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STEFAN MANG, CHRISTIAN STADLMANN, DAVID TEMPELMAYR

INDUSTRIAL SERVICE EXCELLENCE
IN MANUFACTURING COMPANIES:
A NEO-CONFIGURATIONAL
PERSPECTIVE

There is a trend among manufacturing companies to augment their product of-
fering with services due to competitive and economic reasons as well as chang-
ing customer demand. However, offering services is often a challenging task
for manufacturing companies, as their core capabilities are in the manufactur-
ing business. Therefore, this paper tries to identify which aspects are important
to offer excellent industrial services and therefore constitute industrial ser-
vice excellence. The results of our research based on literature and interviews
with 26 managers from manufacturing companies in Austria and Bavaria show
that there are five dimensions: high service quality, competitiveness of the ser-
vices, economic efficiency, flexibility and internal service involvement. We use
fuzzy set Qualitative Comparative Analysis within a sample of 242 manufactur-
ing companies in Austria and Bavaria to analyze the configurations of the di-
mensions of industrial service excellence and sales force capabilities as well

as firm size and importance of services that lead to financial performance of
the service business, nonfinancial performance of the service business as well
as enabler for the product business. We show that there are equifinal configu-
rations that lead to performance and that these configurations depend on the
contingency factors of firm size and importance of services. The dimensions of
industrial service excellence are interdependent, as shown in the various con-
figurations. As the configurations leading to the three performance dimensions
are different, companies have to decide what their aim of servitization is in or-
der find the configuration that supports their aim.

1 Introduction

More and more manufacturing companies augment their of-

fering with services. According to the seminal article of Oliva and Kallenberg (2003),
there are three reasons for this servitization trend: Services have a steadier cash flow
than products, especially in an industrial context. Due to a more complex environ-
ment, customers demand solutions consisting of a bundle of products and services
and offering these bundles gives manufacturing companies a competitive advan-
tage. Manufacturing companies have some advantages in the service business, com-
pared with pure service providers, for example the installed base of their products

(Ulaga and Reinartz 2011). However, servitization is not a straightforward path to
success, as there are many barriers and challenges for manufacturing companies
if they decide to enter the service business (Martinez et al. 2010, Zhang and Baner-
ji 2017). Neely (2008) shows that many servitized companies are not as profitable as
pure manufacturing companies are. One possible explanation for the barriers of ser-
vitization is the goods-oriented culture and strategy. Manufacturing companies have
their key competences within developing and producing goods. In many servitizing
companies, the service business is rather small compared to the goods business and
the main focus is on the goods business. As a result of this focus, servitizing manu-
facturers do not have the capabilities and know-how needed for the service business.
Some key capabilities of professional service providers are not implemented in ser-
vitizing manufacturers.

One of the most important topics in service literature is service quality. Much
effort has been put into developing scales to measure service quality and to find ways
to improve service quality. The effect of service quality on customer satisfaction and
profitability has been investigated in detail (Taylor and Baker 1994, Zeithaml 2000).
As the research on service quality has been focused on consumer markets in the be-
ginning, scales for industrial markets have been developed as well (Vandaele and
Gemmel 2004, Gounaris 2005). There are also approaches going beyond service qu-
ality, aiming at Service Excellence (Gouthier, Giese and Bartl 2012, Johnston 2004).
However, these approaches are focused on service providers. The situation of servi-
tizing manufacturers is different. Therefore, we investigate the components of in-
dustrial service excellence and analyze their effect on performance. Additionally, we
analyze the sales force capabilities needed in servitizing manufacturers, as these ca-
pabilities are critical for market success of services in manufacturing companies. As
the goals of servitizing manufacturers are different, we differentiate between three
dimensions of performance: financial performance of the service business, non-fi-
nancial performance of the service business and enabler for the product business. We
use a neo-configurational approach, based on the proposition that causality is com-
plex and the individual components of industrial service excellence are characteri-
zed by conjunction, equifinality and asymmetry (Misangyi et al. 2017).

Therefore, we focus on the configurations that are necessary to achieve perfor-
mance instead of the net effects of the individual components (Fiss 2007).

Wirtz and John-
ston (2003) as well as Johnston (2004) describe service excellence as elusive and hard

2 Industrial service excellence in manufacturing companies

to grasp. However, we identify industrial service excellence as a five-dimensional con-
struct. Service quality is one important part of it, but there are four additional aspects
that should be considered as well. We base the definition of the construct on literature
as well as an interview study among 26 service managers in Austria and Bavaria.

2.1 High service quality The assessmentof service quality has been of utmost
importance for service research. SERVQUAL developed by Parasuraman, Zeithaml

and Berry (1988) and refined by Parasuraman, Berry and Zeithaml (1991) was used



very often in research as well as in business practive. Many different tools to assess
service quality have been developed (Cronin and Taylor 1992; Dabholkar, Thorpe and
Rentz 1996). Gounaris (2005) and Vandaele and Gemmel (2004) developed a measure-
ment tool for service quality in a B2B context to account for the specifics of business
markets. Gronroos (1984) states that high service quality includes technical quality
(outcome) as well as functional quality (process). There is some discussion on what is
meant by high service quality. Some propose that to be excellent, the service has to
be better than the customer expected it to be, which means that the service delights
the customer (Rust and Oliver 2000). Johnston (2004) argues against this view and de-
fines service excellence as being easy to doing business with. According to his frame-
work, there are four components that are important to be excellent: delivering the
promise, providing a personal touch, going the extra mile and dealing well with prob-
lems and queries. Despite the discussion on how good service quality has to be to be
considered excellent, there seems to be consensus that high service quality is an im-
portant aspect of industrial service excellence.

2.2 Competitiveness This aspect of industrial service excellence was men-
tioned primarily by the interviewees in the expert interviews. They highlighted the
big difference between industry sectors and services. In some industry sectors and
for specific services the service quality offered by the competitors is very high and
the price is quite low. However, in other industry sectors and for other services the
quality is quite low and the prices are quite high. Some service even are not offered
at all, despite a demand for them. The reason for this is that there are no companies
that have the capabilities to offer these services at acceptable costs. One example are
pay-per-use services for complex machines and plants. There are industrial custom-
ers that want to purchase such services. However, in some industry sectors, no com-
pany is able to offer that services. If a company is able to offer these kind of services
with some minor problems of service quality, this company can be considered offer-
ing excellent services, as it offers a kind of service that no other company can offer
at this level. Some companies offer very innovative services, but have minor quali-
ty problems in the beginning. On the other side, a company that offers a basic ser-
vice with at quite a high service quality level, but there are numerous companies that
can offer these kind of service at even a higher level of service quality, this compa-
ny cannot be considered to offer ,excellent” services. Therefore, some interviewees
highlighted the importance of including this comparison with the offerings of the
competitors into the industrial service excellence construct. According to them, ex-
cellence should be partly defined in comparison with the competitors.

2.3 Cost effectiveness

Wirtz and Zeithaml (2017) propose the concept of ,cost
effective service excellence” and describe it as a strategy that is focused on offering
high service quality at low costs. Although high service quality and low costs have
been seen as a trade-off, they propose strategies to achieve both cost-effectiveness
and high service quality at the same time. This is hard to achieve, but leads to high
long-term financial returns. Wirtz and Zeitham]l (2017) describe three ways to achieve

cost effective service excellence: a dual strategy, operation management approach-
es that try to reduce process variability and the focused service factory. Heracleous,
Wirtz and Johnston (2003) describe how Singapore Airlines achieved cost effective
service excellence. Our Interviewees highlighted the importance of cost effective-
ness, especially for simple, standardized services.

2.4 Flexibility Due to the nature of business relationships and of services, flex-
ibility of industrial service providers is very important. Ivens (2005) as well as Han,
Sung and Shim (2014) identify flexibility in industrial relationships as an important
antecedent of satisfaction. They highlight the importance of informal mechanism
in relationships. As B2B services are often provided in long-term business relation-
ships, flexibility becomes more important. In line with Ivens (2005) we define flex-
ibility as the willingness to modify an agreement in order to bring it in line with
environmental conditions. This aspect was emphasized by our interviewees. They
stated that industrial services are often provided in long-term relationships and
therefore it is not possible that everything is regulated exactly in the contract that
is made in the beginning. Environmental changes as well as internal changes due
to customer request are the reasons to modify the services. If the service provider is
ready to be flexible and adopt the services to the needs at hand, this is highly appre-
ciated by the customer. Industrial service providers can only considered to be excel-
lent, if they are flexible to fulfill the changing needs of their customers.

2.5 Internal service involvement

Some of the service managers stated that
services are only a by-product. The focus is on the products and mentality and cul-
ture are product focused. Many companies do not even have a service department, in
some companies there is not even a person dedicated to services. If there is a service
department, it is often a neglected department and collaboration with other, prod-
uct-focused departments is quite difficult. Analysing Singapore Airlines and looking
for reasons why they are excellent in services, Wirtz and Johnston (2003) highlight
the ,total approach” they used. They look at the totality of the customer experience,
not on specific details. Therefore, they train every employee to be customer and ser-
vice oriented. This involvement of every employee is supported by a top management
with emphasis on services. The importance of top management support for services
is described by Prabhu and Robson (2000) as well. Asif (2015) stresses a system wide
effort to support services while Lytle, Hom and Mokwa (1998) accentuates the impor-
tance of service orientation throughout the whole company. This does not mean that
every employee is focused exclusively on services but that services are not seen as the
job of the service department. Every employee including management should work
towards offering the customer a better total customer experience.

3 Sales force capabilities

The selling of services differs from selling products.
The selling approach as well as the capabilities of the sales force are different (Storbac-
ka et al. 2009, Tuli, Kohli and Bharadway 2007, Reinartz and Ulaga 2008). Ulaga and Re-
inartz (2011) describe in their study that one third of product salespeople are good at



selling services as well, one third need additional training and one third is not able to
sell services. Therefore, strategic sales management has to take care which salespeo-
ple are responsible for products and for services. Special attention should be given to
the capabilities of the sales force that is selling services. The following capabilities have
been mentioned as important for service salespeople by Ulaga and Loveland (2014), Re-
inartz and Ulaga (2008) as well as in our interviews with service managers: They need
profound technical knowledge, as they can explain the value of the services only if they
understand how the service as well as the products work together. Technical knowl-
edge also fosters the acceptance, especially if they talk to technicians. As many servic-
es are in need of explanation, they should be able to present the value of the services
in a clear and concise manner. It is important to emphasize the monetary value of the
services for the customer. Especially for services, the needs of the customers are quite
different. Therefore, the salespeople have to listen exactly to discover the needs of the
customers, especially the latent needs they cannot express easily. They have to be flex-
ible to respond to changes and specific needs. Cultural aspects have to be handled in
the service business as well. Bao and Toivonen (2015) find that in China it is very hard to
sell something intangible, therefore it is advisable to sell services together with a prod-
uct or to add something tangible to the service. In other countries, it is much easier to
sell services separately. Within the service business, the sales staff is not the only staff
with customer contact. Service technicians and other service employees have a lot of
customer contact, sometimes they stay at the customers site for months or go there
regularly. The customers trust these persons. Therefore, strategic sales management
should look how these ,part-time marketers” (Gummesson 1991) can use their custom-
er contact to assist the sales force in initiating new sales.

4 Neo-configurational perspective The neo-configurational perspective (Mi-
sangyi et al. 2017) is based on the configurational approach (Meyer, Tsui and Hinings
1993). A configurational approach emphasizes the complexity of causality, especial-
ly through three features: conjunction, equifinality and asymmetry. Conjunction
means that some capabilities usually appear together, equifinality emphasizes that
there is more than one solution to reach a certain target and asymmetry means that
the presence or absence of a capability may produce the same outcome, depending on
its combination with other capabilities. One problem of the configurational approach
was a mismatch between theory and method, as most of the studies relied on regres-
sion based methods that analyze additive, unifinal and symmetrical effects (Misan-
gyi et al. 2017, Fiss 2007). The development of Qualitative Comparative analysis and
especially fuzzy-set qualitative comparative analysis (Ragin 1987, 2000, 2008) and its
adoption in management studies (Kan et al. 2016) offered new possibilities for stud-
ies using a configurational approach. The neo-configurational perspective therefore
builds on the intellectual roots of configurational theory, but uses Qualitative Com-
parative Analysis instead of regression-based methods.

5 Method 5.1 Fuzzy set qualitative comparative analysis In line with

the underlying assumptions of the neo-configurational perspective we use fuzzy-set

Qualitative Comparative Analysis to analyse the effects of industrial service excellence
as well as sales force capabilities on performance. fsSQCA uses a causes-to-effect ap-
proach and looks for the configurations of conditions that lead to a certain outcome
(Fiss 2007). This is in contrast to regression analysis and structural equation model-
ing, which pursue an effect-to-causes approach, looking for the net effect of the vari-
ables on the outcome. Because of this approach, fsQCA takes into account nonlinear
and asymmetric relationships as well as interaction effects (Fiss 2007, 2011) fsQCA was
developed for applications in political science and historical sociology (Berg-Schlosser
et al., 2009), but is now applied in management (Kan et al. 2016) and marketing studies
(eg. Frosen et al. 2016). Some servitization studies use this approach as well (Bohm, Eg-
gert and Thiesbrummel 2017, Forkmann et al. 2017, Sjédin, Parida and Kohtamaki 2016,
Ambroise, Prim-Allaz and Teyssier 2018). We used fsqca 3.0 (Ragin 2017) as a software
to calibrate the measures as well as to derive the configurations.

5.2 Measures Based on literature and 26 interviews with service and general
managers in servitizing companies, we developed formative measures for industri-
al service excellence. As we defined each component of industrial service excellence
based on literature and on our interview study, formative measures were adequate to
catch all the five components (Diamantopoulos and Winklhofer 2001). For sales force
capabilities we developed formative measures adopted from Behrman and Perreault
(1982), Raddats et al. (2015), Homburg (1998), Gebauer, Edvardsson and Bjurko (2010)
and Terho et al. (2015).

