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SPOTREBITELSKA GRAMOTNOST
A FALSOVANIE MEDU

CASTIL

V procese nakupného spravania je rozhodovanie spotrebitela ovplyviiované Sirokym spektrom
podnetov ako aj rozhodovanim samotného spotrebitela. V tomto prispevku sa venuje pozor-
nost spotrebitelskej gramotnosti. Ta interaguje v rozsahu psychografickych faktorov motiva-
cie, vnimania, ucenia, presved¢enia a postojov do tej miery, Ze spotrebitel prijima vedomé
rozhodnutie ohladom preferencii produktu, jeho kvality ¢i znacky. Kultivovanie spotrebitelskej
gramotnosti umozZiiuje spotrebitelovi rozhodnut sa kvalifikovane a vo svoj prospech. Nie su to
iba benefity na strane spotrebitela, ale aj na strane producenta, ¢i dokonca celého odvetvia.
Cielom prispevku je identifikovat vyznam spotrebitelskej gramotnosti pri kiipe véelieho medu
v kontexte jeho falSovania. V prispevku su identifikované nekalé praktiky falSovania medu
a znehodnotenia jeho vyZivovej hodnoty. Tie st v sucasnosti beZnou praktikou prejavujlicou 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 st navrhované opatrenia na posilnenie spotrebitelskej gramotnosti pri kiipe véelieho
medu.

Dévody falSovania medu a jeho dopady

Za hlavné dbvody falSovania medu je mozné

povazovat predovsetkym jeho rastucu spotrebu. Dopyt po mede za poslednych 10 rokov
kon$tantne rastie o takmer 5% ro¢ne. VSeobecne znamy fakt, Zze je med zdravsi ako iné sla-
didla ho zrejme dostavaju do role favorita. Obmedzené zdroje medu motivuju k jeho falSova-
niu a k dosahovaniu vyraznych finan¢nych ziskov z predaja lacnych sladidiel vydavanych za
veeli med. Dalim dovodom je, Ze sa med zacina intenzivnejsie vyuZivat aj vo farmaceutickom
priemysle a kozmetike. Tuto rastucu spotrebu zabezpecuju predovsetkym azijské krajiny, na-
jma Cina a potom aj Ukrajina. Zaujimavostou véak podla Garciu (2020) je, Ze zvy3ujlci sa dopyt
po mede zabezpeluju rovnaké pocty chovanych veiel. Co méZe napovedat z akych zdrojov
a v akej kvalite sa tento med produkuje.

Dopady falSovania medu su vyznamné pre spotrebitela, ale aj samotnych producentov.
Z pohladu producenta je mozné vidiet zasadny dopad v ekonomike hospodarenia. Vykonny
vybor Apimondie oznacil falSovanie medu za jeden z dvoch hlavnych faktorov ohrozujucich
véelarstvo v celosvetovom meradle. Podvodné praktiky vytvaraju priestor na vznik cenovej
konkurencie, ktora tlaci poctivych velarov k existentnému rozhodnutiu.

Podla prispevku Bruneau z expernej skupiny Apimondie a Eurépskej komisie pre falSovanie
medu (2020), ktory vystupil na konferencii ,,Priemysel falSovania medu“ Eurépsky trh s me-
dom ma tieto charakteristiky:

« znizujuca produkcia v EU

* znizujlce ceny a ich vysoka volatilita

« zvySujuce vyrobné naklady
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 zvySujuce zasoby nepredaného medu u véelarov

e znizujuca ziskovost a Zivotaschopnost velarov

» posun z trhu velkoobchodu na trh maloobchodu, ¢o prinasa zvySenie miestnej konkurencie
s dopadom na ceny

» ekonomické vcelarenie je ohrozené s vyhladom na znizenie poctu chovanych vcelstiev

Znizujuca sa produkcia medu v EU pri tendencii rastlcej spotreby medu znamena, e trh bude
odkazany na dovoz medu z tretich krajin. Dovoz medu z tretich krajin ako bolo vyssie prezen-
tované vystavuje spotrebitela riziku nakupu menej kvalitného, no pravdepodobne ziadaného,
lacnejSieho medu. Volatilita cien medu vyvara tlak na ekonomicku sebestacnost producentov
a obchodnikov s medom. Eurdpska produkcia medu je vystavena tlaku globalnej produkcie
medu. Teda aj produktov, ktoré nesplfaju kvalitativne parametre na oznaovanie produktu
ako v¢eli produkt, med. Produkcia medu sa sucasne stretava so zvysujucimi nakladmi na jeho
zabezpeclenie, ktoré by mali pokryt naklady na zabezpecenie zdravia véelstva a rézie produk-
cie. ZvySujuce zasoby u véelarov sposobuju zvySenie nakladov na ich skladovanie a znizuju tok
disponibilnych penaznych prostriedkov, ktoré by mohli byt pouZzité na rozvoj podnikania. Tym
sa znizuje zivotaschopnost ich podnikatelského modelu a u niektorych v€elarov to dokonca
hranici s rozhodnutim o pokracovani vo vEelareni. Kedze v&elari su si vedomi potencialu zhod-
notit vlastnu produkciu bez pouzitia sprostredkovatela, volia priamy marketingovy kanal. To
vSak moze spbdsobovat v niektorych lokalitach prirodzeny tlak na trhu na znizenie ceny medu,
ak sa takto rozhodne postupovat viacero producentov stcasne. Trhovy mechanizmus je neu-
prosny a hoci sa na trh dostava kvalitny med, prevysujuca ponuka stlaca jeho cenu.

Dopady falSovania medu citi aj spotrebitel. Spotrebitel sa v snahe zakupit si prirodny produkt
moze citit podvedeny, alebo uvedeny do omylu, ak si chce zakupit pravy véeli produkt. Otaz-
nym zostava, aké zaujmy preferuju spotrebitelia pri kipe medu a aka je znalost spotrebitela
o kvalite nakupovaného medu. Preferencia vysoko kvalitného medu za fér cenu motivujlcu
velara pokraCovat v obchodnej alebo ¢asto krat len v zaujmovej ¢innosti nemusi byt akcep-
tovana u kazdého spotrebitela. V tomto kontexte je mozné spomenut vysledky prieskumu
Uradu EU pre dusevné vlastnictvo (2020) publikované v novembri 2020, ktory riadi prava EU
tykajuce sa obchodnych znamok a dizajnu ako aj poruSovanie prav dusevného vlastnictva.
Na reprezentativnej vzorke 1000 respondentov za Slovensku republiku zistili, ze 11% (v roku
2017 10%) Slovakov vedome kupilo falSovany tovar v obdobi poslednych 12 mesiacov, ¢o
je spomedzi krajin EU 3. najvy3sie miesto v nakupe faldovaného tovaru. Priemerna hodnota
za celt EU tvori 5% (v roku 2017 7%). Napriek tomu 38% Slovakov uprednostfiuje original-
ny tovar pred falSovanym. Je teda mozné predpokladat, Ze tento segment spotrebitelov pre
uprednostfiovanie originalneho tovaru je zrejme aj ochotny odhalovat dokazy o originalite
tovaru (informacie na obale, rozliSenie znacky tovaru, zistovanie krajiny pdvodu ap.). Naj¢aste-
jSie uvadzanym doévodom, ¢o by mohlo ludi odradit od nakupu falSovaného tovaru respond-
enti uvadzali, Ze by bola:

 cenova dostupnost originalnych vyrobkov,

e riziko trestu alebo

* 0sobna zla skusenost s falSovanym tovarom.

Naopak, naj¢astejsie uvadzanym dévodom, preco spotrebitelia nesiahaju po falSovanych tova-
roch uvadzali respondenti:

 cenova dostupnost originalnych vyrobkov,

» pochopenie negativneho vplyvu na producentov originalnych produktov a

« pochopenie negativneho vplyvu na zamestnanost a ekonomiku EU resp. $tatu.



KedZe tendencie na trhu s medom a dosledky falSovania medu maju z vacsej miery po-
dobny priebeh nie len v Eurdpskej unii, ale aj v inych regionoch sveta, svetova organizacia
v¢elarskych zdruzeni Apimondia vydala uz v roku 2019 stanovisko k falSovaniu medu, ktoré
nasledne upravila v roku (2020). Podla tohto stanoviska falSovanie medu je mozné povazovat
za hlavny sucinitel nepriaznivého vyvoja trhu so v¢elim medom. Stanovisko je uréené ako
zdroj informacii pre Statne organy, obchodnikov, supermarkety, maloobchod, producentov,
spotrebitelov a ostatné zainteresované strany posobiace v obchode s medom, v zaujme zabez-
pecenia informovanosti o najnovsich trendoch v oblasti vyvoja metdd na testovanie pravosti
medu.

Meranie kvality medu Vyssie spomenuté predpisy jednoznacne definuju med ako produkt,
na ktorého produkovani sa podielaju vysostne véely medonosné. Praktické vyhodnocovanie
kvality medu je v3ak ovela komplikovanejsie. Dévodom je jednak samotna kvalita medu, ale aj
octakavana uzitkova hodnota medu.

V sucasnosti sa na odhalovanie kvality medu pouzivaju rézne exaktné metody (Kukurova,
Karovitova a Kohajdova 2004). Ekonomické benefity falSovania medu su ale natolko motivu-
juce, ze v sucasnosti su profesionalni falSovatelia schopni najst spdsob ako prekonat tu ktoru
metédu testovania. Majtan z Ustavu molekularnej bioldgie Slovenskej akadémie vied (2020)
uvadza, ze k zabezpeleniu odhalenia falSovanych medov je potrebné vyuzivat kombinaciu viac-
erych metod, ¢im sa ich Uspednost zvysuje. Podla jeho nazoru ,sucasné legislativne normy, ktoré
definuju kvalitu medu na Slovensku, ale aj v Eurépe, su nedostacujice na odhalenie vietkych
foriem falSovania alebo znehodnotenia kvality medu. Preto sme vyvinuli novi metédu hodnote-
nia kvality tohto vCelieho produktu s ohladom na jeho antibakterialny ucinok."

Vysledky testovania medu boli prezentované na konferencii ,Priemysel falSovania medu“ 8. 11.
2020 (Majtan 2020). Do prieskumu bolo zaradenych 43 vzoriek. Z nich boli zvlast sledované
medy zakUpené v slovenskych supermarketov a medy zakipené v lokalnych obchodoch resp.
bio obchodoch. U medov zo supermarketov boli 4 vzorky medu slovenského povodu a 15 zah-
rani¢nych. U medov z lokalnych obchodov resp. bio obchodov islo o slovensky pévod medu.
Vedci pouzili na testovanie 3 metddy: testovali bielkovinovy profil medov, antibakterialny po-
tencial medov a metédu produkcie peroxidu vodika. U skupiny lokalnych medov bol o¢akavany,
vzhladom na vyssiu cenu, aj vyssi antibakterialny potencial medu, ¢o by bolo znakom jeho vy-
$3ej kvality. To sa aj potvrdilo: dve tretiny vzoriek medov zo supermarketov zlyhalo v antibak-
terialnom potenciali, vzorky z lokalnych obchodov zlyhali v jednej tretine, ¢o sveddi o ich vy-
$3ej kvalite. No jedna tretina medov z lokalnych zdrojov resp. bio obchodov napriek o¢akavanej
vys$sej kvalite v hodnoteni zlyhala. Do testovania zaradili dalSie 3 vzorky medicinskych medov
a 3 vzorky medov priamo od v€elarov. Medicinske medy, kde sa uz pri produkcii po testovani
ocakava vyssi antibakterialny potencial, boli prekonané medmi ziskanymi priamo od v¢elarov.
To moze svedcit o vplyve spracovania a uchovavania medu na jeho kvalitu. Vysledky hovoria,
Ze takmer 40% medov nema antibakterialne vlastnosti charakteristické pre med. Iba 16 vzoriek
splfhalo poZadovanu uroven antibakterialnej aktivity, teda islo o pravé a nepodkodené medy.
19 vzoriek malo podpriemernd antibakterialnu kvalitu a 17 vzoriek bolo na urovni mftveho
medu, teda iba sladidla. Ak vedci zapocitali vsetky kvalitativne Standardy, splnilo ich iba 7 zo 43
vzoriek medu, z nich by ziskali 2 zlaté, 1 strieborné a 4 bronzové ocenenie.

Spolo¢né vyskumné centrum Eurdpskej unie podla vyro¢nej spravy (ec.europa.eu 2016) testova-
lo 2264 vzoriek medu z krajin Eurépskej Unie ako aj z Nérska a Svaj¢iarska. Vysledok predstavov-
al 14,2% vzoriek, ktoré nevyhoveli testovanym kritériam. 13lo teda o znehodnoteny med. V Spo-
jenych 3tatoch americkych sa med umiestnil na 3. mieste najtastejSie falSovanych produktov
hned po mlieku a olivovom oleji (Copeland 2020).

Navrhy a odporucania Zo zisteni je zrejmé, Ze meranie kvality medu a urCovanie jeho
pravosti nie je jednoduché. Opisované pripady kedy sa s medom nevhodne zaobchadza resp.
sa vedome falSuje a nasledne sa z neho stava biologicky menej hodnotné, uz len sladilo
predstavuje pre spotrebitela zjavnu ujmu. Ak sa takyto produkt oznacuje ako vceli med,
mo&zeme hovorit o zavadzani spotrebitela. Nakoniec organoleptické sp6soby odhalovania pra-
vosti medu su neucinné a spotrebitel nedokaze kvalifikovane posudit pravost medu. Preto
sa musi spolahnut bud na vysledky exaktnych metod testovania, alebo na doveru v predajcu
resp. v€elara a jeho Cestné spravanie. No aj samotny spotrebitel méze prispiet ku kultivovaniu
trhu s medom a to vlastnym celozivotnym vzdelavanim. Ako uvadza Krasna a Barnova (2020,
s. 46) odborné vzdelavanie by malo fungovat aj v kontexte celozivotného vzdelavania resp.
ako uvadzaju iné zdroje (Krasna 2014; Krasna a Verbovanec 2014; Izova 2014; Hanak, lzova
a Bockova 2020) aj vo vzdelavani nezainteresovanej verejnosti. Stredna odborna $kola Pod
Banosom, ktord v ramci Centra odborného vzdelavania a pripravy vo véelarstve ponuka od-
borné kurzy pre zacinajucich v€elarov, ale aj podujatia pre SirSiu verejnost. Slovensky zvaz
vcelarov, VCelarske muzeum v Kralovej pri Senci, Centrum environmentalnej a etickej vychovy
Zivica a mnohé dal3ie organizacie na Slovensku organizuji podujatia zamerané na vzdelavanie
laickej aj odbornej verejnosti o vyzname vciel a v€elich produktov pre nase zdravie a Zivotné
prostredie. V tomto kontexte sa javi ako ddlezité vytvaranie partnerstiev medzi vzdelavacimi
organizaciami, farmarmi, obchodnymi organizaciami ale aj Uzemnou samospravou za uce-
lom posilnenia povedomia spotrebitelskej verejnosti. Téme partnerstiev sa venuje napriklad
Smolkova (2016) a rozvoju vidieckych mikroregiénov Dobrucka Anna a Lucia (2004).
Presvedcit o potrebnosti venovat sa téme kvality medu a ziskat aj laickd verejnost mozu
pomoct aj média. Prezentované vysledky testovania medu boli publikované s velmi Sirokym
zaberom slovenskej verejnosti. Def pred konferenciou vysledky publikoval dennik Novy Cas.
Den po konferencii boli spravy o vysledkoch testovania napriklad na strankach dennikov Sme
a Pravda. Ekonomicky tyzdennik Trend, ¢asopis Zdravie, odborny vCelarsky ¢asopis Dymak tak-
tiez informovali o vysledkoch testovania. Aj v hlavnych spravach verejnopravnej televizie RTVS
bol zaradeny prispevok. To sveddi, Ze sa o téme kvality medu a jeho falSovania mohla dozve-
diet nielen odborna verejnost vcelarov, ale aj SirSia skupina slovenskych spotrebitelov. Zda sa,
Ze média mali o danu tému velky zaujem. Bolo by potrebné vyuzit toto zvySené povedomie
spotrebitelov a dalej ho rozvinut. Napriklad vytvorenim vzdelavacich kurzov a tematickych
programov dostupnych v médiach by sa zvysila informovanost spotrebitelov. Informovany
a vzdelany spotrebitel by sa nasledne rozhodol, o aky produkt ma skuto¢ne zaujem a vedel by
docenit vyznam kvalitného, biologicky aktivneho vcelieho medu.

Zaujmy spotrebitela na strane dopytu su zjavné: kupit ¢o najvyhodnejsie. LenZe ak spotrebitel
nevie, ¢o kupuje, je lahko ovplyvnitelny. Ako vyplynulo z prieskumu o nakupe falSovanych
vyrobkov, existuje a zrejme vzdy bude existovat skupina spotrebitelov, pre ktorych je cena
vyrobku najdolezitejSim faktorom pri nakupnom rozhodovani. Otaznym zostavam, kto tvori
tuto skupinu. Nie su to iba spotrebitelia s nizkymi prijmami, ale aj ti, ktori nevnimaju para-
metre hodnoty produktu, ktori si nie s vedomi désledkami nespravneho narabania s medom.
Taktiez to mdzu byt spotrebitelia, pre ktorych nepripada produkt - med vzacny preto, lebo
vo svojom okoli ho tradi¢ne za vzacni nepovazuju. Je viak ulohou regulatora trhu - $tatu
resp. Eurépskej Unie, aby nastavili pravidla, ktoré nedovolia oznacovat produkt zavadzajucim
spésobom. Vceli med nie je iba sladidlo a predava sa s oznaenim véeli med preto, lebo plni aj
zdravotné funkcie, pre ktoré ho spotrebitel kupuje.

Zaujimavu myslienku vyslovil profesor Garcia (2020), ked v désledku pandémie Covid-19
dochadza k zvySenému zaujmu spotrebitelov o pravy v€eli med zo zdravotnych dévodov. Tieto
Uc¢inky vSak ma iba biologicky aktivny, teda nefalSovany, neupravovany a vhodne skladovany



v¢eli med. Ak by sa podarilo zabezpecit, aby falSovany resp. biologicky neaktivny vceli med
nebol oznacovany ako vceli produkt, istejsi v nakupe by bol aj spotrebitel aj producent medu.
Ako tvrdi Majtan (2020) z pohladu hodnotenia pravosti medu sa zvazuje aj biologicka akti-
vita medu, ktora vSak nie je v legislativnych $tandardoch o kvalite medu zadefinovana. Preto
navrhuje zaradenie novych testov kvality zohladfujucich celkovy antibakterialny potencial
medov. Testovanie by bolo zamerané na vcelarov, ktori by mali zaujem otestovat si vlast-
nu produkciu medu. Tym by ziskali potvrdenie o kvalite produkovaného medu a mohli by
ho vyhodnejsie spenazit na trhu. Otestovat vzorku medu by si mohli aj spotrebitelia, ktori
by ziskali potvrdenie o hodnote kupovaného produktu. Na pracovisku realizuju projekt Me-
dové laboratérium. Testovanim zatrieduju medy do troch kvalitativnych urovni: gold, silver
a bronze a pripravuju sa na akreditaciu testovania.

