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MARKUS PEPLINSKI

THE CORONA CRISIS AS A CATALYST
FOR THE DIGITAL TRANSFORMATION

IN THE SANITARY TRADE?

The term Work 4.0 is connected with the discussion about the fourth industrial revolution,
but focuses on modes of working conditions - not only in the industrial sector but also

in the entire working world. The digital transformation is leading to profound changes

in business models, organizations and work design. The working world of the future will be
more digital, flexible and networked. The corona crisis has shifted the framework conditions
with regard to communication both within the company and with customers. Many compa-
nies are becoming aware that too little money and time has been invested in digital infra-
structure. The aim of this essay is to find out to what extent the corona crisis serves as a cat-
alyst for the digital transformation in the specialist sanitary trade. The study carried out

for this purpose leads to the result that the use of video conferences and home offices have
increased and will also be used more frequently in the future. In contrast, the use of target-
ed multi-channel measures in the form of virtual showrooms is on the decline.

1 Introduction Intelligent robots in the factory, smart technology in the office: Digiti-
zation is changing the working world at an unprecedented pace. Much of what is still done
by people today will be done by machines tomorrow. Fixed jobs and times are becoming less
important. This development offers new opportunities but also bears risks. It presents em-
ployees and companies with completely new challenges: If you want to keep pace with rapid
change you have to constantly develop and react to changing requirements. The buzzword
for this development is ,work 4.0% It refers to the history of industry and the first three revo-
Lutions that changed the world of work and society in the long term (Deppe 2017).

e Industry 1.0 - The first industrial revolution started with the steam engine at the end of the
18th century. It started from Great Britain and later covered all of Europe. Machines were
increasingly replacing human work; the mechanical energy generated by pistons was used
to drive locomotives and the beginning textile industry. Since a lot of coal was required
for combustion, mining was also becoming increasingly important.

¢ Industry 2.0 - At the beginning of the 20th century, mass production based on the division
of labor begins with the help of electric energy. In 1913, Henry Ford started the assembly line
production of automobiles and the division of production into individual, specialized work
steps. At the beginning it was still assembled by hand, later more and more processes were
automated for cost reasons.

¢ Industry 3.0 - At the end of the 1970s the computer revolutionized the working world.
Konrad Zuse had already invented it in 1938 but at first it was laughed at as an expensive toy.
Now the triumphant advance of EDP, short for electronic data processing, begins. Banks and
insurance companies use word processing systems and computers for calculations, comput-
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er-aided robots move into the factory halls. Difficult and dangerous work such as punching
or welding has been done by automatic machines ever since, with a precision that is impos-
sible for humans.

¢ Industry 4.0 - The core element of the fourth, currently ongoing industrial revolution is
the connection of products and processes via the Internet. Unlike in the past, systems are
no longer just networked within a production facility but along the entire value chain. Simi-
lar to social networks, intelligent machines and production parts exchange information with
each other and with people in order to organize themselves independently and to coordinate
processes and appointments.

According to this system, Work 1.0 describes the beginning industrial society from the end
of the 18th century and the first workers' organizations. Work 2.0 describes the beginning
mass production and the beginnings of the welfare state at the end of the 19th century.
Work 3.0 covers the period of consolidation of the welfare state and workers' rights on the
basis of the social market economy. Now the digital change to work 4.0 follows. As a result,
the mode of work is not only changing in the factory. Digitization has long since reached all
industries. Take the office, for example: thanks to digital communication and information
technologies, employees can work at different times and in different places, even together
in a team or on a project. Working hours and work places are becoming more flexible. This can
make it easier for parents, for example, to combine work and family. But there is also the risk
that the balance between work and Lleisure will continue to blur and that there are hardly any
rest and relaxation phases due to the constant availability.

1.1 Objective and method The aim of the study is to examine the changed percep-
tion of the relevance of virtual showrooms and the impact of their use for retailers after the
lockdown in the context of the corona crisis. Has this type of presentation increased in spe-
cialist shops? Are more employees being sent to the home office? And are video conferences
establishing themselves as an integral part of communication? This publication is intended
to complement the study ,The relevance of virtual showrooms for the sanitary retail trade”.
To create a basis for discussion, these questions are condensed into three hypotheses, from
which the questions for the online survey result:

e H1: The use of virtual showrooms has increased in the course of the crisis.

¢ H2: The use of the home office increased during the corona crisis.

* H3: Video conferencing will establish itself as an integral part of retail communications.

The work begins with an introduction and the description of the objectives in Chapter 1.
Chapter 2 shows the structural requirements for the work 4.0. Chapter 3 outlines the topic
of digitization as a cultural issue. Chapter 4 raises the question of whether the corona crisis
will become a catalyst for the digital transformation in retail. Chapter 5 provides an overview
of the hypotheses that have been established and the study design is presented. Furthermore,
the results of the individual hypotheses are shown and explained to the reader. Chapter 6
summarizes and explains recommendations for action.

2 Structural prerequisites for work 4.0 The basis and booster of this development is
technological progress. Computers have become faster and more powerful in the last years,
and more and more data can be stored and used for new business models. That is why tablets
and smartphones are now replacing files and stacks of paper in companies. Mouse, keyboard
and clicks replace writing down information by hand or the tediously filling out lists, comput-




ers evaluate important data in seconds. All employees must be sensitized and trained in how
to safely handle the growing amount of data - because the more data from production and
administration flows digitally, the greater the risk that it will be stolen or otherwise misused.
Infrastructure, education and opportunities to work from home are important aspects here.

Infrastructure The bandwidth of data transmission has multiplied. Mobile devices such
as tablets or smartphones make it possible to access information from anywhere. Due to the
ever-increasing networking, all actors in a value chain, from raw material suppliers to sup-
pliers, factories and retailers to the end customer, can be directly connected to one another.
However, Germany is not a pioneer in digital transformation. The Federal Republic of Germa-
ny is not in the lead when it comes to cell phone networks or high-speed internet. When it
comes to digital infrastructure, the economy is all the more dependent on politics creating
the framework. The comprehensive expansion of broadband and fiber optics serves to secure
economic livelihoods, it is an important location factor and must take place quickly in all
parts of Germany. Small and medium-sized enterprises in particular are located away from the
major metropolitan areas. Industry needs a network that is fast, comprehensive and stable
(BMWI 2015). In rural regions in particular, only 69.4 percent of households are supplied with
a bandwidth of 50 Mbit/s or more (BMVI 2019, p. 4).

Changed consumer behavior It is already foreseeable that changed consumer habits
will affect working life. E-commerce has radically changed many industries. As customers, we
shape the economic and working world by asking for and demanding services that others pro-
vide. In some cases, the changed social structure and changes in values result in completely
new consumer habits and needs, which in turn can be satisfied in a new way or better by the
digital economy. For example, the temporary access to and the temporary use of products
(e.g. cars) and data (e.g. music) seem to be gaining in importance compared to traditional
property acquisition. The desire to live and consume sustainably is also fueling a new sharing
economy. At the same time, customers expect their consumption needs to be satisfied more
quickly in the ,on-demand economy®. As prosumers or as ,suppliers® of data and self-gen-
erated content, customers and users are actively involved in innovation and value creation
processes (BMAS 2017, p. 39). At the same time, modern processes such as 3D printing make
conventional production methods superfluous (Deppe 2017).

Digital education The digital transformation of economy and society can only succeed
with digital education. "Digital education” means the ability of people to successfully cope
with digital change in their private and professional everyday life as responsible citizens and
to make responsible use of technical possibilities. In addition to the security in the practical
handling of PCs, smartphones, tablets & Co., this also includes self-management skills, com-
munication and teamwork skills, innovative spirit and systemic thinking - all of this embed-
ded in the ability to openly but reflectively deal with the new technologies (Kautzky 2018).
Digital technology enables learning regardless of time and place. You can learn in a subway
or on a train via smartphone and apps, regardless of whether it is English or technology.
Learning is more fun with these interactive programs. And finally, in times of digitization,
further training is becoming more and more important in order to stay with the job (BMWI
2015). If the corona crisis shows us one thing: It's about solving new tasks quickly — even with
missing information and uncertain prospects - together with a simultaneous learning pro-
cess. The last few weeks have shown that it usually works. Many competencies only emerged
during the crisis and the digital innovations paired with an openness to the unknown were

particularly helpful. If we want to actively shape the future of work today, we inevitably have
to break old ways of thinking. Digitization helps us here, both with the technology and with
the associated mindset. That means nothing more than breaking down thought patterns and
going creative ways (Rieke, Ribner and Speth 2020, p. 5).

Independent work Thanks to laptops, internet and Skype, employees can be active
for their company at home and commuters can use the time on the train or subway. This makes
it easier to harmonize family and work. Office jobs still mainly benefit from this, but this is also
conceivable when monitoring machines. Both employees and companies must ensure that
work does not spill over into private life — and vice versa. Since the outbreak of the corona
virus, more and more people have been working from home - provided that their activities are
suitable. Even in companies that previously only allowed home office for a day or not for all
employees, as many employees as possible were now often sent to the home office. However,
it also shows that the technical requirements are not always available to enable home office.
Sometimes there is a lack of the necessary number of notebooks for the employees, some-
times the licenses for VPN access are missing. Employers should provide their employees
with home office guidelines to make it easier for them to work securely and in compliance
with data protection regulations. Overviews can help to structure work in the home office
and simple measures help to ensure the so-called technical and organizational measures. The
employer must of course take and establish some measures. This includes in particular setting
up a suitable IT infrastructure, access control, output of service devices, etc. (Bitkom 2020b).

3 Digitization as a cultural topic The future viability of companies naturally depends
on a whole range of different conditions. One of the greatest challenges is digital change.
In the structural change towards the information and network economy, traditional business
models and traditional work processes have to be put to the test. This necessary change pro-
cess has the best chances of success if the employees can actively contribute their know-how
from the start. This concerns both the future requirements for profiles, competencies or qual-
ifications and the design of working conditions. Not least against the background of demo-
graphic developments and the emerging shortage of skilled workers, future competitive-
ness also requires a corporate culture that takes greater account of the needs of employees
for more self-determined work.

Digitization is therefore less a technical and more a cultural issue within an organization.
There are often points of friction between the cultural requirements of digitization and the
culture that exists in the company. Compatibility is not automatically given: proprietary
knowledge, strict hierarchies, top-down communication and classic media structures are still
prevalent in companies and are contrary to transparency, real time, dialogue orientation and
participation. This makes it clear that digitization cannot automatically intervene in corporate
culture and change it. Rather, the culture and structure of a company must change and pro-
mote openness, transparency and networking. Most companies have a hard time with that.
In order for digitization to find a suitable foundation, the management culture of a company
must open up and allow decentralized self-control and personal responsibility instead of hi-
erarchical, centralized control. An open corporate culture is the key to successfully integrating
digitization. In addition to the activating role of managers, the attitude of employees with
regard to actual use is of enormous importance. If hierarchically managed companies embark
on comprehensive digitization, they must be able to learn and allow communication flows
in all directions. The executives ideally internalize and exemplify this type of communication.



The new possibilities of digitization and the change in culture and everyday life are interre-
lated. Broad access to information, communication via social networks, the influence of al-
gorithms on our thoughts and actions - all of this will fundamentally change our society.
To what extent a ,culture of digitality” is developing and if this in turn will change the world
of work cannot be said precisely today. Demographic change and the retiring baby boomer
generation are casting their shadows ahead. The war for talents is intensifying. We all notice
this in our daily work. Above all, however, we are dealing with a new generation of young
professionals who are emerging and who will also penetrate management levels in the me-
dium term. The so-called Generation Y born after 1980 want to work differently, they want
to be managed differently - and they will also lead differently in the future. If you want to be
attractive to young high potentials, you have to adapt to new perspectives, changed perfor-
mance thinking, new motivational mechanisms and much more (Huber and Rauch 2013).

4 The corona crisis as a catalyst for the digital transformation in retail? Whether digiti-
zation will cost or create jobs cannot be foreseen today. However, experts believe there will
be significant shifts. In particular, light work will be eliminated, while there will be an increas-
ing need for skilled workers in areas that require higher qualifications. This applies to pro-
gramming or monitoring machines, for example. One thing is certain: if you want to assert
yourself on the job market of the future, you have to be ready to constantly develop and adapt
to new requirements. Work 4.0 means lifelong learning - if it has to, into old age: Because
work is less physically strenuous and virtual assistance systems such as data glasses support
intellectual work, people will be able to work longer in future than they do today.

The corona crisis presented retailers with an elementary problem, especially during the lock-
down: How do | get in touch with my customers? Well-coordinated multi-channel sales with
a combination of online shop, local sales outlet, mobile sales methods and catalogs can best
meet the challenges and realities of the markets. Multi-channel strategy is the retailer's stra-
tegic approach to reaching potential consumers on several different communication channels.
The multi-channel trade represents the parallel use of several operating and / or sales types
in the trade within the scope of the distribution of trade companies. This is a multi-channel
system in which the customer can request services from the same provider on at least two
channels. These channels are mostly brick-and-mortar retail and an online shop (Rittinger
2014, p. 3). With increasing digitization and networking, more and more retailers are switch-
ing to a multi-channel strategy. With multi-channel sales, retailers can expand their distri-
bution and thus reach more potential new customers. Thanks to an online shop, the retailer
is permanently available, the opening times are no longer an obstacle, because transactions
can be concluded at any time in the online shop. For specialist retailers, this means acting
counter-cyclically and investing in the crisis in order to be future-proof (Strach 2020, S49).
Some companies already rely on the development of 360 degree images. The customer can
view a product from all sides and from different camera perspectives in a relaxed manner
from home. The retailer is thus able to show all of the bathrooms that have already been
renovated as a reference on his website. Digitized showrooms with multimedia presentations
and impressive interior design are intended to draw customers deep into the manufacturers’
brands. The virtual showroom is not only used for inspiration and advice. If the emotional
buying process is initiated for the end customer through the virtual experience, he can have
his individual bathroom planned directly. If this is designed according to the wishes and re-
quirements, the end customer can experience his own bathroom almost in advance. The 360
degree images are displayed on the monitor. The advantage of displaying on the monitor is
that the content can also be integrated into your own website. During the opening hours,

advice takes place in the 3D showroom on a large monitor in the exhibition area. The spe-
cialist retailer can show his customers bathroom renovations that have already been carried
out using 360 degree images. For each individual product, he can show the customer virtual
exhibits from his manufacturer's portfolio. The virtual showroom lives from implemented
projects that are transmitted to the showroom with a 360 degree camera. These references
show the customer what the dealer can do in terms of planning and craftsmanship. This leads
to transparency, since technical errors are revealed. In this way, the customer knows in ad-
vance what to expect in terms of manual work. The survey of 251 specialist retailers from
January 2020, i.e. before the corona crisis affected the economy with all its restrictions, gave
the following table.

We already use a 3D showroom 20.32%
We are considering using a 3D showroom 31.47%
A 3D showroom is not planned 48.21%

Table 1: What is the status quo with regard to a 3D showroom in your company? (January 2020)
Source: Diedrich and Peplinski (2020, p. 30)

It can be assumed that the specialist dealers in the sanitary specialist trade gave a lot
of thought to the possibilities of multi-channel retail, especially during the lockdown, and
above all to the 3D showroom. That leads to the thesis:

H1:,The use of virtual showrooms has increased in the course of the crisis.”

Many employers have sent their employees to work from home, at least temporarily. This
also applies increasingly where people have not previously worked in home office. The
number of employees present in the company has been and is in some cases greatly reduced
and rotating attendance has been introduced in order to meet the requirements of health
protection as much as possible. In some places, entire companies are even being closed
and work still to be done is being relocated to the home office (Grunau, Steffes and Wolter
2020). Mobile working also takes environmental concerns into account. Reducing commuter
traffic, for example, has enormous potential for saving CO2. Travel times can be significantly
reduced through video conferences and work processes can be made much more efficient
through digital platforms for collaboration in the cloud. During the corona crisis, home
office and mobile working helped many employers and employees a lot in keeping business
going and in balancing work and private life. During this time, the proportion of employed
people who work from home has increased enormously (Bitkom 2020a).

Before the outbreak of the corona pandemic, there was previously untapped potential
for home office opportunities in Germany, which should now lead to an increase in working
from home. However, these options depend heavily on the structure of the jobs. Wherever
there is increasing work with machines and systems, the hurdles are still relatively high,
at least so far. This is also evident in the current crisis. The major automobile manufacturers
have already closed their production plants or have shut down production significantly.
As a result, this could also mean that jobs in administration remain vacant during this time,
although these activities could be relocated home. A dismantling of the technical hurdles,
for example through better equipment with hardware and software and better broadband
coverage, could nevertheless help to keep part of the German economy going (Grunau, Ste-
ffes and Wolter 2020).



H2: ,The use of the home office increased during the corona crisis.”

The coronavirus crisis has given many Germans a completely new experience. Since they are
forced to work in the home office, contact with colleagues is maintained via video confer-
ences. The aim of video conferences is to replace classic meetings with a simulation of face-
to-face meetings with images and sound. These are essential in a virtual setting, especially
to carry out effective interactions for complex team tasks. Creative retailers in the retail
sector have also sought contact with customers in this way and thus maintained it.

H3: ,Video conferencing will establish itself as an integral part of retail communications.”

5 Survey The study carried out was aimed at the sanitary specialist trade of the 2-stage
sales channel. The study was carried out in August 2020 using an online questionnaire. As part
of the study, a conscious decision was made to select the concentration. ALl buying companies
in the bathroom and sanitary trade were filtered out of the customer base and included in the
sample. In order to find out the relevance of virtual showrooms and the impact of their use
for retailers, three hypotheses were defined:

¢ H1: The use of virtual showrooms has increased in the course of the crisis.

¢ H2: The use of the home office increased during the corona crisis.

* H3: Video conferencing will establish itself as an integral part of retail communications.

Interview participants (s): 192
Survey method: Online questionnaire
Investigation period: August - October 2020

Hypothesis 1: The use of virtual showrooms has increased in the course of the crisis.

The first table shows how many customers have already used a 3D showroom in January 2020
or have thought about using it and how many customers do not use it and do not plan to use it.

We already use a 3D showroom 20.32%
We are considering using a 3D showroom 31.47%
A 3D showroom is not planned 48.21%

Table 2: What is the status quo with regard to a 3D showroom in your company? (January 2020)
Source: Diedrich and Peplinski (2020, p. 30)

The following table shows how many specialist dealers will be using a showroom, are thinking
about using it or are not planning to use it in August 2020.

We already use a 3D showroom 18.89%
We are considering using a 3D showroom 22.22%
A 3D showroom is not planned 58.89%

Table 3: What is the status quo with regard to a 3D showroom in your company?
Source: Authors

In the corona crisis, fewer respondents than before are thinking about using a 3D showroom.
In January of that year it was 31.47%, in August only 22.22%. The number of respondents who
already have a 3D showroom has fallen slightly. The number of respondents who are not
planning a 3D showroom has risen from 48.21% to 58.89%. The thesis that the use of virtual
showrooms will increase in the course of the crisis is not confirmed by this.

Hypothesis 2: The use of the home office increased during the corona crisis.

Several times a week At least 1x per week Not at all

Before the corona crisis? 4.44% 6.11% 89.44%
How do you use the opportunity today? 6.18% 16.29% 77.53%
What will it be like after corona crisis? 5.62% 15.73% 78.65%

Table 4: How often do you use the home office option in your company?
Source: Authors

Even before the corona crisis, the sanitary retail sector had a few employees working in the
home office. 6.11% of the respondents at least once a week and 4,44% even several times
a week. Ultimately, however, 89,44 % worked with the entire team in the shop or the office
space.

During the corona crisis, the proportion of companies that let their employees work from
home at least once a week increased to 16.29%. 6.18% of those surveyed even used the home
office several times a week. 77.53% did not use the home office. The thesis is thus confirmed.
78.65% of companies also state that they will not send their employees to the home office
in the future. Otherwise, in contrast to the crisis, the numbers of homeworkers will hardly
change. Once a week, 15.73% will use the home office and 5.62% several times a week.

Hypothesis 3: Video conferencing will establish itself as an integral part of retail communi-
cations.

