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TEXT | BARBARA NEMETHOVA PRISPEVKY | CONTRIBUTIONS

EVALUATION OF EASTERN-CENTRAL

EUROPEAN CITIZEN'S
DECISION-MAKING STYLE -
A COMPARATIVE STUDY. earru.

Having looked at western and Eastern-Central European adverts, the promi-
nence of fact-based commercials was identified in ECE countries, whereas most
of the western advertisements creatively take the audience to a journey, while
showing limited information. This comparative study evaluates the reasons for
this phenomenon, while answers the following questions: What kind of identity
emerges as a consequence of the turbulent political and economic changes, as
consumers’ transition from a communist to a democratic country? What kind of
adverts do ECE consumers prefer? What influences their decision-making? The
first part of the publication looks at identity formation from an academic point
of view, with its main focus on Slovak consumers.

The second part of the contribution analyses the research findings. The
research contributes to the understanding of the potential for travel to change
the way that adverts are understood among ECE consumers. Travelling and ex-
posure to different cultures earlier in life altered ECE consumers’ tendency to
deconstruct transformational adverts. Based on the research findings, a mar-
keting strategy for foreign brands wanting to penetrate the ECE market was
devised.

1.4 Issues of institutional trust and its effects on ECE consumers risk aversion
——— A further reason behind ECE consumer’s need for detailed information in ad-
verisement may arise from their lacking social trust (Boda and Medve-Balint 2014).
Social trust is “generalised reciprocity and trust, learned from participation in net-
works of civic engagement” (Letki and Evans 2002, p. 5). Putnam (2000) and Inglehart
(1990, 1999) claimed that social trust benefits individuals, by influencing trust in in-
stitutions, and impacts individuals’ need for product related information. Letki and
Evans (2002) conducted a survey-based analysis to observe how social trust and the
economic and political development of ECE countries is interrelated, and concluded
that Slovakia, Czech Republic and Hungary have the lowest social trust, political and
economic satisfaction out of the other ECE countries; they believe to have no power
to influence governmental actions and found the economic situation dissatisfacto-
ry. Kong (2013, p. 849) argued that countries where individuals experience low social

trust, “utilise intercultural experience as a way of gathering information”, and blame
the government for their problems.

Boda and Medve-Balint (2014) compared Western European and ECE countries’
trust levels, concluding that ECE inhabitants have lower institutional trust, due to
the transitional process and disapproval towards the “legitimacy of ECE political sys-
tems and institutions” (Boda and Medve-Balint 2014, p. 1). UK citizens trust the local
institutions and the government, but not EU institutions, whereas ECE countries lay
more trust into international institutions (Sapir et al. 2012). Consequently, UK con-
sumers do not require much organisation-related information in adverts, whereas
the opposite is true for ECE citizens.

Institutional trust also depends on individuals’ success, economic safety and
prosperity in social lives (Boda and Medve-Balint 2014). According to Brouthers et al.
(1998), power distance also influences institutional trust. Hofstede (1980) character-
ized power distance as a: “measure of trust inherent in a culture...level of trust in a so-
ciety and the need for formal control” (Brouthers et al. 1988, p. 488). Citizens from high
power distance cultures display lower levels of trust than people from low power dis-
tance countries (Shane 1994). Since Slovak citizens have higher power distance, they
should display lower trust levels towards authority and formal control, which may in
turn explain why they require more informaiton in adverts to make decisions.

Even though trust may depend on institutions’ performance, and individuals’
social and economic well-being, the transition process from a soviet to a democrat-
ic country and the devastating outcomes of the financial crisis also have an impact.
Lack of trust in the government and institutions may influence ECE’s need for more
information in adverts, enabling the citizens to overcome their mistrust. In summa-
1y, it is proposed:

| Proposition 1: That western experience- and transformation-based

advertisement does not convince the ECE customer base, but confuses them,
due to their lacking institutional trust levels, higher risk aversion and
uncertainty avoidance.

2 The new consumer

Customers in developed markets gain product-relevant
knowledge through several sources: from advertisements (Coulter et al. 2001), in-
fluence from others (Feick and Price 1987), personal product experience (Kempf and
Smith 1998), personal information search (Srinivasan and Ratchford, 1991), social
media and the internet (Tuten and Solomon 2017).

Feick et al. (1995) contrasted US and Hungarian customer’s information search
habits a few years after the dissolution of the Soviet Union. Feick et al. (1995) conclud-
ed that Hungarian consumers extensively search for product related information,
and do not trust personal information sources, friends and family, because of their
‘unreliability’. Hungarian women do not use cues that indicate quality, are scepti-
cal about marketing, and do not trust advertisements. Some Hungarians identified
packaging and price as signals of quality, yet some customers still believe that west-
ern products lack quality ingredients.



According to the research, 45% of Hungarian customers fall into the cluster of Self-
Reliant: they research the product on their own, but do not ask experts for help. 15%
of the people are risk averse and not interested in the new market information, and
18% claimed that they favor Western brands.

The research concluded that Hungarians search for extensive information
when purchasing, because of their limited prior experience and knowledge about the
brand. However, the research was conducted in 1992, when customers identity start-
ed to develop, hence their findings may not be adequate today. Consequently, the im-
pact of risk aversion on advert preference needs to be observed. It is assumed:

| Proposition 2: That increased amount of information in the adverts signal increased

quality and lowers perceived visk for ECE citizens.

Advertising became the main source of product knowledge in the 1990s, and
citizens spent more time researching information about new products (Coulter et
al. 2005). The researchers identified a positive relationship between knowledge and
brand experience, and concluded that “knowledge did not mediate the effects of ei-
ther brand experience or media use on confidence in choice” (Coulter et al. 2005, p.
613). Even though more adverts are broadcasted, Hungarian customers’ search for in-
formation did not decrease; it was still a significant source of product knowledge, due
to increased product choice and decreased amount of other “favoured choice heuris-
tics”, such as “country-of-origin” (Coulter et al. 2005, p. 614). Furthermore, a research
by Nagyova et al. (2014) confirmed that Slovak consumers are still influenced by the
price, location and product quality when making decisions.

The literature review highlighted that ECE consumers began their transition
to a western consumer, yet search for informational individually, rather than rely-
ing on adverts; demonstrate low trust towards brands, impacting their decision-mak-
ing styles. Thus, it is expected:

| Proposition 3: That ECE citizens take into account price, personal experience, brand

awareness and factual information when making decisions, thus informative adverts
are more appealing.

2.1 Differences between the ECE countries leads to different Euro- Consumer
Differences be-

clusters with differing advertising needs and identities
tween post-socialist countries and their citizens can be observed (Manrai et al. 2001).
Heterogeneity, namely “culture, history, language, and the duration and intensity
of Communism and its economic doctrine... industrial development... approach to-
wards the transition to a market economy” (Skinner et al. 2008, p. 195) contributed
to these differences. Consequently, Euro-Consumer clusters were established, and
marketing strategies adjusted to these homogenous markets (Van der Merwe and
L'Huillier 1989). According to Skinner et al. (2008), differences can be explored be-
tween the Central (Slovakia, Hungary) and the Eastern European (Ukraine, Russia)
countries, arising from heterogeneity factors. These individuals have different iden-
tities, attitudes towards advertising practice and decision-making styles. As gener-
alisation on identity formation and decision-making among these different clusters

would be problematic, the researcher chose to lay more emphasis on Central Europe-
an countries for this research scope.

In summary, ECE countries have different needs, identities and decision-mak-
ing styles, affecting their responses towards advertising practice. According to the
literature, Slovakia and Hungary are more westernized ECE countries, yet are very
different from Western European nations. Consequently, it is expected:

| Proposition 4: That age, gendet, and the country of origin have an impact on individuals

responses towards informational and transformational adverts.

3 Informational and transformational adverts, and their deconstruction
Puto and Wells (1984) differentiated between informational (highly cognitive) and
transformational (highly experiential) adverts. Puto and Wells (1984, p. 638) charac-
terized information adverts as containing “factual (i.e., presumably verifiable), rel-
evant brand data in a clear and logical manner; [they enable the assessment of] the
merits of buying the brand after having seen the advertisement”. An advert only be-
comes informational, if the consumer believes and claims its’ factual value.

Puto and Wells (1984, p. 638) characterized transformational adverts as ones
that associate “the experience of using (consuming) the advertised brand with a
unique set of psychological characteristics which would not typically be associat-
ed with the brand experience to the same degree without exposure to the adver-
tisement”. Transformational adverts describe the brands’ consumption experience
by associating emotions awakened by the advert with the experience of using the
product.

3.1 ECE adverts are more informational, as a result of higher risk aversion and

market age Bao et al. (2003, p. 750) argued that high-risk aversion has a nega-
tive aftermath on “recreational and hedonistic” orientation: the emotional response
towards adverts (Holbrook 1983). Consequently, if ECE countries have higher risk-
aversion, they should prefer utilitarian, informational adverts to transformation-
al, hedonistic ones.

ECE consumers could also prefer informational adverts their identity was de-
veloped in a new market. Chandy et al. (2001, p. 400) claimed that argument-based ap-
peal (informational adverts) is broadcasted in new markets, whereas emotion-based,
transformational adverts are popular in older markets, because of the “intrinsic dif-
ferences in consumers’ motivation and ability to process information”. Customers
from developing markets have no product-related information and knowledge, lim-
ited feedback through word-of-mouth, and possess definite amount of product-relat-
ed experience. Consequently, they require advertisements to decrease the perceived
risk associated with decision-making, whereas customers who have experience with
products, pay less attention to advertising practice, since they need less information
to make purchase related decisions.

Consequently, western countries should have more transformational adverts,
due to their vast experience with products. Nevertheless, ECE countries should have



more informational adverts, as a consequence of younger market age and higher risk
aversion (Schumann et al. 1990).

3.2 The process of advert deconstruction depends on the socio-cultural back-

ground of the individual Extent literature presented above shows why ECE ad-
verts tend to be more informational. First, citizens are more risk averse, thus need
the brands reassurance about quality and value for money. Second, the essence of a
,new market” increases need for information about unknown brands. A further rea-
son may stem from the disability to deconstruct transformational adverts. According
to O'Donohue (1994), who draw on the users and gratifications theory, marketing does
not serve people, but people do something with advertisements: the “ads only value is
that which the consumer gives it” (O'Donohue 1994, p. 56). The ability to deconstruct ad-
verts depends on the cultural, historical and social background of individuals.

Consumers interpret advertising messages in light of their cultural knowledge
of texts and visual signs; consequently, individuals interpret adverts differently
within various cross-cultural markets. Personal experience also influences decon-
struction of adverts. Thus, not only the culturally embedded conventional meanings,
symbolic and arbitrary relationships, but individual’s life project and themes, expe-
riences and perceptions have an influence on advert deconstruction, and the ability
to understand transformational adverts (Mick and Buhl 1992).

4 Goal and methodology The literature review identified four propositions
with regards to ECE consumer’s decision-making styles and their attitude towards
adverts. The aim of the research is to establish how ECE consumers make decisions,
how did the turbulent economic and historical background impact their consumer
identity and whether they prefer informational adverts over transformational ones.

To address the above outlined goal, a mixed method approach was chosen:
quantitative self-completion survey and qualitative semi-structured interviews. The
mixed-method approach enabled the researcher to overcome the drawbacks of quan-
titative and qualitative research methods. A mixed-method approach bridges the gap
between the low validity and reliability of qualitative interviewing practice and the
risk of losing valuable information through solely focusing on quantitative survey
findings. Qualitative research enables generalization and certainty about differenc-
es in responses towards adverts, and semi-structured interviews provide an in-depth
understanding of the reasons for advert preference. Phenomenological interviewing,
along with the life history approach were used to give the in-depth answers a context,
and to better understand individuals’ opinions.

To be certain about whether ECE consumers react and interpret information-
al and transformational adverts differently, self-completion questionnaires were
used. Self-completion questionnaires are sources of quantitative information; dis-
play closed questions and are shorter and easy-to-follow, to overcome the risk of ‘re-
spondent fatigue’ (Bryman and Bell 2013, p. 232).

Semi-structured interview uses some pre-set questions as “interview guides”
(Bryman and Bell 2013, p. 467). According to Leidner (1993), such interviewing prac-
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tice allows a certain degree of structure, yet is flexible enough to “pursue topics of
particular interest” (Leidner 1993, p. 238).

To evaluate the interview answers, understanding of answer context is neces-
sary: phenomenological interviewing practice focuses on “direct description of a par-
ticular situation or event as it is lived through without offering causal explanations
or interpretive generalizations” (Given 2008, p. 618). The interview enables explora-
tion and gathering of “experiential narrative material, stories or anecdotes” (Van
Manen 2011). Individuals’ life history is also pivotal in gaining deeper insight into in-
terviewees’ reaction to adverts. The life history method is defined as documenting
“the inner experience of individuals, how they interpret, understand and define the
world around them” (Faraday and Plummer 1979, p. 776). The method incorporates
the evaluation of important life themes (“text meanings of and about the reader”)
and projects (fluctuates “in accordance with changes in circumstances and life cy-
cle”) (Mick and Buhl 1992, p. 318).

According to Mick and Buhl (1992, p. 319), the customer is embedded in the so-
cial an cultural context inherited at birth; yet traverses through a “life history and
resides in a current life-world that includes personal life themes and life projects”.
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4.1 Research limitation The research is limited in its scope: due to the limit-

ed nature of the project, not every ECE country was observed. The author laid empha-
sis on Slovak consumer’s decision-making style, rather than focusing on every ECE
country and its’ consumers. ECE countries and consumers are not homogenous, and
hence generalization cannot be drawn. The research was conducted and presented
in the form of a comparative study, with its main aim of focusing on the differenc-
es in identity formulation of post-communist and western consumers. Moreover, the
scope of the project is limited in terms of the number of participants. However, the
researcher was trying to overcome the above limitations through a more comprehen-
sive and focused interviewing practice.

Furthermore, the scope of the research lacks in-depth analysis on how social
media and the rise of marketing technology influences consumer’s decision-making

FIGURE 2: SOCIOCULTURAL
CONTEXT,; SOURCE: MICK



(Jayaram et al. 2015). This is because the researcher wanted to focus on how decision-
making and consumer identity formation was influenced by the historical and cul-
tural factors.

4.2 Data sources

Firstly, eighty participants were required to fill out a sur-
vey on their reaction to two adverts: one transformational and one informational.
Sixty Slovak consumers and twenty UK consumers contributed to the survey. Fif-
ty-eight questions, on empathetic tendencies towards adverts were asked. Respons-
es were given through a five-point Likert scale, that ranged from strongly disagree
to strongly agree. The method and the questions were adapted from Puto and Wells's
research (1984).

Nine individuals born and raised in Slovakia were interviewed; their respons-
es, along with the survey results that measured deconstructive ability and under-
standing of different adverts, were merged and further evaluated. Limitation arising
from translation from Slovak to English was partially reduced by “using fluid de-
scriptions of meanings” during interviewing (van Nes et al. 2010).

4.3 Data analysis

Quantitative data was analysed with SPSS techniques in
three steps. First, a factor analysis was conducted, that identified the same two fac-
tors, informational and transformational, as Puto and Wells (1984). Second, Cron-
bach’s coefficient alpha measurements were conducted, and the both informational
and transformational levels were found to be borderline acceptable (Nunnally 1978).
Third, regression analysis was performed (Bryman and Bell 2011).

Qualitative data was analysed in two steps. First, participants opinions were
translated to English, and coded based on seven codes identified that fall into four
broad categories: difference between UK and ECE adverts, ECE adverts during the com-
munism, efficiency of advertising strategies and decision-making styles. Second, life
history method (Mick and Buhl 1992) and phenomenological approach (Given 2008)
were used to analyse the context of responses, and provide deeper understanding.

5Findings The findings section is divided into two parts: first, the quantitative

research summaries are presented, followed by the qualitative interview findings.

5.1 Quantitative research findings

The standardized coefficient shows that individuals’ country of origin (0.055) has a
bigger effect on their response to informational adverts, than age (-0.04) or gender
(-0.136).

Model Unstandardized Standardized | t. Sig.
Coefficients Coefficients
B Std. Error | Beta
(Constant) 1.895 .377 5.026 .000
Age 156 .095 .218 1.638 107
Gender -144 158 -123 -.913 .366
Where are you from? | 144 .082 .238 1.749 .086*

A.DEPENDENT VARIABLE: INFORMATIONALMEAN
TABLE 2: REGRESSION COEFFICIENTS FOR INFORMATIONAL FACTOR; SOURCE: AUTHOR

The standardized coefficient shows that individuals’ country of origin (0.238) has a
bigger effect on their response to informational adverts, than age (0.218) or gender
(-0.123). If borderline levels of significance are accepted (*p<0.1), individuals’ origin
(“where are you from”) is significant (0.086), although it has a weak effect. Howev-
er, the composition of the sample (20 respondents from the United Kingdom, and
60 from Slovakia) does not allow the effects’ identification with more confidence. A
group of 20 people for a binary variable in a regression model does allow the varia-
ble to be included, but this is a threshold to acceptance. If the research were conduct-
ed with a larger sample size, the degrees of freedom would have increased, boosting
confidence levels. The following two tables outline the differences between the lev-
el of persuasion by the informational and transformational advert among ECE and

Model Unstandardized Standardized | t. Sig.
Coefficients Coefficients
B Std. Error | Beta
(Constant) 3.032 451 6.720 .000
Age -.039 19 -.040 -.327 .745
Gender -190 175 -136 -1.088 .281
Where are you from? | .045 102 .055 439 .662

A.DEPENDENT VARIABLE: TRANSFORMATIONAL MEAN
TABLE 1: REGRESSION COEFFICIENTS FOR TRANSFORMATIONAL FACTOR; SOURCE: AUTHOR

UK consumers.

