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YASMINE KADI, MEHDI BOUCHETARA,
SIDIMOHAMMED BOUCHENAK KHELLADI

IMPACT OF INNOVATIVE PACKAGING
ON THE ATTITUDES AND PURCHASE
INTENTION OF VISUALLY IMPAIRED

AND BLIND CONSUMERS: THE CASE

OF ALGERIA

Visually impaired or blind person faces many challenges in their daily activities, including
purchasing medicines. To overcome this limitation; there is an innovative braille reading and
writing system that has been introduced in the labelling of the packaging of pharmaceutical
products. The aim of this research is to measure the impact of innovative Braille-labelled
pharmaceutical packaging on the attitudes and purchase intention of visually impaired and
blind consumers. We adopted quantitative and qualitative approaches. The quantitative re-
search aims to obtain measurable data in relation to the attitudes and purchase intention of
visually impaired and blind consumers, on a sample of 72 visually impaired and blind people.
Whereas, the qualitative research allowed us to investigate the opinions leaders: doctors in
chemist, in relation to the current situation of visually impaired and blind consumers, in the
field semi-structured interviews with 6 pharmacy doctors, exploring the importance of Braille
labelling of packaging for pharmaceuticals product. The results allowed us to validate the hy-
potheses; Packaging for pharmaceutical products labelled in the Braille system has a positive
effect on the attitudes of visually impaired and blind consumers. Packaging for pharmaceu-
tical products labelled in Braille has a positive effect on the purchase intention of visually
impaired and blind consumers. Attitudes have a positive effect on the purchase intention of
visually impaired and blind consumers. The results allowed us to highlight the views of doc-
tors in chemists regarding the importance of introducing Braille labelling into the design of
pharmaceutical packaging.

1 Introduction

Packaging is considered a fundamental and indispensable part of the

business process of companies (Ririn, Rahmat and Rina 2019). Its design plays a crucial role in
the consumer's choices, attracting his/her attention on the one hand, transmitting all the in-
formation relating to the product contained and allowing him/her, on the other hand, to infer
different beliefs (Ji, McNeal and Ji 2003). In a competitive atmosphere, the tactile dimension
is especially solicited by packaging designers and sensory signature developers, in order to
differentiate the brand (Daucé and Rieunier 2002), as a result, consumer goods manufacturers
are increasingly seeking to involve the material properties of a product in the consumer expe-
rience, such as shape, texture, labelling and packaging size (Serhal and Pantin-Sohier 2017).

In various sectors of activity, different inclusive innovation strategies are being implement-
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ed to meet the needs of consumers (Zavala 2019), including visually impaired consumers
who represent, according to the World Health Organisation estimates, 253 million, of whom
36 million are blind and 217 million have moderate to severe visual impairment (World Vision
Report 2020). In Algeria, there are more than 173,000 visually impaired and blind people (The
drama of the blind: All the news. 2021). To achieve this, marketers implement a sensory ad-
vertising strategy which allows visually impaired and blind people to interact autonomously
with the different products at a point of sale (Zavala 2019). Braille on product packaging is
one such strategy, which aims to enhance the knowledge of people with vision impairments
in in the widest sense of the word, by creating viable and accessible communication links for
the full development of their abilities (Mohamed 2016).

Worldwide, the management of the Braille system has been standardised for all, so that any
individual with or without a visual impairment who wishes to learn this language code can
access it in a simple, practical and systematic way, as the social and commercial problems
that this market segment generally faces when making a purchase are very diverse, due to its
dependence on third parties and even on society in general to satisfy its own consumption
needs (Zavala 2019).

Neuromarketing was born out of significant developments in neuroeconomics and behavioral
neuroscience. Beginning in 1920, several trials and experiments were conducted in an effort
to revolutionize marketing research, from Nixon's study of eye movements of people flipping
through print ads to Zaltman's study of emotional responses and neural signatures using PET
scanners. With the advent of biometrics in marketing, many industries have adopted it as
a technology to revolutionize marketing research. Actually, brain imaging and eye-tracking
are widely used in all areas of marketing. Neuromarketing is an effective complement to
traditional methods and puts an end to skepticism about consumer intent and manipulation
(Mouammine and Azdimousa 2021).

In Algeria, opportunities for the personal and professional development of this target group
are offered by various national and international organisations within society, with the sole
aim of improving the quality of life and promoting the social well-being of this category. How-
ever, the Algerian pharmaceutical market offers limited options in terms of pharmaceutical
and technological consumer products for visually impaired and blind consumers. National
and international brands that market pharmaceutical products do not currently emphasise
the implementation of the Braille system in their marketing and communication strategy, as
a socially responsible action that benefits a collective society (The drama of the blind: All the
news. 2021).

The following actions will be dealt with:

¢ Measurement of the attitude of visually impaired and blind people towards Braille labelled
packaging for pharmaceutical products.

¢ Measurement of the purchase intention of visually impaired and blind people towards phar-
maceutical products with Braille labelled packaging.

¢ Finding out the opinion of pharmacy doctors on the packaging of pharmaceutical products
labelled in the Braille system.

In the light of the aforementioned actions, our problematic aims to analyse the impact of
innovative packaging labelled in the Braille system for pharmaceutical products on the atti-
tudes and purchase intention of visually impaired and blind consumers in Algeria.

In order to answer the problematic of this research work, we will be interested in some areas
related to sensory marketing, packaging, labelling using the Braille system, attitudes and
purchase intention of consumers.



2 Literature review To seduce the consumer, managers are now increasingly working on
all sensory registers within the sales areas (Kotler, Keller and Manceau 2015). Daucé (2002)
states that sensory marketing is present on the product itself, its packaging, its distribution,
and its communication, but there is only the price that is not affected by sensory marketing.
According to Hafiz (2020), sensorial marketing exploits two distinct yet complementary axes
in line with buyers' expectations: it improves the perceived quality of the product but also
helps to promote the staging of the product in the point of sale. It is no longer enough to sim-
ply offer a product on a shelf, a setting is created and a story is told that leads to the product,
which is itself enhanced by setting itself. The study conducted by Randiwela and Alahakoon
(2017) focused on identifying how sensory marketing could be used to improve business vol-
umes in the health and care industry, through visits and brand loyalty, as the sensory aspect
helps to win in completion or, conversely, at loss.

Due to the high competition in the health and care sector in India, various types of promotions
need to be carried out regularly to build customer loyalty, as the costs of transferring customers
to another competing hospital are minimal. At present, private hospitals are regularly adding
new tools to their marketing strategies to gain a competitive advantage over their competitors.
Among other things, hospitals are using sensory marketing to gain and retain new customers.
In the health and care sector, all five sensory marketing tools are involved in service delivery.
To test the impact of the different sensory marketing tools (visual, auditory, olfactory, tactile
and gustatory) on the perception and stimuli of brand loyalty, the two researchers chose the
quantitative approach. Primary data were collected using a questionnaire. All closed-ended
constructs used in this study were measured using the seven-point Likert scale. Data were col-
lected from a sample population representing 300 respondents. The results show that there
is a positive and significant impact, at any confidence level of each sensory marketing tool on
improving perception and stimuli for brand loyalty, but the most effective sensory marketing
tool that can be used to improve perception and stimuli for brand loyalty is tactile marketing.
The two researchers Ira and Anand (2018) in turn, conducted an exploratory study, which aims
to explore the concept of sensory marketing and understand the perception of young people
towards sensory marketing. Sensory marketing is a function of the understanding of sensa-
tion and perception to the field of marketing for cognition, emotion, learning, preference,
and choice or consumer evaluation. Admittedly, sensation and perception are stages of sense
processing, when the stimulus hits the receptor cells of a sense organ, and perception on the
other hand, is the awareness or understanding of sensory information.

Packaging, for example, gives different visual cues about the product. It can be used to con-
vey many descriptions of the product. To give an impression of heaviness, display the product
image at the bottom of the packaging, as it can also be used to highlight certain features
of a product. The sense of vision has many links to the other senses. Vision precedes touch,
allowing us to identify the product, that we want to touch and what to expect when we
smell it. We find that many entrepreneurs have not realised the impact of sensory activities
and cannot use them effectively. This issue leads us, to ask how sensory marketing can be
used effectively as a promotional tool to improve shop image, customer value and consumer
behaviour. To test the impact of sensory marketing on consumer behaviour a quantitative
approach was followed, a questionnaire was administered and the scales included statements
where respondents had to indicate their choice on the five-point Likert scale. The total sam-
ple size was 100 respondents selected randomly sampling method. The results show that all
sensory marketing tools impact consumer behaviour at 17%, but the sense that has the most
individual impact on consumer behaviour is tactile marketing with a percentage of 18.1%.

2.1 Tactile marketing According to Jiyang et al. (2020), it is widely recognised that the
five human senses (touch, smell, sight, hearing and taste) influence consumers' purchasing
decisions. Today, an increasing number of companies are applying multi-sensory marketing
techniques to influence the consumer on an emotional level. As the place where consumers
experience accommodation services, it is essential for luxury hotels to offer multi-sensory
experiences to consumers in order to build lasting loyalty. Customer loyalty is the main reason
a consumer maintains a long-term relationship with the brand, re-purchase and brand switch-
ing. However, there is a lack of knowledge on how multi-sensory marketing influences these
aspects of customer loyalty. Therefore, these three researchers conducted a study to explore
the relationship between multi-sensory marketing and several aspects of customer loyalty in
luxury hotels. In addition, it also aims to compare the impact of visual, olfactory, auditory,
tactile and gustatory marketing on different aspects of customer loyalty in luxury hotels.
A questionnaire survey was used to collect the primary data, the simple random sampling
technique was used and 300 respondents were randomly selected to participate in the survey.
The results of this study show that all five sensory marketing tools are positively related to
customer loyalty, and that they have a positive impact on satisfaction and repeat purchase
intention of luxury hotel consumers. On the other hand, the tool that has the most impact on
luxury hotel customer loyalty, is tactile marketing, which denotes that consumers pay more
attention, to the sense of touch when staying at the hotel, as touch is the most direct way
for consumers to gather information about products or services, and a good sense of touch
is very likely to positively influence consumers' attitudes, behaviours and purchase intention.

2.2 Packaging According to Kotler and Keller (2006), packaging can also be called
conditioning and refers to all the activities related to the design and manufacture of product
packaging. Packaging can be broken down into a combination of different variables: materi-
als (glass, cardboard, metal, etc.), colors (color, shade, tone, etc.), shape and finally graphics
(brand, product name, design, etc.). (Gaelle 2009). The term packaging is often used as a syn-
onym for packaging and conditioning. However, the term packaging does not only refer to
physical functions, but also to decorative aspects, so it is preferred to other terms. Packaging
is defined as all the material elements that, without being inseparable from the product itself,
are sold with it in order to allow or facilitate its protection, transportation, storage, presenta-
tion on the shelf, identification and use by customers (Lendrevie, Lévy and Lindon 2013).
According to a study conducted by (Serhal and Pantin-Sohier 2017), the tactile dimension is
especially solicited by product designers and sensory signature developers to differentiate
the brand. Consumer goods manufacturers are increasingly seeking to involve the materi-
al properties of a product or packaging in the consumption experience, including texture.
Thus, it seems essential to investigate the impact of physical properties of texture and the
underlying psychological processes. This will allow us to understand the effects induced by
a specific texture on the evaluation of functional and symbolic variables of the product. This
information is crucial to guide the manufacture of materials with surface properties that can
evoke emotions congruent with the brand strategy.

The researchers conducted a study to examine the role of the physical properties of packaging
texture on product and brand evaluation. To do this, three packaging for two product catego-
ries were tested with respondents. The study also addresses the impact on beliefs, perceived
quality, gender dimensions of brand personality, and attitude and purchase intention in two
contexts, visual and visual-haptic. The survey is based on a quantitative approach with a sam-
ple of 900 respondents, of which 424 answered the questionnaire in a visual context and 476
in a visual-haptic context where respondents had to indicate their choice on the seven-point




Likert scale. The results of the study highlight the impact of packaging texture on product and
brand evaluation. In both visual and visual-haptic contexts, the results allow us to underline
the direct role that packaging texture, and in particular the symbolic information emitted by its
physical properties, can play in the evaluation of packaging, product and brand.

Brouckova, Jaderna and Srbova (2019) analyze consumer behavior in relation to best practices
for promoting products in reverse-engineered packaging. They present the practical activities
undertaken by the Lidl retail chain to highlight the most common customer testimonials about
retro-designed products. Based on a survey that took place between May and July 2017 and,
relying on a structured questionnaire as the basis for information collection. The interviewers
used CAPI (Computer Assisted Personal Interview) to collect representative data from 9 districts
in the Czech Republic, from each of which 11.1% of respondents came. The survey yielded 1012
valid responses, with the age and gender distribution consistent with the National Statistical
Office data.

The results show that more than three quarters of the respondents noticed the retro editions
in the stores. The Lidl retail chain was mentioned most often. Although the survey did not ask
about shopping habits and we could not filter out the influence of subjective preferences, the
difference between the Lidl chain store and other retailers was significant enough to be called
relevant. The Tesco chain was cited primarily by men, and women associated reverse-engineered
packaging with a retailer less often. The authors also analyze the sources of information about
reverse-engineered products. Flyers and television advertising were followed by in-store promo-
tion. The last part of the article focuses on the marketing communication techniques applied in
the Lidl retail chain during their "retro week", during which retro-designed products are subject
to a special offer. Other retail chains do not offer products in retro-designed packaging in such
a strategic way, which may explain why these products are not noticed as often in these stores,
even though these retailers offer them in their product range.

2.3 Labelling in Braille system According to Kolter et al. (2015) the secondary packaging is
the most decisive when purchasing the product. As it is the one that will be seen and even picked
up to touch the texture and label of the packaging. That said, according to Barbosa and Okimoto
(2019), graphic designers are hired to create packaging with visual appeal to attract the eyes of
consumers, however, the issue of accessibility of products and packaging is not addressed in un-
dergraduate courses. The main needs of a visually impaired or blind person are the assurance of
purchase of products, such as information about the expiry date and composition on the packag-
ing. To counter this limitation according to the study conducted by Barbosa and Okimoto (2019),
there is the Braille reading and writing system. In addition, we know that one of the limitations
faced by blind and visually impaired people is the difficulty of buying pharmaceuticals, as many
medicines do not have this system. In this context, it was proposed to apply the Braille system in
the design of packaging for over-the-counter medicines for blind people.

In order to pilot this study, a qualitative approach was conducted with visually impaired and blind
people to find out their views and opinions regarding packaging for pharmaceutical products la-
belled in the Braille system. Data was collected through an interview guide with open and closed
questions followed by a tactile usability test and the opportunity to touch the product packag-
ing. The results show that all the interviewees were 100% in agreement that there is a need for
nutritional information to be transcribed into Braille, especially as the respondents expressed
a preference for packaging with tactile communication.

Another related study conducted by Almukainzi et al. (2020) aimed to explore the medication use
pattern of blind and severely visually impaired patients living in Saudi Arabia, and to investigate
the demand for the application of Braille labelling on the medication provided to these patients.

They confirm that the visual difficulties that impact on the activities of visually impaired people
in daily life can extend to affect the safety and efficacy of medicines. Due to their disability, this
population is unable to differentiate the names or colours of medicines, they also remain unable
to read the usual medicine leaflets explaining the doses, expiry dates and appropriate storage
conditions of their medicines. As a result, accidental medication errors are anticipated, especially
among people taking treatment for chronic diseases.

The survey was conducted using online-administered questionnaires sent to participating blind
associations in different cities in Saudi Arabia and submitted to blind Saudi influencers on social
networking sites. The data sample included 215 respondents (visually impaired and blind people).
The results showed that the majority of respondents recommended the use of Braille labelling;
with 91% of respondents agreeing that, Braille labelling could improve the quality of therapy.
Added to the previous researchers, Heredia (2019) was also interested in the packaging for phar-
maceutical products labelled in the Braille system.

He states that there are different types of disabilities, which can affect the sight for example;
visual disability corresponds to a deficiency in the vision of the people suffering from it, such
handicap, which prevents them from being able to socialise or communicate in a normal way. To
counter this limitation, there is the Braille reading and writing system. On the other hand, it is
known that one of the limitations faced by blind people is the difficulty of buying pharmaceutical
products, as many medicines do not have this system. In this context, it was proposed to apply the
Braille system in the design of the packaging of medicines for visually impaired and blind people.
In order to carry out the study, a mixed methodological approach was established. In the quan-
titative study, a questionnaire was administrated to a sample of 67 visually impaired people,
in order to find out the criteria related to the design of medicine packaging using the Braille
reading and writing system. In the qualitative approach, an interview guide was established
and interviews with 6 representatives of pharmacies were carried out, which allowed knowing
the opinion regarding the development of the proposal. The results show that, 100% of the in-
terviewees approve of the idea of designing and implementing medication packaging using the
Braille system, as it helps them when acquiring this type of product, which means that they have
the possibility to check the product characteristics detailed on the label before consumption, In
addition, pharmacy staff mention that there are difficulties when choosing a medicine or product
because they do not identify the information or data, so they often ask the staff for help, which
justifies their choice.

2.4 Psychological purchase factors (attitude, purchase intention) In a study conducted
by Gunawan (2015), he assumes that psychological factors such as motivation, perception and
attitude of the consumer are considered as the main factors for purchase decision. These psycho-
logical factors process all the marketers' stimuli and then influence the overall purchase deci-
sion of the consumer. To confirm hypothesis, he conducted a study that aimed to determine the
impact of consumer motivation, perception and attitude on the consumer's purchase decision.
In addition to compare the purchase behaviour of consumers in two different cities in Indonesia,
Surabaya and Jakarta in terms of Carl's Junior, one of the most prominent restaurants, capable
of attracting many citizens in Surabaya and Jakarta who dared to queue just to enjoy a burger.

In order to conduct the study proper, a quantitative approach was implemented, where simple
random sampling was used to obtain the sample data by distributing 100 questionnaires to each
company in Surabaya and Jakarta on Carl's Junior. The result showed that there was the signif-
icant impact of consumer's motivation, perception and attitude on their purchase decision to
different degrees; it was also shown that there were similarities and differences in consumer
behaviour of the two different cities Surabaya and Jakarta.




