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Marketingova komunikacia a zivotné
prostredie

o VSeobecne vnimana ako najmenej
environmentalny prvok marketingu

o Nastroj tvorby Zivotného Stylu ...

Nastroje komunikacnej politiky

o Klasické nastroje komunikacnej politiky:
= Propagacia
= Podpora predaja
» Public relations
= Osobny predaj
o Niektoré nové nastroje komunikacnej politiky
= Event marketing a sponzorstvo
= Direct marketing
m Elektronické média a internet
» Product placement

Specifické nastroje komunikacie

environmentalneho marketingu

o Seminare a vzdelavacie programy pre
zakaznikov a spotrebitelov

o Testovanie produktov

o Environmentalne oznacovanie a hodnotenie
produktov




Marketingova komunikacia ako sucast’
marketingu

o Definicia Komunikacnej politiky: Komunikacna
politika je vedomé utvaranie a odovzdavanie
informacii podniku trhu.

Ciele komunikacnej politiky :

o vSeobecné o Specidlne :
, , o vytvorenie pozitivheho
o ziskat a postoja k vyrobku

zabezpecit obrat o urychlenie vyhladania vyrobku

o udrzat podiel na a nakupu
trhu o informovanie inych alebo
v . snaha o ich presvedcenie
o rozsirit podiel na 2&kaznikom
trhu

o zosilnenie dobrého vztahu k
vyrobku

Zivotné prostredie v marketingove;
komunikacii

o Nedovera ku komunikaénym aktivitam je vyvolana v
mnohych pripadoch negativnymi sklsenostami z
dodrziavania prislubov a deklarovanych vlastnosti
produktov.

o Na zaciatku 90.rokov podla prieskumov Mefferta a
Kirchgeorga vyuzivalo environmentdlne argumenty

= v reklame az 54,8% podnikov,

= 48,2% podnikov publikovalo brozury orientované na
poradenstvo v oblasti zivotného prostredia a

= 46,7% upozoriiovalo na vyuzivanie environmentalnych
vyrobnych procesov v rdmci komunikacie [Tiebler, 1997,
s.113].

Zivotné prostredie v marketingove;
komunikacii

o V skutocnosti bola ponuka skutocne
environmentalnych produktov ovela mensia.

o Environmentalne argumenty sa pouzivali aj pri
variaciach vyrobkov a zlepseniach vybranych
vlastnosti, ktoré vyrazne nevplyvali na stavu
Zivotného prostredia.

o To si napokon uvedomili aj spotrebitelia a zacali
byt menej dovercivy vodi environmentalnym
vypovediam- pre takéto zneuzitie sa pouziva
termin greenwashing




Greenwashing

o Podla anglickej definicie dezinformacia Sirena organizaciou s
cielom prezentovat environmentalne zodpovedny verejny obraz
sameého seba.

o Vznikd vedomym klamanim alebo aj poskytovanim informacii
bez kontextu

o Nastrojmi mdzu byt

= reklama (informacie nezodpovedajlce skutotnému stavu), napr.
vypoved’ ,nase produkty su recyklovatelne® v krajine, v ktorej nie je
zabezpeceny triedenie a separacia odpadu.

= Vztahy s verejnostou, napr. tla¢ 500 000 ks. Environmentalneho
letaku o ochrane Bielych Karpat na neekologickom chlérovanom
papieri.

= sponzoring (napr. petrokoncenr Shell sponzoroval sutaz British
Wildlife Photographer of the Year),

= Firemna spolupraca (Coca-Cola a World Wildlife Fund)

o Je velkym rizjkom pre marketingovl komunikaciu a pouzitie
environmentalnych vypovedi v komunikacii

Ciele komunikacnej politiky podla
Stegera

o podporit aktivity podniku v oblasti
produktovej politiky a

o reSpektovat citlivost odberatelov a Sirokej
verejnosti a

o systematicky podporit a posilnit citlivost
spotrebitelov nastrojmi marketingovej
komunikacie [Steger, 1993, s.311].

Environmentalne orientovana komunikacia na
zacClatku tisicrocia

o Na prelome tisicroc¢ia sa medzi 100 nemeckymi veddcimi
pracovnikmi marketingu a obchodu stalo vyuzitie ochrany
zivotného prostredia

= Vv ramci podpory predaja dblezité iba pre 2%,

= environmentdlne orientovana reklama pre 4% a

= ekosponzoring prestal hrat Uplne vyznamna Glohu  ako
marketingovy nastroj [Was planen Marketing-..., 1999, s. 36].

o Tento posun zasiahol najma vyspelé krajiny, ale iné
ekonomické a spolocenské problémy na Slovensku zda
znizili aj u nas moznost vyuzit marketingovi komunikaciu
v prospech environmentalnych nastrojov.

