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MARKETING IDENTITY
Explosion of Innovations

International Scientific Conference, 4" — 5" November 2014
Congress Hall of the Slovak Academy of Science
Smolenice, Slovak Republic

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 with support and attendance
of mass media communication theorists and researchers as well as the
media and marketing professionals.

The objective of the conference is to map the latest knowledge and trends
in the field of marketing communication and to create space for the
spread of the latest scientific knowledge and practical experience in the
field of marketing, media and communication following the importance
of innovations and support of the dialogue between professionals
in academic institutions and practice.

The international conference Marketing Identity (before 2012 it was
called New Trends in Marketing), which was held for the eleventh time
at the castle of Smolenice, Slovakia, is organised by the Faculty of Mass
Media Communication UCM in Trnava. The conference took place
on 4th - 5th November 2014.

The theme of the conference was concisely expressed by its subtitle:
Explosion of Innovations. The Faculty of Mass Media Communication has
been working on several projects which address innovations in practice
and in education. Therefore, one of the objectives of the conference was
to present the results of research and to launch expert discussions.

The sessions of conference participants were realized within the
following sections:

e Section 1: Marketing & Communication Innovations

e Section 2: Digital Innovations

e Section 3: Media Innovations

e Section 4: Green Innovations

e Section 5: Consumer Privacy Innovations

e Section 6: Governance and Adaptation to Innovative Modes

of Higher Education



We are happy to welcome at our conference permanent and new
participants and guests from abroad - the Czech Republic, Poland,
Russia, Romania, France, United Kingdom, Slovenia, Lithuania and The
Netherlands. We were especially honoured to welcome a world known
guest who took part in our conference for the first time - professor Jo
Ritzen. He was awarded the honorary degree “doctorate honoris causa”
for his lifetime research and academic work.

Panel discussion was certainly an interesting part of the conference.
The topic What is expected of the graduates of Marketing communication
in practice? was discussed by practitioners and representatives
ofacademicinstitutions. The discussion brought a number of suggestions
and recommendations how to train qualified graduates who will be
ready to enter the labour market in their field.

Granatt award ceremony was an important part of the conference. The
competition was announced by the Faculty of Mass Media Communication
in November 2012. Its aim is to reward projects focused on social
responsibility of educational institutions. 10 projects participated in this
year’s competition. The jury selected and awarded three best projects.
The winners were awarded prizes during the opening ceremony.
The competition is held under the auspices of the Slovak Ministry
of Education.

Conference website:
http://fmk.sk/marketing-identity/mi2014/

Faculty website: http://fmk.sk

Facebook website of FMK Conferences:
https://www.facebook.com/KonferencieFmk
(All photos from the conference are here to see)
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Dear colleagues, dear scientific community,

welcome to the conference proccedings from the international scientific
conference called Marketing Identity 2014 held by the Faculty of Mass
Media Communication, University of Ss. Cyril and Methodius in Trnava.
The conference opened the second decade of our traditional conferences
regularly bringing together professionals from the field of marketing and
marketing communication.

We chose a dynamic title of the conference - “Explosion” of Innovations.
The choice of the central topic was motivated particularly by the fact that
currently our faculty has been working on several projects which address
innovations in practice and in education. It is you, dear academics, to
whom we would like to present the results of our research, to open up an
expert debate as well as to let ourselves get inspired and to accept your
valuable suggestions and recommendations.

The organisers divided the central topic of the conference into six
sections which brought together more than 160 participants from
Slovakia, the Czech Republic, Poland, Russia, Romania, France, Great
Britain, Slovenia, Latvia and the Netherlands. The participants focused
in their contributions on innovations in digital environment, in the field
of marketing, media, in university education and consumer protection.

The particular characteristic of the conference was an independent
section which was one of the outputs of the significant international
project Governance and Adaptation to Innovative Modes of Higher
Education provision, in which our faculty co-operates. Thanks to the
project, we could personally welcome the Guest of Honour, the Dutch
politician and professor Josef M. M. Ritzen. Before entering politics,
Ritzen taught economy except home universities also at world-class
universities - for example at Berkeley in California or at The University of
Wisconsin. As the Minister of Education, he implemented Prestatiebeurs,
anew form of the funding of educational studies and he reformed parts
of the Dutch educational system. On the first day of the conference, the
Scientific Board of the University of Ss. Cyril and Methodius in Trnava
awarded professor Ritzen the honorary degree “doctorate honoris causa”.
The announcement of the competition Granatt 2014 - award for the
activities in the field of social responsibility of educational institutions
was a traditional part of this year’s conference. Elementary and secondary
schools as well as universities have been performing a number activities

11
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which make our society better, nicer and healthier. It is our aim to
inform about such projects and to award their creators to make them
feel motivated to continue in these beneficial activities. Ten projects
participated in this year’s competition that was announced two years
ago and held under the auspices of the Slovak Ministry of Education.

Dear conference participants, dear readers. [ believe that the conference
proceedings will offer food for thought and debates and will raise
new topics in the field of marketing and the media in the context of
innovations. As [ mentioned in the beginning, we are starting the second
decade of marketing conferences. A wise old quote says “It is not he who
starts but him who finishes that makes the difference”. We will work hard
as to maintain your favour and to finish the new decade jointly.

Dana Petranovd

Dean of Faculty of Mass Media Communication
University of Ss. Cyril and Methodius in Trnava

12



Marketing &
Communication
Innovations

Innovations are phenomena that are related to

all aspects of business activities and processes,
including marketing and communication. Innova-
tions and marketing are like ‘conjoined jars’, which
always provide a space for creativity, flexibility and
development. Globalization offers new opportuni-
ties and available technological solutions that help
us to modernize the marketing and communication
activities, bringing a wide spectrum of pos-
sibilities, which can be used in favor of business
subjects that operate on the market. In order to
understand such innovations, the customers have
to learn to embrace new trends and follow them.
Marketing is influenced by modernization and
changes that occur far quicker than ever before.
Changes in usual practices and customary proce-
dures have become a necessity; they aim to imple-
ment innovative and creative solutions, which
allow us to reach our goals more effectively and
make positive modifications in order to increase
customer value, and therefore also competiveness
of business. The first section focuses on innova-
tions associated with all marketing communica-
tion tools - new forms included - that refer to
newly formed trends in marketing implemented
by business organizations of all types and sizes.
We therefore offer an open space to discuss the
importance of innovations and their implementa-
tion at present as well as in the future, relationship
between innovations and increase of business
competiveness, innovations as a key to attracting
customers, innovations as a part of modern mar-
keting and communication, thus innovations

of 21st century.
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A PARADIGM CHANGE OF MARKETING
COMMUNICATION

Martin Durko

Abstract

Marketing communications, when applied towards a broad public audience,
actively exploit deficiencies of the human mind - specifically its evolutionary
older intuitive part - without concerns about deforming interpretations of
reality, social values or experiences of any complex human emotions. The public
manipulated by media usually passively accept the cognitively simulated version
of reality which reflects the interests of those who have the power, resources and
opportunities to decide about the form and specifics of shaping the new ‘reality’.
Based on provided examples, we will open a discussion about problematic
areas, suggest changes in marketing communication, and argue in favor of the
implementation and development of reflective/ rational thinking in public
education.

Key words:
Cognitive processes. Marketing communication. Media manipulation. Paradigm.
Reflective thinking.

Introduction

Innovation in marketing and business are considered suitable topics
today and not only for reasons of academic discussion and research. It’s a
necessity for business to accommodate to new forms of communication
in the virtual space and to implement digital communication technologies
in order to successfully enter a new market and/or to maintain a
competitive market position. These innovations are supposed to provide
us with an alternative path for the failing philosophy of permanent
growth which utilizes material resources. Some authors even claim that
in the information (knowledge) based economy, not only will we be able
to grow without limits because information is not depleted with use, but
we can duplicate them endlessly. We think that it is necessary to point
out in these discussions, that what is true for information is certainly
not true for people and their material lives. Despite the shift of many
economic activities into the virtual space of the internet, it is still an
undeniable fact that modern society depends and in the near future
it will depend on material resources always more than on immaterial
resources.

14
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The challenges of the 21% century, when “our understanding of the
complete planetary development and the natural environment is being
changed”?, will have to be addressed in new ways of thinking, because
only those can provide us with a chance to alter our behavior, advance
cooperation and to avoid confrontation on a global scale. Unfortunately,
we are still witness to a confrontation between individual models of
civilizations and an escalating fight for available natural resources. In the
following parts of this article, we will try to explain in greater detail and
to lay out our argument for possible changes in the recent paradigm of
marketing communications. They could weaken, in the process of finding
the right solutions for some local as well as global problems, the influence
of the ubiquitous economic logic of today’s market driven society and
contribute to dematerialization of some areas of human life.

The definition of the word innovation links us to the activity during
which we are innovative and it is described as a performance which
initiates or causes changes in something well established, especially in
introducing new methods, ideas or products (Oxford dictionary?). We
think that innovation in marketing should not include only old ways
of communication but it should rather transform them into new and
in some aspects even contrary forms. Every paradigm change leads to
subsequent changes in commonly used patterns of thinking and behavior
and it will happen almost certainly with resistance from the side of the
existing status quo. It is maintained mostly by the actual distribution of
financial resources of the market and by the professionals who represent
and advocate for the theory and promote the applied forms of marketing
communication in the specific time and space. If there is no resistance
or misunderstanding in the society, there is definitely no paradigm shift
taking place. We have to stress here, that this is a serious obstacle for
those who initiate changes and not for their mass followers who join the
crowd once the new paradigm has been accepted in society.

1 PAUHOFOVA, L.: Civilization models and the development of global
economy. In PAUHOFOVA, 1. (ed.): Paradigms of future changes in the 21
century. Global world - cooperation or confrontation? Bratislava: Institute of
economic research SAS, 2014, p. 29. [online]. Available at: <http://ekonom.
sav.sk/sk/publikacie/-p247> [25.9.2014].

2 OXFORD Dictionary.: Innovation/ Innovative/ Innovate: definition. [online].
Available at: <http://www.oxforddictionaries.com/definition/english/
innovation> [25.9.2014].
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1 Innovation/uniqueness and economic-marketing deforma-
tion of the reality

Sir K. Robinson® chose the following statement for his presentation and
made it a fundamental idea of his life: “If you are not prepared to be
wrong, you will never come up with anything original”. The likelihood
of a personal error always rises where we try to go against the generally
accepted ways of interpreting reality or alter generally accepted customs
of human activities. We are convinced that uniqueness is a necessary
predisposition for every innovation and that is why we should create and
supporta culture in our society which is open tonew ideas and less critical
of unavoidable errors. Critical thinking, despite its unclear definition, is
understood as the most important skill in the 21 century, but we have
to realize how its outcomes are treated by the existing power structures
in the economy and society. How do we see those who criticize us and
those who bring changes into our lives? Certainly we have to distinguish
between constructive criticism which suggests alternative solutions and
its opposite form which, with the exception of negative comments, is not
able to provide any added value while solving problematic issues.

The reality made accessible to us through commercial media production
and advertisement is becoming increasingly misshaped because, in its
essence, it changes the value relationships between things in human
life and sometimes distorts even their logic and causality. The specific
deformation is created by emphasizing the meaning of some words,
characteristics, or relationships on the individual or collective cognitive
map which serves as the starting point for our further decision making.
Artificially and sometimes even irrationally created associations in
advertisement cause degradation of the original meaning of a specific
part of the reality and they limit their successful interpretation. D.
Kahneman, based on the result of his research, says that “A reliable way
to make people believe in falsehoods is frequent repetition, because
familiarity is not easily distinguished from truth”* and, in our opinion,
the majority of marketing communication in TV spots function on the
same principle. Companies try to associate the basic values of human
life and interpersonal relationships, life expectations and desires with
their products in an attempt to achieve higher sales. This characteristic

3 ROBINSON, K.: Bio. [online]. Available at: <http://sirkenrobinson.com/
?page_id=10> [25.9.2014].

4  KAHNEMAN, D.: Thinking, fast and slow. New York : Farrar, Straus and
Giroux, 2013, p. 62.
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of modern life is directly addressed by M. Sandel, who tries to open a
serious discussion about omnipresent economic rules entering every
area of our private lives while all of this is happening without having
a choice to opt out. He states that “We often associate corruption with
ill-gotten gains. But corruption refers to more than bribes and illicit
payments. To corrupt a good or a social practice is to degrade it, to treat
it according to a lower mode of valuation than is appropriate to it”.
This degradation always happens where the human life, its content and
individual activities are in accordance with economic rules expressed in
dollars.

Marketing communication of the 20" century was formed and influenced
by theory put forward by P. F. Drucker, P. Kotler and later by many others.
The former one stated that “the business enterprise has two - and
only two - basic functions: marketing and innovation. Marketing and
innovation produce results; all the rest are costs.”® Ignoring the number
of citations of this claim, we think that it is not true and through its
nature deforms the reality of doing business and the reality of human
life. It is obvious, in our opinion, that marketing and innovations do not
always provide us with results; they are also an item in the cost structure
of a running business and because of the unpredictable nature of the
market and customers they can become a loss-making activity. What we
see as more damaging, when promoting similar simplified claims, is the
fact that all other functions and activities of a business are marked with
the deteriorating description “the costs”. Accepting the basic principles
of the “Stakeholder theory”, we think that the function of a business in
a society is much broader and the interconnection between the society
and its functions more complex’. Unfortunately, complex relationships
in societies and their values are usually not the main area of interests
for the marketing communication, which reflects mostly the interests of
those who pay for it while being limited by what the public is able to
accept in a given time and space.

5 SANDEL, M. ].: What money can’t buy: The moral limits of markets. New
York : Farrar, Straus and Giroux, 2012, p. 34.

6 DRUCKER, P. E: The practice of management. New York : Harper&Row,
Publishers Inc., 2006. p. 37-39.

7 FREEMAN, R. E. et al.: Stakeholder theory: The state of the art. New York :
Cambridge University Press, 2010.
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The latter figure of the marketing world mentioned above is P. Kotler?
who, in one of his frequently cited claims says, that “The future isn’t
ahead of us. It has already happened”. Sir K. Robinson, mentioned earlier,
indirectly addressed this claim when making his point about a generally
used claim that university education begins in the kindergarten. “No it
does not, because kindergarten starts in the kindergarten and university
starts at the university”. That is the simple logic of this claim. We think
that also in the claim of Mr. Kotler it is more than clear, that the future,
despite being significantly affected by the past, will, in its essence, always
be ahead of us and any predictions about its form and outcomes will
belong to the category of a lottery from the available pool of ideas and
opinions in the specific society. Similar logic and an honest attempt to
avoid claims which are misleading or oversimplified is usually not the
preferred tactic in marketing communication.

The human mind (its intuitive part) has a tendency to favor phrases and
claims which contain empty magical words of its time. This happens
mostly because it confirms in this way its loyalty and fellowship to the
group and at the same time it saves the scarce mental capacity of its
evolutionary younger reflective (rational) part. A concise description of
this mechanism was offered by Richerson and Boyd by saying “In effect,
all animals are under stringent selection pressure to be as stupid as they
can get away with”®. Stupid, in this case, means that people do not engage
in an abstract-analytical thinking unless the situation, possible threats,
or the negative consequences of their actions force them to do so. In
these situations, we replace generally deployed and preferred heuristics
in our thinking with a detailed analysis of the situation and facts, which
helps us to reach an understanding of the real causality linked to our
experience at hand.

We think that every society should, during the socializing and educational
process of its members, promote and develop individual rational thinking
skills which can eliminate the negative influences of the human mind to
accept irrational associations between specific parts of reality and their
individual lives. People would not then interpret the reality through
group optics when whatis right and true is identified with what is thought
or done by the majority. We are convinced that it is necessary, from the

8 KOTLER, P: Kotler’s quotes. 2012. [online]. Available at: <http://www.
pkotler.org/kotlers-quotes/> [25.9.2014].

9 RICHERSON, P.]., BOYD, R.: Not by genes alone, how culture transformed
human evolution. Chicago : The University of Chicago Press, 2005, p. 135.
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level of government and academia, to achieve an optimal regulation in
areas whose aim is to manipulate the public, children or adults, through
marketing communication of some companies. For example, it would be
reasonable in the cases of propagation of products with high percentage
of sugar or its substitutes, because these are targeting mainly the children
and youth. We all were born into a society with an innate dependency
on this chemically pure crystal substance, but personal or state health
costs are not in any way reflected in the profits of the companies which
capitalize on our dependency.

2 Cognitively-psychological reality of life and their
relationship to economy and marketing

The best example of contradictions between cognitively-psychological
reality of life and the theoretical one, applied for example in economics,
is the ‘utility’ theory (about 150 years old) and the alternative ‘prospect’
theory developed by behavioral psychologists D. Kahneman and A.
Tversky. D. Kahneman and Vernon L. Smith received the Nobel Prize for
economics in 2002.

The utility theory, purely on a theoretical long-term basis, assumed
that every human being in any decision process or during his shopping
behavior acts always rationally and that he is able to realize all positive
and negative aspects of his economic decisions and transactions.
Research in behavioral psychology has proven that it is actually not the
case on many occasions. We think that the theory and its acceptance have
endured only because it favored specific interests of certain groups in the
society. Their future profits were dependent on the general acceptance
and further promotion of this economic theory because it provided
a rationale and arguments in the debate about deregulation of key
sectors in the economy. The economic myth that the market successfully
regulates itself and that people living in a specific society and represented
by politicians should not interfere with it is the fundamental problem
of so called “Americanization” of modern societies. The social care of
disadvantaged individuals or groups in society and the modification of
negative effects of income inequality are not the main interests of any
business or corporation and therefore we should not grant them more
rights and influence in societies than they deserve. In the United States
of America, corporate rights became equal to individual citizen rights so
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they can invest in political campaigns in an attempt to improve public
(dis)interests without limits (Supreme Court USA?).

The primary goal of every business entity is to promote their products
and make them accessible to the largest number of customers; the goals of
an aware customer are directly the opposite. So called customers usually
want to be addressed with an offer reflecting their actual or possible
future needs, but ideally only at the time when they want. The excess
of available information and the missing capacity for their processing
are, together with information smog, becoming a serious problem today.
With most of the products and services, customers do not have time or
a capacity to process information about their technical specifications
and therefore the rational assessment is replaced with an irrational
associative principle at the intuitive level. The dual theory of cognitive
processes calls this intuitive level ,System 1“(Evans, Stanovich'!) and we
get in the situation when we look for and automatically favor simplified
characteristics of things at hand. We are strongly influenced by effects as
priming and framing which determine our decision making according to
outside interests while being strongly dependent on artificially created
associative relationships set by marketing communication. The main
objective of modern marketing is to take maximum advantage of these
natural and autonomous deficiencies of the human mind and capitalize
on them to claim the largest position in the customer’s mind and heart.
P. Kotler defined the priorities of marketing communication as follows:
“I don’t care what happened to your profits. Have you improved your
share of the customer’s mind and heart this year?”!%2. The category
of customers, which operates mostly on the intuitive level of their
minds, during the decision making process, is influenced by irrelevant
attributes of the product and services implemented into their minds
by advertisement. Advertisement, through available media channels,
is actively trying to alter customer’s value perception and judgment in
a manner which works, but on the other hand, it could also be seen as
a misuse of evolutionary preconditioned weaknesses and limitations of

10 SUPREME COURT USA: Citizens united v. Federal election comm’n. 2010.
[online]. Available at: <https://supreme.justia.com/cases/federal/
us/558/08-205/> [25.9.2014].

