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MARKET ENTRY MODE PREDICTORS:
EVIDENCE FROM AUSTRIAN
COMPANIES TARGETING CENTRAL
EUROPEAN MARKETS

Market entry mode choice has been one of the core topics in international business
literature. The study contributes to the discussion about predictors for a particu-

lar entry mode. The findings, based on the 2013 barometer study among 244 Austri-
an companies with substantial market presence in CEE markets, reveal that company
size, strategic orientation and overall international experience may play a significant
role when committing resources and establishing a subsidiary in a country. The evo-
lutionary approach to market entry strategies represented by the Uppsala model may
still be valid even when examined on the regional (CEE) level.

Introduction There has been a lot written on the evolutionary nature of market en-
try modes and on factors which influence behaviors of companies when entering a new ter-
ritory. Firms, as they expand, become experienced new entrants and shall be able to deal
with inherent challenges and risks associated with international markets. The Berlin Wall
was dismantled during one night 25 years ago and from that perspective the markets of
Central Eastern Europe, broadly defined as any country east of \Western Europe, were in
2014 anything but new territories for established Western European companies.

The paper is based on a barometer study conducted in 2013 among Upper Austrian compa-
nies, for which the region of Central and Eastern Europe has been of business interest. Dur-
ing the times of the world economic crisis in 2008, the companies learned and adapted to
new business realities, yet the question remains whether the long established models of
market entry held for the region during the difficult times.

First, the paper resorts to the literature review focusing on emergence of international busi-
ness climate in Eastern Europe and on current research in the area of international market
entry modes. A model of market entry is then developed and tested, leading to conclusions
and managerial implications.

1 Market entry strategies for Central and Eastern Europe

The region of Central
and Eastern Europe (CEE) emerged on the global business map after the fall of the Iron Cur-
tain at the very end of 1980s. 1990s marked significant transitional changes in political, soci-
etal as well as business environment in the region and attracted a plethora of international
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companies, which attempted to gain additional competitive advantages in the rapidly chang-
ing and growing CEE markets. From 1998 to 2008, the economic output of the region grew
by factor 2.3 with GDP adding cumulative 137% to the base level (WKOOE 2014). A numbet

of marketing opportunities for western firms in CEE were at arms-length, including large,
skilled workforce, low wages, population size (Freeman and Reid 2006), and growing con-
sumer appetite.

In 2008 and 2009, howevey, global economic uncertainty hit Central and Eastern Euro-
pean markets rather severely. The impact of global crisis is estimated to have caused the re-
gion's GDP slide by 6.4% (WKOEE 2014). In spite of surpassing the average economic growth
of the European Union since then, the GDP growth of CEE markets has been lower than the
world average. Corrupt business environment, formerly one of the key concerns for multi-
national companies when entering the CEE markets (Jansson and Sandberg 2008), has been
gradually improving over the years (Transparency International 2014). 19 CEE countries still
belong to the upper half of most attractive business destinations worldwide according to
the Ease of Doing Business index, eight of them are among the top 30 worldwide, and four
score higher than Austria (World Bank 2014).

The entire CEE region has been especially important to the established \Western Europe-
an countries, which share common borders. Austria has served as the entrance to door to
Eastern Europe for many global players. It takes less than 400 km to reach five CEE capitals
from Vienna (Bratislava, Prague, Budapest, Ljubljana, and Zagreb). Many CEE countries share
common history with Austria in politics as well as trade. Between 1989 and 2013, Austria
doubled its share of exports to the CEE, representing now around 20% of its overall outward
trade. Austria is among the top 3 sources of foreign direct investment in 10 CEE countries
and in 4 countries Austria is the largest investor (Slovenia, Croatia, Bosnia, and Serbia). The
Austrian Chamber of Commerce estimates that Austrian expansion to the CEE region creat-
ed domestically around 500.000 additional jobs just between 1989 and 2009 (WKOOE 2014).
n Upper Austria, around 40% of all exporting companies feel CEE markets play a vital role in
their commercial achievements (WKOEE 2014). It remains a question however, how much the
companies were following the established models of international market entry when step-
ping in the region of CEE back then and how much have they adapted their market entry
strategies to this day.

Entering CEE markets has been discussed in recent literature from several perspec-
tives. Freeman and Reid (2006) highlighted several constraints for entering CEE markets, re-
lated at large to the “turbulent” and “transitional” business environment (p. 187). Nakos and
Brouthers (2002) identified determinants for selecting a certain mode of CEE market entry
valid for SMEs. They found that SMEs with more differentiated products show a tendency to
prefer equity modes of entry. Firm size and international experience were not identified as
significant predictors of SME entry mode choice, arguing that general international experi-
ence might not be helpful for rather specific situation of the CEE markets. Bitzenis (2004) un-
derlined the specific role of smaller companies for CEE countries, being more likely to choose
markets by geographic proximity and knowledge of the market. Wiesinger and Zehetner
(2014) shed more light on main reasons for Austrian companies entering the CEE markets:
perceived strategic importance, desire to strengthen competitiveness, employment, and per-
ceived market potential were the key forces behind CEE expansion.
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Researchers report that greater levels of corporate foreign direct investment and more
active approach to internationalization lead to higher performance levels (Lu and Beamish
2001; Nisar et al. 2012) and positively affects the firm’s ability to innovate (Pinho 2007). Early
international business literature views foreign market involvement as a gradual or network
coordination process (Johanson and Vahine 1977, 1990; Vahlne and Johanson 2013). Such an
approach has been termed the Uppsala internationalization model. For instance, Claver et
al. (2007) confirmed that Spanish family owned businesses followed the propositions of the
Uppsala model, adding that age, size and generation of the firm may significantly influence
the establishment of international strategic alliances. In contrast (or addition to), some lat-
er generic approaches to internationalization highlight the importance of transaction costs
(e.g. Williamson1986; Beamish and Banks 1987) or location specific factors (Dunning 1993)
suggesting that internationalization in general and market entry modes in particular shall
be examined on a country or region specific level.

Beyond transaction cost and location specific advantages, there might be other compa-
ny-specific reasons for international market entry (e.g. Deresky 2000). All factors for inter-
national market entry are finally manifested through a particular market entry mode and
mark the path of corporate internationalization process. The particular company’s pattern
of internationalization is highly affected by the degree of similarity between foreign and do-
mestic external and internal factors, the number of foreign countries in which a firm does
business, internal or external handling of foreign operations, mode of operations, and the
overall impetus for international business (Daniels et al. 2004). Internationalization of a firm
can be seen as an evolutionary process heading from risk-conscious exploration of foreign
markets to gradually deeper foreign commitments.

Pan and Tse (2000) distinguished between non-equity and equity-deploying entry modes.
Among less risky and resource-demanding non-equity forms of entering an internation-
al market are indirect and direct exporting, licensing, and franchising (Griffin and Pustay
2013). In contrast, joint-ventures and foreign subsidiaries require larger capital equity-based
investments, which are more difficult to handle for less experienced organizations (Daniels
et al. 2004). For SMEs, in particular, it can be an effective strategy to form alliances with lo-
cal partners as a way of overcoming deficiencies in resources and capabilities when enter-
ing foreign markets (Lu and Beamish 2001).

2 Market entry model As mentioned earlier, there has been a lot written on firms'
motivation to internationalize in general and across Central and Eastern Europe in particu-
lar. The discussion in literature leads to the assumption that (especially with SMEs) previous
experience with international market entries, the size of a company and the time of market
entry might play a non-negligible role for market entry mode choice and internationalization
performance (Agarwal and Ramaswami 1992), which is why we hypothesize below that com-
pany size, company strategy and its previous experience with the CEE region could be pre-

dictors of a particular entry mode choice.

Company size
hold larger and more developed combinations of various (financial, personnel, material,
knowledge) resources (Helfat and Lieberman 2002) and therefore it shall be easier for them

Almost by definition, companies with older history and of bigger size
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to internationalize and overcome the burden of inherent new market entry risks. Especial-
ly when initiating an international activity, a firm's size might play a significant role with
respect to resources, competencies, investments and risk reduction (Pinho 2007). Katsikeas
and Morgan (1994) reported that smaller firms seem to fail more in communication with the
international market, have lower degrees of product adaptations and face more exogenous
constraints. Firm size can be connected with equity (medium-sized forms) or non-equity en-
try modes (SMEs) (Osborne 1996).

On the other hand, Brown et al. (2003) controlled for the parent company size when exa-
mining international expansion of hotel chains and found it was not a factor. Firm size is
relative and perhaps needs to be considered vis-a-vis main competitors in a given market
(Ekeledo and Sivakumar 2004). Company size is also related to its overall export propensi-
ty (Bonaccorsi 1992). As current research is inconclusive in the role of company size in entry
mode selection, hypothesis 1 is formulated:

H1: Company size is linked to a particular entry mode choice.

Company strategy —— There has been a lot written on the need to adapt corporate
strategy to suit local markets. “The overall management trends and business dealings char-
acterizing CEE societies are still not identical to those in the West, highlighting the impor-
tance for top management teams to consider local approaches and practices when entering
novel markets” (Koles and Kondath 2014, p. 386). Product and service strategy are closely
connected to the entry mode choice (Ojala and Tyrvainen 2006). Rugman and Verbeke (2004)
distinguish between a regional and a global approach and treat a group of similar coun-
tries as a region. Perhaps, companies shall treat their strategic directions in a hierarchical
manney, where global strategy is always translated into a specific local one (Svensson 2001).
Specific local strategy may result in local product offerings, different positioning or pricing,
distribution, advertising, human resource approaches and many other management and
marketing functions. There needs to be an overall strategic competence of a company to
successfully enter foreign markets (Knight 2001), therefore we hypothesize:

H2: Company international strategy is linked to a particular entry mode choice.

Company international experience

nternational experience has been one of the
core elements of the established Uppsala internationalization model (Johanson and Vahl-
ne 1977, 1990) for progressing across the various entry modes from non-equity to the equi-
ty-related ones. Already Erramilli (1097) proved that prior international experience plays an
important role in the selection of market entry mode, such findings were later verified for in-
stance by Pinho (2007). According to some, only experience in similar countries affects entry
mode choice (Dow and Larimo 2009). Later entrants may also capitalize on experiences of oth-
er firms when entering a particular territory and hence may exhibit isomorphic behavior (Lu
2002). Firm's previous international experience has been even reported to have a moderating
impact on the choice of entry mode (Lu 2002). Evidence on the impact of previous internation-
al experience on the entry mode strategy has been mixed (Brouthers and Hennart 2007) and
warrants further reconceptualization and investigation. Hence our third research hypothesis:
H3: Previous company international experience in the region is linked to a parti-
cular entry mode choice.
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3 Methodology —— The paper is based on the data gathered in a quantitative Barometer
Study, which was conducted through personal in-depth interviews with Austrian B2B Mar-
keting and Sales CEE-managers in 2013. In order to gain insights about main issues faced by
Austrian businesses in CEE countries, the questionnaire was developed on the basis of exist-
ing literature and refined through five expert interviews with international sales managers.
The data was collected through computer-assisted telephone interviews. The methodology
and other findings from the study have been published elsewhere (e.g. Zehetner and Wies-
inger 2008; Wiesinger and Zehetner 2014). However, hypotheses assessed in this paper have
not been previously examined. The sampling frame included company listings from various
business databases (mainly in Hoppenstedt). A list of 30-100 companies for each country was
compiled by selecting Austrian companies with significant activities in at least one of the
eight CEE key markets (Poland, Czech Republic, Slovakia, Ukraine, Russia, Hungary, Romania,
and Bulgaria).

Quota sampling was used to select interviewees with adequate experience in market-
ing and sales in the relevant markets, resulting in a determined sample size of 35 companies
from each country. In 2007 (not reported here) and again 2013, identified companies were
contacted by telephone to identify marketing/sales managers responsible for the selected
country markets. The company representatives were provided the questionnaire in advance;
therefore, preparation was possible before the actual telephone interview took place. The
2013 barometer yielded 244 completed surveys.

4 Results of the Barometer study
capitalizing on the Barometer study data, market entry modes for Austrian companies with
significant market presence in Central and Eastern Europe were either exporting, licensing/

In line with the hypotheses developed above and

franchising, or thetr own subsidiary. Such an approach mirrors the Uppsala model as well
as other international business literature (Griffin and Pustay 2013; Hill 2013). In this analy-
sis, only subsidiary mode of entry is inquired. Measures of company size vary widely in pre-
vious studies (note [1]), here the study utilizes the scale for a number of employees in the
home country (Austria) as a proxy of company size. For measuring international experience,
we asked how many markets out of 23 CEE markets were entered on or before 2000 and in-
quired the overall number of CEE countries, in which respondents’ firms are active. In the
study, companies were also asked to determine their predominant international strategic di-
rection: threating all international markets as one (global strategy), adapting a strategy to
one market and a group of international markets (local strategy), or not having an interna-
tional strategy at all (domestic strategy). Previous experience is measured by the number

of countries in the CEE region, in which the company operates. Means, standard deviations,
and correlations are shown in the following tables.

Variable N Minimum | Maximum | Mean STANDARD DEV.
Subsidiary 244 0 22 4,06 5,219
Nr_countries 244 1 23 13,32 6,181
NR_EMPL_AT 244 1 3 1,88 0,738
PRE_2000_ENTRY | 244 0 23 739 7,002
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STRATEGY 244 1 3 2,02 0,501

TOTAL 244
TABLE 1: DESCRIPTIVE STATISTICS, SOURCE: AUTHORS

Subsidiary | Nx_countries | Nr_empl_AT | PRE_2000_ENTRY | Strategy
Subsidiary Pearson |1 ,228%* ,168** 0,125 -138*
Nr_countries  Pearson |,228** 1 2077 ,653** -107
Nr_empl_AT Pearson |,168** ,207** 1 0,002 127
Pre_2000_entry Pearson |0,125 ,653** 0,002 1 ,036
Strategy Pearson |-,138* -0,107 -127* 0,036 1

** Correlation is at 0.01 level significant (two-tailed).
*. Correlation is at 0.05 level significant (two-tailed).
TABLE 2: CORRELATIONS, SOURCE: AUTHORS

Analysis of correlations shows that with the exception of early CEE market entry all oth-
er factors have been significant for the choice of market entry mode. However, early market
entry is strongly correlated (0.653) with the number of countries in which the company op-
erated in 2013. When testing the model with three significant factors identified through cor-
relations (number of countries, number of employees at home and strategic orientation), the
model is significant at 0.01 level.

Model? R square |df Mean square |F Sig.
1 Regression | 512,181 3 170,727 6,711 ,000°
Residuum |6105,897  |240 25,441
Total 6618,078 243

a. Dependent variable: Subsidiary
b. Predictors: (Constant), Strategy, Nx_countries, Nx_empl_AT
TABLE 3: ANOVA RESULTS, SOURCE: AUTHORS

5 Conclusion, implications and limitations Other entry modes need to be exam-
ined and statistically verified, however initial outcomes of the statistical analysis have been
encouraging. It seems that CEE market entry is not a random task but is linked to the size
of the company, its previous international experience measured by the number of coun-
tries rather than by the timing of entry, and by the level of strategic adaptation to interna-
tional markets. Previous international experience in respective markets was also directly
named by the respondents as an increasingly important factor for a successful CEE mar-
ket entry (54 index points in 2013, i.e. plus 12 points in comparison to 2007 barometer
study) (anonymized for a review). As both large and medium-sized companies were includ-
ed in the barometer study, it seems that both core dimensions of the Uppsala international-
ization model - increasing geographic coverage and increasing market commitment - have
been validated for Austrian companies entering international markets. H1 and H2 were sup-
ported, whereas based on the two selected measures of prior international experience, the
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study found only support for the previous experience measured by the number of countries
in the region in which an individual company is active.

The research suffers from obvious sample size, sampling method and analytical appara-
tus (linear regression, data multicolinearity) limitations related to the particular tool set. Fur-
ther studies and additional statistical analyses need to be performed to bring the outcomes
forward and possibly reach the level of journal article publication. There could even be other
significant factors for the market entry mode choice, which our recent study overlooked (for
instance the role of cultural distance in entry mode choice - Ahsan and Musteen 2011). Last
but not least, having longitudinal data for 2007 available as well and planning for a new ba-
rometer study later this year, it may be worth exploring the phenomenon in a longitudinal
way.

Poznamky | Notes [1] See Brouthers and Hennart (2007) for a discussion on the topic.
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B2B-MARKETING COMMUNICATION
STRATEGIES IN CEE

For Austrian (B2B) companies, the increasing prosperity and rapid development

of Central and Eastern European (CEE) countries appear to offer rather attractive
locations to achieve the goal of becoming competitive market participants. Companies
in the process of internationalization need a precise indication of critical success
factors and trends concerning Marketing and Sales Management in CEE. Numerous
Austrian companies are already successfully operating in CEE countries; many other
Austrian companies, especially SMEs, are actually on their way to expanding their
business into these promising regions.

Cumulating the experience of successful companies already active in CEE countries
and discovering critical success factors are the overall aims of a Barometer Study
started in 2007 by the department of Global Sales Management at the Upper Austrian
University of Applied Sciences in Steyr. The longitudinal study covers important
aspects before and during the process of internationalization, including typical
patterns of information retrieval and analysis, decisive factors for the selection
of target markets, implementation of marketing communications, relationship
management with local partners and motivational aspects of sales staff in the Czech
Republic, Slovakia, Hungary, Poland, Russia, Ukraine, Bulgaria, and Romania.

In this contribution, three research questions with a focus on B2B-Marketing
communication strategies of Austrian businesses’ sales staff in CEE, contrasting
findings from 2007 and 2013 and representing a view from before and after the
financial crisis are discussed. This paper will investigate further the organization
of marketing communication as well as discuss adaption versus standardization
strategies. In addition, communication measures and parts of the marketing mix
perceived to be successful by Austrian companies will be expounded.

Introduction

After the fall of the Iron Curtain and with it the starting changes and
liberalization of political and economic systems, Central and Eastern European markets have
become increasingly attractive for foreign companies (Paliwoda 2007). Not only are Multina-
tional Corporations increasing their investment in the emerging countries of CEE (Golebio-
wska-Tatai and Klonowski 2009) but also western SMEs are navigating away from their home
markets due to globalization and saturated markets and towards new markets in so-called
transition countries (Blanchflower 2000). In addition, the accession of some CEE countries

to the European Union has facilitated the entrance, decreased trade barriers and attracted
an increasing number of foreign investors due to low labor costs, low taxation and minimal
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regulation systems (Pohl 2004). Also the ease of doing business index illustrates in 2013 that
19 out of 21 CEE countries were ranked among 50% of the worldwide best nations with re-
gard to their economic activity (WKOOE 2014).

