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ANGAZOVANOST ZAKAZNiKOV NA DIVADELNOM TRHU
V CESKEJ REPUBLIKE

CUSTOMER ENGAGEMENT IN THE THEATER MARKET
IN THE CZECH REPUBLIC

Katarina Seifriedova

Abstrakt: Uloha interpersondineho vplyvu je v oblasti marketingu coraz
diskutovanejsia. Referencné skupiny maju vplyv na rozhodovaci proces
a ndkupné sprdvanie inych oséb. Toto skuma model angaZzovanosti zdkaznika,
ktory pozostdva zo Styroch oblasti. Je nimi obhajoba, pomoc, spdtnd vézba
a tolerancia. Cielom tejto vedeckej state je zistit, akd je angaZovanost
zGkaznikov na divadelnom trhu v Ceskej republike a &i existuju vyznamné
rozdiely medzi sprdvanim muZov a Zien. Bol uskutocneny kvantitativny vyskum
pomocou online dopytovania a vyberovy subor zahrrial 308 respondentov, ktori
boli vyvdZeni podla pohlavia, aby reprezentovali struktiru obyvatelov v Ceskej
republike. Zistilo sa, Ze zdkaznici vykazuju pomerne vysoku tendenciu
k obhajobe divadla a predstaveni, ktoré sa im pdcia a su tolerantni voci
ich nedostatkom. Naopak neangaZuju sa v poskytovani spétnej vizby
a k poskytnutiu pomoci inym ndvstevnikom divadiel.

Klucové slovd: angaZovanost zdkaznika; divadelny trh; referencné skupiny;
kvantitativny vyskum;

Abstract: The role of interpersonal influence is increasingly discussed
in marketing. Reference groups influence the decision-making process and
purchasing behavior of other people. This examines the customer engagement
model, which consists of four areas. They are called defense, help, feedback and
tolerance. The aim of this scientific paper is to find out what the engagement of
customers in the theater market in the Czech Republic is and whether there are
significant differences between the behavior of men and women. Quantitative
research was conducted using online survey and the sample included 308
respondents who were gender-balanced to represent the structure of the
population in the Czech Republic. It has been found that customers show
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a relatively high tendency to defend the theaters and performances that they
like and that they are tolerant of their shortcomings. On the contrary, they
do not engage in providing feedback or help to other theater goers.

Keywords: customer engagement; theater market; reference groups;
quantitative research

JEL klasifikace: C10; M30; M31; Z10

1 UvoD

V poslednych dekddach je moZné viac ako kedykolvek predtym vnimat vplyv
réznych osdb na sprdvanie inych [udi. Toto spravanie pomenovavaju pojmy
ako ,opinion leader” alebo ,influencer” no snad najstar$im pomenovanim je
oznacenie ,referenénd skupina“. Vyskum socidlneho a interpersonalneho
vplyvu zapocal Hyman (1942), ktory ako prvy pouzil pojem ,referencna
skupina®, ked'sa pytal respondentov na to, s ktorymi osobami alebo skupinami
0s6b sa stotoznuju. Vplyv referenénych skupinach odvtedy skimalo mnoho
autorov. Podla Kotler a Armstrong (2017) referencéné skupiny urlitej osoby
pozostavaju zo vSetkych skupin, ktoré maju priamy (osobny) alebo nepriamy
vplyv na nazory konkrétnej osoby alebo to, ako sa sprava. Young et al. (2007)
o nich hovori ako o skupinach, ktoré usmernuju spotrebitelské spravanie
jednotlivca.

Referencnu skupinu mézu predstavovat aj zakaznici, ktori maju uz skusenost
s konkrétnou sluzbou alebo produktom. Ti sU pre inych spotrebitelov cennym
zdrojom informacii a mézu pomocou tzv. WOM (Word-of-Mouth) Sirit svoju
skdsenost dalej. Prave tieto osoby suU preto velmi uZitoéné pre mnohé
organizacie a znacky, kedZe mézu byt elementom, ktori presvedci dalsie osoby
k vyskusaniu produktu alebo sluzby. Zaroven ale funguju aj v opacnom smere
a mbzu od vyuzitia produktu alebo sluzby iné osoby aj odradit.

Tato vedecka stat nadvazuje na predchadzajluce vyskumy autorky (Rebrosova,
2017; Rebrodova, 2018; Seifriedova, 2019), ktoré skimali divadelny trh v Ceskej
republike a vplyv referenénych skupin na tomto trhu. Cieflom state je zistit,
akd je angaZovanost zdkaznikov na divadelnom trhu v Ceskej republike.
Kultirny sektor je Specifickou oblastou, v ktorej moze mat angazovanost
navstevnikov znacny efekt na ich okolie. KedZe navstevu divadla radime medzi
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volnocasové aktivity, kladnd recenzia navstevnikov divadla méze prildkat dalsie
osoby, aby divadlo resp. divadelné predstavenie navstivili. KedZe vyskum
prebehol pred zaciatkom pandémie COVID-19, tato stat je taktiez zakladriou
pre porovnanie zmeny v angazovanosti, ktora prebehla pod vplyvom pandémie.
Pomocou modelu CCB bolo skimané napriklad to, ¢i maju zakaznici sklon podat
kladnu alebo aj zapornu recenziu inym spotrebitelom na tomto trhu a ¢i svoje
dojmy z uskutocnenej sluzby zdielaju so zamestnancami organizacie. Cielom
bolo zistit aj to, Ci existuju vyznamné rozdiely v angazovanosti muzov a Zien.

2 DIVADELNY TRH V CESKEJ REPUBLIKE

Divadelny systém v Ceskej republike je $trukturovany a Statisticky sledovany
ako siet verejnych divadiel, neziskovej sféry a podnikatelského segmentu.
Pri medzironom porovnani vysledkov je moZzné konstatovat, Ze od roku 2003
narastd pocet divadiel, az na roky 2013 a 2014, kedy tento pocet stagnoval.
Divadld maju pomerne dobré podmienky na fungovanie, kedZe je dostupné
financovanie zviacerych finanénych zdrojov ato znatne pomaha rozvoju
divadelnej sféry. (NIPOS, 2019).

Pocet navstevnikov divadiel taktiez narasta, aj ked medzi rokmi 2017 a 2018 bol
prepad v ndvstevnosti zhruba o 3000 navstevnikov. Celkovo je moZné povedat,
Ze navsteva divadelnych predstaveni sa stava c¢oraz populdrnejSou
volnocasovou aktivitou pre rézne vekové kategodrie. Tomu urCite pomaha
aj rozsirovanie divadelnej tvorby v podobe rbéznych alternativnych Zanrov
a modernych divadelnych predstaveni, ktoré sa zameriavaju na cloveka
21. storocia (NIPQOS, 2019).

3 ANGAZOVANOST ZAKAZNIKA

Angazovanost zakaznikov skima napriklad model CCB* resp. CEB?. V preklade
je mozné hovorit o modely angazovanosti alebo zapojenia zdkaznika. Skima
konkrétne zapojenie zakaznika do diania danej organizicie. Tento model
zaviedol Organ (1988), no vzmysle vztahu zamestnanca a firmy. Neskor
sa model dostal do oblasti marketingu a pomenovava jav, kedy zakaznik
vykazuje spravanie, ktoré je uzito¢né pre inych spotrebitelov a aj pre samotnu

17 anglického Customer Citizenship Behaviour
27 anglického Customer Engagement Behaviour
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firmu a toto spravanie je dobrovolné (Tonder et al., 2018). Zaroven nie je
potrebné na UspeSnu vyrobu a dodanie sluzby, ale ide o celkovd pomoc
organizacii, ktora spotrebitefom poskytuje nejaké statky, ¢i uZz hmotné
alebo nehmotné (Choi aLotz, 2018). Toto spravanie ide podla van Doorn
et al. (2010) nad ramec transakcii a m6zu byt konkrétne definované ako prejavy
spravania zakaznikov, ktoré su zamerané na organizaciu alebo firmu. Prejavy
spravania mozu byt pozitivne aj negativne.

Na trhu moéZu zdkaznici svojim spravanim casto pomahat zamestnancom
alebo aj inym zdkaznikom. Mo6Zu im poskytovat napady a zlepSovat vykon,
popripade kvalitu sluzieb atiez m6ézu odporucit poskytovatela sluzieb inym
spotrebitelom (Choi a Lotz, 2018).

Model sa celkovo sklada zo Styroch Casti. Patri medzi nich obhajoba, pomoc,
spatnd vdzba a tolerancia. Kazda z tychto Casti pozostdva z niekolkych tvrdeni,
ktoré sleduju konkrétne spravanie zakaznikov. Tabulka ¢. 1 zndzornuje tieto
tvrdenia, pricom ich znenie bolo upravené pre potreby vyskumu na divadelnom
trhu. Oznaclenie tvrdeni je odvodené od prvého pismena casti modelu,
do ktorej patri (tzn. O-obhajoba, P-pomoc, S-spatna vazba, T-tolerancia).

Tabulka 1: Model angazovanosti zakaznika na divadelnom trhu

Oznacenie  Tvrdenie

01 O divadle, ktoré navstevujem sa vyjadrujem pozitivne pred inymi
osobami.

02 Divadelné predstavenia, ktoré sa mi pdacia, odporucam svojim
znamym.

03 Presvied¢am priatelov a zndmych, aby navstivili divadelné
predstavenie, kde idem aj ja.

P1 Snazim sa usmernit ostatnych ludi, ako sa v divadle spravat.

P2 Pomaham inym ludom, ked nevedia, aké predstavenie si maju vybrat.

P3 Ked ma niekto z navstevnikov divadelného predstavenia problém,
snazim sa mu pomact.

S1 Ked mam podnet k zlepSeniu sluZieb divadla, nevdham ho oznamit
zamestnancom divadla.

S2 Ked sa mi divadelné predstavenie nepdci, napisem to na socidlne
média.

S3 Ked som spokojny s konkrétnym divadelnym predstavenim, dam to
vediet okoliu cez socidlne média.

T1 Pokial sluzby divadla nesplfiaju Uplne moje predstavy, snazim sa s tym
zmierit.

www.sting.cz/acta_sting
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T2 Pokial predstavenie nenaplni Uplne moje ocakavania, snazim sa byt
tolerantny, nie vietko sa musi vietkym pacit.
T3 Pokial musim dlhsie ¢akat, kym zacne divadelné predstavenie,

snazim sa adaptovat na novu situdciu v pokoji.

Zdroj: vlastny

3.1 Obhajoba

Tato cast sa tyka odporucania sluzby, organizacie celkovo alebo nejakého
konkrétneho zamestnanca inym osobam (Groth et al., 2004). Napriklad mdze
ist o odporucanie rodine, priatefom alebo zndmym. Obhajoba organizacie
pred inymi osobami suvisi s vytvaranim spolo¢nej hodnoty a naznacuje
tieZ lojalitu k organizacii a propagaciu jej zaujmov za hranicami individualneho
zakaznika. Obhajoba prostrednictvom pozitivneho slovného hodnotenia ¢asto
vyrazne prispieva k rozvoju pozitivnej reputdcie firmy, propagacie firmy,
k vy$Siemu hodnoteniu kvality sluZieb a zvacSovaniu zakaznickej zakladne
(Yia Gong, 2013).

3.2 Pomoc

Pomoc sa vztahuje na sprdvanie zakaznikov zamerané na pomahanie inym
osobam. V procese spolocného vytvdrania sluzieb zdkaznici zvy¢ajne priamo
pomahaju inym osobam skor ako zamestnanci. Je to ztoho dbévodu,
Ze zamestnanci maju striktne definované role spravania, ktorych sa drzia
a v pripade vzniku problému zakaznika reaguju ¢asto spontannejsie ini zakaznici
(Yi aGong, 2013). MoéZe ist o pomahanie v mieste poskytovania sluzby,
aleimimo neho. To mbze byt realizované tiez poskytnutim informacii
alebo poskytnutim relevantného telefénneho ¢isla (Assiouras et al., 2019).

3.3 Spéatna vazba

Spéatna vazba obsahuje vyZiadané a nevyZiadané informacie
alebo konstruktivne ndpady, ktoré zakaznici poskytuju zamestnancom
a ktoré pomahaju zamestnancom a firme zlepSovat proces poskytovania
sluZieb z dlhodobého hladiska. Zakaznici su tak v jedine¢nej pozicii poskytovat
poradenstvo a navrhy na zlepSenie zamestnancom, pretoze maju so sluzbou
znacné skusenosti asu jej prijimatelmi. Aj ked spatnd vdzba moze byt
pre zamestnancov velmi hodnotnd, je nutné pocitat stym, Ze nie je vidy
predpokladom k Uspechu sluzby (Choi a Lotz, 2018).
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3.4 Tolerancia

Tolerancia znamené ochotu zakaznika byt trpezlivy, ked dodanie sluzby nesplfia
jeho ocakavania alebo ako uviedol Assiouras et al. (2019), ked dokonca
dochdadza k jej Uplnému zlyhaniu. Mdze ist napriklad o oneskorenie sluzby alebo
nenaplnenie predstavy vybavenia. Zlyhanie sluzby je jednou z najcastejsich
pricin na zmenu poskytovatela sluzby. Takéto nedostatky poskodzuju podiel
na trhu a ziskovost firmy. Tolerancia zakaznika je teda v tomto pripade tym,
¢o mdzie zamedzit takymto stratam (Yi a Gong, 2013).

