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ONLINE MARKETINGVY MALh CHSAREDNHKRCH
PODNIKOCH

Online marketing in small and medium companies

Marek Drimal

Abstrakt:

T®mou pr2spevku | maloindli nedmiactkkepodugi
CieOom pr2spevku joaline omajketirsgm WSP & i t u§c
pon¥%knus ni ekoOko ng§vrhov na zl epg
jednotlivich mognost 2, ktporn ® smpir& v s &
poudg2van2 pomt2yuvytrii| edmisd la hmiue Oo v .

KO% ov® sl ov§:
online marketing, bl og, podcasting, €

Abstract:

The theme ofthis work is online marketingin small and medium
enterprises. Aim of this work is to explain situation in online markefting
SMEE and offera number ofsuggestionso improve this situation through
various options that are not expensive anthdy areused correcththey
will help to achieveset goals

Key words:
online marketing, blog, podcasting, email, social netwSIO, PPC

1 bvod

SY%| asn8 situ8§cia na slovenskom tr
slugi eb, zvyguj %ci mi zw%l| gru§ r¥ockomi  sza8 ki
konkurencie. Mo nl i ne priestore sa jte§tpootp cerbunk

aby firmy na trhu naalitvliesbatzomemg laks$
| ase.

Na Slovensku sa sila internetu v
Bolo to zapr2]inen® hlavne cenou sl
at echnickou dostupnosSou. Taktiedg pre
vliastnl cchh vsetbro8wnio k pz8argirld k obvo ome skt r a
svete. dvMressh@® azd merne prehustenlTch str
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na reklgmu. Relglar
okol o aaS kwo 2wWed®k, 0 n
st §ljehme uvwedmmamu jt

pr2jmovo obmedzen®
rozmach ag niekedy
MSP na Slovensku s
Vyu

gitia.

EgtebdoprPred p2tn8§stich rokov bol
SvVoj ej existenci e, ale ug vtedy sa
vyug2vaS woao splroovpoavgaSnciie z8kazn2kov. Dn
odl i meg? asa kagdl deR. Preséntg§ eiba nfa
internete s a stal a nevyhnutnou a p
mar ketingovesj¥%l saismats®gi ee.xi ¥t ujneosue Ok G
ako zaujaS potenci 8l neho z8kazn2ka p

existujWi drilrafly mie je na internete (i
frmyvdohOadnej dobe wepugiwvanizauij AmasSne
stas, ge buddédio vdaons® ok/@n Kpwreeynacl i prui.  AVal
mnogstve vyhOad8vania riegen2 pog¢giad:
samotn®mu reopgpgisov@mRowami u verejnost.i

V | ase, keN pribligne 70% dom8cno

na interné , by sa nemal z a noalihed BavkatiBgu.p r 2 st
Napriek tomuto perc entu mnogstvo fi
internetu na mat kboi nddowd mtdsalpyv? s @Ze
budem venova$S jedno (d)u/cehllemlmnenrb@kmloesdm

dosi ahnuSpatSsajeim§l mych z8kazn2kov.
niektor® pregitky,fktmy®bgdnsea umh melfl

2 Online marketingac i e O

Sktr ako sa zalnem zaoberaS mogn
marketingovi®y Ydemhypahk®daS ak® je dtl
ci eOa. Pri online mar keti ngu sa neu
ngvgtevnosti. Dosiahnutie tak®hoto ¢
zvigenie predaj a. Na =z 8kl adeenitao htkot ocri
maj Ya aj in% odozvu ako tloshro z*iviperui e
najdilegitejgie sprg8&vne urlenie cieOe

2.1 Jednoduch® mognosti vo svete inte

VeOa podnikateOov si mysl?2, ge n.
Taktieg si ayrsddiast rgeevasS agvoj u fir mu
katal -goch, ktor® s¥% na slovenskom we
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TTmto sa vgak vo veOa pr2pmaaoch i
ug2vateO naraz2 na prorfiill2 mnaRevjy i r |
profilom so m&8kladnTmi %daj

Tento postoj firiem sa mus?2 zmen
konkurentmi vonline svete.

3 Pr 2 s tonlime mharketingu

Online svet je rTchly, to |lo pla
VeOk® kiormpr 8cie maj¥% preto wen@k¥% ne
reagovaS na tieto zmeny. MSP to al
oobsahu webu MSP srkeenguse2nlizanvestnanec z
t o, |l o sa objav? na webe firmy zasie
konel n® riegenia sV oOjsendr manageiow &n manag
senior online mar keting gpecialistc

skompli koCMS @k as & agent %r a, ktor§g t
vykonanie pogadovan®ho ¥Wkonu.

Jednoducho | 2?m je doba reaktie Kk
vkonkuren| nom boji

3.1 Blog

Vsl ovenskej republ i ke egte ni e
propag8cie blogovan?2zm, |l o d8va obrov:
vli ast n®ho shpltosgw. alkdbe doost aS osobn® al
trh.Spravovam bl ogu nestoj?2 giadne finan]|
obl og umi estnenl na nej akom port 8§l
bl og. atl as. sk, ak samozrejme nie je f

to ide8l na prezent8cia prsestfr8nmy, Kktoc

oud2, ktor2 |2taj ¥ T op8d onne upsrt i§H %
bl ogerov Taktieg v8&8ha blogov pri bu:
bl ogovaS tieg?

Ako som ug vyggie spomenul gemie u
n8v gt e v nnuesutkdrveraie. Ak fimna bloguje @vojich produktoch,
osvojom fungovan? oslovuj e presne c
mi ni mg§l neho ¥silia.

Spr8vny pr2klad firemn®ho bl ogu:
Mar kefT®r advAdvertising najlepgie poc
na svojnablYvgo dunge j stranei acehl bhoge&a
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prezent8cie pr8c po sekciu zo (givotze
nebloguje |l en jedna osoba ale kagdl |
Nespr8vny pr2klad firemn®ho blogu:
Nespr 8§vnydomprj2&kl spol ol nosS Il magewel
bl ogovas, peslethZplbk/Zd)gZamlelzTImto fi
ge nem8§ | o povedaS vo svojom blogu.
aaktu8l nosS. Bl og spol ol npodnteku.l mage we
3.2 Soci 8l ne siete

Soci 8l ne siete zag2vaj Y vV 0 sve

Najrozg2renejg2mi na Slovensku s¥% Fac
David Meerman Scott hovor2mesgde.s dNeidS§
sa byS plnohladkjotpartrya Kdm p8§&§dom | e
soci 8l nu sieS, ktor8 najlepgie sed? r

Pri MSP je pre jednoduchosS naj |l ¢
sie§, na ktorej, by bol a i ma plne e

Facebook je & %] ast i n ajehoo a ¢
spohOadu mar keti ngupgresownd
ug2vateOov. Obrovskou vI
(samozrejme ak je profil ajeudzom jazyku).

Twitter nie je na Sloverslkho takT
hlavnim % elom je vihradne prid8gvan
vyugiteOn® hlavne pri MSP, ktor® by
uverej RovaS firemn@krigrfkar nsSpcrigev.u,J ekdtne
ako mikroblog.

je a.

Spr8vne vymgutna smack®&ktnej sieti:

SpololnosS Websupport j e pr2zkl adom
soci 8§l MdwksigasS jaa naplno vyug2vaS. Pra
feedahel pdesk naprcihmbbehu kttlogdRas funguj e

Nespr8vine mawukéti ngu na soci 8l nej sie
Pr2kladom ako sa nesprg§§vaS na soci §
Systems, ktor8 m8 na port§8li Faceboo
nebol aktualizovanT, nteob ojl e  hplra vdnaonu® p
nezjgmu n8vgtevn2kov soci §l spmyovamié et e .
tohto profil u poaltag|lbuy Ypd nrea dvgyenja zza S .
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3.3 PPC

Pay Per Click reklama je m§ s najrozg2?renejg
internetov®ho man§&et dohpavonZafmdd®s tsvag |
vr ok u 2005, kedy najwrré gajeomporrdl8ll an
priestorov VT hodami s¥% plathba Il en
d*kl adng rkocnhtlreolvay haodnot eni e kampan?2.
invest2cie do PPC webktamy?240% oal konel
Dl edgit® je urlenie kOl jejspravdvanis | o v ,
apr2prava d*kladn8 pr2prava |l anding p

Vs¥%| asnosti sa na Slovensku najvi
PPC kampan?2 Gokiagete Adwor ds a

PPCkampane sa najlastejgie vyug2yv
vyhOad§gvalakacodkazyliPRbd | Enkoch. Tieto ka
vhodn® pre kagd¥% fir mu, keNge ak nie
zbytoln® vytvgraS PPC rekl amu.

Proti PPC akkhvgmeKpesc@mgan2aka nS§v
invest2ci 2, ktor 8phiyvihdhddlo MEPGdDr Al eé
ako j e SEO. L omu nasved| uje gt ati
www.inputproductions.com

User Clicks By Result Type
100%
90% -

80% -

70%

60%
50%

40% -
30%

20% -

10% -

—

Organic PPC/Sponsored

Obr 8§zok | . 1: Or ghtpy/blay.tighe@m/maiketimgéorganiespat-search
enginemarketing.html

0% -

10
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3.4 Bannerov?g rekl ama

S2ce bannerov8 reklama patr? pod
tvrdi S, gsea nsoas t jad dhrljédénezpnroeng@int kaov od z a

internetu. Vs %4l asnostiedeiki sutgirjveat enOmi takzyv
slepot a, kt or r essal t @ yiva nupaarytcdhl owe ba
bannerovou rekl amou. Do bannerovej r
POPiTUP okn8, kde je ich cena pri nagi
ako pretiream8 kmnverzie sa rovn8 nahne
l en zdrguje od vyriegenia jeho probl
na hlavnej strane: ZoznamBR40 00 G/ t T gd4B00Az et gdkR)

Ni el en ceny odradi a MS R ad znaSkv¥paet m
vynal ogenlch n8kladov sa | 2m Nalej tI

3.5 Podcasting

M ge &ws®di ® alebo video form&t wul o
ktorT si m:ge n8vgtevn2k firemn®ho
| asov®ho obmedzenindlka direedjngi ws af ovrgnak, uk
invest2ciasdbdbt vk@me,r yvhaka ktor ®mu m

uverejnis. Samozrej me, ge podcasting
Il en pre firmy, ktorTch produkty | i
prezents84giais.n ¥t S| ovensku podcasting
at el ev2zie. Pri begnl ch podcastingoficna s a
str8§nkach adresarfiriem.sk, ktorT je
Pre mnogstvo MSP by halddc nbytSi podict
formou PR alebo propag8cie jednotliv
ozauj?2mav¥% formu online reklamy, kto
ktorTch probl ®m jednotliv® firmy riec¢

11
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Overall Distribution

[l Fodcatch
Il MMobile W
Web Bros

ers (47.1%)
Browsers (24.8%)
[18.4%)

Anonymous (6.9%)

[l Mobile Applications (2.8%)

Obr 8zok | . 2: Dhtp:Awwwiv.debknewscenpabcdm/vaps t o v :
content/uploads/2009/08/gncpodcast2009.png

3.6 SEO a SEM

SEO (search engine optimization)

pre rtzne vyhOadS8val e, napr . Googl e,
otechnick¥ problemati ku, almarjket @oar
(najlepgie coppwBivhgra)i.betrdek Ot ovlic
ocel kovi obsah webu. Tvorba SEO ni e

maS svoju kontinu8lnosS pre wudrgani.

odkazmi vo vyhOad§gvali

Pre sprBunuSEDV gre potrebn® vykon
konkurencie a anallzu kOW ovich sl o)\
dt*kladnlT viber kOwW ovIich |l ov.

S

dudi a na internetovich vyhOad 8§\
vyriegeni a nejnyﬁ@fnoppn%hh@muta rieger
Mu s 2snie odppoéedaBuz potenci 8l neho z8kaz

- akT probl ®m riegi danlT produkt al
- aakl je opak probl ®mu, ktorT riegi

Pri MS P, ktor® sa ani okrajovo n
a migeme stu€ctnw8, sgesfirmy ani nel

S b
SEO znamen8. Ak vdgak maj ¥ vBE® Aot r §nk |
j e s p o mpafeud @ s tvi PPC, invest2cia do
azvyggou n8vratnosSou tadkmt @rpr PPLd & a

12
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Pojem SEM (Search Engine Marketing). Ide mb a d %
izblohwu,d?*vodu sa n8zory odbornz2ko
, ge patr2z patoSE@fnthrdhS§ci pk2ni
koru rozdeleniu tTchttoen@v ofcohr mp
alizg§cie vo vyhOadg8valoch, proi
nut ® SEO. Najl epgou formou | e
nut2zm SEO vl astdnoepjl neved mv egj SsEt M
orTch vyhOadgvaloch.

L2m sktr zeptma¥si MSPi su svojich we
z2skaj % konkurenln% vihodu oproti it
pojem SEO znamen§. Proces SEO si m?
externej pomoci, takge tTm dok8Qgu uge

r—rQ_Q_B(mN

Research Structure

As search en-
gines update

and traffic the

Analyze ?;‘gﬁ:ﬁ?- look
Rankings 'and mm':?j seo process
and Traffic WAt

On-Site
SEO

Search engines take

time to update links L
and keywords. Build links to homepage

& main pages.
Link Building

Keep Improving

Obr § z o k Hroce3http:/&.Bpblogspot.com/
9L57gqedQ8Y/TenNTItsc8l/AAAAAAAAADK/U2iSwneXqY/s1600/seo
process11111111.jpg

3.7 E-mailing
Rozosiel ani evenGnil ol iprantTrm/da fkor m§& m

z§kaznakksni ma udrgiavaS vzSahy.§lR2sar
vmnohTch firm8ch podceRovan®.

13
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Typy emailov:
- email sponukou
- newsletter
- permission emalil

Email sponukoui ide oemailsponukou sl ugieb al et
Vtomto maili sa ale nesmie uvs§dza$S c:¢
Idelenoi nf omrTmarhai | odkazuj %ci na vybran®

Newsletteri j e pravidelne zasielanl ma i
predajnl ani reklamnlT char aktder .sk}eh
ovybudovani ef isrimed?! vieirayzanl&HR lkeedea t oho p
MusotbsahovaS text alebo video, ktor®
pre odberateOa newslettrov prospegn®.

Permission email j e mai |l posielanlT OuNom,
adokonca c¢hec Ynativksttoar S.m Ische domzvedaj Y% v
o problematike, n a kt or% hOadaj¥% odpoveN. Zv
predch8dza vyplnenie dotazn?2ka alebo

Ne v T h o-ohailinguei hl avnou n emallifgo deo u e
nevedomosS ako ho vyug2vaS. Mnoho fi
ug2vateOov zbyttollmTimcheman! amipudzuj %
tomuto ug zmidialndodipenvmE&m ajednsjiaddsya n 2 me
ktor8 bola viackr 8§t zahl 8sen8 ako s
vgetklTch ug2vateOov slugby gmai l

4 Z8ver

CieOom pr2spevkiut ubSoohline nmikgtimgs ni S
vMS P, ale hlavne pon¥%knuS niekoOko n
pomocou jednotlivich mognost2pri ktor
spr8vnom poug2van?2 pom!gu pri dosiahr

Literat¥%ra a zdroj e:

SCOTT,D:Nov® pr avi dl|PR Bratslava:e&astomedpaoksa
2010

JANOUCH, V..l nt er net o vBrno: @ampltes Press) 2010
KAUSHIK, A.: We b o v § a n.8iny. Camputer Ftess) 2011
http://blog.triphp.com/marketing/organis-ppcsearchengine
marketing.html

14
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http://lwww.geeknewscentral.com/wp
content/uploads/2009/08/gncpodcast2009.png
http://4.bp.blogspot.com/
9L5ZggedQ8Y/TenNTItsc8I/AAAAAAAAADK/U2iSwneXqY/s1600/seo
process11111111.jpg

Kontaktn® wWdaj e

Mgr. Marek Drimal

Univerzita sv. Cyrila &etoda

Fakulta masmedi 8§81 nej komuni k8ci e
N&§m. J. Herdu 2

917 01 Trnava

SLOVENSKO

drimalmarek@gmail.com
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MOBILE PARKING
Mobile Parking

Emi | Fitog

¥, mobil |,
L.parking__

NOVE TRENDY V MARKETINGU

B Smolenice 15.-16.11.2011

(.

|
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Mobil parking - obsah ﬁ

PreCo sa v mestach vybera parkovné
Motivy pre zavedenie mobil parkingu
Potencial pre mobil parking

Technicke rieSenie

Oslovenie zakaznikov a podporna kampan
Trendy a trhové podiely

Ddvody pre regulaciu parkovania G

Zabezpecenie rovnhovahy

medzi:
negativnymi S o I poziadavkou
dopadmi " nazachovanie
automobilovej & obchodného
dopravy na | a kultarneho
centrum &= Zivota
mesta £ & Vcentre

mesta

17
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Prieskum parkovania Jun 2006 ﬁ
- objektivna potreba regulacie

Ako dlho sa planujete zdrzat’ (parkovat)?

Cas podet | podiel

do 15 min. 37 4%

do 30 min. 91 9%

do 1 hod. 183 17%

do 2 hod. 193 | 18%

do 3 hod 119 11% Dlhodgbo Pa'r'kujl'lci -
do 4 hod. 89| 8% L
do 6 hod. 87 8% (tyka sa viac
do 8 hod. 90 9% ako 50% vodicov)
viac nez 8 hod. 133 13%

nendnovedaln 28 2%

Prieskum parkovania Jun 2006 - ﬁ
subjektivna potreba regulacie

Ako dlho ste hladali parkovacie miesto?

Dizka hiadania parkovacieho podet | podiel

miesta

nasiel som okamzite 297 28%

nasiel som do 1 minaty 87 8%

nasiel som do 5 minut 220 21% 65% potencialne
potreboval som viac, nez 5 minut 462 44% nesv;:’tzil;gg:,ych
neodpovedalo 11 1%

18
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Motivy pre zavedenie mobil ﬁ
parkingu

* Problematicka dostupnost jednorazovych
parkovacich kartach a s tym suvisiaca zla
platobna disciplina

* Snaha zaviest modernu a inovativnu sluzbu
obcéanom

* Minimalne administrativhe a personalne naklady
* Transparentny proces dohladu
» ZaruCena a bezhotovostna platba

Prieskum parkovania Jun 2006 - ﬁ
Potencialni uzivatelia Mobil Parking

Kedy si kupujete parkovacie karty:

Spésob nakupu parkovacej karty poCet | podiel
naraz dopredu viac 492 47%
vzdy, az ked potrebujem zaparkovat' 514 49%
neodpovedalo 53 4%
Potencialni I

predplatitelia parkovného

19
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Prieskum parkovania Jun 2006

Privitali by ste moZnost' platit' poplatok za parkovanie SMS spravou
z mobilného telefénu a vyuzivali by ste ju?

wingld

Potencialni uzivatelia Mobil Parking

Zaujem o mParking pocet | podiel
Ano 576 54%
Nie 202 20%
neviem, musel by som o tejto sluzbe vediet viac 271 26%
neodpovedalo 10 1%
Potencialni
predplatitelia parkovného
formou Mobil Parkingu

Prinosy pre vodic¢ov

« Ziadne papierové listky a drobné mince

§

* Nezavislost’ od otvaracich hodin predajnych miest

» Nie je potrebny nakup Ziadnej techniky
» Bezpecnost pri autorizacii a platbach

* Informacia SMS-kou pred uplynutim limitu
» Platba z miesta, kde sa prave vodi¢ nachadza

» Moznost zaplatit za priatelov a znamych

» Suhrnné mesacné faktury pre podnikatelov
» Vizia — jednotny systém vo viacerych mestach
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Mobll parkmg 1 generacle ﬁ

| ‘?f’ *notifikaéna SMS
AT
(“};z‘a'. +prediZenie parkovania
%, +dobijanie kreditu

* «zasielanie faktar

*prehlad cez web
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Oslovenie zakaznikov ﬁ
a podporna kampan

Cielova skupina

» Predstavitelia
dynamického moderného
Zivota

* Manazéri, podnikatelia a
dalsi vytazeni ludia

« Zakaznici nizSich
vekovych kategorii
prichadzajuci do mesta
pracovne, Uradne a za
zabavou

Oslovenie zakaznikov ﬁ
a podporna kampan

Medializacia

« Tlacova konferencia s
velkym zaujmom médii

« 5 celostranovych farebnych
inzeratov

* Rozhlasovy spot a jeho 5-
nasobné odvysielanie

« Kampan v uliciach mesta
(letaky, velkoplo$né plagaty
City Light )

« Motivacny balicek
parkovacich hodin
Konferencia Slovenskej
parkovacej asociacie - 3
roéniky
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Oslovenie zakaznikov ﬁ
a podporna kampan

zjednoduste si Zivot, postarame sa vam o detaily

Lmobil parking_l

Trendy a trhové podiely ﬁ

Zaciatok prevadzky, Hranica 20% v prospech
kampan mobil parkingu
140% 1
120%
100% B Mobil parking
2. generacie
80%
O Mobil parking
wo | | Zaciatok prevadzky, 1iggnerdcie
2. generacie
O Parkovacie
40% karty
20%
0%
Jan 2008 Maj 2010 April 2011 November 2011
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Y,

¥, mobil @,
-.parking__

Emil Fitos
emil.fitos@atos.net

Kontaktn® %daj e
Ing.E mi | Fitog

Atos

Einsteinova 11

85101Bratislava

SLOVENSKO
emil.fitos@atos.sk
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GET EXPERIENCE OR DI E TRYING!

Martin Jerkovil

student

challenge  matters
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82% — ho job

of students

no experience

student

student

26



NOVE TRENARKEVINGU
Zvygovanie konkurencieschopnosti Sl ovensl

companies cannot reveal

HIGH POTENTIALS
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HOW IT WORKS

1. Company creates challenge

2. Students accept the challenge

3. They solve the problem & upload solutions
4. Best one(s) get prizes & references from

real companies!

student

challenge

market survey business plan graphic design
programming presentation video webdesign
financial analysis marketing strategy

student
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“Leaming by doing” (+ having fun)

World of Warcraft

in real life

skills, levels, experience points, artifacts,...
(no monsters, PVP or PVE)

student
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Universities cooperation

Fortune 500 companies

MARKET

150M+

students in the world

student
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CURRENT STATUS

early beta version

Thanks for your attention!
martin.jerkovic@studentive.com
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Kontaktn® %Y“daj e:
BcMartin Jerkovi |l
Studentive

Bratislava

SLOVENSKO
martin.jerkovic@studentive.com
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MOBI LN MARKEK® NSSOUIACST
| NTEGROVANE MAROWETIKNOMUNI KACE

Mobile marketing as part
of an integrated marketing communications

PavelKl i | k a
Abstrakt:
PS2sphRDvek se zablv§ mognostmi vyug?2"
soul §st?2 integrovan® marketingov® ko
marketingu. ZamhDSuje288n2naQRtBIdT, a
viznam v posledn? dobnD roste. Di gi t &
integrovan® marketingov® komuni kace,
pro %YspRhDch jak®koliv spolelnosti z
nab2z2  kdru§tok opuovstbdnom2 o digit8&8l n2zm ma
0 povDihDdom? Vyug2vesgn? QR k-dT mezi [
nast2nRny vihody, ale tak® Wiskal 2, k-
mognosti vhDtg2 propagace tohoto typu
Kl 2 §sova:
Mobi |l n2 mar keti ng, di gitgln?2 mar ket

integrovan8 marketingov8 komuni kace

Abstract:

This paper assesses the possibilities of the use of digital markepagt a$
integrated marketing communications and as part of lmabarketing.It
focuses on the increasing use of QR codes, which their importance has
recently become more and more significant. Digital marketing has become
partof integrated marketing communication, which is nowadays a necessity
for the success of angompany in any given industry. This post also offers

a brieflook on growing awareness of digital marketing and especially the
use of QRcodes among potential consumers. It outlines the benefits, but
also theproblems that this method of communication [deg and reveals
greateropportunities to promote this type of marketing.

Key words:
Mobile marketing, digital marketing, QR codes, mobile phones, integrated
marketing communication
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bvod

Di gi2t, 81 pot ag mo mobil adulmamkiet daob
nejrychl eji se rozvz2jej2c? formou ko
B2B a C28B. St§vs§8 se nezbytnou soul
komuni kace. Il ntegrovanst mar ketingovs
Yas p Ifginr®@my . Bez integrowdn® gl mnurmpiSkasoe
z8kazn2ka o koupi produkt u, resp. 0
nen8silnou formou informovg§gn 0O prod.t

tak mi mochodemid pr odukr tnehboov ®s Ikuognbuun i
kagd® firmy je co nejm®nhD elasticks§ j
firma disponuje € | asti ckou popt8&8vkou po svilc

dosahovat vlDtg2ho zisku, protoge z 8k
konkurencevytlwoSi $ebmensgsil nl vztah
spol el nost? t ak, aby z8kazn2zk byl ocC
slugby i pSi cenhb vygg2, nicm®nN mu
takovl virobek kupovat.