Smolka, Smolkova and Vilcekova (2021) address two fundamental topics, the issue of environ-
mental marketing in the context of customer preferences and consumer generations, especially
in Slovakia. The purpose of examining the preferences of customers of different generations
was to prove that the implementation of environmental marketing principles is necessary. The
survey was conducted in the Slovak Republic from September 25, 2019 to October 13, 2019. The
number of respondents was 545, including 243 men and 304 women, from all regions of Slovakia.
The research was commercial in nature and was conducted in accordance with the objectives of
the grant project Consumer Literacy and Changes in Consumer Preferences when Buying Slovak
Products. The results affirm that environmental responsibility is gradually being promoted by
Slovakia's consumers. The preferences of the customers are progressing significantly, although
the changes in preferences do not occur uniformly between the generations.

Customers learn and have the opportunity to obtain information, prefer products that they can
clearly identify, and prefer those that are produced or grown according to the principles of sus-
tainability and whose production is as environmentally friendly as possible. Sustainability-based
marketing strategies need to be developed by all companies, not just those that have already
integrated environmental goals into their objectives. Over the next decade, sustainability prin-
ciples will become the norm and it will literally be impossible to sell products without environ-
mental criteria. The absence of any sustainability criteria, whether they belong to the ones we
have mentioned or are written as new, is a mistake in marketing strategy that a company can pay
for by losing customers.

3 Theoretical model In order to answer the problematic of this research work, we were
inspired by the literature review, which allowed us to express the links between the variables of
our research and to formulate the following hypotheses:

» The effect of packaging for pharmaceutical products labelled in the Braille system on the atti-
tudes of visually impaired and blind consumers.

» Packaging contributes to product evaluation and Braille labelling on pharmaceutical packaging
is known to influence consumer attitudes (Heredia 2019).

We therefore propose the following hypothesis: H1: Packaging for pharmaceutical products la-
belled in the Braille system has a positive effect on the attitudes of visually impaired and blind
consumers.

H1 (a): Packaging for pharmaceutical products labelled in Braille has a positive effect on the
general attitudes of consumers.

H1 (b): Packaging for pharmaceutical products labelled in Braille has a positive effect on the
attitude (knowledge function) of consumers.

H1 (c): Packaging for pharmaceutical products labelled in Braille has a positive effect on the
attitude (protection objectives) of consumers.

» The effect of pharmaceutical packaging labelled in Braille on the purchase intention of visually
impaired and blind consumers.

The packaging for pharmaceutical products labelled in the Braille system provides additional
information about the packaged product, allowing the visually impaired and blind consumer to
formulate a judgement about the product in question (Heredia 2019), as such, this action is wide-
ly identified as an antecedent of purchase intention in the literature. Subsequently, we propose
the following hypothesis:

H2: Packaging for pharmaceutical products labelled in the Braille system has a positive effect on
the purchase intention of visually impaired and blind consumers.

« The effect of attitudes on purchase intention of visually impaired and blind consumers.
According to (Gunawan 2015) who studied the relationship between attitudes and purchase in-
tention, purchase intention can be geared by consumers' attitudes. Based on this research we
assume the following: Making use of this research orientation, the following hypothesis can be
formulated:

H3: Attitudes have a positive effect on the purchase intention of visually impaired and blind
consumers.

4 Methodology Based on previous research (Almukainzi, Almuhareb, Aldwisan and Alquay-
dhib 2020), (Barbosa and Okimoto 2019) and (Heredia 2019), and in order, to achieve our research
objectives, we adopted a mixed-research approach: 1. the quantitative approach to obtaining
measurable data, such as consumer attitudes and purchase intention; 2. the qualitative approach
to study the views and opinions of opinion leaders in relation to the actual situation of consumers
on the ground, as this will allow us to get closer, to the place where the events take place. This
hybrid approach is part of a positivist epistemological research posture of a hypothetical-deduc-
tive type.

To carry out this mixed-method approach research, we first conducted the quantitative study
of the period from 29/08/2021 to 10/09/2021 with 72 visually impaired and blind (Almukainzi,
Almuhareb, Aldwisan and Alquaydhib 2020), (Heredia 2019), using a self-administered question-
naire, consisting of six items, four scales and a sample of packaging for pharmaceutical products
labelled in the Braille system (Table 1). In an average of 15 minutes, respondents indicate their
choice on the five-point Likert scale, with the aim of quantifying their attitudes and purchase
intention towards Braille-labelled pharmaceutical packaging.

Subsequently, and in order to strengthen further our study, we opted for a qualitative study car-
ried out with 6 doctors in pharmacy (Heredia 2019), (Barbosa and Okimoto 2019), which includes
the collection and analysis of data that were expressed through a semi-structured interview
guide, divided into three headings, in order to find out about their opinions regarding the design
of pharmaceutical packaging labelled in the Braille system.

5 Results Using the information contained in the table below, which details the profile
of the respondents, it should be noted that (72.2%) of our sample population is male. They are
mostly aged between 35 and 64 years (76.4%), single (59.9%) and live in the centre of Algiers
(100%).

Characteristic Number Percentage
Male 52 72.2%
Gender
Female 20 27.8%
18-34 14 19.4%
Age 35-64 55 76.4%
65 and over 3 4.2%
Single 41 59.9%
Marital status
Married 31 43.1%
Place of residence Centre 72 100%

Table 1: Respondent profiles
Source: Authors
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5.1 Frequency of use of Braille labelling on packaging Question: How often do you use
Braille labelling on pharmaceutical packaging on a daily basis?

06 —
05 |-
04 |-
03 |-
02 |-
01 |-

0

very few little moderately considerably alot

Figure 1: Frequency of use of Braille labelling on pharmaceutical packaging
Source: Authors

The results of the graph presented above show that 52.8% of the respondents use Braille la-
belling on pharmaceutical packaging a lot and the remaining 47.2% use it considerably.

5.2 Attitudes of visually impaired and blind consumers
48

46 4,67

4.4
42 |
4,0
38 L
3,6
3,4

3,2

3,0

1 2 3 4 5 6 7

I general attitude
I attitude-knowledge function
attitude-protective purpose

Figure 2: Average score of consumer attitudes towards Braille labelling on pharmaceutical

packaging
Source: Authors

From the graph above which groups three attitude scales: general attitude, attitude-knowl-
edge function, attitude-protective purpose, we note the positive attitude of respondents to-
wards Braille labelled pharmaceutical packaging, especially in terms of safety and protection,
but also in terms of knowledge as it makes their routine more predictable.

5.3 Purchase intention Question: On a scale of one (strongly disagree) to five (strongly
agree), to what extent do you agree with the following statements?

4,84
481

4,79
4,74
4,71

4,69

4,65

Would you like to have
information about Braille
textured medicine boxes?

You are about Braille tex-
tured medicine boxes.

Buy Braille textured medi-
cine boxes is likely.

Figure 3: Consumer purchase intention
Source: Authors

The graph above shows that the majority of respondents are interested in and want to know
more information about the packaging of braille labelled pharmaceuticals. They also state
that they are very likely to purchase pharmaceuticals that have braille labelling. This con-
firms that respondents have a positive purchase intention towards pharmaceuticals that have
Braille labelled packaging.

In order to test the validity of the measurement scales used in this research, four factor anal-
yses were conducted focusing on the correlation matrix, total variance explained and the
Varimax orthogonal rotation, with the aim of reducing the number of statements for each
variable. We also used Cornbrash’s alpha, which is a mathematical test for the reliability of
the measurement scales used.

The results of these preliminary analyses allow us to proceed with the following analyses.
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5.4 Principal component analysis

Total Compo- Cronba-
Sig variance Eigenvalue P ch’s alpha
. nent
explained component
Generalattitude to- | .1 | (000 | 59133 2365 | 1(4items) | 0816
wards the product
Attitude knowledge
R 37958 2.657 . 0.820
function towards the | 0.728 | 0.000 37817 2297 2 (7 items) 0.845
product
Attitude protection | (3,5 | o009 | 73571 2943 | 1(4items) | 0876
objective
Purchase intention 0.732 | 0.000 76.996 2.310 1 (3 items) 0.843

Table 2: Results of principal component analyses
Source: Authors

From the above, which summarises all the principal component analyses carried out during
the study, we can see from the KMO index of the four scales that the correlations between
the items are of good quality and have a good structural coefficient. The Cronbach's Alpha
coefficient of all scales are considered to be both reliable and acceptable.

5.5 Hypothesis testing We will proceed to the analysis of simple and multiple regres-
sions between the different variables: the packaging labelled in braille system for pharma-
ceutical products, attitudes and purchase intention of visually impaired and blind consumers.
The analysis will rely on two elements (Jr, Black, Babin and Anderson 2014). The quality of the
model, with the R2 test (percentage of total variance explained) according to the following
rule:

0.00 £ R25 0.30 the linear model is bad.

0.30 £ R2< 0.50 the linear model is acceptable.

0.50 £ R2< 0.70 the linear model is good.

0.70 £ R2< 1.00 the linear model is very good.

The nature of the relationship, with the Fisher test criterion (significant relationship if Sig
<0.05).

H1: Packaging for pharmaceutical products labelled in the Braille system has a positive effect
on the attitudes of visually impaired and blind consumers.

e H1 (a): Packaging for pharmaceutical products labelled in the Braille system has a positive
effect on the general attitudes of consumers.

¢ H1 (b): Packaging for pharmaceutical products labelled in Braille has a positive effect on the
attitude (knowledge function) of consumers.

¢ H1 (c): Braille-labelled pharmaceutical packaging has a positive effect on consumer atti-
tudes (protection objectives).

Inde- Depen-
pendent dent
variable BRETEL](

R2 . Hypothe-

Ajusted sis

Braille Attitude
labelled | towards
pack- the pro-
aging duct

0.408 0.400 0.639 48.264 6.947 0.000 H1(@)

Braille tA;titaL:gS
W
laabcf(l_led product 0252 | 0241 | 0502 | 23522 | 4850 | 0000 | Hi(b)
p A (Knowledge
aging function)

Braille Attitude
labelled | towards
pack- the pro-
aging duct

0.134 0.121 0.366 10.806 3.287 0.002 H1(c)

Table 3: Results of the simple regression analysis
Source: Authors

According to the table presented above, the Fisher tests confirm the first hypothesis. The
models obtained through the various simple regressions are statistically significant (Sig
<0.05). They indicate F values between 10.806 and 48.264. Thus, the simple regression anal-
yses globally indicate positive B's ranging from 0.366 to 0.639 (the variation of y with respect
to x increases by one unit). However, the results indicate relatively low R2's, ranging from
0.134 to 0.408.

The effect of Braille-labelled packaging for pharmaceutical products on attitude towards the
product is therefore moderate. Hypotheses H1 (a), H1 (b), H1(c) are confirmed by the whole
sample and our hypothesis H1 therefore is confirmed.

H2: Packaging for pharmaceutical products labelled in Braille has a positive effect on the
purchase intention of visually impaired and blind consumers.
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Inde-
pendent DePendent R2 ‘R2
. variable Ajusted
variable
Purchase
Braille- intention
labelled |ofvisually | ), | 570 | 0930 | 5425 6947 | 0.000 H2
pack- impaired
aging and blind
consumers

Table 4: Results of the simple regression analysis
Source: Authors

Table 4 clearly shows that, we find that the relationship between Braille labelled packag-
ing and purchase intention of visually impaired and blind consumers is significant (p value
<0.005). In the light of such a result, it can be concluded that Braille labelled packaging for
pharmaceutical products positively influences the purchase intention of visually impaired and
blind consumers.

Thus, our second hypothesis H 2 holds valid.

H3: Attitudes have a positive effect on the purchase intention of visually impaired and blind
consumers.

In this section, we want to highlight the relationship between attitude towards the product,
attitude towards the product (Knowledge function), attitude towards the product (Protection
objectives), and the behavioural intention of visually impaired and blind consumers in Algeria.
To this end, we conducted a multiple-regression analysis for these variables to test hypothesis
H3. The results are presented in the table below:

Dependent variables

Purchase intention
Model 1 Model 2

Independent
variables

Attitude towards the product t=1.832, Sig= 0.000 t=7.670, Sig= 0.001

Attitude towards the product (Knowledge function) t=8.756, Sig= 0.000 t= 5.644, Sig= 0.000

Attitude towards the product (Protection objectives) t= 3.507, Sig= 0.001 t=3.359, Sig= 0.001

Model F=13.80, Sig=0.000 F=4.58, Sig=0.000

Table 5: Results of the multiple regression analysis
Source: Authors

We can note from the table that the models obtained through the various multiple regressions
are statistically significant (Sig €0.05). They show F values ranging from 4.58 to 13.80. These
results are consistent with our assumptions. We conclude that hypothesis H3 holds valid too.
The subsequent section will present the results of our qualitative study, summarising the ver-
batim and statements formulated by our interviewees during the semi-structured interviews.

Theme Questions Comments
With the exception of one phar-

Do you know what Braille is? macist, the other five know the
Braille system.

General information on the
Braille system

What is your typical experience
when a visually impaired person
enters into the pharmacy?

From the responses of our inter-
viewees, we conclude that visually
impaired and blind consumers ne-
ver travel alone; they are always
accompanied and have difficulties
in distinguishing and identifying
products, and always ask for help
from the pharmacy staff.

Customer feedback

Has a visually impaired or blind
person ever asked you for help
in identifying a medicine?

Do you know of a medicine
on the shelf that has Braille
packaging?

Adoption of the Braille system
on pharmaceutical packaging From this section, we can confirm
that the idea of designing pac-
kaging labelled in Braille is not
an innovative idea; the concept
In your opinion, is it important | has already existed on the Algeri-
that the packaging of medicines | an market, except that our inter-
be in Braille? Why or why not? viewees insist on the importance
of this labelling on the packaging
of pharmaceutical products, as
What information do you it can be one of the solutions to
think should be on the Braille overcome the constraints linked
to their disability.

packaging to help a visually
impaired or blind person?

Table 6: Results of the qualitative research
Source: Systematised by the authors

6 Discussion According to the results obtained through the experimental research,
packaging labelled in Braille system for pharmaceutical products has a positive impact on
the attitudes of visually impaired and blind consumers. This goes mainly in line with the
findings of similar research, namely that of (Barbosa and Okimoto 2019). This would lead us
to assert that designing a packaging labelled in the Braille system for pharmaceutical prod-
ucts is very likely to have a positive attitude on the visually impaired and blind consumer,
as long as he/she states that it provides him/her with some security in his/her daily life.
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Furthermore, and based on our results, it can be noted that packaging labelled in the Braille
system for pharmaceutical products has a positive impact on the purchase intention of vis-
ually impaired and blind consumers; This is in line with the results of the research work of
(Heredia 2019) Heredia’s (2019) research work. Additionally, this result allows us to argue that
the visually impaired or blind consumer prefers to purchase pharmaceutical products that
have Braille labelled packaging instead of the regular packaging.

In this very specific context, the literature review allowed us to assume that consumers' atti-
tudes had a positive impact on their purchase intention (Gunawan 2015). Consequently, that
enabled us to confirm the validity of this hypothesis, as the attitudes of visually impaired and
blind consumers positively affect their purchase intention.

We conclude that the expected results have achieved at large, as all the formulated hypoth-
eses have been validated in our experimentation. The results of the qualitative research car-
ried out with opinion leaders (doctors in pharmacy/chemists), confirmed the need to design
packaging for pharmaceutical products labelled in the Braille system, which confirms the
results of previous research work (Heredia 2019), and which also represents the feasibility of
developing the proposal related to the packaging of medicines using the Braille system with
the aim of favouring the inclusion of visually impaired and blind people.

7 Conclusion The aim of this research was to measure the effect of innovative Braille-la-
belled pharmaceutical packaging on the attitudes and purchase intention of visually impaired
and blind consumers. To do this, we adopted quantitative and qualitative approaches. The
quantitative research aims to obtain measurable data in relation to the attitudes and purchase
intention of visually impaired and blind consumers. Whereas, the qualitative research allowed
us to investigate the opinions leaders: doctors in chemist, in relation to the current situation
of visually impaired and blind consumers in the field.

In sum, the results allowed us to validate the following hypotheses:

¢ Packaging for pharmaceutical products labelled in the Braille system has a positive effect
on the attitudes of visually impaired and blind consumers (General attitude towards the prod-
uct, Attitude knowledge function, Attitude protection objectives).

* Packaging for pharmaceutical products labelled in Braille has a positive effect on the pur-
chase intention of visually impaired and blind consumers.

« Attitudes have a positive effect on the purchase intention of visually impaired and blind
consumers.

The results also allowed us to highlight the views of doctors in chemists regarding the impor-
tance of introducing Braille labelling into the design of pharmaceutical packaging. Therefore,
we recommend that TABUK Pharmaceuticals implement Braille labelling in the design of its
product packaging, as the target population of visually impaired and blind consumers is re-
ceptive to the concept. This is supported by the opinion of opinion leaders who confirm the
importance of Braille labelling on pharmaceutical packaging to visually impaired and blind
consumers.

The limitations of this research lie mainly in the representativeness of our sample population
(N=72); (yet, what can be said about a relatively small number can be extended to a higher
number). The impossibility of having the authorisations issued by the Ministry of Solidarity to
carry out the survey with visually impaired and blind consumers, and finally the difficulty of
reaching the people we were interested the difficulty of getting in touch with truly involved
persons for the qualitative study: doctors in chemists.

