the store. The retailer wants to pre-
sent the good old times to his customers and evoke feelings of nostalgia, a positive
feeling linked to the past (Goulding 2002, p. 544). All products in retro-designed pack-
aging are arranged together on one shelf.

The retailer, offering products in retro-designed packaging, promotes and sup-
ports these products’ sales even before shoppers visit their store. It appeals to the
shoppers (not necessary consumers) using promotion tools of shopper marketing
and, thereby, affects shopper behaviour to generate a purchase decision (Stahlberg
and Wwille 2012, p. 1). Shopper marketing builds the customer experience in the pre-
purchase, purchase and post-purchase phases. Pre-purchase marketing is focused on
advertising, public relations or direct/social media marketing; whereas, in the pur-
chase phase the most essential tools are sales promotion or personal selling. The re-
lationship with consumers is developed in the post-purchase phase through loyalty
programmes, customer service or direct/social media marketing.

Methodology
ing the best practice of promotion of products in retro-designed packaging.

This paper aims at analysing consumer behaviour and introduc-

Firstly, we interpret the results of research into the promotion of products in
retro-designed packaging; specifically, we focus on noticing the products in this type
of packaging and its localisation, including gender and age differentiation. Moreo-
ver, we analyse the informational sources, again divided by gender and age distribu-
tions. Lastly, the paper introduces practical activities undertaken by Lidl retail chain
to highlight the most frequent customers’ evidence of retro-designed products.

The survey took place from May to July 2017 and, during which, respondents
were personally interviewed using a structured questionnaire as a basis for gather-
ing information. Surveyors used CAPI (Computer Assisted Personal Interview) to col-
lect representative data from 9 districts of the Czech Republic, from each of which
came 11,1% respondents on average (SD 0,6). The survey resulted in 1012 valid respons-
es with age and gender distribution following the National Statistical Office data.

Results were processed in statistical package R (R Core Team 2017) and basic
descriptive statistics were used for interpretation. Data in contingency tables were
tested by Pearson’s Chi-square test (¥? test) with the level of significance of 95% (p-val-
ue < 0,05).

The second part of this paper introduces a brief overview of the Lidl retailer
chain activities to illustrate an example of used techniques connected with retro-
designed packaging. The information is based on secondary data and observation of
online communication activities. More in-depth research needs to be undertaken to
introduce Lidl retail chain communication activities in details.

Questionnaire survey First, the respondents were asked whether or not they
had ever recognised or registered any products in retro-designed packaging. Ques-
tioners showed respondents a picture of products in retro-designed packaging - ex-
amples of both food and non-food products available in retail chains. Interestingly,
773 respondents out of 1012 (more than 75%) said they were aware of and had regis-
tered these products.

The following results were collected solely from those respondents who had
noticed some form of retro-designed packaging. Due to the content of the questions,
percentages are related to this filtered number of respondents (n=773). Graph 1 shows
the summary of answers to the question of asking where they had seen a product or
products in retro-designed packaging. It was an open question with a possibility to
state more than one answer. The main results include (in frequency order) Lidl retail
chain, with more than 60% (494; 63,91%) respondents, Kaufland (122; 15,78%) and Pen-
ny Market (97; 12,55%). The same number of respondents stated other chains and also,
similarly, replied that they could not remember the specific retailer, who was selling
these products. Other retail chains were mentioned less than 60 times (8%).

GRAPH 1: NOTICING OF THE PRODUCTS IN RETRO-DESIGNED PACKAGING (N=773, FREQUENCIES IN %); SOURCE: AUTHORS

The Lidl retail chain was mentioned in an extreme difference. It can be based on the con-
nection with so-called ,Retro Week” offered by this chain and built linking between this
promoted offer and memory of respondents. As this retailer is the only one which sup-
ports the retro-designed products by special techniques regularly, this link is more than
probable. Therefore, the extreme number of answers is not assessed as a distortion.
Graph 2 also focuses on the place, but from the gender perspective. The results
show that 60,84% (188) out of 309 men noticed the products in retro-designed packag-
ing in Lidl. Similarly, 65,95% (306) of 464 women also saw these products in the same
retail chain. Other results are also very balanced between the genders: 16,83% of men
and 15,09% of women saw retro-designed packaging in Kaufland, 11,65% of men and
13,15% of women in Penny Market, 9,39% of men and 6,03% of women in Albert, 4,85%
of men and 4,74% of women in Billa, 5,5% of men and 2,59% of women in Tesco, 3,56% of
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GRAPH 2: NOTICING OF THE PRODUCTS IN THE RETRO-DESIGNED PACKAGING DIVIDED BY GENDER (NMEN=309, NWOM-

men and 3,66% of women in Globus, 2,59% of men and 2,16% of women in the COOP and
2,59% of men and 1,29% of women in Norma. The differences are not statistically sig-
nificant (y? p-value > 0,05). The only statistically significant differences between men
and women occurred in Tesco retail chain, as the place where retro-designed packag-
ing was noticed (y? p-value = 0,03666), and also between men and women who do not
remember the retailer’s name (y? p-value = 0,03224). However, both significant dif-
ferences might be explained by lower amounts of respondents in particular groups.

EN=464, FREQUENCIES IN %); SOURCE: AUTHORS
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Table 1 introduced the results from the age perspective. The more meaningful re-
sults (above 15%) are visible in darker grey, the lower relative frequencies (under 5%)
are highlighted in a lighter grey. The bold font of p-values indicates statistically sig-
nificant differences. Respondents, from all age categories, noticed products in ret-
ro-designed packaging in the Lidl retail chain the most often. As the table shows,
the least noticing were in Globus, COOP, and Norma: in all age categories, these were
mentioned by the lowest numbers of respondents. Interestingly, almost 75% of the
third age group (35-44) stated Lidl, and moreover, with the highest frequency, they
were able to connect the products in retro-designed packaging with a specific retail
chain. On the other hand, the highest number of respondents, who were not able to
recall the name of the retail chain, was from the last age category (respondents old-
er than 65 years), which might be explained by respondents in that age group having
a worse memory.

The overall results may also be influenced by shopping behaviour, which was
not assessed in the survey as the main focus was on remembering the connection of
certain retail chains with particular retro-designed products.

Age category/ >24 25-34 35-44 45-54 55-64 65+ X? p-value
Retail chain

Lidl 68,82 64,34 74,68 61,02 58,21 56,55 0,01305
Kaufland 16,13 8,53 14,29 1,02 21,64 22,07 0,009679
Penny Market 9,68 10,85 11,04 16,95 14,18 12,41 0,5836
Somewhere else 12,9 12,4 11,69 13,56 13,43 1,72 0,995

Do not remember 8,6 6,98 3,9 11,86 8,96 17,24 0,0037
Albert 8,6 12,4 6,49 3,39 8,21 5,52 01187
Billa 7,53 3,88 519 3,39 3,73 5,52 0,7268
Tesco 5,38 31 1,95 5,08 4,48 3,45 0,6951
Globus 1,08 1,55 519 4,24 3,73 4,83 0,3989
cooP 4,3 3,1 3,25 1,69 1,49 0,69 0,4366
Norma 1,08 2,33 1,95 1,69 2,99 0,69 0,7668

TABLE 1: NOTICING OF THE PRODUCTS IN THE RETRO-DESIGNED PACKAGING DIVIDED BY AGE CATEGORIES (N=773, FREQUEN-

CIES IN %); SOURCE: AUTHORS

The questionnaire survey, also, aimed at the recognition of the information sources,
i.e. promotional techniques from the retailer’s point of view. Only 773 respondents,
who recognised the retro-designed packaging, were asked to pick more than one an-
swer from a list of offered possibilities.

Graph 3 shows that leaflet advertising (425; 54,98%) was the most frequent an-
swer given followed by: TV advertising (310; 40,10%), in-store promotion (152; 19,66%),
online advertising (69; 8,93%), out-of-home advertising (16; 2,07%) and radio advertis-
ing (4; 0,52%). Almost 18% (139; 17,98%) had not seen any promotional techniques being
offered. Only one respondent, actually admitted that he/she did not remember the

source of information about products in retro-designed packaging.

GRAPH 3: INFORMATION SOURCES OF PRODUCTS IN RETRO-DESIGNED PACKAGING (N=773, FREQUENCIES IN %); SOURCE:

AUTHORS
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Graph 4 shows the results divided by gender. All the results are very similar - men
and women notice promotional techniques in a similar way. The only major differ-
ence between men and women can be seen in the category of leaflets where the dif-
ference is statistically significant, having a 95% level of significance (}* p-value =
0,005305).

GRAPH 4: INFORMATION SOURCES OF THE PRODUCTS IN THE RETRO-DESIGNED PACKAGING DIVIDED BY GENDER;

(NMEN=309, NWOMEN=464, FREQUENCIES IN %); SOURCE: AUTHORS
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The following Table 2 introduces informational sources from an age perspective. The
higher numbers (above 25%) are shown in darker grey, the lower numbers (under 5%)
in light grey. The bold font indicates a statistically significant result. Three types of
answers were not tested by Pearson’s ¥? test, as they contain zero frequencies and,
therefore, they do not meet all requirements for testing.

As the table shows, the most frequent answer, by all age categories, was ,leaflet
advertising”. However, TV advertising was, also, stated by the first four age categories
in more than 45% cases. Interestingly, older respondents (older than 55), not only in-
dicated TV advertising less often, but they did not recall any promotional techniques
in most cases. As could be expected, online advertising was mostly mentioned by
younger respondents; older respondents (from 55 years) stated online advertising in
less than 6% cases. This fact can be mainly explained by information about general
internet usage as reported by the National Statistical Office (Cesky statisticky tifad
2017). While younger respondents use the internet in 90% cases, only 28% of older re-
spondents use the internet regularly. Although the differences cannot be assessed as
statistically significant on the set level of significance (95%), this can be still accept-
ed as an important variance.

Age category/ >24 25-34 35-44 45-54 55-64 65+ X2 p-value
Information source

Leaflet advertising 51,61 51,94 53,25 54,24 55,22 62,07 0,5396

TV advertising 45,16 48,84 46,75 45,76 27,61 28,97 0,0001026
In-store promotion | 22,58 25,58 18,18 16,1 17,91 18,62 0,4303
Nothing 15,05 17,05 16,88 12,71 26,12 18,62 0,1082
Online advertising 12,9 10,08 11,69 11,02 5,97 3,45 0,05356
Out-of-home 3,23 3,88 1,95 0 0,75 2,76 N/A
advertising

Radio advertising 1,08 0 1,3 0 0,75 0 N/A
Other forms of 1,08 0 0 0,75 1,38 N/A
advertising

TABLE 2: INFORMATION SOURCES OF PRODUCTS IN RETRO-DESIGNED PACKAGING DIVIDED BY AGE CATEGORIES (NMEN=309,

NWOMEN=464, IN %); SOURCE: AUTHORS

The Lidl retail chain and ,Retro Week” - a brief overview of activities As it
ensues from the results of the research, Lidl was assessed to be a retailer associat-
ed with retro-designed products by more than 60% of respondents. For this reason,
the following part of this paper focuses on promotional techniques used in this re-
tail chain.

The Lidl retail chain focuses its special offers around different topics every
week; one of which being the so-called, ,Retro Week” whereby products in retro-de-
signed packaging are offered. This week was introduced, for the first time, in June
2015 (mistoprodeje.cz 2017). Since then, Lidl regularly at approximately six-monthly
intervals, has been offering retro-designed products (akcniletaky.com 2017).

To promote the week, Lidl introduces a special leaflet called ,Retro Week”,
which is available in both, printed and online versions (akcniletaky.com 2017). The
printed version is distributed to consumers, and it is, also, available in a stand in the
sales area - placed near an exit area in the week before the sales, or close to the en-
trance during the time of the special offer.

The online version of the leaflet is made available at many different portals,
which introduce the whole selection of special offers available by a range of retail
chains (e.g. kupi.cz, najdislevu.cz, letakomat.cz, iletaky.cz, kompasslev.cz, akcnile-
taklidl.cz, aktualniletaky.cz, akcniletaky.com) and, also, on the Lidl website (www.
lidl.cz), where a new offer is published every week. In September 2017, an e-shop
(www.lidl-shop.cz) was established where selected non-food products could be pur-
chased directly. A leaflet, showing all of their products, is also presented there.

Information about retro-designed products is spread, not only by leaflets but
also by using banners or social media, such as Facebook or YouTube. For example, the
Lidl Facebook published a post about ,Retro Week” from 2nd to 8th October 2017. It
had been shared 7itimes and it had received 816 reactions (likes). Moreover, the sta-
tus stimulated communications, with 84 comments being made within the 1st week
(facebook.com 2019).

Furthermore, a video was published on YouTube on 29th September 2017 and
it had 102 628 viewers. The commercial is also available in a TV version. It highlights
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three chosen products from the many special offers available during the Retro week
(youtube.com 2017).

While ,Retro Week” runs, an idea-oriented presentation is applied in which the
products are arranged on one shelf in the part of the sales area of the shop, where
the specially offered products are commonly placed. The place is, usually, at the back
part of the shop on the left side. The products are typically placed on demountable
racks, but other types of unique visual displays, e.g. shelf boards with a picture of
the retro-designed packaging, special Point-of-Purchase tools, shelf wobblers, post-
ers, stickers or labels on the floor, patterns of the retro-designed product’s packag-
ing etc., are not used.

To summarise it, we need to refer to previous sections of this article. The visi-
ble tools are assessed, and the results show a substantial impact on the respondents.
Lidl regularly applies the whole range of shopper marketing activities; in the pre-pur-
chase phase, TV advertising and online communication (direct/social media market-
ing) are published and leaflets are distributed; in the purchase phase there are no
special displays, but leaflets are available in the shops, and an idea-oriented presen-
tation/placement is used; in the post-purchase phase, people can react in social me-
dia, where they often comment on their experiences, send pictures etc. Therefore, the
connection of this retail chain and its visible marketing techniques are highlighted.

Conclusions

This paper aimed at analysing consumer behaviour and intro-
ducing the best practice of promotion of products in retro-designed packaging. We in-
terpreted partial results of primary marketing research, which focused on noticing
the products in retro-designed packaging and its localisation, including gender and
age differentiation. Moreover, we analysed the informational sources, again divided
by gender and age distributions. Lastly, the paper introduced practical activities un-
dertaken by Lidl retail chain to highlight the most frequent customers’ evidence of
retro-designed products.

The paper shows the importance of retro marketing and the possibilities of us-
age of promotion tools. The main conclusions relate to consumer behaviour. More
than three-quarters of the respondents noticed the retro editions in the shops. Lidl
retail chain was mentioned the most often. Although the survey did not concentrate
on shopping habits and we were not able to filter the influence of subjective prefer-
ences, the difference between Lidl retail chain and other retailers was significant
enough to describe it as relevant.

From the gender point of view, the women noticed these products more often
than men, but this difference was not statistically significant. Other results, also,
did not show significant differences. The only exceptions being the Tesco chain,
which was stated mainly by men, and that women less often connected retro-de-
signed packaging with any retailer. Although these results were statistically signif-
icant, they could also be a result of the lower number of respondents in those cases.
In terms of age distributions, very balanced results were produced. However, statis-
tically significant differences are seen between the Lidl and Kaufland assessments.
It is worth considering, however, that the reason for the age differences could also be

due to the respondents’ overall shopping habits, which were not assessed by this re-
search as mentioned above.