Mobi |l n2 mar keting jetzjiishntlegjreodn
mar ketingov® komuni kace. Mobil n2 mar
z8kazn2kem kdykoliv, nen2 tSeba |ekat
sisednelpol| 2tal i. Mobi |l n2 mar keting umo ¢

kdekol i v. Mo i K an¢?d Tt ep cetfeornci §1 n2 z8kaz

ho t®mnNS kdykoliv poug2t. FirdmalDmTge
kdy je to pro oba sdovual aswnhb® edkat byd vsheo d
mobil n2 marketing pouze na pojsdu® akt |
z8l egitosti sp2ge pSegit® a z8kazn?
pozitivnh), ale dnegn? mobil n2i mar ke
chytrT mobil, internet, virtu§8ln2 prc

PS2sphDvek tak png| &takyc? Is ol rarsawts t
budoucnost vyugit?2 mobiln2zho mar ket

mar ketingov® komuni kace.

1 Vivoj mobiln2ch s2t2 a poltu ugiyv
Vroce 1991 Eurotel, dceSinsg spo
spust il anal ogovoa ®dBi INMPylh4S®d U eGenr
desetatpekPef[] ugivatel T stoupal vel mi
27500.
Vroce 1996 byla u n8s spugtBhDna di
z2skal Eurotel, dr uhou-Mo2bs K eael. pPeazedlaj:
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velmi brzy vroce 1997 pwokr yt 2 dot §hlil Eurotel,
pSedpl acen® karty a pol et rocgyl998at el T
Paegas ve Expalndpra8§chiankou (dnes eBank
na sviRDtND nab2dl S| M lednu 1#099tntempat Gall GSM b

tak® jako prrwrc2ze ROD0Dv WtsR.upWj e na trl
(dnes Vodafone)i d oc h &za?l gR mu z| evRov§n?2 a vl
ugivatel T.

1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Polet mobiln2ch telefonT v dom8cnostech
(polet pS2strejt¥f)na 100 dom8cno

Zdroj: LSBb, Statistiky rodinnlch %l tT
'SEDLCLEK,jkdmer €e, internetovl a mobil market

literatura, Praha 2006, 352 stran, ISBN7&D0-1950
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Eztonzsko ]
ttalie
Litva
Lucembursko
Finsko
Portugalzka |
Rakousko |
Bulharska |
Cesko
Déansko
Spoj. kral. |
Mémecko
Mizozemska
. EUZT
Swvédsko
Rumunzko
Recka
Macdarsko |
Paolsko
. Belgie
Spanélzko
Kypr
Irzka
slovineho W 2009
Slovensko
LotyEsko =000
Francie

o 20 40 60 80 100 120 140 160 180 200 220

Polet aktivn2ch SI M karet
(na 100 obyvatel dan® zemh)
Zdroj: ITU (International Telecommunication Union)

V pS2padh vyug2vsg&n2 mobiln2ch tel

na 100 obyvatel) ikwkazujseg olverging rse psl
EU naopak vysoce nadpr TmRrn® hodnot:
republice 138 aktivn2ahLBlI NMekam&t zasd
9. m2sto mezi zZemDmi EU (vloni t o by
sedmadvddat kyl25 aktivnz2ch SI'M karet
pSekonala evropskIl prTmhRr zat2m v Kk
2001) . Nej | ®pe mezi zemDmi EU dopadl c
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(151) a Litva (151), nej hTSe apcek Sl o)
(96) 2

2 Mobil marketing *
Mo bi | mar ket i ngl §tewz?2pcdmBinh N2 v Za .
stoj? t®g to, ge zat2?mco vDtgina n8§

nejprve vyYySkKkowgerna osviDdl en® pSebz2ral
situaceVWwWSA igenrB2 r oz g2 Sen?2 mobiln2ch
nav2c jsou vyug2vsny |jin®%sysat @nayk nnea

dl ouho nebylo zaruleno ani pos2l] 8n2 ¢
Me z i agentury a spolelnosti, kt e
mar ketingu specializuj?2 a poskytuj?z |j

ADM, B3net, ComGate, Erika, Logos, Marketing Evolution, NetKit,
eSMS.cz

Reklamn? S MS
VpS2padhRD SMS zpr8v je potenci 8§l

nebezpel?m je nélkammar ze2 czchahbS®M8& zpr 8§v
objevilo nhDkolik n8vrhTregiakttamatodi
suvederktme,rTzh obl ast 2 S i pSej? rekl a
bl okovat pS2jem SMS z internetu.
Rekl amn2 SMS | zkadozdihl katdgotiS2: z§k
1) Sponzorovan® SMS
2) Kl asick® rekl amn2 SMS
2 LeskT statistickl wSad, do

http://noteszl. czso.cz/csu/redakce.nsf/i/1_vybavemmsnacnosti_pevnou_telefonni_linkou_a_
mobilnim_telefonem

®*SEDLCLEK,jkdmer €&, internetovl a mobil market
literatura, Praha 2006, 352 stran, ISBN7Z&D0G-195-0

*K-dovl m ODMA, pcbde xdivision multiple accessie metodadi gi t §1 n2 ho
multiplexaew8§n2pSenosu v2cero digit§ln2ch sign
m®di a, kter8 jednotliv® signsgly rozliguje t2
navr ke d®)ZBatkbuCDMAs e pak t ak @ ®tznn?a|wy weg ikto?n kt ®t o

vmobiln?2, K6 té&tefr®iSeg? di gitgln? multiplexing
komuni kal n2zch sGPSn@®@mecmap$k &t aB sQualeomm t n2 ch
OmniTRACSpr o |l ogistick§8 Segen2t2mtoemnbkplapmham] j
americkl standard def i no 885 (terimQatantlacdoasosiace e z n
telekomuni kal n®bo jer Tmgslzun&m 1aS6d nébdb g2 gk r a
mobil n2z gener ac ectmaOneQ uoadl uckot nontu® g Tni@rkca z ovat na S
CDMA v r 8mci 2G. CDMA byl o navr genft))pMezi n8r o
schvgl en?z jakogto standard mo b i
[http://cs.wikipedia.org/wiki/K%C3%B3dov%C3%BD_multiplex]

€
8
tr
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3) PlacenlT pS2jem reklamn2ch SMS (MM

Sponzorovan® SMS
Za klasickou bezpl at nomu8 sSIMSd wzjper 8§lvl

znakT reklamn?2 zpr8vy. Nej s$tarukolikn 8§ my
ugivadtea takovou SMS reagoval o., al e
sl ugbu.

Kl asick® rekl amn? SMS

Cel 8 zpr8va je reklamou. Lasto ji
je mogn®, aby ji vyug2valy i dal g2 f
100, popS2kgdN Za®O azinlan2 vizkumy uk
vysokou ¥ innost takov® SMS wu jednot
ge YW innost je d8&8na mimo jin® tak® ne

Re k!l amn? SMS, MMS

Jednou pr vn2ch apLRkac? aMM2 kil amn?
pS2 1 egitosti Mi- ;e b iLIRe 2®yh3 ,ajvead re2hm szp o n
soutNge. Na -MobitBeubyiymyjofTografie v
bylo mogn® zaslat na |libovolnl telefc

Serverwww.happydisplay.czs e na rozes2] §n?2 MMS
Na serve u | e mbgtz®Nnedst vz MMS, pSipojit
poslat zn&mim. SMS a MMS se d8§le Vvyu(

syst ®my .

SMS soutBhRDge, ankety a hlasovgn?

Vihodou vyugit?2 mopPimnhékh soet B :
hl asov §n?czhapjog efn@k ts,pogdeSebi tel T je sn
pracnlD vyhodnocovat, je snadn® uspo¢
spolelnost z2sk§§v§ datab8zi telefonn?

Z8kazn2k zasl 8n2zm SMS d8isp&zicizpr acc
ale pSedévprm HNMtmou vazbu.

Na rozd2l od bRgnTch SMS, kde se
cenov®ho programu dan®ho ugivatele,

sazbu pro vgechny ugi vatel e. Premi u
ng§strojem mobil marketingu.

Vyugirtemi m Rate SMS: rychl ostn?
vyhr 8vaj? SMSky dl e ur] i t®ho krit®
programy. C2lem je pSesviDd]| it z8kaz!
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viastnizagagauel tak z2sk8vs§ «dag,abgz
odmRNDRuje |l oaj 8l n2 klienty.

Rychlostn?2 southDge

Jsou realizalnhBD nejjednodugg?. Z
S MS, informace na nrdwigA 8 cnhe b ai &nidf horr ental
vyzvegn, aby <co nej roydcpholvelJdiz ondae st all e
Nevihodou i e relativni n2izk§kagoP &t

pochybuj e, zda m8§8 ganci bTt ppSad?,
(50., 100.)

Znal ostn?2 soutiDge

Jedns§ se o} sl giedNjskn IdedigkBDNge iz
zpracov8§ndn®Jpaow wplhe?2l en?: poviDdom?2
formul aci ot8zek

VDrnostn?2 progr amy

Jsou vhodn® pro kil idedntgg.ch ktla@a$2ov
interval ech Na obalu zakoupen®ho zt¢k
%l tence je uveden® -|®wz2mi & omazdmrsd sstn 2
OpNt zadavatel z2sk&8v§ datab8zi svict
SMS ankety

Jsou spotSebiteli hojnhD vyug2vegny
t o, ge vzorek z2skanl podl e anket by
vzorek spotSebitel T.
M 1 komerce

Jedn8 se o0 n8kup a prodej zbog?

telefonu, popS2padn dakomehckhbeser o\
za ned?2 ] nkomerckou| 8st e

Zemh, k-k e msrecen prosadila nejv2ce
telefony se \Japonsku pay2 v aj 2 nejen na n8kup zb
kl asick®ho internetov®ho obchodu, al
se specializuje pr8vhn na klienty pot

OdviRDtv2z nejvkomeopeg?ti vnhDna m

*SEDLCLEK,kdmer Ee, i ntielr nmarokvdt iangmoobd A do Z,
literatura, Praha 2006, 352 stran, ISBN7&D01950
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- Prodej obsahu ur | en®ho, mplode, mobi
obrg8zky)

- Z8bava, hry

- I nformaln?2 slugby

- Lokaln2 a navigaln?2 slughby

- Finanln2 slugby

- Objedn8vky vybran®ho hmotn®ho zbo

Televize vmobilu
Podl e studie spolelnostrbce Btlr een |
lem 140 mili-nT pSesdplEati tpeloT modli é
er® vygeneruj?2 mobiln2m oper8torTm
Podl e pr Tzkumu, kterT uskutelnnil
televizn?2 wvys2|8n2 pro mobiln2 telef
Mezi nejpopul 8bnDng?2 tpoBadye mpat $2
reality show. M®nND ned polovina osl o\
a ned8vala by se, ani pokud by byl o z
Nej vDt g2 pol et mablunademetVigiiitnelj v icze
pak Japonsko a Jign2 Korea.

k o
k t

3. QR k i @ujck Response

Hi storie QR k- -dT
Technol ogi i pro QR Kk

ug v roce 1994 japonsks?§
E?il::'l:m Wav e. PTvodn2zm z8mDrem
technol ogi e byl o rozk:-

u nejrychlejg?2m zpTsobem.
I QR k-dy zpolN§tpkSii holzanal c
soul §stek pSi virobn v
E pr Tmysl u. D2 ky mobi |l nzr
fotoapar 8ty vgak mTge Kk

S rTznlch

rozg2Senz do n i obl
nyn?2.
QR k-dy jsou obdoba | 8rovich k-d
k- dWNaraed?2| od | 8rov®ho k-du nen? QR
|l ernob2l 1 ch blokT, kter® se skl 88daj 2
d2ky sv® konstrukci umogRuj2 pSensg§ge
QR k-du (tedWOoHrmawzace | kghifjeagmodn®0C
i nfor mac?
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Pro pSedstavu, kali hechlBo u@m®sk - d g
QR matice 660vektdkiagndbo rteakTo d®I c
QR k-dy tedy mohou n®st textovol

informace nebol|l odkmabhi ha2 webo§®ky. Mi 1
aevobrazc2ch zak-dov8ny dal g2 infor ma
pro samotn® jejich dek-dovg8§n2. - QR |t
podobnhD jako sn2mamegn2rpakctokamdu
znovu pSev®st do srozumitel n®ho jazyk
Dnes QR ug nen? jen k-d na viro
obchodn2m skladu, ale jelihhavnDo AmV!
informac?2, reklamy a hlavnhD z8bavy.
inzercel vagebhp keho billboardu, obal
vagich materi 81 T. Vel kou vijakjeh@au QR
|l tel ka (st8hnete si s ami z internet
|l tel ku ve svich apvy gercerccv §mazj 2 ), t ak

ZpTsoby vyu§it2z QR k-dT

1. PSesmRDrovat na pSedur]enou interne
Zde mTge bt portfolio firmy, st
nNut n® s nNDkam pracnhD zapisovat odka
na pol 2tali. QR kdiemkpet mb@n®a ¢dos
Takge ide8ln2 je QR k-dem doplnit napg
2. Odeslat pSeddefi nmalpan® SMS zpr §vy
SMS nebo ena i | mTge jednoduge obs8hnc
sdhDIl en? ( nabzdku, pozv§8idvat i gpod. ) .
d8rcovsk® sms (DMS).
3. Zahg8jit hovor s definovanim telefc
Pokud je um2stPDna vizitka na QR Kk

i hned HWowg$intous osobou.

4. Ulogit pozn8&§mky do mobiln2ho kaler

QR k-d mTge b1t u pwing tnkww, nvaer ko

seming8§Se ap. Jakmile se pSibl2g2z ter
n

svim mobilnzm telefonem na tento fakt

5 SCHWARZ, L., QR k- d, 2011, dostupn® na:
komentare/qkod-quick-response.html
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5. Ulogit kontaktn?2 %daje do telefonr

Pougit2zm nap$. na vizitckof§tteisk
vgechny potSebn® i nmairmacad(e¢esledpod.
zdr gen?2 se psan2m a nehroz?2 ani zkomc
jm@dna a pS?2jmen? obchodn2ho partnera.

6. Nalten? GPS souSadnic do mobiln2 (
GPSnavigacestnes t NDg2 Dé¢&lyk®ooluilt iobPr opo

v8m klienti, z8kaznzci nezabl oud?2 a s
se na navigaci totig zobraz2te jako r
7. Zobrazen2 | ibovoln®ho zak-dovan®hc

Text v QR k-du mTge oprpoetibk® b
explikace ag po technisakiou Sesorptbi f i k a c
inzer 8t .

Zaj2mavosti Vyugit?2 QR k-dT
- NejvhDtg?2 k-d ha sslvoguogiyads ykehd5 9 T mo |
automobilky Audi
- NejaktivnDj g2 mijsouzpic® %tagliit eQR kK -PdhT
26 % twS2 majiteA®drneiledmnT4 s% pat S

BlackBerry,

MR wEme
E E JAPAN : Hribed,
CE R o

Seat, Slo:/;\skd;er venT k $Digney, Japopskon s k o
Zdroj: Medi a Gur u, dostupn® ht t gkodunthvorrkonetne di agur
googleje-nahrazujeobrazky/
Vyug2vgn2z QR k-dT
Nej |l ast nDji se QR k- dy skenuj? d
mobiln2ch ugivatel T v pNRDti evropsklct
QR k-dT vyug2vs8 v pDti zem2ch Ev
Britg&8nie, NDmecko, u@gpamiBled o mobi §Ihiz )

"VOCELKA, T., P., QR kedpmhhracaj ek obe §zk@qgo gl§e
na: http://www.mediaguru.cz/2011/09kodunmhrozikonecgoogleje-nahrazujeobrazky/
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9,8 % ugivatel T chytrTch telefonT. Al
pr TbNRhu mNs2ce | ervna, vypllveg z dat
VDt gina ugivatel T (57 %) skenuje k-d
(23 %) vpr 8ci NDco meng? procento ug
veSejn® dop , vV obchodhD nebo v res

n§ agentur a, Gf K MR I
pisT zjigSoval a, kol i
k

americkTlch ) k
It ® SE rekl amn?2 QR k- c
[

O
rav
Jing vizku

| as
ge 4 % | tpéesg$

pomoc? mobilu vyvolali. Jde o} prTm
inzer8tech zaznamenaly i 17% z8jem |
pS8§nsk®m | asopise Menbdés Journal)

Ze studie GfK, ztaa zoogve8nn® nva? ccen | ni en
respondentT v prTbBRDhu cel ®10o roku, t:
mugi ned ¢geny a ml adBglet® spot Sebitel ®

doma 57.,40%
vV praci
vevefejnych prostorach

v obchodé

vsupermarketu

vrestaurac 5,20%
M2 sta, kde doch&z2 ke skenov8&§n2z QR k- -dT
Zdr oj : ComScor e, | erven 2011
9

4 Vizkum pougv §red’erhomiTl n2c

Pod21l chytrlebk®etepobhllive je 29 %

8 Medi aGur u, httpl/owvew.megiag@ru.cz/2011/08/jakdopadmaji-reklamniqr-

kody/

° ISOS MediaCZGermany & Googl e, ROMDtlen dostupn®
http://www.googleprovasbyznys.cz/download/cms/con89&file-13-1311069183.pdf
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Vizkum byl provg§dhNDna na 1000 re:
dot azov ®rb2d,o b&¢ tkowPt en, | erven 2011.

Typickim ugivatelem chytr ®Bdo t
|l et . Je 2 apavdlda g maPsut (ay (%9)B %) . Je
viozmer400R00 K/lN2 %W se jedn8 o ugiva
vygg2?m vzdDl §n2m a ze 2/3 se jednS§
soulasnich ugivatel T psos |lcehdymPrsihc
bNDhem posl edn?2ho roku se t ak pol et
zdvojn8sobil

NejlastRhRji uv8&dhPDnTm motivem pro

Apot Seba zab2t | asfi a m2t po ruce st
ugivatel T chytujle ht éledfedm nz[a pzoSbaayv n N

Chytrl telefon nej | asstul¥jfiov@gi v ap
internetut konkr ®t nN 42 % wugivatel 1% d§l e

ugivatel T. 75 % wugivatel T poalggaymd
Mm®diikkonkr ®t nnD pak 40 % poslouch8 hudb

dal g2 m pS2stroji at 813e v zsil.e,d"D®reDS‘i> n3 2
chytrlch tel efoniTntser rdetnun Dp $eSI ptog lug feo
ol ek8v§8, ge bude n avbnuodboiulc2um vi2Znctee r| naest

Ltvrtina ugivatel T (25 %) dennh p
ksoci 8l nz2m s2t2m, 54 % aktwualizuje sv

ReklamavchytrTch tel efonech
PolovinnD ugivatel T by nevadyil o do

dostali nNco na opl 88tku (odmDnu nebo
pougil omé&hbhptl o prkoame§ikn®nm wbchodh. Vi
ugi vadeeh-F7aznamenala mobiln2z rekl amu.
po shl®dnut?2 mobii .n?2Kenpiank®1te310d t% ndaavl ggt-
inzerenta na webu, 29 % klikla na re
na stoln2m pol 2 tdaoltia.z oveknd rcche ulgd vt 2 |
mobiln2 inzer8t, provedlo n8kup na st

Spot Sebitetsa®chkhov® telefony

Kagdl p&tT wugivatel poug?v§ mobil

i nfor mac? pSi nakupovg8n?, 23 % wugiva
NejlastnDji wuv&dnDnimi produkty, kter®
l 2stky na rTzn®kiakek, (pEkedomRtry pro z
ubytovgn? 16 % wugivatel T ol ek§8vs r
vpS2gt2ch 12 mRs2c2ch
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5 Viastn2 vizkum
VI astn? vizkum resp. sonda navaz

zamhNSuje s

e na vyu@gigwsnik mbosb.i | N&a he z
ugivatel T b
m

|l o pologeno 5 otg&8zek for
z| §sti for u pS2m®ho dotazov§n2. P
nedostatek nl i net adkootva®&no vig$2p adan thoy, | c
mal ® mnoaseiv¥ mghivlil nz2ho telefonu star

y
0
0

Co si predstavujete pod pojmem mobilni marketing
m Nevim

W Nabizeni produktu pres
telefon

W Oslovovani zakaznik( pres
telefon

W Upozorfovani zakaznika
na ruzné prodejni akce

m Reklama pres mobilni
telefon

mSMS, reklama na autech

m Pfenosné poutace a
reklamnisdéleni

Graf | .1

Na prvn2 ot8zku (graf | .1) Co si
mar keting si vhDtgina respondentT pSe
telefon nebo oslovov8n?2 z§knaezld%k T na
dotazovanTch si pod t2mto pojimem pSe
autech, poutal2ch, apod. .

Na ot 8zku zda byli jig nhkdy kon

odpovinDdDnI

ebo upozornBDn2m do mobil u, ¢
takovl kont

n
5 % odposiBDdRleodzpdenz2ng na
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Vyuzil jsem nabidKky zaslané na mobilni telefon

M Ano, nabidku jsem vyuzil B Ne, nebaidku jsem nevyuzil

Graf | . 2

Na ot8zku zda zareagovali n8kupen
(graf 2), 45 % respondentT uvedlo

|
pSedevg?2m o nab2dky opers8torT, Zzbyl
nereagg al o n8§kupem.

Jaka je Vase zkusenost s QR kody

W Nevim, co si pod pojmem
QR kéd predstavit

m Pojem QR kod zndm, ale
prakticky jsem nevyuzil

W Pojem QR kéd znam a

vyuzil jsem ho
Graf | . 3
Na ot 8zku, zdaposememi B s &t KTI.i 39
popS2padhD tohoto k-du vyugili, odpov
nic nepSedstav?2, 20 % tento pojem zn

% dotazovanTicvhn IRy yku ¢gdi |aok.t
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Z8vDr

Zvige uveden® sondy vyplTlvsg, ge
mar keting nen? pS21i§g vysormd&hi Isntzehjon I
marketingu nen?2 pS2| pgviDiiomzm®o QRQYK!
kter® je sp2ge pmoepeatdrnif®.d oNillke ns®en Ns avmo
tohoto zpTsobu komuni kace vyug2vat
pSesviDuovitn§e h, | asolprismadnl cal edopr a
prost Sedc 2tcadk ovlilecdn owlRNtzg2 ch marketing:¢
doby, kt8r@BR vky-udgy2,v j e akce spolelnost
ve stanici meuzarMuzdumgdrii s virob
vyzTvsg kolemjdouc2, aby si pomec?2 QR
stanici metrdbylypost aveny rekviszuipey maSkebmand
mo hl i produkty kupovat t ak, ge si

ngsljeidmNbyl o ddduleno domTH )
Ak ce tohoto typu jistn wvliraznh

takov®ho zpTsobu komuni kace a j e r
Vzhledem kdkan® technol ogii je zSej m®, ge
ml adg?2 gener aci neg starg?, cog se p

zrespondent Tmo bkitlen®2m snearjkiegt isngem set k.
v kategorii do 35 let zastoupeno 93 % responteT .

Domn2vs8&m se, ge digitsglnz, pot ac
vhnej bligg?2 budoucnosti ned?2l|l nou a
mar ketingov® komuni kace.
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DI GI TCLNY MARKBTIANGO T AKO
PROSTRIEDOK NAEFEKTE VNU NAVI GCCI U
PODNIKU V MODERNOMPROSTREDC

The Digital Marketing Audit as a Tool for an Effective
Navigation of a Company in Modern Environment

G8rka KIlil|l kovs
Abstrakt: 5 5
Pr2spevok sa psrniabgl22 g2 &c hsyttavS sa¥%l as n ®h
prostredi a, ktor ® j e silno -poznal

hpo It 2tcdin@V T pgyhiviesiaelte@st iV s a
| ob81 nejjej siencer mn&MHMoer nred
m mer adl e. Venuj e s a | |

komuni kal nTc
expanziou g
0

vcel osvetov

di git8l neho mar keti ngu ako obl asti,
ak O%| ovI1 m p&hvok o marckeelt i ngu. Pr2spevok
digit8&§lnym marketingovim auditom, n
audi tu, ktor®ho v8ha je v s¥ asnom o
dtvodov prudk®ho a mar kantdn®ko arkad i w
podnikovww r t*znych sektoroch plsobenia. S
potrebn® na realiz8§ciu Yspegn®ho dig
mo h | i firmy efekt2vne vykong8vaS konk:
Rozg2renie pltsobeniatfedi ampdong§gat mE
a vizvy, kt or® predstavuj % relat?2yv]

vidavkami a pr 8§ve digit8lny mar ket
prostriedkom na Yl eln% navig8ciu firi

KO% ov® sl ov§:
I nternet, mMd lg-igiBd ,ne om k&t hvity, di git
di git8linnygomalr keetd eé t st oat ®gi a

Abstract:

The article tries to focus on and describe the state of the current business
environment which is strongly influenced by the expansion of informatio
and communication technologies and computer networks. The first part
deals with the expansion of the Internet aglodbal network and its
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enormous effect in worldwide measure. It also talks about digital marketing
audit and its definition as it is nowagaadominant and most important and
dynamic part of marketing. Digital marketing audit is in the centre of
attention in the last part of the article. It describes the urgent need of digital
marketing audit which is mew and improved part of marketing &uand
especially its growing importance connected with the huge and dynamic
evolution of digital and otine activities in almost all sectors. The article
tries to describe individual steps in the process of the digital marketing audit
S0 companies can gtise an effective and competitive digital marketing.
The digital activity of companies in an interactive environment brings and
offers challenges and changes which are relatively new and full of
expectations and expenditures and therefore an effectiyaldinarketing
audit can be an important tool to navigate companies in these
circumstances.