Several times a week At least 1x per week Not at all
Before the corona crisis? 0.56% 3.33% 96.11%
How do you use the opportunity today? 4.52% 20.90% 74.58%
What will it be like after corona crisis? 3.39% 20.90% 75.71%

Table 5: How often do you use video conferencing?
Source: Authors

Stationary retail is designed for direct customer contact in the shop. Before the corona crisis,
both customers and sales representatives from the manufacturers naturally found their way
to dealers. Before the crisis, video conferencing was not an option for 96.11% of respondents.
The proportion of respondents who conducted a video conference at least once a week was
at a low level of 3.33%.

The proportion of respondents who hold video conferences at least once a week rose
to 20.90% during the corona crisis. 4.52% also use this tool several times a week. The vast
majority (74.58%) did not hold video conferences during the crisis. This confirms the thesis
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that video conferencing will establish itself as an integral part of communication in retail.
This level should also be maintained after the crisis. 20.90% of the respondents want to hold
a video conference at least once a week in the future. 3.39% will even use the video confer-
ence tool several times a week.

6. Summary

6.1 Theoretical implication All employees in a company can benefit directly from digital
change, for example with a better work-life balance through the use of flexible forms of work
or through the elimination of physical or monotonous work due to further automation. Com-
panies are very interested in taking their employees with them on their way into the digital
world of work. At the same time, employees are required to adapt to the change independent-
ly, for example by making more efforts in education.

Not all companies seem to be adequately prepared for this, however: According to a study
by the Institute for Employment Research in Nuremberg, around a quarter of companies
in Germany currently offer the possibility of mobile working. Before the outbreak of the co-
rona pandemic, there was a previously unused potential for home office opportunities in Ger-
many, which is now leading to an increase in working from home. However, these possibilities
depend heavily on the structure of the jobs. The corona virus is therefore forcing many com-
panies to think more about digitization. However, the development of modern, digital process-
es should also continue to be driven forward regardless of the current challenges.

6.2 Practical implications In the corona crisis, fewer respondents than before are think-
ing about using a 3D showroom. The thesis that the use of virtual showrooms increased dur-
ing the crisis cannot be confirmed. Rather, it should be noted that interest in the future use
of a showroom has decreased.

The survey shows that the option of working from home is increasingly being used. Ultimate-
ly, however, only every sixth company sends its employees to the home office at least once
a week and every thirteenth several times a week. This trend should continue in the future.
This confirms the thesis that home office use has increased during the crisis.

More than a quarter of the companies surveyed have discovered video conferencing as an
efficient and time-saving tool. You currently use it at least once a week and want to continue
to do so in the future. In general, it can be said that three quarters of those surveyed are not
using the tool currently or in the future. Nevertheless, the thesis is confirmed that video con-
ferencing is establishing itself as an integral part of communication in retail.

These values coincide with the results of other, cross-industry studies. Ultimately, it can be
said that the crisis is driving digitization. Interested and innovative companies use the oppor-
tunity to set themselves apart from the competition.

6.3 Limitations With the help of the hypotheses mentioned above, a questionnaire was
created with which retailers of the bathroom and sanitary trade were interviewed. In addition
to this sales channel, the following further sales channels are possible in the market for bath-
room furniture, mirror cabinets and illuminated mirrors: furniture and kitchen trade, DIY trade
(hardware stores), distance selling and contract business. As part of the study, the choice
of concentration was consciously made. All buying companies in the bathroom and sanitary
trade were filtered out of the customer base and included in the sample. Concentration se-
lection involves consciously concentrating on a part of the population that is considered es-
sential or typical in relation to the subject of the survey. Taking a sample according to the
concentration principle means that one draws a sample on the part of the population in which

the majority of the elements sought are suspected. These selection procedures are problem-
atic with regard to the representativeness of the results in the samples, since the selection is
not based on the probability principle, but on factual considerations. This targeted selection
is wanted because this study specifically addresses a submarket.
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TEXT | EVAJADERNA, HANA VOLFOVA

CONSUMERS’" PERCEPTION
OF SUSTAINABLE RETAILERS

Sustainability is a long-term retail trend in many forms. Retailers offer sustainable products,
define strategy of corporate social responsibility, behave sustainable, social responsible
in their everyday activities, and help with the environmental education. The paper aims

to describe the perception of sustainable concepts in retail by the Czech consumers. A small
enterprise, based on sustainable principles, will be introduced as a best practice in retail.
Consumers tend to interest in sustainable companies. But, is their confidence and money
saving more than sustainable purchasing? Afterwards, the results of a marketing research will
be presented and will show the perception of sustainable retailers (zero waste stores) in the
Czech Republic. A survey was organized and data from 997 respondents were interpreted. The
results describe the differences between respondents in different age, gender, incomes, region
of stay, or job. Zero waste stores, or other zero waste concepts are sustainable in their nature.
Therefore, the interest in zero waste stores was observed, and interpreted in this paper. Reco-

mmendations are focused generally on zero waste principles in retail.

Introduction Sustainability is one of the most discussed topics in retail, nowadays. Envi-
ronmental sustainability is, according to Kotler and Armstrong (2016, p. 637) ,a management
approach that involves developing strategies that both sustain the environment and produce
profits for the company®. A holistic view is in sustainable approach crucial. Every person and
every institution involved in decision-making have become more sensitive to these issues
(Lehrman and Crocker 2012). In retail is the situation very similar. Retailers and their custom-
ers tend to behave more environmentally friendly, follow sustainable principles. But, what is
it mean ,to behave sustainable“? Definition of sustainability has been introduced by World
Commision on Environment and Development (1987, p. 8), the sustainability is ,a development
that meets the needs of the present without compromising the ability of future generations
to meet their own needs.” The society think about the future of children generation and would
like to safe an environment and keep the life standard of current society. Czech consumers
tend to behave ecologically friendly, too (Jaderna et al. 2018). Sustainability is a part of goals
and objectives in retail management. Retailers search for sustainability in their strategic man-
agement and tend to think sustainable in their everyday decision processes. There are many
possibilities to help to sustainable development.

Sustainability is based on triple-bottom-line approach. Tripple-bottom-line was first defined
in 1994 by John Elkington, later published in the 1997 book Cannibals with Forks: Triple
Bottom Line of the 21st Century Business Hardcover (ELlkington 2018). The triple-bottom-line
approach divides sustainable activities into three areas - social, economic and environmen-
tal. The social development is supported by philanthropy, sustainable HR management. Rela-
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tionships with regional suppliers, a transparent entrepreneurship, new job opportunities are
an economic aspect of the development (Chaudhary 2016). Retailers and their customers are
more interested in an environmental protection. Together, all activities of triple-bottom-line
areas support the sustainable development. Retailers and their customers sell/buy sustaina-
ble products, behave sustainable in their business processes/consumption.

Sustainable retailers could by defined as a retailer supporting sustainable development,
or behaving sustainable. The business nature of sustainable retailer is based on sustainable
principles. It means, they are interested in sustainable elements in their strategic manage-
ment, and every day activities, or decisions are connected to these sustainable aspects and
objectives.

The tendency to be green, sustainable or social responsible is crucial more than one decade
(Kassaye 2001). Application of green marketing is attractive, and, based on green consum-
ers’” behavior, useful, too (Ottman 2011). CSR help to build the reputation of the company
(Kadekova and Kosic¢iarova 2020). Consumers search for the green products, products with the
minimal impacts on an environment (Mainieri et al. 1997). But, the previous research identi-
fied fundamental differences between consumers in diverse gender, age, education and size
of hometown in the Czech Republic (Jaderna et al. 2019). Zimmer and Stafford (1994) found
a significant and negative correlation between age and environmental behavior/attitudes.
This paper will discover differences between consumers in interest in zero waste concepts.
Zero waste concepts are sustainable in their nature. They are closely related to sustainability
in retail.

Zero waste One aspect of the green product or sustainable consumption is a sustainable
packaging or no packaging. The zero waste principles follow many retailers and their custom-
ers. The problem with waste is worldwide (CSU 2019a). Statistics in the Czech Republic are
alarming. Annual waste generation is more than 300 kg from one person, more than 1300 kg
from one family and the Czech Republic generates more than 3,5 mil. kg a year (CSU 2019b).
Consumers and retailers react on this fact and eliminate the waste as much as possible.
Sustainable retailers offer sustainable products - in a sustainable/no packaging, they ed-
ucate customers to eliminate waste. The education is crucial. Customers need help to con-
centrate to new possibilities of zero waste in purchasing. Zero waste is a trend of these days.
Zero waste concept has started to be part of consumers’ thinking last two decades (Connett
2013). Zero is only symbolic, no waste is impossible. But, one of the most famous zero waste
family is Bey Jonson’s family. Waste of four members’ family is only in 1 jar a year (Bezobalu.
org 2020). Consumers want to bring their waste closer to this amount. They consider purchas-
es in bigger packaging, recycled packaging or they use their own bags for fruit, vegetable
or bakery products.

Sustainable businesses support zero waste principles in behavior of their customers. The ed-
ucation in everyday life sustainability is very attractive and efficient. Customers apply ideas
and recommendations on websites or mobile apps/SM in their households, offices or leisure
time activities. An impact of consumers’ purchases on waste generation is measurable due
to a packaging calculator. The packaging calculator has many forms. The institution called
Bezobalu formed the packaging calculator, based on a sum of money in a zero waste store,
or amount of bags consumers” did not use in a usual retail store. The calculator gives infor-
mation about eliminated waste, which can be shared on social media, and motivate other
customers to be a part of zero waste community. The interest in promotion of these activities
and institutions, technical support of apps is on the side of mobile operators, too (Nadace-
vodafone.cz 2020).

An interesting and an effective solution for zero waste approach are zero waste stores. It is
not only an effective, but an efficient solution. No packaging signifies lower price, usually.
There are no packaging costs, customers buy in a larger amount, the final price is lower. The
zero waste store is a sustainable retailer in many meanings. It offers products to buy in cus-
tomers’ packaging. But, it is often not only this sustainable activity. The whole concept of the
zero waste store is sustainable, first at the beginning of the entrepreneurship. Sustainable
principles are fundamental for founder of the zero waste store. The best practice, introduced
in this paper, shows essential aspects of one chosen zero waste store.

But, the zero waste principles fulfill other retail concepts than the zero waste store, too.
Farmers offer their products in one special returnable box, attend farmers” markets or sell
milk in a milk-machine. Consumers must use their own boxes, bottles, bags to bring purchased
products home. There is a REDUCA map in the Czech Republic, which informs consumers
where to buy ,zero waste®. Zero waste grocery stores, farms, milk-machines, zero waste res-
taurants, farmer markets, flowers or second hand shops are presented on this map (Reduca
2020). There are many possibilities to buy ,zero waste®. The best practice study, introduced
in this paper, describes the model of zero waste store.

Zero waste store ,,Selsky rozum" Study of best practice in zero waste business is based

on results of the analysis of online secondary data and primary data from the interview with
the founder of chosen business. The list of preferred information was set on the basis of the
theoretical backround and analysis of secondary data connected to zero waste principles. The
analysis of secondary data about the chosen business confirmed some of expected issues and

Figure 1: Zero waste store Selsky rozum
Source: selsky-rozum.cz (2020)

15



16

Zero waste store called Selsky rozum is situated in the center of Podébrady, and was founded
in 2018 by Markéta Satkova. She started a company on her own to do something meaningful
and to join enthusiasm for meal, food of a high quality, ecology and local aspects. All these
sustainable principles stood by the business foundation and are basics for adverbs in a motto
of this company:

« healthy,

« freshly,

« tastily,

 seasonally,

« locally.

Zero waste store Selsky rozum is a small business. The assortment states of food, fruit and
vegetable, farm products, spice and herbs, oil, ecological detergents, shampoos and zero was-
te issues. The store offers a possibility to share the buying list and pick up prepared order.
The founder works in a store, manages the business and controls the sustainable distribution
chain of sold products. The sustainable principles are important in the strategic and everyday
management. There is only 1 major person, and she follows without reservation all funda-
mental principles of sustainability in her company. Helpers, who take care about merchandi-
sing, are friendly to sustainability in their life, too.

The principle number one is zero waste. A company sells products in customers” own package.
They can use own glass jars, cotton/linen bags etc. over and over again. The same system is
with suppliers. Input packaging from suppliers is ecological, too. All products are delivered
in returnable or ecologic packaging. Nothing is bought or sold in plastic packaging.

The choosing process of suppliers is not conditioned by eco certification. The store offers
some bio/eco-friendly products. But, for small farmers is not reachable to certificate their
products. The founder chooses the right supplier of products for her store according to the
ecological and sustainable thinking of the supplier, not products with eco-certification. She is
interested in small family farms, doing their work honestly and not in a large amount. These
farms give priority to quality of the product. They have no eco-certification, but, they grow
ecologically, or use resources in accord with ecological approach to growing or breeding.
The locality of the supplier is an important element in the choosing process, too. Local supp-
liers are primary trade partners for the zero waste store to eliminate CO2 emissions in delivery
system. The delivery is minimally organized by the zero waste store. All products are brought
in common deliveries. The distribution system is well managed to avoid superfluous, unde-
rused delivery.

This zero waste store has another sustainable objective - to join people with the zero waste
approach. The founder wants to support them in zero waste life with the product assortment.
The store is a community center for zero waste enthusiasts. They share information, experi-
ences, spend the leisure time in this store and discuss their favorite topics.

The mission of this zero waste store is a development of zero waste idea beyond the store.
The common change in everyday life, reducing of a negative impact on our planet, are crucial.
Therefore, other important activities are carried out. The founder organizes her own lectures
for children at school. Groups of small customers are invited with their lectors in the store
and explore the zero waste approach and offer of products. Children are excited about it,
and enthusiastic about the zero waste principles in their life. Sometimes, lectures of other
professionals, or workshops are organized in the store. It helps to build the community center
to share information and experiences.

Marketing research methodology In the planning stage, the most important step is to de-
termine the goal of the research and to set research questions. The research goal is to deter-
mine the position of Zero-waste stores in the Czech Republic across groups of interest, define
the main critical points and identify segments of customers for whom this concept already
works. Research questions follows:

e Are Zero-waste stores in the Czech Republic a well-known concept, or are they still strugg-
ling with a high level of unfamiliarity in the population?

¢ Are there groups in population for which is this way of shopping attractive?

* Which groups in the population do not buy in similar stores, not only because of unfamiliari-
ty, but also because of other reasons, such as unavailability or negative attitude?

Quantitative marketing research was chosen to address the research goal and research ques-
tions, which was carried out by an online questionnaire survey. Of course, the problem itself
could also be solved by qualitative research, which is used more often to determine attitudes,
but it would not be possible to generalize some findings, which would significantly limit the
possibilities of using research findings in practice.

Quantitative research in this case therefore serves as a basis for obtaining objective data that
can be quantified and statistically expressed. At the same time, it uses a larger base of respon-
dents, which further supports the possibility of applying some recommendations in practice,
as it contains a larger group of important stakeholders than would be the case if choosing one
of the qualitative methods.

The planning phase took place from June to September 2020 in cooperation with Behavio
Labs. Data collection was performed directly by the Behavio Labs agency, which address
selected respondents from the household panel on the Trendaro online platform. Thanks
to professional processing and a large number of respondents, the sample can be considered
as representative, the data as valid and reliable, and its results can therefore be generalized
to the population in the Czech Republic.

After closing the questionnaire, the information was transferred to Microsoft Excel for tran-
scoding into statistically measurable quantities. This file was then statistically evaluated
in IBM SPSS Statistics. First, on the basis of frequency analysis and then, to obtain more valid
results, also on the basis of crosstabs analysis.

Pearson's chi-square test of good agreement was used to detect basic relationships and co-
nnections, at the level of descriptive statistics, using contingency tables. Only relationships
between variables with p-value of the Chi-Square (Asymp.sig) less than 0.05 were further
monitored. If a value lower than 0.05 is reached between two variables, it can be said that
they have a certain relationship between them.

However, the chi-square test does not say anything else about the nature of the relationship
between the variables, and it cannot be assumed that all relationships are significant enough
to be generalized. In order for the interpretation of the research to be meaningful, it is nece-
ssary to know whether the relationship is conclusive with regard to individual identification
criteria, such as age, gender or job classification. For this reason, the so-called adjusted resi-
dues were used in the contingency tables.

The adjusted residue is based on the difference between the empirical and the expected fre-
quency, and when its value is higher than 2.00 (resp. - 2.00 for the negative direction of rela-
tions), we can be sure (with 95% probability) that the difference between the frequencies did
not arise by chance. In the case of values greater than or equal to 3.29 (resp. — 3.29 for negati-
vely oriented relations), the probability of a random deviation occurring is less than 0.1%. The
adjusted residues therefore determine the extent to which the assumption of independence
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is violated, which is satisfactory for the purposes of evaluating these variables. In this way,
it is possible not only to prove relationships with the socio-demographic indicator, but also
to specify for which internal categories these significant relationships apply. Again, only sta-
tistically significant relationships were retained, outliers were excluded. Based on this, signi-
ficant relationships were extracted between the knowledge or attitudes to Zero-waste stores
and various socio-demographic groups of internal stakeholders.

Synthesis of the main outputs from marketing research First of all, it is necessary
to evaluate which general knowledge of Zero-waste stores respondents have and whether
they visit them or not.

Frequency Percent Valid Percent (e
Percent

often visiting 33 3.3 3.3 3.3
few times 181 18.2 18.2 21.5

. out of way 324 32.5 325 54

Valid .

not visiting 246 247 247 78.6
unfamiliar with 213 214 214 100
Total 997 100 100

Table 1: Frequency analysis of attendance of zero-waste stores
Source: Authors

From the basic overview, it is clear that there is no strong preference of this new type of retail
store in the population. Only 3.31% of respondents actually prefer a Zero-waste store and
less than 19% of respondents have tried them at least several times. Only about cumulative
21.5% of respondents know Zero-waste stores and have some experience with shopping. This
experience then created a preference only in a very small group of respondents. However,
Zero-waste stores are a new retail format so it could be reflected, for example, through the
diffusion of innovations (Rogers 2010). According to this, just about 3% of the total populati-
on belongs to the category of innovators. They are usually consumers who react quickly and
positively to economic change and are willing to try and adopt new products, innovations and
concepts.

On the other hand, almost 25% of respondents are familiar with the concept, but no more
than 21% of respondents do not visit zero-waste stores. This group do not know about the
existence of zero-waste stores at all. Here, we can find the possibility of another professio-
nal research and subsequent development. The topic for subsequent, probably qualitative
research, should be to find out specific attitudes of consumers towards zero-waste stores and
to reveal the causes of a negative attitude. The ignorance of zero-waste stores can then be
solved by marketing tools.

The strongest group of respondents is also very important, namely those who would like
to visit the store, but they cannot, due to the distance or non-existence of the store in their
place of residence. Unfamiliarity and distance and the non-existence of zero-waste stores will
also be mentioned in this article in managerial implications.

For a deeper understanding of the results, following analysis was performed in contingen-
cy tables (crosstabs), which examined the relationship between knowledge and attendance

of non-packaging stores and sociodemographic data such as gender, age, district (region),
income and job.

Gender
Zero-waste stores
Male Female
way too far Adjusted Residual -2.2 2.2
not visiting Adjusted Residual 2.4 -2.4
Pearson Chi-Square Asymp. Sig. (2-sided) 0.005

Table 2: Attendance of zero-waste stores according to gender
Source: Authors

Research shows that zero-waste stores are most often out of reach for women. Women usually
carry out most of the family's shopping behavior and they actually know about unwrapped
stores. But due to the walking or commuting distance, these stores are probably not attractive
to them in terms of time consumed.

The negative approach, characterized by not visiting of zero-waste stores, is usually taken
by men. They know about the concept, but they do not visit stores. There can be several rea-
sons — workload, little personal involvement in shopping behavior, rejection of the idea, etc.