We also analysed sources of information about retro-designed products. Leaf-
let and TV advertising were followed by an in-store promotion. Interestingly, many
respondents were not able to name any form of promotion. Both men and women no-
ticed all forms similarly; the only statistically significant difference being in the
case of leaflet advertising where women saw it more often than men. Age distribu-
tion does not show statistically significant differences, except for TV advertising,
which, surprisingly, was not noticed so often by older respondents. Differences can
be seen, also, in online communication: however, they cannot be assessed as statisti-
cally significant using the set level of significance.

The final part of the paper focused on the specific example of marketing com-
munication techniques applied in the Lidl retail chain during their, so-called, ,Ret-
ro Week” when the retro-designed products are on special offer. The ,Retro Week”
and connected promotions, can be evaluated as successful, regarding the present-
ed results of the survey. Other retail chains do not offer products in retro-designed
packaging in such a strategic way; which may be the reason why the products are not
noticed so often in those stores; even though those retailers do offer them in their
product range. This fact brings out opportunities for further research into the effi-
ciency of promotion techniques, which will be undertaken in the near future.
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PERCEPTION OF PRODUCT
PLACEMENT USAGE
BY SLOVAK CONSUMERS

In recent years, increasing number of companies have used a product place-
ment as a specific form of advertisement for promotion of their products. Many
of them very quickly experienced different positive effects accompanied with
this specific tool. One of these effects is reflected by brand image improvement
of promoted products. The main aim of this paper is to identify changes in con-
sumer brand image perception in case of product placement usage. In order to
reach this aim, we have examined product placement knowledge and likeness of
its usage among consumers or differences between classical advertisement and
product placement. As well as main focus of this paper was to investigate opin-
ions of consumers if the product placement usage influence their perception of
brand image, we realized a primary research. In this research was applied bino-
mial test and proved that more than 50% of Slovak consumers prevail positive
brand image perception connected to product placement usage. Our research
results proved correlations between brand image perception and purchase in-
tention. This paper presents the part of results of complex research focused on
investigating the effect of product placement on consumer behaviour.

1Introduction As the preferences of customers are changing, also the way of

advertising has modified, because it was and will be still more and more difficult for
marketers to reach and attract consumers via the traditional ways of advertising.
This is why the attention of marketing specialists increasingly aims to the new and
modern marketing tools, notably to the product placement and its usage. This spe-
cific element of marketing communication mix helps them to catch viewers in un-
expected situation, by placement of brands or products into movies, TV shows, video
games or any other entertainment content, but in unobtrusive way. It is very impor-
tant, because watchers are not prepared for it and do not have any chance to avoid it,
if they want to watch that program. In many cases, they do not even uncover placed
brands at all, but the influential effect is there, especially on brand awareness and
brand attitude. Therefore, we consider as very interesting to examine influence of
product placement on brand image, not only for previous mentioned reasons, but
also due to the enormous spread of product placement into various media during last
years. At the beginning of the article, we introduce theoretical background of prod-
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uct placement and then we present the outcomes of primary research conducted on
research sample of Slovak consumers.

1.1 Theoretical background of product placement Evolution of product place-
ment perception during decades was differentiating from year to year or from author
to author. In a following text we would like to describe development of different con-
cepts about product placement as a time passed and also to provide actual or complex
definition of product placement from our point of view. One of the first description of
product placement is dated to the year 1987, when Mr. Steortz (p. 22) defined it as ,the
inclusion of a brand name, product package, signage, or other trademark merchandise
within a motion picture, television show, or music video” (Chen and Deterding 2013, p.
42). After few years, very famous definition of product placement from Balasubrama-
nian (1994, In: Balasubramanian et al. 2006) took place, where he characterized it as a
paid product message, which aim is to affect and influence the audience of movies or
television, by unobtrusive and planned inclusion of branded product into a television
program or a movie. Moreover, he understood it as a ,hybrid” message that intention
is to influence audience without identification of a sponsor. Another, quite instruc-
tive approach of Gupta and Gould (1997) tells that it is important to realize that prod-
uct placement is not always paid in real dollars, therefore can include different forms
of refund such as mutually beneficial marketing campaigns, cross-promotion or other
(Guennemann and Cho 2014). Second of the two most cited characteristics was provid-
ed by Karrh (1998 p. 33) where he perceives product placement as ,the paid inclusion of
brand products or brand identifiers, through audio and/or visual means, within mass
media programming” (Liu, Chou and Liao 2015, p. 300). As we can see, each of these def-
initions describes slightly different, but important dimension of product placement,
while all of them are connecting product placement only to the traditional mass me-
dia content. As we mentioned, customers” preferences and behaviour have changed
significantly in last years, what lead to shift of practices and usage of product place-
ment towards a new media. Therefore, marketers and researchers revised and provid-
ed new distinctive characteristics of product placement that better fits to changing
media context. For example Russell and Belch (2005 p. 74) characterized product place-
ment as ,purposeful incorporation of a brand into an entertainment vehicle” or on
the other hand authors Edwards and La Ferle (2006 p. 66) revised original definition of
Karrh from 1998 and determined product placement as ,the intentional inclusion of
brands through audio and/or visual means, within entertainment, educational, or in-
formational content” (Chen and Deterding 2013).

When we would like to brief-

1.2 Usage of product placement in world movies
ly summarize the usage of product placement during a history, it is necessary to take
a look much more to the past, as we could probably expect. Belovski and Caslavova
(2016) conclude that already in 1994 several authors were predicting the death of tra-
ditional advertising by the year 2010. Especially, Richards and Curran (2002) indicat-
ed the word of mouth and product placement as challenging for marketers (Belovski
and Caslavova 2016). Strach (2014) concludes that product placement and clearly tar-

geted sponsorship may offer opportunities, which have not yet been fully utilized.
We cannot say that product placement is something newly formed. It is known that
product placement is present here for many decades. One of the most famous exam-
ple of product placement history is from Steven Spielberg movie - ,E.T. - The Extra-
terrestrial” (1982), where the young boy used the candies of ,Reese’s Pieces” to make
friendship with the alien. Interesting is that Steven Spielberg originally wanted to
have M&M’s in the movie, but they reputedly turned him down. Probably they still re-
gret their decision, because due to this placement, sales of Reese’s Pieces increased
by 65% (Balasubramanian et al. 2006, p. 116; New York Film Academy 2015).

If we go deeper into the history we can find there a lot of examples too. One of
the first documented instance of product placement appeared in Girel’s film from
year 1896 - ,Défilé du 8e Battalion”, where the wheelbarrow significantly displays the
brand ,Sunlight Soap” on it. In addition, Thomas Edison used more evident place-
ment of products in his films, such as one 50 second scene where the men are smok-
ing in front of the billboard of ,Admiral Cigarettes” company. It is also known that
Edison early travelling films were perfect models for product placement deals, be-
cause some part of production costs of these movies were covered by transporta-
tion companies. In exchange for filming they incorporated the trains of companies
,Lehigh Valley Railroad” or ,The Black Diamond Express” into film and Edison’s crew
was travelling for free. Some authors, such as Wasko (1994) even considers origin of
product placement usage to 1940’s or Eckert into 1930°s, but majority of them perceive
these activities such as some unstructured process until the movie E.T was released
(Nunlee, Smith and Katz 2012, p. 12).

After introduction of movie E.T., appearance of product placement in different
movies dramatically increased, especially due to its huge impact on sales growth. Be-
cause of great success, companies from different industries started to use this phe-
nomenon, such as car industry, beverages, fashion industry, electronic industry etc.
For example, producers of beverages such as Pepsi, Coke or Dr. Pepper use to place
their brands into movies very often. Very famous is placement of brands Reebok, Pep-
si, Pizza Hut and Doritos in a movie ,Wayne’s World” from 1992. It was and still is very
popular to place branded cars into movies. For example BMW concern placed their
Mini Coopers into the movie Italian Job from 2003. In that very same year company
Cadillac experienced very busy year, because their car appeared in 11 movies, such as
,2 Fast 2 Furious”, ,Bad Boys 2", ,Kangaroo Jack”, ,Scary Movie 3", ,Terminator 3: Rise
of the Machines”, ,Matrix Reloaded”. Also, it is worth to mention very famous and bla-
tant placement of future car Audi, used in a movie iRobot from 2004 (Guennemann
and Cho 2014, p. 30).

We cannot forget on series of movies ,Fast and Furious”, where many brands
are used too. The most famous is beer Corona, sport brand Under Armor, Apple, Pa-
nasonic and many branded cars. Brands Lacoste, Nokia, Nike and Apple were used
in many episodes of movie ,Transformers” in previous decade. Some specific exam-
ples of product placement have occurred during history too. For example, title of the
movie ,The Devil Wears Prada” directly promote and highlight fashion brand that is
also used and shown in a movie. Moreover, quite long and important part of movie ,I
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am Sam” was based on and took place in Starbucks coffee shops. Another very inter-
esting example is from movie ,Thank You For Smoking”, where the cigarette compa-
ny provided $40 million to producer, if main character smokes their cigarettes after
alove scene.

When we will take a look at the latest movies from previous year 2016, we will
find even more products and brands used. Let’s take a movie ,The Intern” where were
placed many different products of brand Apple, Audi, application Uber, electronics
devices such as Dell and Sony. Moreover they placed there Facebook, Skype, Starbucks
and Stella Artois. Some of these brands have been used there really nicely, but for ex-
ample so big focus on car Audi was blatant (brandsandfilms.com 2016).

Probably there is no doubt that everyone has ever heard about films of famous
British special agent James Bond. Due to these movies became quickly extremely
popular around the world, they came to the attention of the biggest companies world-
wide. Agent 007, as main character, always represents pure manhood, is strong, clev-
er, handsome and of course has the most-picky style. This simply caused that main
character was always surrounded by top brands. It is known that product placement
in Bond’s movies is very successful and therefore it deserves a closer and deeper at-
tention from our side.

In addition, number of brands placed in latest Bond’s movies significantly in-
creased, what could be explained very easily. Brands are outrunning to get a few
seconds and to be connected to this perfect and premium movie, to improve their
awareness and perception among millions of viewers. On the other hand, money pro-
vided from these brands represent very important part of budget of whole movie. For
instance, latest blockbuster’s ,James Bond Spectre” budget was reported to around
$300 million, what placed it on second place of the most expensive movie ever made
(right behind ,Pirates of Caribbean: At World’s End”). During the history of these
movies, main character many times switched brands, what even more confirm the
rivalry and emulation between top brands (Cassidy 2015).

Probably many people cannot image James Bond without Martini drink, but
this was not always the case. He was also connected to beer Heineken, different so-
das and vodkas like Belvedere in latest one. It is also similar with special car that
he always receives. At beginning he was using BMW, later he switched to Aston Mar-
tin, moreover recently appears also Jaguar & Land Rover and Fiat 500 in ,Spectre”.
In addition, what is one of the most important thing that special agent must have? Of
course, perfect tuxedo or suit and here was change too, from previous Brioni to actu-
al Tom Ford. We can clearly see huge pressure and aim of brands to influence watch-
ers through these movies, by placement of their products into the plot of film. There
are also many more brands used in James Bond movies, such as: Sony as smartphone
or notebook, Omega as special watches, Avon, Coke, Walther as a pistol he uses, Vuar-
net sunglasses or N. Peal’s cashmere turtleneck and many more.

Interesting is a fact that budget of $100 million of movie ,Tomorrow Never
Dies” from 1997, was whole covered from contracts with brands of 8 major partners.
Another quite peculiar thing is a contract with Heineken that ties James Bond to
drink their beer at least in one scene during a movie. Except this, Heineken is a very

strong and important partner of these movies for example due to $45 million pay-
ment for placing their beer into movie ,Skyfall” and also because of cross-promotion-
al activities (Sauer 2015).

From all above mention, is obvious that trend of placing brands and products
into movies, especially Bond’s movies, will increase and cover still higher and high-
er proportion of production costs. This is ,win-win” situation for both sides, because
movie producers will not be able to make such expensive blockbusters with all those
special effect and top actors without any financial contribution of these brands.
On the other hand, brands placed in these movies increase on their popularity and
awareness and are connected to premium and extremely popular content. Some au-
thors also stress ,win-win-win” character of product placement. In this case produc-
tion companies win because they get products for free or significantly cover their
production costs. Company (client) wins because of promotion of their products to
very huge audience and of coursed increased brand awareness. Moreover, specialized
product placement agencies win, because they get paid for their professional advic-
es and service (Product placement a cost-effective marketing 2001; La Ferle and Ed-
wards 2006).

To sum it up, we have to say that product placement in movie industry has a
very rich history with many different examples while for our purpose we mention
only a few of them. Of course, that some of them were more and some less success-
ful, but one thing is clear, that product placement is still increasing on its populari-
ty and usage.

2 Aims, materials and methodology The main aim of this article is to identify
changes in consumer brand image perception in case of product placement usage. In
order to be able to fulfil this aim, it was necessary to investigate several partial aims
such as (1) to explore awareness about product placement among Slovak consumers, (2)
to examine consumer likeness of product placement usage in TV shows, (3) to inves-
tigate differences between product placement and classical advertisement and (4) to
study opinions about ethical and regulative aspects of product placement usage.

As well as main focus of this paper was to investigate opinions of consumers if
the product placement usage influence their perception of brand image, we have re-
alized a primary research. In order to accomplish the aim of this article we set main
hypothesis HO:

HO: We assume that product placement usage influence consumer perception
of brand image among more than 50% of Slovak consumers.

For online questionnaire survey, we decided to use questioning as a method for pri-
mary data collection. As a tool for collecting this data was used structural question-
naire. For a contacting method, we chose electronic way, especially via e-mail and
social network, mainly due to its low organizational difficulty and low costs charac-
ter. Our questionnaire contains one open question and few closed questions, while
from the formulation point of view we used level of agreement statements, seman-
tic differential statements and basic optional questions. In order to ensure suitable
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scale, we decided to use 7-point Likert scale, because it is soft enough to express opin-
ion of respondent.

When characterizing structure of our sample, first of all we would like to state,
that together we were able to collect 173 complete answers. This amount of respondents
could be divided into several groups according different identification criteria. We de-
cided to distribute them based on following ones: gender, age, education level, current
level of economic activity and level of monthly net personal income. Within very first
criterion, gender, our sample consists of 51,4% (i.e. 89) of female and 48,6% (i.e. 84) of
male. In order to verify representativeness of this sample, we decided to use Chi-quad-
rat statistical test, were the results shown us that our sample is representative accord-
ing gender, because p-value=0,659 is higher than level of significance a=0,05.

Criterion of actual age of our respondents, structured them into many differ-
ent categories. To make it more transparent, we grouped them into following ones.
Youngest respondents, under 18 years old represent 5,8% (i.e. 10), while the biggest
group 48,6% (i.e. 84) consist of respondents aged between 18-25 years. Third age cate-
gory, 26-35 years old, makes 31,2% (i.e. 54) from total amount. Equally were represent-
ed groups 36-45 and 46-55 with 6,4% (i.e. 11) and lastly, oldest respondents with more
than 56 years stand for 1,7% (i.e. 3).