Key words:
Internet, digital technologies, dme activities, digital marketing, digital
marketing audit, ottine strategy

1 Gl ob8l ny rozmach I nternetu
Vpod ednom desaSrol 2 v e Omi dr ama
poug2vateQOov siete I ntermat vgeot kV geE

kontinentoct, kpv ®h6®30@p®m9 t 0 54 obyvat e
20950 0 6 005 p oug2decambri wto&krune2000V t ot o
dosahovaldsr o v e R8 B3 649 2n a jl o Vj ge2 ndil.mared 201LImi  z

ngrasetuvver it eOnej Eurgbhbe $8092%a Vnter
476 mili-nov Oudz?2, | oY% peaettIASxj a, pwn
tieto |2sla vygplhaliloh® dygpVighy e
80% obyvateOov USA vyupjr2&cgik ol o dob mé
alebo na ver'ejnich miestach.

Tieto | 2sla poukazuj ¥ na enor mn®
svet e ohr omnou rTchlosSou, prilom s
Yhovne ug8vasi apaltu poug2vateOov na

Vr § mci jednotlivich kraj2n je
nasledovan® 3 8zijskIl mi kr ajlndioa mi |, k
Pr8ve tz2to 8zijsk?z2 hr 81 i prestavuj ¥
! Internet World Stats [cit. 201-102 0] , dostupn® na:

http://www.internetworldstats.com/stats.t#m
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Zvygovani

e konkurenci

eschopnosti

mez i rol n®ho
rastu
takistokvality pripojenia’

Nasl|l eduj %ci

penetr 8ci e

n§r grsa pur .p ow g P mehd zeiOrdool gnl ®@mu
polt B5udgnd vat en@ov4 0z minlT. ,fapsrte)d st

obr 8zok

Sl ovens|

3 z a ¢ hnyerug v a
sijetdenot hit erolet kot i nent o«
pol tu

vpol te pouw?ivaehtleo®otvi a astu ich
- o 7= .?b'_;ﬂ._‘vh_
ST T K E ) . T
[ sy ur ; ppad762 mil.
= b B8 m.p.: 58,3% C:\
USA, p.p: 272,1 mil, — - .
m.p.: 78,3% &.J—%&%Z% Czia, @Bmip,.
L. yuod ‘% e “‘*Q\\ q_:&__‘ m.p.: 24 %
e R : . : ¢
A Afrika, p.p: 110,9 mil, s
m.p.: 11,4% %
‘;/ h \ \‘ﬁﬁ" ‘Q%_l-‘.-._‘;“
b T e
Lot [ ‘%‘ . L
A ’/ e /ji?’ .. P Vﬁ\ a '; -;-{1'.-:
Jugnsg Amer | \L_/ AT
215,9 mil, m. p.: 37% Austr 8lia,
‘\2} m.p.: 37 %

I S =
Spracovan® na z8KkI adea sltnmt®hron estp rVdocrolvda nStaat s
Pp-pol et poug:z2nviaetreaOopve nem.rpSci e
2 Digit8lny marketing

Glob&8l ny fenom®n zvanl I nternet
sf ®ry ormakbtiogha zani k ol tzv. di gitsglny
medzi najrlchlejgiecraeli Yabdrekda 20800 u

2MALHOTRA, A.: India Social Networking Audience grows by 43%, Facebook is, Nalia
d o s t uhpp//@ww.imddasocialin/indissociat

Social Media,
networking®.

[cit. 201101

5Y Japonsku je
hovori a, ge
n8klady neg
priestor pre

Internet
kdekoOvek
mnoh®

8],

rTckir€s S vygigp @j exreiga v8 UsSA 3 G
Japonsku
.t 1Zvay geojv alBure- gy,
na:

\'

<http://mww.washingtonpost.com/wp
dyn/content/article/2007/08/28/AR2007082801990.html
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neust §l e r as tppstavefiéSveot vdizgiatmg laneyrc2h m®
ohromnou rTchlosSou, jeho neps5s8bege ¢
akTm ich Oudia poug?ivmf da, mneingm dcdoetl §
aj t o, akTm sptsobom ich vyug2vaj ¥
gl ob8l nejjeOymiovdrtil.egi t T m aspektom je
Oudia vibepugppsvvshlruogbkyysl saa¥ nosti | ntern
celou spohethkaSsa aba t emprhindkdkp rc2hk of
ale do svojho kagdodenn®hS pjo pvwolt8ac iheo
celom sveté. L i ug Skdpe,o ng8vgtevu soci 8l ny
fil mov, n8§kup VI rnonbokho® Naelzgilen tleirnneots
z8kaznz2ci, re8lni, sW| asnz, bud%ci ,
kagdodenrmejr % f §poei adoa zen¥% s¥%l asS svoj
vzruguj ¥%cim prvkom na cel ej tejto di
pr8ve teraz, neusitBhesakapdakeleundka
viozvinutlch krajing§ch sveta.

Digitéglna revol Ycniaar keti ngal ave OBk
avirazne wupravila jeho charakter. VI
viznam vo svete, kde qiezjgwisrTlaoh¥%asé
AkT dopad m§ wkansgurenkn®@| kkagmrnitd r
pr2stniag mkvghafor m8ci 8§m, ktor® s¥% z§8I
kdi spozPichnée? oAkT viznam m8§8 ma&krkreting
sptsobom sa m§ vykongvas, keN pod:!

apostupnos$S rozhodovacieho procesu z
splsobomdmiakys proej sS od kiaseéercaalki? K

adi git8l nej komuni kal nej strat®gii, d
zabS8tvakiast o padeorijein k|l ua

Zjednodugene je mogn® poveda$S, g¢ge
market n g, ktorl S a sWstredi2ntmea aktyuwgn ¥

kang&8lov na komunik&cpuopag g gklawzdgi?eabmb k
Di git8lny marketing oblsathtud e madhio Kte
1 On-line marketing: Mar ket i ng n®8ysh®ad Hwa c(2H
opti mal.i vi deo vyhOadgvac:

z8ci a
optimali z8ci a soci 8l nych a-lim®dadin?2 (

*RYAN, D.i JONES,C.The Best Digital Marketing Campaigns in the World: Mastering the
Art of Cuistomer EngagemerhiladelphiaKogan Page Publishers, 2011. 224 s.

5 RYAN, D. i JONES,C.:Understanding Digital Marketing : Marketing Strategies for
Engaging theDigital Generation PhiladelphiaKogan Page Publishers, 2009. 276 s.

5 WIND, Y. i WIND, J.i MAHAJIN, J.: Digital Marketing : Global Strategies from the
World's Leading Expert$New York : John Wiley and sons, 2001. 416 s.
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rekl ama na dicsepklagma,e M®pt iamad i z §
str8nky

f Mobilnl m&MeMMS,g mobil nl I nterne

apli k8ci e.
T R8di o ma r Bodcasiy,n gponzoring, reklamarv di u,

interview.

1 TV marketing: TV reklama, product placement, sponzoring,

interview.

f Outdoor marketing: Di gi t 8§81 he billboardy.
Nasl eduj ¥aci obr 8z o krekamyna ynterBeteapi f @asnt p |
medzirolnl n8r2aG1l meadgziiahlRdlll0aw 23 %,
st8le silnej%%ce post arekdamy. e di git 8l net

In billions

©#

56
$5
$4
53
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1999 2000 2001 2002 2003 2004 2005 20086 2007 2008 2009 2010 Q1

Gt vr Srol n® rrekamnyna InternetejmithSD, zzirojineractive Advertising
Buread

3 Digit8lnyngpavkeaudit

Internetad i gi t 8l na komuni k8ci a postupil

p
gi votgta8§lee viac organiz8ci? po cel om

7 Simply Digital Marketing, [cit. 2011101 8] , dostupn®
<http://www.simplydigitalmarketing.com/whds-digital-marketing.
8 Ineractive Advertising Bureau [cit. 2011-10-26] , dostupn® n

<http://www.iab.net/about_the_iab/recent_press_releases/press_release_archive/press_release/
pr-05261%.
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postavenie tlichtémaniovimahketrivkgwev &ho
ariaditelia podnikov si musia uvedo8, ge aby mo h 1l i %
gi votastbppogastf ekt ®yine @l okovalS s\
nevyhnut n® ahoys Ypdd d h o peifleikt@ v mosv3 cshv o |
podmi enkach digit8hapbabelktvzemme| gPednl
vtakejto siti § c i i spracovanie digit8lneho
mi geme ch8pa$S akmpo zhrderkioev ¥d igg i¥4d§ lun eah o
pr2padne pzmroasltkyed2v tbntleuMetsiamast at nc¢

vporovikam*kusen]| nl mi podni kmi .sSPobst up
kO% ovimi oblasSami, ktor® s¥% podOa
oblasS digi m@rrkej i ssiguat ®qisé ea uj %c e

1) Dosah

2) Archit ekt Yr a

3) Obsah

4) Konverzia
5) Integr8ci a
6) Meranie
Vpr2pade dosahu s a z aplbeaetr e8nriem
umi estnesegm8mlayyena rtznych digit8l nyc

ng§stroje ako Rank Checker, ktor® n8&m
pri vyhOad8van2 na vyhOad8vac2ch por
kOw ovich slov typicklch pre ®g&g o
zodpoveda$s S Ya napr 2kl ad: M8§ me et a
mar ketingovl program? AkS8 je miera r
email y? Ak § j e naga pr2tomnossS$S na
dostatol ne aktivitu z8kazn2kegom na S
anallTzy ich poltu a spr8vania (komen:
PPC a mobilnTch kampaniach je podst
mieru i mpresi? (n8klady na 1000 vider

Pri architekt%%re sledujeme naj m@
funk| nos8mciV real i z8ci.i mar keti ngov®h
aklT je poug2vateOskl charakter web r

prvky, ako efekt2vne 9p¥ijhman®&8ciDel g
sledovaS dobu nadrampmjieanosiSntedgkadz av
navig8ciu na str8nke.

Vpr2pade soci 8l nych m®di 2 m&%s zau
nastaven® nage profily, takilmkyo | i
optimali zovan®.
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Ve Omi podstatnim je ajcegneeddweoriie
z8kazn2kom prostredn?2icalvomordm®ti ,t 8t njy
SMS spr8vy, video, fotky, audio, apli

Konver zi a j e dominantnim prvkom,
n8vgtevmzhkaw ammsf orm8ciu na z §kiazsn4 ko
nage digits8lne kqnﬁbﬁpuaqu%nUE@t@fph'

miera konverzie@er cent o Astratenlchidi n8vgtev
PrepOjenlellne/ag)éthtllmha aktiva2t je dt
integr8ci e Vyngraj Y% waf iorte8narklym apkroo: f i
dostupn®web i amp8rzky firmy? Existuje
riznymi soci 8ktnoyrmic hsifeiSgumiuj ev podni k?
aktivity vo vz8§jomnom s¥l ade?
Objektiviz§gcia cieéewnTcph)ekjeapoutil
nevyhnutnsg na i desltalfTickhgcisu r Srndk, ct
aprzlegitostz, na vytverenupovr,el evar

ngsledne phookugealj il mi podmpiok Mil ana a
pl§n opatren? na zltewwg;mdnikt.ea/wug‘giltt@én
vget kl ch j%lhionledwknavp@ag.it2vny viIvoj

Pred samotnou realiz8ciou marketi
vymedzi S z8kl adn® hadno®enam séwvagiuac
avl konnosti. Na | @ md@gicu i nawidg § asi U ep roid
filter pri posudzowraam¥i rsanygswhedlsiple ks
je zalogenl na Vvyug?2evyann®h of agriiveoht,a kats
sur | i t1l mi | i nnos Sami

Zelen8 farba znamen§, anaysovasg a m§
|l innosti rovnakl m sSsptsobom ako dot
amoni torova$S Nal gie potenci 8l ne mogno

Orangov§ farba znal?2, ge by bol a
zisti S odcdisitlayx kg, pordisptrradvniiSS diacnhvs as f
|l i nnasdr hu pasto.sperity a

Lerveng§ farba predstavujzeasuarvewnrl
|l innosti, pr 2 padne zméhd Wekkgve] stratégickeju kK t u r
at aktickej ocekkhogomizasgdwzodamej ob

HI avn®z oy, ktor® si anal ytici

mar ketingov®ho auditu s Y:

9 SMICIKLAS, M.: 6 Components of Successful Digital Marketing Audficit. 201%10.10Q.
Dostupn® o n |htitprveww.soni@mediaexplorer.com/sociakbdiamarketing/6
componentof-a-successfubligital-marketingaudits.
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T AkT je s%Whrnnl firemnl digeém8lny
spoj en®, s Yveidsnvadks ¢ \bjednek s pt i mal i z8&ci

aak8 je hodnota ukazovateOa ROI ?
T KoOko peRhad8vgpalolnosS na digi
strat @kiYau | a ast ku vynakl adaj % k
anaj l epgie podavé&tyv¥?danom v
1T Ak® s¥% podni kov® sil n® strri8znikky§ s

vdi git 8l n(eéigiSW.0.TM2at ®gi i

Di gi m&r ketingovl audit, resp. aud
strat ®gi e poskytuje rkavmmd § @rad M v rkev a maf
ainform8cie potrebn®%uUlnal nevjor diugiitnglen e
ktor§8 by generovala smbg@#oskgk®k wr en|
napred b o r o v koakaréntns’

Digitg8lny marketingovl audit m!ge
ah Obkov Y anal Tzu di gistt8lanty®ghi i e kroesayl ¢
nez§8vioshljTenkta2 vnym expert om. Je to ted

T gtrukt %rovanT epnrizestwipk onnau pdoicghiotp§ |

vpor ov koaknréncisua aj | ep g2 mi podni k mi n

T pochopenie gtrukt¥ry RAKkKkI adov dig
T met-da na efekt2vne vynakl adani e
f prvli krok na dosiahnuti edrk2omtkwa re

di git 8l nej strat ®gi e.

PodOa niektorTch odborn2kov e xi
vdigit8l nom marketingovom audite, kt
mar keti ngovej strat ®gi e.

1) Pos%denie digigl8om&hmeji nwehdo e

™ (N

str8&nky.
2) Liogti sW¥weigsiomdBd nou kampaRou.
3) Aktivitya!inNnostime}m/Iabaceieéou
amobi | nl mi telef - nmi
4) Aktivityal i nnosti sYwisiace SO0 soc

5) Region8l ne digits8lne mar ket i ng
6) Region8l ny marketing vyhOad§vz:
7) N§sjte ona meranie vikonnosti

0 East Coast Analysis  [cit. 2011-09-30]. Dostup® online:
<http://www.eastcoastcatalyst.com/digitahrketingaudits.
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8) Prieskum obsahu.

99 Gl ob8&8l ni digiageéni udpd8vateli:

10)Regi on8l ny tsthopnostgytr ukt Yar a a

1)Komuni k&fdiedDami e i nformgci 2.
Vposl ednom desaSrol 2 podni ky Ve

mnogstvo peRavorbu dngi tng8 knuypc h arogranaov, f or i e
nakoOko sa musel ir opzrgisrpovsamil St K o wh cu
si et 2. Lasto vgakr eewne ol eknrzonk, ugreo b s 1
di git 8l neozhrahie@@éekéa adaa za kr8tky | as
nejakej e x t r a gpeci 8l nej starostlivosti
investi|ln® rozhodnutia musia byS r
aprepracovanej di git8l nej strat ®gi e,
di git8l nny mar ketingovl audul ¢ovavwykm n
strat®gie alebo polas | ej reali z8ci e.

Bez ohOadu na to, |i po®pgmgkngseti:
svojej digi tvinl2nmeaj jsut rgmkid®gili @dmuctz k O%
silnlTch str8nok alebo ju povaguje za
zvl §dnutT, digit8&8lny marketingovl a
pos¥derwyhedaot eni e exi st unmplueatpvanie i for
novej digit8lnej strat®gie.

Literat¥ra a zdroje:

CHAFFEY, D.i RUSSELL SMITH, P.eMarketing eXcellence: Planning
and Optimizing your Digital Marketing Waltham : Butterworth
Heinemann, 2008. 508 s., ISBN 93&506:894538.

DURANT, E.: Completing aGlobal Digital Marketing Audit[cit. 201£10-
05] . D o s t hitgp/mvw@w.smaatinsights.com/blog/digitaharketing
strategy/completing-globaldigital-marketingaudit/.

KURTZ, D.: Contemporary Marketing 201IMMason : Cengage Learning,
2011. 670 s. ISBN-838-746890.

MALHOTRA, A.: India Social Networking Audience grows by 43%,
Facebook is No.lIindia Social Media[cit. 201+10-1 8 ] , dost upn®
http://www.indiasocial.in/indissociatnetworkingb.

™ DURANT, E.: Completing aGlobal Digital Marketing Audit [cit. 2012100 5] . Dost upn@
na: <http://lwww.smartinsights.com/blog/digitatarketingstrategy/completing-globat
digital-marketingaudit/.

58


http://www.smartinsights.com/blog/digital-marketing-strategy/completing-a-global-digital-marketing-audit/
http://www.smartinsights.com/blog/digital-marketing-strategy/completing-a-global-digital-marketing-audit/
http://www.smartinsights.com/blog/digital-marketing-strategy/completing-a-global-digital-marketing-audit/
http://www.smartinsights.com/blog/digital-marketing-strategy/completing-a-global-digital-marketing-audit/

NOVE T RE NMARKEVINGU
Zvygovanie konkurencieschopnost:i Sl ovens|

MATHIESON, R.: The Ondemand Brand: 10 Rules of Digitaldvketing
Success in an Anytime, Everywhere WoNeéw York : AMACOM Div
American Mgmt Assn, 2010. 282 s. ISBN8Q4415725.

McDONALD, M.: Themarketing audit translatingmarketingtheory into
practice Boston, Oxford : Msindraanm 1990st v o
268 s. ISBN 6750617063.

PARMERLEE, D.: Auditing Markets, Products, and Marketing Plans
Chicago : Contemporary Publishing Group, Inc., 2000, s.193, ISBBIB0
001337.

RYAN, D. i JONES,C.:The Best Digital Marketing Campaigns in the
World: Mastering the Art of Customer Engagemepiiladelphia: Kogan
Page Publishers, 2011. 224 s. ISBN @7849460624.

RYAN, D. 1T JONES,C.:Understanding Digital Marketing : Marketing
Strategies for EngagindhéDigital Generation.Philadelphia: Kogan Page
Publishers, 2009. 276 s. ISBN 9084945389 3.

SMICIKLAS, M.: 6 Components ofSaiccessful Digital Marketing Audit.
[cit. 2011-10.10]. Dostupn® online
<http://www.socialmediaexplorer.com/socrakediamarketing/6
componentof-a-successfubligital-marketingaudits.

WILSON, A. 2002.The Marketing Audit HandboolGlasgow : Bell and
Bain Ltd. 2002. 294 s. ISBN-049437539.

WIND, Y. i WIND, J. i MAHAJN, J.: Digital Marketing : Global
Strategies from the World's Leading ExpeNew York : John Wiley and
sons, 2001. 416 s. ISBN 918471361220.

East Coast Analysis. [cit. 201109-30]. Dostupn® on
<http://www.eastcoastcatalyst.com/digitabrketingaudit/.
Ineractive  Advertising Bureau. [cit. 2011102 6] , dostupn®

<http://www.iab.net/about_the_iab/recent_press_releases/press_release_arc
hive/press_release/f05261%.

Internet  World  Stats [cit. 201110-20] , dostupn® na
http://www.internetwoldstats.com/stats.htm

Number of Internet Users reaches 2 Billion, AFP 20tit. 2011-10-15].

Do st up n®ttp:/mews.ninemsn.com.au/technology/8202354/number
of-internetusersreache2-bin>.

Simply Digital Marketing [cit. 20111018] . Dostupn®
<http://www.simplydigitalmarketing.com/whds-digital-marketing-.
Washington Post [cit. 201110-1Q] . Dostupn®

<http://www.washingtonpost.com/wp
dyn/content/article/2007/0882AR2007082801990.html

59


http://www.socialmediaexplorer.com/social-media-marketing/6-components-of-a-successful-digital-marketing-audit/
http://www.socialmediaexplorer.com/social-media-marketing/6-components-of-a-successful-digital-marketing-audit/
http://www.eastcoastcatalyst.com/digital-marketing-audit/
http://www.iab.net/about_the_iab/recent_press_releases/press_release_archive/press_release/pr-052611
http://www.iab.net/about_the_iab/recent_press_releases/press_release_archive/press_release/pr-052611
http://www.simplydigitalmarketing.com/what-is-digital-marketing

NOVE T RE NMARKEVINGU
Zvygovanie konkurencieschopnost:i Sl ovens|

Kontaktn® %Y“daj e:

Ing.G8r ka KIl il kovs

Ekonomick8 wuniverzita v Bratislave
Dol nozemsk8 cesta 1

852 35 Bratislava

SLOVENSKO

sarka.klickova@gmail.com

60



NOVE T RE NMARKEVINGU
Zvygovanie konkurencieschopnost:i Sl ovens|

SOCI CLNE S| EFEKRKONAE FORMA
MARKETINGOVEJ KOMUNI KCCI E

Social networks as a effective tool of marketing
communication

Petra KuM&ritaovRBost §8gov §

Abstrakt:

Soci 8l ne siete ako Facebook, Twi tt el
pevnou s¥% asSou online marketingovlic
z8kaznzkom. Ci eQem ppricbdpapnikS vivoj

konfrontovaS vihody vyugitia soci 8l n
s tradilnT mi f or mami mar ketingu a <c¢h
mar ketingov® Y| ely na soci 8l nej si et
anallza sY%|l asn®ho stavu vyug2vania
produktov a slugieb, najnovgie trend:
vivoj a.

KO%l ov® sl ov§:
soci 8l na sies, onl ine mar keti ng, m
rekl ama, f abooksTwitteg§ hirkedin, GBagle+

Abstract:

Social networks as Facebook, Twitter or LinkedIn are becoming an integral
part of online marketing activites and online communication with
customers. Aim of this paper is to describe the development of this
phenomenon, confront the advantages of using social networks in marketing
activities with traditional forms of marketing and characterize the marketing
tools that are available on social networks. Another part of the paper is
analysis of the current use afcsal media marketing, the latest trends in the
field of analysis and predictions of future developments.

Key words:

social network, online marketing, marketing communication, targeted
advertising, fan pagé&acebook, Twitter, LinkedIn, Google+

61



NOV £ TRE NARKEVINGU

Zvygovanie konkurencieschopnost:i Sl ovens|
1 bvod

Ubehlo niekoOko rokov, od kedy
mar ketingu, podni et il vand kri bnlmadn
mar ketingovej komuni k8ci e. Fenom®nom
soci 8l nych vzSahov, tzv. Aswatieadowediy
ich prednosti uvedomili aj mn o h 2 pood
vyugiadableast i bi zpir ®a e rsppdod p2avgaSec v i pod
produktu | i nsatketiigb yk,o mtia d & 8§ cvi i so z 8|
Soci 8l ne sieteowizzswlgliichsyajiiamini dev?
ng§kl ady, mognos S komuni k8ci e S 0 z §
obO%benosS medzi poug2vateOmi

AVget ky mar ket i nngaketi®ova érientovanej y s a
organi z8cii s Yus t r e N uwppikojovania pofelm z n §v a
z8kazdtAgRpg§va soci§lne siete predstav
prostredn?2ctvom ktoirajt ermdigceei i bysSo pnd
Zi sSovaS jeho potreby, preferencie,
at ak dok8&8ge f | e iebnitel2 nuep rraevai gSo vnaaS kae t i n
2 Vihody vyugiti amasketiogu§8! nych si et 2

Dt vodom, prelo si S 0 c magketingovejs i et e
strat ®gi i mnohlch firiem je niekoOko

pon¥ka na rozdi el r kati ntgroavdiiclhnT crh§ :
Najviznamnej gou devzzou soci 8l nych :
platfor my, kt or§ umogRuje vz§8jomnY
Podni kat eOskl subjekt m§ mognosS vyt
slugby komue@dw,t ppawy2 patvidel ne komt
potrebyayel ania svojich z8kazn2kov, |l o m
aupravovaS podni kateOsk¥% strat®gi u. \Y
ako marketingov®ho n8stroja patria:
dynami cky tr apsotuvc?iv aptoel Geo v ,

nz2zke prev8dzkov® n8§kl ady,
vytvorenie komunity okolo znal ky
komuni k8§ci a isnogn®lk&zsPpRminej] odozv
kreat2vnieivglhdagiytimarketingi,de8bavn
mognosS cielenia rekl amy,

Yas t n e ipVeQMawoid @f mouth).

