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RICHARD FEDORKO

OVERVIEW OF CURRENT
TRENDS IN MOBILE COMMERCE:
GLOBAL PERSPECTIVES

The ever-increasing global interest in mobile commerce signals the urgent need to deep-
en knowledge on consumer behavior and preferences. A better understanding of the in-
terests and values of the mobile user is crucial for the successful management and devel-
opment of mobile shopping channels. Using the secondary data collected from reports of
research companies and statistical portals, the paper aims at describe the state of mobile
commerce and its development trends around the world. Following the analysis of sec-
ondary data, the paper we deal with the possibilities of optimizing business strategies in
the field of m-commerce.

1 Introduction Most consumers nowadays cannot do without their mobile phones.
It is an indisputable fact that these devices are becoming the most important part of the
daily life of the entire population, regardless of age as these devices not only enable peo-
ple to connect with the outside world, but also to expand their personality and individu-
ality and increase the quality of life by providing endless possibilities of use.

The potential of these mobile technologies has also been greatly influenced by the trade
sector. This is because mobile technologies create many opportunities and new revenue
possibilities for businesses themselves. Today, many consumers are looking for conven-
ient forms of shopping at any time and in any place. If businesses want to keep up with
the pace of change and optimize their business or marketing strategies, the key is to un-
derstand the behavior of the mobile consumer.

The aim of this paper is therefore to describe the current state and development trends
related to mobile commerce in the world and based on the findings to outline the pos-
sibilities of optimizing business strategies in the field of m-commerce. Specifically, we
will compare the use of mobile and other devices when making a purchase, the share of
transfers and also the conversion rate. The paper also provides an overview of the share
of m-commerce in the overall e-commerce market. The secondary data used for the anal-
ysis in question were collected from various reports of research companies and statistical
portals.

2 Literature review Smartphones have become a central tool of computing and
communication technology for the general public (Alwahaish and Snasel 2013), because
we can consider them as the most personal technological equipment of today (Hen-
nig-Thurau et al. 2010). In many studies, researchers have found that mobile commerce is
a next stage of e-commerce. As m-commerce also uses the Internet via mobile or tablet,
researchers have categorized m-commerce as an extension of e-commerce. Both concepts
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are similar to each other and share the basic business principles (Fong and Wong 2015).
In the field of mobile commerce, according to Turban et al. (2015) there are five unique
features that distinguish m-commerce from general e-commerce: ubiquity, convenience,
personalization, localization, and accessibility. Mobile commerce is usually understood
as the purchase and sale of goods or services, but also includes activities such as mobile
banking, brokerage services, shopping, money transfer, mobile ATMs, mobile tickets, mo-
bile vouchers, coupons and loyalty cards, mobile auctions, etc. (Endre 2009).

Some authors point to the many available sub-tools of m-commerce, but emphasize in
particular the three main subsections, which are mobile banking (m-banking), mobile
payments (m-payments) and mobile shopping (m-shopping). M-banking refers to the use
of mobile devices for financial management (Shaikh and Karjaluoto 2015), m-payments
refer to the use of mobile devices to pay for products or services (Slade et al. 2015) and
m-shopping involves the use of mobile devices to search, browse, compare and purchase
products and services online (Gro 2015).

From the retailers’ point of view, mobile retail is based on the creation and maintenance
of mobile websites, mobile ads, mobile customer service, as well as the management of
mobile social networks (Shankar et al. 2010). Mobile phones are changing the way people
shop in online stores and at physical locations (Pasqua and Elkin 2013, Pollak et al.2015).
Goh et al. (2015) found that consumer behavior differs depending on what device is used
in the search for information - mobile phones and computers. Many users read content
displayed on mobile phones intermittently due to smaller screens. This finding is also
supported by the research of the group of authors Ghose et al. (2013), who found that
searching for information via mobile phones increases costs and, in addition, the relative
attractiveness of the first search result is higher than in the case of computer searches.
The following part of the presented paper focuses on the analysis of secondary data in
connection with consumer behavior in the field of m-commerce.

3 M-commerce trends in the world Today, the global population is almost 7.7 billion
people (Population 2019). Given the huge expansion of the Internet, it is not surprising
that every second person in the world is currently an Internet user (eMarketer (2017a). At
the same time, e-commerce statistics from the Statista portal (2019) point to the fact that
there are 1.92 billion digital customers in the world in a given year, which is 7.2% more
than in the previous year (eMarketer 2017b). These figures represent 63% of the total In-
ternet user base and about one quarter of the total global population.

Data from We Are Social (2019), a large-scale report on digitization around the world,
shows that the world's mobile phone population increased by 100 million in 2018. The
total number of these people reached more than 5.1 billion by January 2019. This number
increases the global penetration of mobile phone users to 67% and makes up two thirds
of the total global population. The report suggests that 42% of the global population are
also mobile social users. Interesting figures are also given by GSMA Intelligence (2019),
according to which in 2018 there were 3.6 billion people in the world using mobile inter-
net. At the same time, these figures represent 47% of the total global population.
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Figure 1: Search and purchase of products in terms of used equipment
Source: Deloitte (2018)

Interesting results were obtained by Deloitte (2018), which conducted a global survey on
a sample of 54,154 mobile consumers from 35 countries and six continents. Among other
things, the survey focused on the devices used by respondents to search for and purchase
products. The results revealed that the most used device for searching and buying products is
a laptop and the second most used is a mobile phone. However, it is interesting to note that
respondents use mobile devices to search for products (24%) than to complete their purchases
(19%). On the other hand, laptops are used to search for products (35%) less than they are
used to complete their online purchases (42%) (Figure 2).

Wolfgang Digital (2020), which analysed more than 130 million sessions from November 2018
to October 2019, said in its report that 2020 was the first year in which most of the revenue
was generated through mobile devices. In addition, however, the report in question indicates
the percentage of traffic and revenue by devices used. While we record 8% traffic through
tablets, the share of revenues from this device is at the level of 9%. A 22% share of traffic
was recorded using the desktop, while revenues from this device were much higher, 36%. The
opposite situation is recorded in the case of mobile devices. The percentage of traffic is the
highest — up to 70%. On the other hand, the share of revenues from the device is much lower,
atonly 55%. It is therefore clear that mobile devices are predominantly used for searching and
browsing the Internet, but in terms of purchases made and related revenue, the numbers are
still low.

According to a report by Monetate (2020), which analysed 2.1 billion customer sessions at
more than 250 retailers, in Q1 2020, global mobile conversion rates were 1.81%, for desktops
1.98%, and conversion rates on tablets reached 2.92%. However, the mobile conversion rate
in the UK is slightly higher, at 3.50%, compared to 3.14% for computers. These data could also
be caused by the impact of the pandemic, when the operation of brick-and-mortar stores was
limited and people relied on e-commerce and mobile devices. In 2019, the conversion rate on
mobile devices was less than half that of computers, at 2.25% compared to 4.81% for comput-
ers. Tablets also performed better, achieving an average conversion rate of 4.06%.
Obviously, people probably like to spend time on mobile devices, but they prefer a computer
for the purchase itself. This may be because it is more difficult for people to view the products
and then complete the purchase on small screens.

Similar findings were arrived at by Invesp (Saleh 2020), who claims that mobile sales are at
56%, which is more than half of all sales, but as indicated by the results of other analysis, the
growth of the mobile conversion rate is not so significant. The figure below interprets the
conversion rate development from a perspective of devices.
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Figure 2: Conversion rate from a perspective of devices
Source: Saleh (2020)

An interesting finding is the fact that since Q1 2017, the conversion rate of mobile devices
has decreased rapidly. Only a slight upward trend had been recorded before Q4 2018, when
the downward trend overtook until Q2 2019. As is evident, mobile devices achieve the lowest
conversion rate among other devices. On the contrary, the highest rate, which is up to 4%, is in
the case of desktops. According to Invesp (Saleh 2020), Q4 2018 was the period in which the




highest rate was recorded across all devices, in particular, in the case of tablets, up to 4.79%.
Subsequently, however, the ratio of this device was reduced to 3.90% in the following half-year.
The importance and positive development of m-commerce is also evidenced by statistics
by the eMarketer portal (2018) (Chart 3), which states that retail e-commerce sales reached
exactly $ 2.3 billion in 2017, an increase of 23.2% compared to the previous year. The share
of mobile devices in this market accounted for 58.9% of total e-commerce sales in that year,
which represents $ 1.4 billion.
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Figure 3: Share of m-commerce in e-commerce (global)
Source: eMarketer (2018)

In 2018, the share of m-commerce in total e-commerce could be about 4.6 percentage points
more. It is projected to reach $ 1.804 billion - a 63.5% share in e-commerce. The portal pre-
dicts that in 2021, mobile e-commerce could reach up to $ 3.5 billion, accounting for nearly
three-quarters (72.9%) of total e-commerce sales.

Mobile website statistics also report excellent results. More than half (52.48%) of website
traffic comes from mobile devices. Worldwide Internet traffic is clearly dominated by mo-
bile devices. In second place in this ranking are desktop computers, which is responsible for
44.59% of the Internet traffic. The market share of tablets in this area is low. It covers less
than 3% of Internet traffic (Stat Counter 2019).

This shift reflects the changing attitudes towards m-commerce and signals a new era of
growth for other shopping channels that are heavily dependent on the mobile phone. There is
no doubt about the fact that Asia is the driving force behind m-commerce. 63% of consumers
in the region shop every month via their mobile phones. Figures in Europe and North America
are also rising, hovering between 40% and 45% (Young 2018).

Conclusion The constant development of mobile technologies is a reflection of chang-
ing consumer shopping habits. With the change in available technologies comes the change in
shopping channels, which bring consumers new business experience. Although mobile com-

merce has a growing tendency in a global sense, according to the data presented above, it is
evident that these devices are still not the dominant purchasing channel. The ubiquity, as one
of the most significant advantages of mobile phones, encourages users to use their mobile
devices in the initial stages of the purchasing process. After reaching the purchase stage,
however, customers opt for another device. There may be several reasons for this.

Mobile devices have much smaller screens than tablets and computers, so the mobile pay-
ment process can be more challenging than when using any other device. Businesses should
therefore facilitate the process of completing and paying for an order as much as possible, for
example by automatically filling in addresses on the basis of a postal code, or by pre-selecting
a numeric keypad when entering credit card details. Boosting purchases made through mobile
devices is also possible by adding key Call to action buttons and making it easier to scroll
through products for immediate purchases. A great tool to support m-commerce are mobile
applications that can be personalized, easier to use, and which by their nature can improve
the shopping experience.

As mentioned in the previous sections, mobile devices show strong business potential in
the retail environment. For the time being, however, it remains questionable to what extent
m-commerce shopping preferences will change the consumer behavior. The amount of time
people spend on mobile devices, combined with the trends that are evident, makes the mobile
phone a powerful business tool that should not go unnoticed.

Poznamky | Notes This research is one of the partial outputs under the scientific research
grants VEGA 1/0694/20 ,Relational marketing research — perception of e-commerce aspects
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modern technologies and mobile communication platforms on consumer behavior and con-
sumer preferences”.
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TEXT | JORG PETERMANN

DEVELOPMENT OF REAL
ESTATE MARKETING - TRENDS
FOR THE FUTURE

Real estate marketing has changed fundamentally over the past twenty years, mainly
due to digital technologies. Due to the availability of online platforms as intermediary
websites, the complexity of interaction relationships between providers, demanders, and
real estate agents has increased. The study takes the perspective of real estate agents
and uses the example market of Cologne/Bergisch-Gladbach to show what new potential
digital channels offer for the reach and intensity of real estate marketing. Real estate
agencies are challenged to evolve technologically, but then have a wider inventory of
marketing channels and presentation options at their disposal. In the future, social media
and video streaming platforms could further revolutionize property marketing, offering
further potential to proactive providers, especially in terms of property branding and
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international sales.
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1 Introduction

1.1 Motivation and problem Germany's real estate markets are in an imbalance. While
there is a high surplus demand in large cities, which contributes to exploding rental and pur-
chase prices in the case of housing shortages, in rural and peripheral regions properties are
still vacant or can only be put to use at prohibitively low purchase or rental prices and thus
saved from neglect (Voigtlander 2017, p. 10; Deschermeier et al. 2017, p. 2).

Real estate marketing is called upon to balance out these imbalances on the demand mar-
ket, i.e. to motivate tenants and buyers to settle or invest in less sought-after or innovative
locations, while boom regions need to acquire providers to meet demand. To achieve this
goal, real estate marketing according to the traditional, analogue pattern, in which customers
went to an agent they trusted, has reached its limits. In order to open up new markets, it is
necessary to reach customers nationwide by combining various classic and digital channels.
Prospective customers must already be enthused about the property using meaningful digital
presentations to arouse their interest in new locations (Pavenkov and Rubtcova 2019, p. 1;
Khikhadze 2020, p. 26). Finally, it is important to effectively structure target groups in the
demand and supplier segment and also to work on them in the long term in order to build
customer trust (Streibich 2011, p. 71; Althaus 2013, p. 96).

1.2 Objectives and methodology Many real estate providers are overwhelmed with the
variety of options that digital technologies in a particular offer. Scientific research also pro-
vides hardly any empirical results on how real estate marketing can be holistically conceived.
Using practical examples from the region — Cologne / Bergisch Gladbach - this article aims to
show how the marketing mix in the real estate sector can be adapted to the market, especial-
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ly with the integration of digital technologies, and which future trends real estate providers
should keep an eye on to ensure the future viability of their company. An overview of current
sales strategies, their interaction, and their further development potential will be given, thus
also providing a foundation for further academic research on real estate marketing.

2 Traditional real estate marketing Until the 1990s, the marketing of real estate in
Germany was primarily carried out via physical media and thus according to simple principles,
which will be briefly described to show how the marketing of real estate has changed over the
past 20 years and continues to change today, primarily due to digital technologies.

The classic real estate market is characterized by three central parties, real estate demanders
(prospective buyers and tenants), real estate providers, i.e. owners willing to sell and rent,
as well as intermediaries who mediate between the supply and demand side, represented by
real estate agents or institutions such as banks, which maintain real estate brokerage depart-
ments (Walzel 2000, p. 70).

Real Estate Agents
Independent brokerage firm, bank
sales offices

Intermediation

Real Estate Demand
<G+ >|  Prospective tenant, prospective
buyer

Real Estate Provider
Landlord, owner wiling to sell

Figure 1: Players in the real estate market
Source: Author

In the following, the changing position and function of real estate agents will be considered.

2.1 Origins of real estate marketing as a regional, analogue approach Until the 1990s,
property sellers, be they landlords or owners willing to sell, usually went to an estate agent
they trusted, who usually had an office near the property (Falk et al. 2004, p. 573). This phys-
ical proximity to the property represented a locational advantage since mediation work had
to be carried out physically and directly in the property to a large extent. Thus, the circle of
real estate companies suitable for mediation was limited to a few renowned providers, which
ensured them a location and trust advantage.

In order for the agent to act for the provider side, a formal brokerage contract was usually
signed as an exclusive sales contract. Real estate agencies had a moat due to their location-
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and reputation-related competencies, which made it difficult for other providers to enter the
market (Tsagris 1974, p. 1). Thus, established brokerage agencies possessed market power
vis-a-vis both the supply and demand side (Saritarla and Loeck 2005, p. 11). The estate agen-
cy sought buyers for the property or new tenants on a fixed, contractual basis. Due to their
unique position, estate agents often made use of their right to collect a commission from both
sides in the sales business (Delcoure and Miller 2002, p. 12).

Real estate agents usually advertised property offers in physical sales portals, i.e. in their
own shop as well as in local and national daily newspapers, under the heading: Real Estate
Sales or Rentals and initiated contacts with interested parties willing to buy or rent (Baryla
and Ztanpano 1995, p. 1-ff). Due to the limited transparency of physical advertising markets,
real estate agencies played an important role in transmitting information to the demand side
(Haag et al. 2000, p. 205). Real estate agents thus had a confidence-building function and
lowered the transaction costs of real estate marketing due to personal involvement. Real
estate agents usually conducted the necessary extensive viewing appointments on-site, since
in many cases little detailed information could be obtained from the available advertising
media (Barresi 1968, pp. 59-60).

Correspondence with sellers and buyers usually had to be conducted primarily by telephone,
which was made more difficult by the limited accessibility of customers via landline teleph-
ony. Real estate agents also prepared property-related contracts in time-consuming work.
For example, rental and purchase contracts had to be printed out and sent by post. Thus, real
estate brokerage was often delayed or made more difficult due to existing communication
barriers. A high level of commitment on the part of the real estate agent was required to
maintain communication between the supply and demand sides (Epley 2001, pp. 221-224).
The role of the real estate agent in the pre-digital age was thus justified by the trust-build-
ing, information-providing, and time-intensive brokerage activity that was important for both
sides. Fixed contracts ensured a secure income for estate agents. Market entry by competitors
was already limited due to physical barriers.

2.2 Digitalization and effects on marketing Through digitization and especially through
the widespread distribution and use of the internet, also and especially for the distribution of
goods and services, the demands on marketing communication and also the demand behavior
of consumers as a whole have changed (Wigand 1997, p. 5; Dollmayer 2001, p. 12).

On the supplier level, Web 2.0 offers numerous new possibilities for product information and
interaction with the consumer. For example, products are now presented via websites. In
addition, video channels and social media are used to draw attention to products and to get
in touch with consumers (Brynjolfsson et al. 2003, p. 1580). Marketing communication is thus
no longer reserved for sales partners who have suitable sales and presentation rooms, but in-
creasingly also takes place in direct sales (Bird 2007, p. 15ff). This leads to a ,democratization®
of the sales levels: All market participants can interact on an equal footing in digital markets
and make direct contact with each other (Liu et al. 2019, p. 395). For product providers, this
results in a broader, always available, and international supply space, which is, however, at the
same time characterized by greater complexity (Karlovitz 2020, p. 13).

However, digitization and online marketing and sales also result in changes on the demand
side of the market (Nunan and DiDomenico 2019, p. 469). Online media reduce the transaction
costs of procurement for consumers, as online presentations can save them trips to the suppli-
er. Buyers can obtain information about product variants and alternative procurement chan-
nels online at any time (Wind and Mahajan 2002, pp. 43-44). Search engines and comparison
portals transparently compare purchasing options and prices for comparable products within

seconds, so that customers can quickly find the cheapest supplier and realistically compare
prices and services in case of quality differences (Yasmin et al. 2015, pp. 69-72). However, this
new freedom of choice also contributes to an intensification and higher rationality of search
behavior among consumers and also often causes decision-making weakness in the face of
the multitude of new alternatives that open up every day (Carbonaro and Votava2005, p. 27f).
The change in product supply and demand in the age of new digital media also leads to inter-
mediaries having to redefine their role in the sales process (Lobato 2016, p. 348). On the one
hand, the intermediary function appears to have become obsolete due to direct market access
for suppliers and consumers. The classic mediating activity seems dispensable in view of the
comprehensive information offered via Web 2.0. The disintermediation hypothesis states that
increasing price and service transparency deprives intermediaries of the ground for mediation
activities (Schoder 1999, p. 599).