4 METODIKA VYSKUMU

Naplnenie ciela bolo zabezpelené pomocou kvantitativneho vyskumu, ktory
zahfnal zber dat online dopytovanim. Tento sp6sob bol vybrany najma kvoli
moznosti rychleho vyplnenia alepSiemu zastihnutiu respondentov napriec
celou Ceskou republikou. Respondenti mohli taktie? v pokoji porozmyslat
nad znenim otdzok aich zodpovedanim. Dotaznik pozostdval z viacerych
otazok, no pre Ucely tejto state je klucova postojova otdzka, ktora sa dopytovala
na mieru suhlasu respondentov s tvrdeniami, ktoré su uvedené v tabulke
¢.1. Zvy$né otdzky dotaznika nie su v tejto stati uvedené, kedZe sa priamo
netykaju angaZovanosti ndavStevnikov asu zaroven predmetom inych
vyskumov. Bola vyuZita Likertova Skala od 1 do 7, kde 1 znamenalo Uplny suhlas
a 7 uplny nesuhlas. Pred samotnym zahdjenim zberu dat prebehla pilotaz,
ktorej sa zucastnilo 5 os6éb. Boli tak odstranené este drobné gramatické
a vyznamové nedostatky. Zber dat prebehol vjanuari 2020 a dotaznik
bol vytvoreny pomocou sluzby Google Formes.

4.1 Zakladny a vyberovy subor

Zakladny subor pozostava z obyvatelov Ceskej republiky, ktori tu maju trvaly
pobyt aktori navstevuju divadelné predstavenia. Pre vyber vhodnych
respondentov bola zvolend metéda vhodného Usudku, ktord spocivala
v umiestneni online dotazniku v skupinach na socidlnych sietach, na ktorych
autorka predpokladala pdsobenie relevantnych osdb pre vyskum. Slo o skupiny,
ktoré sa zoberaju kulturou a divadlom. Zaroven bola pre vyberovy sibor uréena
podmienka, Ze jeho ¢lenovia museli navstivit divadlo za posledné dva roky
aspon jedenkrat. Podmienka bola zvolena na zdklade situacie na divadelnom
trhu za posledné obdobie, kedy koronavirovd pandémia spdsobila zrusenie

www.sting.cz/acta_sting

11



https://www.sting.cz/acta_sting/

ACTA STING, 4/2021, vol. 10, ISSN 1805-6873

predstaveni a nebolo mozné divadlo navstevovat. Vyberovy subor napokon
obsahoval 308 respondentov.

KedZe nie je zndma $truktdra navitevnikov divadelného trhu v Ceskej republike,
rozhodla sa autorka aspof zmiernit nerovnomerné zastupenie respondentov
podla pohlavia vo vyberovom stbore. Statistické data o navitevnikoch divadiel
berl do Uvahy aj opakovanu navstevu divadla, preto nie je moZné bliZsie
definovat, kolko obyvatelov Ceskej republiky divadlo navitevuje. Bolo preto
vyuZité vyvazenie vyberového suboru tak, Ze odrazal pomer muZov a Zien
v Ceskej republike. K 31.12.2018 bolo v Ceskej republike 50,8 % muZov a 49,2
% zien (Cesky statisticky Urad, 2019). Vyberovy subor viak obsahoval 27,3 %
muZov a 72,7 % Zien. Boli preto stanovené vahy (Tabulka 2) a data boli vyvazené
pomocou softwaru SPSS. Vahy boli zistené jednoduchym vypoctom, v ktorom
bolo redlne relativne zastUpenie daného pohlavia vydelené relativnym
zastupenim daného pohlavia vo vyberovom subore. V dalSej analyze
sa pracovalo s vyvazenymi datami.

Tabulka 2: Hodnoty vah

Vahy — Zeny Vahy - MuZi
0,69 1,80

Zdroj: vlastny

4.2 Postup a metddy analyzy

Po zbere dat bola vytvorena datova matica v programe MS Excel, ktord bola
nasledne vloZena do programu IBM SPSS. Data boli vyvaZené podla pohlavia,
ako je uvedené vkapitole 3.1. Nasledne bola vyhodnotend vSeobecna
angazovanost tym, Ze boli zistené priemerné hodnoty suhlasu s tvrdeniami.
Priemerné hodnoty boli prepocitané na mieru sthlasu podla vzorca 1

(1)

kde MS je vypocitand miera suhlasu (uvadza sa v %),
n je pocet odpovedi na Skale,

x je priemerna hodnota suhlasu s tvrdenim.

www.sting.cz/acta_sting



https://www.sting.cz/acta_sting/

ACTA STING, 4/2021, vol. 10, ISSN 1805-6873

V dalSom kroku bol skimany vplyv pohlavia na angaZovanost ndavstevnikov
divadla. Bolo vyuzité Statistické testovanie pomocou testu ANOVA. Pri teste
bola pouzita hladina signifikancie 0,05. Test ANOVA testuje zhodu strednych
hodnbt v skupinach vytvorenych na zaklade kategérii vysvetlujucej premenne;.
V analyze tento test skima rozdiely priemerov sledovanej zavislej premennej
medzi skupinami (Hendl, 2015; Rezankova, 2011).

5 VYSLEDKY ANALYZY

5.1 VSeobecna angazovanost

Z vysledkov analyzy je vidiet, ze u jednotlivych tvrdeni mozno vidiet pomerne
velké rozdiely. Tak isto pri pohlade na jednotlivé ¢asti modelu angaZovanosti
vidiet aj rozdiel medzi samotnymi oblastami modelu. Miera suhlasu tvrdeni je
k dispozicii v tabulke 3.

Najvyssia miera suhlasu je zaznamenanad u tvrdenia, ktoré hovori, Ze spotrebitel
odporuca svojim znamym divadelné predstavenia, ktoré sa mu pacia. Miera
suhlasu tu dosiahla hodnotu az 87,7 %. Vysoku mieru suhlasu dosiahli aj dalSie
tri tvrdenia. Na zdklade nich mb6zeme povedat, Ze pokial musia spotrebitelia
dlhsie ¢akat na zaciatok predstavenia, su voli tomu tolerantni (miera suhlasu
78,8 %), vyjadruju sa pred inymi osobami pozitivne o divadle, ktoré navstevuju
(miera suhlasu 77,2 %) atiez su tolerantni voci tomu, ked divadelné
predstavenie nesplni Uplne ich o¢akdvania (miera suhlasu 76,1%).

Z tychto hodnoét je mozné usudit, Ze zdkaznici, ako referenéna skupina
pre svojich znamych a priatelov, zohrdvaju na divadelnom trhu podstatnu
ulohu. Tak isto je pozitivhou spravou pre divadelné organizacie, ze zakaznici
vykazuju pomerne vysokU mieru tolerancie voci pripadnym nedostatkom
sluzby.

www.sting.cz/acta_sting
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Tabulka 3: VSeobecna angaZovanost

Tvrdenie Miera
suhlasu
01 - O divadle, ktoré navstevujem sa vyjadrujem pozitivne pred 279 %
inymi osobami. ’
02 - Divadelné predstavenia, ktoré sa mi pacia, odporucam svojim 877 %
znamym. ’
O3 - Presvied€am priatelov a znamych, aby navstivili divadelné 522 %
predstavenie, kde idem aj ja. ’
P1 - Snazim sa usmernit ostatnych ludi, ako sa v divadle spravat. 41,6 %
P2 - Pomaham inym ludom, ked nevedia, aké predstavenie si maju 540 %
vybrat. ’
P3 - Ked'ma niekto z ndvstevnikov divadelného predstavenia 539%
problém, snazim sa mu pomaéct. ’
S1 - Ked'mam podnet k zlepsSeniu sluzieb divadla, nevdham ho 3749
ozndmit zamestnancom divadla. ’
S2 - Ked'sa mi divadelné predstavenie nepaci, napisem to na
. s 23,9%
socidlne média.
S3 - Ked som spokojny s konkrétnym divadelnym predstavenim,
. - . . - 373%
dam to vediet okoliu cez socidlne média.
T1 - Pokial sluzby divadla nespliiaju Gplne moje predstavy, snazim 620%
sa s tym zmierit. ’
T2 - Pokial predstavenie nenaplni Uplne moje ocakdvania, snazim 761 %
sa byt tolerantny, nie vietko sa musi vietkym pacit. ’
T3 - Pokial musim dlhsie ¢akat, kym zacne divadelné predstavenie, 78.8 %

snazim sa adaptovat na novu situdciu v pokoji.

Zdroj: vlastny

Naopak najmensiu mieru sthlasu mézeme vidiet u tvrdenia, ktoré popisuje,
Ze ked sa navstevnikovi divadla nepaci divadelné predstavenie, napise
to na socidlne siete. Miera suhlasu je 23,9 %, Co znamena, Ze ked' sa zakaznikom
nieCo nepaci, nejdu sa hned podelit o svoj negativny nazor alebo skidsenost
na socialne siete. Aj toto je znakom istej tolerancie. Zaroven to ale mdze
znamenat istd laxnost vocli davaniu spatnej vazby. To mdze viest k tomu,
Ze sa kvalita sluzieb mbze zhorSovat bez toho, aby otom divadlo vedelo
a mohlo s nimi nieco robit.

Pri pohlade na tvrdenia, ktoré su zaradené v modely angazovanosti pod cast
,Pomoc”vidime, Ze miera suhlasu sa tu pohybuje okolo hranice 50 %. Zakaznici
na divadelnom trhu nevykazuju znaky toho, Ze by iniciovali pomoc inym
osobam sami, ale je pravdepodobné, Ze pomdhaju ausmernuju inych
zdkaznikov az vtedy, ked'ich o to poZiadaju.
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5.2 AngaZovanost vzhfadom na pohlavie

V dalej ¢asti analyzy bola skimana angaZovanost vzhladom na pohlavie. Test
ANOVA odhalil vyznamné Statistické rozdiely utroch tvrdeni, konkrétne
ide tvrdenia s oznacenim 02, P3, S3 (vyznam tvrdeni je uvedeny v tabulke 1).
Mieru suhlasu s tvrdeniami Zien a muzov a tiez hodnoty signifikancie je mozné
vidiet v tabulke 4.

U vSetkych troch tvrdeni Zeny prejavuju vyssiu mieru suhlasu ako muzi.
Tvrdenie soznacenim 02 opisuje, Ze spotrebitel odporuca divadelné
predstavenia, ktoré sa mu pacia, svojim blizkym. S tvrdenim sa viac stotozriuju
Zeny, kedZe ich miera suhlasu je az 91,1 %. Je nutné vSak povedat, Ze aj muZi
prejavuju s tvrdenim znacnu mieru suhlasu. Tvrdenie P3 znamenad, ze ked ma
niekto v divadle problém, spotrebitel sa mu snazi pomoct. Zeny su aktivnejsie
a ochotnejsie navstevnikom divadla poméct srieSenim problému (miera
suhlasu 64,0 %). Posledné tvrdenie so signifikantnym rozdielom medzi
pohlavim hovori, Ze ked je spotrebitel spokojny s divadelnym predstavenim
a pacilo sa mu, rad to okoliu povie cez sociadlne siete. Aj tu Zeny dominuju (miera
suhlasu 46,4 %). Miera suhlasu medzi muzmi vola len 27,8 % a teda muZi svoju
spokojnost s divadlom referujd na socialnych sietach len velmi mdlo.

Tabul’ka 4: AngaZovanost’ vzh’adom na pohlavie

Tvrdenie Miera sthlasu - Miera sthlasu - Signifikancia
Zeny MuZzi
01 79,8 % 74,6 % 0,159
02 91,1% 84,1 % 0,032
03 51,2 % 53,2 % 0,705
P1 46,1 % 36,9 % 0,118
P2 58,3 % 50,0 % 0,115
P3 64,0 % 53,6 % 0,043
S1 39,4 % 35,3% 0,424
S2 24,7 % 23,0% 0,731
S3 46,4 % 27,8 % 0,002
T1 59,8 % 64,3 % 0,285
T2 78,0 % 74,2 % 0,315
T3 81,0 % 76,6 % 0,239

Zdroj: vlastny
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6 DISKUSIA

Vysledky analyzy ukazali, e na divadelnom trhu v Ceskej republike mozno
sledovat angaZovanost zakaznikov. Podla modelu CEB bola najvacsia
angazovanost  zaznamenana voblasti ,Obhajoba” a ,Tolerancia”.
To ze zakaznici vykazuju ochotu podelit sa so svojou dobrou skusenostou
s navstevou divadla, mbéze inym osobam poméct s prekonanim nakupného
rizika, ktoré pocituju. Napriklad Kay, Polonsky a Wong (2012) hovoria o tom,
Ze navsteva divadla je spata s neistotou a rizikom. Zakaznik nevie ako sluzba
prebehne aci sa mu bude predstavenie pacit. Do toho vstupuju dalSie
premenné, ktoré treba pred ndvsStevou divadla zvazit. Moze ist o cenu
vstupeniek, naroky na ¢as, prekonanie dojazdovej vzdialenosti a podobne.

Osobné referencéné skupiny sa aj na divadelnom trhu ukazali vdaka
tejto vedeckej stati podstatné. Ich vplyv skimalo uZ mnoistvo autorov
na réznych trhoch. Napriklad Fernandes a Londhe (2015) hovoria o tom,
Ze na zeny ma velky vplyv hlavne rodina a partneri.

Divadla by mali vo svojej marketingovej komunikacii pracovat prave s faktom,
Ze ich navstevnici sa radi podelia o pozitivhu recenziu. Mohli by ndvstevnikov
motivovat k zdielaniu nazorov na socialnych sietach alebo ich podporit v tom,
aby komentovali prispevky na socidlnych sietach divadiel, ktoré sa tykaju
predstaveni, ktoré sa im pacili.