=4 =4 =8 -8 -8 -89

'ZWAGTEeKONMMar keting slamge & i eyb Braht Grada2008 s.25.
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Za nevlihodu pri vyug2van2 soci §ln
by sa mohol po8hguoenSkéjaktepgkl ivke 7
m§ 3me nae j rokov. Tento neponiselaechk p§F
rokov odstr§n|S, | asonpr sdp dokuldaed up r igee
pougzvateOov soci 8l nych siet? zvygov

DruhTm nedostatkom je t o, ge Ou
soci 8l nymi si esado b Ypghd¢ndal nlegat 2avny [
HI avnl mi d!vodmi s% mogng8 st rtimda s ¥k

poug?2van? soci 8l nej nsieefteek,t 2lvme mgs vegd
| asudraezaniu sa od re8§lneho givot a.

2 Mognosti vyugitia soci8lnych siet

Obr 8§zok | .1 Zzobrazuje mognost.i
v marketingu?

@ \ Ziskanie informécii Nvi_dkeo
\ ] o zaujmoch ciefovej skupiny b
Hudba

Presné cielenie reklamy

na ciefovii skupinu Viralne Sirenie sprav
|
’ i {
Komunikacia s ciefovou Personalizovanie obsahu webu
skupinou a prieskumy podla preferencii navstevnika

Obr .MdrKetingov® vyugitie soci8lnych siet?

Z2skanie inform8ci?2 o z8ujmoch ci eOoyv

Prostredn2ctvom aplik8ci 2, ktor®
detailnl prehOad o polte ich priateO
akTch Fan pamies ak® fahésgg k poug2vaj’

2MOJTO, Z. akol.: Cookbookv g et k o, | o mar k eRag@®@bookpBratislagab u j e v e
Webcreator, 2011. s-®
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apodobne. Na z8klade tTchto inform§ci

produktyas | ug by .

Presn® cielenie reklamy na ci eOov¥ sk
CieliS reklamu mogno podO z§ujmo

jazykapoufgovatelia pougzvajl/zx Ef ekt :
va]l giu n8vratnosS prostriedkov vynal c
skupinu pougzvateOov oslovila naga r
lokalityapod Oa t oho zacielenie neust§g8le zlI

Virsg8§lne g2renie sprsgyv
Soci 8l ne siete pon¥kaj¥ mnogstvo

takisto je mogn® si vytvoriS vlastn®
v tom, ge poug2vateO publikuje nejak’
(n8stenku) di &adegbdociv jeho priatelia
vgetkTm poug2vateOovim priateOom be:
priatelia maj % z8roveR mognosS gz2r
poug2vateQOov-zdoelOD8Bnap.siete
Personalizovanl ebsmaénwiedbunpovdatdav p? k a

Pomocou prepojenia Y tu WwWug?2vat
str8§nkou je mogn® z2skavaS inform§ci
profile (vek, l okalita, obO%ben® pr
z8kl ade tTchto YedoabjroavzijSe pmoegdna® Rmua p rk.t
k miestu jeho bydliska; prednostne p
maS z8§uj em.

Komuni k§cia s cieOovou skupinou a p

Soci 8l ne siete poskytuj % mogno
ciebovou skupikwtudvvadnisgg ok mimeng8icsd t 1k
produktov a slugieb, alebo z2skava$S i

ri
s ¢

3 Mar ketingov® n8§stroje na soci 8l ny

Soci 8l ne siete pon%kaj % r'zne n8:¢
manag®r vyugdgi S prtei ,prjoepjag@rccnd?ulslpmlaalle
Medzik | asi ck® b&8gheojvgug2van® na ma
patria fan str8nky, skupi*sasyonZomrewmam®

3MOJTO, Z. akol.: Cookbookv g et k o, | o mar k eRa®bookpBRrdtislagab uj e v e
Webcreator, 2011. s. 1047.
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rekl amy. Jednotliv® n§strm¢@noss§§am?g
vyugitiads8stKragyjdl dinsponuj e wr8lviitsl2zmi n ap
mar keti ngovom agkreg c omi ne2rkeo vkit, o rvi nNgstro

SvVojej mar ketingovej strat ®gi e.

API (Application Programming Interface) predstavuje skupinu
ng§strojov, pomocou kdawa$ chpliek §ncoigen ®
priamo prepojen® so soci 88l nou sieSou.
(text, vi deo, obr 8zky) a naopak, Vec
“4udaje o priateOoch, fotografie) o poltL

Plugin jen8stroj, ktorT sl Yagi priorit
soci 8l nou sieSou, vNaka | omu je mog
znal kou a jej z8kazn2kmi/ fan¥%gi kmi

JednvmzmamnlTch n8§strojov poug?2van
ajt l alid)ok®bi k

produktu al ebo slugbe. Rovnako toto

mfipaugdyyadr uj W apm®miut 2 v |
im priateOom.

poug2vateOa svoj

4 Anallza sYl asn®ho V y u ¢ ioblasta soc
marketingu v podmienkach Slovenskej republiky

Soci 8l nea ssenei fenom®nom posl e
Predstavuj % platf acromwm,akkmor &I8%d igjaanm O
ako komunikalnT kan§gl . Netrval o dIl hc
uvedomili ajsYdhlrchmhodnicimajW, siete soc
s¥kr omnej sf ®ry zolall as®t i v yligd rtii fu, ajy
mar ketingov® aktivity firiem. Na sve
prilom medzi nmajporurhejadied ghae patri a
aLinkedin.

ANa Slovensku smgméaciebokiol @ 1,8
akt2zvnych povedkoastSeQovpudl i ka s a m!

snaj val g2 mi sl ovaMeslk] mizngmet &l¥Vmit W, [
popul 8rne siLethn&kedlwin.tt g e atak m!l gu
marketingvs | ovenskothebiveikde netvyugi tl pot
mi krobl ogovacia slugba, ktor8 si wvo
biznis sektore. Linkedln zas patr2z d
pretoge sl %gi na sp8jani e sparmdrov.pr ac o)

4PPCi zangl. Pay Per Clic(platba za klikii nzerent pl ag8%i shosekl adtup
klikov

SVOZCROVC, E.: Online kaTRENDRTOR yeklame an®lla, 8 ér ov .
06/2011, s. 57.
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V zahranil 2 m§ dtlegit¥% % ohu napr 2k
pre spo®lupr§cu. fi

ACel kovl pol et poug2vateOov Fa
vs 4l asnosti reprB@4da 60t uj ko | psedst avu
percentu8l ny podadél, 8B plodiaizer ak redjoivn
z8kl ade tejto gtatistiky viac ako
naj zn8mej gej socit®&@hnej ppideeé mnausvét
posl ednTch 6 mesi acov nar §st ol pol
Slovensku oviacako 10D 20 os ! b.

Zdemografick®ho hOadiska (obr. |
soci 8l nych sieSach tvbBédaropbog?vaasl
skupiny poug?2 vial? a3®iodv4d vroo kvoevk. u Mo3gno ko
gesW asnostpiouljgen am&lOov vo veku nad 4
for mu komurOiakl§ sikem. pdbhl avia je na Fac
nielo viac gpemerakKb2magof v

25-34 29%
18-24 228%™

35-44 15%
13-15 9% m
16-17 9% m
45-54 6% m
55- 64 3% m
65-0 1%
29%
Obr . | . 2: Vekov§ gtrukt¥%ra poug2vateOov Facebc¢

Uveden® gtati st iaryk epriendgsotval vcuhj Yp rpa
cenn¥% inform8ciu, pretoge na ich z§8kl
ci eOovs8 skupina pFlaznekdédv spah B mjye h

®SASKO,J.Top 5 soci 8l nych .donlod.i7.1202009 [oit: 10.2081F u f i r mi
Dostupn® na: htt p: /-b-seciamychprofiov-prévhasufirny/ s k/ bl og/ t oy
" Slovakia Facebook statistics[online]. 2.11.2011. [cit. 2.11.2011]Dost upn ® na:
http://www.socialbakers.com/facebostatistics/slovakia#chamtervals
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dok&8gu wurliS, pre ktor® typy produk
marketingg ® aktivity na vybOdnegegj sdob8&I n:
efekt2vne integrovaS soci 8l ne siete

pon¥kaj ¥% lroghktpr e z 8§k adkzdn 2rkoko w,0 kveel
pr8§ve t2 predstavuj “grajatleDoamnej gi u

Vs¥l asnost i maj ¥ na Slovensku naj
sieSach Facebook, pr2padne Twitter,
aL SOBpblzast telekomuni kalnlch -sl ugi e
mobile, Orange ® 2 . Menovao®tispophet §8vaj ¥a ved}?
SvVvojom odvetvz?2, N a mar keting vVynak
prostriedkov, do hlavne vt | a| i , itnetleervifeztiovia h m®di
podi el n a mar ketingovlch aktivitgch
reprezemttiejraedjov® obchody platekd BPC® ben
reklamyaf i remnl ch profil ov.

Tab. | . 1: Naj “uspegnejgie firemn® profily na Fe

TOP 5 znali TOP 5 mas m®d

Znal ke PO.!zet Mas m®d i Pollzet

' poug=®“va poug?2va

Slovakia Chips 84128 Swperstar 117 524
Nike Football 84 122 Topky.sk 66 728
Jazykovi o ggong SME 52 065
pobyty
Martinus.sk 52 714 Pekn® f ¢ 44 490
BMW 49172 HospodS&r 4 g4
Slovensko noviny

Ako je taku@R®y z| .1, najvalgiu kec
znal ky diooka Ha&k&zali vytvori S znal k-
| i internetov® knhmadkiupleryovio Maali ek s
z8kl adRu f an%go kervs K.eestk@adg8 Superstar

Topkyad enn2 k S ME.

8 Slovakia Facebook statistics[online]. 2.11.2011. [cit. 2.11.2011]Dost upn ® na:
http://www.socialbakers.com/facebostatistics/slovakia#chamtervals
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5 Nov® t rmeardkyetv nglnywah seg®BSashom
obdob?

Soci 8l ne siete s¥% kontinug8lne v\
avyl epgeni am. Odkedy si ich tvorcovi
kont akt medzi priateOmi, al e ge s a
mar ketingovichalpiracmphzkhmewtova$f ns§st
podnikaniaanar ket i ngu, pirc¢homesat Shagzrdolko
zefekt2vRovani e. Na | amadrketingoeej gblasti s o c i
reprezentuje Facebook. /r i ebehu posl edn®ho roka
Yipramivsci e Oom vytvori S | o najefekt2vne
komuni k8§cie firmy so z8kazn?2kom.

Zaliatkom roka 2011 uvi edol F
sponzorovanlch odkazov. Aktivity pou
s% asSou platensj eBeklyampri Baciadl n&§
doch8dza k priamemu prepojeniu poug?
mtge zak¥pi S sponzorovanl odkaz, k t
pougzvateOov a tieg s ich Alikefi akt
ge Aspa§|mui, t8§to aktivaka Amo wiorbkyafe 2.

]

Asponzorovan odkazh \ pravom st Op«
sponzorovanl odkaz zahRRa i meno pou
pr2pade statusov. St al 2, aeknlpeourg§2/ca\l
zadgvateOa. Priatelia pougzvateOa
komentova$S alebo oznali S, g¢ge Asa im j
statusu, nie je mogn® t¥to aktivitu
objav? ako pl aptoennzSormoelkindma wdBazoch
pr2pade negat2vnych reakci 2. Facebool
Apsgl i sa mif sponzorovanT odkaz. V p
Aps&8li sa miih tivity poug2vateQOov.
nal g2 m kerfoeld<drﬂvk1e¢tgiiregnuu mar §oci 8l
upravenie vstupnich parametrov pre c
novl spltsob, ako umi estni S rekl amu
poug2vateOovi. Vytvoril nov¥% kateg-
Targeting. Kategf-oﬂm§czikerozn<agl‘$ujaet us o
poug2vateOo a poskytuje ich market®
rozbal 2 girok8 ponuka preferenci?, ;
presne zasiahnuS vybran% skupinu Ouod

Facebook rozgiruje ApS8l|[iomlai nmili ma Opl2@®tidn ¥ [
Do s t wa htip:/strategie.hnonline.sk/sk/sedy/spravy/online/facebazmdiruje pacimi-na
platenureklamu.html
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z8uj my Paugé vajteeho rodinnTm stavom,
demografickIl mi parametrami. Zad8vat e
funkcie soci 8l nej siete cielene os |
z8§uj mami a BPreferenci ami.

Vseptembri 2011 zal al nkestoerid o0 0 k
avi zusgl rekl amy. Sponzorovan® odkazy
publikuj¥ poug?2vatelia. Dovtedy boli
j asne odl 2 §gen® od ostatnlch aktiv?z2
poug2vateOmi. Fac ebdkokz y s marez erOnwea n ®
spravidla v pravej strane domovskej
form8t, ktorT platen§ reklama musel a

umi est Rovania reklamy vyug2va nov f
ug?2vahtleil iva hmornom pol 2] ku sledovas,
iatelia. Medzi ni mi sa objavili |
nalen2m. Soci8lna sieS tu vyugila
ug2vateOov, aby na r ekleadomikllii,k adé
bec o'rekl amu.

Omesiac nesk®r predstavil Faceboo
ponzorovanlch odkazov, ktor® bol
o novom bud¥% reklamy obsahova$S aj
d%uveaaGbjyvaNovinkgch. Tieg je nov
® len oznamuj Y%, ge poug2vatelia
kou. Reklama sa buae. gRPRou $2 nat «l§ik
novom reklamnom priestotee@ankdha
ment §re inTthk®mwtdmevygmerkgeni u bol
kl amy obsahuj Yace odporu|l enie od pr
dom s% efekt2vnejgie ¥Heg klasick® z
JednilpmstednT ch kr otkjto vblaFjatze b oo k u

commer ce. Soci 8l na platforma Faceboo!
eBay avyt vor il i nov?Ys k-omemkntieip,l akfor g
nakupovaniu soci 8l nejg? rozmer . Na
nov® tlalidl§ AWafGwvhagtchmm)m) Rr iACBwnn

Y]
el

TD-TX<NX>SQ@Q <DTODT
S0 0Q PO N

w ® O

YFacebook pring§ga nov® [gine.s20.470Hli [et. 3c11.2011p ni e r ¢
Dostupn® na: http:// st roalinegfgcebeoiphinasanovei ne . s k /
presnejsiecieleniereklamy.htmi

“"Facebook testuje nov¥% for mwi z¢Biheh 9201122 ska T
[cit. 3.11.20117]. Dostupn® na: http://strat
testujenovu-formu-reklamy-ziskanoveumiestnenievizual.html

Reklamu na Facebooku bud% fohlicef 410800k fcit. ova$S a
3.11.20117] . Dostupn® na: http://stmaategi e. |
facebookubudumoctkomentovaiaj-zadavatelia.html
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novich tlalidiel bude informovaS ob
poug2vateOov. AV praxi to bude fungo
str8nku znal ky na Facebooku, kde buc
chce, alebo ktdr s i ug zak¥wpil. Priatelia med
vliastnia, alebo ktor® by vliastni S ch¢
Yapr avu ponuky na SvVvojej vli astnej S

spotrebiteOskom spr8van?i bbhdpposkyg€oe

tret2zm¥trangm. i

Na Slovensku menej vyug2vang soc
rozhodla vyugi Sl bodpboposenokiagygi & tr
Vr 8§mci Eur -py spr2stupnila propagal n!
a znal k8§mnaprkemunr k8§ci u S0 z8kaznz|
podobnom princ2pe ako Facebook.

Zl omovim momentom pre mar kogt i ng n

2011 bol vstup novej soci 8l nej pl at
ktorT mus2? nov§ soci §l'mabsi eakop rpekadi
ug2vateOov Facebooku na Ssvoju stran
ug2vateOov zabezpel 2maaketidugjoe® faik
prostredn2ctvom tejto platformy. Go o
na podporu marketingovej komusilkc i e . Jneidenhl ms Y2 t z v . /

pagesi, ktorTmi pl&nuje kamkstro§aanm
Facebooku.

6 Visledky r & snk & n ®vweldsekcuknon ej -] i nno
progn-zy vyugitimarkesingei 81l nych si et

Soci 8l ne siete vea obO#bienioel a§s

di git8l neho marketingu. Dtkazom je p
danej probl emati ke, al e aj fakt, ge 1
agent Yar zahrnul o do S Vv 0] Spravovanié i nnos
mar ketingovd choa@ik§lirvgdh nsi eSach. Ten
i nicioval vznik novich agent Yr , kto
mar keting na soci 8l nych sieSach. I ¢
optim8lne rike@eninem KMtted@dku zvi gi p

pobor2 zisvsktoweorsS komunktorifmkakhi eov,
komunikuje.

®Facebook -commérecezmo vil s pt! sob [onliack Upi®.20E N ici
3.11.2011]. Dostupn® na: http:// stuvadzaegi e. hn
f-commercenovy-sposobnakupovania.html
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V s¥ asnosti m8 mnogstvo podnika
remnl profil alebo platen® rekl amu

i
ie kagdl si uvedobmujketog®t ny mognsgl |
preto nedok§8ge napl mpa2pgddgi Sredoéht
relevantnlchvyiugPormam8ci $oco 8§l nych Si e
apropag8ciu firmy |i | ej produktu al e
odbad n2 kov, ktorT s a venuj ¥% danej pr
mognosti, ktor ® pringgaj “isazin®imue
podni kat eOsk®mu %spechu.

nal §2m nedmantlkdetkiomguv prostredn2c

f
n
a

m®di 2 j e absenci a vyuygpmvZamade SEKIOt oo
soci§|ny ch sieSach. Mnogstvo firiem
optimaliz8ciou pre vyhOad8vanie svoji

t Yat o techniku aj na zaradenie firen
vyhOadgvali .oghAkli KSEWOanaje na % ty na
patr? k novg2Zm trendom, ktor® si v
svoje miesto, postupne by sa vgak ma
mar ketingu na soci 8 nych m®di §ch.

Na z8kl ade s¥% B®h®hao oddmbgn
soci 8l nych s je jasn®, g
efekt2vna p podni k, pro
mi gu dosi ah ky, ktorTch C|eO(

OkT budw¥%ci poten
redpokl adu, ge po

®o
o

C(mm"
X - —

gnah
e t
r od
c

i

rokov. Tusavr ga k uka
sieSach, a to
yg

<8}
©

postupne zv uj e, Ngs| pbkem lpohdg?2net
soci 8§l nyphibikeghne B0 agaldad bryok ow Vilbays
online soci8lnej siete prevagng va]|ggi

Vonl ine prostred? existuje ni eko
siet 2, ktor® disponuj ¥% n8stroj mi vho
Vcel osvetovom mer adl e zdawej aulnii vpeamri & di
Facebook, Twitter ar of esi j ne zameranl Linkedl
ned8vno predstavila gtvrt¥¥ konkuren]|
postupne tieg buduje viznamn¥ poz2ci
soci &8l ny mi sp @lSajme zTabet b gnopriogchk
an8§strojoch, ktor® soci 8§l ne siete pon
s¥% napr2klad poletn® zmeny, ktor® us
posl ednl rok.

Za predpokl adu, ge sa butdakismci §
t empom, ako doteraz, je vysoko prav
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pevnou s¥%| asSou mar ketingovTlch akti
spololnosti, znal ky, produktu al ebo s

7 Z8ver

Ak o bo’r/fmodg povedan®, autarci pH2 s

predovgetklm spracovaS r8mcov¥% anal/l
ako efekt2vneho n8strojtal nmarketvangsv
zameran? z8merne vyneanlkaglat 2 gnygbhematp
ktor® soci 8l neoksbdbel ehllpasewvddiziajwe @Qmi
T8t o probl emattlickha obel ajséedna na Kktor %
anal hbpdgnatenia po vstupnich vgeobecnl
rémcovg n8plR bola aj raksgddcdm tvd letna
somiy&lh siet2calodmgswveatse Yajv mimobl|l ®my
spojemmhiVch vyspellTch krajipotfleh sve

odRatia Arekl amnej sl dbedloldyriovaom@&i & wn
disl ednej kontroly s 0 ¢ i Bdho yecefmostis i et 2
ahl avne det 2. Proes t awint® esro,c i Bd cmeeb sa ke |
nov®ho obmedzenia znamen§8 aj potvrder

Znal n¥% pozornoss$S j e potrebn® \
poug2vateOov sosti@imychl skemal miVIlak
univerzite sa pothv@addil sak as koubt sod mw s m
kO%|l ovimi wurl|lit® kateg-rie poug?2vate
potom zr egsnenof&Sami, ktorTch ostatn
spolupracg aS. Soci 8§l ne siete umogRuj ¥% pom
na z8kl addsah&@me sgpr 8§vy mige dosi ahn
spr8vy medzi relevantnTl mi poug2vateO
zameranl viskum pouk8zalciag ma Nadig§ le
sieSach. Je to mognos$S dvaynusgi t5@neu§ uq e
okamgit® z2skanie sp2tnej va&azby.

nal gia viskumng | inmreds $obadeé mspaj
koncepci 2 vyug2vania soci 8l nych Si e
komuoi BE§mus2 byS s¥% asSou kompl exn®hc

ra: VEGAadeOir80hk1et ¥y u

0
gu pogtovl ch, tel ekom
sl ugiehb

Grantovs8 podp
vzSahaonar ket i n
avzdel §vac?2ch
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REKLAMA NA INTERNETE O 5 ROKOV
Advertising on Internet in 5 years

Pavol Magic

NOVE TRENDY V MARKETINGU
PAVOL MAGIC | ETARGET
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1882
FIRST LARGE SCALE ADVTE
(BUDGET=3$11000)

PROCTER & GAMBLE CO.
IVORY SOAP ADVTG CAMPAIGH

1898 =it s
FIRST 15 MIL ADVERTISING CAMPAIGN - 1006
PRINT MEDIA CAVPAIGH N S1X
N CAMPAIGN FOR UNEEDA BISCUIT

MIDWESTERK NEWSPAPERS

1309
Gamptells FIRST ADVERTISING BUY
CAMPUELL SOUP GO,
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NIELEN TOVAR

ZNACKA
POZADOVANE AKCIE
IDEY
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1. ZVYSOVANIE EFEKTIVITY
2. ZJEDNODUSENIE
3. ,,BANNEROVA SLEPOTA"
4. NOVE ZARIADENIA
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1. MASY
2. CIELOVE SKUPINY
3. JEDNOTLIVCI

DRAZBA KONKRETNYCH COOKIES V
REALNOM CASE
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AUTOMA‘!’ICK? PRIDAVANIE
KLUCOVYCH SLOV
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6 NOVY'CH DISPLAY
FORMATOV OD IAB
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1. MOBILY
2. TABLETY
3.TV
4. HERNE KONZOLY
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Have you ever clicked 1
your mouse right HEREZ — il
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@PAVOLMAGIC
PAVOL.MAGIC@ETARGET.EU
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@PAVOLMAGIC
PAVOL.MAGIC@ETARGET.EU

Kontaktn® %daj e:
Pavol Magic

Etarget

Pribinova 25

81109 Bratislava

SLOVENSKO
pavol.magic@etarget.eu
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GPECI FI KC MARKEAETWITNERU
V KONTEXTE MARKETINGU NA FACEBOOKU

Specifics of marketing on Twitter
in the context of Facebook marketing

Peter Mur S8r

Abstrakt:

Prax wukazuj e, ge mamnketnisk@Pu f3 o aniy§ Imay
veOk® rezernay.l a’ecdndgd orl mihT sangsnms a v
viskume stretli j e identickosS k o mu
aFacebooku. Za naj pravgdagopdeinaejngeizun

charakterist2pradmpervtiou mBd¥%UmameV vicho
oboch soci §defychujm®de 2prai nci pi 8 ne o
tejto anallzy toho pomenov&§vame gpec
kagdli nae noasrvkoejti®S.

KO%| ov® sl ov§g:
Twitter, Facebook, porovnani4ng mar k
marketing

Abstract:

Experience shows large reserves in the online communication of Slovak
companies. One of the most common fail with whom we encountered in our
research of Slovak companies on Twitter is the identity of communication
via Twitter and Facebook. The most likely cause of the ignorance we
consider the characteristics of these media. In this paper we study the
starting positions of both social media adéfine the differences of
principle. Based on this analysis we name the specific communication
features that everyone online marketer should learn.

Key words:
Twitter, Facebook, comparison, social media marketingine marketing
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Pvod

Ng§g vikkuwitay slovensklich firiem
pouk§8zal na to, ge firmy veOmi | asto
aTwitter om. Vid2me ako poug2vaj %% tie
odos| Ba®e bzooku ni e s¥% nil 2 mirem ni mol
nez8leg2, tlka weaeOkloc hmak drcche rfniorvi.e nNeij
tento neutegenT stav pretirvgwraz k| Rard?
zl yhani e Oudskn@hsoohcﬁparkdnsaﬁia VyCZtIS c
aprisptsobi S sa mu,k pionhvoednicnioes.S MeiOmie d
divodom mt!ge byS preferovanie ur | it
rozhodn%S reglstrcmvea@orrsarenzaerVdeiaSera
a¥asamysl om rozvin%S t%to formu komuni k§
spom2nan®hmvaguaeme pnepoc h sauebookue Twi

aneznalosS ich gpecif?2k. Lo napokon |
Oudsk®ho tfoankttoorlal. §nku sa pr8ve na t Y%
hl bgi e.
1 Duplicita komuni k8cie

Samotn® kop2rovgBi@auspe§ ppraxed m®@md i
pozn8m veOa situ8ci 2, keN je potreb
rtznym publ i k§&m. Pri hOadan2 zver ej
f ot o g mavdj ipkedajre je Vv e | z8uj me dostaS inf
naj girgiehmepbwmedamivaSasa iba na ur|
popul §ci e. Probl ®m jeyhgdnsesattodoedt:
inform8ciu mus2 rozhodn%S |lovek. P
Sspr 8v ni e pjreet wh obdyn ®maal mar ket ®8 dob
jednotlivich stoem8dnyc88nim@®dsa. n¥l ej

rozdiely medzi Twitterom &acebookom.
K duplikovaniu spr 8v mitgmatickd oc h §d

Rul n® duplikovanie znamen§, dvechu g2 va
rtznglcihg b ®a Facebooku ako status a na Twitteri ako tweet.

