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MARKETING IDENTITY

METAVERSE IS THE NEW UNIVERSE
International Scientific Conference, 25th - 26th October 2022, Trnava, Slovakia

The international scientific conference held annually by the Faculty of Mass Media
Communication, University of SS. Cyril and Methodius in Trnava has become a traditional
event supported and attended by renowned mass media communication theorists and
researchers as well as by media and marketing professionals.

The aim of the conference is to discuss the latest knowledge and trends in the field of
marketing communication and to create a space for sharing and disseminating up-to-
date scientific knowledge and practical experience in the fields of marketing, media
studies and communication sciences while outlining the importance of innovations and
supporting the critical dialogue between scholars affiliated with academic institutions and
professionals with practical experience. The annual international conference Marketing
and Media Identity (formerly called New Trends in Marketing and re-named in 2013 to
Marketing Identity and again re-named in 2022), which was held for the 18th time. The
conference took place on 25th and 26th October 2022 in Trnava. It was attended by nearly
100 participants.

The main theme of the conference was concisely expressed by its subtitle: Metaverse id
the New Universe. Marketing and Media Identity has always tried to react to the latest
trends in marketing communication and media production.

More information on the Marketing and Media Identity conference, programme schedules,
deadlines and photo galleries related to previous years are available at:

Conference website:

https://mmidentityv.fmk.sk

Faculty website:
https://fmk.sk

Facebook website of FMK Conferences:
https://www.facebook.com/KonferencieFmk
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PREFACE

The Faculty of Mass Media Communication of the University of SS. Cyril and Methodius
in Trnava is a scientific and educational institution in the field of mass media, marketing,
and digital games. Annually, we organize several conferences that focus on the above-
mentioned areas. However, the year 2022 brought several changes and we decided to
create a joint conference.

The conference bears the name Marketing and Media Identity, and it covers several topics,
be it marketing, the world of media, or the virtual world of digital games. It is these areas
that directly affect the digital world, and the subtitle of the conference is Metaverse is the
New Universe.

The world has been exploring a new environment, the Metaverse environment, which is no
longer just an environment of digital games. It has become an environment for shopping,
business, and entertainment, or even helps in the field of healthcare. The Metaverse is a
new world that offers humanity new opportunities to explore without having to travel
anywhere or for something.

That is why the conference was focused on this new world, the world of new possibilities

and discoveries that Metaverse offers. The proceedings cover many areas of the Metaverse
world, its possibilities, and the new discoveries it offers.

Conference Organizing Team
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OMNICHANNEL MARKETING IN FURNITURE SECTOR
AND COVID-19

Peter Cyprich

Abstract:

This study deals with the identification of the frequency of use of the omnichannel marketing approach in
selected companies in the furniture sales industry on the Slovak market. The use of information and
communication technology applications with innovative and ubiquitous technologies creates research challenges.
The rapid expansion and acceptance of omnichannel practice during COVID-19 offers research opportunities
that can address aspects of user-consumer behavior and interaction. Omnichannel is one of the key concepts in
the field of marketing. This form of communication needs to be adapted to key factors that can act internally or
externally, but society and the individuality of the consumer determine the final decision of each purchase made.
The paper uses the concept of methodological mix by using qualitative and quantitative methods. This study is
based on primary and secondary data obtained through interviews with representatives of furniture companies
and secondary sources from official statistics (Google Analytics, Statistical Office of The Slovak Republic) and
internal statistical tools. The names of the companies and the protagonists in the key study have been
anonymized. The research deals with selected companies in the furniture sector that operate on the Slovak
market.

Key words:
Consumer Behaviour. COVID-19. Marketing Communications. Marketing. Omnichannel.

Introduction

The COVID-19 pandemic and the restrictions that came with it have significantly affected consumers
around the world. Slovakia was no exception, we experienced three lockdowns in two years, almost all
brick-and-mortar stores closed, services and cultural events were not available. The marketing
communication of companies moved more significantly into the online space, and consumers were
forced to buy products over the Internet. Despite the change in stereotype, customers reached for
brands they knew well from the pre-Covid period. The main goal of the research was to analyze the
success of the omnichannel approach in the marketing communication of the selected company in
furniture sector of Slovak market, which decided to change its marketing approach during the first
lockdown. We carried out the research through the analysis of internal statistical tools and in-depth
interviews with representatives of the marketing departments of selected companies operating in the
segment. Due to the protection of the company’s data, internal data on the company’s financial
management are anonymized.

1 Hybrid Marketing

Agility has become a basic attribute of many companies during the pandemic, which brings
with it the possibility to create a marketing communication strategy in-house, therefore
without the involvement of a marketing agency or external experts. Hybrid models of
marketing, which offer extended options aimed at target customers with regard to their
individual needs and structure, gained more significant representation. In the pre-Covid
period, companies used classic and digital marketing approaches to reach consumers in online
and offline environment. Currently, however, both environments are intermingled, and
although it is easy to determine which environment the consumer comes from, it is very
difficult to analyze which environment significantly influenced him enough to make a
decision in the purchasing process for the actual purchase of goods or services.
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Two-way communication has its beginnings with the expansion of the Internet. Changes in
marketing paradigms have gone through contrasts on the axis of static vs. dynamism, no
interaction vs. collaborative, one-way communication vs. dialogue and other specifications. In
hybrid marketing, customer experience is the fundamental key. Online and offline marketing
channels combine synergistically to create the best possible impression on the customer and
help him decide to buy a specific targeted product or service. Hybrid marketing monitors the
customer’s purchasing behavior and, in communication with him through these marketing
channels, continues, rather than restarts, individual steps. The hybrid form does not create
differences between online and offline marketing, but optimizes the platforms and takes into
account the overall path to a successful purchase.

Among the most common hybrid marketing approaches are multichannel and omnichannel
approaches. Multichannel interaction is characterized by researchers as “complex and
dynamic: consumers switch between communication channels to get the best offers and good
service throughout the purchase process.”!

Thus, the moment of decision itself is key in purchasing behavior. In many cases, users (not
yet consumers) visit the websites of relevant companies in order to evaluate and compare
products, but later they can visit a physical store and buy the goods in person — or they can
also use the available applications of information systems directly in the physical store and
order the goods book online. The important thing is that in this case the users made the
decision in the online environment. However, it can also be the other way around, when the
customer comes to the store and, after trying on and physically inspecting the goods, buys
them online; in this case, the offline environment was crucial. Other scientists emphasize not
only the decision-making phase, but also the process itself. The use of smartphones blurs the
difference between online and offline environments, the physical store functions as a
showroom, and therefore sellers should take into account consumer behavior, which they
called free-riding behavior.? This is one of the main arguments why it is important to measure
the frequency of use of the omnichannel approach.

2 Omnichannel Marketing

In the perspective of evaluating the situation, omnichannel marketing seems to be more
suitable for the Slovak marketing market. During the pandemic (and not only during it, but for
the past few years), consumers are interacting with multiple channels, sometimes even
multiple channels at the same time. Experts have labeled this type of marketing
communication as omnichannel.®> Even older perspectives of this approach label omnichannel
with the use of all available communication channels at the same time.* Here there is a clear
difference between omnichannel and multichannel approach, since multichannel admits the
parallel use of multichannel communication — not at the same time.

I See: DIJK, G. et al.: Consumer Behaviour in MultiChannel Retail Environments: Consumer Movement
Between Online and Offline Channels. In XU, L. (ed.): 5th American Marketing Association Academy of
Marketing Joint Biennial Conference ‘Marketing: Building Business, Shaping Society’. Dublin, 2005. [online].
[2022-10-25]. Available at: <http://oro.open.ac.uk/21527/>.

2 CHIU, H. C. et al.: The Challenge for Multichannel Services: Cross-channel Free-riding Behavior. In
Electronic Commerce Research and Applications, 2011, Vol. 10, No. 2, p. 269.

3 BRYNJOLFSSON, E., RAHMAN, J.: Competing in the Age of Omnichannel Retailing. In MIT Sloan
Management Review, 2013, Vol. 54, No. 4, p. 24.

4 ORTIS, L.: Unified Retailing — Breaking Multichannel Barriers. In IDC Retail Insights Report. Framingham :
Needham IDC, 2010, p. 1.
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However, it should be noted that, according to experts, the omnichannel approach has evolved
from the multichannel approach. The use of information and communication technology
applications with innovative and ubiquitous technologies creates research challenges in retail
channels that are only complementary to online marketing — physical stores or call centers,
among others. Already in 2014, scientists described the omnichannel approach as not new, but
at the same time confirmed that it became effective in practice only with the mass expansion
of technologies and consumers’ interest in them.’> There are many key values of the
omnichannel approach: the design of the overall structure of the omnichannel approach,®
strategies that correspond to changes in product mix and customer attitude,” customer
experience,® evaluation criteria of internal settings® or fulfillment and guarantees. '

Important parameters of the omnichannel approach are the frontend (so-called responsive
design), the backend (data in the background) or integrated marketing communication. The
rapid expansion and acceptance of omnichannel practice offers multiple research
opportunities that can address aspects of user-consumer behavior and interaction.
Omnichannel marketing appears to be a likely answer to the new challenges that have resulted
from the pandemic effects. For example, this opinion is supported by Srivastava and Yadav,
who clearly consider omnichannel to be a likely pillar of consumer behavior in the future.!!
Srivastava is also one of the first researchers to address the implication of an omnichannel
strategy in a pandemic context. According to him, “there is an urgent need to take into
account this change in the product mix and formulate strategies to maximize both online and
offline customers. "

3 Key Study and In-depth Interview from the Furniture Sector During COVID-19

The pandemic has stimulated the emergence of new trends in international trade. As a
recommendation, they offer further development of methodological approaches to the study
of the consumer’s purchase journey and the characteristics of e-commerce.'?> Therefore,
researchers are currently looking for answers to new challenges, for example: what is the

5 LAZARIS, CH., VRECHOPOULOS, A.: Human-computer vs. Consumer-store Interaction in a Multichannel
Retail Environment: Some Multidisciplinary Research Directions. In FUI-HOON, F. (ed.): HCI in Business.
Lecture Notes in Computer Science. New York : Springer, 2014, p. 340.

¢ HAJDAS, M. et al.: The Omni-channel Approach: A Utopia for Companies? In Journal of Retailing and
Consumer Service, 2022, Vol. 65, Article 102131.

7 ABRUDAN, 1. N. et al.: Omni-channel Eetailing Strategy and Research Agenda. In SROKA, W. (ed.):
Perspectives on Consumer Behaviour, 2020, p. 263.

8 KAUTISH, P., SHARMA, R.: Managing Online Product Assortment and Order Fulfillment for Superior E-
tailing Service Experience: An Empirical Investigation. In Asia Pacific Journal of Marketing and Logistics,
2019, Vol. 31, No. 4, p. 1162.

® PRABHURAM, T. et al.: Performance Evaluation of Omni Channel Distribution Network Configurations
Using Multi Criteria Decision Making Techniques. In Annals of Operations Research, 2020, Vol. 288, No. 1, p.
437.

10 MELACINI, M. et al.: E-Fulfilment and Distribution in Omnichannel Retailing: A Systematic Literature
Review. In International Journal of Physical Distribution & Logistics Management, 2018, Vol. 48, No. 4, p.
392.

' SRIVASTAVA, P. R., YADAYV, Y.: Retail Post-COVID Growth Strategy — Is Omni Channel the Way? In
Emerald Emerging Markets Case Studies, 2021, Vol. 11, No. 1, p. 3.

12 SRIVASTAVA, P. R. et al.: An Intelligent Omnichannel Assortment Model to Manage Webrooming: An
Optimization Approach. In Journal of Strategic Marketing, 2022, Vol. 30, p. 2.

3 DUMANSKA, L. et al.: E-commerce and M-commerce as Global Trends of International Trade Caused by the
Covid-19 Pandemic. Department of International Economic Relations, Khmelnytskyi National University,
Ukraine. In WSEAS Transactions on Environment and Development, 2021, Vol. 17, p. 387.
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essence of e-commerce or what effect does the pandemic have on the main trends in the e-
commerce sector. There is no doubt that the restrictions of state institutions in the area of
closing operations as one of the measures against the spread of the coronavirus had a
significant impact on the change in consumer behavior and on the rapid growth of the e-
commerce area. According to the EVO survey, the amount of online shopping increased by
41% during 2020.'* According to the same survey, the number of visitors to shopping centers
has decreased by 20-45%, depending on the country. In this period, the transformation of
international trade is influenced by the development of technologies, the blurring of borders
between countries when purchasing goods via the Internet, and changes in consumer
behavior. This is evidenced by the growing influence of the Internet on global economic
processes. Today’s consumer can quickly find a targeted assortment, identify the
characteristics of individual products, read reviews of other consumers, choose the method
and time of delivery and immediately pay via computer or mobile phone.

The company, which has brick-and-mortar stores in the furniture sector in all major regional
cities of Slovakia and also operates an electronic store, generated a turnover in the online
space in the amount of 2.205.689 EUR during 2019. During the first three months of 2020,
the e-shop had a turnover of 526.381 EUR, of which almost 40% of sales were generated by
brick-and-mortar stores. During the second quarter of the same year (that is, during the first
lockdown), they increased the turnover to 798.332 EUR, while brick-and-mortar stores were
closed during these months. Already after the first days of restrictions, when it was clear that
the lockdown would last for a few weeks or months, the company proceeded to apply an
omnichannel approach. As a result of the new approach, it was necessary to incorporate
technical comments on the website and to innovate the communication strategy on the social
network.

Turnover and Profit Margins

January 2020 March 2020 May 2020 July 2020 September 2020 November 2020
February 2020 April 2020 June 2020 August 2020 October 2020 December 2020

Turnover M Profit Margins

Graph 1: Sales and profit margins.
Source: internal data from Shoptet.cz, Shoptet.cz. [online]. [2022-10-25]. Available at:
<https://www.shoptet.cz/>.

During the unexpected closing of brick-and-mortar stores, the company moved
communication with consumers to the online space, especially through newsletters and social
networks, thus eliminating the risk of losing customers due to the impossibility of shopping in
the offline space. According to the company’s CEO, they identified changing consumer
behavior and paid more attention to responsive design on mobile devices, website frontend
and social media communication. The analysis of purchasing behavior from the analytical tool
Google Analytics showed that the number of users coming to the website from social

14 REDMAN, R.: Online Grocery Sales to Grow 40% in 2020. [online]. [2022-12-09]. Available at:
<https://www.supermarketnews.com/online-retail/online-grocery-sales-grow-40-2020>
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networks, as well as revenues from organic traffic, increased when comparing the years 2019-
2021. This channel was mainly influenced by the active blog and design improvements,
including speeding up page views, as these are significant factors from the point of view of
search engines when placing keywords in the overall positions.

Table 1: Visit overview from selected channels in Google Analytics.

Year Traffic — social Organic traffic Direct traffic Overall
networks

2019 99 761 498 070 71 564 1747 721

2020 192 363 488 755 81 862 2415152

2021 134 774 279 377 82 928 2 440 239

Source: own processing, 2022

The Table 1 shows that there was a significant increase in traffic from social networks in 2019
and 2020, which is a consequence of improved communication with consumers through this
channel. This fact is also illustrated by the onset of the first wave of COVID-19 and the
introduction of the first lockdown:

Table 2: Overall traffic of selected months in Google Analytics.
Period February 2020 March 2020
Overall traffic 159 498 149 688

Source: own processing, 2022

April 2020
214 290

May 2020
261 497

It is clear that the significant increase in traffic is related to restrictions, as consumers were
forced to shop only in the online space. The remarkable year 2020 in the watched channels
fell behind the high attendance of the previous year, especially in the months when the
measures to clear up the COVID-19 eased. The company responded to the losses in individual
channels by increasing the number of ads in search engines and in PPC ads, thanks to which
the overall traffic grew.

800000
700000
600000
500000
400000
300000
200000
100000

Ql Q2 Q3 Q4 QI Q2 Q3 Q4 QI Q2 Q3 Q4
2019 2019 2019 2019 2020 2020 2020 2020 2021 2021 2021 2021

Graph 2: Overall long-term traffic in Google Analytics.
Source: own processing, 2022



MARKETING IDENTITY: METAVERSE IS THE NEW UNIVERSE

The research also included eight in-depth interviews, which we conducted with
representatives of the marketing department of selected companies. The research includes
companies: Decodom, Ekoltech, Sanas, Mojnabytok, Wolfcraft, Asko, Selyz and Drewmax. It
emerged from them that:

e two companies know the omnichannel approach and actually use it
e two companies use this approach, but without knowing the omnichannel theory
o three companies define their strategy as multichannel and other forms of marketing.

B Familiarity
m Utilization without knowing

Another approaches

Graph 3: The use of omnichannel marketing.
Source: own processing, 2022

Regarding the issue of approaching customers online, the respondents mentioned four
marketing channels: organic traffic, social networks, paid advertisements and a website. In the
field of digital marketing, all companies communicate through the mentioned channels,
although three of the approached companies do not use the newsletter and two companies are
not familiar with remarketing. Changes also occurred in the offline segment. Two
representatives said they started reaching customers through radio advertising, three
companies stopped publishing a regular paper catalog with products and kept it only in online
form. The marketing specialists of the approached companies tried to reorient to hybrid
marketing during the COVID-19 period, and this change helped several companies generate
record profits.

From the data sources of a company that did not use omnichannel marketing, we can interpret
a less significant growth compared to a company that implemented an omnichannel approach
in its strategy even before the first lock-down. The data were obtained during in-depth
interviews.

Table 3: Visit overview from selected channels in Google Analytics.

Year Traffic — social Organic traffic | Direct traffic Overall
networks

2019 34 582 112 636 21170 302 421

2020 45155 118 470 22 396 355780

2021 43 256 122 798 21702 348 294

Source: own processing, 2022
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Conclusion

Forms of hybrid marketing, especially the omnichannel approach, offer customers new
possibilities of communication with manufacturers or sellers, and companies have started to
use them in a targeted manner, especially during lockdowns. The research showed that
companies that implemented forms of hybrid marketing were able to generate high sales
during the pandemic due to the impossibility of visiting brick-and-mortar stores. Despite the
fact that companies use channels and approaches of classic and online marketing, they address
consumers through selected channels mainly because their competition also communicates
through them. All selected companies use digital marketing, they differ in the communication
channels that specific companies use and where they reach their customers. Omnichannel
approach was used by only half of the approached companies, of which a quarter consciously.
From the specific case of sales and turnover statistics, it also emerged that the company,
which introduced an omnichannel approach shortly after the introduction of the first
lockdown, generated record profits thanks to regular and multi-level communication with
consumers. Although companies saw the most significant changes during the first year of the
pandemic in 2020, and not a single company reported higher turnover in the following year
compared to 2020, statistics showed that sales in the online environment were higher in 2021
than in the years before the pandemic. This points to the fact that Slovak consumers prefer
online shopping before visiting brick-and-mortar stores in the field of furniture.

If the onset of the economic crisis or food crisis known from the past was slower and gained
media attention gradually, the coverage of the pandemic was immediate and caused an
immediate change in consumer purchasing decisions. This made it impossible to use the old
formulas about how unexpected events affect the whole process after the outbreak of the
pandemic. The pandemic crisis was unique in its reach (globally), media coverage and public
interest in the topic. Government regulations that introduced mandatory social distancing
continue to have an enormous impact on previously preferred consumer channels in the
purchasing process. Old axioms ceased to apply and the possibility of new researches opened
up, how consumer behavior, purchasing decisions and consumer motivation have changed.
Since the pandemic has brought a drastic change to retail sales and the furniture sector
without exception, a company that currently uses only one channel, by being able to use an
omnichannel approach, to gain new experiences and give you a better experience in the
purchasing process.
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CONSUMER ETHNOCENTRISM AS A FACTOR
IN THE PERCEPTION OF ONLINE SHOPPING?
SOME EVIDENCE FROM SLOVAKIA

Marian Cvirik

Abstract:

Consumer ethnocentrism represents an important concept in the era of globalization, economic and political crisis
of the home country that we are experiencing these days. The aim of the presented article is to (1) measure
consumer ethnocentrism, (2) investigate the preference between online and offline shopping and (3) investigate
the possible influence of consumer ethnocentrism on preferences in online or offline shopping. In our work, we
use a number of scientific methods (analysis, synthesis, scientific abstraction) as well as methods of inductive and
descriptive statistics. Based on the primary survey, it can be assumed that the level of consumer ethnocentrism is
below average. At the same time, we demonstrated that consumer ethnocentrism does not affect the preference for
online or offline shopping behaviour. The reason may be that the method of obtaining products is not crucial, as
in both cases it may be a matter of supporting domestic production. In the future, it would be appropriate to examine
the impact of consumer ethnocentrism on domestic and foreign distribution channels.

Key words:
Consumer Ethnocentrism. Online Purchases. Online/Offline Preference. Offline Purchases. Slovakia.

1 Introduction

Consumer ethnocentrism is a concept that is gaining more and more attention. The main idea
of ethnocentric tendencies was identified at the turn of the 19" and 20" centuries. Sumner’s
work Folkways: A Study of the Sociological Importance of Usages, Manners, Customs, Mores,
and Morals' can be mentioned as one of the first professional works focused on ethnocentrism.
In this publication, the author characterizes ethnocentrism as “the technical name for this view
of things in which one’s group (referred to as in-group) is the center of everything, and all
others (referred to as out-group) are scaled and rated with reference to it”?. It was not until
1987 that the concept of ethnocentrism was linked to consumer behaviour, on the basis of which
a generic view of consumer ethnocentrism was identified and characterized®. The authors
conceived their characteristic of consumer ethnocentrism in general, but applied to the
American market “the beliefs held by American consumers about the appropriateness, indeed
morality, of purchasing foreign-made products. The authors clearly define in-group and out-
group. In-group is considered domestic, and out-group is understood abroad. They consider
consumer ethnocentrism as a belief that buying foreign products is wrong.”* Akdogan et al.
have a similar opinion, which concluded that the purchase of foreign goods considers it harmful
from the point of view of consumers with a high degree of consumer ethnocentrism; because it
damages the domestic economy (and all economic aspects) and seems unpatriotic.”> On the

I'See: SUMNER, W. G.: Folkway: A Study of the Sociological Importance of Usages, Manners, Customs, Mores,
and Morals. Boston : Ginn and Company, 1906.

2 SUMNER, W. G.: Folkway: A Study of the Sociological Importance of Usages, Manners, Customs, Mores, and
Morals. New York : Cosimo Classics, 2007, p. 13.

3 See: SHIMP, A. T., SHARMA, S.: Consumer Ethnocentrism: Construction and Validation of the CETSCALE.
In Journal of Marketing Research, 1987, Vol. 24, No. 3, p. 280-289.

4 Ibidem, p. 280.

5 See: AKDOGAN, M. S. et al.: The Effects of Consumer Ethnocentrism and Consumer Animosity on the Re-
purchase Intent: The Moderating Role of Consumer Loyalty. In Emerging Markets Journal, 2012, Vol. 2, No. 1,
p- 1-12.
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contrary, non-ethnocentric customers compare the properties and parameters of products, look
for differences and finally choose the best one.°

Scientific and technical progress is also reflected in marketing theories, while it is increasingly
accepted in the minds of consumers as an information source for decision-making needs’ but
also for online shopping.3The boom in online shopping was also significantly affected by the
COVID-19 pandemic. It is therefore increasingly relevant to investigate the possible impact of
acceptance of online purchases in the context of consumer ethnocentrism. It can be assumed
that consumers with high consumer ethnocentrism will not accept online shopping as much
because they are more traditional®, more dogmatic!® and less worldmindedness.!!

The aim of the presented article is to (1) measure consumer ethnocentrism, (2) investigate the
preference between online and offline shopping and (3) investigate the possible influence of
consumer ethnocentrism on preferences in online or offline shopping.

On the basis of the stated goal and professional literature, we created research questions:
RQ1: How can the degree of consumer ethnocentrism be characterized?
RQ2: What are the preferences in the context of online (or offline) purchase perception?

RQ3: How can the influence of consumer ethnocentrism on online (or offline) shopping
preferences be characterized?

H1: There is a relationship between consumer ethnocentrism and online shopping preferences.

2 Methodology

The population was defined as “consumers with Slovak nationality over the age of 15”. As can
be seen from the above, two key factors (parameters) defined the population, namely nationality
and age. Nationality represents a key element that follows from the very essence of the
investigation of consumer ethnocentrism. In the context of the age determinant, it was an ethical
aspect, and at the same time, it can be assumed that consumers over 15 years of age have a
certain general intelligence, create purchasing preferences and have (certain) financial
resources of their own.

6 See: SHIMP, A. T., SHARMA, S.: Consumer Ethnocentrism: Construction and Validation of the CETSCALE.
In Journal of Marketing Research, 1987, Vol. 24, No. 3, p. 280-289.

7 See: TATE, W. L. et al.: Global Competitive Conditions Driving the Manufacturing Location Decision. In
Business Horizons, 2014, Vol. 57, No. 3, p. 381-390.

8 See: PHARR, J. M.: Synthesizing Country-of-Origin Research from the Last Decade: Is the Concept Still Salient
in an Era of Global Brands? In The Journal of Marketing Theory and Practice, 2005, Vol.13, No. 4, p. 34-45.
See: BALABANIS, G., MUELLER, R.,, MELEWAR, T. C.: The Relationship Between Consumer Ethnocentrism
and Human Value. In Journal of Global Marketing, 2002, Vol. 15, No. 3-4, p. 7-37.; See also: SHARMA, S.,
SHIMP, T.A., SHIN, J.: Consumer Ethnocentrism: A Test of Antecedents and Moderators. In Journal of the
Academy of Marketing Science, 1995, Vol. 23, No. 1, p. 26-37.

10 See: CARUANA, A., MAGRI, E.: The Effects of Dogmatism and Social Class Variables on Consumer
Ethnocentrism in Malta. In Marketing Intelligence & Planning, 1996, Vol. 14, No. 4, p. 39-44.

1 See: CVIRIK, M.: Which Factors Influence Consumer Ethnocentrism? The Case of Slovakia. In DOKBAT:
Annual International Bata Conference for Ph.D Students and Young Researchers, 2019, p. 208-216.
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The 167 respondents took part in the survey, but due to the mentioned limitations, it was
necessary to purify the sample. The base for the primary survey was 158 respondents. The
sample consisted 0of 42% (n = 67) men and 58% women. The youngest respondent was 16 years
old and the oldest respondent was 81 years old. The average age of the respondents was 35
years.

In the presented article, we use a number of scientific-philosophical methods at all levels of
problem solving. At the same time, we also use marketing research methods focused on primary
research and statistical methods for the needs of evaluating the obtained quantitative data. As
part of statistical methods, we use elements of descriptive statistics (for the purpose of
describing the characteristics of the sample) and inductive statistics (for the purpose of
generalization). In the work, we focus on two aspects, namely consumer ethnocentrism and the
perception of preference in the sense of online or offline purchases.

We used the CETSCALE tool developed by Shimp and Sharma!? to measure consumer
ethnocentrism. The authors propose a tool consisting of 17 statements as an original tool for
measuring consumer ethnocentrism. However, at the same time, they present an alternative that
contains ten (10) statements and achieves equally high reliability and validity. The reason for
this reduction is mainly practical, while the goal is not to burden respondents and to use
maximum efficiency. At the same time, it was proven that the measurement of consumer
ethnocentrism using CETSCALE17 and CETSCALE10 brings identical results with identical
factors, so we can talk about a substitutional tool.'® It is for this reason that we will also use
CETSCALEIO. Since it is an adaptation of a foreign tool, it is necessary to verify its reliability.
To verify reliability, we used estimates of reliability, namely Cronbach’s a and Guttman’s 16.
We recorded the results in Table 1.

Table 1: Reliability rate estimate for CETSCALE10

CETSCALEIO Cronbac’s o | Guttman’s A6
Only those products that are unavailable in the Slovak Republic should be
) 0.815 0.838
imported.
Slovak products, first, last, and foremost. 0.821 0.839
Purchasing foreign-made products is un-Slovakian. 0.797 0.826
;:) t1)ss not right to purchase foreign products, because it puts Slovaks out of 0.791 0.827
A real Slovak should always buy Slovak - made products. 0.783 0.812
We should purchase products manufactured in Slovak Republic instead of

. ) . 0.803 0.837
letting other countries get rich off us.
Slovaks should not buy foreign products, because this hurts Slovaks 0.798 0.829

business and causes unemployment.
It may cost me in the long-run but I prefer to support Slovak products. 0.817 0.836
We should buy from foreign countries only those products that we cannot

. 0.805 0.833
obtain within our own country.
Slovak consumers who purchase products made in other countries are
responsible for putting their fellow Slovaks out of work.
Notes:
* Cronbach’s a for tool = 0.819 (CI 95% = <0.773 — 0.858>).
** Guttman’s A6 for tool = 0.850 (CI 95% = <0.809 — 0.890>).
Source: own processing, 2022

0.799 0.831

12 SHIMP, A. T., SHARMA, S.: Consumer Ethnocentrism: Construction and Validation of the CETSCALE. In
Journal of Marketing Research, 1987, Vol. 24, No. 3, p. 280-289.

13 CVIRIK, M.: Suitability of Measuring Consumer Ethnocentrism Based on CETSCALE10 and CETSCALE17
in Slovakia. In International Journal of Interdisciplinarity in Theory and Practice, 2022, Vol. 24, No. 1, p. 14-18.
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In general, it is recommended that the coefficient estimate value be above 0.750. As can be seen
in Table 1, the instrument can be considered reliable.

To investigate the perception of online shopping, we created a simple online tool (7 statements),
while the respondents responded to the statements on a 7-point Likert scale (1 — strongly
disagree, 7 — strongly agree). The seven levels were chosen to capture the high sensitivity of
the responses.

3 Results and Discussion

In the next part, we will focus on fulfilling the set goal. Due to the complexity of the goal, we
will proceed within the formulated research questions and hypotheses.

RQ1: How can the degree of consumer ethnocentrism be characterized?

The measurement of consumer ethnocentrism was carried out on the basis of CETSCALEIO0,
while the respondents responded to the statements using a five-point Likert scale (0 — strongly
disagree, 4 — strongly agree). In Table 2 we present the average values and standard deviations
of individual statements.

Table 2: Results of CETSCALE10

CETSCALE10 Mean St. dev.
Only those products that are unavailable in the Slovak Republic should be imported. 24 1.3
Slovak products, first, last, and foremost. 2.5 1.0
Purchasing foreign-made products is un-Slovakian. 0.8 0.9
It is not right to purchase foreign products, because it puts Slovaks out of jobs. 1.3 1.1
A real Slovak should always buy Slovak - made products. 1.0 1.0

We should purchase products manufactured in Slovak Republic instead of letting
other countries get rich off us.

Slovaks should not buy foreign products, because this hurts Slovaks business and
causes unemployment.

It may cost me in the long-run but I prefer to support Slovak products. 24 1.0
We should buy from foreign countries only those products that we cannot obtain 19 12
within our own country. ' '
Slovak consumers who purchase products made in other countries are responsible for
putting their fellow Slovaks out of work.

Source: own processing, 2022

2.5 1.1

1.6 1.1

1.1 1.0

As can be seen from Table 2, statements 3,4, 5, 7, 9, 10 are below the average level of the scale
(2 points). Statements 1, 2, 6, 8 are above the average value. It can be noticed that statements
focused on patriotism and defence of the country are rated above average, which may be a
consequence of the economic and political situation in Slovakia.

Certainly, consumer ethnocentrism can be measured based on the instrument as a whole. From
the above, it can be concluded that higher values represent a higher degree of consumer
ethnocentrism. At the same time, it can be stated that the results will range from 0 to 40 points.
The average measured value of consumer ethnocentrism was 17.4 points (standard deviation
was at the level of 6.7 points). The median was at the level of 16 points and the mode at the
level of 17 points. The minimum measured value was 8 and the maximum 36 points. Based on
the given information, we rate consumer ethnocentrism as below average.

RQ2: What are the preferences in the context of online (or offline) purchase perception?
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To investigate the perception of online shopping, we created seven statements that contrast the
advantages and disadvantages of online shopping versus traditional brick-and-mortar stores in
the context of consumer perception. The statements had both negative and positive concepts,
so it is important to adjust their evaluation. The direction of the rating was set so that a higher
rating indicates a preference for online shopping. We recorded the mean values and standard
deviations in Table 3.

Table 3: Preference for on/off-line purchases

CODE | Perception and preference on/off-line Mean | St.
dev.

Ql Prices are lower on the Internet than in a traditional store. 5.3 1.3
Q2 Complaint processing is easier in a brick-and-mortar store.* 2.9 1.5
Q3 Online shopping is dangerous.* 4.8 1.5
Q4 With online purchases, the goods are available more often. 5.1 1.3
Q5 The brick-and-mortar store has the advantage of having a trained salesperson to

advise me. 33 1.7
Q6 It is better to buy in a brick-and-mortar store because I can try the goods on.* 2.6 14
Q7 Online shopping takes less time. 5.5 1.6

Note: * reverse ranking (higher value means higher propensity to online).
Source: own processing, 2022

As can be seen from the results in Table 3, the preference for brick-and-mortar stores is mainly
in the possibility of trying on goods. It should be noted that this fact is already registered by
some e-shops focused on clothing, which offer the possibility to try the product and, in the case
of the wrong size, return it and order the correct size. In general, it can be concluded that there
is a strong preference for online shopping based on the investigated factors. It can be assumed
that the COVID-19 pandemic also contributed to e-shop preferences.

RQ3: How can the influence of consumer ethnocentrism on online (or offline) shopping
preferences be characterized?
H1: There is a relationship between consumer ethnocentrism and online shopping preferences.

To investigate the existence of relationships between the investigated variables, we chose
correlation analysis. Considering the nature of the data, we chose Kendall’s tau b correlation
coefficient. We verify the correlation analysis on the basis of inductive statistics. We recorded
the results in Table 4.

Table 4: Results of correlation analysis

SUM CET 10

CODE Correlation Coefficient Kendall’s tau b Sig. (2-tailed) |N

Q1 -0.10 0.119601 | 158
Q2 -0.08 0.159001 | 158
Q3 -0.13* 0.033236| 158
Q4 -0.18** 0.002917 | 158
Q5 -0.12%* 0.046448 | 158
Q6 -0.09 0.126076 | 158
Q7 -0.14* 0.020148 | 158

Notes:

* Correlation is significant at the 0.01 level (2-tailed).
** Correlation is significant at the 0.05 level (2-tailed).
Source: own processing, 2022
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It can be stated that the influence of consumer ethnocentrism is significant with statements Q3,
Q4, Q5 and Q7 (Table 4). Thus, the results indicate that there is an effect of consumer
ethnocentrism and perceived safety of online shopping, product availability, perceived need for
staff and speed of purchase, while a weak negative relationship was identified in all the
investigated factors. In other words, ethnocentric consumers tend to evaluate the investigated
factors more negatively in the framework of online shopping preference. There can be several
reasons. It should be noted that ethnocentric consumers are more conservative'4, dogmatic!>
and prefer traditions'®, which may cause a negative correlation. Consumer ethnocentrism can
thus be understood as a certain barrier in online shopping.

4 Conclusion

The presented article focuses on the issue of consumer ethnocentrism as a possible factor
affecting the perception and preference of shopping in e-shops or brick-and-mortar
establishments. The article is supported by primary research.

The main objective represents three key areas, namely (1) measuring consumer ethnocentrism,
(2) investigating the preference between online and offline shopping, and (3) investigating the
possible influence of consumer ethnocentrism on preferences in online or offline shopping.

Based on CETSCALE]1O0, a low level of consumer ethnocentrism was demonstrated, which is
at the level of approximately 43.7%. This value can be interpreted as below average. Many
studies conducted in Slovakia point to a similar level of consumer ethnocentrism.!” When
examining the perception and preference of shopping in e-shops or brick-and-mortar stores, the
respondents largely preferred e-shops based on the investigated factors.

Brick-and-mortar stores in the minds of respondents still have the advantage of being able to
try the product. Examining the influence of consumer ethnocentrism as a factor affecting
individual factors of perception, we found the existence of a weak negative relationship within
the evaluation of online shopping safety, product availability, perception of the need for staff
and speed of purchase, while a weak negative relationship was identified in all the investigated
factors. In other words, ethnocentric consumers tend to evaluate the investigated factors more
negatively in the framework of online shopping preference.

The results represent an important source of knowledge for managers, marketers, but also for
the national economy as such. It is necessary to realize that consumers who are more consumer-
ethnocentric prefer to use brick-and-mortar stores. It is therefore possible to recommend the
preservation and support of brick-and-mortar establishments that sell a significant number of

4 See: THOMAS, D. R.: The Relationship Between Ethnocentrism and Conservatism in an “Authoritarian”
Culture. In The Journal of Social Psychology, 1974, Vol. 94, No. 2, p. 179-186.

15 See: CARUANA, A., MAGRI, E.: The Effects of Dogmatism and Social Class Variables on Consumer
Ethnocentrism in Malta. In Marketing Intelligence & Planning, 1996, Vol. 14, No. 4, p. 39-44.

16 See: SHIMP, A. T., SHARMA, S.: Consumer Ethnocentrism: Construction and Validation of the CETSCALE.
In Journal of Marketing Research, 1987, Vol. 24, No. 3, p. 280-289.

17 See: CVIRIK, M.: Consumer Ethnocentrism: Comparison of Slovakia and the Czech Republic. In Acta
Universitatis Agriculturae et Silviculturae Mendelianae Brunensis, 2021, Vol. 69, No. 2, p. 259-266.; CVIRIK,
M.: Spotrebitel'sky etnocentrizmus v generatnom kontexte. In Studia Commercialia Bratislavensia, 2018, Vol.
11, No. 1, p. 5-14.; CVIRIK, M.: Which Factors Influence Consumer Ethnocentrism? The Case of Slovakia. In
DOKBAT: Annual International Bata Conference for Ph.D Students and Young Researchers, 2019, p. 208-216.;
SEDLAKOVA, J. et al.: Spotrebitel'ské spravanie sa mladych slovenskych konzumentov vplyv etnocentrizmu a
povodu potravin. In Acta Oeconomica et Informatica, 2007, Vol. 10, No. 2, p. 45-48.
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domestic products. It can be assumed that consumers with a high degree of consumer
ethnocentrism will continue to prefer brick-and-mortar stores to online shopping, even if they
are aware of the advantages of online shopping.

Acknowledgement: This study was prepared in the framework of research project: “I-22-104-
00 Ethnocentrism and its influence on consumer behaviour: measurement, determinants,
strategic and intervention options”.
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(APPROACHING) THE SOUND OF THE METAVERSE
(SEARCHING UNIQUE SONIC ELEMENTS OF THE
METAVERSE AND DEFINING THE SOUND IDENTITY)

Tomas Farkas

Abstract:

Metaverse is a term that has been on display for quite some time now. The only problem is there is currently no
stable definition of it whatsoever. The most likely explanation for this is probably the fact that it exists on so many
different platforms and in so many forms it is simply impossible to create one that would fit them all. Another
aspect to be taken into consideration is the level of evolution of the metaverse right now (this paper is written in
November 2022) — it is still far away from fully developed and for some scientists, it is still mainly an idea.
Nevertheless, there is a great number of actual “worlds” (different platforms) that can be visited and some
companies (such as Meta) are investing huge amounts of money into technologies solely focused on one particular
metaverse variation. One of the biggest difficulties concerning the definitions is that metaverse is usually compared
to digital games. Creators and researchers directly involved in this world refuse this, however, claiming that
although some of the visual (and interactive) aspects remain the same (or very similar), the metaverse is NOT
digital games. Although it is difficult to explain certain aspects of this phenomenon, the main goal of this paper is
to look into auditive elements of the metaverse, possibly discerning and separating the common features and
identifying the unique ones — such as “sound identity” and potential uses of audio inapplicable in traditional digital
games. Also, there should be a clear statement made — this paper’s focus is not the definition of some of the more
complex terms linked to the metaverse, such as NFTs, etc. The main focus of this article is to present the general
definitions of the metaverse and link them to audio, sound design, and other auditory elements, creating a ground
for further examination of relationships between those.

Keywords:
Definition. Digital Games. Implementation. Metaverse. Modulation. Sound Design. Sound Identity. Uniqueness.
Voice.

1 The Definitions and the Audio so Far

To define the auditive aspects of the metaverse is to understand the metaverse’s limitations (and
unique elements) compared to digital games. But before delving deeper into the aspects of
sound design, we should try to frame at least a little bit of the definition of the metaverse. This
word has been heavily circulating the internet and news for the past few years and as an idea, it
has been here for decades.! As Matthew Ball boldly states, the term has no consensus definition
or consistent description.? Although it was first meant as a general term describing possible
uses of VR devices® (such as Oculus headset) for social interaction and the next level of
experiencing the internet, recently it was increasingly more linked to Meta corporation (former
Facebook) with Mark Zuckerberg stating that this “virtual environment” will be accessible from
all kinds of devices and headsets, including those that aren’t built by Facebook*. Their own

! Author’s note: Just as many of the modern technological ideas, it was first presented in science fiction books and
movies, such as Neal Stephenson’s 1992 novel Snow Crash or The Wachowskis Matrix series. Some of the ideas
related to this topic, however, could be actually found thousands of years ago.

2 BALL, M.: The Metaverse — And How It Will Revolutionize Everything. New York : Liveright Publishing
Corporation, 1923, p. 30.

3 Author’s note: Off course, virtual reality is not the only way how metaverse can be experienced — we can use our
keyboards, mouses and 2D screens the same way we would do playing any digital game.

* WAGNER, K.: Zuckerberg Says Facebook’s Future Lies in Virtual ‘Metaverse’. [online]. [2022-11-22].
Available at:  <https://www.bnnbloomberg.ca/zuckerberg-says-facebook-s-future-lies-in-virtual-metaverse-
1.1634175>.
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metaverse platform called Horizon Worlds> was first introduced in late 2021 and was met with
many controversies, ending up a huge financial failure so far (average users staying as long as
one month and leaving, lack of basic online safety and moderation..). Of course, if we wanted
to describe how metaverse usually looks like (and how people usually imagine it), we would
have to bring up online experiences, that have been here a much longer time ago. An online
multimedia platform (as described officially online) Second Life® was released nearly 20 years
ago, in 2003. Although it is probably one of the oldest virtual worlds of this kind, it shows a
striking resemblance to today’s metaverse worlds, such as once mentioned Horizon Worlds or
Decentraland’, which we will speak about later. If we were to compare these, an unprepared
and inexperienced eye would most likely not see any differences. You are allowed to create
your custom avatar and even buy your own piece of land in Second Life, build homes and
interact with other people®, just like you can do in more recent metaverse worlds. Similar
platforms include Minecraft® and Roblox'?, although these could be more clearly described as
digital games as well.

If we look at these names, we can see a common attribute: the shared experience of many people
at once, in the same place, even with the aspect of a shared economy. In all of the older
platforms/games we just mentioned, nearly all of the content is created by the users themselves
(or by companies that bought a piece of land for their online versions of shops). But can we call
them metaverse as well? We can draw comparisons with other phenomena or media to describe
how it is not always easy to define some things. Just like in cinema, for example, at the
beginning of its journey, there were certain movies made, resembling genres not heard of
before. In 2022, we all would be probably able to define a horror movie. But before the 1930’s
when iconic movies like Dracula or Frankenstein were released, it was not that easy. Cinema
was just at the time of the birth of many well-known genres. The movies were scary, they had
horror iconography, ghosts even, but nobody called them “horrors”. There are more examples
like this, concerning digital games, as we will show later.

So, the short answer to the previous question is “yes”. From a certain perspective, platforms
like Second Life can be considered ancestors of today’s visions of the modern metaverse. One
of the important things to take into consideration, however, is the owner. When we look at
Meta’s Horizon Worlds, we can see a huge corporation owning everything (which is one of the
main aspects of the criticism of this version of the metaverse). But there is also a much bigger
world of metaverse platforms created by others, where the opposite is true. Some of the biggest
metaverse platforms'!, such as Decentraland, The Sandbox'?, or Otherside'3, are built on the
so-called blockchain and an idea of the internet slowly transitioning to web3'4. That basically
means that the users really own everything they create or buy. Using the possibilities of the

S META PLATFORMS: Horizon Worlds. [Digital Game]. California : Meta Platforms, 2021.

¢ LINDEN LAB: Second Life. [Digital Game]. San Francisco : Linden Lab, 2003.

7 MEILICH, A., ORDANO, E.: Decentraland. [virtual world]. [2022-10-25]. Available at:
<https://decentraland.org/>.

8 Author’s note: And many more things — buy items, clothing, or even special dance moves for your avatar.

® MOJANG STUDIOS: Minecraft. [Digital Game]. Stockholm : Mojang Studios, 2011.

10 ROBLOX CORPORATION: Roblox. [Digital Game]. San Mateo : Roblox Corporation, 2006.

! Author’s note: As shown in the current ratings at opensea.io.

2. BORGET, S., MADRID, A.. The Sandbox. [virtual world]. [2022-10-25]. Available at:
<https://www.sandbox.game/en/>.

3 YUGA LABS - BORED APE YACHT: Otherside. [virtual world]. [2022-10-25]. Available at:
<https://otherside.xyz/>.

14 Author’s note: Web3 is an idea of the next version of (decentralised) internet, where users and content creators
own everything and are not subordinate to bigger companies (like YouTube or Meta). This topic however is much
more complex and is not a focus of this paper.
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blockchain (a kind of shared digital ledger that facilitates the process of recording transactions
and tracking assets in a business network) is one of the defining aspects of the metaverse. The
problem is that most of the popular platforms use different kinds of currency, systems, and even
visuals. This fragmentation of different platforms is probably one of the main reasons why
people struggle with a definition of the metaverse. Another reason is the fact that most platforms
so far really resemble traditional digital games. If we remember our comparison to Second Life
or Roblox, it is not hard to think of many other MMORPG"> games that look just like metaverse
platforms existing nowadays. In fact, we don’t have to think of online gaming at all. Most digital
games are their own small metaverses — we can immerse ourselves in them, create our avatars,
explore the worlds, visit the shops to buy items (like weapons and armor), and even talk to NPC
characters. The biggest difference to be drawn is that in games, there are specific rules of
gameplay and game mechanics the player has to obey in order to be able to enjoy them. Another
thing to be pointed out is the fact that when we turn off the game — it simply stops existing'¢.
Of course, this is different in online game worlds, which are usually persistent (at least until the
developer decides to stop it, or goes bankrupt), but the idea of metaverse starts to show itself
slowly when drawing differences to digital games. In those, we are mostly focused on gameplay
aspects. In the metaverse, we should see a simultaneous network of virtual worlds, a tool for
experiencing the next level of social interaction and meetings, education, and even shopping.
One very important idea related to the metaverse is that every person will have the same custom
avatar (a virtual representation of her/himself) that could be used across the different platforms,
which coins the fact that the metaverse is strictly connected to real-life — so forget to be
a deliberate “bad guy”, just like some of the digital games offer. In the metaverse, you represent
yourself and not an imaginary character.

1.1 Drawing Comparison to Digital Games via Gameplay Mechanics and Audio Elements
When we look at our attempt to define the metaverse so far, there is a space for another analogy
with digital games, that is going to help us understand it more — and it is related to sound
(finally). There is a particular era of the evolution of sound in digital games in which the
technology was fragmented just like the metaverse is now. During the early 1980s, when game
audio was still at the beginning of its journey, game consoles used different sound chips for
generating sound effects and audio for personal computers was still far from what we consider
a standard now!” and mostly used PC Speaker (or “beeper”). The problem caused by this was,
that many games sounded different on different machines — there was simply no standardized
technology, that would allow all the developers and programmers to create games, that would
sound the same on every machine. In fact, some of the sound chips (such as 714, used in Atari
2600) had both audio channels different, resulting in problems with the tuning of different
instruments. When porting games from a specific console to a different one (or to a PC),
programmers and sound designers had to produce the audio from the scratch and were often
even forced to exclude some of the sound effects, simply because the other platform was not
able to produce them or had too little audio channels. One of the solutions that solved a big part
of this problem was the coming of MIDI'® technology and mainly one of its extensions called
General MIDI. 1t was first presented by Roland corporation in 1991 and it was based on the
idea of a specific order of different instruments that could be used for creating music and
sounds. It specified the tuning of sounds (middle C note being exactly 440 Hz), standardized
the use of audio for computers and game consoles, and allowed musicians to finally be able to
create more sophisticated music without the need to understand programming. This technology

15 Author’s note: MMORPG — Massively multiplayer online role-playing games.

16 Author’s note: Or at least stops functioning and changes back into the data files being stored on disc.
17 Author’s note: Sound cards were sparse and RedBook audio standard was just starting.

18 Author’s note: MIDI — Musical Instrument Digital Interface.
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then evolved into even more sophisticated variations (such as iMuse software allowing huge
advancements in adaptive music in games), pushing the evolution of sound in digital games
further.

This example clearly shows us why it is not easy to talk about the metaverse in general terms.
The technology is still being developed and there is no standardized process for working with
it. Many of the techniques that are used by modern sound designers for digital games were
slowly coming to the adult age just a decade ago. Game engines like Unreal or Unity allow
complex sound implementation of 3D audio sources, loops, dynamic/adaptive sound systems,
and procedural/generative audio. Even more options are presented when pairing these engines
with middleware!® software like FMOD?® or Wwise?'. In modern digital games, it is easy to
create complex dynamic audio engines allowing for realistic sounds of cars or even spaceships,
sound attenuation and occlusion, evolving randomized atmospheres, and adaptive sounds and
music, that reshape themselves based on different parameters (day/night -cycle,
exploration/battle, different states of fight, amount of zoom in strategy games, level of player’s
health, distance from the enemy, or even parts of the body we create our main characters??
from). There are also new technologies coming that are used to solve many other problems with
audio. For example, data-driven granular synthesis is capable of producing endless realistic
randomized sounds (replacing conventional looping) of rain, liquids, or even foley, using just
small bits of recorded audio.

The main issue here is that since most of the metaverse platforms so far are browser-based and
the general idea is that users should be able to enter them from many different places and
devices (notebooks, smartphones, tablets..), it is not easy (if not impossible) to implement all
of the above-mentioned techniques. Many of these methods require a lot of disc space
and computing power, which is simply not yet available on smaller devices. Another important
thing is that VR technology in general (as a supposed way to experience the metaverse in full
effect) is not an easy task to process even for some of the modern computers and gaming
consoles right now. It requires a lot of processing power, a powerful graphics card, and also
a suitable VR headset, that would not wear its users down or make them feel sick after an
extended time of use.

It is important to mention, however, that all of these problems appear mainly because we still
tend to perceive the metaverse from the perspective of digital games. If we start talking about
it from a different perspective, many of these issues disappear or reveal a more suitable
perspective in which we can analyze them. Matej Gyarfas?®, founder & partner at Better —
Virtual Architecture (a Slovak company focused on creating architecture in virtual reality and
metaverse), defines metaverse as a network of 3D worlds, functioning in real time, where users
meet, communicate, entertain themselves, educate, shop and more. An important part of his
definition is that the metaverse exists both in the physical and virtual world, it can be entered
via VR or AR (augmented reality), but also via traditional 2D interfaces. It is based on a virtual

19 Author’s note: Softwares used to create complex audio-events and sound systems, that are implemented to digital
games, expanding the possibilities of working with dynamic sound.

20 FIRELIGHT TECHNOLOGIES: FMOD. [middleware]. Firelight Technologies, 1995.

2 AUDIOKINETIC: WWISE. [middleware]. Montreal : Audiokinetic, 2006.

22 Author’s note: Older games like Creatures and Spore used generative audio that adjusted to what kind of alien
creatures player made from different body parts offered by game, even adapting their voice manifestations.

2 GYARFAS, M.. So What Is Metaverse Again? [online]. [2022-11-09]. Available at:
<https://www.linkedin.com/in/matej-gyarfas/recent-activity/shares/>.
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economy (mostly using cryptocurrencies and digital goods such as NFTs**) and consists of
many 3D websites, social networks, and e-commerce. Developers and creators, such as Matej
Gyarfas, usually tend to emphasize the difference between creating an avatar in digital games
and the metaverse. A virtual identity should ideally be constant across different virtual worlds,
which will be an important notion later in this paper, and has much deeper options for visual
customization than traditional digital games?.