Vysledky ukazali, Ze na ¢eskom divadelnom trhu nie su zdkaznici eSte velmi
zvyknuti ddvat spatnu vazbu divadldm a ich zamestnancom a to ani pomocou
socidlnych sieti. Netreba vSak zabudat, Ze prave spatnd vazba mdZe byt
zaujimavym zdrojom dat a ndametov na zlepSenie. Divadla by preto mohli
do svojich procesov viac zapojit metddy, akymi zistovat spokojnost,
nespokojnost alebo nazory zakaznikov. V praxi sa Casto vyuZivaju metddy
ako napriklad systém priani a staznosti, mystery shopping, rozne formy
dopytovania, popripade analyza stratenych zakaznikov (Kotler, 2007; Kozel
et al.,, 2011).

Co sa tyka rozdielov medzi pohlavim, tak vysledky kopiruju vieobecnu
angaZovanost. Zeny viak preukazali va¢si zdujem o odporucenie divadelného
predstavenia, ktoré sa im pacilo ato aj pomocou socidlnych sieti.
Tiez sU ochotnejsie pomoct inym navstevnikom divadla.
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Tato stat ma isté limitacie, konkrétne ide o o moZzny nepomer v zastupeni
jednotlivych vekovych kategorii, kedZe vek nebol stanoveny ako kvota
v kvotnom vybere, Rozdiely medzi angaZovanostou navstevnikov roznych
vekovych generacii mozu tak byt odlisné.

Buduci potencidl prispevku je v porovnani zmeny angazovanosti v ¢ase. KedZze
sa vyskum uskutocnil tesne pred zaciatkom pandémie COVID-19, bolo
by zaujimavé pozriet sa na to, ¢i sa pandémiou zmenila angaZovanost
navstevnikov Ceskych divadiel. PoCas pandémie bolo moZné zaznamenat
v spolocnosti istu davku empatie voci viacerych profesiam, ktoré boli novou
situaciou ovplyvnené, je preto mozné, Ze aj na divadelnom trhu bude mozné
rozoznat zmeny v spotrebitelskom spravani v ndvaznosti na COVID-19.

7 ZAVER

Cielom tejto vedeckej state bolo zistit, akd je na ceskom divadelnom trhu
angazovanost zakaznikov a i existuju vyznamné rozdiely medzi spravanim
muzov a zZien, pricom bol vyuZity model CEB. Ciel bol naplneny pomocou
primarneho vyskumu, ktori sa uskuto¢nil v Ceskej republike. Vyberovy stubor
zahrfial celkom 308 0s6b a odrazal pomer muzov a zien v Ceskej republike.

Pri analyze bol pouZity Statisticky software IBM SPSS atieZz MS Excel.
Pre zistenie signifikantnych rozdielov medzi muZmi a Zenami bol vyuZity test
ANOVA, ktory skima rozdiely medzi strednymi hodnotami.

Bolo zistené, Ze zdkaznici sa na divadelnom trhu angaZuju vo viacerych
oblastiach. Najvac¢siu ochotu maju odporucit predstavenia a divadl3,
ktoré sa im pacia, svojim blizkym. Tak isto vykazuju pomerne vysoku mieru
suhlasu stym, Ze suU tolerantni voci nedostatkom v divadelnej sluzbe.
Naopak sa ukdzalo, Ze zakaznici na tomto trhu nie sU eSte tak zvyknuti davat
recenzie na predstavenia na socialne siete a taktiez sa ukazalo, Ze pri pomoci
inym zakaznikom resp. navstevnikom divadla, nie su prilis aktivni.

V Case, kedy vplyv referenénych skupin zaziva velky boom, stoji za to zamysliet
sa nad tym, ¢i je mozné vyuZit spokojnost svojich zakaznikov k osloveniu novych
potenciondlnych zdkaznikov. To by sa vSak malo uskutoc¢nit uveritelne
a ¢o mozno naviac prirodzenym sposobom.
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DIFERENCIE MEDZI PUBLIC RELATIONS A POLITICKYM
MARKETINGOM V KONTEXTE POLITICKEJ VEDY

DIFFERENCES BETWEEN PUBLIC RELATIONS AND POLITICAL
MARKETING IN THE CONTEXT OF POLITICAL SCIENCE

Marian Déd

Abstrakt: Pozicia a krehkost lokalizdcie médii v demokracii a demokracie
v médidch je vysoko diskutovanou, spolocensky dobre znadmou a atraktivnou
témou. Je nepochybné, Ze masové média su sucastou ziskavania a udrZiavania
moci, pretoZe prepdjaju politickych aktérov s potencidlnymi volicmi — teda
elektordtom. V snahe ndjst hranice a rozdiely toho, ¢o skuma a aky ciel sleduju
public relations, politicky marketing aich rézne varidcie ako politics public
relations — politické vztahy s verejnostou prichddzame k viacerym ndzorom.
Public relations sa orientuju na produkt, propagdciu produktu, znacky
(brandingu), zvysovania podielu na trhu atym pddom zvySovania zisku
pre zaddvatela danej marketingovej stratégie alebo pre samotnu spolocnost.
Cielom prispevku je poskytnut diferentny pohlad na public relations a politicky
marketing v modernej politickej vede vo vztahu k moci ako zdkladnej
politologickej kategorii, tento pohlad je formovany vplyvom novych médii.
Prispevok tak upriamuje pozornost na politicky marketing na rozdiel od public
relations a vidi svoj ciel' a potencidl v moci. Upriamuje sa na procesy smerujtce
k ziskaniu politickej moci, jej c¢o najSirSiemu dostupnému a moznému
uchopeniu, udrZaniu a idedlne opdtovnému dostaniu sa k moci aj v inych
sektoroch a sférach Statu. Metodologicky je prispevok postaveny na analytickej,
syntetickej komparativnej a deduktivnej metdde s vyuZitim nizZsie uvedenych
databdzovych zdrojov.

Klicova slova: public relations, politicky marketing, médid, reklama, socidlne
siete, volby, kamparn, moc, vplyv, elektordt

Abstract: The position and fragility of media localization in democracy and
democracy in the media is a highly debated, socially well-known and attractive
topic. There is no doubt that the mass media are part of gaining and
maintaining power, because they connect political actors with potential voters
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- the electorate. In an effort to find the boundaries and differences of what it
examines and what its goal is public relations, political marketing and their
various variations as politics public relations - we come to a number of views on
political relations with the public. Public relations focus on the product, product
promotion, branding, increasing market share and thus increasing profits for
the client of the marketing strategy or for the company itself. The aim of the
paper is to provide a different view of public relations and political marketing in
modern political science in relation to power as a basic political science
category, this view is shaped by the influence of new media. The article thus
draws attention to political marketing, unlike public relations, and sees its goal
and potential in power. It focuses on the processes leading to the acquisition of
political power, its widest available and possible grasp, retention and ideally
regaining power in other sectors and spheres of the state. Methodologically, the
paper is based on analytical, synthetic comparative and deductive methods
using the following database sources.

Keywords: public relations, political marketing, politics, marketing, media,
advertising, social networks, elections, campaign, power, influence, electorate

JEL klasifikace: M31

1 UvoD

Politicky marketing a public relations (vztahy sverejnostou) si vo svetovej
akademickej obci vyslUZili pomerne znacny a kontinudlny zaujem. Ddkazov
o tom je viacero. Jednym za najznamejsich ¢lankov je Bridging Two Schools
of Thought: Applications of Public Relations Theory to Political Marketing
autorského kolektivu Strombacky, J., Mitrook A., a Kiousis S. publikovany este
v roku 2010. Cldnok pojedndva o viade pritomnosti stratégif a taktik pre styk
s verejnostou v mnohych oblastiach politickej komunikacie. Stidium procesov
politického marketing do seba implementovalo a integrovalo istu Cast tedrie
a vyskumu vztahov s verejnostou. Polsky autor Lawniczak R. vo svojom ¢lanku
Public relations role in a global competition "to sell" alternative political and
socio-economic models of market economy uvadza, Zze hlavni svetovi hraci,
najskor USA, ale najnovéie aj Cina sa snaZia "predat" svoj vlastny model nielen
v byvalych socialistickych/komunistickych, ale aj v rozvojovych krajinach.
Podobne ponatie témy aké sme zvolili my pre nas prispevok mali aj autori
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Lilleker, DG., a Jackson N., vo svojej studii uverejnenej v roku 2011 pod nazvom
Political public relations and political marketing. Ciele public relations v politike
sa zameriavaju na budovanie imidZzu, zabezpelenie podielu na trhu alebo
zvySovanie presvedcenia spotrebitelov (volicov). Politické strany by mali
informovat verejnost o svojej C¢innosti pravdivo a bez akéhokolvek skreslenia.
Tieto Uvahy su nametom clanku Political marketing: Impact of public relations
on the change in voter behaviour of consumers (voters) autorského kolektivu
Bacik, R., Gavurova, B., Gburova J.. Nami prezentované uchopenie témy
nachddzame aj vanalyze Stromback J., Kiousis Political public relations:
Defining and Mapping an Emergent Field publikovanej v roku 2011.
Moderniza¢ny prvok v predstaveni political public relations napojeny
na sucasnu spolo¢nost a potrebu transformacie demorkacie do digitdlnej doby
(digitdlna demokracia) vnimali vo svoom ¢lanku aj Kochetkov AP., Mamychev
AY.,, ktori vo svojej studii: Digitalization of social political organization and
public power relations: main trajectories, models and actors tvrdi, Ze kli¢ovym
bude trend v transformacii spolocensko-politického  usporiadania
a mocenskych vztahov — formovanie digitdlnych mocenskych elit. Autori
dokazuju, ze s nastupom digitalnej éry vznikd poziadavka na zmenu vladnucej
elity, ktord by zodpovedala poziadavkdam novej doby a stala sa hybnou silou
digitalnej transformacie.

Z metodologického hladiska je ¢&lanok postaveny na analyze sucasného
nastavenia a fungovania systému politického marketingu a public relations
s dérazom komparativhe upozornit na ich rozdielne, ale aj spolcené znaky
a smerovanie ku koncepcii political public relations, ktora by mala byt znakom
syntézy ziskanych informacii. Cldnok sa opiera o relevantné zdroje z vedeckych
databdaz Web of Science a Scopus, ktoré dotvaraju namet témy ako aj jej
tematické smerovanie. Political public relations sa dnes teSia vzrastajucemu
zadujmu akademickej obce o ich skimanie a najma napajanie na socidlne siete
a digitalne technoldgie. Hranicnym pojmom, ktory sa zacina v tychto kruhoch
sklonovat je digitalizacia demokracie alebo aj digitdlna demokracia.
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2 ROZDIEL MEDZI POLITICKYM MARKETINGOM A PUBLIC
RELATIONS

Vnimanie medidlneho prostredia sa poslednd dekddu vyrazne zmenilo.
K tomuto procesu zmeny prispel najma vstup socidlnych sieti ako nového
informacného kanala do informacnej reality. Pod vplyvom tychto zmien
sa zvySuje sila, pozicie ale aj miera akou medialny trh ovplyvriuje nase Zivoty,
nazory, spdsob myslenia Ci volicské spravanie. Politické vztahy s verejnostou
st modernym hybridom, ktory vznika pri narastajicom tlaku na tento segment,
aby politicky subjekt nielen pred volbami, ale pocas celého funkéného obdobia
danej verejnej funkcie vyvijal aktivity nevyhnutné na registrovanie, zvySovanie
povedomia azdzemia daného politického subjektu. Vtomto kontexte
tak pojedndvame o smerovani k udrzaniu moci v pripade vladneho/vediceho
politického subjektu alebo snahe dosiahnut svoj podiel na moci v pripade
nevladneho — opozi¢ného politického subjektu. Svoje nezastupitelné miesto
v tomto krehkom boji priorit public relations a politického marketingu maju
médid a masmediadlny segment ako dokonaly hlavny a elementdrny nastroj
dosahovania ciefov vy$Sie uvedenych odborov. Miera prelinania
sa a vzajomného stretu s hodnotami a prvkami demokracie a pravneho $tatu,
tak samozrejme narastda aako prvé sa snimi stykaji najma nastroje
PR a politického marketingu, pretoZe musia a Zivotne potrebuju zasiahnut
jedinca, tak aby ovplyvnili, motivovali ¢i zmenili jeho model spravania, konania
arozmyslania apriviedli ho bud knakupu reklamovaného produktu
alebo odovzdaniu hlasu pre konkrétneho kandidata, teda v personifikovanom
vyznamne opat k ndkupu produktu. Ten ma vsak dve roviny. Prvou rovinou je
miera pre obcana — ,nakupom produktu® — odovzdanim hlasu politickému
subjektu naplnil jednu zo svojich obcianskych povinnosti a zaroven méze
v pripade Uspesnosti jeho kandidata/ subjektu ziskat nim vyvoleny subjekt
v systéme zastupitelskej demokracie. Druhd rovina je rovina politického
subjektu, ktory ziskava hlas nevyhnutny k nadobudnutiu politickej moci, pokial
dosiahne poZadovand hranicu, kvorum ¢&i poclet, stane sa UspeSnym
uchadzacom vo volebnej sutazi a premeni hlasy svojich voli¢ov na politick moc
a vplyv. [1]

Ako uvadza I. Sofyan : ,Konecnym cielom politickych vztahov s verejnostou je
nadviazanie efektivnych a funkénych vztahov medzi politickymi subjektmi
na jednej strane a Sirokou verejnostou na druhej strane. Ulohy politickych
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PR koresSponduju s ulohami akejkolvek PR kampane a zahrriaju: 1) nadvézovanie
vztahov s cielovou skupinou za ucelom zmeny jej volebného sprdvania;
2) vytvdranie, riadenie a udrziavanie politického obrazu, ktory podporuje déveru
a zodpovedd verejnému zdujmu, 3) zabezpecenie veducej pozicie strany medzi
jej supermi; 4) Ssirenie politického vplyvu pritiahnutim najsldvnejsich
a najuspesnejsich ludi; 5) udrZiavanie urcitej mikroklimy v organizdcii.” [2]

Moderna demokracia potrebuje pre svoju spravnu funkcionalitu garantov,
tak ako na nu vplyvaju vysSie uvedené prvky PR, politického marketingu
¢i masmedidlneho prostredia vplyva aj demokracia na ne. Média reprezentuju
v normativnej rovine garanta v podobe moznosti uplatfovat pluralitné nazory,
mali by poskytovat priestor pre vsetkych politickych aktérov v spolo¢nosti
¢inapomahat khladaniu konsenzu, zniZovat mieru a Uroven polarizacie
a radikalizacie spolo¢nosti a napomahat hladat konsenzus pri verejnych
otazkach. Zakladnymi ulohami alebo funkciami masmedidlneho prostredia
v kontexte politického marketingu vo vztahu k demokracii su nasledujuce:

Informovanie- oCakdva sa, Ze medidlny segment bude verejnosti a ob¢anom
prinaSat objektivne a aktudlne informacie, ktoré im budld napomdhat
v rozhodovani ku ktorému politickému subjektu sa priklonit.