Aut omati zovan® duplikovanie s a dej e
Facebook & wi tt er navzg8KehM pgepaje®®prep
str8&§nku na TwiterorednEck e dse | u sstatusor i z uj
publikovanT na str8nke sa automati ck
'V mi nulonapr.kz ndeouggli ti u obchodn®ho n§zvu 02 | i E:
2Je d'ledgit® uvedomi § sijedirrosgm&kiGi® prepoj emi a
Y Facebook je nielo in® ako prepojenie Facebo«
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funguje aj na Twitteri. Lens T m r ozdi el om, ge Twitter
ug2vat e CFsakcle bvel oekt ssti m§ mk awg 2 viah @ Os kT m ¥
pre marketingot®OW®el y nepou
Nedg s a d opsepogemnie snmarkdétingom, pozrime sa na

rozdiely medzi tTmito divrograc hs os¥%\8il sily
Facebook vznikol v o k u 2005, ptvodne ako dat
inform8ci?2 gtudent ov HikomvTaittedustreba j uni
hOadaS snahu vytvori S zamestnaneck?
spr8v medzi zamestnamacdbdbv. AMioelvdo dgioy g i
navrhnut® diametr8§8lne odliigoke.viTanasi

pre komuni k8ci u.
2 Miera otvorenosti

Facebook, charakterizovanl ako S
uzavretT m &yotr@momms vug?2 v abnedzenepr 2 st L
skupine ostatnich ug2vateOov. Prepoj
Kagdl wug2vateO sviSmvfashaviyge onaiRt ac
ktor§ wurl2, ag na ak¥% % ovni vzSahoyv
bud¥% publ i kovan®:? Twitdr dol m& protetomu ¢ e j n ®.
zaliatku navrhnutl kalboejot w&r evngSet &lyu

implici tne verejn®. VTnimkouwsl/4tzv. pr
konverz8ciu dvoch ugzvateOOHv. tvget ko
nielen vr 8 mc i komunity r@gecyv atienhtoevr,n edlue a\

Nastaveni e verejn®hogc|l®a~rzamleinderéu wl eu |
zriedkav®, pretoge sas8u]|l enm uk delhoan ie Oy |

Wl et | o j e v aozpofely eihme nport22prand o w s\t u p u

Vgi mni me si -h@nFaoeldo ek ug2vat el
sci eOom udsgaSnsi zsdvSmyec hs Yekr omi e s p
c2tia potrebu chrg&ni§, na Twitter v
verejnosti. Svoj u nevihodu uzavret®ho syst®
uvedomuj e. Aby nestratil vplyv na d
pot enci 81 zai stil vgeobecn¥% dostupnos

na svojich str8nkach.

*Prsve pre komplikovanos$hnastaavevadivam dFalredm
ter|l ov %t okov odbornej verejnosti
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3 Pravidl 8 poug2vania

Napriek svojej uzavretost.i Facebo
na probl ®m ochrany osobnlch “udaj ov.
nakumuly an2 m veOk®ho objemu potenci 8I ne
Neust 8l a hrozba vypllvaj%%ca zo snahy
podstate wuzavretnleuseg@iembaadhboaki Xov
poug?2vania. S kontrol ouovam? doda gk aiv?
Facebook dIhidnabtkeprnbb@@ho hOadi ska

naj m2 neust 81 e zugovanie mognost 2 %
Facebooku.Ve Okou kauzou bolo napr. zak§gz
akT mkoOvek spl!sobomal etkd onBstviyajgé v &
TW|ttetom§ovsmere obrovsk¥% vihodu. J
v e Omi !|\1earteeJOmII mcharakter t weetoval
tweetov, vkt or Tch nie je veOmi l o tajis$s. £

gi adne Yadiag¢g esukno®vWhnut n®.
4 Typy komuni k8t ov

nal g2m rozdi eFlaceb®wiktut greu pal et a
Twitter pozn§ lieweeti pypwmopoFmiivu
tweet(ako jedna z m8la foriem reklamy),
omnoho girgie:

T osobn® profily;
T podni kateOsk® profily;
T str8nky;
1 skupiny;
1 aplik8ci e;
T inze'rsgty.
ZatiaO | o | asndarkkeemu migko&tegv kw muni

veOmi pougiteOng (osobn® profily, sk
mognost 2 ako Facebaok( fpmriemna®gi¥l tmar
Mognost. mar ketingovej komuni k8ci e
amar keting mitge byS vNaka nim pestre
Nal g2 v T ritzendt orvoozsdS emi kr obl ogu.

“Soci 8lne m®di 8§ v komun8lnych voOb&ch 2010. Ml
a Metoda, 2011, Communication Today, Zv. 2, s. 104.
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5 Podpora m®di 2

TextovosS | eu migdblogavaimiao 4 inhvedorg
tomu, ¢ge | asom vznikl:i mi kzrvaulkkl ongayt 2 avkne
podpor uj Y. KTm na Facebook obmtom m: genm
avi deom, Twitter tieto m®di § podpor
rozhrania zoku2QL 0 s2 ce podporu mMwitim®dij 2 5BY
pri m8§rne texbkokt® knBBndeinukm t r eba j a pris

6 VyhOadateOnosS inform§cie

JednTm z <charakteristickdggih znak
|l ov® sl ov§ zalATneagt¥c eo zsnah hrgrmi®e gbk&osu
zumi teOnej gi e a n§Jd|atge@raeJt90|te|g 2¢]
§vy s retvangaokm m( thraserd e n ® podOa d§
dnTch a wiasgdwniak tdakBgete z2ska
Tch owg?2vite®er®> sa zauj Anmvaljladne o da
tomnosti, pr2p.-t abgly? zjked n omdi uncuhl co st u
i dent i fuirkd § tt cerj k ®me . Facebooku podob
nedisponujet ni e j e na to dtvod. Jejshkl soci
charakter ako Twiter Vo Facebooku sa Oudia or.i
pr2p. na znal ky, nie na t®my.
Vgeobecn§ dostulpmmkmSnﬁasWtelaegmlv S/ Va
ou pr2legdgitosSou zpirael kneo n(iat okroinnkgu r:
zovIl macniagjlmeyncth vik@doiusé k 8céi os Vel
ng8hle ju kr2za zasiahl a, o rieg
r®ho mena znal ky. (. ) Hl avnl d?
najotvorenejg2m komunlkéll\{hamkrkzazno&ﬁ
mand) me nt sa s2ce hod?z aj Facebook, n
okrokoch vl ase kr2zy, nie na zan:ehjyt@l\/@uie
smerovas. Na momhabkénBaecebeobkbkhod? e

OO < O NX

k
2

o <
OXX®
T O = (O«

7 Frekvencia publikovania

Z textovej povahy Twitter vypl Tva spl!sob jeho
rozdi el od Facebooku je toadmmmnhd 2gij

*BEDNCRIIMURIC.R,i GRPEFANL ¢, MOND bl ogovacia slugby T
vyugitie v maTrmkwe:tUnivergita sveQyrilam Matoda, 2011. s. 51.
*BEDNCRIIMURIC.R,i GREFANL RO Gr obl ogovacia slugby
vyugi tie v maTmkvwe: tUnivergita svEyrila @ Metodai 2011. s. 42.
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intenzita tweetovania omnoho vyggi a ¢
Facebooku. T¥%to I|rtu Twitteru oceRuU
marketirg u britsk®ho dessPRP &saanT Gu@®fi amar
|l ondT nskej TaotdDaGariRlaerjieespre novinsgr
Twitter, Facebook sa stal sk'r soci 8
som si rg§no najprv pozeral dallhreemGuar
Twitterom. S&§m som prekvapenT, ge s
robi2st edujem totig istlTch novin8rov &
l o pPQYulinou tohto javu je rozdielno
siete amikroblogu. Facebook k 0 soci 8§l na si eS pripom
spektrom sl ugieb. Ug2vateO je vysta:
zrtznych zdrojov: Al aj kuj en, koment uj
prezer8 ich fotografie alebomhn& hry
oveOa viac vyhOadg§gval. Mo{gprastiskysa akt i
obmedzuj % | en nakomeewe €t ¥ L e(dRkW) tal c

charakterist?2k mvgemeozporbdnevapr 2 st
nNg8§razov® tr88venie va| @mrem&acebooko g st va
I

akratgi e, al e !astejgié)dtééaersiaeto S
frekvenci.i publi kovania sprs§v. KT m
vsoci 8l nych sieSach j e | emikroblogejne, p
dosS vysok® Infanrtweécpliyrﬂe\l,oadsoeslamﬁohaok
rlchledamgs® r(lachl o padS§ do zabudnut
vzbudzuje pozornos é dl hgi e, no mier
vysok8 ako na Twitteri. T¥to dynamik
prirodynamBedlennej| adafiidecan g tl al osa siI
najvalgiu aktu8lnosS, | amlopli syi vygaehne@

nad| asovejgie t®my.
Zuveden®ho v yt pMelevt a0,v a ndi ee vygaduj
frekvenciu ako aktualizovanie statusu na Facebooku.

Instatbt s S t weetovania sa d§ veOmi d
rozr'uchugr i ti ahnutie pozornost.i Komuni ty
ostaS na vrchole aj niekoOko tTgdRov
tak8to vlina trv§ |l en p8r gartdvanie M1 ¢ e
zpoduj at 2, al ebo reagovanipPeblikovanieakt u § |

TULI L1 ANBMarc Sands: Noviny | ak8 osud LP platn
<http://ekonomika.sme.sk/c/6089999/maendsnoviny-cakaosudlp-platni.html>. [201110-
16].

Niektor® yl y trNaaljg% edniib,a ihno® itnlyg d nDeo ba T mi pr
z8§uj mu sWI weentny cb gportovlich podujatiach ak
gampi ohBt Z2f ®r mogno spomen%S scho&Oobamnie
2011,
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rTchl osB30ut W®det ov za deR dok8&§ge komur
aj miernej gie tempo aktualiz8ci? st a:
pravdepodo lzpaky. JedgivdoM &8 hrloavn® statusy d

reakci 2 na koment8re ug2vateQOov) s¥ |
ol akg8va.
8 Pr2stugp viat e Qom

Pre svoju otvorenosS je Twitter v
Y%plne cudz2ch @umh2ohoHddk?pgsa® m&kot ¢ ac ¢
charakter tweetovanimengyjs abi?v-ndlefeo rark®
al e aj Facebook. Nie nadarmo vyugz2v
Twitter ako m®dium grac®lyd i % o mott Ektkw

anal rtnwuSaodpsmeNovaS ho na vhednl k
mai | , we b, telefonick¥ I inku .) N a
probl ®mo v, ktor® | asto vygaduje uv§sgd
migeme t¥Wto strat®giu vidi eS02u | es
aVodafone.

Filozofiu otvorenej] pl atfor my ZV
Friday. Je to vlastne hr a, ktOI‘Ej j
ostatnim zauj2mavich Oud2. Kagdl pia
so zoznamom miemzinml @kaGamifas ditass@ov b T v
pridanl aj kr8tky koment8&r na objasr

Zasadeni e do uzavret ®ho syst ®mu
str8§nok na Facebooku vIibornT Ilagh§stroj

vgeobecn§ dostupnos$S nat n®ons Yaniplodpe
mul ti m®di 2 (mognos$S komuni kovas$s aj

komuni k8ci e do gi r gi e h oktordmo sat stiexat u SO0
anonymita jednotivcovade j e na prvl pohOad vid
(Al aj kovani e, rkioeme.ntDiveatnd ey | asdti reddsat i
bari ® | epgie neg individu8lna verejr

9 Polet ugtveOe®&vsaupina
Samostatnou kapitol oui esOb6v Bolsetupi

Vtomt o smersd reidtheime Eur i peyz8padh® r8§
Eur - pe, no hl penevdaheaw pe.neVr §ci ou
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popul §ci e hwayzFnaiceevhaooku% penetr'§cia u
z anedb atpeebliadanie Twitterovej komunity nie je namieste
Faktom je, ¢geva8niTgw 2 tpadireld na tr hu
%) ako Facebook (cel osvetovo okol o

zanedbat e @60 mil.rFaeebopker00 mil'}.Na Slovensku sme
svedkami postupn®ho zat polsd wami® dvwai t
medzilr plon et ug2vateOov takmer zdvojn:

DruhTm dtvodom relevantnost:i sl o\
je jej zl ogeni e. Tvomarak g tui npgroevdeq v, g em
al T br atnidegge gat udentiiblvoygsearkiT, c hmag kktelt ®r |
publid sti , gr af i cvingposkedndm ratle &iarjf my®.r i VeaOk §
zni ch f(xaearlpadoptersako tak?2 maj¥% viraznl
okolie, al ast o aj girg:z? okw arche nQucdn? . s eRgrnee n
zaradenie Twitteru do marketingovej komi k §c i e dilegitl
“asspegnosti komuni k8ci e. Ostatnim f
komunity pomtcS dostaS sa udoi tplocvhe
obl astiach) formuj ¥ verejn¥% mienku,
vazbu.

n
i
d

Z8very

Navzdory svojeg Y| a s n e j popularite a wurli
Facebook a Twitter navr hinawtmarkedngla met r §
T odlign® prvylgediutjd/stsi oa !l i gnl pr2st
charakterom sa Twitterx a hr ani | 2 o0sv e d8hiol kaokna ark® o
Na Twitter.i sa o|lak8va akt2vnejgia Kk
pr2padne definovanie vliastnich t®m.
z8uj mav® produkty, alebo na zviditeO
existuj “cejobtl @am&ounalpg@at neni a Twitte:
a kr2zovsg8 komuni k8ci a, keNge verejnl
dobre sledowyg®dramliehkkOml ovich sl ov§

poudg2va$S v-mgov.or me hash
Facebook | e naopaM|ekomum1lt;/ratE/j4rga2nirea
bari ®r . Mar ket ®r om d8va al gi e mo ¢

® Slovakia Facebook Statics. SocialBakers. [ On | i ne] Dostupn® na

<http://www.socialbakers.com/
facebookstatistics/slovakia> [20110-16]

Y SlovakiaTwitter] Onl i ne] Dostupn® na internete< <httop
10-16].
™ Top 15 Most Popular Socislet wor ki ng Sites | October 201

internete <http://www.ebizmba.com/articles/sociatworkingwebsites> [201110-16].
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k o muni kp®dparou olsiazu ai de a . Ol akgva sa mer
komuni k8ci a. Najvalg2zm probl ®mom ost
ktorm® nul osti zvneac&hb ®eédzvillria dovtedy z

komuni k8cegnesSou.
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VYUGI TAMBRKETIN GU
PRI MARKETINGOVEJ KO MUNI’KCSLUGI EB
SOZAMERANCEM NA ZEGIPRIOOUKTY

Application of e-marketing in marketing communication
of services with focus on experience products

Romana Ol exov§

Abstrakt:

Pr2spevok sa zamer-markengurgae hcoh apg cacks tea ti n
zl ogi ek. @ivik@o mj epramal yproalkatSi ck om p
demongtrova$S sp?! s omgrketinguupd marketingovej§ st r o
komuni k8§ci i slugieb. Gpeci 8l na pozo
komuni k8ci i p o manarketingu MErs2 pajde®v z&git k
produktov s dtrazom na virs8lny marketing

sieSach. Pr2spevok potukmmadkgtieguaka mo gr
t a k ®jaho efektiviiuvpr 2 pade mar ketingovej k omu
produktov.

KO%| ov® sl ov§g:
emar ket i ng, kmamuknd tki§ncg cav-8naar kienttienrgn estleu, g
z8gitkovlich produktov

Abstract:

The content is focusedn emarketing and its major components
characteristics.The aim of this paper is to analyze application ef e
marketing and its tools in marketing comnication of services and
demonstrate it Special attention is dedicated to marketing communication
and application of -enarketing tools in context of experience products,
depicting viral marketing on social networks. The paper points out the
possibilities and potential of -enarketing and its efficiency in case of
experience products marketing communication, using particular examples
from practice.

Key words:
e-marketing, marketing communication on interneimarketing of services
and experience product
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1 Charakteristika e-marketinguaj eho n8stroj ov
Internetovl m amiarkeéing i predstavujer spsjgnie e

obl ast? mamTketriemggpu. ainternefsviohouvt
propadc&®anuemi&k8§ci e vo virtu8lnom pr|es
E-marketing je forma mrket i ngu AmofnoeBpu srTch
pribl2gdeng8kazsnid k okm, |l epgi eho pochop
apogiadavi ek, ako aj u chimij Podmikatelia bl 2 z
m: gumaeg ketingrvyngpomiSeeepor nej propac
ch§8paeniaer ket i ngu ako obchodnej filoc
skompl exnim podnikan2m v-busingss)r Eugl no
marketingseﬁ)eeobclsoénmoobnikateOsk§ slugba
obchodnepodnlkateOskIohepbémaykbvsyugleb

migu zabezpeli S for mou outsourcingu,
E-mar keting j e | pojsndrmo ec p amiee BanT( vy kons§
obchodnTch it m& ik s lpredajga produktov  online,

prostredn2c]tammmkierttimrgnejteu)vgak samost

pribl 2 geni a mopgdoktboviah nS8§kupu?X&ez int
mar ket i ng p oonr'gkaan ifzi&rcn §nm amognosS pene
Z2skavramiwoj a novIch rtorzhvoovj,a ppordopdour kyt
diverzifik8cie portapli ks poetbk a novl
Tromi hl aveardamik ectiten(ymui seVa

T rozvoj obchodnej znal ky

1T generovanie trgiehb

T z8kazn2ckal pgdpozr@kazn2kom.
Vichodi skovim bodom pri prezent§8ci?2
je web str8&nksl upjbsykyt Dytaes e By mal a |
charakteristiky:

f pr2Saglivi dizajn
T rTchle nal2tanie, celkovs§ rTchlos
1T jednoduch8 orient8cia na str8nke
T relevantnl obsah

KeN strg8nka spORa vyggie uvetded®aatr

y d
nN8stranaos\ketei ngu a Nal gi e prisptsobe
internetov¥% prezent 8§ci

1 CLOW - BAACK, 2008
2SMITH i CHAFFEY, 2002
3 CHAFFEY et al., 2000
4 CHARLESWORTH, 2009
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2 N 8§ s t r-roarketinge

Medzi hlavn® skupiny n8strojov i
SEO (Search Engine Optimization), i n
Engine Marketing), SNM (Social Netwol

e-mail marketing, webcasting a advergaming.
2.1 SEO (Search Engine Optimization)

SEO predstavuje optimaliz8ciu st
Googl e, ilviy hYGahdoSovia | re® mealj g/o rvil tansyt p o mo c
vyhodnocuj % relevantnosS obsahu dan
kO% ov®mu slovu, resp. virazu ktorl
aprec2znej gie je SEO i mplementovangtg,
visledkochniayhOaad§wai amo Ymerne zvl
apravdepodobnos$S vykonan-i auNobghioame |j
prostredn2ctvom str8nky, alebo na z8§
ktor® ovplyvni a rozhodovani e spotr el
najvyggcuupwo visledkoch vyhOadg§vani :
pri amej rekl amy vV 0 vyhOadgval och f o
NakoOko algoritmy vyhOadgvalov sa
relat2vnal heOlk®®btoma Ysniall i @8 girovwa Sm
ag mesiace. SEO m8tadve z8&8kladn® z

T onpage optimali z8ciaipopspmab
zdrojov®hobskahdiu sar 8nky tak,
posudzovali pri i n d eflexibilitaa mBsahua k o r
vV n Yt o karo®nieaibd.)

T of fpage optimali z8ci a (fomajinmfal i z
affiliate marketing, vytvs8ranie sy
tieg tvorba PR |1 8&8nkov, napr. for
registr8cia str8&nky doOr mpglpoh swe
najvygg?2 m°>ppacger ankom

oW O Gy
< Q@@ g
R Ul =

1
I
b
a

5 PageRanki je toindex ré evant nost i obsahu str8nky wvoli
vhaj poug2vanejgom svetovom vyhOad8vali Googl e.
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2.2 I nternetovg8 reklama a SEM (Search

I nternetov8 reklama sl %gi ni el en
al e aj na z2pkarmwajni mamird j muojzho web

|
propad8tioe.m8 formu klasicklch obrazo
atickerovpbobhyhti eP®rakl amn® pr %Ujgky)
novgia forma reklamnlch odkazov na s
okraji) av e Ok e j obdOgni koveal yr e(kzloabmya,z utj i¥ece
prechode na i nup sotkrn88n k(ur)e | al&i gy vpeosp? v g a U
forma umiestnenia webovej reklafly SEM predstavuje marketing vo

vyhOad8varéphde,V ge firma nechce | a
adovoOuje jepvitor onzaprokleetti,ngj e mogn® |
sponzorovanlicshpoodbaneowanl o dtdxtavej] ( spr
forme) sa vo visledkoch vyhOadg§van
anaj viditeOnejg2ch prielkach. Podni k:
odkaz wd8waghiO, zaR plat2 na z8kl ade

prostredn2ctvom modelu PPC (Pay Per
Podni kateO si kpope@®pbata koed#atydom zol
kl ade kliknutia vo el ptedHethnoyhOt
| gimtoruansi | enT m denh oeharza kliknatip d le h o i

zpo| et maj Ya pr i anpyoz¥pcliyuv zma rfarzek\aa
rg§mci sponzorovanej sekci e. Spotret
yhOadgvani e2 mdkarzlbv®tzmadmmn k O%| ov®ho
z8k!l adev ykh @a ddgwa | vygeneruje relevant
odkazovina sponzorovanl odkaz tTm p&dom
sa odanl produkt phODathBomaup? mam8ai e
maximal i zuj e adresnosS tohto typu prop
giroko dostupnT, je potrebn® vhodne
rozpolet, prispltsobenie C e n ymiery a k1
viskytu konkr ®t neho zkcBléaleoabyWwsaoodkazl o v a
nestratil v odkazoch konkurencie, | o

z 8
Va
ro
v
v

2.3 SNM (Soci al Net wor k Marketing) a

Virg8lny marketing predstavuje int
of-mouthi z§kl adom je vytvorenolks alma oOkio |
forme textu, obrg8zku, vigled.s)p,ot ge me
spotrebitelia bud¥% tclPmtidé& ephsakdm Po

5 KOTLER akol., 2005
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priateOmi, prostredn2ctvom vVvirtus§l ny
obsahu priate@miu »pydenteddsal «One| wom
disledku tak za podni kateGBa Ciodd@am mae
aby marketingovl pracovn?2k dok§gzal z
aobsahu, ktorT m8 pre potencioful neho
Soci 8l ne siete predstavuj %% takmer do
rekl amn®ho obsahu, jedinim limitom
mar ketingovlich ogrgg@dacewnrmk osvo.ci §1 nych s

i
aTwitter sa st8wamnpedadseatvrilrl8l fajho v me
SNMi mar keting na s opcoidgdbney cwhy tsvi erSaanci ha,
str8nok (fan page), udal ost 2 (events
jednotliv@n@!rond,u~kalye|aosk®mpvap?tn®psod

Prstredn2ctvom tlchto str8nok m!lge poc
z8kazn2kov cez diskusie, | bezpl atnt?

i
zdie()animarl@l@timgov@ho obsahu. Dnes
samozrej mosSou, gepkaddhkt ,r el v @ n tsriaj
pr2tomn® na internete, vyt vEBrakt Jari

obsah svojich we b l okal 2t SO soci 8
pr2tomnosti npadckreitk aitgoo@®hoa obsahu na
je, ge aj obsah vPzpgpaemmilgch ndexio¥lamyct
azobrazuje sa vo visledkoch vyhOadsgyv
domovskej odkazovanej web str8nky.

24 E-mail marketing a webcasting

Vyu(ginailueer @ mci ko mumd ke femis partn
komuni k§kaen3slomiz,§ je -mgi dnm§ begkh®aj
mar ket i ngoiv®r ovsytureidtni2ect vom neho m! gu
priamo podni kptie®om enkykyp-miludoar egi
tzv. newsl etteru mt ge z 8k azn kik dost
vpravidelnTch intervalkoootk rm®dIne\ a ntt@n@
t ®mac h, ktor® s¥ navygdge Oahko g2rit
kompl ement 8rnej slugby (banky zasi e
| 2st kov, poskytovatabkial ajjdcoir ne fgdbolrir
abulletiny zdarma @od.}. Webcasting (webcast) p
masov®mu zdieOaniu muovhaedim@IOkd o so
mnogstvom klientowmailnapid ot oklod syi crke®s

"KOTLER, 2005
8 ELLIS-CHADWICK i DOHERTY, 2010
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zapojenie m!ger emmipw md b viyjtiveah mvz Sah
s¥% zalogen® na vyggej dlvere.

