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INTEGROVANA MARKETINGOVA
KOMUNIKACIA NA PRIKLADE
VYBRANEHO MALOOBCHODU

PredloZeny prispevok upriamuje svoju pozornost na alternativu uplatiiovania
jednotlivych komunikaénych nastrojov v ramci integrovanej marketingovej
komunikacie na priklade vybranej maloobchodnej spoloénosti COOP Jednota,

s. d. Slovensko. Vychddza sa pri tom zo znalosti vysledkov komunikaénej analyzy
trhu, ktoré by mali predchadzat aplikovaniu integrovanej marketingovej komu-
nikacie. Ciefom marketingovej komunikacie spolocnosti COOP Jednota,

s. d. Slovensko je nielen oslovit potencidlneho zidkaznika, ale aj udrziavat

s nim kontakt a registrovat pripadnii odozvu. V prispevku sii prezentované
vybrané komunikaéné aktivity, ktoré sa stavaji prostriedkom interaktivneho
dial6gu medzi spolo¢nostou a zakaznikom.

Marketingova komunikdcia a integrovana marketingova komunikdcia v malo-
obchode
ho mixu. Zahrnuje najréznejsie ¢innosti, ktoré firma realizuje, aby sprostredkovala

Marketingovd komunikdacia je stcastou klasického marketingové-

podstatné informdcie o vyrobku a presvedcila cielovych spotrebitelov o vyhodnos-
ti jeho ndkupu (Lieskovskd, Petrovéikova 2017). Firmy vkladajd obrovské prostriedky
do reklamnych kampani, vyuzivaji rézne techniky podpory predaja, motivuji ob-
chodny persondl a snaZia sa ziskat pozitivny ohlas na verejnosti. Vychadzaji pri tom
z predpokladov, Ze do predajne prichadzaji az dve tretiny zdkaznikov nerozhodnu-
tych. V marketingovych koncepcidch sa postupne ststredoval ¢oraz vacsi déraz na
zdkaznika a zvySovanie hodnoty pre zdkaznika. Zacali sa uplatiiovat stratégie indivi-
dudlneho pristupu k zdkaznikovi, ktoré boli zaloZené na podpore informacnych tech-
noldgii. Vzajomnym prepojenim jednotlivych nastrojov komunika¢ného mixu a ich
koordinaciou sa vytvara integrovana marketingova komunikacia. Pristupy, funkcie
a zdroje sa zoskupuji v rdmci spolo¢nosti do jednoliateho programu, ktory maxi-
malizuje dopad na spotrebitelov. Aj v pripade slovenského maloobchodu ide o pro-
cesriadenia vztahov so zdkaznikmi, ktory presadzuje hodnoty znacky predovSetkym
prostrednictvom komunika¢nych kandlov. Takato integracia pozitivne ovplyviiuje
celkovi komunikaciu spolo¢nosti.

Posobenie spolo¢nosti COOP Jednota, s. d. Slovensko Skupina COOP Jednota
je najvacsim predajcom potravin na Slovensku a patri k vyznamnym zamestnavate-

Tom Slovenska. Histéria spotrebného druZstva Jednota siaha aZ do roku 1869. Zacia-

JEODNOTA
Najlepsie doméce potraviny

tok transformac¢ného procesu sa datuje rokom 1990. COOP Jednota, s. d. Slovensko
vznikla v roku 2002 zli¢enim Slovenského zvazu spotrebnych druzstiev so spolo¢nos-
tou COOP CENTRUM. Regionalne COOP Jednoty sd pravne samostatné a svoje vysled-
ky vykazuji ako samostatne obchodné spolo¢nosti aj napriek tomu, ze st zdruzené
pod COOP Jednota, s. d. Slovensko. COOP Jednota, s. d. Slovensko poskytuje pracu 14
tisicom zamestnancov v 9 logistickych centrdch a 30 regiondlnych spotrebnych druz-
stvach. Z nich 26 vykonava maloobchodni ¢innost prostrednictvom takmer 2 300
predajnych miest na celom tizemi Slovenska. Logisticka siet je schopnad promptne ob-
slizit Sirokym sortimentom aj najvzdialenej$iu a najmensiu predajiiu. Podporovani
st hlavne slovenski pestovatelia, spracovatelia a vyrobcovia. Vznik4 intenzivnejsia
spoluprica s podnikatelmi na regiondlnej irovni, ¢im sa zdroven podporuje rozvoj
regionov aj celej ekonomiky statu.

COOP Jednota je najvacsi domaci obchodny retazec s najhustejSou sietou pre-
dajni potravin na Slovensku. Maloobchodn siet tvori viac ako 2 200 predajni zara-
denych do retazcov COOP Jednota Tempo Supermarket, COOP Jednota Supermarket
a COOP Jednota Potraviny. Cielom COOP Jednoty, s. d. Slovensko je poskytovat maloob-
chodné a logistické sluzby na $pickovej eurépskej irovni. COOP Jednota, s. d. Sloven-
sko je ¢lenom Euro COOP, ktory zdruzuje 16 narodnych druzstiev COOP na eurépskom
kontinente. V takmer 36 tisicoch predajnych miest pracuje viac ako 400-tisic zamest-
nancov. Najsilnejsie druzstevné obchodné retazce posobia v severskych krajinach,
v Taliansku a Anglicku

Cielovymi trhmi sd nielen zdkaznici na Slovensku, ale aj v Ceskej republike,
Madarsku, Bulharsku ako aj v dalsich 16 narodnych druzZstiev COOP na eurépskom
kontinente. V oblasti uplatiiovania komunikac¢nej politiky je mozné deklarovat, Ze
v tejto spolo¢nosti dochddza k prepédjaniu jednotlivych nastrojov komunika¢ného
mixu tak, Ze m6Zeme hovorit o existencii integrovanej marketingovej komunikacie.

Komunikacné aktivity COOP Jednoty, s. d. Slovensko Komunika¢éna politi-
ka v maloobchode zahfiia sihrn komunikac¢nych opatrent, ktoré slizia k informova-
niu cielovych skupin zdkaznikov maloobchodnej predajne o ponuke sortimentu, ako
aj poskytovanych sluzbach, ¢im sa usiluje zvysit objem predaja a narast maloobchod-
ného obratu. Podiel vydavkov na reklamu COOP Jednota, s. d. Slovensko v roku 2017
predstavoval priblizne 1,3% z celkovych trzieb spolo¢nosti bez velkoobchodnej ¢in-
nosti. Ak mame pristipit k usporiadaniu komunikaénych aktivit v zmysle prezenta-
cie navonok a dovntitra, pre spotrebitela je nutné identifikovat samotni obchodnu
znacku a néasledne aj oznacenie jednotlivych typov predajni spolo¢nosti COOP Jed-
nota, s. d. Slovensko. V tomto pripade ide o marketingovi komunikiciu smerom na-
vonok, ¢o bude hlavnou liniou sledovania komunikaénych aktivit v predloZzenom
prispevku. Skutoc¢nost, Ze spolocnost zabezpecuje predaj najlepsich domacich potra-
vin vyjadruje aj prostrednictvom nasledujiceho loga.

OBRAZOK 1: LOGO VYJADRUJUCE PREDAJ NAJLEPSICH DOMACICH POTRAVIN;
ZDROJ: COOP.SK (2018A)




Vizudlna prezentdcia oznacenia jednotlivych typov predajnije odlisnd pre potraviny,
supermarkety, ale aj pre tempo supermarket. Potraviny predstavuju zakladny a naj-
pocetnejsi maloobchodny retazec, ktory disponuje predajnami mensieho typu v mes-
tach i na vidieku. Byva lokalizovany v blizkosti zdkaznikov aby uspokojoval potrebu
kazdodenného nidkupu.

Supermarket vznikol ako spojenie optimalnej velkosti predajnej plochy a do-
statocnej 8irky tovarového portfélia. Lokalizdcia maloobchodnych jednotiek je v ur-
banizme miest, ¢o zvysuje efektivitu tohto forméatu. Novy format bol uvedeny do
pouzivania v janudri 2011.

Format Tempo supermarket vznikol s cielom vybudovat moderny retazec vel-
koformatovych supermarketov so Sirokym sortimentom kvalitnych a Cerstvych to-
varov a schopnostou uspokojit aj toho najnaro¢nejsieho zdkaznika. Vytvorenie novej
znacky retazca Tempo bolo désledkom ukoncenia spoluprace COOP Jednoty, s. d. Slo-
vensko a COOP Jednoty, s. d. Bratislava ku koncu roka 2010. Predajne Tempo sa p6vod-
ne volali Terno. Logo Tempo m4 rovnaké farby ako Terno - tmavozelent a oranzovd,
pismo je odlisné. Znacka Terno patrila prave bratislavskému spotrebnému druzstvu,
ktoré sa stalo koncom roka 2010 élenom obchodnej aliancie CBA.

Nova znacka velkoplosnych predajni COOP Jednota Tempo bola otvorena na
uvod v trindstich mestach Slovenska. Pre podporu uvedenia novej znac¢ky pripravi-
la COOP Jednota s agentirou Jandl, marketing a reklama, novi kampan s novym
vizudlom a reklamnym posolstvom ,VZdy Cerstvé a na dosah”. Kampan bola primér-
ne zamerana na Zeny Zijlice vo vacsich mestach, ktoré rozhoduji o ndkupoch, maja
rady tradi¢ntd slovenskd kuchynu, ale prilezitostne siahnu aj po exotickych ,vychy-
tavkach”. Kampan bola nasadend na obdobie od februdra do konca juina 2011 a prebie-
hala na OOH nosi¢och, v printoch, rddidch a na internete. Specialitou boli bluetooth
pointy v autobusoch vybranych miest, ktoré boli oznacené polepmi nového vizualu.

Ako uvadza Berecz (2017) COOP Jednota si v Bratislave v sticasnosti zachovala iba
dve predajne. Jednou z nich je tzv. retro predajia, druhd sa nachadza v Ruzinove. V po-
lovici jila 2017 bola otvorend v Bratislave po komplexnej rekonstrukeii predajiia COOP
Jednota s novym” retro” dizajnom. Obchodna siet si zvolila ¢iernu, sivi a hnedd farbu
s pouzitim fotografii a tapiet historickej Bratislavy. Cielom bolo ukazat okrem ponuky
tovarov aj cast histérie hlavného mesta. Nova prevadzka pdsobi modernejsim dojmom.

COOP Jednota sa v povedomi Iud{ ¢asto spéjala s dedinskymi predajiiami, kde
nakupujui starsi ludia. V sticasnosti je mozné potvrdit, Ze aj u mladezZe rezonuje vide-
nie retazca v atraktivnejSom svetle. Nové modely rastu implementované do projektov
Predajnia 21. storocia ¢i , For fresh” priniesli moderného ducha do kaZzdej predajne.
V roku 2014 bola spustend facebookova stranka, ktorej tilohou bolo podchytit prave
mladS$ie roéniky dostupnostou informadcii, aktivnym oslovovanim prostrednictvom
sttazi, posielanim informacii prostrednictvom newsletra.

Dalsfm pristupom ku klasifikdcii komunikaénych ¢innosti je klasicka &truktiira ko-
munika¢ného mixu. Spotrebné druzstva systému COOP Jednota okrem osobného pre-
daja, ktory je zakladom maloobchodného predaja vyuzivaju aj nasledujice néstroje.

Reklama ako uvadza Kotler (2007) je kazd4 platena forma nepersonalnej komu-
nikacie a podpory myslienok, tovaru alebo sluzieb, ktord vykonava identifikovatelny

sponzor. Je najvyuZivanej§ia masovd forma komunikacie so zdkaznikom. Ovplyv-
nuje vSetkych Iudi bud pozitivne, alebo negativne. Kvoli velkej konkurencii reklam
a propagdcie réznych dalsich produktov a sluZieb sa ocakava od reklamy, Ze bude do-
statocne origindlna. Mala by zaujat, pobavit a uptitat pozornost tak, aby oslovila svoj-
ho potencidlneho zdkaznika a ndsledne vyvolala impulz k ndkupnému rozhodnutiu
a realizdcii nakupu.

COOP Jednota si postavila ciel nielen oslovit zdkaznika, ale si s nim zdroven vy-
budovat vztah, ktory by ho motivoval pravidelne nakupovat v jej predajniach. Pri bu-
dovani vztahu vsadili na reklamné spoty, ktoré st dostupné v tradicnych médiach, ale
aj na socialnych sietiach. Televizne spoty COOP Jednota pripominaji rozpravku ,Mat-
ko a Kubko” a odohravaju sa v tradi¢nom slovenskom salasi v prostredi krasnej horna-
tej prirody. Ide o sériu spotov, pricom kazdy prezentuje nieco iné. Ich spolo¢nym cielom
je zaujat a oslovit zdkaznika. Veseld dvojica baca a honelnik t¢inkujicich v reklam-
nych spotoch pozitivne ovplyviiuje vhimanie COOP Jednoty v celej populacii a teda aj
u mladych. Spot COOP Jednoty Coop Jednota - vyhrajte v kolesoménii skvelé ceny na
kolesich z dielne agentiry JANDL dosiahol na socidlnych sietach neuveritelni sledo-
vanost. Za 5 dnf si ho pozrelo takmer 910 000 ludi. Kolesoménia zoZala tspech aj na
video portdloch (Youtube, mojevideo.sk), kde si najnovsi spot pozrelo uz takmer 106
000 I'udi. Honelnika s bacom si tak dokopy pozrelo uz viac ako milién ludi. K dal§im
tspe$nym reklamnym kampaniam patrili aj: COOP Jednota - zoberte kartu a hybaj
s nnou do obchodu - spot pre podporu vyuZivania ndkupnych kariet; COOP Jednota -
desiatuj s Masou a Medvedom.

Stucastou reklamnych aktivit je aj vyddvanie inzertnych novin. UdrZanie priaz-
ne vernych zdkaznikov je mozné vtedy, ak sa stane COOP Jednota neodmyslitelnou
sticastou ich kazdodenného Zivota. Komunikaciu so zdkaznikmi zabezpecuji akcio-
vé ponuky v letdkoch s platnostou dva tyZdne, ktoré mozno najst v predajniach, v pos-
tovych schrankach, alebo siich zdkaznik moZe stiahnut na webovej stranke druzstva
https://www.coop.sk/sk/pdfflip.

COOP Jednota podporuje predaj vyrobkov prostrednictvom 2 druhov inzert-
nych novin (letdkov):

| Inzertné noviny, ktorych zdmerom je podpora predaja véetkych vyrobkov.

| Inzertné noviny - vlastnd znadka. Tento druh letdku slizi na podporu vyrob-

kov vlastnej znaéky COOP Tempo supermarket, COOP Jednota Supermarket,
COOP Jednota Potraviny.

Letdky majui stdle vyrazny vplyv na rozhodovanie spotrebitela pri ndkupoch.
COOP Jednota informuje o akciovom tovare svojich zdkaznikov aj prostrednictvom
médif (reklama, printova inzercia v dennikoch). Akéné letdky je mozZné prelistovat
na adrese: http://coop.akcneletaky.sk/ v pripade vyuzitia internetového pripojenia.
Prezentdcia preddavanych produktov je aj v rdmci jednotlivych kategérii znaciek. Ako
uvadza spolo¢nost COOP Jednota, s. d. Slovensko na svojej internetovej stranke, v po-
nuke je niekolko kategérii znaciek, ktorych filozofia je deklarovana v priamej nad-
vaznosti na reklamné posolstvo.

| COOP Premium



| Vlastnd znacka COOP Jednota (Private label)
| COOP Jednota Dobré Cena

| COOP Jednota Tradiénd kvalita

| COOP Jednota Domécnost

| COOP Jednota Active life

| COOP Jednota Mamickine Dobroty

| COOP Jednota Junior

| COOP Jednota Bio

| COOP Jednota Slovensko chuti

Ako priklad uvedieme ediciu znacky Slovensko chuti, ktorejlogo je zndzornené na ob-
rdzku 2 a skupina pontikanych produktov na obrazku 3.

Vyrobky ako bryndza, tvaroh, mlieko ¢i maslo si neodmyslitelnou sticastou tradic-
nej chuti Slovenska. COOP Jednota preto ako jediny vyhradne slovensky retazec po-
vazovala za svoju povinnost, ale i ¢est, uviest §pecidlnu ediciu obltibenych, typicky
slovenskych potravin. Doraz sa kladie na skutoc¢nost, Ze vSetky vyrobky tejto edicie
sd vyrobené na Slovensku. Spotrebitel ma istotu domaceho pévodu, zarucenej kvali-
ty a v neposlednom rade aj Cerstvosti. Slovenskost vyrobkov je pod¢iarknutd obalmi,
ktoré su inSpirované kultirou a tradi¢nymi Iludovymi vzormi.

OBRAZOK 3: SKUPINA

ZDROJ: COOP.SK (2018A)

OBRAZOK 2: LOGO SLOVENSKO CHUTI; ZDROJ: COOP.SK (2018A)

PRODUKTOV SLOVENSKO CHUTI;

Public relations (PR) st planovité, systematické a ekonomicky uzito¢né snahy o vytva-
ranie vztahov medzi podnikom a verejnostou, ktor4 je rozdelena do réznych skupin.
Moézu nimi byt zdkaznici, akciondri, doddvatelia, zamestnanci, institdcie, stat. Cie-
Tom PR je ziskat, resp. vybudovat si u tychto ¢iastkovych skupin déveru a porozume-
nie. K ndstroju PR patri aj Nad4cia Jednota COOP. Z pohladu komunika¢ného nastroja
pomaha Nadacia Jednota COOP pri budovani pozitivneho imidZu spolo¢nosti v o¢iach
verejnosti. Vznikla v roku 2001 zdpisom do registra nadacii vedeného Ministerstvom
vnttra SR. U¢elom nadAcie je podpora humanitdrnych cielov, podpora zdravotnictva,
§portu a Skolstva, podpora a rozvoj vzdeldvania v kultirnej a umeleckej oblasti pro-
strednictvom zabezpecCovania a zhromazdovania finanénych prostriedkov na tucte
nadécie, vratane propagacie ¢innosti naddacie ako je uvedené na stranke https:/www.
coop.sk/sk/nadacia-coop-jednota.

Naddcia Jednota COOP pdsobi na Slovensku 16 rokov a za ten ¢as rozdelila v pro-
spech réznych projektov vyse 3 miliénov eur. Kazdoro¢ne kupuje lekarske pristroje,
pomdha I'udom postihnutym Zivelnymi pohromami, rodindm s tazko chorymi det-
mi, podporuje projekty na §kolach.