It should be also that the present study does not mean that the research on this subject is
closed, on the contrary, it leaves the lines of research open to further research and refinement

in the field. Packaging is a research topic which that includes several aspects to be studied and
scrutinized and the packaging labelled with the Braille system is a new and very important
concept, which has been dealt by a limited number of researchers. Thus, it would be wiser to:
e Carry out a qualitative study with visually impaired and blind consumers to find out their
intrinsic needs for information about the products to be purchased;

 Study the perception of visually impaired and blind consumers regarding packaging labelled
in Braille;

e Study the material feasibility of producing Braille labelled packaging for pharmaceutical
products within production companies (pharmaceutical laboratories).
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Résumé Vplyv inovativneho balenia na postoje a uvazovanie o nakupe slabozrakych
a nevidomych spotrebitelov: Priklad situacie v Alzirsku

Zrakovo postihnuti alebo nevidomi Celia pri svojich kazdodennych ¢innostiach mnohym
vyzvam, vratane nakupu liekov. Na prekonanie tohto obmedzenia; existuje inovativny sys-
tém (Citania a pisania Braillovho pisma, ktory bol zavedeny do oznadovania obalov farma-
ceutickych vyrobkov. Cielom tohto vyskumu je zmerat vplyv inovativnych farmaceutickych
obalov oznacenych Braillovym pismom na postoje a nakupny zamer slabozrakych a nevi-
domych spotrebitelov. V prispevku sme uplatnili kvantitativne a kvalitativne pristupy. Kvan-
titativny vyskum mal za ciel ziskat meratelné udaje vo vztahu k postojom a nakupnému za-
meru slabozrakych a nevidomych spotrebitelov na vzorke 72 slabozrakych a nevidomych ludi.
Zatial Co kvalitativny vyskum nam umoznil skimat nazorovych lidrov: lekarov chemikov vo
vztahu k sucasnej situacii slabozrakych a nevidomych spotrebitelov v teréne a suc¢asne boli
realizované polostruktirované rozhovory so 6 lekarmi, skumajucimi délezitost Braillovho
oznacovania obalov pre farmaceutické vyrobky. Vysledky nam umoznili potvrdit hypotézy:
Obaly na farmaceutické vyrobky oznacené Braillovym pismom maju pozitivny vplyv na pos-
toje slabozrakych a nevidomych spotrebitelov. Obaly na farmaceutické vyrobky oznacené

Braillovym pismom maju pozitivny vplyv na nakupny zamer slabozrakych a nevidomych spo-
trebitelov. Postoje pozitivne ovplyviiuju nakupny zamer slabozrakych a nevidomych spotre-
bitelov. Vysledky nam umoznili zd6raznit nazory lekarov chemikov na dolezitost zavedenia
Braillovho pisma do dizajnu farmaceutickych obalov.
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TEXT | JURAJLITOMERICKY

HUDBA AKO MARKETINGOVY
NASTROJ NA ZVYSENIE
NAVSTEVNOSTI A TRZIEB

Autor na zaklade dlhoro¢nych vlastnych skisenosti a prostrednictvom dotaznikového pries-
kumu navrhuje principy vyberu vhodnej hudby, ako marketingového nastroja zameraného na
zvySenie navstevnosti a trzieb v prevadzkach maloobchodu a sluzieb, s prihliadnutim na cha-
rakter prevadzky, segmenty klientov, alokaciu operacii a dalSie skuto¢nosti. Autor upozoriiuje
na asto sa vyskytujlice chyby a zaroveii odporuca rieSenia ako pri vybere vhodnej hudby
postupovat, aby tato klientom sprijemnila pobyt v prevadzkach a stala sa tak predpokladom

https://doi.org/10.46286/msi.2022.17.1.2

zvysenia ich navstevnosti a trzieb.

20

Uvod Na nakupné spravanie a rozhodovanie pri flom ma vplyv mnozstvo faktorov, jed-
nym z nich je napriklad osobnost ¢loveka a jeho postoje, typ nakupu a tiez miesto predaja. Tu
zohrava ulohu dizajn prostredia, zvolené farby, priestorové rieSenie a tiez hudba alebo vona.
Hudba je suc¢astou zmyslového marketingu, ktorého cielom je podnietit spotrebitela k naku-
pu a posilnit jeho vztah ku znacke prave posobenim na jeho zmysly. K tomu sluzia aktivity
zamerané na vyrobok, distribuciu i komunikaciu. Pod zmyslovy marketing tak patria vizualny,
Cuchovy, chutovy, hmatovy a sluchovy marketing. Hudba v predajnych miestach ma za ciel
podporit identitu obchodnej spolo¢nosti a sulad s klientelou. Je preukazané, Zze hudba ma
vplyv na ¢as vnimany zakaznikmi v predajni (Langerova 2019).

Hudbu, ktora funk&ne dopliha zna¢ku, si napriklad zvolil pre svoje kaviarne retazec Costa Cof-
fee. Vo Velkej Britanii hra mix relaxa¢nej hudby prestipenej jemne beatovymi ténmi, a naviac
sa tomu snazi dat dalsi rozmer - na playlist pravidelne zaraduje popri skupinach ako Mor-
cheeba, Nightmares on Wax nebo Boards of Canada tiez doposial neznamych, ale zato nadej-
nych interpretov, ¢im zakaznici maju jedine¢nd moznost vypocut si novinky v predpremiére
(Chudomelova 2013).

Ciel Prispevok je zamerany na tvorbu zasad vyberu vhodnej hudby do prevadzok malo-
obchodu a sluzieb pri zohladneni charakteru prevadzky, segmentov klientely ako aj alokacie
prevadzky.

Vzhladom na skuto¢nost, Ze majitelia prevadzok neraz dost necitlivo volia hudbu, ktora ma
v priestoroch prevadzky vytvarat pre zakaznikov prijemnd atmosféru, cielom prispevku je
poskytnut ur¢ity navod, podla akych kritérii je mozné pri vybere vhodnej hudby postupovat.

Metodika prace V ostatnych niekolkych rokoch sme pozornost zamerali na hudobné
produkcie v zariadeniach maloobchodu a sluzieb a sumarizovali sme vlastné skusenosti pri
poCuvani a vnimani predmetnych hudobnych produkcii (metdéda pozorovania). Tieto nase
zistenia sme doplnili o nazory 153 respondentov (klientov tychto prevadzok) dotaznikového

VYSKUMNE PRACE | RESEARCH PAPERS

prieskumu (metdda anketa) a formulovali sme z toho urcité zavery a odporucania na zaklade
charakteru prevadzky, dizky pobytu respondenta v prevadzke, frekvencie respondentovych
navstev danej prevadzky, charakteru obsluhy, rezimu pohybu klientov po prevadzke, veku
klientov, segmentov klientely, umiestnenia prevadzky, dennej a roCnej doby, hlasitosti re-
produkovanej hudby, hudobného Zanru, tempa a rytmickosti hudobnej produkcie a variability
skladieb a piesni v ramci hudobnej produkcie.

Prieskum bol realizovany v obdobi jul az oktéber 2021 prostrednictvom online dotaznika,
ktory obsahoval 37 otazok (uzatvorené i otvorené otazky), ktoré boli kladené podla r6znych
vysSie uvedenych kritérii pre r6zne typy prevadzok.

V rade respondentov boli rovnomerne zastUpené rézne vekové skupiny v ramci stanovenych
vekovych intervalov (18-30, 31-45, 46-60, 61 a viac), zien bolo 53,6% a muzov 46,4%, priCom
prieskum bol celoslovensky.

Pre Ucely Statistického spracovania boli pouzité bodovacia metéda, metdda poradia, charak-
teristiky strednych hodnét ako napriklad aritmeticky priemer, median, modus. Tieto metody
boli pouzité pre vyhodnotenie odpovedi na otazky vzhladom na charakter otazky.
NajhomogénnejSou skupinou z hladiska veku sa vyznacCovala skupina v intervale 31-45 rokov,
najmenej homogénnou bola skupina vo veku 46-60 rokov veku.

Vnimanie a prezivanie hudby
inych odliduje:

a.) materialom, t. j. zoskupeniami umelo vytvorenych zvukov, prevazne tzv. ténov (o urcitej
vyike, sile, dizke a farbe alebo tembre),

b.) priebehom v realnom ¢ase,

c.) obsahom, ktorého jadrom su vnutorné psychické stavy a reakcie ¢loveka na vonkajsiu real-
itu (Vnimanie hudby 2019).

Pod pojmom hudba rozumieme druh umenia, ktory sa od

Percepcia (vnimanie) je vstupnou ¢astou zlozitého psychického procesu odrazu reality. SlUzi
potrebam organizmu, jeho adaptacii na vnutorné aj vonkajsie prostredie. Patri¢na informacia
z tohto prostredia je ziskavana receptorom. Vnimanie hudby nie je len registrovanim akus-
tickych dat, nie je pasivne - je to tvorivy akt, konfrontacia toho, ¢o ¢lovek pocuje, s vlastnymi
skusenostami a zazitkami, ¢i uz rydzo fyziologickymi, kinestetickymi ¢i psychologickymi, ci-
tovymi aj myslienkovymi. V tomto procese existuju zakladné vyrazové schémy (ovplyvnené
geneticky, ale s do zna¢nej miery ziskané u¢enim). Ich podoba je silne viazana na konkrétnu
kultaru (ind¢ vnima Cifan a ina¢ Slovak.) (Vnimanie hudby 2019).

U tonov rozliSujeme Styri zakladné vlastnosti:

1. vy3ka, ktora je dana kmito¢tom (frekvenciou) zakladného ténu,

2. intenzita (sila),

3. farba,

4. d(zka.

Na zaklade vyssie uvedeného by sa dalo predpokladat, Ze poc¢uvanie hudby je ¢innost pasivna.
Nie je to tak. Hoci si organizmus sprostredkuje sluchovym receptorom objektivne zvukové
podnety, zaroven ich spracuje sluchovym analyzatorom, t. j. fyzikalny aj psychologicky obraz
sa spolu plne nekryju. Z toho vyplyva aj fakt, ze dvaja jedinci m6zu vnimat jednu a tu istu
skladbu rozdielne. Prezivanie hudby je ovplyvnené vekom, osobnostou pocuvajuceho, vzde-
lanim a najma hudobnym vzdelanim, navykmi pri po¢uvani hudby, okamzitou situaciou ... Psy-
chicky proces, v ktorom sa zmocnujeme nielen ,zmyslovej podoby” hudby, ale v dosledkoch
prenikame aj do jej obsahu, nadobuda podobu hudobného zazitku, nazyvame apercepciou.
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V zaviSeni tohto procesu sa objavuju odpovede (responses) apercepienta (napr. obdiv, prijatie,
zapojenie sa...) a v suvislosti s nimi urcité spravanie.

Do suvislosti s hudbou vstupuje subor schopnosti, ktoré su pre jej vnimanie nevyhnutné a roz-
vijaju sa pri jej pestovani. Tieto schopnosti suvisia so psychologickymi znakmi ténov - farba
(timbre), d(Zka, vy3ka, intenzita. (napr. vy$ka sa preziva ako pohyb ur&itym smerom, melddia
ako kvantitativny vztah k tonu je komplex, ktory pozostava z organu sluchu a fona¢nych
organov (reguluju vysku ténu; z toho vyplyva opodstatnenie dolezitosti spevu pri rozvijani
hudobnych schopnosti). Citlivost vnimania hudby sa zvy3uje vekom, Specialnym cvicenim, hu-
dobnou ¢innostou ...(Vnimanie hudby 2019). Hudobnost ma dve stranky - emocialnu a sluch-
ovy, ktoré sa navzajom dopliaju. Nemozno ju ziskat u¢enim, ale moZno ju ako vrodenu vlohu
rozvijat vychovou a vzdelanim. Tu zohrava Ulohu otazka motivacie, hudobné tradicie v rodine,
pristup spolo¢nosti k hudbe a podobne.

Hudba je povazovana za sp6sob komunikacie (je to osobitna, auditivna nonverbalna forma
komunikacie prevazne behavioralneho charakteru). Jej interpretacia velmi vyrazne zavisi od
osobnosti prijimatela. Pokladame ju za vyjadrenie citového Zivota Cloveka, akysi ,jazyk citu”.
Ma na C¢loveka ovela vyraznejsi vplyv, nez sa vieobecne predpoklada, je schopna zasiahnut
a ovplyvnit ¢loveka i celu spolo¢nost. Subor ludskych reakcii na pésobenie hudby je r6znorody
a komplexny a Usti do rézneho pouzitia hudby (Vnimanie hudby 2019). Je nesporné, Ze hud-
ba ma priame somatické ucinky (zmeny krvného tlaku, frekvencie tepu, hladiny cukru v krvi,
psychogalvanického koZzného odporu, posobi na vylu¢ovanie zaludocnych Stiav, ¢revnu peri-
staltiku, premeny vapnika, zmeny psychomotoriky aj mozgovej ¢innosti, hormonalne zmeny -
vylu€¢ovanie adrenalinu a noradrenalinu a pohlavnych horménov). Psychické postoje st potom
zavislé na tejto fyziologickej zmene. K psychickému pdsobeniu hudby patri p6sobenie na pos-
toje a spravanie (emocie, asociacie, fantazia, denné sny, znizenie prahu konania ...).

To, ako hudbu vnimame, ovplyvnuju:

1. predchadzajuce Zivotné skusenosti a zazitky (pekné spomienky na detstvo a mladost),

2. poznanie o pri¢ine vzniku diela, resp. histéria vzniku danej skladby ¢&i piesne,

3. miesto kde bolo prvy krat zahrané, preco prave tam, vobec histéria skladby,

4. miesto, kde danu skladbu, ¢i pieser pocuvame (Ci je to doma, vonku, na koncerte),

5. samotna skuto¢nost, Zze sme jednym z mnohych posluchacov, vo velkej miere zosilhuje
duchovny vplyv hudby,

6. prostredie (osvetlenie miestnosti, voia, teplota, celkovy esteticky dojem prostredia, sviec-
ka...),

7. momentalna nalada recipienta (ked sa nam prihodi nie¢o neprijemné a je nam tazko na
dusi, vesela hudba méze v nas vyvolat iba podrazdenie. Smutna hudba by nas mozno v takuto
chvilu upokojila a vliala do nas silu, ktora by nam pomohla vyrovnat sa aj s vlastnym smut-
kom),

8. kvalita podania (znelka mobilu, kazetova nahravka, CD, ¢i Zivé vystupenie),

9. frekvencia pocuvania danej melédie (nadherné skvosty hudobnej literatdry sa neustalym
znenim sprotivia a zvySuju nasu agresivitu i ,odpor” k hudbe samotnej),

10. prevedenie (nie vzdy je dblezité presné dodrziavanie notového zapisu, do hudby sa treba
vlozit, perfektna technika nemusi vzdy zaru€ovat umelecky dojem),

11. akustika miestnosti,

12. hlasitost (Vnimanie hudby 2019).

Dokonca aj ténina, v akej je skladba hrana, ma vplyv na rozdielne vnimanie diela. Skladatelia
mnohokrat modulovali ¢asti skladby z jednej tédniny do druhej (pridanim krizikov alebo bécok),

aby pridali roznost, dodali ur¢ity nadych a zdo6raznili kontrastujuce ¢asti hudobného diela.
Rytmicka hudba stimuluje pohyb, ale obmedzuje volnost plynutia myslienok. Vhodna je hudba
pokojna, melodicka, vyrazovo bohata (Vnimanie hudby 2019).

Nedobrovolné opakovanie hudobnych obrazov (IMIR), zname ako ,u3né Cervy*, je forma hu-
dobnych obrazov, ktoré sa nedobrovolne a opakovane vynaraju v mysli. Rastuci pocet Studii
zaloZzenych na retrospektivnych spravach naznacuje, ze skusenosti IMIR su spojené s urcitymi
hudobnymi vlastnostami, ako je rychle tempo a pritomnost textov, a s individualnymi rozdiel-
mi v hudobnom tréningu a angazovanosti. Doterajsi vyskum v3ak priamo nehodnotil vplyv
takychto hudobnych prvkov na IMIR a zistenia o individualnych rozdieloch v hudobnom
tréningu a angazovanosti su zmie$ané. Celkovo zistenia naznacuju, ze IMIR je idiosynkraticky
zazitok zalozZeny na zvykoch pocuivania hudby a hudobnej angaZovanosti jednotlivca (Taylor
Liptak at al. 2022).

Vysledky a diskusia

Hoci sluchom absorbujeme ,len“ 11% vnemov z okolia, hudba je délezitou sucastou celkovej
atmosféry prostredia predajne (Turzo 2018).

Prevadzky maloobchodu mo6zu byt zamerané na tovary:

1. potravinarske,

2. nepotravinarske (napr. odevy, Sportové potreby, hudobné nastroje, domace potreby,
papiernictvo, galantéria, optika atd.).

Prevadzky sluzieb mozu byt prevadzkami sluzieb napriklad ubytovacich, stravovacich, in-
formacnych, dopravnych, Sportovych, kultdrnych, bankovych, poistovacich, zdravotnickych,
pravnych, relaxa¢nych, rehabilita¢nych atd. Pri vybere primeranej a vhodnej hudby pre pre-
vadzku vsak nie je dolezité, o aky druh sluzby sa jedna, ako skér to, akého charakteru pre-
vadzka je (otvorena, uzavreta, interiérova, exteriérova), aké segmenty klientely ju navstevuju,
kde je prevadzka umiestnena, v akej dennej ¢i ro¢nej dobe je otvorena, ako ¢asto do nej ti isti
zakaznici chodia, ¢i ma charakter samoobsluzny alebo obsluzny a ¢i v nej klienti ¢akaju na
poradie alebo priebezne sa po prevadzke samostatne a slobodne pohybuiju.

Tak ako aj pri vybere vhodnej hudby do auta musime dbat na pohodu a sustredenost vodica,
tak aj pri vybere vhodnej hudby do prevadzky maloobchodu ¢i sluzieb by sme mali mat na
zreteli pohodu a prijemny pocit zakaznika. Zalezi od toho, ¢i chceme, aby sa v nasej prevadzke
zakaznik ¢o najviac zdrzal, alebo aby sa zdrzal len obmedzeny ¢as a dal priestor na navstevu
prevadzky aj dalsim zakaznikom.

V ramci hudby mézeme v zakladnych ¢rtach rozdelit hudbu na:

« inStrumentalnu alebo so spevom interpreta,

* 50 slovenskym (resp. ¢eskym) textom ¢i textom v cudzom jazyku,

» upokojujucu alebo agresivnejsiu,

v rychlejSom alebo pomalSom tempe,

« tanednu (rytmickd) ¢i menej rytmicku so striedavym alebo nepravidelnym rytmom atd.

Tak napriklad pri vybere hudby do auta by sme mali mat na zreteli, aby hudba nebola agresiv-
na a neburcovala tak vodi¢a k rovnako agresivnemu spésobu jazdy, aby ho nerozptylovala tex-
tom, ktory si bude chciet su¢asne s nahravkou pospevovat, ale aby nebola ani velmi pomala
a monotdnna, a tak vodi¢a neuspavala a nebola tak pri¢inou dopravnej nehody.