Age Range
Zero-waste stores

1996-2001 1976-1995
often visiting Adjusted Residual i 2.7
few times Adjusted Residual 33 11
Pearson Chi-Square Asymp. Sig. (2-sided) 0.002

Table 3: Attendance of zero-waste stores according to age range
Source: Authors

From this table, it is quite clear that the tendency to shop in zero-waste stores is generally
have the younger generations. The mutual relationship between visiting zero-waste stores
and persons under the age of 45 has been proven. Young people are generally more open
to new concepts and new ideas, growing up in a world where sustainability needs to be taken
seriously. People between the ages of 25 and 44 often visit zero-waste stores, i.e. people al-
ready working who already have the necessary resources and depth of information about the
problem. The stores have been tried several times by people between the ages of 19 and 24,
who are probably newly experiencing this format. The development of their buying behavior
depends on their satisfaction with this form of retail.
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Region of Czech Republic

Zero-waste stores South . . Central | Ustinad
Prague . Liberec | Pardubice .
Bohemia Bohemia | Labem

often visiting | Adj. Res. -7 2.2 14 -6 -1.4 -6
few times Adj. Res. 2.1 1.8 -7 -7 -8 -1.0
way too far Adj. Res. -1 -1 2.0 34 -1.0 -2
not visiting Adj. Res. 1.8 1 -6 -1.7 29 -8
unfamiliar with | Adj. Res. -1.5 -2.5 -1.6 -1.2 1.6 2.2
Pearson Chi- A§ymp. 0.004
-Square Sig.

Table 4: Attendance of zero-waste stores according to region of the Czech Republic
Source: Authors

The evaluation of shopping behaviour in zero-waste stores is very interesting by region. In or-
der to be able to imagine the results in a broader context, it is necessary to add information
about the distribution of zero-waste stores within the regions. In the following overview, it is
possible to find the numbers of all stores with full or partial zero-waste operation.

Region Number of Zero-waste store Number of residents
Praha 119 1324277
South Moravia 99 1191989
South Bohemia 24 644083
Liberec Region 16 443690
Zlin Region 21 582555
Pilsen Region 20 589899
Pardubice Region 17 522662
Olomouc Region 20 632015
Karlovy Vary Region 9 294664
Central Bohemian Region 36 1385141
Hradec Kralove Region 13 551647
Moravian-Silesian Region 28 1200539
Vysocina Region 8 509813
Usti nad Labem region 12 820965

Table 5: Number of zero-waste stores in Czech Republic according to region
Source: Authors

In this table, the regions are sorted in order according to the ratio of zero-waste stores to the
number of residents. Most of these stores are in Prague and in the South Moravian Region,
where almost 88 stores out of the total number are located in Brno. On the other hand, the
least accessible are zero-waste stores in the Vysocina Region and the Usti nad Labem Region.
According to the research, tendencies to prefer this concept where found in two regions, na-
mely South Bohemia Region and Prague. In the South Bohemian Region, people are strongly
willing to shop in zero-waste stores. This result reflects the relatively high density of these
stores in this region. As in terms of population, this region ranks third place among other
regions.

The problem of availability of zero-waste stores was recorded mainly in the Liberec and Par-
dubice regions. Both regions belong to the first half of the ranking with quite high density
of these stores. The reasons for this result need to be verified and explained by further mar-
keting research.

Lowest visit preference of zero-waste stores was found in Central Bohemian Region. This may
be due to the relatively large area of the region, the large number of residents, which has
fewer zero-waste stores density than in other regions. The Central Bohemian Region is tenth
among other regions in terms of density of zero-waste stores in relation to the population.
The fact observed in the density of zero-waste stores in the regions was also confirmed in this
research. People in the Usti nad Labem Region are very unfamiliar with idea or the concept
of sustainable zero-waste stores. There are the fewest number of these stores per capita.

Income Range
Zero-waste stores

0-15000 16-30000 31-50000 51-100000
few times Adj. Res. 1.3 2.7 2.3 -3
way too far Adj. Res. -2 7 -7 -1
not visiting Adj. Res. -1.7 .6 9 2.8
unfamiliar with | Adj. Res. 2.5 13 -2.3 -1.2
il g

Table 6: Attendance of zero-waste stores according to income range
Source: Authors

Groups of the population that are interested in shopping in zero-waste stores according
to income, also can be identified. People with income range between 16 and 50 thousand
crowns have already visited such a store and experienced it several times. They have suffici-
ent resources to buy quality products, so it is appropriate to strengthen their experience and
to create their loyalty.

People with significantly high incomes, over 50,000 crowns, do not shop in zero-waste stores.
This part of the population has a significantly different standard of living and shopping habits.
It is relatively difficult to penetrate them with a shopping concept that not only does not save
their free time, but on the contrary burdens it with a different form of shopping (for example
bringing their own containers).

The link between low knowledge of zero-waste stores and income was demonstrated by re-
spondents with very low income up to 15 thousand crowns. These people ensure the nece-
ssary course of their lives and satisfy basic needs, so it is obvious that a similar concept is not
one of the topics in which they would have a deeper knowledge.
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Table 7: Attendance of zero-waste stores according to job
Source: Authors

The last evaluated sociodemographic variable is the job. Predictable trends can also be ob-
served here. For example, seniors who no longer have an additional income are unfamiliar
with similar concepts, nor they are not considering buying in zero-waste stores.

Interesting thing is, however, younger seniors who are somehow still working would be in-
terested in this type of store, but zero-waste stores are inaccessible to them in terms of di-
stance. The network of stores is too sparse, the costs associated with travel and time are
for working pensioners probably too high.

Women on maternity leave sometimes or often shop in zero-waste stores. Especially those
who have another income than maternity leave payment. They have a relatively larger fund
of time, and if they earn extra money, they can afford to buy better quality and sustainable
products. These products cannot be usually available in the regular stores network.

Another attractive group of motivated customers are students, who are actively involved
in the sustainability in their education activities. They usually have information on how simi-
lar concepts work and are open to new experiences. They can also be used as word spreaders
among other groups of potential customers.

The problem of this concept, however, could be the link between unwillingness to shop in ze-
ro-waste stores and people who have full time job. These people are busy, but they have funds
for shopping. Their unwillingness could be formed by unsuitable opening hours of zero-waste
stores or necessity of preparation for purchase (own containers). Or a small leisure time fund
for studying about sustainability and zero-waste stores.

Managerial implications Based on the results of the research and the identified links,
it is possible to propose certain recommendations for more effective addressing of target
groups of zero-waste stores. Some mutual relations are relatively interesting. Due to the re-
presentative research sample (panel of households), provided by the Behavio Labs agency, it
is possible to consider generalizing some findings with respect to the basic population of the
Czech Republic. Based on this generalization, research may have implications that can be used
in practice for higher effectiveness of addressing potential customers of zero-waste stores.

In general, it can be stated that zero-waste stores face two basic problems. The first one is
that some population groups are basically unaware or unfamiliar of it at all. These groups
include older seniors, people with a very low income or residents of the Usti nad Labem Re-
gion. In this group of potential customers can be found a way to solve this problem. The Usti
nad Labem Region has the lowest number of zero-waste stores per capita. Therefore, current
zero-waste stores should be intensively communicated in order to strengthen knowledge and
support the desire of residents to try a new shopping concept. There is not much room for de-
velopment and empowerment in the other named groups, due to the lack of resources in both
groups and the very different attitudes of older seniors to sustainability issues.

The second basic problem is that some active and economically interesting groups of the
population do not visit zero-waste stores. Generally — men; it is logical, because the tendency
to develop sustainable topics in society is shown mainly by women, and women also provide
most of the shopping behavior. However, it is also possible to communicate the positives
of zero-waste stores to men, as the increasing percentage of men live alone in the house-
hold, but similar campaigns have not yet been implemented. Clearly, therefore, it is necessary
to focus on the communication of other topics than just the contribution to the planet and the
family, which do not appeal to men too much.

Furthermore, the category of people having full time job also do not react to shopping in the
zero-waste stores. At least some of these people have sufficient income to buy products
traded in zero-waste stores. Due to their busy schedule, it is necessary to adjust the opening
hours of these stores. Many operate in the mode of traditional retail units, opened during
usual working hours. They cannot compensate their own working hours for the time spent
in a zero-waste store. With the extension of availability, zero-waste stores can probably ex-
pect an increased interest of people working.

Similarly, this could work for group of people with average income. In the category with abo-
ve-average incomes, there is not a tendency to shop in zero-waste stores. As a solution here,
the expansion of distribution channels could be considered. For example, a delivery service
or regular periodic deliveries directly to the household, which should have to make a signifi-
cant contribution to the comfort and time savings of this group of population.

The research also shows that for some groups of respondents, zero-waste stores are too out
of way and therefore inaccessible. For example, working pensioners who know about the con-
cept, but the stores are out of way for them. The solution could be to concentrate stores in the
places where this group lives - in the housing estates of larger cities.

However, women solve a similar problem. Due to the workload and other purchase behaviour,
they need to save time during their shopping. Zero-waste stores located in shopping malls
could at least partially cover and solve this problem.

Insufficient coverage of zero-waste stores could also be solved at the investment level, where
local, regional or state authorities would support the establishment of similar sales concepts,
provide them with advice or grant assistance.

At the same time, it is possible to observe that this concept already works within some group
of respondents. These people have already visited the zero-waste store and in some cases,
they visit it regularly. Our society is generally relatively rigid in embracing innovation and
change. It is necessary to stimulate these groups and strengthen the desire towards zero-
-waste stores.

Young people, especially students, are aware of this sustainable way of doing business and
very often have direct experience. It is appropriate to address this group of the populati-
on in the form of online advertising or by communicating on social networks. People be-
tween the ages of 16 and 25 are actively involved in sustainability discussions in secondary
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and higher education; more intensive communication, for example with the use of influencers,
could in this case greatly streamline the possibilities of reaching this target group.

The services of zero-waste stores are also often used by mothers on maternity leave. Mothers
can be affected by increasing the comfort of shopping. It is appropriate to provide some kind
of care to their children during the visit of zero-waste store. This is the way, how to ensure that
the purchase is made calmly and without stress. Inclusion of play corners in the sales area,
could strengthen the loyalty of this population group.

From a geographical point of view, it is necessary to operate mainly in the regions, where the
concept works, namely in Prague, the South Bohemian Region and the South Moravian Re-
gion, specifically in Brno. These locations have the most zero-waste stores per capita. Stren-
gthening current marketing communication could lead to a stronger relationship with current
customers and at the same time it could attract new ones - those who would like to try a new
style of shopping and to contribute to long-term sustainability in the economic sphere.

Conclusion Sustainability is very important in retail management on the strategic and
operational level, too. Every decision follows the strategy of sustainability, which improves
consumers’ satisfaction and perception of retailers” brand. Retailers define CSR strategies,
search for local suppliers with sustainable products, and manage business processes accor-
ding to sustainable principles. Some retail concepts are based on sustainable principles from
foundation. Zero waste principle is one of them. The best practice of zero waste stores shows
fundamental principles of these concepts. The businesses buy and sell in returnable or eco-
logical packaging. The application of other sustainable principles is significant in the best
practice study, too. The business prefers local farmers with product of a high quality. The zero
waste store Selsky rozum organizes lectures and workshops for children and public, and form
the zero waste community to share information and experiences.

The young generation inclines to behave sustainable and is interested in zero waste concepts.
The problem for zero waste stores poses senior generation. Seniors do not know zero waste
stores, according to results of research, presented in this paper. People with a very low income
and residents of the Usti nad Labem Region are unfamiliar of it at all, too. Some group are
not interested in these stores, for example men. Men do not tend to behave more sustainable
than women. On the other side, people having full time job and average income do not incline
to visit zero waste stores. The major reason is time. Many of these stores have limited time
schedule, which could be suitable for mother on a maternity leave, not for people having full
time job. Solution of this problem is more comfortable schedule time or delivery system. It
can solve the next problem, identified by results of research, the inaccessibility of zero waste
stores.

The analysis of the REDUCA map explored regions with a low infrastructure of zero waste
concepts. Elimination of low interest in zero waste stores should go hand to hand with the
developing zero waste infrastructure. Regions with low infrastructure are often endowed with
local farms, regional producers. They can follow zero waste principles in their small stores/
vending machines. Zero waste principles in retail mean lower cost, because of no packaging.
Zero waste principles can be applied in many forms, in such every store, and mean lower
costs. It is necessary to follow hygiene standards, some preferences of customers. But, every
generation want to protect an environment for the future generations. Every generation want
to save money. Every generation want to buy products of a high quality. Zero waste principles
in retail support these preferences.

The next interest should be concerned in possibilities to apply basic zero waste principles
in every store. What barriers can disturb the application? If any?

Poznamky / Notes This paper is one of the outcomes of the grant research SGS/2019/01
Jaderna at the Department of Marketing and Management at SKODA AUTO University.
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TEXT | RADKA HAKL PICKOVA

MICHAL HRUBY

PURPORTED GREEN ATTITUDE

VS. ACTUAL PRO-ENVIRONMENTAL

BEHAVIOUR OF CZECH CONSUMERS

Green attitudes and consumer behaviour should correlate in order to achieve environmen-

tal objectives. Yet an attitude-behaviour gap exists, and there are many reasons why green
attitudes are not proportionately translated into actual behaviour. This paper aims to describe
the foundations of green attitudes of Czech consumers - their trust in solutions of companies,
their belief in global warming and their willingness to join pro-environmental initiatives.
Czech consumers were segmented by their gender, age and education. Based on a literature
review and the results of this research, managerial implications were suggested in order to re-
duce this attitude-behaviour gap and help companies to communicate their green strategy
more effectively. These findings were framed by the previous research papers by the authors
(Jaderna et al.) and should give an indication how to understand Czech consumers better.

Introduction One of the first pro-environmental movements emerged between 1960
and 1970, when pollution and energy conservation were among the most discussed topics
(Straughan and Roberts 1999). Since then, the topic of environmental protection and envi-
ronmental concern have become widely reported in the media. In the 1980s, growing evi-
dence of environmental problems, including the depletion of the ozone layer, led to increased
pressure group activity. In 1987, The Brundtland Report concluded that ,economic growth
had a role to play in improving the standards in the less industrialised world® (Charter and
Polonsky 2017, p. 15). The result was increased public environmental awareness up to the new
millenium. For instance, the general concern about global warming, dependence on fossil fu-
els, overpopulation or deforestation rose between the years 2005 and 2009 among U.S. adults
(Ottman 2011). In the Czech Republic, however, interest in the topic in the same period was
minimal. Attention has only increased more recently. Nowadays, we as consumers are used
to listening or reading news regarding environmental issues or share such news via social
media worldwide.

Can we argue that being ,green” is somehow trendy? This research question was investigated
by Griskevicius, Tybur and Van den Bergh (2010) in their research paper Going Green to Be
Seen: Status, Reputation, and Conspicuous Conservation. The findings were noteworthy -
when status motivators are used, consumers tend to choose and buy green products more
often instead of non-green, though more efficient or even cheaper, conventional products.
They also found that another important criterion is whether the consumer buys the product
alone or in public. In public, the demand for green products is much higher compared to buy-
ing in private. As Follows and Jobber (2000) found, we as consumers pretend to act in favour
of environmental protection and to demonstrate our pro-environmental concern, but this at-
titude is not evenly translated into our actual behaviour.

27



28

Generally, green consumption is rising as well as the offer of green products. As reported
by Roberts (1996), Ottman highlighted the rise of green innovative products and green de-
velopments in the U.S. from a 0.5% to 13.4% share in the total number of innovative prod-
ucts and developments in 1994. It is possible to say, that such a trend could continue as long
as companies have motivations or incentives to implement new green strategies or develop
green products, and consumers are willing to buy these products. The Theory of Consumption
Values by Sheth, Newman and Gross (1991) is based on findings about values connected with
consumption. According to the authors, it is important that these values (functional, emotional,
epistemic, social and conditional) are inter-independent and influence our buying behaviour
differently for every unit of consumption. The same finding is successfully applicable to green
products, as examined by Gongalves, Lourenco and Silva (2016). Nevertheless, the process
of segmenting does not have to be based on values only.

Previous attempts at green consumer segmentation were inconsistent both because of criteria
used for the segmentation and because of the resulting relations between variables (Jaderna
et al. 2019). Peattie (2010) pointed out that the vast majority of green consumer research is
based on attitude, not the actual behaviour. This ,attitude-behaviour gap® is therefore in need
of further research and deeper understanding because research based on attitudes rather than
actual behaviour may be well biased in favour of environmental concern. Besides environmen-
tal concern, which can be defined as a protective stance regarding our environment, another
factor influencing our green consumer behaviour is perceived consumer effectiveness (Ellen et
al. 1991). The environmental impact of our consumption is measured differently by each con-
sumer, and some of them think they can really help nature by changing their buying behaviour.
Green scepticism may play a huge role in the attitude-behaviour gap. ,Eco-friendly” and similar
descriptions might be found on many products, but without any genuine meaning and legal
support (Newton and Cantarello 2014). Such greenwashing may cause consumers to lose both
their interest and trust in green solutions of companies. Many non-governmental organisations
tried to search for these greenwashing practices and lower the total number of greenwashing
activities that could influence consumers to buy inauthentic green products (Lyon and Maxwell
2011). Examples range from BP (formerly British Petroleum) and their rebranding campaign
Beyond Petroleum - from crude oil to sustainable energy sources (Ibid.) - through to Ford and
their Reinvent the Automobile campaign in the time, when Hummer was still manufactured
(Ottman 2011), to, last but not least, the green communication of Volkswagen during Diesel-
gate.

We witnessed a wave of environmental concern raised by the currently youngest generation,
Generation Z, and their Fridays For Future movement. Considering global warming, green solu-
tions of companies and different forms of activism, Greta Thunberg achieved media attention
worldwide. Yet the role of green consumer segmentation according to demographic variables is
still controversial. Do Paco and Raposo (2009) highlighted this finding in their research review.
The focus of our research is to offer a broader examination of Czech green consumers in this
context and help companies to shape their green communication and strategy to fit today’s
world.

The segment of Czech green consumers In the first paper, ,Selected aspects of green be-
haviour of Czech consumers® (Jaderna et al. 2018), the focus was on recycling, packaging and
consumption of water and energy. Czech consumers put effort into recycling both plastic and
paper. Higher education was connected with preference for sustainable packaging. It was con-
firmed that women tend to consume energy and water in a less wasteful manner. Generally,
Czech consumers could be defined as conventional, saving energy and water mostly because

of money. In terms of generation, research pointed out a dissatisfaction of Generation Z with
the current state of environment. Yet the unwillingness to pay more for green products and
mistrust towards the green activities of companies (green scepticism) was present amongst
these young people.

In the previous paper of this series, ,The interest of different generations of Czech consum-
ers in certified products and environmental organisations® (Jaderna et al. 2019), knowledge
of both environmentally friendly products and organisations was studied as well as the buy-
ing activity of such products. It was mostly Generation Y who was influenced by environmen-
tal certifications, and respondents from this generation tend to make their buying-decisions
according to such logos. The dissatisfaction of Generation Z with the current condition of the
environment did not significantly influence its buying behaviour of pro-environmental cer-
tified products nor the knowledge of such organisations. Higher education was connected
with better knowledge of such environmentally friendly products. In the case of women with
higher education, buying behaviour was significantly influenced towards consumption of ,bio®
products (note [1]). The reason for the attitude-behaviour gap (knowledge-behaviour) was not
clarified in the paper.

In this paper, the authors would like to inspect the trust of consumers in green solutions
of companies, their belief in global warming and willingness to join pro-environmental activi-
ties. The aim of this particular research to discover the degree of such trust, belief and willing-
ness of Czech consumers. Moreover, the authors would like to jointly sum up the knowledge,
causalities and relations which can be examined based on the data provided by the original
research, thus providing a better understanding of Czech green consumers.

Methodology An online survey was conducted in June 2018. The application Trendaro
was used, operated by the professional survey company Behavio Labs, s. r. 0. A total of 1,000
respondents were chosen as a representative sample of the Czech online population. The
proportion of gender and other sociodemographic characteristics is the same for the repre-
sentative sample and for the whole Czech online population. Besides gender, the other char-
acteristics were age, education and the size of respondents’ hometown.

