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1 Introduction 


The main mission and objective of VSEM is to be an independent higher education institution 
 offering internationally competitive study programmes.  


The educational process at VSEM involves conveying information on development and 
 current trends in line with the concepts and approach of individual study programmes, with 
 the objective of preparing the graduates to succeed in the increasingly competitive 
 environment of the integrated and globalized world. 


We encourage the students’ personal and professional growth by supporting their self-
 confidence and social responsibility. We help them to put their ambitions and personal 
 beliefs into effect, and maintain international ethical standards. 


The conception of study plans and teaching methods is developed in line with changing 
 social needs and requirements and it reflects the individual attitudes and needs of the 
 students, who are helped to cope with management and analytical tasks. Students are 
 trained to be able to assess the existing situation (input and output) of the examined area 
 using both external and internal information sources. 


In creating, updating and assessing the quality of the study programmes, majors, and 
 specializations, VSEM cooperates with its partner institutions in all fundamental areas of 
 academic focus (economics, management, marketing, information and communication 
 technologies, and human resources), on both national and international levels. 


Every year VSEM welcomes many foreign students who wish to spend a part of their studies 
 at a university or an overseas university. VSEM accepts students from all over the world, 
 so that they can experience at least one trimester on our campus. 


The annual international student conference „Entrepreneurial spirit“ is organized by the 
students of University of Economics and Management. The goal of the event is to improve 
the presentation skills, to provide the floor for discussion and exchange of experiences, and 
to master the English language of the participants. Therefore, the whole programme is 
carried out in the English language. 
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2 Student´s thesis 



2.1 Content marketing 


Aneta Grabmüllerová 


Abstract: The main objective of this essay is theoretically identify the essential attributes 
 of content marketing, compare it pros and cons and demonstrate its use in practice. The 
 secondary sources, available on-line were used. Based on these facts a literature research 
 was conduc-ted. The information was taken from articles in academic journals, analytics 
 websites, or official websites of the selected organisations. Usage of content marketing is 
 shown on two examples for the purpose of better understanding of the concept and its 
 feasibility. The examples were taken from two different fields to prove its diverse usage. 


Key words: content marketing, Search Engine Optimisation, content strategy, 
 advertisement, social media 


Introduction 


Marketing is essential for every kind of business. It is quickly changing field and is necessary 
 to stay updated what is trending. Lately, marketing has changed because of technology. In 
 an overload of advertisement marketers are trying to find new ways of how to successfully 
 promote their product. Content marketing became a buzzword and a huge trend in the 
 marketing world. However, there is still skepticism about it. The danger of  trends is that 
 there is a lot of misinformation. This essay is providing overall summary of collected 
 information and author’s conclusion.  


Theoretical part  


Theoretical part describes principles of content marketing and explains its basic concepts. 


It defines most used tools and outlines their usage.  


What is content marketing  


There is many different definitions of content marketing. Content marketing Institute 
 (2016b) says: “Content marketing is a strategic marketing approach focused on creating 
 and distributing valuable, relevant, and consistent content to attract and retain a clearly-
 defined audience — and, ultimately, to drive profitable customer action.”  


Another source (Sales and Marketing Institute, 2016) describes content marketing as a 
 delivering the content your audience is seeking in all the places they are searching for it.  


This includes your main website, your social media platforms and your offline marketing 
 initiatives. 


All definitions agree on that content marketing is a production and regular publications of 
 quality marketing content which is supposed to entertains and attracts potential customer. 


By ‘content’ is meant  articles, pictures and videos, posts on blogs, e-mails, e-books, PR 
articles, or native advertisement. The main purpose of content marketing is publishing 
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content to enrich the potential customer and build up connection, and get the attraction 
 instead of promotion for direct sales.  


Content strategy is planning content production, publishing it and optimising it to meet 
 customers’ expectations and reach marketing goals. 


Content marketing is becoming more and more popular. According to The Content 
 Strategist (2015a) interests in content marketing has been increasing since 2011, but in 
 the end of 2015 it jumped 20 percent, which is as much as in the previous couple of years. 


With an increasing popularity of ad blockers (The Content Strategist, 2015b), the usual 
 marketing tools as banner advertisement, a pop-up or Pay-Per-Click (Truong, 2016) are 
 not as effective anymore. Consumers skip TV adverts, ignore direct mail, and according to 
 Plus (2016), 91 percent email users unsubscribe from company emails. Customers prefer 
 to learn about the company through articles rather than advertisement.  


The main difference in between traditional advertising and content marketing is their aim. 


Traditional advertising is targeting costumers for a purchase. Content marketing builds up 
 relationship with a potential customer, boosts reputation, spreads awareness, develops 
 trust, and attracts attention for the purpose of sales promotion and eventually conversion.  


Tools of content marketing 


To meet marketing goals content marketing is using many different tools and channels to 
 distribute it. Content marketing has become lately fully digital. Quick loading, mobile phone 
 and different browsers optimisation/friendliness should be of matter of course. Instead of 
 printed magazines, there are blogs, and instead of advertorial in printed media, marketers 
 use sponsored content on relevant websites. It is not necessary anymore to produce your 
 own magazines. It is important to attract your audience wherever. The goal is to cover 
 multiple distribution channels to reach the widest possible audience. According to Plus 
 (2016), companies use an average of twelve different tactics. 


Most used amplification methods are, according to Marketo (2016), social media (excluding 
 blogs) and article posting, followed by in-person events, e-newsletters, case studies and 
 blogs. To target an audience correctly, a company needs to find successful content in its 
 niche, to analyse where it is being shared the most, who the consumers are, and build up 
 relationships and trust with them.  


Search Engine Optimisation (SEO) 


SEO is an indispensable tool used to spread a content. SEO helps our content get attention. 


Eighty percent of consumers use search engine to look up a product before purchasing it 
 (Capala, 2013). To reach the attention of a potential customer, the content must be visible. 