11 EVANS,]. St. B. T, STANOVICH, K.: Dual-Process Theories of Higher Cognition
Advancing the Debate, 2013, p. 223-241. [online]. Available at: <http://pps.
sagepub.com/content/8/3/223.short> [25.9.2014].

12 KOTLER, P: Kotler’s quotes. 2012. [online]. Available at: <http://www.
pkotler.org/kotlers-quotes/> [25.9.2014].
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the human mind. Research results in semiotics suggest that there is no
direct relationship between the sign and the meaning associated with
it. It suggests that the meaning of signs is individually and collectively
specific; it is subject to change and development; it is manipulative and
the psychological reality constructed on its basis does not have to reflect
on the causality and the reality around us'®. This simple fact creates
endless possibilities for changing the meaning and manipulating the
public mind.

Because of insufficient expertise and ability to assess the product
or service, the decision process of a customer, before and after the
purchase, is significantly influenced by rationalization. Its main objective
and function is to eliminate conflicting states of mind which rise up
naturally before, during, and after making any choice. The term for this
state is cognitive dissonance and it originates in the conflict between the
reality, in this case the purchased product or service, and our previous
or ongoing expectations about its nature and quality!*. In order to
achieve a neutral emotional state again, the human mind has developed
many automatic and predictable processes. These are studied in detail
in psychological research, but unfortunately they are not known or
revealed to the majority of public. Research findings are utilized mainly
by subjects that specialize in modern methods of media manipulation of
the whole society.

Aristotle said, that the noblest activity in a human life is the cultivation of
what makes him unique. Our own research and experience suggest that
this fundamental and unique element is human ability to think reflectively
(Reflective Mind in Dual-process theory of higher cognition). This ability
has developed thanks to the special function of the human brain called
cognitive decoupling. It is brain’s capacity to create abstract versions
of sensually perceived reality and manipulate them without narrow
limits of the physical realm, but it also requires an ability to distinguish
between the real reality and those cognitively simulated. Some of these
simulated realities are offered to us through marketing communication
in media and they reflect on interests of businesses, public institutions,
and political parties. Their significance and importance in today’s

13 CHANDLER, D.: Semiotics for beginners. 2002. [online]. Available at:
<http://visualmemory.co.uk/daniel/Documents/S4B/the_book.html#Top>
[25.9.2014].

14 COOPER, J.: Cognitive theory - 50 years of classic theory. London : Sage
Publications Ltd., 2014.
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society is sufficiently demonstrated by the quantity of money spent in
order to achieve these objectives. In its essence, it is a process of media
manipulation and it depends on our ability to distinguish between the
real nature of the objective reality and those purposely created for us by
images, colors, and texts. It is no surprise then that individual “Identities
are often shaped to serve the interests of those with the power to do the
shaping“®®.

3 A paradigm change of marketing communication

In the previous text and examples, we tried to create a basis for the
formulation of the paradigm change in the applied practice of marketing
communication. We suggest initiating a public and scholarly demand on
advertising producers who make associations between their products
and the basic values of human life such as love, friendship, fellowship,
etc. This practice, through mere correlation, creates an illusion of causal
relationships between their products and the actual experience of
complex human emotions. We think that this causes their degradation
and inappropriate materialization which also provides an illusion of
achieving them through a purchase of the advertised goods. There are
some legal limits for misleading ads today, but they surely do not cover,
for example, advertising detergents or the propagation of snacks as
a full-value replacement for breakfast. Not to mention the omnipresent
smile, happiness, music and dance in TV spots or in print. Is the use of
all of those products so great and meaningful? Do they actually develop
or help to develop some of our unique human potential, help us to find
the meaning of life, or make us happier, healthier members of human
society?

With an emphasis on the advisability of marketing communication and
its anchoring in the reality of human life, we could avoid some ideological
and meaningless marketing statements and also the situation in which
the whole society in Slovakia is willing to accept marketing slogans like
“I am a human here, I am shopping here.” (www.dm-drogeriemarkt.sk).
We are looking for answers to related questions such as: Does shopping
make us human? [ am a human here but not elsewhere, or in which sense
am [ a human here and not somewhere else? Isn't shopping inevitable
and the care of our physical body just a mere maintenance both which

15 MARTINEZ, R.: Creating freedom. 2013. [online]. Available at: <http://www.
youtube.com/watch?v=cAYBgR8zlu0> [25.9.2014].
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are significantly lower on the hypothetical value ladder of activities that
make us human?

The educational system should play the crucial role in the change of the
marketing environment, mainly by an early implementation of recent
research findings in psychology and neuroscience, because the form and
standards of marketing communication are significantly determined by
the existing cognitive skills among citizens/customers. Those who pay
for advertising and people responsible for public relations will find a way
to afford anything that will improve their image or increase their sales.
They do not care if it takes advantage of deficiencies and imperfections of
the human mind. We could, through development of reflective/ rational
thinking, decrease the degree of manipulation by media in today’s society
because it depends exclusively on the absence of such skills. Active and
independent thinking, an analysis of facts and claims about reality and
their consequent evaluation is, in our opinion, a necessary basis for a
successful, innovative, and creative society.

Positive development in many areas of human life is achieved through
the concept of so called “Internet of things” which eliminates deficiencies
of the human brain in processing, storage, and the interpretation of
data. The information gathered can be processed later by suitable
algorithms and consequently made accessible or displayed through an
interface to human minds, which can subsequently use them in further
interpretations of reality and reach relevant conclusions from them.
We assume that the result will be always better than in the situation in
which the individual should rely on his/ her own memory record or on
the interpretation of always limited sum of direct and indirect empirical
experience. Inanimate devices, exchanging data between themselves
through the virtual space of internet and wireless technologies, do not
have to deform aspects of reality in order to accommodate them to their
own expectations and subjective view of how the reality should or should
notlook. They do not have to face imperfections of the human mind which
present themselves mainly in situations characterized as “cognitive load”
and “ego depletion” which substitute for a significant part of research
in psychology'®. People naturally prefer the least conflicted information
and facts about reality because it allows them to keep existing beliefs
and by maintaining a fragile emotional balance inside of their comfort
zone they do not have to transform their actual knowledge base. This

16 KAHNEMAN, D.: Thinking, fast and slow. New York : Farrar, Straus and
Giroux, 2011, p. 42.
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“default” position of the human mind, in no sense, can lead to a change in
an individual life or in a society, or to innovation/ creativity or even to a
paradigm change. Every change, especially the negative one, brings some
discomfort and people usually do not welcome it with a smile on their
face. It requires from them an activation of the System 2 - the reflective
and analytical mind, transformation of existing behavioral and thinking
patterns; these are not possible without releasing some unpleasant
feelings. These feelings are building blocks of an emotional barrier,
which effectively helps to store and maintain useful patterns of behavior.
Therefore the best indicator of any progressive change is the reaction of
an individual or group during the introduction and implementation of
change. At this point, we have to say that the ability to accept changes
or even actively participate in their implementation is possible to learn
and the same is valid for reflective thinking. We are convinced that its
development should be the main priority of the public educational
system in Slovakia as well as around the world.

Conclusion

In this paper, we tried to bring our attention to the use of irrational
marketing communication and its active exploitation of deficiencies and
imperfections of the human mind. At the same time we addressed the
invasive character of business norms entering almost every area of life in
modern societies. We are hopeful that these facts can open a discussion
and reveal a great deal about the nature and character of marketing
communication and media manipulation. The discussion should deal
with questions about the position of marketing in our society, its function
in private and public spheres of life and its relationship to our individual
value system.

Personally, we expect not just a change in marketing communication but
also in the generally applied ideology of international competition and
in the philosophy of permanent growth actively promoted in economic
theory. We think that every individual or collective human experience
proves our evolutionarily designed predispositions to cooperate and
long-term benefits stemming from it are simply incompatible with an
alternative egoistic or sometimes even sociopathic behavior of some
individuals. Without our ability to extend these natural virtues of the
human species beyond the border of our local environment, family, tribe
- group, nation, and applied civilization model we will probably, instead
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of creating an effective global and cooperating society, face most of the
negative prognosis for the 215 century to their full extent.
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MARKETING KNOWLEDGE AND THE BARRIERS
OF SME’S ENTREPRENEURSHIP

Alena Klapalovd - Ema Symonovd

Abstract

Paper presents the results of survey realized in year 2014 among the owners
and managers of small and middle tourism and hospitality enterprises in the
Region of South Moravia and Region of Vysocina investigating the barriers in the
internal and external environment for the entrepreneurship development. The
main objective was to find out the perception of knowledge and specifically the
perception of marketing knowledge, skills and competences as the barriers of
business development and their relationship to some characteristics of surveyed
companies. Results reveals - among all others - that there is the statistically
approved significant relationship between the perception of the impact of
both types of knowledge on profitability and real profitability of companies as
well there is statistically significant relationship between market orientation
(domestic versus foreign market) and perception of importance of marketing
distribution.

Key words:
Age. Barrier. Entrepreneurship. Hospitality. Knowledge. Marketing knowledge.
Market orientation. Small and middle enterprises. Tourism. Profitability.

Introduction

In 2009 and in 2011/2012 there were two researches realized at the
College of Commerce and Hotel Managementin Brno focused on perceived
barriers of entrepreneurship among managers and/or owners of small
and middle-sized (SMEs) companies in hospitality (specifically lodging)
from the South Moravian region that showed that it is the knowledge
(together with skills and competencies) perceived as the biggest
barriers for the development of surveyed companies and especially
marketing and so called external managerial knowledge (knowledge
in the area of building and maintaining the relationship with suppliers,
local government, partners in destination etc.)!. In 2014 the survey was
repeated with the different sample, adapted and new questions and also
in another region (region Vysocina) with the aim to find out if the results
from previous years can be confirmed. The aim of this replication was

1 KLAPALOVA, A.: Knowledge, Skills and Competencies of Lodging Companies
in South Moravan Region. In Journal of Competitiveness, 2012, No. 2, p. 55.
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twofold: a) to test the validity of some previous conclusions and research
approach and b) to find out some new results concerning marketing
knowledge in more detail according simplified marketing management
instrument - 4 Ps (product, place, price, promotion or more appropriately
communication) as well as knowledge of relationship marketing with
customers and some potential relationship between these kinds of
knowledge and profitability and market orientation of companies.

1 Theoretical background

Small and middle-sized enterprises or companies play extremely
important role in tourism and hospitality industry where the customer
demand is very heterogeneous and focused on new experiences and
the supply can correspond to this character of demand relatively easier
compared to other industries?. Success in business is grounded on
knowledge, skills and competences concerning markets, its actors, such
as customers, suppliers, distributors, partners, and their needs and
preferences as well as of competitors and other stakeholders?.

The diverse wants and needs of customers together with relative
lower amount of needed capital both in the initial phase of business
establishment and its continuation and relative lower level of specific
knowledge needed to run the business offer many opportunities to
become an entrepreneur in this branch. However,; there are also many
examples of business failure and numbers of enterprises that had to
finish with the activity due to the unsuccessful. Many reasons can cause
such effect, nevertheless it probably can be claimed that just the lack of
knowledge (and skills and competencies) and especially of marketing
knowledge (besides financial and operational ones) might be the

2 JAAFAR, M., MAIDEEN, S. A,, SUKAMO, S. Z. M.: Entrepreneurial
Characteristics of Small and Medium Hotel Owner-managers. In World
Applied Science Journal (Special Issue of Tourism and Hospitality), 2010,
No. 10, p. 55.

3 PAYNE, A, BALLANTYNE, D., CHRISTOPHER, M.: A Stakeholder Approach
to Relationship Marketing Strategy: The Development and Use of the ,Six
Markets“ Model. In European Journal of Marketing, 2005, Vol. 39, No. 7/8, p.
867.
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dominant reason? ° 6. Lack of resources, lack of capital, lack of market
and marketing knowledge and lack of adequate network and channels
can also hinder SMEs from foreign market orientation’.

Research shows that marketing of SMEs is considered to be haphazard
and simplistic, irrational, spontaneous, reactive and without formal
planning® ° . On the other hand SMEs are characterised with some
positive feature that is to respond quickly to customers” requirements
and so to be more customer-focused! 2. This is the point of so called
relationship marketing, which is often recommended as the suitable
strategy for SMEs and in reality - although not always consciously - is

10

11

12

CARSON, D., CROMIE, S., McGOWAN, P, HILL, ].: Marketing and
Entrepreneurship in SMEs: An Innovative Approach. 1* Edition. Harlow :
Prentice Hall International, 1995, p. 3-7.

GILMORE, A., CARSON, D., GRANT, K.: SME Marketing in Practice. In
Marketing Intelligence & Planning, 2001, Vol. 19, No. 1, p. 6.

VERHEES, F,, MEULENBERG, M.: Market Orientation, Innovativeness, Product
Innovation, and Performance in Small Firms. In Journal of Small Business
Management, 2004, No. 42, p. 135.

MORGAN, R. E., KATSIKEAS, C. E.: Obstacles to Export Initiation and
Expansion. In Omega - International Journal of Management Science, 1997,
Vol. 25, No. 6, p. 679.
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of Entrepreneurial Marketing. In Journal of Research in Marketing &
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also applied' because it reflects natural behaviour and reaction patterns
from direct contact with customers and other business partners** > 16,

Knowledge was always and always will be the fundamental source of
sustainable competitive advantage for business!’ '® and today’s volatile
and turbulent marketplace can be termed as extremely knowledge-
based. Knowledge is the strategically important resource of
organisations®’ and stands as the primary driver of business development
and ability to compete successfully?!.

Knowledge contains know-how, information, practices, skills,
competencies? and it can be divided into several categories or types, e.g.
technical, entrepreneurial, organisational®® or production - functional

13 SMITH, M.: Business Growth and Marketing Management Practices Amongst
Manufacturing SMEs from Australia’s Business Longitudinal Survey.
[Working paper]. Adelaide : The Flinders University of South Australia,
School of Commerce, 2003, p. 37.

14 MORRIS, D. S, BARNES, B. R,, LYNCH, J. E.: Relationship Marketing Needs
Total Quality Management. In Total Quality Management, 1999, Vol. 10, No.
4/5, p. 670.

15 ZONTANOS, G., ANDERSON, A. R.: Relationships, Marketing and Small
Business: An Exploration of Links in Theory and Practice. In Qualitative
Market Research, 2004, Vol. 7, No. 3, p. 233.

16 SIMPSON, M., PADMORE, ].: Marketing in SMEs. [Discussion Paper No.
2005.08]. Sheffield : Sheffield University Management School, 2005, p. 20.

17 BARNEY, ].: Firm Resources and Sustained Competitive Sdvantage. In Journal
of Management, 1991, Vol. 17, No. 1, pp. 99-120.

18 GRANT, R.: Prospering in Dynamically-competitive Environments:
Organizational Capability as Knowledge Integration. In Organization
Science, 1996, Vol. 7, No. 4, p. 375-387.

19 KIESSLING, T. S., RICHEY, R. G., MENG, ]., DABIC, M.: Exploring Knowledge
Management to Organizational Performance Outcomes in a Transitional
Eeconomy. In Journal of World Business, 2009, Vol. 44, No. 4, pp. 421-433.

20 ZACK, M. H.: Developing a Knowledge Strategy. In California Management
Review, 1999, Vol. 41, No. 3, p. 125.

21 GUPTA, A. K, GOVINDARAJAN, V.: Knowledge Flows Within Multinational
Corporations. In Strategic Management Journal, 2000, Vol. 21, No. 4, p. 476.

22 KEUPP, M. M., PALMIE, C. M., GASSMANN, O.: Achieving Subsidiary
Integration in International Innovation by Managerial “tools . In Management
International Review, 2011, Vol. 51, No. 2, p. 220.

23 ADENFELT, M., LAGERSTROM, K.: Knowledge Development and Sharing
in Multinational Corporations: The Case of a Centre of Excellence and a
Transnational Team. In International Business Review, 2006, Vol. 15, No. 4,
p. 388.
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(marketing, distribution, product and process design, purchasing and
knowledge concerning managerial system and management practices?~.
It means that marketing knowledge serves as one of business function
that directly helps to reach goals and objectives of management. Saixing
et al. argue that marketing knowledge and capability of companies plays
the most important role in improving performance®. In the case of SMEs
many limitations of their marketing management leads to the idea of an
entrepreneurial marketing that according to Stokes enables to overcome
some specificities of SMEs and utilize their strengths.?® “Entrepreneurial
marketing is an organizational function and a set of processes for
creating, communicating and delivering value to customers and for
managing customer relationships in ways that benefit the organization
and its stakeholders, and that is characterized by innovativeness, risk-
taking, proactiveness, and may be performed without resources currently
controlled™.

Grgnhaug (2002) distinguish between instrumental and conceptual
marketing knowledge. Instrumental knowledge serves “to solve
a specific problem” and “conceptual knowledge is the knowledge “that
yields insights” and helps “to create new explanation™®. It is the ability
to capture new perspectives. Rositter (2001) characterizes marketing
knowledge in more detail. He also differentiates (to some extent)
between marketing knowledge and skills and abilities?’, nevertheless for
the purpose of this paper such distinction is not important and we follow
the definition of knowledge given by Keupp et al. as presented above.
Yet, Rositter distinguishes among four types of marketing knowledge:
knowledge of 1) marketing concepts (,the building blocks of marketing

24 GUPTA, A. K., GOVINDARAJAN, V.: Knowledge Flows Within Multinational
Corporations. In Strategic Management Journal, 2000, Vol. 21, No. 4, p. 474.

25 SAIXING, Z, XIE, X. M., TAM, C. M., WAN, T. W.: Relationships Between
Business Factors and Performance in Internationalization: An Empirical
Study in China. In Management Decision, 2009, Vol. 7, No. 2, p. 311.

26 STOKES, D.: Putting Entrepreneurship into Marketing: The Processes
of Entrepreneurial Marketing. In Journal of Research in Marketing &
Entrepreneurship, 2000, Vol. 2, No. 1, Spring, p. 13.

27 KRAUS, S, SCHWARZ, E. ]., HARMS, R.: Strategic Business Planning and
Success in Small Firms. In International Journal of Entrepreneurship and
Innovation Management, 2008, Vol. 8, No. 5, p. 389.

28 GR@NHAUG, K.: Is Marketing Knowledge useful? In European Journal of
Marketing, 2002, Vol. 36, No. 3, p. 365 - 366.

29 ROSSITER, J. R.: What Is Marketing Knowledge?: Stage I: Forms of Marketing
Knowledge. In Marketing Theory, 2001, Vol. 1, No. 9, p. 10.
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knowledge’, which “are needed to understand the other three forms, since
these contain concepts’, e.g. product, pricing, distribution, promotion,
relationship marketing), of 2) structural frameworks (,,useful checklists’,
e.g. 4 or additional 3 “Ps” of marketing mix), of 3) strategic principles
(,hypothesized causal models that relate one concept to another in a
functional ‘if, do’ form”), and of (4) research principles ( ,hypothesized
causal models pertaining specifically to the appropriate use of particular
research techniques“)®. It is of course theoretical description enabling
understanding of “what and how” in marketing processes.