We distinguished between three performance dimensions: financial perfor-
mance of the service business, which was operationalized on a two items reflective
scale, adapted from Gebauer and Fleisch (2007). The scale for non-financial perfor-
mance was based on five items adapted from Oliva, Gebauer and Brann (2012), King-
shot and Pecotich (2008) and Mathwick, Malhotra and Rigdon (2001). The construct
enabler for the product business was measured on a three items scale adapted from
Raddats et al. (2015). All these constructs were assessed with a 7-point Likert sca-
le. Importance of service was measured through a six-point service continuum sca-
le adapted from Oliva and Kallenberg (2003) whereas firm size was operationalized
through number of employees.

5.3 Sample The sample consists of 242 manufacturing companies from Aus-

tria and Bavaria. Service managers or general managers served as key informants
within an online-survey. Only managers that have intimate knowledge of the service
business of their companies were allowed to fill in the survey. Initially, a mail with
a description of the project and a link was sent to 1938 companies, with two remind-
ers after two and five weeks. After eliminating datasets that were lacking some data,
242 complete answers remained, leading to a response rate of 12.5%, an acceptable
number, taking into account that only managers with intimate knowledge of the ser-
vice business were accepted as respondents. Of these 242 companies, 92 were SMEs.
The sample included several industries, most prominently machinery and plant en-
gineering (96), metal industry (29) and electronics (25).



5.4 Calibration
theoretical based thresholds available, we defined the median as the crossover point,

We used direct calibration for our measures. As there are no

the first quartile as full in the set and the last quartile as fully out of the set (in line
with Frosen et al. 2016). This assures that only meaningful variance is reflected in
the calibrated values. We used the summated Likert scale scores as input for the cal-
ibration process. Only firm size was dummy coded, with companies that have less
than 250 employees coded as O, all companies with 250 or more employees coded 1.

6 Results
ditions is necessary. Necessary means that this condition has to be present to lead to

6.1 Necessity analysis

First we tested whether any of the con-

the outcome. However, using a threshold of 0.90 as recommended by Greckhamer et
al. (2018), no single condition leads to the outcome.

6.2 Sufficiency analysis

To test for sufficient conditions, we used the truth-table
algorithm. We used a frequency threshold of 3, meaning that only configurations, that
appeared at least three times were included in the final solution. The consistency cut-off
was set at 0.80, as recommended by Greckhamer et al. (2018). The solutions are present-
ed in configuration charts as suggested by Greckhamer et al. (2018) in Tables 1-3. White
circles indicate the presence of a condition, crossed circles the absence of a condition.
All of the solutions have a consistency higher than 0.80, as recommended by Grec-
khamer et al. (2018). The coverage varies between 0.42 and 0.52. This means that a large
part of the successful companies can be explained by the configurations in the solution,
but that there are still other ways to achieve performance. One explanation for the lower
coverage results are the different industries in our sample as well as different market
conditions, which are not covered in this model, as this would increase the complexity.

There are four configurations leading to financial performance of the service busi-
ness. Configuration one is the empirically most important one and needs conditions
two to six to be present and is valid only in companies where services are important.

Table 2: Configurations that lead to non-financial performance of the service business

Solution

1 2 3 4 5 6
high senice quality o] o] o] o] o]
competitive senmMces 0 o] 0 ]
economic efficiency O 0 o] o] o] o]
flexibility 0 o] 0 o]
internal semce involvement o] 0 ] o] o] o]
sales force capabilities o] ] 0 0
firmsize (large) + ] O
importance of senices o o o <
Consistency 0.91 0.84 0.91 0.94 0.90 0.91
Raw Coverage 0.40 0.19 0.30 0.32 0.20 0.18
Unique Coverage 0.07 0.01 0.02 0.02 0.01 0.02
Overall Solution Consistency 0.88
Overall Solution Coverage 0.52

Table 1: Configurations that lead to financial performance of the
service business

Solution

1 2 3 4
high semce quality 0 o]
competitive serices o] 0 o]
economic efficiency 9 ] o Q
flexibility o] o] o]
internal service involvement o} 0 o] o}
sales force capabilities o} 0 Q
firmsize (large) 0 o] 0
importance of serices 0 o] 0
Consistency 0.85 0.86 0.89 0.89
Raw Coverage 0.30 0.24 0.21 0.04
Unique Coverage 0.12 0.07 0.03 0.02
Overall Solution Consistency 0.85
Overall Solution Coverage 0.42

SOURCE: AUTHORS

8

SOURCE: AUTHORS

The other three configurations are only for large companies. Configuration two
needs all six conditions to be present, the other two configuration need four condi-
tions to be present. For non-financial performance, there are six possible configu-
rations. The empirically most important configuration is configuration one, which
needs all six conditions to be present and does not depend on contingency factors. All
other solutions need three to five conditions to be present, but are valid only in spe-
cific circumstances. Most of these configurations are restricted to large companies.



Table 3: Configurations that enable the product business

Solution

1 2 3 4
high senice quality s} 0 0
competitive services o o] 0
economic efficiency o] o] 0
flexibility 0 o] (o] 0
intemal service involvement o] 2 0 ]
sales force capabilities o 0
firnsize (large) * o] +
importance of sences 0 * 0
Consistency 0.79 0.86 0.82 0.89
Raw Coverage 0.18 0.29 0.06 0.12
Unique Coverage 0.08 0.16 0.04 0.02
Overall Solution Consistency 0.82
Overall Solution Coverage 0.42

SOURCE: AUTHORS

10

Four configurations enable the product business through the service business. All of
these configurations depend on the contingency factors and need four or five of the
conditions to be present.

7 Discussion A neo-configurational perspective proposes complex causality
due to conjunction, equifinality and asymmetry. Our study therefore includes six
conditions as well as the size of the firm and the importance of services within firms
to assess their influence on performance. To differentiate between different goals,
we analysed three performance dimensions separately. As there is no single neces-
sary condition, all configurations need at least three conditions to be possible and
the presence and absence of conditions depend on the other conditions, the neo-con-
figurational approach is suitable to assess the dimensions of industrial service ex-
cellence that influence performance. The inclusion of sales force capabilities in the
model is justified as well, as the absence or presence of sales force capabilities is an
essential part of some of the solutions.

Firm size and the importance of services can help companies to better under-
stand which configurations are applicable for them. There is only one configuration
that is not dependent on firm size or the importance of services namely configura-
tion one for the presence of non-financial performance of the service business (Table
2). This shows that contingency factors are important in the study of industrial ser-
vice excellence and servitization.

The results show that there are multiple paths for servitizing manufacturers
to achieve performance through industrial service excellence. Defining industrial
service excellence as a multi-dimensional construct enables a more fine-grained

analysis of the success factors for performance in the service business. High service
quality is often used as a synonym for service excellence. Our results show that ser-
vice quality is indeed part of most of the configurations that lead to performance,
but there are other ways as well. It is quite interesting that internal service involve-
ment is part of all configurations that lead consistently to performance. This is re-
markable as this dimension of industrial service excellence is a special challenge for
manufacturing companies. In professional service firms, the focus on services is the
standard, but in most manufacturing companies services are only a by-product. One
important take-away of this study is therefore the importance of internal service in-
volvement. All solutions leading to performance included at least two dimensions of
industrial service excellence, most of them included four. This indicates the multi-
-dimensional nature of industrial service excellence.

8 Implications and outlook From a theo-

8.1 Theoretical implications

retical perspective, the neo-configurational perspective proves to be a useful perspec-
tive for the analysis of the impact of industrial service excellence on the performance
of manufacturing companies. Due to the conjunction between the different condi-
tions and numerous equifinal results a configurational approach seems necessary.

Another aspect is the differentiation between performance aspects. As the so-
lutions for the performance aspects are different, these fine-grained view of per-
formance seems important, especially in servitizing manufacturers, where the
strategic focus is sometimes more on the financial results, sometimes more on the
enabling function of the service business for the product business.

Concerning the construct of industrial service excellence it seems necessary to
differentiate between industrial service excellence in service companies and indus-
trial service excellence in manufacturing companies, especially concerning the in-
ternal service involvement.

8.2 Practical implications

Manufacturing companies that add services to
their offering have their desired goal in mind, especially if the focus is on building
a profitable service business or to enable the product business. Depending on their
goal, different dimensions of industrial service excellence are important.

Dimensions of industrial service excellence should not be treated separately.
As the results have shown it is important to analyse the configurations in total and
not in separate parts. Therefore, servitizing manufacturers have to analyse their
whole service business and find configurations that support their servitization goal.

Special care should be given to contingency factors such as firm size and the
importance of services. Depending on these contingency factors different configura-
tions lead to the performance dimension in question.

Manufacturing companies should be careful when adopting service quality
and service excellence concepts that were developed for B2C markets or for professio-
nal service companies. Internal service involvement is common within these compa-
nies, in manufacturing companies it is a major challenge.
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8.3 Limitations & outlook

Despite the implications mentioned above, this
study has its limitations. First, the sample consists only of companies from Austria
and Bavaria and includes several industries. A focus on one single industry could
reveal industry-specific configurations. Analysing the impact of industrial ser-
vice excellence on performance in other countries could reveal differences between
countries. As we used subjective performance, studies with objective measures of
performance could show if there are differences or not.

It would also be important to further evaluate the concept of industrial service
excellence in manufacturing companies. To verify the usefulness of a neo-configura-
tional perspective a comparison between the results of Qualitative Comparative Ana-
lysis and regression-based methods within the same study would be an interesting
avenue for further investigation. Furthermore, additional aspects and contingency
factors should be used as conditions, allowing the analysis of even more sophistica-
ted configurations.
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Résumé Dokonalost priemyselnygch sluZieb vo vgyrobnijch spolocnostiach: neo-konfiguraénd perspektiva

Medzi vjrobnymi spolocnostami existuje trend rozsirovat ponuku produktov o sluzby z konkurencngch a ekonomickgch dévodov, ako
aj z dévodu meniaceho sa dopytu zdkaznikov. Ponikat sluzby je vSak pre vijrobné spoloCnosti Casto ndrocnou tlohou, pretoZe ich zd-
kladné schopnosti st vo vijrobnom podnikani. Preto sa tento prispevok snaZi identifikovat, ktoré aspekty si ddleZité pre pontkanie
dokonalych priemyselngch sluZieb a preto predstavuji dokonalost priemyselngch sluZieb. Vijsledky ndsho vgskumu na zdklade lite-
rattry a rozhovorov s 26 manazérmi z vgrobnych spolocnosti v Rakisku a Bavorsku ukazuijii Ze existuje pdt dimenzii: vysokd kvalita
sluZieb, konkurencieschopnost sluZieb, ekonomickd efektivnost, flexibilita a zapojenie interngch sluZieb. PouZitd bola neostrd mnoZi-
na kvalitativnej porovndvacej analyjzy na vzorke 242 vijrobnich spolocnosti v Rakisku a Bavorsku na analjzu konfigurdcii rozmerov

schopnosti priemyselngch sluZieb a predajnych sil, ako aj velkosti firmy a déleZitosti sluZieb, ktoré vedd k financnej vijkonnosti pod-
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nikania so sluzbami, nefinancny vijkon v oblasti sluzieb, ako aj ako aktivdtor pre obchod s produktmi. Poukazujeme, Ze existujd ekvifi-
ndlne konfigurdcie, ktoré vedu k vikonu a Ze tieto konfigurdcie zdvisia od ndhodnych faktorov velkosti firmy a déleZitosti sluZieb. Pa-
rametre excelentngch priemyselnych sluZieb st vzdjomne zdvislé, ako je zndzornené v réznych konfigurdcidch. PretoZe konfigurdcie
vediice k trom dimenzidm vgkonnosti sd rézne, spolocnosti sa musia rozhodniit, aky je ich ciel pri poskytovani sluZieb, aby nasli kon-

figurdciu, ktord podporuje ich ciel.
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TEXT | OLGA VASILEVA, TAMARA TARAKANOVA

COMMUNICATION TRENDS IN

FORMATION OF INSTITUTIONAL

BUSINESS ENVIRONMENT IN

TOURISM OF ST. PETERSBURG

Conducted research is aimed to reveal communication trends in formation of
institutional business environment in tourism of St. Petersburg. As a result, it
was revealed that communication trends are due to the tourism multiplier ef-
fect and take into account changes in the institutional tourism environment
within the framework of new information communication technologies, such as
online booking services, tourist information centers, etc. Communication part

of institutional business environment in tourism combines such information
communication technologies as automatic information system , Unified Federal

Register of tour operators”, ,,Safety treats information for tourists”, official
website of Federal Tourism agency, online booking systems etc.

Stable communication trends in formation of institutional business en-

vironment in tourism of St. Petersburg are: the growth of the number of infor-
mation tourist centers and mobile services, that make an access to tourism
services of every level easier; different forms of collaboration (bloggers, online
events etc.); improvement in quality, speed and safety of tourist services.
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1 Introduction

The paper is aimed to identify institutional environment of
business development in tourism with consideration of rapid development of com-
munication and information technologies. The aim of this research is to identify
communication trends within institutional business environment in tourism indus-
try of St. Petersburg. Achieving this goal requires consistent meeting the challenges,
such as: looking at the structure of institutional environment of tourism, analysing
the process of its formation and factors, that make its identification harder; as well
as conducting a survey for tourism agencies representatives in St. Petersburg.

The analysis of the institutional business environment structure in tourism
is based on the system approach. Theoretical importance of the research includes
the need to summarize the most important results of the problem identification re-
search of the institutional business environment with consideration of the tourism
industry specifics and identification stable communication trends in tourism of St.
Petersburg.

PRISPEVKY | CONTRIBUTIONS

2 Theory of tourism business institutional environment identification

In the second half of the 21st century North and Dewis (1971) explained institutional
environment as a complex of basic political, social and legal rules, that regulates op-
erations of economic subjects, predetermining possibilities to maximize distribu-
tion and productive activity.

Particular explanation fully corresponds to the approach for identification of
institutional business environment in tourism that is regulated by identical set of
regulating rules.

Russian scientist Shastitko (2010) considers institute as a set of rules, that ful-
fills the function of restricting economic agents, that puts communication between
them in order, as well as the mechanisms controlling these rules.