K realizovanym projektom patria podla internetovej strdnky https:/www.
coop.sk/sk/zrealizovane-projekty:

| program podpory lokdlnych komunit

| nemocnice

| nech sa ndm netuilaji

| jednota pre §koldkov

| humanitdrna pomoc fyzickym a pravnickym osobdm

V roku 2017 sa Nadacia COOP Jednota rozhodla spustit novy projekt a podporit inicia-
tivy v zamerani na zveladenie svojho okolia. O pridelenie finanéného grantu mohli
ziadat orgdny miestnej samospravy, mimovlddne organizacie a vzdeldvacie institud-
cie. Projekty museli byt zamerané na podporu lokdlnych komunit, na podporu roz-
voja miestnych a regiondlnych iniciativ a podporu tcasti obanov na miestnom
a regiondlnom rozvoji za ticelom naplnenia lokalnej potreby alebo rieSenia problé-
mu. Tykalo sa to predovSetkym projektov orientovanych na drobné stavby, mest-
sky mobiliadr, §portoviskd, turistické trasy, aktivity propagujtice tradicie Slovenska
¢i tradiéné remesld, rozvijanie vztahov v komunitdch, vysadba a ddrzba zelene
a podobne.

Zaujemcovia o udelenie grantu mali zaslat vyplneny formuldar do COOP Jednoty v
prislusnom regidne do stanoveného terminu. Projekty predkladali obce a mest4, kde sa
nachidza predajiia COOP Jednota, a spadajt do jednej z podporovanych aktivit. Financ-
na narocnost projektu, na ktory bol urceny grant nemala prekrocit sumu 6 000 EUR.
Celkovo bolo udelenych 26 grantov. Projekty, ktoré posttpili do findle, vybrala spoloc¢-
nost COOP Jednota, s. d. Slovensko. O ziskani samotnych grantov rozhodli zdkaznici v
hlasovani, ¢im sa verejnost priamo podielala na oceilovani vhodnych aktivit.

Casopis Jednota je plnofarebné periodikum, ktorého tlohou je prezentovat
systém spotrebnych druzstiev v rovine moderného a stabilného systému sliziace-
ho spotrebitelovi.



OBRAZOK 4: UKAZKA TITULNYCH LISTOV
CASOPISU; ZDROJ: COOP.SK (2018A)

Casopis Jednota nadvizuje na dlhoroént tradiciu druZstevnej tlace. Prvym period-
ikom, ktoré mozno povazovat za jeho predchodcu, bol Hospodarsky obzor, ktory vy-
chadzal od roku 1919. V roku 1961 ho nahradili DruZstevné noviny, ktoré sa moézu
pochvilit prestiZnym titulom najstar$ieho nepretrZite vyddvaného periodika na
Slovensku.

Casopis Jednota zadal vychddzat ako obrdzkovy plnofarebny zdkaznicky me-
saénik v roku 2003 ako podakovanie vSetkym, ktori nakupuji v sieti predajni COOP
Jednota Slovensko. Je mozZzné sa v iom dozvediet o aktivitdch, ako aj o zaujimavos-
tiach z oblasti Zivotného §tylu, zdravia, kultiry ¢i varenia a kulindrskeho umenia.
Casopis je nepredajny a je moZné ho ziskat pri nakupe nad stanoveni ¢iastku ako pri-
davok k ndkupu priamo v predajniach.

Elektronické verzie ¢asopisov st dostupné na stranke https://www.coop.sk/sk/
pdfflip/4.

Obsahové zameranie Casopisu sprostredkovava zakaznikom témy naviazané
na poslanie skupiny COOP Jednota, s. d. Slovensko, ktorym je ponuka najvac¢sieho
predajcu potravinového tovaru. Casopis sa sna?i byt zdkaznikom partnerom aj po-
radcom v otdzkach potravin, ndkupu, stravovania, zdravia a Zivotného stylu s cielom
prehibit vztah medzi zdkaznikmi a COOP Jednotou, s. d. Slovensko. Uvedené vycho-
disko vytvara prirodzeny rdmec pre prezentdciu systému jednotlivych spotrebnych
druzstiev.

Internetovda komunikdcia a socidlne siete

Komunikacia na socidlnych
sietach a internete mda v sdCasnosti mimoriadne délezité poslanie. Web stranka
www.coop.sk - portdl plny Zivota, je virtudlnym priestorom pontikajiicim podrobné
informacie o profile a ¢innosti spolo¢nosti. Webova strdanka je pravidelne aktualizo-
vand. Navstevnik sa dozvie nielen zaujimavé informacie o COOP Jednote, s. d. Slo-
vensko, ale aj o jej histérii, ¢innosti, informdacidch o produktoch vlastnej znacky
a obchodnych prevddzkach. Déraz je kladeny na pravidelné informovanie o aktual-
nych akcidch, prebiehajticich sitaziach a vsetkych novinkach, ktoré mozu byt pre
navstevnika prinosné.

Socidlne siete pontikaji moznost vytvorit si vlastny profil a vyuzivat ho pri
budovani virtudlnej siete. Tito moznost vyuziva aj skupina spotrebnych druzstiev
COOP Jednota, s. d. Slovensko, ktord ma vytvorend vlastni skupinu na socidlnej sieti
Facebook pod ndzvom https://www.facebook.com/COOPJednota/app/2121045955510
52/.

Publikovanim doélezitych odkazov na rézne aktudlne akcie, informdcie, si-
taze, novinky, recenzie, vided, fotky, reklamy je mozna kazdodennd komunika-
cia s ¢lenmi svojej skupiny. Do tejto skupiny sa moze pripojit kazdy, kto ma zdujem
byt informovany o aktudlnom diani okolo spotrebnych druZstiev skupiny COOP
Jednota, s. d. Sovensko. Facebook sa snazi priblizit aj inform4écie spoza opony. Prikla-
dom je spot z natdcania reklamy, kde baca aj honelnik sa poriadne zapotia, kym sa
pripravi konec¢nd verzia reklamy. Reklama je dostupnd na: https://www.facebook.
com/COOPJednota/videos/595054003939996/. Spot ma oznacenych k 13.8.2017 38 tis.
pozreti, tisic sto Wcastnikov oznacilo, Ze sa im to pac¢i. Zaznamenanych bolo 472
zdielani.

V sticasnosti m4 facebook 88 451 sledovatelov a 89 535 Iudi oznacilo, Ze sa im stranka
pAci. Facebook nezabtida na ddlezité sviatky, ktoré sa usiluje svojej fanisSikovskej zak-
ladni pripomentit napriklad blahoZelanim k menindm: Zuzany, Peter a Pavol. Okrem
internetovej stranky a Facebook ma spolo¢nost COOP Jednota, s. d. Slovensko zriade-
ny aj You Tube.

Podpora predaja
motivaénych nastrojov prevazne kriatkodobého charakteru, ktoré s vytvarané za

Kotler (2007) definuje podporu predaja ako stibor réznych
tcelom stimulovania rychlejsich, alebo vac¢sich nakupov urcitych produktov zdkaz-
nikmi, alebo obchodnikmi.

Tellis (2000) chape podporu predaja ako akykolvek ¢asovo obmedzeny program
predaja, ktory sa snazi o vytvorenie atraktivnejsej ponuky pre zdkaznika. Vyzadu-
je si pri tom ich spoluicast zdkaznikov formou okamzitého ndkupu, alebo nejakej
inej ¢innosti. Podpora predaja spravidla plati pre presne definované a spotrebitelom
oznamené ¢asové obdobie. Od spotrebitelov sa vyzaduje aktivna dcast spocivajica
v pouziti kupdénov, zapojenia sa do sttaZze, pouzitia vzoriek, alebo kiipe produktu do
urcitého terminu.

Vernostny program - Nikupna karta COOP Jednota
hodnotného vernostného programu pre vernych zdkaznikov za dcelom prepajania

Jej cielom je budovanie

a vzajomnej podpory zdkaznika s podnikatelom. Sklad4 sa z viacerych casti, z kto-
rych sme si vybrali zdkladné:
| Zviditelnenie vernostného program, kde moze byt reklama zamerand na ver-
ného zdkaznika, alebo na ziskanie nového stdleho zdkaznika.
| Zviditelnenie zlavy alebo iného benefitu, ktory karta ponidka. Prezentovanie
moze byt zamerané na verného zakaznika, alebo na ziskanie nového staleho
zdkaznika.
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COOP Jednota, s. d. Slovensko pontika zdkaznikom nakupujicim v obchodnej sieti
COOP Jednota svoj vernostny produkt - Nakupnu kartu COOP Jednota, ktorej sloga-
nom je: Nakupovat s nakupnou kartou COOP Jednota sa oplati. Drzitelom nakupnych
kariet sd vyplacané zlavy podla dohodnutych podmienok. Objem zrealizovanych na-
kupov vo vSetkych predajniach COOP Jednota sa s¢itava a kazdy drzitel ndkupnej kar-
ty ziskava na konci sledovanych obdobi zlavu 1% a viac. Zlavy je mozné zbierat na
papierovi docasnd ndkupnu kartu, plastovi alebo na elektronickd ndkupnu kartu -
v mobilnej aplikacii COOP Jednota. Zakaznici - drzitelia kariet si mézu stiahnut do
mobilu ¢i uz i0S Aplikaciu, alebo Android Aplikdciu. Nakupna karta COOP Jednota
Klasik je plastovou kartou. O nakupnej karte je mozné ziskat informadcie aj na stran-
ke https://www.coop.sk/sk/o-nakupnej-karte.

A
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Drzitelom ndkupnej karty je pravidelne pontikand exkluzivna akciova ponuka, ale-
bo si mo6ze uplatnit aj dalsie vyhody u externych partnerov. Alternativami si Kiipele
PieStany, Slovenské liecebné kupele Smrdaky, Bubo travel Agency, Tatratour Slova-
kia/TIP travel, Hotel Hviezda Dudince, Aqua City Poprad, Nabytok Tempo Konde-
la, Firma Bucko, s.r.0, Firo Tour. Podrobnejsie informdacie sa nachddzaji na stranke
https://www.coop.sk/sk/cat/5.

Prikladom moZe byt zlava u partnera Aqua City Poprad ako je uvedené na stran-
ke https://www.coop.sk/sk/aquacity-poprad. Zlavy sa vztahujd na drzitela ndkupnej
karty a na dalsie osoby bez rozdielu veku, ktoré prisli v sprievode drzitela ndkupnej
karty. Vztah drzitela ndkupnej karty k tymto osobam nemusi byt zaloZeny na rodin-
nej prislusnosti. Ponuka ekologického strediska pod Vysokymi Tatrami je spojend
s vodnym rajom, termalnymi bazénmi, vitilnym svetom, kryoterapiou. Vyhody pre
drzitela nakupnej karty pre rok 2017 boli: hotelové sluzby: 15% zlava z aktudlnych pul-
tovych cien ubytovania v hoteloch Mountain View**** Seasons*** a Horizont v Sta-
rej Lesnej; sluzby aquaparku: 20% zlava z aktudlnych pultovych cien vstupov: Aqua
packet (vSetky druhy), Vital packet. Zlava sa vztahuje na vstupy z kategdrie ,dospe-
Iy“ a z kategérie ,dieta, student, senior, ZI'P, doprovod ZTP*sluZby kryocentra: 20%
zlava z aktudlnych pultovych cien jednordzového vstupu na celotelovi a lokdlnu
kryoterapiu.

Dal%ou aktivitou z kategérie podpory predaja st aj spotrebitelské sitaZe a kam-
pane. Spotrebitelské stitaze povazuje COOP Jednota, s. d. Slovensko za tispesné akti-

vity, ktoré sa medzi zdkaznikmi te§ia stdle velkej oblube. Zdkaznici COOP Jednota sa
mali moznost zapojit do roznych vyhernych spotrebitelskych sutazi:

| kolesoménia

| najvacdsia velkonoéna vysluzka

| velkonoén4 spotrebitelskd sitaz

Spotrebitelské sitaze slizZia na podporu predaja a po skonceni stitaZe je zazname-
nany narast predaja. Dalsfm prinosom pre organizatora stifaZe je ziskanie pomer-
ne rozsiahlych databaz s tidajmi o spotrebiteloch, s ktorymi je mozZné spolupracovat
v budicnosti prostrednictvom analyzovania predaja, alebo pri realizovani dalsich
direct mailingovych a podpornych aktivit a priamej komunikacie so spotrebitelom.
Okrem spotrebitelskych sttazi st atraktivne aj kampane. Kampan ma za tlohu ini-
ciovat k jednorazovému nakupu v COOP Jednote nad urcitd penaznd hodnotu ndaku-
pu, ¢im bolo mozné ziskat desiatovy box zadarmo. Boxy Masa a Medved boli sticastou
kampane COOP Jednota v roku 2017. Prepéjala sa v tomto pripade aktivita podpory
predaja spolu s alternativou sledovania rozpravok, hlasovania o neobltibenejsi desia-
tovy box s moznostou stiahnutia si pexesa alebo omalovanok.

Stiahnutie mobilnej aplikdcie Apple Appstore, resp. Google Play malo za tlo-
hu ulah¢it nakupovanie prostrednictvom vytvarania nakupného zoznamu, ktory je
mozné posielat a zdielat s priatelmi a rodinou, ale zaroven je mozné aj skenovat EAN
kody. Pre tcely tejto stitaZe usporiadatel zabezpecil vyhru 3 x mobilny telefén SAM-
SUNG AS5.

Privyhre rychleho nakupovania zadarmo bolo potrebné naktpit v COOP Jedno-
te aspon za 15 EUR. Na pokladni¢ny blok z ndkupu bolo potrebné napisat kontaktné
ldaje a spravne vylustenie tajniCky z Casopisu Jednota, ndsledne zaslat do redak-
cie na adresu Casopis Jednota. Vyhercovia mali moZnost nakupovat v COOP Jednote
3 minuty zadarmo.

Zaver

Ako vyplyva z uvedeného, integrovand marketingovd komunikacia na-
chédza svoje miesto v slovenskom maloobchode. Napriek skuto¢nosti, Ze v prispev-
ku bola venovand pozornost vybranej maloobchodnej spoloénosti COOP Jednota, s. d.
Slovensko, pozitivne priklady prepdjania a koordinovania komunika¢nych aktivit
nachddzame rovnako aj v dalsich organizacidch. Rozsirovanim dostupnosti infor-
macno-komunikacénych technolégii a dalsich technologickych vymozZenosti je mozné
ocCakavat mnozZstvo dalsich aktivit, ktoré sa budi moct podielat na rozsirovani komu-
nikac¢nych aktivit podnikatelskych subjektov. Technoldgie zaradené do kategérie In-
dustry 4.0 maju Siroky potencidl dalsieho uplatnenia sa aj v podnikovej komunikacii
najblizsieho obdobia. Je preto potrebné neustdle venovat pozornost novym vyzvam,
zvySovat benefity spolocnosti a zaroven zlepSovat zakaznicku informovanost v zmys-
le rozsirovania dostupnych informacnych zdrojov na ¢o slizZi prave integrovana mar-
ketingova komunikacia.
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PRISPEVKY | CONTRIBUTIONS TEXT | EVA SMOLKOVA, SAMUEL SMOLKA

ZMENY V MARKETINGOVEJ
KOMUNIKACII V POLITICKOM
MARKETINGU V SLOVENSKEJ
REPUBLIKE V UPLYNULYCH ROKOCH

Politicky marketing je jednou z najmladsSich marketingovych disciplin, ktora sa
primarne zaobera marketingovou komunikaciou politickych subjektov a kan-
diditov pred vol'bami, po volbach i v priebehu vykonu mandatu. Metédy a na-

stroje marketingovej komunikacie sa v poslednom desatroci zmenili, rozsirili sa
o moznosti, ktoré poskytuju socidlne siete a moderné komunikacné nastroje.
Preferencie zmenili aj volici, ti ocefiujii r6zne metédy komunikacie, vyZaduji réz-
ne témy v predvolebnom boji ale hlavne chci, aby kandidati a politické subjekty
koncipovali dlhodobejsSie stratégie, nez bolo tomu doposial. Prebiehajti inten-
zivne zmeny v implementacii konkrétnych nastrojov marketingovej komunika-
cie a obrat smerom k porozumeniu potrebam a preferenciam, voli¢i sa zaujimaiju
o plnenie predvolebnych slubov. V §tidii predstavime 4 predvolebné prieskumy
avich ramci vybrané tematické okruhy, ktoré poukazu na potrebu zmeny v mar-
ketingovej komunikacii v ramci politického marketingu v Slovenskej republike.

Uvod
komunikécie v politickom marketingu na pozadi jestvujticej teérie marketingovej ko-

Cielom prispevku je uchopit zmeny a preskimat specifikd marketingovej

munikdcie. V prispevku ukazeme ¢o a do akej miery je v marketingovej komunikacii
politickych subjektov a kandidatov vyznamné a ukdzeme si aké komunika¢né nastro-
je respondenti preferuji. Budeme analyzovat, do akej miery si voli¢i uvedomuji vplyv
politického marketingu na volbu samotni. PoukdZeme na to, ¢o je, z hladiska respon-
dentov, ziaduce komunikovat, ¢o ich oslovuje v predvolebnych kampaniach. Pokisime
sa upozornit na to, Ze marketingovd komunikacia je vyznamna aj pocas mandatu ale-
bo vykonu funkcie. Pokisime sa na zdklade porovndavania vysledkov styroch vysku-
mov uchopit ¢o ma na voli¢ov najvacsi vplyv a preco. Pokisime sa véak poukdazat aj na
to, Ze ludia r6znych vekovych skupin maji rézne preferencie a politické subjekty to
musia brat do tivahy a reagovat na to. Voli¢ je v sticasnosti naroc¢nejsi a poZzaduje komu-
nikaciu dlhodobych cielov a zaruky ich implementovatelnosti. V poslednych rokoch
prebehli intenzivne zmeny v aplikacii niekolkych néstrojov marketingovej komuni-
kacie a pozorujeme obrat, smerom k sofistikovanej$im koncepcidm zalozenym na po-
rozumeni potrieb a preferencii volicov. V zadvere zosumarizujeme vysledky.
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Problematika marke-

Marketingova komunikacia v politickom marketingu
tingovej komunikdacie v politickom marketingu je jednou z tém, ktorych spolocensky
dosah a vplyv na $tatne a komundlne procesy je velmi vyznamny a malo preskima-
ny. Redlne nik presne nevie aky dosah ma politicky marketing na smerovanie spoloc¢-
nosti a jej vyvin. Skimanie politického marketingu a jeho komunikaénych nastrojov
jejednou z tém, ktorym sa autori ¢lanku systematicky venuju a realizuju cyklicky vy-
skum, ktory prebieha vzdy v obdobi volieb v Slovenskej republike. Kazdé volby maju
svoje Specifikd, ale vo vSetkych kandidati aktivne vyuzivaji ndstroje marketingovej
komunikacie.

