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TEXT | MILOS HITKA, ANDREJ PINAK, SILVIA LORINCOVA

CRM V TELEKOMUNIKACNE)J

FI RM E. CASTII.

.....

telekomunikaénych firiem musela zobrat do tivahy neustale klesaijiici trend

vyvoja vynosov a pocet zakaznikov. Kltiéom k iispechu sa stala zmena pristupu

k samotnym zakaznikom prostrednictvom riadenia vztahov so zakaznikmi. Cielom

prace bolo identifikovat zmenu v postojoch ziakaznikov v désledku implementacie
CRM systému do firmy v roku 2014 a nasledne po implementdcii v roku 2018
v zdvislosti od pohlavia respondentov. Z vysledkov vyskumu vyplyva, Ze

v skiimanej telekomunikacnej firme doslo k narastu pozitivnej zmeny vo vnimani
zavedenia systému CRM. Na uvedenii zmenu malo vplyv pohlavie respondentov.

GRAF 21: ABSOLUTNA POCETNOST ODPOVEDI RESPONDENTOV V OBLASTI SPOJENIA FIRIEM (MIERA SUHLASU); ZDROJ:

Posled-
né cast vyskumu bola orientovand na integraciu firmy. Predmetom skiimania bolo

3.3 Implementdcia CRM systému s orientdciou na integrdciu firmy

spojenie firiem, stratégia spojenia firiem a dopad spojenia firiem na zdkaznikov.
Zaujimalo nds, ¢i respondenti zaregistrovali, Ze doslo k spojeniu firiem. Na zdakla-
de vysledkov (Graf 21) konstatujeme kvantitativny ndrast odpovedi urcite ano. Po-
kles bol zaznamenany pri ostatnych odpovediach. Tymto potvrdzujeme hypotézu Hi.
Rozdiely v odpovediach respondentov podla pohlavia a v ¢ase sumarizuje Tabulka 12
a Graf 22. M6zZeme konstatovat, Ze Statisticky vyznamné rozdiely medzi odpovedami
v rdmci pohlavi a v rdmci ¢asu nenastali. Tymto hypotézu H2 potvrdzujeme.
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Pohlavie/Rok muz 2014 Zena 2014 muz 2018 Zena 2018
Priemer 3,7103 3,6802 3,7289 3,7672
muz 2014 0,780194 0,906791 0,183406
Zena 2014 0,780194 0,460161 0,050201
muz 2018 0,906791 0,460161 0,574369
Zena 2018 0,183406 0,050201 0,574369

POZNAMKA: STATISTICKY VYZNAMNE ROZDIELY SU ZVYRAZNENE TUCNYM PISMOM
TABULKA 12: SPOJENIE FIRIEM Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE
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GRAF 22: BOX PLOT - SPOJENIE FIRIEM Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE

Vo vyskume sme dalej skiimali ndzory respondentov nato, ¢i povazujui spojenie firiem
za spravny strategicky krok. Absolitnu pocetnost odpovedi respondentov prezentu-
je Graf 23. Z vysledkov vyplyva kvantitativny pokles odpovedi urcite ano a vyrovna-
nost ostatnych odpovedi. Tymto potvrdzujeme hypotézu H1. Rozdiely v odpovediach
respondentov podla pohlavia v ¢ase prezentuje Tabulka 13 a Graf 24. M6Zeme konsta-
tovat, Ze Statisticky vyznamné rozdiely medzi odpovedami v ramci pohlavi a ¢asu ne-
boli zaznamenané. Na zdklade dosiahnutych vysledkov potvrdzujeme hypotézu H2.



GRAF 23: ABSOLUTNA POCETNOST ODPOVEDI RESPONDENTOV V OBLASTI STRATEGIE SPOJENIA FIRIEM (MIERA SUHLASU);
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Pohlavie/Rok muz 2014 Zena 2014 muz 2018 Zena 2018
Priemer 3,7256 3,6913 3,6663 3,7214
muz 2014 0,708934 0,142300 0,998821
Zena 2014 0,708934 0,878736 0,816016
muz 2018 0,142300 0,878736 0,261832
Zena 2018 0,998821 0,816016 0,261832

POZNAMKA: STATISTICKY VYZNAMNE ROZDIELY SU ZVYRAZNENE TUCNYM PISMOM

TABULKA 13: STRATEGIA SPOJENIA FIRIEM Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE

GRAF 24: BOX PLOT - STRATEGIA SPOJENIA FIRIEM Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE
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To ¢i spojenie firiem malo pozitivny dopad na zdkaznikov prezentuje Graf 25. Na zdk-
lade vysledkov konstatujeme kvantitativny pokles odpovediurcite 4no a vyrovnanost
ostatnych odpovedi. Tymto zamietame hypotézu H1. Tabulka 14 a Graf 26 sumarizu-
ja rozdiely v odpovediach respondentov podla pohlavia v ¢ase. M6zeme konStatovat,
ze Statisticky vyznamné rozdiely medzi odpovedami v rdmeci pohlavi a v rdmci ¢asu
nastali medzi muzmi v roku 2014 a v roku 2018. Tymto hypotézu H2 potvrdzujeme.
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GRAF 25: ABSOLUTNA POCETNOST ODPOVEDI RESPONDENTOV V OBLASTI DOPADU SPOJENIA FIRIEM NA ZAKAZNIKOV (MIE-
RA SUHLASU); ZDROJ: VLASTNE SPRACOVANIE

Pohlavie/Rok muz 2014 Zena 2014 muz 2018 Zena 2018
Priemer 3,6922 3,634 3,5886 3,6361
muz 2014 0,339285 0,003344 0,268260
Zena 2014 0,339285 0,598127 0,999933
muZ 2018 0,003344 0,598127 0,468429
Zena 2018 0,268260 0,999933 0,468429

POZNAMKA: STATISTICKY VYZNAMNE ROZDIELY SU ZVYRAZNENE TUCNYM PISMOM

TABULKA 14: DOPAD SPOJENIA FIRIEM NA ZAKAZNIKOV Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE
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GRAF 26: BOX PLOT - DOPAD SPOJENIA FIRIEM NA ZAKAZNIKOV Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE

SPRACOVANIE

Z vysledkov vyskumu vyplyva ndrast pozitivnej zmeny vo vnimani zavedenia systé-
mu CRM. Uvedenym zistenim sme potvrdili prvd hypotézu.

Zaroven sme predpokladali, Ze z hladiska pohlavia nebudi rozdiely vo vnima-
ni zavedenia systému CRM. Podobnou problematikou sa zaoberali aj Al-Zuabi et al.
(2019), Dutt a Chauhan (2019), Hamidi a Safareeyeh (2019), Maggon, Chaudhry (2019)
avSak uvedené vyskumy kladli doraz hlavne na zvySovanie spokojnosti zdkaznikov
v oblasti mobilného bankovnictva. Na zaklade dosiahnutych vysledkov sme nami sta-
novent pracovnid hypotézu nepotvrdili, pretoZe v oblasti produktov muzi a Zeny vni-
maji rovnako len cenu produktov a inovativnost firmy. Statisticky vyznamny rozdiel
medzi muzmi a Zenami sa preukazal vo vnimani spokojnosti s kvalitou poskytova-
nych sluZieb. Zeny s spokojnejsie s kvalitou poskytovanych produktov ako muZi. Pri
ochote odporucit produkty firmy bol potvrdeny dalsi Statisticky vyznamny rozdiel
medzi muZzmi a Zenami. Produkty firmy odporicaji viac Zeny ako muzi. Rozdiel bol
zaznamenany pri viimani internetu ako nevyhnutnej sticasti zivota zakaznikov. In-
ternet bol dblezitejsi pre muZov. Pri skiimani zmien postojoch zdkaznikov z hladiska
podnikovych procesov sa muzi a Zeny zhodovali a rovnako vnimaju rychlost vybave-
nia sluzieb, prehladnost webovej stranky firmy a marketingovd komunikaciu firmy.
V tretej oblasti, ktorou bola integracia firmy, sa respondenti muzského a Zenského
pohlavia zhodli len v oblasti spojenia firiem a pri stratégii spojenia firiem.

Zaver

Néstup novych technolégii a technologickych trendov sposobil, Ze vel-
ka vacsina telekomunikaénych operatorov musela zobrat do ivahy neustéle klesajui-
ci trend vyvoja vynosov a pocet zdkaznikov. Firmy zacali zjednoduSovat existujice
produktové portfélia a zacali vytvarat nové produktové rady. KIticom k dspechu sa
stala zmena pristupu k samotnym zdkaznikom prostrednictvom CRM, vdaka ktoré-
mu je mozné rychlo identifikovat konkrétneho klienta, adekvatne reagovat na jeho
potreby a pozitivne ovplyvnit vykonnost podniku (Shukla, Pattnaik 2019, Wenzler,
Schmidthaler 2019, Loucanova et al. 2018, Lizbetinova 2017, Sedlia¢ikova et al. 2016,
Loucanova et al. 2015).

Cielom préce bolo identifikovat zmenu v postojoch zdkaznikov v désledku im-
plementédcie CRM systému do firmy v roku 2014 a nasledne po implementacii v roku
2018 v zavislosti od pohlavia respondentov. Z vysledkov vyskumu vyplyva, Ze v ski-
manej telekomunikacnej firme doslo k narastu pozitivnej zmeny vo vhimani zave-
denia systému CRM avSak uvedend zmena je ovplyvnena pohlavim respondentov,
pretoZe muZzi a zeny rozdielne vnimaji skimané skutocnosti. NaSe zistenia potvr-
dzujd doterajsie vyskumy (Tasci 2016, Li et al. 2008, Skogland and Siguaw 2004, Hom-
burg and Giering 2001).
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TEXT | EVAJADERNA, RADKA PICKOVA, JANA PRIKRYLOVA, MICHAL HRUBY

THE INTEREST OF DIFFERENT

GENERATIONS OF CZECH CONSUMERS

IN CERTIFIED PRODUCTS AND

ENVIRONMENTAL ORGANIZATIONS

Green consumers’ behavior is still the black box for green marketing. The
environmental aspect influences many purchase decisions. How do Czech
consumer really think in relation to environmental questions? This paper aims
to describe some of the fundamental green activities of the Czech consumer

in correlation to their age, gender, education and size of hometown. The
knowledge of certified products, the interest to buy them and the knowledge
of environmental organizations; the factors have all been considered as the
most important factors driving consumers to be “green”. Based on the results,
the segment of green Czech consumers was predefined. The description of
generations (silent generation, Baby Boomers, generation X, Y, Z) was followed
in order to understand the influence of age and other demographics on
environmental behavior.

10

Introduction Green marketing and environmental sustainability became a
key factor in both theoretical and practical solutions for the design, production and
communication of new products (Dangelico 2017). Environmental sustainability is
defined by Kotler and Armstrong (2016, p. 637) as “a management approach that in-
volves developing strategies that both sustain the environment and produce prof-
its for the company”. In the field of green marketing and its development a trend has
been witnessed in the rising number of scientific papers focused on such topics with
its peak in the 1990's (Chamorro et al. 2009, Kumar et al. 2013). The same rise in inter-
est of green solutions and sustainability was expected to influence decision-making
processes of leading companies, keeping a competitive advantage in their industry
(Straughan and Roberts 1999). After 2001, a deterioration in the number of such ar-
ticles and scientific papers was seen, but according to Dangelico (2017) there was an
increase again in green marketing research papers between the years between 2008
and 2012, which was a reaction to the overall consumption trend amongst people pre-
ferring green products. This evolution of consumption trends in previous decades led
to a continuous search for the definition of a new segment named green and/or eco-
logic consumers (Do Paco and Raposo 2009).

PRISPEVKY | CONTRIBUTIONS

Among others, De Paco and Rapaso (2008) depictured green consumer atti-
tudes as following expressions:

| 1. I make a special effort to buy green products.

| 2.1support financially environmentally active groups.

| 3. Iknow the meaning of global warming.

| 4.1am afraid of air pollution and ozone hole.

| 5. Sorting waste for recycling.

The basic factors of market segmentation are insufficient or invalid from the point
of view of researchers (Straughan and Roberts 1999). On the basis of preexisting re-
search papers and all the gathered information sources about segmentation and
green consumption, Dangelico (2017) confirmed the inconsistency in results of those
papers and highlighted the different relations of variables included in these attempts
to define the ,green” segment and its environmentally conscious consumers. As not-
ed by the author, Modi and Patel (2013) found behavioral criterion more suitable for
their research than psychographic or demographic. As another example, Straughan
and Roberts (1999) found psychographic criteria to be more valid in comparison with
demographic indicators.

Even Burke et al. (2014) used motivation for either accepting or refusing green
products as the main criterion during research. As noted by Dangelico (2017), there
even exists different views on the topic of segmentation and the definition of the green
consumer. Ottman (2011) support the perspective of willingness to support environ-
mental protection, or even the personal interests of consumers (health, environment,
animals) and the needs of people. In opposition, Peattie (2010) stressed that attempts to
define the green consumer, and so the overall segmentation, cannot lead to the same
result as long as the consumer is seen as a separate person. It is clear that any consum-
er is affected by his/her integration into family, household and/or community.

According to Ottman (2011), companies may lose their credibility by launching
products and services that are not so “green”, which can also be the reason why people
do not have trust in green products. According to Charter et al. (2002), such products
should satisfy needs while not being harmful to health and should have a “green” life
cycle. Eco-labeling is a way to promote such products and to help people to recognize
such green products (D'Souza et al. 2006). These aspects were taken into consideration
while preparing the research on green consumers in the Czech Republic.

The segmentation of Czech consumers followed by the authors of this study is
based on the knowledge of certified products and the willingness to buy them. For
green behavior it is very important to have knowledge of environmental organizations,
the secondary focus of this study. The segmentation is based on characteristics such as
- gender, education, generation and the size of the consumer's hometown. These char-
acteristics were monitored and discovered the segment of the Czech green consumer.

Segmentation of green consumers based on generations This paper pre-
sents the results of research focused on the green behavior of the Czech consumers.

It is possible to identify fundamental differences between green behavior across gen-
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erations. To develop this idea, it is necessary to define generations. Usually, both de-
mographic and sociological aspects may be used (Sak 2010). For the context of the
other characteristics utilized in this paper, the authors focused only on age as a var-
iable to define generations in the Czech Republic and used the age definition as seen
in Table 1.

Generation Silent Baby Generation Generation Generation
generation Boomers X Y z
Years 1928 —1949 1950 —1963 1964 — 1975 1976 — 1995 1996 — 2000

TABLE 1: GENERATION DEFINITIONS; SOURCE: AUTHORS, INSPIRED BY FLODROVA AND SILEROVA (2011)
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The first defined generation is the silent generation, people who were born and lived
in pre-war and war times. According to Flodrova and Silerova (2011), the generation of
Baby Boomers is defined as formed in post-war times and was also influenced by the
1968 political and social changes caused by Soviet hegemony. Generally, not speak-
ing only within the boundaries of the Czech Republic, generation of this post-war
times is called Baby Boomers according to a higher birthrate throughout those years.
Baby Boomers are willing to work even longer than necessary in order to keep finan-
cial stability, and to keep their job with the possibility of promotion (Horvathov4,
Blaha and Copikova 2016). Compared to the younger generation X, Baby Boomers suf-
fered much more from the post-war stress, yet enjoyed economic prosperity as well
as generation X (Srinivasan 2011). Generation X supports liberalism and environmen-
talism, still finding a balance between work and leisure (Chen and Choi 2008). This
generation values the family and education first and the success is their goal, being
experienced with high divorce rate of parents (Williams et al. 2010). Generation Y is
described as Millennials. They witnessed a globalization process including new tech-
nologies, foreign investments and outsourcing. Being influenced by social network-
ing are perceived to be more economically secure (Srinivasan 2011). The youngest
generation so far, generation Z, is now thought to be much more individualistic and
aware of the consequences of their activities (Williams et al. 2010). They think about
the quality of products and believe they can impact the world (Williams and Page
2011). Sometimes the negative effect of self-confidence leads to arrogance. The gener-
ation can also have a problem with personal meetings (Smolka 2019).

Do Paco and Raposo (2009) mentioned that research papers show different re-
sults in the correlation between age and environmental behavior/attitudes. Kinnear,
Taylor and Ahmed (1974) found no significant correlation in their research paper fo-
cused on buyers concern for ecology and purchasing behavior, but highlighted perso-
nality variables to be significant rather than age. Zimmer and Stafford (1994) found
a significant and negative correlation. Roberts (1996) found a significant and positi-
ve correlation, showing that middle age is the peak of social and environmental res-
ponsibility and people tend to donate money as a part of activism. But all the other
demographic criterions could have an impact on green behavior, represented by Ma-
inieri et al. (1997) to show the difference between men and women (women tend to be
more pro-environmental in their behavior). This research showed that women tend

dE, &

to buy more of green products and to recycle more than men, but participation in gre-
en activities or environmentalist groups was not significantly influenced by gender.

Granzin and Olsen (1991) or Roberts (1996) to show the positive correlation of
education and pro-environmental behavior, the latter research to mention that when
attitudinal variables are included, the education is not significant anymore. Howe-
ver, different studies with these same variables were not consistent in terms of resul-
ting correlations (Do Paco and Raposo 2009).

This paper aims to reveal the truth about the attitude of different Czech con-
sumers across generations (silent generation, Baby Boomers, generation X, Y and Z) to
certified products and environmental organizations as the authors assume that the
knowledge of those is important precondition for green behavior. According to dif-
ferent studies discussed in above paragraphs, age is one of the major variables we fo-
cused on together with gender, education and the size of the consumers' hometown,
which refill the characteristics of green Czech consumers.

Methodology
line survey was utilized. It was conducted via the internet at the beginning of June

In order to study the green behavior of Czech consumers, an on-

2018 through Trendaro, which is an application operated by a professional survey
company called Behavio Labs, s. 1. 0. A total of 1,000 respondents were chosen so that
a representative sample of the Czech population was obtained (i.e. the proportion of
women and men in the sample is the same as the proportion of women and men in
the Czech population; and the same is true for other socio-demographic characteris-
tics that were observed. Besides gender these were age, education and the size of re-
spondents' hometown).