Lazovskaya (2012) thinks, that institutional environment of tourist services
consists of a complex of the following institutions, such as:

| economic,

| institute of social environment (especially cooperation between the authori-

ties and society, superior and subordinate relationship to labor, management
features, informal relations, etc.),

| institute of spiritual environment (features of national character, morality,

spirituality, patriotism, etc.),

| institutional environment and its restrictions form an effective competitive

economic mechanism in tourism services, which supports stability and sys-
tem adaptation.

Williams (1990), 2009 Nobel Prize laureate, determined institutional environment as
a summary of rules, that determine the context of realization of economic activity,
Another famous American scientist - Klein (1998) thought that its institutional envi-
ronment that sets the restrictions, in which individual functions. That statement ex-
plains the role of tourist in institutional business environment in tourism very well.

3 Multiplicative effect of tourism business The above studies do not account

for changes in the institutional environment of tourism in the context of new infor-
mation and communication technologies such as the internet - reservation services,
tourist information centers, etc. Tourism business from the institutional approach,
according to the presented Table 1, can be considered as combination of a number of
,hard” and ,soft” institutions and a system of interaction mechanism.

Development institutions complement each other, so when any system chan-
ges in the expected economic effect in a particular institutional environment de-
pends on the adaptability of its elements to constant changes.
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Institute Functions Subjects

Economic The market interaction mechanism Accommodation facilities,transport
of subjects and objects in tourism companies, travel agents, tour opera-

tors, tourist facilities, museums, tou-
rists, catering and related industries,

etc.
Legal International and Russian legal and UNWTO, Federal Agency for Tourism
regulatory - methodological base (Rosturizm), Ministry of Culture of the

Russian Federation
Implementation of state programs

for the development of education, Federal, regional and municipal execu-
physical culture and sports, cultu- tive and legislative powers in the field
re and tourism, health care, econo- of development and security
mic development and an innovative
economy

Social Culture, social structure, national Russian Ministry of Culture, public,

commercial and government orga-
nizations in the field of national and

characteristics, tolerance level

destinations

world culture, the population of tourist

Communication | Information and communication

booking systems, etc.

Automated information systems ,The
technologies Unified Federal Register of Tour Opera-
tors”, ,Informing about the threats to
the safety of tourists”, the official web-
site of the Federal Agency for Tourism,

Scientific and Educational programs and research Public and private educational orga-
educational projectsin the tourism specialists nizations that provide training for the
training tourism

TABLE 1: STRUCTURE OF THE INSTITUTIONAL ENVIRONMENT IN TOURISM; SOURCE: AUTHORS
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Multiplier effect of business in tourism causes the institutional environment for
its development, as the totality of the tourism subjects and objects, and relation-
ships that arise between them in the process of tourist services production and
consumption. These relations system forms the institutional factors of tourism de-
velopment in close relationship with other areas of business.

4 Legal background of the communications component in the tourism institu-
The rapid development of the Internet - techno-
logies and communication, and the Federal Law of Russia No 49-FZ On Amendments

tional business environment

to Certain Legislative Acts of the Russian Federation in order to improve the legisla-
tion regulating the tourism activity formed the preconditions for the formation of
the Institute of Communications in the institutional environment in tourism (kre-
mlin.ru 2017).

This law is aimed at improving the legislation in terms of legal regulation of
outbound tourism, strengthening the responsibility of the participants of the tourist

market, improving the quality of services provided and the level of legal protection of
tourists traveling outside the territory of the Russian Federation.

Introduced concepts such as ,Navigation and orientation system in tourism”
,Tourist information center”, witch indicates that the sustainable development of the
communication component of the institutional environment of tourism and recrea-
tion. In addition, the Federal Law No. 49-FZ of support and development ,of childre-
n's tourism” related to priority areas of state regulation of tourist activities as well as
with internal, inbound, social and backpackers.

Entry into force on January 1, 2017 of the provisions on the specification of
powers in the field of tourism at the federal, regional levels, as well as the defini-
tion of the rights of municipalities in the development of tourism will contribute to
the development of domestic and inbound tourism, improving the quality and safe-
ty of tourist services, the formation, promotion and implementation competitive do-
mestic tourism products, as well as attracting investment, increasing employment,
increasing the size of small and medium-sized businesses, municipal revenues regio-
nal, federal, socio-economic development of the regions and Russia as a whole.

So, the scope of the institutional environment of tourist-recreational services
includes the following set of functioning institutions, such as:

| economic, implementing mechanism of market interaction of subjects and

objects of tourism such as accommodation facilities, transportation compa-
nies, travel agents, tour operators, tourist display objects, museums, touris-
ts, catering and related industries, etc.,

| law, allows to improve the international and Russian legal and regulatory

and methodological framework and implement national programs of educa-
tion, physical culture and sport, culture and tourism, health care, economic
development and innovative economy in the framework of the UNWTO, the
Federal Agency for Tourism (Rosturizm), Ministry culture of the Russian Fe-
deration, etc.,

social, includes culture, social structure, national characteristics, level of to-
lerance, etc. The Ministry of Culture of the Russian Federation, public, com-
mercial and state organizations in the field of national and world culture, the
population of tourist centers are elements of this institutional subsystem,
| research and education implement educational programs and research pro-
jects in the field of training of specialists of tourist sphere, carried out by pu-
blic and private educational and research organizations,
| communications combine information and communication technologies,
such as: automated information systems ,The Unified Federal Register of
Tour Operators”, ,Informing about Tourist Safety Threats”, the official websi-
te of the Federal Agency for Tourism, booking systems, etc. Communication
institute becomes the most important element of the institutional tourist
activity environment, since the relevant information possession, speed, ac-
curacy; high speed processing and transmission of information are crucial
factors of company’s efficiency in the tourism.
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5 Detecting development trends of communication technologies in the field of
In order to identify sustainable commu-

tourism industry of St. Petersburg
nication trends of the institutional tourism business environment formation in the
period from 10.10.2018 to 28.11.2018 we conducted a survey of travel company'’s repre-
sentatives/heads in St. Petersburg. The survey ,Communications in the field of St.
Petersburg tourism industry” involved 138 respondents, which made up a sample of
more than 10% of the total population (1118) of registered in St. Petersburg companies
that provide services in tourism.

As a result of the study, it was revealed that 100% of respondents have their own
website on the Internet. The site publishes information about offers, which can be
used any time convenient to the user, however, not every website has a user-friendly
interface, that sometimes causes difficulties in quickly finding the desired informa-
tion. In addition, not all websites have a resource selection of tours and online reser-
vations, but only submit to the price list.

The tourism industry companies’ presence in the social media also covers
100%. The least attractive to promote their services to the organization of St. Peters-
burg is ,Classmates” network (Figure 1).

10 20 30 40 50 60 70 80

L=

FIGURE 1: PRESENCE OF ST. PETERSBURG TOURIST COMPANIES IN SOCIAL MEDIA; SOURCE: AUTHORS
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This is mainly due to the prevailing strong stereotypes about these networks, some of
which are quite reasonable and really interfere with the work of travel industry com-
panies (Alexeenko 2018). Regarding the use of instant messengers to inform custo-
mers, according to the respondents' answers, WhatsApp, Viber and Facebook are used
more frequently in their work (Figure 2).
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FIGURE 2: PREFERENCE TOURIST COMPANIES USING MESSENGERS; SOURCE: AUTHORS
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This is quite natural, since, according to the Russian Fund ,Public opinion”, the most
popular application for communication among Russians is WhatsApp: it is used by
39% of all respondents and 58% of daily Internet audience. Viber is installed on devi-
ces by 29% of respondents (43% of the daily audience), Skype - by 19% of residents (29%
of the daily audience), Telegram is used by 10% of Russians (15% of the daily Internet
audience), ICQ is used by only 1% of citizens (Bashkatov 2018).

On the question of public information and communication resources that can
make the company work more efficiently, the majority of respondents cited the sec-
tion ,Information about the security threat” to the Federal Tourism Agency websi-
te (Figure 3).
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FIGURE 3: STATE INFORMATION AND COMMUNICATION RESOURCES USED BY TOURIST COMPANIES; SOURCE: AUTHORS



This is due to the complicated international situation in general and, in particular,
deteriorating security conditions at the popular destinations of Russians (Turkey,
Egypt, Thailand, etc.). Among the information and communication technologies con-
tributing to the improvement of the quality of tourist services, the Internet was the
leader in the number of answers. Also named respondents were services such as SSL
Certificate Komodo, amoCRM, Zendesk, etc. With regards to the introduction of new
information and communication technologies, most respondents plan to use auto-
mated marketing platforms, such Mindbox. These systems allow almost few clicks to
set up the sales funnel, to segment the market, set up sales scripts for managers, and
improve customer loyalty, increase average check and much more.

Communication (along with economic) component of the institutional envi-
ronment of entrepreneurial activity of tourism is the most important by respon-
dents' opinion (Figure 4), and is characterized by a number of stable trends, such as:

| rapid development of information communication due to the multiplier

effect of tourist areas,

| growth in the number of mobile applications for booking accommodation, bu-

ying tickets for all modes of transport, food delivery, virtual tours and navi-
gation systems;

emergence of new information tourist centers,

| collaboration of international payment systems with airlines, hotel chains,

and so on within the various customer loyalty programs,

| bloggers popularization activities and increase the authority of ,unofficial”

information that consumers of tourism services often rely to a greater extent
than the ,official”,

| acceleration of information transmission speed to prevent danger to life, he-

alth, safety and improving the quality of tourism and recreational services.
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FIGURE 4: THE MOST IMPORTANT ELEMENTS OF THE INSTITUTIONAL ENVIRONMENT TOURISM AND RECREATION ACTIVITIES;
SOURCE: AUTHORS
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6 Conclusion

The authors concluded that the automation of management pro-
cesses and the introduction of information and communication technologies in the
entrepreneurial sector of the tourism industry of St. Petersburg is proceeding at an
active pace. The overwhelming majority of organizations are willing to rapidly intro-
duce the latest technologies and use communication tools in the business, thereby
increasing the efficiency of their activities. The increase in the number of tourist in-
formation centers and mobile services simplifies access to tourist services at all le-
vels and increases the speed and quality of their provision. However, the problem of
building an effective system of interaction between tourism enterprises and their
partners, subagents and directly potential tourists in the online mode remains open.
This is especially important in the conditions of high competition in the market of
tourist services in St. Petersburg and a permanent increase in prices and an increa-
se in the main items of expenditure of citizens. The presence on the Internet, social
networks, instant messengers and the presence of mobile applications clearly increa-
se the likelihood of increasing the efficiency of the travel industry company, but with
close contact with the user, because without this, no software product alone can work
and bring the desired result.
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THE EFFECT OF COMPANY GUEST
SPEAKERS ON PERCEIVED
EMPLOYER ATTRACTIVENESS

Employer branding plays a vital role in attracting and retaining skilled and
motivated employees for the organization. Here, a significant amount of
companies addresses students as one of their focal target groups when
conducting employer branding activities. In this context a wide variety of
methods is applied to communicate the employer brand, such as company career
websites, social media or job fairs. In Germany, another common method is

to send guest speakers to universities and business schools. Here, they have

the chance to give a company presentation and to talk about practical aspects

of their business as part of lectures or seminars. By doing so, they also try to
positively affect the perceived employer attractiveness of business students.
Despite the popularity of this method, little research has been conducted on the
effectiveness of guest speakers on employer attractiveness. This exploratory
study is based on data collected from 416 business students who participated in
eight guest lecture sessions. The results show that guest speakers’ performance
significantly affects perceived employer attractiveness, and that the magnitude
of this effect is moderated by the degree of students’ company awareness.

In addition, it was analyzed to what extent guest speakers’ enthusiasm,
communication and presentations skills, and expertise affect the overall rating
of the guest speakers’ performance. It can be shown that enthusiasm has the
greatest influence, while expertise has virtually none. Overall, the results
contribute to research on the effectiveness of company guest speakers as

an employer branding method among the target group of business students.
Practical implications are also discussed which can support companies in utilizing
their employees or managers as guest speakers more efficiently.

1Importance of employer branding activities in the early recruiting phase
Employer branding (EB) has received growing attention in both research and prac-
tice (Cable and Turban 2003, Backhaus and Tikoo 2004). Given the increasing short-
age of experienced and skilled workers, organizations have intensified their efforts
to influence and attract talent (Kriegler 2015). When looking at Germany, labour force
shortage is likely to grow in the future due to demographic change (Trost 2011, Wein-
ert 2018). In addition, organizations struggle to attract candidates in the light of
changing occupational preferences. As a result, companies are increasingly compet-
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ing for qualified personnel (Woodruff 1999, Michaels, Handfiled-Jones and Axelrod
2001). Therefore, they intensify their EB activities, which are not just geared towards
attracting experienced professionals and executives anymore. Organizations also
show more effort in targeting university graduates. Especially those with a degree
in business administration, engineering, IT or related fields (Ginsburg and Goebel
2013). We understand EB methods as those communication activities that are intend-
ed to enhance the perceived employer attractiveness among a target group of poten-
tial employees. Here, students are one of the main target groups and companies are
constantly looking for best ways to address them accordingly (Bottger 2012).

In order to position themselves as attractive employers, the early phase of
recruitment seems particularly important. First of all, it determines the pool of ap-
plicants from which the company can draw from (DeArmond and Crawford 2011).
Secondly, perceived employer attractiveness does not change significantly during
further phases of the recruiting process (Turban 2001). That makes it necessary to
apply effective and targeted EB methods early on. However, little attention has been
paid to this recruiting phase so far (Breaugh 2013). The focus of this study is therefore
on this phase. A popular EB method in this context applied by companies in Germany
to shape the perceived employer attractiveness is to send guest speakers to universi-
ties and business schools. So far little empirical evidence can be found on the effecti-
veness of this EB method though.

