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ABSTRAKT

Czech abstract

Predmeétem této bakai&ké prace je zhodnoceni a navrzeni nového komémitka mixu v
jazykové Skole ABECEDA s.r.o. Prace je réletha na dv ¢asti: teoretickou a praktickou.
V teoretické ¢asti jsou popsana vychodiska pro formovani nastnmjarketingové
komunikace a jeji nasledné ¢enéni do marketingového mixu. V praktickésti jsou
nejdiive uvedeny obecné informace o spaolesti. Dale je uvedena analyza &asného
komunikaniho mixu s vyhodnocenim a navrzenim moznéseni, které je zapgebi pro

apravu prvk marketingové komunikace v dané spgolesti.

Kli¢ova slova:

MARKETINGOVA KOMUNIKACE, KOMUNIKA  CNi MIX, PROPAGACE,
REKLAMA, OSOBNi PRODEJ, VZTAHY S VE REJNOSTI, PODPORA
PRODEJE, PRIMY MARKETING

ABSTRACT

English abstract

The aim of the bachelor thesis is to analyze thestieg, and propose a new,
communications mix at the ABECEDA s.r.o. languagkosl. The work is divided into
two parts: the theoretical and the practical. Tineotetical part describes the resources
available for the formation of marketing communicat The beginning of the practical
part introduces the company on which subsequently aaalysis of the current
communications mix is based. In addition, an ew#dnaand final recommendations are
provided since it is important to attempt to impahe elements of the communications

mix.

Keywords:
Marketing communications, communications mix, prdom advertising, personal selling,

public relations, sales promotion, direct marketing
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INTRODUCTION

The aim of the bachelor thesis is to analyse th@nconications mix and to use the
findings for the improvement of elements of manmkgtcommunications in a particular
company. Given that marketing communication, alslbled promotion, forms one of the
four major elements of marketing mix, a companyusthgroperly organize the tools of its
communications mix in order to effectively incorpte promotion with the other three

elements of the marketing mix.

For the analysis, the author has chosen the laegsEwpol ABECEDA s.r.o. a specialist in
language education. The reason for this choiceaamgled in previous cooperation with
the company in the field of promotion, with a fooms the issue of advertising. As the
company is relatively young, the issue of marketings not contribute to the overall profit
in a significant way. Thus, in the thesis the aufintends to analyze the communications
mix of the year 2009 as well as produce a valualkbuation of the current condition of
the tools of promotion. Additionally, on the basisthe analysis will be proposed for the

improvement and possible implementation of the @bjes into the communications mix.

Robert Louis Stevenson once sai@véryone lives by selling somethihdKotler,
Armstrong, Saunders and Wong 1999, 846)

The author takes Mr. Stevenson’s words for grangsgecially in the present era, where
sales impact everyone’s lives. Marketing servgsrtwide reasons why to buy a product as
well as how to satisfy customers, and thereforeande sales. Given the language school
ABECEDA s.r.o. has a weak approach to marketing @manotion, the author expects
from the thesis to raise the importance of marketind especially integrated marketing
communications in the company and to increase thdribution of promotion to the

overall profit of the company and to increase sales

The thesis will be divided into theoretical and qbi@al parts, where the first part will

define the term marketing, its division and itsateln to marketing communication. The
later chapters will define the objectives of proimot elements of promotion and the main
promotional activities which will contribute toward better elaboration of the practical

part.
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The practical part will be elaborated upon the dasithe theoretical part. It will describe
the characteristics of the company, followed byaaalysis of marketing communications,
which will form the main part of the practical partd prepare a basis for recommendations

for the improvement of the current communications. m
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1 MARKETING

1.1 Development of marketing

It is believed that marketing developed in the BdiStates of America in the second half

of the twentieth century and was directed by thgom@onsumer goods companies such as
Heinz, Kellogg's, and Kodak. However, many authdate the roots of the development of

marketing at the turn of the nineteenth and twémtenturies and divide it into four eras:

* Production era: 1850s - 1920s

= Sales era: 1920s — 1950s

= Marketing Era: 1950s — present

» Relationship Marketing Era: 1990s

At the beginning of the twentieth century more amore companies entered the growing
marketplace and the level of competition put themposition where, in the desire to
become successful, they were forced to emphasgesgiveness in selling. The birth of
marketing came with an increase in the intensityashpetitive activity, more sophisticated
customers and a greater choice of products on taken Companies then turned to
anticipating and identifying their customers’ needsd to gearing up design and
production. (Dibb and Simpkin 2001)

Marketing emphasised the relationship with cust@ndihe main features of modern
marketing are satisfying customer needs and bgldaluable relationships. Perhaps, the
following simple definition expresses it most clgar‘Marketing means managing
markets to bring about exchanges for the purpossab$fying human needs and wants.”
(Kotler and Armstrong 1995, 15)

Peter Drucker, one of the gurus of modern busiti@a&ing provides perhaps one of the
most famous definitionsThe aim of marketing is to make selling superflsiolihe aim is
to know and to understand the customer so wellttieproduct or service fits him/her and
sells itself.” (Dibb and Simpkin 2001, 191)

Even though there are plenty of definitions avaddalm related literature, one has to
consider that marketing is not a science, themmisingle correct definition to undertaking

marketing. There are, however, certain common tkeme
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The most important of which are:
1) the ability to satisfy customers
2) the identification of favourable marketing oppoitigs
3) the need to create an edge over competitors
4) the capacity to make profits to enable a viablariifor the organization
5) that resources are utilized shrewdly to maximibeisiness’s market position
6) the aim to increase market share in priority tangatkets.
(Dibb and Simpkin 2001)

1.2 Marketing communication within the marketing mix

Since marketing is considered in the modern seitsés important to mention the
marketing mix, which is the essential “toolkit” fdre realization of marketing objectives.
(Kotler and Armstrong 1995, 15) Marketing mix iset of tactical tools that a company
can control, thereby setting up supply as it béstthe customer's needs in the target
market. Four basic tools serve as the steps whmbngany has to take in order to raise

demand for its product and are as follows:

=  Product
=  Price
=  Place

=  Promotion or Marketing communication

The importance of every marketing mix is that b# £lements are considered and used as
one unit and all the tools are interrelated anecaffeach other. Subsequently it can
effectively satisfy customer needs and fulfil timenpany’s marketing goals. (Marketingovy

mix - jeho rozbor, moznosti vyuziti a problémy, 8D0

According to Kotler, the right usage of the mankgtmix depends on which point of view
one takes. It is important to see the mix fromtbger’'s and not the seller’s point of view.
Then one can talk about the customer oriented rtiagkenix, where values shift from

process (P) to people (C).

= Place becomes Convenience
=  Price becomes Cost to the user
=  Promotion becomes Communication

» Product becomes Customer needs and wants (Markatik)g
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2 MARKETING COMMUNICATIONS

Marketing communications or ‘promotion’ is todayryamportant for the proper
functioning of marketing in companies. It is onetbé four essential tools of the
marketing mix, which, according to Kotler, consisfseverything the firm can do to

influence the demand for its product. (Kotler, Atroag, Saunders and Wong 1999)

2.1 Definition of marketing communications

According to Fill there is no general definition mfrketing communications; his opinion
is that ‘the origin of many definitions rests with a promaotl outlook where the purpose
was to use communications to persuade people toplagucts and services. The focus
was on products, one-way communications, and thexe a short-term perspective. In
addition to awareness and persuasions, new goall as developing understanding and
preference, reminding and reassuring customers weregnized as important aspects of
the communications effort. Marketing communicatigmevides added value, through

enhanced product and organizational symboligfill 2006, 468)

The author agrees with Fill, that there is no urgak definition; however, there are a

number of definitions which sum up everything netfite an accurate overall definition.

