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ABSTRACT 

Purpose: The purpose of this paper is to present by means of thorough analysis 
of the selected market the perception of innovative approaches in marketing 
communication, both from the perspective of the companies on the supply side 
and from the perspective of their potential customers on the demand side. As 
regards the companies, it is in particular about their perception of relative 
benefits the use of electronic marketing instruments has given the degree of effort 
and resources spent on the establishment and maintenance of e-marketing 
infrastructure. As regards the customers, it is, in turn, about their perception of 
the particular aspects of use of virtual social networks by the companies for 
branding purposes or directly for promotion. 

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

Findings: Based on the confirmed aspects we came to the conclusion that 
perceived benefit of the Internet on business is closely related to on-line activity 
of the companies and to the number of instruments the company uses to promote 
its business. Last but not least, we have investigated whether economic status of 
the users (real or potential customers) has an impact on their perception of the 
companies' use of social networks for promotional purposes. The similarity of 
behaviour of particular groups allows for more accurate targeting of on-line 
activity with respect to selected target markets. 
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Research Limitation/implication: The biggest limitation is the territorial nature 
of the research. Research was targeted primarily at the Central European market. 

Originality/Value of paper: Presented partial results of the comprehensive 
research are based on empirical data collected from important samples of both 
sides of the analysed market, thus this paper as such may significantly contribute 
to the clarification of the issue of innovations in promotional mix in order to 
increase competitiveness or prosperity of SMEs active on the central European 
market. 

Keywords: internet; social network; innovations; marketing communication 

1 INTRODUCTION  

Traditional marketing as we know it from the past has undergone substantial 
transformation in the past two decades. Technological innovations, and not least 
the Internet, have changed the traditional ground rules. Second half of the 20th 
century undoubtedly belonged to the radio and later the television, however, 
despite the fact that these media are still part of traditional communication mix 
used by most companies, they are gradually losing their impact on consumers' 
purchasing decisions or, in other words, their influence on the fundamental 
ability to capture attention of the target market. This view has been supported by 
Delina and Vajda (2006), Wierzbinski (2014). Today's world is different and it is 
necessary to adapt the method of managing marketing campaigns to this new 
setting. People are able to apprehend only fragments of messages presented to 
them and Google is becoming the answer to almost any question. Twenty years 
ago, front page article in American newspaper Time had about 4,500 words, 
nowadays it is only 2,800 words. An average length of a commentary in 1965 
was 42 seconds compared to today's 8 seconds. This view has been supported by 
Van Der Bergh and Behrer (2012). According to current British researches, 
average consumer is "attacked" by more than thousand commercial messages per 
day. In the past, basic display of promotion was to forcefully promote one's 
product on target markets and the markets responded with a respective demand 
but this PUSH system seems to be less and less effective in today's hyper-
information times. Not only that there usually isn't expected demand, but also the 
advertising message often disappears in the information cluster of thousands of 
other messages. In such case any efficiency is lost and there is a need to 
significantly revise established communication mix. In this case, e-marketing 
communication mix may be an effective tool for targeted and personalized 
communication. This view has been supported by Dorčák and Pollák (2010), 
Szabo, Ferencz and Pucihar, (2013). 
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2 CURRENT STATE OF KNOWLEDGE OF THE ANALYSED 
ISSUE 

