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ABSTRAKT

Tato bakalarska prace se zabyva technikami digitalniho a social media marketingu a jejich
pfipadnym zavedenim ¢i vylepsenim ve firm¢é TREND gastronomie s.r.0. Teoretickd ¢ast
zkouma poznatky z odborné literatury nejen o online marketingu, ale i o tradi¢nich komu-
nikacnich médiich a marketingu obecn¢. Prakticka ¢ast poté predstavi a analyzuje soucas-
nou situaci zvolené firmy a jejich konkurenti. Pomoci benchmarkingu, SWOT a PEST
analyzy, IFE 1 EFE matice autor vyvrati ¢i potvrdi danou hypotézu a ptipadné¢ navrhne do-

poruceni pro zlepSeni marketingu dané firmy.

Kli¢ova slova: digitalni marketing, socialni média, Internet, marketingové techniky, komu-

nika¢ni mix, komunika¢ni média, benchmarking

ABSTRACT

This bachelor thesis is aimed at digital and social media marketing techniques and their
possible utilization or enhancements in the firm TREND gastronomie s.r.o. Theoretical part
deals with the findings from literary sources focused on both the Internet and traditional
communication media plus marketing itself. Then, the analysis introduces and analyses
situation of the firm and its competitors. Finally, benchmarking, SWOT and PEST analy-
sis, IFE and EFE Matrixes may confirm or disprove the hypothesis and possibly, the author

will suggest any recommendations in order to enhance firm’s marketing techniques.

Keywords: digital marketing, social media, the Internet, marketing techniques, communica-

tion mix, communication media, benchmarking



ACKNOWLEDGEMENTS

I would like to thank my thesis supervisor Ing. Jifi Van¢k for his useful advice, patience
and guidance through the whole process. | also wish to thank my family and friends who

supported me all the time and help me with the thesis.

I hereby declare that the print version of my bachelor thesis and the electronic version of

my thesis deposited in the IS/STAG system are identical.



CONTENTS

INTRODUGCTION ..ottt sttt be bt neene e ne s s 6
I THEORY wc ettt ettt st s et st be b e nenrentens 7
1 CHARACTERISTICS OF MARKETING AND ITS HISTORY ....cccccovvvvirnnne 8
1.1 MARKETING OF SERVICES ....oietiitiiteseatesteiesessesseseasessessesessessessssessessessssessessessssessens 9
2 BRIEF CHARACTERISTICS OF TRADITIONAL COMMUNICATION
IMIEDLA .ottt bbbttt n ettt 10
2.1 ADVERTISING «.tttiuietestesiesestestesessestestesessessesessessessesessessessasessessesesseseesessessessesessenes 10
2.2 SALES PROMOTION ...uttiuietiatestesiatestesiesessesseseesassessesessessesessessessessssessesessessessesessenes 10
2.3 PUBLIC RELATIONS ...otiiitiiieiieieti sttt sttt sttt ane e aene s s 11
2.4 PERSONAL SELLING ...ectttetiitesiesiattstestesessesseseesassesesassessesassessessssessessesessessessesessenes 11
2.5 DIRECT MARKETING.....ettttiteiteriattstesiestssessessasessessesessessesessessessesessessesessessessesessenes 12
3 BRIEF CHARACTERISTICS OF DIGITAL MARKETING........cccccovveiirennn. 14
3.1 SEARCH ENGINE MARKETING.....ccuittiieriatireeriatesseiesessessesessessessesessessesessessessesessenes 15
3.2 E-MAIL MARKETING ....uttitiitestesiatistesiesasiesteses et sese st sa st tessesasbessesessesseaenessenes 16
3.3 DISPLAY ADVERTISING....cctiteiteriatisteiasisteseeseesessessesessessesessessessessssessessssessessesessenes 18
3.4 MOBILE MARKETING .. .cvettitttesiattstesiestssesseseesassessesessessesessessessessssessesessessessesessenes 19
3.5 WWEBSITE ittt ettt 20
4 SOCIAL MEDIA MARKETING .....ccccoiitiieiie et 22
4.1 BLOGGING ...ttt 22
4.2 MICROBLOGGING ....eeuttiiutiesieeetee it et e sss e sbeessseesbe e st e abeessneesseeanneesbeeenneennneaneesneas 23
4.3 SOCIAL NETWORKS ...coiutietieitiiateesiteateessteestee e steesseeabeesseesbeesseeaneeanneeneennneanns 24
4.4 SOCIAL NEWS AND BOOKMARKING .....ccciurieieeiiriaiiesireaieesineesieesinessseesnnessseesseeenes 25
A5 FORUMS ...ttt ettt ettt e et e b e st et ar e e bt e nn e b e nnn e 26
4.6 VIRTUAL WORLDS.....coiutietieitieatie sttt eieesite e it siee et e st e be ettt e bt e snneaneesnneeneennneenes 27
4.7 IMEEDIA SHARING . .....eettteutie sttt atee ettt e st e bt e s e sbe e asbeeabe e e seeesbeeanbeesbe e et e e nnneanbeesnnas 29
4.8  RATINGS AND REVIEWS......oiiiiiiiiiii ettt 30
4.9 SUMMARY ..ottt ettt ettt et h e b ekttt e e ab e e b e e R et e bt e eab e e be e nn e e reennn e 31
Il ANALYSIS ettt a e 32
5 CHARACTERISTICS OF THE ORGANIZATION TREND
GASTRONOMIE S.R.O....ciiiiiiicieiee et 33

6 COMPETITION ANALYSIS ... 35



6.1  TESCOMA S.R.0. uiciiiiiieiiiiesieieie ettt sttt sttt st sttt seebe st ne s s 35

6.2 MIELE,SPOL. SR.O. cotiteieiiiiiiiesieiisiesieesie sttt sttt sttt st se s se s s 35

6.3 ORION , SPOL. SR.0. ttiieriiiiiteriaiisiesiesesieseees et eere s e stesessesbeee e sbeseesesseseessesessenes 36

6.4 BENCHMARKING. .....ettitereeristesteseatesteseesesseseesessessessesessessesessessessesessessesessessessesessenes 36

6.4.1  Indexation of the Website and SEO ..........cccooveviiiiiiniecee e 37

6.4.2  Engagement in and Navigation to Social Media...........ccccceverincicniinnnnn. 37

6.4.3  Design and Easy Orientation in the WeDbsite...........ccccovviiiiiiinciiiin 38

6.4.4  Content Of the WEDSITE.......ccvviiiiiic e 38

6.4.5  Terms and CONAItIONS .......ccccvviieiieieiieie e 39

6.4.6  Fairs, EXhibitions and EVENLS..........ccccoeiiiiiiienice e 39

6.4.7  BoNnUSES FOr the CHENTS ......eeeiieiiciie e 40

7 TFE IMATRIX ottt et 41

8 SWOT ANALYSIS ..ottt ane s 44

9 EFE MATRIX .ottt nesne e 47

10 PEST ANALYSIS ..ottt sttt 49

10.1  TECHNICAL FACTORS ...cuvitiiiieiisieieiestesieee et sttt st seesesne s e e s s 49

10.2  ECONOMIC FACTORS ...coutitiierietisieietestesieeese e seesassessessesessessesassesseseesessessessesessenes 49

10.3  SOCIAL FACTORS....cctiietiitiiiesiett st siete sttt sttt se bt eseabe e ne s s 49

11  RECOMMENDATIONS AND COST ANALYSIS ..., 51

11.1  IMPROVEMENT OF INDEXATION ...utiiiuiiiuiiesteeatiesieesteesieeaneesineeseessneanessineenneesnnas 51

11.2  SEARCH ENGINE OPTIMIZATION ....cciiuiiiuiieitieaiiesieeaiee st eiee e ree e sneesieeenneesenas 52

11.3  INVOLVEMENT IN DIGITAL AND SOCIAL MEDIA MARKETING ......cccoviaieenineaneeenes 52

11.4  IMPROVEMENT OF WEBSITE DESIGN AND STRUCTURE .....ceeiuviiieerineeieesieeaeee e 53

11.5  EXTRA CONTENT ciotiiiiteitte ettt ettt ettt ettt e s be et e e e s e et e e s be e e neennneenneenneas 53
11.6 ENGAGEMENT IN FAIRS, EXHIBITIONS AND PLANNING OF GASTRONOMICAL

BV ENTS ettt ne e nneas 54

11.7 BONUSES AND SPECIAL OFFERS .....cciuiiiiiaiteiaiiasieeaseesineaseesieeasseessnessesssesesneesnnes 54

CONCLUSION ...ttt sttt sttt a et et b e te st esaesesbe s eneaneeas 56

BIBLIOGRAPHY ..ottt sttt 58

LIST OF TABLES ... 64



TBU in Zlin, Faculty of Humanities 6

INTRODUCTION

It is not surprising that the Internet started to be used in everyday business operations and
the online tools became an integral part of marketing departments. The Internet has become
part of people’s everyday life. They use it for entertaining purposes, communication and to
stay informed. The Internet connection is not possible only via personal computers but
nowadays, people can also visit the Internet using mobile phones, tablets and smart televi-
sions which means that people can be constantly online. Marketers probably know that the
essential part of every business are the customers therefore, the Internet should be a great
opportunity to connect with them, analyse their needs and promote the brand, too. Thus, the
aim of this work is to find out, if there exist any appropriate and effective online tools for
the small Czech company TREND gastronomie s.r.o. in order to attract more customers,
increase brand awareness, market position and competitiveness.

The main reason of choosing this topic is that this company has no marketing de-
partment and relating digital media, the firm maintains only its official Website and e-
shops. Furthermore, the author worked here for a practical training when studying on high
school and later on the university. Therefore, the author was able to recognize working
environment and abovementioned goals.

Thus, the theoretical part is focused on general knowledge of digital and social me-
dia marketing and practical part analyses TREND’s situation and mainly its competitors.
The analysis should then determine if there is a need to enhance company’s current market-

ing techniques and if so, which measures should be taken.
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1 CHARACTERISTICS OF MARKETING AND ITS HISTORY

Regarding the history, marketing can be dated as far back as the first traders started to bar-
ter goods for goods (Perreault, Cannon and McCarthy 2012, 15). However, marketing did
not play an important role until 1910s. The economic crisis in the United States of that time
called for some action to solve the situation when a market capacity stagnated (Bouckova
2003, 7). Thus, marketing urged the demand so as to develop the market. Since 1950s,
marketing expanded and started to be used also as a strategic tool, using various methods
and techniques such as market segmentation and marketing mix (Bouckova 2003, 8). Mar-
keting also had to adapt to evolved customers, marketing environment and information
technologies. Hence, marketing gained new values as individual customer satisfaction,
supply adaptation for customers, opening new markets, etc. (Bouckova 2003, 7-8)

The core of modern marketing are the customers. Thus, marketing activities con-
cerns primarily the survey and satisfaction of customer’s needs (Bouckova 2003, 3). When
the customer’s needs are satisfied, profit is likely to increase and the firm achieves its goals
too. Another essential activity of marketing is also an adaptation to varying market condi-
tions—supply and demand (Bouckova 2003, 3). To cope with those activities, which are
necessary to business success, the marketing process uses various tools, methods and con-
cepts.