On the other hand, the increasing prevalence of intermediaries in consumer goods marketing,
for example, the success of sales portals such as eBay or Amazon-Marketplace, also confirms
that intermediaries have taken on a new important role in the market (Giaglis et al. 2002, p.
231). Thus, intermediaries also take over the function of information evaluation and bundling
in online channels by comparing and evaluating the contents of different websites, which is
crucial especially due to increasing information diversity. From the customer's point of view,
this reduces information complexity and simplifies and accelerates the purchase decision.
Intermediaries also take on important trust-building functions in an increasingly anonymous
digital world (Palmer et al. 2000, p. 1). Repeated business contacts and hedging systems re-
assure customers, many of whom hardly know direct suppliers. Due to reputation and image,
intermediaries in the online segment can support branding and build customer trust (Sihare
2017, p. 10).

3 Real estate marketing today In real estate marketing, too, these changes brought
about by digital media are now taking concrete shape in the form of a new variety of offer
spaces, new sales strategies, and an expanded target group profile. This will be illustrated
with reference to examples from the Cologne/Bergisch-Gladbach area:

3.1 Diversity and integration of digital and classic offer spaces To market real estate in
the age of Web 2.0, real estate agencies have their own website and their own social media
profiles as advertising platforms in addition to classic media such as newspaper advertise-
ments. Of greater importance and reach, however, are the extensive internet portals such as
Immobilienscout24.de, Immowelt.de, Immonet.de, and many others, which, as intermediation
platforms, enable the listing of properties with detailed information text, property photos,
videos, and further digital pdf documents (such as floor plans or energy certificates).
Through property portals, prospective tenants and buyers receive comprehensive information
on each property posted, which goes far beyond the content that can be conveyed through
traditional media. Interested parties can also efficiently search online platforms based on
their own requirements by means of search functions, for example by narrowing down the
offer area according to flat size, contract type, location, and price. For example, Immobilien-
scout24.de finds a total of 1,607 properties for rent in the Cologne region on 10.10.2021, with
431 hits for flats with two rooms or more and with at least 60m? of living space. If one also
Llimits the search to a radius of 1 km as the crow flies from the city center, 11 hits remain for
this market segment (Immobilienscout24.de 2021/1, online).

In the hit list, properties are arranged according to uniform criteria so that a price and quality
comparison can be made transparently. Intermediation platforms also offer price overviews
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that reflect the price development in the past years. Interested parties thus receive a com-
plete overview of the desired market and submarket within seconds and can effectively track
the development of offers and prices by, for example, setting up search queries, which then
notify property seekers of new offers by e-mail as a push service. Via service functions, mar-
ket participants can determine the value of their property free of charge based on the offer
histories available in the portals and thus ensure that the property is offered at a price in line
with the market. For example, Immoscout24.de determines an estimated purchase price of €
615,000 for the sale of a three-room flat Cologne Am Zuckerberg 1 of 100 m? on 22.10.2021,
with 7,950 potential buyers registered on the portal. The report, which is automatically gen-
erated by the portal, also shows price ranges of between €473,000 and €880,000, depending
on the standard of fittings, and indicates that there has been an average market price increase
of 9.9% over the period 2020/21. (Immobilienscout24.de 2021/2, online).

3.2 New digital sales strategies for real estate agencies In digital real estate intermedi-
ation portals, real estate agencies are also given extensive opportunities to present their own
business and benefit from new contact possibilities to real estate providers and enquirers. For
example, eighteen real estate agents in the 50668 Cologne region will present themselves
via immobilienscout24.de on 10.10.2021, each with an agency photo, the number of their cur-
rently active advertisements, the proportion of their sales advertisements, and with a rating
ranking of customers, reference objects and recommendation rate. From the agent profile,
one can directly access one's advertisements on the website (Immobilienscout24.de/3 2021,
online). Real estate agents can forward to their own website. Thus, digital interaction plat-
forms enable real estate agencies to have an additional advertising presence and thus expand
the potential of acquiring new customers (Shaw 2020, p. 1037).

Real estate agencies also have the opportunity to directly contact direct sellers who advertise
via the intermediation portals and offer their services (Kaur 2019, p. 147). For this purpose,
telephone or email contact is available for each advertiser via an internal encrypted email of
the intermediation website. Chat messages can be exchanged there. Access to the customer is
thus made possible barrier-free and directly around the clock.

Digital media also enable private providers to communicate directly in the same way. Real
estate agencies are required to prove their expertise in real estate sales by presenting their
competencies online to acquire customers. This is achieved through the professional pres-
entation of the acquired real estate offers, for example through complete informative text
documents and professional property photos (Sittler 2017, p. 1ff). The agency's profile can be
presented partly via the intermediary's website, but more comprehensively via the agency's
own linked websites or websites that can be found directly in the search engine.

Through search engine optimization of their website or commercial search engine marketing,
real estate agencies can acquire customers directly. For example, using the keyword combi-
nation ,Immobilien Bergisch-Gladbach®, a list of more than 100 real estate agencies in the
region can be found via Google Maps, each with their regional location, opening hours, con-
tact details, website, and (after activation) the Google rating on a scale from 1 (minimum) to
5 (top), along with text comments by customers and interested parties. Knigge-Immobilien in
Bergisch-Gladbach, for example, achieved a ranking of 4.3 in 37 Google ratings, with prospec-
tive buyers praising competence, reliability, and service in particular, but criticizing a lack of
accessibility in some cases (Google.com 2021/1, online).

Real estate providers can thus use digital media to expand their sales concept to include new
channels and combine classic (telephone contact, office) with digital (website, search engine
presence, and intermediation portal use) marketing strategies (Ying 2020, p. 1501). Thus, cus-

tomers can be reached via an expanded channel portfolio and thus more intensively, i.e. with
higher information density and contact frequency than in the pre-digital age of real estate
marketing. Real estate advertisements are basically visible to users from all over the world.
This increases the potential clientele for the rental and purchase market. For example, an es-
tate agent's offer from Bergisch-Gladbach could also be accessed by a prospective tenant who
currently lives in Singapore but will soon be starting a job in the Cologne region. Due to the
virtual property presentation with photographic images and videos of the property, a contract
could already be initiated from Singapore via digital media, as a realistic impression can be
conveyed. Via mobile media, the agent could also offer a live tour of the property filmed and
transmitted via mobile phone. If appropriate collateral is provided, the agent could also pro-
cess the contract via digital media (Shepard 2020, p. 120). The new tenant could then move
into the property immediately upon arrival in Germany. Digital media thus save transaction
costs for both the provider and the demanding party. Of course, the digital marketing of real
estate requires paired internet and real estate expertise, which is why real estate landlords
and sellers should rely on competent agencies to a greater extent than before.

' !

Digital Intermediation Real Estate Agents
Search engines, Independent brokerage firm, bank
real estate sales portals sales offices

Digital Intermediation Classical Intermediation

Real Estate Demand
d&— | Prospective tenant, prospective
buyer

Real Estate Provider
Landlord, owner wiling to sell

Figure 2: Real estate marketing as multimedia intermediation in the digital age
Source: Author

From the explanations of current strategies of real estate marketing via digital media, it be-
comes clear that the intermediation level in real estate marketing has significantly expanded
via search engines and real estate brokerage portals and that a new virtual sales level has
been added for providers, buyers and real estate agencies (Sawyer et al. 2014, p. 40). This in-
creases market transparency and the intensity of interaction and thus reduces the transaction
costs of contract initiation. Real estate agencies benefit from the greater reach of their inter-
mediation activities but are also required to deal intensively with new technologies to hold
their own in an increasingly digital competitive environment (Kumar 2014, p. 17).
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4 Perspectives of real estate marketing

4.1 Video streaming technologies Digital online technologies that can also be used
for real estate marketing are developing rapidly. Already today, real estate is marketed using
property videos and, in the case of new buildings, employing graphic video simulations that
can be viewed online. Thus, in the future, marketing via video channels such as YouTube could
become even more important, which is already the norm today for mass-produced products
such as consumer goods and vehicles (Valjus et al. 2012, p. 331). Here, promotional videos,
product reviews, and documentaries are posted via video channels, which can then be rated,
liked, and shared by users. Due to the even more extensive three-dimensional and dynamic
presentation via videos, interested parties can thus be reached even more actively (Wong-
kitrungrueng 2020, p. 488).

4.2 Social media marketing Social media marketing could also become even more im-
portant for the real estate sector in this context. Already today, so-called influencers are used
to review and promote consumer goods online (O'Neill 2019, p. 42). Influencers are well-con-
nected personalities in the online community who create and post videos themselves (Bakshy
et al. 2011, p. 65). They receive incentives from providers for presenting the advertised object.
Consumers are easily reached and influenced by this channel due to the authentic effect and
personal interaction with influencers (Levin 2020, p. 19ff). In real estate marketing, influ-
encers could visit properties as sample prospects and then post the property tour together
with their personal documentation online. This marketing strategy is particularly suitable for
larger new construction projects that address a broad customer base and are also marketed
internationally over a longer period (Gopy-Ramdhany and Seetanah 2022, n. p.).

4.3 The increasing importance of real estate brands and trust-building Due to the de-
velopment of the internet as a central marketing platform for real estate and the internation-
alization of the real estate market, the importance of real estate-related brands has already
increased. These include, above all, brands of renowned real estate agencies. With increasing
market transparency, providers usually only succeed in differentiating themselves through
memorable attributes that anchor the property succinctly in the consumer's memory. Con-
versely, an adequate internet presentation, e.g. using a virtual 3D tour, contributes to the
establishment of brand concepts. Due to the permanence of property communication via the
internet - even properties that have already been sold can still be accessed by those interest-
ed in new properties - the brand concept is given continuity and a historical reference. Users
are motivated by internet communication, e.g. on social media portals, to relate to the prop-
erty emotionally and to present themselves socially. This also strengthens the brand concept
in real estate (Hamilton and Gunesh 2003, p. 1).

Up to now, real estate brands have primarily been used by large providers who have the cor-
responding marketing know-how within the company. Since large companies offer a higher
project volume, it is easier for them to establish an efficient brand concept with umbrella
and sub-brands than for small providers who only sell a few properties (Meyers 2010, p. 77).
Especially for smaller real estate providers, the establishment of a meaningful brand concept
represents an opportunity to assert themselves in an existing market dominated by large
providers (Meyers 2010, p. 76).

4.4 Outlook and need for further adaptation Due to the rapid development of digital
technologies, the real estate market is constantly changing. Real estate providers are chal-
lenged to deal with ever new technologies of property presentation and customer acquisition

to remain competitive and position real estate projects at attractive prices. Property sellers
and landlords can therefore benefit to an ever greater extent from professional agents who
are familiar with the latest technologies and offer a broad property portfolio online. Espe-
cially in internet marketing, professional real estate agents can contribute to building trust
between sellers and buyers and increase the value of the advertised properties by establish-
ing a sales brand.
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Résumé Rozvoj realitného marketingu - trendy do buduiicnosti

Realitny marketing sa za poslednych dvadsat rokov zasadne zmenil najma vdaka digitalnym
technolégiam. V dosledku dostupnosti online platforiem ako sprostredkovatelskych we-
bovych stranok sa zvysila zlozitost interakénych vztahov medzi poskytovatelmi, zaujemcami
a realitnymi agentmi. Studia vychadza z pohladu realitnych maklérov a na priklade trhu Kolin/
Bergisch-Gladbach demonstruje, aky novy potencial ponukaju digitalne kanaly pre dosah a in-
tenzitu realitného marketingu. Realitné kancelarie stoja pred vyzvou technologicky sa vyvijat,
no potom maju k dispozicii 3irSi inventar marketingovych kanalov a moznosti prezentacie.
V buducnosti by mohli socialne média a platformy na streamovanie videa eSte viac zinten-
zivnit revoluciu v marketingu nehnutelnosti a ponuknut dalsi potencial proaktivnym poskyto-
vatelom, najma pokial ide o tvorbu znatky nehnutelnosti a medzinarodny predaj.
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TEXT | DARINA NAKATOVA

LETO 2020 A INTENCIA CESTOVAT
NA DOVOLENKU PO VYPUKNUTI
PANDEMIE: ANALYZA ZISTENI
VYBRANYCH VEDECKYCH STUDII

Cielom prispevku bola analyza vedeckych prac, ktoré sa venovali vyskumu intencie ces-
tovat na letnu dovolenku v lete 2020 po prvej vine pandémie. Na zaklade prehladu vy-
branych publikovanych zisteni moZno konsStatovat: priblizne jedna pdtina az jedna tretina
opytovanych prejavila intenciu necestovat v aktualnom roku, nizku intenciu cestovat vy-
jadrili starSie osoby a s horSim zdravotnym stavom a vys$Siu muzi, zamestnané osoby, oso-
by s vysSim prijmom a osoby, ktoré sii ochotné viac minut. Zo psychologickych faktorov
sa ako negativny Cinitel intencie cestovat javila cestovna Gzkost, obavy a zhorSena schop-
nost vyhnut sa neistote vyplyvajlica zo zdravotnej krizy. Naopak, zisteny bol pozitivny
efekt intencie cestovat v zmysle, Ze pozitivne emdcie, ktoré prinasa cestovanie, mézu
u niektorych ludi prevazit potencialne riziko nakazy spojené s cestovanim. Ochota pri-
jat nefarmaceutické opatrenia akymi si nosenie masky a podobne, ktoré mézu oddialit
prepuknutie choroby a znizit celkovy pocet infekcii, pozitivne ovplyviiovala intenciu ces-
tovat.

https://doi.org/10.46286/msi.2021.16.4.3
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Uvod 0Od marca 2020, kedy vyhlasila Svetova zdravotnicka organizacia (WHO) globalny
pandemicky status pre COVID-19, sa podstatne zmenil Zivot vo vSetkych oblastiach. Globalny
pandemicky status znamena, Ze choroba je rozSirena na celom svete, na cell svetovu populaciu,
kdekolvek moze byt hociktora krajina infikovana. Na zaklade odporucani WHO na znizenie Sire-
nia infekcie bola zavedena politika fyzického diStancovania a vyhybanie sa zhromazdovaniu
na jednom mieste. To postihlo v3etky oblasti, aviak cestovny ruch, ktory je velmi zranitelné
odvetvie, je povazovany za najviac postihnuty. PretoZze samotné realizovanie ciest a skuto¢né
polty cestujucich boli pandémiou ovplyvnené, objektom zaujmu vyskumnikov v cestovnom
ruchu sa stal jeden z vyznamnych subjektivnych faktorov ovplyvnujucich spravanie v ¢ase pan-
démie - intencia (zamer, umysel) cestovat. A vzhladom na pretrvavanie pandémie vo forme
vin®, uskuto€nenie vyskumu intencie cestovat v ¢ase kulminacie vilny pred letnou sezénou
a jej faktorov poskytlo zaujimavé vysledky pocas 2 obdobi: vyskum intencie cestovat priblizne
3 mesiace pred sezénou v lete 2020 a podobne o rok neskér, v lete 2021. V tejto praci uvedieme
vysledky analyzy Studii, ktoré sa tykali intencie cestovat v lete v roku 2020, zistovanej v marci
az juli 2020. Studie, ktoré sa tykali vyskumu intencie cestovat v lete 2021 zatial neboli publi-
kované v dostato¢nom pocte, preto ich analyza do tohto prispevku nie je zahrnuta.

Podstatu pojmu intencia, tedrie vysvetlujuce vztah intencie a spravania a Cinitele intencie us-
kutocnit dovolenkovy pobyt v ¢ase pandémie, sme podrobne opisali v nasej predchadzajucej
$tudii (Nakatova 2021). Na tomto mieste iba stru¢ne zhrnieme, Ze pod behavioralnou intenciou

VYSKUMNE PRACE | RESEARCH PAPERS

su chapané pokyny, ktoré si ludia davaju, aby sa spravali uritym spésobom (Triandis 1980).
Zaroven pripominame, Ze intencia nie je totozna so skutoénym spravanim, predpoklada sa, ze
vysvetluje menej ako 30% variancie v skuto¢nom spravani (Sheeran 2002), a preto intenciu ces-
tovat nemozno povazovat za ukazovatel skutoCne realizovanych ciest. Napriek tomu, poznat
zamery a umysly turistov cestovného ruchu cestovat, zvlast v ¢ase pandémie a identifikovat ich
faktory, je treba povazovat za uzitoCné.

Metodika Za uUcelom vyhladania publikovanych vyskumov boli analyzované vedecké
Studie evidované v databazach WOS, SCOPUS, Ebsco a Google Scholar. Obmedzenie vyhladava-
nia sa vztahovalo na rok 2020 a 2021 a pouzité boli nasledovné slovné spojenia: ,Holiday
intentions during a pandemic®, ,COVID 19 and holiday intentions* a ,,COVID 19 and tourism®
Z najdenych Studii bolo 36 analyzovanych podrobnejsie tak, aby zohladnhovali realizaciu vys-
kumu priblizne 4 mesiace pred letnou sezénou 2020. Vysledkom je 13 $tudii, ktorych obsah
uvadzame dalej.

Vysledky vyskumov intencie cestovat na dovolenku v lete 2020 Tri analyzované vyskumy
intencie cestovat sa tykali po¢tu os6b vyjadreného ako percento opytovanej vzorky. Autori
Kourgiantakis a kol. (2020) uskutoCnili vyskum na ostrove Kréta v ¢ase od 23. do 27. aprila
2020 s pouzitim online dotaznika. V ¢ase vyskumu bolo na celom ostrove potvrdenych iba
15 pripadov COVID-19. Zistenia ukazali, Ze pandémia spdsobila medzi respondentmi zna¢nu
neistotu. Priblizne tretina (28,7%) uviedla, ze svoje plany letnych dovoleniek uz zrusila, za-
tial Co vacsina (44,9%) sa eSte nerozhodla. Iba mala ¢ast (17,5%) tvrdila, Ze bude pokracovat
v planovani letnej dovolenky, aj ked s ur¢itymi tpravami. Co sa tykalo intencie cestovat, vacsi-
na respondentov potvrdila svoj zamer vycestovat na dovolenku pocas leta (22,6%) a po lete az
do viano¢ného obdobia (19,7%). Vyznamné percento ucastnikov planovalo vycestovat niekedy
v priebehu aktualneho roka (29,1%) a iba mensia ¢ast (28,7%) neprejavila v aktualnom roku in-
tenciu cestovat na dovolenku vébec. Zo zisteni autorov vyplynulo, ze COVID-19 bol najdélezite-
j8im faktorom ovplyvnujucim rozhodnutia pri planovani dovolenky. Dokonca finanéna situacia
(rozpocet domacnosti) ma mensi (aj ked stale vyznamny) vplyv na budice cestovné intencie
respondentov.