Skor nez predstavime vysledky vyskumov, ktoré mapovali nastroje politického
marketingu a ukdZeme niektoré porovnania, je nutné predstavit termin ,marketin-
gova komunikacia” v politickom marketingu. Urobit rovnitko medzi marketingovou
komunikdaciou a politickou komunikaciou rozhodne nie je sprdvne, kazda komunika-
cia politického subjektu, kandidata ¢i nominanta politickej strany do urcitej funkcie
je zaroven marketingovou komunikaciou, ktora sa zvykne oznacovat terminom poli-
tickd komunikacia. Tento termin v8ak nie je mozné jednoducho definovat, pretoze je
ho potrebné uchopit z dvoch klticovych hladisk - vedeckého a z hladiska politickej ko-
munikacie ako praxe. Do procesu aktivne vstupuji nastroje marketingu ako vedy, ale
nielen marketingu ale aj socioldgie politolégie a medidlnych $tidii. V ¢asoch vzniku
terminu (Fagen 1966) v roku 1966, bola predmetom analyzy len komunikécia: vlada -
obcania. V sticasnosti posudzujeme politickd komunikaciu z hladiska jeho zad4vate-
lIa tak, ako je to v ziskovom sektore. Vnimame ju z pozicie politickych subjektov alebo
politickych aktérov, ¢o je 8ir$i termin, pretoze nie kazdy politicky aktér je zaroven aj
politickym subjektom. Na zaklade uvedeného je mozné politickd komunikaciu vni-
mat z pohladu tirovne komunikacie ako:

| Tie formy komunikdcie, ktoré sd realizované politikmi a dal§imi politickymi

aktérmi na dosahovanie konkrétnych cielov;

| Komunikacia adresovand politickym aj nepolitickym aktérom - voli¢om - vSe-

obecne alebo len vybranym skupindm, médidm a komentdtorom, mimovlad-
nym organizdcidm a dalSim;

| Komunikacia o aktéroch a ich aktivitdch - od medidlnych spravodajskych in-

formacii, komentdrov, r6znych foriem medidlnych diskusifi o politike ako ta-
kej az po hodnotenie krokov predstavitelov moci.

Potreba zadefinovat politicki komunikaciu vznikla preto, lebo bolo nutné pomeno-
vat a uchopit konkrétne néstroje, ktorymi bolo a je mozné ovplyviiovat voli¢ov a to
nielen z kratkodobého, ale aj z dlhodobého hladiska. S rozvojom médif a komunikac-
nych technolégii bolo mozné hladat sp6soby a metddy ako oslovit vybrané skupiny
volicov. V sticasnosti dokonca plati, Ze oslovenie - vzhladom na moZnosti socidlnych
sietf a digitdlnych médifi - by malo byt adresné. Politické subjekty si intenzivne uve-
domujtd potrebu marketingovych aktivit, hladaji moznosti ako ich vyuzit a prostred-
nictvom nich ovplyviovat spravanie volicov. Vyzaduje to pouzivat také marketingové
nastroje, ktoré umoznia udrzat si jestvujicich voli¢ov, ziskavat prvovolicov a sympa-
tizantov, oslovit potencidlnych volicov a prebrat volicov inych politickych subjektov

alebo kandidéatov. Politické subjekty ddvno pochopili, Ze bez politického marketingu
vo vol'bdch neuspeju a nebudi tspesni ani vtedy, ak zvolia nesprdavne marketingové
ndastroje. Preto sa naudili vyuzivat analytické techniky a vyhodnocovat z nich vysled-
ky a na ich zdklade volit takd formu politickej komunikacie, ktord umozni dosahova-
nie vlastnych cielov. Na politické a volebné kampane si, aj napriek tomu, Ze zvycCajne
maju vlastnych analytikov, politické strany najimaji profesiondlnych odbornikov,
najCastejsie Specializované marketingové agentiry a odbornikov z oblasti politolé-
gie a sociolégie. Robia si vlastné predvolebné prieskumy.

Politickd komunikacia m4 svoje Specifika a je potrebné z nich vychddzat. Naj-
Castejsie sa stretdvame s jednosmernou komunikaciou a to smerom od seba k okoli-
tému prostrediu. Tato komunikacia ma r6zne podoby a tie st zavislé na charaktere
organizdcie a situdcii v prostrediach, v ktorych sa politicky subjekt pohybuje. Na-
priklad vlada informuje o svojich krokoch médid prostrednictvom vlastného tla-
cového oddelenia, hovorcu, ¢i ¢lenov vlady. Vyuzivajui sa tak rutinné a zauzivané
metddy a postupy komunikacie, téma je uréend a procesy sd pod kontrolou. Zile-
zi v8ak na tom, ¢i ide o ,muidru” vladu, takd, ktora priptdsta aj iny typ komunikacie,
alebo nie. Ak totiz voli metédy charakteristické pre otvorentd spolo¢nost, diskutu-
je a konzultuje s obéanmi a odbornikmi rozhodnutia pred ich prijatim, ziskava tym
imidZ otvorenej institticie alebo politického subjektu. ,Madri” totiZ prezentujd sami
seba ako otvorend, socidlne citlivd a vzdy pripravend inStiticiu na rokovanie. Jed-
nosmerna komunikdacia totiZ neumoznuje dosahovat efekt spatnej vazby ani uchopit
zmeny orientécie verejnej mienky (Jablonski 2006, s. 117-118). Otvorenost komunikac-
nych kandlov, zvlast v dobe internetu, teda moznosti diskutovat o réznych otdazkach
a problémoch prostrednictvom socidlnych sieti je podmienkou toho, aby sa politi-
ka neodohravala len v rdmci politickych elit, ale bola ,politikou Tudu”. Jednosmer-
néd komunikdcia je v sicasnej marketingovej komunikdacii prezitkom, napriek tomu
stdle, prave v politickom marketingu zo strany politickych subjektov a institucif, kto-
ré riadia politicki nominanti, prevldda. Mnoh{ autori upozornuji na to, Ze sticasna
politickd marketingovd komunikéicia bude stdle vo vacSej miere vyzadovat posilne-
nie dvojstrannej komunikacie vo vztahu mocenské Struktiry a spolo¢nost (Jablén-
ski 2006, s. 118).

V kontexte problematiky politickej komunikacie je nutné zaoberat sa este ter-
minom politicky marketing. Politicky marketing je jednou z najmlads§ich marketin-
govych disciplin, vyvija sa necelych 50 rokov, vZdy v§ak v zavislosti na legislativnych
principoch a moznostiach platnych vjednotlivych krajinach. Cielom marketingovych
aktivit politickych subjektov je oslovit volicov a ziskat ich hlasy. Jedine prostrednic-
tvom volicov totiZz dokaZu politické strany ziskat moc - alebo na nej participovat -
a ovplyviiovat spolocenské procesy a dianie. Kandidati a 1idri politickych subjektov
pontikaji svoje vizie, stratégie a ciele podobne, ako marketéri z podnikatelského pro-
stredia svoje produkty a sluzby.

Aj ked v pociatkoch rozvoja politického marketingu dochadzalo k uplatiiovaniu
rovnakych propagacnych technik ako pri prezentovani produktov beznej spotreby,
dnes je situdcia diametrdalne odlisnd a je moZné pomenovat odlisnosti i i¢inné meto-
dy a pristupy. Politické subjekty a kandidati by mali vediet nielen oslovit voli¢a hod-
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notami, ktoré vyznavaji a budid presadzovat, ale aj predstavami o rieSeni aktualnych
problémov. Mali by odkomunikovat aj to, akymi metédami a ndstrojmi ich che rie-
it a vyriesit. Zmyslom politického marketingu je komunikovat témy, ktoré jednotlivé
politické subjekty, ale aj jednotlivi kandidati, prezentuji a reprezentuju.

Zatial ¢o v ¢asoch vzniku politického marketingu sa teoretici i praktici politic-
kého marketingu zaoberali len volebnymi a predvolebnymi aktivitami, v si¢asnosti
je jasné, ze politickd komunikacia je systematicky a nepretrzity proces. Aj ked je ten-
to proces v ,medzivolebnom” obdobi menej intenzivny a vyuZivaji sa odli§né pros-
triedky a néstroje ako v predvolebnom boji, ako komunika¢ny néstroj ho intenzivne
vyuzivaju vSetci aktéri. Ti, ktor{ sti pri moci na informovanie o plneni predvolebnych
slubov a budovanie znacky svojho politického subjektu a ti, ktori na moci nepartici-
puji na presadzovanie vlastnych tém, obhajovanie svojich zdujmov a upozornovanie
na zlyhania mocenskych struktir. Aj v politickom marketingu plati, Ze o kom sa ne-
hovori - kto sa nedokaze zviditelnit - ten postupne upadne do zabudnutia.

MARKETINGOVY MIX (4P) PROSTREDIE

* imidZ politického subjektu
* imidZ lidra
= politicky program

Produkt + ‘

Analyza prostredia

[ Propagacia l

* reklama

* PR

= Direct mail, guerrilla marketing
vitalny, online marketing

= Strategicka komunikacia

TRH

Podporujtici politicky subjekt

Stratégia Prelietavi volici
Umiestnenie
» akcie, podujatia, lokélne aktivity, tour lidra
* agitacia
Podporujici volici
Cena

« ekonomicka
= narodna
* psychologicka

|

Prieskum trhu

Politicky subjekt

A

ORGANIZACIA o

OBRAZOK 1: PROCES POLITICKEHO MARKETINGU; ZDROJ: UPRAVENE PODLA: WRING (1997, S. 657)
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V politickom marketingu, podobne ako v ziskovej sfére, sa robia systematické analy-
zy a monitoring preferencii spotrebitelov, v tomto pripade volicov. Plati to aj u poli-
tickych subjektov, len s tou vynimkou, Ze ¢ast prieskumov nemusia politické subjekty
realizovat z vlastnych zdrojov. Prieskumy verejnej mienky sa robia pravidelne a ich
vysledky nenechévaji politikov chladnymi a operativne na ne reaguju.

Skumanie politického marketingu a analyzovanie nastrojov marketingovej
komunikacie je vSak vedecky problém, ktory vyzaduje Specifické analytické a po-
rovnavacie met6dy a techniky. Politicky marketing sa tak nevymyka z rdmeca inych
marketingovych aktivit, aj ked je potrebné uviest, Ze analytické nédstroje a techniky
nemusia byt Standardné, mézu byt vytvorené na konkrétny ticel a na zdklade kon-
krétnych potrieb politickych subjektov alebo kandidatov. Predpokladmi dspesného
politického marketingu st nasledujtice kroky:

| 1. vyskum - analyza prostredia, makroprostredia i mikroprostredia, ndzorov,

preferencii a ndlad volicov;

| 2. analyza internych charakteristik politického subjektu - prieskum ,zvoli-

telnosti” konkrétnych politickych kandidatov, identifikacia silnych a slabych
strdnok politického subjektu i jeho kandidatov;

| 3. tvorba stratégie a implementdcie strategickych cielov, optimdlne aj ponu-

ka viacerych alternativ;

| 4. tvorba strategického marketingového pldnu - targeting a pozicioning;

| 5. stanovenie cielov marketingovej stratégie a komunikécie, ndsledne aj tak-

tickych krokov kampane;

| 6. implementécia vybranych komunikaénych technik, realizdcia zdmerov

marketingového planu;

| 7. verifikdcia spravnosti cielov - kontrolné analyzy a prieskumy verejnej

mienky.

Uspesna volebna a politickd komunikacia voli efektivne nastroje politického marke-
tingu. Politické subjekty a kandidéti ale nem6zu vyskum redukovat na prieskumy
verejnej mienky a reagovat na taktické kroky konkurencie. Ukazovatelom kvality
marketingovej komunikacie je prave vyuzivanie modernych marketingovych nastro-
jov v snahe oslovit aj novych voli¢ov a uchovat si pritom tych sticasnych (Kfecek 2013,
s. 125). Profesionalitu kampani zabezpecuji renomované agenttry, ktoré sa, velmi
Casto, na politicky marketing §pecializuji. Profesionalizdcia marketingovych aktivit
politickych strdn je evidentna vsade tam, kde sa doraz kladie na stratégiu - kvalitu
programu a manazment. Ob¢ana je potrebné, tak ako v pripade ziskového subjek-
tu, vnimat ako zdkaznika, ktory ma rozhodovaciu pravomoc. Vztahovanie sa k voli-
¢om, spdsob komunikacie s nimi i jednotlivé kroky politického subjektu i kandidatov
je teda potrebné pripravovat vopred, ale vzdy na pozadi hodnotovej orientacie, kto-
rd dany kandidat preferuje a bude presadzovat v mocenskych struktirach, ak bude
vo vol'bach tispesny.

Pripravna faza, vyskum, ndvrh stratégie a implementdacie st teda rovnako do-
lezité, ako samotna kampan, teda realizacna faza. Vjej ramci platia klasické principy
pre vztahy s verejnostou, potreba vyuzivat klasické, ale i moderné nastroje digital-
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neho marketingu, najma socidlne siete a online marketingové metédy a prostried-
ky. To, o je v komerc¢nom prostredi amordlne, v§ak akoby v politickom marketingu
neplatilo. Ohovaranie konkurentov, velmi tvrdé met6dy guerrilla marketingu a po-
ukazovanie na zlyhania a preslapy - aktudlne aj tie minulé - je v rdmci politického
marketingu dovolené a pripustné. Reklamné néstroje a médid si politické subjekty
volia samy a met6dy marketingovej komunikacie nemusia byt voc¢i konkurentom ko-
rektné, musia byt len legislativne nenapadnutelné. Preto politicky marketing casto
profituje z metdd a postojov, ktoré si ziskové subjekty voc¢i konkurentom nemézu
dovolit. To véak neznamend, Ze takéto kroky voli¢i vitaji a akceptuji. Z dlhodobé-
ho hladiska je totiz prave ten, kto neustdle poukazuje na chyby inych sice zaujima-
vy a ziskava velky priestor v médiach, v o¢iach volicov je vS§ak niekym, kto koncipuje
vlastni stratégiu na zdklade krokov konkurentov a je odkdzany na to, ¢o sa vynara
z politického prostredia. Voli¢ vie, Ze takyto subjekt reaguje len na podnety, ale nevie
alebo nechce toto prostredie ovplyviiovat vlastnymi nastrojmi, metédami a metodi-
kami, ¢o sa v politike ziada. Marketéri a analytici z oblasti politického marketingu
tvrdia, Zze spravny politicky marketing musi mat schopnost komunikovat potrebu
zmeny, ale aj pontikat vlastné rieSenia (Smolka 2015, s. 279-288). Objektom politického
marketingu je voli¢, ktory odovzdava svoj hlas v prospech politického subjektu na za-
klade politického marketingu jeho kandidata alebo politickej strany. Marketing v po-
litike funguje ako hlavny tvorca a ,ovplyviovatel” verejnej mienky.

Politicky marketing v Slovenskej republike v rokoch 2014 - 2017 Politic-
ky marketing v Slovenskej republike hral rolu od vzniku republiky v roku 1993 a na-
sledne pri v8etkych volbach, ktoré odvtedy prebehli. Spésob, akym slovenski politici
vystupovali na verejnosti, ako pracovali s verejnostou ¢i urcitymi vybranymi skupi-
nami volicov, akymi metéddami a prostriedkami viedli svoje politické a volebné kam-
pane sa vzdy prejavoval na vysledku volieb. Politické subjekty vzdy vyuzivali politicky
marketing na ziskanie priazne voli¢ov. Vzhladom na historicky vyvin a volebné tispe-
chy novovznikajticich politickych subjektov, ako aj ispechy nezavislych (rozumej
nepolitickych) kandidatov, je mozné ustidit, Ze velka ¢ast politickej komunikécie pre-
biehala najma jednosmerne, tak ako sme o tom hovorili v predchadzajicom texte.
Uchopit genézu politickej marketingovej komunikacie, pomenovat ako sa menili jej
néstroje, ktoré boli a ktoré neboli tispesné, uviest kedy a s akou intenzitou vstipili
do procesov socidlne siete, pomenovat, preco niektoré marketingové aktivity zlyhali
a naopak, ktoré predstihli odakavania (Smolka, Smolkova a Starchon 2016, s. 373-380)
je zdlezitostou historikov a analytikov, ale vysledky nemusia byt jednoznacné, lebo
interpretdcie zdvisia na zvolenych faktoroch a vyklade.

Politickou komunikaciou sa v SR v skimanom obdobi, v medzivolebnych obdo-
biach, najintenzivnejsie prezentovali a prezentuju tie politické subjekty, ktoré kraji-
nu riadia, sd teda pri moci. Oni vyuzivaji jednosmerntd komunikaciu systematicky
a intenzivne a velmi Casto iny typ komunikacie neradi priptstaja.

Vysledky styroch vlastnych dotaznikovych prieskumov, ktoré sa realizovali pri
prilezitosti volieb v rokoch 2014 a 2017 (pozn. [1]) jasne ukazali, Ze samotni voli¢i - ak
spocitame respondentov vo vSetkych prieskumoch, dostaneme sa k ¢islu 1092. Res-

pondenti az v 98 percentach politicky marketing vnimaji ako i¢inny nastroj na zis-

kanie volicov.

mano
Onie

H neviem

Vnimate politicky marketing ako nastroj na ziskavanie voli¢ov?
OBRAZOK 2: VNIMATE POLITICKY MARKETING AKO NASTROJ NA ZISKAVANIE VOLICOV?; ZDROJ: VLASTNE SPRACOVANIE
Ak si vyznam politického marketingu voli¢i uvedomujd, potom je potrebné skimat

aké marketingové nastroje je potrebné volit a preco. Respondenti, vo vSetkych Sty-
roch prieskumoch, odpovedali na otazku:

Ziadna

internetova kamparn

televizna a rozhlasova politicka reklama
volebny program

antikampari vo&i niektorej zo stran / kandidatovi
podpora zndmej osobnosti

osobné stretnutia s politikmi

billboardy, letaky a broZtry

|I“H"

predvolebné diskusie

OBRAZOK 3: KTORA Z FORIEM MARKETINGU POLITICKYCH SUBJEKTOV VAS PRED VOLBAMI ZVYCAJNE NAJVIAC ZAUJME?;
ZDROJ: VLASTNE SPRACOVANIE

Ako vyplynulo z vyskumov, len minimum respondentov nezaujala ziadna marke-
tingovd kampan, ¢o jednoznacne potvrdzuje vyznam politického marketingu pre
kandidatov a politické subjekty. Je zrejmé, Ze najintenzivnejsie zaujala a ovplyvnila
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OBRAZOK 4: OCENOVANIE VizIi A STRATEGIi VOLICMI PODLA JEDNOTLIVYCH PRIESKUMOV; ZDROJ: VLASTNE SPRACOVANIE
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Volby do NR SR 2016

Komunalne volby 2014

politickd marketingovd komunikacia prezidentské volby (76%), v ktorych uspel v SR
nezavisly kandidat bez podpory politickej strany. Aj v ostatnych monitorovanych
volbach viac nez 60% sved¢i o tom, Ze rozhodovanie volicov zavisi na marketingovej
kampani a jej schopnosti zaujat a presvedcit volica prave aktudlnymi témami, cielmi
a predstavami o ich implementacii. Z odpovedi je mozné vydedukovat, Ze kampane
na internete a na socidlnych sietach sa ukazujui ako nevyhnutny predpoklad tspes-
nej marketingovej kampane, nie st vSak rozhodujtce (pozn. [2]). Z grafu vyplynulo
napriklad aj to, Ze podpora celebrit nehra v politickej marketingovej komunikacii na
Slovensku vyznamnd rolu.