Gold

Etiketa zndzorfiujlica testovany med
s najvyEEim antibakteridlnym
potencidlom

A . .
& Medové laboratérium .=

Silver
Etiketa zndzorfiujica testovany med
s vy3iim antibakteridlnym

4 . .
al # Medové laboratérium .:
potencidlom

Bronze

Etiketa znazorfiujlica testovany med

s vysokym antibakterialnym y & Medové laboratérium
potencidlom

Obrazok 1: Znamky kvality medu vydavané Medovym laboratoriom
Zdroj: medovelaboratorium.sk (2020)

K zaradeniu kritéria biologicky aktivneho medu sa vSak ozvali aj konkrétni producenti medu
s vyhradou, ze nevhodna prax distribucie, skladovania a manipulacie s medom u spotrebitela
predstavuje zna¢né riziko ohrozujuce jeho kvalitu. A hoci v€elari mézu zo svojej strany dis-
tribuCnej cesty zarucit maximalne profesionalny pristup, na ceste k spotrebitelovi existuje
vela dalSich potencialnych rizik, ktoré nevedia ovplyvnit. Stanovisko Apimondie k falSovaniu
a znehodnocovaniu medu apeluje na véetkych zainteresovanych. Cize na vetky organizacie
v distribu¢nom retazci. Baliarne, distribu¢né organizacie, velkoobchodnikov aj maloobcho-
dy moézu zlymi praktikami znehodnotit nenavratne vysoko kvalitny med, znizit jeho Uzitkovu
hodnotu a obrat o fiu spotrebitela.

Zrejme najbezpecnejSim a zaroven najjednoduch$im sa javi ziskanie vlastného dodavatela
medu. Na to poukazali aj vysledky testovania, ked med priamo od v€elara dosahoval vyssie
kvalitativne parametre ako medy, ktoré mali garantovat medicinsku kvalitu. Predaj medu pria-
mo od v€elara minimalizuje riziko znehodnotenia medu. Predaj cez sprostredkovatela zvysuje
riziko znizenia jeho kvality.

Vyznamny vplyv na vzdelavanie spotrebitelov m6ze mat aj samotny vCelar. VCelar, ktory si je
vedomy vynimocnosti svojho medu dokaze vytvorit vztah k produktu a naucit spotrebitela
praktizovat Setrné spdsoby jeho pouzivania v domacnosti. Napriklad zaujmom spotrebitela
je kupit tekuty, vonavy a tmavy med. Neeticky konajuci predajca ich méze polahky docielit
zohriatim medu, doplnenim aromatickych latok, ¢i potravinarskych farbiv. V3etky tieto za-
sahy do medu by sp6sobili jeho falSovanie a tym by bol poruseny potravinovy kddex. O tom
vSetkom modze velar zasvatit spotrebitela a naucit ho napriklad akceptovat pastovany med,
ktory hoci nevyzera lakavo, ale ma svoje praktické vyhody a pritom sa neznehodnocuje kvalita
medu.

V kontexte ovplyviiovania spotrebitela zo strany vcelara sa v praxi ako zaujimavé ukazuju
napriklad adopcie v€elich rodin, kedy v€elar neziskava iba financnu hotovost, ale vytvara prie-
stor na vzdelavanie spotrebitela a vytvara si s nim dlhodoby vztah. Vyznamu a budovaniu
vztahu so zakaznikom sa v marketingovej teérii a praxi venuju rozni autori (Seliga a Starchon
2013; Lieskovska, Megyesiova a Bilohus¢inova 2013; Pajtinkova Bartakova, Gubiniova a Bries-
tensky 2014; Vilcekova, L. 2014).

Z pohladu maloobchodu by mohlo zvysit konkurencieschopnost predajcu zavedenie vlastného
vySetrovania medu a garanciu predaja kvalitného produktu. Ako bolo uvedené vy3sie (Soon
a Liu 2020), podobne, ako postupovali spotrebitelia v Cine a verili viac $tandardom overovania
kvality potravin predavanych vo velkych maloobchodnych retazcoch. Z pohladu vysledkov
overovania kvality medu by mohlo ist na Slovensku o revolucny pristup, ktory by mohol viest
k posilneniu pozicie daného predajcu na trhu. Velka vac¢sina vzoriek medov predavanych v su-
permarketoch vykazovala zlyhanie v kvalite, existuje teda vyznamny priestor na odli3enie od
konkurencie. A to aj z pohladu podpory spolo¢ensky zodpovedného pristupu v marketingu
a podnikani, ktorého synonymom je podpora vciel a v€elarstva. Téme spoloCensky zodpoved-
ného podnikania sa v sufasnosti venuju napriklad Strazovska (2014) a Stachova (2013).
Oznacovanie medu znatkou producenta alebo predajcu moze byt dalSim odliSovacim znakom
vypovedajucim o jeho povode a kvalite. Podobne tak znacka kvality Nadacie Slovak Gold
v nasich podmienkach moéze zavazit. Ak vsak uvazime, ze kazdy z testovanych medov mal svoju
etiketu, znacku a ur€eného vyrobcu, ani toto oznacenie nemusi garantovat jeho kvalitu. Malo
by tak byt aspoft do momentu zabalenia produktu. Na ceste k spotrebitelovi vSak mo6ze med
prekonat vplyvy prostredia, ktoré mézu znizit jeho kvalitu. Preto by bolo potrebné vytvorit
partnerstva a vztahy so spolupracujucimi organizaciami zapojenymi v distribu¢nom kanali.
Ich vysledkom by bol profesionalny pristup pri zabezpecovani kvality medu az do okamihu
nakupu spotrebitelom. Ako vSak preukazali vysledky testovania, ani medy medicinskej kvality
distribuované v prisnejsich podmienkach sa nevyhli znizeniu svojej antibakterialnej hodnoty
a vykazali horie parametre ako med ziskany priamo od vcelara.

Zaver Spotrebitel na trhu zvyéajne podstupuje rozne rizika pri nakupnom rozhodovani.
Ako je zjavné, na trhu so v¢elim medom nie je jednoduché, ak vébec mozné posudit pravost medu
na zaklade nasich zmyslov. Je preto potrebné hladat iné dékazy o jeho kvalite. Zrejme pre spo-
trebitela najjednoduch$im a najbezpecnejsim sa javi odoberanie medu z déveryhodného zdroja.
Vcelar, ktory dba na dobru prax zaobchadzania s medom si mo6ze vytvorit dlhodoby vztah so spo-
trebitelom a profitovat z predaja kvalitnej produkcie. Zakaznik zvycajne nie je dostato¢ne znaly
postupov vyberu kvalitného medu a postupov pri jeho spracovani tak, aby dokazal uchovat jeho
biologicku hodnotu. Preto sa javia vzdelavacie aktivity podporované profesijnymi organizaciami,
médiami a samotnymi v€elarmi ako velmi potrebné. V sufasnosti je mozné vidiet zaujem verejnos-
ti o kvalitu kupovaného medu zrejme aj pod vplyvom pandémie Covid-19. Bolo by potrebné na
tomto zaujme stavat a kultivovat spravanie spotrebitela pri kipe a zaobchadzani s medom.



Informované rozhodovanie spotrebitela moze podporit rozvoj celého vcelarskeho odvetvia.
Su od neho zavisli v€elari, obchodnici, ale aj $tat vyberajuci dane. Dodrziavanie pravidiel
férového podnikania so v€elim medom moéze vplyvat aj na rozvoj celych miest a regiénov, toho
ddkazom je svetoznamy manukovy med. Posilnenie Zivotaschopnosti niektorych slovenskych
regionov produkciou kvalitného medu moéze byt v budicnosti vyznamné. Z porovnania kvali-
ty svetovych medov, slovenské dosahuju vynimoc¢né kvalitativne parametre a zo svetovych
vystav prinasaju ich producenti vysoké ocenenia. Na tuto jedine¢nost by mali nadviazat opa-
trenia vlady a chranit vynimocnost tychto produktov.

Koniec Il. ¢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 su pouzivané a uznavané, pretoze boli vypraco-
vané na zaklade vedeckych poznatkov. Ich cielom je zabezpecenie $tandardu Urovne kvality
potravin v zaujme ochrany zdravia spotrebitelov na celom svete a pouzivania osvedtenych
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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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 literacy. 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 en-
ables 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 honey 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 associ-
ations Apimondia on honey fraud. Subsequently, measures are proposed to increase consumer
literacy when buying bee honey.
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TEXT | DARINA NAKATOVA

INTENCIA USKUTOCNIT
DOVOLENKOVY POBYT V CASE
PANDEMIE - TEORETICKA STUDIA

Cielom prispevku je teoreticka analyza a definicia pojmu intencia cestovat a systematizacia po-
znatkov v aktualnych vedeckych pracach, tykajucich sa intencie cestovat na dovolenkovy pobyt
v ¢ase pandémie. Zhrnuté su faktory a premenné, ktoré maju vztah k rozhodovaniu a intencii
cestovat. Opisany je vplyv vnimaného rizika na intenciu cestovat do zahranicia v ¢ase pandémie.
Z analyzy Studii, tykajucich sa intencie cestovat na dovolenkovy pobyt v ¢ase pandémie vyply-
va, Ze na intenciu uskutoc¢nit dovolenkovy pobyt ma vplyv geograficky aspekt pobytu, ¢asovy
aspekt jeho realizacie, hygienické opatrenia a zdravotna starostlivost v mieste pobytu. Co sa
tyka faktorov intencie necestovat, ¢lanok upozoriiuje na potrebu ich poznania a uvadza navrh

rieSeni z hladiska spotrebitela a podnikov cestovného ruchu.

Uvod V sucasnej krize z ddvodu pandémie COVID-19, ktora bezprecedentnym sp6sobom
ovplyvnila vietky odvetvia, no predovsetkym cestovny ruch, je potrebné upozornit na jeden
z vyznamnych subjektivnych faktorov ovplyviujlcich spravanie sa cestujucich - intenciu
(zamer, umysel) uskuto¢nit dovolenkovy pobyt v ¢ase pandémie. Vo vSeobecnosti, intencia
cestovat na dovolenku moéze zavisiet od vonkajsich faktorov, napriklad do akej destinacie
cestuju, aka je jej vybavenost, ekonomicka a politicka situacia v mieste pobytu a samozrejme
aj od osobnych faktorov ako je vek, prijem, povolanie, naklady, ¢as, motivacia, vzdialenost,
velkost a zlozenie skupiny, ktora cestuje a existencia moznosti vyzitia v destinacii. Uvedené
mozno povazovat za kontrolovatelné faktory, avsak existuju aj tzv. nekontrolovatelné faktory,
akymi su terorizmus, Sirenie chor6b a prirodné katastrofy, pre ktoré klient zvaZzuje intenciu
uskutoc¢nit dovolenkovy pobyt. Potreba bezpecia je pre ¢loveka délezita a mat pocit bezpecia
pocas dovolenkového pobytu je v ¢ase moznosti infikovania sa nakazlivou chorobou velmi
doélezity. Preto ludia zvaZzuju, ¢i cestovat, kam, akou dopravou, do akej destinacie, s kym a akou
velkou skupinou cestovat, vyberaju si skdr pobyty mimo sezdny.

Cielom tejto teoretickej Studie bolo definovat a vysvetlit, ¢o je to intencia vo vSeobecnosti
a opisat intenciu ako smer spravania klientov cestovného ruchu v ¢ase pandémie, konkrétne
intenciu uskutoc¢nit dovolenkovy pobyt v ¢ase pandémie.

Intencia Intenciu konat vo vieobecnosti definuje Sheeran (2002) takto: ,Behavioralne
intencie su pokyny, ktoré si ludia davaju, aby sa spravali ur¢itym spésobom* (Triandis 1980,
s. 203). Su to rozhodnutia ludi vykonat konkrétne Ciny. Intencie mozno odvodit z odpovedi
Gc¢astnikov, ktoré maju formu: ,Mam v imysle urobit X, ,Mam v plane urobit X“ alebo ,Urobim
X“. Z psychologického hladiska intencia spravania predpoklada motivaciu ¢loveka vykonat
spravanie. To znamena, Ze intencie v spravani zahfnaju jednak smerovanie (robit X vs. nerobit
X), ako aj intenzitu rozhodnutia (napr. kolko ¢asu a Usilia je ¢lovek pripraveny vynalozit na
to, aby urobil X). Tri r6zne tedrie vysvetluju vztah intencie a spravania. Podla tedrie odévod-
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neného konania su umysly - intencie proximalnymi prediktormi spravania a sprostredkuju
vplyv prediktorov ako su postoje a subjektivne normy ako aj vplyv inych premennych, napr.
osobnosti ¢loveka na spravanie. Tedria ochrannej motivacie rovnako predpoklada, Ze intencie
v spravani sprostredkuju vztah medzi predpokladanymi prediktormi (hodnotenie hrozby a hod-
notenie zvladania) a spravanim. Tedria planovaného spravania tiez predpoklada, Ze intencie
su najdolezitejsim prediktorom spravania, ale pripusta, ze ludia nemusia mat vzdy dostato¢nu
kontrolu nad uskuto¢riovanim spravania, aby mohli skuto¢ne uskutonit svoje umysly (Sheer-
an 2002). Jednym z faktorov, ktoré urcuju, ako dobre intencie predpovedaju spravanie, je to, i
je predpokladané spravanie jedinou ¢innostou alebo cielom (vysledok, ktory je mozné dosiah-
nut vykonanim réznych jednotlivych ukonov). Je pravdepodobné, Ze intencie budu vybornymi
prediktormi jednotlivych ¢inov (napriklad rozhodnutim cestovat alebo necestovat). Dolezitou
otazkou ohladom vztahu medzi intenciou a samotnym spravanim je koncepcia implementacie
intencie. Zatial ¢o intencie spravania maju formu ,Mam v umysle urobit X“, implementacéné
intencie zahfhaju vyroky vo forme ,Mam v Uumysle urobit X v situacii Y* (Sheeran 2002). Pri
poznani vlastnosti intencie spravania, ktoré mozu uréovat, ako dobre intencie predpoveda-
ju spravanie, je dolezité poznat, aka je sila intencie, ktora vystihuje smerovanie a intenciu
rozhodovania. Dvaja ludia m6zu mat rovnaku ,silu“ intencie, ale mézu sa LiSit v kvalite svojej
motivacie. Je to tak preto, lebo intencie ludi maju iné dimenzie alebo vlastnosti, ktoré mézu
ovplyvnit ich prediktivnu platnost. K délezitym vlastnostiam intencie patria ¢asova stabilita,
miera sformovania intencie, istota a pristupnost (Sheeran 2002). Lynch a Zauberman (2007)
navrhli, aby sa klienti rozhodovali na zaklade predpovedi o tom, ako sa budu citit v inom
¢ase a na inom mieste. Gilovich, Kerr a Medvec (1993) uviedli, ze ludia pravdepodobne znesu
vacsie riziko a citia sa istejSie v suvislosti s udalostami, ktoré sa vyskytnu z ¢asového hladiska
vo vzdialenejSej buducnosti, zatial ¢o Nussbaum, Trope a Liberman (2003) ukazali, ze ¢asova
vzdialenost ovplyviiuje déveru jednotlivcov ohladom buducich konani. Je mozné, Ze intencia
vytvorena s vacsim ¢asovym predstihom, odraza silnejSiu preferenciu produktu a méze preto
viest k va¢Siemu usiliu o jeho aktualizaciu (Chintagunta a Lee 2012).

Viaceri autori tvrdia, o sa tyka vztahu intencie k spravaniu, Ze intencia vysvetluje menej
ako 30% rozdielov v spravani. Tento nesulad medzi intenciou a spravanim sa oznacuje ako
»,medzera medzi intenciou a spravanim“ (Sheeran 2002). Vzhladom na tazkosti pri predpove-
dani vSeobecného rozhodovacieho spravania je dolezité ziskat predstavu o rozdieloch medzi
intenciou a skuto¢nym spravanim.

Intencia uskuto¢nit dovolenkovy pobyt Geograficky aspekt. Intencia cestovat sa zvySuje
so znizovanim vzdialenosti od destinacie a klesa so zva¢Sovanim cestovnej vzdialenosti. To
znamena, ze kognitivna priestorova vzdialenost ma negativny vplyv na intenciu cestovat do
destinacie (Liang, Illum a Cole (2008). Skimanim vyvoja planovania dovolenky Decrop (2006)
zistil, Ze plany sa stavaju realistickejSimi alebo konkrétnejsimi, ked sa blizi termin plano-
vanej dovolenky. Upozornil v3ak, Ze je ddlezité si uvedomit, Ze cestovna intencia sa nemusi
vzdy stat skuto¢nym cestovnym spravanim. March a Woodside (2005 s. 115) s tym suhlasia
a konstatovali, Ze: ,intencie by sa zmenili aj v kratkom ¢ase, ak by boli situacné vplyvy na in-
tencie rozmanité a hlboké". Bettman a Sujan (1987) zistili, Ze stratégie rozhodovania neobsa-
huju konkrétne kritéria vyberu, ale namiesto toho zahfnaju ¢as a prijimanie rozhodnutia podla
vlastného uvazenia. Zdoraznili v3ak tiez, Ze aj ked si ludia mézu dovolit dovolenky, ¢asto sa
ich zriekaju z dévodov predvidania buducich inhibitorov. March a Woodside (2005) tvrdili, ze
cestovné spravanie zahffia interakcie jednotlivych charakteristik, ako su vek, rasa, pohlavie
a dal3ie situa¢né faktory. Situa¢né faktory su definované ako ,vSetky faktory, Specifické pre
miesto a Cas, ktoré nevyplyvaju zo znalosti osobnych (intraindividualnych) a stimula¢nych (al-

ternativnych moznosti) atribUtov a ktoré maju preukazatelny a systematicky vplyv na su¢asné
spravanie“ (Belk 1975, s. 158). V sulade s Belkovou definiciou boli situa¢né charakteristiky
opakovane hodnotené z ¢asopriestorového hladiska a z hladiska ich pouzitia pri vysvetlovani
cestovného spravania. Ak sa na intenciu cestovat resp. necestovat pozrieme ako na priesto-
rovu vzdialenost, teda ako na geograficky pojem, mézeme povedat, Ze klienti maju intenciu
cestovat do vzdialenejsich destinacii, ak ovladaju miestny jazyk a pred cestou si prestuduju
rézne materialy, aby zhromazdili ¢o najviac informacii o mieste ich pobytu.

Casovy aspekt. Na intenciu v cestovnom spravani je mozno pozerat aj z ¢asového hladiska
a to tak, Ze medzi formovanim intencie cestovat a skuto¢nym cestovnym spravanim moéze
nastat zmena. Fishbein a Jaccard (1973) tvrdili, Ze pravdepodobnost zmeny postoja stupa
s predlZzovanim ¢asového intervalu medzi vytvorenim intencie a cestovnym spravanim, pre-
toze existuje viac Sanci, ze klient bude v priebehu ¢asu vystaveny novym informaciam. Podla
Coteho a Wonga (1985) si jednotlivec mdZe pri vyjadrovani intencii predstavit predpokladanu
situaciu, ktora sa v buducnosti nezmeni, neotakavané situatné zmeny v3ak sprevadzaju zmeny
postoja a vytvaraju tak nekonzistenciu medzi intenciou a spravanim. Cestovanie je pohyb ludi
medzi geograficky vzdialenymi miestami a medzi vytvorenim intencie cestovat a samotnym
cestovanim existuju ¢asové intervaly, ktoré su ovplyvnené mnohymi vonkaj$imi a vnatornymi
faktormi. Kah a kol. (2016) uvadzaju, ze na Urovni vSeobecného rozhodovania je cestovanie
pojem, vztahujuci na cestovné intencie, ktoré zahffaju cestovanie v si¢asnosti a aj cestovanie
v buducnosti, a preto je pre racionalne rozhodovanie typické v€asné vSeobecné rozhodnutie
o cestovnom procese, neskor sa prijima vieobecné cestovné rozhodnutie z dévodu situacnych
obmedzeni alebo moZnosti na poslednu chvilu.