Three questions were examined and hypotheses defined according to previous findings and
literature review. First question examined the trust in green solutions of companies with
asnwers on a scale ranging from 1 to 7, t-test was used in order to evaluate answers according
to gender and ANOVA test was used to evaluate answers according to education and genera-
tion. Hypothesis (H1): Women tend to trust the effort of companies to apply green solutions
more often than men. Hypothesis (H2): People with lower education level tend to trust the
effort of companies to apply green solutions less often than people with higher education
level. Second question examined the belief in global warming. Chi-squared test was used
to evaluate the respective answers. Hypothesis (H3): Women are more likely to think global
warming is a fact than men. Hypothesis (H4): Younger generations (people born after year
1976) tend to believe in global warming more often compared to the older generations (peo-
ple born before year 1976). The last question examined the willingness of consumers to join
pro-environmental activities. In order to evaluate the answers, t-test was used for evaluation
of answers according to gender and ANOVA test for evaluation of asnwers according to edu-
cation and generation. Hypothesis (H5): Women tend to join higher number of pro-environ-
mental activities than man (on average). Hypothesis (H6): Respondents with university degree
tend to join the highest number of pro-environmental activities on average. Hypothesis (H7):
Respondents who trust the effort of companies to apply green solutions tend to join the high-
est number of pro-environmental activities on average.
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Attitude-Behaviour gap within environmental action Researchers were interested in three
specific questions which were included in the questionnaire, followed by examination of pos-
sible correlations based on the findings. The three questions were: 1) trust in green solutions
of companies? (generally, without a specific company mentioned), 2) belief in global warming
and 3) activities to help the environment during the year that preceded the questionnaire.
The aim of the paper was to uncover possible differences between the answers of respond-
ents regarding their gender, educational level (basic, high school without/with graduation,
university degree) and age - generation specifications according to Flodrova and Silerova
(2011), see Table 1.

Considering the education level, there is a significant difference amongst respondents ac-
cording to their education (the p-value of the corresponding ANOVA test is 0.014). The results
are summarised in Table 3. Respondents with a university degree tend to trust companies
the most with an average of 4.07. Based on the averages, it can be stated that the lower the
education level is, the lower the average trust in green solutions on the considered scale.
Therefore, we can claim that H2 has been verified.

Generation

Silent generation

Baby Boomers

Generation X

Generation Y

Generation Z

Years

1928-1949

1950-1963

1964-1975

1976-1995

1996-2000

Table 1: Generation specifications .
Source: Authors, inspired by Flodrova and Silerova (2011)

Firstly, trust in green solutions of companies was examined. Respondents could answer
on a scale ranging from 1 to 7: 1 stood for ,marketing intentions only®, and 7 stood for ,sincere
effort”. The results are shown on Graph 1 and the overall average of respondents was 3.79.

Basic education High school High school University value
w/o grad. with grad. degree P
Average 3.58 3.67 3.73 4.07 0.014

Table 3: Influence of education level on trust in green solutions
Source: Authors

The authors were also interested in the difference between Czech generations. However,
in this case, there was no significant difference found between defined age groups with a sig-
nificance level a = 0.05 (because the p-value of the corresponding ANOVA test was 0.96).

Secondly, the authors focused on the respondents’ opinion on global warming. A significant
difference was found between the opinion of men and women (the p-value of the corre-
sponding chi-squared test was 2.9x10-6). The results are summarised in Table 4. Interestingly,
18% of men in comparison to only 8% of women consider global warming to be mere fiction,
whereas 73% of women in comparison with 69% of men believe global warming to be a fact.
Therefore, we can claim that H3 has been verified.

Trust in green solutions H:
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Graph 1: Trust in green solutions
Source: Authors

Considering gender, there is a significant difference between men and women (the p-value
of the corresponding t-test is 0.029). The results are summarised in Table 2. Women are more
likely to trust the effort of companies to apply green solutions with a mean of 3.9 in compari-
son with men with a mean of 3.68. Therefore, we can claim that H1 has been verified.

Men Women Overall
| do not know 13% 19% 16%
Fact 69% 73% 71%
Fiction 18% 8% 13%

Table 4: Influence of gender on opinion on global warming
Source: Authors

From the point of view of generations, there is a significant difference (the p-value of the
corresponding chi-squared is 0.042). The results can be found in Table 5. Younger respond-
ents (born between 1964-2000) tend to believe more in global warming compared with older
ones (1928-1975).. Generation Y (1976-1995) was the peak with 76% of respondents believing
in global warming compared with the Silent Generation (1928-1949) with only 61%.The oppo-
site is true when we consider respondents who think that global warming is only a fiction -
Generation Y (1976-1995) as an age group with the lowest percentage (11%) of respondents
who consider global warming a fiction.

Men

Women

p-value

Mean

3.68

3.90

0.029

Table 2: Influence of gender on trust in green solutions
Source: Authors

1928-1949 1950-1963 1964-1975 1976-1995 1996-2000 Overall
| do not know 22% 17% 21% 13% 13% 16%
Fact 61% 67% 65% 76% 75% 71%
Fiction 17% 16% 14% 11% 13% 13%

Table 5: Influence of age on the opinion on global warming

Source: Authors
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Based on the results, we can claim that H4 has been verified, because Generation Y (76%)
and Generation Z (75%) are the two generations with the highest percentages of respondents
believieng in global warming.

From the point of view of education level, it can be stated that education level does not sig-
nificantly influence the belief in global warming with a significance level a = 0.05 (because the
p-value of corresponding chi-squared test was 0.075).

Lastly, the activities connected with environmental protection and participation in such ac-
tivities by respondents was investigated. (The question asked whether the respondents took
part in this type of activity during the year that preceded filling in the questionnaire.) The
given activities were:

e Helping to clean the countryside (such as Uklidme Cesko).

e Signing a petition to protect nature.

e Sharing articles about environmental protection via social media.

e Financial gift (as a part of environmental protection).

e Participation in environmental demonstrations.

In Table 6, it is possible to see the overall percentages of activities undertaken by the re-
spondents. A Total of 41% of respondents did not take part in any of the given activities.
On the other hand, approximately one third of respondents (34%) share articles via social
media, which could be considered the easiest way to highlight such problems.

Cleaning Slgh{ng Shei\rmg Flna‘nual Demonstrating Nothing
nature petition articles gift
Overall 29% 27% 34% 9% 1% 41%

Table 6: Environmental activities undertaken during last year
Source: Authors

To use the data further, the authors decided to tally the number of all activities that each re-
spondent joined (results shown in Graph 2) and calculate the overall average for all respond-
ents, which was 1.001.
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Graph 2: Number of pro-environmental activities
Source: Authors

With such an aggregated number (activities joined during the last year by an individual
as a single number), a significant difference can be found between men and women. (The
p-value of the corresponding t-test is 0.011). With a mean of 1.086, women are more active
in such environmental activities compared with men (average of 0.92). Therefore, we can
claim that H5 has been verified. The results are summarised in Table 7.

Men Women p-value
Mean 0.92 1.086 0.011

Table 7: Influence of gender on the number of activities
Source: Authors

As for the age generations, a significant difference can be seen in the number of activities that
respondents participated in. (The p-value of the corresponding ANOVA test is 0.034.) The re-
sults are summarised in Table 8. The averages for the youngest age group and the oldest age
group were the lowest. Generation Z (1996-2000) had an average of 0.77 (the second lowest).
However, note that the data was collected before the emergence of the Fridays for Future
movement, which would later probably increase the average of this generation.

1928-1949 1950-1963 1964-1975 1976-1995 1996-2000 p-value
Average 0.68 1.005 0.94 1.09 0.77 0.034

Table 8: Influence of age on the number of activities
Source: Authors

Results vary significantly when considering education level of respondents (the p-value of the
corresponding ANOVA is 0.00095). As seen in Table 9, respondents with a university degree
participate in 1.19 activities on average compared with the lowest average result of 0.83 ac-
tivities of respondents who attended high school without graduating.

. . High school High school University )
Basic education w/o grad. with grad. degree p-value
Average 0.90 0.83 1.02 1.19 0.00095

Table 9: Influence of education on the number of activities participated in
Source: Authors

According to the results, we can claim H6 has been verified. Respondents with university de-
gree tend to join the highest number of pro-environmental activities (1.19) on average.

For the purposes of further investigation, the authors decided to look at the possible corre-
lation between belief in global warming and participation in environmental activities. From
the list of activities, correlation of belief in global warming was studied with the following
actions - taking part in demonstrations, sharing articles via social media and, generally, with
the aggregated number of activities that respondents participated in. The presumption was
based on the idea that if people believe in global warming, they would therefore be more
active in joining the demonstrations and would rather share via social media and generally be
more proactive in such activities.
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As there is 71% of respondents believing in global warming, only 1% of all respondents re-
ported to take part in a demonstration in the year that preceded the questionnaire. Correla-
tion between belief in global warming and participation in demonstration is not statistically
significant with the correlation coefficient of 0.0081 (and the corresponding test statistic
t =0.26 being less than the quantile t0,975(998) = 1.962).

Correlation between belief in global warming and sharing articles via social media (34% of all
respondents reported sharing such articles) is statistically significant with a correlation co-
efficient of 0.13 (the corresponding test statistic t = 4.12 being greater than the quantile
t0,975(998) = 1.962), as well as the correlation between a belief in global warming and the
number of activities participated in with a correlation coefficient of 0.16 (the corresponding
test statistic t = 4.99 being greater than the quantile t0,975(998) = 1.962).

The last presumption was that if people believe in green solutions of companies, they could
have a feeling that acting in support of environmental protection will pay in the future. The
correlation was examined between trust in green solutions of companies and the number
of activities participated in. Such a correlation is significant with correlation coefficient
of 0.12 (the corresponding test statistic t = 3.84 being greater than the quantile t0,975(998) =
1.962). Therefore, we can claim that H7 has been verified.

Conclusion Czech consumers are still indecisive in the question of trust or mistrust
in green solutions of companies. As the data showed, the overall average on the given scale
(where 1 stood for ,only marketing intentions” and 7 stood for ,sincere effort®) is 3.79. But
on the long tails (end points), it is less than 5% of respondents who think about the green
solutions as sincere effort and less than 10% of respondents who indicate their total mistrust
in these marketed solutions (sense of greenwashing). However, the higher the education of re-
spondents is, the higher their certainty about green solutions of companies.

Increasing public environmental concern was witnessed regarding the belief in global warm-
ing. As shown in the research, there is a significant difference between generations. An in-
creasing percentage of respondents (up to the youngest Generation Z) believe in global warm-
ing, which supports the trend in rising environmental concern amongst young people. Namely
76% and 75% of respondents from Generation Y and Generation Z, respectively. Across the
generations, a higher percentage of women reported believing in global warming compared
with men.

The general concern about the environment is on the rise. Yet green scepticism is present
as well as the attitude-behaviour gap. From the point of pro-environmental activities under-
taken during the year that preceded filling the questionnaire, 41% of respondents did not join
a single activity from the given options. Once again, it is education that significantly influenc-
es the willingness to join pro-environmental activities. The higher the education, the more
activities respondents tend to join. The strong role of social media in green communication
is supported, as 34% of respondents reported publicly sharing articles with environmental is-
sues. On one hand, the positive relation between belief in global warming and sharing articles
via social media was found. On the other hand, joining a demonstration is still probably a too
extreme and more time-consuming form of presenting the green concern of consumers, as it
is approximately 1% of respondents reporting so. Moreover, the relation between rising belief
in global warming and joining demonstrations was not witnessed.

Czech consumers also show signs of being more proactive. The more trust they have in green
solutions of companies, the more activities they join to show their pro-environmental concern.
Both these expressions of interest in green activities are positively related with education.

Managerial implications to apply in the Czech Republic Based on this research, the pre-
sented papers (Jaderna at al. 2018; Jaderna et al. 2019) and review of local research literature,
we can assume that green consumers and related green marketing in the Czech Republic
has many obstacles to overcome. Firstly, green scepticism towards company solutions and
products is prevalent. Strach (2019) adds that fewer but truthful and ethically sound mar-
keting communications should be implemented to achieve the goal and become more trust-
worthy for consumers. There is no need for over-marketed solutions. Secondly, as the vast
majority of today’s Czech consumers experienced Soviet hegemony and communism, they are
much more function-and-utility-oriented and do not accept higher risk connected with new
products and a search for further information (Némethova 2018a). Thirdly, marketers have
to deal with young generations (Generation Y and Generation Z), which are used to capital-
ism-like western freedom and new technologies. Furthermore, they are more likely to buy
into the visions provided by companies and read into adverts (Némethova 2018b). Fourthly,
social media, e-commerce and education-based marketing is a way to empower brand loyalty,
increase consumer willingness to join pro-environmental activities and educate consumers
about green solutions, which are sometimes perceived sceptically (Knihova 2020). Lastly, high
price sensitivity is a very important factor to take into account. Functional value is important
for older generations (price, savings, and energy and water conservation). It partly translated
into the behaviour of younger generations as well, and even improved in the field of recycling.
The younger generations (Generation Y and Generation Z) are then price-sensitive when buy-
ing products (Vokounova 2019), easily searching online for many alternatives, yet they are not
always able to distinguish ecological products when greenwashing may be present (Vokouno-
va and Kopanicova 2015).

Regulation and governmental incentives could also be helpful to consumers for better mar-
ket orientation, buying behaviour and education. Environmental certifications need to be
more transparent, and easy to understand even for older generations. Demarketing and focus
on ,limits to growth®, as well as the focus on sustainability as a part of education, could play
a key role in the future, which starts now. This research should provide an overview of the
current state of green consumption, attitude, and behaviour of Czech green consumers. It was
not the purpose of this paper to give a precise recipe for green marketing or green segmenta-
tion, but it can help to better understand green consumers and serve as a clue for individual
companies and their green consumer strategies.
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NEUROMARKETING V MODERNE)J
SPOLOCNOSTI

Neuromarketing vymedzuje marketingovy nastroj komunikacie, ktory dava moznost po-
zorovat spotrebitelské spravanie. Ulohou neuromarketingu (d'alej NM) je hlbsie poznanie
motivacie spotrebitela. Volny preklad NM sa orientuje na meranie fyziologickych a neural-
nych procesov (neuropsycholdgia) s cielom nadobudnut poznanie o motivaciach, preferen-
ciach a rozhodnutiach spotrebitela, ktoré mozu vystupovat, poskytnut pomoc pri nadobud-
nuti informovani o kreativnej reklame, vyvoji produktov, cenach i dalSich marketingovych
nastrojoch. NM spaja poznatky neurovedy (d'alej NV) a marketingu. Skimanim, odbornym
vedeckym pozorovanim ludského mozgu a mysle zakaznika, spotrebitela, NM ma poten-
cial odhalovat spotrebitelské potreby, nazory na produkt, reklamu, znacku, preferenciu

a konkrétne prvky i mieru zaujmu o dany produkt, zarovein NM aplikuje vedecké principy
posudzovania kognitivnych, emocionalnych a behavioralnych reakcii na marketingové
faktory t. j. marketing a neuropsycholdgiu. V prezentovanej prehladovej studii kriticky
hodnotime selektované studie s cielom poukazat na perspektivu, smerovanie i dalSie
vyzvy NM. PredloZena teoreticko-odborna prehladova $tudia bola realizovana v Styroch
databazach (PubMed, Google, FreeFullPDF, OpenGrey), sumarizované boli vedecké ¢lanky,
spravy z ¢asopisov, ktoré sa zaoberaju vyskumom NM.

Uvod Neuromarketing predstavuje oblast vyskumu, ktora integruje modely, ktoré su
vhodné pri vybere spotrebitela i preferenciach v rozhodovacom procese, vyuzivajuc variabilné
teoretické vychodiska, experimentalne metddy, ktoré analyzuju procesy nervového systému
s upriamenim na autondémny nervovy systém, ktory bezprostredne suvisi so zmyslovym vni-
manim a rozhodovacim procesom. S ultimatnym cielom prospechu pre marketingovy vyskum,
biznis v sulade s vedeckym poznanim i blahom spolocnosti (Klin¢ekova 2016).

Ultimatnym cielom neuromarketingu je porozumiet motivaciam spotrebitela. Neuromarketing
aplikuje poznatky s neurovedy. Lieskovska (2019) tvrdi, Ze NV je medziodborovou vedou, kto-
ra inkorporuje odbory ako (napr., chémia, inzinierstvo, informatika, lekarstvo, filozofia, fyzika
a psycholdgia). Vyskum NV v poslednych desatrociach zna¢ne pokrocil. A to i vdaka inovativ-
nym technoldgiam, progresivnym postupom.

1 Metodika neuromarketingu V roku 1985 Americka marketingova asociacia definovala
marketing ako vytvaranie napadov, produktov a sluzieb, tvorbu konceptov, cien, propagaciu
a distribuciu, aby vytvorila vymeny, ktoré nap(faji ambicie jednotlivcov a organizacii (Mune
1991). Dolezitym aspektom danej afirmacie je tvrdenie, Ze marketing sa nelimituje len na ¢in-
nost podnikového zisku a propagacnu ¢innost. NM vyuziva i Siroku Skalu aktivit ako je cenova,
produktova ¢i distribu¢na a iné.

Lee a kol. (2007) poukazuju na ddlezitost interdisciplinarity a komplementarity v NM, zdo-
raziuju integraciu viacerych vednych odborov (napr. lekarstva, chémie, informatiky, fyziky,
filozofie, psycholdgie a dalsich odborov). Autor tvrdi, Ze uplatnenim progresivnych technik,

38

VYSKUMNE PRACE | RESEARCH PAPERS

postupov, ktoré pozorujeme v oblasti NV, by bol mozny exaktnejsi pohlad na ,¢iernu skrinku®
jedinca v dnednej spolocnosti.

V poslednych rokoch NM vystupuje ako podradeny odbor neuroekondémie, ktorej snahou je
objasnit neurovednu podstatu ludského rozhodovacieho spravania (Fugate 2007). NV vyskum
v oblasti neuroekondmie rozhodovania a NM teda mézeme povazovat za sucast vedeckého
vyskumu o finanénom rozhodovani. Co vysvetluje participacia multi-vyskumnych timov i mar-
ketingovych odbornikov (napr. ekonémov, psycholégov a neurovedcov a pod). Podla Sanfey
a Stallen (2015) NM vyuziva viacero vysetrovacich technik, medzi ktoré mézeme zaradit:

« blizko infracervenu spektroskopiu (NIRS),

« funk&né zobrazovanie magnetickou rezonanciou (fMRI),

« elektroencefalografiu (EEG),

 opticku topografiu (OT),

« opticku topografiu/funkénu blizko infracervenu spektroskopiu (OT/fNIRS),

 pozitrénovu emisnu tomografiu (PET),

* magnetoencefalografiu (MEG),

e transkranialnu magneticku stimulaciu (TMS), ktora na rozdiel od neuroimagingovych tech-
nik zaznamenava neutralne aktivity a koreluje ju so spravanim. TMS ponuka moznost narusit
spracovanie nervovych informacii a zmerat jeho Uc¢inky na spravanie.

V poslednych 20 rokov zobrazovacie techniky Struktur a funkcii ludského mozgu ponukaju
v kognitivnych NV i pribuznych disciplinach perspektivu skumat 3pecifické oblasti, ludského
mozgu, partikularne nervové, hormonalne drahy a ich funkcie. Vyskum sa zameriava na ma-
povanie, modulaciu, drah i zmien v mozgovych sustavach zodpovednych, podielajucich sa na
riadeni spravania ¢loveka. Samuhelova, Simkova (2015) uvadzaju i sledovanie o&nych zrenic
i dopliiujucu biometriu.

Vedecka komunita si uvedomuje, Ze postupy, ktoré preferuju dotaznikové metddy, prieskumy
na webe, rozhovory i metdédy pozorovania, ktoré sa doteraz aplikovali, predikuju spravanie
jedinca limitne. Cim moze dojst/dochadza k simplifikacii, skresleni objektivnej reality. Inova-
tivne pristupy v NV maju podla viacerych autorov ambiciu predikovat, vysvetlit rozhodovaci
proces spotrebitela exaktnejsie, ako dosial aplikované metddy skimania (Zaltman 2005).

2 Ciel prispevku a metédy Cielom kontribucie je pohlad na aktualne vyzvy v oblasti NM
vyskumu v sucasnej realite. V prezentovanej prehladovej $tudii kriticky hodnotime selektova-
né Studie s cielom poukazat na smerovanie, perspektivu NM i jeho dalSie vyzvy. Poukazujeme
na dalSie mozné vychodiska.