Vyuzivanie nastrojov marektingove;
komunikacie

o Z nastrojov marketingovej komunikacie sa podla
nemeckych Udajov zo zaciatku 90. rokov pouzivalo
= vztahy s verejnostou (public relations) aZz 48,5% podnikov,
= reklamu 44,6%,
= podporu predaja 28,7%.

O Medzi Specialnymi nastrojmi environmentalne orientovanej
komunikacie patri

= organizacia seminarov pre spotrebitelov, ktorl podla
uvedeného prieskumu vyuzivalo az 27,7% podnikov,

= dalSie vzdelavania 24,8% a

= vyuZivanie testovacich zariadeni v rdmci komunikacie (20,8%
podnikov) [Tiebler, 1997, s.112].




Komunikacné stratégie

o Defenzivnu, pasivnu stratégiu vhodna najma
pre podniky a odvetvia s vysokymi ekologickymi
rizikami, kde cielom pOsobenia podniku je
zabranit strate imidzu alebo vytvoreniu kritického
postoja k podniku.

o Ofenzivnu, resp. aktivnu stratégiu, ktora
vyuziva ochranu zivotného prostredia ako
prilezitost a vyzvu, snazi sa budovat a upevnit
environmentalne uvedomenie a ovplyvnit
spotrebitelské spravanie.

Defenzivna komunikacna stratégia

Podnik je pri tvorbe a realizacii komunikacného
mixu paswny,

jeho ciele su viazané na celkové potreb¥ podniku,
najma na zachovanie trhového podielu firmy.

Hlavnym ciel'om je primeranym informovanim
verejnosti a zakaznikov zabranit zhorsovamu, resp.
strate imidzu podniku v désledku negativneho
emocionalneho pripadne racionalneho hodnotenia
aktivit podniku v oblasti Zivotného prostredia
[Meffert—Kirchgeorg, 1993, s. 227]

Defenzivna stratégia je vyuzivana

v environmentalne r|Z|kovych odvetviach, v
podnikoch s vysokymi enwronmentalnyml dihmi,
nepriaznivou verejnou mienkou.

Nastroje defenzivneho
komunikac¢ného pristupu

m]

EI’I defenzivnej stratégii dominuju aktivity vztahy s vere]nostou,

toré maju vytvorit pochopenie verejnosti voci spravaniu podniku.

o V komunikacii sa preferuju vypovede
= s vysokou mierou objektivity,
= zapajanim nestrannych subjektov,
= spolupracou s vyskumnymi institaciami,
= sponzoringom.

o V obsahu vypovede by mali dominovat kognitivne informécie,
naprlklad 0 znizeni mnozZstva emisii, 0 environmentalnych
investiciach a podobne.

o odporuca sa a Casto sa objavuje aj priznanie chyb a "hriechov”
minulosti.

o Priznanie nedostatkov vo vztahu k Zivotnému prostrediu
potyrdzuje nazor verejnosti a tym ma psychologicky vyznam pri
prijimani nového imidzu podniku.

o vacsia pozornost sa venuje vyrobnym procesom, pretoze ich
negativny vplyv na prostredie je pre obcana ZJavneJS|

Aktivna komunikacna stratégia

u]

Cielom je

= zlepsit meno podniku ako aj

n Podporlt odbyt environmentalne vhodnych produktov.

= vytvorit identitu, ktora by bola v sulade s ekologickym a
environmentalnymi principmi

Pri aktivnej stratégii sa tazkosti komunikacie s trhom

prejavuju najvyraznejsie.

Okrem vychovného ciela a dosiahnutja zmeny spravania

spotrebitela musi kampan zabezpedit aj trhové ciele, teda
efektivny odbyt vlastnych produktov

Pritom v komunikacii nesmie prist k zjavnému ani
skrytému rozporu medzi tymito cielmi a zavadzaniu
spotrebitela.




o Zékladnym principom vyuzivania komunikaénych aktivit s
environmentalne orientovanymi vypovedami je hodnovernost [Meffert-
Klrchgeorg, 1993,s.230].

o Existuju rozne spésoby ako zvysit hodnovernost v marketingovej
komunikacii. Nizka hodnovernost podnikatelskych subjektov a ic
zainteresovanost na vnimani spravania voci Zivotnému prostrediu k
¢astému vyuzivaniu posudzovania na zdklade objektivneho dokazu,

omocou . informacie, ktorej pravdlvost mozno preukazat na zaklade
aktov Z|stenych pozorovanim, meranim, skd$anim alebo in g
grostlgﬁdkaml - objektivnych dékazov kvallty [STN EN ISO 8402, 1996,

o Preto sa sucastou marketingovej komunikéacie stavaJu pomerne Casto aj
vysledky hodnotenia a testovania vyrobkov nezavislymi institiciami,
certifikdcia a posudzovanie zhody, realizované investicie, podpora
environmentalnych aktivit a iné ~ racionalne a obJektlvne fakty.

o Pravidla hodnovernosti a objektivnosti by mal podnik dodrziavat pri
vSetkych néastrojoch marketingovej komunikacie.