The segment of Czech green consumers Researchers were interested in four
specific questions included in the questionnaire - knowledge of ecological and/or en-
vironmental certification logos, purchase of certified products, knowledge of ecologi-
cal organizations, as well as involvement in ecological activism. The authors examined
whether the answers of respondents differed depending on their gender, educational
level (Basic, High school without or with graduation, University degree), age (we con-
sidered 5 generations, as specified above), and the size of respondents' hometown (less
than 2000, between 2000 — 10000, between 10000 and 50000, above 50000).

Firstly, the respondents' knowledge of certifications was tested. Respondents

were presented with the logos of six certifications, namely:

FAIRTRADE Colly

FIGURE 1: LOGOS OF SIX CERTIFICATIONS; SOURCE: CERTIFICATION AUTHORITIES

V=

FSC tcolabel
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The most recognized logo was bio with over 44% of respondents stating they recogni-

BB

ze it. Other well-known logos belonged to Fairtrade (40%) and energy star (39%). 60%
Considering the gender of respondents, there is a significant difference in an- -
swers between men and women for three certifications, specifically bio and ecola-
bel are better known for women more than for men, energy star, on the other hand, 2% III I II I I I I
was recognized by significantly more men than women. The results (including p-va- 0% l I l .l I [ 1| l I EmbE B

lues of the corresponding chi-squared tests to confirm causality) are summarized
in Table 2.

eneigy star fairtrade rainforest ecolabel

BBasiced. ®Highschool wfograd. = High school with grad. University degree B Overall

bio energy star fairtrade rainforest | fsc ecolabel GRAPH 1: INFLUENCE OF EDUCATION ON RECOGNITION OF CERTIFICATES; SOURCE: AUTHORS
Men 39% 51% 38% 20% 16% 7%
Women 49% 27% 41% 17% 14% 1% Similarly, in terms of age, there is a significant difference in the answers of respon-
p-value 0.0024 1.2x10 -15 0.26 0.25 0.35 0.018 dents for all certifications with only the exception of ecolabel. The results (inclu-

TABLE 2: INFLUENCE OF GENDER ON RECOGNITION OF CERTIFICATES; SOURCE: AUTHORS

As for educational level, there is a significant difference in the answers of respon-
dents for all certifications with the only exception of ecolabel. The results (inclu-
ding p-values of the corresponding chi-squared tests) are summarized in Table 3 and
Graph 1. It may not be a surprise that people with a lower education level (Basic and

ding p-values of the corresponding chi-squared tests) are summarized in Table 4 and
Graph 2. The two oldest age generations, silent generation and Baby Boomers (born
between 1928 and 1963) have the lowest knowledge of certifications (their percentages
are below the overall average with the only exception of ecolabel), on the other hand,
generation Y (people born between 1976 and 1995) has the highest percentages for al-
most all certifications (with the exception of rainforest and ecolabel).

High school without graduation) have a lower awareness of certifications (their per- bio energy star | fairtrade rainforest | fsc ecolabel
centages are always below the overall average), and people with a university degree 1928 — 1949 32% 27% 24% 7% 0% 0%
were able to recognize the presented logos with the highest percentage rate for all six 1950 — 1963 32% 25% 29% 6% 6% 10%
certifications. 1964 — 1975 42% 38% 32% 13% 2% 10%
- - - 1976 —1995 53% 46% 50% 28% 21% 9%
bio energy star | fairtrade rainforest | fsc ecolabel 1996 — 2000 38% 39% 38% 30% 16% —
Basic 33% 21% 25% 15% 10% 8%
education Overall 44% 39% 40% 19% 15% 9%
High school 32% 26% 7% 2% 10% 7% p-value 8.7x10°%7 51x10%"3 4.4x108 1.0x10™" 9.6 x107 0.74
w/o grad. TABLE 4: INFLUENCE OF AGE ON RECOGNITION OF CERTIFICATES; SOURCE: AUTHORS*
High school 45% 42% 42% 16% 13% 9% *NOTE: THE TWO OLDEST AND THE TWO YOUNGEST GENERATIONS HAD TO BE POOLED IN ORDER TO SATISFY THE CONDITIONS FOR
with grad. USING A CHI-SQUARED TEST TO OBTAIN THE P-VALUE FOR ECOLABEL.
University 60% 52% 65% 33% 25% 12%
degree 60%%
Overall 44% 39% 40% 19% 15% 9% 50%
p-value 3x107 6x107 3x10% 9x107 3x10° 0.10 40%
TABLE 3: INFLUENCE OF EDUCATION ON RECOGNITION OF CERTIFICATES; SOURCE: AUTHORS* 3%
*NOTE: THE TWO LOWEST EDUCATION LEVELS HAD TO BE POOLED IN ORDER TO SATISFY THE CONDITIONS FOR USING A CHI-SQUARED 206 I I I I II I I
R 1%
TEST TO OBTAIN THE P-VALUE FOR ECOLABEL. - T I I n I I I ll m I

energy star fairtrade rainforest ecolabel

B 1928-1949 ®m1950-1963 = 1964-1975 1976-1995 m®m1996-2000 = Owverall

GRAPH 2: INFLUENCE OF AGE ON RECOGNITION OF CERTIFICATES; SOURCE: AUTHORS
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The size of the respondents' hometown turns out to have a significant influence for
three certifications, namely bio, energy star and Fairtrade. The results (including p-
-values of the corresponding chi-squared tests) are summarized in Table 5. Generally,
people from small towns (less than 10 thousand) have a lower knowledge of certifica-
tions than people from larger towns (above 10 thousand), as percentages in the first
two rows of Table 5 are below the overall average for all 6 certifications, and percen-
tages in the third and fourth row of Table 5 are above the overall average for all 6

certifications.
bio energy star | fairtrade rainforest | fsc ecolabel
<2k 42% 34% 35% 16% 14% 9%
2k—10k 39% 32% 33% 16% 1% 6%
10k — 50k 44% 44% 44% 24% 16% 9%
> 50k 51% 45% 46% 21% 7% 1%
Overall 44% 39% 40% 19% 15% 9%
p-value 0.042 0.0029 0.0031 0.086 0.22 0.33

TABLE 5: INFLUENCE OF THE SIZE OF HOMETOWN ON THE RECOGNITION OF CERTIFICATES; SOURCE: AUTHORS

The second question asked whether the respondents intentionally buy certified pro-
ducts, that is products with the above mentioned six certifications. From the given
options, the most bought certified products belonged to the category of bio (19%), Fa-
irtrade (17%) and energy star (14%).

Considering the gender of respondents, there is a significant difference in an-
swers between men and women for three certifications, specifically bio and Fairtra-
de products are bought more often by women than men, energy star products, on
the other hand, are bought significantly more by men than women. The results (in-
cluding p-values of the corresponding chi-squared tests) are summarized in Table 6.

bio energy star | fairtrade rainforest | fsc ecolabel
Men 14% 20% 15% 8% 6% 4%
Women 23% 7% 20% 8% 5% 5%
p-value 0.0003 9.3x10° 0.039 0.88 0.34 0.21

bio energy star | fairtrade rainforest | fsc ecolabel
Basic 15% 8% 10% 4% 2% 0%
education
High school 12% 12% 7% 4% 3% 4%
w/o grad.
High school 20% 15% 20% 7% 4% 3%
with grad.
University 25% 14% 28% 15% 10% 7%
degree
Overall 19% 14% 7% 8% 5% 4%
p-value 0.0006 0.50 11x10° 2.3x10° 0.0005 0.04

TABLE 7: INFLUENCE OF EDUCATION ON PURCHASE OF CERTIFIED PRODUCTS; SOURCE: AUTHORS*

*NOTE: THE TWO LOWEST EDUCATION LEVELS HAD TO BE POOLED IN ORDER TO SATISFY THE CONDITIONS FOR USING A CHI-SQUARED

TEST TO OBTAIN THE P-VALUES FOR RAINFOREST, FSCAND ECOLABEL.

3006

200

1%

0%

ENErgy star fairtrade rainforest ecolabel

®mBasiced,  ® High school w/o grad o High school with grad University degree = Overall

GRAPH 3: INFLUENCE OF EDUCATION ON PURCHASE OF CERTIFIED PRODUCTS; SOURCE: AUTHORS

Considering age, there is a significant difference in the answers of respondents for
three certifications, namely Fairtrade, rainforest and fsc. The results (including p-va-
lues of the corresponding chi-squared tests) are summarized in Table 8 and Graph 4.
For the three above mentioned certificates, the two oldest age generations, silent gene-
ration and Baby Boomers (born between 1928 and 1963) have the lowest percentages of
purchasing certified products. On the other hand, the percentage is always the highest
for generation Y (people born between 1976 and 1995).

TABLE 6: INFLUENCE OF GENDER ON PURCHASE OF CERTIFIED PRODUCTS; SOURCE: AUTHORS
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As for education level, there is a significant difference in the answers of respondents
for all certifications with only the exception of energy star. The results (including p-
-values of the corresponding chi-squared tests) are summarized in Table 7 and Graph
3. As was the case for knowledge of certifications, people with lower education level
(Basic and High school without graduation) intentionally buy certified products less
often than people with a university degree (percentages in the first two rows of Table
7 are always below the overall average, and percentages in the fourth row of Table 7
are above the overall average for all six certifications).

bio energy star | fairtrade rainforest | fsc ecolabel
1928 — 1949 20% 7% 12% 0% 0% 0%
1950 — 1963 14% 9% 12% 2% 1% 6%
1964 — 1975 18% 16% 15% 4% 4% 6%
1976 — 1995 22% 15% 21% 13% 8% 4%
1996 — 2000 13% 13% 20% 7% 5% 2%
Overall 19% 14% 7% 8% 5% 4%
p-value 0.097 om 0.041 3.4x107 0.0001 0.20

ING A CHI-SQUARED TEST TO OBTAIN THE P-VALUES FOR RAINFOREST, FSC AND ECOLABEL.

TABLE 8: INFLUENCE OF AGE ON THE PURCHASE OF CERTIFIED PRODUCTS; SOURCE: AUTHORS*
*NOTE: THE TWO OLDEST AND THE TWO YOUNGEST GENERATIONS HAD TO BE POOLED IN ORDER TO SATISFY THE CONDITIONS FOR US-
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GRAPH 4: INFLUENCE OF AGE ON THE PURCHASE OF CERTIFIED PRODUCTS; SOURCE: AUTHORS
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The size of respondents' hometown does not have a significant influence on respon-
dents' answers (p-values of corresponding chi-squared tests are bigger than 0.05,
with only the exception of energy star products which are often bought more by peo-
ple from bigger towns).

In the third question, the respondents' knowledge of environmental organi-
zations was tested. Respondents were presented with the logos of six organizations,
namely:

Hnuti DUHA '
P o o s Gt Bt hh nlosaurus

o vy oF

N A

FIGURE 2: LOGOS OF SIXENVIRONMENTAL ORGANIZATIONS; SOURCE: ENVIRONMENTAL ORGANIZATIONS
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The most well-known organization from these six was Greenpeace with over 85% of
respondents answering that they know it. Other well-known organizations are Déti
zemeé (72%) and Duha (66%).

As for gender, significantly more men know these organizations than women,
with the only exception being - Cesky svaz (for which the difference is not signi-
ficant). The results (including p-values of the corresponding chi-squared tests) are
summarized in Table 9.

Arnika Détizemé | Greenpeace | Duha Brontosaurus | Cesky svaz
Men 32% 78% 89% 73% 51% 47%
Women 21% 65% 82% 60% 46% 42%
p-value 6.1x10° 4.5x170° 0.0005 1.7x10° 0.099 0.083

TABLE 9: INFLUENCE OF GENDER ON KNOWLEDGE OF ENVIRONMENTAL ORGANIZATIONS; SOURCE: AUTHORS

Educational level is also a significant factor for the answer for all organizations. Aga-

in, people with lower education (Basic and High school without graduation) know the-

se organizations less often than people with higher education (University degree).

The results (including p-values of the corresponding chi-squared tests) are summa-
rized in Table 10 and Graph 5.

Arnika | Détizemé | Greenpeace | Duha | Brontosaurus | Cesky svaz
Basic education | 25% 42% 63% 54% 38% 40%
High school 18% 67% 76% 56% 42% 37%
w/o grad.
High school 24% 73% 89% 66% 47% 45%
with grad.
University 41% 82% 95% 82% 60% 54%
degree
Overall 27% 72% 85% 66% 48% 45%
p-value 2x10% 6x10°8 6x10™ 1x10° | 0.0001 0.0015

TABLE 10: INFLUENCE OF EDUCATION ON THE KNOWLEDGE OF ENVIRONMENTAL ORGANIZATIONS; SOURCE: AUTHORS

100

Amika

u Basic ed.

Déti zemié

m High school w/o grad.

Greenpeace

Duha

m High school with grad

Brontosaurus

University degres

6%
0% 2

Cesky svaz

m Overall

GRAPH 5: INFLUENCE OF EDUCATION ON THE KNOWLEDGE OF ENVIRONMENTAL ORGANIZATIONS; SOURCE: AUTHORS
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Similarly, there are significant differences in the knowledge of all six considered or-
ganizations depending on the age of respondents. The results (including p-values of
the corresponding chi-squared tests) are summarized in Table 11 and Graph 6. Gene-
ration X (people born between 1964 and 1975) have the best knowledge of four orga-
nizations (Déti zemé, Greenpeace, Duha and Brontosaurus), whereas Baby Boomers
(born between 1964 and 1975) have the best knowledge of Arnika and Cesky svaz. On
the other hand, the worst knowledge of all six organizations can be seen in the youn-
gest generation (born between 1996 and 2000).

Arnika | Détizemé | Greenpeace | Duha Brontosaurus | Cesky svaz
<2k 19% 67% 83% 60% 44% 42%
2k—10k 26% 70% 83% 62% 51% 42%
10k — 50k 26% 73% 85% 69% 49% 46%
>50k 34% 78% 90% 73% 50% 48%
Overall 27% 72% 85% 66% 48% 45%
p-value 0,0005 0,041 0,052 0,0035 0,32 0,40

TABLE 12: INFLUENCE OF THE SIZE OF HOMETOWN ON THE KNOWLEDGE OF ENVIRONMENTAL ORGANIZATIONS;
SOURCE: AUTHORS

Arnika | Détizemé | Greenpeace | Duha Brontosaurus | Cesky svaz
1928 — 1949 15% 66% 83% 71% 49% 41%
1950 — 1963 30% 78% 83% 72% 62% 56%
1964 — 1975 29% 79% 90% 74% 66% 51%
1976 — 1995 27% 71% 86% 63% 36% 38%
1996 — 2000 1% 32% 73% 27% 16% 29%
Overall 27% 72% 85% 66% 48% 45%
p-value 0.016 2.2x10™ 0.012 21x10™ | 1.2x10™ 11x10°

TABLE 11: INFLUENCE OF AGE ON THE KNOWLEDGE OF ENVIRONMENTAL ORGANIZATIONS; SOURCE: AUTHORS

100%

ol |||| I
o M d 1t

Armika Déti zemé Greenpeace Duha Brontosaurus

B 1928-1949 ®1950-1963 = 1964-1975 1976-1995 ®m1996-2000 = Overall

GRAPH 6: INFLUENCE OF AGE ON THE KNOWLEDGE OF ENVIRONMENTAL ORGANIZATIONS; SOURCE: AUTHORS
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Knowledge of three organizations (Arnika, Déti zemé and Duha) is significantly in-
fluenced by the size of respondents' hometown. The results (including p-values of the
corresponding chi-squared tests) are summarized in Table 12. Generally, people from
small towns (less than 10 thousand) have lower knowledge of those three environ-
mental organizations than people from bigger towns (above 10 thousand).

Cosky svaz

The results of our research showed that predefined consumer demographics play
important role in potential market segmentation for the green products; as knowl-
edge of certified products and environmental organizations help consumers not only
understand the environmental problems but behave responsibly in that way. We, as
team of authors, perceive that these two aspects are just a basis for future research
of softer factors of human behavior.

Conclusions

The Czech consumers are inclined to behave ecologically. But
there are fundamental differences between consumers in diverse gender, age, educa-
tion and size of hometown. This paper is focused on the differences in the knowledge
of certified products, the inclination to buy them and the knowledge of environmen-
tal organizations. These aspects were observed in connection to sociodemographic
details.

The knowledge of certified products is related to age. The two oldest genera-
tions have a poor knowledge of the logos of certified products. The logo can influence
the generation Y. This generation is inclined to buy certified products rather than si-
lent generation or generation Z. The difference based on age is proven in the knowled-
ge of environmental organizations. The silent generation and Baby Boomers know
less environmental organizations than generation Y. Generation Z is not interested
in these aspects and activities. It is not related to their keen interest in environmen-
tal protection. They follow environmental protectors on Social Media, share videos
with the environmental aspects. But their own activity is limited.

The segmentation can be based on other criteria. The major criterion is gender,
education and the size of hometown. It is possible to proclaim women know the bio
or ecolabel logos and are motivated to buy them. Men know the logo of energy star,
buy these products more often and know environmental organizations more than
women.

Education and the size of hometown influence the knowledge of logos, buying
certified products and knowledge of environmental organizations.

The more educated and their hometown having a higher population the res-
pondent is, the better knowledge of logos and environmental organizations has.
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The motivation to buy certified products is related on higher education and
larger town. The results show the interesting green segment. The generation Y with
higher education and from bigger hometown. Marketers promoting ecolabel-pro-
ducts can influence women rather than men, who are motivated to buy products
with the label of energy star.

The paper presents some of the major aspects of green behavior - knowledge of
certified products and the motivation to buy them and the knowledge of environmen-
tal organizations. Previous paper (Jadern4, et al., 2018) was focused on recycling, pac-
kaging and consumption of water and energy. Research pointed out dissatisfaction
of the generation Z with condition of environment protection on one hand, but still
a mistrust to green activities of companies on the other hand as well as the unwil-
lingness to pay higher price for green products. It correlates with the research re-
sults of Vokounova (2019), that young people (aged 21 to 24) are price sensitive when
buying products, preferring lower prices. Research paper written by Vokounova and
Kopanicova (2015) pointed out the inability of generation Y to distinguish ecological
products and the mistrust in label information as well. According to Apkova et al.
(2016), amongst the generation Y, 75% of respondents perceive the environment pro-
tection as an important topic, only 30% would be described as green consumers by
the authors and only 8% buy green products.

