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ABSTRACT

Purpose: The purpose of this paper is to present by meétisooough analysis

of the selected market the perception of innovatpproaches in marketing
communication, both from the perspective of the panies on the supply side
and from the perspective of their potential cust@ren the demand side. As
regards the companies, it is in particular abowirttperception of relative

benefits the use of electronic marketing instruraérais given the degree of effort
and resources spent on the establishment and mantde of e-marketing

infrastructure. As regards the customers, it istuim, about their perception of
the particular aspects of use of virtual sociahoeks by the companies for
branding purposes or directly for promotion.

Methodology/Approach: Object of the research were real companies active o
the analysed market. The subject of the research their actual and potential
customers represented by the users of one of ta¢ llaternet portals long active
on the analysed market. Both these groups wereemies with questions by
means of electronic questionnaires. The data websesjuently processed and
interpreted through cluster analyses.

Findings: Based on the confirmed aspects we came to thelusioic that
perceived benefit of the Internet on businessasety related to on-line activity
of the companies and to the number of instrumdr@scompany uses to promote
its business. Last but not least, we have investijehether economic status of
the users (real or potential customers) has andmpa their perception of the
companies' use of social networks for promotionaippses. The similarity of
behaviour of particular groups allows for more aebte targeting of on-line
activity with respect to selected target markets.
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Research Limitation/implication: The biggest limitation is the territorial nature
of the research. Research was targeted primarilyeaCentral European market.

Originality/Value of paper: Presented partial results of the comprehensive
research are based on empirical data collected ingportant samples of both
sides of the analysed market, thus this paper@s miay significantly contribute

to the clarification of the issue of innovations promotional mix in order to
increase competitiveness or prosperity of SMEsvaatin the central European
market.

Keywords: internet; social network; innovations; marketingncounication

1 INTRODUCTION

Traditional marketing as we know it from the pasis hundergone substantial
transformation in the past two decades. Technadbgmmovations, and not least
the Internet, have changed the traditional grounédsr Second half of the 20th
century undoubtedly belonged to the radio and l#ter television, however,
despite the fact that these media are still patraaitional communication mix
used by most companies, they are gradually lodieg impact on consumers’
purchasing decisions or, in other words, theiruaefice on the fundamental
ability to capture attention of the target marKeétis view has been supported by
Delina and Vajda (2006), Wierzbinski (2014). Todayorld is different and it is
necessary to adapt the method of managing markeangpaigns to this new
setting. People are able to apprehend only fraggnehimessages presented to
them and Google is becoming the answer to almostgaestion. Twenty years
ago, front page article in American newspaper Timae about 4,500 words,
nowadays it is only 2,800 words. An average lergftla commentary in 1965
was 42 seconds compared to today's 8 secondsvi€imshas been supported by
Van Der Bergh and Behrer (2012). According to aofrrBritish researches,
average consumer is "attacked" by more than thausammercial messages per
day. In the past, basic display of promotion wadaefully promote one's
product on target markets and the markets respowiteda respective demand
but this PUSH system seems to be less and lesstieffein today's hyper-
information times. Not only that there usually iXpected demand, but also the
advertising message often disappears in the infitomaluster of thousands of
other messages. In such case any efficiency is dost there is a need to
significantly revise established communication mix.this case, e-marketing
communication mix may be an effective tool for &yl and personalized
communication. This view has been supported byc@lorand Pollak (2010),
Szabo, Ferencz and Pucihar, (2013).
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2 CURRENT STATE OF KNOWLEDGE OF THE ANALYSED
ISSUE