Analyzovanie a analyticka cinnost — medialny segment mdZie pristupovat
analyticky k roznym komplexnym a naroénym témam s cielom spracovat ich
do zrozumitelnejSej a pochopitelnejSej roviny pre prijimatelov - obcanov.
Prikladom méZzu byt ako nosné komplexné témy volebnych programov,
tak témy dominujuce v spolo¢nosti: justicia, zdravotnictvo, Skolstvo, pandémia,
bezpecnost, zahrani¢na politika a iné.

Pluralita nazorov — prindSanie heterogénnych ndazorov na pluralizované
a spopularizované spoloenské témy. Medialny trh tak prispieva k formulacii
tém a problémov napriec celou spolo¢nostou a z tychto tém robi vec verejnd.

Kontrola moci— participacia na demokratickom sposobe vlddnutia a fungovania
politického systému im umoznuje posobit vo funkcii ,strdzneho psa“
demokracie. Teda otvarat spoloCenské témy, kauzy, aféry ¢i preslapy
politickych subjektov. Analyzovat ainformovat o korupcii, klientelizmu,
netransparentnosti na Urovni verejnych aktérov.
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Socidlna empatia — medialny segment sa musi snazit o vytvaranie komplexného
obrazu spolo¢nosti a naprie€ jej prierezom prinasat témy s cieflom zvySovat
spoloCensku empatiu, toleranciu Ci pocity spolupatri¢nosti. V kontexte nich
nastavovat zrkadlo politickym subjektom, ako tieto témy zvladaju a realizuju
v politickej praxi tak, aby vykazovali prvky zlepSenia a skvalitiovania Zivotnej
urovne obyvatelstva, trvalej udrzatelnosti ¢i stability politického zriadenia.

Mobilizacia — medialny segment disponuje znacnym potencidlom mobilizovat
voli¢ov ako pre potreby politického marketingu, tak aj pre potreby udrziavania
a rozvoja politickej kultury. Tymto sposobom dochddza k zvySovaniu legitimity
demokratickych procesov a prvkov vladnutia, ale aj k zatraktivneniu politiky ako
veci verejnej a zaujmu o fu samotndu. [3]

Marketingové prostredie, vktorom poésobi sucasny politicky marketing,
a v ktorom hladaju svojich priaznivcov pracovnici v segmente public relations
sa dynamickym spo6sobom meni. Politicky marketing predpokladd pouZitie
marketingovych nastrojov, technik & metdd v politickom procese
nevyhnutnych na ziskanie politického vplyvu a moci. Inymi slovami mozno
tvrdit, Ze politicky marketing je vysledkom manzZelstva medzi marketingom
a politikou. Ako ¢innost a metdda odraza prienik do politického priestoru spolu
s marketingom. Politickd reklama, vyuZivanie celebrit a zndmych osobnosti
spoloCenského Zivota, UcCast profesiondlnych konzultantov a manazérov
na kampani, online vedenie kampane, ziskavanie dat z mobilnych telefénov,
segmentacia, mikro zacielenie su len niektoré z metdéd, ktoré sa v modernom
politickom marketingu Siroko vyuZivaju. Vplyv profesionalneho marketingu
sucasnosti ovplyvnil aj Styl prace politickych stran. Politické strany sa zacali viac
orientovat na trh a svoje programy a politiky zacali zostavovat podla
prieskumov verejnej mienky a medidlnych prieskumov trhu. Informacna
revollcia a globalizacia zohrali zdsadnu uUlohu pri zmene vzoru a obsahu
tradiénych  politickych  kampani na jednu z najprofesiondlnejsich
a najsofistikovanejsich  marketingovych  taktik. MoZzno predpokladat,
ze ak politicka strana implementuje marketingovu filozofiu, bude sa usilovat
uspokojovat potreby a priania volicov a tento proces bude stéle viac a viac
adresnejsim, tym sp6sobi spokojnost volicov, a zaroven ziska volebnu podporu
na splnenie svojich vlastnych cielov. [4]

www.sting.cz/acta_sting



https://www.sting.cz/acta_sting/

ACTA STING, 4/2021, vol. 10, ISSN 1805-6873

Ako uvadza Kluciarovsky: ,Pokial by sme vytvorili kompardciu mdp
najfrekventovanejsich leteckych koridorov, vyuZivania anglictiny
ako materinského ¢i prvého oficidlneho cudzieho jazyka, lokalizdcie najhustejsej
podmorskej optickej siete a v neposlednom rade pouzivania socidlnych sieti
ako Facebook a Instagram na koncovych zariadeniach, dospeli by sme
k pozoruhodnému zdveru.” [16]

Socialne siete sa teda mézu javit ako efektivny strategicky prvok komunikacie
v kontexte sucasnej situacie, avSak je potrebné ozrejmit si sposoby, ako na nich
v sucasnosti komunikovat. Vychadzajuc z praxe moZeme konstatovat,
Ze by malo ist predovSetkym o tvorbu obsahu, ktory bude: dbéveryhodny,
prostrednictvom overenych faktov, informdcii ¢i zdrojov, pozitivne ladeny
a povzbudzujuci, aby pouZivatelov na socidlnych sietach motivoval nebat
sa a zbytocne nepolarizoval celd spolo¢nost, komunitny, aby si jednotlivi
pouzivatelia uvedomovali, Ze sucasna situacia sa dotyka vsetkych rovnako.

Pozicia a postavenie politického marketingu, ale aj samotnych public relations
do velkej miery zavisi od typu, modelu ¢i formy politického systému, kultury
a v neposlednom rade ideoldgie, ktora v danom State panuje. Existuju viaceré
dobové Studie zahffiajuce do tohto procesu aj poziciu a Ulohu medialneho
segmentu jednou z nich je praca Four theories of the press Siberta, Petersona
a Schramma z roku 1956. Hned na Uvod vSak musime dodat, Ze ich Styri modely
boli podrobené znacnej kritike z neobjektivizmu, dobového umiestnenia
a neaktualnosti. Predmetni autori prisli s koncepciou Styroch modelov, a to:
autoritarskeho, libertarianskeho, sovietsko-komunistického a modelu socialnej
zodpovednosti. [4]

Pre nas pouZitelnejsim sa vsak javi modernejsi koncept zohladriujuci aj prvky
politického marketingu na spolo¢nost, ktory vroku 2004 wvytvorili Hallin
a Mancini. V praci Comparing media systems: Three models of media and
politics sa snazili o opercionalizaciu ako medidlneho, tak politického systému
za pomoci viacerych premennych. Pokial' chceme komparovat tieto roviny
musime zohladnit na Urovni medidlneho systému premenné v podobe
medidlneho trhu, prepojenia na politickl sféru, stupen profesionalizacie
aktérov marketingu, ¢i regulaénU Uroven Statu. Vsetky vySSie uvedené
premenné inkorporovane vstupuju do politického marketingu a zohravaju
kliCové aspekty pri nastavovani aladeni predvolebnej kampane. Politicky
systém do hry prinasa ekonomické faktory, intervencionistickl politiku $tatu
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do verejnej sféry, typ volebného systému, mieru obcianskej participacie
¢ivkone¢nom doésledku povahu demokratického pluralizmu a samotne;j
verejnej spravy na Uzemi Statu. [5]

,Na zdklade prieskumu medidlnych insStittcii v osemndstich zdpadoeurdpskych
a severoamerickych demokracidch Hallin a Mancini identifikovali zdkladné
dimenzie varidcii medidlnych systémov a politické premenné, ktoré formovali
ich vyvoj. Dalej identifikuju tri hlavné modely rozvoja medidinych systémov
(polarizovano-pluralisticky  model, demokraticko-korporativisticky — model
a liberdlny model médii). Ich praca tak poskytuje klticové teoretické vyhlasenie
o vztahu medzi medialnymi a politickymi systémami, ale aj kficové vyhlasenie
o metodike komparativnej analyzy v politickej komunikacii a jasny prehlad
o rozmanitosti medidlnych institucii, ktoré sa na Zapade vyvinuli, chdpanych
a vnimanych v rdmci ich politickych a historickych dejin. [5]

3 MODELY POLITICKEHO MARKETINGU V ZMYSLE NOVE)
TYPOLOGIE

Polarizovane-pluralisticky model — inkorporuje v sebe integraciu medidlneho
prostredia a stranickej politiky. V praxi to znamen3, Ze je poznaceny relativne
slabym historickym vyvojom komeréného medidlneho prostredia, ale silnou
Ulohou statu. Medialny segment je primarne orientovany na silné stranicke
Struktury ama vyraznd mieru politickej angaZovanosti, no bohuZial tym
spdsobenu nizku mieru profesionalizacie Zurnalistiky. Politicky systém je
v takomto pripade silne pluralistickym a disponuje relativne slabym pravnym
systémom s nizkou déverou obc&anov v justiciu. Typickym prikladom aplikacie
tohto modelu vpraxi sU stredomorské Staty ako Taliansko, Grécko
&i Spanielsko, na priklade ktorych presne popisané znaky modelu odzrkad!uju
ich sicasné ¢i minulé charakteristické ¢rty politickej kultury. [4]

Demokraticko - korporativisticky model — v tomto modely dochadza k pomerne
zasadnej a tesnej previazanosti komeréného medialneho sektora s politickym.
Politicki aktéri vyuZivajd média pre svoju sebaprezentaciu a budovanie
brandingu seba a svojej politickej strany, avSak tento vztah nie je harmonicky
a sl v pozicii vyrovnanych aktérov. Staty vykazujice prvky tohto modelu
sa vyznacuju vysokou Zurnalistickou profesionalitou, ktora je sprevadzana
autondmiou a samoregulaciou. V pripade politického systému mbézeme hovorit
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o prvkoch  konsenzualizmu ¢ organizovaného pluralizmu.  Hlavnymi
protagonistami demokraticko-korporativistického modelu su Skandindvske
Staty, ale aj Staty Beneluxu ¢i Nemecko alebo Rakusko. [4]

Liberdlny model médii - postaveny na dynamickom a rychle rasticom
medialnom trhu, ktory vyuZiva najnovsie technologické platformy. Rychly
rozvoj medidlneho prostredia spdsobil pomerne skory nastup elektronickych
médii. Typickym prikladom tohto modelu je velmi nizka Uroven vplyvu politiky
na medidlny segment. Medidlny trh sa vyvija autondmne a bez politickych
tlakov, vykazuje vysoku odbornost, profesionalitu a zainteresovanost médii
do spolocenského, ale aj politického Zivota. Na oplatku oo mensia je
ingerencia politiky do medidlneho trhu o to viac medidlny segment vstupuje
do politiky a politickych rozhodnuti. Politicky marketing sa tesi bohatej palete
mediadlnych ndstrojov a pomerne Sirokej Skdle moZnosti realizovat narocné,
drahé akomplexné predvolebné kampane. Prikladom takéhoto typu
politického marketingu su americké prezidentské volby. Medidlny
ani marketingovy trh neciti politicky tlak, ale skér sa orientuje na vytvdranie
zisku. Typickym domovom liberdlneho modelu médii su anglosaské krajiny
a najlepsim prikladom Spojené S$taty americké, Kanada ¢i Velkd Britdnia.
Politicky marketing v nich je kombinovany este jednym vyraznym prvkom
a to lobbingom, ktory zvySuje prienik, vyjednavaciu poziciu a intaktnost
masmedidlneho, marketingového a politického prostredia. Silu amerického
marketingu a masmedialneho trhu méZeme vnimat cez systém ,vytvarania
suhlasu®, ktorého autormi si Chomski a Herman. Ti vychadzaju z premisy,
Ze dominantné americké média uz niekolko dekdd dokazu svojim pdsobenim
zastreSovat vSetky hlavné a doélezité spolocenské témy tak, aby boli v stlade
a harmonii s mocensko-vojenskymi zaujmami a smerovanim americkej vlady.
Tym sprostredkovane vyvolavaju v americke] spolocnosti suhlas s vldadnou
politikou, ale i zahranincno-politickym smerovanim Statu. Nazor a postavenie
médii v pozicii obrany narodného zaujmu, je vsak podla inych autorov v Case
a priestore premenlivé a mdéze sa menit. Prikladom je diferentnd percepcia
vojny vo Vietname na jej zaciatku akonci americkou verejnostou
alebo aj vojenské operacie v Iraku, Afganistane ¢i na Blizkom vychode. [6]

V kontexte vysSie uvedenych modelov moZeme konstatovat, Ze vykazuju
znacné rozdiely a diferencie jednak na historickej, ale aj geografickej,
ideologickej Ci systémovej rovine. V ramci snahy nachadzat isté zjednocujlce
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prvky naprie¢ modelmi sa za najpouZzitelnejsiu aktivitu javi systém ramcovania,
teda vytvarania istych hranic askal pre p6sobenie ako medidlneho
a marketingového segmentu, tak pre politicky vplyv a dosah na ne. Vykonné
ramce sU teda také, ktoré su vsulade so schémami bezne pouZivanymi
majoritnou vacsinou ¢lenov spolo¢nosti. Pojem kultudrna kongurencia (cultural
congurence) predstavuje dblezity faktor v procese porozumenia rdmcovych
sprav v politike a poukazuje na skutocnost, Ze vSetky ramce zavisia od kontextu,
v ktorom prebieha proces a uc¢inky ramcovania.

