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Adéla Machova teaches as an assistant professor at the Faculty of Art and
Design at the University of J. E. Purkyné in Usti nad Labem. She focusses on
cultural production, art management and art marketing, fundraising and curatorial
strategies. In her curatorial practice, she aims on the emerging contemporary art,
particularly art installation, sculpture, new media and photography. She is

an account culture manager of the Usti nad Labem House of Arts of

the Faculty of Art and Design at the University of J. E. Purkyné and she is

a curator of Gallery 2 where she organized a series of several exhibitions

of actual visual artists and designers since 2016.

Adéla Machova je odbornou asistentkou na Katedre déjin a teorie uméni Fakulty
uméni a designu Univerzity Jana Evangelisty Purkyné v Usti nad Labem a zamé&tuje
se na kulturni produkci, management a marketing uméni, fundraising a kuratorské
strategie. V kuratorské praci se vénuje prezentaci souc¢asného vytvarného uméni,
kde se zabyva prostorovou tvorbou - umélecké instalace, objekty, dale novymi médii
a fotografii. V Domé uméni Usti nad Labem Fakulty uméni a designu Univerzity

J. E. Purkyné zajistuje kulturni a projektovy management a je kuratorkou Galerie 2,

v niz od roku 2016 usporadala fadu sélovych vystav soucasnych vytvarnych umeélcd
a designérd.
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Introduction

The first thing you would imagine under the terms cultural artistic activity and
creative entrepreneurship is probably creative freedom and the creation of a work
of art. It is the combination of artistic approaches, design solutions, and cultural
mediation together with management theory and marketing approaches that
provides the basis for creative entrepreneurship in art and design. Nevertheless, for
their successful implementation, fulfilment of the chosen objectives, and inducing
interest in artistic and design work with the public, this activity also requires

a managerial approach.

The publication puts into context the basic management processes - planning,
organization, leadership, and evaluation. It aims to connect the world of fine arts
and design with entrepreneurial activities taking place in the field of culture and
creative industries. It focuses on the basic principles of cultural consumption, the
common practices associated with taking a place in the market, and the targeted
focus towards the audience, the potential customers. It brings the reader closer to
the relationship between management, marketing, and art.

The twenty-two texts encourage readers to think about management and
marketing processes, including project thinking and the initial basis for a fundraising
balance sheet to support creative activity. The book introduces readers to

the world of cultural management and the operation of cultural and creative
enterprises. It helps the reader to get oriented in the terms of management and
marketing every cultural manager or individual author cooperating with partner
entities should be aware of.

The individual texts attempt to present and support the arguments for using
management in art creation and mediation. The concept of culture and

the perception of cultural entrepreneurship in the current socio-economic context
is discussed separately: financial management, promotional marketing strategies, or
ethical behaviour. Another chapter deals with the audience and how crucial it is to
think about the audience not only as a potential customer but also as an observer,
partner, or contributor. Since it is important to segment the customers within

the broad and constantly developing market to be efficient, successful, and have

a long lifespan, market segmentation is also discussed.

An integral part of the study are texts form suggested discussion topics, reflection,
practical tasks and exercises, which provide suggestions on what needs to be
considered in management processes. These tools provide an imaginary bridge
between theory and future practical use. They motivate not only to look around and
perceive the context and current development in the field, but also to the initial
conceptual thinking about the future of the reader's own artistic enterprise.

Adéla Machova
Usti nad Labem, March 2021




Predmluva

Pod pojmy kulturni umélecka ¢innost a kreativni podnikani si nejspise v prvé fadé
pfedstavime tviréi svobodu a tvorbu uméleckého dila. Kombinace uméleckych
pristupy, designovych Fedeni, zprostiedkovani kultury spoleéné s teorif
managementu a marketingovymi pfistupy poskytuje zéklad pro kreativni podnikani
v uméni a designu. Pfesto pro Uspésnou realizaci aktivit, naplfiovani zvolenych cild
a vyvolani zajmu o uméleckou a designovou tvorbu u verejnosti vyzaduji jmenované
¢innosti manazersky pristup.

Publikace uvadi do kontextu zékladni procesy managementu - planovani,
organizovani, vedeni lidi a evaluaci. Jeji snahou je propojit svét vytvarného uméni

a designu s podnikatelskou ¢innosti odehravajici se v oblasti kultury a kreativnich
prdmysld. Zaméfuje se na zékladni principy kulturni spotfeby, obvyklé praktiky
spojené se zaujetim mista na trhu a cili smérem k publiku, potencidlnim zékaznikdm.
Priblizuje ¢tendfi vztahy mezi managementem, marketingem a uménim.

Dvaadvacet text0 nabada k promysleni manazerskych a marketingovych procesg,
véetné projektového mysleni a Uvodniho zakladu k fundraisingové rozvaze
podpory tviréi ¢innosti. Kniha uvadi ¢tenéfe do svéta kulturniho managementu

a provozu kulturnich a kreativnich podnikd. PFfinasi zékladni orientaci v terminech
managementu a marketingu, ktery by mél znat kazdy kulturni manazer nebo

individualni tvirce spolupracujici s partnerskymi subjekty.

Jednotlivé texty se pokouseji predlozit a podpoftit argumenty pro vyuziti
managementu v momentech tvorby a zprostfedkovani umeéni. Prostor je

vénovan pojmu kultura a vnimani kulturniho podnikani v aktuélnich spolecensko-
ekonomickych souvislostech, déle finanénimu managementu, propagacnim
marketingovym strategiim i etickému chovani. DOleZitym momentem je zamysleni
se nad publikem nejen jako nad potencionalnim spotrebitelem, ale i jako nad
pozorovatelem, partnerem nebo finan¢nim prispévatelem. Pozornost se proto
soustfedi na nutnost naucit se zdkazniky segmentovat na Sirokém a neustéle se
rozvijejicim trhu, abychom mohli nasi kulturni a kreativni ¢innost efektivné, Uspésné
a dlouhodobé vykonavat.

Nedilnymi sou¢astmi studijnich textd jsou navrzené diskuzni otazky, zamysleni,
praktické Ukoly a cviceni, které predkladaji podnéty, nad ¢im v8im je nutné se
zamyslet v procesech managementu. Tyto nastroje utvareji pomysiné premosténi
mezi teorii a budoucim praktickym uzitim. Motivuji nejen k rozhlédnuti se kolem sebe
a vnimani souvislosti a aktualniho vyvoje v oboru, ale také k prvotnimu koncepénimu
uvazovani o budoucim, vlastnim uméleckém podnikani.

Adéla Machova
Usti nad Labem, bfezen 2021




Arts Management

Arts management is a complex field that com-
bines theory and practice to achieve success-
ful management of and control over individual
events, projects of art groups or individual
programs. It covers suitable allocation of
resources, both artistic creative forces and
human resources, i.e. experts, as well as
financial and technological resources.

SMOLIKOVA, 2008, p. 11

Management covers the planning, organization, management, and evaluation

of all consecutive and complementary activities necessary for the operation

of an institution or a project. Arts management deals specifically with cultural
activities and artistic production, using the management theory to ensure a more
efficient process of creation and presentation of results. Management within

the field of art and design helps the authors (artists, designers) to set suitable
conditions for their creative activities and the organizers to find a suitable solution
for a successful realization of ideas and projects with minimal risk and sufficient
financial resources.

Management could be perceived as a continuous process; the initial planning is
followed by organization, leadership and HR management or directing activities

and all these individual processes are continuously monitored and controlled.
Management needs to be perceived as an open system of "input - transformation -
output - feedback”; this enables additional changes or modifications of procedures,
plans, personal and flexible response to any problems that may arise.

The main activity within management is planning, which consists of setting

a vision and a goal (or goals), planning the paths leading to this goal, and setting
control tools checking the procedure. These paths are incorporated into plans
(e.g. strategic plan, marketing plan and so on) and their future depends on

the realization of other management functions.

Planning is further complemented by the process of organization, i.e., building

a team, setting its roles and individual subtasks within it and coordinating

these tasks in time and place. This process also determines how people will

fulfil the planned activities economically, with loyalty and concentration, in

relation to the chosen goal. An organizational structure mechanism is used for

the overall coordination and management of the members' activities. The result

is an organization - an institution that is composed of people and its operating
rules and a common goal are set. Management can be understood as a hierarchical
arrangement of management bodies of executive units. There are three levels:

the top, middle and basic level of management.



Managers focus mainly on ensuring top-quality performance - using their skills

and competencies, managers direct the activities, stimulate and motivate

workers and control the activities leading to the set goal. People themselves and
the assignment of tasks are in the spotlight. Successful management requires

a suitable selection of management style, which sets the atmosphere and
determines the conditions for work. We recognize (see more KOTLER, 2003) three
basic leadership styles (see more Leadership - coordination and decision-making):

authoritative (the manager makes the decisions),

democratic (the formal authority of the manager is delegated, there is two-
way interaction and communication, but the manager still holds the right to
make the final decision),

liberal (the role of the manager is limited, but he determines the vision
concerning the direction of the organization, employees share their
suggestions with the manager - however, the hesitation concerning
unpopular decisions is a big disadvantage).

The importance of continuous and final control lies in the evaluation of quality
procedures and product quality, the determination of the fulfilment of individual
steps, the specific requirements checks, and various analyses carried out and
resulting in new solutions. Evaluation processes ensure the achievement of a goal,
management thus uses various techniques for feedback in leadership, organization,
and planning processes.

Management theory in the specific field of culture and creative industries is
connected to many other aspects of culture that cannot be ignored. The cultural
sphere shapes the cultural values, provides us with generally recognised cultural
norms, historical context, mediates the expectations of the audience, sets
conditions for creative solutions and creation itself, and also the phenomenon of
the digitization impact on culture. Contemporary arts management is therefore
shaped by multidisciplinary overlaps, but above all, it has the potential for
experimentation and innovation.

Practical exercise:

-> Examine recent press and online information media.
Did you find any article, interview, or report concerning
management in the cultural and creative sector?

-> How can individual managerial functions
(typical managerial activities) be divided?

Management umeéni

Management uméni je komplexni obor, ktery
spojuje teorii a praxi pro Uspesné fizeni a kontro-
lu jednotlivych akci, projektd uméleckych skupin
¢i dil¢ich program0. Zahrnuje vhodné rozmisténi
zdrojU, a to jak uméleckych tviréich sil, tak zdrojU
lidskych v podobé odborniky, dale pak financnich
a technologickych.

SMOLIKOVA, 2008, s. 11

Podstatou managementu je naplanovat, organizovat, fidit a evaluovat souhrn na
sebe navazujicich a vzajemné se doplnujicich ¢innosti, aby bylo zabezpeceno
fungovani instituce nebo projektu. Management uméni se Uzce profiluje na kulturni
aktivity a umeéleckou produkci, jez pro efektivnéjsi procesy tvorby a prezentace
vysledkd vyuZiva teorie managementu. Management v oblasti uméni a designu
pomaha nastavovat tvOrcOm (umé&lcOm, designérdm) vhodné podminky pro kreativni
ginnost a organizatordm nabizi fedeni pro Uspé&sné realizace ndpadU a projektd

s minimalnim rizikem a dostate¢nym finan¢nim zazemim.

Management je charakterizovan procesuélnim postupem, kdy na pocatecni
planovani, navazuje organizovani, vedeni lidi nebo aktivit a pribézné kontrolovani
téchto jednotlivych procesd. DileZité je management chapat jako otevieny systém
wvstupu - pfemény - vystupu - zpétné vazby', coZ ndm umozni upravovat nebo
ménit postupy, plany, persondini slozeni a pruzné reagovat na vzniklé problémy.

Vychozi ¢innosti managementu je planovani, jez spociva ve stanoveni vize a cile
(pfipadné cild), rozvrzeni cest, jak daného cile dosdhnout, a nastaveni néstroj0
pro kontrolu spravného postupu. Tyto cesty shrnuji plany (strategicky plan,
marketingovy plén, apod.) a jejich budoucnost zavisi na uskuteénéni dalich
manazerskych funkci.

Sestaveni tymu, jeho roli a usporadani jednotlivych Uloh v Case a misté se vénuje
proces organizovani, ktery svou podstatou kompletuje planovani. Uréuje, jak budou
lidé hospodarné, loajalné a koncentrované zajiStovat naplanované ¢innosti vzhledem
ke zvolenému cili. K celkové koordinaci a fizeni aktivit ¢lend slouzi mechanismus
organizacni struktury. Vysledek popisujeme jako organizaci - instituci, ktera je
sloZzena z lidi, ma nastavena pravidla fungovani a zna spolecny cil. Management Ize
chépat jako hierarchické usporadani organd fizeni vykonnych jednotek a rozlisujeme
vrcholovou, stfedni a zakladni Urovers managementu.

Na zajiténi kvalitnich a nejvyssich vykonU se soustfedi vedeni, kdy na zakladé
schopnosti a dovednosti manazerd dochéazi k usmérnovani ¢innosti, stimulovani
a motivovani pracovnikd a k momentdm obecného fizeni aktivit vedoucich

k naplnéni stanoveného cile. V centru pozornosti jsou sami lidé a jejich povéreni
pln&nim Ukold. Usp&sné Fizeni vyzaduje vhodny vybér stylu vedeni, kdy vytvatime
atmosféru a urCujeme podminky pro praci.



Rozezndvame (vice viz KOTLER, 2003) tfi zakladni styly vedeni
(vice Vedeni - koordinace a rozhodovdni):

autoritativni (rozhodovani je v rukou vedouciho),

demokraticky (formalni autorita vedouciho je delegovana a vyznaduje
se oboustrannou komunikaci, manazer si ponechéava pravo kone¢ného
rozhodnuti),

liberalni (role vedouciho manazera je omezena, ale rozhoduje o vizich
sméfovani organizace, komunikace pracovnikd sméfuje k vedouci
pozici - navrhy, podnéty - ale nevyhodou je tapani v momenté
nepopulérnich rozhodnuti).

Zhodnoceni kvalitnich postup, kvality produktu, uréovani naplnéni dil¢ich krokd,
kontrola specifickych pozadavky, rizné analyzy a z nich vyplyvajici novéa fegeni
pripominaji ddlezitost pribézné i zavéreéné kontroly. Bez evalua&nich proces’ neni
zajiténa cesta k Uspéchu, a proto jsou v managementu vyuzivany rdzné techniky
pro zpétnou vazbu jak v procesech vedeni a organizovani, tak v planovani.

Teorie managementu ve specifické oblasti kultury a kreativnich prmysld je

v kontaktu s nékolika dal&imi aspekty kultury, které nemdzeme prehlizet. V kulturni
sféfe se utvareji kulturni hodnoty, nalézadme v ni obecné uzndvané kulturni normy,
historické souvislosti, naslouchdme ocekavani publika, utvareji se zde podminky pro
kreativni feSeni a tvorbu samotnou a v neposledni fadé kulturu ovliviiuje fenomén
digitalizace. Sou¢asny management umeéni je proto utvaren multioborovymi presahy,
ale predevsim ve své podstaté s sebou nese potencial pro experiment a inovace
diky kreativnimu mysleni.

Praktickd cviceni:

- Prozkoumeijte tisk a online informacéni média z posledni doby.
Nasli jste néjaky ¢lanek, rozhovor, reportaz z oblasti managementu
v kulturnim a kreativnim sektoru?

- Jak Ize élenit jednotlivé manazerské funkce
(typické éinnosti manazer(d)?

Mission

To realize a mission, four main questions have
to be answered.
1. What is the fundamental purpose of the
organization, what is its justification?
2. Which economic rationale will be realized?
3. What are the beliefs within the organization?
4. What patterns of personal behaviour are
expected?
HAGOORT, 2003, p. 79

Mission defines the scope of the organization and serves as one of the main
sources for the creation of the strategic plan and, above all, presents the reasons
why it should exist. The aim of the mission is to define meaningfully, clearly, briefly,
and precisely what does the organization deal with in general and in what area it
operates. The mission is a message that helps to develop the goals and visions of
the organization. It can be a brief motto, but it can also be in the form of elaborate,
comprehensive half-page statutes.

The mission is not the same as the vision of the subject (organization, company,
institution, individual, project). Vision is an idea concerning the future direction and
position and serves as a tool for strategic thinking. Visions result in the formulation
of goals, whereas mission forms an immutable basis of the subject.

There are several effective ways for writing a mission. If you are a non-profit
organization managed by a board, ask the board to formulate the mission. If you
are a smaller company or preparing a project with a smaller team, try brainstorming
with everyone. If you are setting up a company or organizing something alone, you
deal with it yourself. You can use a motto, a quote, or the mission presented on
the website of your competitors to get some inspiration. Or just follow the basic
methodology for realizing a mission statement: make a list of specific words you
want to include in your mission, words that relate to your activities.

Focus on the product, field of operation and geographical scope, audience,
market, and in the case of cultural activities also repertoire, educational aspect,
the moment of participation, etc. Ask questions starting with how, for whom,
who, where, what: What products do we offer? What is the desired level? Which
target groups is the product designed for? How much emphasis will be placed on
education?

Step by step, create a list of 10 nouns, 10 adjectives, and 10 verbs and use

those to articulate a message - the mission statement. The mission statement
must be thought through, meaningful and it must complement your activities.

The content must be clear, using concrete unambiguous words in order to avoid
different interpretations of your message. Think positive, look ahead when creating



the mission statement. And how long is an ideal mission statement? There is

no right scope, however, a short clear message is easier to remember, for your
employees, the board, the donors, or the general public. Aim for a sentence of

5 to 10 words, see more an example 1. If you have multiple options prepared, do not
hesitate and ask your coworkers or friends to help you choose the right one.

Example 1: Types of mission
statements from cultural sectors

You can be inspired by the mission statements from various cultural sectors,
the important verb is in bold typing (sources: websites of individual subjects -
see the bibliography, the author's archive from the arts management workshop).

DW?7, the hub in the Olomouc city centre, connects the international
and local culture and community.

The Usti nad Labem House of Arts presents the important artists
and key artistic trends and themes currently shaping the art scene.

Funeral home gallery Goodbye in Volyné offers an opportunity to create
and exhibit in a place stronger than the art itself.

My Street Films discovers and educates both film talents and audience.
We create a film map of contemporary local stories.

Chrudim Puppetry Museum guards and revives puppets from all over
the world through personal experience.

Czech design centres look after systematic and efficient design use
in industrial production, economics, and environmental management.

Peak Design designs and produces the best in the field, it aims to succeed but
not at the expense of others, it treats its customers as equals, compensates for
its environmental impact through 1% of its revenues, and encourages positive
changes. Joy comes first, profit second.

Czech Radio serves the public, provides quality information, education, culture,
and entertainment, and contributes to the protection and development of
the fundamental values of a democratic society.

Be careful about mixing mission with slogans; there is no room for “We are

the best" or the well-known “Let's make things better!" in your mission statement.
The message of the mission statement works with context. “To present in

an attractive setting artistic festival events of excellence and diversity; to
provide a unique opportunity to advance the professional capabilities of gifted,
young performers; to promote actively the appreciation of the performing arts
among all the people of the (...) area; and to provide and maintain an inviting and
comfortable setting for performers and patrons” (HAGOORT, 2003, p. 79).

Finally, some tips for realizing a mission. Inspiring mission captivates both your
audience and your employees, prepares the ground for the future dialogue, and
shapes future relationships. An appropriately chosen mission offers a perspective
for the development and activities of the organization for a longer period

(at least 5 years) and enables the development of goals within the strategic plan.

Practical exercise:

- Visit a cultural or creative institution (museum of art or design
company) and study what it offers, its employees, website.
Formulate its mission statement based on your own impressions
and discuss the result in a group.



Posldni

..Pri sestavovani poslani bychom si méli
zodpovédét &tyfi zakladni otazky.
1. Jaky je zékladni smysl| organizace
a co odUvodnuje jeji existenci?
2. Na jakém zakladnim ekonomickém principu
chce byt postavena?
3. A na jakych etickych principech?
4. Z jakych vzor( osobniho chovani
bude vychazet?"
~—— HAGOORT, 2009, s. 89

Poslani vymezuje pole pUsobnosti organizace, stava se jednim z hlavnich podkladd
pro tvorbu strategického planu, a predevsim predklada ddvody, pro¢ méa existovat.
Cilem poslani je smyslupIné, jasné, stru¢né a presné definovat, &im obecné se
organizace zabyva a v jaké oblasti pdsobi. Poslani je sdéleni, které napomaha
rozvijet vize a cile organizace. MUze byt ve formé struéného motta, ale mdze byt
rozpracovano i do uceleného pulstrankového statutu.

Poslani se odliSuje od vize subjektu (organizace, firmy, instituce, jedince, projektu).
Vize je predstava o budoucim sméfovani a postaveni a slouZi jako néstroj pro
strategické mysleni. Vize pfinaseji formulace cild, kdezto poslani je neménnym
zékladem subjektu.

Existuje nékolik U¢innych zpUsoby, jak sepsat poslani. Jsme-li neziskova organizace
spravovana radou, pozadame ji o formulaci poslani. KdyZ jsme mensi podnikatelsky
subjekt nebo pfipravujeme projekt v mensim tymu, svoldme brainstorming. Anebo
jsme na vznikajici firmu &i organizaci sami a vyresSime to osobné. Jako inspirace ndm
poslouzi néjaké motto, vzpomenme si na citaty. Dobré je prohledat webové stranky
konkurence a prodist si jejich poslani. Také mUzeme vyuzit zakladni metodiku pro
tvorbu poslani, jez spociva v utvoreni seznamu konkrétnich slov, kterad bude poslani
obsahovat a ktera se vztahuji k nasi ¢innosti.

Zaméfime se na produkt, obor pdsobnosti a geograficky rozsah, publikum, trh

a v pripadé kulturnich aktivit také na repertoar, aspekt vzdélani, moment participace
apod. Pokladame si otazky zacinaji slovy jak, pro koho, kdo, kde, co: Jaké produkty
nabizime? Jakéa Uroven je Zadouci? Pro které cilové skupiny je produkt ur¢en? Jak
velky dOraz budeme klast na vzdélavani?

Postupné utvoiime seznam 10 podstatnych jmen, 10 pfidavnych jmen a 10 sloves,
ktera nasledné vyuzZivame pro utvoreni sdéleni - poslani. Poslani je tieba

promyslet, musi davat smysl a doplfovat nase aktivity. Abychom se vyvarovali
r&znych interpretaci vyznamového sdéleni poslani, soustfedime se na jasny obsah

a neabstraktni &i vicevyznamova slova. Nad poslanim uvazujeme pozitivné a snazime
se o smeéfovani kupfedu. A jak dlouhé véta je idedlni pro poslani? Neexistuje Zadny
spravny rozsah, presto plati, Ze kratkou a jasnou vétu si zaméstnanci, spravni rada




nebo darci a vefejnost snaze zapamatuiji (tj. 5-10 slov, vice viz pfiklad 1). Mdme-li vice
variant, nebojme se oslovit spolupracovniky nebo své pratele, aby ndm s vybérem
pomohli.

Priklad 1: Vzory formulace poslani
z r0znych kulturnich sektoru

Inspirujte se znénim poslani z rdznych kulturnich odvétvi, zvyraznéno je sloveso
s dOlezitym vystiznym vyznamem (zdroje: webové stranky subjektd - viz seznam
pouzitych zdrojd; archiv autorky z workshopu kulturniho managementu).

DW?7 jako uzel v centru Olomouce propojuje mezinarodni i mistni kulturu a komunitu.

DOm uméni Usti nad Labem predstavuje vyznamné umélecké osobnosti a proudy
formujici sou¢asnou vytvarnou scénu.

Hrbitovni galerie Na shledanou ve Volyni nabizi moZnost tvofit a vystavovat na
misté, které je silnéjsi nez uméni.

My Street Films objevuje a vzdéldvd filmové talenty i divaky. Vytvaiime filmovou
mapu soucasnych mistnich pfib&hd.

Muzeum loutkéarskych kultur v Chrudimi opatruje a prostrednictvim zazZitk0 oZivuje
loutky z celého svéta.

Design centra CR peduji o systematické a efektivni vyuZivani designu v promyslové
vyrobé&, ekonomice a tvorbé Zivotniho prostredi.

Peak Design navrhuje a vyrdbi to nejlepsi ve své kategorii, klade si za cil uspét, ale
ne na Ukor ostatnich, chovéa se k zadkaznikdm jako k sobé rovnym, kompenzuje vliv
na Zivotni prostfedi 1 % svych piijm0J, podnécuje k pozitivnim zménam. Radost je na
prvnim misté, zisk na druhém.

Cesky rozhlas slouZi vetejnosti, poskytuje kvalitni informace, vzd&lavani, kulturu
i zdbavu a pfispiva k ochrané a rozvoji zékladnich hodnot demokratické spolecnosti.

Dejte pozor na zaménovani poslani se slogany, do poslani nepatfi slovni spojeni jako
~Jsme nejlepsi!” nebo zndmé ,Let’s make things better!" znacky Phillips. Sdéleni

v rémci poslani obsahuje souvislosti. ,Pofddat rozmanité kulturni akce a festivaly
na vysoké Urovni; nabizet mladym talentdm jedine&nou pfileZitost k rozvaoji jejich
profesiondlnich schopnosti; aktivné propagovat scénickd uméni v rdémci celého (...)
regionu; poskytnout a zajiStovat pohostinné prostiedi pro Uéinkujici a mecendse”
(HAGOORT, 2009, s. 89). Na zavér jesté par drobnych rad k tvorbé poslani.
Inspirativni poslani zaujme publikum i zaméstnance a pfipravuje se na moment
jejich dialogu a utvati budouci vztahy. Vhodné nastavené poslani nabizi perspektivu
rozvoje a ¢innosti organizace na deli obdobi (alespori pét let) a umoziuje vyvoj cild
ve strategickém planu.

Praktické cviceni:

- Navstivte kulturni nebo kreativni instituci (muzeum uméni nebo
designovou firmu) a prozkoumeijte jeji nabidku produktd, strukturu
zaméstnancU, webové stranky. Zformulujte na zakladé vlastnich
dojmU jeji poslani a diskutujte o vysledku s kolegy.



Culture and cultural
sectors

Everyone has right to participate freely in the
cultural life of the community, to enjoy the arts.
Universal Declaration of Human Rights, 1948, Article 27

The complexity of the concept of culture lies in the constant change of its meaning
within society. The anthropological point of view implies that culture is the overall
way of living. In general, culture comprises everything invented and created by man
influenced by the cultural background they live in and which they constantly discover
throughout their life. Culture, a word of Latin origin (colere) meaning ennoblement,
refinement, or cultivation of something, is even today a concept we come across

in contexts such as housing culture, agriculture, travelling culture, culture of public
behaviour, political culture, clothing culture, etc. Culture represents a broad field that
is usually divided into two groups - material culture (manmade products and way of
use) and intangible culture (traditions, customs, ideas, language, system norms).

The distinction and understanding of culture and civilization as two separate
moments in society comes during the period of German Romanticism during

the 19t century. “This distinction contributes to the modern view of ‘culture’ as
creative achievement and production of artistic work, in contrast to aristocratic
notions of social position expressed in good manners” (O’'BRIEN, 2014, p. 2).

In a narrower sense, we now understand culture as a human activity that brings
aesthetic values, shapes artistic goods, and evokes a certain artistic experience.

Society tends to categorize artistic creation, working with the concepts of

"high" and “low" art, closely connected to culture. "High" art comprises classical
painting, literature, etc., and has an institutional framework aura (e.g. creation of art
collections). "Low" art usually refers to popular culture, i.e., television, novels, comic
books in the field of visual communication (STURKEN, CARTWRIGHT, 2009, p. 12).
High culture is usually automatically considered to be of high quality, but setting
the aspects of the quality of artistic expression is still topical.

In the cultural field, we historically distinguish the types of artistic activity that require
specific abilities and skills - fine art, dance, theatre, music, and literature. The current
cultural sector also includes cinematography, the exercise of copyright, cultural
heritage, as well as ecclesiastical and religious societies within the cultural field.
Current practice shows that thanks to multimedia approaches, technologies, and
adopting the post-conceptual approach with regard to interdisciplinarity in art, artistic
creation broadens. The current division of individual cultural and creative sectors and
their activities are described in the study The Economy of Culture in Europe (KEA
EUROPEAN AFFAIRS, 2021) and the updated study Market Analysis of the Culture and
Creative Sector in Europe (KEA EUROPEAN AFFAIRS, 2021) - see Fig. 1



Fig. 1
Cultural and Creative Sectors and
Subsectors according to the EU

(source: KEA EUROPEAN AFFAIRS, 2021)
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Culture and art have a rightful position in today's world and cultural policy deals with
this aspect within the society. Cultural policy deals with the support for culture and
art in general and pursues the question of its service and helpfulness. “The tension
between citizens' expertise, in this case, focused on aesthetics, markets, and
bureaucracy, is well represented in cultural policy” (O'BRIEN, 2014, p. 140). This sets
the state's task within cultural policy, i.e., support and promote the development

of culture and preserve cultural goods. This is done through strategic documents
setting the direction of cultural activities. These documents for instance aim to
promote equality in the availability of culture, set the conditions for improving
the quality of life through environmental innovation, stimulate education and
personal development, protect cultural heritage, etc. (KEA EUROPEAN

AFFAIRS, 2021).

The cultural background and the development of art are also related to

the moment of art and cultural heritage mediation. Mediation includes all activities
connected to the preparation and production of works of art that lead to broaden
people's horizons, offer cultural goods intended for specific consumption (cultural
or artistic experience), and educate the audience. The way art is presented to

the viewer today is encoded in itself. It is based on the present and the situation
in which it is, which serves as the basis for the subsequent interpretation and
understanding of the work of art.

Art mediation formats are based on the activity itself (e.g. lecture, guided tour,

film screening, creative workshop, audience participation during a theatrical
performance) or the venue: "inside” - museum, community centre, alternative
space, theatre, cinema, etc. - or "outside’, in the public space - park, garden, street,
etc.; the place completes the context of the work of art (e.g. group exhibition,
collection presentation, thematic festival, educational symposium, trade fair).

Looking back, we discover various historical connections among culture, its
production, and its management. Entrepreneurship in culture existed long before
the establishment of theoretical concepts and approaches in management. In
ancient history, for example, it was necessary to manage theatre companies, in
the Middle Ages the construction of churches, Renaissance versatility allowed for
the development of an entrepreneurial spirit, various art workshops were created.
It was necessary to manage economic affairs and coordinate a team of people
and their work, later on came the establishment of the first museum institutions
for the mediation of cultural goods. We can see that having an organizational
framework, knowing the history of art as well as having the knowledge of
management theory and marketing tools is beneficial even for creative activities
(HAGOORT, 2003, p. 15). These areas help managers to understand the needs of
cultural organizations and businesses, the processes of their operation in

the 27t century, and show their future direction in the market environment.

Final thoughts:
- What does the concept of culture mean to you?

- What other interdisciplinary connections of the concept of culture
can you think of?



Kultura a kulturni
sektory

Kazdy ma pravo svobodné se Uc¢astnit
kulturniho Zivota spoleénosti, (...).
VSeobecna deklarace lidskych prav, 1948, ¢lanek 27

Slozitost pojmu kultura spociva v neustalém proménovani jeho vyznamu ve
spolec¢nosti. Z antropologického vnimani kultury vyplyva, Ze se jedna o celkovy
zpUsob Ziti. Obecné je kultura vée, co ¢lovék vymyslel a utvofil, ovliviiovan kulturnim
prostifedim, ve kterém se pohybuje a blize ho poznava béhem svého zivota. Slovo
kultura ve svém latinském zékladu (colere) oznaduje zudlechtovani, tilbeni nebo
péstovani néceho a setkdvame se s nim v souvislostech jako kultura bydleni,
zemeédeélska kultura, kultura cestovani, kultura chovani na verejnosti, politicka kultura,
kultura oblékani a dalsi. Oblast kultury je znaéné rozsahla a obvykle ji délime do dvou
skupin - na kulturu hmotnou (vyrobky &lovéka i zpUsoby uziti) a nehmotnou (tradice,
zvyky, myslenky, jazyk, systémy, normy).

Rozlisovani a chapani kultury a civilizace jako dvou momentd ve spoleé¢nosti prichazi
v obdobi némeckého romantismu v prdbéhu 19. stoleti. ,Toto rozliseni prispivd

k modernimu pohledu na ,kulturu’ jako na kreativni Usili a tvorbu uméleckych

dél - oproti aristokratickym predstavdm o socidlni pozici vyjadfované vybranym
chovdnim” (O’BRIEN, 2015, s. 8). V uz8im slova smyslu dnes chapeme kulturu

jako lidskou €innost prinasejici estetické hodnoty, utvarejici umélecké statky

a vyvolavajici urcity umélecky prozitek.

S kulturou je Casto Uzce spojovana idea ,vysokého" a ,nizkého” uméni, kdy
spole¢nost kategorizuje uméleckou tvorbu. Za ,vysokou" kulturu se oznaduje
klasické malitstvi, literatura apod. a obestira ji aura urcitého institucionalniho rémce
(napt. tvorba uméleckych sbirek). ,Nizka" kultura je pojiména jako ta popularni.

Z hlediska vizualni komunikace sem Fadime televizi, romany, komiks (STURKEN,
CARTWRIGHT, 2009, s. 12). Obvykle se automaticky pfedpoklada, ze vysoka kultura
je ta kvalitni, ale nastaveni aspektU kvality uméleckého projevu je stale aktualnim
tématem.

Z historického hlediska rozliSujeme v kulturni oblasti druhy umélecké ¢innosti
vyzadujici specifické schopnosti a dovednosti - vytvarné uméni, tanec, divadlo,
hudbu a literaturu. V sou¢asném kulturnim sektoru objevime i kinematografii, vykon
autorského prava, kulturni dédictvi, véetné zafazeni cirkevnich a ndbozenskych
spole¢nosti do kulturnich odvétvi. Ze souCasné praxe vnimame, jak se umélecka
tvorba rozsituje diky multimedidinim pristupdm, technologickym moZnostem

i naplfovani postkonceptalniho piistupu vhledem k mezioborovosti v uméni.
Aktualni rozdéleni jednotlivych kulturnich, tviréich a kreativnich odvétvi a jejich
ginnosti shrnuji studie Ekonomie kultury v Evropé (KEA EUROPEAN AFFAIRS, 2021)
a aktualizovana Analyza trhu kulturniho a kreativniho sektoru v Evropé (Market
Analysis of the Culture and Creative Sector in Europea; KEA EUROPEAN AFFAIRS,
2021) - Obr. 1.



Obr. 1
Clenéni kulturniho sektoru podle EU

(zdroj: KEA EUROPEAN AFFAIRS, 2021)
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V dnesnim svété maji kultura a uméni svou opodstatnénou pozici a tomuto
aspektu ve spole¢nosti se mimo jiné vénuje kulturni politika. Kulturni politika se
zabyva nastavenim podpory kultury a uméni obecné a klade si otazku, k cemu
kultura slouzi, napomaha. ,V kulturni politice se jasné odrdzi napéti mezi zkusenosti

ob&anU a odbornosti, v tomto pfipadé v souvislosti s estetikou, trhy a byrokracii
(O'BRIEN, 2015, s. 238).

Z toho vyplyvaji dil¢i Ukoly stétu v rémci kulturni politiky, a to podporovat rozvoj
kultury a uchovavat kulturni statky. Za timto U¢elem jsou vytvéreny strategické
dokumenty pro sméfovani kulturnich aktivit. Sleduji tyto cile: podporovat snizovani
nerovné dostupnosti kultury, utvaret podminky pro uskutecriovani zvySeni kvality
zivota v rdmci inovace prostredi, stimulovat vzdélavani a osobni rozvoj, peovat

o kulturni dédictvi ad. (KEA EUROPEAN AFFAIRS, 2021).

S kulturnim zazemim a vyvojem umeéni souvisi moment zprostredkovani umeéni

a kulturniho dédictvi. Zprostifedkovanim rozumime veskeré aktivity souvisejici

s pfipravou a realizaci uméleckych dél, které vedou k rozsifovani obzord a nabidky
kulturnich statkd uréenych ke specifické spotfebé (kulturni zazitek, umélecky
prozitek) i edukace publika. ZpUsob, jakym se dnes uméni prezentuje divakovi, je
zakdédovan sdam v sobé. Déje se tak v piitomnosti a z aktuéini pozice, ve které se
nachazi, z ni dale vychazi nasledna interpretace a porozumeéni uméleckému dilu.

Formaty zprosttedkovani uméni vychazeji z aktivity samé (pfednaska, komentovana
prohlidka, filmova projekce, tvaréi workshop, participace publika béhem divadelniho
predstaveni aj.) nebo mista konani: ,uvniti* - muzeum, kulturni ddm, alternativni
prostor, divadlo, kino ad., nebo ,vné&', ve vefejném prostoru - park, zahrada, ulice atd.,
pfi¢emz misto dotvafi kontext dila (skupinova vystava, prezentace sbirky, tematicky

festival, vzdélavaci sympozium, prodejni veletrh).

Ohlédneme-li se do minulosti, objevime vzajemné historické souvislosti mezi
kulturou, jeji produkcei a jejim Ffizenim. Podnikani v kulture existuje davno pred
ustanovenim teoretickych konceptU a pfistup0 v managementu. Ve starovéku

bylo napfiklad potteba Fidit divadelni spole¢nost, ve stfedovéku stavby kosteld,
renesan¢ni vSestrannost umoznila rozvinout podnikavého ducha a vznikaly umélecké
dilny, kdy bylo tfeba Fidit ekonomické zélezitosti a koordinovat tym lidi a jejich praci,
pozdgji pak zakladani prvnich muzejnich instituci na zprostfedkovani kulturnich
statkd. Vidime, ze i kreativni ¢innosti prospiva organizaéni ramec. Stejné tak plati,

ze pro uméleckou tvorbu se vyplati znat déjiny umeéni a doplfiovat tyto znalosti

o teorii managementu i marketingové nastroje (HAGOORT, 2009, s. 15). Tyto oblasti
nejen napomahaji manazerdm porozumét potifebam kulturnich organizaci i podnikd

a procesUm jejich fungovani v 21. stoleti, ale zaroven ukazuji cestu pro jejich budouci
smérfovani v trznim prostredi.

Zdaverecné zamysleni:
- Co si predstavite pod pojmem kultura?

-> Jaka dalsi mezioborova propojeni pojmu kultura znate?



Market

“Where will an art be bought next? A reading of
Financial Times dedicated to the emerging
markets are the required reading for every actual
art dealer who wants have proper overview.”

— HOOK, 2015, p. 381, freely translated

The term market builds on the very idea of the original physical location,

the place where the sellers and buyers are. Today, these physical encounters
are complemented by the online environment. From an economic point of

view, the market is perceived as a set of buyers and sellers who personally or
through various media and means trade the product (you may know economic
differentiation such as the real estate market, the art market, etc.). Three basic
entities exchanging and consuming goods are distinguished within a market -
households, businesses, and the state. According to the motives of purchase or
sale, the market is divided into the product and services market, the labour and
capital market, and the money market.

