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Vazeni Citatelia

Zijeme a pracujeme v narocnom a nevyspytatelnom obdobi. Ak sa na
konci kalendarneho roku 2020, pytame aky bol a aké premeny priniesol, Ci
ako sme znasali jeho prejavy, nemozeme poskytnUt’ radostni odpoved'.
Skor vdaku, Ze sme to prezili my a nasa rodina, pocas panovania
COVID - 19. Ak sa zamyslime nad vlastnymi problémami najma vo
vedeckom a pedagogickom svete, bol to iny rok ako tie predchadzajlce.
Bol to turbulentny ekonomicky rok. Jeho negativne pdsobenie bolo zvIast
silné a bolestné na jesen, ked do radov nezamestnanych pribudlo 70 tis.
ludi. A ¢o nas najviac trapi je najvyraznejsie postihnutie oblasti sluZieb,
gastro a cestovného ruchu vobec. Negativne dosledky COVID - 19 vsak
zasiahli negativne aj dusu cloveka, ba celi l'udski spoloCnost. Okrem
fizyckej aj duSevnl stranku cloveka. Vyplavali na povrch dusevné
vlastnosti prv hlboko skryté v l'udskej dusi, ako je hnev, zlomyselnost,
l'ahostajnost, ohovaranie a dalSie nenavistné prejavy vyplyvajlice
z bezradnosti, nezamestnanosti, chorobnosti az smrti blizkych.

Musime sa zamysliet' nad zmenami, ktoré nas ¢akaju v nastavajlicom
roku v oblasti vzdelavania i v oblasti ekonomiky. Aj na Skolach nastala
krizova situacia. Online vyuCba — bezkontaktna moznost’ vyucovania.
Osobné kontakty ucitel’ - Student sa zniZili na minimum. Kladieme si otazku
¢i pripravi tento systém dostatoCne nasu mladeZz na budlce stadia?
Pripravi do praxe?

V ekonomickej oblasti je hodny pozornosti plan obnovy, ureny pre
oblast’ lepsieho vzdelavania, konkurencieschopného a inovativneho
Slovenska, zdravého zivota, zelensieho a CistejSieho Slovenska,
efektivneho Statu, digitalizacie a ost. Plan obnovy je ambicidzny. Zmeny
nas vSak Cakaju aj v oblasti podnikania.

- rast minimalnej mzdy na 623 eur,

- priplatky za pracu v noci,, sobotu a nedel'u porastq,

- zruSenie zvyhodnenia viano¢nych platov,

- dobrovolné gastrolistky alebo financny prispevok na stravu,

- arad dalsich zmien vyplyvajlcich z kilecka.

Co by véak malo vstlpit' do nasho Zivota, ¢o by sme radi pocitili
v nadchadzajlci rok 2021 ... Predovsetkym hibSie vzajomné porozumenie,
lepSiu vnimavost’ svojho okolia. HIbSie city, laskavost, aby v kazdom z nas
vznikol zdroj dobra, laska, dobroprajnost, srdce pre dobro. Dost sily na
preméZenie zla, nepriaznivych udalosti. Posilfiovanie dialogu viac nez
v minulosti... Redakcia vyjadruje Uprimné podakovanie vSetkym
prispievatel'om za vysledky ich badatel'skej Cinnosti o ktoré sa s nami delia.

Osobitna vd'aka patri tiez Ing. Miroslave Cukanovej, PhD. za vSetku pracu
v prospech Uspesnosti nasho Casopisu.

Prajeme krasny, uspesny a laskyplny rok 2021 vSetkym citatel'om
za kolektiv autorov prof. Ing. Helena Strazovska, PhD.

/




Mystery shopping - knowledge search

Marian Cvirik!

Abstract

The presented article deals with a modern scientific research method - Mystery
shopping. The article has a theoretical character, using mainly methods of
philosophical-scientific character. The aim of the article is to summarize the issue of
the scientific method - mystery shopping. We focus in more detail on the
characterization of the issue, the development of mystery shopping and the
characterization of forms of mystery shopping. We also bring a look at the forms of
mystery shopping in terms of their technological complexity. The results of the work
can be used both in the theoretical and practical level.

Key words

mystery shopping, development of mystery shopping, forms of mystery shopping.

JEL Classification: M00

Introduction

The research method of mystery shopping has a wide use, from which various
forms gradually began to develop, depending on certain specifics. Mystery shopping
has the main role of increasing the quality of customer service, which it achieves
thanks to mystery shoppers. Employees, if they know they are being tested, tend to
behave unnaturally to pass the tests better. This is where mystery shopping is unique.
Because employees do not know they are being tested, they behave naturally to get
unbiased results.

Methodology

The presented scientific article can be characterized as a theoretical state. It is
therefore logical that its processing used mainly general scientific methods, especially
analysis and synthesis at all stages of the solution, as well as the method of induction
and deduction, the method of abstraction, the method of comparison and the method
of scientific generalization.

The aim of the article is to summarize the issue of the scientific method - mystery
shopping. We focus in more detail on the characterization of the issue, the
development of mystery shopping and the characterization of forms of mystery
shopping. We also bring a look at the forms of mystery shopping in terms of their
technological complexity.

! Ing. Marian Cvirik, PhD., University of Economics in Bratislava, Faculty of Commerce, Department of
Marketing, Dolnozemska cesta 1, 852 35 Bratislava, email: marian.cvirik@euba.sk.
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1 Mystery shopping

The name of the scientific research method "Mystery shopping" can be translated
as mystery shopping (mystery = mystery, mystery; shopping = shopping, shopping).
Secret in the sense that the seller has no idea that there is a person on the buyer's
side (mystery shopper) who, as a rule, does not pay attention to the product offered,
but focuses on evaluating certain elements directly or indirectly related to the
purchase. It should be noted that there are other names for mystery shopping in the
literature, such as Secret Shopping, Quality Auditing Service Monitoring, Service
Investigations, Trained Consumers, Anonymous Customers, Service Checks,
Performance Evaluations, Frontline Evaluations and others.

One of the pioneers of this scientific method is Michelson (1997), who described
mystery shopping as "evaluating the shopping process through trained customers who
know in advance what to evaluate."

According to Diana-Nadine Bohm et al. (2005) “mystery shopping is a covert
participatory observation through which one can subjectively perceive an employee's
work behaviour in a store. However, this subjective perception must be assessed
objectively. In practice, this means that an evaluator, whose role is not known to the
employee, pretends to be interested in purchasing, requests a service or takes advice.
Within the situation thus defined, a quasi-real interview takes place, which is then
evaluated. "

Richterova et al. (2007) define mystery shopping as “a marketing research
technique that uses specially trained agents, secret customers, to evaluate the type
and quality of services provided. These agents play the role of visitor or customer,
monitoring or evaluating predetermined criteria. “Richterova (2011) further states that
mystery shopping is" simple observation at the point of sale or at the point of service
provision. ”

Mystery Shopping Research (2011) characterizes mystery shopping as "the use of
individuals trained to experience and measure any customer service delivery process,
who act as potential customers and subsequently provide detailed and objective
feedback on the experience." completing the purchase / use of services. Empirical
knowledge is then evaluated.

1.1 Development of mystery shopping

The beginnings of mystery shopping can be found in the early 20th century in the
USA. The reason for the birth of mystery shopping was that in the end of the 19th and
the beginning of the 20th century, thefts often took place in companies. All indications
were that the culprits were the employees themselves. Businesses were often unable
to detect internal thieves, so they needed help from outside. Private detectives were
hired from the outside environment to detect the thieves. In this context, we can see
today's mystery shoppers in private detectives. The thefts took place mainly in the
1930s and 1940s (during and after the Great Depression) in retail outlets and banks.
Bank employees took advantage of the fact that some clients were not interested in
proof of income, or that the employee did not give it to them. It was therefore up to
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the employee whether he would actually transfer the money to the account, as there
was no proof of actual receipt of the money. "During the 1940s, Wilmark began to use
the term mystery shopping. They defined the term as a process of anonymous
evaluation of customer service. "(BEYOND HELLO, 2009) In 1941, mystery shopping
first appeared in film. This is the movie "The Devil and Miss Jones". (PAMINCA 2009)

The 1970s and 1980s were crucial for the United States in terms of moving from
industrial production to services. Service companies have understood that they need
qualified and morally conscious employees. To make sure they had such employees,
they had to check them. This resulted in the expansion of the mystery shopping
method.

In the 1980s and 1990s, economies grew. Another strong boom came with the
help of digitization and the Internet. The customer comes to the fore. For mystery
shopping, this had the effect that companies became more interested in research and
started using the services of research agencies. (JOBMONKEY, 2020)

It is also worth mentioning the year 1998. In this year, The Mystery Shopping
Provider's Association (MSPA) was established, which covers other organizations
offering mystery shopping technology. The aim of the association is to improve quality,
which it achieves thanks to the standards that the members of the association must
adhere to. (MSPA, 2020)

In 2010, the TV series "Undercover Boss" also contributed to the promotion of
mystery shopping. The principle of this entertaining series has its roots in mystery
shopping. In the series, business owners change their appearance so that no one
recognizes them, and then they seem to be employed in their own business. They
have direct access to their employees who think they are a new employee in training.
The owner can thus learn first-hand whether his business is working as it should. At
the end of each episode, the owner presents his findings and looks for ways to
eliminate the deficiencies. The owner will also reveal his identity to the employees,
which may give them the feeling that their boss is really interested in them. For a
company, it is excellent advertising and marketing research in one.

Mystery shopping has undergone a long development. At present, this method is
no longer used primarily for employee control. Rather, it is a matter of finding ways to
improve customer service for customers. It is therefore most often used in the services
sector.

1.2 Forms of mystery shopping

Mystery shopping has been evolving since the 1940s. Over the years, it began to
be used in various fields and with the help of various IT tools. Among the most
common and most used forms of mystery shopping we can include (according to
SIMAR, 2012; SICCO, 2016):

eMystery visits,
eMystery calling,

eMystery emailing/chating/faxing,
8



eMystery delivery,

eMystery flying,

eMystery guessing,

eMystery clicks,

eBusiness-to-business mystery shopping,
eMystery audit

eand other.

Mystery visits

As the name implies, the essence of mystery visits is a visit to stores. The
mystery shopper evaluates the work of the employee by pretending the demand for
the product, while his real interest is to monitor and evaluate the point of sale, the
seller himself and many other factors that are determined in advance. It is therefore a
direct evaluation of employees in stores.

This is a basic type of mystery shopping. Other forms are derived based on
certain specifics.

Mystery calling

It is a type of mystery shopping, which takes place in the form of a telephone
conversation. The mystery shopper pretends to be interested over the phone, re-
tracking the criteria he has set in advance. He may be interested in the product,
information, it may also be a complaint and the like. In this way, the quality of the call,
the approach to the customer, the speed of answering the call and others are often
monitored. Mystery calling can be used alone or in combination with mystery
shopping. In this case, it can serve as a preparatory phase or as a means of
comparing customer service in the store and through the customer line. Since it is not
a face-to-face confrontation, this form of mystery shopping is less demanding on
mystery shoppers.

Mystery emailing/chating/faxing

These forms of mystery shopping were created thanks to technological progress.
In terms of development, we can call them the youngest forms. As with telephone
mystery shopping, it is mainly a question of monitoring the quality of communication,
approach to the customer, speed of write-off and other criteria.

Mystery emailing is performed using emails. Mystery shopper writes an email
from a fictitious email address and then evaluates the criteria it has set. From the
mystery shopper's point of view, this is the simplest form, as there is no personal
communication. The mystery shopper easily prepares the email, has the opportunity to
check it several times, or ask for help from colleagues.



Mystery chating is performed in the form of chat. Compared to the email form,
this form is much more dynamic. Chat is a modern tool used by many companies that
do not want to lag behind. They have a chat directly on their official company website.
Mystery shopper also monitors whether the company has online chat.

Mystery faxing is performed using fax machines. Nowadays, this form is almost
never used at all, as fax is obsolete from the point of view of technology.

Mystery delivery

It is about ordering products and subsequent evaluation of certain criteria during
delivery. The overall quality of services is monitored from ordering the goods to its
delivery and warranty service. The goods can be ordered by phone, email or through
various e-shops and the like. This form can be followed by mystery shopping, mystery
calling, mystery emailing or mystery chating.

Mystery flying

It is a type of mystery shopping that focuses on air travel. Its goal is to monitor
customer service at airports and directly on board aircraft. For airlines offering first
class or business class, where the customer expects above-standard customer service,
this method is very useful.

Mystery guessing

A form of mystery shopping, which is primarily used for evaluation in the hotel
industry. Mystery shopper monitors mainly the quality of services provided in the hotel,
cleanliness in the hotel, but also the quality of services in all facilities belonging to the
hotel (eg restaurant).

Mystery clicks

Mystery clicks is a new form of mystery shopping. Mystery clicks focuses mainly
on internet sales and online store communication with customers.

1.3 Technological complexity according to forms of mystery shopping

Forms of mystery shopping have evolved along with technology. Every form of
mystery shopping has a certain demand for information technology (IT). In terms of
development, it can be stated that the newer the form of mystery shopping, the higher
its IT complexity. These requirements are often based directly on the nature of the
form - for example, mystery emailing cannot be done without information technology
(we need an electronic device with Internet access.
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Table 1 Forms of mystery shopping

Main application Difficulty for IT
Forms of mystery shopping (industry / sphere) mystery complexity
shopper
Mystery visits In real shops High Low
Mystery calling Services Medium Medium
Mystery emailing / chating / | Services Low High
faxing

Mystery delivery Services (logistics) Medium High
Mystery flying Aviation industry High Low
Mystery guessing In the hotel industry | High Low
Mystery clicks Internet sale Medium High

Source: own processing.

In Table 1 we see a brief description of individual forms of mystery shopping
from the point of view of industry, IT and personnel demands. When describing the
complexity, we distinguished 3 levels: low IT complexity, medium and high.

Low difficulty with mystery shoppers is one where the mystery shopper is not in
direct contact. So he has time to think and does not have to react with such dynamics.
High difficulty is in direct confrontation, when the mystery shopper has to react
directly. It is clearly more challenging. As an example, we present mystery emailing
and mystery shopping in the classical sense. In mystery shopping, the mystery
shopper acts directly personally and must therefore respond quickly to the stimuli that
arise in a given situation. It must also be suitably adapted to meet the idea of a
particular social class in which it plays a role. In contrast, with mystery emailing, the
mystery shopper has time to think.

In terms of IT complexity, we evaluated the extent to which it is necessary. It is
low where little or no is needed. For forms of mystery shopping that are not feasible
without IT, we have given high demands. As an example, we again mention mystery
emailing and mystery shopping. In classic mystery shopping, information technology is
not necessary. On the contrary, with mystery emailing, IT complexity is high, because
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an electronic device (personal computer, smartphone, tablet, etc.), internet, fictitious
email box and the like are needed.

The concept of Mystery shopping digital can also be combined with technological
sophistication. The term mystery shopping digital is not an official term. It is not a
separate form of mystery shopping. Any form of mystery shopping can use mystery
digital shopping. Mystery shopping digital is actually mystery shopping (in any form)
that uses audiovisual aids. For example, recording mystery guessing on video. While
audiovisual aids increase the demands on IT, they reduce the pressure on the mystery
of the shopper. As an example, we can mention a mystery shopper who records
mystery shopping on a sound recorder. The complexity of IT will increase, as a device
is needed that will record sound (smartphone, dictaphone, etc.). However, the
complexity of the mystery shopper will decrease, as he has the opportunity to play the
whole mystery shopping.

However, when using IT, we must pay attention to the legal aspect. Civil Code,
Act no. 40/1964 Coll. on the protection of personality states that “according to § 11, a
natural person has the right to protection of his personality, especially life and health,
civil honour and human dignity, as well as privacy, his name and expressions of a
personal nature. Pursuant to § 12 (1) Documents of a personal nature, portraits,
pictorial images and visual and audio recordings concerning a natural person or his
expressions of a personal nature may be made or used only with his permission. (2)
Permission is not required if documents of a personal nature, portraits, pictorial
images, sound or image and sound recordings are made or used for official purposes
on the basis of the law. (3) Portraits, images and video and audio recordings may also
be made or used in an appropriate manner for scientific and artistic purposes and for
press, film, radio and television news without the consent of a natural person.
However, such use must not be contrary to the legitimate interests of the natural
person. “(Civil Code, Regulation No. 40/1964 Coll.)

According to the Labour Code § 13, par. 4. 'The employer may not, without
serious grounds based on the specific nature of the employer's activities, infringe the
employee's privacy at the workplace and in the employer's common premises by
monitoring him, recording telephone calls made by the employer's technical work
equipment and checking e-mail sent from the work e-mail address and delivered to
this address without notifying him in advance. If the employer implements a control
mechanism, he is obliged to discuss with the employees' representatives the scope of
the control, the method of its implementation, as well as its duration and inform the
employees about the scope of the control, the method of its implementation and its
duration. “(Act No. 311/2001 Z. z.)

As follows from the above, for a legal recording process, it is necessary for the
employee to be informed that his work performance is monitored. In practice, the
legality of the recording is ensured by the employer rather an agreement with the
employee, in which he informs him about the possibility of monitoring. The employee
must agree to monitoring.

12



Conclusion

The presented study has a theoretical character. The aim of the article was to
summarize the issue of the scientific method - mystery shopping. We managed to
achieve this goal thanks to various methodological procedures. We focus in more detail
on the characterization of the issue, the development of mystery shopping and the
characterization of forms of mystery shopping. We also bring a look at the forms of
mystery shopping in terms of their technological complexity.
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Marketing bojovych sportov a bojovych umeni

Marian Cvirik! — Diana Olveczka?

Marketing of martial arts and martial arts

Abstract

The article deals with the research of the application of marketing and its parts in the
field of martial arts and martial arts. The aim of the work is threefold: (1.) application
of the theory of marketing and marketing of sport to the segment of martial arts with
a focus on Taekwon-Do, (2.) examination of consumer attitudes and their perception
of martial arts with a focus on Taekwon-Do and (3.) identification competitive
advantage of Taekwon-Do martial arts based on the theory of sports marketing and
strategic marketing. In our work we use mainly research methods recall and
recognitions to examine attitudes, perceptions and other indicators but also various
scientific instruments such as cronbach’s alpha. Based on the results, a significant
position of marketing in the examined segment can be stated. The results of the study
can be used in different areas as well as in different market subject.