David Scott (2008) notes in his publication titled "New Rules of Marketing and 
PR" that before the emergence of the Internet companies basically had only two 
options how to attract the attention of the target market. The first option was 
buying expensive advertising space, the second one was getting media attention 
in different ways. The Internet has significantly changed these rules. Unlike 
traditional media, the Internet has enabled the companies to establish direct 
relationship with the customer. Internet as an interactive medium with 
dynamically growing number of users is currently the preferred environment for 
the execution of promotional activities. Promotion in this virtual environment is 
an effective instrument to address wide customer base, both in the short term 
(often even in real time) and for a fraction of the cost compared to traditional 
media. New marketing rules are reflected in practice in such way that by means 
of direct form of addressing the promotional message reaches groups of 
customers which have been previously overlooked for various reasons, especially 
because of mass targeting of traditional promotion. This perfect market coverage 
by finding and addressing those parts of the market which are under other 
circumstances rather latent rapidly increases the efficiency of resources spent on 
promotion. This view has been supported by Delina (2009), Delina and Tkáč 
(2010). Marketing on the Internet is not just a fashion trend, but also a significant 
evolutionary step forward. In domestic and foreign literature e-marketing is 
viewed from different angles. Stuchlík and Dvoráček (2000) define marketing on 
the Internet simply as the use of Internet tools for the performance and support of 
marketing activities. Chaffey and Ellis-Chadwick (2012) agrees with this claim 
and states that e-marketing is particularly about achieving companies' marketing 
objectives through the use of information technologies. According to scientific 
literature, it may be said that e-marketing uses basic marketing fundamentals and 
subsequently applies them in the virtual environment of the Internet. This view 
has been supported by Dorčák and Pollák (2010), Soviar and Vodák (2012). 
Janouch (2010) further notes that given the way of its use in marketing the 
Internet significantly contributed to the "customization", i.e. to the state where 
businesses are beginning to realize different and distinct needs of its customers 
and are adjusting the offer of their products, as well as forms of communication, 
to these needs. Therefore, if the companies do not want to lag behind in this 
increasingly competitive battle, they must follow the trends (in fact, they are 
directly forced to do so by the market) and find the best and most effective 
method to address and attract. This view has been supported by Sudzina and 
Kmec (2006), Lajčin, Frankovský and Štefko (2012), Zgodavova, Sutoova and 
Kisela (2015). The Internet undoubtedly offers one huge advantage; the 
possibility to address the customers at a moment when they perceive it as a 
helping hand. This view has been supported by Svetozarovova (2012); either by 
means of precise Internet presentation (website), web blog, elaborated and 
refined advertising or through currently very popular social networks. 
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Because consumers - demand side - use electronic devices, pressure is created on 
the offer side. Organizations under market pressure are forced to adapt their 
communication channels so as to be able to quickly and efficiently display 
information on the screens of computers or ever more smaller screens of mobile 
devices. This view has been supported by Scott (2008). According to Krug 
(2014) for this purpose a responsive design can be created. According to Grant 
and Meadows (2012) the use of mobile wallets, mobile banking and mobile 
shopping is on the rise. Because many customers buy products online, providing 
a mobile application can improve their experience with a positive effect on the 
purchasing behaviour. This view has been supported by Jones (2011).  

Based on the information in academic literature, as well as business practices we 
can say that electronic marketing is a certain degree of electronic commerce. This 
view has been supported by Varshney and Vetter (2002), Venkatesh, Ramesh and 
Massey (2003), Barnes and Scornavacca (2004), Bačík (2008), Saruc, Dorčák 
and Pollák (2013). However, in spite of the growing number of academic 
research, the overall summary on electronic marketing is not as consistent and 
somewhat fragmented. In geographical conditions of the Central European 
market this is a relatively new phenomenon. Available data come largely from 
research conducted mainly in Anglo-Saxon countries. 

The Salesforce (2014) survey was carried out on a sample of 470 internet users, 
of which 265 used smartphones only, and the remaining 205 used smartphones 
tablets, etc. The data were collected between 15 December 2013 and 15 January 
2014, 85% of respondents of this survey replied that electronic devices are a 
central part of their daily lives. It is up to 90% within the age group 18-24, 76% 
of smartphone users search for information using a mobile web browser. The 
survey found that 80% of internet users subscribe to a newsletter in order to get 
coupons, 63% of respondents can get such coupons following company profiles 
on social networks. 

In January 2014, Inmar Organization (2014) conducted a survey of 1,091 
respondents aged 18 to 69 years. According to the survey 66% of users, who 
expressed an interest in digital coupon, use smartphones, 44% of respondents 
would like to be able to submit a coupon when buying using a mobile phone, 
39% of respondents would like to receive coupons for goods which they 
purchase regularly, directly on their mobile phones. The Ashraf and Kamal 
(2010) survey was conducted on a sample of 164 respondents from universities 
in Islamabad and Karachi. The data were collected between December 2009 and 
January 2010. The results of this survey say that innovativeness of consumers 
positively influences their attitude toward electronic marketing. Electronic 
devices are therefore accepted as a promotional medium. 