By the criterion of educational level of respondents, we identified 62,4% (i.e. 108)
of them with university degree, 28,9% (i.e. 50) of respondents with high school edu-
cation finished with state exam. Moreover, 5,2% (i.e. 9) of our respondents have high
school education and 3,5% (i.e. 6) of them have primary school education level. Anoth-
er criterion in identification part was actual economic activity of particular respond-
ent. Based on this criterion, we can divide our sample into following groups. Students
represent 32,9% (i.e. 57) from total amount, employed respondents are represented by
474% (i.e. 82), while group of entrepreneurs (self-employed included) form 13,3% (i.e. 23)
from overall amount. Unemployed persons took part of 2,9% (i.e. 5) and 3,5% (i.e. 6) of
them were on maternity leave. There was no representative of the retirement group.

In case of monthly net personal income, there were 28,3% of respondents (i.e.
49) with the net income less than 400 euros per month, 17,3% of respondents (i.e. 30)
with the net income from 401 to 600 euros per month, 14,5% of respondents (i.e. 25)
with the net income from 601 to 800 euros, 16,8% of respondents (i.e. 29) with the net
income from 801 to 1000 euros per month, 6,4% of respondents (i.e. 11) with the net in-
come from 1001 to 1300 euros and lastly 16,8% (i.e. 29) with the net income more than
1301 euros per month.

For verification of hypothesis HO we used binomial test. In order to examine
some relationships we realized correlation analysis, especially Spearman correla-
tion coefficient.

3 Results
ment. If they have ever heard anything about product placement, their task was to
write down what do they know about it. Results shown that 51,4% (i.e. 89) of respond-
ents marked that they are familiar with product placement, while 48,6% (i.e. 84) of

Firstly, we examined the respondent's awareness about product place-

them have never heard about it before. From those 89 respondents, 66,3% (i.e. 59)

answers of respondents were correct. Interesting was fact, that many respondents
used to mistakenly explain it as ,merchandising of products into shelves (eye-zone of
shelf, rotation of products) with regard to consumers preferences, but to reach high-
est sales.” Secondly, we examined the consumer likeness of product placement usage in TV
programs. Answers of our respondents are very balanced for both sides, because 35%
(i.e. 61) of respondents assigned that they do not like that products and brands are
placed into TV programs (option 1, 2 and 3). On the other hand, 39% (i.e. 67) of them
stated that they do not mind, that product placement is used (option 5, 6 and 7). More-
over, 26% (i.e. 45) of respondents were not sure about they answer and marked mid-
dle value (option 4). From these results, we can hardly conclude if respondents like or
dislike usage of product placement, due to their split answers.

Answers provided for second statements were more straightforward thanin pre-
vious question. Majority of respondents 65,9% (i.e. 114) stated that they would watch TV
programs even though they would know in advance that product placement is used.
On contrary, only 17,3% (i.e. 30) of them would not watch TV programs under this con-
dition and 16,8% (i.e. 29) of respondents were not sure about their answers. Based on
these results, we can say that consumers do not really mind inclusion of brands and
products and do not perceive product placement as some kind of distraction.

Our statement from previous paragraph is even more confirmed by answers of
respondents on next question. When expressing their opinion, if they perceive prod-
uct placement as less disruptive than classical commercial advertisement they answered as
following. Majority of them 74% (i.e. 128) agreed that product placement is less dis-
ruptive, while up to 30,6% (i.e. 53) of them expressed strong agreement with this state-
ment. On the other hand, only 12,1% (i.e. 21) of respondents did not agree with this
statement, therefore they perceive product placement as more disruptive than clas-
sical commercial advertisement.

Another question also proved our assumption, because 53,8% (i.e. 93) of all
respondents answered that they would prefer product placement before classical adver-
tisement. Only small amount of our respondents, 22% (i.e. 38) would rather prefer clas-
sical commercial advertisement.

To sum it up, we can say that among majority of respondents prevailed positive
attitude toward product placement and its usage. This finding is quite interesting, because
some authors (Nunlee, Smith and Katz 2012), as we mentioned before, believe that
product placement is something ,bad” and assume that consumer’s opinion is the
same. However, as we can see results of our research are showing the very opposite.

Taking look at the ethical side, respondents were expressing their opinion if
they think that product placement is unethical or not. Surprisingly, in spite of some au-
thors (Nebenzahl and Jaffe 1998; Hudson, Hudson and Peloza 2007), called product
placement as ,subliminal advertisement” or ,dark art” answers of our respondents
were more positive than negative. From total amount, nearly half - 49,7% (i.e. 86) did
not agree that product placement is unethical. Unethical perception of product place-
ment dominated among 27,2% (i.e. 47) of respondents. Rest of them 23,1% (i.e. 40) was
not sure and chose middle value.

29



Aim of last statement, from this section was to reveal consumer’s opinion on
product placement regulation. From the results, we can say that two thirds - 67,1%
(i.e. 116) of them agreed that product placement should be regulated. On contrary,
only 16,8% (i.e. 29) did not agree with this statement.

When summarizing results, we can see that answers of respondents brought us
interesting findings about product placement perception. We can say that majority
of consumers do not perceive it negatively, even they would prefer it before classical
ads. Of course, as with everything, consumers believe that usage of product place-
ment should be regulated, because majority of them 79,8% (i.e. 138) assume that prod-
uct placement subconsciously influence consumer behavior.

Very last part of our online questionnaire survey was devoted to consumer brand
image perception of products and brands included in TV programs. They had to express their
opinion through simple semantic differential statement ,I think that inclusion of
products into TV programs influence their image”. Their answers disclosed that
more than half - 60,1% (i.e. 104) of them think that inclusion of brands into TV pro-
grams improve their image. In other words, they expressed that brand inclusion in
form of product placement has a positive impact on brand image. Opposite opinion
about effect of product placement on brand image prevailed among 15,6% (i.e. 27) of
respondents. In this case relatively low amount of them 24,3% (i.e. 40) was not sure. In
addition, we decided to use these answers to made statistical tests, in order to reveal
potential relationships between brand image perception and other factors.

One of our tasks was also to verify our research hypothesis HO, where we as-
sumed that product placement usage influence consumer perception of brand image among more
than 50% of Slovak consumetrs. In order to verify this hypothesis, we used binomial test.
Through this test, we found that in our sample, among 60,1% of respondents pre-
vailed positive brand image, therefore we accept this hypothesis HO, because p-val-
ue=0. To sum it up, we can say that among more than 60% of Slovak consumers prevail
positive brand image perception connected to product placement usage. Output is
shown in table 1.

Binomial Test
Category N Observed Test Asymp. Sig.
Prop. Prop. (2-tailed)
negative brand image | O 68 ,39 ,50 ,006°
perception
positive brand image | 1 105 ,61
perception
Total 173 1,00

A.BASED ON Z APPROXIMATION. TABLE 1: HYPOTHESIS HO VERIFICATION; SOURCE: AUTHORS BY SPSS OUTPUT
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We found interesting to take a look on relationship between brand image and pur-
chase intention. As previously, using Spearman correlation coefficient we tested
these relationships with significance level a=0,05. In first case (brand image and pur-
chase intention) statistically significance dependence between those two variables

was proven, because p-value=0,003, what is lower than significance level. According
to the value of Spearman correlation coefficient 0,222 there is direct low dependence
between them. It means that among consumers with more positive brand image tend to
be higher purchase intention.

4 Discussion

In this paper we examined the influence of product placement
on brand image perceived by consumers. We recommend companies to use product
placement as brand improver, because our research showed that more than 60% of
consumers feel more positive attitude towards brands and products included in TV
shows. Results of our study, prove ideas of different authors, such as (Yang et al. 2004;
Dudovskiy 2012) which claim positive perception of product placement among con-
sumers. As we can see, product placement does not influence only brands awareness,
but also improve brand image. It is obvious that it is not enough to just put brands
into the TV shows and everything is done. Building a brand image is a long-term
process which consists of many activities and could be influenced by many factors.
Presence of brands through product placement in TV shows is one of them and has
positive impact on brand perception. We recommend companies to very thoroughly
revise their placements, to not harm their reputation and image by connection with
some negative scenes or characters.

As we know, positive attitude toward things, especially products and brands
use to end with their purchase, because we like or love them. After testing this re-
lationship in our thesis, we proved that there is positive middle strong dependency
between brand image perception and purchase intention. Therefore, if consumers
perceive brand more positively, they have higher tendency to purchase them. This is
important to realize, because as we mentioned before, usage of product placement
is in a majority of consumers perceived positively. Thus, if it is implemented proper-
ly, companies can achieve not only better brand image, but also higher purchase in-
tention as it goes hand in hand. In general, we know that purchase decision process
consists from few steps, therefore there might be different variables that could in-
fluence and change it at all.

From this reason, companies should properly chose products and TV programs
in which they place their products, because it takes important role. All this decisions
influence perception of brand image by final consumer, which is interconnected to
their purchase intention too. Thus, we suggest companies to strongly focus their at-
tention on building positive and good image of their brands and products among cus-
tomers, using all available activities, as well as by product placement. We know that
there are many other ways within marketing, such as PR communication, usage of
social media, sponsorship of different activities and so on. Complex usage of all pos-
sible elements should lead to improved brand image, what is solely important for
companies, but even more connected with product placement effects.

5 Conclusion In this paper we examined consumer perception of brand im-
age in case of product placement usage. Research results should help businesses to

find out if the product placement usage in films or TV shows has the effect on im-
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proving their brand image. We realized quantitative research on the sample of Slovak
consumers and also examined the awareness about product placement among con-
sumers, consumer likeness of product placement, differences between product place-
ment and classical advertisement and opinions about ethical and regulative aspects
of product placement usage. Moreover, through qualitative research have been re-
vealed and proved relationships between brand image and purchase intention.

We would like to summarize also our research limitations. We have to men-
tion, that answers of respondents were collected conveniently and therefore we were
able to fulfil only gender condition of representativeness of our sample. For future
research, it would be appropriate, to make deeper analysis of product placement, but
on perfectly representative sample, in order to be able to generalize results for who-
le country. It might be interesting to take closer look on problematic of multitasking
and duality within product placement examination. Moreover, it would be also inte-
resting to broaden the scope of examination and include also other media in order to
compare them. Due to topic of product placement is very wide, we can see that there
are many possibilities of further study.
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TEXT | DANA VOKOUNOVA

NAKUPNE STYLY

MLADEJ GENERACIE

Nakupné spravanie spotrebitelov je zloZity proces, v pozadi ktorého stoji via-
cero zdanlivo nesiivisiacich premennych. Pochopenie tohto procesu je déleZité
pre marketing vSetkych subjektov stojacich na strane ponuky, pretozZe ich sti-
muly mdzu v danej situacii rozhodniit, ¢i si spotrebitel vyberie prave ich pro-
dukt. Medzi priekopnikov skiimania procesu ndkupného rozhodovania patria
Sproles a Kendall so svojim origindlnym CSI Consumer Styles Inventory. CSl je
nastroj sliZiaci na identifikovanie ndkupnych $tylov a predstavuje ho siibor
tvrdeni o spésoboch nakupovania, ktoré boli testované v mnohych krajinach.
Cielom tohto prispevku je s pouzitim modifikovaného CSI odhalit nakupné styly
mladych l'udi, ktoré pouZivaji pri ndkupe obleéenia.
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Nakupné styly Pri kazdom nédkupe prechadzaji spotrebitelia procesom rozho-
dovania, ktory moze byt vedomy aj nevedomy. Tento proces méze mat jeden alebo aj
viacero cielov, ktorymi mozu byt vyber tej najvyhodnejsej alternativy, minimaliza-
cia negativnych emécii, zniZenie ndmahy pri vybere alebo maximalizacia schopnos-
ti zdévodnit si kone¢né rozhodnutie (Pilai a Srivastava 2015, s. 386). Narang a Mishra
(2014, s. 17) zd6raznujt, ze v ramci rozhodovacieho procesu maji najvacsi vplyv atri-
bty zaloZené na emdéciach. Spotrebitelia majii viacero dévodov, preco idd nakupovat,
pricom moze ist o spolocenské vztahy s ostatnymi, zdbavu alebo senzorickd stimula-
ciu (Kotzé et al. 2012, s. 2).

Uz niekol'ko desatro¢i sa akademici aj marketingovi §pecialisti snazia pocho-
pit proces spotrebitelského rozhodovania v kontexte roznych kultir. Medzi prvymi,
ktori sa zacali systematicky venovat skiimaniu nakupnych stylov, boli George Sproles
a Elizabeth Kendall, ktori v 80-tych rokoch 20. storoc¢ia vytvorili ndstroj sliZiaci na
identifikaciu ndkupnych Stylov, ktory je Siroko pouZivany a testovany po celom sve-
te. Tento nastroj ma nazov CSI Cosnumer Styles Inventory a pévodne pozostaval z 39
tvrdeni. Testovanim dotaznika na 482 americkych Studentoch identifikovali osem
réznych ndkupnych Stylov s nasledujiicou charakteristikou (Bearden a Netemeyer
1999, s. 258):

| Zamerani na kvalitu. Tento §tyl vyjadruje, do akej miery spotrebitel starost-

livo a systematicky hlada najvyssiu kvalitu produktov.

| Zamerani na znadku. Vyjadruje, do akej miery spotrebitel inklinuje k ndku-

pu drahsich a uzndvanych znadiek.

PRISPEVKY | CONTRIBUTIONS

| Zamerani na médu a médne novinky. Spotrebitelia, ktori sa identifiku-
ja s tymto $tylom, majd radi nové a inovativne produkty a s pézitkom ich
vyhladévajd.

| Zamerani na nakupovanie. Tento ndkupny §tyl sa zvykne v literattire ozna-
¢ovat aj ako hedonisticky a vyjadruje, do akej miery vidi v nakupovani prijem-
nu aktivitu a nakupuje len tak pre radost.

| Zamerani na cenu. Spotrebitelia, pre ktorych je typicky tento ndkupny §tyl,
vyhladavaji lacnejsie produkty a vypredaje.

| Impulzivni. Impulzivny ndkupny §tyl vyjadruje tendenciu spotrebitelov roz-
hodnit sa pre ndakup v okamihu bez toho, aby si zvazili désledky, co ich to
bude stat, no nielen financéne.

| Zmiteni velkou ponukou. Tento §tyl odrdza, do akej miery spotrebitelia vni-
maji prilis velkd ponuku tovarov a sluZieb, z ktorej si nevedia vybrat a citia
sa zahlteni informdaciami.

| Verni. Tento 3tyl zahffia tych, ktori opakovane navstevuju tie isté ndkupné
centra alebo predajne a nakupuju stale tie isté znacky.

CSI ako ndstroj zistovania ndkupnych stylov bol testovany v réznych kultidrach po ce-
lom svete. Niektoré studie nepotvrdili vSetkych osem ndkupnych stylov (Mandhlazi,
Dhurup a Mafini 2013, s.161; Ghodeswar, s. 43). Dalsie zase odhalili celkom nové na-
kupné styly, napriklad vyhybanie sa nakupovaniu (Tanksale, Neelam a Venkatachalm
2014, s. 216), vyhladdvajici vyjedndvanie, orientovani na referencné skupiny, hladajici po-
hodlie, spolocensky zZiaduco nakupujtici a vyhladdvajiici informdcie (Pilai a Srivastava 2015,
s. 402-403) alebo ekologické (Sarabia-Sanchez, De Juan Vigarai a Hota 2012).