Key words
marketing applications, sports marketing, martial arts, consumer attitudes
JEL Classification: M00

Uvod

Marketing predstavuje interdisciplinarnu vedu, ¢o dokazuje aj jej prepojenie v
oblasti Sportu. My sa blizSie zaoberame marketingom bojovych Sportov, ¢omu sa
venuje len vel'mi malo autorov. Hoci sa venujeme pozornost viacerym bojovym
Sportom, blizSie sa zameriavame na Taekwon - Do. V ¢lanku sa zameriavame na
definiciu produktu a vnimaniu jeho vrstiev spotrebitelmi. V prieskume vyuzivame
vzorku, ktorej stCastou su spotrebitelia - zakaznici, ale i potencialny spotrebitelia.

V clanku vyuZivame zaklade tedrie marketingu ako je marketingovy mix, ale aj
doblezité prvky strategického marketingu ako je napr. identifikovanie konkurencnej
vyhody. Aké si moznosti vyuzitia marketingového mixu v bojovom Sporte? Mozno
uplatnit’ tedrie spotrebitel'ského spravania i v kontexte bojovych Sportov? Aka je
perspektiva vo vyuziti marketingu v bojovych Sportov? I na tieto otdzky nachadzame
usmernenia v ¢lanku.

Metodika prace

! Ing. Marian Cvirik, PhD., Ekonomickd Univerzita, Obchodna fakulta, Katedra marketingu, Dolnozemska
cesta 1, 852 35 Bratislava, email: marian.cvirik@euba.sk.
2 Bc. Diana C)Ivgczké, Univerzita Komenského v Bratislave, Prirodovedecka fakulta, Katedra geoldgie a
paleontoldgie, Safarikovo namestie 6, 81499 Bratislava 1, email: olveczka3@uniba.sk.
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Ciel' prace je trojaky: (1.) aplikacia tedrie marketingu a marketingu Sportu na
segment bojového umenia so zameranim na Taekwon-Do, (2.) skimanie postojov
spotrebitelov a ich vnimania bojovych Sportov so zameranim na Taekwon-Do a (3.)
identifikovanie konkurenc¢nej vyhody bojového umenia Taekwon-Do na zaklade tedrie
marketingu Sportu a strategického marketingu.

Studia je podlozend primarnym prieskumom Realizovali sme $tandardizované
dopytovanie uskuto¢nené vyskumnym ndastrojom - dotaznikom. Dotaznik bol vytvoreny
v printovej i elektronickej podobe za pomoci Google formulara pre ziskanie co
najvacsieno poctu respondentov. Bazou pre nas vyskum sa stalo 531 respondentov.
Vyskumna vzorka ma charakter pohodinej vzorky.

Dotaznik obsahoval 18 otazok (okruhov). Prvé okruhy sa zameriavaji na aktualnu
Sportovl cinnost' respondentov, motivaciu respondentov k Sportovej aktivite ako aj
Gcast’ na tréningu bojovych Sportov / bojovych umeni. Nasledne vyuzivame vyskumné
metddy recall (Vymenujte aspon pat’ bojovych Sportovo / bojovych umeni) a
recognition (Poznate uvedené bojové Sporty a bojové umenia?). Skimame i nazory na
bojové umenia a zameriavame sa na vnimanie pozitiv a negativ aktivnej znalosti
bojovych Sportov a bojovych umeni respondentmi. Dalsi okruh sa zameriava na
vnimanie pojmu Taekwon-Do respondentmi. Deviaty okruh sa zameriava na vyjadrenie
sthlasu / nesthlasu s vybranymi (5) vyrokmi, priCom intenzita suhlasu je rozlozena na
pat’ stupnovej Likertovej Skale (0 - vébec nesuhlasim, 4 - Gplne suhlasim). Dalsi okruh
sa zaoberd mierou atraktivity vybranych bojovych Sportov / bojovych umeni
respondentmi, pricom intenzita zaujmu a celkovej atraktivity je rozloZzena na pat
stupfiovej Skale (0 - vobec ma nezaujima, 4 - velmi ma zaujima). Skimame tiez
vnimanie diferencii medzi bojovym Sportom a bojovym umenim. Dalsi okruh sa
zameriava na mozné motivy a stimuly, ktoré by viedli respondenta k tomu, aby sa
zacal venovat’ aktivne bojovému Sportu / bojovému umeniu. Skimame i cenovl
senzibilitu respondentov a ich ochoty kupit' si lekciu bojovych Sportov a bojovych
umeni. Pri marketingu Sportu sa odporica poznanie osoby, ktor( si spotrebitelia s
danym Sportom spdjaju - "tvar Sportu", a preto skimali i tento faktor. Posledné otazky
su venované charakteristike respondentov - vek, pohlavie a spolocensky status.

1 Teoreticka baza
1.1 Bojové umenie a bojové Sporty

Na zaklade prestudovanej odbornej literatury, ktora sa zaobera bojovymi Sportmi
a bojovym umenim ako napr. Kotlar (2003), Krajcovi¢ (2004), Lee (2005), Lewis
(1996), Link - Chou (2016), Osicka (2015), Pavelka - Stich (2012), Rebac (2011), Sde-
Or - Yanilov (2003), Stenudd (2009), Weinmann (2010) a iné; sme dospeli k zaveru, ze
existuju diferencie medzi bojovym Sportom a bojovym umenim, avSak maju i spolocné
znaky. Na zaklade podobnej sémantickej analyzy mozno vytvorit' vSeobecny zaver, ze
kazdé bojové umenie ma prvky bojové Sportu. Medzi vyznamné diferencie mozno
zaradit’: metodiku tréningu, vyuzitelnost’ v redlnom boji a zakladnu filozofiu a principy.

Autori velmi Casto neuvadzaju presné Specifikd danych pojmov a len naznacuju
mozné odliSnosti. Mozno konstatovat, Ze v poznatkovom subore chybaji jasné
definicie.
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Bojovy Sport budeme chapat’ ako formu fyzickej aktivity zameranej na fyzicky
kontakt dvoch alebo viacerych stran, ktoré zvadzaju suboj, ktorého cielom je prekonat’
supera silou.

Bojové umenie budeme chapat’ ako duchovnl cestu spojenu s dusevno-fyzickymi
aktivitami zameranych na fyzicky kontakt s jednym alebo viacerymi protivnikmi, s
ktorymi zvadzaju suboj, ktorého cielom je prekonat’ stpera s vyuzitim sily, schopnosti
a zrucnosti, ktoré s dostatocnymi poznatkami tvoria dokonalé ovladanie tela i duse
cvi¢enca poznacené pokorou a reSpektom voci celej komunite, ako i voci stperovi.

1.2 Taekwon-Do

Autorom tohto bojoveého umenia, ktoré oficialne vzniklo 11.4.1955 v Korei je
general Choi Hong Hi. Studie generala Choi Hong Hi postupovali v dvoch castiach —
technickej dokonalosti a dusevnej discipline. General uvadza: ,PretoZe l'udsky duch
patri do oblasti metafyziky, nie je lahké opisat’ slovami to, Co nazyvam dusevnou
disciplinou. Clovek sa jej nemo6ze dotknut, neda sa ju vidiet, ani pocut. Je to Sirsi
a hibsi pojem, nez Cokol'vek sme schopni vnimat'." General dusevné rozmery Taekwon-
Do definuje ako ,zliCenie seba samého s myslienkami Taekwon-Do" a ,kedZe sa
s Taekwon-Do povazujeme za jedno, budeme si ho vazit' tak, ako si vazime svoje
vlastné teld a nezneuzijeme Taekwon-Do necestnym spdsobom." . (Miklés - Kneppo,
2002, 2010)

Postupne general zacal Sirit’ toto bojové umenie do celého sveta a o 11 rokov od
vzniku Taekwon-Do zaloZil Medzinarodnl federaciu Taekwon-Do I.T.F. a stal sa tak jej
prezidentom. Medzi zakladajlice Zeme patri Korejska republika, Vietnam, Malajsia,
Simgapur, USA, Turecko, Taliansko, Egypt, zapadné Nemecko. V roku 1973 v juznej
Kérei bola zalozend W.T.F. (World Taekwon-Do Federation), ktorej prezidentom sa stal
Dr. Un Yong Kim adomnieval sa, Ze je dolezité priblizit Taekwon-Do l'udom
predovsetkym ako Sport. V roku 1994 bolo Taekwon-Do oficidlne vyhlasené za
olympijsky Sport. 15.6.2002 bol rok Umrtia generala Choi Hong Hi (nedozitych 84
rokov), ktory umrel na rakovinu. (Miklés - Kneppo, 2002, 2010)

Nazov Taekwon-Do sa sklada z troch korejskych slov: TAE - systém technik
dolnych koncatin, KWON - systém technik hornych koncatin a DO - cesta.

Taekwon-Do podla Krajcovica (2004) mozeme definovat’ ako ,filozoficko—fyzicko—
duSevni aktivitu vd'aka ktorej méze cvi¢enec dosiahnut’ najvyssej Urovne zjednotenia
tela, ducha a mysle".

Taekwon-Do je korejské bojové umenie, ktoré sa vyvijalo spolu s korejskou
historiou. (Whang Jung Chul, 1993). Podl'a Una (1992) je zbrafou taekwondistu celé
telo. PoCas subojov mdze pouZit' ruky, péaste, prsty, lakte, kolend, nohy alebo
akukol'vek Cast’ svojho tela.

Neoddelitelnou sucastou Taekwon-Do je filozofia. Taekwon-Do ma svoju vlastnd
filozofiu, svoje vlastné zasady, pozdrav a oslovenia, stupne technickej vyspelosti,
spOsob ako viazat' opasok, principy, postoje (Sogi), Utocné (Jirugi) a blokovacie
(Makgi) techniky, kopy (Chagi), seky (Taerigi), vpichy (Tulgi), Ghyby (Pihagi), zostavy
(Tul). Cvicenci sa okrem spominanych ucia aj sebaobrane (Hosinsul), boju (Matsogi),
ktory sa podla povahy rozdeluje na riadeny boj (Sambo Matsogi, Ibo Matsogi, IIbo
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Matsogi), povol'ny boj (Pan-Jayu Matsogi), volny boj (Jayu Matsogi) a ucia sa rozne
Specialne techniky (T-Ki) a testovat’ svoju silu (Wi Ryok).

Vysledkom kazdého tréningu je stav mysle, ktord je v sllade s prirodzenost'ou
Cloveka a odliSuje sa od myslenia l'udi tdziaci len po bohatstve, moci a senzacii. Do
uritej miery je kazdy z nas zavisli na materialnych hodnotach. V Taekwon-Do dogmy
neexistuju. Taekwon-Do ma vlastny moralny kodex, ktorého podstatou su zasady
(Zdvorilost, Cestnost, Vytrvalost, Sebaovladanie, Neskrotny duch).

1.3 Specifika marketingového mixu a spotrebitel'ského spravania v teorii
sportu v kocke

Marketingové principy sa vyuzivaji i v Sportovom odvetvi a vytvaraju tak
modernu disciplinu - marketing Sportu. NajcastejSie sa rozliSuju dve vetvy marketingu
Sportu, a to marketing konkrétneho Sportu alebo marketing prostrednictvom daného
Sportu (Fullerton, Merz, 2008). Tato hranica je vSak velmi tenkd. Ako uvadza
Schlossberg (1996) ,Sport ako taky je sam marketingové médium, ktoré sa vyznacuje
schopnost'ou usmerfiovat, segmentovat, komunikovat’ a sprostredkovavat’ produkty v
slave ich hrdinov. Mnozstvo firiem vyuziva Sport ako komunikacné médium na
spestrenie svojho marketingu®. Niektori autori povazuju klasickG koncepciu
marketingového mixu za nepostacujucu. Smith (2008) tvrdi, Ze je potrebné klasickd
koncepciu (produkt, cena, distriblcia a komunikacia) rozsirit' o sluzby a sponzoring.
Pokial, vSak vychadzame z tedrie, ze pomenovanie produkt zastreSuje i sluzbu,
povazujeme toto rozSirenie za zbyto€né. Sponzoring sa javi vSak ako relevantny prvok
pre rozSirenie marketingového mixu, moze byt ale chapany ako Specificky prvok
komunikacie. Preto budeme vychadzat' z klasickej koncepcie (produkt, cena, distriblcia
a komunikdcia). Podla Fullerton a Merz (2008) méZeme rozliSovat' tri zaklade kategdrie
produktu 1. Sportovy produkt pre pasivnych spotrebitelov, 2. Sportovy produkt pre
aktivnych spotrebitelov a 3. Produkty tykajuce sa Sportu (ako vystroj, vyzbroj,
oblecenie a iné). Velmi dolezZitd je cena, nakolko cenovo senzibilny spotrebitel’ sa
rozhoduje hlavne podl'a daného faktora. Preto je potrebné v beznej praxi skimanie
tejto citlivosti i pri cenotvorbe.

Spotrebitel'ské spravanie

Pokial' vychadzame z tedrie (napr. Fishbein - Ajzen, 1975), ktord uvadza, ze
spotrebitel'ské spravanie obsahuje tri zakladné zlozky (kognitivnu, afektivnu a
konativnu), je mozné ich aplikovat' i kontexte segmentu Sportu Kognitivna zlozka
predstavuje vplyv znalosti a informacii, ktoré spotrebitel’ 0 danom Sporte ma. Afektivna
Zlozka skima hodnotenie danych premennych. Nakoniec konativna zlozka zaoberajuca
sa interakciou Ucastnikov s konkrétnym produktom (Sportom).

2 Vysledky a diskusia

V rdmci primarneho prieskumu sme na zber udajov vyuzili kvantitativnu metédu
dopytovania. Realizovali sme Standardizované dopytovanie uskuto¢nené vyskumnym
nastrojom - dotaznikom. Prieskumu sa celkom zucastnilo 531 respondentov.
Charakteristiku vyskumnej vzorky sme zaznamenali do Tab. 1.

18



Tab. 1 Profil vzorky

Faktor segmentdacie Segment Pocet (%)
do 18 rokov 0

Vek od 18 do 35 rokov 69,492
od 35 do 55 rokov 20,339
nad 55 rokov 10,169

Pohlavie ienva 74,576
muz 25,424
Student 45,763

Status D6ch9c,|c_a 8,4746
Pracujuci 44,068
Nezamestnany 1,6949

2 100

Zdroj: vlastné vypocty.

Okruh 1. Sport vo véeobecnosti

Skumali sme ako Casto respondenti Sportuju. Vysledky sme zaznamenali do Graf
1. Ako z Grafu vyplyva, najvacsia Cast’' respondentov (23,73 %) Sportuje aspon 3x do
tyzdia a druha najvacsia Cast’ respondentov neSportuje vobec (22,07 %). Pri blizSom
skimani sme zistili, ze len zhruba 3 % respondentov sa venovali nejakému bojovému
Sportu. Z preferovanych Sportov dominovali hlavne beh a bicyklovanie. Za najsilnejsi
motiv (resp. stimul) k vykondvani Sportovej aktivity je jednoznacne zdravie. Na druhom
mieste sa umiestnila psychicka pohoda a na tretom mieste bol spolocensky kontakt.

Graf 1 Priemerna Sportova aktivita respondentov.

3,39%_ 0,00% 1,51%

5,08% N\ l—

m Nesportujem
W 1-krat do tyZdna
m 2 -krat do tyzdna
M 3 -krat do tyzdna
W 4 -krat do tyzdna
m 5 -krat do tyzdna
6 -krat do tyzdna
m 7 -krat do tyzdna

Viacako 7-krat do tyzdna

Zdroj: vlastné spracovanie.
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Okruh 2. Bojové Sporty a bojové umenie v spotrebitel'skom spravani
Kognitivna zlozka:

Prva otazka vyuzivala vedeckd metddu recall, pricom ich Glohou bolo vymenovat’ aspon
pat’ bojovych Sportov. Pri vyhodnoteni je potrebné brat’ do Uvahy nie len odpovede
respondentov, ale i poradie odpovedi. Respondenti na prvom mieste najCastejSie
uvadzali box (zhruba 30 %) a karate (zhruba 27 %). Celkové vysledky sme
zaznamenali do grafického stvarnenia (Obr. 1 ), ktoré pripomina rukavicu pre bojové
Sporty, pre uvedenie vSetkych ziskanych Udajov. Mozno konstatovat/, ze respondenti
spolu uviedli 25 druhov bojovych umeni. Priblizne 10 % respondentov nedokazalo
splnit’ zadanie a uviedlo menej ako pat’ bojovych Sportov. Ziadny respondent neuviedol
menej ako tri bojové Sporty. Celkovo si respondenti spomenuli najma na karate (89,83
% respondentov), nasledoval box (81,36 % respondentov) , dZzudo (65,34 %) a na
Stvrtom mieste bolo taekwon-do (52,54 %).

Obr. 1 Poznatkova baza
- cagefighting sumo
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Zdroj: Vlastné spracovanie
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Graf 2 Vysledky recognitions v ramci kognitivnej zlozky

Kung-fu
MMA
Dziu-dzicu
Krav maga
Taekwon-Do
Karate
Aikido
Sumo
Dzudo
Capoeira
Kickbox
Box

W nepozna

M pozna

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

Zdroj: vlastné spracovanie

Vyuzivali sme i metddu recognitions. Z pomedzi vsetkych bojovych Sportov a
bojovych umeni sme vybrali 12, pricom sme dopytovali, ¢i respondenti dany bojovy
Sport / bojové umenie poznaju. Vysledky sme zaznamenali do Grafu 2. Ako z Grafu 2
vyplyva, najlepsie skore dosiahli box a karate, ktoré poznal kazdy respondent.
Najhorsie skdre dosiahlo taekwon-do, ktoré az 52,54 % respondentov nepozna.

Skimali sme i vnimanie diferencii medzi bojovym Sportom a bojovym umenim
respondentmi. Celkovo mozno konstatovat, Ze zhruba 71 % respondentov si mysli, Ze
existuju vyznamné diferencie medzi bojovym Sportom a bojovym umenim, avsak 22 %
respondentov tieto diferencie nevnima. 7 % respondentov sa nevedelo vyjadrit.
MoZeme konsStatovat, Ze respondenti vnimaju bojovy Sport ako zapasy, sutazenie,
zatial o bojové umenie zahffia v ich ponimani i jednotlivé techniky, sebaobranu,
samotny boj. Bojové umenie vplyva na zivotny Styl viac nez bojovy Sport.

