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TEXT | PETRA SOLAROVA

ZPETNA VAZBA OD VYBRANEHO
ZAKAZNICKEHO SEGMENTU

\V MALOOBCHODE: PREKAZKY

A STIMULY PRO JE]Ji POSKYTOVANI

CAST 1.

Zpétné vazba od zdkaznikl v podobé jejich ndzord, pripominek, podnétil a recenzi
predstavuje pro podnikatelské subjekty zdroj informaci, jenz by urcité nemél byt
prehliZzen. Zakaznici vSak mohou pocitovat prekazky, které jim v poskytovani zpétné
vazby brani. Proto je uzZitecné tyto prekazky identifikovat a kromé toho rovnéz
zjistit stimuly a dal$i podminky, za nichZ se ochota zadkaznikl poskytovat zpétnou
vazbu zvySuje. Predkladany ¢lanek se zabyva pravé timto tématem, a to v kontextu
maloobchodu.

Zajisténi vétsi atraktivnosti za icelem ziskani zpétné vazby od zadkaznikd Co se

tyce zajisténi vétsi atraktivnosti, je mozné vyuzit principy tzv. gamifikace, kterd spociva ve
vyuZziti hernich mechanismu a rovnéz v zaméteni na estetickou stranku véci, aby cilova sku-
pina byla ochotnéjsi participovat na dané aktivité (Kapp 2012, s. 66). Je mozné se domnivat,
Ze zvySenim atraktivnosti nebudou zgkaznici tolik vnimat mnozstvi casu, které si predant
zpétné vazby vyzada.

V ¢4sti 3.2 bylo zminéno, Ze sbér zpétné vazby od zédkazniki je ve své podstaté aplikact
marketingového vyzkumu. Z toho vyplyva, Ze pro stimulaci zakaznikd, aby poskytovali svou
zpétnou vazbu, je mozné vyuzit gamifikaci aplikovanou do marketingového vyzkumu. Kon-
krétni priklad vyuZiti gamifikace v dotaznikovém Setteni ukazuje obrazek ¢. 1 - je to ukazka,
jak pracovat s vizudln{ strankou.

Roughly how many glasses of water do you drink every day?

« 2 & 2 % 2> & 26 >
OBRAZEK 1: GAMIFIKACE APLIKOVANA

@ @ g g g NA OTAZKU V DOTAZNIKU, ZDROJ:

MEDIAGURU (2013), VLASTNI PREKLAD

| TEXTU: ,KOLIK SKLENIC VODY

0 1 2 3 4 5 PRIBLIZNE KAZDY DEN VYPIJETE?"

Vétst atraktivnost je mozné zajistit téZ unikatnim technickym tesenim, jez ptimo slouz{ za-
kaznikdm pro predéni zpétné vazby. Ptikladem miZe byt interaktivni panel, ktery mize mit
podobu stojanu s tlacitky. Konkrétni podobu takového panelu znazortiuje obrazek ¢. 2 (foto-
grafie byla potizena na posté v rakouském Salzburgu v ¢ervenci 2015).

Wie zufrieden sind Sie
mit unserer SB-Zone?

PRO PREDANI ZPETNE VAZBY,
ZDROJ: VLASTNI ZPRACOVANT,
VLASTNI PREKLAD TEXTU:
LREKNETE NAM VAS NAZOR!
JAK JSTE SPOKOJENI S NAST
SAMOOBSLUZNOU ZONOU?"

V soucasné dobé tento zptsob pro predani ndzoru neni v podminkach Ceské republiky zcela
béZny. PYitom zavedeni technicky atraktivniho Yeseni pro ptedani zpétné vazby by zcela jisté
zvysilo ochotu z&kaznikll svij ndzor poskytovat. To demonstruje napt. zkusenost spolecnos-
ti Fairfield Inn, kterd umoznila zdkaznikm, aby svij ndzor vyjadtili stisknutim tlacitek na
specialni obrazovce, coZ redlné ucinil kazdy druhy zdkaznik (Ray and Heskett 1992, In: Samp-
son 1999, s. 74).

Nevyhodou zminéného interaktivntho panelu je viak skute¢nost, Ze neumozriuje podrob-
né zjistit, s ¢im konkrétné byl zdkaznik spokojen/nespokojen. Dalsi nevyhodou je moznost
zameérného zkreslovani: je mozné se domnivat, ze naptiklad déti mohou interaktivni panel
povazovat za hracky, a tak tlacitka stiskavat pouze pro zdbavu, bez jakékoliv zjevné souvis-
losti, a to tfeba i mnohokréat za sebou.

Zavér

Zasadni ptekazkou, jiZ vnimaji zakaznici jako velice rusivou pro ptipadné po-
skytnutf zpétné vazby, je nutnost vénovat tomu neptimétené velké mnozstvi ¢asu. Tato pte-
kazka je navic ¢asto doprovazena pocitem, Ze poskytovani zpétné vazby je zbytecné. Dalsim
dtvodem je podle zadkaznikd skute¢nost, ze neni mozné zpétnou vazbu sdélit zplisobem, kte-
ry by jim vyhovoval.

Vhodnymi stimuly pro teSeni téchto prekazek se zd4 byt vytvoreni takovych podminek,
aby z&kaznik mohl svij nazor jednoduse predat/odeslat, dale zatraktivnéni zptisobl slouzi-
cich k ptedani n4zort, garance z{skani odpovédi na ptedany/odeslany nézor a rovnéz ptisli-
beni odmény. Pro zatraktivnéni je mozné vyuzit gamifika¢ni mechanismy.
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Je vhodné ptipomenout, Ze vyzkum byl proveden mezi univerzitnimi studenty. Specific-
kovému obyvatelstvu. Tento limit vSak zaroven ptedstavuje mozny potencial pro budouci
védeckou préci: bude zajimavé porovnat zde prezentovand zjistént s vysledky ziskanymi od
odliné definovaného vzorku respondentt.

Poznamky | Notes Clanek vznikl za finanéni podpory Ministerstva Skolstvi, mladeze

a télovychovy Ceské republiky.
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Résumé CUSTOMER FEEDBACK IN RETAILING: BARRIERS AND INCENTIVES
PART II.

Customer feedback which can have a form of their opinions, comments, suggestions
or reviews is a valuable source of information that should not be ignored. However,
customers can perceive some barriers that block willingness to give feedback. This is

the reason why it is vital to identify such barriers and in addition to that, it is also use-

4

TEXT | PETRA SOLAROVA

ful to find out what kinds of incentives are able to raise customer willingness to give
feedback.

This paper focuses on the area of retailing. The undertaken research among uni-
versity students has shown that the basic barrier is the necessity to devote to fe-
edback unreasonably huge amount of time. This barrier is followed by the feeling that
giving customer feedback is pointless. The third reason why customers do not want to
give their feedback is the impossibility to do it through a way that will be convenient
for them.

There are multiple ways how to stimulate customers to give their feedback: crea-
ting such conditions that enable easy delivery of the feedback, creating of way that
will be supporting to obtain customer feedback via its attractiveness and extraordi-
nariness, then guarantee of a response to the obtained customer feedback or promi-
sing a reward. Principles of so-called gamification can be used for the enhancing the
mentioned attractiveness.

Kontakt na autora | Address Ing. Petra Solarové, Jihogeska univerzita v Ceskych
Budgjovicich, Ekonomicka fakulta, Studentské 787/13, 370 05 Ceské Budéjovice,
Ceska republika, e-mail: petrasolarova@gmail.com

Recenzované | Reviewed 11. september 2015 / 26. september 2015
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SOCIAL MEDIA MARKETING IN HOTEL
ORGANIZATIONS AND THE PROCESS
OF CREATING VALUE IN A CROSS-
CULTURAL ENVIRONMENT - AN
INTERNATIONAL CASE STUDY

The development and usage of information communication technology (ICT) such as
social media channels has rapidly changed the tourism and hospitality industry since
it both ease the travellers need for information and helps the hotel organizations

to spread information to guests all over the world. Therefore, the tourism and
hospitality industry can today be seen as an electronic business or e-tourism. The
focus of this international case study is hotel organizations and their usage of
e-relationship marketing and social media marketing in a cross cultural market.
The study includes interviews with 22 hotel managers at 14 hotels in 7 European
countries. The purpose is to explore and develop a greater understanding of

how hotels in this case study market themselves in social media and practice
e-relationship marketing, but also to study the process of creating added value by
using cross-cultural e-relationship marketing.

Introduction The development and usage of information communication technol-
ogy (ICT) such as social media channels has rapidly changed the tourism and hospitality
industry since it both ease the travellers need for information and helps the hotel organi-
zations to spread information to guests all over the world (Nga and Guillet 2011). Therefore,
the tourism and hospitality industry can today be seen as an electronic business or e-tour-
ism (Gretzel and Fesenmaier 2001, VVuori 2012). As a result of globalization and growth of
transnational corporations it becomes more and more significant in both understanding
culture and developing cross-cultural marketing strategies. (Keegan 1984; Usinier 1993; Wei-
ermair 2000). The hospitality industry is also affected by the growth of international trav-
el and information technology development (Kriegl 2000). The last decade's development of
ICT and social media has dramatically changed how hotel and tourism industry produce,
market and deliver their products and communicate both internally and externally (Leung
et al. 2013). ICT has become an invaluble tool in the hospitality industry that requires knowl-
edge of trends (Buhalis and Law 2008; Kim and Fesenmaier 2008; Munar 2012). The new
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ways of communicating through social media has therefore changed how the hotel organi-
zation market itself and also changed the job of the marketers (Minazzi and Lagrosen 2014).
New knowledge is needed for both the marketer such as the co-workers of the organization
working with social media. Considering these trends, it is becoming more and more impor-
tant to match marketing strategies with the expectations of the consumers (Minazzi 2012).
Papacharissi and Yuan (2011) argue that both researchers and practitioners should have a
cross-cultural perspective for social media research to be able to understand the differences
among countries and cultures that affects the understanding.

The focus of this study is hotel organizations and the purpose is to investigate how hotel
organizations market themselves in social media and thereby conduct e-relationship marke-
ting in a cross-cultural market. Compared to other industries, hotel organizations are more
restricted towards using social media in their marketing (Sigala et al. 2012; Leung et al.
2013). The use of social media increases in the hotel industry, but in comparison with other
industries such as banks and airlines, the hotel industry has been more restrictive and the-
refore many hotels are in the early stages of developing and using e-relationship marketing
through social media (Deloitte 2010). There is a need for hotel organizations to understand
the suitable way to use e-marketing and social media in their marketing strategy (Minaz-
zi and Lagrosen 2014). Relationship marketing within digital communication channels such
as social media is referred to as e-relationship marketing and can be helpful in the process
of co-creating value and interaction between the hotels and their customers (Grénroos 2008;
Nga and Guillet 2011). Grénroos (2008) argues that the interaction process is the fundamen-
tal part of relationship marketing and emphasizes that it's in this process that value is crea-
ted. It's important to take into consideration that the hotel industry is constantly changing
as new actors persistently enter the market and increases the competition. As the hotel in-
dustry is sensitive to trends, has an extremely high competition and very flexible clients,
marketing thorough e-relationship marketing and social media has become an important
role in creating relationships with the hotels' customers (Nga and Guillet 2011).

1 Earlier research - is there a gap to fill?

The field of relationship marketing in a
traditional context has been the object of comprehensive research, but there are still gaps to
fill regarding the overall understanding of e-relationship marketing. What do we know about
the hotel industry and its usage of e-relationship marketing? Earlier research of the hotel in-
dustry and its use of e-relationship marketing has focused on two fields. First, the consum-
ers' perspective, how customers are using social media, creating so-called Wikipedia and
evaluation systems (Sigala et al. 2012, Leung et al. 2013). Second, there’s research that has fo-
cused on the industry's use of social media marketing and the effects of this (Sigala et al.
2012). Lynn et al. 2011, Munar 2012 and Sigala et al. 2012 call for more research in e-market-
ing and hotel organization and believes that a greater understanding of both the problems
and opportunities that exist with e-marketing, and a greater understanding is needed of
how leadership affect strategic change as hotels and tourism organizations undergo in the
adoption of ICT and social media.

1.1 Purpose and research question The focus of this study is hotel organizations

and their usage of e-relationship marketing and social media marketing in a cross cultural
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market. The purpose is to explore and develop a greater understanding of how hotels in this
case study market themselves in social media and practice e-relationship marketing. In or-
der to fulfill this aim the article seek to answer following research questions:

RQ1: How does the hotels within the hotel chain, in the study called “International ho-
tels” market themselves in social media?

RQ2 How could the process of creating added value by using cross-cultural e-relation-
ship marketing be described and understood?

1.2 Case study The study is a part of a PhD thesis and focus on 14 hotel organiza-
tions within an international hotel chain, in this study called “International hotels”. The us-
age of social media is relatively new at the hotels. Until 2013 the hotels were not allowed to
use social media in their marketing which makes them quite novice when it comes to so-
cial media marketing. The hotels are responsible for what type of social media they choose
to communicate through but receive social media guidelines from the marketing head office,
and the social media manager.

The choice of hotel chain is based on the fact that the hotel organizations are in the be-
ginning of the process of using, learning and adoption social media marketing and e-rela-
tionship marketing, but also on the fact that the hotel chain is a part of a large, international
hotel co-operation. The overall aim for the PhD thesis is to do a qualitative, longitudinal
study of the organizational learning process of the adoption of social media within the ho-
tel organizations.

1.3 Methodology
to be able to explore and develop a greater understanding of e-relationship marketing. The
choice of method is based on the fact that qualitative research method can help to create in-
sights and identify key variables in the research questions (Malhotra and Dash 2009). The

An explorative, qualitative approach was chosen for the case study,

methodological approach in this study is interpretive and can be characterized as herme-
neutic (Alvesson and Berg 1992). Case studies can be appropriate in studies that intend to
answer questions like "why" and "how" and is descriptive in nature (Yin 1998).

In total, 22 semi-structured interviews at 14 different hotels in 7 European countries
(Denmark, Finland, France, Italy, Netherlands, Norway, and Sweden) has been carried out
with marketing managers, sales managers and hotel managers (people responsible for so-
cial media activities)in the hotels. The interviews took place at the different hotels August -
December 2014. The interviews were recorded and then transcribed (Bryman 2008). The
themes for the interviews was focused on the usage of social media marketing in the hotel
organization. Thereafter, the interviews have been analyzed using a qualitative analysis. It
should be pointed out that no study of the marketing material published in social media has
been done.

2 Theoretical framework
Electronic marketing (e-marketing) on the internet has dramatically changed how
companies can market and sell their products, build and preserve their brands and also de-

2.1 Electronic marketing in a global environment
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velop relationships with their customers (Luck and Lancaster 2003, Luck and Lancaster
2013). The development of information communication technology (ICT) has been crucial

for the development of e-marketing, making it possible to communicate through digital net-
works like social media platforms. Organizations' desire to establish and maintain relation-
ships with clients has been simplified because new technology has made it easier not just
to spread digital messages but also to interact with customers online. So summarize, inter-
net has created new opportunities both to create and to preserve relationship with custom-
ers (Bauer, Grether and Leach 2002; Gilbert and Powell-Perry 2002; Sigala et al. 2012; Luck
2013). The development of internet and information technology has fastened the progres-
sion of globalization and global, cross cultural markets. Tian and Lan (2010) argue that it's
important for marketer to be aware of cultural differences between markets and custom-
ers to succeed in a global marketplace. The authors suggests that for e-marketing to become
e-commerce to become effective, marketers must ensure that customers from different cul-
tures, using different languages can understand the digital messages.

2.2 From relationship marketing to e-relationship marketing Although the de-
velopment of internet and communication technology has changed marketing, the focus
of marketing started changing already in the early 1990's. Researchers argued that mar-
keting was facing a new paradigm called relationship marketing (RM), where the main
change was that there would now be a focus on creating relationships with the customers
and keeping them (McKenna 1991; Christopher, Payne, and Ballantyne 1991; Grénroos 1994;
Buttle 1996, Gummesson 1996). This to be compared with traditional marketing activities
that focused on attracting customers to interaction with customers (Kaplan and Haenlein
2010; Xiang and Gretzel 2010). The traditional one-way- communication has therefore to a
great extent been replaced with two-way communication (Kotler et al. 1999). The goal of
relationship marketing is to create long-lasting relations, not just with the customers but
with suppliers and the stakeholders (Grénroos 2008). Nevertheless the core of these acti-
vates is to create loyal customers which is one of the best advantages towards competi-
tion (Grénroos 1994; Reinartz and Kumar 2003; Ryals 2003). Loyal customers are known

to buy more frequently, reduce marketing cost, show less sensitivity to price, and bring

in more recommendations through positive words of mouth (Hennig-Thurau, Gwinner and
Gremler 2002; Payne and Holt 2001). An essential element of relationship marketing is the
creation and addition of value that can increase customer satisfaction (Ravald and Grén-
100s 1996). Grénroos definition of the added value is that the customers, after having been
assisted feel more pleased that before (Grénroos 2008). The value added, or created is gen-
erated when interaction takes place between the organization and the active custom-

er. Therefore e-relationship marketing should be described as a value co-creation process
where the customer and organization exchange skills, knowledge and information (Var-

go and Lusch 2004; Prahalad and Ramaswamy 2004; Grénroos 2008; Payne et al. 2009). The
traditional international marketing strategy is according to Tian and Lang (2010) different
from e-marketing since the messages rarely can be developed and specific for a certain ge-
ographical market. Electronic marketing material reaches all followers e.g. in social media,
and therefore need to be adjusted to be understood and interpreted in the right way by all
followers.
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2.3 E-marketing in hotel organizations The hotel industry has been using ICT since
the 1950's, developing new booking systems, administrate work and communication, all with
the purpose of creating added value for guests. Most hotels reach out to a global market,
welcoming guests from different countries and cultures. Today's technology make it possi-
ble for the guests to seek information about hotels all over the world, book and review, by
using the internet and social media (Buhalis and O'Connor 2005; Nyheim et al. 2005; DiPiet-
to and Wang 2010). Despite the long-time usage of ICT, hotels has been restricted towards
using e-marketing and social media marketing (Sigala et al. 2012; Leung et al. 2013). An ex-
planation for the cautious attitude is the uncertainty about the expected return on invest-
ments (ROI) of an e-marketing investment. Law and Lau's research from 2000, show a low
level of knowledge of hotel managers in terms of knowledge and understanding of IT, which
according to the authors is a factor that affects the (compared to other industries) relative-
ly slow development and investment in IT and social media in the hotel industry. Aguila-Obra
(2006) and Sigala et al. (2012) argue that it is only when IT and social media is looked upon
as a part of the entire hotel organization and not as an isolated phenomenon that the ROI of
an investment will be made visible. E-marketing in social media has increased the visibility
of the hotels but they have also led to an increased demand to understand and master the
new technology (Munar 2012). It's not just marketers who are faced with new knowledge,
even the organization's other employees are faced with the challenge to use of social media
(Kaplan and Haenlein 2010).

Social media channels is the natural choice for

3 Findings 3.1 Social Media
all of the hotels in the study to perform e-relationship marketing. Since all 14 of the hotels in
the case study are a part of the same hotel chain, they have all followed the hotel chains di-
rections not to use social media until 2013. Therefore all of the hotels are in the beginning

of their implementation process of social media. All of the hotels use Facebook and many of
them use Instagram, these two social media application are often connected, showing pub-
lished content in both channels. Several of the hotels have a twitter account but few of them
actually uses it and explains this with the fact that they haven't fully embraced the communi-
cation channel and also that twitter takes a lot of time. Several hotels use and define Linked-
In, Youtube and Google+ as a social media channel. None of the hotels uses blogs to market
themselves. n all of the hotels, one person, or a “social media team” is responsible for the so-
cial media activities and the posts that are published. Many of the hotels underlines the im-
portance of quality and therefore have strict quality control before photos and other posts
are published. All of the hotel still uses traditional marketing but have stopped or decreased
the usage of print media and advertisement in e.g. newspapers, arguing that it cost much
and give a very uncertain outcome. The interviews reveals that few of the marketers consid-
er the cultural factors when posting e-marketing material in social media. The answers dif-

fers when it comes to describing why the hotel uses social media and what the advantages is:

“We take note of how one can work, but then we maybe have a more personal approach.
Brussels has to somehow consider the cultures of many countries. But you still have to find
your own tone, | think in some we need to find out who we are [as a hotel organization] be-
cause then it becomes exciting. But of course , we have learned a lot from him [social media
manager] too and of the workshops and stuff. But | also think that it's really quite banal be-
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cause social media is the kind of thing we have done in all ages, responded to comments . In
the past, we recetved a letter to the hotel and so | wrote a nice letter back and sent a gift but
today, the comments on the web but the difference is that they are transparent and every-
one can read them, but the part is so... there is no hocus pocus” (Hotel manager 1)

Some of the managers, in charge of social media at the hotels, thinks that the main purpo-
se of using social media is to spread the information and marketing material produced by the
hotel while others look upon social media channels as a possibility of interact with customers
and also an opportunity to learn more about what the hotel guests like and what they post
when living at the hotel. The return on investment (ROI) causes a lot of concern at many of the
hotels and they are all very insecure of what the social media marketing contributes with.