There is a rich research stream on

2 Popular employer branding methods
how to address and communicate with potential employees from a company perspec-
tive (Thielsch et al. 2012). Traditionally companies have used offline methods, such
as face-to-face communication and the distribution of print material to address can-
diates, especially within the realm of campus recruiting. Today, online instruments
(e.g., company webpages, job portals, direct contact via social media etc.) are increas-
ingly used as EB methods to faster and selectively interact with candidates in a cost-
efficient manner (Hohaus 2018). Despite the rise of online instruments, there is still
a tremendous amount of offline activities conducted. Some authors claim, that the
effectiveness of social media instruments is overemphasized. Candidates appreciate
the advantages in personal interaction when it comes to getting to know a company.
Especially students ask for trustable suggestions and opinions when searching and
choosing an employer. Here, the personal contact plays a significant role in build-
ing a reliable reputation (Sponheuer 2010, Turban and Dougherty 1992). In Germany,
companies are intensively using campus recruitment activities to address potential
employees directly, especially by company presentations throughout lectures. The
disadvantage of these actions is the resource-intensive expense. However, the chance
to personally interact with potential employees and to give a realistic impression
about the company and related issues can be seen as one of the most important rea-
sons why companies chose these methods (Kriiger 2018). Also Backhaus and Tikoo
(2004) stress the importance of perceptional accuracy about the organization when
conducting recruitment activities. Unrealistic expectations of recruits can lead to
subsequent disappointment at a later stage and effect in reduced job satisfaction and

trust, decreased job performance and, thus, in an increased intention to quit. There-
fore, a personal and realistic description about the company and the employment op-
portunity early-on is key to set the right expectations, to increase trust and to reduce
potential role ambiguity (Backhaus and Tikoo 2004, Cable Aiman-Smith and Edwards
2000). In effect, this will reduce unreal expectations and lead to lower employee turn-
over (Backhaus and Tikoo 2004).

In summary, company presentations and guest lectures play an essential role
in effectively recruiting (see also Arachchige and Robertson 2011). Especially stu-
dents of business-related studies positively evaluate company presentations and gu-
est lectures as an instrument to gather information about companies (Thielsch et
al. 2012). Also, research about the future development of recruiting activities shows
that those methods, based on personal interaction - like guest lectures and compa-
ny presentations - will be of significance to foster the employer attractiveness (Lo-
haus et al. 2018).

3 Employer attractiveness The above mentioned EB methods have in com-
mon that they try to create a positive employer image, which is viewed as attractive
by the target group. Employer attractiveness can be defined as ,the envisioned ben-
efits that a potential employee sees in a specific organization” (Berthon, Ewing and
Hah 2005, p. 151). In order to be able to examine attractiveness factors, it is necessary
to clarify what is perceived by applicants and future employees as a benefit. Although
various market research studies exist that try to determine what shapes employer at-
tractiveness (when looking at Germany, the Trendence Institute regularly publishes
their so called ,Graduate and young professional surveys" for example Trendence In-
stitute 2018), these studies are quite heterogeneous in terms of target groups, disci-
plines and regions. Thus, they show very different results, which, at best, provide a
first indication of which factors are generally important to employer attractiveness.
However, they do not sufficiently indicate which factors are particularly important
in the early phase of recruitment. For this purpose, the attractiveness factors must
be classified according to their temporal availability. Lohaus, Rietz and Haase (2013)
have come up with such a classification. They cluster the different attractiveness fac-
tors in four categories:
| 1. Factual company characteristics are for instance industry, size or location.
Such features are mostly publicly known or can be easily researched. There-
fore, they are easily available early in the application process. They are often
used for personnel marketing purposes and it has been shown that they are
relevant for employer attractiveness (Turban and Keon 1993).
| 2. The public perception of the company is linked with its reputation or image.
Such features are, just like the aforementioned, publicly known or can at least
be easily researched. Being part of an organization people are aware of, and
which has a positive reputation or image can result in a symbolic benefit for
the employees (Backhaus and Tikoo 2004).
| 3. Actual conditions of the employment contract refer to compensation and
benefits, working hours, place of work etc. These factors are also actively sha-
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ped by companies but such information is not publicly known and can har-
dly be researched (except, for example, as general information, such as salary
levels laid down in collective wage agreements). As such, this information is
known by applicants in late stages of the application process.

| 4. A fourth group of characteristics is called lived values, which is linked in
particular to the corporate culture, developmental opportunities, career
progression or job content. These factors are also used to increase employer
attractiveness. They are only very limited publicly available but company re-
presentatives (such as guest speakers) can represent these characteristics. In
other words, they serve as testimonials.

The employer attractiveness factors of the first two groups are also known as sym-
bolic corporate attributes, while the two others are called instrumental corporate at-
tributes (Highhouse, Thornbury and Little 2007). This study examines how symbolic
and instrumental attributes affect employer attractiveness. Specifically, in this con-
text, the awareness of the company (known versus unknown) as a symbolic attribute
and the performance of the guest speaker as an instrumental attribute is examined.

4 Theory and hypotheses
ly made to the person organization fit (P-O fit) approach. P-O fit is the degree of corre-

In terms of employer choice, reference is frequent-

spondence between individuals and organizations, mostly in terms of values (Leung
and Chaturvedi 2011). Subjectively perceived fit has proven to be the most important
driver of recruitment outcomes (Ployhart 2006, Highhouse, Thornbury and Little
2007, Uggerslev, Fassina and Kraichy 2012). For example, P-O fit correlates with em-
ployer attractiveness and the choice of job offer, performance, job satisfaction, com-
mitment, and turnover (Backhaus 2003, Hoffman and Woehr 2006, Piasentin and
Chapman 2006). The P-O fit approach is the theoretical basis for the investigation of
instrumental corporate attributes (Piasentin and Chapman 2006, Ployhart 2006), but
is barely studied in the context of evaluating employer attractiveness in early stages
of the recruitment process (Slaughter and Greguras 2009).

Social identity theory (Tajfel 1978, Tajfel and Turner 1985) can be applied to ex-
plore the impact of symbolic corporate attributes (Backhaus 2003, Love and Singh
2011). They can serve as a source of pride and increase an employee’s self-esteem as
being part of a special social group. Belonging to an in-group can serve as a means
of expressing one's own preferences. It makes it possible to stand out in a positive
way from relevant other groups (out-groups). Studies show that symbolic attributes
such as image and reputation are important predictors of employer attractiveness
(Ployhart 2006). Symbolic attributes are considered a distinguishing feature betwe-
en companies when all other factors (e.g., job content, salary, i.e. instrumental corpo-
rate attributes) are more or less the same. Accordingly, they have incremental value
(Highhouse, Lievens and Sinar 2003, Ployhart 2006, Highhouse, Thornbury and Little
2007) and are less significant than the instrumental attributes. But there are also in-
dications that instrumental and symbolic attributes are equally important or that
symbolic attributes are even more valuable than instrumental ones (Breaugh 2013).

The findings are ambiguous and more research is required on this topic (Tsai and
Yang 2010).

Accordingly, symbolic as well as factual corporate attributes should have an
influence. Their relative influence on employer attractiveness is unclear though. An
interaction cannot be derived from theoretical approaches and previous findings.
Accordingly, the following hypotheses are derived:

| Hypothesis 1. Companies (represented by a guest speaker) which are known

are considered more attractive as unknown companies.

| Hypothesis 2. Companies are considered more attractive when a guest spe-

aker’s performance is considered positive.

Only a few studies on company guest speakers exists. However, scientific evidence
can be found in related disciplines, which can enrich our understanding of what con-
tributes to a successful company guest speaker session. In general, guest speakers
are perceived by students as very beneficial as they enrich their education. They pro-
vide first-hand knowledge about the company such as the working environment and
they give career-specific information (Metrejean, Pittman and Zarzeski 2001). Garret-
son and Niedrich (2004) found spokescharacters to create positive brand attitudes.

A recent study of Nachtwei (2018) among German students found 21 attribu-
tes in sum that had a positive effect on the evaluation of a professor’s lecture perfor-
mance. The four most important ones are ,fairness”, ,respectfulness”, ,reliability”
and ,expertise”. The latter was again found to be important in a survey conducted
by Chang (2013) besides ,likeability” and ,relevance” for a favourable evaluation of
company spokes-persons among Taiwanese students. According to Turban and Dou-
gherthy (1992) the attribute ,interest” in the candidate, had the strongest influence
of a guest speaker on the attraction of students.

In addition, it is acknowledged that logically structured presentations are per-
ceived by the target audience in a more favourable way (Minto 2008). A vast amount of
studies in sales and marketing shows that sales people performance is positively in-
fluenced by presentation and communication skills (e.g Drollinger and Comer 2013,
Johlke 2006, Boroom et al. 1998). On the basis of the available findings, it cannot be
clearly stated which factors have the greatest influence on guest speaker performan-
ce. As part of this study, three factors are examined in more detail. Accordingly, the
following hypotheses are derived:

| Hypothesis 3. Perceived company guest speaker enthusiasm has a positive

effect on guest speaker performance.

| Hypothesis 4. Perceived company guest speaker communication and presen-

tation skills have a positive effect on guest speaker performance.

| Hypothesis 5. Perceived company guest speaker expertise has a positive effect

on guest speaker performance.

5 Methods Data were collected end of 2017
and in early 2018 from 416 business students enrolled in an university of applied sci-

5.1 Procedure and sample

ences in Germany. The students participated in eight guest lecture sessions. All stu-
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dents were in their last year of their bachelor’s degree education. About the same
number of female and male students participated (female = 205; male = 202). The
mean age of the respondents was approximately 22 years (mean = 22.39; SD = 2.44).
Participation was done on a voluntary basis. Data were collected anonymously and
via a paper-pencil questionnaire which was distributed to the participants and filled
out directly after each guest lecture session. To alleviate possible priming effects the
students were only told that they participated in a research project on EB.

5.2 Dependent and independent variables

The dependent variable employer
attractiveness was measured via a six-point likert scale (1 = very low to 6 = very high)
on the basis of five items. The items were taken from the study of Turban and Keon
(1993) and translated into German. An example of an item was ,I would very much
like to work for this organization”. Reliability estimates yielded a Cronbachs a of .89.
Awareness of the company represented by the guest speaker served as an independ-
ent variable. It was measured with one item ,Have you already heard of the company
before the guest lecture?” (yes versus no). The guest speaker performance served as
another independent variable, which was measured by the item ,How would you over-
all rate the guest lecture session?” (1=very bad to 6 = very good). To perform a two-fac-
torial analysis of variance though the variable was transformed to an ordinal scale
(ratings 1and 2 =bad, rating 3 and 4 = neither good, nor bad, ratings 5 and 6 = good). In
addition, it was analyzed to what extent guest speakers’ enthusiasm, communication
and presentations skills, and expertise affect the overall rating of the guest speak-
ers’ performance. Each factor was measured by three items. Examples of items are
~The guest speaker shows authentic emotions to inspire others” or ,The guest speak-
er shows comprehensive presentation techniques”. The internal consistency of the
enthusiasm (a = .84), communication and presentations skills (a = .81), and expertise
(a =.61) scales was satisfactory.

5.3 Results
are shown in table 1. The results could not confirm hypothesis 1, according to which

The descriptive statistics of the two-factorial analysis of variance

known companies are judged to be more attractive than unknown companies (F (1,
410) = 0.98, p = .322, n2 = .002). Hypothesis 2 could be confirmed though (F (2, 410) =
116.52, p = .000, n2 = .362). Companies are considered to be more attractive when a
guest speaker's performance is considered positive. The interaction between both
independent variables is also significant (F (2, 410) = 6.62, p = .000, n2 = .031). The in-
teraction is shown in figure 1. Positively perceived guest lecture performance by rep-
resentatives of well-known companies show a stronger impact on perceived employer
attractiveness compared to positively perceived guest lectures by representatives of
unknown companies. However, it turns out that negatively perceived guest lectures
by representatives of unknown companies show a not so marked decline in perceived
attractiveness compared to negatively perceived guest lectures by representatives of

well-known companies.

Dependent variable: company attractiveness

guest speaker company awareness Mean SD N
performance
good known 4.40 1.08 81
unknown 4.04 118 67
total 4.24 114 148
neither good nor bad known 2.99 0.93 89
unknown 3.09 1.03 69
total 3.02 0.97 158
bad known 215 0.78 52
unknown 2.69 0.65 58
total 243 0.76 10
total known 3.30 1.30 222
unknown 3.29 114 194
total 3.30 1.23 416
TABLE 1: DESCRIPTIVE STATISTICS OF TWO-FACTORIAL ANALYSIS OF VARIANCE; SOURCE: AUTHORS
Company
6,007 awarensss
known
unknown
5,00
w
w
o
c
@ \
> 4004 2,
L .
L
[
1o
g N
> Y
& 300 8
% A .,-_\_‘\\.
o
L& ]
~_
S
2,00
1,00
Li L] L
good netther good nor bad bad

Guest speaker performance

FIGURE 1: EFFECT OF GUEST SPEAKER PERFORMANCE AND COMPANY AWARENESS ON PERCEIVED COMPANY ATTRACTIVE-

NESS ; SOURCE: AUTHORS
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To test hypotheses 3, a multiple linear regression was carried out to investigate
whether guest speakers’ enthusiasm, communication and presentations skills, and
expertise could significantly predict guest speakers’ perceived performance. The de-
scriptive statistics are shown in table 2. The regression indicated that the model ex-
plained 44.7% of the variance and that the model was a significant predictor of guest
speaker perceived performance, F (3,412) =111.225, p =.000. While enthusiasm (B = .463,
p =.000) and communication and presentation skills (B = .312, p = .002) contributed
significantly to the model, expertise did not (B =.086, p = .351). Accordingly, hypothe-
ses 3 and 4 could be confirmed, while hypothesis 5 could not be.

Mean SD N
guest speaker performance 3.30 1.23 416
enthusiasm 3.25 1.01 416
communication and presentation skills 3.68 0.95 416
expertise 4.28 1M 416

TABLE 2: DESCRIPTIVE STATISTICS OF PERCEIVED ENTHUSIASM, COMMUNICATION AND PRESENTATION SKILLS, AS WELL AS

EXPERTISE ON GUEST SPEAKERS’ PERFORMANCE.; SOURCE: AUTHORS
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6 Discussion In the described study, the effect of the EB instrument ,com-
pany guest speaker” on perceived employer attractiveness in the early phase of re-
cruitment was examined. The impact of company guest speakers at this stage of the
recruitment phase on perceived employer attractiveness has not been the focus of re-
search so far. However, it is of particular importance as it determines whether or not
job seekers apply to a company, and therefore determines the pool of candidates from
which a company can draw from.