The markets we focus on in cultural management and marketing are inherently
diverse due to their location and may be defined in many ways. A mass market is
defined by a broad audience - customers who buy and consume the basic product
to fulfil their needs. The opposite is a niche market with individuals or entities with
narrow focus or need (e.g. an art auction house is a niche market of one entity for
the art owners or authors themselves and is devoted to them).

In marketing, a market includes all possible buyers; in order to get oriented,
targeted marketing is used. It identifies the demand and current interest in

a particular product, the motivation of customers, and is interested in sales paths.
This is not done only through market segmentation, other activities, namely
targeting and positioning are used as well.

Segmentation does not mean only dividing the market into subgroups. “To divide
an existing market into certain segments, certain criteria must be met. There must
be differences between the needs and wishes of customers, while a certain group
of customers must have some needs in common. This shall contain a sufficient
number of members and a special marketing mix shall be achievable” (SVETLIK,
2018, p. 70). Market segmentation divides the market into comprehensive target
groups of customers and describes them as accurately and with certain specifics
as possible in order to implement the offered product effectively and successfully
(e.g. parents with children interested in creative activities; 35—50 years old women
in low-income households; buyers of sales galleries focusing on contemporary
Czech art; etc.).




Each segment, each customer group identified on the market through this
description is based on the fulfilment of these criteria:

common characteristics, the close similarity of demand but
different with respect to other segments,

descriptive and measurable segment,

accessible segment responding positively to the prepared
communication mix.

Selected segmentation specific aspects:

geographic - segmentation by location, territory
(local x foreign, regional x local);

demographic - segmentation by age, gender, education,
occupation, life cycle;

economic - income, pricing;

psychological - shopping habits, community affiliation, subculture;
psychographic - lifestyle;

needs-based;

behavioural.

Targeting sets a narrower focus on the defined segments and offers two basic
possibilities - focusing on one segment or multiple segments. For this decision, it is
important to verify whether the number of customers in the relevant segment and
their interest in the product will cover the costs and bring profit to the company
(purchasing power), in the case of non-profit organizations a balanced budget.

We know from practice that the market changes faster than marketing.
Requirements, purchasing power, buyer numbers are changing, which is reflected
in the economy, culture, and technology. If a change is noticed, the marketing
strategies may be adjusted in time. In cultural and creative industries, it is ideal to
focus and concentrate first on three or four market segments maximum.

Positioning, i.e., placing a product in the minds of customers, presupposes

a decision on how the organization (or individual - company) will reach customers.
It builds on the readiness of the communication and presentation strategy.

It focuses on how the product will be presented and what the resulting impression
will be. “But positioning is not what you do to a product. Positioning is what you do
to the mind of the prospect” (KOTLER, 2003, p. 95). Marketing communication thus
attempts to determine one defining product property the target customers will
remember, thereby ensuring a competitive advantage.

To choose the right marketing approach within the cultural and creative industries,
you need to be ready to engage your audience (target group), not only during

the sale when responding to their needs. The customer continuously processes
information about the product that he encounters in the public space, during
purchase, or other marketing communication. They form their opinion concerning
the product and place it in an area relevant to them within the market. The market
environment accommodates also the competitors' products and the properties,
quality, and price of your product are compared to the others.

Practical exercise:

- Propose market segmentation in the services field - e.g.
management of activity guided exhibition tour.

-> Design segmentation aspects for one of the following products
(according to your field of expertise): drinking set,
exhibition, photography services, visual identity.



Trh

..Kde se bude nakupovat uméni pristé?
Povinnou &etbou kazdého dnesniho obchodnika
s umeénim, ktery chce mit patfi¢ny prehled,
je precteni Financial Times vénované
rozvijejicim se trhdm.”
~— HOOK, 2015, s. 381

Ve své podstaté se pod ozna&enim trh skryva jeho pdvodni fyzické umisténi -
misto, kde se setkavali prodavajici a kupuijici. Dnes toto fyzické setkavani doplriuje

i online prostredi. Z ekonomického pohledu je trh vniman jako soubor kupujicich

a prodavajicich, ktefi osobné nebo prostfednictvim rdznych médii a prostiedkd
obchoduiji s vyrobkem (mudzete znat ekonomické rozliSovani jako trh realit, trh

s umé&nim ad.). Na trhu rozliSujeme t¥i zakladni subjekty - domacnosti, podniky, stat,
kde je provadé&na sména a spotieba zbozi. Dle motivd koupé nebo prodeje ¢lenime
trh na trh vyrobkd a sluzeb, trh prace a kapital0, trh penéz.

Trhy, na které se zamérujeme v rdmci kulturniho managementu a marketingu, jsou
ze své podstaty rdznorodé a mdzeme je definovat mnoha zpUsoby. Tzv. masovy
trh vymezuje Siroké publikum - zékazniky, ktefi nakupuji a spotifebovavaji zakladni
produkty k naplnéni svych potreb. Jeho opakem je pak trh jednoho subjektu -
jedince &i podniku s Uzkym zaméFenim a potfebou (napf. aukéni dOm s uménim

je trhem jednoho subjektu pro viastniky uméni nebo autory samotné, kterym se
vénuje).

V marketingu oznacuje trh véechny mozné nakupuijici a spravné se v ném
zorientovat ndm pomaha cileny marketing. Zjistuje poptavku a dosavadni zajem
o urdity produkt, motivace zékaznikd a zajimé se o cesty prodeje. Tyto tfi etapy
v8ak nenapliiuje pouze tzv. segmentace trhu, ale rozpoznavame zde aktivity
pojmenovavané v marketingu jako targeting a positioning.

Pouhé rozdéleni trhu do podskupin nesplfiuje kroky segmentace. ,Aby bylo mozné
rozdélit existujici trh na urcité segmenty, musi byt splnéna urcitd kritéria Musi
existovat rozdily mezi potfebami a pfdnimi zékaznikd, zdrover uréitd skupina
zdkaznikG musi mit nékteré potreby spolec¢né. V ni musi byt dostateény pocet &lend
a musi byt uskuteénitelné vytvoreni specidiniho marketingového mixu” (SVETLIK,
2018, s. 70). Segmentace trhu se vénuje rozdéleni trhu na ucelené cilové skupiny
zékaznikd a jejich popis, a to co mozna nejpfesnéji a s urditymi specifiky, abychom
nabizeny produkt efektivné a Uspé&sné realizovali (rodic¢e s d&tmi se zajmem

o kreativni aktivity; 356—50 leté zeny v domacnosti s nizkym pfijmem; nakupdi
prodejni galerie zamé&fujici se na soutasné &eské uméni ad.).




Kazdy segment, skupina zékaznikd, rozpoznana na trhu a identifikovana na zékladé
popisuy, vychazi z naplnéni kritérir:

spole&né vlastnosti, blizka podobnost poptavky, ale rozdilna vidi jinému
segmenty,

popisny a méfitelny segment,
pristupny segment reagujici pozitivné na pfipraveny komunikacni mix.
Vybrana specificka hlediska segmentace:

geografickd - ¢lenéni dle mista, Uzemi
(tuzemsti x zahraniéni, regionalni x lokalni);

demograficka - ¢lenéni podle véku, pohlavi, vzdélani, zaméstnani,
zivotniho cykly;

ekonomicka - prijmy, stanoveni cen;

psychologicka - nékupni zvyky, prislusnost ke komunité, subkultura;
psychograficka - Zivotni styl;

dle potreb;

dle chovani.

Targeting stanovuje uzsi zaméreni na vydefinované segmenty a nabizi dvé
z&kladni moznosti - soustfedit se na jeden segment, nebo na vice segment0.

Pro toto rozhodovani je dUleZité ovéfit, zda pocet zakaznikd v pislusném segmentu
a jejich zadjem o produkt pokryje néklady a bude pfindset zisk firmé (tzv. kupni sila),

v pfipadé neziskovych organizaci vyrovnany rozpocet.

Z praxe je ziejmé, ze trh se méni rychleji nez marketing. Méni se pozadavky,
kupni sily, pocty kupuijicich, coz se odrazi v ekonomice, kultufe i v technologiich.
Kdyz si zmény vS§imneme, mdzeme v¢as upravit marketingové strategie.

V kulturnich a kreativnich prdmyslech je ideélni zaméfit se na zacatek na
maximalné tfi az Ctyfi segmenty trhu a vénovat jim veskerou koncentraci.

Positioning neboli umisténi vyrobku v mysli zdkaznikd pfedpoklada rozhodnuti,
jakym zpUsobem bude organizace (pfipadné jedinec - firma) zékazniky oslovovat.
Stavi na pfipravenosti strategie v oblasti komunikace a prezentace. Soustiedi se
na to, jakymi cestami bude vyrobek predstaven a jaky zanechéava vysledny dojem.
Pozicni strategie neni to, co déldte s vyrobkem, je to to, co déldte v myslich
potenciondlnich zdkaznikd” (KOTLER, 2003, s. 95). V marketingové komunikaci

se proto vénujeme stanoveni jedné definujici vlastnosti produktu, kterou si cilovi
zakaznici zapamatuji, ¢imz bude zéaroven zajiSténa konkurenéni vyhoda.

Pro nastaveni marketingového pfistupu v oblasti kultury a kreativnich promysld

to znamend byt pfipraven zaujmout publikum (cilové skupiny), a to nejen b&hem
prodeje, kdy reagujeme na jeho oekavani. Zakaznik prdbézné zpracovava

informace o produktu, které potkava ve verejném prostoru, b&hem nakupu nebo

jiné marketingové komunikace. Vytvari si nazor na dany produkt a zaradi si jej do
oblasti, ktera je pro néj relevantni v rdmci trhu. V tomto trznim prostredi se nachazeji
produkty konkurence a dochézi ke srovnavani uzitnych vlastnosti, kvality, ceny
naseho produktu s ostatnimi.

Praktickd cviceni:

- Navrhnéte segmentaci trhu z oblasti sluzeb - napfiklad
k realizaci akce komentovana prohlidka vystavy.

- Navrhnéte hlediska segmentace u jednoho z téchto produktd
(dle své oborové pUsobnosti): napojovy set, vystava,
fotografické sluzby, vizualni identita.



Strategic planning

The strategic planning process can be
a powerful force in identifying institutional
priorities and engaging organization
stakeholders and influencers.

KAISER, 2009, p. 128

The preparation and development of a strategic plan are not only about filling in
forms and tables, it is a creative process that requires active interconnection and
interdependence of individual steps. First, lay out the goals stemming from your
vision and follow the essence, the core of your company, revealed in the mission.
The strategic planning process develops the initial intentions and compares them
with the data available, analyses achievements or threats so far, and sets up

the plan (see Fig. 2).

One of the sources of strategic planning is internal and external analysis.

The external analysis focuses on the environment the organization operates

in and monitors its present adaptability. Monitor the industry you operate in -
gallery production, museums, theatre, film production, design, etc. To get relevant
information, the environment can be divided into sections to monitor only selected
aspects - eight areas of external analysis: social, cultural, economic, political,
media, technology, international, ecological (HAGOORT, 2009, p. 106). Monitoring
and understanding the development in your industry is advantageous for future
decisions and provides enough time for an appropriate response. The analysis

of the sector reveals important factors of the market and its development. It
points out the opportunities and risks. The external analysis also attempts to
assess the position of the organization with respect to the other ones and its
competitiveness.

Every analysis is based on data collection and assessment. Organizations typically
don't spend enough time on new data collection and only work with currently
available data. It is however very important to have the latest data, not only
statistical data, and be careful about the quality and relevance of such data.

The abundance of data itself will not provide an insight into the issue, an analysis
needs to be carried out to support or refute our hypotheses concerning

the strategic plan.

Internal analysis reveals what is the organisation doing right and what could be
better. Always strive to be objective - work for instance with SW analysis defining
Strengths and Weaknesses in the individual processes of the organization.

The comparison of the results shows which strengths will be fully used.

The weaknesses show areas for improvement, subsequently included in

the strategic plan.



SWOT analysis (see an example 2) is not only about Strengths and Weaknesses,
but also Opportunities and Threats, for instance, those on your market. SWOT
analysis can also be used in certain parts of external analysis. Due to its simplicity,
this technique is the most popular analysis and thus widely used tool of strategic
management. It is, however, focused only on the current state which may be
insufficient for long-term strategic plans.

Example 2: SWOT analysis -

assessment of current factors

in a cultural organization
Depending on the assessment of the situation, the potential, and the organization
of the entity, factors can be moved between the different parts of the SWOT

analysis, i.e. staffing can be evaluated sufficiently (+) or will be perceived as
an improperly set structure of the division of work (-) etc.

insufficient marketing

sponsors, strategy, non-response
staffing to industry innovation
customer care, creation of a new
more free time, institution in the city,
increased revenue attendance

This small SWOT analysis shows that activities to strengthen competitiveness
should be involved in the strategic plan, a marketing strategy should be developed
and appropriate communication tools should be selected in relation to those
indicators for threats (T).

A strategic plan describes how the goals will be achieved with respect to

the standards in our field, and verifies that these can be achieved with the means
available. For effective strategic planning, goals are sorted into separate units -
strategic direction is determined (operational and administrative development,
the focus of artistic production, production strategy, information strategies,
fundraising activities, internationalization, etc.). Once the strategic units are
planned, move on to the implementation planning, e.g., in the form of short-term
program lines in museums or within the repertoire of a theatre. Do not forget
about the schedule - work with a planning calendar, organizational provision,
future communication about the implementation of the plan, feedback, resources
allocation.

The final step is the pricing of the strategic plan and its outputs, drawing up

a rough budget. At this stage, financial expenditure needs to be estimated and
compared with planned revenues. It is necessary to set the value of the different
parts of the strategy and verify that they are available for gradual implementation.
If you had great expectations concerning this strategy and you find that they could
not be fulfilled, go back to square one and revise the strategy. Plan the individual
objectives and focus also on multi-source funding. Or set priority objectives of
the strategic plan implementation according to financial possibilities. Try to draw
up a structured, clear, feasible, and conceptually interconnected balance sheet of
the future direction of the organization and its activities with regard to the market
environment.

Cultural organizations usually work with three forms of strategic planning -
programme approach, annual planning, or random establishment of procedures for
individual (sub)projects, typically spontaneous (HAGOORT, 2009, p. 92). It largely
depends on the financial resources available. Another non-inspirational moment
for the development of strategic plans is the constant reactionary alertness

in the programme plan. When a cultural institution does not have long-term
multi-source funding and must work with the subsidy resources available with

the possibility of a one-year, rarely multi-year spending on the Czech scene, it

has no motivation to create a long-term strategic plan, even though such a plan
would improve at least in the managerial activity feedback. Remember that long-
term strategic plans provide cultural enterprises with effective and conceptual
management and gradual targeted development. Last but not least, they can serve
as a basis for evaluation of the operation, development of activities, and fulfillment
of the mission.



Fig. 2
Structure of Creation of Strategic Planning

Mission formulation

External analysis Internal analysis

Strategic direction

Implementation period Ensuring capacities

Financial security

Practical exercise:

- Find and study the strategic plans of organizations
from the cultural, artistic, or design industry.
What approach and methodology do they choose?

Strategické pldnovani

Proces strategického planovani mize byt
mocnym nastrojem pfi stanoveni priorit
instituce a zapojeni zainteresovanych
a vlivnych stran na ni napojenych.

KAISER, 2009, s. 128

Priprava a vypracovani strategického planu je tviréim procesem, kdy nepostadi
pouze vyplnit formulére a tabulky. Naopak tato ¢innost vyzaduje aktivni propojeni

a provazanost jednotlivych krokd. Na zagatek je dobré rozvrhnout si cile navazujici
na nase vize a sledovat podstatu vzniku nasi organizace nebo firmy, kterou odhaluje
poslani. Proces strategického planovani rozviji prvotni zaméry, které srovndvame

s dostupnymi daty, analyzujeme dosavadni Uspéchy, pfipadné hrozby, a cilené
zaznamenavame obsah planu (viz Obr. 2).

Dil¢im zdrojem pro tvorbu strategického planu jsou analyzy vnéjsiho a vnitiniho
prostredi. BEhem analyzy vnéjsiho prostredi se zaméfujeme na prostredi, kde
organizace pUsobi, a sledujeme jeji dosavadni adaptabilitu. Prozkoumame odvétvi, ve
kterém pUsobime - galerijni produkci, muzejnictvi, divadelnictvi, filmovou produkci,
designovou tvorbu atd. Pro ziskani relevantnich informaci mdzeme rozdélit prostiedi
do sekci a zmapovat vybrané aspekty - osm oblasti prOzkumu prostredi: socialni,
kulturni, ekonomicka, politickd, medialni, technologicka, mezinarodni, ekologicka
(HAGOORT, 2009, s. 106). Sledovat a pochopit vyvoj v nadi oblasti pfinasi nejen
vyhody pro budouci rozhodnuti, ale i dostatek ¢asu pro vhodnou reakci. Analyza
odvétvi odhaluje dilezité faktory trhu a jeho rozvoje. Naznaduje prileZitosti,
upozorfiuje na rizika. V rdmci analyzy prostredi se mimo jiné snazime posoudit
vlastni pozici vi&i podobnym organizacim a odhalit miru konkurenceschopnosti nasi
organizace.

Podstatou vSech analyz je sbér dat a jejich vyhodnoceni. Organizace vétsinou
nevénuji dostatek ¢asu novému sbéru dat a pracuji pouze s aktualné dostupnymi
daty. Pfitom je dUleZité sbirat data co nejaktualnéjsi, nejen ta statisticka, a zvazovat
i kvalitu a dostatecnou relevanci téchto informaci. Hojnost dat sama o sobé
neposkytne nahled do podstaty véci, je tfeba nasledné provést analyzu, kterd
podpofi nebo vyvrati nase hypotézy smérem k oblastem strategického planu.

Vnitfni analyza odhaluje, co organizace déla spravné, a kde ma naopak nedostatky.
Vzdy se snazime o objektivni zkoumani - vyuzivdme napriklad nastroje SW analyzy,
kdy definujeme silné (Strenghts) a slabé (Weaknesses) stranky v jednotlivych
procesech organizace. Porovnanim vysledk( zjistime, které silné stranky budeme
plné vyuzivat. Slabiny ukazuji, na ¢em musime zapracovat, coz nasledné vilozime do
strategického planu.



Pfipomerime si i SWOT analyzu (pfiklad 2) - silné a slabé stranky doplfiuji prilezitosti
(Opportunities) a hrozby (Threats), napfiklad ty odehravajici se na naSem trhu.
SWOT analyzu Ize pouzit i na analyzu vybrané oblasti vnéjsiho prostredi. Diky své
jednoduchosti je tato technika nejoblibenéjsi analyzou, a tedy hojné vyuzivanym
nastrojem strategického managementu. Jeji zaméreni je v8ak vyhradné aktualni, coz
muze byt nedostateéné pro dlouhodobéjsi strategické plany.

Priklad 2: SWOT analyza -
posuzovani aktualnich faktord
v kulturni organizaci

Dle vyhodnoceni situace, potencidlu a organizace subjektu Ize faktory mezi
jednotlivymi ¢astmi SWOT analyzy presouvat,

tj. personalni zajisténi mbze byt hodnoceno dostateéné (+)

nebo bude vnimané jako nevhodné& nastavena struktura déleni prace (-) apod.

nedostatecna
marketingova
sponzofi, strategie, nereagovani
personalni zajisténi na inovace v oboru
péce o zédkazniky, vznik nové
vice volného ¢asu, instituce ve mésté,
zvy$eni pfijm0 navstévnost

Z této malé SWOT analyzy vyplyva, Ze je tfeba do strategického planu zapojit
aktivity na posileni konkurenceschopnosti, vytvofit marketingovou strategii a vybrat
vhodné komunika&ni nastroje vzhledem k indikatordm uvedenym u hrozeb /T/.

Pfi vypracovani strategického planu popisujeme, jak jmenovanych cild doséhneme
s ohledem na danosti v naSem oboru, a ovéfujeme, Ze disponujeme moznostmi
pro jejich realizaci. Pro efektivni strategické planovani tridime cile do ucelenych
jednotek - uréujeme strategicky smér (provozni a administrativni rozvoj, zaméreni
umeélecké produkce, vyrobni strategie, informacni strategie, fundraisingové aktivity,
internacionalizace atd.). KdyZz mame vypracované strategické oblasti pro nasi
organizaci, prejdeme k naplanovani realizaci, napfiklad v podobé kratkodobégjsich
programovych linii v muzejnictvi nebo repertoéru v oblasti divadla. Soucasti je
samozrejmé prace s Casovym harmonogramem - vytvoreni planovaciho kalendare,
organiza&ni zajisténi a budouci komunikace o zavadéni planu do reality, zapojeni
zpétné vazby a pfidéleni zdrojo.

Zavérecnym krokem v rédmci procesu planovani je nacenéni strategického planu

a jeho vystupy, kdy sestavime rémcovy rozpocet. V této fazi je tfeba odhadnout
finan¢ni vydaje a srovnat je s planovanymi prijmy. Je tfeba jednotlivé Casti strategie
finanéné vycislit a ovéfit, zda jsou dostupné pro postupnou realizaci. Pokud jsme
do strategie vlozili velké ocekavani a zjistime, Ze je v této celistvosti nedokazeme
naplnit, je tfeba se vratit na zacatek a strategii prepracovat. To znamena vhodné
rozpldnovat jednotlivé cile a zaméfit se i na strategii vicezdrojového financovani.
Nebo mUZeme stanovit prioritni cile realizace strategického planu dle finanénich
moznosti. Snazime se o strukturovanou, jasnou, uskutecnitelnou a koncepcné
provéazanou rozvahu budouciho smé&fovani organizace a jejich aktivit s ohledem na
trzni prostredi.

V kulturnich organizacich se vétsSinou setkdvame se tfemi formaty strategického
planovani - programovy pristup, ro¢ni planovani nebo nahodilé ustanovovani postup’
pro dil&i realizace charakteristické spontannim jednanim (HAGOORT, 2009, s. 92).
Velky podil na tom maji dostupné finanéni zdroje. DalSim neinspiraénim momentem
pro tvorbu strategickych pland je neustala reakéni pohotovost v programovém
planu. Kdyz kulturni instituce nema dlouhodobé zajisténé vicezdrojové financovani
a je odkazana na dostupnost dotacnich zdrojd s moznosti jednoro¢niho, na ¢eské
scéné malokdy viceletého Cerpani, nema motivaci pro vytvoreni dlouhodobého
strategického planu, a pfitom by takovy plan pfinasel pozitiva minimalné

U manazerské Cinnosti zpétné vazby. Zapamatujme si proto, ze dlouhodobé
strategické plany pfinadeji kulturnim podnikdm moznost efektivniho a koncepéniho
fizeni a postupného cileného rozvoje. V neposledni fadé mohou poslouzit jako
podkladovy materidl k evaluaci fungovani, rozvoje ¢innosti a naplfovani poslani.



Obr. 2

Struktura tvorby strategického planovani

Formulace poslani

Analyza vnéjsiho prostredi Vnitfni analyza subjektu

Strategicky smér

Horizonty pro realizaci Zajisténi kapacit

Finanéni zajisténi

Praktické cviceni:

- Vyhledejte a prostudujte strategické plany organizaci
z kulturniho, uméleckého nebo designového odvétvi.
Jaky pristup a metodiku voli?

Environment and
competition

As important as it is to watch your competitors,
it is more important to observe your customers.
Customers, not competitors, determine who
wins the war.

KOTLER, 2003, p. 24

Knowing the environment ensures a sufficient supply of data and information

for the organization and its ability to respond adequately to the environment it
operates in. It provides a focused detached view of the market as well as the basis
for a strategic plan. Knowing the strengths and weaknesses of our competitor
helps when developing your strategy - e.g. fight for the audience (customers),
develop an advantageous partnership, or introduce an advertising campaign at

the right moment.

When monitoring the environment, the questions concerning its development,
current requirements for a successful business in the field, and the potential

for future development and innovation of activity should come to mind. Once
being familiar with the specifics of the environment, similar institutions should be
analysed. This may bring some inspiration or examples of good practice, or serve
as a lesson learned from detected mistakes or a source of a free opportunity (e.g.
unfulfilled customer demand.)

The simplest way to reveal the structure of an industry is to use a model developed
by Michael Porter. This model has proven to be also relevant to cultural and creative
industries. It separates industry participants into five key categories (KAISER, 2009,
p. 20—21):

peer companies - offer the same level of product,

new entrants - new companies that will gradually develop,

substitute products - offer an alternative,

buyers - three kinds of customers (people who buy tickets, presenters or
museums, and contributors - supporters),

suppliers - provide their services to an industry or help with the product
implementation.



The intensity of interdependence between these groups and one's interests

and the subject of business will vary. The matrix for competitors' identification
(BLAZKOVA, 2007, s. 62, see an example 3) works on a similar principle. This method
is based on the assessment of capabilities and the common market; the level of
competition (very x few) is determined - prospective competitors, main (direct)
competitors, emerging competitors, potential competitors.

Example 3:
Questions for competition analysis

(source: BLAZKOVA, 2007, p. 62)

Who are our competitors?

How intense is the competition?

What is the profile of our competitors - what do they offer?

How do our competitors want to be perceived in the market?

Where do our competitors place advertising and how often?

How will they respond to our changes in business?

To what extent do competing products meet the needs of customers?

What are our competitors' prices?

How do competitors distribute products or offer services?

Is R&D important to our competitors? How much do they invest in it?

What inovative products have they recently introduced to the market?

Do they focus on further education?

What does the press and professional media say about our competition?

To what extent do competitors benefit from similar advantages and resources as
we do?

Every institution has some competition; even if unique in its field, the competitors
come from a close industry. For example, a regional museum of art needs to keep
an eye mainly on local museums and galleries but must not forget also about
theatres or cinemas as these also operate in the field of leisure experience
activities. It must therefore continuously monitor and evaluate the market of these
specific leisure activities. To have a sufficient audience, it would not pay off for
the museum to start a new exhibition on the same day as a premiere of a theatre
performance in one small town.

Cultural and creative institutions should not ignore their competitors, but strive
to get to know them and develop synergies. When entering a market with
organizations having similar activities, one has to distinguish oneself, consistently
and clearly. There is no differentiation without recognition. Without finding
competitive advantage, even customers may struggle with recognition and may
confuse your organization for another.

Final thoughts:

- Think about the industry you operate in, who are your
direct competitors? What other cultural and creative
competitors you should register and get to know?



Prostredi
a konkurence

..Sledovat konkurenci je dilezité, sledovat
zékazniky je jesté dUlezitéjsi. O vysledku
valky rozhodnou zékaznici, ne konkurenti.
— KOTLER, 2003, s. 50

Znalost prostredi zajistuje organizaci dostatecny pfisun dat a informaci a schopnost
adekvatné reagovat na prostredi, ve kterém pUsobi. Jednak ji umozniuje soustfedény
nahled na trh, ve kterém realizuje svou ¢innost, jednak pfinasi podklady pro
vytvoreni strategického planu. Vyplati se ndm znat prednosti a slabiny naseho
konkurenta, abychom mohli vyvijet nasi vlastni strategii - jit tzv. do boje o publikum
(zékazniky), rozvijet vyhodnou partnerskou spolupraci nebo nastavit reklamni
kampan ve spravny moment.

Béhem prizkumu prostredi si klademe otézky o vyvoji onoho prostiedi: jaké jsou
aktudlni pozadavky na Uspésné podnikani v naSem oboru a zda prostiedi néjak
nezamezuje rozvoj nebo inovaci nasi ¢innosti? Jakmile pronikneme hloubéji do
specifik nadeho prostiedi, zaméfime se na analyzu podobnych instituci. MUzeme
ocekavat inspiraci a sezndmeni se s dobrou praxi, ale také pouceni z odhalenych
chyb nebo vyuziti volné piilezitosti (napt. nenaplnéni zakaznické poptavky).

Obecnou strukturu analyzy odveétvi, ktera je funkéni'i pro kulturni a kreativni
promysly, vypracoval Michael Porter, kdyZz rozdélil d¢astniky odvétvi do nasledujicich
péti klitovych kategorii (KAISER, 2009, s. 27-28):

@ srovnatelné spole¢nosti - nabizeji stejnou Uroven produktu,
@ novacci - nové, postupné se rozvijejici organizace,
alternativni produkty - nabizeji jinou moznost volby,

zékaznici - produkty dle t¥ zékladnich druhd zékaznikd (nakupujici vstupenky,
poradatelé, prispévatelé - podporovatelé),

@ dodavatelé - poskytuji rozsitujici sluzby nebo se podileji na realizaci produktu.

Mezi témito skupinami mUzeme rozeznat r0znou intenzitu provazanosti s vlastnimi
zajmy a predmétem podnikani. Podobné pracuje i matice pro identifikaci konkurentd
(BLAZKOVA, 2007, s. 62; vice piiklad 3). Metoda je zaloZena na posouzeni vyuziti
schopnosti na spole¢ném trhu, kdy je stanovovéna mira konkurence

(hodné& x mélo) - eventudIni konkurenti, hlavni (pfimi) konkurenti, zaginajici konkurenti,
pripadni konkurenti.




Priklad 3: Vzor otazek
pro analyzu konkurence
(zdroj: BLAZKOVA, 2007, s. 62)

Kdo jsou nasi konkurenti?

Jak intenzivni je konkurence?

Jaky je profil nasich konkurent® - co nabizeji?

Jak chtéji byt nasi konkurenti vnimani na trhu?

Kam nasi konkurenti umistuji reklamu a jak ¢asto?

Jak budou reagovat na naSe zmény v podnikani?

Do jaké miry uspokojuji konkurenéni vyrobky potfeby zékaznik(?

Jaké ceny maiji nasi konkurenti?

Jak konkurenti distribuuji vyrobky nebo nabizeji sluzby?

Je vyzkum a vyvoj pro nase konkurenty dUleZity? Kolik do néj investu;ji?

Jaké inovované produkty zavedli v posledni dobé& na trh?

Soustredi se na rozvoj vzdélavani?

Co piSou o nasi konkurenci tisk a odborna média?

Do jaké miry vyuzivaji konkurenti podobné vyhody a zdroje jako my?

KaZzd4 instituce je obklopena né&jakou konkurenci, a to i v pfipadé, Ze je ve svém
oboru jedine¢na a sama, protoze se jejimi konkurenty stavaji subjekty blizké

dané oblasti pdsobeni. Uvedme si to na pfikladu regionélniho muzea uméni, musi
sledovat predevsim lokalni galerie a muzea, ale nesmi zapomenout ani na divadla
nebo kina, nebot pdsobi v oblasti volno¢asovych zaZitkovych aktivit. Pohyby na
trhu, kde se odehrava nabidka téchto specifickych volnocasovych aktivit, budeme
proto prdbézné sledovat a vyhodnocovat. Muzeu uméni se vzhledem k navstévnosti
konkurencni poradané akce nevyplati zahajovat novou vystavu ve stejny den, v jaky
je premiéra divadelniho predstaveni v jednom malém mésté.

Kulturni a kreativni instituce by nemély své konkurenty ignorovat, ale mély by se
snazit o jejich poznani a budovat si s nimi synergicky vztah. Pokud vstupujeme na
trh, kde se nase Cinnost podoba ¢innostem dalSich organizaci, nezbyva nam nez se
disledné a zfetelné odliSovat. Bez poznani neni rozliseni. Bez nalezeni konkurenéni
vyhody nas nedokaZou rozeznat ani zdkaznici a mohou si nés kdykoliv splést s jinymi
organizacemi.

Zdavérecné zamysleni:

- Zamyslete se, ve kterém odvétvi pUsobite,
a kdo jsou vasi pfimi konkurenti? Jaké dalsi konkurenéni
subjekty z oblasti kultury nebo kreativniho prOmyslu
byste méli evidovat a blize poznat?



Who is your
audience?

“We still need to bring people together at
the same time without forcing them into
a collective body, such as the format of theatre
does (where, even if theoretically you can leave
at any point, you will make a big scene), whilst still
allowing for an element of embodied presence
and communication that all the electronic media
cannot provide.”
~ RUF, SLICE, 2017, p. 207

In the field of culture and creative industries, it is common that an audience
expects an aesthetic experience, originality, social activities, dialogue with art,
reflection or confrontation of social events, a moment of cultural education, etc.

An audience interested in the product listed above forms a diverse crowd of people
with certain cultural expectations and specific needs. This audience is composed
of people who:

@ perceive and respond to works of art,

@ actively participate in artistic activities in the case of participatory works,

visit cultural organizations,

support our activities, whether by purchasing the products offered
or by donation.

In various market processes, we name the audience as spectators, visitors,
listeners, art lovers, investors, collaborators, contributors. A market works on

the principle of a constant cycle of demand, supply, communication, and exchange
serving as the realization of countervalue and satisfaction of needs. We profile

an audience for which the term customer is commonly used in management and
marketing. Audience - customers are ideally segmented within our market, i.e.,

we recognize the specifics needed for appropriately addressing our customers
(see Market). A customer is not only an individual, it can also be a company or
organization.

Cultural organizations providing services distinguish three types of customers
according to their needs - direct buyers, presenters, and contributors (KAISER,
2009, p. 25). The very essence of museology assumes audience orientation since
museums collect, preserve, examine and display artefacts for society. Buyers
demand and buy tickets to an exhibition, performance, educational event, lecture,
etc., they respond to the offer of products of the cultural organization.




Presenters hire or purchase a cultural product from another organization, e.g

an exhibition at a gallery is set up by an external curator, another collection
organization or the artists themselves, in theatre tour performances, etc. Those
who support the work of a cultural organization or creative company - contributors
- donate and expect an exchange, such as gaining profit, good feeling, or certain
benefits (for more information see Fundraising).

Current marketing recommends thinking like a customer, as opposed to
overproducing and overwhelming the market. “Customer-oriented marketing

aims to acquire new and retain existing customers, with surveys showing that
keeping an existing customer is up to five times cheaper than getting a new

one" (JOHNOVA, 2008, p. 52). We strive not only to recognize current customer
needs but to anticipate new needs, knowing that our business cannot meet
everyone's needs. Knowing the needs of a particular group of customers, enabling
them to be fulfilled and getting a satisfied customer brings success and viability in
its field even to a narrowly focused cultural and creative industry.

Customer segmentation focuses on recognizing customers' needs and then
fulfilling them. To identify the needs in more detail, use a survey or listen to

the market participants. First register demand on the market, to which you respond
by offering your products or by creating a tailor-made product. Likewise, identifying
customers as target groups will allow you to easily inform them about our activities.
It ensures that the customers will stay aware of your brand or your products.

For example, distinguishing museum visitors into mere occasional, regular, local
visitors, and tourists is no longer enough for functional marketing communication.
For targeted communication to the audience, you need to know the motives of
their visit of the exhibition in the gallery. As with original design items, recognizing
the style, social inclusion, behaviour, education, or geographical location, etc. of
your customers will help you with marketing communication. It is the conscious
specificity that allows you to establish a “conversation” about your product with

a potential customer. Among museum visitors, the following types of customers
can be identified: professional connoisseurs, critics, investors, collectors,
enthusiasts, creatives, etc. In the cultural and creative sector, you do not serve
the mass market and the principle of segmentation allows effective fulfiiment of
objectives in management and marketing processes.

You can recognize the customer's behaviour and anticipate their needs, but you
will not directly affect their decision to meet their specific need by purchasing
our product. Marketing allows you to send stimuli, inform, and communicate. One
possible strategy that can be involved in the organization's marketing strategies is
customer focus.

Customer focus is not segmentation - you do not specify the target group.

The essence is best captured by the principle ‘listen and respond' followed by
choosing the right form of dialogue. It concerns the customer readiness during
purchase and is related to both distribution channels and communication during
or on the location of the purchase. In this case, you or your employees need to
use the right approach, communication skills, and tactics of communication with
the customer.

As an example, study this museum situation. A regular customer asks at the ticket
office what is new in the museum or what does the exhibition offer because

he did not study the offer beforehand. There is the moment of yearning for

a cultural experience and this need could be satisfied through future choice from
the museum'’s programme. However, the cashier just retorts: 'Read it over there!
Pointing to a poster or leaflets. If the need is not essential, would this motivate you
to spend your free time in the museum? Maybe you would better go to the café.
How would you feel if they recommended something or point out something
interesting from the museum's offer? The correct approach to informing potential
customers is providing a more specific answer to the question asked - describing
the product, and providing further information related to the product itself - in
this case, informing about the programmes organized in the museum (guided tour,
workshop, meeting with an artist, etc.) or pointing out the catalogue published for
the exhibition.

Of course, there are many more aspects that influence the customer's decision
regarding the satisfaction of current needs. Recall the tool of seven questions
directing customer analysis used in marketing theory (the system

of 7 O's described by P. Kotler - see JOHNOVA, 2008, p. 68—72) working

with market segmentation. Consider these questions:

Who are the organization's main customers? (occupants)
What do the customers seek in the market? (objects)
Why, for what purpose do they seek to meet the need? (objectives)

Who organizes or who participates in the process of offering to meet
the needs? (organization)

In what way are financial transactions and market operations carried out in
relation to the customer's time and possibilities? (operations)

On what occasion does the customer's incentive take place? (occasions)

Where does the customer shop, in what environment, in what place?
(outlets)

A separate chapter in the artistic environment consists of the development of
cooperation with the audience if required by the creative intentions of artistic
activities or the mission of a cultural organization. It means working with a narrower
audience, for which the term community can be used or which can be described
as a group of people with the same interest or specificity. The cooperation

has a participatory character in last years. This is most naturally developed in

some theatrical performances that work with audience involvement during

the play, providing a unique cultural experience. In fine art, it is artists who involve
the audience in the process of creation and place them in the role of co-author of
the work.



Our framework works also with the customer - institution or company; for

these, joint development of cooperation is perceived in the form of business
commitments or joint implementation of an event. Active partner involvement
applies mostly with festivals or symposiums, working together on the programme
or the course of the event.

In contrast, especially cultural organizations that strive for a balanced budget
compete for audience. The fight for audience is constantly present because

the financial stability of the organization is linked to a certain amount of income
from the activity - the admission fee. Although contributions and donations are
common in culture, transport, promotion, insurance and other expenses associated
with organizing cultural events have been increasing in recent years, but are

not followed by a sharp increase in subsidy and donor funding in culture. Within
the trading market, competition is perceived as a natural driver of the growth of
the organization, the organization is expected to orientate itself in the changing
market environment.

Finally, do not forget that audience generates your customers and needs ongoing
and active customer care. In the first place, be available to your potential and
regular customers. Place your contact information (phone number, website, e-mail)
in a clear and visible place. Respond to their requests (queries, complaints, fulfilling
the promised fast delivery, etc.), keep your promises, and admit it if you make
mistakes. Listening is the best start, motivate your employees to take an interest in
customer opinion, be empathetic, and communicate with them.