“everything should be measured... we need to know return on investment on everything
we do. You always ask what's the return on investment, that's the most important thing. And
from Facebook, it's quite hard to measure. Do the guests book after seen our Facebook page
or? We don't know." (Sales manager 2)

Many of the informants expresses that its time consuming to work with social media
and complain about that they have to do the social media tasks above all other work tasks.
Therefore the social media activities often get put aside. The informants describe that the
hotel industry likes and have a tradition to measure effectiveness and sales in numbers and
since it is very difficult, or impossible, to quantitatively measure the effects of social media
the hotels are struggling with ways of reporting and analyzing the results of the social me-
dia implementation.

3.2 Content What and when to post is of great concern for the hotels. Most of them
try to plan their social media activities but they express that it is difficult to fill the so-

cial media channels with interesting, fun and new material. They explain that the materi-

al should be understood by many groups of customers and are sometimes a bit concerned
about the fact that the hotel chain want them to use English and not their native language.
The content published by the hotels can be divided into two categories, material produced
by the marketing head office that are distributed do the different hotels and that the hotels
are expected to publish. This type of material often contains e.g. competitions, offers and ac-
tivities concerning all of the hotels within the hotel chain. Many of the managers dislike this
“by the concern” produced material, arguing that it has the nature of traditional market-

ing material and would be better suited in traditional media like newspapers or on websites.
They also express that there is a cultural clash when it comes to the marketing content pro-
duced at the head office, explaining that they experience the material to be “too much busi-
ness and sale” and explain this with different cultural values.

“Some weeks we have tons of content that we are happy about and then I'll post daily
but only one post on Facebook because otherwise it's a bit spammy. But some weeks it’s lite
more slow and it's hard to find content | don't just want to post something like happy Friday
or something like that. | don't really believe in that. But | we have some ideas on how create
good content and then hopefully post daily on Facebook, weekly on Instagram, two to three
times on twitter every day...” (Sales manager 2)

The other category consists of material produced by the hotels themselves. The managers
all agree on that the quality of pictures and language is important but they disagree on e.g.

11



PRISPEVKY | CONTRIBUTIONS

how good quality pictures should have. Some of them argue that pictures taken with a mobi-
le phone just isn't good enough while others think that the mobiles gives the staff of the hotel
a chance to “capture the moment”. None of the hotels are situated in a country who has En-
glish as their first language and that sometimes causes difficulties because the hotel chain so-
cial media guidelines advocates the usage of the English language. The informant’s expresses
that this has caused some problems and they have tried to both use English and e.g. French
or Italian in social media channels but see that this “destroys” the post with too much text to
take in. As a result, many of the hotels has chosen to use English and as a result of this, they
notice less interaction with non-English speaking, local customers. It is of great importance to
the hotels to gain the local matters, promoting “their” city or country and the material publis-
hed in social media often contains events and happenings in the local area. Many of the ho-
tels also underlines it is of great importance to reach out to their local customers to attract
local guests to their restaurants and bars. All of the informants emphasizes the importance of
creating interest. The usage of storytelling unifies the hotel and is a concept they all emphasi-
zes. The informants express that storytelling gives them an opportunity to create a relation-
ship with the customers and generating interest. Recurring posts at many of the hotels are
pictures and presentations of members of the staff such as “guest of the week” where spe-
cific quests are presented and interviewed. The hotels describe that they look at other hotels
activity in social media to get inspired but also to learn and get more knowledge.

3.3 Interaction and user generated content (UGC) The interviews with the inform-
ants reveals that there are two clusters, those who active seek for interaction with custom-
ers and those that don't. The ones that do interact with customers are also active in looking
at hashtags and pictures and posts published by their guests. They comment and share the
posts and expresses that the user generated content is important when analyzing what the
customer like or not. Some of the hotels expresses that the material produced by the user/
customer (UGC) are better than the hotel's own marketing material since it interprets as
word-of-mouth by other customers and not as pure marketing with the aim to sell.

“you need to be in contact with your guests and know what they are sharing and what
kind of pictures, stories and reviews they are sharing with their followers. So you need to be
there. You get ideas and when the guest share their experiences in social media its free mar-
keting. And that's important. And if you are on social media you need to be active. You need
to do something. Because if someone is going to follow you and ok, nothing happens, the
last post is five months ago, it's not interesting.” (Marketing manager 6)

All of the hotels use a program that gives them an everyday report telling them how
many “likes”, comments and reviews they have gotten. This is information that is used by the
hotels to analyze customer behavior but also the service provided form the hotels. However,
there is a category of user generated content that all of the hotels emphasize the importan-
ce of interact with, and that is the online reviews. They are all aware of that the hotels own
ranking system has lost its importance and has been replaced by the user generated review
on e.g. Mytravel.com. They all agree on that it's important to answer, but how fast the ho-
tels should answer divided them into different categories. The negative comments are quite
few but of great importance for the hotels. The managers describe that since they can't con-
trol the USG in sites like Mytravel, it is of great importance how they handle it. Some of the
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hotels do lots of research when it comes to why they have received a bad review, connecting
the guest and offers them compensation.

4 Discussion 4.1 Social media in a cross-cultural environment Although
the hotels started using, and was encouraged to start using social media at the same time,
the interpretation on what value social media can add to the customers differs within the
hotels in the case study. Some hotel thinks that the main purpose of using social media is

to spread the information and marketing material produced by the hotel which can be seen
as a traditional one-way, push-marketing strategy (Kotler 1999; Grénroos 2008) only taking
place in a new, electronic environment. Other hotels look upon the social media channels as
a possibility of interact with customers and also an opportunity to learn more about what
the hotel guests like and what they post when living at the hotel (Vargo and Lusch 2004; Pra-
halad and Ramaswamy 2004; Grénroos 2008; Payne et al. 2009; Gronroos 2008). When it
comes to cultural differences, its most of all the language that the marketing managers takes
into consideration. It sometimes worries them that they are supposed to use English instead
of their native language and they express that they get less interaction with local customers
due to this. This can be seen as an indication that the adoption and strategy of both cross
cultural marketing and social media marketing is not vyet fullly developed. The hotels also
“suffers” from cultural differences between marketing materials produced in the USA that
are used in a European market. This indicates that the social media and e-marketing process
is not yet taken into the hotel marketing strategy to its full extent (Tian and Lang 2010). One
reason for this can be a lack of knowledge of interest and focus or knowledge from the ho-
tel management (Munar 2012 and Sigala et al. 2012). Although it should be noticed that some
of the hotels recently has implemented social media managers with full responsibility of the
digital channels and put a lot of effort in embracing the social media channels.

4.2 Value creation According to the empirical material many of the hotels are still in
the process of figuring out and what kind of value it creates. The great diversity of content,
from traditional push-marketing material, to “guest of the week” suggests that the hotels
are struggling with their e-relationship marketing process and what content invites to add-
ed customer value (Ravald and Grénroos 1996; Gronroos 2008). The value added, or created,
emerges when interaction takes place between the organization and the active customer and
in this case study the interaction seems to take place mainly in the user generated content
like reviews on Mytravel. (Vargo and Lusch 2004; Prahalad and Ramaswamy 2004; Gronroos
2008; Payne et al. 2009). I also understood hat one of the main reasons for using social media
marketing, or e-relationship marketing was the hope for creating and preserving the custom-
er brand loyalty by increased interaction and personal service (Grénroos 1994; Reinartz and
Kumar 2003; Ryals 2002). More value could probably be added and co-created with the cus-
tomers by the hotels being interactive to an even higher degree. These activates takes time
and it seems like there are not enough time for the marketers to interact, and also, the social
media activities are postponed when other job assignments are considered more important.
Language is of great importance for the hotels and cultural differences both in how
one should express oneself in marketing but also what language to use is causing the ho-
tels some concern. By using English one could argue that the hotels satisfy and add value
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to customers from other countries and creates possibilities for creating a relationship with
these (Gronroos 2008). Then again, using English in a non-English country creates a gap
towards local customers and stakeholders and are forcing the hotels to choose what group
to focus their marketing material on.

4.3 Interaction
and the hotel organizations need for quality control. Social media is based on instant interac-
tion, transparency and presence, conditions now always easy to the hotel organization to live

There seems to be a discrepancy based on the nature of social media

up to (Sigala et al. 2012). What one could argue is that both the structure of the hotel organ-
ization and the traditional marketing strategy still plays an important role in creating value
and e-marketing strategy in the hotel organizations. It also seems like the managers and staffs
personal interest and knowledge in social media affects the social media activities and choice
of digital communication channels. Informants that enjoy and are interested in social media
are also more active and interact more. The personal interest in social media also seems to
affect the choice of social media channels. Twitter for example is one of those channels that
several informants has chosen not to use because they feel that they don't completely under-
stand it and/or never used it. Therefore one could argue that personal attitudes towards tech-
nology and lack of knowledge are crucial when it comes to what social media channels the
hotel (Phillips 2007; Buhalis and Law 2008; Kim and Fesenmaier 2008; Munar 2012).

5 Conclusion

The purpose of this exploratory, qualitative case study is to achieve an
improved understanding of e-relationship marketing in hotel organization in a cross-cultur-
al environment by investigating how hotel organizations market themselves in social media
and practice e-relationship marketing. | have studied how they organize their marketing ac-
tivities, what social media they use and how they embrace the global interaction with the
customer through these digital channels. | have found that the hotels in the case study are
still in the process of learning how to use social media marketing, and to what extent they
should interact with their global customer. It also seems like the hotel chain are struggling
with cultural gaps within the global organization, causing some concern at individual hotels.

At the moment, the interaction from the individual hotels is focused on answering user
generated content (UGC) like complaints and reviews, and few hotels are active when it co-
mes to seek interaction with customers elsewhere and therefore one could argue that the
studied hotels not fully use the potential of e-relationship and co-creation of value. The study
has several limits, e.g. only one hotel chain has been studied and also, there has been no
study of the marketing content used and published by the hotels. A qualitative and/or quan-
titative study of the e-marketing content is suggested as future research.
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Résumé MARKETING SOCIALNYCH MEDII V HOTELIERSKYCH ORGANIZACIACH

A PROCES VYTVARANIA HODNOTY V INTERKULTURNOM PROSTREDI - MEDZINARODNA
PRIPADOVA STUDIA

Rozvoj a vyuZitie informacénych a komunikacnych technolégii (IKT), ako st napri-

klad kandly socidlnych médii rychlo zmenili cestovny ruch a sluZby zabezpecuju-
ce komplexny cestovatelsky servis, hlavne kvéli zmierneniu potreby cestujticich
po informdcidch a pomdhaju hotelierskym organizdcidm $irit informdcie pre hos-
ti z celého sveta. Preto dnes méZe byt cestovny ruch vnimany ako elektronicky ob-
chod alebo e-cestovny ruch. Zameranim tejto medzindrodnej pripadovej $tudie st
hotelové organizdcie a ich vyuZivanie vztahového e-marketingu a marketingu so-
cidlnych médii na interkultiirnom trhu. Stidia obsahuje rozhovory s 22 hotelovy-
mi manaZérmi v 14 hoteloch v 7 eurdpskych krajindch. Cielom je skumat a vyvijat
vdcsie pochopenie toho, ako samotné hotely v tomto pripade skimaji dany trh

v priestore socidlnych médii a aplikujti v praxi vztahovy e-marketing, ale taktiez
Studovat proces vytvdrania pridanej hodnoty pomocou interkulttirneho vztahového
e-marketingu.
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SUPPLIER SELECTION CRITERIA
AND THE ROLE OF EMOTIONS:
AN EXPLORATORY STUDY IN AN
UPPER-AUSTRIAN SETTING

The aim of this paper is, first, to provide a better understanding of the most
important supplier selection criteria from a buyer’s perspective in a Business-to-
Business setting. Second, the contribution shall provide evidence, to which extent
emotions play a role in supplier selection and purchasing decision. A qualitative
empirical study was conducted, including 14 extensive face-to-face interviews with
purchasing representatives from Business-to-Business companies in Austria. The
findings show that (1) quality, (2) price, (3) delivery and (4) service are the most
important supplier selection criteria. Furthermore, 22 different emotions have been
revealed such as pride, rage or pleasure/joy, which occur during the whole buying
process.

Introduction Research on vendor selection has been undertaken since the 60th of
last century and is still going on. The results of various studies and meta-analysis show that
product quality, delivery compliance, and price might be crucial factors for industrial buyers;
howevery, there are still inconsistencies among findings. One objective of this study is to
contribute to a better understanding by empirically investigating the most important supplier
selection criteria for industrial purchasers by means of exploratory techniques.

Professional purchasers are assumed to not only decide on rational factors (Sheth 1973;
Bausback 2007) but also to rely on soft facts which cannot be determined by figures alone.
Trust, personal interactions, gut feelings, guilt, pride, embarrassment and anxiety seem to
play a role also in this “rational environment”. The assumption that professional purchasers
are ‘purely’ cognitively driven decision makers might be questioned. Consequently, an objec-
tive of this paper is to investigate the role of emotions in the decision-making process of in-
dustrial buyers.

The remainder of this paper is organized as follows: First, existing literature on sup-
plier selection criteria is reviewed, with a focus on industrial buyers. Second, literature
about emotions occurring during supplier selection from a purchaser’s point of view will
be analyzed. Little research has been conducted so far regarding ‘emotions in a business-
to-business’ context, hence, this forms a gap to conduct further research in this direction
(Bausback 2007; Kupers and Weibler 2005). Third, the chosen methodology for the empirical
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investigation will be discussed. The last section reveals the findings of the study, followed by
a discussion and conclusions.

1 Literature review

This study’s main constructs, namely “supplier selection criteria”
and “emotions in organizational buying” have been, as single concepts or in relation to others,
discussed for many years. The following section includes a brief review of existing literature.

1.1 Supplier selection criteria

Despite 40 years of research in this field, there is lit-
tle consensus among researchers about what are the most important supplier selection crite-
ria for industrial purchasers (Raut et al. 2010; Oke et al. 2009; Hsu et al. 2006). Kumar and Pani
(2014) received 228 valid questionnaires across 188 firms in India after predefining the suppli-
er selection through a three months Delphi study. The results show that product quality, de-
livery compliance and price are the crucial factors for industrial buyers. These findings are
consistent with the findings of Ho et al. (2010) or Vanteddu et al. (2011), however, they are in-
consistent with other research findings (Yeh and Chen 2012, Wu and Olson 2010; Raut et al.
2010).

Already in 1973, Sheth pointed out that professional purchasers do not solely decide on
rational factors. He argues that purchasing behavior can be seen similar to consumers’ be-
havior with respect to the decision process. This is consistent with the argumentation of
Bausback (2007), who stated that the line between professional and private life is blurry.

Sarode et al. (2010) identified trust and commitment as crucial decision-making factors
in addition to quality, delivery and technical expertise. Plutchik (2001) considers ‘trust’ to be
derived from the basic emotion of admiration. A different view is presented by Rauyruen
and Miller (2007). Their findings show that trust and commitment to the supplier do not sig-
nificantly influence purchase intentions. Ulaga (2003) conducted in-depth interviews with
ten purchasing managers in manufacturing companies in the USA and found out that ‘per-
sonal interactions’ have an influence on the final decision, not just product quality, delivery
and direct product costs.

Bagozzi (2006) argues that emotions in business-to-business buyer and seller inter-
actions play a role and exist as positive (e.g. pride, attachment and empathy) or negative
(guilt, shame, embarrassment and anxiety) ones. Andersen and Kumar (2006) and Sarode et
al. (2010) also state trust as to be an important factor. Furthermore, they state that positive
and negative emotions during interactions impact the trustworthiness of both parties. Wil-
son (1995) stated that trust is essential when a partner is selected. Kotler et al. (2011) and
Dion et al. (1995) share this opinion that trustworthiness and trust are important compo-
nents. Geyskens et al. (1998) sees the latter factor as the result of ‘feeling’ and ‘behaving’ of
two parties during interactions. Andersen and Kumar (2006) pointed out that negative and
positive emotions influence the final decision if a deal will be made. They argued that nega-
tive emotions increase transaction costs and can lead to the determination of relationships
and the search for new partners. In line with these arguments, this challenges the assump-
tion that professional purchasers are, and should be, ‘purely’ cognitive decision makers
(Lynch and de Chernatony 2004).
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Finally, the OBB literature pointed out as well that there is inconsistency according to
which criteria purchasers select suppliers (Andersen et al. 1987; Johnston and Lewin 1996;
Kotler et al. 2011). This supports the intention to conduct further research in this direction.

1.2 Emotions in organizational buying Alarge body of literature on organization-

al buying behavior stresses the rationality of the industrial buyer during the buying and de-
cision-making process (Kotler et al. 2011). In general, the entire buying process is perceived as
more formal, systematic and rational, especially, when compared with consumer buying be-
havior (Homburg and Krohmer 2006). In particular, emotions in the field of B2C have gained
broad attention (O'Shaughnessy and O'Shaughnessy 2003). Although organizational buying is
perceived as mainly rational (Kotler et al. 2011), factors such as sympathy can play a role for
industrial purchasers (Dion et al. 1995). Dion et al. (1995) found that “liking” the salesperson
plays an important role in the interplay of industrial buyers and sellers. Rauyruen and Miller's
(2007) findings confirm that B2B suppliers have to appear ‘likeable’ in the eyes of the custom-
er to enhance positive word-of-mouth recommendations and to build upon a pleasant relation-
ship. Cater and Cater (2010) found that the ‘cognitive’ reason to establish, continue and leave a
B2B relationship is product quality. However, they also found that emotions influence relation-
ship and customer loyalty alike.

Other researchers raise the claim that emotional factors can play an equal or even more
important role when decisions are made than rational ones (Lynch and de Chernatony 2007;
Bennett et al. 2005; Lynch and de Chernatony 2004). Although buying decisions in organi-
zations are supposed to be rational and more people are involved in the process to share
the risk, people are ‘still’ individuals and human beings (0'Shaughnessy and O'Shaughnessy
2003). A person in their private life is emotional, impulsive, influenced by others and avoids
making a decision. On the other hand, it is believed that the same person is rational, objec-
tive, unbiased and decisive in their professional life. The ‘dual personality’ approach has to
be reconsidered (Bausback 2007). This is also coherent with the statement of Lynch and de
Chernatony (2004, p. 405). “The focus on rationality has underpinned the long-held assump-
tion that the organizational buyer ‘is not an emotional or impulsive one; he is making a ra-
tional decision’ [...] the notion of organizational purchasers as purely rational buyers has,
however, been increasingly questioned and challenged.”

1.3 Emotions and supplier selection There is a plethora of evidence that emotions
might play a role in organizational buying and it could be necessary to rethink the assumption
of a purely rational industrial purchaser (Bausback 2007). Surprisingly, Antoine Bechara (2004)
argued that emotions in decision-making have received little attention in research so far. Fur-
thermore, the scholar points out the fact that people do not make decisions primarily by eval-
uating consequences and probabilities. n some situations decision are made mainly based on
gut feelings or emotions (Bechara 2004). Giunipero et al. (1999) presented similar results and
confirmed the ‘gut feeling approach’ to decision-making. Gutnik et al. (2006) claimed that under
risk and uncertainty both cognition and emotion are crucial in decision-making. Seo and Bar-
rett (2007) found evidence through empirical investigations that emotions can have a positive
impact, when a decision has to be made. The scholars argued that identifying, understanding
and regulating emotions leads to better decision-making performance. According to Loewen-
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stein (2000) emotions have been studied in the field of psychology. Although, economists do
not deny the importance of emotions there is still a lack of attention and incorporation in eco-
nomic behavior models. Following Selnes and Genhaug (2000), affective states are the drivers
of behavioral intentions to be loyal. Satisfaction, as the cognitive evaluation, seems to have a
more modest influence. Ultimately, a lack of reliability leads to negative emotions, such as dis-
like and decreases loyalty. On the other hand liking seems to be created through benevolence.
Selnes and Ggnhaug (2000) declared reliability as a ‘hygiene’ factor and benevolence as a ‘moti-
vator' factor. Supplier reliability is the basis, which is expected (e.g. delivery on time) and does
not create a positive affect but a negative one. Furthermore, benevolence impacts positive af-
fect and (e.g. flexibility and willingness to help when problems arise) lead to liking, gratitude
and some kind of friendship.