2.1.1 Type of the product market

The allocation of the communication mix differs ween the business to customer and
business to business markets. B2C marketers aeyndeed to spend more of the
resources on sales promotion and advertisementrea$tieB2B marketers devote their
attention to personal selling. Generally, pers@edling is used most often with expensive,
difficult or risky goods and in markets with few tblarge customers. Even though
advertising is used less on the market than pefrsetiang, it still plays an important role.
(Kotler and Keller 2007)

= Represents the company and its product or service

= Explains the innovations of the product or service

= ltis an effective way of generating opportunitiesthe sales department
= The printed form justifies the company and its jpicid

= Assures the customer in their buying decisions
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A trained sales department can contribute to the beefit of the company in three
ways:
= Creation of enthusiasm among customers
» Increased relationship with customers
= Key account management responsibility
(Kotler and Keller 2007)

2.1.2 Communication process

Once can distinguish two different aspects to thaeketing communication process, i.e. the
macro communication model and the micro commurocatnodel. In the past several
decades the leading type of marketing communicatias mass-marketing with its various
tools. It was about selling highly standardizeddoicts to masses of customers. Companies
developed effective mass-media techniques to atitesimn marketing strategies. However,
as the twenty-first century approached, marketingnagers faced new marketing
communication realities. The vast improvementsiformation technology opened up new
opportunities in communication. Additionally, theass market began to change from a
macro-oriented to a micro-oriented market. Thiswisy companies have shifted their
strategies from mass communication to building lgse customer relationships. This is
referred to as media and audience fragmentationoaga@hizations have developed fresh
combinations of the promotional mix in order toaleaheir audiences effectively. (Fill
2006)

2.1.3 Tools of marketing communications

“Marketing communication consists of a set of tothlat can be used in various
combinations and different genres of intensity ndeo to communicate with a target
audience.” (Fill 2006, 489) The promotional mix is made upsof major elements. The

advantages and disadvantages of the mix are dedarilihe table below.
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Table 1: Comparison of promotional elements
PERSONAL SALES DIRECT PUBLIC GUERILLA
SELLING ~ ADVERTISING  PROMOTION MARKETING RELATIONS WARKETING
Advantages Permits measure-  Reachesalarge  Produces an Generates an Creates a positive 15 low cost
ment of effective-  group of potential  immediate con- immediate attitude toward a
ness consumers fora  sumer response response product or com- Attracts attention
relatively low price pany because it is
Elicits an immedi-  per exposure Attracts aftention Covers a wide innovative
ate response and creates prod-  audience with tar-  Enhances credibil-
Allows strict con-  uct awareness geted advertising  ityofaproductor I less cluttered
Tailors the mes-  trol over the final company with competitors
sage to fit the message Mlows easy mea-  Allows complete, trying the same
customer surement of results  customized, per- thing
(an be adapted to sonal message
gither mass audi-  Provides short-
gnces or specific  term sales Produces measur-
audience segments  increases able resulis
Disadvantages  Relies aimost Doesnotpermit ~ Is nonpersonalin ~ Suffers from May not permit May not reach as
exclusively upon  fotally accurate nature image problem accurate measure-  many people
the ability of the ~ measurement of ment of effect on
salesperson results Is difficult fo dif- Involves a high sales If the tactics are
ferentiate from cost per reader too outrageous,
involves high cost  Usually cannot compefitors’ Invalves much they may offend
per contact close sales efforts Dapends on quality  effort directed some people
and accuracy of toward non-
mailing lists marketing-oriented

goals

2.2 Advertising

(Clow and Baack 2008)

Advertising forms the senior segment of the proomal mix and is often confused with

marketing itself. In fact, advertising is a tool pfomotion, one of the four tools of the

marketing mix. Kotler defines advertising ay paid form of non-personal presentation

of ideas, goods, or services by an identified spohgKotler, Armstrong, Saunders and

Wong 1999, 799). This definition can be applie@ny kind of product or service.

Advertising is the bare means of becoming succkskfuaises the awareness of the

company, product or service, as well as the interepotential customers. Furthermore, it

introduces the brand to the public, and persuabdesctistomer to buy the product or

service.

The following table shows the share of differentame of media advertising in the Czech

market. The figures in year 2009 are estimated.
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Table 2:Share of media advertising in Czech market

Year 2007 2008 2009
TV 10,75 11,49 8,39
Printed advertising 8,68 8,55 5,81
Internet 2,80 3,42 3,79
Outdoor advertising 2,75 2,91 2,47
Radio 2,27 2,27 1,93
Cinema 0,08 0,07 0,04
Total 27,33 28,71 22,43

(OMD: Reklamni vydaje v médiich letos s vyjimkouamntetu klesno2009)

The following table shows investment in advertisimgpercent, in the Czech market. The

figures in year 2009 are estimated.

Table 3: Investments in advertising in percent

Year 2007 2008 2009
TV 39,3% 40,0% 37,4%
Printed advertising 31,8% 29,8% 25,9%
Internet 10,2% 11,9% 16,9%
Outdoor advertising 10,1% 10,1% 11,0%
Radio 8,3% 7,9% 8,6%
Cinema 0,3% 0,2% 0,2%

(OMD: Reklamni vydaje v médiich letos s vyjimkouamntetu klesno2009)

2.2.1 The objectives and types of advertising

The objectives of advertising are closely connettetthe objectives of the IMC (integrated
marketing communication) strategy in that they deiee the form and objectives of
advertising. For the proper selection of the riglgments it is important to consider the
issue of positioning and target market togethehwitarketing mix elements since the
factors also determines the objectives. Additignathe final issue which influences the
objectives is the purpose of the advertisementleether it is to inform, persuade, or to

remind. (What is marketing)
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Informative advertising
Informative advertisement is used when launching meoducts or services onto the
market, at which time the company needs to infowtemtial customers and when the

company needs to stimulate a demand for partiquizducts.

Persuasive advertising
Persuasive advertisement is often transformeddoboparative advertising; its importance
increases in line with increased competition. Téledivity of the product is emphasized

in order to build selective demand.

Reminder advertising

The function of reminder advertising is simply temind customers that a particular
product or service is still available. The intentis to keep a company in touch with the
customer.

(Kotler, Armstrong, Saunders and Wong 1999)

In addition it is worth mentioning at this pointthlifference between Local and company

advertising.

Local advertising
Local advertising provides information on local letg and features such as opening hours,

where to shop, what to shop for and current spediefs at a particular outlet.

Company advertising

Company advertising focuses on the promotion of dbmpany’'s attitudes, activities,
characterization and public representation.

(Foret 2008)

Once a company has defined its objectives and lbasidered the purpose of the

advertising, then comes the stage of choosingigiheé media type.

2.2.2 Media
The media represents the tools of advertising; uinothe media, the objectives of
advertising are realized. For marketers it is \diffrcult to choose the right mix since the

number of different types of media and the instmiseavailable are already high and
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continue to increase. Kotler defines six major ggu.e. broadcasting, print, outdoor, new

media, in-store, and other medide author would suggest a further group i.e. sledt;

which in the form of the internet is increasingtémms of impact and has a great deal of

potential for the future. (Kotler and Armstrong B0

None of the above can be considered the ideal kechithe most effective approach

involves knowing the advantages and disadvantafesah group in order to combine

them and thus establish the right promotional mix.