According to Bouckova (2003, 5-6) and Kotler (2006, 15-17), marketing may ap-
plies five different concepts. The first one may be the production concept which is applied
when customers demand cheap and available products. The organization usually focuses on
mass production in order to create a large amount of products for a cheap price. The prod-
uct concept on the other hand concerns expensive but high-quality products since the cus-
tomers are willing to pay for them. The third theory is called selling concept. This concept
is applied when customers do not buy enough products using aggressive advertising. Those
three concepts concentrate mainly on products. As written above, the core of current mar-
keting are the customers, this implies that the modern marketing concepts focus on compa-
ny’s customers. Marketing concept serves to satisfying customer’s needs, building a rela-
tionship with the customers, market segmentation and marketing co-operation with other
business departments. Another modern concept may be also a holistic marketing concept
consisting of social responsibility, relationship, internal and integrated marketing ap-
proaches (Kotler 2006, 17).
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Marketing concepts use marketing mix which is full of helpful tools. The basic
tools are called 4 Ps since they represent Product, its Price, Promotion and Place. Product
may differ in its consistency, it can be a tangible goods or an intangible services and each
product has different characteristics. Therefore, both products should follow different mar-

keting approaches.

1.1 Marketing of Services

Marketing of services is different from marketing of tangible goods since services have a
few different characteristics. Those characteristics may be summarized in 4 Is—
Intangibility, Inconsistency or heterogeneity, Inseparability and Inventory (Bouckova 2003,
303). Only services abound with this features. The marketing mix may be extended too,
including people, physical environment and process in addition (Kerin and Hartley 2013,
262). People are the providers of services who can significantly influence the whole pro-
cess of performing service and the final customer’s satisfaction. Physical environment is
the position of a service where it takes place and the procedure may have also an impact on
customers. However, this may imply that marketing of services and products maybe should
not be taken separately (Grewal and Levy 2014, 396-401).

Even the product (goods) dominant organizations may focus on marketing of ser-
vices since they have employees working with the important customers and they provide
them the service of selling goods, thus, the environment should be as much comfortable as
possible. Here can also be included the customer service, like the installation of product
plus offering of information needed relating the goods. Authors Grewal and Levy (2014,
396) affirm that even the organizations focusing on selling goods consider service market-
ing as a competitive advantage. Therefore, customer’s satisfaction with goods may symbol-
ize contentment in both the high-quality goods itself, such as the technical development
and the excellent service, e.g. useful instructions and reliable warranty (Perreault, Cannon
and McCarthy 2012, 193).
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2 BRIEF CHARACTERISTICS OF TRADITIONAL
COMMUNICATION MEDIA

This thesis discusses mainly digital communication media such as social media marketing,
however, it arose from the traditional ones and it may perfectly complement them. Thus

there should be devoted a little attention to the traditional communication tools, too.

2.1 Advertising

Advertising is probably one of the most well-known tools of marketing communications,
sometimes it is even used as a synonym to marketing itself. People meet with the advertis-
ing every day via television, radio, newspapers or the Internet and this, of course, may have
an impact on their purchase decision, in some cases without realizing it. Regarding TV
advertisement, it may be a useful marketing tool since the viewership of television is still
high and it is using both the image and sound (Bouckova 2003, 223). On the other hand,
many people feel nowadays glutted by the TV ads so the advertisement may have also a
negative impact, furthermore, it may be financially very demanding marketing activity
(Bouckova 2003, 224).

2.2 Sales Promotion

Sales promotion includes marketing tools such as price reduction, product testing or sam-
pling, premiums, promotional gifts and contests (Karlicek and Kral 2011, 97). All those
tools serve to marketers in order to encourage customers to buy the product. The price re-
duction consisting of coupons, rebates, direct discounts or packages for a bargain price can
boost traffic in a store and stimulate disloyal customers to visit the shop repeatedly (Kerin
and Hartley 2013, 257).

Those marketing tools are also used to differentiate a product from the competition.
This may be a common situation since the supply of certain products can be too extensive
and the organizations are not able to distinguish their products using just the brand itself
(Karli¢ek and Kral 2011, 97). Then, the customer may become also accustomed to receiv-
ing promotional benefits and if the organization does not establish sales promotion, it can
be a reason why customers choose rather the competition. Therefore, sales promotion is
probably one of the most used traditional media marketing tool nowadays.

Sales promotion can be focused on consumers but also on sales personnel or anoth-

er firms involved in distribution process (Bouckova 2003, 230-1; Foret 2011, 255). Con-
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sumer’s sales promotion aims to increase the sales, market share or just to contribute to
costumer’s satisfaction, sales personnel’s promotion may be a motivation tool and distribu-

tion segment can promote the organization’s products effectively (Foret 2011, 256-60).

2.3 Public Relations

PR is about communication mainly between the company and journalists who are the pro-
viders of information to public. Organization can use PR tools to promote itself, protect the
image or just to create a relationship with the media (Kotler and Keller 2006, 593; Greval
and Levy 2014, 593-4). According to Kotler and Keller (2006, 593-4), many organizations
create PR department which concentrates mostly on press relations, product publicity, cor-
porate communications, lobbying and counselling. Press relations means exactly the posi-
tive relationship-building with the media. Product publicity concerns only various prod-
ucts, corporate communications relates communication within the organization, lobbying
controls regulations and deals with government officials and counselling informs the man-
agement about the PR situation and campaigns (Kotler and Keller 2006, 593-4).

Public relations can also use an event marketing by organizing special events, they
may issue corporate publications such as annual reports or corporate newspaper (Bouckova
2003, 236-8; Greval and Levy 2014, 594). Some authors also (Kotler and Keller, 2006;
Bouckova, 2003) links PR to the sponsorship. Sponsorship is used for supporting some
event, activity or another firm to attract specific target market which is of interest of the
company (Bouckova 2003, 237-8). Moreover, Greval and Levy (2014, 595) actually use a
term event sponsorship.

The advantage of PR may be the increasing credibility since many people appreciate
that PR is not working with the purchase of space (in print, the Internet) or time (in TV,
radio) for promotional purposes (Greval and Levy 2014, 594). Thus, the aim of PR is prob-
ably not to sell the products and increase the sales but rather to inform about company’s
image and the activities which may be a positive contribution to the whole society. Howev-
er, PR may try to evoke a positive impression by those activities and the increase of sales

might be the side effect.

2.4 Personal Selling
As the title suggests, personal selling is about direct personal communication between the

seller and potential customer but it can be nowadays realized even with the help of tele-
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communications and information technologies. Seller presents the product or service in
order to sell it, create a positive and ideally long-term relationship with the customer and
also enhance brand and product image (Kozak 2009, 12). Personal selling may be great
when the installation of a product or the explanation of usage, features or maintenance is
needed. Seller’s knowledge about the product may be an advantage since he is able to show
to the customer all of the functions and moreover, the service can be provided in custom-

er’s place where the product will be actually used in the future (Kozak 2009, 12).

2.5 Direct Marketing

Direct marketing uses mail services for sending direct mails or catalogues and then tele-
marketing and mobile marketing. It can be assumed that direct marketing consists of all the
activities which create the direct contact with the target group and motivate customers to
take action (Bouckova 2003, 239). However, it became popular mainly because of the
technological evolution which enables new communication tools via the Internet (Foret
2006, 313). Using the Internet, company can send e-mails and e-newsletters to its potential
customers (more details in chapter about digital marketing).

The advantage of this marketing communication tool is its measurability which is
easy and immediate, using indexes such as response rate index, used in order to measure
how many respondents reacted to the campaign, then the conversion rate index measuring
how many respondents already purchased the product and also return-on-investment (ROI)
method which precisely measure net income earned from the campaign (Karli¢ek and Kral
2011, 81-2).

Another asset of direct marketing may be the easy and detailed segmentation and
also the selection of the most perspective individuals, however the issues might come with
the database of existing and potential customers (Foret 2006, 312). If the company does not
have the database it may be a time-consuming and difficult business to create one. There is
potential risk with the database validity too, since the information should be up-to-date
with the correct addresses, phone numbers or e-mails, otherwise the whole direct marketing
campaign would be inaccurate (Karli¢ek and Kral 2011, 79-8). In a summary, direct mar-
keting can be a great method for an easy and accurate segmentation but without updated
and precise database it may be entirely unsuitable and inappropriate activity for a market-

ing purposes.
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As was written above, one of the issues linked to the direct marketing may be the
one with the database creation but here are actually more negative features. One of the neg-
ative aspects of direct mail could be the uncongenial reaction to unsolicited mails or e-
mails (Karli¢ek and Kral 2011, 85). Many companies currently send large number of hand-
bills or spams with lots of unwanted information and uninteresting content which rather
annoys potential customers instead of attracting them. There are actually laws concerning
unsolicited messaging in Czech Republic since 2000. Those laws have two modes called
opt-in, usually valid for e-mailing and SMS, and opt-out (for direct mail or unaddressed
delivery and telemarketing) where opt-in mode prohibits sending messages to people with-
out their permission and opt-out mode enables it but only till the customer shows disap-
proval with sending the content (Karli¢ek and Kral 2011, 85-6). Thus, organizations ought
to be cautious about sending promotional content and again, they should create a high-
quality database, where there might be the customers who opt in sending e-mails, in order

to avoid unnecessary issues with unsolicited messages.
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3 BRIEF CHARACTERISTICS OF DIGITAL MARKETING
Society is becoming increasingly dynamic, people are living in a fast-moving time and the
technology has to evolve as well. The main evolution in Information and Communication
Technologies was probably the Internet, a widely used marketing tool nowadays.

The Internet was created in 1960s and served mainly for an army, researchers and
academic purposes (Foret 2006, 327). Since 1990 it was used by a general public and the e-
commerce was born (Foret 2006, 327). The most valuable tools of the Internet may be an e-
mail and World Wide Web (WWW). E-mail enables easy and quick communication by
sending text messages, and Web enables creating an interactive Websites with domain
name which serves to people when reaching something on the Internet (Foret 2006, 328-9).
Those tools may be also widely used for marketing purposes. Companies can use the Inter-
net in order to promote products and services or the brand itself, to sell their products or to
support business activities using intranet or extranet systems.

Term e-commerce represents an online activities such as buying or selling via the
Internet, banking and electronic retailing, too (Chaffey and Smith 2008, 12). Even though
Czech e-commerce is significantly behind the USA, according to online advertising which
is quite different from the term e-commerce, Czech Republic is on the world level
(Bouc¢kova 2003, 373).

The advantages of online digital marketing could be the connection of video and
audio capabilities using interactive advertisement, the possibility of detailed individualiza-
tion, efficient relationship-building and support of business activities (Chaffey and Smith
2008, 149-51).

But no matter how congenial digital marketing may be, there are also some nega-
tives, for example the concerns of misuse of personal data. Many potential customers may
be concerned about going online. Fears connected with the Internet could be those of hack-
ers, viruses, SPAMs, lack of privacy and above mentioned misuse of personal data
(Chaffey and Smith 2008, 149-51). To alleviate those fears, companies should follow
guidelines and laws concerning privacy and protection of the Internet consumers, secure
consumer’s data and make statements about it, it is also possible to show site certification
of security (Chaffey and Smith 2008, 149-51).

The oversaturation of advertisement, as in online or offline form, is an evident cur-
rent issue and that follows the effects of marketing may be decreasing (Bouckova 2003,

414). It applies that the more banners on a Website the less click rates, therefore the new
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trend in advertising should be focused on a fewer advertisements but with larger dimen-
sions (Bouckova 2003, 415). Furthermore, the appearance of anti-advertising applications
which practically ban ads on Web pages is increasing, thus the Web creators may end up
without income more often (Bouckova 2003, 415).