Intencia necestovat. Existujuca literatura sa zameriava na tri dimenzie obmedzeni: 1. intra-
personalne obmedzenia, ako je nedostatok vlastnej zru¢nosti a zaujmu, Uzkost a riziko, 2.
medziludské obmedzenia vratane nedostatku priatelov a rodinnych prislusnikov, s ktorymi by
mohli cestovat a 3. Strukturalne obmedzenia, ako napriklad nedostatok ¢asu a / alebo pefazi
(napr. Fleischer a Pizam 2002; Gilbert a Hudson 2000; Hudson, Hinch, Walker a Simpson 2010;
Pennington, Gray a Kerstetter 2002). Pochopenie, preco sa niektori klienti rozhodnu neces-
tovat okrem obmedzenia z pohladu volného Casu, je potrebné zistit, ako je to v kontexte ces-
tovného ruchu, nakolko cestovné spravanie je tym druhom spravania, ktoré si vyzaduje viac
¢asu a /alebo viac periazi a dost zasadne sa liSi od ostatnych volnoc¢asovych aktivit a ¢innosti.

Intencia cestovat na dovolenku v ¢ase pandémie Cestovny ruch je povazovany za zra-
nitelné odvetvie predovsetkym z pohladu vnimania katastrofickych udalosti, o znamena
riziko pre osobnu bezpec&nost, ochranu alebo zdravie (Cré a Martins 2017; Estevao a Costa
2020). Kozak a kol. (2007) sa venovali skimaniu vnimania rizika medzinarodnych turistov, a to
z dvoch pohladov: 1. skumali vplyv vnimaného rizika na tendenciu cestovat do zahranicia a 2.
skumali, i existuje rozdiel vo vnimani rizika medzi segmentmi cestovného ruchu na zaklade
vyhybania sa riziku. Vyskumom zistili, Ze va¢sina cestujucich s najvac¢Sou pravdepodobnostou
zmeni svoje cestovné plany pri intencii cestovat do destinacie, ktora predstavuje zvySené
riziko, zatial ¢o mensina uvadza, Ze plany nezmeni. Tieto zistenia naznacuju, ze medzinarodni
turisti su citlivi na vyskyt akéhokolvek druhu rizika v destinaciach, do ktorych mali inten-
ciu cestovat. Boli zistené rozdiely v intencii cestovat medzi kontinentmi z hladiska vplyvu
vnimanych rizik. Autori poznamenali, Ze cestujuci z réznych narodnych kultdr mézu mat ré6znu
mieru vnimaného rizika.

Zaciatkom roka 2020 ovplyvnila cestovny ruch pandémia COVID-19. Aj ked aj v predoslych
rokoch existovali rozne pandémie, svet eSte nikdy necelil ziadnej inej katastrofe s takym
masivnym a Skodlivym G¢inkom na ekonomiku a spolo¢nost (Naumov a kol. 2020). Uzat-
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varanim hranic utrpeli vSetky odvetvia, no najviac pravdepodobne cestovny ruch. Uzatvorili
sa hranice, letecku dopravu obmedzili vladami nariadené opatrenia a tym vlastne obmedzili
moznosti cestovat. Dopyt v cestovnom ruchu tradi¢ne reaguje na katastrofy prudkym pokle-
som zaujmu cestujucich. Kratko po vypuknuti epidémie COVID-19 mnohé prace skimali tento
novy fenomén a jeho vplyv na Zivot ludi (Brouder a kol. 2020). Vac¢sina $tudii sa zameria-
vala na sucasné ucinky a negativne dosledky na r6zne hospodarske odvetvia (Goodell 2020;
Nicola a kol. 2020) vratane cestovného ruchu. Studie skimaju perspektivu na strane ponuky,
odhaduju spésobené skody, predpovedaju nasledné zmeny a predstavuju turistické ponuky
(Gossling a kol. 2020). Studie tykajuce sa dopytu viak zostavaju dost vzacne (Zenker a Kock
2020), pravdepodobne kvéli neistote v ekonomickom aspekte a pretrvavajucemu riziku in-
fekcie. Objavilo sa aj niekolko Studii, ktoré skimali prvé naznaky zotavenia spotrebitelov
a ich pripravenosti opatovne cestovat. Ivanova a kol. (2020 ) vo svojej studii uvadza, ze ako
prva, ktora ohlasila uzatvorenie a prva, ktora sa aj otvorila, bola Cina, ktora je priekopnikom
v stratégiach na ozivenie svojho turistického priemyslu (Wen a kol. 2020). Oc¢akava sa, ze ¢in-
ski turisti budu cestovat vacsinou v tuzemsku kvoli obmedzenym medzinarodnym letom. Je
pochopitelné, Ze turisti sa pri cestovani na kratSie vzdialenosti od domova citia bezpecnejsie
(Enger a kol. 2020). Prehliadky so sprievodcom a cestovanie vlastnym autom budu pravde-
podobne dominovat nad skupinovym cestovanim a organizovanymi zajazdovymi baliCkami
(Enger a kol. 2020), ¢o je vyznamna zmena pre Cinskych turistov, o ktorych je zname, Ze pri
svojich vyletoch uprednostriuju skupinové vylety so sprievodcom a osobitnu starostlivost
(Wen a kol. 2020). V podobnom duchu uvazuju aj Briti, aj ked je cestovanie vSeobecne povo-
lené (Collins 2020), ale kvoli medzinarodnym obmedzeniam pravdepodobne zostanu na ostro-
voch, ¢o podporuje domaci cestovny ruch vo Velkej Britanii. Ich absencia v inych krajinach
a ich zvy€ajnych dovolenkovych destinaciach ako si Spanielsko, Franclzsko, Portugalsko, by
v8ak mohla mat negativny vplyv na cestovny ruch tychto destinacii (Collins 2020) a do6sled-
kom by bolo znizenie prijmu z cestovného ruchu. Najbeznej$im motivom cestovania medzi
Ameri¢anmi su obchodné rokovania, vylety autom a luxusné pobyty. Niektoré Specialne typy
vyletov si ziskali popularitu v obdobi pandémie, napriklad kempovanie, stanovanie a dalsie
napady tykajluce sa bezpecnych letnych dovoleniek (Elliott 2020). De Vos (2020) tiez pred-
poveda zvySeny zaujem o ¢innosti, ako je peSia turistika a bicyklovanie ako prostriedkov na
prekonanie negativnych fyzickych a psychickych ucinkov nutenej socialnej distancie.

Hygienické opatrenia a zdravotna starostlivost nadobudli na vyzname ako faktory spojené
s dopytom po cestovani. Je vSak zaujimavé, Ze deklarované intencie spotrebitelov na Blizkom
vychode vycestovat zavisia skor od pocitu bezpecnosti a vladnej politiky nez od dostupnos-
ti vakciny pre COVID-19 (Choufany 2020). Najnovsie publikované Studie postpandemického
spravania v cestovani v Grécku (Kourgiantakis a kol., 2020) a Indonézii (Wachyuni a Kusu-
maningrum 2020) ukazuju, Zze pandémia zrejme vyvolava obavy a neistotu v mnohych as-
pektoch kazdodenného Zivota spotrebitelov (Kourgiantakis a kol. 2020), ale stale maju ludia
pozitivny vztah k cestovaniu a neprejavuju nadmerné obavy (Wachyuni a Kusumaningrum
2020). Dolezitym prikladom vnimania rizika je strach z choroby alebo strach z nedostatku
hygieny (Lepp a Gibson 2003). Potencialni navstevnici neprejavia intenciu k navsteve destina-
cie a je taktiez nepravdepodobné, Ze cestovné kancelarie nepredaju dovolenku do destinacii
s vysokym rizikom infikovania sa niektorou z chorob. Cestovatelia preto zvazuju, ¢i a kam
cestovat a prejavena intencia a cestovné spravanie bude silno ovplyvnené ich vnimanim rizika
prirodnych katastrof a Sirenia choréb. Autori Chebli a Said (2020) skdmali vplyv pandémie
koronavirusu COVID-19 na spravanie sa turistov a snazili sa identifikovat intencie spravania sa
turistov, ktoré sa objavuju v désledku pandémie. Ich zistenia naznacuju, Ze mozno ocakavat, ze
sucasna pandémia COVID-19 bude mat vplyv na intenciu cestovat, hlavne pokial ide o osobnu

bezpelnost, ekonomické vydavky, presvedéenie a pristup k cestovaniu. Podla autorov vysled-
ky ich $tudie su v sulade s predchadzajucimi Stadiami, ktoré odhaluju citlivost turistov na
krizy. Ich analyza identifikovala niekolko premennych, ktoré sa tykaju COVID-19 a jeho vplyvu:
ovplyvni cestovné navyky, ludia sa budu vyhybat cestovaniu vo velkych skupinach a vycestuju
so skupinou ludi, s ktorou sa oni rozhodli cestovat, vyhnu sa riziku cestovania bez cestovného
poistenia, hygiena a zdravie v cielovej destinacii turistov sa stanu dolezitymi faktormi pri
intencii cestovat. Z toho moZno vyvodit odporucanie vo vztahu k znepokojenej klientele, aby
podniky cestovného ruchu (doprava, ubytovanie, stravovanie, zariadenia turistickych atrakcii)
dalej zlepSovali svoje hygienické podmienky, aby si znovu ziskali doveru.

Aj ked pandémia COVID-19 trva len od zatiatku roka 2020, viaceri autori sa uz venovali skima-
niu, aké budu turistické intencie cestovat na dovolenku po skonceni pandémie. Wachyuni
a Kusumaningrum (2020) sa vo svojej studii zaoberali popisom sucasnej situacie a zistovanim
buducich intencii turistov cestovat. Svojim vyskumom zistili, Ze vac¢Sina respondentov sa na
dovolenky a k cestovaniu vrati v blizkej budicnosti a uvadzaju dobu od 0 do 6 mesiacov po
pandémii a ako druh cestovného ruchu uvadzaju prirodny cestovny ruch, teda pobyt v prirode.
Vacsina respondentov sa vyjadrila, Ze ich pobyt by trval 1-4 dni a autori uvadzaju, ze intencia
cestovat je vys$sia, ako obavy z cestovania. Na zaver dodavaju, ze medzi respondentmi existuje
vasen a optimizmus, Ze cestovny ruch sa obnovi o najskor, pretoze vacsina opytanych v ich
Studii planovala hned po pandémii COVID-19 cestovat.

Podla Stracha (2020) spotrebitelia ovplyvneni vy$kou ich prijmu budu restrukturalizovat svoje
vydavky a za¢nu hladat alternativy. Cestovanie, volny ¢as a sluzby budu pravdepodobne za-
siahnuté najviac a neobnovia sa tak rychlo. Teraz je najlepsi ¢as ist podla klasickych pravidiel
podnikania, a to: ,konajte teraz, aby ste zili dobre neskér”. Podniky orientované na masovy trh,
teda aj podniky cestovného ruchu musia prehodnotit a zefektivnit svoje portfélio produktov
a zlepsit ich cenovu dostupnost. Mali by viac zvaZovat svoje naklady. Nemali by sa spoliehat
na vladne programy zachrany alebo verejnu reciprocitu. Je potrebné mysliet na to, Ze aj pod-
nikanie je start-up, aj napriek tomu, Ze ma podnik dlhoro¢nu tradiciu. V kone¢nom dosledku
je moZno povedat, Ze eskalacia krizy v podniku moze byt dobrym sp6sobom, ako zabezpecit
jeho buducnost.

Za sucasnej situacie stale pretrvavajucej pandémie je pochopenie a poznanie intencie klien-
tov cestovat a ich skutoCné cestovné spravanie velmi ddlezité pre kazdy podnik cestovného
ruchu a pre destinacie. Intencia (zdmer, umysel) ako smer konania a spravania sa ¢loveka je
dolezitym faktorom pre jeho skuto¢nu ¢innost. Zaroven plati, Ze cestovna intencia sa nemusi
vzdy stat skuto¢nym cestovnym spravanim. Na zaklade analyzy intencie cestovat na dovolen-
kovy pobyt v ¢ase pandémie z viacerych $tudii vyplyva, Ze na intenciu uskuto¢nit dovolenkovy
pobyt ma vplyv geograficky aspekt pobytu, ¢asovy aspekt jeho realizacie, hygienické opa-
trenia a zdravotna starostlivost v mieste pobytu. A zohladnit je potrebné aj zistené faktory
intencie necestovat a prispdsobit tejto skuto¢nosti tak poznanie situacie na strane spotre-
bitela a podnikov cestovného ruchu. Na strane spotrebitelov, méze zmena vysky prijmu mat
za nasledok reStrukturalizaciu spotreby a hladanie novych alternativ v oblasti volného ¢asu
a cestovania, na strane podnikov cestovného ruchu bude potrebné hladat rieSenia z hladiska
zmeny portfélia ponukanych sluzieb ako aj ich ceny. Je vSak velmi pravdepodobné, Ze vasen
cestovat a jej vplyv na intenciu cestovat prevysia obavy z cestovania a intenciu necestovat.

Poznamky | Notes Tato Studia bola podporena Agentirou na podporu vyskumu a vyvo-
ja v ramci projektu APVV-17-0166 ,Ekonomické a psychologické faktory vydavkov turistov
v cestovnom ruchu: mikroekonometrické modelovanie®
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Résumé The intention to go on holiday during a pandemic - a theoretical study

The aim of the paper is a theoretical analysis and definition of the term intention to travel,
as well as systematization of knowledge in current scientific work concerning the intention
to travel for a holiday stay during a pandemic. Factors and variables that are related to deci-
sion-making and the intention to travel are summarized. The influence of the perceived risk
on the intention to travel abroad amid a pandemic is described. Analysis of studies on holiday
travel during a pandemic shows that the intention to carry out a holiday stay is influenced by
the geographical aspect of the stay, the time aspect of its realization, hygiene measures and
health care at the place of stay. As for the factors of intention not to travel, the article draws
attention to the need to know them and presents a proposal for a solution from the point of
view of consumers and tourism businesses.

In the current situation amid the pandemic, understanding and knowing the clients’ inten-
tions to travel and their actual travel behaviour is very important for any tourism business and
destination. Intention (tendency, notion) as a direction of action and behaviour of a person is
an important factor for his actual activity. At the same time, travel intention may not always
become real travel behaviour. Based on the analysis of the intention to travel on holiday dur-
ing the pandemic, several studies show that the intention to carry out a holiday stay is influ-
enced by the geographical aspect of the stay, the time aspect of its implementation, hygiene
measures and health care at the place of stay. And it is also necessary to take into account
the factors of the intention not to travel and to adapt to this fact the knowledge of the situa-
tion on the part of consumers and tourism companies. On the part of consumers, a change in
income may result in a consumption restructuring and the search for new alternatives in the
field of leisure and travel, on the part of tourism companies it will be necessary to find solu-
tions in terms of changing the portfolio of services and their prices. However, it is very likely
that the passion to travel and its impact on the intention to travel will outweigh the worries
about traveling and the intention not to travel.
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TEXT | DANA VOKOUNOVA

JE NA SLOVENSKU ZAUJEM
O VINARSKE PODUJATIA?

Vino je Specificky produkt s vysokou uroviiou diferenciacie podla atributov, na zaklade kto-
rych sa spotrebitelia rozhoduju o jeho vybere. K tymto atribitom patria chut, cena, znacka,
krajina povodu alebo odroda vinica. V sucasnosti sa do popredia dostava eticky konzumeriz-
mus a spotrebitelov viac zaujima dopad ich spravania na spolo¢nost a Zivotné prostredie, ¢o
predstavuje dalsi faktor pri rozhodovani o nakupe vina. PrileZitostou pre vinarov mdze byt aj
vyuzitie nastrojov zazitkového marketingu, ktory umoziiuje spotrebitelom priamo zazZit netra-
di¢nu skusenost so znackou. Cielom prispevku je poukazat na aktualne trendy v oblasti vinar-
skeho priemyslu a prezentovat vysledky kvantitativneho prieskumu zameraného na znalost
vinarskych podujati. Cielom prieskumu bolo aj vytvorenie typoldgie spotrebitelov z hladiska

ich postojov k vinu a zistenie zaujmu o podujatia, ktoré organizuju vinari na Slovensku.

Trendy vo vinarstve Vino je produkt s okamzitym uc¢inkom na spotrebitela a vyso-
kou uroviiou diferenciacie, takze orientacia na zakaznika je vyznamnym determinantom
konkurencnej vyhody (Mufoz et al. 2019). Diferenciacia méze byt v atributoch, na zaklade
ktorych sa spotrebitelia rozhoduju o vybere vina (Mauracher et al. 2019). Z prieskumu, ktory
v roku 2019 organizovala spolo¢nost Vitis Pezinok vyplynulo, Ze pre Slovakov je typické, Ze sa
vyhybaju prili§ lacnym vinam, lebo vedia, Ze tieto nebyvaju chutné. Cenova hranica pre ,,prili$
lacné vino“ nebola v prieskume zadefinovana, no mozno ju chapat ako cenu nizsiu nez 3 eura.
Vedie nas k tomu napr. stanovenie cenovych intervalov v spominanom prieskume spolo¢nosti
Vitis (do 3 eur bol najniz3i interval) alebo vysledky ochutnavky najlacnejsich vin profesional-
nym someliérom, kde cena vietkych flia§ degustovaného vina bola nizsia ako 3 eura (Majer
2019). Prave chut je najdblezitejSim faktorom vyberu vina - 83,7% respondentov ju uviedlo
ako délezitu. Daldim faktormi st cena (64,3%), znacka (59,6%), krajina povodu (54,5%), odroda
vinica (54,5%), farba vina (37,3%), typ uzaveru (24,3%) a etiketa (23,9%) (Retail magazin.sk).
Vacsina Slovakov pije vino aspori raz mesacne a tretina eSte astejSie, a to raz za tyzden (Vitis).
Z Cilskej Studie zameranej na skumanie vernosti znacke vyplynulo, Ze spokojnost spotrebitelov
so znackou priamo suvisi s vy$Sou déverou v tuto znacku, no nie priamo s vernostou k nej (Bi-
anci 2015). Potvrdzuje to aj charakteristika amerického trhu s vinom, pre ktory je typické, ze
spotrebitelia vina si kupuju rozne druhy a rozne znacky vina. Zvytajne povazuju jednu znacku
za svoju ,domacu®, no aj tak nakupuju aj rozne dalSie znacky (Moulton a Lapsley 2001).

Americki autori (Thach a Olsen 2006) upozorfiovali, ze novym slubnym demografickym seg-
mentom je generacia Y, lebo vino patri k jej oblUbenym napojom, hlavne ak je dostupné
a zabavné (Wagner et al. 2011). No na druhej strane generacia X vynalozi najviac finan¢nych
prostriedkov na nakup vina, a preto by ju vinarski producenti nemali opomenut (Forbes 2020).
V sucasnosti sa do popredia dostava eticky konzumerizmus a hlavne mladych ludi ¢oraz viac
zaujima dopad ich spravania na spolo¢nost a zivotné prostredie. To potvrdzuje aj Kadlec
(2020), ktory uvadza, Ze sucasni mladi ludia su scestovani, rozhladeni a ako zakaznici pomerne
naroc¢ni. Nakupuju vacsinou pre potesenie, no zaroven su vnimavi a spravaju sa zodpovedne.
Vinari by sa preto pri vyrobe, predaji a komunikacii mali spravat zodpovedne, o mdzu uviest
na etiketach svojich flias (Wine intelligence 2019). Treba v3ak brat na vedomie, Ze spotrebite-

19



20

lia st nedodvercivi a mnohi povazuju eko spravanie len za marketingovy zamer, a nie skuto¢nu
snahu spravat sa ekologicky a udrzatelne ( Hakl Pickova a Hruby 2020).