Compared to the majority of previous research, this study is unique to the ex-
tent that it examined the effect of both instrumental as well as symbolic corporate
attributes on employer attractiveness. As discussed before, previous research on the
relative impact of symbolic versus instrumental corporate attributes on employer at-
tractiveness is inconsistent. As such, further studies are needed.

Symbolic company characteristics, which are available publicly and early in
the application process, were expected to affect perceived employer attractiveness.
Symbolic corporate attributes are for example company size, industry, location or
reputation. The latter was examined more closely in this study as a symbolic fea-
ture. Previous research indicates that company reputation is an important factor in
attracting qualified personnel (Turban 2001, Brooks et al. 2003). The results of this
study, however, show no significant influence of corporate reputation on perceived
employer attractiveness.

Instrumental corporate attributes such as compensation and benefits, person-
nel development opportunities or corporate culture usually become visible in later
stages of the application process, some even after a person has signed the employ-
ment contract and joined the organization. Company guest speakers though serve as
representatives of their organization and its values. As such, they represent soft in-

strumental corporate attributes. The results of this study show that guest speakers’
performance significantly impacts perceived employer attractiveness. The effect of
company guest speakers (12 =.362) is also far greater than that of company awareness
(n2 = .002). This finding confirms the results of Highhouse et al. (2007), Lievens and
Highhouse (2003) and Ployhart (2006) according to which instrumental corporate at-
tributes exert a stronger influence on employer attractiveness than symbolic ones.
In addition, a significant interaction between company awareness and guest speaker
performance was found. This shows that both factors in combination influence em-
ployer attractiveness.

When it comes to the factors that contribute the most to guest speaker perfor-
mance it was found that perceived enthusiasm has the greatest effect, while guest
speakers’ expertise has virtually none. Given the relatively little empirical evidence
when it comes to the factors that make up for a well perceived guest speaker ses-
sion, additional research seems necessary. In particular, Weilbaker and Merritt (1992)
showed that campus recruiter were perceived very differently by men and female
students. For female students ,interest” and ,friendliness” were more important
than for male students. The study revealed as well significant differences between
other sub-groups based on students’ work experience and career orientation.

An important limitation of the study is that it was done exclusively with busi-
ness students. Accordingly, the effects on students of other subject groups should
be reviewed. In addition, studies show that students - at least in Germany - prefer to
work for private companies rather than for other organizations, for instance from
the public sector (Trendence Institut 2018). Subsequent studies should therefore in-
vestigate the extent to which the type of organization the guest speaker represents
has an influence on the perceived employer attractiveness.

Further research should also examine the extent to which the results present-
ed here can be transferred to other countries and cultures. Using company guest
speakers for EB or recruiting is not a phenomenon limited to Germany. Especially in
the US, this method has been used for years (Weilbacker and Merritt 1992, Metrejean,
Pittman and Zarzeski 2002). Nevertheless, systematic comparative studies on EB
methods in general and the use of company guest speakers in particular are lacking.

Coming to the practical implications of this study, it can first be stated that
company guest speakers can be a successful EB method to increase employer attrac-
tiveness among the target group of business students. This applies to both known
and unknown companies. Particular importance seems to be attached to the choice
of the guest speakers. How they are perceived by the students significantly influenc-
es their rating of employer attractiveness. In particular, guest speakers seem well-
suited who show a lot of enthusiasm and have comprehensive communication and
presentation skills. Therefore, companies seem well advised to pay more attention to
selecting the right company representatives as guest speakers. Soft aspects like the
aforementioned seem to be much more important than hard technical competence.
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Résumé Vplyv hostujticich predndsajticich spolocnosti na vnimanii atraktivnost zamestndvatela

Znacka zamestndvatela zohrdva zdsadnd dlohu pri ziskavani a udrZani kvalifikovangch a motivovanych zamestnancov organizdcie. Tu
znacné mnoZstvo spolocnosti oslovuje Studentov ako jednu zo svojich tstredngch cielovich skupin pri vykondvani aktivit suvisiacich
so znackou zamestndvatela. V tejto sivislosti sa na komunikdciu znacky zamestndvatela pouZiva Sirokd Skdla metdd, ako sui webové

strdnky spolocnosti v oblasti kariéry, socidlne médid alebo veltrhy prdce. V Nemecku je dalSou beZznou metddou vysielanie hostujtcich
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predndsajlcich na univerzity a obchodné skoly. Tu maji mozZnost v rdmci predndsok alebo semindrov prezentovat spolocnost a hovorit
o praktickgch aspektoch svojho podnikania. Tgm sa tieZ snaZi pozitivne ovplyvnit vnimand atraktivitu zamestndvatela u Studentov ob-
chodu. Napriek popularite tejto metddy sa uskutocnil maly prieskum dcinnosti hostuijtcich predndsaijicich na pritaZlivost zamestndva-
tela. Tdto prieskumnd Stidia vychddza z (dajov ziskangjch od 416 Studentov obchodu, ktori sa zicastnili 6smich hostujicich prednds-
kovgch reldcii. Vysledky ukazujd, Ze vijkon hostujticich predndsajicich vyznamne ovplyviiuje vnimand pritaZlivost zamestndvatela a Ze
rozsah tohto tcinku je zmierneny stupriom informovanosti Studentov o spolocnosti. Okrem toho sa analyzovalo, do akej miery ovplyv-
fiuji nadSenie hostujticich predndsajticich, komunikacné a prezentacné zrucnosti, komunikacné a prezentacné schopnosti a odborné
znalosti celkové hodnotenie vijkonu hostuijicich predndsaijiicich. Je mozné preukdzat, Ze nadsSenie md najvacsi vplyv, zatial ¢o odbor-
nost nemd takmer Ziadny. Celkovo vysledky prispievaiju k viskumu efektivnosti hostujlcich predndsajticich spolocnosti ako metddy bu-
dovania znacky zamestndvatela u cielovej skupiny Studentov obchodu. Diskutuje sa aj o praktickgch désledkoch, ktoré mézu podporit

spolocnosti pri efektivnejSom vyuZivani svojich zamestnancov alebo manaZérov ako hostuijtcich predndsajticich.
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CRM V TELEKOMUNIKACNEJ
FIRME. CasTI.

Nastup novych technoldgii a technologickych trendov spdsobil, Ze vel'ka vacsina
telekomunikaénych firiem musela zobrat do tivahy neustale klesajtici trend
vyvoja vynosov a pocet zdkaznikov. Kltiéom k tispechu sa stala zmena pristupu

k samotnym zakaznikom prostrednictvom riadenia vztahov so zakaznikmi.
Cielom prace bolo identifikovat zmenu v postojoch zakaznikov v désledku
implementdcie CRM systému do firmy v roku 2014 a nasledne po implementicii

v roku 2018 v zavislosti od pohlavia respondentov. Z vysledkov vyskumu vyplyva,
Ze v skiimanej telekomunikacnej firme doslo k narastu pozitivnej zmeny vo
vnimani zavedenia systému CRM. Na uvedeni zmenu malo vplyv pohlavie
respondentov.

1Uvod
tizi (Musova 2015). Idedlne esSte skor, nez to sdm zisti (Novotny 2015). Ak chce firma

Dnesny zdkaznik chce, aby ho firmy dokonale poznali a vedeli, po com

uspiet, musi svojich zdkaznikov poznat. Jednym z prostriedkov, ktory to umoziuje je
riadenie vztahov so zdkaznikom (CRM). Odborn4 literattira poskytuje rézne pristupy
k definovaniu CRM (Elfarmawi 2019, Hung et al. 2019, Miiller et al. 2018, Benda-Pro-
keinova et al. 2017, Haislip, Richardson 2017, Barta, Keller 2016, Weerd et al. 2016, So-
larova 2015). Podla Bartu et al. (2009) CRM predstavuje proaktivne riadenie vztahov
s jednotlivymi zdkaznikmi vo vSetkych bodoch vzajomného kontaktu. Ide o riade-
nie ¢innosti vo vnutri firmy a spésoby komunikacie vo¢i zdkaznikom tak, aby ich
komplexnost v kone¢nom désledku zaistila dlhodobt spokojnost zdkaznika, ktora
povedie k opakovanej kiipe tovarov alebo sluzieb, pripadne k posilneniu mena fir-
my (Ryals, Know 2001). Goldenberg (2008) rozsiruje vymedzenie CRM a definuje ho
ako pristup firmy integrujici Iudi, procesy a technolégie smerom k maximalizécii
vztahov so zdkaznikmi alebo ako systém na poskytovanie ¢o najuzsej koordinécie
so zakaznikmi. Podla Basla a Blazicka (2012) ide o komplex technolégii (aplikacného
a zdkladného softvéru, technickych prostriedkov), podnikovych procesov a personal-
nych zdrojov urcenych pre riadenie a priebezné zaistovanie vztahov so zdkaznikmi
firmy, a to v oblastiach podpory obchodnych ¢innosti ako napriklad predaja, marke-
tingu a podpory zdkaznika i zdkaznickych sluzieb. San-Martin et al. (2016) prindsajui
iny pohlad a hovoria o maximalizovani hodnoty vztahu firmy so zdkaznikom pros-
trednictvom systematického procesu riadenia pociato¢ného, udrziavacieho a konco-
vého vztahu so zdkaznikom. Pri definovani CRM sa Kostojohn et al. (2011) odvoldvajd
na stratégiu, ktord je zamerand na rozvoj a udrzanie maximalnej hodnoty zo vzta-
hov so zdkaznikmi.

37



38

Cielom kazdej firmy je vytvarat dlhodobé vztahy so svojimi zdkaznikmi. Tyka
sa to aj telekomunikacnych firiem, ktoré pésobia na telekomunika¢nom trhu. Ten
je charakterizovany ako velmi Specificky, pretoze vicsina najvicsich telekomuni-
kacénych operatorov vznikla z byvalych monopolnych statnych spolo¢nosti, ktoré
presli privatizacnym procesom. Okrem spolo¢nost{, ktoré pdsobia na telekomunikac-
nom trhu, ma vyrazny vplyv na fungovanie celého trhu aj reguldcia. Lokdlne regu-
la¢né trady spolu s pravidlami Eurdpskej tinie vytvarajui prostredie a podmienky,
ktoré vo vyraznej miere ovplyviiuji spravanie operitorov. Uvedené podmienky vy-
znamne prispeli k tomu, Ze sa telekomunikaéni operatori zacali konsolidovat a me-
nit svoj pristup k zdkaznikom. Firmy zjednodusovali existujtice produktové portfélia
a zacali vytvarat nové produktové rady. Zmeny nastali aj v pristupe k samotnym za-
kaznikom, napriklad vytvaranim a hlfadanim novych segmentov a pouzZivanim mar-
ketingovych technik, ktoré nabrali na vaZnosti.

Klticom k tdspechu sa stdva ziskavanie, analyzovanie, zhodnotenie a pouzitie
potrebnych informacii a ndsledne ich transformovanie na dolezité znalosti o potre-
bach zakaznikov, ich spriavani a postojoch, ktoré tvoria podklad pre tvorbu pro-
duktov a ponuku sluZieb prindsajticich vyssiu hodnotu (Garrido-Moreno a kol. 2014,
Gubiniova 2009). Takéto riadenie CRM vytvara kvalitnej$ie podmienky k poznaniu
klticovych zdkaznikov a k pochopeniu ich potrieb.

Cielom préce je identifikovat zmenu v postojoch zdkaznikov v désledku imple-
mentacie CRM systému do firmy v roku 2014 a ndsledne po implementécii v roku 2018
v zéavislosti od pohlavia respondentov.

2 Metodika
Cielovi skupinu tvorilo 2 220 000 zdkaznikov telekomunikac¢nej firmy v roku 2014

Vyskum sa uskutoc¢nil v rokoch 2014 a 2018 formou dotaznikov.

a 2369000 zdkaznikov v roku 2018. Pre vypocet minimdalneho rozsahu vyberového
stiboru (n) bol pouzity matematicky vztah, ktory vyjadruje n ako funkciu pozadova-
nej spolahlivosti a presnosti pri urcitej variabilite skimaného znaku v zdakladnom
stibore (Scheer, Sedmak 2007):

z
n=

52

@/
a5

kde:

n - rozsah vijberového siboru,

z a/2 - hodnota normovanej ndhodnej veliciny z (1,96 pre a = 0,05),

A% - poZadovand presnost,

82 - odhad smerodajnej odchijlky.

Vyskumnu vzorku tvorilo celkovo 3282 respondentov, ¢im bolo uvedené kritérium
splnené. Vyber respondentov bol zabezpeceny cielenym vyberom tak, aby bolo moz-
né ziskat porovnatelné sibory z hladiska ich zloZenia a struktiry (kvétna metéda
vyberu). Pri realizécii kvétneho vyberu bolo potrebné urcit kontrolné znaky, ktoré
sd lahko zistiteIné u dopytovanych, v nasom vyskume to bolo pohlavie (Scheer, Sed-
miak 2007).

K zisteniu postojov zdkaznikov bola pouZitd metéda dopytovania. Dotaznik pozo-
stdval z uzavretych otdzok. Prvd cast dotaznika analyzovala socio-demografické
charakteristiky respondentov. Druh4d ¢ast dotaznika bola zamerand na ziskanie po-
stojov zdkaznikov v oblasti produktov, procesov a integracie firmy. Odpovede mali
charakter jednoduchého vyberu. Respondenti mohli kazdej otdzke priradit jeden zo
Styroch stupniov miery stihlasu podla Likertovej §kdly nasledovne: 4 = urcite dno,
3 =4no, 2 = existuje moznost zlepSenia, 1= nie. MoZnost neutralneho postoja bola vy-
ldcend, ¢o vSak nemad dopad na vysledky vyskumu.

Vyskumu sa v roku 2014 zicastnilo 1633 respondentov a v roku 2018 participo-
valo na vyskume 1649 respondentov v zlozeni podla Tabulky 1.