Pozicia public relations v tychto modeloch je zjavne rozdielna, no primarne
zavisla na vztahu medidlneho sektora a politiky. Budovanie znacky politického
aktéra je prioritou v kazdom z vy$sie uvadzanych modelov, avsak rozdiel je
miera podpory externého medialneho prostredia v tomto procese. Moderné
public relations nemo6zu v sucasnej spolocnosti fungovat bez medidlnej
podpory a nedokazu vykazovat taku mieru efektivnosti. Cim je medialny trh
slobodnejsi, pluralitnejsi a dominantnejsi vo vztahu k politickému systému, tym
je dostupnejsich viacero nastrojov pre politické subjekty na svoju
sebaprezentdciu. Druhou stranou mince aakymsi marketingovym
bumerangom je vsak fakt, Ze pokial sa politicky subjekt stane Uspesnym a bude
sa podielat na vykone verejnej moci a teda na vladnuti, bude to prave medialny
segment, ktory mu bude zvdzovat ruky a prihliadat na mieru jeho
transparentnosti, liberalnosti ¢i zodpovednosti voci vykonu danej funkcie.
Tento paradox je najintenzivnejsim najma v liberdlnom a demokraticko-
korporativistickom modely. [7]

Uloha medidlneho segmentu v demokracii ma viacero styénych ploch,
ktoré len zvyraznuju rozdielnu mieru vzajomnej interakcie posadenej
na odliSnej logike fungovania. KedZe média sU nosnym ndastrojom
ako politického marketingu, tak public relations sprostredkovane a sekundarne
dochdadza k interakcii aj voci tymto disciplinam. K. Sanders hovori o existencii
troch funkénych pristupov, v ktorom bezprostredne dochadza ku konfliktnej
a ambivalentnej interakcii medzi medidlnym a politickym sektorom. Socialne
médid a internet pridali novy vrstvu do public relations a do politickych
kampani. Kandidati potrebuju stratégiu pre socidlne média, ktord ich udrzi
v mysliach voli¢ov. Napriklad kampan Hillary Clintonovej vytvarala lahko
zdielatelné prispevky na socidlnych médiach, ktoré popisovali jej politiku
Studentskych pozic¢iek. Kandidati venuju vacsiu pozornost blogerom a politik,
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ktory ich do svojej kampane zapoji ma tak komparativnu vyhodu. Socidlne
média a digitdlny priestor budd mat aj nadalej rozhodujuci vyznam
pre stratégie PR kampani.

Odlisnd je moc, ktorou medidlny a politicky sektor disponuju. Kym média,
ale aj politicky marketing a public relations sa snazia v principe ovplyvnit
verejny mienku, postoje spotrebitela, konzumenta ¢i volica prostrednictvom
svojej nastavenej agendy a modelov, ktoré maju osvedcené. Politika a samotny
politicky marketing ma svoj jasny ciel: dosiahnutie moci — redlneho podielu
subjektov na politickom vplyve a moci, vysledkom ¢oho je pristup k agende
umoznujucej tymto subjektom nastavovat legislativne, pravne ¢i normativne
rdmce a mantinely pre Zivot acinnost medidlneho sektora a paradoxne
aj pre prvky svojho zrodu politicky marketing. Prikladov z praxe je mnoho,
kedy vitaznd politickd strana v pripadne silnej a stabilnej pozicie ¢i moznosti
vytvorit jednofarebnd vladu pristupila k reforme volebného zdkonodarstva,
Uprave volebného moratéria &i systému limitacie medidlneho segmentu
v intencidch zdkona. Samozrejme, takéto rozhodnutie ma dopad aj na vedenie
samotného politického marketingu, ¢o vytvara predmetny paradox. [8]

Elementarna logika fungovania, public relations vyuZziva medidlny trh
na vybudovanie svojej znacky, mena a povedomia a nasledné rozSirovanie.
Politicky marketing a jeho aktéri sa orientuju na ziskanie pristupu k moci
a moznost vstupovat do konkrétnych Statnych politik a vnatropolitického
Ci zahrani¢ného smerovania Statu.

Z tohto pohladu sa politické vztahy s verejnostou nachadzaju na priesecniku
vztahov s verejnostou, politickej komunikacie, politologie, politického
marketingu, veci verejnych, politického manaZmentu, politickej kampane
a dalSich suvisiacich oblasti vyskumu. Daleko presahuju akékolvek povrchné
chapanie vztahov s verejnostou, ktoré sa tykaju iba vztahov s médiami
alebo spravodajstvom, a stavaju sa sucastou definicii vztahov s verejnostou
prisposobenych politickym kontextom a procesom.

InStituciondlne nastavenie vychadza z premisy, Zze médid aich prislusnici
by sa mali riadit novinarskou etikou a spoliehat sa na oficidlne a hodnoverné
zdroje. Na strane druhej, politici su orientovani na presviedcanie verejnosti
a do velkej miery nie su ndzorovo a postojovo viazani, pokial neberieme
stranicku prislusnost, hierarchiu i lojalitu.
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Ako sme uZ v nasej praci viackrat avizovali, Ustrednym aspektom politického
marketingu je boj o moc. Stat vtomto pripade posobi ako uceleny politicky
systém, ktory sa opiera oinStitucie ako parlament, vlada, justicia
Ci administrativne agentury. Pricom kazdu ztychto sfér je mozné chapat
ako Specializovanu  a deliberativnu arénu. Ciefom politického subjektu
prostrednictvom nastavenej kampane politického marketingu v predvolebnej
sutaZi je ziskanie podielu na tejto moci. Subjekt sa vZdy snazi ziskat ¢o najvacsi
podiel na moci—vyrazny naskok nad opozi¢nymi konkurenénymi subjektmi tak,
aby mohol vladnut samostatne. Pokial sa mu to nedari, snazi sa o presadenie
dominancie a svojej pozicie v rdmci koali¢nej vlady, pokial ani toto nie je mozné,
snazi sa svoj koalicny potencidl vyuZit v pozicii balancera, teda politického
subjektu, ktorého priklon na jednu ¢i druhu stranu bude znamenat zasadny
posun k procesu kreovania novej koalicie. Ako sme vSak povedali Ustrednym
prvkom je moc. Teda moznost vstupovat do pravneho, legislativheho,
inStituciondlneho, Strukturalneho a systémového rdmca fungovania politického
systému a $tatu s moznostou jeho zmeny, novelizacie ¢i inovacie. [9]

Moc je v zmysle Strukturalno-funkcionalnej interpretacie chapand ako vlastnost
socialnej organizacie aako spdsob samo organizacie ludskej spolocnosti
zaloZenej primarne na delbe funkcii riadenia a plnenia. Pricom bez moci je
nemozné hovorit o kolektivnej existencii fudstva ¢i o fungovani spolo¢nosti
samotnej. Ako uvadza Kulasik P. ,Pre modernu behaviordlne orientovanu
politologiu je charakteristické, Ze do politického Zivota zahrriuje vsSetky ¢innosti,
ktoré ovplyviuju autoritativnu politiku, ktord bola spolocnostou uznand
a prijatd. Skumanie politiky sa tak stdva analyzou autoritativnej alokdcie hodnét
pre spolocnost.” [10]

Ako sme uzZ v nasej praci spominali, typickym prikladom domacej politickej
kultury je pritomnost charizmatickej legitimity. Jej zdrojom je viera
vo vynimoc¢né kvality, nadprirodzené vlastnosti ¢i charizmu istej vynimocnej
osobnosti pripadne vodcu. Pricom plati, Ze charizmaticky sposob legitimizacie
sa najCastejSie v politickom systéme zjavuje s prichodom zmien, reforiem
¢i revolucii, ked sa novovznikajuca moc nemoéze opierat o autoritu, tradicie
¢i demokraticky vyjadrend vo6lu vacSiny. Charizmaticka legitimita je
tak postavena principialne na viere a na emocionalnom, osobnostnom vztahu
medzi vodcom - charizmatickym lidrom a masami.
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Aktérmi centra politického vplyvu a rozhodovania su politické strany a politicki
aktéri. Pricom perifériu politickej sféry vytvarame my obcania — volici.
V kontexte verejnosti, ktora je informacne zdatnda vyhodnocuje podnety
prichadzajuce z centra politického diania a ma moznost vo volbach ako nastroji
cyklickej vymeny politickej elity Statu zmenit & zvratit politické, ideové
anazorové smerovanie Statu. Zdroven vtejto periférii  dochadza
k najdynamickejSiemu pohybu informacného kapitdlu a prave toto prostredie
je ciefovou skupinou ako masmedidlneho segmentu, tak public relations,
ale aj politického marketingu. Kazdy do neho vstupuje sinym produktom,
ale so spolo¢nym zadmerom dosiahnut povedomie, zaujem a maximalizovat svoj
vplyv, zisk alebo dosiahnut moc.[11]

Vyznamnym apologétom percepcie moci v politickom systéme a konstrukte bol
J. Habermas vo svojich publikacnych vystupoch The Theory of communicative
action a Moral Consciousness and communicative action vo volnom preklade
Tedrie komunikativneho konania a moralne vedomie ajeho komunikativne
konanie. Podla obhajcov deliberativnej demokracie md ucast obcanov
na demokratickom procese raciondlny charakter. Deliberativna demokracia
vysvetluje proces formovania ndzorov a véle ako verejnu diskurzivnu cinnost,
pri ktorej sa obCania zapdjaju do argumentdcie zameranej na presadzovanie
vSeobecnejsich zdujmov pomocou lepSej argumentdcie. [12]

Skdsme si poloZit otazku, ¢i je dnes politika pre marketing a public relations
komoditou? Realisticky model demokracie ma svoj zaklad v modely liberdlnej
demokracie, ktory zase vychadza zinStrumentalneho, realistického
a elitarskeho chdépania politiky. Spolo¢né dobro tak vznikd ako vysledok
vzajomného konfliktu zdujmov vtomto konflikte nakoniec zvitazi strana,
ktora ma vacsinu. Pripade pristupia aktéri ku kompromisu a pribliZia sa k sebe.
Pricom plati, Ze pre liberdlnu demokraciu sucasnosti su charakteristickymi
znakmi pluralizmus a heterogenita.

V realistickej koncepcii demokracie sa demokracia chape ako metddy regulacie
socidlnych a spolocenskych konfliktov. Pricom podobe ako na trhu svoju
Ustrednd rolu tu zohrdva konkurencia medzi konkurenénymi elitami.
V modernych zdpadnych demokracidch, ktoré vykazujua vietky prvky masovosti
su pre dosiahnutie politickej vaésiny a presadzovanie potrebnych zaujmov
potrebné média. Tie obanom prinasaju a sprostredkivaju politické procesy,
informacie o nich Ci ich analytické vysvetlenia. E. Kasse v tomto kontexte tvrdi,
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Ze média zobrazuju len zlomok skuto¢nych politickych procesov. Nakolko velka
Cast z nich predstavuje rutinné politické aktivity v ramci Statnych organov
ako je parlament, vlada, ¢i ministerstva. V tomto kontexte si tak média vyberaju
informacie z politického spektra, ktoré su pre nich zaujimavé a maju potencidl
byt atraktivne aj pre obcana a voli¢a a dokdzu ho zaujat. Tu si vSak mbzeme
poloZit otdzku, ktord cast politiky sa vlastne oznamuje a sprostredkiva
obcanom v médiach a kto tieto procesy iniciuje?