Spotreba vina na Slovensku je kolisava. Za poslednych 5 rokov klesla o 17,6% a v roku 2019
medziro¢ne klesla spotreba vina na obyvatela o 0,50 na 12,2l (Merava 2020 s. 5). Je samoz-
rejmostou, ze kazdy vinar by mal sledovat suc¢asné trendy. K takymto trendom patria organ-
ické vina, ktoré su vyrabané z hrozna pestovaného v sulade s principmi ekologického polno-
hospodarstva, oranzové vina, ktoré sa vyrabaju kvasenim hrozna v hroznovej Stave spolu so
Supkami a jadierkami, ruzové vina a alternativne balenia vina, napriklad plechovky (Errand
Pro 2020).

Kreativita je to, ¢o méze pomoct prilakat novych a udrzat si existujucich zakaznikov. Ukazalo
sa, ze vacsina ludi povazuje znacky za sebecké, ktoré cely ¢as rozpravaju o sebe a reklama ako
sposob komunikacie je uz pre spotrebitelov obtaZzujuca (Sense. In: Smilansky). Jedna $tudia
ukazala, ze oslovenym respondentom chybaju zivé zazitky (94%), ¢o mbze pre vinarov pred-
stavovat prilezitost priniest farby a energiu do Zivota ludi (Sense) napriklad prostrednict-
vom zazitkového marketingu, ktory tiez patri k si¢asnym trendom nielen v oblasti vinarstva.
Zazitkovy marketing umoznuje obojsmernd komunikaciu a priamo na Zivo zazitok so znackou
(Smilansky 2018, s. 12). V oblasti vina k popularnym akciam zazitkového marketingu patria
podujatia v ramci vinnej turistiky a vino v spojeni s gastronémiou.

Vinna turistika spaja pestovanie, vyrobu a predaj vina s cestovnym ruchom vo forme vinohrad-
nickych udalosti ako su vinne cesty, festivaly alebo slavnosti, dni otvorenych dveri, cesty za
vinom, vinobrania alebo ochutnavky (Vrabec 2019). V roku 2020 sa na Slovensku konal 4.
ro¢nik akcie Vino pod hviezdami v pezinskych vinohradoch, od roku 2016 sa v Trencine or-
ganizuje festival Vino pod hradom, Den vo vinohradoch (Malych Karpat) ma uz dvanastro¢nu
tradiciu. Mozno eSte spomenut aj dalSie ako Prirodovedno-degustacna vychadzka po racian-
skych vinohradoch, Sen noci svitojurskej, Glu Glu, Vlci a ruze, Stiavnicka vinna $pacirka, Fes-
tival poctivych vin, Letné vinohradnicke kino, Po Cajkove za vinom, Spoznavajte vinarstva ze
Skalice a mnoho dalsich (kamzavinom.sk). Hlavnou motivaciou k navsteve takychto podujati
je relax a spoznavanie vina (Asero a Patti 2011). Vinari zareagovali aj na pandemicku situaciu
a niektori organizuju online degustacie. Zakaznik si objedna degustacny balik vin a vinar posle
link na pripojenie. Vino v spojeni s gastronémiou ponuka rozne formy, ako napriklad pred-
nasky a prezentacie vin priamo v re$tauracii, varenie z receptov, ktorych sucastou je vino,
varenie a kombinovanie jedla a vina, priprava mieSanych napojov s vinom apod.

Ciel a metodika Cielom prispevku je poukazat na aktualne trendy v oblasti vinarskeho
priemyslu a prezentovat vysledky prieskumu zameraného na vinarske podujatia. Pri spraco-
vani sme vychadzali z domacich aj zahrani¢nych zdrojov zaoberajucich sa spotrebitelskym
spravanim v oblasti vina a vinarskymi trendmi. V marci a aprili 2020 sme realizovali kvan-
titativny prieskum, ktorého cielom bolo zistit znalosti a postoje k vinarskym podujatiam na
Slovensku. Cielovou skupinou boli dospeli ludia, ktori aspof obcas piju vino. Dotaznik bol
rozdeleny na dve Casti. V prvej Casti sme prostrednictvom vyrokov v Likertovej $kale zistovali
charakteristiku respondentov z hladiska ich postoja k vinu. Tato charakteristika vyustila k vy-
tvoreniu troch typov, a to nadSenec - milovnik, obycajny a bez zaujmu. Druha ¢ast dotaznika
bola zamerana na znalosti a postoje k vinarskym podujatiam. Zber Udajov sa realizoval pros-
trednictvom CAWI s vyuzitim Google Forms. Odkaz na dotaznik bol zdielany na Facebooku aj
na profiloch vinarstiev a v skupinach, ktorych predmetom bolo vino. Ziskali sme 161 riadne
vyplnenych dotaznikov. Vzorku tvorilo 59% Zien a z hladiska veku sme vytvorili 3 priblizne
rovnako zastlupené vekové kategérie, a to do 25 rokov, 26 az 35 rokov a nad 35 rokov.

Typoldgia z hladiska postoja k vinu Struktdra respondentov z hladiska ich nadsenia
k vinu (Tab. 1) ukazala, Ze Stvrtina respondentov su milovnici-labuznici, ktori uprednostnuju
kvalitu vina pred jeho cenou, vyhladavaju vina, ktoré su nie¢im Specialne a vino je doleZitou
sucastou ich zivotného 3tylu. Priblizne dve patiny respondentov patria do skupiny obycajnych
spotrebitelov vina, ktori neradi experimentuju a piju len vina, ktoré poznaju a kvalita nie je
pre nich az tak doélezita, ak je cena vina vyhodna. Pre tretiu, najmenej pocetnu kategoériu
je typické, Ze vino nepiju Casto, zvycajne len v spolo¢nosti alebo ked ich niekto ponukne.
K nizSiemu zastUpeniu tejto skupiny prispelo to, Ze dotaznik bol dostupny na profiloch vinarst-
iev a v skupinach, ktorych predmetom bolo vino, a tieto stranky takyto typ ludi pravdepo-
dobne nezvykne navstevovat.

Postoj Pohlavie Vek
vietci muzi Zeny do 25 26-35 36 aviac
milovnik 24,6 27,8 22,4 19,1 25,5 30,6
oby¢ajny 62,3 61,1 63,2 61,7 63,8 61,1
bez zaujmu 131 111 14,5 19,1 10,6 8,3

Tabulka 1: Postoje k vinu (%)
Zdroj: Vlastné spracovanie

V postoji k vinu nie si vyznamné rozdiely medzi muzmi a Zenami ani medzi vekovymi kategé-
riami, aj ked Udaje naznacuju, Ze s rastom veku rastie podiel milovnikov vina, ktori vinu ro-
zumeju a maju ho radi (19% z vekovej kategorie do 25 rokov a takmer 31% z ludi nad 35 rokov).

Znalost podujati Zamerali sme sa na znalost 6smich podujati, pricom sme sa snazi-
li pouzit vSeobecny nazov podujatia bez priradenia ndzvu obce alebo mesta, pretoze niek-
toré podujatia sa liSia v nazve len pridanim lokality. M6Zeme konS$tatovat, Ze podujatia or-
ganizované vinarmi si zname, ani jedno zo skimanych nemalo niz3iu znalost ako 20% (Graf
1). Najznamejsim podujatim, ktoré organizuju vinari, je jednoznacne vinobranie. K tomuto
vysledku mohlo prispiet to, Ze vinobrania maju u nas dlhoro¢nu tradiciu a organizuje ich vela
obci, mestskych Casti alebo miest. Za vinobranim nasleduje def otvorenych pivnic a viac ako
polovica vie, Ze sa organizuju aj rézne ochutnavky, sutaze alebo vystavy a def vo vinohradoch.

Vinobranie 92,4
Deni otvorenych pivnic 75,6
Ochutnavky 57,3
Deii vo vinohradoch 53,4
Mala vinna ulicka 40,5
Vino pod hviezdami 38,9
Vino na hrade 32,8

Piknik vo vinohradoch 22,9

0% 20 % 40 % 60 % 80 % 100 %

Graf 1: Znalost podujati (%)
Zdroj: Vlastné spracovanie
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V ramci typoldgie sme zaznamenali vyznamné rozdiely v znalosti podujati (Tab. 2). Milovnici
celkom prirodzene vykazuju vy$siu znalost nez ludia, ktorych vino nezaujima a pri niektorych
podujatiach aj v porovnani s oby¢ajnymi konzumentmi vina.

Podujatie Typy Rozdiely

milovnik obycajny bez zaujmu sig. level
Vinobranie 93,8 95,1 76,5 0,03
Deri otvorenych pivnic 84,4 79,0 471 0,02
Ochutnavky, vystavy 75,0 54,3 35,3 0,02
Deri vo vinohradoch 68,8 53,1 29,4 0,03
Mala vinna ulicka 40,6 46,9 11,8 0,06
Vino pod hviezdami 46,9 40,7 17,6 0,30
Vino na hrade 50,0 28,4 23,5 0,06
Piknik vo vinohradoch 31,2 24,7 0,0 0,13

Tabulka 2: Znalost podujati podla postoja k vinu (%)
Zdroj: Vlastné spracovanie

Medzi muzmi a Zzenami nie sU vyznamné rozdiely v znalosti jednotlivych podujati (Tab. 3).
Starsi respondenti poznaju vo vys3ej miere podujatia ako der otvorenych pivnic, ochutnavky
alebo vystavy a den otvorenych pivnic, nez mladsi. Jediné podujatie vino pod hviezdami
poznaju viac (nie vSak vyznamne) najmladsi respondenti nez ostatni.

Podujatie Pohlavie Vek Rozdiely
muzi Zeny do 25 26-35 36 + sig. level
Vinobranie 90,7 93,5 89,4 95,8 91,7
Deri otvorenych pivnic 83,3 70,1 66,0 72,9 91,7 0,00
Ochutnavky, vystavy 51,9 61,0 46,8 54,2 75,0 0,03
Deri vo vinohradoch 53,7 46,3 46,8 45,8 72,2 0,03
Mala vinna ulicka 38,9 41,6 31,9 375 55,6
Vino pod hviezdami 33,3 429 44,7 35,4 36,1
Vino na hrade 24,1 39,0 29,8 375 30,6
Piknik vo vinohradoch 20,4 24,7 23,4 22,9 22,2

Tabulka 3: Znalost podujati podla pohlavia a veku (%)
Zdroj: Vlastné spracovanie

Zaujem zucastnit sa podujati Da sa povedat, Ze vSetky podujatia su atraktivne, lebo
viac ako polovica respondentov prejavila ochotu zucastnit sa ktoréhokolvek z nich (Graf 2).
Velky zaujem je o vietky spominané druhy (tri Stvrtiny a viac) okrem ochutnavok alebo vystav
(polovica respondentov).
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Graf 2: Zaujem o ucast (%)
Zdroj: Vlastné spracovanie

Ked porovname znalost podujati so zaujmom o ne (Graf 2), vidime, Ze menej zname podujatia maju
velky potencial uspiet u spotrebitelov. Ich slabou strankou je, Ze o nich spotrebitelia nevedia.
Porovnavali sme zaujem o ucast na jednotlivych podujatiach medzi muzmi a Zenami, vekovymi
kategoriami a podla postoja k vinu. Vyznamné rozdiely sa vyskytli len medzi réznymi typmi konzu-
mentov vina (Graf 3). Milovnici vina prejavili vyrazne vacsi zaujem zucastnit sa dria vo vinohra-
doch (sig. level=0,00), malej vinnej uli¢ky (sig. level=0,00), diia otvorenych pivnic (sig. level=0,03)
a ochutnavky alebo vystavy (sig. level=0,06) neZ ti, ktorych vino aZ tak nezaujima. Ti zase prejavili
relativne vysoky zaujem o vinobranie a vino pod hviezdami.
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Graf 3: Zaujem o Ucast na podujatiach podla postoja k vinu (%)
Zdroj: Vlastné spracovanie
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Tych respondentoy, ktori sa uz zucastnili nejakého podujatia, sme sa spytali, o sa im pacilo
a €o nie. Odpovede sa Lisili podla toho, & hodnotili malé alebo velké podujatie. U&astnici
ocenili atmosféru podujatia, regionalne zvyky, gastronémiu, moznost ochutnat kvalitné vina
v spolocnosti priatelov, prostredie vo viniciach, aktivity suvisiace s vinom (testovanie voni).
K negativam velkych podujati patria davy ludi, dlhé rady, nedostatok toaliet a nadob na od-
pad, vysoké ceny.

Zistovali sme tiez zaujem respondentov o exkurzie vo viniciach, kde by sa aj mohli niecomu
priucit alebo vyskU3at si, ako sa to robi. Stvrtina respondentov neprejavila zaujem o takuto
aktivitu a ostatni by sa chceli zapojit najma do spracovania hrozna na vyrobu vina a do jeho
zberu (Graf 4).

Spracovanie hrozna 51,7
Zber hrozna 43,5
Strihanie vinica 26,7
Nezaujem 26,0
1 1 1 1 1 J
0% 10 % 20 % 30 % 40 % 50 % 60 %

Graf 4: Zaujem o exkurzie (%)
Zdroj: Vlastné spracovanie

Zaver Prieskum ukazal, ze va¢sina ludi ma kladny postoj k vinu. Stvrtinu mozno po-
vazovat za jeho milovnikov a znalcov a to, ¢o by mohlo vinarov zaujimat je, Ze s rastom veku
sa ich podiel zvySuje. Prave tento segment vykazal vyssie znalosti podujati a aj zaujem sa
ich zucastnit. K najznamejsim podujatiam, ktoré vinari organizuju, patri vinobranie, den ot-
vorenych pivnic a rézne ochutnavky, sutaze alebo vystavy. Respondenti prejavili velky zaujem
zucastnit sa podujati organizovanych vinarmi.

Slovenski vinari sa prispdsobuju aktualnym trendom, ¢o dokazuju ich aktivity za posledné
roky. Roz3iruje sa ponuka ruzovych, ovocnych alebo bio vin. V oblasti zaZitkového marketingu
vinari ponukaju podujatia vo forme vinnych ciest, festivalov, slavnosti vo vinohradoch alebo
online degustacii. Vysledky prieskumu ukazali zaujem ludi zuc¢astnit sa takychto podujati, no
mnohi o nich eSte nepoculi. Preto m6zeme vinarom odporucit, aby zintenzivnili komunikaciu
s cielom zvysit znalosti o svojich podujatiach. Prieskum naznacil potencial nielen v suvislosti
s pitim vina, ale aj s aktivitami v oblasti pestovania vinica alebo spracovania hrozna. Zapojenie
ucastnikov do hier, testov alebo ¢innosti suvisiacich s pestovanim vini¢a a vyrobou vina je
urcite cesta, ktorou mozu vinarstva zaujat a prilakat ludi.

Limitom realizovaného prieskumu je, Ze vzorka nebola tvorena nahodnym vyberom, a preto
vysledky nemozno zovseobecnit na celd populaciu spotrebitelov vina na Slovensku. Aviak vda-
ka narastu pouzivania internetu u tudi rézneho veku na Slovensku verime, Ze nasa $tudia méze
poskytnut dobry pohlad na znalosti a zaujem o vinarske podujatia na Slovensku. Navrhom
pre buduce prieskumy je moznost zamerat sa aj na dalSie aktivity suvisiace s vinom ako napr.
vyroba menej znamych vin alebo vyuzitie vina v gastronomickom zazitkovom marketingu.

Poznamky | Notes Prispevok je vystupom rie$enia projektu VEGA €. 1/0657/19 Uloha
influencerov v procese nakupného rozhodovania spotrebitela.
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Résumé Is there demand in wine events in Slovakia?

Wine is a specific product with a high level of differentiation according to the attributes on
the basis of which consumers decide on its choice. These attributes include taste, price, brand,
country of origin or vine variety. At present, ethical consumerism is gaining prominence and
consumers are more interested in the impact of their behavior on society and the environment,
which is another factor in their wine purchasing decisions. Opportunities for winemakers can
also be the use of experiential marketing tools, which allows consumers to directly experien-
ce an unconventional brand experience. The aim of the paper is to point out current trends in
the wine industry and to present the results of a survey focused on knowledge of wine events.
The aim of the survey was also to create a typology of consumers in terms of their attitudes to
wine and to identify interest in events organized by wine producers in Slovakia.
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ALEXANDRA FRATRIC,
MARGARETHE UBERWIMMER

ASSESSING STAKEHOLDERS’
NEEDS AND EXPECTATIONS:
BUSINESS TRANSFER
MATCHMAKING-PLATFORM FROM
A MARKETING PERSPECTIVE

Even though almost half a million companies in Europe are transferred every year, only 30% of
family-owned businesses manage to complete this process successfully. Therefore, a match-
making platform to facilitate national and transnational business succession was developed as
a part of the Interreg ENTER-transfer project (Interreg Central Europe, CE 1158). In this article,
the authors present the platform, its planned functionalities, as well as feedback which was
collected from future users and public authorities (i.e. future “customers”). To ensure maximal
functionality of the platform and the fulfillment of stakeholder needs, which are prerequisi-
tes of a successful go-to-market and high future user frequency, qualitative interviews with
public authorities and an additional 23 interviews with potential users from Austria, Croatia,
Czech Republic, Slovakia, and Poland were conducted. Based on the data collected, the authors
identified the prerequisites, motivations, essential infrastructure, cooperation possibilities, pro-
blematic elements, and specific consulting requirements necessary to develop and implement
successful business ownership transfer. The analysis of the information gathered during the in-
terviews as well as practical implications stemming from the data and its effect on the platform

development and marketing will be presented in this article.

Introduction Business transfers, especially for SMEs with a family ownership background, are
a notable challenge (Schiefer et al. 2018, 2019; Griffeth et al. 2006; Varamaki et. al 2014; Malinen
2004). Alarming statistics (e.g. from the KPMG 2015 report, which states that only around a third of
all family businesses made it to the second generation) and the diagnosis of the often insufficient-
ly developed business transfer environment, especially in Central and Eastern European countries,
were motivators for the project. Furthermore, the risk of business liquidations and job losses were
a main reason for starting the ENTER-transfer project, aiming at building competence and aware-
ness, as well as exchanging expertise at a European level. Since project findings and the literature
(Whatley 2011; Lansberg 1988; Sharma et al. 2003) underline the importance of early planning and
preparation for a successful business transition, one of the project outcomes, a so-called “Match-
making-Platform” was designed to facilitate the business transfer process and appeal to as many
“transferers” in need of information as possible.

