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ABSTRAKT

V mé bakal#ské praci se zabyvam internetovym marketingem. ké&eje rozélena na
teoretickou a analytickodast. V teoretick&asti blize rozebiram internetovy marketing
jako takovy,reSim také otazku SEO optimalizace a internetovyathodi. V analytické

casti se zabyvam organizaci SOS electronic s.r.o.
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ABSTRACT

In my bachelor thesis | am dealing with the Intémmarketing. The thesis is divided into
the theoretical and analytical part. In the thaoatfpart | examine Internet marketing into
more details, also solve the question of SEO opttion and e-shops. In the analytical

part | deal with the company SOS electronic s.r.o.
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INTRODUCTION

Internet. Even small children know it. It is reatpmmon thing nowadays. We can not
imagine life without it. Somebody uses internetfiom, somebody for job... But it is true,
that we rely more and more on the Internet thaonwrbrains...

Doing business through the Internet is also comthomg. Nothing special.

Has the Internet still got something new for us™ ¥me even something more?

In this thesis we can read some information ridiiua the internet. More exactly about
marketing on the internet. Because we can seeth@anternet is really useful in that field.
In theoretical part we can read something aboutlrternet itself, its history and basic
facts. Also about internet marketing, its typesidsi and advantages in comparison with
classic marketing. Something about Google Analy®tsO optimization. You can also get
to know how to be successful in online marketingirCe-shopping.

In practical part you can read about SOS electromimepany and its promotion.
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THEORY
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1 INTERNET
On the Internet is really important to be seeneesl find. (Fox 2011, 8)

The Internet is really powerful. Every month alleovthe world is done 131 billion
searchings — it means 29 million of new searchengsy minute! (Fox 2011, 11)

Also readers shift ahead. They read now more orditieles than printed ones. Online
articles are in real time, no with delay on thetréay like printed articles. (Fox 2011, 13)
With the development of the internet there was aewelopment of promotion. Online

advertising became appear. (Fox 2011, 19)

1.1 History of the internet

Beginnings of the internet are in the end of 6@isthe USA. It was created for army
purposes. The main service was electronic post#kiD02, 11-12)

ARPANET network arose in the year 1969. Today ésdfficial begin of the internet.
(Sedl&ek 2006, 18)

In the year 1989 in Switzerland Tim Berners Leé lbase for www pages. But all was
really expensive.

At the beginning of 90’s the first commercial com@s are established.

The first Czech servers are from the years 1994.1@Qiba 2002, 11-12)

More in detail in our country. Between the year91:9995 was the phase of academics.
No commerce. Then 1996-1999 popularization of mgerMost of companies create own
presentations on web. Some of houses. 1999-andinteggation.

(Stuchlik and Dvitgcek 2000, 21)

1.2 Development of search engines

When the internet started, directories were madewually and were selected into
categories. People got simply everywhere where tieeg and want to visit. Then the era
of web spiders came. Or of the web robots. Theyevpeogrammes coming through links
and added them into the list. (Fox 2011, 119)

Today’s search engines are mostly automatic. Theget by algorithms, how to reach the
good position. But we can also find directoriesuathd manually by people or meta search

engines, which process the results of other seargmes. (Fox 2011, 121-122)
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1.3 PageRank
PageRank was the algorithm from Google. It is frima year 1998. It was really big
progress. It was automatic cataloguing and evalgatif web pages — which are more

popular and which are more useful. (Fox 2011, 120)

1.4 Examples of search engines
Here are some search engines, Czech and also abread
seznam.cz google.cz google.com yahoo.com bing.cekic@n cuil.com centrum.cz

business.com hakia.com (Janouch 2010, 50)

1.5 Website
Website is the collection of webpages. You are gisigperlinks. We know internal and
external hyperlinks. (Packer 2008, 50)

1.5.1 Types of websites
We know several types of websites. Squeeze patgs page or letter, blogs, continuity
websites or membership subscription, informati@mddrochure websites.