To make a content visible, company needs to reach high position in a search engine, such 
 as Google. The easiest way how to reach that is to have high quality content However, 
 there are ways of how can be better SEO ranking reached. It is a task for SEO specialists 
 to use keywords and back links correctly to make a website or blog highly visited.   


Blogs 


Running a blog is a great way to attract your targeted audience, provide them valuable 
content, and build up reliability and reputation. According to Capala (2013), companies 
running blogs received significantly more website traffic and leads.  Blogs are at the centre 
of content marketing strategy. It is what is being shared on social media and what is listed 
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in search engines. Blogging has many advantages. It is its company’s own media and it is 
 not influenced by third party as social media platforms and it still contributes to build up 
 community through forums, comment, discussions and sharing on social media. Blogging 
 can increase traffic to your site and improve SEO ranking. Furthermore blogs are easy to 
 use and relatively low-cost.  


Social media 


Social media are essential tool for distributing content. Content drives social media and 
 social media can be used, not only for distribution but also to listen to audience and 
 understand what they are interested in.  


The most used social websites are according to Marketo (2016), are Twitter, Facebook, 
 Linkedin, and Youtube. The most effective content published on social media is native 
 videos. Facebook became the most used platform for publishing videos. According to 
 Socialbakers (2016), native videos became the fastest-growing ad form on social media. 


Publishers and marketers used to use social media for the purpose of sharing links to their 
 content. Nowadays, social media develops and offer its users to publish ‘big' content 
 (Linkedin Pulse, Facebook Instant Articles, Medium by Twitter). Other social websites such 
 as Instagram, Pinterest, SlideShare or Youtube have already platforms for respective 
 content formats (The Content Strategist, 2015a). 


Costumers use social media more and more to reach requisite brand to ask questions.  


According to Social bakers (2016), in 2015 were asked 59 percent more questions than in 
 the previous year and only 61 percent of the questions were addressed. That leaves a huge 
 space for an improvement. Social customer care is a way of how to keep customers and 
 create positive relationships.   


Influencer Outreach 


Nearly every brand produces content. Influencer outreach is a strategy of how to put extra 
 value into its content. Influencer outreach means convincing influential leaders or celebrities 
 to promote a brand (Anon, 2016). The strategy helps to promote content, develops 
 relationships, and increases awareness of a brand. Influencer Marketing Study by Tomoson 
 (2016) found that marketers rate influencer marketing as their fastest-growing online 
 customer-acquisition channel, outpacing organic search and email marketing. The goal of 
 this strategy is to build up helpful value bringing relationship. Bloggers and Youtubers are 
 examples of new kind of influencers. 


Native advertisement  


Native advertising is defined by Sharethough (2016) as a form of paid media where the ad 
 experience follows the natural form and function of the user experience in which it is placed. 


With a decreasing effectiveness of traditional online advertisement (Truong, 2016) and 
increasing popularity of ad blockers (The Content Strategist, 2015b) native advertisement 
will become more used. However, not even native web advertisement is ad blocker 
resistant. Switching to an in-app publishing through, for example, Facebook Instant Articles 
might be a solution.  Another option is an in-feed display ad (promoted posts on Facebook 
or Twitter, sponsored content on LinkedIn…), which receive more attention than traditional 
advertisement (LaunchBit, 2016). However, this is still not fully trusted and according to 
The Content Strategist (2014) more than half of readers don’t trust sponsored content.  



(8)
7 

 In-person events 

Even though content marketing is implemented mainly online, Content Marketing Institute’s 
 research (2016a) shows, in-person events are the most effective tactic in marketing 
 strategy for achieving goals as brand awareness, engagement and eventually, leads. 


Internet is content overloaded and personal communication creates a much stronger impact 
 on a potential customer and more easily build up relationship (Attend, 2016). A big 
 advantage of those events is that it can reveal who is the audience the brand should target 
 with its online content.  


Analytical part  


In analytical part author examines advantages and disadvantages of content marketing. 


Based on their assessment evaluates conclusion.  


Second part deals with two examples of content marketing analysed on the base of 
 gained information.  


Pros and Cons of content marketing   


The content marketing strategy is a new trend and it has its own positive and negative 
 traits and, therefore it is important to know the pros and cons of the content marketing 
 which are described bellow: 


Pros  


One of the advantages of content marketing is its longer time frame. With great content, 
 consumers will spend more time on site, which is always good for promoting brand. This 
 also leads to better SEO position. The better content, the better ranking in search engines 
 and more back links, which leads back to even better positions in search engines. With 
 better positions in search engine, brands will receive more social traffic, followers, improve 
 its reputation, and eventually increase conversions. Content marketing is not primarily 
 sales-orientated, it is relationship-building tool, which builds up brand awareness, boost 
 customers’ engagement and helps grow a long-term audience. Another advantage of 
 content marketing is its relatively low costs. (Official Bluehost Blog, 2015) Content 
 marketing costs 'only' time.  


Cons 


Producing high quality marketing takes time, lot of patience, and effort. It is important to 
 cover multiple platforms and to not focus only on one of the many. Successful content 
 marketing strategy will take months before the company will see its results. Not only is 
 time needed, but also an implementation team. Outsourcing is an option, but it has its cons. 


No one knows organisation culture as well as the owner, management or even 
 employees.Furthermore, even if companies will produce a high quality of content, 
 consumers are still skeptical to the sponsored content. According to The Content Strategist 
 (2015a), more than half of the readers think publication loses credibility by publicising 
 sponsored content. Luckily, its reliability and consumer’s trust is increasing. 


Content marketing was long time criticised for immeasurability; that it cannot be proved 
how many consumers of the content will eventually purchase. However, with increasing 
popularity of content marketing, analysing tools were introduced. For example, Contently 
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Analytics, Buffer, Optimizely, CoSchedule, and SumoMe offer tools with which content 
 optimisation can be made in almost real time and effectiveness analysed. 


Examples of well-used content marketing 


There are plenty of well-known brands producing great content, however content marketing 
 is not a strategy applicable only to big companies, but for any brand or organisation in 
 every kind of industry. Author demonstrate it on two examples - one popular sports brand 
 and other one on school institution. Two very different organisations using the same 
 marketing strategy; content marketing.  