In a business environment, a positive experience and satisfaction with purchasing
lead to customers who will not only come back to you but will share satisfaction
with others. Take interest not only in their needs but also opinions. Allow customers
to express themselves and use the most common communication paths - e-mail,
social network, website, direct address at the point of sale. Last but not least,
supplement the product with related services, e.g. prepare tips, tutorials, articles,
or create a special offer for long-term customers. If you don't know where to start,
list the steps in customer care thinking about how would you like to be cared for.

Questions to think about:

- How would you describe customer segments in your market?
Try to intuitively derive their attractiveness to your product or
organization's activities.

- Can you imagine a cultural event with all possible viewers of
all sorts? It is quite popular to say that your activities are for
the general public, but can you really engage everyone and meet
all their needs?

- What precautions would you take in terms of customer care in your
organization or small business?

Kdo je nase publikum?

Musime lidi spojovat, ale bez natlaku na kolektivni
usporadani, tak jako v divadle (kde vas odchod
zpUsobi pofddnou scénu bez ohledu na to, Ze na
néj teoreticky mate kdykoli narok), pri¢emz musi
zUstat zachovan prvek ztélesnéné pritomnosti
a komunikace, ktery zadné z elektronickych médii
nedokaze poskytnout.

RUF, SLICE, 2017, s. 207, volné prelozeno

V oblasti kultury a kreativnich prdmysld bé&zné hovofime o publiku, které otekava
esteticky zazitek, originalitu, spolec¢enské vy7Ziti, dialog s uménim, reflexi nebo
konfrontaci spole¢enskych jevd, moment kulturniho vzdélavani apod. Publikum se
zdjmem o vy$e uvedeny produkt je rdznorody dav lidi s jistym kulturnim ocekéavanim
a se specifickymi potfebami. Pod timto publikem si mdzeme predstavit osoby, které:

vnimaji umélecka dila a reaguji na né,
v piipadé tzv. participativnich dél se aktivné podileji na umélecké ¢innosti,
navstévuji kulturni organizace,

podporuji nade aktivity, at uz formou nadkupu nabizenych produktd, nebo
darem.

Publikum v rdznych trznich procesech pojmenovavame jako divaky, navstévniky,
posluchace, zdjemce o umeéni, investory, spolupracovniky, pfispévatele. Principem
trhu je neustaly kolobéh poptavky, nabidky, komunikace a smény jako uskutecnéni
protihodnot a uspokojeni potreb. Profilujeme publikum, pro které v managementu
a marketingu bézné uzivame pojem zakaznik. Publikum - zakazniky, idedlné tzv.
segmentujeme v rdémci naseho trhu, coz je proces rozpoznavani specifik nutnych
ke spravnému osloveni zékaznika (vice viz Trh). Zakaznik neni pouze jedinec, ale
mdze jim byt i firma nebo organizace.

V kulturni organizaci poskytujici sluzby rozliSujeme tfi druhy zakaznikd podle jejich
potfeb - piimi nakupuijici, pofadatelé a prispévatelé (KAISER, 2009, s. 35). Orientaci
na publikum predpoklada napfiklad samotna podstata muzejnictvi, kdy ¢innosti
sbiréni, uchovéavani, zkoumani artefaktd a jejich zprostfedkovani vykonava muzeum
pro spole¢nost.

Nakupuijici poptévaji a nakupuiji vstupenky na vystavu, nebo predstaveni,

vzdélavaci akci, pfednasku apod., reaguji na nabidku produktd kulturni organizace.
Poradatelé jako dil¢i skupina zadkaznikd najimaji nebo nakupuiji kulturni produkt od
jiné organizace, napriklad vystava v galerii je vytvarena externim kuratorem, jinou
sbirkovou organizaci ¢i samotnym umeélcem, v oblasti divadla zdjezdové predstaveni



apod. Ti, co podporuji ¢innost kulturni organizace nebo kreativni firmy -
prispévatelé - davaji financni dar a ocekavaji vymeénu, napriklad ziskani profitu,
dobrého pocitu nebo uréitych vyhod (vice viz Fundraising).

Soucasny marketing doporucuje premyslet jako zakaznik, a to oproti nadmérné
vyrobé a zahlceni trhu. ,Cilem zdkaznicky orientovaného marketingu je ziskat nové
a udrZet stdvajici zékazniky, pfi¢emz prdzkumy ukazuji, Ze udrZeni si stdvajiciho
zdkaznika je aZ pétkrdt levnéjsi nez ziskdni nového" (JOHNOVA, 2008, s. 52).
Snazime se nejen rozpoznat aktualni potfeby zédkaznikyd, ale predvidat nové
potieby, pficemz vime, Ze nade podnikadni nemdze naplnit potfeby véech. Znat
potieby konkrétni skupiny zékaznikd, umoznit jejich naplnéni a ziskat spokojeného
zékaznika prinasi i Uzce zamérenému kulturnimu a kreativnimu podnikani Uspéch

a Zivotaschopnost v oboru.

Segmentace zdkaznik0 je typ kategorizace, ktera se soustfedi na rozpoznani potfeb
z4kaznikd a jejich nasledné napliovani. Rozpoznavat detailngji potfeby ndm pomaha
bud vyzkum, anebo naslouchani U¢astnikdm trhu. Na trhu registrujeme poptavku,
na kterou reagujeme nabidkou nasich produktd, ptipadné vytvorenim produktd na
miru. Stejné tak identifikace zadkaznikd jako cilovych skupin ndm umozni cilené je
informovat o nasi ¢innosti. Zajituje, ze nade znatka nebo nase produkty zUstavaiji

v povédomi zakaznikd.

Napriklad rozliSovani nadvstévnikd muzea na pouhé obdasné, pravidelné, mistni
navstévniky a turisty dnes jiz pro funkéni marketingovou komunikaci nestaci. Pro
cilenou komunikaci k publiku potfebujeme znéat motivy navstévy vystavy v galerii.
Stejné jako u originalnich designovych pfedmétd nam vzhledem k provadéné
marketingové komunikaci pomUze rozpoznat styl, socidlni zafazeni, chovani, vzdélani
nebo geografické umisténi atd. Jedna se pravé o uvédomované specifikum, které
nam umozni navazat s potencialnim zékaznikem ,rozhovor" o nadem produktu. Mezi
navsétévniky muzei proto identifikujeme typy zéakazniky, jez mOZzeme popsat napiiklad
jako profesionalni znalce, kritiky, investory, sbératele, nadsence, kreativce aj.

V kulturnim a kreativnim odvétvi neobsluhujeme masovy trh a princip segmentace
nam umozniuje efektivni naplhovani nasich cild v procesech managementu

a marketingu.

MUOZeme rozeznat chovani zdkaznika a pfedpokladat jeho potieby, ale jeho
rozhodnuti naplnit jeho konkrétni potfebu zakoupenim naseho produktu piimo
neovlivnime. Marketing ndm umoznuje vysilat podnéty, informovat a komunikovat.
Jednou z moznych strategii, kterou mdzeme zapojit do marketingovych pland nasi
organizace, je tzv. zaméreni na zakaznika.

Zaméfeni na zdkaznika neni segmentace - nekonkretizujeme cilovou skupinu.
Podstatu vystihuje princip ,naslouchej a reaguj” a nasledné zvoleni vhodné formy
dialogu. Jde o pfipravenost na zédkaznika b&éhem prodeje a souvisi jak s distribu¢nimi
cestami, tak komunikaci b&€hem nebo v misté prodeje. V tomto pripadé
potfebujeme sami sebe nebo nase zaméstnance vybavit spravnym pristupem,
komunika¢nimi schopnostmi a taktikou komunikace se zakaznikem.

Zkusme si to priblizit na jedné situaci z muzea. U pokladny se pravidelny navstévnik
zeptd, co je v muzeu nového nebo co zajimavého nabizi vystava, protoZze nevénoval
¢as nastudovani nabidky. Rozpoznavame zde moment, kdy se stfetava touha po

kulturnim zazitku a mohlo by nastat uskutecnéni této potieby, a to diky budouci
volbé v programu muzea. Pani pokladni jej ale odbude slovy: ,Tdmhle si to pfectéte.”
A ukazuje na plakat nebo nas navadi k letakdm. Pokud neni nade potfeba nezbytna,
nakolik nas toto jeji doporu¢eni namotivuje k aktualnimu rozhodnuti, jak stravit volny
¢as? Mozna pujdeme radéji jen do kavarny. A jaky pocit bychom méli, kdybychom
dostali doporuceni nebo zajimavy tip pfiblizujici aktualni nabidku muzea? Spravnym
pfistupem k podavani informaci potencidlnim zédkaznikdm je konkrétnéjsi odpovéd na
poloZzenou otazku - pfiblizeni produktu a poskytnuti dalSich informaci souvisejicich
s produktem samym - v tomto pfipadé informovani o programech poradanych

v muzeu (komentovana prohlidka, workshop, setkani s umélcem apod.) nebo
odkazani na katalog vydany k vystave.

V0iv( pdsobicich na rozhodovani zdkaznika pfi naplnéni jeho aktudini potfeby je
samozfejmé daleko vice. Z marketingové teorie si pfipomerime néstroj sedmi otazek
navadgjici k analyze zékaznika (systém ,7 O" dle niZze uvedenych anglickych termind
popsal P. Kotler - vice JOHNOVA, 2008, s. 68—72), ktery opét stavi na segmentaci
trhu. Klademe si otazky:

Kdo jsou hlavni zdkaznici organizace? (occupants);
Co zékaznici na trhu vyhledavaiji? (objects);
Prog&, za jakym U&elem vyhledavaji napinéni dané potfeby? (objectvies);

Kdo organizuje nebo kdo véechno se podili na procesu nabidky
k uspokojeni potfeb? (organization);

Jak probihaji finan¢ni transakce a operace na trhu vzhledem
k zédkaznikovu ¢asu a moznostem? (operations);

Pfi jaké prilezitosti, kdy probiha pobidka zakaznika? (occasions);
Kde nakupuje zékaznik, v jakém prostfedi, na jakém misté&? (outlets).

Samostatnou kapitolu v uméleckém prostredi tvofi rozvoj spoluprace s publikem,
kdy to vyzaduji tvOréi zaméry umeéleckych aktivit nebo poslani kulturni organizace.
Jedné se o praci s uzsim publikem, jez mUZzeme oznadit terminem komunita

nebo jej mizeme popsat jako seskupeni lidi se stejnym zajmem ¢&i specifikem.
Rozvoj spoluprace se v poslednich letech vyznacuje participativnim charakterem.
Nejpfirozenéji tento motiv rozvijeji néktera divadelni pfedstaveni, pocitaji se
zapojenim divakd béhem divadelni hry a pfindseji jedineény kulturni zazitek. Ve
vytvarném umeéni jsou to pfimo umélci, ktefi zapojuji divadky do procesu tvorby

a stavi je do role spolutvirce dila.

Jelikoz nase vymezeni zédkaznika zahrnuje i instituci nebo firmu, pak u nich spole&ny
rozvoj spoluprace vnimame ze dvou Uhld pohledu - z hlediska obchodnich zévazkd
nebo spole¢né realizace akce. U festivalu nebo sympozia se nejcastéji setkdvame
s aktivnim partnerskym zapojenim, nebot zajistuji program a chod akce.



V protikladu registrujeme konkurencni boj o publikum, predevsim u kulturnich
organizaci, které se snazi o vyrovnany rozpocet. Boj o publikum je neustale pritomny,
protoze finanéni stabilita organizace se vaze k urcité vysi prijmd z ¢innosti -

ze vstupného. | kdyz se v kultufe pocita s prispévky a dary, ndklady na dopravu,
propagaci, pojisténi a dalsi, vydaje spojené s organizovanim kulturnich akci za
posledni roky rostou, a v kultufe nezaznamenavame prudky narUst dotaéniho

a darcovského financovani. V rémci obchodniho trhu je konkurenéni boj vnimany
jako pfirozeny hybatel rdstu organizace, kdy se oCekava orientace v proménujicim
se trznim prostredi.

Premysleni o publiku, které generuje nase zakazniky, zakon¢ime doporuc¢enim
prdbézné a aktivni péce o zakazniky. Na prvnim misté budte svym potencialnim

i stalym zékaznikOm k dispozici. Viditelné a prehledné umistujte své kontaktni Udaje
(telefonni &islo, web, e-mail). Reagujte na jejich pozadavky (dotazy, reklamace, plnéni
slibené rychlé dodavky aj.), dodrzujte sliby a chybujete-li, pfiznejte to. Vime, ze
naslouchat je nejlepsi zacatek, motivujte k tomu i své zaméstnance, at se zajimaiji

o nézor zékaznikd, jsou empatiéti a komunikuji s nimi.

V obchodnim prostredi plati, Ze diky pozitivni zkusenosti a spokojenosti s ndkupem

se k vam zakaznici budou nejen vracet, ale budou se o spokojenost délit s ostatnimi.

Zajimejte se o jejich nazor, nejen potfeby. Umoznéte zdkaznikdm se vyjadrit

a vyuzijte k tomu nejbéznéjsi komunikacni cesty - e-mail, socialni sit, webovou
stranku, pfimé osloveni v misté prodeje. A v neposledni fadé doplnujte produkt

o souvisejici sluzby, napriklad pfipravte tipy, navody, ¢lanky nebo vytvorte specialni
nabidku pro dlouhodobé zékazniky. Pokud nevite, kde zacit, srovnejte si jednotlivé
kroky v péci o zékaznika tak, jak byste si prali, aby se pecovalo o vés.

Otdzky k zamysleni:

- Jak byste popsali zdkaznické segmenty na vasem trhu?
Zkuste intuitivné odvodit jejich atraktivitu pro vas produkt
nebo ¢innost organizace.

-> Dovedete si predstavit kulturni akci, na kterou dorazi vsichni divaci
bez rozdilu? Firmy nejradéji totiz hovori o tom, ze jejich ¢innost je
pro Sirokou verejnost, ale opravdu dokdazeme zaujmout a naplnit
vSechny ocekavané potreby verejnosti?

- Jaka preventivni opatreni byste zavedli v oblasti péce o zakaznika
ve vasi organizaci nebo v malé firmé?

Organizational
structures

The challenges of working across more
departments than usual, with more
communication needs between more people,
fell mostly on the Director of Exhibition
and Project Coordinators.

GRAHAM, COOK, 2010, p. 196

Organizational structure corresponds to the strategy to effectively meet the goals
set. It is concentrated on optimizing the institution's’ operation and completes

the planning process in management. By laying down an organizational structure we
respond to chosen strategies derived from the mission and activities of a company.
There is no correct organizational structure to a company, however, by considering
the different options of it you help to meet the strategic goals. The organizing
process results in organizing a workplace which means organizing its constituents
into one managed structure.

Organizational issues solution in management is concentrated on two concepts -
task allocation and department coordination. The goal is to organize and define
roles in a team keeping in mind the resource options and not forgetting about

the financial aspect. A system of work connection is being developed side by side
with production activities and redistributing the expected tasks. “Mintzberg claims
these functions ‘show contradicting needs’. While on one hand, the purpose

of work division is to work out concrete, independent tasks considering costs
and time management, the main purpose of coordination, on the other hand,

is to create a unified approach embracing all activities with a concentration on
effective leadership” (HAGOORT, 2009, p. 145).

When organizing a planned task, a scheduling system is being developed. These
tasks have their place and time and are performed by trusted employees.
Coordinating planned activities within created work units comes with responsibility,
interconnectedness, furthermore, it relates to human resources and leadership
potential. Now it is the time to ask a question: how many subordinates can one
manager lead? This depends on the capability and performance of a manager.

Mintzberg's notion of tension in the organizational process should be construed
within the range of factors impacting the organization and its activity - size,
company culture at the organization, and stages of development (life stages:

1 In this text "institution” is construed as any business subject - companies,
enterprises, creative startups, NGOs, culture-oriented organizations,
community-based organizations, etc.



foundations, growth, stagnation, crises, downfall). Life stages of organizations
fluctuate constantly due to external and internal circumstances, differ in a stability
lifespan, and often come back to the growth point. Keeping an organization

in a stable stage is the main objective of managers at all levels. A suitable
organizational structure setup helps.

The core of institutions is an organized directly managed complex with a long-
term aspect. Its management is concentrated on fulfilling its vision and objectives.
Around the core, there is a group of individuals or units that contribute to

the success. Everything is completed by organizational units and their activity.
Parallel working on tasks is the crucial element here. In institutions, we distinguish
between formal and informal approach. With the formal approach you need

to define workflows and organization policies (usually takes a written form -
manifestos, working rules, role description, structured approaches, directives,
etc.). The informal part of an institution is realized by more personal and mutually
cooperative or contradicting opposing relations. Even so, everything becomes

a whole with a certain verbal or written agreement of the workspace.

Designing an organizational structure is construed as a redistribution and mending
process in which you seek to cover scheduled activities and cast them into

a working system. This process is defined by four steps:

1. Creating an activities list - an overview of completed tasks,

2. Putting activities into groups - solving coordination issues,

3. Finding an ideal logical structure - work division,

4. Defining a formal structure - coordination.

Let's have a look at the structure process stages above on an art museum example.

First, you need to outline the activities your institution will be performing (e.g.

by brainstorming ideas). Gather information about the preservation of works,
putting together an exhibition, technical infrastructure, rental items, transport and
installation, visitors count; budget; funding; meetings; partners, event promotion,
insurance; focus on theatre; publishing; education, hiring, etc.

Now the goal is to put these activities into relating groups based on common
aspects (such as partners, promotion, and education). In the third step, investigate
whether these activities can coexist and could work together efficiently. According
to the coordination arrangement you create interconnected categories and name
them (in this case these are marketing and PR). After this, you will have a few
categories such as planning, finance, marketing, PR, art activities, and fundraising.
With smaller institutions or projects, it is sometimes necessary to further

connect the categories created and come up with small organizational units with
subordinate relations.

Organizational charts (see an example 4) are used to describe a structure

of an institution that is complemented by detailed task descriptions and
corresponding job positions. The main management body covers the director and
other departments are divided into parts based on their function, program, or

matrix structure. In the cultural and creative sector, you often get multidisciplinary
projects, and sometimes the best solution seems to be to create an independent
unit for it or at least define independent working groups. Larger organizations often
opt for functional institution division. When a financial crisis comes, the institution
leaders automatically opt for downsizing each department which often includes
letting human capacities go and coming up with new ideas for new customer
growth. The best choice is to reorganize structures and consequently downsize.

Example 4: Sample complex
organizational structure

coordination - directors, the supervisory board

planning and investments

financial and management department (economy, technical grounds)
presentation and marketing department

digitalization department

specialized departments - fundraising

production and education department
(relating programs, creating temporary exhibitions)

An organizational structure provides the grounds for logical work division and
effective coordination, but most importantly it limits potential chaos in event
planning or new activity design. Besides the structural function which covers
institution organization, this process also covers management procedural functions.
Its objective is to organize content-oriented and function-oriented managing
processes.

In management, you put organizational structures into categories based on multiple
aspects - institution size, competence, activities (function, division, or work
teams). Generally, you can distinguish certain types of organizational structures
and their three options of basic organization shows Fig. 3. The distinction between
tall and flat organizational structures works with a division of management levels



and exercising authorities among organizational units. In the first case, you can
see multiple power links between upper management and low-level employees.
In the flat structure, you can see a large number of subordinates, therefore fewer
managing levels. Structures tend to have tiers with a pyramid character to them,
as the institution is organized in a hierarchy.

Line organizational structure, one of the common organizational structures, works
with the competitive aspect. It utilizes the approach of vertical division of labor, i.e.,
pointing in the top-down direction starting with managers before reaching

the subordinates who can have more employees as their subordinates (Fig. 4).

This is the structure small institutions use.

By adding specialized units (staff) to the mix, the line-staff organizational structure
(Fig. 5) was created. This structure supports certain activities of the organization
from their sub-positions within the hierarchy. This entire unit represents an advisory
body. Smaller units need a thorough workplace and job position description. This
structure tends to lapse into bureaucratic management with low responsiveness to
what is happing outside of it.

Functional organizational structure (Fig. 6) is based on grouping activities. It is

used in specialized management with a focus on quality. The employee has more

superiors concentrated on different processing and production sectors of
the organization.

Fig. 3
Options of basic organization
of organizational structures

Matrix Structure Hierarchial Structure

A XX
BXX
C X

Business Structure
Team

Business

Fig. 4
Line organizational structure

Fig. 5
Line-staff organizational structure

Staff

Staff

Fig. 6
Functional organizational structure

Financial Director
Director of Department

Marketing HR
Director Director



The matrix organizational structure offers more flexible responses and work
distribution which is useful for example when working on independent or fractional
projects at an organization, possibly it allows for crisis management or innovation.
With variable working hours, an employee is assigned a new position for the time
frame of the project (e.g. temporary leave or having different duties). A new internal
organizational structure is designed and populated by teams. Teams form

an essential part of flexible organizational patterns. An organizational structure with
the highest flexibility rate is the amoeba model. Structures like this can quickly
adapt to new conditions, objectives, or market development. Good teamwork and
thorough communication are necessary.

In the culture sector and smaller institutions especially, you often stumble

upon teams shining with creativity, constant communication, joint planning, and
organizing activities as a whole. Some culture workers claim that there is no need
for an organizational pattern, but not until there is a conflict in some important
decision making. Creative working groups also need a coordination system that
leads to decision-making. With the understanding of what your organization does
or aims for, designing an organizational structure should be easy.

Another possible non-conceptual solution for your activities comes from

the invariable organizational structure which is considered a steppingstone.

"If organizational structure is used to define a strategy, as it is the case with many
institutions, then an organization can hardly do achieve more than to simply retain
its current state” (KAISER, 2009, p. 103). Kaiser draws attention to the fact that you
are not capable of a flexible response to a new situation, conditions changing, or
customer needs changing when the structure is the only invariable part of

an institution. Organizational structure should engage in creating a flexible relation
between an institution and its staff because with setting a strategic direction come
new challenges and options. This brings a moment of constant work redistribution.

Practical exercise:

- Use online resources or annual reports of institutions to search
for an organizational structure of a culture-oriented organization
concentrated on art or design.

- Create and sketch out a project team structure for planning
the first exhibition of your own art. Describe the tasks of each
organizational unit to your colleague.

- Lead a group discussion about how units of a large culture-creative
organization could communicate with each other most efficiently.

Organizacni struktury

Veskeré vyzvy souvisejici s praci napfic vice
oddélenimi nez obvykle a s vysSimi naroky na
komunikacni potfeby mezi vice lidmi fesi vétSinou
feditelé vystavy a projektovi koordinatofi.

GRAHAM, COOK, 2010, s. 196, volné pfelozeno

Organizacni struktura sleduje strategii, aby mohly byt U¢elné naplnény stanovené
cile. Zaméruje se na proces optimalizace fungovani instituce' a kompletuje

v managementu proces pldnovani. Sestavenim organiza&ni struktury reagujeme na
zvolené strategie, které se odvijeji z poslani a ¢innosti organizace. Pro konkrétni
zaméreni organizace neexistuje spravna organizacni struktura, ale uvazovani

o jeji podobé usnadni napliovani strategickych cild. Usporadani diléich ¢éasti do
celku neboli organizace pracovist a vznik Fidiciho aparatu je vysledkem procesu
organizovani.

Reseni organizadnich otazek se v managementu soustiedi na dva principy - délba
prace a koordinace Utvard. Uspofadavame a definujeme role v pracovnim tymu,

a to z hlediska zdrojovych moznosti a s prihlédnutim k hospodarnosti instituce. Je
vytvaren systém pracovnich vazeb, kdy se rozvijeji produkeni aktivity a prerozdéluje
se oCekavana prace. ,Mintzberg nazyva tyto funkce ,protichddnymi poZzadavky:
Zatimco U&elem délby prdce je vypracovat konkrétni, oddélené Ukoly s ohledem

na ndklady a ¢asovou efektivitu, obecné aplikovand koordinace usiluje o dosazeni
jednoty a shrnuti véech aktivit s dérazem na efektivni fizeni” (HAGOORT, 2009, s. 145).

Béhem organizovani stanovujeme systém pro planované pracovni Ukoly, které

se konaji v misté, Case a jsou vykonavany povérenymi pracovniky. Koordinace
navrzenych ¢innosti v rdmci vytvorenych pracovnich jednotek v sobé nese
zodpoveédnost, provazanost a souvisi s lidskymi zdroji a s potencidlem jejich vedeni.
Pokladame si i otézku, kolik pracovnikd je schopen fidit jeden vedouci, coz zélezi na
osobni kapacité a vykonnosti manazera.

Mintzbergovo oznaceni napéti v organizagnim procesu musime chapat v kontextu
faktord pUdsobicich na organizaci a jeji ¢innost - jeji velikost, nastaveni organiza&ni
kultury, vyvoje v Sase (tzv. Zivotnich fazi: zaloZeni, rdst, stabilizace, krize, zanik).
Zivotni faze instituce neustéle kolisaji dle vné&jsich a vnitinich podminek, maijt
r&zné dlouhodobou stabilitu, ¢asto se navraceji do bodu rdstu. Dlouhodobé
udrzeni organizace ve stabilizované fazi je hlavnim Ukolem manazerd véech Urovni
a napomaha mu vhodné sestavena organizacni struktura.

1 Pod oznacenim instituce v tomto textu vyjadiujeme podnikatelsky subjekt
rdzného typu - firma, podnik, kreativni start-up, neziskové, kulturni, komunitni
organizace aj.



Instituce ve svém jadru obsahuje organizovany celek pfimého vedeni
dlouhodobéjsiho charakteru, které se vénuje vizi a plnéni cild. Okolo jadra je okruh
jedincd nebo celkd napomahajici Uspé&sné realizaci cild. Vde dopliuji organizadni
jednotky svou aktivni ¢innosti, nutny je soubéh pracovnich udélosti. U instituce
rozliSujeme formalni a neformalni pfistup. Formalni pojeti vyzaduje popis pracovnich
postupU a organiza&ni normy (vétSinou pisemna pravidla - statut, pracovni Fad,
popisy funkci, metodiky, smérnice ad.). Neformalni stranka instituce stoji na
osobnéjsich, vzajemné se podporujicich nebo protichddnych opozi¢nich vztazich,
presto ji sceluje urcitad Ustni nebo pisemna dohoda o organizaci pracovistée.

Sestavovani organizacni struktury chapeme jako proces prerozdélovani a zacelovani,
kdy se snazime obsahnout planované ¢innosti a preklopit je do funkéniho systému.
Tento proces charakterizuji ¢tyfi kroky:

1. soupis aktivit - pfehled vykonavané préace,

2. spojeni aktivit do skupin - feSime koordina¢ni otazky,
3. optimalni logicka struktura - délba prace,

4. definovani formalni struktury - koordinace.

Na ptikladu muzea uméni si vysvétlime vySe popsana stadia strukturniho procesu.
Nejdfive je tfeba vytvorit pfehled aktivit, které bude instituce vykonavat (napf.
pomoci brainstormingu). Ziskame informace jako: péce o dila, rozvoj sbirek, tvorba
vystav, zajisténi techniky, zapUjéni servis, transporty a instalace, propoc¢et nakladd
aktivit, ndvstévnost, sepsani rozpoctu, zajisténi financovani, organizace setkani,
osloveni partnerd, propagace, pojisténi, dramaturgické zaméfeni, publikaéni &innost,
vzdélavani, pfijeti zaméstnancy atd.

Nyni je tfeba tyto jednotlivé aktivity zaradit do vzajemnych souvislosti podle
spoleé¢ného obsahu &innosti (napf. oslovit partnery, propagace, vzdélavani). Ve
tretim kroku promyslime, zda spolu aktivity mUZou koexistovat a budou dobre
fungovat. Podle koordina¢niho rozlozeni vytvarime provazané oblasti a pojmenujeme
je (v nagdem prikladu marketing a PR). Vznikne nékolik oblasti jako planovani, finance,
marketing a PR, umélecka a sbirkova ¢innost. U mensich instituci nebo projektd

je nékdy nutné tyto logicky seskladané oblasti dale spojovat a vytvorit malé
organiza¢ni celky a jejich subordinaéni vztahy.

K popisu struktury instituce vyuzivame organiza&ni schémata (pfiklad 4), jez doplriuji
konkrétni popisy prace, a z nich vyplyvaji pracovni pozice. Hlavni vedouci jednotka je
oznacovana jako feditel a dalsi oddéleni jsou ¢lenéna podle funkci, programu nebo
jiné maticové struktury. V kulturnim a kreativnim odvétvi se Casto propojuji realizace
rOznorodého programového zaméreni a jako nejlepsi feseni se ukazuje zfidit pro né
oddélenou jednotku, pfipadné samostatné pracovni skupiny. U vétsich organizaci

je nejcastéji volené funkeni déleni instituce. V obdobi finanéni krize vedeni

instituce automaticky voli strategii snizeni po¢tu zaméstnancd na jednotlivych
oddélenich, pficemz se mnohdy zbavuje lidské kapacity a novych napadd pro
zafizeni opétovného nardstu zakaznikd. Optimalnéjsim fegenim je proto reorganizace
struktury, a z ni vyplyvajici snizeni po¢tu pracovnikd.

Priklad 4:
Vzor komplexni organiza¢ni struktury

koordinace - feditelé, dozor¢i rada

planovani a investi¢ni rozvoj

finanéni a spravni oddéleni (ekonomika, technické zaji§téni)
oddéleni prezentace a marketingu

odbor digitalizace

odborna oddéleni - sbirkovy fond

produkéni a edukacni oddéleni
(doprovodné programy, tvorba do&asnych vystav)

Organiza¢ni struktura zajisti logickou provézanost rozdélované prace a moznost
efektivni koordinace, ale predevsim eliminuje pfipadny zmatek béhem realizace
uddlosti nebo pfi vytvareni nové ¢innosti. Mimo strukturalni funkci, ktera se
zaméruje na usporadani instituce, se organizovani orientuje také na procesni funkci
fizeni. Jde o U¢elné usporadani obsahovych a funkcionalnich Fidicich procesU.

Management disponuje délenim struktur organizace podle r0znych ukazatel¥ -
velikost instituce, kompetence, dle &innosti (funkce, divize, pracovni tymy). Obecné
hovotime o typech organizacnich struktur a jejich tfi moznosti zakladniho usporadani
ukazuje Obr. 3. Déleni na §tihlé a Siroké organizaéni struktury vychazi z rozlozeni
fidicich Urovni a z uplatrovani pravomoci mezi organizacnimi jednotkami. Prvni pfipad
obsahuje mnoho fidicich vztahd mezi vrcholovym vedenim a fadovymi pracovniky.

U siroké struktury rozeznavame velky pocet podfizenych, a tedy méné ridicich
Urovni. Obvykle se modeluji stupnovité, maiji tzv. pyramidalni charakter, protoze se
fesi hierarchické usporadani instituce.

Kompetencni pojeti obsahuje jedno ze zékladnich organizacnich usporadani, tzv.
liniovou organizacni strukturu. Vychazi z vertikalniho uchopeni ¢lenéni prace, tj.
od odpovédného manazera postupné smérem dold na podfizené pracovniky,
ktefi mohou mit pod sebou dal$i zaméstnance (Obr. 4). PouZiva se u fizeni malych
instituci.



Roz8ifenim této struktury o specidlni Utvary (8taby) vznikla liniové-stabni
organiza&ni struktura (Obr. 5), kterd podporuje urdité &innosti v organizaci na dilgich
hierarchickych pozicich. Utvar je poradnim orgadnem. Jednotky vyZaduiji detailni
popis pracoviété a pracovnich mist. Casto sklouzne do byrokratického fizeni

a nedisponuje rychlou reakci na déni v okolnim prostredi.

Funké&ni organiza&ni struktura (Obr. 6) je zaloZena na sdruzovani &innosti a vyuziva

se u specializovaného fizeni s ddrazem na kvalitu. Pracovnik ziskava vice nadfizenych
vedoucich pro r@zné procesni a produkéni oblasti ¢innosti organizace.

Obr. 3
Moznosti zakladniho usporadani
organizacni struktury
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Pruznéjsi reakce a moznost dil¢iho usporadani prace, naptiklad pri freSeni
samostatnych nebo dil¢ich projektd organizace, popfipadé fedeni krizové situace
nebo inovace, nabizi maticova organizac¢ni struktura. Na omezenou dobu trvani
projektu a s proménénou vysi Uvazku je zaméstnanec delegovan na novou pozici
(napt. je do&asné uvolnén nebo ma upravenou napli prace). Dochazi ke stavbé

nové vnitini organizacni struktury, kterou vyplfiuji pracovni tymy. Pracovni tymy

jsou zékladnim prvkem flexibilnich typd organizaénich schémat. Maximalni flexibilitu
pracovnich tymU vyuziva organizaéni struktura améba. Disponuje rychlou schopnosti
adaptace na nové podminky, Ukoly, vyvoj na trhu. Vyzaduje tymovou praci a velkou
miru komunikace.

V kulturni sféfe se predevsim u mensich instituci béZzné setkdvame s pracovnimi
tymy, které vystihuje kreativita, neustald komunikace, spole¢né planovani

a zorganizovani ¢innosti. Néktefi kulturni pracovnici tvrdi, Ze organizacni schéma
nepottebuiji, ale to az do momentu neshody u néjakého dUlezitého rozhodovani.

| v pracovnim kreativnim tymu je tfeba nastavit systém koordinace vedouci

k rozhodovani. Uvédomime-li si ¢innost nasi organizace nebo zdmér naseho projektu,
musime byt schopni organiza¢ni strukturu navrhnout.

Dalsi mozné nekoncepéni feSeni nasi ¢innosti vychazi z neménné organizacni
struktury, ktera je vniméana jako bod odrazu. ,Pokud organizaéni struktura mdze
uréovat strategii, jak je tomu u mnoha instituci, pak organizace mdze tézko udinit
vic neZ jen zachovat svUj soudasny status” (KAISER, 2009, s. 103). Kaiser upozorfiuje
na nemoznost pruzné reakce na aktualné vznikajici situace, vyvoj prostredi, proménu
potieb zakaznikd, pokud je struktura tim jedinym neménnym kamenem instituce.
Organizacni struktura musi mit flexibilni vazby mezi instituci a jejimi zaméstnanci,
protoze strategické smérovani pfinasi nové vyzvy a moznosti a nese s sebou
moment neustalého prerozdélovani prace.

Praktickd cviceni:

- Vyuzijte online zdroje nebo vyroéni zpravy instituci a vyhledejte,
jak vypada organizacni struktura kulturni organizace zamérené na
vytvarné uméni nebo design.

- Vytvorte a zakreslete strukturu projektového tymu k planovanému
projektu vasi prvni vystavy vlastni tvorby. PopiSte svému kolegovi
pracovni napli kazdé vytvorené organizacni jednotky.

- Diskutujte se svymi kolegy o tom, jak Ize dosahnout co nejlepsi
komunikace mezi jednotlivymi oddélenimi ve velké kulturné
kreativni organizaci.

Leadership -
coordination and
decision-making

You have to be a collaborator, because nothing
anymore is really apart: no man, but now no
business, is an island. Some managers pretend
theirs is, jealously guarding work they believe
to be their proprietary skillsets.

YOUNG, 2018, p. 269

Strategic direction, organizational provision and staffing, and spending are
connected by leadership within the organization's management. Leadership brings
together moments of coordination and decision-making, all in order to achieve
the set objective. Optimal leadership needs to look forward, i.e, to have a vision
that arises during strategic planning. "Management literature sees leadership only
in the context of specific conditions (cultural values, environment, organizational
development and growth, tasks, organizational culture, staff quality) that affect
their performance” (HAGOORT, 2009, p. 212). To be a leader within an organization
or small business requires not only knowledge of plans and the environment, but
also perseverance, personal approach, supervision, enthusiasm, entrepreneurial
spirit, cooperation, adequate response, and determination.

The leadership process within management oversees the fulfiiment of the tasks
corresponding to the organization's objectives and is based on a certain degree
of authority, decision-making process, and responsibility for the work done. Most
managerial decisions are consciously and unconsciously influenced by various
factors and situations for which the manager uses previous experience and soft
skills. One of the factors is the time and ability to make decisions under pressure
at a given moment compared to a normal trouble-free operation. A sub-factor

is the riskiness and the related correction of any erroneous decision. It also
depends on the attitude of the workers towards the task and their respect for
the chosen procedure. Last but not least, the conditions of the leadership process
are influenced by the personal qualities of the manager - communicativeness,
empathy, tolerance, respect for the opinions of others, fairness, assertiveness,
creativity, modesty, self-reflection.

Do not forget what forms a part of the decision-making process within
management leadership. It starts with a task or defining a problem, followed by
considering the options, consequences of the action, or future benefit. Individual
steps are planned to fulfill the task or measures are taken with a problem. Al
these parts of the decision-making process need to be continuously assessed.
Finally, the results are assessed - the work done on the tasks or the solution of



the problem. Both the output and the process are assessed, e.g. reaction time of
workers if an unplanned step occurred or time available to solve tasks.

Two types of people management are usually distinguished, both responsible
for the overall organization of planned activities and the performance. The first
type has the power to command, he/she decides on the content of the work
and reward based on the evaluation of the performance. We can call this type of
manager an operative manager who gives instructions regarding the operation of
the organization and listens to senior managers.

The second type is functional manager, his leadership means directing

the proposed solutions, advising others, and ideally also motivating the work
team to solve the tasks. In smaller cultural organizations, both roles are commonly
combined into one, depending on the structure of the organization, whereas

in larger museum or theatre institutions, they work separately. In the cultural
environment, different names are used for the main managerial roles - director,
executive producer, head of department, chief curator of the collection, chief
conductor, chief dramaturg, etc.

The task of a responsible person holding a managerial role is to coordinate

the individuals, tasks, activities, work teams, and decide on the schedule - leader,
manager, entrepreneur, employer. “To understand the function and nature of
leadership, we choose four different managerial roles within an organizational
framework (...)" (HAGOORT, 2009, p. 204). Another possible concept of

the distribution of managerial roles focuses on the subject of management and
recognizes the manager of communication, time, goals, and change management.

The role of a leader is characterised by the ability to motivate the team,

focusing on the ideas of the main activity as opposed to merely sticking to

the organization's system processes, and seeking new possibilities. A leader
creates space for work, trusts his employees, and partially passes the responsibility
to them, at the same time is interested in the progress and process. He can
motivate employees to find the sense of their work for themselves, not showing
them his own solutions, creates conditions for sharing ideas, and finding optimal
solutions for the organization's objectives. "And it doesn't matter if managers learn
to use sophisticated methods, it has nothing to do with motivation. Better just
order something, but let's not call it motivation” (NEMRAVA, 2019, p. 49). The ideal
is a flexible balance between the leader and the manager, both approaches carried
out by one person.

A typical form of leadership of a manager is a purpose-oriented job corresponding
to management processes and functions. This is often used for system activities
such as financial manager, marketing manager, sales manager, etc. The manager
focuses on results and has control over the scope of the activity as well as

the results representing the organization. He observes the rules, sticks to
procedures, and requires discipline, which can be limiting and demotivating for
some creative employees. On the contrary, an ideal manager - leader does not
demotivate but listens to the employees' needs, perceives their requirements
concerning working conditions, thus ensuring successful work performance.