INFORMATIONAL ECE RES- | ECE ECE UK RES- UK UK

ADVERT PONSES mean standard | PONSES mean standard
(n=60) deviation | (n=20) deviation

Did this commercial 64% yes 1.37 1.37 36% yes 1.643 0.479

convince you to buy 36% no 64% no

the product?

Did this commercial 68% yes 1.334 1.334 86% yes 1143 0.35

provide you with eno- | 32% no 14% no

ugh information to

buy this product?

After seeing this com- | 6% yes 1.8845 1.8845 14% yes 1.857 0.35

mercial, would you 89% no 85% no

like to search for more

information about the

product on your own?

TABLE 3: INFORMATIONAL ADVERTS; SOURCE: AUTHOR




INFORMATIONAL ECERES- | ECE ECE UK RES- UK UK

ADVERT PONSES mean standard | PONSES mean standard
(n=60) deviation | (n=20) deviation

Did this commercial 9% yes 1.91 0.28 14% yes 1.857 0.35

convince you to buy 91% no 86% no

the product?

Did this commercial 9% yes 1.95 0.223 7% yes 1.929 0.258

provide you with eno- | 91% no 93% no

ugh information to
buy this product?

After seeing this com- | 9% yes 1.921 0.299 14% yes 1.857 0.094

mercial, would you 91% no 85% no
like to search for more
information about the
product on your own?

TABLE 4: TRANSFORMATIONAL ADVERTS; SOURCE: AUTHOR

10

The survey used an instrument developed by Puto and Wells (1984) to categorize in-
dividuals based on responses towards informational and transformational adverts.
The same two factors that the researchers identified were established: information-
al and transformational. This signals that consumers were able to respond to the ad-
verts based on their empathetic tendencies. As found by Puto and Wells (1984), both
factors were considered reliable, since the value of Cronbach’s alpha was borderline
acceptable for explanatory research.

The regression model for transformational factor indicated no significant cor-
relation between the dependent and independent variables, thus none of the inde-
pendent variables (age, gender, country of origin) were associated with respondents’
survey answers.

However, the regression model for the informational factor showed that coun-
try of origin contributes statistically significantly to the model, if borderline level of
significance is accepted, meaning that country of origin is associated with individ-
uals’ responses to the advert. Based on the qualitative findings, the fourth proposi-
tion is partially rejected:

| Proposition 4: That age, gender and the country of origin have an impact on individuals’

responses towards informational and transformational adverts.

Reasons for the decision are examined in the discussion, and the possibility of a
methodological error is outlined.

5.2 Qualitative research findings
wards informational adverts stems from the historical and economic background

The interviews revealed that preference to-

of ECE countries, while highlighting that value for money and brand loyalty are the
most important factors in the decision-making process. The interview findings are
presented based on these two topics identified.

5.2.1 First topic: the preference towards informational adverts arose from the

lack of facts during communism Informants who had more chance to trav-

el in their childhood claimed that the transformational advert made them curious
and was convincing enough to try the product out. According to an Informant, “the
[informational advert for chocolate] was boring...there are better ways to advertise
the chocolate... [in the transformational advert], the kids are funny and I would not
switch to another TV channel while watching it”.

On the other hand, those who did not travel claimed that they either did not
understand the transformational advert, or the advert did not evoke an interest and
thus did not convince them to buy the product; the transformational advert, as for
an Informant, presented “another culture and values, and these do not fit the values
and beliefs of our culture... we are old-fashioned”.

As a consequence, the first proposition is partially rejected, since the transfor-
mational advert only confused those consumers who did not travel:

| Proposition 1: That western transformational advertisement does not convince the ECE

customer base, but confuse them.

However, the interviewees claimed that the informational advert is more convincing
for the ECE consumer base, since it contains more information about the product:
according to another Informant, consumers need more facts arising from the lack
of information during communism: “we are curious about how the product is made,
about the ingredients... western people are used to adverts, they do not care about
the ingredients, they want the advert to grab their attention immediately”. This may
be because “people in the past [during communism], had to think ahead, had to plan
rationally”, consequently, they need an advert to tell them “what we should do, what
we should buy”.

Furthermore, an informant claimed that western markets are generally more
competitive, thus brands want to distinguish themselves by creating a brand person-
ality through transformational, creative adverts that consumers can buy into. The
interviewee argued that this is not the case in a post-socialist country, such as Slova-
kia: individuals either require adverts to provide them with more information, alter-
natively they search for information on their own, or they trust the brand they have
been using for a long time. Consequently, the second proposition is accepted:

| Proposition 2: That increased amount of information in the advert signals increased

quality and lowers perceived visk for ECE citizens.

5.2.2 Second topic: Value for money and brand experience are the two most im-
One informant believes that the

portant factors when making decisions
most successful companies in Slovakia do not have to advertise themselves, since the
single “most important thing, that is good value for money, does not need advertise-
ment”. He also believes that only those advertise (banks, broadband and phone pro-
viders, pharmaceuticals) who constantly innovate their products, and have entered
Slovakia after the fall of communism. Respondents agreed that products introduced
during the communism that are still present on the shelves do not need to advertise:
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“people remember the good quality of those products, and even though they may try
to experiment, would probably go back to the brand they know”.

Respondents highlighted that price and quality are more important than ad-
vertisements: an informant claimed that “only those brands advertise that do not
have good quality products”. People rely on their brand experience and word-of-
mouth, yet most of the time, do not trust the advertisements, rather are loyal to
brands that have been present for longer: “I would always buy the product I trust and
have experience with over a product that has an amazing advertisement” claimed an-
other informant. Consequently, the third proposition is accepted, and further inves-
tigated in the discussion:

| Proposition 3: That ECE citizens take into account price, personal experience, brand

awareness and factual information when making decisions, thus informative adverts
are more appealing.

In sum, the findings enabled the researcher to devise two themes influencing ECE
consumers’ ability to deconstruct an advert: tendency to read-in and travelling.

These are evaluated in the following section.

6 Discussion

The empirical work enabled acceptance or rejection of the four
propositions identified in the literature review. Additional insight emerged in re-
lation to the propositions, evaluated in the following section. The quantitative and
qualitative research found:
| 1.That western transformational advertisement confuses ECE consumers who have not
travelled, yet does not confuse ECE consumers who have travelled.
| 2.That increased amount of information in the adverts signals increased quality and low-
ers perceived visk for ECE citizens.
| 3.That ECE citizens take into account price, personal experience, brand awareness
and factual information when making decisions, thus informative adverts are more
appealing.
| 4.That country of origin has a weak effect on individuals’ responses towards informa-
tional adverts.

Based on the empirical findings, two themes have emerged: first, the experience of
international travel; second, the ability and willingness to deconstruct texts. These
affect ECE consumers’ deconstructive ability, and decision-making styles.

6.1 First theme: the amount of travelling in childhood Based on the quan-
titative research findings, country of origin has a weak impact on individuals’ re-
sponses to informational adverts; none of the other demographic variables clarified
responses to transformational adverts. The qualitative research suggests that the
amount one travelled as a child explains attitudes towards adverts: individuals who
travelled more were persuaded by the transformational advert and were able to read-
in and relate it to their life themes and projects (Mick and Buhl 1992; Shankar, 1999).

Individuals who did not travel did not understand the transformational advert and

were not able to deconstruct it, since these adverts, as per an informant, represent
“another culture and values”.

Travelling in early childhood leads to increased competency, skepticism towards ad-
vertisements, the understanding of its aims and exposure to different views. Accord-
ing to Wright (1986, p.1), individuals who were exposed to advertising practice earlier
in life, develop a “schemer schema”, an “intuitive theory about marketers influence
tactics” through a basic understanding of consumers and their role. It leads to un-
derstanding of advertising practice and results in skepticism towards marketing
(Moschis and Moore, 1979, Moschis and Churchill 1979).

Arguably, individuals who did not travel did not develop the schemer schema:
the competency to deconstruct an advert in the early stages of their life (Wright 1986).
Individuals, who have indicated that travelling forms part of their life projects, were
convinced by the transformational advert, found it “funny, interesting, persuasive
and personally appealing”; were not distracted from “critical product content”, be-
cause they are socially and culturally competent to process these complicated visual
messages (Chandy et al. 2001, p. 402). These findings support Ang’s (1990) argument:
advert deconstruction depends on culture, social and historical background of in-
dividuals, their life project and themes (Mick and Buhl 1992). Deconstruction also
builds on individual competency: the more competent consumers are, the more
complicated visual structures they can cope with. Therefore, travelling may have in-
creased competency in earlier life, leading to easier advert deconstruction.

In sum, ECE consumers who have travelled in their childhood and been ex-
posed to advertising practice and different cultures earlier are more open-minded,
yet skeptical towards adverts: they can understand transformational adverts, can
easily deconstruct informational advert, and do not attempt to extract the informa-
tion on its own, rather try to find ‘themselves’ in the advert. Individuals who have
not travelled and not been exposed to adverts, have not learned the fundamentals of
advertising practice early in life, believe that only informational adverts are part of
the natural environment, thus do not question their meaning. They prefer adverts
that are similar to the socialist persuasion style: they have always been told what to
do, thus they want brands and adverts to guide them, rather than transform them.

This explains why the empirical findings differed from the fourth proposition
devised from extent literature (That age, gender and the country of origin have an impact
on individuals’ responses towards informational and transformational advert); the quantita-
tive research only indicated county of origin to have a weak effect on individuals' re-
sponses towards informational advert. A factor not considered in the quantitative
research emerged through observations during qualitative interviewing: travelling
deviates responses towards transformational adverts among ECE consumers.

The first proposition was partially rejected, (That western transformational adver-
tisement does not convince the ECE customer base, but confuse them), since transformation-
al adverts only confused the consumers who have not travelled, did not develop a
schemer schema and learn advert deconstruction in their early life. Open-minded in-
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dividuals were not confused by adverts: they successfully deconstructed transforma-
tional adverts in relation to their life themes and projects.

The small sample size of the quantitative research may deviate these findings.
A group of 20 UK consumers for a binary variable in a regression model does allow the
variable to be included, however, is a threshold level acceptance (Bryman and Bell 2011).
Further research should consult a larger sample size to increase confidence levels. Re-
search should also focus on travelling as an independent variable in quantitative re-
search that deviates responses towards informational and transformational adverts.

6.2 Second theme: the tendency to read-in The extent literature highlight-
ed that need for decision-making guidance in adverts arose from the lack of institu-
tional trust (Letki and Evans 2002, Boda and Medve-Balint 2014, Brouthers et al. 1998),
higher risk aversion and uncertainty avoidance (Hofstede 1980, Matzler et al. 2008),
stemming from the turbulent historical and cultural changes (Bakacsi et al. 2002,
Szabo 2006).

The research findings indicate that ECE consumers need more information
when making decisions yet do not search for additional information on their own;
therefore, adverts should contain sufficient amount of facts. The advert should not
be about the individual, its’ life themes and projects (Mick and Buhl 1992), but about
the product: if an advert is transformational, it is confusing, because ECE consumers
are not able or willing to read-in (depending on the amount of childhood travel). ECE
consumers perceive the advert to be part of the traditional (classical) approach to
communication: the marketer constructs the message, and the reader deconstructs
the same message, without the prominence of noise factor (Gronhaug et al. 1991). The
advert does not have degrees of freedom, since it is perceived to be the representation
of the product only, rather than the reflection of the self. Contrarily, the findings in-
dicate that non-ECE consumers tend to be more likely to ‘read-in’, to relate to their
life themes and projects while watching the commercial, and deconstruct it in light
of their own life (Mick and Buhl 1992).

Even though ECE consumers do not demonstrate a tendency of reading-in, the
interviewees indicated that advertisements are a sufficient source of information
and are pivotal for brands to sell: adverts persuade them to buy a low involvement
product (confectionary or health-care related goods). Adverts need to contain some
degree of information to be convincing: informants claimed that “if a product is not
advertised with a lot of information, it does not make sense to advertise it at all... that
product is not worth our attention, because it is not a good product”; if a “brand is
advertised with less information, the company does not have to say anything about
that brand”.

This finding reinforces Coulter et al.s argument (2005) who claimed that the
importance of advertisement in product information search increased during the
1990s, and as this research found, has been increasing for low involvement prod-
ucts ever since. The reason for this phenomena is the lack of institutional trust: ECE
consumers require information from companies to lower their perceived risk, as a
consequence of lacking trust (Boda and Medve-Balint 2014). Correspondingly, if the

company does not give out information during its advert, their product is assumed
to have low quality and the risk of buying increases.

Interestingly, past research on information search habits indicated that ECE
consumers did not obtain information from peers, salespeople and acquaintances,
rather relied on personal information search (Feick et al. 1995, Coulter et al. 2005).
However, both the interview and survey results indicate that individuals do not search
for information personally; they either rely on personal product experience, word-
of-mouth, or adverts. Survey results indicate that 68% of the ECE consumers found
sufficient amount of information within the informational advert, however, only 6%
claimed that they would search for more information on their own (Table 3 and 4).

A further factor influencing ECE consumers’ tendency to read-in is brand loyalty.
Based on the interview findings, two categories of consumer brand loyalty are iden-
tified: ECE citizens who have not travelled in early childhood stay brand loyal due
to their risk aversion. The second category consist of ECE citizens who have experi-
enced travelling in their childhood, thus developed the ability to relate to brands on
a transformational level, hence perceive brands as part of their identity.

Consumers who have not travelled stay brand loyal towards the brands they
first tried in the 1990s, because “people prefer brands they are familiar with, since
they do not have money to experiment, or have experimented before and did not like
the product”. These findings confirm Feick et al’s (1995) research that ECE consum-
ers in the 1990s would be reluctant to stick to the brand they have used, as a result of
negative past experience. Furthermore, the fact that ECE consumers are brand loy-
al because of their higher risk aversion confirms Vilcekova's (2014) argument: Slovak
consumers stay brand loyal due to their positive experience.

The second category of brand loyal individuals, mainly those who have trav-
elled in their childhood, perceive the brand as part of their life theme, evoking
positive life experiences and transformation. Fournier and Yao (1997) observed in-
dividual life themes and projects as having an effect on brand loyalty and identified
different categories of loyalty: first, where the brand has a unique connection to in-
dividuals life themes, upbringing and self-expression; second, where one is loyal to
multiple brands adopted for different usage purposes; third, where one expressed
loyalty to product type, process and form (Gordon 1994). Most of the ‘travelled’ ECE
interviewees belong to the second category; they are loyal to multi-brands used for
different occasions. For instance, one informant highlighted that she regularly pur-
chases technological products branded “Orava” because she is satisfied with the qual-
ity and associates good memories of family gatherings to these products, resulting
in brand loyalty.

In summary, the research findings highlight a paradox of trust; ECE consum-
ers do not trust institutions and brands, however, they trust the information pre-
sented by brands in advertisements, due to lacking deconstructive ability. More
deconstructive-minded individuals, the ones who travelled, eliminate the paradox
of trust, and have the tendency/ability to deconstruct transformational adverts. This
may be due to differences in variety seeking behaviour: the respondents who trav-
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elled and been introduced to innovative products, may have more trust in institu-
tions than ECE consumers who have not travelled.

Interviewees are not inclined to search for information extensively on their
own, thus contradicting Coulter et al. (2005) and Feick et al’s (1995) argument in many
cases: they rather rely on the help of salespeople, adverts, word-of-mouth and person-
al experience, and take into account price, brand awareness and facts when making
decision; informational adverts are more convincing, since they provide the suffi-
cient decision-making guidance. This explains why the third proposition suggested
by the literature was accepted: That ECE citizens take into account price, personal
experience, brand awareness, and factual information when making decisions, thus
informative adverts are more appealing. Brand loyalty has a strong impact on ECE
consumers’ decision-making process: even if an advert is informative, they stick to
brands they have encountered and limit variety-seeking behaviour, due to negative
past experience with experimentation, or the presence of positive life themes.

In light of the empirical work, the second proposition was accepted (That in-
creased amount of information in the adverts signal increased quality and lowers perceived risk
for ECE citizens). ECE citizens who have not travelled require an advert to be informa-
tional: if a “brand is advertised with less information, the company does not have
to say anything about that brand”. The reason lays in the paradox of trust: ECE con-
sumers lack institutional trust, yet trust the information portrayed by brands in
informational adverts, due to the lacking ability of deconstruction. Contrarily, ECE
citizens who have travelled in childhood show a tendency to read-in to adverts; they
prefer informational commercials, yet have the ability/willingness to deconstruct
and be convinced by transformational adverts.