Afektivna zlozka:

Afektivna zlozka sa zameriava na emdcie, ako aj emocné hodnotenie. Prvym
krokom bolo vSeobecné skimanie nazorov na bojové Sporty. VSetky vyroky mozno
rozdelit’ do troch kategorii: kladné, zaporné a neutralne, o koreSponduje i s tedriou.
ISlo najmé o struné nazory, ktoré mohli byt chapané len ako zaklad pre dalSiu
analyzu. V kladnom kontexte sa s bojovymi Sportmi najCastejSie objavovali vlastnosti a
emdcie - zdravy, prospesSny, zaujimavy a inSpirujuci. V negativnom kontexte sa
objavovali najma emadcia a vlastnosti - nezaujimavy, nepriatel'sky, podporujuci strach,
aroganciu a nebezpecenstvo. Celkovo mozno konstatovat, ze zhruba 32 % vSetkych
nazorov bolo negativnych, 12 % neutralnych a 56 % bolo pozitivnych.

V nasledujicej otazke, sme poZiadali respondentov, aby vyjadrili pozitivne a
negativne vlastnosti bojovych Sportov. K danej otazke sme pristipili z dévodu
skimania oboch pélov afektov. K pozitivam respondenti pripisovali znalost’ sebaobrany,
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sebadisciplinu, odhodlanost’ a disciplinu. Az 54 % respondentov uviedlo obavy zo
zneuzitia znalosti bojovych umeni a bojovych Sportov, o povazujeme za najsilnejsi
negativny faktor afektivnej zlozky.

Hlavnym cielom marketingovej komunikacie je vytvorenie silnej afektivnej zlozky
- zaujmu. Zaujem predstavuje podstatny atribit, ktory sme blizSie skimali v kontexte
vybranych bojovych umeni a bojovych Sportov. Vysledky sme zaznamenali do Grafu 3.
Ako z Grafu 3 vyplyva, celkovo respondentov nezaujimali bojové Sporty, ani bojové
umenia. Najvacsi nezaujem bol namerany v sume. Naopak najvacsi zaujem je o box.

Graf 3 Zaujem o jednotlivé bojové Sporty

Kung-fu
MMA
Diiu-diicu
Krav maga
Taekwon-Do
Karate
Aikido
Sumo
Dzudo
Capoeira
Kickbox

Box
T T T

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

B Sport ma vébec nezaujima W Sport ma skér nezaujima
Nepoznam / neviem Sportma skér zaujima
® Sport ma velmizaujima

Zdroj: vlastné spracovanie.

Konativna zlozka:

Skumali sme behavioralny zamer Ucasti respondentov na tréningu bojovych
umeni. V prvom kroku sme skimali, ¢i respondenti uz boli na nejakom tréningu
bojového Sportu alebo bojového umenia. 53 % respondentov este neabsolvovalo
Ziadny taky tréning, 44 % respondentov absolvovalo a 3 % respondentov sa
pravidelne zUcastnuju na tréningoch bojovych umeni resp. bojovych Sportov.

S konativnou zlozkou Uzko suvisi i faktor motivacie a stimulacie. Skimali sme aké
motivy a stimuly by presvedcili respondentov, aby sa zacali venovat’ bojovému umeniu.
Medzi najCastejSie motivy a stimuly mozno zaradit: zlepSenie zdravia, naucenie sa
sebaobrany a dusevna hygiena. Za zaujimavy povazujeme i Stvrty faktor - negativna
empiria. Respondenti uvadzali, ze pokial' by boli Sikanovani, napadnuti alebo inak
ohrozovani, bolo by to pre nich silne motivujuce.
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Okruh 3. Bojové sporty a bojové umenie v marketingovej teorii

Skala obsahuje piatimi tvrdeniami. Respondent na vsetky vyroky reaguje
sthlasom / nesuhlasom, ktorého intenzita je rozlozena v pat’ bodovej Likertovej skale.
Priemerné hodnoty a Standardné odchylky k jednotlivym vyrokom sme zaznamenali do
Tab. 2. Ako z vysledkov vyplyva, respondenti hodnotia pozitivnejsie bojové umenia,
ktoré povazuju za prostriedok k vytrvalosti a Cestnosti, a zaroven ich nepovazuju za
priliS nebezpecne. Podla respondentov bojové umenia rozhodne nezvysuji nasilie.
Bojové Sporty povazuju respondenti skor za nebezpecné. Bojové Sporty a bojové
umenia, z pohladu financného zabezpecCenia (chraniCe, obleCenie, pomdcky)
predstavuju zhruba rovnaki finanénd ciastku v bojovom umeni i v bojovom Sporte,
preto sme dany faktor - cena - skimali spolu v oboch kategdridach. Na zaklade
vysledkov mozZno konstatovat, Ze respondenti nepovazuji bojové umenie ani bojové
Sporty za nakladné.

Tab. 2 Skala bojovych umeni a bojovych $portov

, . Stand. Cronbachova

Vyrok Priemer | ichylka alfa
Bov]ove umenia pomahaju k vytrvalosti 3,228 0,975 0,844
a Cestnosti.
BOque umenia suU nebezpecné, a preto sa im 2 860 1192 0,781
vyhybam.
Bojové umenia zvysSuju nasilie. 2,237 1,199 0,850
Bopve qulty st zdraviu nebezpecné, a preto 3,228 1,027 0,777
by ich mali zakazat'.
Bojové Sporty a bojové umenia st financne
nakladné (chranice, Specidlne oblecenie, 2,123 0,976 0,911
pomocky . . .).

* Celkové Cronbachovo alfa 0,875
** Pouzitd 5 stupriova Likertova Skala (0 = silny nesuhlas, 4 = silny sthlas)
Zdroj: Vlastné spracovanie

Pre skimanie reliability (presnost’ a spolahlivost’ vyskumného nastroja) v ramci
vnutornej konzistencie zvolenej Skaly vyuzivame Cronbachovu alfu. Celkova hodnota
Cronbachovej alfy predstavuje hodnotu za celt $kalu, avSak z pohl'adu praxe je vhodné
doplnit, Ze ak je hodnota Cronbachovej alfy pri jednotlivych prvkov Skaly vyssia ako je
celkova hodnota, je vhodné v buducich vyskumoch tento vyrok vyllcit, nakol'ko sa tym
zvySi celkova presnost’ a spolahlivost vyskumného nastroja. Vo vSeobecnosti sa
interpretuje hodnota Cronbachovej alfy nad 0,75 do 0,95 ako prijatel'na. (Tavakol -
Dennick, 2011) V naSom pripade sme dosahovali vysok( mieru Cronbachovej alfy
(0,875). Dimenzia zamerand na cenu, sa vSak z pohladu vysledkov javi ako
nadbytocna. Preto by bolo vhodné ju v budtcich vyskumoch vylUcit'
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Na faktor ceny sme sa zamerali i d'alej. Skimali sme , kol'ko by boli respondenti
ochotni zaplatit’ za profesionalny tréning bojového umenia (priCom jeden tréning trva
1,5 hodiny), za predpokladu, Ze tréningy prebiehaju dvakrat do tyzdna (teda 8 - krat
mesacne). Vysledky sme zaznamenali do Tab. 3. Na zaklade vysledkov dokazeme urcit’
priemernl akceptovatel'ni cenu, metddou priemerov indexovych tvarov. Na zaklade
danej metddy sme urcili priemernu akceptovatelni cenu na 5,55 €.

Tab. 3 Cena za tréning

Cenové rozpatie Pocet respondentov (v %)
Do 5,00€ 33,898
5,01 - 5,50€ 25,424
5,51 - 6,00€ 11,864
6,01 - 6,50€ 5,085
viac ako 6,51€ 23,729

Zdroj: vlastné spracovanie.

Pri komunikacii odbornici odporucaju vyuzivat' osobu, ktora je povaZzovana za
reprezentanta daného Sportu. Zistovali sme, aki osobu si respondenti predstavia v
sUvislosti s bojovym umenim. Respondenti najCastejsie uvadzali herca Jackieho Chana.
Druhy bol Bruce Lee a treti Steven Seagal. Objavovali sa i mena ako Jet Li, McGregor,
Jean-Claude Van Damme. Vo vypovediach sme zaznamenali aj nekonkrétne osoby
(karatista, ¢insky mnich . . . ) ale aj mena lokalnych trénerov a instruktorov bojovych
umeni.

Zaver

V praci sa zaoberame aplikdciou marketingu a jeho sUcasti v oblasti bojovych
Sportov a bojovych umeni. V teoretickej Casti prace sa zameriavame na skimanie
diferencie medzi bojovym Sportom a bojovym umenim. BlizSie sa zameriavame na
identifikovanie bojového umenia Taekwon-Do. Poukazujeme na obmedzenu literattru
v danej oblasti, a tiez na prilezitost’ o doplnenie tejto aplikacie marketingu. Vysledky
prace sme zhrnuli v X okruhoch. V prvom okruhu sa zameriavame na vnimanie Sportu
vo vSeobecnosti respondentmi. Druhy okruh je zamerany na aplikaciu spotrebitel'ského
spravania na skimanu oblast, pricom vyuzivame zakladnu tedriu spotrebitel'ského
spravania, ktora tvrdi, Ze spotrebitel'ské spravanie obsahuje tri zlozky: kognitivnu,
afektivnu a konativnu. Poukazujeme na moznosti vyuZzitia koncepcie marketingového
mixu v podmienkach bojovych Sportov a bojovych umeni, pricom sa zameriavame na
produkt, cenu a moznosti komunikacie (celebrity marketing). Vysledky naznacujd, ze
moznosti aplikovania marketingovych tedrii su velké, avsak len malo subjektov na trhu
ponukajuce odborné lekcie bojovych Sportov a bojovych umeni vyuzivaji akékol'vek
marketingové nastroje. Vysledky prieskumu si orientaéné, a sliZzia na poukazanie
moznosti vyuZitelnosti tychto teorii v praxi. Problematika sa zasluhuje blizSie skimanie.
V budulcnosti by bolo vhodné zamerat’ sa na jednotlivé prvky a blizSie ich preskimat.
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Specifika organizovaného vyjazdového cestovného ruchu
v podmienkach slovenského trhu v case koronakrizy

Alexander Frasch!

Specifics of organized outbound tourism in the conditions of the
Slovak market at the time of the corona crisis

The COVID-19 pandemic has hit unprecedentedly many areas of the world economy.
Tourism can be considered one of the most affected sectors, what we have also
proved in the conditions of the Slovak Republic. The aim of the paper is to identify the
specifics of the summer and winter holiday season in outgoing tourism in conditions of
the corona crisis. The key method of research was the flight monitoring at the
Bratislava Airport during the summer and winter holiday season. It can be stated that
the consequences of the pandemic and various restrictions, caused the realization of
only 3 charter destinations: flights to Crete, Rhodes and Larnaca with a frequency of 2
flights per week to each of these destinations. On the contrary, the winter holiday
season has brought with it a wide portfolio of products, despite the unfavorable
epidemiological situation and many restrictions.

Key words

COVID-19, outbound tourism, Slovak market, charter flights, travel agencies

JEL Classification: L93, Z32

Uvod

Svet Celi bezprecedentnej globalnej zdravotnej, socialnej a ekonomickej krize v
dbsledku pandémie COVID-19. Cestovny ruch patri medzi najviac postihnuté odvetvia s
obrovskym poklesom medzinarodného dopytu v dosledku globalnych cestovnych
obmedzeni s cielom zabranit' rozSirovaniu virusu. Na zdklade sucasnych trendov
UNWTO ocakava, Ze pocet prichadzajucich turistov do zahranicia poklesne o 70 - 75%
pocas celého roka 2020. To by znamenalo, Ze medzindrodny cestovny ruch by sa
mohol vratit na Uroven spred 30 rokov. Odhadovany pokles medzinarodného
cestovného ruchu v roku 2020 sa rovna strate asi 1 miliardy prichadzajlcich turistov a
poklese prijmoch z medzinarodného cestovného ruchu o cca 1,1 biliona USD (UNWTO,
2020).

Dovolenkova sezéna 2020 mala byt jednou z najuspesnejSich na slovenskom
trhu. Naopak, ide o jednu z najvacsich kriz cestovného ruchu nielen na Slovensku, ale
aj vo svete. Zatvorené hotely, reStauracie i kultirne a umelecké vystavy, to s vSetko

! Ing. Alexander Frasch, Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra sluZieb a cestovného
ruchu, Dolnozemska cesta 1, 852 35 Bratislava, alex.frasch@gmail.com
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neziaduce konzekvencie pdsobenia pandémie. Mnohé cestovné kancelarie sa ocitli na
pokraji krachu a rieSia problém, ako pokryju straty z roku 2020 (Sipos, 2020).

Zaciatkom maja prisla vldda s rieSenim, ako pomoct’ tomuto sektoru
podnikatelov. V sUcasnosti uz schvaleny navrh zdkona umoziuje cestovnym
kanceldridm odlozit' zajazdy aZz o 16 mesiacov. Znamena to, Ze cestovné kancelarie
maji moznost’ dohodnlt’ sa s klientmi na poskytnuti nahradného zajazdu az do
augusta 2021. Ak si zakaznik zakapil zajazd ¢i zaplatil zalohu na pobyt, s cestovnou
kancelariou si moze dohodnut’ iny termin svojho pobytu, a dokonca aj zmenit’ pévodne
zvolenu destinaciu. Zakon zaroven jasne definuje vybrané skupiny osob, ktorym su
cestovné kancelarie povinné vratit’ ich peniaze do 14 dni (FinReport, 2020).

Slovenské cestovné kanceldrie vypravili prvé dovolenkové charterové lety pre
svojich klientov a? v zavere jlla 2020. Z Letiska M. R. Stefanika i$lo pritom len
o destinacie Rhodos, Kréta a Larnaca. Statnymi organmi boli zakézané lety z Turecka,
Egypta, Tuniska, kam lietalo po minulé roky najviac slovenskych cestujlcich (Bratislava
Airport, 2020).

Ocakava sa, Ze ohlasenie a uvedenie vakciny na trh postupne zvySia dbveru
klientova a prispeju tak k zmierneniu cestovnych obmedzeni nie len na Slovensku ale
aj na celom svete. RozsSirené scenare UNWTO na roky 2021 - 2024 poukazuju na
ozivenie medzinarodného cestovného ruchu do druhej polovice roku 2021. Navrat na
Uroven z roku 2019 pokial’ ide o medzinarodné prichody, by vSak mohol trvat’ 2,5 - 4
roky (UNWTO, 2020).

1 Metodika prace

Za Ucelom nadobudnutia vysledkov bol realizovany sekundarny vyskum — zber,
spracovanie uz znamych publikovanych uUdajov dostupnych v domacich ako aj
zahraniénych publikacidch. V prispevku boli pouzité aj vybrané metddy vyuzivajice
principy logického myslenia ako abstrakcia, analyza, syntéza. Komparativnou metdédou,
ktora spociva v porovnavani sledovanych javov bolo dosiahnuté stanovenie zhodnych
alebo rozdielnych znakov v skimanom predmete v sledovanej letnej a zimnej sezéne
2020 v rdmci outgoingu na Slovensku v kontraste s predkrizovym obdobim.

Prostrednictvom monitorovania letov v podmienkach Letiska M. R. Stefanika
v Bratislave v obdobi letného ako aj zimného letového poriadku boli identifikované
jednotlivé destinacie, ktoré boli predmetom chartrovych letov cestovnych kancelarii,
ako aj ich frekvencia odbavenia.

Cielom prispevku je na zaklade monitorovania chartrovych letov v podmienkach
Letiska M. R. Stefanika v Bratislave identifikovat’ Specifika letnej a zimnej dovolenkovej
sezony v ramci zahrani¢ného pasivneho cestovného ruchu s akcentom na pOsobenie
vplyvov koronakrizy.
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2 Vysledky a diskusia

Pandémia koronavirusu mala vo svojich pociatkoch priam likvidacné tendencie
voci subjektom posobiacim v cestovnom ruchu. Restriktivne obmedzenia viad ako aj
strach l'udi vycestovat’ sa najviac podpisali za masivny Ubytok vyjazdov v ramci
zahranicného cestovného ruchu. Tieto sledované javy su preukazatelné v dopadoch
koronakrizy na letni ako aj zimnd dovolenkovu sezénu v roku 2020 na slovenskom
trhu v rdmci outgoingu.

2.1 Letna dovolenkova sezéna 2020

V Case vypuknutia pandémia COVID-19 boli slovenské cestovné kancelarie
vytazené predajom zadjazdov na letnl dovolenkovl sezénu, pricom stale iSlo o predaj
s tzv. first — moment zlavami. Prichod pandémie vSak cestovnym kancelariam situacia
vyrazne skomplikoval, nakol'ko v priebehu niekolkych dni / tyzdhov sa svet zacal
pomaly ,zatvarat™ a moznosti vycestovat’ sa kazdym dalsSim diom len minimalizovali.
Tieto udalosti takmer okamzite spOsobili vyrazny pokles predaja, priam aZ jeho
nechcené pozastavenie, nakolko potencidlni klienti cestovnych kancelarii sa citili byt
ohrozeni, a hlavne nemali istotu, ze sa do svojej vybranej dovolenkovej destinacie aj
redlne dostanu. Cash-flow cestovnych kancelarii bol tak vyznamne zasiahnuty, nakolko
tieto subjekty prestali vykazovat' trzby z predanych zajazdov, avSak prevadzkové
naklady ako aj r6zne zavazky vodi zahraniénym partnerom zostali v uritej miere
v platnosti. Cestovné kancelarie uhradili mnohé zalohy za letecki dopravu, di
ubytovacie sluzby priamo v destinaciach, preto by nebolo mozné klientom vracat
v plnej miere ich doposial’ zaplatené zalohy za zajazdy.

Tendencie mnohych klientov boli zajazdy skor rusit’ ako ich prebookovat’ na iné
obdobie, priCom do tychto procesov vyrazne zasiahla aj nova pravna Uprava, ktorej
ciefom bolo ochranit’ cestovné kancelarie, pred pripadnou insolventnostou, ako aj
zachovat’ korektnost’ voci klientovi a ponudknut’ mu niekolko alternativ rieSenia
vzniknutej situacie v Case tejto bezprecedentnej krizy.