25 Advergaming

Advergaming je tieg pomerne novs§
az8uj mu spotrebiteOov pomoma@au zmal ket
resp. produkta@aoba®Rodhemnaji® Apy.i kBai e s
web str8&nky poskytovateOov papalaritys el om
str8&nky. Mar ketingov® virtu8lne hry s

f priamo pr opag aATh ladvesganiingvaBave tifet z v .

i ne, zrej m§ jpropagpgagay) gentk der od

di ania hry (napr. Becherovka, k t
game.becherovka.cz dse si at k a mi mar keti ngovo
kdi spoz2ci . na stiahnutie zdar ma)
T hry sr* zny mi t ®ma mi , ktor® obsahuj
produkt vr 8§ mc i grafick®ho prevedeni a
virobcov ng§pojov, obl erstveni a, p
obl elieak®t o propag8ciu vyug2vaj %
Burger King). UvedenT t ypBTpropag
advergamingbd ow t he | ine, propag8cia p

1 najinovatidivmejriedmmtdavne n8rolnou f
s¥% hry, ktor® vyug2vaj¥% TTL adver
vyugitie ¢girok®ho spektra ©dkazo\
spotrepietad®anakwklerhi ngov I m ri§mnfcar m§c
svojho deja uv8dzaj %, resp. pods}?
na web tom&mk®yngm marketingovIim
poznanie je nevyhnutn®r @r @p Naklga &
je ned8vna propdbudai gpopud8bm®ho a
kapely Nine Inch Nails, Year Zerd a j v Naka vyug
advergami ngu zaznamen gtedapdsth.u m r e k

3 Vgeobecn§ gtr ukim&r & e tni8rkd emwlloovh ek a
sl ugiehb

Gtrukt Y%r aminérkd a o demagdk b v nlqrapar@
z8vis2 od viacerTch faktorov:
f miera vyug¢?2intensti spodKTkavich/ organ
procesoch (od nej z8vis?2 rozsah
asoftv®r u, webovej prezent 8ci e,
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aema

acel kovo i nftookmad nT clpridel eni a
azodpovednosti zamestnancomad.)
organi zaln8g8 gtruktYr amarkreul mgotvil

pracovn2kov (ovpl yvRuje rozhodo
del egovan? kompemankéeti spmmendch x
dod§vatlebda, i ch nEprdexdhamr§cwe zame
firmy)

druh, resp. charakteristitaa mpane, zvol enl ma
akomuni kal nsegmearetly, a ktor® | e p C

(n8klady z8visia od ¢@gky lkazmgmam
gel an®ho oddgpadmu predaj

Vo vgeobecnosti sa @t r unkatkétimga n 8§ k |
rketingovich kampan2 slugieb ako
ng§klady spojrdo®/ aktuali z8dge ou W
prev8dzvkydbwdovanie i eglrchisktr 8m&y a
programovanie, grafika a web dizamo p | at ky za webho

slugby, periodick® popl at ky za
bezpelnosS webfostma§mKyhatokov;
aaktuali z8cie web stré&nky, pr2pad
newhnutnl pre Nalg2 bezprobl ®movl

str Spoky a

n8kl ady optoijmal® zs§ci ou web str §nl
(SEOi st 8va sa ug s¥% asSou ponuky
samotnom budoSvEad 2b Tsvtar 8anpklyi kao v a n §

stry8S8nkLast® je optimalizovanie st
zvyguje n8klady, nakoOko treba
navyge vyhOadgval om trvs§g rel at 2
zaregikltmugds chost av2 efekt.)

n8kl ady Sspojen® s o g krahcevn 2 m
amarketingovich ¥%ypi slic@en® ddslasthiv v
internetov®h(j emap ktert é M@, aby pr
infor mpwar2enb8ci 2 firmy na inter
vliastng | ipnrrasr®j je alvebo neprian

vwag2van2m virtu8lneho priestoru.
nezaoberaj %% marketi ngkmmuanik 8gi @z

so z8kazn?2kmi, maj ¥Ya | asto vo svo
ktorTch sttupy firma pl&nuje per
pr padne di sponuj % inform8ciami,

spotrebint@®ov i nhosmddBeskych vis
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kat al nognky vai ¢ h, rtzne spr8vy tlka
slugieb, alebopo@udsklch zdrojov a
4. n8kl ady ceppwaritigom®e dendmedovan2m kam
na soci 8l n(yfcihr mai eSsmcbhpaS mige r
internl m 2z aobutsaumiagors. nNa njednej strane je
pravda, ge najlepgie inform8cie
zamestnanci manag ment , t 2 vgakol €a3to
nedi sponuj Y% dost at witomTpre tvorbu ul n o s
pv%“tav®ho reklamn®ho obsahu a dl ho
kampane na soci 8l nych sieSach,
srTchlo s a meniacim prostred?2m.
zabezpel en2n g wctowoldrvitryi t a spr8vy k a
soci 8l nych sieSach, je pri sprgvn
odbor nscks¥Ssemosti. Je vgak nutng
extern®ho dodg8vateOa s o z8kazn?k

tvorbu kampane pej flexibilitu.)
5. nBl ady na spontodésaay® vodhkahyads§
funguj ““ce naPayikher pel iPPIC, kont ex:

I 1 8nkami na spravodajschphd.),weboNCI
al ebo na sl v@lhby n>mo ksapnoPnaze2r oa a n |
odkazov.

4 Vyugi tmaer ket i ngu pri mar ket i ngo\
z8§gitkovich produktov (ilustr&8ci a

poskytuj %cej z8¢gitkovli produkt)

Z8gitkov® produkty s¥% sl ugbami
Z8gitkovl <cestovnl rucher(aenXipema enceo |
dugevn® obohatenie klienta cestou z
Naj|lastejgie sa ale pod§g@iofjkmowml z&¢s t
ruch rozumej % slugby vyhOadg§van® kI
azvil gen?2 akdrrveinfaulk2hay y\&:b § d B & yaktivitami, m2 s
ktor® z8ujemca mpgdpadbaonimovhSsteaj s
za mogn® ohr’ozeZrBigéd t kdv@vipa odukty pr
slugieb, ktor® klient dok8ge mroO8l ne
produkty sa daj % objekt?2vmpegipdhowddaod\ec
prevaguje subjekt2vny pohOad, ktorl
VzhOadom na | asto virazn¥% fytictk#h

NOVACKC, 2007
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pr2padoch aj r i zirekioz § ckitoour ® ojhet os ptoyjpeur
podstatnl mi faktor mi obchodn®ho vzS&
aposkyt oivrmaft erOmo vaa n o 93 oadSika 2n2 KZ&8 ga t ko v
sY¥% pomerne novim| mastloom en aganuteepl © miae

existencii otvl cchea@miprm2dakd a rozhodo\
premenlivTl. Kl ienti vygaadggVit kpodrcd
produktoch, 0 ppskgbelhat e @&yii t kup
obezpelnostnom aspekte, skr 8t ka | o

pomocou kitetrd c Ipolsas n§kupn®ho rozho
produkt vliastne chc¥Yh zak¥pi S. Poskyt
vpodmi enkach slovensk®ho trhu pri m§r

agi vnosltindictiovanT mi mar ket i ngldwlodiu r o
por eby systematizovania relpveam®adcé]
adostupnej f or me so girokTm dosahom
anavygezlsy mi ng§kladmi predstavuje in

priestor a enar ket i ng mognONSS cip amea r ekfeet ki t n2gvonvut
komuni k8ciu z8gitkovlich produktov.

N a z8kl ade anallzy podni kani a,
gtrukt Yary kl'ientov firmy poskytuj Yc
adrenal 2novli ch aktiva2t, resp. par ag.!

ilustrov a S mo geafoesk t amyugitia viampt u &I8me h c

n8str omadketingue wpr 2 pade z8gitkovich pr
gtatistick®ho walkkpouan3D cSeRz oi nter ne
potrebu yor vom kvart 81l i roku 2010 k¥%on®j \
vyug2vaj ¥ pri nakupov an24 rokon (B1e6r%),e t |, v
25-34 rokov (49,4 %), 384 rokov (40,7 %) a 454 rokov (30,4 %Y. Je

evident n®, ge internet vyug2va pri n
aOudprodukt2vnoem wWe&uo Pegmenty pred
skupiny klientov z8gitkov®ho produkt
zoskoku. Za ostatn® -34 rokavkosedstavevila v 8 s
27,15 % z cel kov®ho pol-Bduokdvl3522 %t ov,
v e k o v §a 3b&4ughav 20,70 % a skupina4b5 rokov 13, 70 ¢
klientov firmy. Vi ac ako 55% klient
prieskumov ukon|en® vysokogkol sk® vz
mogn® us¥%di S, ge cieOovs§ s&kpiwa $or
zlogen2m spotrebiteQOov, ktor2 sa pod
orientuj % na virtu8lny priestor. VeO
mar ketingu v pr2pade firmy Shockj ump
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o] ktorom verejdonecsRtehtaea nhemB§ci 2 a
spotrebitelia v najva] gej miere hOadze
atrakt2vny adrenal 2novl produkt, | o |
VNaka tomu existuje v pr2padapukval it
z8gitkov®ho produktu vysok8 miera ko
objedn8vky produktu cez internet.
SpololnosS distribuuje svoj prod:!

pri m8rne prostredn2ctvem2padegejnelwmbbd
produktu,ak Tm je tandemovl zoskok, sa |
distribulnlT kan8l pr8ve web str8&nku
N8§stroj predaj a. Spotrebiteé nem§ pr
p opsour dozvonvBauSs $a & y ¢ h §dbsztaSp nil &

i 2, prilom pre z2skanie info
ej g2z zdroj

mp si internetovl marikkeez i ng z
urcingu. Fir ma vykonal a ni ekoO
2 ventao vi§ntperronpag8cia a optimali z8c
o kr okmi bol i

tvorenie obsagmregh Ogdreesjn(fagma b rdtcrh
re§nku vytvorila sama, bez vyuf(
anallza (wéb| sdk Gmkigsmenié gop g i
§valoch pri zadawutomted amid Tha c
movli zoskokifd, | o zvyguje gal
pr8ve na odkaz ¢gel anej fir
vyt anie tzv. firresnnisdhu g bpa o fvielOc
mnogstva port8lov), okrem hlavnTct
zoznam.sk, centrum.sk, bestskp@ d o b n e, j e firma
taktieg na ports8li SACR.
-vyug2vanie slugiebke Ngeoddgl v dwdod
At andemovT ostato® klo&k mibian§ci e nie s¥% |
CPC sa pohybuje hodnote 0,18 0, 20 U. Cel kov® mesa
na kampaR AdWorpdsi epnteerdes t8a0v uij ¥4 Ov0 U .
-vyug2vanie an alGgoglé Webrhastér tossSeogle oj o v

4o o wy>sS —O
—t— = 5o 5 =

IBCD""O
——r<en—<—""=0vo-0a
_QJ:TITI k<:—Q-:—Q-Ox—l—1c

~>< ' Wn
- O 0O

analytics

—vyu§12vani—target£lttagkg)etEpodobne ako sy
funguje na princ2pe PPC, |asgakhp?
weboch.Et ar get kameph® @deahgia, ako AdW
mesal n® n8klady sa pohybovali okol
lenvobdobiath, kedy potrebuje virazne poc
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-vyug2vanie rekl amnTch odkazov n s
ports8pokdl nosS sa rozhodla vysk¥%ga'
sponzorovan®ho odkazu na obO%benor
invest dowi osponzorowan®hg enbmaonbr §z
obdobi e 1 kal éoddofr3008h op rriolkoam vsa | ¢
opr v internetov¥ rekl amnv i nvest
nepriniesla pogadovanil efekt, nako
odkaznasEnku | en 210 n8vgtevnzkov

za
spusten? kampane na Facebooku odKk:
spol ol pnensere208b0 n8§vgtevn2kov za jed
-vyug2vanie slugieb: stoftig| niegsS sjietn
rozgh8 bQ@%Ubensg cpredDoel cih skupz2n S

Shockjump, prilom pon¥%ka viacer ® m
1 vytvorenie fansite facebook.com/shockjunfpnsite je

prepojbelndgom spololnosti, aj

str8nkou. Cez fansiteezakcr ma z

na ktorTch oznaluje (Atagguj
fotografie (sodkazom na we b str8nku
vprofiloch klientov, firoe Nal ej
aprodukt e. Na fansite p2dgu aj
so svojim z8gnapdmaS prepadaasn
taktieg ptsob2 na potenci 8l ny

T Vyugitie soci al plugins a (
umi estneni e i ntegrovan®ho odk
alebo Areccomend buttonh na
firmy aj e j prepojenie,sovyuddit§lena
boxfA pre mognosS firméaphduktan i a al
Facebooku

f reklamnl odkazfirmaasa wéhobt r §nEl u
20097 | Yal 2010 propagovala na F
slugby Fac¥®babk atAkdosc. h, keN f
jednouzm8 | ar ® k¢ @ propagovaldi na |

ng8kladoch pribligne 90 USD/ r
reklamnich odkazov na Faceboo
str8nke denng&maxg wmgtl ewrmds Showd n
0403 % (v priemere 350 uni k 8
rekordtesng o spusten?2 FB kampane b
ngvgtieewlen pgeRh)upug Y%acim | asom,
podnlkateOsk®b|;pug|z§uemuFaoeb0(
spr2chodom veOk$§okT mmir §mavkestin
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rozpolt ami sa pri rovnachhNn!
frek enci a zobrazenia reklamnlct
ag ehekt2lvnerh®h® n8stroja stal

f or ma propag8ci e, ktor ¥ firr

vyug2vania ukonlil a.
-firemnl fbron@g zverej Ruje novinky
asvahysvma om bl ogu, khtaxnouTwebj e pr
str8nkou, ako aj so str §ndk8ami sp
spol ol nosti i priest or prejaa ar mezfgd rrm§ len
mognosti komuni k8cie so spotrebit
Shockjump sa intewmktgheelienmpeked
Facebooku. Db 8§ n a periodick® Z\
zoskokov klientov, zdi eQa rekl am

plag§ty, ktorTmprsmadcdeamadgde zasikasdn
Facebook g e spoka@jOklo,u gravdspswdobno:

SVvoji mi poci t mi podel 2 s v pod.i mi Zr
Shockjump podporuje marketingov?
t I m, ge pr8ve tu si klient mt g e

zvoOn®hokp@&d®, m®» najva| g2 z8ujem.

Shockiump vy g2 v a na svoj wmarkredp agdoi
komuni k8§ciu od svojho vzniku vIhradne
S klientmi mimo miesta poskytovania produktu jenterakcii iba vo

virtu8lnoimterivget &ioe pri porovnat eOn:«
s| bbgsk@enkurenci ou. Napriek tomu, ge
spltsoby marketi ngaowejagBomanialk 8 cmmiemoa
vgdy pre firmu ostane Spargo psakgoav| T m
prostriedko V Na k a mankdtirgovej komm iv le § ¢ ipir e
VO virtu§|nom priestore firma z2skal
naviazanlch na TV JOdgari2a&kail au tUUNIGCE
m8§ pod kontrol ou vget ky mar keti ngov
fl exibilne men|§n(<ymeap8 kkd?!webzmene

akci 8m j e Jheldanvondeucrhlgohal eaj gi e ako pre
prep2sas pr|nttlonv®p§kdaotna|ajgy)'lcahlo resé
konkurenci e. Prgve rTchl ospSrovnanxi b
sdosahon amognost i na zakojeaniiei fyantsdzitle
vl ast nod @ a mimiketirgu.
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Z8ver

E-mar keting vNaka prakticky neexis
priestoru & i r o k ®mu vI bemorgunomet - dd §aa mar k-
pr acov médkikenO@ami wul ost i ani netugen®
z8kazn2kov, CRM, pkomagg&i8ei eprod8kD
predpokl ads§g vy$ah%§znuemkmow$u@2van2
teda aj odbschepmlkopenboms§l , ktorlT '
virtu8l neho pri-eaketing@ma NEB&t iamdgo wnw&d ka

Z8visia od mnohT ch faktorov,r 8mecji m2 |
firmy aj ej organizalnTch pr ogygkov e niac
zamestnancov mar ket i ngov i ch od pforrayc kanmparfek o v a
ci eOovich segmepnotdo.v, Priinm8rnnzei t yT daav ky
stvorbou w¢lkjstar8hnhkyekt Yarou, dizajnon

s% vidavky na SEO, sponzorovan® odka:
na soci 8lnych sie&aghkol ahiee af a me&ktl ma
naj ma podni ky slugieb, u g-mdrketinpuz vi a
apres%vaj % veOk® imfwmgsngwd 2 f wdkaiasdna
prilom internetovs§ prezent8cia sa s
Internet je vioed n 1 m m®d|om nian f prranargafid ieu sgp ot
ohOadne g|r0k®ho s p e k t poskytgvania praalet o v , |
aposts al e slugieb, | o j e mogn® il ust:
produktov. Na pr2klade fiwamyl Sphooderkijk

slugieb, ktorT s amagkatingmw8yrunge> voarniieen tvuijret
priestoru g r i bl 2 gen® mognostdimar lhé&boi nag pedne
(firma vNaka svoj-mer kneotdienl guo vV ycthg int8isat r
proi mi ni m8& | noywclhc h marr &kelt a depoiitdsti s i st o
mar ket i ngom, drgaS svoju produkciu s
ma nepomer ne vygagi e mabé&eb? nkav&y vyl
spotrebitelia WOadajpornpanSvaj® @eni
al t ewakaetdy poskytovatelia potrebuj¥% |
pr 8ve virtus8emay k etriiregt ciroviam s¥%bor or
predstavuje nov® vizvy.
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Kontaktn® Ydaj e:

Ing. Romana® e x o v §

Ekonomick8 univerzita
Obchodn8 fakulta
Katedracelstu@piveal®ha ruchu
Dol nozemsk8 cesta 1

852 35 Bratislava

SLOVENSKO

romanagshockjump.sk
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REKLAMA DI Gl TEEKNEHO
Digital Age Advertising

Martin Pal govi |

Digital
Advertising

Martin PalSovic
account manager

TRIAD | Advertising

:" R 1 —
S 7ty klinec: Zlatyklinee. Duhowikulicks  Apps mileoz. L ceaching TS

www.triad.sk
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Digital Advertising

Digital Age Advertising

TRIAD | Advertising

Reklamna
kampan

Digital Age
Vs Advertising

Digital

Advertising

i digital age advertising
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Berme ohlad na to, v akej dobe
komunikujeme.

i digital age advertising

I N - BB O e
Co hovori Statistika?

» vo vyspelych krajinach ma
pristup k internetu 60-90%
populacie

» kazdy druhy predany
telefén je smartphone

» 84% spotrebitelov hovori,
Ze sa rozhoduju na zaklade
ZMOT

B digital age advertising
r'«Mr!&');
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Alko =2 spravame?

* prvej a druhej
skusenosti s
produktom
predchadza hladanie
informacii

» Zijeme v digitalnej
dobe
a nase spravanie sa
tomu prispésobuje

digital age advertising

Co z toho vyplyva?

Komunikaciu musime prisposobit ludom a
ich zvykom.

i digital age advertising
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digital age advertising

sucha_zapalka /a0 Palkovic

Sedim s mobilom v ruke vo viaku a modiim sa nech nie je tunel.
& #najtwitterista

9 Nov

Smoliak artin Korosi
(@najturnaj #najtwitterista Priznavam doping! A to v zloZeni: kava,

Dva aktivne internety v pripade vypadnutia toho druhého :)

10 Nov
m

janjadud Jz2n Jadud
prvykrat na WC aj s iPadom, to vsetko kvoli #najtwitterista !!
10 Nov

michalkomar vichal Komar
Vdaka #najtwitterista menej fajcim :)
10 Nov

blaskomm 105 Blasko

Dneska bola pracovna moralka na Slovensku podrobena riadnej
skuske #najtwitterista zabil :D Som zvedavy co bude zajtra #FIGHT
9 Nov

digital age advertising
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| [ S e D .
Vaimli ste si?

Okrem technolégie je to hlavne o
obsahu.

i digital age advertising

Dakujem

Martin PalSovic
account manager

martin.palsovic@triad.sk
@martinpalsovic

blog.triad.sk
www.triad.sk
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Kontaktn® %Y“daj e:
Mgr . Martin Pal govi |
TRIAD Advertising

Brigg8dnickg 27

84101 Bratislavd De v 2 n

SLOVENSKO

martin.palsovic@triad.sk
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CREATING MAGICAL APP S
FOR MAGICAL DEVICES

Gustavo Pizano

Creating magical apps
for magical devices.

Ing. Gustavo Pizano
Lead Developer iAdverti
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Where to start!?

® “You ask me if | keep a notebook to record
my great ideas. I've only ever had one.”,
Albert Einstein

® “Great ideas originate in the muscles.”,
Thomas A. Edison

Think of a ONE IDEA!

4
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...and then what?

® Shall we code?
® Shall | prepare resources?

® Shall | prepare marketing plan?

...ahd then what?

Improve the IDEA.
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Improving the idea.

® Analysis.
® What.
® How

® Whom.

Let’s start coding...

Not Just Yet!
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We design.

: [pangesture
s

gle:relativeTouch.
Ang Le: ted: )3

1] state =
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... ahd at the same time...

we test what we do.

[+ =3 |+ =2
WTF?@

...when we finish coding...

Testing, testing and more TESTING!
I + I = 3 t PRINTF ( )

2%2=4

3A2 +27-1 = 9.5
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Deploy and Distribute

1101001000010101
1010101100010011
orriiolo
1001010100101
0101000000001 111 ——
1010100010101111
1010101010010110
1111001000100000
oolololliool

Compiled Binary

® Fix bugs.

® Release updates.
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* Impressive applications
e Great applications
* Good applications

e Bad applications

Target groups

iOS users Companies
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Target groups

$$55$5 This is where the fast real money is!

Nowadays

e A company does not needs to be a iOS user.
* The "image" of the company is important.

* By marketing means we reach those
companies.
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How do we actually
reach the target group ?

¢ Bloggers
e Social networks
e Promo codes

e \Web media

And after all...

The companies contact us.
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Thank you.

... hie, nie som Talian.

Kontaktn® %Ydaj e:
Ing. Gustavo Pizano

iAdverti

Trenl|lianska 47
82109 Bratislava

SLOVENSKO
gustavo.pizano@iadverti.com
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STARTUP WEEKEND BRATISLAVA
Startup Weekend Bratislava

Veronika Pizano

Veronika Pizano
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Startup CO?

“Najlepsia skusenost’ pre

podnikatefov kohokol'vek”

v 210+ podujati

\/27,700 Ucastnikov

\/35 krajin

v'145+ lokdlnych organizatorov

v 850+ startup podnikov

| Licenciu
|
: Partnerov Mentorov

Sudcov
L
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Priebeh

Piatok
Prezentécie, vyber ndpadoy, tvorba timov

Sobota
Prednasky, praca

Nedela
Praca, prezentacie,
Hodnotenie a ocenenia

Weekend Roadmap

market rese

got fans/ customefs7

___________ begin
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Hodnotiace kritéria

Urcenie zakaznikov
Biznis model
Prevedenie

Startup Weekend Bratislava 2011

13.-16.10.2011

1

80 uéastnl’kov:
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THE INTERACTIVE MEDI A
Jarmil a Qalagewislaow§ aj ov §

Abstract:

The Internet is a worldwide means of exchanging information and
communicating through a series of interconadccomputers. While the
most popular component of the Internet is the World Wide Web (www). For
marketers, a number of these features offer potential, but it is the Web that
has developed as the commercial compohéntreality, there are many
more wordghat have been added to our language as a result of the growth
of the Internet (you can actually purchase a dictionary of Internet terms),
but space permits only a small inclusion here. Thus, we have stayed away
from the technical jargon, concentrating inparily on marketing
communications terms.

Key words:
marketing communication, internet, advantages, disadvantages, interactive
media, media

1 The interactive media

Features of the Internét:

Feature Use
Electronic mail Allows users to send elgonic mailanywhere
(e-mail) in the world.

Usenet Discussion groups, newsgroups, and electronic
bulletin boards, similar to those offered by
online services.

Telnet Online databases, library catalogs, and electronic
journals at hundreds of collegeand public
libraries.

! Hughes G.&Fill Ch. (2006), The official CIM cosebooki Marketing communication 2006
2008, Oxford, ISBN 978®-75068010-3, England

2 Belch G.E. & Belch M.A. (2003), Advertising and PromotibnAn integrated marketing
communications perspective, The Mc Growill Companies, ISBN &56-80105, USA
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File transfer protocol The ability to transfer files from orer
(ftp) mainframe computeo another

hypertext transfer
protocol (http)

Client server Allows for the transfer of files from one mainframe
computer to another.