3 METHODOLOGY 

The aim of this paper is to present by means of thorough analysis of the selected 
market the perception of innovative approaches in marketing communication, 
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both from the perspective of the companies on the supply side and from the 
perspective of their potential customers on the demand side. As regards the 
companies, it is in particular about their perception of relative benefits the use of 
electronic marketing instruments has given the degree of effort and resources 
spent on the establishment and maintenance of e-marketing infrastructure. As 
regards the customers, it is, in turn, about their perception of the particular 
aspects of use of virtual social networks by the companies for branding purposes 
or directly for promotion. 

Object of the research were real companies active on the analysed market, their 
attitudes and perceptions of aspects related to the analysed issue. The subject of 
the research were their actual and potential customers represented by the users of 
one of the local Internet portals long active on the analysed market. As regards 
the organizations, primary research group comprised of the companies operating 
on the market in the Prešov region. The research sample approached in this 
research was the whole research group, i.e. more than 2,000 companies registered 
in the catalogue of the selected local information portal. The reason for choosing 
this research group was the fact that the companies registered in the catalogue of 
the selected local Internet portal represent, until the execution of the research 
task, a group of all organizations in the analysed area recognizable on the 
Internet. Only those organizations have been taken into account in the research of 
the possibilities of using innovative forms of promotion with an emphasis on 
virtual environment which are really visible in this virtual environment. As 
regards the users, primary group comprised of all registered users on the selected 
local Internet portal (by now it has almost 5,000 users). The approached research 
sample was again the whole primary group. Both these groups were presented 
with questions by means of electronic questionnaires (each group had its own 
questionnaire). The data were subsequently processed and interpreted through 
cluster analyses. 

4 EVALUATION AND DISCUSSION 

In the next subchapter we will interpret selected aspects of our research using the 
method of cluster analysis. The findings are equally analysed from the 
perspective of the companies, as well as from the perspective of their potential 
customers. 

4.1 Companies 

Investigating the perceptions of the benefits the Internet has on one's business 
with respect to on-line activity is very important factor in terms of the 
effectiveness in the use of resources to support this form of business. Internet as 
reactively new medium is still viewed as a complementary form of support of 
entrepreneurship. If the company decides to invest its time and resources into 
various support instruments of its business in the virtual world, it is desirable that 
the resulting effect on the organization is as positive as possible. Only in this way 
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the Internet may in the future become number one choice for the companies in 
terms of their communication with the target market. 

 
Figure 1 – Cluster analysis of companies' on-line activities 

(Legend: 0 instruments, 1-1 instrument, 2 - 2 instruments, 3- 3 instruments, 4-4 instruments. 5 - 
all of the instruments; These instruments were e.g.: website, e-shop, newsletter, profile in 
domestic web catalogue, profile in foreign web catalogue) 

 

On-line activity of the companies is linked according to how they perceive the 
benefits of the Internet for their business. Thus, the x axis displays on-line 
activity of the organisation according to the number of instruments used to 
promote its business and the y axis indicates the degree of their dependence 
during linking. The smaller the distance of connection, the more alike is the 
perception of the benefits the Internet has on the company's business. The 
companies with the most similar perception of the benefits the Internet has their 
business are the companies which use 3 and 4 instruments and it can be seen that 
their perception of the benefits is almost identical. Next, the companies which 
use 3 and 4 instruments are linked with the companies which use only one 
instrument but their perception of the benefits is still relatively similar. 
Perception of the benefits is quite different among those companies who use 2 
and 5 instruments which is rather interesting finding. The mentioned companies 
are further linked with the previous ones but the distance of connection is greater. 
Special category is comprised of organizations not using any instrument to 
support their business and their perception is, of course, quite different from 
other companies. This may be due to the fact that the respective organizations do 
not have experience with positive or negative benefits of the Internet and 
therefore cannot assess these benefits.  Analysed aspects have been tested in 
parallel by means of Pearson chi-square test, which confirmed that the perceived 
benefit of the Internet on the business is directly related to on-line activity of the 
companies. 
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4.2 Customers 