Parlament tak schvalil novelu zékona ¢. 170/2018 Z. z. o zajazdoch, spojenych
sluzbach cestovného ruchu, niektorych podmienkach podnikania v cestovnom ruchu
v zneni neskorSich predpisov. Cielom novely bolo teda upravit’ postup
vysporiadania sa s rezervovanymi zajazdmi, ktoré klienti nemali moznost’
vyuzit' z dovodu opatreni prijatymi Slovenskom, pripadne inymi krajinami
v suvislosti s koronavirusom (Zakon 136/2020 Z.z., zmena zakona o
zajazdoch, spojenych sluzbach cestovného ruchu).

Bolo zrejmé, Ze pred zahajenim letnej dovolenkovej sezony cestovné kancelarie
nebudd schopné ponuknut’ pévodne naplanovany sortiment zajazdov do vsetkych
dovolenkovych destinacii. Boli tak natené svoj produkt prispésobit’ tzv.
cestovatel'skému semaforu a ponUkat zajazdy len do tzv. ,zelenych krajin®, odkial
navrat na Slovensko nebol podmieneny karanténou, Ci povinnostou absolvovania PCR
testu na ochorenie COVID-19. Casté preradovanie krajin v rdmci cestovatel'ského
semafora Slovenska tak sposobilo minimalnu ponuku leteckych zajazdov, a to len do
niekol’kych primorskych dovolenkovych destindcii.
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Obr. 1: Cestovatel'sky semafor Slovenskej republiky platny od 20.7.2020

— CESTOVATELSKY
= SEMAFOR SR (platny 0d 20.7.2020)

TZV. BEZPECNE KRAJINY MIMO EU:
+ Austrilia

+Japonsko

+ Julna Korea

Novy Zéland
+Cina (v pripade reciprocity)

mene rizikové itity podfa SR
ft2v.bezpetné)

Zdroj: Klus, 2020

Prostrednictvom obrazku 1 je ilustrovany cestovatel'sky semafor Slovenskej
republiky, ktory odzrkadluje zoznam tzv. menej rizikovych krajin EU, ako aj krajin
mimo EU, do ktorych cestovanie bolo v danom Case povazované za pomerne bezpecné
z aspektu epidemiologickej situacie v danej krajine. V ¢ase nadobudnutia platnosti
tohto cestovatel'ského semafora zacali slovenski touroperatori realizovat’ prvé
chartrové lety do vybranych dovolenkovych destinacii. Tieto destinacie boli v danom
Case na cestovatel'skom semafore povazované za zelené, menej rizikové, t.j. nasledny
navrat na Slovensko si nevyzadoval karanténu, alebo absolvovanie PCR testu na
ochorenie COVID-19.

Graf 1 Frekvencia chartrovych letov do dovolenkovych destinacii realizovanych
z letiska M.R. Stefanika v Bratislave v letnej sezone

2,5

o
n

Frekvencia letov do tyZdiia

B Rhodos MKréta M lamaca
Zdroj: vlastné spracovanie podla Bratislava Airport, 2020
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Slovenski touroperatori boli vplyvom nepriaznivej pandemickej situacie a mnohym
reStrikciam schopni ponuknut’ len skutocné minimum ponukanych leteckych zajazdov
v porovnani sich predpokladanymi planmi. Nutnost’ prisposobovat’ produktové
portfélio cestovatel'skému semaforu a zaroven predikovat’ tento vyvoj sposobili, ze
v letnej dovolenkovej sezdne boli realizované chartrové lety len do Grécka a na Cyprus.
V pripade Grécka iSlo konkrétne o lety na Rhodos a Krétu s celkovou frekvenciou 2 lety
do tyzdna v pripade oboch tychto destinacii. Tieto lety boli prevadzkované leteckymi
dopravcami Air Explore a Smartwings. Dalej boli realizované 2 chartrové lety do
Larnacy s leteckymi dorpavcami Air Explore a Cyprus Airways. Pri takto nastavenej
ponuke na trhu museli mnohé cestovné kancelarie zdiel'at’ kapacitu jedného lietadla,
aby dokazali spolocne naplnit’ miesta v lietadle a zaroven tak rozlozit' medzi sebou
riziko v pripade neobsadenosti, Ci nutnosti dané lety rusit z dovodu dalsich
restriktivnych obmedzeni.

2.2 Zimna dovolenkova sezéona 2020

Po skonceni mimoriadne Specifickej letnej sezdny sa naskytla cestovnym
kancelariam otazka, za akych okolnosti bude mozné realizovat' pripadné pobyty
v exotickych destinaciach. Vzhladom k neustdle sa zhorSujucej epidemiologickej
podmieneny karanténou a naslednym testovanim. NavySe prekdzky sa vyskytovali
mnohokrat aj na strane dovolenkovych destinacii, ktoré napr. neudelovali turistické
viza, atym Uplne znemoznili prichod akychkol'vek zahrani¢nych turistov. V pred
pandemickom obdobi organizovali slovenské cestovné kancelarie pobyty k moru v celej
zimnej sezéne do destinacii Salalah (Oman) a Hurghada (Egypt). ISlo zvacsa o sériu
chartrovych letov s tyZzdennou periodicitou. V zimnej sezone 2020 tomu vsSak tak
nebolo, okrem obdobia v okoli Vianoc, kedy cestovné kancelarie ponukli mnohé nové
produkty, ktoré realizovali prostrednictvom ad-hocovych chartrovych letov. Aj napriek
skutocnosti, Ze vsetky ponukané destinacie boli na zozname tzv. Cervenych krajin,
cestovné kancelarie vnimali velkd motivaciu ich klientov cestovat’ za morom, nakol'ko
v letnej dovolenkovej sezone boli ich moznosti vel'mi obmedzené. Aj z tohto titulu sa
podarilo uviest’ na trh v obdobi Vianocnych sviatkov produkty, ktoré sa doposial’ eSte
nerealizovali v podmienkach slovenského trhu.
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Graf 2 Frekvencia chartrovych letov do dovolenkovych destinacii realizovanych
z letiska M.R. Stefanika v Bratislave v obdobi od 25.12. — 31.12.2020
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Zdroj: vlastné spracovanie podla Bratislava Airport, 2020

Prostrednictvom grafu 2 je mozné preukazat’ Siroké portfélio destinacii, do
ktorych cestovné kanceldrie realizovali chartrové lety v sledovanom obdobi od 25.12. —
31.12. 2020. V pripade letu do egyptskej Hurghady ide o sériu chartrovych letov, ktoré
sa opakuju na tyzdennej baze, v pripade ostatnych destinacii ide vyslovene o ad-
hocové chartrové lety. Mimoriadne zaujimavou je skutocnost, Ze cestovné kancelarie
boli schopné predat’ az 4 chartrové lety na Maldivy (destinacie Male, Gan), ktoré boli
zabezpeCené priamymi letmi s technickym medzipristatim za GCelom dotankovania
paliva. Doposial’ v porovnatel'nom obdobi poslednych rokov na slovenskom trhu neboli
nikdy realizované priame lety na Maldivy, preto mozno skutocne hovorit' o skvele
vyuzitej obchodnej prileZitosti slovenskych cestovnych kancelarii, vzhladom k aktudlnej
nepriaznivej epidemiologickej situacii. Taktiez svojim sposobom unikatnym produktom
v tomto obdobi sa stala tureckd Antalya, ktora ponuka tie najluxusnejsie hotelové
resorty so sluzbami all inclusive na stravenie novoroCnych oslav. Prave Antalya je
dlhodobo najoblibenejSou letnou leteckou destinaciou slovenskych klientov, avSak
v letnej sezéne 2020 sa do nej lety nerealizovali z dovodu spominanych restriktivnych
obmedzeni. Aj ztohto titulu mal tento produkt v zimnom obdobi pomerne velky
Uspech. Tieto sledované lety boli realizoavné leteckymi dopravcami Smartwings, Air
Explore, Pegasus Airlines a Air Cairo. V monitorovanom obdobi boli d'alej zaznamenané
2 chartrové lety do Salalahu realizované leteckymi dopravcami Smartwings a ALK
Airlines.

.....

otestovani na koronavirus a dokazali predloZit' negativny PCR test pri vstupe. Takisto

po navrate na Slovensko bolo nutné absolvovat’ povinni karanténu a nasledne sa dat’

otestovat, nakol'ko tieto krajiny sa z pohladu SR nachadzaji v zozname rizikovych

krajin. Aj napriek tymto skutocnostiam, klienti boli ochotni dané okolnosti akceptovat’

a vycestovat’ tak k moru. Mnohé cestovné kancelaria vel'mi pruzne reagovali na danu

situaciu a ponukali klientom sluzbu tzv. COVID garancie. Pre blizSiu komparaciu je
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uvadzana tato doplnkova sluzba pri cestovnych kancelariach Satur a Bubo, ktoré obe
v tychto Casoch realizovali chartrové lety. Predmetna komparacia sa vztahuje na
zajazdy oboch cestovnych kanceldrii do destinacie Salalah (Oman).

Cestovna kancelaria SATUR ponukla svojim klientom sluzbu SATUR COVID
GARANCIA, ktora bola spoplatnena sumou 119 €, v ktorej bolo zahrnuté: 1x PCR test
na COVID-19 pred vycestovanim s potvrdenim v anglickom jazyku. V pripade, Ze by
klientovi vysiel pozitivny vysledok, cestovnd kancelaria by mu preplatila ako aj jeho
spolucestujucim osobam nahldsenym na zmluve o obstarani zajazdu 100% ceny
zajazdu do 2 pracovnych dni (toto sa vSak nevztahovalo na objednavky hradené
odkladovym voucherom). Sluzba d'alej zahfnala 1x PCR test na COVID-19 po prilete do
letoviska Salalah, 1x PCR test na COVID-19 po navrate, manazment rezervacie terminu
testovania - cestovna kanceldria sa postarala o termin testovania a platbu, klient sa dal
otestovat’ a prevzal si potvrdenie v anglickom jazyku (Satur, 2020).

Cestovna kancelaria BUBO ponukla svojim klientom obdobny produkt s nazvom
BUBO COVID GARANCIA, pricom tato sluzba zahfiala testovanie pred zajazdom, po
prilete do destinacie (v pripade potreby), ako aj test po navrate. V pripade pozitivheho
vysledku testu pred vycestovanim zabezpecila pIni refundaciu zajazdu do 48 hodin.
Tato sluzba bola spoplatnena sumou 119 eur / osoba, pricom pri objednani zajazdu do
31. decembra 2020 ju klienti ziskali zdarma k akémukol'vek zajazdu na rok 2020 a
2021.

2.3 Vizia dovolenkovej sezony v roku 2021

V momentalnej situacii je mimoriadne narocné predikovat’ akym spGsobom sa
bude vyvijat’ epidemiologicka situacia vo svete a s nou spojené moznosti vycestovat’
do zahraniia. Je mimoriadne pravdepodobné, Ze ockovanie proti korovavirusu sa
stane v blizkej budicnosti pomyselnou vstupenkou do jednotlivych destinacii, ako aj na
palubu lietadiel. Alternativu pre vstup do krajin m6zu vSak stale predstavovat’ aj
samotné PCR testy s naslednym negativnym vysledkom klientov.

V stcasnej dobe cestovné kancelarie zahajuju predaj zajazdov v ramci tzv. first
moment predaja. SnaZia sa prildkat’ svojich klientov mimoriadne vyhodnymi cenami,
ako aj vysokymi zlavami s takmer totoZnou ponukou zajazdov, aké mali v plane
realizovat’ v roku 2020. Tato skutoCnost’ je zapriCinena hlavne tym, Ze hoteliérom, ako
aj zahranitnym partnerom boli vyplatené zalohové platby eSte pred vypuknutim
pandémie, atie sU0 tak automaticky prenesené do sezony 2021 v pripade
nerealizovania zdjazdov do danych destinacii.

Na zaklade zvySeného dopytu v mimo sezéne sa najvacsi slovensky touroperator
rozhodol realizovat’ zdjazdy do exotickych destinacii, ako Maldivy, Spojené Arabské
Emiraty a Dominikanska republika, ato vsSetko s odletmi priamo z Bratislavy
v mesiacoch februar - marec. NavySe pocas jarnych skolskych prazdnin na Vychodnom
Slovensku ponukne do vSetkych tychto destinacii aj odlety priamo z Kosic (Tip Travel,
2020). Opétovne tak m6zeme hovorit’ o intenzivnom posilneni produktového portfdlia
cestovnych kancelarii mimo hlavnej letnej sezény v porovnani s uplynulymi rokmi, a to
aj napriek pretrvavajlcej pandémii.
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Zaver

Pandémia COVID-19 zasiahla bezprecedentne mnohé oblasti hospodarstva
svetovych ekonomik. Cestovny ruch mozno povazovat' za jedno z najviac zasiahnutych
odvetvi, ¢o sme preukazali aj v podmienkach Slovenskej republiky. Ponuka zajazdov
v rdmci organizovaného vyjazdového cestovného ruchu sa v porovnani minulostou
zUzZila na zopar primorskych destinacii. Tento jav bol spésobeny hlavne vplyvom
restriktivnych obmedzeni vlad, ako aj neistotou cestovnych kancelarii v predikovani
epidemiologickej situacie a suvisiacimi moznostami cestovat. V sledovanom obdobi
chartrovych letov v letnej dovolenkovej sezdne z letiska M. R. Stefanika v Bratislave
bolo realizovanych celkovo tyzdenne len 6 chartovych letov, a to do destinacii Rhodos,
Kréta a Larnaca. Tato dovolenkova sezdna bola pritom zahajena az koncom mesiaca
jul 2020. Cestovné kancelarie tak obmedzili svoje kapacity na minimum ako aj skresal
produktové portfélio na tie destinacie, pri ktorych predpokladali, ze ich budd schopné
operovat do skoncenia letnej dovolenkovej sezony. Zimna dovolenkova sezdna
prekvapivo ponukla o mnoho viac primorskych dovolenkovych destinacii, ako tomu
bolo v minulom pred pandemickom obdobi. ISlo vSak hlavne o obdobie s odletmi pocas
ako aj po Vianocnych sviatkoch, kedy touroperati ponukli slovenskym klientom
destinacie ako Male a Gan (Maldivy), Salalah, Ras Al Khaimah, Hurghada, ¢i Antalya.
Mnohé cestovné kancelarie vzhl'adom k aktualnej situacii prichadzaji v zimnej sezéne s
inovativnou sluzbou, nazyvanou COVID garancia, ktora obsahuje niekolko PCR testov,
ako aj refundaciu zajazdu v pripade potvrdenia ochorenia COVID-19 pred odletom na
dovolenku. Najvacsi slovensky touroperator navySe planuje v mesiacoch februar
a marec lietat’ na Maldivy, Dominikansku republiku, ako aj Spojené Arabské Emiraty,
pricom v obdobi jarnych prazdnin planuje do vsetkych tychto destinacii realizovat’ aj
odlety z KoSic. Cestovné kanceldrie uz v suCasnosti predavaju zdjazdy na letnd
dovolenkovll sezénu 2021 dufajuc, Zze té sa aj vdaka vyvinutej vakcine bude
realizovat/, pricom ich produktové portfélio je takmer identické s ponukou uréenou na
sezénu 2020. Klientov sa snazia prildkat’ vysokymi zl'avami s nadejou, ze moznosti
cestovania do dovolenkovych destinacii ako aj dopyt zo strany klientov sa vratia spat’
z predkrizového obdobia.
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Priorizacia optimalizacie zdrojov navstevnosti vybranych
webovych stranok cestovného ruchu?

Martin Kuchta?

Prioritization of traffic sources optimization of selected tourism websites

Abstract

Hlavnym cielom prispevku bola identifikdcia najdoleZitejsich zdrojov navstevnosti
vybranych webovych stranok cestovného ruchu. Vyskum prebiehal na trinastich
globainych webovych strankach cestovného ruchu, ktoré boli analyzované vo volne
dostupnom analytickom nastroji Similarweb. Skumané boli najrelevantnejsie primarne,
sekunddrne a tercidine zdroje nadvstevnosti. Zozbierané udaje boli zaznamenadvané
v tabulkovom procesore Microsoft Excel a nasledne vizualizované vo forme kolacovych
grafov s percentualnym vycislenim. Vysledky vyskumu pomdZu webovym strankam
cestovného ruchu priorizovat’ optimalizaciu marketingovych aktivit pre posilnenie
pozicie relevantnych zdrojov navstevnosti.

Key words

Internet, navstevnost, webova strénka

JEL Classification: M31

.....

tento priestor je preplneny roznymi webovymi strankami. Konkurencia v tejto oblasti je
vysoka a firmy tak musia vyuzivat' moderné stratégie, ktoré im zabezpecia efektivitu
pritomnosti na internete. V sucasnej dobe pristupuji firmy k webovym strankam
sofistikovanymi sp6sobmi, ktoré st podloZzené analytickymi nastrojmi a velkymi datami
a pracuju s pokrocilymi marketingovymi stratégiami, medzi ktoré mozno zaradit’
platené a neplatené marketingové stratégie, personalizaciu, segmentaciu a podobne
(Vik, 2019). Okrem uvedenych mdze navstevnosti na webovej stranke pomahat’ aj
cielena aktivita na socidlnych sietach (Madlenak, Madlenakova, Svadlenka, & Salava,
2015). Cielom firiem je wvytvorit navstevnost’ na webovej stranke a pritomnych
navstevnikov konvertovat'. Pod konverziou mozno rozumiet’ rézne druhy akcii, ktoré si
firma stanovi ako ciel' (Darak, 2019). Navstevnost' a jej kvalita patria medzi jeden
z kIaCovych ukazovatel'ov vykonnosti webovej stranky a realizovanych marketingovych
aktivit. Zdroje navstevnosti mozno merat’ niekolkymi spdsobmi v zavislosti od stupria
ochrany ndvstevnika (Ghaleb, 2016). Za najpouzivanejSie techniky merania
navstevnosti mozno oznadit”:

! KEGA 016EU-4/2019 Inovativne uéebné texty marketingu pre stredné Skoly
2 Ing. Martin Kuchta, PhD., MBA, University of Economics in Bratislava, Faculty of Commerce, Department of
Business IT, Dolnozemska cesta 1, 852 35 Bratislava, martin.kuchta@euba.sk
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eprostrednictvom kddu implementovaného na webovej stranke,
eprostrednictvom aktivity pouzivatel'ov internetu (EuroEkonom, 2009).