Pri vSetkych vysSie spomenutych atributoch vyberu vhodnej hudby je potrebné eSte dodat,
Ze kluc€ovou z hladiska dopadu hudby na posluchaca je optimalne zvolena hlasitost. Ani ta
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najocarujucejSia hudba nebude uchu prijemna, ked bude pustena prili$ hlasne. Tak ako sa
dnes venuje mimoriadna pozornost vzhladu vykladnej skrine a estetike interiéru prevadzky,
rovnako by sa mala venovat znacna pozornost aj vyberu hudobnej produkcie v prevadzke.
Neraz vyber hudobnej produkcie zavisi len od vkusu resp. nalady veduceho, ¢o nemozno po-
vazovat za spravne. Jednoznacne zadefinovanu hudobnu kulisu v korporatnych pravidlach
maju skor zahrani¢né retazce.

Zo vzorky 153 respondentov (navstevnikov prevadzok maloobchodu a sluzieb) az 73% malo
urcité vyhrady k vhodnosti hudobnej produkcie v predmetnych prevadzkach. Prieskum preu-
kazal, ze pri tomto hodnoteni nie je rozhodujucim kritériom len vek respondenta, ako sme
sa domnievali, ale diZka pobytu respondenta v predmetnej prevadzke, frekvencia respon-
dentovych navstev danej prevadzky a najma charakter prevadzky. Vyrazne kriticky hodnotili
respondenti najma prevadzky, kde mala ¢innost respondentov periodicky Cize rytmicky cha-
rakter (napriklad fitnes centra, 63% respondentov). Pri tychto prevadzkach Sportovych sluzieb
je na zvazenie, ¢i hudobna produkcia v nich je vobec ziaduca. Ak ano, tak eSte najskor rytmicky
blues.

V pripadoch niektorych prevadzok hudba dokonca absentuje, ¢o 17% respondentov povazu-
je za urcity nedostatok. Uvadzaju tak ako priklad poboc¢ky bank, kde by urcita aspon slaba
intenzita hudby v priestore ¢akajucich klientov zabezpecila aspori urlitl mieru anonymity
klienta tym, Ze by ostatnym znemoznila lahké odpocuvanie rozhovoru vybavovaného klienta
s bankovym pracovnikom.

Pri vybere hudby ako hudobnej kulisy nie je ani tak podstatna miera virtuozity interpreta, ale
skor jednoduchost, ktora sa vyhyba extrémom ¢i naro¢nym inStrumentalnym sélam.

Najviac kritizovany bol vyber hudby v prevadzkach maloobchodu s odevmi, najma v retazcoch
ako napriklad Pull & Bear, ZARA alebo Calliope ¢i Terranova. Niektori zakaznici neraz trpia
pocas skusania si tovarov v skisobnych kabinkach. Druhym najkritizovanejsim typom pre-
vadzok boli prevadzky mestskej dopravy, teda autobusy, elektricky a trolejbusy. Pasazieri sa
neraz citia ako rukojemnici dopravného podniku, kedy vodic si zvoli pre neho zaujimavy typ
hudby alebo rozhlasovu stanicu a zabuda na to, Ze sice jeho pohodlie a spokojnost su pre bez-
problémovy priebeh dopravy dolezité, ale Ze platiacimi zakaznikmi su v tomto pripade ludia,
ktorych prepravuje a teda predovietkym ich spokojnost a pohodlie by mal mat na zreteli.
Dal3im prikladom rovnako nevhodne zvolenej hudby ale i hlasitosti je nejedna $kolska jedalen,
kde s bliziacou sa 14. hodinou (kedy sa konci vydaj stravy) pomerne hlasito pustia agresivnu
hudbu. Ci to je zamer alebo nahoda, to nevieme.

Prevadzkovatelia zariadeni maloobchodu a sluzieb by si mali uvedomit, Ze zakaznici pocas
pustenej hudobnej kulisy by sa mali medzi sebou navzajom pocut resp. mali mat moznost
komunikovat alebo prijat telefonicky hovor. Ak zakaznik kvéli prijatiu dolezitého telefénneho
hovoru bude nuteny rychlo vybehnut z prevadzky kvoli telefonovaniu, je mozné, ze sa uz do
danej prevadzky spat nevrati. A mozno pochybovat, Ze by toto bolo zamerom majitelov i
prevadzkovatelov tychto prevadzok.

Aj ked zakaznik v danom momente nevie alebo nema potrebu desifrovat resp. analyzovat
svoje negativne pocity z pustenej hudby, ur¢ity pomerne jednoznaény celkovy dojem to v iom
zanecha.

Casto zmiefiovany vyskum z roku 1993 - The Influence of Background Music on Shopping Be-
havior: Classical Versus Top-Forty Music in a Wine Store (Areni, Kim 1994) skimal zasa vplyv
hudby na nakupy vo vinotéke. Klasicka hudba podnietila zakaznikov viac ku kupe drah3ieho
vina, nez v pripade, kedy v priestoroch hrala popularna hudba. Je zrejmé, Ze zakaznik si pod-

vedome spaja hudbu s prostredim a s tym, ¢o by k sebe malo patrit. Ide o efekt znamy ako
musical fit. Efekt musical fit bol overeny napriklad aj v suvislosti s vonou v predajni. Mattila
a Wirtz (2001) zistili, ze levandulova vOna, ktora sa vyznacuje upokojujucej$im ucinkom, sa
zakaznikom spajala s pomalSou hudbou, naopak k voni grapefruitu sa hodi skér Zivsia, rychlej-
Sia hudba. Spokojnost zakaznikov bola najvyssia v okamihu, ked sa véna a tempo zhodovali
(Turzo 2018).

Na kvalitnom ozvuceni prevadzky sa Setrit neoplati. Zakaznici si totiz podvedome stotoznuju
kvalitu zvuku s kvalitou obchodnej prevadzky Ci prevadzky sluzieb. Délezitou otazkou je, ako
rozpoznat, ¢i hudobna produkcia ponukana v prevadzke je vhodna. Velmi jednoducho. Ak za-
kaznik hudbu nevnima ako dominantnu, obtazujucu, alebo ju dokonca takmer vobec nevnima,
je vyber hudby vhodny. Je to podobné, ako ked si dlhoro¢ny pedagdg zapamata tvar ¢i meno
svojho Studenta, moze to mat dva dévody. Alebo bol ten Student taky vynimocne Sikovny,
alebo to bol taky nevychovany lajdak, Ze jednoducho nemohol v pamati pedagéga neutkviet.
Ako pomocku pre spravne rozhodovanie sa k vyberu vhodnej hudby by sme spomenuli prikla-
dy niektorych interpretov ¢i skladieb resp. piesni. Do zoznamu takychto pomerne univerzalne
,neskodnych” interpretov by sme mohli zaradit napriklad saxofonistu Kennyho G, spevacku
Anyu, zoskupenia Shadows, Secret Garden (predovsetkym ich skladbu Hymn to Hope) alebo
Rondo Veneziano, inStrumentalne skladby Mike Oldfielda (napriklad album Voyager), gitaristu
Earla Kluga, klaviristov Rudolfa Rokla ¢i Jifiho Malaska alebo niektoré pomalsie skladby v po-
dani huslistu Davida Garretta, z hudobnych skupin ABBA, Beatles, Bee Gees, Chicago, alebo
nadherné piesne ,Fragile alebo ,Shape of my Heart" od Stinga, piesne Eltona Johna, Chrisa
de Burgha, Chrisa Rea, Richarda Marxa, Robbieho Williamsa, Charlesa Aznavoura a z ¢eskych
interpretov napriklad formaciu Brontosaufi, Honzu a Frantiska Nedvédov, Karla Plihala,
Stanislava Wabi Danéka, Jaromira Nohavicu, Petra Muka, Karla Zicha, Waldemara Matusku,
Karla Cernocha, Daniela Hiilku, Petra Hapku a dal3ich. Aviak vybrat mozno aj zo slovenskych
interpretov (Desmod, Zbirka, Elan, No Name, Cirova, Martausova atd.). Z hudobnych Zanrov
su velmi univerzalne napriklad folk, country, chanson ¢i blues. Jazz méze byt zaujimavy, no
rozhodne nie pre vacsinovu populaciu, rovnako ako ani techno, hous ¢i rap. S folklérnou hud-
bou je to asi podobné (s vynimkou napriklad vinoték). Vhodne zvolenou vaznou hudbou by
vSak prevadzkovatel nemal velmi ¢o pokazit. Vhodne vybrané skladby z tvorby Mozarta, Vival-
diho, Johanna Straussa, Antonina Dvoraka, Ennio Morriconeho ¢i Karla Svobodu by mali byt
pomerne dobre tolerované zo strany posluchacov - klientov.

Pri zariadeniach maloobchodu a sluzieb, ktoré navstevnici navstevuju periodicky a ¢asto, by
sa nemalo zabudat na obmienanie repertoaru, aby pobyt v danej prevadzke nezacal postupne
liezt zakaznikom na nervy. Pozitivnou vynimkou je v3ak napriklad obchodné centrum Cubicon
v Slavicom udoli v Bratislave, kde permanentne hraju hudbu francuzskych interpretov tzv.
»stredného prudu®, aviak nikdy sme tam nemali pocit, Zze by mali pustit uz kone¢ne nieco iné.
Zanedbatelna nie je ani skuto¢nost, o ktoré hodiny pocas dna sa pri hudobnej produkcii jedna.
Rano a doobeda su ludia zvycajne sviezejsi a vitalnejsi ako poobede.

Rovnako nemozno ignorovat ani alokaciu prevadzky v ramci mesta ¢i maloobchodnej siete.
Napriklad pri reStauracnych zariadeniach mozno zohladnit aj to, ¢i hudba ma byt prezentovana
v interiéri alebo v exteriéri prevadzky, napr. na letnej terase, ako aj to, i sa viac hodi reprodu-
kovana hudba alebo hudba ziva (napriklad klavirista) alebo aj to, ¢i charakter reStaura¢ného
zariadenia umoznuje navstevnikom tanecné aktivity. ReSpektovanim tychto skutonosti pri
vybere hudobnej kulisy nemozno ni¢ pokazit, rovnako ako ani zistovanim nazoru zakaznikov
na vhodnost hranej hudby v ramci hodnotenia spokojnosti zakaznikov.
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Zaver Prieskum uskuto¢neny na vzorke 153 respondentov priniesol nasledujuce ziste-
nia - v zatvorke uvedeny podiel respondentov, ktori maju dany nazor (zaokruhleny na celé
percenta):

* pri vybere primeranej a vhodnej hudby do prevadzky tak nie je délezité, o aky druh sluzby
sa jedna, ako skor to, akého charakteru prevadzka je (otvorena, uzavreta, interiérova, ex-
teriérova) (87%), aké segmenty klientely ju navstevuju (83%), kde je prevadzka umiestnena
(81%), v akej dennej Ci roCnej dobe je otvorena (67%), ako ¢asto do nej ti isti zakaznici chodia
(94%), ¢i ma charakter samoobsluzny alebo obsluzny (78%) a ¢i v nej klienti ¢akaju na poradie
alebo priebezne sa po prevadzke samostatne a slobodne pohybuju (84%),

* klu€ovou z hladiska dopadu hudby na posluchaca je optimalne zvolena hlasitost (dolezité
az pre 95%),

» z0 vzorky 153 respondentov (navstevnikov prevadzok maloobchodu a sluzieb) celkove az
73% malo vyhrady k vhodnosti hudobnej produkcie v predmetnych prevadzkach,

 prieskum preukazal, Ze pri tomto hodnoteni je rozhodujucim kritériom vek respondenta
(74%), dizka pobytu respondenta v predmetnej prevadzke (84%) a frekvencia responden-
tovych navstev danej prevadzky (94%),

« pri vybere hudby ako hudobnej kulisy je lepSie uprednostnit skor jednoduchost (69%), pricom
v prospech inStrumentalnej hudby sa vyjadrilo 58%,

« vyber hudby je vhodny, ak zakaznik hudbu nevnima ako dominantnu, obtazujucu, alebo ju
dokonca nevnima takmer vobec (79%),

» v zariadeniach maloobchodu a sluzieb, ktoré klienti navstevuju periodicky a ¢asto, by sa mal
obmienat repertoar (94%),

* najviac kritizovany bol vyber hudby v prevadzkach maloobchodu s odevmi (77%), druhym
najkritizovanej$im typom prevadzok sluzieb boli prevadzky mestskej dopravy, teda autobusy,
elektricky a trolejbusy (58%), nasledovali stravovacie zariadenia (52%), fitnescentra (49%),
taxisluzby (46%), hypermarkety (42%) a obchody s nabytkom (32%),

« Cakanie v rade spojené s po¢uvanim prijemnej hudby zakaznik znasa trpezlivejSie, dokonca
aj v nudnom prostredi, ale ak je pre neho dana hudba neprijemna, kritickejSie ju hodnoti, ak
pri poCuvani ¢aka v rade.

Na jednej strane obchodnici pomocou najnovsich finanéne naro¢nych informacénych tech-
noldgii vymyslaju rozne sposoby zistovania zaujmov svojich zakaznikov napriklad sledovanim
ich srdcového rytmu, miery potenia sa ¢i pohybu ich odi, ale na strane druhej nedostato¢ne
vyuzivaju finan¢ne nenaro¢né spdsoby pozitivneho ovplyviovania zakaznika, medzi ktoré
patri napriklad aj vhodny vyber hranej hudby na prevadzke.

V mnohych krajinach existuje zaujimava profesia - audioarchitekt. Ide o odbornika, ktory
dokaze vysoko profesionalne ozvucit priestor a na zaklade niektorych dat a demografického
profilu nakupujucich zostavit presny playlist pre danu cielovi skupinu a predajiu. Hudba
v predajni je volena tak, aby zodpovedala vkusu vac¢siny zakaznikov. Moznosti su obrovskeé.
Napriklad v Japonsku uz v niektorych predajniach prispésobuju hudbu konkrétnym zénam.
Nemusi ist pritom len o hudbu, ale aj o prijemné zvuky tecucej vody, vetra ¢i dokonca spev
vtakov. Svédsky Retail Institute v spolupraci so start-upom Soundtrack Your Brand zistili, Ze
cielene vybrané skladby zvy3uju vydavky spotrebitelov v reStauraciach az 0 9,1% (Turzo 2018).
Ak si v8ak nie sme isti, ¢i by dana hudba bola pre nasu prevadzku vhodna, mézeme zakaznikom
dopriat ticho. V dnesdnej hektickej dobe to m6Ze byt vitana alternativa a navyse usetrime na
licen¢nych poplatkoch SOZA - Slovenskému ochrannému zvazu autorov (Bohm - Klein 2016).
Inovativne rieenie pre prevadzky obchodu a sluzieb prinasa startup Songoroo, ktory umozru-
je navstevnikom prevadzky vybrat si pre nich vhodnu a nimi Ziadanu hudbu. Inovativnost toh-

to rieSenia spociva v tom, Ze namiesto hadzania minci do jukebox automatu s obmedzenym
repertoarom hudby, maju zakaznici daného podniku moznost si vybrat svoju oblubenu pesni¢-
ku ¢i kapelu prostrednictvom mobilnej aplikacie z databazy hudby uloZenej na serveri, ktora
sa pravidelne rozsiruje o novinky. Prechod od p6vodnej myslienky ,vylepSeného jubox-u” az
po sucasnu verziu a funkcionalitu in-store radia Songoroo® je vysledkom prace projektového
timu, ktory formoval zakladnu ideu do realneho produktu, schopného oslovit trh a presadit
sa. Moznost dat ludom presne to ¢o chcd, stoji za dodato¢ny naklad, ktory sa okamzite vrati
vo forme spokojnych zakaznikov a teda aj zvySeného predaja tovaru a sluzieb. Songoroo je
inStalované vo viacerych prevadzkach McDonalds v Bratislave, Trnave a Nitre. Viaceré Studie
preukazali, ze prehravanie vhodnej hudby v prevadzke dokaze zvysit trzby az o viac ako 10%.
Najvhodnejsia je hudba, ktori ma zakaznik skuto¢ne rad. Délezité je zladit hudobné preferen-
cie viacerych ludi naraz (Cebrova 2019). A prave v tomto spociva pozitivum i negativum tohto
systému sucasne.
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Résumé Music as a marketing tool to increase traffic and sales

The author, based on many years of his own experience and through a questionnaire survey,
proposes the principles of selecting appropriate music as a marketing tool aimed at increasing
footfall and sales in retail and service outlets, taking into account the nature of the outlet,
client segments, allocation of operations and other facts. The author points out the frequent-
ly occurring mistakes and recommends solutions for selecting appropriate music to make the
clients' stay in the outlets more pleasant and thus become a prerequisite for increasing their
traffic and sales.
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RETAIL PRODUCTS SUSTAINABILITY
FROM THE POINT OF CZECH
CONSUMERS’ VIEW

Sustainability in retail is one of the most important parts in strategic management decision
making. Retailers want to be socially responsible, or to have the label ,sustainable retailer”.
Important is the macro area, represented by official statement. The micro area - daily sustai-
nable activities, or decisions - is crucial, too. Stakeholders compare the statement, and a true
behavior to customers, employees, society. One aspect of retailers” sustainability is an offer of
sustainable products. Listed sustainable products mean a true interest in an environmental,
social, and economic development.

Consumers tend to buy sustainable products, search for information about sustainability of a re-
tailer. Sustainability is the aspect, supporting consumers’ better feeling by different products’
consumption. Pricing of many sustainable products is similar to pricing of usual assortment.
Therefore, sustainable offer is interesting for more consumers.

This paper aims to present results from marketing research in 2021. It was focused on per-
ception of sustainable products, and interest in sustainability by different kinds of products.
Which aspects are important in confirmation of sustainable products? Which kinds of products

is sustainability crucial for?

Sustainability in Retail Sustainability in retail is a current topic. Retailers face a trend
to support sustainability in many ways. Stakeholders require more and more an image of
a sustainable retailer. They observe a supply chain, all members should be sustainable. Re-
tailer, selling products from unsustainable supplier, is not considered as sustainable retailer.
Retailer, not supporting social, economic development in region, is not sustainable retailer.
Retailer, not protecting an environment, is not sustainable.