Firstly, the ENTER-transfer project will be briefly presented. Secondly, an overview of the Matchma-
king-platform, its potentials, functionalities and intentions will be provided. Thirdly, insights from
the analysis of retrieved data about needs and expectations of potential users and public authorities
from the project countries Austria, Croatia, Czech Republic, Poland and Slovakia will be given.
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The main intention of the ENTER-transfer project (2017-2020) was to facilitate business succe-
ssion at national and transnational level(s). The project aimed at developing innovative tools
and services in order to streamline the business succession process and help to sustain family
businesses. Moreover, the main project outputs are the above-mentioned matchmaking-plat-
form for companies that seek succession, a toolbox with practical guidelines for both succession
seeking companies and potential successors, and strategies for creating favorable conditions for
business succession. All these project outputs need to be accepted by users on the market and
therefore be presented in a user-friendly way. As presented in 2019, a considerable step forward
was the development of a business succession model with information and self-evaluation
functions (Schiefer et al. 2019, succession forms cf. Figure 1; succession phases cf. Figure 2).
Moreover, a crucial goal was to raise awareness among future users and succession-supporting
capacities of public bodies through training and regional strategies in all partner countries,
strengthen skills and competences of young entrepreneurs, owners of family businesses and
their descendants by offering targeted training courses (cf. the project-webpage online).

WHO?
successor among successor among successor as an  undesired liquidation
the famiily emplyees/management investor without successor

Figure 1: Different succession forms in the ENTER- transfer model
Source: Schiefer et al. (2019)

SUCCESSOR AMONG
THE FAMILY
information phase analytic phase concept implementation phase

and purpose

Figure 2: The four different business succession phases in the ENTER- transfer model
Source: Schiefer et al. (2019)

2 The “Matchmaking-Platform” — an approach to facilitating business transfers According
to the project concept, which was published internally in July 2019 by the Biz-up (Biz-up 2019),
the matchmaking-platform (MP) is intended to meet the following goals:

e Firstly, it should serve as a marketplace for (family) businesses, potential successors and in-
vestors.

¢ Secondly, it should be a central point of information, offering links to relevant information.

¢ Thirdly, it should serve as a tool for awareness raising within companies, society and policy
maker groups to ensure support from all sides and encourage an early start of the succession
process.

¢ Fourthly, it should be a transnational platform, offering a bigger pool of potential matches and
enabling cross-border cooperation.

In the past year, the platform has been programmed and tested in all partner languages (CZ, GE,
HR, PL, SK) and English. The platform was launched at the end of April 2020 at www.entertrans-
fer.com (Figure 3).

Prior to the detailed elaboration of the MP, it was crucial to collect data on the needs and ex-
pectations of potential users and public authorities. Therefore, quantitative (limesurvey, N=23)
and qualitative (1-2 qualitative interviews per country, 7 in total) surveys were conducted. The
findings are presented in the following two chapters.

Information Successor  Company

Welcome

TO THE MARKETPLACE FOR BUSINESS
TRANSFER

REGISTER

Figure 3: Screenshot of the Matchmaking-Platform
Source: Authors

2.1 Assessment of public authorities’ needs and expectations To assess the situation, ne-
eds and expectations in all project countries, and ensure the matchmaking platform’s fulfilment
of regional requirements, its market acceptance and frequent use by target groups, the project
partners conducted a maximum of two qualitative interviews with public authorities in each
partner country, Austria, Poland, Slovakia, Czech Republic, Hungary, and Croatia. The structure of
the interviews was designed to gather information about the following areas of interest:

¢ From your point of view, which problems in the area of business succession should a platform
solve?

« What are necessary prerequisites that need to be covered, so that your region will benefit from
such a platform? (language, international networking, etc.)
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¢ How could you inspire your stakeholders/customers to use the platform? Which features
would be convincing?

¢ In which areas could your infrastructure contribute to the intensive use of the platform?
Opportunities for cooperation?

* What were the last two "cases” of business succession that you dealt with and what were the
special (consulting) needs in those two cases?

According to the public authorities, the succession platform should provide business owners
with information and guidance to make business transfers quicker and less complicated. It is
essential to address topics such as family law, management, the process of selling a family bu-
siness, the distribution of shares in the company in the case of sale (partial sale), or in the case
of succession. In addition, the platform should include contact data of local, regional, national
and European institutions which support entrepreneurs in the process of business succession.
Successful examples of business succession cases with practical recommendations were regar-
ded as a beneficial tool to provide essential information and share experience with individuals
considering business transfer.

The most significant prerequisite to be considered in order to make the platform functional
and beneficial was the availability of regional languages and English as a common language, to
enable a high degree of acceptance and usage rate on the regional markets. Moreover, according
to the Head of Regional Development Department of South Bohemia Regional Authority in the
Czech Republic, a specific person should be assigned to provide assistance to potential candida-
tes using the platform in case further information is needed. It is crucial that numerous instituti-
ons are involved and interconnected via educational events and counselling to disseminate and
promote the platform among potential regional users. A high degree of data reliability and data
quality ensure that the needs and requirements of potential users are met. To encourage stake-
holders to use the developed platform,a combination of appropriate marketing communication
channels is advised. Information can be effectively distributed not only during project activities,
but as suggested by the NPC - National Business Centre in Slovakia, also through the project
partners’ websites, partner institutions, social networks, direct contact with regional family busi-
nesses, and various events. Presenting the benefits of the platform and providing opportunities
for interested parties to test it would increase the usage rate among stakeholders, which would
otherwise be a challenging task after the end of the project.

The public authorities could provide infrastructure, promote the platform via existing regio-
nal networks and contribute to raising awareness and intensifying usage of the platform as
well as promoting the project outputs and disseminating relevant information during regional
events with stakeholders. Moreover, exchange of good practices would be an attractive feature
resulting in a higher rate of platform usage, according to the RPIC PO - Regional Advisory and
Information Centre PreSov, Slovakia.

2.2 Assessment of potential users’ needs and expectations In addition to the public
authorities, potential users of the matchmaking-platform from Austria, Slovakia, Croatia, Czech
Republic, and Poland were asked to participate in an online survey. The sample included SMEs
with (future) succession plans, which had been invited in the course of the project’s pilot actions.
In total, 23 questionnaires focusing on the needs and expectations of potential users as well as
perceived benefits and barriers were collected and analyzed in order to adapt platform develo-
pment and marketing processes accordingly.

Potential users saw the possibility to get in touch with potential matches (82% ranked this cri-
terion as important or very important) and the ability to select and filter businesses by specific

criteria as the most significant benefit of the business succession matchmaking platform. Over
65% of participants also stated that it is important or very important to be able to obtain additi-
onal information and details about every business profile presented. More than 78% of potential
users requested presentation of the platform in their local language as well as English.
Almost half of the respondents were unsure if they had ever even considered the possibility of
cross-border business succession. Nevertheless, in the case of cross-border succession, the most
beneficial service for the users seemed to be international legal consulting (65% of respondents
ranking it as important or very important), followed by translation services (60.8%), and informa-
tion on political and national economics (52%). The potential users were also asked to rank the
criteria needed when presenting themselves on the platform for a potential successor. Almost
74% ranked the job description and the tasks expected to be taken on by the owner as the
most relevant elements. This aspect was closely followed by location and business sector (70%),
indication of price (60%), and number of employees (40%). The majority of respondents were
willing to share information on the succession platform about their business sector, number of
employees, and qualifications and experience required of the potential successor.
Approximately half of the users were unsure whether they wanted to share information about
the planned time of succession and financial figures. Interestingly, information about market
share was considered as confidential information by 35% (see Table 1.) The most significant
barrier keeping the users from implementing the succession platform as a part of the business
transfer was the worry about potentially fraudulent platform participants and lack of trust re-
garding data security.

confidential® not sure yet** not confidential***
Number of employees 4% 22% 74%
Turnover 22% 30% 48%
Other financial figures 26% 52% 22%
Market share 35% 39% 26%
Planned time of succession 17% 52% 30%
Management options after succession 17% 39% 43%
e i
Business sector 13% 13% 74%

* confidential: “This information is confidential. | would not present it at all on an online platform.”

** not sure: “l am not sure yet, if | would or would not present this information on an online platform.”

*** not confidential: “This information is not confidential. | would fully present this information on an online platform.”
Table 1: How much information are you willing to share on a matchmaking-platform?
Source: Authors

3 Conclusions and outlook The authors of the article presented the matchmaking plat-
form developed as an outcome of the Interreg Central Europe ENTER-transfer project as well as
its specific functionalities. In order to ensure maximal fulfillment of user and stakeholder needs
and expectations, the project partners conducted qualitative interviews with public authorities
and 23 further questionnaires were filled in by potential users from the project region: Austria,
Slovakia, Czech Republic, Poland, and Croatia. Based on the data collected, the authors were able
to identify perceived benefits and barriers, as well as prerequisites, motivations, essential infra-
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structure, and specific consulting aspects necessary for successful development, implementation,
and marketing of the platform. The benefits which the potential users perceived as the most im-
portant and which need to be effectively advertised to the target groups were the focus on family
law, the process of selling a family business, management and the distribution of shares when
selling the company or during succession. It is essential that the matchmaking platform includes
contact data of local, regional, national, and European institutions which serve as a support ne-
twork during the process of business succession.

Moreover, the most commonly stated need of potential users was the use of local languages in
addition to English. The factors legal consulting, translation services and information on political
and national economics proved to be crucial attributes and were, therefore, addressed on the plat-
form. However, based on the feedback received by potential users, the platform faces potential hu-
rdles, mainly with regard to the reluctance of users to provide information deemed as confidential,
and also due to the unwillingness of users to consider business transfer across national borders.
These barriers occur mainly due to a lack of information about data security measures and the
possibilities of cross-border transfers and can be addressed and diminished by an appropriately
designed marketing strategy and processes aimed at the dissemination of relevant information.
The matchmaking-platform was presented in May 2020. From this point on, it was necessary to
communicate the information to potential users and maintain a high frequency of visits to the
webpage. The Chamber of Commerce is usually the first regional contact point when looking for
a business successor, so a future study of changes in the behavior of regional SMEs and family-
-owned businesses could be an indication of the success rate of the platform. Will the marketing
strategy effectively communicate the benefits of the platform? Will the users consider internati-
onal succession options offered by the matchmaking-platform? What will be the feedback regar-
ding the usability of the platform? The future of the matchmaking-platform will provide insight
into the openness of SMEs and family-owned businesses to implement online solutions for se-
rious matters like a business handover.
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We would especially like to thank our Austrian project partner, Business Upper Austria, which
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Résumé Posudenie potrieb a o¢akavani stakeholderov: Platforma na vytvaranie dohéd
o podnikovom transfere z marketingovej perspektivy

Aj ked sa kazdy rok prevadza takmer pol miliéna spolo¢nosti v Eurdpe, iba 30% rodinnym
podnikom sa podari tento proces UspeSne dokoncit. Preto bola v ramci projektu transferu
Interreg ENTER (Interreg Central Europe, CE 1158) vyvinuta platforma na vytvaranie dohod
s cielom ulahdit narodné a nadnarodné obchodné nastupnictvo. V tomto ¢lanku autori pre-
zentuju platformu, jej planované funkcionality, ako aj spatnu vazbu, ktora bola zhromazdena
od buducich pouzivatelov a verejnych organov (t. j. buducich ,zakaznikov*“). Na zabezpecenie
maximalnej funk&nosti platformy a splnenie potrieb zainteresovanych stran, ktoré su pred-
pokladom uspesného uvedenia na trh a vysokej buducej frekvencie pouzivatelov, boli usku-
to¢nené kvalitativne rozhovory s verejnymi organmi a dalSich 23 rozhovorov s potencialnymi
pouzivatelmi z Rakuska, Chorvatska, Ceskej republiky, Slovenska a Polska. Na zaklade zhro-
mazdenych Udajov autori identifikovali predpoklady, motivaciu, zakladnu infrastrukturu, moz-
nosti spoluprace, problematické prvky a konkrétne konzultatné poziadavky potrebné na vyvoj
a implementaciu Uspesného prevodu vlastnictva podniku. V tomto ¢lanku bude predstavena
analyza informacii zhromazdenych pocas rozhovorov, ako aj praktické dosledky vyplyvajuce
z Udajov a ich vplyvu na vyvoj a marketing platformy.
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TEXT | MARCUS DIEDRICH

HOW IS THE HOME OFFICE USED
BY SALES AND MARKETING
EMPLOYEES DURING AND AFTER
THE CORONA CRISIS?

Employers must offer home offices wherever possible. This is provided for by the Corona Occu-
pational Safety and Health Ordinance, which came into force in Germany on January 27th. The
ordinance also contains protective measures for those employees whose presence in the com-
pany is essential. In addition, employees are not obliged to use home office. Employers must
take appropriate measures to ensure equivalent protection for them and for employees who
cannot work from home. Employers are obliged to offer home office unless there are compelling
operational reasons to the contrary. In addition, there are other reasons why companies cannot
offer a home office, e.g. the inadequate broadband expansion in rural regions and the lack of
IT infrastructure in companies in which digitization is still in its infancy. The aim of this work is
to find out how the employees in marketing and sales assess the efforts of their companies to

https://doi.org/10.46286/msi.2021.16.1.5

offer home offices now and in the future. To this end, three hypotheses are made.
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1 Introduction Before any crisis occurs, marketers draw response plans, form crisis
teams and prepare model bits and pieces for rapid media response. Never we can be fully
prepared for the unexpected. Many businesses were left with not knowing what to do when
affected by governmental shutdowns, not knowing what to do with a crisis, which is not in-
ternally driven (Strach 2020). As a result, many companies could not act quickly when the first
lockdown was due in 2020. They weren't digitally transformed enough to offer home offices.
The home office is also known in Germany under the terms “Teleworking” or “e-Work”. Work
in the home office is done from home by definition. Employees set up a workplace in their
house or apartment and can discuss tasks and goals with the employer via email or telephone.
There are two different types of home office in Germany. In home-based teleworking, work is
done exclusively from home. In alternating teleworking, the employee works both from home
and at the company's workplace (VFR 2021). The corresponding working days and times are
agreed in advance. Below we will talk about alternate teleworking.

Home office is often mentioned in the context of work 4.0. What's it all about? Work 1.0 de-
notes 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, work is not only changing in the factory. Digi-
tization has long since reached all industries. Take the office as an example: thanks to digital
communication and information technologies, employees can work at different times and in

VYSKUMNE PRACE | RESEARCH PAPERS

different places, even together in a team or on a project. Working hours and places of work 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 boundaries between work and leisure will continue to
blur and that there are hardly any rest and relaxation phases due to the constant availability.
What is already normal for many freelancers and start-ups is an insurmountable hurdle for
many medium-sized companies. Above all, the disadvantages of working from home are seen
here, such as the loss of control and the poor availability of employees. But there is also
something moving in medium-sized businesses, not least because of the Corona occupational
health and safety regulation, which came into force in Germany on January 27th. The Federal
Ministry of Labor and Social Affairs writes the following as an introduction to the regulation:
A hard economic shutdown can only be avoided if the risk of infection at the workplace is
reduced. The incidence of infections remains high despite the drastic reduction in contact in
many areas of life. Therefore, additional measures are needed, especially at the workplace, to
ensure the health protection of employees and to keep companies open. Effective protection
in the workplace is important. It is about occupational health and safety for all employees.
Home office for everyone who can also perform their tasks at home is a component, because
those who work in the home office also protect their colleagues in the company. In the same
way, work in the company must also be safe for those who cannot move their jobs home
(BMAS 2021).

For marketing and sales employees who are allowed to work from home, it is important to
always be connected to the team when working from home and to work as efficiently as in
a normal workplace. In addition to the operational, ergonomic and labor law requirements,
this naturally also requires the technical, i.e. the right software on the laptop or home com-
puter. Business messengers that include both an instant messenger and a video messenger
are ideal here. Common data can be shared in cloud storage. When it comes to coordinating
projects, there are special programs that have virtually everything on board for planning,
sales and marketing.

1.1 Objective and method The aim of the study is to examine the changed perception
of working in the home office during the Corona crisis and to find out how the home office
is used after the crisis. Are more employees being sent to the home office? And are video
conferences establishing themselves as an integral part of communication? In order to create
a basis for discussion, these questions are condensed into three hypotheses, from which the
questions for the online survey result:

H1:,The use of instant messaging, digital events and virtual meetings increased during the
corona crisis.”

H2: ,The home office will still be used at least once a week after the Corona crisis.”

H3: ,Home office is often not allowed, although it is technically possible.”

The work begins with an introduction and the presentation of the objectives in Chapter 1.
Chapter 2 shows the structural requirements for working from home. In particular, the tech-
nical, ergonomic and labor law requirements are dealt with. Chapter 3 shows the advantages
and disadvantages of working from home. Chapter 4 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 5 summarizes and
explains recommendations for action.

2 Requirements for working in the home office The basis and booster of this develop-
ment is technological progress. Computers have become faster and more powerful in the last
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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,
computers 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 mis-
used (Diedrich and Peplinski 2020). If a company wants to offer working from home, it must
consider in advance whether it is possible in principle. The operational, technical, ergonomic
and labor law requirements must be analyzed.

2.1 Operational requirements With a small number of employees, working from home is
usually not an option. Certain professional groups are also excluded from working from home.
If the employees mainly work in the office in front of the screen, home office can certainly be
an option. The home office is particularly suitable for IT developers, salespeople or creative
jobs who could basically also work from home. In addition, working from home makes sense
if the employees have a long way to work (VFR 2021). Home office is out of the question for
66 percent of employees - people who work on construction sites, in canteens or hospitals,
for example. It is important for every fifth person to separate private and professional life.
And one in ten cannot work from home at all (ZDF 2021). The Federal Ministry of Labor and
Social Affairs describes the requirements as follows: Many activities in production, services,
trade, logistics, etc. do not allow you to work from home. There may also be understandable
operational reasons in other areas that speak against relocating to the home office. This can
be considered, for example, if the operational processes would otherwise be significantly
restricted or could not be maintained at all. Examples can be: Secondary activities associated
with an office activity such as processing and distributing incoming mail, processing incom-
ing and outgoing goods, counter services for customer and employee contacts that are still
required, material issue, repair and maintenance tasks (e.g. IT service ), Caretaker services and
emergency services to maintain operations, possibly also ensuring first aid in the company
(BMAS 2021).

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 the 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 con-
trol, issuing service devices, etc. (Bitkom 2020).

2.2 Technical requirements In the home office, it is especially important that the em-
ployees are available. This can be guaranteed via the Internet and telephone. Ideally, employ-
ees make phone calls in the home office as well as in the office: They can be reached under
their work number and when they make their own calls, the work number appears and not the
private number. The telephone system in the company must regulate this. It is important to
check what options the telephone system offers for this. Telephone systems based on VolP
(“Voice over IP”) usually offer a high degree of flexibility. It may be necessary to install apps
on the employees' smartphones that can be used to separate private and business phone
numbers (GWG 2021).

Broadband expansion with fiber optics is a prerequisite, especially in urban areas. The ques-
tion is not whether, but how fast the data will flow. However, many small and medium-sized
companies have settled in rural areas. There it must be ensured that both the company and

the employee in the home office have sufficient bandwidth. The discrepancy between village
and city can be seen in Table 1.

Bandwidth Urban Semi-urban Rural
2 16 Mbit/s 99.1 95.0 85.4
2 30 Mbit/s 98.3 93.0 81.6
2 50 Mbit/s 97.8 90.9 771
2100 Mbit/s 94.5 79.6 58.3
2200 Mbit/s 90.9 67.3 37.6
2 400 Mbit/s 85.5 53.0 21.8
21000 Mbit/s 74.6 37.0 16.7

Table 1: Broadband availability in Germany by community
Source: BMVI (2020)

Either the company provides the employees with a fully configured computer. Or the em-
ployees use their private computers. In any case, a clear technical separation of private and
professional use is highly recommended. Otherwise, security problems caused by private use
could affect the security of the company - or vice versa (IHK 2021).