Table 4: Comparison of the main advertising medialternatives

MEDIA OUTLET

ADVANTAGES

DISADVANTAGES

Broadcast

Network television

mass coverage, repetition,
flexibility, prestige, short one
contact costs

high cost per one advertisement,

temporary message, public
distract, lack of selectivity

Cable television

same strengths as network TY, same disadvantages as netwo
less market coverage since npt TV, although cable TV ads arg

every viewer is a cable
subscriber

considerably more targeted tQ
specific viewer segments

immediacy, low cost,

short life span, highly

Radio flexibility, targeted audience, fragmented audience, low
mobility, high segmentation attention, poor wide range
Print
tailored to individual
communities, ability to refer | short life span, clutter, internet
Newspapers e .
back to ads, flexibility, competition,
reliability, wide range of publig
high market segmentation,
. target audience interest, qualit o .
Magazines . g . q . y lack of flexibility, high costs
image reproduction, long life,
prestige
quick, visual communication of
simple ideas, link to local goods |, . .
. . brief exposure, environmental
Outdoor and services, repetition, low .
. concerns, simple message
costs on one contact, wide
range and frequency
selectivity, intense coverage, . :
speed, flexibility, opportunity to high cost, consumer resistanc
Direct malil peec, Y, OPP Y dependence on effective mailin

convey complete information
personalization

list

g
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Interactive
o . clutter, constrains when buying
use of creativity, immediately] . .
. . the advertise space and time
online, easy to customer interest
Internet only for computer users, short

ofthe web pages, measurement .\ i difficult to keep the

of the feedback .
customer attention

(Boone and Kurtz 2006)

Printed media
The two major types of media included in this class newspapers and magazines. Their
main advantage is that people are in contact withrhedia almost daily; for some reading

is a daily habit. This media features the writtesrdvand pictures.

Broadcast media
This media is clearly younger than print media; itein vehicles are television and radio.
The main advantage is its accessibility; it canec@/ mass audience for relatively low cost

per target reached.

Outdoor media

This segment consists of three major types, i.eeestfurniture (bus shelters etc.),
billboards and transit (underground, buses ands)ati is considered to be a secondary
media vehicle which effectively complements and pgufs the message provided by

primary media sources (print and broadcast).

In-store media
In-store media is used in order to direct the skopmttention towards making a purchase.
The major contributors are point-of-purchase anckaging both of which can easily be

controlled by either the retailer or the manufaetur

Ambient media

This type of media is one of the younger types @piesents a non-traditional alternative
to outdoor media.

(Fill 1994)
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2.2.3 Measuring advertising effectiveness

Measuring the effectiveness of advertising is asemrsal part of any marketing plan.
Managers need to know how successful their investnmeadvertising is. There are two
types of research which can provide the necessoymation:

Media research— measures how a particular media delivers thesagesto the audience.
This is carried out by specialized research firms.

Message research measures customer reaction to an advertisedagessvo approaches

can be employed — pre-testing and post-testingoriB@nd Kurtz 2006)

2.3 Public Relations

“Public Relations are defined as 'the deliberatanpled and sustained effort to establish
and maintain mutual understanding between an ogion and its publics' (Institute of
Public Relations}). (Solomon, Marshall and Stuart 2006) PR is baseddigh level of
credibility, targeting perspective customers andhhghting the company, product or
service and is realized in the form of new storfestures, sponsorship and events. A
combined campaign including PR and other promotietements can be very effective

and, what is more important, very economical. (&o#nd Armstrong 2006)

The motto of Public Relations isDo something good and then spread i(Solomon,
Marshall and Stuart 2006, 407)

The aim of PR can be divided into five points:
= The identification of internal and external stakidleos
= An evaluation of the firm’s reputation
= An audit of the company’s social responsibility
= The formation of a positive image of the company
= Defending the company’s image

(Belch G. and Belch M. 2003)

2.3.1 The identification of internal and external stakehdders

Stakeholders create a network of persons who aeated towards supporting the focus
organization through added-value processes. Stiehgroups and stakeholders are
people in contact with a company. They are noticsta¢cause new stakeholders can

emerge in response to changes in the environnfoiorfion, Marshall and Stuart 2006)
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At the point of communication with stakeholdersg ttonsistency of the PR strategy as
well as the marketing communication strategy arel cbmpany’s image are of prime
importance. The overall message should be the sameaning but should differ in terms
of the expectations of the different stakeholdeugs. Furthermore, the PR department is
responsible for monitoring the environment, changesopinions, and threats from
stakeholders. Stakeholders can be divided into gnaups; i.e. internal and external.
(Kotler and Armstrong 2006)

» Internal stakeholders

Internal stakeholders consist of employees of threpany, and shareholders. Employees
form a prominent communication channel because Hrguments are more valuable than
the overall company’s arguments. Therefore thetioglship between a company and its

employees is crucial and should be based on int@ndegroper communication. The aim

of PR activity with regard internal stakeholdersagpresent the marketing communication

strategy to such stakeholders and to ensure teatdmpany and its members are able to
follow that policy. If a company advertises an id#een it should be able to deliver that

message to its customers. (Belch G. and Belch B3P0

= External stakeholders

External stakeholders consist of media, organimatiand communities, financial
communities, government, and groups with specifterests. Given that a company has
minimal power to control the external stakeholdetbjective and objective information
about a company, importance should be attachedreading positive information on the
company and quickly reacting on the negative pulior publicly evaluated opinions.
Events such as articles in newspapers or an ietgrwith a company employee during a
social occasion gives a company an opportunityuitdka positive image or to limit the
impact of possible negative information in the pubhrena. Examples of external
stakeholders are financial groups, customers, arghons and communities, media and
government. (Belch G. and Belch M. 2003)

2.3.2 Evaluation of a firm’s reputation
A company’'s reputation is very valuable but alsagfie. A well constructed company
brand, name and identity can considerably increases under regular conditions as well

as save the company in a crisis. Reputation is afnéhe aspects which a potential
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consumer or investor considers before doing businasaddition, it is very ineffective to

apply a PR programme if a company is not awaretofraputation in the eyes of its
customers and the general public. Consequently anomag should employ a person who
will be responsible for collecting, researching amdnitoring information about the

company’s reputation and who is competent to seleetof the options outlined below.

(Kotler, Armstrong, Saunders and Wong 1999)

2.3.3 Audit of a company’s social responsibility

This generally expresses the notion that compaimesyder to maintain their positive
reputation and image, should remain socially resipdg By which we understand the
commitment of the organization to behave ethicaltgl to react to society’'s needs. The
company’s social responsibility audit usually inves a team of managers in cooperation
with the managers of particular departments. Thpgae of the audit is to ensure that a
company has clearly stated its ethical policies trad it will provide a service for its

stakeholders as well as general public. (Boonekamtz 2006)

2.3.4 Formation of company’s positive image

This can be achieved using two marketing strataggesause-related marketing and green
marketing both of which are intended to attractitpees attention to the organization and
present it as a solid partner thus; contributingati@s social responsibility. (Belch G. and
Belch M. 2003)

2.3.5 Defending the company’s image using damage control

One of the most important functions of public nelas is damage control, i.e. reacting to
negative events caused by the company, the dissaiign of customers or negative
publicity. Negative publicity spread either via theedia, or by word-of-mouth and can
destroy the company’'s image very quickly; even wiseich publicity is based on a
misunderstanding. Defending the company’s imagehegpen in two ways, i.e. by using a

proactive strategy and a reactive strategy. (Bélcand Belch M. 2003)

2.4 Publicity
Publicity is often related to public relations, batthe author’'s opinion it is important to
devote greater attention to this element becaubkcpiy can have strong positive and also

negative effects on a company and its productd.cAss E. Boone mentiongPublicity is
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the most direct aspect of public relations relategoromoting a firm’s products. It is the
non-personal stimulation of demand for a good, isetv place, idea, person, or
organization by the unpaid placement of significaetvs regarding the product in a print
or broadcast medium.(Boone and Kurtz 2006, 840)

Although it seems that publicity is free of charties is misleading because a company has
to finance the costs invested in the creation & plublicity such as the salaries of

marketers, printing and mailing costs, and othkxted expenses, however, it is a method
with the highest effect as mr. Kocina mentiorBublicity is the least expensive and most

powerful way to promote your produc{Your Product in the News, 2010)

2.5 Sponsorship

Sponsorship has recently become closely connedtadchawvertising. As Belch claims:
“Under a sponsorship arrangement, an advertiser @esu responsibility for the
production and usually the content of the prograsnneell as the advertising that appears
within it.” (Belch G. and Belch M. 2003, 368)

There are several reasons for a company to spar@@gramme. The major reasons
include enhancing the image of a company and @dymts, and capitalizing on the

prestige of a high-quality programme.