Another issue might be with the Internet which is not a commonplace yet. It re-
quires technical skills to ensure everything works and that may be an expensive business.
The usage of the Internet also does not usually include people of all ages, in general the age
of Internet users range from 15 to 54 years old and the elderly people have often a negative
attitude to online world (Karli¢cek and Kral 2011, 171). On the other hand, 5.7 million citi-
zens, which is more than a half of Czech population, are the Internet users in Czech Repub-
lic, according to the research made in 2010 (Foret 2006, 328).

Finally, it is also important to mention that digital marketing did not replace the
traditional communication media. They were only extended by the new digital tools. Sales
promotion uses currently various online platforms, PR needs online printing service and
event marketing may create its own Website to spread word about upcoming event
(Karlicek and Kral 2011, 171). All the traditional media stay active but only broaden their
possibilities and opportunities to be more effective in marketing communications. The fol-

lowing chapters describe the basic features of the main digital marketing tools.

3.1 Search Engine Marketing
If the company invests money in the online advertising, the first step supposed to be fo-
cused on the ability of finding the company on the Internet. For a great visibility of the
company, there are various tools such as well-chosen address of the Website, promotional
e-mails, online advertisement and viral marketing but potential customers use probably
search engines or catalogues most often when searching for a certain companies (Foret
2006, 335-6). Catalogue is a Website where the Web links can be found, usually perfectly
organized in various categories (Foret 2006, 225-6). Popular Czech catalogues may be sez-
nam.cz or centrum.cz.

Search engine is a Website which sorts Web pages using devices as robots or spi-
ders that are able to rank the Websites and thus determine their position (Chaffey and
Smith 2008, 496). Popular search engines can be Google, Yahoo or Bing, in the Czech Re-

public lies amongst the main popular ones also Seznam.
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The history of search engines started with the creation of full-text search engine and
then, the link building appeared with the thought of frequently placed links on various
Websites (Prokop 2014, 9-15). The first search engine with paid links called GoTo.com
inspired the following influential Google, whose founders created also popular AdWords
(Prokop 2014, 9-15).

Since 1997, search engine optimization (SEO) was firstly used by an unknown
spammer who started with making backlinks (Prokop 2014, 9-15). People can use search
engines when searching something on the Internet by typing various keywords. Therefore,
SEO is an approach applied to a company’s position in search engine index. This position
should tend to be in a higher ranks since the higher position the higher brand recognition.
The basics of SEO is to know what people search, how they think and why they search for
various things (Prokop 2014, 9-15). Overall, people—called optimizers—evaluate searched
Websites using backlinks and finally, the mechanism evaluates the situation via algorithms
and computer technology, that is the whole process of Websites evaluation which may be
done by the firm itself or a specialized agency (Prokop 2014, 9-15).

In any case, SEO should be unique with interesting and viral content and more im-
portantly, it should communicate with the customers using various online communication
tools in order to create an honest relationship (Ungr 2014, 16-21). SEO is linked to in-
bound marketing too, which is focused not only on search engines but also newsletters,
YouTube videos, social networks, forums, etc. (Ungr 2014, 16-21). Thus, SEO is not only
about search engines but it is connected with other social media tools in order to make

marketing campaign as most effective as possible.

3.2 E-mail Marketing
E-mail is widely used communication tool, therefore, it may be a great opportunity for a
company to use it for its marketing purposes. It is important nowadays to be in touch with
the customers so the form of an e-mail is used to facilitate it. It is possible to send content
to an existing or potential customers managed in a contact list, thus, people can be regular-
ly informed about company’s news, special events and many others (Foret 2006, 334-5).
Firstly, company may create the e-mail list which is similar to the database created
in direct marketing. It is necessary to work with the database and gather all available in-
formation about the customers, in order to target market (Penkala 2014, 159). The potential

customers who probably open the company’s e-mails and might also respond to them,
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would be those who opt in to receiving company’s e-mails. Therefore, it may be essential
to connect e-mail marketing with another social media tools, such as company’s Website,
Twitter or other media, and inform users about company’s interesting e-mail messages or
newsletters and provide them with the opportunity of opt-in so they can be voluntarily and
regularly informed via e-mail messages (Ryan and Jones 2009, 137).

There is an e-mail software on the market used for an easy management of e-mail
marketing but an online service provider is another possible way how to manage e-mailing
(Ryan and Jones 2009, 135). Through an e-mail software, company is able to manage the
contact list, customize the content of e-mail messages and generally, manage the whole e-
mail marketing campaign (Ryan and Jones 2009, 135). The big plus of the software is that
the operations are easy-to-use with no need of high technical skills, thus it may be unneces-
sary to use paid online service provider. Another asset of the software is that it may test
company’s content of the messages and point out if there is a possibility of not passing
through the customer’s spam filters (Ryan and Jones 2009, 135). Thus, company can al-
ways edit the content in order to avoid spam messages in-time. Finally, the software may
also track how many customers ignored, opened or responded to the e-mails, so it can be
drawn conclusions about the campaign, if it was a successful project or if the changes
should be implemented to improve the current situation (Ryan and Jones 2009, 135).

E-mail marketing is also flexible and quick, enables users to easily click on compa-
ny’s Website and it is an interactive tool (Karlicek and Kral 2011, 89). However, the major
advantage of e-mailing is probably its financial costs which are much cheaper than in direct
mailing (Karlicek and Kral 2011, 89).

As was mentioned in the chapter about digital marketing, current online world is
oversaturated by an advertisement. This applies to an e-mail too since far more companies
use e-mail thoughtlessly, applying over-promotional content to attract customers, but this
strategy may rather lead to ignorance, or in a worse way to annoyance and decreasing cred-
ibility of the firm (Ryan and Jones 2009, 135-7). Furthermore, fraudulent e-mails may be
another frequent situation, when users receive e-mails trying to deprive them of their mon-
ey and sometimes containing dangerous viruses (Karlicek and Kral 2011, 90). Thus, many
users consider any commercial e-mail contents as a spams and they do not open it nor read
it (Karli¢ek and Kral 2011, 90).
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3.3 Display Advertising

Display, interactive or banner advertising is a digital communication channel using online
displays which are shown to users who browse the Internet (Chaffey and Smith 2008, 34).
Earlier, banners looked like pictures but current banners are called rich media banners since
they are far more interactive by using animation and sound (Chaffey and Smith 2008, 24).
The aim of display ads is to attract attention of customers, make them click on the banner
since it is actually a link to the Website of a company and then, spread the brand awareness
(Chaffey and Smith 2008, 34; Shimp 2007, 445). Circa 50% of online marketing invest-
ment is put in display advertising in Czech Republic, which means that Czech display ad-
vertising might be a popular business here and that the chances of user’s clicks to the Web-
site are satisfactory (Appletauerova 2014, 80).

There are few possible ways how to obtain banner advertisement. The mediation of
banner purchase is usually carried out by agencies or agents. Agencies plan the overall
marketing campaigns and agent is a representative of certain marketing media platform
which sells the advertisement on a commission (Appletauerova 2014, 81). Company can
address the provider of advertisement too, e.g. Czech Seznam.cz or Ringier and it may be
the best option since there is no need of extra payment to agencies. Another possibility is to
use programmatic buying which is the automation and optimization of buying process us-
ing technologies where the advertiser does not need to meet personally with the agency or
provider, thus, it is far less time-consuming and the purchase is then quick and flexible
(Appletauerova 2014, 81-3). Programmatic buying is provided by Google AdWords, Czech
system Sklik or AdPlace and companies can also use real-time-bidding (RTB) technologies
where the purchase takes a form of auction (Appletauerova 2014, 83).

The evaluation of banner advertisement may be done by three techniques. The first
one is called cost-per-thousand (CPT) which means cost per one thousand views or dis-
plays, however, users may not even notice the advertisement in the Website (Apple-
tauerova 2014, 84). Second method evaluates cost-per-click (CPC) when users take some
action e.g. click on the banner. Therefore, company can be sure now that the users noticed
the advertisement and visited the Website (Appletauerova 2014, 84; Foret 2006, 333). The
last method, cost-per-action (CPA) is used when the marketing campaign is provided by an
agency and the advertiser pays for bringing a new customer (Appletauerova 2014, 84).

The display advertising has also some negative aspects such as increasing unfair

practises or again, the oversaturation and aggression of banners. Today’s trends are intersti-
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tials or superstitials which pop up and cover almost the entire size of user’s screen for a
certain period of time (Foret 2006, 333). This could be very irritating and the advertisement
of a company may have rather negative impact on potential customers. Regarding unfair
practices, many banners look like PC error messages similar to the user’s operation system,
video games, etc. but by clicking on them, the unfamiliar users may catch a virus to their

computers which only supports the overall concerns of using the Internet (Foret 2006, 333).

3.4 Mobile Marketing

People use nowadays not only computers but also phones in order to connect with the In-
ternet. The first generation of mobile phones, called analogue phones, is dated to 1980s
(Chaffey and Smith 2008, 197). Second generation consists of digital mobiles of less
smaller size and with the possibility of sending and receiving SMS, WAP, GPRS and
EDGE (Chaffey and Smith 2008, 197). Finally, the third generation (3G) was created using
an UMTS system (Chaffey and Smith 2008, 197). Current mobile phones, called
smartphones, has special chips so they can act like computers and therefore be more practi-
cal devices than the previous ones. The crucial moment was probably the introduction of
Apple’s iPhone and iPod Touch in 2007 (Ryan and Jones 2009, 245). Apple’s smartphones
had quite a big screen, multi-touch keyboard and functions like computer. According to
Google in 2008, it get far more search traffic from iPhones than from any other mobile
devices such as notebooks, thus, the increasing usage of the Internet via mobile phones
may be evident (Ryan and Jones 2009, 246). Enterprises like Facebook, YouTube and
Twitter all engage in mobile marketing since smartphones are increasingly used devices.
More than 2 billion people use mobile phones worldwide and in Japan, the number of mo-
bile users surpassed those of PC’s (Chaffey and Smith 2008, 197). Circa 2 millions of
Czech citizens were using mobile phones in 2009 and it is assumed this number increases
every year (Karlicek and Kral 2011, 171).

Regarding marketing, mobile phones have a few tools which can be used for a mar-
keting purposes. SMS may be a useful method in order to increase relationships with the
customers, sending them short messages with interesting content or coupons (Chaffey and
Smith 2008, 199-200). There is also location based service, so the customers can be in-
stantly notified about special offers in their near vicinity. Mobile users can also view an

online advertisement and local business promotions via GPS or furthermore, mobile
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phones enables podcasting, RSS feeds and “moblogging” which means blogging through
mobile phones (Chaffey and Smith 2008, 199-200).

Company can start with mobile marketing by transferring its Website format in the
mobile one at first. Then, there is a possibility of creating an original and interesting appli-
cation (app) supporting company’s business. An app is a software program which can be
downloaded to user’s smartphone or tablet (Kering and Hartley 2013, 419-20). In 2013,
Apple’s App Store provided more than 900 000 apps and Google Play about 800 000, it
was assumed that users spend approximately 2 hours per day using various applications
(Kerin and Hartley 2013, 419-20). Thus, use of applications may be an efficient tool for
increasing a brand awareness.

The potential danger in mobile marketing may lay in privacy. On one hand, it is
great opportunity for marketers to use GPS system in order to provide well targeted, rele-
vant promotion. However, users may feel under control, knowing they are constantly
tracked. 68% of the Internet users think that privacy laws do not protect them enough, thus,
86% of those users cover their digital data to stay undetected (Kerin and Hartley 2013,
421). This issue with privacy may have a significant impact on marketing techniques since
the more people do not provide digital data for organizations the more inefficient mobile

marketing may be in the future.