Some of the points of this definition could be applied to certain aspects of digital games, but
again, only from a very specific perspective in which we tend to perceive these phenomena as
similar. For example, in Death Stranding®®, players are obliged to use Monster energy drinks,
the Uncharted 3% protagonist eats and drinks way too many Subway products, and Super-Mario
from Mario Kart 8?8 racing game can drive a Mercedes Benz. The difference here is, that the
player doesn’t own these products nor is she/he able to buy them with any kind of real currency
(unless talking about very specific platforms like Second Life). It is small details like this, that
create the perception of digital games and metaverse platforms to coincide. Some metaverse
platforms even officially claim to be a mix of MMORPG games and web3-enabled virtual
worlds?’, creating something like metaRPG, just like the Otherside platform. But the deeper we
look into the details, the more we see the real differences. Right now, many big companies are
investing in the metaverse, creating their own spaces and buildings where people are allowed
to enter and see/buy their products. Popular artists like Snoop Dog are building their places to
visit and even attend events and live concerts. All of this and many other things distinguish
current metaverse platforms from traditional digital games. If we think about it, it perfectly
portrays what metaverse is “supposed” to be in usual definitions — the next generation of
internet and social media. You can enter an exhibition of your favorite artist in virtual reality,
and find her/his art literally hanging on the walls (just like you’d find in a real-life gallery).
Clicking on it, you reveal all the details — the price of the art (at that moment, you are interacting
with NFT) and an option to promptly move to a webpage where you are allowed to buy it
(whether it is a global platform dedicated to NF'Ts like opensea.io, or some of the personal pages
of that particular artist found on Instagram, Facebook and everywhere else).

Where does the sound fit in all of this? Unfortunately, we can draw another analogy to other
media. Just like in cinema and digital games, the sound was always “coming later” than the
visual aspects. Right now, most of the developers and creators are focused on creating visually
appealing platforms, simply because it has always been like that. People are attracted to visual
elements, often forgetting how big is the importance of sound in all media. But should we use
the word “unfortunately”? This time for a change, it is a good thing to use another notion related
to digital games. Most sound designers working in the field tend to follow a similar logic, which
says “the sound design should be created as subordinate to what the game actually needs”. That
means, that even though there are many complex ways how to work with sound design (some
of which we mentioned before), it doesn’t mean we should use them all. Some game genres
simply don’t need adaptive music and some even don’t need music at all. Some games require
high-quality voice-over artists and some can be perfectly immersive without using voice at all,

24 Author’s note: NFT — Non-fungible token, it represents an unique asset (physical or digital), that can be bought
by an user with crypto wallet. It can be anything from painting, music, sculpture to buildings etc.

25 Author’s note: Although, some online digital games, such as Black Desert Online, offer unbelievably vast
options for avatar customisation.

26 KOJIMA PRODUCTIONS: Death Stranding. [Digital Game]. Tokyo : Kojima Productions, 2019.
Y"NAUGHTY DOG: Uncharted 3: Drake’s Deception. [Digital Game]. Santa Monica : Naughty Dog, 2011.

B NINTENDO EAD: Mario Kart 8. [Digital Game]. Kyoto : Nintendo EAD, 2014.

2 Otherside. [online]. [2022-11-09]. Available at: <otherside.xyz>.
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relying completely on text-based dialogs. From this perspective then, what is the sound that the
metaverse needs?

2 What Sound Does the Metaverse Need and the Search for Uniqueness

If we want to hear the current state of the sound in the metaverse, it is simple and hard at the
same time. For example, in Decentraland, it is as easy as creating a guest avatar (without the
need of creating a real account) and going exploring using just your computer, screen, mouse,
and keyboard. Similarly, you can explore platforms like AltSpace®® (another VR platform,
similar to Second Life and some modern metaverse platforms). Some other platforms, however,
don’t let you in just like that. Some of these (like The Sandbox) require the creation of an
account and virtual wallet and others don’t let you play unless you buy a specialized headset
(such as Meta’s Horizon Worlds).

What we can hear while exploring so far, however, is lacking the sound we would usually
expect from average digital games. In games, there are traditional categories of sound elements
used throughout many genres — atmospheres/background/ambient noises, diegetic sounds made
by a player (foley, steps, objects manipulation..), artificial sounds made by weapons/spells,
creatures, and many layers of dynamic/adaptive audio that fits the specific game. In contrast,
most sounds users hear in many of the metaverse platforms are just footsteps (sometimes even
those are excluded), voice chat, and somewhat reduced ambiances based on the traditional
looping method. Of course, there is also music playing in some parts. The biggest problem is,
as it seems, the sound implementation limitations. The fragmentation of platforms as well as
their differences in how they operate (what kind of code are they running on, what kind of
mechanics they incorporate..) is preventing developers to use standardized tools like game
engines and middleware. For example, many areas in Decentraland use music and background
ambiance but don’t make any use of attenuation options available in digital games. In reality,
that means that music can start playing abruptly as soon as the user walks over a trigger box
and stop playing just as suddenly. Some other limitations presented in building metaverse
platforms are the lengths of sounds that can be implemented. In Second Life, for example, the
users are allowed to implement short sound effects, that must be shorter than 10 seconds. In
Decentraland, users are allowed to implement sounds that can be longer and looped, but still,
these can be heard only in the specific parcel they are linked to (or to an object). Extended audio
options are missing. It is yet another striking resemblance with the 1970s and 1980s era of
digital games — audio in these times had to be short, extremely compressed, and had to take a
minimum of space — and we are talking about tens of kilobytes (kB) in this context.

Of course, this does not apply to all of the metaverse platforms. Many of them make use of
sound and music on different levels and many of the obtainable NFTs (such as architectonic
solutions from Better and other virtual builders) has sound already implemented in them (in the
form of a complex audio layer specifically designed for that particular item). But still, there is
no sign of NFTs in the form of sounds (at least not comparable to an extent of available music
for sale) and major discussion is usually centered around visual presentation and mechanics of
the platforms. There are, however, a few technologies, that are pushing toward much more
complex audio solutions for the metaverse. Not all of them are specifically focused on audio,
but some are most likely going to directly influence thinking about the sound of the metaverse.

30 MICROSOFT: AltspaceVR. [VR platform]. Washington : Microsoft, 2015.
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2.1 Unique Sounds of the Metaverse and Emerging Concepts — Voice, Identity, and
Immersion

In this part of the paper, we are going to consider some of the most important aspects of the
metaverse from the perspective of the audio elements. Several concepts are emerging from what
we wrote so far, suggesting the importance of sound and its implementation in metaverse
platforms. We are making these suggestions based on the fact, that the metaverse in its full form
(which is, of course, still not existent) is supposed to be a completely immersive experience.
That means that the level of sound implementation needs to be much higher than now. If we
were to choose one audio element over all the others, it would probably be the human voice. If
we stick to the neutral definition of the metaverse (the one avoiding the digital game’s
perspective), the main purpose of it is human interaction, communication, and socializing. All
of these terms more or less directly involve the human voice. Voice itself represents one of the
most important elements to be considered if we want the experience to be close to what “ideal”
metaverse definitions present. The reality, however, is the same as with other platforms created
for online communication and it is as simple as it can get — if we have a cheap microphone, no
advanced visuals can save us from disastrous voice quality coming from our avatar. From
a certain point of view, this is, of course, not a terrible issue — the most important thing is to
actually understand what is being said. With advancing graphical solutions of many platforms,
however, there is a chance for a creation of a huge quality gap between sounds and visuals. In
the metaverse, we are the sounds and it was proven many years ago, that there is a very specific
relationship between sound and image — in cinematography, as well as in digital games. This
relationship shows us, that it is easy to connect (or synchronize) bad image quality (or video)
with a good and complex recording/sound design and it is going to be perceived positively. But
it does not work the other way around — if we make a beautiful, visually appealing video and
synchronize it with bad-quality audio (or even set the synchronization wrong), the audience is
most likely going to notice and have a very unpleasant experience. The same happens with
games: if the sound design or audio implementation is done wrong (lack of sound/missing
sounds, audible or repetitive looping, abrupt cuts in audio, etc.), the idea of an immersive
experience ends up in ruins, often even resulting in players stop playing and uninstalling the
game forever.

With this in mind, we can clearly see where this could lead in the context of the metaverse.
Several new VR headsets are being developed right now, that use much more advanced tracking
technology. Some of them (such as Meta Quest Pro) use technology, that is capable of tracking
the whole face and rendering it in high quality and real-time as our avatar’s face. The technology
is still being developed (so far the avatars in Horizon Worlds are cartoon-like but with limited
real-time facial expressions), but it is only a question of time — not mentioning other “players”
on this field, who are yet to reveal their new takes on VR headsets (for example, Apple
announced their own headset for 2023). That means the advancements in microphone and
headphones technology should at least be on par with visual technology. Pairing a hyper-
realistic avatar face with poor voice quality would probably result in an immersion-breaking
experience. Another thing to be considered when talking about voice is spatial positioning,
which has seen some advancements recently, with users being able to convincingly localize
other users around them (however, the metaverse is probably yet to fully embrace advanced
technologies like HRTF>! tracking, used in digital games and so on).

One more important thing to consider is the idea of identity. If we are to use customized avatars
in future variations of the metaverse, they are necessarily going to be connected to our virtual

31 Author’s note: HRTF — Head-related transfer function, resulting in realistic positioning of audio, making players
to be able to localize sound sources just as they would in real life using ears.
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representations. That means that our virtual identity is going to be much more important than it
is now.*? Our voice and communication skills are going to be much more important compared
to today’s standards. With using the voice comes also its modulation options. There are
companies already today (such as Voicemod®®), offering so-called “Voice Avatars”, providing
exactly what comes to our minds when we read that: a means to modulate (change) our online
voice to a completely different voice. Users are allowed to choose one of the premade presets
but are also able to create their unique voice avatar,>* To put it into a broader perspective,
technologies like this are likely going to change a lot of things in the future, not to mention the
fact that there are other companies out there, developing A.l. systems able to “learn‘ the voices
of celebrities or even politicians (which opens up one huge separate and difficult topic of its
own). Other companies (like Ready Player Me®) are currently working on an API®S, that is
going to allow users to create their custom avatars which can be used across many different
platforms, although this was a subject of discussion just a few years ago (some believe it is
unlikely there is going to be one single and consistent digital identity possible, simply because
of the decentralized nature of metaverse3’). What that means is, that some of the so-called
“futuristic” ideas linked to the metaverse are much closer than it seems. The uniqueness of the
avatar then will be considered not just from the perspective of its visual representation, but also
the sound and quality of its voice (and most likely also her/his communication skills). Sound
identity is, therefore, one of the most important things to be considered in future discourses of
the metaverse.*® This notion could be traced to the theory of cinematography, linking its nature
to Michel Chion’s idea of “voco-centrism™*°, which clearly shows that the human brain and
hearing are based around voice and its specific frequencies.

A similar way of thinking could be applied to companies and brands as well — just like brands
today have their own “jingles” and logos, recognized all around the world, they should consider
their sound identity in virtual reality. With this comes the simple idea of how some of the
companies’ products could be represented in virtual worlds. Some of the companies are already
using so-called digital twins in the metaverse — 3D digital copies of their products, that can be
viewed by users. This idea seems to be Microsoft’s concept of the Metaverse currently®,
focusing on so-called Mixed Reality — a mix between VR and AR. With the use of binaural and
ambisonic audio, this could (and probably will) lead to completely realistic representations of
real-life objects. Binaural microphones have been in use for many decades and can achieve
perfect spatial recordings, resulting in a faithful representation of spatial aspects, especially
when paired with headphones. This way, the so-called digital twins would not be only visual,
but also sonic representations of a specific product (let it be a kitchen robot, coffee machine,
new model of a car, or a toy for children). Ambisonic microphones (such as Sennheiser AMBEO
VR Mic) are already being used in VR applications. They can record sound in more directions

32 Author’s note: In current era of Web2.0, an online identity is abused most of the time, with people creating fake
profiles and not caring much about how they represent themselves online.

33 Voicemod. [online]. [2022-11-22]. Available at: <https://www.voicemod.net/>.

3% Author’s note: So far Voicemod offers the cross-platform compatibility with VRChat, Roblox, Animal Crossing,
Second Life and other platforms.

35 Ready Player Me. [online]. [2022-11-22]. Available at: <https://readyplayer.me/>.

36 Author’s note: API — Application Programming Interface.

3BALL, M.: The Metaverse: What It Is, Where to Find it, and Who Will Build It. [online]. [2022-11-22]. Available
at: <https://www.matthewball.vc/all/themetaverse>.

38 Author’s note: Of course, there are many more aspects to the voice than just its quality or modulation. One of
the main issues to be solved is how to make the metaverse not ending up just like a standard facebook status
conversation with people “screaming” with caps locks and harrasing others. That is but for another debate.

3% CHION, M.: Voice In Cinema. New York : Columbia University Press, 1999, p. 6.

40 CLEMENS, A.: Metaverse For Beginners. A Guide To Help You Learn About Metaverse, Virtual Reality And
Investing In NFTs. Michigan : Independently Published, 2022, p. 22.
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(starting with 4 channels or audio) and their recordings are capable of flawless sonic
representation of a whole 3D space (in sense of 360 degrees in all directions, not just
horizontally). Most of them come with dedicated software/decoding apps, that allow them to
be easily implemented in VR apps — with standard head tracking capabilities of modern VR
headsets, users are literally immersed in the environments because the audio adapts (changes
volume and frequencies) according to where they turn their heads. This offers the means to
create not just digital twins of specific objects/products, but also whole areas, buildings,
theatres, or galleries.

With other advanced technologies being born right now, new requirements are going to appear.
VR haptic gloves (like Sense Glove*!), among other techs, are slowly being developed, allowing
users to actually feel haptic feedback in their hands while handling objects in a VR setting.
Using some of the advanced VR headsets, some people even claim to “feel” touching objects
in virtual reality without specialized gloves, suggesting there is a similar relationship between
our hands, eyes, and brains as there is when talking about so-called phantom sensations. With
this in mind, it suddenly feels appropriate to talk about foley effects in the metaverse and the
actual sonic feedback from the items. Sound and movement were always tightly connected in
our brains and leaving users to handle and move things in virtual reality without the appropriate
sounds would create a lot of confusion.

3 Conclusion

As we’ve shown in this paper, there are many unique audio elements relevant in the context of
the metaverse, that should be taken into consideration in the future. Suggested notions (sound
identity, voice quality and modulation, haptic/sonic feedback...) are only a few among many
others that will most likely take shape in the following years. The idea that the metaverse is not
digital games, however, should be discussed carefully, because not only it is clearly visible that
these two still have much more similarities than differences, but some definitions explicitly
state that gaming aspects are going to be very important elements of the metaverse. Many of
the listed limitations will probably be solved in the coming years. Platforms like Otherside in
their present form claim to be capable of managing more than 10 000 players in a single place
interacting simultaneously (using natural voice chat technology). This platform is supposed to
be able to handle more than half a billion operations per second (compared to tens of thousands
of operations per second in standard online worlds), which also suggests that audio
implementation is probably soon going to be much closer to what advanced digital games
technologies and engines offer today.

Many of the technologies that are used (or being developed) today and that are directly linked
to audio were not discussed here, simply because that could take a completely separate research
paper. For example, technologies like Atmoky are solely focused on hyper-realistic spatial audio
in the form of an audio engine for the metaverse. So far, live concerts were a common thing
within metaverse platforms, mixing 3D virtual places with streamed audio and video, making
it as close to being on a real music concert as it could. But with technologies like Atmoky,
spatial audio is making huge leaps towards hyper-realism, separating sound sources and placing
them in a 3D environment, just like the mixing and mastering engineer would do when doing
their job in a traditional stereo sound format. Many advanced methods of implementing audio

41 Sense Glove. [online]. [2022-11-22]. Available at: <https://www.senseglove.com/>.
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are on their way into the metaverse as well, like realistic occlusion*? effects and natural sound
attenuation.

With many technological advancements on their way and the metaverse being still in an early
development stage, we can only assume what form will it take in several years, especially when
considering that some of its elements (like auditive aspects) are slightly underdeveloped.
Nevertheless, we should accept the idea, that the metaverse from the futuristic predictions is
closer than it seems.

Acknowledgement: The study is a partial outcome of the scientific project KEGA 023UCM-
4/2020: The development of digital game studies and design.
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NEO-ACCEPTANCE OF HALLYU AS A RESULT
OF CHANGES IN THE FILM INDUSTRY: K-POP IN EUROPE
AND ON SLOVAK RADIO

Bianka Francistyova, Jan Visiovsky

Abstract:

This study addresses the issue of the limiting underpinning of the definition of Korean popular music, when, the
fact that K-pop loses the suffix “Korean” by replacing the language in which this music is sung is neglected in
most scholarly works. On the other hand, the aspect of using English allowed K-pop to break into the Western
market that was waiting for this move. This was made possible by the greater racial diversity in the film industry,
which became markedly more pronounced after 2014. The paper also points to the growing tendency of
European percipients to adopt popular trends from America, and therefore the acceptance of K-pop is more
likely now than when Hallyu arrived in Europe in 2010. Slovak radio stations give little space to K-pop. The
reason is that Slovakia is not yet ready to accept the music style en masse, and therefore Slovak radio stations are
unlikely to start broadcasting more music from South Korea. In the paper, the authors identify all Slovak radio
stations where a Korean song has been played at least once, or one of the performers is considered to be a South
Korean musician. The aim of the study is to identify Korean music production on Slovak airwaves with an
emphasis on the space given to solo artists, groups and collaborations with Western musicians. Last but not least,
the paper also presents the possible consequences for K-pop in the case of the Americanization of this musical
style and the use of Western templates, structures or compositions.

Key words:
Airplay. Europe. Hallyu. K-pop. Radio Broadcast. Slovakia.

Introduction

Radio is a medium that gives space to old classics or new, hitherto unknown songs. However,
in today’s globalised age, it is necessary to mention that radio also gives space to songs that
the listener may not immediately understand. We can talk about speed in interpreting or
singing the lyrics or the language itself, which is foreign to the listeners. Despite the fact that
nowadays anyone can listen to a music streaming platform, they often use the radio because,
as A. Brnik, L. BotoSova and M. Kapec argue, presenters can add originality and novelty to
even an ordinary song through interesting facts, thus making it more attractive to listeners
even if it is a song in an unfamiliar language.! If we look at the radio in the Slovak media
environment, we must note that although most of the songs come mainly from Western artists,
we can also hear songs from the East. On Slovak radio stations it is mainly K-pop, which
comes from South Korea. Many authors have tried to define it in their works. For example,
M. J. Russell describes K-pop as a musical mania that came from South Korea and enthralled
fans all over the world.? J. B. Choi and R. Maliangkay describe Korean music as fast-paced,
with most often a jaunty beat. The songs are modern R&B-style, having a heavy beat and rap
bridging into different sections with random English phrases.® Although both definitions
capture different aspects, either in terms of popularity or the nature of the melody, that aptly
describe K-pop, it is not a complete grasp of the whole issue. The problem, and also an issue

' BRNIK, A., BOTOSOVA, L., KAPEC, M.: Rozhlasovd tvorba a prax. Trnava : FMK UCM, 2020, p. 45.
2RUSSELL, M. J.: K-Pop Now! The Koran Music Revolution. North Clarendon : Tuttle Publishing, 2014, p. 4.

3 CHOI, J. B., MALIANGKAY, R.: Introduction: Why Fandom Matters to the International Rise of K-pop. In
CHOYL, J. B., MALIANGKAY, R. (eds.): K-pop — The International Rise of the Korean Music Industry. New
York, London : Routledge, 2015, p. 3.
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that has not yet been adequately covered, remains that the definitions do not point to the fact
that K-pop is globalizing and morphing into mere popular music that drops the “Korean”
label. It is this fact that points to the phenomenon that K-pop is gradually becoming.

First of all, it is necessary to mention that the success of K-pop has gone through several
phases: from cultural proximity to the global market. As per B. R. Park, Hallyu came to
Europe in 2010, where a year later it had a success in the form of the first successful K-pop
concert by artists under the management of SM Entertaintment*, but it was not until 2012 that
K-pop became widespread in Slovakia. B. Francistyova and L. Skripcovd mention that the
general public came into contact with K-pop only thanks to PSY’s Gangnam Style.> From
Europe, K-pop crossed over to North and South America, where it has been popular ever
since. Although the success of Korean popular music in Europe has waned, it has not
disappeared completely, as we are witnessing the return of K-pop to Slovak airwaves. This is
mainly due to the success of BTS and Blackpink, but we have also heard other groups or solo
artists on the radio. It was the success of K-pop in America that brought it back to Slovak
radios. We suppose that nowadays the position of America is more and more strengthened in
accepting something new, or not so globally known, such as K-pop. This confirms the
assumption that it is America that can dictate the trends that are later appropriated in Europe.
We can cite the fact that although K-pop had a boom in Europe around 2010, it was not
popular in America, and so the general public’s interest in the genre has waned in Europe. In
2017, BTS had its first success in America and the market was more open to other groups or
artists from South Korea. However, there was not much interest in K-pop in Europe during
this period, and this can be seen through the results in various music awards or through
statistics from the social media site Twitter®, which attracts a large number of fans of Korean
popular music, suggesting that European countries do not have large numbers of K-pop fans.’

As we have already mentioned, K-pop is also present on Slovak airwaves, but it is an almost
negligible number of songs that listeners can listen to. There are several reasons for this. First
of all, it is the very nature of radio itself, and therefore its genre classification. Therefore, it is
understandable that if a radio station aims to broadcast classical music, as is the case with
Radio Devin, or if a radio station aims to broadcast a specific musical genre, as was the case
with Radio Rock FM8, there is no opportunity to broadcast Korean popular music, whose
genres we classify as dance, pop or hip-hop. Furthermore, it should also be mentioned that the
national or multi-regional radio stations play what is popular among the general public.
However, the listenership to different songs can also be monitored through streaming services
such as Spotify, Deezer, etc. At the moment, we cannot consider K-pop as music that has a

*PARK, B.R.: HALf 512t 2 29l Z2F.. LfF 23} FE = Y &Y (Pyeon Kyeon Gwa Hyeom Han
Ddulh Un Chang Ee Yeol Jeong... Dae Jung Mun Hwa Jeon Bang Wi Ro Yeong Yeok Hwak Dae). (Creativity
and Passion that Break through Prejudice and Hatred... Expanding the Field to All Areas of Popular Culture.).
[online]. [2022-09-16]. Available on: <https://www.khan.co.kr/culture/culture-
general/article/201810042001005#csidxd6d9b9c¢68c3341bb39d03378585 1 bed>.

S FRANCISTYOVA, B., SKRIPCOVA, L.: Prienik a ispech K-popu na zdpadnom trhu. In BRNIK, A. a kol.
(eds.): Megatrendy a média 2021. Home Officetainment. Trnava : FMK UCM, 2021, p. 10. [online]. [2022-09-
16]. Available on: <https://fmk.sk/download/Megatrendy-a-Media-2021 Home-Officetainment.pdf>.

® See: KIM, Y. J.: #Kpop Twitter Reaches New Heights with 7.8 Billion Global Tweets. [online]. [2022-09-16].
Available on: <https://blog.twitter.com/en_us/topics/insights/2022/-kpoptwitter-reaches-new-heights-with-7-8-
billion-global-tweets>.

7 Authors’ note: Although there is not a huge fanbase of K-pop in Europe (in general) compared to other
continents, France is one of the countries, where success of Hallyu has not waned yet.

8 Authors’ note: To the date September 20" 2022, the radio is not available. From a long-term perspective, the
radio has never broadcast a K-pop song.
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general popularity in Europe, rather we can talk about exceptions. Therefore, it is important to
note that for this reason, Slovak music playlist creators may not include Korean songs on
purpose, despite the fact that they are popular among fans of the genre. Another reason may
be language. For example, although the songs that we classify as K-pop are popular, they are
not in English, and this may be a reason why they are not included in playlists, even though
streams for songs by BTS, for example, are high. If we look at the English-language song
Permission to Dance by BTS, the initial statistics released a week after the song’s release
show that the song had over 15 million streams and 1.1 million airplay impressions®, which
are calculated by the number of radio station plays and the size of the listening group.
Although this is interesting data in terms of K-pop, it failed to influence Slovak playlist
makers to include the song in their playlists, even though it was in English. There may be
several internal and external reasons for this. One of them is the fact that although the song in
question had success, it was not stable on the music charts. Here we could argue whether it is
the influence of the fans on the ranking of the music tracks that may cause Slovak radio
stations to distrust the real interest in a given media product. Another reason could be the
incomparable popularity of the song compared to Butter, which was released in May 2021,
and which is so far the most watched music video on YouTube in the first 24 hours.

Aside from the issue of streaming Korean popular music, we also need to keep an eye on the
eventual evolution of K-pop. Initially it was music that had purely Korean lyrics, then as M. J.
Russell mentions, these lyrics were supplemented with random English words !°, but
nowadays we are seeing a trend of using English lyrics in songs released by Korean groups or
soloists. If we look at the Korean songs released during the pandemic, we find that more and
more performers took the opportunity to sing in English. This is quite understandable, as it is
primarily a Hallyu reaction to entering the American market. However, the given reaction is
slow, as the first success was recorded by BTS in America back in 2017. Of course, we must
also mention other K-pop songs that have been released in English, such as Big Bang’s With
U from 2008. The given fact suggests that although there were songs in English even during
Hallyu 2.0, they have not yet managed to reach the global market. This is mainly because
Hallyu had not yet arrived in Europe at that time, but was trying to reach out to the Middle
East. The failure was therefore expected. On the other hand, we can look at 7he Boys from
Girls Generation, who released an English version of what was originally a Korean song in
2011, when we are already talking about Hallyu 3.0. This song gained popularity among fans,
as indicated by Hallyu successes in Europe, such as the first successful concert of K-pop
groups under the management of SM Entertainment, which includes Girls Generation. At this
point, we can speak of successfully targeted marketing to Europe, but the success was not as
long lasting as it was with K-pop in Japan, where Korean songs were resung to Japanese.
They were released and that is still practiced today.

The real question is why the success of K-pop in Europe was not the same as it was in Japan,
for example. Although there are many thoughts on the reasons, we could point to the fact that
Europe does not have just one official language, although we could talk about the official
languages of the European Union, which include English. This is one possible reason why the
great success of K-pop English songs has come only in America, and although there have
been successful attempts in Europe as well, the popularity has not sustained. Looking at

9 See: TRUST, G: BTS Blasts Onto Hot 100 at No. 1 With ‘Permission to Dance,’ The Kid LAROI & Justin
Bieber Bow at No. 3 With ‘Stay’. [online]. [2022-09-20]. Available on: <https://www.billboard.com/pro/bts-
permission-to-dance-number-one-hot-100>.

10 RUSSELL, M. J.: K-Pop Now! The Koran Music Revolution. North Clarendon : Tuttle Publishing, 2014, p. 4.



Section 1

Hallyu 4.0, when success is noticeable mainly due to social media, American playlist makers
often did not include K-pop among the music broadcast. The playlist creators themselves
knew that K-pop was booming in America, but K-pop had not yet reached the level of success
of “homegrown” artists and therefore was not given enough space. However, this comes with
new songs in English, where K-pop is no longer collaborating with Western artists who have
tried to ride the wave of their success on social media, but is a standalone in the global
marketplace. Among other things, with the advent of Hallyu in the global market, we can
speak of continuing changes in the media landscape based on the acceptance of diversity in
media representation, which is not only about people, although we find the origins in greater
racial diversity in the film industry, but also in media products. This is what has helped K-pop
in America and subsequently in Europe, where there is a tendency to adopt trends from
America.

1 Objectives and Methodology

The aim of the paper is to identify Korean music production on the Slovak airwaves with an
emphasis on the space given to solo artists, groups and collaborations with Western
musicians. The research sample is selected among all Slovak radio stations that broadcast via
frequency or online. For data selection, we use quantitative content analysis, which has been
further characterized by J. Hendl as a reliable, researcher-independent method of data
collection that can be done quickly in a relatively short time.!! The sample we will work with
is each broadcast of one of the Slovak radio stations, which we specify in Table 1. The basic
premise of the deliberate sampling is that each of the singled out radio stations has at least
once played a Korean song, or a song sung by a Korean performer, group, either alone or in
collaboration with Western performers. In this paper, we work with each radio station’s
broadcasts from 2012 onwards, or from the date of inception if the radio station started
broadcasting later.

Table 1: List of Slovak radios that played (at least) 1 k-pop song.

BB FM Radio Radio Aetter Radio SiTy
BestSound Radio Beta Radio Slovensko
Bratislavské radio Radio Expres Radio Snina

Dobré radio Radio Frontinus Radio Sirava

Europa 2 Radio GO DeeJay Radio Sport

Europa 2 Movin’ Radio Hit FM Radio Start

FIT Family radio Radio Kiks Radio Topolcany
FRESH Radio Radio Kosice Radio Viva

Fun radio Radio Liptov Radio X

Fun rdadio Dance Radio Max Radio FM

Fun rdadio Danubius Radio Melody FM Rock Arena

Fun radio Letné hity Radio One SKY radio

Fun rdadio Novinky Radio Parada Slobodny vysielac
Fun rdadio Running Radio Party Trnavské radio

Fun radio TOP 20 Radio Patria tvojeRADIO.sk Dance
Chillibeat Radio Radio pre Zivot tvojeRADIO.sk PopHits

' Compare to: HENDL, J.: Kvalitativni vyzkum. Praha : Portal, 2005, p. 46-49.
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INRO Radio Regina Stred WOW radio

Kiss Radio Radio Regina Vychod WOW radio Nitra
PLAY Radio SK Radio 9 Zahordcke radio
Radio Rebeca Radio Regina Zapad

Source: own processing, 2022

We can achieve the primary objective outlined above by setting 4 sub-objectives that further

describe the issue. The sub-objectives are as follows:

¢ to find out how many K-pop songs are played on Slovak radio stations;

e to find out whether the songs by Korean artists are more played than those in which they
collaborate with other Western artists;

¢ to identify whether songs by groups or soloists are more frequently played on Slovak radio;

¢ identify which Slovak radio station provides the most space for K-pop.

Based on the research questions set and the nature of the quantitative content analysis, we will
make 2 assumptions that will be verified or falsified after the analysis. The assumptions we
set are as follows:

Al: The more often K-pop is played on Slovak radio stations, the more often songs with
English lyrics are played.

A2: The more K-pop songs are aired on Slovak radio, the more often they are songs by
groups.

In this paper, we will not distinguish whether the main performer in the collaboration is a
Korean or a foreign performer, and therefore the songs in question, although they may not be
explicitly in the typical K-pop style, will also be considered K-pop. Songs that are the result
of a collaboration between Korean performers and foreign performers will be treated as
collaborations, but collaborations between Korean performers will not.

2 Results

In this paper we included 59 Slovak radio stations in which we identified the K-pop songs
played. There were 24 in total (Table 2), and the results show that K-pop songs outnumber
those in which Korean artists collaborate with foreign artists (Figure 1). The results indicate
that K-pop songs (58%) have a higher frequency on Slovak radio than songs in which Korean
performers collaborate with Western performers (42%). There were 37,144 K-pop or K-pop
collaborations played on Slovak airwaves by September 22, 2022, with listeners more likely
to listen to K-pop alone (Figure 2). The ratio between K-pop (67%) and K-pop with
collaboration (33%) also corresponds to the results in Figure 1.

Table 2: List of sonis that have been broadcast at least once on Slovak radio.

. Blackpink ft. . Lovesick
BTS Dynamite Selena Gomez Ice Cream Blackpink Girls
Don’t MONSTA X ft. Jungkook ft. | Left and
BIS Leave Me'? Steve Aoki Play It Cool Charlie Puth | Right

12 Authors’ note: The song is sung in Japanese but since it’s not a result of collaboration with Western artists, we
consider this song as a part of K-pop.
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BTS Fake Love Blackpink Ddu Ddu Ddu Ddu Lisa Money
BTS ft. Lisa ft. DJ
Benny Bad Blackpink ~ ft Snake,
Blanco, Decisions Lad Iéa a * | Sour Candy Ozuna, Sg
Snoop ybag Megan Thee
Dogg Stallion
BTS ft. | Boy With . . . Gangnam
Halsey Luv Blackpink Kill This Love PSY Style
BTS ft. | My Blackpink ft.
Coldplay Universe Cardi B Bet You Wanna PSY Gentleman
BTS Permission |\ gy pnink How You Like That PSY ft. CL | Daddy
To Dance

. PSY ft.

BTS Butter Blackp.mk ft. Kiss And Make Up SUGA That That
Dua Lipa

Source: own processing, 2022

NUMBER OF AIRED SONGS

58%

m K-pop

m K-pop collaboration

Figure 1: Number of songs broadcast on Slovak airwaves

Source: own processing, 2022

NUMBER OF ALL SONGS PLAYED (2012-2022)

m K-pop

m K-pop collaboration

Figure 2: Number of songs broadcast in Slovak airwaves

Source: own processing, 2022

The difference in the proportion of all songs broadcast by solo artists and groups is indeed
different (Figure 3). Approximately every fourth song among the 24 songs belongs to a solo
artist, in Slovak airplay we are talking in particular about the artist PSY, who had his first
success in Slovakia thanks to the song Gangnam style. The number of songs by soloists is 7
(29%) and by groups 17 (71%). It was the success of PSY that managed to change the
proportion of all songs broadcast (Figure 4), as there were more songs from soloists (53%)
than from groups (47%) up to 22" September 2022. Although there were fewer songs from
soloists (7) than from groups (17), it was songs from soloists that were more frequently

broadcast.
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NUMBER OF INDIVIDUAL SONGS

m K-pop group

m K-pop soloists

Figure 3: Ratio of k-pop songs by groups and soloists
Source: own processing, 2022

RATIO OF ALL AIRED SONGS

YYLZ3  ® K-pop groups
m K-pop soloists

Figure 4: Proportion of all aired songs by groups and soloists (2012-2022)
Source: own processing, 2022

3 Evaluation of Results and Discussion

3.1 Assumptions

As mentioned earlier in the paper, we have set 2 assumptions that we will verify or falsify in

this section:

o Al: The more often K-pop is played on Slovak radio, the more often songs with English

lyrics are played. Since we included all songs on which performers collaborate with
foreign artists as songs with English lyrics, we found that only 33% of the aired songs have
English lyrics (see Figure 2), and therefore we did not confirm Assumption 1. The
hypothesis could not be confirmed due to the uneven ratio between the broadcast songs of
soloists and groups. This is mainly due to the fact that the most played solo songs in our
country have their origins in 2012, but songs from groups, or songs on which K-pop
groups collaborated with foreign artists, start after about 2017.

o A2: The more K-pop songs are aired on Slovak radio, the more often they are songs by

groups. Although the number of songs from Korean soloists is smaller than that from
groups, this is not reflected in the frequency of all songs broadcast. From 2012 to 22"
September 2022, Slovak radio broadcast 17,333 songs by Korean groups and 19,811 by
soloists. It is those numbers that falsify Assumption 2. Most of the solo songs were from
artist PSY, who had success in 2012 and again in 2013. The solo songs section is
dominated by Gangnam Style and Gentleman, which were aired in a total of 18,023 out of
the total number. The most played song among the groups is My Universe by BTS ft.
Coldplay with a count of 6,139.
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3.2 Results and Findings

The aim of this thesis was to identify K-pop on Slovak airwaves, with an emphasis on solo
artists, groups or collaborations with Western artists. There were 24 unique K-pop songs aired
in Slovakia from 2012 to 22" September 2022, with a total of 37,144 songs aired on Slovak
radio. We found that the most played song was PSY’s Gangnam Style, but it should be noted
that the song in question was the first K-pop song to be played on radio in Slovakia. It has
been played on the radio since 2012, which actually reduces the significance of the most
played K-pop song in this territory. For an example, take the song Butter, which was released
in 2021. It was played 3,703 times on Slovak airwaves in less than 2 years. On the other hand,
we must note that the song Butter is in English, as well as Permission To Dance or Dynamite,
and this helped the K-pop group to get on Slovak radio stations whether collaborating with
Western artists or not. In total, 10 of the 24 songs we worked with are the result of
collaborations between K-pop and Western artists. This is not a significant difference between
the two variables, but there are more preferred or more played songs by K-pop groups or solo
artists in Slovak airplay that do not collaborate with Western artists. We can also point to the
fact that songs by groups that collaborate with Western artists are more represented on Slovak
radio than songs by soloists that do not. However, this is not reflected in the results, because it
is the soloists who are more played than the groups. Based on all the findings, we have come
up with perhaps the most interesting result of the research, which is the ranking of Slovak
radio stations according to how many K-pop songs they give space to (Table 3). Most often
these are local radio stations, but listeners can also listen to K-pop on multi-regional radio
stations.

Table 3: Ranking of Slovak radio stations by number of unique K-pop songs

Order Radio Number Order Radio Number Order Radio station Number
station station
Radio Dobré L g
1. Pardda 15 21. adio 3 41. Radio X 2
Radio Fun radio Slobodny
2. Aetter 13 22. Letné hity 3 42. vysielac 2
FRESH Radio tvojeRADIO.sk
. Radio ) PRl Kosice . ik Dance 2
Radio L g tvojeRADIO.sk
4. Expres 8 24, Radio One | 3 44. PopHits 2
Radio WOW  radio
5. | Europa 2 8 25. P 3 45. Nitra 2
6. | Radio SiTy | 8 26. BestSound | 2 46. Radio Start 2
Radio Europa 2 Fun radio
% Liptov 7 2 Movin' 2 Gk TOP 20 !
8. | Rddio Beta |7 28. Fun radio 2 48. Radio Rebeca | 1
Dance
g, | FIT Family | o 29. Fun radio | 49. | Radio Kiks | 1
radio Danubius
L g . Fun radio Radio Melody
10. | Radio Snina | 6 30. Novinky 2 50. FM 1
11. | Rddio Viva | 6 31. Fun radio | , s, | A |y
Running Zivot
12. | SKY radio | 6 32. Chillibeat | 57, | Radio Regina | |
radio Stred
13. | WOW rddio | 6 33. INRO 2 53, | Radio Regina |,
Vychod
L g Kiss Radio Regina
14. | Fun radio 5 34. Radio 2 54. Zipad 1
Radio PLAY L
15. Frontinus 5 35. Radio SK 2 55. Radio 9 1
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16. | Trnavské | s 36. Radio GO | , 56. Rédio Sirava | 1
radio DeeJay
Zahoracke Radio Hit L 5.

17. adio 5 37. FM 2 57. BB FM radio 1
Radio Radio -

18. Patria 4 38. Max 2 58. Radio FM 1
Radio Radio

19. Slovensko 4 39. §por : 2 59. Rock Arena 1

20. Blrfa.tzslavske 3 40. Radzow )
radio Topol¢any

Source: own processing, 2022

Conclusion

Korean popular music has been given space on Slovak radio, but we cannot speak of a
balanced ratio to Western and Korean production, as 24 songs is not much and in relation to
the number of K-pop songs produced annually it is a fraction of the total number. On the other
hand, we can highlight the willingness to often play songs that listeners don’t understand or
perhaps don’t know. In Slovakia, as many as 59 Slovak radio stations have created space for
K-pop, and if we speak in terms of the dual system in Slovakia, both types of broadcasters
have provided space: public (5) and private (54). How K-pop songs are selected by individual
radio stations can only be determined by comprehensive research of individual radio stations.
Currently, questions are being raised regarding the manipulation of music charts, through the
re-streaming of songs, the creation of playlists on music streaming platforms that contain the
same song multiple times. However, the question is whether this is actually manipulation,
since the listener has to listen to the song. Of course, this is an unnatural style of listening to
music, but it is not illegal, and it would therefore be advisable to keep an eye on the issue,
especially for K-pop fans, where the phenomenon is a trend and the most common
phenomenon.

Nowadays, various media content is shared all over the world. It is impossible to set
boundaries as to where and to whom all this content can reach. It is the same with K-pop,
which has come a long way from cultural proximity to more distant countries, where it has
seen great success. Although it is also present in the Slovak media environment, namely in
radio broadcasting, it does not have enough background and cultural understanding here to be
accepted by the masses. When Korean music production reached Europe, it won the hearts of
many fans and the general public. However, more than 10 years have passed since then, and
success has remained only among fans. In the meantime, Hallyu has made its way to more
distant parts of the world, more specifically to America, where it continues to be a success to
this day. There may be several reasons for the short-lived success of K-pop in Europe:
language, otherness — ‘Asianness’, racial difference or lack of space in the media, but
nevertheless, interest in K-pop has returned. We assume that the reason for this is the
popularity of Hallyu in America.

After 2015, more attention began to be paid to racial diversity even in American productions
usually watched by mainstream audiences. As J. RadoSinskd, Z. Kvetanova and L. Rusiiakova
write, there is currently a gendered segmentation of global film audiences, although we can
also classify audiences according to other sociodemographic criteria. We suggest that the
acceptance of non-Caucasian superheroes in American productions has influenced the racial
acceptance of these actors in Europe. We know that all media industries, namely music and
film, are closely intertwined, and therefore it is very likely that racial acceptance in America
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allowed K-pop to re-emerge among the general public in Europe as well. This has once again
brought Hallyu to the attention of non-fans, but this time with English songs, of which there
are more than when Hallyu was in its 3.0 phase. The question is what the future of K-pop will
be after its success in America. If we compare the success of songs in which Korean artists
sing in English and those in which they sing mostly in Korean, we can see that Korean songs
are unlikely to achieve the success of English songs. This can have 3 possible consequences:

1. if Korean performers continue to sing in Korean, interest in K-pop in Europe will again
decline and fans will remain loyal listeners of the genre;

2. if Korean performers choose to sing in English and try to use Western templates, standards
and structures in their song writing, they will lose the ‘Korean’ label;

3. if Korean performers choose to sing in both English and Korean, that is, to release albums
of Korean songs and individual singles in English, there may be a conflict between the
genres and ideologies of the songs they have been working with. This can result in the loss
of previous fans who may switch to other Korean artists, but also an increase in new fans
who like the diversity.

The above assumptions are pessimistic, but very realistic, being aware of the rapidly changing
trends, interests but also socio-cultural aspects. Of course, acceptance will increase, but
Europe and more specifically Slovakia will not be able to accept Korean language songs for a
long time yet. The reason for the boom around Gangnam Style was not the lyrics, but the
catchy melody and dance. Although the song Gentleman has a strong presence on Slovak
airwaves, the whole success was based on Gangnam Style because the same template was
used. In the same way, we can also look at PSY’s Daddy song, which was no longer destined
to become a success like Gangnam Style or Gentleman was. Its radio play was short-lived
even though it reused the same template as Gangnam Style. This was due to the loss of a sense
of novelty and freshness, compared to other songs from the West. K-pop is known for its
distinctive features that are not identical to Western music production, although one might
argue the point today when many contemporary Korean songs are produced by Western
composers and influenced by Western elements. On the other hand, however, it is Korean
music society that oversees the sound and the various aspects that a Korean song should fulfil
in order for it to be considered K-pop in the true sense of the word. It would be interesting to
address these features in future research that focuses on the definition of K-pop, as short
definitions of the nature of the music do not adequately describe the genre.
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Research and Development Agency (APVV) No. APVV-21-0115, titled ‘Hypermodern Media
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PATENT MEDICINE IN THE HISTORY OF ADVERTISING -
PARALLELS AND CONNECTIONS WITH THE COVID-19
PANDEMIC OR WHICH FALSE REPORTS ABOUT
THE CORONAVIRUS ARE STILL BELIEVED IN THE 2157
CENTURY

Dasa Franié, Jan Visnovsky

Abstract:

The study focuses on the topic of advertising history and patent medicine and its connection with the global
situation caused by the coronavirus pandemic during the last two years. The intention of the authors is to point out
the development of this type of advertising and its parallels in the context of the pandemic of the 2 1% century. It
the first part, it explores an interesting period during the late 19" and early 20" centuries in the USA — the so called
“era of patent medicine”. The aim of this part is to explain the reason why these products originated, what kind of
products they were, what was typical for their promotion and to highlight the impact of this product category on
advertising. In the second part of the study, the authors describe the phenomenon of patent medicine in advertising
in the context of the pandemic situation caused by the coronavirus. Restrictive measures to prevent the spread of
coronavirus and lockdowns have caused people to reduce social contact and start working and learning from their
homes. The digital space has become not only the primary source of information, but also a space for the spread
of conspiracy theories and hoaxes. During the pandemic, we witnessed a massive wave of misinformation, and
identifying false messages and hoaxes by recipients became a serious problem. In a questionnaire survey on a
sample of 204 respondents, the authors of the study were interested in their opinion on fake news related to
coronavirus and other medical topics that have recently appeared in the media and resonated with the public.

Key words:
Adpvertising. Hoax. Misinformation. Pandemic. Patent medicine.

1 Introduction

Fake news and otherwise distorted content have been around since time immemorial. They
became more widespread after Gutenberg’s invention of the printing press, which was one of
the preconditions for the emergence of journalism. However, untruths and misinformation
appeared even before the advent of newspapers and magazines, when their predecessors —
newsletters and pamphlets — carried unverified and often fabricated information. With the
development of the cheap six-copy press, particularly in the United States in the first half of the
19 century, news that we would nowadays describe as fake became a common feature of
newspapers. This phenomenon came to the fore prominently during the last decade of the 19t
century, and the historiography of journalism refers to this stage as the period of yellow
journalism.!

Communication expert Krajéovic stated that although fake news has existed much longer than
social networks themselves, it is social networks and social media that have contributed
significantly to its massive spread among users. The phenomenon of fake news is also becoming
topical in the context of the development of the phenomenon of the so-called ‘underground
wave’, which is a way of using various technologies, including social networks and social
media, to obtain information from their users themselves instead of using official sources.
However, recognizing whether or not it is fake news is often a problem even for experienced

' VOITEK, J.: Dejiny amerického novinarstva v periodickej tlaci. In VOIJTEK, J. et al.: Dejiny svetovych
novinarstiev (anglického a amerického). Trnava : FMK UCM, 2010, p. 203.
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users of the Internet and social networks.? These facts were markedly reflected in the
information about the coronavirus and gained momentum in the context of the development of
a vaccine against the infection and the subsequent vaccination and the massive campaign
recommending it.> Although the pandemic has gradually receded into the background, the
situation in Ukraine has once again witnessed another wave of infodemia, which has required
a more vigorous response from the competent actors, including in the form of legislative
changes. The study deals with the issue of patent medicine, the promotion of which has been
associated with the dissemination of misleading, unverified and often even life-threatening
information about these ‘medical’ products. Often based on conjecture, rumours and fabricated
effects, the use of such products has had negative impacts on people’s health. Here, too, we can
see some parallels with the coronavirus pandemic in the 21% century, when the public faced a
wave of infodemia about coronavirus and vaccination.

2 Patent Medicine: The Reasons for Its Emergence and Its Communication

Patent medicine is an essential part of the history of advertising in the United States. It had its
greatest heyday at the turn of the 19" and 20" centuries. There is an explanation for this timing.
Between 1861 and 1865, the Civil War, also known as the North versus the South, raged in the
United States. It was a conflict between the northern and southern parts of the USA, the causes
of which lay mainly in the significant economic differences between the two parts. While the
North was more economically advanced, more industrialized, the South was predominantly
focused on agriculture.* The reason for the worst conflict in U.S. history was also due to
different views on the topic of slavery, as in the South slaves, mostly blacks, worked on
plantations and were traded like any other commodity. The war took the lives of more than six
hundred thousand people, and thousands more were wounded. What is important to note,
however, is that the worst killer was not the war itself, but various diseases such as malaria,
pneumonia, and dysentery. Soldiers often lived in terrible conditions, without adequate or
indeed any food, which only fueled the spread of disease. The military doctors did not have
enough medicines, so they used various preparations, which, however, often contained a large
proportion of addictive substances or a high alcohol content.> The war left serious long-term
health effects on many of its direct participants, and many continued to take these “medicines”
after the war was over. This was also one of the reasons for the rise in popularity of patent
medicine.

As Sivulka® further notes, Americans many times had no choice. Settlement westward caused
many to live in areas where there were no doctors and so when health problems arose others
reached for products of this type as they had no other medicines available. This is confirmed
by Minar’, who argues that the late 19" century was characterized by dynamic industrial and
transport developments and changes. People were settling the remote reaches of the endless

2 KRAJCOVIC, P.: Socialne média a falosné spravy v ¢ase pandémie Covid-19. In BRNIK, A. et al.: Megatrendy
a média 2021: Home Officetainment. Trnava : FMK UCM, 2021, p. 60.

3 Compare to : PRAVDOVA, H., IMRECZE, A.: Crisis of Communication Practices in the Covid Era. In
KVETANOVA, Z., BEZAKOVA, Z., MADLENAK, A. (eds.): Marketing Identity. COVID-2.0. Trnava : FMK
UCM, 2020, p. 493-494.

4 MENDELOVA, D.: The Birth of American Advertising. In Communication Today, 2018, Vol. 9, No. 2, p. 7.

3 SIVULKA, J.: Soap, Sex and Cigarettes. Boston : Wadsworth, 2012, p. 34-35.

¢ Ibidem, p. 34-35.

7" MINAR, P.: Dejiny reklamy: Cim sii pre sicasnii reklamu inspirativne carovné elixiry, hadie oleje a ind
,,patentovand medicina “? [online]. [2022-08-04]. Available at: <https://strategie.hnonline.sk/blogy/2019104-cim-
su-pre-nas-inspirativne-carovne-elixiry-hadie-oleje-a-patentovana-medicina>.
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Americas and knew that the nearest doctor was miles away, and this in an environment of still
very poor transport accessibility (railways were still being built). Therefore, they needed
something that would help them medically both preventatively and acutely and without having
to travel anywhere.

Another factor influencing the spread of patent medicine was the fact that Americans at this
time knew very little about human physiology, biochemistry, or endocrinology. They were
simply looking for quick solutions to their health problems. They did not have the same
confidence in doctors as they do today. Also, hospitals, when they were available, were often
seen as places where people went to die.® Patent medicine originally meant medical preparations
that were guaranteed by the government because of their exclusivity. However, miracle cures
and coloured bottles promising instant relief were not patented. Many manufacturers, especially
small family-run businesses, used mainly plant extracts combined with alcohol or other
addictive substances to produce ‘medicine’. These were rather ‘quack’ preparations, which
often had the wrong proportions of ingredients and had different effects, and could even cause
death. There were no standards or regulatory measures to determine the ratio of the different
ingredients in the preparations. As a result, these preparations had questionable effects, and the
contents of individual medicines were often secret.’

Thus, the term patent medicine is mainly used to refer to products such as elixirs, tonics, and
ointments that were available on the market in the U.S. in the 19™ and early 20™ centuries, but
for the most part had no proven efficacy and their safety was also questionable.!? By the mid-
19% century, the production of such medicines had become one of the most important industries
in America. As mentioned earlier, many preparations contained large doses of alcohol, which
some described as “therapeutic”, and therefore they were comfortable with the use of such
preparations. Worse still, some of them contained morphine, cocaine or opium, and even some
sources state that the substances included kerosene, mercury or radioactive substances.!!
However, they offered, or so their manufacturers claimed, quick, convenient and cheap relief
from a variety of ailments: arthritis, depression and mental illness, indigestion, liver problems,
lack of hair growth, and they were popular with women to relieve pain during menstruation.
Children were given medicines to aid their growth, digestion, or improve their blood counts. 2
It was not uncommon for preparations to be given to quite small babies. Parents did want to
help their children with colic or other ailments, but many times the use of these preparations
had literally tragic consequences. Medicine was available for almost any ailment or illness.
Preparations were publicly traded and easily claimed to cure or prevent any disease, from the
aforementioned problems to tuberculosis, venereal disease, and cancer.!> However, what was
the real and biggest problem was that these so-called medicines were not even patented, let
alone really having any real healing effects.

8  Quack Cures and Self-Remedies: Patent Medicine. [online]. [2022-08-04]. Available at:
<https://dp.la/exhibitions/patent-medicine/1860-1920/?item=1289>.

° History of Patent Medicine. [online]. [2022-08-04]. Available at: <https://www.hagley.org/research/digital-
exhibits/history-patent-medicine>.

10 Patent Medicine. [online]. [2022-08-04]. Available at: <https://www.merriam-
webster.com/dictionary/patent%20medicine>.

'WMEIER, A. C.: 15 Curious Quack Remedies from the Age of Patent Medicine. [online]. [2022-08-04]. Available
at: <https://www.mentalfloss.com/article/85554/15-curious-quack-remedies-age-patent-medicine>.

2 Quack Cures and Self-Remedies: Patent Medicine. [online]. [2022-08-04]. Available at:
<https://dp.la/exhibitions/patent-medicine/1860-1920/?item=1289>.

13 History of Patent Medicine. [online]. [2022-08-04]. Available at: <https://www.hagley.org/research/digital-
exhibits/history-patent-medicine>.
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Medicines promised to cure any health problems. This was not only written on the packaging
of the products, but advertising also worked with such claims. As the industry flourished with
these products, advertising immediately responded. Newspapers and magazines were full of
advertisements for products providing instant relief and quick help. Some publishers did not
want to publish and advertise miracle elixirs, so manufacturers had to find other ways to
publicize and present their products. Outdoor advertising and painted messages in the form of
leaflets began to be used. The language used in advertising communication was unrealistic,
promising something that was not possible.'* Advertising exaggerated, gave products qualities
they did not have, used superlatives that were not supported by evidence or otherwise verified.
For example, Parker’s tonic brought back excellent health and strength, treated coughs and
asthma by rejuvenating the blood, also provided cures for rheumatism, nervousness and kidney
problems. All this was promised by the advertising visuals.