Volby do VUC 2017

4 ano, ovplyviuje
+¢+¢ = nie, neovplyviuje
S - -

R

vyuZivajl len marketing

kandidata s extrémistickymi
nazormi

Hneviem s vyjadrit
Prezidentské volby 2014

Rast vyznamu predvolebnych diskusii je mozZné pozorovat v poslednych rokoch vo
vSetkych krajinach, v ktorych sa kandidati a politické subjekty uchddzaji o hlasy vo-
licov. Politolégovia tvrdia, Ze predvolebné diskusie maji najvyznamnejsi vplyv na ne-
rozhodnutych volicov a prvovoli¢ov. Z nasich dotaznikovych prieskumov ale, okrem
iného vyplynulo, Ze to, ¢o hrd v diskusidch stédle vacsiu rolu je stratégia, teda dlho-
dobé zdmery a ciele kandid4tov. Predvolebné diskusie totiZ umozZiuji urc¢ité zimery
a ciele personifikovat, teda spojit konkrétne vizie ¢i ciele s konkrétnym kandidatom,
¢o poskytuje aj priestor na uchopenie miery vyznamnosti urcitych strategickych cie-
Tov v porovnani s cielmi a sp6sobmi ich presadzovania u inych kandidéatov ¢i po-

v nie, lebo Ziadnu stratégiu nemaju,

m ich stratégiou je zabranit zvoleniu

100

90
80
70
60
50
40
30
20
10

litickych subjektov. Samozrejme, Ze hraji rolu aj tzv. mdakké kritérid - dojem aky
kandidat robi na volicov, spésob vystupovania i argumentacie, medidlne zrucnosti,
ktorymi disponuje, sposob sebaprezentacie a dalsie kritéria, ktoré vSak nie je jedno-
duché uchopit a systematicky preskiimat. Podstatné vsak je, Ze voli¢i oceniuji vizie
a stratégie a tie majui validitu viac neZ 60%, ¢o ilustruje aj nasledny obrazok zostave-
ny z odpovedi vo vSetkych prieskumoch.

Vysledky vyskumov ndm umoznuji postidit nielen to, ako marketingové aktivi-
ty oslovuji volicov vSetkych vekovych skupin, ale aj to, ako reaguji respondenti roz-
nych generacii. Pre zjednoduSenie sme v nasledujicom grafe rozdelili respondentov
na dve skupiny a zosumarizovali odpovede podla veku respondentov od 18 do 30 ro-
kov a na vekovo starsich ako 30 rokov. Aj ked poc¢ty respondentov v tomto pripade ne-
boli vyvazené - do 30 rokov odpovedalo 680 respondentov a nad 30 rokov len 412, je
mozné pokladat vzorku za porovnatelni a urobit zavery tykajlce sa preferencii toho,
ktora z foriem marketingu politickych subjektov ich pred volbami zvycajne najviac

zaujme.
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nie intermet, televiznaa volebny anti-kampafn podpora osobné bilb6rdy, predvolebné
socidlne  rozhlasovd program vofistrane/ znamej stretnutias  letaky, diskusie
siete, blogy reklama kandidatovi osobnosti  politikmi broZdry
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OBRAZOK 5: OSLOVENIE VEKOVYCH SKUPIN MARKETINGOVYMI AKTIVITAMI; ZDROJ: VLASTNE SPRACOVANIE

Predpoklad, Ze internet a socidlne siete budd u mladsich respondentov dominovat
nie je prekvapujtci. TaZisko na predvolebné diskusie v8ak kl4dli respondenti vset-
kych vekovych skupin, len média, ktoré na to vyuzivajui si, velmi pravdepodobne,
iné. V Slovenskej republike, podla tohto vyskumu, mladi Iudia viac podliehaji poci-
tom a dojmom, inymi slovami marketingovej komunikéacii a jej obsahu venuji viac
pozornosti ako volebnym programom. Tie, naopak, zaujimaji najma starsich volic¢ov.
Pytali sme sa respondentov do akej miery ich predvolebna marketingova komunika-
cia ovplyvni. Odpovedali ako je uvedené na obrazku 6.
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OBRAZOK 6: MIERA OVPLYVNENIA PREDVOLEBNOU MARKETINGOVOU KOMUNIKACIOU; ZDROJ: VLASTNE SPRACOVANIE
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2014

Psycholégovia dlhodobo upozornuji na to, Ze respondenti neradi priznavajd, Ze su to
prave marketingové aktivity, ktoré mali vplyv na ich rozhodnutie. V prieskumoch sa
vzdy uvadzajid aj iné dévody. Marketingova komunikacia, v naSom pripade marketing
politickych subjektov v kampani, podla respondentov, nehral pri rozhodovani voli-
¢ov klicovd rolu. V prieskumoch vSak prevazovali odpovede ,¢iastocne”. Je teda moz-
né uvazovat o tom, Ze ak spo¢itame odpovede ,4no“ a ,Ciastocne” dostaneme velmi
zaujimavé percentd, ktoré prekracuji hranicu 50%. V nasom pripade marketingové
kampane v troch zo §tyroch prieskumov zaznamenali tspech a teda splnili tcel, kto-
ry v politickom boji mali.

Zaverom Volic¢ je prvkom politického systému, ktory zdroven je sim mikrosys-
témom. Vystupom marketingovych kampani je hlasovanie voli¢ov alebo ich netcast
na hlasovani. Vysledky vyskumov sa nekryli s tymi, ktoré prezentovali vyskumné
agentiry pred jednotlivymi volbami. V Slovenskej republike sa dokonca v pripade
parlamentnych volieb a volieb do orgdnov samospravy hovorilo o zlyhan{ prieskumov
verejnej mienky, kedZe odchylka bola od 6 do 8% a za Standardnt odchylku sa povazu-
ji maximadalne 3%. Tykalo sa to piatich r6znych agenttr a ich predvolebnych priesku-
mov (pozn. [3]). Rola vyskumnych agenttir a dolezitost vyskumov verejnej mienky
sa tym vyrazne oslabila. Vysledky vyskumov agentdr by mali slizit na identifikiciu
spravnosti marketingovych cielov ¢i stratégif a verifikaciu pritazlivosti jestvujicich
politikov, ale aj na skiimanie reakcii volicov na nové politické idey ¢i témy. Vysledky
vlastnych vyskumov jasne poukazali na zvysSend potrebu zmeny v aplikacii niekol-
kych néastrojov marketingovej komunikacie a na nutnost pontkat sofistikovanejsie
koncepcie zalozené na porozumeni volicov tak, ako sa to robi v komerénej sfére. Poro-
zumiet spravaniu voliCov, ich motivom a preferencidm, zaradit do kampane aktual-
ne témy, mat vo svojich radoch odbornikov, ktori st kvalifikovani a vedia sa spravne

rozhodovat v prospech ob¢ana vyzaduje od politickych subjektov hlbsi ponor do prob-
lematiky, dokladnejSie analyzy a komunikaciu vSetkymi smermi. Potrebu pracovat
s voliémi aktivnejSie a systematickejsie, plnit predvolebné sluby a zaviazky je klticové,
reagovat véak na novo nastolené témy alebo na pretrvavajice problémy v spolo¢nos-
ti akymi sd historicky najvyssia neddévera v policiu a stidnictvo, otdzky vymozitel-
nosti prava a dalsie (pozn. [4]), bude rovnako délezité a bude to hrat v marketingovej
komunikacii politickych subjektov uz v budicich volbach podstatne vacésiu rolu, nez
tomu bolo doposial.

Poznamky | Notes
05.03.2014 do 17.03.2014 - 282 respondentov, pri prileZitosti priamej volby prezidenta SR, od 08.11.2014 do 02.12.2014 -

[1] Dotaznikové prieskumy sa realizovali vidy v pred a povolebnom obdobi a to od

208 respondentov, pri prilezitosti komundlnych volieb - volieb poslancov zastupitelstiev a starostov obci, mestskych
Casti starostov miest, od 22.02.2016 do 08.03.2016 - 390 respondentov, pri prileZitosti parlamentnych volieb a od
21.10.2017 do 07.11.2017 - 212 respondentov pri prileZitosti volieb do orgdnov samospravnych krajov a predsedov samo-
spravnych krajov. | [2] Predpokladd sa, Ze rozhodujicim faktorom st u mladej generdcie a prvovoli¢ov, vzhladom na
komunika&né zruénosti generdcii X a Y to v3ak platit nemusi. | [3] Pozti: Kolaps predvolebnych prieskumov dostupny
na: http://www.topky.sk/cl/1000863/1532627/Totalny-kolaps-predvolebnych-prieskumov--To--co-sa-stalo-tieto-vol-
by--historia-nezazila- | [4] Pozri: Iniciativa Za slusné Slovensko Ziada na: https://www.etrend.sk/ekonomika/iniciati-
va-za-slusne-slovensko.html /15.06.2018/
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Résumé Changes in marketing communication in political marketing in the Slovak Republic in recent years

Political marketing is one of the youngest marketing disciplines that primarily deals with marketing communications of political PO ROVNAN I E S LOVE N S I(EJ
subjects and candidates before the election, after the elections and during the exercise of the mandate. Marketing communications -

methods and tools have changed over the last decade, expanding the possibilities offered by social networks and modern communi- A ARABS I(EJ I(U LTU RY I I I °
cation tools. Preferences have also been changed by voters, appreciating various methods of communication, requiring different the-

- e
mes in pre-election struggle, but especially wanting candidates and policy-makers to design longer-term strategies than they have NAZO RY NA Z IVOT.

been so far. Intense changes are taking place in the implementation of specific marketing communication tools and turn to under-

standing needs and preferences, voters are interested in fulfilling pre-election promises. The study will present 4 pre-election surveys

and, within them, selected thematic areas that will point to the need for a change in marketing communication within the framework V predchddzajicich dvoch éislach sme prezentovali vnimanie hodnét,
of political marketing in the Slovak Republic slovenskymi a arabskymi respondentmi. V tomto prispevku sa zameriame

na nazory ohladne Zivota a vnimanie problémov vo svojej krajine.
Kontakt na autorov | Address doc. PhDr, Eva Smolkov4, CSc., Univerzita Komenského v Bratislave, Fakulta V marci 2017 sme uskutoénili kvantitativny prieskum - $tandardizované
managementu, Katedra marketingu, Odbojarov 10, 820 05 Bratislava 25, e-mail: eva.smolkova@fm.uniba.sk online dopytovanie prostrednictvom e-mailu a socidlnych sieti. Podarilo
Mgr. Samuel Smolka, PhD., Univerzita Komenského v Bratislave, Fakulta managementu, Katedra marketingu, sa nam ziskat 42 odpovedi od arabskych respondentov (z viac nez piatich
Odbojarov 10, 820 05 Bratislava 25, e-mail: samuel.smolka@fm.uniba.sk arabsky hovoriacich krajin) a aby sme nemali prili$ nevyvaZzentii vzorku,

tak ani vzorka slovenskych respondentov nebola rozsiahla a dosiahla
15. mdj 2018 /17. maj 2018 pocet 61. Blizsi popis vzorky a metodiky prieskumu je uvedeny v prvom
prispevku. Ked'Ze nebolo v nasich silach zabezpecit reprezentativnost

vzorky, treba tiito Stidiu a jej vysledky chapat s uréitym nadhladom.

Recenzované | Reviewed

Kultiirne rozdiely Geert Hoftstede je holandsky socidlny psycholég, ktory sa
zaobera skimanim rozdielov a interakcii v rdmci narodnych a organizac¢nych vzorcov
medzi r6znymi kultirami. Hofstede definoval kultiru ako kolektivne programovanie
vedomia, ktoré odlisuje urcitd cast globdlnej spolo¢nosti od inych. Zistil, Ze kultirne
rozdiely vedid k rozdielnemu ponimaniu mordlnych hodnét a na zdklade toho $peci-
fikoval dimenzie kultirneho modelu. Tieto kultirne rozdiely najprv urcil pomocou
Styroch hlavnych dimenzii, a to je vzdialenost moci, individualizmus vs. kolektiviz-
mus, maskulinita vs. feminita a obavy z neistoty. Neskér pridal eSte piatu dimenziu
dlhodobd vs. kratkodobt orientdciu a Siestu dimenziu zamerand na vztah k p6zitkar-
stvu vs. k zdrzanlivosti (Hofstede 2018).

Mocensky odstup - vztah k autoritdm. Mocensky odstup, resp. vztah k au-
toritdm, definuje Hofstede ako rozsah, v ktorom c¢lenovia inStitdcii a organiza-
cif s mensou mocou v danej krajine predpokladaji a prijimaji skutoc¢nost, Ze moc
je rozdelovand nerovnym sposobom. Pre kultiry s velkym mocenskym odstupom
je charakteristické nerovnhomerné rozdelenie zdrojov a velké rozdiely v postaveni
a pravomoci jednotlivych ¢lenov spolo¢nosti. V takejto spolo¢nosti je priznacné, ze
rozhodnutia a ndzory svojich nadriadenych vzdy treba akceptovat a naopak v spoloc¢-
nosti s nizkym mocenskym odstupom su respektovani az vtedy, ked si podriadeni
myslia, Ze rozhodnutia ich nadriadenych st spravne. Na meranie vztahu sa vyuziva
index mocenského odstupu, kde vysoky index predstavuje vysokud hierarchizaciu na
kazdom socidlnom stupni a nizky index naopak predstavuje viacej rovnosti vo vzta-
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hoch. Medzi krajiny s najniz§im indexom mocenského odstupu patri Rakisko, Izrael
a Dansko a krajiny s najvy$§im indexom mocenského odstupu st Malajzia, Panama
a Filipiny (Clearly Cultural 2018).

Individualizmus vs. kolektivizmus. Individualizmus predstavuje mieru, do akej
sa ludia citia byt vzdjomne zavisli alebo nezavisli od skupiny, v ktorej st integrovani
(Hofstede 2018). Vac¢sina Iudi Zije v spolo¢nostiach, kde zaujmy skupiny ako celku pre-
vazujd nad zdujmami individudlnymi. V takychto socidlnych zoskupeniach predsta-
vuje skupina minoritny zdroj vlastnej identity jej jednotlivych ¢lenov, ktori si danej
skupine pocas celého svojho Zivota lojdlni. Len pre mensinu celosvetovej populacie
prevazujd individudlne zaujmy nad skupinovymi. V tychto spolo¢nostiach Iudia seba
vnimajui ako tzv. ,ja” namiesto ,my” a maji tendenciu klasifikovat seba samych viac
podla svojich individudlnych charakteristik nez podla skupinovych (Hoecklin 1995).

V spoloc¢nosti so sklonom k individualizmu st socidlne vazby volnejsie, oca-
kava sa, Ze kazdy je zodpovedny sdm za seba a v spoloc¢nosti viac naklonenej ku ko-
lektivizmu st ludia uz od narodenia integrovani do skupin so silnymi a sidrznymi
vdzbami, ¢asto reprezentovanymi mnohopocetnymi rodinami (strykovia, tety, stari
rodicia), v ktorych sa vyZaduje bezpodmienec¢na lojalita (Machkova 2015).

Maskulinita vs. feminita. Maskulinita ako dimenzia spolo¢nosti preferuje
uspech, hrdinstvo, asertivitu a materidlne odmeny za tspech. Spolo¢nost ako celok
je konkurencieschopnejsia. Jej opak, feminita, uprednostiiuje spolupracu, skromnost,
starostlivost o slabsich a kvalitu Zivota. Spolo¢nost ako celok je orientovand na vse-
obecnu vzdjomnd zhodu. V kontexte podnikatelského prostredia sa niekedy masku-
linita vs. feminita definuje ako ,tvrda” vs. ,makka” kulttdra (Itim International 2017).

Tato kultirna dimenzia vyjadruje ako vnimame zdkladny zmysel Zivota v ur-
Citej spolocnosti, je pomenovana podla typickych muZskych a Zenskych vlastnosti,
rodovych funkcii a hodnoét v danej kultire. Maskulinne orientované kultiry si pri-
znacné rozhodnostou, ambicidéznostou a st zalozené viac materialisticky. Kultira
spolo¢nosti, ktord ma tendenciu sa pribliZovat k maskulinite, ma konkuren¢nd vy-
hodu v podnikoch, ktoré sa zameriavaji na efektivitu a rychlost, kde prioritou je po-
danie urc¢itého vykonu. Kultiira, ktora m4 blizsie k feminite, naopak uprednostnuje
dobré medziludské vztahy, je citlivejSia a medzi priority patri kvalita Zivota. Je za-
merand viac na socidlne oblasti ako napr. sluzby a ekolégiu. Medzi kulttiry, v ktorych
prevldda maskulinny charakter, patria Japonsko (najvyssi dosiahnuty stupen z celé-
ho sveta), USA, Velkd Britdnia, Taliansko, Nigéria. Krajiny, u ktorych prevazuje cha-
rakter feminity, si Holandsko, severské krajiny, Island, Chile, Thajsko (Smith 2012).

Vyhijbanie sa neistote. Tito dimenzia predstavuje, do akej miery dokaZe spo-
lo¢nost celit nezndmym a necakanym situdcidm, akd velkd potrebu ma vyhybat sa
situdciam, ktoré predstavujui ohrozenia a zabranovat vzniku tychto situacii. V kul-
tdirach s nizkym indexom je neistota povaZovana za beznu stcast zivota, takato spo-
lo¢nost ja povazovana za menej striktnd a konzervativnu, Iudia v nej sd vSeobecne
tolerantni, viac otvoren{ diverzifikadcii a dokonca aj riziku, si spontdnnejsi a impul-
zivnej§i. Naproti tomu spolo¢nosti s vysokym indexom vyhybania sa neistote, maja
tendenciu vyhnit sa akémukolvek pocitu neistoty, vytvaraju si systém, v ktorom sa
drzia pevnych pravidiel a takisto st zmiereni aj s moznymi sankciami vyplyvajici-

mi z ich nedodrziavania, majd vela formalnych zdkonov a pravidiel, ktoré upravuji
prava a povinnosti socidlnych subjektov, nedéveruji inovdcidm a zmendm a celkovo
sd vystaveni viac stresu a izkosti. Medzi krajiny s nizkym indexom vyhybania sa ne-
istote patria Singapur, Dansko a Svédsko a krajiny s vysokym indexom st Grécko, Gu-
atemala a Portugalsko (Clearly Cultural 2018).