A manager-entrepreneur - is defined by an interest in the external environment,
recognition of opportunities, innovative intention, and definition of strategic
approaches as opposed to structured work. An entrepreneur is actively engaged
in the development of the organization within the market, seeks opportunities for
cooperation, establishes contacts and partnerships, monitors the development of
competition, thinks about product innovations in response to market development,
follows customer needs, and more other elements in the management processes.

The fourth type, employer, is characterized mainly by the responsibility for

the working conditions and control of work performance. An important part of his
decision-making processes is setting regulations and policies in the workplace as
well as during sales or artistic performance. The manager-employer — monitors
the performance of created structures, organizational units, and work teams in
relation to the set objective of the organization.

Based on the observation of executive employees, Henry Mintzberg defined

a concept of ten managerial roles in 1973. These were divided into three groups:
interpersonal, informational, and decisional (HAGOORT, 2009, p. 206) - Fig. 7 When
formulating these managerial roles, he found out that management is a complex
activity and the roles cannot be performed individually. He thus claims that

the roles need to be combined, the rule being that the manager resorts to a more
specific role according to the activity performed (e.g. informational role in HR).

Fig. 7
Ten managerial roles
according to Mintzberg

Interpersonal

1. Figurehead - representative role for social events, representing
the company's interest in certain situations

2. Leader - responsible for the performance of staff, motivates

3. Liaison - the connection among organizational units,
often off the main hierarchy

Informational
4. Monitor - monitors both internal and external environment, seeks information

5. Disseminator - conveys information to both subordinates and superiors,
presents the objectives and results, stimulates action

6. Spokesperson - represents, connects the organization to the external
environment



Decisional

7. Entrepreneur - activates cooperation on joint projects, responds to market
development, introduces new products

8. Disturbance handler - solves problems, failures, unexpected events, crisis

9. Resource allocator - manages and distributes resources, i.e, time,
funding, tasks, etc.

10. Negotiator - participates in or directs various negotiations, ensures results in
both routine and crisis situations

Leadership means creating an environment for the organization's activities and
making effective use of the manager's skills and abilities to guide, influence,

and stimulate the organization's employees to an active, high quality, not only in
the cultural environment creative performance and achievement of goals within
the framework of their work. This is closely connected to the chosen leadership
style; the three main are authoritative, democratic, and liberal.

The management of creative and cultural activities is expected not only to
communicate consistently, to set the sub-steps for the realization of products
successively but also to be creative or to experiment. The results of cultural and
creative organization's management are cultural goods, public services, and social
recognition. The advisory body in cultural organizations operates on a voluntary
basis and interest is directed towards investors and donors. On the contrary,
corporate management focuses on profit, economic results and market orientation
are required, the emphasis is put on shareholders, and the board's work is paid
(HAGOORT, 2009, p. 220).

Authoritative leadership places power and decision-making processes only into

the hands of the main manager - leader, who assigns tasks to employees without
any discussion. Dependent relationships are created. One-way communication (from
top to bottom - from manager to subordinate staff) does not develop initiative,
often does not allow for creative solutions, and limits the possibility of participation
- the emergence of new cooperating teams. Nevertheless, this type of leadership
is characterized by regular higher performance and visible results.

The communication within democratic leadership runs in both directions (between
the manager and his staff), the manager does not use his formal authority for work
division. The working environment is completed through a moment of cooperation
and allows stimulation through new ideas. It takes more time before a suitable
solution is found since the majority needs to agree, but it enables sharing ideas,
consultations, cooperation, and developing common motivation.

Liberal leadership is based on limiting the role of the leader, who presents

only the general objective of developing the organization's activities.

The communication process regarding sub-tasks and the organization's activity is
initiated from bottom to top (from employees to the manager). This style involves
flexible leadership. The freedom to choose a goal and set tasks is balanced by

the disadvantage with unpopular decisions, when the group lacks the unequivocal
decisive vote of the responsible manager. Within this leadership style, problems are
solved through the communication of the workgroup, not by the manager.

Cultural and creative industries operate both in the profitable and non-profit areas.
It is the non-profit area in which democratic or liberal leadership is more common
because it develops a mission on a voluntary, non-profit basis.

Good leadership depends on an experienced manager and readiness (task
maturity), previous work experience, and the emotional intelligence of employees.
The selection of employees or the creation of work teams and their placement

in the current structure of the organization is in the hands of a personal

manager. Human resources and their distribution with regard to the mission of
the organization are solved by HR. It forms an integral part of the organization's (or
project) strategy and identifies the demands for the necessary employees.

A leader’s success depends on the ability to form a team.

A closely profiled managerial role is a project manager, the main person responsible
for the implementation of the project. The project manager coordinates the project
team and is responsible for meeting the goals and outputs of a particular project

in a given time. He actively deals with any problems, monitors risks, and reports

on the progress of the project. The project is managed according to the set rules,
specified by the grant call, subsidy contract, or decision on the allocation of funds.

To conclude, look at the basic typology of project managers (according to IMPA,;

In: MELECKY, 2019) built on personality traits and work stimuli - planner, motivator,
hero, diplomat. Project manager - planner creates the vision concerning the final
benefit of the project. He proposes strategic solutions leading to the set objective
and describes the appropriate paths. The motivator has the ability to bring

people together, manage common ideas and thus introduce creative solutions

for project outputs. The hero is able to obtain financial and human resources,
handles unpleasant situations and problems, is decisive in his actions, and often
sets unnecessarily big goals. The diplomat playfully completes all project and
process relations. He is able to communicate appropriately with the project teams,
maintains integrity, and participation is the most important moment of project
management for him.

To all types of project managers applies that there is absolutely no cooperation
without communication and the results of the project do not arrive in time. Good
practice shows that it is important to think about the project communication
matrix, i.e., who communicates with whom, when, about what, and how often.



Discussion topics:

- What is the difference between the leadership of an operations
manager and a project manager? What similarities do you find in
the leadership of these two positions?

- How do you imagine a competent cultural manager? Is he
supposed to have an entrepreneurial spirit?

- Which of the above types of a project manager are you personally
closest to?

Vedeni - koordinace
a rozhodovdni

Musite umeét spolupracovat, protoze dnes jiz nic

neni jen tak samostatné oddéleno. Zadny &lovek,

ale nyni ani zadny business neni ostrovem. Néktefi

manazefi predstiraji, Ze ten jejich je, zarlivé si stre-

Zi praci, u niz véri, ze je v jejich vlastni skofapce.
YOUNG, 2018, s. 269

Strategické smérovani, organizacni a personalni zajisténi, financni Cerpani propojuje
v rdmci managementu organizace proces vedeni. Vedeni v sobé sdruzuje momenty
koordinace a rozhodovani, a to vse vzdy za UCelem dobrat se vytyceného cile.

Pro optimalni vedeni je nutny pohled vpred, tj. mit vizi, kterd vznikd béhem
strategického planovani. ,Podle manazerské literatury Ize na vedeni nahlizet

pouze v kontextu konkrétnich podminek (kulturni hodnoty, prostfedi, organizaéni
rozvoj a rdst, Ukoly, zkugenost, organizaéni kultura a kvalita zaméstnancd), které
ovlivriuji zpUsob vykonu” (HAGOORT, 2009, s. 212). Vést organizaci nebo malou firmu
vyzaduje nejen znalost plan¥ a prostiedi, ale také vytrvalost, osobni pfistup, dozor,
nadseni, podnikavého ducha, spolupraci, adekvatni reakce a rozhodnost.

Proces vedeni v managementu fedi naplnéni Ukold dle cild organizace a je postaven
na urcité mire autority, procesu rozhodovani a zodpovédnosti za odvedenou praci.
Vétsinu manazerskych rozhodnuti védomé i nevédomé ovlivriuji rzné faktory

a situace, na které je manazer vybaven dosavadnimi zkusenostmi a tzv. mékkymi
dovednostmi. Jednim z vliv¥ je ¢as a schopnost rozhodovani pod tlakem v daném
okamziku oproti béznému bezproblémovému provozu. Dil¢im faktorem je rizikovost
a s ni souvisejici ndprava pripadného chybného rozhodnuti. Zalezi i na postoji
pracovnikd k fedeni Ukolu a jejich respektu ke zvolenému postupu. V neposledni
fadé jsou to osobni vlastnosti manazera - komunikativnost, empatie, tolerance,
respektovani nazor( druhych, spravedinost, asertivita, kreativita, skromnost,
schopnost sebereflexe, které dotvareji podminky procesu vedeni.

Pfipomerime si, co vSechno obecné spadéd do procesu rozhodovani u manazerského
vedeni. Na pocatku je Ukol nebo definovani problému, nasleduje zvaZzovani moznosti,
disledkd ¢innosti nebo budouciho pfinosu. Poté se sestavi dil¢i kroky k plnéni

Ukolu nebo nastavi opatieni u daného problému. VSechny tyto ¢asti rozhodovaciho
procesu je nutné prdbézné vyhodnocovat. Na zavér je pak ohodnocena odvedena
prace vzhledem k po&ateénim Ukoldm nebo fedeni zadaného problému. Jsou
evaluovany vystup a prObéh fedeni, napfiklad reakéni doba pracovnikd v pfipadé
vyskytu nepldnovaného kroku nebo ¢asova disponibilita na fegeni Ukold.

Bézné u manazerd rozliSujeme dva typy fizeni lidi, pfic¢emz vzdy zodpovidaji za
celkovou organizaci naplanovanych ¢innosti a vykon. Prvni typ ma moc prikazovat,



jeho Ukolem je rozhodovat o naplni prace a odménovat na zakladé vyhodnoceni
odvedeného vykonu. Obecné jej miZzeme oznadlit za typ provozniho manazera, ktery
udili instrukce pro fungovani organizace a nasloucha vyssimu vedeni.

Druhym typem je funkéni manazer, jehoz vedeni lidi se vyznacuje usmérnovanim
navrhovanych reseni, funguje jako poradce a jeho idedlni schopnosti je namotivovat
pracovni tym k fegeni Ukold. V mensich kulturnich organizacich jsou obé role

bézné spojovany v jednu, zélezi na zvolené struktufe organizace, kdezto u vétsich
muzejnich nebo divadelnich instituci jsou obsazovany jednotlivé. V kulturnim
prostiedi se setkdvame s rznym pojmenovanim hlavnich manazerskych roli - feditel,
vykonny produkéni, vedouci oddéleni, hlavni kurator sbirky, $éfdirigent, hlavni
dramaturg, rezisér aj.

Zkoordinovat jednotlivé osoby, Ukoly, aktivity, fidit pracovni tymy stejné jako
rozhodnout o aktualnim ¢asovém plnéni je praci zodpovédné vedouci osoby,
zastévajici manazerskou roli - lidr (vedouci osobnost), manazer, podnikatel,
zaméstnavatel. ,Abychom porozuméli funkci a povaze vedeni, vybrali jsme &tyri
odligné manazerské role v organiza&nim rdmci (...)" (HAGOORT, 2009, s. 204).
Dalsi mozné pojeti rozloZzeni manazerskych roli se orientuje na pfredmét vedeni
a rozeznava manazera komunikace, ¢asu, cil¥ a fizeni zmén.

Schopnost motivovat tym, soustfedéni se na ideje hlavni ¢innosti oproti drzeni se
pouhych systémovych procest organizace a hledani novych moznosti charakterizuje
manazerskou roli lidra. Lidr vytvafi prostor pro praci, ddvéfuje a pfedava Castecné
odpovédnost svym pracovnikOm, zaroven se vSak zajima, jak jim prace jde. Dokaze
namotivovat pracovniky k tomu, aby sami objevili smysl své prace, neukazuje jim
vlastni feseni, vytvali podminky pro sdileni ndpadd a nalezeni optimalnich feseni

k danym cildm organizace. ,A je Uplné jedno, jestli se manazefi u&i pouzivat metody
sofistikované, s motivaci to celé nemd nic spolecného. Lépe rovnou néco naridit,
ale nefikejme tomu prosim motivace” (NEMRAVA, 2019, s. 49). IdedIni je pruzna
rovnovaha mezi lidrem a manazerem, obé&ma pristupy provadénymi jednou osobou.

Typickou formou vedeni je u role manazera UCelové zalozena prace, kterd odpovida
fidicim procesdm a funkcim. Casto je toto pojmenovani vyuzivano k oznadeni
systémové cinnosti - finan¢ni manazer, marketingovy manazer, obchodni manazer
atd. Manazer se zamérfuje na vysledky a ma kontrolu nad prostorem ¢innosti i nad
vysledky reprezentujicimi organizaci. Hlida pravidla, drZi se postupU a vyZaduje
disciplinu, coz mdze byt pro nékteré kreativni pracovniky limitujici a demotivujici.
Pritom idedIni manazerské fizeni hlavné nedemotivuje, ale nasloucha potfebam
pracovniky, vnima jejich pozadavky na pracovni podminky, coz zajisti Uspé&sny
pracovni vykon.

Zéajem o vnéjsi prostiedi, rozpoznavani prilezitosti, inovacni zamér a definovani
strategickych pristup0 oproti strukturované praci definuje praci manazera -
podnikatele. Manazer-podnikatel se aktivné vénuje rozvoji organizace na daném
trhu, vyhledava pfileZitosti spoluprace, navazuje kontakty a partnerstvi, sleduje vyvoj
konkurence, promysli inovace produktU jako reakci na vyvoj trhu a potieby zakaznikd
a dalsi elementy, U¢astnici se manazerskych procesu.

Typ manazerské prace, zaméstnavatel, je charakterizovan predevsim odpovédnosti
za pracovni podminky a kontrolou pracovnich vykonU. Ddlezitou soucasti jeho
rozhodovacich procesu je nastaveni predpis¥ a zdsad na pracovisti i b&hem prodeje
nebo uméleckého vykonu. Manazer-zaméstnavatel - sleduje vykonnost vytvorenych
struktur, organizaénich slozek a pracovnich tymd vzhledem ke stanovenému cili
organizace.

Na zakladé pozorovani vedoucich pracovnikd definoval Henry Mintzberg jiz v roce
1973 koncept deseti manazerskych roli, které rozdélil do tfi skupin - interpersonaini,
informaéni, rozhodovaci (HAGOORT, 2009, s. 206) - Obr. 7. B&€hem formulace
manazerskych roli zjistil, ze management je komplexni ¢innosti, role nelze vykonavat
jednotlivé. Prichazi s tvrzenim, Ze role je nutné kombinovat, pricemz plati, ze se

manazer uchyluje ke konkrétné&jsi roli podle vykondvané &innosti (napt. informacni
role u personalistiky).

Obr. 7
Deset manazerskych roli
dle H. Mintzberga

Interpersonalni
1. Reprezentant - pro ceremonidlni Ucely, vyjadieni zajmu firmy v urcitych situacich
2. VOdce - zodpovédny za lidi a praci, motivuje

3. Prostfednik - spojovaci ¢lanek, udrzuje vztahy mezi organiza¢nimi jednotkami,
¢asto mimo hlavni hierarchii

Informacéni
4. Kontrolor - monitoruje externi i interni prostredi, vyhledava informace

5. Sititel - sdili informace s podFizenymi i nad¥izenymi, prezentuje cile i vysledky,
podnécuje akci

6. Mluvei - propojuje organizaci s externim prostfedim, reprezentuje
Rozhodovaci

7. Podnikatel - aktivizuje spolupréaci na spoleénych projektech, reaguje na vyvoj
trhu, zavadi nové produkty

8. Ochrance - fesitel problémy, poruch, ne¢ekanych udalosti, fesi kritické situace
9. Distributor zdroj¥ - hospodafi, optimalné prerozdéluje ¢as, finance, praci apod.

10. Vyjednava¢ - zapojuje se do r0znych typ0 jednani, zajistuje vysledky
v rutinnich i konfliktnich situacich



Vedenim lidi rozumime vytvareni prostredi pro ¢innost organizace a U¢inné
vyuzivani dovednosti a schopnosti manazera usmérnovat, ovliviiovat a stimulovat
pracovniky organizace k aktivnimu, kvalitnimu, nejen v kulturnim prostredi tvOréimu
vykonu a k pInéni cilG v rdmci jejich prace. S tim Uzce souvisi zvoleny styl vedeni.
Rozpoznavame tfi zakladni styly - autoritativni, demokraticky a liberalni.

Od vedeni tvaréich a kulturnich aktivit se o¢ekava nejen dislednéa komunikace,
navaznost dil¢ich krokd vedoucich k realizaci produktd, ale i kreativita ¢i experiment.
Mezi vysledky vedeni kulturnich a kreativnich organizaci identifikujeme kulturni
statky, sluzby verejnosti a spolecenské uznani. Poradni organ v kulturnich
organizacich funguje na dobrovolné bézi a zadjem je sméfovan k investordm

a donatordm. Naopak korporatni vedeni souvisi se ziskovym zamérenim, kdy jsou
vyzadovany ekonomické vysledky, trzni orientace, diraz je kladen na akcionare

a prace rady je placend (HAGOORT, 2009, s. 220).

Autoritativni styl vedeni soustifeduje moc a rozhodovaci procesy pouze do rukou
hlavniho manazera - vedouciho, ktery bez diskuze pfidéluje pracovnikm Ukoly.
Vytvéieji se zavislé vztahy. Jednosmérna komunikace (seshora dol0 - od manazera
k podfizenym pracovnikdm) nerozviji iniciativu, mnohdy nedovoluje kreativni fegeni
a omezuje moznost vzniku participace - vzniku novych spolupracujicich tyma.
Presto se tento typ vedeni vyznacuje pravidelnym vyssSim vykonem a viditelnymi
vysledky.

V pfipadé demokratického stylu vedeni bé&zi komunikace ob&ma sméry (mezi
vedoucim a jeho pracovniky), takZze manazer nevyuziva svou formaini autoritu
béhem rozdélovani prace. Pracovni prostredi je dotvafeno momentem spoluprace
a umoznuje stimul novych myslenek. Zabere znatelné vice ¢asu, nez je nalezeno
vhodné feSeni, musi se shodnout vétsina, ale pfinasi moznost vzajemného sdileni
napady, konzultace, spoluprace a utvareni spoleé¢né motivace pro praci.

Liberalni styl vedeni je zalozeny na omezeni vedouci role pracovnika, jenz prichazi
pouze s obecnym cilem rozvijejicim ¢innost organizace. Proces komunikace

ohledné dil¢ich Ukol¥ a plnéni ¢innosti organizace je iniciovana smérem nahoru

(od pracovnikd k vedeni). Hovofime zde o pruzném vedeni. Volnost volby cile

a stanoveni UkolU vyvazuje nevyhoda mozného tapani v momenté& nepopularnich
rozhodnuti, kdy chybi jednoznacny rozhodujici hlas zodpovédného manazera. Tento
styl vedeni nenafizuje fesit vzniklé problémy pfimo manazerem, ale skrze komunikaci
Vv pracovni skupiné.

V oblasti kulturnich a kreativnich prdmysld se pohybujeme jak v ziskové, tak
neziskové sfére. Zminme proto, ze neziskové vystavéna organizace vyuziva Castéji
demokraticky nebo liberaini styl vedeni, nebot rozviji poslani na dobrovolné

a neziskové bazi.

Dobry styl vedeni zavisi na zkuS§eném manazerovi a pfipravenosti (tzv. Ukolové
zralosti), dosavadni pracovni zkuSenosti i emoéni inteligenci pracovnikd. Vybéru
pracovnikd &i tvorbé pracovnich tymU a jejich rozmisténi do aktualni struktury
organizace se vénuje personalni manazer. Lidské zdroje a jejich rozlozeni vzhledem
k poslani organizace fesi obor personalistika. Tvofi nedilnou soucast strategie
organizace (pfipadné projektu), kdy se jedna o identifikaci narokd na potfebné
pracovniky. Kazdé Uspésné fizeni se odviji od schopnosti zformovat tym.

Uzce profilovanou manazerskou roli je projektovy manazer, hlavni osoba odpové&dna
za realizaci projektu. Projektovy manazer koordinuje projektovy tym a zodpovida za
naplnéni cild a vystup® konkrétniho projektu v daném ¢asovém obdobi. V pripadé
vzniklych problém0 je aktivné Fesi, sleduje rizika a podava zpravy o prdbéhu projektu.
Realizaci projektu fidi dle stanovenych pravidel, ktera specifikuji grantova vyzva,
dotacni smlouva nebo rozhodnuti o pridéleni financi.

Uvedme si na zavér jesté zékladni typologii projektovych manazer( (dle IMPA;

In: MELECKY, 2019) vystav&nou na osobnostnich vlastnostech a pracovnich
stimulech - planovaé&, motivator, hrdina, diplomat. Projektovy manazer - planovac¢
vytvari vizi, mysli na to, co bude koncovym prfinosem projektu. Dokaze navrhnout
strategicka feseni vedouci k vyty¢enému cili a popsat vhodné cesty. Motivator
ma schopnost dat lidi dohromady, fidit spole¢né napady, a vytvaret tak cesty
kreativnich feSeni pro vystupy projektu. Typ hrdiny dokéZe sehnat finan¢ni i lidské
zdroje, zvlada nepfijemné situace a problémy, projevuje se rozhodné, ale mnohdy
si klade zbyte&né velké cile. Diplomat hravé sceluje vSechny projektové a procesni
vztahy. Dokaze vhodné komunikovat s fesitelskymi tymy projektu, udrzuje integritu
a participace je pro n&j nejdilezit&jS$im momentem Fizeni projektu.

Pro v8echny typy projektovych manazerd bezpodmine&né plati, ze bez komunikace
neni spoluprace a nedostavuji se v¢as vysledky projektu. Jako dobra praxe se
ukazuje vénovat ¢as promysleni tzv. komunikaéni matice projektuy, tj. kdo s kym,
kdy a o &em, jak ¢asto komunikuje.

Diskuzni otdzky:

- Cim se lii vedeni provozniho manazera a projektového manazera?
Jaké podobnosti stylu vedeni u téchto dvou pozic najdete?

- Jak si predstavujete schopného kulturniho manazera?
Ma mit podnikatelského ducha?

- Ke kterému z vy$e uvedenych typ0 projektového
manazera mate vy osobné nejblize?



Project
and project thinking

A project is a system because it consists
of interconnected parts of the interaction
which characterizes the project and affects
its performance.

KRIVANEK, 2019, p. 27

Over time, the term project began to be used in many areas, including culture.
A project is time-bound, defined by the area of operation, the determination of
financial resources, and, above all, its focus on a unique result, achieved through
gradual organizational mechanisms managed by responsible persons. In its very
nature, it is perceived as a set of tasks that change something or drive it on. It
is characterized by approaching a set goal in a planned way that needs to be
continuously coordinated and controlled; in this context, we talk about project
management or project thinking.

Project thinking is applied during the preparation and organization of new

ideas together with the assessment of the necessary financial resources and
staff. Project management writes this structured formulation of the subject of
the project, its contribution, its price, the estimated costs, and time in a document
named logical framework (Logframe; works on a similar principle as a business
case). “Logical framework represents a phase based on communication with
the project stakeholders and clarification of the assignment or logical links"
(KRIVANEK, 2019, p. 131). The document clearly and logically presents the project
and its strategy, communicates the project to the interest groups (partners,
donors, project team, investor, etc.). At the end of the project, the results, need
to be thought through already during project planning as they are reflected in
the project objectives.

Projects can take various forms (exhibition project, catalogue, product innovation,
marketing campaign, construction, educational cycle, directed research, start-up
business, etc.), yet we can find common attributes for all of those - uniqueness,
temporary nature, necessity, sequence of activities, risk assessment, resource
constraints, relevance to the implementation environment.

The Triple Constraint method may serve well when anchoring the original idea in
the context of the project. The Triple Constraint is a model of the basic project
parameters - objectives (what), scope (when), and costs (resources). The set
parameters affect each other and ensure balance. If one of them changes,

the others need to be updated in order not to increase the risks involved in project
implementation. Compromises need to be sought often while still bearing in mind



the quality and project security. The possibility of extending the time or increasing
the costs of the project is only limited and must be consulted both in relation to
the outputs of the project and the donors.

The idea of an exhibition presentation or a vision of a new business is not a project
in itself, it represents only thinking about the future. It becomes a project after it
is well anchored in the above-mentioned structure. The same applies to a working
procedure or repetitive activity; in order to form a project, a new objective and

the benefits of the project activity need to be clearly defined. A specific problem
that has not been solved or resolved yet must be indicated together with

the reasons. New objectives arise and the aim of the project can be clearly defined.

Whether a project is successful depends on a precise analysis of the project target
as well as on the application of project methods.

Formulation of a project works with five variables - objectives, reasons, procedure,
resources, and evaluation (ONDRUSEK, p. 46. In: SMOLIKOVA, 2008). Image

the objectives as a bunch of grapes, a certain system connecting the main goal
of the project. No matter whether working with strategic objectives or separate
tasks, the main point is to have them clearly defined, preferably to correspond

to the SMART principle (specific, measurable, achievable, realistic, time-bound).

It is a good idea to let those who are responsible for the implementation of

the objectives to define them,; it helps them to adopt those objectives and

be proactive when addressing them. The reasons for the implementation of

the project specify the answers to the questions why one should start with

the project in the first place, what it will bring, what it wants to solve. Look for

a unique contribution to the society or industry we operate in. The reasons
describe the problem the project solves, justify the choice of the implementer and
his approach.

The procedure follows the sequence of the individual subprojects, coherently
sorted with respect to the schedule. Project planning determines who will do

what when in order to meet the project's aim and outputs (see Organization
structures). With smaller projects, the activities may be sorted in successive blocks
or according to the responsibility matrix (i.e., task overview table where each task
is assigned a person responsible for its completion and sub-implementers within
the defined time). At this point, the project roles, i.e., the teams and their structure
need to be determined and defined.

In order to successfully achieve the project objectives, it is necessary to assess
the individual activities of the project and create an overview of the resources. In
this case, it is the summarization of cost items, recorded in a clear and structured
budget. The budget takes into account both costs and necessary revenue,
provided by the project fundraising campaign (see Financial Management -
Budget; Fundraising).

Evaluation works with three kinds of situations - before, during, and after

the project. First, clarify what are you evaluating. Evaluation in the preparatory
phase focuses on future results. Choose quantitative (humbers) or qualitative
(benefit, impact, change for better, etc.) indicators. Be as realistic as possible and
anticipate the related possible risks during the project implementation. At this
point, identify what will be evaluated after the project is completed.

In the remaining two situations, the set outputs and their progress are evaluated.
During the implementation of the project, monitor timeliness and spending or
evaluate the strengths and weaknesses of the team. Alongside, work on the final
report. Do not forget to evaluate for yourself the internal processes during

the implementation of the project - managerial methods, cooperation, teamwork.
Feedback quickly verifies the suitability, the effectiveness of an approach or leads
to creativity and solving the individual sub-projects. If fluctuations in indicators or

a change in a project activity are detected during evaluation that happened for

a reason, request a change in the project in time. That way you avoid the risk of not
fulfilling the project activities.

After the project ends, it is evaluated through the final report. It evaluates whether
the activities led to the expected results and whether the indicators and targets
have been fulfilled. Some forms of financial support are associated with an audit
on the use of financial resources, assessing whether the allocated funds were
used efficiently and transparently according to the budget. For this purpose, keep
an overview of accounting and other relevant documents (promotional materials,
meeting minutes, planning schemes) illustrating the project progress and process
and the fulfilment of the requirement of project support publicity.

A good plan serves as a guide through the implementation. Even with changes
during the project (changing the way, responding to obstacles met), the objective
stays the same. Think about the last time you planned, organized, and then

dealt with something important - a party, vacation, creative workshop. What was
the difference between the planned and the final procedure? How much has

the budget changed? Was there any crisis situation? Even with such experience,
you used project thinking and management, only on a lower scale. Has this
experience changed your managerial skills?

Projects have different lifespans, as was already said, they are time-bound - defined
by their duration. A project, however, does not start with the start of the event
itself, it starts with the project plan. Bearing this in mind, we discuss the project

life cycle. The processes preceding the implementation (pre-project phase),

the evaluation process, the project phase (implementation with the resources
secured), and the post-project phase need to be distinguished.

The key characteristic of the pre-project phase is initiation, it focuses on

the project proposal, feasibility study, opportunities, or the assessment of
necessity. Asking for support according to the grant calls available follows.

The project is evaluated and the requirements set by the donor are verified.

The verdict states whether the project should be supported or not or returned for
further elaboration.

When the project is approved, the donator will make and deliver the decision on
support or prepare a donation agreement. These documents need to be thoroughly
studied because the donor may eliminate the project in costs or outputs. Once we
undertake to administer the project, the process is started. First, initial meetings
are arranged, a team is built, the schedule is checked, the project team meets
regularly and organizes the project activities. The project manager continuously



monitors, evaluates, and assesses the risks. The specified objectives are met
through specific outputs within the set term and the project activities end.

The final report needs to be prepared and accepted by the donor. This may not end
the project life cycle though. The project may become an example of good practice
and its results or methods may be presented at conferences, to boards, or as

a good example within the field.

Practical exercise:

- Draw up your own project focusing on presenting your production
or product. Prepare a description of project activities alongside
the project objectives and outputs, including the schedule,
the expected costs (see Financial management - budget), and
think about the financial sources for your budget.

Projekt
a projektové mysleni

Projekt je systém, protoze se sklada ze

vzajemneé propojenych Casti, jejichz

vzajemna interakce vytvari vlastnosti

projektu a ovliviiuje jeho vykonnost.
KRIVANEK, 2019, s. 27

Postupem ¢asu se oznaceni projekt zacalo vyuZzivat v mnoha oblastech, kulturu
nevyjimaje. Projekt je definovan ¢asovym ohrani¢enim, oblasti pdsobeni, vymezenim
finan&nich zdrojd, a pfedevsim orientaci na unikatni vysledek, ke kterému vedou
postupné organizacni mechanismy fizené zodpovédnymi osobami. Ve své podstaté
je projekt chapan jako sled aktivit, které néco méni, pohanéji kupredu. Vyznacuje se
planovanym postupem k vyty&enému cili, ktery bude tfeba koordinovat a prdbé&zné
kontrolovat, a v této souvislosti hovofime o projektovém managementu nebo také
o projektovém mysleni.

Projektové mysleni se uziva béhem priprav a organizovani novych ideji s posouzenim
nezbytnych finanénich zdrojd a personalniho zajisténi. Projektovy management toto
strukturované zformulovani predmétu projektu, jeho pfinosu, nacenéni, kolik to bude
asi stéat a jak dlouho to bude trvat, vepisuje do dokumentu pojmenovaného logicky
ramec (Logframe; napliuje podobny princip jako business case). ,Logicky rdmec je
fdze zaloZzend na komunikaci se zainteresovanymi skupinami projektu a vyjasrnovani
si zaddni, resp. logickych vazeb" (KRIVANEK, 2019, s. 131). Dokument predstavuje
jasné a logicky projekt a jeho strategii, skrze néj je projekt Iépe komunikovan se
zajmovymi skupinami (partnefi, donatofi, feditelsky tym, investor apod.). Jiz b&éhem
planovani projektu myslime na jeho konec - vysledky, které jsou propisovany do cild
projektu.

Projekty mohou mit rozdilnou podobu (vystavni projekt, katalog, inovace produktu,
marketingova kampar, stavba, vzdélavaci cyklus, fizeny vyzkum, start-up podnikani
a dal$i), pfesto u v8ech najdeme spole&né atributy - unikatnost, dogasnost,
potfebnost, posloupnost ¢innosti, posouzeni rizik, omezeni zdrojJ, relevanci

k prostredi realizace.



Pro ukotveni pdvodni myslenky do kontextu projektu mdzeme pouzit techniku
trojimperativu (Triple Constain). Trojimperativ je vztahovy model zakladnich
parametrd projektu - cile (co), rozsah (kdy), naklady projektu (zdroje).

Nastavené parametry se vzajemné ovliviuji a zajistuji balanc. Pokud dojde ke
zmeéné u jednoho z nich, je tfeba zaktualizovat i ty dalsi, abychom nezvySovali rizika
vyplyvajici z realizace anebo nerealizace projektu. Casto hleddme kompromisy,

ale myslime pfitom na kvalitni zajisténi a prdbéh projektu. Moznost prodlouzeni ¢asu
nebo navyseni naklad¥ u projektu existuje, ale evidujeme ji jako omezenou moznost,
kterou je nutno konzultovat jak vzhledem k vystupdm projektu, tak k donatordm.

Predstava o vystavni prezentaci nebo vize nového podnikani neni sama o sobé
projektem, je pouze ¢innosti zamyslejici se nad budoucnosti. Projektem se mUze
stat az v momenté ukotveni do vyse vyjmenované struktury. Stejné tak pracovni
postup nebo opakujici se ¢innost nespliuje pozadavky na projekt, musi byt jasné
vymezen novy cil a pfinos projektové ¢innosti. Zde je narokovano pojmenovani
konkrétniho problému, ktery zatim nebyl feSen nebo doposud vyfeSen, a doplfiuje
jej zdGvodnéni. Vyvstavaji nové cile a je mozné jasné definovat zamér projektu.
Samotné Uspésnost projektu zavisi na presné analyze projektového cileni, nejen
na aplikaci projektovych metod.

Formulace projektu vychazi z péti celkd - cile, zdOvodnéni, postup, zdroje

a hodnoceni (ONDRUSEK, s. 46. In: SMOLIKOVA, 2008). Predstavte si cile projektu
jako hrozen, urcitou soustavu, které propojuje hlavni cil projektu. Cile mohou byt
strategické nebo ve formé Ukold, ale hlavné musi byt spravné definované. Ideéiné
odpovidaiji principu SMART (specificky, méfitelny, dosazitelny, realisticky, Casové
vymezeny). U projektového Fizeni se vyplati, kdyz cile pomahaji definovat ti, ktefi
jsou nésledné zodpovédni za jejich pInéni, protoZe projektové cile snaze prijmou
a budovu iniciativni pfi jejich feSeni. DOvody realizace projektu konkretizuji odpovédi
na otazky, pro¢ se do projektu vibec poustime, co pfinese, co chce fesit.
Hledame jedine¢ny pfinos pro spole¢nost nebo obor, ve kterém pUsobime.

Do zddvodnéni patii jak popis problému, ktery projekt fesi, tak obhajoba
realizatora a jeho zpUsobu feseni.

Postup zobrazuje sled dilgich celkd nebo &asti projektu, které jsou na sebe navazné
fazeny s respektem k harmonogramu. V rdmci planovani projektu ur¢ujeme co,

kdy a kdo bude vykonavat tak, abychom naplnili zamér a vystupy projektu (vice
Organizaéni struktury). U mensich projektd mdzeme vyuzit tiidéni &innosti do
postupné navazujicich blokd nebo vyuzit techniku matice zodpovédnosti (tj. tabulka
prehledu Ukold, kde kazdy Ukol mé prifazenou hlavni zodpovédnou osobu a nasledné
diléi vykonavatele v definovaném &ase). V této fazi rozkli¢ujeme projektové role,

tj. tymové usporadani pro feSeni projektu.

Abychom mohli Uspé&sné dosdhnout projektovych cild, je tieba jednotlivé ¢innosti
projektu vydislit a vytvofit pfehled zdrojd. V tomto pfipadé hovofime o sumarizaci
nakladovych polozek, které zaznamenava prehledny a strukturovany rozpocet.
Rozpocet zohledruje jak vydaje, tak nutné ptijmy, jez pomaha zajistovat dostupna
fundraisingové kampari pro projekt (vice viz Finanéni management - budget;
Fundraising).

V rédmci hodnoceni projektu musime rozliSovat tfi situace - pred zahajenim, v prdbéhu
realizace a po skoncéeni projektu. Ujasrujeme si, co budeme posuzovat. Hodnoceni

v rémci pfipravy projektu se orientuje na budouci vysledky. Stanovujeme kvantitativni
indikatory (po&ty) nebo kvalitativni ukazatele (pfinos, dopad, zmé&na né&ceho k lepsimu
apod.), v jejichz uréeni bychom méli byt co nejvice realisti¢ti a méli bychom predvidat
mozna rizika jejich pInéni béhem projektu. V této fazi identifikujeme, co se bude
hodnotit po dokonceni projektu.

V ostatnich dvou momentech hodnoceni evaluujeme nastavené vystupy a jejich
prabéh. Béhem realizace projektu sledujeme plnéni casového planu, ¢erpani
financi nebo vyhodnocujeme silné a slabé stranky fungovani tymu. Vypracovavame
prdbéznou zavérecnou zpravu. Nezapominame sami pro sebe zhodnotit vnitini
procesy béhem realizace projektu - zpUsoby vedeni, spoluprace, tymovou praci.
Zpétna vazba je rychlym ovéfenim vhodnosti, U¢inného postupu nebo vede

ke kreativité a feseni dil¢ich &asti projektu. Kdyz odhalime bé&hem evalua¢niho
hodnoceni vykyvy indikatord nebo zménu nékteré z aktivit projektu a existuji
odUvodnéni, zazddédme v¢as o zménu fedeni projektu. Pfedejdeme tak riziku
nenaplnéni aktivit projektu.

Po ukoné&eni projektu nas k hodnoceni vyzyva nejCastéji zavérecna zprava.
Hodnotime, zda aktivity vedly k o&ekévanym vysledkdm, zda byly naplnény uvedené
indikatory a cile. S nékterymi podporami projektd se poji audit Eerpani financnich
prostiedky, ktery zjistuje, zda jsme Ucelné a transparentné vyuzili dle rozpodtu
pridélené finance. Za timto Ucelem jsou k projektu vedeny prehledy Ucetnich
doklady, ale i dal&i relevantni dokumenty (propagadéni materidly, zapisy ze schizek,
planovaci schémata), které dokladaji prdbéh realizace projektu a pInéni publicity

o projektové podpore.

Dobry plén projektu je prvodcem feseni. | kdyZz dochazi ke zménam béhem realizace
projektu (odboc&ime z cesty, reagujeme na vzniklé prekazky), cil méme stéle stejny.
Zkuste si vybavit, kdy jste naposledy planovali, organizovali a nasledné fesili néco
vyznamného - oslavu, dovolenou, tviréi dilnu. Jaky byl rozdil mezi planovanym

a kone&nym postupem? Nakolik se proménil rozpocet? Museli jste Fesit néjakou
krizovou situaci? Jednoznacné to byla zkusenost, prosli jste si projektovym myslenim

a fizenim v mensim rozsahu. Zménila tato zkuSenost vase manazerské dovednosti?