3.5 Website
According to Chaffey and Smith (2008), Ryan and Jones (2009) and Bird (2007), firm’s
official Website can be considered as a digital marketing strategy. There are some reason
why companies should have business Website. Websites can be one of the crucial digital
tools since they are the base for social media platforms so there can be put direct links to
company’s social networks, blogs, media sharing sites and others. Furthermore, all digital
and social marketing campaigns, from e-mailing to media sharing, usually lead back the
customers to the company’s Website and moreover, it is the main benchmark for the whole
Internet marketing (Ryan and Jones 2009, 40).

Authors Chaffey and Smith (2008, 221) and Ryan and Jones (2009, 41-2) assume
that today Websites are not only about basic company’s information, but they should offer
something extra since Websites ought to attract potential customers, for example by adding

online ordering, enquiry forms, newsletter sign-up and compelling content in order to en-
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sure customer’s next visit. Overall, the content should be focused on the visitors—potential
customers—and their needs, wants and expectations.

As well as the content, also the design of a Website has a few rules which should be
abided. The design should be appropriate, using standard data formats to facilitate access to
the Website and the information, of course, have to be readable (Foret 2006, 331; Chaffey
and Smith 2008, 222). The visual style of a Website should be unified and express the
brand so each visitor can easily recognize the organization at the first sight (Foret 2006,
331). This unification can be done via using certain colour scheme, logos and similar
graphic elements (Foret 2006, 331).

To the content and design it may be linked the navigation in the Website. Custom-
ers should be well-oriented here and find everything what they need. If the Webpages tend
to be chaotic, client might lose interest in viewing the Website and never come back. Thus,
Website should be user-friendly, structured and has some order.

It could be also mentioned that there is necessary to pay attention to Search Engine
Optimization in order to facilitate search of the Website, it is the same as in other content
focused platforms like blogging, microblogging, media sharing, etc. When the content is
not consistent with the search engines, search robots are not able to scan it and classify the
Web pages relevantly (Chaffey and Smith 2008, 222). This may have a crucial impact on
customers since they may have a problems with finding relevant content.

Finally, company should also know about various devices which connect people
with the Internet, such as PCs, mobile phones, notebooks and tablets and the Website
should adapt to each of them (Foret 2006, 332; Chaffey and Smith 2008, 222).

Taking into consideration all the work connected with building an effective Web-
site, it may be necessary to paid for a specialist agency to create an efficient official Web-

site which can be an expensive but effective business.
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4  SOCIAL MEDIA MARKETING

Generally, social media are online media where the Internet users communicate with each
other by posting comments, writing short or long articles, share photos, videos and music
and some of the social media are in the form of games, too (Kerin and Rogers 2013, 403).

Regarding the division of social media, it may be quite problematic to divide social
platforms into separate social media units since they pervade among themselves and they
are also a new phenomenon, therefore the terminology is not integrated yet.

However, it is vital to involve various social media platforms in order to create a
successful social media campaign. Thus, this chapter concerns the usage of social media

tools which are linked together in every possible way.

4.1 Blogging

Chaney defined blogging as follows:
..., a blog is an easy-to-use, Web-based content management system that allows
people with little or no technical background to publish, maintain, and update
content. (Chaney 2009, 55)

According to Gunelius (2011, 66), big or small organizations may benefit from blogging in
many ways. Company can build its brand, spread brand awareness, create a relationships
with customers and significantly support search engine optimization via blogging (Gune-
lius 2011, 66-7).

Blogs can be also special due to their informal impression which might be appeal-
ing to readers (Chaney 2009, 55-7). As Zarella writes (2010, 9), blog is not appropriate for
corporate press releases but rather for content with conversational tone, or as Chaney called
blogging “...shoot from the hip, speak from the heart style of communication, because
blogger needs to speak with a human voice, and not in marketing language” (Chaney 2009,
58). Moreover, the most popular blog posts are those focusing on various tips and tricks,
beginner’s guidelines, contests or comparisons, posts which tend to be informal not busi-
ness-like (Funk 2011, 75). For example, the Southwest Airlines blog is written by its em-
ployees who post funny, informal content of everyday topics (Gunelius 2011, 67). Thus,
what creates a successful blog is its content.

Even if the blog is probably a cheap, easy and quick marketing tool, it requires big

effort to write appropriate content which has the potential to spread brand awareness (Funk
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2011, 74). There is definitely need of writing skills and also persistence in order to create

content regularly.

4.2 Microblogging

Platforms representing microblogging may be Plurk and Jaiku but the main one is probably
a well-known Twitter. Many authors (Evans 2008; Chaney 2009; Zarella 2010; Gunelius
2011) consider Twitter and similar platforms as a separate social media tool called mi-
croblogs.

Twitter was established in 2007 but the awareness in business environment was
raised a few years later (Gunelius 2011, 81; Zarella 2010, 31). It may be a helpful tool for
big enterprises as well as small businesses (Chaney 2009, 115-6).

Twitter may have many advantages, e.g. the easy usage, also the less time invest-
ment and the maximum length of text counts only 140 characters so the posts are very short
(Evans 2008, 217; Zarella 2010, 31). Gunelius recommends to spend on microblogging
only about 15 minutes per day in order to stay fully active (2011, 81). Thus, it is less time-
consuming marketing activity than e.g. blogging.

At the beginning, it may be useful to just watch and listen what is happening on
Twitter and how it all works, after that the introduction is a good step and finally the en-
gagement may start (Evans 2008, 217). Firstly, the so called friends on Twitter should be
added since after registration the organization will have no one in friendship. The firm
should not add everybody though, but rather focus on smaller groups of people, to target
them a little because usually smaller and targeted readers are of more value (Brogan 2010,
98-9). Furthermore, Twitter should be about mutual communication, not broadcasting,
thus, it is better to have a few interested readers who will participate in this communication
than a broad audience of no value (Brogan 2010, 99). Then, all the company does is post-
ing quick and short text messages or videos and commentaries.

The main purpose of microblogging could be to stay connected with other people in
the industry and with the customers. By the connection with others, company can monitor
what the customers need and what they think about the brand but also what are the activi-
ties of the competition (Chaney 2009, 115-6). Company can also publicly inform readers
about the products and various news and updates in a moderate level. Furthermore, Twitter
may be an efficient tool in buzz marketing and in increasing brand awareness (Zarella

2010, 31). 81% of Twitter users, who support businesses to engage in microblogging, sug-
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gest to use this platform as a customer service, too (Chaney 2009, 115-6). Finally, there is a
possibility of linking Twitter with other media such as Website or blog as well. Another
merit is that registration and the account on Twitter is for free.

However, the content posted on Twitter should not be too self-promotional. It may
be posted only rarely and include e.g. company’s events and current activities, future plans,
coupons and only a little business promotion (Gunelius 2011, 88-9). Spamming may result
in closing the account (Evans 2008, 219). Marketer should be aware also with the language
they use since jargon and buzz words may be more appropriate in brochures and newslet-
ters (Gunelius 2011, 88-9). The content may not always be amazing but trying to preserve
it interesting and pleasant should guarantee the growth of readers and brand awareness as
well.

The maintenance of microblogging can be done by an employer, employees or a
professional tweeter (Gunelius 2011, 98). The employer might not have enough time to
preserve active microblogging and the professionals may be on the other hand too expen-
sive (Gunelius 2011, 98). The employees can represent the best way how to maintain a mi-
croblog since they have the knowledge about the firm and might have enough time to per-
form the activity. There can be seen the advantage of short messaging as well because it
probably does not require writing skills.

However great the advantages of microblogging may be, it does not mean the or-
ganization achieve brand awareness overnight. Firms should be very patient in using mi-

croblogging since it is probably rather long-term business activity (Gunelius 2011, 81-2).

4.3 Social Networks

Social networks compose of communities where people share varied content which may
consist of photos, music, videos but also opinions, feelings and experiences (Karli¢ek and
Kral 2011, 182-3). Altogether, the substance of all social networks is messaging, profiling
and “friending” (Tuten 2008, 34).

It started in 1980s with the bulletin board systems (BBSs) (Zarella 2010, 53). BBSs
connected people when they logged-in to the system and sent private and public messages
or shared data between each other (Zarella 2010, 53). During the 1990s, a desktop applica-
tion AOL was created, using the Internet (Zarella 2010, 55). With the increasing popularity
of World Wide Web, social networks became Web platforms. In 2003, Myspace was intro-

duced and three years later the popular Facebook was launched, too (Zarella 2010, 55).
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Popular Czech social networks are Facebook, My Space and LinkedIn. In 2010, the
number of Facebook users was more than 2.8 million in Czech Republic and people be-
tween 25-34 years old created the biggest group (Karlicek and Kral 2011, 183).

Social networking Websites may be a great opportunity for marketers to connect
with customers via fan pages, groups or applications. It is Facebook which has probably the
most appropriate features for marketing purposes. Firstly, companies must not create a rep-
resentative person who create the profile representing the company but there is a possibility
of creating a public profile. Then, users can view this public profile and if they like it, they
become company’s fans.

When the company has certain number of fans, it is necessary to take care of them.
Firstly, the content on Facebook should not copy company Website but remain different to
satisfy fan’s needs, e.g. post about special offers and publication of products shared here
before releasing in any other social media (Zarella 2010, 69).

Facebook pages can be also linked to other social media, RSS feed application ena-
ble e.g. bloggers to share posts via Facebook or Twitter messages and those applications
mean a great opportunity how to spread brand awareness as quickly as possible (Funk
2011, 54-7).

Regarding LinkedIn, it does not provide such a features as Facebook and therefore,
it may be not as efficient tool for marketers. There is, for example, no possibility of photo-
sharing which can sometimes attract far more users than sharing a text posts, but the main
purpose of this platform is the connection between professionals, thus, it just serves to a
job seekers and recruitment officers (Zarella 2010, 71-3).

However, LinkedIn may provide to marketers some opportunities. For example, the
Questions and Answers section where users can post 10 questions per month and marketer

may answer to them and create a brand recognition (Zarella 2010, 71-3).

4.4 Social News and Bookmarking
Social bookmarking Websites serve people to manage their bookmarks, not in the user’s
Web browser though, but on the Web. Furthermore, there is a possibility of sharing an in-
teresting bookmarks online with other users which can be an opportunity for marketers as
well (Taprial and Kanwar 2012, 21).

The beginning of bookmarking is dated to 1996 when the first bookmarking Web-

site itList was created, but it was Delicious, now owned by Yahoo!, which found a tool
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called tagging in 2003 and become the most famous one (Taprial and Kanwar 2012, 21;
Zarella 2010, 103-5).

Tags are one-word descriptors that enable easy search and retrieval of related items
so today’s users tag their bookmarks and via this allow the others to search for bookmarks
in accordance to their required tags (Tuten 2008, 91). Thus, social bookmarking Website
may be an effective tool in search engine optimization since tags are ‘“keywords indexes
able by the engines” (Chaney 2009, 174).

Company has to create an account to engage in Delicious. The process is easy and
for free and after that, it can start with the bookmarking. All the bookmarks may be linked
together by an icon similar to the following Digg Icon.

Social news Websites enable users to vote on various content posted by the other
users, thus, the most interesting and original links are separated and seen by a broad variety
of people (Zarella 2010, 103). Therefore, social news Websites serve also to marketers who
may attract people by posting an engaging and original content, using search engine opti-
mization and overall, they enhance the Web traffic in order to increase brand awareness
(Tuten 2008, 91-4). Well-known social news Websites may be Digg, Reddit and marketing
oriented Sphinn or Czech Linkuj and Cesky Reddit.