Niektori autori skiimali vztah medzi ndkupnym $tylom a motiviciou alebo
hodnotami spotrebitelov. Indonézska stiidia (Helmi 2016, s. 350) potvrdila, Ze kaz-
dy nakupny §tyl je unikatny v tom, Ze je vyjadrenim réznych hodnoét, ktoré jedinec
uznava. Napriklad $tyl zamerany na znacku odzrkadluje hodnoty ako st pocit spo-
lupatri¢nosti, zdbava, bezpecie alebo sebarealizdcie. Americka a pakistanska stddia
(Park, Yu a Zhou 2010; Batool et al. 2015, s. 24) ukazali, Ze kognitivne typy spotrebi-
telov inklinujd k ndkupnym Stylom zamerant na kvalitu, cenu a zmdteni velkou ponukou
a k ostatnym povodnym piatim Stylom zase inklinujd senzorické typy spotrebitelov.

Znalost toho, ktoré ndkupné $tyly si dominantné, pomédha vyrobcom aj ob-
chodnikom prispdsobit svoj marketing tak, aby spotrebitelov pritiahli do predajni
a dali im impulz k nakupu. Pred niekolkymi rokmi sa niektoré retazce pokisili zme-
nit vnimanie predajni tak, aby to nebolo len miesto, kde sa pontika tovar, ale miesto,
kde m4 zmysel zastavit sa (Strach 2016, s. 58). Unik4tne atrakcie kulttirneho, $porto-
vého alebo umeleckého charakteru zatraktiviiuji alternativu névstevy a ndsledného
nakupu (Lieskovska a Megyesiova 2017, s. 27). Ako priklad moézu slizit knihkupectva,
ktoré sa u nds zmenili na kaviarne alebo miesto, kde sa mo6zu deti zabavit.

Metodika prieskumu Na zistenie toho, ktory z ndkupnych stylov je typicky
pre mladych Iudi, bol realizovany kvantitativny prieskum. Respondentmi boli §tu-

denti Obchodnej fakulty na Ekonomickej univerzite v Bratislave. Ziskali sme 144 riad-
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ne vyplnenych dotaznikov od mladych Iudi vo veku od 21 do 24 rokov, z ktorych Zeny
tvorili 64%.
Pri tvorbe dotaznika boli pouzité niektoré tvrdenia z pévodného CSI, ktoré boli do-
plnené tvrdeniami z inych $tidif (Bearden a Netemeyer 1999, s. 207-260; Pilai a Sri-
vastava 2015, s. 398) zameranych na nadkupné styly. Dotaznik nakoniec obsahoval
44 tvrdeni, ku ktorym mali respondenti vybrat zo 7-stuptiovej §kdly, do akej miery ich
dané tvrdenie vystihuje. KedZe stupen 1 znamenal absolitne ma to vystihuje a 7 ab-
solitne ma to nevystihuje, ¢im nizsie hodnoty respondent priradil danému ndkup-
nému $tylu, tym bol tento §tyl pre neho viac typicky. KedZe kazdy ndkupny §tyl bol
skimany viacerymi tvrdeniami, jednotlivé tvrdenia boli v dotazniku ndhodne zora-
dené, aby sa predislo tomu, Ze tvrdenia zamerané na podobny §tyl by i§li v dotazniku
hned za sebou. Zhromazdovanie tidajov prebiehalo od 28. novembra do 7. decembra
2018 formou CAWI s vyuZitim sluZieb Google. Udaje boli analyzované faktorovou ana-
lyzou, Cronbachovou alfa, t-testom a Kruskal-Wallisovym testom.

Cielom analyzy v prvom kroku bolo identifikovat tvrdenia, ktoré si vhodné na
zistovanie nakupnych $tylov. Nasledne pracovat len s tymito tvrdeniami a zistit, kto-
ré ndkupné styly si dominantné a porovnat ich podla pohlavia.

Konstrukcia a testovanie ndstroja CSI
zitych ako vstup pre faktorovid analyzu (iSlo o principal component s rotdciou vari-

V prvom kroku bolo 44 tvrdeni pou-

max). Faktorova analyza vygenerovala 11 faktorov, ktoré vysvetlovali 68,3% rozptylu.
Tvrdenia s nizkymi faktorovymi zdtaZami pre kazdy z jedendstich faktorov (CiZe
slabo suviseli s faktormi) boli z dalSej analyzy vynaté. Nasledne sa znovu pouzila
faktorova analyza pre ostdvajtcich 28 tvrdeni, ktord vygenerovala 7 faktorov vysvet-
Tujtdcich 80,4% rozptylu (Tab. 1).

va alfa mala hodnotu 0,635, no odstrdnenim jedného tvrdenia sa jej hodnota zvysila

na 0,779 (Tab. 2).

Nakupny styl Cronbach Alpha Cronbach Alpha if
item deleted

3 - zamerani na kvalitu 0,635

Mdm dost vysoké ndroky na veci, ktoré si idem kdpit 0,419

Je pre mna délezZité mat kvalitné veci 0,446

SnaZim sa ndjst ¢o najkvalitnejSie veci, aj ked ma to stoji viac ndmahy | 0,610

Ak nendjdem presne to, ¢o hladdm, radsej si ni¢ nekdpim 0,779

TABULKA 2: UPRAVA KONZISTENCIE SKALY NA AKCEPTOVATELNU UROVEN; ZDROJ: VLASTNE SPRACOVANIE

Aj ked konstrukcia ndkupného §tylu zamerani na cenu mala akceptovatelnd hodno-
tu Cronbachovej alfy, odstranenim jednej polozky (tvrdenia) sa jej hodnota zvysila

z 0,709 na 0,807 (Tab. 3).

Nakupny styl Cronbach Alpha Cronbach Alpha if
item deleted

7 - zamerani na cenu 0,709

Nekdpim si drahsi produkt, ak existuje podobny za niZsiu cenu 0,603

Zvycajne si kupujem veci s niZSou cenou 0,571

SnaZim sa nakupovat vijhodne, aby ma to vela nestdlo 0,560

Pri vijpredajoch sa snaZim kipit toho co najviac 0,807

TABULKA 3: ZVYSENIE KONZISTENCIE SKALY; ZDROJ: VLASTNE SPRACOVANIE

Skaly na skimanie zvy$nych nakupnych §tylov neboli upravované, lebo vykazovali

akceptovatelni konzistenciu (Tab. 4).

Nakupny styl Cronbach Alpha
1-zamerani na znacku 0,916

Faktor Eigenvalues % rozptylu Pocet tvrdeni
1-zamerani na znacku 8,640 33,230 4

2 - hedonisticki 3,763 14,474 4

3 - zamerani na kvalitu 2,683 10,319 4

4 - zamerani na novinky 2,043 7,857 5

5 - impulzivni 1,531 5,890 4

6 - vyhybaijtici sa nakupovaniu | 1,191 4,581 3

7 - zamerani na cenu 1,062 4,085 4

Spolu 80,436 28

TABULKA 1: VYSLEDKY FAKTOROVEJ ANALYZY; ZDROJ: VLASTNE SPRACOVANIE
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Kazdy faktor predstavuje jeden ndkupny §tyl tvoreny viacerymi tvrdeniami. Tieto
tvrdenia by teda mali vyjadrovat to isté, takze by mali spolu korelovat. Mali by byt
konzistentné v tom, ktory koncept meraji (Mokhlis 2013, s. 5) a to sa da zistit vypo-
¢itanim Cronbachovej alfy. Odporticand hodnota by nemala klesntit pod 0,7 (Tavakol
a Dennick 2011, s. 54), resp. 0,65 (University of Virginia), aby bolo mozné akceptovat
konzistenciu meraného konceptu. Analyza reliability konstrukeii §kdl odhalila jed-
nu nekonzistentni skdlu tykajicu sa ndkupného stylu zamerant na kvalitu Cronbacho-

Kipim si uzndvand znacku aj za cenu toho, Ze je drahsia

Na znacke mi nezdlezi*

Radsej si kipim znackové veci neZ ,,no name”

Dobre zndme znacky sd pre mria najvhodnejSie

2 - hedonisticki 0,776

Nakupovanie povaZujem za jednu z najprijemnejsich Cinnosti

Svoj volng ¢as rdd/rada trdvim v obchodoch

Nakupujem rgchlo*

UZivam si nakupovanie len tak pre zdbavu

4 - zamerani na novinky 0,835

Sledujem mddne trendy a chcem byt medzi prvgmi, kto ich md

Méj Satnik vZdy prispésobujem médnym trendom

Nemdm taky prehlad o méde ako ostatni™

Neprispésobujem sa médnym trendom, je to zbytocné miianie penazi*
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Aj ked je médna novinka drahd, aj tak si ju rdd/rada kipim

5 - impulzivni ‘ 0,688

Bavi ma len tak spontdnne nakupovat

Nekdpim si veci, ktoré som nepldnoval/a*

Ak zbaddm nieco, o ma velmi zaujme, kipim si to bez ohladu na désledky

Pri nakupovani si neraz nieco impulzivne kipim

6 - vyhybaijlci sa nakupovaniu 0,735

Zvyknem nakupovat v obchodoch, ktoré mdm najbliZsie

Rdd/rada vsetko naktipim v jednom obchode

Ddvam prednost obchodom, v ktorych dostat takmer vsetko

TABULKA 4: KONSTRUKCIA SKAL NA MERANIE NAKUPNYCH STYLOV; ZDROJ: VLASTNE SPRACOVANIE

Ndkupné styly mladych ludi

Na zdklade vysledkov faktorovej analyzy a po
overeni reliability kons§trukcie ndkupnych Stylov, vzniklo sedem ndkupnych stylov,
ktoré boli vytvorené dvadsiatimi Siestimi tvrdeniami. Pre zistenie toho, ktory na-
kupny §tyl je typicky pre mladych Iudi, sa vypocitali priemery za kazdy nakupny Styl
(Graf1).

GRAF 1: PRIEMERNE HODNOTY NAKUPNYCH STYLOV; ZDROJ: VLASTNE SPRACOVANIE
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Z konstrukcie §kaly vyplyva, Ze ¢im je nizsia hodnota, tym sa respondenti s ndkup-
nym Stylom viac stotoznuju. Vysledky naznacuji, Ze dominantnym nakupnym Sty-
lom mladych ludi by mal byt zamerani na kvalitu a najmenej vyuzivanym zamerani na
novinky.

Aby sa mohlo stanovit, ktoré nakupné styly sa od seba vyznamne 1isia, pouzil
sa t-test na skiimanie Statisticky vyznamnych rozdielov medzi vyslednymi priemer-
nymi hodnotami ndkupnych §tylov. Vysledky parového porovnavania ukazali, Ze nie
st vyznamné rozdiely medzi priemernymi hodnotami nakupnych stylov zamerani na

kvalitu, impulzivni a zameranina cenu, a aj medzi ndkupnymi $tylmi vyhybajiici sa nakupo-
vaniu, hedonisticki a zamerani na znacku. Jedine nakupny $tyl zamerani na novinky sa vy-
znamne 1i8il od vSetkych ostatnych (Tab. 5).

Poradie | Nakupny styl Priemer
1 zamerani na kvalitu 3,03
1 impulzivni 3,18
1 zamerani na cenu 3,30
4 vyhybajlci sa nakupovaniu 4,06
4 hedonisticki 472
4 zamerani na znacku 4,24
7 zamerani na novinky 4,51

TABULKA 5: VYSLEDNE PORADIE NAKUPNYCH STYLOV; ZDROJ: VLASTNE SPRACOVANIE

Na zaklade vysledkov t- testu mozno konstatovat, ze pre mladych ludi s typické tri
nakupné §tyly, a to zamerani na kvalitu, impulzivni a zamerani na cenu. Tieto tri §tyly do-
siahli najnizsie priemerné hodnoty, Statisticky vyznamne sa li§ia od ostatnych Sty-
roch Stylov, ale navzijom sa vyznamne od seba nelisia.

Dalej sme sa zamerali na porovnanie ndkupnych §tylov medzi muZmi a Zena-
mi (Graf 2).

GRAF 2: NAKUPNE STYLY PODLA POHLAVIA; ZDROJ: VLASTNE SPRACOVANIE

Vysledky Kruskal-Wallisovho testu ukazali, Ze vyznamné rozdiely medzi muzmi a Ze-
nami nie st len pri dvoch ndkupnych styloch, a to vyhybajici sa nakupovaniu a zamerant
na novinky. V ostatnych §tyloch salisia, pricom pre muzov je jednozna¢ne dominantny
nakupny $tyl zamerani na kvalitu a vébec nie je pre nich typické hedonistické nakupo-
vanie. Pre Zeny st charakteristické tri nakupné styly, a to zamerané na cenu, impulzivne
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a zamerané na kvalitu. Najmenej sa Zeny stotoznuji s dvomi nakupnymi §tylmi: zame-
rané na novinky a na znacku (Tab. 6).

Poradie | Nakupny styl muZov Priemer | Nakupny styl Zien Priemer
1 zamerani na kvalitu 1,85 zamerani na cenu 3,02
2 zamerani na znacku 3,00 impulzivni 3,06
3 impulzivni 3,69 zamerani na kvalitu 3,30
4 vyhybajici sa nakupovaniu 419 hedonisticki 3,87
5 zamerani na cenu 4,48 vyhybajlci sa nakupovaniu 4,03
6 zamerani na novinky 4,56 zamerani na novinky 4,50
7 hedonisticki 512 zamerani na znacku 4,54

TABULKA 6: PORADIE NAKUPNYCH STYLOV PODLA POHLAVIA; ZDROJ: VLASTNE SPRACOVANIE

Mozno konstatovat, Ze muzi si jednoznacne daji zalezat na kvalite a radsej si oblece-
nie nektpia, ak nie si presvedceni o jeho kvalite. Je im absoltitne cudzie chodit len
tak nakupovat pre zdbavu a uZivat si nakupovanie. Zeny svoje nakupy zvaZujt, ale za-
ujima ich aj kvalita. Pravdepodobne sti ochotné pockat si na zlavy, aby si kiipili kvalit-
nejsie kisky. No radost si vedia urobit aj impulzivnymi ndkupmi, ktoré st izko spaté
s emotivnymi reakciami na podnety v predajniach.

Prekvapivym zistenim z prieskumu moéze byt, Ze mladi ludia neziji az tak in-
tenzivne médnymi novinkami a nie s v zajati diktatu maédy.