However, while from 1998 to 2008 the nominal growth rate of the CEE countries was
137% (WKO 2014) during the financial crisis of 2008/2009 CEE countries were affected es-
pecially hard. The downfall of export markets, a decrease in foreign direct investment (FDI)
and the slump of local currencies led to a deterioration in many of the CEE countries” gross
domestic product (GDP) in 2009 (Schuh 2012) while the entire economic region shrank 6,4%
of its GDP (WKO 2014). Nevertheless, since 2010 the growth rate of CEE countries has been
above the EU-18 average but below that one of the world economic growth (WKO 2014). Aus-
tria has been considered a gateway to the CEE countries in terms of political as well as eco-
nomic aspects (Berchtold 2010). Due to its past and a common national territory with 12 out
of the 21 CEE countries during the Austrian-Hungarian empire from 1867 until 1918 (WKOOE
2014), Austria held a leading role when it comes to doing business with the CEE region. It has
not only been among the first countries to intensify its economic activity and relations with
the CEE region since its market liberalization but also benefitted from its local and cultur-
al insights. Thus, Austria’s economy has been strongly affected in terms of trade and invest-
ment by the CEE region’s development (Huber 2003).

Since Austria geographically neighbors the CEE countries, it is furthermore argued by
Bandelj (2002) that direct foreign investment is closely linked to social relations and cultur-
al similarities, stating that “[...] hosts might be more open to investments that they consider
closer to thetr cultural values and practices and resist those that are perceived as distant.”
(2002, p. 422). Thus Austria’s history and interconnections with the CEE region might explain
the countries” relatively strong investment and interest when compared to other EU mem-
ber states.

While in 1989 already 30% of Austrian FDI was invested into the CEE countries (Huber
2003), from the time period of 1992 to 1995 Austrian FDI into CEE countries increased enor-
mously and added up to 43,6% of total outward investment (Altzinger 2008). Austria has
been able to nearly double its exports to the CEE countries within the last ten years (WKOOE
2014), this means that 21% of all Austrian total exports have gone to the Central and Eastern
European region. n 2014, in Upper Austria alone, around 3100 companies exported to the
CEE region (WKOOE 2014).

Nevertheless, in 2009 Austrian companies viewed marketing and sales as the major chal-
lenges when conducting business in CEE. 74% considered the optimization of products and
services as challenging while 73% planned to extend sales channels (Gebruider \Weiss Trans-
portlogistik 2009) which is why there is a need for further research in this area.

1 Objectives
cerning marketing strategies, particularly marketing communication, in the CEE countries
in literature by analyzing secondary data. Furthermore, the results of the Barometer Study

This paper aims at giving an overview of the ongoing discussions con-

(2007, 2013) illustrate findings from the primary research with regards to successful mar-
keting communication strategies of Austrian B2B SMEs in CEE. Thus, the following research
questions shall be answered, comparing results in 2007 and in 2013, i.e. before and after the
financial crisis:
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| I. How is marketing communication organized by Austrian companies in CEE?

| Il. How much autonomy is given to the local organizations, and to what degree is mar-
keting communication being standardized in CEE?

| 1. Which communication measures have been most beneficial to business performance
for Austrian SMEs in the B2B segment?

2 Methodology —— The Intercultural Management and Emerging Markets Center at the
department Global Sales and Marketing at the University of Applied Sciences, Upper Aus-
tria, School of Management, conducted the Barometer Study in 2007 and 2013. The longitu-
dinal study aims at investigating about the attractiveness as well as applied strategies in
the Central CEE region with regards to B2B Sales and Marketing. By conducting quantita-
tive research through expert interviews, important aspects before and during the process
of internationalization of Austrian SMEs (note [1]) as well as decisive factors for selecting
target markets, relationship management with sales partners and marketing strategies are
retrieved.

The first implementation of the Barometer Study in 2007 consisted of a sample size of
198 processed telephone interviews. The second implementation of the Barometer Study in
2013 consisted of a sample size of 240 computerized telephone interviews with Austrian
sales and marketing experts being responsible for the CEE region.

The selection criteria for the chosen samples were Austrian B2B companies with ongoing
business activities in Bulgaria, Poland, Romania, Russia, Slovakia, the Czech Republic, Ukraine
and Hungary in different industries while the sampling frame consists of company listings
in different business databases (mainly the Hoppenstedt Data Base).

3 Organization of marketing communication

Since the inception of globalization
much has been discussed if the marketing process and activities should be organized by the
headquarters or from abroad, either following the contingency approach where structure
follows strategy (Chandler 1962) or conversely the process perspective (Ruekert and Walk-
er and Roering 1985; Harris 1992; Ozsomer and Prussia 2009). Also ongoing discussions with
regards to external or internal marketing activity allocations have led to heated argumenta-
tions, comparing and contrasting organization theory and institutional economics (Ruekert
and Walker and Roering 1985).

Kotabe and Omura (1989) for example contend that globally standardized products show
a higher market share as well as a superior profit performance compared to companies that
decentralize marketing communication decision making. On the contrary, Harris (1992) ar-
gues that European Multinationals need to move on from a centralized approach to decen-
tralized marketing organization and structure in order to react to differences in market
conditions and consumer preferences. Furthermore, he points out that "[...] excessive cen-
tralization damages the moral of national subsidiaries and inhibits their ability to react flex-
ibly to tactical developments” (p. 51-52). Ozsomer and Prussia (2000) advocate the same
contingency approach by claiming no standardized marketing strategy, structure, and per-
formance for subsidiaries and show that centralized structures have a negative effect on
the national subsidiary in the long run while localized marketing strategies “[...] decentral-
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ized marketing decision making have emerged as key success factors in subsidiary market-
ing” (p. 48).

I. How is marketing communication organized by Austrian companies in CEE?

According to the 2013 Barometer Study, in Austrian SMEs 41% of Austrian marketing com-
munication in the CEE countries is centralized, whereas 42% is decentralized, which shows
a balance between the two approaches. Only 16% of the 240 interviewees specified that
marketing communication was organized externally through a sales partner in the respec-
tive country of CEE, while only 1% used the service of an agency in the exporting country.
For Bulgaria, which only joined the European Union in 2007, with 50%, slightly more inter-
viewees declared that marketing communication was organized by the Austrian headquar-
ters, whereas Ukraine was the country with the highest centralized organization with 56%.
In Russia, likewise only one quarter reported to have its marketing communication decen-
tralized by their own subsidiary, whereas 28% of the interviewees stated that it was done

externally through a sales person in Russia. Thus, Russia is the country where Austrian com-

panies obviously tend to prefer the organization to be externally coordinated through a
sales partner, while in Poland and Hungary, two countries historically very close to Austria,
there is also a trend towards decentralized decision making but rather by the subsidiary on
site in the respective country.

In general it can be derived from the Barometer Study that there is a tendency towards
decentralized decision making and autonomy with regards to marketing decisions compar-
ing the findings of 2007 and 2013. Especially the selection of the promoted products and ser-
vices is more and more being decentralized to a local marketing department which has gone
up from 11% in 2007 to 36% in 2013, thus acknowledging greater knowledge about the mar-
ket of the subsidiaries in the CEE region. Autonomy is also ascending concerning the plan-
ning of advertisement with regards to media and frequency with an increase of 25% from
2007 to 2013. Moreover, success monitoring and marketing controlling is for a third of the
Austrian SMEs in the B2B sector a fully autonomous marketing decision done and conducted
by the local organization abroad. The slightest increase in sovereignty has been given to lo-
cal subsidiaries with regards to corporate identity and corporate design, which is still done
by the headquarters in Austria.

4 Adaptation versus Standardization Most of the literature found extensively dis-
cusses (Jensen and Szulanski 2004; Berchtold and Pircher and Stadler 2010; Kostova and
Roth 2002; Solberg 2001) if global companies should adapt or standardize their strategy
when entering a foreign market. While in contingency research it is debated that “[...] firm
specific assets need to be adapted to fit with the new local environments” (Berchtold and Pi-
rcher and Stadler 2010, p. 525) Jensen and Szulanski (2004) allege that adaptation is counter-
productive and suggest a “Mc Donald ‘s approach” by standardizing not only the offer but
all other processes in order to ease the replication and thus create economies of scale.
Solberg (2001) picks up the discussion of adaptation and standardization of international
marketing communication. He highlights that since the sixties (Elinder 1961; 1965; Fatt 1967,
Buzell 1968), the beginning of globalization, throughout the financial crisis in 2008 until now
the importance of the match of marketing strategies with local culture has been unclear.
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A study conducted by Berchtold, Pircher and Stadler (2010) investigated the knowledge
transfer from Austrian Multinationals to their affiliates in the CEE countries. They gathered
empirical data through archival research, publicly available data and 22 expert interviews
from 15 Austrian companies. While their research focuses on Austrian MNEs instead of
SMEs, the results were by some means similar to those of the Barometer Study. The emerg-
ing common pattern showed that products and work processes were mostly standardized.
Adaptations were made with regards to the local institutional enviconment. With regard

to marketing communication the 15 Austrian firms usually applied a standardized advertis-
ing approach as well as standardized and centralized design for the CEE markets. One inter-
viewee from the company Baumax even mentioned that they had changed from adapting to
local tastes and practices to a more standardized approach even in advertising in order to
reduce costs and improve efficiency because “[...] as customer expectations in different East-
ern European countries are compatible” (2010, p. 540).

IIl. How much autonomy is given to the local organizations, and to what degree is mar-
keting communication being standardized in CEE?
ter Study show that the level of standardization has been marginally declining since 2007.

Findings from the Barome-

When asked to judge the level of standardization of the marketing communication from a
four-stage categorization (entirely standardized, rather standardized, rather country-spe-
cific, entirely country specific) 19% of interviewees described it as entirely standardized,
while in 2013 only 15% held this opinion. n 2013 11% of managers reported an entirely coun-
try-specific and thus adapted marketing communication strategy, whereas in 2007 it was
marginally less. A more substantial increase of 7% reported to have adopted a rather coun-
try-specific strategy, from 34% in 2007 up to 41% in 2013. However, according to the study
this also differs within the industries and the type of goods sold and produced. Especially in
the material goods industry one quarter applied an entirely standardized approach; where-
as, within the commerce sector and services only 7% employed an entirely standardized
marketing communication strategy and 33% a rather country-specific one, while 14% (in
comparison to an average of 8%) decided for an entirely country-specific strategy.

5 Marketing communication mix

In 1986, Walters already indicated the severity of
designing a marketing strategy that fits all countries and can be applied to all elements of
the marketing mix. Lannon (1991) became more precise when she advocated the standardi-
zation of some of the marketing mix elements while she advised others to be adapted to the
local markets. While she considered the role of advertisement and its execution depend on
the national sales market, she argued that the physical function of the product, its advertis-
ing idea and the brand personality should be standardized. However, her main focus was on
the product. In terms of services, the level of standardization in each national subsidiary is
yet to be investigated and a current ongoing debate is taking place right now in not only in-
dustry but also research. Chase (1987) and Solberg (2000) highlight that while the strategy
should be standardized the execution should be calibrated.

Ill. Which communication measures have been most beneficial to business perfor-

mance for Austrian SMEs in the B2B segment? The Barometer Study shows that
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since the financial crisis in 2008 the quality level of goods and services has gained impor-
tance. While in 2013 94% of Austrian SMEs perceived the quality level of goods and services,
and thus the image, perception and (physical) features of the product or service, as the most
important marketing communication measures in order to be successful in the CEE markets,
in 2007 85% advocated quality as the crucial marketing communication measurement. Also
advisory capacity and the image of the company have increased 6% since the financial cri-
sis. In contrast it is interesting to note that “Made in Austria” is becoming less and less of a
sales argument. While still being weighed as important, it seems like a high level of quality
is not anymore linked to the country of origin.

In addition, a high innovation standard can lead to corporate success in the CEE region.
Since 2007 an additional 9% of Austrian SMEs consider the level of innovativeness as crucial.
This might lead to the conclusion that now also markets in the East are becoming more and
more saturated while competition is steadily increasing.

Promotional mix brochures and leaflets in the local language have been considered as
very beneficial to business performance. Also 47% of the interviewees, representing a tre-
mendous increase of 17%, campaigned for email newsletters and 42% for advertising letters
and mailings with an increase of 7% from 2007 to 2013. 13% linked business success with
advertising gifts, and also sponsoring was contemplated as less beneficial with regards to
the two points of measurement of the study.

Altogether, it can be concluded that the marketing communication strategy and with it
the marketing mix, as already pointed out by Chase (1987) and Solberg (2000), of Austrian
SMEs are driven by standardization on a strategic level, while fine tuning like the translation
of promotional material and minor adaptations are done at an operational level.

6 Summary and business implications To conclude, it can be said that in terms

of marketing organization much has been argued in literature. While many multinationals
follow a standardized marketing communication strategy, which is supported by central-
ized decision making; others are gradually adopting a decentralized approach and giving
more power and control to national subsidiaries, thus acknowledging their country-spectf-
ic knowledge and expertise. According to the Barometer Study (2007, 2013) there is a ten-
dency towards decentralized marketing decision making, also changes are marginal. In
addition, marketing communication is becoming more country-specifically adapted. This is
also supported when it comes to the marketing mix and communication measures where
adaptations with regard to language (leaflets, brochures, homepages, etc)) increased and are
perceived to be beneficial for business success in the CEE countries.

It can be argued that a more standardized and globalized B2B marketing strategy in
2007 has proven to be more vulnerable to external circumstances like the global financial
crisis in 2008/2009. Thus, in addition to more experience and its positive connection with
the learning curve and a more extensive market cultivation in 2013, Austrian SMEs tend to
have learnt from the financial crisis to adopt a more country-specific approach and to tailor
their marketing communication strategies more to the national subsidiaries’ needs.

7 Limitations and outlook The Barometer Study has only investigated further about

the CEE countries of Bulgaria, Poland, Romania, Russia, Slovakia, the Czech Republic, Ukraine
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and Hungary. According to the MOEL, the German equivalent to CEE, listing of the WKOOE
(2014) 21 countries are categorized as part of the Central and Eastern European region.
Thus in practice and literature there exists various definitions and distinctions of Central
and Eastern European countries. The Barometer Study (2007, 2013) however did not focus on
a commonly defined geographical and economic region.

Also it has been illustrated by the study that marketing strategies differ in different in-
dustries and thus no general conclusion can be drawn. Last but not least, national culture
might be more important in the service industry than concerning the product.

The longitudinal study is to be continued in autumn 2015. Further research will set an
additional focuses on international services in the B2B sales and marketing field. Hence, this
research gap is to be closed with the continuation of the longitudinal study.

Poznamky | Notes [1] SME definition according to the Ifm Boon (http;/en.ifm-bonn.org/

definitions/sme-definition-of-ifm-bonn/) with up to 500 employees.
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Résumé B2B MARKETINGOVE KOMUNIKACNE STRATEGIE V STREDNE] A VYCHOD-
NE) EUROPE

Pre rakuske firmy pdsobiace na B2B trhoch, rasttica prosperita a rychly rozvoj krajin
Strednej a Vychodnej Eurdpy (CEE), zdd sa, Ze pontika pomerne atraktivne lokality na
dosiahnutie ciela, ktorym je stat sa konkurencnymi tcastnikmi trhu. Firmy v proce-

se internacionalizdcie potrebuji presny vypocet kritickych faktorov tispechu a tren-
dov tykajtcich sa marketingu a riadenie predaja v krajindch CEE. Mnohé raktiske
firmy uZ uspesne pésobia v krajindch CEE; mnoho dalsich raktskych firiem, najmd
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malé a stredné, st skutocne na ceste k rozsireniu svojho podnikania do tychto slub-
nych regiénov.

Ziskavanie skusenosti tuspesnych firiem uz pdsobiacich v krajindch CEE a objavo-
vanie kritickych faktorov tspechu st hlavnym cielom Studii Barometer Study, ktoré
sa zacali v roku 2007 na Oddeleni Global Sales Management na hornoraktiskej Up-
per Austrian University of Applied Sciences v Steyri. Stidie zahiiaju déleZité aspek-
ty pred a pocas procesu internacionalizdcie, vrdtane typickych vzorcov vyhladdvania
a analyzy informdcii, rozhodujtcich faktorov pre vyber cielovych trhov, uskutocne-
nie marketingovej komunikdcie, riadenie vztahov s miestnymi partnermi a motivd-
ciu predajného persondlu v Ceskej republike, na Slovensku, Madarsku, Polsku, Rusku,
Ukrajine, Bulharsku a Rumunsku.

V tomto prispevku, st diskutované tri vyskumné otdzky so zameranim na B2B-
-marketingové komunikacné stratégie obchodného persondlu raktskych podnikov
v krajindch CEE, porovnanie zisteni z roku 2007 a 2013 ¢o zodpovedd pohladu pred
a po financnej krize. Tento prispevok dalej skiima organizdciu marketingovej komuni-
kdcie a rovnako tak rozoberd stratégie adaptdcie verzus Standardizdcie. Okrem toho
budu vysvetlené opatrenia v komunikdcii a casti marketingového mixu povaZované
rakuskymi firmami za uspesné.
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AUSTRIAN SALES PARTNER
MANAGEMENT IN CEE COUNTRIES

Central and Eastern European (CEE) countries are perceived as attractive markets for
expansion by their European neighbors. As European companies become increasing-
ly international so too does the challenge of coordinating global business operations.
One success factor for competitive entry into CEE is effective sales partner manage-
ment; thus, Austrian companies in the process of internationalization are challenged
to establish and foster good relationships with their CEE sales partners.

Cumulating the experience of successful companies already active in CEE coun-
tries and discovering critical success factors are the overall aims of a Barometer
Study started in 2007 by the department of Global Sales Management at the Upper
Austrian University of Applied Sciences in Steyr. The longitudinal study covers impor-
tant aspects before and during the process of internationalization, including typi-
cal patterns of information retrieval and analysis, decisive factors for the selection of
target markets, implementation of marketing communications, relationship manage-
ment with local partners and motivational aspects of sales staff in the Czech Repub-
lic, Slovakia, Hungary, Poland, Russia, Ukraine, Bulgaria and Romania.

In this contribution, the way Austrian companies select, develop and motivate
their sales partners and sales force in CEE countries is investigated, contrasting find-
ings from the 2007 and 2013 Barometer Study and general sales management trends.
Moreover, findings from the Barometer Study are interpreted with the aim of provid-
ing managerial insight into the changing landscape of CEE markets and sales partner
management therein.

Introduction

From 2000 until 2008, Austrian companies invested heavily into CEE
countries. During the crisis CEE countries were hit especially partly due to a significant
decrease in foreign investment. Some countries fared better than others, namely Poland, the
only European country to increase its GDP in 2009, followed by Czech Republic and Slovakia,
which experienced GDP reductions of roughly 4% (Schuh 2012). In the wake of the financial
crisis, investment is increasing again due to the returning confidence in and outlook of
the region. Consequently, sophisticated tasks and production, including largely machinery,
transport equipment and automotive subcomponents, are increasingly being outsourced by
European companies to the EU11 countries (Cuaresma et al. 2012).

Many Austrian companies realize the strategic importance of CEE countries, and accord-
ing to the 2013 Barometer Study, 61% of surveyed Austrian businesses currently operating
in Central and Eastern Europe intend to intensify their business activities in the next five
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years, and 42% would like to enter new foreign markets. In order to reach their objectives,
sales staff and sales partners could play an important role. Moreover, findings from the Ba-
rometer Study (2007, 2013) indicate the significantly growing importance of sales partners
and identify local partners and employees in the target country as the top sources of in-
formation about potential customers. Thus, Austrian companies will increasingly face the
challenge of relying on sales partners in CEE countries, which requires striking a balance be-
tween trust and control and effective cooperation.