For example, to engage in the Digg, company has to create a profile which is for
free. Then, marketer can post texts, videos, photos but also a blog articles in order to be
ranked. The more ranks company’s content get the higher chances to appear on the front
pages of social news Website where large number of people gather every day. The most
popular content is breaking news, how-to-do-it manuals, touching and emotive stories or
future exciting and popular events (Sweeney and Craig 2011, 119-20). Company can place
a Digg Icons on its Website or blog to show its participation in Digg and increase the traf-
fic as well.

Great marketing strategy is concentration on so called influencers in social news
Websites. Influencers are usually an intellectuals participating here for a long time and

most importantly, users who have the power to influence the others (Tuten 2008, 92-3).

4.5 Forums
Forums are Websites where users are gathering in order to make discussions on various

topics.
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Forum presents one of the oldest social media and its history dates back to 1979
when Usenet was created (Zarella 2010, 147-9). It served as a communication tool between
Universities of North Carolina and Duke and there, students posted articles and everyone
could respond to them (Zarella 2010, 147-9). Later, when the World Wide Web was
launched, those discussions became popular and various forums were created and filled the
Internet. As a frequently visited forums can be considered English 4Chan or Japanese
2Channel and in Czech Republic is popular Férum Zivé.cz, Mageo or Diskutnici.

Czech citizens, mostly men, visit forums several times a month, 14% of them even
every day (Karlicek and Kral 2011, 185). Therefore, it may be a great opportunity for the
organizations to interact here with the customers and obtain valuable information from
them.

If the company decide to engage in forum(s), it should concentrate on the big and
active ones, preferably with the same or similar focus of the company (Zerella 2010, 149-
54). Company should also understand forum’s jargon, the overall rules, community and the
culture itself to fit in the group. Thus, it is suggested to start with reading the posts and
watching how users behave and after that the contributions should be made (Zarella 2010,
149-54). Firstly, it would be nice to introduce the marketer and mainly admit the person is
company’s representative. Moreover, marketer should commit to not spam the forum and
not post self-promotional content.

Regarding advertising in forums, it is very risky business for marketers since some
of the forums prohibit promotional content. Customers also visit forums in order to get
information from other customers who have real experiences and do not try to self-promote
their company (Zarella 2010, 161-2). Thus, promotion on forums should be used only rare-
ly since the main goal is to communicate with the customers, use marketer’s skills and
knowledge about the products and help others.

According to Evans (2008, 195-6), company might create a separate support forum
on its own which will serve as an online customer service concerning various issues with
products or installation guidelines. The issues may be solved by the employees engaging in

the forum or by the other users who experienced similar problem before.

4.6 Virtual Worlds

Virtual worlds are simulated worlds which can be usually found in the form of online

games, such as The Sims, World of Warcraft or Social Life. The origin of virtual worlds
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may be found in Neal Stephenson’s work Snow Crash from 1992 which is about virtual
reality—similar one as in the Social Life—called Metaverse, and this was probably an in-
spiration or the impulse to create such a worlds in reality via the Internet (Zarella 2010,
173).

Moreover, 70% of players responded to appropriate in-game advertising in a posi-
tive way because it gives them an enjoyable touch of reality when real brands emerge in the
virtual world of game (Ryan and Jones 2009, 249). Thus, in-game advertising may be a
welcome and effective marketing activity. For marketing purposes, the most suitable game
is probably a Social Life since the advertisement is not much restricted as in other games
(Zarella 2010, 171).

In Second Life, people can socialize with other players, buy or sell virtual goods
and visit places all over the virtual world. Firstly, it is important to learn about the commu-
nity and the platform itself and afterwards, they may start with buying various goods and
mainly buildings, using virtual money (Zarella 2010, 175). The buildings cost about tens of
US Dollars and can serve as a promotional in-game place. However, it may be not an easy
task to create such a building since it requires some technical knowledge and finally, it
might be a very time-consuming activity (Zarella, 175). Next action in Second Life is relat-
ed to the profile, organization has to create and customize and avatar, land and other ob-
jects and the overall profile should reflect the brand in order to be easy recognized by peo-
ple (Zarella 2010, 177). Some marketers buy a land where they can build offices or visi-
tor’s centres but it is much more expensive business, land costs about thousand US Dollars
and furthermore, owners of a land have to pay monthly charges ranged from to USD 295
(Zarella 2010, 177).

As was written above, people can visit various in-game places, using teleportation.
As a marketer, it may be a great strategy to provide landmarks so people can easily come
back to the company’s places whenever they want. Another player’s activity is the purchase
of goods so they use search engines and it follows that the SEO has the crucial role here
(Zarella 2010, 179). Therefore, organization should describe its lands or buildings in a par-
cel description since if the portrayal is accurate and complemented by the right keywords,
there would be no problem with searching the company (Zarella 2010, 177). Furthermore,
Social Life provides an URL system so the company can add Social Life URL address, e.g.
to the official Website or the shortened version on Twitter pages to show customers the

presence in this popular virtual game.
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4.7 Media Sharing

Media sharing Websites allow people to upload videos, photos and music. Media sharing is
increasingly popular since today’s small cameras and camcorders are easy-to-use producing
high-quality content for a quite low price, moreover, the Internet connection is high-speed
(Zarella 2010, 77; Chaney 2009, 137-8). Video sharing Websites, as we know them nowa-
days, probably firstly appeared in 2002 by launching Flash MX which used Flash file to
play videos without special streaming video players and in 2005, popular YouTube was
born (Zarella 2010, 79). Photo sharing Websites are known since 1999 but the crucial mo-
ment was when Flickr was released in 2004, using also tagging and social media features
(Zarella 2010, 79).

There is many reasons why media sharing is used by a businesses. Organizations are
able to create viral videos in order to attract attention, they create videos from the firm’s
environment or they use media even for recruiting (Brogan 2010, 73).

YouTube is classified in media sharing Websites, focused on video sharing so users
can upload their videos or watch another ones and post comments (Kerin and Hartley 2013,
409). Nowadays, YouTube might be used by an organizations as well, firm can create its
profile and post interesting videos in order to attract attention. YouTube may have many
advantages. Profile, launch of a new channel and video posts are for free and the search
engine is in Google’s possession which can facilitate SEO a lot since if anybody use
Google’s search engine, which is linked to the YouTube, there is a great chance that videos
from YouTube appear in Google’s search results (Kerin and Hartley 2013, 409-12). In ad-
dition to search engine, organization can buy a keywords from Google—usually connected
with the brand—so if people type those words in YouTube’s search engine, the ad video of
the firm will automatically appear in user’s search results (Kering and Hartley 2013, 409-
12).

Media such as audio or video are interactive and thus, it may be an effective mar-
keting tool even for a small firms. Furthermore, there is no need to pay for agency services
since companies are nowadays able to create video on their own in an inexpensive way
(Chaney 2009, 142). Nonetheless, it is probably a time-consuming activity requiring big

imagination in order to remain original.
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4.8 Ratings and Reviews
Rating and review Websites allow sharing of consumer’s opinions and recommendations
on various products or places (Zarella 2010, 133).

The originator of rating and review Websites may be Amazon.com which enabled
anonymous comments and reviews of any products on the Website, in 1995 (Zarella 2010,
133). Later, the anonymity was replaced by a system of reputation where also the authors of
comments and reviews can be judged (Zarella 2010, 133).

Rating and review Websites could be an effective tool in marketing. According to
Nielson Media Research from April 2009 which can be found in Zarella’s book (2010,
144-5) and according to authors Gunelius (2011, 144-5) and Chaney (2009, 176), about
70% of buyers trust in other consumer’s opinions, recommendations and experiences
which are posted on the Internet and on the basis of those opinions they make purchase
decisions. This may be one of the reason why organizations use rating and review Websites
for marketing purposes and Zarella also claims: “[E]very local firm should have a presence
in local review sites (2010, 131).”

Another research described in Chaney’s book (2009, 176) by the University of
Michigan’s Ross School of Business in 2007 shows that the higher ranking and positive
reviews company obtains the higher sales. People are probably more likely to buy products
with many positive reviews than unknown or bad ranked products. Therefore, having a
successful profile in rating and review Websites should guarantee not only brand awareness
but perhaps the increase in sales as well.

To ensure reviews and ratings, organizations arrange its position on local search
engines using SEO (Gunelius 2011, 145).

Reviews and ratings may be one of the most profitable social media tools since the
activities are not actually time-consuming and require little financial costs (Zarella 2010,
131)

Nowadays, one of the most popular local review Website is probably Yelp.com, in
Czech Republic works Yelp.cz or Google Places, too. Yelp is focused on various facilities
such as restaurants, hotels, clubs, etc. and moreover, mobile application of Yelp exists as

well.



TBU in Zlin, Faculty of Humanities 31

4.9 Summary

Nowadays, it is probably not enough to promote a company only via television or newspa-
per advertisement or direct mailing. It can be said, that in the current world it is almost
necessary to engage in social media and digital marketing. People evolve simultaneously
with the science and technology and more and more people might use predominantly a new
technology, such as online broadcasting channels which do not contain advertisement,
online tabloids rather than the printed ones and e-mail instead of mailboxes. Therefore,
businesses should change with the times too and adapt to a new, technologically oriented
customers and engage in social media and digital marketing.

One of the advantages of online marketing could be that organizations, even the
small ones, can increase brand recognition rapidly using social media marketing cam-
paigns. Companies may easily create a buzz via media sharing sites such as YouTube, so-
cial networks like Facebook or microblog Twitter since more and more potential customers
engage in social media platforms. When company creates a buzz, positive or negative, peo-
ple start to notice and this probably raise the brand awareness.

Moreover, it could be a great competitive opportunity for the companies since most
of the competitors are perhaps already involved in social media marketing. Thus, every
company should engage in social media too, at least minimally, to stay competitive.

It may seem that social media are cheap but this is probably not true. The registra-
tion and possession of accounts is usually for free and it should be easy to get started.
However, there are production and labour costs connected with marketing since successful
media campaign requires various platforms and the related amount of time, money and
concentration. But if the social media campaign is well-planned and finally successful, it

may have a great (positive) financial impact on the company and be very beneficial.
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5 CHARACTERISTICS OF THE ORGANIZATION TREND
GASTRONOMIE S.R.O.

TREND gastronomie s.r.o., hereinafter referred to as Trend, is a small company selling
gastronomic equipment and furnishing kitchens both in households and various organiza-
tions, such as hotels, restaurants and staff or school canteens. The goods contain cleaning
products, dinnerware, kitchenware, stainless steel furniture, appliances like convection ov-
ens, dishwashers, coffee machines and many others.

Trend was established in 1996 in Vsetin and the main business activity was import
and distribution of (mainly stainless) kitchen products from Italy. This business persists
until today. Currently, Trend distributes its goods throughout the Czech Republic and Slo-
vakia, too.

At first, there was only a specialized retail store in Vsetin. In 2002, the firm was
moved to another locality in Vsetin and the owners added also a wholesale. Then, the busi-
ness boomed and Trend decided to expand. Thus, wholesale subsidiary in Ttinec was found
in 2003, and two years later another one in Olomouc. Nowadays, only the headquarters in
Vsetin and the subsidiary in Olomouc exist though.