Consumers are more educated in environmental questions, and are interested in sustaina-
bility, eco-standards, and recyclable products (MacKenzie B. Gill et al. 2020). Retailers must
assess the right balance between market demand, stakeholders” expectations, and impact on
their business activity (Whysall, 2008; Maignan et al. 2005). Retailers should follow the trend
of sustainability, but stay efficient (Stangis and Smith 2017). Sustainability is about building
foundations for future success (Hedstrom 2018), and future success is subject to profitability
nowadays. Therefore, all sustainable, or CSR activities should reflect following scheme, based
on Triple-Bottom Line.
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Picture 1: Triple-Bottom Line
Source: Authors according to Elkington (2018)

Triple-Bottom Line was defined by Elkington in 90’s last century (Elkington 2018). Sustain-
ability is based on environmental, economic, and social aspects. Sustainable activities very
often fill all levels together. For example, regional suppliers” preference influence environ-
mental protection (green logistics), economic development in a region, and higher employ-
ment (social factor). Ideal position of every sustainable activity is in intersection point of all
three sets. Retailers search for sustainability in retail, related to logistics, transport, cleaner
production, cutting waste out of manufacturing process, or eco-efficiency (Ruiz-Real et al.
2018). The best way to be sustainable in retail, is selling sustainable products.

What is the sustainable product? Sustainable product should follow standards, based on as-
pects of environmental, economic, or social development. Best of all areas. According to Ott-
man (2012), sustainable product, following environmental standards, should have a minimal
environmental impact during production, usage and in finishing part of life cycle.

Junaedi (2005) add the aspect of no danger to people and nature, no harm animals and, no
creation of waste and minimizing of negative impacts on the environment (Junaedi 2005). In
decision making customers evaluate, instead of type of product, the labeling, and sustaina-
bility certification (Rupprecht et al. 2020). Sustainability is one of the most important aspects
in buying decision making process. People buy sustainable products, and address the cor-
porate social responsibility, ethical values (Arvidsson 2011). According to Annual Consumer
Report (2016) around 68 million consumers from the USA based purchasing decisions on their
personal, social, and environmental values, and would like to spend up to 20% more on envi-
ronmentally sound products. The tendency on the market is still increasing, in the Czech Re-
public, too (Jaderna and Ostin 2021). Consumers think about a story of the product. They are
interested in the whole production process, in the context of sustainability, too. Preferences
of local products, or products with interesting story, based on social aspects, are important
influences on purchasing behavior. Therefore, retailers offer more sustainable products. But,
how Czech consumers feel sustainable products? And which kinds of products are evaluated
by sustainable criteria?

Methodology This paper aims to present findings of marketing research in 2021, de-
signed when working on the grant SGS/2019/01 Jaderna at the Department of Marketing and
Management at SKODA AUTO University. The marketing research was organized to identify
a perception of sustainable products by Czech consumers, and their tendency to consider an
importance of different kinds of products.

The survey was conducted via the internet at the beginning of October 2021 through Trenda-
ro, which is an application operated by a professional survey company called Behavio Labs, s.
r. 0. A total of 1,000 respondents were chosen so that a representative sample of the Czech
population was obtained. After collecting data phase, the information was transferred to
Microsoft Excel for transcoding into statistically measurable quantities. This file was then sta-
tistically evaluated by chi square test, and data interpretation was done by frequency analysis,
to present the trend on the Czech market.

Sustainability of retail products Sustainability states from activities filling 3 areas of
interest: environmental, economic, social. Retailers would like to follow the trend of sustain-
ability and think about all these areas. By selling a sustainable product, aspects seen by cus-
tomers are important in marketing communication. The research question is: Which aspects
of sustainable products the Czech consumer see?

The picture 2 shows a dominance of environmental aspect. From 862 respondents, who did
not skip this question, 464 ticked an environment. Health and quality are important aspects
of sustainability for more than 120 respondents.

Product sustainability

environment
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local

human rights

quality
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Picture 2: Aspects of product sustainability
Source: Authors

Data processing showed the dependence on gender by the answers health, and environment.
First, the expected value was calculated:
R - C

E, =
n
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Following table presents adjusted residuals. Based on values of expected results (E), and
observed results (0), adjusted residuals were calculated:

. Oi,j - Ei,j
M 00D
ij n n

Adj.residuals Female Male
quality 0.206592420 -0.206592420
human rights -0.210826927 0.210826927
local -0.078809459 0.078809459
health 0.418754922 -0.418754922
environment -0.349865336 0.349865336

Table 1: Adjusted residuals - gender + sustainable product
Source: Authors

To confirm the dependence, the z criteria were set:
Significance level = 0.05

Number of tests = 10

Adjusted sig Llvl = 0.005

Z criteria = -2.807033768

An adjusted residual that is more than 2.81 indicates that the number of cases in that cell is
significantly larger. These values are highlighted in the table 1. The percentages of answers
by respondents in different age groups are in following table. A higher percentage was in age
group 45-64 by the answer about healthy aspects of sustainable products. The same tendency
was identified in 2019, in the previous marketing research organized by the same author.

Sustainable product Age 18-29 Age 30-44 Age 45-64 Age 65+
skip the question 9% 13 % 16 % 19%
environment 52 % 47 % 44 % 42 %
health 15 % 16 % 20 % 13 %
local 6 % 8 % 9% 7%
human rights 3% 3% 3% 6 %
quality 15 % 13 % 8 % 13 %

Table 2: Sustainable product + age groups
Source: Authors

Different kinds of product and sustainability Consumers tend to buy sustainable products.
But sustainability is not important for all kinds of products, in the purchasing decision making
process. Graphs on following pictures present the importance of sustainability by fashion, food,
cosmetics, electronics, and furniture.

First, sustainability of fashion products was assessed by respondents. 45% of respondents feel
a sustainability as important by fashion products, 28% of respondents fifty-fifty, 12% as crucial.
Only for 15% of respondents is the question of sustainability of fashion products not important.

Sustainability of fashion products
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Picture 3: Importance of fashion products’ sustainability
Source: Authors

The next picture shows a visible importance of sustainability by food products. Respondents
incline to buy sustainable food products. For more than 400 respondents from 1000 is sus-
tainability important, for 260 is crucial, and only 118 respondents answered, sustainability of
food products is not important. In consideration of amount of people, who feel sustainable
products as healthy products, could be this tendency expected. Consumers take care about
their health, and food has a big impact on health.

Sustainability of food products
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Picture 4: Importance of food products’ sustainability
Source: Authors
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Graph on the picture 5 is very similar to the graph about sustainability of fashion. Answers
are very similar. For only 152 respondents (15%) is sustainability of cosmetics not important,
for the same number of respondents is crucial. 43% of respondents regard sustainability of
cosmetics as important. Others are not sure.

Sustainability of cosmetics
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Picture 5: Importance of cosmetics products’ sustainability
Source: Authors

Results from the survey, presented in following table 2, showed that the tendency to consider
sustainability by furniture or electronic is very similar. For 39% of respondents is sustainability
of furniture important, for 36% by electronics. More than 17% of respondents do not feel the
importance of sustainability by furniture, and electronics. 30% of respondents are not sure.

Sustainability furniture electronics

important 392 364

crucial 132 161

fifty-fifty 295 300

not important 181 175

total 1000 1000

Table 3: Importance of sustainability by furniture, electronics
Source: Authors

Conclusions Consumers see the sustainability first in environmental protection. Sustai-
nable product is, in particular, ecologic product. According to presented findings, the second
most cited aspect of sustainability is health, then the quality of the product. Health, as the
first association to sustainable product, is more frequently indicated by respondents in the
age 45 - 64. They are more interested in their health and consider the sustainable food pro-
duct more likely to healthy product.

Statistical processing of data showed that there is a significant dependency on gender by the
answer environmental aspect of sustainable products, and health. Both sexes regard the en-
vironmental aspects as the first association to sustainable product. Environment is followed
by health and quality.

1000 answered questionnaires pointed out the importance of sustainability by different kinds
of products. Crucial is sustainability of food (26%), and only 118 from 1000 respondents do
not feel sustainability of food as important. Less interest in sustainability is visible by electro-
nics and furniture. But still the percentage of importance is high. Following table 3 presents
absolute frequency by every monitored kind of product, or the number of respondents, who
feel the sustainability as important, crucial, fifty-fifty, not important. It is the summary of
presented findings.

Sustainability fashion food cosmetics electronics furniture
important 445 428 428 364 392
crucial 124 259 152 161 132
fifty-fifty 280 195 268 300 295
not important 151 118 152 175 181

Table 4: Summary of findings
Source: Authors

Retail managers should follow the trend of sustainability. First, to communicate sustainability
by food products. For 259 respondents is the sustainability of food crucial, and 428 consider
sustainability of food as important. Less importance of sustainability is in electronics and
furniture by Czech consumers. But, the number is still high, and marketing communication of
sustainability can support a differentiation of a retailer from competitors.

Sustainable products are associated first to an environment. Therefore, the environmental
aspect should be the major content of message to consumers by marketing communications.
Health, as the second most associated aspect, is important more for women. It can influence
the decision about communication of sustainable products to this segment.

Consumers in the Czech Republic are influenced by globalization, new trends on the market,
and retailers’” marketing communication. Tendency to be sustainable in daily shopping, or
purchasing electronics, fashion, furniture, is still increasing. Less than 20% of respondents
are not bound by sustainability of different kinds of products. Less than one third of respon-
dents is not sure. It is a good argument to follow the trend of sustainability in retail. But the
question is, how to promote the sustainability? Next findings can help to communicate the
sustainability on the right level, using right marketing tools.
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Poznamky | Notes This paper is one of the outcomes of the grant research SGS/2019/01
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Résumé

UdrzZitelnost retailovych produkti z pohledu éeskych spotfebitelil

ni. Retailefi chtéji byt socialné odpovédni, mit nalepku ,udrzitelny retailer”. DlleZita je makro
oblast, reprezentovana oficialnim prohlasenim. Mikro oblast - denni udrzitelné aktivity, nebo
rozhodnuti jsou dulezita také. Stakeholdefi posuzuji nejen prohlaseni, ale také pravdivé cho-

vani k zakazniklim, zaméstnanclm, spole¢nosti. Jeden aspekt udrzitelnosti retailera je nabid-
ka udrzitelnych produktl. Zalistované udrzitelné produkty znamenaji opravdovy zajem o en-
vironmentalni, socialni a ekonomicky rozvoj. Spotfebitelé kupuji udrzitelné produkty, hledaji
informace o udrzitelnosti retailera. Udrzitelnost je aspekt, podporujici lep3i pocit spotfebitele
pfi spotiebé produktl. Cenova Urovert mnoha udrzitelnych produktd je srovnatelna s cenami
obvyklého sortimentu. Proto je udrzitelna nabidka zajimava pro mnoho spotfebitell. Tento
¢lanek ma za cil prezentovat vysledky marketingového vyzkumu z roku 2021. Ten byl zaméren
na vnimani udrzitelného produktu, zajem o udrzitelnost u riznych druhi zbozi. Které aspekty
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ANDREJ MIKLOSIK

CREATING COMMUNITIES: A WAY
OF ENTERING FOREIGN MARKETS
IN 2022

For companies, the top priority always lies in selling their products and keeping expanding
the market to make them competitive. There are many ways to expand and discover new mar-
kets, which companies would be able to sustain long-term. Marketing communication within
and outside the company is an important way to achieve this. Communities are the key factor
for successful companies because they are the communicative bridge to their (potential) cus-
tomers and employees. Community building can be one of the approaches of discovering and
entering new markets.

Until now, most companies have communicated in the direction of the customer, like a mono-
logue. In such an approach to marketing communication, the company talks about its product
and advertises it to the customer. In order to not lag behind and remain competitive, com-
panies should change marketing communication to a so-called multilogue. This means that
customers and interested parties talk to each other about the product and the company. The
company only serves as an initiator of new topics and as a moderator. In this way, a commu-
nity can be established that builds sustainable relationships between the target group and
the company. In contrast to mass media, the internet is particularly well suited for dialogue,
but also for multilogue. Communication can take place in all directions: between the provider
and the consumer, between the consumer and the provider or directly from one consumer to
another.

The main aim of this paper is to identify the different approaches and platforms that can lead
to success and the obstacles that can arise. In the end, we will present a case study of a young
company that implements a similar approach and has been very successful so far, measured in
terms of turnover and the number of customers.

Current state

https://doi.org/10.46286/msi.2022.17.1.4

When researching the literature on the topic of community building, one
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quickly discovers that most publications and studies on this topic exist in the B2C (Business
to Consumer) sector. This is due to the fact that in the B2C market there is always a person at
the end, not a company. The idea of the brand community was first raised in 1995 by Albert
M. Muniz and Thomas C. O'Guinn in their paper ,Brand Community”. They define a brand
community as a specialised, non-geographical community based on a structured set of social
relationships between admirers of a brand (Muniz and O’Guinn 2001).

Humans have always had a natural need to form communities. That is why people use brand
communities to share a consumption experience with like-minded people. These communities
are a good platform for sharing enthusiasm for a product or brand. In this way, brand commu-
nities generate added value for the brand that goes far beyond the functional characteristics
of the brand, products or services. The basis for success of a brand community, however, are
long known group dynamic processes, which are presented in more detail in Gustave Le Bon's
psychology of the masses. There the author describes the actions of people in a group or
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large society as fundamentally unconscious, irrational, and manipulable (Le Bon 2009). In his
work, he also says that under certain circumstances, the individual loses his ability to criticize
and behaves affectively. In the masses, a ,communal soul” is created, and in this situation,
the individual is more gullible and subject to psychic contagion. For leaders, the masses are
therefore easy to direct and influence. Because of this, companies should try to bind their
customers to them with association structures. These should be accompanied by clear visions
and missions. It should be clear that this is not a membership in the sense of an association,
but rather an intensified customer relationship. In any case, the feeling of an anonymous mass
market should be avoided.

In customer loyalty, intrinsic motivation can be used to achieve certain actions. Intrinsic mo-
tivation is a motivation for something that every human being carries within him or herself.
It refers to an action that is taken because of an inner incentive that lies in the activity itself
(Le Bon 2009). For example, being active in a community can make people more likely to buy
a product.

The main goals of creating and sustaining a community for the company are:

¢ Co-creations are to be developed with community members and customers. This means that
members help the company to further develop products and to find new products. Perhaps
an innovation hub should be set up for this purpose. There, new ideas can be promoted and
further developed.

e The company should have a good marketing strategy and involve its community in the de-
velopment of new marketing strategies. Market research should also be conducted, and brand
ambassadors appointed to present the product. Through community collaboration, intelligent
decisions can be made based on swarm intelligence.

¢ User-generated content (UGC) can be created: Members can share their experiences with
this product under product photos and thus produce effective marketing content. UGC is not
produced by a website operator or a company, but by the users and the community itself.
These can be, for example, pictures, ratings, comments, video clips, blog articles or experi-
ence reports. UGC can be used as a strategic brand management tool. With user-generated
content, companies aim to achieve additional user activity through additional users in the
form of, for example, word of mouth. A famous quote from Mark Zuckerberg proves this: ,Peo-
ple influence people. Nothing influences people more than a recommendation from a trusted
friend” (note [1]). Reviews and recommendations of products can significantly increase the
sales of the products, as the trust of the buyers is greater there. Users often have an intrinsic
motivation when they create user-generated content. USG offers the company many advan-
tages, for example: it is authentic and credible, helps with customer loyalty, can achieve high-
er reach, can make brands better known, is cost-effective content, and can achieve a stronger
identification of the user with the company.

¢ For exchange and mutual support, the community needs a digital meeting place, such as
a platform, a group, or a forum. Good emotions such as the sense of community within a group
of like-minded people are important for the community to remain stable and grow. The op-
portunity to exchange ideas with other group members and company employees and even
to participate in company activities, for example by taking part in surveys and recommenda-
tions, also strengthen the community's commitment. In addition, events and activities can
be established that the community members can carry out almost independently. These can
be, for example, joint cooking or sporting events that are shared online, playing joint online
games or similar.

» With the right management, a community reduces service requests, enables more custom-
er-focused product design, supports incremental sales, builds customer loyalty, leads to more
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word-of-mouth and provides a competitive edge. The words of enthusiastic members can be
used to build authentic communication. If members are satisfied with the community and the
company's products, they will speak positively about them and recommend them to others.
This leads to a growth of the community and an immense increase in value and turnover for
the company.

e The community is made up of different people with different skills, knowledge and exper-
tise. This can be used as a great opportunity, as the knowledge of the many can be drawn
on for new developments and changes. Knowledge, experience and perspectives can be in-
tegrated into the decision-making process of the company. One example is Elon Musk, who
recently put his followers on Twitter to a vote on whether or not he should sell some of his
Tesla shares. He wanted to stick to the result of the poll, regardless of the outcome. This is
a significant decision for him, as he would have to pay tax on the sale of the shares. Almost
58 per cent of his followers voted ,yes", meaning he sold 6.9 billion dollars’ worth of Tesla
shares (Furthauer 2021).

The best way for marketers to connect with consumers and secure their loyalty is to make
community members feel connected to the brand and engage with them on a daily basis.
Questions should be answered quickly, and recommendations and improvements should be
taken seriously. Building a community in the right way can create many benefits for the com-
pany. These include, for example, the acquisition of new and existing customers, recommen-
dations and evaluations, the expansion of the reach on the internet as well as the assessment
of competitor products and trends.

In the community, people are given the feeling of being part of the company and of belonging.
This is also a central, transformative promise of the 2030 Agenda for Sustainable Develop-
ment and its Sustainable Development Goals (SDGs), called ,Leave No One Behind” (United
Nations 2022). This makes clear the obligation for all to leave no one behind, to discriminate
or to exclude no one. By sharing experiences and feelings, members feel connected to each
other and have a sense of community.

Community building is no longer just about one-off or sporadic purchases of products, but
about loyal fans who can identify with the company and its products. As loyal customers, they
are an integral part of the brand, not only because they make repeated purchases, but also
because they recommend the products in their social environment and on social media. It is
therefore a question of long-term customer loyalty. Social media in particular make it very
easy to present the company and build up a community there. Not least because there are no
longer any geographical borders that often exist in real life, for example due to long distances
and language barriers. Social media make communication and dissemination borderless, and
ever-improving online services such as google translate make language barriers disappear.
Since the use of social media is now widely known and the competition is correspondingly
high, it is important to distinguish oneself from the masses. The company should appear au-
thentic and want to help people with its products, make a statement, provide an answer to
problems or simply entertain. The brand and the product should always have added value and
benefit, in whatever way (Karasu 2021).