In Figure 1 we see an advertisement for another strength-restoring remedy from the prairies,
the effects of which were known to the ancient Indians. It was intended to cure rheumatism,
liver problems, indigestion, and all blood problems. The headline at the bottom of the
advertisement is interesting, saying that just as the sun is certain to melt ice, so is this
preparation certain to cure.

Figure 1: Sequah s 011 & Prairie Flower — demonstration of the promotion of patented medicine.
Source: MEIER, A. C.: 15 Curious Quack Remedies from the Age of Patent Medicine. [online]. [2022-08-04].
Available at: <https:/www.mentalfloss.com/article/85554/15-curious-quack-remedies-age-patent-medicine>.

So, as we can see, more than 100 years ago we were already experiencing the practice and
dissemination of fake news, false information and so-called disinformation. Of course, criticism
did not take long. Some doctors, but also pharmaceutical companies, criticised patent medicine.
They claimed that these preparations did not cure diseases, rather the opposite. Moreover, they
supported the fact that people did not seek proper treatment that could be effective. Another
argument was that these products caused addiction to alcoholic and other intoxicants.

The advertising for these products therefore often had an aggressive tone and could be described
as deceptive and misleading. These were unethical methods of promotion which, of course,
contributed to the bad image of advertising in general. The public began to perceive advertising
as a dishonest business, not to mention trust or respect advertising as a profession.!> On the

14 MENDELOVA, D.: The Birth of American Advertising. In Communication Today, 2018, Vol. 9, No. 2, p. 15.
IS TUNGATE, M.: Adland: A Global History of Advertising. London : Kogan Page, 2013, p. 30.
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other hand, the power of advertising can be seen in the example of patent medicine. By 1900,
total sales of patented medicines in the US reached $75 million.!®

Of course, this was mainly due to the fact that there were no government regulations or laws to
regulate the sale or actual promotion of such medicines. However, this changed in 1906 when
—the US Congress passed the Pure Food and Drug Act, which was supported by then President
Theodore Roosevelt (1858-1919). The Act required labels to be printed with the substances that
each drug contained, a significant step in public health. However, it was also the first law ever
to regulate certain forms of advertising. Thus, advertising gradually became more regulated and
professionalised, and other measures requiring truthfulness and honesty in advertising were
gradually passed, gaining momentum with the spread of electronic media, especially
television.!’

Using the phenomenon of so-called patent medicine, our aim was to show how misinformation
and untruths could be disseminated even in the past, when electronic and especially Internet
media were not available. It is all the more possible to observe how quickly and with what
impact misinformation is spread nowadays, especially with the use of Internet media.!®
However, other facts should not be forgotten. Medical topics have always been extremely
popular with the public and have been a particularly popular subject of discussion, and this is
no different today. The difference with the past, however, is that the impact of their
dissemination via the Internet, especially social media, is enormous.!” Not only the serious
media, but also news agencies and non-governmental organisations are tackling this problem
and responding to it in the form of various legislative and governmental measures, whether
national or multinational.

3 Infodemia: The Fake News Pandemic at the Time of the Covid-19 Pandemic

When the SARS-CoV-2 coronavirus pandemic hit the world in 2020, society and media
discourse also began to talk about a pandemic of fake news, misinformation, hoaxes, half-truths
and propaganda. In his study, the Dutch media theorist Deuze stated: “If is perhaps also not
surprising, from this point of view, that most of the debates and discussions about the pandemic
do not just concern the virus and its impact, but focus especially on the roles of expert
information provision, news coverage, government communications, and social media. It is
clear that the coronavirus pandemic is a mediatized event as much as it is a virus that infects
millions of people around the world. "

There are hundreds of disinformation and hoaxes about the coronavirus. One of the first false
reports about the coronavirus to spread on social media was that wearing face protection due to
inhalation of carbon dioxide slows reflexes and dulls the senses. Another unconfirmed piece of

16 PRESBREY, F. S.: The History and Development of Advertising. New York : Doubleday, 1929, p. 16.

17 VISNOVSKY, J.: Televizia v Spojenych tatoch americkych: histéria, fakty, suvislosti. Trava : FMK UCM,
2014, p. 32.

18 VISNOVSKY, J., RADOSINSKA, J.: Introductory Chapter: Journalism Facing Both Pandemic and
‘Infodemic’. In VISNOVKY, J., RADOSINSKA, J. (eds.): Fake News Is Bad News: Hoaxes, Half-truths and the
Nature of Today’s Journalism. London : IntechOpen, 2021, p. 2.

19PUKIC, M., SIC, D.: Regulation of Fake News and Hate Speech on Social Networks. In DPUKIC, M. (ed.):
Movements European Realities New Developing Trends. Osijek : Academy of Arts and Culture J. J. Strossmayer
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information was that the virus was artificially created in laboratories. The United States blamed
China for its escape from the laboratories, while Russian and Iranian officials in turn blamed
the Americans. Other hoaxes claimed that the coronavirus was spread by 5G networks and
killed by alcohol, or that testing was a hidden method of creating a gateway of infection to the
brain, or that the coronavirus did not exist at all.2!

Equally, the development of the coronavirus vaccine and its administration has triggered a
further wave of misinformation, spread primarily through social media, which has resulted in
lower uptake of vaccination in some countries. Back in January 2021, the Ministry of Health of
the Slovak Republic set up a web portal www.slovenskoproticovidu.sk to provide information
on vaccination, vaccines, their benefits, but also possible side effects. The website also
introduced the personalities who decided to support the information campaign with the central
theme “vaccine is freedom”. Publicly known authorities, including the President of the Slovak
Republic, Zuzana Caputova, took part in the campaign. The Ministry of Health of the Slovak
Republic also joined the fight against vaccination hoaxes through its Facebook account, which
has more than 220,000 followers to date.?? A massive pro-vaccination campaign was carried
out in all media. Social media, especially social networks, are an extremely effective means of
spreading falsehoods and hoaxes and a prerequisite for their further spread. There are several
reasons for this. Social networks are an extremely popular medium among the young and
middle generation, who use them not only as a tool for disseminating information, but also as
an information source. The level of critical thinking and the willingness to verify information
from multiple sources is relatively low, which makes the recipient prone to trust misinformation
and conspiracies and spread them — whether consciously or unconsciously — further. According
to the Globsec Voices of Central and Eastern Europe survey of June 2020, 56% of the
population in Slovakia believes conspiracy theories and disinformation reports. Slovakia ranked
the worst of all the countries surveyed, behind Bulgaria, Romania and Hungary.?3

The European Commission and its executive bodies, but also the Member States, are aware of
the need to combat fake news and hoaxes. The European Commission has stated that the
coronavirus pandemic has been accompanied by a massive wave of false and misleading
information and attempts by foreign actors to influence the debate in the European Union.
Misleading health information, dangerous hoaxes with false claims, conspiracy theories and
consumer fraud are putting public health at risk, it said.>*

In the past period, the European Union institutions have produced several strategic documents
defining the basic contours of action against disinformation at the European level, including
Tackling Online Disinformation: a European Approach and Action Plan against
Disinformation. These responded, in particular, to Russia’s disinformation campaigns and
propaganda against the European Union, which are framework documents that identified
concrete steps to preserve democratic values in Europe. At the same time, they serve as a
starting point for the development of strategic documents for dealing with disinformation, in
particular the European Democracy Action Plan and the Digital Services Act.

21 KACINCOVA PREDMERSKA, A.: Koronahoaxy. In KVETANOVA, Z., GRACA, M. (eds.): Megatrendy a
média 2020: On the Edge. Trnava : FMK UCM, 2020, p. 48-49.

22 Official Facebook Page of Ministry of Health of Slovak Republic. [online]. [2022-08-18]. Available at:
<https://www.facebook.com/search/top?q=ministerstvo%20zdravotn%C3%ADctva%?20slovenskej%20republik>.
23 HAIDU, D., KLINGOVA, K.: Voices of Central and Eastern Europe — Perceptions of Democracy &
Governance in 10 EU Countries. Bratislava : Globsec, 2020, p. 46-47.

24 Tackling Coronavirus Disinformation. [online]. [2022-08-19]. Available at: <https://ec.europa.eu/info/live-
work-travel-eu/coronavirus-response/fighting-disinformation/tackling-coronavirus-disinformation_en>.
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As regards the Slovak Republic, in 2021 the Government adopted the Security Strategy of the
Slovak Republic, according to which the strategic security interests of Slovakia include the
readiness of the state and society to respond effectively and in a coordinated manner to hybrid
threats, including disinformation, and ensuring a functional cyber, information and
communication security system. The Strategy responds to the need to face both global and local
security challenges and threats. The number and scale of subversive and coercive activities by
various actors using disinformation and propaganda to disrupt or manipulate decision-making
mechanisms in the state, to influence public opinion in their favour and to destabilise the
political situation, including by covertly supporting various extremist, paramilitary and political
movements aiming at disrupting the existing constitutional order and the functioning of public
institutions, is increasing. The public is exposed to the increasing spread of misinformation and
conspiracy theories that can endanger human health, disrupt the cohesion of society or provoke
public violence and social unrest. Hybridisation is most pronounced in the targeted
dissemination of propaganda and disinformation against the democratic system and the
anchoring of the Slovak Republic in NATO and the EU. In the fight against disinformation and
propaganda, the Slovak Republic will focus on the establishment of a coordinated national
mechanism for increasing resilience to disinformation and information operations. The aim is
to strengthen structures and decision-making processes for early identification, assessment and
response to disinformation, as well as the implementation of systemic measures. The Slovak
Republic will support the development of critical thinking, especially among young people, and
will use best practices and recommendations of international organisations as well as expert
NGOs in the field of countering disinformation and propaganda.?

The National Security Agency shut down the disinformation website Main News in early March
2022. It did so in accordance with the amendment to the law on cyber security and on the basis
of the documents provided and evaluated by the state security forces.?® The website remained
non-functional until the present day. The blocking institute was introduced by an amendment
to the cyber law adopted as part of measures related to the situation in Ukraine.

The level of critical thinking and the willingness to verify information from multiple sources is
relatively low, which makes the recipient prone to trust misinformation and conspiracies and
spread them — whether knowingly or unknowingly further. In his research, Krajcovi¢ focused
on whether Slovak Internet users had encountered hoaxes related to COVID-19, whether they
were able to identify these messages and how they affected them. The results showed that
almost 80% of the 429 respondents had encountered fake news about the coronavirus.
According to the survey, only half of the respondents (52%) were able to detect hoaxes, 38%
of the respondents did not know that they were reading fake news report and 10% of the
respondents did not know that they were reading a hoax at all. They only found out later. The
survey also showed that almost half of the respondents (47%) were concerned after reading the
hoax.?’” Based on the survey results, we can assess that Internet users have a problem with
decrypting fake news in the digital space and we expect this situation to get worse.

25 Bezpecnostnd  stratégia  Slovenskej  republiky  2021. [online]. [2022-08-05]. Available at:
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MARKETING IDENTITY: METAVERSE IS THE NEW UNIVERSE

4 Research Design: Misinformation about Coronavirus and Respondents’
Perception of It

This study presents a thematically delimited selection of the results of a questionnaire survey
conducted in January 2022, the objectives of which were to find out how respondents perceive
fake news, which information they consider to be fake, from which sources they draw
information, through which channels they most often come into contact with fake news, and
what they focus on when identifying information. The aim was also to define which fake news
the respondents believe most often and what the socio-demographics of such respondents are.

Information was collected through an electronic questionnaire created on the Google platform,

which consisted of 28 questions. Within the identification questions, we collected the

respondents’ gender, age, highest educational attainment, social status, and the region in which

they live. Metric questions focused on respondents’ information sources, perceptions of their

credibility, and an assessment of whether respondents could identify fake news. We were

interested in the respondents’ opinion about the prevalence of fake news related to coronavirus

in Slovak society:

1. mandatory testing of the Slovak population against COVID-19 served to chip the
population,

2. the vaccination is intended to chip the population,

3. vitamin B17 deficiency is to blame for the cancer,

4. the Roma receive medicines free of charge in pharmacies and are favoured.

The questionnaire, which was completed by a total of 204 respondents between 5™ January
2022 and 31% January 2022, was distributed via the social networks Facebook and Instagram
and the Choose Info Facebook account. Due to the fact that the survey was not representative,
its results cannot be generalized. However, it provided interesting information on how
respondents perceive fake news and whether they are inclined to believe it.

Regarding the structure of the sample, out of 204 respondents, 139 were women and 65 were
men. Most respondents were in the 18 to 24 age group (42.6%). The second largest group was
those aged between 25 and 34 (31.4%), followed by those aged between 35 and 44 (8.8%) and
those aged between 45 and 54 (8.8%). The 55-64 age group accounted for 3.9%. Respondents
aged 65 and over made up 2.5% of the sample, and those aged under 18 (2%) also took part in
the questionnaire.

Secondary education with a high school diploma was attained by 37.3%, first degree by 27.5%,
second degree by 26.5% and third degree by 2.9% of respondents. The highest level of
education attained was primary education by 2.5% of respondents and secondary education
without matriculation by 3.4% of respondents.

In terms of economic status, 40% of respondents were employed. This was followed by students
(35.8%) and self-employed (13.7%). Almost 5% of respondents indicated that they were on
maternity or parental leave, 3.4% were retired, 2% were unemployed and one respondent did
not want to answer the question. In the Banské Bystrica region were 33.8% of respondents, in
the Trnava region 20.6% of respondents and in the Bratislava region 17.2% of respondents.
8.3% of respondents live or reside abroad. 5.4% of respondents indicated that they live or stay
most often in the Zilina region. 4.4% of the respondents indicated the PreSov region. This was
followed by the Trencin Region, the Nitra Region (3.4%) and the KoSice Region (2.9%). One
respondent did not answer this question.
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Which Misinformation about Coronavirus Do We Believe?

The report that the mandatory testing of the Slovak population against COVID-19 was used to
chip the population is trusted by 5 women (3.59%) and 1 man (1.54%). The results show that
this false report is trusted more by women than by men. Most of the women who identified the
fake news as definitely or rather true are in the age group of 18 to 24 years. All female
respondents have attained secondary education with a high school diploma. Those who
indicated that they trusted the fake news live mostly in the Banska Bystrica region (50%) and
abroad (50%). All respondents indicated that they acquire information through the Internet —
50% of them acquire information through news portals and 50% through social networks. Most
of the men who identified fake news as definitely or more likely to be true are in the 65 and
over age group. 100% of them have completed secondary education with a high school diploma,
and all of them who indicated that the information is definitely or rather true live in the Banska
Bystrica region.

Respondents get their information via the internet and social networks. We found that this fake
news is trusted by both young people and respondents who are older. In the age category 18 to
24, we observed that 33.33% trust the fake news, and at the same time 33.33% of men and
women who are over 65 consider this news to be more likely or definitely true. Most people are
from the Banska Bystrica region and reported their highest educational level to be secondary
school with a high school diploma.

The false report that vaccination is used to chip the population is trusted by 6 women out of 139
respondents (4.32%) and 2 men out of 65 respondents (3.08%). The results show that this false
report is trusted more by women than men. Most of the women who identified the fake news as
definitely or rather true are in the age group of 18 to 24 years. Secondary education with a high
school diploma was attained by 50% percent of them and equally 50% of the female
respondents had completed primary education. All respondents (100%) who trusted this false
report were from the Banska Bystrica region. They also all stated that their main source of
information was the Internet. 50% of them get information through news portals, and also half
of the respondents said that they use social platforms for this purpose.

Based on the information we have gathered, we would argue that more women than men trust
the false vaccination and testing messages that have emerged in the wake of the global
pandemic. Through our analysis, we found that more women in younger age groups believe the
fake news about chipping. We identified a representation of consent in all age groups except
the 35 to 44 age group. The majority of respondents who agreed with the statement stated that
they lived in the Banska Bystrica region and had achieved a university degree with a high school
diploma (37.5%).

The claim that the incidence of cancer is caused by vitamin B17 deficiency was trusted by 7
women out of 139 respondents (5.04%) and 0 men out of 65 respondents (0%). The results
show that this false report is trusted more by women than by men. The possibility that it is more
likely to be true was only indicated by women. Most of the female respondents who trust this
fake news are between 35 and 44 years old. Fifty per cent of them have completed secondary
education with a high school diploma, and half of the female respondents said that they have
completed a first degree in higher education. All of them live in the Banska Bystrica region.
The respondents stated that they get their information via the Internet. At the same time, 75%
of them indicated that they search for information through news portals and 25% of them
indicated that they search for information through social platforms. Not a single respondent
indicated the possibility that this information is definitely true.
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37 women (26.62%) and 6 men (9.23%) trusted the false report that Roma receive free and
favoured medicines in pharmacies. The results show that this false report is trusted more by
women than by men. Most of the women who identified the fake news as definitely or rather
true were in the age group of 25 to 34 years. Secondary education with a high school diploma
was attained by 40% of female respondents. 26.67% of the female respondents had completed
first degree and the same percentage was observed among the female respondents who had
completed second degree. Fake news was trusted by 6.66% of female respondents who had
attained secondary education without matriculation. The largest number of respondents who
identified the report as probably or definitely true live in the Banska Bystrica region (46.66%).
In the age category 25-34 years, all female respondents who trusted this false report indicated
that they most often get their information through the Internet. At the same time, 80% of them
said that they search for information on social networks and 13.33% answered that they get it
from news portals. Among those who indicated that the fake news was definitely or more likely
to be true, the highest proportion of men were in the 18-24 age group (50%) and had attained a
first-level university degree. 66.66% of them live in the Bratislava region and 33.33% in the
Nitra region. All respondents in this age group stated that they most often get their information
from the Internet. At the same time, 66.66% of them stated that they get information through
social networks. Among the responses, we noted that respondents get information through press
releases. This option was indicated by 33.33% of them. We found that more women than men
trusted the fake news about favouring Roma. At the same time, the results showed that this fake
news is trusted by people with the highest attainment of secondary education with a high school
diploma, as well as by respondents who have attained first and second level university
education.

5 Conclusion

In the context of the coronavirus, fake news began to emerge almost immediately after its
confirmation. The place of their spread was mainly social networks and the Internet.?® The most
frequent were information related to the use of medicines, information about the origin of the
coronavirus, information about various preventive measures and ways to protect oneself from
the virus, news about schools opening early or about the return of dolphins to Venice, among
many others.

Although our research was not representative and the results cannot be generalised, it has
yielded interesting and, compared to other similarly oriented research, discussion-worthy
results. For example, respondents believe that Roma receive free medicines in pharmacies and
are favoured. 21% of the respondents trust this statement. The results showed that more women
than men trusted it. These were women in the age category of 25 to 34 years, most of whom
had secondary education with a high school diploma and live in the Banské Bystrica region. As
far as men are concerned, this fake news is mainly believed by young men aged 18 to 24, who
have attained a first degree and most of them live in the Bratislava region.

However, a significant difference from the past can be seen in the impact and influence of fake
news on the recipient and society as a whole. Whereas previously fake news was spread by
word of mouth or in printed form and generally did not cross community boundaries, nowadays
it spreads almost unrestrictedly in the digital space and its impact on the individual, the
community or society as a whole is clear. These messages have spread mainly in the social

28 KRAJCOVIC, P.: Socialne médié a falo§né spravy v ¢ase pandémie Covid-19. In BRNIK, A. et al.: Megatrendy
a média 2021: Home Officetainment. Trnava: FMK UCM, 2021, p. 62.
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networking environment through sharing in private groups, but also among friends and through
private messaging. Users discussed them, commented on their content and often, knowingly or
unknowingly, spread them further.?® This has been evident not only during the coronavirus
pandemic, the subsequent testing and vaccination, but also today, when we are witnessing not
only the disinformation digital war during the ongoing conflict in Ukraine3?, but also other
battles being fought on other ‘fronts’. We will see how the media, national governments,
multinational entities, NGOs, recipients and other actors deal with this pandemic of fake news,
hoaxes, disinformation and propaganda.
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CRITICAL THINKING AND ITS APPLICATION IN VIRTUAL
REALITY

Alexandra Gazicova

Abstract:

Virtual reality has huge potential for education. On the other hand, its expansion has certain risks, especially
regarding abuse in favor of individual opinion groups. The aim of this paper will be to show how critical thinking
can be applied within this field. This aspect can significantly contribute to distinguishing true and false information
in the virtual space and at the same time not violating the right of others to free opinion. However, regulation,
which is not always at a sufficient level, also plays an important role in this regard. We see this phenomenon
especially on social networks. We will present initiatives that deal with critical thinking in Slovakia, but also
selected initiatives from abroad. Some tools to limit disinformation media are already in use in Slovakia, but these
are rather ad hoc solutions and not systemic changes. The paper will therefore also focus on state interventions
and the introduction of elements of critical thinking into the educational process and within the whole Slovak
soclety.

Key words:
Critical Thinking. Disinformation. Legislative Adjustments. Opinion Groups. Social Media. Virtual Reality.

1 Introduction

Critical thinking is something like a theory, strategy, method, or process for grasping
knowledge. It is a complex phenomenon that covers several abilities and skills. The goal is to
learn to deal with information through this analytical model. It is important that we know how
to search or filter relevant information, build arguments and think about possible weaknesses
and strengths. When preparing for a debate, we must think about possible counter-arguments
and prepare for them, thereby learning to perceive the problem from multiple perspectives.
Critical thinking calls for interdisciplinarity and knowledge from different fields is integrated
here. In this process, we also perceive different points of view, we have the opportunity to put
ourselves in certain situations and social roles.!

Part of critical thinking is also the ability to distinguish correct arguments from incorrect ones.
When we assess arguments and their correctness, we are also affected by various errors in
reasoning, which are related to the internal mechanisms of our mind, but also by argumentative
fouls that can be deliberately set on us by someone else. Errors in reasoning include, for
example, confirmation bias, which is characterized by the fact that we tend to believe things
that match our previous beliefs and fit our ideas. So we see what we want to see. Another
cognitive distortion is the “halo effect”, which consists in the fact that, based on the first
impression we have of someone/something, we also assess its other characteristics and create a
general evaluation of the given person/thing according to it. An argumentative foul is, for
example, a personal attack where, instead of valid arguments, a person uses insults and
evaluates another person instead of making a correct argument about the issue. There are many
people living in our society with different opinions, but we have to realise common decisions
and we should strive for mutual understanding. This is connected with the knowing of the
opposite opinion, of course if it is presented by quality media. This then offers us a more
comprehensive view of the matter, and we can form a less pronounced opinion, which will be
more objective — although opinions will probably never be completely objective. Reading news

'KAHNEMAN, D.: Thinking, Fast and Slow. London : Penguin Books, 2012, p. 34.



MARKETING IDENTITY: METAVERSE IS THE NEW UNIVERSE

in other world languages can also help us in this case.? The need to educate critically thinking
individuals is not new, but it has become a prominent problem due to the unrestricted access to
information through rapidly developing technologies and the significant democratization of
information and news creation. In the 1990s, the requirement to educate critical thinking people
was explicitly declared and there were recommendations to carry out selection for filling job
positions not on the basis of ability tests, but on the basis of tests identifying the level of critical
thinking.’

The importance of critical thinking is increasing with the continuous expansion of the social
networks and internet media space. The fact is that the regulation of information disclosure on
these platforms is not regulated enough, which brings confusion and chaos. Penalties for
spreading false claims and hoaxes are weak, so their authors do not have to worry about
sanctions or other punishments. After revealing the truth, it is sufficient just to delete the hoax
and the matter is closed. However, the original message is often shared by thousands of people
and thus automatically enters social circulation. Secondary sharing is thus not limited in any
way. There are many such examples in Slovak conditions and we see them on a daily basis.
These are ordinary internet/social networks users, but also political representatives, civic
activists, famous personalities, etc.

2 Methodology

The research problem is the absence of a sufficient framework for regulating the spread of false
news and the low level of knowledge of the population about distinguishing true and false
information. It is clear that this state has deeper causes and they have been highlighted in the
last two years when we have had to deal with the coronavirus pandemic and in recent months
also with the war conflict in our close neighborhood. We will try to evaluate the trends of
thinking of Slovaks in the given period and highlight the causalities resulting from the acting
of disinformation media. In the article, we mainly use the analysis method, while the basis for
us are relevant sources from the field of critical thinking, virtual reality and news services. In
addition, we use findings from research by the Slovak Academy of Sciences, which focused on
the level to which Slovaks trust pro-Kremlin narratives justifying or defending the involvement
of Russian troops in Ukraine. It was conducted in March 2022 on a sample of 900 respondents.
We then compare the results with our own research of selected media, which we conducted
during September 2022. Through the interpretation of the findings, we try to clarify the
possibilities of involving elements of critical thinking in the educational process of young
people, but also lifelong education of different population groups of different ages. An
important aspect in this regard is also the Reuters report, which evaluates the trust of the
country’s residents towards the media. An essential document for the concept of the article is
the Action Plan for the Coordination of the Fight against Hybrid Threats for the years 2022 —
2024 and the Cyber Security Act, which in its updated version gives the National Security
Authority the right to block the content of websites that are evaluated as harmful to Slovakia’s
national interests. Any activity that causes or may cause a cyber security incident, fraudulent
activity, theft of personal or sensitive data, serious misinformation and other forms of hybrid
threats is called malicious activity.

2 KOZAROVA, N., GUNISOVA, D.: Stratégie rozvoja kritického myslenia vo vyucovani pedagogiky. Nitra : PF
UKF, 2020, p. 9.

* For more information see: BERNARD, R. et al.: Exploring the Structure of the Watson-Glaser Critical Thinking
Appraisal: One Scale or Many Subscales? In Thinking Skills and Creativity, 2008, Vol. 3, No. 1, p. 15-22.
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3 Results

As we mentioned, the Slovak Academy of Sciences survey showed relatively unfavorable results
about the state of critical thinking among Slovak citizens. The scientific team from the Institute
of Experimental Psychology conducted a survey on a sample of 900 respondents in March 2022.
The obtained data showed that 22 percent of the respondents believe the reports justifying the
involvement of Russian troops in Ukraine. To a large extent, it depends on the content of
specific messages. The lowest trust was in the news that the war in Ukraine is staged and actors
and actresses are paid to film it (11%), or that Ukraine is developing nuclear or other radioactive
weapons (13%). On the contrary, more than a quarter of people believe the often repeated
reports, for example, that Russia is trying to disarm and denazify Ukraine through military
intervention in Ukraine (28%), that the war in Ukraine was deliberately provoked by the
Western powers and that Russia was only responding to their provocation (34%), or that
genocide was committed against Russian minorities in the east of Ukraine (27%).* The
explanation lies primarily in the value orientation of people. The findings show that trust in pro-
Kremlin narratives justifying the involvement of Russian troops in Ukraine goes hand in hand
with sympathy for Russia. People trusting some statements of Russian government officials or
pro-Kremlin media blame the war in Ukraine on the USA and Ukraine, and on the contrary,
they deny that Russia bears responsibility for this conflict. We also see a higher trust in pro-
Kremlin narratives among people who are convinced that we were better off in Slovakia under
the former regime than we are now, and at the same time they prefer a society ruled by one
strong and authoritarian leader over today’s liberal democracy principles. All these results
illustrate the well-known fact that people tend to trust such information that fits with their
opinions and worldview, and are more sceptical of news that contradicts their worldview.’

An interesting finding was also that trust in pro-Kremlin narratives about the war in Ukraine
was especially high among people who were also convinced of the truth of some conspiracy
theories about the disease COVID-19. While it is to some extent possible that some specific
personal and psychological characteristics make people more susceptible to receiving such
content, the large overlap between trust in pro-Kremlin narratives and conspiracy beliefs about
COVID-19 is likely also a consequence of the fact that these claims tend to spread through the
same information channels — for example, through the same groups or profiles on social
networks. These information channels are obviously popular in Slovakia and have a major
influence on public opinion. The analyzes also pointed to the fact that factors such as age or
gender do not play a fundamental role in trusting pro-Kremlin narratives about the war conflict
in Ukraine. Such reports are not exclusively subject to people with a lower level of education
or analytical thinking.6 It clearly follows that the need for education in critical thinking affects
not only high school and university students, but essentially the entire population in Slovakia.
In this view, not only the state, educational institutions and non-governmental organizations,
but also the media play an important role. The problem is that nowadays society is very
polarized and the media is not a very trustworthy institution accroding to many citizens.
Another reason is the fact that the news in the last two years has mostly been negative. The
younger and less educated part of the population avoids the news because it is difficult for them

* GALIKOVA, K.: Prokremel’skej propagande déveruje vyse piitina Slovdkov a Sloveniek. [online]. [2022-10-02].
Available at: <https://www.sav.sk/?lang=sk&doc=services-news&source no=20&news no=10256>.

5 SROL, J., CAVOIOVA, V.: Mesiac od vypuknutia vojny na Ukrajine: Ako nds zasahuje prokremelskd
propaganda a dezinformacie o vojne? [online]. [2022-10-02]. Available at:
<https://dennikn.sk/blog/2788260/mesiac-od-vypuknutia-vojny-na-ukrajine-ako-nas-zasahuje-prokremelska-
propaganda-a-dezinformacie-o-vojne/>.

8 GALIKOVA, K.: Prokremel’skej propagande déveruje vyse pitina Slovikov a Sloveniek. [online]. [2022-10-02].
Available at: <https://www.sav.sk/?lang=sk&doc=services-news&source no=20&news no=10256>.
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to understand its content. It often happened that even scientists, doctors or analysts were
questioned. The mentioned growth of social networks and the increase in the volume of news
in virtual space also contributed to this. Moreover, the level of interest in the information varies
depending on the specific state.

Surveys conducted in selected countries during April 2022 showed that interest in the news has
increased significantly since the beginning of the war (for example, in Poland or Germany). At
the same time, however, tendencies of selective avoidance of the news were also noted, mostly
due to the negative nature of the news. Confidence in the media in Slovakia reached a new
negative record — it fell to 26%. With that, our country, together with the USA, took the last
place out of the observed 46 countries. In the case of Slovakia, this is the lowest value since
2017. Low trust stems, among other things, from Slovaks’ belief that the media is not
independent. 74% of Slovaks think that the Slovak media is significantly influenced by political
circles, while in the case of the influence of powerful businessmen on media outputs, this
proportion rises to 75%. Slovaks are also gradually turning away from television and print
media as a news source, and the share of social networks, on the contrary, is growing. They
consume news mainly on the Facebook and YouTube platforms. However, Instagram
dominates the 18-24 age group. The ranking of the most popular social networks is completed
by Whatsapp and TikTok.”
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Source: CHLEBCOVA HECKOVA, A., SMITH, S.: Slovakia. [online]. [2022-10-03]. Available at:
<https://reutersinstitute.politics.ox.ac.uk/digital-news-report/2022/slovakia>.

:
g
:
O
&
8
i

The different presentation of information and its distortion also appear to be problematic, which
also results from our research during September. This has a significant impact on the
development of critical thinking in society. We compared the results of a survey related to the
preferences of the population in the victory of Russia/Ukraine in their mutual conflict. Two
surveys produced two different results, to which public opinion reacted immediately. In the
first, the majority of Slovaks wished for the victory of Russia rather than Ukraine in the ongoing

7 JAKABOVA, M.: Sprava Reuters: Dévera v spravodajstvo klesd, najmenej veria médiam Slovaci. [online].
[2022-10-08]. Available at: <https://infosecurity.sk/domace/sprava-reuters-dovera-v-spravodajstvo-klesa-
najmenej-veria-mediam-slovaci/>.
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war conflict. This resulted from a survey realized by the Slovak Academy of Sciences,
MNFORCE and Seesame at the beginning of September. A fifth of them answered that they
wanted a Russian victory, and more than half of the respondents wanted a Russian victory
overall. About a third of Slovakia’s population wants a victory for Ukraine, and about a fifth of
all residents want a clear victory for Ukraine. However, the answers were measured on a ten-
point scale, so it is very important how the results are interpreted. An opinion split was in public
opinion just in this context. A surprise is the attitude of people around 30 years old, who have
the most pro-Russian attitude of all age groups. An intuitive explanation could be that this is a
generation that no longer has a tangible experience with the occupation of Czechoslovakia in
1968.% On the other hand, this trend is socially dangerous and shows another reason for a deeper
implementation of critical thinking in the education of all population groups. It is also related
to knowing own history, because these events took place relatively recently — only 60 years
ago. We can see that a significant part of young people does not have sufficient information
about the context and circumstances that accompanied the functioning of the communist
regime. Today they believe that Russia is the only country that can ensure world balance and
stability.

The second survey was carried out by Globsec with the cooperation of Focus agency. It was
conducted between 21t and 27" of September on a sample of 1,009 respondents through
personal interviews. The question was: “How would you like the war in Ukraine to end?” We
assume that this survey is responding to the first one. Following the level of publicity and
misinterpretations associated with the first survey, they decided to conduct the second survey,
also in view of the changes in the development of the war situation. In this case, the structure
of the possible answers was simpler and this was also reflected in the results. However, the
Ukrainian successes at the front and the retreat of Russian troops from the acquired positions
could also contribute to the change in opinion. According to the survey, 47% of Slovaks want
the victory of Ukraine and 19% of respondents want Russia to win.’ As is evident, public
opinion in the case of the Russian-Ukrainian war can change essentially within weeks.
However, there is a lack of stable tendencies that would emphasize the desire for a democratic
solution and condemnation of Russian aggression against a neighboring state. For the
correctness, we must state that all the media we followed published the results of both surveys,
or emphasized their comparison. We analyzed the outputs of televisions 743, RTVS, Joj and
Markiza. The subject of research was reports in the main news program (broadcast from 18:30
and 19:00) during the first week of October. Joj and Markiza even addressed this topic twice in
a given week. In addition to the tolerance of pro-Russian narratives, the research results reveal
another phenomenon — the disinterest of a large number of residents, especially in the age
category under 35. They testify to a large degree of apathy in society. Approximately one third
of citizens do not care about the result or do not want to comment it, which is a very high
number given the extent of the conflict’s impact on the Slovakia’s security and the fact that it
takes place in our immediate neighborhood. This decline is often attributed to the shift away
from television and print media as a news source and the growth of social media. Slovaks
receive news more and more on the Facebook and YouTube platforms. Instagram dominates
the 18-24 age group. The ranking of the most popular social networks is completed by
Whatsapp and TikTok.

8 ViicSina Slovikov by si Zelala, aby vojnu vyhralo Rusko, tvrdi prieskum. Ukdzal, ako odpovedali voli¢i OLANO
aj Smeru. [online]. [2022-10-13]. Available at: <https://www.ta3.com/clanok/245958/vacsina-slovakov-by-si-
zelala-aby-vojnu-vyhralo-rusko-tvrdi-prieskum-ukazal-ako-odpovedali-volici-oano-aj-smeru>.

® Slovdaci si vo vojne Zelaju Ccastejsie vyhru Ukrajiny. [online]. [2022-10-13]. Available at:
<https://www.postoj.sk/115695/slovaci-si-vo-vojne-zelaju-castejsie-vyhru-ukrajiny>.
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The sources of information just mentioned are the most threatened by non-regulation and
manipulative tactics. This is used by e.g. disinformation websites. We found that the number of
which has more than doubled since the Russian invasion of Ukraine. Their circulation increased
to thousands of readers per day, and through their content they could spread lies and unverified
information with impunity. Therefore, state institutions had to react to the European trend and
prepare measures to eliminate their influence. They must have the means to prevent the spread
of illegal content, which purposefully angers society, destabilizes it and can ultimately endanger
the security of country. A fundamental step was the creation of a law to combat disinformation,
which was created by the Ministry of Investments, Regional Development and Informatization
of the Slovak Republic (MIRDI SR). In short, electronic service providers will be responsible
for controlling and managing harmful content on the internet. If they do not fulfill their
obligations, they can be sanctioned. The seat of the electronic service provider is not decisive.
The state authority as a regulator in this field also has the possibility to initiate the prevention
of the illegal content spread towards the electronic service provider. The legislation is inspired
by German example.!® The aim is not to dictate what is right and what is wrong, but to help
develop the critical thinking of citizens and increase their interest in analysis and verification
of the information they receive. Hybrid and information war is also a type of conflict, and
Slovakia is one of the targets of these paramilitary operations by Russia. On the other hand, the
boundaries of constitutional freedoms (in this case, especially freedom of opinion) are not
precisely defined in advance and in the form of some flat pattern. Any interference with this
freedom must be necessary for the purpose of realizing an important public interest. National
Security Authority (NBU) became the main regulator in this field and has the right to block
content deems dangerous. The first cases included well-known conspiracy websites as
hlavnespravy.sk, armadnymagazin.sk or infovojna.bz. Precisely defined, they are not cancelled,
they are blocked on the territory of the Slovak Republic, based on the administrative decision
of NBU. Cancellation means that the content is deleted, but in this case is not deleted, it is just
not available from the territory of the Slovak Republic.

Obviously, critical thinking cannot be enforced by legislation. However, especially in the last
year, state institutions in cooperation with the non-profit sector are trying to implement its tools
in schools and universities, but also among the general public. In July 2021 MIRDI SR
announced a call through with it wants to support the fight against disinformation and the
improvement of digital skills in schools and in state institutions. It is designed to increase
information literacy and digital skills, to acquire the skills needed to work with information
such as critical thinking, media literacy, the ability to analyze information sources, but also to
become familiar with digital tools and techniques in the fight against the spread of
disinformation. Supported projects should be aimed at education, creation of educational
materials, realization of workshops not only at schools, but also within various professional
groups. They should be aimed directly at high school and university students, their teachers,
state administration employees and the public. Civic associations, foundations, interest
associations of legal entities, non-profit organizations providing generally beneficial services,
non-governmental organizations, legal entities authorized to do business activities,
entrepreneurs, primary schools, secondary schools or universities can apply.!!

1" VLASATA, A.: Slovensko chce zacat iicinne bojovat's hoaxami aj na Facebooku. Takto to md vyzerat. [online].
[2022-10-15]. Available at: <https://www.startitup.sk/slovensko-chce-zacat-ucinne-bojovat-s-hoaxami-aj-na-
facebooku-takto-to-ma-vyzerat/>.

' Ministerka RemiSova: Boj proti dezinformdcidm a informacnii gramotnost podporime novou vyzvou v hodnote
120-tisic  eur. [online]. [2022-10-15]. Available at: <https:/www.mirri.gov.sk/aktuality/digitalna-
agenda/ministerka-remisova-boj-proti-dezinformaciam-a-informacnu-gramotnost-podporime-novou-vyzvou-v-
hodnote-120-tisic-eur/index.html>.
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4 Discussion

An optimal example is to follow up on the above-mentioned projects with other activities.

Several conditions must be met for the successful implementation of critical thinking aspects:

1. Active involvement of the state, its institutions and bodies that have the task of regulating
public space.

2. Involvement of schools and educational institutions in spreading awareness about threats in
the online space, media and on other information platforms.

3. To include teaching about critical thinking aspects in the curriculum, at least in high schools
and universities.

4. Active participation of the non-profit sector, civil associations, organizing workshops,
trainings, lectures, etc. on this topic.

5. Self-education of the largest possible number of residents.

A good example of cooperation between the state, private sector and public is the
implementation of hackathons. This new tool is gaining attention, currently focused on by
MIRDI SR, which will hold a series of 18 such events over the coming months. The first of
them took place in the recent days. 12 teams consisting of 40 experts, students and enthusiasts
from the field of IT met at the two-day event in Bratislava. The three best solutions from the
hackathon received the prize money, and their authors were also awarded by the Prime Minister
Eduard Heger and Deputy Prime Minister Veronika RemiSova. Based on the point evaluation
of the seven-member expert jury, the winning solution of the hackathon became the
“Infomentor” project, whose goal is to develop an educational application to increase media
literacy and support critical thinking of young people. At the same time, MIRDI SR will offer
the authors of the best projects a discussion on the possibilities of implementing the proposed
solution.!?

The topic of critical thinking reached such a high level that even the President of the Slovak
Republic, Zuzana Caputova, actively participated in it. In cooperation with her team, she
created a series of educational videos about social networks and critical thinking, which should
help to learn about the functioning of social networks, to better understand the work of
journalists or scientists, or to perceive errors in our thinking. Five parts are available for now.
The first deals with how social networks select the content you see on them. Knowing more
about the environment in which discussions most often take place today may go a long way
toward making them less shouting and more understanding. The second part discusses basic
journalistic habits and their common use on social networks. The third part presents how the
scientific methods work and why a single study summarized in an article with a tabloid headline
may not be enough to know the true state of scientific knowledge. The fourth part talks about
the addictive nature of social networks and their impact on mental health. The fifth and so far
the last part presents the forms of discussion and the art of discussing in a hostile environment.'?
The involvement of all the mentioned actors is a clear signal that this issue currently has a high
priority. With the cooperation of all the actors mentioned above, it is possible to increase the
level of critical thinking in our society. However, it is likely that in such a polarized

12 Vicepremiérka RemisSovd: Prvy hackathon proti hoaxom a dezinformdciam md svojho vitaza — projekt
vzdelavacej aplikacie na podporu kritického myslenia mladych ludi. [online]. [2022-10-16]. Available at:
<https://www.mirri.gov.sk/aktuality/inovacie/vicepremierka-remisova-prvy-hackathon-proti-hoaxom-a-
dezinformaciam-ma-svojho-vitaza-projekt-vzdelavacej-aplikacie-na-podporu-kritickeho-myslenia-mladych-
ludi/index.html>.

3 Mysli s hlavou Stdtu. [online]. [2022-10-17]. Available at: <https://www.prezident.sk/page/mysli-s-hlavou-
statu/>.
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environment, this process will take longer than one or two electoral terms. However, as we have
already stated, schools and universities are also an important part of this process, which should
capture knowledge about distinguishing true and false data just during student age.

5 Conclusion

Conflicts (recently especially military ones) are, in addition to real battles in the territory, also
accompanied by fighting online, in the form of sharing a lot of propaganda and disinformation,
which have been quietly mixed in with real news. If fake news and disinformation were a
problem before, in the current situation it is even more important to be able to recognize the
truth of individual information that flows to us daily from a number of sources. Articles, posts,
statuses, tiktoks and stories, all with so much information that only refined critical thinking and
a few good tools will help us sort through. Although we are slowly moving to control and limit
the spread of disinformation, there are still many online sites, forums and channels where such
information is constantly being spread. Disinformation websites should be avoided. By visiting
and reading them, we expand their reach and help earn money from displaying ads. Fake news
does not have to be long internet articles, they can also be in the form of funny pictures, short
posts or videos. Therefore, our society should take only information from verified sources as
true. Social media and their algorithms mostly only recognize the metrics of individual posts,
based on which they move them on. The greater the engagement from users, the more the
algorithm will move them forward. Sometimes posts with a high number of likes, comments
and shares may appear to be credible because we rely on verification from people who have
interacted with the post before us, but we can’t rely on that. The creators of fake news and
disinformation posts know well how this algorithm works. Therefore, they are created exactly
in such a way that they get shares and online support very easily. The success of all
disinformation messages rests on a common foundation, which aims to evoke emotion and fear.
These are emotional, shocking and intimidating headlines that compel people to read on and
convince the reader of their truth. Such reports often mix true facts with false ones to make
them difficult to verify and at the same time convince the reader that they already know the
information themselves. Therefore, it is crucial that there is sufficient regulation on these
platforms and possible sanctions to deter these creators from further similar activities. In a
situation where a huge amount of information passes through us every day, it is difficult to be
oriented in what is happening. But the situation demands that our information and decision-
making are not influenced by false information. There are a few things you can do to combat
misinformation — first and foremost, try to think critically.
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EVENTS IN THE METAVERSE

Slava Gracova, Martin Graca

Abstract:

Many various events were cancelled during the COVID-19 pandemic. It was caused by restrictions which were
made by government to protect health of people and society. Events and other parts of life were moved to online
world. Migration from offline to online was quite smooth. Main problem, that occurred, was that there were not
many platforms which could provide organizing events online. After two years of global pandemic these
technologies improved, and they now provide more opportunities and tools for making truly immersive and
engaging experience in online world when organizing and event. Current trend is making event in virtual reality —
specific into Metaverse. In this study, we will analyze current condition of events in Metaverse. We will define
basic terms and we will introduce reasons for increasing number of events in Metaverse from accessible research.
We will also analyze selected types of events which can be found in Metaverse and define basic terms. At the end
we will try to bring prognosis of the next event evolution in the virtual reality and possibilities and limits of the
virtual world in Metaverse.

Key words:
Events. Hybrid Events. Metaverse. Platforms. Virtual Reality.

1 Metaverse

The Metaverse term becomes more popular in 2020 and it was frequently mentioned
technological term in the next area. It was mentioned first time in Neal Stephenson novel Snow
Crash in 1992 as a three-dimensional virtual world inhabited avatar of real people.! We can find
many definitions. Some of them say, that Metaverse “is based on the convergence of
technologies that enable multisensory interactions with virtual environments, digital objects
and people such as virtual reality (VR) and augmented reality (AR). Hence, the Metaverse is
an interconnected web of social, networked immersive environments in persistent multiuser
platforms. It enables seamless embodied user communication in real-time and dynamic
interactions with digital artifacts. “*

Daniel Terdiman published an article Meet the Metaverse, your new digital home in 2007. He
assumed that in 2016 the Internet will be an all-encompassing digital playground where people
will be immersed in an always-on flood of digital information. Whether wandering through
physical spaces or diving into virtual worlds. That was the general picture painted in a draft
report obtained by CNET News.com that summarizes the conclusions of several dozen pundits
who met at the first Metaverse Roadmap Summit May 2006 to prognosticate the “pathway to
the 3D Web”.?3

Metaverse became more actual when Jensen Huang, the CEO of Nvidia, the nation’s most
valuable semiconductor company, in 2021 said, that is out to create the Metaverse, what Huang

' JOOYOUNG, K: Advertising in the Metaverse: Research Agenda. In Journal of Interactive Advetising, Vol. 21,
No. 3, p. 141-144. [online]. [2022-10-12]. Available at:
<https://www.tandfonline.com/doi/full/10.1080/15252019.2021.2001273>.

2 MYSTAKIDIS, S.: Metaverse. In Encyclopedia, 2022, Vol. 2, No. 1, p. 486. [online]. [2022-10-12]. Available
at: <https://www.mdpi.com/2673-8392/2/1/31/htm>

3 TERDIMAN, D.: Meet the Metaverse, Your New Digital Home. [online]. [2022-10-12]. Available at:
<https://www.cnet.com/culture/meet-the-metaverse-your-new-digital-home/>.
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describes a virtual world that is a digital twin of ours.* Another significant move was when
Facebook changed its name into Meta. They did not change just the name, they also came with
new infinity logo, focused also on Metaverse. Mark Zuckerberg said that Facebook will now
be just a related company as Instagram or WhatsApp.

The name change, which was announced by Zuckerberg during the company’s virtual reality
and augmented reality conference Facebook Connect, aligns with its growing focus on the
Metaverse, which refers to efforts to combine virtual and augmented reality technologies in a
new online realm.> Metaverse should be a place, where people will interact with each other,
work and make content. New world has potential to help people unlock new creative, social
and economic opportunities. ©

Immersion

Virtual Reality
Embodiment

Presence %

Identity Construction Metaverse

<>

Technologies Augmented Reality

Mixed Reality

Interoperable
Physical well-being

Open

Feycholagy Principles @®:

o4 Challenges Hardware agnostic

Ethics

Network
Privacy

Figure 1: Metaverse technologies, principles, affordances and challenges
Source: MYSTAKIDIS, S.: Metaverse. In Encyclopedia, 2022, Vol. 2, No. 1, p. 494. [online]. [2022-10-12].
Available at: <https://www.mdpi.com/2673-8392/2/1/31/htm>.

In connection with Metaverse we also talk about MetaSocieties as a company, which expands
human life into virtual world. “MetaSocieties in Metaverse has become an extremely important
and indispensable part of human’s work and life. The MetaSocieties running in the virtual
cyberspace can effectively break the space, time, and economic restrictions of humans, and
create a new way of life, work, and communication for humans in real societies.“” We assume
that MetaSocieties and real societies will function parallelly in the future. It means that every
human, business and city will have virtual human, virtual business and virtual city in
MetaSocieties. Metaverse should be a place where the real and virtual world will combine into
one and where people can also have real life in all areas.

4 SHAPIRO, E.: The Metaverse Is Coming. Nvidia CEO Jensen Huang on the Fusion of Virtual and Physical
Worlds. [online]. [2022-10-12]. Available at: <https://time.com/5955412/artificial-intelligence-nvidia-jensen-
huang/>.

S MURPHY KELLY, S.: Facebook Changes Its Company Name to Meta. [online]. [2022-10-12]. Available at:
<https://edition.cnn.com/2021/10/28/tech/facebook-mark-zuckerberg-keynote-announcements/index.html>.

6 MISKERIK, M.: Odbornik na IT A. Aleksiev: Spolocnost’ Meta md vietko, co potrebuje na vytvorenie nového sveta.
[online]. [2022-10-12]. Available at: <https://www.trend.sk/technologie/odbornik-it-aleksiev-spolocnost-meta-
ma-vsetko-co-potrebuje-vytvorenie-noveho-sveta>.

TWANG, F. et al.: MetaSocieties in Metaverse: MetaEconomics and MetaManagement for MetaEnterprises and
MetaCities. In IEEE Transactions on Computational Social Systems, 2022, Vol. 9, No. 1, p. 4. [online]. [2022-10-
12]. Available at: <https://ieeexplore.ieee.org/abstract/document/9697993>,
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2 Methodology

The main topic of this article is to analyse current state of organising events in Metaverse and
also to analyse types of events. We will present some types of events and their abilities and
their cons. In continuity of this article, we will work with available data, specifically with
research done on internet users older than 18 years in the USA. This data will serve us for the
illustration of interest in connection to Metaverse and of attendance on events in Metaverse.
Our main goal is to describe main cons, pros, and limits of this space in connection in organising
events. Based on mentioned data, we will try to formulate an estimation of future development.
This presented study contains basic characteristic of Metaverse as a relative new term. The main
benefit is to define events in Metaverse and indicate categories and types of these events.

3 Events in Metaverse

“A Metaverse event is an activity held in a virtual environment rather than a physical one. In
other words, instead of going to a concert hall, stadium, or auditorium, you attend the event
via a device in your home.”® In this decade, organizers perceive more than before the
technological progress, which brings many changes when we organize events. The movement
that came probably because of COVID-19 is becoming a huge part of this and it’s causing
increase in organizing events in Metaverse. We can divide events into several categories. It’s
the same in Metaverse. In 2022, were classified few categories Metaverse Events:

- Metaverse Concerts/Entertainment Events: On the Metaverse, participants can create
their avatars and get a sense of being present in the venue for real. And like in any live
concert, they can interact with each other — groove, laugh, and sing along.

- Metaverse Gaming Events: Instead of simply streaming games or watching someone play,
imagine being able to join the game and interact with gamers on an equal footing. While on
the organizer’s front, Metaverse gaming events unleash incredible earning opportunities.

- Metaverse Trade Show: Possibility of connecting exhibitors with buyer all over the world.
Exhibitioner can get somebody’s attention, support generating new customers and build new
selling way.

- Metaverse Graduation Ceremonies: Platforms like MootUp access lifelike avatars for
users to communicate 1:1 via video conferencing, chat, and video calls, unlocking an
immersive experience for the students, teachers, and parents attending the graduation
ceremony.

- Metaverse Award Functions: Event organizers need not have to book large spaces to
accommodate the guest list. They need a 3D model where all the glitz and glamour can
suffice. Attendees can create their avatars, chat with others, take pictures leveraging photo
booths, and move freely, building connections. Organizers can enable live Q&A and chat
sessions, platform integrations, and polls to maximize audience engagement and attention.

- Metaverse Job Fairs: Employers can access a larger candidate pool, screen the top ones
and engage with them. Corporations can also provide training, leveraging the interactive
powers that a 3D environment unlocks.

- Metaverse Product Launch: The product launch anticipation is for real. Brands can
capitalize on it in the Metaverse because, with innovation and creativity, the sky’s the limit.

8 NEVILLE, C.: Events in the Metaverse: How They Change the Industry. [online]. [2022-10-12]. Available at:
<https://events.com/blog/events-in-the-metaverse-how-they-change-the-industry/>.
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Businesses can showcase live or pre-recorded demos of your product, upload walkthroughs,
tutorials, and testimonials, and let your attendees place orders directly on the website.”

Within our analysis we will focus on corporate events, concerts and entertaining events. All of

them have certain specifics that had to be work in when we go into virtual world. When we

organize virtual event, we can choose from two types:

- Metaverse event — interactive meeting that takes place within an online platform. Metaverse
events are not limited to one location. Participants can join from anywhere in the world.