The advantage of sponsoring TV programmes is irothimng and influencing the
commercials during a show. The sponsor decidesuh#er, placement and content of the
commercial. Sponsorship of TV shows is mainly useén a company launches a new
product onto the market because they can advamidentroduce their product during a TV

show. The audience connects the advertised predtich positive experience.

The disadvantage of sponsorship is that if a compants control over the commercials,
then it has to invest highly. Therefore this siggtiss employed by larger and more

developed companies.

Not only the sponsoring of TV programmes duringm@itime can provide benefits; a
further commonly used method, i.e. “participatiqprovides users with greater flexibility

than sole sponsorship permits. Participants caadmast a certain programme once or
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several times on a regular or irregular basis amaontrol the advertisingBelch G. and
Belch M. 2003)

2.6 Personal selling

Personal selling is another tool of marketing comization. It is probably the closest tool

to the general public.

2.6.1 Personal selling process

Personal sales represent an intrapersonal wayrmofemication between the sales person
and the customer. It is considered as the mosttefiemethod of the communication mix
due to two-way communicatiofBelch G. and Belch M. 2003) The advantage of #iess
promotion is the building of a personal relatiopsibetween the sales person and the
customer. It is beneficial for both sides. The oostr acquires all the necessary
information about a product or service from theesgberson who helps the customer to
satisfy his/her needs; and expects to gain valueetarn. Personal selling is highly
recommended in communications with key custom{@ww and Baack 2008)Ithough it

is such a beneficial tool, it is considered to e of the most expensive per costs of a
meeting.(Belch G. and Belch M. 2003)

2.6.2 Personal selling objectives
According to sales and marketing management ther¢ghaee major categories to classify

sales force.

1) Order taking
2) Creative selling
3) Missionary sales
(Belch G. and Belch M. 2003)

In addition to this major selection, there are fiwere basic responsibilities to differentiate

the abilities of the sales force:

Prospecting
Is the process of locating new customers. For patgde it is crucial to determine and
differentiate new potential customers (leads), andtomers who are searching for a

product or service (prospects).
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Determining customers’ needs and wants
The sales person’s duty is to gather as much irdbom on the prospect and determine
his/her needs. The approach is personal, professamu should persuade the customer to

make a purchase decision.

Recommending customer
In this stage the salesperson advises the custdteéshe should recommend a possible

solution and provide all the necessary informatdrch the customer lacked.

Demonstrating the capabilities of a company or prodct
Based on the corporate image shown in advertisesvaard other promotional tools, the

sales person should present the company’s prodpebdities.

Closing the sale
Is probably the most important and also most diffictep for a salesperson. Not every
salesperson is able to take that final, most ingpdrstep, a deal.

(Kotler, Armstrong, Saunders and Wong 1999)

2.6.3 Advantages and disadvantages of personal selling

In the author’s opinion the importance of persaeling is when it comes to negotiation
of a bigger deal. Companies whose business syséeenbased on such conditions take
advantage of personal sales. However, in otheritond it has its drawbacks. The next

paragraphs describe the advantages and disadvamtiqgersonal selling.

Advantages of personal selling

=  Two-way interaction — any problems can be immedjatelved

= Tailoring of the message — precise presentation deiiyery of a message to the
customer

= Lack of distraction

= Involvement in the decision — the salesperson besaapartner for the customer who
relies on him/her

= Source of research information — collection of imfation on competitors and beating
their offers
(Belch G. and Belch M. 2003)
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Disadvantages of personal selling

* Inconsistent messages — communication confusiomdaet the marketing department
and sales force. The message cannot be fully detive

= Sales force/management conflict — is likely to F@ppvhen a failure occurs. It is
usually a problem of communication

= High cost — the most expensive tool per numbeafdted persons

= Poor reach — cannot reach mass audiences as aohgeroor other forms of
communication can

= Potential ethical problems
(Belch G. and Belch M. 2003)

2.7 Sales promotion

The purpose of sales promotion is to attract nestarners. Three types of categories are
identified, i.e. consumers of the product categtoyal users of another brand, and users
who frequently switch brands. The very last grouprand switchers — is the group on
which sales promotions target because brand sw#dbek mostly for low prices or good
value products. They do not require brand loyatigeed this is not the function of sales
promotions. Sale promotions inform the customeralaodiscount or a value added to a
product and mostly serve as a tool with short-rifiecéveness. Sales promotion consists
of short-term incentives to encourage the purchaseales of a product or service.”
(Kotler, Armstrong, Saunders and Wong 1999, 818)

Given this definition, it is common to use salesrpotion when a company requires an
immediate increase in sales. Therefore the authwsiders this tool as the most effective
in the short run. It uses incentives in order tadpforward products. It targets mainly four

groups - retailers and wholesalers, business cesggymmembers of the sales force and final
customers. (Dibb and Simkin 2001)

2.7.1 Sales promotion tools
First of all, it is important to define three greaupnd mention on which category they

target.
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Table 5: Targets of the three groups

Sales force

Consumer

Trade or Retailer

coupons, vouchers,
commissions, competitiong
free gifts, bonus scheme

demonstrations, events,
5, reduced-price pack, money
back guarantees, coupon
voucher with cash value,
Premiums- free with pack

free on-pack, free mail-in

credit, free services,
training, free samples,
trade-in offers, sale on
return, loyalty bonuses,
range bonuses, collector
series

(What is marketing)

Both consumer and trade related groups are verylyeasntrollable either by

manufacturers or wholesalers and retailers. Astiersales force the author finds sales

contests particularly interestinfiThe sales contest is a contest for salespeopldealers

to urge their sales force to increase their effat®r a given period’and is also called an

'incentive programme' because the aim of the cbméeto motivate the performers or

employees to achieve better results. The motivatityols consist of trips, cash prizes or

other gifts. The sales contest reaches its effeigéigs when all the employees see an equal

chance to win. Otherwise they will not have a drale and the whole contest loses its

value. (Boone and Kurtz 2006)
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Table 6: Permitted and forbidden sales promotion tools in Etopean countries

UK IRL Spa Ger ¥ Dy Beu No Por Imta Gre Lux Aus BN Nor Swe Swir Rus Hun Oz
On-pack price cut Y Y Y N Y Y Y Y Y Y i Y Ve Y Ve Y. .
Branded offers Y Y Y Y ? N Y Y Y N ? ? E ) W oY Y
In-pack premiums Y Y Y ¢ # ¥ R RN Y N 2 ¥ N S R s
Multi-buy offers RS A St D 2 ¥ ¥ ¥ ¥ N sl TRy R R R Y
Extra product Y YA L P Y X X Y 2 Vi Y ? TR S Y
Free product R R S S R R Y VU N ¥ S Y ol R O
Re-use pack ¥ ik RE Y b iy el B ¥ Y Y N £ v kg o Y bd Y
Free mail-ins ¥ X il SN S Y VR R ? ¥ Y T R T
With-purchase ¥ s gt Sl i EL? T N Pl OO N R R
X-product offers wg e Ll Y S NP ¥ ¥ ¥ N PRGN 20T R
Collector devices Y Y R W A Yo it i N Ni 20 NS DN o e Y
Competitions N X Y i Y ¢? ¥ ¥ X ? U Y VY
Self-liquidators Y Y Y Y. ¥ Y Y 2 Y ¥ ¥ N ¥ e Y X NeYE Y Y
Free draws YooY, G AR N N Y N N Y N N NSRS Y
Share-outs ¥ X N N 2 N NN Y Ry N A N NS Y
Sweep/lottery 2 7 ? e ) R S £ N ES e ER i S
Cash-offvouchers Y Y Y N Y 7 Nl e S ? v P 2N P N e R
Cash off purchase Y Y Y N Y N ¥ Y Y N N = NG NV
Clash back b Y Einh Y T =¥ Yy N Y N : : ? S A R
In-store demos Y Y b Fif Y Y b4 Y Y Y) bl Y Y 11 Y iy Y 7