Technical or organizational reasons, such as the unavailability of the required IT equipment,
necessary changes to the work organization or inadequate qualifications of the employees
concerned can usually only be given temporarily until the reason for the prevention has been
removed (BMAS 2021). For everyone who is allowed to work in the home office, it is important
to always be connected to the team when working from home and to work as efficiently as in
a normal workplace. In addition to the requirements mentioned, this naturally also requires
the right software on the laptop or home computer.

Short communication channels are important. Business messengers and collaboration tools
are ideal here, one of which the company should use together with the entire team, such as
Slack, Teams or Hangout. Messenger make it possible to communicate with other participants
online in real time using software, the instant messenger. Short text messages are sent to
the recipient via a server, to which the recipient can respond immediately. Files can also be
exchanged in this way. Most instant messenger programs show which status, e.g. online, not
available, absent, etc., the communication partners currently have.

But writing alone is not enough. Often you have to talk to each other to compare projects or to
clarify open questions. Of course you can do this by phone, but if you want to look yourself in
the face, video calls are the first choice. This is particularly important for meetings and larger
conferences. Video calls are already quite easy with the aforementioned messengers Slack,
Teams and Hangouts Meet. Zoom and Skype are other tools that can be used. Zoom in par-
ticular is particularly suitable for meetings, as there is always a moderator to whom everyone
else joins in. You just need the right access link. Whoever is speaking into the microphone, the
camera image is shown in large, while all listeners are shown in small format.

When it comes to coordinating projects, there are programs like Asana or Trello. You have
practically everything on board for planning, sales and marketing.

Once you are connected and coordinated, at some point you can actually start working to-
gether. Documents and tables need to be managed and edited, files need to be moved back
and forth. This works best with online storage and its associated tools, where as much data
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as possible is centrally located in one place that can be processed together with the team.
Microsoft Office 365 and Google G Suite offer integrated solutions. But you can also use the
Dropbox. Marketing experts who work in Adobe Creative Cloud, for example, can access its
integrated storage.

H1:,The use of instant messaging, digital events and virtual meetings increased during the
corona crisis.”

2.3 Ergonomic requirements Ergonomics is a branch of science that deals with the mu-
tual adaptations between people and their working conditions. In practice, ergonomic work-
place design means that work should be designed to be as comfortable and health-friendly as
possible. The goal is to achieve an ergonomic posture. This is a posture that relieves the joints
and should prevent tension. At the workplace in the office, for example, an adapted desk and
office chair are essential to avoid back pain, herniated discs, misaligned feet and varicose
veins (Funke 2021).

In addition, the employee should set up a workspace for working in the home office. Not every
apartment is suitable for home office. In a shared apartment or a small apartment, you usually
have no way of moving into a separate study. In the home office, the furniture should always
be ergonomic so that you can work the whole day without any problems (VFR 2021).

2.4 Labor law requirements It should be noted that the same requirements for occupa-
tional health and safety apply in the home office as in the company workplace. The require-
ments for occupational safety also apply in the home office. The employer is obliged to check
this. It is therefore advisable to make a written agreement on the home office that regulates
the employer's access authorization after prior notice (IHK 2021).

Employees who work from home receive a contract for the home office from their employer.
This is an additional agreement to the regular employment contract. This contract regulates
what the workplace should look like. This includes, for example, that the room must be lock-
able and working hours must be recorded. Any work equipment provided is listed in the addi-
tional agreement. In addition, there is usually a clause stating that company equipment may
not be used for private use. In addition, a data protection clause is included in the employ-
ment contract as a home office regulation. In addition, the employer can revoke the company
agreement for home office at any time with a notice period. Depending on what is stipulated
in the contract, this may be considered in the event of non-performance of the tasks or if the
occupational health and safety regulations are not sufficiently met (VFR 2021). In order to
ensure availability, there are certain core working hours in the home office during which the
employee must be available and at work.

H2: ,The home office will still be used at least once a week after the Corona crisis.”

3 Advantages and disadvantages The reasons for working from home can be varied for
employees. Working from home offers the employee flexible working hours. In this way, chil-
dren, household and job in particular can be brought under one roof. Employees who would
otherwise have spent eight hours in the office can divide them up freely and calmly bring the
children to bed in the evening before they go back to work (VFR 2021). In addition, most em-
ployees do not have to travel long distances. No waiting in traffic jams for hours and no trains
running late - work can be started as soon as you get up. It is also good for the environment
if you usually drive to work. So if the car stops, it will be good for the environment (Evtina

2020). This also saves time, which most employees would like to have as leisure time in ad-
dition to their job. Further arguments for home office are calm and self-determination. At the
workplace in your own home you can work relaxed and undisturbed. There are no colleagues
on site who are annoying with noises, conversations or quirks, and employees can concentrate
fully on their work. The home office also has the advantage that the employee does not have
to sit in an open-plan office with several colleagues (VFR 2021). In open-plan offices one is
often disturbed by a strong noise level and it is difficult to concentrate on working (Evtina
2020). It quickly becomes stuffy in the open-plan office, some colleagues are chronically cold,
so that it is not possible to air the room regularly without discussion, and due to the proximity
to other employees, diseases spread rapidly (VFR 2021).

In principle, however, working from home can also lead to some disadvantages. Home work-
ers have no contact with their colleagues and are socially isolated. In addition, there are some
distractions lurking in your own home, such as parcel delivery staff or the laundry that you
could briefly line up and hang up. In general, private life and work must be separated from
one another. However, this is not that easy in the home office, since people work in the pri-
vate environment. However, in order to be able to work productively and with concentration,
a workspace is ideal. In addition, regular breaks should be taken.

Benefits for employees Disadvantages for employees

often fixed core working hours during which em-

flexible working hours ployees must be available to the employer

no annoying colleagues social isolation, no internal information

better compensation for leisure time besides the

job difficulty separating personal and professional life

often no proper evening is possible - employees

creative phases can be used more effectively think about their work all the time

independence from weather conditions such as

heavy snowfall or icy roads possible problems with the technology

higher personal responsibility and more motiva-

tion distractions from household or children possible

time savings - no commute

Table 2: Advantages and disadvantages for employees
Source: VFR (2021)

But not only for the employee there are corresponding advantages and disadvantages if
a part-time job or a full-time position is pursued in the home office. In principle, working from
home has the advantage for employers that they can meet the interests of their employees.
This promotes a positive image of the company and staff loyalty. In open-plan offices, em-
ployees get sick quickly because they get infected from colleagues. If you work from home,
employees are less likely to report sick. Even with a small cold you can work from home with-
out having to go to work stressful. This means that the employer has less absence from work.
Employers also save immense costs. For example, a desk, work utensils, PC, laptop, etc. must
be provided at a workplace in the company (VFR 2021). However, this only applies if the em-
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ployee works completely in the home office (Evtina 2020). Many employers also offer drinks
and food. Here, too, costs can be saved if the employee is not on site. With a concentrated and
undisturbed work environment in the home office, employees are more productive and can
do more than when they are sitting in the company's open-plan office. For the employer, this
has the advantage that the tasks can be done faster, more reliably and even better (VFR 2021).

Benefits for employers Disadvantages for employers

no control over working hours and tasks comple-

increased productivity ted

cost savings insufficient data security

not every employee has the option to set up a

less lost work separate home office

the beginning of a shift towards self-employment

staff retention through satisfied employee is conceivable

identification of the employee with the company

positive image of the company could decrease

reduction in operational jobs

employees can return to work more quickly after
parental leave, childcare leave, maternity leave,
etc.

Table 3: Advantages and disadvantages for employers
Source: VFR (2021)

The third hypothesis emerges from weighing the advantages and disadvantages:

H3: ,Home office is often not allowed, although it is technically possible.”

4 Survey The study carried out was aimed at employees who mainly work in the office
in front of a screen. The study was carried out in April 2021 using an online questionnaire in
a quick poll. Quick polls do not meet the academic requirements as they are not representa-
tive. Since the survey was only carried out among employees of various companies in market-
ing and sales, it gives a good impression of the current status of the use of work in the home
office in the companies. In order to find out the use of the home office during and after the
Corona crisis, three hypotheses were worked out:

H1:,The use of instant messaging, digital events and virtual meetings increased during the
corona crisis.”

H2:,The home office will still be used at least once a week after the Corona crisis.”

H3: ,Home office is often not allowed, although it is technically possible.*

Interview participants (s): 60
Survey method: Online questionnaire
Investigation period: April 2021

Hypothesisl: The use of instant messaging, digital events and virtual meetings increased
during the corona crisis.

Several times a week At least 1x per week Not at all
Before the corona crisis? 30% 16% 54%
How do you use the opportunity today? 62% 14% 24%
What will it be like after corona crisis? 54% 22% 24%

Table 4: How often do you use instant messengers and video conferences?
Source: Autor

Instant messengers, digital events and virtual meetings are not new territory in marketing
and sales. Even before the Corona crisis, 46 percent of those surveyed worked with the digital
instruments at least once a week. In the course of the crisis, habituation began due to in-
creased use. 62 percent of those surveyed currently use the digital tools several times a week.
This high level should also be maintained after the crisis. 54 percent will continue to use it
several times a week and 22 percent at least once a week. Table 6 also confirms this trend.
78% of those questioned indicate that there will be an increasing focus on the digitization of
work processes. The results of the survey support the thesis that the use of digital tools has
increased during the Corona crisis and will also be used at a high level in the future.

Hypothesis 2: The home office will still be used at least once a week after the Corona crisis.

April October

flexible change between office and home office 44% 57%
more Homeoffice 41% 63%
an increasing focus on the digitization of work processes 39% 50%
business trips (mostly) replaced by virtual meetings 33% 43%
virtual meetings (getting used to digital communication tools) 32% 45%
more flexible time management 31% 39%
digital events (such as workshops, conferences) 27% 37%
increased range of webinars 25% 38%
nothing will change in the long term 15% 7%

Table 5: What will survive the Corona crisis?
Source: Avantgarde (2020)

The evaluation of Table 5 should serve to compare the results of the quick poll in Table 6.
There it is stated that the answers to the questions speak a clear language: In addition to
a clear increase in almost all points - from home office to digitization to flexible time man-
agement - the clearest announcement is that in April 2020 at least 15 percent believed that
nothing will change in the long term. In October 2020 it was just seven percent — more than
half less. 93 percent of those surveyed are therefore in agreement: The changes that were
only made possible by the crisis on a large scale will, in their opinion, establish themselves
and enrich the reality of work in the long term (Avantgarde 2020).
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flexible change between office and home office 72%
more homeoffice 56%
an increasing focus on the digitization of work processes 78%
business trips (mostly) replaced by virtual meetings 60%
virtual meetings (getting used to digital communication tools) 68%
more flexible time management 44%
digital events (such as workshops, conferences) 64%
increased range of webinars 58%
nothing will change in the long term 8%

Table 6: What will survive the Corona crisis?
Source: Autor

The answers to the quick poll support the thesis that the use of digital tools increased
during the crisis and will continue to be used increasingly after the crisis. More than three
quarters of those surveyed see an increasing focus on the digitization of work processes.
Almost two-thirds of those surveyed believe that even after the crisis there will be more
virtual meetings and digital events and that a large part of business trips will be replaced
by virtual get-togethers. You will also see a flexible change between office and home office.
The flexible time allocation is not seen quite as optimistically. 44 percent of the respond-
ents believe in it. Ultimately, an increase compared to last year's surveys can be seen in all
points. Only 8 percent of those surveyed say that nothing will change.

Several times a week At least 1x per week  Not at all
Before the corona crisis? 20% 16% 64%
How do you use the opportunity today? 54% 14% 32%
What will it be like after corona crisis? 42% 20% 38%

Table 7: How often do you use home office?
Source: Autor

Before the crisis, almost two-thirds of companies that can send their employees to work
from home did not think it necessary to let their employees work from home. The reasons
for this are diverse. However, the answers from Table 6 allow the conclusion that important
work steps were not yet sufficiently digitized. In addition, the digital tools such as virtual
meetings and digital events were simply hardly known. This changed with the beginning of
the crisis with the first lock down. 54 percent of employees now work from home several
times a week. After the crisis it will still be 42 percent. It can be assumed that a model is
often chosen that allows flexible switching between office and home office.

The results of the survey support the thesis that working in the home office will continue to
be used at least once a week in the future.

Hypothesis 3: Home office is often not allowed, although it is technically possible.

...it is not allowed, although technically possible 15%
...it is technically not possible or difficult to implement 30%
...it is inappropriate for my job 55%
...expect my superiors to be present 35%
...| fear career disadvantages 0%

Table 8: | don't work at home because...
Source: Autor

55 percent of the respondents do not work from home because it is inappropriate for the
job or does not suit the job. In addition, 35 percent of superiors expect to be present in the
office. For 30 percent of those surveyed, it is technically possible, but difficult to implement.
Only 15 percent of the participants state that it is not allowed, although it is technically
possible. Not a single respondent said they feared career disadvantages.

A study by the Hans Bockler Foundation from autumn 2019 should serve as a comparison:
The most common reason for not working from home is the assessment that working from
home does not suit the job. This is what almost 80 percent of those questioned said. Almost
70 percent said that being at work is important to the boss. 60 percent considered working
from home on their place to be technically impossible. A good 14 percent of those surveyed
stated that their job could also be done from their home computer, but that this was not al-
lowed. And almost 6 percent fear for their career opportunities if they do not come to work
in the company (Lott and Abendroth 2019).

The thesis that home office is often not allowed, although it is technically possible, is not
confirmed. Both the study by the Hans Bockler Foundation from the time before the Corona
crisis and the result of the quick survey are showing that only a small percentage of re-
spondents are of the same opinion.

5. Summary

5.1 Theoretical implication Since the outbreak of the corona virus, more and more
people have been working from home. At the same time, it can be seen that not everyone
is working from home who could do that. On the one hand, many activities in production,
service, trade, logistics, etc. do not allow you to work from home. On the other hand, it has
to do with the operational, technical, ergonomic and labor law requirements that the com-
pany and its employees have to deal with.

5.2 Practical implication Those who work in the home office have to take care of the
security of their computer and the data connection themselves - otherwise hackers and
cyber criminals can have an easy time of it. Ideally, devices such as computers and smart-
phones should be used that the employer has made available and prepared accordingly
(Bitkom 2020). For everyone who is allowed to work in the home office, it is important to
always be connected to the team when working from home and to work as efficiently as in
a normal workplace. In addition to the requirements mentioned, this naturally also requires
the right software on the laptop or home computer. Explained using Microsoft Office 360 as
an example, Teams is an instant messenger that can also be used for video calls. This allows
conversations between two people as well as entire conferences with several participants.
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In addition, documents from Word and Excel can be saved and shared in the cloud using One
Drive. The planner can be used to plan projects and assign tasks. Provided that broadband is
available, there are many advantages that speak in favor of marketing employees being able
to go into the home office. On the side of the employee, for example, there are more flexible
working hours, more effective use of creative phases and greater personal responsibility.
ALl of this leads to more motivation. It can be disadvantageous that it is often not possible
to finish work properly. The employee constantly thinks about work. There are also often
difficulties separating private and professional life. Above all, the distraction from children
or the household should be mentioned here (VFR 2021).

The evaluation of the study in comparison with previous studies shows that there is an in-
creasing focus on the digitization of work processes and that employees are getting used to
the digital means of communication. This increases acceptance. There will be more digital
events, digital seminars will be held and business trips can be reduced through digital gath-
erings. It should also be noted that a flexible change between office and home office could
establish itself. This is of particular benefit to commuters in metropolitan areas.

5.3 Restrictions The survey is a scientific method to obtain information about the
level of information, opinions, values, behavior of people or basic demographic data. As
a scientific method, they must be carried out according to strict rules. Quick polls do not
meet the academic requirements as they are not representative. Since the survey was only
carried out among employees of various companies in marketing and sales, it gives a good
impression of the current status of the use of work in the home office in the companies.
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Résumé Ako vyuzivaju pracu z domu zamestnanci predaja a marketingu pocas korona
krizy a ako ho budu vyuzivat po nej?

Zamestnavatelia musia vzdy, pokial je to mozné, ponukat pracu z domu. Toto ustanovuje vy-
hlaska o bezpecnosti a ochrane zdravia pri praci pocas korona krizy, ktora v Nemecku vstupila
do platnosti 27. januara. Vyhlaska obsahuje aj ochranné opatrenia pre tych zamestnancov,
ktorych pritomnost na pracovisku je nevyhnutna. Zamestnanci navyse nie su povinni vyuzivat
pracu z domu. Zamestnavatelia musia prijat vhodné opatrenia na zabezpecenie rovnocennej
ochrany pre nich a pre zamestnancov, ktori nemo6zu pracovat z domu. Zamestnavatelia su
povinni ponukat pracu z domu, pokial neexistuju zavazné dévody na prevadzke. Okrem toho
existuju dalSie dovody, preco spolo¢nosti nemdzu ponuknut pracu z domu, napr. neadekvatne
rozsirenie Sirokopasmového pripojenia vo vidieckych regiénoch a nedostatok IT infrastruktury
vo firmach, v ktorych je digitalizacia eSte len v zaciatkoch. Cielom tejto prace je zistit, ako za-
mestnanci v oblasti marketingu a predaja hodnotia snahu svojich spolo¢nosti ponukat pracu
z domu v sucasnosti i v budicnosti. Na tento ucel su testované tri hypotézy.
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CERTIFIED PRODUCT BUYING
PREFERENCES UNDER THE
INFLUENCE OF COVID-19

Sustainability products became a “new normal” for the nowadays society. Different aspects of
government, economical and socio-cultural issues affect the sustainability certificate percep-
tion by final consumers. The aim of this paper is to consider findings from marketing research
and analyze the outputs. The survey monitored green behavior by the Czech consumers in time.
The reason and motivation of this analysis was the academic interest in Czech buying behavior
modification, caused by pandemic COVID-19. Sustainability products contribute different spe-
cifics related to the way of production, processing, and selling. All mentioned aspects reflect
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the final consumer buying decision which can fluctuate under the worldwide and local impacts.
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Introduction Consumer preferences and orientation have been impacting by different cir-
cumstances over the years. A great variety of economic and worldwide bellwethers influenced
daily habits and foundations. Nowadays consumers have become more briefed and formed
about sustainability, eco-standards, and recyclable products (MacKenzie et al. 2020). Among
different generations increases the interest in sustainable products which can positively impact
the environment and maintain companies' “eco - friendly” orientation. Findings from certain
researches (MacKenzie et al. 2020; Arboretti and Bordignon 2016) represent the diversity of sus-
tainable products within different consumer groups. Each target demonstrates specific needs
and objectives for sustainable product consumption.

In accordance with (Golden et al. 2010), the consumer choice towards green, sustainable prod-
ucts should not be only affected by one parameter - price. The sustainable certificates should
perform and establish trust in eco-friendly products. This, consumers, will be informed about
sustainability advantages and relevance. In research of (Pirani and Secondi 2011), the most
environmentally responsible citizens were Swedish (99.6%), Greek (99.3%), and Cypriots (99.2%).
Stated numbers demonstrate the percentage of respondents, who favored the importance of
environment protection activities. From mentioned above, the consumer buying choice towards
sustainability can be deduced. Hence, customer environment protection and social responsibil-
ity tendency can evolve and fluctuate under certain circumstances.