Pozndmky | Notes Tento prispevok bol spracovany ako jeden z vystupov rieSenia projektu VEGA ¢. 1/0657/19

Uloha influencerov v procese nakupného rozhodovania spotrebitela.
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Résumé Shopping styles of young generation
Aim of this study was to verify the modified CSI instrument and to identify dominant shopping style of young people. Construct va-
lidity and reliability was assessed by using factor analysis with varimax rotation and Cronbach’s alpha coefficients. Analysis results
indicate that the tested instrument is not fully applicable to young Slovak people, as only 26 out of 44 items loaded onto seven fac-
tors, exhibited acceptable validity and reliability. Based on the average scores and results of the t-test we can conclude that there
are three dominant shopping styles typical for young people: Quality conscious, Impulse driven and Price conscious. Therefore, high
quality products, incentives in the stores and low price are important driving shopping forces for young people. Surprisingly, it was
found that novelty-fashion is not a priority for young-adult consumets.

Men have one dominant shopping style Quality conscious and they are not at all hedonistic shoppers. Three shopping styles

are typical for women: Price conscious, Impulse driven and Quality conscious.
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TEXT | ROMANA COCKOVA, PETER STARCHON, LUCIA VILCEKOVA

VYUZITIE MULTIMEDIALNYCH

VYSKUMNYCH LABORATORIi

V PRAXI. CASTIL

Prispevok akcentuje vyznam inovacii vyuéby predmetov orientovanych na ak-
tivnu participaciu vysokoskolskych Studentov na redlnych projektoch v previa-
zanosti na spolupracu so subjektmi hospodarskej praxe, a to vdaka vyuzZitiu

potencidlu multimedidlnych vyskumnych laboratérii v kontexte vyuZitia novych
pristupov vo vyucbe, akym je napriklad tzv. design thinking. Aktudlne trendy
vo vysokoskolskom vzdelavani zd6raziuji zmeny vo vyucbe zamerané na zvy-
Sovanie uplatnitelnosti absolventov na trhu prace aj v kreativnej ekonomike,
do ktorej oblasti spada aj marketing, marketingova komunikacia a reklama.
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Design Thinking Design Thinking (alebo dizajnové myslenie) umoznuje akti-
vovat kreativitu a inovaény potencidl ¢loveka, ¢i uz sa jednd napriklad o zamestnan-
cov ¢i Studenta. Dizajnové myslenie mozno chapat ako kucharku, podla ktorej mozno
viest inovacny projekt, ktorého cielom je rieSenie nejakého problému cielovej skupi-
ny zdkaznikov ¢i uzivatelov.

Pojem Design Thinking vznikol vo firme IDEO, ktora sa dlhodobo zaobera di-
zajnom sluzieb. Neexistuje jednotna definicia metodiky Design Thinkingu. Samotny
proces je taktiez opisany mnohymi spdsobmi, ktoré sa od seba (nie zdsadne) li§ia. De-
sign Thinking je metodolégia vyuzivand na vytvaranie ndpadov a zlepSenie sluzieb,
produktov, procesov alebo priestorov. U Design Thinkingu je alfou aj omegou orien-
tdcia na zdkaznika a porozumenie jeho potrebam. Design Thinking nehlada rieSenia
pre subjekt (firmu, institdciu, fyzickd osobu), ale pre jeho zdkaznika. Design Thin-
king pochéddza z oblasti dizajnu a priméarne cielil na dizajnové firmy a viedol timy
k ndvrhom produktov. AvSak Design Thinking je pouzitelny nielen na hladanie no-
vych rieSeni pre hmotné produkty, ale je aplikovatelny aj do oblasti sluzieb a vse-
obecne vsetkého, ¢o zdkaznik pozaduje. Je vhodny pre rychle hladanie inovativnych
rieSeni naprie¢ odvetviami. Dizajnovou vyzvou moézu byt zdsadné socidlne problé-
my ¢i kazdodenné problémy ludi. V zdsade plati, Ze ¢im vacsi a dolezitejsi je problém
a jeho rieSenie, tym vys$sia je motivacia timu (Lugmayr a kol. 2014).

Dizajnové myslenie sa stalo neoddelitelnou sticastou dizajnu a inZinierskych
odborov, rovnako ako podnikanie. M4 tieZ vplyv na vzdeldvanie 21. storocia, preto-
Ze zahfnia kreativne myslenie pri rieSeni problémov (Razzouk a Shute 2012). Design
Thinking je stibor met6d a spésobov myslenia s cielom riesit problémy, hladat moz-
nosti a generovat inovativne rieSenia zamerané na cloveka. Je to rdmec zostaveny
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z radu krokov a sdvisiacich metéd. V jadre je Design Thinking (Casto spominany ako
Human Centered Design) prijatim perspektivy zameranej na ¢loveka.

Idris Mootee charakterizuje dizajnové myslenie ako sp6sob, ako naucit biz-
nismenov mysliet ako dizajnéri a naopak. Dizajn Thinking je podla neho rovnovidha
medzibiznisom a umenim, §truktdirou a chaosom, intuiciou a logikou, myslienkou a
realizdciou, hravostou a formalitou, kontrolou a splnomocnenim (Mootee 2013). Jed-
nym z najdoélezitejsich atribtitov dizajnového myslenie je empatia. Design Thinking
stavia do stredu zaujmu ¢loveka, ktory je zaroven objektom vyskumu, ¢im mozno zis-
kat objektivne informadcie o zdkaznikovi. V dizajnovom procese vznika velké mnoz-
stvo hypotéz, ktoré su testované a selektované na ticel vyberu tych najlepsich.

Empatia poskytuje redlny ndhlad do situdcii, s ktorymi sa moéze pri vyuzivani
produktu ¢i sluzby zdkaznik stretntit, alebo dokonca predpovedat potreby, o ktorych
zdkaznik eSte sdm nevie. Empatia teda umoznuje produkt ¢i sluzbu inovovat a zvyso-
vat tak pridand hodnotu (Brown a Katz 2009).

Implementdcia dizajnové myslenie ale nemusi skoncit len pri navrhu novych
produktov. Ak sa aplikuje dovniitra organizdcie, méze pomdct nastartovat organi-
zacnd zmenu ¢i zmenu firemnej kultdry. Podla R. Martina treba presadit vyuzitie
Design Thinkingu zamestnancami, vedenim organizacie i investormi (Martin 2009).
Cielom je kolaborativna forma spoluprace a orientacia na zdkaznika. M6Zeme potom
hovorit o spolo¢nosti orientovanej na dizajnové myslenie. Jednou z najvyznamnej-
§ich oblasti, kde Design Thinking nasiel svoje uplatnenie su sluzby. Dizajn sluZieb
kombinuje metddy a postupy z mnohych odborov, od ¢isto manazérskych metéd, az
po produktovy manazment a webdizajn. Sticasne Cerpd inSpirdciu v sociolégii a ume-
leckych odboroch (Hazdra 2013).

O vyuZitelnosti a oblibenosti dizajnového myslenie hovoria priklady spo-
lo¢nosti, ktoré Design Thinking aktivne pouzivaji: Nike, Apple, IBM, GE, Samsung
a mnoho dalsich.

Multimedidlne laboratéria v praxi

Nalezité fungovanie multimedidlne-
ho laboratdria predpokladd zapojenie Studentov a pedagégov fakulty, pripadne uni-
verzity. Pedagégovia mozu vystupovat v ilohe vyucujiceho ¢i facilitatora vo vyucbe
systémom Design Thinking, mézZu byt supervizori komercénych zdkaziek, inicidtori
a koordindatori spoluprice s praxou, medzindrodnej spoluprace ¢i realizatori akade-
mickych vyskumov. Studenti si do laboratéria zapojeni formou t¢asti vo vyucbe na
kurzoch Design Thinkingu. Dalej mézu spolupracovat na komerénych zdkazkach ¢&i
participovat na svojich vlastnych vyskumoch (v rdmci bakalarskych, diplomovych ¢i
dizerta¢nych prac) ¢i poskytovat protokolarnu pomoc akademikom.

Jednou z rovin fungovania multimedidlnych laboratdrii je centrum pre spolu-
pracu s praxou. Td méze prebiehat tymito spésobmi:

| ponuka sluzieb laboratéria komerénym subjektom (zdkazky),

| realizdcia vyulby pre firmy (formou kurzov, workshopov, letnych §kol),

| moznost zadania dloh §tudentom,

| ponuka st4zi a praxe studentov vo firméch,

| realizdcia workshopov a predndsok odbornikov z praxe pre Studentov,
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| spracovanie bakaldrskych ¢i diplomovych préc pre firmu,
| spolupradca na vede a vyskume (transfer vedomosti a technolégif),
| podpora 3koly (sponzoring vyulby, semestrdlnych kurzov).

Pre zaloZenie laboratéria st nutné nasledovné kroky, ktoré si univerzdlne platné
a aplikovatelné. Jednotlivé kroky st formulované takto:
| definovat Géel a ciel laboratéria - o a ako chceme testovat,
| zistit vhodné sposoby, potrebné technické vybavenie a priestor na realizdciu,
| nastavit spoluprdcu - persondlne zabezpeéenie, ziskat expertov, zapojit dtu-
dentov a dalsie zainteresované osoby,
| zabezpetit financovanie z vhodnych zdrojov (projektovych a dotaénych vy-
ziev, prip. vlastnych),
| néjst partnerov - sietovanie, cesty na komercializdciu vystupov.

Multimedidlne laboratérium v rdmci univerzity zahrna studentov aj pedagégov, ktori
sa podielaji na vSetkych troch tirovniach fungovania laboratéria - centra pre spolu-
pracu s praxou, vedeckého pracoviska aj praktického vyucbového predmetu. Portfélio
sluzieb takéhoto laboratdria generuje vystupy v podobe komercénych aktivit, r6znych
foriem spoluprice s praxou, medzindrodnej spoluprice a vedecko-vyskumnych vy-
sledkov. Vyuzitie laboratdria teda predpokladd okrem vyskumného prinosu tiez pre-
sah do komercionalizacie vystupov a s tym spojenej spolupréice s praxou.

Komparativna analyza vyuéby Design Thinkingu v Ceskej republike Po do-
kladnej resersi webovych stranok univerzit a vysokych §kél pdsobiacich v Ceskej re-
publike a ich informac¢nych systémov bola zostavenda tabulka ¢. 1, ktord zobrazuje
kompletny prehlad moznosti §tidia Design Thinkingu na éeskych vysokych $kolach.
Analyza nezohladnuje jednorazové kurzy a §kolenia konané na akademickej pode §kol,
ale iba vyucbu, ktora prebieha pravidelne. Tabulka obsahuje aj informacie o univerzi-
te, fakulte, odbore ¢i katedre, na ktorej sa predmet vyuduje. Dalej kreditovi a hodinovi

Podet 6 4 5 5 -
kreditov

Odportcany | 1. magistersky - - - -
rocnik
Pocet hodin | 4h/tyzder/ 4,24
prednasky 2h/tyzder/ 4,51
seminar blokova vyucba
2h/tyzden 2 workshopy 5h
po 12h plus

3tyZzdne na sa-
mostatni pracu

Max. pocet 25 20 - 15 10
Studentov

Termin ZS 2016/2017 ZS/LS ZS2008/2018 Z5 2017

vyucby 2014/2015

LS 2019 2017

Poznamka Sponzor CSOB - Nepovinny - Ucast zdarma

2 diovy vyjazd

TABULKA 1: KOMPARACIA VYUCBY DESIGN THINKINGU V CESKEJ REPUBLIKE; ZDROJ: VLASTNE SPRACOVANIE

dotdciu, odporticany ro¢nik stidia (v pripade, Ze je uvedeny) a dalSie poznadmKky.

Skola Vysoka skola Masarykova | Masarykova Masarykova Vysoké uce-
ekonomicka univerzita univerzita univerzita ni technické
v Prahe v Brne
Fakulta Fakulta podniko- | Filozoficka Filozoficka Filozoficka Institdt ce-
vo-hospodarka fakulta fakulta fakulta loZivotného
vzdeldvania
odbor/ Katedra Informacné Informac- Informacné -
katedra stratégie stadid akni- | néstddida stadia
hovnictvo knihovnictvo aknihovnictvo
Predmet Design thinking | Service Design in- Service design | Kreativne
a antropolégia design formacnych workshop myslenie
v stratégii sluZieb, roz-
hrania a
interakcif
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Z analyzy vyplyva, Ze vyucba Design Thinkingu nie je v Ceskej republike prili§ rozsi-
rend. Pravidelna vyucba prebieha len na Vysokej §kole ekonomickej v Prahe a Masary-
kovej univerzite, kde pésobi Ustav informaénych $tidif a knihovnictva (KISK), ktory
je povazovany za priekopnika Design Thinkingu v Ceskej republike. KISK pontka ak-
tudlne dva predmety tohto zamerania, pricom predmet Service dizajn bol vyucovany
naposledy v roku 2015. Vysoké uceni technické v Brne pontika kurzy kreativneho mys-
lenia v rdmci celozivotného vzdelavania.

Pre porovnanie jednotlivych kurzov boli analyzované aj dostupné sylaby predmetov
na tcely porovnania zameranie, predpokladov, cielov a osnov predmetov. Analyza sy-
1ab predmetov tykajticich sa Design Thinkingu preukdzala zhodné rysy kurzov, kto-
ré st tieto:
| kurzy nevyzaduji predchddzajice skiisenosti s Design Thinkingom ani pred-
chaddzajticu prax,
| na zaéiatku kurzu je Studentom uvedeny teoreticky rdmec, ktory vysvetluje
metddy a postupy Design Thinkingu, nasleduje aplikacia teérie do praxe na-
cvikom na redlnom projekte ¢i pripadovej studii,
| vyuzitie Design Thinkingu je $iroké, metodika je teda vyuzivana v roznych
odboroch a Studijnych programoch,
| v dvoch pripadoch je sticastou vyuéby i findlna prezentédcia dosiahnutych vy-
sledkov v timoch.

Pre nastavenie vyucby dizajnového myslenia v rdmci Multimedidlnych vyskumnych
laboratérif je klticové zistenie, Ze neexistuji konkrétne predpoklady ¢i prerekvizity
pre zapisanie Studentov do kurzu. Avsak je Ziaduce studentov zozndmit s teériou, me-
tédami a pristupmi Design Thinkingu a potom na praktickych zadaniach vyskuisat
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teériu v praxi. Dizajnové myslenie je taktiez univerzdlnym rdmcom aplikovatelnym
do r6znych odborov a oblasti, takze jeho vyuzitelnost je siroka. Maximalny pocet za-
pojenych Studentov je 20 az 25 pri priemernej kreditovej dotacii 5 kreditov. Kurzy sd
organizované bud ako pravidelnad vyucba ¢i blokova vyucba s vyuzitim casu medzi
jednotlivymi blokmi pre samostatni pracu.

Komparativna analyza vyskumnych laboratérii pri univerzitiach v Ceskej re-
publike
skumnych zariaden{ pri univerzitach. Na tcely prispevku boli vybrané laboratéria

V stifasnosti existuji v Ceskej republike desiatky laboratérii a vy-

disponujuci zariadenim na vyskum lIudského spravania s potencidlnym presahom do
oblasti marketingu a prieskumu trhu. Ziskané tidaje budd pouZité na ticely kompara-
tivnej analyzy, z ktorej vysledkov budid nasledne vyvodené vychodiska pre tvorbu mo-
delu Multimedidlnych vyskumnych laboratérii.