Research has started to recognize the importance of emotions in B2B interactions. Trust
is often seen as a cognitive or rational factor, howevey, this is not enough as trust has also
emotional aspects (Andersen and Kumar 2006, p. 523): “A lack of personal “chemistry” or neg-
ative emotions may also prolong trust building or terminate relationships.” Emotions, neg-
ative or positive, influence the behavior of people who interact with each other. Moreover,
constantly these interactions shape the perception of trustworthiness of each other.

Witkowski and Thiodeau (1999) investigated managers in 20 small-to-medium-sized busi-
nesses and came to the conclusion that positive emotions are important in establishing and
keeping international B2B relationships.

Based on the literature there is a dominant view that industrial buyers are mostly ra-
tional (Kotler et al. 2011) and that emotions play a greater role in the consumer buying be-
havior (O'Shaughnessy and O'Shaughnessy 2003). Cater and Cater (2010) pointed out that
product quality is the main reason to purchase and enter into a relationship with the sup-
pliex, however, the scholars emphasized that emotions should not be neglected and impact
the customer loyalty. Moreover, Haehnel (2011) and Bausback (2007) stressed that emotions
are present in the organizational buying behavior and have received little attention so far.
O'Shaughnessy and O'Shaughnessy (2003) stated that emotions such as pride or anger can
occur when expectations are not met. Furthermore, Bagozzi (2006) highlighted that emo-
tions exist in B2B relationships and Zehetner et al. (2012) found empirical evidence that emo-
tions occur from a purchaser’s point of view. Selnes and Gonhaug (2000) stated that positive
and negative emotions of the supplier exist and Andersen and Kumar (2006) said that nega-
tive emotions prolong the development of trust, create higher transaction costs and impact
the final buying decision. Additionally, Bechara (2004) and Giunipero et al. (1999) claimed
that besides emotions gut feelings also impact decisions. Gutnik et al. (2006) stressed the im-
portance of cognition and emotion when decisions are made.

Therefore, there is evidence that emotions might be important in supplier selection and
organizational buying behavior (Haehnel 2011; Bausback 2007) and it is unclear to which ex-
tent industrial buyers base their decision on cognition alone (0'Shaughnessy 2003).

2 Methodology
cepting the fact that the social world is too complex to theorize it or define it by laws. nter-
pretivism argues that it is necessary for the researcher “to understand differences between
humans in our role as social actors” (Saunders et al. 2009, p. 116). The research objective is to

The methodology of this paper follows an interpretative approach, ac-
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gain a better understanding of supplier selection criteria and the role of emotions from the
professional purchasers’ point of view. The data collection includes qualitative interviews with
industrial purchasers in the form of semi-structured interviews in order to allow the research-
ers to follow up on unexpected answers. The interview guideline questions can be found in
appendix 2. The study design is cross-sectional, hence all data is gathered within a relatively
short period of time, i.e. all fieldwork took place in April, 2014. The sampling strategy was pur-
posive/judgmental, based on a list provided by the chamber of commerce in Upper Austria.
Several companies were called by the author’s judgment based on the criteria in Table 1.

Company size

[number of employees] <250

Company activity production/manufacturing

(1) The Head of Purchase

(@) Technical Purchaser

Position (3) Purchaser

dition of at least 5 years of purchase experience

(4) Other positions including purchase activities under the con-

(1) Upper Austria preferred

Location of company
(@) Other parts of Austria

(1) At least one hour time

Other conditions
(@) Willingness to participate in the research

TABLE 1: SAMPLE SELECTION CRITERIA, SOURCE: AUTHORS

The participants of the empirical fieldwork are presented in the appendix. In the interest of
having more heterogeneous findings and richer results in terms of the topic of emotions,
people who participated in the interviews were from different positions, however, all relat-
ed to purchasing such as head of the purchase department (4), technical purchaser (2), pur-
chaser (3), strategic purchaser (1), production manager (1) and plant manager (1). The list
of interviewees including company, position and nationality can be found in appendix 1.
The researchers focused on small and medium-sized enterprises as those represent 99.6%
of all Austrian companies, employ 67% of the working population and create 63% of the en-
tire Austrian turnover and therefore are important for the Austrian economy (note [1]). The
definition of an SME is based on the European Commission’s definition (note [2]). In order to
achieve a maximum variation sample to support the explorative character of this work, a
wide range of companies with a different number of employees, different positions of the
interviewees, genders and work experience was selected. 14 in-depth-interviews with pur-
chasers were included in the study. Sequential analysis showed that after the 10th interview
just few or almost no new insights were detected. Hence, and following Saunders et. al's
(2009) purposeful sampling strategy, the richness of data that could be achieved has been
%athered and after 4 more interviews, the data gathering was completed. The interviews
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were recorded and transliterated word by word. Qualitative content analysis was done us-
ing MAXQDA software which supports defining categories, applying thematic coding and
organizing the large amount of empirical data in a structured way (Mayring 2000). The col-
lected data for this paper was analyzed using both codes which derived from literature and
thematic coding from the empirical data itself.

3 Findings and discussion To address the research questions, the findings were
structured in several categorical segments. Based on the literature review, those segments
were: ‘Supplier Selection Criteria), ‘Balance between hard and soft facts’, and ‘The Role of
Emotions in the Buying Process’.

3.1 Supplier selection criteria Regarding the most important supplier selection cri-
teria a wide range of answers were given. 8 out of 12 interviewees (AS; CS; KK; SR; SK; PB;
GK; GG) stated or used the expression of quality, price or payment terms as to be relevant
‘hard’ or ‘tangible’ facts, which influence the buying decision and which can be evaluated
through a number. Other aspects (‘soft facts”) referred to items such as honesty, personal in-
teractions, gut feeling or sympathy. The empirical results according to this sample indicate
that quality, price, and delivery are the three most important factors. These findings are sim-
ilar as reported by Sonmaz (2006) who conducted a literature review from 1985 to 2005 and
analyzed 34 articles. In addition, Weber et al. (1991) who reviewed 74 articles from 1966 to
1991 showed the same results. The results also conform to findings by Ho et al. (2010) and
Kumar and Pani (2014).

FIGURE 1: RANKED SUPPLIER SELECTION CRITERIA, SOURCE: AUTHORS

All interview partners have understood the criterion price as the monetary value referring

to the verbal or written offer that can be compared with other offers. The interviewees
interpreted the criterion delivery as the delivery time (JG; PG; SK; BL; PB; GG). Interviewee ]G
and BL added delivery conditions (e.g. ex works), the accuracy in terms of quantity and the
flexibility of the supplier regarding changes. This definition is comparable with the findings of
Ulaga (2003).

One factor, which was named by all interviewees directly or indirectly through exam-
ples, is ‘meeting technical specifications’ In this context, 8 out of 12 interviewees (JG; KK; PG;
BL; MS; PB; GG; GK) emphasized that generally suppliers have the tendency to overestimate
themselves in terms of their capability. Therefore, sample deliveries and audits are important
tools to assess their capability. Interviewee GK highlighted the danger of the ‘phenomenon’
of the perfect sample delivery. Meaning, that after the first delivery the quality level fluctua-
tes on later follow up purchases. Respondent AS explained the difference between the crite-
rion ‘meeting technical specifications’ and ‘quality’ The former criterion refers to the ability
which product meets the specifications. He defined quality as how reliable the product is,
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meaning how often it can perform its required task. An example mentioned was with engi-
nes, in which case both engines have the same technical capabilities in terms of revolutions
per minute or kW, however, one engine can break down after three months and the other
runs three years without any problems. Additionally, Interviewee GG, GK and ]G pointed out
that continuously constant quality levels refer to the quality criterion. This is consistent with
the findings of Cater and Cater (2010) who defined quality consisting of the sub-items per-
formance’, reliability’ and ‘consistency’. Interviewee AS, KK, SR, PB, SK and ]G emphasized
that it does not make sense to accept lower prices in return for lower quality. This opinion

is similar to the statement of Webster (1991), who claimed that price cannot make up for de-
livery problems or inadequate quality. Additionally, the interview partners pointed out that
lower quality leads to higher follow up costs, which the company has to bear in form of pro-
duction stops (JP; SR), quality problems lead to dissatisfied customers (KK; SK) and image
problems (PB; AS). Respondents KK and BL highlighted that in case of company internal prob-
lems due to inappropriate quality they experience pressure from colleagues. Interviewee GG
declared the price criterion as a 'hygiene’ factor that has to be within a certain range; howe-
ver, quality is the most important factor. Contrary to all other statements Respondent PG in-
sisted on the importance of price and declared it as the most important criterion.

Most of the participants defined the criterion ‘service’ differently. nterviewee AS and PB
defined service referring to technical advice. Respondents CS, SR and MS described service
as the willingness of the supplier to help in critical situations. mterview Partners CS, SR and
GG added that it must be possible that the supplier is reachable e.g. telephonically. In addi-
tion, the vendor has to provide fast help and solutions for problems.

Table 2 shows the findings of our study contrasted with previous studies with respect
to the order of price, quality, and delivery as main supplier selection criteria.

Rank order of decision criteria

Year |Study (Research details) 1 2 3

24

TEXT | ANDREAS ZEHETNER, MARIJAN SIMEK

Weber et al. (Literature re-

1991 view; 74 articles; 1966-1991)

Price Quality Delivery

Johnston and Lewin (Liter-
1996 | ature review; 165 articles; Quality Price Delivery
1971-1996)

Sonmaz (Literature review; 34

2006 articles; 1985-2005)

Price Quality Delivery

Ho et al. (Literature review; 78

2010 .
articles; 2000-2008)

Quality Delivery Price

Sezhiyan and Nambirajan (Lit-
2011 |erature review; 20 articles; Quality Price Delivery
1966-2008)

Kumar and Pani (survey; 188

2
014 participants)

Quality Delivery Price

This study (interviews; 14

201
014 participants)

Quality Price Delivery

TABLE 2: COMPARISON BETWEEN EMPIRICAL RESULTS AND PREVIOUS FINDINGS, SOURCE:
AUTHORS

3.2 Balance between hard and soft facts

Besides quality, price, and delivery, most
interviewees mentioned other factors that have an influence on the supplier selection. Those fac-
tors include veliability, honesty, trust, loyalty, sympathy and gut feeling, which are suspected to
have an impact on the supplier selection decision. These factors can be described as “soft facts”
While hard facts may be expressed in economic indicators like cost, asset turnover, or lead times,
soft facts include moods, feelings, tacit knowledge and resulting behavioral intentions (motiva-
tion/demotivation) and behavior (support/resistance) (note [3]). The findings of this study are in
consonance with Sheth (1973) who pointed out that purchasers do not solely make decisions on
rational factors.

9 out of 12 interviewees (CS; KK; SR; PG; BL; SK; PB; GK; GG) pointed out that they prefer
to buy from suppliers they know and they have a sound relationship with.

This is conformant with findings of Johnston and Lewin (1996) who said that especially
when higher risk is involved, purchasers prefer well known suppliers. Furthermore, the nine
interviewees mentioned that in a new task buying situation they firstly try to solve the bu-
ying task with existing suppliers and only if this is not possible, they look for other vendors.
Interviewee CS, SK and KK explained that trust and reliability influence loyalty. nterviewee
AS, CS and ]G expressed that it cannot be denied that sympathy plays a role in the supplier
selection. Interview Partners BL, PB and MS emphasized that sympathy alone should not be
decisive, however, if offers are comparable, it plays a role. nterviewee ]G stated that sym-
pathy has an impact on the final decision as soon as personal contact is given. Moreover, he
said that arrogance impacts sympathy negatively.

11 out of 12 interviewees said that gut feeling plays a role throughout the buying pro-
cess. Interviewee ]G and CS added that the right gut feeling or positive chemistry with the
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supplier is important for easier collaboration. Respondents KK and BL stated that in case

of a negative gut feeling they are more careful in the buying process and that the gut fee-
ling is always present when decisions are made. This is comparable with the findings of Be-
chara (2004) who stated that mood, gut feelings or emotions can impact buying decisions.
nterviewee PG, MS and GK emphasized the hard facts such as price or quality play a role,
however, gut feeling is part of the decision-making process and cannot be denied. Moreo-
ver, Respondent PG pointed out that, if the hard facts are comparable of several suppliers,
he makes his decision based on gut feeling without being able to articulate his choice. Inter-
view Partner PB admitted that regarding complex products purchases, under time pressure,
the gut feeling influences some decisions to a great extent. This is similar to the findings of
Giunipero et al. (1999) who argued that tacit knowledge including a gut feeling can be ap-
plied to make decisions. Finally, Respondent PG weighted hard and soft facts 90:10 when
decisions are made; however, he admitted that if offers are comparable the soft facts play

a higher role. Interview Partner GG said that in case of known products it is 90:10 and for
unknown products it is 60:40. Interviewee BL weighed 80:20 and Respondent SK 70:30. In-
terviewee PB said that when it comes to standard products it is 70:30 and with complex
products it is 50:50. Interviewee CS stated that for him hard and soft facts are weighted equ-
ally 50:50. These results further support the statement of Sheth (1973) that decisions are not
purely made based on rationality and cognition. The named soft factors are consistent with
the literature and previous findings. This heterogeneous sample indicated a variety of other
factors that influence the supplier selection, in particular, when relationships with suppliers
exist. However, the impact of soft facts on the decision varies among the interviewees and
shows a wide spectrum of different opinions and has to be interpreted with caution.

The interviewees were asked to what
extent they think that emotions play a role in the buying process. 9 out of 12 interviewees (AS;
SR; SK; MS; PB; GG; GK; PG; KK) stated that thy believe emotions to play a role.

FIGURE 2: EMOTIONS STATED BY INTERVIEW PARTNERS, SOURCE: AUTHORS

3.3 The role of emotions in the buying process

The interview partners stated 22 different positive as well as negative emotions. All interviewees
mentioned that during the buying process they have at least once experienced angex/annoyance.
The second most named emotion is pride followed by rage and pleasure/joy in third place. 8 out
of 12 interviewees have already experienced disappointment and frustration, followed by con-
cern and nervousness. Half of the interviewees explained that they have experienced negative
excitement, anxiety/fear, dissatisfaction or dislike during the buying process. Five interviewees
have stated hate. Lower ranking emotions were satisfaction, insecurity/uncertainty, despera-
tion, happiness, mistrust, hope, feelings of guilt, gratitude and enjoyment. The most often nega-
tive emotions stated were anger/annoyance in first place, followed by rage in second place and
frustration and disappointment in third place. The three most named positive emotions were
pride, pleasure/joy and satisfaction followed by happiness, gratitude, hope and enjoyment. Find-
ings about the most frequently mentioned emotions are explained below.
In conclusion, the results of this heterogeneous sample provide evidence that emotions

are triggered and present from a buyer's perspective during the buying process. Particular-
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ly, negative emotions have been named more often than positive ones. Therefore, the author
concludes that negative emotions have a greater impact on the buying decision and rela-
tionship development than positive ones. This is also consistent with the examples that have
been given by the interview partners and is in consonance with the opinion of Andersen
and Kumar (2006). Moreover, the two researchers claimed that negative emotions prolong
the trust-building process. This sample revealed several different sources by which emotions
are triggered. In addition, the sample indicated five external factors that impact the sour-
ces and occurrence of emotions, which are time pressure, procurement market structure,
switching costs and the number of alternative offers.

4 Managerial implications
people and marketing managers alike. The data based on this particular sample indicates
that quality is in first place regarding the importance, followed by price, delivery and service,

The findings of this work might be interesting for sales

when it comes to supplier selection. Therefore, sales people can base their arguments on qual-
ity, delivery and service in order to try to impact the price sensitivity of the purchaser in a
favorable way. However, the supplier selection criteria are not static, but rather dynamic and
are influenced by several factors that have been identified during this study. The interview
partners of this sample highlighted that for instance proper and honest technical advice
and high technical expertise reduce the price sensitivity and increase the probability to be
selected by the purchaser.

In addition, there was evidence that showing goodwill by helping the purchaser in prob-
lematic situations results in gratitude, which might impact trust and loyalty positively. The-
refore, supporting and caring about the other party and especially about the purchaser in
difficult situations seems to be beneficial.

Moreover, there is evidence that purchasers prefer to solve new buying tasks with exis-
ting suppliers they can rely on, are honest and which they can trust. There is evidence that
working on these factors and trying to strengthen those impacts future purchases inten-
tions positively. Additionally, when comparable offers exist there was evidence that purcha-
sers might buy based on sympathy to the supplier or the sales person.

27



PRISPEVKY | CONTRIBUTIONS

This paper identified that not keeping promises, inappropriate behavior from the sup-
plier or sales person, delivery delays, packaging problems and a lack of communication are
the main sources, which primarily trigger negative emotions in a purchaser. The appearing
emotions are anger/annoyance, rage, dislike or frustration, which have an impact on the bu-
ying decision and on the relationship. Therefore, the sales person should avoid triggering
those sources. In case negative emotions occur, fast counter measures have to be taken. The-
re is evidence that an apology, honest and accurate explanation why something happened
or fast help/support can minimize the impact of the named negative emotions. in addition,
sales people have to show the purchaser that he/she and his/her company is important to
the sales person. Moreovey, the sales person has to be honest, interested and supportive and
care about the well-being of the purchaser and his/her company. There was evidence that
this behavior is highly appreciated by the buyer and has a positive impact on the relation-
ship and on future buying decisions.

Finally, the marketing department can use this information and put more emphasis on
trust and loyalty building activities or programs as it positively impacts follow up purchase
intentions.

5 Limitations and further research directions This work has several limitations and
the author encourages the reader to interpret with caution and critically question the presented
findings. Firstly, even though this work focused on small and medium-sized enterprises the find-

ings cannot be generalized due to the heterogeneous sample and participants of this study and
invites future research to approve, disprove, extend or limited these findings. As this study is
explorative in its nature there is a need to research further into this direction. The author wants
to stress that this paper should be seen as a possible start for further research endeavors and
not as a representation of the absolute truth. Secondly, a limited time frame, limited financial
resources and limited access to companies have characterized this research. Therefore, richer,
consistent, more comprehensive or different findings might be achieved under different condi-
tions and degree of resources.

Based on the empirical data and findings of this study additional evidence is provided
that emotions occur and are present in the supplier selection process. In particular there
is evidence that emotions impact current and future buying decisions. Moreover, the sam-
ple shows evidence that emotions are present in B2B relationships. Therefore, it might be va-
luable to undertake further research regarding emotions in order to develop new models
regarding organizational buying behavior, including emotions. Furthermore, as this work re-
vealed several sources that trigger emotions from a buyer's point of view, further research
could be done in this direction to discover a more comprehensive list of possible sources.
Another research direction would be to measure the intensity of the occurring emotions du-
ring the buying process and try to measure the impact on the final decision. n addition, as
certain 'soft facts' (e.g. sympathy, trust, honest etc) have been mentioned, which impact the
vendor choice, further research might be useful to identify more items and how they are lin-
ked to each other. In particular, the relationship theory provides a wide range of these va-
riables, however, research has not agreed on one comprehensive model vet.

Appendix 1
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Appendix 2

nterview guide (sample questions):

| 1. Buying Situations occurring in daily business

| 2. Buying process, with respect to different buying situations

| 3. Buying centre composition - who is involved in the buying process

| 4. Decisive power structure, who holds the power

| 5. Supplier selection criteria applied (Relevance, ranking, influence of buying situation)

| 6. Who decides on supplier selection criteria

| 7. Emotions playing a role in the decisive process (types of emotions, relevance ran-
king, influence of emotions on the buying process, displayed vs. perceived emotions)

Poznamky | Notes [1] See sources: Komuforschung.ac.at, 2014. [online]. [cit. 2014-04-
01]. Available at: <http;/www.kmuforschung.ac.at/index.php/de/kmu-daten-oenace>; Statistic.
at, 2014. [online]. [cit. 2014-04-01]. Available at: <http;//www.statistik.at/web_de/services/
wirtschaftsatlas_oesterreich/branchendaten_nach_wirtschaftszweigen/indexhtml> | [2] See
source: Komuforschung.ac.at, 2014. [online]. [cit. 2014-04-01]. Available at: <http;//wwwkmu-
forschung.ac.at/index.php/de/kmu-definition> | [3] See source: Wirtschafslexikon.gabler.de,
2015. [online]. [cit. 2015-02-10]. Available at: <http;//wirtschaftslexikon.gabler.de/Archiv/569792/
harte-und-weiche-faktoren-v8html [10.02.2015]> | [4] nterview partner insisted to stay
anonymous.