1 Globalization’s impact on sales structure

In today's market most companies,
regardless of size, face the challenge of going international, as doing business globally has
become a key component of continued success. Due in part to its location (Zehetner et al.
2008) and historic ties to CEE, Austria is one of the countries that have been most strongly
affected by the opening of the CEE market (Huber 2003). Findings from the Barometer Study
(2007, 2013) list the top reasons for market entry in CEE as ‘market potential’, 'strategic
importance’ and ‘market coverage'. Additionally, although some firms do not operate
internationally, they are still affected by globalization due to the requirements of protecting
their domestic market position (Baldauf and Lee 2011). Thus, expansion internationally in the
B2B market is commonplace, and as a prerequisite to entering the target market, a decision
for an applicable sales structure must be made.

A company's entrance strategy is an important choice due to the relationship between a
firm's assets and the necessity for control and ownership (Lu 2002). Much research has been
done on large companies’ market entrance mode choice, whereas little focus has been given
to SMEs (Burgel and Murray 2000; Jones 1999). Moreover, since entry mode type strongly im-
pacts SME performance, mode choice selection can have real implications for SMEs accord-
ing to Lu and Beamish (2001). Companies looking to engage in global business operations
can conduct international trade, enter into contractual modes of cooperation or invest in
wholly- or joint-owned ventures (Meyer 2001).

It is commonly known that while direct sales channels can offer more control from the
organization's perspective, indirect channels such as sales subsidiaries, distributors and
agents inherently provide greater flexibility and faster access to the market. By using di-
rect sales, an organization can ensure that its products are being promoted as it wish-
es, whereas, indirect sales provide a company with quicker growth potential and advanced
knowledge of the market without investing its own limited resources. Findings from the Ba-
rometer Study (2007, 2013) support as well the notion that through local partners, better
knowledge of the market can be gained.

The direct/indirect conundrum makes it difficult for firms to make a strategic decision for
one, the other or a combination of the two; however, especially in the case of SMEs, the desire
to be present in multiple markets and the constraints of limited financial as well as personnel
resources tend to push companies towards less resource-intensive, non-equity modes of en-
try (Contractor 1984). In such a context, it can be argued that selecting the right sales partner
becomes paramount when making the decision to enter the market indirectly. That being said
wholly owned subsidiaries (WOS) are an attractive option especially when protecting the pro-
prietary nature of SME innovations and knowhow (Meyer; Nakos and Brouthers, 2002). In ei-
ther case, managers are often confronted with the difficulty of managing from afar.
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1.1 Finding sales partners Finding the right sales partner can be a difficult challenge
as the reseller can have its own agenda which diverges from the manufacturer’s, resulting

in unaligned goals, plans and control systems and weakened market performance (Hughes
and Ahearne 2010). As in other regions, in CEE there is no one-size-fits-all approach to market
entry due in part to the many different cultures of the region. Furthermore, while a tailored
approach focuses on the prospective partner's compatibility and relationship building, a
generalized view of the region seems to neglect this business facet. This is supported by
Berchtold, Pircher and Stadler (2010) who discuss the importance of local adaptation, cultural
sensitivity and personal relationships for Austrian companies in the culturally diverse region
of CEE. Risk perception of CEE seems to play a role for Austrian companies in deciding a sales
structure. Some firms emphasize prudence by starting out slowly through exports and only
later move on to FDI, whereas companies wishing to capitalize on growth opportunities are
quicker in creating partnerships with their CEE counterparts (Schuh 2012). It appears the
challenge for Austrian companies with the intent to enter or expand into the CEE market is
first to find the right sales structure based on factors mentioned previously and subsequently
to focus strongly on finding the right’ sales partner.

1.2 Developing and motivating sales partners
selection, their development and motivation can also play an important role in a company’s
success. In this respect, a fitting leadership style and cooperation are vital since sales

In addition to sales partners’

intermediaries’ and partners’ perceptions of top management affect motivation. Top
management can convey this by adopting servant leadership and executing policies that build
trust through long-term orientation (Chakrabarty and Brown and Widing 2012). According
to Plank et al. (1999) there is not an exact agreement on a definition of trust; howevey, it is
generally accepted that developing trust in selling environments is necessary for long-term
sales success. Furthermore, trust can be an integral component of relationship building and
cooperative success between the importer and exporter, as exporting in itself comprises
more than economic transactions, ie. exchanging money for goods; it builds upon complex
behavioral interactions, which involve the interchange of social elements, information and
other intangibles and require interdependencies between the partners’ expertise, knowledge
and resources to improve efficiencies in business dealings (Leonidou 2006). There is a "high
relevance of establishing and maintaining business relationships and contacts in the CEE
region” (Zehetner et al. 2008) and with so many acting variables contributing to sales
complexity, it becomes clearer why additional research in this field is warranted.

It has been well researched that sales partners and sales personnel can be motivated ex-
trinsically or intrinsically. Staw (1977) believes that intrinsic motivation concerns the pleas-
ure derived from or the value of an activity itself, where extrinsic motivation refers to the
value placed on the action’s results. In a sales context, the impact of these motivational types
has been inconsistent (Ingram and Lee and Skinner 1989). This inconsistency can lead to
vague managerial understanding of what managers can to do motivate their sales staff and
sales partners. As pointed out by Zehetner and Wiesinger (2008), although doing business in
CEE is seen as pioneering and highly unique for Austrian companies, human resources rel-
evant topics like sales personnel motivation and recognition deserve more consideration.

In the context of this work, both intrinsic and extrinsic motivational factors are taken into
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account and contrasted with the results of the Barometer Study to examine the changing
trend since the crisis and finally offer managerial insight on the topic.

As Baldauf and Lee (2011) point out, there has been little research on international top-
ics in sales and sales management, and “there is no uniform understanding of what interna-
tional selling and sales management is all about” (p. 216). Consequently, the authors would
like to propose the following research questions to expand on this issue from an Austrian
perspective operating in CEE countries with a special emphasis on general business devel-
opment by contrasting findings from before and after the global financial crisis of 2008 and
the subsequent economic downturn:

Q1: HOW DO AUSTRIAN COMPANIES SELECT, DEVELOP AND MOTIVATE THEIR SALES PART-
NERS AND SALES FORCE IN CEE COUNTRIES?

Q2: HOW HAS COOPERATION BETWEEN AUSTRIANS AND THEIR CEE SALES PARTNERS
CHANGED SINCE THE CRISIS?

2 Methodology The methodology of this paper is comprised of a literature review
in order to develop the two research questions. This builds on and refers to data from a
quantitative Barometer Study, which was conducted through personal in-depth interviews
with Austrian B2B Marketing and Sales CEE-managers in 2007 and 2013.

The sampling frame entailed company listings from various (Austrian) business databas-
es (mainly in Hoppenstedt). A list of 30-100 companies for each country was compiled by se-
lecting Austrian companies with indicated activities in at least one of the eight CEE markets.
Quota sampling was used to select interviewees with adequate experience in marketing and
sales in the relevant markets, resulting in 244 telephone interviews with Austrian sales and
marketing representatives, which mean approximately 30 interviews with a country focus
(Czech Republic, Slovakia, Hungary, Poland, Russia, Ukraine, Bulgaria and Romania). In order
to gain insight about the main issues and the most critical facets of Austrian business ac-
tivities in CEE countries, the questionnaire was developed on the basis of existing literature
and five expert interviews with international sales managers. Following a pre-test, the pre-
liminary questionnaire design was decided. In 2007 and 2013, the chosen companies were
contacted by telephone to identify marketing/sales managers responsible for the selected
country markets. The company representatives were then given a questionnaire in advance;
therefore, preparation was possible before the telephone interview was conducted.

3 Results of the Barometer study
(2007, 2013) is that it can help to illustrate the effects of the crisis on Austrian companies
operating in CEE countries by examining the business landscape in 2007 and 2013. In this

One of the intrinsic merits of the Barometer Study

regard the authors would like to contrast the findings to project a general trend in sales
management as seen through the Austrian lens and to better understand the impact the crisis
has had on sales partner management. The results of the study indicate that there have been
significant developments in the area of sales partner management. Additionally, by answering
the research questions presented, a better understanding of relationship dynamics of Austrian
companies present in CEE countries is reached.
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3.1 Barometer study findings of sales partner management in CEE The question
(Q1) of how Austrian companies select, develop and motivate their sales partners and sales
force in CEE countries is posed to examine recent developments in Austrian sales partner
management in CEE. This is relevant because, as indicated in the Study’'s findings, one major
benefit of sales partners in the target country is that they are perceived as the greatest source
of information about potential customers.

The results of the Barometer Study suggest a greater emphasis is being placed on the
acquisition and release of sales partners. Contrasting findings from 2007 and 2013, 244 Aus-
trian companies were questioned the importance of selected business topics in the next
five years. Pertaining to sales management, there have been two significant changes since
2007: Firstly, there was a 23% increase in the importance of ‘sales partner selection, which,
according to the study, is done predominantly through ‘personal’ and ‘employee contacts’.
Moreover, the period from 2007 to 2013 saw a 40% rise in the emphasis put on ‘discontinu-
ing operations with weak sales partners’ This development highlights the strategic impor-
tance for Austrian companies of doing business with the right’ partners in CEE and signifies
this will be a relevant topic in future.

In connection to doing business with the ‘right’ partners, the findings show that once
acquired, sales partner development and motivation are perceived as crucial elements of
business success. In the development of CEE sales partners, a fundamental shift may be tak-
ing place towards more local autonomy. The findings show that emphasis placed on ‘sales
training at the Austrian headquarters’' remained unchanged, and with an index score of 72,
Austrian companies perceive this as a meaningful way to help steer sales partners; howev-
er, there was a strong increase in ‘involving local management in strategic projects’. Moreo-
ver, when asked to identify the most vital factors for successful business activities, the top 3
were ‘regular visits from the Austrian responsible for the region, ‘training of local partners
at the Austrian headquarters’ and ‘having a local managing director’ respectively. This is
supported in literature by (Leach and Liu and Johnston 2005), who highlight both the impor-
tance of sales training and self-regulation. Moreover, it is interesting to point out that each
of these factors for success grew in perceived importance since 2007, and the largest drop
and the least important factor was ‘having an Austrian managing director in the target
country’, which seems to imply there is a growing tendency for Austrians to manage from
afar through regular visits rather than to relocate in the target market.

It is well understood that motivation can have a substantial impact on performance, and
this holds true for sales performance as well. However, as mentioned previously, the impact
of motivation types on sales is inconsistent (Ingram and Lee and Skinner 1989). Consequent-
ly, the Barometer Study (2007, 2013) sought to delve deeper into this topic from an Austrian
perspective in CEE and provides insight into how motivational preferences have developed
since the financial crisis of 2008. In this context, findings point to the financial crisis as be-
ing instrumental in changing what motivates sales partners in CEE in that strictly financial
motivators are perceived as less important than before. As motivation hinges on the rela-
tionship with sales partners and ultimately the leadership style, this topic is addressed addi-
tionally in the following section.
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3.2 Developments of CEE sales partner relationships from 2007 to 2013
(Q2), this section deals with how cooperation between Austrians and their CEE counterparts
has changed since the crisis. n addition to cultural understanding, managerial and personal
constructs are also relevant in cross-border business (Baldauf and Lee 2011). In this regard, the

Regarding

authors would like to report the Barometer Study's findings concerning relationship building
through communication, motivation and a balance between trust and control. Findings

from the study indicate the top motivating factors for sales partners in CEE are ‘recognition,
‘leadership style, ‘working climate’ and job security’ respectively. All of these factors increased
since 2007; the most dramatic jump was in the category ‘job security, and the sharpest
decreases were in fixed salary’ and ‘performance based bonuses’. These findings indicate
that there has been a fundamental change in motivational factors since the crisis, implying
that the balance between intrinsic and intangible extrinsic motivation is crucial, which is
important because intrinsic motivation can lead to more organizational commitment (Hughes
and Ahearne 2010). Therefore, in this context, it appears that sales partners and sales staff in
CEE are less motivated by financial remuneration than intangibles such as working climate
and recognition. A result, whether or not the financial crisis of 2008 was the cause of these
changes in motivational inclination, Austrian managers working with their counterparts
abroad will arguably be affected by this development.

As trust and communication are arguably key components of successful relationships,
in this regard, the findings of the Barometer Study (2007, 2013) are presented. As mentioned
previously, there is a growing tendency towards local autonomy among CEE sales partners.
Findings indicate an increase in local partners making their own marketing decisions. In all
categories, from ‘marketing budgeting’ and ‘marketing channels’ to ‘trade fair planning’ and
‘selection of marketed products/services’ there was a marked increase of 14%, 11%, 16% and
25% respectively from 2007.

It is interesting to point out as well that while local autonomy is growing, so too is the
emphasis placed on maintaining relationships’ with CEE partners. From 2007 to 2013 results
show that the importance on ‘relationship maintenance’ increased and 78% of the ques-
tioned managers believe the topic is 'very important, the highest category in the five point
scale. The results of the study also indicate the top four ‘ways to care for the relationship®
‘communication and support, ‘esteem and recognition,, ‘reliability’ and ‘trust’ Additional-
ly, when asked about the relationship between ‘trust’ and ‘control’ in each of the CEE do-
mestic markets, respondents emphasized the importance of striking a balance between the
two. Based on these results, there is a connection between the perceived relationship quali-
ty with CEE partners and the possibility to steer operations from the Austrian headquarters.
This builds on the hitherto mentioned growing tendency for Austrians to visit their sales
partners regularly rather than employ Austrians in CEE and implies that a strong relation-
ship is a prerequisite to this managerial approach.

4 Managerial implications For Austrian managers there have been some important
developments since the crisis. When opting for indirect sales in CEE, working with the ‘right’
sales partners is crucial. This entails spending time and being diligent in selecting new

sales partners and being in a position to evaluate sales partners in order to release poor

performers rather than to maintain relationships due to sentimental reasons. Moreover, there
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is a trend towards guiding sales partners through visits instead of attempting to control
them internally; however, the Barometer Study’s findings indicate that this is contingent on
establishing a strong relationship and communicating well with sales partners in CEE. Since
the crisis, sales motivation factors appear to have changed. Findings from the Barometer
Study (2007, 2013) point out that intangible motivators such as recognition and working
climate have a greater impact on the surveyed participants than tangible extrinsic motivators
related to fixed salaries and performance based financial bonuses. Key factors for this
increase in local autonomy seem to stem from a better understanding of what motivates sales
partners and the reciprocal relationship between communication, company identification,
motivation and trust. Finally, the evidence from the Barometer Study (2007, 2013) implies that
by understanding the components of a strong relationship with CEE sales partners, Austrian
managers need less control in steering them.

5 Research limitations and outlook
that, although 244 interviews were conducted, there were only 30 interviews per country.
Additionally, only half of the 16 former socialist countries that comprise Central and Eastern

One limitation of the Barometer Study is

Europe were addressed. Consequently, it is impossible to make conclusions about the entire
region. The countries included in the study (Czech Republic, Slovakia, Hungary, Poland, Russia,
Ukraine, Bulgaria and Romania), however, are among the top 10 exporting destinations of
Austria (WKOOE 2014).

Another limitation and possibility for future research is due to the recent political unrest
in Russia and Ukraine. Naturally this could not be foreseen in 2013, and since that time the
economic landscape in this part of the region has changed dramatically. That being said, a
possible area for future research could be to discover the impact recent events and econom-
ic sanctions have had on these countries and the region as a whole. In this regard, autumn
2015 will mark the continuation of this longitudinal Barometer Study and will present the
opportunity to investigate this topic. Furthermore, as Austrian managers have highlighted
the importance of selecting the ‘right’ partners and disengaging ‘weak’ partners, it would be
fruitful to understand what comprises ‘right” and ‘weak'’ to offer future managerial perspec-
tives on sales partner management in CEE.
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Résumé RAKUSKY MANAZMENT PREDAJA PARTNEROM V KRAJINACH STREDNE]

A VYCHODNE] EUROPY

Krajiny strednej a vychodnej Eurépy (CEE) su vnimané ako atraktivne trhy pre rozsire-

nie u svojich eurdpskych susedov. Ako sa eurdpske spolocnosti stdvali stdle viac medzi-
ndrodnymi, sti¢asne to bolo vyzvou pre koordindciu globdlnych obchodnych aktivit.

Jednym faktorom tispechu pre konkurencny vstup do krajin CEE je efektivny ma-
naZment predaja partnerom, takZe rakiiske spolocnosti v procese internacionalizdcie
Celia vyzve na vytvorenie a posilnenie dobrych vztahov s ich predajnymi partnermi
v krajindch CEE.

Ziskavanie skuisenosti tispesnych firiem uz pésobiacich v krajindch CEE a objavo-
vanie kritickych faktorov tspechu st hlavnym cielom Studii Barometer Study, ktoré
sa zacali v roku 2007 na Oddeleni Global Sales Management na hornoraktskej Up-
per Austrian University of Applied Sciences v Steyri. Studie zahiiajti déleZité aspek-
ty pred a pocas procesu internacionalizdcie, vrdtane typickych vzorcov vyhladdvania
a analyzy informdcii, rozhodujtcich faktorov pre vyber cielovych trhov, uskutocne-
nie marketingovej komunikdcie, riadenie vztahov s miestnymi partnermi a motivd-
ciu predajného persondlu v Ceskej republike, na Slovensku, Madarsku, Polsku, Rusku,
Ukrajine, Bulharsku a Rumunsku.

Tento prispevok sa venuje sp6sobom, ako raktiske firmy vyberaju, rozvijaji a mo-
tivuju svojich predajnych partnerov a predajni silu v krajindch CEE v suvislosti so
zisteniami zo $tudii Barometer Study z rokov 2007 a 2013 a v§eobecnych trendov ma-
naZmentu predaja. Okrem toho, st poznatky zo Studii interpretované s cielom po-
skytntt manazérsky pohlad na meniace sa prostredie trhov krajin CEE a manaZment
predaja partnerom na riom.
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MARKETINGOVA SITUACNI ANALYZA
VE SLUZBACH MARKETINGOVYCH
MANAZERU JAKO NASTRO]
STRATEGICKEHO PROCESU

vevs

Pro soucasny svét jsou charakteristické zmény. Zmény, které jsou stale ¢astéjsi, dy-
cim, které silné ovlivituji nejen jejich pozici na trhu, ale p¥imo jejich existenci. Proto je
nutné, aby marketingovi manazeti poznali, ale hlavné pochopili ,marketingové pro-
sttedi”, coZ nelze bez realizovani analytickych procestl. Analyza prosttedi je nedilnou
soudasti procesu ¥izeni kazdého manaZera, i marketingového. Uéelem p¥ispévku je
objasnit podstatu analytického procesu nejprve v obecné roviné a nasledné podrobné
v marketingovém prosttedi v rdmci planovaciho procesu. Vystupem je ndvrh mozné-
ho postupu provedeni analyzy ve firemnich podminkach. Pohled na analyzovani situ-
ace je doplnén pristupem manazert vybranych ¢eskych firem k uziti marketingové
situacni analyzy.