Predlozena prehladova Studia bola realizovana v $tyroch databazach (PubMed, Google, Fre-
eFullPDF, OpenGrey). Vyhladavali sme klucové slova prostrednictvom slov, fraz, ktoré iden-
tifikuju tému NM. Realizovalo sa doplnkové sledovanie dopredu a dozadu, boli vyhladané
elektronické databazy autorov a odbornikov s cielom identifikovat exponované vedecky
verifikované vystupy. Sumarizované boli vedecké ¢lanky, spravy z ¢asopisov, ktoré sa zao-
beraju vyskumom NM. Ziskané udaje boli extrahované, preskimané a vyhodnotené dvomi
vyskumnikmi. Fékusom danej prierezovej Studie bol kriticky pohlad na vystupy selektovanych
studii NM, rovnako pohlad na perspektivy, vyzvy smerovanie dalSieho vyskumu v predmetnej
oblasti zaujmu.

3 Neuromarketingovy vyskum Lindstrom (2009) so svojim kolektivom pri sledovani re-
klamy a uvazovani o znac¢kach spotrebitela (s vyuzitim fMRI a EEG technik) zistil, Ze tla¢ zdra-
votnych vystrah na baleni tabakovych vyrobkov neméa ocakavany vplyv na fajciara. Opacne,
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dané varovanie, nielen nereflektuje, ale naopak evokuje intenzivnu tuzbu fajcit. Skuto¢nym
varovanim, ktoré malo obmedzit faj¢enie, sa tak pre tabakové spolo¢nosti stalo efektivnym
(pozitivnym) marketingovym nastrojom. Autor dalej tvrdi, Ze umiestfovanie vystrah na pro-
dukty je zriedka efektivne, minimalne ucinné. Jedinym varovanim, ktoré vyvolalo Ziaduci G¢i-
nok, bolo to, ktoré vystupovalo ako sucast obsahu a malo zmysel vo svojom kontexte.

V inej $tudii McClure a kol. (2004) sa autor zameral na (n=67 jedincov vo veku 19 - 50 rokov,
priemer * SD: 28,0 # 7,6 rokov) pozorovanie, ako takmer identické nealkoholické napoje s pri-
blizne zhodnym chemickym zloZenim, (Coke a Pepsi) rutinne demonstruje vyrazne subjektivne
preferencie. Dané elementarne pozorovanie vyvolava kriticku otazku, ako sa kultdrne posol-
stvo synkretizuje s obsahom a formuje nasu percepciu, a to az do takej miery, Ze sa uprednost-
nuju behavioralne preferencie pred primarnou odmenu, ako je napr. sladeny napoj. V studii sa
skumali dve manipulovatelné premenné, t. j. anonymna konzumacia Coke a Pepsi, respektive
konzumacia Coke a Pepsi s koncentraciou na znacku. Autor pozoroval konzistentnd neuralnu
stimulaciu vo ventromedialnej prefrontalnej kére, ktora korelovala s preferenciami spravania
sa (napoj, subjekt). Pri skimani zameranom na znacku, mali znalost znacky pre jeden z napo-
jov vyznamny vplyv na formulovanie preferencie spravania i meratelnej mozgovej aktivity.
Autor dalej tvrdi, Ze kritické rozhodnutia v experimente sa ukazali ako désledok konfliktu
dvoch distinktivnych mozgovych oblasti lokalizovanych dominantne v prefrontalnej mozgo-
vej kére. Ventromedialna oblast prefrontalnej kéry zohrava dominantnu ulohu pri preferencii
zmyslovych informacii. Relevantna aktivita vo ventromedialnej prefrontalnej kére (VMPFC)
je robustnym prediktorom toho, ktory senzoricky stimul u daného subjektu dominuje. Autor
nasledne tvrdi, Ze kulturny vplyv ma signifikantny vplyv na prejavené preferencie spravania.
Evidentne pri fenoméne Coke informacie o znacke signifikantne ovplyvnili vyber produktu.
McClure dalej tvrdi, ze kulturne informacie ovplyviiuju silu preferencie naprie¢ dorsolateral-
nej oblasti prefrontalnej kory, pricom hippocampus vystupuje ako modulator na vyvolanie
suvisiacich stimulacii. Experiment dokumentoval nezavislost vplyvu znacky na VMPFC, kto-
ry nebol ovplyvneny poznanim znacky produktu. Autor sa priklana k tvrdeniu, Ze nezavislé
mnohostranné zmyslové reakcie a kulturny vplyv sa javia ako faktor pri preferencii zaujatosti.
Autor Studie reagoval referoval systém, ktory hodnoti samotny vkus, imidz tym, Ze pripomi-
na znacku, zaloZzenu na komunikacnej stratégii ako je reklama. Da sa Spekulovat, Ze niekto-
ré informacie maju iné preferencie ako tie, ktoré sa nachadzaju na pociato¢nej fyziologickej
odpovedi. To znamena, ze reklama do velkej miere mdze ovplyvnit systém volby zakaznika
zmanipulovanim imidzu znacky.

V dalsej realizovanej studii Knutson a kol. (2007) s vyuzitim fMRI boli U¢astnici experimentu
(n=12 Zien, vekové rozpatie 18 - 26 rokov) vystaveni moznosti volby, ceny produktu i rozhod-
nuti o ich kipe. V sulade s podobnym zistenim, vysledky poukazuju na tvrdenie, Ze distinktivne
nervové drahy, obvody determinuju zisk a stratu. V danom vyskume preferencia produktu akti-
vovala jadro accumbens (NAcc), zatial ¢o vysoké ceny deaktivovali strednu prefrontalnu koru
(MPFC) pred rozhodnutim o kupe. Dané zistenia poukazuju, Zze mozgova aktivita pri procesova-
ni strat predstavuje urcity druh ,bolesti®, obratene v pripade zisku dochadza k ,odmenovacie-
mu” zazitku. Toto zistenie naznacuje, Ze aktivacia variabilnych nervovych obvodov suvisiacich
s predvidajucim u¢inkom predchadza a podporuje rozhodnutia spotrebitelov o kipe.
Takahashi a kol. (2010) skumali vztah medzi nespravnym odhadnutim, ohodnotenim rizika,
ktory by mohol viest k nespravnym navykom, ako napr. uzivanie drog, gamblingu. Niektoré
posledné Studie odhalili neurokognitivny mechanizmus procesu rozhodovania pri rizikovom
spravani. Kde v8ak uloha modula¢nej neurotransmisie daného procesu zostava nejasna. Autor
skumal, ¢i dopaminové receptory D1 a D2 v mozgu (prostrednictvom PET) suvisia s transfor-
maciou pravdepodobnosti v rozhodovacom procese u zdravych dobrovolnikov. Autor tvrdi,

Ze jedinci s nizSou hustotou D1 receptora vykazuju vyraznejSie nadhodnotenie nizkych prav-
depodobnosti a podcefovanie vysokych pravdepodobnosti. Dané zistenie by mohlo prispiet
k blizSiemu pochopeniu molekularneho mechanizmu riskantnej volby a extrémneho alebo
zhor$eného rozhodovacieho procesu pozorovaného u drogovych a gamblerskych zavislos-
tiach. Takahashi (2013) Spekuluje, Ze u jedincov s nizkou hustotou talamickych transportérov
dochadza k zvySeniu emocionalnej odozvy.

Suter a kol. (2015) na vzorke n = 23 zdravych jedincov (priemerny vek = 22,7 rokov, SD = 2,5
roka) skumal vplyv emécii na zvySenie pravdepodobnosti funkénych ukazovatelov (FMRI) veri-
fikacia. Autor tvrdi, Ze pri emo¢nom rozhodovani bola viac aktivna amygdala (zadna cingulate
kdra a talamus). Pri absencii emécii v rozhodovacom procese boli viac senzitivne oblasti (sup-
ra limbus a tylny lalok). Autor dokazuje, Ze trojdimenzionalna zobrazovacia technika, analyza
prinasa (konvergentné ddkazy), Ze spravne a nespravne rizikové rozhodnutia do urcitej miery
mobilizuju kvalitativne diStinktivne rozhodovacie mechanizmy na kognitivnej i neurobiolo-
gickej urovni.

Plassmann a kol. (2008) na vzorke n = 11 muzov vo veku 21 - 30 rokov, 24,5 rokov, skima-
li vplyv ceny na hodnotenie produktu (jeho mechanizmus), kde nezavislou premennou bolo
niekolko druhov vin (drahSie, lacnejsie). Cena bola uvedena viditelne, vino bolo podavané
peroralne, snimky mozgu boli snimané pomocou fMRI. Pri oralnej injekcii, drahSieho vina, pod-
mienena aktivita (krv, kyslik) v medialnom orbitofrontalnom kortexe (mOFC) demonS$trovala
zmyslom lahodiacu skusenost, pocit. Co verifikoval aj relevantny dotaznik zamerany na pre-
ferenciu vina, ktory opakovane akcentoval dané zistenie, t. j. preferenciu drahSieho pred lac-
nejSim vinom. Dané zistenie prinasa ddkaz o dispozicii marketingovych technik alternovat
nervové korelaty pod vplyvom pozitivnych zmyslovych zazitkov.

Vyssie uvedené zistenia naznacuju, ze spotrebitelské spravanie a rozhodovanie je médiom
viacerych systémov (vedomia, podvedomia), kde rozliSujeme autondmne procesy, ktoré su
autoregulované a kontrolné procesy, ktoré su vedome kontrolované rozumovym zachytenim
skutocnosti (myslienkami) a emocionalne procesy (limbicky systém) su interpretované ako
automatické procesy, su nizSieho radu. Ako uvadzaju viaceri autori — Frankovsky a kol. 2019,
Damasio 2018, Takahashi a kol. 2013, Takemura 2014.

Goleman (2011) sa domnieva, Ze kognitivne procesy vratane nasho myslenia su procesom
kontroly. Pri naSom rozhodovani v8ak zohravaju vyznamnu Ulohu nielen kognitivne procesy
vysSieho radu, ale i naSe emocie.

Damasio (2018) sformuloval ,hypotézu somatickych markerov®, ktora tvrdi, Ze emacie, ktoré
reprezentuju zmeny v somatickej oblasti, predchadzaju rozhodovaniu na zaklade vedomého
zvazenia. Kde ,somatické markery“ si pocity v tele, ktoré si spojené s emociami, ako napr.
asociacia nahlej kardiovaskularnej aktivacie s Uzkostou. Na zaklade danej hypotézy, somatické
markery signifikantne modifikuju nas rozhodovaci proces, kde predpokladame, Ze somatické
markery posobia v amygdale a prefrontalnej kore, ktoré determinuju predpokladany mecha-
nizmu.

Neuromarketingovym vyskumom a problematikou neuromarketingu sa v nasich podmienkach
zaoberali viaceri autori. V roku 2007 firma DICIO Marketing, s. r. 0. (Svec) zacala svoje prvé
NM experimenty so zmenami na vodivost koZe. S ambiciou skiumat emdcie, motivacie, tuzby
spotrebitela a teda fyziologicki odozvu organizmu jedinca pred samotnou kdpou produktu.
Vyskumu vyuziva Galvanic Skin Response (GSR), elektroencefalogram (EEG), ktoré doplhuju
neuro-testami. V sucasnosti dana spolo¢nost ponuka viacero sluzieb (neuromarketing, kvali-
tativny, kvantitativny vyskum) (Sasikova 2013).
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4 Perspektiva neuromarketingového vyskumu Pre blizsie, lepSie, pochopenie komplex-
nych vztahov v NM bude potrebné realizovat ¢o najviac relevantnych prierezovych, longitudi-
nalnych studii. MéZzeme kons$tatovat, Ze niektoré postupy, metéddy v NM maju svoje limitacie
napr. vySetrovacia technika EEG (nema adekvatne priestorové rozlisenie) MEG je limitovany
zachytavat aktivity na povrchu mozgu) fMRI (je invazivna metdda) atd. Naviac udaje o tychto
metddach su tazko interpretovatelné (t. j. aktivacia a interpretacia mozgovych aktivit). Nie
zriedka mame tendenciu simplifikovat a preceriovat nase limity. Je iluziou sa domnievat, ze
NM sa stane vednou disciplinou, ktora méze zasadnym spésobom zmenit spésob navrhova-
nia propagacie cenového balika, vyber produktov i samotné spravanie spotrebitela. Je po-
trebné si uvedomit, Ze individualne rozdiely v nakupnom, spotrebitelskom spravani jedinca
do velkej miery determinuju osobnostné ¢rty jedinca, blizke i vzdialené okolie spotrebitela
jeho genetické predispozicie, akutne, prechodné a dlhodobo pretrvavajuce psychické ladenie
i mnozstvo dalSich premennych, ktoré vystupuju ako faktory, determinanty v rozhodovacom
procese jedinca. V neposlednom rade je dolezité sa dotknut dynamiky spravania jednotlivca
i spoloCnosti, ktora prechadza kontinualnou zmenou v priestore i ¢ase. V neposlednej rade
vznikda urgentna poziadavka na dalSie psychologické verifikacie v réznych variabilnych pod-
mienkach (Tsutomu 2012).

Okrem toho, ekonomicka situacia, socialno-kulturne zazemie, vzdelavacie atributy, somatické
znaky (pocity organizmu spojené s emociami), somatotyp, akutny dudevny stav zakaznika,
konzumenta, spotrebitela su modifikované dynamikou vztahovo suvisiacich komponentov.
Vyssie uvedené prispieva k sentimentu, postoja a viery spotrebitela. Stale v3ak pdsobia aj
vonkajsie faktory. Je dolezité porozumiet pritazlivosti réznych foriem reklam, ktoré ovplyvnu-
ju, modifikuju spravanie zakaznika. Nas zivotny $tyl a jeho piliere velkou mierou prispievaju
k alternacii nasho rozhodovacieho procesu. V 40. rokoch 20. storoc¢ia W. H. Sheldon formuloval
hypotézu somatotypu jedinca, ktory autor spajal so Specifickymi osobnostnymi charakteris-
tikami. Na zaklade poznaného, poznatkov nadobudnutych Stidiom, ktoré doposial mame, by
bolo vhodné, odévodnené vytvorit koncept typoldgie ,typ zakaznika®, - zohladnujic viacero
premennych, ktoré by sluzili ako katalyzator kreovania komplexnejSieho modelu do buduc-
nosti — berlc v ivahu nielen osobnostné ¢rty, genetické predispozicie, ale aj vonkajsie faktory,
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spravanie spotrebitela.

Zaver V zavere je potrebné vyslovit presvedcenie, déveru, aby ziskané vedomosti, po-
znatky z NM boli vyuzité kon3truktivne, moralne a eticky. V snahe o rozsirenie vedomosti
v prospech spotrebitela zvyrazfiujeme interdisciplinarny, transdisciplinarny pristup k pozna-
niu. Intenzifikaciu vedeckého pokroku, poznatkov doby si vyzaduje transfer vedeckych po-
znatkov do Uginnej praxe. Co predstavuje vyzvu, potrebu, kreativne, kriticky mysliet, neza-
visle a kon$truktivne analyzovat biznis prostredie. Tak, aby sme aplikovali vedecké zistenia,
poznatky NM do zmysluplnej praxe, z ktorej bude benefitovat nielen jednotlivec, ale i biznis
komunita a spolo¢nost ako celok.

Spotrebitelska NV je stale len v jej zaciatkoch, nemala by byt vyzvou pre tradi¢ny spotrebitel-
sky vyskum, ale mala by vystupovat ako dichotédmia existujucich postupov i hladania prienikov
a metdd pre dalSie spolo¢né rieSenia. Na naplnenie danych cielov je nevyhnutny, potrebny dalsi
vyskum, ktory potvrdi opodstatnenost NM a jeho technik skimania. Vysledky NM badania by
mali predstavovat, respektive byt vychodiskom, pre akademicku kritiku, pre désledné overenie
potencialu inovativnych technik skimania v sulade s etickym kdédexom, ktory je vyjadrenim
spolocCenskej zodpovednosti vedy a vedeckych pracovnikov voci komunite. Pri zachovani do-
veryhodnosti vedeckého vyskumu a zvySovania jej kvality v prospech spolo¢enského progresu.

Poznamky / Notes Prispevok je ¢Ciastkovym vystupom projektu VEGA No.1/0807/19.
Vyskum determinantov obchodného spravania a G¢inkov marketingu v oblasti pdsobenia ne-
uromarketingu a vztahu k neurolingvistickému programovaniu.
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Résumé Neuromarketing in contemporary society

Neuromarketing, we can classify as an avant-garde scientific discipline. It defines the bounda-
ry between neuroscience and marketing. It works on marketing professionals to re-evaluate
their views on consumer thinking and think about their business activities' impact. The ne-
uromarketing aims to apply knowledge from the medical sciences about the human brain's
activity and its use in the effectiveness of business strategies and other related fields of study.
To offer products and services so that the buyer's behavior is directing towards the purchase.
We often think that we know why we act one way or another; these are just illusions that

we unknowingly create to explain our actions. Neuromarketing is a scientific discipline that
reveals the mystery of the human mind, answering why consumers prefer a given product.
Neuromarketing is one step ahead of other research methods. Thanks to the fact that it can
analyze the consumer's wishes, it also provides more accurate results. In our presented review
study, we critically evaluate selected scientific papers in the given area to point out the di-
rection, perspective of neuromarketing, and other challenges and attitudes we face in today's
professional environment.
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SPOTREBITELSKA GRAMOTNOST

A FALSOVANIE MEDU

CAST L.

V procese nakupného spravania je rozhodovanie spotrebitela ovplyviiované Sirokym spek-
trom podnetov ako aj rozhodovanim samotného spotrebitela. V tomto prispevku sa venuje
pozornost spotrebitelskej gramotnosti. Ta interaguje v rozsahu psychografickych faktorov
motivacie, vhimania, uenia, presvedcenia a postojov do tej miery, Ze spotrebitel prijima
vedomé rozhodnutie ohladom preferencii produktu, jeho kvality ¢i znacky. Kultivovanie
spotrebitelskej gramotnosti umoZiuje spotrebitelovi rozhodnut sa kvalifikovane a vo svoj
prospech. Nie su to iba benefity na strane spotrebitela, ale aj na strane producenta, i do-
konca celého odvetvia.

Cielom prispevku je identifikovat vyznam spotrebitelskej gramotnosti pri kiipe véelieho
medu v kontexte jeho falSovania. V prispevku st identifikované nekalé praktiky falSova-
nia medu a znehodnotenia jeho vyzivovej hodnoty. Tie st v sti¢asnosti beznou praktikou
prejavujicou sa na znizenej kvalite poniikaného medu na slovenskom aj svetovom trhu.

V prispevku sa vychadza z poznatkov prieskumu kvality predavanych medov realizovanych
na Slovensku a v zahranici. Nasledne su navrhované opatrenia na posilnenie spotrebitelskej
gramotnosti pri kupe véelieho medu.
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Teoretické vychodiska spotrebitelskej gramotnosti Kazdy spotrebitel uskutociuje svoje
rozhodnutia v kontexte Sirokého spektra vplyvov pochadzajlcich z prostredia, ale aj vlastnej
schopnosti tieto podnety identifikovat, zatriedit a pochopit. Gramotnost sa kedysi vnimala ako
schopnost Citat, pisat a pocitat, Co sa dnes oznacuje pojmom funk¢na gramotnost. Podla Prlichu
(1999) je ,funkéna gramotnost vnimana ako spodsobilost spracovavat informacie z tlateného
a pisaného textu a vyuzit ich pri rieSeni roznych situacii kazdodenného Zivota. Funkéne gramot-
ny ¢lovek je schopny zaclefovat sa do vietkych aktivit, v ktorych je gramotnost potrebna pre
efektivne fungovanie spolo¢nosti.“ Podla Krasnej (2014, s. 43) ,zakladna jazykova zru¢nost,
gramotnost v pisani, ¢itani a pocitani a zru¢nost v informac¢nych a komunikagnych technoldgiach
su hlavnym vychodiskom pri uceni sa, a nautenie sa ucit podporuje vsetky vzdelavacie
aktivity“. Autori vymedzuji gramotnost ako isté ,nevyhnutné kompetencie na preZitie v stcas-
nej civilizacii® (Krasna a Verbovanec 2014, s. 42). Gramotnost a zru¢nosti spotrebitel nadobuda
celozivotne, ale ako uvadza Dzurova (2015, s. 28), ,Je zrejmé, Ze vzdelany a ,gramotny“ spotre-
bitel, najma vo vy$$om veku, sa vie branit ne¢estnym obchodnym praktikam.”