- Hybrid event — they offer personal contact and online space. Organizations have to
coordinate two types of programs. In-person guests are attending a networking session,
virtual attendees will need to engage in a different activity. '

3.1 Concert in the Metaverse

“A Virtual Concert is a performance that takes place in the Metaverse or a virtual world in
which a virtual avatar’s likeness is projected onto a virtual stage within virtual reality, synced
to pre-recorded music.”’!! Concerts in virtual space have their pros and their limits. They offer
several advantages in contrast to classical concert which is watched in the crowds. One of them
is an absence of travelling. You do not have to go anywhere. All you need to do is play the
concert in your living room. It can save your time. On the other hand, the atmosphere from the
real concert, where are present thousands of people, is not the same in the Metaverse. We do
not have technologies for that. Main benefit for singers and bands is that Metaverse offers
endless possibilities for them. They just have to engage their creativity. Space, avatars, clothes,
and everything else can be change in a second. The capacity in the place is not limited. In
Metaverse, concerts can be watched by unlimited audience.

Concerts

Justin Bieber had a concert on the Wave platform in the virtual world of Metaverse towards the
end of 2021. The performance lasted 30 minutes. He sang songs from his Justice album via his
avatar. Bieber’s avatar is not as vivid as the real person, it can cover up some shortcomings in
traditional concerts, such as the singer’s tone and image. It was his premiere debut in Metaverse.

® SHREYA: What Are Metaverse Events? — Ideas and Best Practice. [online]. [2022-10-12]. Available at:
<https://taggbox.com/blog/metaverse-events/>.

0 Metaverse  Events:  Ultimate Guide in  2022. [online]. [2022-10-12].  Available at:
<https://www.party.space/blog/the-ultimate-guide-to-metaverse-events/>.

' CHEN, H.: Virtual Concert in The Metaverse: The Future of the Musical Industry. [online]. [2022-10-12].
Available at: <https://www.eventx.io/blog/virtual-concert-in-the-metaverse-the-future-of-the-musical-industry>.
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Figure 2: Justin Bieber’s Metaverse concert
Source: COINYOUPIE: Justin Bieber’s First Metaverse Concert Surprised the World. [online]. [2022-10-12].
Available at: <https://coinyuppie.com/justin-biebers-first-metaverse-concert-surprised-the-world/>.

Travis Scott is another singer who sang live in virtual space. More than 12 million of people
have watched his concerts via online game Fortnite. His performance lasted around 10 minutes
and he presented himself as fully-animated avatar that was constantly changing throughout the
concert. “As Scott moved from song to song, his virtual avatar changed — first into a cyborg,
then a fluorescent spaceman. The landscape shifted and crumbled around players on an
enormous scale. ”'?

Figure 3: Travis Scott’s concert in Fortnite
Source: TIDY. J.: Fortnite’s Travis Virtual Concert Watched by Millions. [online]. [2022-10-12]. Available at:
<https://www.bbc.com/news/technology-52410647>.

2 TIDY. J.: Fortnite’s Travis Virtual Concert Watched by Millions. [online]. [2022-10-12]. Available at:
<https://www.bbc.com/news/technology-52410647>.
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Virtual concerts bring up many new challenges on various platforms. From creative to
marketing ones. Singers can promote their albums for not just their known audience. The
concerts can be watched by audience that came to virtual world for online gaming and the
concert was promoted in their background. There are many challenges which can be
experienced by singers but also by the audience in Metaverse. At the end, they can gain totally
different experience as on real concert.

3.2 Company Events in the Metaverse

During the COVID-19 there was an increase of company video-calls. They called with their
employees, customers and suppliers through Zoom, Google Meet or Microsoft Teams. And also
after restrictions these video-calls tools are still used in many companies. The main limit of
videocalls is in situation, when there is higher number of users. For example, when are 15
people on the videocall, you cannot see their faces on the screen. They are becoming
anonymous. Their attention is lacking when the call is long, because they have many impulses.
They can also procrastinate, work on other assignments or they can be online. Companies are
trying to eliminate some of the written lacks by moving these calls into Metaverse. Main
advantage is that it’s providing us more interactivity, bigger space, that is not limited with the
screen. Everybody can attend Metaverse calls, meetings or parties.

Gather

Gather is a virtual space which offers us to create various types of events. The visuality is like
2D games from 90’s. In this virtual world we can create rooms, which users can talk to each
others in groups or create a big room, that will be used for lectures. The principle of this
platform is simple. You just have to attend this room with your avatar and start to talk to another
avatars. If you come closer to other avatar, the web cameras will show up. Of course, you can
share files, content. If you need to give lecture in bigger room, people will meet up as avatars
and are ready to listen, interact to each other or they can leave to another room. You can send
them to other room if you want to set them aside to smaller groups when you are solving a
problem or having a teambuilding. The main advantage of Gather is the interactivity and
innovation in comparison to regular videocalls tools. The disadvantage can occur after long
time using this platform.

Figure 4: Gather Virtual Events
Source:  WANG, P.. Why the Metaverse Matters. [online]. [2022-10-12]. Available at:
<https://www.gather.town/blog/why-the-metaverse-matters>.
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Microsoft Mesh

Microsoft is working with mixed reality in Metaverse. Mesh is enabling use of holographic
collaboration in teams. After you put on Headset you can see other team members and work on
your project thanks to Holoportation. For example, when you create 3D models which are
displayed the same way as hologram. “Holoportation can mimic the real presence. It allows
for projecting yourself as a photo-realistic self to interact as if you are present there in person.
Thanks to modern technologies, users can engage with eye contact, gestures, and facial
expressions.”!3

Main advantage of Mesh is the reality Mix, Holoportation, virtual cooperation and ability to
connect from anywhere. The disadvantage is that Mesh is working exclusively in the Microsoft
Teams platform, and you also have to buy another hardware as HoloLens2. That’s why it is
quite expensive for companies to have it. Therefore, Mesh is more for the public to create and
communicate in small development teams.

Holoportation

Figure 5: Microsoft Mesh
Source: Own processing, 2022. See also: Microsoft Mesh. [online]. [2022-10-12]. Available at:
<https://www.microsoft.com/en-us/mesh#OneGDCWeb-Banner-dwowqgma>.

4 Discussion

When we do this research, we can ask ourselves, why the amount of events has increased in

Metaverse? As we said earlier, one of the main reason for organizing events in the virtual space

is the worldwide pandemic COVID-19. Other reasons can be the possibilities which Metaverse

is offering in the event sphere. We can expect that there will be higher growth in organising

Metaverse events in the future. It’s proved by available data from USA research on 1000

respondents older than 18 years. This research was done in December 2021. According to this

research:

- 74% of adults in the United States said they would join or were considering joining the
Metaverse.

- 41% of people wanted to join to experience things that aren’t possible in a physical reality.

- 40% are interested in communicating with others in the space.

- 38% think it would unite people in a positive way.

I3 MILYUTIN, Y.: How to Choose a Metaverse for Company Events in 2022. [online]. [2022-10-12]. Available
at: <https://learn.g2.com/metaverse-events>.
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Table 1: Share of adults in the United States joining or considering joining the metaverse for various reasons as
of December 2021

Joining or considering joining 74%

To experience things they can't in a

41%
physical reality

Think it could be a positive way to unite

38%
people

Want to escape their physical
surroundings

Want to communicate with others in the
space

40%

Foresee educational opportunities

Want to become a different person other
than their real self

0% 10 20 309 40% 50 609 70% 80 909

Share of respondents

Source: STATISTA. [online]. [2022-10-12]. Available at: <https://www.statista.com/statistics/1288048/united-
states-adults-reasons-for-joining-the-metaverse/>.

These statistics clearly represent that the public is primed for these experiences, which
effectively bring together all of these interests into one virtual adventure, and the rising number
of Metaverse events in 2022 should come as no surprise.

Another part of this research was focused if adult people have interest on visiting musical event

in Metaverse. This research was made in 2022 on 40 000 respondents. It was not focused on

any other types of events. According to results, which we can see in Table 2, these types of

events interest just 45% adult respondents. If we split this sample onto particular generation,

we get diversely results:

- Baby Boomers generation, as the oldest part of population has the least interest at this type
of event. Those are people born between 1948-1963. It’s just 25%.

- The X generation, people born between 1964-1978 have more interest, it’s 35%.

- Milenialls born between 1979-1991 have showed the biggest interest, around 61%.

- The Z Generation had 56%, people born after 2000.

We were working from Eduworld portal, when we split generations.'* Experts didn’t come to

an agreement in this topic.

14 KOCINKOVA, M.: Akd je generdcia Z? [online]. [2022-10-12]. Available at: <https://eduworld.sk/cd/jaroslava-
konickova/10542/vychovne-pristupy-ktore-pomahaju-vychovat-dieta-s-dobrym-srdcom>.
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Table 2: Share of internet users in the United States who would be interested in virtually attending a live music
event in the metaverse as of March 2022, by generation

All adults 174 %}
Millennials

Baby boomers

Share of respondents

Source: STATISTA. [online]. [2022-10-12]. Available at: <https://www.statista.com/statistics/1302440/us-adults-
virtually-attend-live-music-event-metaverse/>.

Around 74% of adults is considering joining to Metaverse (in USA), 45% people seem
interested to join musical event in Metaverse. These possibilities would be use by people that
have around 43 years and less, so people in productive age and also young ones, which do not
have problem using newest technologies. They approach new technologies as common part of
their life. Mentioned research represents actual situation and its conclusions cannot be
generalized on Slovakia. It is showing us actual state and interest about Metaverse in USA and
possible state in other European countries and in Slovakia.

5 Conclusion

We have characterised events, types of events in Metaverse in presented study. On the basis of
picked example, we analysed actual state in relative new environment. Apart from analyse we
presented the results of research in USA, which helped us to know actual state and interest on
joining the Metaverse and attendance musical events. It’s clear that Metaverse offers endless
possibilities in this area. Organising online event, because of COVID-19 and also how to
develop and extend to another areas. Everything has their pros and cons.

When you visit any type of event in Metaverse, you gain advantages:

- In the Metaverse is that there are no limits on attendance.

- Metaverse environment can be expanded to allow more attendees to enter.

- Attendees can create their own fully customizable avatars and then move about different
rooms as they choose, talking and gathering with other guests worldwide.

- Whereas physical events require significant investments of time and money in reserving the
space, seating, food, and decor, the Metaverse involves none of this.

- Virtual venues allow global audiences to attend without concern about travel expenses,
extensive planning, and possible interference from traffic and weather.
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- There is far more opportunity for people whose family obligations, such as caring for a child
or parent, might have prevented them from attending an event in a physical space.

- Traditional events can sometimes be limiting for people who are deaf or have significant
hearing loss. These guests can now communicate freely with anyone else in the room through
the use of closed captioning or sign language. Likewise, people whose physical mobility is
restricted can easily travel around the virtual space as they please.

- Language barriers don’t exist in a Metaverse event. With real-time translation, you can speak
to anyone from any country in the world regardless of whether you have a shared language.

Technological specifics of virtual world bring many other advantages. Virtual events in the
Metaverse can be more immersive than attending events in person. In a real-life experience,
you are often limited to a certain view or angle. However, virtual reality goggles allow for a
360-degree view of a high-definition, 3D environment.

Wearing haptic gloves or using game controllers also allows you to interact with the people and
things around you. Because you’re likely not to get tired, you can move about for as long as
you like, exploring different aspects of the event and meeting as many people as you want. '

Other various sources present similar advantages, for example:

- Social media can also be used as a great engagement tool — use event hashtags, encourage
attendees to post images of their highlights from the event, and get creative with other ways
to build a sense of community through social channels.

- Experience with multiple or single content. As with physical events, virtual events have the
ability to run multiple content streams simultaneously. This allows different speakers to host
sessions at the same time and attendees to choose which sessions they want to watch. If this
is not required for your event, then working with multiple materials is best.'®

Along many advantages, Metaverse also brings many disadvantages and limits when organizing

events:

- Difficulties in engaging. Engagement has become one of the most sensitive issues for online
events. The vast majority of participants in online events often or always solve extraneous
tasks while watching and listening to the content. It is also much easier to disconnect from a
broadcast than to get up and leave the first row of the hall.

- The online format highlights all the shortcomings of speeches — monotony of speech,
inaccuracies, inconsistency in speakers’ reports, and lack of quality content. The conclusion
naturally arises that, in order to keep the attention of participants, it is necessary to increase
the value of the content, give out information in a more concentrated way, squeeze highlights
out of each report, and prepare for questions.!”

We refill the disadvantages with another ones:

- Physical presence on events and having contact with live people is irreplaceable in online
world.

- You can communicate with other attendance but in reality, you can feel lonely.

SNEVILLE, C.: Events in the Metaverse: How They Change the Industry. [online]. [2022-10-12]. Available at:
<https://events.com/blog/events-in-the-metaverse-how-they-change-the-industry/>.

Metaverse ~ Events:  Ultimate — Guide — (2022). [online].  [2022-10-12].  Available  at:
<https://www.party.space/blog/the-ultimate-guide-to-metaverse-events/>.

Metaverse Events: Ultimate Guide (2022). [online]. [2022-10-12]. Available at:
<https://www.party.space/blog/the-ultimate-guide-to-metaverse-events/>.
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- When you attend an event, sometimes you have to travel there so you can discover new
places, countries and cultures.

- The sound experience is limited with our technology, you cannot replace a real music at
concert.

- Smell and taste cannot be reproduced.

- The technological equipment and connection to internet can be limited or unavailable for
someone.

The list of pros and cons can be even longer. New technologies always bring new challenges
which can we overcome but overall, progress takes time. The Metaverse concept is extensive,
and it strikes on different restrictions and limits. For example, price accessibility of component
for virtual reality is not accessible for everybody now. On the other hand, it shows us that we
can easily and effectively adapt on online world. Also, in areas which were not used as much
online as now. The main evidence is the number of events that were organized online during
COVID-19. The future can bring completely different use for Metaverse as is it now and we
can just guess that one’s it will look like in Ready Player One'? film. We will parallelly function
in physical world and in virtual world as avatars.

Acknowledgement: “This article was supported by the Operational Programme Integrated
Infrastructure, project name: “Addressing the societal threats posed by the COVID-19
pandemic”, project code: 3130114ASN4, co-financed by the European Regional Development
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BRANDS, PRODUCTS AND ADVERTISING IN METAVERSE

Michal Halaska, Pavel Vavruska

Abstract:

Metaverse has gained traction in the tech world in recent years. The major technology companies are investing
significant sums of money in the creation of the metaverse whose main feature will be the fusion between the
virtual world and the physical world using augmented and virtual reality technologies. It is expected that virtual
worlds will provide companies with new opportunities in ways of conducting business, interaction with brands,
products advertisement, etc. Although the technology and infrastructure do not yet exist to allow the development
of new immersive virtual worlds at scale, researchers are increasingly examining the transformative impact of the
metaverse across many industries such as, e.g., marketing, education, healthcare, etc. In this research, we focus on
marketing research, consumer brands, their marketing activities, and advertisement possibilities provided by
selected metaverse platforms. Firstly, a systematic literature review on marketing research in metaverse was
conducted with a focus on Scopus and Web of Science databases. Secondly, we performed a content analysis
utilizing categories representing a range of marketing concepts, including: consumer brand, product, metaverse
platform, and advertising options provided by selected metaverse platforms. Thus, the result of this research is an
analysis of the state of marketing research within the metaverse. Furthermore, we analysed the utilization of
metaverse from the perspective of selected consumer brands on one side and the advertisement options provided
by selected metaverse platforms.

Keywords:
Advertisement. Brand. Metaverse. Product. Virtual World.

1 Introduction

In recent years, major technology companies such as, e.g., Meta, Nvidia, Google, Apple, etc.,
started to invest an enormous amount of money in the metaverse. It is estimated that in 2026,
25% of people worldwide will spend at least 1 hour a day in the metaverse for digital activities,
including shopping, social interaction, and entertainment. The growing enthusiasm for the
metaverse suggests that consumers will increasingly accept a dematerialization of their
extended-self, leading them to ascribe greater value to virtual objects.! However, it is not clear
whether the possessions will be similar to those of the physical world. Thus, it is necessary for
brands to think about the impact of metaverse on consumer behaviour. In year 2021, Roblox
floated on the stock market, popularizing the concept of metaverse described as sustainable,
shared 3D virtual spaces. The Roblox platform has 8 critical features of the metaverse: identity,
friends, immersive, anywhere, low friction, variety of content, economy, and safety. Similarly,
Nvidia released Omniverse as a virtual working platform for the metaverse, and social company
Facebook changed its name to Meta, reflecting its growing ambitions towards the metaverse.?
The metaverse is spreading its influence in a way that is completely unique from previous global
culture influences. The global metaverse market should grow to 280 billion US dollars by
2025.% In fact, significant real-world market value investments have already been made in
alternate digital spaces like, e.g., Decentraland or Second Life. According to Lee and Kim,
companies and platform developers have to develop business models which play various roles
within the metaverse ecosystem such as, e.g., connection of values created in metaverse to real

U'PETIT, O. et al.: Consumer Consciousness in Multisensory Extended Reality. In Frontiers in Psychology, 2022,
Vol. 13, No. 1, p. L.

2WANG, J. et al.: Metaverse, SED Model, and New Theory of Value. In Complexity, 2022, Vol. 2022, No. 1, p. 1.
3 JEON, J. E.: The Effects of User Experience-Based Design Innovativeness on User-Metaverse Platform Channel
Relationships in South Korea. In Journal of Distribution Science, 2021, Vol. 19, No. 11, p. 85.
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world, changes to the way people use internet, the way they communicate, and the way they
work.*

Metaverse is a new type of internet application and social form that combines virtual and
physical world. Internet technology through the metaverse concept expands the possibilities of
interaction, access to information, and consumption, bringing opportunities and challenges to
companies and their marketing teams.> Even though the focus of this research is on marketing
activities, metaverse is going to impact many other areas such as education, healthcare, gaming
industry, management, manufacturing, retailing, etc. In metaverse, people can engage in social
activities such as discussing an issue, collaborating on a project, playing games, and learning
from experiencing or solving some problems.® Many companies have begun to adapt the
metaverse to increase brand appeal and engagement. In 2018, VR technology was used by more
than 170 million people, 62% of which said they felt engaged with a brand experiencing VR,
and 71% of consumers believe that brands using virtual reality are forward thinking in e-
commerce.’

The concept of metaverse is constantly evolving and developing. It is essentially impossible to
predict future developments in this area, as it is still in its early stages. However, the
development of the metaverse has to go through three progressive stages: digital twins, digital
natives, and co-existence of physical-virtual reality.® At the first stage, digital twins focus on
the ability to perceive and mirroring the properties of physical entities or characteristics of
human society. In the second stage, digital natives concentrate on native content related to the
real world. In the third stage, the metaverse will become a long-lasting self-sustaining virtual
world that can interconnect multiple virtual worlds within and blend with the real world.
Although the direction of building metaverse has gone through different stages after decades of
development, social activities in the virtual world have always been considered the core element
of the metaverse. Metaverse is based on VR (virtual reality), AR (augmented reality) and MR
(mixed reality) technologies which enable multisensory interaction with virtual environments,
digital objects, and people. In recent years, Metaverse has begun to use other emerging
technologies such as blockchain, cryptocurrencies, artificial intelligence, web 3.0, etc. Further
supporting technologies are network and computing technologies and video game technology.
Park and Kim provide a detailed description and analysis of all the technologies involved in the
development and use of metaverse (e.g., head-mounted displays, motion input devices, scene
and object recognition, motion rendering, agent persona modelling, language and multimodal
interaction, etc.).’

4LEE, U. K., KIM, H.: UTAUT in Metaverse: An “Ifland” Case. In Journal of Theoretical and Applied Electronic
Commerce Research, 2022, Vol. 17, No. 1, p. 624.

5 See: DE BRITO SILVA, M. J. et al..: Avatar Marketing: A Study on the Engagement and Authenticity of Virtual
Influencers on Instagram. In Social Network Analysis and Mining, 2022, Vol. 12, No. 1, p. 1-19. [online]. [2022-
10-30]. Available at: <https://link.springer.com/article/10.1007/s13278-022-00966-w>.

® HWANG, G. J., CHIEN, S. Y.: Definition, Roles, and Potential Research Issues of the Metaverse in Education:
An Artificial Intelligence Perspective. In Computers and Education: Artificial Intelligence, 2022, Vol. 3, No. 1, p.
1.

" MEKSUMPHUN, K., KERDVIBULVECH, C.: A New Study of Needs and Motivations Generated by Virtual
Reality Games and Factor Products for Generation Z in Bangkok. In BENNOUR, A., ENSARI, T., KESSENTINI,
Y., EOM, S. (eds.): Intelligent Systems and Pattern Recognition, Communications in Computer and Information
Science, Springer International Publishing. Cham : Springer International Publishing, 2022, p. 35. [online]. [2022-
10-30]. Available at: <https://link.springer.com/chapter/10.1007/978-3-031-08277-1 3>.

8 WANG, J. et al.: Metaverse, SED Model, and New Theory of Value. In Complexity, 2022, Vol. 2022, No. 1, p.
2.

® PARK, S. M., KIM, Y. G.: A Metaverse: Taxonomy, Components, Applications, and Open Challenges. In IEEE
Access, 2022, Vol. 10, No. 1, p. 4230.
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In this article, we focus on marketing research, consumer brands, their marketing activities, and
advertisement possibilities provided by selected metaverse platforms. First, a systematic
literature review on marketing research in metaverse was conducted with focus on Scopus and
Web of Science databases. Secondly, we performed a content analysis utilizing categories
representing a range of marketing concepts, including: consumer brand, product, metaverse
platform, and advertising options provided by selected metaverse platforms. We postulated
three research questions: RQ1) what is the current state of marketing research in the field of
metaverse; RQ2) how do consumer brands use metaverse; RQ3) what advertising options are
provided by selected metaverse platforms. The remainder of this article is structured as follows.
In section 2, we provide a literature review of metaverse concept. In section 3, we present the
methodology of the research. In section 4, we provide a systematic literature review of
marketing research in metaverse and content analysis content analysis utilizing categories
representing a range of marketing concepts, including: consumer brand, product, metaverse
platform, and advertising options provided by selected metaverse platforms. In section 5, we
present results of the research and finally, we conclude.

2 Literature Review

There is no single definition of metaverse. Dionisio et al. define virtual world as persistent
online computer-generated environment where multiple users in remote physical locations can
interact in real time for the purpose of work or play.!® According to Owens et al., metaverse is
a three-dimensional virtual world where people interact with each other and their environment,
using the metaphor of the real world but without its physical limitations.!! Nevelsteen defines
virtual world as a simulated environment where: many agents can virtually interact with each
other, act and react to things, phenomena and environment; agents can be zero or many
human(s), each represented by many entities called “virtual self” (avatar), or many software
agents; all actions/reactions/interactions must happen in real-time shared spatiotemporal non-
pausable virtual environment; the environment may consist of many data spaces, but the
collection of data spaces should constitute a shared data space, one persistent shard.!?
According to Diaz, metaverse is an immersive, three-dimensional, virtual and also multi-user
online environment, which allows people to relate to each other, socially and economically,
regardless of their location, using computer tools such as personified agents and simulation.'?
Lee and Kim identified main components of metaverse mentioned in each definition as follows:
avatar, world, synchronicity, interactivity, immersion and realism, social collaboration and
permanence.'* Yang et al. provide a different perspective on metaverse as a complete and self-
consistent economic system, a complete chain of the production and consumption of digital
items composed of four parts: digital creation, digital asset, digital market, and digital

19 See: DIONISIO, J. D. N., BURNS III., W. G., GILBERT, R.: 3D Virtual Worlds and the Metaverse: Current
Status and Future Possibilities. In ACM Computing Surveys, 2013, Vol. 45, No. 1, p. 1-19. [online]. [2022-10-30].
Available at: <https://digitalcommons.lmu.edu/cgi/viewcontent.cgi?article=1004&context=cs_fac>.

1 See: OWENS, D. et al.: An Empirical Investigation of Virtual World Projects and Metaverse Technology
Capabilities. In ACM SIGMIS Database: The DATABASE for Advances in Information Systems, 2011, Vol. 42,
No. 1, p- 74-101. [online]. [2022-10-30]. Available at:
<https://digitalcommons.unomaha.edu/cgi/viewcontent.cgi?article=1015&context=isqafacpub>.

2 NEVELSTEEN, K. J. L.: Virtual World, Defined from a Technological Perspective, and Applied to Video
Games, Mixed Reality and the Metaverse. In Computer Animation and Virtual World, 2017, Vol. 29, No. 1, p. 18.
13 See: DIAZ, J. E. M.: Virtual World as a Complement to Hybrid and Mobile Learning. In IJET, 2020, Vol. 15,
No. 22, p. 267-274. [online]. [2022-10-30]. Available at: <https://arxiv.org/abs/1511.08464>.

4 See: LEE, U. K., KIM, H.: UTAUT in Metaverse: An “Ifland” Case. In Journal of Theoretical and Applied
Electronic Commerce Research, 2022, Vol. 17, No. 1, p. 613-635. [online]. [2022-10-30]. Available at:
<https://www.mdpi.com/0718-1876/17/2/32>.
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currency.!> The development of the economic system in metaverse can be challenging as
traditional economists have not encountered it yet (e.g., transaction volumes in metaverse
systems are much higher than those in the physical world due to the features of digital products
and markets). Yang et al. mention differences between the economy of the metaverse and the
conventional economy can be summarised as follows: 1) identity determines values instead of
the undifferentiated labour in the conventional economy, 2) marginal benefits will increase in
metaverse instead of diminishing marginal benefits of production in the physical world, 3)
marginal costs of products will decrease, compared with the physical world, and 4) transaction
costs in metaverse tend to zero, which will incur frequent transactions.'® However, a new
definition of metaverse is needed due to growing proportion of social activities enhanced with
neural-net methods and contents, mobile-based always-on access to connectivity with reality
using virtual currency. According to Park and Kim, there are three main differences between
the novel and earlier metaverses: first, the rapid development of deep learning, which
dramatically improves the accuracy of vision and language recognition, and the development
of generative models enables a more immersive environment and natural movement.!” Second,
metaverse previously served based on PC access and had low consistency due to time and space
constraints, while now it is possible to access metaverses anytime, anywhere due to the mobile
devices that can connect to the internet at all times. Third, the program coding can be done in
the metaverse world, and it is more bonded to real life with virtual currency.

Davis et al. or Owens et al. define a metaverse technology as a set of following capabilities:
communication (e.g., language variety, channel expansion, communication support, feedback,
etc.), rendering (e.g., personalization, vividness, etc.), interaction (e.g., interactivity, mobility,
and immediacy, etc.) and team process (e.g., process structure, information processing
appropriation support, etc.).!® In a technological sense, metaverse is considered a new
connection platform for web 3.0. Thus, it is expected that it will fundamentally change the way
people communicate, interact, create value, and generate economies. Metaverse allows real-
time interaction, communication, and content creation by users. However, unlike some of their
gaming counterparts, which are quest-oriented, virtual worlds in metaverses are created by their
users.!? According to Dionisio et al., content creation by users is one of the crucial attributes of
metaverses.?’ Moreover, it should be up to users to determine the purpose of residing in these
worlds. Thus, developers of these platforms should provide no narrative which is to be

15 See: YANG, Q. et al.: Fusing Blockchain and Al with Metaverse: A Survey. In IEEE Open Journal of the
Computer Society, 2022, Vol. 3, No. 1, p. 122-136. [online]. [2022-10-30]. Available at:
<https://arxiv.org/abs/2201.03201>.

16 Tbidem.

7PARK, S. M., KIM, Y. G.: A Metaverse: Taxonomy, Components, Applications, and Open Challenges. In [EEE
Access, 2022, Vol. 10, No. 1, p. 4230.

18 See: DAVIS, A. et al.: Avatars, People, and Virtual Worlds: Foundations for Research in Metaverses. In Journal
of the Association for Information Systems, 2009, Vol. 10, No. 2, p. 90-117. [online]. [2022-10-30]. Available at:
<https://aisel.aisnet.org/jais/vol10/iss2/1/>; See also: OWENS, D. et al.: An Empirical Investigation of Virtual
World Projects and Metaverse Technology Capabilities. In ACM SIGMIS Database: The DATABASE for Advances
in Information Systems, 2011, Vol. 42, No. 1, p. 74-101. [online]. [2022-10-30]. Available at:
<https://www.researchgate.net/publication/220627731 An_ Empirical Investigation of Virtual World Projects
_and Metaverse Technology Capabilities>.

1 STEURER, M. E.: A Webshop for Digital Assets in Virtual Worlds Supported by a 3D Object Representation.
In PALEOLOGU, C., MAVROMOUSTAKIS, C., MINEA, M. (eds.): Sixth International Multi-Conference on
Computing in the Global Information Technology (ICCGI 2011). Wilmington : Iaria Xps Press, 2011, p. 171-176.
[online]. [2022-10-30]. Available at: <https://www.webofscience.com/wos/woscc/full-
record/WOS:000456651700029>.

20 See: DIONISIO, J. D. N., BURNS III., W. G., GILBERT, R.: 3D Virtual Worlds and the Metaverse: Current
Status and Future Possibilities. In ACM Computing Surveys, 2013, Vol. 45, No. 1, p. 1-38. [online]. [2022-10-30].
Available at: <https://dl.acm.org/doi/abs/10.1145/2480741.2480751>.
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followed, and there are no system-defined goals or quests. Instead metaverses should allow for
wide range of activities including play, information seeking, team interaction, and commerce.?!
The metaverse is sometimes understood as a virtual world that can be customized and freely
explored through multimedia techniques. Metaverse needs to be able to provide users with a
more realistic experience and rich activities, which require more advanced technologies to
support metaverse construction and user centric exploration.?? As such, every component of
metaverse should place the human user at its core. Therefore, the key to exploring the metaverse
is to provide a good experience for users. However, it is not enough to rely on multimedia
technologies. According to Hwang and Chien, there are three features that make metaverse
quite different from conventional VR and AR technologies: shared, persistent, and
decentralized.?® These features of the metaverse are going to be enabled by artificial intelligence
technologies.

According to Diaz’s metaverse definition, users observe and explore virtual worlds through
interactions via their avatars in different ways (e.g., text chat, voice chat, limited forms of
gestures, etc.).* These avatars then organize communities in a virtual space, creating digital
virtual social networks, forming, and in turn being formed by this culture. Thus, these virtual
worlds are grounded in creative endeavor, which is one of the crucial reasons to stay in the
metaverse. Much of this creativity is manifesting itself through terraforming (the shaping of
virtual geography), virtual architectures and vehicles, virtual artwork, and most importantly as
a proliferation of design artefacts for users’ avatars. Even though virtual worlds imitate a real
world, avatars usually have additional capabilities like flying or teleportation for far distanced
places. Avatars are defined as graphical representations of human subjects in virtual space.
Nevelsteen adopts the definition of an avatar as a virtual entity within the virtual world that
each user identifies with.”> Davis et al. mention three concepts of interest: representation
(characterizes appearance of avatars and their environment), presence (is viewed as the sense
of being in an environment) and immersion (is viewed as a degree to which people perceive
that they are interacting with their virtual environment rather than with their physical
surroundings).?® Much research has been conducted on the interaction channels of virtual
avatars. There has been much attention on non-verbal expressions such as the gaze, the facial
expression, and gestures of an avatar. For example, minute movements of the pupil add a sense
of immersion and social presence. Studies found that participants perceived a higher level of
social presence when communicating via richer media than through a text-based medium.?’

2L See: DAVIS, A. et al.: Avatars, People, and Virtual Worlds: Foundations for Research in Metaverses. In Journal
of the Association for Information Systems, 2009, Vol. 10, No. 2, p. 90-117. [online]. [2022-10-30]. Available at:
<https://aisel.aisnet.org/jais/vol10/iss2/1/>.

22 See: ZHAO, Y. et al.: Metaverse: Perspectives from Graphics, Interactions and Visualization. In Visual
Informatics, 2022, Vol. 6, No. 1, p. 56-67. [online]. [2022-10-30]. Awvailable at:
<https://www.sciencedirect.com/science/article/pii/S2468502X22000158>.

L HWANG, G.J., CHIEN, S. Y.: Definition, Roles, and Potential Research Issues of the Metaverse in Education:
An Artificial Intelligence Perspective. In Computers and Education: Artificial Intelligence, 2022, Vol. 3, No. 1, p.
4.

24 See: DIAZ, J. E. M.: Virtual World as a Complement to Hybrid and Mobile Learning. In IJET, 2020, Vol. 15,
No. 22, p. 267-274. [online]. [2022-10-30]. Available at: <https://online-journals.org/index.php/i-
jet/article/view/14393>.

25 NEVELSTEEN, K. J. L.: Virtual World, Defined from a Technological Perspective, and Applied to Video
Games, Mixed Reality and the Metaverse. In Computer Animation and Virtual World, 2017, Vol. 29, No. 1, p. 17.
26 See: DAVIS, A. et al.: Avatars, People, and Virtual Worlds: Foundations for Research in Metaverses. In Journal
of the Association for Information Systems, 2009, Vol. 10, No. 2, p. 90-117. [online]. [2022-10-30]. Available at:
<https://aisel.aisnet.org/jais/vol10/iss2/1/>.

27 PARK, S., KIM, S. P., WHANG, M.: Individual’s Social Perception of Virtual Avatars Embodied with Their
Habitual Facial Expressions and Facial Appearance. In Sensors, 2021, Vol. 21, No. 17, p. 3.
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2 Methodology

A systematic review of the literature focused on Web of Science and Scopus databases. In both
databases, a query with the term “METAVERSE” and revealed 1075 articles on the subject of
metaverse as our intention was to conduct as wide a search as possible. The results from the
query were filtered to remove non-English articles and duplicates. After that, we systematically
analysed the titles, key words, and abstracts to filter out articles that were not related to
marketing research. If it was not clear from title, keywords, and abstract that the paper deals
with marketing research, we analysed the text of the paper. Then we analysed the text of the
papers and their references to extend missing research that was not included in Web of Science
and Scopus databases. We achieved a final set of 22 articles that fall within the area of marketing
research and metaverse.

1.075 potentially
relevant articles
identified from WoS
and Scopus

Exclusion of non-
english articles and
duplicates

Exclusion of
irelevant articles
after systematic
analysis of titles,

22 articles identified
in a final analysis

keywords and
abstracts

Figure 1: Process for selecting the final papers for analysis.
Source: own processing, 2022.

After systematic literature was conducted with focus on marketing research within metaverse.
We performed a content analysis utilizing categories representing a range of marketing concepts
including consumer brand, product, metaverse platform, and advertising options provided by
selected metaverse platforms. The main criteria for including consumer brands in content
analysis were popularity and brand awareness. The assumption behind this criterion was that
popular and familiar consumer brands will be present in the metaverse market and the most
innovative. The main criteria for inclusion of metaverse platforms were popularity and
familiarity of metaverse platforms. Specifically, we performed a content analysis of web sites
that were dedicated to the selected consumer brands and metaverse platforms.

3 Systematic Literature Review
The theory of consumption values (TCV) explains why and how consumers decide to acquire

a specific product or brand from a range of available selections.?® There are five types of generic
consumption values that influence consumer choice and behaviour: functional, social,

2 TAN, T. M. et al.: How Do Ethical Consumers Utilize Sharing Economy Platforms as Part of Their Sustainable
Resale Behavior? The Role of Consumers’ Green Consumption Values. In Technological Forecasting and Social
Change, 2022, Vol. 176, No. 3, p. 1-2.
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emotional, conditional, and epistemic. TCV was applied in a variety of marketing contexts,
including digital marketing, tourism marketing, social marketing, green and sustainable
marketing, educational marketing, and second-hand P2P platforms.

According to Petit et al., the way in which marketers stimulate the consumer’s senses
undoubtedly plays an essential role in determining how sensory information will be consciously
perceived by the latter. The lack of varied sensory inputs, relative to the physical world, has
long been a limitation to consumer consciousness. Therefore, marketers can choose which sense
to stimulate, and if they want to make these stimulations congruent with the consumer’s
physical and/or digital environment, or even to make them completely incongruent.?® Future
research is needed to understand how best to stimulate the consumer’s senses to adapt to
different contexts and make them more conscious of their experiences. According to Shen et
al., for better adoption of immersive technology in virtual commerce applications, the
discoveries in user behaviour literature need to be effectively transformed into the design
artifacts (broadly defined as a construct, a model, a method, or an instantiation) of application
design research and development.*°

Extended reality (ER) applications are found in the three major areas of consumer marketing:
communications and advertising; retailing; and creating or enhancing the consumption
experience.’! Virtual marketing can involve virtual presentations of physical products, retail
space design and analysis, consumer behaviour research, and virtual experience quality
measures. There is a decreasing success of known forms of advertising due to the increasing
resistance of audiences. Thus, advertisers have to move towards newer and more innovative
forms of advertising. Advertising in virtual worlds is a newer form of reaching recipients. For
a digital marketing campaign to be successful, the essential and most important aspect is to
connect with the right audience. With Al powered advertising, it can be simple and
straightforward for marketers to target the right audience. Al tools can gather information,
analyse the data, and predict future behaviours. With these data, marketers can target
advertisements according to the interest and predicted consumption patterns of the audience.
Moreover, advertisements can be enhanced with Augmented Reality (AR) and Virtual Reality
(VR), thus collecting more information from the customers, and Al can eventually utilize the
data for a more engaging and personalized advertisement experience.>?> Nowadays, consumers
spend through experience because they value the identity of the brand when making final
purchase. Thus, consumers have the desire to shop with a variety of experiences. In the era of
marketing 4.0, it is necessary that consumers directly experience brand or product and
understand the concept and characteristics of the brand and product.>* According to Dozio et
al., knowing the emotional reaction of a consumer when interacting with a product could help
a company to understand whether the product will be successful on the market.>* The ability to

29 PETIT, O. et al.: Consumer Consciousness in Multisensory Extended Reality. In Frontiers in Psychology, 2022,
Vol. 13, No. 1, p. 5.

30 SHEN, B. et al.: How to Promote User Purchase in Metaverse? A Systematic Literature Review on Consumer
Behavior Research and Virtual Commerce Application Design. In Applied Sciences, 2021, Vol. 11, No. 23, p. 2.
3 WAGNER, R., COZMIUC, D.: Extended Reality in Marketing — A Multiple Case Study on Internet of Things
Platforms. In Information, 2022, Vol. 13, No. 6, p. 278.

32 DWIEDI, Y. K. et al.: Setting the Future of Digital and Social Media Marketing Research: Perspectives and
Research Propositions. In International Journal of Information Management, 2022, Vol. 59, No. 1, p. 20.

33 See: JEON, J. E.: The Effects of User Experience-Based Design Innovativeness on User-Metaverse Platform
Channel Relationships in South Korea. In Journal of Distribution Science, 2021, Vol. 19, No. 11, p. 81-90.
[online]. [2022-10-30]. Available at: <https://koreascience.kr/article/JAKO202131659495625.page>.

3 DOZIO, N. et al.: A Design Methodology for Affective Virtual Reality. In International Journal of Human-
Computer Studies, 2022, Vol. 162, No. 1, p. 2.
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distinguish emotions well depends on the stimuli that stimulate these emotions. These stimuli
can be enriched through AR and VR technology.’®> This can be very well used in human-
computer and brain-computer interface systems to improve the quality of user interfaces,
entertainment, well-being, medical, and rehabilitation, etc. Recent uprising in artificial
intelligence also helps contribute to smarter, more realistic, more responsive, and smoother
experiences, bringing the virtual and real worlds closer together.>®

In recent years, advertisers resort to moments of leisure and fun for consumers to experiment
with the presence of their brand. Therefore, a more emotional relationship can be created with
the public, who demand not only products from them, but also a philosophy of life that is known
through brand values. To do this, companies use a variety of formats and media when creating
this content.’” Based on their results, non-intrusive advergaming can be carried out and
branding can be improved, especially among audience under 30 years of age.

AR Marketing

AR marketing represents a novel, potentially disruptive, subdiscipline within marketing. More
specifically, similar to the advent of the world wide web accompanied by online marketing,
search engine optimization, and social media, AR-infused marketing activities can be
positioned within AR marketing. According to Chylinski et al., AR marketing is still in the
early stages of mainstream adoption.*® However, emerging applications of AR marketing
suggest a distinct marketing approach that aligns the technology with customer’s experience of
situated cognition. Unlike attitude-based marketing, where traditional media (e.g., print, audio,
video, etc.) communicate attributes of a product or service in the hope that such impressions
shape customer behaviour in a specific decision context, AR marketing offers digital
affordances that affect the customer’s perception of the decision context directly. Therefore,
AR marketing shifts the focus of marketing from attributes of a product or service to
affordances of the situation in which value is experienced through engagement. Chylinsky et
al. in their work classify types of AR marketing affordances according to embedded, embodied,
adaptive, and shared experiences and illustrate how the various types of AR marketing
experiences can be valuable to customers.>

Rauschnabel et al. define AR marketing as the strategic integration of AR experiences, alone
or in combination with other media or brand-related cues, to achieve overarching marketing

35 DASDEMIR, Y.: Cognitive Investigation on the Effect of Augmented Reality-Based Reading on Emotion
Classification Performance: A New Dataset. In Biomedical Signal Processing and Control, 2022, Vol. 78, No. 1,
p. 2.

36 See: MEKSUMPHUN, K., KERDVIBULVECH, C.: A New Study of Needs and Motivations Generated by
Virtual Reality Games and Factor Products for Generation Z in Bangkok. In: BENNOUR, A. et al. (eds.):
Intelligent Systems and Pattern Recognition, Communications in Computer and Information Science, Springer
International Publishing. Cham : Springer International Publishing, 2022, p. 29-42. [online]. [2022-10-30].
Available at: <https://link.springer.com/chapter/10.1007/978-3-031-08277-1 3>.

37 See: BONALES-DAIMIEL, G., MARTINEZ-ESTRELLA, E. C., LIBERAL ORMAECHEA, S.: Analysis of
the Use of Advergaming and Metaverse in Spain and Mexico. In Revista Latina de Comunicacion Social, 2022,
Vol. 80, No. 1, p- 155-178. [online]. [2022-10-30]. Available at:
<https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&ved=2ahUKEwiO5SNuWvfT7AhXW
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38 See: CHYLINSKI, M. et al.: Augmented Reality Marketing: A Technology-Enabled Approach to Situated
Customer Experience. In Australasian Marketing Journal, 2020, Vol. 28, No. 4, p. 374-384. [online]. [2022-10-
30]. Available at: <https://www.sciencedirect.com/science/article/abs/pii/S1441358220300306>.
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goals by creating value for the brand, its stakeholders, and societies at large, while considering
ethical implications.*® AR marketing could be used for extension of customer journey within
pre-purchase, purchase and post-purchase phases, as well as between offline and online
touchpoints which goes beyond solely utilitarian aspect.*! According to Rauschnabel et al., AR
marketing should take advantage of the following: 1) combine benefits of the reduced reality
(e.g., interactivity or accessibility) with benefits of normal reality (e.g., unlimited space, 3D,
natural interaction with objects); 2) embedding virtual information in a specific situation and
consumption context; and 3) AR content should be treated as a new category of products.*?

Smink et al. examined three underlying processes (spatial presence, perceived personalization,
and perceived intrusiveness) that could explain the persuasiveness of AR apps.** They showed
that spatial presence and perceived personalization can explain positive persuasive responses
toward AR apps. For the app that augmented the user’s face with virtual products, perceived
personalization enhanced purchase intentions, while perceived intrusiveness had negative
persuasive consequences. For the app that showed virtual products in one’s surroundings,
spatial presence enhanced purchase intentions, and no negative persuasive consequences were
found. According to Javornik et al., it is well documented that experiences have a strategic
importance for luxury brands, which can reach new heights due to AR’s unique capacity
characteristics to intertwine the virtual and the physical, meaning that luxury consumers can
immerse themselves in virtually enhanced experiences. Javornik et al. define two strategic
approaches that are deployed to enhance brand experience through AR: ephemeral elevation
and auratic amplification.** Moreover, AR can also play a role in areas such as the product mix,
where it can be used to virtually extend products.*®

According to Kowalczuk et al., marketing research on AR characteristics focused primarily on
five characteristics: interaction with virtual products, processing quality, information about
displayed products, quality of virtual product presentation, and handling of personal
information.*® In their study, they explore the relative advantage of AR-based over web-based

40 See: RAUSCHNABEL, P. A. et al.: What Is Augmented Reality Marketing? Its Definition, Complexity, and
Future. In Journal of Business Research, 2022, Vol. 142, No. 3, p. 1140-1150. [online]. [2022-10-30]. Available
at: <https://www.sciencedirect.com/science/article/pii/S0148296321010043>.

41 See: JAVORNIK, A. et al.: Strategic Approaches to Augmented Reality Deployment by Luxury Brands. In
Journal of Business Research, 2021, Vol. 136, No. 11, p. 284-292. [online]. [2022-10-30]. Available at:
<https://www.researchgate.net/publication/353669037 Strategic approaches to augmented reality deployment
_by luxury brands>.

42 RAUSCHNABEL, P. A. et al.: What Is Augmented Reality Marketing? Its Definition, Complexity, and Future.
In Journal of Business Research, 2022, Vol. 142, No. 3, p. 1140-1145. [online]. [2022-10-30]. Available at:
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43 See: SMINK, A. R., VAN REIJMERSDAL, E. A., VAN NOORT, G., NEIJENS, P. C.: Shopping in Augmented
Reality: The Effects of Spatial Presence, Personalization and Intrusiveness on App and Brand Responses. In
Journal of Business Research, 2020, Vol. 118, No. 1, p. 474-485. [online]. [2022-10-30]. Available at:
<https://www.sciencedirect.com/science/article/pii/S0148296320304586>.
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Responses to Augmented Reality in e-Commerce: A Comparative Study. In Journal of Business Research, 2021,
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product presentations. They show that system characteristics of system quality and product
informativeness are perceived as higher for web- than for AR-based product presentation, while
no differences exist in terms of interactivity and reality congruence. Since websites offer
additional information, they are better suited to satisfy the information demand of potential
customers. Therefore, identifying the required information would help improve AR apps.
Reality congruence does not differ significantly, which means that products on the AR app are
perceived as equally realistic as product pictures shown on the mobile website. However, AR-
based product presentations are superior to web-based product presentation in terms of affective
consumer responses (especially with regards to immersion and enjoyment).

VR Marketing

The VR concept has been well-known for decades. However, its popularity has only recently
been increasing due to availability of affordable and powerful consumer-grade VR head-
mounted displays (HMDs). HMDs offer the most immersive VR experiences due to their
advanced technical capabilities, such as high-quality image rendering and various peripherals
that allow freedom of movement in the virtual environment.*’ Studies in the field of VR tend
to apply the SOR (Stimuli-Organism-Response) framework. This framework presents stimuli
(as atmospheric cues) that influences consumers’ emotional and cognitive states (organism),
which, in turn, result in approach or avoidance behaviour (e.g., intention to stay, revisit,
purchase or not). According to Bousba and Arya, existing studies provided evidence of a
positive association of AR/VR-based gamification with brand loyalty, brand attitude, brand
awareness, brand engagement, brand involvement, brand love and buying impulse.*®

VR marketing is particularly effective because of its ability to enrich consumer experiences,
e.g., product appraisal, store visits, etc., and render more valuable consumer experiences.
Therefore, VR marketing can be an ideal platform for experiential marketing. van Berlo et al.
show that HMD VR technology allows product appraisal outside a traditional consumer
learning context by demonstrating that consumer learning processes can be facilitated within a
gamified HMD VR environment.*” Moreover, brands in HMD VR environments can elicit clear
emotional responses independent of the emotional response elicited by playing the VR game.
A customer interaction with brands through VR technology is heavily dependent upon their
environment, brand campaigns that employ VR technology offer completely synthetic and vivid
worlds that can exceed the bounds of a physical reality environment. These branded VR
experiences enable customers to be fully immersed with environments they can interact with.
VR marketing campaigns offer experiences that transcend temporal and spatial boundaries that
restrict other marketing communication in the real world. These campaigns can enable
interaction with living or synthetic others, increasing the extent to which the experience is
related to the self. According to Regt et al., VR marketing campaigns offer experiences that
transcend temporal and spatial boundaries that restrict other marketing communication in the

47T DINCELLI, E., YAYLA, A.: Immersive Virtual Reality in the Age of the Metaverse: A Hybrid-Narrative
Review Based on the Technology Affordance Perspective. In The Journal of Strategic Information Systems, 2022,
Vol. 31, No. 2, p. 1.

4 See: BOUSBA, Y., ARYA, V.: Let’s Connect in Metaverse. Brand’s New Destination to Increase Consumers’
Affective Brand Engagement & Their Satisfaction and Advocacy. In Journal of Content, Community and
Communication, 2022, Vol. 15, No. 1, p. 276-293. [online]. [2022-10-30]. Available at:
<https://www.amity.edu/gwalior/jccc/pdf/june-2022-19.pdf>.

49 See: VAN BERLO, Z. M. C. et al.: Brands in Virtual Reality Games: Affective Processes within Computer-
Mediated Consumer Experiences. In Journal of Business Research, 2021, Vol. 122, No. 1, p. 458-465. [online].
[2022-10-30]. Available at: <https://www.sciencedirect.com/science/article/pii/S0148296320305774>.



MARKETING IDENTITY: METAVERSE IS THE NEW UNIVERSE

real world.>® Prior literature on the underlying mechanism of being transported in a narrative
ad and processing the information indicates that easy-to-navigate 360-degree ads are more
likely than a narrative ad in standard video format to result in narrative transportation. However,
currently little is known about the customer outcomes that arise from the engagement of the
customer brand in VR context. Regt et al. show that branded VR experiences produce string
emotive and memorable events that contribute positively towards the lasting brand perception
and attitude.! The opportunity for future research in HMDs is to provide a richer and
personalized user experience (e.g., invoking emotions and sense through interactive Al agents
and customized virtual environments, collecting and utilizing rich behavioural data from users
for personalized experiences, innovative VR marketing campaigns that offer an immersive
experience). Dincelli and Yayla identified five focal affordances of immersive VR: embodiment
affordances, navigability affordances, sense-ability affordances, interactivity affordances and
create-ability affordances.>?

Retail

In traditional retailing, the key elements of product atmospherics (e.g., smell, taste, touch) are
prevalent, and the customer has the opportunity to trial a product, which can increase consumer
confidence when the customer is not familiar with the product.>® From the retailers’ point of
view, e-retailing offers many opportunities and challenges. First of all, e-retailing may reduce
the investment required or change the nature of the capital investments. Instead of focusing on
the management of hard assets, great emphasis is now being placed on building the IT and
knowledge infrastructure that will facilitate the transacting channel. Collecting, storing, and
using customer data becomes of critical significance and is considered a core function. As a
result, the required skills and competencies are different from traditional retailing, for which
traditional logistics, store locations, people selection, and their management are key attributes
of the success of retailers. In e-retailing the focus is shifted towards IT-enabled logistics (often
referred to as e-supply chain management), which improves order processing, customer
relationship management, and interconnectivity. Such a shift needs to be underpinned by a
creative, innovative, and open-minded senior management that encourages experimentation
with new technologies and will not hesitate to use them in order to gain competitive advantages.

Although people prefer to shop online rather than buying by themselves, they still want to see
the product themselves. That is why many brands have started using AR and VR technology to
make the online shopping experience more convenient and drive faster purchase decisions.>*
Companies have the opportunity to better engage potential customers by presenting products to
them in a highly immersive virtual reality shopping environment. However, it is not clear

50 See: DE REGT, A., PLANGGER, K., BARNES, S. J.: Virtual Reality Marketing and Customer Advocacy:
Transforming Experiences from Story-Telling to Story-Doing. In Journal of Business Research, 2021, Vol. 136,

No. 1, p- 513-522. [online]. [2022-10-30]. Available at:
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5! Ibidem.
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Vol. 31, No. 2, p. 4.

33 See: BOURLAKIS, M., SAVVAS, P., FENG, L.: Retail Spatial Evolution: Paving the Way from Traditional to
Metaverse Retailing. In Electronic Commerce Research, 2009, Vol. 9, No. 1, p. 135-148. [online]. [2022-10-30].
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Science. Cham : Springer International Publishing, 2022, p. 35. [online]. [2022-10-30]. Available at:
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whether customers will adopt such fully immersive shopping environments. According to
Peukert et al., a highly immersive shopping environment positively influences a hedonic path
through telepresence, but, surprisingly, they negatively influence a utilitarian path through
product diagnosticity.> They explain this effect through low readability of product information
in the VR environment and expert VR’s full potential to develop when the technology is further
advanced.