Zistit, kolko osob chce cestovat na dovolenku po pandémii, bolo cielom vyskumu dalSich au-
torov. Wachyuni a Kusumaningrum (2020) realizovali zber Udajov pomocou online dotaznikov
prostrednictvom WhatsApp v priebehu marca a aprila 2020. Udaje ziskané vyskumom spraco-
vali jednoduchou kvantitativnou analyzou. Vysledky naznacuju, ze az 78% respondentov vy-
cestuje po skonceni pandémie a iba 19% uviedlo, Ze sa k cestovaniu nevratia a 3% odpovedali,
Ze nie su rozhodnuti. Na zaklade vysledkov $tudie autori konstatovali, Ze existuje stale vasen
a optimizmus, Ze cestovny ruch sa obnovi rychlejsie, pretoze vac¢sina respondentov v tejto $tu-
dii planovala, kedy a kam budu cestovat, a to bezprostredne (0 - 6) mesiacov po skonceni
pandémie COVID-19.

Tretia $tUdia autorov Li a kol. (2020) bola uskuto¢nend v Cine a poloZila déraz na volbu dopra-
vy a zistenie percentualneho zastUpenia jej druhov. Prieskum bol ukonceny 9. februara 2020
- posledny den povinnej narodnej karantény. Zistilo sa, ze respondenti maju v umysle uro-
bit znacné zmeny v cestovnom spravani v dosledku prepuknutia nakazy COVID-19. Napriklad
Zelezni¢na doprava bola najoblubenej$im sp6sobom prepravy na domace cestovanie pred vy-
puknutim choroby (38,5%), ale po epidémii planovalo pouZitie tohto dopravného prostriedku
menej respondentov (25,4%). Podobne sa znizil podiel respondentov ochotnych cestovat au-
tobusom zo 7,1% na 4,3%. Cestovanie leteckou dopravou preukazalo iba malu uroven poklesu
pravdepodobne v ddsledku spoliehania sa ludi na leteckd dopravu v krajine velkej ako Cina.
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K najvyznamnejsej zmene doslo v cestovani autom, z 25,4% pred epidémiou na 41,2% plano-
vanych ciest autom po epidémii.

Vyznamny pocet publikovanych $tudii sa tykal socialno-demografickych faktorov, ktoré maju
vztah k intencii cestovat. Z nich uvadzame nasledovné 3tyri. Peluso a Pichierri (2020) skamali
dopad pandémie na reakcie turistov v maji 2020 pocas druhej fazy tzv. zdravotnej krizy v Tal-
iansku. Ich vyskum sa zameral na sériu socialno-demografickych premennych - vek, pohlavie,
vzdelanie, prijem, zdravotny stav a pocet deti - s cielom preskimat ich vplyv na zmysel pre
kontrolu nad situaciou, ako schopnost vyhnut sa neistote vyplyvajucej zo zdravotnej krizy a na
zistovanie intencie cestovat na dovolenku. Pocas druhej fazy sa vacsina podnikov znovu roz-
behla a ludia sa mohli fyzicky stretavat a cestovat v ramci domacich hranic, pri dodrZani pravi-
diel socialnej diStancie a osobnej ochrany. Autori zistili, Ze starsi respondenti a ludia s hor$im
zdravotnym stavom maju pocit, Ze nedokazu mat veci pod kontrolou, a preto maju tendenciu
vyhnut sa situacnej neistote suvisiacej s pandémiou; tento pocit znizuje ich umysel cestovat
na dovolenku aj bezprostredne po skonéeni pandémie. Ziskané vysledky tak odhaluju retazec,
prostrednictvom ktorého mdéze vek a zdravotny stav ovplyvhovat intenciu jednotlivcov ces-
tovanie aj po pandémii.

Pappas (2021) publikoval vyskum dovolenkovej intencie obyvatelov Grécka, islo o 385 dos-
pelych respondentov s trvalym pobytom v Aténach. Vyskum bol vykonany od 23. marca do
4. maja 2020, ked cela krajina bola uzatvorena. Vysledky naznacuju, Ze pri intencii cestovat na
dovolenku v ¢ase pandémie zohrava u respondentov ulohu vek: ¢im su ludia starsi, tym je vys-
Sie riziko umrti na COVID-19, preto sa starsi ludia budu pravdepodobne ovela viac obavat rizik
spojenych s cestovanim. Druhym zistenim bolo, Ze intenciu cestovat na dovolenku ovplyviiuje
kombinacia podmienok, ktoré okrem veku tvoria prijem, psychologicky vplyv COVID-19 a eko-
nomicky vplyv COVID-19. Autori upozornuju na niekolko Specifik realizovaného vyskumu: Po
prvé, je to prvykrat v modernej ére, ¢o odvetvie cestovného ruchu Celi takej rozsiahlej a nicivej
krize. Druhé obmedzenie vyplyva z prostredia realizovaného vyskumu. Bol vykonany v ¢ase
silného uzatvorenia dolezitej turistickej destinacie, ktorou Atény st a ktora je silne zavisla od
cestovného ruchu a uz viac ako desat rokov bojuje aj s hospodarskou krizou.

Boto-Garcia a Leoni (2021) skumali v mesiaci jun 2020 vplyv COVID-19 na cestovatelské zamery
ludi po¢as leta na reprezentativnej vzorke 3873 respondentov. Data boli zbierané v Spanielsku,
jednej z krajin s najvy$Sou mierou infekcie a Umrtnosti v danej dobe. Zber dat sa uskutocnil
v 1416 obciach v 52 Spanielskych provinciach. Vysledky naznacuju, ze vacSiu ochotu ist na
dovolenku v lete 2020 prejavili muzi a zamestnani respondenti. Okrem toho cestovné intencie
suvisia s expoziciu COVID-19, ktoru definuju na dvoch uUrovniach: 1. zénova expozicia podla
stupna obmedzeni ulozenych v zdne, kde respondent Zije a 2. individualna podla toho, ¢i jed-
notlivec osobne trpel priznakmi COVID-19. Vysledky ukazali va¢siu cestovnu intenciu medzi
tymi, ktori boli viac vystaveni COVID-19, ¢i uz osobne alebo na zédnovej Urovni. Zistenia autorov
naznacuju, Ze cestovanie mdze posobit ako prostriedok na uvolnenie stresu, ktory pomaha
ludom zotavit sa zo zlych udalosti, Ze pozitivne emdcie hladanie vzrusenia, ktoré prinasa ces-
tovny ruch, moézu u niektorych ludi prevazit potencialne riziko nakazy spojené s cestovanim.
To ¢i budu mat klienti po pandémii intenciu cestovat na dovolenkové pobyty, zistovali lvanova
a kol. (2020) u bulharskych turistov v postpandemickom obdobi. Udaje zhromazdovali od 7.
aprila do 7. maja 2020. Vyskumom bolo zistenych viacero charakteristik postpandemického
cestovného spravania Bulharov: va¢sina respondentov je pripravena na opatovné zacatie ces-
tovania do 2 mesiacov po povoleni cestovat, pri svojej prvej ceste planuju cestovat po krajine
autom a so svojimi rodinami, ludia s niz8im prijmom budu cestovat hlavne autobusom alebo
lietadlom na pobyty organizované cestovnymi kancelariami, ak su tieto povolené a dostupné.
Bulhari si vyberu destinacie podla uUrovne hygieny a bezpecnosti a respondenti viac ocefuju

destinacie s najspolahlivejsim zdravotnym systémom a spolahlivymi dezinfekénymi systémami
v ubytovacich zariadeniach cielového miesta.

Dalsie tri 3tudie sa tykali psychologickych faktorov, ktoré maju vztah k intencii cestovat v éase
pandémie. To, ako ovplyviuje vnimanie rizika vypuknutie nového koronavirusu a s tym spo-
jené vyhlasenie pandémie COVID-19 spravanie sa turistov, skimali Neuburger a Egger (2020).
Vyskum uskutognili v regiéne DACH (Nemecko, Rakusko a Svaj¢iarsko) ako déleZitého trhu ces-
tovného ruchu a po Taliansku druhého regiénu, ktory bol vyrazne zasiahnuty COVID-19. Vys-
kum bol vykonany v dvoch ¢asovych usekoch v marci 2020, hned po vypuknuti pandémie od 1.
do 4. marca, vzorka pozostavala z 1158 respondentov a od 15. do 19. marca, vzorku tvorilo 212
respondentov. Aj ked vyskum bol uskuto¢neny v dvoch terminoch relativne kratkeho ¢asového
rozsahu, vysledky ukazali, Ze aj za tak kratky ¢asovy Usek sa méze zmenit vnimanie rizika spo-
jeného s pandémiou a dokonca méze viest az k cestovnej Uzkosti, ktora intenciu cestovania do
destinacie vyznamnym spdsobom ovplyvni.

Peri¢ a kol. (2021) skamali vplyv vnimania rizika srbskych turistov na ich intenciu cestovat
pocas pandémie COVID-19. Vyskum bol realizovany v obdobi od 18. maja do 24. maja 2020
na vzorke 348 respondentov prostrednictvom online dotaznika. Identifikovali pat kategdrii
vnimaného rizika ovplyviujiceho cestovatelské intencie pocas pandémie COVID-19: zdravotné
riziko, psychologické riziko, financné riziko, riziko destinacie a cestovné riziko. Logisticka re-
gresia bola pouzita na preskimanie sp6sobu, akym vnimanie rizika ovplyvnuje intenciu a ciele
cestovania pocas pandémie COVID-19. Zistenia vyskumu naznacuju, Ze vnimanie rizik (zdravot-
né, psychologické, finan¢né a destinacné rizikd) medzi srbskymi turistami negativne ovplyviiuje
ich cestovatelské intencie poc¢as pandémie COVID-19.

Golets a kol. (2021) uskutocnili $tudiu na zaciatku pandémie v Brazilii a ich cielom bolo pre-
skumat ulohu vnimania zdravotnych rizik a neznasania neistoty v suvislosti s cestovnymi in-
tenciami na roky 2020 a 2021. Online prieskum na 1150 brazilskych u¢astnikoch bol vykonany
v ¢ase od 5.aprila do 5. maja 2020. Studia odhalila, Ze vnimana zavaznost ochorenia COVID-19,
pravdepodobnost infikovania sa a predpokladané trvanie pandémie boli najvplyvnejsimi fak-
tormi intencie cestovat na roky 2020 a 2021. Cestovatelské skusenosti a prijmy sa javia byt
relevantné aj v obdobi, ktoré Ucastnici vnimaju ako pokrizové (rok 2021).

Dalsie dve 3tudie sa tykali nefarmaceutickych opatreni v stvislosti s COVID-19. Das a Tiwari
(2020) zistovali rozdiely vo vnimani zavaznosti COVID-19 a ochoty turistov prijat osobné nefar-
maceutické opatrenia. ISlo o opatrenia odlisné od takych, ako su vakciny alebo lieky: nosenie
masky, hygiena ruk, hygiena dychania, izolacia a socialne diStancovanie, ktoré mézu oddia-
lit prepuknutie choroby a znizit celkovy pocet infekcii. Cielovou populaciou boli Indovia s in-
tenciou cestovat pocas COVID-19 po zrudeni cestovnych obmedzeni a zber dat sa konal po
celej Indii pocas druhého a tretieho majového tyzdna 2020. Tento konkrétny ¢asovy ramec na
zber Udajov autori vybrali zamerne, pretoze v tomto obdobi existovali predpoklady tykajuce
sa zmiernenia cestnych, Zelezni¢nych a leteckych obmedzeni. Vysledky vyskumu ukazali, ze
vnimana zavaznost COVID-19 nepriamo ovplyviiovala intenciu cestovat prostrednictvom ocho-
ty prijat nefarmaceutické opatrenia. Stidia odhaluje, Ze domaci aj medzinarodni turisti vnimaju
riziko spojené s cestovanim odliSne a maju aj odlisné intencie a spravanie, ktoré je umocnené
medialnym pokrytim a verejne prezentovanymi nazormi odbornikov na zavaznost ochorenia.
Z vyskumu vyplynulo, Ze intencia vycestovat potas pandémie COVID-19 je odolna, pretoze
cestujuci, ktori maju v umysle vycestovat do zahranicia alebo v ramci krajiny, povazuju nefar-
maceutické opatrenia (PNPI) za mozné preventivne spravanie, ktoré méze znizit riziko nakazy
pocas cestovania.

Aj nasledujuca Studia Liu a kol. (2021) u ¢inskych turistov skumala faktory, ktoré ovplyviuju
postpandemické intencie cestovat v suvislosti s nefarmaceutickymi intervenciami. Vyskum bol
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uskutoCneny v ¢ase od 20. juna do 10. jula 2020 na vzorke 508 respondentov. Vysledky ukazali,
Ze hoci COVID-19 priamo a negativne ovplyvhuje cestovatelské zamery do zahranicia, ma aj
nepriamy vplyv na cestovné zamery prostrednictvom Ucinku nefarmaceutickych intervencii.
Prinosom tejto Studie je, Ze vyvinula rozsireny model TPB pridanim dalSich konstruktov do
modelu TPB.

Na zaver chceme uviest $tudiu Stracha (2021), ktora sice priamo nepracuje s konstruktom ,in-
tencia cestovat® v Case pandémie, ale prispieva k pochopeniu spravania sa turistov cestovného
ruchu tym, Ze opisuje, ako sa meni spravanie spotrebitelov a identifikuje nové segmenty
a kritéria segmentacie. Podla autora, globalna mapa marketingu, marketingovej komunikacie
a spotrebitelského spravania sa rychlo a na neurcito zmenila. Objavili sa nové segmenty a ich
velkosti sa menia pomerne rychlo, ked' prichadzaju a odchadzaju viny pandémie. Uvadza tri al-
ternativy tvorby segmentov spotrebitelov a za zaujimavu povazujeme prvu, ktoru autor chara-
kterizoval ako Strukturu, ktoru budu tvorit nasledovné segmenty, ktoré maju vplyv na spotre-
bitelské vydavky. Segment "Hybernacia a vydavky" je znepokojeny vplyvom. Nakupuju v3ak
rovnako ako predtym a znacky su pre nich stale dblezité. Spotrebitelia "Cut Deep” su vacsinou
star$i (45 rokov plus) a hrozi im, Ze pridu o pracu. Velka vac¢sina z nich nakupuje menej ¢asto
a nakupuje len zakladné zasoby. Znacky su pre nich menej dolezité. Segment s oznalenim
"USetrite a skladujte" znizuje vydavky na volny ¢as a oblecenie, idd na nakup potravin a zabez-
pecuju sa tak, aby mali dostatok zakladnych veci na nasledujuci rok. ,Hromadenie $kreckov*
je segment znepokojenych svojimi rodinami a dlhodobymi G¢inkami pandémie. Segment "Zos-
tante pokojni, pokracujte" sa snazi uplatfiovat normalne spotrebitelské spravanie a viest svoj
Zivot nezmeneny. Ak sa tento segment obava o ¢okolvek, potom je to hromadenie a nezvycajné
spravanie ostatnych. Na zaklade pochopenia tychto segmentov mozno formulovat hypotézy
o intenciach podmienenych odliSnym typom osdb, ktoré k uvedenym segmentom patria. A os-
tava na buduci vyskum formulaciu tychto hypotéz konkretizovat a vyskumne testovat.
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Résumé Summer 2020 and intention to travel on holiday after the pandemic outbreak:
Analysis of findings of selected scientific studies

The aim of the paper was to analyze the scientific works that focused on the research of in-
tention to travel on summer holiday in the summer of 2020 after the first wave of pandemic.
Based on an overview of selected published findings, it can be stated: approximately one-fifth
to one-third of respondents expressed an intention not to travel in the current year, low inten-
tion to travel was expressed by older people with poorer health and higher intention by men,
employed people, people with higher income and people who are willing to spend more. From
the psychological factors, travel anxiety, worries and a worsened ability to avoid the uncertain-
ty resulting from the health crisis appeared to be a negative factor in the intention to travel.
On the contrary, a positive effect of intention to travel has been found in the sense that the
positive emotions that travel brings may outweigh the potential risk of travel-related infec-
tion in some people. The willingness to accept non-pharmaceutical measures, such as wearing
a mask and the like, which can delay the onset of the disease and reduce the total number of
infections, has had a positive effect on travel.
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ANDREJ MIKLOSIK

PERSONAS CREATION USING
GOOGLE ANALYTICS

This case study investigates how a marketing persona may be created with the use of data
gathered by cookies and with the use of Google Analytics. The data gathered originates
from the largest IT e-learning platform VITA. The basis of our research was measurement
in the Google Analytics tool and the WooCommerce plug-in within the WordPress content
management system. Our case study shows how a marketing persona may be created and
recommends that once such a persona is created it needs to be validated repeatedly with

data on real customers before it may be used for marketing purposes.
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Introduction Marketing personas are a useful way to create a relatable and understand-
able representation of a target group. This persona always needs to be created by the use of
significant amounts of qualitative and quantitative data. The most common approach in the
online sphere is to gather this data with the use of cookies and analyze it with online analytics
services. Although it is a very common practice, companies and students alike can be found to
lack understanding of this topic, especially combined with the use of marketing personas. This
topic is further complicated by regulation relating to personal data, especially the General
Data Protection Regulation (GDPR). In this paper we are therefore going to investigate this
legislation in relation to the use of cookies and analytics tools of Google Analytics and create
a persona based on data gathered by the VITA e-learning platform about its users.

Our research questions are:

1. What user data do companies have available?

2. How traffic data from Google Analytics can be used to create personas?

3. What are the differences between male and female visitors to the VITA e-learning?

4. Who is the ideal visitor (persona) of the VITA platform?

5. Is it true, based on data from VITA, that buyer and audience personas are not the same?

In the first chapter we are going to review available literature on GDPR and personal data,
cookies, Google Analytics and personas. The second chapter is where the reader can find
information on the methodology that was used in the creation of a persona. The paper then
ends with discussion and conclusions.

1 Literature review

1.1 GDPR and personal data The General Data Protection Regulation (GDPR) is current-
ly the most important legislative document within the European Union, which defines what
can be considered personal data, how it may be gathered and used and also the rights of the
concerned persons. In §2 the law states that personal information is any data concerning the
identification of a natural person that make up their physical, physiological, genetical, psy-
chic, mental, economic, cultural or social identity (GDPR 2018). From that follows that under
some circumstances personal data may be considered personal online identifiers assigned to
individuals by technical devices such as IP addresses, cookies, RFID location data as well as
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email addresses when they are unique and make a person identifiable. The reason for this is
that this data may be used to identify the person by lawful means by simple searches online
or offline (Pawera and Vesely 2018, p. 127).

