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Having looked at western and Eastern-Central European adverts, the prominence of fact-
based commercials was identified in ECE countries, whereas most of the western
advertisements creatively take the audience to a journey, while showing limited
information. This comparative study evaluates the reasons for this phenomenon, while
answers the following questions: What kind of identity emerges as a consequence of the
turbulent political and economic changes, as consumers’ transition from a communist to a
democratic country? What kind of adverts do ECE consumers prefer? What influences their
decision-making? The first part of the publication looks at identity formation from an
academic point of view, with its main focus on Slovak consumers.
The second part of the contribution analyses the research findings. The research
contributes to the understanding of the potential for travel to change the way that adverts
are understood among ECE consumers. Travelling and exposure to different cultures
earlier in life altered ECE consumers’ tendency to deconstruct transformational adverts.
Based on the research findings, a marketing strategy for foreign brands wanting to
penetrate the ECE market was devised.

1.4 Issues of institutional trust and its effects on ECE
consumers risk aversion
A further reason behind ECE consumer’s need for detailed information in adverisement may arise
from their lacking social trust (Boda and Medve-Bálint 2014). Social trust is “generalised reciprocity
and trust, learned from participation in networks of civic engagement” (Letki and Evans 2002, p. 5).
Putnam (2000) and Inglehart (1990, 1999) claimed that social trust benefits individuals, by
influencing trust in institutions, and impacts individuals’ need for product related information. Letki
and Evans (2002) conducted a survey-based analysis to observe how social trust and the economic
and political development of ECE countries is interrelated, and concluded that Slovakia, Czech
Republic and Hungary have the lowest social trust, political and economic satisfaction out of the
other ECE countries; they believe to have no power to influence governmental actions and found the
economic situation dissatisfactory. Kong (2013, p. 849) argued that countries where individuals
experience low social trust, “utilise intercultural experience as a way of gathering information”, and
blame the government for their problems.
Boda and Medve-Balint (2014) compared Western European and ECE countries’ trust levels,
concluding that ECE inhabitants have lower institutional trust, due to the transitional process and
disapproval towards the “legitimacy of ECE political systems and institutions” (Boda and Medve-
Balint 2014, p. 1). UK citizens trust the local institutions and the government, but not EU
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institutions, whereas ECE countries lay more trust into international institutions (Sapir et al. 2012).
Consequently, UK consumers do not require much organisation-related information in adverts,
whereas the opposite is true for ECE citizens.
Institutional trust also depends on individuals’ success, economic safety and prosperity in social lives
(Boda and Medve-Balint 2014). According to Brouthers et al. (1998), power distance also influences
institutional trust. Hofstede (1980) characterized power distance as a: “measure of trust inherent in
a culture…level of trust in a society and the need for formal control” (Brouthers et al. 1988, p. 488).
Citizens from high power distance cultures display lower levels of trust than people from low power
distance countries (Shane 1994). Since Slovak citizens have higher power distance, they should
display lower trust levels towards authority and formal control, which may in turn explain why they
require more informaiton in adverts to make decisions.
Even though trust may depend on institutions’ performance, and individuals’ social and economic
well-being, the transition process from a soviet to a democratic country and the devastating
outcomes of the financial crisis also have an impact. Lack of trust in the government and institutions
may influence ECE’s need for more information in adverts, enabling the citizens to overcome their
mistrust. In summary, it is proposed:
Proposition 1: That western experience- and transformation-based advertisement does not convince
the ECE customer base, but confuses them, due to their lacking institutional trust levels, higher risk
aversion and uncertainty avoidance.

2 The new consumer
Customers in developed markets gain product-relevant knowledge through several sources: from
advertisements (Coulter et al. 2001), influence from others (Feick and Price 1987), personal product
experience (Kempf and Smith 1998), personal information search (Srinivasan and Ratchford, 1991),
social media and the internet (Tuten and Solomon 2017).
Feick et al. (1995) contrasted US and Hungarian customer’s information search habits a few years
after the dissolution of the Soviet Union. Feick et al. (1995) concluded that Hungarian consumers
extensively search for product related information, and do not trust personal information sources,
friends and family, because of their ‘unreliability’. Hungarian women do not use cues that indicate
quality, are sceptical about marketing, and do not trust advertisements. Some Hungarians identified
packaging and price as signals of quality, yet some customers still believe that western products lack
quality ingredients.
According to the research, 45% of Hungarian customers fall into the cluster of Self-Reliant: they
research the product on their own, but do not ask experts for help. 15% of the people are risk averse
and not interested in the new market information, and 18% claimed that they favor Western brands.
The research concluded that Hungarians search for extensive information when purchasing, because
of their limited prior experience and knowledge about the brand. However, the research was
conducted in 1992, when customers identity started to develop, hence their findings may not be
adequate today. Consequently, the impact of risk aversion on advert preference needs to be
observed. It is assumed:
Proposition 2: That increased amount of information in the adverts signal increased quality and
lowers perceived risk for ECE citizens.
Advertising became the main source of product knowledge in the 1990s, and citizens spent more
time researching information about new products (Coulter et al. 2005). The researchers identified a
positive relationship between knowledge and brand experience, and concluded that “knowledge did
not mediate the effects of either brand experience or media use on confidence in choice” (Coulter et
al. 2005, p. 613). Even though more adverts are broadcasted, Hungarian customers’ search for
information did not decrease; it was still a significant source of product knowledge, due to increased
product choice and decreased amount of other “favoured choice heuristics”, such as “country-of-
origin” (Coulter et al. 2005, p. 614). Furthermore, a research by Nagyová et al. (2014) confirmed



that Slovak consumers are still influenced by the price, location and product quality when making
decisions.
The literature review highlighted that ECE consumers began their transition to a western consumer,
yet search for informational individually, rather than relying on adverts; demonstrate low trust
towards brands, impacting their decision-making styles. Thus, it is expected:
Proposition 3: That ECE citizens take into account price, personal experience, brand awareness and
factual information when making decisions, thus informative adverts are more appealing.

2.1 Differences between the ECE countries leads to different Euro- Consumer
clusters with differing advertising needs and identities

Differences between post-socialist countries and their citizens can be observed (Manrai et al. 2001).
Heterogeneity, namely “culture, history, language, and the duration and intensity of Communism
and its economic doctrine… industrial development… approach towards the transition to a market
economy” (Skinner et al. 2008, p. 195) contributed to these differences. Consequently, Euro-
Consumer clusters were established, and marketing strategies adjusted to these homogenous
markets (Van der Merwe and L’Huillier 1989). According to Skinner et al. (2008), differences can be
explored between the Central (Slovakia, Hungary) and the Eastern European (Ukraine, Russia)
countries, arising from heterogeneity factors. These individuals have different identities, attitudes
towards advertising practice and decision-making styles. As generalisation on identity formation and
decision-making among these different clusters would be problematic, the researcher chose to lay
more emphasis on Central European countries for this research scope.
In summary, ECE countries have different needs, identities and decision-making styles, affecting
their responses towards advertising practice. According to the literature, Slovakia and Hungary are
more westernized ECE countries, yet are very different from Western European nations.
Consequently, it is expected:
Proposition 4: That age, gender, and the country of origin have an impact on individuals responses
towards informational and transformational adverts.

3 Informational and transformational adverts, and their
deconstruction
Puto and Wells (1984) differentiated between informational (highly cognitive) and transformational
(highly experiential) adverts. Puto and Wells (1984, p. 638) characterized information adverts as
containing “factual (i.e., presumably verifiable), relevant brand data in a clear and logical manner;
[they enable the assessment of] the merits of buying the brand after having seen the advertisement”.
An advert only becomes informational, if the consumer believes and claims its’ factual value.
Puto and Wells (1984, p. 638) characterized transformational adverts as ones that associate “the
experience of using (consuming) the advertised brand with a unique set of psychological
characteristics which would not typically be associated with the brand experience to the same
degree without exposure to the advertisement”. Transformational adverts describe the brands’
consumption experience by associating emotions awakened by the advert with the experience of
using the product.

3.1 ECE adverts are more informational, as a result of higher risk aversion
and market age

Bao et al. (2003, p. 750) argued that high-risk aversion has a negative aftermath on “recreational
and hedonistic” orientation: the emotional response towards adverts (Holbrook 1983). Consequently,
if ECE countries have higher risk-aversion, they should prefer utilitarian, informational adverts to



transformational, hedonistic ones.
ECE consumers could also prefer informational adverts their identity was developed in a new
market. Chandy et al. (2001, p. 400) claimed that argument-based appeal (informational adverts) is
broadcasted in new markets, whereas emotion-based, transformational adverts are popular in older
markets, because of the “intrinsic differences in consumers’ motivation and ability to process
information”. Customers from developing markets have no product-related information and
knowledge, limited feedback through word-of-mouth, and possess definite amount of product-related
experience. Consequently, they require advertisements to decrease the perceived risk associated
with decision-making, whereas customers who have experience with products, pay less attention to
advertising practice, since they need less information to make purchase related decisions.
Consequently, western countries should have more transformational adverts, due to their vast
experience with products. Nevertheless, ECE countries should have more informational adverts, as a
consequence of younger market age and higher risk aversion (Schumann et al. 1990).

3.2 The process of advert deconstruction depends on the socio-cultural
background of the individual

Extent literature presented above shows why ECE adverts tend to be more informational. First,
citizens are more risk averse, thus need the brands reassurance about quality and value for money.
Second, the essence of a „new market“ increases need for information about unknown brands. A
further reason may stem from the disability to deconstruct transformational adverts. According to
O’Donohue (1994), who draw on the users and gratifications theory, marketing does not serve
people, but people do something with advertisements: the “ads only value is that which the
consumer gives it” (O’Donohue 1994, p. 56). The ability to deconstruct adverts depends on the
cultural, historical and social background of individuals.
Consumers interpret advertising messages in light of their cultural knowledge of texts and visual
signs; consequently, individuals interpret adverts differently within various cross-cultural markets.
Personal experience also influences deconstruction of adverts. Thus, not only the culturally
embedded conventional meanings, symbolic and arbitrary relationships, but individual’s life project
and themes, experiences and perceptions have an influence on advert deconstruction, and the ability
to understand transformational adverts (Mick and Buhl 1992).

4 Goal and methodology
The literature review identified four propositions with regards to ECE consumer’s decision-making
styles and their attitude towards adverts. The aim of the research is to establish how ECE consumers
make decisions, how did the turbulent economic and historical background impact their consumer
identity and whether they prefer informational adverts over transformational ones.
To address the above outlined goal, a mixed method approach was chosen: quantitative self-
completion survey and qualitative semi-structured interviews. The mixed-method approach enabled
the researcher to overcome the drawbacks of quantitative and qualitative research methods. A
mixed-method approach bridges the gap between the low validity and reliability of qualitative
interviewing practice and the risk of losing valuable information through solely focusing on
quantitative survey findings. Qualitative research enables generalization and certainty about
differences in responses towards adverts, and semi-structured interviews provide an in-depth
understanding of the reasons for advert preference. Phenomenological interviewing, along with the
life history approach were used to give the in-depth answers a context, and to better understand
individuals’ opinions.
To be certain about whether ECE consumers react and interpret informational and transformational
adverts differently, self-completion questionnaires were used. Self-completion questionnaires are
sources of quantitative information; display closed questions and are shorter and easy-to-follow, to



overcome the risk of ‘respondent fatigue’ (Bryman and Bell 2013, p. 232).
Semi-structured interview uses some pre-set questions as “interview guides” (Bryman and Bell 2013,
p. 467). According to Leidner (1993), such interviewing practice allows a certain degree of
structure, yet is flexible enough to “pursue topics of particular interest” (Leidner 1993, p. 238).
To evaluate the interview answers, understanding of answer context is necessary: phenomenological
interviewing practice focuses on “direct description of a particular situation or event as it is lived
through without offering causal explanations or interpretive generalizations” (Given 2008, p. 618).
The interview enables exploration and gathering of “experiential narrative material, stories or
anecdotes” (Van Manen 2011). Individuals’ life history is also pivotal in gaining deeper insight into
interviewees’ reaction to adverts. The life history method is defined as documenting “the inner
experience of individuals, how they interpret, understand and define the world around them”
(Faraday and Plummer 1979, p. 776). The method incorporates the evaluation of important life
themes (“text meanings of and about the reader”) and projects (fluctuates “in accordance with
changes in circumstances and life cycle”) (Mick and Buhl 1992, p. 318).
According to Mick and Buhl (1992, p. 319), the customer is embedded in the social an cultural
context inherited at birth; yet traverses through a “life history and resides in a current life-world
that includes personal life themes and life projects”.