Dlhodobd vs. krdtkodobd orientdcia. Dlhodob4 orientdcia sdvisi so zmenou.
V dlhodobo orientovanej kultire je zakladna predstava o svete takd, Ze je neusta-
le v pohybe a je potrebné byt vzdy pripraveny na budicnost. V kratkodobo oriento-
vanej kulttdre je svet v podstate taky, ako bol stvoreny a minulost sliZi ako mordlny
kompas aj pre budicnost a jej akceptovanie a dodrziavanie je povazované za moral-
ne prospesné (Hofstede 2018). V dlhodobej orientdcii si spolo¢nosti zamerané viac na
budicnost, na ktorl sa pripravuju aj tym, Ze si sporia peniaze, investujy, st vytrvali,
akceptuji zmeny, uprednostiiuji dlhodobé zdvizky a o¢akavaji budice odmeny. Na-
opak kultiry s kratkodobou orientdciou sd viac zamerané na minulost a pritomnost,
preferuji skér minanie peniazi na sicasni spotrebu, dodrziavajui socidlne ritualy
a tradicie, spolocenské konvencie. Velmi d6lezitou hodnotou pre spolo¢nost s dlhodo-
bou orientédciou je rodina. Deti si odmali¢ka vychovdvané k vytrvalosti a trpezlivos-
ti pri dosahovani svojich cielov. St vedené k iprimnosti, spolahlivosti a schopnosti
prispésobit sa. V kultirach s kratkodobou orientdciou moézZeme pozorovat dva hlavné
trendy. Prvy smeruje k reSpektovaniu socidlnych pravidiel a nasledovaniu socidlnych
trendov. Druhy smeruje k okamzitému uspokojovaniu potrieb (Hofstede, G. a Hofste-
de, G. J. a Minkov 2010, s. 236).

Pozitkdrstvo vs. zdrZanlivost. PoZitok je o prijemnych veciach v Zivote. V kulti-
re orientovanej na pozitok je dobré byt slobodny. Robit sa m4 to, ¢o vim vase impulzy
a podnety hovoria, Ze je to pre vis dobré. Priatelia st do6lezit{ a Zivot m4 zmysel. V zdr-
zanlivej kultire prevlada pocit, Ze Zivot je tazky a povinnosti namiesto slobody pred-
stavuji normalny stav bytia (Hofstede 2018). Jeden pdl dimenzie je charakterizovany
pocitom, Ze ¢lovek sa mo6ze spravat tak, ako sa mu paci, mozZe utricat peniaze, uzivat
si volnocasové a zdbavné aktivity s priatelmi alebo sdm, ¢o mu prinésa pocit relativ-
neho stastia. Na opacnej strane dimenzie nachddzame pocit, Ze jednanie ¢loveka je
obmedzené r6znymi spolo¢enskymi normami a zdkazmi a pocitom, ze uzivanie si,
minanie peniazi a p6zZitkdrstvo je povazZované za nieco nespravne (Hofstede, G. a Hof-
stede, G. J. a Minkov 2010, s. 278).

Hofstedeho Sestdimenziondlny model umozZnuje porovndvat rozne kultiry
tym, ze priraduje jednotlivym ndrodom vysledné hodnoty z intervalu od 1 do 120. Na-
priklad porovnanie Slovenska so Saudskou Ardbiou a Kuvajtom (5. a 6. dimenzia za
Kuvajt nebola uvedend) naznacuje, ze arabské krajiny predstavuji uzsie vazby v spo-
lo¢nosti (kolektivizmus), aj ked ani Slovensko nevys$lo ako individualistické (Graf 1).
Slovensko je viac orientované na tispech, kde je status velmi délezity a ludia chct vy-
nikntit a byt ¢o najlep§imi (maskulinita), arabské krajiny viac dbaji na spravanie res-
pektujice zauzivané pravidla (vyhybanie sa neistote), st viac normativne a preferuji
dodrzZiavanie tradicii (krdtkodobd orientdcia) a Slovensko je skor zdrzanlivejSia spo-
lo¢nost, ktorda ma podla Hofstedeho (Hofstede Insights 2018) tendencie k cynizmu
a pesimizmu (zdrZanlivost).
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GRAF 1: HOFSTEDEHO 6-DIMENZIONALNY MODEL PRE SLOVENSKO, SAUDSKU ARABIU A KUVAJT; ZDROJ: HOFSTEDE

INSIGHTS (2018)

Ndzory na Zivot v slovenskej a arabskej kultdre V nasledujticich otdzkach
sme sa zamerali na vychovu a povinnosti generécii v rodine. Najprv sme zistovali,
k ¢omu by mali vychovavat rodicia svoje deti (Tabulka 1). Vek deti sme bliZsie nespeci-

fikovali a ani sme nezistovali, ¢i maji respondenti svoje vlastné deti.

Slovaci (%) | Arabi (%) P

Nabozenska viera 9,8 71,4 0,00
Samostatnost 73,8 40,5 0,00
Pracovitost 42,6 69,0 0,01
Poslusnost 8,2 28,6 0,01
Odhodlanost a vytrvalost 443 21,4 0,02
Predstavivost 31,1 1,9 0,02
Pocit zodpovednosti 60,7 76,2 0,10
Ohladuplnost kinym ludom 73,8 571 0,10
Nesebeckost 34,4 21,4

Slu$né spdsoby 75,4 66,7

Hospodarnost 39,3 40,5

TABULKA 1: VLASTNOSTI, KU KTORYM MOZU VYCHOVAVAT RODICIA SVOJE DETI; ZDROJ: VLASTNE SPRACOVANIE
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Najvacsi podiel Slovdkov uviedol, Ze rodic¢ia by mali viest svoje deti k sluSnym spo-
sobom, samostatnosti, ohladuplnosti a pocitu zodpovednosti. U arabskych respon-
dentov prevladali pocit zodpovednosti, ndbozenska viera, pracovitost, slusné spésoby
a ohladuplnost k inym Iudom. Na zdklade vysledkov y2-testu dobrej zhody moézeme
tvrdit, Ze sd nasledovné vyznamné rozdiely medzi Slovakmi a arabskymi respon-
dentmi: arabski respondenti sa viac priklanajd pri vychove deti k vedeniu k ndaboZen-

v .

skej viere, pracovitosti a poslusnosti a Slovaci majui zase vacsi sklon k individualizmu
v tom, Ze viac zdéraziiuji samostatnost, odhodlanost a vytrvalost a predstavivost.
Dalsie dve otdzky sa tykali ndzorov respondentov na povinnosti rodicov voéi
svojim defom a naopak, na povinnosti det{ vo&i svojim rodi¢om. Ulohou responden-
tov bolo vybrat si z dvoch tvrdeni to, s ktorym viac stihlasia:
| Povinnostou rodifov je urobit véetko pre svoje deti aj za cenu vlastného
odriekania.
| Rodi¢ia maji svoj vlastny Zivot a nemalo by sa od nich vyZzadovat, aby sa obe-
tovali kvoli svojim detom.

60,7

78,6
54,1
21,4
Urobif maximum Neobetovat sa

GRAF 2: ULOHA RODICOV VOCI SVOJIM DETOM;

[@Slovaci @ Arabi .
ZDROJ: VLASTNE SPRACOVANIE

Aj ked sa vacs§ina z obidvoch kulttr priklonila k tomu, Ze povinnostou rodicov je uro-
bit maximum pre svoje deti, na zdklade y2-testu dobrej zhody (p=0,01) mézeme tvrdit
ze u arabskych respondentov je tento ndzor vyznamne intenzivnejsi, a teda s vo vac-
Sej miere ochotnejsi nez Slovaci obetovat sa pre svoje deti.
Pozreli sme sa aj na rolu deti tak, Ze znovu bolo tilohou respondentov priklonit
sakjednému z tvrdeni:
| Dospelé deti majti povinnost poskytnit svojim rodiéom dlhodobd starostlivo-
st, a to aj na tdkor svojej vlastnej Zivotnej irovne.
| Dospelé deti majui svoj vlastny Zivot a nemalo by sa od nich Ziadat, aby obeto-
vali svoju zZivotnu droven kvdli svojim rodi¢om.

73,8

39,3

26,2

Postarat sa Neohetovaf sa

mslovac  mArabi VLASTNE SPRACOVANIE

Viacsina Slovakov aj arabskych respondentov sa domnieva, Ze dlohou deti je postarat

sa o svojich rodicov, aj za cenu vlastného odriekania. M6Zeme konstatovat, Ze respon-

GRAF 3: ULOHA DETI vOCI RODICOM; ZDROJ:
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denti z obidvoch kultir vnimaji zodpovednost jednej generacie voci druhej a naopak,
no v arabskej kulttre je to o nieco intenzivnejsie.

V dotazniku sme uviedli aj sériu dvandstich vyrokov a tilohou respondentov 3,97 3,93
- 380 598375375372

bolo oznacit na Likertovej Skdle mieru svojho stihlasu/nestihlasu s nimi, pricom 358

5 znamenalo ,Gplne sihlasim® 4 ,sihlasim”, 3 ,ani nestihlasim ani sihlasim® 2 ,ne-
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Arabski respondenti sa nestotoznili jedine s pocitom zlyhania, s ostatnymi tvrdenia-
mi sihlasili, pricom najintenzivnejsi stithlas dali pocitu, Ze Zivot v ich krajine sa sté-
va skor hor$im nez lepSim. St reSpektovani svojim okolim a venujui sa hodnotnym
¢innostiam.

Zaver

V tomto prispevku sme sa zamerali na zistovanie ndzorov na vychovu
a roly v rodine a tieZ na vnimanie seba samého v ramci spolo¢nosti. Obidve kultd-
ry sa zhodli na tom, Ze rodic¢ia by mali viest svoje deti k slusnosti a ohladuplnosti, ale
aj zodpovednosti. Najvacsie rozdiely pri vychove sa preukédzali v tom, Ze arabski res-
pondenti povazuju za doblezité viest svoje deti k nabozenskej viere, pracovitosti a po-
slusnosti, a Slovaci zas viac zdoraznuji samostatnost, odhodlanost s vytrvalostou
a predstavivost. Obidve skupiny respondentov sa prikldnaji k tomu, Ze tilohou rodicov
je urobit v8etko pre svoje deti, no aj Ze deti sa v dospelosti majui postarat o svojich ro-
dicov, pricom s tymto ndzorom sa stotoznuje vacsi podiel arabskych nez slovenskych
respondentov.

Dalsie porovnanie ukazalo, Ze arabski respondenti maji vaA¢si pocit zlyhania,
vnimaji menej moznosti presadit sa, citia vacsi reSpekt svojho okolia, vidia vac¢siu
zmysluplnost svojej prace a maju viacSie sebavedomie. No na druhej strane vo vacsej
miere strdcaji nddej v lepSiu budiicnost sveta a viac vnimaju to, Ze zivot v ich krajine
sa skor zhorsuje nez zlepsuje.
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studied in our research. We also focused on the family background and individual s self-perception within the society. Both cultures
agreed that parents should encourage their children to have good manners, be tolerant and responsible. Most differences occur in
that Arabic respondents consider very important to educate their children on the religious faith, hard work and obedience, and Slo-
vaks emphasize the independence, perseverance and imagination.

Although the majority of the two cultures tended to make parental responsibility to do the best for their children even at the
expense of their own well-being we can assert that Arabic respondents have a significantly more intense view on this issue and are
therefore more willing to sacrifice for their children than Slovaks. Most Slovak and Arabic respondents believe that the role of chil-
dren is to take care of their parents, even at the expense of their own well-being while Arabic respondents have more intense view on
this issue as Slovaks.

Another compatrison showed that Arabic respondents have more intensive feeling of failure and of very little chance to show
how capable they are but also more intensive feeling of respect in local area, of what they do in their life is valuable and also of self-
confidence. But on the other side they are less optimistic about the future of the world and they more consider that for most people

in their country life is getting worse rather than better.
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TEXT | ALEXANDRA FRATRICOVA, MARGARETHE UBERWIMMER,

ROBERT FUREDER

SERVICE INNOVATION PROCESSES

IN SMES IN UPPER AUSTRIA

Due to the increasing global competitiveness, companies have to continuously
expand their offer of innovative products and services. Upper Austria is the

most competitive region of Austria and one of the most innovative regions in
Europe. Despite its success and prosperity, the local SMEs have not yet managed
to exploit their full innovation potential. This paper analyses the literature
background on the topic of innovation in SMEs in the spheres of management

and organization, resources, collaboration, KPIs, and innovation processes, as a
part of the Interreg SIP-SME (Service innovation processes for small and medium-
sized enterprises) project. Subsequently, the results from the in-depth interviews
with Upper Austrian innovation experts are presented and compared to the
literature findings. The authors found that the experts confirmed the necessity of
formalization of processes, the importance of human resources and know-how,
specific organizational and managerial prerequisites, as well as the problematic
areas in the measurement of innovation potential and activities. Differences were
found in the aspects of company attributes and their effect on innovation success
as well as the reasons of employee unwillingness and reluctance to engage in
innovation activities. Problematic areas of implementing innovation in local SMEs
were identified.
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1 Introduction

Upper Austria is considered one of the most prosperous and
competitive regions not only in Austria, but also within the European Union. It is
Austria’s most export-oriented region and to keep the competitive edge, it needs to
keep up with the current developments on domestic and international markets. Even
though innovation as a mean to ensure competitiveness and increase prosperity and
growth has been in the focus of business and government entities, the regional in-
novation potential has not been fully exploited. The local Upper Austrian SMEs are
characterized by a substantial innovation capacity, nevertheless, their innovation
activities are often unconscious and unstructured (Janssen, den Hertog and Kuu-
sisto 2014). This paper introduces the preliminary findings of the Interreg SIP-SME
project (Service innovation processes for SMEs). The project focuses on the Upper
Austrian and South Bohemian regions and is in cooperation with the University of
Applied Sciences Upper Austria, South Bohemian University, Business Upper Aus-
tria- Upper Austria Business Agency, and South Bohemian Science and Technology
Park (JVTP). This paper examines the preliminary findings on the current situation
in Upper Austria with regard to innovation in SMEs, the prerequisites of successful
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innovation processes, managerial and organizational requirements to introduce
and sustain innovation processes, collaboration, and the innovation measurement
methods and tools. The aim of this article is to highlight the current issues of SMEs
in innovation pro processes, and to identify the disparities between the theoretical
background and the actual market practices in the Upper Austrian region as seen by
local innovation experts, and to determine potential improvement possibilities to
ensure further exploitation of the innovation capabilities of local SMEs.

2 Theoretical background SMEs are the backbone of economy, helping with

knowledge spillover and as job creators (European Commission 2014). Due to their
importance, professionals have been increasingly interested in the role of innova-
tion in the context of SMEs, the prerequisites of successful innovation introduction,
and its measurement. Although some believe that the limited financial resources
might pose a threat to the overall innovation capabilities of the small business en-
tities, other scientists argue that SMEs might be successful innovators, as the most
important organizational assets are the employees, and the know-how and innovati-
ve ideas they bring to the company (Ahmed 1998; Neely and Hii 1998; Nehmeh 2009;
Rosenbusch, Brinckmann, and Bausch 2011; Yesil and Sozbilir 2013). A critical ante-
cedent to ensure full potential of the employee know-how is administered within the
organization, the SME has to create an appropriate organization climate and a cul-
ture of creativity and learning (Storey et al. 2016). It should be a culture where dia-
logue, collaborative learning within the team, and knowledge sharing is encouraged
(Liu 2009). These activities act as a mean to decrease the feelings of anxiety and fear
of the employees and increase their acceptance of possible failures and errors in the
innovative processes, which are often characterized by uncertainty and vagueness
(Kao et al. 2015).

In the service innovation specifically, managerial service awareness is crucial.
It is necessary that the managers realize a service forms a significant portion of the
revenue creation and is not only an add-on. This awareness then spreads through
the whole organization and other employees adopt the S-D logic and accept new ser-
vice ideas. Managers further act as motivators, using verbal persuasion and hands-
-on opportunities to stimulate and encourage subordinates and to create a sense of
openness (Chen, Tsou, and Huang 2009; Kao et al. 2015; Visser 2014). The supervisors
also need to create a climate of informal communication and fun and give their sub-
ordinates a substantial degree of autonomy and job challenge. Giving the employe-
es a possibility to communicate with customers proved to be of advantage as well, as
it increases the market knowledge and the ability to assess customer needs and wis-
hes when creating innovative services and products. The market focus and customer
centricity needs to be present within the whole organization (Jong and Kemp 2003;
Mascitelli 2000; van Riel, Lemmink, and Ouwersloot 2004).

Another organizational prerequisite supporting successful adoption of in-
novation processes is a formal and entity-wide recognition of innovation practices
and processes within the organizational structure. Companies with specifically de-
dicated roles focusing on a development of new services and products have higher
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innovation success compared to their counterparts without formally defined res-
ponsibilities in the innovation process (Kindstrom and Kowalkowski 2015; Kowal-
kowski 2016).

The fact that the company operates on the market for a long time does not ne-
cessarily have to have a positive impact on the organization and its innovation po-
tential. On the contrary, younger entities are better at radical innovations. The size
of the enterprise might play a role as the newly-established companies might not
have enough resources to invest into innovation processes, might not be able to ab-
sorb possible innovation failures as their bigger counterparts, or might lack workfor-
ce dedicated to innovation activities. Nevertheless, some believe that if the company
finds enough resources to devote to their innovation pursuits, their prospects are
more optimistic and they tend to have more success compared to bigger companies
(Acs and Audretsch 1988; Lee and Chen 2009; Nohria and Gulati 1996; Visser 2014).

Two of the most commonly discussed managerial competences supporting ser-
vice innovation within a company are communication skills and knowledge mana-
gement. The enterprise needs to find a proper communication path to be prepared
for the innovation implementation without overwhelming the employees. While the
decision makers need to be well-informed and the communication flow between all
the actors active in the innovation efforts needs to be constant and effective, more
information sharing is not always more beneficial, as it can lead to the risk of infor-
mation overload (Du Plessis 2007; Rausch et al. 2011; Schilling 2011). A focal point of
knowledge management is the integration and applicability of the know-how, as well
as its further development (Johannessen, Olsen, and Olaisen 1999).

Even though formalization of services is necessary for standardization and to
take advantage of possible repetition and decrease of costs, the complexity of servi-
ce innovation processes makes it often impossible. Service innovation can develop
irrespective of the level of service formalization, however, the revenues from new
services and products are higher in companies using well-established processes com-
pared to the companies without a formal innovation process in place; the former re-
port 47% while the latter only 35% (Kindstrom and Kowalkowski 2015; Lorenz, Burger,
and Hottum 2012; Robbins and O'Gorman 2016; Toivonen and Tuominen 2009). If ser-
vice innovation processes exist, they need to be open and driven by the customer ne-
eds. As the knowledge of the particular service provider is essential for the service
development and service performance, a knowledge management system might be
of significant value. Before the company develops specific innovation processes, it
should collect information about its competitors and suppliers, and incorporate the
knowledge gained into the process design (Larsen and Lewis 2007, Storey et al. 2016;
Toivonen and Tuominen 2009).