(Levinson, Meyerson and Scarborough 2008, 36)

1.6 HTML code

Hyperlinks are HTML code. You can jump from one @ag another one. HTML is coding
language. This abbreviation means Hypertext Markkampguage. Other languages are for
example SHTML, XML, XHTML, Java etc. (Packer 20G8)

1.7 Types of businesses on the internet
B2B and B2C. Business to Business and Businesotsuiner. The first one is business
between companies, producers or salespersons. €boad one is when companies sell

something to customers. This kind of e-shop istlest common. (Blazkova 2005, 103)

1.8 Novelty

And some news from the world of the internet?

For example Urbanspoon. Have you ever heard ablit is automaton boundary iPhone
application. You have got it in your telephone avtten you shake with your phone, this

application locates where you are and offers ybst @f near restaurant. (Fox 2011, 212)
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And what about Shazam? It is also iPhone applisaiidhen you hold your phone in front

of loud speaker, it determines the current songx @011, 212)



TBU in Zlin, Faculty of Humanities 15

2 MARKETING

Marketing is recognition, which is financially faw@ble, expectation and fulfilment of
customer’s requirements. (Fox 2011, 19)
It is good to know what does the acquisition me@a.the acquisition is the way of

obtaining the customers. (Fox 2011, 73)

21 CRM

Is the abbreviation for the English words CustormRetationship Management. Now we
can see growing relevance of this strategy in oamearketing. It is simply coordination of
relationships with the customers. It is also commeproach to their needs. The aim of
CRM is to decrease our costs and increase ourtpitbfinks to the customer’s loyalty. IT
department of the company provides its working. CiRMmore and more important
because almost all companies have got own web palyesst all communication is done
through on-line media.

We have got several applications, programs for CRiMere are also lots of companies.
(Filova 2014, 132)

2.2 The importance of obtaining new contacts

Today is almost everything on the Internet. AlstadAnd on-line data could be for us the
source of new customers. For every company. Evéngfjust small business. Obtaining
new contacts and information about current or g@eoustomers is the one of the crucial
aspect of doing business. And we can do it thraugtine communication channels. We
also have to administer these obtained contactsamel transform them into customers.
(Filova 2014, 132)
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3 INTERNET MARKETING

The internet marketing is today more important ttiae classic marketing. That is true
everywhere where we can find modern technologies.

For example in the Czech Republic in the year 2089 on-line about 6,8 million users.
(Janouch 2010, 16)

Approximately since the year 1994 we can noticedtieertisement also on the internet.
(Janouch 2010, 15)

E-commerce and also internet marketing are dateewlr{Sheehan 2010, 65)

3.1 The advantage of the internet marketing

We can find on the Internet more and better data.c&h monitor and watch them. We can
measure them better. Availability is constant. Toatent is dynamic, still is change. On
the Internet there is also individual approachn¢lieh 2010, 17)

3.2 Marketing communication

For the marketing communication on the internete¢he necessary the place. We know

Www pages, e-shops, blogs, profiles on social netsvetc. (Janouch 2010, 24)

3.2.1 How to utilize blogs for marketing
You can use your blog for marketing and PR. But Adust monitor what other people
said about you, your company, products and fieldegaly. You can also take part in

similar conversations. You can comment. (Scott 2003

3.3 Internet marketing communication mix

Marketing communication mix for the internet isitld bit different. We have got here
target markets, targets, surroundings and implesnent

Between targets belong information, encourage ty komething, keeping good
relationships etc.

Implements are promotion, sales promotion, eveniislic relations, direct marketing.
Promotion can be PPC, which is pay-per-click praomtPPA pay-per-action promotion,
global, preferential, recording into catalogues...

Sales promotion are loyalty and partner programniesjuses, discounts, samples,
contests.

Events are online events.
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PR or public relation. News, articles, viral markgt

Direct marketing is for example e-mailing, web seans, online chat, VoIP telefonie.
(Janouch 2010, 25-27)

VoIP telefonie means Voice over Internet Protodiois telephoning through the internet.
For example thanks to Skype. (Janouch 2010, 292)

3.4 Purchase funnel

Traditional purchase funnel is cognitive procegkas consumers go through over the time
when they hear about the brand for the first time &hen they first buy it.