Figure 2: Sociocultural context
Source: Mick and Buhl (1992, p. 320)

4.1 Research limitation

The research is limited in its scope: due to the limited nature of the project, not every ECE country
was observed. The author laid emphasis on Slovak consumer’s decision-making style, rather than
focusing on every ECE country and its’ consumers. ECE countries and consumers are not
homogenous, and hence generalization cannot be drawn. The research was conducted and presented
in the form of a comparative study, with its main aim of focusing on the differences in identity
formulation of post-communist and western consumers. Moreover, the scope of the project is limited
in terms of the number of participants. However, the researcher was trying to overcome the above
limitations through a more comprehensive and focused interviewing practice.

Furthermore, the scope of the research lacks in-depth analysis on how social media and the rise of
marketing technology influences consumer’s decision-making (Jayaram et al. 2015). This is because
the researcher wanted to focus on how decision-making and consumer identity formation was
influenced by the historical and cultural factors.

4.2 Data sources

Firstly, eighty participants were required to fill out a survey on their reaction to two adverts: one
transformational and one informational. Sixty Slovak consumers and twenty UK consumers
contributed to the survey. Fifty-eight questions, on empathetic tendencies towards adverts were
asked. Responses were given through a five-point Likert scale, that ranged from strongly disagree to
strongly agree. The method and the questions were adapted from Puto and Wells’s research (1984).
Nine individuals born and raised in Slovakia were interviewed; their responses, along with the
survey results that measured deconstructive ability and understanding of different adverts, were
merged and further evaluated. Limitation arising from translation from Slovak to English was
partially reduced by “using fluid descriptions of meanings” during interviewing (van Nes et al.
2010).
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4.3 Data analysis

Quantitative data was analysed with SPSS techniques in three steps. First, a factor analysis was
conducted, that identified the same two factors, informational and transformational, as Puto and
Wells (1984). Second, Cronbach’s coefficient alpha measurements were conducted, and the both
informational and transformational levels were found to be borderline acceptable (Nunnally 1978).
Third, regression analysis was performed (Bryman and Bell 2011).
Qualitative data was analysed in two steps. First, participants opinions were translated to English,
and coded based on seven codes identified that fall into four broad categories: difference between
UK and ECE adverts, ECE adverts during the communism, efficiency of advertising strategies and
decision-making styles. Second, life history method (Mick and Buhl 1992) and phenomenological
approach (Given 2008) were used to analyse the context of responses, and provide deeper
understanding.

5 Findings
The findings section is divided into two parts: first, the quantitative research summaries are
presented, followed by the qualitative interview findings.

5.1 Quantitative research findings

Table 1: Regression coefficients for transformational factor
Source: Author

The standardized coefficient shows that individuals’ country of origin (0.055) has a bigger effect on
their response to informational adverts, than age (-0.04) or gender (-0.136).

Table 2: Regression coefficients for informational factor
Source: Author

The standardized coefficient shows that individuals’ country of origin (0.238) has a bigger effect on
their response to informational adverts, than age (0.218) or gender (-0.123). If borderline levels of
significance are accepted (*p<0.1), individuals’ origin (“where are you from”) is significant (0.086),
although it has a weak effect. However, the composition of the sample (20 respondents from the
United Kingdom, and 60 from Slovakia) does not allow the effects’ identification with more
confidence. A group of 20 people for a binary variable in a regression model does allow the variable
to be included, but this is a threshold to acceptance. If the research were conducted with a larger
sample size, the degrees of freedom would have increased, boosting confidence levels. The following
two tables outline the differences between the level of persuasion by the informational and
transformational advert among ECE and UK consumers.

Table 3: Informational adverts
Source: Author

Table 4: Transformational adverts
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Source: Author

The survey used an instrument developed by Puto and Wells (1984) to categorize individuals based
on responses towards informational and transformational adverts. The same two factors that the
researchers identified were established: informational and transformational. This signals that
consumers were able to respond to the adverts based on their empathetic tendencies. As found by
Puto and Wells (1984), both factors were considered reliable, since the value of Cronbach’s alpha
was borderline acceptable for explanatory research.
The regression model for transformational factor indicated no significant correlation between the
dependent and independent variables, thus none of the independent variables (age, gender, country
of origin) were associated with respondents’ survey answers.
However, the regression model for the informational factor showed that country of origin
contributes statistically significantly to the model, if borderline level of significance is accepted,
meaning that country of origin is associated with individuals’ responses to the advert. Based on the
qualitative findings, the fourth proposition is partially rejected:

Proposition 4: That age, gender and the country of origin have an impact on individuals’ responses
towards informational and transformational adverts.

Reasons for the decision are examined in the discussion, and the possibility of a methodological
error is outlined.

5.2 Qualitative research findings

The interviews revealed that preference towards informational adverts stems from the historical and
economic background of ECE countries, while highlighting that value for money and brand loyalty
are the most important factors in the decision-making process. The interview findings are presented
based on these two topics identified.

5.2.1 First topic: the preference towards informational adverts arose from the lack of facts
during communism

Informants who had more chance to travel in their childhood claimed that the transformational
advert made them curious and was convincing enough to try the product out. According to an
Informant, “the [informational advert for chocolate] was boring…there are better ways to advertise
the chocolate… [in the transformational advert], the kids are funny and I would not switch to
another TV channel while watching it”.
On the other hand, those who did not travel claimed that they either did not understand the
transformational advert, or the advert did not evoke an interest and thus did not convince them to
buy the product; the transformational advert, as for an Informant, presented “another culture and
values, and these do not fit the values and beliefs of our culture… we are old-fashioned”.
As a consequence, the first proposition is partially rejected, since the transformational advert only
confused those consumers who did not travel:

Proposition 1: That western transformational advertisement does not convince the ECE customer
base, but confuse them.

However, the interviewees claimed that the informational advert is more convincing for the ECE
consumer base, since it contains more information about the product: according to another
Informant, consumers need more facts arising from the lack of information during communism: “we
are curious about how the product is made, about the ingredients… western people are used to
adverts, they do not care about the ingredients, they want the advert to grab their attention



immediately”. This may be because “people in the past [during communism], had to think ahead, had
to plan rationally”, consequently, they need an advert to tell them “what we should do, what we
should buy”.
Furthermore, an informant claimed that western markets are generally more competitive, thus
brands want to distinguish themselves by creating a brand personality through transformational,
creative adverts that consumers can buy into. The interviewee argued that this is not the case in a
post-socialist country, such as Slovakia: individuals either require adverts to provide them with more
information, alternatively they search for information on their own, or they trust the brand they have
been using for a long time. Consequently, the second proposition is accepted:

Proposition 2: That increased amount of information in the advert signals increased quality and
lowers perceived risk for ECE citizens.

5.2.2 Second topic: Value for money and brand experience are the two most important
factors when making decisions

One informant believes that the most successful companies in Slovakia do not have to advertise
themselves, since the single “most important thing, that is good value for money, does not need
advertisement”. He also believes that only those advertise (banks, broadband and phone providers,
pharmaceuticals) who constantly innovate their products, and have entered Slovakia after the fall of
communism. Respondents agreed that products introduced during the communism that are still
present on the shelves do not need to advertise: “people remember the good quality of those
products, and even though they may try to experiment, would probably go back to the brand they
know”.
Respondents highlighted that price and quality are more important than advertisements: an
informant claimed that “only those brands advertise that do not have good quality products”. People
rely on their brand experience and word-of-mouth, yet most of the time, do not trust the
advertisements, rather are loyal to brands that have been present for longer: “I would always buy
the product I trust and have experience with over a product that has an amazing advertisement”
claimed another informant. Consequently, the third proposition is accepted, and further investigated
in the discussion:

Proposition 3: That ECE citizens take into account price, personal experience, brand awareness and
factual information when making decisions, thus informative adverts are more appealing.

In sum, the findings enabled the researcher to devise two themes influencing ECE consumers’ ability
to deconstruct an advert: tendency to read-in and travelling. These are evaluated in the following
section.

6 Discussion
The empirical work enabled acceptance or rejection of the four propositions identified in the
literature review. Additional insight emerged in relation to the propositions, evaluated in the
following section. The quantitative and qualitative research found:

1.That western transformational advertisement confuses ECE consumers who have not travelled, yet
does not confuse ECE consumers who have travelled.

2.That increased amount of information in the adverts signals increased quality and lowers
perceived risk for ECE citizens.

3.That ECE citizens take into account price, personal experience, brand awareness and factual



information when making decisions, thus informative adverts are more appealing.

4.That country of origin has a weak effect on individuals’ responses towards informational adverts.

Based on the empirical findings, two themes have emerged: first, the experience of international
travel; second, the ability and willingness to deconstruct texts. These affect ECE consumers’
deconstructive ability, and decision-making styles.

6.1 First theme: the amount of travelling in childhood

Based on the quantitative research findings, country of origin has a weak impact on individuals’
responses to informational adverts; none of the other demographic variables clarified responses to
transformational adverts. The qualitative research suggests that the amount one travelled as a child
explains attitudes towards adverts: individuals who travelled more were persuaded by the
transformational advert and were able to read-in and relate it to their life themes and projects (Mick
and Buhl 1992; Shankar, 1999). Individuals who did not travel did not understand the
transformational advert and were not able to deconstruct it, since these adverts, as per an
informant, represent “another culture and values”.
Travelling in early childhood leads to increased competency, skepticism towards advertisements, the
understanding of its aims and exposure to different views. According to Wright (1986, p.1),
individuals who were exposed to advertising practice earlier in life, develop a “schemer schema”, an
“intuitive theory about marketers influence tactics” through a basic understanding of consumers and
their role. It leads to understanding of advertising practice and results in skepticism towards
marketing (Moschis and Moore, 1979, Moschis and Churchill 1979).
Arguably, individuals who did not travel did not develop the schemer schema: the competency to
deconstruct an advert in the early stages of their life (Wright 1986). Individuals, who have indicated
that travelling forms part of their life projects, were convinced by the transformational advert, found
it “funny, interesting, persuasive and personally appealing”; were not distracted from “critical
product content”, because they are socially and culturally competent to process these complicated
visual messages (Chandy et al. 2001, p. 402). These findings support Ang’s (1990) argument: advert
deconstruction depends on culture, social and historical background of individuals, their life project
and themes (Mick and Buhl 1992). Deconstruction also builds on individual competency: the more
competent consumers are, the more complicated visual structures they can cope with. Therefore,
travelling may have increased competency in earlier life, leading to easier advert deconstruction.
In sum, ECE consumers who have travelled in their childhood and been exposed to advertising
practice and different cultures earlier are more open-minded, yet skeptical towards adverts: they
can understand transformational adverts, can easily deconstruct informational advert, and do not
attempt to extract the information on its own, rather try to find ‘themselves’ in the advert.
Individuals who have not travelled and not been exposed to adverts, have not learned the
fundamentals of advertising practice early in life, believe that only informational adverts are part of
the natural environment, thus do not question their meaning. They prefer adverts that are similar to
the socialist persuasion style: they have always been told what to do, thus they want brands and
adverts to guide them, rather than transform them.
This explains why the empirical findings differed from the fourth proposition devised from extent
literature (That age, gender and the country of origin have an impact on individuals’ responses
towards informational and transformational advert); the quantitative research only indicated county
of origin to have a weak effect on individuals’ responses towards informational advert. A factor not
considered in the quantitative research emerged through observations during qualitative
interviewing: travelling deviates responses towards transformational adverts among ECE
consumers.
The first proposition was partially rejected, (That western transformational advertisement does not



convince the ECE customer base, but confuse them), since transformational adverts only confused
the consumers who have not travelled, did not develop a schemer schema and learn advert
deconstruction in their early life. Open-minded individuals were not confused by adverts: they
successfully deconstructed transformational adverts in relation to their life themes and projects.
The small sample size of the quantitative research may deviate these findings. A group of 20 UK
consumers for a binary variable in a regression model does allow the variable to be included,
however, is a threshold level acceptance (Bryman and Bell 2011). Further research should consult a
larger sample size to increase confidence levels. Research should also focus on travelling as an
independent variable in quantitative research that deviates responses towards informational and
transformational adverts.