Literatira | List of References

[1] Andersen, P. H. and Kumax, R., 2006. Emotions, trust
and relationship development in business relationships: A conceptual model for buyer-seller
dyads. In: Industrial Marketing Management. 2006, 35(4), pp. 522-535. ISSN 0019-8501. | [2] An-
derson, E. and Chu, W. and Weitz, B, 1987. mdustrial purchasing: An empirical exploration of
the buyclass framework. n: Journal of Marketing. 1987, 51, pp. 71-86. ISSN 0022-2429. |

[3] Bagozzi, R. P, 2006. The role of social and self-conscious emotions in the regulation of
business-to-business relationships in salesperson-customer interactions. In: Journal of Business
and mdustrial Branding. 2006, 21(7), pp. 453-457. ISSN 0885-8624. | [4] Bausback, N., 2007.
Positionierung von Business-to-Business Marken. Wiesbaden: GWV Fachverlage GmbH, 2007.
ISBN 978-3-8350-96257. | [5] Bechara, A, 2004. The role of emotion in decision-making;
Evidence from neurological patients with orbitofrontal damage. In: Brain and Cognition. 2004,
55(1), pp. 30-40. ISSN 0278-2626. | [6] Cater, T. and Catey, B, 2010. Product and relationship
quality influence on customer commitment and loyalty in B2B manufacturing relationships. n:
Industrial Marketing Management. 2010, 39(8), pp. 1321-1333. ISSN 0019-8501. | [7] Dion, P and
Easterling, D. and Miller S. J,, 1995. What is really necessary in successful buyer/seller relation-
ships? In: Industrial Marketing Management. 1995, 24(1), pp. 1-9. ISSN 0019-8501. |

[8] Geyskens, I. and Steenkamp, J. B. EM. and Kumar, N, 1998. Generalizations about trust in
marketing channel relationships using meta-analysis. In: International Journal of Research in
Marketing. 1998, 15(3), pp. 223-248. ISSN 0167-8116. | [9] Giunipero, L. and Dawley, D. and

29



T XIAN3ddVY

PRISPEVKY | CONTRIBUTIONS

T TN © OZ] O OX| W |gcles| T o= > n
g olgm|l & |3 | 9 < | 3 |83|8R ® |o@m| 17 ©® g
FRow I |mz| 3 m 53| 5 215" T |=xN| 8 o 3
S5 553 831§ |z |8 3 |28|28| 2 Oy B | %%
5125 2| B 2|8 | z| & |58 | S o | 3
c —~ < &+ =) = o A = @
> ol @ = T 5 |l & | 3 @ <
Sel|3a| g e x| » Sl@ |E5 |20 3 ol & | 2
S =5 = | T o &
55812 213 |9 2 z|sf%d g 8" ¢
m g' o) P © & < éi 88 @9 T g
| 7 = S| T |2® 3| T @
! = %) PN [vje)
[®) v
o o - = o
wrigr » | 2| x| ®lgz| 2|2 gz 2 32 ¢
€828 8 | & g 23| 8 |8 |28 =28/88/ 8 |78 8
8¢ ¢ = S |98 | £ £ |gc|geizg ¢ |Bg| 2
2|2 o = o = |5 2] = = I A = o = = A = = -
[SEELIRS) ) ) ) = 8 ) ) S|l g |v 3 o =3 O N
S|l 3 > > 3 o = > =} S |83 =} > -] 8_
o | ol o o o |3 ol o o oS o ol o |2 o
~h ~h ~h ~h ~h = ~h ~h ~H ~h ~h ~h g—-—h =3
<) %] (%] 3 (Vje] e = | L [%) =
) Q|8 & o = | = S |e & 4| § |acE
= © = 3 = [Sx I [SE e ® I = 9
g 2| o =] 8| @ & S 18 s o & |5 &
S| 2|2 | 8 ® | 3| 2|5 | g/7s] 8|z |28
W 3 = = %) =] - — o g
<~ o 3 QD . S
o a a @ | < ) ) Tl o |E 0o
3 c = o) % — ~ c oo =S5
a a ® 2 o g 5| 9 |o©
& | 3 5 2 = 8| 3 |33
v [oS) 3 I} o
(%} 17 ™ v !
) N i [ o0 o »1 o w N ) -
B 5 N > o 5 S < o s & EN S & |%Z
o o o o o o m3
2g
= 3
22|l |*|alelzelz|g|g|s ot
8 ® o 2 © © D, GQ 3 = a 3 a 8
< 8 < < 5o © e o 8 5]
g) = 7 g = - E{UQ =} 3 o & o ey =+
™ " (@] ™ (@] -
o ® = ﬁ% S & = o = S
3 2 g
©® o
B =P E N E R I R E I E R EERE E T E I E N E I EX I E R
22252812227 |22|22|258|25/22 25282522 &
o R |® 0 >l ®|® (SIS I = I e T I S T S = I = S I = T I G O I = 3
S =23 ¥ |53 3|3 =5 5|30 |3 S 3 (32 I3/ |3 5|3 =S ® S
=Fl=2|s232als |SR|lsw|=6G =2 |sx=2|sB|=2|=8
RO IRFTIRS || ® SR N A I A I N O I B O N I R I = I R R R
£ 9| =s|g® s g S o|sg|s &S = = e =l = N =V
23 || 5|8 I (S I T s R ol RPN I I B @ W I Bl (s B T R e
TT | R |CE | © © DO G O = ® o o |0 g o8
|z =3 | ) [ 3 =23 gl ORI v~ >§
o TS & = O} BS&QVQZS <L e \'__/229 L3
—~ I 3
3 5
T T o T T w - T T o o 5 0 |lg 3T —
® ) c ® ) o o ™ ™ c c 23|85 @ S
o] o) = Jo¥) @ o oY Q = = @ o S5 o @
a a 23 a a =4 3 o o =3 S |g&|3 = =l =
o o > o o 0 = o o o > 0.5 |5 3 = >
~h - » ~h =3 9 8 =) ~h n » o o 8 3
Tlg |82 |2 |ls sl 8|8 28053 o
c c c c ko] ko] c c o3 |8 | T
= =) - =] c c = - Q) CUQ c
o o o o = = o o = 3|3 5
oy o0 0 o O le) 0 o o} Og 0O
D ) 2 ] = = ® » e8| =
7 %) %) 0 > > 7] %) = o o )
® ® ® ® » b ® ® S0 6 3 I
o o o o o ® o o SR IS5 | 9
D) ®© ®© D) o [$) D 3 c -
s - - - - - o = a
= ] 2 2 2 2 —'3 5
3 3 3 3 3 3 Z
M) o ™ (o] ™ ™ [oN
B B E = = P
> > > > > > > > > > > > > > priy
g g g g g g g = g g £ = g 2
wn w wn 1%} (%] 1%} (%] 1%] [%2] %] 1%} %2} wn —+
—t — — —t — —t — —+ —+ —+ —+ — —t —
= =l = = = = = = = = = = =, 9
o ) o ) o ) > o > ® > > o =
3 =] 3 3 3 3 3 3 3 3 3 =} 3 o,
i o N N jm N = juny w ~ [ Y o ~ m o
G, - < = S " [ o & ~ N N ~ ~ X £
< I ® < ~ - < ~ < I ~ ~ I ) T 3
o o} o ® IS} S @ ® o} I I} @ D (LR e]
Joy) = = 5} © g I oY) I = oY) o5} = = 5 2
L—/Ji w (%} 5]5 fns = = r—mi Z—/Jg w '—ms ('—/)s w (%] o o
wm [%2) 3(’)
o o
®

TEXT | ANDREAS ZEHETNER, MARIJAN SIMEK

Anthony, W. P, 1999. The impact of tacit knowledge on purchasing decisions. In: Journal of
Supply Chain Management. 1999, 35(1), pp. 42-49. ISSN 1745-493X. | [10] Gutnik, L. A. and
Hakimzada, A. F. and Yoskowitz, N. A. and Patel, V. L., 2006. The role of emotion in decision-mak-
ing: A cognitive neuroeconomic approach towards understanding sexual risk behavior. n:
Journal of Biomedical Informatics. 2006, 39(6), pp. 720-736. ISSN 1532-0464. | [11] Haehnel, Ch,
2011. Emotionen bei Buying Center-Entscheidungen. Wiesbaden: Gabler Verlag, 2011. ISBN
978-3-8349-2920-4. | [12] Ho, W. and Xu, X. D. and Prasanta, K., 2010. Multi-criteria decision
making approaches for supplier evaluation and selection: A literature review. In: European
Journal of Operational Research. 2010, 202(1), pp. 16-24. ISSN 0377-2217. | [13] Homburg, Ch.
and Krohmer, H., 2006. Marketingmanagement-Strategie-mstrumente-Umsetzung-Unterneh-
mensfiuhrung. Wiesbaden: Betriebswirtschaftlicher Verlag Dr. Th. Gablex, 2006. ISBN
0783834902894. | [14] Hsu, C. and Kannan, V. R. and Keong, G. K. and Tan, K., 2006. Supplier
selection construct: instrument development and validation. In: International Journal of
Logistics Management. 2006, 17(2), pp. 213-239. ISSN 0957-4093. | [15] Johnston, W. ]. and
Lewin J. E, 1996. Organisational buying behaviour: Toward an integrative framework. n:
Journal of Business Research. 1996, 35(1), pp. 1-15. ISSN 0148-2963. | [16] Komuforschung.ac.at,
2014. [online]. [cit. 2014-04-01]. Available at: <http;//wwwkmuforschung.acat> | [17] Kotler, Ph.
and Armstrong, G. and Wong, V. and Saunders, J,, 2011. Grundlagen des Marketing. Miinchen:
Imprint der Pearson Education Deutschland GmbH, 2011. ISBN 978-3-86894-014-5. |

[18] Kumar, K. A. and Pani, A. K., 2014. Exploring the importance of different supplier selection
criteria. In: Management Research Review. 2014, 37(1), pp. 89-105. ISSN 2040-8269. |

[19] Kupers, W. and Wetbler, ], 2005. Emotionen in Organisationen. Stuttgart: Kohlhammer,
2005. ISBN 978-3-17-018002-4. | [20] Loewenstein, G., 2000. Emotions in economic theory and
economic behavior. n: The American Economic Review. 2000, 90(2), pp. 426-432. ISSN 0002-
8282. | [21] Lynch,]. and de Chernatony, L., 2004. The power of emotion: Brand communica-
tion in business-to-business markets. In: Journal of Brand Management. 2004, 11(5), pp. 403-419.
ISSN 1350-231X. | [22] Lynch, ]. and de Chernatony, L, 2007. Winning hearts and minds:
Business-to-business branding and the role of the salesperson. In: Journal of Marketing
Management. 2007, 23(1/2), pp. 123-135. ISSN 0267-257X. | [23] Mayring, Ph,, 2000. Qualitative
content analysis. In: Forum Qualitative Sozialforschung. 2000, 1(2), pp. 1-10. ISSN 1438-

5627. | [24] O'Shaughnessy, ]. and O'Shaughnessy, N. ]., 2003. The marketing power of
emotion. New York: Oxford University Press, 2003. ISBN 9780195150568. | [25] Oke, A. and
Maltz, A. and Christiansen, P. E, 2009. Criteria for sourcing from developing countries. In:
Strategic Outsourcing: An International Journal. 2009, 2(2), pp. 145-164. ISSN 1753-8297. |

[26] Plutchik, R, 2001. The nature of emotions. In: American Scientist. 2001, 89(4), pp. 344-350.
ISSN 0003-0996. | [27] Raut, R. D. and Bhasin, H. V. and Kamble, S. S, 2010. Exploring critical
criteria for supplier selection by CNG/LPG kit Manufactures in India - Selection of suppliers for
compressed natural gas and liquefied petroleum gas kit manufactures: A case study and
proposed methodology. In: International Journal of Business Insights & Transformation. 2010,
3(2), pp. 35-45. ISSN 0974-5874. | [28] Rauyruen, P. and Miller, K. E,, 2007. Relationship quality
as predictor of B2B customer loyalty. n: Journal of Business Research. 2007, 60(1), pp. 21-31. ISSN
0148-2963. | [29] Sarode, A. D. and Prakash, M. K. and Mohammed, ]., 2010. Exploring criteria
for selecting supplier as a “partner” in mdian manufacturing sector. m: Curie Journal. 2010,
3(3/4), pp. 20-27. ISSN 0974-1305. | [30] Saunders, M. and Lewis, Ph. and Thornhill, A., 2009.

31



PRISPEVKY | CONTRIBUTIONS

Research methods for business students. London: Person Education Limited, 2009. ISBN
978-0-273-71686-0. | [31] Selnes, F. and Gonhaug, K., 2000. Effects of supplier reliability and
benevolence in business marketing. n: Journal of Business Research. 2000, 49(3), 259-271. ISSN
0148-2963. | [32] Seo, M-G. and Barrett, L. F, 2007. Being emotional during decision making
- good or bad? An empirical investigation. In: Academy of Management Journal. 2007, 50(4), pp.
023-940. ISSN 0001-4273. | [33] Sheth, ]. N, 1973. A model of industrial buyer behavior. In:
Journal of Marketing. 1973, 37(4), pp. 50-56. ISSN 0022-2429. | [34] Sonmaz, M., 2006. A review
and critique of supplier selection process and practices. Business School (Occasional Papers
Series). Loughborough: Business School, Loughborough, 2006, pp. 1-35. ISBN 1859011977. |

[35] Statistic.at, 2014. [online]. [cit. 2014-04-01]. Available at: <http;//www.statistik.at/web_de/
services/wirtschaftsatlas_oesterreich/branchendaten_nach_wirtschaftszweigen/index.

html> | [36] Ulaga, W, 2003. Capturing value creation in business relationships: a customer
perspective. In: Industrial Marketing Management. 2003, 32(8), pp. 677-693. ISSN 0019-

8501. | [37] Vanteddy, G. and Chinnam, R. B. and Gushikin, O,, 2011. Supply chain focus
dependent supplier selection problem. In: International Journal of Production Economics. 2011,
129(1), pp. 204-216. ISSN 0925-5273. | [38] Weber, Ch. A. and Current, J. R. and Benton, W. C,
1991. Vendor selection criteria and methods. In: European Journal of Operational Research.
19091, 50(1), pp. 2-18. ISSN 0377-2217. | [39] Webster, F. E, 1991. Industrial marketing strategy.
New York: John Wiley & Sons, Inc, 1991. ISBN 978-0-471-11989-0. | [40] Wilson, D. T, 1995. An
integrated model of buyer-seller relationships. In: Journal of the Academy of Marketing Science.
19095, 23(4), Pp. 335-345. ISSN 0092-0703. | [41] Wirtschafslexikon.gabler.de, 2015. [online]. [cit.
2015-02-10]. Available at: <http;//wirtschaftslexikon.gabler.de/Archiv/569792/harte-und-weiche-
faktoren-v8html [10.02.2015]> | [42] Witkowski, T. H. and Thibodeau, E. ],, 1999. Personal
bonding processes in international marketing relationships. In: Journal of Business Research.
1999, 46(3), pp. 315-325. ISSN 0148-2963. | [43] W, D. and Olson, L. D,, 2010. Enterprise risk
management: a DEA VaR approach in vendor selection. In: International Journal of Production
Research. 2010, 48(16), pp. 4919-4932. ISSN 0020-7543. | [44] Yeh, C. C. and Chen, C. F, 2012. An
empirical study of buyer-supplier relationships in the Taiwanese machine tool industry. n:
South African Journal of Business Management. 2012, 43(1), pp. 69-76. ISSN 2078-5976. |

[45] Zehetner, A. and Engelhardt-Nowitzki, C. and Hengstberger, B. and Kraigher-Krainey, J,, 2012.
Emotions in organisational buying behaviour: A qualitative empirical investigation in Austria.
n: Jodlbauer, H. et al, 2012. Modelling value. Selected papers of the 1st international conference
on value chain management. Heidelberg: Physica Verlag, Springer, 2012, pp. 207-229. ISBN
978-3-7908-2746-0.

Kltcéové slova | Key Words emotions, supplier selection, purchasing decision

emodcie, vyber doddvatela, ndkupné rozhodnutie

JEL klasifikacia | JEL classification M31

Résumé KRITERIA VYBERU DODAVATELA A ULOHA EMOCIi: PRIESKUMNA STUDIA
Z PROSTREDIA UZEMIA HORNEHO RAKUSKA

32

TEXT | ANDREAS ZEHETNER, MARIJAN SIMEK

Cielom tohto ¢ldnku je po prvé poskytniit lepSie pochopenie najdéleZitejsich kritérii pre
vyber doddvatelov z pohladu kupujticeho v prostredi B2B. Po druhé, prispevok md po-
skytnut dékazy, do akej miery emécie hraju tlohu pri vybere doddvatela a ndkupné-
ho rozhodovania. Bola vykonand kvalitativna empirickd Studia, vrdtane 14 rozsiahlych
osobnych rozhovorov so zdstupcami B2B spolocnosti v Raktisku. Vysledky ukazuju, Ze
(@) kvalita, (2) cena, (3)dorucenie a (4) sluzby st najdéleZitejsimi kritériami pre vyber
doddvatelov. Okrem toho bolo spozorovanych 22 réznych emdcii, z nich st zjavené na-
priklad pycha, zlost alebo potesenie/radost, ktoré sa vyskytuju v priebehu celého nd-
kupného procesu.
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TEXT | LUKAS VARTIAK

SOCIALNY MARKETING
AKO UCINNY MOTIVACNY NASTRO]
NA ZMENU SPRAVANIA

Spolocéensky zodpovedné podnikanie (CSR) sa stava ¢oraz vyznamnejSim koncep-
tom, ktory zaéinaji vnimat aj zdkaznici. Z tohto dévodu sa vyrobné podniky aj pod-
niky sluZieb snazia ziskat zakaznikov prave svojim zodpovednym spravanim. CSR

sa vSak netyka len vyroby a predaja, ale aj komunikacie a marketingu. Preto popri
darcovstve, sponzorstve, nadaciach, nadaénych fondoch a reportingu je dalSou vy-
znamnou aktivitou podnikov v oblasti CSR aj socidlny marketing. Cielom prispev-

ku je na zaklade prikladov z praxe identifikovat témy, na ktoré sa orientuju socialne
marketingové kampane. Socidlny marketing je v prispevku chapany ako vyuzitie
marketingovych principov na motivaciu k zmene spravania pre dosiahnutie celospo-
lo¢enského dobra a blahobytu. Ciel prispevku je naplneny sekundarnym vyskumom
pozostavajucim z analyzy ¢lankov, ktoré sa zaoberaju socidlnym marketingom

v praxi. Hlavnym zistenim je, Ze roz$ireny marketingovy mix sociadlneho marketingu
obsahuje okrem klasickych 4P aj dalSie 4P vyplyvajlce z jedine¢nej povahy produk-
tov a prostredia. Informécie zo sekundarneho vyskumu prispievaju k identifikécii
tém, na ktoré sa orientuju socidlne marketingové kampane. Odporucanim vyplyva-
jucim z tohto prispevku je orientacia na témy, ktorym sa nevenuje tol'ko pozornosti,
ako aj na aktualne socialne témy.

Socialny marketing
dvadsiateho storocia, kedy Wiebe (1951) vo svojom ¢lanku poloZil otdzku: ,Pre¢o nemdZete pre-

Zactiatky socidlneho marketingu siahaju do patdesiatych rokov

dévat bratstvo ako predavate mydlo?” Touto otazkou Wiebe naznacil, Ze predaj produktov
ako mydlo je efektivny, pricom predaj sociadlnych myslienok je neefektivny. Podla Ambrézaio-
Vvej (2007) sa nazor, Ze marketing nemusi presviedcat len ku kiipe produktov alebo sluZieb, ale
mdZe motivovat k zmene v spravani, zacal presadzovat najma pocas vojny vo Vietname, ktora
trvala v rozmedzi rokov 1964 az 1975. Tento ozbrojeny konflikt viedol k prehodnoteniu socidl-
nych povinnosti v spolo¢nosti. Kotler a Keller (2012) dodavaju, ze dalsim ddlezitym spustacom
socidlneho marketingu bola kampari o planovanom rodi¢ovstve v Indiia z roku 1964. Vyznam
socidlneho marketingu narastal aj v sedemdesiatych rokoch dvadsiateho storocia, kedy boli vo
Svédsku predstavené kampane, ktorych cielom bolo pretvorit Svédsko na narod nefajciarov

a abstinentov; Australska vlada spustila kampane s ndzvom ,Majte zapnuty pas" a Kanadska
vlada spustila kampane zamerané proti drogdm a fajéeniu a kampane na podporu zdravého
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Zivotného Stylu. V osemdesiatych rokoch dvadsiateho storocia sa rozvoj soctélneho marketingu
spomalil a k dovtedajsim témam pribudli najma témy orientujiice sa na choroby ako pomoc pa-
cientom s onkologickym ochorenim a zastavenie Sfrenia AIDS v Afrike (Kotler a Roberto 1989).
Pojem socialny marketing ako prvi pouZili autori Kotler a Zaltman (1971), podla ktorych
ide o proces pozost4vajuci z ndvrhu, implementécie a kontroly programu, ktorého cielom je
ovplyvnit prijatelnost socialnych myslienok. Tento proces v sebe zahttia okrem marketingo-
vého vyskumu aj Uvahy o produktovom planovani, tvorbe cien, komunikcii a distribucii.
Socialny marketing je teda samostatna marketingova disciplina, ktorej pdsobenie sa vzta-
huje najma na Usilie zamerané na ovplyvnenie spravania veduceho k zlepSeniu zdravia,
predchadzaniu Urazom, ochrane Zivotného prostredia, prispievaniu k blahobytu komunity
a posilneniu finan¢ného blahobytu (Lee a Kotler 2012). Dal3ie definicie socidlneho marketingu
sa nachadzaju v tabulke 1.