Marketing mix still dominates thinking and doing in practice. The
reasons are obvious - every company has to deal with some product for
which some prices should be set, products must be distributed somehow
to customers (physically or virtually) and companies also should
communicate with market and promote themselves and their products®.
However, especially for SMEs in services (as tourism and hospitality
business is), relationship marketing knowledge is of major importance?2.
Lack of such individual (but in reality working as complex) knowledge
can perform as barrier for entrepreneurship.

2 Methods

Following research questions served as the basis for survey, namely:

1. What is the perceived importance of knowledge and marketing
knowledge and what is its relation with profitability of companies?

2. Which marketing concept (as a tool) is perceived as the most
influencing the profitability of companies?

3. What is the perceived importance of specific marketing knowledge
in the areas of individual marketing mix variables and relationship
marketing and what s their relation with profitability of companies?

4. Are there some differences among companies being in profit and
companies in loss as well as among companies more and less

30 ROSSITER, J. R.: What Is Marketing Knowledge?: Stage I: Forms of Marketing
Knowledge. In Marketing Theory, 2001, Vol. 1, No. 9, p. 13.

31 MARCATI, A, GUIDO, G., PELUSO, A.: What is Marketing for SME
Entrepreneurs? The Need to Market the Marketing Spproach. In Journal of
Marketing Trends, 2010, Vol. 1, April, p. 71.

32 REIJONEN, H.: Do All SMEs Practise Same Kind of Marketing? In Journal of
Small Business and Enterprise Development, 2010, Vol. 17, No. 2, p. 282.

32



MARKETING & COMMUNICATION INNOVATIONS

oriented on foreign guests when perceiving the degree of impact of
the individual marketing tools on profitability?

For the collection of answers to our research questions structured
questionnaire was developed and was filled in by the interviewers
(authors of this paper) in pursuance of the personal interviews with
managers and/or owners (when in the position of managers) of
hospitality (lodging companies). Companies were chosen with the use
of Google search in the localities accessible to researchers. Totally 150
companies are involved in the analysis presented in the paper. This
number is relatively small, nevertheless researchers were very limited by
the amount of money and time and by the willingness to be interviewed.
110 companies are localised in the Region of South Moravia, 40 in the
Region Vysocina. Length of data collection was five months (from May
2014 to September 2014).

From the questionnaires from previous years five questions were used
repeatedly after some adaptation, concretely:

a) age of the companies, where three categories of the length of
existence were involved - 1) companies established before the
year 1990; 2) between the year 1990 and 2005 and 3) after the
year 2005;

b) size of companies measured in this case by number of beds for
guests in companies and again divided into three groups - 1) small
- up to 10 beds; 2) middle - 10 to 50 beds and 3) big - more than
fifty beds;

c) measure of financial performance - four measures were used in the
question - respondents were asked to choose from these measures
and state if their company was: 1) very profitable (high profit); 2)
profitable; 3) with no profit but also not in loss or 4) in loss during
the last three years of business;

d) market orientation measured with the share of domestic and
foreign guests - in this case respondents should choose from four
possible answers - 1) less than 25 % of foreign guests; 2) between
25-50% of foreign guests; 3) between 51 to 75 % of foreign guests
and 4) more than 75 % of foreign in average. For the purpose of
other analysis answers were also recoded into two measures - 1)
less than 50 % of foreign guests and 2) more than 50 % of foreign
guests;
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e) degree of impact of knowledge, skills and competencies on success,
competitiveness and profitability (5-point scale from 1 - crucial
impact to 5 - no impact);

f) degree of impact of marketing knowledge, skills and competencies
on success, competitiveness and profitability (5-point scale from
1 - crucial impact to 5 - no impact).

Four new measures were added in the questionnaire, which were focused
on four distinct marketing knowledge skills and competencies and their
impact, namely:

a) degree of impact of marketing knowledge, skills and competencies
to create product on success, competitiveness and profitability
(5-point scale from 1 - crucial impact to 5 - no impact);

b) degree of impact of marketing knowledge, skills and competencies
of place/distribution on success, competitiveness and profitability
(5-point scale from 1 - crucial impact to 5 - no impact). Place/
distribution means knowledge and competence to create and
to keep proper channels and networks of partners that help to
distribute lodging capacity;

c) degree of impact of marketing knowledge, skills and competencies
of pricing on success, competitiveness and profitability (5-point
scale from 1 - crucial impact to 5 - no impact);

d) degree of impact of marketing knowledge, skills and competencies
of promotion on success, competitiveness and profitability
(5-point scale from 1 - crucial impact to 5 - no impact). Promotion
in this questionnaire means formal promotion of advertising, sales
promotion, Public relations and direct marketing;

e) degree of impact of marketing knowledge, skills and competencies
of relationship marketing on success, competitiveness and
profitability (5-point scale from 1 - crucial impact to 5 - no impact).
Relationship marketing in the questionnaire stands for ability and
capability of managers and personnel to create and maintain good
relationship with customers, proper care to make guests satisfied
etc.

The wording of these measures in this paper is substantially simplified.
In the questionnaire the explanation of the content of every individual
knowledge was described more comprehensively. For the purpose of this
paper other questions that were included in the questionnaire are not
analysed. Several statistical methods were applied for the data analysis,
specifically frequency and relative frequency analysis, nonparametric
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Spearman Rank correlation test (data are not normally distributed) and
nonparametric Mann Whitney test of independency with the use of SPSS
statistical software (IBM SPSS Statistics 22).

3 Results

Data were analysed for all 150 surveyed companies. In the text below
first some results from descriptive statistics are presented followed by
the results form bivariate analyses. Analyses of comments and open
answers of respondents are introduced in the text for explanation of
results of statistical analyses.

3.1 Descriptive statistics

Tab. 1 and 2 presents summary results of descriptive statistics.

Table 1: Results of descriptive statistics

Age of companies Size of companies Financial performance
more no
before | 9000 | after | upto | 10-50 |[than 50| high lower | profit/
1990 | -2005 | 2005 |10 beds| beds beds profit | profit | noloss | loss

11 54 85 49 68 33 42 81 14 13
73% | 36% 156,7% [32,7% |453% | 22% |280% [540% | 93% | 87%
Source: Own processing

Table 2: Results of descriptive statistics
Market orientation (domestic-foreign guests)

less than 25 % of |between 25 - 50 % of | between 51 to 75 % of | more than 75 % of
foreign foreign foreign foreign
56 54 20 20
37,3 % 36 % 13,3 % 13,3 %

Source: Own processing

Figures show that most of companies from the sample are relative
new ones - more than half of them (56,7 % were established after the
year 2005). More than one third of companies were founded after the
year 1990 but are more than 14 years of existence and just minority
of companies have been existed from the period of socialism. They all
belong to the biggest companies (hotels) when measuring number of
beds but with regard to the number of employees they still are middle-
sized enterprises. Structure of companies according the size is more
balanced although the highest number in the sample is represented by
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those providing beds in so called pensions (in continental Europe). 82
% of companies are profitable and only 8,7 % are in loss. From those 13
companies in negative financial positions about half are very new at the
market (opening about one year before the interview was realized and
the rest half cope with some problems. About 73 % of enterprises are
focused more on domestic guests.

Table 3: Results of descriptive statistics - Means, Medians and Standard
deviations of the profitability and of the perceived degree of impact of the
individual kind of knowledge on profitability

know- | mkt know- | knowl. | knowl. | knowl. knowl. knowl.
ledge ledge of |ofplace of of of
product pricing | promotion | relationship
marketing
saale | g 15 15 | 15 | 15 15 15
range
N 150 150 150 150 150 150 150
Mean 1,83 1,83 1,32 1,83 1,53 1,93 1,52
Median 2 1,5 1 2 1 2 1
St.dev. | 0,979 1,032 0,496 | 0,857 | 0,720 0,887 0,730

Source: Own processing

As can be seen from Table 3, Means for variables knowledge and
marketing knowledge are the same, but Median differs. Respondents from
more companies consider the degree of impact of marketing knowledge
on profitability of business as of crucial and very important than in the
case of knowledge in general. However also Standard deviation is higher
concerning marketing knowledge - consensus of answers is more split.
Highest degree of influence was discovered with knowledge of product
(Mean = 1,32), followed by knowledge of relationship marketing (Mean
=1,52) and knowledge of pricing (Mean = 1,53) and the lowest with the
knowledge of promotion (Mean = 1,93). Some explanation is self-evident
and reasoning was given also during the interviews. Product is the “Alpha
and Omega” of business existence and the source of satisfaction and even
ofloyalty and customers’ promotion in the form of word-of-mouth. Good
pricing enables companies to earn profit. Formal promotion is realized
by companies as well but image spread by word- of- mouth is reckoned
as much more important. Many companies have their loyal customers,
so the knowledge of distribution is not so important. Little bit surprising
can be the result of the impact of relationship marketing knowledge.
It shows relatively high importance, nevertheless not the highest one
as could be expected. During the interviews respondents stressed this
variable, however statistics lead to slightly different outcomes.
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3.2 Bivariate analyses

Several bivariate analyses were applied to give answers to other research
questions. Spearman’s rho correlation was applied for finding out mutual
relationship between profitability and other “demographic” variables.
Table 4 below indicate very low correlation between profitability and
age and size of company but no correlation with market orientation. In
the case of size the correlation index is negative, what means that bigger
enterprises are more profitable than smaller ones.

Table 4: Results of correlation - profitability and market orientation and
age and size of company

market orientation | age of company size of company
profitability corr. coeff. -0,143 0,234** -0,190*
Sig. (2-tailed) 0,081 0,004 0,020
N 150 150 150

** Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
Source: Own processing

All results from Spearman’s Rank correlation that was applied to
discover potential relationship between the level of profitability (or loss)
and degree of perceived impact of individual variables of knowledge
show statistically significant evidence with relatively high correlation
indexes. It means that more profitable companies perceive higher impact
of knowledge and marketing knowledge in comparison to less successful
companies in financial terms. Nevertheless, the highest correlation
index was found with the impact of knowledge of promotion (0,608)
and the lowest with the knowledge of product (0,443) (so, little bit
less in harmony with the results above). This can be explained by well-
developed product by the most successful enterprises and their bigger
effort to utilize also formal tools of marketing. It can be also supported
(with some limitation) with the correlation between the profitability
and size and age when bigger companies usually applied more formal
approach to management in general and older companies have more
knowledge in general.
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Table 5: Results of correlation - profitability and knowledge

knowl. | mkt mkt mkt mkt mkt knowl. mkt

knowl. | knowl. of | knowledge| knowl. of knowl.
product | of place | of pricing| promotion of

rlt mkt

profita-
bility 0,554**|0,574**| 0,443** | 0,579** | 0,534** 0,608** 0,507**
corr. coeff.
Sig.
(2-tailed) | @000 | 0,000 | 0,000 0,000 0,000 0,000 0,000
N 150 150 150 150 150 150 150
** Correlation is significant at the 0.01 level (2-tailed).

Source: Own processing

Theseresults can be supported by the MannWhitney test ofindependency
when dividing companies in the sample into two groups - with profit and
without profit. Figures in Table 6 confirm the dependency of analysed
variables. There are statistically significant differences in perception of
degree of every individual measure of knowledge impact on profitability
between companies in loss and companies with profit.

Table 6: Results of Mann Whitney test - profitability and knowledge

knowl. mKkt mKkt mKkt mKkt mkt knowl. mkt
knowl. | knowl. of | knowledge | knowl. of knowl.
product | ofplace | ofpricing | promotion of

rlt mkt
Mann-

Whitney |259,500 | 172,000 | 1054,000| 507,000 | 954,000 379,000 |407,500

U

Z -7,231 | -7,747 -3,459 -5,906 -3,724 -6,511 -6,875
Asymp.

Sig. 0,000 0,000 0,001 0,000 0,000 0,000 0,000
(2-tailed)

Source: Own processing

When analysis potential relations between market orientation of
companies (more domestic or more foreign guests) and knowledge and
individual types of marketing knowledge the analysis shows that there is
only one statistically significant results of Spearman’s rho nonparametric
correlation (-0,205, significant at 0,05 level), concretely with marketing
knowledge and correlation index is very small.

But after we divided companies in sample into two groups where one

groups was represented by companies with less than 50 % guests
from foreign countries and another one with more than 50 % guests
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from abroad, findings from Mann Whitney test of independency reveal
different situation and several statistically significant differences
presented in the Table 8. Both knowledge and marketing knowledge in
general are the main point of differences and marketing knowledge of
place and relationship marketing are two another types of knowledge
that make distinctions between two groups. Mean Ranks for companies
that are more oriented towards foreigners confirms perception of higher
impact of these types of knowledge on profitability (distribution: Mean
Rank 64,30 versus 79,57 in case of more domestic market oriented
companies; relationship marketing: Mean rank 63,99 versus 79,69 of
the same compared groups). Scales for knowledge are from 1 - crucial
impact to 5 - no impact). It can be explained as that those companies
that are more oriented on foreign guests recognize more the importance
of marketing distribution and relationship marketing on profitability
in comparison to those that prefer or just simply have more domestic
guests. Or just the opposite inference - for those companies that are
more domestic market oriented the potential lack of distribution and
relationship marketing knowledge can serve as barriers to be more
foreign market oriented.

Table 7: Results of Mann Whitney test - market orientation and knowledge

knowl. mkt mkt mkt mkt mkt knowl.| mkt
knowl. | knowl. of [knowledge| knowl. of knowl.
product | ofplace | of pricing | promotion of
rlt mkt

Mann-
Whitney | 1606,500 | 1624,500 | 1872,000 | 1752,000 | 2147,000 | 1777,000 |1739,500
U

Z -2,716 -2,650 -1,740 -2,050 -0,257 -1,912 -2,250
Asymp.

Sig. 0,007 0,008 0,082 0,040 0,797 0,056 0,024
(2-tailed)

Source: Own processing

Conclusion

Despite very simple character of both investigation (scope and depth
of problem area) and analyses and many limitations, the survey points
at several interesting findings that are worth of thinking about and of
further research. First conclusion can be expressed as the confirmation
of understanding of the importance of knowledge and marketing
knowledge for the success of entrepreneurship (in this survey measured
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with profitability) also among SMEs. Second conclusion can be made
about the role of internationalization of companies in tourism and
hospitality and the role of specific marketing knowledge. And the last
(but not least) conclusion can be stated about the need to discover more
knowledge about the marketing management of SMEs and knowledge
need of marketing related not only to marketing mix tools and
relationship marketing in very broad meaning but to go much deeper
into these concepts separately and in mutual linkages. The one of many
questions behind such research can be if and what kind of barriers for
marketing management and other operation on market lack of marketing
knowledge can effect. To the best knowledge of authors, there is not
enough research dedicated to such issues.
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EFFECTIVE MARKETING COMMUNICATION TOOLS
IN THE MARKET OF CZECH SINGLES

Martin Klepek - Katerina Matusinskd

Abstract

The article deals with consumer behaviour of specific target group “Singles”
in the Czech Republic with emphasis on marketing communication tools. This
article describes only a partial output of the primary marketing research related
to the market of Czech Singles. The aim of the article is to assess the significance
and market potential of this segment, as well as propose adequate marketing
communication approaches. Article determinates the theoretical concept of
marketing communication in the introductory section. The major part of paper
is devoted to primary marketing research. For purpose of collecting data, the
method of questioning (combination of off-line and on-line approach) was
chosen with the use of social networks. The questionnaire was given to 390
respondents living in the Czech Republic. The data were analysed by Statistical
Package for the Social Sciences software. Mobile advertising has been evaluated
as a lowest to have an impact on consumer decision to buy a product. On the
other hand, recommendation has a highest impact. Factor analysis disclosed
three underlying factors. First is associated with direction of the communication,
second with actual proposition to customers and third is connected with trust.
These factors explain structure in the data and combined with the results of
descriptive statistics it shows importance of relationship, trust and correct
proposition to the customers.

Key words:
Factor analysis. Marketing communication. Marketing potential. Marketing
research. Primary and secondary information. Singles.

Introduction

The segment singles is not clearly defined in the Czech Republic or
abroad. According to international research outputs, the content of the
singles category changes over time. There could be considerable evidence
that singles have different marketing communication preferences and
shopping behaviours. Singles live a unique lifestyle. Often well-educated
and earning good salaries they only have themselves as financial burdens.
They also enjoy more free time and often have only themselves to satisfy.
Singles tend to lead a very active lifestyle. “Singles are said to be people
who have not married or their marriage was cancelled, single people
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around 30 years old, but often all individuals who do not live in pairs, also
widowed seniors or lonely middle-aged people.”” In a qualitative study
of single people conducted in 2003 one particular finding stood out: a
significant number of the interviewees (economically independent and
without a partner) revealed their involvement in various other forms of
regular or even long-term relationships. The existence of relationships
that are not long-term or reproduction-oriented is not a result of any
deliberate strategy but is rather a consequence of the complex changes
in mentality and behaviour that occurred in the 1990s. These shifts, for
example, relating to professional commitment and career satisfaction,
tend to be understood as the explicit result of labour-market pressures
on individual actors, but research has shown that, even at the level of
individual actors, alternative approaches to partner relationships
and reproduction are much more the result of people adopting and
internalising post-1989 cultural templates.?

Young single adults comprise most of the single market, although there
are singles over the age forty-five. Most marketers direct their appeals
to a singles market who are typically in the beginning stages of their
workinglives after completing some form ofjob training, college or career
training. Many members of the singles market have left their parents”
homes are likely to spend their income on rent, home furnishings,
automobiles, clothing, accessories, and travel and entertainment.
Singles are interested in joining health clubs and participating in
sports activities and are targets for products related to health club and
sport activities. This target market has few financial burdens and is
particularly influenced by fashion opinion leaders. Many purchases of
goods and services are related to the mating time. The increasing size,
affluence and complexity of the singles market create new opportunities
and challenges for markets.?

1 VYSEKALOVA, . et al.: Chovdni Zdkaznika: Jak odkryt tajemstvi ¢erné skiiiky.
Praha : Grada Publishing, 2011, p. 262.

2 TOMASEK, M.: Singles a jejich vztahy: kvalitativni pohled na nesezdané a
nekohabitujici jednotlivce v Ceské republice. In Czech Sociological Review,
2006, Vol. 42, No. 1, p. 91.