Investigating users' (potential and real customers) perception of the use of social 
networks by the companies for promotional purposes with regard to their 
economic status is another interesting area within our research. The use of social 
networks has become almost daily part of the companies' business activities. The 
completed questionnaire survey showed that most companies either already have 
or plan to create a profile on one of the social networks. Therefore, we consider it 
necessary to analyse the perception of different economic groups of users. The 
similarity of behaviour of particular groups allows for more accurate targeting of 
on-line activity with respect to selected target markets. 

 

Figure 2 – Cluster analysis of the use of social networks 

 
Economic status is linked according to how users perceive the use of social 
networks by the companies for promotional purposes. Thus, the x axis shows the 
economic status of the users and the y axis indicates the degree of dependence 
while linking. The smaller the distance of connection, the more alike are the 
economic groups in their perception. The perception of the issue is most similar 
among students and part time employed and it can be seen that their attitude is 
almost identical. Similar attitude is shared among the respondents categorized as 
Other. Unemployed and full time employed share very similar opinion on the 
issue. Entrepreneurs have rather similar opinion as the already connected 
categories of Other, student and part time employed. Special category are the 
pensioners, their perception is quite far from the perception of other categories. 
This may be due to the fact that they do not have much experience or they do not 
use social networks in such extent. As can be seen, the perception of the use of 
social networks is quite different in individual economic groups. Again, analysed 
aspects were tested in parallel by means of Pearson chi-square test which 
confirmed that the perception of the use of social networks by the companies for 
promotional purposes is related to economic status of the user. 

5 CONCLUSION 

Slovak market is specific, whether in relation to external markets within Europe 
and the world, or within the internal markets. There are considerable regional 
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differences between the West and the East of the republic (area of less than 500 
kilometres). Companies active on the market are confronted with a relatively low 
purchasing power on the part of potential customers, while on the supply side 
(represented by potential competitors) the companies find themselves in a hyper-
competitive environment. Analysed market on the supply side can be 
characterised by a high number of small businesses. Given their limitations, 
especially due to limited resources (human, financial, time ...), they must operate 
as efficiently as possible, if they want to maintain their presence on the turbulent 
and hyper-competitive market.   

The issue of the use of e-marketing instruments in business is relatively little 
known in our geographical area. The companies are only gradually beginning to 
use the Internet and to profit from the opportunities it offers. Since this issue is 
relatively little examined, we considered it was important to look for the answers 
on basic questions formulated as research problems. Perception of the benefits of 
the Internet depending on the company's activities is an important indicator 
which shows the justification of spending often significantly limited resources on 
this type of business support. Statistical testing has confirmed that the perceived 
benefit of the Internet on the business is directly related to on-line activity of the 
organisations.  

Based on the confirmed aspects we came to the conclusion that perceived benefit 
of the Internet on business is closely related to on-line activity of the companies 
and to the number of instruments the company uses to promote its business. 
Websites, e-shops, newsletters and profiles on domestic and foreign portals 
undoubtedly strengthen the identity of the organisation in virtual environment. A 
positive finding is that only 4.9 % of the companies do not use any form of 
business support on the Internet. Another key finding is that almost 90 % of the 
companies have their own website. We have assessed that a website as such is 
the basic pillar of virtual identity of the companies. Last but not least, we have 
investigated whether economic status of the users has an impact on their 
perception of the companies' use of social networks for promotional purposes.  

By means of statistical testing we have come to a conclusion that the perception 
of the companies' use of social networks for promotional purposes is related to 
the economic status of the user. The use of social networks has become almost 
daily part of the companies' business activities. The completed questionnaire 
survey showed that most companies either already have or plan to create a profile 
on one of the social networks. Therefore, it was important to analyse the 
perception of the use of this form of promotion within various economic groups 
of users. The investigation has shown that the perception of the use of these 
networks is quite different in individual economic groups. The similarity of 
behaviour of particular groups allows for more accurate targeting of on-line 
activity with respect to selected target markets. 
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