David Scott (2008) notes in his publication titlddlew Rules of Marketing and
PR" that before the emergence of the Internet compabasically had only two
options how to attract the attention of the tangetrket. The first option was
buying expensive advertising space, the secondaasegetting media attention
in different ways. The Internet has significantlganged these rules. Unlike
traditional media, the Internet has enabled the peones to establish direct
relationship with the customer. Internet as an radéve medium with
dynamically growing number of users is currentlg gireferred environment for
the execution of promotional activities. Promotiarthis virtual environment is
an effective instrument to address wide customeebhoth in the short term
(often even in real time) and for a fraction of #t@st compared to traditional
media. New marketing rules are reflected in practicsuch way that by means
of direct form of addressing the promotional messagaches groups of
customers which have been previously overlookedoious reasons, especially
because of mass targeting of traditional promofidns perfect market coverage
by finding and addressing those parts of the mavkeich are under other
circumstances rather latent rapidly increases fi@ency of resources spent on
promotion. This view has been supported by Del@@09), Delina and TKa
(2010). Marketing on the Internet is not just ehfaa trend, but also a significant
evolutionary step forward. In domestic and foreigerature e-marketing is
viewed from different angles. Stuchlik and Dve (2000) define marketing on
the Internet simply as the use of Internet tooidlie performance and support of
marketing activities. Chaffey and Ellis-ChadwiclO12) agrees with this claim
and states that e-marketing is particularly abehieving companies' marketing
objectives through the use of information techn@egAccording to scientific
literature, it may be said that e-marketing usescbaarketing fundamentals and
subsequently applies them in the virtual environiadrihe Internet. This view
has been supported by Bék and Polldk (2010), Soviar and Vodak (2012).
Janouch (2010) further notes that given the waytofuse in marketing the
Internet significantly contributed to the "custoatibn”, i.e. to the state where
businesses are beginning to realize different astihdt needs of its customers
and are adjusting the offer of their products, al as forms of communication,
to these needs. Therefore, if the companies domaott to lag behind in this
increasingly competitive battle, they must follohettrends (in fact, they are
directly forced to do so by the market) and fin@ thest and most effective
method to address and attract. This view has bapposted by Sudzina and
Kmec (2006), Lajin, Frankovsky and Stefko (2012), Zgodavova, Suaoamd
Kisela (2015). The Internet undoubtedly offers ohege advantage; the
possibility to address the customers at a momergnwthey perceive it as a
helping hand. This view has been supported by aetovova (2012); either by
means of precise Internet presentation (website&h Wlog, elaborated and
refined advertising or through currently very pardocial networks.
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Because consumers - demand side - use electrovitedepressure is created on
the offer side. Organizations under market pressuweeforced to adapt their
communication channels so as to be able to quiekig efficiently display
information on the screens of computers or everensonaller screens of mobile
devices. This view has been supported by Scott8R0According to Krug
(2014) for this purpose a responsive design caoréated. According to Grant
and Meadows (2012) the use of mobile wallets, neobnking and mobile
shopping is on the rise. Because many customergimducts online, providing
a mobile application can improve their experiength\a positive effect on the
purchasing behaviour. This view has been suppdrgeibnes (2011).

Based on the information in academic literatureywalh as business practices we
can say that electronic marketing is a certain@egf electronic commerce. This
view has been supported by Varshney and Vetter2)28@&nkatesh, Ramesh and
Massey (2003), Barnes and Scornavacca (2004ikB2008), Saruc, Déak
and Polldk (2013). However, in spite of the growingmber of academic
research, the overall summary on electronic margeis not as consistent and
somewhat fragmented. In geographical conditionsthaf Central European
market this is a relatively new phenomenon. Avadadlata come largely from
research conducted mainly in Anglo-Saxon countries.

The Salesforce (2014) survey was carried out cangpte of 470 internet users,
of which 265 used smartphones only, and the remgi@05 used smartphones
tablets, etc. The data were collected between Xember 2013 and 15 January
2014, 85% of respondents of this survey replied #lectronic devices are a
central part of their daily lives. It is up to 90&ithin the age group 18-24, 76%
of smartphone users search for information usingaobile web browser. The
survey found that 80% of internet users subsciba hewsletter in order to get
coupons, 63% of respondents can get such couptio®ifty company profiles
on social networks.