Salomon 


Salomon running shows a great example of well made content marketing on its Youtube 
 channel, Salomon Running TV. They also put together series of videos capturing one of the 
 best known trail runners, Killian Jornet. A four seasons series called Killian’s Quest feature 
 him running in beautiful surroundings, succeeding in various competitions and completing 
 all kind of challenges, all while wearing Salomon’s clothing and shoes. All videos have 
 touching and thoughtful content made in high quality.  


Salomon is using multiple channels to spread their content. They are running a Facebook 
 page, Twitter account, and an Instagram page where all are focused on running. They 
 upload their videos on Vimeo and Google+. They organise events such as a Salomon 
 Advanced Week where athletes participate or the Salomon running academy camp for 
 young runners.1  


University of Economics and management Prague (VŠEM) 


Content marketing is not for big well-known brands only. It can be used by any brand or 
 organisation. Another example of usage of content marketing is author’s alma mater 
 University of Economics and management in Prague. University is communicating with their 
 students and potential applicants through multiple channels. Besides their own website, 
 VŠEM is running their own blog, communicate through social media Facebook and Twitter. 


They post videos on their Youtube channel, where publish (besides others) interviews with 
 successful former students (influencers). University organise in-person events as a lectures 
 with successful personalities (Vsem.cz, 2016).  


It would be interesting to examine efficiency of each channel, however it is beyond limits 
 of framework of this assignment.  


Conclusion  


Is not a question of ‘if' but more likely ‘how’. Marketers have created more and more content 
 than in the previous year (The Content Strategist, 2016). It is necessary that marketers 
 actually know what are they producing and why they are producing it. That is the only way 
 how to succeed in between content overload which is all over internet.   


It is important to analyse efficiency of published content and used channels and optimise it 
 as often as possible. As mentioned before, nowadays there are tools which allows to 
 optimise content almost in a real time.  



       


1Runningacademy.salomon.com. (2016). SRA 2016. [online] Available at: http://runningacademy.salomon.com/ [Accessed 15 Apr. 2016].
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The cons of content marketing may be challenging, however it shouldn’t be an 
 insurmountable obstacle. Content marketing needs to be done precisely. It requires a lot of 
 effort, but if it is done well, it is definitely worth it.  If is content published just for improving 
 SEO or  because ‘everyone else is doing so’, without providing entertaining content with 
 real value and quality information, it will not work. 
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2.2 Efficiency of using CRM systems in selected company 


Kateřina Halfarová  


Abstrakt: Cílem práce je na základě pozorování a semi-strukturovaných rozhovorů s 
 uživateli systému doporučit vylepšení CRM systému, tak aby došlo k časové úspoře a 
 zvýšení přidané hodnoty jak pro uživatele, tak pro klienty vybrané společnosti. Praktická 
 část práce vychází ze semi-strukturovaných rozhovorů s uživateli systému a pozorování 
 práce se systémem. Na základě zjištěných nedostatků bude doporučeno vylepšení pro větší 
 efektivitu využívání aplikace. Tato vylepšení by měla přinést vyšší přidanou sledované 
 společnosti i jejím klientům. V teoretické části byla použita metoda literární rešerše z 
 odborných zdrojů. Praktická část práce byla založena na primárních zdrojích práce a to 
 semi-strukturovaných rozhovorech se všemi uživateli CRM systému a pozorováním práce 
 se systémem. Rozhovory byly nahrávány na diktafon a měly čtyři okruhy. Na základě výše 
 uvedených kroků byl pozorován systém a jeho využití uživateli a zpracována jedna stěžejní 
 a dvě dílčí doporučení pro inovaci systému. 


Klíčová slova: Customer Relationship Management, efektivita práce v systému CRM, 
 uživatelé, zákazníci 


Abstract: The main aim of this paper is, based on observation and semi-structured 
 interviews with users of the CRM system, to recommend improvements of this system, in 
 order to save time and increase in added value for both users and clients of selected 
 company. The practical part of this paper is based on semi-structured interviews with users 
 of the system and observation of their work with it. Based on detected weaknesses, the 
 improvements for greater efficiency of the system use will be recommended. Those 
 recommendations should bring greater added value for observed company as well as their 
 clients. In the theoretical part, the method of scientific literature review was used. The 
 practical part is based on primary data gained through semi-structured interviews with all 
 CRM system users and on observation of users' work with the system. The interviews, which 
 had four following areas, were recorded on a dictaphone. Based on above mentioned steps 
 one core and two partial recommendations for system innovation was proposed. It was 
 found that the users do not use the potential of company's CRM system fully. The main 
 reason, according to the users, was the lack of time. Later it was discovered, that the reason 
 for not filling in the boxes completely, was lack of added value for the users of the system. 


After barriers identification, the solution was suggested.


Key words: Customer Relationship Management, work efficiency in the CRM system, 
 users, customers 


Introduction 


Improvements are necessity activities that are to be used today in the strong competitive 
market environment not only as words, but to transform them into specific, particular acts 
and processes. For the company the clients’ satisfaction is especially important. But how to 
reach this satisfaction without having the necessary information? According to Drucker 
(1993) the information and knowledge are the only and one meaningful source for 
entrepreneur and thus the other production factors are becoming minor. In today´s world 
of information revolution it is important not only to have these information, but to handle 
them properly, to record and register them, secure and keep them and also to evaluate 
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them. This is why the majority of the Customer oriented companies is implementing the 
 Customer Relationship Management systems (further called as CRM), that should help to 
 aim the sales and to increase the market share. The implementation itself and consequent 
 operation of the system may meet a lot of pitfalls and then the system does not serve for 
 the people but vice versa. 


The aim of this work is, based on the observations and discussions, to recommend to the 
 user an improvement of the system in order to save the time and to increase the added 
 value for both, as for the user and also for the clients of the respective chosen company.  