Ukazovatel 2014 2018
Pocet % Pocet %
Pohlavie Muzi 108 67,93 863 52,33
Zeny 525 32,07 786 47,67
Spolu 1633 100,00 1649 100,00

TABULKA 1: ZLOZENIE VYSKUMNEJ VZORKY; ZDROJ: VLASTNE SPRACOVANIE

Ziskané tdaje boli spracované pomocou programu STATISTICA 12. Na hladine vy-
znamnosti a = 0,05 boli prostrednictvom analyzy variancie (ANOVA) overované
hypotézy:
| 1. H1 - Predpokladdme, Ze z hladiska éasu déjde k pozitivnej zmene vo vnima-
nizavedenia systému CRM.
| 2. H2 - Predpokladdme, Ze z hladiska pohlavia nebudd rozdiely vo vhimani za-
vedenia systému CRM.

3 Vysledky prace a diskusia V rdmci vyskumu, ktory sa realizoval v rokoch
2014 a 2018, sa skimali postoje zdkaznikov na CRM systém v Case jeho implementécie
(v roku 2014) a nasledne po jeho implementovani (v roku 2018). Predmetom skimania
boli poskytované produkty, podnikové procesy a integracia firmy. Analyzy sa realizo-
vali s déorazom na vnimanie jednotlivych oblasti z hladiska pohlavia respondentov.

3.1 Implementdcia CRM systému s orientdaciou na produkty Pri skimani

CRM systému z hladiska produktov bolo predmetom skiimania celkovo 5 oblasti. Islo
o spokojnost s kvalitou poskytovanych produktov firmy, odporucenie produktov fir-
my, primeranost ceny produktov, inovativnost firmy a déleZitost internetu ako nevy-
hnutnej sicasti zivota zakaznikov.

V prvej skiimanej oblasti, ktorou bola spokojnost s kvalitou poskytovanych pro-
duktov firmy, m6Zeme na zdklade vysledkov prezentovanych na Grafe 1 konstatovat
kvantitativny narast pozitivnych odpovedi a pokles ostatnych odpovedi. Uvedenym
zistenim potvrdzujeme hypotézu H1.
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GRAF 1: ABSOLUTNA POCETNOST ODPOVEDI RESPONDENTOV V OBLASTI SPOKOJNOSTI S KVALITOU POSKYTOVANYCH PRO- Rok e
DUKTOV FIRMY (MIERA SUHLASU) ; ZDROJ: VLASTNE SPRACOVANIE GRAF 2: BOX PLOT - SPOKOJNOST S KVALITOU POSKYTOVANYCH PRODUKTOV FIRMY Z HLADISKA POHLAVIA A CASU;
ZDROJ: VLASTNE SPRACOVANIE
V dalsom kroku sme overovali existenciu §tatisticky vyznamnych rozdielov z hladis-
ka pohlavia a ¢asu. Vysledky prezentuje Tabulka 2 a Graf 2. Na zdklade dosiahnutych Graf 3 prezentuje absolitnu pocetnost odpovedi respondentov v oblasti odpordcani
vysledkov mo6Zeme konstatovat Statisticky vyznamné rozdiely medzi odpovedami produktov firmy. Konstatujeme kvantitativny ndrast pozitivnych odpovedi a pokles
zien a muzov v roku 2014, medzi Zenami v roku 2014 a v roku 2018, medzi Zenami ostatnych odpovedi, ¢im potvrdzujeme hypotézu H1.
v roku 2014 a muZmi v roku 2018. Uvedenymi zisteniami hypotézu H2 zamietame.
m2014 m2018
Pohlavie/Rok muz 2014 Zena 2014 muz 2018 Zena 2018 5
Priemer 3,8493 31978 3,8169 3,8753 i =
muz 2014 0,000008 0,700821 0,831770 .
Zena 2014 0,000008 0,000008 0,000008
muz 2018 0,700821 0,000008 0,274536
Zena 2018 0,831770 0,000008 0,274536
POZNAMKA: STATISTICKY VYZNAMNE ROZDIELY SU ZVYRAZNENE TUCNYM PISMOM
TABULKA 2: SPOKOJNOST S KVALITOU POSKYTOVANYCH PRODUKTOV FIRMY Z HLADISKA POHLAVIA A CASU;
ZDROJ: VLASTNE SPRACOVANIE
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GRAF 3: ABSOLUTNA POCETNOST ODPOVEDI V OBLASTI ODPORUCENT PRODUKTOV FIRMY (MIERA SUHLASU);
ZDROJ: VLASTNE SPRACOVANIE
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Tabulka 3 ukazuje rozdiely v odpovediach respondentov podla pohlavia a v ¢ase. M6-
zeme konsStatovat Statisticky vyznamné rozdiely medzi odpovedami medzi Zenami
v roku 2014 a v roku 2018, medzi Zenami v roku 2018 a muZmi v roku 2018 (graf 4).

Tymto hypotézu H2 zamietame.

Pohlavie/Rok muz 2014 Zena 2014 muz 2018 Zena 2018
Priemer 3,8592 3,8059 3,832 3,9097
muz 2014 0,110949 0,546440 0,078503
Zena 2014 0,110949 0,719362 0,000240
muz 2018 0,546440 0,719362 0,002795
Zena 2018 0,078503 0,000240 0,002795

POZNAMKA: STATISTICKY VYZNAMNE ROZDIELY SU ZVYRAZNENE TUCNYM PISMOM
TABULKA 3: ODPORUCENIE PRODUKTOV FIRMY Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE
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GRAF 4: BOX PLOT - ODPORUCENIE PRODUKTOV FIRMY Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE

V oblasti primeranosti cien produktov méZeme konstatovat nepatrné zvysenie pozi-
tivnych ndzorov na tito oblast. Podrobnejsia $tatistickd analyza (Tabulka 4, Graf 6)
nepreukdzala Statisticky vyznamné rozdiely medzi muzmi a Zenami. Na zdklade vy-
sledkov prezentovanych vysledkov (Tabulka 4, Graf 6) zamietame hypotézu H1 a po-
tvrdzujeme hypotézu H2.
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GRAF 5: ABSOLUTNA POCETNOST ODPOVEDI V OBLASTI PRIMERANOST CENY PRODUKTOV (MIERA SUHLASU);

o
L

ZDROJ: VLASTNE SPRACOVANIE

m2014 w2018
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Pohlavie/Rok muz 2014 Zena 2014 muz 2018 Zena 2018
Priemer 3,8132 3,8189 3,8158 3,7926
muz 2014 0,996776 0,999527 0,829882
Zena 2014 0,996776 0,999537 0,801254
muz 2018 0,999527 0,999537 0,801576
Zena 2018 0,829882 0,801254 0,801576

POZNAMKA: STATISTICKY VYZNAMNE ROZDIELY SU ZVYRAZNENE TUCNYM PISMOM

TABULKA 4: PRIMERANOST CENY PRODUKTOV Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE
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GRAF 6: BOX PLOT - PRIMERANOST CENY PRODUKTOV Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE
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Graf 7 prezentuje absoliitnu pocetnost odpovedi respondentov na oblast inovativnos-
ti firmy. Konstatujeme kvantitativny pokles odpovedi urcite 4no a narast ostatnych
odpovedi. Tymto zamietame hypotézu H1. Tabulka 5 prezentuje rozdiely v odpove-
diach respondentov podla pohlavia a v Case. M6Zeme konstatovat, Ze Statisticky vy-
znamné rozdiely medzi odpovedami v rdmci pohlavi a v rdmci ¢asu nenastali (graf

8). Tymto hypotézu H2 potvrdzujeme.
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GRAF 7: ABSOLUTNA POCETNOST ODPOVEDI V OBLASTI INOVATIVNOSTI FIRMY (MIERA SUHLASU); ZDROJ: VLASTNE

SPRACOVANIE
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Pohlavie/Rok muz 2014 Zena 2014 muz 2018 Zena 2018
Priemer 3,5884 3,573 3,5469 3,5700
muz 2014 0,973604 0,542609 0,939044
Zena 2014 0,973604 0,899935 0,999822
muz 2018 0,542609 0,899935 0,904487
Zena 2018 0,939044 0,999822 0,904487

POZNAMKA: STATISTICKY VYZNAMNE ROZDIELY SU ZVYRAZNENE TUCNYM PISMOM

TABULKA 5: INOVATIVNOST FIRMY Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE
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GRAF 8: BOX PLOT - INOVATIVNOST FIRMY; ZDROJ: VLASTNE SPRACOVANIE

GRAF 9: ABSOLUTNA POCETNOST ODPOVEDI RESPONDENTOV NA OBLAST DOLEZITOSTI INTERNETU (MIERA SUHLASU);

V dal$ej casti vyskumu sme skimali délezitost internetu ako nevyhnutnej sticasti zi-
vota zdkaznikov. Vysledky absolitnych pocetnosti odpovedi respondentov prezentu-
je Graf 9. Z vysledkov vyplyva kvantitativny narast odpovedi urcite 4no a ¢iastoény
pokles ostatnych odpovedi. Tymto potvrdzujeme hypotézu H1. Tabulka 6 a Graf
10 ukazujd rozdiely v odpovediach respondentov podla pohlavia a v ¢ase. M6zZeme
konstatovat, Ze Statisticky vyznamné rozdiely medzi odpovedami v rdmci pohlavi
a v rdmci ¢casu nastali medzi muZmi v roku 2018 a muZmi v roku 2014. Na zdklade vy-
sledkov zamietame hypotézu H2.
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ZDROJ: VLASTNE SPRACOVANIE
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Pohlavie/Rok muz 2014 Zena 2014 muz 2018 Zena 2018
Priemer 3,7058 3,7542 3,8134 3,7926
muz 2014 0,358854 0,000160 0,005339
Zena 2014 0,358854 0,221180 0,613890
muz 2018 0,000160 0,221180 0,877360
Zena 2018 0,005339 0,613890 0,877360

m2014 m2018

1350

1300

POZNAMKA: STATISTICKY VYZNAMNE ROZDIELY SU ZVYRAZNENE TUCNYM PISMOM
TABULKA 6: DOLEZITOST INTERNETU Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE
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GRAF 10: BOX PLOT - DOLEZITOST INTERNETU Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE

CRM systém sa

3.2 Implementacia CRM systému s orientiaciou na proces
v ramci podnikovych procesov skiimal prostrednictvom 5 oblasti. Islo o zmenu v pri-
stupe, spokojnost s kvalitou sluzieb, rychlost vybavenia sluzieb, prehladnost webovej
stranky firmy a marketingovd komunikaciu firmy.

Vo vyskume sme dalej zistovali, ¢i respondenti zaregistrovali zmenu v pri-
stupe firmy k zdkaznikom. Z grafu 11 prezentujiceho absolitnu pocetnost odpove-
direspondentov vyplyva, Ze doSlo ku kvantitativnemu ndrastu odpovedi uréite 4no
a Ciastotnému poklesu ostatnych odpovedi. Tymto potvrdzujeme hypotézu Hl. Ta-
bulka 7 prezentuje rozdiely v odpovediach respondentov podla pohlavia v ¢ase. Moze-
me konsStatovat, Ze Statisticky vyznamné rozdiely medzi odpovedami v ramci pohlavi
a v ramci ¢asu nastali medzi Zenami v roku 2018 a ostatnymi kategériami (Graf 12).

Tymto hypotézu H2 zamietame.
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GRAF 11: ABSOLUTNA POCETNOST ODPOVEDI RESPONDENTOV NA OBLAST ZMENY V PRISTUPE FIRMY K ZAKAZNIKOM

L]

(MIERA SUHLASU); ZDROJ: VLASTNE SPRACOVANIE

Pohlavie/Rok muz 2014 Zena 2014 muz 2018 Zena 2018
Priemer 3,7193 3,7006 3,7092 3,8092
muz 2014 0,935299 0,982874 0,008156
Zena 2014 0,935299 0,993953 0,007407
muz 2018 0,982874 0,993953 0,004609
Zena 2018 0,008156 0,007407 0,004609

POZNAMKA: STATISTICKY VYZNAMNE ROZDIELY SU ZVYRAZNENE TUCNYM PISMOM
TABULKA 7: ZMENA V PRISTUPE Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE
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GRAF 12: BOX PLOT - ZMENA V PRISTUPE; ZDROJ: VLASTNE SPRACOVANIE

GRAF 13: ABSOLUTNA POCETNOST ODPOVEDI RESPONDENTOV V OBLASTI SPOKOJNOSTI S KVALITOU POSKYTOVANYCH

V oblasti spokojnosti s kvalitou poskytovanych sluzieb konstatujeme kvantitativny
pokles odpovedi urcite 4no, pokles odpovede dno a narast ostatnych odpovedi (Graf
13). Tymto zamietame hypotézu H1. Tabulka 7 a Graf 14 prezentuji rozdiely v odpo-
vediach respondentov podla pohlavia a v ¢ase. Na zaklade dosiahnutych vysledkov
mozeme konStatovat, ze Statisticky vyznamné rozdiely medzi odpovedami v rdmci
pohlavi a ¢asu nastali u muzov v roku 2018 a ostatnymi kategériami (Tabulka 7, Graf
14). Tymto hypotézu H2 zamietame.
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SLUZIEB (MIERA SUHLASU); ZDROJ: VLASTNE SPRACOVANIE
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Pohlavie/Rok muz 2014 Zena 2014 muz 2018 Zena 2018
Priemer 3,5262 3,5323 3,3893 3,4962
muz 2014 0,999008 0,001811 0,868677
Zena 2014 0,999008 0,009901 0,866410
muz 2018 0,001811 0,009901 0,047338
Zena 2018 0,868677 0,866410 0,047338

POZNAMKA: STATISTICKY VYZNAMNE ROZDIELY SU ZVYRAZNENE TUCNYM PISMOM
TABULKA 8: SPOKOJNOST S KVALITOU POSKYTOVANYCH SLUZIEB Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE
SPRACOVANIE
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GRAF 14: BOX PLOT - SPOKOJNOST S KVALITOU POSKYTOVANYCH SLUZIEB Z HLADISKA POHLAVIA A CASU;

ZDROJ: VLASTNE SPRACOVANIE

Graf 15 prezentuje absolitnu pocetnost odpovedi respondentov na vhimanie rychlos-
ti vybavenia sluZzieb. Konstatujeme kvantitativny pokles odpovedi urcite d4no, pokles
odpovede 4no a nédrast ostatnych odpovedi. Na zdklade vysledkov zamietame hypo-
tézu H1. Rozdiely v odpovediach respondentov podla pohlavia a v ¢ase sumarizuje
Tabulka 8. Z vysledkov vyplyva, Ze Statisticky vyznamné rozdiely medzi odpoveda-
mi v rdmci pohlavi a ¢asu neboli zaznamenané (Graf 16). Tymto zistenim potvrdzu-
jeme hypotézu H2.