In January 2014, Inmar Organization (2014) condlucie survey of 1,091

respondents aged 18 to 69 years. According to uineeg 66% of users, who
expressed an interest in digital coupon, use simamgs, 44% of respondents
would like to be able to submit a coupon when bgyusing a mobile phone,
39% of respondents would like to receive coupons goods which they

purchase regularly, directly on their mobile phon&ke Ashraf and Kamal

(2010) survey was conducted on a sample of 164negmts from universities

in Islamabad and Karachi. The data were collecetd/dsen December 2009 and
January 2010. The results of this survey say tmabvativeness of consumers
positively influences their attitude toward eledim marketing. Electronic

devices are therefore accepted as a promotionaumed

3 METHODOLOGY

The aim of this paper is to present by means afotigh analysis of the selected
market the perception of innovative approaches arketing communication,
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both from the perspective of the companies on tpply side and from the

perspective of their potential customers on the aleinside. As regards the
companies, it is in particular about their peraaptf relative benefits the use of
electronic marketing instruments has given the elegf effort and resources
spent on the establishment and maintenance of ketiagy infrastructure. As

regards the customers, it is, in turn, about tlparception of the particular
aspects of use of virtual social networks by theganies for branding purposes
or directly for promotion.

Object of the research were real companies activthe analysed market, their
attitudes and perceptions of aspects related tartlaé/sed issue. The subject of
the research were their actual and potential custemepresented by the users of
one of the local Internet portals long active oa #malysed market. As regards
the organizations, primary research group compriddtie companies operating
on the market in the PreSov region. The researampleaapproached in this
research was the whole research group, i.e. mare2tfo00 companies registered
in the catalogue of the selected local informapontal. The reason for choosing
this research group was the fact that the compamagistered in the catalogue of
the selected local Internet portal represent, uhel execution of the research
task, a group of all organizations in the analyseda recognizable on the
Internet. Only those organizations have been takenaccount in the research of
the possibilities of using innovative forms of praimen with an emphasis on
virtual environment which are really visible in ghvirtual environment. As
regards the users, primary group comprised ofeglistered users on the selected
local Internet portal (by now it has almost 5,08@ns). The approached research
sample was again the whole primary group. Botheéhg®ups were presented
with guestions by means of electronic questionsa{gach group had its own
questionnaire). The data were subsequently prodesse interpreted through
cluster analyses.

4 EVALUATION AND DISCUSSION

In the next subchapter we will interpret selecteplests of our research using the
method of cluster analysis. The findings are egqualhalysed from the
perspective of the companies, as well as from #rspective of their potential
customers.

4.1 Companies

Investigating the perceptions of the benefits thierhet has on one's business
with respect to on-line activity is very importaféctor in terms of the
effectiveness in the use of resources to suppifohm of business. Internet as
reactively new medium is still viewed as a completagy form of support of
entrepreneurship. If the company decides to initsstime and resources into
various support instruments of its business invilteal world, it is desirable that
the resulting effect on the organization is astpasias possible. Only in this way
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the Internet may in the future become number oracehfor the companies in
terms of their communication with the target market

18

distance of connection

0.4

0.2
0.0 [ |
5 2 B 3 1 0

Online Activity of Organisations

Figure 1 — Cluster analysis of companies' on-licé\aties

(Legend: O instruments, 1-1 instrument, 2 - 2 instents, 3- 3 instruments, 4-4 instruments. 5 -
all of the instruments; These instruments were: egbsite, e-shop, newsletter, profile in
domestic web catalogue, profile in foreign web agae)

On-line activity of the companies is linked accaglito how they perceive the
benefits of the Internet for their business. Thile x axis displays on-line
activity of the organisation according to the numibé instruments used to
promote its business and the y axis indicates #gre® of their dependence
during linking. The smaller the distance of conimtt the more alike is the
perception of the benefits the Internet has on d¢bmpany's business. The
companies with the most similar perception of teediits the Internet has their
business are the companies which use 3 and 4 nmstiis and it can be seen that
their perception of the benefits is almost iderntiddext, the companies which
use 3 and 4 instruments are linked with the cormgsanvhich use only one
instrument but their perception of the benefits sl relatively similar.
Perception of the benefits is quite different amaéimgse companies who use 2
and 5 instruments which is rather interesting figdiThe mentioned companies
are further linked with the previous ones but tieashce of connection is greater.
Special category is comprised of organizations mgihg any instrument to
support their business and their perception iscaifrse, quite different from
other companies. This may be due to the fact tleatéspective organizations do
not have experience with positive or negative bienedf the Internet and
therefore cannot assess these benefits. Analysgecis have been tested in
parallel by means of Pearson chi-square test, wétoclirmed that the perceived
benefit of the Internet on the business is direatlgted to on-line activity of the
companies.
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4.2 Customers