To compare, the online purchase funnel supplemémstraditional one by measuring
online behavior and tracking the steps that leambtoversion and measurement.

(Sheehan 2010, 63-64)

3.5 Viral marketing
The word viral means oral or electronic spreadibgua the product. It can be also text,
picture or video. (Janouch 2010, 272)

3.6 Buzz and community marketing

We want to create interest about event or fun drdeasame time increase the awareness
about the brand. It can be tabloids news. Jusiate the conversation.

When we speak about community marketing, we fornuloge group of people with the

interest about product. For example fan clubs. Yéate loyalty. (Janouch 2010, 272)

3.7 Guerrilla marketing

Unconventional method of promotion. It is reallyeap, but is it ethic? We want to make

profit. In this marketing we use psychology a (danouch 2010, 277)

3.8 Advertisements

We know display ads, which are measured in pixgigy are interactive marketing units.
Usually the very first thing you see when you vigime web page...

Banner advertisements are the most common oneagphtally placed.

Skyscrapers are tall vertical ad, usually at yaghtrside.



TBU in Zlin, Faculty of Humanities 18

Rectangles and Buttons are also examples of agesréints. (Sheehan 2010, 74)

3.9 Webinars

Web seminars. Another blending. Webinars mean vesied seminars. It is simply

seminars, presentations or conference lead thrdabghinternet, web. There is direct

interaction, because there are both directionsreTtselecturer, listeners. It is video. You

can watch it from home. So there are lower costso Aegistration is possible just few

hours before start. You can go back and play soassgages again. Useful webinar lasts
about 60-90 minutes. (Janouch 2010, 290)
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4 ADVICE FOR ON-LINE MARKETING

The times are changing. The Internet is more pawehan before. There is also more
people. If you want to achieve something in theddfj you will have to work harder. You
have to analyze data again and again a still wiaéctds and needs of customers. Web and

social networks also are not cheap anymore. Yoe hainvest. (Jaa 2014, 126)

4.1 Your web

First of all you should create meaningful contehyaur page. There should be just useful
information about your services, products and @gpee. Also pictures, infographics and
video about products should be there. That is rpé®sive. Share your web on social web
pages. (Jara 2014, 126)

4.2 Mobile phones and tablets

Up to 15 % of accesses to web pages will be thes yealized customers through smart
phones and tablets. It is interesting, that saoédlvorks and news servers have got more
mobile accesses than the classical ones from treoma and other computers. On the
other hand, web presentations of companies havieg®inobile accesses.

If you redesign your web page, do not forget toedalso mobile version. This version of
your web page must be correct and also well arcfmebetter orientation.

(Jarta 2014, 126)

4.3 Itis better to forget to SEOmat
You should invest your time rather to creation efvn better content of your web. Also

linkbuilding is really important. But just links the serious and good webs.
(Jarta 2014, 127)

4.4 Use Google Analytics

Measuring of productivity of your e-shop or web @and watching crucial indicators is
almost natural. But you have to also these datdysaaand react to your customer’s
behavior. You should know from which source custoomne, what your investment into
promotion is or if your web page is more interggtior women or for men, for urban
people or for rural. (J&a 2014, 127)
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4.5 E-mailing

E-mail is still great and effective communicativeaonel. Your messages has to be
personal, well prepared. You should send curreet.ofVe also should try to gain new and
new contacts, e-mails. For example customer’s Yarfniends... Do not hesitate to change
a new contact with discount coupon or something filat... (Jata 2014, 127)

We know several types of e-mailing — with offerwséetter, permission. (Janouch 2010,
283)

4.5.1 Tips for successful e-mailing

Here are some tips for better success. Address gastomer exactly by name. There

should be choice for customer to choose what lshemwants to obtain — reviews, bonuses
etc. Also unsubscribing should be possible jushfemail. Explore the reason for her or

his left. Arrange the information well and interagty.