A measurement system to assess the innovation potential and innovation suc-
cess should encompass a multidimensional view of the company performance. The
innovation outputs should be linked to the inputs assigned to the specific innovation
development. The measurement should be process-oriented and present at various
stages of the innovation lifecycle (Cruz-Cazares, Bayona-Saez, and Garcia-Marco 2013;

Dewangan and Godse 2014). However, to define a set of indictors to measure inno-
vation and its success proved to be difficult and problematic due to the complexity
and inadequacy of the indicators currently in use (Gotsch and Hipp 2012; Nelson et
al. 2014).

“Managers have only a vague sense of their company'’s overall innovativeness;
they have little or no means to assess the effectiveness and efficacy of a particu-
lar innovation program. They need tools with which to diagnose impediments—for
example, fear of cannibalization within the existing business or a corporate cultu-
re that's excessively risk averse—to their innovation processes...” (Muller, Valikangas,
and Merlyn 2005, p.1).

Most of the current measurement schemes take into account only products
and not ideas or processes, and focus mainly on financial aspects, which might have
been sufficient during the industrial era, but are inadequate for the current market
environment (Milbergs and Vonortas 2005; Rejeb et al. 2008).

To overcome the possible hurdles faced by SMEs due to their limited resources, it is
advisable to collaborate in innovation efforts with other partners, such as custom-
ers, suppliers, or universities. Engaging in innovation collaboration helps to bun-
dle finances and knowledge, shortens the time to market, and enables risk-sharing
among the organizations (Hertog 2010; Storey et al. 2016; Tyler and Steensma 1998).
SMEs usually form relations with customers, who have the role of knowledge provid-
ers rather than actual executors of innovation activities (Ordanini and Parasuraman
2010). The evidence also shows that strong relations with suppliers or universities
are linked to higher innovation success (Gonzalez-Pernia, Parrilli, and Pefia-Legazk-
ue 2015; Tomlinson 2010). With regard to innovation collaboration with competitors,
the evidence is conflicting. Whereas some claim that it enhances the innovation per-
formance of the company, some believe it might have negative effect on the compa-
ny (Luo, Slotegraaf, and Pan 2006; Peng et al. 2012; Un and Asakawa 2015). A general
problem commonly cited is a potential threat of dominance from the bigger part-
ner, who might dictate the terms and conditions of the innovation collaboration pro-
cess (Rosenbusch, Brinckmann, and Bausch 2011). Collaboration is also one of the key
strengths of the innovation potential of the Upper Austrian region as it has been fo-
cusing on forming international partnerships to cope with increasing competition
(Janssen, den Hertog, and Kuusisto 2014).

3 Evidence from the expert interviews

As a part of the Interreg SIP-SME pro-
ject, the authors conducted ten in-depth interviews with innovation experts from the
Upper Austrian and South Bohemian regions. In this paper, the results from the five
interviews conducted in the Upper Austrian region are discussed. In the subsequent
project steps, the authors will analyze the comparison of both regions and the appli-
cation of the findings. The experts from both regions were chosen by the Business
Upper Austria and the South Bohemian Science and Technology Park, as these pro-
ject partners are in long-term cooperation with local companies and experts and can
therefore assess and select respondents appropriately. Each interview took approxi-
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mately 1.5 hours and was conducted at the premises of the specific company. 40 open
questions examined the current situation of SMEs in the region, innovation proces-
ses, organizational and managerial prerequisites of innovation, KPIs, formalization
of innovation processes, collaboration, and innovation measurement tools. To en-
sure that diverse points of view were encompassed in the expert analysis, the project
partners agreed on the following attributes and roles of the experts chosen for the
interviews:
| Owner or manager of an SME, which is known for its innovations.
| Innovation leader of a specific industry- not necessarily SME anymore, but
someone who has not lost the knowledge about SMEs.
| Innovation policy maker.
| Consultant for innovation processes.
| SME manager who is not known for innovation, but is willing to innovate and
represents a “critical voice” in the region.

The experts chosen are professionals in the biotechnology, software, machinery, con-
sulting, and energy industries. The interviews were recorded, and later transcribed
and analyzed. The experts identified the most crucial aspect of innovation in the Up-
per Austrian region to be networking and the human resources. A concern was voi-
ced several times, that in the future, there might be a lack of qualified workforce, and
therefore, not enough knowledgeable personnel to perform innovation activities. The
experts also identified the three organizational prerequisites supporting innovative
activities and capabilities among its employees; resources, incentives, and organiza-
tional approach. The most crucial resources to be provided by the company to ensure
effective innovation practices were giving enough time for the employee to innovate
as well as financial and material support. Another important aspect acknowledged
was the incentive system for the employees, which needs to be in place to award in-
novation activities. Lastly, the organizational approach was recognized as a crucial
prerequisite, which means that the company needs to decide if it wants to differen-
tiate through innovation, and if yes, it needs to develop a systematic organizational
approach to innovation.

When assessing if the age and size of the company affect its innovation poten-
tial, all experts agreed that the actual size does not have any negative influence on
innovation, contrary to most of the evidence from the literature (Acs and Audretsch
1988; Lee and Chen 2009; Nohria and Gulati 1996; Visser 2014). Although as some ex-
perts stated, innovation can develop through customer intimacy, and it is easier for
smaller companies. Nevertheless, the age of the company or the personnel was iden-
tified as an important indicator of innovation success. The experts stated that youn-
ger individuals in younger companies have a tendency to be more innovative.

Even though the literature review showed that the reason behind the unwil-
lingness of employees to innovate is the feeling of anxiety and fear of ambiguity
and errors, the experts stated that the most common reason for employee reluctan-
ce is the lack of specific and defined organizational innovation structures within
the company (Kao et al. 2015). The experts believed that the most predominant rea-

son employees are unwilling to take part in innovation creation is because it is not
an official company objective, as well as not having the innovation activities embed-
ded into the structure of the company with formal models in place. As the most pre-
valent motivation to engage in innovation activities, the experts named the actual
personality of the employee. In accordance with the evidence from literature, service
awareness is crucial, and the lack of it was identified as one of the main organizatio-
nal hurdles hindering innovation efforts in SMEs (Chen, Tsou, and Huang 2009; Kao
et al. 2015; Visser 2014). Moreover, problems with organizational culture were also
acknowledged; if there is a resistance towards new processes and ideas, the innova-
tion effort will not flourish in the company. The experts also supported the literatu-
re findings showing that the main motivation for SMEs to innovate is their survival.
SMEs adopt a rather reactive approach to negative changed on the market (such as
decreasing revenue or market share) rather than proactively seeking new possibili-
ties for innovation. In line with the literature findings were also the competencies a
manager should have to be able to support innovation within companies. The most
important trait of a manager was stated the communication skills (Du Plessis 2007;
Rausch et al. 2011; Schilling 2011). Secondly, the manager should have good manage-
rial skills in allocating time and resources for the employees to enable them to inno-
vate. The ability to develop specific capabilities in his own organization, as well as
being market-focused, able to assess the capabilities of the organization realistical-
ly, being open-minded and a motivator, but not to overpromise to the customers were
identified as vital assets as well.

The most common partners to collaborate in innovation activities in Upper
Austria are friendly customers and universities. Universities being the easiest to
work with as the know-how is kept secure within the company and the processes and
activities are science-based. Suppliers were identified as the third most common col-
laboration partner, followed by complementary companies (such as hardware and
software companies working together). According to the experts, it is not common
that a competitor is chosen as a collaboration partner due to the overall lack of trust.
As the literature suggested, the main reasons to engage in innovation networks is to
compensate for the possible lack of resources, to access know-how, share ideas and
impulses, as well as because of the fear of missing out. To the problematic areas be-
long legal problems, strict contracts, the fear of imitation, know-how leakage, wrong
selection of a partner, and a lack of project management. Some of the medium-si-
zed enterprises engage in cross-border collaboration as well; the main reason being
the overall export-orientated character of the region and the necessity to access new
markets. The main problems SMEs face when engaging in cross-border collaboration
were identified; language barriers, not knowing any adequate partner in the foreign
country, and the lack of information provided about the innovation possibilities of
cross-border activities, networking, and funding.

As the literature suggests, formalization of innovation processes increase the
performance and success of innovation (Kindstrom and Kowalkowski 2015; Lorenz,
Burger, and Hottum 2012; Robbins and O'Gorman 2016; Toivonen and Tuominen
2009). The experts recommended allocating resources for guidelines and processes
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formalization, as they give a direction and orientation to the company. To design me-
aningful processes, one should analyze the daily business of the company, and create
atailor-made solution. The customers should be kept in the focus and the final struc-
ture cannot be overly complex. To the most well-known innovation models used by
SMEs in Upper Austria belong Design Thinking and Stage-gate. According to the ex-
perts, the proportion of SMEs in Upper Austria using well-formulated and conscious
innovation processes is difficult to assess. While over half of the companies working
with the Mechatronic cluster use some specific processes, the overall regional num-
ber is significantly lower. When it comes to the company specifications, only those
with 50 and more employees tend to have some innovation processes in place. Some
of the experts also doubted the benefit provided to the companies by process forma-
lization if the company is of small size. However, the bigger the company, the more
beneficial the process formalization.

With regards to KPIs used by SMEs in Upper Austria, the experts concluded that
the proportion of companies applying some indicators to measure innovation suc-
cess is relatively low. Smaller companies were said to have problems defining what
innovation in fact is, and if some KPIs were used, those focused mainly on the finan-
cial aspects of the company. Larger companies are more likely to track their inno-
vation potential and success, and use KPIs related to project management, Kaizen
indicators, R&D quota, or a percentage of sales with products that did not exist 3 ye-
ars ago. The experts confirmed the literature findings with the description of the
potential measurement system. It should ideally be structured according to the in-
novation or product lifecycle (Cruz-Cazares, Bayona-Sdez, and Garcia-Marco 2013;
Dewangan and Godse 2014). Moreover, a company should measure the proportion of
the changes in the portfolio over the past 3 years or previously mentioned percenta-
ge of sales with products not existing 3 years ago. The measurement system to track
innovation cannot be too complex and needs to give an overall idea of where the
company stands at the moment compared to the market. As also the literature re-
view suggests, the most crucial resource for the local SMEs is the personnel and their
know-how. The percentage of the turnover dedicated to research and development ac-
tivities in Upper Austrian companies was impossible to identify as it depends highly
on the specific industry. Lastly, the experts expressed their interest in a tool that wo-
uld help the local SMEs to measure and understand their innovation potential, as
well as give them suggestions how to proceed with their innovation processes would
be highly appreciated.

4 Conclusion The article compared the literature findings and the knowled-
ge gained through in-depth interviews with innovation experts from Upper Austria
in the spheres of innovation in SMEs, organizational and managerial prerequisites
supporting innovation, collaboration, KPIs, and innovation processes. Although the
experts supported the major findings from the scientific articles, such as the impor-
tance of human resources and know-how, specific organizational and managerial
prerequisites such as communication skills and knowledge management, the impor-

tance of processes, as well as the problematic areas in the measurement of innova-

tion potential and activities, differences were observed in the effect of age and size of
SMEs on their innovation success as well as the reasons behind employee unwilling-
ness to engage in activities supporting innovation within the company. According to
the experts, some of the Upper Austrian SMEs have problem identifying what innova-
tion in fact is. Moreover, there is a lack of information about cross-border collabora-
tion activities in innovation, which is effectively hindering the possibility to use the
full regional innovation potential and is often preventing the local SMEs from being
present on the foreign markets. Additionally, a substantial proportion of the local
companies do not have any well-formulated and conscious innovation processes and
structures and do not use any KPIs to track their innovation activities and success.
As the experts expressed their interest in an online tool helping the SMEs to measure
and understand their innovation activities and potential, as well as giving the them
information on how to proceed with their innovation efforts, developing and using a
measurement tool assessing the resources, processes, potentials, and problems wo-
uld be one of the improvement possibilities increasing the innovation capabilities of
the SMEs in Upper Austria.

5 Limitations and outlook

The article is a working paper providing an over-
view of preliminary findings from the literature review and the interviews with the
local experts from Upper Austria on innovation in SMEs. Due to the resource constra-
ints, only five experts were interviewed in the Upper Austrian region. Moreover, the
self-reported data could not be independently verified. As the SIP-SME project is still
ongoing, the authors were unable to provide a comparison of the results of the ex-
pert interviews from the Upper Austrian and the South Bohemian regions, and the-
refore assess the possible differences within the regions with respect to innovation
processes in SMEs. The goal of the SIP-SME project is to develop an online tool provi-
ding SMEs the assistance in the measurement of their innovation potential. As the
literature findings and the actual experience of the experts from the region are in
line with only small disparities, the research proved there are no significant hurd-
les in the further development of the content of the online measurement tool. The
authors will elaborate on the research findings and after encompassing the results
of in-depth interviews from the South Bohemian region into the analysis of the mar-
ket situation with regard to innovation processes and SMEs, the innovation measure-
ment tool will be developed.

Pozndmky | Notes The research was conducted as part of the Interreg Austria-Czech Republic SIP-SME pro-

ject funded by the European Fund for Regional Development.
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Résumé Inovaéné procesy sluZieb v malgch a stredngch podnikoch v Hornom Rakiisku

Vdaka rasticej globdlnej konkurencieschopnosti musia spolocnosti neustdle rozsirovat ponuku inovativnych produktov a sluZieb. Hor-
né Rakisko je najkonkurencieschopnejsim regiénom Rakdska a jedngm z najinovativnejSich regidnov v Eurépe. Napriek svojmu dspe-
chu a prosperite miestne podniky eSte nedokdzali vyuZit svoj plng inovacny potencidl. Tento ¢ldnok analyzuje literatdru na tému
inovdcie v malygch a stredngch podnikoch v oblasti riadenia a organizdcie, zdrojov, spoluprdce, klticovijch indikdtorov a inovacngch
procesov ako sticast iniciativy Interreg SIP-SME (Inovacné procesy sluZieb pre malé a stredné podniky podnikov). Ndsledne si prezen-
tované vijsledky z hibkovijch rozhovorov s inovativnymi odbornikmi z Horného Rakdska a porovnané s vijsledkami z literattry. Autori
zistili, Ze experti potvrdili potrebu formalizdcie procesov, vgznam ludskgch zdrojov a know-how, Specifické organizacné a manazérske
predpoklady, ako aj problematické oblasti merania inovacného potencidlu a aktivit. Zistili sa rozdiely v aspektoch atribitov spoloc-
nosti a ich vplyve na dspech v oblasti inovdcie, ako aj v ddsledku neochoty zamestnancov a neochoty zapoijit sa do inovacngch aktivit.

Boli identifikované problematické oblasti implementdcie inovdcii v miestnych MSP.
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IMPACT OF GDPR ON BANKS
IN SLOVAKIA - MARKETING APPROACH. raer..

This paper, through examining the Regulation (EU) 2016/679 of the European
Parliament and of the Council of 27 April 2016 on the protection of natural
persons with regard to the processing of personal data and on the free
movement of such data, and repealing Directive 95/46/EC (General Data
Protection Regulation - short GDPR), aims to demonstrate its significance in
financial sector along with the impact on complex management of marketing
activities inside specific financial institutions. In the theoretical part of this
contribution brief history of data protection and evolution of concept of GDPR
will be explained. Main principles and innovations that are of key importance
for future positive developments in the field will be discussed with emphasis on
relationship between banks and direct marketing. Additionally, selected results
of the primary research oriented on personal data protection from consumers’
point of view in Slovakia will be presented (online questionnaire was fulfilled

by 355 respondents). Further we will try to identify the challenges bank have to
meet while adhering towards the new directive.

Introduction Marketing communication through direct marketing tools, if it is
not requested, can harass the recipient. The recipient may also feel worried about the
misuse of his or her personal data and seek to obtain information about how the or-
ganization has come to its personal data. The basic law, which provides for the protec-
tion of personal data in Slovakia, is the Constitution of the Slovak Republic, according
to which "everyone has the right to protection against unauthorized gathering, disclo-
sure or other misuse of data about their person". In advanced countries of the world, it
is obvious that companies offer customer address databases for rent or provide them
for processing so- brokerage companies. In real Slovak conditions, there is a concern
about the misuse of the data provided in this respect. In the case of private individu-
als, there is also a high sensitivity to commonly available basic information, such as
an address. 2018 will certainly bring many changes and challenges for the banking
sector. At the very beginning the new PSD2 payment regulation come into force. The
months after that will bring new requirements for personal data processing under
GDPR and ePrivacy (the current state of this legislation is discussed). Starchon (2017, p.
95) says that the new Payment Services Directive 2 (PSD2) will bring the new complexi-
ty and dimensions into today’s function of many financial institutions. Banks should
be prepared not only to invest their own capacities in this trend, but also to closely
monitor the emerging startups, analyse the products they bring to market and eval-
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uate them not only in terms of their future impact on the market but also in terms of
their usability in marketing. The new rules will help build relationships with custom-
ers based on greater trust and transparency between customers and banks.

GDPR and Data Protection in Slovakia Personal data protection is covered by
Act no. 122/2013 Coll. (until 24 May 2018) on the protection of personal data and 18/2018
Coll. on the protection of personal data Coll. (effective 25 May 2018). On 1 September
2002, the Office for the Protection of Personal Data set up to monitor the protection of
personal data in public or private sector organizations. The Office ensures the inde-
pendence of the state supervision over the protection of personal data and increases
the standard of legal certainty of citizens of the Slovak Republic in the field of person-
al data protection. Individual data relating to individual natural or legal persons also
protect Law no. 322/1992 Coll. on State Statistics.

After four years of preparation and debate the GDPR was finally approved by
the EU Parliament on 14 April 2016. The regulation took effect after a two-year tran-
sition period and, unlike a Directive it does not require any enabling legislation to be
passed by government; meaning it came into force in May 2018. The EU General Data
Protection Regulation (GDPR) replaces the Data Protection Directive 95/46/EC and
was designed to harmonize data privacy laws across Europe, to protect and empower
all EU citizens’ data privacy and to reshape the way organizations across the region
approach data privacy.

The aim of the GDPR is to protect all EU citizens from privacy and data breach-
es in an increasingly data-driven world that is vastly different from the time in which
the 1995 directive was established. Although the key principles of data privacy still hold
true to the previous directive, many changes have been proposed to the regulatory pol-
icies. The GDPR sets out seven key principles: Lawfulness, fairness and transparency;
Purpose limitation; Data minimisation; Accuracy; Storage limitation; Integrity and
confidentiality (security) and Accountability. These principles should lie at the heart
of your approach to processing personal data (Office for Personal Data Protection 2018).