The results of our current and previous researches showed that companies
should be very careful in communications with different groups of consumers.
Customers” knowledge of ecological/green products is high or high enough but a pro-
bability of green behavior is still lower. Proper segmentation based on generations (as
described in our research paper) could help to move consumers from awareness and
knowledge to desire and to act, finally.

As green behavior is very complex part of human behavior, we decided to follow
this topic in our future research to be able to unveil more factors influencing green
consumer behavior in the Czech Republic.

Pozndamky | Notes This paperis one of the outcomes of the research grant SGS/2019/01Jadernd, Department of

Marketing and Management at SKODA AUTO University.
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Résumé

Zdjem riznych generaci ceskijch spotfebitelii o certifikované produkty a environmentdlni organizace

Zelené chovdni spotrebitele je stdle Cernou skFitikou v rdmci zeleného marketingu. Environmentdini aspekty ovliviiuji mnohd rozhod-

nuti o koupi. Jaky je skutecné Ceskyj spotfebitel v environmentdlnich otdzkdch? Cldnek pFindsi popis nékterijch dileZitjch zelengch -

aktivit Ceskgch spotrebiteli v korelaci s jejich pohlavim, vékem, vzdéldnim a velikosti mésta, ze kterého pochdzi. Byla sledovdna zna- M A R I(ETI N G UZ E M N EJ

lost certifikovangch produktd, zdjem o jejich koupi a v neposledni fadé také znalost organizaci ochrany Zivotniho prostfedi. Na zd-

kladé visledii byl pFedefinovdn zeleny Cesky spotrebitel. Popis generaci slouZil k pfesnéjSimu pochopeni vlivu véku a dalSich demo- J E D N OTI(Y AI(O J E D N OTI(Y
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s odhadom na potencidlny dopad u cielfovych skupin.

Uvod
sledne aj na pracu marketéra v podmienkach tizemnej samospravy je definicia mar-

Vychodiskom pre ziskanie pohladu na rozsah pojmu marketing a né-

ketingu. Americkd marketingova asocidcia (AMA 2009) oficidlne vnima marketing
ako ,C¢innost, sibor organizacii a procesov na vytvorenie, komunikovanie, doruce-
nie a vymenu ponuk, ktoré maji hodnotu pre zakaznikov, klientov, partnerov a celd
spoloc¢nost.” Marketing sa v praxi uplatnuje nielen v podnikatelskych organizaciach,
ale aj v nepodnikatelskej sfére tizemnej samospravy. Kotler a kol. (1999) definuji mar-
keting tizemia ako stihrn ¢innosti, ktoré si zamerané na vytvorenie, udrzanie alebo
zmenu postojov ¢i spravania sa k urcitym lokalitdm. Za hlavny ciel marketingu mies-
ta preto povaZujeme zatraktivnenie izemia v rozsahu obce/mesta/regiénu/statu pre
zabezpecCenie aktivit miestnych aktérov resp. cielovych skupin.

1 Cielové skupiny marketingu iizemnej samospravy
ketingu dzemnej samospravy su velmi pestré. Dévodom je predovsetkym 8iroka po-

Cielové skupiny mar-

sobnost tizemnej samospravy, ktord vedie k §ir§im prejavom a vplyvom na subjekty
posobiace v prostredi samospravy. Pocet cielovych skupin je neporovnatelne vyssi,
ako pocet cielovych skupin podnikatelskej organizacie. V literattire nie je ustalena
klasifikacia cielovych skupin (pozri Kotler et al. 1999). Je mozné domnievat sa, Ze
exaktny vypocet cielovych skupin nie je mozné definitivne uskuto¢nit nakolko sa
moze menit podla predmetu klasifikicie. Za zdkladné cielové skupiny tizemnej sa-

mospravy je mozné povazovat:
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| A. obéanov,

| B. ndvstevnikovy,
| C. podnikatelov,

| D. zamestnancov.

T ¥

1.1 Obc¢ania ako klicova cielova skupina Obcania tizemia sid klicovou cielo-

vou skupinou. Ich $pecifické a jedinecné postavenie definuje uz legislativa, ktora ur-
Cuje samosprave starat sa o prava a zaujmy svojich ob¢anov (pozn. [1]). Ob¢an plati
dane a podporuje miestnych podnikatelov spotrebou statkov. Disponuje volebnymi
hlasmi a zvolené organy samospravy st zastupcami jeho véle. Ob¢an predstavuje naj-
vys§§iu hodnotu dzemia, preto aktivity izemnej samospravy by mali vyjadrovat jeho
potreby a zdujmy.

Obc¢ania maji voci izemiu, v ktorom Ziji predovsetkym tieto poziadavky:
| byvanie, vyjadrené v kvalite Zivotného prostredia a cenovej dostupnosti,
| zdsobovanie, v mnozstve, kvalite, sortimente a blizkosti k produktom,
| préca, pre ludi roznej kvalifikdcie,
| rozmanité prileZitosti pre trdvenie volného ¢asu.

Ulohou marketingu je zvySovat atraktivnost iizemia a zabezpedit identifikaciu obéa-
nov s izemim. Nedostatotné podmienky na zivot mézu spdsobit presidlenie obcanov.

Nevhodné spravanie obéanov k izemiu nésledne vplyva na jeho imidz.

1.2 Ndvsétevnici dzemnej samospravy

Z pohladu tizemnej samospravy a jej
ambicii naplnit o¢akdvania primarnej cielovej skupiny obyvatelov, je mozZné navstev-
nikov povazovat za hlavny kontakt s blizkym a vzdialenym okolim. St vzacni pla-
tenim vstupnych poplatkov, spotrebou lokdlne vytvorenych statkov, najméa sluzieb
poskytovanych miestnymi obanmi. Svojimi aktivitami zvd¢sujd kapacitu miestne-
ho trhu a zvy$ujui atraktivitu izemia pre realizdciu predovsetkym obchodnych akti-
vit. Okrem priamych ekonomickych efektov navstevnici zabezpecuju $irenie imidzu
0 dzemi. Cielom marketingu destindcie je preto identifikovat atraktivne hodnoty
tizemia a vhodnou formou ich spristupnit pre potreby cestovného ruchu.

Za tymto ticelom je mozné Specifikovat rozsah, v akom marketing destindcie usmer-
nuje jej strategické oblasti. Podla Palatkovej ide o tieto parcidlne stratégie:

| stratégia komunikécie,

| stratégia riadenia ponuky produktov,

| stratégia Zivotného prostredia,

| stratégia udrZiavania konkurencieschopnosti destinacie. (2006)

Ciastkové stratégie su sticastou stratégie destindcie ako celku. Navzijom sa dopliia-
ja. Stratégia destindcie komunikuje konkurenc¢ni vyhodu destindcie. Sticastou mar-
ketingovych aktivit je vytvorenie povedomia o izemi ako destinacii CR a zvySenie
znalosti znacky destindcie. Imidz destindcie je teda sticastou strategického riadenia
ponuky destindacie.

1.3 Podnikatelia ako partneri v lizemnej samosprave Podnikatelia pri-
nasaju tzemiu ekonomickd silu. Z uskutoéniovanych podnikatelskych aktivit pla-
tia dane a poplatky do rozpoctov tizemnej samospravy. Takto priamo ekonomicky
ovplyviujui finan¢né zdroje samospravy. Vo vztahu k obéanom vystupuji podnika-
telia ako zamestnévatelia. PoZiadavkami na kvalifikdciu a znalosti zamestnancov
moézu ovplyvnit dokonca charakter mesta. Zndme sd mestd zalozené Batom v Ce-
chéch (Z1in) ¢i na Slovensku (Partizanske, Svit), ktoré si podnes zachovali svoj imidz
pokrokovych miest. Na druhej strane podnikatelia pontikaji svoju produkciu tova-
rov a sluzieb, ¢im samosprava méze profitovat z obchodnych ¢innostf a stavat na nich
svoj imidz. Samosprava preto ma zaujem lokalizovat podnikatelov na svojom tze-
mi. KedZe samosprava disponuje kompetenciami, usmernuje pohyb podnikatelskych
subjektov pomocou ponuky faktorov lokality. Z dostupnych zdrojov (pozn. [2]) je moz-
né faktory lokality klasifikovat do dvoch zdkladnych skupin: tvrdé a makké faktory.

Tvrdé faktory, st kvantifikovatelné a vi¢sinou nevyhnutné k zalozeniu podni-
kania, napr. infrastruktira, cena pozemkov, ndjom, dane, poplatky, cena prace, kiip-
na sila spotrebitela a zdroje surovin. Mdkké faktory, vztahujice sa k podnikaniu,
napr. imidZ dizemia, podpora podnikania alebo vztahujice sa k obéanom, napr. vzde-
lanie, droven byvania, kriminalita a Zivotny §tyl. Z pohladu podnikatelov technolo-
gicky pokrok spdsobuje coraz nizs§iu zavislost podnikania od tvrdych faktorov.

Oslobodenie od zavislosti na jednom z faktorov obmedzujiicom nadalej konku-
renciu v odvetvi, vytvdra doasnd, ale vyhladdvant konkurenént prednost. Uzem-
né samosprava by preto nemala pontkat svoje lokality za neadekvatne nizku cenu.
V globalizovanom svete je mozné vyrobit ¢okolvek kdekolvek, ale podniky sicasne
hladaji moznosti odlisenia v konkuren¢nom globdlnom prostredi. Vdanom kontex-
te moOZe oznacenie ,made in” s uvedenim tizemia, znamenat jedine¢nd pridand hod-
notu. Teda krajina alebo tizemie povodu mézu zohravat déleziti pridand hodnotu
pri presadzovani sa na konkuren¢nom trhu. Ulohou marketéra tizemnej jednotky
je preto vytvorit a komunikovat stibor hodn6t tizemia a vytvorit partnerské vztahy
s podnikatelmi pri dosahovani spolo¢nych cielov. Partnerstvom sa dokaze elimino-
vat nedostatok zdrojov zdkladnych ekonomickych zdrojov - praca, poda, kapitdl pri
dosahovanfi cielov ako samospravy tak aj podnikatelov.

1.4 Zamestnanci ako cielova skupina Zamestnanci dochddzajici za pracou
mimo miesta svojho trvalého pobytu, st sicastou socidlneho Zivota mesta resp. obce.
V niektorych dzemiach s koncentraciou vyznamnych podnikov mézu dokonca tvorit
popri obyvatelstvu vyznamnu cast populdcie v izemi. Pozoruhodné st napriklad vy-
sledky z merania dat zo SIM kariet v Bratislave, kde bolo v roku 2019 nameranych cez
deni 682 562 SIM kariet a v noci 633 806 SIM kariet (pozn. [3]). Odraza to, pohyb obyva-
telstva. Ak podla oficidlnych dat zo Statistického tdradu za rok 2018 mala Bratislava
432 864 obyvatelov, pohyb SIM kariet naznacuje 200 000 obyvatelov navyse.

Okrem zvySovania kapacity miestneho trhu sa podielaji aj dochddzajici za-
mestnanci na tvorbe a spotrebe verejnych statkov. Ulohou samospravy je zabezpeéit
kazdodennt dopravni dostupnost izemia, zdsobovanie spotrebnymi statkami den-
nej potreby a dostupnost ob¢ianskej vybavenosti aj pre potreby ich rodinnych pris-
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lusnikov. V tomto kontexte sa izemnd samospriva snazi presved¢it obcanov inych
miest o prihlasenie sa k trvalému pobytu. Trvaly pobyt znamend nédrast podielovych
dani a teda aj kvalitnejSie verejné statky a kultivovanejsie verejné priestory v meste
resp. obci. Parkovacia politika mestskej ¢asti Bratislava Petrzalka sa v od 1. 9. 2019 re-
alizuje ako pilotny projekt pre zavedenie v celom hlavnom meste. Obyvatelia mest-
skej Casti s trvalym pobytom podla pravidiel ziskavaji vyhodu oproti nerezidentom
pri parkovani.

Dochadzajici do zamestnania predstavuji potencial pre ziskanie novych ob-
¢anov. Ulohou marketingu je vytvorit a komunikovat konkurencieschopni ponuku
lokality, s cielom presvedc¢it dochddzajiceho o vyhodach zmeny trvalého bydliska.

Specifickym segmentom zamestnancov si zamestnanci organizdcii izemnych sa-
mosprav. Marketingové tsilie zamerané na predchadzajtce cielové skupiny by bolo
neefektivne, bez zainteresovania zamestnancov samospravy. Ulohou marketingu
v samosprave je mobilizovat vnitorné zdroje cez zamestnancov samospravy. V da-
nom kontexte je interny marketing dspes$né prijimanie, §kolenie a motivovanie
schopnych a ochotnych zamestnancov tak, aby zaistovali spokojnost svojich zdkazni-
kov - cielovych skupin izemnej samospravy. Dosiahnut zdielanie hodnét a cielov sa-
mospravy jej zamestnancami si vyzaduje spolupracu vSetkych oddeleni samospravy.

Ako je mozné vidiet, za miestnych aktérov mozZno povaZovat vzacne réznorodé cielo-
vé skupiny. Hlavnou skupinou z pohladu plnenia cielov izemnej samospravy by mal
byt obyvatel (rezident) a aZ ndsledne su to turisti, podnikatelia a zamestnanci orga-
nizdcii izemnej samospravy. Za ticelom vytvorenia postoja k tizemiu vyuziva mar-
ketingovy manazér sibor aktivit a marketingovych nastrojov. Na tomto mieste je
vhodné upozornit na dolezitd skutocnost. Su to zaujmy jednotlivych aktérov, kto-
ré su velmi Casto protichodné navzdjom a stcasne aj vo vztahu k zdujmom samot-
nej izemnej jednotky. Napriklad zaujmom rezidentov je bezpecné, zdravé byvanie
podporené obc¢ianskou vybavenostou a dostupnost pracovnych prileZitosti. Zdujmom
investorov ale nie je nevyhnutne budovanie ob¢ianskej vybavenosti ani ochrana Zi-
votného prostredia. Ekonomické indikatory sd pre podnikatelské subjekty zvycajne
nadradené zdujmom rozvoja prostredia resp. spoloCenskej zodpovednosti. V sticas-
nosti so zmenou vyspelosti spoloénosti sa do popredia dostdvaji aj neekonomické in-
dikatory. Na druhej strane s to pracovné prilezitosti ponikané rezidentom. Dobra
kombinacia lokalizacie pracoviska a byvania dokaze zvysit benefity oboch stran - za-
mestnanca aj zamestndvatela. Podobne tak aj prudky rozmach turizmu prispievajui-
ci k ponuke pracovnych prilezitosti na druhej strane ovplyviiuje pokojné a bezpecné
byvanie rezidentov. Zndme st aktivity miest ako Benatky a Praha, ktoré obmedzuju
resp. usmernuju turisticky ruch v exponovanych lokalitach. V tejto podobe sa uplat-
nuje demarketing, ktory by mal zniZovat prehnany zaujem o ndvstevu destinicie
v prili§ exponovanych obdobiach.

Celkovo sa v tejto stuvislosti marketing povazuje za ndstroj, ktory je zjedno-
cujicim prvkom tychto odstredivych a protichodnych zdujmov. Vo svojej podstate
sa marketingom daji koordinovat rozmanité zaujmy cielovych skupin. Marketing je

jednotiacim prvkom vyuzivajicim hodnotovo orientovany pristup k uspokojovaniu
zaujmov roznych cielovych skupin pri si¢asnom dosahovani vlastnych cielov orga-
nizacie samospravy a rozvoja zdrojov: persondlnych (Dusek, Krdsna a kol. 2019, Bar-
nova et al. 2019, MiloSovicova a Trelova 2018) ale aj kapitdlovych ap. Rozvoju tizemnej
jednotky v bytovej politike na Slovensku venuje napriklad stidia Rentkovej a Gejdo-
sa (2019).

Profesia marketéra by preto mala byt sticastou multiprofesijného timu, ktory
sa venuje dlhodobému strategickému rozvoju tizemnej jednotky. Vyzvou pre fungova-
nie multiprofesijného timu je ndsledne schopnost spoluprace s odbornikmi viacerych
vednych disciplin, ktord by umoznila chapat problematiku riadenia rozvoja tizem-
nych jednotiek v kontexte zaujmu spolupracujicich odbornikov z inych profesii.

2 Ciel prispevku a metodika prace

Cielom prispevku je na objasneni teoretickych zdkladov marketingu aplikovaného
v Specifickych podmienkach dzemnej samospravy demonstrovat zaujmy cielovych
skupin obcéania, navstevnici, podnikatelia a zamestnanci v kontexte imidzu mes-
ta Bratislava. Na konkrétnych prikladoch medzindarodného porovnavania miest s
identifikované potencidlne dopady na vhimanie mesta u cielovych skupin.

Z pohladu metodiky spracovania sa prispevok opiera predovsetkym o metédy kompa-
rédcie a analyzy dostupnych ddajov z porovnavania municipalit v rozsahu:
| prieskumu poradenskej spoloénosti Mercer realizovany v roku 2018 na vzor-
ke 231 miest celého sveta,
| prieskumu anglickej spolo¢nosti Financial Times a jej divizie fDi Supplement
realizovany v roku 2018 na vzorke 301 eurépskych miest,
| prieskumu svetového konkurenéné centra IMD v spoluprici so Singapore
Univeristy for Technology and Design realizovany v roku 2019 na vzorke 102
miest,
| prieskumu online cestovnej kanceldrie TravelBird realizovany v roku 2018 na
vzorke 50 miest krajin OECD.

Publikované rebricky boli ndsledne analyzované z pohladu dosiahnutej pozicie hlav-
ného mesta Slovenskej republiky Bratislava.

3 Vnimanie imidZu iizemnej jednotky cielovymi skupinami
je izemna jednotka vnimanda r6znymi aktérmi pésobiacimi na jej dzemi je mozné

Do akej miery

oznacit ako imidZz mesta. Podla Kotlera predstavuje imidZ tizemnej jednotky sihrn

presvedceni a dojmov, ktoré o nej maju Iudia. Imidz predstavuje zjednodusenie vel-

kého poctu asocidcii a informacif spdjanych s miestom. Tie si produktom vedomia

snaziaceho sa spracovat a vybrat z obrovského mnozZstva informaécif tie hlavné (Kot-
ler et al. 1999).