The practical part of this work comes out from the semi-structured discussions with the 
 system users and observation of the activities with the system. Based on the established 
 deficiencies shall be recommended improvements to increase the efficiency of the 
 application´s use. These improvements shall bring a higher added value of the observed 
 company and also to its clients. 


Theoretical – methodological part 


As presented by Sodomka and Klčová (2010), the most popular sphere of the company´s 
 information system belongs to the CRM systems that are aimed on both – user´s and also 
 supplying entities. Thanks to new technologies, as the mobile phones and the wireless data 
 transmission, the traditional marketing operations were entirely changed. The organisations 
 must adopt themselves and thus create new business models and strategies. The 
 information comes from searching of the client´s needs and their behaviour. 


According to the statement of Sodomka and Klčová (2010), the increasing interest to apply 
 the CRM systems is a logical reaction to the changes, which were brought with the 
 development of the multichannel communication and orientation of the companies to the 
 needs and profitability of the customers. 


The CRM Customer Relationship Management is, according to Pour (2006), the 
 management of the relations with the customers. It is a complex evidence of the behaviour 
 and customer´s information to manage and to search of the customer´s behaviour itself. 


This is a necessary item for marketing creation, business or for communication with 
 customers. In today´s competition environment this is a necessary rider for the business 
 activity. The way the respective company will be successful, depends on the CRM system 
 quality and its strategy.  


According to Tvrdíková (2008), the CRM can be defined as a form and a way of the 
 company´s behaviour in its relation to the customer. The main goal of such strategy is the 
 satisfaction of the customer´s needs. Thus, it is not the process automation in the company, 
 but the ability to react flexible on the market development and on the customer´s 
 behaviour.  


According to the facts as described above, the CRM system is a very important system for 
 every company without dependence on the business segment. 


As stated by Hofrichter (2013), the integration of the CRM system has for an organisation 
 following benefits: 


x a higher sales productivity; 


x possible opportunities of the cross-selling and up-selling; 


x improvement of the customer´s service, support of their loyalty and retention (long 
 term relation with the customer); 


x better profile and aiming of the customer; 


x lowering of costs; 


x increase of the market share; 
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 x increase of the company´s profitability. 

As stated by Vrána, Richta (2005), even after the implementation had been finished, 
 there might arise some requirements to improve:  


x caused by postponing the requirement for improvement; 


x discovered during the testing period; 


x discovered during operation; 


x caused by a non-exact original assignment; 


x caused by addition of new modules and other functions. 


Vrána, Richta (2005) adds that there is necessary to take the requirements for additional 
 adjustments and innovation of the system as a reality and an integral part of the information 
 system´s operation. It is important to choose basic procedure for changes, its consequent 
 analysing and, of course, the system´s evaluation after the realisation of these changes. 


The cooperation with the supplier must not be finished after the implementation, i.e. vice 
 versa – it is a key item for further development and keeping up of the system.  


Methodology 


The primary source for the processing a scientific work were the semi-structured discussions 
 with all the employees and the external colleagues of the respective company and 
 consequent observing and the use of the system.  


The observed company is dealing with alternative medicine that is being applied by means 
 of bioresonance devices. Altogether, there were investigated 6 users of the system. None 
 of the users is a man. It means all of them are ladies, aged from 26 till 43 years and they 
 are using the system every day; one of them is working as a receptionist, the other is 
 working as a therapist assistant and the remaining four are therapist. The interviews, which 
 had four following areas, were recorded on a dictaphone. 


x The classification of the respondents 


o How long are they working in the company and what is their experience with 
 the CRM systems? 


x Transfer to another system 


o What was the efficiency of the training? Identification concerning the 
 complications with this transfer? 


x The function of the CRM system 


o What are the barriers for an effective use of this system? 


x The entire evaluation of the transfer to the new system 


This information was used for development of proposals and recommendations how to 
 improve this given CRM – system and to make it more efficient. 


As a secondary source there were used monographies and guidelines of the respective 
 company, where the right and proper procedure to fill in the information into the CRM 
 system is described.  


Because of using a sensitive internal data and information, the selected company did not 
want to publish its name and the name of the company was changed to xyz. 
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 The Practical part 

The practical part comes out from the semi structured interviews with the CEO of the 
 company xyz, the employees and with the external colleagues that are daily working with 
 the system.  


They were altogether 6 respondents. Another source for the practical part was the reception 
 desk and therapist observation during their work and consequent evaluation of their 
 conducted activities with the CRM system. 


The company presentation and presentation of the tested systems 


The company xyz, according to the Vnitropodniková směrnice of selected company (2016), 
 having a juristically form of 'limited liability company', and was established in February 
 2013. This company has multiplied its turnover during its time of activity. The interesting 
 fact concerning this company is that all the employees are solely women. 


The company xyz, according to the statement of the CEO of the company, is being visited 
 by its clients in order to increase their immunity, resistivity against stress or just to cure a 
 cold. This curing centre has as per today registered as much as 1 200 clients that come to 
 see the centre at least twice a year. These clients are mostly people from the higher salary 
 range and they are thus expecting some kind of comfort and the professional treatment.  


Because of the increasing number of clients and also pieces of equipment to perform the 
 therapy and also the therapists, the centre management decided to adopt an electronic 
 client booking and all the management of information concerning the performed therapies 
 by using the CRM system.  


According to the information from the interviews with the company´s CEO, the company, 
 after 2.5 years of using the Google calendar for reservations, decided to develop its own 
 CRM system that should reflect their individual needs of the client evidence, specific 
 information and data about performed therapies and all the adhering information.  


The CRM company’s system is accessible from the WEB interface and is located with an 
 external system supplier. Due to the company´s size, the CRM system is being used as a 
 certain form of service that had been individually arranged for the specific use of this 
 company. The company has paid a lump sum for the above mentioned arrangement and 
 monthly pays the hosting price together with an overhead sum for system administration. 


The system users were trained by means of information presentation without a practical 
 demonstration of the system. 