Autor (rok) Definicia

Nancy R. Lee, Mi- Socialny marketing je proces, ktory vyuziva marketingové principy
chael L. Rothschild, | a techniky na ovplyvnenie sprévania cielovej skupiny, ktoré bude
Bill Smith (2011) prospesné pre spolo¢nost 1 jednotlivca.

Sociélny marketing je pouZitie komerénych marketingovych koncep-
tov a néstrojov na ovplyvriovanie spravania cielovej skupiny s cielom
ZlepSenia Zivota v spolo¢nosti, ktorej su sucastou.

Alan Andreasen
(2011)

Socialny marketing je systematické pouZivanie interaktivnych
Jay Bernhardt (2011) | marketingovych principov a technik pri vyuZiti u¢asti prijemcov
s cielom prinasat hodnotu a dosiahnut socidlne dobro.

Socialny marketing je pouZitie komer¢nych marketingovych

Rob Donovan (2011 o £ e , o e o
van (2011) principov a nastrojov, ktorych primarnym cielom je verejné blaho.

Socidlny marketing je subor praktickych skusenosti a principoy,
Jeff French (2011) ktoré prinasaju systémovy pristup na pochopenie spravania a jeho
zmien pre blahobyt spolo¢nosti.

Gerard Hastings Socidlny marketing kriticky skiima komerény marketing, pri¢om sa
(2011) uci z jeho Uspechov a potléca jeho nedostatky.

Socialny marketing je aplikacia marketingovych principov na
urcenie trhov, ktoré su vynosnejsie, efektivnejsie, udrzatelné
a z&roven zamerané na dosahovanie blahobytu spolo¢nosti

a verejného blaha.

Craig Lefebvre (2011)

Socidlny marketing je spdsob motivacie marketingovych
sprostredkovatelov k spravaniu, ktoré zlepSuje kvalitu Zivota pre jed-
notlivca a spolo¢nost.

Mike Newton-Ward
(2011)

Sociélny marketing je proces porozumenia, vytvéarania a komu-
nikacie, ktory prinasa jedinecny a inovativny pristup rieSenia
spolocenskych problémov.

Sharyn Rundle-Thiele
(2011)

Socialny marketing je vyuZitie marketingovych principov a technik
na podporu prijatia spravania, ktoré zlepSuje blaho cielovej skupiny
alebo spolo¢nosti ako celku.

Nedra Weinreich
(2011)

TABULKA 1: PREHLAD DEFINICIT SOCIALNEHO MARKETINGU, Zdroj: Lee a Kotler (2012, s. 7-8)
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KedZe existuje mnoho definicif socidlneho marketingu, je potrebné uvedomit si, ¢o sociglnym
marketingom nie je. Ide o tieto pojmy, ktoré viak moéZu byt sucastou konceptu socidlneho
marketingu (Weinreich 2007):

| marketing socidlnych médif,

| viralny marketing,

| word of mouth marketing,

| public service announcements,

| cause marketing.
Podla Hanulakovej (1998) je socidlny marketing vyuZzivany najma neziskovymi organizaciami,
avSak vyuZzivaju ho aj podnikatelské subjekty, a to za tcelom dosiahnutia zisku. Pri tvorbe
sociéalnej marketingovej kampane tak neziskova organizacia ¢asto spolupracuje s podnikatel-
skym subjektom. Takato spolupraca moéZe byt pre neziskovl organizaciu prospesna, pretoZe
tak ziska potrebné finan¢né prostriedky. Na druhej strane, podnikatelsky subjekt vdaka
tomu moZe prispiet k vytvoreniu pozitivneho imidzu a zaroven podporit predaj svojich pro-
duktov. Na zéklade Urovne poskytovania bezprostredného uspokojenia spotrebitela a jeho
bezprostredného UZitku je mozné produkt socialnej marketingovej kampane rozdelit do
$tyroch z8kladnych skupin, ktoré sa nachadzaji na obrazku 1.

Vysoké Nizke
Prospesné Zelané
Vysoky produkty produkty
BEZ PR()STREDNY
|7 ew . . .
UZELON NeuzZito¢né Obltbené
produkty produkty
Nizky

OBRAZOK 1: SPOLOCENSKY ORIENTOVANA KLASIFIKACIA PRODUKTOV, ZDROJ: HANULAKOVA
(1998, S. 8-9)

Socialny marketing je teda unikatny systém pre pochopenie toho, kto st ludia a ¢o chet,

a naslednu organizaciu tvorby, dodavky a komunikécie produktov, sluzieb a informAcii,

s cielom splnit ich tizby a z&roven uspokojovat potreby spolo¢nosti a riesit vazne sociélne
problémy. Socidlny marketing tak predstavuje vyuZitie marketingovych teérif a technik na
ovplyvnenie spravania so zameranim na dosiahnutie socialnych cielov. Snahy ako dosiah-
nut sociélne ciele mozno rozdelit do dvoch kategérif na behavioralne a nebehaviorélne.
Proces fungovania socidlneho marketingu sa nachadza na obrazku 2 (Smith a Strand
2008).
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idiny -

ieesesessescsssssssvssfilossoscssascsscsacsssessascssssessesccofiecrnsurnrrsssssassssasensssss
reguldcia Postupy Nebehaviorilne

ciele

OBRAZOK 2: MODEL SOCIALNEHO MARKETINGU, ZDROJ: SMITH A STRNAD (2008, S. 7)

Zjednoduseny proces fungovania socidlneho marketingu, ktory je zaloZeny na vzajomnej
vymene sa nachadza na obrdzku 3 (Smith a Strand 2008).

zmena sprivania

poskytnutie vyhody, na ktorej zikaznikovi zileZi

OBRAZOK 3: ZJEDNODUSENY MODEL SOCIALNEHO MARKETINGU, ZDROJ: SMITH A STRNAD
(2008, S. 9)

Planovact proces socidlneho marketingu sa sklada z tychto piatich faz (Lee a Kotler 2012):
| 1. zacielenie (Ucel a zameranie, situacna analyza),
| 2. selekcia (vyber cielovej skupiny, stanovenie cielov),
| 3. porozumenie (urcenie prekaZok a prinosov, identifikacia konkurencie),
| 4.ndvrh (positioning, marketingovy mix),
| 5.viadenie (hodnotenie, stanovenie rozpoctu, postup implementacie).
Principy a techniky socialneho marketingu mézu byt vyuZité v prospech spolocnosti
niekolkymi spdsobmi. Existuju Styri hlavné oblasti, na ktoré sa zameriava Usilie sociglneho
marketingu v priebehu uplynulych rokov (Cheng, Kotler a Lee 2011):
| 1. podpora zdravia - zacielenie socidlneho marketingu na boj proti fajceniu, alkoholiz-
mu, obezite, tehotenstvu mladistvych, rakovine, cukrovke, poruchdm prijmu potravy,
HIV / AIDS a podporu zdravého Zivotného Stylu, dojéenia a oc¢kovania.
| 2. prevencia Urazov - zacielenie socialneho marketingu na zamedzenie Soférovania pod
vplyvom omamnych 1atok, samovrazd, doméceho ndsilia, nelegalneho drzania zbran,
nasilia na Skolach a podporu pouzivania pasov a detskych autosedaciek.
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| 3. ochrana Zivotného prostredia - zacielenie socidlneho marketingu na zamedzenie
produkcie odpadu, ni¢enia lesov, pouzivania toxickych hnojiv a pesticidov, znecistova-
nia ovzdusia a podporu kompostovania odpadkov, Uspory energie a ochrana ochranu
domovov volne Zijucich Zivocichov.
| 4. mobilizovanie komunity - zacielenie socidlneho marketingu na podporu darcovstva
organov, darcovstva krvi, hlasovania vo volbach, gramotnosti a adopcie zvierat.
Kotler, Kartajaya a Setiawan (2010) oznacuju novy marketingovy trend orientacie na hod-
noty ako Marketing 3.0. Podla nich sa orientécia marketingovych kampani zo zakaznika
prestiva na celé ludstvo a snaZf sa oslovit najmé ich mysel, srdcia a duse. Cielom socialnych
marketingovych kampant je zaujat zdkaznikov, ktorym zaleZ{ na tom, aby sa svet stal lepsim
miestom pre Zivot.

Roz&ireny marketingovy mix socidlneho marketingu

Aj napriek rozdielom medzi
soctalnym a komerénym marketingom, zdkladom stratégie socidlneho marketingu su Styri
zakladné prvky marketingového mixu komeréného marketingu. Okrem nich musi byt marke-
tingovy mix socidlneho marketingu rozstreny o dalsie Specifické prvky (Weinreich 2007):

Product (produkt): Produkt v socidlnom marketingu nie je obvykle hmatatelny (aZ na
isté vynimky ako napr. kondémy). Vo vSeobecnosti viak plati, Ze ide o snahu predat ur-
¢ité spravanie. Produktom su teda ¢innosti, ktoré ludia vac¢sinou robia neradi (zdrava
strava, cvi€enie, recyklovanie).

Price (cena): Aj ked zakupenie produktu (zmena spravania) moze mat aj periazné vy-
jadrenie, ddleZitejsim aspektom st socidlne a emociondlne néklady (strata ¢asu, zahan-
benie, strach, nesthlas okolia). Strategickou tlohou v tomto pripade je prist na to, ako
zabezpecit Zelatelnu zmenu v spravani za ¢o najnizsiu cenu.

Place (distribucia): Distriblcia v socidlnom marketingu znamend zabezpecenie miesta,
¢asu a sposobu pre uskutocnenie zmeny v spravani. Hlavnym problémom je to, Ze ludia
nebudu sami hladat miesta, kde by sa dozvedeli o potrebe zmeny vo svojom spravani.
Ulohou socialneho marketingu je néjst vhodné miesto a ¢as, aby sa ludia mohli dozve-
diet o nutnosti zmeny v spravani a poskytnut im tak priestor jej uskutocnenie.

Promotion (marketingova komunikdcia): V marketingovej komunikacii existuje medzi
socialnym marketingom a komeré¢nym marketingom jeden z&sadny rozdiel. Socidlny
marketing je totiZz zamerany na cielové skupiny, ktoré komerény marketing moze pova-
ovat za nezaujimavé. Casto ide o ludf, ktort odmietaju akékolvek zmeny vo svojom Zi-
vote alebo mladistvych, sociélne slabsie vrstvy, ludi bez domova, drogovo zavislych ¢i
nelegalnych pristahovalcov.

Publics (verejnost): Do verejnosti patria vsetci, ktor{ mézu mat vplyv na tspesnost
stratégie socidlneho marketingu. Ide o externu verejnost: cielové skupiny a tych, ktor
maju vplyv na cielové skupiny, politikov, médi4 a internt verejnost: vietci, ktorf sa po-
dielaji na priprave a uskutoénenti stratégie.

Partnerships (partnerstvo): Mnoho ot4zok socialneho marketingu je natolko zloZitych,
Ze jedna organizacia sa s nimi nemdzZe vysporiadat sama. Preto je potrebné nadvia-
zat partnerstva s iné neziskovymi organiziciami, vladnymi agenttrami a stkromny-
mi podnikmi, s ktorymi méZe dojst k zhode v jednej alebo viacerych z tychto vlastnost:
ciele, cielové skupiny, déveryhodnost, zdujem o sponzorovanie.

38

TEXT | LUKAS VARTIAK

| Policy (politika): Vladna, verejna a miestna politika moéZe pdsobit ako katalyzator pre so-
cidlnu zmenu vo velkom meradle. Ak je poZadovana zmena spravania ukotvend zako-
nom alebo inym zavaznym nariadenim, je pravdepodobnejsie, Ze ludia zmene postupia.
| Purse strings (financovanie): Spdsob financovania sociélnej marketingovej kampane
spociva v hladani finan¢nych prostriedkov na zo zdrojov ako st sukromné podniky, na-
décie a vladne agentury.
Pre socialne orientovanu marketingovi kampar je teda potrebné vypracovat stratégiu,
ktora berie do tvahy rovnaké prvky marketingového mixu ako komerény marketing. Avsak,
marketingovy mix socidlneho marketingu must zohladnit aj jedine¢nti povahu produktov
a prostredia, s ktorymi pracuje (Weinreich 2007).

Socialny marketing v praxi doma a v zahrani¢i

Socialny marketing vyuZiva vsetky
néastroje komer¢ného marketingu, ktory je znadmy svojim vyrazny vplyvom. Jednym zo zak-
ladnych principov socialneho marketingu je orientacia na zakaznika, ktora je predpokladom
pre pochopenie bariér zmeny sprévania cielovej skupiny. Kamparn must cielovi skupinu zau-
jat tym, Ze vyriedi jej problém, ¢ uspokoji Zelanie alebo potrebu (Cihovské a Kovacova 2011).

Podla pracovnej skupiny pre zdravie a rozvoj komunity na University of Kansas, The
Community Tool Box (2015), existuje Sest krokov, z ktorych pozostava socialna marketingo-
véa kampart:

| identifik4cia a pochopenie problému. (aky problém chce kampari riesit),

| stanovenie cielov kampane (€o chce kampari dosiahnut),

| vyber cielového publika (koho méa kampan oslovit),

| stanovenie stratégie (marketingovy mix, segmentécia, vyber metéd rieSenia problému,

formulécia posolstva kampane),
| implementacia (vyber vhodnych distribu¢nych kanélov, spustenie kampane),
| vyhodnotenie kampane (vytvorenie systému sledovania, oprava chyb, oslava Uspechov).

a) Slovenska republika

Pravdepodobne najmasfvnejSou socialnou marketingovou
kampariou v SR bola kampari, ktort organizovalo o. z. Ludia proti rasizmu. Kamparn s rov-
nomennym nazvom odstartovala koncom roka 2000. I8lo o celoslovensku kampan proti ra-
sizmu, v rdmci ktorej zarezonovali smutne zname Soty so Styrmi mozgami - mozog belocha,
¢ernocha a réma bol identicky, mozog rasistu bol sotva tretinovy. Kampan pozostavala z 200
billboardov, 150 000 kusov letakov, 200 000 kusov nalepiek a bola podporen4 televiznou

a rozhlasovou reklamou. Pocas trvania kampane bolo vydanych vyse 12 000 brozury, 30 000
plagétov a bolo vyexpedovanych viac ako 5 000 infobalikov (0. z. Ludia proti rasizmu 2006).
0d roku 2002 prebieha v SR kampari ,Zdravé prsia’, ktort organizuje spolo¢nost Avon. Cie-
lom kampane je starostlivost o zdravie Zien, zvySenie povedomia verejnosti o tomto ochorent
a podpora vyskumu v tejto oblasti. KaZzdoro¢ne je kampan podporena billboardmi, plagatmi,
televiznymi a radiovymi spotmi, ako aj Avon pochodom v Bratislave, ktory je charakteristicky
ucastou Sirokej verejnosti (Avon 2015).

Unia nevidiacich a slabozrakych Slovenska (2015) organizuje od roku 2004 kampari s na-
zvom ,Biela pastelka". Cielom kampane je ziskanie finan¢nych prostriedkov na podporu ludi
so zrakovym postihnutim. Vynos Bielej pastelky je kaZzdoro¢ne pouzity na poskytovanie so-
cidlneho poradenstva a socialnej rehabilitacie, teda na financovanie aktivit, ktoré nevidiacim

39



PRISPEVKY | CONTRIBUTIONS

a slabozrakym ludom pomahaju zaclenit sa do bezného Zivota. Verejné zbierky st uskutoctio-
vané vo vsetkych 6smych krajoch SR, kampan je podporend propagacnymi materialmi, video
spotmi a audio spotmi a tieZ koncertom v Bratislave.

Kampari ,HELP - za Zivot bez tabaku’, ktor4 prebiehala v rokoch 2005 - 2010. Hlavnymi
prioritami kampane boli prevencia fajéenia, zanechanie fajcenia a vyzdvihnutie nebezpeé-
nosti pastvneho faj¢enia. Kampan bola zverejnend v televizii, tlaci a na internete, taktiez bola
podporend verejnymi podujatiami. Kampari ziskala v roku 2009 ocenenie Zlomena cigare-
ta, ktoré pri prileZitosti Svetového dria bez tabaku kaZdoro¢ne udeluje porota zloZena zo za-
stupcov antitabakovych organizacii, ako su Narodna koalicia na kontrolu tabaku, Slovenska
lekarska spolo¢nost, Urad verejného zdravotnictva ¢i kanceléria Svetovej zdravotnickej orga-
nizécie na Slovensku (0. z. Stop fajéeniu 2010).

b) Zahranicie Kampari Ministerstva dopravy Ceskej republiky s ndzvom ,Nemysl{g?

Zaplatis! trvala od roku 2008 do roku 2010. Cielom kampane bolo informovat verejnost

o0 potencidlnych nebezpecenstvach rizikového riadenia. Kampari bola vyhodnotena ako velmi
Uspesna, nakolko sa vdaka nej podarilo zachranit 160 Zivotov (Strategie 2010, 10(40), s. 6).
Kampari bola zavtsend kratkym seridlom ,Kazdy den jde o Zivot" a napokon pochodom, ktory
sa konal pocas svetového dna dopravnych nehdd (Strategie 2010, 10(48), s. 10).

Ceska energetické skupina E.ON v roku 2009 rozbehla v spolupréci s predajnou sietou
Baumax kampar, ktorej cielom bolo motivovat zdkaznikov ku kipe energeticky uspornych
Ziartviek a spotrebicov. Pocas kampane rozdal E.ON svojim zakaznikom zlavové poukéazky na
nakup uspornych Ziariviek a pomerne vysoké prispevky na nakup energeticky uspornych
spotrebicov znacky Whirpool (Strategie 2009, 9(48), s. 12).

Spolo¢nost Prague International Marathon, organizator maraténu v Prahe predstavila
v roku 2010 projekt zamerany na motivaciu verejnosti k zacleneniu behu do kaZdodenného
Zivota. Projekt bol sti¢astou BeZeckého seridlu a bol urceny Specialne pre Zeny bez ohladu na
ich vek a fyzicku kondiciu (Strategie 2009, 9(45), s. 11).

Ceské obtianske zdruZenie Anabell spustilo v roku 2010 kampaii proti porucham prij-
mu potravy. Cielom kampane bolo upozornit verejnost na existenciu novovzniknutej krizovej
linky venujucej sa osobdm s poruchou prijmu potravy. V priebehu marca a aprila sa slo-
gan kampane ,PoméZte nam, potrebujeme zachranit sami pred sebou” objavil v dennej tlaci
a v Casopisoch o Zivotnom Style (Strategie 2011, 11(1), 5. 94).

V roku 2010 spustila americka arméda v Afganistane kampari, ktorej cielom bolo v kra-
jine 3irit mier. Kampari bola orientovana na tri hlavné piliere - bezpe¢nost, vliada a rozvoj.
Outdoorova, televizna a rozhlasova reklama bola obyvatelmi vnimana velmi pozitivne (Stra-
tegie 2010, 10(16), s. 14).

Spolo¢nost Henkel zamerand na sortiment pracich a Cistiacich prostriedkov a kozmetiky
spustila v roku 2010 Ceskej republike projekt s ndzvom ,Nie je nam to jedno." Cielom projektu
bolo poukazat na vyznam zdravého Zivotného Stylu deti. So spolo¢nostou Henkel sa na tom-
to projekte spolupodielali aj Ceska siet supermarketov Albert a Narodny institut deti a mlade-
Ze (Strategie 2010, 10(16), s. 56).

V Ceskej republike bol pred bliZziacimi sa volbami do Poslaneckej snemovne Parlamen-
tu v roku 2010 spusteny projekt s ndzvom ,Narodil ses s hlasem, tak ho pouZij!" Kampan
nabédala mladych ludi k ucasti vo volbach. I$lo o racionalnu kampari ob&ianskej iniciativy,
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ktor4 vyénievala v mnoZstve emotivnych predvolebnych kampani (Strategie 2010, 10(19),
s. 7).