You have to reach out to people and appeal to their emotions, but of course with authenticity
and sincerity. There is a growing trend in social media to reduce content to memes, photos
and videos. This addresses the community in a particularly creative way and makes them feel
emotionally involved. Memes, for example, connect people with the same sense of humour
and make them laugh or talk together. Because humour connects us and makes us feel good.
Because people always keep the feeling - whether positive or negative - it's not what is said
that sticks, but the feeling that is left behind (Frister 2021).

Current platforms When building online communities, companies need to provide
appropriate platforms for mutual exchange between the community. The sense of community
that is created within the various communities is an ideal foundation for social media marke-
ting, because they have great communicative potential. There, messages, and emotions can
be shared millions of times within seconds and thus spread worldwide. Thanks to the enor-
mous reach, companies have the opportunity to enter into direct contact with their (potential)
customers and, with successful community marketing, to build up a long-term relationship
with them. In order to turn the clients into a community and to maintain the sense of com-
munity gained through this, regular community meetings are a good idea. Through shared
experiences, they can help to foster a bond with the brand and the product. Shared memories
not only strengthen the cohesion within the group but ideally also the identification with the
company itself.

In addition to customer loyalty, social media platforms can also be used to optimise marketing
activities through interaction with customers by varying the content of posts and evaluating
user reactions to them. Social media users can also be involved in product development, e.g.
as providers of ideas (crowdsourcing) or as informants for the improvement of product and
service quality (e.g. through reviews, praise or complaints) (Beier and Fruh 2020).

In the following part, the most important and most frequently used social media platforms
are briefly presented and their depth of information and number of users are discussed. Ove-
rall, the number of social network users in January 2022 was around 4.62 billion. Compared
to the previous year, the number has increased by around ten percent. In 2012, the number of
social media users was around 1.48 billion (Rabe 2020). The worldwide social media user data
refers to monthly active users and the year 2021.

e LinkedIn: 740 Mio. User: LinkedIn is divided into three pillars: The development and expan-
sion of one's own network, support for further education and professional reorientation, as
well as the internal news service and the transfer of knowledge by other members. LinkedIn
is a business network where users are interested in professional contacts, on this platform
much deeper and more important data is disclosed than on others, the overall level is much
higher (Hertel 2020).

e Facebook / Meta: 2.8 Mrd. Users: Facebook is primarily used for communication and networ-
king between members and between private individuals and companies. Due to the very high
reach at low cost, viral marketing is gaining in importance; this is achieved on Facebook with
high-quality posts and appropriate topics (Behrens 2019).

¢ Instagram: 1.2 Mrd. Users: Instagram is a photo-sharing platform where the focus is on the
visual aspect. On Instagram, the target group is reached through good content and the right
strategy, and the focus is clearly on the image. For some time now, there have also been ad-
vertising opportunities through ads in the news feed (Behrens 2019).

¢ Pinterest: 431 Mio. Users: Pinterest is a kind of virtual pinboard that is not so much about
interaction and communication. Nevertheless, the platform is certainly suitable as a tool for
customer loyalty and strengthening the brand. Promoted pins can be used to integrate adver-
tisements into the natural content (Behrens 2019).

e TikTok: 1 Mrd. User; TikTok is used for sharing self-made video clips, mostly by children and
young people. Two-thirds of users are under 25 years old, which is a very exciting target group
for companies that want to address young users with moving images. The information content
of this medium is rather low (Stark 2020).

¢ YouTube: 2.56 Mrd. Users: YouTube is the most widely used video channel and offers a lot of
potential. In addition to creating your own channel, it is also possible to promote content via
influencer marketing that is appropriate for the target group, e.g. in the form of cooperation
with YouTube stars (Behrens 2019).
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* WhatsApp: 2 Mrd. Users: Normally only private messages are exchanged via WhatsApp, but
now there will soon be a community function. There, several group chats can be combined
into a community. Group admins are supposed to take over the administration of groups and
thus make everything easier. Admins can invite users to a community, for example via a com-
munity invitation link. After joining, rights can then be assigned as to who can write in which
groups (Bergert 2021).

* Telegram: 500 Mio. Users: Telegram has become more than a cross-platform messenger app.
With the ability to create and manage public channels, it can also be used to run marketing
campaigns. This allows companies to distribute their content to a mass audience without
much effort (Unknown 2021).

« Events and real meetings: Events and real meetings are a great way for companies to attract
potential customers and retain existing ones. With so-called community events, opportunities
can be created for the community to meet and get to know each other in real life. These can
be, for example, trade fairs, congresses, workshops or concrete actions that belong to the
interests of the participants.

¢ Own company platforms, for example, homepage: Companies that actively engage in com-
munity building should also reflect this on their website. In any case, the various links to the
existing social media channels should be available there and the page user should be made
aware that there is an existing community.

It makes sense to use existing platforms for community building, as many people already use
these platforms and may have installed them as an app. This way you can reach a lot of people
right from the start and building a community is easier and faster than starting from scratch.
However, there is a risk that large internet services such as Google, Meta, Facebook and many
others collect a lot of information from users, for example, to display personalised adverti-
sements. Many services on the net are free of charge, but in fact, you pay for many services
with your data. This can generally be name, address and date of birth, but further information
about specific usage behaviour can also be used. Google, for example, not only stores private
and professional emails, but also documents, photos and videos. But it can also happen that
social media accounts of private persons or companies are suddenly blocked. This can happen
for a good reason, for example if you violate the guidelines, but it also sometimes happens
incorrectly and without a comprehensible reason. For example, if an algorithm mistakenly
finds violations that have not taken place (Hurtz 2021).

When using social media, it is advantageous for the company if the face of the company profi-
le is known, and the page is not operated anonymously. This is because personal branding can
support the image building and also the community building of companies. Companies can
set up one or more employees, ideally one from the upper management, as a personal brand
and let them speak for the company. This makes the brand seem more familiar, accessible and
authentic.

A good example is the social media presence of the world-famous nature magazine national
geographic. The account is operated by over 100 photographers and freelancers, all of whom
have the account password and can post there at any time. These photographers share images
and add captions that tell the story behind the images. In this way, they build a sense of com-
munity with followers because they see that the photos come from talented individuals and
not from an anonymous corporate account. As a result, users research and follow the photo-
graphers' personal accounts, which in turn maximises the brand's reach and leads to further
engagement. Meek says that Instagram Live is one of the most important tools for the next
generation, and that it has taken off for all types of accounts in a way that the organisation
never expected.

He says that this tool brings people together. The Live tool is very in-the-moment, it's perso-
nal and it's the most flexible interface on the social media platform. One of the advantages of
Lives is that it is the only tool on the platform that sends push notifications. , It lets you know
when someone goes live and it's a great tool for engagement’, says Meek (Tshabalala 2020).
Nicci Meek, Instagram Strategic Partner Manager for Asia Pacific, revealed how to maximize
and build a brand and its community on the social media networking platform Instagram du-
ring a Splice beta session. She says that a key finding of Instagram usage and measurement is
that profiles of people have higher engagement than brands. Meek also says that memes are
shared 7x more often than any other content on Instagram. As a brand, you should think about
how you can drive reality (Tshabalala 2020).

Another important point on how to gain and improve the trust of the community is to be
always present. It is advantageous that all comments are answered by users, and in the best
case by other members. This creates a high level of trust and an emotional connection to the
company and the brand.

A very important principle to bear in mind: Don’t be a business card or a label - be human.

Implementation/Basics Communities should be strategically well thought out before
they are built. Especially if a community is to be built for a brand, it must be clear how it fits into
the existing company, what advantages it offers and how it should be structured (Breuker 2021).
The application or decision to build a community is not a marketing plan or a tactical marketing
action, but a corporate strategy. It thus forms the basic framework for further marketing activi-
ties. The goals must be precisely defined at the beginning. These should include, among other
things: At what point in time do | want to have reached how many followers, and what measures
can be taken if this is not achieved? How do | get more engagement in my community, which
parameters should | measure? How do | get more support? Which platforms should | use? What
should my ,superuser program” looks like? How do | reduce churn? Who should | hire?
Furthermore, you should ask yourself in advance in which department or specialist area the
department is located and how the community fits into the company. It is also important to
know which values are to be conveyed and which areas in the company are to be strengthened
or improved through community building. In general, you should ask yourself what you want to
achieve with the community.

Values and Culture: Every good company has at some point developed a corporate identity
that breaks down what the mission and vision of the company should be, where it is positi-
oned in the market and what the brand is all about. This is essential for any marketing cam-
paign. Exactly these steps must also be taken for the new community to be built. Because
just as a company is positioned in the market, its own community must also build up its own
identity and find its position. Of course, the community identity should be compatible with
the corporate identity and not deviate too much from it (Breuker 2021). To attract attention,
communication must be regular, diverse and, above all, interactive. In addition, it must be ea-
sily accessible to all members and ensure that like-minded people can easily find each other.
This interactivity provides the basis for community building (Aeberli 2021).

As a basis for the mission and vision, the company should create its own corporate story and
disseminate it. The vision of the company should be inspiring and represent a bold goal for the
members, the community, and the world. It should make clear why someone should become
part of the community and what added value and benefit this would have for the member. All
should always be able to know and feel that this community realizes a higher meaning and
benefit, on an individual and collective level. The members of the community work within the
group towards common goals, connected by a sense of belonging. The resulting community is
characterised by exceptional respect among the members for each other.
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A target group should be clearly defined in any case. You should analyse the demographic
composition of the target group on the platform in question, the age of the members, whe-
ther they are women or men, and their professions. You should also look at which content the
target group reacts particularly positively to and which other profiles and communities the
person follows (Nagl 2020).

There are many people in the community who share the same thoughts, values, and goals.
They network with each other and, for example, get other like-minded people to join the
community by word of mouth or by sharing their contributions. This generates a high level of
organic growth, which means that users join the community of their own accord or pass on
content from this community. The most important reason for joining is the high value of the
site for the user, which often results from high-quality content.

In order to expand the community, it should be determined which social media channels are
best suited for this and which are not yet being used. A good way to increase awareness and
reach is to work with influencers. Once you have convinced them of your brand or product, it
is easy for the influencer to talk about it and promote the product. Due to the influencers' high
follower numbers, this can lead to enormous growth in the community.

Another way to gain reach and awareness is to create your own hashtags. These so-called
branded hashtags are hashtags that are unique to a company. These can be, for example, the
company name, slogan or name of the product or campaign. Branded hashtags are much more
durable in social media than normal ones, because they stand out due to their uniqueness.
The important thing with your own branded hashtag is that it is easily recognizable. The
hashtag should be easy to spell and not too long, so that it is easy to remember. The finished
hashtag should be included in all marketing materials.

It has been proven that members prefer to follow groups that are already strongly followed
than when only a few people belong to that group. High follower numbers generate the
impression that the group is really good and offers added value, which is why many other
members should also like to belong to the group. This mass dynamic should be exploited to
achieve exponential growth of followers.

Communities need characteristic leaders to deliver their visions and missions. They usually
pursue higher goals, because one should always have the goal of achieving something better
than anyone else. This is also a concrete goal of the 2030 Agenda, which stands for a new
global understanding of prosperity and calls on everyone to do their best to achieve it. Martin
Luther King, for example, can be cited as a leader who has shown many people the way for-
ward: He had a dream, and many wanted to dream that dream and walk that path with him.
Leaders should be human, vulnerable and charismatic authority figures. Only then will people
feel drawn to them and accept them as leaders. It doesn't matter if the person is handicapped
or weak, showing weaknesses can be a great strength and make the leader look like a hero
who stands behind his actions. Elon Musk can be cited as an example here, who appears as the
underdog and is particularly well received by people because he is approachable. It's similar
with Steve Jobs, who comes across as a cool kid and thus has a sympathetic effect on other
people.

Because the heroes of today have no special history, they are not trained or chosen. Everyone
can be a hero by impressing, inspiring and motivating us. The community offers us a certain
closeness to the leader, and through this we identify with the values and ideas of the leader.
The community then stands behind the deeds and ideas of the leader because they feel co-
nnected to him. And these are then passed on and spread. Storytelling has been around for
centuries. In the past, stories were told around the campfire and passed on in the community,
today this often happens via social media channels. Stories are often changed as they are
retold, but in the end it doesn't matter if they are still true.

Finding the right platform for your community depends crucially on the company's target
group and objectives. XING and LinkedIn are ideal for B2B communities, while Snapchat
can be a promising option if you want to reach a very young audience. Very few companies
should do without a Facebook page (Nagl 2020). Content should always be well thought out
and prepared, because only with good content you can convince the often critical and de-
manding social media community. Good content is a kind of service that you offer in order to
provide customers and interested parties primarily with the information they need (Karasu
2021). Content should be pre-produced in order to always publish meaningful and value-ad-
ded articles. It is best to make one or more people responsible for this, initially serving as
initiators, then later as moderators. Free translation tools that can translate the language
into the desired language in real-time and thus eliminate any language barriers are a great
advantage here. This can be done, for example, with the free tool Google Translator (note
[2]) or Deepl (note [3]).

Colors, Symbols and Rituals: Symbols and rituals should be added to the corporate identity
to further unite the community. This works in a similar way to the prayer in a church. It is
constantly repeated, everyone knows it, and everyone feels they belong together when
they pray it together. The community identity should appear everywhere, in various forms,
but always with the same appearance. One example of this is Mc Donald's, even though it
is not a real community. Anyone in the world can order a cheeseburger there, regardless of
whether they understand the language or not. They simply point to the picture, because it
is known worldwide, and get the cheeseburger they know in their own country, which pro-
bably tastes the same everywhere. The risk of making a wrong purchase is very low.

The desired development of a community in the field of social media is as follows: First,
a person likes a post, image or video, becomes a follower or subscriber to this page, then
comments on this post, and in the best case, shares it. Then the user replies to comments
from other users and creates his own posts, which he then publishes in the community.
Tim Salau (note [4]) spoke at global marketing day 2019 about the P.I.E principle, which con-
sists of the areas of purpose, influence and experiences. When building a strong community,
it is important that the company first clarifies the purpose: Form a guiding sentence, explain
why your brand and your company exist. With regard to influence, you should make clear what
exactly you represent, what point of view you take or what you can influence. Experience re-
presents how your community engages with and feels about your brand. All these points have
a great influence on the successful development of a community and should be taken into
account in any case. Salau also said one important sentence: ,Building a brand community
requires concentration and consistency.”

Commitment: Once the content plan is in place, the engagement of community members
should be worked on. After all, followers are more important for companies than likes, and
comments and interactions in the group are more important than followers. After a certain
period of time, the community should, in the best case, act among itself and keep the commu-
nity running and growing. To do this, it is important that the community communicates with
each other, shares its own contributions and calls for interaction. In the best case, the com-
munity will later be so large and strong that it defends the company against possible bashing
and fights verbal battles with critics. The simplest small engagement that helps a company is
a product review or a review on google.

»You are special™feeling: In order to further bind the community to a company or product,
each individual member should feel that he or she is something very special in the group and
is accepted exactly as he or she is. People's mistakes are accepted, opinions and suggestions
for improvement are listened to and partially implemented. In this way, the members feel
needed and understood and give the company their trust.
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Consistency: The member should have this feeling at all times, and it should be confirmed
again and again. The community is there for each other and stands behind the members.
Members are proud to be in the community and feel happier, fitter and validated.

To further bind members to a company, a good way can be to produce a pressure to perform: If
the company fails, so do you - everyone in the community should do their best to ensure that
this does not happen. Everyone should stand proudly behind the company and the brand and
show it to the outside world. The members should be seen to be passionate and motivated to
wear the brand publicly, thus promoting the company and the brand.

Entice Recruitment: Members will publicly communicate the benefits and advantages they
have gained from the community and thus encourage more people to join the community and
become convinced supporters of the community. This can be called the network effect, which
is much more important for a company than advertising. The basic idea here is also that inte-
rested customers become active community members and thus partners of the companies. In
this way, the traditional stakeholder system can be expanded.

Events and Communication: Events are an excellent way to introduce your community to each
other. By getting to know each other, interests are exchanged, the bond between members is
strengthened and memories are made that will last forever. It is important to make the events
and meetings unique so that people talk about them for a long time and the event is not seen
as boring. This can be done with special offers and attractions, but also with funny language
elements such as inner jokes, inner wordings and memes. In some cases, it is also useful to
have your own language or expressions. The crypto community, for example, has its own
expressions such as ,to the moon® (Ma 2020), ,bagholder” (Lange 2018) or ,HODL” (Wikipedia
(note [5])). They use their own language and their own terms that no one else understands,
thus bringing the community even closer together because they understand each other.

In any case, members should also be shown appreciation by giving out small gifts, awards for
particularly active members and special praise and motivation for members.

Case study based on the company ,.Black Ops Coffee” Black Ops Coffee was founded
in 2018 and is based in the German region of Westerwald. The idea of founding the company
came from active soldiers on duty who wanted to build a community to support the heroes in
their everyday lives. They wanted to do this primarily with good coffee, but also with suitable
equipment, gear, food and also joint events and training. The customers of this company are
mainly people in the security sector such as police officers and soldiers, but also from other
areas such as the outdoor sector, rescue services or others. They all share a common mindset,
which unites the customers of this brand into one big community.

The idea of founding a company goes back to some commando soldiers who thought about
founding a company while on duty. These ex-commando soldiers of the KSK (commando spe-
cial forces, a special military unit of the German Bundeswehr) have now been the owners of
the company for several years. The KSK soldiers are considered heroes within the Bundeswehr
because only the best soldiers are deployed there. Recently, there have been more and more
reports in the press about KSK soldiers, which were not only positive. Because the press has
focused on them, they are vulnerable and mystical due to their level of secrecy. The idea is to
learn and share experiences from the lives of the heroes and to bring only the best products,
selected by them, to the market. In all areas such as sport, education and many others, the
aim is to achieve a common development of the community by offering events and training.
The whole thing is structured in a similar way to the Camel Trophy (Wikipedia (note [6])) or
RedBull (note [7]) events in the past.

In order to develop into a successful company, Black Ops Coffee relies on specific rituals,
events and seminars to strengthen and bring the community closer together. At events, for

example, members compete with each other in hikes, runs and obstacle races. All participants
are later presented with a certificate and a gift in the form of a t-shirt or patch to strengthen
the sense of community. The logo can be found on almost every product sold by the company
to increase the recognition value of the company.