The practical use of the system 


During observing the function of the system, there was found that the users are not using 
the present system fully. This often occur by not filling-in all the lines and lack or 
missing information about the client, or about the reason of client's visit. Due to that 
there are arising disinformation and waiting time during the therapy as neither the therapist 
nor the reception, that coordinate the client visit, does not reserve time enough for the 
respective therapy. The client is thus ordered for a shorter time compared to the time 
needed. It means that the next following therapy is being delayed what may have a negative 
influence on the client´s mood and also on the number of waiting patients in the waiting 
area in the entrance hall. This situation has an influence on the reception desk that is 
overloaded by the clients and their complaints.  
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The reason to leave some lines not filled–in is – according to the discussion with the 
 therapists   the necessary time spent for information record when ordering but also after 
 performed therapy.  


Only in this way we can maintain the substitutability of the individual therapists but also 
 the possibility to check the process by the centre’s manager that the chosen treatment is 
 the right one for the certain, respective client. 


Only in this way we can maintain the substitutability of the individual therapists but also 
 the possibility to check the process by the centre’s manager that the chosen treatment is 
 the right one for the certain, respective client.  


The next benefit that comes out from the proper filling in the boxes is the prevention of 
 repeating of one certain therapy more times. The repeated therapy cannot have bad 
 influence on one´s health, but the client has to pay more money. The individual therapies 
 are paid according to the time spent (minutes) with the specific equipment.  


On the picture in the Attachment. No. 1 it can be seen the existing box to fill-in the therapy 
 courses and the programmes, which is not being fully used by the therapists. The box lines 
 are at the first sight quite uncertain and because of the allowed free filling-in there is no 
 possibility of information filtering.  


When scrutinizing the matter and inquiring during the observation there was found that the 
 therapists do not have any added value (motivation) when filling-in these lines. This is 
 simply the reason why they do not fill them in. They prefer to use a faster hand filled-in 
 paper slip records from the therapy that are on the other hand not so easy to shelve them 
 in archives. The CRM system enables to upload these records in files. The administrative 
 demands, the size of scans and finally again the impossibility of filtrating and full text 
 searching would bring no benefit for the organisation, but some additional costs only. The 
 cost would be originated by increasing volume of the system from the provider. The filtering 
 is necessary item to check the adjusted, present therapy.  


The proposed improvement of the system 


To improve the detected deficiency with information filling-in about the client, there was 
 proposed a solution as described in the following subchapter.  


As already mentioned, the therapist has got no motivation to fill-in the lines concerning 
 therapy as he does not see any added value for him. The author of this seminar paper 
 believes the solution is to create this added value and to propose in this way a renewal of 
 the cooperative activity of the system. This means to choose 50 basic programmes that are 
 already being used for other different problems of the patients. The therapist shall tick-off, 
 either during the session or after, the used programme for the client and appliance. From 
 the ticked-off programmes shall be after filling created a new PDF and it may be sent 
 automatically directly to the client´s mail-box or to print it out, if the client desires to have 
 it. In this way the chosen steps may be filtered. Thanks to this filters, there shall be possible 
 to make different analysis of the successibility of the individual programmes concerning the 
 specific problem of a client.  


The added value for the company´s client shall be a clear list of the performed steps with 
 its detailed description and, if desired, also some recommendations to adhere to after the 
 therapy.  


As indicated from the discussions with the therapists, this improvement may save 
considerably a lot of work with the client after the therapy as the mail and telephone 
conversation is quite frequent and especially very demanding. At the same the client gets 
his integral information.  In this way it excludes a wrong understanding of the 
recommendation that are up to now presented in oral way only.  
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Following is the further proposed improvement of the system as based on the observation: 


x automatically sent advise on therapy by means of SMS to the client´s mobile phone; 


o the SMS messages shall be sent 24 hours prior to the therapy beginning; 


because of client´s late arrival and the following delay of further therapies; 


x commemorative window for the reception; 


o the receptionist does not catch up, in the scope of the daily job, the flow of 
 the time. To improve this situation and for better job efficiency there was 
 proposed a solution by means of kind of reminder. It shall be performed by 
 means of springing window, that appears 15 minutes prior to the client´s 
 visit together with a sound signal. The reception will be able to handle the 
 client faster and more effectively. 


In the scope of those proposed improvements there was also contacted external IT 
 specialist of the xyz company to consult the proposals. Based on the consultation there was 
 confirmed the possibility of the improvement and there was also created a calculation for 
 it, which was presented to the company´s CEO. 


Conclusion 


As already mentioned in the introduction of this paper, an information is a very important 
 capital of the company. Thus it is not important only to process all the acquired data but it 
 is also important to evaluate them. The observed company does not use, according to the 
 findings, fully the capacity of the system. It means that there is not created detailed 
 documentation with respect to the case medical history (anamnesis) of the respective client, 
 that could support more effective use of the system.  


From the acquired information, based on the semi-structured interviews with the users of 
 this system, comes out that the users do not exploit the CRM – potential in a full manner. 


As a reason of this non-fully using was quoted - lack of time. When scrutinizing the matter 
 deeper, there was, in contrary to this statement, found that the real reason of the non-
 filling in is the absence of the added value for the therapists. These people were in no way 
 motivated to work with the system and they were using it just for reservation and ordering 
 of patients.  


As a solution of this problem there was recommended to create a new box that shall contain 
 50 basic therapeutic programmes. Thanks to that there shall be possible to filter the 
 information and to create analyses for the programme use for the particular troubles and 
 anamnesis. The added value of this improvement, not only for the therapists but also for 
 the clients, is in fact a new property and innovation of having a form of a message 
 containing the basic information about the performed therapy and also the recommendation 
 to it. These shall be derived automatically by the system according to the ticked-off 
 programmes and finally handed over to the customer after the therapy.  


The proposed solutions were consulted with the external IT – specialist of the observed 
 company and it was presented to the CEO of the company and also to the therapists who 
 were pleased with this change.  