6.2 Second theme: the tendency to read-in

The extent literature highlighted that need for decision-making guidance in adverts arose from the
lack of institutional trust (Letki and Evans 2002, Boda and Medve-Balint 2014, Brouthers et al.
1998), higher risk aversion and uncertainty avoidance (Hofstede 1980, Matzler et al. 2008),
stemming from the turbulent historical and cultural changes (Bakacsi et al. 2002, Szabo 2006).
The research findings indicate that ECE consumers need more information when making decisions
yet do not search for additional information on their own; therefore, adverts should contain
sufficient amount of facts. The advert should not be about the individual, its’ life themes and projects
(Mick and Buhl 1992), but about the product: if an advert is transformational, it is confusing,
because ECE consumers are not able or willing to read-in (depending on the amount of childhood
travel). ECE consumers perceive the advert to be part of the traditional (classical) approach to
communication: the marketer constructs the message, and the reader deconstructs the same
message, without the prominence of noise factor (Gronhaug et al. 1991). The advert does not have
degrees of freedom, since it is perceived to be the representation of the product only, rather than
the reflection of the self. Contrarily, the findings indicate that non-ECE consumers tend to be more
likely to ‘read-in’, to relate to their life themes and projects while watching the commercial, and
deconstruct it in light of their own life (Mick and Buhl 1992).
Even though ECE consumers do not demonstrate a tendency of reading-in, the interviewees
indicated that advertisements are a sufficient source of information and are pivotal for brands to
sell: adverts persuade them to buy a low involvement product (confectionary or health-care related
goods). Adverts need to contain some degree of information to be convincing: informants claimed
that “if a product is not advertised with a lot of information, it does not make sense to advertise it at
all… that product is not worth our attention, because it is not a good product”; if a “brand is
advertised with less information, the company does not have to say anything about that brand”.
This finding reinforces Coulter et al.’s argument (2005) who claimed that the importance of
advertisement in product information search increased during the 1990s, and as this research found,
has been increasing for low involvement products ever since. The reason for this phenomena is the
lack of institutional trust: ECE consumers require information from companies to lower their
perceived risk, as a consequence of lacking trust (Boda and Medve-Balint 2014). Correspondingly, if
the company does not give out information during its advert, their product is assumed to have low
quality and the risk of buying increases.
Interestingly, past research on information search habits indicated that ECE consumers did not
obtain information from peers, salespeople and acquaintances, rather relied on personal information
search (Feick et al. 1995, Coulter et al. 2005). However, both the interview and survey results
indicate that individuals do not search for information personally; they either rely on personal
product experience, word-of-mouth, or adverts. Survey results indicate that 68% of the ECE
consumers found sufficient amount of information within the informational advert, however, only 6%
claimed that they would search for more information on their own (Table 3 and 4).



A further factor influencing ECE consumers’ tendency to read-in is brand loyalty. Based on the
interview findings, two categories of consumer brand loyalty are identified: ECE citizens who have
not travelled in early childhood stay brand loyal due to their risk aversion. The second category
consist of ECE citizens who have experienced travelling in their childhood, thus developed the ability
to relate to brands on a transformational level, hence perceive brands as part of their identity.
Consumers who have not travelled stay brand loyal towards the brands they first tried in the 1990s,
because “people prefer brands they are familiar with, since they do not have money to experiment,
or have experimented before and did not like the product”. These findings confirm Feick et al’s
(1995) research that ECE consumers in the 1990s would be reluctant to stick to the brand they have
used, as a result of negative past experience. Furthermore, the fact that ECE consumers are brand
loyal because of their higher risk aversion confirms Vilcekova’s (2014) argument: Slovak consumers
stay brand loyal due to their positive experience.
The second category of brand loyal individuals, mainly those who have travelled in their childhood,
perceive the brand as part of their life theme, evoking positive life experiences and transformation.
Fournier and Yao (1997) observed individual life themes and projects as having an effect on brand
loyalty and identified different categories of loyalty: first, where the brand has a unique connection
to individuals life themes, upbringing and self-expression; second, where one is loyal to multiple
brands adopted for different usage purposes; third, where one expressed loyalty to product type,
process and form (Gordon 1994). Most of the ‘travelled’ ECE interviewees belong to the second
category; they are loyal to multi-brands used for different occasions. For instance, one informant
highlighted that she regularly purchases technological products branded “Orava” because she is
satisfied with the quality and associates good memories of family gatherings to these products,
resulting in brand loyalty.
In summary, the research findings highlight a paradox of trust; ECE consumers do not trust
institutions and brands, however, they trust the information presented by brands in advertisements,
due to lacking deconstructive ability. More deconstructive-minded individuals, the ones who
travelled, eliminate the paradox of trust, and have the tendency/ability to deconstruct
transformational adverts. This may be due to differences in variety seeking behaviour: the
respondents who travelled and been introduced to innovative products, may have more trust in
institutions than ECE consumers who have not travelled.
Interviewees are not inclined to search for information extensively on their own, thus contradicting
Coulter et al. (2005) and Feick et al’s (1995) argument in many cases: they rather rely on the help of
salespeople, adverts, word-of-mouth and personal experience, and take into account price, brand
awareness and facts when making decision; informational adverts are more convincing, since they
provide the sufficient decision-making guidance. This explains why the third proposition suggested
by the literature was accepted: That ECE citizens take into account price, personal experience,
brand awareness, and factual information when making decisions, thus informative adverts are more
appealing. Brand loyalty has a strong impact on ECE consumers’ decision-making process: even if an
advert is informative, they stick to brands they have encountered and limit variety-seeking
behaviour, due to negative past experience with experimentation, or the presence of positive life
themes.
In light of the empirical work, the second proposition was accepted (That increased amount of
information in the adverts signal increased quality and lowers perceived risk for ECE citizens). ECE
citizens who have not travelled require an advert to be informational: if a “brand is advertised with
less information, the company does not have to say anything about that brand”. The reason lays in
the paradox of trust: ECE consumers lack institutional trust, yet trust the information portrayed by
brands in informational adverts, due to the lacking ability of deconstruction. Contrarily, ECE citizens
who have travelled in childhood show a tendency to read-in to adverts; they prefer informational
commercials, yet have the ability/willingness to deconstruct and be convinced by transformational
adverts.
A possible methodological error of badly chosen stimuli may have been present that could deviate



the responses towards the adverts: the ad regarded as informational/ transformational may not have
been informational/transformational enough; further research shall overcome this possible fault.
Research should also investigate brand loyalty among the generation born in the 21th century
(raised when western brands were established in ECE), to observe whether their family’s loyalty to
‘old brands’ (socialist; early 1990s) impacts the new generations’ decision-making style.

6.3 Implications for advertisers who want to penetrate the ECE market

Based on the survey and interview results, ECE consumers prefer informational adverts due to their
technocratic, materialist identity. ECE individuals do not trust the institutions and are highly risk-
averse. Paradox of trust was identified: despite the lack of institutional trust, they require the
adverts to represent the factual benefits of using a product. However, their technocratic identity
may be mediated by the extent of travelling in early childhood: these individuals demonstrate variety
seeking behaviour, openness towards transformational adverts, and the ability to read-in to
commercials.

Table 5: Differences between ECE consumers
Source: Author

If foreign brands want to successfully advertise to ECE consumers, their market research should
investigate their audiences’ past travelling habits that deviates their ability/willingness to interpret
adverts.

7 Conclusion
The research paper contributes to the formation of an understanding of ECE consumers’ decision-
making style in three ways. First, the quantitative empirical work indicates that country of origin
does only moderate individuals’ empathetic tendencies towards informational adverts. Second, in
contrast to findings in the extent literature, ECE consumers do not search for information
extensively; rather rely on the information presented by brands in adverts, despite not trusting the
institutions (Boda and Medve-Balint 2014).
Third, the qualitative research contributes to the formation of an understanding of the potential for
travel to change the way that adverts are understood. ECE consumers have a preference towards
informational adverts, probably stemming from their technocratic identity; however, this identity is
moderated by the amount of travelling in early childhood. ECE consumers who have travelled
developed schemer schema earlier in life: an ability to understand the purpose of advertisements, be
open about transformational adverts and deconstruct adverts through reading-in to their life themes
and projects. These individuals develop brand loyalty as a consequence of their positive experience
with the brand. On the other hand, ECE consumers whose materialistic identity was not moderated
by travel did not understand and deconstruct transformational adverts, demonstrating limited
variety seeking behaviour and preferring informational adverts that lower the perceived risk of
purchase. These individuals developed brand loyalty as a consequence of risk minimization; they do
not trust newer brands but prefer brands available since the 1990s.

End of Part II.
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Résumé
Hodnotenie štýlu rozhodovania občanov východnej a strednej Európy – porovnávacia štúdia.
Časť II.

Po preskúmaní reklám v západnej, východnej a centrálnej Európe je možné zhrnúť nasledovné fakty:



reklamy orientované na fakty boli identifikované v ECE krajinách, kým reklamy na západe boli
kreatívnejšie, avšak obsahovali limitované informácie. Tento článok hodnotí dôvody tohto javu a
odpovedá na tieto otázky: Aký druh identity vzniká v dôsledku turbulentných politických a
ekonomických zmien ako prechod spotrebiteľov z komunistickej do demokratickej krajiny? Aké typy
reklám preferujú spotrebitelia ECE? Aké faktory ovplyvňujú ich rozhodovanie? Prvá časť publikácie
sa zaoberá formovaním identity z akademického hľadiska.
Druhá časť príspevku analyzuje výsledky výskumu. Výskum prispieva k pochopeniu potenciálu
samotného cestovania, na to, aby sa zmenil spôsob, akým sú reklamy vnímané medzi spotrebiteľmi
ECE. Cestovanie a expozícia rôznym kultúram skôr v živote zmenili tendenciu spotrebiteľov ECE
rozkladať transformačné reklamy. Na základe výsledkov výskumu bola navrhnutá marketingová
stratégia pre zahraničné značky, ktoré chcú preniknúť na ECE trh.
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Evaluation of Eastern-Central European
citizen’s decision-making style – a
comparative study. Part I.
Having looked at western and Eastern-Central European adverts, the prominence of fact-
based commercials was identified in ECE countries, whereas most of the western
advertisements creatively take the audience to a journey, while showing limited
information. This comparative study evaluates the reasons for this phenomenon, while
answers the following questions: What kind of identity emerges as a consequence of the
turbulent political and economic changes, as consumers’ transition from a communist to a
democratic country? What kind of adverts do ECE consumers prefer? What influences their
decision-making? The first part of the publication looks at identity formation from an
academic point of view, with its main focus on Slovak consumers. It identifies possible
reasons behind differences in decision-making styles, arising from the turbulent political
and economic changes. These factors resulted in ECE consumers having higher risk
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aversion, uncertainty avoidance and lower institutional trust, having an impact on their
information-searching behavior while creating a new consumer base with developing
identity. The second part of the contribution will analyze findings and present
recommendations.