Funkény rozmer gramotnosti je dnes podstatne viac ako pred rokmi o schopnosti porozumiet
informaciam v suvislostiach. Aplikacia gramotnosti do prostredia spotrebitelského rozhodova-
nia si vyziadala komplikovanost obchodnych vztahov medzi kupujicim a predavajucim. Spotre-
bitelska gramotnost je podla Miklosika (2015, s. 140) schopnost spotrebitela poznat a aktivne
vo svoj prospech alebo na svoju ochranu vyuzit tie nastroje a technolégie, ktoré zabezpecuju
optimalizaciu celého procesu nakupného rozhodovania od ziskavania relevantnych informacii,
cez ich hodnotenie, maximalizaciu komfortu a bezpecnosti, procesy ponakupného spravania
a pripadného uplatnenia svojich prav pri nespokojnosti s produktom alebo nakupom.

VYSKUMNE PRACE | RESEARCH PAPERS

Teda mozno tvrdit, Ze spotrebitelska gramotnost je schopnost jednotlivca vyuzivat vlastné
poznatky, zru¢nosti a skisenosti v presadzovani svojich zaujmov v nakupnom rozhodovani. Spo-
trebitelska gramotnost sa opiera o faktory motivacie, vnimania, uéenia, presvedenia a pos-
tojov jednotlivca do tej miery, Ze spotrebitel prijima na zaklade vlastnej skisenosti vedomé
rozhodnutie. V jeho rozhodovani by malo ist o slobodny prejav o preferencii znacky konkrétne-
ho produktu, o preferencii Urovne kvality, o preferencii krajiny pévodu produktu a producenta
a dalSich suvisiacich rozhodnutiach ako napriklad o financovani, sp6sobe pouzitia produktu, ¢i
jeho likvidacii na konci zivotného cyklu produktu.

Problematika urovne vzdelanosti resp. gramotnosti spotrebitela sa dnes skima v rdznych
suvislostiach. Naj¢astejSie sa mozno stretnut s aplikaciou na finanénu gramotnost, ktorej sa
venuje pozornost zo strany réznych finan¢nych institucii (NBS, komer¢né banky, organizacie fi-
nan¢ného poradenstva, univerzity, ob¢ianske zdruzenia), zdravotnd gramotnost (Simons 2017),
medialnu gramotnost (Sramova 2014), ale napriklad aj gramotnost posudzovania potravin
prostrednictvom technik genetickej modifikacie (Rodriguez-Entrena a Salazar-Ordénez 2013).

Ciel prispevku a metodika Cielom prispevku je identifikovat vyznam spotrebitelskej
gramotnosti pri kipe vCelieho medu v kontexte nekalych obchodnych praktik jeho falSova-
nia. V prispevku su identifikované formy a désledky falsovania medu z pohladu vyrobcov ako
aj spotrebitelov. KedZe sa s tymito praktikami bezne stretavaju spotrebitelia aj vyrobcovia
s vyznamnymi ddsledkami na celé odvetvie podnikania, vyroba a predaj medu su regulované
predpismi v podobe kddexov, zakonov, vyhlasok a vyhlaseni. Tieto su v prispevku analyzované.
Nasledne su analyzované poznatky prezentujucich z virtualnej konferencie organizovanej
zdruzenim Apimondia ,Priemysel falSovania medu® v novembri 2020. V prispevku sa vychadza
z poznatkov prieskumu kvality medov na Slovensku realizovanych Ustavom molekularnej
bioldgie SAV a opatreni svetovej organizacie véelarskych zdruzeni Apimondia k falSovaniu medu.
Nasledne st navrhnuté opatrenia na posilnenie spotrebitelskej gramotnosti pri kipe vcelieho
medu.

FalSovanie resp. znehodnotenie medu S falSovanim produktov sa mozno stretnut vsade,
kde existuje motivacia k ziskaniu vyhody neestnym sp6sobom. Podla vykladového slovnika
Merriam-Webster (2020) falSovanie je podvod Umyselného prekrucania pravdy s cielom prinutit
iného, aby sa vzdal nie¢oho hodnotného, alebo aby sa vzdal zakonného prava. Nasledne, osoba,
ktora sa vydava za niekoho, kym nie je sa oznacuje ako podvodnik.

Podvodné praktiky su teda sucastou spravania ludi a je potrebné s nimi pocitat a branit sa voci
nim aj v pripade falSovania potravinarskych produktov. Zaujimavé vysledky prezentovali Soon
a Liu (2020) z vysledkov svojej Studie o spravani sa ¢inskych spotrebitelov vo¢i podvodnym prak-
tikam na trhu potravin. Vedomi si nekalych praktik ¢inskych producentov vyvinuli spotrebitelia
stratégie na znizovanie rizika nakupu falo3nych a nekvalitnych potravin. Cinski spotrebitelia
zacCali preferovat potravinarske vyrobky zahrani¢nej znacky, dalej nakup vo velkych supermar-
ketoch alebo si volili nakup ¢erstvych produktov priamo od déveryhodnych lokalnych predajcov
a farmarov. Spotrebitelia zacali pri nakupovani zapajat intenzivnejsie svoje zmysly a hodnotit
vizualny vzhlad, vOru a textlru potravin. Zaujimat sa za¢ali aj o informacie na obaloch o datume
spotreby, krajine pdvodu a znacke produktu. Teda spotrebitelia videli garanciu kvality v:

. zahrani¢nej produkcii importovanej do Ciny,
. Standardoch kvality velkych maloobchodnych retazcov a
. ponuke déveryhodnych lokalnych predajcov a producentov.
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Cina sa zarovef povazuje za najvi¢sieho exportéra fal3ovaného medu. Podla Copelanda (2020)
Spojené kralovstvo prijalo v roku 2018 47% eurépskeho dovozu medu z Ciny, ale laboratérna
analyza 11 znatiek supermarketov zistila, Ze Ziadna z nich nesp(fa normy EU na ozna&ovanie.
Pritom cena importovaného medu z Ciny za poslednych 10 rokov osciluje medzi 1 aZ 2 EUR
(Bruneau 2020). Lisi sa v8ak za jednotlivé krajiny. Najnizsia je cena v Spojenom kralovstve (1
EUR), najvyssia v Belgicku a Nemecku (1,60 EUR) a to z dévodu testovania medu naro¢nejsimi
testami, cez ktoré neprejde med upravovany podla sledovanych hodnotiacich kritérii. Je vSak
otazne, do akej miery je mozné povazovat dovezeny produkt za pravy v¢eli med. Pozoruhodné
viak je, ze ¢insky v¢elar dokaze vyrobit skuto¢ne kvalitny med. Kvalitny ¢insky med sa dostava
na vnutorny ¢insky trh, kde sa predava za 10-30 EUR za kilogram.

Podla potravinového kodexu ,Codex Alimentarius® vydaného FAO/WHO (pozn. [1]) je med
prirodna sladka latka produkovana v¢elou medonosnou z nektaru rastlin alebo z vylu¢kov
Zivych Casti rastlin alebo z vylu¢kov hmyzu cicajuceho Zivé Casti rastlin, ktoru vcely zbieraju,
pretvaraju a obohacuju kombinaciou vlastnych Specifickych latok, ukladaju, zahustuju, usk-
ladriuju a ponechavaju v medovom plaste aby vyzrel.

Svetova organizacia vCelarskych zdruzeni Apimondia re$pektuje definiciu medu podla FAO/
WHO a opisuje zakladné zlozenie a faktory kvality medu nasledovne: Do medu, ktory sa preda-
va ako taky, sa nesmu pridavat Ziadne potravinarske zlozky vratane potravinarskych prisad,
ani sa don nesmu pridavat iné prisady ako med. Med nesmie mat neprirodzenu voriu, chut ani
farbu ziskanu z cudzich latok pocas jeho spracovania a skladovania. Med nesmie zacat kvasit
ani penit. Pel a zlozky tvoriace med sa nesmu odstranovat okrem pripadov, ak je to nevyhnut-
né v ramci odstrafovania cudzorodych anorganickych a organickych latok. V podobnom duchu
sa nesie aj smernica Rady Eurdpskej unie 2001/110/ES o mede, ktora nepripusta pridavanie
cudzorodych latok alebo odoberanie prirodzenych stuc¢asti medu.

Slovenska legislativa vo vyhlaske ¢. 41/2012 MPaRV SR o mede uvadza, Ze med je prirod-
na sladka latka produkovana vcéelou medonosnou (Apis mellifera) z nektaru rastlin, vylu¢kov
Zivych Casti rastlin alebo vylu¢kov hmyzu cicajuceho Zivé Casti rastlin, ktory vcely zbiera-
ju, pretvaraju a obohacuju vlastnymi Specifickymi latkami, ukladaju, zahustuja, uskladfuja
a ponechavaju v plastoch, aby vyzrel.

Specifickym pripadom je novozélandsky med manuka produkovany véelami, ktoré zbieraju
nektar z rastliny manuka (Leptospermum scoparium), ktora rastie na Novom Zélande. Takto
ho charakterizuje novozélandské Ministerstvo primarneho priemyslu. Od 5. februara 2018 je
mozné zakonnym spésobom vyvazat z Nového Zélandu med s oznacenim manuka iba po jeho
otestovani v akreditovanom laboratériu. Vysledky testu garantuju pravost medu zabaleného
na Novom Zélande a opravnuju ho byt oznaceny ako manukovy med. Okrem zakonom pred-
pisaného oznacovania na Novom Zélande su v praxi vyuzivané aj iné metodiky hodnotenia
pravosti manukového medu ako napriklad metodika organizacie obchodnikov s manukovym
medom The Unique Manuka Factor Honey Association. Aktivita organizacie obchodnikov, ako
aj vladnych organov bola reakciou na falSovanie na trhu vysoko ocefiovaného a Ziadaného
manukového medu.

Svetova organizacia vcelarskych zdruzeni Apimondia uvadza najcastejSie rezimy vyroby
a spracovania medu, ktoré porusuju predpisy Codex Alimentarius a smernicu Rady Eurépskej
Unie o mede v rozsahu uvedenom v tabulke ¢. 1.

CINNOST

€O JE PORUSENE?

VEely nemaju dostatok ¢asu na odparenie
prebyto¢nej vody a pridanie vlastnych Specific-
kych latok v procese viacnasobnej manipulacie
s prinesenou sladinou.

pévodu.

é Vytacanie nezrelého medu. Premena sladiny na med je len ¢iastocne
% vykonana vcelami, pricom [udsky zasah do-
a kon¢i proces neprirodzenym a nedovolenym
8 spdsobom.
a
Med produkovany véelami méze pochadzat
, L Y v vylu¢ne z nektaru rastlin, vyluckov zivych &asti
Kfmenie vciel v ¢ase znasky. . Ly - yioz
rastlin alebo vyluckov hmyzu cicajuceho zivé
Casti rastlin.
Do medu sa nesmu pridavat ziadne iné zlozky
Riedenie medu sirupmi. okrem medu (ani tie, ktoré sa prirodzene
vyskytuju v mede).
Odparovanie vody z medu technickymi zaria- Zf\iiO\’/anie obsahu vo@y je r?eoddelitet’no'u
deniami, ako su napr. vakuové susicky. sucarstoq procestvivdozru-::varuavmedlvj,ktorg
’ musi byt uskuto¢riované vylu¢ne véelami.
it s . . Med sa nesmie spracovavat spésobom ovplyv-
Pouzitie idnexovych zZivic na odstrafiovanie Yo . A
rezidui, neprijemnej arémy a na zosvetlenie nujacim 'jeh'o zakladr)e zlozenie a /aL'ebo
% farby medu znizujucim jeho kvalitu. Nemal by byt odstra-
< ’ rovany pel ani iné zlozky Specifické pre med.
S
< Dodavanie pelu do medu za u¢elom zamas- Do medu sa nesmu pridavat ziadne iné zlozky
g kovania jeho botanického alebo zemepisného | okrem medu (ani tie, ktoré sa v mede prirodze-
w0

ne vyskytuju).

Zavadzanie a / alebo nespravne oznacovanie
zemepisného a / alebo botanického pévodu
medu.

Med méze byt oznateny zemepisnym nazvom
len vtedy, ak pochadza vylu¢ne z uvedenej
oblasti. Med méze byt oznatovany podla
kvetového alebo rastlinného zdroja len ak
pochadza cely alebo z vacsej Casti z tohto
konkrétneho zdroja a vykazuje organoleptické,
fyzikalno-chemické a mikroskopické vlastnosti
zodpovedajuce tomuto pdvodu.

Tab. ¢. 1: NajCastejSie rezimy vyroby a spracovania medu, ktoré porusuju predpisy
Zdroj: Apimondia (2020)

Koniec I. ¢asti.

Poznamky / Notes [1] Organizacia pre vyzivu a polnohospodarstvo (FAO) a Svetova zdra-
votnicka organizacia (WHO) vypracovali zbierku medzinarodne schvalenych potravinovych
noriem. Tieto nemaju pravnu platnost, no s pouzivané a uznavané, pretoze boli vypracované
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na zaklade vedeckych poznatkov. Ich cielom je zabezpecenie Standardu Urovne kvality potra-
vin v zaujme ochrany zdravia spotrebitelov na celom svete a pouzivania osved¢enych praktik
pri obchodovani s potravinami.

Prispevok je Ciastkovym vystupom projektu VEGA 1/0737/20 Spotrebitelska gramotnost
a medzigenera¢né zmeny v preferenciach spotrebitelov pri nakupe slovenskych produktov.
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Résumé Consumer literacy and honey fraud. Part .

In the process of shopping behavior, consumer decisions are influenced by a wide range of factors
as well as the decisions of the consumer himself. In this article, attention is paid to consumer lit-
eracy. It interacts in the range of psychographic factors of motivation, perception, learning, belief
and attitudes to the extent that the consumer makes a conscious decision about the preferences
of the product, its quality or brand. Cultivating consumer literacy enables the consumer to make
informed choices. There are not only benefits on the site of the consumer, but also on the site of
the producer, or even the whole industry.

The aim of the paper is to identify the importance of consumer literacy in the purchase of bee hon-
ey in the context of its fraud. The article identifies unfair practices of honey fraud and devaluing its
nutritional value. These are currently a common practice, reflected in the reduced quality of honey
offered on the Slovak and world markets. The paper is based on the findings of a honey quality
survey carried out by the Institute of Molecular Biology of the Slovak Academy of Science and the
measures of the world organization of beekeeping associations Apimondia on honey fraud. Subse-
quently, measures are proposed to increase consumer literacy when buying bee honey.
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It does not seem to be possible to finish off quick marketing updates in the final 2020 issue
of this journal without a reference to coronavirus. Merriam-Webster, the famous online dictiona-
ry and thesaurus service, just proclaimed ,pandemic” to be the word of the year. Apparently, the
dictionary users were looking up the word quite frequently throughout 2020, with most notable
spike in dictionary traffic recorded on March 11,2020, when World Health Organization officially
declared a Covid-19 pandemic and dictionary users looked up the word 115.806% more often
than a year before.

The global map of marketing, marketing communications and consumer behavior has changed
rapidly and indefinitely. Whichever products or services featured the prefix of online- remote-
or home- were on the winning side this year. New segments emerged and their sizes change
rather rapidly as pandemic waves come and go. Most strategic consultancy firms such as Cap-
gemini or Bain & Company draw marketers’ attention to the fact that consumer reaction to the
pandemic shall be one of the prominent dimensions of any successful segmentation exercise.
BVA BDRC, UK-based market research agency, calls those distinct response-to-lockdown seg-
ments simply Covid-concerned, Covid-cautions, pragmatic-policy-supporters and life-goes-on.
EY identifies within its Future Consumer initiative different four segments examining impli-
cations for consumer spending. The ,Hibernate and spend” segment is concerned about the
impact. However, they shop just as before and brands are still important to them. The ,Cut deep”
consumers are mostly older (45 years of age plus) and in danger of losing their jobs. Great
majority of them shops less frequently and purchases essential supplies only. Brands are less
important to them. While the segment labeled ,Save and stockpile” cuts spending on leisure
and clothing, they go on a grocery shopping spree and make sure they have enough essentials
for year to come. Stockpiling hamsters are concerned over their families and long-term effects
of the pandemic. The ,Stay calm, carry on” segment tries to exercise normal consumer behavior
and lead their lives unchanged. If ,Stay calm, carry on” is worried about anything, then it is stoc-
kpiling and unusual behaviors of others.

In a more recent study of the same EY initiative, a picture emerges of five distinct consumer
segments based on people’s post-Covid primary concern: health, planet, experience, society, and
affordability. McKinsey brings along five trends to the consumer table: digital and online sho-
pping; loyalty bust as many consumers switch brands at unprecedented rate; rise in health and
safety concerns; reinvigorated interest in value for money; and emergence of the homebody
economy. Delloite adds preference for local shops and focus on reliability to the list. Accenture
makes another point highlighting the trend towards conscious consumption, as consumers are
more careful about what and how sustainably they're buying.

Merriam-Webster defines the adjective of pandemic as ,occurring over a wide geographic area
(such as multiple countries or continents) and typically affecting a significant proportion of the
population” It seems that a Covid-19 pandemic has been quickly followed a pandemic change
in consumer behavior, in which trends quickly spread across borders. Together with the increa-
sing importance (and spending) of Millennial and Gen Z customers and their ability to change
consumer behaviors of their parents and grandparents, surely we are up for some half scary half
exciting paradigm shifts.

Résumé Jak Covid-19 méni spotiebni chovani: O ur¢ovani novych zakaznickych seg-
mentl a segmentaénich kritérii

Ani posledni leto3ni prispévek v marketing briefs se neobejde bez vyuziti slova roku 2020,
kterym byla vyhlasena slovnikem Merriam-Webster ,pandemie”. V mnoha ohledech jsme
svédky pandemickych zmén spotfebniho chovani, vyvolavajicich nutno redefinovat dfive
pouzivané zakaznické segmenty. V dobé prudkych zmén trznich podminek jsou zakaznici
ochotni bryskné ménit své navyky. Vyznamnymi segmentacnimi kritérii jakékoli funkéni prace
s trhem by mély byt reflexe reakce a dopadu Covidu-19 na danou skupinu zakaznikd. Vyvoj ve-
likosti a vlastnosti jednotlivych segmentU pak dfive nez kdy v minulosti musi byt predmétem
pravidelné aktualizace.

Kontakt na autorov / Address doc. Ing. Pavel Strach, Ph.D., Ph.D., SKODA AUTO Vysoka
§ikola 0.p.s., Katedra marketingu a managementu, Na Karmeli 1457, 293 01 Mlada Boleslav,
Ceska republika, e-mail: pavel.strach@savs.cz
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Ve ¢tvrtek 10. 12. 2020 se netradi¢nim zpUsobem tradi¢né v Divadelnim sale Klubu Lavka na
Novotného lavce v Praze 1 odehralo finale soutéze 15. ro¢niku Marketér roku 2019.