3 MICHMAN, R. D, MAZZE, E. M., GRECO, A. ].: Lifestyle Marketing: Reaching
the New American Consumer. Greenwood Publishing Group, 2003, p. 113.
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1 Marketing Communication Tools

Marketing communication can be regarded as a communication aimed
at attracting the attention of the buying public to a certain firm or
product and influencing the people’s behaviour to such an extent that
they would seriously consider becoming the customers of the firm and
buyers of the product in question. The general theme is inducement and
an underlying effort needed to arouse the interest of potential buyers,
hence marketing communication is a universal name used to describe
the ways in which firms get their message across to target groups and
boost sales. Marketing communication is an ever-changing field. New
theories, new techniques, cultural changes and technological advances
all combine to create a dynamic environment within which marketers
try to ensure that their messages get through to their target audiences.*
Marketing communication in the marketing mix relates to marketing
communications activities that attract customers and convey the desired
brand or product positioning to the target market.> Once a product is
developed to meet target market needs and is properly distributed,
intended customers must be informed about the product’s value and
availability.® The primary objective of marketing communications is
to enhance brand equity as the means of moving customers to take
favourable actions toward the brand, that is, trial, repeat purchases and
ideally become brand loyal. Enhancing equity and affecting customers
behaviour depends on effective use of all elements of marketing mix.’

Marketing communication itself is a mix of elements. The old marketing
communication mix was usually seen as consisting of advertising,
sales promotion, public relations and personal selling. This is forever
developing and mutating.® There could be also new categories of direct
marketing, sponsorship, Internet, point-of-purchase displays, product
packages etc. The balance between these tools will vary according to the

4  BLYTHE, ].: Essentials of Marketing Communications. Harlow : Pearson
Education Limited, 2003, p. 1.

5 DIBB, S, SIMKIN, L.: Marketing Briefs: A revision and study guide. Oxford :
Elsevier, 2004, p. 170-171.

6 CATEORA, P. R, GHAUR], P. N.: International marketing: European Edition.
London : McGraw-Hill Publishing Company, 2000, p. 369.

7 BARKER, N,, VALOS, M., SHIPM, T. A.: Integrated marketing communications.
Cengage Learning, 2011, p. 10.

8 COPLEY, P.: Marketing Communications Management: concepts and theories,
cases and practice. Oxford : Elsevier, 2004, p. 9.
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nature of the overall marketing strategy, the characteristics of the product,
the resources of the organization and the nature of the target market.
Whatever marketing communication mix is chosen, the effectiveness of
the communications process depends on the development of a clear and
unambiguous message that is presented to the right target audience, at
the right time and through the most appropriate medium.’

A popular concept in recent years has been integrated marketing
communications (IMC). The integrated marketing communication
has been defined in a number of ways, stressing various aspects,
benefits and organizational consequences of IMC. Integrated marketing
communication solution calls for recognizing all contact points where the
customer may encounter the company, its products, and its brands. Each
brand contact will deliver a message, either good, bad, or indifferent. The
company must strive to deliver a consistent and positive message at all
contact points.1?

The various definitions incorporate the same core idea: communications
instruments that traditionally have been used independently of each
other are combined in such a way that a synergic effect is reached, and the
resulting communications effort becomes ,seamless“ or homogeneous.
The major benefit of IMC is that a consistent set of messages is conveyed
to all target audiences by means of all available forms of contact and
message channels.!! There is no definitive formula for planning or
implementing IMC. The precise composition of an IMC plan will differ
according to the particular market and communication context, and
according to the custom and practice of particular organizations.!?

New trends are shaping marketing communications in the twenty-first
century. Advances in communications technology, increased interaction
between buyer and producer and increasing integration of marketing
communications will all lead to changes in both the level and the impact
of communications. Communication becomes electronic, digital, mobile,

9 ENNEW, CH. T, WAITE, N.: Financial Services Marketing. Oxford : Elsevier,
2007, p. 225.

10 KOTLER, P: Kotler on marketing: How to create, win and dominate markets.
New York : The Free Press, 1999, p. 28.

11 PELSMACKER, P. D., GEUENS, M., BERGH, ].: Marketing Communications: A
European perspective. Financial Times Prentice Hall, 2007, p. 8.

12 HACKLEY, CH.: Advertising and Promotion: An Integrated Marketing
Communication Approach. London : Sage Publications Ltd, 2010, p. 83.
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viral, etc. Companies look for new communication methods and concepts
to reach their target groups better. Today we use communication projects
that use a variety of new non-traditional media and tools, which can
include, for example, guerrilla marketing, ambient media, DRTV, mobile
marketing, viral marketing, product placement, ambush marketing and
other.

At present, the most obvious impact of the Internet is on marketing
communication. Marketing communication via the internet (on-
line marketing communication) is gaining importance due to the
constant changes and dynamic environment, globalization, but also the
development and greater use of new technologies. Internet offers a new
alternative way of marketing communications to inform about products
and to assist within purchasing decisions.’® Undoubtedly the most used
Internet contact with customers is the website, e-mail and social media.
The social media is the biggest change since the industrial revolution.
“On-line social media can be defined as open interactive online applications
that support the formation of informal user networks.”** “Social media
are a group of Internet based applications that build on the ideological
and technological foundations of Web 2.0 and that allow the creation and
exchange of User Generated Content.”*®

2 Marketing research methodology

In terms of the orientation analysis secondary data were used that are
supplementary to the data obtained within primary research. The basic
secondary data were obtained mainly from Czech Statistical Office,
domestic and foreign professional literature and available papers and
studies. Due to the type of requested information and examined topic,
the personal interview as the primary research method was chosen. The
analysis was based on the number of 390 respondents, most of them
from the bigger cities in the Czech Republic. As a technique of selecting
a sample of respondents was used semi-representative technique of
choice (non-exhaustive survey), which consists of selecting respondents

13 PELSMACKER, P. D., GEUENS, M., BERGH, ].: Marketingovd komunikace.
Praha : Grada Publishing, 2003, p. 475.

14 KARLICEK, M., KRAL, P: Marketingovd komunikace: Jak komunikovat na
nasem trhu. Praha : Grada Publishing, 2011, p. 182.

15 FILL, CH.: Essentials of marketing communications. Harlow : Pearson
Education Limited, 2011, p. 364.
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based on the assumption (judgment) that these respondents meet
certain requirements. The choice of respondents was also restricted to
people who have their own income, household and they manage their
own resources from the economic point of view. There was no limitation
regarding the age, marital status, the level of incomes and education,
gender, place of living. The survey was distributed in the summer of
2014.

We questioned consumers about their past behaviour within the topic
of marketing communication tools. For the purpose of the research,
combination of online (96.2 %) and offline (3.8 %) data collection was
chosen. The highest internet penetration is among people up to 45 years
in the Czech Republic. The number is even bigger in big cities (where
singles live the most), therefore we used dominantly online primary data
source. Questionnaire technique as one of the quantitative method was
used. Answers were collected within online panel by self-administered
internet-mediated questionnaires. Unfortunately answers have consisted
of respondents which were not the typical singles by our definition.
We used controlling questions about household they live in and about
their income. Then respondents living with parents and students were
eliminated from the sample. Therefore we continued to collect data with
pay-per-click advertising on the social network Facebook to bring the
sample close to the singles segment as we defined it before. Offline data
were collected by snowball sampling which is non-probability procedure
in which subsequent respondents are obtained from information by
initial respondents.’¢ Since it is hard to find the single respondents in
population, this is considerably suitable technique.

3 Results

The structure of the sample is 41.5 % male and 58.5 % female, dominated
by unmarried people. The largest group of respondents, as expected,
represents people at the age of 26 - 35 years. In the area of education,
the largest group represents the respondents with secondary education
diploma. Their share amounted to 46.7 % of total sample of respondents.
The respondents with higher education were the second largest group
(42.8 %). The largest income group is in the category up to 15 000 Czech
crowns (41.3 %), 33.1 % respondents belong to the income category

16 SAUNDERS, M., LEWIS, P, THORNHILL, A.: Research Methods for Business
Students. Pearson Education, 2009, p. 240.
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15 001 - 25 000 Czech crowns. Only 4.9 % respondents have incomes
more than 45 000 Czech crowns.

Respondents prefer individual living in flats (50.5 %). 25.6 % respondents
live in flats but they share living and related costs with someone else.
Only 9.7 % respondents stated that they prioritize individual living in a
family house. The aim of the survey was to reach respondents, mainly in
large cities in the Czech Republic. 31 % of respondents were interviewed
in Prague, 9.5 % of respondents in Brno, 6.2 % of respondents in Ostrava
and 53.3 % of respondents in other locations in the Czech Republic. It
can be assumed a certain correlation between the size of the city and
location of the target segment singles. The bigger the city, it is easier to
find a larger number of singles.

For basic evaluation of the answers, we used elementary statistic tools
such as mean, median and modus. If we look at the table 1, it is clear that
recommendation has the best result with lowest mean which indicate that
singles are mainly influenced by opinions and advices of the others. Even
the middle score answer was “mostly” which is represented by the value
of median. Competitions, presents and sales has the second best mean
value followed by print flyers, point of purchase and loyalty programs.
Other variables are reported to influence buying behaviour “rarely” or
“not at all” with mean ranging from 4,03 (newsletter) to 4,73 (mobile
advertising). Interestingly, communication within use of new technology
such as online banners, social networks or mobile advertising has a
low score. Despite the fact that many companies nowadays invest vast
amount of money into these newly adopted communication tools.

Table 1: Descriptive statistical evaluation of the questionnaire

Mean Median Modus
MC1 Recommendation 2,41 Mostly Sometimes
ISV;f;JSCOmpetitions, presents and 3,20 Sometimes Sometimes
MC10 Print flyers 3,23 Sometimes Sometimes
MC7 Point of purchase promotion 3,39 Sometimes Sometimes
MC12 Loyalty programs 3,39 Sometimes Sometimes
MC6 Newsletter 4,03 Rarely Not at all
MC8 TV, Radio and Print 4,04 Rarely Rarely
MC3 Internet banners 4,20 Rarely Not at all
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MC4 Social networks 4,21 Rarely Not at all
MC2 Event marketing 4,32 Not atall Not at all
MC11 Billboards 4,41 Not at all Not at all
MC5 Mobile advertising (SMS, MMS) 4,73 Not at all Not at all

Source: Own processing

Detailed view in table 2 shows extreme insignificant effect of mobile
advertising on customers. Privacy issues and urgency of this kind of
campaigns could lead to excessive pressure. Billboards are another
example which could be considered as traditional promotional tool for
advertisers. No respondent answered that is extremely influenced by it.
Overall means showed significant negative perception of communication
as a whole, which brings some concerns about role of promotional
activities of the companies in single’s lives.

Table 2: Frequency table of the answers in percentage

Extremely | Mostly Sometimes Rarely Not atall
MC1 Recommendation 19,6 33,2 37,6 5,9 3,6
MC2 Event 1,0 3,4 14,0 25,6 56,1
MC3 Internet banners 0,5 2,3 16,8 37,5 42,9
MC4 Social networks 0,5 1,6 20,4 31,0 46,5
MC5 Mobile 0,0 0,0 49 16,8 78,3
advertising
MC6 Newsletter 1,3 4,7 25,3 26,9 41,9
MC7 Po.mt of purchase 26 17.6 377 222 19,9
promotion
MC8 TV, Radio and 08 47 19,6 40,1 34,9
Print
MC9 Competitions, 6,7 17.6 38,0 243 134
presents and sales
MC10 Print leaflet 8,3 18,9 32,0 23,5 17,3
MC11 Billboards 0,0 1,3 10,9 33,1 54,8
MC12 Loyalty 3,4 16,8 37,0 23,5 19,4
programs
Mean total 3,7 10,2 24,5 25,9 35,7

Source: Own processing

Subsequently, we conducted a factor analysis. Built on the work of
Charles Spearman at the very beginning of the twentieth century, factor
analysis represents a generic name for a set of methods for processing
data.'” It is multivariate statistical technique that is concerned with the

17 McDONALD, R. P:: Faktorovd analyza a pribuzné metody v psychologii. Praha
: Academia, 1991, p. 16.
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identification of structure within a set of variables.'® This structure is
revealed through latent (not measured) variables so called factors.
Process of defining factors is associated with inclusion of maximum
amount of information from the original observed variables in as few
latent variables as possible. Two basic types of factor analysis are CFA
(Confirmatory factor analysis) and EFA (Exploratory factor analysis). The
first one is mainly used when number of factors is known from previous
theory concepts or research. However, the second is rather descriptive
and exploratory, used when factors are not known and fully relies on
the data. In this case we used EFA because of inductive nature of this
research in a field of marketing communication and singles.

Firstly, Kaiser-Meyer-Olkin test has been conducted to indicate
appropriateness of factor analysis application. Value of the Kaiser-
Meyer-Olkin measure of sampling adequacy is 0.858. Malhotra and
Birks!® recommend minimum KMO value of 0.5 for this test. Secondly,
Bartlett’s Test of Sphericity has been used to verify correlation in the
data set. The computed value of x? distribution (1203,912) indicates
p-value of 0,000. Therefore we can deduce that there are correlations in
the data set. In conclusion both tests showed that the data are suitable
for conducting EFA. Finally, satisfactory value of 0,819 of the Cronbach’s
alfa test showed good reliability of the scale.

Several methods can be used for factor extraction. Instead of using
the basic software settings we analysed data distribution and based
on results the most suitable method has been chosen in accordance
with literature. We conducted Kolmogorov-Smirnova and Shapiro-
Wilk tests to identify whether the data are normally or non-normally
distributed. Results showed significantly non-normal distribution of the
data. Therefore the principal axis factors extraction method has been
conducted.?’ Oblique-rotation method (Direct Oblimin) has been used
to rotate the factors. Matsunaga?! suggests that any exploratory factor

18 STEWART, D.W.: The Application and Misapplication of Factor Analysis in
Marketing Research. In Journal of Marketing Research, 1981, Vol. 18, No. 1,
p. 51-62.

19 MALHOTRA, N., BIRKS, D.: Marketing Research: An Applied Orientation.
Edinburgh : Prentice Hall, 2007, p. 646.

20 FABRIGAR, L.R. et al.: Evaluationg the Use of Exploratory Factor Analysis in
Psychological Research. In Psychological methods, 1999, Vol. 4, No. 1, 1999,
p. 272-299.

21 MATSUNAGA, M.: How to Factor-Analyze Your Data Right: Do’s, Don’ts, and
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analysis should employ an oblique-rotation for several reasons. Most
importantly, almost all phenomena that are studied in social sciences
are more or less interrelated to one another and complete orthogonal
(unrelated) relationships are practically rare.?

Number of factors has been determined based on Kaiser criteria??, where
components with eigenvalue over 1 are included. Three factors were
identified. This number is more than three times bigger than twelve
measured variables which is consistent with Catell’s and MacCallum’s
et.al recommendation.?

Table 3: Pattern matrix

Factor
1 2 3

MC3 Internet banners ,787 ,012 -113
MC11 Billboards ,630 ,257 -,148
MC4 Social networks ,589 -184 ,359
MC6 Newsletter A78 ,079 ,156
MC8 TV, Radio and Print 451 ,320 -,057
MC5 Mobile advertising ,403 -022 ,063
(SMS,MMS)

MC9 Competitions, presents and -,050 ,696 ,298
sales

MC10 Print leaflet ,076 ,560 -,097
MC7 Point of purchase promotion 126 ,513 ,155
MC1 Recommendation -,005 ,035 ,462
MC12 Loyalty programs ,032 ,379 ,440
MC2 Event ,155 ,077 ,381

Extraction Method: Principal Axis Factoring, Rotation Method: Oblimin with
Kaiser Normalization

Source: Own processing

How-To’s. In International Journal of Psychological Research, 2010, Vol. 3,
No. 1, p. 97-110.

22 HARMAN, H. H.: Modern factor analysis. Chicago : University of Chicago
Press, 1976, p. 247.

23 HARDY, M. A, BRYMAN A.: Handbook of Data Analysis. London : Sage, 2004,
p- 29.

24 CATELL, R. B, VOGELMANN, S.: A Comprehensive Trial of the Scree and KG
Criteria for Determining the Number of Factors. In Multivariate Behavioral
Research, 1977, Vol. 12, No. 3, p. 289-325; MACCALLUM, R.C. et al.: Sample
Size in Factor Analysis. In Psychological Methods, 1999, Vol. 4, p. 84-99.
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Pattern matrix in table 3 shows variables distribution among the factors.
First factor is associated mostly with classical one-way communication
tools which uses dominantly direct push messages. Second one consists
of tools used mainly for communicating actual proposition such leaflets
and presents. In these the sense of time is essential. Offers are often time
restricted to create higher pressure on consumers and compel them
to buy. Third one is associated with trust and relationship building.
However, variable Event has too low factor loadings on third factor that it
should not be considered for interpretation. Despite the fact that process
of interpreting the factors is matter of subjective evaluation of the state,
we provide factors with their general labels as follows. Factor one could
be named as Communication direction, the second one Actual proposition
and the third one Trust.

Conclusion

The aim of this article was to assess the significance and market potential
of this segment with emphasis on marketing communication tools. The
research outputs of the Czech Statistical Office indicate that the number
of singles is going to be increased in the future. Therefore, it is highly
desirable to analyse in detail and get to know the segment singles and
understand their lifestyle and consumer behaviour with the aim of
creating their typology in the area of marketing communication. The
available consumer studies show that companies do not create suitable
marketing communication programs according to singles requirements.
The analysis of the single for the purpose of this paper was based on
the number of 390 respondents included in primary marketing research.
The choice of respondents was also restricted to people who have their
own income, household and they manage their own resources from
the economic point of view. There was no limitation regarding the age,
marital status, the level of incomes and education, gender, place of
living. The survey was distributed in the summer of 2014. Despite the
fact that modern digital technology is constantly pushing possibilities
of marketing communication forward, this research analysis showed
that not all channels share the same level of persuasion among singles
segment. Mobile advertising has been evaluated as a lowest to have
an impact on consumer decision to buy a product. On the other hand,
recommendation has a highest impact. Factor analysis disclosed
three underlying factors. First is associated with direction of the
communication, second with actual proposition to customers and third
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is connected with trust. These factors explain structure in the data and
combined with the results of descriptive statistics it shows importance
of relationship, trust and correct proposition to the customers.
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segment in the Czech Republic.”
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INNOVATION IN THE SALES AREA

Daniela Kolldrovd - Magdaléna Ungerovd

Abstract

The submitted paper reflects changes in the Slovak trade and its sales area
from 1989 to the present, which can be attributed to innovations. From the
viewpoint of the structure we are focused on the current state of the research
issue, development/expansion of the trade and sales area in Slovakia, the list
of innovations at the company IBM, which claims that shopping at the point of
purchase will beat online shopping and specific innovations in the sales area.
Scientific findings are enriched by partial results of numerous domestic and
foreign researches or studies, using which we seek to declare justification of also
our arguments.

Key words:
Innovations. Sales area. Point of purchase. Communication. Next five in five.
Slovak trade.

1 Innovations, current state of research issue

Science, technology and innovations play a key role in the development of
economy and society in order to maintain and increase competitiveness
of the country. Innovations mean following:
¢ A new or improved product or a new or improved service that
are applicable in the market and that are based on the results of
research and development or economic activity;
¢ Anew or improved manufacturing or distribution methodsincluding
significant changes in techniques, equipment or software;
¢ A new way of organization in the business process of the company,
organization of the workplace or external relations;
e Transfer of scientific and technological knowledge into practice;
e Purchase of a sum of production, technical and commercial
experience, acquisition and leasing of rights in licensing agreements;
e Introduction of modern methods in pre-production stages and work
organization;
e Improvement in control and testing methods in the process of
production and in services;
e Increase in work quality and safety;
¢ Reducing negative impact on the natural environment;
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» More efficient use of natural resources and energy.!