) m2
W2014 w2018 V oblasti prehladnosti webovej stranky firmy konstatujeme kvantitativny ndrast od-

povedi urcite 4no, a odpovede nie. Pokles bol zaznamenany pri odpovedi 4no a od-

[

r‘_: L:; povedi existuje moZnost zlep$enia (Graf 17). Tymto potvrdzujeme hypotézu H1. Na
zdklade vysledkov prezentovanych v Tabulke 10 a Grafe 18, konstatujeme, Ze Statis-
ticky vyznamné rozdiely medzi odpovedami v rdmci pohlavi a v rdmci ¢asu nenasta-
li. Tymto zistenim potvrdzujeme hypotézu H2.
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GRAF 15: ABSOLUTNA POCETNOST ODPOVEDI RESPONDENTOV V OBLASTI RYCHLOST VYBAVENIA SLUZIEB

343
1

(MIERA SUHLASU); ZDROJ: VLASTNE SPRACOVANIE

Pohlavie/Rok muz 2014 Zena 2014 muz 2018 Zena 2018 TR
Priemer 3,6354 3,5952 3,555 3,5992 & e -
muz 2014 0,695974 0,057423 0,688245 1 2 3 4
Zena 2014 0,695974 0,725149 0,999610
” GRAF 17: ABSOLUTNA POCETNOST ODPOVEDI RESPONDENTOV V OBLASTI PREHLADNOST WEBOVEJ STRANKY FIRMY (MIERA
muz 2018 0,057423 0,725149 0,579120 . .
- SUHLASU); ZDROJ: VLASTNE SPRACOVANIE
Zena 2018 0,688245 0,999610 0,579120
POZNAMKA: STATISTICKY VYZNAMNE ROZDIELY SU ZVYRAZNENE TUCNYM PISMOM Pohlavie/Rok muz 2014 Jena 2014 muz 2018 Zena 2018
TABULKA 9: RYCHLOST VYBAVENIA SLUZIEB Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE Priemer 3,6697 3,6802 3,6524 3,7239
Graf promérd aint. spolehiivost (95,00%) muz 2014 0,988322 0,928060 0,240745
8. Zena 2014 0,988322 0,846638 0,589816
e muz 2018 0,928060 0,846638 0,090512
Zena 2018 0,240745 0,589816 0,090512
365 T
POZNAMKA: STATISTICKY VYZNAMNE ROZDIELY SU ZVYRAZNENE TUCNYM PISMOM
\ TABULKA 10: PREHLADNOST WEBOVEJ STRANKY FIRMY Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE
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GRAF 16: BOX PLOT - RYCHLOST VYBAVENIA SLUZIEB Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE
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Graf primeéni a int. spolehlivosti (95,00%)
9.

—$— Pohlavie
2014 2018 muz

—#— Pohlavie

Pohlavie/Rok muz 2014 Zena 2014 muz 2018 Zena 2018
Priemer 3,5677 3,6155 3,5504 3,6349
muz 2014 0,589394 0,952996 0,192572
Zena 2014 0,589394 0,356759 0,964060
muz 2018 0,952996 0,356759 0,084181
Zena 2018 0,192572 0,964060 0,084181

POZNAMKA: STATISTICKY VYZNAMNE ROZDIELY SU ZVYRAZNENE TUCNYM PISMOM

TABULKA 11: MARKETINGOVA KOMUNIKACIA FIRMY Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE

Graf praména a int. spolehlivosti (95,00%)

Rok Zena

GRAF 18: BOX PLOT - PREHLADNOST WEBOVEJ STRANKY FIRMY Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE

SPRACOVANIE

Na zaklade vysledkov prezentovanych v Grafe 19, v oblasti marketingovej komuni-

kacie firmy, konstatujeme kvantitativny narast odpovedi urc¢ite 4no a odpovede nie.

Vyrovnanost bola zaznamenand pri odpovedi dno. Pokles bol zaznamenany pri od-

povedi existuje moznost zlepSenia. Tymto potvrdzujeme hypotézu H1. Tabulka 11

sumarizuje rozdiely v odpovediach respondentov podla pohlavia a v case. MozZeme

konstatovat, Ze Statisticky vyznamné rozdiely medzi odpovedami v ramci pohlavi

a v ramci casu nenastali (Graf 20). Tymto hypotézu H2 potvrdzujeme.
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GRAF 19: ABSOLUTNA POCETNOST ODPOVEDI RESPONDENTOV V OBLASTI MARKETINGOVEJ KOMUNIKACIE FIRMY (MIERA

SUHLASU); ZDROJ: VLASTNE SPRACOVANIE
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GRAF 20: BOX PLOT - MARKETINGOVA KOMUNIKACIA FIRMY Z HLADISKA POHLAVIA A CASU; ZDROJ: VLASTNE SPRACOVANIE
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Résumé CRM in a telecommunication company. Part I.

Due to new technologies and technological trends, telecommunication companies must take into consideration a downward trend in
revenues and customer base. Companies have begun to streamlined, new product lines were created. Customer Relationship Marke-
ting is a key to success as it allows to identify a particular client, respond adequately to customer needs, and positively impact busi-
ness performance. The aim of the paper was to identify the change in customers’ approaches as a result of implementing Customer
Relationship Marketing in 2014 and subsequently in 2018 with the dependence on gender. Following the research results, the positi-
ve changes in approach a result of implementing Customer Relationship Marketing was observed. Responses differed depending on

gender of respondents.
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TEXT | PAVEL STRACH

WHY POLITICAL CORRECTNESS

AND AFFIRMATIVE ACTION

DO NOT WORK IN MARKETING
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We live in a hypercorrect world. Many regulatory bodies safeguarding correct-
ness, fairness and social justice in marketing communications have been getting
the wrong end of the stick. Careful segmentation has been in the DNA of marketing,
which makes social and societal differences and ability to differentiate offerings for
various audiences its primary concern.

Political correctness is used to describe policies, procedures, actions or just
language, which do not offend anybody or cause disadvantage to particular groups.
To support members of disadvantages or underrepresented groups and to combat
discrimination in such areas as education or employment, or access to (public) ser-
vices, organizations and governments initiate voluntary programs, procedures and
policies which are termed as affirmative action.

In the beginning of 2019, Gillette, the world’s most acclaimed razor producer
and part of Procter & Gamble's family of brands, has launched a new marketing cam-
paign under the promise ,The Best Men Can Be.” The ad has soon gone viral, contest-
ing masculine stereotypes and shamelessly capitalizing on the aftermath of Mee-Too
movement against sexual harassment. The campaign shows wrong ,manly” behav-
iors in the beginning and men caring and loving at the end. However, rather than
empowering women (which is perhaps communicated more often when the equal-
ity topic is being shown) or making promises to men, the message came across as
weakening men and blaming them all for toxic masculinity. The campaign contin-
ued later with topics such as ,fat acceptance” (showing plus size female model as de-
sired object of male dreams) or an ad picturing a father teaching his female-to-male
transgender child how to shave.

Get woke, go broke. Unusual social justice narrative wasn't left without finan-
cial consequences - the only declining product category in 2019 first quarter sales for
P&G was the male grooming products. For the 2019 second quarter, the entire P&G
reported a net loss of more than 5 billion USD due to an 8 billion USD writedown on
Gillette.

Activism and correctness in marketing works only if very specific, well-defined
and narrow market segments will become a target. For mass market, it is likely that
stereotypes or at least common depictions of usual life will continue to speak to the
hearts of most consumers. Promoting products and brands is about selling aspira-
tions for better future for each individual consumer, not selling aspirations for the
entire society as a whole. Campaigns of NGOs or governments may be doing the job.

MARKETING BRIEFS

Marketeres shall be aligned to their target audience, not to their - presumably more
liberal, metropolitan and pro-affirmative - peers.

Look at recent winners in the political battle around the world, where parties
and politicians in a number countries purport stereotypical arguments and relate
deliberately to views and values of their audiences. (Therefore, media reports about
several world leaders, who have been accused repeatedly of political incorrectness,
intolerance or even indecency.) Politicians on the winning side do the same as popu-
lar mass-market brands and products, they use slightly coarse language and relate to
topics relevant for an average consumer.

Political correctness, affirmative action or other desirable activism could be-
come a powerful weapon for brands or products, which appeal to specific types of
consumers. Narrowly focused or contentious topics shall be used only if they have
already been widely accepted. Burning yet non-controversial issues are the answer!

Résumé Proé politickd korektnost a pozitivni diskriminace v marketingu nefunguji

Aktivismus, politickd korektnost nebo dokonce i pozitivni diskriminace skupin konzumentd, které se mohou jevit jako znevijhodnéné
nebo mdlo pocetné zastoupené, se pro marketing masové orientovanych produkti a znacek nehodi. Zejména jsou-li propojené s tim,
Ze sdéluji masové vymezengm cilovgm skupindm to, v éem masovi spotrebitelé selhdvaji. Aktudinim pfikladem je vivoj marketingové
komunikace u znacky Gillete v poslednim roce, jemuZ nasadila korunu reklamni kampari s otcem, ktery uci své transgender potomka,
jak se md oholit. Marketingovd komunikace pro masové znacky miZe reagovat na horkd spolecenskd témata, kterd vak nesmi zp(-

sobovat kontroverze.
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STARTUJE DRUHY ROCNIK SUTAZE

YOUNG MARKETER
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V tychto dnioch boli uverejnené podmienky druhého ro¢nika sttaZe Young Marketer
pre mladych marketérov do 30 rokov. Zicastnit sa méze kazdy marketér z klientskej
alebo agenttrnej strany vo veku 22 az 30 rokov. Vyhlasovatelom sttaZe je Klub re-
klamnych agentir Slovenska a tvorcom zadania je Slovenska sporitelna, a.s. Tohto-
roc¢né zadanie sporitelne je vypracovat marketingovi a komunika¢nu stratégiu pre
oblast socidlneho bankovnictva Slovenskej sporitelne za iéelom propagovania Aka-
démie socidlnej ekonomiky.

Vitaz sa zdcastni ako jeden z 30 svetovych mladych marketérov na studijnom
pobyte Young Marketers Academy a ziskava letenku aj ubytovanie. Akadémia sa kona
pocas reklamného festivalu Cannes Lions 2020.

Délezité terminy sitaze:

| 14. okt6bra 2019 Zverejnenie zadania na http:/www.effie.sk/young-marketer

| 10. novembra 2019 Uzévierka pre dorudenie sttaZnej prace:
youngmarketer@kras.sk/

| 15. novembra 2019 Zverejnenie shortlistu

| 22. novembra 2019 Vyhldsenie vysledkov stitaze (Mlynica/Bratislava)

| 22.jin — 26.jina 2020 Studijny pobyt pre vitaza Young Marketers Academy
v Cannes

Odborna porota zloZend zo zdstupcov sporitelne, Klubu reklamnych agentir Sloven-
ska a zdruZenia Ludia z Marketingu vyberie do 15. novembra 2019 tri najlepsie pra-
ce, teda troch nominovanych na vitaza. Vitaznud pracu a vitaza oznami 22. novembra
2019 na vyhlasovani vysledkov Effie 2019. Blizsie informdacie o sttazi st uverejnené
na http:/www.effie.sk/young-marketer.

RECENZIE | REVIEWS TEXT| DUSAN PAVLU

NESPOR, ZDENEK, R., 2017.
SLOVNIK INSTITUCIONALNIHO ZAZEMI

CESKE SOCIOLOGIE. srana: scriprorium. 1725,

ISBN 78-80-88013-53-2.

Nejen pro prici novinare, ale i pro vysokos§kolského ucitele jsou jednou z nejvétsich
cennosti jeho odborné knihovny encyklopedie, pfehledové slovniky, sumarizuji-
ci kompendia. Pravé z tohoto rodu je autorska publikace Slovnik instituciondlniho
zazemi Ceské sociologie pod vedenim vytecného historika ceské a ceskoslovenské
sociologie, profesora Zdenika R. Ne§pora. Ten byl vedoucim nékolika tymu encyklope-
dickych publikaci, mezi nimiZ skute¢né mohutné ¢néji kolektivni Déjiny ceské socio-
logie (Academia, 2014, stran 667).

Recenzovany Slovnik instituciondlniho zdzemi cCeské sociologie bezesporu

predstavuje prirucku rychlé orientace, kterd je mnohdy pro vyse zminéné profese ne-
jen zdrojem faktickych vécnych informaci, ale i inspira¢nim momentem, ktery mitize
rozvijet a obohacovat ptivodn{ heuristickou myslenku. Podle ¢eho 1ze soudit, Ze jde
o publikaci, kterda ma své nepopiratelné orientac¢ni a poznatkové hodnoty?

Piedevsim podle §ite zdbéru: tento slovnik pfinasi zdkladni informace o nej-

rtiznéjsich typech organizacnich sloZek ceské sociologie - korporacich, institucich
a organizacich na tizem{ dnedni Ceské republiky. Obsahuje 119 textovych a 58 odka-
zovych hesel, které poskytuji velmi cenny prifezovy obraz celych déjin ¢eské sociolo-
gie od jejich pocatkti koncem 19. stoleti az do soucasnosti. Jsou zde zachyceny aktivity
orgdnd fizeni védy, statnich / vefejnych vyzkumnych instituci, vysokych §kol, vé-
deckych spole¢nosti a spolki, védeckych a odbornych periodik a dalsich subjektt se
vztahem k sociologii. Kazdy tematicky celek je uveden zakladni vyvojovou charakte-
ristikou, jez umoznuje pochopit dobovy socidlné-politicky kontext.