V dlsledku mimoradné situace spojené s pandemii koronaviru probéhlo vyhlaseni vysledka
a predavani cen jednotlivym ocenénym kandidatim ponékud nezvyklym zplisobem. Nechybél
jako vzdy vynikajici moderator Karel Vofisek, ale Ziva hudba a kulturni doprovodny program
tentokrat ustoupily tvrdym opatfenim, kterd nedovolila ani uspofadani slavnostniho vecera
v obvyklych dimenzich. Tato situace v3ak neubrala nic na ddstojnosti, kterymi se cely cere-
monial nesl. Pro vitéze byly opét pfipraveny sosky kfistalovych delfin( z ceského skla v Cele
s Velkym modrym delfinem v plsobivém designu z dilny uméleckého sklafe Vladimira Zub-
riCana. Nad soutézi prevzal i letos zastitu prof. Philip Kotler, vyrazna osobnost svétového
marketingu. Na ocenéné i nominované Cekaly kromé diplom0 i mnohé vécné dary od sponzord
a partnerl soutéze. Kromé hlavnich cen udélila hodnotitelska komise i nékolik zvlastnich
ocenéni za mimoradné aktivity a Uspé3né inovativni marketingové projekty, stejné tak vybralo
k ocenéni svoje kandidaty i prezidium CMS. Zaznam ze slavnostniho pfedavani cen mdzete
sledovat na: https://www.youtube.com/watch?v=350qIDQP85s&feature=youtu.be

Vysledky soutéze
Na zakladé individualnich hodnoceni jednotlivych ¢len hodnotitelské komise byly vyhlaseny
nasledujici vysledky:

Velky modry delfin - hlavni cena soutéze

Mgr. Pavol Chalupka, marketingovy feditel Kofola CeskoSlovensko, (Kofola CeskoSlovensko,
a.s.)

za inovativni pfistup k marketingovym aktivitam a kampanim (Projekt Kamilka, Kladtorna Kal-
cia, voda pevna jako skala a dalsi)

Zlaty delfin - velka cena

Simona Kijonkova, majitelka, (Packeta Group)

za vytvoreni struktury marketingu holdingu Packeta véetné zavedeni nové sluzby Mezi nami
prispivajici k narlstu obratu skupiny o 118% za rok 2019

Duhovy delfin - zvla$tni cena prezidia CMS za vyznamny odborny pfinos oboru

MSc. Daniel Jesensky, Ph.D., MBA, viceprezident a ¢len pfedstavenstva, (POPAI Central Europe)
za dlouholetou Uspésnou Cinnost v oblasti in-store komunikace za podporu oboru zalozenim
oborové organizace POPAI CE a popularizaci oboru v€etné akademické oblasti

Zeleny delfin - zvlastni cena hodnotitelské komise

Ing. Kamil Varhanek, marketingovy feditel, (Emco, s.r. 0.)

za komplexni produktovou inovaci zalozenou na disledném usili o poznani zakaznika formou
marketingového vyzkumu

Rizovy delfin - zvlastni cena hodnotitelské komise

Ing. Patricie Irlvekova, marketingova a obchodni feditelka, ¢lenka predstavenstva, (Léc¢ebné
lazné Marianské Lazné, a. s.)

za launching a komunikaci nového brandu Ensana v Léebnych laznich Marianské Lazné, ktery
vedl k efektivnimu a rychlému zavedeni nové znacky Ensana

Duhovy delfin - cena prezidia CMS

Ing. Lucie Madlova, Ph.D., zakladatelka a vykonna feditelka Asociace spolecenské odpovéd-
nosti, vyslankyné dobré ville Ministerstva zahrani¢nich véci CR, (Asociace spole¢enské odpo-
védnosti, 0. p. s.)

za kampan na podporu naplnovani cill udrzitelného rozvoje formou udélovani Cen SDGs smé-
fujici k dlouhodobému posileni povédomi vefejnosti o globalnich cilech OSN

Ing. Pavel Pastorek, pfedseda pfedstavenstva a generalni feditel, (Templaiské sklepy Cejko-
vice, vinarské druzstvo)

za remodeling adjustaze lahvovych vin, zménu a roz$ifeni marketingovych aktivit a obohaceni
portfolia

Ing. Pavel Schreiber, pfedseda predstavenstva, (CeWe Color, a. s.)
za vybudovani dominantniho vyrobce fotosluzeb a silné znacky Cewe Fotolab

Ing. Martina Weberova, feditelka marketingu, (ADLER Czech, a. s.)
za projekt rebrandingu produktd a s tim spojeny redesign loga (Adler - Malfini)

Mali delfini
Ing. Martina Bartl, marketing manager, (Mobility Czech Republic, s. r. 0. - Anytime Carsharing)
za komplexni marketingovou strategii uvedeni nového produktu na trh

PhDr. Eva Dékanova, manazerka marketingu, (Geis CZ, s.r. 0.)
za unikatni projekt v oblasti komunikace Pojdte ven! posilujici pozitivni vnimani znacky a lo-
ajalitu zakaznika

Jana Kolrusova, majitelka a jednatelka, (Fit, zdravi, vyziva a Dandelion Jana Kolrusova)
za inovativni a ekologicky pfistup k vyuzivani ¢eskych pfirodnich surovin u novych produktd
vCetné propagace vyrobkl formou noveé oteviené Prvni pampeliSkové kavarny

Ing. Petr Krej¢ik, marketingovy feditel, (ANNOVINO Vinafstvi Lednice, s. 1. 0.)
za komplexni podporu moravského vinarstvi a vinarské turistiky (Valtice Hlavni mésto vina,
Vina zrozena v Lednici, Noc otevienych sklepu a dalsi projekty)

Ing. Pavel Rentin, MBA, feditel marketingové komunikace, (Active Radio, a. s.)

za vytvoreni dimyslné marketingové strategie pro uvedeni nového eventu - Comic Con Pra-
gue

Magr. Shukhrat Saidov, Chief Executive Officer (CEO), (Silon, s.r. 0.)

za vyuziti principl udrzitelného rozvoje pfi posileni postaveni spole¢nosti na trh
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Diplom za nominaci

Bc. Hana Pekarkova, jednatelka/majitelka firmy, (Pracovisté oSetfovatelské péce)

za mnohostrannou podporu posileni informovanosti o oboru domaci péce jak u odborné, tak
i laické vefejnosti

Ing. Danuse Steinova, predsedkyné spolku, (Aktivni stari)

za komplexni podporu seniorniho vzdélavani a dalSich projektl aktivniho stafi zalozenim za-
psaného spolku Aktivni stafi.eu a vytvorenim Centra celozivotniho vzdélavani apod.

Mlady delfin

1. misto, Nikola Jurasova, UTB Zlin

2. misto, Daniel Path, Martin Vl¢ek, VSE Praha

3. misto, Petr Sezemsky, Jan Hintner, Patrik Splifio, VSE Praha

Mgr. Pavol Chalupka, marketingovy feditel Kofola CeskoSlovensko - Marketér roku 2019

TEXT | MAGDALENA SAMUHELOVA

RECENZIE | REVIEWS

MULLER, Z. JERRY, 2020.

TYRANIE METRIK.

PRAHA: ACADEMIA. 188 S. ISBN 978-80-200-3074-0.

Autorom tejto, podla mna, pozoruhodnej knihy je profesor histérie na sikromnej Americkej
katolickej univerzite vo Washingtone. Ako dlhoro¢ny pedagdg po case zistil, ze stale viac
svojho ¢asu venoval odpovediam na otazky, tykajuce sa aktivit katedry a fakulty, ako vyucbe
a dalSej odbornej a vedeckej praci. I1Slo o rozne kvantitativne pristupy, pravidelné akre-
ditacie, evaluacie, Cisla, data, sumare, vykazy, rankingy. Stal sa svedkom toho, ze sa ujala
dokumentacia vykonnosti, pricom, ako piSe, mnoho informacii nebolo k Ziadnemu realnemu
uzitku a v skuto€nosti ich nikto ani necita. Podnietilo ho to k tomu, ze zacal hlbsie skumat
»povahu sil, ktoré viedli k tomuto nehospodarnemu odklananiu ¢asu a prace” (s. 20).

Po prestudovani roznych administrativnych pristupov a sprav zacal skimat ,historické a kul-
turne korene a sucasné prejavy tejto kultury meranej a odmenovanej vykonnosti, ktora
prestupuje stale viac institucii” (s. 21). V tomto skimani vychadzal z dékladného prehladu
odbornej literatury v oblasti ekonomie, politiky, historie, antropoldgie, psycholdgie, sociold-
gie, verejnej spravy a organizacného spravania. Vyuzil aj vedecké poznatky o redlnom spra-
vani ucitelov, profesorov, doktorov a policajtov v realnom svete. Uviedol, Ze jeho kniha je
zalozena na syntéze a na skimani mnohych autorov, ktori disfunkcie toho, ¢o nazval ,posad-
nutost metrikami” podrobne analyzovali a zdokumentovali vo svojich odboroch. Sam o tom
pise toto: ,NajcharakteristickejSim rysom posadnutosti metrikami je snaha o nahradu usud-
ku nastrojom zalozeného na skusenostiach standardizovanym meranim. To preto, Ze Gsudok
je chapany ako nieco osobné, subjektivne a prospecharske. Naproti tomu sa predpoklada, ze
metriky poskytuju data, ktoré su tvrdé a objektivne.” (s. 17, prel. M. S.). D6kazom exaktnosti
autora je dvadsatstyri (!) stran odkazov, poznamok, citacii a parafraz, ktoré autor uverejnil
v tejto knihe a osem stran menného a vecného registra, rovnako vypovedajuce o autorovi.
Autor knihu roz¢lenil do Styroch kapitol, po¢nuc Uvodom, kde vo vnutri jednotlivych kapitol
spracoval v Sestnastich ¢astiach vyargumentované nazory, poznatky a zistenia o merani. Uz
tu jasne uvadza vSeobecné vychodiska problému: ,hratky (hrajkanie) s ¢islami sa vyskytuju
v kazdej oblasti: v praci policie, v zakladnom, strednom i vysoko3kolskom vzdelavani, v me-
dicine, v neziskovych organizaciach a samozrejme tiez v biznise. A tieto manipulacie su len
jednou skupinou problémov, ktoré sa nutne objavuju, ak pouzivame ¢isla vykonnosti ako
zaklad odmeniovania, alebo sankcii. Existuju veci, ktoré mozno merat. Existuju veci, ktoré ma
zmysel merat. Ale ¢o mozno merat, nie je vzdy to, ¢o ma zmysel merat; ¢o je merané, nemusi
mat ziadnu sdvislost s tym, ¢o skuto¢ne chceme vediet. Cena merania moze byt vacsia nez
jeho prinos. Veci, podliehajuce meraniu, m6zu odvadzat Usilie od veci, o ktoré nam skutoc¢ne
ide. A meranie nam moze davat skreslené Udaje - Udaje, ktoré sice vyzeraju solidne, ale su
v skuto¢nosti zavadzajuce.” (s. 15, prel. M. S.).

V prvej kapitole knihy s nazvom Argument vymedzuje autor zakladné pojmy tematiky, za-
kladné myslienky, s ktorymi v knihe pracuje. Charakterizuje hlavné zlozky posadnutosti
metrikami. ,Posadnutost metrikami je lipnutie na tychto presvedceniach, navzdory ich ne-
zamyslanym negativnym ddsledkom, ktoré sa objavia po ich uvedeni do praxe. Dochadza
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k tomu, ,pretoze nie vietko, Co je dolezité, je meratelné a mnohé z toho, ¢o je meratelné, nie
je dolezité” (s. 28). Autorovu myslienku, Ze kedykolvek je odmena spajana s meranim vyko-
nu, posadnutost metrikami vyzyva k manipulaciam, je potrebné si dobre i dnes zapamatat.
V nasledujlcej Casti kapitoly autor prehladne klasifikuje najc¢astejSie typy chyb v pouzivani
metrik vykonnosti. RozliSuje najprv skreslenie informacii, ktoré zahrfiuje meranie toho, ¢o
mozno najlahSie merat, no nemusi to byt najdodlezitejsie a to je prva pri¢ina disfunkcie met-
rik. Meraju sa jednoduché veli¢iny, ale potrebny vystup je zlozity a uz sa nemeria.

Dalsimi typmi skreslenia si meranie vstupov, namiesto vystupov a zhodnocovanie kvali-
ty informacii Standardizaciou ,Kvantifikacia poskytuje totiz numerickd informaciu, ktora
umoznuje lahké porovnavanie ludi a institucii, pricom takéto zjednodusenie méze prinasat
skreslenie ...“ pretoZe to, Ze veci urobime porovnatelnymi ¢asto znamena, Ze ich zbavime
ich kontextu, histérie a vyznamu (s. 32). Pri meraniach je vzdy pritomna nevyhnutna snaha
o manipulaciu metrik vtedy, ked na nich velmi zalezi. Formy manipulacie mézu byt, podla
autora nasledovné: manipulacia prikraslovanim, kedy sa hladaju jednoduchSie ciele metriky
s menej naro¢nymi problémami. Je to aj zlepSovanie Cisel znizenim $tandardov, napr. ked
sa UspesSnost ukoncenia vysokoskolského Studia da zvysit znizenim Standardov pre uspes$né
$tadium. Daldou manipuléciou je zlep$ovanie €isel vynechavanim, alebo skreslovanim dat,
napr. v policii, ked sa vynechaju nepohodlné pripady, alebo sa klasifikuju tak, Ze v podstate
vymiznl z merania, su ohodnotené ako menej zavazné, alebo sa nezaregistruju. Vyraznou
manipulaciou je podvadzanie: ,fenomén, ktorého frekvencia rastie v priamej vazbe na dopa-
dy konkrétnych metrik” (s. 32).

Druha kapitola s nazvom Pozadie objasnuje historiu podstaty merania, merania podla indi-
katorov vykonnosti v Skolskom systéme, ale i v manazmente podnikov, ovplyvnenych tay-
lorizmom a narastajucim vplyvom uctovnictva v priemysle, biznise a v armade. Autor tento
posun zddvodnuje takto: ,Jednym smerom posadnutosti ¢islami bol vzostup manazérskych
konzultantov vybavenych manazérskymi zru¢nostami kvantitativnej analyzy, ktorych prvou
zasadou bolo: Pokial nie¢o nemoéZete zmerat, nemdZete to ani riadit.” (s. 41). Je potrebné
uviest, Ze autor vychadza v knihe najma z kontextu americkej spolo¢nosti.

V texte tejto kapitoly sa autor pyta, preco sa stali metriky tak oblubenymi, ked' je s nimi tol-
ko problémov. Jednou z odpovedi méze byt, Ze ubuda dbvera v spolo¢nosti a stupa dopyt po
meranej zodpovednosti a transparentnosti. ,A ¢isla vytvaraju ovzdusie objektivity; vylucuju
totiz subjektivny tsudok ... Cisla tiez davaju pocit ... transparentnosti a objektivity. Znaény
diel ich pritazlivosti spociva v tom, Ze su podla vSetkého okamzite pochopitelné pre vset-
kych.” (s. 43). Tam, kde je v kulttrach nizka spolo¢enska dovera, je badatelné Gsilie o mera-
nie zodpovednosti. Autor tak hovori o bludnom kruhu, kde nedostatok spolo¢enskej dovery
vedie k apote6ze metrik a viera v Cisla prispieva k zmenSovaniu dévery v Usudok. V priebehu
kvantifikovatelnych merani zohravaju svoju uUlohu aj ekonomické sily a snahy manazmentu
uchopit zloZité procesy organizacie a potom pouzitie ,Cisel” je tou najpriamejSou skratkou
k pochopeniu chodu organizacie.

Oblubenost metrik je dana i rozSirenim informacnych technoldgii. Vynalez a rychle rozsi-
renie elektronickych tabulkovych procesorov, zanasanie dat do tabuliek a spracovanie ¢isel
ma vsak svoje dosledky. Aj problém odmeriovania za vykon spociva, podla autora, v prili$
jednoduchej a hlboko skreslenej predstave o ludskej motivacii. ,Je naivné predpokladat, ze
st ludia motivovani len tuZbou po peniazoch a Ze su motivovani len vnitornymi odmenami.”
(s. 53). Ktora z motivacii je dolezitejSia — vonkajsia i vnutorna, to je stala otazka pre viaceré
vedné discipliny. V knihe venoval autor pozornost i filozofickej stranke metrik, ako z hladiska
protagonistov, tak i z hladiska kritikov na oboch stranach politického spektra. Pojmy ,zod-
povednost” a ,meranie vykonnosti“ sa stalo mantrou biznismenov, politikov a zakonodarcov
nielen v Spojenych $tatoch, ale aj inde vo svete.

Tretia kapitola s nazvom Chybné meranie vSetkého? Pripadové Studie je zostavena z ilustra-
tivnych pripadovych studii, pomocou ktorych kvalifikovane skuma aktualne vysledky metrik,
ich Uspechy a nedostatky v rade oblasti, vratane zakladného, stredného a vysokoskolského
vzdelavania. Rovnako ich skima tiez v oblasti zdravotnictva, policie, armady, biznisu, filan-
tropie a zahrani¢nej pomoci.

Oblast vysokoskolského vzdelavania povazuje autor za epicentrum svojho skimania feno-
ménu posadnutosti metrikami. Autor podrobne rozobera moznosti ziskat zmysluplny vy-
sokoskolsky titul a stru¢ne skepticky rezumuje, ze vacsina z tych, ktori chcu ist na vysoku
Skolu, nema na to preukazané schopnosti a potrebuje absolvovat pripravny kurz. ,Vysoké
Skoly, verejné i privatne su scasti porovnavané a odmenované na zaklade Uspesnosti dokon-
Cenia Studia, Co je jedno z kritérii, podla ktorych sa vysoké Skoly umiestiiuju v rebri¢koch
a v niektorych pripadoch su i financované ... To vedie k tomu, Ze vysledky nasleduju finan-
covanie. Tym, ze umozni viac Studentom prejst, demonS3truje vysoka $kola transparentne
svoju zodpovednost na zaklade svojej excelentnej metriky vykonu. Co u? tak transparentné
nie je, su znizené Standardy vyzadované pre dokoncenie $tudia.” (s. 67). Vyssie poclty vdaka
niz§im $tandardom.

So zjavnou znalostou problematiky autor piSe o otazkach merania vykonu vysokych $kél
pomocou metrik, ktoré su sustredené na merany vystup z kazdej katedry a institucie. Kri-
ticky sa vyjadruje i o vplyvnom subore vykonnostnych metrik vo vysokoskolskom vzdelava-
ni, ktory predstavuju rebri¢ky univerzit (ranking). Hovori o rankingovych pretekoch. “Tieto
rebricky ... su ddlezitym zdrojom prestize; absolventi i ¢lenovia spravnych rad su posadnuti
tym, aby ich institucia bola hodnotena vysoko, rovnako ako i potencionalni donatori penazi
a samozrejme i potencionalni Studenti. Zachovanie alebo zlep3enie rankingu sa stava pri-
oritou univerzitnych rektorov a vrcholovych manazérov.” (s. 71). Autor uvaZzuje o kladnych
a zapornych strankach rankingu, ako aj o konkrétnych Statnych postupoch znamkovania
vysokych 3ko6l v Spojenych $tatoch v nedavnej dobe.

Vyjadruje sa i k meraniu akademickej produktivity. ,V snahe nahradit usudky o kvalite Stan-
dardizovanym meranim, niektoré rankingové organizacie, $tatne institlcie a univerzitni ma-
nazéri prijali za Standard pocet vedeckych publikacii produkovanych vysokou Skolou, alebo
univerzitnymi ucitelmi a tento pocet urcuju na zaklade komerénych databaz, ktoré takéto
informacie zhromazduju.” (s. 72). Pripomina, Ze aj v akademickom svete, rovnako ako aj inde
plati, Ze to, ¢o sa da zmerat, da sa tiez sfalSovat. V tejto oblasti chyba napr. Usudok, zalozeny
na profesijnej skusenosti posudit vahu ¢lanku, v protiklade posudenia meranim impakto-
vého faktora ¢lanku. V tejto Casti kapitoly autor velmi kvalifikovane porovnava, posudzuje
a kriticky hodnoti doésledky uplatfiovania meratelnych vysledkov v americkej vladnej poli-
tike, tykajucich sa vzdelavania od materskych $kol az po koniec strednej Skoly. Zavedenie
vykonnostnych metrik sa tyka ziakov i ucitelov a ¢asto ma experimentalny charakter, ktory
vzdy nezvy3uje kvalitu vzdelavania. ,Nie v3etko, ¢o mozno merat, mozno zlepsit - v prinaj-
mensom nie meranim.” (s. 90).