According to Zauskova and Madlenak at the heart of innovations there
is new information arising as a result of the application of theoretical
knowledge of scientific, research and development activities of
individualsinthe business process. They can find application in the area of
product manufacturing, sales and internal processes of business activity
of any company. They can be understood as the renewal and extension
of the range of products and related markets, creating new methods,
technologies and methods of production, supply and distribution; the
introduction of changes in management and organization of work, the
improvement of working conditions and the growth of qualification.
They can be divided according to various criteria, such as the degree
of originality, the size of changes, the motifs of origin and extent of the
impact on consumers.?

Zauskova and Domova add additional criteria for the classification of
innovations, innovations by content focus and substance of innovative
changes.* According to the OECD Oslo Manual we distinguish four
types of innovations that include a wide range of changes in corporate
activities: product innovation, process innovation, organizational and
marketing innovations.

e Productinnovationsrepresentsubstantial changesinthe capabilities
of goods and services. Novelty, or significant improvement is
reflected in the technical parameters of the product, its components
or materials used, embedded software, utilities and other functional
characteristics. Innovation in the services sector may include
significant improvement in the way of the addition of new functions
or characteristics to existing services, respectively introduction
of entirely new services. The main objective of innovations still
remains the increase of the market share.

e Innovations in the manufacturing process are reflected in the
implementation of innovative techniques, which are usually

1 172/2005 C.I. Act on Organization of State Support of Research and
Development and on Completion of Act No. 575/2001 C.l. on Organization of
Activity of Government and Organization of Central State Administration
according to subsequent rules.

2 ZAUSKOVA, A, MADLENAK, A.: Otvorené inovdcie - teéria a prax. Trnava :
FMK UCM, 2012, p. 54-56.

3 ZAUSKOVA, A, DOMOVA, J.: Inovaénd schopnost’ a inovaénd vykonnost
podnikatel'skych subjektov. Trnava : FMK UCM, 2012, p. 18-19.
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associated with the introduction of completely new production
facilities or utility software. Their promotion is directed to an overall
reduction in spending of funds spent for running the business.
Organizational innovations include the introduction of a new
organizational method in corporate management, organization of
work or external relations. There are implemented new procedures
to improve learning and sharing of knowledge and notions, staff
development and their retention. The basic task of organizational
innovations is the reduction of administrative and transaction costs,
or reduction in the price of supplies.

Implementation of modern marketing techniques with the aim
to promote the sale of products heralds the essence of marketing
innovations. These can include changes in the product design and
in packaging, in product promotion and its placement, as well as
the methods of pricing and other services related to the goods.
Marketing innovations tend to better respond to customer needs,
and in particular to the opening of new markets.*

As we can see, either laws, manuals or scientific works claim a wide
scope and interpretation of innovations.

2 Development/expansion of trade and sales area in Slovakia

»Sales area is the estimated area of the premises devoted to selling and
display of goods, namely:

e total space to which customers have access, including fitting rooms;

e counter area and shop windows area;

e area behind counters used by shop assistants.

The sales area does not include offices, storage and preparation rooms,
workshops, staircases, toilets and other sanitary facilities. Kiosks, gas
stations, repair shops of motor vehicles and mobile retails do not allocate
any sales area. Sales area cannot be stated to exist also by shops selling
fuel and building materials, if they do not have any sales area and they
sell directly from the storage area.”” For the purpose of this paper of

4 ZAUSKOVA, A, MADLENAK, A.: Otvorené inovdcie - tedria a prax. Trnava :
FMK UCM, 2012, p. 54-56.

5  Predajnd plocha v maloobchode. [online]. Available at: <http://slovak.
statistics.sk/PACVPEM /vocabPagesDetails.html?id=14153&lang=sk>
[27.12.2014].
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importance is the sales area in retail network, i.e. in shops where there is
executed retail sale activity.

In recent years, the development of trade in Slovakia, especially in the
context of social and political changes in 1989, has undergone dynamic
development and currently it is comparable with the quality of goods
and services to the most advanced countries in the European Union. ,It
ranks among the sectors of the economy with a high level of innovations,
investments in modernization and construction of infrastructure, improving
services, but also the number of newly created work positions. These
factors have caused that the rate of innovations and investments in the
modernization and construction of trade infrastructure has not ceased in
Slovakia in the last few years and has been almost continuously growing. For
illustration, in the last five years (2009-2013) only the member companies
of SAMO in Slovakia have together built and opened 156 new commercial
establishments and they have modernized other 116. As a result, there was
recorded a sharp increase in the size of the sales area. While in 2003 the
sales area of shops with more than 20 employees in Slovakia had the acreage
of 1.6 square meters; in 2009 it was already 2.5 mil. square meters and in
2013 it was just over 3 mil. square meters, which means the double size
compared to that of 2003. In the endeavour to further improve the quality
of services, the members of SAMO continued in significant investments in
human resources development, when only in the last five years (2009-2013)
they invested around 5.6 million Euros in the training of their employees.”
On the other side, the above mentioned investment policy of the members
of SAMO for the last five years enabled the creation of 4, 451 new work
positions in Slovakia, including regions with high unemployment. SAMO
associates trade companies, which in Slovakia currently operate 449
retail and 6 wholesale establishments. The members of the association
also rank to the largest employers in Slovakia. At present, they employ
more than 23, 000 people. On the shelves on their stores they offer in
every moment together around 230 million units of products.

Thanks to investments and innovations in the trade, the quality of
services and shopping options have enormously changed, which could
have customers in Slovakia (or in the former Czechoslovakia) hardly
imagined 25 years ago. ,Air-conditioned, in some cases even low energy

6 Inovdcie a investicie zmenili za Stvrtstorocie obchod na Slovensku na
nepoznanie. [online]. Available at: <http://www.modernyobchod.sk/
tlacove-spravy/inovacie-a-investicie-zmenili-za-stvrtstorocie-obchod-na-
slovensku-na-nepoznanie/> [3.1.2015].
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commercial establishments, modern cash registers, including self-service
ones; payments in cash and by card, accelerating staff, ever expanding range
of products, fresh bread at all times, parking, extended opening times and
other conveniences have become a common part of everyday life.”” Despite
that, merchandisers have been working on further innovations and they
have already been testing new services and technologies that move the
quality of merchandise at a higher level. For instance, we mean innovative
speaking shopping carts loaded with a reader on product prices, or touch
screens loaded with Google Indoor Maps, which allow customers in the
shops, in which they feel out of step, quickly find the desired product;
or mobile shelves that enable rapid exchange of the product range in-
store according to purchasing times of different categories of customers,
according to their purchasing requirements and preferences.

3 Next Five in Five

In late 2013, the company IBM, a leading global company active in the
field of information technology, introduced already the 8th annual set
of the list of innovations. ,Next Five in Five“ is based on the social and
market forecasts, trends affecting our lives and the development of new
technologies in the IBM laboratories. Innovations that have the potential
to change our working and private lives in the next five years are
designed as thought out, reflected and justifiable professional outlook:
Jthe classroom will teach you; shopping on site will beat shopping on-line;
doctors will routinely use DNA in health care; digital guardian will protect
you online; cities will unburden people’s lives.” In order to solve our issue,
of importance is the prediction tied to the place of purchasing, or the
sales area. Despite the fact that in 2013 the value of online purchases
for the first time worldwide humbled the limit of one trillion US dollars
and the value of online purchases grows faster than revenues from the
physical stores, IBM claims that online shopping is a thing of the past.
New innovations in the next five years will make shopping at the point
of purchase popular. Merchandisers in the brick-and-mortar stores will

7 Inovdcie a investicie zmenili za Stvrtstorocie obchod na Slovensku na
nepoznanie. [online]. Available at: <http://www.modernyobchod.sk/
tlacove-spravy/inovacie-a-investicie-zmenili-za-stvrtstorocie-obchod-na-
slovensku-na-nepoznanie/> [3.1.2015].

8 IBM odkryva pdt inovdcii, ktoré zmenia nds Zivot. [online]. Available at:
<http://www.ibm.com/news/sk/sk/2013/12/19/f042527h37827171.
html> [1.11.2014].
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start to use immediacy and proximity of the store to the consumers in
the endeavour to obtain customers. Technologies working on the basis
of augmented reality will allow buyers a better look at the goods at the
point of sale and will give them a better shopping experience. Social
networks and retailers will be able to predict with high accuracy what
products customers will most want or need. Due to the proximity of the
shops, the retail merchandisers will be able to provide several ways of
fast delivery of the ordered goods to their customers. °

In early 2014 the exhibitors and participants of the international
trade fair for trade and advertising EuroShop 2014 dealt with similar
innovations. In the spotlight there were two themes. The subject of the
first one was to create an emotionally attractive experience of shopping
in spectacular shop equipment, innovative concepts of lighting, creative
ideas and unusual materials, with which the physical shops can differ
from online shops. The subject of the second one was the creation of
multi-channels, integration and combination of different channels.!
Shopping experience has also become the subject of investigation.
Institute for research on trade in Cologne conducted consumer survey
among German respondents focused on the shopping experience, i.e.
what one has experienced. Almost 46 % of the respondents said that they
have a better shopping experience in the physical shop than from the
online store. The survey results also showed a direct correlation between
monthly household income and level of shopping experience. For 53 % of
the respondents with a monthly household income from 3.500 to 5.000
Euros shoppingin the brick-and-mortar stores means a better experience
than shopping in an online store. And for respondents with a monthly
income of more than 5.000 Euros it is a greater experience for up to 72 %
of respondents. Household income is thus directly proportional to the
experience in the physical shops.!!

9  IBM odkryva pdt inovdcii, ktoré zmenia nds Zivot. [online]. Available at:
<http://www.ibm.com/news/sk/sk/2013/12/19/f042527h37827171.
html>[1.11.2014].

10 Abschlussmeldung: Handel in bester Investitionslaune! EuroShop 2014
tibertraf optimistische Erwartungen. [online]. Available at: <http://www.
euroshop.de/cipp/md_euroshop/custom/pub/content,oid,14798/lang,1/
ticket,g u_e_s_t/~/Abschlussmeldung Handel_in_bester_Investitionslaune_
EuroShop_2014_%C3%BCbertraf_optimistische_Erwartungen.html>
[1.11.2014].

11 Beim Einkaufserlebnis liegt der stationdre Handel vorn - noch! [online].
Available at: <http://www.euroshop.de/cipp/md_euroshop/custom/pub/
content,o0id, 11092 /lang,1/ticket,g_u_e_s_t/local lang>[1.11.2014].
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4 Innovations in Slovakian sales area from 1989 to the present

Before 1989 the concepts related to communication in the sales area
in Czechoslovakia were known only from manuals imported from ,the
West“. The only place where the communication in the sales area was
applied was the area of shop windows. Their decorations were the duty
of arrangers of shop windows led by leading artists. This situation was
of course logical, because marketing communication tools are applicable
only in the market-led environment. A more sophisticated form of
communication with the customer in the sales area in this period was
displaying ,inspirational shopping baskets“ right in the point of sale.
Their task was to inform customers about the range of products, which
has the shop in stock. They were used especially during holidays or other
opportunities associated with consumption.

In 1991 the first supermarkets entered the Czechoslovak market;
they applied first marketing communication tools at their sales areas
to their customers: posters, leaflets and information carriers. First
marketing communication tools in the sales area were characterized
by low acquisition costs and almost no struggle for the position. In the
course of the years, with the advent of other retail chains there came
to their supersaturation. Multiple stores received in relation to their
mainly in production and economically weak suppliers a lot of power,
which is still exploited in the sales contracts with the aim to obtain for
example volume discounts, free goods and allowances for displaying
goods. Communication at the point of sale began to be organized,
there even appeared pressure on its quality and performance from the
chains and customers. Marketing communication tools at the point of
purchase gradually began to be managed according to the instructions
from foreign headquarters. The increase in retail sales area per capita
and competitive environment led to the dialogue between buyers and
owners of chains stores. From abroad there came new formats; the
fall in prices of flat screen production foreshadowed their application
at the point of sale and there also came to the change of the role of
individual communication tools. After 2000, there appeared a trend of
multichannel communication, which had an impact on the quality and
efficiency even at the point of sale. The development allowed individual
selection of stores and localization of offers. Money has not been spent
frontally, but selectively. Communication at the point of purchase has
received a link with new technologies (especially the Internet and
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mobile phones).!? When there came to the development of the Internet
sales, many thought that it was the end of the physical stores. Today,
although there is a growing interest in doing shopping over the Internet,
it must be stated that the physical stores are still there, moreover their
consumers increasingly demand them. There is no real competition to
the Internet, where everyone can find a wide range of goods and the
goods is generally cheaper than in the brick-and-mortar store. Brands
and stores know that and those who can attract customers to their
physical stores have adopted their strategies to the new conditions. They
do not see the Internet as a competitor, but rather as a modern helping
medium in the store premises that offers new possibilities. Physical
shops have two big advantages that the Internet cannot provide: the
physical space in which the products are exhibited and which is capable
of generating experience and the skills of the salesperson - a specialist
who can advise and accompany during the purchase. To touch, to try, to
understand the thing - these are the things what customers are looking
for and also what the shops can actually use as their capital in the future,
and thus can expand their sales in the future, with the involvement of the
latest technology. Trade and the Internet can thrive together really well.

According to the international study Barometer Cetelem, the European
consumers would appreciate if options of shopping in physical stores
and on the Internet were connected. The rise of smartphones and tablets
caused that the Europeans are familiar with the web and thus they
can be on the web even in the store. The distinction between , online”
and ,offline” ceased to make sense according to this study. The result is
a notion of mutual complementarity between physical stores and the
Internet. Digitalisation of the shops should enable customers to use the
Internet in the shop. The consumer is willing to go to the store, if given
a message in the smartphone about special price offers in real time. 71 % of
Europeans are seeking the same diversity between ,online“ and ,offline“
If they do not find a product on the shelf of a physical store, they would
welcome its order immediately in the shop over the Internet. Increasingly
more popular ready-made shopping at a distance and picking up the so-
called Click & Collect has already found its place. Neither store nor the
Internet may be feared. Consumers continue to use both. A brick-and-
mortar store remains a place where 70 % of Europeans have made their

12 KERN, L.: Wyvoj prostiedkii POP a POS od Sametové revoluce do dnesniho
stavu. [online]. Available at: <http://www.m-journal.cz/cs/reklama-
podpora-prodeje/podpora-prodeje/vyvoj-prostredku-pop-a-pos-od-
sametove-revoluce-do-dnesniho-stavu__s394x5488.html> [2.1.2015].
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last purchase and 43 % of them do shopping only there. Approximately
37 % of consumers increasingly intend to buy over the Internet. It has
become arich source of information, used for orientating before entering
into a physical store. It is right in its space where 70 % of Europeans look
for information and discounts before entering the actual physical store.
Nearly a half of the Europeans use comparison of prices and they also wish
to consult the purchase of the intended product on the Internet with an
experienced professional.

The challenge for the stores is the finding that 34 of European consumers
would like to see attention and expert advice when buying and 2/3
of them would appreciate ratings of the quality of products. A study
Barometer Cetelem further shows that in the physical store an important
element of selling with a competitive advantage is the possibility to
return goods (desired by 79 % of customers).*

The results of the study in 2014 Mass Merchant World Association POPAI,
which represents the interest of the field of marketing at the point of
purchase, adds to the above mentioned findings, trends and innovations
also findings on how customers plan their purchases, how they move
in the shop, how they make decisions on the purchase and what role is
played by the media in a shop. A key finding is that up to 82 % of decisions
on purchasing food are taken at the point of sale. Another surprise even
for the president of POPAI Richard Witer was that 34 % of customers
buy without any list and that 62 % of respondents do not use any for
example flyers, coupons, advertising on TV when planning the purchase.
POPAI study further found that 16 % of unplanned purchases were
made after having seen the promotional resources at the point of sale.
Current findings resulting from the study suggest the importance and
persuasiveness of promotional means when deciding on the purchase in
the physical shops.™*

In conclusion we may state that innovations can also be seen in the
shops. According to the above mentioned, in the Slovak trade we can

13 Obchod alebo internet? Spotrebitelia stdle volia oboje. [online]. Available
at: <https://www.cetelem.sk/o-spolocnosti/tlacove-centrum/tlacove-
spravy/2014/obchod-alebo-internet-spotrebitelia-stale-volia-oboje />
[7.11.2014].

14 POPAI Releases 2014 Mass Merchant Study Results. [online]. Available at:
<http://www.popai.com/2014%20Mass%20Merchant%20Study%20
Results%20PR.pdf>[1.11.2014].

65



MARKETING IDENTITY

identify innovations tied to the structure of owners of the shops, types
of retail stores, growth and arrangement of the sales area, as well as the
coexistence of physical and Internet shops. We believe that in the field of
trade ideas will continue to be the primary drive of innovations and their
implementation will be affected by technologies.
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NEUROMARKETING IN PRACTICE

Anida Krajina

Abstract

The aim of this research was to apply neuromarketing techniques and
evaluate its potential contribution in enhancing merchandising performance,
in this particular case, of dm (drogerie markt) stores in Sarajevo, Bosnia and
Herzegovina. The theoretical part overlaps the basic roots and principles of
neuromarketing, as still one of the most tempting and the least known field in
marketing research. The theory is upgraded by overview of consumer behaviour,
because the consumers were in the focus for the research provided. Further on,
the glance to merchandising theoretical background is provided. The second
part is the empirical part, explaining the scope of the research provided within
dm stores in Sarajevo in the form of observation supplemented with short
interviewing, focus group conducted and the interview with dm employee.
Overall result of data gathered and processed showed that neuromarketing tools
and techniques can in many areas enhance the merchandising performance of
retail store in general and consumers’ satisfaction. Particularly for dm in Bosnia
and Herzegovina this introduction is still questionable, if the market situation
is taken into consideration. However, dm on one side, and its customers on the
other have shown the potential to start from the small steps in benefiting from
neuromarketing findings, practices and tools.

Key words:
Consumer behaviour. Consciousness and unconsciousness. Neuromarketing.
Merchandising. Pricing. Purchase decision making. The brain.

Introduction

Talking about marketing today is a great challenge. It is much more
than philosophy, technique, tool or discipline. For decades, marketing
scholars and experts have been trying to reach the audience in the best
manner possible and to tap into the mind of the consumers worldwide.
Influencing emotions is important component of communication and
promotion tools. Consequently, the roots could be found in psychology.
Even in the 20" century Barneys' indicated that propaganda was not
science like chemistry, but definitely has got some new frameworks
after mass psychology (psychology of the human masses) had been
introduced. Barney’s work was one of the first time the term “science”

1 BARNEYS, E. L.: Propaganda. USA : Horace Liveright Inc, 1928, p. 48.
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was introduced when talking about propaganda, advertisement and
influence on consumers’ purchase decisions. Even though the promotion
and communication tools have been used and effective for decades,
there has been still a “black box” in customers’ heads and scholars and
marketers needed to tap in.