A possible methodological error of badly chosen stimuli may have been present
that could deviate the responses towards the adverts: the ad regarded as informational/
transformational may not have been informational/transformational enough; further
research shall overcome this possible fault. Research should also investigate brand
loyalty among the generation born in the 21th century (raised when western brands
were established in ECE), to observe whether their family’s loyalty to ‘old brands’ (so-
cialist; early 1990s) impacts the new generations’ decision-making style.

6.3 Implications for advertisers who want to penetrate the ECE market
Based on the survey and interview results, ECE consumers prefer informational ad-
verts due to their technocratic, materialist identity. ECE individuals do not trust the
institutions and are highly risk-averse. Paradox of trust was identified: despite the
lack of institutional trust, they require the adverts to represent the factual benefits
of using a product. However, their technocratic identity may be mediated by the ex-
tent of travelling in early childhood: these individuals demonstrate variety seeking
behaviour, openness towards transformational adverts, and the ability to read-in to
commercials.

ECE consumers who travelled in
childhood

ECE consumer who did not travel in
childhood

High

Involvement

Brand loyalty due to risk minimization Brand loyalty due to transformation

Historically determined choices (If the

Historically determined choices (yet the

Product
past quality was good and the product ability to seek variety and be open to in-
is personally meaningful, they stick to it) | novation, even though the possibility
of risk
Informational advert cannot alter brand )
loyalty Openness towards transformational
advert
Low Some variety seeking behaviour Variety seeking behavior
Involvement . . . .
Product Preference towards informational ad- Ability to understand and read-in to

verts, stemming from the materialist transformational adverts

identity

TABLE 5: DIFFERENCES BETWEEN ECE CONSUMERS; SOURCE: AUTHOR

If foreign brands want to successfully advertise to ECE consumers, their market re-
search should investigate their audiences’ past travelling habits that deviates their
ability/willingness to interpret adverts.

7 Conclusion The research paper contributes to the formation of an under-

standing of ECE consumers’ decision-making style in three ways. First, the quantita-
tive empirical work indicates that country of origin does only moderate individuals’
empathetic tendencies towards informational adverts. Second, in contrast to find-
ings in the extent literature, ECE consumers do not search for information exten-
sively; rather rely on the information presented by brands in adverts, despite not
trusting the institutions (Boda and Medve-Balint 2014).

Third, the qualitative research contributes to the formation of an understand-
ing of the potential for travel to change the way that adverts are understood. ECE
consumers have a preference towards informational adverts, probably stemming
from their technocratic identity; however, this identity is moderated by the amount
of travelling in early childhood. ECE consumers who have travelled developed schem-
er schema earlier in life: an ability to understand the purpose of advertisements, be
open about transformational adverts and deconstruct adverts through reading-in
to their life themes and projects. These individuals develop brand loyalty as a con-
sequence of their positive experience with the brand. On the other hand, ECE con-
sumers whose materialistic identity was not moderated by travel did not understand
and deconstruct transformational adverts, demonstrating limited variety seeking
behaviour and preferring informational adverts that lower the perceived risk of pur-
chase. These individuals developed brand loyalty as a consequence of risk minimi-
zation; they do not trust newer brands but prefer brands available since the 1990s.

END OF PART II.
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Résumé

Hodnotenie $tijlu rozhodovania obéanov vijchodnej a strednej Eurépy - porovndvacia stiidia. Cast II.
Po preskimani rekldm v zdpadnej, vijichodnej a centrdlnej Eurdpe je mozné zhrniit nasledovné fakty: reklamy orientované na fakty
boli identifikované v ECE krajindch, kgm reklamy na zdpade boli kreativnejSie, aviak obsahovali limitované informdcie. Tento ¢ldnok
hodnoti dévody tohto javu a odpovedd na tieto otdzky: Aky druh identity vznikd v désledku turbulentngch politickych a ekonomickych
zmien ako prechod spotrebitelov z komunistickej do demokratickej krajiny? Aké typy rekldm preferuji spotrebitelia ECE? Aké faktory
ovplyviiujd ich rozhodovanie? Prvd Cast publikdcie sa zaoberd formovanim identity z akademického hladiska.

Druhd Cast prispevku analyzuje vgsledky viskumu. Vgskum prispieva k pochopeniu potencidlu samotného cestovania, na to,
aby sa zmenil spésob, akgm st reklamy vnimané medzi spotrebitelmi ECE. Cestovanie a expozicia roznym kultiram skér v Zivote zme-
nili tendenciu spotrebitelov ECE rozkladat transformacné reklamy. Na zdklade vysledkov viskumu bola navrhnutd marketingovd stra-

tégia pre zahranic¢né znacky, ktoré chcd prenikndit na ECE trh.
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SPECIFIKA ONLINE
SPRAVANIA SA GENERACIE Z

Pri technologickych zmenach je nie len potrebné skiimat vyvoj
technologického prostredia, ale tieZ skiimat a analyzovat zmeny v spésobe
vyuZivania technolégii a moZnosti, ktoré technolégie prinasaju uZivatel'mi.

Rovnako ako zmeny v technologickom prostredi ovplyviiuje spravanie sa
l'udi, tak aj jednotlivé generacie uZivatelov pristupuji rozdielne k vyuzZivaniu
technolégii, o vedie k inovacidm ré6zneho druhu. V poslednom obdobi sa

do popredia v skiimani medzigeneracnych rozdielov dostava Generacia Z.
Generdcia Z je sticasne generaciou, ktora je vysoko aktivna na socidlnych
sietach. Prave sposob vyuzivania socidlnych sieti a informacii, ktoré na

nich vyhladavajt, ddva ich spravanie sa do centra pozornosti obchodnikov

a marketingovych manaZérov. Tento prispevok prezentuje pohlad

na niektoré z prieskumov tykajicich sa Generacie Z a socialnych sieti.

Jednotlivci ale aj celé generdcie sd neustdle viac ovplyvilované internetom, jed-
notlivymi nastrojmi a aplikdciami, ktoré majd vplyv na socidlne vazby ludi a ich
spravanie. Koncept genericii vychddza z definovania skupiny ludi, ktori{ maji rov-
naké znaky sprdavania, a moéZeme ich popisat urc¢itym obdobim, v ktorom sa naro-
dili (Kupperschmidt 2000). Rovnaké zvyky (aj nakupné zvyky) a socidlne spravanie,
ktoré je ndsledkom vplyvu prostredia vymedzuji generacie podla viacerych zdrojov
nasledovne:
| Generécia X (1965-1979), Gasto nazyvand aj MTV generdacia, ktorti demografo-
via ohranicujui od zaciatku az polovice 60.rokov do konca 70.rokov. Tato skupi-
na bola ovplyviiovana politickym dianim, je otvorend réznorodosti a naucila
sa prijimat odliSnosti v ndboZenskom vyznani, sexudlnej orientdcii, v rase
a etnickom poévode (KozZarova 2015). Podla Trezovej sa tito ludia vyznacujq, Ze
st otraveni, znechuteni, a zazivaju deziliziu (Terezova 2015).

Generacia Y (1980-2000) alebo miléniova generdcia je najviac ovplyvnena tech-
nologickym pokrokom, jej charakteristikou je byt online 24/7, 365 dni v roku,
no hladaji rovnovahu medzi pracovnym a sikromnym zivotom. Vyrastali vo
svete, kde mohli slobodne vyjadrit nazor. Najvi¢Sou zmenou oproti predcha-
dzajtcej generdcie je oblast komunikacie.

Generdcia Z st mlad{ I'udia narodeni od roku 2000, podla niektorych autorov
uz od roku 1995 a vyznacujui sa vysokym vzdelanim, neustdlym pouzivanim
novych technolégii, st inovativni a kreativni (www.ey.com 2015). St to deti Ge-
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neracie X a Y. Nie je im lahostajné dianie okolo seba, kriticky sa vyjadrujd, p6-
sobia prili§ sebavedomo az arogantne.

Vyskum charakteristik a spravania sa Generacie Z

Téma zmien spravania sa
v kontexte modernych komunikacnych kandlov je v centre pozornosti viacerych vy-
skumnikov. Snazia sa svojim vyskumom reagovat na dopyt podnikov a podnikatelov,
ktori analyzuju externé prostredie a chcid reagovat na vynarajtice sa zmeny. Zmeny
zdkaznickeho sprdvania vytvarajui prilezitosti nie len pre oblast marketingu, ale tiez
v oblasti inovacie podnikatelskych modelov a identifikovania novych trhovych prile-
Zitosti ¢i pre inoviciu konkurencénych stratégii (Papulova 2003). Najviac rozsirené sd
dva hlavné smery analyz spravania sa Generacie Z:
| a) Spravanie sa v kontexte technolégif a vztahu k technolégidm (Zhitomirsky-
-Geffet 2017, Roblek 2018)
| b) Spravanie sa v kontexte ndkupného sprdvania s dérazom na online prostre-
die (Duffett 2017, Lissitsa 2016)

Vsetky uvedené vyskumy potvrdzuji rozdielnost medzi generdciami a to tak vo vzta-
hu k technoldégiam, ako aj vo vztahu k ndkupnému spravaniu. Zdoéraznuju tiez potre-
bu osobitého pristupu ku Generécii Z a potrebu nastavit komunikac¢né kandly, ako aj
formu a obsah komunikécie spésobu vyuzivania technoldgii touto generaciou. Tech-
nolégie nie st pre ttto generaciu takou novinkou, ako tomu bolo predtym a aj sp6sob
ich vyuzivania nie je ovplyvneny vynimocénostou, ktord by pramenila z poznania ob-
dobia pred existenciou modernych smart zariadeni a moznosti online sluzieb.

Wood vo svojom vyskume (Wood 2013) uvddza 4 charakteristické trendy, ktoré
Generdaciu Z popisuji ako konzumentov:

| 1) Zaujimaju sa o nové technoldégie,

| 2) vyzaduju jednoduché pouzivanie,

| 3) tizia po pocite bezpedia a

| 4) tuzia po dofasnom tniku z reality, ktorej éelia.

Podla Schlossberga maji zastupcovia tejto Generdcie vysSie ndroky, nie sd lojalni
k znackdam a zaujimaji sa viac o zazZitok alebo skisenost (Schlossberg 2016).

Najcastejsie charakteristiky Generacie Z (Wood 2013), na ktorych st postavené
dalsie aktudlne publikované ¢lanky na tidto tému:

| A) St priptitani k mobilnym telefénom,

| B) internet je ich Zivot,

| C) 8ikovni online spotrebitelia,

| D) nedokdzu sa dlho ststredit na jednu vec,

| E) chet vela a bez velkej ndmahy a

| F) budd striedat zamestnania a cestovat za précou.

Prieskumy spriavania sa Generdcie Z Prieskum zverejneny v GenZ Report
Findings zameral svoje zistenia o Generdcii Z hlavne z pohladu médii a lojality k

znackam na ich lepsie pochopenie zo strany marketérov a spolo¢nosti zastupujicich

znacky a snazil sa definovat socidlny profil Generacie Z, kedZe sa ocakdva, Ze v USA
bude v roku 2020 az 40% konzumentov z tejto skupiny spotrebitelov. Prieskum sku-
mal vySe 1000 respondentov vo veku 18-24 rokov v ramci USA. Vysledky tohto priesku-
mu (Schlossberg 2016) z decembra 2017 autori preukazali, Ze aZ 91% respondentov
pouziva aspon jedno socidlne médium/platformu/siet a az 51% pouZiva socidlnu siet
neustdle. 50% respondentov vyuziva socidlnu siet na interakciu s priatelmi a na vy-
hladavanie informacii. Najviac pouzivanou platformou je Facebook, nasledovany In-
stagramom a Snapchatom, nemenej Pinterest, WhatsApp a Tumbir.

Pre marketérov vyplyva, Ze ak spolo¢nosti chct zaujat tychto spotrebitelov, je potreb-
né, aby reklamu umiestiiovali hlavne na socidlnych sietach. Z vyskumu taktiez vy-
plyva, Ze az 90% spotrebitelov z Generdcie Z vnima reklamu na socidlnych sietach,
oproti len 29% vnimanej reklamy v televizii.

Napriek tomu, Ze az 77% respondentov uviedlo, Ze vidia v pouzZivani socidlnych
sieti viac vyhod, 41% ich prave socidlne siete ovplyviiuju negativne, citia sa smutne
az depresivne. Napriek tomu, Ze vac¢$ina vidi v pouzivani socidlnych sieti viac pozitiv,
prindsaji aj nasledovné negativa:

Si mysli, Ze socialne . Si mysli, Ze socialne

NEGATIVA POZITIVA
22% 71%

média ich privadzaja média maji pozitivny
k pocitu, Ze nie¢o vplyv na priatel'stva
premeskali
29% 61%

Si mysli, Ze socidlne
média nicia ich
sebahodnotenie

a necitia sa bezpecne

Si mysli, ze socialne
média maji
pozitivny vplyv na
sebavedomie

72%

Si mysli, Ze rovesnici
st roztrziti vd'aka
socialnym médiam

66%

Si mysli, Ze socidlne
médid im pomahaji
jednoduchsie sa
kontaktovat’

s ostatnymi

TABULKA C.1: NEGATIVA A POZITIVA SOCIALNYCH SIETI; ZDROJ: SPRACOVANE PODLA GENZ REPORT FINDINGS (2018)

Socidlne siete ako marketingovy ndstroj maju pre tito generaciu velky vyznam, re-
klama $irend medzi uzivatelov socidlnych médii je viac vhimand tymito spotrebi-
telmi. Marketéri by mali zohladnovat vysledky prieskumov aj v oblasti negativnych
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Infor macie uverejnené na strankach spolocnosti alebo

vplyvov na uZivatelov a tomu prispdsobit marketingové formy ich oslovovania. Coraz
viac je déleZitd pozitivna skiisenost spotrebitelov so znackou. Dals§im znakom, kto-
ry tento fakt potvrdzuje je, Ze az 58% respondentov hlada inik/pomoc od socidlnych
sieti (Habartova 2018).

Prieskum uverejneny v Adweek (2017) potvrdzuje horeuvedeny prieskum v po-
uzivanijednotlivych socidlnych sieti/médii. Medzi 1452 respondentami vo veku 13-20
rokov majui najvacsie zastipenie YouTube, Instagram a Facebook. Dolezitym aspek-
tom je ovplyviiovanie ndkupnych preferencii tejto skupiny pomocou osobnosti (ce-
lebrit). Najzaujimavej$im vysledkom je, Ze aZ 70% respondentov sa necha ovplyvnit
osobnostou ohladom kiipy novej technoldgie v online svete a iba 21% je ovplyvnenych
pomocou mainstreamovych marketingovych nastrojov. V pripade ndkupnych odpo-
ricani, ktoré vyhladavajd, pouzivaji hlavne YouTube 24%, Instagram 17% a Facebook
16%.

Z majnovsich prieskumov vSak nastdva zmena preferencii jednotlivych so-
cidlnych sieti. Podla Piper Jaffrey Companies (2018), medzi 8600 respondentami
v priemernom veku 15,9 rokov zo 47 §tatov USA, klesa preferencia Facebooku oproti
minulosti aZ na 9% medzi tinedZermi, ktori vyuzivaji socidlne siete. Ich preferencia
je YouTube s 59%, Snapchat 56% a Instagram 55%.

Podla prieskumu spoloc¢nosti Forrester Research, Inc. medzi 6634 respondent-
mi vo veku 18-23, je mozné vidiet, akym online marketingovym nastrojom sa Genera-
cia Z nechd ovplyvnit - vizualizicia na grafe 1.

SMS spravy od spolocnosti a znztick  [|NEGN

Informacie v mobinych aplikaciach

Prispevky na socidinych sietach spolocnosti

Emaily od spolocnosti a znaciek

Sporzorovanevyskedky vyhladavania
znacky

Vysledky vyhladavania (nie sponzor ované)

Hodnotenie zakaznikov

Profesionalne napisané hodnotenie

GRAF C1: AKYM MARKETINGOVYM NASTROJOM GENERACIA Z VERI V ONLINE SVETE; ZDROJ: SPRACOVANE PODLA

FORRESTER RESEARCH, INC. (2012)
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Spoloc¢nosti, ktoré chei zaujat svojimi produktami alebo sluZbami Generaciu Z by sa
mali zamerat Coraz viac na online moznosti. Uz niekolko rokov marketéri vyuzivaji
svoje webstranky, e-mailovi komunikaciu a socidlne siete na ziskavanie dat o spotre-
biteloch. Ako uvddza Lenna Garribian (2013) vySe 100 marketérov, ktori sa zticastni-
li konferencie Forrester Research conference 2012 sa vyjadrilo k pouzivani néstrojov
a ziskavaniu dat na oslovenie potencidlnych zdkaznikov: 49% vyuziva analyzu web-
stranky, 19% e-mailovi interakciu a 12% interakciu na socidlnych sietach. Do tizadia
ustupuje vyuzitie dat z nasledujicich néstrojov: 8% interakcia pomocou direct mai-
lov a SMS analyzy a analyzy hovorov. Do tizadia sa dostali printové nastroje ako kri-
ticky zdroj dat pre marketérov.