At the consumer level, VR gaming constitutes the most advanced use of VR. Retail applications
of VR have also attracted many organizations to create innovative shopping experiences for
customers. Research in the retail mainly compared the hedonic (e.g., an enjoyable realistic
shopping experience) and utilitarian (e.g., efficient product search) uses of VR in the shopping
context. The immersive qualities of VR increase presence and enjoyment from the hedonic
perspective mainly due to interactivity and sense-ability affordance, but they have a marginal
effect on usefulness from the utilitarian perspective. This is problematic, since the utilitarian
effect has a larger effect on shopping orientation and intentions than the hedonic effect. This
may be related to technical limitation for interacting with products intuitively as in real life and
limitations related to sense-ability. Similarly, Bogicevic et al. demonstrate that destination
marketing through VR technologies induces higher elaboration of mental imagery about the
experience and a stronger sense of presence compared to both the 360-degree preview and
images preview, thereby translating into enhanced brand experience. This extends support to
existing arguments that highly immersive virtual environments evoke a stronger sense of
presence.’¢

According to Chodos and Stroulia, while web-based retail stores leave much to be desired with
regards to enablement of real use of product consumers’ are considering. Thus, an online
shopping environment that would bring the user to their real-world use of the product would be
beneficial for both the consumer and the retailer.>’ Virtual worlds hold future importance for
marketers. They become interactive, collaborative, and commercial platforms with a huge
potential for virtual e-commerce as virtual worlds offer flexibility in brand building, new
product development, testing, and advertisement.’® Virtual commerce is the commercial
activity conducted in an immersive virtual environment and can be considered one of the latest
developments in e-Commerce.>® From a technological perspective, virtual commerce consists
of e-commerce infrastructures, such as electronic product catalogues and electronic payment,
and adopts immersive technology to create new environments for commercial activities.
Immersive technology consists of computer software and hardware that stimulate the five
senses of humans (i.e., vision, hearing, touch, smell, and taste) in simulated environment to
create perception of being there, i.e., sense of presence. Collaborative virtual

55 See: PEUKERT, C. et al.: Shopping in Virtual Reality Stores: The Influence of Immersion on System Adoption.
In Journal of Management Information Systems, 2019, Vol. 36, No. 3, p. 755-788. [online]. [2022-10-30].
Available at: <https://www.tandfonline.com/doi/abs/10.1080/07421222.2019.1628889?journal Code=mmis20>.
5 BOGICEVIC, V. et al.: Virtual Reality Presence as a Preamble of Tourism Experience: The Role of Mental
Imagery. In Tourism Management, 2019, Vol. 74, No. 10, p. 59.

57 CHODOS, D., STROULIA, E.: Second Life Gift Registry: Bringing Retail Web Applications into the
Metaverse. In Proceedings of the 2008 IEEE Congress on Services — Part I. Washington : IEEE Computer Society,
2008, p. 199-206.

58 See: GAJENDRA, S et al.: Communication and Online Business Opportunities in Virtual Environment: Second
Life. In International Journal of Web Based Communities, 2012, Vol. 8, No. 2, p. 223-241. [online]. [2022-10-
30]. Available at:
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environments/metaverse present opportunities for retailers to enhance social experience,
responsive service, and creative co-production opportunities compared to traditional 2D
environments, and thus provide better service quality.®® According to Hassouneh and
Brengman, who analysed retailers in Second Life, much attention was put into store designs.
The retailers tried to differentiate themselves using creative designs and taking care of the store
details in order to make shopping experience as beautiful, real, and rewarding as possible. Many
3D virtual retailers had more common with traditional stores than with 2D webstores.®!

To adopt immersive technology in virtual commerce applications, the discoveries in user
behavior literature need to be effectively transformed into the design artifacts (broadly defined
as a construct, a model, a method, or an instantiation) of application design research and
development. Therefore, research on virtual commerce applications concerning the two
directions of consumer behaviour research and application design can follow the design science
guideline proposed in. Consumer behaviour research empirically evaluates the consumer
behavioural responses (e.g., level of acceptance and purchase intention) impacted by certain
design artifacts, while research on application design develops and evaluates design artifacts to
engage users and promote user consumption through the patterns discovered from consumer
behaviour studies.5?

To promote purchase, application design research should seek to improve the boundary factors,
as they characterize the fundamental effects of immersive technologies on consumer purchase
in virtual commerce. Shen et al. identified the research gaps in virtual commerce research from
these perspectives: (1) dominant design artifacts and boundary factors covered in the included
papers, (2) characteristics of design-factor mappings, (3) promising design artifacts or boundary
factors that were ignored, and (4) the latest trends in ICT related to virtual commerce.®?
Synchronizing technological innovation and product form design is important because the
underlying technological change and the outer product form jointly determine the perceived
novelty that a product innovation presents to customers. According to Jeon user experience-
based design innovativeness could be broken down into five dimensions: identity, novelty,
attractiveness, usability and interaction.®

According to Pizzi et al., consumer behaviours and perceptions measured through VR are
reliable predictors of those in physical stores. This takes A/B testing to a whole new level of
scope, cost, and time saving. Moreover, they found that hedonism and utilitarianism are viable
in a VR setting and lead to overall comparable outcomes in terms of store satisfaction.

0 See: GADALLA, E., KEELING, K., ABOSAG, I.: Metaverse-Retail Service Quality: A Future Framework for
Retail Service Quality in the 3D Internet. In Journal of Marketing Management, 2013, Vol. 29, No. 13-14, p. 1493-
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Therefore, it appears that through VR, retailers can target consumers adopting utilitarian
shopping orientation, as well as those adopting hedonic shopping orientation.

Jeon et al. focused on effects of user experience-based design innovativeness (UXBDI) in user-
metaverse platforms. The research found that metaverse platform will be more likely to perceive
user-metaverse identification and commitment. Attractiveness and interaction were confirmed
to increase user-metaverse platform identification and commitment. The results indicate a clear
and significant correlation of attractiveness and interaction with improved user-metaverse
platform relationships.5°

Avatar Marketing

Much research has been conducted on the interaction channels of virtual avatars. There has
been much attention on non-verbal expressions such as the gaze, the facial expression, and
gestures of an avatar. For example, minute movements of the pupil add a sense of immersion
and social presence. Studies found that participants perceived a higher level of social presence
when communicating via richer media than through a text-based medium.%’

In general, the more similar the illustration of a virtual avatar is to the user, the more immersive
their experience is. However, a very realistic but imperfect depiction of a user may lead to
negative feelings. The consensus is that behavioural realism is more critical than visual realism
in eliciting believability. Brito Silva et al. analysed avatar marketing as a brand endorsement
strategy.%® They found that the main element to generate connection between avatars and
followers, conferring credibility and authenticity, is the congruence of their posts with their
lifestyle, personality, and narrative of their personal stories. Moreover, they reveal that avatars
are effective endorsers who generate engagement through a spectrum of strategies ranging from
humanization to robotization/metaverse. According to Park et al., users felt that their avatars
are more similar to them, if they embodied their habitual expressions. Furthermore, users felt
that avatars that embodied their appearance were more familiar than avatars that did not. Thus,
designers should be aware of how people perceive individuated virtual avatars in order to
accurately represent the user’s identity and help users relate to their avatar.%’

Virtual Currency
Together with content creation comes a working economy that allows users to buy, sell, and
even trade these objects.”” An important factor for economy in a virtual world is a virtual

65 See: PIZZI, G. et al.: Virtual Reality, Real Reactions? Comparing Consumers’ Perceptions and Shopping
Orientation across Physical and Virtual-Reality Retail Stores. In Computers in Human Behavior, 2019, Vol. 96,
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currency that is linked to real currency and can be exchanged allowing avatars to buy (like e.g.,
Linden Dollar in Second Life, Open-Metaverse-Cent from OpenSimulator based virtual
worlds), sell and trade with virtual objects for real money. A key component for making the
open metaverse a real virtual world is the commerce aspect, which requires payment system.”!
Requirements for payment system in virtual world can be divided into functionality, trust, and
cost. Recently, Non-fungible tokens (NFTs) have become the centre of attention in the
cryptocurrency market. Unlike traditional cryptocurrencies, coins are all equivalent,
indistinguishable, and ‘fungible’. NFTs are defined as pure digital assets that cannot be
exchanged like-for-like.”

4 Results of Content Analysis

Table 1 presents results of content analysis of consumer brand and their products in the
metaverse. As can be seen, out of 21 selected companies, only three are not directly involved
in metaverse virtual worlds. It can also be seen that most of the consumer brands involved in
metaverse are focusing on customer experience.

Table 1: Consumer brands and their products in the metaverse

Consumer Pre§ence Metaverse o
in Description
brand platform
metaverse
Roblox/ NIKE community meetings, sporting activities with N/IKE branding.

Nike Yes NIKELAND The company has resorted to protecting its logo and slogans in
preparation to sell virtual goods before joining.

Decentraland A range of Samsung products available for viewing. Currently,
Samsung Yes / Samsung there is the possibility of various social activities. The Samsung
837x 837x is a faithful replica of a real store in the US
I]_zlozf?o;a? Introducing the concept of metamobility (connecting the real and
Hyundai Yes AZ) bility virtual worlds through robotics), showcasing mobility options, the
S-Hub transit centre of the future or taking a ride in an S-4/ vehicle.
Adventure
The creation of the Coca-Cola Friendship Loot Box (featuring a
Decentraland | Bubble Jacket, the iconic 1956 fridge, or a visualiser of the sound of
Coca-Cola Yes / OpenSea a bottle opening and pouring) on Friendship Day, where branded
NFT NFTs can be used to customize an avatar. The next step was to
bring drinks through the Coca-Cola Zero Sugar Byte.
The virtual island was created due to the pandemic and the
Sentosa Ves Animal lockdown. This option allowed visitors to escape real life and visit a
Crossing virtual resort. This gives visitors the opportunity to buy specific
goods, experience yoga, or even parties.
Press, 2011, p- 171-176. [online]. [2022-10-30]. Available at:
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Gucci

Yes

Roblox / The
Sandbox

With the help of Gucci Garden Archetypes, visitors can experience
the vision and philosophy of the creative director. Utilizing a
“treasure hunt” and a heararchical approach to NFT. During the
hunt, exclusive prizes include pieces designed by Creative Director
Alessandro Michel and Wagmi-san.

Vans

Yes

Roblox / Vans
World

With Vans, visitors have the opportunity to try skateboarding in a
virtual world without the possibility of real injuries.

Atari

Yes

Decentraled /
Atari Casino

Atari is attempting a comeback with the help of exclusive NFTs that
feature vintage pieces from historical games. Following on from the
NFTs, it is creating a virtual casino that includes classic games such
as Poker and Roulette, but also Atari-specific games such as Pong.
In 2022, there are plans to create a real casino from the virtual
world.

Adidas

Yes

OpenSea

Using the metaverse, Adidas is trying to break through not as a shoe
brand but to become a leading force in the world of athletics,
streetwear, music, and pop culture in general. It also seeks to

promote creativity itself. In the NFT world, it finds collaborations
with Gmoney, Punks Comic, and Bored Ape Yacht Club.

Ferrari

Fortnite

Ferrari allowed Fortnite players to be the first to test out the new
Type 296 GTB to raise awareness of the new car. Following this
success, Ferrari is attempting to enter the metaverse.

The
Walking
Dead

Yes

Sandbox

The point of this option for a TV series is to allow fans to continue
to experience stories with their favourite characters after the end.
This gives players themselves the opportunity to experience finding
food, hiding, and surviving.

Louis
Vuitton

Yes

Louis the
Game

This brand represents NFT to celebrate 200 years of dedication to
fashion. It all takes place in the fashion house Louis the Game,
where, in the form of the mascot, Vivienne, fans walk through the
various heritage fashion houses and collect “candles” as keys to
progress.

Wendy’s

Yes

Horizon
Worlds /
Wendyverse

Wendy’s enters the world of the Metaverse with the help of an in-
game character in Fortnite’s Food Fight mode, where the mission is
to destroy frozen meat. The next step was to open a virtual
restaurant with a basketball court where people can meet.

Domino’s

Yes

Decentraland

It was not Domino’s idea, but the developers themselves who
allowed players to order pizza in the metaverse, thus connecting
both the virtual and real worlds.

Balenciaga

Yes

Fortnite

Balenciaga presents its NFT collection, which includes a range of
clothing, bags, and accessories that players can purchase to outfit
their characters. It is also possible to model the banner that is placed
in the game.

Burberry

Yes

Roblox /
Blankos Block
Party

This company is part of the video game. Its first ever NFT
collection consists of wearable pieces and characters adorned with
Burberry logos.

Disney

Yes

Disney is implementing a real-world virtual world simulator in its
theme parks. The idea is to offer augmented reality attractions
without any add-ons in its theme parks, where visitors track their
mobile phones, allowing for the personalized generation and
projection of 3D effects onto various objects in the park.

Apple

Apple is toying with the idea of entering the metaverse. But it wants
to create its “own” platform as a “better universe” compared to the
others.

Microsoft

Yes/No

Microsoft is looking to enter the world of the metaverse,
particularly by leveraging its purchase of Activision Blizzard and
linking existing platforms such as Microsoft Teams.
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Dolce & Gabbana has joined the metaverse with the official launch
Dolce & Decentraland . .
Yes . of DGFamily, where NFT allows members to offer exclusive perks
Gabbana / DGFamily . . .
on events and promotions across the brand's collection.

McDonald’s wants to enter this portfolio of brands. They are
registering patents to enable them to offer “virtual food and
beverage products” as well as “downloadable multimedia files
containing artwork, text, audio and video files, and unmistakable
tokens”. McDonalds also wants to offer online retail services with
virtual goods.

McDonald’s No -

Source: own processing, 2022.

Table 2: Selected metaverse platforms and provided advertisement possibilities

Metaverse Description Adverflsmg
Option
Roblox is an online gaming platform for children and adults. Games are | Image advertising,
created by other users and are accessible to anyone. One of the most sponsored
Roblox . . . - . .
unique features of this platform is the ability to dress your avatar with experience,
accessories from real brands like Burberry. Discover page.

Built on blockchain, Decentraland can be used to host conferences, play
Decentraland | games, and trade virtual products on marketplaces. Socializing with other Billboards.
members is as easy as in real life.

Media, in-store

Second Life In this world, the user can be anything they want and experience endless | posters, advertising

adventures. using the created
world.
The Sandbox The use of Ethereum blockchain, .the p0551b111ty of.selhng, buying, and Billboards.
trading land and its real monetization.
Hypernation supports a democratic and just economy and focuses on
. creating utopia. This world draws on a lot of information gleaned from the
Hypernation

blockchain industry, analyzes why it works, and optimizes it to make life
perfect.

Source: own processing, 2022.

Table 2 presents results of content analysis of metaverse platforms and provided advertising
opportunities. Consumer brands are following the contemporary research in metaverse and
marketing and providing experience to their customers through gamification and virtual events.
However, the platforms themselves are still following web 2.0 approach towards advertising
and providing very limited tools.

5 Conclusions

Defining the metaverse is a paradoxical task because it has not yet fully been realized. Thus,
one could summarize the marketing research on metaverse as being “tactical” rather than
strategic or even visionary. Marketing is one of the most researched topics in the area of
metaverse. However, literature offers little guidance on how marketing activities could be done
strategically to create favourable customer perceptions, attitudes, and behaviours. The basic
business model is mass customization, which enables customers to use the internet to view and
choose a suitable option from trillions of pre-configured variants via electronic commerce sites.
This staple scenario means that consumers order online from a wide variety of options and
receive the products they purchase. Business processes begin with research and development
projects, where a product and its configurations are designed. However, so far marketing
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research is far behind this vision. We believe that for better adoption of immersive technology
in virtual commerce applications, the discoveries in user behaviour literature need to be
effectively transformed into the design artifacts (broadly defined as a construct, a model, a
method, or an instantiation) of application design research and development. In the future,
advertising has to take advantage of immersiveness and interactivity of metaverse.

Table 1 presents results of content analysis of consumer brand and their products in the
metaverse. As can be seen, out of 21 selected companies, only three are not directly involved
in metaverse virtual worlds. It can also be seen that most of the consumer brands involved in
metaverse are focusing on customer experience. Table 2 presents results of content analysis of
metaverse platforms and provided advertising opportunities. Consumer brands are following
the contemporary research in metaverse and marketing and providing experience to their
customers through gamification and virtual events. However, the platforms themselves are still
following web 2.0 approach towards advertising and providing very limited tools. There are
several limitations to our research: first, content analysis does not provide a complete list of
consumer brands and metaverse platforms; second, our systematic literature analysis was
focused solely on metaverse and marketing research, however, there is plenty of research on
technologies used in metaverse which has significant consequences on marketing research.

Acknowledgement: Publication of this paper was supported by the Student grant competition
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product sales and marketing communication”. The support is gratefully acknowledged.
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THE CONCEPT OF CONSUMER CONFIDENCE IN ELECTRONIC
COMMERCE AND ITS IMPACT ON CONSUMER BEHAVIOR
IN A POST-PANDEMIC MARKET

Jakub Horvath, Richard Fedorko, Radovan Bacik

Abstract:

E-commerce is gaining in popularity across industries faster than expected. Its popularity has been also fuelled by
the coronavirus pandemic. Since the outbreak of the pandemic in March 2020, the number of people shopping
online has skyrocketed. Even though the shift towards e-commerce threatens the existence of local brick-and-
mortar retail stores, it points to a bright future for online shopping. The aim of this paper is to determine whether
there are statistically significant differences in online shopping confidence between men and women. Statistical
analysis was performed in the SPSS 22 program. Due to the nature of the data, the Kolmogorov-Smirnov normality
test, and the Mann-Whitney U-test were used. More than half of the respondents are confident in shopping via the
Internet, and the existence of statistically significant differences in the level of consumer confidence between
genders was confirmed.

Key words: E-Commerce. Consumer Behavior. Confidence. Post-Pandemic Market Environment.

1 Introduction

The COVID-19 pandemic is much more than just a health crisis, as it has significantly affected
whole societies and economies. It can be said that COVID-19 has changed the way we work,
communicate, and shop more than any other disruption in this decade.! The analysis of
economic data on sales shows that this dramatic situation has had a significant impact on the
attitudes and behaviour of consumers. According to a study conducted by the Nielsen Company,
the COVID-19 pandemic has changed the way consumers spend and the overall consumer
behaviour.? The sale of necessities skyrocketed as consumers prioritized the most basic needs,
including food, hygiene products and cleaning products. As Italy was the first country in Europe
to have a hands-on experience with COVID-19 (from March to April 2020), the behaviour of
consumers changed drastically. Consumers tended to focus on the purchase of essential goods,
especially those deemed to prevent the spread of the virus, such as protective equipment and
disinfectant gels.’ The pandemic has completely changed consumption patterns, e.g., reduced
sales of some product categories (e.g., clothing) and higher sales of other product categories
(e.g., entertainment products).* The perceived risks of COVID-19 can negatively influence the
behavioural intentions of consumers,’ and lead to changes in people's behaviour and
consumption patterns.® In a pandemic context, the perceived risk and the threat of contagion
changed consumer behaviour, giving rise to a greater preference for the use of technologies to

'DESPIN, T.: Knock-on Effects of COVID-19 on Consumer Behavior and How Businesses Can Prepare for Them.
[online]. [2022-05-11]. Available at: <https://www.entrepreneur.com/article/350457>.

2 NEXCESS: The Basic of Using Social Media for Marketing Your eCommerce Business. [online]. [2022-02-11].
Available at: <https://www.netsolutions.com/insights/voice-search-for-ecommerce/>.

3 See: CANNITO, L. et al.: Temporal Discounting of Money and Face Masks During the COVID-19 Pandemic:
The Role of Hoarding Level. In Frontiers in Psychology, 2021, Vol. 12, p. 120-135.

4See: DEGLI ESPOSTI, P. et al.: Sharing and Sustainable Consumption in the Era of COVID-19. In Sustainability,
2021, Vol. 13, No. 4, p. 58-69.

5 See: TROISE, C. et al.: Online Food Delivery Services and Behavioural Intention. In British Food Journal, 2012,
Vol. 123, No. 2, p. 664-683.

¢ See: BREWER, P., SEBBY, A. G.: The Effect of Online Restaurant Menus on Consumers' Purchase Intentions
during the COVID-19 Pandemic. In International Journal of Hospitality Management, 2021, Vol. 4, No. 9, p. 122-
135.
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socially distance themselves from other people.” Consumers' online shopping behaviour is
evolving at a rapid pace, online payment methods are becoming more common, more people
are shopping via mobile phones, and, ultimately, consumers are more willing to use e-
commerce than they used to be. Globally, more than four out of five consumers bought goods
online in 2020. Online shopping has become second nature to many people in recent years and
shows no signs of slowing down. E-commerce is gaining in popularity across industries faster
than expected. Its popularity has been also fuelled by the coronavirus pandemic. Since the
outbreak of the pandemic in March 2020, the number of people shopping online has
skyrocketed. Even though the shift towards e-commerce threatens the existence of local brick-
and-mortar retail stores, it points to a bright future for online shopping.® Figure 1 shows that
2020 saw a significant increase in online shopping across Europe, with many consumers from
different countries reporting that they have started to shop online more due to the COVID-19
pandemic. In 2021, most of the same countries saw an increase in the number of people who
said they shopped online more because of the crisis. In Spain, for example, more than half of
consumers surveyed said they shopped online more often in 2021, an increase of around eight
percent compared to the previous year.

Spain .
P 44%

44%
Italy

Poland 43%

UK

Belgium
Germany

The Netherlands
Sweden

France

Norway

Finland

Denmark

19%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50% 55% 60%
Figure 1: Online shopping habits in the EU for 2020
Source: Statista 2020

China is by far the largest e-commerce market in the world, as indicated by statistics published
by the Digital Market Outlook portal. Last year, e-commerce sales in the country reached 1.3
billion US dollars and this figure is expected to increase to almost 2 billion US dollars by 2025.
This would mean that in 4 years’ time, almost every second dollar could be spent on e-
commerce in China. Sales generated in China make up most of the Asian market. However,

7See: KIM, S. S. et al.: Preference for Robot Service or Human Service in Hotels? Impacts of the COVID-19
Pandemic. In Infernational Journal of Hospitality Management, 2021, Vol. 4, No. 8, p. 89-103.

8 STATISTA: Digital Shopping Behavior. [online]. [2022-02-25]. Available at:
<https://www.statista.com/markets/413/topic/984/digital-shopping-behaviour/#overview>.
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other markets on the continent are already growing faster than the Chinese market. However,
China's growth remains above the world’s average. In Europe and the US, e-commerce is
expected to grow by 35% to 42% in five years, which is below the global average of 47%.° In
the early days of the COVID-19 pandemic, many consumers flooded the Internet in the search
for products they couldn't get in-store. By July 2020, global retail e-commerce sites hit a
cumulative record of 22 billion monthly visits.!® Consumer behaviour refers to the acquisition,
use and disposal of products.!! For marketing, it is important to emphasize the complex
approach, the links between predispositions, consumer reactions and stimuli that together
influence consumer purchasing behaviour. In short, it can be said that marketing follows the
course of the purchase decision and its outcome.!?> Knowledge of consumer behaviour is not
only important in attracting new customers, but it is also very important in retaining already
existing customers. When a customer is satisfied with a particular product, he will repeat the
purchase. Marketing should therefore be done in such a way as to convince customers to buy
the product again and again.!> However, this can only be achieved by understanding and paying
attention to the purchasing behaviour of the consumer.!* Schiffman'? sees a consumer as an end
user of a product. The word consumer is derived from the word “consume” which means “to
use”. Therefore, the word consumer refers to a person who buys a product or service for his
own use or consumption.'6

Table 1: Main differences between customer and consumer

Basis for The customer The consumer
comparison
Meaning Buyers of products or services End user of products or services
Repeat sales The customer can also be a business entity that
buys goods for resale No
Purchase Yes Not necessary
Purpose Resale or consumption Consumption
The price of the The consumer does not have to pay
product or Paid by customer them
service
Person An individual or an organization An individual, family, or group of
people

° BUCHHOLZ, K.. Where E-Commerce is Growing Fastest. [online]. [2022-09-03]. Available at:
<https://www.statista.com/chart/22729/e-commerce-sales-growth-by-region/>.

10BUMP, P.: Do Consumers Actually Shop Directly on Social Media Platforms. [online]. [2022-03-08]. Available
at: <https://blog.hubspot.com/marketing/do-consumers-shop-directly-on-social-media-platforms>.

1'See: JENCOVA, S., LUKACOVA, M., JUSKOVA, M.: Fraud Intra-Community Transactions Vat and Negative
Impact on the State Budget. In Journal of Management and Business: Research and Practice, 2020, Vol 12, No.
1, p. 37-42.

"2 BARCIK, T.: Strategicky marketing. Praha : Ustav prava a pravni védy, 2013, p. 58.

13 See: ONDRIJOVA, I, RATNAYAKE-KASCAKOVA, D., TOMKOVA, A.: Analysis of Mutual Differences
of Neuromarketing Attributes in the Context of Achieved Customer Education. In Journal of Management and
Business: Research and Practice, 2020, Vol 12, No. 2, p. 21-28.

4 RICHTEROVA, K. et al.: Spotrebitel'ské spravanie. Bratislava : Sprint 2, 2015, p. 103.

15 SCHIFFMAN, L., et al.: Consumer Behaviour. 6th Ed. French's Forest, NSW : Pearson Australia Group Pty,
2013, p. 94.

16 See: STEFKO, R. et. al.: Descriptive Study of the Percepcion of Effectiveness of Marketing Tools in the Context
of Dental-hygienic Health Services. In Journal of Management and Business: Research and Practice, 2018, Vol
10, No. 2, p. 5-17.
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Source: own elaboration according to SAJI, J.: What Does Consumer Preference Actually Mean? [online]. [2020-
05-30]. Available at: <https://medium.com/@jessicatreesasaji/what-does-consumer-preference-actually-mean-
5ae6a3c93055>.

2 Methodology

The main goal of this paper is to find out if there are statistically significant differences in
confidence in online shopping between men and women.

Based on the set goal, the following research question is formulated:

e Are there statistically significant differences in consumer confidence in online shopping
between men and women?

Based on the above research question, the following research hypothesis is formulated:
H: There are statistically significant differences in consumer confidence in online shopping
between men and women.

The research carried out for the purposes of the paper can be defined as primary,
interdisciplinary and quantitative. The inputs to the analyses were obtained through the
implementation of primary research using a questionnaire. Data collection via an electronic
questionnaire took place in May 2022. The link to the electronic questionnaire was distributed
via the relevant Facebook pages and e-mail (private database of the authors). The research
sample was selected based on availability and willingness of participants to participate. The
research sample consists of 421 respondents.

Statistical analysis was performed in the SPSS 22 program. Data analysis process was divided
into two parts. The first part points to the rough findings of the research and descriptive
statistics. The second part of the analysis examines deeper relationships through inductive
statistics. Due to the established hypothesis and the nature of the data, the second part made use
of the Kolmogorov-Smirnov normality test and the Mann-Whitney U-test. The statistical
analysis was carried out in the SPSS 22 program. The object of research are respondents of the
following generations:

Table 2: Age distribution of respondents by generation

C Centennials (2001-2009)

Y Millennials (1984-2000)

X Generation X (1964-1983)

S Generation S (1963 and earlier)

Source: own elaboration according to Young

Regarding the age groups, the paper follows the methodology of Miles Young!” from Ogilvy
& Mather, which imposes the following classification: Generation C, or Centennials, are
currently between the ages of 13 and 21, Generation Y, or Millennials, are currently between
the ages of 22 and 38, Generation X, or Baby Boomers, are currently between the ages of 39
and 58, and Generation S, or Snow Flakes are currently 59 and older.

7YOUNG, M.: Ogilvy o reklamé v digitalnim véku. Bratislava: Svojtka & Co, 2017, p. 68.
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Table 3: Representation of respondents by generation

Number % Cumu(}/atively
0
Generation C 42 9.9 9.9
Generation Y 151 35.9 45.8
Generation X 173 41.1 86.9
Generation S 55 13.1 100
In total 421 100

Source: own elaboration

The largest age group of respondents was Generation X (respondents born between 1964 and
1983 (N=173; 41.1%)). Generation Y (1984 — 2000) was represented by 151 respondents, or
35.9% of the research sample. Generation S (born 1963 and earlier) was represented by 55
respondents (13.1%). The youngest group of respondents, Generation C (2001-2009) was
represented by 42 respondents (9.9%).

The research sample consisted of 421 respondents, of which 270 (64.1%) were women and 151
(35.9%) were men. The gender composition of the research sample reflects the fact that women
are generally more willing to fill in questionnaire surveys. As the respondents were selected
based on availability and willingness of respondents to take part in the research, certain
disproportions compared to the general population in Slovakia were expected.

The same applies to disproportions in terms of regions of the Slovak Republic which was caused
by narrowly focused research sample (the questionnaire was primarily filled out by respondents

from the author's private database primarily residing in KoSice (N=147; 35%) and PreSov region
(N=65; 15.4%). Together they made up almost half of the respondents.

3 Results

This chapter presents research results in easy-to-read tables using descriptive statistics.

Table 4: Representation of respondents based on gender

Number % Cumulatively
%
Men 151 35.9 359
Women 270 64.1 100
In total 421 100

Source: own elaboration

The gender composition of the respondents is as follows: N=270; 64.1% are women and N=151;
35.9% are men.
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Table 5: Confidence in online shopping

Number % Cumulatively %

1 — I strongly disagree 23 55 5.5
2 — 1 do not agree 23 55 11.0
3 — I partially disagree 58 13.8 24.8
4 — I neither agree /

neither agree 63 150 8
5 — I partially agree 99 23.5 63.3
6 — I agree 113 26.7 90.0
7 — 1 strongly agree 42 10.0 100
In total 421 100

Source: own elaboration

Most respondents are confident in shopping online (N=254; 60.2%). 63 respondents (15%) took
a neutral stance towards online shopping while 104 respondents (24.8%) do not have confidence
in online shopping.

4 Verification of the Research Hypothesis

The research hypothesis was formulated in the introductory chapter of the paper. The hypothesis
was verified in this subchapter. The verification process provides a probabilistic model of
accepting or rejecting a presumed proposition.

H: There are statistically significant differences in consumer confidence in online shopping
between men and women.

Table 6: Descriptive statistics — consumer confidence in online shopping — men

N 151
Average 4318
Median 5.000
Std. deviation 1.6467
Skewness -.376
Kurtosis -.651
Range 6.0
Minimum 1.0
Maximum 7.0

Source: own elaboration
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groen
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10 20 3,0 40 50 6,0 7.0
Figure 2: Descriptive statistics — consumer confidence in online shopping — men
Source: own elaboration

Table 7: Descriptive statistics — consumer confidence in online shopping - women

N 270
Average 4.852
Median 5.000
Std. deviation 1.5759
Skewness =712
Kurtosis -.201
Range 6.0
Minimum 1.0
Maximum 7.0

Source: own elaboration

1,0 2,0 3.0 40 5.0 6,0 7.0
Figure 3: Descriptive statistics — consumer confidence in online shopping — women
Source: own elaboration
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The results in Tables 6 and 7 and Figures 2 and 3 show that on a scale from 1 - the lowest
confidence to 7 - the highest confidence, the average value for men is 4.32 points, while for
women it is 4.85 points.

The Kolmogorov-Smirnov normality test was used to obtain information about the normality
or abnormality of the data distribution, as this information was necessary to verify the
hypothesis.

Table 8: Test normality

Kolmogorov-Smirnov
Gender — -

Statistic | df | Sig.
Male 171 | 151 | .000
Female .193 | 270 | .000

Source: own elaboration

The aim was to find out whether there are statistically significant differences in the level of
consumer confidence in online shopping between men and women. To do so, non-parametric
Mann-Whitney U-test was used taking into account the tests of normality of the data distribution
and the nature of the variables.

Table 9: Level of confidence in online shopping RANKY

Gender N | Mean Rank
Male 151 185.10
Female 270 225.49
In total 421

Source: own elaboration

Table 10: Mann-Whitney U-test

Level of confidence in online
Mann-Whitney U 16473.500
Wilcoxon W 27949.500
V4 -3.333
Asymp. Sig. (2-tailed) .001

Source: own elaboration

Based on the results presented in Tables 9 and 10, it can be concluded that there are statistically
significant differences between men and women in the level of consumer confidence in online
shopping. The results show that women are more confident in online shopping than men.
Therefore, the hypothesis proposed hereunder is confirmed.

5 Conclusion

E-commerce is the process of buying, selling, transferring, and exchanging products, services
and information through computer networks and the Internet. E-commerce and the use of the
Internet in various industries benefit both consumers and businesses, as it enables faster, easier,
more convenient, and more flexible provision of goods and services. In addition to providing
goods and services, the Internet also serves as an important promotional tool. Internet has
become an important communication tool for businesses. Today, online communication tools
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are inexpensive, provide instant international reach, offer great real-time feedback, and are able
to reach millions of people for whom the Internet is the centre of virtually all communication.
The respondents could be categorised into the following age groups: Generation C, or
Centennials, are currently between the ages of 13 and 21, Generation Y, or Millennials, are
currently between the ages of 22 and 38, Generation X, or Baby Boomers, are currently between
the ages of 39 and 58, and Generation S, or Snow Flakes are currently 59 and older. Almost
half of these respondents are residents of the KoSice and PreSov regions. The data collection
took place in May 2022 and the research results can be generalized primarily to the population
of the eastern Slovakia. The research made use of a questionnaire survey, primary sources, and
mathematical and statistical methods. The results obtained confirm the importance of modern
electronic trading tools and their use in practice.

Based on the research discussed hereunder, it can be concluded that online shopping is
important for most respondents (64.7%). Of these, 42% of respondents belong to generation Y.
Most respondents (67%) intend to shop online soon. 50% of them are women. 60.2 % have
confidence in online shopping. As much as 67.2% of respondents have positive experience with
online shopping. The hypothesis formulated hereunder assumed the existence of statistically
significant differences in the degree of consumer confidence in online shopping regarding
gender. This difference, and thus the hypothesis, was confirmed.

Most respondents (61.1%) feel safe when shopping online. Of these, only 11% belong to
generation S. 60.6% of respondents influence organic content in search, e.g., Google when
shopping online. 43.2% of them are women. 56.1%, or 236 respondents influence paid search
content when shopping online. Most respondents (57.9%) are influenced by organic content on
social networks when shopping online. Similarly, 56.2% of respondents influence paid content
on social networks when shopping online. In this case, 47% are women.

Acknowledgement: This article is one of the partial outputs under the scientific research grant
1/0694/20 - VEGA “Relational marketing research - perception of e-commerce aspects and its
impact on purchasing behaviour and consumer preferences “
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ANALYSIS OF PUBLIC ENGAGEMENT WITH NFTS

Peter Horvath, Filip Sekan

Abstract:

Prior to the widespread adoption of blockchain-based technology, methods for protecting digital assets and
establishing their ownership remained vulnerable to manipulation. The invention of Non-Fungible Tokens (NFTs),
which are tokens that represent digital assets and have proof of ownership inherent in them, is the result of decades
of research and developments in blockchain technology. The fact that each token is unique and distinguishable
from another has increased asset security and reinforced unique ownership. As more uses for NFTs are found
throughout time, this cutting-edge technology grows and continues to draw public attention. Since 2021, Non-
Fungible Token (NFT) use has grown quickly, making it one of the most widely used applications in the Fintech
industry and the predicted rise of Web3 is likely to expand their significance. This paper aims to analyze public
engagement with NFTs using data from Google Trends and Opensea Marketplace. The data obtained through
these platforms is used to measure the strength of the relationship between these variables, through the Pearson
correlation formula. To perform a huge amount of data, quantitative methods has been used. Our goal is to find
out how strong a given relationship is based on research results and thus define the public’s relationship with
NFTs.

Keywords:
Blockchain. Correlation Analysis. Google Trends. NFT. Non-Fungible Token. Ownership.

1 Introduction

Given the physical distance imposed by the authorities, the pandemic crisis caused by COVID-
19 has demonstrated the importance of digital technologies in sustaining economic activity.
Consumers and businesses have adapted quickly, and the result was the gradual adoption of
new information technology at various levels, both personal and corporate. New forms of
investment and payment have emerged as a result of technological progress, including
cryptocurrencies, non-fungible tokens (NFTs), which allow creators of digital material to profit
from their labor. Blockchain technology has transformed organizational, economic, and
environmental performance of the commercial world. Integral part of blockchain system are
cryptocurrencies representing a digital system of payments, characterized by transparency,
decentralization, and high security. The most recent digital trend is non-fungible tokens (NFT)
that certifies the ownership of particular goods, such as music, photos, films, and pieces of
virtual worlds, using blockchain technology. There is also the potential to increase the use of
NFTs in the field of intellectual property. Using blockchain technology, it is possible to track
changes in patent ownership in this industry. Additionally, by using blockchain technology,
these digital tokens present new opportunities for innovators to change the face of
entrepreneurship.

As a new technology, we assume that public is interested in and engage with it. In this context,
the main aim of this paper is analysis of public engagement with NFTs. We consider as the best
way to perform analysis by quantitative methods. To find out people interest, we will measure
and look for some association between the observed variables and estimate the strength of this
relationship. The paper is organized as follows: the next section focuses on definition of NFTs
and its brief history. The third part of the paper presents the methodology, how we retrieve the
data and how we calculate them to get output as well as which kind of methods we set for
analysis. The fourth section describes the results of the empirical analysis and discussions,
while the last part of the paper includes the conclusion.
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2 Definition of NFT's

NFTs as a new technology that has evolved as a result of the blockchain’s ability to decentralize
power have the potential to upend both Web 2.0 and traditional business models. NFT serves
as an external enabler of entrepreneurship and inspires individuals and groups to use their
imagination and creativity to pursue novel entrepreneurial actions that both utilize and
transform NFT. We can define Non-Fungible Token as “a unique digital identifier that cannot
be copied, substituted, or subdivided, that is recorded in a blockchain, and that is used to certify
authenticity and ownership (as of a specific digital asset and specific rights relating to it) !

In order to clarify and conceptualize NFTs, we divide the term non-fungible token into two
parts (non-fungible and token) and define each separately. The concept of fungibility describes
an object’s equivalence or distinguishability. Money, for example, is a classic example of a
fungible asset. 20 euro bill has the same value as the other 20 euro bill. If we go deeper, 20 euro
bill has the same value as the four 5 euro bills, or 21 euro coins, or any other combination of
currency worth 20 euro. Assets such as stocks and commodities are also common examples of
fungible goods because they are freely interchangeable and replaceable, making them fungible.
On the other hand, non-fungible products are distinct from fungible in that they cannot be
replaced with by something else. To put it simply, while non-fungible goods are unique and
cannot be unilaterally switched out for another, fungible items are interchangeable and mutually
exchangeable.? Paintings, concert tickets, and other non-fungible goods are only a few instances
of non-fungible items found in the real world. Even while two paintings may appear to be
similar, their levels of rarity may differ significantly. Similar to this, front-row concert tickets
are substantially more expensive than back-row seats.

Regarding a term token, it is a virtual representation of an asset’s ownership. There are two
types of tokens in digital world: fungible (like Bitcoin, where any bitcoin may be exchanged
for another) and non-fungible (e.g., a property deed).

While it is impossible to take into account every variant and standard, there are a few commonly
acknowledged and fundamental traits that are present in the majority of NFT implementations.
First is uniqueness. It is possible to create a finite number of tokens using NFTs, each of which
can be uniquely identified. Well-known example is the 10,000 distinct NFTs that CryptoPunks,
Bored Ape Yacht Club or other projects released. Second is rarity. This trait in NFTs can take
many forms, including artificial, numerical, and historical rarity. Artificial rarity describes the
NFT’s individuality as revealed by its code or the details of its issue. We can once again use
the well-known Cryptopunks to better comprehend this idea. Only 1.75% of all Cryptopunks,
as measured by their issuance, have a Medical Mask feature. When we compare this to the
24.59% chance of having an Earring, we can conclude that if all else is equal, a punk with a
Medical Mask will always be rarer than one with an Earring. Numerical rarity is closely related
to Artificial rarity and, as such, is relatively simple to grasp. We can take the case of a well-
known musician who issues 100 NFTs of their most recent music album in digital format. The
100 copies that have the artist’s “digital signature” and can be proven to be their owners will
logically be more expensive and rarer than listening to the album on Spotify. It’s helpful to think
of this as the difference between owning a physical album signed by the artists and one that
isn’t. The historical rarity of an NFT refers to its historical significance. This manifests itself in
a variety of ways. For instance, the fact that Cryptopunks were some of the first generative

' NFT. [online]. [2022-11-09]. Available at: <https://www.merriam-webster.com/dictionary/NFT>.
2 CHOHAN, U. W.: Non-Fungible Tokens: Blockchains, Scarcity, and Value. [online]. [2022-11-09]. Available
at: <https://papers.ssrn.com/sol3/papers.cfm?abstract 1id=3822743>.
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NFTs ever issued adds to their appeal. They are unique in that regard. Additionally, given that
blockchains preserve an unchangeable history of ownership, some NFTs may be historically
valuable due to their previous owners, who included famous organizations or people. Third trait
is ownership. Some aspects that may be very important in the context of NFTs backed by real-
world tangible assets are evidence of ownership of the underlying assets, the possibility of
fractional ownership, and provenance monitoring of assets. Fourth trait is immutability. This is
a feature of all blockchain-based tokens. Absent a vulnerability of the underlying blockchain
system, the tokens and the data stored on them are very hard to tamper with and its result is
substantial transparency. The last trait is programmability. Many people consider that this is an
important differentiator between NFTs and real-world assets. NFTs can be programmed in the
same way as programmable software can, enabling artistic or commercial expression as well
as, for example, ensuring that artists earn residual payments or moral rights over the duration
of a work rather than just after the first sale. Furthermore, experimental applications
demonstrate how NFTs, like a mortgage, can be used as collateral for a wide range of DeFi
(Decentralized Finance) applications.?

Table 1: Use Cases of NFTs

Use Cases Examples

Collectibles NFTs may be utilized to produce new types of digital
collectibles, such CryptoPunks or Bored Ape Yacht Club

Gaming It includes tradeable in-game objects and items

Art This concept has launched with the art marketplace

Rarible, where artist can monetize their work, protect
copyright and receive royalties from each sale.

Virtual Assets It means the ownerships real estate in virtual worlds as
Decentraland or Sandbox
Real — World Assets Tokenization of real-world assets that can be traded.

OpenLaw has already created a system for trading real
estate through the ERC-721 token standard. E.g. Nike
company patented a system to tokenize shoes.

Identity NFTs can protect and control personal information,
like birth dates or medical histories

Source: LAU, K.: Non-Fungible Tokens. A Brief Introduction and History. [online]. [2022-11-09]. Available at:
<https://assets.ctfassets.net/hfgyigd2jimx/6 ASKSH6 VI TydTDUEFHXQ5P/3cca896ad77bd967859a7a1256a5a91
f/Crypto.com_Macro Report - Non-Fungible Tokens.pdf>.

NFTs are frequently purchased and sold using cryptocurrencies, and they share several
similarities with cryptocurrencies in many ways. NFTs and cryptocurrencies are both built and
tracked on blockchains, and they have a large customer and community base in common. As
was already mentioned, cryptocurrencies, on the other hand, are fungible, which means
interchangeable, whereas NFTs are unique and thus non-fungible. The majority of users create
and purchase NFTs on dedicated NFT marketplaces, such as Opensea, Deadrare or Magiceden.
A typical NFT is created or “minted” on a blockchain, then auctioned off or sold at a fixed price
on an NFT marketplace before being “stored” in the buyer’s digital wallet. Annual sales
estimates for the NFT market range from around $17 billion to more than $44 billion. According
to several market research companies, sales increased significantly in 2021 but decreased in
2022. Some well-known NFTs have sold for millions of dollars, although according to one
survey, just 1% of NFTs sell for more than $1,594 and 75% of NFTs are sold for less than $15.
Furthermore, one study discovered that the top 10% of NFT buyers and sellers conduct as many
transactions as the remaining 90%.*

3 KOSTOPOULOS, N. et al.: Demystifying Non-Fungible Tokens (NFTs). [online]. [2022-11-09]. Available at:
<https://www.cublockchainforum.eu/sites/default/files/reports/DemystifyingNFTs_November%202021 2.pdf>.
4 BUSCH, K. E.. Non-Fungible Tokens (NFTs). [online]. [2022-11-09]. Available at:
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By 2022, the majority of NFTs will be used to buy digital collectibles like digital artwork or
imitations of other digital goods. NFTs’ supporters think they will have a broader range of uses,
such as representing real-world objects, providing digital identities, or allowing only members
to attend events, services, online communities, as digital copies of tangible objects like a car
title or a property deed. Table 1 shows the potential use cases of NFTs. We can see that scope
and purposes of NFTs are diverse and have a wide range of affordances.

2.1 A Brief History of NFT's

The philosopher, cultural critic, and essayist Walter Benjamin fought with the evolution of 7The
Work of Art in the Age of Mechanical Reproduction about a century ago. While imitation and
replication of art have always been imperfect — by apprentices, students, studios, and forgers —
new technologies have increased the speed and fidelity of reproduction. The meaning of
“originality” and “authenticity” were called into doubt as a result of this evolution, which also
caused the replicated work to lose its original’s “aura”. In the digital reproduction era of today,
every digital asset may be perfectly duplicated with just a few clicks or lines of code.’ Such
reflections began to spread practically from the beginning of the web, i.e. from the 90s of the
20™ century. Several experts wondered how to ensure that property rights are respected in the
digital world. Over the past thirty years, there have been several attempts to improve property
rights in the digital world, such as copyright or watermarks, but they have not been fully
successful. Practically since Bitcoin’s inception, various initiatives have gradually come in
regarding the creation of a certain modality of digital ownership and monetization that would
be part of the blockchain. A paper titled Overview of Colored Coins, published in December
2012 by cryptographer and the head of the Israeli Bitcoin Association Meni Rosenfeld,
described a way to take use of Bitcoin’s “fungibility” by setting aside a specific amount of coins
for specific uses. It was suggested that adding ““specialty” to coins by separating them from the
rest could aid in the formation of niche applications on the Bitcoin blockchain. This case
demonstrated the potential of non-fungible assets on the blockchain.¢

In 2014, the first NFTs were developed, uniting art and technology fields together. Their goal
was to establish authenticity and ownership on a blockchain in order to assist artists in managing
and safeguarding their works.” The year 2017 was the milestone in terms of NFTs because of
two important facts. First, it was created the ERC-721 token standard in the Ethereum
blockchain, using mainly by NFTs. Second, two first known NFTs projects were launched,
namely CryptoKitties and CryptoPunks. In light of these projects, NFTs gained wider interests
and awareness in 2017. CryptoPunks is a collection of highly pixelated, randomly produced
(i.e., computer-generated) portraits that combines art with collectibles. Since initially
distribution for free, first resales ranged from $1 to $30 and went up to $1 million for individual
portrait. CryptoKitties is a game that involves collecting, buying, and selling unique digital
portraits. It was the first project based on ERC-721 Standard. Both projects helped to
established monetization model for digital content using NFTs. For example, digital art portrait
called Everydays: The First 5000 Days was sold for more than $69 million.®

NFTs exploded in popularity in the beginning of 2021. This phenomenon was brought on by
several interrelated variables, including as the profitable market for cryptocurrencies (such as

<https://crsreports.congress.gov/product/pdf/R/R47189>.

5 KOSTOPOULOS, N. et al.: Demystifying Non-Fungible Tokens (NFTs). [online]. [2022-11-09]. Available at:
<https://www.eublockchainforum.eu/sites/default/files/reports/DemystifyingNFTs November%202021 2.pdf>.
¢ Ibidem.

7 DASH, A.. NFTs Weren't Supposed to End Like This. [online]. [2022-11-09]. Available at:
<https://www.theatlantic.com/ideas/archive/2021/04/nfts-werent-supposed-end-like/618488/>.

8  BEEPLE: Everydays: The First 5000 Days. [online]. [2022-11-09]. Available at:
<https://onlineonly.christies.com/s/beeple-first-5000-days/beeple-b-1981-1/112924>.
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Bitcoin, Ethereum, and Dogecoin), prevailing tendencies in pop culture, and recurrent spikes in
speculative stock market movements. High market volatility, which encouraged investors to
aggressively look for speculative assets on which to capitalize, contributed to the appeal of
developing digital assets. These factors combined to boost the NFT market.

3 Methodology

The main topic of the paper is to analyze public engagement with NFTs. As we have already
mentioned in theoretical part of the paper, the NFTs are nowadays primarily focused on
monetizing digital art and collectibles. Therefore, we would like to find out the connection
between searching trends representing by Google Trend data and NFT trading volume defining
a volume in selling NFTs. The development of big data provides a new tool for measuring
several variables and therefore become more widespread among researchers. Internet search
data has just recently been used as a source of data. Web searches offer a comparatively quick
and straightforward approach to gather information about public opinion or interest in a given
problem. Google Trends has been heavily used in scholarly research on search engines as a
predictor of activity. It is a free tool produced by Google that enables users to get reports on the
evolution of the popularity of search phrases using the Google Search engine. In other words,
this tool collects data about how much a given phrase was searched for at a certain time.
Therefore, main output is time series data. Due to the fact that its reports may be used to measure
public interest in any subject, Google Trends has gained popularity in the scientific literature
during the past ten years. Importantly, this data is regularly updated and accessible.
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Figure 1: Number of keyword searches via Google Trends — measurement worldwide
Source: Google Trends. [online]. [2022-11-09]. Available at:
<https://trends.google.com/trends/explore?date=2021-01-01%202022-07-31&q=NFT>.

We collect Google search activity for the keyword “NFT” from Google Trends between 1%
January 2021 to 30 July 2022. The Google Trends platform’s data is retrieved in .csv format
and normalized for the chosen time frame. According to Google Trends, the correction process
is as follows: “Search results are normalized to the time and location of a query by the following
process: Each data point is divided by the total searches of the geography and time range it
represents to compare relative popularity. Otherwise, places with the most search volume
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would always be ranked highest. The resulting numbers are then scaled on a range of 0 to 100
based on a topic’s proportion to all searches on all topics. Different regions that show the same
search interest for a term don’t always have the same total search volumes.””® Since the
retrieved data contains week interval frame, we translate it to a monthly interval frame by using
mean. We also collect Opensea monthly trading volume in cryptocurrency Ethereum. We
choose Opensea because it is the largest platform for trading NFTs. Moreover, for better
transparency, we use data volume in cryptocurrency Ethereum (ETH abbreviation) rather than
in dollars. Trading volume data are retrieved from web portal www.dune.com, where users can
download Opensea data in many selected ways. Searching period is the same as in previous
variables, from 1% January 2021 to 30™ July 2022. Data are aggregated into months intervals.
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Figure 2: Opensea Monthly trading Volume in ETH
Source: own processing, 2022

To identifying the association and trends between observed variables and to estimate the
strength of their relationship, we select to perform correlation analysis using Pearson
Correlation method. We can define correlation as a measure of association between two
variables, where either (1) as the value of one variable rises, the value of the other rises as well
(positive correlation), or (2) as the value of one variable rises, the value of the other variable
falls (negative correlation). Therefore, in correlated data, a change in one variable’s magnitude
is linked to a change in another variable’s magnitude, either in the same or the opposite
direction.!°

For the measures the degree of association of variable, it should be considered interval variables
with normal distribution of data. We use for calculations the degree of relationship so called
Pearson’s mathematical formulation:
_ nEXY) - X).2Y)
VnEX?) - (EX)? JnEY?) - Y)?

R = Correlation coefficient
n = Number of observations

0 FAQ about Google Trends Data. [online]. [2022-11-09]. Available at:
<https://support.google.com/trends/answer/4365533?hl=en>.

10 SCHOBER, P., BOER, C., SCHWARTE, L.: Correlation Coefficients: Appropriate Use and Interpretation. In
Anesthesia and Analgesia, 2018, Vol. 126, No. 5, p. 1763. [online]. [2022-11-09]. Available at:
<https://www.researchgate.net/publication/323388613 Correlation Coefficients Appropriate Use and Interpre
tation>.
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x = Measures of Variable 1

y = Measures of Variable 2

¥xy = Sum of the product of respective variable measures

¥x= Sum of the measures of Variable 1

Yy = Sum of the measures of Variable 2

¥x2 = Sum of squared values of the measures of Variable 1

Yy2 = Sum of squared values of the measures of Variable 2!!

To convert the correlation coefficient into descriptors like “weak”, “moderate”, or “high”
association, a few methods have been proposed. For description the outputs, we use
a conventional approach to interpreting a correlation coefficient. It defines weak correlation
between 0,10 and 0,39, moderate correlation between 0,40 and 0,69 and finally strong
correlation between 0,70 and 0,89. On the opposite sites can be also calculated so called
negligible correlation (0-0,10) or very strong correlation (0,90-1). Finally, correlation can be
the maximum value of 1 in terms of positive correlation, and minimum value of -1 in terms of
negative correlation. '?