Projekty maji rdznou Zivotnost, jak jiz vime, vymezuje je ¢as - doba konani. Ale

zivot projektu za¢ina planovanim - projektovym zdmérem, tedy daleko dfive pred
umoznénou realizaci projektu. Z tohoto Uhlu pohledu hovotfime o tzv. Zivotnim cyklu
projektu. Rozliujeme procesy probihajici pred realizaci projektu (pfedprojektova faze),
proces vyhodnoceni, projektovou fazi (realizace se zajit&nymi zdroji) a poprojektovou
fazi.

Predprojektova faze se vyznacuje iniciaci a soustiedi se na vypracovani navrhu
projektu, studii proveditelnosti, pfileZitosti nebo analyzu potfebnosti. Nasledné

s projektem zadadme o podporu dle dostupnych grantovych vyzev. Nastava proces
vyhodnocovani projektu a ovéreni zadanych podminek dle donatora. Tento proces
rozhodovani vynese verdikt, zda projekt podpofit, nepodpofit nebo jej vratit

k dopracovani.



Kdyz je projekt schvalen, donator vystavi a doruci rozhodnuti o podpore nebo
pfipravi smlouvu o daru. Tyto dokumenty peclivé nastudujeme, nebot projekt mdze
byt dondtorem eliminovan v nakladech nebo vystupech. Zavazeme-li se k feseni
projektu, pfichdzi na fadu zahajeni. Jsou poradany Uvodni schizky, je sestavovan
tym, ovéfujeme nastaveni harmonogramu a tym fesiteld se pravidelné setkava

a organizuje aktivity projektu. Pribézné jsou projektovym manazerem provadény
monitoring, evaluace a vyhodnocovani rizik. V ¢asovém horizontu konani projektu
jsou naplnény zadané cile skrze konkrétni vystupy a nastane den ukonceni ¢innosti
projektu. Na fadu prichazi pfiprava zavérecné zpravy a jeji akceptace donatorem.

| pfesto se zivotni cyklus projektu timto okamzikem nemusi zavr§it. Projekt se mUze
stat tzv. dobrou praxi, kdy jsou jeho vysledky nebo metody feSeni prezentovany na
konferencich, grémiich nebo jako dobry ptiklad v rdmci oborové pUsobnosti.

Praktické cviceni:

- Vypracujte vlastni projekt zaméreny na prezentaci umélecké tvorby
nebo designového produktu. K projektovym cildm a vystupdm
pripravte popis projektovych aktivit, véetné harmonogramu,
sestavte predbé&zny rozpoéet vydajo (viz kapitola Finané&ni
management - rozpoéet) a zkuste promyslet, z jakych zdroji budou
vydaje pokryty nebo jaké donatory oslovite.

Financial
management -
budget

In addition to the content of the project itself,
ensuring an economic agenda is one of the most
important parts of its preparation. Do not even
start a business without a high-quality calculation;
with a non-profit project, you may even not to be
able to obtain any grants or sponsors.

SMOLIKOVA, 2008, p. 152

Financial management deals with planning, organizing, administration, and control of
all financial flows in an organization. For this purpose, a budget is set up and is later
changed or updated in the individual phases because it is linked to the ongoing
project implementation or operation of the entire organization.

Financial management focuses on securing the financial resources needed to fulfill
the mission of the organization and its strategic and project plans - it also deals
with fundraising or investments. At all times, it strives to ensure that the resources
available are used efficiently and according to the laws on business activities. It is
therefore also closely linked to the marketing of the organization and the use of
resources for sales promotion.

Financial management does not equal accounting. Accounting tasks are used

for administration and record of financial flows for future financial controls in

the organization (internal or external audit, taxes, payroll processing, processing

of income tax returns, etc.). But how can an accountant book something without
an income plan or spending plan for a defined area of the organization activities?
Financial management includes budgeting, spending management, and the control
of these.

The financial manager drawing up the budget also establishes the cash flow in

the organization. They monitor the difference between expected revenue and
expenditure in a selected period, aiming for a balanced budget. It may happen that
a grant the budget works with will not arrive in time or the allocated funds may not
be otherwise released; at that point, you can cover this temporary period without
active financial resources with a banking product available - overdraft or loan.

With non-profit organizations, the budget works with non-profitability; all the extra
revenue is used again for the organization's activity, it is not paid to the founders
as a bonus. In contrast, profitable businesses ideally calculate higher revenue,



track financial returns. Cash-flow planning is a preventive measure; before you start
generating profits or implementing non-profit activities, pay attention to budgeting.

There are several budget structures but all contain similar budget items. Common
expenditure items include fees and royalties (wages, contracts, including levies),
travel costs, material costs, services, operating costs, and other expenses (e.g.
insurance, fees and charges, rent, etc., the budget of universities also includes
scholarships). Expenditures are covered by income (donations, subsidies, one's own
contribution, etc.), the effective spending of which can be specified by the donor
or by the management of the organization. This means that priority is given to

the use of funds for specific items, for example, the project grant decision states
that it will cover only fees and services, the remaining expenditure must be covered
by other resources.

Let's take an example of an exhibition presentation project preparation to see
the individual steps of budgeting. The project plan is prepared, including a list

of activities within a time period. It is easy to think of the individual steps and
activities, including the financial aspects (payment), for the activities we perceive
as necessary, such as securing space for the presentation, communication with
the artists, writing texts, transport, installation, PR activities and promotion,
accompanying program, catalogue release, administration, etc. Write them down.
There are various instruments for budget planning, but the basis for financial
management are the specification of the item (activity, factual definition), the time
spent, and their value. No matter whether using tables or other tools, work

with the identified budget items and learn how to link them to other plans of

the organization.

You may find that you need to create individual budgets for each sub-activity of
an organization or project and then combine them into a single one. Budgeting
provides an overview of financial flows, set up by you. Last but not least, identify
financial resources for your budget - identify the donors (via stakeholder analysis
techniques), verify the possible amount of your initial deposit, and confront

the projected revenues with the planned expenditure.

The budget may be distributed according to the items monthly or quarterly, or
provide the date of spending for the items. Specify the course of financial flows.
The Gantt chart works well in planning. The budget provides detailed information
both to the project team and any cooperating organization about how and when
the funds will be drawn and where and when we receive resources to cover

the costs of the project. It shows the security and readiness of our activities.

Practical exercise:

- Place these costs within these groups - fees and royalties,
travel costs, material costs, services, operating costs, and other
expenses.

Transport of the work of art by a private company
Transport of the work of art by an employee
Transport insurance

The economist's monthly salary

Renting a data projector

White colour for wall painting

Monthly payment for the Internet

Banquet for the exhibition opening
Payment of royalties to the artist

Graphic work on the exhibition visual
Papers for printing the invitations

Putting up posters - advertising campaign
Metal bars for making a stand

Artist's accommodation



Financni
management -
rozpocet

Zajisteni ekonomické agendy je vedle
samotného obsahu projektu jednou
z nejduilezitéjSich ¢asti jeho pripravy.
Bez kvalitni finan¢ni kalkulace je lepsi
nezacinat s podnikanim, v pfipadé
neziskoveho projektu pak nebude mozné
ziskat granty ani sponzory.

SMOLIKOVA, 2008, s. 152

Finanéni management se vénuje planovani, organizovani, provadéni a kontrolovani
v8ech finan¢nich tokd v organizaci. Za timto UCelem je sestavovan rozpocet, ktery
v jednotlivych fazich prochazi zménami ¢i aktualizacemi, nebot je navazan na
probihajici realizaci urcitého projektu nebo na fungovani celé organizace.

Finan&ni management se soustfedi na zajisténi finanénich zdrojd potfebnych

k plnéni posléani organizace a jejich strategickych a projektovych pland - vénuje se
mimo jiné i fundraisingu nebo investicim. Ale vzdy se snazi o to, aby byly dostupné
prostifedky uplatnény efektivné, Ucelné a dle pozadavkd zédkona k podnikatelské
¢innosti. Je tedy Uzce propojen i s marketingem organizace a s uzivanim zdrojd pro
podporu prodeje.

Nenechte se zmylit tvrzenim, Ze finanéni management je U&etnictvi. Udetni Ukony
slouZi k provadéni finanénich tokd a jejich evidenci pro budouci finanéni kontroly

v organizaci (interni nebo externi audit, dané, zpracovani mezd, zpracovani pfiznani
k dani z pfijmu atd.). Ale jak mUzZe U&etni néco zal&tovat, kdyz nema plan piijmUd ani
pléan Cerpani pro definovanou oblast ¢innosti organizace? Stanoveni rozpocty, fizeni
¢erpani a jeho kontrola spadaji do finan¢niho managementu.

Finan&ni manazer, ktery vytvari rozpocet, sestavuje tok penéz v organizaci

(cash flow). Ve zvoleném ¢asovém obdobi sleduje rozdil mezi o¢ekdvanymi prijmy
a vydaiji, pficemz se snazi o vyrovnany rozpocet. MUZe se stét, Ze pro pfipraveny
rozpocet stale nedorazila dotace nebo nebyly jinak uvolnény pfidélené prostiredky
- pak je mozné toto docasné obdobi bez aktivnich finanénich zdrojd pokryt
dostupnou nabidkou bankovnich produktd - kontokorentem nebo Uvérem.

U neziskovych organizacf je rozpocet fizen tzv. neproziskovosti, kdy véechny
pfipadné prijmy navic jsou vkladany zpét do &innosti organizace, nejsou tedy
vyplaceny jako bonusy zakladatelOm. Oproti tomu ziskové podniky ideélné kalkuluji
s vyS&simi prijmy, sleduji finanéni navratnost. Pldnovani cash-flow ma preventivni



charakter, a proto nez se pustime do vytvareni zisk0 nebo realizace neziskovych
aktivit, vénujme nejprve pozornost rozpoctovani.

Objevime celou fadu struktur rozpoétd, ale vEechny obsahuji podobné rozpo&tové
polozky. Mezi b&zné vydajové polozky patti honorafe (mzdy, dohody, véetné
odvodU), cestovni naklady, materidlni naklady, sluzby, provozni néklady a ostatni
vydaje (napf. pojisténi, poplatky, najmy a dali - v rdmci rozpo&td vysokych Skol

se setkdvame s polozkou stipendia). Vydaje jsou kryty pfijmy (dary, dotace,
vlastni vklady apod.), jejichZ U&elné utrdceni mize specifikovat sam donator

nebo management organizace. To znamen3, Ze se urcuje priorita Cerpani financi
na konkrétni polozky, napfiklad v rozhodnuti o dotaci na projekt se piSe, ze bude

pokryvat pouze honorére a sluzby, zbylé vydaje musi pokryt jiné zdroje.

Na prikladu pfipravy projektu vystavni prezentace si pfiblizime jednotlivé kroky

k vypracovani rozpoctu. Na stole mame pfipraveny zamér projektu se slovnim
popisem, ktery doplfiuje vypis aktivit sestaveny do ¢asového obdobi. U jednotlivych
¢innosti, jako jsou zajisténi prostoru pro prezentaci, komunikace s umélci, psani
texty, transport, instalace, PR aktivity a propagace, doprovodny program, vydani
katalogu, administrativa a dalSi, které uzname za nezbytné, si dokdzeme predstavit
samotné dil&i kroky a ¢innosti, v&etné jejich finanéniho vyrovnani (platby). Sepideme
si je. Existuji rzné néastroje pro planovani rozpocty, ale zakladem pro finanéni
fizeni je konkretizace polozky (&innost, vécné vymezeni), odpracovany Cas a jeji
nacenéni. Mozna budete vytvaret tabulky, mozna objevite jiny nastroj, ale predné

s identifikovanymi polozkami rozpoctu pracujte a naucte se je provazat s ostatnimi
plény organizace.

Mozna zjistite, ze pro kazdou dil¢i aktivitu organizace nebo projektu potiebujete
vytvorit vlastni rozpoclty a ty nasledné musite spoijit v jeden celek. Smyslem
rozpod&tovani je prehled finanénich tokd a ten vytvéfite vy. V neposledni fadé
zjistujeme zdroje finanéniho kryti - identifikujeme donétory (Ize vyuzit techniky
analyzy zainteresovanych stran), ové&fujeme vlastni vysi mozného poc&atecniho
vkladu a konfrontujeme predpokladané prijmy s planovanymi vydaji.

Rozpodet dle polozek mdzeme rozlozit do mésicd nebo na jednotliva Stvrtleti,
pripadné polozky doplnit o ¢asovy Udaj Eerpani. Konkretizujeme pribéh finanénich
tokd a jako vhodny néstroj pro planovani volime napfiklad tzv. GanttOv diagram.
Rozpocet detailnégji informuje jak resitele projektu, tak pripadnou spolupracujici
organizaci o tom, jak a kdy budou ¢erpany finance a odkud a kdy ndm prichazeji
zdroje na pokryti nadklad¥ projektu. Ukazuje zajiSténost a pfipravenost na realizaci
¢innosti.

Praktické cviceni:

-> Zarad'te tyto naklady pod vySe jmenované polozky: honorare,
cestovni naklady, materialni naklady, sluzby, provozni naklady
a ostatni vydaje.

Pfevoz dila soukromou firmou
Prevoz dila zaméstnancem
Pojisténi transportu

Mésicni plat ekonomky
Pronajem dataprojektoru

Bila barva na vymalbu stén
Mésicni platba za internet

Raut na vernisaz

Platba honorare umélci

Graficka prace na vizualu vystavy
Papiry pro tisk pozvanek

Vylep plakatU - reklamni kampan
Kovové tyée na vyrobu stojanu

Ubytovani umélce



Fundraising

Fundraising represents systematic raising
of financial and acquisition of non-financial
resources a non-profit organization needs to
realize its mission through individual projects.
It is an ongoing planned activity completing
the financial-economic strategy (...).

BOUKAL, 2013, p. 34

Fundraising is mostly used by organizations focusing on diverse activities beneficial
to the society, on research, or associative activities. The field of culture and
creative industries aims both at public education and the development of visual
literacy, as well as on the development of new products. The cultural sphere
generates activities and events for different target groups and it needs an initial
idea, the interest of the audience, and the executive resources (people, finance,
cooperation) to successfully realize them. Fundraising activities are used to

raise financial, human, and material resources, which enable the preparation and
realization of cultural goods or concentration on product innovation.

Fundraising (often referred to as FR) is a long-term and strategically managed
activity. It needs managerial processes - plans, strategies, searching for
opportunities, organization of steps leading to the fundraising event, approaching
a suitable donor, preparing the applications, and communication. “Any organization
seriously dealing with fundraising must have a clear legal arrangement, a clear
mission and objectives, and transparent funding systems for individual activities.
The decision from whom and under what conditions should they accept any form
of support and how to use it lies with them" (CZECH FUNDRAISING CENTRE, 2016,
p. 2). Fundraising requires knowledge of the procedures and methods of applying
for support, as well as a flexible response to the changing environments, and
searching for new opportunities.

In addition to the resource plan that is frequently used in the financial management
of your organization, you should also keep an overview of grant calls and a plan for
the development of individual and corporate donors. Once you have a group of
potential donors, you need to care for them and maintain a dialogue. A fundraiser

is also responsible for a long-term fundraising outlook. They cooperate with all
team members across the organization because anyone can come up with a tip on
a donor and find the link, the common ground, and thus support for your activities.

At first glance, fundraising seems to be only about convincing others that your
activity deserves to be supported because it meets society's needs. However,

this is not what fundraising is about, rather than just convincing people, it uses
diplomatic relationship establishment, exchange of information, or the achievement
of specific conditions of both parties. Fundraising is not only about money; it also
covers the volunteering of individuals. The motivation to become a volunteer is to



do a good deed and inspire others to also engage in sharing their time, skills, or
experience. Volunteers have a need to be useful, to achieve common goals, to help,
to solve problems, to enjoy devoting one's time to someone or something, or to
pass on one's experience.

We distinguish the following methods of fundraising according to the group of
donors:

writing a project - a grant proposal,
advertising offer - presentation,
business relations - partnerships,
shared marketing,

fundraisers or auctions,

donation campaign,

face-to-face meeting,

bequests,

in-kind donation,

personal assistance - volunteering.

Many non-profit organizations, as well as other business and public entities across
market sectors (educational, cultural, sports institutions, research organizations,
churches, etc.), apply for subsidies and contributions for their operation.

The attempt to secure funding from multiple sources belongs among the inherent
life processes of cultural or educational organizations involved primarily in

the development of civil society. They make use of subsidies provided by the state,
municipalities/regions, private entities, or foundations (who also belong to the non-
profit sector), which requires a lot of work on grant applications or presentations for
the sponsor.

In order to secure funding from different sources, you need to know your goals
and prepare appropriate arguments. Prepare answers to questions starting with
"why" (e.g. Why is your event so important and for whom is it beneficial? Why don't
you come back in a month? Why didn't you come sooner? Why aren't you working
with someone else? Why should anyone contribute? etc.) One of the fundraising
activities is to prepare such answers in advance since these questions may arise
sooner or later. Various other questions may be asked and you, as an applicant or
person asking for funding, need to be prepared for them. In grant applications, you
describe which of the objectives presented in the call will be reached and how.

The situation is the same when submitting a written grant application as when
meeting the donor in person; you need to present clear, factual arguments and
disclose the value of the event right from the very beginning. When meeting

in person, be prepared to willingly and readily answer all questions, no matter
how prying or repetitive they seem. Ideally, both sides should be listening, both
the donor and the claimant.

Even if you are not successful for the first time, try to ask for another meeting
with the donor, discussing some form of support from the donor. Find out why
they are not interested in your project and if you have other events planned, let
them know about those. Some respond to a cultural experience (e.g. for their
employees prepare a bonus - theatre tickets), others to the education of children,
or to addressing social problems (ecology, multicultural dialogue, health care -

art therapy, etc.). In order to succeed, you need to try to find common ground,
get the potential donor interested in your cause. A good fundraiser ideally has

an alternative project up his sleeve and tries another area to attract the donor.

The process of motivation, the joy of giving, is the key characteristic of fundraising.
The basic mistake is to try to convince the donor that it is advantageous for him

to donate; they must initiate the donation. The motives are not the same for all
donors. These are, however, the most common reasons for monetary donations:
lowering the tax base, advertising for the donor, improving the donor's image in
their field, fame, the feeling of power, money laundering, distribution of unused
items, loyalty. All the detailed information uncovering the possible motivation can
be found on the donors' websites or looking around in your field of work to see
who supports what.

Last but not least, you need to prepare different groups of sponsors according

to their donations to maintain a certain hierarchy of benefits and support shares.
Prepare at least three groups of sponsors - basic level (media partnership,
volunteers, cooperation), medium level, and top-level (all financial contributions, in
leaflets usually distinguished as general partners, main sponsor, etc. and the size
of the logo or the position of the text also reflects this hierarchy). For business
donors, be ready to show examples of the promotion of your organization or event,
including a marketing communication tool plan. Do not wait for them to ask for this
kind of information, show them that you will always think about it when promoting
your affairs.



Practical exercise:

- Draw up a fundraising (FR) plan for a project - every project needs
an outline of a strategic fundraising plan. The following structure
for basic analysis and preparation of an FR plan will help you:

Start from the formulated mission, the vision of the project, specify
its uniqueness, which will serve as the basis for argumentation when
asking for support.

Examine the possible ways of getting support. According to your
project plan, look up organizations providing resources and draw up
an overview of those.

Remember, an integral part of analysing fundraising opportunities
is a project financial plan that shows the extent (and possibly
the specific costs you need to cover) of the resources needed.

Supportive questions when you already have experience with
financial or partner support: Where did you ask for funding in
previous projects? Were you successful? Who are the donors
of your competition? What partners does your competition list
in their leaflets? What about individual requests for support
(companies x individuals)? What resources do you have
(grants often require using your own resources or

funding from multiple sources)?

Fundraising

Fundraising (do ¢estiny Ize navrhnout preklad
Jpéstovani zdroj0') prfedstavuje systematické
ziskavani financnich i nefinanénich zdrojJ, které
neziskova organizace potfebuje k realizaci svého
poslani prostifednictvim jednotlivych projektd.
Jde o prdbéznou, planovanou ¢innost, naplnujici
finan¢né-ekonomickou strategii (...).

BOUKAL, 2013, s. 34

V oblasti fundraisingu se pohybuji nejcastéji organizace, které se soustiedi na
rdznorodou, spoleénosti prospé&snou, vyzkumnou nebo zajmovou &innost. Oblast
kultury a kreativnich prOmysld svym zamérenim cili jak na vzdélavani vefejnosti

a rozvoj vizualni gramotnosti, tak na vyvoj novych produktd. Kulturni sféra generuje
aktivity a akce pro rdzné cilové skupiny a k jejich Uspésné realizaci potiebuje
pocatedni ndpad, zdjem publika a vykonné prostredky (lidé, finance, spoluprace).
Fundraisingové aktivity slouzi k ziskavani finanénich, lidskych i materidlovych zdrojo,
diky nimz je mozné pfipravit a zrealizovat kulturni statky nebo se soustredit na
inovaci produktd.

Fundraising (¢asto téZ uvadén pod zkratkou FR) je dlouhodobou a strategicky
uchopenou ¢innosti. Neobejde se bez manazerskych procesU - pland, strategii,
vyhledavani pfileZitosti, organizace krokd vedouci k fundraisingové akci osloveni
vhodného pfispévatele pro nasi véc, vypracovani zadosti a komunikace. ,Kazdd
organizace, kterd se chce fundraisingem vdzné zabyvat, musi mit vyjasnéné pravni
uspordaddni, srozumitelné posldni a cile a prdhledné systémy financovani jednotlivych
&innosti. Zarovenr se musi rozhodnout, od koho a za jokych podminek podporu pfijme
a jak s ni naloZi* (CESKE FUNDRAISINGOVE CENTRUM, 2016, s. 2). Fundraisingova
ginnost vyzaduje znalost postup¥ a metod zadani o podporu i pruznou reakci na
meénici se prostiedi a vyhledavani novych pfileZitosti.

Mimo plén zdrojd, ktery nejCastéji vyuZijeme ve finanénim managementu nasi
organizace, je vhodné vést si prehled grantovych vyzev a plan pro rozvoj
individuélnich a firemnich darcd. Jakmile ziskdme skupinu potencialnich darcg,
musime o ni pecovat a udrzovat vzajemny dialog. Praci fundraisera je pfipravit

i dlouhodoby vyhled fundraisingu. Spolupracuje se v8emi v tymu, napfi¢ organizaci,
protoze kazdy mUze mit tip na osloveni donatora a naijit propojovaci linku pro
spole¢nou fec¢ aneb budouci podporu nasi ¢innosti.

V prvnim slova smyslu nas napadne, ze fundraising je hlavné o tom, jak presveédcit
druhé, Ze zrovna nase cinnost je tou, kterd si zaslouZi byt podporena, protoze
dokéaze vyresit néjakou potfebu spolecnosti. Ono presvédcovani vdak neni
podstatou fundraisingu, naopak stavi na diplomatickém navazovani vztahd, vyméné
informaci ¢i naplnéni zadanych podminek obou jednajicich stran. Fundraising neni
jen o penézich, patii sem také dobrovolna ¢innost jedince. Motivaci k dobrovolnictvi
je vykonani dobrého skutku a inspirovani druhych, aby se také zapojili svym ¢asem,



svou dovednosti nebo zkugenosti. U dobrovolnikd se setkdvame s potifebou byt
uzite€ny, naplfiovat spolecné cile, pomahat, fesit problémy, radovat se z davani asu
nebo predavani zkusenosti.

Mezi metodami fundraisingu dle donatorstvi (skupin dércd) rozlidujeme:
vypracovani projektu - grantova zadost,
nabidka reklamy - prezentace,
obchodni vztahy - partnerstvi,
sdileny marketing,
benefi¢ni akce nebo aukce,
darovaci kampan,
osobni jednani,
odkaz majetku,
vécna podpora,
osobni pomoc - dobrovolnictvi.

Mnohé neziskové organizace, ale i dal$i podnikatelské a vefejné subjekty v rdznych
sektorech trhu (vzdélavaci, kulturni, sportovni instituce, vyzkumné organizace,
cirkve aj.), Zadaiji pro své fungovani dotace a pfispé&vky. Snaha o kroky vedouci

k ziskani vicezdrojového financovani patii neodmyslitelné mezi procesy fungovani
kulturnich nebo vzdélavacich organizaci, jez se prioritné podileji na rozvoji obcanské
spole¢nosti. Obraceji se na vyhlasované podpory ze statnich, samospravnich
(mé&stskych, krajskych) nebo soukromych subjektd, ptipadné nadaci (spadajich téz
do neziskového sektoru), coz vyzaduje Usili vypracovani grantovych zadosti nebo
pfipravu prezentaci k osloveni sponzora.

Pro r0zné typy zadosti o podporu je tfeba znat cile a vhodné argumentovat.
Pfipravujeme si odpovédi na otazky zadinajici ,pro¢" (napt. Pro¢ je ta vade akce
tak dUlezitad a komu poslouzi? Pro¢ nepfijdete az za mésic? Pro¢ jste nepfisli dfiv?
Pro& nespolupracujete s nékym jinym? Pro¢ by mél nékdo prispét?). Jednou

z fundraisingovych ¢innosti je pfipravit si pfedem odpoveédi na tyto otazky, které
mohou dfiv nebo pozdéji zaznit pfi jednani s donatorem. Stejné tak nédm mohou
byt polozeny jiné dotazy a my na né musime byt pfipraveni, kdyz jsme Zadateli.

U psanych grantovych Zadosti, kde jsou cile ¢asto stanoveny ve vyzvach,
popisujeme, které z uvedenych cild a jak bude nas projekt naplriovat.

Pamatujme, ze jak v Uvodnich minutach, kdy ndm donétor naslouchd, tak u psané
zadosti, argumentujeme o nasem projektu srozumitelné, vécné a hodnotu akce
vylozime na st0l ihned. Dale musime byt u osobniho jednani vzdy pfipraveni

s ochotou odpovidat na vSetecné a mnohdy stéle se opakujici otdzky. Naslouchani
idedIné probiha na obou stranach - u donéatora i Zadatele.

| kdyZ napoprvé se zadosti o podporu neuspéjeme, snazime se domluvit dalsi
moznost setkani ohledné uréité podpory ze strany donatora. Zjistime, pro¢ nas
projekt nezaujal, a pokud mame i jiné akce k realizaci, informujeme, co chystame

v budoucnosti. Nékdo reaguje na kulturni zazitek (napt. pro své zaméstnance
pfipravuje bonus - listky do divadla), jiny na vzdélavani déti, tfeti na feSeni
spoledenskych problémU (ekologie, multikulturni dialog, zdravotni péce - arteterapie
apod.). Snazime se naijit spoleé¢nou fe&, abychom potenciélniho dérce nadchli pro
nasi véc, jinak nikdy neuspéjeme. Zdatny fundraiser mé idediné v rukaveé nahradni
projekt a mdze zkusit, zda donatora nezaujme jinym zacilenim.

Fundraising se vyznacuje procesem motivace, podnicenim radosti z darovani.
Zékladni chybou je presvédcCovat darce, Ze je pro néj vyhodné darovat, musi to

byt jeho iniciace. Motivy vSak nejsou pro vSechny donatory stejné. Presto si
pripomerime nejbéznéjsi ddvody u penéznich dard - snizeni dafového zakladu,
reklama donétora, zlepSeni image v oblasti pUsobnosti, sldva, pocit moci, prani
Spinavych penéz, distribuce nevyuzitych véci, loajalita. Detailni informace odkryvajici
mozné motivace donéator0 dnes jednoduse ziskdme na jejich webovych strankach.
Nebo se rozhlédneme v nasem oboru, co kdo podporuje.

V neposledni fadé se musime pfipravit na déleni sponzord podle jejich vkladu -
daru, abychom zachovévali hierarchii vyhod a podild jejich podpory. Promyslime si
alespon tfi stupné nasich darcd - zakladni (mediélnich partnerstvi, dobrovolnici,
spoluprace), stfedni stupen a top pfispévatelé (finan&ni pfispévek rdzné vyse,
znéte z propagacnich materiald, kdy jsou rozliovani textem jako generalni partner,
hlavni sponzor a hierarchii odpovida velikost loga nebo umisténi psaného textu).
Pro firemni darce méjte béhem zadosti o podporu pfipraveny ukazky propagace
va$i organizace nebo akce, v&etné planu marketingovych komunikaénich nastrojd.
Necekejte, aZ si o tyto informace feknou, ukazte, Ze na né vzdy budete myslet
béhem propagace.



Praktické cviceni:

- Sestavte FR plan projektu - pro kazdy projekt je vhodné vypracovat
ramcovy strategicky fundraisingovy plan. PomUze vam nasleduiji
struktura pro zakladni analyzu a pfipravu FR planu:

Vychazime z naformulovaného poslani, vize projektu, konkretizujeme
jeho jedineénost, ktera poslouzi pro zakladni argumentaci béhem
zadosti o podporu.

Nasledné prozkoumame moznosti, kde Zadat. Vyhledame si
organizace poskytujici prostfedky dle naseho projektové zaméru
a vypracujeme jejich pfehled.

Pamatujme, nedilnou souéasti analyzovani fundraisingovych
prileZitosti je sestaveny finanéni plan projektu, z néjz vyplyva kolik,
pfipadné i na jaké konkrétni naklady potrebujeme najit zdroje.

Napomocné otazky:

Jaké donatory ma nase konkurence? Jaké partnery uvadi na svych
propagaénich materidlech? Kam mdzZeme smérovat individualni
Zadosti o podporu (firmy x jedinci)? Jaké mame vlastni zdroje?
Granty mnohdy vyZaduiji zapojeni vlastnich zdroj0 nebo vicezdrojové
financovani. Kdyz jiz za sebou mame néjakou zkusenost s finanéni
nebo partnerskou podporou, nabizi se otazky: Kde jsme zadali

o podporu pro minuly projekt? Byli jsme Uspésni?

Art marketing

It is not only technology and our businesses
that change, people are also changing.
We're changing the way we're consuming;
we're changing the way we're communicating;
the way we express our opinions.

RUF, SLYCE, 2017, p. 86

The term art marketing is used to represent marketing opportunities in the art and
creativity industry. It includes the art market as well as other sectors of cultural life
(fine arts, theatre etc.) including cultural heritage and creative industries. The latest
definition by the American Marketing Association states that marketing is

“the activity, set of institutions, and processes for creating, communicating,
delivering, and exchanging offerings that have value for customers, clients,
partners, and society at large” (KARLICEK, 2018, p. 19; AMA, 2007, online). The aim
of marketing is to cater for the needs of organizations - for them to be seen, to
listen to customer needs and to set the communication format on the market.

Producing services and products is not enough to gain profit. Running a successful
business requires, among other things, a marketing strategy to be set, a marketing
plan to be created, market research to be conducted and to a certain degree you
also need to influence your customers or their needs to make them choose your
product from the market. “Marketing first asks what the customer is looking for

on the market and then creates an offer which meets the customers’ wishes and
expectations” (JOHNOVA, 2008, p. 16). The modern approach to marketing is based
on knowing your customer and setting out the conditions regarding item exchange
or service use. Marketing obviously requires a wide sphere of operation, but it is
always followed by a certain form of commutation.

Marketing is about collecting data, processing available information, conducting
market segmentation, and appropriately using various marketing tools to approach
customers. The main point of interest consists of strategic marketing decisions
which follow up on tactical marketing questions: What product do we offer and
what form does it have? How much does it cost? When and how do we present it?
How do we make sure it will be available?

Tactical questions are laid out in more detail in a so-called marketing mix which
includes basic marketing tools. The 4 Ps of Marketing approach (see an example 5;
the Ps represent the names of its elements)? is built on the Product being offered
and its value followed up by setting the Price, the Place, and Promotion which

2 The term was first used in the 1940s by James Culliton, an American professor,
to describe a combination of the features which influence demand. His ideas
were later further refined by other authors.



help to arrange the delivery of the product to a potential customer. With a similar
perspective, the 4 Cs of Marketing approach is based on Customer value, assessing
the customer's Costs, the Convenience, and the appropriate Commutation
moments.

Example 5:
The 4 Ps of Marketing

In today's concept of marketing you often come across a self-sourced marketing
mix, combination of the Ps and Cs or adding more elements to the mix such as
People, References or Partnership. A marketing mix should always be based on
strategic marketing decisions that pose a response to the competitors, respect
the market segmentation conducted before, seek what values should customers
be offered, investigate on how to care for a long-term customer and take into
account many more marketing sub-goals.

Art marketing connects the concept on how to stay in the market for the long
term and how to successfully develop your cultural and creative initiative. Contrary
to popular belief, a marketing approach does not stand for manipulation. It requires
long-term conceptual and systematic planning and tactics. It provides knowledge
on how to continuously stay up to date with the current situation on the market.
The one who listens to their customers knows how to talk to them and gain their
interest.

Discussion topic:

- Think about what is marketing most criticized for - that it
causes the final product cost to raise, that it negatively impacts
the society as a whole and last but not least that it is not good for
the environment. Do you agree with these statements?
What is the core to these negative aspects?



Marketing umeéni

..Neméni se jen technologie a nase podnikani,
méni se i lidé. Méni se nase spotrebitelské
chovani, méni se zpUsob nasi komunikace,
meéni se i to, jak vyjadfujeme svUj nazor.”

— RUF, SLYCE, 2017, s. 86, volné prelozeno

Pojem marketing uméni oznaduje marketingové moznosti uzivané v oblasti
uméleckého a kreativniho podnikani. Zasahuje nejen trh uméni, ale i dalsi oblasti
kultury (vytvarné uméni, divadlo ad.), v&etné kulturniho dédictvi a kreativnich
promysld. Nejznaméjsi definice od Americké marketingové asociace fika, ze
marketing je ,¢innost, soubor zavedenych postupU a procesu pro tvorbu,
komunikaci, doruéeni a sménu nabidek, které pfindgeji hodnotu zdkaznikom,
partnerdm a spoleénosti jako celku” (KARLICEK, 2018, s. 19). Obecné se marketing
zaméruje na uspokojovani potteb organizace - pomaha ji byt vidét, vnimat potieby
zékaznika, nastavovat formaty komunikace na trhu.

Produkce sluzeb a vyrobkd nepfinasi sama o sobé& zisk nebo uzitek. Usp&sné
podnikani vyZaduje mimo jiné i nastaveni marketingové strategie, vytvoreni
marketingového planu, prdzkum a do jisté miry ovliviiovani potfeb zdkaznikd nebo
jejich motivaci, aby si na trhu zvolili nd$ produkt. ,Marketing se nejdrive ptd, co
zdkaznik na trhu vyhleddvd, a pak pfipravuje nabidku, kterd odpovidd zdkaznikovym
pidnim a odekdvdnim" (JOHNOVA, 2008, s. 16). Zakladem moderniho marketingu

je znalost zékaznika a vytvoreni podminek doprovéazejicich sménu zbozi nebo

uziti sluzeb. Marketing evidentné vyzaduje Siroké pole pUsobnosti, ale vzdy je
doprovazen urcitou formou komunikace.

Jednou z ¢innosti marketingu je shromazdovat data, zpracovavat dostupné
informace, provadét segmentaci trhu a vhodné kombinovat marketingové nastroje
pro osloveni zakaznikd. Ve stfedu zajmu stoji strategicka marketingova rozhodnuti,
jez reaguiji na taktické marketingové otéazky: Jaky produkt nabizime a jakou

ma podobu? Kolik stoji? Kdy a kde jej budeme prezentovat? Jak zajistime jeho
dostupnost?




Taktické otézky konkretizuje tzv. marketingovy mix a obsahuje zakladni
marketingové nastroje. Marketingovy mix ,4 P" (pfiklad 5; zkratka je odvozena od
anglického pojmenovani jednotlivych sloZek)? stavi na nabizeném produktu (product)
a jeho hodnot&, na né&j navazuje rozhodnuti o cené (prize), dostupnosti (place),
propagaci (promotion), jez napomahaiji zprostfedkovat produkt potencialnimu
zékaznikovi. V podobném nastaveni funguje marketingovy mix ,4 C', ktery se zabyva
hodnotou pro zékaznika (customer value), vyhodnocuje néklady ze strany zékaznika
(costs), dostupnost (convenience), vhodné momenty komunikace (communication).

Priklad 5:
Marketingovy mix ,4 P"

2 Pojem pouzil ve 40. letech 20. stoleti americky profesor James Culliton, kdyz
popisoval mix jednotlivych ingredienci, které ovlivni poptavku. Pozdéji byla jeho
myslenka dal$imi autory upfesnéna.

V sou¢asném marketingu se bézné setkate s vlastnim sestavovanim
marketingového mixu a kombinaci slozek ,P" a ,C" nebo s moZznym rozsitenim

o daldi nastroje - lidé/zaméstnanci (people), fyzicky dOkaz (references), spoluprace
a kooperace (partnership). Marketingovy mix vzdy musi vychézet ze strategickych
marketingovych rozhodnuti, ktera reaguji na konkurenci, respektuji provedenou
segmentaci trhu, fesi, jakou hodnotu budeme nabizet zdkaznikovi, jak budeme
pecovat o dlouhodobého zakaznika a reaguje na dalsi zvolené dil¢i

marketingové cile.

Art marketing v sobé sdruzuje koncepce, jak zUstat dlouhodobé na trhu a rozvijet
Uspésné kulturni a kreativni ¢innost. Marketingovy pfistup neznamena manipulaci
a intriky, jak si mnozi stale mysli. VyZaduje dlouhodoby koncepéni a systematicky
plan a taktiku. Vi, co, kde a jak prObézné zjistovat pro vyhodnoceni aktuaini situace
na trhu. Kdo nasloucha svym zékaznik0m, vi, jak na né mluvit, jak je oslovit.

Diskuzni téma:

- Zamyslete se nad nejcastéjsi kritikou marketingu - zvysuje naklady
na konec¢nou cenu produktu; ma negativni vliv na spolecnost;
pUsobi negativné na Zivotni prostfedi. Souhlasite s témito
tvrzenimi? A v ¢em tato negativa spocivaji?



Marketing plan

“When you don't know where you're going,
it is difficult to plan your path.”
— LOSEKOOT, VYHNALKOVA, 2019, p. 121

To implement a satisfactory marketing plan you need strategic thinking which
includes an organized approach, creative problem and opportunities solution,
foresight or making accurate estimates about future development in your domain
or the market demands, and last but not least a capacity to come up with various
solutions. Marketing planning will of course look different in small business
compared to large enterprises - the sketch below presents a planning format in

a larger enterprise (see Fig. 7) which can also be used with smaller entities by
changing its content and the amount of goals set.

Fig. 8
The planning process
(source: BLAZKOVA, 2007, p. 19)




The results of marketing planning lead to a marketing plan. Its implementation is
not straight-forward, it rather resembles putting together pieces of a jigsaw puzzle,
all interconnected, to build one unit of linked elements and actions. Marketing plan
requirements are not difficult to define. The aim is to clearly and explicitly process
key data, provide the tools for actions to take place while not going into too little
or too much detail. A marketing plan usually takes the form a written document

A small business marketing plan
example to fill in:
> Answer this question guide to create a marketing plan. If lacking

some of the answers, more supporting steps need to be taken, such
as research, data analysis, or creating a business plan.

possibly structured as follows:
introduction brief (the outline, key points of the plan), The value offered to customers

situation analysis of the target market, What does our company introduce and what values does it set out?
What makes a new or innovative product solution?