DalSou vyzvou pre marketérov akym spésobom vyuZivat socidlne siete na mar-
ketingové aktivity je ndrast uzivatelov, ktori docasne alebo trvalo ukon¢i pouzivanie
socidlnych sieti. Podla prieskumu Gen Z Report Findings (2018), az 18% respondentov
skon¢i so socidlnou sietou na zaklade jej priliSnej komerénosti = prilisného reklam-
ného priestoru, ktory im prekaza. Na nasledujicom grafe moéZeme vidiet dalsie dovo-
dy takéhoto konania:

X 41%

Travenie 9]] 35%

prilisného
¢asu na Prilidnd 31%
socidlnej sieti negativita na 2z 26%
socidlnej sieti Nepouzivali
socidlnu sief  Nezaujimal @ 22%
casto ich obsah o
Tuzili po @ 18%
viciom
stikromi Citili tlak byt’
neustéle
o vietkom
informovani
B18%
O11%
PriliZna
komerénost  ZniZovalo
to ich
sebavedomie

GRAF €.2: DOVODY UKONCENIA POUZIVANIA SOCIALNYCH SIETi; ZDROJ: SPRACOVANE PODLA GENZ REPORT FINDINGS
(2018)

Pre marketérov a znacky je dolezity aj fakt, Ze Generdcia Z, ktora vyrastala v online
priestore zacina dosahovat vek, v ktorom samostatne rozhoduje o ndkupnych pre-
ferencidch. Podla Gen Z Report Findings az 65% respondentov nasleduje oblibené
znacky na socidlnych sietach, z nich az 75% kvoli moznosti ziskat zlavu alebo Speci-
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alnu ponuku. 57% respondentov si kipi produkt na zdklade odportdcania osobnostou
a 43% respondentov zvykne nakupovat priamo cez socidlnu siet.

Trendy v ndkupnom sprdvani Generdacie Z Na zédklade tychto prieskumov
moZeme identifikovat viacero trendov a odporticani pre marketérov v oblasti vyuZi-
vania socidlnych sieti na zdklade ich vplyvu na spotrebitelov zo skupiny Generacie Z:
| Vagsina pouZivatelov socidlnych sieti vyuZiva len jednu socidlnu platformu
- je potrebné vyuzivat marketingové aktivity na r6znych socidlnych sietach.
| ZvySuje sa poCet uzivatelov, ktor{ si nepretrzite online - nie je potrebné cielit
na potencidlnych uzivatelov v r6znych ¢asovych obdobiach.
| ZvySuje sa pocet uzivatelov, ktori vyuZivaji socidlne siete na vyhlad4vanie in-
formacii - je potrebné zohladnit pri rozhodovani o obsahovej stranke infor-
maécif o spolo¢nostiach a produktoch na socidlnych platforméach.
| Vagsina uzivatelov je viac ovplyvnend marketingovymi néstrojmi v online
priestore ako reklamou v televizii - prechod cielenia reklamy z televizie a ra-
dia do online sveta.
| ZvySuje sa pocet uzivatelov, ktori sa nechaji ovplyvnit ku kipe produktov
osobnostou na socidlnych sietach - vyuzitie osobnosti a celebrit z Generacie Z.
| Preferencia niektorych socidlnych sieti v pripade vyhlad4dvania ndkupnych
odporticani - YouTube, Instagram, Facebook a Snapchat.
| Vagsina uZivatelov sleduje oblibené znacky na socidlnych sietach - hlav-
ne kvoli zlavdAm a $pecidlnym ponukdm - vytvdrat pozitivnu skisenost so
znackou.
| Zvy$uje sa podet uzivatelov, ktori nakupuji produkty priamo cez socidlnu siet.
| ZvySuje sa preferencia nasledujticich marketingovych nédstrojov v online svete
- profesiondlne napisané hodnotenie, hodnotenia a odportic¢ania zdkaznikov
a vysledky nesponzorovanych vyhladdvani - potreba najst spravnu rovnova-
hu medzi platenou reklamou a organickymi prispevkami, dbat viac na rele-
vanciu prispevkov ako na pocet oslovenych spotrebitelov.

Tento clanok nemal za ciel komplexne prezentovat charakteristiky Generacie Z, ale
prezentovat niektoré aktudlne prieskumy a zameranie vyskumu v tejto oblasti a po-
ukéizat na potrebu hlbsieho skimania charaktristik a sprdvania sa predstavitelov
tejto generdcie. Tento ¢lanok je vysledkom ¢iastkového zamerania Sir§ieho vyskumu
zameraného na prejavy a suvislosti s nastupojticou 4. priemyselnou revolticiu. V ram-
ci projektu buddi realizované aj vlastné prieskumy, o ktorych budeme v dalsich ¢lan-
koch informovat a pokracovat tak v tejto téme.
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Résumé Specifics of online behavior of Generation Z
In the case of technological change, it is necessary not only to explore the development of the technological environment but also to

explore and analyze changes of the technology usage and the possibilities brought by the technologies. Technological changes affect
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the behavior of the people. On the other hand, every generation of users have different approach to the use of technologies. Both in-
dividuals and generations are increasingly influenced by the internet, individual tools and applications that affect people's social re-
lationships and behavior. The concept of generations is based on the definition of a group of people who have the same characteris-
tics of behavior, and we can describe them for a certain period in which they were born (Kupperschmidt 2000). Recently, Generation
Z has become to the forefront of exploring intergenerational differences.

Several surveys and presented research articles highlight the specifics and differences of Generation Z and emphasize the
need for customized access to representatives of this generation. This paper presents partial results and findings of existing research

articles on this topic and will be followed with own research in further papers.
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GENDER AND GENERATION
DIFFERENCES IN UNIVERSITY
STUDENTS' WORD-OF-MOUTH
WILLINGNESS

Student loyalty in the higher education sector helps college administrators
to establish long-term relationships with both current and former students.
Study have chosen to examine one of the components of loyalty, namely

the willingness of students to spread positive information about the
university. The study aimed to empirically examine the willingness of
positive word of mouth communication by gender, and generation.

The study utilised a quantitative design. The survey was

conducted in a private university with a population of about

2,100 students. The data were collected using convenience sampling

during the winter semester of the academic year 2018/2019 in two groups of
bachelor level full-time students. There were 114 usable responses.
Research has found that university's students are mostly willing to

spread positive information about their alma mater. The statistically
significant differences in the willingness of positive word of mouth communi-
cation by gender were confirmed (p<.0001). We failed to reject the hypothe-
sis about differences in gender (p=0.1708). Thus, university programs loyalty
should adapt their approach, to incorporate at least gender differences.

Introduction Globalisation and market competition pressure in the education
sector urge higher education institutions to increase their economic responsibili-
ty and performance continually (Watjatrakul 2014). Nevertheless, today, more than
ever before, universities face enormous challenges due to the current drop in student
numbers due to the attitude of potential and current students to higher education,
the costs of education compared to future benefits, and last but not least by the com-
petition of a large number of universities (Rizkallah and Seitz 2017). Student loyalty
in the higher education sector helps college administrators to establish appropriate
programs that promote, establish, develop and maintain successful long-term rela-
tionships with both current and former students (Annamdevula and Bellamkonda
2016). Many universities, in this context, have even approached the principles of stu-
dent satisfaction's management and measurement in order to keep them as custom-
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ers as long as possible. As a result, higher education institutions in many countries
are standing at crossroads and face various challenges (Strach 2017).

Customer loyalty can be defined as a higher probability of making new and re-
peated purchases, spontaneously recommending a particular service provider and
spreading the positive word of mouth (Tahal et al. 2017). The purpose of this study is
to empirically examine the willingness of positive word of mouth communication by
gender, and generation.

Several research studies have shown that measuring customer satisfaction's
management and measurement alone, without variables that have an impact on prof-
itability or other desired outcomes, is not sufficient (Erjavec 2015). Loyalty, as a spe-
cific expression of student satisfaction, can be manifested in a variety of ways. For
instance, by studying at the next level of education at the same university, by spread-
ing positive information, by recommending university programs to others (Webb and
Jagun 1997). Since research on repurchasing of university products is more appropri-
ate for secondary research, we have chosen to examine only one of the components
of loyalty, namely the willingness of students to spread positive information about
the university. Thanks to it, the universities maintain a reputation and, more impor-
tantly, get new students in a completely natural way. Fact, that customer satisfaction
drives word of mouth is quite straightforward and not very surprising: practically
every textbook on customer satisfaction states somewhere that satisfied customers
speak positively about the company whereas dissatisfied customers spread the nega-
tive word (Kraigher-Krainer et al. 2017). The scholars result also show that university
provides no basis for differentiation among the constructs, but age and gender play a
significant role in determining the different perceptions of students about the loyal-
ty (Annamdevula and Bellamkonda 2016). Even though there is some evidence which
suggests, that elderly consumer tend to be more brand loyal compared to younger
consumers (Mathur et al. 2017). Results from surveys also show that they should be
interpreted differently for men and women and loyalty programs should adapt their
approach, to incorporate gender differences into loyalty reinforcing measures (Aud-
rain-Pontevia and Vanhuele 2016).

Methodology
the willingness of positive word of mouth communication by gender, and generation,

According to the purpose of this study, to empirically examine

two hypotheses were formulated:
| H1,: There is not a statistically significant difference in the willingness of
positive word of mouth communication by gender. H1,: There is a statistical-
ly significant difference in the willingness of positive word of mouth commu-
nication by gender.
| H2: There is not a statistically significant difference in the willingness of
positive word of mouth communication by generation. H2,: There is a statisti-
cally significant difference in the willingness of positive word of mouth com-
munication by generation.

The study utilised a quantitative design. The survey was conducted in a private uni-
versity with a population of about 2,100 students. The data were collected using con-
venience sampling during the winter semester of the academic year 2018/2019 in two
groups of bachelor level full-time students. There were 114 usable responses, which
represent 95% of the sample. The respondents’ demographic data (see Table 1) showed
that male students represented 44.74% of the sample (N=51) and female students rep-
resented 55.27% of the sample (N=63). Table 1 also presents the structure of the re-

spondents by generation.

GenerationY Generation Z

N % of Total N % of Total
Men 21 18.42% 30 26.32%
Women | 12 10.53% 51 44.74%
Total 33 28.95% 81 71.05%

TABLE 1: THE STRUCTURE OF THE RESPONDENTS BY GENDER AND GENERATION; SOURCE: AUTHOR

Paper and pencil interviewing were used for data collection. Respondents willing-
ness of positive word of mouth communication were examined on three items with
the questions as follows: To what extent do you agree or disagree with the statements
“I say positive things about my university to other people (furthermore WoMC1). I rec-
ommend my university to someone who seeks my advice (furthermore WoMC2). I en-
courage friends and relatives to do a study at my university (furthermore WoMC3).”
Seven points Likert scale was used to collect the answer with responses from “agree”

(7 points) to “disagree” (1 point).

Used questions came from Zeithaml and Berry (1996) scale and were part of a13
items set proposed for measuring a wide range of behavioural intentions. Also, they
were used for instance as a validity measure of OFFSERVSENT questionnaire (Thelen
et al. 2011) or in the negative word of mouth form to measure direct effects of anger

and dissatisfaction on behavioural responses (Bougie et al. 2003).

Reliability of the scale items was checked, by calculation of internal reliability
Cronbach alpha coefficient, because of the version translated to the Slovak language
was used. The coefficient alpha for the reliability of the entire set was 0.8748. Table 2
shows coefficients for individual items. According to several authors the range reli-
ability can be regarded as excellent if alpha > 0.9, good if alpha > 0.8, acceptable if al-
pha > 0.7, questionable if alpha > 0.6 and uncertain if alpha is > 0.5. According to the

results, the reliability of the scale was acceptable.

Row wWoMC1 WoMC2 WoMC3 Cronbach «
WoMC1 | 1.000 0.8194
WoMC2 | 0.680 1.000 0.8386
WoMC3 | 0.732 0.717 1.000 0.8075

TABLE 2: CORRELATION MATRIX OF WORD OF MOUTH COMMUNICATION WILLINGNESS ITEMS; SOURCE: AUTHOR
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Overall word of mouth communication willingness (furthermore WoMCW) index was
calculated as follows: WoMCW = (WoMC1+WoMC2+WoMC3)/3.

For choosing a right comparison method, Shapiro-Wilk W normality test was
used to determine if normal distribution models a data set. As Table 3 shows, Sha-
piro-Wilk W test rejects the normal distribution hypothesis for all dataset (p<.0001),
and also for partial data set tests. After that non-parametric Wilcoxon / Kruskal-Wal-
lis Tests were used to verify stated hypotheses.

As Table 5 presents, there are some mean value differences in the word of mouth
communication willingness. While Generation Y showed willingness with a rating
around value 5.8, Generation Z with a rating around value 6.1. The revealed rating
could mean that the willingness of Generation Y is different from Generation Z. As
table also shows, the resulting p-value test (p = 0.1708) means, that we failed to reject
hypothesis H20, and after that, we cannot consider the differences as statistically

The Shapiro-Wilk test w Prob<w
All data set 0.749607 <,0001*
WoMCW by gender (men) 0.696131 <,0001*
WoMCW by gender (women) 0.846615 <,0001*
WoMCW by gender (generation Y) 0.829927 0,0001*
WoMCW by gender (generation Z) 0.682297 <,0007*
Note: HO = The data is from the Normal distribution. Small p-values reject HO.

TABLE 3: THE RESULTS OF NORMALITY TESTS; SOURCE: AUTHOR

The data were analysed using SAS JMP14 software. The described methodology has
some limitations. Firstly, it is not easy to generalise results because of convenience
sampling procedures were being used. Secondly a perceived lack of privacy or confi-
dentiality, because of paper and pencil questionnaire, could cause response bias be-
cause of fear from reprisal. Thirdly, only two generations were compared because of
the selected sample. This research has been applied to a specific university. The re-
search should be expanded to other institutions offering higher education.

Results As Table 4 presents, there are some mean value differences in the word
of mouth communication willingness. While men showed willingness with a rating

around value 5.4, women with a rating around value 6.4. The revealed rating could
mean that willingness of men is different from women. As the table also shows, the
resulting p-value test (p < 0.0001) means, that we reject hypothesis H10, and after
that, we can consider the differences between willingness by gender as statistical-

significant.
Means and Std Number Mean Std Dev Std Err Lower Upper 95%
Deviations Mean 95%
GenerationY 33 5.8181818 1.0037807 | 0.1747358 5.4622566 | 6.174107
GenerationZ 81 6.0740741 1.0341395 01149044 | 5.8454071 | 6.3027411
Wilcoxon/ Krus- | Count Score Expected | Score (Mean-
kal-wallis test Sum Score Mean -Mean0)/
(Rank Sums) stdo
GenerationY 33 1681.5 1897.5 50.9545 -1.366
Generation Z 81 4873.5 4657.5 60.1667 1.366
2- Sample Test, Normal Approximation 1-Way Test, ChiSquare Approximation
S z Prob>|Z] ChiSquare | DF Prob>ChiSq
1681,5 -1.36644 01718 1.8758 1 0.1708

TABLE 5: WORD OF MOUTH COMMUNICATION WILLINGNESS (WOMCW) BY GENERATION ; SOURCE: AUTHOR

ly significant.

Conclusion Institutions of higher education are increasingly moving towards
including a student relationship perspective in their strategic planning, which
makes student loyalty a central aspect of any market strategy (Helgesen and Nesset
2011). Although the literature on the topic of customer satisfaction and loyalty is very
rich, there are only a few studies on loyalty from students’ perspective in higher ed-
ucation (Shahsavar and Sudzina 2017).

Research has found that university's students are mostly willing to spread po-
sitive information about their alma mater. The statistically significant differences
in the willingness of positive word of mouth communication by gender were confir-
med. We failed to reject the hypothesis about differences in gender.

The study provides, for managers, a practical overview regarding variables af-
fecting students' loyalty. Research has found that university's students are mostly
willing to spread positive information about their alma mater. However, in order to
gain the willingness to disseminate positive information about the university, man-
agement must not forget other stakeholders. Matching the students’ needs and wants
cannot slip into the benevolence in exams, teaching or an overall lack of quality.
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Résumé Ochota Studentov tstne Sirit dobré meno univerzity v zdvislosti od rodu a generdcie
Budovanie lojality umoZfiuje univerzitdm nadviazat s dlhodobé vztahy o si¢asngmi a bgvalgmi Studentmi. Stidia sa rozhodla preskii-
mat jednu zo zloZiek lojality, konkrétne ochotu Studentov Sitit pozitivne informdcie o univerzite. Konkrétne, jej cielom bolo empiricky
preskiimat rozdiely v ochote pozitivnej komunikdcie podla rodu a generdcie respondenta.