1 The historical and economic changes
influence the decision-making style and
identity of ECE consumers, arising from
higher risk aversion and uncertainty
avoidance
ECE countries faced turbulent changes thorough history. The collapse of the Soviet Union resulted
in social and political revival, but brought about decline in economic growth, inflation and
unemployment (Bakacsi et al. 2002, p. 78). It resulted in lower social safety, new regulations,
institutions and political systems; problems when entering new markets leading to limitations in
expansion; downfall of Soviet markets, purchasing power, and fiscal redistribution, consequently
lower GDP and privatization (Bakacsi 1994). This created fear, uncertainty, and a “tangible gap
between people’s wish of stability and the surrounding environment” (Bakacsi et al. 2002, p. 79).
After the dissolution of the Soviet Union, ECE countries went through liberalization of foreign trade,
privatization, restructuring, tax and social insurance reforms, to reestablish their macroeconomic
stability. Slovakia entered the European Union on 1 May 2004 and experienced growing GDP until
2008-2009 (European Commission 2015). The financial crisis resulted in growth slowdown and
turbulent economic changes.
Arising from the historical and economic changes, a new customer base emerged; ECE individuals’
identity shifted from being citizens to consumers. In the past, ECE was part of the COMECON, the
‘Council for Mutual Economic Assistance’ (CMEA), facilitating economic development and flow of
goods between Soviet countries (Balassa 1992). The Soviet Union did not enable the flow of foreign
goods, leading to limited advertising; the ad itself was “the product to be consumed” (Egipt 2014).
Customers could not consume the advertised product, since it disappeared from the shelves
immediately; sometimes the advert was produced so that “at the time of airing, a product would be
available for sale”; soviet ads did not aim to sell to a target audience, but to provide an
entertainment for their citizens, apart from the few TV programs available (Egipt 2015). The Soviet,
entertaining advert with no sales goal, differs from today’s marketing, that serves the purpose of
gaining consumers attention to inform, convince and remind them of a product (Wood 1958).
Historical changes in post-soviet countries created a new, learning customer, who is constantly
transitioning from a citizen with no need for advertising, to a western consumer, with different
attitudes towards marketing. The upcoming sections observe the notion of changing identity in more
depth: Sections 1.1 and 1.2 highlight why Slovak consumers are more risk averse and have higher
uncertainty avoidance. Section 1.3. draws together these two notions to present how they contribute
to advertising decision-making.

1.1 Turbulent historical and ongoing changes lead to higher
risk aversion
Hofstede and Bond (1984, p. 419) defined risk aversion as “the extent to which people feel



threatened by ambiguous situations, and have created beliefs and institutions that try to avoid
these”. Risk aversion can have an effect on consumers’ decision-making style: it increases need for
information and brand loyalty (Matzler et al. 2008).
To observe risk aversion, The Hofstede Centre’s research on cultural differences is examined.
Although Hofstede’s cultural research has been widely criticised for its‘ over-realiance on
differences being drawn from one’s natural culture, while neglecting individuality (Ali et al., 2008), it
can be argued that Hofstede’s doctrine is still a prevalent source for cultural difference mapping
(Minkov and Hofstede 2011; Mooij and Hofstede 2015). Slovakia’s score of 51 demonstrates higher
need to avoid future uncertainty than UK and US (The Hofstede Centre 2015).

Figure 1: Hofstede’s country specific cultural dimensions
Source: The Hofstede Centre (2015)

Perlaki (1994) argued that the ECE culture could be best described as “highly centralized, strictly
hierarchical culture, a dislike for uncertainty, …and strong collectivist attitude” (Brouthers et al.
1998, p. 488). These cultural factors result in lower marketing orientation (Ennew et al. 1993),
different ethical standards (Puffer and McCarthy 1995) and lower trust towards authority (Casson
1994), as compared to western countries.
LeFebvre and Franke (2013) claimed that collectivist cultures consider group interest hence
discourage risk-taking. Consequently, an individualistic culture, such as the US and the UK,
encourages higher risk-taking behaviour, than the collectivist Slovakia (Hofstede 2015). Eramilli
(1996) supports this argument: uncertainty avoidance outlines a society’s risk aversion: high
uncertainty avoidance relates to higher risk aversion and increased need for control over foreign
operations. Thus, ECE countries should be more risk averse, since are uncertainty avoiders.

1.2 Higher uncertainty avoidance and risk aversion, a
consequence of the Soviet Union and the communist
economy
Before the collapse of USSR, ECE citizens were “information underload” (Susjan 1999, cited in
Money and Colton 2000, p. 193); after the dissolution, markets opened up; demand for product-
related information grew. Customers could only personally evaluate the product, since other’s
opinions were not available (Money and Colton 2000). Consequently, customers tried to overcome
the novel risk by buying more expensive products, since these signalled higher quality (Shama
1992).
Similarly to the above findings, the extent literature has shown that Slovakia has higher uncertainty
avoidance, and citizens are more risk averse than in western countries, due to the change from a
Soviet country to democracy. Soviet citizen could not choose between products, and advertisements
had no selling objective; the role of marketing in the Soviet Union was utilitarian; consumers only
received information about the product’s function (Fazekas 1978; Naor 1986).
The shift from a communist economic actor to a western consumer has resulted in shifting identity of
ECE citizens: western brands presented thousands of information and new products to customers
not used to choice. ECE consumers, who were uncertain about new products, had to learn how to be
a consumer, and make purchase decisions.

1.3 Impact of higher risk aversion and uncertainty avoidance
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on ECE consumers’ decision-making style
According to Shimp and Bearden (1982), consumers with high-risk aversion seek for more
information about the product when making a purchase-related decision. Matzler et al. (2008)
observed risk aversion and its’ effects on brand loyalty through an empirical research on mobile
phone users, and concluded that high-risk averse individuals are more brand loyal than low-risk
averse consumers. According to Matzler et al. (2008, p. 155), “risk-averse consumers feel threatened
by ambiguous and novel situations and are reluctant to try new products” because they believe the
financial, social and performance risks are higher than the benefits; they either search for more
information before buying, or become brand loyal (Kapferer and Laurent 1985).
Vilčeková‘s (2014) research supports this argument: she compared the differences in Slovak
consumers buying behaviour after the financial crisis. Slovak customers paid more attention to price
and quality than advertising. Consumers are brand loyal to established brands, since are more price
sensitive and “when they give away their money they expect to get the desired performance”
(Vilčeková 2014, p. 308). According to Vilčeková (2014), this is because brands act as shortcuts that
ease decision-making, signal quality and value.
Vilčeková’s (2014) research indicated that Slovak consumers are either brand loyal or engage in
personal information search. This argument supports Kapferer and Laurent’s (1985) research: high-
risk averse consumers either become loyal to their favorite brands, or search for extra information,
since they want to avoid neglecting details, thus are inclined to obtain more facts to avoid uncertain
outcomes. To summarise, ECE consumers are highly risk averse and either seek for more
information regarding a brand or remain brand loyal to avoid uncertain outcomes.

End of Part I.
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Résumé
Hodnotenie štýlu rozhodovania občanov východnej a strednej Európy – porovnávacia štúdia.
Časť I.



Po preskúmaní reklám v západnej, východnej a centrálnej Európe je možné zhrnúť nasledovné fakty:
reklamy orientované na fakty boli identifikované v ECE krajinách, kým reklamy na západe boli
kreatívnejšie, avšak obsahovali limitované informácie. Tento článok hodnotí dôvody tohto javu a
odpovedá na tieto otázky: Aký druh identity vzniká v dôsledku turbulentných politických a
ekonomických zmien ako prechod spotrebiteľov z komunistickej do demokratickej krajiny? Aké typy
reklám preferujú spotrebitelia ECE? Aké faktory ovplyvňujú ich rozhodovanie? Prvá časť publikácie
sa zaoberá formovaním identity z akademického hľadiska. Identifikuje možné dôvody rozdielov v
štýloch rozhodovania, ktoré vyplývajú z turbulentných politických a ekonomických zmien. Tieto
faktory viedli k tomu, že spotrebitelia ECE majú vyššiu averziu voči riziku, vyhýbanie sa neistote a
nižšiu inštitucionálnu dôveru, čo má vplyv na ich správanie pri vyhľadávaní informácií, pri vytváraní
novej spotrebiteľskej základne s rozvíjajúcou sa identitou. Druhá časť publikácie analyzuje zistenia a
uvádza odporúčania.

Kontakt na autorov/Address
MSc Barbara Némethová DIC, MSc Strategic Marketing, Imperial College Business School, South
Kensington campus, London SW7 2AZ, United Kingdom, e-mail: nemethova.barbara@gmail.com

Recenzované/Reviewed
5. september 2018 / 11. október 2018

Impact of GDPR on banks in Slovakia –
marketing approach. Part II.

Impact of GDPR on banks in Slovakia –
marketing approach. Part II.
This paper, through examining the Regulation (EU) 2016/679 of the European Parliament
and of the Council of 27 April 2016 on the protection of natural persons with regard to the
processing of personal data and on the free movement of such data, and repealing
Directive 95/46/EC (General Data Protection Regulation – short GDPR), aims to
demonstrate its significance in financial sector along with the impact on complex
management of marketing activities inside specific financial institutions. In the theoretical
part of this contribution brief history of data protection and evolution of concept of GDPR
will be explained. Main principles and innovations that are of key importance for future
positive developments in the field will be discussed with emphasis on relationship between
banks and direct marketing. Additionally, selected results of the primary research oriented
on personal data protection from consumers’ point of view in Slovakia will be presented
(online questionnaire was fulfilled by 355 respondents). Further we will try to identify the
challenges bank have to meet while adhering towards the new directive.
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Research and methodology
To gain attitudes and knowledge of the Slovak public on the issue of personal data protection, we
carried out a primary quantitative survey by querying using an online questionnaire that were
distributed through a shared link, via e-mail, social networks, as well as internal networks in
organizations. The research was conducted between May and June of 2018, two critical months
considering the adaption of the new directive in May 25. 355 respondents fulfilled the questionnaire
which consisted of mix of controlled variables and series of questions focused on issue of personal
data protection. Out of this number 304 records were considered as completely filled and had all
questions answered. Additionally there are more limitations within the frame of the sample size
selection and the results are presented in the descriptive manner as the research conducted in 2018
cannot be considered as a representative one. But this research can be used as a pilot survey. To
present a comprehensive view, we selected 10 questions oriented solely on personal data and
banking sector in Slovakia. Moreover, few of the questions were compared with the research
conducted in 2009 by the Institute for Public Opinion Research at the Statistical Office of the Slovak
Republic for Personal Data Protection Office of Slovak Republic. In comparison with this research,
the technique has changed slightly and switched towards digital environment (meaning that the
questionnaires were distributed primarily electronically). Controlled variables remained the same:
gender, age, nationality, education, home size and region as well as monitored basic set of Slovak
population aged 18 and more remained preserved.

Findings
Firstly, 5 criteria concerning the demographic characteristics were examined: the age of the
respondents, the region in which they live, the size of the commune in which they lives, education
and gender.