Uvod
problému za Ucelem jeho poznéni, pochopent, vysvétleni, zvladnut{ a vyuZiti. Do Setfeni spadaj

Analyza (analyticky proces) v obecné roviné ptedstavuje Setten{ vytipovaného

viechny relevantni elementy, o kterych lze ptedpokladat, Ze ovliviiujl budouct marketingové
zameéry, vymezit objekt Settent i Cas provedeni, vyhodnotit zjisténé tdaje, vybrat vhodnou
variantu a vyuZit jejt vysledky pro kone¢né teSeni zkoumaného problému.

V marketingovém prosttedi kaZzdé rozhodovani zavisi na situaci, ve které se podnik na-
chazi. Poznani a pochopeni problému - situace - ptedstavuje vychodisko pro marketingové
tizen{ a rozhodovani. Proto managementy vyuzivaji marketingovou situaéni analyzu. Ten-
to analyticky proces seznamuje s problematikou marketingového prosttedi, s poméry v tom-
to prostoru, hled4 souvislosti (vztahy, vazby, spojeni) mezi podnikem, jeho vnit¥ni situact
a vnéjstm okolim (konfrontuje podnik s prosttedim), sleduje skute¢nosti a jevy prostteds,
okolnosti vztahujict se k prosttedi, vyznacujici situace, které jsou zdsadni pro marketingo-
vé Yizeni firmy, identifikuje problémy marketingového prosttedi a upozortiuje na eventuality
nevhodné i moZnosti vyuZitelné pro plnéni marketingovych tkoll. Na zakladé hodnocent vy-
bira a dava do potadi faktory klicového vlivu.

Pro ziskavani informaci o sou¢asném stavu vyuzivani a realizovan{ marketingové situac-
ni analyzy, jako soucast strategického planovani firem, byly pouZzity informace z explorativ-
ntho vyzkumu, (BuneSova 2004, s. 57) a dotaznikového Setteni.
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Dotaznikové Setteni probthalo, na prelomu let 2014,/2015, nahodilou metodou u pravdépodob-
nostntho vybérového vzorku o poctu 204 ¢eskych firem, ve vyc¢tu: 75 Zivnostnikd; 26 akciovych
spole¢nostf; 1 vetejna obchodni spole¢nost; dale 1 druzstvo; 97 spole¢nosti s rucenfm ome-
zenym; 3 ptispévkové spolecnosti a 1 statni podnik. S iizemnim rozloZenim a nejvétsim za-
stoupenim: Ttebi¢, Jihlava, Brno, Praha, Kladno, Strakonice, Ceské Budgjovice, Klatovy, Usti nad
Labem, Vlagim, Stétf, M&Intk, Trutnov, Vimperk, Tebori atd. Z celkového vyctu 18 otézek, které
se vztahovaly k charakteristice marketingu a zplsobt jeho realizaci, dale k marketingové ¢in-
nosti a zvl4sté k problematice tvorby marketingovych pldnti s moZnosti vyuZiti marketingové
situaéni analyzy pro planovact proces, véetné zptisobll vyuzivani vysledkd marketingové situ-
acni analyzy v planovacim procesu.

1. Marketingova situaéni analyza v podnikové praxi

Marketingova situa¢ni ana-
lyza slouzi k Setteni a hodnoceni minulych a soucasnych jevt a skute¢nosti prosttedi (k z4-
kladnimu vykladu marketingové situace) a k zisk&dni novych poznatkd a skute¢nosti v rdmci
prostied] pro marketingovou funkéni oblast v budoucich obdobich (k zakladni prognéze mar-
ketingové situace v budoucich ¢asovych horizontech). Jevy a skute¢nosti jsou zkoumany za
Ucelem sezndmeni se, porozuméni a vysvétlen{ podstaty, zjisténi vazeb mezi nimi, jejich nésled-
né zvladnuti a vyuziti pro naplnéni strategickych marketingovych z&mért. Je to zamysleni nad
trznf budoucnosti v pevné kontinuité se souc¢asnosti a minulosti a zdkladni podklad pro for-
mulovani marketingovych strategif (Solomon a Marshall a Stuard 2006, s. 38).

Situacni analyza respektuje skute¢nost: marketing nepracuje ve vakuu, ale ve slozZitém,
turbulentnim a neustéle se ménicim prosttedi. Hovorime-li o marketingu ve vztahu k pro-
sttedi, logicky je nutné zatadit problematiku do firemntho kontextu, do prosttedi firmy, coz
je prostor, kde firma plsob, kde funguje, kde vyrébi, poskytuje sluzby a prodava. Je to kom-
plex ¢initeld, sil a podminek - které ovliviiuji schopnosti subjektll plnit cile, které byly pod-
nikovym managementem pro urcité ¢asové obdob{ vyty€eny. A marketing je jednim ze
subjektt v podnikovém prostoru a marketingové prosttedi je jeho soucasti, je elementem fi-
remniho prostied], které je velmi dynamické a rychle se ménici. Je to misto, kde se marketing
odehrava, kde se marketingové aktivity uskutectiuji, kde dochéz{ k poznént problémovych si-
tuaci v této funkéni oblasti, k jejich analyzovani, k naslednym rozhodovacim procestim, spo-
jenym s ptijatelnym variantnim YeSenim.

Marketingové prosttedi firmy se sklad4 z Ciniteld a sil vné marketingu, které ovlivriujt
schopnost marketing managementu vyvinout a udrZovat Uspésné vztahy s cilovymi zdkazni-
ky (Kotler et al. 2007, s. 129).

Marketingové prosttedi (schéma 1) je dvoutroviiové — zahrnuje mikro a makroprostye-
di (Kotler et al. 2007, s. 129; Bouckové et al. 2003, s. 81; Kotler a Keller 2013, s. 106). Mikropro-
stted!: sily blizko spole¢nosti, které ovliviiujt jeji schopnost slouZit zdkaznikim - spole¢nost,
distribuéni firmy, zdkaznické trhy, konkurence a veYejnost, které spolecné vytvareji systém
poskytovani hodnoty firmy (Kotler et al. 2007, s. 130). Makroprostted!: $irsi spolecenské sily,
které ovliviiujf celé mikroprosttedi - demografické, ekonomické, ptirodni, technologické, poli-
tické a kulturni faktory (Kotler, Wong, Saunders a Armstrong 2007, s. 130).

KaZdy z tady ¢initeld a sil prostted{ ovliviiuje marketingové konanf jinym zptisobem
a s jinou intenzitou. Prudkost jejich ptisobent je velmi nesnadné predikovat a chce-li byt pod-
nik uspésny, musi v podstaté ptrizplsobit svou marketingovou politiku vyvoji prosttedi, ve
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kterém ptisobl. Firmy a jejich marketingové managementy musi sledovat a zkoumat pro-
stedi, identifikovat ptsobict sily a ¢initele prosttedi, analyzovat jejich vliv, vyvojové trendy
izmény a hledat faktory, které ovliviuji schopnost uspokojit zdkazniky a eliminovat ty, které
uspokojent zdkaznikd znemozriuji nebo ohroZujt.

MARKETINGOVE PROSTREDI

MAKROPROSTREDI
Ekonomické Politické a
sily SRR, . legislativni
MIKROPROSTRED( : sily
Pfirodni  : konkurence i Demografické

sily : dodavatelé zdkaznici : sily

distributofi  vefejnost

Kuturnia { |\ irind pROSTRED |
socialni 1 X
sily :  TOP management "
1 vyzkum a vyvoj "
| nakupni odd. |
1 vyroba |
I 1
! 1

: Technickéa
: technologické
: sily

financni odd.
Ucetni odd.

MARKETING

SCHEMA 1: MARKETINGOVE PROSTREDI, ZDROJ: HORAKOVA (2014, S. 70)

Situaéni analyza znamena zkoumani prosttedi firmy za ticelem identifikace vyrazné
pozitivnich oblasti i oblast{ zna¢né problémovych a doporuceni dalsich postupl pro
dosaZeni efektivniho marketingového snazeni. Je to kritické, nestranné, diikladné, pravidelné,
systematické a komplexni zkouméni a hodnoceni
| vnittni situace firmy s dfirazem poloZenym na marketingové ¢innosti - vnittn{ (inter-
nf) analyza;
| postaveni podniku v daném vnéjsim prosttedi s dirazem poloZenym na analyzu trhu
a konkurence - vnéjsi (externi) analyza.
| Analyticky proces tedy predstavuje analyzy dvé. Vnittni (intern{) analyza je Setfeni
a vyhodnocent vnittntho prosttedi:
| zahrnuje podrobné Setten{ a hodnocent vSech aktivit firmy (firemnich vnittnich podmi-
nek) pocinaje vstupem do firmy - od vstupnich logistickych operaci ptes vyrobu (po-
skytovant sluZeb), vystupni logistiku a marketing;
| snaZi se posoudit vnitini schopnosti, kondici, zplsobilost a kompetence firmy, posoudit
disponibilni zdroje a jejich dostate¢nost pro tento Ucel;
| obsahuje vSechny kontrolovatelné prvky uvnitt firmy (prvky vyrobni, védecko-technic-
kého rozvoje, finanéni, persondlni,...), které ovliviuji kvalitu jejt ¢innosti, nelze pominout
souvislosti s finanénim analytickym procesem,
| patti sem i vSechny vnittni zdroje firmy: hmotné, finanéni, lidské, informadni.
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Na z&kladé poznéni a pochopeni vnittnich podminek must mit tento analyticky proces schop-
nost vytipovat zdsadni silné a podstatné slabé stranky. Pro marketingovou analyzu je diiraz
kladen na tradi¢ni marketingové aktivity (produkt, cena distribuce, propagace,...) a ostatni
vnitini firemni aspekty (za hranicemi marketingu) jsou Setteny predevsim ve vztahu k marke-
tingovym ¢innostem, protoZe i na nich zavisi marketingova uspésnost.
Vnéjst (externi) analyza je Setfeni a vyhodnoceni vnéjstho prostteds:
| zahrnuje podrobné Setteni a zhodnoceni podnikatelského prosttedi, ve kterém firma
funguje;
| zkouma sily vné firmy - at pozitivni nebo negativn{ - které ovliviuji podnikovou situ-
aci a ¢innost firmy, vzhledem k marketingu je to predevsim Setteni a hodnoceni trhu
a konkurence;
| podéva obraz organizace i jejl pozice ve vnéjsim prostiedy,
| upozormiuje na vyuZitelné moznosti (rozmér, jejich vyvoj a rlist, konkurenéni vyhoda)
i omezeni (druh, intenzita, disledky);
| upozormuje na mantinely, které vnéjsi prosttedi nastavuje marketingovému snazeni;
usnadriuje manazertim vyrovnat se s ndroky a poZadavky prosttedi.

Na zakladé poznani a pochopeni vnéjSich podminek must mit analyticky proces schopnost vy-
tipovat z&sadni ptileZitosti a nebezpednd ohrozeni. Situaéni analyza ptedstavuje vychoz{ bod
procesu marketingového tizeni v tdmci jeho planovact etapy. Marketingovy planovaci proces
za¢ina provedenim marketingové situacni analyzy, je jeho prvnim krokem, zakladni soucast,
kli¢ovym analytickym néstrojem planovani. Standardné se provadi na zactku procesu. Nezna-
mena to jeji provadéni pouze na jeho pocatku. (MtZe byt provedena v odlivodnénych ptipa-
dech i v jeho pribéhu, i v rdmci dalsich etap procesu. Mozno uvaZovat i o jejim permanentnim
provadéni pro vysoce kvalitni podnikové tizeni)) Znamena neptetrzité ziskavani aktualnich

a vhodnych dat, transformovanych ve vyuZzitelné informace charakterizujict vnitini i vnéj-

§1 prosttedi. Spravné mnoZzstvi relevantnich, kvalitnich a v€asnych informaci, jejich specifika-
ce a shromazdovéni nasledné diikladné zkouméani a vyhodnoceni predstavuje vyrazny podklad
a podporu pro rozsahly komplex plénovacich aktivit v rdmci etapy. UmoZiiuje vyhodnotit trzni
pozici firmy 1 odhalit vnitini kli¢ové problémy ovlivriujici poZadovanou tirovert marketingového
snaZeni. Planovaci proces se uzavira sestavenim marketingového planu.

Analyza v roli Uvodni ¢asti planovaciho procesu vyrazné ovliviiuje cely jeho pribéh, pte-
devsim zavérecny krok etapy - vypracovani planovactho dokument i jeho logické usporadé-
ni. Nesporné se diirazné podili na vymezen cildl a navazujicim jasném formulovani strategi
k jejich dosazenti v kratkém casovém obdob{ nebo dlouhodobém ¢asovém horizontu, na vy-
mezeni taktik umoZnujicich kaZzdodenni provedeni konkrétnich zadani ve strategickych
postupech. mformace ziskané v ramci situaéni analyzy jsou uZivany i v realiza¢nich a kont-
rolnich postupech. Realizaéni kroky uvadéji strategie do kazdodenni praxe. Kontrolni mecha-
nismy dokladajf, zda plany byly skute¢né realizovany a s jakym tspéchem (neuspéchem).
ManaZzeti v rdmci prvniho kroku planovactho procesu se zcela nevyhnou pokuseni drzet se vy-
sledk minulé analyzy, uplatnénych v soucasném pléanu. Ty samoztejmé nutno respektovat
a vyuZft. Nelze se ale neuvaZené spokojit s pouhym ,opsanim’, s kosmetickymi Upravami sou-
¢asného dokumentu a vytvotit ,skoro shodnou listinu” - jako ptes kopirdk. Nezbytné je zare-
gistrovani novych skutecnosti ve vnitinim i vnéjsim prostiedi a ptihlédnut{ k nové firemni
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sile ¢i slabosti 1 slibnym ptileZitostem ¢i moZnym rizikdm, pruzné reagovani na vyvoj a zmé-
ny prostredi, které mohou v budoucfm obdobi nastat. Plsobeni elementt prosttedi v jednotli-
vych ¢asovych horizontech predstavuje pro podnik rozdilné ptinosy 1 vystrahy. Zdkaznict méni
spottebn{ motivy, chovani, Zivotni styl. Konkurenéni firmy uplatriuji vysledné zmény vyzkum-
nych a vyvojovych procest: a technologickych postuptl. ManaZerska opomenuti téchto skute¢-
nosti, ndchylnost vyuZit bez uvéZzeni skutec¢nosti minulého roku pro rok soucasny, nelogi¢nosti
v usporadani dokumentu, jeho nizka srozumitelnost v nékterych partiich a nekompetentnost
podkladll nejsou jedinymi rizikovymi prvky.

Marketingova manaZerska prace je velmi naro¢nd, vyZzaduje kreativitu, ptedvidavost
a tvlrdi pristupy, spojené se strategickym i analytickym uvaZovanim. Marketingové man-
agementy nemohou povaZovat za dostacujict pouhé konstatovani, Ze existujf a jsou zndmé
silné a slabé stranky, ptilezitosti a hrozby. To je malo a nemuselo by to prindset patrné vy-
sledky. KdyZ uz ne pravidelné, tak alesponi do urcité miry systematicky vénovat pozornost
hodnocent vlastnich silnych a slabych strének, ptileZitosti i hrozeb a pro budouci obdobi
zvyraznit vhodnost jejich uplatnéni. Rovnéz nestaci Settent vnitinich silnych strének, sla-
bin, vnéjsich prileZitosti a hrozeb samostatné (oddélené). Je nezbytné je sledovat a zkoumat
ve vzajemnych souvislostech, zdtraznit vzajemnou propojenost, analyzovat externi faktory
v souvislosti s vnitinimi podminkami a s ptihlédnutim k nestabilité a dynami¢nosti prosttedi
a jeho vyvojovymi tendencemi.

Pro dosaZeni Zddané marketingové vykonnosti nutno chépat analyzu jako celek, ktery
reprezentuje komplexni, systematické a trvalé shromazdovani, analyzovani a hodnoceni pod-
statnych a relevantnich informaci pro sestaveni marketingovych plant.. Nutno identifikovat,
analyzovat a vyhodnotit vSechny relevantni ¢initele, o kterych lze soudit, Ze budou ovlivrio-
vat marketingové snazenf firmy.

Pti provadéni marketingové situaéni analyzy vedle obsahového hlediska je tteba respek-
tovat i hledisko ¢asové, a to tti ¢asové horizonty, ve kterych je analyticky proces uvazovan
a uskutec¢riovan:

| pozice podniku v minulosti (kde se podnik nachéazel v minulosti);

| pozice podniku v soucasnosti (kde se nachéazi podnik v soucasnosti);

| predpokladané budouct situace (kam chce podnik v budoucnosti dospét).

Podle Hordkové (2003) by mél podnik, na zakladé vysledkd provedené situa¢n{ analyzy, za prvé
pochopit:
| jaka je jeho vnittni situace a to predevsim:
| struktura a Uroven marketingového systému;
| schopnosti a zdroje;
| néklady na marketingovou ¢innost.
| vjakém je vztahu k prosttedi, které ho obklopuje a to predevsim:
| postaveni v tomto prostyedy,
| trh, jeho rozméy, struktura, trznf potencidl, trendy vyvoje trhuy;
| konkurenci (pocet kli¢ovych konkurentl a jejich postavent);
| konkurenéni pozice na trhu;
| schopnost Celit silam a tlakdm, které z prostiedi vyplyvajt.
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Za druhé by mél podnik pochopit, rozpoznat a identifikovat:
| vnittni silné a slabé stranky;
| vnéjsi ptilezitosti a ohroZent;
| vnittni prednosti a slabiny ve vztahu k vnéj§im ptileZitostem a ohroZenim;
| posoudit mozZnosti jejich vyuZiti ve vzajemnych souvislostech.

Silné a slabé stranky se vztahuji k vnitini situaci firmy a predstavuji pozitivn{ faktory, které
prispivajl k jeji Uspésné ¢innosti a vyrazné ovliviuji prosperitu. Jsou to odlisné zptisobilosti,
schopnosti, dovednosti, zdroje zvyhodriujict podnik vzhledem k trhu a konkurenci. Nejvitanéj-
§tmi silnymi strankami jsou takové, které je té€Zzko okopfrovat a kde je ptedpoklad, Ze budou po
dlouhou dobu predstavovat firemni ziskové moznosti, ¢ili znamenaji konkurenéni vyhodu. Pra-
vym opakem jsou slabé stranky, znamenajici urcitd omezeni nebo nedostatky, které bran{ pod-
nikovému efektivnimu vykonu.

Jednotlivé silné a slabé stranky nemaji pro ¢innost podniku stejnou dilezitost. Silna
stranka jedné firmy mudZe byt posuzovéna v dalsi organizaci jako slaba. Automaticky nelze
predpokladat, Ze kazda silné stranka znamena podnikovou konkurenéni vyhodu. A domneén-
ka, Ze existujict silna stranka je nejvy$stm moZznym maximem dosazitelnosti bez moznos-
ti dalstho zdokonaleni nemusi byt rovnéz pravdiva. V Yadé ptipadd je mozné zlepsit i to, co
podnik déla dobte.