Gathering personal data may only be done with explicit consent given by the concerned per-
son. This is regulated in 814 which states that an operator may ask for consent only separately,
clearly, accessibly and understandably. The operator must be able to prove at any time that
consent has been given. The concerned person has the right to revoke their consent at any
time and should be able to do so the same way it was given. Some aspects of this paragraph
are further specified in §19. There the law obliges the operator to make information available
to the concerned person before consent is given. This includes the contact information of the
operator, the purpose for which data is processed, the legitimate interests of the operator or
of a third party, if the operator is inclined to take the information to 3rd countries or inter-
national organisations. Additionally, information must be provided as to how long data will
be stored, about the rights of the concerned person, if they are required to provide this infor-
mation and what happens if they do not and if there is the existence of automated individual
decision-making including profiling. When an operator is in possession of personal data, they
are required to abide by the seven principles that make up the base of GDPR, Lawfulness, Pur-
pose limitation, Data minimisation, Accuracy, Storage limitation, Integrity and confidentiality,
Accountability. They are required to uphold the conditions that were stated before consent
was granted and must report any changes that are going to happen to all concerned persons.
As mentioned before, the concerned person may take away their consent at any time and §23
also makes it possible that they may ask for deletion of any and all of their personal data in
possession of the operator, which the operator must do without delay (GDPR 2018).

1.2 Cookies and user data Http cookies are small text files often including identifiers
that are created by web servers upon connection and sent to browsers. These cookies are then
sent back each time the browser requests a new webpage. This way preferences, login infor-
mation, habits, browsing information and activity (HP 2018). Http cookies are widely used to
manage online experiences by users. Their wide use, unique identifiers and the amount of
data that is gathered makes them not only ideal for marketing purposes and website manage-
ment, but also for malicious actors. While cookies are simple text files that cannot change,
therefore cannot be used as viruses, they may be used for spying on users. In relation to GDPR,
cookies may only be used with the consent of the concerned person apart from the most basic
and necessary cookies that are required to use the service.

There are three types of cookies:

¢ First-party cookies - created directly by websites that a user is browsing. As long as the
webpage is reputable, they may be considered safe.

e Third party cookies - cookies generated by websites that the user is not currently brows-
ing. Most often these are advertising cookies and cookies of analytics companies. Here each
different advertisement that is present on an open website may generate a cookie even if the
user has never clicked on an advertisement. Afterwards these cookies may continue to track
the user to any website that contains these advertisements.

e Zombie cookies - a special type of cookie, that tracks a user without their consent. This
cookie is directly installed on user’s device and may be automatically restored even after it
was deleted. These may be also used by analytics companies, but also by the aforementioned
malicious actors (Kaspersky 2021).

The use of cookies in online marketing is very significant as they are a source of large amounts
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of data on the behavior of equally large numbers of users. They are a quick way of getting
behavior-based feedback through for example A/B testing. They also may be used to enhance
customer experiences such as offering products, services or advertisements based on the
user's interest and are a way of targeting marketing activities.

Cookie name Purpose

Stores visitor identifiers.
__utma Contains a numeric identifier. Tracking unique site
visitors.

Stores session identifiers.
__utmb Calculation time-based metrics e.g. time on page,
time on the web.

Stores session identifiers.
__utmc Calculation time-based metrics e.g. time on page,
time on the web.

Stores visitor identifiers.
_utmz Where the visitor comes from. Tracks marketing
campaigns, keywords and landing pages.

Preserves custom variables.
_utmv To store the information you want to associate
with site visitors.

Table 1: Overview of cookies and their purpose
Source: Authors

1.3 Google Analytics Based on Google data and the HotJar report, Google Analytics is
the most widely used analytics tool in the world. There are approximately 30 million websites
and applications worldwide that use Google Analytics to track and analyze traffic. Of them
about 32,000 web pages are in Slovakia and their use continues to grow in the future (Trends
Builtwith 2021). Google Analytics provides website owners with JavaScript tags (libraries)
to record information about the page a user has seen, for example the URL of the page. The
Google Analytics JavaScript libraries use HTTP cookies to ,remember” what a user has done
on previous pages / interactions with the website. Google Analytics supports three JavaScript
libraries (tags) for measuring website usage: gtag.js, analytics.js, and ga.js. Both versions of
Google Analytics, Universal Analytics and Google Analytics 4, use first-party cookies (Google
Developers 2021). Audience and behavior reports are used to analyze users' website traffic
and their behavior. In our work, we are primarily interested in the Audience with subreports:
Overview, Active Users, User Explorer, which we use when creating personas. In the audi-
ence, we analyze demographics and visitor behavior, how they interact with content, and
what technologies they use to access the web. When processing data from Google Analytics,
we use the segment as a subset of data to compile and identify a male persona (Zheng and
Peltsverger 2015, p. 3).

1.4 Personas A simple definition of a Persona is ,a summary of the characteristics,
needs, motivations and environment of a key type of web site user”. A more specific definition
from the Foviance guide to segmented personas is: ,A persona is a fictional character that
communicates the primary characteristics of a group of users, identified and selected as a key

target through the use of segmentation data, across the company in a usable and effective
manner”. We create personas based on qualitative and quantitative data about the target
group and current or past customers (Smart Insights 2021). The main purpose is to predict
behavior of users, based on their past behavior, to engagingly tell our marketing stories in the
right tone, to the right people, and with the right words. The benefits of using personas are:
1. gain a better understanding of your ideal customer and consistent perception of who we
are talking to,

2. segments/targets marketing and prioritization of product updates, improvement of servic-
es, optimization of sales techniques,

3. improves internal and external marketing processes and easy transfer of information, sim-
ple explanation to anyone else,

4. supports empathy and overcome objections of customers,

5. increases conversions a identifies negative personas.

In addition to the benefits, certain problems are also associated with personas:
1. cannot be used internationally,

2. one person will never capture the entire target group,

3. idealization of the customer.

When determining goals and finding out which persona will suit them best there are two
types of personas. These are the following:

1. Buyer personas — Goal is to convert them to customers.

2. Audience personas - There are involved in the conversation with you. Goal is to share and
like your content to spread your reputation and brand.

Based on Hubspot data (note [1]), on average, in up to 68% cases the buyer and audience
persona are not the same persona.

2 Methodology In line with the research goals, the authors used a qualitative method
of the case study with cluster analysis. We analyzed data from Google Analytics about users
of the largest Slovak IT online educational platform called VITA. Based on data from Google
Analytics, we have compiled the following research questions:

1. What user data do companies have available?

2. How traffic data from Google Analytics can be used to create personas?

3. What are the differences between male female visitors to the VITA e-learning?

4. Who is the ideal visitor (persona) of the VITA platform?

5. Is it true, based on data from VITA, that buyer and an audience persona is not an equal
persona?

The basis of our research was measurement in the Google Analytics tool and the WooCom-
merce plug-in within the WordPress content management system. Part of the quantitative
research was the classification, i. e. sorting and segmentation of user information. Using de-
duction, we identified a male persona. The research sample consists of visitors to the VITA
e-learning platform. These are potential clients of IT Academy, s. r. 0. and VITA Company, s.
r. 0., based in Bratislava. The main business of these companies is education and provision of
certification exams, especially in the field of information technology, marketing and manage-
ment. VITA Company has an innovative educational system called VITA, which is implemented
by its own e-learning portal using the WordPress content management system. VITA stands
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for Virtual IT Academy. VITA Company ensures the operation, administration of the educa-
tional portal together with the sale of accredited and certified online courses. IT Academy
provides the creation of online content and courses, as well as the sale of online courses or
employee training. analyzed data on traffic and visitors to the e-learning platform. We analyz-
ed the data for the period 1. 1. 2020 - 1. 1. 2021 in Google Analytics. Based on the audience
data, we created 2 segments, namely the men and women segment.

Period 01.05.2020 - 01.05.2021
Users 32.156
New users 32.254
Sessions 51.628
Number of sessions per user 1.61
Page views 192,711
Pages/Session 3.73
Avg. session duration 00:13:37
Bounce rate 60.91%

Table 2: Research sample of visitors the VITA e-learning platform
Source: Authors

3 Case study - VITA In Google Analytics, we have identified basic audience metrics for
both the women's and men's segments in Figure 1. Women make up 27.76%, men 20.42% and
gender could not be determined 51.82% of the total data.

We found that the average session duration is nearly 13 minutes for men and nearly 9 min-
utes for women. For women, we also noticed a higher bounce rate and number of new users.
Although the proportion of women in traffic to Google Analytics is 7.34% higher than that of
men, we have decided, based on internal order data from customers, to create a male person.
We compiled a persona for the men segment called Mario thoughtful.

The data showed us that the average age of an ideal male customer is 31 years old and he is
employed as a programmer. Based on geographical data, we found out that the ideal customer
lives in Bratislava, he likes to be educated in the category of programming languages. He is
more of an introvert and an analytical type of personality. His goal is continuous education
in the field of programming and obtaining certification. He often buys in e-shops and likes to
travel. The most common frustrations are caused by work, data loss, or technical problems.
Despite these frustrations, he would not change the job.
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Discussion and conclusion Companies have access to user data from orders and ana-
lytics tools like Google Analytics (RQ1). Using cluster analysis in Audience tool, we grouped
customers into clusters based on sex, demographics and behavior (RQ2). Based on data of
Google Analytics, we found that the majority of visitors, up to 27%, are women, as can be seen
in Figure 1. Women visit the VITA platform more often than men. Male visitors have 1.4 times
higher pages/session, avg. session duration is higher by almost 4 minutes and the bounce rate
is lower by about 9% for men (RQ3) The ideal male customer (buyer persona) is a man with an
average age of 31, employed as a programmer who lives in Bratislava, likes to be educated in
the category of programming languages. He is more of an introvert and an analytical type of
personality. Its goal is continuous education in the field of programming and obtaining certifi-
cation. He often buys in e-shops and likes to travel. The most common frustrations are caused
by work, data loss, or technical problems. Despite these frustrations, he would not change the
job (RQ4). Based on qualitative research and data analysis, we recommend implementing the
creation of people based on data from Google Analytics and compare them with data from
real customer orders, so we can better target users and satisfy their requirements and needs.
Personas are used to better target ads, adapt the content of online courses to the needs of
customers. We confirm the information from Hubspot based on data from VITA that the buyer
and an audience person is not an equal person (RQ5).

Poznamky | Notes [1] https://blog.hubspot.com/marketing/buyer-persona-research.
The research was conducted in accordance with the objectives of the VEGA 1/0737/20 grant
project called Consumer Literacy and Changes in Consumer Preferences when Buying Slovak
Products.
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Résumé Tvorba persén s vyuzitim Google Analytics

Tato pripadova $tudia skima, ako mozno vytvorit marketingov osobu pomocou Udajov zhro-
mazdenych pouzitim suborov cookie a pomocou sluzby Google Analytics. Zozbierané uda-
je pochadzaju z najvacsej IT e-learningovej platformy VITA. Zakladom nasho vyskumu bolo
meranie v nastroji Google Analytics a v module WooCommerce v ramci redakéného systému
WordPress. Nasa pripadova Studia ukazuje, ako méze byt vytvorena marketingova osobnost,
a odporuca, aby sa po vytvoreni takejto osoby opakovane overili Udaje na skuto¢nych zaka-
znikoch predtym, ako ju mozno pouzit na marketingové ucely.
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TEXT | YAHIA MOUAMMINE,
HASSAN AZDIMOUSA

A REVIEW OF NEUROMARKETING
ORIGINS AS A NEW MARKETING
RESEARCH METHOD

We give a literature review of neuromarketing and the origins of its emergence as a new
marketing research method. We attempted to establish a general descriptive summary
of relevant literature that stresses the definition of neuromarketing as a new marketing
discipline and retraces its origins and foundations since and before the advent of neuro-
economics, as the latter is considered to be a precursor. The purpose of this paper is to
define what neuromarketing is from the point of view of academics and practitioners, how
and when it started to chart its path into academia and the business world, by drawing
attention to the ever first attempts to use uncommon neuroscience tools to assess con-
sumer’s behavior. This paper draws a timeline of neuromarketing origins and a summary
of the first attempts of consumer’s behavior observations, which relied on neural and

https://doi.org/10.46286/msi.2021.16.4.5

physiological responses.
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Introduction The human being tends to resist change, and any change is difficult at
first, as writer Robin Sharma points out: ,all change is hard at the beginning, complicate in
the middle, and beautiful at the end.” In this way was the path of neuroscience to unite with
marketing and create neuromarketing. Neuroscience, like any new and controversial field, has
struggled for the past 18 years to pave its way into marketing and consumer studies, and to
achieve a certain degree of credibility and acceptance (Harris et al. 2018). This period was
characterized by a relentless effort to achieve a better understanding of human behavior,
an effort which resulted in the emergence of a symbiosis between the biological and social
sciences. This unique and controversial marriage has gradually contributed to generating val-
uable insights relating to marketing and consumer behavior studies (Agarwal and Dutta 2015;
Plassmann et al. 2015). This emergence of neuroscience to marketing was imminent because
of the limitations and drawbacks of traditional methods used in the study and observation
of consumer behavior, based mainly on oral information and self-assessments’ declared by
respondents, researchers had therefore yielded to the need for a more effective way to work
around these Llimits, and which could offer a better understanding of consumer behavior. In-
deed, neuroscience is a field that seeks to understand the structure and function of the human
brain, how it encodes and represents the environment around it, and how it controls the body
and provides theoretical frameworks to assess the correlations between the brain and behav-
ioral states, in order to understand the causal links between the stimulus and the response
(Perrachione and Perrachione 2008). Cognitive neuroscience studies consumer behavior, with
the aim of achieving a better understanding of brain mechanisms underlying certain functions
such as: reasoning, decision-making, emotion and memory, these brain functions go hand in
hand with marketing concepts like ad response and brand loyalty. Thus, neuroscience has
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made a place in marketing to study with much more precision, the neural mechanisms of
individuals exposed to marketing actions and stimuli.

From an academic point of view, studying and knowing history is very important. History
is mirrored with dimensional roots that provides the memory of the past and retrace the
meaning of a given phenomenon over time (Black and MacRaild 2017). This traceability that
historical studies offer allows researchers to establish patterns from the past and provides
them with data to create the future. And in marketing, it is always crucial to keep an eye on
that ,rearview mirror” for a better understanding of the current and the future marketing
issues/novelties, to add up a vigorous quality to the field, and permits its scholars as well as
society as a whole, to build up an understanding of its origins and its patterns of change and
form the discipline identity.

As there is a lack of research/studies about the origins and history of neuromarketing (by
executing simple research in Google Scholar using the key words ,history of neuromarketing®,
~neuromarketing origins” it gives evidence of lack and absence of publications that address
the history of neuromarketing as the main research objective, not in a concise and peripheral
way), in this paper, we will try to retrace the literature review and the origins of neuromarket-
ing, as drawing a timeline of the early first attempts of studying consumer’s behavior relying
on tools and methods, previously and uniquely used in neuroscience.

Methodology The field of neuromarketing is considered to be still in the state of infancy
and of great interest to marketing and business researchers. This article is the result of an ex-
ploratory research, and we used the technique of content analysis to deliver it. This technique
is known to be used among other procedures to deliver description of the messages’ content.
We mainly based our analysis on peer-reviewed academic articles and books. Google Scholar
and PoP (Publish or Perish) were used to find and access the books and the articles (primary
and secondary data), and it allowed us to easily classify the peer-reviewed articles according
to the number of citations, in order to have more consistent and valid data. The following
key words were used: neuromarketing, neuroeconomics, neuroscience, marketing research,
origins, history, consumer behaviour. As the main purpose of the article is to draw a timeline
of the development of neuromarketing as a new marketing method throughout history, we
pushed our research in Google Scholar and PoP as way in the past as possible in order to be
sure of collecting all the works that addressed the advent of neuromarketing and the use
of neuroscience to solve marketing problems. Primary and secondary data that retrace the
definition of neuromarketing, its origins and the first attempts of unifying neuroscience and
psychology with marketing, were selected. In total, 33 publications were read and analysed.

1 What is neuromarketing?

1.1 Definition of neuromarketing The structure of the word ,neuromarketing” itself sug-
gests that it is an intersection, a mixture of two fields: marketing and neurosciences. In fact,
we can define neuromarketing as the application of neuroscience methods and knowledge
in marketing and its traditional approaches (Lee et al. 2007), bringing to it more novel and
uncommon tools and technics, and it is considered to be an interdisciplinary field linking psy-
chology, neuroscience and economy (Chatterjee 2015). In their 1106 times cites article What is
»neuromarketing”? A discussion and agenda for future research (2007) the authors stress that
applying neuroscience along with cognitive psychology can be challenging and intimidating
for marketing scholars due to the lack of knowledge of the tools used in both fields, although
neuroimaging technology should not be unreachable for marketing departments as, general-
ly, most business academics work in larger universities with substantial neuroscience tools.
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The availability of sophisticated technologies and the readiness of interdepartmental collab-
oration within a university is not a worldwide fact, especially in developing countries, where
scientific research is suffering form, lack of funding resources and quasi-absent collaboration
between departments and disciplines. What makes neuromarketing a novelty that aroused
the curiosity of academics and practitioners, is the fact that it uses clinical and scientific in-
formation about brain functions and mechanisms, as an attempt to explain what’s happening
inside the consumer’s brain, the so called ,black box” (Fugate 2007). Such enthralling and
interesting definition gave rise to many ethical considerations around neuromarketing, some
academics think and are afraid it would allow marketers to reveal the ,buy button” inside the
consumer’s mind, while there is no scientific evidence for such speculation, and we strongly
believe that neuromarketing’s purpose is to better understand the consumer behavior and do
better marketing research, and if finding the mystical buy button would be of great interest
for marketers, so would be discovering the love button for psychological researchers (Lee
et al. 2007). For Droulers and Roullet (2007), neuromarketing is the study of explicit and
implicit mental processes, and of consumer behaviors, in various marketing contexts relating
to evaluation, decision making, memorization and consumption activities, which is based on
paradigms and knowledge of neuroscience. In fact, it is considered to add a layer of theory to
marketing research, and its popular perception as being unethical should not be applied to
scholarly marketing research, it should be instead considered as a legitimate discipline for fu-
ture research on consumer’s behavior. Patrick Georges and Michael Badoc (2010) in their book
.Le Neuromarketing En Action” argue that current and future marketing specialists need to
understand what can explain the difference between declarative behavior and the real buying
behavior, which is often an emotional and not a rational perception, as Jacques Séguéla (note
[1]) points out: ,When you ask a coworker what happens to melting snow, the answer to get-
ting a good 1Q score is ,water”, while to get good EQ scores a better answer would be ,spring”™”.
The authors of the book insist on the limits of traditional methods of market research, these
studies being essentially based on oral and declarative information; what the respondents say
which may be different from their actual thinking.