Theoretical background The worldwide circumstances and changes affect customer's
daily lives and preferences. Moreover, during the last years, different economic indicators were
changed or modified by the COVID-19 pandemic (Teresiene et al. 2020). The pandemic situation
has brought specifics on current retailers among worldwide economics. Findings from various
surveys and studies (Accenture 2020) reflect the impact on consumer's way of thinking. A needs
analysis was also reflected, as one of the most important pillars for companies' plans. As has
been stated within the Accenture research (Accenture 2020), the population changed its daily
habits, including buying behavior and preferences under the impact of regulations, oriented on

minimizing COVID-19 extension. The research demonstrates a free main foundation and long-
term trend which will be maintained within the future. Those three pillars are closely linked to
sustainable products. As described by Accenture, a rise in the conscious consumption pillar is
mainly aimed at consumers buying mindful. Under the changes and buying limitations, consum-
ers' unplanned and spontaneous buying behavior was modified into finding more sustainable
options and self-controlling (Accenture 2020; Badgaiyan et al. 2016). The research conducted
at the beginning of the pandemic illustrates consumer expectations which have been changed
subsequently, under certain government restrictions. One of the main outputs from the research
is the permanence of the pillar “only buying brands | know and trust”. Despite the restrictions
and other issues caused by the pandemic COVID-19, the consumers still would like to purchase
products that they trust and bought before the current worldwide situation. Nowadays custom-
ers are evaluating not just the edibility and type of product. Hence one of the major factors is
labeling and sustainability certification of goods which can provide a complete description and
justify consumers' confidence and trust (Rupprecht et al. 2020).
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In the meantime, nowadays industries and companies are exploring opportunities to solve
environmental issues and refocus on the Customer Social Responsibility standards (Lee 2021).
Each organization has a different interest and goal by implementing sustainable concepts
within the production, sales, and other business chains. In terms to become more stable and
competitive, current businesses are facing the necessity of implementing sustainability and
environment orientation concepts. All those conditions have to increase the efficiency and
maximize the company value (Porter 2008). The green marketing strategy should be the main
objective before the beginning of remodeling the organization into a green company with sus-
tainable products. In accordance with Ginsberg and Bloom, each organization should mainly
focus on two fundamentals. The first one incorporates the substantiality of the consumer seg-
ment for the organization. This measure allows to identify the right segment and implement
the next steps based on consumer specifics. The second pillar is the differentiability of the
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business which can indicate potential issues and possibilities for future “green development”
and environmental activities (Ginsberg and Bloom 2004).
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Graph 2: Sustainable concepts
Source: Ginsberg and Bloom (2004)

Hence, current companies’ orientation is geared towards environmental measures and sustain-
ability products. Those outlines and ideas became a “new normal” for nowadays customers.
Nevertheless, a great variety of sustainable certifications can be also explored in terms to inject
their main characteristics, advantages, and importance, not only for businesses but mainly for
the final consumer. The main aim of all certificate is to assist the consumer to make the right,
environmentally friendly buying action (Golden et al. 2010). According to (Jaderna et al. 2019)
the interest in certified products has a great difference among the variety of target groups
with certain needs and consumer specifics. Thus, proving that needs analysis and company
green strategy orientation should be accurately prepared before the subsequent launch of ac-
tivities. Sustainable certificates include a great variety of different labels, oriented on specific
environmental and social aspects. In conformity with (Golden et al. 2010) current sustainable
certificates and ecolabels get their recognition by fulfilling defined environmental requirements
and conditions. All those criteria differ according to certain sustainability certifications. The
certification of products or services is a process that incorporates different activities directed
towards the product (services) recognition and characteristics identifying.

Studies and surveys which have been held by (Jaderna et al. 2019) and (Grunert et al. 2014)
demonstrate the dependence of sustainable certificate on different economical and sociocul-
tural factors. Research proves the variety of parameters that affect the consumer perception,
knowledge about sustainable products, and certifications. Main factors have been established
based on respondents’ gender, age, education, and the land of abode. All mentioned aspects
bring knowledge and awareness about sustainable certificates.

Methodology This paper aims to consider findings in 2019 to results of a new marketing
research, organized in the second half of 2020. First, data from survey 2019 were interpreted
in previous paper (Jaderna et al. 2019). The survey 2019 was conducted via the internet at the
beginning of June 2018 through Trendaro, which is an application operated by a professional
survey company called Behavio Labs, s. r. 0. A total of 1,000 respondents were chosen so that
a representative sample of the Czech population was obtained. Next, findings from survey 2020
are interpreted in this paper. It presents results of marketing research, designed when working

on the grant SGS/2019/01 Jaderna at the Department of Marketing and Management at SKODA
AUTO University. The survey was organized in cooperation with the research company Behavio
Labs in 2020. 997 usable questionnaires from Czech consumers were adapted. After collecting
data phase, the information was transferred to Microsoft Excel for transcoding into statistically
measurable quantities. This file was then statistically evaluated in IBM SPSS Statistics. Data
interpretation was done by frequency analysis to compare relative frequencies to data from
survey 2019. Then the crosstabs analysis confirms/rejects expected dependences, based on data
2019. Pearson’s chi-squared test of good agreement was used to detect basic relationships and
connections, 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 mon-
itored. If a value lower than 0.05 is reached between two variables, it can be said that there
exists a certain relationship between them. Adjusted residuals were interpreted. An adjusted
residual that is more than 2 indicates that the number of cases in that cell is significantly larger.
After the statistical processes, the results were compared with the results from survey 2019.

Preferences of certified products by the segment of Czech green consumers Researchers
have monitored green behavior of Czech consumers in time. They have been interested in many
aspects, including purchasing of certified products. Results from the previous phase of market-
ing research were presented in 2019 (Jaderna et al. 2019). These results have been compared
to new findings in 2020. The interest in the comparison between 2019 and 2020 was motivated
due to transformation of society, because of COVID-19 pandemic. More consumers prefer Czech
original products, or sustainable products. Sustainable products are remarkable by certificates.
The same certificates of products and their purchases by Czech consumers were monitored in
2019, and 2020, namely:
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Picture 1: Logos of certificates
Source: google.com (2020)

Most bought products in 2019 were products with label BIO (19 %), Fairtrade (17 %), and
energy star (14 %). New findings from research 2020 are interpreted by Table 1. BIO products
bought 24 % of respondents, Fairtrade 17 %, Rainforest 12 %, and energy star 12 %.

Which certified products do you buy? Relative frequency

Ecolabel 6%
FSC 8%
Energy star 12%
Rainforest 12%
Fairtrade 17%
BIO 24%

Table 1: Purchasing of certified products
Source: Authors
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A dependence of certified products” purchasing on gender was in view in 2019, and 2020.
A significant difference in answers between men and women for three certifications, specifi-
cally bio and Fairtrade products were bought more often by women than men, was confirmed
in 2019. On the other side, energy star products were bought significantly more by men than
women.

Following Table 2 shows relative frequencies of certified products” purchasing by men, and
women. The most bought products are BIO (28%), and Fairtrade (21%) by women. BIO is
bought by men in 19%, and energy star in 15%.

Do you buy some of certified products? Men Women
Ecolabel 5% 6%
FSC 7% 9%
Energy Star 15% 9%
Rainforest 11% 13%
Fairtrade 13% 21%
BIO 19% 28%

Table 2: Purchasing of certified products by men, and women
Source: Authors

The dependence of purchasing on gender was confirmed as significant, using statistical
test - Chi-square test. Table 3 shows adjusted residuals. The number above 2 confirms the
dependence. Findings are identical to previous findings in 2019. A significant dependence is
confirmed by BIO and Fairtrade products bought by women, and energy star products by men.

Gender

Count 23 32
Eco-label

Adjusted Residual -1 1

Count 34 45
FSC

Adjusted Residual -1 1

Count 74 48
Energy star

Adjusted Residual 2.8 -2.8

Count 56 67
Rainforest

Adjusted Residual -0.7 0.7

Count 65 108
Fairtrade

Adjusted Residual -3.2 3.2

Count 93 142
BIO

Adjusted Residual -3.2 3.2

Table 3: Dependence of certified products’ purchasing on gender
Source: Authors

Attention was payed to dependence of certified products’ purchasing on education level, too.
BIO products were purchasing mostly by consumers with university degree (25%). The same
education level is confirmed by Fairtrade (28%), rainforest (15%), FSC (10%), and ecolabel
(7%), too. Energy star products are bought by consumers with graduation (15%). But, the sec-
ond place is for university degree (14%).

The situation is very similar in 2020. Results of marketing research confirm the highest lev-
el educated consumers are mostly interested in buying certified products. Table 4 shows
a percentage of respondents, purchasing products with ecolabel (7%), FSC (12%), energy star
(16%), rainforest (18%), Fairtrade (29%), and BIO (31%).

Do you buy certified products? primary no grad. with grad. university
Ecolabel 4% 6% 4% 7%
FSC 4% 5% 9% 12%
Energy Star 4% 9% 14% 16%
Rainforest 12% 8% 13% 18%
Fairtrade 8% 8% 20% 29%
BIO 17% 15% 27% 31%

Table 4: Purchasing of certified products by consumers of different education level
Source: Authors

A significant difference was confirmed in the answers of respondents for all certifications with
only the exception of energy star, in 2019. The only exception is eco label in 2020. Adjusted
residuals confirm the dependence of certified products” purchasing on education level (above
2), instead of eco label certificate. But, relative frequency of answers shows, most respond-
ents with university education buy ecolabel products.

Education

primary no grad. with grad. university

Count 2 18 13 18
Adjusted Residual -0.5 0 -0.2 1.5
Count 2 15 17 29
Adjusted Residual -1.1 -2.7 -0.7 2.7
Count 2 28 29 39
Adjusted Residual -1.9 -24 -0.2 21
Count 6 25 34 44
Adjusted Residual -0.1 -3.1 0.8 3.2
Count 4 25 43 69
Adjusted Residual -1.8 -5.6 0.1 5.3
Count 9 49 61 75
Adjusted Residual -1 -4.4 0.6 3.1

Table 5: Dependence of certified products” purchasing on education level
Source: Authors

Eco label

FSC

Energy star

Rainforest
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The last assessed dependence is on age of respondents. Table 6 offers view on relative fre-
quencies by different age categories - answers in 2020. A big difference is visible by certifi-
cate FSC. 15% of respondents born 1996-2001 buy products with this certificate. Old people
only in 2%. Very similar situation is by rainforest products — 21% of respondents in an age of
18-24 vs. 3% of respondents born 1928-1949.

Do you buy certified products? 1996-2001 1976-1995 1964-1975 1950-1963 1928-1949

Ecolabel 7% 7% 6% 7% 3%
FSC 15% 10% 9% 7% 3%
Energy star 9% 15% 14% 13% 10%
Rainforest 21% 19% 14% 10% 3%
Fairtrade 29% 25% 16% 14% 10%
BIO 20% 31% 27% 20% 17%

Table 6: Purchasing of certified products by consumers of different age categories
Source: Authors

A significant difference was confirmed in the answers of respondents for three certifications,
namely Fairtrade, rainforest and fsc, in 2019. For the three certificates, the two oldest age
generations have the lowest percentages of purchasing certified products. On the other hand,
the percentage is always the highest for people born between 1976 and 1995.

In 2020, the most significant difference was confirmed by all certificates, instead of energy
star and ecolabel. The youngest two generations tend to buy products with certificates FSC,
rainforest, Fairtrade and BIO.

Age category
1996-2001 1976-1995 1964-1975 1950-1963 1928-1949

Count
Adjusted Residual 11 1.1 0.4 -19 -1.5
Count 15 40 17 6 0
Adjusted Residual 3.4 13 -0.8 -2.6 -1.8
Count 9 t61 33 14 4
Adjusted Residual -0.5 1.5 0.5 -2.2 -0.2
Count 16 74 25 5 2
Adjusted Residual 1.8 3.9 -1.3 -4.4 -1.3
Count 28 86 37 19 3
Adjusted Residual 3.9 17 -1.3 -2.8 -1.5
Count 17 121 55 32 9
Adjusted Residual -0.9 2.7 -0.7 -2.3 0.2

Eco label

FSC

Energy star

Rainforest

Fairtrade

BIO

Table 7: Dependence of certified products’ purchasing on age category
Source: Authors

Conclusions Preferences of consumers transform constantly, and marketers should
monitor changes, often caused by negligible aspects. Pandemic of COVID-19 affects many
attributes of consumers’ behavior. A society transforms, hierarchy of values is variable much
more than never before in our lives. Therefore, researchers wanted to know changes in con-
sumers’ buying behavior, in connection to monitored aspects - purchasing of certified prod-
ucts. Results from survey 2019, interpreted in previous paper (Jaderna et al. 2019), were con-
sidered to new findings from survey 2020. Researches expected changes in preferences of
buying certified products. But, changes were very low. The most bought certified products in
2019 were products with certificate BIO (19%), Fairtrade (17%), and energy star (14%). 32%
of respondents bought BIO products in 2020. It is possible to see one of the most significant
difference from data 2019. But, Fairtrade is similar - 23%, and energy star too (16%). Newly
the 3rd place is for Rainforest by 17%.

Considerable changes are not seen in the context of dependence on gender, education level,
or age category. Findings, concerned on dependence of buying certified products on gender,
are identical to previous findings in 2019. A significant dependence is confirmed by BIO and
Fairtrade products bought by women, and energy star products by men.

Education level influence the buying certified products very similar, too. A significant differ-
ence was confirmed in the answers of respondents for all certifications, except energy star in
2019, and eco label in 2020.

A significant dependence on age category was confirmed by two oldest age generations in the
answers of respondents for three certifications, namely Fairtrade, rainforest and FSC, in 2019.
In 2020, the most significant difference was confirmed by all certificates, instead of energy
star and ecolabel. The youngest two generations tend to buy products with certificates FSC,
rainforest, Fairtrade and BIO. Values of relative frequency were very similar.

It is possible to reject the premise, consumers’ behavior, connected to certified products, have
changed in pandemic situation. But, the difference is the more visible, the more time running.

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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Résumé Preference nakupu certifikovanych vyrobki vlivem COVID-19

Vnimani udrzitelnych certifikat( kone¢nymi spotiebiteli jsou ovlivnéné nejriiznéjsimi vnéjsimi
podminkami, jako jsou rlizné vladni aspekty, ekonomika statu a sociokulturni prostiedi. Cilem
této prace je posoudit poznatky z marketingového vyzkumu a analyzovat jednotlivé vystupy.
Hlavnim ddvodem a motivaci této analyzy byla zainteresovanost vlivu pandemii COVID-19
na chovani ¢eskych spotiebitell. Byly sledovany stejné aspekty chovani ¢eskych spotiebitelll
v roce 2019 a 2020. Nakup produktd s certifikaty byl posouzen mj. i z pohledu sociodemogra-
fickych Udaju - pohlavi, vzdélani a vék. Z analyzy je patrné, Ze se postoje Ceskych spotfebiteld
pfilis nezménily vlivem pandemie COVID-19.
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MARKETING BRIEFS

ON PRE-EMPTIVE CUSTOMER

SATISFACTION MANAGEMENT

SETTING AND ADJUSTING

ASPIRATIONAL CUSTOMER

EXPECTATIONS

Digitalization, new or fourth industrial revolution, or remote services are the predicaments
for the sprawling magnitude and importance of individualized digital marketing communi-
cations in consumer as well as industrial markets. Marketing communications are offering
hopes for better future, addressing successfully customer existing needs or creating new
ones. Marketing communications stage the scene for strong positive emotional attachment
to companies, brands, products and services. In order to step out from the crowd, marketing
communications are confident about making strong promises. The bolder and clearer the
better. However, promises may backfire as they clearly set minimum levels of customer ex-
pectations. If any brand is to reach high customer satisfaction, customer expectations need
to be met or better exceeded.

The disconfirmation theory of customer satisfaction celebrates 50 years in 2021, first de-
rived by Bernard Weiner as attribution theory in psychology and soon adopted and renamed
by Richard L. Oliver for the fields of consumer behavior and marketing. Customers are by
definition unable to judge each product or service purely on its own merits, without any
preconceived notions about what it is like. Comparing and contrasting customer experience
to one’s own preconceived notions has been the dominant logic behind judging customer
satisfaction. AlL common approaches of customer satisfaction such as Kano model, zones of
tolerance, SERVQUAL or SERVPERF rely on (comparatively low) prior customer expectations
to reach customer excitement levels.

Technological advancements in the field of internet of things in particular provided busi-
nesses with better tools for predictions of timely and cost effective maintenance opera-
tions. The discipline of predictive or pre-emptive maintenance has held a prominent spot
among industry professionals and scientists recently. Performance and operating condi-
tions of machines are being constantly monitored to reduce the likelihood of failures and
call for a service before they break down. Successful after-sales is no more based on the
break-fix model. What may behavioral economists, marketers, and other customer satisfac-
tion professionals learn from that?

Rather than analyzing customer satisfaction data and fixing what went wrong in retro-
spect, we shall be on top of things by making sure appropriate and achievable customer
expectations are being communicated to customers in the first place. Aspirational catchy
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marketing communications, which is there to spark interest, may need to be played down in
subsequent interactions with a customer. Alternative less desirable options may need to be
presented to customers once they start having doubts about their choice, for instance. Cus-
tomers may need to be provided with appropriate reference points. Framing and anchoring
are the key elements for cementing desired boundaries of informed customer judgement.
Connecting customers one to another or presenting different testimonials may introduce
them to appropriate social proof.

Evolving use of digital technologies and big data may allow for touchpoints along cus-
tomer journey to be constantly monitored for satisfaction. Customer journey may need to
become varied according to typical scenarios, where adjustments in communication, sales
scripts, service delivery or even product specifications happen instantly in order to produce
well-rounded positively echoed customer experience. Marketers shall navigate the ship of
customer satisfaction before it hits a rock rather than focusing on dealing with customer
complaints to reduce collateral (reputational) damages.

Résumé O preventivnim fizeni zakaznické spokojenosti: Jak vytvaret a upravovat as-
pirativni zakaznicka o¢ekavani

Teorie diskonfirmace, ktera je zakladem vsech soucasnych pfistupl k zakaznické spokoje-
nosti, slavi v roce 2021 padesaté vyroci svého vzniku. Rozvoj behavioralni ekonomie, spo-
tfebniho chovani, psychologie a zejména technologie v3ak nabizi pfilezitost k proaktivni
zméné pohledu na vyslednou zakaznickou spokojenost. Tak jako se soucasny operacni vy-
zkum zabyva v soucasnosti se zvlastnim dlrazem prediktivni udrzbou, mélo by se i spotieb-
ni chovani zabyvat prediktivnim Fizenim zakaznické spokojenosti. Zakaznicka spokojenost
digitalniho véku by méla byt monitorovana v kazdém okamziku zakaznické cesty a jednotli-
vé nasledujici interakce se zakaznikem upravovany tak, aby vysledna zakaznicka zkuSenost
(a tedy i celkova spokojenost) dosahovala pozadovanych parametr(.