V priestore volebnej reklamy a volebnych kampani tak do hry vstupuje nova
premenna potreba informovat volica o vSetkych moznych politickych
alternativach, ktoré mézu volby priniest. Volebné kampane tak podla Kasseho
patria k tzv. symbolickej politike, pretoze v rdmci nich de facto nedochadza
k rozhodovaniu o Ziadnych politickych otdzkach na zdklade pritomného
racionalneho diskurzu. Primarne sliZia na dramatizaciu ¢ mobilizaciu
elektoratu. Velmi zasadnym faktorom prieniku politického marketingu a public
relations je do akej miery prispievaju  nastroje  marketingu
a PR k deobjektivizacii politika, ak je vstupnd personalizdcia uz vopred
prehnanou. Vysledkom takejto Cinnosti je odcudzovanie sa volica obcana
od politického systému. Medidlny segment dnes ovela vyraznejsie spusta
a dynamizuje procesy polarizacie spolo¢nosti, odcudzenia voli¢a od politického
subjektu ¢i radikalizacie voli¢a a jeho extrémneho vyhranenia sa voci vSetkému
¢o symbolizuje systém, a teda jeho priklon k nestandardnym antisystémovym
politickym subjektom. Deformity politického systému, ale aj politickej kultdry
a hodndt Statu vznikaju prave pdsobenim medidlneho a marketingového tlaku
na volica. [13]

Voli¢ské spravanie je len jeden zfenoménov, ktory do naSej pomyselnej
skladacky pasuje. Nemecka politologi¢ka E. Noumann, prisla s tedriou Spiraly
ticha. Vysvetluje v nej, Ze obc¢ania sa pokusaju vypatrat prevlddajuce nazorové
ovzdusie a klimu v spolo¢nosti, a nasledne sa jej prispbsobit, pretoze boli
sociadlno-psychologicky roky podmieniovani tak, aby bola odmeriovana
len vyslednd zhoda. Spravanie, ktoré sa odchyluje od vacsinového nazoru,
teda nie je mainstremové je zvacsa potrestané a konci sa obavanou izolaciou.
Paradoxom S$pirdly ticha je, Ze v prvopociatku nemusi ist ani o silny politicky
subjekt, ktory vsak ziskava na sile a legitimite prave stupajicou podporou
v elektordte, ked tato podpora presiahne pomyselnd hranicu vacésSinovosti
idealne spliia vietky atriblty na uplatnenie konceptu $piraly ticha. [13]

www.sting.cz/acta_sting



https://www.sting.cz/acta_sting/

ACTA STING, 4/2021, vol. 10, ISSN 1805-6873

Ako v 60. tych rokoch povedal americky prezident R. Nixon: , Verejnost si kupuje
mend a tvdre a nie stranicke programy. Kandiddt na verejnu funkciu musi byt
na politicky trh uvadzany rovnakym spésobom ako akykolvek iny produkt.”
Nixon porovnaval politika a poskytovatela sluzieb, kde politik de facto svojimi
rieSeniami a podielom na vykone verejnej moci v pripade Uspechu prinasa
rieSenie socidlnych problémov. Politika je preto moziné uviest na trh ako
produkt, kde konkuruje inym politikom inych politickych stran, no niekedy
a z vlastnych radov. Trh s verejnou mienkou, na ktorej péde pracuju ako PR,
tak politicky marketing je o ziskavani ¢o najvacsieho poctu hlasov obcanov,
ktori chcl svoje hlasovacie pravo pretavit do povysenia svojich presvedceni,
hodnét a pristupov. Zvacsa ich vidia v konkrétnom kandidatovi alebo politickom
subjekte. Na pociatku politického marketingu je situacnd analyza,
marketingové agentlry potrebuju poznat trh, na ktory vstupuju s novym
produktom — politikom. Musia spoznat potreby, hodnoty a presvedcenia
ciefovych skupin. Vysledkom situacnej analyzy je tak strategické planovanie
politickej kampane a strategickd komunikacia. Vytvara sa tak kolobeh, kde
komunikacna stratégia musi neustale reflektovat na nové podnety a postrehy
z externého voli¢ského prostredia. V pripade zmeny nalad voli¢ov v désledku
negativnej reklamy alebo zverejnenia kduz sa im musi ndleZite prispésobovat
ajich komunikacna stratégia. Tej napomahaju prieskumy a analyzy verejnej
mienky, ktoré su cielené avedia odhalit redlne témy a problémy obcanov
v danej cielovej skupine. Nasledne sa pre nich nastavi vhodna politicka cesta,
ktora sa im ponudkne ako rieSenie ich kaZdodennych problémov.
Priimplementacii tak pomahaju nastroje uz spominaného marketingového
mixu. [14]

Nemusia vSak platit zauzivané stereotypy v podobe, Ze public relations
znamenaju len vztahy sverejnostou a Ziadnu inU cCinnost. Existuje mnoho
pripadov, kedy politicki aktéri aich poradné timy sleduju zamernu
komunikacnu stratégiu v oblasti konkrétneho politického problému a nedovolia
vyCkavaciu taktiku, tak aby natiahli ¢as a ziskali priestor na vnutropolitické
rokovania. Takéto postupy vyuzivania PR suU beZne dokonca aj v koalicnej
politickej praxi. Ak politicki aktéri sleduju vo svojej verejnej rétorike konkrétnu
stratégiu presviedCania je pre nich vierohodnost vysvetleni jednym
z rozhodujucich kritérii Uspechu. V tomto pripade sa jedna o argumentacné
zdbvodnenie pozicii vramci tlmocenia, sktorym je téma verejne
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komunikovana. Referencnym bodom politickych recnikov nie je skupina
odbornikov, ale prave heterogénna laickd verejnost teda publikum, ktoré je
prave na rétoricky prejav citlivejSie a viac k nemu inklinuje ako k akademickému
hfadaniu pravdy. Stratégie presviedCania mbzeme pozorovat v nasledujucich
formach, ktoré musia PR pri implementacii stratégie voci volicom zohladriovat:

= Vecnost udavanych skutocnosti by mala byt demonstrovana ¢o mozno
najpbsobivejsie za pomoci prikladov, citacii a odkazov.

= Vierohodnost vyhldseni by mala byt predovSetkym presvedcivo
odbvodnena prizvanim odbornikov ako ,,prilezitostnych svedkov”.

= |egitimacia urcitych hodnotenia usudkov by sa mala dosahovat napriklad
moralnym stupfiovanim so zretelom na vSeobecne platné hodnoty.

= Nevyhnutnost nasledkov v pripade problému avysledné naroky
sa adresuju identifikovanému vinnikovi alebo tretim stranam. [15]

Ako vo svojej publikacii: Politische Kommunikation in der modernen Demokratie
uvadzaju: B.Pfetsch a E. Mayerhoffer , Diskusia o otdzkach a zisteniach a vyvoji
politickej komunikdcie medzi politickymi aktérmi ukazuje, Ze jednanie
s verejnostou a osvojenie si pozornosti ekonomiky médii sa stali podstatnymi
sucastami politiky v modernych masovych demokracidch sucasnosti. Rastuci
vyznam  politickych  vztahov s verejnostou, ako aj tematizacnych
a presvedcovacich stratégii v kontexte profesiondlneho riadenia sprav
a informdcii ziskali medzitym stabilné miesto v pldnovani volebnych kampani.
[15] Diskusia o suasnom vyvoji a analyze rdznych komunikacnych stratégii
public relations alebo politického marketingu ¢iich prieniku politickych vztahov
s verejnostou ma mnoho problematické oblasti a Uskali. Primarne sa jedna
o legitimizacné procesy politiky, ktorych dosledky je len tazko moziné
predikovat a odhadovat.

4 DISKUSE A ZAVERY

Je viac neZ zrejmym, Ze medidlna doba dokdZe spolocnost radikalizovat
a polarizovat cez socidlne siete a nové média, tento aspekt preto vnimame
ako riziko a moZnu prekdazku do buddcna pri pretrvavajiucej dereguldcii
medidlneho trhu novych anajmd alternativnych médii. Rovnako
tak sa preukdzalo, Ze internetovy hoax, a dezinformacie su stale vacsim
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a ,relevantnejsim” superom pre tradicné ale aj nové média. Prehlbuje
sa aj miera sekundarneho ovplyviiovania verejnej mienky a politického
resp. volicského sprdvania, vzmysle Sirenia a zdielania informacii tychto
alternativnych webov a portalov na socidlnych sietach. Istym pozitivom
v zmysle participacie ob&anov na politike a sprave veci verejnych sa javi fakt,
Ze nové média dokdzu rychlo a efektivne informovat nielen ob¢anov doma
ale aj v zahranici. Tym padom maju aj obc¢ania Zijuci, pracujuci alebo Studujuci
za hranicami svojho Statu moznost sledovat dianie vich krajine, dokonca
saknemu vyjadrovat avyberat si zmnoZstva dostupnych informacii.
Tento aspekt je urCite pozitivnym aj vo vztahu kich moznému
alebo pldnovanému navratu domov v buducnosti. Okrem iného sa nam
potvrdila aj poslednd premisa, Ze socidlne média dokazu vyvijat tlak na politické
elity aprinuatit ich kvyvodzovaniu osobnej zodpovednosti. Nové média
vplyvaju, formuju a ovplyvhiuju voli¢ské preferencie, nazory avkonecnom
dosledku aj politické spravanie obCanov, je len na nas —ich uzivateloch do akej
miery im to dovolime.

Novou premennou fenoménu novych médii a digitdlneho masmedidlneho
prostredia sa zaciatkom roka 2020 stala pandémia koronavirusu, ktord naplno
zasiahla spolocnost a jej percepciu reality ale aj sposob a formu konzumacie
informacii. V tomto duchu sa transformovali ako samotné masmédia a socialne
siete tak ich uZivatelia a samozrejme aj politici. Ti si uvedomili prileZitost oslovit
svojich voli¢ov CastejSie a s vySSou frekvenciou na socidlnych sietach, kde zacali
travit v izolacii viac ¢asu, zaroven sa otvorili nové témy ako nosenie, rusok,
respiratorov, rézne nariadenia, restrikcie a obmedzenia ale aj zrejme najviac
polarizujuca téma vakcindcie a o¢kovania populacie ako hlavnej a jedinej cesty
z pandémie. Na tomto zdklade sa zacal formovat druhy vyrazny fenomén
dezinformacie a hoaxy, ktoré dlhodobo deformuju verejnd mienku a vytvaraju
alternativu na informacnom trhu koverenym, vedeckym a podlozenym
spravam. Spochybriovanie tu bolo od podstaty ¢loveka a fudstva samotného,
no socialne siete a nové masmedialne prostredie umoznilo, aby sa pochybnost
jedného stala viralnou spolocenskou a diskutovanou témou. V prenesenom
vyzname tak méZzeme vnimat aj samotnd pandémiu, ockovanie ¢i veci s nimi
priamo suvisiace. V zmysle zisteného mozno konstatovat:

= Politicky marketing a public relations zacinaju splyvat a vytvarat hybridny
pojem political public relations.
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= Politické elity a politickd scéna sa transformuje, politici sa prihovaraju
obcanom cez online digitalne platformy socialny sieti.

= Klesasilaa vyznam politickej strany v procese predvolebného marketingu
a jednotnosti tematickej linie.

= \ytvara sa brand — znacka politika a jeho politicky odkaz je s nim uzko
prepojeny, nesmeruje k politickej strane, politickd strana zacina sluzit
len na povinné legislativne Ukony.

= \ytrdca sa profesionalizacia politikov atematickd koherencia, politici
sa prisposobuju novym témam a trendom a ne$pecializuju sa na vybranu
oblast.

= \ytraca sa prvok stabilnych politickych strdn a hodnotového
tradicionalizmu, politicky marketing vyuZiva dynamiku a podsuva stale
nové témy vytvara stale nové hodnoty.

= Tlak na digitalizaciu demokracie sa zintenziviiuje no spolocnost je
diferentna v oblasti digitalnych zruénosti ¢o bude mat negativne dopady
na demokratickost rozhodovacieho procesu v buducnosti.

= Voli¢ ziskava sériu novych podnetov a vplyvov a nielenZe si musi medzi
nimi vyberat, musi ich dokazat aj verifikovat ako hodnoverné.

Masmedidlne prostredie sa za uplynuly rok a pol vyraznym spésobom zmenilo
no pre budlcnost je nevyhnuté ndjdenie a aplikovanie do praxe takych
nastrojov, ktoré ho dokazu legdlnymi a pravnymi cestami limitovat a zasiahnut
proti vzostupu dezinformacii, hoaxu ¢i virdlneho spamu naprie¢ medidlnym
segmentom. Samozrejme pandémia otvorila aj mnohé sporné a kontroverzné
témy v politickom marketingu, kde politik de facto nepotrebuje pre ziskavanie
svojho elektoratu a popularity politickd stranu a ta sa stava len legitimizatorom
ziskania poslaneckého mandatu, ako obligatorna povinnost vyplyvajuca
z volebného zdkona. Zaroven sa politické strany budd musiet vysporiadat
s politickym marketingom svojich hlavnych tvari, aby predisli absolUtnemu
odlivu zadujmu volic¢a k jednotlivym politikom a zabranili tak de facto svojmu
vlastnému zaniku ¢&i  ohrozeniu marketingovej existencie avyznamu
v politickom systéme a politickej kulture. Vytvoril sa priestor pre este silnejSie
a koncentrovanejsie upevnenie pozicie politického marketingu a jeho novej
podoby political public relations, ktoré si stale vyraznejSie ziskavaju podiel
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na politickom trhu. Zaroven sa posiliuje fenomén individualizmu osobnosti

politika, ktory prestdava byt sucastou politickej strany, resp. politickd stranu

pre svoj politicky Zivot a kariéru prestava potrebovat. Legitimita politického

zriadenia a systému vSak nadalej zotrvava na existencii politickych stran

a subjektov.
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CHALLENGES OF FINANCING THE CYBER SECURITY -
COMPARISON OF CZECH AND SWEDISH PRACTICE

Tadeas Pala

Abstract: The goal of this paper is to assess important challenges of
digitalization process. Czech state fails to incorporate both modern technology
and useful legislation. Therefore, it lags in the introduction of modern trends
especially in the field of cybersecurity. We have analyzed the DESI indicator to
identify the state’s commitment to developing digitization in general. We used
statistical data on financial investments in the NUKIB (National and Cyber
Information Security Agency), the administrative body in charge of
cybersecurity. For comparison, we presented an example of good practice,
which we consider to be Sweden ranking high in DESI.

Keywords: Cybersecurity; DESI; NUKIB; Comparison
JEL Classification: F52; F53; H56; L86

1 INTRODUCTION

In the last decade, the issue of cyber security has been repeatedly mentioned
in all strategic state security plans (Ministry of Defense, 2011). Cyber threats
themselves are, of course, much older and date back to the beginning of the
development of cybernetics. They gain in importance especially with the
advent of the Internet as a global network. The development of digitization and
electronization in all aspects of the functioning of society has become one of
the framing trends of the new millennium. This trend can be used to
demonstrate some basic economic tendencies related to the development of
society and progress as such. The initial impulse of “cybernetics” can be
identified already during the Second World War, when this segment
significantly helped the Allies to win over Nazi technology. During the Cold War,
the cybernetics sector fell under the jurisdiction of state authorities, mainly due
to its complexity and strategic importance in the context of the power struggle
in the bipolar world order. It is common knowledge that the “Internet” itself
was originally a military network, which was followed by the “World Wide Web”
as an instrument of advanced scientific research in Western countries. The
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privatization and commercialization of the Internet took place in the late 1980s
and especially the 1990s, when—in the euphoria of the disintegration of the
bipolar world—there was a mass development of technology and therefore of
cyberspace. At that time, the control of state and scientific institutions over the
organically developing Internet network was slowing down, and private
companies and individuals were taking up the reins of development, especially
the development of the Internet.