Déta do analyzy boli ziskané formou desk research alebo osobnou navstevou a v la-
boratéridch a rozhovormi s poverenymi osobami. Pred zaciatkom vyskumného Setrenia
boli stanovené kritérid dolezité pre zalozenie Multimedidlneho vyskumného laboraté-

ria. Tieto kritérid a ich naplnenie na jednotlivych univerzitidch obsahuje tabulka ¢. 2.

Skola Mendelova Ostravska Palackého Masarykova | Ceska pol-
univerzita v univerzita univerzitav univerzitav nohospodar-
Brne v Ostrave Olomouci Brne ka univerzita
v Prahe
Fakulta Prevadzkovo Pedagogicka Prirodovedec- | Filozoficka Prevadzkovo
ekonomicka fakulta ka fakulta fakulta ekonomicka
fakulta fakulta
Nazov ET LAB Vyzkumndla- | Eye.tracking HUME LAB HUBRU
boratof Eye group
Trackingu
Oblast Neuro-matr- Pedagogicky Evaluacia Socidlne a hu- | Vyskum
vyskumu ketingové vyskum aoptimalizd- | manitné vedy | ludského
laboratérium cia map sprdvania
Rok vzniku 2013 2013 20M 2015 2016
Financovanie Fond rozvoja Verejné fa- EU projekt EU projekt OP | VaVPI so spo-
vysokych skél | kultné zdroje | OPVVV VAVPI Carla lutdcastou
a IGA projekty fakulty
Uzitkova Cca 50m? Cca 25m? Cca12m? Cca 80m? Cca 200m?
plocha
Zapojenie Ano Ano Ano Ano Ano
Studentov
VyuZitie pre Ano Ano Ano Ano Ano
vedu a vyskum
Komeréné Nie Nie Ano Ano Ano
vyuZitie
Uplatnenie De- | Nie Nie Nie Nie Nie
sign Thinkingu

TABULKA 2: KOMPARACIA VYSKUMNYCH LABORATORII V CESKEJ REPUBLIKE; ZDROJ: VLASTNE SPRACOVANIE
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Vyskumné laboratérid podrobené analyze funguji na stredne velkych az velkych uni-
verzitdch v Cesku (od 8 500 do 33 000 §tudentov celkom). Vietky laboratérid vznikli
v obdob{ rokov 2011 aZ 2016 a financované boli z grantov a projektov EU (iba v jednom
pripade z vlastnych prostriedkov fakulty). Laborat6ria sd sticastou fakilt r6zneho za-
merania, od pedagogickych, previddzkovo ekonomickych az po prirodovedecku fakul-
tu. Oblasti vyskumov st ovplyvnené zameranim fakilt a vi¢Sinou sa jednd o vyskum
ludského spravania pri aplikacii metédd neuromarketingovych pristupov.

Medzi zdkladné vybavenie takmer vSetkych skimanych laboratérif patri eye-
-trackingové zariadenie vyrobcov Tobi ¢i RED, EEG ¢elenky monitorujici mozgové
vlny (elektroencefalografia). Medzi dalSie zariadenia na meranie, ktorymi laboraté-
riad disponuji, patri GSR (Galvanic Skin Response) - zariadenie na analyzu vodivosti
/ odporu koZe, EKG (elektrokardiograf) ¢i EMG (elektromyopatia). VSetky spominané
pristroje patria do skupiny biometrickych metéd, tzn. neuromarketingu. Spi¢kovo
vybavené laboratdria dalej disponuji spektroskopickymi pristrojmi, sadami pre vir-
tudlnu realitu, mera¢mi hladiny horménov atd. V Ceskom univerzitnom prostred{
patri k najlepsie vybavenym HUME LAB Masarykovej univerzity v Brne a HUBRU Ces-
kej polnohospodéarskej univerzity v Prahe.

Univerzitné laboratéria disponuju priestorom s velkostou od 12 m2 aZ po labo-
ratdria o velkosti stoviek metrov §tvorcovych. Vicsina zariadeni v laboratériach je
mobilnjg, takzZe dovoluje vyskum ako v laboratérnom prostredi, tak v teréne.

Co sa tyka personalneho zabezpedenia, prevadzka laboratérii obsluhuje vo vaé-
§ine pripadov od jedného po Styri osoby pracujiice na hlavny pracovny pomer. Pre
prevadzku laboratdrii je nepostradatelny vyskumnik a vo vacsine pripadov aj tech-
nik, ktory m4 v kompetencii technické zariadenie laboratéria a jeho prevadzku. Da-
lej st vo vacdsine pripadov k dispozicii Studenti doktorandskych programov, ktor{ sa
na vyskumoch podielaji a pomdhaji s chodom laboratéria. Do fungovania vac¢siny
skimanych laboratérii si zainteresovani aj Studenti danej fakulty ¢i univerzity a to
vidsinou formou vyudby. Studenti mézu vyuZivat zdzemie a pristrojové vybavenie
v ramci urcenych vyucbovych predmetov a v polovici pripadov aj pre dcely spracova-
nia svojich bakalarskych, diplomovych a dizerta¢nych priac. Samozrejmostou je pre-
Skolenie a gescia pedagdga.

Vsetky laborat6ria funguji primarne pre ticely vedeckych a pedagogickych pra-
covnikov fakulty, prip. univerzity, ktori zdzemie a vybavenie pouZzivajui pre svoje ve-
deckd ¢innost a publikaént ¢innost. Zo vSetkych analyzovanych laboratérii iba dve,
a to HUME LAB a HUBRU, vyuzivaji aktivne vyskumné laboratéria aj pre komeréné
tcely. Pontikaju sluzby ako prendjom laboratéria, jeho zariadenia, regrutaciu studen-
tov do vyskumu, konzultdcie, realizdciu skoleni metéd vyskumu atd. Ostatné labo-
ratéria fungujui len pre interné dcely vedy a vyskumu. Ako vyplynulo z rozhovorov
s manazmentom laboratérif, dévodom pre tento fakt je nedostatocnd persondlna
a Casovd kapacita pre komercionalizdciu sluzieb laboratérii, prip. absencia potreby ¢i
nutnosti svoju ¢innost rozvijat smerom k podnikatelskému charakteru.

Ani jedno z analyzovanych laboratérii nijako vo svojom pdsobeni neuplatiiuje
metddy Design Thinkingu. Tento trend je pozorovany skoér na zahrani¢nych univer-
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zitdch. Zamer prepojit vyskumné laboratérium s modernymi vyucbovymi metéda-
mi typu Design Thinking mozZno teda povazZovat v ¢eskom prostredi za unikatny
a novatorsky.

KONIEC Il. CASTI.

Pozndmky | Notes Prispevok vznikol v rdmci projektu KEGA ¢. 030STU-4/2018 - Elektronicka platforma na

zefektivnenie spoluprace medzi vysokymi Skolami a priemyselnymi podnikmi v oblasti vzdelavania.
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TEXT | PAVEL STRACH

DEPLOYING HYBRID WARFARE

STRATEGIES: DEMARKETING

AND COMMUNICATIONS DENIAL

It has been proven countless times, that being competitive means doing things bet-
ter or just different than others. Recent military strategies of hybrid warfare com-
bine various tactics with strong social and conventional media involvement to create
different images of who battles whom. Hybrid warfare is full of fake news, refusal or

MARKETING BRIEFS

30 years ago, several countries had been a part of the world behind the Iron
Curtain, where lack of supplies and shortages were the best way to induce demand for
products and services. Shortages led the public to stock up and created even greater
shortages. A more common feature of demarketing for businesses is building the im-
age of a shortage by putting customers on waiting lists, announcing limited editions,
performing qualification checks on potential buyers, highlighting limited stock and
capacity, claiming the offer is there just now and will not last long. Regardless of
whether shortages are real or made up, they attract potential customers to forbidden
fruits and spur the demand to new heights.

Less is more. Push towards more genuine, truthful and value-based marketing
communications could be also translated in the intention to hide the apparent truth
and say as little as possible. For long, the old trick for liars and cheaters is to keep qui-
et and refusing to come clean. Deliberately denying any marketing communications
while paving the way for substantive media buzz could well be the next hybrid war-

even denial from all sides of a conflict. fare for marketers.

In the age of excessive information clutter, some companies have been deny-

ing ferociously that they would ever dare to perform marketing communications. In-
formation asymmetry between buyers and sellers, consumer boycotts, resistance or
public rebellions against businesses could be the negative stimuli for companies to Résumé

Uziti strategii hybridni vdlky: Demarketing a popirdni marketingové komunikace
cut their marketing budgets. On the other hand, the mystery of trade secrets, luxury Ve svété marketingové komunikace stejné jako v podnikdni obecné je kliovijm parametrem konkurenceschopnosti snaha o odliseni
marketing or offers of guilty pleasures (goods and services which are not held in high se. Jednou z takovijch snah v marketingové komunikaci je zémérné popirdni marketingu jako pFistupu k trhu ¢i demarketing. N&které
regards by others) could be the very good reasons to pull back on marketing. firmy stavi svou image na vytvdfeni dojmu, Ze marketingovd komunikace je néco, co se jich netgkd. Jiné zdmérné vytvdreji pocit ne-
The famous example is Tesla’s (formerly Tesla Motors) zero marketing budg- dostatku, ze kterého ndsledné Cerpaii pFi realizaci konkrétnich marketingovich ¢ prodejnich taktik.
et. The company claims not spending a dime of marketing. Such a fake denial serves
as a bold communication claim itself. Tesla really means straightforward advertis-

Kontakt na autorov | Address doc. Ing. Pavel Strach, Ph.D., Ph.D., SKODA AUTO Vysokd 8kola o.p.s., Katedra

ing rather than marketing (communications) in general. Showcase media presenta- marketingu a managementu, Na Karmeli 1457, 293 01 Mlad4 Boleslav, Ceskd republika, e-mail: pavel.strach@savs.cz
tions, frequent press releases, strong referral and loyalty program for customers,

high street demonstration showrooms rather than traditional car dealerships or fix

pricing policy are just a few elements of their marketing. We shall not forget about

intentional and strong personal brand building of its founder Elon Musk, which im-

personates the essence of the product brand(s) and serves as a major communica-

tion tool.

What else than fake news could be an instance of a company claiming to spend
zero dollars on marketing while launching one of its products (Tesla Roadster model)
into space. Not to mention the oxymoronic green image of a company, which pictures
itself as environmentally responsible, while it boldly adds to debris orbiting the plan-
et Earth. It seems to be the very tactics of hybrid warfare: denying the obvious build
anew and better alternative truth.

Demarketing was pronounced by Kotler and Levy in Harvard Business Review
already in 1971. On the surface, demarketing is a communication strategy actively
trying to reduce demand for certain products or services. Traditional examples in-
clude governments attempting to discourage people from consuming alcohol and
unhealthy foodstuffs or ultra-luxury stores discouraging the general public to enter
by having the posh appearance and expensively dressed staff.
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Ceska marketingovd spole¢nost vydala tlacovid informéaciu, ktord obsahuje vysledky
pravidelného prieskumu zameraného na postoje ceskej verejnosti k reklame. Z meto-
diky prieskumu vyplyva, Ze cielovou skupinou bola online populdcia Ceskej republi-
ky vo veku nad 15 rokov, metédou zberu tidajov bol CAWI Omnibus ppm factum, dita
sa zbierali v ¢ase 23. 1. - 27. 1. 2019. Realizoval sa kvétovy vyber so stanovenim kvét
na pohlavie, vek, vzdelanie, velkost miesta bydliska a regién. Vzorku tvorilo 1000 res-
pondentov. Zaddvatelom vyskumu bola Ceskd marketingova spole¢nost (CMS), POPAI
CE a Ceské sdruZeni pro znackové vyrobky (CSZV). Prieskum realizovala vyskumna
agenttira ppm factum research.

Autorka a zakladatelka vyskumu Jitka Vysekalova, prezidentka CMS sa k vysku-
mu vyjadrila: ,Vyzkum probihé pravidelné kazdoro¢né od roku, 1993, v leto§nim roce
probéhla jiz 36 vlna tohoto Setfeni. V prvnich letech byl vyzkum realizovan vicekrat
ro¢né. Ziakladni vyzkumné otdzky zlstdvaji stejné, ale postupné zafazujeme aktu-
alni témata odpovidajici vyvoji a vyznamu reklamy nejen jako soucdsti marketingo-
vého mixu, ale dileZitého spolecenského jevu. V letoSnim roce byl vyzkum poprvé
realizovan prostfednictvim CAWI omnibusu, zasaZena tedy byla tzv. online popula-
ce. Uvidime, jak to ovlivnilo vysledky.”

Podivejme se na aktudlnivysledky Kdejsoulidé reklamou nejvice pfesyceni?

| Rozdil negativniho vnimdni reklamy na Primé a ostatnich soukromych TV
se vyrovnava s pomérem negativniho vhimdani reklam na internetu. Nicmé-
né stdle panuje presvédceni, Ze ze vSéech mediatypi je nejvice zahlcend rekla-
mou TV Nova.

| Poklesla pfesycenost reklamou v novindch oproti méfeni v roce 2018 a naopak
vyznamné narostla pfesycenost reklamou na internetu. Hlavni vliv zde miiZe
mit mirné jind populace leto$niho vyzkumu tzv. online populace, ktera obec-
né vyuziva vice internet a méné tisténych médii.

| Pfesycenost reklamou na socidlnich sitich kontinudlné a strmé stoupd. To
souvisi obecné s jejich nartistajici oblibou, ale i s typem letosniho online
Setfeni.

| Reklama v misté prodeje je trvale vnimana benevolentné - mnohymi ztista-
va dokonce vitana. Naopak pozorujeme od lotiského roku nartist negativniho
vnimdani reklamy v historickych centrech meést.

| Jedinou vitanou formou reklamy jsou tedy ochutndvky a prezentace v misté
prodeje, s jeji intenzitou je spokojena polovina Cechdl. T¥etina populace by do-
konce uvitala castéjsi vyskyt ochutnavek na prodejnach.
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Zajimavé demografické profilace:
| Vice obtéZovan{ intenzitou reklamy jsou zejména starsi lidé.
| V postojich PraZzanti je patrnd ddvka pragmati¢nosti - jsou si védomi, Ze trzn{
ekonomika je timto zdrojem fakticky financovana.
| Obyvatelé Prahy, ale zdroveti vyrazné ¢astéji vyjadiuji ndzor, Ze venkovni re-
klamy a komerénich ploch v historickych centrech mést je u nds prili§ mnoho.

Reklama jako zdroj informaci a ndkup na zdkladé reklamy ———

| Poméry jednotlivych skupin, pokud jde o ovlivnéni ndkupu reklamou, jsou vi-
ceméné stejné. Skeptik® viici reklamé neubyva. Reklama je vice ndpomocna
zendm, mladym lidem a lidem se zdkladnim vzdélanim.

| Ndkup na zdkladé reklamy ,pfizndva” v letoSnim roce 36% dotdzanych, coz
z dlouhodobého hlediska nevybocuje ze zjisténych hodnot. I v tomto pripadé
uvadeéji ndkup na zdkladé reklamy castéji Zeny a nizsi vékové kategorie.