4 Results and Discussion

The result of the correlation analysis performed through the Pearson correlation is R = 0.76,
which, based on the correlation theory, implies a strong correlation. On the basis of that we
state there is a strong association between the amount of trading volume in Opensea and
people’s interest in NFTs through search connections. This means that when one of these two
variables rises, so does the other variable. At the same time, when one variable decreases, the
same is done with the other variable.
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Figure 3: Scatter Plot using Pearson formula
Source: own processing, 2022

When we examine it through charts, we can see in chart number one that January 2022 saw the
most interest in Google searches for the term NFT. In addition, possible upward trends in search
were also in December, August and around March 2021. Chart number two shows us monthly
trading volume of NFTs in Opensea marketplace. The largest trading volume was recorded in

' SENTHILNATHAN, S.: Usefulness of Correlation Analysis. [online]. [2022-11-09]. Available at:
<https://www.researchgate.net/publication/334308527 Usefulness of Correlation Analysis>.

12 SCHOBER, P., BOER, C., SCHWARTE, L.: Correlation Coefficients: Appropriate Use and Interpretation. In
Anesthesia and Analgesia, 2018, Vol. 126, No. 5, p. 1765. [online]. [2022-11-09]. Available at:
<https://www.researchgate.net/publication/323388613 Correlation Coefficients Appropriate Use and Interpre
tation>.
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the month of January 2021. In addition to this month, the upswing was especially seen in the
months of March, August, and December 2021. When we compare the months mentioned in
both charts, we can see that they are the same. Therefore, we can deduce the following from
the findings of a paper:

Firstly, people engagement in NTFs is strongly influenced by trading volume of NFTs. The
higher the trading volume, the higher the chance that more people who have invested in NFTs
can profit from trading. It means that as trade volume rises, people become increasingly
interested in learning more about the idea of NFTs. These conclusions are understandably
appealing to more and more people who are interested in. On the other hand, people’s interest
also declines as trade volume declines because there is a smaller probability of investment
yielding a profit. Secondly, these findings provide information about the characteristics and
status of NFTs today. People have NFTs associated primarily with high-risk trading and
investments, which understandably include cryptocurrencies field. The original NFT idea as a
new technological element that aims to address property rights in the digital environment is
thus pushed into the background. Thirdly, there isn’t a current, ongoing, sustainable public
interest. Looking at chart number one, we can observe that public interest has significantly
decreased over the past measurable number of months. The reputation of the NFTs concept has
certainly been damaged also by financial scams, which are regular not only in the
cryptocurrency area, but also in NFTs. In addition, interest has also plummeted due to the huge
quantity of low-quality “cash grab” projects. The emerging financial crisis has further
exacerbated this lack of interest. After such negatives, it is understandable that interest quickly
declined. Overall, we may draw the conclusion that NFTs are not now associated with a ground-
breaking technical concept that intends to advance and enhance the problem of property rights
in both the digital and physical worlds.

5 Conclusion

The NFTs sector has been rapidly expanding the last years, mainly in the sector of monetizing
of digital art. The new technology as a blockchain or cryptocurrencies enjoy high popularity in
recent times. Therefore, we focus on analysis public interests in NFTs as a new technology idea.
This paper aimed to investigate association between public engagement through Google search
activities and NFTs monthly trading volume. We discover that there is a substantial link
between the observed variables. This measurement supported the assumption that people are
only interested in NFTs when they see an opportunity to make money from them. On the other
hand, our findings do not call into question the technological contribution of the NFTs concept.
There is a presumption that public interest will increase once more if the technological
development of NFTs improves in other areas that would be more advantageous and secure for
a society.

The authors are also aware of the limitations of this research. Important limitation that we must
acknowledge include the fact that there are only a few research papers dealing with NFTs. Due
to the fact that this is a relatively new technological invention, not much scientific literature has
yet been created within the framework of research. Second, the timeframe selected is relatively
limiting including 19 months. This timeframe seems sufficient, but for better representativity
would be better longer period, mainly in cryptocurrency field, where NFT belongs. On the other
hand, as we mentioned NFT is relatively new tool, so there is understandably less data to
compare. Third limitation relates to measured Google data. We retrieved data from whole
world, what can cause misleading in terms of data collection. The use of NFTs is not
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approximately proportionally the same across countries of the world, but there are visible
diametrical differences. Nevertheless, it does not mean that the research is invalid, but for the
future research is the option to delimit the sample based on its geographical location. The last
limit includes chosen statistical indicator. For better applicability and generalizability of the
findings would be better to use more statistical indicators, for example add a measurement
causality. The study’s limitations open up possibilities for subsequent research, which would
then allow for the execution of comprehensive statistical analysis.

Despite these limitations, our paper is one of the first scientific attempts to measure relationship
between statistical indicators relating NFTs. Existing studies so far have focused mainly on the
definition of NFTs, its history, and relationship with cryptocurrencies. Therefore, results and
methodology of the paper can serve as an idea for other researcher dealing with this kind of
topic.
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WIND’S HOWLING: A BRAND IN THE DIGITAL WORLD

Dinko Jukic

Abstract:

The paper explores the role of the brand in the digital world. The brand concept is viewed according to Kapferer’s
identity prism. We discuss how postmodern brands can be a symbolic resource for building, communicating, and
maintaining identity. This study focuses on aspects of marketing in digital games and seeks to answer the question
how brands use digital worlds. The paper presents the phenomenon of game from the aspect of marketing and
media literacy. The concept of game studies was observed according to Huizinga’s game theory and Fink’s
construct of the game world. The paper presents the division of the brand in the digital world based on the creation
of the brand and the appearance of the brand in the digital world. Four types of brands that appear in the digital
world are analysed: brand in the game, game as brand, protagonist as brand and publisher as brand. Brands are
viewed from a symbolic aspect, representing the identification of consumers who want reality in the digital world,
and this enables the existence of real brands. It is based on the hypothesis that the digital world reflects reality, so
the brand announcement is understood as a reflection of reality. The research is based on relevant, primary sources
of digital games that, through semiotic analysis, show the role of brand and media.

Key words:
Brand. Customer. Digital World. Game. Image. Symbol.

Introduction

One of the most important ways to create the meaning of the brand for consumers is through
personification! and symbols.? The starting point of the brand is its added value. In this sense,
the strength of the brand is in the consumer’s mind,? in the added value that the consumer
attributes to the brand. Therefore, the meaning of the brand is determined by the consumer, not
the brand manager.*

The postmodern consumer strongly depends on the symbolic meaning of the brand. Digital
games represent a paradox of worlds. They were created in the real world and represent a
fictional one. Through digital media, reality is created from lived reality. This means that digital
games clearly show that media reality cannot be viewed as a less valuable reality.> Social reality
is a construction of media reality,® which tells us that it is part of reality. Being a part of reality,
it represents certain symbols’ that users of digital reality adopt.

The topic of this study is about questioning the relationship between the digital world and the
brand. The symbolism of the brand in the virtual world is explored as a form of parasocial
interactions between the consumer and the brand. It assumes that the brand, in its symbolism

! HUANG, H. H., VINCENT-WAYNE, M.: The Role of Imagination and Brand Personification in Brand
Relationships. In Psychology & Marketing, 2014, Vol. 31, No. 1, p. 44.

2 ROSENBAUM-ELLIOTT, R., PERCY, L., PERVAN, S.: Strategic Brand Management. Oxford : Oxford
University Press, 2011, p. 177.

3 SOLOMON, M. R., MARSHALL, G. W., STUART, E. W.: Marketing: Real People, Real Choices. New York
: Pearson, 2018, p. 274.

4#SOLOMON, M. R. et al.: Consumer Behaviour, a European Perspective. London : Prentice Hall, 2009, p. 37.

> BAACKE, D.: Medienpddagogik. Berlin : De Gruyter, 1997, p. 5.

¢ BAUER, T. A.: Medij za otvoreno drustvo. Zagreb : Sveu&ilidna knjizara, 2007, p. 83.

"BAUDRILLARD, J.: Symbolic Exchange and Death. London : Sage, 2017, p. 28-31.
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and metaphor, arouses the imagination, creates a positive image® and brand relationship.® Also,
the paper analyses Huizinga’s game theory'? and Fink’s construct of the game world!!' from the
aspect of Kapferer’s identity prism!? and proposes four categories of brands in digital games.
The purpose of this research is to improve the understanding of how customers see brand in
digital world.

The intertextuality in the title Wind’s howling refers to two key ideas: an allusion to the main
protagonist of the digital game The Witcher 3: Wild Hunt,'® Geralt of Rivia, and to the metaphor
of the wind in Slavic mythology.!# The digital anti-hero is a typical representative of the brand
in the digital world, and the metaphor of the wind is a hint of the change to come. This change
can mean the development of digital brands in the world of digital games or the development
of the digital world in a semiotic sense. Also, the chapters in this study are a symbol of the
meaning of the digital game and the digital world, which can be interpreted as an homage to
the identity of the digital brand.

1 Endure and Survive

Digital culture is a social phenomenon. Its beginnings appear as a modern man’s response to
information. Parallel to the development of digital culture, the understanding of the audience is
changing and the phenomenon of the interactive audience is emerging.!> We understand
interactivity in the context of digital games as the ability of the user to influence the form or
content of the media.'® But we can also experience the medium as what transforms experience
into knowledge.

From a psychological point of view, digital games have a clear structure, clear rules, and include
tasks that players solve. The appeal of digital games is enhanced using realistic images and
sounds, historical events, real brands and celebrities from sports, society, music, or literature.
Learning through game!” narration is a key element in digital games because it creates an
environment with which the learner identifies.'®

Starting from Huizinga’s theory of play, play is not only fundamentally important for man, but
also crucial in developing man’s emotions, creativity, and imagination. From the point of view

8 KELLER, K. L.: Strategic Brand Management. Harlow : Pearson, 2013, p. 76-79.

® HUANG, H. H., VINCENT-WAYNE, M.: The Role of Imagination and Brand Personification in Brand
Relationships. In Psychology & Marketing, 2014, Vol. 31, No. 1, p. 44.

10°See: HUIZINGA, J.: Homo ludens: o podrijetlu kulture u igri. Zagreb : Naprijed, 1992, p. 9-30.

' See: FINK, E.: Igra kao simbol svijeta. Zagreb : Demetra, 2000, p.74-83.

12 See: KAPFERER, J. N.: The New Strategic Brand Management. London : Kogan Page, 2008, p. 171-197.

13 CD PROJEKT RED: The Witcher 3: Wild Hunt. [Digital Game]. Warsaw : CD Projekt, 2015.

4 See: BELAJ, V.: Hod kroz godinu. Zagreb : Golden marketing — Tehnicka knjiga, 2007, p. 143-160. See also:
KATICIC, R.: Gazdarica na vratima: tragovima svetih pjesama nase pretkrséanske starine. Zagreb : Ibis grafika,
Matica hrvatska, 2011, p. 205-208.; KATICIC, R.: Vilinska vrata tragovima svetih pjesama nase pretkricanske
starine. Zagreb : Ibis grafika; Matica hrvatska, 2014, p. 81-84.; KATICIC, R.: Nasa stara viera: tragovima svetih
pjesama nase pretkrséanske starine. Zagreb : Ibis grafika, 2017, p. 77-82.

1S MCQUAIL, D.: McQuail’s Mass Communication Theory. London : SAGE, 2005, p. 406.

16 BAKKER, P., SADABA, C.: The Impact of the Internet on Users. In KUNG, L., PICKARD, R. G., TOWSE,
R. (eds.): The Internet and the Mass Media. London : SAGE, 2008, p. 88.

17 SKRIPCOVA, L.: Media Literacy in Digital Games. In Media Literacy and Academic Research, 2022, Vol. 5,
No. 1, p. 136-138.

'8 JUKIC, D.: Marketing Semiotics in Digital Games: Myth’s Analysis in The Walking Dead and Heavy Rain. In
Acta Ludologica, 2021, Vol. 4, No. 2, p. 15.
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of the sociology of culture,!® play is essential for the creation of culture. The whole civilization
is designed as an expression of play and meaning. The concept of place and duration starts from
the assumption that every digital game has certain boundaries of time and space. Each game in
its essence represents a spiritual creation.?’ According to Huizing’s theory, man is played for
pleasure and relaxation, but he can also play above that level: for the sake of beauty and
sublimity.?!

According to Fink,?? the game is opposed to the seriousness of life. The game is based on
showing realities in images, shapes and meaning. Experienced moments are transformed into
digital forms. From this aspect, we understand the observation of digital games as culture
because, not only are they a product of a cultural object,?? but human action in the digital game
itself is also a kind of game.?* According to Fink,? the play implies the possibility of a complete
understanding of man because it contains a significant amount of information. In this sense,
play implies man’s freedom because through the act of playing, man realizes himself. That is
why Fink claims that play is an action that becomes apparent in its gesture of meaning. It fills
the empty time and turns into the reality of the apparent paraphrase of serious life. 2°

Philosophical concept of the “game of the world” is a speculative formula that does not express
a phenomenon but indicates a path of thought.?” In that sense, anything that is real is possible,
but not necessary.?® The reality thus understood is the modality of the being of things. However,
then the question arises how and in what sense is the game defined as unreal? The behaviour
and action of the game is just like other human activities. All activities are real.?’ The theory of
culture is the study of the relationship between the components of a way of life.3° The game is
based on the handling of certain creations, on the depiction of reality in images, shapes and
meaning.

The digital world, therefore, represents one “variant” of the world in which consumers live. It
is an oxymoronic space that knows the market, society, culture, and media. Images created in
the digital world circulate within cultures3! and represent signs.>? Such signs are inseparable
because culture, in the anthropological sense, represents the process of human behaviour, values
and ideas that are common to groups. This means that consumers in the digital world create
signs that are connected to the world in which they live.

Consumers in the digital world do not react directly in mutual interactions, but their reactions
are based on meanings. This understanding of consumers in the digital world, i.e., gamers in

19 SKLEDAR, N.: Covjek i kultura. Zagreb : Filozofski fakultet u Zagrebu, 2001, p. 167.

2 HUIZINGA, J.: Homo ludens: o podrijetlu kulture u igri. Zagreb : Naprijed, 1992, p. 16.

2! Ibidem, p. 24.

22 FINK, E.: Igra kao simbol svijeta. Zagreb : Demetra, 2000, p. 4.

23 GRISWOLD, W.: Cultures and Societies in a Changing World. London : Sage Publications, 2013, p. 15-23.
24 HUIZINGA, J.: Homo ludens: o podrijetlu kulture u igri. Zagreb : Naprijed, 1992, p. 14.

B FINK, E.: Igra kao simbol svijeta. Zagreb : Demetra, 2000, p. 76-81.

26 Ibidem, p. 83.

7 Ibidem, p. 74.

28 Ibidem, p. 76.

2 Ibidem, p. 78.

30 EAGLETON, T.: The Idea of Culture. Oxford : Blackwell Publishers, 2002, p. 63-64.

3 STURKEN, M., CARTWRIGHT, L.: Practices of Looking: An Introduction to Visual Culture. Oxford : Oxford
University press, 2004, p. 315.

32 BAUDRILLARD, J.: Simulacija i zbilja. Zagreb : Jesenski i Turk, 2001, p. 12-16.
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digital games, starts from the assumption of symbolic interactionism.>® In the dialectic of
semiotics, the union of the signifier and the signified seems incomplete and delayed.*

According to the understanding of symbolic interactionism, consumers exist in a symbolic
environment and brand meanings are determined by the interpretation of these symbols and
social consensus. The consumer therefore interprets his own identity when encountering new
situations.? Two types of self-concept have been widely used in consumer research:3¢ a) real
self-image and b) ideal self-image. Actual self-image refers to the overall way a person sees
themselves, while ideal self-image represents an individual’s perception of what they want to
achieve. In contrast to the aforementioned terms, social self-concept represents the image we
want others to have of us.

Social self-concept represents the totality of thoughts and feelings that an individual refers to
himself as a subject and an object.’” This means that this social self-concept includes the self
as a subject or “I”, the process of active experiencing and the self as an object or object of
knowledge, i.e., the content of experiencing. A brand is no longer just an indicator of a
consumer’s self-image but can play an active role in creating that image. Consumers have
several permanent self-images, and these self-images or perceptions of their “self” are very
closely related to personality because consumers tend to buy brands that fit their self-image.

For Mead, the self is organized into two phases: “I” and “me”.’® The first refers to the
unorganized response of the organism to the attitudes of others and a part of the personality that
the person is not aware of, while the second is the internalized organization of other people’s
attitudes, a part of the personality that we are aware of. “Me” is an organized set of attitudes of
others that a person adopts, and “I” is what reacts to the attitudes of others.?® Mead sees play as
a situation from which an organized personality emerges.*’ Through play, the attitudes of others
are organized into a kind of unity that controls the individual’s reactions. In this sense, the game
leads to the “generalized other”, i.e., to the group that gives the individual unity. We can apply
the same to the brand theory, where the consumer develops positive impressions towards brands
through the brand personality construct.

Mead claims that the concept of his “I” can only develop if the individual becomes an object to
himself. To achieve this, he must see himself from the point of view of others. People imagine
how others see them, then they think about how others judge the image they see of them, and
based on these two processes, they build a judgment about themselves. Aaker*! confirms very
similarly when he talks about the concept of a brand as a symbol. Symbols are more meaningful
if they involve a metaphor, with the symbol or asymbol characteristic representing
a functional, emotional, or self-expressive benefit.

33 RITZER, G.: Contemporary Sociological Theory and lIts Classical Roots: The Basics. Beijing : Peking
University Press, 2004, p. 56.

34 BITIL, V.: Pojmovnik suvremene knjizevne teorije. Zagreb : Matica hrvatska, 1997, p. 365.

35 SOLOMON, M. R. et al.: Consumer Behaviour, a European Perspective. London : Prentice Hall, 2009, p. 148.
36 FOXALL, G. R., GOLDSMITH, R. E., BROWN, S.: Psihologija potrosnje u marketingu. Jastrebarsko : Slap,
2007, p. 54-57.

37 See: MEAD, G. H.: Um, osoba i drustvo sa stajalista socijalnog biheviorista. Zagreb : Jesenski i Turk, 2003, p.
166-172.

38 Ibidem, p. 198-202.

3 Ibidem, p. 132.

40 Ibidem, p. 153.

4 AAKER, D. A.: Building Strong Brands. New York : Free Press, 1996, p. 84-85.
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The relationship between the images consumers have of themselves and what they own,
conditionally speaking, confirms the consumer’s self-image.*? In this sense, digital games, its
characters, and the brands that appear in them represent a way of confirming the gamer’s image
of his extended “self”. In such a case, ownership becomes an extended image of the gamer on
a symbolic level, a status level, and a real level. We can show this on the example of a gamer
who, wanting to “improve” his “self”, changes his “self” by introducing customized means
(clothing, jewellery, physical appearance). Therefore, we can conclude that the digital world
offers the gamer the opportunity to try out different personalities, i.e., identities. From the aspect
of consumer behaviour, such a way of “changing” one’s “self” opens the possibility of
developing digital brands, digital consumers, and the digital market.

2 Nothing is True, Everything is Permitted

Postmodern culture is full of fictional characters.*> Consumers buy brands because of their
symbolic meaning. This means that the primary role of the product becomes secondary. In this
sense, brands become carriers of messages, ideas, and meanings. This mythical structure of the
brand can be woven into the subtext of the product. The brand then takes over the role of the
medium, and the consumer takes on the meaning through the brand symbol. Consumers choose
products that are consistent with their self-image,** and reject those that are in disagreement
with it.*3 In other words, brand purchase decisions are emotional.*® With such a purchase, the
consumer builds an image of himself.*” However, it is important to emphasize that brand loyalty
occurs as a reflection of brand image, not actual value.*

Consumer does not make consumption choices solely from product’s utilities but from their
symbolic meanings. The function of the symbolic meanings of brands operate in two directions,
outward in constructing the social world: social-symbolism, and inward towards constructing
our self-identity: self-symbolism.* In this sense, social-symbolic meanings of brands can be
used to communicate with other people when we want to present ourselves as we want others
to see us. The self-symbolic meaning of brands is what their usage communicates to us about
who we are or want to be. In particular, the message that PlayStation sends: “This is for the
Players”, or in the form of a metaphor: “Play has no Limits”, represents elements of fantasy. It
is precisely these elements of imagination and daydreaming that are changes in the consumer’s
consciousness.*”

The role of the brand as a particular simulation of reality opens the space to the creation of
consumer desires. Virtualization of reality tends to emulate, and consumers want a reality

42 See: SCHIFFMAN, L. G., KANUK, L. L.: Consumer Behavior. New Jersey : Prentice Hall, 2000, p. 111-117.
43 SOLOMON, M. R. et al.: Consumer Behaviour, a European Perspective. London : Prentice Hall, 2009, p. 33.
4 See: MEAD, G. H.: Um, osoba i drustvo sa stajalista socijalnog biheviorista. Zagreb : Jesenski i Turk, 2003, p.
242-248.

% FOXALL, G. R., GOLDSMITH, R. E., BROWN, S.: Psihologija potrosnje u marketingu. Jastrebarsko : Slap,
2007, p. 55.

4 MILAS, G.: Psihologija marketinga. Zagreb : Target, 2007, p. 41.

47 See: SOLOMON, M. R. et al.: Consumer Behaviour, a European Perspective. London : Prentice Hall, 2009, p.
144-152.

#® MILAS, G.: Psihologija marketinga. Zagreb : Target, 2007, p. 48.

4 ROSENBAUM-ELLIOTT, R., PERCY, L., PERVAN, S.: Strategic Brand Management. Oxford : Oxford
University Press, 2011, p. 48.

S0 SOLOMON, M. R. et al.: Consumer Behaviour, a European Perspective. London : Prentice Hall, 2009, p. 145.
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simulation. Digital games are not a text to read but a dream to be dreamt.>! Brand experience
in digital games has a strong influence on purchasing decisions.* In this sense, the self is
conceptualized as something that the consumer actively creates. According to Thompson, it
is self as a symbolic project which the individual must actively construct into a coherent
account of self-identity. This means that there is always a social dimension to a brand. The
symbolic meanings of our possessions may portray essences of our individuality, or reflect our
desirable connections with others, and symbolic consumption helps us to categorize ourselves
in society.>

Therefore, the digital world is correlated with the brand and digital games because they are
connected through the joint creation of cultural objects.>> Advertising helps in creating,
modifying, and transforming cultural meanings for the consumer, but also represents cultural
meanings taken from the consumer’s world. This dialectical relationship drives a cyclical flow
of symbolic meanings derived from culture and transferred into the semiotic world.>®

Consumers do not react to the product, but to the brand, to the sign represented by that brand.
The concept of sign is observed here in accordance with de Saussure’s theory.’” The sign
combines the term and the acoustic image into one. The sign denotes the whole, while the word
signifier denotes the term, and the word signified denotes the acoustic image. A key distinction
in semiotic analysis is between the signifier and the signified. In this sense, the signifier is
denotative communication, a simple expression, while the signified is connotative
communication, that is, it creates associations in the consumer. This can also be observed from
the aspect of the mythic structure,’® where we understand the myth as a communication system,
i.e., a brand message.>’

In this sense, myth is a way of marking, it is a form and as such represents the message of a
certain statement. Myth does not determine the subject of the message, but the way in which
that message is expressed. This means that myth in digital games has purely formal boundaries.
Therefore, digital games can become a myth because each message can change from a closed
existence to a meaning. In other words, two important approaches in creating a brand metaphor
and a brand as a symbol derive from personification and brand semiotics. As an example of
such a meaning, we can mention the protagonist Nathan Drake from the series Uncharted,®
who represents a postmodern pastiche of Indiana Jones, Goethe’s romantic hero and a modern

51 JUKIC, D.: To Brand or Not to Brand: The Perception of Brand Image in the Digital Games Industry. In Acta
Ludologica, 2020, Vol. 3, No. 2, p. 26.

52 BARNES, S., MATTS SON, J.: Brand Value in Virtual Worlds: An Axiological Approach. In Journal of
Electronic Commerce Research, 2008, Vol. 9, No. 3, p. 204.

53 THOMPSON, J. B.: The Media and Modernity: A Social Theory of the Media. Cambridge : Polity Press, 1995,
p- 210.

5% ROSENBAUM-ELLIOTT, R., PERCY, L., PERVAN, S.: Strategic Brand Management. Oxford : Oxford
University Press, 2011, p. 51.

55 GRISWOLD, W.: Cultures and Societies in a Changing World. London : Sage Publications, 2013, p. 72.

5% ROSENBAUM-ELLIOTT, R., PERCY, L., PERVAN, S.: Strategic Brand Management. Oxford : Oxford
University Press, 2011, p. 53.

STSAUSSURE, F.: Tecaj opée lingvistike. Zagreb : ArTresor, 2000, p. 98.

58 JUKIC, D.: Marketing Semiotics in Digital Games: Myth’s Analysis in The Walking Dead and Heavy Rain. In
Acta Ludologica, 2021, Vol. 4, No. 2, p. 15-16.

% See: BARTHES, R.: Mitologije. Zagreb : Pelago, 2009, p. 141-181.

% BLUEPOINT GAMES, NAUGHTY DOG: Uncharted: The Nathan Drake Collection. [Digital Game]. Santa
Monica : Sony Interactive Entertainment, 2015.; NAUGHTY DOG: Uncharted 4: A Thief’s End. [Digital Game].
Santa Monica : Sony Interactive Entertainment, 2016.
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young man who builds his identity by travelling through exotic regions. From a digital brand
perspective, the entire Uncharted digital world is marked by brand identity elements.

Consumers form beliefs about brand attributes and benefits in different ways. The definition of
customer-based brand equity, however, does not distinguish between the source of brand
associations and the manner in which they are formed; all that matters is their strength,
favourability, and uniqueness.®! In this sense, we present brands in digital games through four
categories: a) brand in the game, b) game as brand, c) protagonist as brand, and d) publisher as
brand (see Table 1).

Table 1: Brand categories in digital games

Categories Example

Brand in the game Nike, BMW, Everlast

Games as brand Assassin’s Creed, God of War, The Witcher
Protagonist as brand Lara Croft, Kratos, Geralt

Publisher as brand CD Projekt, Naughty Dog, Ubisoft

Source: own processing, 2022

The first category are real brands. Users find them in the digital world and games. Those in the
digital world serve to increase the reality in digital games, but also as an increased experience
and satisfaction with the game itself. From a marketing perspective,®? brands in the digital world
are an ideal form of advertising because users want to see them. The second category are digital
games that have become brands because of their recognition, uniqueness, and originality. These
are digital games that are recognizable at all levels of brand identity, and consumers perceive
them through visual, auditory, symbolic, and metaphorical elements. The third category is the
digital game protagonists who become so recognizable that they represent the entire digital
game, as well as themselves. Such a digital brand, based on the main character, is a carrier of
meaning that can be transferred to other digital games or media, such as Lara Croft appearing
in the film. The fourth category is the publisher brand, that is, the corporate brand that
represents, symbolizes, and associates not only digital games, but also corporate culture,
corporate communication and even the community of gamers.

It is important to emphasize that brand categories can overlap, i.e., in digital games they can
appear in two or more categories at the same time or that one category is reflected in another.
It is also possible to create a new brand in the digital world, which then takes on the
characteristics of the game as a brand or appears as an advertisement within another game. In
the 2008 digital game Prince of Persia, there are parts of the game that are clearly associated
with the promotion of 4ssassin’s Creed and the main character Altair. An example can be used
when the main character from the game becomes a brand and appears in other games as an
association with the publisher, game and genre, which is the case in the digital game Soulcalibur
V' where Ezio Auditore da Firenze from the Assassin’s Creed 2 series appears, or the appearance
Geralt of Rivia in the game Soulcalibur VI.

We can find this form of advertising in the form of hidden messages or meanings, i.e., “easter
eggs”. Easter eggs, according from Mago,% can be considered as a text from both the
communication related as well as the ludological points of view, they might be analysed based

6l KELLER, K. L.: Strategic Brand Management. Harlow : Pearson, 2013, p. 77.

2 See: KOTLER, P., KELLER, K. L.: Marketing Management. Hoboken : Pearson, 2012, p. 260-265.

3 MAGO, Z.: Easter Eggs in Digital Games as a Form of Textual Transcendence (Case Study). In Acta Ludologica,
2019, Vol. 2, No. 2, p. 55.

131



MARKETING IDENTITY: METAVERSE IS THE NEW UNIVERSE

on intertextual relationships. Allusions in digital games are manifestations of intertextuality and
intermediality. Allusion refers to the fact that the text invokes another text or corpus of texts
that influenced the author. The goal is to point out allusive techniques, but also the muted
meaning of allusion outside the given context, the decoding of which is realized with media,
ludological and cultural knowledge stored in the quotes.

All this points to the observation of the brand as a symbol. A memorable symbol can provide
cohesion and structure to a brand identity and make it much easier to gain recognition and
recall.®* Elevating symbols to the status of being part of the identity reflects their potential
power. Aaker distinguishes three types of symbols: a) visual imagery, b) metaphors, and c) the
brand heritage.® These differences belong to brand identity, more precisely brand as a symbol.
Digital brand is the vision that drives the creation of games under brand name. That vision, the
key belief of the brands and its core values is called identity.

In this sense, brand identity is its essence because a brand is not just a name, label, or visual
sign of a product. Brand identity is a set of elements by which the brand becomes recognizable.
The basic elements that create brand identity, i.e., those that identify and differentiate the brand,
are included in the hexagonal prism of identity. To build a digital brand, one must first build a
brand identity that will demonstrate the value of the brand to clients.

Conclusion

Brands are much more than a product or service: they are symbols. Choosing symbols requires
a clear definition of what the brand means. Consumers develop a relationship with a brand
through symbolic value, adding personified human qualities to brands, but also developing a
special relationship between the message and the sign. However, the brand’s deepest value must
be reflected in the external features of the brand’s identity, and this is what the producer and
consumer immediately recognize. This is also a paradox because only through knowing the
brand identity, i.e., through fulfilling all six characteristics of the brand identity prism, can the
identity elements be shaped, changed, and modified. In fact, brand identity defines what must
stay and what is free to change.

In this sense, brands can be understood as living organisms. The syntagma of the brand as a
living organism is a flexible area in which it is allowed to change and moditfy, that is, to adapt
the elements of the brand’s identity on the market. This is the reason some digital brands can
drastically change their identity but remain the same at their core. An example is Lara Croft,
who is associated with Tomb Raider, and who adapted to contemporary cultural theories. It is
the same with Nathan Drake as a kind of variant of the postmodern protagonist who lives his
dream.

This dream is the core of each brand’s symbol. The dream of a better “me”, the dream of a more
beautiful “me” and the dream of a stronger “me”, is a dream that spreads through the digital
world and dreamer consumers who live out their dreams through interaction with digital games.
Such dreams are useful to everyone, even if they remind us of de la Barca’s play La vida es
suerio.

% DOYLE, C.: 4 Dictionary of Marketing. Oxford : University Press, 2011, p. 49.
% AAKER, D. A.: Building Strong Brands. New York : Free Press, 1996, p. 79.
% KAPFERER, J. N.: The New Strategic Brand Management. London : Kogan Page, 2008, p. 171.
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FROM DISRUPTION TO ALGORITHMIZATION
OF POLITICAL COMMUNICATION IN DIGITAL PUBLIC
SPHERES

David Klimes

Abstract:

This theoretical study describes disruption of public spheres as a significant trend that is changing the quality of
political communication. The effort of political strategists to digitally connect various civic and electoral groups
and fulfil more communication goals is becoming increasingly apparent. The study examines how politicians try
to attract (1) the algorithmic citizen, (2) create non-mass-media communication aggregates, and (3) thus become
an algorithmic political force. It shows how these phenomenons works in very new ways in political
communication. Digital campaigning can effectively connect different groups and offer them new opportunities
for communication participation. Parties transform into algorithmic political forces, themselves becoming a
medium. Unlike previous ages of political communication, an algorithmic citizen can completely separate himself
from building consensus in the mass media and fall victim to pre-arranged political contact. Digital campaigning
thus creates large and well-connected politically active masses of communication, but it is also a threat to the rest
of rationally-critical public spheres.

Key words:
Algorithm. Media. Political Communication. Public Sphere. Social Media.

1 Introduction

Previous ages of political communication have always been in some way connected with a
rational-critical debate with an ever-expanding yet limited approach to public debate. The
Habermasian ideal type of public sphere! has always somehow assumed that there is a formation
of public opinion, which means some possibility of aggregation. This assumption could be
made because, although the public sphere was to be accessible to all residents regardless of
their characteristics, in reality, this ideal type always described more or less powerfully
communicatively hierarchical situations that limit or influence the approach to the debate.
Brumler and Kanavagh defined three ages of political communication that are based on this
implicit hierarchy.? In the first age, political communication was subordinate to solid and stable
political institutions and beliefs. In the second, the parties increasingly adapted their
communications to the news values and television. In the third age, political communication
was reshaped by five trends: “Intensified professionalizing imperatives, increased competitive
pressures, anti-elitist populism, a process of “centrifugal diversification”, and changes in how
people receive politics.

The third age thus presupposes a considerable loosening of communication hierarchies,
including the weakening of the Habermarian ideal type of rational-critical communication, yet
they implicitly relate to this ideal. Twenty years later, it is clear that this relationship must be
abandoned if the fourth age of political communication is to capture our current situation

!'See: HABERMAS, J.: The Structural Transformation of the Public Sphere. Cambridge : MIT Press, 1991.

2 BLUMLER, J. G., KAVANAGH, D.: The Third Age of Political Communication: Influences and Features. In
Political Communication, 1999, Vol. 16, No. 3, p. 211.

3 BLUMLER, J. G., KAVANAGH, D.: The Third Age of Political Communication: Influences and Features. In
Political Communication, 1999, Vol. 16, No. 3, p. 209.



MARKETING IDENTITY: METAVERSE IS THE NEW UNIVERSE

faithfully. Brumler himself claims this.* Breakthrough political and communication cases, such
as the US presidential election in 2016 and the Brexit referendum, have shown that the driving
force behind political communication is not professionalization or competition in a clearly
defined media field. Citizens have moved to quasi-information and fragmented-information
niches.> “Many celebrate the Internet for its potential to connect people, but one also could
argue that the Internet enhances disconnection and segmentation. As citizens bypass traditional
political organizations and use digital media to issue demands, we are observing public spheres
of growing discordance, uncertainty and contradictory expectations up to the level of plain
populism.”

The political information environment between the media, politics, and citizens still exists, but
it is no longer based on the common but the different. Instead of a centripetal movement towards
the communication center, we remain in small groups on edge. The centripetal movement is
prevented by losing the communication structure, which has traditionally been filled by the
mass media and created common discussion fields through their professional routines.

Brumler himself tried to define the fourth age of political communication in 2016. He explained
four essential features of the new stage. The first is “bifurcated efficacy”: “People may
experience high levels of efficacy as a result of being able to communicate with each other, but
unless they are dedicated activists, they can rarely connect their discourses, feelings and ideas
to the institutions of governance. Secondly, there is the buffeting of elite-mass relations by
stronger crosscurrents than previously experienced.”” Although there are more efforts to grasp
the fourth age of political communication,® this work will focus on some completely new
features of the fourth age of political communication: (1) algorithmic citizen, (2) non-mass-
media communication aggregates, and (3) algorithmic political forces.

2 Algorithmic Citizen

The algorithm is a precise guide on how to solve the selected problem. We most often associate
the word with programming, but this has changed dramatically recently. We hear more and
more about algorithms connected with the advent of social networks and the transformation of
the media and public sphere in general. The online world has offered technology companies
unparalleled knowledge of their customers and the associated opportunity to distill the most
exciting offer from their behavior with an algorithm. The goal is to stay on the page for social
networks as long as possible and watch your ads. At the e-shop, a chain of recommendations
for a suitable next purchase. The media can keep the reader, listener, or viewer with the most
exciting content and even force it to pay for it. In a political campaign, it is the ability to target
a selected group or even an individual.

4 BLUMLER, J. G.: The Fourth Age of Political Communication. In Politiques de Communication, 2016, Vol. 6,
No. 1, p. 24.

5 VAN AELST, P. et al.: Political Communication in a High-Choice Media Environment: A Challenge for
Democracy? In Annals of the International Communication Association, 2017, Vol. 41, No. 1, p. 12.

¢ PFETSCH, B.: Dissonant and Disconnected Public Spheres as Challenge for Political Communication Research.
In Javnost — The Public, 2018, Vol. 25, No. 1-2, p. 60.

"BLUMLER, J. G.: The Fourth Age of Political Communication. In Politiques de Communication, 2016, Vol. 6,
No. 1, p. 28.

8 See: MAGIN, M. et al.: Campaigning in the Fourth Age of Political Communication. A Multi-Method Study on
the Use of Facebook by German and Austrian Parties in the 2013 National Election Campaigns. In Information,
Communication & Society, 2016, Vol. 20, No. 11, p. 1698-1719.
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However, this hyper-targeting has more and more critics. O’Neil described this, how big data
increases inequality and threatens democracy.’ He gives many examples from the American
environment, where at first, the introduction of automatic data sorting seemed like a clever
saving of time and streamlining of decisions. Gradually, however, it turned out that one
algorithm discriminates against some mortgage applicants. The other sends police officers
preferentially to black locations. The third prevents selected groups from making a financial
loan. Another in the media supports a heated debate, the spread of misinformation, or the
inability to consensus. Bucher shows the inevitability of sideways and winning in what we
consider to be worthless machine decisions.!? If the algorithm evaluates something as more
advantageous, it constantly goes this way and improves with machine learning.

The use of algorithms and their manipulation in the digital environment of political campaigns
is already documented by several works. Keller and Klinger have shown that the number of
social bots is growing during election time, which significantly affects the quality of political
information environments and questions the validity of quantitative content studies.!! The issue
of bots was also addressed in connection with the Brexit referendum,'? the US presidential
election,'® and many other key election moments. In such an environment, the algorithmic
citizen quickly becomes a victim of the echo chamber!* and gains very distorted ideas about the
offer of political actors and the distribution of views in society on the problem.

Unlike previous ages of political communication, an algorithmic citizen can completely
separate himself from building consensus in the mass media and fall victim to pre-arranged
political contact.!> Another activity in searching, liking, or tweeting seals this pre-prepared
political communication around itself.

3 Non-mass-media Communication Aggregates

With the advent of social media, the traditional mass media did not lose only a large part of the
political information environment. Significantly, it lost its dual role, when in addition to
offering political information, it also had a significant influence on their selection, framing, and
the formation of public consensus. According to Van Aelst et al.,'® we are moving towards the
declining quality of news. Instead, it is not a question of deteriorating quality of information
but a complete change in consumption by an algorithmic citizen.

® O’NEIL, C.: Weapons of Math Destruction. New York : Broadway Books, 2016, p. 200.

10 BUCHER, T.: If... Then. Oxford : Oxford University Press, 2018, p. 149.

WKELLER, T. R., KLINGER, U.: Social Bots in Election Campaigns: Theoretical, Empirical, and Methodological
Implications. In Political Communication, 2018, Vol. 36, No. 1, p. 171.

12 See: BASTOS, M. T., MERCEA, D.: The Brexit Botnet and User-Generated Hyperpartisan News. In Trauma,
Violence & Abuse, 2017, Vol. 37, No. 1, p. 172-185.

13 See: BESSI, A., FERRARA, E.: Social Bots Distort the 2016 U.S. Presidential Election Online Discussion. In
First Monday, 2016, Vol. 21, No. 11, p. 1-14. See also: HOWARD, P. N., WOOLLEY, S., CALO, R.: Algorithms,
Bots, and Political Communication in the US 2016 Election: The Challenge of Automated Political
Communication for Election Law and Administration. In Journal of Information Technology & Politics, 2018,
Vol. 15, No. 2, p. 81-93.

14 DUBOIS, E., BLANK, G.: The Echo Chamber Is Overstated: The Moderating Effect of Political Interest and
Diverse Media. In Information, Communication & Society, 2018, Vol. 21, No. 5, p. 729.

S LITT, E., HARGITTAL, E.: The Imagined Audience on Social Network Sites. In Social Media + Society, 2016,
Vol. 2, No. 1, p. 2.

16 VAN AELST, P. et al.: Political Communication in a High-Choice Media Environment: A Challenge for
Democracy? In Annals of the International Communication Association, 2017, Vol. 41, No. 1, p. 8.
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Zuniga and Weeks describe it as news-finds-me effects: “Citizens may perceive they don’t need
to actively seek news because they will be exposed to news and remain well-informed through
their peers and social networks. "’

So the whole structure of media coverage, as we knew it, is changing. Mediatization was based
on the vital role of mainstream media'® in society as the significant intermediaries for access to
social knowledge. This position gives the press the ability to condition all of society’s spheres.!®
Mediatization holds that mainstream media significantly influences societies and democracies.
The citizens’ perceptions and knowledge of politics are highly mediated. Thus, the event
representations created by the media and disseminated through news outlets could have effects
on citizens’ perceptions of politics. However, digital communication creates new public
spheres, which have their dynamics, but which can also be completely independent of the
attractiveness of the communication center, i.e., the mainstream mass media.?’

Therefore, besides focusing research on citizens consuming political information outside the
mass media, there is a need to research how understanding and agreement are formed over
political news in different digital communication groups. Bennet and Pfetsch propose to focus
on the transformation of classical processes that we have hitherto attributed to the mass media,”!
such as gatekeeping, framing, indexing, or agenda-setting.??

All these processes are taken over to some extent by non-media communication groups. Their
longevity can be assessed according to whether it changes into a communication aggregate, i.e.,
whether it can transform individuals’ political attitudes into an articulated group’s articulated
consensus. That this consensus can often be robust is shown by conspiracies such as Pizzagate,
Qanon, the genocide against the Rohingyas, or political phenomena such as Donald Trump or
Jair Bolsonaro — all this was not caused by the algorithms of social networks. Still, they
undoubtedly helped to aggregate the individual parts of the conspiracies to spread and
strengthen further uncontrollably.

4 Algorithmic Political Forces

The emergence of algorithmic citizen and non-mass-media communication aggregates allowed
new algorithmic political forces to emerge in political communication. A digital campaign can
hyper-target individuals or small groups, but it can also use consensus-building outside the mass
media. The parties thus become an algorithmic political force themselves.

We can see a significant increase in skepticism about these tendencies within a few years. A
series of major political events led scientists to examine the threat of conspiracies: “The break-
away of populist movements and their tendency to create their own conspiracy theories and

7 GIL DE ZUNIGA, H., WEEKS, B., ARDEVOL-ABREU, A.: Effects of the News-Finds-Me Perception in
Communication: Social Media Use Implications for News Seeking and Learning about Politics. In Journal of
Computer-Mediated Communication, 2017, Vol. 22, No. 3, p. 105.

I8 ESSER, F., STROMBACK, J.: Mediatization of Politics. London, New York : Palgrave Macmillan, 2014, p. 4.
Y HEPP, A.: Cultures of Mediatization. Hoboken : John Wiley & Sons, 2013, p. 29.

20 KLINGER, U., SVENSSON, J.: The End of Media Logics? On Algorithms and Agency. In New Media &
Society, 2018, Vol. 20, No. 12, p. 4653.

2 BENNETT, W. L., PFETSCH, B.: Rethinking Political Communication in a Time of Disrupted Public Spheres.
In Journal of Communication, 2018, Vol. 68, No. 2, p. 247.

22 NEUMAN, W. R. et al.: The Dynamics of Public Attention: Agenda-Setting Theory Meets Big Data. In Journal
of Communication, 2014, Vol. 64, No. 2, p. 193.
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attack frames in their own communication venues further strengthens disconnection in the
public sphere, posing serious threats to democracy.”*

In algorithmic political forces, they can also completely detach themselves from the plan of
mainstream political and media discussion and successfully target voters and create an
alternative communication aggregate for them. Kreiss, Lawrence and McGregor suggest that,
in addition to political information content, always examine the communication struggle for
political identity ownership.?* Political candidates try to adapt their voters to their program and
appearance and claim exclusive representation of their chosen political identity.

Instead of enthusiastic techno-optimistic texts on the possibilities of social networks and
catastrophic warnings against their abuse, studies are now emerging that can already balance
the successes and failures of algorithmic political forces.?® There are already other algorithmic
counterbalances against algorithmic political forces — these are state concepts of how to counter
the communication interference of foreign states in internal affairs. Typically it is about
influencing elections or the state agenda.?® Striving for political change or, conversely,
preventing it can be programmed. Instead of a political ideology that demands or rejects the
political change, an algorithm takes it over.

5 Conclusion

The study describes a new structure of political information environments. It shows a departure
from the third age of political communication by which Brumler and Kanavagh described the
situation at the turn of the century.?” Political information environments are now determined by
dissonant public spheres and fragmented information niches.®

The definition of the fourth age of political communication is in debate; this work deals with
three main features: (1) algorithmic citizen, (2) non-mass-media communication aggregates,
and (3) algorithmic political forces. An algorithmic citizen can completely separate himself
from building consensus in the mass media and fall victim to pre-arranged political
communication to an unprecedented extent, thus becoming programmable in his reactions to
political information.?” Non-media communication aggregates are made possible by the onset
of digital disruption and, above all, by two decades of social network development. The result
is no longer an active and conscious search for political information or an assessment of the
media’s credibility, but the assumption that political news will find you in some form. Zufiiga

23 PFETSCH, B.: Dissonant and Disconnected Public Spheres as Challenge for Political Communication Research.
In Javnost — The Public, 2018, Vol. 25, No. 1-2, p. 63.

24 KREISS, D., LAWRENCE, R. G., MCGREGOR, S. C.: Political Identity Ownership: Symbolic Contests to
Represent Members of the Public. In Social Media + Society, 2020, Vol. 6, No. 2, p. 1.

2 LANGER, A. I., COMERFORD, M., MCNULTY, D.: Online Allies and Tricky Freelancers: Understanding the
Differences in the Role of Social Media in the Campaigns for the Scottish Independence Referendum. In Political
Studies, 2019, Vol. 67, No. 4, p. 834.

26 BJOLA, C., PAPADAKIS, K.: Digital Propaganda, Counterpublics and the Disruption of the Public Sphere:
The Finnish Approach to Building Digital Resilience. In Cambridge Review of International Affairs, 2020, Vol.
33, No. 5, p. 638.

27 BLUMLER, J. G., KAVANAGH, D.: The Third Age of Political Communication: Influences and Features. In
Political Communication, 1999, Vol. 16, No. 3, p. 209.

28 VAN AELST, P. et al.: Political Communication in a High-Choice Media Environment: A Challenge for
Democracy? In Annals of the International Communication Association, 2017, Vol. 41, No. 1, p. 12.

2 LITT, E., HARGITTAL E.: The Imagined Audience on Social Network Sites. Social Media + Society, 2016,
Vol. 2, No. 1, p. 9.
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and Weeks describe it as “news-finds-me effects”.3° Parties transform into algorithmic political
forces, themselves becoming a medium. Maintaining digital attention becomes a rare asset in
political communication, which politicians strive for through thoughtful digital communication.

Indeed, the current digital campaigning can effectively connect different groups and offer them
new opportunities for communication participation. It often creates large and well-connected
politically active masses of communication. But rather than a rationally-critical public sphere,
these new digital publics are a return to “refeudalization” and “representative publicity”!
because its primary purpose is only to represent the monarch’s absolute power.
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“NON-EXISTING” PODCAST GENRES

Patrik Kolencik, Zora Hudikova

Abstract:

The popularity of the auditory media channel is once again reaching a very high level. Overall, innovations in
media and technology have redefined the auditory media channel and created the space for the emergence of a
new media product — the podcast. As a relatively young auditory format compared to the century-old radio broad-
cast, the podcast is not yet very well characterized in theory. It is still shaping its new and new forms attractive to
the listener. Despite the considerable popularity of the podcast, there is not yet a workable genreology that is
applicable to podcasting for both theory and practice. . The present study attempts to answer the questions of why
we need podcast genres, how we currently cope with the absence of podcast genres, what could be the basis for a
podcast genrology, and how it could be optimally handled and a new genre system for podcasts could be devised
on this basis.

Key words:
Podcast. Radio. Genres. Audio. Sound.

1 Introduction

We use the distinction of genres in everyday life, when we can quite accurately choose what
kind of film we want to see in the cinema, based on our knowledge of the genres. A similar
principle works — if we like a musical artist who works within the confines of a certain genre.
We can reach for other music of the same genre with some probability that we will also like
another artist of the same genre. We use genre labels for radio or television broadcast content,
newspaper, magazine or online texts, as well as other media formats (e.g. reportage, documen-
tary photography, portraiture, etc.) J. Mistrik understands “genre as a matter of form, condi-
tioned by the content, the subject of the statement and the relation of the percipient to the text.””!
J. Findra defines genre as “a model that is an immediate invariant framework for the production
of actual texts.””* A. TuSer describes genre as “...a specific form of reflection of reality, which
has established features and is embedded in the consciousness of both the creators and the
addressees.” TuSer also describes genre as an abstract concept that is not tangible, but its form
as a reflection is tangible, visible, audible.* It means, the genre is not the media product, but the
genre characterizes the media product. According to J. Mistrik, the genre is characterized by
length, internal structure, frequency of connecting expressions, stylistic progression, subtitle,
extra-linguistic means, theme, etc.> G. Burton and J. Jirdk argue that genres are based on so-
called “secondary codes ", and that genres stereotype content, making the message of that con-
tent more readable. They explain that if the cover of a magazine has the face of a smiling woman
on it, the reader’ immediately knows that it is a magazine for women and that the message of
this cover would, in verbal form, sound something like this: “this is a magazine for women —
pay attention to this cover. Read what’s inside — these are women you might be interested in.”
All the above experts implicitly agree that the role of genres is to anchor narrative practices,
making communication between creator and recipient more effective and understandable.

' MISTRIK, M.: Zdnre vecnej literatiiry. Bratislava : SPN, 1975, p. 7.

2 FINDRA, I.: Stylistika slovenciny. Martin : Osveta, 2004, p. 210.

3 TUSER, A.: Ako sa robia noviny. Zilina : EUROKODEX, 2010, p. 81.

4 Ibidem.

5 MISTRIK, M.: Modernd slovencina. Bratislava : Mladé leta, 1988, p. 224.

6 JIRAK, J.: Uvod do studia médii. Bro : Barrister & Principal, 2001, p. 76.

7 Authors* note: The reader from our socio-cultural and geopolitical background.
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According to Velas, journalistic genres serve for “more effective communication between the
creator and the addressee because they rely on the existing genre awareness.”®

The specific features of the genres are therefore also absolutely fixed and the classification of
a media product into the category of a given genre is determined by them.® However, genres
can also have overlaps into other genres in certain features. A frequent case where a work de-
viates from genre is when the work crosses over into another genre. A typical example might
be romantic comedy, where the comedic elements are enriched by the work’s direction into
romantic overlaps — these give the story a seriousness, a balance between the serious and the
comic. This balance can help the viewer to relate the film’s reality to the viewer’s real life.
Because of the depth that this gives to the film, it is possible for the viewer to empathise more
with the film’s characters and thus have a more intense cinematic experience. We are also fa-
miliar with genre overlaps in the ‘genreology’ of radio broadcasting. Among such ‘genre hy-
brids’ we can find, for example, the art-documentary programme. In the case of this genre, the
creators complement the interpretation of facts with artistic practices aimed at the recipient’s
experience. A. TuSer therefore stresses that genre dominance is significant in creating or defin-
ing a genre. The genre, i.e., the form of how to inform the addressee in the best possible way,
how to educate him/her in the most convincing way or how to entertain him/her in the most
effective way, is determined according to which group of elements or which features prevail in
the media speech.'®

The genre characteristics of radio broadcasting is crucial in the case of our study, because pod-
cast broadcasting has inherently evolved from radio broadcasting. Radio and podcast are thus
quite closely linked. Compared to other forms of auditory content, podcast production is still
relatively young. The origins of the podcast date back to the turn of the 20th and 21st centuries,
but its gradual rise and implementation among mainstream media production has only been
happening in the last 10 years or so. In contrast, the origins of public radio broadcasting date
back to the 1920s with the establishment of the first public radio station, KDKA. Theorists and
practitioners in the field of radio production (compared to theorists and practitioners in the field
of podcasting) have had considerably more time to define and firmly grasp a theory, along with
which also comes a firmly defined genre categorization of media content. The field of podcast-
ing is still evolving intensively. In the 2 years that we have been continuously researching the
podcast issue, we have not encountered a universally valid, comprehensively defined podcast
‘genreology’. In academic circles, published articles are always only about a specific genre
group. We find a more comprehensive genre structure only on distribution platforms, where the
categorization of podcasts is based on their experience and on practice. In the following chap-
ters, we will characterise the different radio genres according to recognised Slovak and foreign
authors. We then look at the ‘genreology’ of podcasts as it is used in practice — that is, on
individual podcast platforms. We will choose the platforms that are most listened to and char-
acterize how content is categorized within those platforms. The aim of our study is to provide

8 VEL'AS, S.: Teéria a prax novindrskych Zanrov II. Bratislava : Univerzita Komenského, 2000, p. 3.

® Authors note: As an example, film-noir is a genre with very distinctive storytelling practices. Some of the
characteristics of this genre are fairly well-defined — a rugged protagonist in love with his femme fatale, rain, and
a dark atmosphere. Other traits can be described as fluid, because even without them or with their variation we can
characterize the film as a film-noir. Among the fluid features of this genre we could include its black-and-white
visuals since the films of this genre were made in an era of predominantly black-and-white films. It is not, however,
its fixed characteristic. In Sin City, for example, the black-and-white visuals are complemented by elements of
colour that give the film its distinctive image. However, despite the violation of the black-and-white convention,
we can speak of a film-noir genre.