Podla Bakera (2007) je mozné napriklad imidZ mesta rozvijat v troch stupnioch:

| 1. stupenl - organicky imidZ vytvoreny na zdklade vieobecného povedomia

o meste, ktoré je ovplyvnené médiami, knihami, filmami, rodinou, priatelmi
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avzdeldvanim. Organicky imidz je silnejsi, ak ma mesto bohat histériu, jedi-
necénd kultirnu struktiru, prirodné danosti a je podporované statom.

| 2. stupeii - je imidZ stimulovany marketingovymi aktivitamiv podobe marke-
tingovej komunikacie (reklama, public relations, webové stranky, propagacné
materidly, Gic¢astami na vystavich a veltrhoch). Tento typ imidZu obohacuje
organicky imidz a zdkladné povedomie o meste.

| 3. stupeii - je tvoreny vlastnymi skisenostami, kedy osobna konfrontécia
s mestom vykresli jednoznac¢ny postoj k mestu.

Baker (2007) uvadza, Ze nie kazdé mesto vSéak md potencidl zaujat cielovi skupinu
hned na drovni organického imidzu. Aktivhym pdsobenim je mozné pdsobenim
vhodne cieleného marketingu upriamit pozornost na jedinecnost mesta. Musi v8ak
existovat prepojenie medzi prislubom znacéky mesta a skutoénou realitou mesta.
Ak sa tieto dva pohlady nezhoduji, imidz mesta nebude trvaly a akceptovany. Ne-
rovnovaha medzi identitou mesta (ako sa mesto vnima z vnttra organizacie) a jeho
vonkajsim imidZom limituje aj jeho rozvoj. Ak je vhimanie mesta zo strany cielo-
vych skupin rozdielne, je potrebné vypracovat stratégiu na prekonanie tychto rozdie-
lov. Analyza identity a imidZu mesta umoziiuje odhalit vztahy, asocidcie, predstavy
a predsudky spjané s miestom. Ulohou predstavitelov samospravy je vytvorit jeho
pozitivnu podobu a dlhodobo ho udrzat v povedomi cielovej skupiny. Marketingové
néstroje, osobitne marketingovd komunikicia a materidlne prostredie, umoznuji
formovat imidz tizemia.

Identita dzemia Percepcia Imidz dzemia

OBRAZOK 1: PREPOJENIE IDENTITY A IMIDZU UZEMIA; ZDROJ: VLASTNE SPRACOVANIE

Podla Kotlera (1999) sa moZe imidZ mesta nach4dzat v 4 §tadiadch:

| a) Pozitivny imidZ - imidZ nevyZzaduje zmenu marketingovej stratégie, sta¢i
zvy§it pozitiva a efektivnost jeho dorucenia cielovym skupindam. Prili§ pozi-
tivny imidZz moze viest k sklamaniu zdkaznika. Napriklad atraktivne mesto
moZe lakat novych rezidentov, ¢im mé6ze dochadzat k jeho preplneniu a zivot
v iom zacne byt prilis rusny. V takom pripade sa odporica volit demarketin-
gové - protiposobiace marketingové opatrenia (obmedzenie vystavby bytov,
stavebnd uzdivera, obmedzenie parkovania, obmedzenie otviracich hodin vo
vecernych hodinach pre no¢ny pokoj rezidentov ap.).

| b) Slaby imidZ - imidZ nemd obsah, ktory by komunikoval a 0d1i8il tym mesto
od inych. Casto krat chyba iba vhodna komunikaénad stratégia, ¢im zost4vaji

mestd v anonymite. V pripade slabého imidZu sa aj rozvoj bytovej politiky spo-
lieha viac na pomaly, pasivny rozvoj bytovej politiky.

| ¢) Negativny imid% - imidZ nepdsobi pozitivne na rozvoj a na prvom mieste
je potrebné identifikovat preco. Ak pretrvava dlhsiu dobu, je tazsie ho zmenit
u cielovej skupiny. V slovenskych podmienkach ho moZno porovnat s poziciou
mestskej Casti Petrzalka, ktora ma hlavne u nezainteresovaného obyvatelstva
prevazujici negativny imidz pri volbe byvania.

| d) Protichodny imidZ - imidZ, ktory vznika na zdklade protire¢ivych ndzorov
cielovych skupin. Potrebné je vyuzit marketingovi komunikaciu na zdoraz-
novanie pozitiv a zadroven analyzovat, ktoré skutoénosti v redlnom Zivote mes-
ta vedd k negativnym predstavam o meste. Tie je potrebné minimalizovat.

Predstavy o meste, najma tie, ktoré st zauzivané dlhsiu dobu nie je jednoduché zme-
nit. Mestd za to vdacia aj negativnou publicitou médii. Z tohto pohladu je jedno-
duchsie budovat imidz mesta, ktory je menej zndmy. Najma ak ma mesto origindlne
hodnoty, ktoré maji ¢o pontknut cielovej skupine resp. skupinam.

Zaujimavy vyskum uskutoc¢nil Andrasko (2016), ktory hodnotil vnimanie kvali-
ty Zivota v mestskych §tvrtiach Bratislavy. V niektorych Stvrtiach (Petrzalka) je vnu-
torny imidZ miesta byvania vyrazne lepsi ako vonkajsi imidz I'udi, ktori na danom
mieste nebyvaji a ani by nechceli byvat. Podla §tidie existuje niekolko faktorov, kto-
ré ovplyviiuji vnimanie kvality byvania a st individudlne §pecifické. Za tymto tce-
lom odportca vytvarat priestor na participativne planovanie so zapojenim verejnosti
a strategicky pristup k planovaniu byvania v mestdch. KedZe tieto kompetencie ma
v rukich tizemnd samosprava, predstavitelia miest a obci by mali na to pamitat.

4 Vymedzenie pozicie marketingu v strategickom plinovani Kritickym
miestom pre strategické planovanie je zapojenie Sirokej skupiny odbornikov do in-
tegrovaného pldnovania, vratane marketéra. Integrované planovanie umoznuje do-
sahovat vyznamné synergické efekty v podobe netradi¢nych a inova¢nych ndmetov.
Vysledkom strategického pldnovania je strategicky pldn. Ako uvddza Dobrucka (2018),
pri strategickom plane ide o dokument zamerany hlavne na formuldciu spolo¢nych
cielov, vytvaranie vzdjomnej zdvislosti vdaka nastaveniu synergickych efektov, for-
maliziciu pravidiel vztahov v danom tizemi a vytvorenie podkladov umoziujicich
vzdjomnu kontrolu zapojenych subjektov. Marketér v integrovanom pldnovani vy-
chadza z koncepénych dloh, ktoré vymedzujud viziu, poslanie a identitu izemia. Na
tomto mieste je vhodné vyuzit segmentaciu cielovych skupin. Tento marketingovy
néstroj umoznuje identifikovat skupiny potencidlnych zaujemcov o byvanie podla
roznych osobnych preferencii. Vysledkom segmentdcie je poznanie pocetnosti roz-
nych segmentov a nastavenie ponuky v silade s preferenciami rezidentov. Zamera-
nie na jeden alebo niekolko segmentov umoznuje prispésobit ponuku Specifickym
skupindm sticasnym resp. budicim rezidentom (napr. zamestnanci samospravy, cu-
dzinci, dochodcovia, mladé rodiny s detmi ap. majd iné predstavy napr. o idedlnom
byvani).
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Na imi-

5ImidZz mesta Bratislava ako Zivotného a hospodarskeho priestoru
dz mesta vplyva Siroké spektrum faktorov, preto je pri jeho riadeni vhodné pracovat
v multiprofesijnom time. Podkladom pre pracu s imidZom mesta moze byt jeho vni-
manie ré6znymi aktérmi tizemia. Medzindrodné porovnanie miest uz dlhodobo re-
alizuji poradenské organizacie, profesijné organizacie ¢i mimovladne organizacie.
Obsadit dobré miesto v celosvetovej konkurencii miest znamenad silny impulz pre
imidz v o¢iach aktérov, ktori sa m6zu na zdklade tychto vysledkov vo findlnom roz-
hodovani rozhodnit o lokalizovani svojich aktivit, ¢i uz investi¢nych, turistickych
alebo reziden¢nych v danom meste.

5.1 Prieskum spolo¢nosti Mercer
je pravidelne poradenska spolo¢nost Mercer. Na zdklade prieskumu uskuto¢neného

Hodnotenie kvality Zivota v meste realizu-

v septembri aZ novembri 2018 sa z viac ako 231 posudzovanych miest zaradila Bra-
tislava na 80. mieste. Prvé miesto obsadilo susedné hlavné mesto Raktska - Vieden
nasledovand Ziirichom. Z krajin V4 je Praha na 69. mieste, Budapest na 76. mieste
a VarSava na 82. mieste. Paradoxom je, Ze Viedni sa dari poziciu udrzat uz celd de-
kadu. Zaujimavym faktom je, Ze mestd s najvysSou kvalitou Zivota st predovsetkym
v Eurdpe. Sucasne je mozno vidiet, Ze hlavné mesta krajin skupiny V4 a dalsich po-
st-sovietskych krajin st oddelené dvojitou ¢iarou v druhej ¢asti tabulky. Ich pozicia
v rebricku je rddovo hors$ia a v zdsade tvoria uceleny balik hlavnych miest strednej
a vychodnej Eurépy.

Spoloc¢nost na svojom webovom sidle uvadza, Ze idaje ziskané o kvalite byvania
slizia iba na informacné ucely a st urcené predovsetkym pre nadndrodné organiza-
cie, vlidne agenttry a izemné samospravy. Tymto spolo¢nost pomaha samospriavam
posudzovat faktory, ktoré mézu zlepsit ich kvalitu Zivota. KedZe zamestndavatelia
a zamestnanci mézu menit svoje rozhodnutia o lokalizacii, snahou by malo byt po-
nikat kvalitnejsie byvanie v meste za icelom prildkania novych potencidlnych za-
mestnavatelov. Vystupy by mali pomoct lidrom samosprav pochopit tie faktory, ktoré
ovplyviuju kvalitu Zivota obyvatelov ich mesta a zaoberat sa problémami, ktoré kva-

Pri hodnoten{ sa posudzuji zivotné podmienky na zdklade 39 faktorov z tychto hlav-
nych okruhov:
| a) politické a socidlne prostredie (politick4 stabilita, kriminalita, vymoZitel-
nost prava)
| b) ekonomické prostredie (reguldcia vymeny domdacej meny, bankové sluzby)
| ¢) sociokultirne prostredie (sloboda médii, obmedzenia osobnej slobody)
| d) zdravotnd starostlivost (zdravotné sluzby, infekéné choroby, nakladanie
s odpadmi, znecistenie ovzdusia)
| €) 8koly a vzdeldvanie (§tandardy a dostupnost medzindrodnych §kdl)
| f) verejné sluzby a doprava (elektricka energia, voda, verejnd doprava, doprav-
né zapchy)
| g) rekredcia (re$tauricie, divadlg, kind, $port a volny ¢as)
| h) spotrebny tovar (dostupnost potravin, poloziek dennej spotreby a dut)
| i) byvanie (ndjom bytov, doméce spotrebite, ndbytok, tidrzba)
| j) prirodné prostredie (klima, zdznamy o prirodnych katastrofich)

Za kritické oblasti hodnotenia Bratislavy boli posudzované predovsetkym doprava,
dostupnost byvania a ochrana zelene, s ktorou suvisi znecistené zivotné prostre-
die. Ide o témy, ktoré st nastastie ovplyvnitelné magistritom mesta. Kvalita Zivota
v meste trpi pretaZenou dopravou. V tomto smere je mozné ocakavat podstatné zlep-
Senie predovsetkym z dévodu zavedenia parkovacej politiky rezidentov/nereziden-
tov, spustenia dlho o¢akavaného obchvatu mesta D4 a rychlostnej cesty R7 a dostavby
novej autobusovej stanice s prilahlou infrastruktidrou v centre mesta. Byvanie v Bra-
tislave je mozné povazovat z pohladu dochadzajicich z prilahlych satelitnych oblas-
ti za vykipenie pre usetreny cas, ktory musia travit dennou dochddzkou do mesta.

litu zivota v meste znizuju.

Poradie | Mesto Krajina Poradie | Mesto Krajina

1 Vieden Rakdsko 69 Praha Cesko

2 Ziirich Svajciarsko 74 Lublana Slovinsko
3 Vancouver Kanada 76 Budapest Madarsko
4 Mnichov Nemecko 80 Bratislava Slovensko
5 Auckland Novy Zéland 81 Vilnius Litva

6 Diisseldorf Nemecko 82 VarSava Polsko

7 Frankfurt Nemecko 86 Tallin Esténsko
8 Kodan Dansko 98 Zéahreb Chorvatsko
9 Zeneva Svajéiarsko 139 Belehrad Srbsko

10 Bazilej Svajciarsko 173 Kyjev Ukrajina

TABULKA 1: PORADIE MIEST PRIESKUMU MERCER; ZDROJ: VLASTNE SPRACOVANIE PODLA MERCER.COM (2019)
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Indikator / Mesto Vieden Bratislava | Rozdiel
cena m?za byt mimo centra mesta 4140 EUR | 2282EUR 81.37%
mesacny ndjom 1izbového bytu v centre mesta | 850 EUR 624 EUR 36,1%
hruby vynos z ndjmu/cena nehnutelnosti 3.2% 4.3% -25,58%
Cisty prijem 1892 EUR 1047 EUR 80.72%
Grok na hypotéku s fixaciou 20 rokov 2.15% 1.58% 36,05%

TABULKA 2: BYVANIE V BRATISLAVE A VO VIEDNI V CISLACH; ZDROJ: VLASTNE SPRACOVANIE PODLA NUMBEO.COM
(NOVEMBER 2019)

ImidZ Bratislavy ako drahého mesta na zabezpecenie byvania potvrdzuje porovnanie
so zivotnymi ndkladmi vo Viedni (Tabulka 2). Cena zvolenej nehnutelnosti je vo Vied-
ni drahsia o 81.37%, o je zhruba aj rozdiel v priemernom prijme pracujiceho. Z do-
stupnych tdajov ale vyplyva, Ze trh s ndjomnym generuje vo Viedni iba o 36,1% vyssie
nédjomné. Podobne je vy$si hruby vynos z ndjmu z ceny nehnutelnosti, ktory je v Bra-
tislave 4.3%, pricom vo Viedni je iba na tirovni 3,2%. Vypoveda to o nenasytenom trhu
s ndgjomnym byvanim v Bratislave. Vo vztahu k vysledkom prieskumu a vyssej kva-

lite zivotného priestoru vo Viedni je mozné hodnotit byvanie v Bratislave za relativ-
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ne drahé. Podla Koncepcie §tatnej bytovej politiky do roku 2020 by zmenu vo vyhlade
najblizsich rokov mohla priniest podpora socidlnemu byvaniu. Tym by sa spristup-
nilo dostupnejie byvanie pre mladé rodiny a socidlne odkdzanych obyvatelov. Spe-
cifické pre pomery v Slovenskej republike je vysoké az 90.5% zastiipenie sikromného
vlastnictva bytov. Zaujimavy zaver priniesla §tidia zaostdvania periférnych oblasti,
podla ktorej bytova politika izemnych jednotiek zodpoveda za demograficky vyvoj
v periférnych regiénoch (Bernard, J. a kol. 2018). Pasivita miest a dedin v ponuke na-
jomného byvania dokadZe z dlhodobého pohladu vyrazne ovplyvnit hospodarsky vy-

kon v regidne.

Indikator / Mesto Bratislava | Praha Budapest | Varsava
cena m?za byt mimo centra mesta 2282 EUR 3360 EUR | 1899 EUR 2116 EUR
mesacny ndjom 1izbového bytu v centre mesta | 624 EUR 750 EUR 487 EUR 619 EUR
hruby vynos z ndjmu/cena nehnutelnosti 4.3% 3.5% 4.0% 4.64%
Cisty prijem 1047 EUR 1184 EUR 769 EUR 967 EUR
trok na hypotéku s fixaciou 20 rokov 1.58% 2.78% 4.83% 3.97%

TABULKA 3: BYVANIE V HLAVNYCH MESTACH V4 V CISLACH; ZDROJ: VLASTNE SPRACOVANIE PODLA NUMBEO.COM
(NOVEMBER 2019)
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Z porovnania vydavkov na byvanie je najlacnejSou destindciou Budapest ako z pohla-
du absolitnej hodnoty za meter stvorcovy pri kipe bytu, tak aj mesa¢ného najmu.
Cenovo porovnatelné st nehnutelnosti vo Varsave a Bratislave priich kipe aj pri pre-
nédjme. Najdrah§im mestom je Praha ako pri kiipe, tak aj pri prenajme. Najvyssi pri-
jem z prendjmu nehnutelnosti pontika Var§ava, najnizsi Praha. Zrejme je to z dévodu
vysokej konkurencie ponikanych nehnutelnosti resp. Sirokej ponuke nehnutelnos-
ti. Ceny nehnutelnosti sd v pomere k ¢istému prijmu neprimerane vysoké v Prahe,
naopak vyrazne nizsie v Budapesti. Pri pohlade na dostupnost tveru - hypotéky sa
javi spoloénd mena euro ako vyktpenie pre slovensky trh s nehnutelnostami. Uroko-
va sadzba v priemernej vyske 1.58 % za poskytnutd hypotéku s fixdciou na 20 rokov
je najniZsia spomedzi porovnavanych krajin. V Cech4ch je tirokova sadzba takmer
dvojndsobnd. Najvyssiu irokovid sadzbu musia klienti platit za hypotéku v Madarsku.