Trend is a small enterprise employing only four employees. The firm contains of
sales and economic department and technical service. In Olomouc, there is only a sales
department employing one saleswoman. Vsetin headquarters is made up of one saleswom-
an and the dealer, who comprise the sales department. Both of them manage customer ser-
vice and communication with the suppliers. Economic department consists of one account-
ant and finally, the technical service is ensured by top management consisting of two peo-
ple, the owners and managing directors of Trend. Regarding marketing, company has no
marketing department, the owners arrange the advertising on their own and the official
Website and e-shops, which are the only social media used, are maintained by external spe-
cialized agency. Although, the content shared via Website is constantly added by the em-
ployees of the Trend.

Earlier, Trend’s clients were mainly an organizations such as schools, restaurants
and hotels but later, company started to focus also on consumers. Many people were look-
ing for household equipment and they begin to purchase those products in Trend, thus, the

company expanded its range of consumer goods. Nowadays, the majority of clients are still
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the organizations and wholesalers but the end customers are still increasing. Therefore,
Trend is business-to-business and business-to-consumer enterprise, too.

Customers can purchase goods in both stores (Vsetin and Olomouc). Another pos-
sibility is to buy products in two different e-shops. Clients can purchase all goods in gastro-
obchod.cz, but there is also nerez-pribory.cz e-shop focused only on stainless steel cutlery
by luxurious Italian brand Salvinelli.

The main goal of Trend is to satisfy customer’s needs. To achieve this goal, compa-
ny is trying to sell high-quality products for a good price, provide professional consultation
and customer service by trained staff and it would like to improve its social media market-

ing to increase brand awareness and competitiveness.
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6 COMPETITION ANALYSIS

This chapter briefly summarizes three companies which reached high market position in
gastronomical sector in Czech Republic and it compares their marketing techniques with
the Trend organization ones. The following outline of marketing strategies in different or-
ganizations may determine current situation of Trend company and eventually, help to
make recommendations for improvements. The analysis consists of determining and analy-

sis of the competition and benchmarking.

6.1 TESCOMAs.r.o.

Firstly, the competitor of Trend can be Czech enterprise Tescoma which manufactures and
sells dining products, cookware and cleaning products since 1992 (Tescoma 2016).
Tescoma was found by Vaculik and Chmela in Zlin which is still Tescoma’s headquarters.
Central warehouse, also in Zlin, has 50 000 pallet spaces and 27 million products pass
through here annually (Tescoma 2016). Nowadays, Tescoma is well-known brand in Czech
Republic and Slovakia, with subsidiaries all over the world and sales exceeding CZK 2
billion every year.

The main goal is to produce functional and attractive goods, therefore, Tescoma
employs ca twenty designers and engineers who are able to work effectively on product
designs and create the brand itself.

Marketing techniques of Tescoma include participation in prestigious fairs and ex-
hibitions, direct marketing, mainly printed advertising, product placement and it engage in

social media marketing actively, too (Tescoma 2016).

6.2 MIELE,spol.sr.o.

Another successful company might be Miele which deals with the same business activity as
Tescoma—production and selling of gastronomical goods, such as cookware, appliances
and cleaning products. Miele is a German company with many subsidiaries all over the
world, one of them placed in Czech Republic, too. Czech subsidiary and simultaneously so
called experience centre was launched in 1991 where customers can try Miele’s products.
There, professionally trained personnel provides also various information, consultancy ser-
vices and people can meet personally with the products and test it on the spot. Furthermore,

experience centres include Miele-Caffés, where customers can meet with each other and,
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for example, discuss various Miele catalogues here. Those services should satisfy custom-
er’s needs.

Manufacture in Czech Republic was launched in 2002 in Uniov and concerns
mainly laundry dryers and dishwashers which are distributed worldwide. Moreover, Miele
participate in fairs and exhibitions, uses direct marketing, social media marketing, etc.

The aim of Miele is to be always better than the competition and to satisfy custom-
er’s needs in every possible way, via high-quality, ecological and attractive products and
fast and efficient customer service. The annual sales were EUR 3.49 billion in 2015 (Miele
2016).

6.3 ORION, spol.sr.o.

Finally, Orion might be one of the important competitors, too. It was launched in 1992 as a
wholesale store which now offers products related to household goods, dining products,
cookware, cleaning supplies, small appliances and garden and bathroom accessories. Orion
goal is to sell good-quality products for a good price and attractive design. It has also a
team of trained shop assistants that provide any help and advice which contributes to the
customer’s satisfaction.

Goods can be purchased in e-shop or in 69 various stores based in Czech Republic.
Orion has one subsidiary in Zlin, too. Its subsidiaries create the biggest Czech retail net-
work in this segment, selling goods even in Poland and Slovakia. The aim of Orion is fur-
ther long-term development and strengthening of market position, using franchising con-
cept for more than twenty years. Orion has great and positive experiences with franchising
which is based on partnership between franchise headquarters and individual entrepreneurs
(franchisees). The principles of franchisees effective business are exclusivity of place,
know-how of business operation, shop equipment, update and expansion of product portfo-

lio and joint marketing, everything secured by the headquarters (ORION, spol. s r.0. 2015).

6.4 Benchmarking

Benchmarking compares marketing situation of the Trend organization and its competitors.
It is focused on online marketing and selected categories could have a crucial impact on
customer’s satisfaction and brand awareness. Compared factors comprise of Website in-
dexation, design, further navigation, orientation, content, information, terms and condi-

tions, fairs and exhibitions, events, client’s benefits and social media.
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Table 1. Benchmarking of the firms Trend, Tescoma, Miele and Orion

Trend | Tescoma | Miele | Orion

perfect indexation of Websites and

SEO 3 10 10 9
design of the Website 5 10 10 8
navigation to other social media 3 8 8 7
easy orientation in the Website 3 10 10 10
clarity of terms and conditions 6 10 10 10
fairs and exhibitions 1 9 8 1
original and attractive content 3 10 10 10
helpful and important information 4 10 10 10
bonuses for clients 1 9 10 8
gastronomical events 1 8 10 3
engagement in SM 3 8 8 6

Source: Own analysis

6.4.1 Indexation of the Website and SEO

The first issue may appear when potential customers search for the Website. Many Web-
sites such as tescoma.cz, miele.cz and oriongroup.cz use Web indexing so there is no need
of typing letters “www”. Trend organization does not have this function so when potential
clients want to type the Website address and they do not use letters “www” the required
Webpage must not appear, only a text announcing an error. This may have a negative im-
pact on people and the interest of viewing company’s Website may radically decrease. Also
the search engine optimization could be improved since when using search engines, Trend

does not appear among the first results instead of its competitors.

6.4.2 Engagement in and Navigation to Social Media

Trend is not engaging in social media very much. Customers can visit only the official
Website or e-shops. However, Orion has visible sign of Facebook on the Website and
moreover, Tescoma and Miele even YouTube direct link. Those companies provides up-to-
date news relating their products, tips and tricks for the clients and up-coming events via
Facebook. On YouTube, Miele uploads visual manuals of how its products work and fur-
thermore, Tescoma regularly share cooking videos where its products are used. This extra
content via social media should help to attract more people and it may ensure repeated vis-

its of Website and social media traffic.
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6.4.3 Design and Easy Orientation in the Website

Another enhancement may be of the design of Website. Web pages are adapted to the
brand colours which are red and white. This might not be an issue however, the back-
ground is dark grey with light grey font and this probably does not give a pleasant and posi-
tive impression and even the font is not easy to read. Tescoma, Miele and Orion use mostly
white colours with dark font which makes it readable. White colour may give an impres-
sion of purity which is important in the environment of kitchens, too. Pictures of appetizing
food or happy families subtly arranged throughout the Websites of Tescoma, Miele and
Orion can be a pleasant and attractive bonus. Colourful pictures could add freshness and
joy into the Website, images of people might create more personal and familiar feelings.
Trend Website design might look rather sad, with the dark background and images of ap-
pliances. Therefore, improving the overall design in order to look more congenial, should
have greater positive impact and attract more people. Finally, the Web pages looks simple,

well-arranged, not over embellished which facilitate quick orientation in the Website.

6.4.4 Content of the Website
Trend’s content might seem mainly useless, outdated, and probably even uninteresting. The
first page that appears to the customers immediately is called main page. However, there
are no important information but only outdated news which can be found also in the news
page. Furthermore, there is another link in the upper bar called main page which may give
an impression of uselessness and unattractiveness. Another section is called “special of-
fers” presenting no such offerings though, client can see only notification of recently estab-
lished e-shop relating e-commerce but with no direct link, that is again connected with poor
Web indexing which may be unpleasant for potential customers.

However, there are some helpful links, e.g. catalogues of company’s products in
PDF format which contains photos, prices and other additional information of each prod-
uct. Website contains also links to the terms and conditions, contact and About Us section.
Nonetheless, those links can be more adjusted to the clients. For example, sections About
Us and Contact can be united and converted to the main page since then the main page—
the first page displayed to the customers—might be more interesting and useful. Moreover,
the page with terms and conditions is probably more related to the e-commerce, thus the

information should be found in Websites concerning online selling.
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Another official Websites add, for example, sections called services which could
contain helpful information about the provided services and clients can learn about the
trained and skilled teams working here. Trend offers trained and professional team too,
there is no mention of it though.

The main Website of Tescoma consists of a few useful sections in the upper bar,
e.g. the navigation to the e-shop, sales places of Tescoma, catalogues of products and also
sections with videos, news, design and contacts which may differentiate the Website from
the competing ones. Those sections may be very interesting for the customers since the
videos are about various recipes, product presentation work and many interviews with the
designer of Tescoma who presents all gastronomical news. Everything is somehow linked
to the kitchen equipment so the customers may be interested in. Therefore, this sections

may create attractive and pleasant Website with useful and appropriate content.

6.4.5 Terms and Conditions
Terms and conditions could be one the most important and visited sections since clients
can obtain all the necessary information about the purchase here. Thus, Trend ought to en-
sure clear and accurate information because every customer needs to understand it easily.
As mentioned above, Trend has a separate link to the terms and conditions in the
main Website, which facilitate the search since it is visible and easy to find. However, the
information is outdated and invalid here which might create problems. There are terms and
conditions in e-shop Website too, and the content is correct and valid here. Furthermore,
the information is accurate, clear and concise. It can be confusing to encounter with the

false terms and conditions in the main Website though.

6.4.6 Fairs, Exhibitions and Events

Trend does not participate in any fairs and exhibitions nor events which may be quite a
disadvantage. For instance, Tescoma visited global fair Ambiente this year where more
than hundred thousand people gather from all around the world to watch and judge various
organizations. It was probably a great opportunity to show others the assets of Tescoma and
what differentiate it from the competitors. Tescoma actually won some of the awards too
which may help with positive brand building and awareness. Moreover, Miele provides f.g.
production tours for students, school classes or any interested person. Perhaps, Trend could

attend some of the fairs and exhibitions to increase brand recognition and attract new cus-
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tomers. Regarding gastronomical events, there is a lot of social occasions and gastronomi-

cal festivals in Vsetin area and it could be of benefit to present firm’s products here.