10 BARTOSEK, J., TUSER, A.: Teoreticko-praktické vychodiska medialnej tvorby. In TUSER, A. et al.:
Praktikum medidlnej tvorby. Zilina : EUROKODEX, 2010, p. 39.
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a theoretical basis for researching and defining podcast genres based on a collection and com-
parison of radio genres defined in current radio theory and used in current radio practice. A
well-defined genreology should serve theorists in media studies and mass media communica-
tion, enabling them to base their research on functionally defined theoretical pillars. We also
see the overlaps of a good podcast genrology in the pedagogical process, where educators would
be able to rely universal and functional knowledge in the field of this newly emerging audio
format. Thirdly, we assume that if podcast genrology were set up in a user-friendly way, it
would also be able to be applied in podcast practice — as we write above in the text — it would
‘streamline’ the communication between creator and listener. This aspect, i.e. the overlap into
podcast practice, could also be helpful in relation to the economics around podcasts. In televi-
sion, the different genres and formats have been defined for years. As a result, creators are
familiar with the theoretical background of television in relation to genres, and there are also
fixed prices for individual performances in relation to a given genre or format (or the difficulty
of performance in relation to a given genre or format).

2 Categorisation of Radio Content into Genres

Like other media industries, auditory communication uses the categorization of media units into
genres. In radio terms, genre is quite narrowly defined. Experts in the field of auditory media
Hudikové and Habindkova divide the media content of radio broadcasting into three basic cat-
egories, which they then subdivide into subgenres. The three basic categories they further de-
scribe are:

a) news,

b) publicistic radio production,

¢) artistic production.!!

Lehoczka and Chudinova see it similarly. However, they did not elaborate the division of radio
broadcasting as such. In their division, they focused specifically on radio journalism. They cat-
egorize radio journalism in two ways, standardly used in journalism theory, firstly trichoto-
mously:

a) news genres,

b) analytical genres,

c) art-documentary genres.

And secondly, in a simpler dichotomous way:
a) news,
b) publicistic radio production.!?

As Jenca argues, there are multiple perspectives on the categorization of content into genres'>.
As we will show later, the optics of viewing the issue, the criteria for dividing media products
into genres, the specific categorization of individual genres into categories, and the features of
individual genres can often differ markedly among scholars in radio theory. On the other hand,
however, there are several overlaps in the genre categorization of radio among experts. At the
same time, Jen¢a adds that genre categorisation should be taken as an open-ended process. In
the following subchapters, we will analyse the perspectives of leading authors in the field of

""HUDIKOVA, Z., HABINAKOVA, E.: Radio Broadcasting and Radio Production. Trnava : FMK UCM, 2018,
p. 54.

2 LEHOCZKA, Z., CHUDINOVA, H.: Zdklady tedrie rozhlasovej zurnalistiky. Trnava : FMK UCM, 2005, p. 38.
3 JENCA, L: Rozhlasové spravodajstvo. Bratislava : X Art, 2004, p. 84.
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radio theory on the topic of categorisation of radio media products. The different categoriza-
tions will be compared with each other. The information that we will subsequently synthesize
will serve as an informational “bridge” from which to analyse the state of podcast genre cate-
gorization in practice.

2.1 Radio News in the Context of Radio Genres

News forms an important part of classical radio broadcasting and therefore, as a category of
auditory media content, it appears uniformly in all three of the above-mentioned divisions.
News in radio broadcasting is generally understood as a journalistic form that serves to inform
the public about important information (this is information that is important within the macro-
dramaturgy of a given radio). The nature of radio news genres is signaling, due to the principle
of auditory perception, which is more amenable to the perception of shorter, more concise ma-
terial. The content of news is essentially made up of news which concisely and succinctly pre-
sents topical or unfamiliar topics to the public. In the table below, we list the features of news
coverage by individual author (with the years of publication of the cited publications):

Table 1: Signs of radio news genres according to theoretical experts

D. McQuail'*(1999) Z. Hudikové, E. Habinakova!>(2018) | V. Lehoczk4, E. Chudinova'® (2005)
- timeliness - emergency - clarity

- Unexpectedness - truthfulness - clarity

- predictability of type - objectivity - brevity

- fractional nature - brevity -simple linguistic devices
- volatility - clarity

- conspicuousness - timeliness

- notification - professionalism

- influence by values

- Interesting fact

- factuality

Source: own processing, 2022

As we can see, there is some overlap between the most recent publication dealing with radio
theory and the other publications (shown by the colour correspondence), and thus some features
are found in several authors. In other features, individual authors differ and thus describe news
as a genre (among themselves) with slight variations. Interestingly, the feature “objectivity” is
mentioned only by Hudikova and Habinakova, despite the fact that a higher degree of objectiv-
ity is one of the main features that distinguish news from publicistic radio production or more
artistic genres. On the other hand, the authors mention a feature — “professionalism”, which can
be understood in rather broad contexts. In the text, belonging to this feature, they explain this
feature in more detail as the professionalism of the journalist’s performance in terms of content
and form.

2.1.1 Subgenres of Radio News

As noted above, the categorisation of media content in radio broadcasting has several levels.
As with each genre, there are defined features that characterise each sub-genre. Individual ex-
perts in the field of radio journalism characterize the following sub-genres as follows:

4 MCQUAIL, D.: Uvod do tecrie masovej komunikacie. Prague : Portal, 1999, p. 59.

S HUDIKOVA, Z., HABINAKOVA, E.: Radio Broadcasting and Radio Production. Trnava : FMK UCM, 2018,
p. 66-67. ) )

16 LEHOCZKA, Z., CHUDINOVA, H.: Zdklady tedrie rozhlasovej zurnalistiky. Trnava : FMK UCM, 2005, p. 37.
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Table 2: Radio news sub-genres according to theoretical experts

Z. Hudikové, E. Habinakova'’ (2018)

V. Lehoczkd, E. Chudinova'® (2005)

Sub-genre The most important signs Sub-genre The most important signs

Radio report Clear, concise content, details of | Audio report “sound recording,
sources telephone call, transmission,

etc.”

Extended report Radio news enriched with pro- | Reportage report Brings personal insights of
fessional commentary (close to the author, authentic sounds,
publicistic radio production) respondents

Audio report Authenticity, from the scene, au- | Telephone message | Informative statement by an
thentic sounds from correspondent, | authorised person over the

editor telephone

Reportage report Reporting element in the form of | Audio response Response from specific af-
audio background recording, fected persons
uses authentic sound that has
great informational value, com-
mentary directly from the scene
of the event

Report Presentation of paraphrased or | Poll A collection of public views,
quoted socially or politically rel- bringing new information to
evant material, with journalistic the content
intent

News broadcast Broadcasting directly from the | Informative speech | Authentic testimony,
scene of the event, the an- | before the micro- | live/pre-recorded
nouncer (recorded in the studio) | phone
merely announces the beginning
and end of the media product

News briefing Monologic presentation of facts | News talk Author’s questions + inter-
about a current phenomenon, viewee’s answers, always
concise, clear, precise and con- starting with the author’s
sistent. question

Interview Dialogical presentation of actual | Operative interview | Without preparation in the
facts, information, opinions or field, with the recipient
statements of the respondent
(politician/expert/responsible or
competent)

News interview The author is ready, he has an
intention, the author expects
specific information

News broadcast From the place of the event,
stating the beginning and the
end, the author is ready

Report Direct quotations, informa-
tive elements outweigh eval-
uative elements

News audio montage | Montage of authentic sounds,
snippets of performances, va-
riety

Press review (only | Application of print into ra-

some authors advise | dio form

here)

Source: own processing, 2022

" HUDIKOVA, Z., HABINAKOVA, E.: Radio Broadcasting and Radio Production. Trnava : FMK UCM, 2018,
p. 66-67. , )

18 LEHOCZKA, Z., CHUDINOVA, H.: Zdklady tedrie rozhlasovej Zurnalistiky. Trnava : FMK UCM, 2005, p.
37-38.
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As was the case with the individual features of news coverage, there is some set overlap be-
tween the authors’ theories. The individual overlaps are highlighted by colour — the same col-
ours signify the overlap in a given feature between the experts; grey and white do not mean
anything in this context, they only serve to improve the visual orientation in the table. The two
groups of authors agree on the category “Reporting” both in its name and in the features they
use to describe it. Another overlap between the two pairs of female authors is in the “Interview”
category. However, while Hudikova and Habinakové describe the interview as a separate cate-
gory, Lehoczk4 and Chudinova divide the interview into two categories: the News Interview
and the Operative Interview.

2.2 Publicistic Radio Production in the Context of Radio Genres

The second category is publicistic radio genre. Since the authors Lehoczka and Chudinové state
that they consider analytical-documentary genres (analytical genres) to be publicistic radio
genre!®, we can say that publicistic radio production occurs in all three divisions in the same
way as news. “...the basis of creation in the publicistic radio production genres is above all an
effort to penetrate into the depth of the given reality and its essence. In this genre group we
also start from information as the basis of journalistic production, but information is only the
starting point, the decisive moment becomes analysis, explanation, attitude, opinion, point of
view. 2 K. Orban characterises publicistic radio production genres, as those that “..inform,
penetrate into the depth of the problem, analyse, explain, generalise current phenomena and
influence the opinions and attitudes of the audience.””' Publicistic radio production can be
found in the form of radio montages and programme units. The radio montage works with pre-
existing recorded material and thus does not bring the most up-to-date information. By com-
bining individual pre-prepared elements, new relationships are created which create a dramatic
effect. If the individual elements have a homogeneous structure, we speak of a programme
package. In both cases, it is true that in media products (as opposed to news media products)
the information itself is its starting point. The latter is further analysed, explained. Often in
publicistic radio production, the attempt is also to influence the recipient’s opinion.?? This
means that publicistic radio production is more opinionated and less objective compared to
news reporting. We list the characteristics that define publicistic radio production in the table
below along with the authors:

Table 3: Signs of genres of publicistic radio production according to theoretical experts

V. Lehoczkd, E. Chudinova® (2005)

penetration into the depth of a given reality and its es-

sence

revealing connections

evaluation of the event, analysis of the facts

to address the differentiated interests of the listener.
Source: LEHOCZKA, Z., CHUDINOVA, H.: Zaklady teorie rozhlasovej zurnalistiky. Trnava : FMK UCM, 2005,
p. 47.

2.2.1 Sub-genres of Publicistic Radio Production
Radio publicistic production is divided into two basic categories into which the various sub-
genres can be classified. In order to keep the analogy between news and publicistic radio

;z LEHOCZKA, Z., CHUDINOVA, H.: Ziklady tedrie rozhlasovej urnalistiky. Trnava : FMK UCM, 2005, p. 35.
A I(?S]SIXN, K.: Rozhlasova tvorba. In TUSER, A. et al.: Praktikum medidlnej tvorby. Zilina : EUROKODEX,
2220151%113111(?36\]& Z., HABINAKOVA, E.: Radio Broadcasting and Radio Production. Trnava : FMK UCM, 2018,
% E]%HOCZKA, Z.,CHUDINOVA, H.: Zdklady teérie rozhlasovej Zurnalistiky. Trnava : FMK UCM, 2005, p. 47.
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production clear, we will hereafter describe these two categories and refer to their individual
subgroups as sub-genres. All the authors whose publications we have analysed in the context
of radio genres agree on the basic division of radio publicistic genres into two basic categories,
namely, analytical-type publicistic radio production genres and emotional-visual-type publicis-
tic radio production genres. The analytical type genres are mainly factual and logical in nature.
They seek to influence the rational side of the listener.?* “The means of expression here are
primarily of a factual, conceptually logical nature, which results from the dominant focus on
rationally influencing the listener. ”* In contrast, publicistic radio production of emotional type
is characterised by the fact that the author tries to have a stronger impact on the listener’s feel-
ings. He uses artistic-documentary elements in language, composition, direction and interpre-
tation.?

Below are two individual tables of genre breakdowns for analytical and than emotional type of
publicistic radio production from several authors (in that order).

Table 4: Analytical sub-genres of publicistic radio production according to theoretical experts

Z. Hudikova, E. Habinakova®’ | K. Orban?® (2010) V. Lehoczka, E. Chudinova®

(2018) (2005)

Sub-genre | Characteristics of the | Sub- Characteristics of | Sub-genre | Characteristics of the
sub-genre genre the sub-genre sub-genre

Radio Author explains, eval- | Radio Follows up on a | Comment | Explains the phe-

commen- uates, and generalises | commen- | specific relevant re- nomenon in a

tary a given topic from the | tary port, explains the broader context, ex-
point of view of a phenomenon plores the phenome-
wider social context non, offers a mono-
and takes a standpoint logic conclusion,

Radio ap- | Immediate reproduc- | Publicis- | Broader  context, | Note Explores a topical is-

pearance tion of a current event, | tic inter- | questions follow up sue from a narrow
engages the listener in | view — makes a point point of view, witty
current events punchline

Note Subjectively oriented | Radio Remote interview, | Gloss Like a memo but
analysis, the author’s | dispatch- | authentic account of more fictional, uses
attempt to connect | ing the scene of the irony, sarcasm,
emotionally and intel- event
lectually with the re-
cipient on a topic

Analysis Important is the ex- | Radio Exchange of infor- | Review Analysis of an event
planation of an issue | discus- mation  between enriched by the au-
through conversation | sion participants, used to thor’s point of view,

form an opinion especially in the field
of art and culture

Review A form of analysis, | Lecture Educates, uses sim- | Speech Personal experience
examines an issue iles and descrip- of the author, mono-
from a particular per- tions thematic monologue
spective, the subject is

2 HUDIKOVA, Z., HABINAKOVA, E.: Radio Broadcasting and Radio Production. Trnava : FMK UCM, 2018,
% E}%HOCZKA, Z.,CHUDINOVA, H.: Zaklady teorie rozhlasovej zurnalistiky. Trnava : FMK UCM, 2005, p. 36.
2 g[l}i]grfrlKOVA, Z., HABINAKOVA, E.: Radio Broadcasting and Radio Production. Trnava : FMK UCM, 2018,
% g6I;]637AN, K.: Rozhlasova tvorba. In TUSER, A. et al.: Praktikum medidlnej tvorby. Zilina : EUROKODEX,
229OlioE’I-II)OIC6Z6KA, Z., CHUDINOVA, H.: Ziklady teérie rozhlasovej zurnalistiky. Trnava : Trnava : FMK UCM, p.
37-38.
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philosophical and ar-
tistic areas

broadens knowledge,
moderator-led

Report Immediate reproduc- | Analysis | Combination of | Judge Insight into court
tion of a current event, several  elements case, draws conclu-
engages the listener in (commentary, re- sion from criminal
current events flection...) chal- event, uses descrip-

lenging to process tions,
and deliver

Reflection | Subjectively oriented | Review Form of analysis — | Publicistic | Informs and analyzes
analysis, the author’s critically assesses a | interview about a current topic,
attempt to connect particular work, in a broader context,
emotionally and intel- may use examples draws a point of view
lectually with the re-
cipient on a topic

Radio In- | Important is the ex- | Radio re- | Direct witnessing of | Radio. dis- | Discusses multiple

terview planation of an issue | portage an event, creates a | cussion experts with differ-
through conversation sense of participa- ent opinions, on a

tion current topic

Radio dis- | Analysis of the cur- Radio In-depth analysis of

cussion rent phenomenon Analysis an event or phenom-
with experts in the enon, offers a holistic
field picture of the issue

Discussion | Several opinion Publicistic | Uses  audio-docu-

(the so- | groups participate in pro- mentary  elements

called “ra- | it, collective analysis gramme and original text, dis-

dio  plat- | of the issue, cusses complex is-
form/po- sues

dium”.

Expert dis- | Specific topic, multi- Talk show | Dynamism, variety,

cussion ple perspectives, moderator personal-

ity, originality, point
of view, rigorous
analysis of fact

Source: own processing, 2022

Equal colours of given features in the table mean that we consider a given sub-genre to be an
overlap in categorizations. Neither grey nor white mean anything in this context, they only serve
to better orient the table. The table shows that there are clear similarities and even correspond-
ences between sub-genres. The authors agree on the classification of “reviews” among the gen-
res of analytical-type publicistic radio production, not only in nomenclature but also in the
characteristics of this sub-genre. However, there are several sub-genres that are included in only
one group of authors, such as Talk show. Here, too, some form of overlap in characteristics can
be found, the difference arising in the criteria of the sub-genre set by the experts. For example,
although there are a number of similarities between the talk show and the radio interview, such
as dialogicality or factuality, not all features are identical. While in the case of the talk show,
the authors highlight that the personality of the presenter is important, this is not indicated in
the case of the radio interview. Therefore, we can conclude that the different optics of the the-
orists in question may lead to the definition of sub-genre categories with some variations.
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Table 5: Emotional and artistic sub-genres of publicistic radio production according to theoretical experts

views, papers, music,
live, spot script

of expression,
montage art of
the highest de-
gree

Z. Hudikova, E. Habindkova®® | K. Orban’! (2010) V. Lehoczka, E. Chudinova553?

(2018) (2005)

Sub-genre Characteristics of the | Sub-genre Characteris- Sub-genre Characteristics of
sub-genre tics of the sub- the sub-genre

genre

Glossary A phenomenon ex- | Fayeton Documentary- | Fayeton Documentary-vis-
plained from only image ual representation
one perspective, uses method, sat- of an actual phe-
irony, sarcasm, exag- ire, humour, nomenon
geration, metaphors, topicality
criticizes society

Essay Topics are usually | Line Less descrip- | Line Close to a short
high-intellectual, tive, tied to the story, authentic
high-professional, action sounds
in-philosophical ar-
eas, tries to stimulate
thinking

Streaming Several hour block of | Fitcher Complex, uses | Broadcast re- | Reproduction of a
spoken word, inter- many means | portage current event, in-

terviewees’ state-

ments, facts

Sound Scene

Dialogical
treatise on so-
cial issues

Artistic-publi-
cistic pro-
gramme

Integrated journal-
istic unit in which
reportage  forms
the main plane of
depiction of the ac-
tual event.

Wordsmith

A journalistic
genre split off
from the
fejtoon. Over
time it ac-
quired a satiri-
cal-critical,
smiling char-
acter

Fitcher

Narration

Emotional de-
scription  of
experiences,
topicality, rich
intonation

Source: own processing, 2022

2.3 Artistic Content of Radio Production
The third category within the distinction of radio broadcasting content includes various artistic
and artistic-documentary genres. As mentioned above, a ternary categorisation of radio genres
can be found in the publications Radio Broadcasting and Radio Production by Hudikové and
Habindkova, as well as in the publication Fundamentals of Radio Journalism Theory by Le-
hoczka and Chudinova. However, the fundamental difference is that in the former publication

30 HUDIKOVA, Z., HABINAKOVA, E.: Radio Broadcasting and Radio Production. Trnava : FMK UCM, 2018,

p. 66-67.

31 ORBAN, K.: Rozhlasové tvorba. In TUSER, A. et al.: Praktikum medidlnej tvorby. Zilina : EUROKODEX,

2010, p. 166.

32 LEHOCZKA, Z., CHUDINOVA, H.: Ziklady teérie rozhlasovej Zurnalistiky. Trnava : Trnava : FMK UCM,

2005, p. 37-38.
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the whole radio broadcasting is categorised, in the latter publication the authors only categorise
the journalistic content. Hudikov4 and Habindkova refer to the third category as artistic broad-
casting, Lehoczka and Chudinova refer to their third category as the category of artistic-docu-
mentary genres. Thus, not only the name, but also the optics and criteria of division differ.
While Lehoczka and Chudinova describe the category as publicistic radio production of an ar-
tistic-documentary nature, Hudikova and Habindkova’s text shows that they include here all
content of an artistic nature, from music to various dramatic genres. In the table below, we
present the features of artistic broadcasting genres according to Hudikova and Habinakova and
the features of artistic-documentary genres according to Lehoczka and Chudinova:

Table 6: Artistic radio production sub-genres signs according to theoretical experts

Hudikové a Habinakova (2018)*

Lehoczké a Chudinova (2005)*

features of the genres of artistic broadcasting

features of the genres of artistic broadcasting

they combine diverse components in various combi-
nations — poetry, prose, journalism, documentaries
(including audio) and music — into a single whole

suitable for events with emotional context

through specific means and procedures, a new reality
is created in which the original building blocks of the

complex facts with emphasis on both rational infor-
mation and emotional context

session (both material and artistic) are transformed,
thus acquiring a new quality

convey information and knowledge about current phe-
nomena, events, problems and related contexts in a ra-
tional and emotional way.

art forms are created directly for radio or the original
work is presented without modifications, with partial
or more significant modifications

the radio word and working with its nuances arouse
the imagination, add action to the plot and create im-
ages of a visual nature; this also involves working with
rhythm, pauses, intonation, the colour of the voice and
its modulation.

an important role is played by sound, which interprets
specific meanings or emotionally enhances the im-
agery of linguistic devices; music obscures distracting
sensations and enhances the emotional experience be-
cause it can support what the words present — joy, en-
thusiasm, sadness, etc.

Source: own processing, 2022

rich emotional microcosm of the human being

spontaneous expression

specific radio composition

emotional and pictorial elements in the production

As we can see in the table, the features reported by the two pairs of authors are quite different.
The reason is that Hudikovéa and Habinakovéa describe artistic content in radio in general, while
Lehoczka and Chudinové describe publicistic radio production genres with artistic means of
expression. This is also why there are differences between the features the authors use to de-
scribe artistic genres. The authors Hudikova and Habindkova focus the features mainly on the
specificity of artistic radio genres, which distinguishes them from other genres. Often the au-
thors describe imagery as a by-product of artistic genres — (the spoken word in artistic genres)
qarouses the imagination, or (sound design) “emotionally enhances imagery”. However, even
in the authors we can see that there are some similarities between the artistic content of radio
broadcasting and radio publicistic production. In fact, like radio publicistic production, artistic
content also deals with topical issues, conveys information and affects the emotions of the lis-
tener. The authors Lehoczkd and Chudinova also refer to imagery in the sign “emotional and

3 HUDIKOVA, Z., HABINAKOVA, E.: Radio Broadcasting and Radio Production. Trnava : FMK UCM, 2018,
p. 101.
3 LEHOCZKA, Z., CHUDINOVA, H.: Zdklady tedrie rozhlasovej Zurnalistiky. Trnava : FMK UCM, 2005, p. 55.
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pictorial elements in creation”. In this sign there is some overlap between the pair of authors
also at the level of the scope of the work — because Lehoczka and Chudinova also claim that
certain elements of the artistic content have an emotional effect on the listener. In this respect,
the authors also follow up with a second feature, where they describe that the action of this
genre takes place on both a rational and emotional level. The fourth feature mentioned by Le-
hocka and Chudinova is ‘spontaneous speech’. Since speech in radio production is linked ex-
clusively to the spoken word (because mimicry, gesture and posturing are not mediated except
by verbal description in radio production), we can say that Hudikovéa and Habinakova say ex-
actly the opposite about the spoken word in artistic content. They argue that the spoken word
has a dramatizing effect and is imaginative. However, this disagreement stems mainly from the
fact what criteria the pair of authors set for themselves when classifying radio genres (we list
the criteria earlier in this paragraph).

In the table below, we show how the two pairs of authors categorized the different artistic genres:

Table 7: Artistic radio production sub-genres according to theoretical experts

Z. Hudikové, E. Habinakova®® (2018) V. Lehoczkd, E. Chudinova® (2005)

Sub-genre The most important signs Sub-genre The most important signs

Radio play It awakens the imagination, | Fayeton Documentary — pictorial rep-
has a story, creates a new dra- resentation of an actual phe-
matic reality in the listener’s nomenon

imagination, allows a quick
transition from one place or
time to another, or an arbitrary
transition from real reality to
fiction and vice versa; it uses
work with voice, rhythm,
pauses, intonation, tone of
voice, modulation; music en-
hances the emotional experi-
ence; sound effects orient the
listener and enhance the im-

agery of the words
Fitcher Processes topical issues, uses | Line Close to a short story, authen-
methods that affect both ra- tic sounds

tionale and emotion, has a spe-
cific way of presenting facts

Music In an autonomous form in the | Radio reportage Reproduction of a current
form of independent songs event, interviewees’ state-
ments, facts
Verbal works -- fic- | Also as an important element | Artistic-publicist Integrated journalistic unit in
tion, non-fiction, art- | or complement of spoken word | programme which reportage forms the
documentary and lit- | programmes combines dispar- main plane of depiction of the
erary strips ate components into a single current event

whole; through specific means
and procedures, a new reality is
created in which the original
building blocks of the session
(both factual and artistic) are
transformed into a new quality

3 HUDIKOVA, Z., HABINAKOVA, E.: Radio Broadcasting and Radio Production. Trnava : FMK UCM, 2018,
p. 66-67. , )

36 LEHOCZKA, Z., CHUDINOVA, H.: Zdklady tedrie rozhlasovej Zurnalistiky. Trnava : FMK UCM, 2005, p.
37-38.
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Artistic works -- po- | It is presented in various forms | Ficher Rational and emotional im-
etry tape, radio short | -- monological, dialogical or pact, blending of documen-
story, reading for | dramatized; music is an im- tary and fiction
continuation, radio | portant part of the session; in

dramatisation the creation of such a work, the

epic text is transformed into a
dramatic form, often it is also
an update of the original work
Source: own processing, 2022

Both pairs of authors divide radio genres according to a different principle. While Lehoczka
and Chudinové focus exclusively on radio journalism, Hudikova and Habinakova work with
radio broadcasting as such. Therefore, they also add music to the artistic category. As is clear
from their text3’, they mean autonomous music, which usually permeates radio broadcasts, but
they also describe purposeful music, which is purposefully used in various radio programmes
to illustrate the atmosphere, enhance the emotional impact or artistic experience. In contrast,
Lehoczka and Chudinova, in their category of art-documentary genres, describe genres that are
journalistic, but make extensive use of various means of artistic expression. Both pairs of au-
thors consider fitcher as artistic content, and also both of them, in describing it, claim that it
uses both methods of rational and methods of emotional type of influence on the listener. Le-
hoczka and Chudinova, however, as mentioned in section 4.2. 1 Sub-genres of radio journalism,
consider the fitcher as a journalistic genre, in which they agree with Orban. The other categories
of artistic genres are mentioned differently by the authors. Hudikova and Habiidkova also char-
acterise the so-called artistic production, in which they include genres such as poetry bands or
artistic readings, which, unlike fiction, already bear exclusively the characteristics of art-ori-
ented genres. Another such exclusively art-oriented genre is the radio play, which they also
include in their categorisation of artistic genres.

2.4 Genre Categorisation of Podcast

The recipient does not need to know radio theory in order to choose a particular genre or format
that would suit them. He simply listens to his favourite station and, if he does not like the media
product, turns off the radio or tunes to another station where new content is already “waiting
for him”. The choice of preferred radio content is quite intuitive for the listener. Since the lis-
tener does not need to have knowledge of radio genre categorisation to select content, “...some
theorists argue that genre categorisation is only indicative for practice.® However, this may
not be true of radio’s “little brother” — the podcast.

If a podcast listener wants to choose his or her content, he or she first chooses the platform on
which to listen to the content. Thus, in the analogy between radio and podcast, there are podcast
platforms at the level of radio stations. The most fundamental difference between podcast and
radio is the essence of the podcast concept — i.e. ‘audio on demand’ (=audio content on de-
mand). “Audio on demand” means a wider choice of preferred auditory content in a specific
real-time format compared to traditional radio broadcasting. Thus, the advantage of a podcast
in the context of genres is that the listener can compare his preferences — as a set of features
and compare them with a specific genre — which can also be characterized as a set of features.
With some correspondence between one’s own preferences and the features of a particular
genre, one could thus narrow down the choice of preferred content and thus more easily arrive
at the matching content.

3 HUDIKOVA, Z., HABINAKOVA, E.: Radio Broadcasting and Radio Production. Trnava : FMK UCM, 2018,
p. 101.
38 JENCA, 1.: Rozhlasové spravodajstvo. Bratislava : X Art, 2004, p. 84.
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Podcast does not yet have a time-tested and theoretically well-developed categorization of gen-
res like radio. The naming of the different genres is based on user experience — as podcasts are
usually listened to using different streaming platforms (Spotify, Google Podcast, Apple Pod-
casts, Deezer,...). Professionals in this field cannot yet rely on a universally defined theory, the
categorisation of individual podcasts between different streaming platforms therefore varies
markedly. Currently, there are many podcast platforms. To select the most relevant categoriza-
tions of podcast channels, we set out to determine which platforms are the most listened to
because they have the greatest reach. We also assume that the most successful podcast platforms
have content categorized based on preference surveys or other more professional criteria. The
platforms that creators most often refer to when promoting their media products include Spotify,
Google Podcasts, Apple Podcasts, and, in the Slovak environment, the podcast platform Pod-
maz. We don’t have a list of the most used podcast platforms in Slovakia today, but we did
manage to find a list of the fifteen most used podcast platforms in the U.S. 2019 — 2020 for
users aged 18 and older on statista.com.>®

30%
25%

20%

Share of respondents
v

10%

® 2019 @ 2020
Figure 1: Popularity of podcast platforms with US listeners over 18
Source: Most Commonly Used Apps for Listening to Podcasts Among Podcast Listeners in the United States in
2019 and 2020. [online]. [2022-10-25]. Available at: <https://www.statista.com/statistics/943537/podcast-liste-
ning-apps-us//>.

The top three most listened to platforms in 2020, according to that statistic, were — Spotify,
Apple Podcasts and Google Podcasts. The fourth is podcast platform Pandora, which has been
in the market since 2020. The fifth most popular way to listen to podcasts is directly on the
podcast producers’ websites. In the table below, we can see how each platform categorizes its
content into genres, how they characterize their genres, what the overlaps between the catego-
rizations are, and how they differ.

39 Most Commonly Used Apps for Listening to Podcasts Among Podcast Listeners in the United States in 2019 and
2020. [online]. [2022-10-25]. Available at: <https://www.statista.com/statistics/943537/podcast-listening-apps-
us//>.
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Table 8: Podcast content categorisation according to leading podcast platforms

Content segmentation on Spotify | Content segmentation on the Apple | Content segmentation on Google
— category (genre)* Podcasts platform — category | Podcasts — category (genre)*?

(genre)*!
Stories Arts Society & Culture
Educational Business Comedy
Music Comedy News & Politics
Lifestyle & Health Education Sport & Recration
Buisiness & Technology Fiction Education
Arts & Entertainment Government Business
Sports & Recreation History Technology
Comedy Health & Fitness Arts
News & Politics Kids & Family Health
Videogames Leisure TV & Film

Music

News

Religion & Spirituality

Science

Society & Culture

Sports

Technology

True Crime

TV & Film

Source: own processing, 2022

As we can see in the table, the concept of categorizing the content of podcast platforms is purely
based on the topic that the podcast channel handles. To clearly, graphically mark the overlaps
between the categorizations of each platform, we have devised a system similar to the one we
used when we analysed the genres of radio broadcasts earlier in the text. We have marked
Spotify as the primary platform (since it is the most listened to), and the other two as secondary
platforms. We have marked each primary platform category with a different colour. If a partic-
ular category topic on the secondary platform is the same as a category topic on the primary
platform, we have marked it with the same colour as the one on the primary platform (e.g.
Comedy = Comedy -> both marked in light blue). We chose this approach because of topics
like “Business and Technology”. While in the case of Spotify, both subtopics are categorized
under one category, Apple Podcasts have separate categories for both “Business” and “Tech-
nology”. This is similar to Spotify’s “News and Politics” category. Apple Podcasts have sepa-
rate categories called “Government” and “News”. Google Podcasts, however, are identical to
Spotify in this respect, using the same “News and Politics” category. The two categories in
which all three platforms completely match are “Education” and “Comedy”. Also of interest
are “Stories” on the Spotify platform and “Fiction” on the Apple Podcasts platform. We assume
that there will be direct overlap between these categories — that is, that the same podcast chan-
nels can be found in them and that the two categories share the same features. However, we
will only verify this in our planned research, which will focus on examining individual podcast
channels, their traits, and the traits of the genres/channels to which they are assigned. Another
interesting category published only on the Spotify platform is the Video Games category. In
conclusion, while both Spotify and Google Podcasts use a 10-pieces division of their content
into categories, Apple Podcasts use up to a 19-pieces division. While it is more precise to divide
content into multiple categories, there are some podcasts that may be on the edge between two

40 Spotify Podcast Categories. [online]. [2022-10-25]. Available at: <https://open.spotify.com/genre/topic-grid//>.
41 Apple Podcast Categories. [online]. [2022-10-25]. Available at: <https://www.podcastinsights.com/itunes-
podcast-categories///>.

42 Google Podcast Categories. [online]. [2022-10-25]. Available at: <https://podcasts.google.com////>.
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categories with their content, so placing a podcast channel into a specific category can be quite
confusing and may also make it difficult for the recipient to navigate when searching for an
interesting topic.

3 Conclusion

As we have shown in the previous chapters, the categorisation of a podcast into genres takes
place in practice for the three most listened-to platforms solely at the level of the topic they
cover. Thus, the categorisation of podcasts so far is based solely on the content of the podcast
episodes. In contrast, the breakdown of radio media products is based on both the content side
and the formal side of radio media products. As we have noted, the different radio genres serve
to enable creators to produce more comprehensible media content based on their knowledge of
them. This is because if a creator were to overuse the subjectivising elements of publicistic
radio production style in news formats, it would reduce the credibility of a given programme.
Or, if the news block included parody-type emotional music as a background, this could be
suggestive, thereby influencing the perception of the news being presented, which is not ac-
ceptable in the news industry. We overline that the set of features that a given work may contain
is intended to help the recipient to easier receive the media content. However, it is sufficient for
the recipient to be oriented at the level of the basic division — news, publicistic radio production,
artistic broadcasting. There is no need for him to know the more detailed divisions. This is
evidenced by the official labelling of the different elements of broadcasting in the RTVS pro-
gramme offer.

03:00 - 03:03  Spravodajstvo 08:35-08:43 Publicistika 08:01-08:04 Spravodajstvo

Spravy Ranny host Hirek - Spravy
Miroslav Kleban o vystave
Schiller - Foltyn 1920 - 1924;

03:04 - 03:05 Servis (Ne)formalne pribuznosti vo 08:06 - 08:09 Sport
Vychodoslovenskej galérii v -
Zelena vina Kosiciach Sport - Sport
03:13-03:15  Publicistika 08:47 - 08:55  Publicistika 08:10-08:15 Publicistika
Zdravotné sestry Ranny host Reggeli - Raiiajky
Statne verzus stikromné Miroslav Kleban o vystave Eutanazia szakmai értékelése

Schiller — Foltyn 1920 - 1924;

(Ne)formalne pribuznosti vo

Vychodoslovenskej galérii v 08:20 - 08:25 Publicistika
KoSiciach

zdravotnicke zariadenia

03:23-03:26 Sport Reggeli - Raiiajky

Sport
Slovenska 21-tka v barazi 09:00 - 09:05 Spravodajstvo
08:30 - 08:32 Spravodajstvo

ME23 proti Ukrajine Kultirne spravy Radia

Devin Hirek - Spravy
Na Slovensku jediny
spravodajsky blok vyluéne z
Zelena vina oblasti kultary a umenia

03:30-03:31 Servis

08:40 - 08:45 Publicistika

Reggeli - Ranajky

Figure 2: Excerpt from the Slovak radio programme of 23. 06. 2022
Source: Rozhlasovy program, Stvrtok, 23. 06. 2022. [online]. [2022-10-25]. Available at: <https://www.rtvs.sk/ra-
dio/program?date=2022-06-23>.
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The RTVS programme offers only 4 basic information for each time block — the name of the
programme, the programme’s broadcast interval, the programme’s genre or category and in
some cases a basic description of the programme. In the picture above we can see that the
programme does not offer any naming of the sub-genre, in the labelling it only sticks to the
basic dichotomous division into news and publicistic radio production. In some cases, the pro-
gramme does not even mention genres as such, but rather thematic categories — such as sport
and service -. Thus, the same naming convention is used when presenting the programme to the
recipient as is used for a podcast. Thus, a deeper division of auditory genres is not used in
communication with the external environment, even in the case of radio broadcasting. We sug-
gest that overwhelming the listener with too much detailed information could be counterpro-
ductive. The creators of podcast platforms, where podcasts are categorised by topic, seem to
have a similar philosophy. Unlike radio, however, podcasting has not yet worked out a more
specific division of media content, which could be particularly helpful to creators who could
rely on the relevant features of a given podcast sub-genre. In radio practice, this has proven
itself over the years. It would also facilitate professional teaching, not only in mass media and
journalism schools, but also in courses for enthusiast podcasters. At the same time, this young,
under-researched subject is also a challenge to theorists of mass media studies. In exploring the
issue, many questions still arise, e.g. about the overlap between the genres of radio and podcast
production, the principles and limitations of using podcast production in radio broadcasting and
vice versa, cultural differences in podcast production, or the overall perception and evaluation
of podcast production by professionals and laypeople alike. We will try to get answers to these
and other questions through our further research, in which we will address this issue.

Literature and Sources:

Apple Podcast Categories. [online]. [2022-10-25]. Available at: <https://www.podcast-
insights.com/itunes-podcast-categories///>.

BARTOSEK, J., TUSER, A.: Teoreticko-praktické vychodiska medidlnej tvorby. In TUSER,
A. a kol.: Praktikum medidlnej tvorby. Zilina : EUROKODEX, 2010, s. 9-55.

FINDRA, J.: Stylistika slovenciny. Martin : Osveta, 2004.

Google Podcast Categories. [online]. [2022-10-25]. Available at:
<https://podcasts.google.com////>.

HUDIKOVA, Z., HABINAKOVA, E.: Radio Broadcasting and Radio Production. Trnava :
FMK UCM, 2018.

JENCA, 1.: Rozhlasové spravodajstvo. Bratislava : X Art, 2004.

JIRAK, J.: Uvod do studia médii. Brno : Barrister & Principal, 2001.

LEHOCZKA, Z., CHUDINOVA, H.: Ziklady tedrie rozhlasovej zurnalistiky. Trnava : FMK
UCM, 2005.

MCQUAIL, D.: Uvod do teérie masovej komunikdcie. Prague : Portal, 2007.

MISTRIK, M.: Modernd slovencina. Bratislava : Mladé leta, 1988.

MISTRIK, M.: Zdnre vecnej literatiiry. Bratislava : SPN, 1975,

Most Commonly Used Apps for Listening to Podcasts among Podcast Listeners in the United
States in 2019 and 2020. [online]. [2022-10-25]. Available at: <https://www.statista.com/sta-
tistics/943537/podcast-listening-apps-us//>.

ORBAN, K.: Rozhlasova tvorba. In TUSER, A. et al.: Praktikum medidlnej tvorby. Zilina :
EUROKODEX, 2010, p. 159 - 186

Rozhlasovy program, Stvrtok, 23. 06. 2022. [online]. [2022-10-25]. Available at:
<https://www.rtvs.sk/radio/program?date=2022-06-23>.

Spotify Podcast Categories. [online]. [2022-10-25]. Available at:
<https://open.spotify.com/genre/topic-grid//>.

157



MARKETING IDENTITY: METAVERSE IS THE NEW UNIVERSE

VELAS, S.: Tebria a prax novindrskych Zanrov II. Bratislava : Univerzita Komenského, 2000.
TUSER, A.: Ako sa robia noviny. Zilina : EUROKODEX, 2010.

Contact Data:

Mgr. art. Patrik Kolenc¢ik

University of SS. Cyril and Methodius in Trnava
Faculty of Mass Media Communication

Nam. J. Herdu 2,

917 01 Trnava

SLOVAK REPUBLIC

kolencik2@ucm.sk

Assoc. Prof. PhDr. Zora Hudikova, PhD.
University of SS. Cyril and Methodius in Trnava
Faculty of Mass Media Communication

Nam. J. Herdu 2,

917 01 Trnava

SLOVAK REPUBLIC
zora.hudikova@gmail.com

158



Section 1

FACTORS INFLUENCING THE PURCHASING OF “GREEN
PRODUCTS”

Petra Koudelkova

Abstract:

This paper focus on the issue of sustainability. Sustainability is nowadays trend, and many customers tend to
purchase ecological or green product. But is it true? The purchase process consists of several steps and many
determinants enter here. So, what does a Czech consumers decide based on? That is, according to what he judges
that the product is a green product. Do Czech consumers really buy green products or is it just their declaration to
“reap the reputational benefits associated with being seen as generous.” Methodology is based on a questionnaire
survey and individual depth interview. There were 310 relevant responses from the Czech Republic in the
quantitative part (questionnaire survey) and fifteen interviews. The research results show that determine of
“green/sustainable” products are labels such as eco product, bio product, fair trade, and others. Among other things,
Czech consumers are significantly influenced by price. The results confirm the previous scientific outputs,
extending them to another country — the Czech Republic. The results can also be suitable for managers and
marketing specialists who set the price policy in the company or who are responsible for the area of sustainability.

Key words:
Corporate Responsibility. Green Marketing. Green Purchasing. Marketing Communication. Sustainability.

1 Introduction

Currently, there is a growing interest in the so-called sustainable lifestyle and a large majority
of society calls for a behavioral shift!. We can see interest in this topic several decades earlier,
when the first professional studies dealing with green products and a sustainable lifestyle were
created.? Kotler refers to this behavior as pro-environmental consumer behavior (PECB) and
says that PECB includes the purchase or environmentally responsible products, sustainable
products, green products, products with biodegradable packaging or waste’. According to
Cleveland et al, this group also includes carbon neutral products or products made from
recycled material.*

Rising emphasis that companies place on increasing green marketing and with this linked green
advertising should influence the increase in customer’s environmental interest® and green
purchasing. American Marketing Association (AMA) defines green marketing as a marketing

! DUARTE R., M., MAINAR, A., SANCHER-CHELIZ, J.: The Impact of Household Consumption Patterns on
Emissions in Spain. In Energy Economy, 2012, Vol. 32, No. 2, p. 179.

2 See: FREEMAN, L., DAGNOLL, J.: Green Concerns Influence Buying. In Advertising Age, 1990; See also:
BHATE, S., LAWLER, K.: Environmentally Friendly Products: Factors That Influence Their Adoption. In
International Journal of Environmental Education and Information, 1997, Vol. 17, No. 8, p. 457-466; FISK, G.:
Green Marketing: Multiplier for Appropriate Technology Transfer? In Journal of Marketing Management, 1998,
Vol. 14, No. 6, p. 657-676.

3 KOTLER, P.: Reinventing Marketing to Manage the Environmental Imperative. In Journal of Marketing, 2011,
Vol. 75, No. 4, p. 132.

4 CLEVELAND, M., KALAMAS, M., LAROCHE, M.: It’s Not Easy Being Green: Exploring Green Creeds,
Green Deeds, and Internal Environmental Focus of Control. In Psychology and Marketing, 2012, Vol. 29, No. 5,
p. 295.

S DANDE, R.: The Rise of Green Advertising. In Journal of Mass Communication and Journalism, 2012, Vol. 2,
No. 10, p. 2.
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strategy for products that are presumed to be environmentally safe®. Similar conception mention
Hawkins and Mothersbaugh’ in their work. Another study explains that green marketing is a
strategic process involving stakeholder assessment create long-term relationships with
customers while preserving, promoting natural environment in running a company.® Many
businessmen have already adopted eco-marketing tools such as eco-labels, eco-branding, and
eco-advertising to highlight environmentally friendly features’. Green Marketing seeks to
satisfy the needs of a consumer who has a preference for eco-friendly products and services.!?
This paper deals with factors influencing Czech customers during the purchasing process of
“green and/or sustainable products”. It also tests how these respondents judge whether it is a
green/sustainable product or not.

1.1 Factors Influencing a Purchase Behavior

According to the theory of Kotler and Keller, the purchasing decision is a process consisting of
five stages (problem recognition, information search, an alternative assessment, purchase
decision, post-purchase behavior!!). It is known from research that customers often emphasize
that companies are sustainable. Furthermore, it is evident that customers declare an interest in
purchasing organic, ecological, or green and/or sustainable products'? (Ipsos, 2022). In most
cases, however, the declared interest is not in agreement with the figures reported by the
companies. Belk states that the difference between intentions and behaviour is due to many
situational factors with different effects (see figure 1).

Physical Social Temporal Task

Antecedent
states

Figure 1: Contextual Factors Affecting a Purchase Behavior according to the Belk
Source: BELK, R. W.: Situational Variables and Consumer Behaviour. In Journal of Consumer Research, 1975,
Vol. 2, No. 3, p. 159.

® DWIPAMURTL 1. G. A. N., MAWARDI, M. K., NURALAM, L. P.: The Effect of Green Marketing on Brand
Image and Purchase Decision (Study on Consumer of Starbucks Café Ubud, Gianyar Bali). In Journal Administrasi
Bisnis (JAB), 2018, Vol. 61, No. 3, p. 58.

"MOTHERSBAUGH, D. L. et al.: Consumer Behavior: Building Marketing Strategy. New York : McGraw-Hill
Education, 2020, p. 59.

$HULT, G. et al.: Marketing. South Wester : Cengage Learning, 2012, p. 21.

° CHEN, L., WU, Q., JIANG, L.: Impact of Environmental Concern on Ecological Purchasing Behavior: The
Moderating Effect of Prosociality. In Sustainability, 2022, Vol. 14, No. 5, Article 3004, p. 3. [online]. [2022-10-
21]. Available at: <http://www.mdpi.com/2071-1050/14/5/3004/htm>.

0 LEE, Y. K.: The Relationship Between Green Country Image, Green Trust, and Purchase Intention of Korean
Products: Focusing on Vietnamese Gen Z Consumers. In Sustainability, 2020, Vol. 12, No. 12, Article 5098, p. 4.
[online]. [2022-10-21]. Available at: <https://www.mdpi.com/2071-1050/12/12/5098>.

"' KOTLER, P., KELLER, P.: Manajemen Pemasaran. Jakarta : PT. Indeks, 2007, p. 156.

12 Cesi a CSR: rezonuje férové chovani k zaméstnanciim i diiraz na Zivotni prostiedi. [online]. [2022-10-21].
Available at:  <https://www.ipsos.com/cs-cz/cesi-csr-rezonuje-ferove-chovani-k-zamestnancum-i-duraz-na-
zivotni-prostredi>.
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On the other hand, Berman, Silver and Zhang grouped factors influencing ecological purchasing

into three main groups'®. These factors also state Chen et al in their paper!*:

1) Personal factors based on consumers’ psychological perceptions, including ecological
knowledge, ecological emotions and ecological values and attitudes.!®

2) Product-marketing factors as: green-electric cars, organic food, green cosmetics, green
furniture: these products are attractive for green purchasing!®.

3) Social factors can influence social norms of consumers.!’

Interesting view on environmental purchasing offers model by Carrington et al. Authors note

that that situations are important in understanding the which suggests that pro-environmental

consumer behaviour intention — behaviour gap. Their model suggests that implementation of

plans mediate the link between behaviour and intention.!8

Another fact that we must not forget is that people try to engage in prosocial behavior. exhibit

pro-socially. One of the main reasons why people engage in prosocial behavior is “to reap the

reputational benefits associated with being seen as generous”'*There are some academic

studies dealing with prosocial behavior.?’ For example, Stern?! stated that ecological purchasing

is prosocial behavior. Important information is that prosocial behaviour is voluntary, and it is

based on moral psychology?’. The fact that people want to reap the reputation benefits

associated with being seen as generous is probably one of the reasons why the declared interest

in buying green products is lower than the actual amount purchased.

13 BERMAN, J. Z. et al.: Why Do Consumers Make Green Purchase Decisions? Insights from a Systematic
Review. In Int. J. Environ. Res. Public Health, 2020, Vol. 17, No. 18, Article 6607, p. 3. [online]. [2022-10-21].
Available at: <https://www.mdpi.com/1660-4601/17/18/6607>.

14 CHEN, L., WU, Q., JIANG, L.: Impact of Environmental Concern on Ecological Purchasing Behavior: The
Moderating Effect of Prosociality. In Sustainability, 2022. Vol. 14, No. 5, Article 3004, p. 4. [online]. [2022-10-
21]. Available at: <http://www.mdpi.com/2071-1050/14/5/3004/htm>.

5 KAISER, F. G., WOLFGING, S., FUHRER, U.: Environmental Attitude and Ecological Behavior. In Journal
of Environmental Psychology, 1999, Vol. 19, No. 1, p. 4.

16 XU, X. et al.: Consumer’s Intention to Purchase Green Furniture: Do Health Consciousness and Environmental
Awareness Matter? In Science of Total Environment, 2020, Vol. 704, No. 96, Article 135275, p. 3.

17 SUN, Y., WANG, S.: Understanding Consumers’ Intentions to Purchase Green Products in the Social Media
Marketing Context. Asia Pac. In Journal of Marketing and Logistic, 2019, Vol. 32, No. 4, p. 104.

18 See: CARRINGTON, M. J., NEVILLE, B. A., WHITWELL, G. J.: Why Ethical Consumers Don’t Walk Their
Talk: Towards a Framework for Understanding the Gap between Ethical Purchase Intention and Actual Buying
Behavior of Ethically Minded Consumers. In Journal of Business Ethics, 2010, Vol. 97, No. 1, p. 143
GRIMMER, M, KILBURN, A. P., MILES, M. P.: The Effect of Purchase Situation on Realized Pro-environmental
Consumer Behaviour. In Journal of Business Research, 2016, Vol. 69, No. 5, p. 1584.

19 BERMAN, J. Z. et al.: Why Do Consumers Make Green Purchase Decisions? Insights from a Systematic
Review. In Int. J. Environ. Res. Public Health, 2020, Vol. 17, No. 18, Article 6607, p. 4. [online]. [2022-10-21].
Available at: <https://www.mdpi.com/1660-4601/17/18/6607>.

20 See: CHEN, L., WU, Q., JIANG, L.: Impact of Environmental Concern on Ecological Purchasing Behavior:
The Moderating Effect of Prosociality. In Sustainability, 2022, Vol. 14, No. 5, Article 3004, p. 4. [online].
[2022-10-21]. Available at: <http://www.mdpi.com/2071-1050/14/5/3004/htm>; KAISER, F. G., WOLFGING,
S., FUHRER, U.: Environmental Attitude and Ecological Behavior. In Journal of Environmental Psychology,
1999, Vol. 19, No. 1, p. 4.; XU, X., WANG, S., YU, Y.: Consumer’s Intention to Purchase Green Furniture: Do
Health Consciousness and Environmental Awareness Matter? In Science of Total Environment, 2020, Vol. 704,
No. 96, Article 135275.; SUN, Y., WANG, S.: Prosocial Behavior, and Reputation: When Does Doing Good
Lead to Looking Good? In Current Opinion in Psychology, 2022, Vol. 43, No. 1, p. 104.

2L STERN, P. C., DIETZ, T.: The Value Basis of Environmental Concern. In Journal of Social Issues, 1994, Vol.
50, No. 3, p. 69.

22 CHEN, L., WU, Q., JIANG, L.: Impact of Environmental Concern on Ecological Purchasing Behavior: The
Moderating Effect of Prosociality. In Sustainability, 2022, Vol. 14, No. 5, Article 3004, p. 6. [online]. [2022-10-
21]. Available at: <http://www.mdpi.com/2071-1050/14/5/3004/htm>.
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Another aspect leading to a lack of green purchases can also be a limited supply of products, as
was the case, for example, in the Middle East.?

2 Methodology

Both qualitative and quantitative research methods were used in this study because of
methodology triangulation®*.

Concerning qualitative research, we have conducted 15 individual deep interviews with
customers (randomly selected: 5 students, 7 workers and 3 pensioners, mixed gender) from 4
regions of Czech Republic (Praha, Brno, Ostrava and Plzen). The qualitative research helped
us to get insight and draft the later quantitative questionnaire.

Longfield says that individual deep interview “is a method of gathering information from
individuals about their behavior, opinions, feelings and experience. They allow you to better
understand the thinking of the target groups and to clarify a certain one phenomenon from the
perspective of the segment.”?

Qualitative research was conducted as the first part. The main goal of this part was to find out
how consumers judge whether a company is sustainable or responsible.

RQI1: What are factors according to which consumers decide whether a brand is sustainable
or not?

The questionnaires were distributed throughout the Czech Republic to ensure the reliability of
the research. The research was conducted in the spring of 2022 and the questionnaires were
distributed throughout the Czech Republic among women and men from 18 to 65 years of age.
There were 176 woman and 134 men. The questionnaire consisted of 7 sections and contained
45 questions in total.

In this case, the questionnaire survey followed by individual dep interviews (IDI).