(Kotler, Armstrong,Saunders and Wong 1999)
Y- permitted
N — forbidden

? —under certain conditions

Sales force and consumer related tools are similsome senses, but business promotional
tools differ. The aim of business tools is geherate business leads, stimulate purchases,
reward customers and motivate salespeopléiis group includes almost the same tools as
those which are consumer and trade related buiradiade a form of promotion which the
previous groups do not contain. The following linkescribe the characteristics of trade
shows. This type is, however, mostly used by congsaselling to the industry. (Belch G.
and Belch M. 2003)

2.7.2 Sales promotion objectives

The particular objectives of Sales promotion diffgth the used instruments and target
group. Although the discounts from the product ncgshall attract the customer to buy
the product immediately, the programme of bonudesulg attract the customer to

particular products and create in the customerntiteon of the brand loyalty. (Podpora

prodeje v maloobchad 2009)
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As was mentioned above there are three groups swrspromotions, trade promotions

and sales force and bellow are listed the objegtive

Sellers may use consumer promotions to:

1) increase short-term sales

2) help build long-term market share

3) entice consumers to try a new product

4) lure consumers away from competitors' products

5) encourage consumers to load up on a mature product
6) hold and reward loyal customers.

(Kotler, Armstrong, Saunders and Wong 1999)

Objectives for trade promotionsinclude:

*= motivating retailers to carry new items and moreirtory

» inducing them to advertise the product and giveate shelf space
» persuading them to buy ahead.

(Kotler, Armstrong, Saunders and Wong 1999)

For the sales force, objectives may be to:
= promote more sales force support for current or pexducts
= stimulate salespeople to sign up new accounts.

(Kotler, Armstrong, Saunders and Wong 1999)

2.8 Direct marketing

Direct marketing is the fastest developing form mérketing communication. Belch
defines it as: & system of marketing by which organizations conicatms directly with
target customers to generate a response or trar@act his response may take the form of

an inquiry, a purchase, or even a votéBelch G. and Belch M. 2003, 463)

According to the view of mr. Sutherland the currerg moves to the era of experience then
the quality of a product. With the claim goes hamdhand a fact that 80% of us seek the
recommendation of common people then the opinioprofessional. (Direct marketing v
digitalnim wku, 2009)
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2.8.1 The Benefits of Direct Marketing

The benefits of direct marketing are on both thstmwmer and marketer sides. The
customer receives free information about a compangroduct without any waste of his
energy. Considering that home shopping is convérgrd hassle-free, it saves customers
time and introduces him/her to a larger selectibmerchandise. With a little effort they
can browse though mail catalogues and online shgpgervices and order directly what
they want. It can save the customer time spent satispeople because the information is
directly delivered to his home or can be easilyntbuOn the other hand marketers also
benefit. They can segment the targeted audieneatecismall groups or even individual
customers in order to deliver the message the mustwant to hear. (Kotler, Armstrong,
Saunders and Wong 1999)

This kind of customer oriented communication camganany forms of reaching its goals.
The major forms of direct marketing include facddoe selling, direct mail marketing,
catalogue marketing, telemarketing and direct-respdelevision (DRTV) marketing and

online shopping. (Kotler, Armstrong, Saunders anohg/1999)
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Il. ANALYSIS
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3 ANALYSIS OF COMMUNICATION MIX OF LANGUAGE
SCHOOL ABECEDA S.R.O.

3.1 Characterization of the company
ABECEDA s.r.o. has been a provider of language afilmt services since 2004. It is a

purely Czech company with two owners one of whonthis executive director. Two
employees work for the company full-time and aHart20 work as external employees,

usually working on self-employed trade licenses.

ABECEDA s.r.o. holds accreditation accorded by @zech Ministry of Education and is
an official provider of language education. Theaineés offered by the company can be

divided into three major fields: language courses)slation, and interpreting.

Language courses

The company offers education in eight world langasathe most popular of which consist
of English, German and Russian. The educationalesysemployed consists of eight
language levels with each level consisting of Z3dms. The different levels follow each

other up, thus providing study continuity.

Translation and Interpreting

The company provides both translation and intempgetservices in all the major
international languages and in any professioné ¢ activity. Additionally the company
provides correction services by native speakerssamdltaneous and legal interpretation

services.

Portfolio

TOP one-week intensive language courses
One-week language courses

Intensive weekend courses

Intensive afternoon courses

Individual language courses

Corporate language courses

Preparation courses for international examinations

Intensive holiday conversation courses
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English for children aged 3-15

Accredited language courses for school teachers

Marketing department

Until 2008 the company had a marketing departmehichvwas run by an internal

employee. The person was responsible for the coygpgmromotional strategy and

promotional campaigns. At that time, ABECEDA didtnese an external promotional

agency for the professional marketing of the compaBven though the language school
had a marketing department, there was no propeketiag strategy or communications

mix.

Decisions were made mostly on a spontaneous aadivet basis; the company was not
successful. Since the new director took up histipos the core focus of the marketing
department has completely changed. The directorsédimassumed responsibility for

marketing in the company.

Developing the marketing strategy

The process of developing a marketing strategyasetd on corporate objectives and the
corporate budget. On the basis of these two eleanémd director designs the marketing
strategy. Consegently, he consults on strategyhwthie methodologist and presents it to
the board. Once the strategy has been agreed, dimpany approaches an external

advertising agency in order to realize the objadtief the strategy.

In 2009 the company developed its marketing styateyd although they used several
marketing communication tools, an integrated comiations mix was not developed.
Marketing strategy decisions were made accordinghto company’s overall strategy,

promotional budget and market potential.

Objectives of the corporate strategy:
= To raise awareness of the language school in &itegion

= To establish a subsidiary in Ostrava and to ruguage courses there

Objectives of the marketing strategy:
= To promote its intensive courses in the Opava regio

= To arrange a nation-wide promotion of its one-wedénsive language courses



TBU in Zlin, Faculty of Humanities 36

= To raise general awareness of the company in Ogad@®strava

= To retain current customers and attract potentisiamners

Setting up the budget in 2009

According to the information obtained, calculationsre not made with respect to any
budget-creating method. The author would have sigdehat the budget be created on the
basis of the combination of two methods. The majoteria which influenced the

formation of the marketing budget for the year 20@9%e:

» the goals of marketing strategy
»= the economic situation of the company

= the amount of investment in marketing in the prasigear

The budget was proposed by the director of the emypHe determined a one-year budget
which was divided into 12 budget elements repraésgrihe 12 months of the year. The
decision-taking process assumed the importancel\drasement in particular periods of
time. ABECEDA determined the most crucial monthswhich it thought promotional
activities should be enhanced. Those months wepe®der, October, January and
February since they fall before the start of the teaching semesters. Eventually, a major
part of the promotional budget was spent on adsarient because the company

considered it crucial to raise the awareness ottmepany.
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4 COMMUNICATIONS MIX IN 2009

The following describes the communications mix &#09, which focuses mostly on
advertising, public relations, personal sellingd &ales promotion. In addition the spheres

of customers and direct marketing are described.

4.1 Advertising

Advertisement formed the major part of the commatns mix based upon the amount
of financial resources invested and the numberdokdising tools used in comparison
with the other tools in the communications mix. Thain focuses of the company were on

the internet and outdoor advertising.

4.1.1 Internet advertising
Internet communication formed the most powerfulatising of the communications mix

applied by ABECEDA. There were several activitisgdito support the company.

Presentations for web page search engines

The intention here was to figure in the top possiomf particular web search engines.
Therefore, ABECEDA established cooperation with theb providers Seznam and
Centrum. The company subscribed to the sectiond=ana Sklik (Pay for Click) provided
by both providers.

Key words at Firmy.cz
= |anguage school in Opava
» language school in Ostrava

= language school in Prague

This type of advertising was aimed at directingeptil customers to the web pages of

ABECEDA and at raising awareness of the company.