(Sedlak a MikulaSkova 2012, 206)

4.6 Social networks

In the Czech republic, the only one wide network gan use for commercial purposes is
Facebook. (Jama 2014, 127)

Now there is more than 400 thousand active us&shdn 2009) Twitter, Instagram,
Pinterest and so on are not so much important dsmless, what is more, it is a little bit
risky. It is really good for your company to havevro Facebook page. You can
communicate with customers on-line. But you alsedn@oney and time for its working.
Social network Linkedin is really great help foruyd you are looking for new employees.
LinkedIn is also good for establishing businessrgaships. Your HR manager should
have an account in this network.

Do not forget about video and YouTube, too. (382014, 127)

Social media are primarily specified for communimat not for propagation and
promotion. (Janouch 2010, 210)

But still it is there. It is reality. So you caneusocial networks to informing people about
current events in your shop, presenting discouatdly fast replies or just order something

through social network. (Sedlak a Mikulaskova 2Q167)
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4.7 Data

Data and information are really important for y§ou should let the data analysis on some

specialist. For example on statistician. Also splesoftware can help. (J&n2014, 127)

4.8 Another 7 basic principles for effective on-line meketing

First of all customers are on the first place. Thenhave to know our required results.
Usually it is profit or social responsibility. Sirigity is beautiful. Do not be oversaturated
by data. Your content must be easy readable wghals. Do not use jargon and self-
promotion. Do not be scare to innovate and experimBata are crucial. Use GETUP
strategy. It means Goals and strategy, Expertisel|sT Unified data, Process integration.
Be responsible. (Tonkin, Whitmore and Cutroni 2031),

4.9 On-line marketing success

If you want to be success in on-line marketing, ghiould know two secrets. The first
thing, secret is that you have to measure your etiags performance.

And the second one is to have the true magnetitentnit is simple. To have unique,

useful, well executed and funny content. (Mayat Ramsey 2011, 7,48)
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5 SEO OPTIMIZATION

We have to draw our customers. It does not mattee are small or big company.

But of course, the small ones have to try more...3Mauld optimize our web page to be
better for our customers to find it etc. We can 8E©.

But if we want our searching strategy working welle also have to improve our
marketing, IT ensuring, product marketing, PR, atisiag, business development,

customers support etc. (Fox 2011, 14)

5.1 SEO

SEO means search engine optimization. It is theqa® of choosing target keywords and
phrases that reflect the content of the websitepdancing them in the meta names.

(Packer 2008, 56)

5.2 What does SEO include?

5.2.1 Key words
Firstly it is optimization on key words. We haveldocate the key word somewhere into the
text on our web page. Into headlines, titles dnighlight them. Because the search engine

of the Internet will be looking for them for thestamer. (Banovsky 2014, 130)

5.2.2 Backlinks
Backlinks are links to our web page from other yale. More backlinks are good for us.
Search engines will evaluate you better. It is ing@ to have links to the similar and

relevant web pages. (Banovsky 2014, 130)

5.2.3 Catalogues
You can also put your web page link into catalogles example your e-shop can be in

special, often visited catalogue. (Banovsky 20B0)1

5.2.4 PR articles

You can publish advertising and semipromotionaktseand articles on special servers.
They are about your e-shop and must be rationgglde, correct with link to your page.
(Banovsky 2014, 130)
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And what kind of articles is the most success onefd and don’ts, articles about new

technologies, current trends, surprising informaand so on. (Janouch 2010, 266)

5.3 SEO reports and web analysis

5.3.1 Unimportant things
We do not care so much about absolute valuesaiadnhce, the number of unique visitors
per day, screen resolution and browser versionuofocoistomer, pages with the highest

attendance and the latest displayed pages of therssc. (Fox 2011, 177)

5.3.2 Important things

On the other hand, we do care about questions: atethe reasons of customers or
visitors for coming to our pages, how they are sasful in searching, which links increase
our attendance, what is the behavior of our visitor our pages, where are the mistakes...
(Fox 2011, 177)

5.4 Keywords

Between keywords belong for example trends in tieéd,f existing aims, the main
keywords of our rivals, related web pages and déga of the organization — mainly from

the field of PR and customers support. (Fox 208}, 5

55 SEOmat

SEOmat. This word is created from the words SEOhaxe already talked about it, and
mat, like automat. Linguistically it is blending.