The neuromarketer Dr. A. K. Pradeep (2010) in his book ,The buying brain: Secrets for selling
to the subconscious mind”, explains how advances and improvement in brain monitoring tools
and digital technologies allow scientists to expand their knowledge of how the human brain
works. As a neuromarketing specialist, he provides insights into brain functions and techno-
logical advancements that allow marketers to directly call for the thoughts and feelings of the
consumer. His work is recommended to products developers, designers and marketers that are
looking for ideas to innovate in their marketing strategies.

Neuromarketing as an expression, its origins go to professor Ale Smidts (note [2]) (2002) as
he provided the first description of this new field: ,The goal of neuromarketing is to better
understand the customer and its response to marketing stimuli, by directly measuring the pro-
cesses in the brain and involving them in the theory and stimuli development. While the main
emphasis is on better understanding the customer through theorizing, it should ultimately
also help the manager design more effective marketing incentives. In short, neuromarketing
is aimed at increasing the effectiveness of marketing activities by studying brain responses.”
By observing the behavior of consumers, one can see how their buying process and their ap-
preciation of the persuasive message are not 100% rational, the hold of emotion, memory and
attention is very important, hence marketers need to ,see” what is going on in the consumer's
mind, to have a clearer understanding of the elements that interact in the process and the

buying decision. Neuroscience is ,the key” to accessing the consumer's brain.

1.2 Neuroeconomics as precursor As we have previously mentioned, neuromarketing
has a precursor: Neuroeconomics, which birth goes to cognitive neurosciences in the field of
behavioral economy. Georges Loewenstein (Loewenstein et al., 2008) (note [3]) points out
that ... given the increasing prominence of neuroscience within the field of psychology and
the openness of behavioral economics to new methods and ideas, it was only a matter of time
before behavioral economics would embrace neuroscience. When that happened, in the late
1990s, the new field of neuroeconomics was born. Neuroeconomics, we argue, has further
bridged the once disparate fields of economics and psychology.”

Douglas L. Fugate (2007) in his widely cited article Neuromarketing: a Layman’s look at neuro-
sciences and its potential application to marketing practice pointed out that neuroeconomics
is the precursor of neuromarketing, they both use clinical information about brain functions
and mechanisms in order to help explore what is happening inside the human brain, ore the so
called ,black box”. Neuroeconomics helped researchers achieving some interesting findings
that form the basic frameworks for neuromarketing disciples, findings such as the consumer
uses the rational prefrontal cortex to make decisions, and the usage of immediate reward or
punishment stimuli activates the limbic system which generates rash and irrational choices,
and also, the important role emotions play in the decision-making process, spotted later with
the advancement of technologies and computational systems.

Neuroeconomics as a precursor came with major implications to the marketing field. The
introduction of neurosciences tools and technologies of brain imaging (e.g., fMRI) to mar-
keting research may change the picture of the field and motivate marketers to abandon the
endless expensive research focus groups and interviews where the consumer is not really
telling what she/he actually feels and thinks, where subconscious motives are unlikely to be
accurately articulated (Fugate 2007; Ruanguttamanun 2014; Venkatraman et al. 2012). While
these implications are to revolutionize marketing research, we think it’s too early to consider
neuromarketing a takeover, although it is a powerful complementary method to the conven-
tional marketing research methods and techniques, it has the potential to provide insights
that somehow overcome the subconscious biases that the traditional methods don’t, and to
measure and analyze the consumer’s emotional response to marketing stimuli.

Economics, psychology and neurosciences were once dissimilar fields, but within decades
of hesitations, temptation and experiments, they are now cooperative fields that have con-
verged into one unified discipline, with the crucial goal of contributing in the construction
of a general theory of human behavior (Glimcher and Rustichini 2004). In other terms, neu-
roeconomics can be defined as the study of the interactions between the brain and the ex-
ternal environment around it, in order to produce economic behavior (McCabe 2008), and it
uses neurosciences tools and knowledge to predict that behavior. By analogical reasoning we
could hence say the following in a marketing context: neuromarketing uses neurosciences
tools and knowledge to predict marketing behavior.

1.3 Limits of traditional methods and the role of emotions Over time, the effectiveness
of traditional marketing research has been challenged and called into question. This claim is
based on the observation of the failure rate of new products and services at launch, a very
high rate as shown in studies carried out by Nielsen on the launch of thousands of FMCG (note
[4]), and companies prioritize strategic innovation in a market that has become saturated,
in order to face fierce competition, but above all a consumer who is not always rational in
his purchases. However, there is a very popular belief that the failure rate of new products
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and services is approximately valued around 80%, which is very exaggerated and with no
empirical evidence (Crawford 1979), and many empirical studies since the early 1960s found
the failure rate to be ranged between 35% and 49% (Castellion and Markham 2013). All the
same we shouldn’t misread these data, it should be taken into consideration given the actual
texture of the marketplace, where the consumer is stifled by an array of products and services
at his fingertips offering almost the same characteristics, which makes the competitiveness
more tenacious.

Industry Percent failure

Chemicals 44%
Other materials 39%
Industrial services 43%
Consumer goods 45%
Consumer services 45%
Capital goods 35%
Healthcare 36%
Sofware and services 39%
Technology 42%
Average 41%
Highest 45%
Lowest 35%

Figure 1: New product failure rate by industry
Source: Castellion et al. (2013)

It is clear that there is a gap between what individuals say and do, and very often they cannot
accurately describe what they really feel about a product or advertising, the reason behind
this paradox resides in the amazing complexity of the human brain. Traditional methods have
shown their weaknesses despite the consistent investment required to conduct them, mainly
because their outputs depend on the eagerness and the ability of respondents to accurately
describe how they felt after being exposed to marketing stimuli (Burgos-campero 2013; Cruz
et al. 2016), and we can assert that many people can’t explain in a logical way the reasons
behind their decisions, as almost 70% of them are made subconsciously, and it is now an
unanimous assumption that people cannot fully explain their preferences when explicitly
asked, as the human behavior is mainly driven by processes at a subconscious level (Khushaba
et al. 2013; Marichamy and Sathiyavathi 2014). There is another fascinating neurological find-
ing which would make us rethink the way we conduct quantitative and qualitative research:
the brain actually is likely to alter the data recorded when asked to recount how it reacted
to something (Pradeep 2010), also the ordering of the questions may affect the answers as
people tend to answer questions in consistency with the previous ones that may evoke certain
memories and attitudes (Mullainathan and Bertrand 2001). It means that the fact of asking the
question ,how did you feel about that”, may distort the answer, in other words, that surveys
are not 100% bias free, as focus groups may be influenced by ,ruling” participants, or deficient
because of shy and hesitating ones. Consumers don’t tell the truth, and sometime without

realizing it, the reason behind this is that our decision-making process is not totally rational,
and emotions play a pivotal role in delivering the decisions we make and in constructing our
behavior. Within decades of research, it is now asserted that the purchase decision (act and
intention) is a cognitive process where emotion, with all its components and different types,
plays the role of indirect or unconscious decision maker.

This is what John O’Shaughnessy and Nicholas Jackson O’Shaughnessy stress in their famous
book The marketing power of emotion (note [5]) ,...marketing folklore suggests that emotion
can stimulate buying interest, guide choices, arouse buying intentions, and influence future
buying decisions. All these popular beliefs about the power of emotion have received research
support. Thoughts about buying are not listless mental acts. They can be exciting and can in-
volve strong likes and dislikes, anxieties, and aspirations. Just think about the emotional com-
ponent of buying a new car. Emotions intensify wants and desires and intensify motivation.
Even ethical behavior can be suppressed because of a failure to generate the emotion needed
to motivate moral action. Emotion is not an aberrant element when making buying decisions
but a necessary condition if decisions are not to be continually postponed. The emotional is
so paired with making tradeoffs in decision-making that it is impossible to identify situations
where deliberated decisions do not have an emotional dimension.” It means that emotions
play an essential role in our daily life and communication, thus emotions became an essen-
tial element in marketing, and we speak henceforth about emotional marketing as a specific
strategy that companies are using in order to make the advertising, packaging and branding
emotionally appealing. Marketers are in a constant challenge to communicate directly toward
emotional states, needs, wants, beliefs and the emotional aspirations of consumers, and they
succeed in doing this by focusing all their attention to the collection and analysis of their con-
sumers’ emotion, which we consider a separate data, and should be treated as one, and there
is no doubt that the continuous development of brain imaging technology will enable market-
ing researchers to better asses and understand the role of emotions in the decision-making
process, and to learn more effective methods to trigger those emotions in the consumer in
order to build a strong brand loyalty and trust and create more persuasive advertising, with
no intention to control or manipulate the consumer.

Neuromarketing is a recent discipline, compared to neuroeconomics, is considered to be still
in the state of infancy (Morin 2011; Wilson et al. 2008) but is already offering to marketers
an array of tools and technics; although more or less complex; that allow them to measure
with more accuracy the advertising effectiveness and overcome the drawbacks of convention-
al methods by direct brain observation (functional Magnetic Resonance Imaging, Electroen-
cephalography) or measurement of physiological responses in the body (eye movement, skin
conductance, facial expressions, hear and respiration rate...).

2 A preview of the origins of neuromarketing

2.1 The first attempts of brain imaging in marketing It appears that neuromarketing
as a discipline has different birthdays before the rise of neuroeconomics in the late 1990’s
and the rapid improvement of neuroscience. By exploring the literature, we found out that
the curiosity and appraisal to start studying brain functions and activities in order to achieve
a better understanding of consumer’s behavior began almost 20 years ago, as some scholars
recommended electroencephalography (EEG, brain waves measures) to study the impact of
promotions on the buying behavior (Wilson et al. 2008), and at the time, it was uncommon
and difficult at first as it was complicated interpreting and retrieving data from EEG devices
(Stewart 1984 and 1985). But decidedly with the continuous advancement of digital tech-
nologies, the limitations of EEG measurement are now transcended, especially with the de-
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velopment of noninvasive tools and methods that neurosciences offer, in order to probe and
analyze the neural activity of the brain. Since the 1980’s neuroscience and cognitive psychol-
ogy joined forces and created a thoroughly new paradigm for understanding the consumer,
in a way that it allows to understand how she/he stores, retrieves and uses information, and
some scholars argue that marketers seek to influence the intricate processes of evaluation
and decision making of the consumers, and they use tactics and technologies unethically in
order to control and redirect their decisions (Wilson et al. 2008), which is a very extreme and
exaggerated assumption. We believe the decision-making process is so complex to control
and deviate, and there is no such thing as ,the buy button” that neuromarketing advocates are
intentioned to unveil. There is no doubt that the continuous development of brain imaging
technology will enable marketing researchers to better assess and understand.

The first attempt of unifying marketing and brain imaging took place in the late 1990’s and the
credit goes to Gerry Zalman (note [6]) (Economist 2004; Zaltman 1997), the Harvard market-
ing guru provided an array of suggestions and insights in order to improve the effectiveness
of marketing research. Zaltman stressed that when all the components of marketing research
(the subject, managers, consumers, survey designs, sampling techniques...) come to ignore
the nature of the human thoughts and behavior, it may lead to bias and a certain degree of
subjectivity, as it leaves researchers overly prominent in the research process. This is one of
the limits of traditional methods, and neuroscience can help with the endeavor of improving
marketing research and overcome the traditional methods limits, and it requires the introduc-
tion of cognitive processes to the equation, processes that can be observed, measured and
analyzed through neuroscience tools and techniques.

In conclusion of his 1025 cited article Rethinking market research: Putting people back in
(1997), Gerald Zaltman made what we can call the announcement of neuromarketing birth, as
he referred to a study he was conducting in collaboration with Stephan M. Kosslyn at Harvard
University and the Massachusetts General Hospital where PET Scans were used (Positron
Emission Tomography) to evaluate the impact of different marketing stimuli relating to au-
tomobile dealerships, with the aim to measure three constructs conveyed in those stimuli:
anxiety, trust and comfort. His proposition was to use neuroscience tools and technologies
in order to improve marketing research, as the latter is crucially vital and strategic to every
company willing to survive and overcome the ferocious competitiveness in today’s economy.
Zaltman succeeded in identifying some neural ,signatures” that correlate with valence and
emotional reactions generated in response to imagined alternative retail environments of
cars dealerships.

By reading and examining Zaltman’s work, which was crowned by obtaining an US Patent
of invention in year 2000 (Zaltman and Kosslyn 2000) we can understand why the credit of
~inventing” neuromarketing as a practical marketing research tool goes undoubtedly to him,
because he did what exactly neuromarketing is and should be about: completing qualitative
traditional methods in order to asses, measure and validate the data collected via oral and
verbal means, and as a result, we can expect to have better and deeper insights of the con-
sumer behavior and predict it with greater precision. Despite the fact that Zaltman’s work was
innovative and revolutionized marketing research, PET is an invasive method, and less inva-
sive technologies should encourage marketing research to embrace neuroscience (e.g., EEG).

This controversial union began then to attract attention when Brithghouse opened a neuro-
marketing division in 2001, with the ultimate aim to changing the marketing world forever
(Fisher et al. 2010; Lee et al. 2007; Morin 2011; Wilson et al. 2008).

»...neuromarketing is the manifestation of the growing value attributed to neuroscience in the
scientific and business sphere...” (Levallois et al. 2019). There is no doubt that a notorious and

irrevocable link exists between academic and business versions of neuromarketing, but there
is still ambiguity on what ,world” is influencing the other. At the very beginning, the coupling
of neuroscience technology and marketing seemed to be odd, although the academic ,cradle”
was already ready to welcome it and the environment was very favorable.

The fMRI was one of the first neuroscience tools that marketing academics have gotten fa-
miliar with. It was indeed a matter of time for this to happen given the brisk advancement in
technology and the advent of neuropsychology and neuroimaging (Dumit 2004).

As we can see, neuromarketing appeared and developed undoubtedly with the emergence of
neuroeconomics, although academics and especially neuroeconomics specialists underline
the must of highlighting the distinction between the two: ,...a related, although clearly dis-
tinct discipline that seems to be emerging alongside neuroeconomics is neuromarketing. Neu-
roeconomics is a purely academic discipline concerned with the basic mechanisms of decision
making. In contrast, neuromarketing is a more applied field concerned with the application
of brain scanning technology to the traditional goals and questions of interest of marketers,
both those in academia and those in private industry. While these two disciplines are related,
they are also very distinct. This is a distinction often overlooked by popular media.” (Glimcher
et al. 2009).

By exploring the roots of neuromarketing as a discipline, we cannot do it without evoking The
Pepsi Challenge (note [7]) case study, which consisted of a blind taste test, where customers
were asked to taste cola drinks from two unlabeled white glasses and select the one they
preferred the most, and this experiment gave birth to the consensus that Americans preferred
Pepsi over Coca-Cola, unconsciously. This famous experiment was taken a step further us-
ing fMRI scanner in order to reveal what was happening inside the testers’ brains, with the
purpose of highlighting the behavioral and neural response to Pepsi-co and Coca-Cola when
consumed anonymously; using fMRI; and analyzing the behavioral and neural influence of
knowledge about which drink is being consumed (McClure et al., 2004). Two different taste
tests have been carried out to assess the neural responses: a first taste test outside the fMRI
scanner, and the second one while inside it in order to simultaneously monitor the brain activ-
ity of the 67 individuals recruited to take part of the experiment. The blind tests have shown
that Pepsi-co was preferred over Coca-Cola, and that sensory information inputs (taste in this
case) play a minor role in determining people’s behavior, and brand knowledge is likely to
cause biases in preference decision. The fMRI tests illustrated the activation of the DLPFC and
the Hippocampus areas while tasting the drinks, these areas are known to be related to mem-
ory and affective information. In fact, it has been demonstrated that DLPFC plays a primary
role in processing emotional memory, as for emotional content to influence the memory pro-
cesses (Ferrari and Balconi 2011), it is also commonly known that DLPFC is implicated in re-
Llational memory encoding and in episodic memory retrieval (Blumenfeld et al. 2011; Sandrini
et al. 2003). The hippocampus is known to be implicated in processing and recalling affective
information and plays a major role in recalling declarative memories (Fortin et al. 2002; Tey-
ler and DiScenna 1985; Tulving and Markowitsch 1998; Voss et al. 2017). As results of the
experiment carried out by McClure and his team (McClure et al. 2004), we can assess that the
test participants were undoubtedly recalling Coca-Cola ads while actually drinking Pepsi-co.
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Figure 2: Neural correlates of preference for anonymous Coke and Pepsi delivery in 3-trial and

15-trial anonymous taste tasks
Source: McClure et al. (2004)
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(A) An image of a Coke can was used to cue the occurrence of Coke. A red or yellow circle (randomized across subjects) predicted the other.
Both sodas delivered were Coke.

(B) Coke deliverad following an image of a Coke can evoked significantly greater activity in several regions when contrasted against Coke
delivered following a neutral flash of light. Significant activations (p < 0.001, uncorrected) were found bilaterally in the hippocampus (MNI
coordinates [-24, —24, —20] and [20, —20, —16]), in the left parahippocampal cortex (MNI coordinates [-20, —32, —8]), midbrain (MNI
coordinates [—12, —20, —16]), and dorsolateral prefrontal cortex (MNI coordinates [20, 30, 48]). See Table 1 for details.

(C) In the scanner, an image of a Pepsi can was used to cue the occurrence of Pepsi. A red or yellow circle predicted the other soda, and
both sodas delivered were Pepsi.

(D) No voxels survive p < 0.001 threshold (uncorrected) for the equivalent trast in the i y Pepsi experil it

Figure 3: Effect of brand knowledge on brain responses in semi anonymous tasks
Source: McClure et al. (2004)




44

8 (A) Histogram of subjects’ preference in dou-
ble anonymous task. The x axis indicates the
g ot number of selections made to Coke (maxi-
4 mum of three). Subjects showed no bias for

2 - either Coke or Pepsi.
(B) Histogram of subjects’ behavior prefer-
0-1.23 L T B4 ence in semianonymous Pepsi task. The x
# Selections to # Selections to # Selections to axis indicates the number of selections to the
Coke" Labeled Popsl’ Labeled Coke" Pepsi-labeled cup. Subjects showed no bias

for either the labeled or unlabeled drink.

l [C) Histogram of subjects’ behavior prefer-

Count
N o @

ence in the semianonymous Coke task. The
x axis indicates the number of selections to
the labeled Coke. This preference distribution
D 3 E Re-do is different from the double anonymous task
ik .
Anonymous (Mann-Whitney U task, n, = 16,n; = 16, U =
191.5, p < 0.05) and semianonymous Pepsi
task (n, = 18, n, = 18, U = 225.5, p < 0.005),
with subjects demonstrating a strong bias in
favor of the labeled drink.
(D) A ge scores of subjects’ pi 3
(number of selections to Coke, labeled Pepsi,
0 0123 and labeled Goke, respectively) in the three
Anonymous l.:b.;l:lg I.;t;l::l # Selections to behavioral tasks (A-C). Subjects tended to
ry prefer the labeled Coke drink over anony-
mous Coke (one-way Student’s t test, p <
0.01). The Coke label had a bigger effect in biasing subjects’ preferences than the Pepsi label (one-way Student’s t test, p < 0.005).
(E) Subjects who participated in the ianonymous Coke task later completed the anonymous taste test. The distribution of people's
preference is significantly different from the Coke-labeled task (M. Whitney U test, n, = 16, n, = 13, U = 142.5, p < 0.01) but no different
from the results in (A).