PileZitosti a ohroZeni vyplyvaji z vnéjstho prosttredi respektive z faktord, které majt svij pd-
vod mimo podnik, ptili§ se neohliZi na postaveni podniku a jeho problémy, ale vyrazné ovliv-
Muji podnikové vnit¥ni procesy i jeho organizaéni struktury, a to v rlizné mite a intenzité.
Vzhledem k moznym hrozbam a ptileZitostem by mély firmy provadét soustavné sledovani
okoli a ptedvidat budouct prosttedi firmy.

PrileZitosti ptedstavuji dalsi moznosti, s jejichZ realizaci stoupaji vyhlidky na lepsi vyu-
Zit1 disponibilnich zdrojl. Je to velmi p¥izniva situace v podnikovém prosttedi, kterd podnik
zvyhodriuje ve vztahu ke konkurenci. Lze je hledat predevsim tam, kde firma na zakladé své
sily vyuziva zmén v okolnim prosttedi. OhroZeni pro podnik ptedstavuje rovnéz externi pro-
stted{ a jeho vyvoj. Je to vyrazné neptizniva situace v podnikovém prosttedi, znevyhodriujici
pozici firmy a znamenajict pekazky pro marketingovou ¢innost a jeho dobré trzn{ posta-
veni{. Nevyhodny smér vyvoje v ramci vnéjstho prosttedi a absence rekce na tento vyvoj ze
strany firmy povede k netispésné trzn{ pozici.

V rdmct sttuaén{ analyzy, i kdyZ se jedna o ,marketingovou, sttuaéni analyzu nelze posu-
zovat a omezit se stroze jenom marketingové kvality podniku - jen faktory funkéni oblasti
marketingu - ale uvazit i eventuality ostatnich funkénich oblasti firmy ve vztahu k marke-
tingovym ¢innostem a tkollm, pochopit v téchto souvislostech i vyrobn{ kapacity, moZnosti
poskytovani sluZeb, vyzkum a vyvoj, technologické postupy, vhodnost dalsich investic, moz-
nosti obnovy strojntho parku, finance, ¥{zeni nékladd i specifické vlastnosti podniku, kterymi
se odliSuje od ostatnich organizaci i ptedpoklady pro dosaZeni stanovenych ciltl. Marketing
izolovany od ostatnich utvart firmy nevytvoi{ hodnotu pro zakaznika. Uspéch marketingové
¢innosti je zavisly na ostatnich podnikovych oddélenich a na spolupract s nimi.

Provedeni analyzy - postup a obsah - ve firemnich podminkéch neni zdvazné (normativ-
né) stanoven. Redlné provedeni musi vychazet z aktudlni situace a konkrétnich podminek or-
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ganizace, nelze nadiktovat obecny zavazny obsah analyzy. Existuji ale prvky, které by mély
nachazet v kazdém provedeném analytickém procesu.

Mozné¢ slozeni analytického procesu:

samoziejmym uvodem je vécné a stru¢né predstaveni firmy i jeji pozice v
marketingovém prostredi:

vhodnym prvnim bodem vlastni analyzy je prezentace soucasné uzivanych strategii
a posouzeni jejich vykonnosti
nejleps§im diukazem fungovani soucasné uzivanych strategii je marketingova
vykonnost firmy, pro jejichz vybér a fungovani je situacni rozbor hlavnim
podkladem, hodnocené strategické faktory musi charakterizovat marketingoveé
vykony 1 jejich rozmér, budou rozdilné podle odvétvi, kam firma patii (povaha
produktu, vyrobek, sluzba) i podle trhii a trznich segmentu, které uspokojuji
ukazatelé vykonnosti nestaci jenom uvést, je tieba provést i porovnani, predeviim v
Case, ale i Setfené aspekty mezi sebou
nasledné posoudit vhodnost uzivanych strategii pro dany ucel

posoudit vhodnost soucasné uzivanych strategii pro budouci planovaci

obdobi
posoudit vzajemny soulad mezi uZivanymi strategiemi a jejich
hierarchickou posloupnost

za druhé provést strategickou analyzu ndkladi (Setfit nakladovou pozici firmy)
L pro praktické pouziti je vhodna disagregace soubor provadénych &innosti a k
nim piislusné naklady

AKTIVITY FIRMY / PRISLUSNE NAKLADY

vstupni operace / proces vyroby vystupni operace /
proces poskytovani sluzeb / ‘
naklady néklady naklady

Uspofadani aktivit a pfislusnych nakladi do vice stupiu piedstavuje nakladovy
fetézec (jeho konstrukce vychéazi z piistupu M. Portera, 1994). Vzijemna porovnani
na zakladé¢ sestavencho fetézce umoziuji Iépe uvazit volbu a nasledné¢ formulovani
marketingovych strategii;

vystiznym tietim bodem je Setfeni konkurenéni pozice firmy

konkurenéni postaveni lze hodnotit na zakladé konkurenéni sily firmy, ktera je
méfitelna, vzhledem k zasadnim trznim rivalim

Podkladem je vypracovany seznam faktori, které méfi konkuren¢ni silu a na
jejich zakladé posouzeni sledované firmy a pozorovani se stéZzejnimi  konkurenty
interpretace  vyslednych hodnot patii mezi vyrazné podklady pro vybér a
formulovani marketingovych strategii;

pozice ¢tvrta v ramci Setfeni zaujima praktické provedeni SWOT analyzy

obsahem zavéra je prehled problémi a otazek, ktery by mély stat v centru zajmu
firemniho marketingového fizeni

SCHEMA 2: SLOZENT ANALYTICKEHO PROCESU, ZDROJ: ZPRACOVANO PODLE HORAKOVA (2003)

2. Vyzkum uziti marketingové situaéni analyzy v podnikové praxi vybranych ¢eskych
podnikateltt

Uroveri zpracovani situaéni analyzy v ¥adé firem nent p¥li§ vysok4,

35



PRISPEVKY | CONTRIBUTIONS

predevsim u analyz strategického charakteru, jak vyplyva z nasledujictho grafu. Graf odkryva
zjisténi, jakym zplsobem nékteti ¢esti podnikatelé ziskavaji informace pro sestavovani
marketingovych plant a jakych analyz pro odkryvani stavajicl situace vyuzivaji, a jak pracuji
se z{skanymi informacemi pro sestavovani marketingovych plant.

140 132
120
100
80
60 44
40
20 8
0 I
WyuZivate v rdmci NE NE ANO
planovaciho procesu
situadni analyzu?
Sestavuje firma ANO NE NE ANO

marketingovy plan?

GRAF 1: TVORBA MARKETINGOVEHO PLANU S VYUZITIM MARKETINGOVE SITUACNT ANALYZY,
ZDROJ: VLASTNI ZPRACOVANI

75% (tj. 132 + 20 = 152 firem) manaZert uvedlo, Ze nesestavuji marketingové plany. Z tohoto
poctu plnych 132 firem (tj. 86,8%) nejen, Ze nesestavuji marketingové plany, ale ani nepracu-

il s ndplni marketingové situacni analyzy. 13,2% (tj. 20) manazerd, ptestoZe nesestavuji marke-
tingové plany, vyuzivaji v rdmci planovactho procesu situacn{ analyzu. OvSem situaéni analyzu
realizujf nasledujicimi ¢innostmi - jak manazeti uvadéji, napt.: poZzadavky zakaznikd; kolik hos-
tl o nas védi diky marketingu; mapujeme konkurenéni firmy a podle toho se ¥idime; vyuZiva-
me spolupraci firem; provadi SWOT analyzu apod.

Pouze 25% (tj. 8 + 44 = 52 firem) uvedlo, Ze marketingové plany sestavuji a z tohoto poc-
tu respondentll plnych 84,6% (tj. 44 firem) uvedlo, Ze pti sestavovani marketingového planu
vyuZzivaji marketingovou situa¢ni analyzu. Propojenost vyuZiti marketingové situa¢ni analy-
zy s marketingovym planem je charakterizovana ptevdzné pouze s analyzou SWOT, néktett
respondenti uvadéji analyzou trhu ¢i analyzou konkurence. Z téchto respondentt na otaz-
ku, jaké analytické postupy pouzivaji, pro sestaveni planu, odpovidali, napt.: to je nase know-
-how &i brainstorming, jini uvadéli dotazovéani nebo stanoveni rozpocétu apod.

Marketingovou situaéni analyzu zpracovévaji ve firmach prevazné majitelé, Yeditelé, ve-
douci marketingu, obchodnici, provozni, ti¢etni a velmi ¢asto byli respondenty uvadéni i jed-
natelé spolecnosti. Spoluprace mezi jednotlivymi oddélenimi byla sice uvadéna, ale jednalo
se zpravidla o ¢innosti vyuZivajici reklamni ¢i propagacni ¢innost, napt.: respondent (jedna
se 0 akciovou spole¢nost s poctem do 50 zaméstnanct, plisobici v oblasti cestovniho ruchu
a sidlicf ve mésté s ptiblizné 40 tis. obyvateli) uvadi, Ze realizuje marketing, a to formou leta-
kd, propagaci na internetu a vyuzivanim katalogt. A Ze sestavuji marketingovy plan, ale v
ramci plénovaciho procesu nevyuziva situa¢ni analyzu.

Pro odkryvani souvislosti mezi velikosti firmy a formu podnikani s tvorbou marketingo-
vych plant a vyuzivdnim marketingové situa¢ni analyzy nelze stanovit jednoznac¢nou od-
povéd. Podnikatelské subjekty (velké, malé, sttedni firmy ¢i Zivnostnici) byly v odpovédich
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priblizné vyvazené. Neni jednoznaéné mozné uvést, ze napt.: firmy poskytujict sluzby 1épe
zvladaji pracovat se situa¢ni analyzou a sestavuji marketingové plany, oproti vyrobnim fir-
mam ¢i Zivnostnikim.

V priblizné 5% (tj. 10 firem) z celkového poctu oslovenych podnikatell naplnilo spravné
analyzy a nadale s nimi pracovaly. Ptevladala situace, ve které respondenti uvadeéli, Ze nevi,
neumi, neznaji, jak charakterizovat podstatu situaéni analyzy pro planovaci proces a ptes
90% respondentl (firem, Zivnostnikl apod.) spojovalo marketingovou ¢innost s ¢innosti re-
klamni, propagac¢ni. Je tedy patrné, Ze neni pracovano ani se spravnymi marketingovymi cfli
¢i strategiemi, proto 1ze uvést, ze: ,Chybi i jasné stanovené cile, strategické postupy primo
nesouvisi s vymezenymi ukoly a hierarchické posloupnosti formulovanych strategit nelze vy-
sledovat.” | samotné stanoveni cflli nelze povaZovat za ,naprosto” pevné a stabilni (vzhledem
k dynami¢nosti a proménlivosti prostiedi). Proto i p¥islusné strategie nejen spravné zvolit
a vybrat, ale 1 uvazlivé vymezit - stanovit rdmec a v jeho hranicich pocftat se zménami. Ne
tupé trvat na naprosté jednoznacnosti stanovenych cilli a jedné neménné strategické vari-
anté, ktera se zpravidla opira o mylné chapanou marketingovou ¢innost. Viechny tyto sku-
te¢nosti v prvnim kroku marketingového planovactho procesu se negativné projevi v dalsich
planovacich operacich a ptedznamenavaji neredlnost dosazeni tispésnych vysledkd. Proto by
podnikatelé (firmy, Zivnostnici) méli respektovat analyticky proces.

Zaveér

Marketingova situa¢ni analyza je sou¢asti marketingového pldnovactho procesu.
Jej objektivni vysledky slouzi ptedevsim pro formulovani marketingovych strategii, které patti
k nejslozitéjsim manazerskym ukontm v planovactm procesu. Vzhledem k tloze a vyznamu
marketingu v rdmci t{zen{ firmy ji nelze ptisné definovat pouze jako soucast marketingového
pléanovactho procesu. Tyto analytické vysledky nutno zdtraznit i pro kvalitni ¥izeni podniku
jako celku, které je ptedpokladem pro jeho UispéSnou pritomnost i budoucnost.
Pro marketingové manaZery vypracovani analyzy a prace s vyslednymi hodnotami znamena:
| odhalit marketingovou silu firmy, jeji specifické prednosti, kterymi se odliSuje od
konkurentt;
| ukdzat na slabiny, které nutno eliminovat nebo alespori zmirnit disledky jejich
plsobeni;
| identifikovat ptileZitosti a v souvislosti se silnymi firemnimi strdnkami se orientovat na
ziskani, udrzeni a posileni konkurenéni vyhody;
| spojit disponibilni zdroje se schopnostmi, umem a ptednostmi firmy a budovat silnou
trzni pozici ve vnéjsim firemnim prostiedy;
| vhodné uspotédat vysledky situacni analyzy (syntetizovat tyto vysledky) a formulovat
jasné a prehledné zavéry tak, aby mohly slouzit jako vychodisko pro préce znamenajici
formulovani strategif;
| pochopit postaveni podniku v prosttedi a dobte zvolenymi strategiemi reagujicimi na
sily a Cinitelé prosttedi, na vyvojové trendy prosttedi vytvotit atraktivni trzni pozici
a dosédhnout vysst marketingové vykonnosti firmy.
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ZPETNA VAZBA OD VYBRANEHO
ZAKAZNICKEHO SEGMENTU

\V MALOOBCHODE: PREKAZKY

A STIMULY PRO JE]Ji POSKYTOVANI

CAST I.

Zpétna vazba od zdkaznikll v podobé jejich nazort, pripominek, podnétli a recen-
zi predstavuje pro podnikatelské subjekty zdroj informaci, jenz by urcité nemél byt
prehliZzen. Zakaznici vSak mohou pocitovat prekazky, které jim v poskytovani zpét-
né vazby brani. Proto je uzite¢né tyto prekazky identifikovat a kromé toho rovnéz
zjistit stimuly a dal$i podminky, za nichZ se ochota zadkazniki poskytovat zpétnou
vazbu zvySuje. Predkladany ¢lanek se zabyva pravé timto tématem, a to v kontextu
maloobchodu.

Uvod
ale i nevyzadanou informaci obdrzenou od z&kaznika. Takové zpétné vazba je ve své podsta-

Zpétnou vazbu od zakaznikll definuje Sampson (1999, s. 65) jako vyZadanou,

té tvorena nazory, podnéty, ptipominkami, doporucenimi, ohlasy a recenzemi, jejichZ ptivodci
jsou samotni zadkaznici, ktet{ se vyjadienim zpétné vazby stdvaji zdrojem informaci pro podni-
katelsky subjekt. Pro zjednodusen{ v tomto ¢lanku plati, Ze zpétné vazba = ndzor.
Podnikatelské subjekty mohou v zasadé ziskavat zpétnou vazbu bud ptimo (tj. prosttednictvim
oficidlnich, jimi vytvotenych komunika¢nich kandld, které byly tcelové ztizeny pravé pro doru-
¢ovani zpétné vazby od zdkazniki), nebo neptimo (tj. prosttednictvim komunikacnich kanald,
jeZ dany podnikatelsky subjekt nespravuje).

Obecné je zpétna vazba od zakaznikll pro podnikatelské subjekty velice dtleZit4, a to
hlavné z nasledujicich diivod (Ueland 2011):

| poskytuje informaci, co funguje a co ne,

| ptinasi ndpady nebo rovnou zptisoby, jaka zlepSeni provést, a

| rovnéZ prinasi vhled na potteby zgkaznika.

V Sirstm kontextu je zpétna vazba zjevné soucasti managementu zékaznické zkusenosti, jez
zavist na interakcich se zakaznikem (Seliga a Starchori 2013, s. 40).

Tento ¢lanek se zamétuje na oblast maloobchodu, jenZ se orientuje na kone¢né spottebi-
tele. Kone¢nymi spottebiteli se rozumi osoby a domacnosti, které nakupujf pro svou vlastni
spottebu (Kozel 2006, s. 33).
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1 Cil a metodika Cilem ¢lanku je identifikovat ptekazky, které vnimaji zdkaznici jako
tusivé pri poskytovani zpétné vazby maloobchodu, a déle zjistit stimuly a dalst podminky,
za nichz by se zvysila jejich ochota poskytovat zpétnou vazbu. Tento ¢lanek prezentuje ¢ast
provedeného vyzkumu, jenZ se zaméroval na maloobchod realizovany prosttednictvim
kamennych prodejen a e-shoptL.

Zdrojem dat se staly anonymni vyplnéné dotazniky od prezenéné studujicich na Eko-
nomické fakulté Jihoceské univerzity v Ceskych Budé&jovicich, a to v oborech Obchodni pod-
nikani a Rizen{ a ekonomika podniku. Z toho vyplyva, Ze zékaznici jsou zde reprezentovani
specifickou skupinou, ktera je s ohledem na vékovou skupinu do jisté miry homogenni (préa-
vé kvtli zachovéani tohoto predpokladu nebyli oslovovani studenti v kombinované formé stu-
dia, protoze u nich se zvySuje pravdépodobnost vétsich rozdilt a tedy vyplyvajici vzdjemné
nesourodosti, hlavné z dlivodu rtizného véku a rlizné drovné Zivotnich zkusenosti). Zminéni
studenti v danych oborech byli povaZovéni za zékladni soubor (populaci) o celkovém rozsa-
hu 656 studenttl. Kompletné vyplnéné dotazniky byly ptitom ziskany od 321 studentt zmi-
nénych obort. Detailni Udaje poskytuje tabulka ¢&. 1.

Z&kladni soubor /

Bakalarsky stupen studia | Navazujici stupen studia |CELKEM
Vzorek Y stup ) P

Zeny muzi zeny muzi

(A) Absolutni vyjadieni

Zéakladni soubor | 403 95 126 32 656
Vzorek 181 45 75 20 321
(B) Relativni vyjadieni (v %)

Zéakladni soubor | 61,43 14,48 19,21 4,88 100
Vzorek 56,39 14,02 23,36 6,23 100

TABULKA 1: ROZDELENI STUDENTU PODLE STUPNE STUDIA A POHLAVI, ZDROJ: VLASTNI ZPRACO-

VANI PODLE DAT KE DNI 21. 5. 2015, CERPANYCH Z UNIVERZITNI DATABAZE IS/STAG (JIHOCESKA
UNIVERZITA V CESKYCH BUDE]OVICICH)

Ackoliv byl samotny vzorek vybran nepravdépodobnostni metodou, na zakladé Pearsonova chi-

kvadréat testu je mozné predpokladat na 5% hladiné vyznamnosti shodnou strukturu vzorku
a zékladntho souboru, pokud je testovana kombinace znaku ,stupert studia” (s variantami
,bakalatsky" a ,navazujici") a ,pohlavi” (s variantami ,Zena" a ,muz"). Ziskana data byla
podrobena statistickému zkoumani. ProtoZe se jednalo o explorativni typ vyzkumu, nebyly
doptedu stanovovany hypotézy (Trochim 2006).