The recommendations as stated in this paper, should be implemented into the company´s 
CRM system within two months. The part of the implementation should also be adequately 
checked by all the users. This check should pass through during the learning workshop and 
after this the improvement should be put into operation. 
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Annexes:Annexe No. 1 Box to fill-in the performed therapeutic operations 


Resource: CRM system of company xyz (2016) 


Ed.: Translation of image: Ošetření - Treatment; Služby tété návštěvy - Services of this 
 visit;  


Název terapie – Name of therapy; Typ - Type of therapy; Programy/nastavení – 
Programs/Settings; Detaily – Details 



(19)
18 



2.3 Fan sourcing model in e-commerce  


Ondřej Hindl 


Abstrakt: Hlavním cílem této práce je zhodnocení výhod fan sourcing modelu k navýšení 
 zisku. Jednotlivé dílčí cíle zhodnocují výhody používání tohoto modelu k navýšení 
 spokojenosti zákazníků a zákaznické loajality tak jako zhodnocení výhod zavedení modelu 
 fan sourcing z pohledu flexibilního zaměstnání. V práci budou použity výzkumné metody 
 komparace, rešerše, polo-strukturovaný rozhovor a dedukce. 


Klíčová slova: Fan sourcing, brand advocacy, conversion rate, zaměstnanost 


Abstract: The primary goal of this thesis is to evaluate the benefits of the fan sourcing 
 model to increase profit-revenue. Secondary goals are to evaluate the benefits of using fan 
 sourcing to increase the customer service experience and customer loyalty, as well as the 
 benefits of implementing the fan sourcing model to provide flexible employment 
 opportunities for brand advocates. The research methods used in this paper will be 
 comparing, background research, semi-structured interview and deduction.    


Key words: Fan sourcing, brand advocacy, conversion rate, employment 
 Introduction 


Outsourcing to lower operational and labor costs or to assist a company in gaining access 
 to new markets is neither a new concept nor groundbreaking entrepreneurship. However, 
 outsourcing work to enthusiasts for a company’s products who serve as a distributed 
 workforce in order to ultimately increase revenue is a concept known as fan sourcing that 
 has been gaining steam since Morgan Lynch, CEO of Needle Inc., founded his company in 
 2010 (Harvey, 2011, p.1). Fan sourcing enables a company to tap into a wealth of expertise 
 about its company’s products and to connect that expertise with online shoppers (Koritz, 
 2012, p.1). The main objective of this research paper is to evaluate the results of companies 
 that choose to invest in fan sourcing as they relate to profit-revenue, while secondary and 
 tertiary objectives are to evaluate the impact the fan sourcing model has on customer 
 satisfaction, customer loyalty, and employment.   


Theoretical research 


The theoretical research part of this work defines the terms brand advocate and explains 
 how brand advocates fit into the fan sourcing model. It furthermore details why companies 
 hire or outsource brand advocates to promote their brands and how customers are 
 influenced by brand advocates. Additionally, this section defines conversion rate and Net 
 Promoter Score (NPS) and seeks to explain how fan sourcing’s goal is to improve both. 


Finally, flexible forms of employment are defined and highlighted to show how a company 
using the fan sourcing model hires teleworkers to accomplish its mission statement. 
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 Hiring brand advocates to build brand loyalty 

Businesses and researchers invest heavily into pinpointing strategies to increase brand 
 advocates, or those customers so motivated by good experiences with a brand and a desire 
 to help others, that they promote and advocate for the brand, not to receive something in 
 return such as discounts or free promotions, but because they truly believe in the brand 
 and want others to experience it (Fugetta, 2012, p. 9). A company can profit greatly from 
 building its brand advocacy base because of its great influence on new customers. Fugetta’s 
 (2012, p. 10) studies indicate that 9 out of 10 customers say comparing all different forms 
 of advertising, they trust the most recommendations from friends and family members, or 
 brand advocates, and only 2 out of 10 believe online advertisements. Another study 
 confirms this theory, finding that 54% of consumers are influenced by peer reviews and 
 social media recommendations when searching for items to purchase (Heywood, 2015, p. 


6). 


Companies that employ fan sourcing specifically aim to hire true brand advocates to speak 
 to their customer base, mainly through guided shopping assistance (Koritz, 2012, p.1). The 
 author further says Needle, the company that founded the fan sourcing model, recruits 
 passionate fans of a brand (referred to as Needlers) and connects them with online shoppers 
 to assist in making a purchase. Heywood (2015, p. 7) adds, retailers that hire Needle are 
 essentially outsourcing their customer’s experience to a third party, relying on brand 
 advocates that typically have a wider experience than the employees of a particular 
 company. Outsources have experience from working with numerous different brands 
 concurrently and, therefore, relate to future customers on a deeper level (Heywood, 2015, 
 p. 7).    


Kevin Gao (Gao, 2013. p. 24), president and CEO of Comm100, a software developer and 
 small business expert. Gao believes understanding the needs of online customers is crucial 
 to providing them with the content, sales, and promotions they desire.  Crucial to the 
 efficacy of fan sourcing is to ensure the outsourced brand advocates provide customers with 
 a positive customer service experience which directly reflects customer retention rates 
 (Burt, 2016, p.1).  Fan sourcing filled a niche capability that was previously rarely found in 
 the online ecommerce world. Fan sourcing connected brand advocates to current online 
 customers, harnessing the brand advocates’ passion and excitement, enabling them to 
 influence customers from “purchase to loyalty and even cost savings (Santos, 2014, p. 


232).” 


Burt (2016) claims that customer service interactions are almost four times more likely to 
 lead to disloyalty than loyalty. Therefore, the positive customer service experience that the 
 brand advocates deliver is absolutely critical to the success of the fan sourcing model. 


Customer service experience and its relation to sales 


A genuinely positive customer service experience fosters brand loyalty and, as Santos 
 (2014, p. 233) relates, that customer service is marketing. By delivering great customer 
 service, a company encourages new customers and fosters loyalty (Santos, 2014, p. 233). 