Average count
-
Count

N A O O

Figure 4: Effect of brand knowledge on behavioral preferences
Source: McClure et al. (2004)

Another brain imaging method which is nowadays widely used in neuromarketing studies is
EEG. In 1988, an EEG measure was performed on subjects who were viewing TV advertise-
ment, and one of the main findings was that memory correlated significantly with changes
in the EEG signals (Rothschild et al. 1988), and today, memory is considered one of the main
metrics neuromarketing studies aim to measure.

2.2 The first attempts of biometrics in marketing Beside brain waves measures and
brain imaging there are biometrics tools and methods as the second component of neuro-
marketing arsenal. Pupillometry which is a clinical method that measures the spontaneous
dilatation of the pupil diameter and the pupillary light reflex (Kirsch and Chervin 2011) is
one of the biometrics measures used in neuromarketing among others (eye-tracking, gal-
vanic skin response, facial expressions recognition, etc.). David C. Arch (1979) proposed pupil
dilatation measures to study the cognitive response of consumers in a marketing research
context, and stressed that at that time, the method shown high scientific potential in meas-
uring consumer’s behavior and his/her reactions to persuasive messages. Krugman (1964)
wanted to assess the ability of Pupillometry to predict consumer’s behavior and compare
the data collected from this unorthodox measurement with the traditional one: interviews.
To realize this, he conducted two studies involving greeting cards and sterling silver pat-
terns, used as visual stimuli and shown to the subjects taking part of the experiment, pu-
pil dilatation was measured simultaneously and interviews were conducted at the end of
stimuli visualization, in order to collect verbal responses from subjects by asking them
what stimuli they liked and the ones they liked less. This attempt of merging neurosci-
ence with marketing has demonstrated that there is always a difference between verbal

responses and how actually our body reacts to visual stimuli, and pupil dilatation meas-
urement, back at the time, has established its potential as a future neuromarketing tool.

Patterns Shoppers Browsers

Sales Pupil Percent Verbal Pupil Percent Verbal

rank rank change rank rank change rank
Acorn 1 5 +5 8 1 +1.0 2
Acanthus 2 1 +2.3 6.5 3 +.2 4.5
Cactus 3 7 -9 3 6 -1 3
Cypress 4 3 +1.7 4 5 0.0 7
Continental 5 2 +2.1 2 2 +.6 4.5
Pyramid 6 10 -2.6 1 8 -1.4 1
Blossom 7 9 -2.2 10 10 -3.7 10
Caravel 8 4 +.8 9 4 +1 9
Argo 9.5 6 -1 6.5 7 -9 8

9.5 8 -1.4 5 9 -2.2 6

The following rank-order correlations were obtained:

Sales rank with shoppers' pupil rank = +.43

Sales rank with shoppers' verbal rank = +.14

Sales rank with browsers' pupil rank = +.66 (p=.05)

Sales rank with browsers' verbal rank = +.60 (p=.05)

The shoppers' percent change in pupil dilation was more favorable than the browsers. i.e., larger +% or
smaller -% for seven of the ten patterns, suggestins greater interest in silverware in general on the part
of the shoppers. A one-tail of this hypothesis shows that t=1.84; df=9, p=.05.

Figure 5: Comparison of sales, pupil responses and verbal ratings for silverware
Source: Krugman (1964)

Pupil dilatation measurement was not the only neuroscience and clinical ,gate” that awak-
ened the interest and curiosity of marketers regularly looking for more accurate ways to ob-
serve, analyze and understand consumer’s behavior. Studies and observations of consumer’s
responses to stimuli, relying on eye movement tracing have been carried out years before the
first attempt of integrating Pupillometry in marketing research (Behe et al. 2013). Wedel and
Pieters in their 524 times cited article , A review of eye-tracking research in marketing” (Wedel
and Pieters 2015) gave us a detailed historical review of the usage of eye movement analysis
in marketing research, in fact they draw attention to the first endeavor carried out by Nixon in
1924 (Wedel and Pieters 2006 and 2015) with no technology involved at the time, he observed
eye movements of consumers who were browsing through magazines pages with printed
ads, and he managed to conduct this experiment by hiding himself in a box behind a curtain.
Afterward in 1940, the marketing field witnessed the collection of eye movement data from
users paging advertising in newspapers, by means of the Purdue Eye Camera (Kabslake 1940).
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Wedel and Pieters report that later in 1978, appeared one of the most cited and pioneering
article about the usage of eye-tracking technology with the aim to study consumer’s behavior:
~Eye-fixation can save the world” by Russo (Russo 1978), where he suggested that eye fixation
methodology offers an array of advantages the verbal methods (interviews, focus groups)
don’t, and that both methods should be used in a paired and complementary way for better
insights and more detailed and accurate data.

Conclusion Itis clear that the birth of neuromarketing wasn’t precocious; it was long and
originated from the seismic shift in neuroeconomics and behavioral neuroscience and many
Avant-grade attempts and experiments with the aim to revolutionize marketing research in
the early 1920s, starting with Nixon’s endeavor to observe the eyes movement of individuals
who were paging through printed ads, to Zaltman’s study of emotional responses and neural
signatures using PET scans. And since the first introductions of biometrics to marketing, the
business world and academia have embraced technology with the aim to revolutionize mar-
keting research, and now, brain imaging, eye-tracking and other methods are vaguely used
in every marketing area: packaging, product development, advertising, e-commerce, in store
decision making, etc... But as a discipline, we believe neuromarketing is still to gain momen-
tum, and it requires more intensive research in order to shape its theoretical frameworks and
draw conclusions on the causal links connecting consumer’s behavior and the prediction of
his/her decision-making process, and also, further research and experiments are necessary
in order to confirm neuromarketing as a powerful complementary tool to the conventional
methods and end the skepticism around potential intentions and possibilities to manipulate
the consumer’s free will.
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Résumé
mu

Prispevok poskytuje prehlad literatdry o neuromarketingu a pociatkoch jeho vzniku ako
novej metddy marketingového vyskumu. Pokusili sme sa vytvorit vieobecny popisny suhrn
relevantnej literatury, ktory zdéraznuje definiciu neuromarketingu ako novej marketingovej
discipliny a sleduje jeho pociatky a zaklady od a pred prichodom neuroekondmie, kedZe ta
sa povazuje za jeho predchodcu. U¢elom tohto prispevku je definovat, ¢o je neuromarket-
ing z pohladu akademikov a odbornikov z praxe, ako a kedy si za¢al nachadzat svoju cestu
do akademickej sféry a sveta obchodu, a to upozornenim na vébec prvé pokusy o vyuzitie

Prehlad p6vodu neuromarketingu ako novej metédy marketingového vysku-
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nezvycajnych neurovedeckych nastrojov na postudenie spotrebitelského spravania. Tento
prispevok vykresluje ¢asovu os povodu neuromarketingu a zahfha prvé pokusy o pozo-
rovanie spravania spotrebitelov, ktoré sa spoliehali na nervové a fyziologické reakcie.
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TEXT | PAVEL STRACH

MARKETING BRIEFS

FOODIE: UPGRADING A BASIC NEED

TO ARTISTIC OBSESSION

In 2018, the Disgusting Food Museum opened its doors in the Swedish city of Malmo (current-
ly with franchise museums in Berlin and Bordeaux). The small museum has on permanent
display some 80 of the world’s most disgusting foods, which adventurous visitors may sample.
Exhibited delicacies include for instance roasted guinea pigs from Peru (cuy) or a well-aged
shark from Iceland (hakarl). There is something about: tell me what you eat and | will tell you
who you are.

Food for a modern consumer is merely a way to fill the gap. Whether you prefer sour, bitter,
savory, sweet, or umami for your taste buds, there is a meal to spice up every soul. No more
food is a quick affair to curb hunger. Food has become a trendy thing to talk about. Elaborate
and informed social talk about various kinds of meat, variety of cheeses, coffee preparation,
differences among wine regions or staple foods of ethnic cuisines complement basic conver-
sational skillset.

Celebrity chefs, microbreweries, culinary tours, passion for organic and raw, escape from di-
gital into real world and desire for something which engages all senses and bonds people
together - all of that and much more food lovers can relate to. Food has become a real hobby.
Foodies train their pellets to further develop their refined and zealous taste by experimenting
in cooking, attending special classes, using quality, original and unusual ingredients, trying
different diets or ethnic cuisines, participating in discussion groups, visiting a great variety of
well-acclaimed eateries. Some of them share their experiences through social media, follow
renowned chefs, subscribe to food magazines, watch cooking shows and food travelogues, or
collect cookbooks.

Food influencers need to be on foodstagram if they want to be recognized. Instagram is a
strong platform for foodies to communicate. A picture or a video as visual stimuli are strong
messengers of a tasty promise. A successful food influencer complements digital content with
blogs, podcasts, and other (traditional) media appearance. Foodie influencing scene has been
vibrant, colorful, and as one would expect there is content for any liking. Foodies influence
public knowledge of nutrition, cooking skills, cost of home cooking, and body ideals among
other elements.

Food can be an object of artistic inquiry as evidenced by @aurelycerise or @tanaka_tatsu-
ya. Are you into watching a young lady smushing her face into various kinds of bread with
interesting background music (@breadfaceblog), into searching for dogs in yummy treats (@
dogs_infood), or do you enjoy other eating too much (#hotdogeatingcontest). Desire to stand
out from the social media clutter has led to the extreme. In 2021, Instagram was accused
for commercially profiting from pages that glorified eating disorders. Potentially harmful
accounts were swiftly discontinued for not complying with platform policies. So called food
porn has yet been another discipline with influencers consuming (@showry) or playing with
food (@stephanie_sarley) in pseudo-sexual way.
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Visualizing food for social media is a discipline by itself. Viewers are made to believe that what
they see is what they get. Various photo gadgets, appropriate lighting, right kitchen equip-
ment, tableware and decoration, and software tools are a must for a good social media result.
A multitude of instructional videos is freely available. Food photographers routinely use fake
acrylic or resin ice cubes, white glue instead of milk, shaving cream instead of whipped cream,
and fill in plates with false bottoms (usually simple dough from flour and water). Tricks such as
inserting cardboard in between pancakes to make a stack look tall and fluffy and bathing the
breakfast food in motor oil instead of syrup to prevent a soggy effect have gone viral. Taking a
beautiful picture of a cup of coffee takes a diluted soy sauce, frothy bubbles from dishwashing
liquid and a tampon soaked in hot water for nice airy swirls of steam.

Key income opportunities for food influencers are no different to other players on the social
media scene. A (large) following is their most important asset, through which they generate
income cashing out on paid contextual advertising. Another important income source is spon-
sorships for promoting restaurants, retailers, destinations, or kitchen equipment brands to
name a few. Appearances in traditional media, book publishing, running cooking classes and
participating at events complement the package.

Résumé Gurmanstvi: Jak povznést zakladni potfebu na uméleckou posedlost

Neni jisté, ze jeSté polatkem tisicileti by bylo spoleCensky pfijatelné vefejné deklarovat vlast-
ni zalibu v jidle. SpiSe by se mozna jednalo o prohlaseni omlouvajici bobtnajici body-mass-in-
dex. Mezitim se vSak schopnost spolecensky konverzovat o rliznych odstinech jidla, pokrmech
a ingrediencich dostupnych v rdznych zemich ¢i rozliSovat kavu na vic nez zrnkovou, mletou
a instantni, stalo nutnosti Lv(i salond. Scéna food blogger( a food influencer( utésené roste
a pecuje o komunitu gurman( - hobbistd. Jejich kombinace trik(, tipl a obchodné-podnika-
telskych praktik nas mudze ucit o tom, jak povznést jednu ze zakladnich lidskych potfeb na
uméleckou posedlost.
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ZAUJALO NAS | SHORT COMMUNICATIONS

SEDMNACTY ROCNIK SOUTEZE

MARKETER ROKU VYHLASEN

Ceska marketingova spolegnost vyhlasila sedmnacty rognik soutéze Marketér roku za rok 2021.
Vyhlaseni této vyznamné odborné i spolec¢enské udalosti probéhlo v ramci odborného seminare
Ptichazi novy marketing?, ktery pofadala Ceska marketingova spole¢nost spolu s Klubem uéite-
LG marketingu a medialnim partnerem Active Radio v atraktivnim prostfedi Restaurace Atelier
Petfin v Praze dne 9.11.2021.

Slavnostniho aktu se za Ceskou marketingovou spolenost zicastnili ¢estna prezidentka spo-
le¢nosti Jitka Vysekalova, prezident Tomas David, Petr Uchytil z ACTIVE RADIO a dalsi ¢lenové
prezidia. Tradi¢né podpofil vyhlaseni soutéze svym osobnim sdélenim prof. Philip Kotler, osob-
nost svétového marketingu.

Jednim z hlavnich cilt Ceské marketingové spole¢nosti je podpora marketingu jako nezbytného
faktoru rozvoje a konkurenceschopnosti nasi ekonomiky. Mezi cestami k jeho dosazeni ziskala
vyznamnou roli soutéz o Marketéra roku, kterd vstupuje jiz do sedmnactého ro¢niku. Oceriujeme
vyznamné osobnosti, které realizovaly marketingové projekty odpovidajici pravidldm soutéze
z hlediska inovativnosti, efektivnosti, rozvoje metod a soucasnych principli marketingu véetné
etického pristupu a prispévku ke spolecenské odpovédnosti firem. Vitéz ziska Velkého modrého
delfina, ktery je symbolem moudrosti, aktivity, komunikativnosti i pozitivniho pohledu na okolni
svét.

Soubézné probiha soutéz Mlady delfin pro vysokoskolaky studijnich obord zaméfenych na mar-
keting.

Uzavérka prihlasek je 15. dubna 2022. Podrobnosti o soutézi, zejména o zpldsobu podavani pfi-
hlasek, jsou k dispozici na www.cms-cma.cz, pfipadné je mozno smérovat dalsi dotazy na emai-
lovou adresu info@cms-cma.cz.

Jitka Vysekalova, €estna prezidentka CMS, Tomas
David, prezident CMS a Petr Uchytil, Radio Active
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DRABIK, PETER, 2021. SPOLOCENSKY

PROSPESNE INOVACIE V DISTRIBUCII.

BRATISLAVA: VYDAVATELSTVO EKONOM. 203 S. ISBN 978-80-225-4800-7.
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Lnovacie su vsade pritomnou sucastou, hybnou silou a nastrojom zabezpelovania trvalej
udrzatelnosti spolo¢ensko - hospodarskeho rozvoja.” Touto myslienkou vstupuje autor do
rozsiahlej a naro¢nej problematiky elektromobility v oblasti distribucie vo vztahu k ochrane
Zivotného prostredia.

Predmetna publikacia analyzuje a hodnoti problematiku inovacii v Siestich kapitolach
s naro¢nym obsahom. Charakteristicka je ¢istota obsahu pojmov, ich vedeckost, zrozumitelnost
a rozmanitost, tiez miera aktualnosti. Tieto vlastnosti rozpractva autor v prvej kapitole.
Vychadza z nazorov poprednych svetovych teoretikov ako Bobrov, VI¢ek, Drucker, Schumpeter.
Prave ostatne menovany vymedzil 5 charakteristik pre inovacie. P. Drabik taktiez synteticky
vymedzil obsah kategérie inovacie, ako filozofie ¢innosti, ktora zasahuje vsetky zlozky re-
produkéného procesu, ako je marketing, vyvoj vyrobkov a technoldgii, planovanie, vyroba,
predaj, priprava kadrov, riadenie socialno-ekonomickych a environmentalnych faktorov. Tiez
ako synonymum Uspe3nej produkcie, asimilacie a pouzivania novosti v ekonomike a social-
nej sfére. Ponuka nové rieSenia problémov vyvolanych zmenami v podnikatelskom prostredi,
v poziadavkach zakaznikov, technologickom rozvoji, v globalizacii, ale tiez v ozelefiovani
hospodarstva a trvaly udrzatelny rozvoj. Podrobnejsie vysvetluje vplyv inovacii na zakaznikov,
obc¢anov, zamestnancov, obchod, vyrobu, technolégie a organizaciu vyroby, ekonomickych
a environmentalnych faktorov. Tiez ako synonymum Uspesnej produkcie, asimilacie a pouziva-
nia novosti v ekonomickej a socialnej sfére.

Ponuka nové rieSenie problémov vyvolanych zmenami v podnikatelskom prostredi, v poziadav-
kach zakaznikov, technologickom rozvoji, v globalizacii, ale tiez v ,0zelefovani“ hospodarstva
a trvalo udrzatelny rozvoj. PodrobnejSie vysvetluje vplyv inovacii na zakaznikov, ob¢anov,
zamestnancov, obchod, vyrobu, technoldgie a organizaciu vyroby.

Takyto teoreticky vstup do problematiky je Ziaduci, je uréeny pre teoretickd rovinu i pre prax.
Prva - silna kapitola upriamuje pozornost na inova¢né stupne a vyznam inovacii pre organi-
zacie a spolo¢nost so smerovanim na buddcnost. Za cennu sucast tejto kapitoly mozno pova-
Zovat inovalné stratégie. V zavere kapitoly zdérazriuje autor strategické inovacie v automo-
bilovom priemysle s akcentom na principy nizkych nakladov. Postupne plni text svoje ciele
v Casti elektromobilita ako environmentalno - energeticka inovacia.

V druhej Casti publikacie konkretizuje autor inovacné trendy v sektore automobilového prie-
myslu. Charakterizuje ich, ba zachadza hlboko do dodavatelského sektora. Definuje spolocen-
sky prospesné inovacie v distribucii. Ustrednym pojmom je elektromobilita. Jadrom druhej
kapitoly su Styri strategické trendy vyroby automobilov:

- zameranie na zakaznika,

- pripojené autondmne auta,

- digitalny dodavatelsky retazec,

- udrzatelna mobilita.