Na expozicii veltrhu Marathon Sport Expo 2010 v Prahe predstavila spolo¢nost Nike
svoju novu technolégiu v ramci beZeckej kolekcie. Produkty boli zviditelnené vdaka kampa-
ni, vdaka ktorej sa kazdy zakaznik mohol stat protagonistom v dobrodruznom filme. Cielom
tejto kampane bolo okrem zvysenia povedomia o znacke aj motivacia mladych lud{ k behu.
Kampari tak mala mladym ludom ukazat, Ze beh nie je nuda (Strategie 2010, 10(19), s. 7).
Americkd charitativna organizacia Mobile Loaves & Fishes sa svojou kampariou rozhodla pri-
nutit spolo¢nost, aby st viimala aj tudi na jej okraji. Kampari odStartovala v roku 2010 Zivym
billboardom v meste Austin, na ktorom visel bezdomovec Danny. Kampan s nadzvom ,Tu som"
bola $frena aj prostrednictvom sociélnych siet{ Facebook a Twitter a na internetovych stran-
kach. Cielom kampane bolo presvedc¢it ludi, aby darcovskou SMS pomohli ludom bez domova
(Strategie 2010, 10(19), s. 15).

Cielom kampane, ktora vznikla v roku 2010 pod z&3titou Diakonie Ceskobratrské cirkve
evangelické bolo zmenit pohlad spolo¢nosti na seniorov. Komunikécia prebehla v niekolkych
vInéch, pri¢om bola kampari Sirend na internete, v tlaci, v TV a v kine. Dévodom vzniku tej-
to kampane bol podla jej kreativneho riaditela fakt, Ze ludia, ktor{ maji nad 55 rokov sa ako
keby vytratili z médif (Strategie 2010, 10(38), s. 8).

Britské vinarstvo Banrock Station chcelo v roku 2010 poukdzat na narastajuci ibytok
v¢iel na Britskych ostrovoch, pricom na kampar vyuzili samotné véely. Roj v¢iel, ktoré na Bill-
board prildkali feromény totiz vytvaral ndpis SOS. Kampan bola natolko populérna, Ze vyvo-
lala Zelany rozruch - vdaka buzz marketingu docielila, Ze sa 0 danom intenzivne probléme
hovorilo. Vinarstvo Banrock Station podporilo kampan 5 pencami z kaZdej predanej flase
vina (Strategie 2010, 10(38), s. 12).

V roku 2010 zaznamenali v USA nérast poctu zakaznikov najméa obchodné retazce zalo-
Zené na tom, Ze vietok tovar stoji 1 dolar. Casto viak ide o tvar pochybnej kvality. Najvacsi
americky obchodny retazec Wall Mart sa rozhodol tymto lacnym obchodnym retazcom kon-
kurovat tak, Ze vytvoril produkty vysokej kvality, ktoré vdaka mensiemu baleniu tlacia vy-
robné néklady pod 1 dolar. Okrem snahy o rast trZieb sa Wall Mart tymto krokom snaZz{ vyjst
v Ustrety chudobnejsim z&kazntkom a motivovat ich k tomu, aby si kupovali lacné, ale z&ro-
vert kvalitné produkty (Strategie 2010, 10(40), s. 14).

0d 12. jula do 12. augusta 2010 prebiehala v Ceskej republike kampari znacky Birell, na
ktorej spolupracovala s agenturou Native PR. Cielom kampane bolo prilékat novych dar-
cov krvi, informovat $iroku verejnost o danej problematike a samozrejme zviditelnit znac-
ku Birell. Ddvodom spustenia kampane bol fakt, Ze v Ceskej republike v tom ¢ase chybalo 130
000 aktivnych darcov krvi. Kampan prebiehala na 45 ¢eskych transfuznych staniciach, kde
boli umiestnené plagaty a boli rozdavané informacné broZury. Kazdy darca v ramci kampa-
ne dostal ako odmenu plechovku piva Birell. Kampari bola natolko Uspesn4, Ze bola ocenena
prvym miestom v ramci Ceskej ceny za PR (Neubergova 2011).

Pampers, americké znacka detskych a dojc¢enskych vyrobkov uvddzanych na trh spolo¢-
nostou Procter & Gamble, odStartovala v roku 2011 charitativnu kampar, pri ktorej sa spojila
s Detskym fondom OSN - UNICEF. Cielom kampane bolo pomdct pri elimindcii novorodenec-
kého a materského tetanu v krajinach tretieho sveta. V Ceskej republike sa patronkami kam-
pane stali zname ¢eské heretky Bara Basikova, Lucie Borhyova a Jitka Cvancarova. Kampari
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prebiehala najmé na sociélnej sieti Facebook a jej sucastou bola aj tyZdenna ndvsteva Mali
(Strategie 2011, 11(1), s. 94).

V roku 2011 sa v Austrdlii rozhodli brat boj proti fajéeniu naozaj vazne. Australska vlada
prisla s opatreniami, ktoré na ploche krabicky cigariet maximalizuju varovanie. Varovanie na
obrazku prezentuje zdravotné problémy spésobované faj¢enim. Ide o velmi odpudzujtice az
drastické obrazky, ktoré na fajc¢iarov pdsobia velmi emotivne (Palecek 2011).

V aprili 2013 prisla kozmeticka znacka Dove s ndpadom ako zvysit predaj svojich vyrob-
kov oslovenim cielovej skupiny - Zien a zaroven tymto Zendm ukdzat, Ze su v skuto¢nosti
krajsie ako st myslia. Kampar s ndzvom ,Nacérty pravej krasy” vychéadzala z faktu, Ze najtvrd-
§tm kritikom Zenského vyzoru su prave samotné Zeny. Tuto skutocnost sa tvorcovia kampa-
ne snazili zachytit vo videu, v ktorom FBI expert na nacrty ludskych tvari zachytéval podobu
Zien podla ich rozpravania a podla rozpravania ich zndmych. Po porovnani tychto dvoch
portrétov Zeny zistili, Ze ich znami ich opisali v krajsej podobe. Toto video videlo za rok 2014
viac ako 114 miliénov uzivatelov (David 2013).

Neziskové organizacia WATERISLIFE, v snahe zabezpedit pitni vodu tym, ktori ju potre-
buju, spustila v roku 2013 kampan, v ktorej porovnévala problémy ludi z krajin tretieho sve-
ta a problémy, ktoré zvy3ok ludskej populdcie zverejfiuje na internete. Kampan dokézala
dojemnym a z&roven vtipnym spésobom poukézat na to, ze problémy ako kratky k&bel od
nabfjacky mobilného telefénu, strateny mobilny telefén, ¢i nevyhriate autosedacky v zime
v skuto¢nosti ani nie st problémy. Vdaka tejto mimoriadne Uspesnej kampani sa podarilo za-
bezpecit pitni vodu pre obyvatelov krajin tretieho sveta na jeden milién dni (David 2013).

Pocas dra zeme - 22. aprila 2014 sa NASA rozhodla prist s modernou kampariou, kto-
rej cielom bolo zvysit povedomie o tomto vyznamnom dni a zarover motivovat ludi k ochra-
ne prirody. Kampari prebiehala interaktivnou formou, v ramci ktorej mohli ludia posielat na
strdnku NASA fotografie zo vSetkych kutov zeme a ich vysledkom bola mozaika tychto foto-
grafif s ndzvom ,Global selfie”. Tato mozaika bola néasledne zdielana miliénmi uZivatelov soci-
alnych sieti Twitter, Instagram, Facebook, Flickr, and Google+ po celom svete (Young 2014).

Spolo¢nost Honda, svetovy vyrobca aut, spustila od 2. do 4. augusta 2014 kampar, kto-
rej cielom bolo ziskat si novych fanusikov a z&roven priniest ludom tismev. Priebeh kampane
bol zdokumentovany vo videach, v ktorych sa spolo¢nosti Honda podarilo rozosmiat tri mi-
liony lud{ po celom svete. Videa si denne pozrelo pribliZzne 40 000 ludi a vytaZok z tejto kam-
pane vo vyske 100 000 dolarov bol venovany Nadacii na vyskum a lie¢bu detskej mozgovej
obrny (Schweigert 2014).

V decembri 2014 bola viano¢na kampari amerického portélu preddvajuceho hracky -
Toys"R"Us zamerana na vyzbieranie pefiazi a zakupenie hraciek pre deti, ktoré ich potrebu-
ju. Princtp kampane spocival v tom, Ze darcovia periazi poslali portélu Toys"R"Us fotku, na
ktorej je zachytené ako darovali peniaze a portal Toys"R"Us nésledne za kazdu takuto fotku
daroval hrac¢ku naviac. Po¢as kampane sa podarilo vyzbierat 5 860 793 doléarov, za ¢o sa na-
kupili hracky pre deti z detskych domovov a socidlne slabsich rodin (Cassinelli 2014).

Zaver Cielom prispevku bolo na zéklade prikladov z praxe identifikovat témy, na
ktoré sa orientuju socidlne marketingové kampane.
V zamerani devatnéstich analyzovanych kampani je mozné identifikovat osem réznych

tém. V SR ide o tieto témy:

42

TEXT | LUKAS VARTIAK

| Ludia proti rasizmu (2000 - 2005): téma socidlneho zaclenenia,

| Zdravé prsia (od roku 2002): téma ochrany zdravia,
| Biela pastelka (od roku 2004): téma socidlneho zaclenenia,
| HELP - za Zivot bez tabaku (2005 - 2010): téma ochrany zdravia

Rozdelenie identifikovanych tém socidlneho marketingu v zahrani¢i je zhrnuté v tabulke 2.

Organizator Krajina Ciel kampane Zaradenie do témy
Ministerstva do- informovanie verejnosti o po- ‘o
<1 X 1. . . . ) bezpecnost na
pravy Ceskej Ceska republika | tencidlnych nebezpecenstvach ,
. S : cestach
republiky rizikového riadenia
motivacia zdkaznikov ku kipe o )
% s ; . . | ochrana Zivotného
EON Ceska republika | energeticky Uspornych :
o i prostredia
Ziariviek a spotrebicov
Prague Interna- motivacia verejnos-
rag Ceska republika | ti k zacleneniu behu do ochrana zdravia
tional Marathon y P
kaZdodenného Zivota
upozornenie verejnosti na
existenciu novovzniknute;
0. z. Anabell Ceska republika | krizovej linky venujucej sa os- | ochrana zdravia
obam s poruchou prijmu
potravy
Americkd armada | Afganistan zabezpevc ere miery zabezpecenie mieru
a bezpecnosti v krajine
Henkel Ceska republika pot{kazan}e na vyznam zdvavé- ochrana zdravia
ho Zivotného Stylu detf
quar}ska Ceské republika na/bvada'me mladych ludi part?apaaa na /
iniciatfva k ucasti vo volbach verejnom rozhodovani
Nike Ceska republika | motivacia mladych lud{ k behu | ochrana zdravia

Charitativna or-
ganizacia Mobile

Spojené Staty

dosiahnutie toho, aby si
spolo¢nost vsimala aj ludi na

socidlne zaclenenie

oy
Loaves & Fishes americke jej okraji

Diakonie ) ) .

Ceskobratrské Ceska republika dosiahnutie zmeny pohladu socialne zaclenenie

cirkve evangelické

spolo¢nosti na seniorov

Vinarstvo Banrock
Station

Velka Britania

poukézanie na narastajuci
ubytok véiel

ochrana zivotného
prostredia

Wall Mart

Spojené Staty
americké

motivacia chudobnejsich zéka-
znikov ku kupe lacnych, ale
zaroven kvalitnych produktov

socialne zaclenenie

Birell

Ceska republika

prilékanie novych darcov krvi

dobrovolnictvo
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pomoc pri eliminacii novorode- omoc kraiinam
Pampers Ceska republika | neckého a materského tetanu por J
s : tretieho sveta
v krajinéch tretieho sveta
Australska vidda | Austrlia eerie poctu fajciarov ochrana zdravia
v krajine
Spojené Staty B S o o .
Dove o zvysenie sebavedomia Zien socidlne zaclenenie
americké
s zabezpecenie pitnej vody pre s
WATERISLIFE SPOJENE STALY | b\ atelov krajin tretieho pomoc keajindm
americké tretieho sveta
sveta
, motivacia ludi k ochrane ochrana Zivotného
NASA cely svet . .
prirody prostredia
s vyzbieranie perazi na vys-
n . . -
Honda SpOJe' ¢ lstaty kum a lie¢bu detskej mozgov- | dobrovolnictvo
americké .
ej obmy
Spoiené Stat vyzbieranie peniazi na zakupe-
Toys"R"Us POJENE STV nie hraciek pre deti, ktoré ich | dobrovolnictvo
americké -
potrebuju

TABULKA 2: IDENTIFIKOVANE TEMY SOCIALNEHO MARKETINGU V ZAHRANICT (2008 - 2014),
ZDROJ: VLASTNE SPRACOVANIE

Analyza socidlnych marketingovych kampani poskytla zaver, Ze zo $tyroch kampani v SR
bola polovica zamerané na tému ochrany zdravia a polovica na tému socidlneho zaclene-
nia. V rdmci dvadsiatich zahrani¢nych kampani bolo pat kampani zameranych na ochranu
zdravia, témou socidlneho zaclenenia sa zaoberali $tyri kampane, na ochranu Zivotného
prostredia a dobrovolnictvo boli zamerané tri kampane a na pomoc krajindm tretieho sveta
boli zamerané dve kampane. Z ostatnych tém (bezpecnost na cestach, zabezpecenie mieru,
participécia na verejnom rozhodovani) sa kaZzda objavila len v jednej kampani.

Odportcanim pre dalsi vyvoj socidlneho marketingu je orientacia na témy, ktorym sa
nevenuje tolko pozornosti. Napriklad to méZu byt témy, z ktorych kazda sa objavila len v jed-
nej z analyzovanych kampani. Na druhej strane by mal byt priestor venovany aj aktualnym
témam ako su ludské prava, migracia a vojnové konflikty.

Poznamky | Notes Prispevok je publikovany v rdmci rieSenia projektov VEGA
1/0916/15 a VEGA 1/0895/13.
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NEUROMARKETING. UVOD
DO PROBLEMATIKY.

CAST I.

Cielom marketingu je ¢o najpresnejsie definovanie zdkaznickych potrieb ,Zelani a tizob
a navrh takych produktov, ktoré by tieto potreby, Zelania a tizby dokonale uspokojili.

Casto si ani sami spotrebitelia neuvedomuju, aky produkt chcd, aké funkcie by
mal mat a ani firmy nevedia zvolit spravny spésob komunikéacie, aby marketingovou
kampanou vhodne oslovili zdkaznikov.

V dnesnej dobe vSak na ich presné urcenie nestacia klasické metddy marketin-
gového vyskumu. Je mozné predpokladat, Ze najmé kvéli si¢asnému mnozstvu pro-
duktov a reklamy na trhu, ktoré spotrebitelia takmer nevnimaju a pre potrebu
lepsieho poznania toho, ¢o spotrebitelia naozaj chcu a ako ich ¢o najefektivnejsie
oslovit, vznikol v ostatnych rokoch neuromarketing. Cielom prispevku je objas-
nit podstatu a vyznam neuromarketingu, ktory je povazovany, hoci s istou davkou
skepticizmu, za vednu disciplinu, ktora bude vyuZzivat, (alebo ich uz vyuziva) po-
znatky o mozgu a o jeho fungovani pri zefektiviiovani marketingovych stratégii.

“V stuiasnosti je pre neuromarketing klucova prave skutoénost, Ze na jeho poli
bude pravdepodobné intenzivna spolupraca medzi vedeckou a podnikatelskou sférou.

Obe strany maju v tejto brandZi svoje zaujmy a budi sa moct doplrovat.

Podnikatelia poskytni s komerénymi zaujmami financie pre vyskum a vedecka
¢innost sa mdZe rychlejSie posunovat dopredu. Otazkou zostava, aké mnoZstvo po-
znatkov bude moZné publikovat pre verejnost a aké ochranné znadmky sa budi na
vysledky neuromarketingovych vyskumov vztahovat (PsychoLogOn 2014).

Skepsa sa v tejto problematike tyka tiez cenovej dostupnosti zobrazovacich
pristrojov a moZnej manipulacie a ovladania mysle spotrebitelov. Vyznamny
¢esky neuropatolég FrantiSek Koukolik varoval pred réznymi spdsobmi zneuzitia
psychologickych a neurologickych poznatkov v politike a v biznise a prirodzenou
nachylnostou ludi chovat sa ako ,ov¢ie stado” (Koukolik 2012).

1 Co je neuromarketing Neuromarketing je mladou a velmi zaujimavou disciplinou,
ktora spaja poznatky neurovedy a marketing. Vdaka skimaniu mozgu a mysle spotrebitela
dokaZe odhalit jeho potreby, ndzory na produkt, reklamu alebo znacku, ¢i sa mu pacia, ktoré
konkrétne prvky, do akej miery a ¢i vobec.

Moderné metddy pouzivané v neurolégii ako fMRI (funkénd magnetickd rezonancia) ale-

bo EEG (elektroencefalografia) dokazu odhalit, ktoré ¢asti mozgu su pri sledovani reklamy,
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obrazkov alebo pozorovani réznych inych objektov aktivne a ur¢it, aké emécie st u spotre-
bitela vyvoldvané. To dok&Ze pomoct marketérom a firmam urcit a lepSie pochopit potreby
a tuzby svojich zakaznikov, a tak vyvijat produkty splfiajtice alebo presahuijtice ich naroky.
FogaSova a Oldh (2013) uvadzaju, Ze neuromarketing sa snaz{ skiimat vplyv marketin-
govych podnetov na reakcie zdkaznikov i spotrebitelov z&roven. Ide o podnety poznévacie,
afektivne a senzomotorické. Neuromarketing skiima funkcie mozgu pri rozhodovani o kiipe
tovaru. Tymto néstrojom sa firmy snazia zistit skutocné preferencie ludi. Niektori povazuji
neuromarketing za nastroj vyskumu trhu. Lucaci (2012) uvadza, Ze neuromarketing je nova
forma vyskumu trhu, ktora pouZiva nastroje neurovedy na meranie emo¢ného vplyvu ko-
munikacie naprie¢ vSetkymi médiami a pouziva vysledky na vytvaranie marketingovych od-
porucani. Kozel (2011, s. 172) uvadza, Ze neuromarketing je jednou z novych oblasti metéd
vyskumu, ktora vychadza z tzv. neuroscience, volne prelozené ako neuroveda.
Neuromarketing skiima senzomotorické, kognitivne a afektivne reakcie spotrebitelov
na marketingové podnety, pricom k tomu vyuZiva lekarske technolégie na meranie aktivi-
ty v konkrétnych ¢astiach mozgu. Zékladnym cielom neuromarketingu je zistit, preco a ako
sa spotrebitelia rozhoduju, ktord ¢ast mozgu je aktivovana a aké ma na toto spravanie vplyv
(Kozel 2011, s. 172).Testovat sa daju reklamy, r6zne druhy vizudlov, atraktfvnost obalu, dizajn

internetovych stranok, newslettery, znacky, audiovizualne podnety alebo audio podnety. Tes-

tovanie must prebiehat bez asistencie respondenta, pretoze dalSie ¢innosti vyvolaji v mozgu
iné impulzy, ktoré by mohli znehodnotit testovanie (Constant Digital 2014).

Podla Lindstroma (2009, s. 4) ide tieZ o nastroj, ,ktory sa pouZiva k tomu, aby ndm po-
mohol rozltstit, ¢o uz si ako spotrebitelia myslime, ked sa stretneme s nejakym vyrobkom
alebo znackou - a niekedy nam dokonca poméha odkryt pochybné metédy, ktoré obchodni-
ci vyuzivaju, aby nas naviedli a oklamali, bez toho, aby sme o tom v6bec mali poriatia. Podla
Vysekalovej (2011, s. 34) je neuromarketing prave aplikaciou neurologickych poznatkov do lu-
bovolnej oblasti marketingu, napr. do obalov, vyskumu a vyvoja novych produktov a sluZieb,
marketingovej komunikécie a pod.

V stvislosti s neurovedou sa zacali objavovat aj dalSie pojmy, obsahujtice slovo ,neuro”.
Su to napr. neuroekonomika, neuroestetika, neuroetika, neuromanazment a pod.

Napr. neuroestetika méZe zistovat, o sa v mozgu ¢loveka odohrva v pripade vnimania

alebo vytvarania umenia alebo méZze znalosti z neurovedy do estetiky aplikovat. Podla Kouko-

lika (2004) je neuroestetika odbor vznikajuci na hraniciach vedy o mozgu, architektury, hud-
by, maliarstva.