In which respect do we have the edge over our competition?

What customer-related issues are we facing most often?

setting the marketing goals (defines the results of actions - the outcome),

marketing strategy (describes the ways to achieve the goals set),
Situation analysis
marketing mix draft (respecting and further developing the strategies),
How would you define your market? What is your sphere of operation?
implementation schedule (month-based timeline of actions and progress Who are your competitors?
checks), What is your current position on the market?
Why should customers purchase our products?
budgeting (the monetary framework of expected costs based on various How would you describe the demand in a given sector?
profit and expenses options - budget options), How far does our brand reach?
What conclusions can we draw based on the SWOT analysis?
various attachments.
Marketing goals
Same as for all planning, you always need to look back to previous stages. We
seek balance between actions and goals by verifying how these are connected What is our goal? Awareness? Profit?
and possibly adding associations. A marketing plan intended for small businesses Education - implementing a new use of a product?
does not have to be on the lengthy side. Though with small businesses and new What production awareness score do you expect to reach within a year?
organizations you do not necessarily need to include an extensive amount of How much do you expect the customer interest to grow?
research studies or analyses as well as a thorough budgeting plan or a detailed What goals are we aiming for and by what means?
schedule, you should create a time and financial framework accompanied by a self-
sourced analysis of the sector. Target segments

When defining marketing goals try to be as specific as possible. Even if the name Who purchases our products? How would you describe your customers?
is not too specific, think about its content and derive the so-called SMART What about your staff, are your employees content and loyal?

goals - Specific, Measurable, Achievable, Relevant (to our business in the long- Who is your most important customer?

term and short-term) and Time-based. Unclear goal descriptions such as “reach How much do you expect customers to spend on your products per year?
more customers” need to be further specified. For example, you can divide this
goal into two: you can aim for 1) a 5% growth in web traffic within a 3-month time
frame and 2) a 10% growth in social media presence (follower count growth) within

An attribute table can be used to describe customers:

a 12-month time frame. You also need to know what (content) will be shared via on- Name
line platforms, by what means (what marketing communication tool), when and how Description
often (rate) and last but not least by bearing what costs. Reason they purchased our products

Customers count
Profit share
Profit in CZK



Marketing mix

(its constituents may be exchanged or expanded,
but the basic four are kept in any scenario):

Product

Comprehensive product description
What products do we offer?
What values do they bring?

Price

What is the price of the product?

What product discount options do we offer?
What are the payment policies?

What costs does the customer bear?

Distribution

Where and how am | going to sell the product?

What options of product delivery to the customer do we opt for?
Who is our key supplier?

How do marketing channels relate?

Marketing communication

How and when is the customer presented with the product?
How do we reach customers?

What products do we usually offer to customers?

Which communication channel is the most effective?

Do we communicate with the target segments well?

People — the staff

Which staff is the client going to be in touch with and how will they
communicate?

Is some of our staff a part of the marketing communication (e.g. face-to-face
purchases or associated services) and do they have the information and

the means needed to communicate with the customer?

Are we planning to run a customer help line?

Marketingovy pldn

Kdyz nevite, kam jdete,
tézko si naplanujete cestu.
LOSEKOOT, VYHNALKOVA, 2019, s. 121

Pro realizaci vhodného marketingového planu je vyzadovano strategické mysleni,
které je charakteristické systematickym pfFistupem, tviréim ptistupem k feSeni
problému i pfileZitosti, pfedvidavosti nebo spravnym odhadem vyvoje budouciho
smeéfovani v nasem oboru a poptavky na trhu, schopnosti vypracovat vice moznosti
feseni. Marketingové planovani bude mit jiny rozsah v malé firmé oproti velké
organizaci - nékres predklada format planovani ve vétdim podniku (Obr. 8), ktery
v8ak Ize vyuzit i u mensgich subjektd a upravit obsah a pocet cil0.

Obr. 8
Planovaci proces

(zdroj: BLAZKOVA, 2007, s. 19)

Strategické planovani v organizaci
(posléni a vize > strategicky plan rozvadéjici cile > evaluace)

Marketingové strategické planovani
(analyza organizace > marketingové cile - marketingové strategie)

Marketingové operativni planovani
(marketingovy plan - rozpo&et - asovy plan realizace véetné& zodpovédnosti)



Vysledky marketingového planovani predklada marketingovy plan. Jeho realizace Vzor malého ma rketlngOVéhO
neni mechanickou &innosti, spide pfipomina puzzle, kdy jednotlivé dilky spojuiji pl_dnu k dop[nénf:

budoucf jeden celek provazanych sloZek a aktivit. Pozadavky na marketingovy
plan se daji stru¢né shrnout, musi jasné a vystizné zpracovat klicové informace,
disponovat moznosti uskutecnit volené aktivity a nesmi byt prili§ struény, i
naopak obsahly. Marketingovy plan je obvykle pisemny dokument, ktery mdze byt
strukturovany nasledovné:

» Odpovézte si na ndvodné otazky a vytvoite marketingovy plan.
Pokud vam nékteré odpovédi schazeji, je tieba uéinit podpirné
kroky - vyzkum, analyza dat, vypracovani podnikatelské koncepce.

Uvodni struéné shrnuti (obsah, kli¢ové body planu), Hodnota nabizena zékaznikim

situacni analyzy cilového trhu,

stanoveni marketingovych cild (uréuje, Eeho aktivity dosdhnou - vysledky),
marketingové strategie (popisuji cesty, jak bude cild dosazeno),
rozpracovany marketingovy mix (respektujici a rozvijejici strategie),

harmonogram realizace (Sasovy plan rozepsany po mésicich dle aktivit, plan
kontrol pInéni planu),

finan&ni rozvaha (rdmcovy rozpo&et oekavanych nakladd v rizné mite
rozpracovanosti vydaj0 a pfijm0 - varianty rozpod&tu),

doplnéni o rdzné pfilohy.

| v tomto piipadé plati, jako u kazdého planovani, Zze se neustéle vracime

k pfedchozim fazim. Re&ime soulad aktivit a cil8, ovéfujeme provéazanost a piipadné
doplfiujeme vzajemné souvislosti. Kdyz jsme malym podnikatelskym subjektem,
nemusime mit obavu z pomérné stru¢ného marketingového planu. Jako malé

firma nebo zadinajici organizace si mdzeme dovolit prozatim nezarazovat naptiklad
rozsahlé vyzkumné studie a analyzy, podrobny finanéni rozpocet nebo detailni
Casovy plan, presto alespor vypracujeme rdmcovy ¢asovy a finanéni horizont

a doplnime ho o vlastnimi silami zpracovanou analyzu prostfedi.

U definovani marketingovych cild se snazime byt co nejkonkrétnéjsi. | kdyz mame
cil pojmenovany obecné, zamysleme se nad jeho ndplni a vytvorme tzv. SMART
cile - specifické (specific), méfitelné (measurable), dosaZitelné (achievable),
relevantni k nasemu podnikani z dlouhodobého nebo kratkodobého hlediska
(relevant) a ¢asové ohrani¢ené (time framed). Nevyhranény cil typu ,rozsifit
povédomi o nasi znadce" je tfeba specifikovat. Mohou to byt dva dil&i cile

jako zvy$eni ndkupu pres webovou stranku o 5 % béhem tii mésicU a zvyseni
sledovanosti socidlnich siti (nardst sledovateld) o 10 % do jednoho roku. Zarover
plati, Ze musime v&dét, co (obsah) budeme na online platformach lidem pfedavat,
v jaké formé (marketingovy komunika&ni nastroj), kdy a jak ¢asto (intenzita)

a v neposledni radé za kolik.

Co vytvdrii vase organizace a jakou hodnotu pfindsi?
V &em spocivd nové nebo inovativni feseni produktu?
Co déldte lépe nez konkurence?

Jaké zdkaznikovy problémy resite?

Situacéni analyza

Jak byste definovali vas trh? V jaké oblasti pdsobite?
Kdo jsou vasi konkurenti?

Jakd je vase aktudini pozice na trhu?

Pro¢ nakupovat u vds?

Jakd je poptdvka v daném prostiedi?

Jaké je povédomi o vasi zna&ce?

Co ukdzala SWOT analyza?

Marketingové cile

Ceho chcete dosdhnout? Povédomi?
Trzba? Edukace - zavedeni nového uzivdani produktu?

KolikaprocentudlIni povédomi o produktu ocekdvdte béhem jednoho roku?

Jaky je oéekdvany rist zdjmu zdkaznikd?
Jakych cild dosdhnete a pomocf jakych krok(?

Cilové segmenty

Kdo u vds nakupuje? Jak byste vase zdkazniky popsali?
Co zaméstnanci, jsou spokojeni a loajdIni?

Kolik pldnujete, Ze u vds zdkaznici nakoupi za rok pomérové?

Lze pouzit popisnou tabulku zédkaznikd

Ndzev

Popis

Pro¢ by u vds nakupovali?
Pocet zdkaznikd

Podil na zisku

Zisk v K&



Marketingovy mix
(jednotlivé slozky Ize proménit, doplnit, ale zékladni &tyfi si vzdy ponechéavame):
Produkt

Komplexni popis produktu
Jaky produkt nabizite?
Jaké prindsi hodnoty?

Cena

Za kolik se produkt proddva?

Jaké jsou mozné slevy produktu?

Jaké budou podminky placeni?

Jaké ndklady md zdkaznik spojené s koupi?

Distribuce

Kde a jak budete produkt proddvat?

Jaké volite moZnosti dopravy pro doddni produktu k zdkaznikovi?
Jaké mdte klicové dodavatele?

Jak jsou marketingové kandly propojeny?

Marketingova komunikace

Jak a kdy se zdkaznik s produktem sezndmi?
Jak se dostanete do povédomi zdkaznikG?
Jak je produkt obvykle nabizeny zdkaznikdm?
Ktery komunikacni kandl je nejefektivnéjsi?
Komunikujete s cilovymi segmenty pravné?

Lidé - zaméstnanci

S kterymi zaméstnanci pfijde klient do styku a jak bude probihat komunikace?
Jsou néktefi vasi zaméstnanci souddsti marketingové komunikace (napf. osobni
prodej nebo doprovodnd sluzba) a znaji potfebné informace a formdty vhodné ke
komunikaci se zdkaznikem?

Budete nabizet informacni linku pro zdkazniky?

Market research

Market research is crucial to a corporation’s
marketing process. | don't think anybody ought
to be making marketing decisions without some
form of research, because you can waste a lot of
time and money.

KOTLER, 2003, p. 118

When setting up a business, two aspects need to be taken into consideration -
product and market research. It is based on the idea of the product, the form

it takes, and the needs it satisfies. Next comes verification of the idea of

who the potential customers are, what conditions the market offers (prices,

the possibility of product innovation, associated services, available distribution
methods, etc.), the company's place in terms of competitiveness, or how to set up
a communication strategy (choice of promotion tools).

Market research collects, gains, analyses, and evaluates information. It is a key

tool of marketing management used for the acquisition of information necessary
for setting up and evaluating the marketing decisions. Its task is, for instance,

to identify customer preferences and opinions or to evaluate the potential of

the market. According to the financial, time, and resource possibilities, the type of
research and its implementers - an external company or internal human resources -
are selected.

The research consists of five basic phases; first, the problem and goal of
the research are defined (a hypothesis is set), then a research plan is created and
the focus shifts on the collection of information. This is followed by the analysis of
the data collected - removal of inaccurate or confusing information, interpretation,
and possibly also the presentation of results (findings). Finally, conclusions and
recommendations are drawn up and implemented. Every market research should
be:

targeted - coherent with marketing management objectives,

applicable - usable in practice,

systematic - the moment of coincidence should be eliminated,

objective - subjectivity should be eliminated,

topical - an adequate time period should be defined,

complete - an appropriate sample of respondents should be selected.



Within market research, secondary and primary or qualitative and quantitative
research is distinguished. Quantitative research answers typical questions starting
with 'how' and measures the frequency of phenomena. A wider scope and having
a large sample are the main advantages. It is useful when you are interested in

the number of potential customers of the product and the quantity demanded.
The main methods are observation, experiment, or survey (questionnaire, interview,
poll).

Cultural subjects usually use observation to see the interest, numerosity, or
satisfaction of the audience. A time map of the number of visitors to an exhibition
currently on display within a week may be an example. Surveys help define

the psycho-geographical profile of the audience; this includes for instance

a cashier at the museum asking where the audience came from, what is the motive
of their visit, or how they learned about the exhibition (from a newspaper, a poster,
friends, etc.).

Qualitative research focuses on set facts and asks "why". It is interested in

the customers' motivation or their evaluation of the visual quality (packaging) or
appropriateness of names used. It examines causes and relationships. A smaller
sample of respondents is sufficient; the most common methods are in-depth
interviews, controlled commentary, focus groups, or brainstorming.

Market research targeted at the competition during data collection focuses on
the monitoring of published information at the institution's location and within
the online environment. Other options are: to purchase a competitor's product
for testing, to experience or otherwise enjoy the services offered, to

collect information from competitors’ employees. Last but not least, also

the competitor's buyers can serve as a source of information. They can fill in

a questionnaire (see Data and Databases to see how to compile a questionnaire)
or take part in a poll that will help detect the set hypotheses (e.g. how much

the customer is willing to pay for a particular product).

Practical exercise:

- Find out how customers behave in your market, what products
do they buy and why? Think about their attitude, what do they
lack in the current offer, what do they value? Will you use only
the observation technique?

Marketingovy vyzkum

Marketingovy vyzkum ma pro marketingové
procesy rozhodujici vyznam. Myslim, ze by nikdo
nemél pfijimat marketingova rozhodnuti bez
néjakého predbézného prizkumu, jinak mizete
vyplytvat spoustu ¢asu a penéz.

KOTLER, 2003, s. 74

Na zacatek kazdého podnikani vénujeme ¢as dvéma aspektdm - produktu

a marketingovému vyzkumu. Vychézime z ujasnéné predstavy o nasem produktu,
vime, jak vypada a jaké potfeby naplfiuje. Na fadu prichazi ovéreni predstavy, kdo
jsou nasi potencidlni zékaznici, jaké podminky trh nabizi (ceny, moznost inovace
produktu, pfidruzené sluzby, dostupné zpUsoby distribuce apod.), kde si stojime
v rédmci konkurenceschopnosti nebo jak nastavit komunikacni strategii (volba
néastroj0 propagace).

Marketingovym vyzkum shromazduje, ziskava, analyzuje a vyhodnocuje informace.
Je klicovym nastrojem marketingového fizeni a pomoci néj ziskdvame informace
potrebné pro tvorbu a hodnoceni marketingovych rozhodnuti. Jeho Ukolem je
napfiklad zjistovat preference a nazory zékaznikd nebo vyhodnocovat potencial
trhu. Dle nasich financnich, ¢asovych a zdrojové dostupnych moznosti volime druh
vyzkumu a jeho vykonavatele - externi firma nebo viastni lidské zdroje.

Vyzkum se sklada z péti zakladnich fazi, kdy nejprve definujeme problém a cil
vyzkumu (nastavuje se hypotéza), nasledné& vytvorime plan vyzkumu a zaméfime
se na provedeni sbéru informaci. Nasleduje faze analyzy ziskanych dat - odstranéni
nepresnych nebo zmatenych informaci, interpretace a pripadna prezentace
vysledkd (zjisténi). Poslednim krokem je vypracovani zavérd a doporuéeni
s naslednou implementaci do praxe. Kazdy marketingovy vyzkum idedlné spliuje
tyto pozadavky:

cilenost - provazanost s cili marketingového fizeni,

aplikovatelnost - vyuziti v praxi,

systemati¢nost - vylouc¢eni momentu nahodly,

objektivita - eliminace subjektivniho ndzoru,

aktudlnost - definovani adekvatniho ¢asového obdobi,

Uplnost - vybé&r vhodného vzorku respondent’ (osob U&astnicich
se vyzkumu).



V rdmci ¢lenéni marketingového vyzkum rozliSujeme sekundarni a primarni nebo
kvantitativni a kvalitativni vyzkum. Kvantitativni vyzkum odpovida na typické otazky
zadinajici slovem ,kolik" a mé&fi Setnost jevd. Jeho vyhodou je $irsi zabér a ziskani
velkého vzorku. Vyplati se ndm v momenté&, kdy chceme Zzjistit, kolik zadkaznikd bude
mit o produkt zajem a v jakém mnoZstvi ho bude chtit odebrat. Vyuziva techniky
pozorovani, experimentu nebo prdzkumu (dotaznik, rozhovor, anketa).

U kulturnich subjektl se setkdvame s metodou pozorovani, kdy je zjistovan zajem,
Cetnost nebo spokojenost publika. Napfiklad jednou ze zjistovanych skuteénosti
mUZe byt asova mapa podétu navstévnikd v prObéhu tydne u aktudlni vystavy.
Metodou dotazovani pak dokazeme vydefinovat psychogeograficky profil publika,
déje se tak, kdyz se nas na pokladné muzea ptaji, odkud jsme prijeli, ale stejné
tak se mohou dotézat, co nds motivuje k navstéveé nebo kde jsme se o vystave
dozvédéli (z novin, plakatu, od pratel atd.).

Kvalitativni vyzkum se soustfedi na stanovené skutecnosti a je veden otdzkami
zadinajicimi ,pro¢". Zjistuje motivaci zakaznik¥ a jejich chovani nebo popfipadé
odhaluje vizuélni kvalitu (obal) nebo vhodnost nazv0. Zkouma pficiny a vztahy.
Vyzkumu postaéi mensi vzorek respondentd a je provadén pomoci technik
hloubkového rozhovoru, fizeného komentovani, skupinového rozhovoru (focus
group), brainstormingu.

Marketingovy vyzkum cileny na sledovani konkurence se ve fazi ziskavani dat
zaméruje na sledovani zvefejnénych informaci v misté instituce a online prostredi.
Dalsi moznosti jsou: pofidit si vyrobek konkurence k testovani, u sluzeb prozit nebo
jinak uzit, zjistovat informace od zaméstnancd konkurence. V neposledni fadé jsou
zdrojem sami nakupuijici u konkurence, pro které mUzeme pfipravit dotaznik (jak
sestavit dotaznik viz Data a databdze) nebo anketu, jez nam pomohou odhalit nami
stanovené hypotézy (napt. kolik je zakaznik ochoten zaplatit za urdity produkt).

Praktické cviceni:

- Zjistéte, jak se chovaji zakaznici na vasem trhu, jaké produkty
kupuji a proé? Zamyslete se, jaké zastavaji postoje a co jim ve
stavajici nabidce pripadné chybi, ¢eho si naopak vazi?
Budete pouzivat pouze techniku pozorovani?

Data and databases

The marketing information system includes
the staff, facilities, and information technologies
for the collection, sorting, analysis, and
distribution of information the institutions
need. The same conditions as for marketing
decision-making apply: necessity, timeliness,
accuracy.

JOHNOVA, 2008, p. 103

Effective marketing management requires sufficient external and internal
information. For this purpose, a marketing information system (MIS) is used.
MIS gathers, analyses, and evaluates the information necessary for planning,
organization, management, and control of marketing activities. According to
the information obtained and available, each organization creates its own MIS.

The marketing information system processes existing internal data from
accountancy, communication channels used, traffic or sales records, and external
data such as statistics, or demographic research data from various agencies -
these are referred to as secondary information. Primary information is obtained
through specified market research for, using methods of observation, interview,
focus group, experiment, or questionnaire.

How to compile a questionnaire? A questionnaire, by its very nature, comprises

a series of questions that need to be logically structured, coherent within

the context, and compact. A questionnaire is always written, presented either

in printed or electronic form. It needs to have a user-friendly format, easy to fill

in, not forgetting the visual aspect. Time spent with the questionnaire also plays
a role so the number of questions should be adjusted. Questionnaires have three
disadvantages that cannot be influenced - the difficulty of gathering respondents
willing to fill in the questionnaire, the possibility of false data reported (despite
anonymization), and the impossibility of monitoring the respondents’ reaction to
the question asked.

A correctly compiled questionnaire starts with a motivation for completion and
explains the reasons for the research, thus eliminating the first two disadvantages
listed above. One way of motivation may be a bonus in the form of a discount
or material reward. It is, however, the importance of the respondent'’s opinion
that must be highlighted. A well-arranged questionnaire starts with a title
(heading) and instructions for completion, followed by a battery of questions
(see more an example 6). In order to keep the respondents motivated to
answer the questions. Do not forget to thank the respondents at the very end.
The most important part of the questionnaire, these recommendations should
be followed: Start with simple questions to set up the atmosphere and specify
the area of research. Filter questions sort respondents and determine the rules



for further answers. Continue with factual and more detailed questions, using
various types of questions (see an example 7). Sensitive questions concerning

the respondent's age and gender are also necessary for research and are usually
placed in the final (speeding up the answering process) or introductory part.

The questionnaire should end with a thematic or other open-ended question asking
for the respondent's opinion.

Example 6: Structure of
a questionnaire:

Explanatory part
title
motivational introduction

instructions on how to fill in the questionnaire
(can be indicated for individual questions)

Battery of questions

contact

filter

factual

final or open-ended asking about the respondent's opinion
Final part

‘Thank you' and submission instructions

Example 7: Types of survey questions
Close-ended questions:
Dichotomous questions - Yes / No
Trichotomous questions - Yes / No / | don't know

Scale questions - work with scales (e.g. 1—5 rating scale,
Likert scale, importance scale: very important - not at all important,
graphic rating scales)

Multiple-choice questions - selection from choices
Open-ended questions:
Opinion questions

Follow-up questions

Each business entity creates separate databases of customers, suppliers,
employees, sellers, and distributors according to their needs, based on

the techniques chosen. An overview of media and financial partners, donators,
cooperating organizations, and the relevant data of those is typical not only for

the cultural sector. Before creating a database, what data will be collected and for
what purpose must be decided. The essence of each database is the management
of mutual relations and the use of data for determining marketing and other
strategies.

The customer database necessary for the implementation of marketing strategy
focuses on demographic data (used for segmentation), psychographic data
(opinions, interests, motives for purchase), and an overview of the products
purchased (what will be purchased next, what else may be appealing).

The data acquisition process requires some effort and system setup regarding

the collection and updating of information. If you find that you are not able to
collect the data or use them, consider investing in database marketing or recruiting
an expert. Also, be careful about asking the customer too much in order not to
discourage them or made them feel that their privacy is violated. Remember, when
was the last time you were asked to participate in research, and in what form. Think
about your feelings on that occasion. Get inspired and use your experience.

Practical exercise:

- Schedule your research to obtain data using a questionnaire;
specify the problem to be solved and the tool - the questionnaire.
Prepare a pilot questionnaire for the collection phase.

(You can choose one of the following areas:
customer satisfaction, communication strategies,
product innovation, product launch, etc.)



Data a databdze

Marketingovy informaéni systém zahrnuje pra-
covniky, zafizeni, informacni technologie pro sbér,
tridéni, analyzovani a distribuci informaci, které
instituce potrebuji. Plati pfitom podminky pro
marketingové rozhodovani: potfebnost, v€asnost,
presnost.

JOHNOVA, 2008, s. 103

Efektivni marketingové Fizeni vyzaduje dostatek externich a internich informaci.

K tomuto U&elu vyuzivame marketingovy informaéni systém (znamy pod zkratkou
MIS). Marketingovy informaéni systém shromazduje, analyzuje a vyhodnocuje
informace, které jsou nezbytné pro procesy planovani, organizovani, fizeni a kontrolu
marketingovych aktivit. Dle dostupnych a nové ziskanych informaci si kazda
organizace vytvari vlastni systém MIS.

Marketingovy informacéni systém zpracovava vnitini existujici informace z U€etnictvi,
uzivanych komunikaénich kandl0, evidence navétévnosti nebo prodeje, a externi data
ve forméch statistik, demografickych vyzkumU od rdznych agentur - oznadujeme

je jako sekundarni informace. Primarni informace jsou zjistované marketingovym
vyzkumem za stanovenym Uc¢elem, a to pomoci metod pozorovani, individualniho
nebo skupinového rozhovoru, experimentu, dotazovani.

Jak sestavit dotaznik? Vime, Ze ze své podstaty bude obsahovat sérii otdzek a ty
musime logicky strukturovat, vnimat jejich vzajemny kontext a zajistit jim celistvost.
Dotaznik predkladame pisemnou formou (elektronickou nebo tist&nou). Davame si
zélezet na jeho vizualni podobé a jednoduchém, uzivatelsky prijemném vyplrovani.
| Eas straveny s dotaznikem hraje svou roli a uzpdsobime tomu pocet otazek.
Dotazovani s sebou nese tfi viceméné neovlivnitelné nevyhody - obtizné ziskavani
osob ochotnych vyplnit dotaznik, moznost nepravdivé uvadénych Udajd, a to i pfes
anonymizaci dotazniku, a nemoznost sledovat reakci respondent’ na polozenou
otéazku.

Spravné sestaveny dotaznik v Uvodu motivuje k vyplnéni a vysvétluje ddvody
vyzkumu, &imz eliminuje prvni dvé vySe uvedené nevyhody. Jednou z motivaci
byvéa nabidka urcitého bonusu v podobé slevy nebo hmotné odmény. Predevsim
v8ak zdUraznujeme potfebnost nazoru respondenta. Pfehlednosti dotazniku

svéd&i nazev (nadpis), pokyny k vyplnéni a teprve nasledné sled otazek (pfiklad 6).
NejdUlezitéjsi ¢ast vénovana otazkdm ma sva doporuceni, aby respondenty udrzela
v ochoté pokra¢ovat v odpovédich. Na zavér nezapomeneme podékovat. Zacindme
jednoduchymi otdzkami, které navodi atmosféru, upfesni oblast vyzkumu. Filtraéni
otézky utfidi respondenty a uréi pravidla pro dalsi odpoveédi. Nasledné zapojime
vécné a podrobnégjéi dotazy, kdy mdzeme vyuzit rdznych typ0 otdzek (pfiklad 7).
Pro vyzkum jsou nezbytné i citlivé otazky zjistujici vék, pohlavi, a ty fadime do
zavérelné faze (zrychli proces odpovidani), pfipadné je zapojime do Uvodni &asti
otazek. Dotaznik zakoncujeme namétovou nebo jinak otevienou otazkou zjistujici
nézor respondenta.



Priklad 6: Struktura obsahu dotazniku
Vysvétlujici ¢ast:
nadpis

motivaéni Uvod
navod, jak vyplnit otaznik (pfipadné& uvadét u jednotlivych otazek)

Série otazek:

kontaktnf

filtracni

vécné

uzaviraci nebo oteviené, uréené ke sdéleni ndzoru respondenta
Zaveérecna Cast:

podékovani a pokyny k odevzdani

Priklad 7: Zakladni typologie otazek pro dotaznik
Uzaviené:

dichotomické otézky - odpovidame ano, ne

trichotomické otazky - odpoviddme ano, ne, nevim

Skalové otazky - zavadi stupnice (napt. ohodnoceni 1—5, Likertova stupnice,
vyznamova stupnice: velmi dileZité - nedUleZité, grafické stupnice)

vybérové otézky - vybér z moznosti
Oteviené:
nazoroveé

doplnujici

Kazdy podnikatelsky subjekt dle svych potieb a na zékladé jim zvolenych technik
Utvéafi samostatné databéaze zékaznikl, dodavateld, zaméstnancU, prodejcy,
distributord. Nejen v kulturnim sektoru se vedou prehledy medidlnich a financnich
partnerd, donatord, spolupracujicich organizaci a dat k nim pfislusnych. Pro vytvéreni
databazi je nutné se rozhodnout, jaké Udaje budou shromazdovany a za jakym
U&elem. Podstatou kazdé databéze je Fizeni vzajemnych vztah( a uzivani dat pro
stanoveni rdznych, nejen marketingovych strategii.

U databaze zdkaznik, kterou potfebujeme pro plnéni marketingové strategie, se
zaméfime na demografické Udaje (vyuZitelné pro segmentaci), psychografické
Udaje (odhalujici nazory, zajmy, motivy rozhodnuti k nakupu) a prehled zakoupenych
produktd (co bude zakaznik pfisté nakupovat, co dal$iho jeho zajmu mOze
odpovidat).

Proces ziskani dat vyZaduje urcité Usili a nastaveni systémd - jakym zpUsobem
informace budeme sbirat a jak je budeme aktualizovat. Kdyz zjistime, ze Udaje
nedokazeme sesbirat nebo pfinejhorsim zuzitkovat, méli bychom zvazit investici do
databézového marketingu a pfipadné si nasmlouvat odbornika. Navic si musime dat
pozor, abychom pfiliSnym dotazovanim zékaznika neodradili nebo nemél pocit, Ze mu
narusujeme hranici soukromi. Vzpomerite si vy sami, kdy jste naposledy byli osloveni
pro prdzkum a v jaké formé. Uvédomte si vase pocity béhem onoho osloveni

k vypInéni dotazniku nebo odpoveédi na kratkou anketu. Inspirujte se a stavéjte na
své zkusenosti.

Prakticky ukol:

- Rozvrhnéte si vyzkum pro ziskani dat formou dotazniku,
specifikujte, jaky problém ma byt vyreSen, a konkretizujte nastroj
- dotaznik. Vypracujte podklad (dotaznik) pro fazi sbéru. (Lze zvolit
Setfeni v jedné z oblasti, napf. spokojenost zakaznika, komunikaéni
strategie, inovace vyrobku, zavadéni produktu na trh apod.)



Product and its values

Is your product tangible or intangible?
What do you produce and for whom?
What product or service will your
organization offer?
What is the consumer value?

MACHOVA, 2021

At first glance, it may seem quite clear what we are doing and what constitutes
our own product base in the field of culture. However, in the markets for cultural
heritage, the arts, and creative industries, product differentiation can be more
complex, as it shapes a diverse range of services and products. There are various
types of products, in the form of a live performance, exhibition presentation,
educational event, lecture, video report, work of art, art collection, specific interiors
of cultural heritage buildings, etc. Not to mention creating your own name - brand,
which is a specific product attribute. Defining a product line requires focused
action.

In general, two types of products are distinguished: tangible (material goods, real
estate) and intangible (services, ideas, activities that can be purchased to satisfy
the needs and wishes of an individual). Intangibles further distinguish personal
services aiming directly at a person (e.g. education, tourism), and material services
that care for and restore material goods (e.g. repairs, consultations).

The composition of a product can be perceived as layers (Fig. 9). The basis,

the core, is covered in tangible or intangible form, wrapped in an extended
conception. The core responds to the main need and demand (e.g. the desire for
an aesthetic experience in a museum of art). There are several ways to satisfy this
wish and for that reason, another layer, the product form, appears. This middle
layer distinguishes the aspects of the product offered according to its physical
nature (tangible or intangible goods) and solves the design, style, brand, quality,
or packaging, etc. Finally, everything is wrapped in the extended conception of
the product, focusing on accompanying services in various forms (e.g. delivery,
payment terms, consultancy, contests, etc.).

Last but not least, there are two categories of products according to the buyers.
The first type of customer - consumer purchases the product for their own use,
the second type, customer - organization purchases it for further processing or

sale, simply to be able to provide their business or other activities.

Product quality ensures that the customer returns and reflects the positive
characteristics of the product. It is sometimes referred to as standardized quality.
Quiality represents a certain desirable level. In the cultural sector, the issue of
quality is very important, but at the same time difficult when making decisions, as
shown in the following questions: What level of presentation of art (performances,



exhibitions, etc.) is desirable? But also affordable? Every organization aims for high-
quality products. It is, however, unrealistic to expect high-quality every time or to
expect that building a world-class collection at the museum happens overnight
without much funding.

Product value combines quality, service, and price corresponding to the target
market and focuses on satisfying the consumer's requirements. The consumer

is presented with a summary of the product characteristics; the product is thus
presented in relation to the expected fulfilment of needs. Ultimately, the value
depends on perception, for example, in an artistic environment the focus is put

on moments such as helping to prepare an exhibition or co-creating an event that
set the mirror to the society, or raises and asks interesting questions and looks for
relevant answers. It is all about the point of view of mediation of the given product,
which is further applied in marketing communication.

When the consumer is looking for suitable products that bring them the highest
value in relation to the total price, their choice of product depends on

the value, costs, and satisfaction. Consumer value answers the question of how
the consumers themselves can evaluate the offer of a company or organization,
and this value is subjectively perceived by the consumer. The total value of

the product is a set of services that the consumer expects from the product.

Within the marketing concept, the product is complex and it is accompanied by
other characteristics. It has an important position in the marketing activities of
our cultural business and is an important part of marketing tools - the marketing
mix. No matter if the marketing plan is being set up for a small business, a specific
product, or a specific creative brand or stage name, it always starts with defining
the product. As the basis of the marketing plan, the product helps to direct other
sub-aspects of the company's marketing focus. It is followed by the determination
of the right price and strategy to get the product to adequate groups of
customers, at an appropriate time and with an adequate level of promotion to
attract customers to choose this product rather than that of competition. A clear
definition of the product - the creation of the centerpiece of our artistic business
- brings better knowledge of the environment, needs and wishes of our customers
and allows for an adequate response.

In terms of marketing, we also think about compliance with the mission of

the institution (organization, companies, entrepreneurs), which helps to guide
the individual steps of management and marketing, and thus also to close a large
circle of infinite possibilities for the existing market.

Fig. 9
Product and its layers
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PRODUCT
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Practical exercise:

- Decide on the product you want to offer to your audience
(customers). What value does it bring? What makes your product
distinct from that of your competition to gain and maintain
the competitive advantage? Be as specific as possible in your
answers.

- Visit the websites of several art museums or cultural institutions
to find out what services they offer.



Produkt a jeho
hodnoty

Je nas produkt hmotny &i nehmotny?
Co vytvarime a pro koho?

Jaky vyrobek nebo jakou sluzbu bude
nase organizace nabizet?

Co znamena, kdyz popisujeme

tzv. spotiebitelskou hodnotu?

— MACHOVA, 2021

Na prvni pohled se mdze zdat zcela jasné, emu se vénujeme a co tvoii nasi
vlastni produktovou zakladnu v oblasti kultury. Na trzich kulturniho dédictvi, uméni

rbznorodou 8kalu sluzeb a vyrobkd. Setkdvame se s typy produktd ve formach
zivych predstaveni, vystavnich prezentaci, vzdélavacich akci, pfednasek, video-
reportézi, uméleckych dél, sbirek uméni, specifickych interiérd budov v rdmci
kulturniho dédictvi atd. Nemluvé o tvorbé vlastniho jména - znacky (brand), jez
je specifickym atributem produktu. Vydefinovat produktové fady jednoznacné
vyzaduje soustfedénou &innost.

Obecné rozliSujeme hmotny produkt - materidlni statky, nemovitosti, a nehmotny -
sluzby, myslenky, znalosti, ¢innosti, které mohou byt spotfebovavany skrze
zakoupeni, aby uspokojily prani a potfeby jedince. U nehmotného produktu
rozliSujeme osobni sluzby, které sméfuji pfimo k &lovéku (napf. vzdélani, turistika),

a v&cné sluzby, které peduji a obnovuji hmotny statek (opravy, konzultace ad.).

V kulturnim odvétvi ¢asto plati, Ze hmotny produkt doplriuje série doprovodnych
sluzeb nebo on sdm sluzbu poskytuje (specifikum vystavy).

Slozeni produktu si mdzeme predstavit jako vrstvy (Obr. 9). Na zaklad, tzv. jadro, se
postupné nabaluje hmotné &i nehmotna podoba a rozsifené pojeti. Jadro reaguje

na hlavni potfebu a na poptévku (napt. touha po estetickém z&Zitku v muzeu

uméni). Moznosti, jak uspokojit toto pFani, byva nékolik, a proto ptichézi na fadu

dalsi vrstva oznacovana jako podoba produktu. V této stfedové vrstvé se rozlisuj
aspekty nabizeného produktu dle jeho fyzické podstaty (hmotného & nehmotného
statku) a jsou fegené - design, styl, znacka, kvalita, pfipadné baleni apod. Vie
nakonec obaluje rozsiteni pojeti produktu, kdy se zaméfujeme na doprovodné sluzby
v rbznych forméach (doprava, platebni podminky, poradenstvi, souté&zni aktivity a jiné).




V neposledni fadé rozliSujeme dvé kategorie produktd podle toho, kdo je kupuje.
Prvni zdkaznik - spotiebitel nakupuje pro vlastni potfebu, druhy kupuje produkt pro
zpracovani nebo prodej, aby zkratka zajiStoval své podnikatelské nebo jiné aktivity,
a oznacujeme jej jako zakaznika - organizaci.

Kvalita produktu zajistuje navratnost zakaznikd a odrazi kladné vlastnosti produktu.
Nékdy je o ni hovoreno jako o jakosti, kterd je normovana, proto z jakosti samé
automaticky nevyplyva kvalita. Kvalita je urcita zadouci Uroven. V kulturnim odvétvi
je otazka kvality velmi dUleZita, ale zaroven obtizna pro rozhodovani, coz ukazuji
napfiklad otazky jako: Jaka Uroven prezentace uméni (pfedstaveni, vystavy, aj.) je
zadouci? Ale je také finanéné dostupna? Automaticky kazda organizace usiluje

o vysokou kvalitu. Je vSak nerealistické oCekavat, ze se tak bude dit pokazdé nebo
ze muzeum ihned vybuduje sbirku na vysoké svétové Urovni bez dostatecnych
finan¢nich prostredkd.

Hodnota produktu kombinuje sestavu charakteristik produktu, jako jsou jakost,
sluzba, cena odpovidajici cilovému trhu, a soustiedi se na uspokojeni pozadavkd
spotriebitele. Spotrebiteli je predkladan souhrn viastnosti produktu, ¢imz je mu
pfedstavovan vzhledem k o¢ekavanému napliiovani potieb. V kone¢ném ddsledku

je hodnota zavisla na vnimani, napriklad v uméleckém prostiedi se soustifedime na
momenty jako pomoc s pfipravou vystavy nebo spoluvytvareni dané akce, ktera
nastavuje zrcadlo spole¢nosti, nebo vyvolavani a kladeni zajimavych otazek a hledani
odpovédi na né. Ve je jen o Uhlu pohledu zprostfedkovani daného produktu, a s tim
pak déle pracujeme predevsim v marketingové komunikaci.

KdyzZ spotrebitel hledd vhodné produkty, které mu pfinaseji nejvyssi hodnotu
vzhledem k celkové cené, jeho volba produktu se odviji od hodnoty, nakladd

a uspokojeni. Spotrebitelskd hodnota odpovida na otazku, jak samotny spotrebitel
mudze hodnotit nabidku firmy pfipadné organizace, pfi¢emz tato hodnota je
subjektivné vnimana spotiebitelem. Celkova hodnota produktu je souborem uzitkd,
které spotrebitel od produktu ocekava.