The questionnaire is not part of this paper. Since this paper deals with only a certain part of the
research, the results relevant to this article are presented here. Total of 310 relevant responses
were collected.

The purpose of the questionnaire was to verify how much individual factories are considered
when purchasing and what else is important for consumers when making a purchase decision.

There was stated following research question:

RQ2: What else is important for consumers when making a purchase decision?

23 NEJATI, M., SALAMZADEH, Y., SALAMZADEH, A.: Ecological Purchase Behaviour: Insights from a
Middle Eastern Country. International. In Journal of Environment and Sustainable Development, 2011, Vol. 10,
No. 4, p. 426.

24 BERGER, A. A.:. Media and Communication Research Methods: An Introduction to Qualitative and
Quantitative Approaches. Los Angeles : Sage, 2016, p. 130.

25 LONGFIELD, K.: In-Depth Interviews in PSI/AIDSMark Social Marketing Research Tool Kit. [online]. [2022-
10-21]. Available at: <http://www.scribd.com/doc/93308272/14- Research-Toolkit-Ch6-in-Depth-Interviews>.
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3 Results

3.1 Qualitative Research

The research showed that customers consider a company to be sustainable if it informs about
it, for example, on the website or on the product packaging. The determinants of sustainability
are most often considered to be:

¢ Bio products

Ecological products

Fair trade

Local products

Recycling/recyclable products

Below is a selection of a few responses:

R1: I judge it by whether there is any sustainability information on the package, for example
organic certificate, fair trade picture and so on. It needs to be recycled.

R2: I only buy from companies that I know and know are sustainable. But I can because I don’t
care about the price.

R3: I'm probably looking at the packaging, it must be recyclable. I pay attention to local
products and organic food.

R4: for me, sustainability is about taking care of nature, so they have organic and recyclable
products

R5: I think it’s organic products and local products. It goes without saying that I can recycle
the packaging from this product.

As it turned out, respondents confused the terms recycled and recyclable. Mostly in both cases
they meant “recyclable”.

As part of the interviews, we were also interested in what else can fundamentally influence
consumers’ purchasing decisions. 12 respondents stated that the most important aspect of
purchasing is the price. Even 5 respondents mentioned that in many cases they do not
understand at all why companies increase the prices of green and/or sustainable products. 2
respondents said that they are willing to pay a higher price and one said that he/she buys green
products rarely that he/she cannot judge whether the price is adequate or not.

3.2 Quantitative Research
First, it was tested whether people look for brands that they know behave responsibly or
sustainably (it can be just information on the product packaging).

Table 1: Crosstab: Gender * CSR_SUS Crosstabulation

Count
CSR SUS
NA yes no Total
Gender  woman 10 90 76 166
man 14 60 60 134
Total 24 150 136 310

Source: own processing, 2022
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Table 1 shows that this fact plays a greater role in women than in men. Here we see a very
interesting phenomenon, that half may prefer brands with these activities and half do not. And
another 14 respondents state that they do not know.

If one looks individually at the important indicators of what consumers consider to be the key
factors of sustainability or responsibility, then they too clearly copy the distribution of the first
table.?

Table 2: Crosstab: Gender * ecology Crosstabulation

Count
Ecology(bio)
NA yes no Total
Gender  woman 10 102 64 176
man 14 62 58 134
Total 24 164 122 310

Source: own processing, 2022

Although women are more likely focusing on ecological or bio products, it is again almost
identical to the table 1. When shopping, roughly half respondents emphasize whether a product
is organic or ecological as is shown in table 2. Women more often include cosmetics and
drugstores (not just food) in this category (bio and ecological).

Table 3: Crosstab: Gender * Fairtrade Crosstabulation

Count
Fairtrade
NA yes no Total
Gender  woman 10 98 68 176
man 14 68 52 134
Total 24 166 120 310

Source: own processing, 2022

The distribution of respondents in the case of Fairtrade is also very similar (see table 3).

Table 4: Crosstab: Gender * Local Product Crosstabulation

Count
Local Product
NA yes no Total
Gender  woman 8 138 28 176
man 12 78 42 134
Total 20 216 70 310

Source: own processing, 2022

When it is about local products, the share of both men and women who take this fact into
account when purchasing products rises significantly (see table 4).

It is interesting to look at the correlation of sustainability/responsibility and price as is shown
in table 5.

As can be seen, all 140 respondents who consider sustainability and responsibility to be
important also consider price to be important. Of this group, only 10 respondents said that they

26 Author’s note: On the basis that consumers were confused about the terms recycled and recyclable, these terms
were not used in the quantitative research.
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do not take price into account. This is an important moment because he says that consumers
consider several factors when making a purchase, and price is one of the important ones.

If it is a product with sustainable packaging, Czech customers can pay an extra fee for this
packaging between 10-30 cents according to the sort of product. It is generally accepted that
customers are often willing to pay a “premium price” for a green and/or sustainable product.?’
However, as part of the interviews, it was found that price is essential for consumers.

Table S: Crosstab: CSR_SUS * Price Crosstabulation

Count
Price
NA yes no Total
CSR SUS NA 16 6 2 24
yes 0 140 10 150
no 0 122 14 135
Total 16 268 25 310

Source: own processing, 2022

Table 6: Could the packaging affect the purchasing decision of Czech Customers

I find out what I buy a product
materials the I buy products in | when the
product is made | recyclable packaging looks
of packaging recycled.
Yes 52 51 139
No 255 109 168
Sometimes/don’t
know 3 150 3

Source: own processing, 2022

Table 6 shows further information regarding to the purchasing behaviors of Czech customers.

4 Discussion

From the available literature, we know that the buying process is composed of several parts and
is influenced by many factors, whether it is the groups of factors described by Berman,
Silverand Zhang (personal factors, social factors, product marketing factors) or contextual
factors according to Belk (physical, previous state, tasks, social, time).

Therefore, a decrease in green and/or sustainable products in consumers’ shopping baskets can
also be expected. The research further answers the questions:

RQ1: What are factors according to which consumers decide whether a brand is sustainable
or not?

As we can see there are above all these factors: bio product, ecological products, fair trade,
local products and recycling or recyclable products.

27 Cesi a CSR: rezonuje férové chovani k zaméstnanciim i diraz na Zivotni prostiedi. [online]. [2022-10-21].
Available at:  <https://www.ipsos.com/cs-cz/cesi-csr-rezonuje-ferove-chovani-k-zamestnancum-i-duraz-na-
zivotni-prostredi>.
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In addition to the above, very important are certification marks, as indicated by various studies.
The marketing department can work very well with these attributes and thus reduce the negative
effects of inflation.

Another factor with a big impact is the price (RQ2: What else is important for consumers when
making a purchase decision?) The price is the factor that must not be overlooked. Considering
the ever-increasing inflation in the Czech Republic (18% inflation in October 2022) it is quite
likely that price will be the main deciding factor when purchasing green and/or sustainable
products.

5 Conclusion

In conclusion, it can be stated that the information found has practical uses for managers who
deal with sustainability. For example, the fact that people often judge the sustainability of a
company by its packaging is an interesting practical finding. The popularity of local products
is also a certain impulse for purchasing managers and marketing specialists. Factors that are
essential for Czech consumers in the purchasing process are those that must be used by
marketers. However, it is important use them ethically, without greenwashing, which we can
often see in commercial communication.

This research also has its limitations. One of them is the relatively small number of qualitative
research respondents. However, it is considered to repeat the research over time to obtain a
certain time series, which is important during the growing crisis and war in Ukraine. This will
also lead to an expansion of the qualitative research sample. Another extension of research can
be focused on price sensitivity. Here, it will be investigated what percentage price increase
Czech consumers are willing to accept. Very interesting should be tested the making decision
of sustainable purchasing as a part of the decision-making process for important purchases. Last
but not least is possible to compare situation in Czech Republic with the situation in Slovakia,
country with similar history.
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IMPACT OF THE COVID-19 PANDEMIC ON MARKETING
COMMUNICATION OF BRANDS ON SOCIAL SITES

Peter Krajcéovic, Dasa Frani¢

Abstract:

The paper deals with the analysis of communication of selected brands on Facebook while observing the impact
of the COVID-19 pandemic on the number of their followers. The authors analyse the development of the number
of followers, the structure and the number of posts as well as the total number of interactions from 2020 to 2021.
The impact of the pandemic is observed in three outbreaks while focusing on four brands evaluated by Kantar
Brandz: two most valuable brands in 2021 and two brands that reported the highest increase in their value on a
yearly basis. The results of the analysis are subject to statistical calculations by the methods of descriptive statistics
and the analysis of the variance of various categorical variables. At the same time, they also follow the possibilities
of using and studying data from social sites as well as current trends and their evolution on the market.

Keywords:
Brand. COVID-19. Facebook. Marketing Communication. Social Media.

1 Introduction

Companies, organisations, brands, consumers. We all live in challenging, turbulent and rapidly
changing times. What applies today is different tomorrow. The dynamism and especially the
major events of the last three years (the pandemic, the conflict in Ukraine, economic problems
associated with rising costs of living and inflation) have triggered major changes in various
areas. During the coronavirus pandemic, consumer behaviour, preferences and values began to
change significantly. As stated by Kolldrova and Kolis¢akova: “numerous surveys by various
types of institutions (banks, price comparators, delivery companies, universities, research
agencies, etc.), whose partial results have been publicized and are available to the public show
that Slovak consumers changed their buying and media habits during the pandemic. Some of
them were short term changes, mainly due to lockdown.”! In the same way, companies or
various institutions had to deal with the changing situation on the market. The coronavirus
pandemic has affected and impaired the functioning of every single entity. Currently, they are
once again facing other challenges, which are connected with the conflict in Ukraine and overall
economic, social and political instability.

All this also affects the marketing and communication activities of brands, which had to adapt
their communication to new, unexpected and hitherto unknown situations. We notice a change
in the approach, but also in the content of communication, which is also confirmed by other
analyses: the COVID-19 pandemic, and the resulting confinement of the population and
emergency status adopted in many countries, have dramatically changed the way of life across
the globe. Many brands, now unable to produce and market their products or offer their services,
are focusing on their communication and social responsibility.? Another significant fact is that
consumers took up online shopping during the pandemic, with global e-commerce growing by

"KOLLAROVA, D., KOLISCAKOVA, M.: Changes in Preferences in Consumer Behavior

of Generation Z During the Covid-19 Pandemic. In CABYOVA, L., BEZAKOVA, Z., MADLENAK, A.:
Marketing Identity: New Changes, New Challenges. Trnava : FMK UCM, p. 327.

2 See: DIAS, P., PESSOA, C., ANDRADE, J. G.: Brand Communication on Instagram During the COVID-19
Pandemic: Perceptions of Users and Brands. Tampere : IAMCR Tampere, 2020.
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more than 27% in 2020 alone®, which also contributed to the fact that the relationship of
consumers to individual brands has also changed, to which companies had to respond
adequately.

In the article, the authors analyse the communication of brands on Facebook and the impact of
the pandemic on the development of the number of followers, the structure and number of posts,
and the total number of interactions during the years 2020-2021. The authors also raise the
question of the connection between the growth of brand popularity on the social network and
the growth of brand value. Four strong brands were selected for the analysis, namely: Amazon,
Google, Tesla and TikTok. These are brands that, considering their year-on-year growth and
market value, belong to the most valuable brands in the world or have experienced significant
growth. As MatiSova states®, the strongest brands have existed for several centuries, while the
most important characteristics of brands include brand recognition, its uniqueness and
originality, brand memorability, differentiation from competitors and brand image.

The use of social media for marketing communications is a common practice. Many brands are
using social networks to communicate with their customers and customers are using social
networks not only to stay in contact with their friends or family but also to follow the brands’
profiles. As mentioned by Andangsari et al.> with the rapid development of communication
technology and the rapid popularization of intelligent devices, social media has changed the
lives of modern people. And we can add, that the principles of marketing and communication,
too.

According to Evans and Krauthammer® social media allows users to connect through
information sharing on the home page, an important channel for people to create, share, and
exchange information through online communities and interpersonal networks. Walters and
Horton” add that social media provides new opportunities for social interaction among
customers through chat, instant messaging, posting, and online comments.

2 Methodology

The communication of four brands was analysed by Kantar Brandz evaluation on Facebook.
The brands were selected according to the position in the Top 100 most valuable brands in the
world. As part of the analysis, we focused on the development of the number of followers, posts
and the total number of interactions for the period of 2020-2021 while examining the impact of
the COVID-19 pandemic on the number of followers of selected brands. The brands were
divided into two groups: the most valuable brands in 2021 (Amazon and Google) and the brands

3 DUBBELINK, S. I., HERRANDO C., CONSTANTINIDES E.: Social Media Marketing as a Branding Strategy
in Extraordinary Times: Lessons from the COVID-19 Pandemic. In Sustainability, Vol. 13, No. 18, 2021, p. 1.
*MATUSOVA, J.: Komunikacné stratégie vybranych znaciek v réznych stadidch ich Zivotného cyklu. Trnava : IM
UCM, 2020, p. 15.

5 ANDANGSARI, E. W., GUMILAR, I, GODWIN, R.: Social Networking Sites Use and Psychological
Attachment Need Among Indonesian Young Adults Population. In International Journal of Social Science Studies,
Vol. 1, No. 2, 2013, p. 135.

® EVANS, P., KRAUTHAMMER, M.: Exploring the Use of Social Media to Measure Journal Article Impact. In
AMIA.  Annual  Symposium  Proceedings/AMIA ~ Symposium,  2011.  [online].  [2022-12-19].
<https://www.ncbi.nlm.nih.gov/pmc/articles/PMC3243242/>.

7WALTERS, N. T., HORTON, R.: A Diary Study of the Influence of Facebook Use on Narcissism Among Male
College Students. In Computers in Human Behavior, Vol. 52, 2015, p. 326.
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that reported the most significant increase in value compared to the previous year (Tesla and

TikTok)®.

The global profiles of the above brands on Facebook were analysed. The data was obtained
through Facebook's CrowdTangle. The descriptive statistics and the analysis of variance of
several categorical variables were used for the data analysis itself. Table 1 shows the statistical
characteristics of the file.

Table 1: Statistical characteristics of the file

Number of followers Number of followers Number of followers
(AMAZON) (GOOGLE) (TESLA) Number of followers (TIKTOK)
28981056,5 72006,5690
Mean 2 Mean 30851298,01 Mean 8 Mean 20186452,21
Standard 9976,58460 Standard Standard 1687,58207 Standard
Error 4 Error 49006,42107 Error 6 Error 165356,2583
Median 29040711 Median 30934687 Median 66072 Median 20198686
#NEDOSTUPN #NEDOSTUPN
Mode 29093729 Mode Y Mode 8452 Mode Y
Standard 269737,034 Standard Standard 45627,1762 Standard
Deviation 4 Deviation 1324987,178 Deviation 9 Deviation 4470739,086
Sample 7275806770 Sample Sample 208183921 Sample
Variance 7 Variance 1,75559E+12 Variance 6 Variance 1,99875E+13
Kurtosis 1,27793774 Kaurtosis -1,191010966 Kurtosis 1,26003904 Kurtosis -1,175598007
- 0,13802757
Skewness 0,25750385 Skewness -0,285481572 Skewness 2 Skewness -0,109934441
Range 881118 Range 4252545 Range 141305 Range 14731999
Minimum 28500265 Minimum 28384311 Minimum 8425 Minimum 12393780
Maximum 29381383 Maximum 32636856 Maximum 149730 Maximum 27125779
2118515231
Sum 3 Sum 22552298845 Sum 52636802 Sum 14756296562
Count 731 Count 731 Count 731 Count 731
Confidence Confidence Confidence Confidence
Level 19586,2201 Level Level 3313,09315 Level
(95.0%) 9 (95.0%) 96210,33571 (95.0%) 3 (95.0%) 324630,5439
lower lower lower lower
quartile 28738455 quartile 29933740 quartile 31522 quartile 16593601
upper upper upper upper
quartile 29209933 quartile 32136671 quartile 108115 quartile 24291880
IQR 471478 IQR 2202931 IQR 76593 IQR 7698279
1,5IQR 707217 1,5IQR 3304396,5 1,51QR 114889,5 1,51QR 11547418,5
. 1178695 . 5507327,5 . 191482,5 . 19245697,5
outliers outliers outliers outliers
29209981 32136719 108163 24291928

Source: own processing, 2022

8 KANTAR BRANDZ: 2021 Most Valuable Global Brands: Infographic. [online]. [2022-12-19]. Available at:
<https://www.kantar.com/-/media/project/kantar/global/campaigns/brandz/brandz-infographics/kantar-brandz-
global-2021-infographic.pdf>.
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3 Results and Discussion

Amazon was ranked by Kantar Brandz’ as the most valuable brand in the world in 2021. Its
value reached $ 683,852,000 and compared to 2020, it reported a 64% increase. According to
Kantar Brandz, Google was the third most valuable brand in the world in 2021. Its value reached
$ 457,998,000 and compared to 2020, it saw a 42% increase. The brands Tesla and TikTok
reported the highest increase, with Tesla up 275% and TikTok up 158%. Despite the COVID-
19 pandemic, which has caused a decline in many industries or losses due to anti-pandemic
measures, these are examples of successful brands that, on the contrary, have reported a
considerable boom in their business activities.

Amazon had a total of 29,379,555 followers as of 31 December 2021. During the monitored
period, it reported a 3.09% increase which represents 879,300 new followers. Graph 1 shows
the development of the number of followers and the rate of their increase for the period 2020-
2021.
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Figure 1: Development of the number of Amazon followers on Facebook from 1 January 2020 to 31 December
2021
Source: own processing, 2022 (data: CrowdTangle)

It is interesting to see that during the observed period, the brand published only 294 posts, which
is an average of only 0.4 posts per day. We assume that this can be explained by existence of
various profiles on Facebook through which the brand communicates. Table 2 shows the
structure of posts in terms of their types.

Table 2: Structure of Amazon posts by their types from 1 January 2020 to 31 December 2021

YouTube
photos links statuses | videos | live stream videos other videos SUM
105 13 1 170 3 1 1 294

Source: own processing, 2022 (data: CrowdTangle)

® WALTER, D.: KANTAR BRANDZ: 2021 Most Valuable Global Brands. [online]. [2022-12-19]. Available at:
<https://www.kantar.com/campaigns/brandz/global>.
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Videos reported the highest number of interactions, with more than 810,000 in total, followed
by photos with almost 486,000 interactions. The total number of interactions reached more than

1,360,000 during the monitored period. Table 3 shows more detailed results.

Table 3: Rate of interactions of Amazon posts by their types from | January 2020 to 31 December 2021

YouTube
photos links statuses | videos | live stream videos other videos SUM
35.81% 3.34% 0.10% 59.71% 0.22% 0.56% 0.25% 0.9999

Source: own processing, 2022 (data: CrowdTangle)

Google had a total of 32,629,403 followers as of 31 December 2021. During the monitored
period, it saw an increase of 14.96%, which represents 4,250,000 new followers. Graph 2 shows
the development of the number of followers and the rise for the period 2020-2021.
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Figure 2: Development of the number of Google followers on Facebook from 1 January 2020 to 31 December
2021
Source: own processing, 2022 (data: CrowdTangle)

During the monitored period, the brand published a total of 869 posts, which is an average of 1
post per day. Table 4 shows the structure of posts in terms of their types.

Table 4: Structure of Google posts by their types from | January 2020 to 31 December 2021
YouTube
videos

11

SUM
869

photos links statuses videos | live stream

135 208 6 508 1
Source: own processing, 2022 (data: CrowdTangle)

Videos had the highest number of interactions, with a total of more than 654,800, followed by
shared links (links) with more than 204,000 interactions. The total number of interactions
reached more than 1,040,000 during the monitored period. Table 5 shows more detailed results.

Table S: Rate of interactions of Amazon posts by their types from | January 2020 to 31 December 2021

YouTube
photos links statuses | videos | live stream videos SUM
16.50% 19.58% 0.31% 62.80% 0.20% 0.62% 1.0001

Source: own processing, 2022 (data: CrowdTangle)
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Tesla had a total of 149,730 followers as of 31 December 2021. This is the smallest number of
followers among the analysed brands, but during the monitored period it achieved an increase
of 1,676.58%, which represents approximately 141,300 new followers. Graph 3 shows the
development of the number of followers and the rate of their increase for the period 2020-2021.
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Figure 3: Development of the number of Tesla followers on Facebook from 1 January 2020 to 31 December 2021
Source: own processing, 2022 (data: CrowdTangle)

During the monitored period, the brand published only 29 posts. Table 6 shows the structure of
posts in terms of their types.

Table 6: Structure of Tesla posts ‘by their types from 1 January 2020 to 31 December 2021
photos videos SUM

23 6 29
Source: own processing, 2022 (data: CrowdTangle)

Photos achieved the largest number of interactions, a total of more than 64,800. The total
number of interactions reached more than 76,500 during the monitored period. Table 7 shows
more detailed results.

Table 7: Share of interactions of Tesla posts by their types from 1 January 2020 to 31 December 2021
photos videos SUM

84.72% 15.28% | 100.00%
Source: own processing, 2022 (data: CrowdTangle)

TikTok had a total of 27,125,779 followers as of 31 December 2021. During the monitored
period, it reported an increase of 118.87%, which represents more than 14,760,000 new

followers. Graph 4 shows the development of the number of followers and the rate of their
increase for the period 2020-2021.
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Figure 4: Development of the number of Facebook followers of TikTok from 1 January 2020 to 31 December 2021
Source: own processing, 2022 (data: CrowdTangle)

During the monitored period, the brand published 1,138 posts. Table 8 shows the structure of
posts in terms of their types.

Table 8: Structure of TikTok posts by their types from 1 January 2020 to 31 December 2021
photos links statuses | videos SUM

333 11 4 790 1138
Source: own processing, 2022 (data: CrowdTangle)

Videos achieved the largest number of interactions, | more than 3,540,000. The total number of
interactions reached more than 3,750,000 during the monitored period. Table 9 shows more
detailed results.

Table 9: Number of interactions of TikTok posts by their types from 1 January 2020 to 31 December 2021

photos links statuses | videos SUM

5.42% 0.15% 0.06% 94.37% 100.00%
Source: own processing, 2022 (data: CrowdTangle)

As part of the analysis, we focused in more detail on examining the impact of the COVID-19
pandemic on the number of followers. We compared the period of the pandemic in three
outbreaks: 1% outbreak (with its peak in early spring and early summer 2020), 2" outbreak (with
its peak in the months of October - December 2020) and 3™ outbreak (the period from the end
of July to the end of December 2021).

Using the analysis of variance, we verified whether the number of followers differs in individual
periods of the pandemic, or whether the factor of “the pandemic period” has a significant effect
on the number of followers of posts on social networks.

The following hypotheses have been identified:

HO: The average number of followers is the same in individual periods of the pandemic.

H1: The average number of followers is not the same, at least in two outbreaks the number of
followers is significantly different.
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Tables 10-13 show the results of the analysis.

Table 10: Results of the one-factor analysis of variance (Amazon)

SUMMARY
Groups Count Sum Average Variance
1. wave 101 2893220833 28645750,82 2081443333
2. wave 92 2664554768 28962551,83 2245755225
3. wave 157 4602084663 29312641,17 2042992970
ANOVA
Source of Variation SS df MS F P-value F crit
Between Groups 2,78719E+13 2 1,39359E+13 6613,332372  5,2992E-277 3,02174463
Within Groups 7,31215E+11 347 2107247729
Total 2,86031E+13 349

Source: own processing, 2022

The results of the analysis showed that we reject the null hypothesis (HO) since p < 0.05. In
general, we can say that the average number of followers in the individual periods of the
pandemic is not the same.

Table 11: Results of the one-factor analysis of variance (Google)

SUMMARY
Groups Count Sum Average Variance

1. wave 101 2948241915 29190514,01 90854102590
2. wave 92 2811311083 30557729,16 45133249147
3. wave 157 5082743557 32374162,78 31751096493
ANOVA

Source of

Variation SS df MS F P-value Fcrit
Between Groups 6,44991E+14 2 3,22495E+14 6167,074483  7,0656E-272  3,02174463
Within Groups 1,81457E+13 347 52293103701
Total 6,63137E+14 349

Source: own processing, 2022

The results of the analysis showed that we reject the null hypothesis (HO) since p < 0.05. In
general, we can say that the average number of followers in the individual periods of the
pandemic is not the same.

Table 12: Results of the one-factor analysis of variance (Tesla)

SUMMARY

Groups Count Sum Average Variance
1. wave 101 1529467  15143,23762  21523804,12
2. wave 92 5363730  58301,41304  18317944,4
3. wave 157 21435497  136531,828  96586928,13

176



Section 1

ANOVA

Source of Variation SS df MS F P-value Fcrit
Between Groups 9,69602E+11 2 4,84801E+11  8907,029465 6,1118E-299 3,02174463
Within Groups 18886874141 347 54429032,11
Total 9,88489E+11 349

Source: own processing, 2022

The results of the analysis showed that we reject the null hypothesis (HO) since p < 0.05. In
general, we can say that the average number of followers in the individual periods of the
pandemic is not the same.

Table 13: Results of the one-factor analysis of variance (TikTok)

SUMMARY
Groups Count Sum Average Variance
1. wave 101 1486651993 14719326,66  7,39759E+11
2. wave 92 1783258343  19383242,86 2,204E+11
3. wave 157 4098243885  26103464,24  5,22901E+11
ANOVA
Source of Variation SS df MS F P-value Fcrit
Between Groups 8,31279E+15 2 4,15639E+15  8213,145465  5,9689E-293 3,02174463
Within Groups 1,75605E+14 347 5,06066E+11
Total 8,48839E+15 349

Source: own processing, 2022

The results of the analysis showed that we reject the null hypothesis (HO) since p < 0.05. In
general, we can say that the average number of followers in the individual periods of the
pandemic is not the same.

4 Conclusion

In the paper, we analysed the communication of four brands on Facebook and studied the impact
of the COVID-19 pandemic on the number of followers. We compared the obtained data with
the brand value and tried to demonstrate a possible connection between selected data from
Facebook and the brand value. It is obvious that the connection of these data cannot be
interpreted as a correlation, but data from social networks can serve as a significant source of
information reflecting a certain trend or development in specific areas.

As part of the analysis, we focused on two groups of brands. The first group consisted of the
two most valuable brands in the world, which ranked first (Amazon) and third (Google) in the
Kantar Brandz ranking for 2021. The second group consisted of brands that recorded the most
significant rise in their value compared to 2020 (Tesla and TikTok). The goal of the analysis
was to compare whether this trend is also reflected in communication on social networks and
whether an increase in the value is reflected in the increase in the number of followers. We can
consider this as one of the prerequisites for our interest in a brand based on following its profile.
We also examined the impact of the COVID-19 pandemic on the number of followers.
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Several interesting findings emerged from the results of the analysis. In general, we can state
that the average number of followers in individual periods of the pandemic is not the same.
Individual outbreaks of the COVID-19 pandemic have had an impact on the number of
followers. From the point of view of tracking the rate of growth, we can observe an increase in
the number of followers in all four analysed brand profiles. We observe the most significant
increase in the case of Tesla, by more than 1,600%. Overall, however, this brand has the
smallest number of followers among the analysed brands. The largest increase in followers in
absolute terms can be observed for TikTok, which recorded an increase of more than
14,760,000 followers.

However, an interesting finding is the number of posts published within individual profiles. In
general, we can note a very low intensity of publishing posts, but this may be due to the fact
that we analysed the global profiles of brands, while several of them communicate through
other profiles. For a comprehensive analysis, it would be necessary to examine these profiles
as well, which, however, goes beyond the scope of this paper. However, from the point of view
of further investigation, it is interesting to compare the individual indicators and focus on the
individual profiles of these brands.

However, the results of the analysis pointed to a possible connection between the growing
popularity on social networks and the growing brand value. In this context, we can also point
out some interesting studies aimed at the brands and their communication on social networks
or during the crisis. According to the Farhang et al.!® while brands are mostly viewed as drivers
of sustained competitive advantage and profitability, their protective role in crisis times is
noteworthy. The findings results of Paruthi et al.!! corroborate brand relationship quality and
consumer community identification as critical drivers of consumer engagement on the online
platforms. Another study by Chen et al.!? revealed that customer motivation with information
seeking, entertainment, and social interaction significantly impacts customer brand experience.
The results of Islam et al.! revealed that both self-brand image congruity and value congruity
significantly affect consumer engagement. A positive effect of consumer engagement on brand
loyalty was also observed.

Consumer-brand engagement on social media is a widely studied research topic with high
relevance for marketing practitioners. However, as pointed out the Martinek!* the discipline is
affected by a conceptual divergence and limited understanding of applicable research methods.

10 FARHANG, M., KAMRAN-DISFANI, O., ZADEH, A. H.: Brand Equity and Stock Performance in Time of
Crisis: Evidence from the COVID-19 Pandemic. In Journal of Product & Brand Management, 2022, Vol. Ahead-
of-print, No. Ahead-of-print. [online]. [2022-12-19]. Available at:
<https://www.emerald.com/insight/content/doi/10.1108/JPBM-01-2022-3830/full/htmI>.

' PARUTHI, M. et al. Engaging Consumers via Online Brand Communities to Achieve Brand Love and Positive
Recommendations. In Spanish Journal of Marketing - ESIC, 2022, Vol. Ahead-of-print, No. Ahead-of-print.
[online]. [2022-12-19]. Available at: <https://www.emerald.com/insight/content/doi/10.1108/SIME-07-2022-
0160/full/html>.

12 CHEN, X., et al.: Examining Customer Motivation and Its Impact on Customer Engagement Behavior in Social
Media: The Mediating Effect of Brand Experience. In SAGE Open, 2021, Vol. 11, No. 4. No Pagination. [online].
[2022-12-19]. <https://journals.sagepub.com/doi/10.1177/21582440211052256>.

13 See: ISLAM, J., RAHMAN, Z., HOLLEBEEK, L. D.: Consumer Engagement in Online Brand Communities:
A Solicitation of Congruity Theory. In Internet Research, 2018, Vol. 28, No. 1, p. 23-45. [online]. [2022-12-19].
<https://www.emerald.com/insight/content/doi/10.1108/IntR-09-2016-0279/full/htmI>.

4 MARTINEK, P. A.: Mapping Methods of Research on Consumer Engagement with Brands on Social Media: A
Literature Review. In Methodological Innovations, 2021, Vol. 14, No. 1, p. 22.
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THE IMPORTANCE OF INFLUENCER MARKETING
IN THE CONTEXT OF ELECTRONIC COMMERCE

Stefan Kral, Maria Tomdsova

Abstract:

As digitization progresses, consumers are moving online. This shift may be a driving force behind the declining
turnover of brick-and-mortar stores. The paper presents an overview of the current state of influencer marketing
as a key part of the marketing strategy. Online shopping attracts more and more people and this trend can be
expected to continue in the future. Marketers and brands need to innovate their marketing strategies. In this regard,
influencer marketing appears to be a key element. Sellers use influencers to increase brand awareness and boost
consumer interest in the brand. The market value of global influencer marketing has more than doubled since 2019,
with Instagram considered the most effective platform. Consumers build virtual relationships with influencers and
find them trustworthy. Therefore, influencers can change consumers’ decisions in favour of a given brand, product
or service. This knowledge can help businesses with their marketing strategies (planning and implementation).

Key words:
Electronic Commerce. E-Commerce. Influencer Marketing. Influencer. Online Shopping.

1 Introduction

With the development of the Internet and digital technologies, consumer behaviour has also
changed. Before making the actual purchase, consumers search for information, opinions and
experiences of other users with products and services they are interested in. That’s why sellers
nowadays opt for using social media platforms in their marketing mix so as to reach out to their
target audience in a more direct way. The most important platforms to do so are Instagram,
Facebook, Twitter, YouTube and TikTok as these allow for sharing visual messages (visuals are
known to achieve the highest level of engagement).!

2 Meaning of Influencer Marketing

One of the most innovative forms of marketing nowadays is influencer marketing. Sellers make
use of influencer marketing to promote their products, services or brand as a whole. The person
of an influencer plays a key role in influencer marketing. This is a person who owns an account
on a selected social media platform and has a certain number of active followers. In essence,
influencer marketing means using an influential person to promote brand’s goods or services to
a wide audience that follows the influencer on the chosen social media platform. By working
with influencers, sellers are able to increase awareness of a brand, product or service, acquire
new customers, boost interest in buying, and reach a wider audience much easier than with
traditional marketing method. An influencer can be a publicly known person who is considered
by his/her followers to be an expert in a certain field. The job of an influencer is to influence
people’s perception of a certain thing and, consequently, their purchasing behaviour. An
influencer does not have to be just a well-known personality — it can also be a person who is
trustworthy, has a wide audience and can present products, services or brands in a way that
people find attractive.?

' HASSAN, A., SHARMA, A.: The Emerald Handbook of ICT in Tourism and Hospitality. Bingley : Emerald
Publishing Limited, 2020, p. 131.

2 Influencer Marketing. [online]. [2022-09-25]. Available at: <https://visibility.sk/blog/slovnik/influencer-
marketing/>.
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An influencer can provide consumers with a credible positive or negative review of a brand’s
product or service, which typically includes information about the price, availability, and
whether or not the product could be purchased online. Influencers are able to present products
in such a way that consumers/followers often don’t even know they are consuming an ad.
Influencers differ not only in the number of followers, but also in content they produce and
originality. Given the above, influencers could be categorized into several categories. An expert
is an influencer who has knowledge in a certain specific field. Thanks to this expert knowledge
he/she gained trust of his/her followers. A trendsetter specializes in introducing new products
to the market, as he/she is able to influence trends and consumer behaviour. A blogger uses a
blog or a personal website as his/her platform, and usually specializes in one area or field
(informs consumers on newsworthy things in his/her articles). A celebrity is a well-known
person, such as an actor, singer or athlete, who has a large fan base. Consumers are often
attracted to a celebrity-promoted brand, product or service because it is recommended by a
well-known personality. An ambassador is an influencer who is the face of a selected brand that
provides him/her with products or services for free or at a discounted price. The ambassadorship
lasts for a longer period of time as the influencer is expected to promote information about the
brand, product or service on a regular basis. Micro-influencers are also an important group.
Micro-influencers, although they do not have a large number of followers, can reach a specific
audience.’ There exist also so-called nano-influencers. These have less than a thousand
followers, but are generally regarded as an industry expert or topic specialist. This might be
preferred by businesses that offer very specific products or services. YouTubers and podcasters
are also popular these days. YouTubers present content on YouTube through videos, and
podcasters present content through audio recordings.* Children’s influencers, whose accounts
on social media platforms are managed by their parents, are also coming to the fore, as are
animal influencers and virtual computer-generated influencers. Cooperation with influencers
can take various forms, for example affiliate marketing, sponsored content or so-called
unboxing. In affiliate marketing, influencers provide their followers with a special code that
they can use when purchasing the product or service promoted. Sponsored content means paid
posts on social media platforms, while with unboxing the brand provides the influencer with
free products or services, which he/she then tests and gives followers reviews afterwards.
However, there is a rise in the number of so-called fake influencers, i.e. profiles with a high
number of purchased followers without any activity. When choosing influencers, business
entities must evaluate not only the size of the audience the influencer is able to reach but also
activities the influencer carries out, i.e. the number of likes or comments.>

When choosing a suitable platform for an influencer marketing campaign, businesses study the
chosen influencer, his/her statistics and whether his/her followers match their target audience.
Many influencers have accounts on several social media platforms, which allows them to reach
a larger target audience. When planning cooperation with influencers, the business entity must
evaluate criteria such as target audience, budget, charisma, previous results and the influencer’s
ability to reach the target audience. When searching for a suitable influencer, businesses can
also use various digital tools that provide them with clear statistics on the influencer’s activity
and followers (e.g. BuzzSumo, Klear, Hypeauditor,...). Businesses can also use digital tools

3 KRAMAROVA, M.: Influencer Marketing: Everything You Need to Know Before You Get Into It. [online].
[2022-09-25]. Available at: <https://www.ecake.sk/influence-marketing/>.

4 Influencer. [online]. [2022-09-28]. Available at: <https://visibility.sk/blog/slovnik/influencer/>.

5 What is Influencer Marketing? Is It Suitable for You? [online]. [2022-09-25]. Available at:
<https://digitalpartner.sk/co-je-influencer-marketing-je-pre-vas-vhodny/>.
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such as Traackr to manage and evaluate influencer marketing campaigns.® In this digital age,
influencers often have a decisive influence on consumers and can shape their opinions,
decisions and behaviour through their online channels and content they share on social media
platforms. Consumers largely attribute a higher level of credibility to what influencers show
and say through social media platforms. All these factors contribute significantly to building
relationships and deepening trust in a given seller or brand.”

3 Meaning of Electronic Commerce

Electronic commerce, or e-commerce is a form of trading that is carried out in the online

environment where the Internet represents a single platform that connects the seller and the

buyer.® E-commerce has eight unique features that have an impact on how businesses operate,

challenge traditional business thinking, and help explain why interest in e-commerce is

growing. These include the following:

e interactivity — technology that enables two-way communication between the seller and the
buyer,

e personalization and customization — targeting marketing messages to specific individuals
based on their preferences and past purchases,

e social technology — creation of user-generated content, e.g. on social networks,

e universal standards — a set of uniform standards that are shared by all nations of the world,

e global reach — business transactions that are not limited by cultural, regional or international
borders,

e richness — complexity and rich content of messages for a wide audience (video, audio and
text messages),

e ubiquity — availability at any time, anywhere and to anyone regardless of geographical
location,

e density of information — a large amount of high-quality information is available to all market
participants, both sellers and buyers.

These unique features of e-commerce indicate many new possibilities for marketing and sales

strategies, as there is a powerful set of interactive and personalized information that can be

delivered to a segmented target audience.’

The issue of electronic commerce represents a broad field of knowledge, and its importance
cannot be denied. E-commerce entities often face the challenge of distinguishing themselves
from the competition and winning the battle against competition in the online environment. One
way is to build a positive reputation, as a company with a good reputation can attract the
attention of consumers and win them over before the competition. Building a positive reputation

® BANNISTER, K.: Influencer Marketing Tools for Finding and Analyzing Influencers. [online]. [2022-09-28].
Available at: <https://www.brandwatch.com/blog/find-influencers-marketing-tools/>.; See also: What is
Influencer Marketing? Is It Suitable for You? [online]. [2022-09-28]. Available at: <https://digitalpartner.sk/co-
je-influencer-marketing-je-pre-vas-vhodny/>.

" HASSAN, A., SHARMA, A.: The Emerald Handbook of ICT in Tourism and Hospitality. Bingley : Emerald
Publishing Limited, 2020, p. 131.

8 TAN, S.: Ecom Hell: How To Make Money In Ecommerce Without Getting Burned. San Francisco : Ecom Hell,
2013, p. 42.

® See: LAUDON, K. C., TRAVER, C. G.: E-commerce 2020 — 2021 — Business — Technology — Society. UK :
Pearson Education Limited, 2021, p. 52-56.
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is a long-term process and requires a lot of attention.!® In today’s dynamic and interactive
business environment, the nature of customer relations is changing dramatically. Salespeople
are losing their dominant influence and consumers, along with other stakeholders, are playing
an increasingly active role in building trust and relationships.!! Strong customer relationships
are more important than ever to a company’s strategy and performance, especially as a result
of trends driving the global business world. These include the transition to service-based
economies, intensified competition worldwide, emerging markets growth, aging population,
oversaturation with advertising and, above all, enormous digitization.!? All activities carried
out in the process of electronic commerce are inevitably related to uncertainty. This perceived
uncertainty has a negative impact on consumers’ purchase intentions and is one of the main
obstacles to making an online purchase.!®> Although the Internet has allowed retailers to reach
new markets and new consumers, retaining them and gaining long-term trust and loyalty have
become a challenge.!* Long-term relationships bring advantages not only to sellers (repeat
purchases, increased sales, referrals and support) but also to consumers (no need to search for
new information, reduced risk of buying an unfamiliar product or service).!

Consumers are shifting towards the digital world also due to the COVID-19 pandemic,
especially in terms of shopping. Many businesses have established e-shops and started to be
active online and on social networks. These changes were already taking place before the
pandemic hit, but the pandemic boosted the transition even more. As a large number of
consumers spend a lot of time on the Internet and social networks, social media platforms have
become the most commonly used means of communication.!® In today’s digital era, social
media also act as a medium used by many marketers to promote and introduce their brands,
products and services to consumers. Currently, social media are irreplaceable in digital
marketing as the speed of sharing information with the public is unmatched and the costs
incurred are lower when compared with traditional methods. Therefore, influencer marketing
has become a crucial tool in reaching large audiences, raising awareness without being overly
repetitive and build and maintain long-term relationships and trust.!” The main reasons why
brands choose influencers to present their products or services are mainly trustworthiness,

19 See: FEDORKO, R., BACfK, R, KERULOVA, V.: The Analysis on the Importance of the Reputation
Management in Relation to E-commerce Subjects. In Polish Journal of Management Studies, 2017, Vol. 15, No.
1, p. 48-56.

1 See: BRODIE, R. J.: Enhancing Theory Development in the Domain of Relationship Marketing: How to Avoid
the Danger of Getting Stuck in the Middle. In Journal of Services Marketing, 2017, Vol. 31, No. 1, p. 20-23.

2 PALMATIER, R. W., STEINHOFF, L.: Relationship Marketing in the Digital Age. London : Routledge, 2019,
p-77.

13 See: HORVATH, J., et al.: Identification of Uncertainty Factors in the Consumer Behaviour of the New
Generation of Customers at the E-commerce Level. In Journal of Tourism and Services, 2021, Vol. 22, No. 12, p.
168-183.

14 See: BANDARA, R., FERNANDO, M., AKTER, S.: Explicating the Privacy Paradox: A Qualitative Inquiry of
Online Shopping Consumers. In Journal of Retailing and Consumer Services, 2020, Vol. 52, p. 1-9.

15 See: COCKAYNE, D.: Redefining B2B Relationship Marketing: Insight from Postmodern Alibaba. In Journal
ofCustortter Behaviour, 2Q16, Vol. 15, No. 1, p. 49-66.

' See: CARNOGURSKY, K., ILAVSKA, V.: Influencer Marketing in Brand Building. In MADZIK, P.,
JANOSKOVA, M. (eds.): Conference Proceedings from International Scientific Conference “The Poprad
Economic and Management Forum 2021: Current Trends and Challenges in Organizations Management”. 2021,
p. 238-245.

17 See: KASMAN, K., HAMDANI, Z.: The Effect of Zoom App Towards Students’ Interest in Learning on Online
Learning. In Dinasti International Journal of Education Management And Social Science, 2021, Vol. 2, No. 3, p.
404-408.
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authenticity and reliability. Users of social media feel that influencers are their “friends” as
influencers share personal facts and intimate stories in posts or stories.!'®

4 Recent Trends in Influencer Marketing

Influencer marketing has become one of the most popular and also most effective forms of
digital marketing. Millions of Internet users scroll through social platforms daily for
entertainment, inspiration or product recommendations. It therefore comes as no surprise that
marketers use influencer marketing to promote brands, products and services. With the rise of
influencer marketing, the number of companies and service providers in influencer marketing
is also growing. Influencer marketing companies grew globally by 26% to 18,900 in 2021
(Figure 1)."
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Figure 1: Number of companies offering influencer marketing related services
Source: own elaboration using Rstudio program, 2022

The market value of global influencer marketing has more than doubled since 2019 and was
valued at approximately 13,8 billion USD in 2021. In 2016 it was worth 1,7 billion USD, in
2022 it was worth as much as 16,4 billion USD (Figure 2). As the support and involvement of
influencers in marketing campaigns continues to grow, the size and value of social media
allowing for influencer marketing increases every year. The collaboration between brands and
creators is increasingly profitable and brings benefits to all stakeholders involved, be it
businesses, influencers or consumers themselves.?°

18 See: DIAFAROVA, E., RUSHWORTH, C.: Exploring the Credibility of Online Celebrities’ Instagram Profiles
in Influencing the Purchase Decisions of Young Female Users. In Computers in Human Behavior, 2017, Vol. 68,

p. 1-7.
19 SANTORA, J.: Key Influencer Marketing Statistics You Need to Know for 2022. [online]. [2022-09-29].
Available at: <https://influencermarketinghub.com/influencer-marketing-

statistics/?fbclid=IWAROEXI0ZXK6sVtVTTI1-GxhF79X7KIEREvS 7roo AtMUVbgggt6IE37dmQIY>.
20 Influencer Marketing Worldwide — Statistics & Facts. [online]. [2022-09-29]. Available at:
<https://www.statista.com/topics/2496/influence-marketing/#topicHeader _ wrapper/>.
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Figure 2: Influencer marketing global market size (in Billion USD)
Source: own elaboration using Rstudio program, 2022

Figure 3 shows the way different channels were used for the purpose of influencer marketing
campaigns in 2020 and 2021. The leading influencer marketing platform is /nstagram, where
businesses can reach potential partners directly through in-app messages. Instagram offers a
variety of formats that influencers can use to create content and promote a brand, product or
service — from photos and tags to stories and reels. Websites of brands are accessible from the
platform — this highlights the platform’s increased focus on brand collaboration. In 2020, there
were more than six million brand-sponsored influencer posts on Instagram, making Instagram
a 2 billion USD business. Instagram’s popularity has reached new heights in 2021, and most
brands have chosen Instagram as their preferred platform for influencer marketing campaigns,
despite having fewer monthly active users (around 1,3 billion) than Facebook. YouTube is a
platform for online video content. Marketers find YouTube a very attractive advertising place
as millions of users use the platform. In 2020, YouTube influencer marketing spending was
estimated to be 6,6 billion USD worldwide, up from 5,5 billion USD in 2019. YouTube differs
from other social networks mainly in the length of its videos, with some creators embedding
promotional content into 30 or 60 minutes long videos. The average price for a sponsored
YouTube video can reach up to 7,000 USD. TikTok is a relatively new social media platform,
but it has quickly become a popular marketing channel. This is evidenced by app download
data, audience reach and influencer content engagement rates, especially among Gen Z users.?!
Facebook is an excellent social media platform for implementing an influencer marketing
campaign thanks to its 2,89 billion monthly active users. Facebook provides the opportunity to
reach a wide target audience. Many influencers find running a marketing campaign on
Facebook almost as effective as on Instagram. Facebook boasts a wide range of analytics tools
through which brands can track influencer’s performance and see how much impact a campaign
is having. Businesses can also track the reach and engagement rates of Facebook pages and
posts, and better understand target audience demographics and consumer behaviour.??

2L Influencer Marketing Worldwide — Statistics & Facts. [online]. [2022-09-29]. Available at:
<https://www.statista.com/topics/2496/influence-marketing/#topicHeader _ wrapper/>.

22 BARKER, S.: The Ultimate Facebook Influencer Marketing Guide for 2022. [online]. [2022-09-30]. Available
at: <https://shanebarker.com/blog/facebook-influencer-marketing/>.
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Figure 3: Influencer marketing campaign channel utilization
Source: own elaboration using Rstudio program, 2022

The most mentioned brand on /nstagram in 2021 was Zara, with a reach of more than 2 billion
people and more than 300,000 mentions. It was followed by Instagram itself, Shein, H&M and
Nike. The channels with the most mentions or views on YouTube in 2021 are related to gaming
and shopping. Steam took the top spot with over 76,000 mentions and over 1,1 billion views,
followed by Aliexpress, Flipkart, PlayStation and Etsy. Netflix was the most watched brand on
TikTok with more than 10,000 mentions, followed by FashionNova, McDonald’s, Starbucks
and Adult swim.>> According to a survey of global Internet users aged 16-54 conducted in the
4th quarter of 2020, 33% of respondents aged 18-25 said they follow brands they have bought
from or are considering buying from on social media, while 36% of Millennial respondents said
the same. Within regard to trust, the strongest relationship was demonstrated between
Generation Z women and advertising on social media. On the other hand, Millennial women
consider ads on social networks to be the most interesting.>*

Table 1 offers an overview of influencer marketing-related facts and statistics as published by
the Digital Marketing Institute in 2021.?°

Table 1: Influencer marketing-related facts and statistics

hS)
. .. .. X,
70% of teenagers trust influencers more than traditional celebrities %
86% of women use social media to get shopping advice from influencers @
49% of consumers base their shopping decisions on influencer recommendations @
R ©
OO

23 SANTORA, J.: Key Influencer Marketing Statistics You Need to Know for 2022. [online]. [2022-09-29].
Available at: <https://influencermarketinghub.com/influencer-marketing-
statistics/?fbclid=IWAROEXI0ZXK6sVtVTTI1-GxhF79X7KIEREvS 7roo AtMUVbgggt6IE37dmQIY>.

24 See: BACIK, R. et al.: Perceiving the Advertising in Gender-generational Characteristics. In Polish Journal of
Management Studies, 2018, Vol. 18, No. 1, p. 44-57.

3 20 Surprising  Influencer  Marketing  Statistics.  [online].  [2022-09-29].  Available at:
<https://digitalmarketinginstitute.com/blog/20-influencer-marketing-statistics-that-will-surprise-you>.
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Influencer marketing campaigns earn up to 5,78 USD for every 1 USD spent

B

Influencer marketing helps brands get better customers

o
o
o

57% of fashion and beauty companies engage in influencer marketing

Big brands plan to increase spending on influencer marketing

82% of people trust information on social media when making a purchase decision

Marketers spend up to 100,000 — 500,000 EUR on influencer campaigns
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41% of Twitter users made their purchase decision based on a tweet

o
o

The trend of couples in influencer marketing is growing

The popularity of YouTube is constantly growing

60% of consumers were influenced by social media or a blog while shopping

Twitter influencers increased consumer purchase intent 5,2 times

NN ==

71% of marketers believe that influencer partnerships are beneficial for business

i)

Source: own elaboration, 2022.

It's extremely difficult for brands to build the same level of trust that influencers possess. As
many as 4 in 10 Millennials say their favourite influencer understands them even better than
their friends. 78% of women are active on social media (they prefer Instagram), while up to
86% of women have made purchases thanks because of influencers’ posts on social media,
claiming they provided them with genuine and inspiring content. Not only are 49% of
consumers dependent on influencer recommendations, but 40% have purchased a chosen
product or service after seeing it on Twitter, YouTube or Instagram. If consumers are convinced
and trust an influencer’s recommendation, they are likely to make a purchase. In order to
support influencers, the TikTok platform launched the Fund for 7ikTok Content Creators in
2020. The fund started at 200,000 EUR and is expected to grow to 1 billion USD in the US over
the next three years. The goal is to build a pool of influencers who will earn through brand
collaborations and sponsorships. It has been found that 71% of marketers plan to increase their
spending on influencer marketing, with the majority preferring to work with micro-influencers.
Influencer marketing is becoming the fastest growing marketing channel for brands, surpassing
organic search, paid search and e-mail marketing. Businesses even earn an average of 5,78 USD
for every 1 USD spent on influencers, with some earning as much as 18 USD, which could be
described as a significant return on investment. /nstagram and Twitter are the most effective
social media platforms in terms of promotion. In the fashion and beauty industry, up to 57% of
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businesses use influencers in their marketing strategy, with another 21% planning to include
influencer marketing into their marketing strategy in the next year. Businesses focus primarily
on Generation Z and Millennials as these generations use social media the most. Twitter
influencers now have the ability to greatly influence followers’ purchasing decisions, resulting
in a 61% increase in brand likeability and a 64% increase in purchase intent. The newest trend,
“star couples” also has a big influence on the purchasing decisions of consumers these days.
These star couples are, for example various reality shows contestants (e.g. Love Island) or
couples from the Royal Family. The aim of the influencer marketing analysis is to find out
which social media platforms are the most suitable for brand promotion. The most influential
social media platform is Facebook, followed by YouTube and Twitter. Twitter influencers stand
behind a 5.2x increase in purchase intent, compared to a 2.7x increase when tweets were
tweeted by specific brands. Influencer marketing campaigns should be part of the long-term
marketing strategy of marketers, as almost 75% of marketers consider them very useful and
beneficial for business.?®

5 Conclusion

The importance of influencer marketing is growing steadily, whether it is due to the aftermath
of the COVID-19 pandemic which has seen a lot of people flocking to the Internet, or due to
technological progress and digitization and the related changes in consumer behaviour.
Influencer marketing currently represents one of the most significant innovative ways to
influence consumer purchasing decisions by creating quality content without too high
marketing costs. The aim of the paper was to emphasize the importance of influencers and
provide an overview of the current state of the issue and future trends. Consumers build a certain
virtual relationship with influencers and consider them trustworthy. This allows influencers to
influence opinions, decisions and behaviour of their followers in favour of a given brand,
product or service. Since sellers aim at building and maintaining long-term relationships with
consumers, they should select their communication strategy very carefully. It can be assumed
that the trend of influencer marketing will continue well into the future. Therefore, marketers
should include influencers in the communication and marketing strategy so as to promote their
brands, products and services, as well as to create and maintain long-term relationships with
consumers.
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