Jitka Vysekalova ¥ika: ,Nakup na zdkladé reklamy, ¢i pfesnéji ochota priznat takovy
nakup, se od roku 1994, jak vidime z grafu, (hodnoty odpovédi ,ano, koupil/a/jsem na
zdkladé reklamy”) pohybuji v priméru mezi 30-40% (nejvice to bylo 44%). Dlouhodo-

bé plati, Ze lidi, ktefi se zdrahaji priznat ovlivnéni reklamou je vice nez téch, kdo se
k nému prizndvaji. Zastoupeni obou skupin od roku 2010 do loriského Setfeni oscilo-
valo na stejné hladinég, vletoSnim roce se zvysil podil téch, ktefi ndakup na zdkladé re-
klamy neptizndvaji na 64%. Diilezité je si uvédomit, Ze jde o tu ¢ast populace, ktera si
nédkup ovlivnény reklamou uvédomf a je ochotna ho pfiznat. Lze pfepokladat, Ze fada
lid{ si vlivy reklamnich sdéleni neuvédomuje a dalsi ¢ast neni ochotna je pfiznat ani
sobé a uz vibec ne druhym”.

Jak se vyvijeji nazory na spolecenskou roli reklamy?
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| Postoje k roli reklamy ve spole¢nosti zlistdvaji ambivalentni. C4st populace si
uvédomuje dtlezitost reklamy pro ekonomiku i média, ale vidi i jeji negativ-
ni dopady.

| V poslednim obdobi se zvysilo procento téch, ktefi vyjadiuji negativni sta-
noviska, tj. manipulativni funkci reklamy a jeji vliv na podporu zbytec¢ného
konzumu.

| Naopak se sniZil podet téch, ktef{ souhlasi s pozitivnimi funkcemi, stale
méné 1idi je presvédceno, Ze reklama lidem pomdha orientovat se v nabidce
zbozi a sluZeb.

Kontroverzni témata v reklamé Jitka Vysekalova:“ Mezi citlivd témata pat-
1 postoje k reklamé na cigarety, alkohol, nezdravé potraviny a volné prodejné 1éky,
které sledujeme jiz fadu let. Pokud jde o alkohol, 1i§i se postoje k reklamé na tvrdy
alkohol a pivo a vino. Stdle jesté jen relativné malé procento lidi vyzaduje naprosty
zdkaz reklamy na volné prodejné 1éky a potravinové dopliiky. V pribéhu let byl ,nas
seznam” postupné dopliiovan o dalsijako napf. o ndzory na naboZenskd témata v re-
klameé. Ta se zatadila mezi ty Castéji odmitané. Naprosto zakdzat by si lidé stale nej-
Castéji prali reklamu na cigarety. V letoSnim Setieni jsme nekladli otazku tykajici se
sexudlnich motivl v reklamé, ale z minulych Setfenf vime, Ze v tomto sméru jsou
Ce&i velmi tolerantni.

| Obecné se k zdkazu reklamy na kontroverzni témata ukazuji rozdily z hledis-
ka vékovych skupin. Mladsi lidé jsou vétSinou tolerantnéjsi.

| Reklamu na cigarety by Castéji zakazali 1idé nad 60 let, vysokoskolaci a oby-
vatelé Prahy.

~x .

| K reklamé na pivo jsou lidé tolerantni. Zakdzali by ji ¢astéji lidé s niz8imi pii-
jmy, pro omezeni jsou ¢astéji zeny.

| Kazdy ¢tvrty Cech by zakédzal reklamy na tvrdy alkohol. Toto téma méné vadi
muzim a mladym lidem do 29 let.

| Reklamu na volné prodejné 1éky chtéji ¢astéji omezit 1lidé se zdkladnim vzdé-
lanim a stars$ilidé nad 60 let.

| Pro zdkaz reklamy na nezdravé potraviny jsou Gasté&ji starsi 1idé, Zeny a oby-
vatelé

| velkych mést.

Jaka by reklama méla byt
tych let az do roku 2007 a protoze se odpovédi fadu let neménily, v poslednich letech

,Tuto otdzku jsme pokladali od poloviny devadesa-

jsme ji vynechali. Lidé stdle od devadesatych let preferovali reklamu pravdivou, dave-
ryhodnou, srozumitelnou, ktera jim poda informace o vyrobku. Pokud to navic bude
vtipnym a zajimavym zptisobem, o to 1épe. Zajimalo nas, zda se za poslednich 12 let
pohled a pozadavky na reklamu zménily. Na zménu by mohl mit vliv i leto§n{i vybé-
rovy soubor - online populace. Jak vidime z vysledki, nemél. Stéle je preferovdna re-
klama, kterd podava pravdivé informace srozumitelnou a piip. i origindlni formou.
Slusnost, nevtiravost , nevyuzivani nasili a originalita patfi k dalsim zddanym atri-
butim”, ¥ika autorka vyzkumu Jitka Vysekalova.
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Jak se reklama zménila

Nové jsme do vyzkumu zatadili otdzku, zda se dle ndzoru dotdzanych reklama v po-
sledni dobé zménila k lep&imu, éi hor§imu. Cim d4l tim méné se libi reklama 27%
dotdzanych a dal$ich 14% uvadi, Ze se zménila k hor§imu, protoZe poddvd méné in-
formaci. Celkem 28% vidi zménu k leps§imu, povazuji reklamu za zajimavéjsi a ¢ast
je i vice spokojena s mnozstvim informaci, které podava. 27% zadnou zménu nepo-
v malych obcich. Méné kriti¢ti jsou obyvatelé Prahy. Tolik mtizeme vycist s vysledki
kvantitativniho vyzkumu. Urcité by stdlo za to, vénovat se podrobnéji motivacim, ve-
doucim k uvedenym vyjadfenim.

Reklama je soucasti naseho Zivota nékdy a nékym vice ¢i méné prijimanou a védét jak
plisobi, je ¢i mélo by byt samoziejmou soucasti této komunikace. Data z nageho dlou-
hodobého vyzkumu zatazujici reklamu do $irsich spolecenskych souvislosti k tomu-
to pozndni pfispivaji. Uvadi autorka vyzkumu Jitka Vysekalova.

RECENZIE | REVIEWS

TEXT | MAGDALENA SAMUHELOVA

GREGOR, MILOS A VEJVODOVA,

PETRA, 2018. NEJLEPSi KNIHA

O FAKE NEWS, DEZINFORMACICH

A MAN I PU LAC ic H !! ! BRNO: CPRESS. 142 S. ISBN 978-80-264-1805-4.

Uz v tivode kniZky jej autori piSu, Ze oni sami manipuluji s ¢itatelmi, ked pontkaji
pre nu takyto ndzov v dobe, v ktorej sa denne stretdvame s réznymi podobami ma-
nipuldcie. Autori tieZ vaZne tvrdia, Ze kniha je unikatna svojou formou, obsahom
a vznikom. Vysvetlujud i preco. Ku vzniku tejto knizky prispelo mnoho prednasok pre
mnoho I'udi a vedecko-pedagogicka ¢innost autorov v uvedenej problematike. Vznikla
tato knizka, ktord sa netvari ani ako informacne vycerpavajica, ani ako akademicky
precizna. Je rozc¢lenena do Siestich kapitol.

Prv4 kapitola m4 nazov Comu ¢elime? Podrobne sa v nej objasiiuji hlavné poj-
my problematiky ako si fake news, dezinformdcia (Co je totoZny pojem), misinforma-
cia (alebo foma).Obe majui spolo¢ny, nepravdivy a zavddzajici obsah, avSak fima je
§irend bez vedomia, Ze ide o lozZ. Podla autorov, totiz aby dezinformacia bola tispe§na
je potrebné, aby bola uveritelna a aspon ¢iastoéne pravdiva. Daldim faktorom o uve-
ritelnosti dezinformacie je jej prispdsobenie sa kultirnemu kontextu. Tretim doleZi-
tym predpokladom uveritelnostije aby sa dostala k publiku viacerymi kandlmi. Ide tu
o zdielanie a Sirenie spravy. Autori v knizke strucne, no informovane na prikladoch
objasnuju, kde sa vzal pojem dezinformadcia, ako vznikol a kedy. Idd hlboko do histé-
rie a pitavo uvddzaji niekolko prikladov dezinformovania z ddvnej a novsej histérie
Iudstva. Pribehy o aténskom vojvodcovi Themistoklovi, ktory dvakrat oklamal perz-
ského krala Xerxa, o operdcii Trust z akcii sovietskej tajnej policie a spravodajskej
sluzby, o vylodeni spojencov v operacii Overlord v Normandii poc¢as 2.svetovej vojny,
o operdcii Neptiin, ktord zinscenovala ¢eskoslovenska $tdtna bezpecnost v Sestdesia-
tych rokoch minulého storocia na Sumavskych jazerach, ¢i o operdcii Infektion o §i-
reni virusu HIV a AIDS z americkych zdpadnych laboratérif do krajin vychodu. Velka
cast prvej kapitoly je venovand najefektivnejSiemu nastroju dezinformadcie - propa-
gande, ktory dnes zaZiva renesanciu a na internete je ako doma. Jej vymedzenie znie:
,Zmyslom propagandy je posobit na publikum a imyselne formovat jeho myslienky,
postoje a spravanie s cielom dosiahnut reakcie v stilade s imyslami a potrebami pro-
pagandistu” (s. 15). Zaujimavé je rozclenenie propagandy na tri hlavné smery (auto-
rom je britsky historik ceského pévodu Zbynék Zeman), ak sa da zistit jej zdroj. Je to
tzv. biela propaganda, ktora je takmer totoZné s pojmom public relations(!) ,Vyuziva
pravdivé a objektivne informdacie k ovplyvneniu verejnej mienky, mobilizdcie obyva-
telstva, alebo k propagdacii hnutia ¢i aktivity.” (s. 15). Protikladom je ¢ierna propa-
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ganda, ktorej ndstrojmi si polopravdy, vierohodne posobiace dezinformiécie alebo
Skandalizacia, ktord ma pospinit a oslabit protivnika. Je skrytd a ma falosné a za-
vadzajice zdroje. Bolo ju mozné vidiet napr. v americkych prezidentskych volbach
v roku 2016, kedy sa realizovala intenzivna dezinformacia v zavoji ¢iernej propagan-
dy, napr. v stvislosti s kandiddtkou na prezidentku USA Hillary Clintonovou, ale aj
inde. Tretim smerom propagandy je sivd propaganda, ktord sa nachadza medzi dvo-
ma uvedenymi smermi. M6ze sa javit ako neutrdlna az pozitivna, vyuziva vaésinou
pravdivé argumenty a objektivne ich prezentuje, ale informacie nemdézu byt spolah-
livo overené a ich zdroj nemusi byt zndmy, ¢o ju robi najtajomnejSou z tychto typov.
Na dalsich strankach knizky autori poddvajui dobre vybrany prehlad histérie pojmu
propaganda. ,Povod slova propaganda najdeme v latinskom slove propagare, ¢o v pre-
klade znamend rozhlasovat, rozsirovat, ¢i rozmnozZovat.” (s. 17). Po¢ntc 17. storo¢im,
kedy bol vo Vatikdne po prvykrat tento pojem pouZzity, sa neuveritelne ujal a vyuzi-
val. Propaganda vSak existovala ovela skor. Historicky v staroveku bola propaganda
zamerand na armdadu, na pripravy na vojny a na vojenské ispechy. Napr. Alexander
Velky, Rimska ri8a vo velkom vyuzivali propagandistické nastroje. Autori uvadzajda
priklady vyuzitia propagandy v kriZiackych vypravach, vyuZzitie propagandy v Luthe-
rovej reformacii, ked vyndlez knihtlace zmenil cely vtedajsi i budici svet, francizska
revolicia s postavou Marianny vratane symbolov slobody, bratstva a rovnosti. Cela
prva adruhd svetova vojna bola, podla autorov, ,totdlna propaganda v totalnej vojne”.

Druha kapitola ma ndzov Ako dostat dezinformadcie k ludom. V tejto kapitole
autori strucne predstavuju ¢itatelom podstatu médif od praveku, cez stredovek, no-
vovek aZ po modernid dobu. Rozvoj médii nastdva s rozvojom technoldgii. Média sa
stdvaji masovymi. Sd lacné, st vSade a st zdbavné. Ale to médium, ktoré vladne sve-
tu je - internet. Za svoj vznik a rozvoj vda¢i americkému ministerstvu obrany, ktoré
sa podielalo na jeho vzniku a dalSom pouzivani. Prvou bola po¢itacova siet ARPANET
v roku 1969, ktora bola schopna prenosu dat, potom vznikla sluzba www, ktora vzis-
la zo $§vaj¢iarskeho Centra jadrového vyskumu CERN. ,To ¢o zacalo ako experiment
skupiny nad8encov je pravdepodobne najvplyvnejsim vynalezom v ludskej histérii”
(s. 40). Internet je médium, ktoré nem4d tzv. gatekeeperov (okrem serverov policie
avlastného svedomia), tak ako ich maji spravodajské médi4, a to ho robi omnoho slo-
bodnej$im miestom, oproti ostatnym.