6.4.7 Bonuses for the Clients

Trend does not provide any bonuses for the customers. Tescoma, in March 2016, an-
nounced an event of giving presents to its customers who buy Tescoma products for the
minimum price of CZK 500 and Miele gives at the same time HEPA filters for free when
buying a vacuum cleaner. Furthermore, Tescoma reduces the price of various line products
each month. Those are various bonuses for the clients which attempt to attract more cus-
tomers. It can be said that nowadays, it is rather common than rare to provide such a bo-
nuses and presents since almost every firms do it. Many customers may take it for granted,
thus, Trend probably should start with rendering special offers and bonuses, in order to

increase the market position and stay competitive.
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7 IFE MATRIX

Table 2. IFE Matrix of the firm TREND gastronomie

WEIGHT | RATING | WEIGHTED SCORE
perfect indexation of Websites and SEO 0.13 2 0.26
design of the Website 0.10 1 0.10
navigation to other social media 0.11 1 0.11
easy orientation in the Website 0.12 2 0.24
clarity of terms and conditions 0.07 2 0.14
fairs and exhibitions 0.05 1 0.05
original and attractive content 0.08 1 0.08
helpful and important information 0.09 2 0.18
bonuses for clients 0.06 1 0.06
gastronomical events 0.05 1 0.05
engagement in SM 0.14 2 0.28
total 100% X 1.55

Source: Own analysis

The result of Trend’s IFE Metrix is 1.55 which is beyond the average. It implies that Trend
should probably make a considerable efforts to enhance its market position and become a
stronger competitor. Social media and other marketing tools may be an effective way how
to achieve it.

Firstly, Trend may focus on indexation of its Websites. Customers should visit
Websites easily, when typing URL address or using search engines. If some problems occur
in searching the Websites, it may discourage many customers since they might not have
enough time to try another ways to reach the Website. Indexation can be linked with search
engine optimization marketing which helps the Websites to be placed among the initial
results of search engines. Thus, perfect indexation and improvement of search engine op-
timization could ensure higher Website traffic and therefore, a larger number of potential
customers and brand awareness.

After the indexation, the design of Website should be taken into a consideration. As
written above, the image of Web pages may look sad and unattractive. Trend could change
the dark colours and refresh the Website with the brighter ones and, furthermore, the brand
colours red and white can be still remained. Plus, more joyful and colourful images linked

to gastronomy, such as fresh food, cosy restaurants full of people and so on, might be add-
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ed to liven up the design. Bright, colourful and lively Website should be more appealing
than dark and sad one.

The Website design can be linked with the content. Current business Website at-
tracts customers not only by appealing design but mainly by the original and amusing con-
tent. Trend formerly share various entertaining and practical content, such as so called “do
it yourself” videos, articles about tips and tricks in kitchen environment, etc. Nowadays,
customers can find this content only in the e-shop with cutlery and moreover, people must
click through various Web pages to discover it. Thus, company could simply add this con-
tent to its official Website where the traffic is probably higher than in e-shop cutlery and
later, those articles and video might be shared via another social media, such as Facebook
or YouTube.

According to orientation on Website, people can easily find contact and information
about the company which are probably needed and search content. However, the direct
links to the e-shops are not easily ascertainable so it could be an issue for customers to find
out if some e-shop exists and possibly at what URL address. Therefore, Trend can improve
the indexation and direct links to the e-shops in order to facilitate the orientation on the
Website.

The strengths of the company can be considered terms and conditions. The content
is simple, clear, precise and understandable which could be crucial benefit for potential
customers who want to probably understand it easily and quick. However, the information
is not updated and new on the official Website which may be the fundamental problem.
Updated and correct terms and conditions are in the e-shop which is probably more appro-
priate but the content on the official Website should be updated too, completely removed or
just linked to the e-shop Web page.

Another goal could be further engagement in social media. Owning a Website is
standard nowadays, but more and more companies are getting involved in other social me-
dia, mostly social networks and media sharing Websites, because they are probably very
popular by potential customers. Trend can share all up-to-date information, upcoming
events and interesting articles relating gastronomy not only in official Website but also in
social networks such as Facebook, where the company can reach another sort of customers,
too. Attractive content may be also in videos, for example, the company can upload on
YouTube videos about presentation of Trend’s products or the company environment, tips

and tricks in the kitchen and many others. Moreover, recording such a videos is not an ex-
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pensive business nowadays. All smartphones includes relatively high-quality cameras
which makes videotaping easy and cheap. Those activities may attract more people and
create stable and loyal subscribers who can change into the customers.

Next step might be participation in gastronomical events. Here, company can show
to a broad audience which products it sells, how they work and why they are the best on the
market. In Vsetin, there is a lots of opportunities to engage in such events, for example,
Valasské zareni, Karlovsky gastrofestival, Gulasfest and many others. Moreover, the ad-
vantage of Trend is the gastronomic specialization which perfectly fits into those events
and festivals. Therefore, Trend could take the opportunity and present the brand on these
frequently visited events.

Finally, popular tool is also providing various benefits and discounts to the clients.
Those benefits can be free complementary products when buying basic product, for exam-
ple, if client purchases a dishwasher he obtains dinnerware sets suitable for dishwasher,
etc. Or varied discounts and special offers on certain goods each month. Nowadays, cus-
tomers may consider those benefits as a commonplace since many firms compete to offer
better advantages. Therefore, Trend should maybe start with offering various benefits too,

in order to satisfy customer’s need and stay competitive in the market.
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8 SWOT ANALYSIS

This method analyses internal strengths and weaknesses of Trend company and external
opportunities offered by the market with potential threats, too. After recognizing those fac-
tors, company should be able to implement measures and it also might help to build better
market position and increase competitiveness.

Since the bachelor thesis concerns mainly social media and digital marketing, the
author would focus on factors which may influence company’s marketing techniques. Data
used for SWOT analysis are based primarily on the materials provided by the Trend com-
pany, and the author’s experiences and knowledge acquired during practical training in this

firm.

Table 3. SWOT analysis of Trend company — strengths and weaknesses

STRENGHTS WEAKNESSES

W1 | poor Internet promotion and SEO

W2 | no customer feedback on social media

W3 | low engagement in social media

W4 | unmaintained official Website

W5 | no engagement in fairs, exhibitions or other events

W6 | no bonuses for clients

Sources: Own analysis

Benchmarking table and IFE Matrix already showed that Trend company has no
strengths. Thus, column with strengths in SWOT analysis has to be empty.

Trend company is not engaging in any social media platform. The basis of digital mar-
keting is only Trend’s official Website that should be improved though (this was more de-
scribed in chapter about IFE Matrix). Furthermore, there is no engagement in fairs, exhibi-
tions and gastronomical events which would be a great opportunity to increase brand
awareness. Regarding company’s e-shops that are quite well-maintained, the disadvantage
may be poor Search Engine Optimization, thus, the low awareness of the Web pages. As
was mentioned in the theory part, the communication with and feedback from customers
may have a crucial impact on the organization. Furthermore, it is necessary to know and to

constantly investigate customer’s needs nowadays. This is another weakness of the firm
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since the customers have no opportunity to express their opinions or write reviews about
the firm which might increase brand awareness, too. Finally, the organization does not pro-
vide any discount events or bonuses for its clients which might be considered as a standard

nowadays.

Table 4. SWOT analysis of Trend company — opportunities and threats

OPPORTUNITIES THREATS

O1 | proven techniques of social media | T1 | oversaturation of online advertisement

and digital marketing

O2 | social media may attract new cus- | T2 | fear of the Internet usage connected with

tomers Internet crimes

O3 | social media adaptation to mobile | T3 | Wi-Fi access and the Internet coverage

devices

O4 | online support of traditional com- | T4 | increasing demands of customers

munication media

O5 | popularity of social media T5 | charges of data connection used in mobile
devices

06 | good Wi-Fi access and the Internet | T6

coverage . :
g increasing demands of customers

7 increasing competition in digital marketing

T8 | rapidly evolving technologies (need of
monitoring new trends)

Source: Own analysis

Nowadays, many companies use tools of social media and digital marketing to at-
tract customers and increase brand awareness or even sales. Thus, it is probably a great
opportunity to engage in it too and be competitive. Furthermore, there is a possibility of
attracting new types of customers via social media marketing and that would be probably a
younger generation, using the Internet and social media platforms. Moreover, those social
media become part of people’s everyday life since they can be adapted to mobile devices
such as smartphones and tablets. And finally, Trend organization has a traditional commu-
nication marketing campaigns, but social media or digital marketing can be an effective

way how to support and set off those traditional ones.
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With the above mentioned opportunities are related also the threats. It can be the
oversaturation of online advertisement. The Internet is nowadays full of promotional Web-
sites and banner ads and company should be very cautious with self-promotional content.

Another potential threat may be the concerns about using the Internet. Online
crimes might be still a current issue and inexperienced users can intentionally avoid the
Internet. This problem would be probably linked to the elder type of generation though.

Last threat could be the Internet coverage. Successful social media and digital cam-
paigns require Internet connection and households which have it not in their disposal might

create a problem.



TBU in Zlin, Faculty of Humanities 47

9 EFE MATRIX

Table 5. EFE Matrix of Trend organization

WEIGHTED
WEIGHT | RATING | SCORE

O1 | techniques of social media and digital market-

ing 0.11 4 0.44
O2 | popularity of social media 0.10 4 0.40
O3 | social media adaptation to mobile devices 0.04 4 0.16
04 | social media may attract new types of custom-

ers 0.08 4 0.32
05| good Wi-Fi access and the Internet coverage in

the region 0.09 3 0.27
06 | online support of traditional communication

media 0.09 4 0.36
T1 | oversaturation of online advertisement 0.09 3 0.27
T2 |fear of the Internet usage relating online crimes

(viruses) 0.07 4 0.28
T3 | charges of data connection used in mobile de-

vices 0.05 4 0.20
T4 | increasing demands of customers 0.09 4 0.36
T5 |increasing competition in digital marketing 0.10 4 0.40
T6 | rapidly evolving technologies (need of moni-

toring new trends) 0.09 3 0.27

TOTAL 1.00 X 3.73

Source: Own analysis

The results of EFE Matrix is 3.73 which is again beyond the average. Social media and
digital marketing are probably widely used tools since they can increase brand awareness,
sales and build positive image of a brand. Online marketing techniques are used by all of
the aforementioned competing firms (Miele, Tescoma, Orion), thus, it is probably a neces-
sity to engage in social media in order to stay competitive. Trend organization has only a
few traditional media communication tools, mostly advertising and moreover, campaigns
are advertised rather in the subsidiary’s region in Olomouc than in Vsetin headquarters.
The only digital marketing tool used by Trend company is its official Website plus e-shops.
Furthermore, online marketing could be a great way how to support current traditional
communication media, too. Via using online marketing, Trend company could also broad-

en a new clientele, younger generation who consists of the Internet users.
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Social media platforms are probably very popular and visited Websites nowadays,
used for entertainment but it could be also a source of information which may be used for
marketing purposes.

Furthermore, those Websites can be adapted to user’s mobile devices that might be
also widely used through the day by potential customers. The official Website and e-shops
of Trend organization are adapted only to the computers or notebooks, thus, if customers
visit the pages via their mobile devices, poorly displayed Websites may discouraged them
from the visit.

Finally, the important factor is access to the Internet in the region which should not
be an issue since the Internet coverage is good both in commercial places and households.

According to data connection used in mobile devices, it may be still a problem re-
lating finance, thus, many people still probably do not use those data to be constantly
online.

The potential threat may lay in increasing fear of Internet usage regarding the online
crimes. However, organizations can assuage the concerns by sharing various certificates,
e.g. about protection of personal data, on its Websites or social media platforms.

Also the demands of customers may be increasing which is connected with the en-
hanced competition on the market. Companies are competing between each other and one
of the tool is probably better satisfaction of customer’s need that can result in high expecta-
tions of customers.