Ak porovndvame poradie miest v rebri¢ku Mercer s ukazovatelmi redlnych ndkladov
nabyvanie, 7bodovy rozdiel medzi Prahou a Budapestou znamena sti¢asne o 77% vys-
§ie ndklady pri kipe nehnutelnosti v centre mesta a 0 54% vyssie ndjomné za 1-izbovy
byt v centre mesta. Takéto porovnanie nepovaZzujeme za korektné a zavery v tom-
to ohlade nemoZno povaZovat za relevantné. Porovnanie slizi iba ako demonstra-
tivny vystup na zamyslenie pri dalSom skiimani problematiky. Tento prieskum sa
primarne orientoval na cielovi skupinu obyvatelia mesta - rezidenti resp. potenci-
4lni rezidenti.

5.2 Prieskum Financial Times

Iné zdvery a postavenie Bratislavy v rebric-
ku miest priniesol prieskum anglickej spolo¢nosti Financial Times a jej divizie fDi

Supplement (fdiintelligence.com 2019). Zameranim prieskumu boli eurépske mesta
a regiény budicnosti 2018/2019, v ktorom sa hodnotilo okrem regiénov aj 301 eurép-
skych miest z pohladu atraktivity zahrani¢nych podnikatelov/investorov. Hodnotia-
cimi kritériami boli:

| a) ekonomicky potencidl,

| b) Tudsky kapital a Zivotny 3tyl,

| ¢) efektivita ndkladov,

| d) infrastruktira,

| e) privetivost k podnikaniu.

Mesta boli v §tidii zaradené do niekolkych kategérii podla velkosti a lokality. Vznikli
tak skupiny velkych, strednych, malych a mikromiest. Mesta boli ndsledne este roz-
delené podla regiénov. Celkovo sa na najleps$ich pozicidch umiestnil Londyn, Dublin,
Pariz, Amsterdam a Mnichov. Bratislava ziskala 5. miesto v Top 10 vychodoeurdp-
skych miest budiicnosti, priCom na 1. mieste sa ocitla Moskva, na 2. Vars§ava, na 3. Bu-
kurest a na 4. Praha. Z pohladu stredne velkych miest bola Bratislava zaradend na
3. miesto hned za Ziirich a Edinburgh. V kategérii ekonomicky potencidl ziskala
Bratislava 5. miesto za Ziirichom, Edinburghom, Bonnom a Bristolom. Za priveti-
vost k podnikaniu ziskala Bratislava 4. miesto za Ziirichom, Vroclavom a Poznanom.
V ludskych zdrojoch je 4. najatraktivnejsim mestom za Ziirichom, Bordé a Vilniu-
som. Pre slovenské podnikatelské a samospravne prostredie je zaujimavé, Ze do reb-
ricka mikromiest Eurépy sa zaradila Nitra na 10. mieste. Medidlna sila realizatora
prieskumu m4 potencial ovplyvnit imidZz mesta ako investi¢nej destinacie so vsetky-
mi désledkami, ktoré s tym stvisia, teda aj s dopadom na realitny trh a bytovi poli-
tiku mesta.

Tento prieskum sa zameriaval svojim rozsahom najma na cielovi skupinu pod-
nikatelia a ich prileZitosti v izemi mesta.

Pora- | Mesta Top vycho- Top stred- | Top Top priveti- | Top ludské
die Eurépy do-eurép- nevelkych | ekonomicky | vost k pod- zdroje
skych miest | miestcelej | potencial nikaniu
budicnosti Eurépy
1 Londyn Moskva Ziirich Ziirich Ziirich Ziirich
2 Dublin Varsava Edinburgh Edinburgh Poznan Bordé
3 Pariz Bukurest Bratislava Bonn Vroclav Vilnius
4 Amsterdam | Praha Bristol Bratislava Bratislava
5 Mnichov Bratislava Bratislava

TABULKA 4: PORADIE MIEST PRIESKUMU FINANCIAL TIMES; ZDROJ: VLASTNE SPRACOVANIE PODLA FDIINTELLIGENCE.COM

(2019)

5.3 Prieskum IMD a Singapore Univeristy for Technology and Design

Sve-

tové konkuren¢né centrum IMD v spolupraci so Singapore Univeristy for Technology
and Design spracovalo v globdlnom indexe Index Smart City 2019 poradie inteligent-
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nych miest v rozsahu 102 hodnotenych miest. V kaZdom meste hodnotilo situdciu 120
rezidentov. Predmetom hodnotenia bolo 5 oblasti Zivota v meste:

| a) zdravie a bezpeénost,

| b) mobilita,

| c) aktivity,

| d) prilezitosti (pracovné a vzdeldvacie),

| €) sprava mesta.

V skiimanych oblastiach mesto Bratislava nemalo vyznamny problém iba v dvoch
oblastiach:

| 1. prilezitosti v ¢asti dostupnost dobrych §kol a tvorby pracovnych miest,

| 2. zdravie abezpeénost v ¢asti pocit bezpeénosti na verejnych priestranstvach.

Naopak, za najvacsie priority hodné pozornosti v najbliZS§om obdobi rezidenti oznaci-
li niekolko tém. Za najddleZitejsie je mozné v tomto poradi povaZovat:

| 1. pretaZenost dopravy,

| 2. dostupnost byvania,

| 3. viimanie korupcie,

| 4. dostatok zelenych ploch,

| 5. znedistenie vzduchu.

Nasledne bola respondentom poloZend otdzka, ¢i by boli ochotni zdielat osobné tdaje
o svojom pohybe po meste pri rie§eni problému pretaZzenosti dopravy. Polovica z nich
odpovedala kladne. Pri téme zniZovania kriminality v meste 68% oslovenych stihla-
silo so zavedenim technolégii na rozoznavanie tvire. Zaujimavo, iba polovica opyta-
nych hodnotila ako pozitivny vplyv dostupnosti online informdcii na déveryhodnost
miestnych a mestského tiradu.

Bratislava sa v tomto prieskume umiestnila na 84. mieste. V porovnani s Prahou ide
o velky odstup. Vdanom hodnoteniide o prvy roénik, zrejme aj to je dévod, preco dal-
Sie hlavné mest4 strednej a vychodnej Eurépy neboli predmetom hodnotenia. Kvoli
porovnatelnosti ich nechdvame v podobe ako boli zoradené pri prieskume spolo¢nos-
ti Mercer. Z tohto pohladu je zaradenie Bratislavy do posudzovania 102 miest prida-
nou hodnotou pre mesto a skor jeho ocenenim.

Uzke miesta, ktoré respondenti naznaéili vo svojich odpovediach je potrebné
akceptovat a venovat sa ich rieSeniu podla kompetencii, ktorymi mestskd samospra-
va disponuje. Témy zvySovania kvality vyssieho Skolstva a zdravotnictva nie st zase
v kompetencii mesta alebo mestskej ¢asti. Investi¢ny dlh v doprave a intenzita jej
rozvoja v ekonomicky silnom meste je vyzvou. Magistrat mesta spustil parkovaciu
politiku do testovacej prevadzky v mestskej Casti Petrzalka. Obnova a dal$i rozvoj
elektrickovych radidl ako nosnej chrbtice verejnej dopravy prechadza po castiach ve-
rejnym obstardvanim. Integrovana doprava Bratislavského samospriavneho kraja je
dalSou posilou v rieSeni pretazenej dopravnej situacie.

Vo svojej podstate st vysledky kompatibilné s poznatkami z prieskumu spo-
lo¢nosti Mercer. Rezidenti v oboch prieskumoch ozna¢ili za kritické miesto dostup-
nost byvania. V pomere k prijmom chyba dostupné byvanie v podobe socidlnych resp.
Startovacich bytov, s ktorymiby samosprdava mohla ovplyvnit rezidentov resp. poten-
cidlnych rezidentov mesta.

Tento prieskum sa primarne venoval zaujmom cielovej skupiny obyvatelia re-

zidenti resp. potencidlni rezidenti a podnikatelia.

Poradie | Mesto Krajina Poradie | Mesto Krajina

1 Singapur Singapur 19 Praha Cesko

2 Ziirich Svajéiarsko - Lublana Slovinsko
3 Oslo Nérsko 83 Budapest Madarsko
4 Zeneva Svajéiarsko 84 Bratislava Slovensko
5 Kodan Dansko - Vilnius Litva

6 Auckland Novy Zéland 61 Varsava Pol'sko

7 Taipei Taiwan - Tallin Esténsko
8 Helsinki Finsko - Zéahreb Chorvatsko
9 Bilbao Spanielsko - Belehrad Srbsko

10 Diisseldorf Nemecko 92 Kyjev Ukrajina

TABULKA 5: PORADIE MIEST PRIESKUMU INDEX SMART CITY 2019; ZDROJ: VLASTNE SPRACOVANIE PODLA IMD.ORG (2019)

V roku 2018 online cestov-

5.4 Prieskum cestovnej kanceldrie TravelBird
né kancelaria TravelBird uskutocnila pre svojich klientov prieskum najlepsich mest-
skych destinacii, ktori si vdZia ochranu Zivotného prostredia. Vysledky prieskumu
ocenili mest4, ktoré sa staraji o svoje zelené plochy z pohladu kvality idrzby ale aj jej
kvantity. Organizatori prieskumu vybrali 50 vyznamnych turistickych miest z krajin
OECD. Niasledne hodnotili zelené plochy v mestach v troch kategériach:

| 1. prirodnd zelets,

| 2. €lovekom vytvorend zelen,

| 3. zelefi sliZiaca na produkciu jedla.

Na zédklade prepoctu plochy zelene na obyvatela bolo zistené kolko metrov Stvorco-
vych zelene pripad4d na jedného obyvatela a o aky typ zelene ide. Zdmerom cestovnej
kanceldrie bolo inSpirovat cestujticich, aby vinimali mestsky turizmus aj ako kontakt
s prirodou. Bratislava sa umiestnila na tretom mieste za Reykjavikom a Aucklandom.
Specifikom Bratislavy v porovnani s ostatnymi mestami je bezkonkurenéne najvys-
§ia vymera vinohradov na jedného obyvatela - 10.8 m2, pricom Viedenl ma najvacsi po-
diel vinohradov na celkovej svojej rozlohe.

Tento prieskum sa primarne venoval cielovej skupine navstevnici. Rozsah plo-
chy zelene je velkou devizou v budiicom boji s klimatickymi zmenami. Diverzita
mestskej zelene tak moze plnit vyznamnu funkciu aj pre rezidentov, nielen pre $pe-
cifické segmenty navstevnikov (pozn. [4]).
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Poradie | Metre Stvorcové na obyvatela Poradie | Percento zelenejplochy v meste
1 Reykjavik/Island/410 1 Praha/Cesko/56

2 Auckland/Novy Zéland/357 2 Madrid/Spanielsko/44

3 Bratislava/Slovensko/332 3 Vieder/RakUlsko/42

4 Gothenburg/Svédsko/313 4 Edinburgh/Anglicko/41

5 Sydney/Australia/235 5 Auckland/Novy Zéland/41

6 Praha/Cesko/220 6 Bratislava/Slovensko/41

7 Rim/Taliansko/166 7 Marseille/Francizsko/39

8 Bern/Svajciarsko/131 8 Luxemburg/Luxembursko/38
9 Hamburg/Nemecko/114 9 Gothenburg/Svédsko/37

10 Riga/Lotyssko/113 10 Rim/Taliansko/37

TABULKA 6: PORADIE MIEST PRIESKUMU TRAVELBIRD; ZDROJ: VLASTNE SPRACOVANIE PODLA

LUXURYTRAVELADVISOR.COM (2018)
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Zaver a diskusia Okrem aktivit medzindrodného porovnania miest sd to aj
rozhodnutia eurépskych organizacii, ktoré reaguji na imidZ mesta a svojim kona-
nim ho nésledne ovplyviuji. Jednym z nich je ziskanie prvej eurdpskej instittcie,
ktora zacne sidlit na Slovensku. V oktébri 2019 v novych administrativnych priesto-
roch s vysokym §tandardom zacne svoju ¢innost v Bratislave Eurépsky organ pra-
ce pricom s nim do mesta pride pribliZne 150 eurépskych odbornikov. PoZiadavkou
Eurépskej komisie bolo prisne posudzovanie technického prevedenia, kvality, ekold-
gie a Casovej dostupnosti centraly. Logicky sa ocakavaju stvisiace poziadavky na re-
alitny trh. Zamestnanci totiz vytvoria dopyt na realitnom trhu po nadstandardnych
bytoch, ktoré st vo vystavbe v prilahlych lokalitdch. Bude to dal$f impulz, ktory otes-
tuje pripravenost bratislavského realitného trhu. Trh s bytmi sa stane otvorenejsi
medzindrodnym aktérom, ktori budd mat zdujem zaktpit nehnutelnosti a dalej ich
prenajimat.

V planovani rozvoja byvania maji vyznamné miesto obc¢ianske iniciativy za-
merané na zveladovanie Zivotného priestoru sidlisk a vnttroblokov. Stretnutia re-
zidentov, prica v spolo¢nom zdujme a silnd obcéianska aktivita ma silu ovplyvnit
kvalitu priestoru, v ktorom sa bytové nehnutelnosti nachddzaji. Ide najma o inves-
ticne menej ndroc¢né aktivity v podobe vysadby a tidrZzby zelene, obnovy vonkajsieho
mobilidru, zavedenie zdielania statkov pre ¢lenov iniciativy. Takato spolupriaca moze
zvy§it komfort byvania, ¢o sa nasledne prejavi v lepSom imidzi lokality a to méze vy-
tstit do zhodnotenia ceny nehnutelnosti. Takto sa men{ aj negativny imidZ mestskej
asti Petrzalka. UdrZba bytovych domov, ich zateplovanie, idrZba zelene a doplnenie
tzemia o prvky obéianskej vybavenosti zvysuji hodnotu Zivotného priestoru. Z mélo
preferovanej adresy sa stdva preferovana lokalita a to najma u mladych ludi, ktori sa
v tejto Casti mesta narodili. Blizkost §portovisk na hradzi, dostihova drdaha, vodné
plochy (jazera a rameno Dunaja), dostatok zelenych pléch a priame napojenie elek-
tricky na centrum mesta robia z mestskej ¢asti Petrzalky hodnotnej$iu - humdannej-
§iu mestskd cast na zivot a byvanie v Bratislave a to sa aj odzrkadluje v odlisnych
cenich nehnutelnosti v r6znych castiach sidliska. Marketingové aktivity majui pria-

my vplyv na imidZ mesta resp. jeho mestskej ¢asti, co sme si pribliZili na priklade
mesta Bratislava a jeho mestskej ¢asti Petrzalka. Iniciativy poradenskych organizacii
v podobe organizovania rankingov miest vytvaraji impulzy pre kompetentnych pra-
covnikov izemnych samosprav aby pristupovali cielene k riadeniu imidZu miest. Po-
kial zoberieme do tivahy zaujmy réznych aktérov realitného trhu v meste je potrebné
byt obozretny s ich pésobenim vo vztahu k o¢akavanému a Ziaducemu imidzu mesta.
KedZe rozvoj mesta, jeho bytovej politiky, investicnej politiky a nasledne aj imidzu
je izko prepojend a vyzaduje si dlhodobt koncepéni pracu, odporiica sa zapojit mar-
ketéra a dalsich odbornikov do integrovaného pldnovania. Ciastkova stratégia tvor-
by ziaduceho imidzu a jeho ndsledné zhmotnenie do podoby znacky mesta dokaze
ovplyvnit spravanie vacsiny aktérov posobiacich na realitnom trhu.

Hodnotenie miest v rebrickoch zjednodu$uje pohlad na mesto a vytvara
priestor na porovnatelnost ponuky tizemia navzdjom. Prostrednictvom vopred za-
definovanych parametrov sa komplexnd téma ponuky miesta resp. mesta stiva
zrozumitelnejsia aj pre neodbornt verejnost. Vysledky hodnoteni sa stavaji imidzo-
tvornymi. Pri vhodnom odkomunikovani dokdzu zasiahnut spravnu cielovi skupinu
a vyvolat u nej ziaducu reakciu. Relativizicia niektorych premennych vsak vytvara
nebezpecenstvo opomenutia stvislosti a navodenia dojmu neddlezitosti. Organiza-
cie publikujice vystupy rebrickov si teda vo svojej praci mienkotvornymi subjektmi
vo vztahu k imidzu miesta.
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Résumé

Marketing of territorial unit as a unit of living space

Marketing of territorial units is currently considered a practical discipline in strategic planning of territorial units. Marketing seems
to be an essential tool especially in a dynamically changing environment facing sharp competitive forces and various interest groups.
Each competent marketing manager is responsible for the implementation of marketing activities. The aim of this paper is to illus-
trate the importance of marketing and the image of the city in promotion of common values for specific target groups: citizens, visi-
tors, entrepreneurs and employees. On the example of the city of Bratislava the article presents results of international ranking eval-

uation of cities in 4 cases. The results are interpreted in the terms of target groups interests.
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TEXT | ZSOLT HORBULAK

CORPORATE SOCIAL RESPONSIBILITY

OF SME'S FROM VIEW OF CONSUMERS

The paper refers to a research made in 2016. Its topic was the evaluation of
estimations of clients and consumers towards the Slovak small and medium
enterprises, how these companies are ready to practice charity and donations
besides his economic activity. After a quarter century from the velvet revolution
has already come into existence a stable entrepreneurial background and

was formed a large number entrepreneurships and family owned businesses.
However, to run a business is still difficult. In spite of this fact still arise the
question how this entrepreneurial stratum is ready or able to support the
solution or the easing of social problems, or how are they ready to help to local
societies. The research which spread to whole Slovakia among others tried to
evaluate what does social responsibility mean to the public, and how individual
social groups evaluate entrepreneurs' social activities. The results of the
research prove that respondents have a firm idea of social responsibility, which
is different from what the entrepreneurs’ opinion about the subject.

42

Introduction

To be ,green”, to be ,environmental”, to make contribution to
progress of the whole society and the planet or local environment, to support par-
ticular groups of people or ideas, nowadays every company considers as their duty.
These kinds of activities are also expected by the public opinion.

The mutual help of human beings has long history. Hospitality and solidari-
ty always belonged among the appreciated features. The roots of such behaviour can
be found in religious teachings. According to the Jewish religion, the rich members
of the community must spend ten percent of their wealth in supporting their poor
companions. This principle was inherited by Christian religion and culture as well.