Stiidia vyuZivala kvantitativny dizajn. Prieskum sa uskuto¢nil na siikromnej vysokej skole s poctom Studentov pribliZzne 2100.
Udaije boli zhromaZdené pomocou dotaznikového prieskumu v priebehu zimného semestra akademického roka 2018/2019 v dvoch
skupindch denngch bakaldrskych Studentov. K dispozicii bolo 114 pouZitelnich odpovedr.

Vijskum zistil, Ze $tudenti s vicSinou ochotni Sitit pozitivne informdcie o svojej alma mater. Statisticky vjznamné rozdiely

34

v ochote pozitivnej tstnej komunikdcie podla pohlavia boli potvrdené (p <.0007). Nepodarilo sa vSak odmietnut hypotézu o rozdie-
loch v rode (p = 0.1708). Preto by univerzitné programy lojality mali prispdsobit svoj pristup, minimdlne zaclenit do svojich stratégii

rozdiely medzi muZmi a Zenami.
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VYUZITIE MULTIMEDIALNYCH
VYSKUMNYCH LABORATORIi
V PRAXL. cast.

Prispevok akcentuje vyznam inovacii vyuéby predmetov orientovanych na ak-
tivnu participaciu vysokoskolskych Studentov na redlnych projektoch v previa-
zanosti na spolupracu so subjektmi hospodarskej praxe, a to vdaka vyuzZitiu
potencidlu multimedidlnych vyskumnych laboratérii v kontexte vyuZitia novych
pristupov vo vyucbe, akym je napriklad tzv. design thinking. Aktudlne trendy
vo vysokoskolskom vzdelavani zd6raziuji zmeny vo vyucbe zamerané na zvy-
Sovanie uplatnitelnosti absolventov na trhu prace aj v kreativnej ekonomike,
do ktorej oblasti spada aj marketing, marketingova komunikacia a reklama.

Uvod - vyzvy a modernizicia vyuéby

Eurépa ma dlhd a silnt tradiciu vyso-
kého skolstva. Jeho korene siahaji az do 6. storocia, kde sa neskdr rozvinuli do stre-
dovekého univerzitného vzdeldvania zaloZenim Bolonskej univerzity v roku 1088.
V 19. storo¢i navstevovali univerzity priblizne 2% populdacie, ktoré mali to privilé-
gium Studovat vysoku §kolu. V sticasnej dobe je situdcia tiplne odlisn4a. Eurépska tinia
si stanovila ciel, aby do roku 2020 40% mladych Eurépanov ziskalo vysokoSkolsky ti-
tul. Uz teraz sa v niektorych krajinach pohybuje miera mladych s vysokoskolskym
vzdelanim vySe 50% populacie krajiny. Tento ciel vSak vedie k tomu, Ze tradi¢né vzde-
lavacie modely uz nedokazu zabezpecit kvalitné vysokoskolské vzdelanie (European
Commission 2013).
Podla dokumentov Eurépskej komisie celia eurépske vysokoskolské systémy
vyzvam a problémom, ku ktorym patria predovsetkym:
| Nestilad medzi potrebnymi zruénostami a tymi skutoénymi. Pri niektorych
vysoko kvalifikovanych profesidch sa Eurépa stretdva s nedostatkami, a to
tak z hladiska dostupnosti tychto kvalifikacii, ako aj z hladiska kvality po-
trebnych zrucnosti. Zaroven prili§ vela studentov kon¢i svoje stidium s vel-
mi zlymi aZ nedostato¢nymi prierezovymi zruc¢nostami, ktoré v sticasnosti
potrebuji v praxi.

Pretrvavajice alebo dokonca zvac§ujice sa socidlne rozdiely. Deti zo znevy-
hodneného socidlno-ekonomického prostredia majui stdle ovela mens$iu $an-
cu, Ze zacnu a dspesne ukoncia vysokoskolské stidium; stédle tieZ pretrvava
rodova segregdcia podla odboru studia.

| Nedostatoénd podpora inovacii. Mnohé vysoké 8koly neprispievaji dostatoéne
k inovacidm vo svojom SirSom ekonomickom a socidlnom prostredi, najma

vo svojich regidénoch, tak, ako by mali. Vykonnost vysokoskolskych instittcif
v oblastiinovdcii sa sice medzijednotlivymi krajinami a regiénmi EU vyrazne
118i, ale celkovo nie je ani zdaleka uspokojiva.

| Rozne =zlozky vysokogkolskych systémov spolu dobre nespolupracuji.
Mechanizmy financovania, stimulov a odmien vo vysokom 8kolstve nie sd
vzdy nastavené tak, aby dostatocne odmenovali kvalitni vyucbu a podporovali
vyskum, inovécie, socidlne zaclefiovanie (Koucky 2017).

Hlasy hovoriace o nutnosti zmien vo vzdeldvani zaznievaju Coraz Castejsie. Institticie
formdlneho vzdeldvania ¢elia velkym problémom, vzdeldvanie v neformalnej sfére je
na vzostupe. Podla $tiddie autorov Barbera, Donnelly a Rizvi (2013) spoluprica s ak-
térmi neformdlneho vzdeldvania, problém evaludcie vzdeldvania a vzdeldvania pre
zamestnatelnost patria medzi oblasti, ktoré si vyZaduji najvacsie zmeny. Za najvac-
§1 problém oznacduje spominand $tidia ipadok hodnoty vysokoskolského vzdelania,
pretozZe iba 18% Sirokej verejnosti veri, Ze univerzity si schopné adekvatne pripravit
svojich Studentov na vstup na trh prace.

Ucenie a vyucba vo vysokom Skolstve je zdielany proces, ktory predpoklada istd
mieru zodpovednosti a participdcie tak na strane Studenta, ako i u¢itela. Sprava Eu-
ropskej komisie sumarizovala kroky a odporicania vedice k modernizacii vysokého
§kolstva, z ktorych je mozné uviest nasledujtce:

| uéebné pliny a osnovy by sa mali rozvijat prostrednictvom dialégu medzi

pedagégmi, Studentmi, absolventmi a aktérmi na trhu prace, ktori spolo¢ne
hladaji nové metddy tak, aby Studenti ziskali relevantné zrucnosti pre svoju
lep8iu uplatnitelnost,

| vysokoskolské institdcie by mali zaviest a podporit prierezové zruénosti

a interdisciplindrne pristupy k u¢eniu a pomdahat tak studentom rozvijat ich
podnikatelské a inovativne sposoby myslenia,

| vysoké 8koly a tvorcovia ndrodnych politik by mali zriadit poradenstvo,

odborné vedenie, mentoring a systémy na podporu vysokoskolskych studentov
(European Commission 2013).

V stcasnej dobe vysokoskolské vzdeldvanie ovplyviuju trendy a tendencie sivisiace
predovsetkym s technologickym rozvojom, zvys§ujlicimi sa ndrokmi na absolventov
zo strany zamestnavatelov. K tym najvyraznej$im patri:

| vzdeldvanie vedice k prehIbeniu kli¢ovych kompetencii, zruénosti a postojov

Studentov (makkych zrucnosti),

| podpora podnikatelskych aktivit tudentov,

| mobilita, internacionalizdcia §tudentov i pedagdégov vysokych §kél,

| online vzdeldvanie, mooc (Massive Open On-line Courses),

| uéenie éinnostou (Learning by doing),

| uzgia spolupréca so stikromnym sektorom,

| celoZivotné vzdeldvanie (Popela, Fischer a kol. 2015).
Spoluprica vysokoskolskych institicii a firiem - vybrané aspekty eurdpskej
praxe

Existuje mnoho foriem spoluprace vysokoskolskych institticif a firiem,
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pricom ich podobu ovplyviiuje cely rad faktorov, napriklad potreby a mozZnosti part-
nerov, mnozstvo dostupnych zdrojov, persondlne zabezpecenie atd. Medzi najcastej-
Sie formy spolupréice patri vyskum realizovany v spolupréci s firmami, zdkazkovy
vyskum, komercionalizacia vysledkov vyskumu, konzultanstvo, zdielané laboraté-
ria, dalsie vzdeldvanie, spolupraca pri tvorbe Studijnych programov a profilu absol-
venta, staZe a prax Studentov, vedenie Studentskych prac ¢i ic¢ast odbornikov z praxe
na priamej vyuébe (Skopova 2007).

Spolupraca podnikov a vysokych §kol predstavuje benefit nielen pre samotné
podniky a §koly, ale aj regién, v ktorom sa nachddza. Z tohto dévodu nadobtda tlo-
ha vysokych §kél v poslednych rokoch na vyzname. V 70. rokoch minulého storocia
vznikol koncept triddy - triple helix model, ktory je zaloZeny na principe kooperécie
a koordindcie troch zdkladnych oblasti spolo¢enského progresu. Tento model pred-
stavuje spojenie akademickej, verejnej a sikromnej sféry. Vyznamnd tlohu tu zohra-
va inovac¢ny potencidl vysokych §kol, ktory ma pozitivny vplyv na rozvoj podnikov,
ktoré nitia vysoké skoly k tvorbe novych poznatkov (Ruc¢inska a Ruc¢insky 2009).

Tridda je zaloZena na sieti vztahov vysokej §koly, priemyslu a vlady, ktora je
zdkladom ekonomického rozvoja znalosti (tzv. znalostnd ekonomika alebo znalost-
né spolocnost). V tridde sud vSetky zdkladné oblasti rovnocenné. Primadrnou tlohou
je produkcia a prenos informadcii, vedomosti a znalosti v spolupraci s podnikatel-
skou sférou, ktora je koneénym zdkaznikom, pretoZe je hlavnhym zamestnavatelom
Tudského kapitdlu za tc¢elom priddvania hodnoty a tvorby bohatstva. Koncept triple
helix je sticasnym stupfiom vyvoja foriem spoluprace vysokych §kél a podnikov, pod-
porovanych vlddami ako oblast verejného zdujmu a verejnej finan¢nej podpory (Ze-
leny 2006).

Eurépska komisia podporuje spojenie vysokoskolského vzdeldvania a podni-
kania na eurépskej irovni prostrednictvom viacerych iniciativ. Uzsie vizby medzi
praxou a akademickou sférou mo6zu podporovat prenos a zdielanie znalosti, vytvarat
dlhodobé partnerstva a prilezitosti a podporovat inovacie, podnikanie a tvorivost.
Uzsia spolupraca s podnikmi poméha institticidm vysokos§kolského vzdeldvania roz-
vijat pristupy k vyucbe a vyuébovy proces tak spliia potreby studentov i spoloénosti.
To pomdaha poskytntit absolventom spravne zruc¢nosti pre trh prace (European Com-
mission 2015).

V roku 2010 vydala Eurépska komisia dokument Eurépa 2020 - Stratégia na
zabezpecCenie inteligentného, udrzatelného a inkluzivneho rastu, v ktorom definuje
ciele pre Clenské staty, medzi ktorymi je aj ,zlepsit spoluprdcu medzi univerzitami,
vyskumnymi centrami a podnikmi, realizovat spolo¢né programy”, ako aj ,zabezpe-
Cit, aby sa ucebné osnovy ststredili na podporovanie kreativity, inovacie a podnika-
nia“ ¢i zabezpecit, ,aby znalosti nevyhnutné na zaclenenie sa do dalsieho vzdeldavania
a trhu prace boli ziskané a uznané v ramci vSeobecného, odborného, vyssieho vzdela-
vania ako aj vzdeldvania dospelych” (Eurépska komisia 2010).

Stddia University-Business Cooperation 2017 prezentuje vysledky online vy-
skumu medzi vysokymi §kolami v 33 eurépskych krajinach a subjektmi z praxe. Vy-
skum monitoruje sicasny stav spoluprdce vysokoskolskych institicii so subjektmi
z aplikacnej sféry a porovnava situdciu v Eurépe so situdciou v jednotlivych ¢len-

skych krajindch. Vyskumu sa zic¢astnilo 14 318 zastupcov vysokoskolského vzdelava-
nia za vSetky vybrané eurdpske krajiny, v pripade zastupcov firiem bolo ziskanych
3 113 odpovedi. V tabulke ¢. 1 si prezentované rozne formy spoluprace vysokoskol-
skych institticif a subjektov hospodédrskej praxe a hodnotenie ich vyuZzivania tak z po-
hladu vysokych §kol, ako aj z pohladu aplikacnej sféry v rdmci Slovenskej republiky,

Ceskej republiky a eurépskeho priemeru.

Formy spoluprace Z pohladu firiem Z pohladu univerzit
Priemer | Priemer | Priemer | Priemer | Priemer | Priemer
VSR vCR VSR vER

Mobilita studentov (Studentské 4,3 41 5,4 2,9 2 5,6

staze, prax vo firmach)

Duélna vyucba (Cast teoretick3, 2,8 2,5 3,7 1,9 1,8 3,6

Cast prakticka)

Spoluprdca na tvorbe kurikula 2,0 1,9 2,5 2,2 1,9 3,6

Spolupraca na vyucbe (napr. 2,4 2,2 3] 2,5 2,3 4,3

workshopy odbornikov z praxe)

Celozivotné vzdelavanie pre ludi | 2,4 2,8 3,5 2,2 21 3,6

z komercnej sféry

Spoluprdca v oblasti vyskumu 4,3 5,8 6,4 31 1,8 5,4

avyvoja

Konzultacie 4,5 4,2 4,8 3,0 2,0 4,8

Mobilita akademikov do praxe 2,4 3,3 3,3 2 1,6 2,8

a naopak

Komercionalizacia vystupov vedy | 2,6 3,3 3,6 2,0 1,5 3,0

avyskumu (licencie, patenty)

Akademicka podnikatelska cin- 1,7 2,2 2,9 1,6 1,5 3,0

nost (napt. spin off firmy)

Studentska podnikatelska &in- 2] 2 2,7 17 17 31

nost (napr. start-up firmy)

Participacia na riadeni, spra- 2,2 2,4 2,9 1,7 1,8 31

ve (napr. ¢lenstvo v spravnych

radéch)

Zdielanie zdrojov (infrastruktdry, | 2,9 2,7 3,2 1,8 1,5 3,0

persondlnych, vybavenia)

Podpora priemyslu (dotécie, 3,4 2,9 3,2 1,9 1,8 3,6

sponzoring, Stipendid)

TABULKA 1: POROVNANIE SPOLUPRACE UNIVERZIT A FIRIEM; ZDROJ: STATE OF UNIVERSITY-BUSINESS COOPERATION (2017)

Prakticky pri vSetkych parametroch Slovensko i Ceskd republika zaostdvaji za eurép-
skym priemerom. Paradoxne, vysoké skoly hodnotia spolupracu skeptickejsie v kon-
frontdcii s firemnymi zdstupcami. V pripade jednotlivych hodnét je potrebné uviest,
Ze ¢im niZsia hodnota, tym je spoluprica hodnotend minimélne a naopak, pricom
rozpitie je od 0 po 10 bodov.

Kreativna ekonomika a design thinking

Rozmach kreativnej ekonomiky
mozno pozorovat vo vyspelych krajinach, kde dochddza k tbytku pracovnych miest

39



40

v priemyselnych odvetviach a ich presunu do oblasti sluzieb a kreativnych ¢innos-
ti. Vyznamnymi stakeholdermi kreativnej ekonomiky s kreativne firmy, tvorcovia
politiky, podnikatelskej spolo¢nosti, vyskumné institticie a tiez inStiticie vyssieho
vzdeldavania. V rozvoji kreativnej ekonomiky hraji vyznamni dlohu vysoké skoly,
ako miesta s vysokou koncentriciou kreativnych, inovativnych ludi so schopnostou
prinasat nové rieSenia. Je teda potrebné sa zaoberat ich zapojenim, vplyvom a vyz-
namom pre kreativnu ekonomiku. Problematikou kreativnej ekonomiky sa zaobera
rad autorov. K tym najvyznamnej$im patri Howkins a Florida. Howkins bol prvym
autorom, ktory pouzil pojem ,kreativna ekonomika®“ a to vo svojej knihe The Creati-
ve Economy. Druhy propagator tejto myslienky - Florida, ako prvy pomenoval proble-
matiku kreativnej triedy a zostavil index kreativity (Kloudova a kol. 2010). V dnesnej
dobe mnoho podnikov usiluje o prisposobenie sa globalizacii, ktord priniesla tvrdsi
konkurenc¢ny boj na mnohych trhoch a viedla k outsourcingu produkcie z ,lacnych
krajin” (Kathman 2002).