More and more marketers had realized that traditional marketing
methods faced tremendous issues in measuring subconscious, emotional
aspects and intuition in communication with consumers?. It has been
more than 10 years already passed since the term “neuromarketing”
hit the boardroom, a perfect blending of marketing and neuroscience.
However, with the blossom of technology, it has got the new meaning and
way of treatment that point out amazing opportunities and discoveries.
Certainly, it helps and supports older disciplines within marketing and
gives important contribution to their findings. It can be said that it gives
the new angle to the discoveries. Moreover, discoveries of processes
in human brain while making purchase decision can be interesting
for opening new paths and alternatives within merchandising. Thus
neuromarketing can play important role in improving merchandising
practices.

1 Problem definition and goals

In the attempt to show if dm (drogerie markt), as retailer was among
those that were wrong, the research for the purpose of this thesis was
conducted in their stores. Dm is the company that has been serving its
customers in Bosnia and Herzegovina for a while now. Even though they
are creating trend in marketing at the market, they have not used any
neuromarketing approaches. This study strives towards it and the main
questions are if it is possible to introduce these practices, how customers
react, will there be some new findings and can dm merchandising benefit
from neuromarketing attainments.

The research questions are developed and transformed goals. Their
transformation is more precise and directed at particular situations that

2 OHME, R, REYKOWSKA, D., WIENER, D. and CHOROMANSKA, A.: Analysis
of Neurophysiological Reactions to Advertising Stimuli by Means of EEG and
Galvanic Skin Response Measures. In Journal of Neuroscience, Psychology
and Economics, 2009, Vol. 2, No. 1, p. 21-31.
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could appear during the application of research methods. The aims in the
background of this research are as follows:
1. Observe and define the behaviour categories of dm customers;
2. Define the pillars based on which dm customers make purchase
decision;
3. Determine the influence of prices on purchase decisions;
4. Analyse the effectiveness of merchandising in observed dm stores;
5. Explain the brain reactions in process of buying and purchase
decision;
6. Find the roots of the consumer behaviour in the brain processes;
7.Determine the benefit that merchandising can have from
neuromarketing;
8. Make proposals for dm in their merchandising and further
directions of customer research processes.

Due to the limitation of this paper, the author is going to present just
the part of the collected results and aspects that have risen during the
research process itself.

2 Theoretical background
We are a blend of cells, neurons, experiences and selves.’

The evolution of the body and the brain is affected by the activities in
which an organism engages through the life. Damasio* clearly emphasized
that neither our brains nor our minds were blank paper, tabula rasa
when we were born, but also they were not completely determined. In
other words, the genes give certain stamp to the brain, but additional
steps are created and determined on the way. As Lee and Senior® said,
the evolutionary theory gave a significant theoretical framework to the
future of neuromarketing research, while showing how human behaviour
in marketing could be explained with more accuracy which has been a
“must have” in any neuromarketing manifesto.

3 ORNSTEIN, R.: The Evolution of Consciousness - Of Darwin, Freud and
Cranial Fire: The Origins of the Way We Think. NY, USA : Simon & Schuster
Paperbacks, 1991, p. 104.

4 DAMASIO, A.: Descartes’ Error- Emotion, Reason and the Human Brain. NY,
USA : Penguin Books, 1994, p. 111.

5 LEE, N, SENIOR, C.: A Manifesto for Neuromarketing Science. In Journal of
Consumer Behaviour, 2008, Vol. 7, p. 263-271.
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Certainly, every brain is unique, just like finger prints. However, Wilson
etal.® advocated that by involving more subjects in the study, researchers
disposed brain images of different persons and then had the ability to
compare them between each other. Consequently, it is possible to create
certain patterns and points of connection and similarities between
them and with additional information taken out from the different fields
included in the matter create abroader image of reactions, both biological
and psychological. Other things equal, for better or worse, as Wilson et
al.” said, the possibility and opportunity to influence consumers without
their full awareness might increase, as a result of the research of brain
activity. However, it is impossible to ignore that the humans are systems
consisted not only of biological processes, but also vertigo of emotions,
feelings and reasons.

In the most general term, everything we decide and evaluate is based on
positive and negative emotions regarding that. As Ornstein said, it is the
most primary system, when people ask question if something is good
or bad.? Important is to mention that the feeling comes first because
of the two things. First one is that they appeared first in the mind’s
evolution and second, they are result of humans’ experiences®. Basically,
not knowing why we like something, or why we are attracted to it can
have basis which is beyond our possibility of understanding. Sometimes,
people have spontaneous actions, which they call “without thinking”.
And it is the truth. They do not think. The same happens when we move.
We do not stop and decide that we will move. This leaves the place for
noticing new things. Spontaneous actions begin before people decide to
act, more precisely, that decision is unconscious and independent!’. The
truth is that the majority of information our brain receives is processed
unconsciously. Pradeep was more precise about this and concluded that

6  WILSON, M. R, GAINES, J., HILL, R. P: Neuromarketing and Consumer Free
Will. In Journal of Consumer Affairs, 2008, Vol. 42, No. 3, p. 389- 410.

7  WILSON, M. R, GAINES, J., HILL, R.P.: Neuromarketing and Consumer Free
Will. In Journal of Consumer Affairs, 2008, Vol. 42, No. 3, p. 398.

8 ORNSTEIN, R.: The Evolution of Consciousness - Of Darwin, Freud and
Cranial Fire: The Origins of the Way We Think. NY, USA : Simon & Schuster
Paperbacks, 1991.

9  ORNSTEIN, R.: The Evolution of Consciousness - Of Darwin, Freud and
Cranial Fire: The Origins of the Way We Think. NY, USA : Simon & Schuster
Paperbacks, 1991, p. 92.

10 ORNSTEIN, R.: The Evolution of Consciousness - Of Darwin, Freud and
Cranial Fire: The Origins of the Way We Think. NY, USA : Simon & Schuster
Paperbacks, 1991, p. 147.
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out of 11 million bits of information our senses are taking in a second,
conscious brain can process only 40 bits per a second the rest is on
subconscious brain, which mathematically equals 99.999 per cent.!!
Today it is possible to speak about combination of medical knowledge,
technology and marketing in one sentence and have some completely
new approach to all matters. Thus neuromarketing was born and it was
in 20042 The focus is in scanning the brain and understanding the brain
language. There are varieties of definitions of neuromarketing. One of
them is that it represents the application of neuroscientific methods in
process of analysing and understanding the human behaviour regarding
markets and exchanges in marketing.!® Besides a vast number of positive
things, there are several limits that neuromarketing in general suffers
from. First of all, ethical limits, then methodological, like search protocols,
number of subjects, financial limits in the form of high prices of techniques
and in the end, there are legal limits for the number of procedures, since
the subjects are under the brain imaging examinations.!*

Since this research includes overlapping the merchandising and
neuromarketing, several words will be said about the merchandising
as well. Merchandising is, above all, a business process and many of
the producers cannot be imagined without using at least a fraction of
merchandise tools. For instance, the cosmetic store applies merchandise
techniques and processes when choosing the lines of products, sorting
the products on the shelves, deciding about the variety and size of
the offer, communication and signage tools, assortments and prices
differing during the whole year, etc. Previously mentioned points are
just a small part of the entire process of merchandising. However, what
can be emphasizes and significant for this research particularly is visual
merchandising, in-store traffic and pricing. Those are the areas that
represent meeting points of merchandising and neuromarketing. In other
words, the results of manipulating with these tools in merchandising can

11 PRADEEP, A. K.: The Buying Brain: Secrets for Selling to the Subconscious
Mind. Hoboken. New Jersey : John Wiley & Sons, Inc. 2010.

12 TOUHAM], Z. 0., BENLAFKIH, L., JIDDANE, M., CHERRAH, Y., EL MALK]I,
H. 0., BENOMAR, A.: Neuromarketing: Where marketing and neuroscience
meet. In African Journal of Business Management, 2011. Vol. 5, No. 5, p.
1528-1532.

13 LEE, N,, SENIOR, C.: A Manifesto for Neuromarketing Science. In Journal of
Consumer Behaviour, 2008, Vol. 7, p. 263-271.

14 TOUHAM], Z. 0., BENLAFKIH, L., JIDDANE, M., CHERRAH, Y., EL MALK]I,
H. 0., BENOMAR, A.: Neuromarketing: Where marketing and neuroscience
meet. In African Journal of Business Management, 2011. Vol. 5, No. 5, p.
1528-1532.
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be explored more into deep with the neuromarketing techniques and
that is the area which this research is trying to tap in.

3 Methodology

Methodology used for the purpose of this research was both quantitative
and qualitative. The research itself was conducted in three phases.

The very first stage includes three important steps. Those steps are
the basis for any further research development and building. Since the
neuromarketing is the matter very hard to research without expensive
equipment and high financial funds, it was challenging to choose the
techniques and tools that would bring closer the point of neuromarketing.
However, during preparation phase and choosing of these approaches, I
contacted Professor Nick Lee, director of the Research Degrees Program
at Aston Business School and one of the top neuromarketing experts at
the moment via the e- mail. He elaborated that the neuroscience does
not have to be about the expensive equipment and that things can be
done simply by behavioural studies'®. In addition, he said that the
key is in explanation, meaning to try to find if there are some brain-
related explanations for certain behaviours. To be more precise, three
techniques were chosen: observation, focus group and interview. As it
can be noticed, all three are qualitative research methods. The reason
for the decision like this lays in the fact that this study is about how
consumers feel, react to certain product, company, or merchandising.
The third and final stage of the research process was the implementation
phase of above mentioned techniques.

15 Nick Lee, e-mail message to author, September 16,2013
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e
=Defining purpose
*Defining objectives/ research questions
*Finding validation based on previous research conducted (secondary data)
A
-
=Choosing the approaches and tools
=Forming questions, focus group and observation plan
sContacting potential participants (retailers) in the research
=~ 4
=Interview conducting N
*Observation
*Facus group
=Analysis ,interpretation of the collected data and reporting )

Picture 1: Three phases of research process
Source: Own processing

4 Results

Outcomes of the research were presented in several areas upon the goals
and research questions. Those are:

1. Behaviour categories

Experiments within the focus group lead to the more comprehensive
and deeper observation of consumers and their behaviour in the real
surroundings and conditions. That includes observation in dm stores.
During the observation that lasted for two weeks and at three locations,
a lot of customers went through dm stores. After careful consideration,
observation, coding and categorizing, several categories based on similar
behaviour have been formed. Categories refer to the different behaviours’
patterns that could be noticed during the observation, which were
similar in the number of features. The categories were primary created
based on observation, but enhanced and elaborated by the findings and
conclusions from surveys in the stores and conversations within the
focus group.
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Table 1: Behaviour categories

Category number |Category name

1 Traffic towards the right side

N

Targeted/ Planned purchase customers
Hesitance in the beginning and coming back afterwards, plus
changing the decision

Purchase for fun and relaxation

Reaction to segregated shelves that are called POS in dm

Purchase of the products on sales promotion and discount

Distracted buyers

(o< SN B (o) NN (2 B ¥ - [OV]

Long shopping experience

Source: Own processing

2. Prices influence

Mrs Covié-Mezet, assortment manager at dm indicated that they do price
changes for several reasons: sales promotions every two weeks, seasonal
discounts, delisting because of novelties or package changing, reducing
prices for the purpose of getting rid of the stocks or following market
trends. Following charts present the answers to the questions asked
withing the store about the behaviour towards price and discount of dm
products.

Q8

M Strongly disagree
M Disagree
 Neutral

M Agree

L Strongly agree

Chart 1: I always check for bargain offer/discount prices of products in
sales promotions flyer, ads or in-store promotion/discounts
Source: In-store interview (Anida Krajina)
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Q9

H Strongly disagree
Disagree

M Neutral

M Agree

ud Strongly agree

Chart 2: I always actively search for bargain/discount prices of products
when making shopping in retail shops
Source: In-store interview (Anida Krajina)

The effect of prices can be applicable in the process of brain connected
with reward system. In 2008 there was a study about the effect of
prices and congruence of neural activity and rewarding. As Al¢akovi¢
and ArezZina said, if subjects knew they were drinking expensive wine,
they would like the taste more and activity in the brain reward system
was growing.'® Therefore, marketing activity referred to the price and
increased the perception proportional to the price level. Before the act
of purchasing, nucleus accumbens is activated and it correlates with
product preferences, while high prices for example activate the insula
because of the anticipation of loss'’. Thus, high prices can affect dually,
anticipation of loss or feeling of reward/ utility. If it is a reward, then
amygdala activates. In search for rewards, human brain leads to winning
them.

3. Purchase decision making
If the process of buying and creating need in the ads fails, the emphasis

should be put on the activities within the store. Starting from the visual
effects in the store, to disposition and behaviour of staff, everything

16 ALCAKOVIC, S., AREZINA, N.: Neuromarketing: Nov naéin razumevanja
potrosaca (Neuromarketing - New way of understanding consumers).
Presented at 8" Scientific Conference with International Participation
Sinergija. March 2011. Bjeljina, Bosnia and Herzegovina

17 JAVOR, A, KOLLER, M,, LEE, N.,, CHAMBERLAIN, L., RANSMAYR, G.:
Neuromarketing and Consumer Neuroscience: Contributions to Neurology. In
BMC Neurology, 2013, Vol. 13, No. 13, p. 1471-2377.
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conspires to provide attractiveness for customers. For instance, dm
customers involved in focus group within the research for this thesis
were describing the dm as a way above all other similar retail shops.
They feel comfortable, personnel is professional and kind, the store is
clean, tidy, lightened and the products are visible and easy to find. One of
the subjects even said that she usually just has to buy something, because
if not, she would feel sorry.

Why do customers prefer one brand over other is the question that can
be addressed to brain scientists and consequently to neuromarketers.
Part of the brain responsible for the preference judgements is called
ventromedial prefrontal cortex (VMPFC) and it is located in the front
part of the cortex of human brain'®. What is particular for this area is
that in the blind testing, there is no difference in response, while in
open testing, when subjects know about the brand, hippocampus and
the DLPFC showed activity according to the brand preference'. This is
the general matter. But Javor et al. enhanced that when talking precisely
about the taste preference, like in the case of Coca Cola and Pepsi, VMPFC
was active, and when the judgements were based on both sensory and
the brand, hippocampus and DLPFC were active. Both of them are located
in the midbrain.

Not only brand preference in the form of information and ambiguity
influence the buying decision. Huge impact is made by the emotions,
memories and senses. This explains why dm customers, especially
women, during their shopping process taste the smell a lot, for instance.
The memories are triggered by the senses and probably at most, the
sense of smell. Smells that human encounter provoke recollection of
images and visual interpretation of events from the past. Gerald Zaltman,
NeuroFocus Advisory Board member, explains that if a TV ad is showing
a person tasting aroma of fresh coffee, it can trigger olfactory senses in
watchers?’. Since the dm products are majority cosmetics ones, and the
target market are women, the smell is even more important.

18 Ibidem

19 Ibidem

20 PRADEEP A. K.: The Buying Brain: Secrets for Selling to the Subconscious
Mind. Hoboken, New Jersey : John Wiley & Sons, Inc., 2010, p. 47.
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According to Pradeep, women had much more sensitive noses than
men and were better at connecting the smells to particular experiences,
words or pictures?.

The importance of sense stimulation was supported by the claim within
the focus group, when the one of ladies said that she got attracted by the
products wrapped in decorative paper and later on she stressed out that
she got amazed by nicely decorated windows of the shops. In 2008, there
was a research in which the fMRI was used to measure the difference
activity when the customers were exposed to attractive and unattractive
packaging?®2.

4. Some particular behaviours of dm customers and their neural
explanations

Table 2: Neural and psychological machinery behind consumer behaviours
in DM

Behaviour Explanation

Women do not |Participants of focus group as well as shopper inside the store,
notice emphasized [when asked the reason why they do not notice these shelves (called
shelves with items [POS in dm), they simply say they are not so noticeable or that they
on sales promotion. [do not know the exact answer. In the part of this thesis talking
about buying process in dm and decision making [ mentioned the
time needed for some stimuli to come into human consciousness.
When something happens, it evokes some neural activity in the
cortex, but the stimulus needs to be strong enough to keep the
neurons in cortex active and make for neural adequacy half second
later’. Speaking more understandable, somehow our brain, below
our awareness, spends few milliseconds deciding whether we
should be aware of some event or not. When talking about the
shelves that are not noticed by the customers, mainly it should
evoke visual centres at first.

21 PRADEEDP, A. K.: The Buying Brain: Secrets for Selling to the Subconscious
Mind. Hoboken, New Jersey : John Wiley & Sons, Inc., 2010.

22 PRADEEP, A. K.: The Buying Brain: Secrets for Selling to the Subconscious
Mind. Hoboken, New Jersey : John Wiley & Sons, Inc., 2010.

23 ORNSTEIN, R.: The Evolution of Consciousness - Of Darwin, Freud and
Cranial Fire: The Origins of the Way We Think. NY, USA : Simon & Schuster
Paperbacks, 1991. p. 149.
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If women
more
choosing
product,
reading
packaging, after
consideration  of
several products
they decide for the
first one tried.

spend
time in
the
smelling,
the

It seems that higher level of brain activation when assessing
the brand/ logo means that the brand is more important to the
person® The knowledge of the brand and its importance plays
significant role in the position of that brand in the market. As
Pepsi and Coke experiment showed, what brain “knows” about
Coke is more important than what it “feels” about Pepsi. After
seeing the product, visual cortex in the back of the head activates,
during checking the product (turning around) the mind triggers
memory circuits in the left inferotemporal cortex, slightly above
and forward of the left ear®.

A phenomenon called “time inconsistency” suggests that the brain
operates in two radically different ways. One part, the “reward in
the future” part that operates out of the prefrontal cortex is fairly
rational (from an economic perspective). The other part, the
“immediate gratification” part operates out of the more primitive
limbic region and behaves in an emotional, selfish and largely
irrational (from an economic perspective) way*. The researchers
say that act of deciding whether to buy a product or not lasts 2.5
seconds. That means that in the first 2.5 second of the contact with
the product, the brain decides whether the purchase will happen
or not. Eser et al.® elaborated that when product was registered as
“preferred” by the brain, the right parietal cortex switched on, this
time above and slightly behind the right ear.

For this behaviour, it was particular that women take in the hand
every product they observed and there is an interesting explanation
for that. Zurawicki® wrote that “touching products stimulates
the desire to buy by conferring the sensation of ownership.”
Additionally, he explained that this applies to neutral impressions
as well, which can clarify dm customers’ act of taking each product
from the shelf in choosing process.

24

FUGATE, D. L.: Neuromarketing: A Layman’s Look at Neuroscience and

Its Potential Application to Marketing Practice. In Journal of Consumer
Marketing, 2007, Vol. 24, No. 7, p. 388.

25

ESER, Z., ISIN, B. F, TOLON, M.: Perceptions of Marketing Academics,

Neurologists and Marketing Professionals about Neuromarketing. In Journal
of Marketing Management, 2011, Vol. 27, No. 7 and 8, p. 854-868.

26

FUGATE, D. L.: Neuromarketing: A Layman’s Look at Neuroscience and

Its Potential Application to Marketing Practice. In Journal of Consumer
Marketing, 2007, Vol. 24, No. 7, p. 390.