Kontakt na autorov | Address doc. Ing. Pavel Strach, Ph.D., Ph.D., SKODA AUTO Vysoka
Skola o.p.s., Katedra marketingu a managementu, Na Karmeli 1457, 293 01 Mlada Boleslav,
Ceska republika, e-mail: pavel.strach@savs.cz

ZAUJALO NAS | SHORT COMMUNICATIONS

CESI A REKLAMA 2021

Ceska marketingova spoleénost vydala tladovl informaciu, ktora obsahuje vysledky pravi-
delného prieskumu zameraného na postoje Ceskej verejnosti k reklame. Z metodiky priesku-
mu vyplyva, Ze cielovou skupinou bola online populacia Ceskej republiky vo veku nad 15
rokov, metdédou zberu udajov bol CAWI Omnibus ppm factum, data sa zbierali v ¢ase 10. 1.
- 16. 1. 2021. Realizoval sa kvétovy vyber so stanovenim kvot na pohlavie, vek, vzdelanie,
velkost miesta bydliska a regiéon. Vzorku tvorilo 1000 respondentov. Zadavatelom vyskumu
bola Ceska marketingova spole¢nost (CMS), POPAI CE a Ceské sdruzeni pro zna¢kové vyrob-
ky (CSZV). Prieskum realizovala vyskumna agentlra ppm factum research.

Autorka a zakladatelka vyskumu Jitka Vysekalova, prezidentka CMS sa k vyskumu vyjadrila:
Vyzkum probiha pravidelné kazdoro¢né od roku 1993, v letoSnim roce probéhla jiz 38. vlna
tohoto Setfeni. V prvnich letech byl vyzkum realizovan vicekrat ro¢né, proto téch vice vin.
Od roku 2018 je 3etfeni realizovano CAWI Omnibusem ppm factum. Zakladni vyzkumné
otazky zUstavaji stejné, ale postupné zafazujeme aktualni témata odpovidajici vyvoji a vy-
znamu reklamy nejen jako soucasti marketingového mixu, ale jako soucasti naseho Zivota
a dulezitého spoletenského jevu. V letosnim Setfeni k tomu pfibyla otazka, zda a jak se
postoje k reklamé zménily v mimoradné situaci dané pandemii Covid 19.“ Dalej pokrac¢ujeme
v tlaCovej informacii.

Vyzkum p¥inasi (mimo jiné) odpovédi na tyto otazky

« Ve kterych médiich je dle naSeho nazoru reklamy ,pfilis mnoho* a kde jeSté zlstava ,volny
prostor®?

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

e Vyhledavame zbozi, které zname z reklamy, a pfiznavame nakup na zakladé reklamy? Co
se zménilo od minulych let?

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

o Existuji ,citlivé* oblasti ¢i témata v reklamé&? Jaké postoje zaujimaji Cesi k reklamé na ci-
garety, alkohol a volné prodejné Léky? Je stale nejvice pozadovan zakaz reklamy na cigarety
a zlstava tolerance k reklamam na pivo?

* Jak je to s vnimanim erotickych a sexualnich motiv( v reklamé? Jsme stale tolerantni?

* Povazujeme soucasnou reklamu ve srovnani s minulosti za lep3i ¢i horsi, libi se nam vice?
¢ Jak mGzeme rozdélit populaci dle postoju k reklamé? Pribyva milovnikd, nebo odpdrci
reklamy?
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Podivejme se podrobnéji na aktualni vysledky z ledna 2021
* Kde jsou lidé reklamou nejvice presyceni?
REKLAMA V MISTE PRODEJE

televizni obrazovky v misté prodeje 20
propagacni rozhlas v obchodech 21

21
s6 7| 16

nabidky vyrobkd na propagatnich stoja W 62 10 [k
upoutavky v regalech a na pultech prodejen TS S T

ochutnavky/ prezentace na misté prodeje 12 44

NADLINKOVA REKLAMA

Nova 79 115 1[I
Prima 77 116 2[5
ostatni TV i3 124 2/ K
asopisy Y 17
Gl 33 9
rozhlas  [IET3 so 2] 22
noviny  Jp¥] 54  3]] 19
JINA REKLAMA
internet A 24 3] |3

socialni sité - YouTube 3
socialni sité - Facebook 54

letaky v poStovnich schrankach 43 44 [50

filmy a seridly (zvyraznéné pouzivani) 32 47 |5] 16
socialni sité - Instagram 34 27 2] 37

socialni sité - Twitter |13 22 3] | 49

pisemné pozvanky do spotiebitelskych soutéZi a loterii  |Ip¥ 43  le| 24

VENKOVNI REKLAMA

v historickych centrech mést [ E 24

plakaty, billboardy I3 47 |5

na dopravnich prostfedcich (zvenku tramvaje) I3 12
v dopravnich prostfedcih (uvnitf tramvaje) 21 55 6 18
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Jako ,pfilisné“ vnimaji lidé mnozstvi reklamy stale predevsim v komercnich televizich (Prima
jiz ,dohani“ Novu) a pfidava se k nim internet. Stale stoupa pfesycenost reklamou na social-
nich sitich, v poslednim obdobi pfedevsim na Facebooku a Youtube (pferusovani videi rekla-
mami). Potencialnim mistem pro umisténi reklamy z(stava stale misto prodeje, kde kromé
prezentaci a ochutnavek, kterych by dlouhodobé privitala i vice ¢tvrtina populace, se snizilo
i procento téch, ktefi nepocituji jako ,pfiliSné” televizni obrazovky, rozhlas a nabidku vy-
robkd na propagacnich stojanech a paletach. Je nutné pocitat s tim, ze vnimani reklamy na
misté prodeje je ovlivnéno uzavienim ¢i omezenim prodeje vzhledem k pandemii Covid 19.
Daniel Jesensky k tomu dodava: ,U reklamy v misté prodeje doslo celkové ke zvySeni to-
lerance oproti minulym sledovanym obdobim. Pravdépodobné vlivem nouzového stavu
a mensi navstévnosti kamennych prodejen diky omezovani provozu a uzavirkam. A také vli-
vem snizeného vyskytu POP médii v uplynulém obdobi. Zaroven se vyrazné zvysila toleran-
ce k televiznim obrazovkam v misté prodeje. Pravdépodobné piedevsim proto, Ze z prodejen
zmizely dfive vyuzivané vétSinou samoucelné zobrazovacle prezentujici spoty a reklamni
nabidky. Tato média zacala diky posunu v oblasti digitalnich technologii byt vyuzivana po-
krocilejsi a smysluplnéjsi formou s vy3$i pfidanou hodnotou a prakti¢nosti pro zakaznika. At
jako soucast POP komunika¢nich médii, nebo v instalacich retailer(i s vyuzitim konektivity,
interaktivity, navigace, rozsifené reality a dalSich modernich aplikaci. Podobné je vyrazné
vys$si také tolerance k in-store radiim pravdépodobné v dasledku atraktivnéjsiho obsahu
a pokrocilejsi strategii distribuce obsahu oproti minulosti.”

« Jak se vyvijeji nazory na spolec¢enskou roli reklamy?
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SPOLECENSKA ROLY REKLAMY (ZCELA SOUHLASiIM): VYVO!J
ODPOVEDI ,ZCELA SOUHLASIM”
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. Reklama umoziuje existenci mnoha médiim a tim
i nazorovou pestrost

. Reklama manipuluje lidmi
Trzni hospodarstvi nemuze bez reklamy existovat

. Reklama podporuje zbyte¢ny konzum . Reklama je soucasti moderniho zivota

Reklama pomaha lidem orientovat se v nabidce zbozi
a sluzeb

Jitka Vysekalova k tomu Fika: ,Otazku zaméfenou na spolecenskou roli reklamy jsme zafadili
do vyzkumu v roce 1999. Vzhledem k tomu, Ze stejné otazky byly pfedmétem Setieni i v Né-
mecku, mohli jsme postoje srovnat. Ceska a némecka vefejnost se v uvedeném roce shodla
v tom, ze reklama podporuje existenci rliznych médii a tim zajistuje nazorovou

pluralitu (78% v Némecku, 75% v Cesku). V letodnim roce souhlasilo s timto nazorem celkem
64% (zcela souhlasim, spiSe souhlasim), zcela souhlasilo 20% dotazanych. Rovnéz se od prvni-
ho Setfeni snizil poCet téch, ktefi berou reklamu jako samoziejmou soucast moderniho Zivota
(v roce 1999 82,9%, letos 67,3%).

Celkové zlistavaji postoje k roli reklamy ve spole¢nosti ambivalentni. Cast populace si uvé-
domuje dllezitost reklamy pro ekonomiku i média, ale vidi i jeji negativni stranky, za které
povazuje pfedevsim manipulaci s lidmi. Ve srovnani s minulym rokem doslo k poklesu
negativnich atributd, tj. je méné téch, ktefi deklaruji manipulativni funkci reklamy a snizilo se
i procento lidi, ktefi jsou presvédceni, Ze reklama podporuje zbyte¢ny konzum.*

¢ Nakup na zakladé reklamy

Ve srovnani s minulym rokem se podil téch, ktefi pfiznavaji nakup na zakladé reklamy, snizil
0 5%. Tento nakup priznavaji ¢astéji mladsi vékové skupiny a vysokoskolaci. V pribéhu Setfeni
se podil téch, ktefi nakup pfiznavaji, pohybuje v priméru mezi 30-40%. Reklamy, které ovliv-
nily nakup, se i v letoSnim roce tykaly hlavné potravin a napojl, kosmetiky a drogerie a elek-
troniky a spotfebicd. Snizil se podil téch, ktefi uvadéji, ze informace z reklamy jim pomahaji
pfi nakupu, ze 48% v minulém roce na 38% v soucasnosti.

NAKUP NA ZAKLADE REKLAMY (data v %, n=884)
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Jitka Vysekalova: ,Pfiznani nakupu na zakladé reklamy je nutné interpretovat v Sirsich souvislostech.
Musime pocitat s tim, Ze Cast populace nakup na zakladé reklamy ,,nepfizna“ at jiz proto, Ze si ovlivnéni
neuvédomuje, nebo ho pfiznat nechce. V minulych Setfenich jsme tuto skute¢nost davali do souvislosti
s fenoménem ,manipulace” obecné a vlastnim nakupem, tedy ,manipulace mnou samotnym?®, kde byly
zjistény zietelné rozdily. Ty pretrvavaji stale. Obecné vnimani manipulativni funkce reklamy je stale
mnohem vyssi nez skutecnost, kterou si uvédomujeme a priznavame pfi vlastnim jednani.”

« Kontroverzni témata v reklamé

Jak Ceska verejnost vnima erotické a sexualni motivy v reklamé? Jitka Vysekalova: ,Stale plati
zjisténi minulych vyzkumd, ze ¢eska verejnost je obecné tolerantni v postojich k sexualité a pro-
jevuje se to i v uvedenych vysledcich. Krajni postoje vyzadujici zakaz takové reklamy zaujimaji
v letosnim roce jen 4 % dotazanych. Po celou dobu naseho vyzkumu neprekrocil tento postoj 10
%. Cast populace vyjadtuje negativni postoj k takovym reklamam, ale nevyZaduije jejich zakaz.
Lze si jenom prat, abychom byli stejné tolerantni i v ostatnich oblastech naseho Zivota.

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

Tyto reklamy sa mi Libi

Libi se mi to, jen kdyZ se hodi k nabizenému vyrobku

Prili$ se mi to nelibi, ale nevadi mi

Vubec se mi to nelibi, vadi mi to
Vubec se mi to nelibi, pobufuje mé to, mélo by to byt zakazané

Tento problém mé vubec nezajima, nemam potiebu se k tomu vyjadfit

61



62

K dalsim citlivym tématlm patfi reklama na tabakové vyrobky, kde mame udaje od roku
1993. Postupné jsme do vyzkumu ,pfidavali“ dalsi citlivé oblasti jako je reklama na alkohol,
kterou bylo nutné rozdélit na tvrdy alkohol, pivo a vino a reklama na volné prodejné Léky.
Stejné jako v minulych Setienich jsou restriktivni postoje nejvyraznéjsi u reklamy na cigarety,
dale pak na tvrdy alkohol, pfetrvava tolerantni postoj k reklamé na pivo, vino a volné prodej-
né léky. Rozdily jsou patrné z dale uvedenych pfikladll vyvoje postojl k reklamé na tabakové
vyrobky a pivo. Obecné byly nejtolerantné;jsi postoje ke vSem komoditam v letech 2015-2017.

OSOBNI POSTOJE K NEVHODNYM TEMATUM V REKLAMACH (data v %, n=1000)
Reklama na cigarety

Reklama na destilaty, tvrdy alkohol
Reklama na vino a sekt

Reklama na pivo

Reklama na volné prodejné léky

0% 20 % 40 % 60 % 80 % 100 %

. reklamu na tento druh vyrobku je tfeaba naprosto zakazat . at si kazdy dava takovou reklamu, jakou chce a kde chce

nevim, zalezitost je prili$ slozita, nez aby bylo mozno vybrat

. takova reklama muze byt provozovana jen s uréitym omezenim jedno z nabizenych Fetent

VYVOJ POSTOJU K REKLAME NA TABAKOVE VYROBKY
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‘ naprosto zakazat s ur¢itym omezenim

A atsi kazdy dava reklamu jakou chce X nevim, zalezitost je pfili$ slozita

----- Polyg. (naprosto zakazat) - == Polyg. (at si kazdy dava reklamu jakou chce)

« Jaka by reklama méla byt

Otazka znéla: Kazdy ¢lovék ma svoje predstavy o reklamé, ma na ni urcité naroky. Co si myslite
Vy, jaka by reklama méla byt, co Vy povazujete za dllezité. Dale je uvedena fada vlastnosti,
které reklama mize mit. Uvedte, zda je pro Vas osobné tato vlastnost velmi dulezita, spiSe di-
lezita, malo dudlezita, vibec neni dllezita. ,Stale je preferovana reklama, ktera podava prav-

VYVOJ POSTOJU K REKLAME NA PIVO
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A atsi kazdy dava reklamu jakou chce X nevim, zalezitost je pfilis slozita

..... Polyg. (naprosto zakazat)

divé informace srozumitelnou a pfip. i originalni formou. Slusnost, nevtiravost, nevyuzivani
nasili patfi k dalsim zadanym atributim. Na 1. misté je po celou dobu naseho Setfeni pravdi-
vost - jako velmi nebo spiSe dilezitou ji v letoSnim roce uvadi 88% dotazanych* fika autorka
vyzkumu Jitka Vysekalova. Pro vice nez 50% dotazanych je velmi dllezité, aby reklama byla
PRAVDIVA|SROZUMITELNA |BEZ NASILI|[DOVERYHODNA | SLUSNA, BEZ VULGARIT
Na poslednich mistech v zebFi¢ku dllezitosti vlastnosti, které lidé od reklamy pozaduji, se umis-
tila reklama s uméleckou urovni, moderni rytmickou hudbou, vychvalujici pfednosti produktu,
odvazana, s vyznamnymi zndmymi osobnostmi (ta je velmi ddlezitd jen pro 8% dotazanych).
Tato otazka by si samozfejmé zaslouzila hlubsi kvalitativni analyzu, ktera nemohla byt soucasti
tohoto kvantitativniho vyzkumu.

* Jak se reklama zménila
Pred dvéma roky jsme do vyzkumu také zatadili otazku, zda se dle nazoru dotazanych reklama
v posledni dobé zménila k lepSimu ¢i horSimu. Jak to vidi CeSi?

ZMENA REKLAMY V POSLEDNICH LETECH (data v %, n=1000)
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. Zménila k hor§imu, podava méné informaci Zménila k lepSimu, podava vice informaci

. Nezménila, je stale stejna Jina odpovéd
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Reklama se libi ¢im dal tim méné - v roce 2019 se nelibila 28% v lofském roce 27%, letos
31% dotazanych a dalSich 15% uvadi, Ze se zménila k hor§imu, protoze podava méné informaci.
Celkem 27% vidi zménu k lepSimu, povazuji reklamu za zajimavéjsi a Cast je i vice spokojena
s mnozstvim informaci, které podava. 24% zadnou zménu nepozoruje. K souc¢asné reklamé jsou
kritict&jsi muzi a vysokoskolaci.

* MiZeme udélat ,pfihradky* na lidi podle postoji k reklamé?

Vojtéch Huindl (ppm) fika: ,Postoje k reklamé rozdéluji ¢eskou populaci na 5 segmentd, ve kte-

rych dochazi v poslednich letech ke zménam. Podil lidi, ktefi reklamu toleruji a uznavaji jeji
potfebnost pro ekonomiku, ale nepotiebuji ji osobné, v letech 2013-2020 pfibyvalo. Letos sle-

Yy v 3

dujeme stagnaci - nejsou ziejmé témér zadné zmény v segmentaci lidi dle postojl k reklamam.’

SEGMENTACE DLE POSTOJU K REKLAME
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. Nesnasim reklamu

. Ekonomika reklamu potiebuje, ja viak ne Reklama je dobry sluha, ale zly pan

. Reklamu nefedim Reklamu miluji

Komunikacni proces v sobé, alespon v teorii, zahrnuje zpétnou vazbu. Tu v rdmci marketingo-
vé komunikace predstavuje vyzkum. Ten, ktery zde prezentujeme, ma za sebou dlouhy vyvoj a
pfinasi pravidelné kazdy rok aktualni informace. Pravé v moznosti srovnani, v dlouhodobych
¢asovych fadach je vyznam tohoto Setfeni. | kdyz nékdy mizeme pozorovat urcité zklamani téch,
ktefi oCekavaji ,pfevratné zmény“ ¢i ,néco senzacniho”. | zjisténi dokladajici stabilitu postojd k
nékt rym jevim muze byt vyznamné. A adekvatni vyuziti (dajd, které vyzkum poskytuje, jsou
jednim z pfedpokladl efektivni komunikace na stale ,slozitéjsim“trhu. Zpétna vazba, kterou nam
vyzkum dava, je duilezita i s narlstajici spoleCenskou odpovédnosti reklamy. Nepotvrdil se nas
predpoklad, ze vzhledem k sou¢asné mimoradné situaci dojde i k vyraznym zménam v postojich
k tématlm, na ktera je zaméfen nas vyzkum.

TEXT | DAGMAR WEBEROVA

SLOVNIK | DICTIONARY

DICTIONARY OF USEFUL

MARKETING TERMS

market offer | ponuka trhu Potential investors are viewing our market offers and oppor-
tunities positively. | Potencidlni investori vnimaju nase trhové ponuky a prileZitosti pozitivne.

market order | objedndvka Placing a market order today guarantees you that it will be
processed by the end of this week. | Zadanie objedndvky dnes vdm zaruci, Ze bude spracovand
do konca tohto tyzdria.

market oriented | orientovany na trh Next week, a seminar on packaging and how to
produce market-oriented goods will be held. | Budiici tyZderi sa uskutocni semindr o obaloch
a o tom, ako vyrdbat tovar orientovany na trh.

market penetration | prienik na trh We gained market penetration but it remains very
low at 2.55%. | Prenikli sme na trh, ale ostdvame na velmi nizkej trovni 2,55%.

market place | trh, trhovisko, trZnica I‘ll meet you in the marketplace next to the water
tank. | Stretneme sa na trhu vedla nddrZe na vodu.

market positioning | umiestnenie na trhu Our North European business performed very
well in the quarter as a result of our market positioning. | Vdaka umiestneniu na trhu si nds
severoeurdpsky obchod pocinal velmi dobre v tomto Stvrtroku.

market potential | potencidl trhu Their research results signal a clear market potential
for local products. | Ich vysledky vyskumu signalizuju jasny trhovy potencidl pre miestne vyrobky.

market power | trhovd sila The Apple Inc. company is an example of market power. |
Spolocnost Apple je prikladom trhovej sily.
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