Podniky na celom svete, ktoré chct zostat konkurencieschopné, st nitené byt
viac inovativne a prispdsobit sa rozsirujicemu sa vedomostnému priemyslu. Na vy-
soko konkurenc¢nych trhoch, kde je nevyhnutnd extrémne efektivna vyroba, tradic-
né podnikatelské modely a pristupy uz nemusia stacit. Radikdlny rozvoj a vzostup
komunikac¢nych technolégii meni konvencie podnikania. Zdkaznici majd k dispozi-
cii viac informacii, zatial ¢o st sami vystaveni ovela vi¢siemu poctu ponik ako pred-
tym. Tradi¢ny monolég medzi spolo¢nostami a zdkaznikmi sa zmenil na vymenu
informacii a ndzorov, pricom sa trendy objavuju paralelne a celkové tempo je ove-
Ta rychlejSie. Obchodnici si svedkami fragmentdcie trhov a je pre nich stdle tazsie
oslovovat alebo ovplyviiovat svoje cielové skupiny. Dnesné spoloc¢nosti teda potrebu-
ja zvysit rychlost a diferenciaciu vo vyvoji vyroby a predovsetkym konkurenc¢né reak-
cie. Aby podnikatelské subjekty boli konkurencieschopné, musia zaclenit kreativitu
a inovacie do svojho fungovania, a tym pomoct vzostupu konceptu kreativnej ekono-
miky (Gullberg a kol. 2006). DeNatale a Wassall definujd tvorivi ekonomiku ako na-
prie¢ prepojent mnozinu troch vzdjomne sa ovplyviiujicich oblasti. Prvky kreativnej
ekonomiky su tvorba kreativnych klastrov (komeréné aj nekomercéné firmy a organi-
zacie), kreativne pracovné sily (kreativni jedinci) a kreativne spolocenstvo (miesto,
ktoré vytvara podmienky pre tvorivi ekonomiku) (DeNatale a Wassall 2007).

Kreativna ekonomika je zaloZend na kreativnom priemysle (medidlny priemy-
sel, film, hudobny priemysel, vyskum, kultirny priemysel). Jej rozvoj bude mat znac-
ny vplyv na budici ekonomicky rast vo vyspelych §tdtoch sveta. Predpokladom pre
rozvoj kreativnej ekonomiky je znalost spolo¢nosti v oblasti informac¢nych a komu-
nika¢nych technolégii s dérazom na rozvoj kreativity. Odvetvia v rdmci kreativnej
ekonomiky je mozné zoskupit aj prostrednictvom tzv. pristupu na zdklade kreativ-
nej intenzity, podla ktorého sa odvetvia zoskupuji podla ich pribuznosti do sied-
mych kategdrii a to: Reklama a marketing; Architektira; Dizajn a médny dizajn;
Film, TV, video, rddio a fotografia; IT, softvér a pocitacové sluzby; Vydavatelska ¢in-
nost; Hudba, scénické a vizudlne umenie (Balog a kol. 2014). Mieru rozvoja kreativnej
ekonomiky spaja Florida (2002) s investiciami do vyskumu a vyvoja a podporou uni-

verzitnych systémov. Prave univerzity hraji vyznamnu dlohu pri vychove talentov
a kreativnych jedincov (Kloudova a kol. 2010).
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TEXT | PETERVESELY PRISPEVKY | CONTRIBUTIONS

GDPR ISSUES FROM
A MARKETING PERSPECTIVE

In the case of running e-shop under the new conditions of the GDPR Regulation,
the marketer faces several problems. The interpretation of the regulation

is not clear and few areas will limit its possibilities. For example, the question
arises as to whether personal data may be used for other purposes, or other
questions as to the legal bases for the processing of personal data.

Introduction Regulation (EU) 2016/679 of the European Parliament and of the
Council of 27 April 2016 on the protection of individuals with regard to the processing
of personal data and on the free movement of such data, repealing Directive 95/46 /
EC (General Data Protection Regulation) in force from 25.05.2018 (Vesely 2018), often
causes a change in technology and processes in organizations and introduces a num-
ber of new concepts.

According to Kotler (Kotler and Armstrong 2010), for the prosperity of the com-
pany in this new era, it is necessary to change the marketing strategy and adapt to
the new environment. It is therefore important:

| Identify the main factors that shape the period of internet development.

| Know the reactions of companies to the internet and new technologies.

| Know the four major areas of ecommerce and its use in practice.

| Know what is the company's progress in implementing e-commerce.

| Have an overview of the benefits and challenges of e-commerce.

Changes in the world economy are influenced by many factors such as technology,
globalization, the environment and many others, but the following are particularly
important (Kotler and Armstrong 2010):
| 1. digitization and networking - Analog information used to date from tel-
ephone systems through watches, and industrial devices work with analog
technology. Today, more and more devices work with digital information, i.
that text, data, sounds and images are converted to a sequence of nulls and
units, bits. Their transmission from one location to another requires inter-
connection, ie the telecommunication network, and this can be:
| a. intranet - a network that connects people to each other within a corpo-
rate network,
| b. extranet - links businesses with their suppliers, subscribers, and
distributors,
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| c.internet - is a public global network that connects smaller networks and
users of all types. It is an "information highway" that transmits data at
high speeds regardless of distance.

| 2. the rapid development of the internet - a revolutionary technology of the
new millennium, provides business with a high level of connectivity, enables
customers and businesses to gain unprecedented amount of information dur-
ing several computer operations, and if competition firms are to be able to
adapt,

| 3. new forms of trading - when thousands of entrepreneurs have set up inter-
net companies, to sell their production,

| 4. product customization to customer needs and the active role of customers
in designing them.

So many of the basics of marketing theory. But this theory is a real reflection of prac-
tice. For example, one well-known online store reported a year-on-year increase in
revenue of up to 20 percent to 830 million EUR without VAT (Morav¢ik 2018). This
means anotable increase in sales. This issue is also seriously addressed by the EU and
it forms legislative frameworks in this area. One of them is the GDPR regulation, in
addition it is the ePrivacy regulation (JDOOU 2018) and the CyberSecurity Regulation
(Simkovi¢ 2015). The European Parliament has passed a regulation banning so-called
geographic blocking when shopping online. All new EU Member States should there-
fore be given access to foreign product purchases without blocking websites. In the
past, internet shop operators have been automatically redirected to another website
based on their nationality, place of residence or temporary residence. This will not
be after the new holiday. New arrangements apply, for example, to book hotel accom-
modation, hire cars or buy tickets for concerts. It will not cover copyrighted goods,
such as electronic books, downloadable music or on-line games, but also on tickets.
Online shop operators will have to offer their goods or services to their clients with-
in the EU under the new regulation at the same price and under the same conditions.
The measure will apply to the purchase and delivery of goods, provided that the de-
livery of the goods to the Member State concerned has been established in their busi-
ness conditions. It will also apply to personal and non-copyrighted goods. It sounds
fairly simple, but we also need to take into account the GDPR regulation, which states
that every EU citizen must have access to consent in his own language, which he un-
derstands so that he clearly shows his agreement and clearly understands the terms.
Well, that's not just about the consents. Cookies are also subject to the GDPR regu-
lation - even consent or refusal must be granted - and again in a language that can
be understood. Not all EU citizens understand fluently the Slovak language and not
everyone understands the English or German language. And the requirement of the
GDPR Regulation is that consent must be clearly distinguished from business con-
ditions. The logical conclusion will be that business conditions will be processed in
that language. And this is no longer a minor cosmetic change of business processes
and the information system. When creating GDPR documentation, other regulations

regarding business processes of the organization need to be taken into account. We
can see here that it is not possible to use the general framework of GDPR documenta-
tion and it is obviously necessary to deal with each individual organization in detail.
This is actually the GDPR goal.

E-shop and GDPR regulation
ly being made largely via the internet. The e-shop (e-shop) can be defined as the sale

The purchase of goods and services is current-

of goods or services using information and communication technologies and web
applications in an internet environment where on one side of this relationship is
the operator of the e-shop and the other e-shop customer hereinafter referred to as
the "customer"). The most common among them is the conclusion of an internet
purchase contract (distance contract). Such a contract also includes obtaining infor-
mation, including personal details of the customer. Given the dynamics of IT devel-
opment, it is impossible to take into account in this methodological guideline any
eventualities that might arise in the application of the Regulation to e-shop opera-
tors, so the Office mentions only the most common cases below. Given the specific
conditions of which processing of personal data, it is possible that the e-shop opera-
tor will be able to use, for example, and other legal bases or settings other than those
listed below. This methodological guideline is only a recommendation of the Office,
from. that it does not exclude any other adjustment of the processing of personal data
in fulfillment of all Regulations laid down by the conditions and obligations. It is also
important to highlight the fact that e-shops are also covered by other special regula-
tions, Act no. 351/2011 Z. z.3 and Act no. 22/2004 Z. z.4, which must be taken into ac-
count in the operation of e-shops. These regulations do not fall within the scope of
the Office. (UOOU SK 2018).

Processing activities of the e-shop and legal bases for processing customer per-
sonal data

Recording of personal information of a customer of a particular

e-shop is a processing of the customer's personal data from the point of view of the

privacy rules. The purpose of such processing is most often the conclusion of a pur-

chase contract and the subsequent execution of payment, delivery of goods or servic-

es and, where appropriate, the provision of other related services (complaints and

other obligations arising, in particular, from the consumer protection legislation

for the e-shop operator). It is necessary to distinguish the individual purposes of the

processing of customer's personal data by the e-shop operator. In view of this, we can

identify some of the most common processing activities that can be closely related,

but have a different legal basis. The processing of personal data by customers by e-
shoppers is mainly carried out for the purposes of (UOOU SK 2018):

| Order of goods / services (e-shop) - Purchase agreement according to Art. 6

ods. (1) b) Regulations (including the subsequent payment, delivery of goods

or services, handling complaints, etc.); processing of the customer's personal

data takes place without the consent of the customer because the legal basis

for the processing of his or her personal data for the purposes of performance
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of the contract is a specific contract concluded at a distance between the cus-
tomer and the e-shop,

marketing communication with the customer - Legitimate interest accord-
ing to art. 6 ods. (1) f) Regulations (eg newsletters, other forms of direct mar-
keting, etc.); processing the customer's personal data is without the consent
of the customer because the legal basis for the processing of his or her person-
al data (to the extent necessary) is the legitimate interest of the e-shop opera-
tor, such as informing the customer about the new goods and services of the
e-shop. We point out that within the meaning of recital 47 of the Regulation,
the use of legitimate interest as a legal basis requires a thorough assessment,
including an assessment of whether the person concerned may reasonably
expect at a given time and context of personal data collection that the pro-
cessing of his personal data for that purpose. The operator is also required to
carry out the proportionality test.

marketing communication with the person concerned without previous rela-

tionship - prior consent6 of the person concerned under Art. 6 ods. (1) (a). For

further information on the consent of the person concerned, we recommend

seeing the WP 29 Guidance on the consent of the person concerned.

| loyalty program - customer consent according to Art. 6 ods. (1) (a). For further
information on the consent of the person concerned, we recommend seeing
the WP 29 Guidance on the consent of the person concerned.

| consumer competition - customer consent according to Art. 6 ods. (1) (a) Reg-

ulations. For further information on the consent of the person concerned,

we recommend seeing the WP 29 Guidance on the consent of the person

concerned.

Obligations of the e-shop provider Compliance with the Customer's Priva-
cy Policy pursuant to Article 5 of the GDPR Regulation (U0OU SK 2018):
| In order for the operator to legally process the customer's personal data for
the above purposes, he must have an appropriate legal basis (see point 1)
(principle of legality).
| Customers have the right to be informed about the processing conditions, the
manner in which their requests for the rights of the persons concerned are
dealt with, etc. (the principle of transparency).
| The data obtained are to be processed by the operator only for a specific, ex-
plicit, legitimate purpose and cannot be processed in a way that is incompat-
ible with such purpose (purpose limitation principle).
| The operator should only process personal data that is necessary to achieve a
particular purpose of processing (data minimization), for example:
| a) to conclude a purchase contract - for example, title, first name, sur-
name, home address, address of delivery, if different from address, e-mail
address, telephone number,
| b) direct marketing - title, first name, surname and e-mail address,

| ) loyalty program - title, first name, surname, home address or e-mail ad-
dress and, if applicable, additional information (for example, depending
on how loyalty benefits are provided or depending on other terms of par-
ticipation in the loyalty program set up operators),
| d) consumer competition - the list of processed personal data depends on
the conditions of competition specified in the competition status to be in-
formed by the persons concerned prior to granting consent to the process-
ing of their personal data for the purpose of the competition.
| The operator processes correct and up-to-date personal data (principle of
correctness).
| The operator keeps personal data only for the necessary time to achieve the
purpose of the processing; longer only if it is necessary for another purpose
(for example for purposes of archiving) compatible with the original purpose
(the principle of minimizing retention):
| a) the operator guarantees the adequate security of the processed person-
al data (the principle of integrity and confidentiality),
| b) the e-shop operator must be able to demonstrate compliance with the
previous processing principles (liability principle).

Information obligation under Article 13 and Article 14 of the GDPR Regulation
(U00U SK 2018):
| Applies to all the processing operations referred to in point 1; information
obligation is directed from the e-shop operator to the affected person (the e-
shop customer).
| The provision of information to the person concerned is the responsibility of
the operator, ie the operator of the e-shop is obliged to perform it in an initia-
tive (not at the request of the person concerned).
| The operator provides the person concerned with the information provided
for in Article 13 (1) to (3) of the Regulation if he obtained the personal data
directly from the person concerned; pursuant to Article 14 (1) and (2) of the
Regulation, if personal data have not been obtained directly from the person
concerned [example: person X order an ABC product in the e-shop purchase as
a gift for the person Z. E-shop ABC processes the personal data of person X on
the contractual legal basis and fulfills the obligation to provide information
pursuant to Article 13 of the Regulation. E-shop ABC also processes person-
al information about a person Z who does not know that a gift will be sent to
him, and there is no direct contractual relationship between ABC and Z. The
legal basis for the processing of personal data from a person will be the legit-
imate interest of the ABC e-shop for the purposes of fulfilling the contract
between ABC e-shop and X. E-shop ABC will also be liable to the person Z for
fulfilling the information obligation under Article 14 of the Regulation. As a
result, in this situation, a derogation under Article 14 (5) (b) of the Regulation
("... or if it is probable that the obligation referred to in paragraph 1 of this Ar-
ticle will hinder or seriously impair the attainment of the objectives of such
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processing"), e-shop ABC the information obligation according to Article 14 of
the Regulation shall not be fulfilled until the moment of delivery of the gift
purchased by the person X].

| Apply exemptions from the disclosure obligation only to the extent defined in
Article 13 (4) and Article 14 (5) of the Regulation.

| In relation to new customers from 25.05.2018 - to meet the above information
obligation at the latest when collecting personal data.

| In relation to existing customers before 25.05.2018 (eg with regard to ongoing
marketing, loyalty program) - the obligation to supplement the information
to the extent that the customer does not have the information in accordance
with Article 13 and Article 14 of the Regulation.

| Provide the information in a concise, transparent, comprehensible and easily
accessible form, formulated in a clear and simple manner.

| Can be informed in various ways (also in combination) - eg. on the e-shop web
site, sending information to e-mail, in paper form in the "stone shop" prem-
ises, etc.

| (Articles 15 to 22 of the Regulation), in particular the right to object to pro-
cessing for direct marketing purposes and the right to withdraw consent to
the processing.

| Where the processing is based on a legitimate interest, the operator shall in-
form the customer of the legitimate interest he / she pursues; the operator is
also required to perform a proportionality test whenever he processes per-
sonal data on this legal basis.

Managing records of processing activities ((00U SK 2018):
| Each e-shop operator is required to keep records of processing activities un-
der Article 30 of the Regulation always in relation to the processing activities:
| a) order of goods / services,
| b) loyalty program,
| ¢) direct marketing.
| Consumer competitor - Organize regular competitions - occasionally organ-
izing a competition - 1x / year and so on. (the exemption under Article 30 (5)
of the Regulation applies, and this processing activity need not be recorded
in the record).
| The operator keeps the records and fails to send them to the office, and, if
necessary, submits them to the Office.

Responsible person (GOOU SK 2018):
| The obligation to designate a responsible person has e-shoppers who meet the
condition of Article 37 (1) (b) of Regulation 11 - for example.
| If the condition under Article 37 (1) (b) of the Regulation is not fulfilled, the e-
shop operator is under no obligation to designate a responsible person; if he
voluntarily determines it, he / she is obliged to proceed as if the obligation to
determine the responsible person was applicable to him/her.

Intermediary (UOOU SK 2018):

| The operator may entrust the processing or part of the processing of the in-
termediary, for example for the purpose of evaluating the competition or-
ganized by the operator, sending questionnaires of satisfaction with the
purchased goods.

| The intermediary processes personal data in accordance with the instruc-
tions of the operator, to the extent and according to an intermediary contract
or other legal act binding the mediator towards the operator. The Intermedi-
ation Contract and other legal act must comply with the requirements of Ar-
ticle 28 (3) of the Regulation.

| For the purposes of concluding an intermediary contract and the interme-
diary's mandate by processing personal data, the consent of the person con-
cerned is not required. As regards legality, the intermediary has a legal basis
for the processing of personal data (eg legitimate interest) for the processing
of personal data.