The beginning of social responsibility as a movement dates back to the 19th
century. The first initiators of this idea were the utopian socialists, but the thoughts
and deeds of Claude Henri Saint-Simon, Charles Fourier and Robert Owen can be con-
sidered as rare occasions. The influence of Karl Marx and Frederick Engels was clear-
ly broader, but their suggestions were too radical to be clearly accepted by the middle
classes and mainly by large-scale entrepreneurs, members of the nobility and top of-
ficials of the state administration. The violent struggle of employers against their
employees supported by the government continued until the outbreak of the World
War I, but the inter-war period was not peaceful too.

The first indication of responsibility could be seen at particular large Ameri-
can companies. After the whole life greed some magnates in the evening of their life
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became philanthropists. For instance until 1919 the Carnegie foundation donated 350
million dollars for several purposes among others to public libraries or to purchase
of 7687 church bells (Micklethwait and Woolridge 2006, p. 76). From the appearance of
these men began the era of foundation of cultural, scientific and medical institutions
which were usually named by the founder. Andrew Carnegie was followed by men like
John Pierpont Morgan, George Eastman, Oliver Hazard Payne, John Davison Rocke-
feller and others. It is subject of the debate if these people really had sincere altruistic
thinking or tried to improve their image of capitalist. Somehow, nowadays they have
lot of followers such as the Rothschild family, Bill Gates or George Soros.

The trailblazers of the theory of social responsibility are among others How-
ard R. Bowen and Archie B. Carroll. They propagate that the task of the producer is
not only to product and to satisfy the demands of the consumers but to take into ac-
count the interest of the mankind and the nature as well.

1 Review of literature As it was stated above the problem of corporate social
responsibility (CSR) was long time linked up with large and multinational compa-
nies. This fact is completely understandable and acceptable because these institu-
tions are strong enough to take the necessary measures in field of environment such
as doing charitably activities or lowering the emission of pollutions. The pressure of
the society is primary directed toward these companies too. The expectation of man-
aging small companies or sole entrepreneurships in the framework of CSR is main-
ly coming from local communities or more and more from the small entrepreneurs
themselves.

In the beginning of the third millennium days the interpretation of CSR was
significantly changed and new plane of comprehension are coming regularly. The
next level of Corporate Social Responsibility, CSR2, is also known as Corporate So-
cial Responsiveness. This is a partly modified expression for original interpretation
of CSR. The third plane, CSR3 or Corporate Social Rectitude means kind of honesty
our and trustworthiness in implementation of principles of CSR. The last expression
is CSR4 - Corporate Social Spirituality, which tries to merge CSR into naturalistic
and religious, what is more cosmic base. These theories were elaborated by William
C. Frederick in his book titled as Theories of Corporate Social Performance published
in 1987 (Kuldova 2010, p. 24-25).

CSR has several definitions. Here is the description of Philip Kotler and Nan-
cy Lee (2005, 3): ,Corporate social responsibility is a commitment to improve com-
munity well-being through discretionary business practices and contributions of
corporate resources.” The Business dictionary defines CSR as ,a company’s sense of
responsibility towards the community and environment (both ecological and social)
in which it operates. Companies express this citizenship trough their waste and pol-
lution reduction processes, by contributing educational and social programs and by
earning adequate returns on the employed resources” (www.businessdictioanary.
com). On the other hand Milton Friedman’s view on the problem is completely dif-
ferent when he says: ,The social responsibility of the firm is to increase its profit.”
(Crane et at. 2008, p. 6).
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The opinion that SMEs should contribute to solving of social or environmen-
tal problems is already topic of scientific works. The contribution of Jesis Herrera
Madueiio, Manuel Jorge Larrdn and Domingo Martinez-Martinez (2012) is a review of
studies which focussed on the impact that some factors cause on the adoption of so-
cially responsible practices and how the development of these practices affects or-
ganizational performance from a financial perspective. Laura J. Spence (2016) has
tried to expand business and society research: she redrew CSR theory stakeholder
theory and Carroll’s CSR pyramid and enhanced their relevance for small business.
She proposes CSR pyramids for SMEs (from bottom up): a) To self and family: person-
al integrity, survival, ethic of care, philanthropic; b) To employees: survival, ethic of
care, personal integrity, philanthropic; ¢) To the local community: ethic of care, phil-
anthropic, survival, personal integrity; d) To business partners: survival, personal
integrity, ethic of care, philanthropic. As we can see, Spence operates with the same
concepts but in different order. Manuel Jorge Larrdn, Jesis Herrera Maduefio, Paula
Maria Sancho Lechuga (2016) made another survey of articles related to connection
of SMEs and the quality management. The result of their examination shows that in-
tegration of CSR and quality management practices is complied with the request of
stakeholders. The study of Pedro Soto-Acosta, Diana-Maria Cismaru, Elena-Madali-
na Vatamanescu and Raluca Silvia Ciochina (2016) deals with particular Rumanian
SMEs. Their questionnaire-based analysis evaluates the entrepreneurs’ approaches
towards people, planet and profit and on their prioritization within business dynam-
ics. As their results shows, the proposed model accounts for almost 50 percent of var-
iance in business performance, whereas sustainable entrepreneurship approaches
towards the people and profit dimensions have a significant positive influence on
business performance. The paper of Carmen Stoian and Mark Gilman (2017) evalu-
ates the relationship between the CSR activities with the competitive strategy of the
SMEs.

The topic was also recently dealt with by Slovak or Czech scientists. Michal
Pruzinsky and Jana Tkacikova (2015) as well as Gabriela Dubcovd and Katarina
Grancicova made also a general review about CSR in the case of SMEs. As we already
stated the different approach of SME from the side of multinational companies and
SMEs are well-known. The work of Milan DZupina and Juraj Mistin (2014) show that
there are differences between these groups of companies, the large ones tend to artic-
ulate different principles of CSR. In case of multinational companies among others
the share of employees and stakeholders are broader. Milan DZupina in another work
prepared with help of Andrea Blazekova analyzed the communications of CSR. The
research results point to the fact that CSR is the website of SMEs surveyed nearly un-
known concept, not literally, though that this is only the companies that were award-
ed or nominated for its responsible approach to business. Iveta Ubreziovd, Kamila
Moravéikova and Jana Kozdkova (2016) in the framework of the research consisted
of 58 sample analyzed the concepts of social responsibility and business ethics. The
main objective of their project was to assess the level of corporate social responsibil-
ity in Slovakia in the context of the internationalization of business and identify fac-
tors that affect their socially responsible behaviour in a competitive environment.

It should be mentioned that the CSR issue was already devoted to a separate
conference (2011, Bansk4 Bystrica).

The problem of social responsibility can be evaluated from view of market-
ing management. According to a survey realized in 2016 in Slovakia (Gubiniova et al.
2018), ,in context of the social responsibility of marketing management lot of peo-
ple complaint towards advertising, that many of them offend the religious feeling of
consumers and humiliates their Christian faith.” Moreover, the appropriate product
placement influences not only the image of the company but has also ethical aspects.
(Budinsky and Taborecka-Petrovicova 2019).

Renata Skypalovd, Renata Kucerova and Veronika Blaskova (2016) charted the
correlation between the size of the enterprise, awareness, commitment and the num-
ber of used CSR activities in Czechia. The results of their statistical analysis show
the similar situation that engagement of organizations in the CSR activities growths
with the size of the organization.

We have to take into account the fact, the there are differences between each
generation of Slovak consumers their attitude towards consumerism is also differ-
ent (Smolka 2019).

2 The situation of small and medium enterprises in Slovakia The sector of
SME's in Slovakia was newly created after the velvet revolution in 1989. During social-

ism in the former Czechoslovak Socialist Republic any kind of private farming and
enterprise was strictly prohibited. In other former socialist countries the situation
was different. The Hungarian Peoples Republic belonged among the most liberal so-
cialist states. In Hungary were permitted the sole entrepreneurship and household
farming plot. In spite of strictly regulated frontier crossing, the free market ideas
could influence the Czechoslovak inhabitants (Horbuldk 2017).

The SMEs represent 99% of all businesses in the EU. The situation is very sim-
ilar in Slovakia. In the Slovak Republic 99.9% of all business entities belong to this
group of companies. SMEs offer 71.8% of job opportunities and they produce 55.1%
of the country’s GDP. In 2015 the small companies (0-19 employees) employed 42 925
workers, the middle companies (20-249 employees) employed 153 699 workers. The to-
tal turnover of the first group during the same year exceeded 3.3 billion EUR, in the
case of middle companies the number reached 20.5 billion EUR. It is also important
to say that in 2015 the whole Slovak industry employed 505 688 persons and its total
turnover was more than 87.3 billion EUR. These numbers unambiguously shows how
important role have the SMEs in the Slovak industry (Statistical Yearbook of the Slo-
vak Republic).

The founding of private companies began only from 1990. After the era of regu-
lated economy there were difficult to run a private business. A research (Lampl 1999,
p. 33-38) made in first decade in the market economy era collected the following rea-
sons to establish an own entrepreneurship:

| to be an independent participant of the economy,

| self-realization, to offer in the market new products/services,

| to improve own financial situation,
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| to perform fashionable activity, because ,everyone runs a business”,
| to run a business in order to achieve other goals,

| to run a business in order to establish the carrier of entrepreneur,

| to ensure additional income by the full-time job,

| to run a business in case of unemployment.

The times are changing. After a quarter century of the economic and political trans-
formation the Slovakian entrepreneurs are still meeting with difficulties. On the
other hand there are already lot of strong medium and family business owner who
could afford to support peoples in need or the members of the local community.

3 The corporate social responsibility of small and medium enterprises in Slova-
kia

In 2014 we realized a questionnaire survey aimed at ascertaining views of
inhabitants of Slovakia about the level of social responsibility of entrepreneurs and
traders. We wanted to find out, what extent is the desired state in conformity with
reality, and what extent are ethical principles applied in performing ordinary (com-
mercial) activities of SME’s. The aim of the paper is to point out to consumer un-
derstanding of ethical entrepreneurship in Slovakia and find out to what measure
the factors of corporate social responsibility (environmental, charitable activities
etc.) influence their buying behaviour. From the number 450 distributed question-
naires we received back 269, what means 59.78 per cent return. 6 questionnaires were
decommissioned. For exploratory purposes, we could effectively use 263 question-
naires (58.44%). In this paper we would like to present partial results of the survey. In
this survey were participated 107 men and 156 women from whole Slovak Republic.
According to the activity, we have addressed 12 unemployed, 24 retired, 60 students,
72 employees in a private sphere, 56 employees in public sector and 36 entrepreneurs
and sole traders. Regarding the education level of respondents, 8 had primary educa-
tion, 34 had secondary education without school leaving examination, 137 gained up-
per secondary school examination, and 82 had university or college education. The
questions were divided into four groups:

| 1. What is the role of entrepreneurs in the economy?

| 2. What is the general opinion about their offered products and services?

| 3. Whether state aid for businesses is necessary or not?

| 4. What is the opinion about the corporate social responsibility of SME’s?

In this paper we focus on the last group of questions.

In

3.1 The public opinion about the donation activity of SMEs in Slovakia
the questionnaire there were a question related the respondents’ opinion whether
they agree with the statement that the entrepreneurs should participate in chari-
ty activities. The large majority of the responders answered yes (67.89% man, 72.61%
women). This is an absolutely expected result. In the following we evaluated the an-
swer related to profession of the respondents.

responders yes no no answer
%

entrepreneur, self-employed 10.19 3.77 0.38
employee in public sector 16.60 4.91 0.00
employee in private sector 19.62 6.79 1.51
student 15.47 6.42 0.75
pensioner 6.79 2.26 0.00
unemployed 2.26 2.26 0.00

TABLE 1: OPINION OF THE RESPONDERS BASING ON THEIR SOCIAL STATUS ABOUT CHARITABLE ACTIVITY OF ENTREPRE-

NEURS; SOURCE: AUTHOR

Basically everyone supports the idea of donation activity of SMEs. Principally agree with
it the employees of the public sector (77.19%) the pensioners (75.00%) and the students
(68.33%). Interestingly the less support came from unemployed persons, only 50%.

Taking into account the educational background, the result are following:

Of course, even in the case of education, there is the same view that entrepreneurs
should deal with charity. The less skilled people (87.5%) and the most skilled people
(78.05%) think so the most, and relatively less people with school living exam (65.47%)
and graduates of vocational schools (67.65%).

3.2 The public opinion about the business ethics and social responsibility of SMEs
in Slovakia

The responders had the choice to formulate their answers with own
words. Because respondents had the opportunity to write freely, some of their ideas
were described in several expressions. As we assumed we received lot of different re-
plays, so we ranked them into three tables. In such cases, we classified individual at-
tributes and nouns separately, if it was appropriate, to different categories. For this
reason, we have received 380 different responses. Although the concept is abstract,
only 14 men (13.08%) and 31 women (19.87%) did not report any response. In our opinion,
this fact confirms that buyers are interested in this issue. The answers were dived into
three groups. The so-called ,uninterested” responders are the consumers, the clients
of SMEs. The ,interested” groups are the entrepreneurs themselves and employees in
the private sector. The results of the first group represents the table no 2.

te and attentive behaviour towards clients; do not swindle
the clients; correct negotiation; to run business without do-
ing harm; precision; solidarity; accuracy; willingness; hono-
ur; irreproachableness; do not impair; human attitude; not
to rip off; responsibility of the entrepreneur; to be moral; to

be honest; to be virtuous and keep the rules

answers men women
absol. % absol. %

satisfy the complaints 4 317 6 2.78

to run business qualitatively, seriously; keep the rules; poli- | 36 28.57 | 55 25.46
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protection of nature and environment 2 1.59 8 3.70 o
other {did not understand the
respect customer; to do business for customer; donotrob | 1 0.79 7 3.24 question,does not know,no answer) I 16,34
somebody
honest and decent shop assistant 10 7.94 8 3.70 general satisfaction ey 5.52
fair attitude 5 3.97 3 1.39
. . marketing
satisfaction of the customer; transparency 6 476 4 1.85 I 592
fair prices 7 5.56 9 417 ) ) i o
— - ethics,charity,social responsibility g ——— 1 g
do not do deceiving commercial 3 2.38 1 0.46 '
keeping rules and regulations 5 3.97 15 6.94 enviromental questions R
quality of products and raw materials 9 714 22 10.19 '
to behave ethically, keeping the code of ethics 4 317 9 417 quality keeping rules [rr—————reT
paying of contributions and taxis 2 1.59 7 3.24 :
keeping of consumer rights, do not cheat the customer 1 0.79 3 1.39 honour,respect of the customer I 00 (3
bilateral contentment 5 3.97 1 0.46
.y . . . 1] 10 20 0 a0
do not want to get rich immediately; do not staring atear- | 1 0.79 4 1.85
ning only GRAPH 1: THE SUMMARY OF ANSWERS RELATED TO CONCEPT ABOUT ETHICAL ENTREPRENEURSHIP [%]; SOURCE: AUTHOR
the most wide supply of wares and services as possible 1 0.79 0 0.00
sufficient information 2 1.59 2 0.93 Finally, we would like to draw attention to an interesting fact. In principle, asking
supporting charitable institutions 1 0.79 2 0.93 similar question both sexes the answers is usually similar. Large differences are
taking into account health and security of the customers 1 0.79 1 0.46 rare. The respond ,responsibility for society, social situation” women wrote down
the shop is situated in accessible distance 1 0.79 0 0.00 eight times more then men. The idea of ,protecting nature and the environment” ap-
it does not exist 0 0.00 P 0.93 peared in the gentle sex four times more.
responsibility for the society, for the social situation 0 0.00 3 370 The next two tables are summarizing the responds of so called ,interested
le.
Lremain to be human” 0 0.00 |1 0.46 peopie
opposite of Slovak entrepreneurship 0 0.00 1 0.46 answers men women
not make money on other expenses 0 0.00 1 0.46 %
incorruptibility 0 000 |1 0.46 reasonable profit 33.33 44.44
did not understand the question 1 0.79 0 0.00 keeping the deadlines 8.33 0.00
does not know, do not care about it 5 3.97 4 1.85 fair contributions 8.33 0.00
did not respond 13 1032 | 3 14.35 uprightness towards state and commercial partners | 41.67 1M
bankruptcy 8.33 0.00
TABLE 2: CONCEPTION OF THE CONSUMERS ABOUT ETHICAL ENTREPRENEURSHIP; SOURCE: AUTHOR decent behaviour towards suppliers 0.00 2222
. . clear structure of managing 0.00 1111
We can summarize the results in the graph no. 1. The most frequent answers oc- tice in busl 0.00 g
curred around the problem of behaviour with customers, which include almost the practice In business : -
30 per cent of all answers. The second important issue was observing the rules and TABLE 3: CONCEPTION OF THE ENTREPRENEURS ABOUT ETHICAL ENTREPRENEURSHIP; SOURCE: AUTHOR
offer quality products with proportion of one fifth. The third frequent answers are
related to real CSR problems such as consumer ethics, charity o social responsibility. In spite of the narrow sample we can see, that the opinions of managers are some-
Other less frequent groups of answer are related to marketing, general satisfaction what different from the view of customers. The managers are clearly focused on eco-
and environmental questions. nomic sphere. It is interesting that nobody mentioned the consumer rights.
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TABLE 4: CONCEPTION OF THE RESPONDERS EMPLOYED IN PRIVATE SECTOR ABOUT ETHICAL ENTREPRENEURSHIP; SOURCE:

answers men women
%

paying contributions on whole salary, do not employ | 85.71 20.00
for minimal wage, do not employ undeclared

human approach to employees and fair wage 14.29 80.00

AUTHOR

In the case of employees the situation is similar, they also prefer own point of view
and they should solve their own everyday problems. However, the preferences of the
genders are opposing.

responders always | usually | sometimes | rarely | never | no answer
%
entrepreneur 0.00 34.21 60.53 2.63 2.63 0.00
employee in public sector 1.79 26.79 58.93 10.71 1.79 0.00
employee in private sector | 2.70 18.92 60.81 13.51 2.70 1.35
student 1.67 18.33 51.67 26.67 1.67 0.00
pensioner 0.00 27.27 45.45 27.27 0.00 0.00
unemployed 0.00 58.33 25.00 16.67 0.00 0.00

TABLE 5: CONCEPTION OF THE RESPONDERS ABOUT ETHICAL BEHAVIOUR OF ENTREPRENEURSHIP BASED ON THEIR SOCIAL

STATUS; SOURCE: AUTHOR
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This question yielded very interesting results again. Only a few percent of respond-
ents said that entrepreneurs work ethically always, in fact, none of entrepreneurs
chose this choice. Neither the ,often” is the most numerous (34.21%) entrepreneurial
answer, they said the most frequently ,sometimes” (60.53%). Surprisingly, there was
one entrepreneur who answered he never does ethically! The statement that the en-
trepreneurs are ,always” ethical the mostly said employees in the private sphere, but
very low proportion (2.7%). The proclamation that entrepreneurs act ethically ,often”,
said especially unemployed persons (58.33%). Only they shared this opinion in the ab-
solute majority. In absolute majority the responders said that entrepreneurs are act-
ing ethically sometimes yes and sometimes no. There were only two exceptions - the
unemployed (one quarter) and the retired (45.45%). The choice ,seldom” was marked
the most frequent by retirees (27.27%) and students (26.67%), at least by entrepreneurs
(2.63%). In our sample pensioners and unemployed have not yet met with an unethi-
cal tradesman (both 0%), but public and state employees have seen them only at the
rate of (1.79 resp. 2.70%).