V marketingovém pojeti vniméme produkt jako komplexni a doprovézeji jej dalsi
charakteristiky. Ma duolezité postaveni v marketingovych &innostech nageho
kulturniho podnikani a je ddleZitou soucasti marketingovych nastrojU - tzv.
marketingovy mix. At uz budeme vytvaret marketingovy plan pro malou firmu,
konkrétni vyrobek, nebo pro nasi kreativni znacku ¢i umélecké jméno, vzdy zacindme
vydefinovanim produktu. Produkt jako zéklad marketingového planu pomaha
nasmérovat dalsi diléi aspekty marketingového zaméreni nasi firmy, navazuje na

né&j urovani ceny i strategie, jak dostat produkt k adekvatnim skupinam zakaznikd,

v jaky vhodny Cas a s jakou mirou propagace, abychom zakazniky zaujali oproti
konkurenci. Jasné vymezeni produktu - vytvoreni stfedobodu naseho uméleckého
podnikani - umozni poznat co nejlépe prostiedi, potifeby a prani zakaznikd a reagovat
na né adekvatnim zpdsobem.

U produktového zaméreni z pohledu marketingu myslime i na soulad s poslanim
instituce (organizace, firmy, podnikatele), které napomaha smérovat dil&i kroky
managementu a marketingu, a tedy i uzavirat velky kruh neprebernych moznosti pro
existujici trh.

Obr. 9
Produkt a jeho vrstvy
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Praktickd cvicent:

- Rozhodnéte se, co se chystate svému publiku (zakaznikim)
nabizet? Jakou hodnotu jim budete zprostfedkovavat?
A ¢im se bude lisit vas produkt od konkurence, abyste ziskali
a prUbé&zné udrzovali tzv. konkurenéni vyhodu?
Bud'te ve svych odpovédich co mozna nejkonkrétnéjsi.

- Navstivte webové stranky nékolika muzei uméni nebo kulturnich
instituci a zjistéte, jaké sluzby nabizeji.



Price and its
application
in culture production

| like money on the wall. Say you were going to

buy a $200,000 painting. | think you should take

that money, tie it up, and hang it on the wall.
DEGEN, 2013, p. 22

Valuation and pricing of a cultural or original design product offered is associated
with money also in the art world. The cultural sphere produces artwork that is
introduced to the consumers market, either in the field of tourism connected to
the presentation of art and cultural heritage, or to the art market of original design.

Many people perceive price as an economic value - it states how much the tangible
product or service costs with respect to the others. The evaluation represents

a moment of judgment, the processing of the relevant product criteria, and

the assignment of a certain definiteness. If value is understood as a price, we

must distinguish its fundamental essence. It must be therefore monitored whether
the value is defined by an economic factor or, on the contrary, cannot be expressed
by money and relates to preferences and satisfaction, or, last but not least, moral
and ethical issues (the value of safety or belonging). Do not forget that talking
about artwork alone, we talk not only about artistic or aesthetic values or value in
use, but also social, cultural, and economic values.

Pricing always reflects the economic factors and market demand. The price for

a particular market is defined by the seller, whose task is to know both the internal
and external environment, the prices of the competition, and the development

of demand in order to quote a price. At the same time, the price may reflect

the value of the product, but above all depends on the willingness and ability

of the customer to exchange his money for the benefit of owning or using

the product.

Setting of price is, on a long-term basis, determined by internal and external
factors. The external factors in question are quantity, selling place, payment
terms, customers target group and their price range, time and current economic
development of the market, what the competitors are offering, but also the costs
of the creation of the product including operating activities, intermediaries,

and government policy. Internal factors affecting the price are marketing goals,
marketing mix settings, and corporate policy costs.



The following methods may be used for pricing:
cost-oriented pricing (calculation method),
value-oriented pricing (customer perception of value),
setting the price according to competition (price comparison method),

pricing from the customer's point of view (psychological perception of
the price by the customer).

In the context of the presentation of cultural heritage and art, the prize is limited
by three economic factors - the budget of the organizations, the social view on
the cultural activity, and legislative conditions. In the Czech environment, culture
and cultural heritage are mostly managed by a public or non-governmental non-
profit organization and subsidized from public money or other fundraising resources
(donations, sponsors, volunteering, etc.), and therefore this aspect of funding
needs to be taken into account when pricing the products offered.

Art markets themselves are a creative pricing environment and the set price is
constantly changing. It significantly contributes to the financial market, for example,
investments. Investing in art is an attractive activity in different time periods,

but just like any investment, it takes time and one needs to be ready for not
earning any interest. Investors represent only a minimal percentage of purchasing
power worldwide (more HOOK, 2013). When pricing an artwork for the art market,
the price reflects the taste and style, preferences, motives of purchase, but also
the author's reputation.

Final reflection on relative value
and pricing:

- Situation - Sotheby's was selling a Gustav Klimt Painting; its price
was set with regard to the author’s position on the international
market and the painting’s place within his artwork:

“And how can you justify someone paying $20 million for this
painting when that money could build a children’s hospital?’
Unprepared for the challenge, | gave an inept and evasive answer
about Sotheby’s merely reflecting the market and not creating it.
But | thought about it afterwards. The only possible justification for
the high value of art and the money spent on it not being devoted
to the building of a hospital to save people’s lives is that there must
be something to save people’s lives for. Art has claims to be that
thing, or one of them. So the provision of great art - as healthcare
to the spirit rather than the body - also represents a legitimate
expenditure of financial resources in a civilised society” (HOOK,
2013, p. 369—371).

Cena a jeji uplatnéni
v produkci kultury

Mam rad penize na zdi. Treba kdyz feknes,
Ze se chystés kupovat malbu za 200 000 dolar0.
Myslim, ze bys mél vzit tyhle penize,
svazat je a poveésit na zed.
DEGEN, 2013, s. 22, volné prelozeno

Ocenovani nebo stanoveni ceny za nabizeny kulturni nebo originalni designovy
produkt se i v uméleckém prostiedi poji s penézi. V kulturni sféfe vznikaji dila, jez
mifi na spotrebitelsky trh, a to at uz do oblasti turismu spojeného s prezentaci
umeéni a kulturnim dédictvim, nebo na trh s uménim a originalnim designovym
fesenim.

Cena pro mnohé z nas vycisluje ekonomickou hodnotu - vymezuje, kolik stoji
hmotny vyrobek nebo sluzba vzhledem k tém ostatnim. Hodnoceni je uréitym
momentem soudu, zpracovanim prislusnych kritérii vztahujicich se k produktu

a pridélenim zvlastni danosti. Je-li hodnota chdpana jako cena, musime rozliSovat
jeji zékladni podstatu. Proto sledujeme, zda je hodnota definovana ekonomickym
faktorem, nebo ji naopak nelze vyjadrit penézi a vztahuje se k preferencim

a spokojenosti nebo v neposledni fadé moralnim a etickym otazkam (hodnota
bezpedi nebo soundlezitosti). Vzpomerime si, Ze u dila mluvime nejen o uméleckych,
estetickych, uzitnych, ale i spolecenskych, kulturnich a ekonomickych hodnotach.

Tvorba ceny reaguje vzdy na ekonomické faktory a poptavku na trhu. Za
definovanim ceny pro konkrétni trh stoji prodavajici a jeho Ukolem je znat vnitfni

i vnéjsi prostiedi, ceny konkurence, vyvoj poptéavky, aby mohl utvofit vlastni cenovou
nabidku. Cena zérovert mize odrazet hodnotu produktu, ale predevsim zavisi na
ochoté a schopnosti zédkaznika vymeénit finanéni prostredky za uzitek vyplyvajici

z vlastnictvi nebo uziti produktu.

Stanoveni ceny se dlouhodobé orientuje podle vnitinich a vnéjsich faktord.
Sledovanymi externimi (vn&jsimi) faktory jsou mnozZstvi, misto prodeje, platebni
podminky, cilova skupina zéakaznikd a jejich cenové moznosti, ¢as a aktualni
ekonomicky vyvoj trhu, nabidka konkurence, ale i ndklady na vznik produktu, véetné
provozni ¢innosti, nebo obchodni mezi¢lanky a politika vlady. Internimi (vn&jsimi)
faktory ovliviiujicimi cenu jsou marketingové cile, nastaveni marketingového mixu

a naklady na firemni politiku.



Pro tvorbu ceny je mozno pouzit tyto metody:
nékladové orientované stanoveni ceny (kalkulaéni metoda),
hodnotové orientované stanoveni ceny (vnimani hodnoty zakaznikem),

stanoveni ceny dle konkurence (metoda cenového porovnani),

stanoveni ceny z pohledu zékaznika (psychologické vnimani ceny zékaznikem).

V rdmci prezentace kulturniho dédictvi a uméni cenu omezuji tfi ekonomické
faktory - rozpoctové moznosti organizaci, spolec¢ensky pohled na kulturni ¢innost

a legislativni podminky. V ¢eském prostiedi jsou kultura a kulturni dédictvi vétsinove
spravované vefejnou nebo nestatni neziskovou organizaci a dotované z verejnych
penéz nebo daldich fundraisingovych zdrojd (dary, sponzofi, dobrovolnictvi

apod.), a proto se do ceny za nabizené produkty tento aspekt financovani nutné
zohlednuje.

Trhy s uménim jsou samy osobé kreativnim prostifedim pro ur¢ovani cen, zaroven
prochézeji neustélou proménlivosti udané ceny. Velkou mérou se totiz podileji na
finan&nim trhu, napfiklad na investicich. Investice do uméni je v rdzném ¢asovém
obdobi lakavou aktivitou, ale jako kazda investice vyzaduje Cas a pfipravenost

na mozné nezuroceni vkladu. Kupni sila se celosvétové pohybuje v minimalnim
procentudlnim zastoupeni investord (vice viz HOOK, 2013). Stanovuje-li se cena dila
pro trh s uménim, cena reaguje na vkus, preference, motivy nakupu, ale také na
renomé autora.

Zdaverecné zamysleni nad
relativni hodnotou a cenovou tvorbou:

- Situace - aukéni prodej obrazu Gustava Klimta v Sotheby’s, kde
byly vzhledem ke stanoveni ceny brany v potaz vyznam ocenéni
autora na mezinarodnim trhu a misto obrazu v umélcoveé tvorbé:

»A &im si ospravedinite, Ze za tento obraz nékdo utrati 20 milionG
dolard, kdyz by za tytéZ penize mohl postavit détskou nemocnici?
Na tak provokativni otdzku jsem nebyl pfipraveny, a proto jsem
se nezmohl na vic nez na nejapnou a vyhybavou odpovéd, v niz

jsem vysvétloval, Ze Sotheby’s pouze odrazi situaci na trhu, ale

sdm trh nevytvdri. Potom jsem se na tim zamyslel. Jediné mozné
ospravedlnéni vysoké hodnoty uméni a faktu, Ze sbératelé misto
budovani nemocnic, které zachrariuji lidské Zivoty, nakupuji umélecka
dila, zni, Ze je nutné, aby tu bylo néco, pro co stoji za to lidské Zivoty
zachrariovat. A uméni takovou véci nebo jednou z takovych véci

je. Z toho vyplyvd, ze nakup vytecnych uméleckych dél - které
neprospivaiji télu, ale dusi - pfedstavuje v civilizované spoleé¢nosti
legitimni vynaloZeni finanénich prostfedkd” (HOOK, 2013,

s. 369—371).

Distribution channels

While companies working with the high price
strategy will probably choose exclusive or selec-
tive distribution strategy in order to better con-
trol their brand and its image, companies using
economy pricing and good value pricing strategy
will probably choose intensive distribution strate-
gy in order to achieve as many sales as possible.
KARLICEK, 2018, p. 220

One of the aspects marketing mix deals with is the question of product availability.
This tool secures the distribution channels and creates a specific distribution
strategy. The systems mediating the product must be chosen as well as

the places where the customer sees, tries and buys the product. A key aspect
for art museums and cultural heritage sights is also the travelling possibilities to
the seat of the institution together with clear information for the audience about
the possible ways to get to the institution and opening hours. The creation of
virtual museums and online exhibition tours has been developing in recent years
and is also part of the distribution strategy. Mediation of a cultural experience

is a specific service and is always associated with a place and its accessibility,
attractiveness, and atmosphere.

We aim to offer our product to the recognized target customers at the right time
and place. The key condition of effective marketing is to provide convenient
distribution channels - how the product reaches its customers or the customer
reaches the product (according to our marketing mix, we focus on place or
convenience). We can either set up our own shop, arrange a partner shop, find

a distributor, or choose direct marketing. It is always a good idea to combine more
channels, not relying on reaching a higher level of market distribution through direct
marketing only, no matter its increasing importance.

Availability plays an important role in small businesses and organizations, where
appropriate sales location, speed, and simplicity of purchase bring a competitive
advantage. The space available does not define availability, it is merely a part of
one of the distribution strategies. Do not forget that distribution does not depend
on a brick-and-mortar shop and its size; the success lies in the extent to which
the availability of the product corresponds to the current needs of customers.

An important part of availability is securing purchase conditions; these require
different sales processes in a brick-and-mortar or online shop. At the same time
do not forget that setting up the customer service processes shapes their
future purchase satisfaction. Within distribution strategy, we think not only about
distribution channels but also about delivery options (transport services), size and
location of warehouses, determination of stock, and customer complaint process.



Various distribution channels are created for a product. We may use the already
existing distribution system or go our own way (DIY - do it yourself). Both require
cost evaluation, then planning and securing the processes of operation. According
to the entities that provide distribution, we distinguish direct and indirect
distribution channels Both channels can take place physically (in a building, at

an event, or in the form of personal address), online (website, social networks, or
mailing), or via phone (telemarketing).

With a direct distribution channel, the burden lies only with us and we are in
direct contact with the customer. Personal contact provides the possibility

of consultation, advice, and similar service added to the offered product.

The organization also builds the environment - the place of communication with
customers during the sale, and completes the brand image. This includes using
an online or offline shop, catalogue sale, personal sale through a presentation,
or a vending machine. In the cultural sphere, the first vending machine selling
art appeared in the Czech Republic in 2019 in Prague and others are gradually
expanding to other cities. Artmat focuses on the presentation and sale of small
works of art by young artists. An art shop has been created in an old cigarette
vending machine that offers the possibility of investing in art. In this artistic
business, product availability is combined with marketing communication.

Indirect distribution channels are characterized by the presence of an intermediary
within the distribution. The product reaches the customer through another entity
that becomes the owner of the goods. There are various forms of intermediaries
on the market, the most common being retail, but there are also agents, franchise
operators, commission marketing, independent dealers, wholesalers. The cost

of building one's own distribution network does not apply anymore but having

an intermediary is not free of charge - either you pay them or they add commission
and the price increases. Always sign a contract with the distributors and verify

that their sales methods suit you. In the cultural sector, common intermediaries are
tourist information centres, travel agencies, or servers offering cultural experiences.
This is common for larger cities popular with tourists, but we can encounter this
situation also on a local level through partnerships.

When deciding about the distribution channels, think about the market you operate
on and apply your marketing strategy to the options available. Efficient distribution
works with market segmentation and customer expectations. Therefore, we can
create customer segmentation according to their preference for distribution
channels.

Organizing distribution channels requires the involvement of people in important
functions such as contact, offer, product information, ordering, transportation,
storage, financing, crisis management, sales support. You need to decide how many
workers your distribution system requires or whether you will use intermediaries.

Practical exercise:

-> Choose one of your favourite brands and think about the way
you buy and take over its products. Are there various distribution
channels available? Which one do you choose most often?

- Design a distribution strategy for your own product that matches
your marketing strategy. Consider the costs and revenues when
choosing the distribution channel.



Distribucni cesty

Zatimco firmy, které vyuzivaji strategii vysoké
ceny, budou spiSe volit exkluzivni ¢i selektivni
distribu¢ni strategii, aby mohly Iépe kontrolovat
svou znacku a jeji image, firmy vyuzivajici ekono-
mickou cenovou strategii a strategii dobré hodno-
ty pravdépodobné zvoli intenzivni distribu¢ni stra-
tegii, aby doséhly co nejvétsich objemU prodeje.
KARLICEK, 2018, s. 220

Soucasti marketingového mixu je feSeni otazky dostupnosti produktu. Smyslem
tohoto nastroje je zabezpedit cesty prodeje a vytvorit vlastni distribuéni

strategii. Rozhodujeme o systémech, které budou zprostfedkovavat nas produkt,

a o mistech, kde se zdkaznik s produktem setk3, aby jej mohl spatfit, otestovat,
zakoupit. U muzei uméni a kulturnich pamatek je kli¢ovym momentem i nastaveni
moznosti cesty do sidla instituce a jasné informovani publika, jak se k ndm dostat,

a predevsim odkdy-dokdy nabizime nase sluzby. Vytvareni virtualnich muzei a online
prohlidek vystav se v poslednich letech rozviji a patfi téz do distribu¢ni strategie.
Zprostifedkovani kulturniho zazitku je specifickou sluzbou a vzdy se poji s mistem

a jeho pfistupnosti, atraktivitou a atmosférou.

Jde nédm o to nabizet rozpoznanym cilovym skupinédm zékaznik( ve spravném
okamziku a na vhodném misté nas produkt. Kli¢ovou podminkou efektivniho
marketingu je zajisténi pohodinych distribu¢nich cest - jak se produkt dostane
ke svym zékaznikdm nebo zékaznici k produktu (dle uchopeni pfipravovaného
marketingového mixu se zamé&fujeme na misto/place nebo pohodli/convenience).
Méme moznost zalozit vlastni prodejnu, domluvit si partnersky obchod, najit
distributora nebo jit cestou pfimého marketingu. Vzdy je vyhodné kombinovat
vice cest a nespoléhat na to, Ze i pfes vzrdstajici vyznam pfimého marketingu
dosahneme vyssi distribuce na trhu.

Dostupnost hraje vyznamnou roli u malych podnikd a organizaci, kdy vhodné
umisténi prodeje, rychlost a jednoduchost nakupu pfinasi konkurenéni vyhodu.
Prostorové dispozice nedefinuji dostupnost, jsou soucasti jedné ze strategii
distribuce. Uvédomme si, Ze dostupnost neni zavisla na kamenné prodejné a jej
velikosti, ale faktorem Uspéchu je, do jaké miry dostupnost produktu odpovida
aktudlnim potfebam zakaznikd.

DUleZitou souasti dostupnosti je zajisténi podminek nékupu, jeZ vyzaduji odlisné
procesy prodeje v kamenné prodejné anebo v online prostiedi. Zarovern pamatujme,
7e nastaveni proces® obsluhy zakaznika utvafi jeho budouci spokojenost s ndkupem.
V distribuéni strategii promyslime jak odbytové cesty, tak moznosti dodani (dopravni
sluzby), velikost a umisténi sklad¥, stanoveni zasob a v neposledni fadé i proces
reklamace.



Pro produkt vytvéafime varianty distribu¢nich kanald - prodejnich cest. Méme
moznost napoijit se na jiz existujici distribuéni systém nebo jit vlastni cestou

(DIY - udélej si sém). Oboji vyzaduje vyhodnoceni nakladd, nasledné planovani

a zajisténi procesU fungovani. Podle subjekty, které zabezpeduji distribuci,
rozliSujeme pfimé a nepfimé distribucni cesty. Obé tyto distribu¢ni cesty se mohou
odehréavat fyzicky (v budové, na akci nebo formou osobniho osloveni), elektronicky
(v online prostiedi - na webu, pfes socidlni sité nebo mailing), pfipadné telefonicky
(tzv. telemarketing).

U primé distribu¢ni cesty jsme odkazani sami na sebe a jsme v pfimém kontaktu
se zakaznikem. Osobni kontakt poskytuje moznost konzultace, poradenstvi

a podobného doplnéni sluzeb k nabizenému produktu. Zaroven si organizace
sama buduje prostfedi - misto, kde se zadkaznikem komunikuje béhem prodeje

a dotvari image znacky. MUze se jednat o vlastni provozovnu, e-shop, katalogovy
prodej, osobni prodej na bazi prezentace nebo prodejni automat. V kulturni sfére
se prvni automat s prodejem uméni objevil na Uzemi Ceské republiky v roce
2019 v Praze a postupné se rozsifuje do dalSich mést. Artmat se zamétuje na
prezentaci a prodej malych uméleckych dél mladych vytvarnych umélcd. Ve starém
cigaretovém automatu vznikl obchod s uménim, ktery nabizi moznost investice
do uméni. V tomto uméleckém podnikani je dostupnost produktu kombinovana
s marketingovou komunikaci.

Nepiimé distribu¢ni sité charakterizuje utvareni mezi¢lanku v rémci distribuce.
Produkt se k zakaznikovi dostava prostrednictvim druhého subjektu, ktery se
stava vlastnikem zbozi. Na trhu se vyskytuji rdzné formy prosttednikd, nejbéznéjsi
je maloobchod, ktery doplfiuji agenti, fransizanti, komisni prodej, nezéavisli dealefi,
velkoobchod. Odpadne ndm néklad na budovani viastni distribuéni sité, ale
zastoupeni druhou stranou se nedéje bezplatné nebo si k naSemu zbozi pripocitavaji
provizi, a zvysuje se cena. Vzdy se snazime s distributory nastavit smluvni vztah

a ovérit, ze ndm vyhovuiji jejich metody prodeje. V kulturnim sektoru se napriklad
setkdme se zastupovanim prostifednictvim turistickych informacnich center,
cestovnich kancelafi nebo server( nabizejicich kulturni zazitky. Tato situace je
bézna ve vétsich turisticky exponovanych méstech, ale i na lokalni Urovni ve formé
partnerstvi.

KdyZ se rozhodujeme, jaké distribu¢ni cesty budeme vyuzivat, zvazujeme moznosti
podle trhu, na kterém pUdsobime, a konfrontujeme je s nasi marketingovou strategii.
Efektivni distribuce pracuje se segmentaci trhu a vnima o&ekavani zékaznika.
MUOzeme proto vytvorit segmentaci zakaznikd dle jejich preference distribucnich
kanald.

Organizace distribuénich cest vyzaduje zapojeni osob, které vykonavaji dilezité
funkce, jako jsou kontakt, nabidka, poskytovani informaci o produktu, objednavky,
doprava, skladovani, financovani, feSeni krizovych situaci, podpora prodeje. Musime
se rozhodnout, kolik pracovnik( nas distribuéni systém vyzaduje nebo zda vyuzijeme
prostifednikd.

Praktickd cviceni:

- Vyberte si jednu ze svych oblibenych znacek a zamyslete se,
jak nakupujete a prebirate jeji produkty. Mate k dispozici rizné
distribu¢ni kanaly? A jakou cestu nejcastéji volite vy?

-> Navrhnéte distribuéni strategii vlastniho produktu, ktera bude
odpovidat vasi marketingové strategii. PFi vybéru distribu¢nich
cest zvazujte naklady a trzby.



Marketing
communication

Whether a company wants to draw attention
to its new offer or maintain its awareness among
potential customers, promotional objective(s)
include a certain combination of various
elements: informing the potential visitor and
getting their attention, awakening their interest (...)
and finally being able to convince them
to transform their interest into action.

KESNER, 2005, p. 227

Including marketing communication in your creative or business activities starts
with planning out a communication strategy. The next step is to choose a style
and a visual identity, then to come up with the content, define what is being
communicated and to whom, create marketing assets, manage communication
tools, and last but not least evaluate the impact and efficiency of a chosen
communication strategy.

Knowing your marketing and communication objectives, choosing the methods
to the set objectives should be a breeze. When setting out concrete objectives
(preferably SMART objectives - see Art marketing) you often get inspired

by your visions. These visions may include initiatives such as - to raise your
company's awareness with its relating services, to inform a potential customer
about your products in an online setting, to promote the company's good name,
to put products on new markets, to establish more partnerships, to increase sale,
and many more actions that increase your communication capabilities. You draw
on the current public awareness of a subject or its specific offer and you consider
the competitive landscape as well as your financial limits.

The most common communication strategy is based on a combination of pull

and push strategies differing in the way communication channels are involved.

The pull strategy is concentrated on building up demand for a product directly from
the customer's end. It works with targeted segmentation and tools ranging from
advertisement to sales promotion. It is based on the principle of customer's future
demand at the point of sale. The push strategy creates an environment for demand
as the manufacturer can promote their product in the customer's direction.

It pushes products towards the customer through distribution and targeted
communication often by using the tools of sales promotion and face-to-face

sale. A customer-centered approach has been considered the most challenging
marketing activity and is sometimes declined into cliché, humor, or vulgar pieces
which are supposed to represent original communication elements.



There are more marketing strategies such as a competition-centered strategy
- the Porter strategy which aims for gaining an edge over your competition
(BLAZKOVA, 2007, p. 136). Its key factors are low price-induced costs, customer
awareness differentiation, and specialization to the point or type of sales. An
interesting product development strategy can be observed in the culture and
creative sectors. You develop the market by introducing a new or redesigned
product (e.g. art history courses in art museums, custom cuts in the textile sector,
or a new type of kettle). On the contrary, a market widening strategy consists
of placing an existing product onto a new market such as in a different country
- choosing a new market sector (same as with Czech paintings being sold at
the Saatchi auction house such as Patrik Habl's).

The objective of a marketing message is to attract the customer's attention and
stimulate their interest in the product. To communicate effectively in marketing, you
need to be able to answer these questions (see JOHNOVA, 2008, p. 196):

what is being said (the content of the message),

who is being told (target groups - segments),

how is it being said (the structure of the message),

what symbolic expressions and coding is being used (message form),
how often is it being said (number of repetitions),

who or what is saying it (choosing speakers or media),

why is it being said.

Before you decide to set a marketing communication, you need to put in concrete
terms what is the main objective. Are you building communication for the entire
brand or are you building it for the product? Note that communication will be taking
place in all your connections. You will be approaching customers, partners, donors,
and staff who all will be a part of conveying the information to a certain degree.

The AIDA model (see Fig. 10) expanded with the "S" moment (customer
Satisfaction) shows the gradual impact of promotion on potential customer
behavior. If communication channels have a positive effect, the model shows

a gradual development of customer's selling behavior which will be further
elaborated on using an online advertisement example. In the beginning, there is

a moment of interest, attracting the attention of the relevant target group - in

an online setting by the means of banners, search engine links, or a fitting web
headline. After that, the interest gaining stage begins in which you are supposed
to awaken curiosity that is fulfilled by providing information about the product,
both text and visual. In an online setting, this aspect is represented by a click-
through motivated by seeking more information. Next comes the reveal - why

is the product a must-have. You are aiming to spur the idea that the customer
needs to try the product by, for example, providing a more concrete and detailed
description of the product complemented by emotions or a rationale behind

it. The initial craving leads to a decision to purchase and with a comfortable
distribution and communication channel the customer is hooked until their
action is finished. Here it is important to look at the customer perspective

when designing the settings and layout of an online store - simply put, it is

the moments customers are presented with guiding instructions to purchase.

A finalized purchase should not be put aside. Communicating with the customer
and asking about their experience can motivate them to make another purchase.

There are so many products on the market, therefore you need to continuously
seek more potential customers. That is why public relations is not enough. You
need to think about the methods and channels used for spreading information
about your product. The communication and promotion activities chosen are
referred to as the marketing communication mix. Each and every company puts
together its own communication mix using the marketing tools (elements) to
reach the set communication objective. The basic elements to a marketing
communication mix represent:

public relations,
advertisement,
direct marketing,
face-to-face sale,
sales promotion.

Even though these take various forms, content, and communication channels,
when working together, they can reach a wider audience - more customer
segments. To reach its objective, a company combines communication tools
taking into consideration their potential, effectiveness, and costs.

In an online setting, you also have the virtual marketing technique. This means
information about the product is being spread online without you having control
over it such as by sharing your message in a social media setting for it to

be shared by other users. In both online and off-line marketing, this is called

the spontaneous spread of information, a WOM (Word of Mouth). The spread of
information may be a result of an action on your end or it may come from satisfied
customers.

Public relations often referred to as PR is used for promoting the good name

of the product (goods, services, brand, or the company alone) in the long or
medium term. When promoting products, the main aim is to present additional
services and innovation, to inform the public about establishing further relations
with partners or a local community, moreover to emphasize the contribution your
company makes and last but not least to highlight that the company’s objectives
were reached. The common tasks of a PR department are: releasing annual
reports, sending out the newsletter, maintaining an active social media presence,
updating the company's website, and extending contracted media partnerships.



On the other hand, a PR crisis department turns negative views of an audience
into more of a positive interest. You probably have heard the phrase "there is no
such thing as bad PR". This rule, however, only applies if the company has made
a response using the PR tools explaining the case and its circumstances.

The long-term activity in PR consists of continuous pubilicity in the sense of
spreading information about the activities or products of your company. In

the culture sector, you work on promoting the institution by various means
including holding traveling exhibitions, taking part in the local community in

the public, or acting as a partner guest institution. Diverse activities outside

the company's perimeter should be a part of your communication strategies. For
these purposes, a set visual identity is used - the company's logo which helps to
put a label on its activities or specific partnerships.

One of the key roles of PR is establishing relations with media - with the press,
social media influencers or bloggers, as well as promoting cooperation and
communication with its competitors. The basic method of communication

is fostering personal relationships, but this can be combined with a public
presentation and press releases. In the sector of culture, it is common practice

to release reports to the press about an event being held - such as exhibitions,
guest artist lectures, introducing new products, etc. A press release ideally is

a page-long written report or sometimes a spoken report introduced at a press
conference when presenting an attractive or key report on the company's activity.
Your company can maintain a good relationship with the media by utilizing the press
kit with the text describing the purpose and aim of a product supplemented

by comments, visual aids, and photos. The relationship between a company

and the media is symbolic. Do not be afraid to show initiative and offer giving

an interview to the press or meeting in person to get ready for a news report.
The media never have enough interesting content.

An exhibition opening is a format specific to the art sector. When hosting such

an event you should have a speech ready to present the exhibition to the visitors.
In the speech, you not only present the product and its contributive aspect, but
you should also not forget to leave some time for the patrons and sponsors to
promote a good relationship. In the terms of design, you might have thought of
Designblok, the greatest Czech display event of the year which has gained its
prestige. Participating at a design fair helps both novice and established brands to
promote their good name and inform about their new products. This kind of event
might be labelled as a sales promotion since it is a social event of a sort.

Even the staff contributes to the way a company presents itself. Content and
motivated employees maintain good customer relations and especially those in
retail directly affect the customer's experience and future engagement. When
a company alone hosts an event meant for its staff and existing or potential
customers, we refer to this as event marketing. Further future engagement with
the brand or a positive approach to it is expected as a result of the positive
emotions experienced at the event. The case of exhibition opening means in
the Czech environment that visitors have free access to the exhibition, but

the audience size is limited. You rarely need an invitation to enter an exhibition
opening but if you aim in this direction, you should consider hosting a special
viewing with a limited offer available for example for the company's donors. This
option combines both the PR support and the fund-raising aspect.

When using the sales promotion tool, you do not only present the product to
target groups, but more importantly, you are efficiently making it available for
your audience. The tool consists of motivation tools which are usually aimed at
the short-term. These motivation tools take well-known forms such as a discount,
gift, free sample, tasting, giveaway, game, loyalty program, or bargain packs.

The intended outcome of sales promotion is gaining more long-term customers.
A concept associated with sales promotion is limitedness, e.g. discounts within

a limited time frame often working with immediate purchase. It works on a stimulus
basis which means you awaken customer needs and are consequently able to
observe a certain growth of sales. This approach, however, cannot be used in

the long term since it does not bring profit.

Hosting a conference is also one of the tools used in sales promotion, same

as presenting at fairs or hosting seminars which, among other things, focus

on the business partner sector. Another instance of a sales promotion tool is
communicating at the point of sale or at the partner organizations. This in reality
stands for fliers in racks, brochures, posters, product mockups, advertisements on
buildings, video advertisements, and other digital forms of promotions.

In the cultural sector, admission fee discounts are often used - either by
introducing different tiers or by offering yearly ticket options. When promoting
festivals, an early ticket pre-sale is very common. With this method, you gradually
keep raising the price with the final price at the event stated explicitly which leads
to the desired behaviour in potential customers - they purchase the tickets in
advance. In the cultural heritage sector, they usually use a visit-based collection
system (such as collecting stamps) with one future visit being free of charge.

Promotion serves its informative, persuasive, reminder-oriented, or competitive
purpose and it is built on impersonal product presentation. Promotion can raise
brand or product awareness, given how many individuals it reaches. Its goal is
to make the brand more visible utilizing a media of choice, a designed form, and
a certain message.

By the type of media, you can distinguish printed advertisement (in newspaper or
magazines), online, television, radio, placed advertisement - product placement
(as a part of an AV work - movies, TV shows), mobile ads in the public space
(walking advertising, hot-air balloons, bus decays, etc.), and postings (billboards, bill
postings, signs). These forms of advertisement provide the foundation for diverse
communication elements to spread information in a one-way direction towards
potential or existing customers.

When making choices about the form and shape of the advertisement you should
consider five defining elements (referred to as the 5 Ms of Marketing): Money,
Message, Media, and Measurement, even though it is not easy to assess the latter.
Timing the promotion right is a crucial element to any advertisement campaign
planning. Moreover, you should support it with, therefore complement with, another
communication tool to make use of the combination for mutual support and
awakening more interest of the audience.

A marketing tool referred to as direct sales is based on approaching customers
directly while expecting real-time feedback. Its focus is mainly pointed at
a chosen segment of customers, thus it is called a targeted interactive marketing



tool. By using a direct approach, you are given a chance to make the message
more personal and use a segment-specific communication style. Elements

of the segment are addressed impersonally without being acquainted with

the individuals' names but with being to identify common aspects of the group

the communication will be based on. With this tool, you have the option to measure
whether the promotion was successful, and customers showed interest.

Catalogs are the oldest known means of direct sales. These were followed by
distance selling to a group of recipients by using magazines and specialized booths
in stores or other busy areas. With the recent growth of new technologies and

the online communication world, more forms of telemarketing, teleshopping, SMS
marketing, and email marketing (direct mailing) have been on the rise.

When working with a database of potential customers, this is called addressed
direct marketing. You investigate your customers' needs and to do so successfully
you need a robust information database. This tool is used in the cultural sector for
example when building a member base and later as an additional element of sales
promotion.

A recent widely used and effective tool of marketing communication is the email
campaign tool. It requires time and preparation. Direct mailing does not have to cost
a lot when you already have a potential customer database. Similarly, if you need
to gain new customers, reach them through your online platforms. For instance,
you run a social media site and a certain group of individuals follows your activity,
it is beneficial to initiate the collection of email addresses to populate a database.
With that, you have the means to create an interesting offer for target segments.
Do not forget about compliance - namely any personal data regulations that
stipulate rights and obligations on processing sensitive data, then the information
services regulations which address behavior norms and the chance for customers
to unsubscribe from the marketing service. One of the perks of online campaigns
is that it helps you assess how fast customers respond to an offer and allows for
a more thorough analysis of the data collected.

Face-to-face sale is a part of marketing communication which relies on immediate
personal contact using hands-on product introduction sometimes coupled with
showing its documentation and additional services. The company's representatives
(sellers) introduce the product to potential customers with the intention that by
presenting it as a must-have item the customer will be motivated to purchase it.

Presenting custom product implementation or processing is also considered a type
of face-to-face sale. An obvious advantage of this method is personal contact
which allows reacting to the way customers behave, what needs they mention,
and answer asked questions. Psychological methods of sale can be used here,

or face-to-face sale can be used to proactively build a lasting relationship with

the customer.

Choosing the right tool combination is only a part of being successful, you

also need to master four abilities - arousing someone's interest, listening well,
utilizing storytelling, and making assessments. The let's do what our competitors
do' approach is not sufficient anymore. Your competition relies on ongoing
communication, tradition, or another edge they have acquired during their activity.

It is crucial to be aware of why are you communicating by certain marketing tools,
what are the circumstances, and who is the target group - thoroughly developing
a marketing communication strategy. Do not be afraid to come up with a marketing
communication plan and find the right communication mix for your product. Plan
out how is the plan supposed to be fulfilled, set out subgoals, assign creating
communication forms and assess how successful the strategy was because if
anything, your own experience teaches you the most.

Practical exercise:

- Analyze the communication mix your competition uses. What tools
do they facilitate? What message is their communication potential
built on? Which media mention or promote your competition?

-> Design your own communication strategy and a suitable
communication mix in accordance with the marketing strategy and
a customer segmentation of choice.

Fig. 10
The AIDA communication model
extended with the S factor
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Marketingovd
komunikace

At jiz chce organizace upozornit spi§e na novou
aktualni nabidku nebo se udrzet v povédomi
potencialnich zakaznikd, propagadéni cil(e) zahrnuji
vzdy uréity pomeér nékolika elementd: informovat
a vyvolat pozornost potencialniho navstévnika,
povzbudit jeho zajem (...), a konecné presvéddit
jej, aby svUj zdjem proménil v akci.

KESNER, 2005, s. 227

Zapojeni marketingové komunikace do nasi kreativni nebo podnikatelské ¢innosti
zacCina planem komunikac¢ni strategie. Nasledné pokracujeme vybé&rem stylu

a vizualni identity, promyslenym obsahem, co a komu chceme sdélit, tvorbou
marketingovych materiél0, fizenim komunikaénich nastroji a v neposledni fadé
vyhodnocenim dopadu a Uspésnosti zvolené komunikaéni strategie.

Kdyz budeme znat vlastni marketingové a komunikaéni cile, snaze se ndm budou
volit metody, jak cild dosahnout. Pfi promysleni konkrétnich cild (idedlné SMART

cild - vice Marketing uméni) nejéastgji Cerpame z nasich vizi. Témito vizemi mohou
byt napriklad tyto aktivity - zvysit povédomi o nasi organizaci a jejich sluzbach,
informovat potencialniho zadkaznika o nasich produktech v online prostiedi, posilit
dobré jméno znacky, umistit produkt na nové trhy, rozsitit partnerskou zakladnu,
zvysit prodej a jiné, které rozvijeji nasi komunikaci. Vychazime ze situace o aktualnim
vefejném povédomi o instituci nebo jeji konkrétni nabidce, uvédomujeme si
konkurenéni prostredi a vlastni finan&ni moznosti.

Nejbéznéjsi komunikadni strategii je kombinace strategii tlaku a tahu (pull & push),
které se li§i rdznym zapojenim komunika&nich kandld. Strategie tahu (pull) se
zamérfuje na vybudovani poptavky po produktu pfimo od zakaznikd. Pracuje s cilenou
segmentaci a vyuziva nastrojU, jako jsou reklama nebo podpora prodeje. Stavi na
principu budouci poptavky zékaznika v mistech prodeje. Strategie tlaku (push)
vytvali prostredi pro poptéavku a vyrobce propaguje produkt smérem k zékaznikdm.
Protlacuje produkt k zékaznikovi skrze distribuci a cilenou komunikaci, pro kterou
nejCastéji pouziva nastroje podpory prodeje nebo osobni prodej. V souc¢asné

dobé je zaujeti zékaznika nejobtiznéjsi marketingovou ¢innosti a nékdy nestastné
sklouzava ke kli§é, humoru nebo nahoté, jez se maji stat origindlnim prvkem
komunikace.