Reklama ako sucast’ komunikacie

O najspornejsi a sucasne najdolezitejSi nastroj marketingovej
komunikacie

o podnik moéze dosiahnut dobré meno pre svoj postoj k Zivotnému
prostrediu iba ak dokaze spOJlt celkovu environmentalne
orientovanu podnikatelsk( stratégiu s dobrym nayrhom

roduktov a tieto produkty dokaze dobre podporit reklamou
F asik, 1996, s. 115]

o Podla extrémnych nazorov reklama existuje len kvdli tomu, aby
sprostredkovala fudom to, o nepotrebuju, pricom jej C|elomr]
vytvarat nespokojnost s prave kupenou vecou, pretozecFokla sa
uz kupa uskutocnila, nema trhovy systém z nakupu Ziadny dalsi
zisk [Mander, 1993, s.4].

o Podla Kellera je tlohou reklamy urobit fudi umelo
neuspokojenych a vsugerovat ich, Ze kipa novych vyrobkov, ich
CastejSie pouzivania a rychlejsia obmena s naJvIastnenJS|m
zaujmom beZného spotrebitela [Keller, 1993,s.32

Reklama ako sucast’ komunikacie

o Pre reklamu plati dvojnasobne, aby aj posobenie bola Uplne
Cestné a neklamlivé EStead Stead, 1998,s.235],

o neosobna forma komunikacie,

o Siroky okruh anonymnych prijimatelov,

o jednoduché a lahko identifikovatelné vypovede

= vytvaraju riziko porusenia environmentalnych principov v
reklame.

o Dosledkom toho, Ze sa tento princip neuplatnioval je, ze
vdaka r025|ahlym a jednoznacne podvodnym kampamam %
minulosti nema vacsina ludi jasno v zakladnych pojmoch o
vplyve produktu na zivotné prostredie [Stead-Stead, 1998,
s.174] (Greenwashing)

Obsah reklamnej vypovede

Je spravidla racionalne orientovany.

Okrem objektivneho d6kazu vhodnosti produktu

je mozné zd6raznit rozdiel oproti beznému produktu.
malo byt jasné ¢ ide o zmenu v zadkladnom UGzZitku,
zmenu v environmentalnej kvalite produktu,

ngnu v environmentalnej kvalite vyrobného procesu
alebo o

o zmenu v podmienkach nakladania s odpadom z tovaru
[Schreiner, 1993,s.243]. Inak sa moze stat, ze
ocakavanla zakaznlka sa budu lisit od skutocnostl
mcln(ze vY<voIat negativny postoj k produktu a nespokOJnost
zakazni

oooooan




Medzinarodny kodex
enviornmentalna reklamy

o Zneuzivania environmentalnych pristupov v reklamnom
pbsobeni sa stalo vdaka spomenutym problémom pri
posudzovani environmentalnosti produktov a spravania
podnikov pomerne Castym javov.

o V snahe vymedzit pravidld pre pouZivanie environmentdlnych
vypoved] vypracovala ICC - International Chamber of Commerce
g:Medzinarodna obchodna komora) uz v roku 1991 International

ode of Environmental Advertising (Medzinarodny kodex
environmentalnej reklamy).

o Ten v 10 bodoch stanovuje zakladné principy pre véeth( )
environmentalne orientované reklamné postupy, podla ktorych
reklama ma byt pravdiva, primerana, v sulade s pravom, s |
environmentalnymi poziadavkami a programami a poctivostou
hospodarskej sutaze. (International Code of Environmental
Advertising, 1996).

ICC International Code of
Environmental Advertising

O

o

Basic principles

Article 1

All environmental advertising should be legal, decent, honest and
truthful. It should be consistent with environmental regulations
and mandatory programmes and should conform to the principles
of fair competition, as generaIIPI accepted in business. No
advertisements or claims should be such as to impair public
confidence in the efforts made by the business community to
improve its environmental performance.

Honesty

Article 2

Advertisements should be so framed as not to abuse consumers'
concern for the environment, or exploit their possible lack of
environmental knowledge.

ICC International Code of
Environmental Advertising

o Environmental behaviour
o Article 3

o Advertisements should not appear to
approve or encourage actions, which
contravene the law, self-regulatory codes
or generally accepted standards of
environmentally responsible behaviour.

ICC International Code of
Environmental Advertising

o

Truthful presentation

Article 4

Advertisements should not contain any statement or visual presentation likely to
mislead consumers in any way about the environmental aspects or advantages of
products, or about the actions being taken by the advertiser in favour of the
environment. Corporate advertisements can refer to specific products or actions, but
not imply without justification that they extend to the whole performance of a
company, group or industry.