Graph 1: Age of the respondents
Source: Authors

As might be seen from the Graph 1 above, many respondents are in working age, which is a group of
citizens directly affected by the Directive.
The second demographic question we stated is concerning regions of Slovakia in which the
respondents live. The distribution of respondents by region is shown in Graph 2 bellow.

Graph 2: Region of the respondents
Source: Authors

From the graph above we can observe that up to 49% of respondents live in the Bratislava region.
We noticed uneven distribution of respondents according to the different parts of Slovakia they live
in.
The third question was the size of the commune. The aim was to find out in which large municipality
the respondent lives and whether the size of the commune influences the respondents´ knowledge
and attitudes towards the protection of personal data.
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Graph 3: Size of the commune
Source: Authors

Again, we can see the dominance of the capital city, which was already evident in the previous
question. However, other municipalities are relatively evenly represented. We need to point out that
the capital Bratislava was excluded from group of county towns.
The fourth demographic question was focused on education of respondents.

Graph 4: Education of the respondents
Source: Authors

It is clear from the graph that the survey included mainly residents with secondary education with A-
levels and with university education. The last demographic question was the respondents’ gender.

Graph 5: Gender of the respondents
Source: Authors

From the graph we clearly see that 69% of respondents were women. The next question was to find
out which personal data respondents consider to be the most vulnerable in terms of abuse.

Graph 6: Which personal data respondents consider to be most vunerable in terms of abuse?
Source: Authors

It is clear from the above graph that respondents perceive their personal identification number as
the most sensitive personal data, followed by property and financial information, together with
biometric data and the name and surname, and up to fifth place data on health status. Compared
with the survey conducted by the Institute for Public Opinion Research at the Statistical Office of the
Slovak Republic for the Office for Personal Data Protection Office of Slovak Republic in 2009, there
was a slight shift in the preferences of respondents. In the 2009 survey, on the third place
respondents reported that they perceived data on health status and biometrics as the most sensitive
personal data.

Graph 7: Six most sensitive personal data from the perspective of the respondents education (in %)
Source: Institute for Public Opinion Research at the Statistical Office of the Slovak Republic 4/2009

Graph 8: To whom have you already provided some of your personal information?
Source: Authors

Respondents could choose more options because we assumed that they have encountered with this
situation of providing their personal data repeatedly. The result is that respondents most often
provide their personal data to banking institutions and insurance companies, which is the expected
outcome, as these institutions need that kind of personal information to provide their service and to
communicate and trade with the customer. On the third place respondents reported social networks,
which is a surprising result since social network account is not necessary for existence unlike the
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bank account. Fourthly, respondents state government and public authorities. We assume that
respondents do not realize that government and public administration have all the personal data of
the citizens, because they need them for effective communication, and in particular for collection of
taxes and local fees, for example, for communal services. Furthermore, respondents provide their
personal data to retailers that use them for their loyalty programs, other financial institutions, such
as leasing companies, marketing companies along with non-bank companies as well.

Graph 9: How do you trust named companies to protect your data?
Source: Authors

Responses were predictable. Banks and insurance companies have trust of approximately 90% of
respondents that they will protect the personal data of their clients. Government and public
administration are followed by over 70% of support. Other types of subjects have more mistrust than
the confidence of respondents to protect their personal data. the greatest mistrust is laid on the non-
bank lenders and social network operators. In the 2009 survey, citizens least trust the marketing
companies, then leasing companies and insurance companies. On the contrary, citizens have the
greatest trust in state administration bodies and subsequently in banks. It can be said that, as
compared to 2009, banks have gained trust in the population by almost six percent, on the contrary,
marketing companies have lost ten percent. It may be attributed to the fact that in the 2009 survey,
consumer clubs and marketing companies were not divided, but they were in one group. In spite of
this, the decline in reliance is approximately three percent. Interestingly, there is also confidence in
insurance companies, when respondents expressed their mistrust of only ten percent in their survey
and 29% in the 2009 survey, as seen in graph below.

Graph 10: To which information system operator do you trust the least?
Source: Institute for Public Opinion Research at the Statistical Office of the Slovak Republic 4/2009

Graph 11: Where do you think there is the greatest chance of misusing your personal data?
Source: Authors

The results have shown that consumers perceive financial institutions as safe. Secondly state and
public authorities are viewed as equally safe. Network operators such as telecommunications or
energy suppliers or others are also relatively safely perceived. The level of safety below 40% is
achieved by the consumer clubs and 30% belongs to online shops. As the least safe are perceived by
respondents´ personal data on social networks.
Again, it is interesting that the preference of the toward danger of social networks, online shops and
consumer clubs does not change depending on whether the respondent is a member of a consumer
club, has a social networking account, or purchases online via an online store.
Regarding the issue of personal data security, we investigated further whether the respondents had
experienced the misuse of personal data.

Graph 12: Has anyone misused your personal data?
Source: Authors
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Graph 13: If you answered yes, would you indicate how?
Source: Authors

Just a minor group of respondents said they had somehow misused their personal data. The most
frequent answer of respondents was that they were victims of unsolicited telemarketing, 6
respondents said they had been victims of fraud/crime in connection with the misuse of personal
data, and finally one respondent stated that his account on social network had been stolen.
On the next question, we checked the knowledge of respondents about who they are supposed to
contact if they suspect a misuse of personal data.

Graph 14: Who can you contact if you think your personal information has been misused?
Source: Authors

It is alarming that up to 40% of respondents said they did not know whom to contact if they
suspected the misuse of personal data. Only 14% of respondents would contact the Office for
Personal Data Protection of the Slovak Republic. Other respondents would contact the police.
We have also focused on the attitudes of respondents to the protection of personal data. The next
question was whether respondents met with the requirement to copy the papers. When respondents
met with the requirement to copy the papers, we identified the document.

Graph 15: Did you meet the requirement to copy your papers?
Source: Authors

Graph 16: If you answered yes to the previous question, which one?
Source: Authors

Up to 86 percent of respondents said they met with the requirement to copy the papers. Most often
this was ID card, then a health insurance card, followed closely by a birth certificate. 76 respondents
said they were asked to produce a copy of the driving license, and little less responded that they had
met with a copy of a passport. It follows from this that copying personal documents in Slovakia is a
common practice. Compared to the 2009 survey of the Institute for Public Opinion Research at the
Statistical Office of the Slovak Republic, an interesting shift can be observed. In this survey, as in
our survey, most respondents said that most often the operator copied ID card, closely followed by
evidence of education, birth certificate, health insurance card, driving license, marriage certificate
and passport. Overall, in the survey in 2009 61% of respondents have met with practice of
photocopying of the papers, which is 17% less than in our survey conducted in 2018.

Graph 17: Have you met with the fact that the IT system operator wanted to make a photocopy of
one of the following official documents? (in %)
Source: Institute for Public Opinion Research at the Statistical Office of the Slovak Republic 4/2009

In the last question, we investigated whether the respondents are satisfied with the legal protection
of personal data.
The survey shows that only 23% of respondents think that personal data are adequately protected by
law. On the contrary, 35% of respondents think that personal data is not sufficiently protected by
law. 42% of respondents were not able to comment on this particular issue.
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Graph 18: Do you think that your personal data are adequately protected by law?
Source: Authors

Conclusion
In connection with GDPR and due to newly adopted Act No. 18/2018 Coll. on the Protection of
Personal Data and on Amendments to Certain Laws, published in the Collection of Laws of the
Slovak Republic, financial institutions are very much aware of the need to obtain approval from their
clients for the needs of their marketing departments if there is no other legal basis (e.g. contractual
relationship, legitimate interest). Due to the complicated acquisition of public acceptance for
marketing potential customers, banks are looking for new ways to segment and create an
addressable message for effective marketing communications. This contribution at least partially
present results of research where we compared the attitudes and views of the public about the
current data protection regulation in Slovakia in connection with the introduction of a new European
Parliament and Council Directive on the protection of personal data. We compared the chosen
results with the historical survey of 2009 and we also looked at changes in selected attitudes of the
Slovak public in the last decade.
During the process of conduction of research we were surprised by the willingness of the Slovak
public to pass on their personal data to social network operators despite the fact that they do not
trust them to protect the data against data leak or abuse and at the same time consider social
network operators to be dangerous in case of misuse of their personal data. At the same time, the
Slovak public is unfamiliar with the issue of personal data, does not know who to contact in case of
leakage or misuse of personal data and is mostly unaware of the supervising authority. However, it
must be added that confidence in individual information system operators, also in commercial
banking, is gradually increasing, as demonstrated by public attitudes in comparison with the year of
2009.
In conclusion, consumers are more increasingly aware of their privacy rights. Following the
implementation of the European Directive into the Slovak legal order, they are confronted with the
rules on the protection of personal data at every step. It is already a standard that every
organization, including commercial bank, informs the consumer that it processes its personal data
and asks for consent to work with this kind of information. Current legislation allows us to retract
our current consent in the future and even force the operator of information system to forgo our
personal data. This option has been almost unattainable in the recent past. On the other hand,
information system operators will have evidence and assurance that the client of a bank has given
his consent and can be segmented, analysed and attracted by personalized proposal ready only for
him. General rule in direct marketing field is that the more personalized message is, the higher
effectiveness it brings.

End of Part II.

Poznámky/Notes
This contribution is the partial result of the research project VEGA 1/0876/17.
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Résumé
Dopad GDPR na banky na Slovensku – marketingový prístup. Časť II.

Príspevok prostredníctvom rozboru Nariadenia Európskeho parlamentu a Rady Európy (EÚ) č.
2016/679 z 27. apríla 2016 o ochrane fyzických osôb pri spracovaní osobných údajov a voľnom
pohybe takýchto údajov a o zrušení Smernice 95/46/EC (GDPR) má za cieľ demonštrovať svoj význam
vo finančnom sektore spolu s dopadom na komplexné riadenie marketingových aktivít v rámci
špecifických finančných inštitúcií. V teoretickej časti tohto príspevku bude vysvetlená stručná
história ochrany údajov a vývoj koncepcie GDPR. Hlavné princípy a inovácie, ktoré majú kľúčový
význam pre budúci pozitívny vývoj v danej oblasti, budú diskutované s dôrazom na vzťahy medzi
bankami a priamym marketingom. Okrem toho budú prezentované vybrané výsledky primárneho
výskumu zameraného na ochranu osobných údajov z pohľadu spotrebiteľov na Slovensku (online
dotazník bol vyplnený 355 respondentmi). Ďalej sa budeme snažiť identifikovať výzvy, ktoré musí
banka splniť pri dodržiavaní novej smernice.
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Praktiky využívané v súčasnej marketingovej
komunikácii a komparácia ich evaluácie z
pohľadu konečných zákazníkov v Slovenskej
republike a v zahraničí

Praktiky využívané v súčasnej marketingovej
komunikácii a komparácia ich evaluácie z
pohľadu konečných zákazníkov v Slovenskej
republike a v zahraničí
Tradičné prístupy marketingového riadenia orientované na zákazníka boli od počiatku
charakterizované uspokojovaním zákazníckych potrieb takým spôsobom, aby bol na jednej
strane spokojný zákazník a na strane druhej, aby organizácia dosiahla stanovený stupeň
ziskovosti. Hyperkonkurenčný trh, ktorý dnes funguje na úrovni národných a nadnárodných
ekonomík je typický tým, že v snahe marketingových manažérov pri obsluhe trhov pribúda
stále viac nekalých, neetických a zavádzajúcich praktík. Zavádzajúce, klamlivé a neetické
prístupy marketingového manažmentu sa stali predmetom spoločenskej kritiky, pričom aj v
akademickej sfére sa tento problém stáva postupne zreteľnejším. V príspevku sa preto
zaoberáme vnímaním a hodnotením marketingových aktivít v rámci marketingovej
komunikácie zo strany konečných zákazníkov v podmienkach Slovenskej republiky (na
základe reprezentatívneho prieskumu na vzorke 1 650 respondentov).