Fugetta (2012, p. 11) adds that recommendations from advocates are the number one 
influencer for a purchase decision as well as brand perception.   
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Customer service in the ecommerce world brings unique challenges. The impersonal 
 shopping experience leads to very low online conversion rates, which many e-commerce 
 businesses simply accept, watching on average only two percent of their shoppers leave 
 their site after making a purchase (Cason, 2015, p.1).   


Saleh and Shukairy (2010, p. 10) explain conversion rates simply as the ratio of visitors 
 exposed to the given campaign and visitors who take the desired action. The authors explain 
 this definition encompasses all different types of media, but elaborated that ecommerce 
 websites mirror their brick and mortar counterparts by offering the same products; a 
 conversion happens when a customer places an online order. Saleh and Shukairy (2010, p. 


16) report to improve conversion rates, a business must understand the customers it is 
 trying to convert and how the customers interact with the website. The authors further 
 explain the business must then invest the time, resources, and finances to make changes 
 to the website and then track customer response in order to truly understand how to 
 customers interact with the website.  


The ecommerce fan sourcing model aims to improve conversion rates through connecting 
 brand advocates with shoppers, enabling these brand enthusiasts to interact with the 
 customer, offering suggestions and recommendations (Harvey, 2011, p.1). The customer 
 can define his or her requirements, detailing out what he or she needs to the product to be 
 able to do, as well as defining desired price points. The brand enthusiast can then help the 
 customer connect a product that would best support the capability he or she is looking for 
 with that desired price point (Cason, 2015, p.1). Additionally, the fan sourcing model goes 
 one step further. It employs a brand advocate assisted shopping cart; the shopper receives 
 recommendations directly into his or her online shopping cart thereby enabling the 
 advocates to recommend to the customer exactly what he or she needs (Cason, 2015, p.1).    


Fan sourcing also has the ability to improve a company’s Net Promoter Score, or NPS, which 
 serves as an indicator of growth (Net Promoter Network, 2016, p.1). The Net Promoter 
 Network site explains if a given company has a higher NPS than its competitors, it will likely 
 outperform the market and, therefore, if it manages its organization to improve the NPS, 
 business performance will improve. “How likely is it that you would recommend [brand] to 
 a friend or colleague?” is the only question one needs to calculate the NPS using a scale 0-
 10, the same source continues. The article continues more into detail and explains that 
 responders with a score of 0-6 are classified as unhappy customers who could damage the 
 company’s brand through negative word of mouth. Furthermore, responders with score of 
 7-8 are satisfied, however, unenthusiastic and are susceptible to offers from competitive 
 companies, while responders with a 9-10 score are loyal enthusiasts who will keep doing 
 business while referring others and helping growth.   


Fan sourcing promotes flexible forms of employment 


Companies that use the fan sourcing deploy the flexible employment model in the 
ecommerce world, enabling shoppers to connect with the brand experts by chat, which is 
launched by clicking on a banner or invitation on the company’s ecommerce partner’s site 
(Koritz, 2012, p.1).  Without the requirement to be present in a brick and mortar store, 
companies are able to offer these brand experts a significantly different work environment, 
allowing alternate work arrangements such as teleworking and flextime (Hill, 2012, p. 867).  
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The Labor code of Czech Republic § 79, 262/2006 Sb. defines these alternate work 
 arrangements, also known as flexible forms of employment, as all types of employment 
 that are different than the standard full time job, consisting of 40 hours per week, 
 established for an undefined period (Česká Republika, Zákoník práce / Labor code, 2015).  


There are significant advantages to flexible work arrangements and Armstrong (2006, p. 


385) describes three such benefits: “Flexibility to respond rapidly to fluctuations in demand, 
 reduced overheads and lower employment costs”. 


Koubek (2011, p.227) adds to the list a benefit of preserving the knowledge and expertise 
 of parents on paternity or maternity leave or those seeking to better balance work and 
 family life while maximizing the time inside the home. Furthermore, he mentions the 
 advantage of teleworking enables someone with a reduced working ability to be a 
 productive member of society, engaging in an everyday life activity such as work.  In the 
 same paragraph, the author mentions teleworking enables a company to feasibly keep 
 certain specialists on staff while not having enough work for a full time employee.  


Koubek (2011, p. 277) lists among the few disadvantages belong more demanding 
 organization of work and communication between employer and employee as well as among 
 employees. Further the author highlights the demand on employer to obtain proper safety 
 insurance for teleworking employee. 


Methodology 


The main methodological techniques of this research paper are the following: comparing, 
 background research, deduction and semi-structured interview. 


The Comparing method was used in both parts of the article, the theoretical as well as the 
 practical part. The focus was placed on background research of the subject in the available 
 sources.  


By using background research of selected publications, an understanding of the field was 
 gained and this knowledge was applied in the theoretical part. Sources at the library of the 
 university VSEM, as well as the Academy of Sciences Library in Prague were used. The main 
 search engines utilized were Ebscohost, Gale Virtual Reference Library, Google books, 
 ProQuest and Safari, with a focus on the newest sources available.  


The practical part was based on deduction from academic magazine data, internal 
 documents from Needle Company as well as a semi-structured interview with an advocate 
 employed by the same company. The interview was transcribed and is in the appendix of 
 this article.  


The conclusion and follow-on recommendation were based on information gained in 
 theoretical part, as well as research in the practical part.  


Practical part – Presentation of research findings on Fan Sourcing 


Due to its infancy, there are limited sources available highlighting the successes or failures 
of the fan sourcing model. The majority of companies that outsource to a company to 
employ the fan sourcing model are in the United States.  Research attempts were unable 
to determine if a Czech company currently outsources to a company using the fan sourcing 
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model or if a Czech company utilizes the fan sourcing model itself. The paper, therefore, 
 focused the results on the company Needle, the founder of fan sourcing in 2010, and the 
 American companies who hire Needle to deploy the fan sourcing model on their ecommerce 
 sites. 


Additionally, an attempt was made to reach out to companies Needle and LeisurePro in 
 order to research specific statistics on companies that use the fan sourcing model, as well 
 as to speak to a representative about the employees who advocate for brands. Both Needle 
 and LeisurePro were unwilling to provide statistics outside of those provided in open 
 sources. A brand advocate who currently works for Needle was located and a semi-
 structured interview was conducted.  