Conclusions

A description of economic ethics is complicated. At the level SME
is especially difficult to formulate generally accepted ethical postulates, and it is no
less problematical to implement them. Our survey, however, showed that customers
have concept about business ethics. They know well what they can expect from the

merchants and service providers. Their position is clear, their terms are concrete,
although sometimes abstract, but they are unambiguous and comprehensible and
their meanings are very wide. On the other hand, the system of consumer protection
is created in reason to help and support customers.

Consumer protection is one of the basic postulates of the economic life of the
developed world. It is clear for everyone that the customers in the business sphere are
in disadvantage. Their position comparing with the position of producers is weak-
er, so it must be equalizing or even strengthen by the help of legislation and regu-
lation. Customers should be privileged over against the manufacturers and service
providers. This stand is currently the basic starting point for economic relations in
the market accepted by each side. Surplus of consumer rights do not distorts market
conditions, on the contrary, it encourages producers to produce and provide newer,
more diverse and better goods and services. Such approach supports to search new
solutions in science and helps economy to product more efficiently with less negative
environmental effects.

On the other hand, too strict consumer protection laws for traders and sole en-
trepreneurs could be harmful. Our opinion is that ethical behaviour cannot be en-
forced by law. If the opposite is true, there will always be an effort to bypass them.
The entrepreneurs will have interest acting ethically 1) if they do not have to worry
about their existence on the market, 2) if their taxes and other administrative duties
will be at an acceptable level, 3) but especially in case they do their job for long term
and to ensure their livelihood. If a tradesman wants to maximize his income, he
should achieve it only by applying business ethics. For tradesmen and sole entrepre-
neurs there is a power that forces them to do the best for customers, the power of per-
fect competition. The smallest businesses are at mercy the most of the cold winter of
free market. According the global researches that small businesses have a short life
span. The reason why they must be more protected by the government is the same
reason for them to be aware of the importance of ethical behaviour. To work ethical-
ly, unlike many other tasks and duties, costs nothing.

Limits and future plan
tion with the research. The sample does not represent entirely the inhabitants of the

In spite of our efforts there are some limits in connec-

country from the aspect of gender, local origin, occupation and qualification. As well
asits number is not enough to make a research valid to whole country. The reasons of
limitation are based on facts that the research was realized in the scope of a universi-
ty. The task of pollster was done by students. However, we have to thanks for their ef-
forts. This project was on the verge of economic and sociology, it means that requires
two methodical views of analysis.

In the future we will try to get rid the above mentioned mistakes to achieve
more complete results. In beginning of the research we will prepare questionnaires
to three main groups consciously. We will ask the consumers, entrepreneurs and em-
ployees of the private sector with separate questionnaires.
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Résumé

Spolocenskd zodpovednost MSP z pohladu spotrebitelov

Obsahom stidie je vyskum realizovany v roku 2016. Jeho témou je analjza ndzoru spotrebitelov a zdkaznikov malich a stredngch
podnikov na Slovensku, ako st tieto typy firiem ochotné vykondvat dobrocinné a darcovské Cinnosti pri svojich komercngch aktivitdch.
Po uplynuti vyse Stvrtstorocia od neZnej revolicie sa vyvinuli podnikatelské jednotky, ktorich pocet je velky a ich hospoddrenie sto-
ji na pevnych zdkladoch. Pravda, vykondvat podnikatelsku ¢innost je nadalej ndrocné. Napriek vSetkym tazkostiam sa vyndra otdzka,
ako st tieto hospoddrske jednotky pripravené podporovat zlepSenie spoloCenskijch pomerov a do akej miery vedia pomdhat pri rieSeni
socidlnych problémov v krajine. Vijskum bol realizovany na dzemi Slovenska a okrem inijch sa zameral na vnimanie spolocenskej zod-
povednosti zo strany verejnosti a ako jednotlivé socidlne skupiny hodnotia spolocenské aktivity podnikatelov. Visledky vgskumu uka-

zuju, Ze respondenti maju jasné predstavy o spolocenskej zodpovednosti, pricom ndzor podnikatelov na dand problematiku je odlisny.
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TEXT | PAVEL STRACH

WHY MARKETING DOES

NOT UNDERSTAND SOCIOLOGY
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We know well that customers are spoiled and their expectations have rightly been on
the increase, as ever greater number of product attributes become a must. It has al-
ways been a real challenge to satisfy customers throughout the marketing mix and
throughout the product lifecycle. For years, marketers have used mainly psycholo-
gy to interpret consumer behavior. Psychology attempts to understand individuals,
while sociology attempts to learn about groups of people. Sociology is a discipline
which concerns human society, social relationships and interactions, communities,
revolutions, social movements and changes. Sociology can provide a lot of insight-
ful ideas for marketers, for instance whom to target and how customer preferences
change over time.

My previous column discussed political correctness in marketing and why it
fails. Similarly, marketing must remain focused on homogenous target groups with
clearly distinct (demographic, psychographic, geographic, behavioral and/or life-
style) characteristics. Where sociology makes a compelling point for equal oppor-
tunity, non-discrimination, a fair and level-playing field, marketers by definition
capitalize on differences and reflect on differing customer desires. Where sociolo-
gy sits on the side of objectivized universal human rights and needs, marketers rath-
er address a plethora of distinct customer wants. Customer wants may or may not be
in line what they need. Some customers just know what they want, some need to be
prompted to become aware of what is available and how they can benefit from a par-
ticular product or a service.

Sociology by definition seeks to create unity among people and provide non-
discriminatory environment for all human beings. In contrast, marketing comfort-
ably uses for instance the wording of price discrimination and seeks to divide the
market and rule its various parts separately. Sociology asks too much why things are
happening. Traditional marketing does that as well. By asking customers that ,why”
question, marketers are likely to end up with a long list of semi-rational self-defen-
sive arguments. Many affluent consumers feel guilty for consuming products and
services and try to identify excuses for their excessive spending. Something, sociol-
ogy would perhaps view as an important desirable societal movement. The primary
role for marketers, however, is to proactively change human behaviors, learn about
deep-rooted non-rational decision-making processes and build a chain of arguments
for their brands, products and services to win over competitors.

Some say concisely: business and marketing is by definition more right-wing,
whereas sociology stands left on the political spectrum. In a recent public statement,
the Hungarian low-cost airline Wizz Air’s CEO Jozsef Varadi advocated it was about
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time for air carriers to eradicate business class seats, as business class travelers
caused almost twice the carbon footprint. As correct as it sounds on the surface, not
much can be worse when a business person resumes a position of (political) sociolo-
gist. Surely, there have been many other far more environmentally friendly options
to travel, especially for short and medium distances. Why not to ban all airlines and
allow for trains only? Why shall people be allowed to travel at all? What kind of needs
and wants was the CEO trying to stimulate?

Although marketers may benefit from being versed in sociology, we shall not
start thinking like sociologists and give up on business acumen. Socially responsible
marketing is making a point for consumers who want to spend money to make an as-
sumed positive difference. Resorting to messages which attempt to stop or substan-
tially curb purchasing behaviors would truly bring the domain of marketing above
and beyond (sociological) revolution.

Résumé Pro¢ si marketing nerozumi se sociologii

Marketing je tradi¢né ze spoleCenskijch véd spojovdn spise s psychologii, kterd md za cil porozumét chovdni jednotlivcd. Sociologie
jako disciplina se vSak snaZi pochopit chovdni spolecnosti Ci jejich jednotlivijch skupin. I v situaci rostouci personalizace a personifi-
kace se zejména na masovych trzich obraci marketing prdvé na takové dostatecné specifické skupiny kupujicich - na zdkaznické seg-
menty. MiiZe byt tedy uZite¢né pochopit zdklady sociologického pfemgsleni a uplatnit z nich nékteré v marketingovém uvaZovdni. Po-

zor vSak na nékteré zdkladni rozpory mezi sociologickgm a marketingovym vidénim svéta...

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

marketingu a managementu, Na Karmeli 1457, 293 01 Mlada Boleslav, Ceska republika, e-mail: pavel.strach@savs.cz
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Tento rok sa odohral uz $trnasty ro¢nik sutaze FLEMA. Ide o sttaz, ktora je orga-
nizovana v Ceskej a Slovenskej republike, ktord sa zameriava na medidlne kampa-
ne a vyuzitie jednotlivych mediatypov. Vdaka tomu umoziiuje porovnanie tirovne
medidlneho pldnovania a inovativnych komunikac¢nych stratégii v oboch krajinach.
Marketing Science and Inspirations prindsa blizsie informadcie, ktoré zverejnili orga-
nizatori sitaze o jej priebehu a findlnych vysledkoch.

Kampane prihlasené do stitaze boli posudzované v 5 kategéridch podla media-
typu: najlepSie vyuzitie TV, najlepsie vyuzitie tlace, najlepSie vyuzitie OOH, najlep-
Sie vyuzitie rddia a najlepsie vyuzitie digitalnych médii. Sticasne boli vyhodnotené
aj prierezové kategérie: najlepsia velka kampan, najlep§ia mald kampan. Zaradena
bola aj Specidlna kategéria: najodvaznejsi po¢in. V rdmci Media & Insight boli zara-
dené kategorie: najlepSie vyuzitie multi-screeningu, najlepsie vyuzitie dat, najlepsie
vyuzitie real-time marketingu, najlepsie vyuzitie influencera, najlepsie vyuzite en-
gagementu a najlep$ia lokdlna exekucia globdalnej kampane. Do sttaZe boli zaradené
préace, ktoré boli zrealizované na ¢eskom alebo slovenskom trhu v obdobi od 1. janu-
4ra 2018 do 30. jina 2019.

Vitazmi 14. ro¢nika siitaZe Flema Media Awards v jednotlivych kategériach sa
stali:

najlepsie vyuzitie 00H —— Clovék v tisni - Zadluzené déti/Clovék v tisni, o.p.s./
WAVEMAKER Czech (CZ)

najodvaznejsi pocin Slovenska sporitelfia - Posledny billboard/Slovenska spo-
ritelna, a.s./WAVEMAKER Slovakia, s.r. 0. (SK)

najlepSie vyuzitie influencera
s.1.0.(CZ)

najlepsie vyuZitie radia
MAKER Slovakia, s.r. 0. (SK)
najlepSie vyuzZitie engagementu

Chance - #jsemchorvat/Chance, a. s./Outbreak,

S Birellom nenafika$/Plzenisky Prazdroj, a.s./WAVE-

(Gambrinus - Honimir, Nahdk & dalsi postra-
chové piva/Plzensky Prazdroj, a. s./TRIAD Advertising, s.r. 0. (CZ)

najlepsie vyuzitie TV—— S Birellom nenaftikas/Plzenisky Prazdroj, a.s./WAVE-
MAKER Slovakia, s.r. 0. (SK)

najlepSie vyuzitie real-time marketingu

Zkuste byt rychlejsi nez IKEA/IKEA
Cesk4 republika, s.r.0./Triad Advertising, s. . 0. (CZ/SK)

najlepsia lokdlna exekdcia globdlnej kampane
KAC/Burger King Slovensko/Starmedia, Co. (SK)
najlepsie vyuzitie dat Prva stavebnad sporitelfia - PSS uz nerobi kompromisy/
Prva stavebnd sporitelna, a.s./WAVEMAKER Slovakia, s.r. 0. (SK)

najlepsia mala kampan
WAVEMAKER Czech (CZ)
najlepsie vyuzitie digitalnych médii Pilsner Urquell - V8ichni jsme ndrodak/
Plzerisky Prazdroj, a.s./TRIAD Advertising, s.r. 0. (CZ)

Burger King - #PREPACME-

Clovék v tisni - ZadluZené déti/Clovék v tisni, o.p.s./

VSetky vitazné kampane si je mozné pozriet na webovej stranke stitaze
www.flemedia.cz.
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Vedecky Casopis Marketing Science and Inspirations pokracCuje v tradicii spolupra-
ce s Ceskou marketingovou spole¢nosti a aj v roku 2020 podpori medidlnym part-
nerstvom sitaZ Marketér roka. Ceskd marketingova spoleénost zverejnila vyzvu na
podéavanie navrhov na kandidatov, ako uvadza vo svojej tlacovej sprave.

Ceskd marketingov4 spoleénost vyhldsila patndcty roénik soutéze Marketér
roku. Tentokrat za rok 2019. Vyhlaseni této vyznamné odborné i spolecenské udalosti
probéhlo v rdmci kondni semindfe Reklama drah4 nebo t¢innd, ktery poiadala Ces-
k4 marketingové spolec¢nost spolu s Klubem ucitelt marketingu a medidlnim part-
nerem Radiohouse v nevSednim prostfedi Tanc¢iciho domu v Praze dne 20. 11. 2019.
Slavnostniho aktu se za Ceskou marketingovou spoleénost ztiéastnili prezidentka
spole¢nosti doc. Jitka Vysekalovd, viceprezident Tomas David a dalsi ¢lenové prezi-
dia. Tradicné podpotil vyhlaseni soutéZe svym osobnim sdélenim prof. Philip Kotler,
osobnost svétového marketingu.

Jednim z hlavnich cild Ceské marketingové spoleénosti je podpora marketingu
jako nezbytného faktoru rozvoje a konkurenceschopnosti nasi ekonomiky. Mezi ces-
tamik jeho dosazen{ ziskala vyznamnou roli soutéz o Marketéra roku, kterd vstupuje
jiz do patnactého ro¢niku. Ocenujeme vyznamné osobnosti, které realizovaly mar-
ketingové projekty odpovidajici pravidldm soutéZe z hlediska inovativnosti, efektiv-
nosti, rozvoje metod a soucasnych principt marketingu véetné etického pristupu
a prispévku ke spolecenské odpovédnosti firem. Vitéz ziska Velkého modrého delfi-
na, ktery je symbolem moudrosti, aktivity, komunikativnosti i pozitivhiho pohledu
na okolni svét.

Soubézné probihd soutéz Mlady delfin pro vysokoskoldky studijnich obort za-
mérenych na marketing, ktefi maji zpracovat projekt na téma Jak tispésné komuni-
kovat aktudlni ekologickd témata v Cesku.

Uzéavérka prihldsek je 19. dubna 2020. Slavnostni galavecer s vyhlaSenim vy-
sledkd se kond 21. kvétna 2020 v Divadelnim sédle Klubu Lavka na Novotného lavce
v Praze 1.

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

RECENZIE | REVIEWS

CULENOVA, EVA, 2019. VERBALNA

TEXT | MAGDALENA SAMUHELOVA

MAN I PU LACIA. BANSKA BYSTRICA: SIGNIS. 233 S.

ISBN 978-80-99936-02-8.-2.

Fenomén manipuldcie je dnes pre Iudi velmi zaujimavy. Dnes mozno viac ako v minu-
losti. Preco? Je pritom mozné uvazovat o tom, Ze manipuldcia bola, je a vZdy aj bude
stcastou ludskych zivotov, ¢i si to uvedomujeme, alebo nie. Neda sa jej vyhniit, zasa-
huje do podstaty I'udskej povahy a spravania ¢loveka. Manipulécia je univerzdlny jav.
M4 v8ak negativne konotacie, kedZe vzdy je jej sticastou poskodenie inej osoby a zis-
kanie benefitu pre manipuldtora. M4 tiez mnoho podéb. Je to zlozity proces, ktory sa
prejavuje kombindciou réznych technik a prostriedkov. MoZe sa prejavit ako masova
manipulacia, ako skupinovd manipulécia a ¢asto ako interpersondlna manipulacia.

Autorka uvddzanej monografie Verbdlna manipuldcia, vtomto druhom vydani
svojej knihy (1. vydanie vyslo v roku 2015), rovnako zamerala pozornost na objasnenie
problematiky manipuldcie, najma prostrednictvom jazyka v interpersondlnej oblasti
- pre vedeckt a odbornt verejnost, ale teraz viac aj pre laicki verejnost. Vychddzala
zo Stidia pocetnych domadcich a zahraniénych literdrnych zdrojov z oblasti psycho-
légie, psychiatrie, lingvistiky a teérie komunikacie. V knihe analyzovala predovset-
kym vybrané lingvistické manipulativne prostriedky a skiimala ich vplyv na Iudi.

Monografia je ¢lenend do dvoch Casti. Prva ¢ast s ndzvom Tedria manipula-
cie pozostdva zo Styroch kapitol, druhd cast ma nazov Teéria verbdlnej manipulacie
a obsahuje jednu kapitolu. Kniha ma kratky Zaver a Literatiru pozostavajica z de-
viatich strdn literdrnych zdrojov, (pre recenzenta kazdej, i tejto monografie, velky
stihlas a obdiv!) V Prilohe st uvedené vybrané vysledky vyskumu manipulacie v ob-
lasti interpersondlnej komunikacie z minulych rokov.