SEOmats are web pages which you can use to evaloateweb presentation or e-shop.
They use primitive algorithms and they can evalgataity and strength of your e-shop.
(Jarta 2014, 126)
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6 E-SHOP

Buying through the Internet is every year more arate popular. The Czech Republic is
consider to be developed in the internet shoppihaybe it is a little bit astounding, but
typical customers are not just people from the goganeration anymore... Earlier fears
and incredulity are gone. Now is shopping everydRetner 2014, 131)

In the end of the year 2009, there was in the CRgbublic about 10 000 e-shops. But
according to the specialists, there is still enopigice for more shops. (Janouch 2010, 211)
According to this article, portal Seznam.cz regsteow about 319 294 records in its
catalogue of companies. (Stichova 2006)

The very first e-shops in our country were aboatybars 1995-1996.

(Suchanek 2012, 38)

The basic thought and principle of selling in imtgr and brick-and-mortar store is the
same. We always offer some goods and servicesthgtlaim of maximum marketability.
(Suchének 2012, 16)

The first electronic shops were shops and ordeugiin fax machine. Bill of delivery,

invoice and other documents were also through {&dchanek 2012, 12)

6.1 Types of e-shops

We know kvazielectronic shops where we can notfywedentity till the signing of the
paper contract. Than fully-fledged electronic shephkere bill of delivery, invoice etc. are
arranged electronically.

We can also distinguish local and global shopsaletectronic shops are more focused on
common goods like milk or bread. On the other hglnbal shops are more specialized.
(Suchéanek 2012, 20-22)

6.2 How to increase awareness

How to draw new customers to our shop? We havestdhgm know about the quality of
our e-shop and our products...

The good thing is recommendation to family, frignalso comments. Registration can be
annoying. Lot of e-shops try to avoid it now. Grdahg is evaluation of goods, delivery.

And of course, connection with facebook. (Janough02 211)
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6.3 Use Google Analytics

This service from Google offer you elimination afsts, rewarding the success, you can
also plan, focus on aims, etc. (Tonkin, Whitmand &utroni 2011, 46)

Google Analytics collects data and processes tW¥m.can analyze them then. It is web
analyst which is watching operations on certain wage thanks to the measuring code in
the language JavaScript.

(Tonkin, Whitmore and Cutroni 2011, 81)

This application is really great for our e-shop.uYoan watch shop and its transactions.
Every e-shop has got own unique sign. You can whtdic and even total information
about the transaction, its details and even whroldycts were sold.

(Tonkin, Whitmore and Cutroni 2011, 140)

You can also watch the attendance of your shodrana which sources customers came —
links, catalogues, PPC. The number of orders sthisre.

(Sedlak a Mikulaskovéa 2012, 183)

6.4 Establishing an e-shop

If you are opening new shop, there are lot of thimgpich have to be done. For example
business plan, we have to also decide what wasgltoto whom, which form of marketing
choose, select suppliers, isuues about claims,agaul, delivery, plans, future, our legal
form — legal or natural person, necessity to creedé, raise money, how many employees
want to, hire of storehouse, lawyer or accountastablishing and running e-shop. All
these cost money. (Sedlak a MikulaSkova 2012, 15-27

6.5 Good name
Very important step is to choose appropriate nah@omain. It should be short, accurate,

easy to remember, intelligible and not rude. Beftdabout trademarks!
(Sedlak a MikulaSkova 2012, 48)

6.6 The biggest mistakes
The biggest mistakes of e-shops. Yes. We can seetemg of that almost everywhere...
There is no contact. And that is really bad for onadibility. There should be contact right

to certain person.
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Obligatory registration. This discourage lot of twusers. They simply do not remember
their registration data or do not share their pesbmformation.