Gophe A document retrieval system used to search for
information.

Wide Area InformationEnables one to use keywords in specific databases
and retrieve full text Server (WAISJatabases and
retrieve full text information.

World Wide Web Does much the santking as gopher and WAIS,

(WWW) but combines sound, graphic images, video, and
hypertext on a single page; the commercial arm of
the Internet.

2 The Internet and integrated marketing communications

Advertising on the Internet Like broadcast or printhe Internet
is an advertising medium. Companies and organizations working to promote
their products and services must consider this medium as they would
television, magazines, outdoor, and so on.

Banners- The most common form of advertising on the Web i
banner ads. Banner ads may be used for creating awareness or recognition
or for directmarketing objectives. Banner ads may take on a variety of
forms as well as a number of names such as side panels, skyscrapers, or
verticals. Initially banner ads coitsted the vast majority of advertising on
the Net, but studies indicating their questionable effectiveness have led to a
decline in usage. Reports on clitkkough rates vary, but most studies
indicate a less than 1 percent response rate. A few studiesshawn an
increase in response rates in recent years. These findings may lead to
increased use of this meith of advertising in the future.

% Bech G.E. & Belch M.A. (2003), Advertising and PromotidnAn integrated marketing
communications perspective, The Mc Growill Companies, ISBN &56-80105, USA
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Sponsorships - Another common form of advertising is
sponsorships. There are two types of sponsorships. Regudas@ships
occur when a company pays to sponsor a sectiorsibé.aA more involved
agreement is the content sponsorship, in which the sponsor not only
provides dollars in return for name association but participates in providing
the content itself. In@ne cases, the site is responsible for providing content
and having it approved by the sponsor; in other instances, the sponsor may
contribute all or part of the content. Due in part to the lack of effectiveness
of banner ads, sponsorships have been isargan popularity”

Interstitials - Interstitials are ads that appear on your screen while
you are waiting for a siteds content
believe that interstitials are irritating and more of a nuisance theneit®

Push Technologies - Push technologies, or webcasting
technol ogi es, all ow companies to fipu
than waiting for them to find it. Push technologies dispatch web pages and
news updates and may have sound and video geared to spediéincasd
and even individualS.

Links - While considered by some as not a type of advertising,
links serve many of the same purposes as are served by the types discussed
above. For example, a visitor to one site may click on a link that provides
additional hformation and/or related materials at another site. At the bottom
of the homepage at women.com are a number of links to magazines.
Clicking on one of these takes-you t
up for a subscription to the magazine appeatheOforms of advertising,
such as ads placed in chat rooms, are also available. Given the limited use
of many of these alternatives, we suggest the reader consult additional
resources for more informatidn.

Personal selling on the Internet

The Internet Bs been both a benefit and a detriment to many of
those involved in personal sellidgparticularly those in the business
business market. For some, the Internet has been

4 Milton, L. and Westphal, J. (2005). Identity confirmation networks and cooperation in work
groups. Academy of Management Journal, 48 (2)i 292

® Belch G.E. & Belch M.A. (2003), Advertising and PromotibrAn integrated marketing
communications perspective, The Mc Growill Companies, ISBN &56-80105, USA

¢ Belch G.E. & Belch M.A. (2003)Advertising and Promotioil An integrated marketing
communications perspective, The Mc Growill Companies, ISBN &56-80105, USA

" Larkin, J. (2003). Strategic Reputation Risk Management. Basingstoke: Palgrave Macmillan
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a threat that might take away job opportunities. Companies have found that
they canremain effective- even increase effectivenessby building a
strong Web presence.

The highcost and poereach disadvantages of personal selling are
allowing these companies to reduce new hires and even cut back on their
existing sales forcés.

On the psitive side, websites have been used quite effectively to
enhance and support the selling effort. As noted earlier, the Web has
become a primary source of information for millions of customers in the
consumer and businetsbusiness markets. Visitors teebsites can gain
volumes of information about a compart
the visitors become a valuable resource for leads that both internal and
external salespersons can follow up, and they become part of a prospect
database. Not onlg an potenti al customers |l ea
offerings, but the selling organization can serve and qualify prospects more
costeffectively?

The Web can also be used to stimulate trial. For many companies,
personal salespersons can reach only aidracif the potential customer
base. Through trial demonstrations and/or samples offered online,
customers can determine if the offering satisfies their needs and if so
request a personal sales call. In such cases both parties benefit from time
and cost samgs. Some companies have used the Internet to improve their
oneonone relationships with customers. By providing more information in
a more timely and efficient manner, a company enables customers to learn
more about what it has to offf This increaseshe opportunity for cross
selling and customer retention. In a weadisigned integrated marketing
communications program, the Internet and personal selling are designed to
be complementary toolsworking together to increase sales. It appears that
more and more companies are coming to this realization.

Public relations on the Internet

Some of the more traditional public relations organizations do not
use the Net at all, while most others use it primarily as a tool for
disseminating information. The Weliffers a number of opportunities to

8 Fombrun, C., Gardberg, Nnad Sever , J. (2000) . The Reput a
stakeholder measure of corporate reputation. Journal of Brand Management, 7i&g, 241

® Hughes G.&Fill Ch. (2006), The official CIM coursebabiarketing communication 2006

2008, Oxford, ISBN 978®-75068010-3, England

1 Belch G.E. & Belch M.A. (2003), Advertising and PromotibrAn integrated marketing
communications perspective, The Mc Growill Companies, ISBN &56-80105, USA
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public relations practitioners, including: (1) the development of media
relations websites, (2) the ability to provide customized information
dissemination, and (3) the development of positivead relationships?

Direct marketing on the Internet

Direct Mail - Direct mail on the Internet {mail) is essentially an
electronic version of regular mail. Like regular mail it is highly targeted,
relies heavily on lists, and attempts to reach consumers with specific needs
through targeted messages. As we discussed earlier under personalization,
consumers can opt to have specific types of email sent to them and other
types not sent

Sometimes users may also receive less targeted and unwanted e
mails. The electronic equivalent jonk mail, these messages are referred to
as SPAM. (One -enail filtering company estimates that as many as 25
percent of all enails are SPAM.¥?

Interestingly, unlike many other-reail marketers, the company
does not use SPAM. It sends messages onthdse who have agreed to
receive them an indication that junk mailing may not be necessary to be
successful. The company recently aired television commercials to promote
the ease and efficiency of using its online catalog, and sent customers in its
exising database direchail pieces informing them of the same. In turn,
man;l/Aemarketing companies now send out print catalogs to promote their
sites.

3 Advantages and disadvantages of the Internet

A number of advantages of the Internet can be ¢ited:

9 Target marketing A major advantage of the Web is the ability to
target very specific groups of individuals with a minimum of waste
coverage. For those in the businésbusiness market, the Internet
resembles a combination trade magazine and trade showjyas o

" Hughes G.&Fill Ch. (2006), The official CIM coursebodkMarketing communication
20062008, Oxford, ISBN 97®-7506-80103, England

2 Hughes G.&Fill Ch. (2006), The official CIM coursebodkMarketing communication
20062008, Oxford, ISBN 97®-7506-80103, England

3 Belch G.E. & Belch M.A. (2003), Advertising and Protion i An integrated marketing
communications perspective, The Mc Growill Companies, ISBN &56-80105, USA

4 Belch G.E. & Belch M.A. (2003), Advertising and PromotibrAn integrated marketing
communications perspective, The Mc Growill Companies, ISBN 0756-80105, USA

5 Burmann, C. and Zeplin, S. (2008uilding brand commitment: a behavioural approach to
internal brand management. Journal of Brand Management, 12 (43079
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those most interested in the products and/or services a site has to
offer will visit the site (others have little or no reason to do so). In
the consumer market, through personalization and other targeting
techniques, sites are becoming more tailoed tme et oneds
and wants.

Message tailoring As a result of precise targeting, messages can
be designed to appeal to the specific needs and wants of the target
audience. The interactive capabilities of the Net make it possible to
carry on ongo-one maketing with increased success in both the
business and the consumer markets.

Interactive capabilities Because the Internet is interactive, it
provides strong potential for increasing customer involvement and
satisfaction and almost immediate feedbaclbfoyers and sellers.
Information accessPerhaps the greatest advantage of the Internet
is its availability as an information source. Internet users can find a
plethora of information about almost any topic of their choosing
merely by conducting a seartfirough one of the search engines.
Once they have visited a particular site, users can garner a wealth
of information regarding product specifications, costs, purchase
information, and so on. Links will direct them to even more
information if it is desired

Sales potential The numbers provided earlier in this chapter
demonstrate the incredible sales numbers being generated in both
the business$o-business and the consumer segments. Forecasts are
for continued growth in the future.

Creativity. Creatively de i gned sites can enhan
image, lead to repeat visits, and positively position the company or
organi zation in the consumer 0s n
mentioned earlier to see what we mean.

Exposure.For many smaller companies, with limitbdidgets, the
World Wide Web enables them to gain exposure to potential
customers that heretofore would have been impossible. For a
fraction of the investment that would be required using traditional
media, companies can gain national and even internationa
exposure in a timely manner.

Speed For those requesting information on a company, its
products, and/or its service offerings, the Internet is the quickest
means of acquiring this information.
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il

Complement to IMC The Net both complements and is
complemered by other IMC media. As such, it serves as a vital
link in the integrative process.

While it is a potentially effective medium, the Internet also has its
disadvantage¥’

1)

2)

3)

4)

Measurement problemsOne of the greatest disadvantages of the
Internet is the lackf reliability of the research numbers generated.
A quick review of forecasts, audience profiles, and other statistics
offered by research providers will demonstrate a great deal of
variancé leading to a serious lack of validity and reliability. One
compayy mentioned earlier, eMarketer, has attempted to reconcile
such differences and explain the reasoning for the discrepancies
(differences in methodologies employed), but the problem still

exi sts. One of t he i ndustryods I
publicato n s has written an expos® of
research company, referring to th

Ot hers have stressed concerns ove
are not audited, which may lead to rampant cheating in respect to

the numbers reported. The recent actions taken by the standardize
metrics will help in reducing some of this problem. But due to
difficulties involved in both measuring and forecasting in this
medium, it remains necessary to proceed with caution when using
these numbers.

Websnarl At times, downloading information from the Net takes a

long time. When there are a number of users, the time increases

and some sites may be inaccessible due to too many visitors. For
many users who expect speed, this is a majeadyantage.
Broadband is helping to reduce this problem.

Clutter. As the number of ads proliferates, the likelihood of one
adds being noticed drops accordir
may not get noticed, and some consumers may become irritated by

the clutter. Some studies already show that banner ads may be
losing effectiveness for this very reason.

Potential for deception The Center for Media Education has
referred to the Web as fia web of
advertisers to target chileh with subtle advertising messages. The

® Hatch, M. J. and Schultz, M. (2000). Scaling the tower of BalpelThe Expressive
Organization (Schultz, M., Hatch, M. J. and Larsen, M. H., eds). Oxford: Oxford University

Press.
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Center, among others, has asked the government to regulate the

Il nternet. I n addition, dat a co
knowledge and emission, hackers, and credit card theft are a
number of problems confrontinbéd Internet.

5) Privacy. Like their directimarketing counterparts, Internet
marketers must be careful not to impinge upon the privacy of users.

6) Limited production quality Although it is improving, net
advertising does not offer the capabilities of many ostitige
media from a production standpoint. While the advent of advanced
technologies and rich media is narrowing the gap, the Net still lags
behind some traditional media in this area.

7) Poor reach While the Internet numbers are growing in leaps and
bounds its reach is still far behind that of television. As a result, as
discussed earlier, Internet companies have turned to traditional
media to achieve reach and awareness goals. In addition, statistics
show that only a small percentage of sites on the Hateare
captured by search engines and that the top 50 sites listed account
for 95 percent of the sites visited.

8) Irritation . Numerous studies have reported on the irritating aspects

of S 0 me We b tactics. These stud
discontent with kutter, email SPAM, and pojups and pop
unders.

Overall, the Internet offers marketers some very definite
advantages over traditional media. At the same time, disadvantages and
limitations render this medium as less than astoe solution. However, as
part of an integrated marketing communications program, the Internet is a
very valuable toot’

4 Additional interactive media

While the Internet has captured most of the attention of marketers,
additional interactive media are also available and caruderl as a
contributor to an integrated marketing communications program. Interactive
CD-ROMs, kiosks, and interactive phones have been used by marketers to
provide information to their audiences. Agency executives stated that the

7 Azoulay, A. and Kapferer, N. (2003). Do brand personality scales really measure brand
personality? Journal of Brand Management, 1112} 55.
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most important capabilitgf these media was their ability to be linked with
traditional marketing projects.

One of the more attentions getting and promising of the new
interactive media is interactive TV. Interactive TV, or iTV, allows the
viewer of a television program to intetawith the program and/or the ads.
Many marketers are betting on the fact that future computer users will
access the Internet through their television sets. As noted earlier,
multitasking will allow television viewers to watch an event and pull up
informaion on players, history of the matchups between the teams, and
other statistics without ever leaving the couch or the game. ABC promotes
fienhanced TVO on its ¢&dThd rmumghers wibot bal
appear in a window.) Many marketers believe thatrapid adoption of iTV
is just around the corner. Others feel that it is a very large corner, given that
the promise of iTV has not been fulfilled, even though the technology has
been around for quite some time. (A number of test markets have proved to
be unsuccessful and have been abandoned.) While humbers vary the fact
remains that over 75 percent of consumers still need to be convinced that
they should interact with their TV séets.

Advantages of the Interneincluding the ability to target markets,
interactive capabilities, and relationship buildingwere discussed. In
addition, disadvantagesncluding high costs, unreliable measurements and
statistics, and relatively low reach (compared to that of traditional miedia)
were reviewed. Sources oftémnet measurement data were also provided.
The Internet has been the most rapidly adopted medium of our time. It holds
great potential for both businessbusiness and consumer marketers.
However, contrary to popular belief, the Internet is not a stomk
medium. Its role in an integrated marketing communications program
strengthens the overall program as well as the effectiveness of the Internet
itself. Interactive media have not yet fulfilled their promise. While still in its
infancy, the medium hawot received the acceptance and use expected. Test
market indications are that the medium still needs improvements
particularly in content- before reaching mass acceptance. Wireless is
starting to experience growth.

8 Belch G.E. & Belch M.A. (2003), Advertising and PromotibrAn integrated marketing
communications perspective, The Mc Growill Companies, ISBN &56-80105, USA

9 Viishwanath, V. and Harding, D. (2000). The Starbucks effect. Harvard Bustesssw,
March/April, 17 18.

20 Chermatony L. (2006), From Brand Vision to Brand Evaluation, Elsevier Ltd., ISBN 978 0
7506 6749 4, England

2 Belch G.E. & Belch M.A. (2003), Advertising and PromotibrAn integrated marketing
communications perspective, @Mc Growi Hill Companies, ISBN &56-80105, USA
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5 The scope of the support media idustry

Support media are referred to by several titles, among them
alternative media, nonmeasured media, and nontraditional media. These
terms describe a vast variety of channels used to deliver communications
and to promote products and services.

Out-of-home advertisingencompasses many advertising forms,
including outdoor (billboards and signs), transit (both inside and outside the
vehicle), skywriting, and a variety of other media. While outdoor
advertising is used most often, the others are also siogem use?

Outdoor advertising has probably existed since the days of cave
dwellers. Both the Egyptians and the Greeks used it as early as 5,000 years
ago. Outdoor is certainly one of the more pervasive communication forms,
particularly if you live in @ urban or suburban area. Outdoor advertising
does have its critics. Media buyers have not completely adopted outdoor,
partially because of image problems and because of the belief that it is
difficult to buy?®

Advantages and disadvantages of outdoor atigang

Outdoor advertising offers a number of advantades:

1 Wide coverage of local marketé/ith proper placement, a broad
base of exposure is possible in local markets, with both day and
night presence.

i Frequency Because purchase cycles are typically BOday
periods, consumers are usually exposed a number of times,
resulting in high levels of frequency.

1 Geographic flexibility Outdoor can be placed along highways,
near stores, or on mobile billboards, almost anywhere that laws
permit. Local, regionalor even national markets may be covered.

91 Creativity. Outdoor ads can be very creative. Large print, colors,
and other elements attract attention.

2 Hughes G.&Fill Ch. (2006), The official CIM coursebodkMarketing communication
20062008, Oxford, ISBN 97®-7506-80103, England

% Hatch, M. J. and Schultz, M. (2000). Scaling the tower of Babel. Ha Expressive
Organization (Schultz, M., Hatch, M. J. and Larsen, M. H., eds). Oxford: Oxford University
Press.

% Hughes G.&Fill Ch. (2006), The official CIM coursebodkMarketing communication
20062008, Oxford, ISBN 97®-7506-80103, England
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1 Ability to create awarenes8ecause of its impact (and the need for
a simple message), outdoor can lead togh level of awareness.

1 Efficiency Outdoor usually has a very competitive CPM when

compared to other media. The average CPM of outdoor is

approximately orndalf of radio and far less than that of TV,

magazines, and newspapers.

EffectivenesQutdoor adertising can often lead to sales.

Production capabilities Modern technologies have reduced

production times for outdoor advertising to allow for rapid

turnaround time.

=A =

At the same time, however, there are limitations to outdoor, many of them
related tadts advantage$:

1) Waste coverageWhile it is possible to reach very specific
audiences, in many cases the purchase of outdoor results in a high
degree of waste coverage. It is not likely that everyone driving past
a billboard is part of the target market.

2) Limited message capabilitie8ecause of the speed with which
most people pass by outdoor ads, exposure time is short, so
messages are limited to a few words and/or an illustration. Lengthy
appeals are not likely to be effective.

3) Wearout.Because of theigh frequency of exposures, outdoor
may lead to a quick wearout. People are likely to get tired of seeing
the same ad every day.

4) Cost Because of the decreasing sighage available and the higher
cost associated with inflatables, outdoor advertising can be
expensive in both an absolute and a relative sense.

5) Measurement problemgOne of the more difficult problems of
outdoor advertising lies in the accuracy of measuring reach,
frequency, and other effects.

6) Image problemsOutdoor advertising has suffered soingage
problems as well as some disregard among consumers.

In sum, outdoor advertising has both advantages and disadvantages
for marketers. Some of these problems can be avoided with other forms of
out-of-home advertising.

% Belch GE. & Belch M.A. (2003), Advertising and PromotiénAn integrated marketing
communications perspective, The Mc Growill Companies, ISBN &56-80105, USA
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Additional outof-home media

Several other forms of outdoor advertising are also available. As
you read about them, keep in mind the advantages and disadvantages of
outdoor in general mentioned earlier and consider whether these alternatives
have the same advantages and/or provide ailges solution to the
disadvantage®.

Aerial Advertising- Airplanes pulling banners, skywriting, and
blimps all constitute another form of outdoor advertising available to the
marketer: aerial advertising. Generally these media are not expensive in
absolue terms and can be useful for reaching specific target markets.

Mobile Billboards- Another outdoor medium is mobile billboards.

Still others put ads on small billboards, mount them on trailers, and drive
around and/or park in the geographic areas beirgeted’ Costs depend

on the area and the mobile board con
large organizations have found the medium affordable.

Transit advertising

Another form of outof-home advertising is transit advertising.
While similar to outdopin the sense that it uses billboards and electronic
messages, transit is targeted at the millions of people who are exposed to
commercial transportation facilities, including buses, taxis, commuter
trains, elevators, trolleys, airplanes, and subwaysnsiradvertising has
been around for a long time, but recent years have seen a renewed interest
in this mediunt®

Types of Transit AdvertisingThere are actually three forms of transit

advertising: (1) inside cards, (2) outside posters, and (3) statitfgrm, or
terminal posteré’

1) Inside Cards If you have ever ridden a commuter bus, you have
probably noticed the inside cards placed above the seats and
luggage area advertising restaurants, TV or radio stations, or a
myriad of other products and sem& An innovation is the
electronic message boards that carry current advertising
information. The ability to change the message and the visibility

®Fombrun, C., Gardberg, N. and Sever,- J. (2C
stakeholder mesure of corporate reputation. Journal of Brand Management, 7 (4p&41

2" Hughes G.&Fill Ch. (2006), The official CIM coursebodkMarketing communication

20062008, Oxford, ISBN 97®-7506-80103, England

2 Milton, L. and Westphal, J. (2005). Identitpnfirmation networks and cooperation in work

groups. Academy of Management Journal, 48 (2)i 292

% Hughes G.&Fill Ch. (2006), The official CIM coursebodkMarketing communication

20062008, Oxford, ISBN 97®-7506-8010-3, England
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provide the advertiser with a more attentgetting medium.
Transit cards can be controversial.

2) Outside Poters- Advertisers use various forms of outdoor transit
posters to promote products and services. These outside posters
may appear on the sides, backs, and/or roofs of buses, taxis, trains,
and subway and trolley cars.

3) Station, Platform, and Terminal Poste- Floor displays, island
showcases, electronic signs, and other forms of advertising that
appear in train or subway stations, airline terminals, and the like
are all forms of transit advertising. Terminal posters can be very
attractive and attentiegeting. Bus shelters often provide the
advertiser with expanded coverage where other outdoor boards
may be restricted.

Advantages and disadvantages of transit advertisirgdvantages of

using transit advertising include the followiffy:

1 ExposurelLong lengh of exposure to an ad is one major advantage
of indoor forms.

1 FrequencyBecause our daily routines are standard, those who ride
buses, subways, and the like are exposed to the ads repeatedly.

1 Timeliness Many shoppers get to stores on mass transit. d\n a
promoting a product or service at a particular shopping area could
be a very timely communication.

1 Geographic selectivityFor local advertisers in particular, transit
advertising provides an opportunity to reach a very select segment
of the population. A purchase of a location in a certain
neighborhood will lead to exposure to people of specific ethnic
backgrounds, demographic characteristics, and so on.

1 Cost Transit advertising tends to be one of the least expensive
media in terms of both absolute arelative costs. An ad on the
side of a bus can be purchased for a very reasonable CPM.

Some disadvantages are also associated with tFansit:
1) Image factors To many advertisers, transit
advertising does not carry the image they would like to represent
their products or services. Some advertisers may think having their

%0 Kapferer J.N. (2008 The new strategic brand management, MPG Books Ltd, ISBN 978 0
7494 5085 4, England

% Kapferer J.N. (2008), The new strategic brand management, MPG Books Ltd, ISBN 978 0
7494 5085 4, England
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name on the side of a bus or on a bus stop bench does not reflect
well on the firm.

2) Reach. While an advantage of transit
advertising is the ability to provide exposure to a large number of
peqle, this audience may have certain lifestyles and/or behavioral
characteristics that are not true of the target market as a whole. For
example, in rural or suburban areas, mass transit is limited or
nonexistent, so the medium is not very effective fochaz these
people.

3) Waste coverageWhile geographic selectivity
may be an advantage, not everyone who rides a transportation
vehicle or is exposed to transit advertising is a potential customer.
For products that do not have specific geographic segniigs,
form of advertising incurs a good deal of waste coverage. Another
problem is that the same bus may not run the same route every day.
To save wear and tear on the vehicles, some companies alternate
city routes (with much stop and go) with longer sulanrivoutes.
Thus, a bus may go downtown one day and reach the desired target
group but spend the next day in the suburbs, where there may be
little market potential.

4) Copy and creative limitationdt may be very
difficult to place colorful, attractive adsiccards or benches. And
while much copy can be provided on inside cards, on the outside of
buses and taxis the message is fleeting and short copy points are
necessary.

5) Mood of the audiencesitting or standing on a
crowded subway may not be conducive tadiag advertising, let
alone experiencing the mood the advertiser would like to create.
Controversial ad messages may contribute to this less than positive
feeling. Likewise, hurrying through an airport may create anxieties
that limit the effectiveness tfie ads placed there.

In summary, an advantage for one product or service advertiser may be a
disadvantage for another. Transit advertising can be an effective medium,
but one must understand its strengths and weaknesses to use it properly.

Other media

Advertising in movie theaters Another method of delivering the
message that is increasing quickly (to the dismay of many) is the use of
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movie heaters to promote products and/or services. Commercials shown
before the film and previews, with both local andtional sponsorships,
have replaced cartoons. In addition, ads in theater lobbies, at kiosks, and on
popcorn tubs and drink cups are uégd.

Product placements in movies and on TV An increasingly
common way to promote a product or service is by showliregactual
product or an ad for it as part of a movie or TV show. While such product
placement does not constitute a major segment of the advertising and
promotions business, it has proved effective for some companies and has
taken on increased importangei t h advertisersd conce
ability to avoid watching commercials. (Note: Like specialty advertising,
product placement is sometimes considered a promotion rather than an
advertising form. This distinction is not a critical one, and we haci&ldeé
to treat product placement as a form of advertising.) A number of
companies pay to have their products used in movies and music ¥ideos.