Vo svojej knihe nemohol autor obist oblast zdravotnictva, kde su metriky vo velkej oblube.
Maju v fiom rozne Glohy. Prvou dlohou je informovanie a diagnostika. Dal3ou je verejné
vykazovanie metriky pre zaistenie transparentnosti pre spotrebitela a pre konkurenciu v po-
skytovani zdravotnej starostlivosti. Tretou Ulohou je platba za vykon, kde je zodpovednost
posilnena penaznymi odmenami alebo pokutami. Pouzivanie metrik sa vyuziva tiez nielen
pre zlepSenie bezpelnosti, ale aj pre obmedzenie nakladov v zdravotnictve.

Autor tu prezentuje rézne nazory na ranking v americkom systéme zdravotnej starostlivos-
ti, pricom predstavuje tri konkrétne pribehy potencialnych prednosti medicinskych metrik,
vyvodzuje zavery z Uspesnosti ich uplatnenia a popisuje modelovy pripad vyuzitia metrik
pri opatovnej hospitalizacii (readmisii) po prepusteni pacienta z nemocnice, v pozitivnom,
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ale i v negativnom zmysle. Jeho zaver znie: ,Va¢sina organizacii, poskytujucich zdravotnu
starostlivost dnes pouziva metriky pre Gcely zlepSenia kvality, od vylepSovania vysledkov
konkrétnych postupov po optimalizaciu fungovania celej inStitucie.” (s. 106).

Vyznamnou oblastou, v ktorej sa vyuzivaju metriky je policia, ktora sa prostrednictvom
nich transformovala. Zmena, v zmysle znizenia nasilnej kriminality v Spojenych $tatoch je
pravom, ¢i nepravom pripisovana prave zmenam v praci policie vyuzivanim metrik formou
systému Compstat. Je to systém pre analyzu zlo¢innosti a zodpovednosti policajtov. ,Zahr-
nuje zber, analyzu a mapovanie dat o kriminalite v rychlom ¢asovom slede pre ucely odha-
lovania Struktury trestnych ¢inov, spojené s tyzdennymi poradami, na ktorych sa policajni
manazéri zodpovedaju z vysledkov vo svojom okrsku.” (s. 109). Problémom su stale otazky
o presnosti a spolahlivosti Statistik kriminality. Vykazovanie zlepSeni vytvara tlak na pre-
krucanie a upravovanie Cisel, z vazneho deliktu sa stane priestupok, ktory sa uz nedostane
do jednotnej evidencie trestnych Cinov. Autor uzaviera, ze metriky v policii maju uzitocnu
funkciu, no moézu byt menej spolahlivé, alebo kontraproduktivne pri odmernovani a trestani.
Aj americka armada, ako najzlozitejSia organizacia na svete sa snazi vyuzivat metriky, v pri-
najmensom od vojny vo Vietname, neskdr v Iraku a v Afganistane. Autor tuto Specifickd
sucast spolocnosti popisuje, v danej suvislosti, slovami istého skiseného vojaka a experta,
ze v armade je nutné metriky prispdsobit zvlastnym okolnostiam pripadu - Standardizované
metriky z minulych vojen nebudu fungovat a pouzivanie tych najlepSich metrik vykonnosti
vyZaduje Usudok zaloZeny na skasenostiach (s. 113). Cisla verzus sudok zo skusenosti.

V zavere tejto kapitoly sa autor zaobera otazkami vyuzitia metrik v biznise a vo financiach.
PiSe, ze firmy existuju preto, aby bohatli a ludia, ktori v nich pracujd, aby zarabali peniaze.
,Zda sa teda, Ze ma zmysel, aby sa biznisovi manazéri snazili vzbudzovat ¢o najvacsie Usi-
lie svojich zamestnancov tym, Ze prepoja ich finan¢né odmenovanie ¢o najtesnejsie s ich
meratelnym prinosom k ziskom, ktoré firma vytvara.” (s. 116). Na zaklade vedeckych analyz
platenia za merany vykon autor naznacuje mnoho problémov ako napr. paralyzujici uci-
nok platenia za merany vykon na tvorivost, sklon falSovat zaznamy, zakonite nedokonalé
meracie nastroje, obtazne definovatelna dlhodoba vykonnost a sklon vonkajsich motivacii
vytesfiovat vndtornu motivaciu. Analyzy potvrdili, Ze je vyhodnejsie vykonnostné odmeno-
vanie pre top manazérov zrusit a nahradit ho vy$sim fixnym platom (s. 117). Autor tu tiez
podrobne analyzuje pripadové Studie vybranych americkych firiem, aby poukazal na problé-
my vyuzivania metrik v biznise.

Autor sa dotkol aj svetovej finan¢nej krizy spred dvanastich rokov a pri¢inu vidi v snahe
nahradit usudok, zaloZeny na miestnych poznatkoch, Standardizovanymi metrikami, ktoré
vietko este prehlbili. Dnes si posadnutost metrikami v biznise a vo financiach vybera svoju
dan, ako pise autor. ,Biznis musi byt posudzovany podla viac nez jedného indikatora vy-
konnosti. Zisk je urcite dolezity. Ale rovnako tak je v dlhodobom horizonte délezita dobra
povest, podiel na trhu, spokojnost zakaznikov a moralka zamestnancov, ¢o umoziiuje prispo-
sobovat a hladat rieSenie novych problémov, ktoré sa na trhu nevyhnutne objavia.” (s. 127).
V niektorych oblastiach metriky nesuvisia priamo s transparentnostou a vykonnostou. Napr.
v intimnom svete ludi. ,V medziludskych vztahoch, i tych najintimnejsich, zavisi Gspech na
stupni nejednoznacnosti a nepriehladnosti, nie na poznani vietkého, ¢o ten druhy robi, ale-
bo dokonca, ¢o si mysli.” (s. 136). Plati to rovnako aj pre politiku a vladu. Vhodny je isty stu-
pen nepriehladnosti, kedZe jednou z hlavnych dloh politika je: ,sprostredkovavat rozdielne
zaujmy a pocity a dosahovat také dohody, v ktorych su prekonané rozdielne postoje” (s. 136).
Pre Cinnost vlady plati v tejto suvislosti rozliSovanie medzi vladnymi vstupmi a vladnymi
vystupmi. ,Vystupy obsahuju data o spoloc¢enskych a ekonomickych trendoch predkladané
vladou rovnako ako vysledky ¢innosti vlady, ako napriklad vladne predpisy. Vystupy musia
byt verejne pristupné. Oproti tomu, vstupy su diskusie medzi politikmi a tradnikmi.” (s. 137).

Transparentnost vstupov moze byt nepriatelom dobrej vlady, piSe autor knihy. Transparent-
nost je tiez hazardom v diplomacii a je Uplne fatalna pre tajné sluzby. ,V medzinarodnych
vztahoch, rovnako ako vo vztahoch medziludskych mnoho postupov funguje, pokial zosta-
vaju nejednoznacné a nepriehladné. Transparentnost a publicita zabija.” (s. 138).

Ostatna kapitola tejto knihy ma nazov Zavery. Autor v nej zhfna konkrétne ponaucenia
z pripadovych $tudii, uvadzanych na strankach knihy. Ide o nezamyslané, ale predvidatelné
negativne dosledky metrik, ktoré v jedenastich vystihujucich charakteristikach uviedol. Ku
klucovej otazke kedy a ako metriky vyuzivat autor knihy pise: , ... meranie nie je alternativou
k usudku, meranie vyzaduje Usudok; usudok o tom, ¢i merat, ¢o merat, ako vyhodnocovat vy-
znam toho, ¢o bolo merané, ¢i odmeny a pokuty budu spojené s vysledkami a komu meranie
davat k dispozicii.“ (s. 148). Uplny zaver knihy tvori kontrolny zoznam toho, &o tvori esenciu
celej knihy. Predstavuje ju desat otazok, ktoré sa tykaju metrik a s nimi spojenych moznych,
¢i nemoznych postupov. To s podstatné otazky, na ktoré je potrebné hladat v praxi opti-
malne a spravne odpovede.

A nakoniec uvazeny nazor autora tejto pozoruhodnej, transparentnej a provokativnej knihy:
»Mnozstvo dolezitych veci je prilis zavislé na usudku a interpretacii, nez aby bolo rieSitelné
$tandardizovanymi metrikami. A nakoniec, nie je to len problém metriky verzus usudok, ale
metrik ako podkladov k usudku, ¢o znamena vediet, aki vahu dat metrikam s ohladom na
ich charakteristické skreslenie a s ohladom na to, ¢o nie je meratelné. Prili§ mnoho politikov,
biznismenov i akademickych funkcionarov to v poslednych dekadach stratilo zo zretela.” (s.
153).

Recenzovana kniha je elegantnou kritikou posadnutosti metrikami, obsahuje velké mnoz-
stvo informacii, ktoré mozu zaujat tych Citatelov, ktorych sa priamo dotykaju. Rozhodne ju
odporu¢am do pozornosti tym, ktori sa v jej obsahu z akéhokolvek dévodu najdu.
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Publikace navazuje na predchozi prace autord z oblasti marketingového vyzkumu, marketingové ko-
munikace a marketingového managementu.V nové monografii si kladou za cil objasnit metodologic-
ké principy, postupy a problémy marketingového vyzkumu v kontextu marketingového managemen-
tu firem a spolec¢nosti. Pfednosti prace jsou konkrétni pfiklady vlastnich marketingovych vyzkum.
Monografie je strukturovana do jedenacti na sebe navazuijicich kapitol, resp. ¢asti. Uvodni kapitoly
jsou vénovany zakladnim principlim marketingového procesu, resp. metodologickym strankam mar-
ketingového vyzkumu, a to vletné oblasti online marketingu. V Sesté kapitole zdGrazfiuji vyznam
marketingového vyzkumu i v jeho online prostiedi, kde by neméla chybét nalezita pfiprava vyzkumu
a korektni statistické zpracovani ziskanych dat. Pro Ctenare je zajimavé zafazeni konkrétniho pfikladu
jednoduchého marketingového vyzkumu v sedmé kapitole. Je zde zcela konkrétné ukazan postup
jeho realizace od stanoveni cile, pfes operacionalizaci predmétu vyzkumu, vybér zkoumaného vzorku
az po zpracovani a hodnoceni dat, v€etné jejich interpretace a naslednych praktickych doporuceni
do marketingového managementu. Zajimavou ¢asti je uvedeni modelu RACE vhodného pro aplikaci
marketingového vyzkumu v oblasti public relations, kterou ¢tenaf najde v devaté kapitole. Nasle-
dujici kapitola je opét vénovana specifické oblasti aplikace marketingového vyzkumu ve volebnim
chovani, konkretizovaném na prikladu Ceské a Slovenské republiky. V zavére¢né kapitole publikace
je zafazena Uvaha o vyuziti marketingového vyzkumu pro udrzitelny marketingovy management.
Nejprve jsou uvedeny problémy udrzitelného marketingového managementu, nasledné doplnéné
prikladem marketingového vyzkumu kvality Zivota. Do kapitoly je zafazen dosud standardné nevyu-
Zivany pojem tzv. férového marketingu ve spojitosti s marketingovym vyzkumem.

Hodnocena publikace pfinasi fadu novych podnétll pro zkvalitnéni marketingového vyzkumu v ramci
marketingového managementu firem a spolenosti. Autofi upozorfiuji na vyznam vyuzivani vyzkumu
v souvislosti s ekonomickou strankou marketingového managementu. Soucasny trh je zahlcen realizaci
nescetnych ,rado by" marketingovych vyzkumda, které maji kvalitu nanejvys anket ¢i jen marketingovych
sond.Jejich provadéni a interpretace dat z(stavaji ¢asto na amatérské Urovni a ve svém dusledku se jed-
na o neekonomické vynakladani financnich prostredkd. Nezfidka nejsou vysledky takovych vyzkumu ani
efektivné vyuzivany v marketingovém managementu firem. Z uvedeného diivodu posuzovana publikace
mUZze napomoci ke zkvalitnéni marketingového vyzkumu,a to jak na trovni zvySovani marketingové gra-
motnosti student( i pedagogy, tak v neposledni fadé i ¢etnych subjektd hospodarské praxe.

Publikaci ,Marketingovy vyzkum v udrzitelném managementu” autord Miroslava Foreta a Davida
Melase lze povaZovat za pfinosnou predevsim pro zvySovani odbornosti v marketingovém vyzkumu
v kontextu marketingového managementu udrzitelného rozvoje.
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marine | morsky, ndmornicky, primorsky, ndmorny, lodny, ndmornik, lodstvo The Central
harbor area will be closed to all marine traffic from 3 pm to 4 pm. | Oblast centrdlneho pristavu
bude od 15. do 16. hodiny uzavretd pre vsetku ndmornt dopravu.

marine insurance | ndmorné poistenie What exactly does marine insurance cover? | Co

konkrétne pokryva ndmorné poistenie?

maritime | lodny, plavebny, ndmorny, morsky, primorsky, pobrezny Make sure you visit
the maritime museum if you're interested in ships or seafaring. | Ak mdte zdujem o lode alebo
ndmornt dopravu, urlite navstivte ndmorné muzeum.

maritime law | ndmorné prdvo Maritime law directs private maritime questions, dispu-
tes, or offenses and other nautical matters. | Ndmorné prdvo upravuje sikromné ndmorné otdzky,
spory alebo priestupky a iné ndmorné zdleZitosti.

maritime lawyer | ndmorny pravnik A maritime lawyer is specialized in that branch of law
which specifically deals with issues in the marine industry. | Ndmorny prdvnik sa Specializuje na
tu prdvnu oblast, ktord sa osobitne zaoberd problémami v ndmornictve.

maritime history | histéria ndmornictva Maritime history is the study of human interac-
tion with and activity at sea. | Histdria ndmornictva Studuje ¢innost cloveka na mori.

maritime trade | ndmorny obchod Maritime trade involves the transport of goods throu-
gh the sea, using ships. | Ndmorny obchod zahfria prepravu tovaru po mori pomocou lodi.

mark | ciel, znak, znacka, sStyl, oznacenie, oznacit What do those marks in the middle
of the road mean? | Co znamenaj tie znacky v strede cesty?

mark down | zniZit cenu In August, retail chains begin to mark down summer clothes.
V auguste zaclinaju obchodné retazce zniZovat cenu letného oblecenia.

mark off | oznacit, oddelit, odmerat Workers already marked off the area where the Chris-
tmas market should take place. | Pracovnici uz vyznacili oblast, kde by sa mal konat vianocCny trh.

market | trh, trhovy
produkt existuje trh.

We are sure there is a market for your product. | Sme si isti, Ze pre vds

market analysis | analyza trhu They are planning to conduct a complete market analysis.
Pldnuju vykonat kompletnu analyzu trhu.
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market analyst | analytik trhu These reports on the economy are watched closely
by traders, investors, and market analysts. | Obchodnici, investori a analytici trhu pozorne sleduju
tieto sprdvy o ekonomike.

market audit | trhovy audit It is important to carry out a market audit at regular inter-
vals. | Je délezité pravidelne vykondvat trhovy audit.

market-based | zaloZené na trhu, trhovy Market-based systems favor new ideas with high
profit opportunities. | Trhové systémy uprednostriuju nové ndpady s vysokymi prileZitostami na
zisk.

market basket | trhovy kés The market basket consists of a group of products designed
to monitor the performance of a specific market segment. | Trhovy kés tvori skupina produktov
urcenych na sledovanie vykonnosti konkrétneho segmentu trhu.

market challenger | vyzyvatel'na trhu With around 15% to 20% market share, the compa-
ny is a market challenger. | S podielom na trhu od 15 do 20% je spolocnost vyzyvatelom na trhu.

market coverage | pokrytie trhu The market coverage is determined by external and
internal factors. | Pokrytie trhu je uréované vonkajsimi a vnutornymi faktormi.

market demand | dopyt na trhu
riadeny dopytom trhu.

Their growth is driven by market demand. | /ch rast je

market development | rozvoj trhu The money will be used for market development and
research. | Peniaze budu pouZité na rozvoj trhu a vyskum.

market-driven | riadeny trhom, trhovo orientovany A market-driven strategy allows
a company to understand the market and its consumers. | Trhovo orientovand stratégia umoz-
rfiuje spolocnosti pochopit trh a jeho spotrebitelov.

market economist | trhovy ekoném He is a market economist at Deutsche Bank in New
York. | Je trhovym ekonédmom v Deutsche Bank v New Yorku.

market economy | trhové hospoddrstvo, trhovd ekonomika
sumer is king. | V trhovej ekonomike je krdlom spotrebitel.

In a market economy the con-

market efficiency | efektivnost trhu The increased market efficiency is due to improved
investor confidence. | Zvysend efektivnost trhu je spdsobend zvysSenou déverou investorov.

market equilibrium | trhovd rovnovdha On this graph the market equilibrium is found
at the point at which the market supply and market demand curves intersect. | Na tomto grafe
sa nachddza trhovd rovnovdha v bode, v ktorom sa pretinaju krivky ponuky a dopytu na trhu.

market failure | zlyhanie trhu Another example of market fgilure is in the US dairy
market - the industry produces far more than consumers require. | Dalsim prikladom zlyhania
trhu je americky trh s mlieCnymi vyrobkami - toto odvetvie vyrdba ovela viac, ako poZaduju spo-
trebitelia.

market gap | priepast na trhu, trhovd priepast The market gap between the market leader
and its challenger continued to widen. | Trhovd priepast medzi lidrom na trhu a jeho vyzyvatelom
sa nadalej zvicsovala.

market growth | rast trhu He believes China's telecommunication industry will see
strong market growth over the next five years. | Veri, Ze ¢insky telekomunikalny priemysel za-
znamend v nasledujtcich piatich rokoch silny rast trhu.

market growth rate | miera rastu trhu Market growth rate allows you to measure percen-
tage growth over a specified period of time for your industry. | Miera rastu trhu vdm umoZriuje
merat percentudlny rast za urcité casové obdobie pre vase odvetvie.

market inefficiency | neefektivnost trhu The company management blamed local politi-
cians for the local market inefficiency. | Vedenie spolocnosti obvinilo miestnych politikov z nee-
fektivnosti miestneho trhu.

market leader | lider na trhu The group is the world market leader in car electronics.
Skupina je lidrom na svetovom trhu s automobilovou elektronikou.

market leadership | vediice postavenie na trhu The company has been criticized in the
past for an apparent desire to retain market leadership at any cost. | Spolocnost bola v minulosti
kritizovand za zjavnu volu udrZat si vedtce postavenie na trhu za kaZdu cenu.

market mechanism | trhovy mechanizmus In @ market mechanism, the price serves as
a signal to allocate resources. | V trhovom mechanizme sluZi cena ako signdl na alokdciu zdrojov.

market niche | trhovy segment (tzv. nika), medzera na trhu, trhovy vyklenok A lucrative
market niche will not go empty for long. | Lukrativna medzera na trhu neostane dlho prdzdna.

market town | trhové mesto A market town was a town of moderate size where a market
used to be held on a regular basis. | Trhové mesto bolo mesto strednej velkosti, kde sa pravidelne
konal trh.

Literatara/List of References

[1] businessdictionary.com, 2020. [online]. [cit. 2020-10-11]. Dostupné na: <http://www.busi-
nessdictionary.com> | [2] Cambridge business English dictionary. 2020. [online]. [cit. 2020-11-
20]. Dostupné na: <https://dictionary.cambridge.org> | [3] The average stock market return
over the past 10 years. 2020. [online]. [cit. 2020-11-29]. Dostupné na: <https://businessinsi-
ders.com> | [4] meriam-webster.com, 2020. [online]. [cit. 2020-11-20]. Dostupné na: <www.
meriam-webster.com>



THE CORONA CRISIS AS A CATALYST
FOR THE DIGITAL TRANSFORMATION
IN THE SANITARY TRADE?

CONSUMERS’ PERCEPTION
OF SUSTAINABLE RETAILERS

PURPORTED GREEN ATTITUDE
VS. ACTUAL PRO-ENVIRONMENTAL
BEHAVIOUR OF CZECH CONSUMERS

NEUROMARKETING V MODERNE]J
SPOLOCNOSTI

SPOTREBITELSKA GRAMOTNOST
A FALSOVANIE MEDU

HOW COVID-19 IS CHANGING CONSUMER
BEHAVIOR: IDENTIFYING NEW | I
SEGMENTS AND SEGMENTATION CRITERIA I | I

7713387794008 UU I I I I I

9