27

ESER, Z., ISIN, B. F, TOLON, M.: Perceptions of Marketing Academics,

Neurologists and Marketing Professionals about Neuromarketing. In Journal
of Marketing Management, 2011, Vol. 27, No. 7 and 8, p. 854-868.
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Customers entering|During the conversations with dm customers within the focus
the store are going|group, they were not quite aware of this behaviour, meaning
to the right side. that the process is done unconsciously. Why is this behaviour
particular? This might be interesting, especially for merchandising
(assortment for example), because if consumers mainly look at
the right side, the products wanted to be noticed and sold should
be arranged according to that. In his article at Business Insider,
Lubin’ claimed that most stores moved customers from the right
to the left and it was not accidently that the products likely to be
bought were along the right side of the aisle. The explanation for
moving to the right is in the fact that most of the people are right
footed, they prefer to turn right and like to walk counter clockwise
through the store. Additionally, SRC® mentioned the studies that
showed customers looked to right wall at a 45 degree angle from
the entrance. That means that this area is an incredibly important
visual cue to dm customers. However, exact processes in human
brain have been unknown and could be the subject of future
research frames.

Source: Own processing

5. DM merchandising benefiting from neuromarketing

DM merchandising could benefit from applying neuromarketing
techniques in several areas:

¢ Recognizing the cause and factors that maintain dm customers’
trust in dm or brands and enhance it as competitive advantage;

» Understanding the perception of price and develop the platform for
optimal pricing strategies and decisions;

e Improving the difference between individuals and cultures and
potentially use those information to modify assortment strategies,
disposal of products, visual merchandising techniques and creation
of prices;

e Enhance the design of the stores, private brands and categories
according to the recognized consumers’ preferences.

28 ZURAWICKI, L.: Neuromarketing - Exploring the Brain of the Consumer.
Heidelberg, Germany : Springer - Verlag Berlin, 2010, p. 85.

29 LUBIN, G.: 15 Ways Supermarkets Trick You Into Spending More Money.
2011. [online]. Available at: <http://www.businessinsider.com/
supermarkets-make-you-spend-money-2011-7?op=1> [3.3.2014].

30 SPECIALTY RETAIL COLLECTIVE: Traffic Flow: Make it Work to Maximize
Sales. 2011. [online]. Available at: <http://www.specialtyretailcollective.
com/traffic-flow-make-it-work-to-maximize-sales/> [4.3.2014].
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The way this could be done is hard, demands high costs and long time. This
is especially because we are talking about the developing market of Bosnia
and Herzegovina. However, the dm is internationally recognized company
and it is possible to, at least, show certain attempt in applying new
marketing techniques. For instance, everything could start from creating
alternative arrangements and test them to determine which works the
best to boost positive reactions within their particular stores. In addition,
one of the methods can be the search for backup explanation in the human
brain. As Lee et al. said, the neuroimaging gives the “layer of theory” on top
of the actual cortical activity measure.?! And the human brain can never lie.

Specific suggestions for dm merchandising enhancement

Music in the stores Pleasant music affects longer consumption and
perception time, less negative emotional reaction and more desire to
affiliate with retailer®’. This could enhance consumers’ response to the
dm store environment. Zurawicki* stated that the results of one research
from 2005 showed increase of psychometrical ratings and psychological
involvement when sound and picture were combined (compared to
solely picture or solely sound effects). Therefore, visual perceptions
enriched with music can enhance emotional experience, which is crucial
in customers’ decision making and brand connection.

Moving POS shelves (special promotion shelves) Lubin®** mentioned that the
most profitable area of the store was checkout line, explaining that after few
minutes in line, people succumbed to temptation. Additionally, if the dm
would rely on old brain theory aforementioned, the old brain recognizes the
contrast and it can easily and quickly make decisions in such surrounding®®.

31 LEE, N, BRODERICK, A. ]., CHAMBERLAIN, L.: What is ‘neuromarketing’?
A Discussion and Agenda for Future Research. In International Journal of
Psychophysiology, 2006, Vol. 63, No. 2007, p. 203.

32 DUBE, L., MORIN, S.: Background Music Pleasure and Store Evaluation
Intensity Effects and Psychological Mechanisms. In Journal of Business
Research, 2001, Vol. 54, No. 2001, p. 107-113.

33 ZURAWICK]I, L.: Neuromarketing - Exploring the Brain of the Consumer.
Heidelberg, Germany : Springer - Verlag Berlin, 2010, p. 851.

34 LUBIN, G.: 15 Ways Supermarkets Trick You Into Spending More Money.
2011. [online]. Available at: <http://www.businessinsider.com/
supermarkets-make-you-spend-money-2011-7?op=1> [3.3.2014].

35 RENVOISE, P, MORIN, C.: Neuromarketing: Understanding the “Buy Buttons”
in Your Customer’s Brain. Nashville, Tennessee, USA : Thomas Nelson, Inc.,
2007, p. 101.
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Club Card Pradeep?® explained that for women, any bonding activity that
had link to retailer or brand would be appreciated and remembered.
Social connections are crucial and women like the feeling of being
included.

5 Limitations and heading to the future

Because of the exploratory nature of the study, the result of it can be
considered as observational. The number of subjects included in the
research process might be considered potentially low, and the test
population should be larger in order to avoid low number of respondents
for certain stimulus, or low number of subjects as representative of
certain behaviour category.

Probably the most important limitation of all is the lack of exact
neuromarketing equipment for measuring brain signals and further
research of this matter should include the direct use of those. The lack
of the equipment is certainly due to its unavailability and high costs.
However, the usage of any brain scans would make the whole research
process wider and it would place it on the higher level.

Neuromarketing has both, advocates and critics, but the inevitable is that
advanced neuroimaging technologies will bring changes into the market
and marketing persuasion®’. Forbes wrote that Uma R. Karmarkar (an
assistant professor at Harvard Business School who sports PhDs in both
marketing and neuroscience) expected that brain data would play a key
role in the future research about the consumer choice. The inevitable
potential of neuromarketing is to “hit on the subconscious biases”, which
has been unable to be discovered by traditional advertisement and
marketing research methods®®.

36 PRADEEP A. K.: The Buying Brain: Secrets for Selling to the Subconscious
Mind. Hoboken, New Jersey : John Wiley & Sons, Inc., 2010, p. 75.

37 WILSON, M. R, GAINES, J., HILL, R. P.: Neuromarketing and Consumer Free
Will. In The Journal of Consumer Affairs, 2008, Vol. 42, No. 3, p. 389- 410.

38 LAURI, P, JYRK]I, S., JARMO, H., SINI, M., JUSSI, N.: Measuring the Willingness
to Purchase Using Methods of Neuromarketing. 2012. [online]. Available at:
<http://www.laurea.fi/fi/tutkimus_ja_kehitys/julkaisut/laurea_julkaisut/
Documents/7.%20Palokangas%20et%20al%20Measuring%200f%20
Willingness%200f%20Purchase%20using%20methods%200f%20
Neuromarketing.pdf>[17.1.2014] .
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SOCIAL MEDIA AS THE INOVATION OF THE RECRUITING
AND JOB - SEEKING

Eva Kretikovad

Abstract

The paper defines social media as a tool or place for recruiting and job seeking. It
compares and analyses the results of American surveys in terms of use of social
media in connection with the labour market and reflects the situation recruiters
and organizations use social media to find potential employees. The last part of
the contribution compares social job seeker in the United States and Slovakia.

Key words:
Facebook. Hiring. LinkedIn. Social Media. Social Job Seeker. Recruiter. Twitter.

Introduction

Relevant information on current EU Statistical Office (Eurostat) for the
year 2013 say that three quarters of Slovaks use the Internet at least
once a week and up to 61 % use it daily. The percentages indicate the
fact that Slovakia need not fear that the use of internet lags behind other
countries. The oppositeis applied to the usage of social media for purposes
connected with the labour market, such as social job seeking and social
recruiting and hiring. In comparison to the United States we can talk
about very beginning in Slovakia. Social media has become an increasing
source of quality information for recruiters and resumes in United States.
Number of organizations that are looking for their employees through
social media such as Facebook, LinkedIn or Twitter grows daily as well as
the number of social job seekers who are looking for active or passive job
just mentioned through social media. The results of American surveys
show all social job seekers and HR departments or social recruiters.
Social media such as Facebook, Twitter or LinkedIn network generally
work in the same way in the United States as in Slovakia. This is a reason
to ask some questions. Who are the social recruiters, HR departments
or organizations in Slovakia? What are the most commonly used social
networks to find potential employees? Who is called social job seeker
in Slovakia and what is the demographic point of view compared to the
America? Through which social networks are social job seekers looking
for a job most frequently in Slovakia? There are many questions that are
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not yet answered in Slovakia in the context of social media as a tool for
work searching or searching for new employees by recruiters.

1 Social media on the labour market

Social media is at the intersection of technology and human interaction.
People gradually shift to websites which offer the opportunity for greater
human interaction. Social media is an online place where people can
leave comments and share information. The first social networks were
developed in the middle of 90s in the United States. They were networks
through which students communicated with each other. These networks
have paved the way for today’s networks, including Facebook, LinkedIn,
Twitter, Google plus and more.!

Today, social networks, respectively social media do not only refer on the
students who communicate with each other. We can talk about the world
of individualities connected to the world of companies or organizations.
“The social media revolution has given consumers around the world the
most powerful voice they have ever had. It is also forced companies to think
about how they can be more transparent and responsive.””

For companies, it is advantageous to use social media to find employees
also for business reasons. If some company is active on social media,
the public will pay more attention to the company in the future and it
will be easier to identify the brand. We are talking about building brand
awareness, which will help the company in its business.

The mostsurveys of recruiters across the United States revealed that 80 %
of employers have already been using or planning to use social networks
to identify and attract job candidates. Depending on some industry, what
types of jobs the companies recruit for, and where companies are in the
recruiting cycle, one or a combination of these social networks might
make the most sense. Most of recruiters are focused on LinkedIn only,
the world’s biggest working network. Clara Shih in her book called The
Facebook Era also argues that: “great recruiters go where the candidates

1 KULHANKOVA, H., CAMEK, |.: Fenomén Facebook. Kladno : Jakub Camek -
BigOak, 2010, p. 9.

2 KERPEN, D.: Likeable social media: how to delight your customers, create an
irresistible brand, and be generally amazing on facebook (and other social
networks). New York : McGraw - Hill. 2011, p. 4.
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are - and, increasingly, this is not only on LinkedIn, but also on Facebook
and Twitter.” In general, social media is comprised of what we want to
describe here as Facebook, LinkedIn and Twitter.

LinkedIn

LinkedIn is a large professional network where members connect with
each other, participate in Groups, connect, and interact with each other.
LinkedIn has over 260 million members (early 2014), and is widely
viewed as the most business-like and professional of the social networks.*
Used by more than 95 % of white collar employers in the United States.
LinkedIn now has more than 50 million business professionals among
its membership across 150 different industries. Member profiles are
similar to a living version of résumé, which is ideal for recruiters seeking
up-to-date information about a candidate.®

Twitter.com

Twitter is a free social networking and microblogging service that enables
its users to send and read messages known as tweets. Tweets are text-
based posts of up to 140 characters displayed on the author’s profile page
and delivered to the author’s subscribers who are known as followers.
Twitter has 235 million members (early 2014). Approximately 42 % of
U.S. recruiters have tried using Twitter for recruiting, with mixed but
mostly positive results.®

Facebook

The Facebook is the largest social network or social networking website,
where users can add their friends and send them messages. Users of
social network can create and update personal profiles to notify friends
about themselves. Additionally, users can join networks organized by
city, workplace, and school or college. With over 1.2 billion members
worldwide (early 2014), Facebook is the largest social network used by
59 % of U.S. white collar employers, Facebook is emerging as a popular
recruiting tool because of its extensive reach to 500 million people

3 SHIH, C.: The Facebook Era: Tapping Online Social Networks to Market, Sell,
and Innovate. Boston : Pearson education, Inc., 2010, p. 160.

4 JOYCE, P.S.: Guide to Social Media & Job Search. [online]. Available at:
<http://www.job-hunt.org/social-networking/social-media.shtml>
[12.10.2014].

5 SHIH, C.: The Facebook Era: Tapping Online Social Networks to Market, Sell,
and Innovate. 2" Edition. Boston : Pearson Education, Inc., 2010, p.161-163.

6 Ibidem
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around the world - more than an order of magnitude larger than either
LinkedIn or Twitter.’

2 Increasing of social recruiting

Jobvite is the leading recruiting platform for the social web in the USA.
Today’s fastest-growing companies use applicant tracking, recruiting
CRM and social recruiting software solutions from Jobvite to target the
right talent and build the best teams. In the USA, Jobvite.com carried
out a survey and asked over 800 employers if they were planning to use
social media for their recruiting, finding that: in 2008 it was only 78 % of
respondents and in mid-2013 the result was - 94 % of employers.?

2008 2011

W used social media by recruiters B used social media by recruiters

m not used social media by recruiters m not used social media by recruiters

2013

W used social media by recruiters

m not used social media by recruiters

Chart 1: A growth of social recruiting
Source: Own processing. Data: jobvite.com

The main reason why is important for people to use social media when
looking for a job is that recruiters often and still more use the social
media in order to look for and hire new people. Dan Finnigan, Jobvite’s

7  Ibidem
8 JOYCE, P. S.: Guide to Social Media & Job Search. [online]. Available at:

<http://www.job-hunt.org/social-networking/social-media.shtml>
[12.10.2014].
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CEO said: “Companies that are hiring the most people in the shortest
periods of time are the ones who are more aggressively pursuing social
recruiting. Companies with the most growth opportunities are trying to
get better, higher-quality candidates through social recruiting.” The
Jobvite research findings indicate that recruiters prefer LinkedIn when
searching for candidates. According to a survey conducted by social
recruiting company JobVite, 94 % of surveyed recruiters claim that they
use social media to find job candidates. A hefty 94 % report they use
LinkedIn not only to search for candidates, but also to keep tabs on them
during the hiring process. The second most used social media is Twitter
and from 65 % just 25 % use Facebook to check candidates after the
interview process. For job seekers the Facebook is the most popular way
of searching for job. While 94 % of recruiters are active on LinkedIn, only
36 % of job seekers are.'®

Gmail plus
Twitter
| for recruiters
LinkedIn u for job seekers
Facebook
I I T T I
0% 20% 40% 60% 80%  100%

Chart 2: A comparison of using social media by recruiters and job seekers
Source: Own processing. Data: jobvite.com

9  LEVINSON, M.: Social Networking Ever More Critical to Job Search Success.
[online]. Available at: <http://www.cio.com/article/2417135/careers-
staffing/social-networking-ever-more-critical-to-job-search-success.html>
[11.10.2014].

10 FUSCALDO, D.: Using Social Media for Job Search. [online]. Available at:
<http://www.foxbusiness.com/personal-finance/2014/06/20/using-
social-media-for-job-search/>[10.10.2014].
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The American study of The Society for Human Resource Management’s
2013 survey indicated that while a majority (92 %) of respondents used
LinkedIn, 58 % also employed Facebook, 31 % used Twitter and 25 %
used Google plus. Less than 10 % of employers used sites such as
YouTube, Pinterest, Myspace and Foursquare.!!

1 |
Google plus 25%
Twitter 31%
| for recruiters
Facebook 58%
LinkedIn 92%
| | | \
T T T T

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

Chart 3: The most commonly used social media by recruiters
Source: Own processing. Data: The Society for Human Resource Management’s
2013 survey

Compared to the second American research, we have found a high
degree of similarity between the results of both surveys, as far as the
qualitative aspects of both American surveys are concerned. Despite the
changing numeric values of the surveys, the order of social media used
by recruiters and organisations remains valid.

The Society for Human Resource Management’s 2013 survey also
made a research. Research shows that employers benefits from using
social media to attract candidates. The research found out that 77 %
of organizations use social networking sites to recruit potential job
candidates. The data also revealed that 69 % of organizations use social
networking tools to target and recruit candidates with specific skill sets,
67 % use social networking to increase employer’s brand and recognition

11 SALPETER, M.: How to use social media to land a job. [online].
Available at: <http://money.usnews.com/money/blogs/outside-
voices-careers/2014/04/16 /how-to-use-social-media-to-land-a-job>
[12.10.2014].
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and 57 % use it to allow potential candidates to easily contact their
organization when looking for a job.!?

90%
80%
70%
60%
50%
40%
30%
20%
10%
0% T T T 1
recruit potencial target and increase allow potencial
job candidates recruit employer brand  candidates to
candidates with and recognition  contact their
specific skill sets organisation

Chart 4: How organisation use social media
Source: Own processing. Data: The Society for Human Resource Management’s

2013 survey

The new trend of social recruiting and hiring is not so significantly
widespread in Slovakia as it is in the United States. However, there are
a few companies that in addition to classical biographies widely use
Facebook, Twitter or LinkedIn to find new employees or verify the
information through the résumés, which candidates have shared on the
social networks.

Jana Holubekova, director of human resources Generali Slovakia
says: “When selecting new employees we use apart from standard
advertising also, to a lesser extent, the social networking site LinkedIn and
Facebook. LinkedIn is for us for several years a good source especially for
finding technical positions (eg IT), but also other positions. If we like the
profilewe will reach the person concerned. Our human resources specialists
at the same time very successfully use their accounts created on Facebook

12 SALPETER, M.: How to use social media to land a job. [online].
Available at: <http://money.usnews.com/money/blogs/outside-
voices-careers/2014/04 /16 /how-to-use-social-media-to-land-a-job>
[12.10.2014].
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for advertising in order to search for candidates for particular back-office
positions and various part-time jobs.""

Marcela Liptajova, Talents & culture manager of agency Wiktor
Leo Burnett says: “When searching for candidates I use social networks,
primarily LinkedIn. Once I found a girl who worked on creative position
in Vienna, with an interesting cross-section of experience, foreign studies
published on a number of social media. Wiktor Leo Burnett addressed her
hrough LinkedIn, and from January 2013 she is a part of the team of the
Slovak Agency Wiktor Leo Burnett.“'*

3 Identification of social job seekers in the social media era

Jobvite survey realized in 2014 identified people called job seekers. The
first finding is, that among job seekers, there are more women (70 %)
than men (30 %), mostly aged from 18 to 39 (70 %). Their average
income is above 100 000 dollars per year (30 % of responders) and
their education is diverse. Most often these are high school graduates or
less educated people or less (33 %) and people with college education
(33 %)."°

13 Ako zaujat pri hladani novej prdce cez internet? [online]. Available at:
<http://zena.sme.sk/c/6695943 /ako-zaujat-pri-hladani-novej-prace-cez-
internet.html> [13.10.2014].

14 Ibidem

15 Jobvite job seeker nation study. [online]. Available at: <http://web.jobvite.
com/rs/jobvite/images/2014%20Job%20Seeker%20Survey.pdf>
[14.10.2014].
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Age
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Chart 5: Information about type of american job seeker
Source: Own processing. Data: jobvite.com

The survey could not define who is the prototype of job seeker, because
there are too many subgroups of job seekers who were more depending
on social media in their job search in the USA. The result of the mentioned
Jobvite survey is the assumption that social job seekers are younger,
wealthier, more highly educated and more likely to be employed full-
time.®

Social media as an online tool which could help recruiters to have a clear
data about people, who they are, what have they done, how they might
fit into their corporate culture before they even talk to them. Employers
and recruiters see how people use social media and from that they could
have an indication of how well people communicate (grammar, spelling,
clear ideas), including their work history and education, how they spend
their free time, how open they are with other people and other important
information.”