The technology is evolving too and it creates the need of monitoring new trends in
marketing which are evolving simultaneously. This should be crucial factor since only by
monitoring the developing environment Trend organization can maintain its competitive-

ness.
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10 PEST ANALYSIS

PEST analysis concerns external economic, social and technical factors which may influ-
ence Trend company and its usage of social media marketing. The organization should
know the impact of macro environment factors and ought to eliminate negative influences

or use effectively the positive ones.

10.1 Technical Factors

Technological advancement of mobile phones and the Internet connection —
smartphones with data connection or Wi-Fi enables potential customers to be constantly
online. This may have a positive impact on company’s social media marketing which can

use those technologies and adapt them to customers.

10.2 Economic Factors
GDP drop — this year, CNB estimates the level of GDP 2.7% which is a decrease of GPD

since last year when it was around 4.7% (CNB 2016). This may negatively influence com-
pany’s sales, since if customers does not have funds, they would not have purchase needs
and social media traffic may decrease.

Unemployment rate — unemployment rate, estimated in February 2016, is 4.6% which is
decrease of 1.2% from last year (Cesky statisticky tfad 2016b). This is a positive develop-
ment since if people have income from the employment, there is a higher possibility of
potential consumer spending which may increase the interest in visiting business Website,
mainly e-shops.

Inflation — inflation rate has also positive development because since year 2013 it is still
decreasing. The inflation rate was 1.4 %, 0.4% in 2014 and 0.3% last year (Cesky statistic-
ky trad 2016a).

10.3 Social Factors

Customer’s marketing knowledge — nowadays, customer’s knowledge of marketing
techniques (relating e.g. bonuses such as price reduction and presents) may increase. This
means that customers could have higher expectation and demands. Thus, company should
take it into a consideration this factor and adapt its marketing campaigns to the current de-

manding customers.
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Customer’s technology knowledge — customer’s knowledge of Internet technology is a
crucial factor since social media marketing depends on usage of the Internet.

Increasing client’s demands
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11 RECOMMENDATIONS AND COST ANALYSIS

After the analysis in previous chapters, the author should be able to develop proposals and
recommendations for the Trend organization. Benchmarking showed that the competing
companies use digital and social media marketing and perhaps, it helps them with the in-
creasing of brand awareness, communication with the customers, etc. Trend organization
has not many competitive advantages, too. There is much more competitive firms with
higher market position in the region. However, this can be viewed as an opportunity to
learn from those companies and increase current situation of Trend. Thus, Internet market-
ing should be an efficient way to improve market position of Trend company and the goal
Is to recommend an appropriate digital and social media tools and use them in the most
effective manner, in order to increase Trend’s brand awareness and attract more customers.
Those recommendations are supplemented by time, financial, personnel and risk analyses,
too.

However, Trend organization can use effectively its professional staff, financial
stability and well-maintained e-shops to start with the online marketing and to create a suc-

cessful campaigns.

11.1 Improvement of Indexation

Since Trend company does not have proper indexation of its Website, there may be some-
times a problem with correct display of pages. It means that some of the Website visitors
can see only notice about an error and not the official Website. Then, potential customers
may lose interest in visiting the page again. Therefore, it should be necessary to pay atten-
tion to the correct indexation in order to increase Website traffic and satisfy customer’s
need, too.

The indexation may be done simultaneously with SEO optimization which is de-
scribed below. It depends on the technical skills of the employees or the owners if it could
be done by them or an agency. There is a possibility of delegating this business to the com-
pany’s external IT programmer who maintain the e-shops. The financial costs of Websites
maintenance should then increase but the advantage is that the organization already coop-
erate with the person and is satisfied with his services thus, Trend company might agree
with those costs. Moreover, the indexation improvement itself should be one-off operation

which may take one day.
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11.2 Search Engine Optimization

SEO can help Trend organization to increase Web traffic via placing Trend Website be-
tween the first searched results. This may be important since people probably visit those
Websites which are displayed as the first results. Thus, optimization can be one of the way
to contribute to increasing brand awareness using digital marketing. Trend firm is shown
between the first ones when typing its full company names only. However, poor position in
search results can be improved by focusing on SEO and appropriate keywords, such as gas-
tronomical equipment, canteen facilities Vsetin, etc.

SEO could be done by the technical service or perhaps, the IT programmer providing
maintenance of Trend’s official Website. There is a lot of guidelines on SEO in the Inter-
net, for example, SEO Starter Guide by Google which describes SEO of Google search
engine in details. Therefore, there should not be a problem with little technical skilled em-
ployees managing SEO.

SEO costs should not be enormous. There is already existing Website and e-shops so
it is only an improvement of SEO not creation of a whole new campaign. Then, it depends
if the SEO is done by the professional which charges a fees or if it is managed by the ama-
teurs. Finally, one of the factor influencing the costs can be the Internet competition which
is quite big and thus, the improvement of SEO would be more demanding. SEO is long-

term investment but it may be done simultaneously with the maintenance of the Website.

11.3 Involvement in Digital and Social Media Marketing

Digital marketing and social media may be an effective way to spread brand awareness and
attract customers. As written above, SEO can be a useful marketing tool as well as e-mail
or mobile marketing, display advertising and maintenance of business Website. The com-
bination of those marketing techniques could create a successful campaign focused on in-
creasing brand awareness.

Trend company manages only e-shops with little SEO marketing and it owns offi-
cial Website which is not maintained yet. Sending regular e-mails about interesting news
and sales can be a good way to attract attention of customers. On the other hand, display
advertising can increase brand awareness although, it should be use to a certain extent due
to a potential oversaturation of Internet advertisement. Also social media marketing should
increase company’s awareness and attract new people. Younger generation probably use

social networks, media sharing sites, virtual games and many other media in their everyday
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life. Therefore, it could be an opportunity for the company to connect with the people here
and promote the brand moderately. Furthermore, the organization should increase competi-
tiveness and maybe market position, too. Using digital and social media marketing would
be a new way to connect with the existing and potential customers and attract a new sort of
clientele.

Digital marketing campaigns may be created by specialized agency or amateurs.
Agency might be an expansive business but probably with a successful results. Amateurs
could be IT students who need practical training, thus, the financial demands should be far
less with the same effect. Another option can be firm’s employees who are familiar with
the environment of the company and may manage the social media on their own and this is
probably the less expensive option. It also depends on their writing skills since the content
should be original and creative. Online marketing is a long process with regular adding and
sharing content. On the other hand, it may take only a few minutes per day to remain active

in such a media.

11.4 Improvement of Website Design and Structure
As written in chapter about benchmarking, design and structure of Trend’s official Website
is of low quality. The reason is that company is more focused on the e-shops now and
Website is neglected. The problem is the Website still exist and potential customers visit
rather this page than e-shops because of the poor SEO. Thus, Trend organization can re-
move the official Website and maintain just the e-shops or continue with managing Web-
site simultaneously.

Maintenance of the Website could be done by the IT programmer who manage the
e-shops. The advantage is that company already know his services and the CEOs are satis-
fied with his job, relating also financial requirements. Higher requirements will increase

expenditures, it should not be an enormous sum though and it may be of benefit to the firm.

11.5 Extra Content

Nowadays, competing companies create and extra content (it means entertaining, interest-
ing and attractive) on the Internet. Customers may enjoy original articles or videos and they
rather visit the official Website with this content than the promotional one. Trend shared

such an articles on the little-known e-shop once but later, owners stopped with it because
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of traffic site. However, if the irm improve Website traffic and start with posting extra con-
tent it should have a positive impact on customers and then even the brand awareness.
Posting of extra content can be done again by the agency or amateurs. It depends on
the firm’s decision. Employees would be probably the best choice since they can write
about the working environment and combine it with other social media and digital market-
ing tools which they can maintain, too. Potential risk may lay in the writing skills, again.
Thus, organization should probably try the employees at first and if it does not work, they

may contact some specialists.

11.6 Engagement in Fairs, Exhibitions and Planning of Gastronomical

Events

Another enhancement of Trend’s situation can be participation in various fairs and exhibi-
tions. International food fair Salima in Brno can be an opportunity every year to present
Trend’s products and increase brand awareness. Another fairs and exhibitions are e.g. Car-
nival of Flavours in Ostrava, For Gastro & Hotel Fair, Olima Festival and many others in
Moravia.

The transportation of products should not be a problem since company owns a deliv-
ery van. The owners may attend the fairs with the help of sales department which consists
of two people. Thus, the financial costs contain just the transportation and wages of em-
ployees. There is also no need of closing the store since the accountant is able to work at
the store and serve the potential customers. According to time costs, it depends on the top
management in how many events company will engage. However, there should be some
preparation before the presentation which ought to be well-organized. This may take 1-3
days since company must ensure the place on various fairs and exhibitions and then plan

the presentation (design, equipment, content, etc.).

11.7 Bonuses and Special Offers

It is probably necessary to start with campaigns which provide customers with extra pre-
sents, discounts, bonuses for loyal customers, etc. Competing firms do such a special offers
very often since people can nowadays take it for granted and prioritize the purchase by
companies providing these services. Thus, Trend company should offer bonuses too, in

order to increase competitiveness and attract more customers.
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Sales department may come up with various offers each month since sales woman
has a perfect overview of the products at the store and in the warehouse. Therefore, she can
consider which products would be suitable for special offers and suggest it to the top man-
agement. Those products may e.g. lie in a warehouse for a long time and take up a space so
it would be of a benefit to sell it for a lower price. Another bonus may be cleaning products
for free when buying convection ovens, cooking stove, etc. This free or discounted prod-

ucts might attract more customers and then, increase the sales and offset the financial costs.
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CONCLUSION

The aim of the thesis was to evaluate digital and social media marketing in a theory as well
as in practical use and then, implement them to the small company TREND gastronomie
S.r.0.

This organization has no marketing department and its owners focus mainly on traditional
communication media. However, company would like to engage in social media and en-
hance its digital marketing in order to increase brand awareness and market position.
Therefore, the author analysed the use of online marketing and made a suggestions to im-
prove firm’s situation.

Theory characterizes various communication media tools but firstly, it describes the
importance of marketing itself and defines marketing of services and products which may
differ from each other. The description of communication media starts with the outline of
traditional media since the online marketing derives from them. Furthermore, traditional
communication can be supported effectively via digital tools which might contribute to
brand awareness, too. Online marketing is then divided into digital and social media mar-
keting. These chapters define basic features, development and also strengths and potential
weaknesses of each media.

Practical part introduces Trend company and describes its history and current situa-
tion. Following chapter analyses the competition. Author selected three similarly oriented
companies in Moravia with higher market position and greater online marketing expertise.
Benchmarking and IFE Matrix showed that Trend company is below the average due to its
competitors. Thus, SWOT analysis summarizes the weaknesses of organization in order to
enhance the situation and points to the potential opportunities and threats. EFE Matrix re-
lated to the opportunities and threats from SWOT shall conclude the external situation of
the company and PEST analysis more defines the external factors which may be a potential
threat and moreover, cannot be influenced by the company.

Finally, I recommended to focus on the official Website since it is the main centre
where Internet users gather so far. Thus, the indexation, SEO, design and structure should
be improved to attract more visitors. The extra content might be added too, since it can be a
positive diversification which may, again, attract attention and ensure repeated visits to the
Website. Organization can also create Facebook and YouTube profiles to engage in social
media marketing as its competitors. This is linked to an extra content and it may be a per-

fect opportunity to communicate with customers, too. The standard is also an offerings of
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discounts and various extras such as free supplements, etc which Trend does not provide.
Author believes these enhancements could ensure desired increase of Web traffic, brand

awareness and mainly attracting new customers.
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