Key words for Sklik:
* English
 German

« intensive language courses
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Abeceda invested the major part of the promotidmadiget in those activities. The

subscription to Seznam and Centrum continues & dat

Own web pages
The company reorganized their pages to make theme mser-friendly and better
organized. They also added new forms of commumcatiith the customer: online tests

and online course application.

Banners
A minor part of the internet advertising consistédbanners on particular web pages. They
were placed on those dealing with language educatia education itself as well as sites

advertising restaurants in Opava. See www.menizkand www.educity.cz.

Internet advertising formed a powerful tool withire overall advertising mix. Altogether
220 238 CZK was invested in internet advertisindpe Tfollowing graph indicates a

significant preference for the web page Seznam theeother web page engines.

Figure 1: The structure of investment in CZK in internet advertising in 2009

15%_—
p
Eseznam
14%
M google
71% s centrum

(Internal source at the company)
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4.1.2 Printed advertising

Printed advertising consisted of advertising ireland national newspapers.

Newspapers and Magazines

According to a number of articles, print advertisiis a minor element of promotional
activities. However, the Abeceda language schoalsmall company and concentrated its
printed advertising on local newspapers and magaziit also published two articles

nationwide.

Newspaper advertising consisted of:

= Two articles in the national newspaper Hosgski& noviny before the start of new
semesters

»= Articles in the local newspaper Hlaska in the Opesgion before the start of new
semesters

= Alisting in the magazine Program which providdsgof activities etc. for the month

in the Opava and Ostrava areas

67 449 CZK was invested in printed advertising. gh@ph below shows the prominence

of spending with the nationwide Hospeskéé noviny over that with local newspapers.



TBU in Zlin, Faculty of Humanities 40

Figure 2: The structure of investment in CZK in printed advertising in 2009
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4.1.3 Radio and Television
As such elements are used in order to reach a awasnce and are very expensive, they

were not considered to be appropriate tools foreaaig the company's strategy.

4.1.4 Outdoor advertising

Outdoor advertising was an important part of thengany's advertising strategy. The
purpose of outdoor advertising was :

* to raise the awareness of the company in Opava

»= to become the number one language school in Opava

= to enhance the advertising of particular productttha best time (before the start of

each semester)

The company worked alongside an external graphaeepany which, on the basis of

information provided by Abeceda, created customagdoor tools.

Outdoor advertisement consisted of:
= Posters

= Flyers
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= Advertising boards
= Advertising canvases
= Billboards

Posters
Abeceda had four types of posters prepared withritemtion of distributing them in the

Opava and Ostrava areas.

Version no. 1

Posters were created to promote the language satbplosters were placed alongside the
main roads in Opava.

Version no. 2

Posters were created with the intention of attngctpotential customers for language
courses starting in September. They were postedraad advertising place around the city
of Opava

Version no. 3

Posters were aimed at promoting the company andcedly at attracting potential
customers to language courses in the city of Oatrav

Version no. 4

Posters were placed in municipal transport vehicie®pava. The content of the posters
was the same as the above mentioned: to raise megsrand attract potential customers to

language courses in Opava.

Other forms of outdoor advertising

»= Advertising boards
Abeceda had boards created which were hung in éréqd places in Opava and
Ostrava.

= Billboards
One billboard was placed on the main road leadioig fOpava to Ostrava.

= Citylight

123 425 CZK was invested in the outdoor advertisiagpaign. As the graph indicates,
the different forms of advertising were dividedargimilar segments. It is important to

mention that the section Posters contains alldbeersions mentioned above.
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Figure 3: The structure of investment in CZK in outdoor advetising in 2009
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4.2 Public Relations

As far as public relations is concerned, Abecedh it feel it necessary to design an
overall concept. According to the director, for #ntmmpanies it is of no advantage to
invest a high amount of financial resources in mdkstakeholders. The company should
rather focus on internal stakeholders. Abecedadddcagainst media communication and
instead created social and training programmestheir employees and main business
partners and sponsored sporting activities in tharavia region. The intention of the

company was to develop social contact betweemiigl@yees in order to unite them and

improve teamwork.

PR activities

= Sponsorship - of the Opava beach volleyball league
- of the Czech beach volleyball championship
- of the Abeceda ski cup

= Regular company activities - Abeceda party
- Qutdoor training workshop

- Winter workshop
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In addition, the company provides its customershvitie opportunity to evaluate the
company thus enhancing the quality of the servafésred by Abeceda. Customers can
anonymously add their remarks or complaints thraighfeedback list provided at the end

of each course.

4.3 Sales promotion

As was mentioned in the theoretical part of theiesales promotion tends to have only a
short-term effect on sales. Abeceda was aware ief @&hd took it into account when
building the promotional campaign. The majority aistomer-oriented promotion is

formed by flyers and sales incentives. The reshéat Direct mail and the other means.

Flyers
The purpose of the flyers was to attract the pakotistomers to the intensive language
courses and to raise the awareness of the compa@pava and Ostrava. Therefore the

two forms of flyers were created.

Two forms of flyers

= The first one was aimed at people with potentiddlgher incomes; flyers were
distributed in residential districts in Opava.

= The second was aimed at all potential customers tand the form of general
advertising of the company; flyers were distributedhe city centres of Opava and

Ostrava.

This type of advertising was introduced so as twaene promotion during the crucial time
before the start of new semesters. Campaigns \aegetéed at better off potential clients
using the postal service and other potential custsrm the form of personal distribution

and on-the-spot presentations.

Incentives

Examples are: discounts for regular customersse@odnt when ordering two courses at the
same time one course free when paying for 4 ondcwearses availability of payment
through SODEXO luncheon vouchers. Such incentieggsessent stable sales promotion
activities. They were not implemented in order wpgort advertising at crucial periods as

were the flyers.
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Direct mail
Direct mail attracts new customers inform existougtomers of new products in advance

promote the company and its main products

Abeceda used direct mail for the same purposeyassflto support advertising in certain
important periods. Mail was sent to both currerd potential customers. The author does
not agree with mailing potential customers becaiusan be considered to be spam, which

is illegal and can lead to legal proceedings.

Others
ABECEDA gave presents for regular customers ineihé of the semester as a gesture of
thanks. Another one is a product list, which wa®dpced and exhibited in the

headquarters of the company

At the end of each semester Abeceda acknowledgeclgtom from major firms by the
presentation of gifts. As for attracting potent@lstomers, Abeceda arranged for the
delivery of a product list with all the necessamjormation about the company and their

products and services.

Sales promotion did not form a powerful base onclwhhe company could raise sales.
Abeceda invested a marginal amount in comparisadhgé@amount invested in advertising.
The amount invested in sales promotion was 16 38R @hich represents investment in

flyers as well as incentives.

4.4 Direct marketing

As mentioned previously, the direct mailing techuggvas used. In addition, the company
introduced online registration and language leaeking which serves to help customers
gauge their starting language level. With onlingiseation customers effortlessly reserve a
place on a particular course without having to dgtleing else. Other forms of direct
marketing described in the theoretical part ofttresis were not considered useful for the

company.
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4.5 Personal sales

The director of Abeceda commented during the rebedPersonal sales is one of the
most effective and most expensive tools of comationc’ This business-creating tool is
managed at Abeceda by two specially trained saeplp, one for the Moravia region and

the second for the Prague region.

Their responsibilities include:

= active communication with the customer

= searching for potential customers (companies) disasexternal teachers
= reaction to advertising

» concentration on intensive and corporate courses

= corporate presentations

The salespeople’s skills are used especially fgotiation with bigger potential clients,
usually companies with foreign participation; buscafor actively searching for new

potential clients.

4.6 Customers

Abeceda does not have any specific group of cusnre any form of customer
segmentation. Their policies are directed towatds language education of companies
because they represent both a bigger business amhehlhigher numbers of students.
Simultaneously, Abeceda arranges courses for emldind young people as well as
regular, individuals interested in language edocafl he range of customers is wide and to

date the company has not implemented any custoegenentation procedure.