V prvom pripade zaznamendava implementovany kdd otvorenia webovej stranky a
aktivitu na nej pocas navstevy. Tento sposob je Casto presnejsi, efektivnejsi a vo svete
rozSirenejsi. NajpouzivanejSim analytickym nastrojom na tento typ merania je Google
Analytics (Provaznik, 2020). Okrem samotnej navstevnosti dokaze presne urcit
napriklad pohlavie, vek (Pracna, 2020), krajinu, médium alebo platformu, z ktorej sa
pouzivatel' na merand webovu stranku dostal (Google, 2020).

Druhym spOsobom je sledovanie pohybu pouzivatelov na internete
prostrednictvom cookies alebo inych identifikatorov. Tento spOsob je o nieCo menej
presny avSak na analyzu velkych webovych stranok alebo internetovych portalov plne
postacujuci (ITHelps, 2020). Medzi najpouzivanejSie analytické nastroje tohto typu
patria Similarweb alebo Alexa.

Zdroje navStevnosti sa liSia v zavislosti od publika, odvetvia podnikania,
vyuzivanych platforiem Sirenia generovaného obsahu a dalSich faktorov. Medzi
najCastejsie zdroje mozno zaradit”:

e Priama navstevnost’— navstevnik sa na webovl stranku dostane napisanim nazvu
domény do internetového prehliada¢a. Tento zdroj navstevnosti je silny
predovSetkym pri zndmych webovych strankach s histériou a kvalitne
vybudovanim povedomim.

ePlatena ndvstevnost’ z vyhladdvacov — pri vyhladavani v internetovych
vyhl'adavacoch (akym je napriklad Google Search) méze webova stranka
vsadit’ na platenu reklamu, ktora zabezpeli zobrazovanie webovej stranky na
prvych (platenych) pozicidch vo vysledkoch vyhladavania. Pri dostatocnom
rozpocte méze tento zdroj posobit’ ako relevantny zdroj navstevnosti.

eOrganickd nadvstevnost’ z vyhladdvacov — algoritmy vyhladavacov zobrazuju
webové stranky na prvych organickych pozicidch aj bez potreby platenej
reklamy. Podmienkou je vSak vhodna optimalizacia prostrednictvom SEO
pristupov.

e Navstevnost’ zo socidlnych sieti — socialne siete mézu sluzit’ ako kanal pre Sirenie
obsahu vyprodukovaného na webovej stranke. PouZzivatelia socialnych sieti tak
moézu jednoduchym kliknutim prejst zo socidlnej siete priamo na webovu
stranku, ¢im sa zabezpecuje navstevnost'.

e Ndvstevnost’ z e-mailov — pri dostatoénej databdze mozno na pouzivatelov
pravidelne odosielat’ e-maily, v ktorych sa nachadza prelinkovanie na obsah na
webovej stranke.

e Ndvstevnost’ z odporucani inych webovych strénok — rozne webové stranky mézu
odkazovat’ prostrednictvom hyperlinkov na webovu stranku znacky.

e Ndvstevnost’ z displejovej reklamy alebo réznych internetovych medidinych pléch
— ide o navstevnost’ z bannerov, odkazov na webovych strankach, Specialnych
okien s odkazmi na iné webové stranky a podobne (Chakrabortty & Jose,
2018).
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Niektoré webové stranky maju silny iny zdroj navsStevnosti ako iné. Okrem
navstevnosti ako takej je potrebné vyhodnocovat’ aj jej kvalitu. Identifikacia kvality
navstevnikov moze byt kl'ticova pri naplfani definovanych marketingovych
a predajnych ciel'ov webovej stranky (Prantl & Prantl, 2018).

1 Metodika prace

Hlavnym ciel'om prispevku bola identifikacia najdolezitejSich zdrojov navstevnosti
vybranych webovych stranok cestovného ruchu. Vyskum prebiehal na 320 znackach.
Tento clanok spracovava trinast’ globalnych webovych stranok cestovného ruchu.
Konkrétne Airbnb, Booking, Hotels, Agoda, Hostelworld, Vrbo, Tripadvisor, Expedia,
Travelocity, Onetravel, Trivago, Marriot a Homeaway. Identifikované webové stranky
boli zaznamenané v Microsoft Excel. V uvedenom programe bola vytvorena tabulka,
ktora sumarizovala identifikované skimané parametre. Cely vyskum prebiehal
v bezplatnej verzii online analytického nastroja similarweb.com. Vyskum sa zameriaval
na nasledujice faktory: globalne hodnotenie, celkova navstevnost' za mesiac,
priemerna diZzka navstevy, pocet navstivenych stranok na jednu navstevu, najsilnejsia
krajina navstevnosti, primarny zdroj navstev, sekundarny zdroj navstev, tercialny zdroj
navstev, percentualny podiel navstev z Google Search a percentualny podiel navstev
zo socidlnych sieti.

Tento prispevok sa zameriava vyhradne na vyhodnotenie primarnych,
sekundarnych a tercidlnych zdrojov navstev skimanych webovych stranok. Pouzity
analyticky nastroj Similarweb reportoval spolu osem zdrojov navstevnosti webovych
stranok: priamy, mail, socidlne siete, odporucania, displej, vyhladavace, displejova
reklama a nedostupné. Vyslednd analyza bola spracovanad formou vizualizacie do
kolaCovych grafov s percentualnym vycislenim pomerov jednotlivych zdrojov
navstevnosti. Grafy boli nasledne prekopirované do tohto prispevku.

2 Vysledky a diskusia

V prvom kroku vyskumu boli identifikované vsSetky zdroje navstev, ktoré
vyuzivany analyticky nastroj Similarweb poskytuje. V druhom kroku boli k jednotlivym
zdrojom navstev priradené pocty webovych stranok, pre ktoré dany zdroj navstevnosti
pOsobi ako primarny, sekundarny alebo tercialny.

Tabul'ka 1: Zdroje navstevnosti vybranych webovych stranok cestovného ruchu

Primarny Sekundarny Tercialny
zdroj zdroj zdroj
navstevnosti navstevnosti navstevnosti
Priamy 5 8 0
Mail 0 0 0
Socialne siete 0 0 0
Odporucania 0 1 12
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Primarny Sekundarny Tercialny
zdroj zdroj zdroj
navstevnosti navstevnosti navstevnosti
Displej 0 0 0
Vyhl'adavace 8 4 1
Displejova reklama 0 0 0
Nedostupné 0 0 0
Total 13 13 13

Zdroj: vlastné spracovanie

Uvedena Tabulka 1 uvadza pocet webovych stranok, pre ktoré je uvedeny zdroj
navstevnosti primarny, sekundarny alebo tercidlny. Pri niektorych webovych strankach
cestovného ruchu niektoré zdroje navstev neobsahuju Ziaden pocet, pretoze
pouzivatelia na dané webové stranky z uvedenych zdrojov neprichadzaju.

Graf 1: Primarny zdroj navstevnosti webovych stranok cestovného ruchu

Primarny zdroj navstevnosti
0% 0%
= Priamy
= Mail
= Socialne siete
Odporicania
Displej

62%

Vyhladavace 0%

0%

Displejova reklama

0%

Nedostupné

Zdroj: vlastné spracovanie

Podl'a zisteni z Grafu 1 malo najviac skimanych webovych stranok cestovného
ruchu primarny zdroj navstev ,Vyhladavace". Druhym najCastejSim primarnym zdrojom
navstev bol ,Priamy", ¢o znamena, ze portal navstevuji pouZivatelia priamo napisanim
webovej adresy do prehliadaca. Pri skimani vybranych webovych stranok cestovného
ruchu nefigurovali dalSie primarne zdroje navstevnosti. Uvedené potvrdzuje
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nevyhnutnl potrebu webovych stranok cestovného ruchu optimalizovat’ svoju
internetovu pritomnost’ pre vyhl'adavace a kontinualne budovat’ povedomie o znacke,
aby dochadzalo k priamej navstevnosti.

Graf 2: Sekundarny zdroj ndvstevnosti webovych stranok cestovného ruchu

Sekundarny zdroj navstevnosti
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= Priamy

= Mail
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Vyhladavace

Displejova reklama

Nedostupné

Zdroj: vlastné spracovanie

Druhy graf pojedndva o sekundarnych zdrojoch navstevnosti. Podla zistenych
informacii je najrozSirenejSim sekundarnym zdrojom navstevnosti ,Priamy" (61 %).
Druhym najrozSirenejs$im sekundarnym zdrojom navstevnosti su ,Vyhladavace"
a tretim sd ,,Odporacania®. Prvé dve mieste koreSponduju s vysledkami z prvého grafu,
Co potvrdzuje nevyhnutnl potrebu optimalizacie pre internetové vyhl'adavace a pre
budovanie povedomia. Treti najrozSirenejsi sekundarny zdroj navstevnosti prezentuje
spatné odkazy na inych webovych strankach alebo hyperlinky odkazujlce na vybranu
webovl stranku na internete. V tomto pripade moéZeme definovat’ odporicanie
priameho ndkupu externych spatnych odkazov v ramci SEO stratégii a kontinualne
budovanie povedomia o webovej stranke za Ucelom samovolnych zmienok tretich
stran na internete.
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Graf 3: Tercidlny zdroj navstevnosti webovych stranok cestovného ruchu

Tercialny zdroj navstevnosti
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Nedostupné
Zdroj: vlastné spracovanie

Graf 3 vizualizuje treti najdolezitejSi zdroj navStevnosti webovych stranok
cestovného ruchu. Najvyssia zastupenie (az 92%) dosiahol ,,Priamy", ¢im sa potvrdzuje
doblezitost’ kontinualneho budovania povedomia o znacke. Druhym najzastipenejsim
boli ,Vyhladavace", ktoré podCiarkuji nevyhnutnost’ optimalizacie webovych stranok
cestovného ruchu pre vyhl'adavace z organického alebo plateného obsahu.

Zaver

Exponencialne rozSirovanie internetu a s nim spojena digitalizacia sposobili, ze
firmy zo vSetkych oblasti diverzifikuju svoje odbytové kanaly aj o internet. V niektorych
pripadoch tvori internet dokonca hlavny zdroj obratov. Internet je preplneny webovymi
strankami a réznymi portalmi. Pozornost’ Cloveka je na internete vyrazne obmedzena
v porovnani s offline svetom. Je preto nevyhnutné pracovat’ s analytickymi nastrojmi
a roznymi analyzami, ktoré firmam dokazu napovedat’ aké aktivity su nevyhnutné pre
efektivnu vizibilitu na internete. Realizovany vyskum identifikuje tri najdolezitejsie
zdroje navstev na zaklade analyzy vybranych webovych stranok cestovného ruchu.
Prvym najdolezitejSim zdrojom sU vyhladavace. Webové stranky cestovného ruchu by
preto mali v rdmci marketingovych stratégii na internete klast doraz na organickd
a platend pritomnost vo vyhladavacoch. Vramci organickej pritomnosti ide
predovsetkym o on-site optimalizaciu kl'iCovych slov a o off-site optimalizaciu
prostrednictvom spdtnych odkazov. Prave off-site optimalizacia Uzko sUvisi aj
s Odporucaniami, ktoré vysli ako treti najsilnejsi zdroj navstev. Druhym najsilnejSim
zdrojom navstevnosti je Priamy. Pod tymto zdrojom navStev moZno rozumiet’ priamu
navstevnost' l'udi, ktori webovl strdnku navstivia na zaklade priameho vloZenia
internetovej adresy do prehliadaca. Pre zefektivnenie tohto zdroja navstev je potrebné
dlhodobé budovanie povedomia o znacke prostrednictvom réznych marketingovych
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a produktovych stratégii. Tretim najdolezitejS$im zdrojom navstev sU uz spominané
odporucania. Ide o odkazy na inych webovych strankach, ktoré smeruji pouZivatela
na webovl stranku cestovného ruchu. Uvedené sulvisi aj ako efektivna stratégia
budovania organickej pozicie vo vyhladavacoch. Stratégie, ktoré zabezpecia efektivne
posilnenie vsetkych troch najdblezitejSich zdrojov navstevnosti webovych stranok
cestovného ruchu spolu Uzko slvisia a budovanie jedného zdroja navstevnosti
pozitivne ovplyvni aj budovanie ostatnych zdrojov navstevnosti. Tieto stratégie mozu
byt z dlhodobého hladiska zdrojom konkurencnej vyhody na preplnenom trhu
webovych stranok a inych internetovych portalov.

Na rozdiel od webovych stranok iného zamerania pri portaloch cestovného ruchu
Uplne absentovali zdroje navstevnosti: socidlne siete, mail, displej a displejova
reklama. Uvedené méze byt spGsobené minimalnou alebo absentujicou aktivitou na
uvedenych platformach alebo navykmi spotrebitelov, pre ktorych uvedené platformy
nie si v procesoch ziskavania informacii o cestovhom ruchu dostatocne atraktivne.
Existuje vSak priestor, ktory by vdaka aktivite na uvedenych platformach mohol byt’
zdrojom konkurencnej vyhody vybranej webovej stranky cestovného ruchu.

Daldi vyskum moze rozsirit vyskum spracovany v tomto prispevku alebo mdze
porovnat vysledky vyskumu vtomto prispevku s primarnymi, sekundarnymi
a tercidlnymi zdrojmi navstevnosti pred pandémiou.
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Zamestnanost’ v cestovnom ruchu a jej Specifika?

Martina Ozoglu?

Tourism employment and its specifics

Tourism industry employs in Slovakia more than 148 thousand persons. The main aim
of the article is to provide a comparison in detailed structure of tourism employment
with the European and world measures in tourism industry. The source data of tourism
employment in Slovak Republic comes from TSA of the Slovak Republic and it is
combined with LFS data obtained from Statistical Office of the Slovak Republic.
Tourism characteristic industries employ in Slovakia more than the European average
percentage of youth employment. Tourism generates the most of the jobs for women
and employs the most persons with higher degree. The prediction for tourism
employment is very plausible when the corona crisis is over. From 2021 to 2025 there
Is a prediction that the demand will be higher than the supply in tourism employment
/in Slovakia.

Key words

Tourism employment, labour force, tourism

JEL Classification: L83, J24, E24

Uvod

Cestovny ruch bol v poslednych rokoch jednym z najrychlejSie rozvijajicich sa
sektorov ekonomik na svete s c¢im suvisi aj zvySena zamestnanost’ v odvetviach
cestovného ruchu. Odvetvie cestovného ruchu prindSa pracovné moznosti pre
kvalifikovanu aj nekvalifikovanu pracovnu silu a tiez pre skupiny, ktoré si tazko hl'adaju
pracu (WTTC, 2019). Ponlka mnozstvo prilezitosti na trvaly pracovny pomer, ale aj
sezdnnu pracu.

Cestovny ruch zamestnava priamo, nepriamo aj indukovane celosvetovo viac ako
330 mil. pracovnych miest a vytvara jedno zo Styroch novovytvorenych pracovnych
miest (WTTC, 2020). Na Slovensku je v charakteristickych odvetviach cestovného
ruchu zamestnanych viac ako 148 tisic os6b (SUSR, 2020).

Hlavnou sucastou ekonomického chapania odvetvia je jeho schopnost' tvorit
pracovné miesta. Uspokojenie dopytu navstevnika je spaté s potrebou l'udskej prace,
ktora suvisi s prevazne sluzobnym charakterom podnikov cestovného ruchu (Gucik,
2011).

! Prispevok je sucastou interného grantu PMVP & 1-20-107-00 Ekonomickej univerzity v Bratislave pre
mladych ucitel'ov, vedeckych pracovnikov a doktorandov s nazovom ,Aplikacie metdd umelej inteligencie v
procese ekonomickej analyzy vo vybranych aspektoch cestovného ruchu®. Prispevok je sucastou projektu
KEGA ¢. 034EU-4/2020 s nazovom ,Obsahové a technické inovativne pristupy k vyucbe regiondlneho
cestovného ruchu®.

2 Ing. Martina Ozoglu, Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra sluZieb a cestovného
ruchu, Dolnozemska cesta 1, 852 35 Bratislava, martina.ozoglu@euba.sk
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UNWTO (2013) vo svojom slovniku pojmov cestovného ruchu (Glossary) uvadza,
Ze zamestnanost’ v cestovnom ruchu je vyjadrend zamestnanostou v odvetviach
cestovného ruchu. Je to sucéet osob zamestnanych v odvetviach cestovného ruchu v
akejkol'vek pracovnej pozicii ako sucet hlavného a vedlajSieho zamestnania (UN DESA,
2008).

Problémom spravneho vymedzenia zamestnanosti v cestovnom ruchu sa zaoberali
autori Riley a kol. (2002), Sharpley — Telfer (2002), Page — Connel (2006), OECD
(2000), UN DESA (2008). Riley a kol. (2002) sa odvolavaju na definicie odvetvia
cestovného ruchu, z ktorej si odvodené podniky a nasledne zamestnanci, resp.
pracovné miesta v cestovhom ruchu ako ukazovatele zamestnanosti v cestovnom
ruchu. Riley a kol. (2002) vyjadruju hlavné problémy s definovanim zamestnanosti v
cestovnom ruchu:

¢S vynimkou odvetvi, ako napr. hotelové sluzby ¢i cestovné agentiry a
kancelarie, existuju mnohé odvetvia, ktoré okrem navstevnikov slizia aj
lokdlnym rezidentom. Rozdeluje podniky na tie, ktorych prijmy
vychadzaju z navstevnikovej spotreby a na tie, ktoré slizia navstevnikom
a aj lokalnym rezidentom, a teda prijmy pochadzaji od oboch subjektov.

eKomplexnost' a Specifickost’ cestovného ruchu vplyva aj na oficialne Statistiky
zamestnanosti cestovného ruchu, pretoze tak ako je zlozité definovat’
hranice definicie cestovného ruchu, tak zlozité je stanovit’' hranice pre
meranie zamestnanosti v cestovnom ruchu.

eZamestnanost’ v cestovnom ruchu je zvyc¢ajne definovana zamestnanostou v
ubytovacich sluzbach, ale cestovny ruch ma SirSie ponatie, a teda aj
zamestnanost' v cestovhom ruchu by mala byt vnimanad v SirSom
ponimani.

¢V podnikoch cestovného ruchu st zamestnani pracovnici, ktori st v priamom
kontakte len s navstevnikmi (dopyt cestovného ruchu), ale Cast’ z
pracovnikov nema Ziaden priamy kontakt s navstevnikmi alebo ma len
Ciastocny kontakt.