2 Histdria neuromarketingu Koncept neuromarketingu vznikol v roku 1990 na Har-
vardskej univerzite v USA. Psycholégovia ho zaloZili na téze, Ze dominantné mysliaca ¢ast
ludskej aktivity aj s eméciami prebiehajil v podvedomy, ktoré je pod Urovriou vedomia, ktoré
Clovek vie kontrolovat (Oldh a FogaSova 2013). Na prienik disciplin tradi¢nej neurovedy a mar-
ketingu bolo slovo neuromarketing prvykrat pouZité v roku 2002. Oznacuje disciplinu, kto-

4 spaja poznatky z neurolégie, psycholégie, sociolégie a marketingu a pomocou modernych
vyskumnych metéd a pristrojov skima, preco sa spotrebitelia spravaju iracionalne (Sasiko-
V& 2013). Pojmom ,otec neuromarketingu’ je oznacenych viacero odborntkov. Méaria Sasikova
uvadza harvardského profesora Geralda Zaltmana (Sasikova 2013), ktory ako prvy pouZil fMRI

ako marketingovy nastroj (Lewis 2005). Podla iného zdroja je to Ale Smidts, nositel Nobelovej
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ceny za ekonémiu z roku 2002, ktory v tom roku slovo ,neuromarketing” prvykrat pouzil. Da-
vid Lewis bol ,otcom euromarketingu’ nazvany vdaka svojim stididm analyzovania aktivi-

ty mozgu pre vyskum a komer¢né Ucely (Marketingcrossing 2014). Ako sém Lewis tvrdy, aj in
vedci robili pomocou EEG podobné vyskumy, avsak tie sa v sedemdesiatych rokoch eSte ne-
spéjali so zaujmom firiem, ktoré by mali zaujem robit marketingovy vyskum ,inak” - pomocou
skiimania mysle. V st¢asnosti existuje podla Lewisa najmenej 250 spolo¢nosti ponukajucich
neuromarketingové sluzby. Niektoré z tychto spoloénosti vyvijaju nstroje, ktoré nebudu vy-
Zadovat pripojenie senzorov na telo a budu sa dat pouZit cez internet (pozn. [1]).

V dnesnej dobe prestavaju byt klasické metddy vyskumu
trhu efektivne alebo dokonca postacujiice. Pri anketach, dopytovani sa, hibkovych rozhovoroch

3 Metddy skimania mozgu

a diskusiach byvaju dopytovani ovplyviiovani mnohymi faktormi. MéZe {st o citlivejSie otazky

v ankete a obavy dopytovaného z toho, ¢o si 0 iom anketar pomysli. Reagovat mézu dopyto-
vani aj odpovedou, o ktorej st myslia, Ze je ,ta spravna" a Ze prave tu chce anketar pocut. Na-
priek pozitivnym hodnoteniam niektorych ndvrhov produktov sa mnoZstvo novych produktov
na trhu neuchyti a tak bolo potrebné vymysliet nové metédy skiimania. Kvéli nepresnostiam,
Castej neefektivnosti a ndkladovosti tradi¢nych prieskumov trhu by bolo idedlne vediet, ¢o sa v
danom momente odohrava v mysli spotrebitela, kedZe je zname, Ze hlavna ¢ast ludského mys-
lenia, emdcii a ludskej ¢innosti, viac nez 90%, prebieha podvedome (Kozel 2011, s. 172). Nové
metddy vyskumu, ktoré pouZiva neuromarketing, dok&zu zistit, na ¢o ¢lovek pri pozorovan{ ur-
¢itého podnetu, napr. reklamy alebo znacky, mysli, ktoré ¢asti mozgu sa v tomto momente akti-
vujy, aké emécie dané podnety vyvolajy, aku intenzitu tieto podnety maji a pod.

V dalsej asti prispevku uvedieme metédy skimania pouzivané v neuromarketingu. Me-
dzi najznamejsie mozno zaradit fMRI (funkéni magneticku rezonanciu), EEG (elektroen-
cefalografiu), MEG (magnetoencefalografiu), TMS (transkraniglnu magnetickd stimulaciu)

a sledovanie o¢nych zrenic (Oldh a Fogasova 2013).

Met6da fMRI
spotrebitel robi rozhodnutia, ktoré robf a ktord ¢ast mozgu mu ,hovor{", aby ich urobil. fMRI

Vedci pomocou fMRI (funkénd magneticka rezonancia) zistuju, preco

dokéze merat mnozstvo okysliCenej krvi v celom mozgu a vie presne oznacit oblast velkosti
jedného milimetra, kde prave prebiehaju zmeny (Vysekalov et al. 2011, s. 34). Magneticka re-
zonancia je zobrazovacou metddou, ktord vytvara dvojrozmerné alebo trojrozmerné obrazy
vnutornych organov ludského tela. PouZiva sa od roku 1980 a je obltibena pre vysoku kvali-
tu zobrazovanych snimok a pre nepouzivanie radia¢ného Ziarenia. Telo je pri vySetreni tou-
to metédou umiestnené do pristroja s velkym supravodivym magnetom a vystavené pulzom
elektromagnetického vinenia. R&diofrekvenéné pulzy stimuluju protény atémov vodika, ktoré
obsahuiju tkaniva v tele, ¢im sa vyZiari energia proténov v podobe radiovych vin. Rozne tka-
niva maju rdzne obsahy vody a tak mdze fMRI tkaniva rozliSit. Pocita¢ nasledne prement pri-
jaté signély do obrazcov Struktury tkaniv a orgédnov. (Pro Diagnostic Group, 2014).

Ak mozog pracuje na nejakej tlohe, potrebuje viac kysltka a glukézy. Cim je Uloha zloZitejsia,
tym je prietok okysli¢enej krvi vyraznejsi. Sledovanim prace mozgu, pri¢om sa tieto oblasti
na monitore zobrazuju, dokaZu neurolégovia presne urcit, ktoré oblast v ktorom ¢ase pracu-
je (Lindstrom 2009, s. 9).
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OBRAZOK C. 2: VYSLEDOK MERANI FMRI,
ZDROJ: MAKROPULOS.CZ (2014)

Skodlivost fMRI dokézana nebola, avak nemdZu ju podstupit Zeny v prvych troch mesiacoch
tehotenstva, ludia s implantovanym kardiostimulatorom alebo defibrilatorom, pretoze kom-
bin4cia magnetického pola a radiofrekvenéného vinenia by mohla poskodit ich funkciu. Ne-
bezpeéné su aj elektrddy, ktoré ostali po odstranent spominanych pristrojov, cievne svorky,
elektronické implantaty alebo kovové cudzie telesa a pod. Okrem toho je pred vySetrenim
potrebné odloZit vietky kovové predmety, ktoré clovek pri sebe méa (Diagnostické centrum
2014).

Metéda EEG
ktorych aktivite vznik4 elektricky potencidl, ktory sa $iri do okolia. Tieto potencidly moz-
no merat na povrchu hlavy pomocou EEG (elektroencefalografia). Signdl, ktory sa dosta-

Nervové bunky medzi sebou komunikuju pridenim nabitych iénov, pri

ne cez lebku a makké tkanivo aZ na povrch hlavy je velmi slaby, ale pristroj EEG je schopny
tieto slabé signély zosilnit a odfiltrovat Sum. Pocas vySetrenia je pacientovi umiestnena na
hlavu $pecialna ¢iapka obsahujuca elektrddy, pristroj meria urciti dobu elektrickd aktivitu
z kazdej elektrédy a zaznamendva ju do grafu. Na vyslednom grafe mozno rozlisit niekol-
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ko elektrickych aktivit mozgu, ktoré sa li$ia frekvenciou a amplitidou (vydkou) vin. Z grafu
mozno vycitat aj grafoelementy, ¢o su kratke vykyvy elektrickej aktivity. Na EEG z&dzna-
moch sa stanovuju typy elektrickej aktivity mozgu. Aktivita alfa sa objavuje pri zavretych
ociach v bdelom stave. Aktivita beta v bdelom stave pri otvorenych o¢iach. Aktivity

s nizkou frekvenciou su theta a delta, tie sa objavuji pocas spanku (vitalion.cz 2014),
(pozn. [2]).

OBRAZOK C. 3: EEG VYSETRENIE, ZDROJ: LSA.UMICH.
EDU (2014)

EEG moZno vyuZzit na zaznamendvanie aktivity mozgu pri marketingovych pozorovaniach.
MoZno tak odpovedat na otazky ohladom pozornosti, emocionalnych aspektov, zapamata-
vania si vec{ a pod., pri¢om pri meran{ mozno zaznamenat reakciu mozgu uz po prvej po-
lovici sekundy po videni stimulu. Vyhodou oproti fMRI je fakt, Ze EEG pristroje su relativne
lahko prenasatelné a tak je mozné vyskum vykonat na réznych miestach (The Neuromarke-
ting Labs 2014c). Nevyhodou EEG je skuto¢nost, Ze vystupy su len orientacné , pretoZe me-
raju naraz prilis velku ¢ast mozgu a neposkytuju preto Uplne presné informéacie (Du Plessis
2007, s. 71).

EEG ponuka nizke priestorové rozliSenie a teda nie je mozné s tiplnou presnostou loka-
lizovat miesto, kde sa impulz v mozgu $iri. Toto obmedzenie je vyznamné najma pri hibsich
a starsich Struktirach mozgu, ako je limbicky systém alebo mozgovy kmeri, ktoré sprostred-
kivaju vela emociondlnych a instinktivnych aspektov spravania sa ¢loveka (Morin 2011).

Metéda sledovania oénych zrenic
skumu v oblasti neuromarketingu. Ur¢ita oblast obrazku, na ktoru sa ¢lovek v danej chvili
pozerd, napovedd, ¢o pritahuje jeho pozornost a o ¢o ma zaujem. Sledovanie prebieha pomo-

Sledovanie oénych zrenic je dalSou metédou vy-

cou videokamery, ktora osvetluje o¢i infradervenym svetlom a meria odraz a tak dokaze au-
tomaticky néjst oblast, na ktoru sa zrenicka oka sustredi. Ideélne je spojenie tohto sposobu
vyskumu spolu s metéddou EEG, ¢o pomdZe vidiet okrem sledovanej oblasti aj to, ¢o sa v da-
nom momente odohrava v mozgu (The Neuromarketing Labs 2014b).
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OBRAZOK C. 4: KAMERA NA SLEDOVANIE OCNYCH ZRENIC, ZDROJ: DOCTORDISRUPTION.COM
(2014)

Vysledkom sledovania o¢nych zrenic je sledovany objekt s farebne rozliSenymi oblastami, kto-
ré ukazuju to, kam, s akou intenzitou a ako dlho respondent pozeral. Skiimat sa daju rozlicné
katalégy vyrobkoy, billboardy, internetové stranky a pod.
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OBRAZOK C. 5: KAMERA NA SLEDOVANIE OCNYCH ZRENIC, ZDROJ: ITRACK.RU (2014)

Dalsie metédy Magnetoencefalografia - MEG meria zmeny v magnetickom poli in-
dukované neuronalnymi aktivitami v mozgovej kdre (Oldh a FogaSova 2013). Transkranidlna
magnetické stimuldcia - TMS vyuZiva Zelezné jadro zabalené v elektrickych drétoch, ktoré
sa priklad4 k hlave, vytvara magnetické pole a indukuje elektrické pridy v neurénoch (Olah
a FogaSova 2013). Biometria - patri k dopliujucim metédam vySetreni. Psychologické reak-
cie maju fyziologické nasledky. Biometriou mozno merat mieru potu koZe, srdcovu a dycho-
vu frekvenciu, roztahovanie o¢nych zrenic, teplotu koZe, svalové aktivity napr. na tvari (The

Neuromarketing Labs 2014a).
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KONIEC CASTI I.

Poznamky | Notes [1] David Lewis je zakladatelom a predsedom spolo¢nosti Mindlab
International, ktora je anglickym lidrom medzi firmami pdsobiacimi v oblasti neuromarke-
tingu. Po Studiu mediciny ziskal doktorat z experimentalnej psycholégie a dodnes publikoval
viac nez dvadsat knth. Podla jeho vlastnych slov sa stal ,otcom neuromarketingu’, ako ho
nazvali média, len ndhodou. Po ziskani doktoratu robil vyskum v oblasti klinického vyuZzitia
biofeedbacku, ¢o je technika odhalujuca fyziologické zmeny organizmu, napr. zvysenie tlaku,
tlkotu srdca a pod. V roku 1987 sa stretol s primitivnejsim EEG pristrojom a upravil ho tak,
aby mohli byt data zdigitalizované a zaznamenavané pocitatom. Na svoje vyskumy potre-
boval uréity pozornost pritahujict a emécie zvy3ujuci stimul, ktory nakoniec nasiel v te-
leviznych reklaméch. Pomocou EEG zadal skimat aktivity mozgu ludi pri sledovani reklam

a pocas nakupovania v obchode. V roku 1997 urobil EEG Studiu reakcif divaka na politické
sprévy a neskor zacal uskutoctiovat Stidie zamerané na emociondlne stavy v stvislosti

s vnimanim znacky a nakupmi. V roku 2001 zaloZil spolu s dvoma marketingovymi Specia-
listami neuromarketingovu spolo¢nost Neuroco, ktor4 bola neskdr prebrand firmou Neuro-
Focus (Lewis 2014). | [2] Jednou z najvacsich firiem vyuZivajicich EEG bola neuromarke-
tingova spolo¢nost NeuroFocus, neskér zlicena s The Nielsen Company. NeuroFocus merala
efektivitu produktov a kampani pomocou EEG, pri¢om 64 senzorov umiestnenych na ¢iapke
na hlave dokazalo urobit 2 000 merani za sekundu, ¢o je za sekundu 128 000 Udajov. Merané
boli tri parametre, a to pozornost, emécie a pamat, pricom kazdy z tychto parametrov mal
svoje skore a ich kombinécia uréovala konecnu ti¢innost reklamy. (Serfaty 2009).
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The aim of marketing is to precisely define what customer needs, wants and desires
and to design such products, which would perfectly satisfy those needs, wants and
desires. It happens often that not even the consumers are aware what product they
really want, what features should definitely include and the same is with companies,
because they are not able to choose the right mode of communication for their mar-
keting campaign to appropriately address customers. However today, it is not enough
to use conventional methods of marketing research for their exact determination.

It can be assumed that especially because of the current multitude of products
and advertising on the market, which consumers almost do not perceive and the
need for a better understanding of what consumers really want and how to reach
them most effectively, came into existence concept of neuromarketing in recent years.

The aim of this paper is to clarify the meaning and importance of neuromarket-
ing, which is regarded, although with a certain amount of skepticism, as a scientific
discipline that will use (or have used) the knowledge about the brain and its function-
ing at streamlining marketing strategies.

"It is now crucial for neuromarketing to be aware of the fact that in the field will
be needed precise and intense collaboration between science and business. Both sides
have interests in this sector and they will be able to complement one another. Entre-
preneurs can provide finance for research and scientific activity can quickly evolve.
The question is how much knowledge will be published for the public community and
which trademarks will protect the results of research’(psychologon.cz). Skepticism in
this issue also relates to the affordability of imaging devices and possible manipula-
tion and mind control of consumers.

Significant Czech neuropathologist Francis Koukolik warned about the different
ways of misuse of psychological and neurological knowledge in public life and busi-
ness and natural propensity of people to behave as "sheep flock" (Koukolik 2012).

plication of knowledge in the telecommunications market and operators acting
onit.
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TEXT | PAVEL STRACH

PUBLISH OR PERISH: ON PREDATORY
PUBLISHING IN MARKETING SCIENCE

Everyone, who has ever been a researcher or a doctoral candidate, experienced the academ-
ic mantra of publishing. First perhaps in research methods courses, in which instructors
commonly talk about wider sense of a scientific inquiry, about the joy of discovery and the
passion for exchanging and sharing ideas with peers and wider academic community. Nev-
ertheless, the archetypal belief that science has a superior transcendental power to cross
boundaries of ethnic, political, religious, or social divides starts deteriorating when jun-

ior faculty learn there has been a practical side to researching - measurement of scientific
production.

Better scientist do not necessarily have better ideas, they just may have higher scores
in scientometric mechanisms implemented at their institution. Number of publications, pag-
es, count of intellectual property registrations, attended conferences, number of entries in
various databases, and other numerical parameters do not measure directly the joy from re-
searching, but are easy to report and verify. Just as in any walk of life, goals need to be set,
monitored and assessed in the domain of science. It is unclear, whether H. James Harrington,
H. Thomas Johnson, or Robert S. Kaplan shall be credited with the paraphrase: What you
measure is what you get. And here, the story starts reading scary.

The end justifies the mean. Every measure or performance indicator will ultimately de-
viate a process from its original purpose, if it does not cover the main process components
and consider all three crucial process elements: inputs, transformation, and outputs. Scien-
tometrics as a young discipline has been largely anchored in focusing on outputs. Hence,
scientists do focus primarily on outputs and not on the scientific inquiry itself. They scan
conferences and journals based on various indices of their potential impact, strive for num-
ber of points in their academic leagues and spend just the same and more time on reporting
than on researching. Language barrier, inexperience, lack of time or resources, or dishonest
intentions may easily drive a researcher into the arms of predatory publishers, who run sci-
ence production businesses of the worst kind.

Predatory publishers scan conferences and journals and offer “free” reprints to authors.
Some journals have been hijacked for the purpose of fraudulently offering authors the op-
portunity to swiftly publish their research. With the emergence of open access journals it
has become difficult to see the forest for the trees. Many of online outlets have been legiti-
mate, several operate as article mills. Vanity publishers collect (hefty) fees from authors to
have their article published. A number of fake publishers and journals capitalize on names of
well-established universities or destinations linking themselves to Cambridge, Oxford, or Har-
vard. A slew of them resides in emerging academic markets such as India or Pakistan, or op-
erates out of a tropical paradise.
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In the meantime, several leading databases have been reported to allow for certain pred-
atory journals to become crawled and indexed. Journals are challenged to cover the cost as-
sociated with databases and review processes without collecting unreasonable submission
fees, quality editors and reviewers are hard to find, and measures to combat plagiarism
have been both costly and unreliable. Researchers are confronted with a lengthy task to se-
lect the most appropriate destination for their next publication and to maintain appropri-
ate levels of scientific productivity while not losing sight of greater scientific curiosity. The
battle to deal with illegitimate and deceitful scientific publishing has just started. Avoiding
predatory (email) offers is the first thing, all of us can do.

Résumé PUBLIKU] NEBO ZMIZ: O PREDATORSKYCH VYDAVATELSTVICH V MARKE-
TINGOVYCH VEDACH
Preddtorskd vydavatelstvi, asopisy, jejichZ jména pripominaji véhlasné journaly nebo

svétozndmé univerzity, nelegitimni kopirovdni a plagiovdni éldnki i celych casopist,
uvddeéni jmen smyslenych osob v redakénich raddch - to jsou vSechno praktiky, jejichz
pricinu Ize kromé rozvoje internetu spatrovat i v celosvétové se zvysujicim diirazu na
védeckou produkci a jeji méreni. Nicméné co je predmétem méreni a vyhodnocovd-
ni, se také miiZe stdt ultimativnim smyslem a jedinym cilem, a v tomto scientometrie
selhdvd.

Jazykovd bariéra, nezkusenost, nedostatek ¢asu a zdrojti, nebo necestné umys-
Iy mohou zejména juniorni vyzkumniky vehnat do ndruce preddtori. Na druhé stra-
né &asopisy se stdle castéji potykaji s nedostatkem kvalitnich kandiddtii a kandiddtek
na mista editorti ¢i recenzentt, se zvysujicimi se ndklady na zalistovdni v databdzich
¢i na ucinnd opatieni v boji proti plagidtorstvi. Boj s nelegitimnimi a zavddéjicimi pu-
blikacnimi praktikami prdvé zacal, ndstroje k jeho vedeni v§ak miize kaZdy vyzkum-
nik zacit aplikovat sdm u sebe.

doc. Ing. Pavel Strach, Ph.D,, Ph.D. Degree program
Global Sales and Marketing, Upper Austria University of Applied Sciences, School of
Management, \Wehrgrabengasse 1-3, 4400 Steyr, Austria, e-mail: pavel.strach@fh-steyr.at

Kontakt na autora | Address
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JEDENACTY ROCNIK SOUTEZE
MARKETER ROKU VYHLASEN

Vedecky ¢asopis Marketing Science and nspirations sa, ako je uz dobrym zvykom, stava aj
v roku 2016 medidlnym partnerom sutaZe Marketér roka. Ceskd marketingova spole¢nost
zverejnila vyzvu na podévanie navrhov na kandidatov, ako uvadza prezidium CMS vo svojej
tlaCovej sprave.

Ceskéa marketingova spole¢nost vyhlasila souté? o titul Marketér roku 2015, nad niz opét
prevzala zastitu osobnost svétového marketingu prof. Philip Kotler. Vyhlaseni této vyznamné
odborné i spolecenské udalosti probéhlo v ramci konani seminéte Vzdélany marketér — ces-
ta k uspéchu firmy, ktery potadala Ceska marketingové spolecnost spolu s Klubem ucite-
1t marketingu na Novotného lavce v Praze 1 dne 5. 11. 2015. Slavnostniho aktu se za Ceskou

marketingovou spole¢nost zucastnili prezidentka spoleénosti doc. Jitka Vysekalova a vicepre-
zident - ptedseda hodnotitelské komise soutézZe prof. Gustav Tomek. Tradicné podpotil vyhla-

Seni soutéze svym osobnim sdélenfm prof. Philip Kotler, osobnost svétového marketingu.