Security of the processing of personal data (G00OU SK 2018):
| The e-shop operator is responsible for the security and protection of person-
al data throughout their processing and is required to take appropriate secu-
rity measures to protect them.
| Under Article 25 of the Regulation, the e-shop operator is required to pro-
vide protection at a stage when processing is not yet initiated, taking into ac-
count the latest knowledge and cost of implementing the measures as well
as the nature, scope, context and purposes of the processing. The measures
will be customized to suit their own environment and will take into account
the safety standards that are common to the processing activity - secures a
computer in which antivirus programs are processed by customers' person-
al data.
| According to Article 32 of the Regulation, the e-shop operator is obliged to ac-
cept, in the light of the above mentioned technical and organizational meas-
ures, the following:
| a) technical measures - antivirus, firewall, password-protected comput-
er, alarm, security of premises, provision of automated and non-automat-
ed means, etc.,
| b) organizational measures - instructions of the e-shop operator ad-
dressed to employees (if any), identification of the responsible person (if it
is obliged to determine it), instruction of the employees to keep confiden-
tiality, entry into the premises where personal data are processed, key pol-
icy, personal data, including their storage policies, and so on.
| These are just examples, it is not possible to generalize the necessary meas-
ures for all e-shops.
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| The operator is required to carry out the data protection impact assessment
pursuant to Article 35 of the Regulation if he fulfills any of the conditions laid
down in this Article.

The operator is in breach of personal data protection that will lead to a risk

to the rights and freedoms of individuals (such as making the database with
customers' personal data available to unauthorized persons or damage and
unavailability of backups by the e-shop operator) such violation within 72
hours of that he has learned to notify the Office; in some cases also to the per-
son concerned, without undue delay.

The e-shop operator may comply with the Regulation and Act no. 18/2018 Z. z.
also by complying with the Code of Conduct or the Certificate, but it is not the
operator's responsibility to approach such a Code of Conduct (if any) request
a certificate.

| As far as other duties are concerned, please note that the e-shop operator is
also obliged to perform duties under Act no. 351/2011 Coll. on Electronic Com-
munications as amended (hereinafter "Act No. 351/2011 Coll."). On the inter-
pretation of the provisions of Act no. 351/2011 Coll. the office is not competent,
we recommend turning to the law gesture.

Position of the e-shop customer The customer of the e-shop is, from the point
of view of the Regulation, the person concerned, that is to say the natural person to
whom the personal data processed by the e-shoppers are concerned. In accordance
with the Regulation, the person concerned has the rights that he / she can apply to
the e-shop operator at any time. The list of right of the person concerned (UDOOU SK
2018):
| Right of access to data (Article 15).
| Right to rectification (Article 16).
| Right of cancellation (Article 17).
| Right to limit processing (Article 18).
| The right to portability (Article 20).
| The right to object (Article 21).
| a) if the processing is done on the basis of a legitimate interest of the e-
shop operator (eg for direct marketing purposes), the customer has the
right at any time to object to such processing of his or her personal data,
| b) the right to object for the purposes of direct marketing must be the per-
son concerned expressly informed at the latest when communicating with
him for the first time and this right must be presented in a clear and sep-
arate way from any other information,
| ¢) after applying the customer's objection, the e-shop operator is obliged to
immediately cease the processing of personal data for the purpose of di-
rect marketing, and these personal data are not processed for direct mar-
keting purposes.
| Right to withdraw consent.

| a) if the processing is done on customer's consent (eg loyalty program,
consumer competition), the customer may at any time withdraw his con-
sent to the processing, and the e-shop operator is obliged to terminate the
processing of personal data processed under consent if he does not have
other legal basis,

| b) if the processing is carried out with the consent of the customer, the
right to withdraw consent at any time, the customer must be informed in
advance of the provisions of Article 13 (2) (c) of the Regulation by the oper-
ators of the e-shop.

How should the operator handle the requests of the persons concerned (G00U
SK 2018)?
| It is recommended to prepare a short, clear and concise internal procedure as
the e-shop operator will handle the requests of the persons concerned (eg by
internal directive, instructions), which may be published on the e-shop oper-
ator's web site (the operator can create a sample form).
| All information and notifications by the operator to the person concerned
must be in a concise, transparent, easily understandable and easily accessi-
ble form, formulated in a clear and simple manner, taking into account the
category of persons concerned whose communications and information are
addressed.

Information and notifications should normally be provided in the same way
as the person concerned exercises his right unless he asks otherwise.
The operator of the e-shop is obliged to equip the person concerned within 1

month of its delivery (if necessary, the operator can extend the processing of
the application for another 2 months, while the extension of the deadline is
obligatory to notify the person concerned).

Technical aspects of e-shop operation in context of protection of personal data

E-shop template - an e-shop operator can proceed in principle in two ways
when choosing an e-shop template technical solution (interfaces that serve to view
specific items offered in e-shops or to add items to a so-called "basket"). Either make
yourself an e-shop template, or you can (eg through a license agreement) buy an e-
shop template from another subject. In most cases from a personal data protection
point of view, the processing of personal data by the provider of such a template is not
processed (UOOU SK 2018).

Webhosting of the e-shop - in the event that the operator does not have his / her
own web site for the technical operation of the e-shop, he / she is most likely to en-
ter into a contractual relationship with the entity providing such space. The status
of the webspace provider will then depend on how the conditions are set. If this enti-
ty provides a webspace for the e-shop operator without processing the personal data
of the e-shop customers handled by the e-shoppers, it will not be necessary to mod-
ify their relationship from the point of view of personal data protection. If the per-
sonal data of the e-shop customers are processed, through a webspace provider, that
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provider will act as an intermediary under Article 4 (8) of the Regulation if the web
host provider will process personal data on behalf of the operator. The relationship
between the e-shop operator and the web host provider will be governed by a contract
or other legal act under Article 28 (3) of the Regulation. The webspace provider may
also have the status of a joint operator if, for example, to automatically back up your
e-shop data. In such a case, the relationship between the joint operators, ie the rela-
tionship between the e-shop operator and the webspace provider, is processed within
the meaning of Article 26 of Regulation(U0O0U SK 2018).

Technical support provided to the e-shop operator by third parties - if a third
party provides technical support for e-shop, when in case of removal of technical
problems, this entity, its employees see the personal data of the e-shop's customers,
and do not come from the technical support body for the further processing of per-
sonal data (ie, the personal data, for example, only "sees" but does not work them),
it is sufficient that the agreement between the operator and the technical support
provider the obligation to maintain confidentiality and to take appropriate security
measures (organizational and technical). This also applies to the implementation of
remote access technical support (JOOU SK 2018).

With the
expansion of various technologies, new ways of processing personal data of custom-

Specific ways of processing personal data by the e-shop operator

ers, in particular larger e-shops, have evolved over time. Below are some practical ex-
amples along with the legal basis for processing personal data:
| Wishlist.
| a) aregistered customer has the opportunity to place the selected goods in
the so-called wishlist (wish list),
| b) sending an email alerting you that the goods included in the wishlist
are sold at a discounted price or are available again,
| ) if it is a marketing activity - a legal basis = a legitimate interest under
Article 6 (1) (f) of Regulation.
| Abandoned basket.
| a) the registered customer did not complete his purchase, failed to com-
plete the payment and sent him an email with a warning and a basket
content,
| b) no purchase contract yet, legal basis = pre-contractual relationships un-
der Article 6 (1) (b) of the Regulation.
| Customer holiday.
| a) legal basis = legitimate interest under Article 6 (1) (f) of the Regulation.
| Reactivation.
| a) registered customer does not develop in e-shop for longer; the e-shop op-
erator will send the code for the next purchase with the intention of moti-
vating him / her to purchase,
| b) if this is / is agreed in the contract - legal basis = contract under Article
6 (1) (b) of Regulation,

| ¢) if it is a marketing activity - a legal basis = a legitimate interest under
Article 6 (1) (f) of Regulation.
| Segmentation.
| a) on the basis of what the customer purchases in the e-shop, the custom-
er is sent to the operator of the e-shop newsletters with information about
similar goods, what the customer purchases in the e-shop,
| b) legal basis = legitimate interest under Article 6 (1) (f) of the Regulation.
| Upselling.
| a) on the basis of the contents of the customer's basket / on the basis of
the goods already bought in the e-shop, the customer will display the
recommended goods for further purchase when completing his order (in
his payment process),
| b) legal basis = legitimate interest under Article 6 (1) (f) of the Regulation.
| Cookies.
| @) is not, in all circumstances, personal data; personal data is when it is
part of a chain of additional data that binds to a particular physical per-
son to identify that physical person,
| b) cookies as personal information - depending on the circumstances of
the particular case, may be the legal basis,
| 1. consent under Article 6 (1) (a) Regulations
| IL. the contract referred to in Article 6 (1) b) Regulations
| IT1. a legitimate interest pursuant to Article 6 (1) f) Regulations (mar-
keting purposes)
| IV.at the same time, the obligation to fulfill the conditions under
Section 55 of Act no. 351/2011 Coll.
| ¢) if cookies are not personal data - the obligation to comply with the con-
ditions of Act no. 351/2011 Coll.

Where personal data are processed for purposes other than the original purpose, ei-
ther the new consent of the data subject must be given, specifying the purpose of the
processing of personal data, or it may be in accordance with Union or Member State
law. However, the last option - the compatibility test - will often be used. The pur-
pose of the compatibility test is to define a link or a link between the purpose for
which personal data has been obtained and the purpose of the intended further pro-
cessing of personal data. It is also necessary to define the circumstances in which
personal data have been acquired, in particular the relationship between the per-
sons concerned and the operator. The compatibility test also includes an analysis of
the possible consequences of the intended further processing for the persons con-
cerned. The compatibility test is not a separate legal basis, it follows the legal basis
of the original purpose of the processing and requires the existence of adequate safe-
guards, such as encryption or pseudonymization. The GDPR regulation on protection
of personal data defines the above ideas in § 13 paragraph 3 as follows:

Where the processing of personal data for a purpose other than that for which
the personal data were obtained is not based on the consent of the data subject or a
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specific regulation, the operator shall determine whether the processing of personal
data for another purpose is compatible with the purpose, on which the personal data
originally obtained, among other things, must be taken into account:
| (a) any link between the purpose for which the personal data originally
originated and the purpose of the intended further processing of person-
al data,
| (b) the circumstances in which the personal data were obtained, in par-
ticular the circumstances relating to the relationship between the person
concerned and the operator,
| (c) the nature of personal data, in particular, or the processing of special
categories of personal data pursuant to Section 16, or personal data relat-
ing to the recognition of guilt for the commission of a criminal offense or
offense under Section 17,
| (d) the possible consequences of the intended further processing of per-
sonal data for the person concerned and
| (e) the existence of adequate safeguards, which may include encryption or
pseudonymization.

The wording of the new law on personal data protection implies the need to find out
- that is, to carry out a test or a check on the compatibility of the purposes of the pro-
cessing of personal data. Ultimately, it can simply be called the GDPR Compatibility
Test (Vesely 2018).
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Value-based marketing or value marketing is usually understood in two different
ways: as a way to communicate with customers on and about values and ethics (such
an approach seems to be more common for consumer markets), or as marketing ap-
proach driven by utility emphasizing unique value propositions for certain offering
(such understanding has been appropriated for industrial markets).

Traditional advertising is dead. Hard selling is considered ethically wrong.
Many market offerings harm natural environment. Some brands and producers ex-
hibit discriminatory behaviors. Millennial consumers dare for responsible or even
socially contributing market choices. Those and other claims urge marketers to
speak truth. Modern marketing communications is not necessarily reduced to a
point, when it becomes misleading or silly, but rather seeks to make the communi-
cated messages proper and morally right. Instead of feeding customers with mis-
leading half-truths, brands communicate deliberately authentic, candid, sincere and
honest messages.

An example of such disarming sincerity is the aged slogan of Avis car rental,
which has been used since 1962: "We Try Harder". Originally, this slogan began with
the statement that Avis simply needs to go an extra mile as it is the second-largest car
rental company (rather than market leader). The Hans Brinker Hostel in Amsterdam,
which has positioned itself as the worst hotel in the world since 1996, also excels in
blatant honesty. Its infamous poster pictures cigarette butts on the carpet with the
tagline "It can't get any worse" on the left side. On the right side of that same post-
er, there is a carpet lying on the floor with a small square cut out and complement-
ed with inscription “But we'll do our best." Third more recent example of authentic
and honest campaign could be the 2004 Dove “Real beauty” emphasizing the natural
physical variation of all women.

Value-driven marketing communication is increasingly linked to the efforts
of products and brands to contribute to a social discourse on major global issues,
such as environmental concerns, poverty, inequality, peace or justice. Value mes-
sages often carry charitable or other social appeal. The value orientation of mar-
keting campaigns can also have a local dimension and focus on regional socially
beneficial activities. Value-based marketing stimulates the perception of the ethical
dimension of customer behavior. A specific example of value-oriented marketing is
green marketing, focusing on products and services that have potential benefits for
the environment.

MARKETING BRIEFS

Southwest of Spanish city of Seville is the region that is known for growing
strawberries. In 2010, the British brand Innocent Drinks (fresh juices, smoothies,
baby food, and almond milk) began to work with farmers and scientists at the Uni-
versity of Cordoba to explore the issue of irrigation. Planting strawberries have been
water-intensive and Spain in particular suffers from droughts. As a result of joint ef-
forts, Irri-Fresa mobile application has been unveiled in 2015. The app calculates opti-
mal watering times and farmers using the application were able to reduce their water
consumption by as much as 40% without reducing the yield. UK companies such as
Sainsbury, Marks & Spencer, Unilever, or Coca-Cola have been purchasing most of
Spanish strawberries, therefore the Innocent Drinks contacted them to achieve more
responsible plantation all across the region. Innocent Drinks activities were awarded
the Guardian Sustainable Business Awards in 2016.

At times value-based marketing leads to cause marketing, where marketing
communication fulfills sales and social goals at the same time. The underlying val-
ue behind cause marketing is swaying customers on the side of consumption in a be-
lief, that consumerism as such may finally be a good thing. Since 10 years, Starbucks
cafes have been working in North America together with a global nonprofit organiza-
tion (RED) on World AIDS Day, falling annually on December 1st. Starbucks donates 10
cents from every beverage sold in cafes in the US and Canada on that day, raising over
$ 12 million for a good cause. On the occasion, drinks are served in special red cups.

Developing set of desirable social values, whereas delivering value to share-
holders, may be one of the key dichotomies to be addressed by companies in the next
decade. Customers, companies, owners, managers and workers share the desire to be
remembered for their positive contribution, rather than for wrong doing.

Résumé

Kontakt na autorov | Address

Value-based marketing: Starejme se o zdkazniky dobfe, aby se stali lepsimi

V Case oslav konce roku je komunikace ,,dobra” zvldsté vdécnym a Castym marketingovym sdélenim.

Value-based marketing (hodnotové orientovany marketing) se zaméfuje na komunikaci a vyuZivdni vhodngch spolecenskgjch hod-
not a témat, kterd jsou ndsledné spojovdna i s konkrétnimi znackami a podniky. Cause marketing nebo zeleng marketing Ize vnimat
jako specifické druhy hodnotoveé orientovaného marketingu. Propojeni's konkrétni hodnotovou orientaci md oslovovat pfirozenou zd-

kaznickou touhu stdt lepsimi lidmi, obcany, spotrebiteli, ¢leny lidského spolecenstvi, jejichz penézni hlasy mohou pomoci dobré véci.

doc. Ing. Pavel Strach, Ph.D., Ph.D., SKODA AUTO Vysoka 8kola o0.p.s., Katedra

marketingu a managementu, Na Karmeli 1457, 293 01 Mlad4 Boleslav, Ceska republika, e-mail: pavel.strach@savs.cz
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Organizétori sttaze FLEMA usporiadali tento rok trindsty ro¢nik. FLEMA je sttaz
organizovana v Ceskej a Slovenskej republike, ktord sa zameriava na medidlne kam-
pane a vyuzitie jednotlivych mediatypov. Vdaka tomu umozinuje porovnanie tirovne
medidlneho pldnovania a inovativnych komunikac¢nych stratégii v oboch krajinach.
V dalSom texte uvddzame bliz§ie informacie, ktoré ndm poskytli organizatori sttaze
o jej priebehu a findlnych vysledkoch.

Medidlne kampane prihldsené do sitaZe boli posudzované v 6 kategdériach: naj-
lepsie vyuzitie TV, najleps§ie vyuzitie tlace, najlep$ie vyuzitie OOH, najlepS§ie vyuzitie
rddia a najlepsie vyuzitie digitdlnych médii. Sicasne boli vyhodnotené aj dve priere-
zové kategdrie: najlepsia velkd kampan a najlepSia mald kampan. Zaradend bola aj
Specidlna kategoria: najodvaznejsi pocin. V ramci Media & Insight boli zaradené ka-
tegorie: najlepsie vyuzitie multi-screeningu, najlepsie vyuzitie dat, najlepsie vyuzitie
real-time marketingu, najlepsie vyuzitie influencera, najlep$ie vyuzite engagementu
a najleps$ia lokalna exekucia globdlnej kampane. Do sttaZe boli zaradené prace, kto-

ré boli zrealizované na ¢eskom alebo slovenskom trhu v obdobi od 1. januara 2017 do
30. jiina 2018.