To keep the community connected and customers informed, as well as to attract new custo-
mers, Black Ops Coffee is present on several social channels. On the one hand, there is the
company's website, which also serves as an online shop and through which the main business
is conducted. On the other hand, the company is very active on the social media channels In-
stagram, Facebook and LinkedIn, where it regularly provides its community with information,
new product presentations and also funny sayings on the subject of coffee.

It can be said that the company's greatest success in terms of social media presence can be
seen on Instagram. The company has gained a huge number of followers there in the last
few years, with almost 10,000 people now following the site. The interaction on Instagram is
particularly good because the products are often linked when they are used, and the company
is also often linked at events because people often wear this brand or have products from
this brand with them. On Instagram, posts with funny sayings about coffee are particularly
well received by customers, as are presentations of the new products. The slogans are often
shared in the followers' stories, as many can identify with the texts and products there. This
has created a large community that regularly communicates with each other, links to each
other or promotes the new products and events of Black Ops Coffee. The company also stren-
gthens the community with services such as the customisation of patches and shirts for va-
rious groups and clubs, for example, and offers a large portfolio of products. The company is
also gaining more and more followers and supporters on Facebook and LinkedIn, even though
the numbers are not comparable to those on Instagram. The company's main audience is defi-
nitely on Instagram. Because this is also where most of the interactions with followers occur.
Despite the good interaction and the increasing number of followers, the owner of the social
media pages is usually still the initiator instead of the moderator. This means that they have
to get the conversation going and encourage people to share products and posts to increase
their reach. The long-term goal is to serve as a moderator who guides and supports the con-
versations of the followers.

With the offer of a lifetime membership, the company offers clients an even greater opportu-
nity to join and belong to the community. This unites the community and offers many advan-
tages in terms of events, orders and special products that only these members receive. In
addition, membership guarantees discounts with other manufacturers and suppliers.

Retail products from other brands are offered at very favourable prices with special discount
codes in order to sell your own products. Especially if you want to buy a lot of products and
often, a membership with the company is worthwhile. The basic idea behind this is the princi-
ple of amazon prime — where people also like to pay for additional benefits.

The aim of the company is to establish a so-called gamification system. In this system, playful
elements are integrated into contexts, applications or processes in order to motivate partici-
pants and thus boost sales and increase reach. The company aims to achieve this by allowing
people to earn credits at various events that lead to certain awards. For example, a certain
number of credits can lead to a certificate, awards or an increase in rank. The customer seg-
ment of this company likes this and is therefore willing to give more and more and thus get
more.

Conclusion In summary, it can be said that a market entry can certainly succeed and be
successfully expanded with the help of adapted marketing communication. Thanks to the bor-
derless communication possibilities via social media and the lack of language barriers thanks
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to google translator, expansion within Europe and also into Asian countries is possible rela-
tively quickly. This can be achieved by using the social media channels well and moderating
them constantly, occasionally also initiating them to keep the conversations going. Announ-
cing and holding regular events can also be a good way of binding customers to a company or
brand, as it strengthens cohesion and makes people feel connected to each other.

Of course, it is always difficult to start from scratch. The first followers and members are
always particularly difficult to get, but time plays along and with enough effort and ima-
gination you will soon see success. Steering and directing a community should also not be
underestimated. Building a community is a complex marketing strategy in which the right
communication method and timing is absolutely critical to success. Of course, it is difficult to
adapt and maintain the existing marketing channels and structures - but the effort will be
worth it, because the new decision-makers belong to the Y, Z and alpha generations. Their
values, behaviours and desires are different from the others, because civilisation is advancing
and you must adapt with it, otherwise you have no chance of staying in the market. According
to Charles Darwin's survival of the fittest (note [8]): the one who adapts best survives - reco-
gnise the signs of the times and remain a worthy competitor on the market.

Poznamky | Notes [1] Quote of Mark Zuckerberg, CEO of Facebook | [2] translate.goo-
gle.com, 2022. [online]. [cit. 2022-4-8]. Available at: <https://translate.google.com/?hl=de>
[3] deepl.com, 2022. [online]. [cit. 2022-4-8]. Available at: <https://www.deepl.com/transla-
tor> | [4] Tim ,Mr. Future of Work” Salau, is the CEO, Co-Founder, and Executive Chairman
of Guide, the experience group and collective that owns Big Black Tea; timsalau.com, 2022.
[online]. [cit. 2022-4-8]. Available at: <https://www.timsalau.com/> | [5] wikipedia.org, 2022.
[online]. [cit. 2022-4-8]. Available at: <https://en.wikipedia.org/wiki/Bitcoin#Term_%22HO-
DL%22> | [6] wikipedia.org, 2022. [online]. [cit. 2022-4-8]. Available at: <https://en.wikipedia.
org/wiki/Camel_Trophy> | [7] redbull.com, 2022. [online]. [cit. 2022-4-8]. Available at: <htt-
ps://www.redbull.com/ch-de/live-events> | [8] Charles Darwin (1809-1882) was a British na-
turalist and is considered one of the most important scientists because of his significant con-
tributions to the theory of evolution. In the sense of Darwinian evolutionary theory, survival
of the fittest means the survival of the best adapted individuals.

This paper is an output of the scientific project VEGA (S.G.A.) 1/0737/20 ,Consumer literacy
and intergenerational changes in consumer preferences when purchasing Slovak products®.
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Résumé Vytvaranie komunit: Spésob vstupu na zahrani¢né trhy v roku 2022

Pre spolocnosti je najvyssia priorita vzdy predaj ich produktov a udrzanie expanzie na trhu,
aby boli konkurencieschopné. Existuje mnoho spdsobov, ako expandovat a objavovat nové
trhy, ktoré by spolo¢nosti dokazali dlhodobo udrzat. Marketingova komunikacia v ramci spo-
lo¢nosti aj mimo nej je dolezitym spdsobom, ako to dosiahnut. Komunity su klu¢ovym fak-
torom pre Uspesné spolocnosti, pretoze s komunika¢nym mostom k ich (potencialnym) za-
kaznikom a zamestnancom. Budovanie komunity méze byt jednym z pristupov k objavovaniu
a vstupu na nové trhy.

Doteraz vacsina firiem komunikovala smerom k zakaznikovi ako monolég. Pri takomto pristupe
k marketingovej komunikacii firma hovori o svojom produkte a robi mu reklamu u zakaznika.
Aby firmy nezaostavali a zostali konkurencieschopné, mali by zmenit marketingovi komunika-
ciu na takzvany multilég. To znamena, Ze zakaznici a zaujemcovia sa medzi sebou rozpravaju
o produkte a spolo¢nosti. Spolo¢nost sluzi len ako iniciator novych tém a ako moderator. Tak-
to sa da vytvorit komunita, ktora buduje udrzatelné vztahy medzi cielovou skupinou a firmou.
Na rozdiel od masmédii je internet obzvlast vhodny na dialdg, ale aj na multilég. Komunikacia
moZze prebiehat vietkymi smermi: medzi poskytovatelom a spotrebitelom, medzi spotrebi-
telom a poskytovatelom alebo priamo od jedného spotrebitela k druhému.

Hlavnym cielom tohto prispevku je identifikovat rozne pristupy a platformy, ktoré mézu viest
k uspechu, a prekazky, ktoré mozu vzniknut. Na zaver uvedieme pripadovu studiu mladej spo-
lo¢nosti, ktora podobny pristup implementuje a je zatial velmi Uspesna, ak sa pozrieme na jej
obrat a pocet zakaznikov.
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TEXT | PAVEL STRACH

MARKETING BRIEFS

EXPANDING SALESPEOPLE SKILLSET

BY ADDING VIRTUAL SELLING SKILLS

Fewer and fewer business meetings are happening in person. Online shopping, corona and
proliferation of home office have shifted the center of gravity for sales faster from brick-
-and-mortar to virtual settings, regardless of whether the focus is individual clients or B2B
customers. Being able to deal with various information and communication technologies is
a foundation for becoming a successful salesperson in the virtual world.

Digitally skilled salespeople are expected to intentionally build their business acumen on
social media - through LinkedIn profiles, expert posts, or blog contributions. Photos shall
purport the image of an experienced professional rather than of a frivolous mannequin. Sales
personnel succeeding in the digital environment uses publicly available sources (primarily
social media again) to profile their business prospects and draft potentially appealing offers
before approaching a client. Both salesperson’s own credibility and prior customer knowledge
are predicaments for making the unique impression during the initial virtual interaction (syn-
chronous or asynchronous).

Developing a relationship through digital means is perhaps the most challenging part of
approaching virtual clientele. Chitchat may turn a waste of time or loss of attention span.
Compliments on situational elements may sound even cheaper than in face-to-face settings.
Collateral incentives such drinks, dinners or invitations to events have usually no parallel.
Samples need to be provided before or after the meeting unless we talk digital products and
services. Follow ups are believed to be essential, although they can easily turn cold feet, as
buyers may feel harassed by excessive chasing.

Buyers may prefer different communication platforms and may have very non-orthodox app-
roach to cybersecurity. Some value their privacy and feel very uneasy about being recorded.
Buyers get distracted by impulses on their side of the apparatus. Buyers may be misinformed
or misled by their prior research. Online buyers may have a dire need to (re)verify the informa-
tion provided through secondary resources.

Virtual sales are a different discipline. Gestures, mimics, voice, grooming, attire, and other
sensual elements are less powerful and depend so much on transmission technology (on
salesperson’s side, on customer’s side and on actual connection) and on situational elements
beyond salesperson’s control. Virtual sales require different materials to be prepared. Virtual
product demos need to be tech savvy - visually appealing and easy on data connection. Effi-
ciency of virtual meetings seems to be generally lower, and development of a deal is believed
to take longer in comparison to in-person visits, requiring different rapport metrics to be
employed.

Sharing one’s pain is a way to cope with it. A job of a salesperson appears even more lonely
in the online home-office world to what it does in traditional office or on-the-road settings.
Feeding one common CRM platform, setting up ways for salespeople to exchange ideas, share
tips on virtual communication and learning from each other becomes vital.

Virtual customers do not necessarily make a distinction between social media and virtual
selling. Content and social media marketing are not the other side of virtual selling coin.
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Transparency and visibility of the online world makes it even more vital for salespeople to be
on the same boat with digital marketers. Perhaps, the discipline of virtual sales may help to
tear down the wall between marketers and salesforce.

Résumé Rozsifovani dovednosti prodejcti s diirazem na schopnosti virtualniho prodeje
V ¢ase rozmachu prace z domova a online prodeje se stava pro prodejce stale podstatnéjsim
osvojit si, resp. excelovat, ve vyuzivani nastroji a technik virtualni interakce se zakazniky.
Pfiprava na obchodni schlizku, jeji realizace i nasledny follow-up a uzavieni obchodniho
pfipadu jsou ve virtualnim prostfedi znatelné odlisnou disciplinou. Obchodni schlzka zavisi
i na dodate¢nych parametrech mimo kontrolu prodejce - technologické vybavenosti zakazni-
ka, technické kvalité spojeni nebo situa¢nich aspektech. Virtualni obchod stira hranice mezi
digitalnim marketingem a virtualnim prodejem, pricemz marketéfi i prodejci transparentné
sdili jeden online svét.
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ZAUJALO NAS | SHORT COMMUNICATIONS

CESI A REKLAMA 2021

Ceska marketingova spole¢nost vydala tla¢ovu spravu, ktora obsahuje vysledky pravidelného
prieskumu zameraného na postoje ¢eskej verejnosti k reklame. Z metodiky prieskumu vyplyva,
7e cielovou skupinou bola online populacia Ceskej republiky vo veku nad 15 rokov, metédou
zberu udajov bol CAWI Omnibus ppm factum, data sa zbierali v ¢ase 17. 1. - 26. 1. 2022.
Realizoval sa kvétovy vyber so stanovenim kvét na pohlavie, vek, vzdelanie, velkost miesta
bydliska a regién. Vzorku tvorilo 1000 respondentov. Zadavatetom vyskumu bola Ceska mar-
ketingova spole¢nost (CMS), POPAI CE a Ceské sdruzeni pro znackové vyrobky (CSZV). Pries-
kum realizovala vyskumna agentura ppm factum research.

Autorka a zakladatelka vyskumu Jitka Vysekalova, prezidentka CMS sa k vyskumu vyjadrila:
Vyzkum probiha pravidelné kazdoro¢né od roku 1993, v letoSnim roce probéhla jiz 39. vlna
tohoto Setreni. Od roku 2018 je Setfeni realizovano CAWI Omnibusem ppm factum. Zaklad-
ni vyzkumné otazky zlstavaji stejné, ale postupné zarazujeme aktualni témata odpovidajici
vyvoji a vyznamu reklamy nejen jako soucasti marketingového mixu, ale i jako soucasti nase-
ho Zivota a dulezitého spoletenského jevu. V poslednich dvou letech sledujeme, zda a jaky
vliv ma na vnimani reklamy slozita spoleCenska situace souvisejici s restrikcemi v ramci pan-
demie covid-19.“ Dalej pokracujeme v tlatovej sprave.

Vyzkum se zaméfuje na tato témata:

Postoje ke konkrétnim nosi¢dim reklamy

* Kde jsou lidé reklamou ,pfesyceni“? Ve kterych médiich je dle naSeho nazoru reklamy ,pfilis
mnoho“ a kde jesté zlstava ,volny prostor?

Spolecenska role reklamy

» Stala se pro nas reklama soucasti moderniho Zivota? Je potfebna pro ekonomiku zemé,
nebo pouze manipuluje lidmi a podporuje zbyte¢ny konzum? Uvédomujeme si, ze podporuje
nezavislost médii a pomaha pfi orientaci v nabidce zbozi?

Role reklamy pfi nakupu

* Vyhledavame zbozi, které zname z reklamy, a pfiznavame nakup na zakladé reklamy?
U jakého zboZi nam hlavné pfi orientaci reklama pomaha? Co se zménilo?

Pozadavky na reklamu

 Jakou reklamu ocekavame, jaké na ni klademe pozadavky? Méni se zasadnim zplsobem
.naroky“ Cechd na reklamu, nebo ,trvdme na svém*?

Postoje ke kontroverznim tématdm v reklamé

« Existuji ,citlivé“ oblasti ¢i témata v reklam&? Jaké postoje zaujimaji Cesi k reklamé na ciga-
rety, alkohol a volné prodejné léky? Je stale nejvice pozadovan zakaz reklamy na cigarety
a zlstava tolerance k reklamam na pivo? Jak je to s vnimanim erotickych a sexualnich motiv(
v reklamé&? Jsme stale tolerantni?

Segmentace dle postojl k reklamé

¢ Jak mGzeme rozdélit populaci dle postoji k reklamé? Pribyva milovnikd, nebo odplrcl
reklamy?

53



54

Voo

Podivejme se podrobnéji na nékteré aktualni vysledky z ledna 2022

» Kde jsou lidé reklamou nejvice pfesyceni?

REKLAMA V MISTE PRODEJE

televizni obrazovky v misté prodeje | 42 Jas [
propagacni rozhlas v obchodech  [E¥1 ag 14 P
nabidky vyrobkd na propaga¢nich stojanech I3 se |11 W
upoutavky v regalech a na pultech prodejen B s9 |10 [
ochutnavky/ prezentace na misté prodeje {3 40 116 PN
NADLINKOVA REKLAMA
Nova B 17 9}
Prima [ 21 11 |
ostatni TV [0 22 11 |
(G 41 42 1o
¢asopisy  [fA 39 16 I
noviny EH 4 7
rozhlas |3l 40 120 K
REKLAMA NA INTERNETU
internet  |pi) 24 |5}
socialni sité - YouTube [ 21 15 |
socialni sité - Facebook | 28 |12 K
socialni sité - Instagram [} a 29
socialni sité - Twitter |3 23 92 K
JINA REKLAMA
letaky v potovnich schrankach B 4z 10 B
filmy a serialy (zvyraznéné pouzivani) [ 43 |14 [

pisemné pozvanky do spotfeb. souteeZi a lot. [ 490  la2 B
VENKOVNI REKLAMA

v historickych centrech mést 3 38 2
plakaty, billboardy 5] 44 11 U

na dopravnich prostfedcich (zvenku tramvaje) [ 53 12 B
v dopravnich prostfedcih (uvnitf tramvaje) &3 50 18 4
0% 20% 40% 60% 80% 100%

Intenzitu reklamy vnimaji lidé stale pfedevsim v komercnich televizich (Nova, Prima) i kdyz
ve srovnani s minulym rokem presycenost poklesla. V této souvislosti je potfebné dodat, ze
presycenost neznamena, ze by reklama neovlivnila nakupni chovani (tfetina z téch, ktefi
pfiznavaji nakup na zakladé reklamy, uvadi jako zdroj informaci pravé televizi). Potencialnim
mistem pro umisténi reklamy z(stava stale misto prodeje, i kdyz i zde doslo ke zvySeni poctu
téch, ktefi vnimaji mnozstvi reklamy jako pfilis vysoké. Pfedevsim doSlo k narlstu u tele-
viznich obrazovek a rozhlasu. Ale vice ochutnavek a prezentaci by stale pfivitala vice nez
¢tvrtina populace (28%).

Lze predpokladat, Ze tyto postoje ovlivnila také zvySena snaha obchodnikd oslovit zakazniky
po jejich ,navratu® do obchodd po nedobrovolném ,pUstu®.

Stale stoupa presycenost reklamou na internetu a socialnich sitich, v poslednim obdobi
predevsim na Facebooku a Youtube.