The information about price should be written wilith VAT.

Description of products is not sufficient. Also fuies are of low quality.

Communication with the customer have to be britlia@ffer competitions, bonuses,
packages, questionaries...

Disturbing jumping windows and advertisements gcdunts.

Disturbing graphics.

Really long-winded order.

Links to your competitors. (Sedlak a MikulaSkowA 2, 83-85)

6.7 Future in e-shops

According to the article, salespersons want torgfiet goods, which customers really
want. No needless offer. Also they promise betthrice bureau and assistance during
choosing the goods. Another e-shops promise pdgsiton buy through tablet or smart
phone.

New Czech civil code gives customers more stretmgihThey have to be informed better.
There are also changes in the field of damagesvithdrawal of contract.

The boom of opening the brick-and-mortar brancimesdispensing places of e-shops will
continue also this year. Cash on delivery was e lihckground in comparison with the
personal offtake. For example e-shop Kasa.cz hakgoyear more than 60 % of personal
offtakes.

Also possibility to connect with e-shop through tchatelephone in order to consult with

erudite product manager is desired service. (Rit0&4, 131)

6.8 Where is talking about me?

This great service is from Google. It is kind oftine for you. It is useful for e-shoppers
also. You set the automatic searching of the messatideos, groups, blogs and the results
will be send to you by mail.

It is also useful to look for the reviews. (Fox 20198)
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7 THE COMPANY

The company SOS electronic s.r.o. is one from tiggdst wholesaling distributors of
electronic components for industry in central E@rop

SOS is abbreviation for Suppliers Of Solution.

This company has got really long history — they2#teg/ears on the market!

We can find their direct representation in 7 coestrApart from the Czech Republic, they
are also in Germany, Poland, Slovak Republic, Hond@omania and Austria.

Their customers are in more than 90 countries.

They offer more than 200 000 electronic componamid cooperate with more than 100
producers.

They have got multi-language support — 7 languages.

7.1 Certification
They also have got lot of certificates — Certifecdior treatment of waste electrical and
electronic equipment, Certificate for processing pHckaging waste, Certificate of

registration as an importer of electrical and etedt etc.

7.2 Products

Semiconductors, accumulators, passive componentsgrated circuits, optoelectronic
components, connectors, terminals, cables, relages, switches, measuring devices,
PCB’s , tools, chemistry, electroacoustic compa)arhbedded systems and so on and so

on.

7.3 Headquarters in the Czech Republic

Headquarters in our country is in Brno. Exact agslre HybeSova 42, Brno 602 00.
(SOS electronic 2014)



TBU in Zlin, Faculty of Humanities 29

8 WEBPAGE

Web page of this company is www.soselectronic.cz.

It is really nice page. You can switch into 7 laages!

There is good organization, you can find everytteagily.

There is everything. PR articles, videos, newslettsamples and sale.

Maybe it is too enough colorful.

0 -

electronic
europe

Figure 1: Logotbe company
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9 PROMOTION

9.1 Trade fair Amper

Amper is the international trade fair of electréteics, electronics, automation,
communication, lighting and security technologre®rno, in Exhibition Centre. This year
was already the 22season. (Amper 2014) It is always a big evenptmple in that field.
There are lot of people and new technologies. Gopgtortunity for you to promote
yourself and also gain new contacts.

SOS electronic have got this year one of the biggekibition stand. It was such a
dominant feature in the hall. Huge amount of peayds there. They exhibited here their
products and distributed leaflets. For childrerréhwas a funny man with balloons. You
could also try 3D glasses to 3D promotion... It wasaaing. The purpose was certainly
fulfilled...

9.2 Webinars

The company organizes also webinars. One of tleeustetters we can see in appendices.
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CONCLUSION

Internet marketing is really becoming more impartdran the classic one. People are
constantly online and all their needs and demamness@arching on the Internet. This is
crucial for every company. Now who is not on thetnet does not exist.

Also in the future we can expect development anohbof these forms of marketing and

communication.
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