Primarna zamestnanost’ v cestovnom ruchu je definovana ako zamestnanost/,
ktora je generovana podnikmi, ktoré produkuju tovary a sluzby sliziace navstevnikom
pri uspokojeni ich potrieb. Nepriama zamestnanost' v cestovnom ruchu je vysvetlena
ako dodato¢na zamestnanost’ vyvolana multiplikacnym efektom v odvetviach, ktoré
nepriamo zabezpecuju uspokojenie dopytu v cestovnom ruchu (Gucik, 2011). Podobne
rozdel'uji zamestnanost’ na priamu, nepriamu a indukovanu aj autori Sharpley — Telfer
(2002), Page — Connel (2006), Wall — Mathieson (2006), Cooper (2008), Sharma
(2014), Fodranova a kol. (2015).

Hlavné znaky zamestnanosti v cestovhom ruchu podla autora Kusluvan (2003)
su:

e\lysoka intenzita prace
eNestabilnost’ pracovnych miest a vysoké naklady na pracovné miesta
eNekvalifikovana pracovna sila

e\/ysokym podielom zamestnanych zenského pohlavia
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eNizke postavenie zamestnania
eNajviac pracovnych miest produkuj malé a stredné podniky
el’ahko nahraditelna pracovna sila

Napriek tomu, Ze mnohi autori charakterizuji pracovné miesta v cestovnom ruchu
viac v negativnom svetle Lucas (2004), Kusluvan (2003), Riley a kol. (2002), praca
v sluzbach cestovného ruchu sa spaja najma s interakciou so zakaznikom a teda
zahffa viaceré socialne zruc¢nosti (Marrero-Rodriguez a kol. 2020). To sa odzrkadluje
na stalej potrebe osobného kontaktu v sluzbach cestového ruchu. Vzhladom na
vysledky vyskumov zo Statov s rozvinutym cestovnym ruchu, ktorych zavery hovoria o
dlhoro¢nej marnej snahe o nahradu ludskej prace modernymi technoldgiami. Ludia
stale preferuju osobny kontakt pri vyuzivani produktov cestovného ruchu a podla
Holloway — Taylor (2006) technoldgie nenahradia vela profesii v cestovhom ruchu a
ich Uspech zavisi na kvalite personalu. Podla Aynalem a kol. (2016) kvalifikované a
vyskolené l'udské zdroje su vyznamnym prvkom Uspechu rozvoja cestovného ruchu.
dlhym pracovnym C¢asom a minimalnym platom. Podla Kusugal (2014) cestovny ruch
prinasa rieSenia mnohych vyziev, ako je nezamestnanost alebo vyrovnavanie
regionalnych disparit.

1 Metodika prispevku

Hlavnym cielom prispevku je zosumarizovat’ Specifikd zamestnanosti v ramci
jednotlivych  odvetvi cestovného ruchu. UskutoCnime porovnanie pomocou
sekundarneho prieskumu zverejnenych publikacii, na zaklade ddajov ziskanych na
poZiadanie zo Statistického Uradu SR (dalej SU SR) a porovnanim s eurdpskymi
a celosvetovymi Gdajmi o zamestnanosti v cestovnom ruchu.

Pre spracovanie prispevku sme poziadali SU SR o detailné (idaje o zamestnanosti
v cestovnom ruchu definovanych podla Satelitného Gctu cestovného ruchu SR
v nasledujucich skupinach:

Charakteristické odvetvia CR - medzindrodne porovnatel'né:
1 - Ubytovacie sluzby
2 - Stravovacie sluzby
3-7-Doprava a prendjom zariaden/ pre osobnu dopravu
8 - Cestovné kanceldrie a agentury, ostatné rezervacné a suvisiace sluzby
9 - Sluzby kultury

10 - Sportové a rekreacné sluzby

Odvetvia cestovného ruchu su podla UNWTO definované pre Statistiky cestovného
ruchu a satelitné Ucty cestovného ruchu (TSA) podla nasledovnych kritérii:
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a) charakteristické odvetvia (tie, ktoré su medzindrodne porovnatelné):
ubytovanie pre navstevnikov, cinnosti stravovacich zariadeni, osobnd doprava
(Zeleznicna, cestnd, vodnd, vzdusna), prendjom zariadeni pre osobnu dopravu,
cinnosti cestovnych kanceldrii a agentur a ostatné rezervacné a suvisiace
cinnosti, kulturne cinnosti, sportové a rekreacné cinnosti.,

b) odvetvia specifické pre krajinu (tie, ktoré nie su medzinarodne porovnatelné):
definované v podmienkach jednotlivych Statov, odlisSnych od odvetvi
charakteristickych, ktoré pre krajinu produkuji signifikantny podiel v ramci
cestovného ruchu (UN DESA, 2008).

V rdmci odvetvi cestovného ruchu definovanych v TSA sme poziadali SUSR
o podrobné Udaje tykajuce sa  percentudlnych podielov  zamestnanosti
v charakteristickych odvetviach cestovného ruchu v deleni podla:

epohlavia,
eveku,
enajvyssieho dosiahnutého vzdelania.

Poskytnuté Udaje su za obdobie 2013 az 2018 v deleni podla jednotlivych odvetvi
cestovného ruchu. Percentuélne podiely zo zistovania VZPS?® boli aplikované na Udaje
zo TSA. Bol vytvoreny priemer podielov v jednotlivych kategdriach za roky 2013 az
2018. Vysledky z tejto analyzy su predstavené v nasledujucom texte.

2 Vysledky a diskusia

Graf 1 Priemer podielu zamestnanosti v odvetviach cestovného ruchu
podl'a pohlavia za roky 2013 az 2018
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Zdroj: Udaje dostupné zo SU SR a vlastné spracovanie

V grafe 1 sledujeme vysledky priemernej hodnoty podielu zamestnanosti
v jednotlivych odvetviach cestovného ruchu v deleni podla pohlavia. Za vsetky
charakteristické odvetvia cestovného ruchu mézeme konstatovat, ze muzi a zeny su
rovnomerne zamestnani v odvetviach cestovného ruchu. Ak sa pozrieme detailne na
jednotlivé odvetvia, zistime, Ze zamestnanost’ Zenského pohlavia prevazuje vyrazne
v sluzbach cestovnych kancelarii a agentur, dalej v ubytovacich sluzbach a tiez
v stravovacich sluzbach. Naopak muzské pohlavie vyrazne prevliada v sluzbach
spojenych s dopravou a prenajmom osobnej dopravy. Tento rozdiel sa rokmi znizuje,
kym v roku 2013 bol podiel muzského pohlavia az 87%, v roku 2018 sa dostal pod
hranicu 80% na 76,5 %. V ostatnych odvetviach je rozlozenie prevazne rovnaké.

Podl'a Eurostatu (2018) vytvara odvetvie cestovného ruchu pracovné prilezitosti
najma pre Zeny aje ich hlavnym zamestnavatelom. Podiel pracovnych miest
obsadenych Zenskym pohlavim je viac ako 59% v Eurdpe, najvacsie podiely maju
ubytovacie sluzby (61%) a sluzby cestovnych kancelarii a agentir (64%).

Graf 2 Priemer podielu zamestnanosti v odvetviach cestovného ruchu
podl'a vekovych skupin za roky 2013 az 2018
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1 - ubytovacie sluzby | ISHA 53,9 32 0,5

2 - Stravovacie sluzby [INISIS 59,2 243 07

3 az 7-Doprava a prenajom zariadeni pre osobnu dopravu 4 45,1 50,2 0,3
8 - Cestovné kanceldrie a agentUry,ost.rezervacné asuv.sl. & 73,1 215 2.2
9 - Sluzby kultary 38 44 48,4 38

10 - Sportové a rekreacné sluzby 16,3 56,7 26,2 08

0 20 40 60 80 100

15-24 W25-44 WA45-64 W65+

Zdroj: Udaje dostupné zo SU SR a vlastné spracovanie

Z hl'adiska vekovych skupin mozeme z grafu 2 sledovat, Ze najvyssi podiel
pracovnej sily tvoria pracujlci vo veku 25-44 rokov. Druhou najvécSou skupinou je
vekova skupina 45-64 rokov. Mladi pracujuci vo veku od 15-24 s zamestnani najma
v ubytovacich, stravovacich a najvy$si podiel predstavuju v Sportovo-rekreacnych
sluzbach. V ramci eurdpskeho priemeru vSak zaostavame, ubytovacie sluzby priemerne
zamestnavaju 15% mladych pracujlcich. V ramci produktivneho veku tvori tato vekova
skupina najvysSi podiel v sluzbach cestovnych kanceldrii a cestovnych agentdr,
v stravovacich sluzbach a v Sportovo-rekreacnych sluzbach. V sluzbach dopravy,
prendjmu osobnej dopravy a sluzbach kultiry je najviac zamestnanych vo veku od 45-
64 rokov. V ostatnych odvetviach previdada vekova skupina 25-44 rokov. Najvyssi
podiel zamestnanych vo dochodcovskom veku na celkovej zamestnanosti daného
odvetvia zaznamenavaju sluzby kultdry.
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Celosvetovo podiel mladych pracujucich je na Urovni okolo 16% a v Eurdpe okolo
11%. Najvyssi podiel prace mladych l'udi od 15 do 24 rokov mala v roku 2018 Kanada
(32,4%), nasleduje za fiou USA a Velka Britania. Nizke podiely (pod 10%) maju krajiny
ako Taliansko ¢ Spanielsko (WTTC, 2019). Na Slovensku je priemer zamestnanosti
mladych v cestovnom ruchu 12,5%, Co je nad eurdpskym priemerom ale zaostava za
celosvetovym priemerom.

Graf 3 Priemer podielu zamestnanosti v odvetviach cestovného ruchu
podl'a dosiahnutého vzdelania za roky 2013 az 2018
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Zdroj: Udaje dostupné zo SU SR a vlastné spracovanie

Najviac zamestnavanou skupinou podla dosiahnutého vzdelania tvoria absolventi
strednych Skol s maturitou. Najvyssi podiel tvoria v Sportovo-rekreacnych sluzbach,
nasleduju ubytovacie sluzby a stravovacie sluzby. NajvysS$i podiel pracujucich
s vysokoskolskym vzdelanim pracuje v cestovnych kancelariach a agentirach a
v sluzbach kultiry. Vysokoskolské vzdelanie je tiez ziadlce na skoro 16 % pracovnych
miestach v ubytovacich sluzbach, aviac ako 18% pracovnych miest v Sportovo-
rekreanych sluzbach. Vysokoskolské vzdelanie je potrebné na pokrytie 7%
pracovnych miest v stravovacich sluzbach. Stredoskolské vzdelanie je najviac Ziadicim
vzdelanim v oblasti charakteristickych odvetvi cestovného ruchu. Z celkového poctu
148 319 pracovnych miest vroku 2018 bolo obsadenych len necelych 18%
pracovnikmi s vysokoskolskym vzdelanim, ¢o predstavovalo 26 549 pracovnych miest.
Zamestnanych so stredoskolskym vzdelanim bez maturity bolo v roku 2018 28%
(41 826 pracovnych miest), a takmer 51% so stredoskolskym vzdelanim s maturitou
(75 049 pracovnych miest). So zdkladnym vzdelanim bolo v charakteristickych
odvetviach len zamestnanych nieco cez 3%, o predstavuje necelych 5 000 pracovnych
miest.

Progndzy vyvoja trhu prace na Slovensku (Trendy prace, 2020) poukazuje na
vysoky podiel absolventov strednych Skole v odboroch spojenych s cestovnym ruchom.
Podl'a analyz prieskumnej organizacie Trendy prace (2020) bol na Slovensku dlhodobo
nadbytok stredoskolskych absolventov v cestovnom ruchu, od zaciatku roka 2021
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s vyhliadkou do roku 2025 sa vSak tento trend obrati a bude dopyt po absolventoch
cestovného ruchu bude vyssi ako ponuka (Trendy prace, 2020).

Zaver

Prispevok poukazuje na porovnanie detailnych Struktir zamestnanosti
v cestovnom ruchu vramci Slovenskej republiky s eurdpskymi a celosvetovymi
Struktdrami.

Charakteristické odvetvia cestovného ruchu vytvaraji na Slovensku viac ako 148
tisic pracovnych miest. RozloZenie podlia pohlavia je na Slovensku pomerne
rovnomerné, ak berieme do Uvahy Udaje ako celok. V ramci ubytovacich stravovacich
sluzieb a sluzieb cestovnych kancelarii a cestovnych agentir vytvara cestovny ruch
pozicie obsadené muZmi. Zamestnavanie mladych v cestovhom ruchu prevysSuje
eurépsky priemer ale zaroven nedosahuje celosvetovy priemer. Najviac pracovnych
miest na svete, v Eurdpe ako aj na Slovensku je obsadenych stredoskolskymi
absolventmi. Najvyssi podiel vysokosSkolsky pracujucich ludi zamestnavaju sluzby
cestovnych kancelarii a cestovnych agentr.

Vyhliadky do budicna z hl'adiska zamestnanosti v cestovnom ruchu po prekonani
korona krizy st pozitivne. Aj ked" doteraz priSlo o pracu viac ako 34 000 pracovnikov
v ramci sektoru sluZieb I (ubytovacie a stravovacie sluzby) progndza ukazuje, Ze v roku
2021 sa tento stav vyrovna, ba dokonca do konca roku 2025 bude prevaha o 6 000
pracovnych miest v sektore I v porovnani s rokom 2019 (Trendy prace, 2020).
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Utilization of in-store Shopper marketing tools with direct
impact on consumer buying behavior

Monika Stankova!

Abstract

Shopper marketing is a new scientific discipline in which brands apply a series of in-
store marketing communication tools with aim to directly influence consumer buying
decision making process. The main aim of the article is to identify perception and
scope of use of Shopper marketing tools within a store. The questionnaire was utilized
as a primary research method within a quantitative research approach. The
questionnaire was distributed to professionals working in the Shopper marketing area
with job position at least manager. The results of the paper identify the most
frequently utilized Shopper marketing tools within retail stores and confirm the impact
of Shopper marketing activities on consumer buying behavior.
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Introduction

Based on the results of numerous international studies analyzing trends in
consumer shopping behavior Shopper marketing is currently considered to be the
fastest growing marketing discipline. According to the studies, 70% -80% of brand
selection decisions are made at the point of purchase, 68% of purchasing decisions
are not planned and 5% of buyers are loyal to one brand or product line (Suchen,
2017). Therefore, the goal of Shopper marketing is to create higher added value for
the customer at the point of purchase and to ensure emotional ties and loyalty to the
brand at the same time (Atkins et al., 2016).

Shopper marketing is a relatively new marketing discipline that is part of a larger
entity called retail marketing (Bogetic et al., 2016). The term retail marketing can be
understood as a range of activities aimed at promoting products to end consumers,
carried out in a retail unit by both retailers and manufacturers (brands). The goal of
retail marketing is to increase awareness, interest and, last but not least, overall sales.
It presents a complex of retail marketing activities from the exterior of a retail store to
the interior itself, including point-of-purchase advertising, product placement, various
offers and promotions, or even the behavior and performance of the sales unit staff
(Sullivan & Adcock, 2002).

! Ing. Monika Stankova, PhD., University of Economics in Bratislava, Faculty of Commerce, Department of
Marketing, Dolnozemska cesta 1, 852 35 Bratislava, monika.stankova@euba.sk
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Shopper marketing

In recent years, Shopper marketing has increased in popularity. The media placed
directly in the store have been playing an important role, but the term Shopper
marketing hides much more than just packaging, display or promotion of products. It
includes everything the brand can do to influence the customer's shopping behavior,
from arousing his initial interest to making the final purchase (Srinivasan, 2014).
Shopper marketing is the entire journey and not just a final destination. Thus, it does
not only take place at the point of purchase, but is a much broader concept that needs
to be included in an integrated marketing calendar to determine the real impact of
advertising, branding and packaging placed directly at the point of purchase on
customer purchasing decisions (Ashraf, 2016). Shopper marketing monitors whether a
certain category of products is highlighted or the goods are only in stock for a long
time. In this way, Shopper marketing helps to choose the right stores, which will
ultimately improve product placement, with lower distribution costs and increased
retail channel productivity (Grewal et al., 2014).

POPAI (Point of Purchase Advertising International world association) defines
Shopper marketing as: "Shopper marketing is he application of shopper insights along
the path to purchase, to affect purchase behavior in order to increase sales for both
retailers and manufacturers” (POPAI, 2011).

Shankar et al. (2011) define Shopper marketing as "the planning and execution of
all marketing activities that affect customer throughout his journey to purchase, and
thus from the point where the motivation to buy manifests for the very first time,
through purchase, consumption, repurchase, to product recommendation to other
subjects”(Shankar et al., 2011).

Shopper marketing is a combination of all the influences that a marketer can
execute to his target customer at the moment of his decision on when, where and
what to buy. An important aspect of this idea is the fact that the consumer becomes a
buyer, then it is important to determine what is needed for this buyer to be influential
and at the same time to develop the most effective way to do so (Reinares-Lara &
Martin-Santana, 2019). But that's not all. It also requires an understanding of retail
and how it works, the strategies, goals and performance capabilities of specific
retailers, and how to prioritize and negotiate mutual benefits (Lamey et al., 2018). To
make the overall concept as effective as possible, Shopper marketing interconnects
marketing, sales and various operations. It is integrated into brand plans, budgeted
and measured, while providing a real opportunity for both the brand and the retailer
and buyer to benefit. Given this complexity and the need for a clear understanding of
the various features that would best contribute to success, Shopper marketing is based
on goals and certain standards. Subsequently, Flint et al. (2014) define six key
Shopper marketing goals that professionals must consider when developing Shopper
marketing initiatives:

1) make it easier for the buyer to find and buy a specific brand,

2) expand the share of brands along the whole path to purchase,

3) provide a source of differentiation for both brands and participating sellers,

4) activate point-of-purchase buying by pleasure, engagement and by
motivating buyers beyond their expectations,
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5) align opportunities, strategies and protocols of different channels, formats
and retailers,

6) gradually ensure mutually balanced benefits for all stakeholders, retailers,
manufacturers, and buyers.

Marketing communication at the point of purchase

According to Kokemuller (2018), point-of-purchase marketing communication is a
delivery of message to target customers as they make their purchasing decisions in a
retail store. The basic tools of this communication are various promotional techniques,
as well as visual displays, the main task of which is to attract the customer's attention
at this crucial moment. On the contrary, according to Clow & Baack (2007), marketing
communication at the point of purchase is a combination of advertising and
merchandising. "It is any form of special display in a store that presents or promotes
products near cash registers, at the ends of aisles, at the entrance to the shop or in
other conspicuous places” (Clow & Baack, 2007).