1 Úvod
Marketingové riadenie v súčasnosti predstavuje zodpovednosť za to, že všetky podnikové aktivity
uskutočňované v trhovom priestore sú orientované na podnikové ciele a spejú k súladu v otázke
uspokojovania potrieb cieľových trhov, čo znamená citlivosť k potrebám trhu chápanú efektívnym a
ziskovým spôsobom (Horáková a Švarcová 2014, Lenhard a Greguš 2015, Samáková, Šujanová a
Koltnerová 2013). Integrálnou súčasťou marketingových aktivít je marketingová komunikácia ako
nástroj, ktorý organizácie využívajú k dosahovaniu pomerne veľkého množstva vytýčených cieľov
(medzi ktoré patri napríklad informovanie, presviedčanie a pripomínanie). Marketingová
komunikácia prostredníctvom kombinácie nateraz využívaných nástrojov komunikačného mixu
zohráva výraznú úlohu v procesoch ovplyvňovania nákupných rozhodnutí spotrebiteľskej verejnosti
(k trendom spotrebiteľského správania pozri napríklad Solarová 2014, Vilčeková 2014, Olšavský
2013, Vilčeková, Štarchoň a Sabo 2013). Charakteristickou črtou súčasnej marketingovej
komunikácie je skutočnosť, že na jednej strane nápadne podporuje spotrebu konečných zákazníkov a
spolupodieľa sa na tvorbe neudržateľných vzorcov spotrebiteľského správania, avšak na strane
druhej môže byť marketingová komunikácia (resp. jej nástroje) rozhodujúca v procese šírenia
myšlienok udržateľného životného štýlu (Pajtinková Bartáková a Gubíniová 2012).
Marketingová komunikácia (resp. komunikačný mix alebo integrovaná marketingová komunikácia)
tvorí dôležitý prvok marketingovej stratégie organizácie (Hesková a Štarchoň 2009, Kubičková
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2009). Nástroje marketingovej komunikácie využívajú organizácie pri zohľadnení časového a
miestneho hľadiska na dosiahnutie rôznych cieľov, za ktoré nesú zdieľanú zodpovednosť nielen
marketingoví manažéri, ale aj manažéri na ostatných úrovniach riadenia (Treľová 2014, Papula,
Papulová a Papula 2014, Rózsa 2008):

• budovať povedomie produktu,
• vzdelávať alebo poskytovať informácie o produktoch, značke a/alebo organizácii,
• upozorniť (pripomenúť) alebo znovu uistiť zákazníkov o značke,
• presvedčiť potenciálneho zákazníka, aby vyskúšal daný produkt,
• odmeniť zákazníkov, ktorí si obstarali produkt,
• zlepšiť imidž značky alebo organizácie,
• zlepšiť alebo udržiavať morálku zamestnancov.

Napriek uvedenej širokej škále cieľov, ktoré môžu byť dosiahnuté s využitím jednotlivých nástrojov
marketingovej komunikácie, predmetom spoločenskej kritiky marketingu je vo výraznej miere
marketingová komunikácia, v mnohých prípadoch aj napriek legislatívnej úprave mnohých jej prvkov
(Škrinár, Nevolná a Kvokačka 2009, Krošlák, Nevolná a Olšovská 2014). Príspevok sa zaoberá práve
týmito (negatívnymi) aspektmi marketingovej komunikácie, resp. ich vnímaniu hodnoteniu zo strany
konečných zákazníkov.

2 Problematika
V súčasnom dynamicky sa meniacom prostredí manažéri organizácií čoraz ťažšie hľadajú odpovede
na otázky, ako si udržať alebo zlepšovať pozície v náročnom konkurenčnom súperení (Papulová,
Papula a Oborilová 2014), pričom v mnohých prípadoch je konkurenčné súperenie „na hrane
etickosti“. Predstavitelia spoločenskej kritiky marketingu zastávajú názor, že marketingová
komunikácia sa v značnej miere podieľa na týchto klamlivých praktikách:
• klamanie, ktoré pramení zo starostlivého výberu slov, viet, pričom tvrdenia, ktoré sa tým deklarujú,
nie sú pravdivé,
• výrazné digitálne úpravy fotografií, videí a ďalších vizuálnych prvkov,
• klamanie prostredníctvom číselných údajov, výpočtov, štatistických informácií a výsledkov rôznych
prieskumov,
• dômyselné vynechanie, zastieranie alebo mätenie informácií,
• klamanie prostredníctvom veľkého množstva (rozptýlených) informácií,
• aktivity, ktoré pôsobia dojmom, že sa prostredníctvom nich vytvárajú vzťahy so zákazníkom,
• prejavenie falošných emócií pri predaji a poskytovaní služieb,
• neúplné alebo zavádzajúce rámcové porovnávania produktov,
• neadekvátne požiadavky na vyhľadávanie informácií návody, ako používať produkty,
• kopírovanie produktov a značiek a dômyselné reklamy využívajúce zámeny takýchto produktov s
originálmi,
• vykonštruované charaktery zákazníkov prostredníctvom imidžu značky,
• predstierané umiestňovanie produktov vo filmoch, televíznych reláciách a internetových stránkach,
• zveličovanie, prehnané reklamy a nezmyselné obsahy správ nástrojov marketingovej komunikácie,
• očividné otvorené zavádzanie týkajúce sa atribútov, vlastností produktov a konzekvencií
vyplývajúcich z užívania produktu (Boush, Friestad a Wright 2009).
Marketingová komunikácia je v centre pozornosti spoločenských kritikov marketingu z dôvodu, že v
mnohých prípadoch nápadne podporuje spotrebu konečných zákazníkov a spolupodieľa sa na tvorbe
neudržateľných vzorcov spotrebiteľského správania (Southerton, Warde a Hand 2004). Z uvedeného
dôvodu je riadenie marketingovej komunikácie pomerne zložité. Na reklamu ako jeden z
najfrekventovanejších nástrojov marketingovej komunikácie bolo smerované masívne množstvo



kritiky vyvolanej predovšetkým sociálnymi a environmentálnymi vplyvmi reklamy. Mnoho
spoločenských kritikov (medzi najvýznamnejších zaraďujeme autorov Boush, Friedstad a Wright
2009, ktorí vypracovali metodiku hodnotenia miery klamlivosti jednotlivých marketingových aktivít)
sa (veľakrát oprávnene) pýta, či reklama verne zobrazuje skúsenosti, ktoré s produktom zákazník
môže mať, resp. má (napríklad Cohen 1974, Gneezy 2005, Crawford 2003). Široká škála aktivít
marketingovej komunikácie vyvoláva otázky, akým spôsobom sú s ohľadom na účinnosť a efektívnosť
využívané jednotlivé nástroje (zdroje investované do nástrojov vs. ich návratnosť v rôznych formách –
napríklad uskutočnená transakcia, zapamätanie si obsahu správy) – týka sa to predovšetkým
nástrojov priameho marketingu, podpory predaja a (televíznej, printovej) reklamy (Pajtinková
Bartáková a Gubíniová 2012).
Sociálne konzekvencie marketingovej komunikácie sú neustále v centre pozornosti mnohých
subjektov – či už kritikov, ale aj akademickej obce. Niektorí argumentujú, že nástroje marketingovej
komunikácie (resp. reklama) sú všadeprítomné a sú natoľko rušivé, že sú schopné masívne
ovplyvňovať a tvarovať hodnoty a túžby spoločnosti, a tým z jednotlivcov (spolu)vytvárať
materialistických, cynických, egoistických a povrchných ľudí (Parsons a Maclaran 2011). V
konečnom dôsledku sa z takých jednotlivcov stane homogénna globálna kultúra, ktorá bude
reprezentovaná zákazníkmi s nerealistickými stereotypmi (Pollay 1986). Ďalším, pomerne
frekventovaným argumentom je skutočnosť, že kým marketing ako taký sa snaží zabezpečiť a vytvoriť
spokojnosť na strane zákazníka, marketingová komunikácia vytvára často neúmyslne jeho značnú
nespokojnosť (Pajtinková Bartáková a Gubíniová 2012).
Efektívna marketingová komunikácia vytvára dlhodobé vzťahy so zákazníkmi (ktoré sa ďalej
upevňujú v rôznych fázach – napríklad vo fáze používania produktu, vo fáze po ukončení životného
cyklu produktu). Výzvou pre marketingových manažérov, ktorí riadia komunikačnú stratégiu
organizácie je, aby kampane marketingovej komunikácie rešpektovali charakter zákazníkov, a aby
využívali silu jednotlivých nástrojov marketingovej komunikácie takým spôsobom, aby neboli spájané
s negatívnymi sociálnymi a ekologickými aspektmi komunikácie (Lindstrom 2012).

3. Metodika
Cieľom príspevku je na základe zrealizovaného primárneho marketingového prieskumu identifikovať
klamlivé praktiky využívané v súčasnej marketingovej komunikácii z pohľadu konečných zákazníkov
v priestore Slovenskej republiky a tieto komparovať s už zrealizovanými prieskumami, resp.
sekundárnymi zdrojmi informácií. Výsledky prezentované v príspevku vychádzajú z primárneho,
reprezentatívneho kvantitatívneho a kvalitatívneho výskumu, pričom v rámci kvalitatívneho
zohrávajú hlavnú úlohu motivačné faktory, ktoré majú koneční zákazníci od v súčasnosti využívaných
nástrojov marketingovej komunikácie (k motivácii pozri napríklad Blašková 2010, Vetráková 2011,
Hitka a Balážová 2015, Linhartová a Urbancová 2012, Zámečník 2007, Paška a Albert 2010,
Stachová a Stacho 2013). Výskum sa uskutočnil v období od septembra do novembra 2016 na vzorke
1 650 respondentov. Spoľahlivosť výsledkov realizovaného výskumu bola stanovená na úrovni 95
percent, s presnosťou na úrovni troch percent, pričom veľkosť vzorky bola určená počtom 1 650
respondentov. Vzorka bola reprezentatívna pre dospelú populáciu Slovenska z hľadiska pohlavia,
veku, vzdelania, národnosti, regionálneho zastúpenia a veľkosti sídla. Výsledky prieskumu sú naďalej
aktuálne, v rámci časového odstupu troch rokov však bude potrebné tento opätovne overiť.
Dotazník použitý pri reprezentatívnom prieskume obsahoval súbor otázok, ktoré komplexne
pokrývajú problematiku klamlivých praktík využívaných marketingovom riadení z pohľadu konečných
zákazníkov. Na naplnenie cieľa príspevku sme vyhodnocovali časť, v centre ktorej bola marketingová
komunikácia. V prípade prvej otázky mali respondenti priestor na uvedenie príkladov dvanástich
klamlivých praktík v marketingovej komunikácii, a teda analýza tejto otázky bude tvoriť kvalitatívnu
časť prieskumu. V ďalšej otázke mali respondenti označiť tie nástroje, ktoré považujú za
dôveryhodné, pričom k dispozícii mali štrnásť nástrojov, voči ktorým mali zaujať postoj úplná dôvera



vs. úplná nedôvera. Výsledky tejto otázky sú konfrontované s výsledkami sekundárneho prieskumu z
prostredia rôznych zahraničných štátov, a teda porovnáme postoje slovenských a zahraničných
respondentov. V poslednej analyzovanej otázke mali respondenti k dispozícii škálu odpovedí/postojov
„dodržiava sa – nedodržiava sa – neviem posúdiť“ k tvrdeniam Rady pre reklamu, týkajúcich sa
základných požiadaviek na reklamu.
Z hľadiska jednoznačnej porovnateľnosti dát, resp. výsledkov je možné identifikovať určitý problém
súvisiaci s realizáciou spomenutých prieskumov v rámci rôznych rokov (primárny prieskum bol
zrealizovaný v roku 2016, jeho interpretácia začala v roku 2017 a ďalej pokračuje), z webového sídla
Rady pre reklamu sme pracovali s poslednou dostupnou/publikovanou výročnou správou (za rok
2014), rovnaké platilo o sekundárnom prieskume Agentúry Nielsen (rok 2012).