Brand advocates 


In 2014, Needle commissioned Y2 Analytics to conduct a study of Brand Advocacy in the 
 United States. Y2 Analytics used a population of approximately 2,000 employed active and 
 potential advocates to answer questions relating to advocacy (Y2 Analytics, 2014). One of 
 the main findings of this study found that active brand advocates value helping customers 
 and sharing their passion as the top two most important motivators for doing online 
 advocacy work, scoring above measures of compensation. The study went on to conclude 
 that “there are advocates passionate about products and companies in nearly every 
 consumer industry.” These findings bode well for the fan sourcing model, indicating that a 
 large pool of potential advocates exist for a particular product, and these brand advocates 
 would be willing to share their experiences about that product, driven only by the passion 
 to help others.  


Companies such as Apple, Google and Harley Davidson have benefitted from tapping into 
 the power of their brand advocates, realizing these advocates become living advertising 
 space (Wragg, 2014, p.36).  Wragg indicates that these advocates do not simply buy a 
 product; their purchase marks the beginning of a journey to spread enthusiasm about a 
 product through word of mouth or social media and potential customers do listen. The fan 
 sourcing model taps into this living advertising space, hiring advocates for a relatively low 
 wage to promote brands (Needle, 2016).  


Needle specifically touts its use of advocates to counter the self-service technology “age of 
 Amazon,” claiming that online shoppers who interact with a brand advocate are nine times 
 more likely to make a purchase (Needle, 2016, p. 11). Needle claims its fan sourcing model 
 speaks for itself; when Needle enables advocates of a brand, the brand advocates increase 
 NPS by 20%, drive incremental revenue -- 65-90% is net new, generate between 4-8x 
 return on investment, increase conversion 6-15 times over self-service, increase average 
 order value 15-30%, and drive customer satisfaction to a CSAT score of 9.3/10 (Needle, 
 2016, p. 11).  


Customer service experience 


On March 31st, 2015, the home furnishings retailer, Living Spaces, announced that it had 
seen an increase in both online customer satisfaction and sales just two months after it had 
first deployed Needle’s fan sourcing model on its web site (Heidersbach, 2015, p.1). Living 
Spaces, Heidersbach explained, chose to invest in an enhanced online chat experience, 
empowering brand advocates to provide customers with the ability to ask detailed questions 
similar to what a customer could ask in their brick and mortar stores. Previously, the author 
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expounded, the company had only hired a call center which was continuously being 
 overwhelmed with people asking on the website. 


Current clients of Needle are famous brands such as bebe, Newegg, LeisurePro, American 
 Apparel, Coach New York, Norton by Symantec, Adorama, and Taylor Made (Needle, 2016, 
 p.8). These brands claims are seeing dramatic improvements in their ecommerce site 
 performance, in many instances doubling their Return of Investment (ROI) through 
 increased conversion rates, better customer retention, and improved Net Promoter Scores 
 (Koritz, 2012, p.1). Specifically, Koritz explains that Needle’s clients each have NPS scores 
 higher than 72 percent, 25 percent higher than the industry average. 


In On March 21st, 2012, Skullcandy Inc., an audio equipment company, and Needle 
 announced the results of their two year partnership. They presented three major findings 
 (Moon, 2012, p.1): 


- “Since implementing Needle's unique social chat platform and its ‘fan sourced’ labor 
 model, Skullcandy's online chat program has enjoyed a 20-30 percent conversion each 
 month.  


- Skullcandy has achieved a Net Promoter Score of 74.8 percent - in the top 5 percent of 
 all companies worldwide  


- For about the same cost as employing three service representatives annually, Skullcandy 
 saw work output equivalent to 15 service representatives.” 


Newegg, an electronics online retailer, chose to utilize the fan sourcing model to activate 
 its tech-savvy advocates and improve the shopping experience for its customers (Ellett, 
 2015, p.1). Newegg saw immediate results of providing its customers with a forum to ask 
 questions where brand experts can offer suggestions and solutions. Ellet explains that the 
 conversion rate immediately improved from 2-3% to 10%, Newegg achieved a 182% ROI, 
 and saw a 12% raise in customer satisfaction and an NPS improvement to the double digits. 


    


Employment  


All attempts to find any significant research material about employee satisfaction failed. 


One semi-structured interview with a brand advocate employed by Needle was conducted, 
 as well as information about Needle employment at Indeed.com and Glassdoor.com servers 
 was used. Indeed (2016) shows overall score of employment satisfaction of four out of five, 
 which is supported by answers in the interview with Needle’s brand advocate about the low 
 employment turnover.  


The semi-structured interview with the advocate highlighted disadvantages concerning 
communication issues between Needle and advocates, as well as the lack of certain benefits 
like vacation days. Information on both servers Indeed (2016) and Glassdoor (2016) agree 
with the communication issue and add to the list of disadvantages being paid by chats and 
not by an hour. Accordingly to the interview it is different for which company given advocate 
works, as some pay by an hour.  
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 Conclusions and recommendation 

The fan sourcing model deployed in the ecommerce world appears to provide a significant 
 ROI, improving a company’s NPS, CSAT, AOV, and conversion rate. Fan sourcing 
 additionally is able to harness the enthusiasm of brand advocates willing to share their 
 knowledge and passion of a brand, many of whom are simply motivated initially by their 
 desire to help others based on their positive experiences. Finally, the fan sourcing model 
 provides brand advocates with teleworking with flextime employment opportunities, while 
 promoting a brand they love and assisting customers by providing suggestions and 
 recommendations to make good purchases.  


The recommendation is to conduct a study in the Czech Republic to determine if the fan 
 sourcing model would be a profitable model for Czech companies that have an online 
 presence and who are aiming to increase their NPS, CSAT, AOV, and conversion rate. 


Additionally, the study would need to encompass the determination if adequate brand 
 advocates exist that would be willing to be hired in such a teleworking role. 
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