Lawfullness

FIGURE 1: OVERVIEW OF 7 PRINCIPLES OF GDPR;
SOURCE: JOINLEGAL.BE (2017)

Arguably the biggest change to the regulatory landscape of data privacy comes with
the extended jurisdiction of the GDPR, as it applies to all companies processing the
personal data of data subjects residing in the Union, regardless of the company’s loca-
tion. Previously, territorial applicability of the directive was ambiguous and referred
to data process 'in context of an establishment'. This topic has arisen in a number
of high profile court cases. GDPR makes its applicability very clear - it will apply to
the processing of personal data by controllers and processors in the EU, regardless of
whether the processing takes place in the EU or not. The GDPR will also apply to the
processing of personal data of data subjects in the EU by a controller or processor not
established in the EU, where the activities relate to: offering goods or services to EU
citizens (irrespective of whether payment is required) and the monitoring of behav-
iour that takes place within the EU. Non-Eu businesses processing the data of EU citi-
zens will also have to appoint a representative in the EU (eugdpr.org 2018).

Under GDPR organizations in breach of GDPR can be fined up to 4% of annual
global turnover or €20 Million (whichever is greater). This is the maximum fine that
can be imposed for the most serious infringements e.g. not having sufficient custom-
er consent to process data or violating the core of Privacy by Design concepts. There
is a tiered approach to fines e.g. a company can be fined 2% for not having their re-
cords in order (Article 28 of Regulation), not notifying the supervising authority and
data subject about a breach or not conducting impact assessment. It is important to
note that these rules apply to both controllers and processors - meaning 'clouds’ will
not be exempt from GDPR enforcement.

The conditions for consent have been strengthened, and companies will no long-
er be able to use long illegible terms and conditions full of legalese, as the request for
consent must be given in an intelligible and easily accessible form, with the purpose
for data processing attached to that consent. Consent must be clear and distinguisha-
ble from other matters and provided in an intelligible and easily accessible form, us-
ing clear and plain language. It must be as easy to withdraw consent as it is to give it.

Under the GDPR, breach notification will become mandatory in all member
states where a data breach is likely to ,result in a risk for the rights and freedoms of
individuals® This must be done within 72 hours of first having become aware of the
breach. Data processors will also be required to notify their customers, the control-
lers, “without undue delay” after first becoming aware of a data breach.

Part of the expanded rights of data subjects outlined by the GDPR is the right
for data subjects to obtain from the data controller confirmation as to whether or
not personal data concerning them is being processed, where and for what purpose.
Further, the controller shall provide a copy of the personal data, free of charge, in an
electronic format. This change is a dramatic shift to data transparency and empow-
erment of data subjects.

Also known as Data Erasure, the right to be forgotten entitles the data subject
to have the data controller erase his/her personal data, cease further dissemination
of the data, and potentially have third parties halt processing of the data. The condi-
tions for erasure, as outlined in Article 17 of Regulation, include the data no longer
being relevant to original purposes for processing, or a data subjects withdrawing
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consent. It should also be noted that this right requires controllers to compare the
subjects” rights to ,the public interest in the availability of the data” when conside-
ring such requests.

GDPR introduces data portability - the right for a data subject to receive the
personal data concerning them, which they have previously provided in a ,common-
ly use and machine readable format” and have the right to transmit that data to
another controller.

Privacy by design as a concept has existed for years now, but it is only just beco-
ming part of a legal requirement with the GDPR. At its core, privacy by design ca-
11s for the inclusion of data protection from the onset of the designing of systems,
rather than an addition. More specifically ,The controller shall..implement appro-
priate technical and organisational measures..in an effective way.. in order to meet
the requirements of this Regulation and protect the rights of data subjects”. Article
23 of Regulation calls for controllers to hold and process only the data absolutely ne-
cessary for the completion of its duties (data minimisation), as well as limiting the
access to personal data to those needing to act out the processing.

From the official paper published by European Commission (2018b) is clear that
controllers are required to notify their data processing activities with local Data Pro-
tection Authorities (DPAs), which, for multinationals, can be a bureaucratic night-
mare with most Member States having different notification requirements. Under
GDPR it will not be necessary to submit notifications / registrations to each local DPA
of data processing activities, nor will it be a requirement to notify / obtain approv-
al for transfers based on the Model Contract Clauses (MCCs). Instead, there will be in-
ternal record keeping requirements, as further explained below, and Data Protection
Officers (DPO) appointment will be mandatory only for those controllers and proces-
sors whose core activities consist of processing operations which require regular and
systematic monitoring of data subjects on a large scale or of special categories of data
or data relating to criminal convictions and offences. Importantly, the DPO:

| 1. Must be appointed on the basis of professional qualities and, in particular,

expert knowledge on data protection law and practices.

| 2. May be a staff member or an external service provider.

| 3. Contact details must be provided to the relevant DPA.

| 4. Must be provided with appropriate resources to carry out their tasks and

maintain their expert knowledge.

| 5. Must report directly to the highest level of management.

| 6. Must not carry out any other tasksthat could resultsin a conflict of interest.

GDPR and Banking Sector
declarations should be accompanied by serious preparations for compliance. In this

According to Piwik PRO, it would seem that such

case, however, awareness isn't translating into real action. Or at least this is what re-
cent surveys show. According to a survey cited in a recent Financial Times article,
76 percent of IT executives at financial services firms (including banks) believe they
face serious challenges in becoming compliant with GDPR.

Karolina Lubowicka from Piwik PRO (2017) recently found out that the conclu-
sions of the recently published Symantec’s ,State of European Data Privacy Survey”
show that many businesses are not ready for new regulation. This study gathered in-
formation from more than 900 business and IT decision makers in France, Germa-
ny, and the United Kingdom. It reveals that the majority of European businesses are
concerned about compliance with the new GDPR regulation, and nearly one in four
of them predict that they won't be fully compliant when the regulation enters into
force. Banks should be aware that not being ready for GDPR can result in adminis-
trative fines which can go as high as €20 million or 4 percent of the global annual
turnover of a company. A report from the data security solutions company AllClear
ID states that European banks alone could face fines totalling €4.7 billion in the first
three years of the General Data Protection Regulation. That's roughly the annual
budget of Malta or Iceland.

Moreover, banks also risk the possibility that affected individuals make claims
that are significantly higher than fines resulting from regulatory breaches. Aside
from the monetary effect, a gap in the data protection framework of a bank can lead
to a significant loss of reputation if it is unveiled. Especially banks, which are heavily
reliant on the customers’ trust, need to protect their reputation and use it as an asset
to face the increasing competition from fintech companies and alleviate the migra-
tion of existing customers. In total, estimated costs for each record of compromised
data typically range from 150 to 200 €—including direct costs associated with detec-
tion, notification, restoration, forensics as well as indirect costs reflecting the risk
of law suits, loss of consumer confidence and subsequent loss of funding. Therefore,
it is extremely crucial to address the changes arising from the GDPR.

According to BankingHub (2017), several aspects of special relevance for the
organization, processes and systems of a bank are identified, which need to be ad-
dressed in order to achieve compliance with the GDPR. Banks need to establish a pri-
vacy office and privacy change agenda as well as senior management reporting on
personal data protection, develop and implement a target operating model for data
protection governance with policies and a framework including organization, pro-
cesses and roles / responsibilities (controller, data protection officer, etc.) and final-
ly roll out a defined, bank-wide privacy organizational setup, implement committees
and integrate new roles in the existing network. Afterwards there are certain steps
to be implemented in the area of processes, for example implementation of process-
es for relevant personal data scope identification (personal data required by regu-
lations vs. non-required), definition and implementation of processes for customer
consent management, disclosure of stored personal data, correction of wrong per-
sonal data, right to erasure and portability and design, implement and document
privacy impact assessments and train respective persons in the relevant process-
es. And finally an update and control on systems is crucial in form of review and
adaption of current IT architecture regarding data storage, transformation and pro-
cessing of personal data to fulfil GDPR requirements, expandition of Metadata Man-
agement (incl. Metadata Management Systems) and establish / expand data lineage to

49



comply with data protection requirements and performance a personal data invento-
ry the creation of a harmonized business glossary and mapping of all personal data.

The three core areas are supplementary and each of them needs to be covered
in order to become compliant. Even the best banking systems and processes are not
able to compensate for a gap in the organizational structure of the bank, such as a
lack of the mandatory data protection officer. By breaking down the high-level re-
quirement analysis to a more practical approach, several key GDPR articles with the
highest immediate relevance for the banking sector can be identified.

Article Description f e“f f

Much broader territorial scope extends applicabily to organizations outside of the EU ||~ || "

scope

processing data relating to EU citizens

=) =
o g
ES %

]

consent

Stricter requirements regarding expll Icil conloﬁl to the storage and inmfnrmnllﬁn of
data, which has to be obtained and documented

dCcCess

Information on controller and the stored MMI data has to be granléd to the data
subject

rectification

Incorrect data has to be rectified without undue delay upon request from the data
subject

erasure

“New .reqmrement 1o delete data if it is no longer used for the purpose it was or;nally.

collected or if consent for the storage of data is revoked

portability

Individuals have the right to request copies of personal data in a structured,
commonly used and machine-readable format

DP by design
and by default

Data protection by design and by default have to be ensured via developing default
privacy protection mechanisms and by imp ting itoring p

u Notification
requirements

Data breaches must be reported to the supervisory authority and communicated to the

18| Data protec-
tion officers

respective data subject(s), posing potentially severe reputational risks

‘A data protection officer has to be nominated as dedicated role to closely monitor ||/

internal compliance with the GDPR

W

\
\.

-champlianée can result in serious fines of up to EUR 20 m or 4% of the total worldwide

annual turnover—private enforcement is expected to further increase that impact

FIGURE 2: OVERVIEW OF SELECTED GDPR REQUIREMENTS; SOURCE: GENERAL DATA PROTECTION REGULATION

BY BANKINGHUB (2017)

Marketing and GDPR

‘- Low impact on banks Medium impact on banks ' High impact on banks

According to Tapp et al. direct marketing is a method of

v

marketing based on individual customer records held on a database. These records
are the basis for marketing analysis, planning, implementation of programmes and
control of all this activity. So where direct marketing is concerned, GDPR complete-
ly changes the way businesses think about handling data. Direct marketers will need
to demonstrate how their organization meets the lawful conditions and principles
of GDPR. If an organization cannot prove how they have obtained consent the likeli-
hood is that they will be fined. The collection of data needs to be relevant for the pur-
pose. This means if company runs a campaign or competition, they can only use the
information for that purpose. Creating another purpose to use that information will
need further consent from the data subject. This represents complication for marke-
ting as a common practice has been to grow databases using these methods.

A marketing database can best be pictured as an electronic version of an of-
fice filling cabinet, holding records of customers. Imagine each customer’s record
held on a card, detailing the customer’s personal details, transactions (sales) and
communication history with the particular company. The cards are held in various
files according to, say, which products the customer has bought. The entire set of re-
cords is cross-referenced against the other files so that customer can be selected ac-
cording the different characteristics. So that means that database is a collection of
data records in a list that can be manipulated by software. A data record is the en-
tire set of information that is associated with one customer. A data field is one term
of data within record: for example, a name, one line of an address, the number of a
type of product bought and so on (Tapp et al. 2014). In these terms they will need to be
cleansed and reviewed to ensure organization can identify if consent has been grant-
ed lawfully and fairly, whether it is being used for explicit and legitimate purposes,
what data has been collected, and the accuracy of that information.

Experts from Smartinsights (2017) say that consent plays a very big part in digi-
tal and direct marketing as the Data Controller and processor has to adhere to a clear
set of boundaries. The rule of thumb is that consent must be given and not assumed.
Corporations need to update their websites and change the language they use to clar-
ify the purpose of collecting the data and what it is going to be used for. Then there
is a physical action such as having an opt-in box so they can record how the data sub-
ject gave consent. In the past, the purposes of using personal data would have been
written in lengthy legal and corporate jargon. However, in GDPR the purpose has to
be unambiguous, clear and simple. If it is not then it will not be accepted. For clar-
ification Personal Data is name, an identification number, location data, an online
identifier or to one or more factors specific to the physical, physiological, genetic,
mental, economic, cultural or social identity of that natural person. If we are focus-
ing on online identifiers, IP addresses, cookies, mobile IPs and even search engines
will fall into scope of GDPR.

According to SmartInsights (2017) a lot of companies are terming GDPR as the
biggest shake up in data protection in 20 years. The very nature of digital marketing
is monitoring behaviour by tracking individuals online to create profiles, in particu-
lar to analyse or predict aspects concerning the natural person’s personal preferenc-
es, interests, reliability, behaviour, location or movements. Territorial scope (Article
3 of Regulation) specifically applies to the monitoring of behaviour. For a lot of mar-
keters there is a significant possibility that they will need to reassess all of their da-
tabases and best practices to ensure they meet with the regulation.

END OF PART I.
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Résumé Dopad GDPR na banky na Slovensku - marketingovy pristup. Cast I.

Prispevok prostrednictvom rozboru Nariadenia Eurépskeho parlamentu a Rady Eurépy (EU) & 2016/679 z 27. aprila 2016 o ochrane

fyzickgch osdb pri spracovani osobngch tidajov a volnom pohybe takgchto tdajov a o zruSeni Smernice 95/46/EC (GDPR) md za ciel

demonstrovat svoj vijznam vo finan¢nom sektore spolu s dopadom na komplexné riadenie marketingovych aktivit v rdmci Specifickgch
financnych institdcii. V teoretickej Casti tohto prispevku bude vysvetlend strucnd histdria ochrany ddajov a vivoj koncepcie GDPR.
Hlavné principy a inovdcie, ktoré majd klicovy vgznam pre budiici pozitivny vijvoj v danej oblasti, budu diskutované s dérazom na

vztahy medzi bankami a priamym marketingom. Okrem toho bud prezentované vybrané visledky primdrneho viyskumu zameraného
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na ochranu osobnijch tdajov z pohladu spotrebitelov na Slovensku (online dotaznik bol vyplneny 355 respondentmi). Dalej sa budeme

snaZit identifikovat vijzvy, ktoré musi banka splnit pri dodrZiavani novej smernice.
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Playstation VR, Nintendo Vii U or X-box X VR have long been popular among gamers
for unparalleled immersive gaming experience, in which gamers walk, run or dive
through gaming scripts in real 3D and with multisensory perceptions. Designer’s,
bathroom and furniture studios start to routinely offer experience with virtual rea-
lity, where customers are welcome to step inside their newly decorated homes. Real-
tors instead of staging houses and opening doors to random visitors invite clients to
walk their listings while being physically on their office premises. Virtual reality can
expedite recovery after some severe medical conditions, for instant a stroke or trau-
matic injury. Engineers, product developers and architects could substantially stre-
amline the development process and test their ideas almost instantly.

Virtual reality is a computer generated three-dimensional environment pro-
viding near-reality enjoyment and a possibility for further human-computer interac-
tion. Video games, health care, engineering, live events, entertainment, real estate,
and retail are the key sectors believed to benefit from the enhanced utilization of
augmented and virtual reality in the near future. At the moment, there are sever-
al customer-friendly technologies competing to win over the virtual reality market.
Electronic giants such as Samsung (Gear VR), HTC (Vive), or LG (360 VR) and more
software- and online-driven companies such as Facebook (Oculus Rift), Microsoft
(HoloLens) and Google (VR cardboard, Daydream) race to establish the new standard
for businesses exploring the possibilities of virtual reality.

Some companies seek to explore possibilities of virtual reality in novel ways.
Marriott Hotels have created a “Teleporter” - virtual travel experience, where cus-
tomers are brought to hotels in Hawaii (where they enjoy walking on Wai'anapanapa
Black Sand Beach in Maui) and in London (where they are welcome to look over the
city from top of Tower 42). A shoe brand of Merrell prepared a hiking experience
when launching their innovative Capra outdoor shoes. Customers wearing Oculus
Rift could try walking on different surfaces and navigate through some obstacles
such as rockslides. Flagship store of TOMS shoes (which are known for their exten-
sive community engagement in developing countries) in Los Angeles is fitted with a
wooden swivel chair with bears a hand painted sign “Reserved: Virtual Giving Trip.”
The chair offers to each customer a virtual 4-minute trip to Central America, where
they become part of a mission to donate shoes to a child in need. Japanese estab-
lished an entire restaurant called First Airlines around the virtual reality theme:
customers check in for their “flight”, are seated in a first-class cabin seat, exposed to
a safety video, before being served a meal similar to those served in the air, all that
while wearing a VR device on a virtual flight to Hawaii, Rome, Paris, or New York.

MARKETING BRIEFS

More common and main stream applications have been found in automobile
as well as general retail. Car brands such as Volvo transport their design and driv-
ing experiences to customers shooting short virtual reality movies for new models;
major dealerships and auto shows are at the moment primary targets for their in-
novative promotion. Gradually expanded to more than 19 Lowe’s department stores
across North America, the Holoroom How To is a VR home improvement laborato-
ry, where clients may touch their new kitchen cabinets and tiles. Virtual reality has
the potential to change the world of advertising - going hyperlocal, providing emo-
tional connection, more affordable than for instance print ads, and increasing sales
through virtual try-ons (of jewelry, clothing, shoes, glasses among others). Real es-
tate agents have shaved off more than three quarters of viewing time by implement-
ing VR, whilst VR-assisted sales currently represent almost a tenth of all real estate
sold in the United States.

Critics may see virtual reality technologies as a small extension to previous 3D
models and 3D videos. Others claim that sales of virtual reality devices fall behind
expectations and the technology may soon be forgotten as another fad (by the way
first devices have been launched to the market already more than six years ago). Un-
aware and possibly bored consumer base may be likely to outnumber the tech-savvy
market segments and limit wider proliferation.

Résumé 0 vyuziti virtudlni reality: Za hranice marketingové komunikace

Stdle vétsi nasyceni trhu riizngmi zafizenimi a brjlemi pro umocnéni zdZitkd z virtudlni reality se stalo jednim z témat pro diskuse
o0 dalsim technologickém rozvoji na poli marketingové komunikace. Zatimco vijrobci soupefi o to, které zafizeni a softwarové Feseni se
nakonec stane technologickgm standardem, napfiklad realitni agenti jiz mnohdy nevozi a nevodi klienty za prohlidkami nemovitosti,
ale ukazuji jim nabizené domy a byty v pohodii jejich soucasngch domovi nebo ve svijch kanceldFich. VirtudlIni realita zprostfedkovd-
vd novy druh velmi blizkého a redlného zdZitku, v némz je moZno slyset okolni ruchy ¢i osahdvat okolni povrchy. Kromé trojrozmérné-
ho obrazu tak zdkaznik ziskdvd i dalsi senzorické viemy. Sirsi vyuZiti technologie pro ti¢innéjsi marketingovou komunikaci a dosahovd-

ni' vyssiho prodeje Ize oCekdvat ve videohrdch, zdravotnictvi, zdbavnim primyslu ¢i retailu.