4 Výsledky a diskusia
Pri skúmaní postojov k uplatňovaným klamlivým praktikám v súčasnosti z pohľadu konečných
zákazníkov sme ich rozdelili do dvoch rovín: kvantitatívnej a kvalitatívnej. Z hľadiska kvantitatívneho
uvádzame percentuálny podiel respondentov, ktorí označili, že s uvedenou (klamlivou)
marketingovou praktikou súhlasia, resp. boli s ňou konfrontovaní. V Tabuľke 1 uvádzame výpočet
uvedených praktík s absolútnym a percentuálnym vyjadrením postojov respondentov.

Tabuľka 1: Vnímanie klamlivých praktík využívaných v marketingovej komunikácii z pohľadu
respondentov, resp. konečných zákazníkov (percentuálne vyjadrenie, pričom respondenti mali
možnosť označiť viacero možností)
Zdroj: vlastné spracovanie

Na základe výsledkov analýzy klamlivých praktík sme identifikovali, že z pohľadu respondentov sú
najfrekventovanejšie tieto (klamlivé praktiky): klamanie, ktoré pramení zo starostlivého výberu slov,
viet, pričom tvrdenia, ktoré sa tým deklarujú, nie sú pravdivé (63 percent respondentov); výrazné
digitálne úpravy fotografií, videí a ďalších vizuálnych prvkov (59 percent respondentov) a
zveličovanie, prehnané reklamy a nezmyselné obsahy správ nástrojov marketingovej komunikácie
(57 percent respondentov). Na základe percentuálnych rozdielov medzi týmito tromi praktikami je
možné konštatovať, že rozdiely medzi nimi nie sú veľmi významné. Rozpätie medzi vnímaním praktík
zo strany respondentov na prvej priečke a dvanástej priečke je 52 percentuálnych bodov, čo je
pomerne výrazný rozdiel (na poslednej priečke sa umiestnila praktika týkajúca sa neadekvátnych
požiadaviek na vyhľadávanie informácií a návodov, ako používať produkty – označilo ju 11 percent
respondentov).
V ďalšom kroku analýzy odpovedí respondentov sme pristúpili ku kvalitatívnej evaluácii uvedených
príkladov, nakoľko mali v druhej časti uviesť príklady klamlivých praktík, s ktorými boli v praxi
konfrontovaní. V Tabuľke 2 uvádzame príklady klamlivých praktík tak, ako ich uviedli respondenti,
pričom je možné ich rozčleniť do niekoľkých kategórií – produktová kategória, spôsob distribúcie,
konkrétny nástroj marketingovej komunikácie, odvetvie, resp. predmet činnosti, v rámci ktorého
organizácia pôsobí. Pri formulácii jednotlivých klamlivých praktík sme vychádzali z prác
zahraničných autorov Bousha, Friedstada a Wrighta 2009, ktorí vypracovali metodiku hodnotenia
miery klamlivosti jednotlivých marketingových aktivít. Tieto sme modifikovali s ohľadom na
osobitosti domáceho trhu.

Tabuľka 2: Príklady klamlivých praktík využívaných v marketingovej komunikácii z pohľadu
respondentov, resp. konečných zákazníkov (respondenti mali možnosť uviesť ľubovoľný počet
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príkladov)
Zdroj: vlastné spracovanie

Pri vyhodnotení kvalitatívnej časti prieskumu sme dospeli k niekoľkým záverom, pričom podrobný
popis venujeme praktikám, ktoré sa umiestnili na prvých troch priečkach. Pri klamlivých praktikách,
ktoré využívajú klamanie, ktoré pramení zo starostlivého výberu slov, viet, pričom tvrdenia, ktoré sa
tým deklarujú, nie sú pravdivé, je možné odpovede respondentov rozčleniť do niekoľkých kategórií. V
prvom rade sa týkajú zvoleného spôsobu distribúcie produktov a služieb (napríklad telefonický
predaj, predaj cez internet, teleshopping, predvádzacie akcie). Skutočnosť, že tieto praktiky patria
medzi „problémové“, je možné demonštrovať aj sprísňujúcejšou legislatívou, ktorej cieľom je
posilňovanie ochrany spotrebiteľa. Ako príklad je možné uviesť oznamovaciu povinnosť organizátorov
predajných a prezentačných akcií (podľa zákona č. 102/2014 Z. z. o ochrane spotrebiteľa pri predaji
tovaru alebo poskytovaní služieb na základe zmluvy uzavretej na diaľku alebo zmluvy uzavretej mimo
prevádzkových priestorov predávajúceho a o zmene a doplnení niektorých zákonov) na webovom
sídle Slovenskej obchodnej inšpekcie, spolu so zverejnením zmlúv, ktoré budú na akcii uzatvárané).
Druhá skupina je tvorená rôznymi kategóriami produktov, pri propagácii ktorých sa tieto klamlivé
praktiky z pohľadu respondentov najčastejšie vyskytujú (potraviny – pri tejto kategórii respondenti
uviedli príklady biopotravín, mrazených potravín, cereálií; lieky a výživové doplnky, pri ktorých sa
komunikujú benefity, ktoré produkty v skutočnosti nemajú – produkty na redukciu hmotnosti;
kozmetika, a v rámci nej kategória, ktorej výskyt sme zaznamenali najčastejšie, krémy na vrásky, pri
ktorých výrobcovia deklarujú nereálne očakávania). Dôležitosť kozmetického priemyslu vyplýva zo
skutočnosti, že vo vyspelých západných demokraciách je to odvetvie s výrazným kultúrnym a
finančným vplyvom. Výdavky na marketingovú komunikáciu sú podstatne vyššie ako v iných
odvetiach a predmetoch činnosti, zároveň je toto odvetvie konfrontované dvoma etickými
komponentmi – klamlivou reklamou a manipuláciou zákazníkov (Parsons a Maclaran 2011). Tretia
skupina najčastejšie sa vyskytujúcich príkladov využívania tejto skupiny praktík bola tvorená
podnikmi služieb – komerčnými bankami, komerčnými poisťovňami, finančnými sprostredkovateľmi a
mobilnými operátormi a ich propagácia poskytovaných služieb (napríklad v reklame deklarovaná
jednoduchosť vybavenia úveru, pričom v skutočnosti je tento proces podstatne komplikovanejší).
Posledná skupina, ktorú respondenti uviedli, sa týka uplatňovaných cenových úprav a zliav, pri
ktorých organizácie často využívajú slovné spojenia ako napríklad „dnes zľava až 50%“, „zadarmo“,
prípadne malé písmo, ktorým sú upravené podmienky predaja za zvýhodnenú cenu.
Klamlivá praktika, ktorá sa v kvantitatívnom prieskume umiestnila na druhej priečke, sa týkala
výrazných digitálnych úprav fotografií, videí a ďalších vizuálnych prvkov. Príklady, ktoré respondenti
uviedli, je možné rozčleniť do troch kategórií – kategória propagovaných produktov; spôsob predaja
produktov konečnému zákazníkovi a využívané nástroje marketingovej komunikácie. V prípade
kategórií produktov respondenti uviedli nasledovné: potraviny (žiarivejšie ovocie), reštauračné
zariadenia (retušovanie ponúkaných jedál v prípade reštaurácií rýchleho občerstvenia), kozmetika
(odpoveď respondenta, že „s reálnymi fotografiami by produkt nikto nekúpil“), lieky, výživové
doplnky, oblečenie a produkty cestovných kancelárií (výrazne upravené fotografie v katalógoch). Aj v
prípade tejto praktiky sme zaznamenali výskyt spôsobu predaja produktov, resp. distribučného
kanálu, prostredníctvom ktorého sa produkt dostane ku konečnému zákazníkovi. Respondenti uviedli
predaj cez internet a zásielkový predaj, kde si všímajú (upravené) fotografie a skutočný produkt,
ktorý obdržia (z hľadiska kategórie produktov tu uviedli najmä oblečenie). Konkrétnym nástrojom
marketingovej komunikácie, v rámci ktorého sme zaznamenali najväčší počet príkladov, bola
reklama – televízna a printová.
V rámci klamlivých praktík, ktorých charakteristickou črtou je zveličovanie, prehnané reklamy a
nezmyselné obsahy správ nástrojov marketingovej komunikácie, sme v rámci otvorenej otázky
zaznamenali päť skupín odpovedí, ktoré sa vo svojej podstate opakovali v predchádzajúcich
praktikách. V rámci produktových kategórií sa tu vyskytovali tieto produkty: osobné automobily,
potraviny, drogistický tovar (konkrétne čistiace prostriedky a pracie prostriedky), lieky a výživové



doplnky. Z hľadiska poskytovateľov služieb, respondenti v tejto kategórii uviedli mobilných operátov
a komerčné banky (v rámci nich akcentovali predovšetkým úverové produkty). Z hľadiska spôsobu
distribúcie produktov respondenti negatívne hodnotili teleshopping a predajné akcie (v konkrétnom
vyjadrení napríklad „emotívne falošné prejavy na prezentáciách“). Maloobchodné reťazce, ktoré
ponúkajú predovšetkým potravinársky tovar, respondenti taktiež hodnotia z negatívneho uhla
pohľadu. V rámci nástrojov marketingovej komunikácie dominovali dva – televízna reklama a
vonkajšia reklama, aj keď respondenti uviedli aj odpovede typu „všetky súčasné reklamy v televízii
zveličujú atribúty ponúkaných produktov“, „90% reklám je takýchto“.
Záverom hodnotenia kvalitatívnej časti reprezentatívneho prieskumu je možné konštatovať, že
respondenti v prípade takmer všetkých klamlivých praktík identifikovali identické kategórie
produktov (potraviny, lieky), odvetvia/predmety činnosti (komerčné bankovníctvo, telekomunikačné
odvetvie), spôsob distribúcie produktov (teleshopping, prezentačné akcie, podomový predaj) a
konkrétne nástroje marketingovej komunikácie (reklama – osobitne televízna). Tento poznatok by
mohol byť využitý zo strany niekoľkých subjektov – jednak organizácií (aby si uvedomili, ako
pozitívne vs. negatívne hodnotia koneční zákazníci ich marketingové aktivity – nielen v rámci
marketingovej komunikácie), ale predovšetkým zo strany štátu, aby vytvoril taký legislatívny rámec,
ktorý bude takéto praktiky eliminovať, prípade korigovať.
Ďalším čiastkovým cieľom príspevku je uskutočniť komparáciu medzi dôverou, resp. relevantnosťou
jednotlivých nástrojov marketingovej komunikácie v prostredí Slovenskej republiky a zahraničí (ako
sekundárny prieskum, s ktorým budeme výsledky reprezentatívneho prieskumu konfrontovať, sme si
zvolili prieskum agentúry Nielsen s názvom Global Trust in Advertising and Brand Messages z roku
2012, ktorého sa zúčastnilo viac než 28 tisíc respondentov v priestore internetu na území 56 štátov).
V Tabuľke 3 uvádzame údaje zo spracovaného sekundárneho prieskumu agentúry Nielsen.