2 Vysledky a diskuse 2.1 Ptekazky branici v poskytovani zpétné vazby Pti-
slusna otézka tykajict se téchto prekazek umoznovala respondenttim zaskrtnout vice variant
nabidnutych odpovédi a/nebo uvést svoji vlastni odpovéd, kterd by vystihovala jejich zkuse-
nost z prosttedi maloobchodu realizovaného prosttednictvim kamennych prodejen a e-shopt.
Vysledky v grafické podobé nabizi graf ¢. 1.
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GRAF 1: PREKAZKY BRANICI V POSKYTOVANI ZPETNE VAZBY, ZDROJ: VLASTNI ZPRACOVANT

Z grafu C. 1 ztetelné vyplyva, Ze mezi tti zakladn{ ptekazky, které brani v poskytovani zpétné
vazby, patti:

| 1. nutnost vénovat tomu neptimétené velké mnozstvi casu,

| 2. pocit, Ze je to zbytelné, a

| 3. nemoznost sdélit zpétnou vazbu vyhovujicim zplisobem.
Dalsi ziskané odpovédi majf tak malou Cetnost, Ze v porovnani se ttemi vyse uvedenymi nej-
¢astéjsimi variantami jsou zanedbatelné. Pti¢inou takového vysledku vSak mize byt fakt, Ze
kromé ttech vySe uvedenych nejcastéjSich variant museli respondenti své dalsi alternativni od-
povédi formulovat do kolonky ,jiny dlivod”, coz nemuselo byt pro nékteré respondenty lehké,
a tak si pro zjednoduseni vybrali pouze z nabidnutych odpovédi.

Dal$i otdzka v dotazni-

ku se tykala bodového ohodnocent stimuld, které podporuji poskytovani zpétné vazby. Celkem
bylo nabidnuto Sest rliznych stimultl a respondenti je méli za Ukol ohodnotit na Skéle od 0 do

10, pti¢em? platilo, Ze 0 = naprosto nedtileZité, 10 = velice dilileZité. Graf ¢. 2 graficky znazorru-
je vysledek v podobé sémantického diferencialu.

2.2 Stimuly podporujici ochotu poskytnout zpétnou vazbu

Jednoduché pfedanilodeslani nazoru

Garance ziskani odpovédina nazor

N

velice dilezite

Ptipsani bodd v rdmci vémostniho programu

Prislibeni slevy na dalsi nakup

naprosto nedileiité

Prislibeni malého vécného darku pro kazdého

MoZnost vyhrat hodnotny darek ve slosovani /

GRAF 2: STIMULY PODPORUJICI OCHOTU POSKYTNOUT ZPETNOU VAZBU, ZDROJ: VLASTNI
ZPRACOVANT

Z grafu ¢. 2 vyplyvé, Ze pro respondenty je naprosto nejdutleZitéjsi jednoduchost ptedani/
odeslant ndzoru. Poté nasleduje ptislibent slevy na dalst ndkup, coZ mé jiz charakter jisté
odmény. Na tret{ pozici se umistila garance ziskani odpovédi na nazor. Z uvedené trojice
stimulll je patrmé, Ze pro respondenty neni absolutné nejdtlezitéjsi néjaka odmena ¢i darek,
ale prosté zajisténi toho, aby mohli sviij nazor snadno ptedat. Sbér zpétné vazby od zakaznikli
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je ve své podstaté aplikact marketingového vyzkumu. Proto je mozné vyse zjisténé vysledky
srovnat s obecnymi doporucenimi pro stimulaci zékaznikd, aby byli ochotnéjsi participovat
v libovolném marketingovém vyzkumu. Ramshaw (rok neuveden) uvads{ tti zakladni
doporuceni, jak stimulovat zakazniky:

| navehnout vyzkumné Setteni co nejkratst (pouZit napt. kratké dotazniky),

| skute¢né vyuzit ziskané informace (zdkaznici maji schopnost si v§imnout, zda jejich

Usill pti sdélovani nazorl neptislo nazmar) a

| ptipomenout se (ptipomenout zdkaznikovi, Ze m& mozZnost vyjadrit se).
Prvni a druhy bod tohoto vy¢tu koresponduje s vyse zjisténymi vysledky: jednoduchost pteda-
ni/odeslani nazoru spociva jiz v ndvrhu vyzkumného Settent, kdy se dba na to, aby zakaznika

ptiliS nezatéZovalo. A jako urcity projev skute¢ného vyuZiti ziskanych informact je mozné pova-

Zovat garanci odpovédi na zaslany nazor.

Prosttednictvim

2.3 Dal$i podminky zvy3ujici ochotu poskytnout zpétnou vazbu
oteviené otazky byli respondenti dotdzani, za jakych dalsich podminek by se zvysila jejich
ochota poskytovat maloobchodlim své nazory. Respondenti zde neméli Z4dné varianty na vy-
bér, museli sami formulovat své odpovédi. V rdmci své odpovédi mohli uvést i vice podminek.

Ziskané odpovédi byly nasledné zakédovany do deviti rdiznych kategorii, které detailné
shrnuje tabulka ¢&. 2.

Kategorie Uptesnéni podle odpovédi ziskanych od respondenttl

vécny darek; finanén{ odména (napt. ziskani slevy); odména

1 | Ptislibend odména G4 o p
v bodech (ptipsani bodl v rdmci vérnostniho programu)

prijemné vystupovani personélu; také osobni kontakt (ve

2 | Ptijemny personal smyslu ,zéleZ{ na lidech")

niciativni p¥i{stup pod- | personél se pta zakaznikll na jejich ndzory; zajistént lepsi in-
nikatelského subjektu formovanosti o moZnostech, jak predat nazor

Jednoduché a/nebo tech- | rychly a ¢asové nenaroény zplisob predani ndzoru; resp.
nicky atraktivni teSenf | uZivatelsky atraktivni zptisob ptedani ndzoru

. ; ; vlastni zajem na odstranéni nedostatku, ktery se zakazni-
Zakaznikova vlastni

5 ! ka osobné dotyka (napt. situace, kdy se jedné o zakaznikovo

motivace A . ; " Y <1

Casté misto nakupu); vlastni potteba néco sdélit

Dostatek ¢asu na strané ) oy
6 |_, , pocit dostatku volného ¢asu

zdkaznika

) . moznost podivat se na ndzory ostatnich a na néasledné vy-

Zaruka, Ze nézor . . . . ,

7 hodnoceni; garance odpovédi na poskytnuty nazor; viditelné

neskonct v kosi s v,
zmény k lepsimu

Zadné stimuly nedok&Z{ podnitit aktivitu; rovnéz chybf

8 | VSe je marné U . )
J jakakoliv osobni motivace

,nic mé nenapada’, ,zadné dalst podminky nemam®, ptipadné

9 |Nevim bez odpovédi (= otdzka nebyla zodpovézena)

TABULKA 2: DALST PODMINKY ZVYSUJiCi OCHOTU POSKYTNOUT ZPETNOU VAZBU
ZDROJ: VLASTNI ZPRACOVANT
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Pro Ucely statistického vyhodnoceni dalsich podminek, které by zvysily ochotu poskytnout
zpétnou vazbuy, byla vynechana kategorie uvedend v poslednim tadku tabulky & 2 (tj. ,Nevim®),
protoZe v mnoha ptipadech Slo o zjevné preskocenou otazku, kdy se respondentovi nejspise
nechtélo premyslet a formulovat svoji viastni odpovéd. V lepsim pripadé respondenti uvedli od-
povédi typu ,nic mé nenapad4” nebo ,Z&dné dalsi podminky nemam’, ¢tmZ mnohdy vyjadto-
vali, Ze za dostate¢né povaZzujt stimuly, jeZ jsou predstaveny ve vyse uvedeném grafu ¢&. 2. Po
vyclenéni kategorie ,Nevim" ze statistického zpracovani zlistalo osm dal$ich podminek. Graf

¢. 3 zobrazuije jejich Cetnosti.
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GRAF 3: DALSI PODMINKY ZVYSUJICI OCHOTU POSKYTNOUT ZPETNOU VAZBU, ZDROJ: VLASTNI
ZPRACOVANT

Z grafu ¢. 3 plyne, Ze respondenti by ve véci poskytovani zpétné vazby nejvice ocenili
nésledujici trojici podminek:

| 1. dostat z&ruku, Ze poskytnuty ndzor neskonci v kosi,

| 2. mit k dispozici jednoduché a/nebo technicky atraktivni teSeni pro predani ndzoru a

| 3. ziskat ptislibenou odménu.
Z toho vyplyv4, Ze pro respondenty nejsou absolutné nejdileZitéjsi hmatatelné odmény, ale po-
cit, Ze jejich snaha pti formulovani zpétné vazby neptijde nazmar (takiikajic ,neskonci v kosi").
Vhodnymi diikazy, Ze ndzor skute¢né nebude bagatelizovén, jsou podle vyjadieni respondentt
tyto praktiky:

| moznost nahlédnout na nazory ostatnich,

| moZnost nahlédnout na celkové vyhodnoceni ziskanych zpétnych vazeb od zakaznikd,

| odpovéd ze strany podnikatelského subjektu na ptedanou zpétnou vazbu a

| viditelny dopad.
Kromé zaruky, Ze zpétna vazba skute¢né neskondi v kosi, zmitiovali respondenti jako vhodny
stimul existenci jednoduchého a/nebo technicky atraktivniho zptisobu, jak predat nazor. Jed-
noduchost miiZe byt zajisténa naptiklad prosttednictvim vhodné formulace otdzek - je idedIni
nepouzivat vypisovact otazky, které vyZaduji, aby zakazntk formuloval svoji odpovéd vlastnimi
slovy. Ve své podstaté respondenti potvrdili své odpovédi zndzornéné na vyse uvedeném gra-
fu €. 2. Z uvedeného vyplyva, Ze ochotu poskytnout zpétnou vazbu podporuji hlavné vnéjsi sti-
muly, tj. vnit¥ni motivace se nezd4 byt rozhodujict.

2.4 Syntéza vysledkil Syntézu zjisténych vysledkl je mozné shrnout do tabulky €. 3,
ktera na levé strané uvadi ptekazku branict poskytnuti zpétné vazby zdkaznikem a na pravé
strané navrhuje teseni, jak se s danou ptekazkou vypotradat. Tato tabulka obsahuje doporucent

pro podnikovou praxi, odvozena ze zjisténych vysledku.
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Ptekazka Resent
=> Vlytvoteni takovych podminek, aby zakaznik mohl
1 Nutnost vénovat tomu svijj nazor jednoduse predat/odeslat
neptimétené velké mnozstvi ¢asu |=> Zatraktivnéni zplisobtl slouzicich k ptedani
nazoru
Pocit, %e poskytovan{ zpétmé vaz- => Garancelzwka/m odpovédi na ptedany/odeslany
2|y e shytetne nézor od zakaznika
v Je 2Dy => Ptislibeni odmény
3 NemozZnost sdélit zpétnou vazbu | => Vytvoteni takovych podminek, aby zakaznik mohl
vyhovujicim zptisobem svij n4zor jednoduse predat/odeslat

TABULKA 3: JAK SE VYPORADAT S PREKAZKAMI BRANICI POSKYTNUTI ZPETNE VAZBY ZAKAZNI-
KEM, ZDROJ: VLASTNI ZPRACOVANI
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Résumé CUSTOMER FEEDBACK IN RETAILING: BARRIERS AND INCENTIVES

PART I.

Customer feedback which can have a form of their opinions, comments, suggestions or

reviews is a valuable source of information that should not be ignored. However, cus-
tomers can perceive some barriers that block willingness to give feedback. This is the
reason why it is vital to identify such barriers and in addition to that, it is also use-
ful to find out what kinds of incentives are able to raise customer willingness to give
feedback.

This paper focuses on the area of retailing. The undertaken research among univer-
sity students has shown that the basic barrier is the necessity to devote to feedback
unreasonably huge amount of time. This barrier is followed by the feeling that giving
customer feedback is pointless. The third reason why customers do not want to give
their feedback is the impossibility to do it through a way that will be convenient for
them.

There are multiple ways how to stimulate customers to give their feedback: creating
such conditions that enable easy delivery of the feedback, creating of way that will be
supporting to obtain customer feedback via its attractiveness and extraordinariness,
then guarantee of a response to the obtained customer feedback or promising a re-
ward. Principles of so-called gamification can be used for the enhancing the mentioned
attractiveness.
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CULTURAL DISTINCTIONS BETWEEN
THE COUNTRIES AND DIFFERENCES IN
LEVEL OF DEVELOPMENT OF REGIONS
IN THE SAME COUNTRY: WHAT IT IS
MORE IMPORTANT FOR SALES ON B2B
MARKETS?

There is a hypothesis, that in modern conditions on sales on B2B markets it is easier
to seller to interact with potential buyers from the different countries with different
cultural but equal socio-economic level of development, than with buyers in the same
country with equal cultural, but different regional socio-economic level of develop-
ment. For example, in sales of the industrial equipment, computer programs, it is eas-
ier to seller to find common language with buyers from Vienna, Chicago or Moscow,
than with buyers from Moscow and a small Russian town. From the point of view

of communications in B2B sales, the difference in level of social and economic devel-
opment of region becomes more important, than cultural distinctions between the
countries.

The similar hypothesis can be put forward also for purchases. It is easier to buy
the B2B goods and services in regions of one social and economic level of develop-
ment in the different countries, than in regions of a different social and economic lev-
el of development in the same country. Possibly, given phenomena are characteristic
not for all countries and not all branches.

How much cultural distinction between the countries it is more important than
distinctions in level of social and economic development of regions in the same coun-
try? Whether is differentiation in economic level of development of regions a basis
of cultural distinctions in the country? How much the urbanization level of the coun-
tries influences cultural distinctions between the countries and on cultural distinc-
tions in the same country?

Introduction

There are different points of view on what is important in business
communication: cultural differences between countries or differences in organizations’
development (size of a company, scale of operation, purposes, position within the industry,
staff's education and other indexes of business development).
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One of the components of national culture, for example, is language. However, the language
can be considered not only as a component of national culture (variety of dialects, idioms,
etc), but also well as a necessary condition for business communication (Melitz 2008). n this
sense competence in Business English as a means of communication, both inside and outside
the organization, is an indicator of the level of its development.

Official data shows that from the beginning of the XXI century, exports of goods from
Russia outside of the Commonwealth of Independent States increased by more than 5 times,
the import of goods from these countries into Russia increased by more than 12 times (Fig-
ure 1), the trade goes on almost 100 commodity groups and categories (excluding services).
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FIGURE 1: EXPORTS AND IMPORTS IN RUSSIA IN 2000 AND 2013, SOURCE: AUTHORS

In this regard, the number of foreign senior managers often attracted for reducing the factor
of intercultural differences falls due to the Government's cutting of quotas volume (now
about 75,000). Nevertheless, the demand for them still exists because companies need not only
knowledge of the language, but also certain mental characteristics.

The question of cross-cultural differences and differences in the level of companies’
development is nothing new. In fact, it defines the organizational structure in sales de-
partment. In this case, there are managers assigned to specific regions and key account
managers. In the Russian context, it is quite running business paradigm for operating with
dealers and retailers. Suppose key clients are federal networks and distributors, and region-
al managers administer regional networks and «unit» retailers.

However, entering the international market, the task becomes third dimensional: the
first dimension is the company level, the second is the level of a region and the third is cul-
ture factors. It is more likely that this scheme also exists in Russia because Russia is a coun-
try with big territory and many cultural features. From the economics and logistics point of
view, it makes sense to allocate the regional zone "South" and further to allocate the Cauca-
sus separately, as a region with sharply expressed cultural differences.

This raises several questions:
| 1.1s it possible to allocate the key customers on the global market?
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| 2.1s a manager able to interact effectively with international customers from different
regions, such as the US and China?

| 3. What factors should form the basis of the separation of areas of responsibility, of
managers?

As a working hypothesis, we assume that the manager is able to work with companies of one
level of economic development, but with a different cultural code.

Neil Rackham (2014) guesses when interacting on the B2B markets in Russia the differ-
ence in the level of economic development of regions within a country is more pronounced
than the cultural differences between countries. Approaches in sales to large companies lo-
cated in highly developed cities in different countries may be the same. However, within the
same country sales companies in towns and cities require different approaches.

The example of Russia may be is connected with that there are significant cultural
differences across a huge land mass (Turovski 2005). Probably, it is not true for Germany,
where a contractor from Munich would have more understanding of a customer's needs in
Muensterdorf (a small village north of Hamburg) than a customer's needs in London.

1 Cultural distinctions

Gunes Gokmen in his work "Cultural Diversity a Barrier to
Riches?" (2013) examined the intensity of trade relations by the cultural proximity. Cultural
differences were considered in this work as a barrier to international trade. It is the source
of uncertainty in any negotiations and the need of additional non-information costs for
participants. Gunes Gokmen used four parameters to measure the degree of cultural
differences: the membership of a particular civilization, religion, ethnic group, unlike the
language used. Division into civilization was conducted in accordance with the classification
of S. Huntington (Huntington 1996), and division by religion, ethnicity and language in
accordance with Ellingsen’s researches (Ellingsen 2004). There were also taken into account
additional parameters - geography, policy and economy. In the end, the author concluded that
cultural differences reduce the intensity of bilateral trade and cultural proximity promotes
economic interdependence.

However, different national cultures may not be so different. G. Hofstede (Hofstede 2006)
defines culture: "Culture is the collective programming of the mind distinguishing the mem-
bers of one group or category of people from others". There is no mention of nationality
in this definition. That is why culture can be considered as «collective programming of the
businessmen mind» and in this sense, we can talk about the different types of organization-
al cultures. The model of G. Hofstede now uses six characteristics of national cultures to
understand their similarities and differences: Power Distance, Individualism versus Collec-
tivism, Masculinity versus Femininity, Uncertainty Avoidance, Pragmatic versus Normative,
Pragmatic versus Normative. Scientists and experts all over the world are interested not
only in difference of national cultures but also in its similarities. In a comparative context,
the question is put in such a way: how we are different or similar to others.

The primary research (1967-1973) included the first four characteristics and was based
on a study of employees of one corporation - I1BM, who held one corporate culture. The
emergence and development of international (transnational) corporations, globalization
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makes difference in national cultures secondary to business objectives. Hofstede’s model in
this context is used in order to understand how similar the national cultures are.

There are the list of universals in all the world's cultures that are the set of basic, uni-
versal, humanitarian, ethical values and norms. These universals form the community of cul-
tures and can be seen as the foundation of mutual understanding and interaction between
representatives of different nations (both sides during the sale process), the basis for the es-
tablishment of business contacts. However, there are a number of specific characteristics of
each individual culture in addition to universals that bring nations together.

It is necessary to evaluate the significance of specific characteristics to understand the
possibility of doing business with the representatives of different nations.

ntercultural communication supposes the knowledge of the other culture’s code, espe-
cially language, rules of behaviour, psychology and mentality. The combined effect of the
communicative code in the communication process is called communicative mode, and ex-
actly the ability to move freely to the appropriate communicative mode is the highest level of
competence in this matter. If there is absence of such competence, manager will communi-
cate with other culture bearers and evaluate them based on his own national rules that may
impede communication.