It is the popularity of digital tools among the population that usually makes the
state start dealing with this issue and offer its services in a digitized form. At
that moment, you can talk about the so-called e-government.

2 CYBERSECURITY AND ITS DEIFFICULT MEASURABILITY

The central theme of this paper is to analyze the level of security in the e-
government of the Czech Republic. We will, therefore, talk mainly about
cybersecurity whose theoretical and practical aspects we briefly outline in this
chapter. Cybersecurity as such has different definitions, but they all try to
follow similar principles. It is possible to work with the definition used in the
Czech environment:

“Cyber security is a set of organizational, political, legal, technical and
educational measures and tools aimed at ensuring secure, protected and
resilient cyberspace in the Czech Republic, both for public and private sector
entities as well as for the general Czech public.”

(NCKB, 2015)

The so-called CIA Triad is generally accepted as the key pillars of cybersecurity.
It has nothing to do with the secret service, but it is an acronym for the
following words: confidentiality, integrity, availability. These three pillars are
used in both the private and public sectors (Basta and Kolouch, 2019).

Conventional indicators of crime have long been based on the incidence and
frequency of criminal offenses, with the executive and judicial authorities
recording these offenses and producing various statistics. In the Czech
environment, statistics from the Ministry of the Interior (the crime map
application, which has its shortcomings) (MVCR, 2021) try to report on this.
Some indexes seek international comparisons, such as Crime Index by City
(Numbeo, 2021) some of the perception indexes. However, they are still more
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of a rough statistic, given the problematic methodology and, in particular, the
different legal frameworks and police procedures. The main shortcoming is the
statistical intangibility of crime, which has not been revealed.

In cyberspace, the situation is even more complicated. Efforts to quantitatively
measure the number of attacks are lagging behind, mainly due to the fact that
it is extremely important to take into account the qualitative impact of the
attack.

Graph n. 1 Investigated criminal cases in Czech Republic between 2011 and 2019

Vygetfované kyberkriminalni pfipady v CR mezi roky 2011 a 2019
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Thus, if we omit the problem of the undetectable ratio between detected and
reported cybercrimes, we can look into the graph outlining the increase in the
number of cybercrime cases investigated by the Police of the Czech Repubilic.
This graph shows an increasing trend. However, its informative value is limited
by the above-mentioned factors. The development of technology marks the
intensity of attacks as well as the targets, along with the appropriate
methodology for solving and implementing defense and cyber security. This
fact can be illustrated by the example of the so-called DDoS attacks. This type
of attack is especially dangerous, as it can shut down a state’s infrastructure.
Typically, these are attacks on the website of the Ministry of Foreign Affairs, or
on the operational interfaces of some government. (E15, 2017)
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The very logic of the DDoS attacks is based on a large number of network
attacks, either in an automated or standard way. In contrast, very frequent
recent attacks of the so-called ransomware type can be relatively simple in
terms of sophistication. Theoretically, a single penetration is enough to shut
down a soft goal of (strategic) infrastructure, such as a regional or university
hospital (Cesky rozhlas, 2020). In the case of an attack on these and similar
elements of the strategic infrastructure, it is very difficult to determine the cost
of restoring things. The authorities, who try to resolve the situation, are, for
logical reasons, reluctant to describe the details because they do not want to
do the work of potential future attackers simpler. It is quite possible that in
some cases, the extorted money will be paid. In the case of the attack on the
hospital in the town of Benesov, the management reported a loss of CZK 59
million, which was certainly not the entire amount but rather a lost profit for
non-performed operations. It should be taken into consideration that resolving
the situation itself has certainly cost the competent authorities a large amount
of money.

It is the change in both the intensity and sophistication of this type of attack
that can be demonstrated in the chart presented by NUKIB (National and Cyber
Information Security Agency) in its annual reports.

Graph n. 2 Development of the power of DDos attacks - in Gbps
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Looking at these data, the hypothesis that quantitative metrics can be helpful
in identifying trends is confirmed, but it is insufficient to accurately identify the
degree of risk. In the development of the strength of DDoS attacks, we can
primarily see the progress of the technology itself. It is necessary to put this
information in the context with the development of the Internet, with the
speed and the capacity of connections, etc. If we could determine some kind

I “"

of technological “inflation” in this respect, we would get essentially more
accurate data about the real development of cyberattacks. The situation is
further complicated by the fact that the global infrastructure is developing
rapidly and does not respect national borders. Therefore it is very difficult to
relate the real situation to the actions of individual public authorities of the
given states. Another factor that complicates objectification is that
cyberattacks are subject to current technological trends as well as to the
development of the international situation. An already well-known example is
the unprecedented cyber campaign against Estonia, which began on August 27,
2007, in response to the sharp deterioration in relations with the Russian
Federation. At that time, the Estonian government had removed the
controversial bronze statue of a Soviet soldier. Without acknowledging
anything, Russia provably and verifiably attacked Estonian e-government
structures through a series of massive cyberattacks. This example illustrates the
great variability in the number and intensity of attacks (Schmidt, 2013).

Cyberspace has generally become a breeding ground for certain state
operations, whether covert or clandestine. Cyberattacks are typical examples
of covert operations, where the goal is to carry out the action together with
keeping its sponsor secret. Cyberattacks have become part of the hybridization
of warfare. This is therefore an example of the above-mentioned concept of
“plausible deniability.” As mentioned, it is not easy to identify the extent of a
cyber threat. Especially for government and decision makers, it is therefore
a relatively big challenge to identify the right countermeasures and means
to ensure cyber security.

It is also difficult to determine the extent to which states are trying to tackle
this problem, as it is a very difficult variable to measure. An objectively
determinable level of the development of digitization and electronization in the
public sector is practically impossible. So we only have to make do with
approximate indicators.
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3 THE BACKWARDNESS OF PUBLIC ADMINISTRATION
AS A MAJOR CHALLENGE

However, in addition to the huge progress made in the services available to
internet users, new threats and crime sectors have also been developing.
Generally, the mentioned problems are dealt with by various theories, which
try to professionally classify and define the dangers in cyberspace. Theories
that describe security from the perspective of nation states sometimes work
with terms such as “cybersecurity” and “cyberdefence” which merge together
into one term “cyberresilience” (Galinec and Steingartner, 2017). This term
seems to be a good description of a problem and can function as a hyperonym
for other sub-forms of cybersecurity. This term is relevant for issues related to
e-government and digitization because security—including the security of the
state—is the responsibility of both the government and authorities. These two
kinds of security directly or indirectly affect citizens. Cybercrime, as well as
cyberattacks carried out by other actors, are logically closely followed by
technological innovations. In some cases, both cybercrime and cyberattacks
even set new trends of development. Thus, with a certain logical delay, a new
discipline—cybersecurity—appears as a reaction to cyberattacks. This
chronological development is typical of a large number of evolving
technologies.

Within this order, it is also possible to observe the reaction of states, which
usually comes only after a more flexible reaction of the private sector.
However, the cumbersomeness of the state sector is not only related to the
adaptation of modern technologies such as digitization and e-government but
it is also related to the issues of cyber security. Some states are trying to create
a legal and functional framework for setting the boundaries of new segments,
but in the case of such a decentralized and globalized environment as
cyberspace, states take the place of the so-called “laggard.” The theory of
“diffusion of innovations,” which first applied the term “laggard,” was
introduced by Rogers (2003). It works with the various stages of innovation
development and identifies the various actors in this process. This theory is
widely used in the social sciences or anthropology, but its principles can be
applied to the case of the development of innovations in public administration.
Therefore, within the framework of e-government, the Czech public
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administration presently finds itself in the role of “a late adopter” or even the
“laggard.”

At the same time, reality shows that it is the state that should ideally play the
role of an innovator, early adopter, and, especially in legislative matters, the
role of the "trendsetter.” At least, the state should be able to create a suitable
environment for innovation and development. However, according to many
indicators, it is not possible to achieve this condition in the Czech Republic.

This statement is proved, for instance, by the statistics of international
comparison—the European Innovation Scoreboard 2020. In 2020, it included
the Czech Republic among the so-called “Moderate Innovators,” which is the
penultimate group.

Graph n. 3 European innovation scoreboard 2020

Innovation performance groups
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Source: European Commission (2020)

In the following chapters, the degree of the backwardness of the Czech e-
government and digitization will be demonstrated on the DESI indicator, which
will be one of the key tools for this analysis.

Due to the delay of the public sector behind the private sector, there is
a problem in coping with negative and deviant players. As indicated above, the
cybercrime actors who closely follow the private sector are in many respects
ahead of the slowly adapting public sector. This fact also is to the detriment of
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public administration. The public sector is also under pressure not only from
hackers and cybercriminals, but is also the victim of attacks by other powers
that do not share the idea of peaceful coexistence, both in real and virtual
space. Cybercrime and cyber “war” are also often intertwined, as foreign
powers may hire private hackers for so-called “foreign flag” operations. The
attributability and consequent provability and subsequent law (Schmidt, 2013)
enforcement related to cyberattacks is therefore very complicated and almost
impossible in practice.

The so-called concept of plausible deniability is applied here. This concept has
been present in all conflicts since time immemorial, but its factual definition
was formulated by former CIA director Allen Dulles in the 1960s. Plausible
deniability aims to disguise the activities of particular players so that there is
no evidence of their involvement, or that the suspicion is countered by the
principle of “claim against claim” (Carlisle, 2003). In the event of a cyberattack,
states often use the services of private and criminal organizations, or
impersonate them, and ensure that there is no demonstrable electronic trace.

The reality is that the position of state administration and decision makers is
therefore quite complex, given that the population under the influence of the
demonstration effect requires the development of new technologies. All this is
happening in contexts where a number of pitfalls, of both the private and public
natures, are already “lurking in the waters.” States, including the Czech
Republic, must therefore respond to the situation in some way. It is in their
interest to create quality defense structures, a legal framework and law
enforcement tools in cyberspace.

Cybercrime, like conventional crime, is very difficult to eradicate, especially
because of its difficult identification and measurability. If we know that the
tools for measuring conventional crime are very “approximate,” mainly due to
the fact that only detected crime can be measured, then cybercrime is an even
bigger problem, due to its technological complexity and virtuality. Legislative
frameworks affecting physical or conventional crime have had a chance to
evolve over many years and centuries with society, but cyberspace rules must
respond to an unprecedented rush. The very definition of cybercrime is
problematic. In many cases, it manages to grow old before it is put into
functional practice.
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Graph n. 4 Czech Republic Internet Speed 2007-2017 - in Kbps.
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A suitable example may be the graph of the development of the average
connection speed in the Czech Republic. The increase in speed is quite rapid,
as well as other secondary indicators such as transferred data, number of
domains, etc. It is clear that the development of cyberspace capacities, at least
in the Czech context, has a significant advantage over the state administration.
It happens despite the phenomena such as the increase in network quality
requirements, larger volumes of transferred data or the development of e-
commerce services, which to some extent explain its development capacities.

4 DIGITALIZATION IN THE CZECH REPUBLIC — DESI INDICATOR

One of these indicators is DESI (Digital Economy and Society Index), which is
based on Eurostat statistics. It is a relatively complex and sophisticated tool not
only in the EU context. Its main advantages are the large number of observed
variables, longitudinality, and the comparison of a comparable group of
countries. Since 2003, it has been identifying important indicators that have
been gradually expanding along with the development of the entire cyber-
segment.

The DESI indicator reports an annual summary of statistics, dominated by an
overall index for each of the member states. This index has been published
since 2014. However, in 2017 the methodology was changed. From the original
data, which was presented on a scale of O to 1 with a resolution of hundredths,
in 2017 it was switched to a scale from 0 to 100 score points. In the statistics,
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this difference is processed in favor of a newer methodology. The original data
are therefore remade on a 100-point scale. Another problem is the
recalculation of values for previous years. The DESI annually publishes the main
scores for individual states, nevertheless it puts them in the context of previous
years. Part of the calculation is the recalculation of the values of previous
results. This slightly complicates the coherence of the data within the
longitudinal view of the statistics themselves. For comparison purposes, we
therefore relied on individual annual reports and used original numbers, not
the recalculated ones.

The DESI index score will serve us as a first dependent variable examined,
indicating thus the kind of development of digitization in the Czech Republic.
Furthermore, this article we will be based on the logical hypothesis that with
the growing cyberspace, expanding digitization and electronization, it is in the
interest of the state to respond appropriately in the cyber security segment. It
was the need for an adequate increase in cyber security capacities that was
argued in the introductory part of the article, as were main pitfalls in this area.