Tabuľka 3: Dôvera a relevantnosť nástrojov marketingovej komunikácie z globálneho hľadiska
(percentuálne vyjadrenie)
Zdroj: Nielsen.com (2012)

Z vyššie uvedenej tabuľky jednoznačne vyplýva, že respondenti v zahraničí označili ako najviac
dôveryhodný, a zároveň najviac relevantný nástroj marketingovej komunikácie odporúčania od
niekoho známeho, na opačnej strane spektra nedôveryhodnosti sa umiestnili tradičné, resp. masové
nástroje marketingovej komunikácie, ako napríklad reklamné SMS správy, reklama v online
priestore, televízna a rozhlasová reklama a ďalšie.
Uvedený sekundárny prieskum nám slúžil ako východisko pri skúmaní situácie v Slovenskej
republiky, nakoľko jednotlivé nástroje sme zvolili rovnaké (resp. podľa potreby sme ich precizovali)
respondenti mali na dichotomickej škále označiť nástroje, ktoré považujú za „úplne dôveryhodné“ a
za „úplne nedôveryhodné“. V Tabuľke 4 sumarizujeme získané výsledky.

Tabuľka 4: Dôvera nástrojov marketingovej komunikácie z pohľadu respondentov, resp. konečných
zákazníkov (percentuálne vyjadrenie)
Zdroj: vlastné spracovanie

Z výsledkov reprezentatívneho prieskumu uskutočneného v priestore Slovenskej republiky vyplýva,
že respondenti najviac dôverujú odporúčaniam – a jednak od ostatných zákazníkov na internete
(napríklad recenzie, blogy), ako aj od niekoho známeho (v tomto aspekte sú výsledky prieskumov
identické), najmenej dôvery majú voči reklamám na sociálnych sieťach, online banerom a ostatným
nadlinkovým nástrojom marketingovej komunikácie. Rovnako ako v prípade výsledkov kvalitatívneho
prieskumu, aj tieto by mohli byť využiteľné pre organizácie, aby dokázali modifikovať/inovovať
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jednotlivé nástroje marketingovej komunikácie.
V naznačenom kontexte totiž paradoxne vyznievajú údaje najväčších zadávateľov reklamy v
Slovenskej republike o finančných nákladoch investovaných práve do nadlinkových nástrojov
marketingovej komunikácie – viď. Tabuľka 5.

Tabuľka 5: Najväčší zadávatelia reklamy v Slovenskej republike v roku 2016 (monitorovaná inzercia
podľa oficiálnych cenníkov, tis. EUR)
Zdroj: Trend (jún 2017)

Posledným komponentom kvantitatívnej analýzy reprezentatívneho prieskumu bolo určenie, do akej
miery sa tvrdenia Rady pre reklamu týkajúce sa základných požiadaviek na reklamu podľa
respondentov dodržiavajú. Škála, na ktorej mali možnosť označiť odpovede, bola nasledovná:
dodržiava sa – nedodržiava sa – neviem posúdiť. Uvedený subjekt sme zvolili z dôvodu, že v
podmienkach Slovenskej republiky ide o orgán etickej samoregulácie reklamy, ktorého hlavným
cieľom je zabezpečovať a presadiť, aby sa na území Slovenskej republiky šírila čestná, slušná,
decentná, legálna a pravdivá reklama. Respondenti sa mali na príklade štyroch tvrdení rozhodnúť, či
tento stav uvedeným spôsobom vnímajú, a teda či sa Rade pre reklamu darí vytýčené ciele
dosahovať. V Tabuľke 6 je obsiahnuté percentuálne zastúpenie odpovedí k jednotlivým tvrdeniam.

Tabuľka 6: Hodnotenie všeobecných požiadaviek na reklamu z pohľadu respondentov, resp.
konečných zákazníkov (percentuálne vyjadrenie)
Zdroj: vlastné spracovanie

Pomerne pesimistické postoje respondentov, ktoré sme zaznamenali v prípade hodnotenia
klamlivých praktík v marketingovej komunikácii sa v prípade hodnotenia všeobecných požiadaviek
na reklamu opätovne potvrdili. Vzhľadom na vysoký podiel respondentov, podľa ktorých sa
nedodržiava všeobecná požiadavka na reklamu týkajúca sa zneužívania dôvery spotrebiteľa, resp.
využívania nedostatku jeho skúseností, znalostí alebo dôverčivosti, môžeme dedukovať, že dôvera
voči reklame ako tradičnému nástroju marketingovej komunikácie nie je na požadovanej úrovni
(opätovne potvrdený poznatok – viď. Tabuľka 4).
Na objektivizáciu subjektívneho hodnotenia odpovedí respondentov sme využili poznatky z Výročnej
správy Rady pre reklamu 2014. V roku 2014 Arbitrážna komisia Rady pre reklamu posudzovala spolu
97 reklám, na ktoré bolo podaných celkom 156 sťažností, pričom vo vzťahu k predchádzajúcim
rokom činnosti nemá celkový počet posudzovaných reklám výrazne stúpajúcu tendenciu. Z hľadiska
kvalitatívnych dôvodov sťažností je možné konštatovať, že v roku 2014 bolo najfrekventovanejším
dôvodom podania sťažností porušenie ustanovení súvisiacich so slušnosťou a spoločenskou
zodpovednosťou v reklame. Sťažovatelia vytýkali posudzovaným reklamám zobrazenie prezentácií,
ktoré porušujú všeobecné normy mravnosti a slušnosti, samoúčelné zobrazenie ľudského tela (najmä
ženského), ktoré nemá súvis s propagovaným produktom/službou a cieľom reklamy, a to najmä s
ohľadom na zvolené komunikačné médium, jeho dostupnosť a viditeľnosť všetkými vekovými
kategóriami, vrátane detí a mladistvých. V súvislosti so spoločenskou zodpovednosťou reklamy,
mnohí sťažovatelia namietali voči reklamám, ktoré podľa nich urážali náboženské cítenie spotrebiteľa
a dehonestovali kresťanskú vieru. Najväčší počet reklám bol posudzovaný z dôvodu námietok
sťažovateľov, ktoré poukazovali na porušenie ustanovení súvisiacich s pravdivosťou reklamy.
Sťažovateľom prekážala predovšetkým reklama, ktorá sprostredkúva informácie nejasným,
nezrozumiteľným, prípadne viacvýznamovým spôsobom, obsahuje údaje, ktoré môžu zákazníka
zavádzať, alebo naopak, absentujú v nej informácie, ktoré spotrebiteľ potrebuje na to, aby uskutočnil
kvalifikované rozhodnutie.
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Na základe vyššie uvedeného môžeme konštatovať, že výsledky primárneho prieskumu korešpondujú
so zisteniami Rady pre reklamu, zvýraznili by sme skutočnosť, že koneční zákazníci v nedostatočnej
miere využívajú iniciatívnu možnosť sťažovať sa, bolo by preto vhodné vytvoriť povedomie o tomto
ich práve.

5 Záver
Napriek tomu, že na svetovej úrovni existuje čoraz viac trhových hybných síl a priestor trhu sa stal
hyperkonkurenčný, marketing je v mnohých prípadoch prehliadaný a odsúvaný „na vedľajšiu koľaj“.
Jednou z príčin môže byť skutočnosť, že „vedľajšie efekty“ marketingu zvíťazili nad určenými
hlavnými efektmi. Je možné napraviť tento stav? Na kompenzáciu je potrebné prehodnotiť niekoľko
premenných v rámci vzťahu zákazník – organizácia – spoločnosť. Marketing vyhlasoval, že je
zástupcom zákazníkov v organizácii, avšak v skutočnosti predstavoval (mnohokrát aj nečestnými
praktikami) organizáciu zákazníkov – prostredníctvom nekonečných inovácií, agresívnej
marketingovej komunikácie atď. Marketing v jeho tradičnom ponímaní už nefunguje, a preto je
potrebné stotožniť sa s novým pohľadom naň. Podľa Kotlera prínosom marketingu bolo, že zvýšil
kvalitu života, zohrával významnú úlohu pri tvorbe trhov, produktov, náraste pohodlia, obohatení
života vo všeobecnosti (Sheth a Sisodia 2005). Otázne je, kde je hranica medzi zdravým,
racionálnym, zodpovedným a udržateľným prístupom k marketingu a tým, kedy tento prístup sa
stáva škodlivý.
Cieľom príspevku bolo identifikovať na základe zrealizovaného primárneho prieskumu klamlivé
praktiky využívané v súčasnej marketingovej komunikácii z pohľadu konečných zákazníkov v
priestore Slovenskej republiky a tieto komparovať s už zrealizovanými prieskumami, resp.
sekundárnymi zdrojmi informácií. Závery, ku ktorým sme dospeli, majú charakter pomerne
negatívneho vnímania súčasnej marketingovej komunikácie. Respondenti identifikovali ako
najfrekventovanejšie klamlivé praktiky tie, ktoré sa týkajú sofistikovaného výberu slov, viet, pričom
tvrdenia, ktoré sa tým deklarujú, nie sú pravdivé, ďalej výrazné digitálne úpravy vizuálnych prvkov a
nakoniec zveličovania a nezmyselných obsahov správ marketingovej komunikácie. Na základe týchto
poznatkov sme ďalej vyhodnocovali klamlivé praktiky z kvalitatívneho hľadiska, pričom sme zistili, že
respondenti ich najvýraznejšie vnímajú v prípade vybraných produktových kategórií (napríklad
potraviny, lieky, výživové doplnky), podnikov služieb (mobilní operátori, komerčné banky),
konkrétnych nástrojov marketingovej komunikácie (televízna reklama) a zvolených distribučných
kanálov (osobný predaj, teleshopping). Z hľadiska dôvery smerom k jednotlivým nástrojom
marketingovej komunikácie sme dospeli k záveru, že slovenskí respondenti najviac dôverujú
odporúčaniam, tradičné nástroje marketingovej komunikácie sa umiestnili na spodných priečkach
(pri komparácii sme zaznamenali rovnaký stav ako v podmienkach zahraničia). Uvedené je
paradoxné vzhľadom na skutočnosť, že najväčší zadávatelia reklám v Slovenskej republike sa
sústredia práve na tradičné nástroje marketingovej komunikácie. Pesimistické postoje respondentov
sme zaznamenali aj v prípade hodnotenia všeobecných požiadaviek na reklamu vypracovaných
Radou pre reklamu, pričom výsledky nášho prieskumu korešpondujú s jej zisteniami, nakoľko
respondenti nemajú pocit, že všeobecné požiadavky na reklamu (napríklad jej čestnosť, slušnosť,
dôveryhodnosť) sú v požadovanej miere dodržiavané a ich nedodržiavanie adekvátne sankcionované.

Poznámky/Notes
Príspevok vznikol vďaka podpore v rámci projektu KEGA č. 030STU-4/2018 – Elektronická platforma
na zefektívnenie spolupráce medzi vysokými školami a priemyselnými podnikmi v oblasti
vzdelávania.
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Résumé
Practices used in current marketing communication and comparison of their evaluation
from the point of view of customers in the Slovak Republic and abroad

Satisfying customer needs in order for an organisation to achieve a defined profitability on the one
hand and to have satisfied customers on the other has been characteristic of traditional customer-
oriented approaches to marketing management. Hypercompetitive market, which is currently
functioning at the level of both national and multinational economies, is characterised by the fact
that in an effort of marketing managers to operate in markets, more and more deceptive, unethical
and misleading practices are appearing. Misleading, deceptive and unethical approaches of
marketing management have become a subject of social criticism, while this issue is gradually
becoming more and more notable also in academic sphere. Therefore, perception and evaluation of
the marketing activities in marketing communication by ultimate customers under the conditions of
the Slovak Republic (on the grounds of a research with the participation of a representative sample
size of 1 650 respondents) are dealt with in this paper.
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