Autor v dvodu konstatuje: ,Cilem bylo v souladu s metodickymi pfistupy sou-

Vv,

Casné oborové historické encyklopedistiky poskytnout nejdtleZitéjsi informace
o existenci, charakteru a vyvoji jednotlivych organizacnich a korporativnich slozek
ceského sociologického provozu, véetné jejich persondlniho a paradigmatického ob-
sazeni a vysledki jejich ¢innosti.” Sife zdrojového fondu (véetné zdrojii oraln{ histo-
rie) dovoluje - a to je na této publikaci velice cenné - identifikovat a popsat aktivity
nejen oficidlni védy v letech 1948 - 1989, ale i Sedé sociologické z6ny v riznych resort-
nich vyzkumnych tstavech, véetné jmen badatelti, ktefi v nelehkych podminkach

vev s

rozvijeli nejrtiznéjsi formy aplikované sociologie (napf. ve vztahu k Public relati-
ons Dm techniky CSVTS Pardubice). Pravé vysokd mira personalizace jednotlivych
pracovist ¢ini ze Slovniku instituciondlniho zazemi ceské sociologie velmi cennou
prirucku, kterd umoziuje sledovat profesni drahy jednotlivych sociologd, jejich pub-
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lika¢ni ¢innost apod. K lepsi orientaci slouzi samoziejmeé také velmi obsdhly seznam
literatury, abecedni seznam hesel a jmenny rejstiik.

Otédzka zasadni povahy zni: proc je prave tato recenze na tuto publikaci v od-
borném marketingovém casopise? Z nékolika vyzkumt a z autorskych rozhovo-
1 s vedoucimi pracovniky komunikaénich agentur jednoznacné vyplyva, Ze to, co
v soucasné poznatkové strukturfe komunika¢nich agentur chybi, jsou zasvécené so-
ciologické a psychologické pohledy na Zivotni styl cilovych skupin, fundamentalni
faktografické sociologické poznatkové systémy pro marketingové komunikace na
nékteré vyvojové trendy, které je mozné efektivné zpracovivat ve formé marketin-
govych komunikaénich akei v ndvaznosti na konkrétni produkty (ekologie, trvale
udrzitelny rozvoj, potravinova a energetickd ispornost, smysluplné traveni volného
Casu, bezdomovectvi, atd.). Recenzovana publikace prindsi dostatek inspirativnich
pohledd na mozné zdroje pozndni, odborné expertizy, kvalifikované propojeni svéta
sociologické védy a marketingové komunikace.

RECENZIE | REVIEWS

TEXT | PETER STARCHON

SLOSAR, ROBERT, MAJTAN,

STEFAN, STETKA, PETER A GRISAKOVA,

NORA, 2019. VIZUALNE PODNETY

A RESPONZiIVNE SPRAVANIE

S POTRE B ITE I'-OV. PRAHA: WOLTERS KLUWER. 229 S.

ISBN 978-80-7598-573-6.

Tematicky orientovand publikdcia kolektivu autorov na neuromarketing a jeho prak-
tické vyuzitie i v nasich domadcich redlidch - ¢o vSak z jej ndzvu explicitne na prvy
pohlad nezainteresovanému potencidlnemu ¢itatelovi zrejmé nie je - vypliia citel-
nu absenciu zdrojov povodnej slovenskej proveniencie venovanych predmetnej prob-
lematike (s vynimkou celého radu ¢lankov a prispevkov ¢i uz populdrno-odborného
alebo vedecko-odborného zamerania, nehovoriac pritom o mnozstve informadcii na
internete ,bulvirneho” charakteru prezentovanych ,tieZ marketérmi“). I ked pozor-
nost autorského kolektivu je zizend na vizualne podnety v kontexte spotrebitelského
spravania - potencidl vyuzitia neuromarketingu je pritom nesporne vicsi, co je pri
jeho charakteristike akcentované aj v recenzovanej publikacii - svojim spracovanim
sijednoznacne zasluhuje pozornost ako potencidlne jeden zo zdkladnych zdrojov in-
formacii v danej oblasti, a to tak v kontexte sic¢asného stavu poznania v zmysle teo-
retickych vychodisk, ako aj v zmysle jeho praktickej aplikacie.

Napriek skuto¢nosti, Ze autorsky kolektiv je tvoreny §tvoricou autorov, je lahko
pochopitelny a zrozumitelny jednotny §tyl spracovania zrejmy, pricom obsah i for-
mat publikdcie vychadza i z jej potencidlneho vyuzitia ako vysokoskolskej ucebnice
a nereprezentuje tak ,len” vystup rieSenia vyskumného projektu VEGA ¢. 1/0876/17,
s ndzvom ,Vyskum kognitivno-behaviordlnych determinantov diftizie produktovych
inovacii na trhoch EU*.

Uz vlastna struktiira monografie sved¢i o evidentnej erudovanosti Stvorice au-
torov v predmetnej oblasti, priCom popri tivode a zavere je text Struktidrovany do
Siestich kapitol. K danym kapitoldm je nevyhnutné priratat aj rozsahom nadstan-
dardné prilohy (takmer 100 strdn), ktoré vSak tvoria integrdlnu sticast jej vlastného
textu. Od vymedzenia podstaty neuromarketingu a jeho postavenia v marketingu sa
plynulo prechddza k problematike spotrebitelského spravania, ndsledne cez modely
kognitivneho spriavania spotrebitelov k moZnostiam vyskumu vnimania vizudlnych
podnetov az po realizovany experiment a jeho vysledky, kon¢iac pritom vybranymi
etickymi aspektmi neuromarketingu a prilohami.
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Predovsetkym pri spracovani priebehu realizacie a vysledkov primarneho vy-
skumu, resp. realizovanych experimentov je mozné ocenit hlavne ¢asti venované
analyze reakénych ¢asov obltibenosti znacky, spracovaniu rozhodnuti o vyhodnosti
akcii, vysledkom kompardcie dvojic banerov, ¢i en bloc” identifikacii okruhov s pria-
mymi konzekvenciami na ovplyviiovanie spotrebitelského spravania. Zretela hod-
né (a v mnohych smeroch aj prekvapujtice) vysledky sd pritom prezentované (nielen)
v zavere kapitoly 5.1. a v nasledujiicich kapitolach 5.2 a 5.3, resp. potvrdenie predpo-
kladov a verifikdcia vybranych hypotéz v samostatnej kapitole 5.4 Zavery z vykona-
ného vyskumu. Co je moZné dalej ocenit, je skutoénost, Ze pracovanie recenzovanej
monografie sa opiera o naozaj rozsiahle a relevantné zdroje prevazne zahraniénej
proveniencie uvddzané v Casti Literattra.

Napriek nespornym pozitivam predkladanej publikicie, je mozné identifiko-
vat niekolko ndmetov ¢i pozndmok. Autori mohli venovat asponi miniméalny priestor
behaviordlnej ekonémii v kontexte skimanej problematiky. Pri spracovani prob-
lematiky sprdvania spotrebitelov - kedze publikdcia a aj realizovany primarny vy-
skum st implicitne orientované aj na oblast marketingovej komunikacie - by bola
ocakavana zmienka o AIDA modeli, prip. aj o jeho dalsich variantoch. Monografia
primdarne vychadza z realizovaného experimentu a prindsa cely rad inSpirativnych
prikladov vyuzitia neuromarketingu v praxi. Bolo by vSak mozné zvazit aj uvedenie
dalsich konkrétnych prikladov zo slovenskej hospodédrskej praxe, a to napr. v podo-
be kratkych pripadovych §tiidii. Citatelovi moZno budd chybat aj ukdZzky kamerovych
zdznamov, ktoré boli skimané po jednotlivych realizovanych meraniach (Co je, pri-
rodzene, pochopitelné, kedZze ide o tradi¢ny format publikacie).

Celkovo je mozné konstatovat, Ze predkladana publikacia charakteru mono-
grafie &tvorice autorov Slosar - Majtdn - Stetka - Grisdkova je svojim spracovanim
prinosna a origindlna, autori plne reflektuju jej potencidlne vyuZzitie aj ako vysoko-
Skolskej ucebnice. Svoju pozornost by na nu mali zamerat tak marketingovi mana-
Zéri posobiaci na v8etkych drovniach riadenia, ako aj budici marketéri - studenti
Studijnych programov orientovanych na obchod, marketing, manaZzment ¢i pribuz-
né oblasti, ale aj ich ucitelia pre in§pirdciu i roz8irenie ich existujiiceho poznania.

DICTIONARY OF USEFUL

MARKETING TERMS .

layout | layout, usporiadanie, dispozicie

She likes the layout of this modern
house. | Pdc¢isa jej usporiadanie tohto moderného domu.

lead | riadit, viest Gandhi and Martin Luther King both led campaigns of civ-
il disobedience to try to persuade the authorities to change their policies. | Gandhi
a Martin Luther King viedli kampane ob¢ianskej neposlusnosti, aby sa pokisili presvedcit tira-

dy, aby zmenili svoju politiku.

leader | vodca The opposition leader led a very forceful attack on the govern-

ment in the parliament. | Opozi¢ny vodca viedol velmi silng titok na vlddu v parlamente.

leading question | hlavnd otdzka

It is a leading question and one which de-
serves earnest investigation. | Je to hlavnd otdzka, ktord si zashiZi seridzne vysetrovanie.

leaflet | letdk Staff stood outside the supermarket handing out leaflets
advertising the discounts. | Persondl stdl pred supermarketom a rozddval letdky propagu-

jtice zlavy.

learning curve | krivka ucenia sa It has been a learning curve for the compa-
ny in discovering what works and what doesn't. | Je to krivka ucenia sa pre spoloénost pri

objavovant toho, ¢o funguje a o nie.

learning organization | ufiaca sa organizdcia The learning organization ac-
quires knowledge and innovates fast enough to survive in a rapidly changing en-
vironment. | Vzdeldvacia organizdcia ziskava vedomosti a inovuje dostatocne rijchlo, aby

prezila v rijchlo sa meniacom prostredi.

lease | prendjom, prenajat

The family has the house on a long lease. | Rodina
md dom na dlhodoby prendjom.

legal | zdkonny, legdlny This non-profit organization offers free legal advice
to people on low incomes. | Tdto neziskovd organizdcia poniika bezplatné prdune poraden-

stvo ludom s nizkymi prijmami.
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legal adviser | prdvny poradca Most legal advisors are former attorneys or ad-
vocates who want to go into a corporate environment. | ViéSina prdvnych poradcov si

byvali prdvnici alebo advokdti, ktori cheti st do firemného prostredia.

legal currency | mena Scottish banknotes are legal currency throughout the

United Kingdom. | Skdtske bankovky su zdkonnou menou v celom Spojenom kedloustve.

legalization/legalisation (BrE) | legalizdcia

People voice opposition to lega-
lization of gambling. | Ludia vyjadruju nesthlas s legalizdciou hazardnyjch hier.

legalize/legalise (BrE) | legalizovat Their local authority wanted to legali-

ze gambling in the city. | Ich miestna samosprdva cheela legalizovat hazardné hry v meste.

legality | legdlnost, zdkonnost

Ethical responsibility and the legality of an ac-
tion are two different things and sometimes they can be in conflict. | Etickd zodpo-
vednost a zdkonnost konania si dve rézne veci a niekedy mozu byt v konflikte.

legally | prdune

The contract between the seller and the purchaser was legally
binding. | Zmluva medzi preddvajicim a kupujiicim bola prdvne zdvdznd.

legend | legenda, historka In the case of King Arthur, legend and truth are

often inextricable. | Vpripade krdla Artusa si legenda a pravda ¢asto neoddelitelné.

legislation | legislativa

There are some ambiguities in the corporate legislati-
on. | Vpodnikovej legislative existuju ur¢ité nejasnosti.

leisure center | centrum volného ¢asu His rehabilitation program takes pla-
ce in the local leisure center. | Jeho rehabilitany program sa kond v miestnom centre vol-

ného ¢asu.

leisure time | volny ¢as The consumers engaged in shopping during their le-
isure time make it sure that the malls would be existent for a long time. | Spotrebite-
lia, ktor1 sa vo svojom volnom Case venuji nakupovaniu, sd zdrukou toho, Ze ndkupné centrd tu

budii este dlho posobit.

letter | list
the main point of the letter. | Pruy odsek typického obchodného listu obsahuje hlavnd

The first paragraph of a typical business letter is used to state

myslienku.

Effective letters of
application explain why you are a qualified candidate for the advertised job and iden-

letter of application | Ziadost o prijatie do zamestnania

tify your most relevant skills. | Efektivne Ziadosti o prijatie do zamestnania vysvetlujd,
preco ste kuvalifikovanym kandiddtom na inzerovani poziciu a identifikujd vase najrelevantnej-
Sie zrucnosti.

letter of complaint | staZnost The manufacturers reported to have received
a lot of letters of complaint from dissatisfied customers. | Vijrobcovia ozndmili, Ze do-

stali vela staznosti od nespokojnijch zdkaznikov.

level | idroveii Our main objective is to improve the company’s low level of pro-

ductivity. | Nasfm hlavnym cielom je zlepsit nizku iroveti produktivity spolocnosti.

levy | daii

The government imposed an additional levy on alcohol and tobac-
co. | Vldda zaviedla dodatoénd dati na alkohol a tabak.

liabilities | pasiva, dlhy, zdvizky
ros. | Spolo¢nost md zdvizky vo viske 3 milidny eut.

The company has liabilities of 3 million eu-

y

liability | zdviizok, povinnost, zodpovednost

Their warranty clearly states the
limits of their liability. | Ich zdruka jasne stanovuje limity ich zodpovednosti.

liability management | riadenie, manaZment zodpovednosti Liability man-
agement is the process by which financial institutions balance outstanding liabili-
ties with appropriate liquidity reserves. | Manazment zodpovednosti je proces, ktorym si

financéné institicie kompenzuji nesplatené zdvdzky pomocou svojich rezerv.

»

liable | zodpovedn The Managing Director was liable for the company’s

debts. | Riaditel bol zodpovedny za dlhy spoloénosti.
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