Jednim z hlavnich cflt Ceské marketingové spole¢nosti je podpora marketingu jako ne-
zbytného faktoru rozvoje a konkurenceschopnosti nasi ekonomiky. Mezi cestami k jeho do-
sazeni ziskala vyznamnou roli soutéz o Marketéra roku, kterd vstupuje jiz do jedenéctého
ro¢niku. Ptihl4Sené projekty se ptedeviim hodnoti z pohledu inovativnosti, efektivnosti,
rozvoje metod a principu marketingu véetné dodrzeni etickych a dalsich predpokladd. So-
ubézné probthé soutéz Mlady delfin pro vysokoskoldky studijnich oborli zamétenych na
marketing.

Uzavérka prihlasek je 15. dubna 2016. Slavnostni galavecer s vyhlasenim vysledku se
kond 19. kvétna 2016 v Divadelnim klubu Lavka na Novotného lavce v Praze 1. Podrobnosti
0 SOUtéZi, zejména o zplsobu podavani prihlasek, jsou k dispozici na www.cms-cma.cz, pti-
padné je mozno smérovat dalsi dotazy na emailovou adresu info@cms-cma.cz.
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DENISA, HEJLOVA, 2015.
PUBLIC RELATIONS.

PRAHA: GRADA PUBLISHING, 2015. 250 S. ISBN 978-80-247-5022-4.

Integrovand marketingova komunikace, chdpané jako vnitiné provazany a synergicky po-
silujct systém jednotlivych néstrojd, je nepochybné vysledkem vyvoje jednoho z prvki
marketingového mixu, ktery samoztejmé byl vyrazné ovliviiovan vnéjsimi impulsy, vyvola-
nymi intenzivnimi konkurenénimi tlaky, stejné jako vlastnimi internimi silami a tendence-
mi, které byly podnécovany manazery vyZadujicimi maximalni efektivnost komunikacnich
aktivit.

Proto je tteba vitat viechny publikace, které se snaZi o aktuélni analyzu a hodnocent jed-
notlivych nastrojdt marketingové komunikace. Pravé z téchto monografickych zdroji bude
mozZné jednou zpracovat fundamentaln{ souhrnnou praci, vénovanou marketingové komuni-
kaci v jejt syntetizujici integrované forme.

Grada Publishing ptinesla na knizn{ trh novou publikaci, kter4 je ptevazné monografic-
ké profilace, misty ale na pomezi popularizaéni literatury: Public relations, autorky Denisy
Hejlové. Po predchozich knihach koncentrovanych na tématiku PR, vydanych péci Grada Pu-
blishing, Vaclava Svobody: PR moderné a Uc¢inné (2009) a Ladislava Kopeckého: PR - déjiny
- teorie - praxe (2013) a publikact ]. Ftorka, ptinasi stejnojmenné nakladatelstvi titul, ktery
usiluje o systematicky vyklad tohoto strategického komunika¢niho néastroje zase z ponékud
jiného pohledu.

Autorka si klade za cil ,ptedstavit ¢eskym ¢tenatdm komplexné problematiku public re-
lations, jeho historii, teoreticka vychodiska, hlavni oblasti z&jmu a pouZivané néstroje. Kni-
ha se vénuje 1 roli PR ve spole¢nosti, zejména etickym hranicim oboru. V rdmci problematiky
se zabyva také dalsimi souvislostmi, zejména rozvojem propagandy”. Objektivné je t¥eba
konstatovat, Ze na Yadé mist je publikace skute¢né ptinosnym zdrojem novych informaci ¢i
informaci v novych kontextech, které poskytujt inspirativn{ pohledy na tento sektor speci-
fické komunikaéni aktivity v rliznych oblastech socialné ekonomického a kulturntho Zivota
spole¢nosti.

Autorka obsah préce ¢leni do 5 ¢asti a 20 kapitol. Vychazi z definice pojmu, historického
vykladu vyvoje persuasivnich komunikacnich aktivit v USA a Evropg, véetné CR. Navazuje vy-
kladem hlavnich ptistupll a modell teoretického uchopeni PR, zabyvé se strategif planovani
a Yizeni komunikace typu PR, métenim jeji efektivnosti a rdmcové definuje jednotlivé komu-
nikaéni nastroje v paleté aktivit PR. Ctvrta ¢ast je vénovana aplikaci PR ve sféte interni ko-
munikace, issues managementu, produktovym PR, roli celebrit a moZnosti jejich vyuZiti v PR,
korporatnimu typu PR, PR ve sféte B2B, financ{ a community relations. Specialn{ pozornost
pak vénuje Public affairs a government relations, politickym PR a formam vladni komunika-
ce, CSR.
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Posledni ¢ast se soustteduje ptedeviim na hodnotové a etické otazky implementace PR
ve spole¢nosti, na oborové etické kodexy a vybrané neetické a manipulativn{ techniky, které
nékteré subjekty PR bohuzel vyuZzivaji.

Je potteba ocenit Usili, které autorka vénovala pritezovému pohledu na tuto komunikac-
n{ aktivitu, mnoZstvi odborné literatury, kterou cituje ¢i interpretuje. Zaroven konstatuji, Ze
jejt ptistup ke struktute vykladu je v zdsadé podnétny, poskytujici kontextudlni pohled na
jevy ve vyvoji.

Nicméneé, dopousti se zde - ve vztahu k déjindm &eskych PR a déjindm propagace — né-
kterych neseriéznich hodnoceni a nepochopent déjinnych souvislosti. Ptedevsim v této pu-
blikaci je nedostatecné pojata role PR v kontextu dalsich marketingovych komunikac¢nich
nastrojil v rdmci strategického marketingového tizen{ - v komerci i mimo ni. Ptesvédc¢ovact
efekt PR je v praxi jednoznacné zesilovan ¢i zeslabovan sladénim s jinymi komunika¢nimi na-
stroji marketingového mixu, s nfmz v drtivé vétsiné ptripadll tvoti syntetizujici soubor inte-
grované marketingové komunikace.

Velmi problematicky autorka popisuje vyvoj ndzort na dobovou terminologii v CR (re-
klama, propagace, propaganda a jejich vztah k PR), stejné tak bez nalezité opory v literature
vysvétluje podminénost - ideologickou predevsim — nékterych autorskych formulact publi-
kovanych v dobové literatute. Terminologické neptesnosti ve vztahu k Cesku jsou patrné na
vice mistech recenzované publikace. Stejné tak lze jen obtiZné v knize, kterd o sobé prohla-
Suje, Ze je monografie (tedy publikace, ktera systematicky, vSestranné a podrobné pojednéva
0 jednom, zpravidla Uzce vymezeném tématu), respektovat vécné chyby pramenict z nedo-
state¢né historické reflexe jevl doby neddvno minulé. Tak napt. na str. 69 autorka pise, Ze
v roce 1940 vydal Reklub knihu Vaclava Postolky Kniha o reklamé. Pravdou ovSem je, Ze V. Po-
stolka byl redaktorem kolektivni publikace. Na str. 74 - datuje vznik CSSR po tmoru 1948
(1960). Prohldseni o vyuce propagandy (str. 81) v 70. letech - bez odkazu na zdroj, dochazi
k nejistoté ctenéte. Do tematiky nezasvéceny ¢tendt bude toto tvrzeni chapat jako fakt, ale
tak skute¢né monografii psat nelze. Stejné tak by bylo jisté dilezité védét, jaky zdroj vede ke
konstatovani, Ze stat ¥idil propagaci - str. 78.

Pokud PIS (str. 126) vznikl v roce 1958, jen obtizné Ize hovotit o tom, Ze v CSSR vyst¥izko-
jako MERKUR, ale jako Reklamni podnik statntho obchodu, pozdéji byl ptejmenovan na Rekla-
ma obchodu, nakonec MERKUR. Pochybnosti o objektivité autoréina pohledu na déjiny oboru
v dobé nedavno minulé vzbuzuje text na str. 82. Kdyby si autorka dala tu préci na vlastnim
matetském pracovisti, kde dodnes pracuji pedagogové, kteti popisovanou dobu zaZili, zjistila

by nepochybné, jak slozité bylo viibec vybojovat na stranickych organech zaloZen{ oboru pro-

pagace v 1. 1971 na FZ UK, jaké ustupky a tlitby bylo t¥eba u¢init, aby obor mohl v prezenéni
i kombinované formeé existovat az do roku 1989. Pokud by studovala prameny, pak by zajisté
seznala, Ze FZ UK byla jedinym vysokoskolskym pracovidtém, kde se propagace jako speciali-
zované oborové studium dalo absolvovat, véetné studia postgradudintho. Nemluvé o tom, Ze
centralné tizena spoleénost ptece jen skytala jisté teoretické moznosti ¥{zeni nékterych celo-
spolecenskych procest, zejména ve sféte téch aktivit, které dnes nazyvame socidlnim marke-
tingem (v dobové terminologii spolecensko-vychovna propagace).

Vzhledem k tomu, jak malo literatury z oboru PR vychdzelo v nastupujici normalizaci, je
mrzuté, Ze v praci chybi alesport struéné zhodnoceni dvou publikact: L. Hajka - Public relati-

60

TEXT | DUSAN PAVLU

ons - podnik a vetejnost (Hradec Kralové, ISA 1970) a Sesity novinate 2/1968 s ndzvem Public
relations - propagace - reklama. Ve své dobé nevidany pocin.

Souhrnné te¢eno - kniha jisté pottebna, bohaté vybavend tadou faktli ve vyvojovych po-
hledech a souvislostech zejména zahrani¢nich. Nicméné jeji monografickou kvalitu snizuji na
nékterych mistech neptesnosti, nedostate¢né studium zdroji a laciné a populistické odsud-
ky ve sféte domacich redlil. Bez dostate¢né opory ve znalosti historickych faktd vybornou
monografii prosté napsat nelze.
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PETR, VIT, 2015. PRAKTICKY
PRAVNI PRUVODCE PRO NEZISKOVE
ORGANIZACE.

PRAHA: GRADA PUBLISHING, 2015. 157 S. ISBN 978-80-247-5477-2.

S rozvojem obcanské spole¢nosti nutné must ruku v ruce krécet také kvalifikované védomi

o pravni Upravé vSech forem organizace lidskych aktivit. Prazské nakladatelstvi Grada Pub-
lishing se v poslednich letech zasluzné a systematicky vénuje mapovani neziskového sekto-
Tu a ptindsi na knizni trh jiZz ¢tvrtou publikaci vyhradné orientovanou pravé na jeho potteby.
Prakticky pravn{ priivodce pro neziskové organizace je nezbytnou ptiruckou pro viechny,
kdo se rozhodli ¢ast svého Zivota vénovat dobrovolnym aktivitdm ve prospéch svych bliznich.

Obecnéji platnou komplikaci ¢innosti neziskového sektoru je fakt, Ze pro néj v prevaz-
né vétsiné pracuji lidé s nadSenim, s ptesvédcenim, Ze je t¥eba pomahat pottebnym, aniZ by
obvykle méli pottebné profesionalni znalosti a ndvyky nezbytné pro tento obor. Pravé jim je
tato publikace uréena ptedevsim, protoZe jen se znalosti pravniho ramce svych aktivit mo-
hou konat v souladu se zadkony zemé.

Autor publikace, pravnik Mgr. Petr Vit, se jiZz Yadu let profesionélné vénuje problematice
neziskového sektoru, a také proto je jeho kniha vedle vykladu platnych pravnich norem po-
dle nového ¢eského Obcanského zdkonikuy, orientovana predevsim na tematiku praktického
uplatriovani prava v riznych oblastech skutecného Zivota a aktivit neziskového sektoru.

Prvni ¢4st publikace je vénovana vykladu zdkladnich pojmt, s nimizZ se ve sféte nezis-
kového sektoru setkdvame: pravnicka osoba, neziskova organizace - spolek, nadace, nadac-
ni fond, Ustay, socialn{ druzstvo. Vyklad vychéazi z paragraftl nového Obéanského zakoniku
a pro laika srozumitelnou formou ptiblizuje zakladni charakteristiky téchto pravnickych
0sob, systémy jejich tizeni, odpovédnosti jednotlivych pozic v jejich managementu apod.

Pro sféru marketingové komunikace ma oviem vétst vyznam ¢ast druhd, kterd se sou-
stfeduje na praktickou realizaci celé tady aktivit, které navazujf na jiz vytvoteny image ne-

ziskového subjektu ve vetejnosti, ktery podstatnou mérou ovliviiuje Uspésnost téchto aktivit.

Autor orientuje pozornost ¢tendre na darcovstvi a sponzoring, loterie a tomboly, vetejné
sbirky, drazby, dédictvi, odmeénovan{ fundraiserti, rémcovy vyklad pojmu dobrovolnictvi. Po-
ttebny prostor vénuje také zakladnim pracovné prdvnim vztahtim, naleZitostem smluv a do-
hod, které také uvadi ve vzorové podobé (smlouva kupni, o dflo, darovaci, pttkazni, smlouva
o0 pujcce a vypljcce).

PYednosti této knihy je jasny a srozumitelny jazyk, jasné struktura vykladu pojmd. Vel-
ké mnozstvi ptikladl a teSeni jevll a situact v neziskovém sektoru v pribéhu celého textu
nesporné podstatné ptispiva k pochopent vykladu a upevnéni vécné spravné odborné ter-
minologie. To je samoztejmé velmi vyznamné pro sféru marketingové komunikace nezisko-
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vého sektoru, protoZe pravé marketingovi pracovnici obvykle nejvétsi mérou zajistuji vyse
popsané aktivity a jejich dobré znalost pravni Upravy je vyznamnym faktorem profilovani
neziskové organizace jako dlvéryhodného partnera, spole¢ensky vyznamného subjektu s ak-
ceptovatelnym a uzngvanym imagem. Grada Publishing vydala publikaci, kterd by méla byt
kazdodennim pomocnikem také vech pracovnikll neziskového sektoru, kteti se vénujt nej-
r8znéjstm formam komunikace svych organizaci v z&jmové vetejnosti.
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F

free competition | volnd hospoddrska sutaz
in which companies operate without central direction. | Volnd hospoddrska sutaz predstavu-
Jje systém, v ktorom spolocnosti funguji bez centrdlneho riadenia.

Free competition represents a system

free gift | dardek zdarma

Sign a contract with us and get a free gift. | Podpiste
s nami zmluvu a ziskajte darcek zdarma.

free market | volny trh Free market is a market in which people buy and sell wit-
hout any legal compulsion. | Volny trh je trh, na ktorom ludia kupuji a preddvaju bez akého-

kolvek zdkonného donucovania.

free market economy | trZné hospoddrstvo There is hardly any economy that can
be described as a purely free market economy or a centrally planned economy. | Sotva exis-
tuje hospoddrstvo, ktoré by sme mohli opisat ako rydzo trzné hospoddrstvo alebo centrdlne

pldnované hospoddrstvo.

free of charge | bez poplatku, zadarmo
replace the broken parts free of charge. | Okrem toho spolocnost prisltibila vymenit pokaze-
né casti zadarmo.

In addition, the company promised to
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free of tax | oslobodené od dane
Tie typy Uspor st Uplne oslobodené od dane.

Those types of savings are entirely free of tax. |

free sample | vzorka zdarma Register for a free sample of vitamins. Try these com-
plex vitamins before their delivery to stores. | Zaregistrujte sa pre vzorku vitaminov zdarma.

Vyskusajte tieto komplexné vitaminy pred ich dodanim do obchodov.

free trade | volny obchod

Free trade means a system in which goods flow from one
country to another without any restrictions. | Volny obchod predstavuje systém, v ktorom
prudi tovar z jednej krajiny do druhej bez akychkolvek restrikcii.

free trade zone | zéna volného obchodu

The Shanghai free trade zone has been
touted as China's important attempt at economic reform. | Zéna volného obchodu v oblasti
Sanghaja bola vyhldsend za vyznamny pokus Ciny o ekonomické reformy.

freeze | zmrazit Unsurprisingly, employers welcomed the government’s announce-
ment that it will freeze the minimum wage. | Nie je Ziadnym prekvapenim, Ze zamestndvate-

lia privitali ozndmenie vlddy, Ze zmrazi minimdinu mzdu.

freeze out (the competition) | vytlacit (konkurenciu) The company tried to freeze
out its competition by buying up all the gas stations in that area. | Spolocnost sa snaZila vy-

tlacit konkurenciu tym, Ze kupila vsetky Cerpacie stanice v tej oblasti.

freight | ndklad
price. | Spolocnost pontika rychle dorucenie vdsho ndkladu za rozumnti cenu.

The company offers a quick delivery of your freight at a reasonable

frequency | frekvencia By analyzing frequency data, you can estimate how many ti-
mes people saw your ad. | Pomocou analyzy frekvencie ddt, méZete odhadnut, kolkokrdt Iu-

dia videli vasu reklamu.

frequent | casty, castd, casté The airline company offers frequent flights to London.

| Leteckd spolocnost pontika casté lety do Londyna.

frequently | casto

We call our Czech office frequently - at least four times a day. |
Casto telefonujeme do nasej kanceldrie v Cechdch - aspori Styrikrdt denne.

fringe benefit | nefinancny benefit —— The fringe benefits make up for their poor sala-
ries. | Nefinancné benefity im nahrddzaju ich nizke platy.

front page | titulnd strana, titulnd strdnka

mformation on Margaret Thatcher’s de-
ath was presented on all British newspaper front pages on 9 April 2013. | Informdcia o smr-
ti Margaret Thatcherovej bola zverejnend na titulnych strdnkach vsetkych britskych novin

9. aprila 2013.
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fulfil | spinit
orders before Christmas. | Caltinnickd spolocnost md taky nedostatok persondlu, Ze do Vianoc

The upholstery company is so undevstaffed that it is unable to fulfill the

nie je schopnd splnit objedndvky.

fulfillment (AmE: fulfillment) | splnenie Up to 1,400 employees are working on Chris-
tmas orders at the John Lewis so the company can guarantee the fulfillment of a lot of peo-
ple’s dreams. | AZ 1400 zamestnancov pracuje na Vianocnych objedndvkach u Johna Lewisa,
aby spolocnost mohla zarucit splnenie sna mnohych ludi.

full capacity | plna kapacita The factory's production is running on the brink of its

full capacity. | Produkcia tovdrne je na hrane svojej plnej kapacity.

full costs | celkové ndklady

The price of replacing the Trident nuclear missile system
was so high that the government was afraid of presenting the full costs to taxpavyers. | Cena
za premiestnenie jadrového raketového systému Trident bola takd vysokd, Ze sa vidda obdvala
zverejnit dariovym poplatnikom celkové ndklady.

full cover | pIné krytie (termin pouZivany v poistovnictve) All visitors to Cuba must

have a travel insurance with full cover. | Kazdy ndvstevnik Kuby musi mat cestovné poistenie
s plnym krytim.

full employment | pind zamestnanost Since the country is very close to full employ-
ment, the economy needs to grow a little less. | Vzhladom k tomu, Ze krajina je velmi blizko

k plnej zamestnanosti, ekonomika musi rdst o nieco menej.

full price | pInd cena She paid the full price for the ticket. | Zaplatila pInti cenu za listok.

full service | kompletnd sluzba, kompletny servis, full service (vyraz sa casto neprekla-
da)
duct. | Operativny full service leasing je komplexnym a zdrover variabilnym produktom.

Operational full service leasing is a complex and at the same time a variable pro-

full time, full-time | na plny tvdzok Our full time employees do not work in shifts. |

Nasi zamestnanci na plny tivdzok nepracuju na smeny.

full-timer | pracujtici na plny tvdzok

In our firm, parttime workers get the same
hourly pay rate as full-timers. | V nadej firme dostdvaji pracovnici na ¢iastocny tivézok rov-
naku hodinovt sadzbu ako pracujuci na plny tvdzok.

Literatura | List of References 1. lvanovic, A. a Collin, P. H., 2003: Dictionary of Marke-
ting. London: Bloomsbury, 2003. ISBN 0-7475-6621-6. | 2. New Longman Business English Dic-
tionary. Harlow: Pearson Education Limited, 2000. ISBN 0-582-30606-X. | 3. Oxford Dictionary
of Economics. Oxford: OUP, 2009. ISBN 978-0-19-023705-0. | 4. the guardian.com, 2014. [online].
[cit. 2015-10-08]. Dostupné na: <http;/ www.theguardian.com/fashion>
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