Currently, there is a present trend of consolidation of national identity in addition to the
trend of globalization, when own culture is put at the forefront (Petrovi¢ and Antevski and
Vesi¢ 2008). However, in cross-cultural communication ethnocentric presentations are ac-
companied by incorrect estimates in the outlook of communication partners.

R. D. Lewis’s research (Lewis 2006) emphasizes three types of cultures - linear-active,
multi-active and reactive, which are interpreted by the author as the types of nations.

Is it possible to use this classification for the Russian market, what type of culture are
the Russians themselves; has the type of culture any impact on the trade relations? We see
again a lot of questions that are worth exploring.

Perhaps, during the customers and partners’ segmentation it is worth doing some re-
minders or the maps of difference, as did for example R. D. Lewis in his article about how to
interact with Russian effectively. There were allocated 10 principles that must be followed
when dealing with them:

| 1. Be patient.

| 2. Be personal.

| 3. Be clear and explicit.

| 4. Be firm.

| 5. Remember the power of the spoken word.

| 6. Be prepared for some soul-searching.

| 7. Expect some theatricality and sentiment.

| 8. Be ready for a more collective approach.

| 9. Remember Russians' essential conservatism.

| 10. Be aware of extreme contrasts.

However, entrepreneurs are also more likely not to commit domestic partners, but to identify
important and not important reasons that favour or oppose the understanding. The most
import for them are the language and legislation of the countries they make contact. Although
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English is the international business language, it's better to know the national language in
order to establish the psychological contact with whom you are dealing with. The legislation
simply does it possible or impossible to do business with representatives of a foreign country.
The authors of some studies suggest analyzing the region's economy and firms to deter-
mine the way they use their cultural codes in negotiations. Negotiation styles have a wide
range of options. In understanding your own style manager is better able to understand the
negotiation styles and approaches of colleagues from other cultures (Salacuse 2003, 2005).

Another point of view suggests that cultural factors are not as important as the rules es-

tablished by different alliances and integration unions. Every year globalization, in the form
of globalization of production (Hill 2005) and/or globalization of marketing gives new op-
portunities for trade between countries. The possibility of exchanging goods and servic-

es around the world, the export of products to the most remote countries, the possibility of
production transfer to other countries, the advances in communication and IT technologies
- all these factors define a platform for world trade. Global economic integration establishes
the rules of the game. Organization integrators (EU, NAFTA, WTO, and OPEC) increasingly in-
fluence on processes on international trade arena (Spooner 2014).

In addition to the concept of "culture" related to nationality, there is the term "subcul-
ture". Primarily, the concept of subculture was associated with the concept of national culture,
where there was pointed out a certain group of people (a minority), differed from the major-
ity by behaviour, language (slang), clothing, values, etc. Then the concept of subculture had
moved away from the concept of national culture and became more international. Bringing
people together in subculture groups was constructed by professional (doctors), demograph-
ic (youth subcultures), value-conscious ("green”, yuppie) characteristics. Subcultures began to
consolidate the national cultures. Hence, the successful cooperation between the organiza-
tions worldwide may determine the existence of certain general "organizational subcultures."

The level of organization development (staff education, the use of modern technologies
in production and management) forms such general subculture (Steers and Sanchez-Runde
and Nardon 2010).

2 Regional differences in Russia In Russia, the level of development of business inland
due to the availability of resources that varies depending on the region the organization is
located in: Moscow (capital), big industrial or regional centre (Saint-Petersburg or Novosibirsk)
or province (Vologda). From the point of view of international business especially important
Tesources are:
| 1. Availability of educational institutions providing personnel with high qualification
that meets the requirements of international business.
| 2. Access to financial resources.
| 3. Fast access to state organizations, solving different questions in business dealing.
| 4. Regional logistic opportunities.
| 5. The possibility of obtaining primary data from certain people (not from nternet or
Media), affecting business.
| 6. Effective demand within the region in both B2B and B2C markets.
| 7. The psychological type of people in region.
| 8. And other parameters.
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Figure 2 of authors demonstrates concept of impact of the level of region development on
the interaction of organizations.

Developed region Developed region
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FIGURE 2: THE LEVEL OF INFLUENCE OF REGION DEVELOPMENT ON THE ORGANIZATIONS IN-
TERACTION, SOURCE: AUTHORS

Let us look more closely on the differences in levels of Russian regions development. We

offer a look at this problem analysing Human Development mdex (HDI), which is annually
published by UN for cross-country and interregional comparison of standard of living, literacy,
education and longevity. The strong gap in development of Human Development Index in
different regions is peculiar to Russian Federation. Life in the most prosperous Moscow,

Saint Petersburg and Tyumen Region is compared with life in Poland, Czech Republic or Baltic
countries; quality of life in the poorest regions like Republic of Tuva, the Ingush Republic is
comparable with quality of life in Guatemala or Tajikistan.

The serious gap in Human Development Index between regions slows down the overall
development of the country. Also the possibility of objective appraisal of human potential is
impossible due to intraregional inequality in people’s income, as well as large heterogeneity
within the region (the regional capital is richer then municipalities).

The other serious problem is imbalance in development of single parts of human poten-
tial (income, education and longevity). In particular in Russia the education index is very
high - 0.913, while the index of longevity is only 0,671, and income index is 0,703. Only third
part of regions have relative balance, quite half of regions have worst indicators of balance
in regions, while in export of raw materials regions the index is overvalued.

In spite of all existing problems, dynamic and sustainable growth of HDI in all regions of
Russia is observed. According to 2014, more than 20% of Russians are living in safe and suc-
cessful regions, while 10% are living in depressive regions. Moscow is considered to be the
most successful region in all three criteria, also first places in the list occupy areas, which
are engaged in oil and gas, the most successful region after Moscow is Tyumen Region, the
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total HDI index of Tyumen region is equal to Saint Petersburg index, but is far behind in edu-
cation and medicine level, however high level of income compensates it.

Heterogeneity in regional development is becoming a serious barrier to market B2B.
There is a question, with whom it is more convenient to do business with partners within
their own country (but at different stages of development), or with partners from foreign
countries. Certainly, we cannot find correct answer for this question, because there are a
large number of factors affected on final result.

3 Research

For primary validation of hypotheses, the pilot research has been carried
out. The method of the research is questionnaire in the nternet. All respondents answered
all questions. The purpose of this study - to test the questionnaire on a small sample of
respondents:

| 1. How clear respondents questions.

| 2. 1s it possible to compare different categories will treat this as respondents?

| 3. That the respondents write in free review regarding the purpose of the study, which

is formulated in the title.

53 respondents — managers of the various Russian companies, have taken part in the
research. Exceeding the small sample volume - more than 30 observations - gives us the
opportunity to use the calculations with the criteria of the normal distribution (Malhotra
2010). With so many respondents the maximum sampling error is no more than 13.1% with
a probability of 95%. However, the actual mean error with the variation in the responses of
the respondents even less - 12.4%. That is, answers with interest below this border are not
statistically significant.

In this case, also need to adjust to the fact that respondents are including experts in
their field: though their number and it is not known, standard procedures for calculating
the required sample size for this case is not entirely applicable. Simple calculations required
number of experts is also not suitable because we do not do in-depth interviews, and con-
ducting a survey on the questionnaire. Thus, it can be argued that the observation error
does not exceed 10%. However, you must complete a study to test the hypothesis based on
quotas staff grade, industry, etc.

3.1 Questionnaire The questionnaire consisted of five questions (except the questions
characterizing respondents).
| 1. Choose more true from your point of view the statement for your branch (sphere) of
business (only one variant of the answer):
| The placement of the organization in the country (the developed large city or a prov-
ince) is more important at interaction, than its national identity.
| The organization national identity at interaction is more important than a placement
of the organization in the country (the developed large city or a province).
| It is impossible to compare on importance for interaction a national identity of the
organization and development of a city in which the organization is located.
| 1 find it difficult to answer this question.
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| 2. Choose more true from your point of view the statement for your branch (sphere) of
business:

| For successful interaction of the organisations, the identical level of development of
business of the companies is more important, than their national identity.

| For successful interaction of the organisations, the national identity of the compa-
nies is more important than an identical level of development of their business.

| tis impossible to compare on importance for interaction a national identity and a
level of development of business of the co-operating organisations.

| 1find it difficult to answer this question.

How much true the following statements (from 1 to 5: 1 — completely disagree,
5 - completely agree)?
| 1. The business level of development in Russia considerably depends on, whether there
is an organization in the big city (capital, the large industrial, regional centre) or in a
province.
| 2. Quality of interaction between the organisations now more depends on business
skills of managers, than from a national identity of the organisations.
| 3. Globalization of economy is now more important than a national identity of the
business.

3.2 Profiles of respondents Profiles of respondents:

| 1. 53% work in the Russian organisations, 14% - in joint companies, 33% - in foreign
companies (in Russia).

| 2. 13% - top managers, 46% - middle managers, 41% - specialists (ex officio).

| 3.45% basically are focused on work outside of company, 8% for work only inside the
organization, 47% approximately fifty-fifty spend efforts to work inside and outside
the company.

| 4. 75% of respondents have an operational experience (not single, but a constant) with
foreign partners. It has been named more than 40 countries of foreign partners (from

the South Africa to Sweden, from Pakistan to Chile).

3.3 Answers and opinions It is noticeable, that among all respondents saying about
the impossibility of comparing the national identity and the development of the region and
that the development of the region is more important than nationality almost equal (confirms

our hypothesis) (Table 1).

Answer All respon-
dents, %

The placement of the organization in the country is more important, than its 37

national identity

It is impossible to compare on importance a national identity of the organiza- 35

tion and development of a city

I find it difficult to answer this question 16
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The organization national identity is more important than a placement of the

o 12
organization

TABLE 1: COMPARISON OF NATIONAL IDENTITY AND THE DEVELOPMENT OF THE REGION,
SOURCE: AUTHORS

n answering the question "What is more important for the interaction: the level of business
development, or national identity," the majority of respondents (49%) decided that these two
parameters cannot be compared with each other. However, of the remaining 51% almost 35%
said that the level of business development is more important than national identity (Table 2).

All respon-

An T

swe dents, %
It is impossible to compare a national identity and a level of business A9
development
The identical level of business development is more important, than nation- 35
al identity
The national identity is more important, than identical level of business 8
development
I find it difficult to answer this question 8

TABLE 2: COMPARISON OF LEVEL OF BUSINESS DEVELOPMENT AND NATIONAL IDENTITY
SOURCE: AUTHORS

In general, respondents support the hypothesis that qualities of the manager and the
company's business is more important than nationality that globalization increasingly
determines the direction of business development, pushing into the background the
relationship between the two countries (Table 3).

All respondents,
average rank
Answer (1 - completely
disagree,

5 - completely agree)

Quality of interaction between the organisations now more de-
pends on business skills of managers, than from a national iden- | 4,4
tity of the organisations

Globalization of economy is now more important than a national

identity of the business 39

The business level of development in Russia considerably de-
pends on, whether there is an organization in the big city (capi- |3,7
tal, the large industrial, regional centre) or in a province.

TABLE 3: COMPARISON OF LEVEL OF BUSINESS DEVELOPMENT AND NATIONAL IDENTITY
SOURCE: AUTHORS
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3.4 Conclusions

The study was a pilot aimed at understanding the problem of
respondents and quality testing of asking questions. Based on its results cannot make
informed conclusions, because the sample was quite small. Further studies should be carried
out in the following directions:
| 1. Make a decision about the possibility of comparing the location of the organization
within the country and its national identity in the interaction of organizations from
different countries.
| 2. Make a decision about the possibility of comparing the level of development of the
organization and its national identity in the interaction of organizations from differ-
ent countries.
| 3.1s it possible to hypothesize about the impact of the location of the organization in
the country on the level of business development?
| 4. Increase the size of the sample and decide how to structure it: by industry, location,
organizations within the country or other parameters.
| 5. Include in a sample only representatives of organizations with experience of interac-
tion in the international markets.

On the most of the questions the research were obtained ambiguous answers. However, we
can say exactly that the managers attach much more importance to the skills of its partners
than their national or regional (within the country) belonging.

Based on the analysis of secondary sources is also impossible to make a clear conclusion on
what is more important: the location of the organization within the country (province and or
industrialized region) or national identity. Perhaps, for some countries, it is important for the
development of business is located in the industrialized city (e.g, Russia), and for some coun-
tries, the development of business is not determined by the location in the industrialized city.

Further research question posed in the title of the article, in our view, it is necessary to
associate with the "similarity" countries of a certain dimension, for example, according to
the model of Hofstede. The idea of this article arose based on data obtained in Russia, so it
is possible hypothesis posed in the title of the article, is valid only for Russia and "similar" to
the Russian countries.
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Résumé KULTURNE ROZDIELY MEDZI KRA]JINAMI A ROZDIELY V UROVNI ROZVOJA
REGIONOV V RAMCI KRAJINY: CO JE DOLEZITEJSIE V PREDA]I NA B2B TRHOCH?

Existuje hypotéza, Ze v modernych podmienkach predaja na B2B trhoch je jednoduchsie
predajcovi spolupracovat s potencidlnymi kupujiicimi z réznych krajin s odliSnym kul-
turnym, ale rovnakym socidlno-ekonomickym zdzemim, ako s kupujticimi v tej istej kra-
jine, s rovnakym kultirnym, ale rozdielnym socidlno-ekonomickym zdzemim. Napriklad
pri predaji priemyselného zariadenia alebo pocitacovych programov je pre predajcu
Iahsie ndjst spoloénti rec s kupujticimi z Viedne, Chicaga alebo Moskvy, neZ s kupujtci-
mi z Moskvy a malého ruského mesta. Z hladiska komunikdcie v predaji na B2B trhu sa
stdva rozdiel v tirovni socidlneho a ekonomického rozvoja regiénu ovela déleZitejsi, ako
kulttirne rozdiely medzi krajinami.

Podobnil hypotézu mozZno vyjadrit aj pre ndkupy. Je jednoduchsie ktipit tovar a sluz-
by na B2B trhu v regiéne s rovnakou socidlnou a ekonomickou troviiou rozvoja v réz-
nych krajindch, ako v regiénoch s odlis§nou troviiou socidlneho a ekonomického rozvoja
v tej istej krajine. Hoci, moZno uvedené javy nie su charakteristické pre vSetky kraji-
ny a Nakolko je rozdielnost kulttiry medzi krajinami déleZitejsia ako rozdielnost v tirov-
ni socidlneho a ekonomického rozvoja regionov v tej istej krajine? Alebo je diferencidcia
ekonomickej tirovne rozvoja regiénov zdkladom kulttirnych rozdielov v krajine? Ako
ovplyvriuje tiroveri urbanizdcie v krajindch kulttrne rozdiely medzi krajinami a vplyva
na kulttirne rozdiely v tej istej krajine?
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BRANDING LOCATIONS: CREATING
CONSISTENT AND EASY TO
REMEMBER MESSAGES

Argentinian cattle meat, Kobe beef, or New York striploin have been well acclaimed location-
connected brands by non-veg culinarians from all around the world, at best complemented
with Idaho potato wedges on side and watered down with a decent upmarket French wine.
Certain locations have simply been connected with tradition for certain products and have
been widely recognized for their well-defined category excellence. Country-of-Origin effect
belongs to the most popular marketing research domains since three decades. Worldwide-
operating companies have long been aware that country of origin benefits can be trans-
ferred through thetr brands. Foreign direct investment theories outline location-specific

factors as crucial elements for opening-up a new business territory. It has been demonstrat-

ed a number of times that brand associations with a country (or destination) have been rel-
atively long-lasting and change only at a very slow pace.

In sharp contrast, it seems, here and there have been national campaigns of several
countries trying to disseminate sometimes contradictory brand images. The Expo 2015 in
Milano offers a good example. Whereas the overall theme for the exhibition is energy and
food-production sustainability, only a few exhibiting countries linked their pavilions to their

long-supported country brands. For instance, Hungary went to the Expo with “From the Pur-

est Sources” exhibition, whereas its tourism country brand is being “Think Hungary — More
than Expected”. (This is not to mention the odds of such a country claim in light of the re-
cent European migration crisis.) Slovakia, on the other hand, with the motto “World into the

Pocket” fits the image of the successful “Little Big Country” brand, which created positive re-

verberation internationally.

Another challenge for destination brands is building country messages around strong
themes which resonate in all spheres of life and might stimulate long lasting repercus-
sions. Most countries push separate brands through their tourism promotion agencies,
largely disconnected from brands communicated through investment or export promotion
institutions. One example for all might be Canada. It has been well kept secret that sever-
al Canadian companies hide their origin from international customers. Its tourism brand
has been for decades associated with greenery and nature, most recently communicated
through the claim “Keep Exploring”. The green hiking image might be undesirable for export
businesses or for the Canadian investment commission, which attempts to picture Canada
as a landing spot for innovative industries. Monte Negro has recently shown another chal-

lenging branding exercise: tourism brand stands at “Breathtaking Beauty”, while Expo exhib-
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it claims "Healthy with Every Bite!l", yet the key problem might be reaching the recognition of
the Monte Negro itself.

Linking tourism and industry country images takes ingenuity. Italy focuses long on high
fashion and quality food, vet its Expo display is labelled “Nursery of Italy”, its tourism brand
trumpets simple “Italia’, and the investment brand does not go further than saying “invita-
lia". The country or the location itself serves as a major brand vehicle. Understandably, not all
countries have been just as distinctly recognized as Italy. Howevey, all countries have first to
achieve their country name awareness before they can link any specific associations to their
brands.

Résumé ZNACKY PRO LOKALITY: JAK VYTVARET KONZISTENTNI A SNADNO ZAPA-
MATOVATELNE CLAIMY
Brand management je vyznamnym tématem nejen pro podniky, ale i pro verejné insti-

tuce, a v neposledni radé je i podstatnym faktorem pro vytvdieni zdamérnych asocia-

ci 0 zemich a destinacich v mezindrodnim mé¥itku. Hlavnim smyslem tvorby znacek md
byt snaha o odlisnost (¢i rozlisitelnost) a také vytvoreni v ase relativné stabilniho mys-
lenkového ¢&i emociondliniho obrazu na strané konzumentui znacek.