4.7 Competition

As Abeceda offers various types of courses withyiagr regional participation, major

competitors should be specified with respect tation.

Competitors in the Moravia region
= FAKTURM OPAVA
= Hello, s.r.o.

= Cloverleaf
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Nationwide competition
= Caledonian

= Student Agency

4.8 Total investments into the communications mix

In the following section presents three graphs tvisiet out the amount of money invested

in the promotional campaign as well as an evalaatigpreferred advertising tools.

Table 7: The structure of communications mix in 209

Communications mix Amount of investments
Personal selling 518 304

Advertising 427 442

Public Relation 95 340

Sales promotion 16 330

Total 1057 416

(Internal source of company)

Table 8: The investments in the tools of marketingommunications

Tools of marketing communications The amount of investments
Seznam 156 706
Hospodéské noviny 50 000
Posters 40 887
Centrum 33 201
Boards 36 749
Billboard 30 330
Google 30 331
Citylight 15 459
Hlaska 13 459
Incentives 8 880
Total investments in Czk 416 002

(Internal source of company)
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Measuring effectiveness

The following graph illustrates an evaluation of tidvertising tools used by Abeceda. The
figures are based on internal information fromldreyuage school. The graph describes the
types of advertising and the percentage of custenmdio bought a product or service on

the basis of that particular advertising tool.

Table 9: Rate of marketing communications tools

Tools of marketing communications Rate in %
Word of mouth 22
Seznam 21,5
Posters 14,5
Billboard 8,9
Program 7
Hlaska 5
Google 5
Flyers 5
Boards 4
Hospodé#ské noviny 3
Centrum 2
City light 2

(Internal source of company)

None of the types of advertising reached 25%; hewehe type of advertising which
attracted the most customers is an indirect fomrord of mouth — which is an almost free
form of advertising. This result suggests two apgiol he first is that ABECEDA profits
from positive publicity which is beneficial for ttempany. The second is that the
promotional campaign was poor and people did not@dhe promotional activities;

clearly improvements should be made. Whether tsedr the second is most accurate is a

guestion for proper evaluation.
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5 SUMMARY OF THE ANALYSIS

The aim of the analysis was to find out whetherdbmpany’s objectives and priorities
correspond to the theoretical findings. To brieflyn it up, the year 2009 was a
breakthrough for the company because it happenkd tbe first year when the leadership
emphasised the importance of a proper marketiatesty as a part of the overall corporate
strategy. Abeceda established a marketing departwitna skilled person responsible for
stating the objectives and selection of the propels to realize them. The range of the
tools was quite wide considering that it was tigt ftontrolled promotional campaign
arranged by Abeceda. It must be admired that thgeay tried to use almost all the
elements of the communicational mix, i.e. advargssales promotion, personal selling,

sales promotion and public relations concerningispoship.

5.1 Evaluation of the communicational activities

Position within the marketing mix

Promotion is an important element of marketing @eiy important for anyone producing a
product or service. Product, price and place fdimrharketing mix which is the basis of
marketing. To gain the highest efficiency from tbar elements, it is advised to integrate
the tools and to develop one organized unit; beh ez the elements must stand on its
own. The following evaluation of communicationsiaties designates the importance of

promotion within the marketing mix.

As it comes towards the end of the analysis, dgys difficult to produce a good-quality
evaluation. In some cases it is not even possthkxactly evaluate the particular activity
and Abeceda covered a wide range of promotionalites. Possible evaluation methods
differ and it is up to the marketer which one he/shooses. This particular evaluation is
based on the method of the questionnaire realiggddomarketing department of Abeceda

as well as the findings of the theoretical part.

5.2 Positive statement
However, the structure of the promotional campaigs based mostly on advertising; the
company did not forget to take care of its stakeéid. Nevertheless, the language school

introduced three major types of advertising, i¢einet, printed and outdoor. The internet
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promotion had its pros and cons. Accepting thabitered almost half of the promotional
budget, the return on investment should have beagn n the case of Seznam advertising
it showed a return because more than 20% of curkemts bought a product from
Abeceda on the basis of that advertisement. As mastioned in the analysis, the web
searcher provided two forms of advertising inclgdiap position in the section Firms and
Sklik (pay for click). From the author’s personaperience, the most effective key word in
the Firms section was “Language school Opava” arttie section Sklik it was “lintensive
language course”.

A further type of advertising which positively io#nced the structure of customers was
outdoor advertising. Abeceda based the promoticapaign in Opava on posters which
were distributed all over the town for two montrefdse the start of the new semester.
Simultaneously, the outdoor campaign was suppditeglacing a billboard on the most
frequented main road leading from Opava to Ostrawal by placing two advertising
boards, which had a similar function to the billlmhaon the highly-frequented main streets.
The investment in outdoor advertising was quitehhagd it can be considered to be the

form of advertising with the highest efficiency amdurn on investment.

Continuing with printed advertising, where partatipn was divided into two groups
according to the geographical focuses, i.e. nati@mal local, cooperation with local
newspapers and the magazine promoting the culpuogiramme for the following month
formed the cheaper option and eventually attraetecertain number of customers. In

contrast, nationally-focused promotion tends taiged differently.

Flyers proved to be an excellent tool in supportiomcal trade as well as in raising the
awareness of the company. Even though it was ttbst effective method, the costs

were marginal, and therefore the promotional cbatron high.

In terms of public relations it is worth mentionintge words of the director which
suggested that a small company should focus orentployees, their training and
satisfaction as well as the right means of comnaiidn with stable customers, then on
overall image and publicity. As has been said, tas done. Training courses for
employees where they improve team work and commatioit with customers. In addition,
once a year the Abeceda party takes place to wimgortant clients and the staff are

invited.
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5.3 Negative statement

As the promotional campaign consisted of many comaoations mix tools, a potential
problem which might arise is the transmission ofirmonsistent message. In the case of
Abeceda this happened on the scale of major segmétihe mix because certain types of

advertising promoted a different message to thersth

In addition to this inconsistency, which is diffitto measure, it is relevant to mention the
drawbacks of internet advertising. There was oameht which did not fulfil expectations,
i.e. advertising via the web searchers Google agatrGm. The promotional contribution
was very low; therefore it is better to invest ertimore into these searchers or save the
investment. If the investment into these searchnesghad been the same as in Seznam, it
would probably have attracted more clients, buhm foregoing conditions it was of little

value.

The same applies to printed advertising, wherestment in national advertising in the
newspaper Hospotkke noviny did not pay off because it did not attr@ny new clients.
The aim of this advertisement was to promote onekvirgtensive courses, but according to
the graphs shown above, the investment was oneedfighest and the return was one of
the lowest. Printed advertising is gradually beowvgrtaken by advertising on the internet

and this may well be the reason for the poor peréorce.

Concerning sales promotion, Abeceda would do veeihtprove and widen its portfolio.
Sales promotion only covered flyers, direct maild ancentives; a small part of the
company’s activities in this area. In addition, tfeztor of the inconsistent message
appeared in sales promotions because all the #utdaties supported a different product
and presented different ideas, and therefore didcreate one overall message for the

customer.
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5.4 Recommendations

This chapter presents recommendations how to ingpifoe contemporary communications

mix.
Internet advertising

Web pages

The internet is one of the most modern advertisimeglia and should form an essential
element of the communications mix. Through therimgé a customer can search for
information about a company, product, or servisewall as find contact details, and even
order a product directly. Additionally, the mediwwaves the customer’s time and puts the

business ahead of the rest.

Therefore the web site of the company should baistent, organized, user-friendly, and
offer the opportunity to shop or to at least registnline. In the case of Abeceda, it brings
the author to suggest that its web site improvemime first impression of the current web
page is one of disorganization, with too much infation, and without the opportunity to
log on as a regular, stable customer and shop enAs the web page represents and
creates the image of a company, the author suggekising the amount of information, to
organize the web page in order to create greatdoier satisfaction, and to upgrade the

registration system with the opportunity for onlsteopping.