Z dal8ich prikladd marketingovych strategii uvedme strategii zaméfenou na
konkurenci, tzv. strategii podle Portera, kdy sméfujeme k dosazeni konkurenéni
vyhody (BLAZKOVA, 2007, s. 136). Kli¢ovymi ukazateli budou nizké naklady projevené
v ceng, diferenciace v povédomi zakazniky, specializace dle mista nebo typu



sluzeb. V oblasti kulturnich a kreativnich prOmysld nachézime zajimavou strategii
vyvoje produktu, kdy rozvijime trh, tak, Ze pfichdzime s novinkou nebo designovym
rozvojem produktu (napf. v muzeu uméni nabidka vzdélavacich kurzd historie
vytvarného umeéni nebo v oblasti designu textilni stfih na miru nebo novy typ &ajové
konvice). Naopak u strategie rozsifovani trhu umistujeme na$ soucasny produkt

na novy trh, napfiklad do zahraniéi - volime novy segment trhu (aktuéiné z oblasti
vytvarného uméni vzpomerime prodej malby Patrika Hébla pfes aukéni sift Saatchi).

Ugelem marketingového sdéleni ma byt zaujeti zakaznika a podniceni jeho
presvéd&eni o koupi. Abychom byli Uspé&sni v marketingové komunikaci, musime
znét odpovédi na tyto otédzky (vice viz JOHNOVA, 2008, s. 196):

co fikédme (obsah sdé&leni),

komu to fikame (cilové skupiny - segmenty),

jak to fikéme (struktura zpravy),

jaké symbolické vyjadiovaci prostiedky a kddovani vyuzijeme (format sdéleni),
jak ¢asto to budeme Fikat (po&et opakovani),

kdo nebo co bude Fikat (volba mluvéich nebo médii),

proc¢ to fikame.

Nez se rozhodneme nastavovat marketingovou komunikaci, konkretizujeme, co je
nasim hlavnim zadmérem. Budeme vytvaret komunikaci kolem nasi znacky nebo ji
budeme stavét pro produkt? Uvédomme si, Ze komunikace bude probihat ve vSech
nasich vztazich, budeme oslovovat zadkazniky, partnery, donatory i zaméstnance,
ktefi budou rGznou mérou zapojeni do procesU predavani informaci.

Postupné pdsobeni propagace na chovani potencialniho zédkaznika ukazuje model
zvany AIDA (zkratka angl. slov - Obr. 10) rozsifeny o moment ,S" (spokojenost
zékaznika). Za predpokladu pozitivniho pdsobeni komunika&nich kanald ukazuje
model postupny vyvoj prodejniho chovani zakaznika, ktery zde blize rozvedeme na
prikladu reklamy na internetu. Na pocatku stoji moment zaujeti, upoutani pozornosti
odpovidajici cilové skupiny - v online prostiedi se jedna o bannery, odkazy ve
vyhledavaci nebo vhodny nadpis na webové strance. Déle jsou vyvoldvané zajem

a zvédavost, které naplni informace o produkty, tj. texty a vizualizace, v online
prostiedi funkce prokliku na dalsi informace. Nasleduje okamzik odhaleni, pro¢

po produktu touzit, vyvolavani potreby vlastnit nebo zkusit tento produkt, napf.
webova stranka konkretizuje a dUslednéji popisuje produkt, jehoz vybér doplhiuji
emoce nebo logické ddvody. Touha prerUsté k rozhodnuti zakoupit a nastavenim
pfijemné distribu¢ni a komunikaéni cesty o zékaznika nepfijdeme. Zde si promyslime
z pohledu zakaznika nastaveni a pohybovani se v e-shopu, tedy momenty, kde a jak
budeme predévat ndvodné instrukce ke koupi. Uspé&sény nakup nenechame zahélet,
komunikujeme se zdkaznikem ohledné jeho spokojenosti a motivujeme ho k dal$imu
nakupu.

Nabidka produktd na trhu je velmi Siroké a musime se prdbézné snazit o pozornost
potencidlniho zékaznika. Soustfedime se proto nejen na komunikaci s vefejnosti,
ale promyslime zpUsoby a uréujeme kandly, které budou informace o naSem
produktu poskytovat. Volené komunikaéni a propagacni aktivity jsou oznacovany
jako marketingovy komunikac¢ni mix. Kazda organizace si sklada vlastni komunikacni
mix z diléich marketingovych néastroj¥ (slozek), které budou napliovat zvolené
komunikaéni cile. Zékladni slozky marketingového komunikaéniho mixu predstavuij:

vztahy s verejnosti,
reklama,

pfimy marketing,
osobni prodej,
podpora prodeje.

Maji odlisné formy, obsahy i komunikaéni cesty, ale kdyz se vzajemné doplniuiji,
oslovi &irsi publikum - vice segmentd zdkaznikl. K dosaZeni svych cild organizace
kombinuje komunika&ni nastroje, u kterych zvazuje potenciél, efektivitu a naklady.

V prostredi internetu mdzeme najit jesté techniku virdiniho marketingu. Jedna se
o online predavani informaci o produktu mezi lidmi, které se siti bez nasi kontroly,

a to napriklad formou sdileni naseho sdéleni na socialnich sitich dalsimi uZivateli.

V marketingovém online i offline prostredi pro toto samovolné Sifeni informaci
pouzivame vyraz WOM (Word of Mouth - §eptanda). Iniciace Sifeni informace mUze
vzejit od nds samych nebo vznikne na zékladé spokojenosti zakaznikd.

Vztahy s vefejnosti uvadéné nejcastéji pod zkratkou PR (z angl. public relations)
slouzi k dlouhodobému a systematickému budovani dobrého jména produktu -
vyrobku, sluzby, znacky nebo organizace samé. U produktu se pfimo orientuji na
predstavovani dopliikovych sluzeb a inovaci, informovani vefejnosti o prohlubovani
spoluprace s partnery nebo s mistni komunitou, zddraziuji pfinos své ¢innosti nebo
Uspésné napliiovani cild organizace. B&Znymi ¢innostmi PR jsou vydavani vyroéni
zpravy, zasilani informacniho newsletteru, udrzovani aktivni komunikace na socialnich
sitich, aktualizace webovych stranek organizace a rozsifovani smluvniho mediélniho
partnerstvi.

Naopak krizové PR preménuje negativni postoje verfejnosti v pozitivni zaujeti.
Urcité jste zaslechli ndzor, Ze negativni reklama je také reklama. Plati to v§ak pouze
v piipadé, Ze jsme v rdmci nastroje vztahy s vefejnosti zaregistrovali a vysvétlujeme
vzniklou situaci, uvadime souvislosti.

Dlouhodobou aktivitou v rdmci PR je kontinualni publicita ve smyslu sifeni informaci
o nasi ¢innosti nebo produktech. V kulturni sféfe pracujeme na budovani jména
instituce i formou poradani putovnich vystav, prace s mistni komunitou ve verejném
prostoru nebo jako partnerska hostujici instituce. ROznorodé pdsobeni mimo objekt
organizace zapojujeme do komunikacnich strategii a k tomuto Ucelu slouzi zvolena
vizuélni identita - logo organizace, které pomaha oznacovat nasi ¢innost nebo
specifickou spolupraci.



DUlezitou ¢innosti PR je budovani vztahd s médii - novinafi, influencery a blogery,
ale také rozvoj spoluprace a komunikace smérem ke konkurenci. Osobni vztahy jsou
zékladni komunikacni technikou a doplfiuji je vefejné prezentace a tiskové materialy.
V kulture je bé&Znou praxi vydavat tiskovou zpravu k pofadané akci - vystave,
prednasce s vyznamnym umeélcem, uvadéni nového designového vyrobku apod.
Tiskova zpréva je pisemné sdéleni - idedlné o rozsahu jedné strany textu, pfipadné
mluvena zprava predavana formou usporadani tiskové konference, a to v pripadé
atraktivni nebo ddlezité zpravy z nasi ¢innosti. Vzajemnym dobrym vztahOm mezi
médii a organizaci prospiva pfichystani tzv. novinarského bali¢ku (press kit), kdy
text popisuje zameér a cil produktu, doplniuji jej komentare, vizudly a fotografie.

Mezi organizaci a médii je symbioticky vztah. Nebojte se byt iniciativni a nabizet
novinafdm rozhovor nebo osobni setkani pro pfipravu reportéze. Zajimavych
informaci média nemaiji nikdy dost.

Specifickou akci v oblasti uméni je vernisaz vystavy. Na tento typ akce je tfeba

si pfipravit fe¢ - prezentaci pro prichozi vefejnost. Hovofime zde nejen o naSem
produktu a jeho pfinosuy, ale ddvédme prostor nagim podporovateldm a sponzordm,
¢im scelujeme vzajemné vazby. Z oblasti designu se vam jisté vybavi nejvétsi
kazdoroc¢ni Ceska prehlidka Designblok, ktera je dnes povazovana za prestizni akci.
Ugast na designovém veletrhu napomaha jak za&inajicim, tak etablovanym zna&kam
budovat dobré jméno a informovat o novych produktech. Formatem konani Ize tento

typ akce zaradit i mezi podporu prodeje, nebot je spole¢enskou udalosti.

To, jak je organizace prezentovana verejnosti, mohou ovliviiovat i jeji zaméstnanci.
Spokojeni a motivovani pracovnici udrzuji dobré vztahy se zékazniky, a predevsim
ve sluzbéach piimo ovliviiuji jejich spokojenost a budouci loajalitu. Pokud organizace
sama realizuje akci pro své zaméstnance a stévajici nebo potencidlni zédkazniky,
mluvime o tzv. event marketingu. Skrze emocionalni zazitek divakd se pfedpoklada
posileni loajality ke zna¢ce nebo pozitivni vnimani organizace. V pfipadé verniséze se
jedné v eském prostiedi o moznost volného vstupu na vystavu, avSak limitovanou
davem Ucastnikd. Mélokdy se u nés pristupuje k vernisdzi pouze na pozvanky,

ale pokud se vydame touto cestou, mdze to byt specidlni vernisaz se zajimavou
nabidkou napfiklad pro nage donatory, kde se dotykdme jak podpory vztahd

s vefejnosti, tak oblasti fundraisingu.

V pripadé komunika¢niho nastroje podpora prodeje je produkt nejen predstavovan
cilovym skupinam, ale predevsim je vyhodné zpfistupnén publiku. Obsahuje tedy
motiva¢ni nastroje, a to vétsSinou kratkodobého charakteru. Tyto motivace zndme
pod pojmy sleva, darek, vzorek, ochutnavka, soutéz, hra, vérnostni program,
vyhodné cenové bali¢ky. Od podpory prodeje ocekavame narlst dlouhodobych
zékaznikd. Ale k podpote prodeje se vaze limitovani, tj. Casové uzaviené zvyhodnéni
spojené s okamzitym nakupem. Funguje totiz na bézi stimulu, kdy aktivizujeme
potteby zékaznikd a mOzeme pozorovat urcity nardst prodeje. Ale nevyplati se ndm
jako dlouhodobé cenova strategie.

Mezi aktivity podpory prodeje patfi i usporadani konference, prezentace na veletrhu
nebo konani seminére, které cili mimo jiné i na segment obchodnich partnerd nebo
donatord. Za podporu prodeje je povazovana déle komunikace v misté prodeje
nebo u partnerskych organizaci. Jedna se o materidly ve formé letakd ve stojanech,
informaéni brozury, plakaty, modely produktd, bannery na budové, videospoty nebo
jiné digitalni formaty.

V prostredi kulturnich organizaci evidujeme nejcastéji zvyhodnéni vstupného -
rizné cenové kategorie nebo moznost zakoupeni roéni vstupenky. U festivald je
pak bé&zné zahajeni véasného predprodeje vstupenek, nasledné vstupné mizeme
postupné zvedat a informovat o kone¢né Castce za pofrizeni vstupenky na misté,
na coz zareaguji potencidlni divaci svym chovanim - nakupem. V sektoru kulturniho
dédictvi je Casto vyuzivan systém sbéru navstév (napf. razitek na karty), kdy po
naplnéni uréitého poctu ndkupd ma zékaznik jeden nasledny vstup zdarma.

Reklama plni roli informacni, pfesvédcovaci, pfipominaci nebo konkurenéni, a je
postavena na placené, neosobni prezentaci produktu. Reklama dokaze zvySovat
povédomi o znacce nebo produktu, protoze komunikuje s velkym poctem lidi.
Jejim Ucelem je zviditelnéni, které probiha skrze zvolené médium, navrzenou formu
a pomoci obsahového sdéleni.

Podle sdé&lovacich prostiedkd rozlidujeme reklamu tiskovou (noviny, dasopisy), online,
televizni, rozhlasovou, umist&nou - tzv. product placement (sou&ast audiovizuélniho
dila - film, seridl), pohybujici se ve vefejném prostoru (chodici reklama, balony,
autobusy aj.) a vylepovou (billboard, plakatovaci plochy, stojany). Tyto reklamni
forméty pak nabizeji rozmanité komunikaéni prvky k sifeni jednosmérného sdéleni
smérem k potencidlnim nebo stévajicim zakaznikdm.

Kdyz o reklamé a jeji podobé rozhodujeme, zvaZzujeme pét uréujicich prvkd

(v marketingu ozna&ované jako pét M), tj. poslani (mission), penize/rozpocet
(money), sdéleni zobrazujici se skrze obraz a text (message), vybér médii (média)

a vyhodnoceni reklamni kampané (measurement), pfestoze je jeji Uspé&dnost obtizné
plné zméfit. Natasovani reklamy a délka trvani jsou nejddlezité&jdimi momenty
rozhodnuti o planované reklamni kampani. Navic by méla byt podporena, a tedy
dopInéna o dalsi komunika¢ni nastroj, abychom si jejich kombinaci zajistili vzajemnou
podporu a vyssi dopad zajmu publika.

Marketingovy nastroj oznacovany jako pfimy prodej funguje na principu pfimého
osloveni a o¢ekavané aktualni odezvy. Zamérfuje se na predem stanoveny segment
zékaznikd, a proto byva oznacovan jako cileny interaktivni marketingovy néastroj.
Otevird se ndm moznost personalizovat sdéleni a uzit komunikacni styl specifického
segmentu. Osloveni vybraného segmentu je neadresné, nedisponujeme jmény
konkrétnich osob, ale dokazeme identifikovat spolec¢né prvky, na kterych komunikaci
stavime. Vyhodou je ihned dostupné méreni Uspéchu a zajmu ze strany zakaznikd.

Katalogovy prodej je nejstarsi zaznamenanou formou pfimého prodeje. Nasledoval
zasilkovy prodej vybranym adresatdm, vkladana inzerce prostfednictvim

CasopisU a specialni stanky v obchodech nebo na jinych frekventovanych
mistech. S ndstupem novych technologii a online komunikace se rozvinuly formy
telemarketingu, teleshopingu, SMS marketingu, e-mail marketingu (direct mailing).

Kdyz pracujeme s databézi potencidlnich zakaznikd, jedna se o tzv. adresny pfimy
marketing. Zajimame se o potieby zékaznika, a abychom byli Uspésni, potifebujeme
kvalitni databazi informaci. Tento néstroj je v kulturni sféfe vyuzivan napfiklad

k budovani ¢lenské komunity a nasledné je uplatnén jako doplfiujici element
podpory prodeje.



Aktuélné hojné vyuzivanym a efektivnim nastrojem marketingové komunikace se
stala e-mailova kampan. Vyzaduje Cas a pripravenost. Direct mailing je financ¢né
narocny, pokud mame jiz vytvorenou databazi potencidlnich zékaznikd. Zaroven
potfebujeme-li ziskat nové zakazniky, oslovme je pres nase online platformy. Pokud
mame naptiklad stranku na socidlni siti a nasi ¢innost sleduje urcita komunita lidi,
iniciujme sbér jejich e-mailovych adres a pracujme na databézi, nasledné si pro
cilové segmenty zakaznikd pfipravme zajimavou nabidku. Pamatujme v8ak na platnou
legislativu - zakon o ochrané osobnich Udajd, ktery stanovuje prava a povinnosti
zpracovani citlivych Udajd, zakon o informacnich sluzbach, ktery nam uklada

normy chovani a stanovuje moznost odhlaseni z ndmi provadéného e-mailového
marketingu. Mezi vyhody online kampani patfi moznost vyhodnoceni rychlosti
reakce zdkaznikd na nasi nabidku a provedeni podrobnéjsi analyzy ziskanych
vysledkd.

Osobni prodej je postaven na bezprostfednim osobnim kontaktu, kdy v rémci
marketingové komunikace nazorné predstavujeme produkt, pfipadné jeho
dokumentaci a pfidruzené sluzby. Zastupce organizace (tzv. prodejce) pfedstavuje
potencialnimu zakaznikovi produkt, vlastni prezentaci jej presvédcuje o potfebnosti
produktu a motivuje jej ke koupi.

Za osobni prodej oznacujeme i situaci, kdy ukazujeme prdbéh realizace nebo
zpracovani produktu na zakézku. Jednoznac¢nou vyhodou je pfimy osobni kontakt,
kdy mUzeme reagovat na zékaznikovo chovani, jmenované potfeby, odpovidat

na polozené otazky. Mizeme uplatnit psychologické metody prodeje nebo skrze

osobni prodej aktivné rozvijet dlouhodobé vztahy se stavajicimi zékazniky.

Uspé&sné nastaveni marketingové komunikace se odviji nejen od vhodné kombinace
dostupnych nastroj, ale je doplnéno &tyfmi dovednostmi - zaujmout, naslouchat,
vypravét a vyhodnocovat. Uvazovani typu ,tohle déld konkurence, tak ja zacnu taky"
jiz nestaci, konkurence stavi na dlouhodobé komunikaci nebo tradici &i jiné vyhodé
na trhu, kterou si ziskala v prdbéhu své existence. Musime védét, pro¢ budeme
komunikovat vybranymi marketingovymi nastroji, za jakych podminek a kdo ma

0 nés veédét - promyslime marketingovou komunikaéni strategii. Nebojte se vytvofit
marketingovy komunikaéni plan a rozkli¢ovat komunikacni mix pro vas produkt.
Zorganizujte jeho naplnéni, stanovte dil¢i kroky a zodpovédné osoby k vytvoreni
komunikac¢nich forem a vyhodnotte Uspésnost strategie, protoze vlastni zkusenost
nas naudi nejvice.

Praktickd cviceni:

- Analyzujte komunikaéni mix své konkurence. Jaké nastroje
pouziva? Na jakém sdéleni stavi komunikacni potencial?
Ktera média o vasi konkurenci piSou nebo inzeruji?

- Navrhnéte vlastni komunikacni strategii a vhodny komunikaéni mix,
a to v souladu s marketingovou strategii a zvolenou segmentaci
zékaznikd.

Obr. 10
Rozsifeny komunika¢ni model AIDA+S
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Branding

Successful artists such as Andy Warhol, Richard
Prince or Jeff Koons used marketing tools as
strategic practice. They created a recognizable
look, name and style - in other words, a brand.
Successful artist can be thought of as brand
managers, actively engaged in developing, nur-
turing, and promoting themselves as recognizable
products in the competitive cultural sphere.

RESCH, 2018, p. 20

In the business and marketing environment, a brand is a comprehensive
multilayered identity of a tangible or intangible product. The process of building

a brand, the strategy behind it, and the use of the brand identity is called branding.
Brand itself then consists of the individual elements and signs determining its
significance. As Miroslav Petfi¢ek, a contemporary philosopher, says: “The meaning
of any character is determined by its function and place within the system”
(PETRICEK, 1997, p. 127). The uniform concept of a brand - the name - puts together
the characteristics, purpose, and quality.

The brand, its name and visualization, help us recognize the services, products, and
experience we seek on the market and navigates us in today's world overwhelmed
by products (for more information see the term positioning - a marketing

process focusing on the moments of targeted product awareness, including its
characteristics, by the customer). The brand carries the value, not only cultural, and
is linked to the commercial potential. Brand Valuation is based not only on money
but also on customer loyalty and satisfaction or its social responsibility. The value
of a brand thus grows through communication tools such as public relations,
advertising campaigns, long-term product quality, and customer care.

Whether we like it or not, we all, as consumers or creators, participate in shaping
the story of a brand. As consumers, we back up our favourite food, evaluate

the user experience of a system, use the same service again and again, and

share our enthusiasm with friends. When sending our CV, we identify ourselves as

a brand. To present ourselves favourably and to achieve good product sales, we
create a distinctive story, generate a product style, applying a tailor-made approach.

Historically, brand is perceived as an author's signature. Authorship was always
somehow expressed in culture but only after the development of crafts and
products, labels gained more importance. Originally, brand used to define

the authenticity of the work, but at the time of the global exchange of goods,
it determines the origin and uniqueness. The greatest development of brands
came with industrial production. Brands solve marketing differentiation -
product differentiation, when a brand needs to distinguish their products from
the competition.



Brand identity is not only the image but also the assigned characteristics,

the achievements built, and the audience reaction. It consists of the physical form,
values, and contexts, it takes into account market conditions and is displayed
through the name, logo, chosen colour, and design. Brand is sometimes used to
refer to the product itself, a brand may stand for an institution, may be perceived as
a symbol, may be personalized in order to refer to the organization's activity and its
output - products.

Let's take a look at an example, the Austrian Museum of Contemporary Art,
Kunsthaus Graz. In the historical centre of the city, a postmodern building of
biomorphic shape was built, causing controversial reactions already during
construction. Many referred to this building as an alien - an inappropriate thing

in the place. Even today, it still arouses dialogue and the mirror facade reflects

the world around, the same way as the fine art accommodated in this building.
The museum management and the city of Graz responded to the wave of criticism
with the marketing campaign “Friendly Alien". The museum accepted this label and
it became a part of its identity. Despite its original negative connotation, it informs
the public about its unique cultural programs prepared in the form of exhibitions,
workshops, or lectures, as well as the uniqueness of the building itself.

Today, marketing works more and more actively with storytelling - a story of a brand
linked to its legacy. "A brand is a sign - it carries meaning the same way as other
signs and signs systems: language, artwork, poem, road sign, (...)" (HRIVNAK,

p. 128. In: SMOLIKOVA, 2009). Brand management is not only about building

the brand and determining its meaning - the story it tells, but also about

the sequential management processes. It follows the subsequent brand
distribution - who tells their story to whom. For effective brand management and
planning, an approach of market mapping and recognition, analysis and verification
of the hypothesis is essential. These management processes are complemented
by creative thinking and brand design solutions.

Discussion topic:

- What is the most interesting and, in your opinion, well-known
and high-quality brand in the field of product or graphic design
(a designer, a studio, a product), contemporary visual art
(an author), and among institutions (an art museum, a centre,
an organization)? Try to specify the qualities of the brand.

Budovani znacky -
branding

Uspé&sni umélci jako Andy Warhol, Richard Prince
nebo Jeff Koons uzivali marketingové nastroje
jako strategicky postup. Vytvofili rozpoznatel-
ny vzhled, jméno a styl - jinymi slovy, znacku.
Uspésny umélec muizZe byt povazovan za mana-
zera znacCky, aktivné se podili na vyvoji, pecuje
o znacku a propaguje sebe sama jako konkrétni
produkt v konkurenéni kulturni sfére.

RESCH, 2018, s. 20, volné pfeloZzeno

V podnikatelském a marketingovém prostfedi vnimame znadéku (ang. brand) jako
ucelenou mnohovrstevnatou identitu hmotného nebo nehmotného produktu.
Jedna se o proces tvorby a uzivani identity znacky - pojmenovavame ho pomoci
anglického terminu branding (oznaduje strategii budovani znac¢ky). Znacku tvofi dil&i
prvky a dalsi ptiznaky uréujici vyznamovost; slovy sou¢asného filozofa Miroslava
Petficka: ,Vyznam jakéhokoliv znaku je ddn jeho funkci a mistem v systému”
(PETRICEK, 1997, s. 127). Pod jednotnym konceptem znadky - jménem - se vrstvi
charakteristiky, U&el a kvalita.

Sluzby, produkty, zazitky, které vyhledadvame na trhu, rozezndvame skrze
pojmenovani a vizualitu znacky, coZz ndm pomaha zorientovat se v sou¢asném,
produktové zahlceném svété (vice viz termin positioning - marketingovy proces
zaméreny na momenty cileného uvédomovani si produktu a jeho vlastnosti
zékaznikem). Znacka funguje jako nositel hodnoty, a to nejen té kulturni, je navazana
na obchodni potencidl. Ocenéni znacky nezavisi pouze na penézich, ale odviji se i od
vérnosti a spokojenosti zakaznikd nebo miry sociélni odpovédnosti. Hodnotu znacky
tedy posiluji komunikaéni nastroje, jako jsou vztahy s verfejnosti, reklamni kampané,
dlouhodoba kvalita produktu a péce o zdkaznika.

At chceme, nebo ne, vichni se podilime z pozice spotfebitele, pfipadné tvirce,

na utvéareni piibéhd znadek. Jako spotiebitelé fandime oblibenym potravindm,
hodnotime uzivatelské prostfedi systémU, opakované navstévujeme stejnou sluzbu
a sdilime své nadseni mezi pfateli. Kdyz rozesildame svUj Zivotopis, identifikujeme
sebe jako znacku. Délame to z ddvodu, abychom doséhli dobré prezentace

a prodeje produktu, vytvarime priznacny pribéh, generujeme styl produktuy, tzv.
Sijeme kabat na miru.

Historicky o znacce uvazujeme jako o autorském podpisu. V kulture od jejiho
pocéatku registrujeme vyjadreni autorstvi, ale teprve s rozvojem femesla a vyrobkd
nabyvéa oznaceni na dilezitosti. POvodné slouzily znacky k vymezeni autenticity
dila, ale v dobé globalni smény zboZi uréuji vlastni pOvod a jedinec¢nost. V dobé



prdmyslové vyroby dochézi k nejvétsimu rozvoji znacek. Znackou se fesi princip
marketingové diferenciace - rozdilnost produktu, kdy je tfeba viastni produkty odlisit
od konkurence.

Identita znadky nespodiva pouze v jeji tvafi (obraze), ale obsahuje pridélené
vlastnosti, budované danosti, reakci publika. Sklada se z fyzické podoby, hodnot,
kontexty, pfihlizi k trznim podminkam a zobrazuje se formou jména, loga, zvolené
barvy, designu. O zna¢ce nékdy hovofime jako o produktu samém, za znacku
oznacujeme instituci, znacku vnimame jako symbol nebo ji personalizujeme,
abychom vyznamové odkazovali na ¢innost organizace a jeji vystupy - produkty.

Uvedme si to na prikladu rakouského muzea souc¢asného uméni Kunsthaus Graz.
V historickém centru mésta vznikala postmoderni budova biomorfniho tvary,

ktera vyvolavala jiz v dobé své vystavby kontroverzni reakce. Mnozi tuto budovy
oznadovali za mimozemétana (Alien) - nepatfi¢nou véc na daném misté. Doposud
vyvolava dialogy a v zrcadlici fasddé se odrazi okolni svét, stejné jako se o to snazi
vytvarné uméni, které v budové naslo svij domov. Management muzea a mésto
Graz zareagovaly na vinu kritiky marketingovou kampani ,Friendly Alien" (pfatelsky
mimozemgtan). Ozna&eni muzeum uméni pfijalo a stalo se souéasti jeho identity.
Pres pUvodné negativni konotace se snazi informovat vefejnost jak o jedineénych
kulturnich programech, které pfipravuje v podobé vystav, workshopt, prednasek, tak
o unikatnosti budovy samé.

Marketing dnes pracuje stéle aktivnéji s vypravénim - pribéhem znacky, ktery

je navazan na jeji vyznamovy odkaz. ,Znacka je znak - je nosi¢em vyznamu

v podobném smyslu jako jiné znaky a znakové systémy: jazyk, vytvarné dilo, bdsen,
dopravni znadka (...)" (HRIVNAK, s. 128. In: SMOLIKOVA, 2009). A v marketingové
oblasti tzv. fizeni zna&ky (brand management) se soustfedime nejen na tvorbu
vyznamU znacky - o em vypravi, ale i na postupné procesy managementu.
Sledujeme naslednou distribuci zna¢ky - komu a kdy vyprévi svUj pfibéh. Pro
efektivni fizeni a planovani znacky plati pristup mapovani a poznani trhu, analyza

a ovéfeni hypotézy. Tyto procesy managementu dopliuje kreativni tvaréi mysleni

a reseni podoby znacky.

Diskuzni otdzka:

- Jakou znas nejzajimavéjsi a podle tvého nazoru znamou a kvalitni
znaéku (brand) v oboru produktového nebo grafického designu
(osobnost designéra, studio, produkt), souéasného vytvarného
uméni (osobnost autora) a v ramci institucionalniho zazemi
(muzeum uméni, centrum, organizace)? Pokus se specifikovat
kvality jmenované znacky.

Ethical approach in
management and
marketing

Ethics studies human intentions, actions, and
relationships in terms of their good or evil
consequences for a human as a unique
personality, for society, and for all the reality
a person encounters.

VANEK, 2010, p. 9

Ethical conduct is defined by the concept of good and evil. Our life experience
tells us what behaviour and actions are right. Ethics as a scientific discipline deals
with morality in society and the moral behaviour of man, all the life or professional
decisions of an individual based on their conscience. An organization can also

set up their ethical standards and approaches based on their experience;

the management can also make them a part of the code of ethics.

Many companies draw up a Code of Ethics for their employees to ensure
compliance with legal norms, the hierarchy of workplace relationships,
professional liability, and business ethics. Managerial ethics focuses not only

on ethical management methods but also on social responsibility. Today, most
companies and organizations are aware of their moral responsibility for instance to
the environment, or ethical behaviour during testing before a product is introduced
to the market. A business entity with ethical and responsible behaviour earns
respect. Certain customer groups are increasingly concerned about the practices
of the manufacturing industry and the consumer market and are demanding
information on the organisation’s ethical approach. Businesses thus set their
ethical standards that may also serve as general guidelines for the industry and its
development.

The Code of Ethics ensures suitable working conditions, increased productivity,
acquisition and retention of high-quality workers, or a positive image of

the organization's operation and conduct. "A Code of Ethics is meaningful if it goes
beyond the general ethical principles and is tailor-made to the specific needs

of the organization” (URBAN, 2011, online). For example, it provides principles

and guidelines concerning ethical dilemmas on and off the workplace during
representation, cooperation, sales paths. Do not forget that the Code of Ethics
should not complement important documents such as a strategic plan or working
instructions.



The issue of ethics is important not only for management itself but also when
setting up marketing strategies. Marketing ethics aim at moral and relevant dealing
with customers. It follows the standards of conduct during promotion processes
and communication with the public - referred to as media ethics and corporate
ethics. Media ethics deals with the violation of principles of decent communication
and visual display or the usage of inappropriate comparisons and social issues,
even if they pretend to be humorous (e.g. a poster from the festival Dzemfest
2016 portraying a very young pregnant girl naked with a caption saying - "Has she
been naughty? No, no. She just had fun at Dzemfest." - where the naked woman

is the attention-getter due to being naked in a situation, pregnancy, that does not
require it).

The business environment is often a source of difficult ethical dilemmas (KOTLER,
2003, p. 63). Companies must often choose between honesty or dishonesty,
violating their existing principles of behaviour, which might result in losing

the customer's trust in the future. We are now referring to situations such as
admitting the working conditions (e.g. Asian markets - using child labour in
production processes), fair-trade certification, the discovery of a defect during
sale (e.g. defective materials in children’s toys), or high-pressure selling methods
targeting specific groups of inhabitants counting on their inability to defend
themselves (e.g. personal sales in the form of presentations for seniors with
fraudulent discount techniques during purchase at the venue).

In a cultural environment, we encounter unethical practices in the art market, where
the price of a work is unnaturally influenced by resale within a small period of time
or an intermediary is used during the auction to increase the price.

Ethical dilemmas appear also in the production of contemporary art. Damien

Hirst's creation of a $12 million “stuffed shark” (The Physical Impossibility of Death
in the Mind of Someone Living, 1991, glass, steel, silicone, shark, 5% formaldehyde
solution, 213.4 x 6401 x 213.4 cm) sparked a discussion not only about how

the auction market works, but the author was also criticized by animal defenders,
as well as by many art historians. The arguments said that he is interested primarily
in the earnings, that he devalues contemporary art, and he is only repeating himself
without introducing something new. However, his first customer, Charles Saatchi,
was satisfied and made the role of the conceptual artist a part of the marketing
communication preparing the sale itself, which corresponds to the long-term
strategic concept and ‘ethical’ approach of the Saatchi auction house, which serves
as an intermediary for the customers - investors interested in art.

Discussion topics:

- Why the organization's ethical approach should be addressed
and possibly a code of ethics created?

- Can you find any other examples of marketing ethics violation
in your field? Explain why it was unethical.

Eticky pfristup
vV managementu
a marketingu

Etiku chapeme jako nauku o lidskych zamérech,

jednanich a vztazich z hlediska jejich dobrych

nebo zlych dUsledkd pro ¢lovéka jako jedine¢nou

osobnost, pro spolec¢nost jako celek i pro

veskerou skutecnost, s niz je Clovék v kontaktu.
VANEK, 2010, s. 9

Etické jednani je podminéno otdzkami dobra a zla. Diky nasi Zivotni zkuSenosti
dokazeme rozlisovat, jaké chovani a konani je spravné. Etika jako védni disciplina se
zaobird moralkou ve spolec¢nosti a moralnim chovanim &lovéka. V podstaté se jedna
o neustdla zivotni nebo profesni rozhodnuti jedince na zakladé viastniho svédomi.

| organizace mUZe na zakladé dosavadni zkusenosti stanovit etické normy a pfistupy,
jez mdzou byt v rdmci manaZerského fizeni zaneseny do tzv. etického kodexu
organizace.

Mnohé firmy sestavuji eticky kodex pro své zaméstnance, aby zajistily dodrzovani
pravnich norem, hierarchii pracovnich vztahU, profesni odpovédnost a obchodni
etiku. ManazZerska etika se orientuje nejen na etické zpUsoby Fizeni, ale také

na spolecenskou odpovédnost. V dnesnim svété si vétsina firem a organizaci
uvédomuje moralni odpovédnost napriklad vi¢&i zivotnimu prosttedi nebo etické
chovani béhem procesu testovani vyrobkd pred jejich uvedenim na trh. Respekt si
podnikatelsky subjekt zaslouzi etickym a zodpovédnym chovanim. Urcité skupiny
zékaznikd vnimaji stéle silnéji znepokojivé praktiky vyrobniho prdmyslu a spotfebniho
trhu a pozaduji informace o etickém pfistupu organizace. Obchodnici proto urcuji
etické standardy, které mohou poslouzit i jako obecné pokyny pro primysl a jeho
rozvo;.

Od etického kodexu mUzeme odekavat zajisténi vhodnych podminek pro praci

a zvySeni produktivity, ziskani a udrzeni si kvalitnich pracovnikd nebo pozitivni

vnéjsi obraz fungovani a jednani organizace. ,Eticky kodex organizace md vsak
smysl predevsim tehdy, jde-li nad rémec obecnych etickych zdsad a je ,Sity na

télo' konkrétnim potfebdm firmy" (URBAN, 2011, online). Poskytuje naptiklad zdsady
a navody pro feseni etickych dilemat na pracovisti i mimo néj béhem reprezentace,
navazovani spoluprace, cest prodeje. Pamatujme si, ze eticky kodex nema doplriovat
dUlezité dokumenty, jako jsou strategicky plan nebo pracovni nadvody.



Otézky etiky se dotykaji nejen prostifedi managementu, ale ddlezitou pozici

zaujimaji i béhem formovani marketingovych strategii. Marketingova etika cili na
moralni a relevantni jednani se zékazniky. Ridi se standardy chovani béhem procest
propagace a komunikace s vefejnosti - pro rozliSeni je oznacujeme jako medialni
etiku a firemni etiku. Medialni etika sleduje principy slusné komunikace a vizualniho
zobrazovani nebo vyuzivani nevhodnych pfirovnani ¢i spole¢enské problémy,

i kdyZz se né&kdy zaobaluji do radoby humoru (napt. plakat festivalu Dzemfest 2016
zobrazujici velmi mladou, nahou téhotnou divku s titulkem - ,Zlobila? Ne, ne. Jen se
na Dzemfestu dobfe bavila." - nahé Zena upoutéva pozornost v t&hotenstvi, v situaci,
kterd nevyzaduje nahotu).

Podnikatelské prostfedi vytvaii mnohdy obtizna eticka dilemata (KOTLER, 2003,

s. 63). Firmy jsou Casto postaveny pfed rozhodnuti vybrat si mezi Cestnym
pfistupem, nebo naopak nec¢estnym jednanim, kdy porusi dosavadni principy
chovani, pficemz mohou v budoucnu ztratit ddvéru svych zékaznikd. Méme ted

na mysli situace jako pfiznani podminek prace (napf. asijské trhy - vyuZiti podilu
détské prace ve vyrobnich procesech), fair-trade certifikace, objeveni vady b&hem
prodeje (zdvadné materidly u d&tskych hratek apod.) nebo natlakovy prodej cileny
na specifické skupiny obyvatel, kde je poditano s tim, Ze se nemohou branit (napf.
osobni prodej formou prezentace pro seniory s podvodnymi technikami slev béhem
nékupu v misté konani).

V kulturnim prostredi potkdvame neetické praktiky na trhu s uménim, kdy je nasilné
ovliviiovana cena dila pfeprodejem v malém casovém rozmezi nebo je béhem aukce
vyuzito prostfednika pro navySovani ceny.

| pfi samotné produkci soucasného vytvarného uméni se potkavame s etickymi
dilematy. Kdyz Damien Hirst vytvofil ,vycpaného Zraloka" za 12 miliéond dolar(
(Fyzick& nemoZnost smrti v mysli nékoho Zivého, 1991, sklo, ocel, silikon, Zralok,

5% roztok formaldehydu, 213,4 x 640,1 x 213,4 cm), rozvitil diskuzi nejen o tom, jak
funguje aukéni trh, ale kritizovali ho ochranci zvitat, stejné jako fada kunsthistorikd.
Zaznivaly argumenty, ze hledi pfedevsim na vydélek, Ze devalvuje sou¢asné umeéni
a nepfichazi s ni¢im novym, Ze jeho tvorba cykli. Jeho prvni zdkaznik Charles
Saatchi v8ak byl spokojeny a roli konceptuélniho umélce zapojil do marketingové
komunikace pripravujici samotny prodej, coz odpovida dlouhodobé strategické
koncepci a ,etickému” pfistupu aukéni siné Saatchi, kterad zprostiedkovava uméni
zékaznikdm - investordm.
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