Martin et al. (2009) define marketing communication at the point of purchase as
"a set of advertising tools used inside the store, which are designed to influence the
purchasing decisions of buyers” (Martin et al., 2009). These tools at the point of
purchase can be included among the so-called below-the-line-marketing activities
(BTL) representing an advertising strategy in which products are promoted through
non-traditional channels. On the contrary, there are also so-called above-the-line-
marketing activities (ATL) for traditional advertising channels such as television, radio,
print formats, billboards, or the Internet (Bray, 1998).

Below-the-line activities can be further divided into humanized (their presentation
is accompanied by a person) and non-humanized activities. Humanized activities
include tastings, presentations, samples, or merchandising. On the other hand, a
slightly larger number of tools can be included among the non-humanized sub-line
activities, which, according to Liljenwall (2004) can be divided into 5 categories:

1) Floor Shopper marketing tools:

a) floor stands and showcases,
b) pallets

c) large baskets and decorations,
d) advertising waste bins,

e) floor graphics,

2) Shelf Shopper marketing tools:

a) shelf-stoppers,
b) information bars,
C) presenters,

d) sample holders,
e) wobblers,

f) delimiters,

g) shop windows,
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3) Wall Shopper marketing tools:

a) illuminated signs and banners,

b) hanging banners,

¢) wall hangings (banners, posters),
d) flags,

4) Cash register Shopper marketing tools:

a) cash and counter stands, displays,

b) coin holders,

c) leaflet holders, advertising in leaflets,

d) stickers for cash registers and purchase dividers,
e) advertising on gates and turnstiles,

f) advertising on trolleys and baskets,

5) Other:

a) modern digital tools,

b) window graphics,

¢) decorative packaging,

d) discounts, coupons,

e) loyalty systems,

f) promotional gifts and items,

g) radio at the point of purchase,

h) games and competitions,

i) multisensory marketing (sound, touch, smell, taste).

Martin et al. (2009) further divide the tools of marketing communication at the
point of purchase in terms of time into short-term (i.e. temporary) and long-term (i.e.
permanent). "Properly designed tools of marketing communication at the point of
purchase contribute to creating brand awareness, differentiating from the competition,
or stimulating repeat purchases” (Zamazalova, 2009). At the same time, this form of
communication increases the needs and desires of the customer to buy a certain
product without its prior planning (Lins et al., 2015).

1 Methodology

The main aim of the article is to identify perception and scope of use of Shopper
marketing tools within a store. The authors aim to discover how brands in the roles of
advertisers of marketing activities approach Shopper marketing in retail operations.

Shopper marketing is a relatively underdeveloped marketing discipline because
many Shopper marketing activities are carried out from foreign headquarters of
brands. A quantitative research carried out by the questionnaire was used as a primary
research method. The freely available Internet tool Forms from Google was used to
create the questionnaire. The distribution was conducted electronically through the
internet.
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The main platform used for the research conduction was the LinkedIn social
network. It is a social network that can be defined as an "online resume". People
present on LinkedIn fill in basic information about themselves, their education, and the
course of employment in their profile. The aim of the social network is to connect
people who have met in working life. On LinkedIn, it is possible to identify, on the
basis of information in a person's profile, whether a person participates in Shopper
marketing activities in the company where the person works. The determinant of the
selection of the sample of respondents was the Shopper marketing field. At the time of
the research, all respondents had a job position listed in the profile, which was directly
related to the area of Shopper marketing. The most frequently addressed positions
were Shopper marketing Specialist, Shopper marketing Manager, or Trade & Shopper
marketing Manager. A total of 54 potential respondents were contacted. 15 completed
questionnaires were received back.

The questionnaire consisted of five questions, which were divided into two main
parts:

1) Shopper marketing tools - the aim was to identify which of the defined
Shopper marketing tools are used by the company in which the respondent
works. This section contained three questions that examined:

a. the importance of selected forms of Shopper marketing tools,
b. the utilization of selected forms of Shopper marketing tools,
c. the importance and frequency of using Shopper marketing tools.

2) Characteristics of the company in which the respondent works - the aim was
to categorize the companies that participated in the research. This section
included two questions that examined:

a. product categories in which the company operates,
b. size of the company defined by the number of employees.

The data collected from the questionnaire were processed into a visual form in
Microsoft Excel. Processing into a visual form was performed primarily for easier
interpretation.

2 Results and Discussion

This section will interpret the results from the questionnaire.

Question no. 1: "Please rate the importance of the following Shopper
marketing tools according to the promotion of the category in which your
company operates."”

The first question in the research asked respondents about the importance of
selected forms of marketing communication at the point of purchase. The goal was to
find out which of the Shopper marketing tools is important to the respondent. The
respondent rated the importance on a five-point scale and had to comment on all
defined Shopper marketing tools located at the point of purchase (Chart 1). Due to the
relatively wide scope of this question, the following points will describe the three most
successful forms of Shopper marketing tools according to individual respondents.
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In the “very important” category, the most successful forms of Shopper
marketing tools at the point of purchase were:

1) pallets, decorations, large baskets,

2) advertising in leaflets,

3) floor stands and temporary showcases together with floor stands and
permanent showcases.

The surprise was the Shopper marketing tool "discounts and coupons", which,
despite its attractiveness and relatively frequent occurrence, did not get enough votes
to get to the first three places.

In the ‘“moderately important' category, the following forms of Shopper
marketing tools at the point of purchase received the most answers:

1) packaged gifts,

2) shelf-stoppers, hanging banners and advertising on gates and turnstiles,

3) floor stands and temporary showcases, floor stands and permanent
showcases, tastings, promo-tables and demonstrations, and games and
competitions.

Chart 1 "Please rate the importance of the following Shopper marketing tools with
respect to the promotion of the category in which your company operates."

pallets, decorations and large baskets TS T
advertising in leaflets TS

permanent floor stands and display cases ITT————— |
temporary floor stands and display cases Er—— |
discounts, coupons T T T

cash and counter stands, displays TS EE—
tastings, promo tables and demonstrations EE— I

multi-sensory marketing (sound, touch,...
shelf stoppers
packaged gifts
games and competitions
wall devices (banners, posters)
hanging banners
modern digital devices at the point of...
stickers for cash registers and purchase...
stands for leaflets and visuals
radio at the point of purchase
advertising on gates and turnstiles
advertising on trolleys and baskets
floor graphics

o
[\
Y
[=)]
[e2]
-
o
-
[\
-
Y

Bvery important Omoderately important B cannot asses
B rather unimportant Eabsolutely unimportant

Source: Author’s research
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In the "I cannot assess” category, the following Shopper marketing tools received
the most votes:

1) radio at the point of purchase, multi-sensory marketing (sound, touch, smell,
taste), stands for leaflets and visuals, stickers for cash registers and purchase
dividers,

2) wall devices (banners, posters),

3) modern digital devices at the point of purchase, hanging banners.

These are mainly Shopper marketing tools, which are relatively underdeveloped
in the market of the research and, due to the need for greater technological
sophistication, and often increased costs, relatively little used.

In the ‘rather unimportant” category, the following Shopper marketing tools
received the most votes:

1) games and competitions, floor graphics,

2) tastings, promo tables and demonstrations,

3) advertising on carts and baskets, wall hangings (banners, posters), radio at
the point of purchase, stands for leaflets and visuals.

In the "absolutely unimportant” category, the following Shopper marketing tools
received the most votes:

1) advertising on trolleys and baskets,

2) advertising on gates and turnstiles, stickers for cash registers and purchase
dividers,

3) stands for leaflets and visuals.

Not expected in this category are advertisements on baskets and stickers on cash
registers. Although less frequent, but it is common to see them in retail stores.

Question no. 2: "Please choose which of the following Shopper
marketing tools are used by your company."”

The task of the second question was to find out which of the defined Shopper
marketing tools is used by a company at the point of purchase. The diversification of
marketing activities, even within a relatively narrowly defined marketing strategy such
as Shopper marketing, conditioned the decision to make it possible to mark several
answers at once (Chart 2).

The most frequently used Shopper marketing tools include:
epackaged gifts,
egames and competitions,
etastings, promo-tables and demonstrations,
ewall hangings (banners, posters),
eshelf-stoppers,
ediscounts and coupons,
epallets, decorations, large baskets,
etemporary floor stands and display cases,
eadvertising in leaflets,
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epermanent floor stands and display cases.

Chart 2 "Please choose which of the following Shopper marketing tools are utilized by
your company."

packaged gifts
games and competitions
tastings, promo tables and...
wall devices (banners, posters)
shelf stoppers
discounts, coupons
pallets, decorations and large baskets
temporary floor stands and display...
advertising in leaflets
permanent floor stands and display...
floor graphics
multi-sensory marketing (sound, ...
advertising on gates and turnstiles
stands for leaflets and visuals
radio at the point of purchase
hanging banners
modern digital devices at the point of...
cash and counter stands, displays
advertising on trolleys and baskets
stickers for cash registers and...

L= ]

2 4 6 8

—
[ ]
—
[\ ]
—
Y

Butilized B1 cannot assess HEnot utilized

Source: Author’s research

On the contrary, the least used forms of Shopper marketing tools include:

estickers for cash registers and purchase dividers,
eadvertising on carts and baskets,

ecash and counter stands, displays,

emodern digital devices at the point of purchase.

The most frequent categories of Shopper marketing tools at the point of purchase
that respondents could not assess include:

emulti-sensory marketing (sound, touch, smell, taste),
eadvertising in leaflets,

eadvertising on carts and baskets,

eadvertising on gates and turnstiles,

ehanging banners.

The obtained answers reflect the nature of the mentioned formats. Respondents
mostly work with formats that have been stabilized on the local market for a relatively
long time, are relatively inexpensive and at the same time undemanding to execution,
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and due to the frequent use, there is a relatively wide range of know-how about them.
On the contrary, respondents are less oriented or do not use formats that are time-
consuming and costly, require additional know-how and require additional
technological solutions.

Question no. 3: "From the following Shopper marketing tools, please
select 5 that are most utilized by your company and on a scale from 1 to 5
(where 1 = the first most frequently utilized and 5 = the fifth most
frequently utilized), indicate their order based on your company's use."

The aim of the third question was to identify the importance of Shopper
marketing tools at the point of purchase and the frequency of their use. The
respondent's task was to choose the five most relevant forms of Shopper marketing
tools and assign a nhumber from 1 to 5 based on their frequency. Based on the logic of
the question, it was possible to mark a maximum of five answers (Chart 3).

Chart 3 "From the following Shopper marketing tools, please select 5 that are most
utilized by your company and on a scale from 1 to 5 (where 1 = the first
most frequently utilized and 5 = the fifth most frequently utilized), indicate
their order based on your company's use."

advertising in leaflets
discounts, coupons
temporary floor stands and display cases
pallets, decorations and large baskets
packaged gifts
stands for leaflets and visuals
multi-sensory marketing (sound, touch, ...
wall devices (banners, posters)
floor graphics
cash and counter stands, displays
games and competitions
tastings, promo tables and...
permanent floor stands and display cases

o
(3%
S
[=)]
co
[
o
-
(3%

@ 1. most utilized @ 2. most utilized @ 3. most utilized

W4, most utilized B 5, most utilized
Source: Author’s research

The most widespread and at the same time the least financially demanding
advertisements in leaflets were defined as the most frequently used form of marketing
communication at the point of purchase. It is a relatively widespread form of Shopper
marketing tools that can effectively support sales because many buyers condition their
purchasing decision-making process on the study of advertising leaflets.

The second most common used form is discounts and coupons, which
complement advertising leaflets. Brands most often place the mentioned discounts and
coupons with intention to support the sale of selected products.
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The third most utilized form is package inserts. These are products that form a
complementary product (gift) to another product. This ad format is primarily used for
smaller products that are not difficult to package with another product.

Pallets, decorations, and large baskets are the fourth most used advertising
format. Again, this is a form of discount or benefit. It is a kind of format to which
consumers respond very effectively. The fifth most frequently used advertising form
are games and competitions. The opportunity to get something for free or with a
significant discount in our market resonates almost from time immemorial.

The forms of Shopper marketing communication at the point of purchase, which
were identified as the most frequently used, correspond to the subjective expectations
of the author of the article and relatively accurately reflect the shopping behavior of
buyers at the point of purchase.

Question no. 4: "From the product categories listed, please select the
ones in which your company operates. "

The fourth question examined the product category in which the respondent's
company has a defined operation. Given the relatively common diversification of
business activities, product lines and related products themselves, respondents were
able to mark several answers at once (Chart 4).

Chart 4 "From the product categories listed, please select the ones in which your
company operates."

non-alcoholic sweet beverages 1
alcoholic beverages 1
coffee [ tea / cocoa |

cereals 1
sweet snack 1
salty snacks / snacks =——————
instant soups / meals =——=—
cleaning stuff =———=
cosmetics =—————
soft beverages - mineral waters =——m
frozen semi-finished products ==
baking ==
ice cream, dressings, pradie prostriedky =3
pet food ==
spices =4
milk products ===

Source: Author’s research

At the time of the research, most respondents (8) worked in a company that is at
least partly involved in the sale of soft drinks. The second largest number was
recorded by companies in the field of alcoholic beverages. From the authors' point of
view, the highest representation of these two product categories is relatively expected,
given that companies that sell alcoholic beverages usually have non-alcoholic
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beverages in their portfolio. The next highest representation was recorded in the
category "Coffee / Tea / Cocoa", in which 5 respondents worked at the time of the
research. Again, this is a product category that is closely related to beverages, and
many of the companies engaged in the sale and production of alcoholic and non-
alcoholic beverages also have this category in their portfolio. In addition to the
categories described, a representation of respondents was found in each of the
categories defined in the question. The three respondents in the defined categories did
not find the category of their company's operation and therefore added their own
categories in the "Other" option. These include frozen semi-finished products, baking,
ice cream, dressings, detergents.

The product category plays an important role in Shopper marketing. It often
redefines the capabilities of Shopper marketing activities. For example, alcoholic
beverages and dairy products are a subject to significant limitations. Despite often the
largest budgets, these categories have legislatively limited marketing communication
options.

Question no. 5: "Please select how many employees your company
has.”

The last question examined the size of the company in which the respondent
works. It is the size of the company that can affect the frequency of use of Shopper
marketing tools. Given the precisely quantifiable number of employees, the respondent
could indicate a maximum of one answer (Chart 5).

Chart 5 "Please select how many employees your company has."

more than 100 employees

11 - 100 employees

1 - 10 employees

Source: Author’s research

Most respondents worked in a large company, which belongs to the category of
100 or more employees. Four respondents work in a medium-sized company with 11-
100 employees and not a single respondent at the time of the research worked in a
small company with up to 10 employees (inclusive). Based on the subjective evaluation
of the authors, the information obtained from the previous questions can be
considered relevant. Larger companies usually have larger marketing budgets, which
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allow them to diversify their traditional marketing channels into Shopper marketing
activities as well.

Conclusion

The main aim of the paper was to identify perception and scope of use of
Shopper marketing tools within a store.

The research was carried out by the method of questionnaire. The collection of
information was conducted by electronically generated questionnaire, which reached
54 respondents in the summary. Respondents were asked to fill in the questionnaire
on the LinkedIn social network, which is a form of "online resume", on the basis of
which it was possible to address those people who are engaged in Shopper marketing
activities in the company in which they work. In total, 15 respondents filled in the
questionnaire.

Respondents were asked 5 questions. The focus of the first three was oriented
towards the perception and use of Shopper marketing tools by the company in which
the respondents operate, while the last two questions were of a classification nature.
The research was carried out to verify the attitude of brands towards Shopper
marketing tools. The defined questions examined the forms of marketing
communication used at the point of purchase, the frequency of their use and the
importance that Shopper marketing employees attach to individual formats. Drawing
general conclusions leads us to the statement that the market is dominated by forms
of Shopper marketing tools, which are relatively well established in the local market,
are well known, consumers are used to them and do not require additional know-how.
We can talk about using safe Shopper marketing activities. On the contrary, the least
trust is given by technologically demanding solutions, which are usually associated
with additional financial costs and often pose a risk in terms of efficiency because
consumers are not used to them. In other words, these are activities whose more
frequent use requires much more experience and confirmation of effectiveness on real
examples.

The further research could focus on Shopper marketing activities from a
consumer point of view, thus on the effectivity of Shopper marketing tools on the
buying decision making process.
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Aktualne o ekonomike a jej nastrojoch

Helena Strazovska!

Abstract

In the text, we reflect on selected problems and types of new categories which they
follow the shift for the better. But worldwide and in our country, as a result of the
Corona virus, numerous changes are taking place. Changes in the content of economic
instruments or the choice of new instruments are related to a nhumber of changes in
the political and economic decisions of our government. The changes are also
triggered by decisions of the top athorities of the European Union, the European
Commission or another government. The whole world points out the problems and
seeks solutions. Changes in Slovakia also appear in this light.
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changes, Slovak economy, circular economy
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Uvod

Ekondmovia si uz zvykli na to, ze sa od nich oCakava prijatie pocetnych zmien aj
v ekonomickych nastrojoch, Zial' pomerne Casto a bohato. V texte sa zamyslame nad
vybranymi problémami a druhmi Cerstvych novych kategorii, ktoré sleduji posun nasej
ekonomiky k lepSiemu. Ale celosvetovo iunas sa dosledkom Corona virusu dejd
pocetné zmeny.

Zmeny v obsahu ekonomickych nastrojov ¢i volba novych nastrojov slvisi
s radom zmien v politickych i ekonomickych rozhodnutiach nasej vlady. Tiez zmeny su
vyvolané rozhodnutiami vrcholovych organov eurdpskej Unie, eurdpskej komisie Ci
iného vladneho organu. Na problémy poukazuje cely svet a hlada rieSenia. V tomto
svetle sa javia aj zmeny na Slovensku.

V sUcasnosti prebiehajlci proces pandémie ovplyvnil aj produkciu zlata a s tym
suvisiacu jeho cenu a napokon aj obchod. V kratkosti uvadzame:

Metodoldgia
1. Vo svetovej tlaci sa o tejto situacii piSe ako o probléme, kedy rekordné

ceny zlata s podnetom pre vznik a rozsirovanie ilegalnej t'azby zlata.