V prvej casti monografie, v jej prvych dvoch kapitolach, autorka podrobne vy-
medzuje a vysvetluje zdkladné pojmy svojej knihy, ako si: manipuldcia, manipula-
tivny proces, manipulativny vztah, struktidra manipulacie a jej ¢rty. O manipulacii
autorka uvddza nasledovné: ,Ako fenomén si ju primarne v§imali predovSetkym re-
klamni tvorcovia, budovatelia propagacnych systémov (v totalitnej) spolo¢nosti, poli-
tici, ale aj sociolégovia, politolégovia, ekonémovia, no aj vedci zaoberajtici sa masovou
komunikaciou a reklamou: to znamend pracovnici v ,teréne” (tvorcovia reklam, pro-
pagdtori, politici atd.)” (s. 11). Autorka dalej hlbSie vymedzuje klicovy pojem, ked piSe,
ze ,kazd4 vedoma snaha zapdsobit na inych ludi so zdimerom modifikovat/zmenit ich
postoje, emdcie, spravanie a ndsledny vyber konkrétnych vzorcov spravania a komu-
nikacie je mozné klasifikovat ako manipulaciu (s. 11).

Manipulacia sa podla nej uskutoc¢niuje hlavne prostriedkami verbalnymi, vizu-
dlnymi a akustickymi a to na troch tdrovniach - individudlnej, skupinovej a masovej.
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Pri vymedzeni dalsich pojmov, ako si manipulativny proces, vztah a crty
manipuldcie uvddza zdkladné charakteristiky tychto javov. V tejto ¢asti knihy, jej
tretej kapitole, rozpisuje i jednotlivé druhy manipulacie a pontka ¢itatelovi podrob-
ny prehlad jednotlivych druhov manipuldcie podla réznych kritérii. Autorka tak
piSe o manipulécii interpersondlnej, skupinovej, masovej, nevedomej, vedomej, krat-
kodobej, dlhodobej, jednorazovej, permanentnej, verbalnej, neverbdlnej, priamej,
nepriamej, explicitnej, skrytej, o manipulacii v osobnom prostredi, v pracovhom
- oficidlnom prostredi, o celospolocenskej manipulacii. Uvedené druhy v kapitole
knihy pomentiva, objasniuje, klasifikuje, pricCom vychddza aj z vlastného vyskumu
a z uvadzanej literattry.

V dalsej kapitole piSe o osobe manipulatora, ktora je hlavnym ¢lankom mani-
pulativneho vztahu, kde sa prejavuje ako iniciator, realizdtor a usmernovatel mani-
puldcie. Aj tu autorka podrobne klasifikuje znaky jednotlivych typov manipuldtorov
podla ciela a kontextu manipulacie.

Jadro knihy, i rozsahom, tvoria §tvrtd a piata kapitola knihy. Z nich stvrta ka-
pitola ma nazov Fizy manipulativneho procesu, techniky a stupne manipulécie. Au-
torka v nej velmi zrozumitelne a podrobne popisuje jednotlivé fizy manipulativneho
procesu vo vSeobecnosti, pricom uvadza pre pochopenie priklady z praxe. Najvacsiu
cast tejto kapitoly venuje charakteristike technik a metéd manipulacie vobec a po-
drobnému popisu vybranych technik a ich vyuZivaniu v masovej komunikacii, sku-
pinovej komunikacii a interpersondlnej komunikacii. Pri argumentéciich sa opiera
o prace znamych autorov, ktori dant problematiku riesili vo svojich pracach a prida-
va priklady spravania Iudi pri jednotlivych manipulativnych technikach.

V piatej kapitole s ndzvom Verbdlna manipuldcia riesi tito problematiku pre-
dovsetkym z hladiska lingvistického. Toto je tistredna autorkina ,parketa”. Autorka
v kapitole poddva velky prehlad o histérii lingvistického skiimania verbdlnej mani-
puldcie na zdklade mnohych zahrani¢nych a domacich autorov a konstatuje: ,Pro-
blematika interpersondlnej a skupinovej manipuldcie je zatial rozpracovand len
v odbornej psychologickej a psychiatrickej literattiire, no podrobne nepojednéva o jed-
notlivych jazykovych prostriedkoch manipulacie.” (s.137)

Autorka na dalSich strandch monografie analyzuje §pecifikd manipulacie v ob-
lasti recovej, jazykovej a lingvistickej. Spresniiuje menej jasné pojmy tejto manipula-
cie, po¢nic tlohou vedomia, vplyvov rétoriky, ¢i neurolingvistického programovania
(NLP).UvAdza tiez podrobné charakteristiky jednotlivych vybranych technik verbal-
nej manipulécie, vratane ndzornych pripadov ich pouzitia, ¢i uplatnenia.

Uvedend kniha, podla m6jho prehladu o literatiire o manipuldcii, je prva svojho
druhu na nasom trhu, ktord analyzuje a charakterizuje manipuldciu v ludskom spra-
vani z réznych hladisk, predovSetkym z jazykového hladiska. Ma vedeckovyskumny
charakter. Mozno ju odporucit pre vSetkych tych, ktori sa cheii viac dozvediet o feno-
méne manipuldcia, lebo ho nepoznaji, alebo ho este nepoznajt, alebo ho poznajd...
CiZe vSetkym, ktori pracuji s ludmi v manaZmente a i v marketingu.

RECENZIE | REVIEWS

TEXT | FRANTISEK OLSAVSKY

GODIN, SETH, 2020. TOHLE JE MARKETING!

ZCELA NOVY PRiISTUP K MARKETINGU,

PRODEJI A REI(LAM Eo PRAHA: GRADA PUBLISHING, A. S. 208 S.

ISBN 978-80-271-2567-8.

Na slovensky knizny trh sa v novembri dostala kniha autora bestsellerov, ktory sa
kritickymi o¢ami pozerd na marketing a jeho postavenie v organiziciach a v spo-
loénosti, ¢i spolo¢enstve Iudi, ktorého sme stc¢astou. Citatel sa mohol stretniit s au-
torovymi titulmi ako Kopni do té bedny (2012), Fialova krava (2011), Nenahraditelni
(2011), Moderné kmene (2010), VS§ichni marketéti jsou 1hafi (2006). V roku 2018 bol
uvedeny do Siene sldvy Americkej marketingovej asocidcie. Predkladany titul zozal
slavu od svojho uvedenia na americky trh a New York Times ho vyhlasil za bestsel-
ler. Superlativy, ktoré by mali zaujat ¢itatela uz na prvy pohlad.

Kniha je ¢lenend do 23 kapitol a v zavere je doplnend o zoznam autorom od-
portcanej literatiiry. Podkladom k vzniku knihy je stodenny seminédr kou¢ingu. Au-
tor prirovndva metaforicky obsah knihy k §tddiu korenov slnec¢nice, ktord musi byt
podobne ako zmysluplna praca ,ukotvend pevne v snoch, prianiach a spoloCenstve
tych, ktorym chce marketér slizit.” Kniha pojedndva o spésoboch ako menit ludi
k lepSiemu a pracovat s trhom tak, aby nds nenechal ndhodne unésat. Prvoradym je
podla autora zmena, ku ktorej je potrebné sa odhodlat. T4 ndsledne moze priniest
pozitivne korekcie vo vztahu marketér a jeho prostredie. Marketing autor povazuje
za ,velkorysy akt pomoci niekomu pri rieSeni jeho problému”.

V prvej kapitole autor vysvetluje, Ze je potrebné ¢o najskér zabudniit na maso-
vy, neeticky a natlakovy marketing, ktory vo svojej podstate nemédze fungovat, lebo
ho nikto na trhu nevita. Zakladnymi krokmi marketingu opisanymi v druhej kapi-
tole je vymysliet vec, identifikovat dzitky, vymysliet pribeh, ktory nadchne a Iudia
ho budi chciet §irit a ndsledne byt dlhodobo videny. Tretia kapitola opisuje na pri-
kladoch z praxe ako je v marketingu potrebné postavit tispech na rozpravani pribe-
hov, prepojovaniludi a vytvarani zazitkov. A pri tom vSetkom je potrebné mysliet na
to, Ze sa nikto nesprava iba raciondlne. Pre nastartovanie progresu sa v stvrtej kapi-
tole odportca urobit zmenu sicasného stavu. A to tak, Ze sa zadefinuje najmens{ Zi-
votaschopny trh, ktory dokaze prijat zmenu s nadSenim. V piatej kapitole sa definuje
pointa anglického vyrazu ,sonder”. Vo svojej podstate ide ,0 moment, kedy si uvedo-
mite, Ze kazdy okolo vds ma svoj vniitorny Zivot, ktory je rovnako bohaty i rovnako
rozporuplny ako ten vas”. Nie je preto potrebné predstierat, ¢im nie sme. Pri defino-
vani pozicioningu si kazdy vyberd vlastnd formu autentickej prezentacie znacky, vy-
robku &i sluzby. Siesta kapitola upozoriuje na potrebu komunikovat ,emocionilne”
a ,0sobne”. Odkaz c¢itatelovi e-mailu v podobe ,tak, toto som urobil ja“ vytvara pred-
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poklad na nadviazanie osobnejSieho kontaktu. V siedmej kapitole sa upozornuje na
skutocnost, Ze inovativni marketéri dokazu hladat nové rieSenia pre staré emdcie
tak, zZe si predstavuju farebnt paletu snov a priani. Vysledkom je, Ze ,srdce a dusa
prosperujiceho podniku spociva v iraciondlnej snahe stat sa neodolatelnym”. Ide
0 emdcie. Kapitola osem sa vracia k zadefinovaniu najmensieho trhu a autor v nej
tvrdi, Ze pokial ndjdeme odvahu povedat zdkaznikovi ,Je mi Itito, to nie je pre vas,
tu je telefén na mo6jho konkurenta.”, potom zaroven objavime odvahu robit pracu,
na ktorej ndm zdlezi. Deviata kapitola navrhuje zadefinovat si segment resp. kulti-
ru, ktord Iud{ spéja. Prezentuje sa poznatok, Ze ludia majd prianie zapadnit medzi
ostatnych v kontraste vnimania vlastného statusu.

V desiatej kapitole sa navrhuje vytvarat napitie za icelom zmeny zabehnu-
tych vzorcov sprdavania, pricom ide o boj s ¢asom a obavy zo zmeny. Jedendsta ka-
pitola definuje pojmy status, dominancia a afilidcia. Dvanésta kapitola prechadza
Struktdrou tzv. ,moderného podnikatelského pldnu“, ktory tvoria: skutocnosti,
predpoklady, alternativy, ludia a peniaze. Trindsta kapitola vidi semiotiku, symbo-
ly a charakteristicky $tyl ako dovody zavddzania loga organizacie. Pri iom autor
odporica nemintit nan vela penazi, neriesit jeho zavddzanie dlho a nechat si ho
tak dlho ako vlastné krstné meno. V Strndstej kapitole autor upozornuje na vztah
medzi Standardnou odchylkou a pristupom k r6znym segmentom zakaznikov. Pit-
nésta kapitola sa zaobera spravnymi I'udmi, ktorych je potrebné oslovit a ktorych
zbytoéne nezataZovat. Sestnasta kapitola diskutuje problematiku cenotvorby, &ilac-
né ceny neznamenaju strach z niec¢oho, alebo ¢i by sa produkt nemal pontikat zadar-
mo. V dalSej kapitole autor tvrdi, Ze ,kazdy autor myslienok potrebuje mat vyhodu
dovolit niekomu nieco, privilégium kontaktovat Iudi bez ticasti sprostredkovatela”,
na ¢o sa zabtuda hlavne v prostredi elektronickych sluzieb. O dévere autor v osem-
nastej kapitole hovori ako o nevyhnutnom predpoklade pri ziskavani statusu. De-
viatnésta kapitola zavddza pojem marketingovy lievik, ktory ma zabezpecit, aby sa
neplytvalo lojalnymi zdkaznikmi a prekondvali priepasti pri ipadku trhu. Dvadsia-
ta kapitola pojednéva o potrebe vytvorit si tim spolupracovnikov, kde v nasledujicej
kapitole st prezentované priklady z praxe. Dvadsiata druhd kapitola vyzyva ¢itatela
aby vykrocil a zacal pracovat. V poslednej kapitole sa diskutuje otdzka, ¢i je marke-
ting zlo alebo spolo¢nost obohacujtica aktivita. Autor tvrdi, Ze by sme sa mali snazit
veci zlepSovat. A ked sa objavia problémy, Ze ide o pribeh a vyzvu, ktord preddvame
sami sebe.

Text knihy je pisany zrozumitelnym, ale nie trividlnym jazykom, kultivova-
ne vedie ¢itatela v hlavnej myslienke a vhodne ho ,rozptyluje” na mieru ,8itymi”
kratkymi praktickymi pribehmi z redlneho Zivota podnikatela. Text je obohateny
o grafy a obrazky, tie ndzorne vypovedaji o pointe prezentovanej teérie, ¢im si vo vi-
zudlnej pamiti Citatel fixuje poznatky. Vyhradou moéze byt Struktirovanie knihy
do velkého poctu kapitol. Sprehladnilo by ju zaradenie kapitol do hlavnych tematic-
kych okruhov.

Uvedend kniha, tak ako je prezentovand, je podla méjho ndzoru uréend pre
kaZdodenné pouZitie. Citatelna je pre kazdého, kto poznd zdkladné pravidla vyuZi-
vania marketingu. Autor povysuje niektoré efektivne postupy a od niektorych zau-

zivanych naopak vystriha. Kniha je osviezenim aj pre citatelov z akademickej obce.
A to napriek populdrnemu §tylu, pretoze demonstrované priklady z praxe pontikaju
netradi¢nd formu ozrejmenia pre niekoho dnes uz prilis ,statickej” tedrie. Je mozné
ocCakavat, ze knihu ocenia aj studenti, pre ktorych je navsteva niektorych predndasok
tazsie stravitelnou ,klasikou”.

Manipuldcia sa podla nej uskutoc¢nuje hlavne prostriedkami verbdalnymi, vizu-
dlnymi a akustickymi a to na troch tirovniach - individudlnej, skupinovej a masovej.
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licence (BrE), license (AmE) | licencia

Due tolocallaws, the entrepreneur had
to be granted a license which allowed it to sell its products in that location. | Vzhla-
dom na miestne zdkony musela byt podnikatelovi udelend licencia, ktord mu umoztiovala predd-
vat svoje vyrobky na tomto mieste.

licence/licensing agreement | licenénd zmluva

Entrepreneurs are recom-
mended to enter into a licensing agreement with companies they trust. | Podnikate-
lom sa odporii¢a uzavriet licenc¢ni dohodu so spolo¢nostami, ktorym doveruju.

life | Zivot, Zivotnost

Careful use will prolong the life of the machine. | Sta-
rostlivé pouZfvanie predl?i Zivotnost stroja.

life cycle | Zivotny cyklus Many of the state-of-the-art technological products
have only a very short life cycle. | Mnohé z najmodernejsich technologickijch vijrobkov maji

iba velmi krdtky Zivotny cyklus.

life expectancy | dizkaZivota

Life expectancy in Europe increased greatly due
to rising living standards, improved lifestyles and advances in healthcare. | Priemet-
nd dl¥ka Zivota v Eurdpe sa vijrazne zvysila v désledku zvysSujticej sa Zivotnej tiroune, zlepSené-
ho Zivotného styjlu a pokroku v zdravotnej starostlivosti.

lifestyle | Zivotny $tyl

More and more people prefer alternative lifestyles. | Std-
le viac Iudi ddva uprednostiiuje alternativne zZivotné styly.

lifestyle segmentation | segmentdcia podla Zivotného $tijlu Lifestyle segmen-
tation studies the lifestyle of customers like how they live, what they do, and what
they like or dislike. | Segmentdcia Zivotného $tijlu skima Zivotny $tyl zdkaznikov, ako Zijd,

¢o robia a ¢o sa im pdci alebo nepdci.

lifetime employment | zamestnanie na celyj Zivot Lifetime employment is
still a long-established practice in large Japanese companies. | CeloZivotné zamestnd-

vanie je vo velkych japonskych spolocnostiach stdle zavedenou praxou.

light | svetlo, Iahky It is possible to make light and healthy meals for your
family within a short period of time. | Lahké a zdravé jedlo pre svoju rodinu je mozné pri-

pravit v krdtkom case.

SLOVNIK | DICTIONARY TEXT | DAGMAR WEBEROVA

light industry | Iahky priemysel Light industry has offered more job opportu-
nities for people with less skills or education. | Lahky priemysel pontika viac pracovnich

prileZitosti pre ludi s niZsou kvalifikdciou alebo vzdelanim.

limit | limit, limitovat I think we ought to put a strict limit on the amount of
time we can spend on this project. | Myslim si, Ze by sme mali stanovit prisne obmedzenie

mnozstua ¢asu, ktory mézeme strdvit na tomto projekt.

limitation
obmedzenie

There was a limitation imposed on the volume of goods the com-
pany was able to ship. | Na objem tovaru, ktory bola spolo¢nost schopnd dopravit, bolo ulo-
Zené obmedzenie.

limited | limitovany There was a limited number of goods remaining in the
store, so customers had to hurry up and get what they wanted. | V obchode zostalo ob-

medzené mnozstvo tovaru, takZe zdkaznici sa museli pondhlat aby dostali to, o chceli.

limited company | spolo¢nost s ruéenim obmedzengm

John had the opportu-
nity to form either a limited company or work as a sole trader. | John mal moZnost za-
lozZit spolocnost s rucenim obmedzenym alebo pracovat ako Zivnostnik.

limited liability | obmedzené rucenie Entrepreneurs may want to strive to have
limited liability so that if things go wrong it is not all their fault. | Podnikatelia sa mézu

snazit mat obmedzend zodpovednost, takzZe ak sa veci pokazia, nebude to vsetko ich chyba.

limiting | limitujiice Alimiting factor on the Japanese economic performance
is its lack of resources. | Obmedzujicim faktorom japonskej hospoddrskej vijkonnosti je jej

nedostatok zdrojov.

line | riadok, (produktovy) rad

Having a steady product line will let you cus-
tomers know what they can expect from your company. | Vdaka stabilnej produktovej
rade budi zdkaznici vediet, co m6zu od vasej spoloc¢nosti ocakdvat.

line block | blok, zdpisnik s riadkami

A wide variety of bamboo line blocks
are available to customers. | Zdkaznikom je k dispozicii Sirokd $kdla riadkovanijch blokou
z bambusu.
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