Investigating users' (potential and real custompesgeption of the use of social
networks by the companies for promotional purposéth regard to their
economic status is another interesting area withinresearch. The use of social
networks has become almost daily part of the comegahusiness activities. The
completed gquestionnaire survey showed that mospaaras either already have
or plan to create a profile on one of the socia&voeks. Therefore, we consider it
necessary to analyse the perception of differeah@mic groups of users. The
similarity of behaviour of particular groups allofes more accurate targeting of
on-line activity with respect to selected targetkeés.
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Figure 2 — Cluster analysis of the use of socidvoeks

Economic status is linked according to how usenscgiee the use of social
networks by the companies for promotional purpo$ésis, the x axis shows the
economic status of the users and the y axis inglctite degree of dependence
while linking. The smaller the distance of connewfithe more alike are the
economic groups in their perception. The perceptibthe issue is most similar
among students and part time employed and it caseba that their attitude is
almost identical. Similar attitude is shared amtmgrespondents categorized as
Other. Unemployed and full time employed share v@milar opinion on the
issue. Entrepreneurs have rather similar opinionthes already connected
categories of Other, student and part time emploggmbcial category are the
pensioners, their perception is quite far from pleeception of other categories.
This may be due to the fact that they do not hauehmexperience or they do not
use social networks in such extent. As can be sherperception of the use of
social networks is quite different in individualoeomic groups. Again, analysed
aspects were tested in parallel by means of Peathésquare test which
confirmed that the perception of the use of saw&ivorks by the companies for
promotional purposes is related to economic statttise user.

5 CONCLUSION

Slovak market is specific, whether in relation kteenal markets within Europe
and the world, or within the internal markets. Tehere considerable regional
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differences between the West and the East of {heblie (area of less than 500
kilometres). Companies active on the market aréronted with a relatively low
purchasing power on the part of potential custometsle on the supply side
(represented by potential competitors) the comsainiel themselves in a hyper-
competitive environment. Analysed market on the pyupside can be
characterised by a high number of small businesSégen their limitations,
especially due to limited resources (human, finan¢ime ...), they must operate
as efficiently as possible, if they want to mainttieir presence on the turbulent
and hyper-competitive market.

The issue of the use of e-marketing instrumentbusiness is relatively little
known in our geographical area. The companies ahe gradually beginning to
use the Internet and to profit from the opportasitit offers. Since this issue is
relatively little examined, we considered it wagortant to look for the answers
on basic questions formulated as research probleerseption of the benefits of
the Internet depending on the company's activitlegn important indicator
which shows the justification of spending oftenngigantly limited resources on
this type of business support. Statistical testing confirmed that the perceived
benefit of the Internet on the business is diretlgted to on-line activity of the
organisations.

Based on the confirmed aspects we came to theusianlthat perceived benefit
of the Internet on business is closely relatedrtdiree activity of the companies
and to the number of instruments the company usgsrdmote its business.
Websites, e-shops, newsletters and profiles on dtienand foreign portals
undoubtedly strengthen the identity of the orgaiosan virtual environment. A
positive finding is that only 4.9 % of the compani@o not use any form of
business support on the Internet. Another key ffigds that almost 90 % of the
companies have their own website. We have assd¢kae@ website as such is
the basic pillar of virtual identity of the compasi Last but not least, we have
investigated whether economic status of the usa&xs d&n impact on their
perception of the companies’ use of social netwfmkpromotional purposes.

By means of statistical testing we have come toralasion that the perception
of the companies' use of social networks for preomat purposes is related to
the economic status of the user. The use of soei@lorks has become almost
daily part of the companies' business activitiebe TTompleted questionnaire
survey showed that most companies either already biaplan to create a profile
on one of the social networks. Therefore, it wagpanant to analyse the
perception of the use of this form of promotionhint various economic groups
of users. The investigation has shown that the gmtian of the use of these
networks is quite different in individual economigoups. The similarity of
behaviour of particular groups allows for more aebte targeting of on-line
activity with respect to selected target markets.
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