Napokon sa autor zamysla nad efektivnostou automobilového priemyslu v tom zmysle, aby
boli uspokojené poziadavky zakaznikov. Poskytuje prognézu podielu automobilov s réznymi
typmi pohonu do r. 2030. Citatela zaujme hodnotenie udrzatelnej mobility, ktorej najvyraznej-
Sie aspekty su:

- uzivatelské aspekty,

- odvetvoveé,

- makroekonomické,

- spolocenské,

- distribu¢né,

- autoritativne,

- vladne a ostatné.

»Zelena logistika“ - zelené obstaravanie je sp6sob zadavania dodavok, ktory berie do Uvahy
vplyv vybraného tovaru a sluzieb na Zivotné prostredie tak, aby negativny vplyv na Zivot-
né prostredie bol ¢o najmensi. K posudzovacim kritériam autor zaraduje moznost recyklacie,
biologicku odburatelnost, materialnu a energetickd naro¢nost vyroby, zdravotnu neskodnost
ainé.

,Zeleny spotrebitel” - vyraz zahfiia kone¢ného zakaznika aj priemyselného zakaznika, ktori
pozaduju, aby tovary a dodavky vobec boli Setrnejsie k Zivotnému prostrediu.

»Zeleny sklad“ - autor ma na mysli usporiadanie skladu s cielom minimalizovat pocet na-
jazdenych kilometrov manipula¢nou technikou pri skladovych operaciach.

Kapitolu uzatvara ¢ast ,environmentalny marketing a distribucia“, ktory popisuje ,zeleny mar-
keting“ tromi pohladmi:

1. predajny pohlad - uvadzat na trh tie vyrobky, ktoré su Setrné k Zivotnému prostrediu

2. socialny pohlad - snaha zniZzovat negativne vplyvy na Zivotné prostredie

3. environmentalny pohlad - reagovat na environmentalne problémy

Zeleny marketing vychadza zo zelenej ekonomiky, ktora podporuje ludsku prosperitu, social-
nu rovnost, znizenie rizik a ekologickych $kod.

Nové pristupy k environmentalnej segmentacii trhu najdu uplatnenie aj v oblasti elektromo-
bility a v marketingovej ¢innosti producentov elektromobilov.

Tretia kapitola pote$i milovnikov a autority v technickej oblasti. P. Drabik ju nazval ,envi-
ronmentalno-technicka inovacia pohonov automobilov®. Priestor dostali aj otazky - typy
pohonov v elektromobile. Taktiez elektromobilita vo svete a na Slovensku, spotrebitelské
postoje. Ako priklad uvadza autor Nemecko, kde je registrovanych 1,9% elektromobilov. V USA
podiel novych registracii predstavuje 1,8%. Cina predpoklada do r. 2025 20% -ny podiel. N6r-
sko je vodcom inovacii, nové registracie elektrickych vozidiel predstavuju 46,7% z celku.

S polutovanim sa v publikacii konstatuje, Ze slovenské organizacie nie su zapojené do tohto
trendu, Co je spdsobené nizkou inovacnou schopnostou v oblasti elektromobility. Kapitola je
ukoncena podciarknutim unikatnych prilezitosti elektromobility na Slovensku, ako je:

- vykonnost hospodarstva,

- ochrana zivotného prostredia,

- priestor a potreba vedeckého badania.
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Stvrta kapitola predmetnej monografie je zamerana na ,Rozvoj elektromobility a jej vplyv na
spotrebu elektrickej energie®. Problematika je vysostne aktualna. Cielom je zniZovat spotrebu
energie a emisii. Pri presadzovani elektromobility zavazia prvky ako:

- cena vozidla,

- cena batérie,

- naklady na prevadzku,

- Udrzba a opravy vozidla,

- cena paliva - elektriny alebo ropy.

V tejto suvislosti vystupuje vyznam efektivnosti elektromobility. Autor analyzuje a hodnoti
vietky technické prvky. Z autorovych analyz vyplyva zaver, Ze narodné vlady ¢lenskych krajin
EU musia vyrazne zvysit investicie do nabijacej a tankovacej infradtruktury.

Zaujimavy pohlad poskytuje medzinarodné porovnanie emisii sklenikovych plynov na pocet
obyvatelov. EU sa nachadza v strede hodnotiaceho grafu. V zasade sa da povedat, Ze elek-
trické vozidla maju nizsie emisie sklenikovych plynov pocas Zivotného cyklu ako ma bezny
eurdpsky automobil.

V dvoch zaverecnych kapitolach prezentuje autor vlastnu vyskumnu ¢innost, ktora vychadza
z ciela monografie. Je zaloZzena na vyuziti radu naro¢nych matematickych a Statistickych
metdd, pomocou ktorych hodnoti spotrebitelské aspekty rozvoja elektromobility na Sloven-
sku. Vo vytvorenom modeli pracuje s 388-timi respondentami. Cenné su vysledky ekonomickej
zavislosti spracované korelaciou. Napokon analyzoval bariéry rozvoja, ktoré brzdia pokrok.

V zavere mozno polozit otazku: Cim je hodnotna predmetna publikacia autora P. Drabika?
Mozno uviest viacero prvkov:

- obohacuje ekonomicku tedriu novymi prvkami a pohladmi nielen dobovo platnymi, ale pro-
gresivnymi,

- oslovi kazdého, lebo sa dotyka Zivota vietkych,

- dava mnozstvo podnetov na rozmyslanie o buducnosti,

- obohati mysel a praktické rozhodovanie.

Vyuzitelna je Studujucimi, doktorandmi, riadiacimi pracovnikmi, pedagégmi a kazdym, kto sa
zaujima o buducnost.

TEXT | MAGDALENA SAMUHELOVA

RECENZIE | REVIEWS

FREYOVA, HANNAH, 2020. HELLO

WORLD: JAK ZUSTAT CLOVEKEM

VE SVETE ALGORITMU.

PRAHA: VYSEHRAD. 251 S. ISBN 978-80-7601-246-2.

Velmi neskromne uvediem, Ze moja vedecka minulost v SAV a ucitelska erudicia na univerzite
mi ¢asto umoznovala a prinasala moznost recenzovat také knizky, ktoré boli takmer vzdy
doloZzené mnohostranovymi poznamkami a registrami uvadzanych autorov. Také knihy som
sama nakoniec aj vyhladavala a rada som o nich pisala recenzie.

Takou je aj knizka Hannah Freyovej, profesorky matematiky na University College London,
ktora je svetovo uznavanou popularizatorkou vedy, a teda predovietkym matematiky. Uvadza
sa, ze ma v sebe vzacnu schopnost sprostredkovat zabavnou formou vedecké poznatky aj tym,
ktori matematiku nemiluju a neoblubuju. Knizku vydalo nakladatelstvo Doubleday/ Penguin
Random House v roku 2018. Jej zvladtny nazov ma formu sloganu. Autorka to hned na zaciat-
ku knizky vysvetluje tak, Ze ide o tradiciu zo sedemdesiatych rokov, kedy sa tato fraza rozb-
likala na obrazovke popularnej utebnice programovania. Fraza ,Ahoj svet* znamenala prvy
okamih, kedy ste si mohli so svojim pocitatom pokecat, vysvetlila. Tato fraza odvtedy spaja
programatorov a vietky pocitace, ktoré boli kedy naprogramované. ,,Ahoj svet* je pripomien-
kou momentu dialégu medzi ¢lovekom a strojom. Situacia, kedy je hranica medzi kontrolu-
jucim a kontrolovanym prakticky neznatelna. Znamena zaciatok partnerstva - spolo¢nu cestu
moznosti, na ktorej jeden bez druhého nemdze existovat.” (s. 10)

V Uvode textu mojej recenzie vyberam zo svetovych recenzii na uvedenu knizku:

... kniha poskytuje jedno z najlep3ich a najzrozumitelnejSich vysvetleni, ako funguju algoritmy

... autorka dokaze zavaznu tému nadlahtit svojim jasnym 3tylom, putavymi pribehmi a cha-
rakteristickym zmyslom pre humor ...

... je jednym z najlepsich vyli¢eni velmi komplexnej problematiky ...

... kniha spaja matematicku erudiciu s rozprava¢skym talentom a kladie dolezité otazky o al-
goritmoch a ludoch - a o ich spolo¢nej buducnosti ...

Co to teda je ten algoritmus? V pedagogickej encyklopédii sa uvadza, e toto slovo pochadza
z arabského osobného mena al-Khwarizom, preslo cez latinské algorismus a znamena jed-
noznacny predpis na rieSenie danej ulohy s urcitym poctom krokov. Vyjadruje sa formou slov,
grafov, vzorcov, tabuliek a operatorov... Jeho vlastnosti su: determinovanost - presné uréenie,
¢o sa ma v jednotlivych krokoch urobit; rezultativnost — musi viest k vysledku a masovost -
plati pre celu triedu uloh rovnakého typu. Je to kluc¢ovy pojem kybernetiky a programovania.
A ako vidi, ¢o je algoritmus , autorka knizky? ,Algoritmy, neviditelné kusky kédu, ktoré tvoria
ozubené kolesa a paky vo veku modernych strojov, davaju svetu vietko od socialnych médii po
vyhladavace, od satelitnej navigacie po systémy, odporucajuce hudbu, a st rovnako pevnou
sucastou nasej modernej infrastruktury, ako fou boli a su mosty, budovy a tovarne. Najdeme
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ich v nemocniciach, sudnych siefach i automobiloch. Pouzivaju ich policajné sily, supermarke-
ty i filmové $tudia. Naucili sa, o mame a ¢o nemame radi, radia nam, na €o sa divat, ¢o Citat
a s kym chodit. A po celd tu dobu maju skrytd moc pomaly a jemne menit pravidla toho, ¢o to
znamena byt ¢lovekom.” (s. 12)

Toto autorka pie v Uvode knizky a na dalsich jej stranach bude odhalovat podstatu algorit-
mov, konfrontovat ich moc s nezodpovedanymi otazkami, ktoré vyvolavaju. KedZze je vedkyna,
snazi sa byt, a aj je objektivna v ich hodnoteni. Pie s nezaujatim, Ze pri algoritmoch ide o po-
chopenie vztahu medzi ¢lovekom a strojom. Ved i samotny stroj zostavil a pouziva Clovek.
A preto sa dalej pyta, kto sme, kam ideme, ako nas ovplyviuju technolégie. Na prikladoch
uvadza ako algoritmy spolupracuju s nami ludmi, opravuju nase chyby, rieSia nase problémy,
ale aj vyrabaju problémy nové ...

Knizka je autorkinym hladanim odpovedi na otazku, ¢i ma algoritmus pre spolo¢nost jasny
prinos, preto uvadza nielen jeho moznosti, ale sa pyta aj na jeho limity. Celd knizka je
rozdelena do siedmych kapitol, s Uvodom, Zaverom, Podakovanim a Registrom. Knizka je
napisana odbornym a zrozumitelnym Stylom, obsahuje 33 stran poznamok! Autorka knizky
dakuje 60-im ludom z timu nakladatelstva, ktori r6znym sp&sobom prispeli k pisaniu a vyda-
niu knizky, dakuje i 15-im recenzentom, ktori autorke tak isto prispeli radami k UspeSnému
vydaniu knizky a samozrejme svojej 8 ¢lennej rodine za podporu a déveru. Ona je v3ak nepo-
chybne dusou tejto knizky.

Uz len nazvy kapitol knizky su v suvislostiach s algoritmom velmi zaujimavé. Su to tieto nazvy:
Moc, Data, Spravodlivost, Lekarstvo, Automobily, Zlo¢in a Umenie. Obsah jednotlivych kapitol
predstavuje spojenie ludi s algoritmami. Spojenie ludi a pocitacov. Spojenie ludi a matema-
tiky. Spojenie tudi a stroje.

V kapitole Moc eSte spresfiuje pojmy, ked pise, Ze algoritmus je séria logickych instrukcii, ktoré
hovoria ako od zaciatku do konca splnit Ulohu. Ide 0 zoznam postupnych krokov, ktoré maju
takmer vzdy matematicky obsah. Uskuto¢riuju sekvenciu matematickych operacii - pomocou
rovnic, aritmetiky, algebry, infinitezimalneho poctu, logiky a pravdepodobnosti - a prekladaju
to do pocitatového kédu. Data su z realneho sveta, ako aj ulohy a zadania.

Algoritmov je nespoletné mnozstvo s roznymi cielmi, trikmi. MoZno ich v3ak Clenit do 4
kategdrii: 1. Stanovenie priorit: vytvorenie zoznamu. Ide o vytvorenie nejakého poriadku
v obrovskom mnozstve moznosti. 2. Klasifikacia: vyber kategérie. Existuju algoritmy, ktoré
dokdzu automaticky vytriedit a odstranit nevhodny obsah na YouTube ap. 3. Asociacia:
hladanie odkazov. Zoznamovacie algoritmy navrhuju partnerov na zaklade svojich zisteni.

4. Filtrovanie: vyClenenie toho, ¢o je dolezité. Algoritmy rozpoznavajlce re¢, oddeluju signal
od Sumu, aby mohli deSifrovat to, ¢o hovorite.

Prevazna vadsina algoritmov je vytvorena tak, aby uskutocriovala kombinaciu uvedenych
principov. Postupy, ktoré algoritmy pouzivaju mozno predstavit v dvoch paradigmach: 1. Al-
goritmy zaloZené na pravidlach. Su zostavené ¢lovekom a su priame a jednoznacné. Napr.
recept na tortu. 2. Algoritmy zalozené na strojovom uceni. Su ucinné pri rieSeni problémov,
kde zoznam in3trukcii by nebolo mozné spisat. ,Pre niekoho je predstava algoritmu pracu-
juceho bez vyslovenych instrukcii receptom na katastrofu. Ako mézeme ovladat nieco, ¢comu
nerozumieme? Co ked schopnosti vnimavych superinteligentnych strojov presiahnu schop-
nosti ich stvoritelov? Ako zaistime, Ze umela inteligencia (Al), ktorej nerozumieme a ktoru
nedokazeme ovladat, neza¢ne pracovat proti nam?“ (s. 23) Autorka piSe, ze ta chvila je eSte
velmi daleko. V kapitole rozobera na konkrétnych pripadoch stretnutia umelej inteligencie
s ludskou hlupostou, odhaluje zakulisie fungovania algoritmov, zvazovanim vlastného usudku
proti Usudku pocitaca. ,... kritickou su¢astou procesu je prave ludsky element: Ze mat ¢loveka
s pravom veta, ktory preveruje navrhy algoritmu pred rozhodnutim, je jediny rozumny sposob,

ako sa vyhnut chybam.” (s. 31) Autorka kriticky hodnoti najma tie algoritmy, ktoré nas ob-
klopuju, ktoré nas ovplyvnuju priamo. Su to tie, ktoré obchoduju s najdolezitejSou modernou
komoditou - s datami. Kapitolu kon¢i skepticky, ked pise o malom vplyve na silu a dosah
pre ... algoritmy, ktoré potichu sleduju nas pohyb po internete, pre tie, ktoré zhromazduju
nase osobné informacie, napadaju nase sukromie a odhaluju nasu povahu, aby mohli jemne
ovplyvnit nase spravanie. V tejto osudnej zmesi zle cielenej dévery, moci a vplyvu sa skryvaju
dosledky s potencialom zasadne zmenit nasu spolo¢nost.” (s. 34)

Mnoho konkrétnych prikladov uvadza autorka v kapitole Data. Velké obchodné retazce rych-
lo pochopili a rozpoznali hodnotu udajov o jednotlivcoch. Verni zakaznici supermarketov
predstavuju obrovsky objem predaja. Vernostné klubové karty, kupény ovplyviiuju nakupné
spravanie zakaznikov. Disponovanie vyuzivanim Cisel kreditnych kariet zakaznikov a odpovedi
v prieskumoch vedie k tomu, aby obchod prepojil zakaznikov so vietkym, ¢o si kedy v obchode
kupili, umoznuje to obchodu detailne analyzovat ako ludia nakupuju. Menit nakupné spravanie
[udi, prostrednictvom on-Lline nakupov. ,Zakazdym ked nakupujete on-line, zakazdym, ked sa
prihlasite k odberu informac¢ného bulletinu, alebo sa zaregistrujete na internetovych stran-
kach, alebo sa spytate na nové auto, alebo vyplnite zarucny list, alebo si kupite novy dom,
alebo sa zaregistrujete k volbam - skratka zakazdym ked poskytnete nejaké svoje Udaje - su
informacie o vas zhromazdované a predavané sprostredkovatelovi dat.” (s. 43)
Sprostredkovatel skombinuje data, porovna informacie, ktoré si niekto kupil a ziskal a vytvori
0 nas podrobnu zlozku - datovy profil digitalneho tiefa. V doslovnom zmysle slova. V ramci
databazy poskytovatela by ste si potom mohli otvorit digitalny subor s identifikatnym &islom,
(identifikatorom, o ktorom vam nikto nikdy nepovie) a ten obsahuje stopy vietkého, ¢o ste
kedy urobili. ,Vase meno, datum narodenia, vase nabozenské vyznanie, ako travite dovolenku,
k ¢omu pouzivate svoju kreditnu kartu, vas majetok, vasu vahu, vasu vysku, vase politické
preferencie, vase hazardné navyky, zdravotné postihnutie, aké uZivate lieky, ¢i ste prekonali
potrat, ¢i su vasi rodicia rozvedeni, ¢i mate sklony k zavislosti, i ste obet znasilnenia, vase na-
zory na obmedzenie zbrani, vasu predstierant sexualnu orientaciu a mieru vasej dovercivosti.
Existuju tisice a tisice podrobnosti v tisicoch a tisicoch zlozkach a suboroch uloZzenych kdesi
na ukrytych serveroch, prakticky o kazdom z nas.” (s. 43-44)

Autorka knizky hovori, Ze to ma mnoho vyhod, ked sa nam predkladaju veci, ktoré zodpoveda-
ju nasim zaujmom a potrebam. Ale zaroven uvadza, Ze je vela problémov, ked sa ludia za¢nu
roz¢leriovat do kategérii, podla toho aki su. Problémy mé6zu byt az hrozivé, moze ist az o zneu-
Zitie. Ani zakon ich neuchrani. Velké internetové firmy maju modely zaloZzené na myslien-
ke mikro- cielenia. Autorka celkom odhalujuco pise: ,SU to obrovské masinérie, poskytujlce
priestor pre reklamu a zarabajluce peniaze tak, ze miliony uzivatelov aktivne navstevuju ich
webové stranky, klikaju na ne, Citaju sponzorované prispevky, sleduju sponzorované videa
a divaju sa na sponzorované fotky. V kazdom zakuti internetu sa v pozadi skryvaju algoritmy,
ktoré obchoduju s informaciami, o ktorych neviete, Ze ich maju a nikdy ste im ich neposkytli.
Z vasich najosobnejsich sukromnych tajomstiev robia obchodnu komoditu.” (s. 47)

Niekedy sa to m6ze nahybat az cez istu strasidelnu Ciaru. Bude to vtedy ... ked sa o vas bez
vasho vedomia zhromazduju sukromné a citlivé informacie, aby vami bolo mozné manipu-
lovat.” (s. 50)

Autorka v tejto suvislosti v knizke podrobne zanalyzovala Skandal britskej politickej poraden-
skej spolo¢nosti Cambridge Analytica, ktora vytvorila algoritmus, ktory by mohol vyvodit
nieciu osobnost Cisto podla lajkov na Facebooku, neskor aj na Twitteri. Planovala vysledky
vyuzit v reklame, ktord vydavala za Zurnalistiku. Osobnostné profily voli¢ov vyuzivala tato
spolo¢nost vo volebnej kampani v americkych prezidentskych volbach. ,Cambridge Analyti-
ca predkladala manipulativne falo$né spravy uzivatelom Facebooku na zaklade ich psycho-
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logickych profilov.“ (s. 53) Bola to velka emocionalna manipulacia, ktora ukazala, ako tieto
metddy mozu ovplyvnit, ako ludia hlasuju a ako, za ¢o utracaju svoje peniaze. Je zaujimavé, ze
je nemozné urcit, aky velky to vSetko malo v skuto¢nosti vplyv na prezidentské volby v USA,
ktoré vyhral Donald Trump.