An environmental claim should be relevant to the particular product and relate only to
aspects that exist or are likely to be realised during the product's life. It should be
clear what it relates to, e.g. the product or its packaging. A pre-existing but
previously not disclosed aspect should not be advertised as new. Environmental
claims should be up to date, and where appropriate be reassessed with regard to
relevant developments.

Vague or non-specific claims of environmental benefit that may convey a range of
meanings to consumers should only be made if they are valid in all reasonable
foreseeable circumstances without qualifications. If this is not the case, general
environmental claims should either be qualified or avoided. In particular, claims such
as "environmentally friendly, or "ecologically safe" implying that a product or an
activity has no impact - or only a positive impact - on the environment should not be
used unless a very high standard of proof is available. As long as there are no
definitive, generally accepted methods for measuring sustainability or confirming its
accomplishment, no claim of achieving it should be made. Qualifications should be
clear, prominent and readily understandable; proximity to the claim being qualified is
recommended to make sure they are read together.




ICC International Code of
Environmental Advertising

o Scientific research
o Article 5

o Advertisements should only use technical demonstrations or
scientific findings about environmental impact, when backed by
serious scientific work.

o Environmental jargon or scientific terminology is acceptable
provided it is relevant and used in a way that can be readily
understood by those to whom the message is directed.

o Testimonials

Article 6

o In view of the rapid developments in environmental science and
technology, particular care should be taken to ensure that, when
testimonials or endorsements are used to support an
environmental claim, changes in product formulation or market
circumstances have not made the testimonial out of date.

a

ICC International Code of
Environmental Advertising

O Superiority and comparative claims

o Article 7

o Any comparative assertion should be specific and make clear the
basis for the comparison. Environmental superiority over
competitors can only be claimed when a significant advantage can
be demonstrated. Products being compared should perform
equivalent functions. Claims in relation to competitive products,
when based on the absence of a harmful component or a
damaging effect are only acceptable when other products in the
category do include the component or cause the effect.

o Comparative claims, whether relating to the advertiser's own prior
process or product or to those of a competitor, should be so
worded as to avoid confusion of absolute and relative values.

o Improvements related to a product and its packaging should be
stated separately, and should not be aggregated.

ICC International Code of
Environmental Advertising

o Product life-cycle, components and elements
o Article 8

o Environmental claims should not imply that they relate to more stages of a
product life-cycle, or to more properties of a product, than justified and
should where necessary clearly indicate to which stage or which property
they refer. When advertisements refer to the reduction of components or
elements having an environmental impact it should be clear what has
been reduced. Alternative processes, components or elements, if any,
should bring a significant environmental improvement, taking all relevant
aspects of the product life cycle into consideration.

o Environmental claims should not be based on the absence of components,
features or impacts that have never been associated with the product
category. A claim of "...free", or of the same effect, should only be made
when the level of the specified substance does not exceed that of an
acknowledged trace contaminant* or background level.

ICC International Code of
Environmental Advertising

o Signs and symbols
o Article 9

o Environmental signs or symbols should only be used in
advertisement when the source of these signs or symbols is
clearly indicated, and there is no confusion over the meaning.
Such signs and symbols should not falsely suggest official
approval or third-party certification.

o Waste handling

Article 10

o Environmental claims referring to waste handling are acceptable
provided that the recommended method of separation, collection,
processing or disposal is generally accepted or conveniently
available to a reasonable proportion of consumers concerned. If
not, the extent of availability should be accurately described.

o




ICC International Code of
Environmental Advertising

m]
m]
m]
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Substantiation

Article 11

Claims, descriptions or illustrations relating to verifiable facts
should be capable ofsubstantiation. Advertisers should have such
substantiation available so that they can produce evidence
without delay to the self-regulatory bodies responsible for the
operation of the ICC International Code of Advertising Practice.
Implementation

Article 12

This Code is to be applied nationally and internationaIIF/, and
should be the basis for the decisions by bodies set up for the
purpose of self-regulation. Any request for interpretation of the
principles contained in this Code should be submitted to

the ICC Code Interpretation Panel.

Principy vzt'ahov s verejnost’ou ako sucasti enviro

e}

Vypovede o environmentalnom spravani a konani
poskytovat iba ak su vysledky dokazatelné a trvalé.

Nehovorit vSeobecne o environmentalnosti podniku, ale o
konkretnych aktivitach, nie o planoch, ale o ¢inoch.

Sledovat nakolko cCiny podniku zodpovedaju tematike
médii a vyuzit ich zaujem o inovativne spravanie

Zapojit verejnost do environmentalnych aktivit a opatreni.
Dokazovat vyvoj a pokrok dosiahnuty v oblasti Zivotného
prostredia

Oslovovat rozdielne skupiny, zamestnancov, laickd
verejnost, zdujmové skupiny.