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

marketingu a managementu, Na Karmeli 1457, 293 01 Mlada Boleslav, Ceska republika, e-mail: pavel.strach@savs.cz
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V podvecer 17. kvétna 2018 se v pifjemném klasickém prostfedi Divadelniho salu Klu-
bu Lévka s historickym rdmcem Karlova mostu a ptisobivym vyhledem na Hradca-
ny odehralo findle soutéZe 13. ro¢niku Marketér roku 2017. VeCerem provazel jako
vzdy skvély moderator Karel Voiisek a SWING KVARTET Ivana Smazika se zpévackou
Evou Emmingerovou zpfijemnil veCer vSem zlicastnénym. Pro vitéze byly pfipraveny
sosky kristdlovych delfinti z ceského skla v cele s Velkym modrym delfinem v piiso-
bivém designu z dilny uméleckého sklafe Vladimira Zubricana. Na ocenéné i nomi-
nované cekaly kromé diplomt i mnohé vécné dary od sponzorti a partnerti soutéze.
Kromé hlavnich cen udélila hodnotitelskd komise i né€kolik zvldstnich ocenéni za
mimotadné aktivity a ispésné inovativni marketingové projekty, stejné tak vybralo
k ocenéni svoje kandid4ty i prezidium CMS.

Poprvé tentokrat udélil svou cenu tispésnému marketérovi také Magistrat hl.
mésta Prahy.

Vysledky soutézZe Na zédkladé individudlnich hodnoceni jednotlivych
¢lenti hodnotitelské komise byl pfedloZen prezidiu CMS nésledujici navrh ocenéni

jednotlivych nominovanych kandidatt:

Velky modry delfin - hlavni cena soutéze
| Karolina Topolov4, Mototechna Group, s.r.0.; za revitalizaci znatky Mo-
totechna a jeji vyuziti pro vybudovani; zcela nového segmentu zdnovnich
automobild

Velkd cena - Zlaty delfin
| Grant McKenzie, Plzenisky Prazdroj - marketingovy feditel; za vynikajici
dlouhodobou strategickou koncepci ftizeni Sirokého portfolia znacek
spolecnosti

Zvlastni cena - RiiZovy delfin
| Sdrka Divdckd, SORRY - PECEME JINAK, s.r.o0. - jednatelka; za netradic-
ni obchodni a marketingovy model podporujici emociondlni rozhodovani
zdkaznikl

Zvlastni cena - Zeleny delfin
| Jan Slezdk, Narodni pamatkovy tstav, izemni pamdatkova sprava v Kroméfizi
- feditel NPU; za dlouhodobé tispésny marketingovy projekt v oblasti kultury

Zvlastni cena prezidia CMS
| Radek Chlddek, Vyvoj, odévni druZstvo v Tfesti - pfedseda; za vytvofeni nové
marketingové koncepce a vhodnou marketingovou komunikaci

Zvlastni cena prezidia CMS
| Jolana Jakoubkovd, Firemni §kolky, s.r.0. - vykonna feditelka; za vhodné
marketingové vyuziti projekti posilujicich mezigeneraéni komunikaci

Zvlastni cena prezidia CMS
| Petr Paksi, J.A.P, s.t. 0. - obchodnfi feditel; za specifickou koncepci komunika-
ce vuci odborné cilové skupiné

Zvlastni cena prezidia CMS
| Stanislava Sremrov4, LEO EXPRESS GLOBAL, a.s. - marketingova feditelka;
za kvalitni koncepci re-designu podpofenou vyuzitim modernich technologii

Mali delfini

| Jit{ Anto§, Mirakulum, s.r. 0., - jednatel; za aktivni monitoring kli¢ovych fak-
tord poptdvky a jeho aktivni vyuZziti pro optimalizaci marketingového mixu

| Jana Krékovd, Wormelen group, a. s. - marketingovd feditelka; za aktivni pra-
ci s marketingovymi vyzkumy, on-line daty a socidlnimi sftémi

| Pavla Ondruskovd, Vysoké udeni technické v Brné - online marketingovd
specialistka; za kvalitni zpracovdni kampané Sem patifim posilujici zdjem
divek o studium technickych obort

| Hana Prokopovd, Véznice Jifice - vedouci oddéleni vykonu trestu pro objekt
Oteviené véznice, tiskovd mluvéi za ojedinély inovativni projekt v oblasti
statni spravy

| Josef Sléha, SYMPEX GROUP, s.r. 0. - jednatel; za dlouhodobou podporu kvalit-
nich éeskych potravin prostfednictvim soutéZe Ceska chutovka

Diplom za nominaci

| Josef Habart, OTAVA, vyrobni druZstvo - obchodni a marketingovy feditel;
za lspésnou komplexni marketingovou kampan strategicky zamérenou na
zdkaznika

| Stanislav Martinec, KOMA MODULAR, s.r. 0. - jednatel, feditel; za marketin-
govou kampan vhodné posilujici inovativni produkt

| Karel Mayer, RESIDOMO, s.r.o0. - Brand Manager; za rebrandigovou kampan
a zavedeni novych sluzeb

| Tom4s Milich, OVUS, podnik Zivo¢igné vyroby, s.r. 0. - jednatel

za Uispésné uvedenijedinecného produktu na trh

| Petra Zajanov4, Cesky porceldn, a.s. - vedouci marketingu a propagace; za vy-
tvorfeni nového produktu sbératelské porcelanové zndmky
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Mimoradna cena Magistratu hl. m. Prahy
| Zdenék Pechédek, Minor, p. o. - feditel; za rozsdhly program doprovodnych
aktivit posilujicich vztah k cilové skupiné

Mlady delfin
| studentky Univerzity TomdaSe Bati ve Zling; Nikola Jurasovd4, Sofia Snirco-
va
| studenti SPU Nitra; Patrik Mazan, Jin Milan, Michaela Sugrova

Diplomy za ticast v soutézi
| Univerzita Pardubice; Michaela Horvithova, Tom4$ Nevima
| Univerzita Tomdse Bati Zlin; Tereza Baro$ov4, David Dvotédcéek, Nela Vaculéikova
| Vysokd 8kola ekonomickd Praha; Veronika Hercikovd, Barbora Talknerovd,
Tereza Teislerova

| Vysokd Skola ekonomickd Praha; Katefina Andélovd, Sirka Masdrovj,

Alexandra Stefaniskova
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The transformation of the Slovak economy and the market environment inevitably
affected the area of education, the period of the current millennium is defined by nu-
merous changes related to various external and internal factors (European education
policy, change of the internal structure of Slovak education and national priorities
in the field of education and learning society, transformation of classical manage-
ment and organizational structures into the modern strategic management based
on experience and innovation, application of the theoretical bases of various science
disciplines to the management of educational institutions, etc.). The entry of the pri-
vate sector into the education market after the 1989 breakthrough is also accompa-
nied, among other things, by the growth in demands for public school management
in terms of its stabilization and competitiveness in an open and dynamically devel-
oping market. The education market has become a market of perspective and compe-
tition, but especially seems to be opened to new possibilities, which in the course of
the last decade has shown a need for its stabilization because of the fragmentation
of the institutions active on the market. Educational institutions strictly place em-
phasis on building their own brand, identity and culture in order to stabilize their
market position in the strong competition and, on the other hand, also to provide an
active and seeking consumer some space for his or her self-realization. The present-
ed monograph deals with the content and structure of the changes in the marketing
management of educational institutions arising from the view on the management
of the public schools for the last fifteen years. The authors put the main emphasis on
the necessary implementation of modern marketing and especially communication
strategies into the whole complex of school management.

The monograph is divided into six key chapters, creating a logically integrated
concept of the importance of implementing marketing principles and theories in ed-
ucational institutions in the Slovak Republic with a primary focus on higher educa-
tion institutions, i.e. the universities. Authors of the publication, doc. Ing. Ludmila
Cabyovda, PhD. and Mgr. Jakub Ptadin, PhD. have long been interested in exploring
the defined area and are actively working on the university campus of the Faculty of
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Mass Media Communications, University of Ss. Cyril and Methodius in Trnava. It is
clear - according to the way of the writing (both content and form) - that the authors
apply their findings on a long-term basis not only in the theoretical level of research
but also in the practical implementation and evaluation of feedback in the praxis of
the Slovak higher education environment. The reviewers of the publication are prof.
Ing. Anna Zau8kov4, PhD. and doc. Mgr. Zbigniew Wider, PhD., both well known ex-
perts to the public from the area of marketing and communication.

Following the introductory part of the publication, the authors approached the
research of the literature in order to demonstrate the consistency of the opinions of
a wide range of authors on the importance of marketing implementation to the man-
agement of universities in the Slovak market environment, with the aim of build-
ing an "entrepreneurial” philosophy based on the differences and specifications of
the offer. The basic emphasis is put on designing an easily identifiable identities and
brands. At present, digital media and the emergence of extremely fast social net-
working seem to be the trend set for the last decade. Therefore, the communication
with both potential and existing target group is an indispensable aspect of any busi-
ness, not ignoring the education market. The way to the customer becomes availa-
ble, targeted, cost-less and really easy to perform. It is a paradox that the results of
the surveys presented by the authors of the publication show that there are still fac-
ulties in the Slovak university market that do not have their own websites, almost
half of respondents claim not to be aware of the importance of marketing communi-
cation as such, they do not use social networks and do not target audiences through
the online media communication, in fact most of respondents do not use online chat
at all. When we look more specifically at the problem of building a visual identity of
higher education institutions, we find positive examples only abroad. From my point
of view, the importance of this publication is undeniable. The education institutions
must understand and admit the fact that the appropriately chosen communication
and the identity of the educational institution is able to solve the common problems
of many faculties in Slovakia. Even the public higher education sector needs to real-
ize that marketing communication, social media and design is no longer a priority
of the private sector.

The authors present the theme of corporate identity as well as identities of ed-
ucational institutions in the Slovak Republic in chapters 3.1 and 3.2. On the basis of
the theoretical domain, the authors approach to the comparison of two key elements
influencing the brand building process: the specificity of the university market envi-
ronment of Slovakia in comparison with foreign countries models as well as the spec-
ificity of the market environment as such in comparison with the environment of
higher education institutions. This part of the monograph is a basal introduction to
the subject of the problem, identifying the primary barriers, limits or shortcomings
that trigger the situation described above. Based on the analytical part of the publi-
cation, there are two researches performed - the first one focusing on perceiving the
identity of a college of high school students, i.e. the target group of the universities,
the other one focused on the perception of the importance of identity by designers.
The second part of the research brings a lot of ideas and recommendations on how to

develop a school identity. The chapters 4 and 5 present a kind of practical guideline
for the readers, this part of the monograph might be defined as a key to understand-
ing the chapter 6 "Visual Identity in Practice - Design School". The authors present
a realistic presentation and definition of possible procedures with a demonstration
of the full spectrum of use of individual marketing tools in praxis. The authors have
created a template that respects the specific features of the universities (educational
institutions), which enables the conceptual use of the described model guideline to
any Slovak university, even if it does not have funds for promotion or does not have
marketing management experience. A skilled student, a pedagogue and, in particu-
lar, a taste and a well-chosen communication strategy are enough to handle the basic
design building process. The advantage of the proposal presented in the last chap-
ter is that it is easily adaptable to the needs of the educational institutions. There is
much to learn in this publication for both the public and the expert society. Although
the model is considered in a general way, not a case-study specific modeling at a se-
lected educational institution, the monograph brings a great benefit to the praxis of
higher education institutions.
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The book written by Anna Mazurkiewicz-Pizlo and Wojciech Pizlo is focusing on a
current marketing theory with some practical consequences and with the stress on
relations to economy. At present days, there is no offer on the market within the
frame of a highly competitive environment that can be successfully applied with-
out a systematic, continuous, planned and objectives-oriented approach within the
marketing management process. Although marketing issues are presented by a wide
range of publications of domestic - Polish or foreign origins, each new publication,
especially if it respects current trends in marketing and is written in a professional
style with a high quality approach, can certainly find its place on the market. These
are the reasons why the topic of the reviewed book can be considered as innovative
and up-to-date. As it is written in the introduction of the book, every one of us meets
with the marketing activities of companies, political parties, non-profit companies,
governments or other organisations and in this way the publication can be very help-
ful as it is important to decode the core marketing concept influencing our every-
day life.

Concerning the methodological approach, the authors are oriented by the cur-
rent marketing theoretical basis and paradigms relying on the huge amount of re-
sources cited within the core text of the publication and in the list of sources (see
Bibliografia) at the end of the work. I appreciate the consistent, logical and relevant
approach to setting the structure of the book that is divided into nine main chapters.
In the context of the logically connected chapters, selected marketing topics and are-
as are explicitly presented and pragmatically defined through their names.

The first part of the book is oriented on the current state, the core concept and
the importance of marketing followed by the description of its place within the mac-
ro, micro environment and the frame of competitive pressure and by explanation of
the selected analyses. The importance of information for marketing decision pro-
cesses and marketing research itself is explained in the next part of the text. Then
consumer behaviour is analysed and explained additionally through selected moti-
vation theories and macroeconomic issues of consumption and followed by the con-
sumer typologies. Strategic marketing analyses and their explanations in a separate
chapter of the book are representing the starting point for identification and presen-

tation of particular marketing strategies within the frame of marketing mix - 4Ps.
Authors are deeply considering and describing importance of product, price, distri-
bution and marketing communications policies.

In general, I appreciate holistic marketing approach visible in the book itself
(not only being mentioned as a marketing orientation) and the subtitle focusing on
scientific background of marketing and practical applications too. The authors are
offering also their own attitudes towards current marketing theory and practice and
they are enriching existing state of art (for instance in the case of tools of 7Ps and
7Cs, model and forces of organisational environment or types of societies, family life
cycles, then I personally welcome incorporation of the B. Malinowski theory into this
publication replacing Herzberg approach used in marketing theory sources etc.).

In spite of the overall highly positive evaluation of the content of the reviewed
publication, several remarks and minor comments can also be identified. Typology
of research (exploratory, descriptive and causal or predictive) could enlarge the text
concerning research functions or neuromarketing could be mentioned when speak-
ing about neurofeedback. Understanding consumer behaviour is one of the crucial
aspects of marketing management and the authors realised that importance indeed.
Additionally organisational behaviour could be more and explicitly explained. The
typology of consumers is well presented, but this part of the book is missing cur-
rent specific segment of consumers called generation C (or additionally diversity of
generations X, Y, Z and Alpha). BCG matrix is explained in a separate part of the
book as one of the most important but also simple analysis used in marketing. The
matrix presented in this book contains also one element not used in general way -
brand new products (infants - niemowleta) with a low market share and low market
growth rates, but it was explained by the authors. Chapter concerning product policy
(Produkt w koncepcji marketingu) covers all important product attributes, but when
speaking about brand management there is just one short subchapter Marka produk-
tu. I personally think that this issue could be given greater scope (of course the topic
is mentioned in the core text but in narrow range). Particular tools of marketing mix
and their explanations are extended by online tools and internet specifics. In the way
the authors dealt with the topic, social media marketing and mobile marketing could
enlarge and enrich the text.

From the reader's point of view, the publication is written in an understandable
way, which, along with the theoretical bases, is supplemented with selected current
and practical examples (reflecting several aspects of Polish environment and market
itself). The authors demonstrated and proved not only their erudition, but also their
professional skills, knowledge, competences and capabilities of scientific work. The
authors' personal interest is evident and it is obvious that they deal with the market-
ing issues in a long, systematic and conceptual way. The book has a strong applica-
tion potential as it can satisfy the marketing knowledge needs not only of marketing
professionals, but also students of management, marketing and/or economics and
their teachers as well and finally wider public interested in the core nature and spir-
it of marketing.
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internal communication | internd komunikdcia The importance of internal
communication is rising with the generation of Millenials entering management po-
sitions. | Viznam internej komunikdcie narastd s miléniovou generdciou, ktord nastupuje na

manazérske pozicie.

internal marketing | internyj marketing

Internal marketing is applied in
organizations to convince employees of the vision and goals of the business. | In-
terny marketing sa uplatiiuje v organizdcidch, aby presvedcil zamestnancov o vizii a cieloch
podnikania.

international | medzindrodny The hotel also has an excellent international

cuisine restaurant. | Hotel md tieZ reStaurdciu s vynikajicou medzindrodnou kuchytiou.

International market-

international marketing | medzindrodny marketing
ing is a marketing conducted on international level. | Medzindrodny marketing je mat-
keting, ktory sa realizuje na medzindrodnej tirovni.

International Monetary Fund | Medzindrodny menovy fond So far, 189 coun-

tries have joined the International Monetary Fund. | Doteraz sa k Medzindrodnému me-
novému fondu pripojilo 189 krajin.

international trade | medzindrodny obchod One of the main functions of the

World Trade Organization is to ensure that international trade flows as freely as pos-
sible. | Jednou z hlavnijch funkeif Svetovej obchodnej organizdcie je zabezpedit, aby medzind-
rodny obchod prebiehal ¢o najslobodnejsie.

internet | internet The internet has become a truly global medium. | Internet

sa stal skutoénym globdlnym médiom.

interview | pohovor Tom is going for a job interview next week. | Budici tyzderi

sa Tom chystd na pracovny pohovor.

The interviewees are all nerv-

interviewee | uchddzaé, kandiddt, respondent
ous because they are waiting to be called in for an interview.
Vsetci kandiddti sd nervdzni, pretoZe ¢akajt, Ze ich zavolajui na pohovor.

interviewer | anketdr, tazatel

This interviewer is known for asking tough
questions. | Tazatel je zndmy tym, Ze kladie tazkeé otdzky.

SLOVNIK | DICTIONARY

intranet | intranet The employees communicate mostly via their corporate in-

tranet. | Zamestnanci komunikuju vdc¢sinou prostrednictvom firemného intranetu.

intrinsic | vnitorny Creativity is intrinsic to human nature. | Kreativita je

vniitornou sicastou [udskej povahy.

introduce | predstavit, uviest The famous designer is introducing a new line

of clothes. | Slduny dizajnér predstavuje novt kolekeiu odevou.

introductory | tvodny, uvddzaci

The aim of the introductory price on a new
product was to attract customers to buy it. | Cielom uvddzacej ceny nového produktu bolo
prildkat zdkaznikov, aby si ho kipili.

inventory | inventdr

The dealer keeps a large inventory of used cars and
vans. | Obchodnik disponuje velkym inventdrom ojazdentjch automobilov a doddvok.

invest | investovat He made a fortune by investing in real estate. | Investova-

nim do nehnutelnosti zarobil velmi vela petiazi.

investment | investicia The financial company offers several kinds of invest-

ments. | Finanénd spolo¢nost pontika niekol'ko druhov investicit.

investor | investor Small investors are hoping that the market will recover

soon. | Malfinvestori diifajt, Ze sa trh oskoro zotavut.

invisible | neviditelny

The infrared rays are invisible except when viewed
through a special filter. | Infracervené Lice su neviditelné, okrem pripadov, ked sa zobrazu-
ju cez Specidlny filter.

invitation | pozvdnka

The invitation says to wear evening dress. | Vpozuvdnke
je uvedené, Ze je potrebné prist vo vecernej garderdbe.

invite | pozvat The couple invited a lot of people to the company party but
half of them did not turn up. | Pdr pozval vela ludi na firemnd party, ale polovica z nich sa

neukdzala.
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