Hodnota zlata na burzach v ostatnom ¢ase enormne stipla. To je zrejme priCina
rastlcej ilegalnej tazby, hlavne v amazonskych oblastiach pralesa. Poukazuje sa na

! prof. Ing. Helena StraZovska, PhD. Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra sluZieb
a cestovného ruchu, Dolnozemska cesta 1, 852 35 Bratislava, strazovska@azet.sk
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miesto vyskytu a tazby v Brazili, kde bola objavena ilegalna bana. S tazbou
a ilegalnym obchodom so zlatom vznika rad dohadov, Ze vytaZzok moéze byt pouzity
tiez na ilegdlne procesy, vratane obchodu so zbramami, drogami, ¢i na podporu
terorizmu.

Nelahkd pracu v uvedenej situacii ma brazilska policia. Jej praca je vhodne
prirovnavana k snahe zastavit' roztapanie l'adu.Teda rast cien zlata na svetovych
trhoch nahrava Usiliu tazit' a vyvazat' zlato, ktorého hodnota sa odhaduje na 3,4
miliardy dolarov. Vyvoz zlata v r. 2019 dosiahol hodnotu o 60 % vysSiu ako v r. 2018 —
pripomina autorka S. Mazlchova v HN (2020).

Zapornou strankou tohto procesu su falosné dokumenty, ktoré deklaruju, ze zlato
bolo dodané z oficialnej bane.

2. Institut cirkularnej ekonomiky

Cirkuldrna ekonomika nazyvana aj obehové hospodarstvo je koncept, v ktorom je
prioritou predchadzanie vzniku odpadu. Predstavuje ekonomicky model, ktorého
zakladom je opakované pouzivanie a recyklovanie. Zaklada sa na vyuzivani dostupnych
zdrojov environmentalne a ekonomicky udrzatelnym spdsobom. Znamy svojou
aktivitou v tejto suvislosti je ,INCIEN", institat cirkuldrnej ekonomiky. Ide o aktualnu
tému nielen na Slovensku, ale v celej Eurdpe. Vel'ké podniky sa doslova predbiehajl v
ohlasovani zavazkov vyssej udrzatel'nosti.

Ide o bezodpadovy koncept ekonomiky. Je to svetovy trend. Je lepsi ako recyklacia.
»Circular economy" — vyjadruje odpad a vztah k ekonomike — obehové hospodarstvo.
Zelené obehové hospodarstvo akcentuje vyznam druhotnych surovin.

Eurdpska komisia v r. 2015 prijala akény plan, ktorého cielom je ,zelena
ekonomika". Ide o hlavny pilier eurdpskej zelenej dohody. Obehové hospodarstvo je
zalozené na Uspore materidlov a energie, akcentuje vyznam druhotnych surovin.
Zameriava sa na zmenu spravania vyrobcu a spotrebitela tym, Zze meni proces od
samotného navrhu cez vyuzitie az po likvidaciu.

Slovenska agentura Zivotného prostredia je odbornou organizaciou Ministerstva
Zivotného prostredia SR, ktora sleduje tento ciel'.

3. Predovsetkym sa zastavme pri vyvoji ukazovatel'ov slovenskej ekonomiky

NajdoleZitejsi je vyvoj hrubého domaceho produktu (HDP). Vysledky v 3. Stvrtroku
podIa SSU ukazuju na pokles ekonomiky na Urovni 2,2 %, aj ked' to boli, potesitelné
je, ze ten vysledok je podstatne lepsi ako nas odhadovala Eurépska komisia.

Ak sa obzrieme na vysledky tohto roku (2020), vyvoj HDP dosahoval nasledovné
vysledky:
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Tab 1 Vyvoj HDP za rok 2020 v SR

1.Q -3,8
2.Q -12,1
3.Q =22

Zdroj: vlastné spracovanie podla HN

Retrospektivny pohl'ad na vyvoj slovenskej ekonomiky poukazuje na vyrazne negativny
vyvoj v r. 2009, t.j. v roku vstupu Slovenska do eurozény.

Tab 2 Vyvoj HDP — medziro¢na zmena v %

1994 6,2
2000 0,0
2009 -5,5
2019 24

Zdroj: vlastné spracovanie podla HN

Na porovnanie uvadzame vybrané vysledky krajin EU v tretom $tvrtroku 2020:

Tab 3 Vybrané vysledky krajin EU v 3. Q

Cesko -5,8
Mad'arsko -4,7
Slovensko -2,2
Pol'sko -2,0
Priemer eurozény -4,4

Zdroj: vlastné spracovanie podla HN

Pre zaujimavost’ uvadzame progndzy vyvoja HDP - SR z pera viacerych vyznamnych

institdcii:

Tab 4 Prognézy vyvoja HDP — SR podl'a viacerych institocii

Rok: 2020 2021 2022
NBS -8,2 5,6 42,0
Eurdpska komisia -7,5 4,7 4,3
vUB -6,1 - -

Zdroj: vlastné spracovanie podla HN 16.-17. november 2020

Vyznamny je aj vyvoj vykonov podla jednotlivych odvetvi a ich podiel na tvorbe
HDP. V tejto stvislosti uvadzame vysledky priemyslu, ktory sa 23 % podielal na tvorbe
HDP v r. 2019. HorsSie vysledky odvetvie dosiahlo vo vyvoji trzieb v r. 2020. V januari
nastal pokles -1,9 % , v septembri -0,3 %. Krizovy bol mesiac april 2020, ked’ trzby
v priemysle klesli medzirocne o -44,8 %. Naopak v 3. Q pokles dosiahol len 1,5 %.
Priemysel na Slovensku reprezentuji predovsetkym automobilky, ktoré su prirodzene

aj tvorcami HDP.




Iny pohl'ad poskytuje obchod ako celok spolu s reStauraciami a hotelmi. Podiela
sa 16 % na tvorbe HDP.

Trzby ako ukazovatel’ vykonu nemali tak drasticky pokles ako v priemysle. Zatial
¢o v januari 2020 bola medziro¢na zmena -1,0 %, v aprili -14,3 %, no v septembri 5,8
%. Horsie vysledky sa dosiahli v trZzbach v resStauraciach, ale len v aprili -42,1, zatial’ ¢o
v januari 19,2, v septembri 3,0.

Vsetko su to dosledky prvej a druhej viny Corona virusu.

4. ,,Ekonomicky vyhlad"

Pandémia nového korona virusu spésobila aj prepad hospodarskeho rastu, a spolu
s d'alSimi Gc¢inkami vedie k dlhodobému zvyseniu fiskalneho deficitu.

Zaujimavy a smutny zaroven je pohlad ratingovej agentiry na vyhlad Slovenska do
buddcnosti. Agentira Fitch potvrdila hodnotenie Slovenska na urovni A, Co je
potesitel'né. Zial' na druhej strane ohodnotila stabilny vyhlad na negativny.

Konstatuje sa, Ze boj s pandémiou je obrovskou zatazou pre verejné financie. Ma
to dopad aj na proces zhorSovania ich fiskalnej pozicie.

Agentira zaroven uvadza, Zze koncom septembra t.r. predstavovali vydavkové
opatrenia ktoré suviseli s pandémiou 2 % HDP. Prijmové opatrenia dosiahli len 1 %
HDP. Z analyzy ekonomickej situacie na Slovensku vyplyva, Ze fiskalne saldo dosiahlo -
8,1 % HDP. Teda rast 0 0,4 %. Tento zdroj zaroven prezentuje -6,3 % pre buduci rok
a v r. 2022 by mal deficit verejnych financii dosiahnut’' 5,4 % a hruby dlh dosiahnut’ 64
% HDP.Pandémia kruto zasahuje do ekonomiky a cez fiu do Zivota vSetkych nas.

5. Home office

V ostatnom Case sa Coraz CastejSie sklonuje vyraz ,Home office" ako novy prvok
v podnikatel'skom procese , praca z domu".

Je to jedna z reakcii firiem na korona krizu. Znamena to nepracovat’ v kancelarii,
ale rieSit' ulohy zdomu. Vtlai sa uvadza, Ze najviac postihnuté st podniky
maloobchodu a cestovného ruchu. Neznamena to vSak vyluény priestor len pre
obchodné cinnosti, ale proces je uplatnitelny vo vSeobecnosti. Narastd pocet
zamestnancov, ktori pracuju ,z domu", vysledky vyskumov ukazujl, Ze v sucasnosti uz
z domu pracuje cca polovica zamestnancov.

Mozno si polozit otazku — aky vplyv to zanecha pre budlce usporiadanie
pracovnych vztahov. Mozno Zartom, mozno naozaj jeden mlady kolega poznamenal:
Buducnost’ ? ,M6j maly syn aZ dorastie sa bude smiat’ a divit, Ze sme denne chodili do
prace”. UZ dnes sa v niektorych Statoch prejavujld snahy, aby proces prace z domu
pokracoval aj v budlcnosti, aj v situacii, Ze nebude pbsobit’ pandémia. Cize pandémia
nechtiac vnukla myslienku podnikatel'om, Ze vlastne mozno usetrit’ na:
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potrebe priestorov — vyrobnych a obchodnych,
jedalenskych zariadeni,

potrebe znizenia ndjomného,

a roznych drobnych vydavkoch.

Slovensko sa zatial uberd skor expanzivnym smerom pokial' ide o rozvoj
kancelarskych priestorov. Do roku 2023 sa eviduje skor rast nez atlm.

I ked' nie je dosial' zrejmé, ¢i slovenski podnikatelia jednoznacne prijmd a zrealizuju
stratégiu prace z domu bez vyhrad. Su vsak indicie, ktoré hovoria v prospech tohto
trendu.

eNa strane podniku:
— usetrené naklady rozneho druhu a roznej vel'kosti.

eNa strane zamestnancov:
— praca z domu je vyhodna pre matky s malymi det'mi,
— uSetri sa na nakladoch dopravy,
— ziska sa vol'ny ¢as pre rodinu,
— pracu mozno vykonat' v ¢ase vyhodnom pre zamestnanca.

Prirodzene uvedeny proces nesie so sebou aj rad nevyhod, resp. dosial
neriesenych otazok, Co sa moze prejavit’ vo viacerych smeroch, napr.

e nemoznost’ konzultacie s nadriadenym v pripade nevyhnutnosti, nevedomosti, ale
aj samotnej tvorivosti v obsahu prace,

e na strane zamestnanca nutnost’ investovat’ do vypoctovej techniky, telefonu,
literatry, vymedzenia priestoru, obstaravanie podkladov,

e strata doverného, alebo aspon priatelského vztahu zamestnanca so svojimi
kolegami,

e postradanie spoloCenskej a socialnej stranky zamestnania.

Treba polozit na vahu ¢i zamestnanec nezaplati priliS vysokd cenu za vyhody,
ktoré ,Home office" poskytuje. A napokon polozit' aj otazku, pre ktoré vekové
kategérie je ,Home office" vhodny, vitany a oCakavany. Cely tento proces velkej
premeny si zaslUzZi rozsiahly vyskum v budlcnosti. Napokon je tu negativna stranka pre
zamestnavatela, a to:

e straca dennu kontrolu vyuZitia pracovného Casu a vykonu svojho zamestnanca,

e nema prileZitost poznat do hibky svojho zamestnanca a's tym spojent dennt
kontrolu kvality prevedenej prace,

e otdzne je, pre ktoré druhy prace je vobec ,Home office" vhodny a pre ktoré nie,
e pre zamestnavatelov a rovnako pre zamestnancov je nutné disponovat’ novym
legislativnym ramcom. To mozno ocakavat' v blizkej buddcnosti.
Napokon rieSenie si vyzaduje otazka styku so zakaznikom, ¢o evokuje otazku, kto
vlastne z domu pracovat’ mézZe pre koho a kedy ide o vyhodu.
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Predbezne sa ukazuje, Ze ide na jednej strane o tvorivych pracovnikov, ktori vyzaduju
samostatnost’ a pokoj. Alebo moze ist o drobné administrativne funkcie, Ci proces
Gctovnictva, pracu na pocitadi a pod. V kazdom pripade je vela nezodpovedanych
a nepripravenych stanovisk, ktoré sice pandémia vyvolala, ale nepomohla riesit. Tato
vyznamna zmena ¢aka na svoj Cas.

6. Vysoké skolstvo

Zmenili sa ekonomické nastroje, ale vznikol aj rad mnohych pristupov, nazorov
a nastrojov v oblasti Skolstva aj vo vSeobecnosti. Zamyslame sa hlavne nad nastrojmi
riadenia vysokého Skolstva. Zmeny nastavaju aj v oblasti financovania vysokych $kél,
dobraz sa kladie na kvalitu obsahu vyucby a o€akavaju sa aj zmeny v obsadzovani miest
docentov a profesorov a rad d'alSich zmien.

Pri navrhu poletnych zmien sa vychddza zo zaverov hibkovej analyzy Urovne
vysokych $kol, ich poctu a Studentov, ktori v Coraz vySSom pocte odchadzaji Studovat’
na zahrani¢né vysoké skoly.

Niekol'ko pohl'adov na diskutované problémy uvadzame s myslienkou, Ze ani neustale
zmeny a uz roky trvajlce negativne pripomienky na konto vysokych $kél nepridavaju
na pokoji a ich tvorivom rozvoji.

a. Tvorivost' je vychodiskovym motivom pri financovani vysokych skél. Financné
prostriedky sa budld udelovat’ tym vysokym Skoldam a v takej Urovni, v akej
miere prislusnd vysokd Skola preukdze vysledky tvorivej Cinnosti, velkost
publikacnej Cinnosti. Na mieru vysledkov uvedeného vznikne novy koeficient
tvorivej Cinnosti, ktory rozhodne o velkosti pridelenych financnych
prostriedkov. Tieto budl zavisiet' od intenzity a aktivity ucitelov. Zmena
sleduje odborny a vyskumny rast Grovne vysokych Skol.

b. Po novom sa ma hodnotit' vedecko-vyskumna cinnost’ vysokych Skol. 26 %
tejto dotacie bude pridelenych podla vel'kosti a vyznamu vyskumu, ktoré
prislusna univerzita uskutocCnila za ostatnych Sest’ rokov. Za najhodnotnejsi
bude povaZovany medzinarodny vyskum. Finan¢né prostriedky budu vysokym
Skoldm pridel'ované aj podla tohto kritéria. Kvalita vysokej Skoly bude zavisla
aj od tohto kritéria.

c.  Suvedenym sulvisi aj audit vysokych Skol. Ocakava sa, ze vI. Q 2021
Ministerstvo zrealizuje vlastny audit zamerany na ich prednosti a nedostatky,
aby sa zistilo ich mozné zdokonalenie. Pritom sa rezort zameria aj na systém
hospodarenia vysokej Skoly a jej efektivnost.

Prirodzene, Ze jadrom bude obsah vyucby, jeho kvalita, organizacné stranky
Stddia, vnimanie hodnoty procesu zo strany Studujucich, overenie spravnosti
obsahovej stavby Studijnych programov.

d.  Za Uplne novy systém sa povazuju ,vykonnostné zmluvy" s ktorymi sa uvazuje
od septembra 2021. Zmeny budl uzatvarané medzi Ministerstvom
a prislusnou vysokou Skolou. Obsahom ma byt’ plnenie presne urcenych kritérii
do stanoveného Casu. Aj toto kritérium moZe prispiet’ vysokej Skole urcitou
davkou finanénych prostriedkov.
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Uviedli sme uz dve kritéria zavislosti (kvalita stidia, kvalita vyskumu) tretim je
spolupraca s hospodarskou praxou. Aj tu mozno zvolit’ kritéria hodnotenia, ako
su:

— uplatnenie absolventov v hospodarskej praxi,

— v zavislosti od poZiadaviek praxe — zavadzanie novych Studijnych programov,
— vysledky hodnotenia studentov,

— profilovanie vysokej Skoly — fakulty,

— Gcast’ na vyskume zahrani¢nych VS,

— zakladanie vyskumnych centier.

Finan¢nd motivacia sleduje pocet absolventov v tych odboroch, ktoré
pozaduje prax.

e. Vysoké skoly su neodmyslitelné od svojich pedagdgov. Ich rast v zmysle rastu
odbornosti a angazovanosti v prospech vysokej Skoly je formalne ocenovany
titulmi. Aj v tejto oblasti mozno ocakavat’ vyrazni zmenu, ako ich navrhuje
Ministerstvo. Hovorime o habilitachom a inauguracnom konani. Doba vyZzaduje
aj medzinarodné porovnanie a zjednotenie pristupov k ziskaniu predmetného
ohodnotenia pedagdgov. Nas systém bol blizky so systémami krajin V4.
Vinych krajinach sa tieto viazu skér na vykon uchadzaca. U nas dosial’ miesta
docenta a profesora boli viazané na titul. CiZze najskor bolo potrebné splnit’
vSetky naro¢né podmienky, pisat, obhajovat, vymenovat. AZ potom bolo
mozné ziskat’ miesto docenta Ci profesora.

Novymi podmienkami ziskania uvedenych miest budl vysledky cloveka
v tvorivej cinnosti, publikacnej cinnosti a angaZovanosti. Ziskané miesto
docenta i profesora bude teda zavisiet' od vlastnej vedeckej i pedagogickej
prace a jej vysledkov, a bude musiet’ byt obhajitel'né v periddach, ako budu
stanovené. Vzorom mozu byt' prednasajlci zo zahranicia, kde uvedeny systém
uz dlhsiu dobu posobi. Teda internacionalizacia vysokoskolského prostredia. Po
mnohych — ¢asto nelspesnych snahach novelizovat’ vysokoskolské prostredie
ako celok, si0 wuvedené smery blizSie krealizacii izmene kvality
vysokoskolského Studia a su blizke dusi pedagdga.

Mozno predpokladat, Ze nami uvedenych niekol'ko nastrojov prinuti zamysliet’
sa nad svojou pracou v kazdom smere a hl'adat’ jej zdokonalenie. Stojime na
zaCiatku tohto procesu. Jeho dovfSenie bude vyjadrovat' celé naSe Usilie
a novatorsky pristup vo svojej praci.
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VsSetko v zivote cloveka
i spolocnosti
ma svoj zaciatok v myslienkach.
Preto vsetko, co sa deje s l'ud'mi,
nenajdeme v predchadzajuacich
udalostiach,
ale v myslienkach,
ktoré tymto udalostiam
predchadzali.

( Tolstoj )
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