Presentations for web page search engines

Accepting improved web pages, the question of ptorgdhe web page and the company
arises. The author definitely agrees with the itmest in the advertisement on the web
searcher Seznam, despite its being the most exgensttracted many new customers to
the company. The position in the section Firms &hbe kept at the same level, however a
change should be made in the selection of key-wstated in the section Sklik. According

to personal experience, only one key-word out efttiree figure on the first page of the
search list. In this case, improvements could bdaria the form of refreshing the key-

words, updating them and possibly investing moreneyoin order to appear in the top

positions. Furthermore cooperation with Google &whtrum seems to have no effect,
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therefore it can be assumed that they should bedalb@d and the money saved be

invested in a different means of promotion, forrapée radio promotion.

Radio and TV

These tools represent mass media communicatiormewhe advantage lies in the size of
the targeted audience. There is no other form ekriding which can address more
potential customers than Radio and TV. On the dtlaed, it is one of the most expensive
tools of the communications mix. Radio advertisisgommon for expanding into a new
market when a company already has a little presémee. This is exactly the case of
Abeceda, which successfully fulfiled one of itsjexiives, to establish a subsidiary in
Ostrava. If the company wants to maintain or imprag position in Ostrava, it should

promote its services. Since Ostrava is a much biggethan Opava, it requires a different
approach to promotion. In this case it would beewis invest in promotion via mass

communication, such as radio. Abeceda already ham&act, supervising the main radio
stations in the Czech Republic, which could be usetkgotiate radio advertising. In order
to arrange a successful campaign it is necessaygport radio advertising with another

promotional element, such as outdoor advertising.

Outdoor advertising

Outdoor advertising was successful in reachingornets in Opava, and partially in
Ostrava. This success can be seen in the congisbértbe advertising. There were three
different tools employed which together informedeqmdial customers about the language
school and its products. As it proved its effeatiess, the core idea should remain the
same. However, today, Abeceda stands in a diffgresition in the market of Opava and
its objectives have changed, so some of the aeBvitould be omitted and the saved
money invested in a different form of advertisimga different location. In the case of
Opava, the author suggests maintaining advertigsigg posters along the main roads,
advertising boards, canvases and posters in thdcipahtransport as well as in bus
stations. Additionally, billboards should not bsed in Opava, but, to support expansion in
a new market, should be placed in Ostrava wittptieéerred location being the main street
leading to Opava. Furthermore, the posters in nip@i¢ransport vehicles and bus stations
could be adopted in Ostrava too as well as theeppsiong the main street in the location

of the company and along the street leading to @p@ynce more it is important to stress
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the importance of the integrity and content of tedivered message within individual

advertising elements as well as the whole commtioitgmix.

Sales promotion

The current situation with sales promotion is catiin Abeceda. In the last year there were
almost no sales promotions except flyers, discoantssome incentives. This is a field in
which Abeceda should work hard. There is no comesietween the sales promotion
activities and the internet advertising. For examphe discount and special offers
advertised by any mean of advertisement, shoulgrésent at the web pages. In the case of
attracting customers, Abeceda already offers distsofor stable customers or for large
contracts. Those discounts should be mailed tcenticustomers regularly. It is a cheap
form of advertising and could potentially bring tareers back to the company again.
Simultaneously, discounts should be visible onwed pages in order to attract potential
customers. In addition to discounts, the givinggdts should be exploited further. As
Abeceda has a wide range of bilingual books, theylcc be added as a present when
buying a course before a certain date.

In the last year or two sales promotion consisteflyers distributed by two temporary
workers in the centres of Opava and Ostrava. Umfately, the company did not
undertake an evaluation, so effectiveness is hamketermine; however, the costs of the
flyers and their distribution is marginal, so flgeshould be used to complement the

promotional campaigns in Opava and Ostrava.

Personal sales

Personal sales represent the most effective forseltihg and promoting at Abeceda. As
the language school negotiates and provides eduehtservices for companies and their
employees, it is important for Abeceda to emplaynged professionals in that field. As was
mentioned, there are two sales people working & dbmpany, one for the region of
Prague and the second for the Moravia region. Bbthem are skilled in the profession of
creating business. In the current conditions thapany is satisfied with their work. In the
future the author would recommend training the sgleople and the whole staff to
improve their communications skills as well as totivate sales people in the form of

financial incentives or certain types of advantadges evaluate the work of the staff, the
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director or person responsible could pretend ta bastomer and demand a certain type of

information in order to check the level of commuation.

Public Relations

According to the table “The rate of the tools ofrtounications mix”, the first place goes
to publicity. It is a form of indirect marketing, here the advertisement, or a certain
message connected with a company or product, &addrom person to person and creates
conscious and unconscious forms of advertisingeHters important to mention that the
message could be either positive or negative. & dhse of Abeceda it is fortunately
positive and according to the ranking also verjuenitial and beneficial for the company.
Positive publicity is based on the quality of seevas well as the friendly attitude of the
employees provided by the school. In any case trmpany should develop a secure
strategy in case the situation changes. The syratleguld be quickly applied and clarify
any negative speculation. It could be realizechanform of articles in local newspapers, a

statement on the web pages, or by direct mail stocoers.

In addition to publicity, Abeceda has developed ragpamme for its customers and
employees in order to maintain the customer badeeaieve the stress of employees; once
a year an event is organized where the largestmmucustomers meet the employees of the
company. This is definitely beneficial for the caany because customers perceive it as a
gesture of thanks. Furthermore, training courseswarkshops are provided for employees
before the start of each semester to improve paltsiiils and clarify the objectives of the

company.

Feedback

ABECEDA gets a regular feedback in the end of esaimester. It is realized through a
questionnaire concerning questions about the aatish of the provided services and also
gives customers the opportunity to advice or predastatement concerning the company.
As the director of the company mentions, ABECED/Aslmot take the advantage of the
evaluation, it is a field of improvement. In theseaof the evaluation of promotional
elements such as advertising, the author wouldmewend to hire an external and

professional agency to ensure a proper evaluasianique.
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CONCLUSION

The aim of the bachelor thesis was to analyse dmenwnications mix and to use the
findings for the improvement of elements of mamkgtcommunications in ABECEDA
s.r.o. Communication, in marketing terminology, dsset of processes important for

influencing the customers’ behaviour on the magkat maintaining the sales of a product.

The author has compiled a bibliography of sevestdvant titles and internet websites,
which significantly contributed to the formation tfe theoretical part of the bachelor
thesis. The theory handles the major elementsettdmmunications mix, its objectives,
tools, and required information for the elaboratmithe practical part of the bachelor

thesis.

The practical part begins with the introductiontleé company, its sphere of action, and
major competitors; and consequently uses the fgedfrom an interview with the director
of the company, the internal information of the gamy, and the knowledge described in
the theoretical part in order to apply them ondhalysis of the communications mix in the
language school ABECEDA s.r.o. The analysis dessrithe situation of the marketing

communication in the year 2009 and answers thehipotheses stated in the introduction.

The hypothesis number one - The language school GEHEA does not evaluate the
communication activities — is, on the basis of theerview with the director of the
company, disproved. Although ABECEDA partially doesaluate its activities, the
evaluation cannot be considered as objective bectdus a complex evaluation of the

provided services, not the evaluation of the proomatl activities.

In the case of the hypothesis number two - the comcations mix is based on advertising
- the claim can be disproved. The other elementmafketing communication such as
public relation or sales promotion influence thenpany. Sales promotion is the most
important one of the promotional elements as it @sakiost business deals among the
other elements; and public relation care aboutghed name of the company, which
according to the table “Rate of the tools of comioations mix” forms an effective

advertisement.

In the end, a summary of the thesis is given, vold by a recommendation for the

possible improvements of the current communicatimis The author proposed several
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suggestions to emphasize the importance of the ehagkcommunication and marketing
in the company. Whether it influences the salesngatter of the marketing department and

the management of the language school ABECEDA.s.r.0
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