Autorka v tejto kapitole otvorene pise, Zze volny pristup k okamzitym globalnym komunika¢nym
sietam, k bohatstvu ludského poznania na dosah dlane, najnovsie informacie zo sveta nie su
zadarmo. Su zaplatené reklamami. Taka je nasa dohoda s nimi! ,Volne dostupné technoldgie
na oplatku za vaSe data a moznosti vyuzivat ich k vaSmu ovplyvnovaniu a vykoristovaniu. To
najlepsie a to najhorsie z kapitalizmu v jednej jednoduchej vymene.” (s. 55)

V kapitole Spravodlivost sa autorka zamysla nad posudzovanim viny a udelovanim trestu
v suvislosti s vyuzitim algoritmov v sudnych procesoch. Nie je to exaktna veda a sudca nemdze
zarucit preciznost vo vykone. Podla nej, kedykolvek maju sudcovia moznost volne posudzovat
pripady, robia to celkom nekonzistentne. Dokonca v tom hra rolu urcity element $tastia.
RieSenim dosiahnutia konzistentnosti sudcu by bolo odobratie mu moZnosti robit vlastné
uvazenie. Sudit podla predpisanych rozsudkov, vraj ako v niektorych Castiach Australie, Ci
federalne v USA. Ziskanou presnostou sa viak strati iny druh spravodlivosti. Ziadny systém nie
je dokonaly, su v nom superiace krivdy, existuje v hom chaos protikladnych nespravodlivosti.
Na scénu mdze preto nastupit algoritmus, ktory prekvapivo méze zarucit aj konzistentnost
a aj spravodlivost. Nemoze rozhodnut o vine, ale m6Ze pouzit Udaje o jednotlivcovi k vypoctu
rizika recidivy. Autorka pripusta, Zze algoritmus bude robit chyby, ale jej zaver je nasledovny:
»,Dobre navrhnuty a riadne regulovany algoritmus vam prinajmensom pomdze zbavit sa sys-
tematického skreslenia a nahodnej chyby. Nemo6Zete zmenit celd skupinu sudcov, zvlast, ak
vam oni sami nie st schopni povedat, na zaklade ¢oho vlastne robia svoje rozhodnutia.“ (s. 88)
V kapitole knizky Lekarstvo autorka piSe o Casto diskutovanej presnosti diagnostiky niek-
torych zavaznych ochoreni. Ide napr. o predikciu a klasifikaciu onkologickych chordb. Autorka
piSe o zamere v tejto oblasti spojit sily ¢loveka a stroja. ,Algoritmus odpracuje beznu drinu
pri hladani obrovského mnoZzstva informacii v obrazkoch, pri¢com zddrazni niekolko klucovych
oblasti zaujmu. Potom to prevezme patoldg. Nezalezi na tom i stroj oznaci bunky, ktoré nie
su rakovinové, ludsky expert to méze rychle skontrolovat a odstranit oznacenie tych, ktoré
su v poriadku. Tento druh screeningového partnerstva s algoritmom nielen uSetri mnozst-
vo Casu, ale tiez zvysi celkovu presnost diagnézy na ohromujucich 99,5%.“ (s. 101) Autor-
ka vychadza z presvedCenia, Ze algoritmy (pravdepodobne) pom6zu, no nie podla zlozitych
kategorii patolégov, ale mézu ponuknut lepSiu diagnostiku pri hladani anomalii, skrytych
v malych ulomkoch dat, ktoré ludski lekari nedokazu najst. V kapitole je vela presvedcivych
konkrétnych prikladov, ktorymi autorka potvrdzuje svoje nazory na vyuzitie algoritmov v di-
agnostike zavaznych ochoreni. Aj v tejto oblasti vidi mnoho problémov, napr. v neprepojenych,
chaotickych a neStrukturovanych Udajoch o zdravotnickej starostlivosti. Nepripomina nam to
nie¢o? Problémom je ochrana sukromia, dévernych az intimnych informacii o kazdom z nas.
Nepripomina nam to nie¢o? Udaje o zdravotnej starostlivosti ¢loveka su rozpravanie o jeho
Zivote. ,Pokial niekto vlastni vase genetické udaje, vie tiez nieCo o vasich rodicoch, o vasich
surodencoch a o vasich detoch.” (s. 116) A akonahle je to vonku, niet cesty spat. ,Nemd&zes
zmenit svoju biologickd podstatu, alebo ju popriet. Pokial niekto ziska vzorku tvojej DNA,
nemd&zes ju zmenit. M6zes ist na plastickd operaciu tvare, mézes nosit rukavice, aby si skryla
odtlacky prstov, ale tvoja DNA je tu vzdy. Navzdy je s tebou spojena.” (s. 116) Nepripomina
nam to nieco?

Je to vzdy velka dilema: mat velky prospech z otvorenosti lekarskych zaznamov voci algorit-
mom, ale ... vzdame sa sukromia, moznosti kradeze udajov, zneuzitia voci nam, obetovania
sukromia? Ide o genetické testovanie, o gigantické databazy genetickych Udajov s milionmi

vzoriek. ,Je to rovnaké ako v pripade internetovych gigantov, s tym rozdielom, Ze sme odovzda-
li ako sucast obchodu svoju DNA, teda rozdavame tie najosobnejSie Udaje, ktoré mame.”
(s. 118) Je to biznis, nie je to pre spolo¢nosti len nejaky bonus, je to ich hlavny podnikatelsky
zamer. Anonymita sa len slubuje. Nepripomina nam to nieo? Autorka piSe o varovaniach, aby
sa nasa DNA neocitla v neznamych databazach, s tym, Ze nas nikto nemoéze nutit podstupit
vySetrenie proti svojej voli. ,Jedinym spdsobom, ako sa vyhnut tomuto druhu diskriminacie, je
na prvom mieste, Zze sa nikdy nenechame testovat. Niekedy méze byt nevedomost skuto¢ne
blazend.” (s. 120) Nepripomina nam to nie¢o? Zavedenie algoritmov v akomkolvek aspekte
Zivota, bude vzdy vyvazované medzi sukromie a verejné blaho, medzi jednotlivca a populaciu,
medzi vyzvy a priority. Problémom, podla autorky knizky zostava, ked su prinosy algoritmov
nadhodnocované a rizika su skryté. Nepripomina nam to nieco?

V kapitole knizky s nazvom Automobily autorka rovnako fundovane piSe o vyuzivani
a o problémoch algoritmov v doprave na zemi a vo vzduchu. Ide napr. o automobily samo
riadené bez Soféra, o autopilotoch v leteckej doprave. Podrobne popisala a rozobrala napr.
pripad letu Air France 447, pocas ktorého zahynulo vSetkych 228 ludi na palube. Pravdepo-
dobne analyza zaznamov z Ciernej skrinky ukazala, Ze piloti neskoro a zle a nespravne nahradi-
li autopilota a v panike sposobili pad lietadla. ,Autopilot, ktory v datach nedokazal rozumne
¢itat, spustil v kabine poplach a preniesol zodpovednost na [udsku posadku.” (s. 143) Aj v tejto
kapitole uviedla autorka konkrétne priklady ako chapat vyuzitie algoritmov, predovsetkym
v automobilovom priemysle. PiSe o tom takto: ,Pokial ma v3etko spravne fungovat, musime
tomu prispdsobit svoj sposob myslenia. Musime sa zbavit myslienky, Ze by auta mali zakazdym
fungovat dokonale a pripustit, Ze zatial ¢o mechanické zlyhanie méze predstavovat vzac-
nu udalost, algoritmické zlyhania v dohladnej dobe takmer iste ni¢im vynimo¢nym nebudu.”
(s. 150) Dilemy v tejto oblasti zostavaju, ved ako mozno zistit, Ze dobré je dostatotne dobré,
na cestach a vo vzduchu?

0 vyuzivani algoritmov v policajnej praci piSe autorka knizky v kapitole pod nazvom Zlocin. Aj
v nej, na zaklade konkrétnych pripadov vrazd, uviedla, Ze pomocou algoritmov bolo mozné vy-
riedit niekolkoro¢né neobjasnené pripady niekolkych zlocinov. Napr. algoritmus geoprofilova-
nia uto¢nikov sa osveddil v policajnej praxi a stale je vyuzivany. Ide viak v tejto oblasti najma
o predvidanie trestnych ¢inov a o zamedzenie kriminality ob¢anov. ,.... algoritmus vlastne ne-
dokaze povedat, ¢o sa stane v buducnosti. Nie je to kristalova gula. M6ze predvidat len riziko
buducich udalosti, nie udalosti samotné - a v tom je nepatrny, ale dolezity rozdiel.” (s. 164)
Ide o vytvaranie prediktivnych policajnych algoritmov, ktoré predstavuju prislub do buduc-
nosti. Rovnakou samozrejmostou modernej policajnej prace a prislubom dobrej buddcnosti
spolocnosti su algoritmy rozpoznavania tvare. Pracuju s fotografiami, s 3D zabermi, meraju
parametre tvare a porovnavaju ich s databazou znamych tvari s cielom zistit identitu, ktora je
zobrazena. Algoritmy su v tomto UspesnejsSie ako ludia. Kritickym bodom je v3ak nasledovné:
.. podobnost spociva v oku divaka. Bez presnej definicie podobnosti nemézete merat ako od-
Lliné su dve tvare a nebude existovat ziadna prahova hodnota, od ktorej m6Zzeme povedat, ze
su dve tvare identické. Nemdzete definovat, ¢o to znamena byt dvojnikom, alebo povedat, ako
Casta je urcita tvar, ani - a to je najddlezitejSie - nemdzete stanovit pravdepodobnost, Ze je
na dvoch obrazkoch rovnaky jedinec.” (s. 175) Je preto potrebné pracovat s tymito algoritmami
opatrne. Policie sveta v su¢asnosti disponuju milionmi portrétov nasich tvari, nainstalované
kamery odhaluju pri cestovani vSetkych, od hladanych zlocincov, po oby&ajnych chodcov. Au-
torka v zavere kapitoly vyjadruje naliehavu potrebu regulacie algoritmov v pripadoch trestnej
¢innosti. ,M0zZe to dopadnut tak, ze sa nakoniec rozhodneme, Ze by mali existovat urcité limity
pre dosah algoritmov. Ze niektoré veci by sme nemali analyzovat a po¢itat. MoZno je v tom
trochu sentimentu, ktory konieckoncov plati i mimo svet zloc¢inu. Nie snad kvoli nedostatku
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snahy samotnych algoritmov. Ale pretoZze - mozno - existuju veci, ktoré st mimo moznosti
nezaujatého stroja.” (s. 183)

Algoritmy vo svete umenia su obsahom ostatnej kapitoly recenzovanej knizky pod nazvom
Umenie. Zaobera sa v nej suvislostami popularity, kvality, rebritkami filmovych, hudobnych
a kniznych hitov a bestsellerov s vyuzivanim algoritmov v pozadi. Moderné algoritmy st bezne
schopné predvidat zdanlivo nepredvidatelné, ako pise autorka knizky. VSetko je v tejto oblasti
mozné, pretoze ako jeden spisovatel na adresu pripadného Uspechu istého filmu povedal:
LNikto ni¢ nevie.” V umeni nie je vzdy mozné a ani vhodné kvantifikovat kvalitu. Autorka pise
o tom takto:,... v naSom estetickom uznani umenia hra rolu kontext a nie je mozné vytvorit pe-
vné meradlo pre esteticku kvalitu, ktora by fungovala vzdy a v3ade. Bez ohladu na Statistické
techniky, alebo triky umelej inteligencie, alebo algoritmy strojového ucenia, ktoré nasadite,
ked sa snazite podstatu umeleckej dokonalosti podchytit za pomoci Cisel. Je to ako snazit sa
zovriet v dlaniach dym.” (s. 198) Autorka dop(fa myslienky, Ze skutoné umenie nie je mozné
vytvorit nahodne. Existuju hranice dosahu algoritmov. Neda sa v3etko kvantifikovat. Medzi
vietkymi Cislami a Statistikami jej chyba odpoved na otazku - aky je to pocit byt ¢lovekom.
V Zavere nastoluje filozofickd diSputu o vztahu ¢loveka a stroja. Algoritmy, ktoré su vyt-
vorené, su uzitotné, ale sposobili i mnoho komplikacii, ktoré bude potrebné ¢o najskor obja-
snit a vysvetlit. Kvintesenciou celej tejto knizky je nakoniec veta: ,Vo veku algoritmov nie je
ni¢ délezitejsie ako ludia.” (s. 212)

Co napisat na zaver tejto mojej komentovanej recenzie, ako som ju sama tak nazvala?

Je to, podla mia vynikajuca knizka, ktorej predchadzala vynikajuca sprava o jej vzdelanej
a mudrej autorke, exaktnej vedkyni, ktora vie priblizit pomerne zlozitu problematiku cisel,
Statistiky, pravdepodobnosti a algoritmov v réznych oblastiach ludskej ¢innosti. Rozhodne ju
odporu¢am nielen precitat, ale aj preStudovat, najma tym, ktorych sa téma knizky profesijne
dotyka.
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marketing university | univerzita marketingu
the university rankings for masters.
Objavte spickové marketingové univerzity s univerzitnym rebrickom pre magisterské studid.

Discover the top marketing universities with

marketing year | hospoddrsky rok
keting-year basis.
Rocné a Stvrtrocné statistické tdaje o doddvkach su zaloZené na bdze marketingového roku.

Annual and quarterly supply-use statistics are on a mar-

mascot | maskot Miraitowa was the official mascot of the Tokyo Olympic Games.
Miraitowa bol oficidlnym maskotom olympijskych hier v Tokiu.

masculine | maskulinny, muZsky It is a movie likely to appeal to a masculine audience.
Je to film, ktory pravdepodobne oslovi muZské publikum.

masculinity | maskulinita, muZskost Traits traditionally viewed as masculine in Western
society include strength, courage, independence, leadership, and assertiveness.

Medzi Crty tradicne povaZované v zdpadnej spolocnosti za muZské patri sila, odvaha, nezdvislost,
vodcovstvo a asertivita.

Maslow’s hierarchy of needs | Maslowova hierarchia potrieb The theory of Maslow’s hie-
rarchy of needs claims that people will only satisfy some needs after more basic needs will be
satisfied.

Tedria Maslowovej hierarchie potrieb tvrdi, Ze ludia uspokoja niektoré svoje potreby aZ po uspokojeni
zdkladnych potrieb.

mass | masovy, vo velkom mnoZstve
cheap labor for employers to draw from.

V Casoch masovej nezamestnanosti existuje zdsoba lacnej pracovnej sily, z ktorej méZu zamestndva-
telia Cerpat.

During times of mass unemployment, there's a pool of

mass advertising | masovd reklama
audiences.
Masovd reklama sa pouZiva na oslovenie Sirokého spektra cielovych skupin.

Mass advertising is used to reach a wide variety of

mass balance | hmotnostnd bilancia This part deals with the mass balance of sea ice and is
divided into chapters on modelling and observation.

Tdto Cast sa venuje hmotnostnej bilancii morského ladu a je rozdelend do kapitol o modelovani a po-
zorovant.
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mass communication | masovd komunikdcia Mass communication is the public transfer of
messages through media to a large number of recipients.
Masovd komunikdcia je verejny prenos sprdv prostrednictvom médii velkému poctu prijemcov.

mass concentration | hmotnostnd koncentrdcia Several types of mathematical description
can be distinguished: mass concentration, number concentration, and volume concentration.
Je mozné rozlisit niekolko typov matematického popisu: hmotnostnd koncentrdcia, Ciselnd koncen-
trdcia a objemovd koncentrdcia.

mass customization | masové prispésobenie Mass customization is a business strategy that
focuses on customers and recognizes the need to provide outstanding products while using new
procedures.

Masové prispésobenie je obchodnd stratégia, ktord sa zameriava na zdkaznikov a uzndva potrebu
poskytovat vynikajuce produkty pri pouZiti novych postupov.

mass distribution | masovd, hromadnd distribiicia Mass or intensive distribution is used
when products are designed for a mass market.

Hromadnd alebo intenzivna distribtcia sa pouZiva, ked su produkty uréené pre masovy trh.

mass market | masovy trh Advances in technology have made many products affordable
to the mass market.

Vdaka technologickému pokroku sa mnohé produkty stali cenovo dostupnymi pre masovy trh.

mass marketing | masovy marketing Toothpaste brands like Colgate utilize mass marke-
ting for example by having commercial spots on TV.

Znacky zubnych pdst ako Colgate vyuZivaju masovy marketing napriklad tym, Ze maju v televizii
komercné spoty.

mass media | masmédid There is a widespread belief that traditional mass media is dying.
Panuje rozsireny ndzor, Ze tradi¢né masmédid umieraju.

mass produce | masovo vyrdbat What is happening now, is that companies mass-produce
goods remotely, in isolation, from consumers who will be using those products.

Teraz sa deje to, Ze spolocnosti hromadne vyrdbaju tovar na dialku, izolovane od spotrebitelov, ktori
budl tieto produkty pouZivat.

mass production | masovd vyroba
furniture with modern designs.
Spolocnost sa Specializuje na sériovu vyrobu ndbytku s modernym dizajnom.

The company specializes in the mass production of
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