PRESICENi REKLAMOU: VYVOI
JINA REKLAMA (DATA V %)
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(n=987) (n=997) (n=1000) (n=1040) (n=1044) (n=1000) (n=1000) (n=1000) (n=1000)
. internet . na socialnich sitich - Youtube®

na socialnich sitich - Facebook” . na socialnich sitich - Instagram*®

na socialnich sitich - Twitter* na socialnich sitich - vSechny**

*polozka nebyla v minulych vlnach zjistovana **polozka je od roku 2020 podrobnéji diverzifikovana

 Role reklamy p¥i nakupu

David Riha z Katedry marketingu FPH VSE Praha, ktera se na vyzkumu podili, uvadi: ,Podl lidi,
ktefi pfizndvaji ndkup na zdkladé reklamy, jiz druhym rokem klesd. V minulém roce se sniZil o 5%
, v letoSnim roce o dalSich 11%, takZe ndkup pfizndvd 32% dotdzanych. Jde pfedevsim o mladsi
vékové skupiny do tficeti let. V pribéhu Setfeni se podil téch, ktefi ndkup pfizndvaji, pohybuje
v pruméru mezi 30-40%. Nejcastéji vzpominanou reklamou, kterd ndkupni chovdni ovlivnila, jsou
spoty prodejcii potravin (napr. fetézce Lidl, Tesco). SniZil se také podil téch, ktefi uvddéji, Ze infor-
mace z reklamy jim pomdhaji pfi ndkupu, predevsim u odpovédi ,reklama spise pomdhd“. Pokles
pozorujeme posledni 2 roky. Za vitany zdroj informaci povaZuje v soucasné dobé reklamu 27% Ceské
populace.”
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. velmi mi pomahaji

. spide nepomahaji

NAKUP NA ZAKLADE REKLAMY: VYVOJ
(DATA V %)
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. spiSe pomahaji ani, ani

vibec nepomahaji nevi, bez odpovédi

Jitka Vysekalova tvrdi: ,Stale plati, Ze pfiznani nakupu na zakladé reklamy je nutné interpreto-
vat v SirSich souvislostech. Musime pocitat s tim, Ze ¢ast populace nakup na zakladé reklamy
~neprizna®, at jiz proto, Ze si ovlivnéni neuvédomuje nebo ho pfiznat nechce. V minulych
Setfenich jsme tuto skuteCnost davali do souvislosti s fenoménem ,manipulace* obecné
a vlastnim nakupem, tedy ,manipulace mnou samotnym®, kde byly zjistény zfetelné rozdily.
Ty pretrvavaji stale. Obecné vnimani manipulativni funkce reklamy je stale mnohem vyssi nez
skute¢nost, kterou si uvédomujeme a pfiznavame pfi vlastnim jednani.”

« Kontroverzni témata v reklamé

V ramci tohoto tématu sledujeme postoje k reklamé na tabakové vyrobky, tvrdy alkohol, pivo,
vino, volné prodejné léky a vyuzivani erotickych a sexualnich motiv(.

Jak Ceska verejnost vnima erotické a sexualni motivy v reklamé? Jitka Vysekalova: ,Jak vidime
z uvedenych vysledkd, nedoslo k podstatnym zménam. Plati zjisténi minulych vyzkuma, ze
Ceska vefejnost je v tomto ohledu tolerantni a krajni postoj, tj. poboufeni a vyZzadovani zakazu
takové reklamy, vyjadfilo v leto3nim roce 6% dotazanych (v minulém roce to byla 4%). Cast
populace vyjadfuje negativni postoj, ale nevyzaduje zakaz. MuZi jsou tolerantnéjsi nez zeny,
Castéji se jim reklamy Libi, pfedevsim kdyz odpovidaji propagovanému vyrobku.”

VHODNOST POUZIVANI SEXUALNICH A EROTICKYCH MOTIVU
(data v %, n=1000)

. Tyto reklamy se mi nelibi
. Libi se mi, jen kdyZz se hodi k nabizenému vyrobku
. PFilis se mi to nelibi, ale nevadi mi
. Vibec se mi to nelibi, vadi mi
Vibec se mi to nelibi, pobufuje mé to, mélo by to byt zakazano

Tento problém mé viibec nezajima, nemam potiebu se k tomu
vyjadrit

DLE POHLAVI
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Stejné jako v minulych Setienich jsou restriktivni postoje nejvyraznéjsi u reklamy na cigarety,
dale pak na tvrdy alkohol, pfetrvava tolerantni postoj k reklamé na pivo, vino a volné prodejné
Léky.

» Osobni postoje k reklamé

Z dalsiho prehledu je zifejmé, Ze celkové v populaci pfevladaji negativni postoje k reklamé, na
kterych se vyrazné podili reklama prerusujici TV porady, reklama zaméfena na déti a obecné
postoj k manipulativni funkci reklamy. Jako pozitivni faktor je relativné nej¢astéji uvadéna
jeji ,poradenska funkce” pfi vybéru zbozi a vice nez polovina populace ji povazuje za soucast
moderniho Zivota.

F Vadi mi pferu$ovani TV pofadi reklamou

V détskych TV pofadech by reklama méla byt zakazana

Reklama manipuluje lidmi

Ve Sklach by méla probihat ,medialni vychova®“, jak kriticky vnimat medialni sdéleni

Reklama podporuje zbyteény konzum

Vétsiné reklam se neda véfit

p_Reklama umoziuje existenci mnoha médii a tim i nazorovou pestrost

Trzni hospodafstvi nemize bez reklamy existovat

Reklama je soucasti moderniho Zivota

Se znamou osobnosti reklama ziskava vétsi diivéryhodnost

Reklama lidem pomaha orientovat se v nabidce zbozi sa sluzeb

Pfi nakupovani se ¢asto fidim propagacnimi materialy v misté prodeje

Pfi ndkupech €asto vyhledavam zbozi z reklamy

[ [ |
Reklamy mé bavi, jsou zabavné
[ e [ I
0% 20% 40% 60% 80% 100%
KB Negativni vyznam zcela souhlasite spiSe nesouhlasite
g y
bl Obecny vyznam . spiSe souhlasite zcela nesouhlasite

. nevi, bez odpovédi

« Jaka by reklama méla byt?

Otazka znéla: Kazdy ¢lovék ma svoje predstavy o reklamé, ma na ni urcité naroky. Co si
myslite Vy, jaka by reklama méla byt, co Vy povazujete za dllezité? Dale je uvedena fada
vlastnosti, které reklama mGze mit. Uvedte, zda je pro vas osobné tato vlastnost velmi du-
lezita, spiSe dulezita, malo dllezita, viibec neni dllezita.

Pravdiva

Srozumitelna

Bez nasili

Duvéryhodna

Sludna, bez vulgarit

Informativni

Nevtirava, nepodbiziva

Napadita, originalni

Schopna vzbudit zajem

Snadno zapamatovatelna

Vtipna

S dobrym sloganem

Vzbuzujici pocit pohody, klidu

Se zajimavym piibéhem

S uméleckou urovni

S ryzmickou, moderni hudbou

Vychvalujici pfednosti produktu

Odvazana

S vyznamnymi, znamymi osobnostmi

0% 20% 40% 60% 80% 100%
. velmi dlleZita . nevi zcela nedlleZita
. spiSe dllezita spise nedllezita
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Z mnoha pfedchozich Setfeni je v zasadé znamo, co lidé od reklamy ocekavaji. Priblizné v po-
loviné 90. let minulého stoleti se postoje k této problematice témér stabilizovaly a od té doby
dochazelo jen k mirnym vykyvim. Na prvnich mistech se dlouhodobé udrzovaly pozadavky, aby
reklama poskytovala pravdivé a divéryhodné informace podavané srozumitelnou formou. Po-
sledni Setfeni potvrzuje zjisténi z minulych obdobi.

V pozadavcich na reklamu stale dominuje slusnost, nevyuzivani nasili, divéryhodnost. Na 1.
misté je po celou dobu naseho 3etieni pravdivost - jako ,velmi nebo spise dilezitou ji v le-
toSnim roce uvadi 85% dotazanych®, fika autorka vyzkumu Jitka Vysekalova. Pro vice nez 50%
dotazanych jsou velmi dulezité tyto ,vlastnosti, jejichz pofadi se od minulého roku nezménilo:
pravdivost,

srozumitelnost,

bez nasili,

davéryhodnost

slusna, bez vulgarit

informativnost, podava informace o produktu

» Mlzeme udélat ,prihradky” na lidi podle postojd k reklamé?

Vojtéch Hindl (ppm) uvadi, ze postoje k reklamé rozdéluji ¢eskou populaci na 5 segmentd, ve
kterych dochazi v poslednich letech ke zménam. Podil lidi, ktefi reklamu toleruji a uznavaji jeji
potfebnost pro ekonomiku, ale nepotfebu;ji ji osobné, v letech 2013-2020 pfibyvalo. V posled-
nich dvou letech sledujeme v této kategorii stagnaci. Postupné - i kdyz pomalym tempem - pfi-
byva téch, ktefi ,reklamu nesnaseji“ (v roce 2013 to bylo 15%, letos jiz 23%).

SEGMENTACE DLE POSTOJU K REKLAME
100%

11 10 . 11

80%

60%

40%

20%

0%

2013 2015 2017 2018 2020 2021 2022

. .Nesnasim reklamu” . ,Ekonomika reklamu potfebuje, ja v3ak ne”

. .Reklamu nefe$im“ .Reklama je dobry sluha, ale zly pan“ LReklamu miluji“

Jednotlivé segmenty jsou charakterizovany na zakladé postojt k mnozstvi reklamy v jednot-
livych médiich deklarované pomoci reklamy pfi nakupnim rozhodovani, ,pfiznani“ nakupu
na zakladé reklamy, negativnich ¢i pozitivnich postoji k jednotlivym zkoumanym aspektim
reklamy, postoje ke kontroverznim i citlivym tématlm, nazory na zabavnost a divéryhodnost
reklamy a dalSich faktl zjiSténych z tohoto vyzkumu.

| kdyZ se postoje respondentd k reklamé méni a jsou stale kriti¢téjsi, reklama je soucasti na-
Seho zivota a informace o ni jsou potiebné pro adekvatni rozhodovani. Soucasny spotiebitel
ma k dispozici mnoho informacnich zdrojd a reklama je jednim z nich. | proto ma pro poznani
tohoto jevu smysl dlouhodoby vyzkum, jehoZ vysledky kazdoro¢né predkladame jiz od roku
1993.
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JAK VIDI CESI POLITICKOU REKLAMU?
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Ceska marketingova spole¢nost zaradila do tohtoro¢ného pravidelného prieskumu zameraného
na postoje eskej verejnosti k reklame nové otazky tykajuce sa postojov Ceskej verejnosti k poli-
tickej reklame. Vysledky je mozné povazovat za reprezentativne. Metodika prieskumu je uvedena
v predchadzajicom prispevku ,Ce3i a reklama 2022 Dalej pokracujeme v tlaéovej sprave.
Vime, Ze lidé obecné olekavaji od reklamy pravdivé, divéryhodné a srozumitelné informace a vadi
jim hrubost, pfip. nasili.Jak je to s politickou reklamou?
| zde naprosta vétsina populace, hlavné starsi vékova skupina, o¢ekava etickou, slusnou reklamu,
ale skutecnost vidi tak, Ze tato reklama jen slibuje a sliby neplni. | kdyZ témér % populace povazuje
politickou reklamu za samoziejmou soucast voleb, cca stejnému procentu vadi vice nez reklama
komercni. Za sou¢ast moderniho Zivota povazuje reklamu obecné 63% dotazanych. Slibdm z poli-
tické reklamy véri jen 13% dotazanych a ovlivnéni u voleb uvadi 16% populace, ¢astéji muzi a ti,
ktefi reklamu obecné maji radi. Kontrolu politické reklamy odpovédnymi organy pozaduje 83%
zen a 77% muzQ.

VLIV REKLAMY NA VOLBY, POLITIKU - SOUHLAS S VYROKEM

(n=1000, data v %)

Politicka reklama by méla byt eticka, slusna

Politicka reklama jen slibuje a sliby neplni

Politickou reklamu by mély kontrolovat odpovédné organy
Politicka reklama ovliviiuje volebni vysledky

Politicka reklama je samoziejmou soucasti voleb

Politicka reklama mné vadi vic nez komer¢ni

Politicka reklama mé zajima

Politicka reklama mé ovlivnila pfi hlasovani u voleb

Sliblm z politické reklamy véfim

jiny nazor
Jiny 1 1 1 J

0 20 40 60 80 100

Spontanné respondenti uvadéli:,je [ziva, klamava, nelibi se mi, je zbyte¢na, neméla by byt, nevéfim ji
apod. Jen sporadicky se objevil nazor, ze jde o soucast voleb, ze nevadi Ci Ze je dilezita"

Zakon o regulaci reklamy se prakticky politické reklamé nevénuje, je zaméfen na reklamu podnikaji-
cich subjektd. Upravuje jen situace, v nichz by nékdo svou reklamou napadal néci politické presvéd-
ceni, a stanovuje zakaz Sifeni anonymnich oznameni tykajicich se voleb v dobé od jejich vyhlaseni
do ukonéeni hlasovani.Volebni zakon o volbach do Parlamentu Ceské republiky pak v ramci etickych
pozadavk( stanovuje, ze volebni kampan musi probihat Cestné a poctivé. O kandidatech, kandidat-
kach a politickych stranach nebo koalicich zejména nesméji byt zvefejiiovany nepravdivé Udaje. Sku-
te¢nost vsichni zname.

Otazkou takeé z(istava, jak neomezit ,svobodu politické soutéze®, ale zaroven branit tomu, aby se v po-
litickém boji vyuzivaly dezinformace a 1z, jak se postavit k neetickym prvklm, které vadi vétsiné lidi.
Na politickou reklamu se v posledni dobé zaméfuje i Evropska Unie. Evropska komise pfipravuje
navrh nové legislativy a reaguje i na rizika, ktera vznikaji v on-line prostoru. Uvidime, co to pfinese.

TEXT | DAGMAR WEBEROVA

SLOVNIK | DICTIONARY

DICTIONARY OF USEFUL

MARKETING TERMS

Master of Arts (MA) | MA, magistersky titul
Ako dlho trvd ziskanie magisterského titulu?

How long does it take to earn an MA degree?

Master of Business Administration (MBA) | MBA titul John received his MBA from the
prestigious Harvard Business School. | John ziskal titul MBA na prestiZnej Harvard Business School.

match | zhoda, zhodovat sa, vyrovnat sa It could be difficult to match the service this airline
gives its customers. | MéZe byt tazké vyrovnat sa so sluzbami, ktoré tdto leteckd spolocnost posky-
tuje svojim zdkaznikom.

matched samples | zhodné, zodpovedajtice vzorky Matched samples are those in which
each member of a sample is matched with a corresponding member in every other sample by
reference to qualities other than those immediately under investigation. | Zodpovedajtice vzorky
su tie, v ktorych je kazdy clen vzorky spdrovany so zodpovedajicim clenom v kaZdej inej vzorke s od-
kazom na vlastnosti iné ako tie, ktoré sa bezprostredne skumaju.

material | materidl, surovina Prices of goods are governed by the cost of the raw materials,
as well as by the cost of production and distribution. | Ceny tovaru sa riadia cenou surovin, ako aj
ndkladmi na vyrobu a distribuciu.

materialism | materializmus He is a materialistic person, very career-oriented, with a large
ego. | Je to materialisticky clovek, velmi orientovany na kariéru, s velkym egom.

matrix | matica The bottom row of the matrix indicates lead times for starting activities in
order to complete the stage by the date scheduled. | Spodny riadok matice uvddza asy na zacatie
aktivit, aby sa etapa dokoncila do napldnovaného ddtumu.

matrix structure | maticovd Struktira Matrix structure is an arrangement within a company
where employees are responsible to two or more managers, often in different departments. |
Maticovd Struktura je usporiadanie v rdmci spolocnosti, kde su zamestnanci zodpovedni dvom alebo
viacerym manazZérom, asto v réznych oddeleniach.

mature | zrely, vyspely, rozvijat sa Many emerging markets have outpaced more mature
markets. | Mnohé rozvijajuce sa trhy predbehli vyspelejSie trhy.

maturity | zrelost The maturity stage in the product life cycle means that sales peak. | Fdza
zrelosti v Zivotnom cykle produktu znamend vrchol predaja.

maturity date | ddtum splatnosti This could affect the value of all policies, regardless of
maturity date. | To by mohlo ovplyvnit hodnotu vsetkych poistnych zmliv bez ohladu na ddtum
splatnosti.
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maximization | maximalizdcia The company needs a more balanced form of development,
and not simple maximization of economic gain. | Spolocnost potrebuje vyvdZenejSiu formu rozvoja
a nie jednoducht maximalizdciu ekonomického zisku.

maximize | maximalizovat Some airlines have cancelled less popular routes in an effort to
maximize profits. | Niektoré letecké spolocnosti v snahe maximalizovat zisk zrusili menej obltuibené
trasy.

maximum | maximum, najviac With this insurance policy there is a maximum payout of
EUR 25,000. | Pri tomto poisteni ¢ini vyplatend Ciastka maximdlne 25 000 EUR.

MB (Megabyte) | megabajt Do you want to store a megabyte, a gigabyte, or a terabyte? No
problem, there are a lot of great technologies available. | Chcete uloZit megabajt, gigabajt alebo
terabajt? Ziadny problém, k dispozicii je mnoZstvo skvelych technoldgir.

MBO (Management by objectives) | MBO (Riadenie podla cielov) Management by objectives
(MBO) is a strategic management model that aims to improve the performance of an organi-
zation by clearly defining objectives that are agreed to by both management and employees.
| Riadenie podla cielov (MBO) je model strategického riadenia, ktorého cielom je zlepsit vykonnost
organizdcie jasnym definovanim cielov, s ktorymi stihlasi vedenie aj zamestnanci.

MBWA (Management by walking around) | MBWA MBWA basically refers to managers spen-
ding some part of their time listening to problems and ideas of their staff, while going around an
office or plant. | MBWA v podstate oznacuje manaZérov, ktori trdvia urcitu Cast svojho ¢asu pocivanim
problémov a ndpadov svojich zamestnancov, zatial ¢o chodia po kanceldridch alebo prevddzkach.

MD (Managing Director) | vykonny riaditel, konatel’ Dissatisfied customers took their com-
plaint directly to the MD. | Nespokojni zdkaznici sa staZovali priamo u vykonného riaditela.

mean (n, adj) | znamenat, mysliet, lakomy, tibohy, priemerny
ssion means? | Viete, co tento vyraz znamend?

Do you know what this expre-

means | spdsob, prostriedky The company needs to use every means at its disposal. | Spo-
lo¢nost musi vyuZit vsetky prostriedky, ktoré md k dispozicii.

means test | zistovanie majetkovych pomerov He has made proposals for means tests for
low income clients. | Navrhol zistit majetkové pomery u klientov s nizkym prijmom.

mechanic | mechanik Buying that second-hand car without having it checked by a mecha-
nic first cost us a lot of money. | Kupa toho ojazdeného auta bez toho, aby sme ho najprv skontrolo-
vali mechanikom, nds stdla vela periazi.
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