16 Ibidem
17 Ibidem
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The interesting facts from the survey results are that more than 93 % of
recruiters look at a candidate’s social profile. However many job seekers
share pictures of themselves drinking on Facebook. We expect pictures
taken during parties may be decisive for recruiters. Facts relying on
survey state that the opposite is true: ,More recruiters react negatively
to profanity (65 %) and grammar and punctuation errors (61 %) than to
references of alcohol use (47 %).""®

Results of these surveys motivated us to make our own study to find
out who is the social job seeker in Slovakia. The aim of our study was to
identify the most common social job seeker and find out demographics
information about him. We detected which social media were used by
potential job seekers in Slovakia and if they were active or passive in
different types of social media during job — seeking. For the same reason
we want to compare our results with the American results of Jobvite survey
related to American social job seekers. For that purpose we made a survey
involving 205 respondents. Data collection was performed from 11th till
19th October 2014 by electronic questioning. We applied a standardized
questionnaire. The electronic questioning was shared via the Internet and
mostly by social media (Facebook, LinkedIn, Twitter). The aim group of the
study was particularly to hit users of social media.

%

Age
8%

o . 18-29

women 30-39

TN 40-54

90%
Education
am
HIGH SCHOOL OR LESS
ank

FIRST COLLAGE GRAD
a1%

SECOND COLLAGE GRAD

5%
POS GRAD (THIRD GRAD)

Chart 6: Information about type of Slovak job seeker
Source: Own processing. N = 205 respondents (Facebook, Twitter and LinkedIn
users)

18 Jobvite job seeker nation study. [online]. Available at: <http://web.jobvite.
com/rs/jobvite/images/2014%20Job%20Seeker%20Survey.pdf>
[14.10.2014].
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The results from this study are that the most job seekers are women
(70 %) and less men (30 %) between the ages of 18 and 29 (90 %). In
comparison with the American results of Jobvite survey, the results of our
study are quite similar facts. Education level of the Slovak respondents
is high. These people are mostly high school graduates or less educated
or less (30 %) and people who have finished college (41 %) as well as
job seekers in the United States. The study also evaluates the use of
various social media by respondents (social job seekers) when they
seek for a job. Overwhelming majority of Slovak respondents searching
for a job use the social networking site Facebook (72 %). Compared to
American survey the results are very similar and show that the trend
of the American population (83 % of Facebook social job seekers) in
search of work over the Internet is to use very fast approaching. Many
of respondents are active on social media that allow them to search for a
job in Slovakia (67 %). However, 50 % of them have never received a job
offer from any company and any recruiters on the social media. These
results are demonstrated by Chart 7, Chart 8 and Chart 9.

Any

M for job - seekers
LinkedIn

Facebook

Twitter -
T T

0% 20% 40% 60% 80%

Chart 7: Which of the social media is used for job - seeking

Source: Own processing. N = 205 respondents (Facebook, Twitter and LinkedIn
users).

Q: Which of the social media have you ever used in finding a job / internship /
practice?
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WYES ®mNO

Chart 8: Active social job seekers
Source: Own processing. N = 205 respondents (Facebook, Twitter and LinkedIn

users).
Q: Actively looking for (or you were looking for) a job/experience/internship on

social media (LinkedlIn, Facebook, Twitter)?

Email, Web, personal agency

Any company offered the
responders a job

Twitter
= Job offered by company

Facebook

Linkedin

0% 10% 20% 30% 40% S50% 60%

Chart 9: Job offered by company through social media

Source: Own processing. N = 205 respondents (Facebook, Twitter and LinkedIn
users).

Q: Through which medium have you addressed some potential employees / job
applicants?
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Conclusion

In the paper we defined social media as a tool or place for recruiting and
job seeking. We compared and analysed the results of American surveys
in terms of use of social media in connection with the labour market and
reflected the situation of recruiters and organizations related to use of
social media to find potential employees. The last part of the contribution
presented the results of our survey and compared social job seekers in
the United States and Slovakia. The results show that the prototype of
Slovak social job seeker is mostly young woman, between the ages of 18
- 29 a graduate - after high school or college, using mostly Facebook and
sometimes LinkedIn to search for a job. These results are comparable to
results of American Jobvite survey, where the typical social job seeker is
determined by almost the same social traits as job seekers in Slovakia.

Based on these findings and comparisons, we conclude that innovation
in the use of social media for job seeking has arrived to Slovakia and
this trend is largely used mainly by young generations Z and Y. When
using social media for recruiting, this innovation is slightly behind the
United States and society in Slovakia tends to use social media rather
than as a supplement or as a second option to primary classic reading of
résumés. However this topic still refers to a large number of unanswered
questions in which we want to deal with by future contributions also in
connection with writing dissertation thesis titled On-line communication
as a tool of graduates in the labour market.
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CSR REPORTING AS A TOOL OF MARKETING
COMMUNICATION OF COMPANIES IN SLOVAKIA

Dana Kubalidkovad

Abstract

The theme of social responsibility in Slovakia is not so widespread as in other
countries. This is due to the fact that Slovak companies are not informed in this
area as much as large multinational corporations, which may have a concept of
socially responsible business anchored in its business philosophy for decades.
This is also reflected in the way that companies reports about their socially
responsible activities. The paper presents results of an analysis of the annual
reports of the selected groups of undertakings operating in Slovakia. This
analysis was conducted in 2014 on a sample of 50 companies from the TOP 200
largest non-financial companies in Slovakia, published in the special supplement
TREND Magazine - TREND TOP 2013. According to results of an analysis of the
annual reports we can answered the questions whether annual reports include
information about CSR activities of companies in the three areas of corporate
social responsibility, and whether their content varies depending on the
industry in which it operates and how companies reports about their activities
in annual reports, which are currently considered as a strong tool of marketing
communication.

Key words:
Socially responsible marketing. Social responsibility. Corporate social
responsibility. Three pillars of CSR. Reporting. Annual report. Company.

Introduction

The concept of social responsibility penetrates into businesses from the
second half of 20th century. The question “how” to gain the biggest profit
gradually changes to the question “which way” to gain this profit. Based
on the principle of corporate social responsibility the companies should
during their marketing activities take into account requests and long-
term interests of consumers, requirements of business partners and last
but not least long-term interests of the whole society.! By non-respecting
the requirements of consumers the company does not gain desired
demand for its products or services which increases the pressure of
competition and the company loses its position on the market. It shall

1 KOTLER, P. et al.: Moderni marketing. 4" European edition. Praha : Grada
Publishing, 2007, p. 244.
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not be forgotten that the aim of business is not only to maximize the
revenues, but also to maximize long-term gains. This modern concept
of business leads to wider view of business itself and it is based on
three basic pillars, so called triple bottom line (Picture 1), which are
economic (profit), social (people) and environmental (planet) pillar,
while in the literature we can also find the designation of so called 3P -
profit, planet, people.? Company applies these CSR principles voluntarily,
beyond its legislative responsibilities. Corporate social responsibility
shall be in compliance with the mission and vision of the company and
in compliance with its social function. It has to be anchored in the whole
marketing strategy and it has to be in line with ethical understanding of
the enterprise management.? Only this can cause that the company will
be perceived as socially responsible by its environment.

CORPORATE
SOCIAL
RESPONSIBILITY

Picture 1: Triple bottom line
Source: KUNZ, V.: Spoleenskd odpovédnost firem. Praha : Grada Publishing, 2012,
p. 20. (adjusted by author)

Although the interpretations of CSR differ depending on individual
groups of interest, it is possible to define basic principles of this concept?,
namely:
¢ Voluntariness. Companies execute CSR activities voluntarily,
beyond the scope of their responsibilities defined by legislation.

2 KUNZ, V.: Spolecenska odpovédnost firem. Praha : Grada Publishing, 2012, p.
20.

3 KOPECKY, L.: Public relations : Déjiny - teorie - praxe. Praha : Grada
Publishing, 2013, p. 77.

4 KASPAROVA, K., KUNZ, V.: Moderni p¥istupy ke spolecenské odpovédnosti
firem a CSR reportovdni. Praha : Grada Publishing, 2013, p. 16.
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» Active cooperation with all stakeholders. It enables creation of
so called win-win situations. Both parties profit from the mutual
relation - company as well as stakeholders.

* Transparency and open dialogue with stakeholders. Companies
shall enable stakeholders to access information related not only to
the economic performance of the company.

e Complexity and company operation with respect to the so
called triple bottom line business. Companies focus on economic,
environmental and social aspects of their activity within society
where they operate.

e Systematic nature and long-term horizon. CSR is permanently
incorporated into company values, business strategy and processes
on all levels of business.

* Responsibility towards the society and commitment of
companies to contribute to the development of life quality.
Social responsibility represents fulfilment of ethical requirement,
and thus to work in favour of the society.

Apart from the stated principles the current CSR definitions are based
on the principle of neutrality and generality and by this they express
the commitment to contribute to the development of quality of life.> It is
only the decision of the company and its strategy to which of the stated
principles it decides to put the biggest emphasis.

1 Place of CSR in the enterprise marketing communication

The basis of creation of company marketing strategy is the creation of
marketing mix, which is “a set of tactical marketing tools - product, price,
distribution and communication policy, which enables the company to
adjust the offer based on the desire of consumers on the target market.”
All parts of the marketing mix which, if they are correctly set, provide
the customer the highest possible value and fulfil marketing aims
of the company, are part of the marketing program.” Among the main
marketing aims are, besides the creation of profit and satisfying the

5  Institt zamestnanosti: Uvod do spolocensky zodpovedného podnikania.
[online]. Available at: <http://www.iz.sk/sk/projekty/spolocenska-
zodpovednost-podnikov/CSR-uvod> [17.3.2014].

6 KOTLER, P, ARMSTRONG, G.: Marketing. Praha : Grada Publishing, 2004, p.
105.

7  Ibidem, p. 107
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needs of customers, the provision of information to current and potential
customers with the aim to increase demand for products offered by the
company, as well as to inform about the activities of business and last
but not least to build corporate identity and to ensure positive corporate
image.

The term marketing communication is closely related to the term
communication process which is defined as a transfer of message from
sender to the recipient. This process takes place “between the seller and
buyer, company and its potential and actual customers, as well as between
company and its other groups of interest”® Reporting of the corporate
social responsibility falls under the set of tools of communication
policy of company, which is performed via the communication mix,
which consists of four basic communication tools, i.e. the marketing
communication tools which are advertising, sale support, public
relations and direct marketing, i.e. personal sale.” Communication policy
in a company fulfils several aims. These are economic aims (so called
aims of sale) and non-economic aims (so called communication aims),
which are further divided to information aims, the role of which is to
inform about the existence of product/brand and emotional aims, the
role of which is to create positive attitude and preference of consumers
towards the stated product/brand.! Zamazalova speaks about strategic
and tactical aims of marketing communication.'! She states that strategic
aims can be achieved in a long-term planning interval while tactical aims
are based on strategic aims and have short-term character. It is important
that the communication strategy shall be in compliance with marketing
strategy, otherwise the marketing aims cannot be fulfilled. It is possible
to state that corporate social responsibility is part of the non-economic
and strategic aims of the marketing strategy of a company.

8  PRIKRYLOVA, J., JAHODOVA, H.: Moderni marketingovd komunikace. Praha :
Grada Publishing, 2010, p. 21.

9  MACHKOVA, H.: Mezindrodni marketing. 3™ Updated and reviewed edition.
Praha : Grada Publishing, 2009, p. 169.

10 SRPOVA, ], REHOR, V. et al.: Zdklady podnikdni. Praha : Grada Publishing,
2010, p. 219.

11 ZAMAZALOVA, M.: Marketing obchodni firmy. Praha : Grada Publishing,
2009, p. 186.
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2 CSR reporting of corporate activities

At the point when a company decides to introduce the concept of social
responsibility into its business activities, it shall not forget to publish
them regularly. Communication of CSR activities shall be aimed not only
at customers, business partners or investors, but also at employees of the
company, local community, consumer organizations or general public.'
According to Steinerova the corporate reporting shall not lack any of
the thematic blocks which are corporate connections, management of
social responsibility, performance of the company and report creation
process.!? For the social responsibility to have impact on the image of a
company it is necessary that the company informs mainly the public, all
involved internal and external relation and target groups, that means its
employees, co-workers and stakeholders about its socially responsible
activities.!* Information provided by the company to public shall be
comprehensible, regular and shall in time provide substantial and most
importantly true information about activities, strategy and procedures
applied during the business activity.

Companies should invest their effort and means to inform the general
public about their actions in the field of corporate social responsibility
and seek all possible methods which could lead to communication
between them and their internal and external stakeholders. This
communication can be performed via company web pages, packages and
labels of products, leaflets, brochures, handouts, company magazines and
newspapers, intranets, company information boards, CSR presentations
on events for employees, customers or business partners, etc.!> Another
option are regular annual reports which contain information about CSR
activities of the company or individual CSR reports which unlike annual
reports, provide the public with non-financial information.

Annual report belongs among non-periodical means of press. It is an
official document and according to Commercial code it shall be issued

12 KUNZ, V.: Spolecenskd odpovédnost firem. Praha : Grada Publishing, 2012, p.
124.

13 STEINEROVA, M. In KUNZ, V.: Spolecenskd odpovédnost firem. Praha : Grada
Publishing, 2012, p. 125.

14 VYSEKALOVA, J., MIKES, ].: Image a firemnf identita. Praha : Grada
Publishing, 2009, p. 106.

15 KUNZ, V.: Spolecenskd odpovédnost firem. Praha : Grada Publishing, 2012, p.
124.
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by public limited companies, as well as limited liability companies,
executive directors, entrepreneurs, cooperatives and state companies in
case a specific law orders them to do so. The same obligation applies
to foundations and endowment companies.'® Publishing the annual
report on an internet page of the company increases its accessibility
and nowadays its electronic version becomes a standard. Issue of social
responsibility, the importance of which is still increasing, takes an
important place in the annual reports. Regular annual reports about CSR
are very valuable for enterprise stakeholders because they provide them
with more complex information about the operation of a company and
at the same time they can become very important impulse for starting
dialogue between the company and stakeholders.!” By publishing CSR
activities the company can distinguish from competition in competitive
environment and build its prominent place on the market.

3 Aim

The main target of analysis of selected annual reports was to determine
the level of CSR reporting activities in annual reports of selected
companies operating in Slovakia. The analysis was aimed at economic,
social and environmental area of corporate social responsibility.
Individual categories based on which were the selected annual reports
assessed, were adapted to these areas. Categories 1 to 5 fall within the
economic field (marked EK1, EK2, EK3, EK4, EK5), categories 6 to 11
belong to social field (marked S6, S7, S8, S9, S10, S11) and categories
12 to 15 belong to the environmental field (marked EN12, EN13, EN14,
EN15). Selected categories were defined as follows:

1) Defining strategies in the economic field (accurate
determination of specific targets, definition and description of
standards followed by the company in this field; activities leading
to fulfilment of stated targets, information about the financial
situation, performance and changes in the financial situation of a
company).

2) Benefits provided to employees (total financial benefits, which
include regular contributions (e.g. for pensions, insurance,
company vehicles and private healthcare facilities); other support

16 SVOBODA, V.: Public relations - moderné a ti¢inné. Praha : Grada Publishing,
2009, p. 157.

17 KUNZ, V.: Spolecenskd odpovédnost firem. Praha : Grada Publishing, 2012, p.
124-125.
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for employees such as accommodation, interest-free loans, public
transport contributions, grants for education, retaining; payments
at employees” dismissal).

3) Support of local suppliers (provision of materials, products
and services by local suppliers which have their seat on the
same geographical market as the manufacturing plant (i.e. no
international payments are performed) and this either within the
chain of suppliers of the whole plant, or solely within its specific
localities).

4) Investments to infrastructure and services provided primarily
for public benefit via commercial, non-profit or benefit events
(investments to technical and social equipment of communities,
sport centres, healthcare and social centres, building of facilities
(e.g. water pipelines, roads, schools or hospitals) primarily serving
rather for provision of public services or goods than for commercial
purpose, during which the organization does not expect gaining of
direct economic profit; provision of publicly beneficial service with
the use of direct payment of operational costs or via provision of
own employees for these facilities or services).

5) Sponsorship (sponsorship aimed at certain area - culture,
sport, entertainment, art, sponsoring of good purposes - MUSH
sponsoring).

6) Defining strategy in social field (accurate determination of
specific targets, definition and description of standards followed
by the company in this field; activities leading to fulfilment of
stated targets).

7) Health and safety of employees (securing safety, health and
working ability of employees; OHS trainings, technical inspections
of machines, work premises; safe working procedures; necessity
of protective clothing while working, in line with regulations).

8) Observance of the policy of equal opportunities (provision
of equal work opportunities for women, minority groups,
handicapped people; equal salary for performance of the same
work regardless of the gender, age, religion, race; enabling
continuous work development of employees; support of young
families of own employees; possibility for women to return after
maternity leave).

9) Anti-corruption policy (clear determination of specific targets;
definition of standards followed by the company in this field and
procedures in case of breach of these standards).
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10) Increasing of customers’ satisfaction when purchasing goods
and services (post-warranty service; provision of additional
benefits; improvement of delivery terms; customer loyalty
programmes, etc.).

11) Quality of products and services (various awards of the
company; observance of standards regulating this field; quality
marKk).

12) Defining strategies in the environmental field (accurate
determination of specific targets, definition and description of
standards followed by the company in this field; activities leading
to fulfilment of stated targets, main environmental threats and
benefits of organisation regarding problems).

13) Environment protection (specific measures conducted by
the company for the protection of environment; procedures
related to monitoring, corrective and preventive activities; own
eco-brands; provision of recycling of waste generated by the
company).

14) Activities leading to economisation of used sources (activities
of the company contributing to saving of water, energy, heat, raw
materials; ability of the company to use recycled input materials;
decrease in creation of emissions, sewage and waste).

15) Awarding of the company in the environmental field of
corporate social responsibility (the company was awarded
e.g. for activities in the field of ecology; various recognitions
for activities in the environmental field of corporate social
responsibility).

According to the extent of a certain category contained in annual report it
was possible to determine on which of the three pillars lies the marketing
communication of companies from the selected sample.

4 Material and methods

Selection of companies was conducted by stratified (regional) random
selection in such a manner that the basic set of 200 companies in the
TOP 200 list of TREND magazine was divided into 5 parts while first 10
companies were mechanically selected from every group and this created
the research complex of 50 companies with various size, economic
performance, legal form and operating in various sectors (Chart 1).
Annual reports of these companies were obtained from their official web
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pages (majority of analysed annual reports was from 2012 and 2011,
one for every company, the latest annual reports).
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Chart 1: Representation of companies in individual sectors
Source: Own processing
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The main research method was the content analysis the aim of which is
to analyse and interpret qualitative data in the form of text.!®* With the
use of thi