In our hypothesis, we therefore observe a growing cyberspace and consider
that the state must respond adequately. If we accept the DESI index as an
indicator of the development of the digital sector and e-government (albeit
with all the limits we are aware of), it is necessary to find the right indicator of
an appropriate state response. As mentioned, it was difficult to determine the
DESl indicator as “objectively valid”. Given this fact, it is even more complicated
to choose the appropriate cyber defense indicator or the appropriate cyber
security indicator. According to the arguments presented above, we already
know that the number of performed—or rather detected—cyberattacks as a
suitable variable fails. Other indicators, such as the robustness of cyber
defense, are very difficult to measure or they are classified. What can be done
in such a situation? It seems to be inevitable to focus on the available economic
data. We assume that the state that takes its cyber security seriously will also
invest appropriately in its defense capabilities. This assumption is valid in a
conventional environment and therefore we dare to extrapolate this logic to
the cyber security segment.
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5 THE NEED FOR SECURITY — NUKIB

The state that is aware of the need to invest in cyber security is taking a wide
range of measures to enable it to respond properly and in a timely manner.
State cyber security is therefore of interest to many state institutions, namely
to police authorities and intelligence, both external and internal. In the case of
the Czech environment, cyber security is therefore dealt with by both the Police
of the Czech Republic and the internal intelligence of the BIS (Security
Information Service), as well as by the VZ (Military Intelligence). There is a
reasonable assumption that UZSI (Office for Foreign Relations and Information)
also deals with this issue. At the same time, cyber security is to some extent
addressed at every subsidiary level of state institutions, ministries,
administration offices, etc. However, the Czech state also decided to respond
to both the situation of rapid cyberspace development and its threats by
creating a special professional workplace. In 2011, the so-called NCKB (National
Center for Cyber Security) was established within the NBU (National Security
Authority). In 2017, the independent NUKIB agency (National Cyber and
Information Security Agency) was established, which was based on the Cyber
Security Act and its amendment of 2014. It is a central administrative body for
cyber security.

“NUKIB is the central administrative body for cyber security, including the
protection of classified information in the field of information and
communication systems and cryptographic protection. It is also in charge of the
issue of publicly requlated services within the Galileo satellite system. It was
established on 1 August 2017 on the basis of Act No. 205/2017 Coll., which
amended Act No. 181/2014 Coll., On Cyber Security and on Amendments to
Related Acts (the Cyber Security Act).”

(NUKIB, 2018)

It is this body, with its central powers, that is at the center of our attention. It
is at this point that we will try to measure, at least approximately, the
determination, activity and ability of the state to respond to the expanding
threats in cyberspace. The Agency does not function as a part of executive
power, or does not have a police role. However, in practice, its task is to gather
information, create strategies and legislative frameworks for Czech cyberspace.
Therefore, apart from all other national cyber activities, which are either
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scattered and cannot be properly consolidated or are subject to secrecy, all
that remains is to focus on the NUKIB.

NUKIB’s activities are diverse and many of them are logically inaccessible to the
public, but what is accessible is budget information. It is a separate chapter of
the state budget number 378, which belongs to NUKIB, which will enable us to
at least roughly identify the state’s determination to invest in cyber security. Of
course, the factor of “efficiency” or qualification of the competent authority
remains aside, which limits the informative value of budget information.
However, for the purposes of our analysis, the information on the budget
increase will tell us to what extent the state apparatus considers cyber threats
to be a danger.

Graph n. 5 Relation between NUKIB expenditure and DESI score of the Czech Republic —
in CZK (millions)
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There were some complications in interpreting the collected data related to
the budgets allocated for the NUKIB. These were mainly due to the
transformation of the institution between 2016 and 2017, given that until 2016
this institution had been called the NCKB (National Center for Cyber Security)
and operated under the NBU (National Security Authority). The data were
therefore drawn from the annual reports of the NBU, and since 2017 from the
annual reports of the independent NCKB. It was therefore slightly complicated
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to find relevant data for 2016, when the transition took place. Another
problem, which is probably related to the initial phase of the organization’s
operation, was the issue of budget spending. In the first years of operation of
the independent NCKB, it was not possible to use up all the resources allocated
for this chapter of the state budget. In statistical data, we therefore publish
values that were actually spent and are reported as real expenditures.

Thus, the main focus of this article is as follows: it is the relationship between
the development of digitization in the Czech Republic (the development being
measured by the DESI indicator) and the willingness of the state to address
issues related to cyber security (the willingness being measured by expenditure
on the relevant central administrative office of cyber security).

6 SWEDISH GOOD PRACTICE

Within the comprehensive DESI index 2020 indicator, the Czech Republic is in
the 12th place from the bottom and in the 3rd place below the EU average as
a whole. The generally recognized leaders in e-government issues in the
European environment are mainly the Scandinavian countries. For the needs
of our analysis, the example of Sweden was chosen. Sweden has long been
ranked in the DESI statistics at the top. It is particularly important for
comparison with the Czech Republic due to almost the same population
(according to the Eurostat the Czech Republic had a population of 10 693 900
of the 1st of January 2020. According to available figures, Sweden has a
population of 10 327 600). Even though the population is about the same,
Sweden manages to maintain its reputation as a state with a highly developed
cyber and virtual environment. For 2020, the DESI indicator ranked it second in
the EU as a whole. The Swedish approach to e-governance can therefore be
considered an example of good practice.
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Graph n. 6 Digital Economy and Society Index 2020
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In this analysis, we will take a closer look at how Sweden approaches cyber
security issues and what importance it attaches to it. We will use the similar
model to the one applied for the Czech Republic. We will be interested in the
development trends of the DESI index and expenditures on the main national
administrative body dealing with cyber security. In the case of Sweden, this is
the so-called: Forsvarets radioanstalt, FRA (Forsvarets radioanstalt in english -
National Defence Radio Establishment)

This is the office originally focusing on SIGINT, which has its roots in the period
of the Second World War. It is therefore necessary to say in advance that the
entire budget is not allocated for the needs of cyber security but also for the
operation of radio equipment. In any case, the information on expenditure on
this institution is of certain telling value. As for the Czech Republic, the NCKB
also shields other than cyber security activities. It is, for example, responsible
for the administration of the Galileo satellite navigation system project.

The situation analyzed in Sweden is diametrically different from that of the
Czech Republic. From the available data, it is clear that investments in the office
responsible for cybersecurity are significant and have a long-term and
continuous growing trend. From the first available data from 2008, we can see
a steady annual increase. The fact that the data are available and consistent
retrospectively over 12 years indicates that Sweden considers this issue to be
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important. It thus tries to respond to the above-mentioned rapid development
of cyberspace systematically. Behind these steps, it is possible to recognize an
effort to reduce the significance of the gap between cybercrime and the
reaction of the state. It should, of course, be noted that Sweden has long been
at a higher level of living standard than the Czech Republic, which may in some
respects slightly reduce the importance of the absolute values of the funds
invested.

However, it is possible that apart from investing in human resources,
technology prices in the global IT market do not vary much across countries. It
is known from the experience of some tenders that some contracts are even
more expensive in poorer countries, mainly due to the presence of corruption,
the backwardness of legislation, or a weaker market position. It is, therefore,
not possible to determine whether the prices for IT services are definitely more
expensive in Sweden than in the Czech Republic. What can be said is the fact
that Swedish investments have been several times higher in the long run. In the
first graph, we can see the budgets of the relevant Swedish administrative
authority in absolute values of the Swedish kronor.

In the context of the DESI indicator, which is also shown in the graph, it is
evident that it is stable between 60 and 70 points. This is approximately 20
points more than the Czech Republic in a comparable period.

Graph n. 7 >> Relation between FRA expenditure and DESI score of Sweden - in
SEK (millions)
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If we compare the purely financial dimension of the two countries, as indicated
in the next graph, it can be seen that the numbers are indeed very different.
Despite the increased efforts of the Czech Republic, a multiple difference is still
visible. On the chart, Swedish values are converted into Czech crowns for each
year according to the then-relevant exchange rates.

Graph n. 8 >> Expenditures of NUKIB and FRA compared — in CZK (millions)
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Source: Author based on DESI and NUKIB (2018)

The Czech Republic is not doing very well compared to the best ones, but it is
trying to improve.

In further research, it would be worth analyzing other indicators and
deciphering more detailed data.

7 TRUST (AT RISK) AS A KEY ELEMENT

It is crucial for our article to understand the link between the development of
e-government and cybersecurity. The arguments presented in the following
chapters will help us to understand this interconnectedness. However, one of
the most important arguments related to the state’s ability (or inability) to
innovate is discussed in the article Mitigating e-governance avoidance
(Abdelhamid and Kisekka, 2019). Its authors emphasize a simple but important
idea, which works with the fact that some failures in development and
innovation are caused by non-acceptance on the part of the population. This
non-acceptance can be caused by many factors, one of the most significant
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being the fear of insufficient security. The birth pangs of a chaotic
implementation can lead to the “sinking” of the whole innovation. Even in the
case of the Czech Repubilic, this phenomenon is very well known.

It is the issue of trust in the state and its services that prove to be a very
important factor. It will be discussed in the next chapter on several specific
examples. From a theoretical point of view, the loss of trust and relationship
on the citizen-politics axis is increasingly mentioned in current theories that
deal with the fission lines that divide society. Society has been very sensitive to
any other potential divisions recently, and this fact is aided by the considerable
incorporation of both new media and digitization into everyday life. That is why
it is important to set high standards for the developing e-government sector.
In fact, it is possible to both gain and lose a lot with the help of new
technologies. Choejey (2015) concisely defines the goals of e-government as:
“The main goal of the e-government implementation is to improve the
effectiveness, efficiency and quality of public service delivery using Information
and Communication Technologies (ICT). However, its success is dependent on
the provision of information security goals such as confidentiality, integrity,
availability and trust. Therefore, cybersecurity is vital for the successful
adoption of e-government systems.”

In addition to the theoretical dimension, there is also a purely practical one:
Despite good intentions, it is extremely important that the individual e-
government programs are user-friendly and secure. In particular, safety is
crucial, and it needs to be combined with a comfortable solution to the
problem. It is this combination that proves to be essential for gaining trust.
Well-secured but complicated systems do not have to gain popularity with
users at all, and the whole investment may prove useless. Even worse and more
common scenarios may occur: security compromises are made in favor of
convenient use. After a short phase of popularity, there may be some leakage
or mass problem that can damage users’ approach to the platform for a long
time. An important aspect, which manifests itself not only during the
coronavirus crisis, is the lack of shared data and valuable information. In the
framework of cybersecurity, it is absolutely necessary that the so-called
“spillover” effect be applied, which will enable quality information about
potential threats. The use of these procedures has also proved successful in the
private sphere, as evidenced by the analysis (Yang and Kwon and Lee, 2020).
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However, the dissemination of information must be subject to logical control.
A robust network must first be set up to prevent the misuse of such shared
information.

8 CONCLUSION

For the Czech process of digitization and e-government, the lesson learned is
as follows: Based on the findings of this paper, the Czech Republic needs the
intensive strengthening of the digital infrastructure that would not be
precipitous but systematic. It is extremely important that development takes
place equally at the technological, administrative, legislative, and security
levels. It is the appeal to follow security procedures and standards that is the
main message of this paper. In the first place, it is necessary to increase
investments in both strengthening the relevant institutions and disseminating
good practice. The next step, which must take place at the same time, is the
creation of quality legislation. In the Czech Republic, it has not been
permanently possible to create a functional and efficient administrative system
that would not be burdened by growing bureaucracy. In the context of the
Czech Republic, we are increasingly getting into the situation described by the
controversial Russian politician Viktor Chernomyrdin. After the failures of
monetary reform in 1993, he declared the legendary statement: “We wanted
the best, but it turned out as always.”

This observation is confirmed by the current practice in the development of e-
government as well as by other administrative challenges. This practice
convicts the Czech system of both inefficiency and exibility. In the context of
the Czech Republic, excessive bureaucracy is an issue that is often discussed.
However, according to the author of the thesis, the highest risk is characterized
by the threat of neglecting the security aspect of e-governmental development.
There is a legitimate suspicion based on previous practice that the established
trend will continue, with digitization and e-government progressing very slowly
and being user-unfriendly. Due to this disadvantage, the dissatisfaction of
citizens will increase and the demonstration effect may prevail. This trend will
not receive support from the population and will not assert itself. The second
option, which is perhaps even more risky, is to try to hastily “bridge the gap,”
but without robust security pillars based on well-thought-out legislation.
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A certain hope is represented by the activities of NUKIB, which continuously
strives to develop security tools in cyberspace. It does so to a limited extent in
dealing with individual cyberattacks as well as in creating the basis for effective
cyber legislation. Finally, it is important to mention that the development of e-
government can work as a means of excellent economic savings and, in
particular, as a helpful step to make mechanisms for the citizens more efficient.
Here, however, it is necessary to remember one of the essential disputes of
democracy: the conflict between freedom and security. In the case of e-
government, it is particularly the conflict between “comfort and security.” In
the environment of the Czech state, which is characterized by problems with
bureaucracy rather than by the issues of efficiency and innovation, it is
necessary to pay attention to the following imperative: security must precede
comfort, or comfort must be especially safe, even in cyberspace.

In the last decade, the issue of cyber security has been repeatedly mentioned
in all strategic state security plans. Cyber threats themselves are, of course,
much older and date back to the beginning of the development of cybernetics.
They gain in importance especially with the advent of the Internet as a global
network. The development of digitization and electronization in all aspects of
the functioning of society has become one of the framing trends of the new
millennium. This trend can be used to demonstrate some basic economic
tendencies related to the development of society and progress as such. The
initial impulse of “cybernetics” can be identified already during the Second
World War, when this segment significantly helped the Allies to win over Nazi
technology. During the Cold War, the cybernetics sector fell under the
jurisdiction of state authorities, mainly due to its complexity and strategic
importance in the context of the power struggle in the bipolar world order. It
is common knowledge that the “Internet” itself was originally a military
network, which was followed by the “World Wide Web” as an instrument of
advanced scientific research in Western countries. The privatization and
commercialization of the Internet took place in the late 1980s and especially
the 1990s, when—in the euphoria of the disintegration of the bipolar world—
there was a mass development of technology and therefore of cyberspace. At
that time, the control of state and scientific institutions over the organically
developing Internet network was slowing down, and private companies and
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individuals were taking up the reins of development, especially the

development of the Internet.

It is the popularity of digital tools among the population that usually makes the

state start dealing with this issue and offer its services in a digitized form. At

that moment, you can talk about the so-called e-government.
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