Vitazmi 13. ro¢nika sttaze Flema Media Awards v jednotlivych kategéridch sa
stali: najlepsie vyuzitie 00H (Cesi, dékujem!/Clovék v tisni o. p. s./BigMedia, s. 1. 0.
(CZ)), najodvaznejsi poéin (Cesi, dékujem!/Clovék v tisni o. p. s./BigMedia, s. 1. 0. (CZ)),
najlepsie vyuzitie influencera (Chance - Derby Song/Chance, a. s./Outbreak s. r. o.
(CZ)), najlepsie vyuzitie radia (Moneta Money Bank - Business Ptijcka/Moneta Mo-
ney Bank, a. s./Knowlimits Group, a. s. (CZ)), najlepSie vyuzitie multi-screeningu
(Multiscreening Superstars/Coca-Cola Ceska republika, s. r. 0./Lion Communications,
s. I. 0. - divize Starcom (CZ)), najlepS$ie vyuzitie engagementu (FousBot/Philips Ces-
kéa republika, s. r. 0./ TRIAD Advertising, s. r. 0. (CZ)), najlep$ie vyuzitie TV (Samsung
- Rozhovory bez hranic/Samsung/Lion Communications, s. r. 0. - divize Starcom
(CZ)), najlepsie vyuzitie real-time marketingu (Skoda - Golonka sa nechce trepat
do Kosic/Skoda Auto Slovensko/SOCIALISTS, s. r. o. (SK)), najlepsia lokdlna exeku-
cia globdlnej kampane (Slovak Telecom - Sprav to. Jednoducho. Digitdlne - Tom4as
Brngdl/ Slovak Telekom/WAVEMAKER Slovakia, s. 1. 0. (SK)), najlepSie vyuzitie dat
(SLSP Personal message/Slovenskd sporitelia/WAVEMAKER Slovakia, s. r. 0. (SK)),
najlepsia mald kampan (The Mow-Na Lisa/Dvofak - svahové sekacky, s. r. 0./Cream
Prague, s. 1. 0. (CZ)), najlepSie vyuzitie digitadlnych médii (Velkopovicky Kozel - na
meésic slddkem Mistrova Lezadku/Plzensky Prazdroj, a. s./Plzenisky Prazdroj, a. s. (CZ)),
najlepsia velka kampan (Zabudnuty deni slobody/O2 Slovensko/TRIAD Advertising,
8. I. 0. (SK)).

Vsetky vitazné kampane si je mozné pozriet na webovej stranke stitaze www.fleme-
dia.cz.
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Vedecky Gasopis Marketing Science and Inspirations pokraduje v spoluprici s Ceskou
marketingovou spole¢nosti a aj v roku 2019 podpori medidlnym partnerstvom sttaz
Marketér roka. Ceskd marketingova spoleénost zverejnila vyzvu na podavanie navrhov
na kandidatov, ako uvadza vo svojej tlacovej sprave.

Ceska marketingova spoleénost vyhldsila ¢trndcty roénik soutéZe Marketér
roku. Tentokrat za rok 2018. VyhlaSeni této vyznamné odborné i spolecenské udalos-
ti probéhlo v rdmci kondni seminate Co ocekavaji marketéii od médii, ktery pordda-
la Ceskd marketingové spoleé¢nost spolu s Klubem uéiteltt marketingu a medidlnim
partnerem Radiohouse v Bastion Prague restaurant v Praze 1 dne 21. 11. 2018. Slav-
nostniho aktu se za Ceskou marketingovou spoleénost zi¢astnili prezidentka spo-
le¢nosti doc. Jitka Vysekalova a dalsi ¢lenové prezidia. Tradi¢né podpotil vyhldaseni
soutéze svym osobnim sdélenim prof. Philip Kotler, osobnost svétového marketingu.

Jednim z hlavnich ciléi Ceské marketingové spoleénosti je podpora marketin-
gu jako nezbytného faktoru rozvoje a konkurenceschopnosti nasi ekonomiky. Mezi
cestami k jeho dosaZeni ziskala vyznamnou roli soutéz o Marketéra roku, kterd vstu-
puje jiz do ¢trnadctého ro¢niku. Pfihldsené projekty se predevsim hodnoti z pohledu
inovativnosti, efektivnosti, rozvoje metod a principu marketingu véetné dodrzeni
etickych a dalSich pfedpokladd.

Soubézné probiha soutéz Mlady delfin pro vysokoskoldky studijnich obord za-
meérenych na marketing, ktefi maji zpracovat projekt na téma Jak tispésné komuni-
kovat skolu, na které studuji.

Uzavérka prihlasek je 19. dubna 2019. Slavnostni galavecer s vyhlasenim vysled-
ki1 se kona 23. kvétna 2019 v Divadelnim sdle Klubu Lavka na Novotného ldvce v Pra-
ze 1.

Podrobnosti o soutézi, zejména o zptisobu podavani prihlasek, jsou k dispozi-
ci na www.cms-cma.cz, pfipadné je mozno smeérovat dalsi dotazy na emailovou adre-
su info@cms-cma.cz.

TEXT | PETER STARCHON RECENZIE | REVIEWS

VYSEKALOVA, JITKA A MIKES, JIRIi, 2018.

REKLAMA. JAK DELAT REKLAMU.

4. AKTUALIZOVANE A DOPLNENE

- P
VY DAN I o PRAHA: GRADA PUBLISHING, 2018. 232 S. ISBN 978-80-247-5865-7.

V poradi uz stvrté vydanie vynimocnej knizky ceskej proveniencie, ktord je venovana
problematike tvorby reklamy, iniciovalo myslienku spracovania recenzie v priamej
konfrontacii s jej druhym vydanim, ktorého recenzia bola citatelom casopisu Marke-
ting Science and Inspirations k dispozicii uz pred viac nez desatro¢im. S odstupom
Casu sa len potvrdzuje skutocnost, Ze jej autorska dvojica - Jitka Vysekalova a Jiti Mi-
ke§ - predstavuje erudovanych odbornikov, ktori dokdzu v plnej miere reflektovat
zmeny v reklamnej praxi. Struény profil autorov je predstaveny uz v ivode recen-
zovanej publikdcie, pricom popri uz tradi¢nych profesijne orientovanych faktoch je
doplneny aj o vybrané skuto¢nosti z ich osobného Zivota (ved tak, ako za dobrou znac-
kou je pribeh v zmysle tzv. brand storytelling-u, tak aj v tomto pripade ide o ¢iastko-
vé odhalenie ich vlastného Zivotného pribehu).

Uz v predhovore k §tvrtému vydaniu autori konstatujd, Ze zdsadne nezmeni-
li svoje ndzory na marketingovi komunikaciu (o vyznieva viac nez sympaticky), av-
Sak rozvijaji ich stiibezne s moznostami danymi novymi poznatkami vedy a praxe.

Pri zbeznom pohlade na obsah recenzovanej publikacie v priamej konfrontacii
s jej star§im stirodencom z roku 2007 naozaj nie st citelné zdsadné rozdiely. Z hladis-
ka spracovania jednotlivych kapitol a podkapitol je vSak evidentné, Ze ide o aktua-
lizované a doplnené vydanie, ktoré plynulo nadvizuje na predchadzajice vydania
a Cerpa zo studnice najnovsich poznatkov reklamnej teérie a praxe zaroven, a to
iv §irSom kontexte dynamickych zmien marketingovej komunikacie.

Teoreticko-praktické vychodiska tvorby (efektivnej) reklamy, ako aj jej samotny
proces spolo¢ne s vybranymi atribtitmi sid podané v Siestich samostatnych kapitolach,
doplnenych o pit priloh, tvoriacich integralnu sticast vlastného textu publikacie. Pre
zacinajicich marketingovych manazérov, ¢i §tudentov reklamy, marketingu, ma-
nazmentu a pribuznych odborov predstavuje uceleny a relevantny zdroj poznania,
kedZe jej prostrednictvom mézu ziskat vSetky dolezité informécie o tom, ako napla-
novat a vytvorit td ,spravnu” reklamu vo vztahu k stanovenym cielom, ako pripravit
reklamnid kampan, stanovit rozpocet ¢i vybrat médid, a to vo vztahu k vybranym cie-
Tovym segmentom trhu s vyuzitim konkrétnych kreativnych taktik a s akcentom na
znacku. Nezabida sa popritom ani na vyber reklamnej agenttiiry, moznosti merania
a hodnotenia reklamy, prezentaciu novych trendov v marketingovej komunikacii,
ako anina prehlad vydavkov na reklamu, jej legislativne a etické rdmce, ¢i na odkazy
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na profesijné zdruZenia a asocidcie a stitaZe. Nazvy kapitol ostdvaji sice rovnaké (Co
je to reklama, Ako pripravit reklamnd kampan, Ako vytvorit td ,spravnu” reklamu,
Ako reklama pésobi - efektivna reklama, Ako si vybrat spravnu agentiru, Nové tren-
dy v marketingovej komunikacii), obsah je vSak inovovany a rozsireny.

Najvyssie ocakavania sa mézu tykat novych trendov v marketingovej komuni-
kacii. Ani tu dvojica autorov nesklamala, kedZe popri uz tradic¢nej internetovej re-
klame, gerilovom marketingu, event marketingu, umiestiiovani produktov (product
placement) a ,virovom” marketingu je text doplneny o problematiku WOM, buzzmar-
ketingu a vyuZivania socidlnych sieti. Pri prehlade vyhod a nevyhod jednotlivych ty-
pov médif je doplneny o socidlne siete. Su tu vSak aj dalSie zmeny. Z nich je mozné
ilustrativne uviest to, Ze popri segmentdcii detského spotrebitela bola publikacia do-
plneni aj o segmentdciu dalsej ,Specifickej” cielovej skupiny - seniorov alebo Ze Sest
zdkladnych emdcif doplnili ¢ast venovani vyznamu emdcif vo vztahu k ,sprdvnej”
reklame.

V praci sd prezentované skutocne aktualne vysledky viacerych primarnych vy-
skumov. Ciastkové vysledky vyskumu postojov eskej verejnosti voéi reklame, ako aj
vyskumu orientovaného na postoje Cechov vo vztahu k ich dom4cim zna¢kdm a ich
patriotizmu (realizované v rokoch 2018 a 2017) si zasluhuji primerani pozornost,
taktiez aj vysledky dalsich vyskumov agenttr, ako st GfK, STEM/MARK, TNS Fac-
tum, PPM Factum, Factum Invenis, Millward Brown, SPIR, Median... z predchadzaju-
cich obdobi.

Napriek nespornym pozitivam spracovania recenzovanej knizky, je mozné
mat aj niekolko mensich pripomienok. Dobre pdsobia ndznaky tém, ako je napri-
klad oznacovanie ,Made in EU" tie by si vSak vyzadovali dopracovanie. O¢akdvand by
bola aktualizdcia vSetkych pouzitych prikladov, aj ked voci ich obsahu nemdézu byt
ziadne ndmietky. Navyse, knizka je doplnend o mnozstvo novych prikladov. Aktual-
nejsie by véak mohlo byt ¢lenenie e-marketingu. Pri prehlade metrik reklamy absen-
tuji ukazovatele z online prostredia. Informacia o vplyve a vyzname GDPR vo vztahu
k reklamnej praxi by vhodne doplnila existujtice prilohy publikécie. TaktieZ by bolo
mozné zvazovat aj potencial ,smart” zariadeni a ich vyuzitia v reklame, ¢i nastro-
jov proximity marketingu alebo ambientnych médii. Tieto pripomienky vsak v zZiad-
nom pripade neznizujui celkovy potencidl a vysokd hodnotu recenzovanej publikacie.

Citatelsky priatel'ska kniZka (pozn.: je k dispozicii v tladenej i elektronickej ver-
zii) z pohladu jej spracovania, formatu i obsahu si totiz jednoznac¢ne zaslizi pozor-
nost Citatelov, rozsiruje ich poznanie a prindsa inspirativne ndmety na skutocne
efektivne vyuzitie reklamy ako manazérskeho a marketingového nastroja v pod-
mienkach aktudlnej hospoddarskej praxe, ako aj v rdmci §tiddia reklamy. Na rozhod-
nuti autorov ostdva, ¢i a kedy sa pustia do prace na dalSsom vydani, ved ,Jak pravi
basnik: Cas novy nové chce mit ¢iny!” Potencidl na to im uréite nechyba.

TEXT | DAGMAR WEBEROVASLOVNIK | DICTIONARY

DICTIONARY OF USEFUL

MARKETING TERMS .,

journey | cesta

He planned his journey so that he could visit all his accounts
in four days. | Pldnoval svoju cestu tak, aby mohol navstivit vSetkych svojich zdkaznikov za
Styvi dni.

journey planning | pldnovanie cesty Inefficient journey planning results in

unnecessary traveling. | Neefektivne pldnovanie ciest vedie k zbytoénému cestovaniu.

judgment (= judgement) | iisudok, mienka
ruj svojmu vlastnému dsudku!

Trust your own judgment! | Déve-

jumbo | obrovsky, kolosdlny In our store, you will find the perfect products in
jumbo size packaging at reasonable prices. | Vnasom obchode ndjdete perfektné vijrobky

v obrouskijch baleniach za rozumné ceny.

junk mail | nevyZiadand posta There is only one important email for you and

the rest is junk mail. | Mdte len jeden déleZity e-mail, zvySok je nevyziadand posta.

just-in-time (JIT) | just-in-time, prdve véas

A lot of companies implemented
the just-in-time manufacturing system to reduce waste. | Vela spolo¢nostiprijalo vijrob-
ny systém just-in-time z dévodu zniZenia mnozstva odpadu.

keen competition | silnd konkurencia Some companies are diversifying
in response to keen competition. | Niektoré spolocnosti reaguji na silnd konkurenciu

diverzifikdciou.

keen demand | velky dopyt There is a keen demand for this controversial

book. | Jevelky dopyt po tejto kontroverznej knihe.

keen price | nizka cena

The company offers customers quality, a wide range
of products at a keen price. | Spolo¢nost ponika zdkaznikom kvalitu, $irokd $kdlu produk-
tov za nizku cenu.

K
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key | kli¢, kIicouy

The company suffered the loss of its key member. | Spoloc-
nost stratila svojho klticového ¢lena.

key account | vijznamny, délezity, klicovyj klient

The company management
agreed on new forms of agreements with key accounts. | Vedenie spoloénosti sa dohodlo
na novych formdch dohdd so svojimi dolezitymi klientmi.

key industry | kliiové odvetvie

Environmental technologies are becoming
the key industry of the 21st century. | Environmentdlne technoldgie sa stdvaju klticovym
odvetvim 21. storocia.

key number | kédové ¢islo A key number is required for the activation of the

s

software. | Na aktivdciu softvéru je potrebné kédové ¢islo.

key prospects | potencidlni zdkaznici This campaign will focus on key pros-

pects. | Tdto kampari sa zameria na potencidlnych zdkaznikov.

s s

key staff | klicovy persondl, kldcovi zamestnanci Short-term financial

problems may lead to losing key staff, their experience and know-how. | Krdtkodobé
finanéné problémy mézZu viest k strate klticovijch zamestnancov, ich skiisenosti a know-how.

keyboard | kldvesnica There are two different keyboard layouts for the US

keyboard. | Existuju dve rdzne usporiadania kldvesov na amevickej kldvesnici.

keyword | klii¢ové slovo

All you need to do is enter a keyword in the sys-
tem. | Jediné, ¢o musite urobit, je vloZit klticové slovo do systému.

keyword search | vyhladdvanie podla klti¢ovijch slov When you use the key-
word search, our application looks for similar terms to your input. | Ked vyhladdvate

klticové slovd, nasa aplikdcia hladd podobné vijrazy aké ste zadali.

king size | kerdlovskd velkost, velkost king The hotel room is equipped with a

king size bed. | Hotelovd izba je vybavend postelou typu "king".

kiosk | kiosk
newspapers, cigarettes and drinks. | Kiosk pontika takmer vSetko, ¢o pravdepodobne potre-

The kiosk offers almost everything you are likely to need: today’s

bujete: dnesné noviny, cigarety a ndpoje.

KISS (keep it short and simple) | princip KISS
KISS principle. | Nasa aplikdcia je zaloZend na principe KISS.

Our application is based on the

know | vediet, poznat We need to know the origin of the goods. | Potrebujeme

poznat pévod tovaru.

knowledge | informdcie, vedomosti, poznatky The supplier gained knowl-
edge regarding the price from a third party. | Doddvatel ziskal informdcie o cene od tre-

tej strany.

knowledge management | znalostnyj manaZment The company has put a lot
of efforts into implementing the new Knowledge Management System. | Spolocnost

vynalozila vel'ké tsilie na implementdciu nového systému znalostného manazmentu.
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dictionary.cambridge.org> | [2] Ivanovic, A. a Collin, P. H., 2003. Dictionary of Marketing. London: Bloomsbury, 2003.
ISBN 0-7475-6621-6. | [3] Linguee Dictionary, 2018. [online]. [cit. 2018-11-23]. Dostupné na: <https:/www.linguee.de> |

[4] Marketing Science & Inspirations, 2018. [online]. [cit. 2018-05-16]. Dostupné na: <https://www.mins.sk/about-us/>
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