In-flight advertising- Another rapidly growing medium is -ftight
advertising. As the number of flying passergyincreases, so too does the
attractiveness of this medium -fight advertising includes three fornis:

1 In-flight magazines,
1 In-flight videos,

1 In-flight radio,

1 In-flight catalogs.

Miscellaneous other media the variety of advertising support
media cokinues to increase, and discussing or even mentioning all is
beyond the scope of this text. However, the following are provided just to
demonstrate a few of the many optidhs:

1 Placebased media,
1 Kiosks,
1 Others.

%2 Hughes G.&Fill Ch. (2006), The official CIM coursebodkMarketing communication
20062008, Oxford, ISBN 97®-7506:8010-3, England

% Belch G.E. & Belch M.A. (2003), Advertising and PromotibrAn integrated marketing
communications perspective, The Mc Growill Companies, ISBN &56-80105, USA

34 Hughes G.&FillCh. (2006), The official CIM coursebook Marketing communication
20062008, Oxford, ISBN 97®-7506:8010-3, England

% Gelder S. (2003).Global Brand Strategy: Unlocking Brand Potential Across Countries,
Cultures & Markets. Kogan Page. ISBN:0749440236
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These media, also referred to as nontrad@i@r alternative media,
are just a few of the many ways advertisers attempt to reach their target
markets. We have barely scratched the surface here. Support media include
outof home advertising (outdoor, -Btore, and transit), promotional
products, poduct placements in movies and on TV, andflight
advertising, among many others. Support media offer a variety of
advantages. In addition, many of the media discussed here have effectively
demonstrated the power of their specific medium to get regultseach of
these support media has disadvantages. Perhaps the major weakness with
most is the lack of audience measurement and verification. Unlike many of
the media discussed earlier in this text, most nontraditional media do not
provide audience measunent figures. So the advertiser is forced to make
decisions without hard data or based on information provided by the
media®®
As the number and variety of support media continue to grow, it is likely
the major weaknesses will be overcome. When that octhese media
may no longer be considered nontraditional or alternative.
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EFEKTI VI TA VVAWUGOWCANILNYCH M£DI
AKO NCSTROJA MGSGRKEJI KOMUNI KCCI
A PR

Social media usage efficiency
as amarketing communication and PR tool

M8§r ipa g% akeotvelika G

Abstrakt :

V tomto pr2spevkuefsek th wdeneu zsaoh e§rl anS
ng§stroja mar keti ngovej komuni k8ci e é

rozligovaS jednotl|liv® segmenty, ako I
existuj %cich platforiem sa budeme hil
kt or 8 m8 omdajevd? |nga medi 8§l nom trhu. V p
sekund8rny vIiskum, ktorT predstavuje
viskum. Predmetom sk¥mania bud%» mar k
dtvody vyug2vania soci 8l nych m®e®di 2
komunk al nT ¢ h priorz2t, naj poug2vanejgie
m®di 8§ ako aj hodnotenie ich cel kovej
KO% ov® sl ovs§

mar keti ngov§ komuni k8ci a a PR, inte
platforma Facebook, pr2nos soci 8l nyct
Abstract:

In this paper we will analyze the efficiency of social media as marketing
communication and PR tool. We do not distinguish segments such as B2b
and FMCG. According to the amount of current platforms, we will analyze
just platform Facebook, which has the biggelsare at the media market.
This paper consists of secondary research, which is the start point for the
future primary research. The research objects are marketing categories like
reasons of social media using by marketers, online communication priority
changes, the most used platforms, social media marketing costs, etc.
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zobrazen® v tabuOke | . 1.

!5 StrongMail. 20102010 Marketing Trend Survggn-l i ne] . 2010 [cit. 26. 1¢C

na internete: http://www.strongmail.com/company/nangevents/press_120209.php
®* DUNAY, P. 2010 Creating Engagement in Marketifign-line]. 2010 [cit. 26.10.200]
Dostupn® na internete: http://social mediatoda)
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TabuOka | . 1: Miera splnendml ayttil | eadichl mpydmin
_ : Visl ednT
Vytllen® ciele
IldentifikovaS a msKHowi S no\ 73% 61%
Vytvori$S lepgiu informovanc 56% 52%
ZostaS v kontakte s existuj 46% 46%

Ef ekt2vnej gie spol upracovas¢
dod§v atparfdemi a

Efekt2vnejgie spol optaca?a 26% 21%
Zdroj: Social Media in Small Biisess is Anything But Small

34% 35%

Pri porovnan? ol ak8vania a skutol
pr2padov na mierne niggej Yarovni opr c
sa sp@&ij@abom wivdaenstlaofviikS novich z8kazn?:
cieli dro&jl wy gagjej k mi ere plnenia spome
ci eOov. Obdobne tomu bolo aj pri zvy
Udr gani e ekxoinsttaukjt¥uc i smi z8kazn?2 Kk nai dosi
cie@a, @fekt2vnejgej spolupr 8ci s mer
presiahnuS ol ak8van% skutolnosS. Efe
voboch przpado ch I en na gtvrtinovej Y

PPC (costperc | i ¢ k) je cenovl model Vyu

reklame.PPCsa vyug2va elkajamfhl @ mkomtektkvajz o ¢ h
reklame zr i edkawvwejkdiaamnt icég Pamimer epom j e
ceny za kliknutie gzvateOa na r ekl
re§8§lnych n8vgtevn2kavjelko owébhsmugnmle
nerozhoduje polet zobrazen2 rekl amy
jeho rekl anfd azdlmr anmenF&a.cebook je najl
tento typ internetovej rekl amy a be:
Pr i e me haaRPC saaStbwensku je 0,123 eqrai emer n8 sadzb.
(cost per mille) je 0,05edfNa z 8§kl ade gtatist2k vie
najval g2zch slovenskTch inzerentov r
Zoznam tTchto spololnost? &Ore pomlrtad

' SOLIS, B. 2010. Social Media in Small Business is Anything But Small. In

SocialMediaTodajon-l i ne] . 2010 [cit. 26.10.2010] Dostup
http://socialmediatday.com/SMC/200535?utm_source=Webbiquity

8 SOCIALBAKERS.COM. 2011SlovakiaFacebook Statistig@n-line]. 2011 [cit.

05.11.2011] Dostupn® na i nt er n estatstics/slovakiap : / / www.
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fan%gi kov na soci 8lnej sieti, z8rovel
poslednich 14 dnz2.

TabuOka | .2: 5 najrozg2renejg2ch znaliek na Fe
Znal ky Pol et fan%%g N8rast fan?
Facebooku dn?2
Slovakia Chips 84 254 64
Nike Footbal 84 145 52
EF jazykoVv 55836 862
Martinus.sk 52 759 382
BMW Groop 49 197 291
Slovakia

Zdroj: Slovakia Facebook Statistics [13]

Na z8ver by sme chceli zhkaiiSe htl awined
rekemnT ch syst®mov na soci 8l nej si et
prednosti patr?2:

T E)zkocielerl§ rekl ama, ktor8 sa zar

al ebo podOa potenci 8l nych z8kazn?
T Tento typ reklamy prin8§éguac elbemn®& sk

prezentovani e svosliwgi ebvy T r opprkaocvc
spoug2vateOskou komunitou, .nov® ol
1 Platba za visledok ( PPC mdel Yt
f Vysok8§8 n8vratnosS invest2cii (ROI
rozpolte.
4 Z8ver
Facebook je rebkbohbhBtn®@mm@ddsamom \
prvom mieste. Predpoklad8 sa, @¢ge sa
str8nkouUSnAi,el &lne vcel osvetovo. Tento
poug2vateOov zaprz2| mai ketzi§ug ewys nkaa ke
prostredn2ctvom soci 8l nych me®di 2, |
viacerTch poides kame\Os ke podnenkack SR Ho c |
marketingov® aktivity nie s@rzmpadal
USA, vbl 2 zk e bad¥cg&nhopt ogn-zovaS znaln
ug2vania uveden®ho soci 81 nethzemskn®di a r
Divodom je na jednej strane progres?
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0 p ul Bacsiraee deuhejidevoar i abi | ne ap!l ikkoow aRt e O
§to platforma mar ket ®r om pydkyytndjme
egmentom na glob8l nej Yarovni

n —~+0o

Zoznam pougitej |iteratYry
CHECKFACEBOOK.COM. 2011Facebook Statisticeon-line]. 2011 [cit.
02.11.2011] Dostupn® mekcomit ernete: ht
DUNAY, P. 2010.Creating Engagement in Marketifign-line]. 2010 [cit.
26.10.2010] Dostupn® na internete:
http://socialmediatoday.com/SMC/200535?utm_source=Webbiquity

ISITE Design. 20102010 Web Strategy Report gt Yadi a. Portl an
Design,2010. 17 s.

EORLDOMETERS. 2011World Populatiorfon-line]. 2011 [cit.
02.11.2011] Do shttpu/wwn@vorld@metersiibf@ r net e :
GOOGLE. 2011The 1000 most visited sites on the \\@bline]. 2010 [cit.
0211.2011] Dostupn® na internete:
http://www.google.com/adplanner/static/top1000/

INTERNET WORLD STATS. 2011lnternet Usage Statistigen-line].

2011 [cit. 06.03.2011] Dostupn® na ir
http://lwww.internetworldstats.com/stats.htm

SOCIALBAKERS.COM. 2011SlovakiaFacebook Statistic®n-line].

2011 [cit. 05.11.2011] Dostupn® na ir
http://www.socialbakers.com/facebostatistics/slovakia

SOLIS, B. 2010. Social Media in Small Business is Anything But Small. In
SocialMediaTodayon-l i ne] . 2010 [cit. 26.10.201
http//socialmediatoday.com/SMC/200535?utm_source=Webbiquity
STATCOUNTER. 2011StatCounter Global Stats : Top 5 Search Engines

[onl i ne] . 2009 [cit. 02.11.2011] Dostu
http://gs.statcounter.com/#search_engime-monthly201016201110

STELZNER,M. A. 2011.2011 Social Media Marketing Industry Report:

How Marketers Are Using Social Media to Grow Their Business

Viskumng prgca. Social Medi a Examiner
StrongMail. 20102010 Marketing Trend Survégn-line]. 2010 [cit.

26.10.2010]Det upn® na internete:
http://www.strongmail.com/company/nesasidevents/press_120209.php
TVNOVINY.2010.Amer i | ani a maj % r adfpmr] Faceb:
line]. 2010 [cit. 02.11.2011] Dostupr
http://m.tvnoviny.sk/index.php?article_id=544136

THE WORLD BANK. 2011.Population[on-line]. 2011 [cit. 07.03.2011]
Dostupn® na internete: http://data. wc

175



NOVE T RE NMARKEVINGU
Zvygovanie konkurencieschopnost:i Sl ovens|

Kontaktn® Ydaj e

I ng. M@iralows9i
Ekonomick8 univerzita

Fakulta podni kov®ho managment u
Katedra podni kovohospod8r ska
Dol nozemsk§& 1/ b

852 35 Bratislave

SLOVENSKO

mari.spisiakova@hotmail.com

I ng. Peter Gtetka

Ekonomi ck8 univerzita

Fakulta podni kov®ho managmentu
Katedra podni kovohospod8r ska

Dol nozemsk8 1/ b
852 35 Bratislave

SLOVENSKO
ingpeterstetka@gmail.com

176



NOVE T RE NMARKEVINGU
Zvygovanie konkurencieschopnost:i Sl ovens|

LASOVE RADY NESTROJ PROGN¢EZY
PREDAJA

Time series as a tool for forecasting sales

Andrej Trnka

Abstrakt: B

Przspevok je zamermetl - dadolywwdrtiie d&t
| asovlich radov. Demongtruje 1ich poug
tovaru. Ppi suj e viacero algocht moel Pa®ovwvl
Ako pr2klad s¥% ppugidct®8tizkj%evam pudafe
KO% ov® sl ov§g:

|l asov® rady, dolovanie d8t, progn-za
Abstract:

The contribution is focused on using one of thehods of Data Mining,
specifically time series. It demonstrates their use to create forecasting sales.
The introduction describes several of time series algorithms and their
focused applications. As the example are used the fictional data about
previously sles.

Key words:
time series, data mining, forecasting sales

1 PDvod do probl emati ky

Pri anallze re8lnych udalost?2 al e
d§t a, kt ork®& osrk®Vansammee zaoz bi eral i, vyka:
T8to skutol noes Sam&glmy zuonvoagSRuijch trend.
ktor® ni en &h/ dwmylbnt asmi@h er§ovms4a ® na | ase
|l asov® rady. Na rozdi el od anallzy
viberom (vyugitie pre v&a] dginu gt at i
radov w ¢ h § dpzrae dp o k| adu, ge jednotliv® m
viovnomerne rozlogenich |lasovich inte
Hl avnTi mi cieOmi anallzy pomocou | aso\
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fidentifik8cia c¢har predstavujauseksdn@dud ov a n
pozorovan?,
fprogn:- zahbobdipad eathovania s¥% ug zn§

VzhOadom na probl ®m identifik8cie v:
predpokl adaS, ¢ge d8ta obsahuj tWcbyet el
d8tach je mogn® ch8paS ako chybu, kt
dg8t . yMeptoudg2 van® ma odstr8&nenie n8&ho
filtraln® techniky.

Vkontexte dolovania d§t, je mogn® z
kombin8ciu hodnot pr 3« IVamgm@&ihma flji @skud. h @
Péadi ska s¥% | as ov ® vaferdeytabuliekjaléba grafoyj g i e

Dol ovani e ds§t j e mogn® charakteriz
zmysluplnlich novich korel 8ci2, vzori.
d&8t wulogeniTch v 2d8DPwlvdwanisuk| da8itochko
procesu paedcb8§kzakoi, ktor® s¥ s Y| a
Knowledge Discovery in Database (KDD)Z2 s kavani @gazala ost
Pre plnohodnotn® vyugitie postupu KD
vig§tovich?®skNaadsomrh§vne uchovaonaSds§t

viacero krokov, s umSerxnter akakzwaanTitcrha nE
azavedenié.
2 Pr2padovg gt ¥%dia

Spololnos§S, ktor § s a zaober § pr
oprogn-zu mesaldi®tpmzpgrcedajmB. medapibi er a
za pos| edrklovh PGe vytvorenie progn:-z
budeme poug?vasS softv®rovl fniSkstt2rvorjy nh |
d8§tovim wyeddpim)y2n al gorit mov exponenc

! GORUNESCU, F.Data Mining: Concepts, Modeland TechniquesSpringesVerlag Berlin
Heidelberg, 2011. 357 s., ISBN 938642-197208

2 LAROSE, D.:Discovering Knowledge in Data: An Introduction to Data Minidghn Wiley,

2005, 222 s., ISBN-@71-666572

3 TANUSKA, P., VLKOVIC, O., VORSTERMANS, A.VERSCHELDE, W.:The proposal of
ontology as gart of University data warehousdn: 2nd International Conference on
Education Technology and Computer, ICETC 2010, Shanghai, 22 June 2010 through 24 June
2010. ISBN 9781424463688

* HALENAR, R.: Contribution of Near Real Time ETUn: International Conference on
Database and Data Mining, ICDDM 2011, Sanya, 25 March 2011 through 27 March 2011.
ISBN 9781-424496105
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aARI MA prodddBm ySPSS Model er 2010) .
modd ovan2m progn-zy je vhodn® zobrazi
Vizuglny pohOad na d§ta mige pomtcS
am! gemeho zisti S viasevomindademSci 2 ¢
f trenidk odn8gtt ant nosS al ebo n8&rast re:
1 sez-3im@s ast sez - nlnayscohm vallkeybvoo vk osn g
viovnaklch obdobiach (napr. mesi a
Na obr8zku 1 zobrazenl Jasovl ra
tovaruvj ednot | i v

_ie
lch mesiacoch sl edovan®h

sooo

000 s S 1:
3 . .
' 200007 [t | e o
-4 -J || i
10000 -~~~ rju/w/ i :
N D N N N R A
T T T T T T
jan.2000 jan.2002 jan.2004 jan. 2006 jan.2008 jan.2010

Mesiace

Obr . 1 Rozl ogereidajlaa oM @hsa nrRa dsyprpprcovani e)

Gr af na obr . 1 zobrazuje |lasovl
znal 2, ge hodnoltays enarj 85 S.e nTdreenrcd us av | @
apreto m! ge mez vhovloiri§rcmom trende. L
viraznl s e zer smayximors hraesiacéich december. Tieto
hodnoty je na grafe vidise& - aiknosltak &lr
bud¥% rr8ss§ “sim trendom. T8t o vliast
mul tiplikat2vnu sez-nnosS§S.

Po Vvizu§lnnej identifik8ci st Ypa sSo
ksamotn®mu model ovaniu progn- zy. Pre
asez-nnosS je vhodn® pougi S tzv. expo

® IBM SPSS Modeler 14.1Applications Guide Integral Solution Limited, 2010. 405 s., bez
ISBN
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Na vytvorenie modelu pomocou exponen
urli S spr8&vny typ atgofritvmwgivasmlg
Vtomto kroku sa zohOadRuj ¥ vlastnost
astanovuj % sa optim8lne parametr e p
spomenut®, |asovli rasmulhykpiziuka@tivme§s
TT mto vl ansatjrvdsatci ammy hovuj e tzv. Wi nt er
budeme demongtrovaS dtlegitosS viber
modeloch &o tzv. jednoduchom modeli (bez trends & z - nntavs t i ) a

Hol tovom modeli (obsahuje | s8¢8rny tr
40000 -~ - 3emaeeoes bonoee- 2emmeee boooees 2omee e i-
300001~ J: """" 5' """" J: """" 5' """" E """" %'
"§ 2000071 T R I MY
[-% il 1 ' %Y I{-ﬁ-dr' v il
: : : ATNA :
: N AT : :
L AT : : :
10000 - -~ -1 TR
0{----- domenones benoees drmneees beoenene dronanes i-

| | | | | |
jan.2000 jan.2002 jan.2004 jan.2006 jan.2008 jan.2010

Mesiace
Obr. 2 Prekrytie |lasov®ho radu jednoduchTm mo«
Obr 2 zobrazuje pavolniti agedho
mod el (zobrazenl l ervenou krivkou). |
rastci trend, Ssez-tnhosd*doddvapbytea
nevhodnl na vytvorenie progn-zy.
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1000 | O S E— S—
30000~~~ Poo=meees gomReess 75797999 ot i VT
iz : : : : —
"8 2000077 "= T R L T A T
- ' 1 1 | '
: : |1 gl : :

: Ll : : :

L=, . ! : !

10000~ === 17 -~ R e
O E— S e — R R— -

| ] | | ] |
jan.2000 jan.2002 jan.2004 jan.2006 jan.2008 jan.2010
Mesiace

Obr. 3 Prekrytie |lasov®ho radu Holtovim model ¢

obrazuj e npatvvrohdnnult T| aHsool vtTo v
ervenou farbou)nd Htdlatdogv e
hl model ale st8le nebe

Obr . 3 z
(zobrazenT |
neg jednoduc ,
model nie je vhodnl na vytvorenie proc

Predchg8dzaj Yce dva model vy nebol i
nespr8vne Akop2rovalifAa ptvodnl | aso\
Winteov model , ktorlT sa jav2 ako vhodnl
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O s FESe e SPRS S S

A I T A
3nunn—ha -------- I\
N ;\( u |

; .
'QZDDDD_“""':"'i"' =
-8 D |

___________

| [ i '|-'.\.'I W W
1 | lr|l IJ.F" L |lll | oy 1 1
N A MV
10000~ - L TTA A4 AR | SR IS
D_ ______ [ 5. _______ _: ________ | I —— [ L

] ] ] ] | ]
jan.2000 jan.2002 jan.2004 jan.2006 jan.2008 jan.2010
Mesiace

Obr. 4 Prekrytie |l asov®ho radu Winterovim mod:¢

Pougitie Winterovho modelu zatia
sovl rad. Mo d a | % e i Oeagd nssiSr. & vitneen dp rae k
k8l nych max?2m, kt or @egreenbst av W%l @i
a k poznal en® obmedzenzm exponenci
vzal do %vahy 2 | ok8l ne mini m§.
Model y exponenci 8l neho vyhl adzov
2 p adkee N s a znmeouwdj ezl nmavnaen i @ dl hodob®h
-nnosSou. Na model ovanie kompl exn
), je vhodnejgie pougi S proced%r.¢
| MA umogRuje vytvoriS autoregr e:
podrobnej gi e asmodied bov amide v || ARI MA mo
sofistikovanej gi e met -sckey - ;mrpap griodvdnea no2v ¢
sexponenci 8l nym vyhladzovan?zm. Hl avn
dodatolnich predikiodrdv . ( ¥ye momiinmeh)m
bude azSammRR koOkodprewm@halsbata, ktor®
prediktory:

1 polet odoslanTch reklamnlTch kat al
T pol et ksattra8n gw ,

T polet telef-nnych Iliniek pre obje

- n <
w o ©
- N
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ktorT ugopredkerghuj e vygpeci fi
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Obr. 5 ARIMA model s vygpecifikovanimi predikt

Model ,

predch8dzaj Yci
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T mbdel 47) Wit
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progn-
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Obr. 6 Progmr edi ktrerdmij a( wl astn® spracovanie)
Zgrafu na obr. 6 vyplTva, ge prog

vyzer§ podgolerde h&lda ay Ydruhej polovicorekeseg h . V
ol akg8va prudko rakbokEgIi nytm e nmaksiagimoend a y
december.

3 Zhrnutie visledkov
Pri kompl exnom model ovan? | asovl
spr8vanie s a sl edovanej premennej

sez-nnosS. Naaakml Tel|kdsior onjoidel BM
Modeler.
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IVI
tovar
/ﬁ%bez prognazy
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Fl

NTI,2011 Casoyé rady S tovar
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/
+
Prehlad tovar Graf s progndzou
Obr. 7 Navrhnut§ postupnosS modelovania (vl ast

Na z8klade zistenlch skutolnost:
vyug?2vaj Yaci v i naacgeor n® parl2gpoar of dt reya.  jAVRd Mal
modelu, ke S me pomocu autoregregd ginehm
vhodnTch predi ktorov z2skali vistup,
rad. Po overen2 vhodnosti model u s me
Nal g2 rok. Vyugitie | as ohoblastiechynied ov j
lenvs k Yama n e |

4 PoNakovani e

Ll §nok wZ&mickolprwj ekt w2 KEGAARQRAST
vyul ovania watgimaiimkyoslch technol g
Ss¥%vis?2 so sk¥Ys-manou problemati kou v pr

Zoznam bibliograficklch zdrojov:
GORUNESCU, F.Data Mining: Concepts, Models and Techniques
SpringerVerlag Berlin Heidelberg, 2011. 357 s., ISBN 93:84219720G8
HALENAR, R.: Contribution of Near Real Time ETIn: International
Conference on Database and Data Mining, ICDDM 2011y&a@5 March
2011 through 27 March 2011. ISBN 918124496105

185



NOVE T RE NMARKEVINGU
Zvygovanie konkurencieschopnost:i Sl ovens|

IBM SPSS Modeler 14.1Applications Guidelntegral Solution Limited,
2010. 405 s., bez ISBN

LAROSE, D.:Discovering Knowledge in Data: An Introduction to Data
Mining. John Wiley, 2005, 222 9SBN 0471-666572

TANUSKA, P., VLKOVIC, O., VORSTERMANS, A., VERSCHELDE,
W.: The proposal of ontology aspart of University data warehouskn:

2nd International Conference on Education Technology and Computer,
ICETC 2010, Shanghai, 22 June 2010 tiglo 24 June 2010. ISBN 978
1424463688

Kontaktn® %Ydaj e:

Ing. Andrej Trnka, PhD.

Univerzita sv. Cyrila &etoda v Trnave

Fakulta masmedi 8§l nej komuni k8ci e
Ng§m. J. Herdu 2

917 01 Trnava

SLOVENSKO

andrej.trnka@ucm.sk

186



NOVE T RE NMARKEVINGU
Zvygovanie konkurencieschopnosti Sl ovens|

ZPRI NTU DO DI GITCLU?
From print to di gital?
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Www.eprogress.sk

187



NOVE T RE NMARKEVINGU
Zvygovanie konkurencieschopnosti

S|

Predstavenie spolocnosti mg&g@

VELDAN je vydavatel odbornych titulov a prevadzkovatel portalov
ProgressLetter, Eprogress.sk, AgroProgress.sk a PrintProgress.sk. Je
organizatorom odbornych konferencii a producentom $pecializovanych

nikov ¢&i publikacii.
P1L progress* s
synergia myslienok tte ®
rogr:
€€ €PrintProgress Progress es‘peciél

Pavel Vitek
Séfredaktor vydavatelstva

(Ne)Premérnena Sanca pre Slovensko?

‘ Méme 7 hoke, ale Zalostny
www.eprogress.sk )
s

Co je ProgressLetter a preéovznikol?  sosR

* Manazérsky casopis pre MSP a ich zakaznikov:
* Rozposielany v tlaéenej/elektronickej podobe.

* Pravidelny e-mail template s identifikaciou partnera ¢asopisu
(Vas) informuje Vasich zékaznikov o novom vydani.

* Variabilny komunikacny nastroj
* UzitoCny obsah na eprogress.sk

* Preco vznikol ? Pribeh otcov zakladatelov®©

www.eprogress.sk “
L |

188

ovens|



NOVE T RE NMARKEVINGU
Zvygovanie konkurencieschopnosti Sl ovens|

189






