Tretiu kapitolu nazvali autori Doba internetova. Autori konstatujt, Ze polovi-
ca naSej planéty surfuje na internete. Googlujeme, sharujeme, lajkujeme, postujeme,
sme online, niektori aj nonstop. LieCime sa na internete, lieCime sa z netolizmu, t. j.
zo zavislosti na internete. Internet je obrovsky trh s obrovskym mnozstvom informa-
cif a dezinformacii... ,Internet umozZnuje dezinformatorom a propagandistom lahky
pristup k obrovskej mase Iudi, ktora je potom ¢asto i sama ochotnd dezinforméciu
zdielat a 8irit dalej medzi svojich priatelov, ¢i uz jej sama veri alebo nie.” (s. 44). Virtu-
dlny svet md rézne spravodajské servery, konspiracné webové stranky, YouTube, so-
cidlne siete, blogy... Autori podavajui prehlad niekol'kych vaZnych pasci, ktoré ¢ihaji
na ludi na internete. Na prvom mieste st to hoaxy, ktoré majui jeden spolo¢ny znak
- nabadaji k dalsiemu rozosielaniu a Sireniu, maji rézny obsah ako napr. zdbavné
informacie, urgentne nebezpecné informacie, falosné prosby o pomoc, citové vydie-

ranie, varovanie, obtazujlice informovanie, nebezpe¢né rady. M6Zu znicit povest ¢lo-
veka, m6zu sposobit zneuzitie osobnych tidajov. Autori tu zdéraznuju, zZe fake news st
novym pojmom pre uz staré zndme dezinformadcie. ,Dezinformadcie oproti hoaxom
vznikajd so zimerom manipulovat ludmi a ich tvorcami mé6zu byt trebars i vlady jed-
notlivych §tatov.” (s. 46). Objavuji sa v médiach a k ich masivnemu Sireniu dopomo-
hol internet a socidlne siete. Fake news nie si doménou len bulvarnych médii, mézu
byt nebezpecné a ovplyviiovat nase myslenie aj na inych strankach. Sticastou kapito-
ly st tiez priklady o §ireni hoaxov na internete. Vyznamnou témou tejto kapitoly re-
cenzovanej knizky si konspiracné teérie. Ved ich poznite: 9/11, G20, G8, NOW, Area
51, UFO, HAARP, JFK, ¢ipovanie, ockovanie, pristdtie na Mesiaci, Zem je ploch4, Elvis
Zije ap. Je ich na internete velmi vela. Co st to za? St to v podstate pribehy o spik-
nuti. ,Zdkladom je viera v to, Ze nase Zivoty ovldda niekto iny. Alebo, Ze ndm prinaj-
menej niekto o urcitych udalostiach klame. Ten, kto ovldda nase Zivoty a cely svet,
k tomu ma vzdy nejaky dovod: ziskat moc, zbohatnit alebo trebars znizit pérodnost.”
(s. 49). Autori sa snazia vysvetlit, Ze nd§ mozog funguje tak, Ze ked si nevieme nieco
vysvetlit, pretoze tomu nerozumieme, tak porovnavame novi informéaciu so starou,
hladdme zmysel a tcel a priddme novd kon$piraciu spolu s tajomnom a organiza-
ciou, ktor4 stoji za fiou. Prispieva k tomu aj spolocenska tolerancia kons§pira¢nych te-
orii vo svete, silnd medializacia a obluba v romdadnoch a filmoch a v dokumentoch te-
levizii. KonSpiracie sa stali sicastou nasich Zivotov, je potrebné k nim pristupovat
kriticky, nevymazat a necenzurovat na webe vSetko. Takyto postup nds moézZe oboha-
tit a mozZno nim ndjst i zrnko pravdy. Nastrojom pristupu ku konspirdciam je jedno-
ducho kritické myslenie. K §ireniu inform4cii, dobrych aj tych zlych, v dnesnej dobe
napomaéhaji socidlne siete. M6zeme sledovat cely svet a cely svet moze sledovat nés.
V priamom prenose. MdzZe to skoncit kyberSikanou. Krutym prikladom je kauza Mod-
ra velryba z ruskej Sibiri, kde doslo k mnohym samovrazddm mladych Iudi. Medzi
Ucastnikmi diskusii na socidlnych sietach sa vyskytuju prispievatelia - tzv. trollovia,
ktori pi§u nezmysly, urdzky a vulgarizmy. St anonymni a spravaji sa agresivnejsie
ako v redlnom zivote. Zabdvaju sa a niektor{ st za to plateni. Je smutnym zistenim
australskych psycholégov, Ze internet v ludoch prebtidza prakticky to najhorsie, kam
patrii zamerné ubliZzovanie ludom. Trollovia maju vysoko postavent latku sadizmu,
ktora sa tyka viac muzov ako zien.

Stvrtou kapitolou kniZky je Manipuldcia. ,0d manipul4cie je len kiisok ku 1%,
s pravdou nema nic spolo¢né. Pokial sa nami niekto snazi manipulovat, snazi sa nas
oklamat, rozhodovat za nds a znemoznuje ndm vytvorit si vlastny nazor.” (s. 58). Je to
téma star4 storodia, ale techniky manipuldcie sa prispdsobili veku internetu. Casto
ich pontkaji tzv. alternativne média. Casto takéto média zdielaji dezinformadcie. Ta-
kéto média kritizuju a obvifiujd klasické média zo 1z{ a zatajovania faktov. Vytvdra-
ja spindoctoring, ¢o je manipulacia verejnej mienky prostrednictvom médii. Medzi
vyskumom zistené manipulac¢né techniky sa najcastejsie zaraduji: fabulacia, zvalo-
vanie viny, nidlepkovanie, vyvoldvanie strachu, hra s eméciami a manipulacia s ob-
razkami. Autori v tejto kapitole struc¢ne a opiat s prikladmi charakterizuji jednotlivé
manipula¢né techniky. Fabulovat znamend klamat a je jedno, kde sa za¢ne, na za-
Ciatku, alebo v strede. Prikladom sd kon$piracné tedrie, vytrhnutie faktu z kontex-
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tu, selektivny vyber informdcii, tendenc¢ny vyber Statistiky, citovanie vyznamnych
odbornikov, ktorych nikto nepozn4, ,déveryhodny zdroj”, prekricanie udalosti. Zva-
Tovanie viny a nalepkovanie patri medzi najjednoduchsie formy manipulacie, kedy
je treba vytvorit obetného baranka. Ide o stereotypy a zjednoduSovanie, ¢o zavazi
v snahe ako prezit v komplikovanom svete. Pri ndlepkovani je vinnik poskodzovany,
urazany preto, aby boli od neho odohnani pripadni podporovatelia. Manipulacia s ob-
razkami sa tyka ilustracii, fotografii, videi a zvukovych zdznamov. Uvadzajui sa tri
najcCastejsie sp6soby manipulacie: chybné vyloZenie stvislosti, manipuldcia subjektu
pred zachytenim okamziku a manipuldcia po vzniku fotografie - digitdlna tprava.
Kazdu z uvedenych technik autori pomocou ukazok fotografii v knizke zrozumitel-
ne objasniuji a vysvetluji. Pisu tak o fotomontaZzi, o retusovani tela, retusovani tvare,
retusovani miesta udalosti, farbou, jasom, kontrastom. Je teda fakt, Ze manipulacia
nés sprevddza od ttleho detstva, vo vychove rodi¢ov, vemdcidch, ktoré ju sprevadza-
jai. Hra na city je najsofistikovanejsia forma manipulacie, ktord existuje aj vo svete
médii. ,Kizlo je v jednoduchosti a neustdlom opakovani, ktoré ma za ciel ovplyvnit
a zmenit nds postoj. Manipuldtori vyuzivaji nekalé praktiky a mieria na nase city -
od strachu, nendvisti a pychy cez zavist aZ po solidaritu a radost.”(s. 73).

V piatej kapitole s ndzvom Preco a ako to funguje sa autori zamyslaji nad tym,
ako v online prostredi socidlnych sieti nachddzame a spracovdvame informacie, pri-
com nas mozog nie je na spracovanie tak velkého mnozstva informacii vybaveny
a jeho poznavacia kapacita je obmedzend. Preto sme naprogramovani zovSeobecno-
vat, zjednodusovat a vytvarat stereotypy. Robime si ,skratky”. Vnimame to v§ak ne-
gativne, ale je to praktické pre cloveka. ,... podvedomé myslienkové skratky a dalsie
Ltriky”, ktorymi si nd§ mozog ulahcuje pracu, ndm dovoluji normélne fungovat. Bo-
huzial ale zdroven negativne ovplyviiuji nasu schopnost efektivne triedit informa-
cie od dezinformadcii... Propagande sa tak otvorili nové moznosti, ako nahradit svoju
stratend schopnost cenzurovat média. Kombindacia slabin Iudského mozgu a vplyvu
socidlnych sieti dala vznikniit novej met6de manipulacie - cenzire samotného lud-
ského vnimania.” (s. 79). V tejto kapitole sa autori na zdklade zaujimavych vysledkov
vedeckych vyskumov v ramci socidlnych experimentov, ktoré uskuto¢nili renomova-
ni svetovi vedci, snaZia poukdazat na to, ako funguje nas mozog pri prijimani infor-
macif a ako ich rozliSuje. Uvadzajt, Ze tvorcovia propagandy a dezinformadcii vedia
o slabindch mozgu a vedia to dobre vyuzit. Socidlne siete st im velmi ndpomocné.
,Propaganda tak s verejnostou nemanipuluje len obsahom alebo formou sprav, ale
i jej objemom. Kobercové bombardovanie dezinformaciami totiz dokdze ovplyvnit
vacsinu z nds. Vytvara dojem davového presvedcenia, ktoré si nd§ mozog rad zamie-
na za realitu.”(s. 90). Autori knizky aj tu pontikaji priklad masovych dezinformacii
na socidlnych sietach ako recept na informacnu katastrofu. Mnohé spravy, ktoré sme
prijali zabidame, pretoze nasa pamat nie je neobmedzena. Ide pritom aj o déveryhod-
nost informac¢nych zdrojov, kedy zapracuje spacsky efekt, teda princip, kedy sprava
a jej zdroj st pre mozog dve samostatné informdécie, pricom plat{, Ze si spravidla lep-
Sie pamatdme samotni spravu ako jej zdroj. Zdroj méze byt nedéveryhodny a nemu-
si nds zaujimat. Autori poukazuji na tieto otdzky socidlnych sieti vo svete i u nés.
Velkym problémom dnesnych Cias je vytvaranie atmosféry nedévery tizkosti a klam-

stva, ked sd dnes fake news, 1zi a vymyslené spravy bezné. Celosvetovym trendom je
fakt, ze média stracaji déveru svojich ¢itatelov. Autori v kapitole na prikladoch ana-
lyzuju principy dovery a nedévery v média, ktorych velky pocet pontka réznorodd
zmes spravodajskych Stylov, vratane bulvarnych pristupov a populistickych infor-
maécii. Autori dalej uvddzaji, Ze vyznamnym problémom sd informacné a socidlne
bubliny, ktoré vedu k posiliiovaniu vlastného svetondzoru tym, Ze do nich prejde len
obsah, ktory tento svetondzor podporuje. Nehodiace obsahy si filtrujeme sami, alebo
to urobia internetové algorytmy a nastdva izoldcia vo vlastnej informacnej bubline.
Izolacia v bublinach sliZi ako podhubie pre Sirenie dezinformaécii, ¢o je nebezpec-
né pre spoloénost. ,Algorytmy sd v podstate mechanizmy, ktoré najvacsi internetovi
hraci (Google, Facebook, Twitter, Instagram a dalsi) pouzivaji k tomu aby, sledova-
li naSe spravanie a na zdklade tychto informacii prisposobili obsah a reklamu, ktoré
ndm zobrazuji.” (s. 114). Autori v kapitole uvazuju ako tieto socidlne bubliny elimino-
vat, ako v sicasnom Case akcelericie ndSho sveta rozvijat medidlnu gramotnost a kri-
tické myslenie, ktoré je mozné rozvijat najma vzdelavanim v §kolach.

V Siestej kapitole s ndzvom Ako sa tomu branit uvddzajd autori knizky vel-
mi konkrétne rady, typy a pravidla ako si poradit s propagandou, dezinformacény-
mi sprdvami a hoaxami v médidch. Velké moznosti v Ceskej republike vidia autori
knizky v realizovani ob¢ianskej spolo¢nosti i prostrednictvom konkrétnych inicia-
tiv a projektov, ktoré v kapitole uvadzaji. V zavere kapitoly analyzuji klicovy pojem
fake news a jeho vyuZivanie a uplatiiovanie vo vybranych svetovych médiich a v po-
litike. Zaver knizky tvori komentovany zoznam vybranych kniznych titulov, vztahu-
jucich sa k hlavnej problematike knizky.

Co napisat o recenzovanej kniZke nakoniec? Nemyslim si, Ze je to najlep8ia kni-
ha o danej problematike, ale je pou¢nd, ndzornd a uZitotna pre Citatelov, napriek
tomu, Ze je v nej zhromazdené velké mnozstvo informdcii objektivneho, ale i subjek-
tivneho charakteru. Vzhladom na tému, nemozno si nepolozit otazku- a co ked je to aj
inak a ¢o ked uvadzané informadcie o fake news, nie st fake news? Zaujemcom o ttito
problematiku ju prave preto mozno odportcat.
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label | stitok
the instructions. | Spotrebitelom sa odporica, aby si pozorne precitali titok a dodrZiava-

Consumers are advised to read the label carefully and follow

li pokyny.

laboratory | laboratérium The pharmaceutical company has very high safety
standards in that laboratory. | Vtom laboratdriu md farmaceutickd spoloénost velmi vyso-

ké bezpecnostné Standardy.

laboratory test | laboratdérny test This laboratory test was conducted under

strict conditions. | Tento laboratérny test sa uskutocnil za prisnych podmienok.

labor/labour (BrE) | prdca
bor. | Jedného diia roboti nahradia vSetku manudinu prdcu.

One day, robots will replace all the manual la-

Unskilled laborers can often find work in

laborer/labourer (BrE) | robotnik
construction. | Nekvalifikovani vobotnici mézu ¢asto ndjst prdcu v stavebnictve.

labor/labour (BrE) force | pracovnd sila Half of Britain's labour force works

more than 48 hours a week. | Polovica britskej pracovnej sily pracuje viac ako 48 hodin
tyzdenne.

labor-intensive | prdeny, pracovne ndroény

Mining is traditionally consid-
ered labor intensive because a majority of production costs are related to paying
workers. | Tazba sa tradi¢ne povaZuje za pracoune ndroénd, pretoZe vicsina vijrobnych ndkla-
dov stivisi s mzdovymi prostriedkami pracovnikov.

labor market | pracovny trh Economic recovery had encouraged many peo-
ple to enter the labour market. | Hospoddrske oZivenie podnietilo mnoho ludi aby vstiipi-

lo na trh prdce.

lading | naloZenie, nakladat, nalozZit The lading process was almost over and
they were all glad that none of the shipment was damaged. | Procesnaklddky bol takmer

u konca a vsetci boli radi, Ze Ziadna zdsielka nebola poskodend.

laggards | oneskorenci In the diffusion of innovation theory, laggards pre-
sent the last group to try or to adopt a new product. | V tedrii o $irenf inovdcif predsta-

vuju oneskorenci posledni skupinu, ktord je pripravend si vyskisat alebo prijat novy produkt.

SLOVNIK | DICTIONARY

Laissez-faire economics

laissez-faire economics | ekonomika laissez-faire
claims that an economic system should be free from government intervention. | Eko-
nomika laissez-faire turdi, Ze ekonomicky systém by mal byt bez vlddnych zdsahov.

land | péda, pozemok, pristdt The young couple wants to buy a plot of land to

build a house. | Mlady pdr chee kiipit pozemok na stavbu domu.

landscape | krajina, krajinka, krajinomalba The church dominates the land-

scape for miles around. | Kostol dominuje krajine na mile daleko.

laser | laser
bezbolestne.

The laser beam heals the eyes painlessly. | Laserovy Li¢ lie¢i o¢i

laser printer | laserovd tlac¢iareii

This state-of-the art laser printer will offer
top quality printing at a reasonable price. | Tdto najmodernejsia laserovd tlaciareti po-
nikne Spickovii kvalitu tlace za rozumnd cenu.

laser show | laserovd show The company offers fascinating outdoor servic-
es including laser shows. | Spolo¢nost pontika fascinujiice outdoorové sluzby vrdtane lase-

rovych show.

late | neskory, neskoro, ku koncu
a fine. | Ak doddvatel dodd tovar neskovro, zaplati pokutu.

If the supplier delivers goods late, it will pay

latecomer | oneskorenec

We regret that latecomers cannot be admitted dur-
ing the performance. | Je ndm [iito, Ze oneskorenci nemdzu byt pocas predstavenia vpustent.

late majority | neskord vicSina The late majority tends to be poorer, ignores
advertising, and listens closely to recommendations from friends. | Neskord vd¢Sina

md tendenciu byt chudobnejsia, ignoruje reklamu a pozorne pociiva odporic¢ania od priatelov.

latent | latentny, skryty, utajeny We're trying to bring out the latent artis-
tic talents that many people possess without realizing it. | Snazime sa odhalit latentné

umelecké nadanie, ktoré md vela [udi, bez toho, aby si to uvedomovali.
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