Na tirovni zemi Ize spattovat tii hlavni vyzvy pro budovdni znacek. Jednak je to
konzistence sdéleni, napr: provokovdni ustdlenych asociaci prostiednictvim komunika-
ce znacky zemé v oblasti turistické, investicni, i napr: p¥i hleddni vhodného motta pro
vystavni pavilén na letosnim Expu v Mildné. Druhou vyzvou je pak dosaZeni zndmosti
znacky jako takové, nebot nékteré zemé p¥i vytvdreni asociaci mohou opomijet, Ze aso-
ciace samotné miiZe byt oddélena od znacky pod dojmem emoce (zapamatovdni brand
claimu bez znacky samotné je zcela zbytné). Treti vyzvou miiZe byt vytvoreni prilis sil-
ného claimu, ktery neumoZzriuje zahrnuti jinych oblasti zdjmu do vnimdni znacky desti-
nace, to se projevuje napt: silnou turistickou image, kterd mtiZe byt negativné vnimdna
ze strany potencidlnich zahranicnich investorti nebo domdcich proexportné orientova-
nych firem.
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CROSS-CULTURAL BUSINESS
CONFERENCE 2016, STEYR, AUSTRIA

Casopis Marketing Science and nspirations sa stal partnerom zaujimavej konferencie, ktort
organizuje hornorakuska University of Applied Sciences Upper Austria na Fakulte manage-

mentu v Steyri. V dalsom texte VAm davame do pozornosti zdkladné informécie, ktoré publi-
kuje organizator konferencie. We are pleased to announce for the 5th time the international

Cross-Cultural Business Conference 2016 at the University of Applied Sciences Upper Austria.

The conference provides a platform for lecturers, researchers and practitioners to enhance
their knowledge and discuss latest developments in the fields of marketing, management,
business, higher education, and information and communication technology as well as inno-
vation. Join the Cross-Cultural Business Conference also for taking advantage of many net-
working opportunities and a cozy, family-like atmosphere on campus.

Scope of the conference This conference held at the School of Management in Steyr

(Austria) will predominantly focus on key management subjects of the study programme Glob-

al Sales and Marketing by taking a closer look at encounters in an intercultural environment.
The School of mformatics, Communications and Media in Hagenberg (Austria) will enrich the
conference by offering a special track on cross-cultural perspectives in the digital world.

| Authors are encouraged to prepare and submit papers for the following sessions:

| Session A: Global Business, Marketing, Sales and Service Management

| Session B: Higher Education Research

| Session C: Higher Education Teaching and Learning

| Session D: Innovation

| Session E: Human Resource Management

Publication opportunities After completion of the double-blind review process, au-
thors will be informed about acceptance, rejection or suggested modifications. Accept-
ed papers of participants who have paid the conference fee and presented their paper at
the conference will be published in the conference proceedings as well as in the abstract
proceedings, both with an ISBN number. The rigorous selection and review process will
lead to the nomination for best paper awards, which will then be considered for a journal
publication.

Organizers greatly acknowledge the following journal partnerships:

| Marketing Science and Inspirations, ISSN 1338-7944

| Business Perspectives and Research, ISSN 2278-5337

Further Information

Please register online at our website. There, you will be asked
to indicate the session you would like to participate in and to provide a short abstract of

max. 700 words by December 14™, 2015. www.fh-ooe.at/ccbc2016
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SUTAZ FLEMA MEDIA AWARDS 2015

Organizatori sutaZe FLEMA usporiadali tento rok uZ jej desiaty rocnik. FLEMA je jedind sutaZ
v Cechach a na Slovensku, ktora sa zameriava na medialne kampane a vyuZitie jednotlivych
mediatypov. Vdaka tomu umoznuje porovnanie trovne medidlneho planovania a inovativ-
nych komunika¢nych stratégii v oboch krajinach. V dalSom texte uvaddzame blizsie informa-
cie, ktoré ndm poskytli organizatori sttaze.

Nejlepsi medidlni kampané 1 '
v Cesku a na Slovensku t

2015
€LEMA::.
Mediélni kampané, které inspiruji

Medialne kampane prihlasené do sttaZe boli posudzované v 6 kategdriach: najlepsie vy-

uZitie TV, najlepSie vyuZitie digitalnych médii, najlepSie vyuZitie OOH, najlepsie vyuZzitie
radia, najlepsia kampari a najlepsia mald kampar. V ramci jednotlivych kategérif sa do uz-
Sieho vyberu prebojovali: najlepsie vyuZzitie TV (Jagermeister — Nehejtuj, fandi jako meister
/ Kaspen/Jung von Matt (cz) a kampan KB G2 - Hlava rodiny / PHD (cz)), najlepSie vyuzi-
tie digitalnych médii (AXE - Etiketa 21. stoleti /PHD (cz)), najlepSie vyuzitie OOH (Coca-
-Cola - Santova baliaca stanica / Starmedia Co. (sk); Obédy pro déti — Pomozte ndm nakrmit
déti jidlem a laskou / Comtech Group (cz) a kampan Volkswagen — Mluvici Golf Sportsvan /
Kaspen/jung von Matt (cz)), najlepsie vyuZitie radia (BeBe Dobré réano - Ranni vitézstvi /
CARAT Czech and Slovak Republic (cz+sk) a kampari RADOX - Slavik / PHD SK (sk)), nejlepsia
kampan (Milka - Posledni kousek /CARAT Czech and Slovak Republic (cz+sk); Strongbow -
Evelyn je strong / MADE BY VACULIK (sk) a kampari Vodafone Czech Republic a. s. - Trose¢nici
na D1 / OMD Czech (c2)) a v poslednej kategérii nejlepsia mald kampan (Darujte Vianoce -
Dobronosi / CARAT Slovakia (sk) a kampart RWE Gas - Hrejivé Vianoce / Starmedia Co. (sk)).
V rdmci tohtoro¢ného jubilejného roénika sutaze bude ocenend aj dlhodoba vykonnost
agentur na poli kreatfvneho pristupu k tvorbe medidlnych kampani. Na zéklade vysledkov
Vv jednotlivych ro¢nikoch sutaZe budu tento rok vynimoéne vyhlasené najuspesnejsie agentu-
ry z kaZdej krajiny ako Ceska agentura desatrotia a Slovenské agentura desatrocia. V kazdej
krajine je niekolko agentur, ktoré na toto ocenenie mohli siahnut. Konkrétne ide o tychto top
5 agentur po 9. roéniku zoradenych podla abecedy v Ceskej republike: MEC Czech, Media-
com Praha, MindShare (CZ), OMD Czech a Starcom MediaVest Group a na Slovensku: Carat -
Slovakia, digita.sk, MADE BY VACULIK / VACULIK ADVERTISING, MEC Slovakia a Starmedia.
Vitazi 10. roénika sttaZe Flema Media Awards boli vyhlasent na slavnostnom galavece-
re 22. oktébra 2015 na novej domovskej scéne stuboru La Putyka v Prahe. V piatich kategori-
ach zvitazili Ceské kampane a iba v jednej slovenska. Vitazmi jednotlivych kategéri sa stali:
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najlepSie vyuzitie TV (Jagermeister — Nehejtuj, fandi jako meister / Kaspen/jung von Matt
(c2)), najlepsie vyuzitie digitalnych médii (AXE - Etiketa 21. stoleti /PHD (c2)), najlepsie
vyuzitie OOH (Volkswagen - Mluvici Golf Sportsvan / Kaspen/Jung von Matt (cz)), najlep-
Sie vyuZitie radia (BeBe Dobré rano - Ranni vitézstvi /CARAT Czech and Slovak Republic
(cz+sk)), nejlepsia kampari (Vodafone Czech Republic a. s. - Trose¢nici na D1 / OMD Czech
(c2)) a v kategorii nejlepSia mala kampan (RWE Gas - Hrejivé Vianoce / Starmedia Co. (sk)).
Okrem toho bola udelena aj cena Grand Prix, ktort vyhrala kampar Vodafone Czech Republic
a. s. - Trose¢nici na D1 / OMD Czech (c2).

Specidlne ocenenie Ceské agentira desatrotia a Slovenska agentura desatrocia ziska-
la v Cechach medidlna agenturra Starcom MediaVest Group a na Slovensku Starmedia. Spo-
medzi Ceskych agentur sa na druhom mieste umiestnila Mediacom Praha a na tretom mieste
MEC Czech. Druhou ocenenou slovenskou agenturou sa stala MEC Slovakia a tretou digita.sk.

Organizatori sutaze vyhlasili su¢asne inovatfvnych zadavatelov kampani, kde na prvom
mieste skoncil Vodafone Czech Republic, na druhom mieste Mondelez nternational a na tre-
tom mieste Volkswagen. Podobne boli vyhlasené aj inovativne agentury. Prvé miesto obsadi-
la agentira Kaspen/Jung von Matt, druhé miesto OMD Czech a tretie miesto PHD CR.

VSetky vitazné kampane si je mozné pozriet na webovej stranke sttaze www.flema.cz
alebo v roenke FLEMA, ktoré vychadza v druhej polovici novembra.

RECENZIE | REVIEWS
TEXT | MAGDALENA SAMUHELOVA

VORISEK, KAREL A VYSEKALOVA,
JITKA, 2015. JAK BYT PRESVEDCIVY
A NEZTRATIT SE V DAVU.

PRAHA: GRADA PUBLISHING, 2015. 218 S. ISBN 978-80-247-5385-0.

Autormi recenzovanej knihy st zndme osobnosti ¢eskej spolocnosti, ktoré, ako sami pisu,
podlahli pokuseniu odovzdat svoje vedomosti a skusenosti ¢itatelom, najma tym, ktori sa
v dnesnom svete hladaju, ktori sa niekedy stracaji v sebe, ale aj v dave medzi ludmi. A to
sme ¢asto takmer my v3etci, bez ohladu na vek... Tato kniha je pre nas napisana...
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Je vhodné podotkntt, Ze ¢itatel mé& naozaj moznost uverit autorom ich poucné rady, lebo
sa moZze presvedcit o ich odbornej kompetencii v danej problematike. V celej knihe autori roz-
vijaju myslienky hladania a poznania vlastnej osobnosti, budovania osobného imidzu, hovo-
renia na verejnosti, presved¢ivého vystupovania vo vseobecnosti. Pridavaju k tomu mudre
a vyskusané rady a praktické postupy, ako tieto Zivotné kroky Uspesne zvladat. Kniha je roz-
¢lenena do Styroch kapitol. KaZzd4 kapitola pozostéva tieZ zo Styroch podkapitoliek a prisli-
chajuceho praktického cvicenia k téme.

Prva, Uvodné kapitola s ndzvom O cloveku: poznajme toho, s kym Zijeme — sami seba za-
¢ina hladanim odpovedi na vieobecné otdzky, ako: kto sme, ¢o nas vymedzuje, ako sa medzi
sebou odliSujeme, kam patrime a preco je toto poznanie také dolezité pre nas obraz v Zivo-
te, medzi aké typy ludi patrime, aké je nase zmyslové vnimanie. Potom autori zameriava-
ju pozornost na to, aby sme poznali aj druhych ludyi, inych ako sme my, aby sme poznali ich
nézory a postoje. Tato kapitola so struénym nahliadnutim do sveta ludskej psychiky konci
odporti¢aniami a radami autorov v suvislosti s rieSentm zataZovych situécif ako su konflikt,
stres a syndroém vyhorenia, aj s dotaznikovymi cvi¢eniami pre uvedené situdcie. Obsahom
praktického cvicenia v kapitole je osobnostny dotaznik MBTI, vychadzajici z poznatkov psy-
choléga Carla Gustava Junga.

Druhé kapitola ma nazov Od masky k imidZu. Autori v nej Citatelsky pritaZlivo a s pre-
hladom pisu o tom, ¢o je to imidZ, preco je doleZity pre ¢loveka, z ¢oho sa sklad, kto ho méa
a naco ho potrebuje. PiSu o tom, ¢o je osobny a profesionalny imidZ, ¢o je to charizma, ako
charizma prispieva k imidzu a ako je mozné stat sa charizmatickou osobnostou... Pridava-
ju kratke portréty vybranych svetovych charizmatickych osobnosti, uvazuji o stvislostiach
imidZu a vyskytu celebrit v medidlnom svete. Vychadzaju z toho, Ze imidZ je obraz ¢loveka,
aky prave je, ale aj obraz, akym by chcel byt. PiSu teda aj o idedlnom obraze ¢loveka a o ces-
tach k nemu, prostrednictvom zmeny imidzu tela, médy, farieb, ¢i orientalneho konceptu
Jing a Jang. Z&ver kapitoly tvor{ temer prakticky ndvod, ako si vytvorit viastny imidz, aby ¢lo-
vek bol taky, aky by chcel byt. Autori uvadzaju, Ze zainteresovany ¢lovek méze vyuzit koncept
osobného marketingu s klasickymi krokmi, méZe sa stat svojou vlastnou znackou a méze tak
dosiahnut Uspech v Zivote. Praktické cvicenie na konci kapitoly mu méze dat odpovede na to,
ako sa sam vidi a ako ho vidia druhf ludia.

Tretia kapitola je nazvana O komunikdcii a rétorike — hovorme spolu. Musim tu uviest, Ze
sa mi osobne paci nazov, ktory autori dali kapitole, lebo sa tiez priklariam k n4zoru, ze oba
fenomény st spojené nadoby. Jeden bez druhého je netipiny, dopliiaju sa.

Vediet hovorit, aby mi ludia rozumeli a vediet pekne a spravne hovorit... Autori vedia, Ze
sti¢astou tohto diania byva tréma, nasa verna stputnicka a preto ponukaju konkrétny ,re-
cept”, ako sa s Mou vysporiadat a pritom vedia, Ze to vedeli aj stari Toltékovia v ich Styroch
dohodéch... Autori v tejto kapitole uvazuju najma o tom, Ze sa uc¢ime vystupovat, hovorit, byt
recnikmi aj tym, Ze pozorujeme ludi, po¢tivame ludi, najlepsie, ak su to vzory, ktoré za to sto-
ja. Autori vedia, Ze poctvanie je tazkd intelektudlna praca nédsho mozgu, ktory okrem toho
stcasne robf aj dalsie aktivity. Maly exkurz o manipuldcii v rétorike, v intencidch myslienok
Réberta Cialdiniho, je prekvapivou a zaujimavou sucastou tejto kapitoly.

Daldia ¢ast kapitoly je presved¢ivym zamyslanim sa autorov nad aktom prejavu, nad
tym, ¢o robl prejav uspesnym, aky typ mdze byt recnik, aké publikum méZe byt a ako s nim
viest dialég. Zda sa, Ze optimalnou cestou, ako sa stat presved¢ivym vo vystupovani na ve-
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rejnosti, by mohla byt nepochybne asertivita s jej zndmymi pravami, ktoré moéZzeme, ale aj
nemusime Uplne akceptovat... ak sa chceme presadit medzi ludmi. Praktické cvicenie v kapi-
tole obsahuje test asertivity, ktory si ¢itatel moze urobit.

Ostatn kapitola s ndzvom O hlase - nasom hlavnom ndstroji presvedcovacom zact-
na mottom, ktoré sa mi velmi pozdava, lebo je priznatné pre obsah tejto kapitoly a preto ho
tu odcitujem: ,Dve mintty pred zaciatkom by som sa najradsej dal zbi¢ovat, nez by som za-
¢al, ale dve minuty pred koncom by som sa dal radsej zastrelit, nez by som prestal.” (Midrost
re¢nika telom a dusou.) Bude to asi pravda, aj inf re¢nici to zaZivali a uviedli... Ani hlasu, ani
dychu sa im nedostavalo...

V tejto kapitole autori zasvatene pojednavaju o vyznamnom prostriedku presvied¢ania
- 0 hlase re¢nika, o jeho podstate, o tvorbe, o ochrane, o dychani a o ,¢arovan{” s hlasom.
Uvéadzaju tu i praktické ukazky precvi¢ovania artikulacie, jazykolamoy, intondcie a prizvuku
v rodnom ¢eskom jazyku, potvrdzujic tym ich vyznam v praxi rétoriky. V kapitole nemohol
chybat exkurz o reli tela, ktorou sa realizuje neverbalna komunikécia ¢loveka v jeho re¢nic-
kom prejave. Mimika, gestika a proxemika st vyrazné mimorecové prostriedky, sprevadzaju-
ce kaZzdého re¢nika. Autori tuto skutocnost pritazlivo v knihe popisali. Samozrejme, verbum
- slovo je pre re¢nika velmi vyznamné a preto autori knihy upriamujit pozornost na vyber
slov, ktoré recnik pouZije vo svojom vystupeni. Vracaju sa v tejto kapitole tieZ k fenoménu
charizmy a z tohto uhla pohladu hodnotia v pripadovych Studiach troch ¢eskych preziden-
tov ako re¢nikov. Zaujimavé ¢itanie a hodnotenie... V zvere kapitoly sa autori zaoberaju aj
s moznostou neuspesného prejavu re¢nika.

Je velkd pravdepodobnost, Ze sa to stava kazdému re¢nikovi, ktory zacina... Autori knihy
tu preto ponukaju desat inSpirativnych map recnickeho Uspechu, aby posluZili vietkym, kto-
i sa chect poucit a zlepSovat vo svojom recnickom prejave. Organickd sucast kaZdej kapitoly
tejto knihy - praktické cvicenie mé v tejto ostatnej kapitole ndzov Poznajte sami seba - hovo-
rite ako majster; elév, alebo nula? \lychddza pritom z klasického ¢lenenia tudskej komunikécie
podla Alberta Mehrabiana, s prihliadnutim na formu a obsah.

Recenzovana kniha je opatrend dobrym vyberom odbornej literatiry, vrdtane mnohych
elektronickych zdrojov. Je sucasne teoretickd i praktickd. Tento fakt, spdsob spracovania tex-
tu a $tyl ju robf rovnako pritaZlivou pre hladanie odpovedi na teoretické otazky v danej
problematike, ako aj pre nachddzanie odpovedi na praktické otazky: ako sa stat presvedci-
vym a nestratit sa v dave.
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franchise | fransiza, fransizovat

A yoga franchise provided Sarah with extensive
marketing material and comprehensive class plans. | Fransiza jégy poskytla Sarah obsiahle
marketingové materidly a komplexné pldny hodin.

franchise agreement | franchisingovd zmluva As the company was coming to the
end of its franchise, they decided to sign a new more convenient franchise agreement. |
Vzhladom k bliZiacemu sa koncu franchisingu, rozhodli sa podpisat novt, vyhodnejsiu fran-

chisingovtl zmluvu.

franchisee | fransizant An Arab-American franchisee of a Dunkin'Donuts store re-
fused to sell pork sandwiches. | Arabsko-Americky fransizant obchodu Dunkin'Donuts odmie-

tol preddvat sendvice s bravcovym mdsom.

franchisor | fransizor

Mary now has weekly meetings with the franchisor, and in re-
turn for that continuing support she pays 10% of her turnover. | Mary md v sticasnosti tyZden-
né stretnutia s fransizorom a na opldtku za stdlu podporu mu odvddza 10% zo svojho obratu.

fraud | podvod

Both internal and external audits are expected to detect every fraud.
| Od internych i externych auditov sa ocakdva, Ze odhalia kaZdy podvod.

fraudulent misrepresentation | imyselné uvedenie do omylu Jim took the compa-
ny to court for fraudulent misrepresentation, and the company has been found guilty. | Jim

dal spolocnost za timyselné uvedenie do omylu na sud a spolocnost bola uznand vinnou.

free advertisement | reklama zadarmo, bezplatnd inzercia

The magazine agreed
to place a free advertisement for a charity organization. | Casopis sthlasil s uverejnenim bez-
platnej inzercie pre charitativnu organizdciu.
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