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Stejskal, L.— Stavkova, J.: Podpora prodeje vybranych produktii potravinafského primyslu. Kvasny Prum. 58, €. 6, s. 178-182.

Clanek se vénuje analyze predikovatelnosti dopadu prodejné podpurnych kampani potravinarskych vyrobkd prostrednictvim tzv. semi-
parametrického pfistupu. Vystupem tohoto modelovaciho pfistupu jsou tak zvané ,deal effect” kfivky, které ukazuiji, jak konkrétni vySe
ceny produktu ovlivni budouci objem prodejl. Z vystupu prfipadové studie zkoumani vlivu slev z ceny na objemy prodeje konkrétni zna¢-
ky piva a chleba vyslovuji autofi nasledujici zavery: Nastroje podpory prodeje jsou pro potravinarské subjekty velmi dulezité a mohou se
stat determinantou Zivotaschopnosti jednotlivych firem. Velikost jejich vlivu na objem prodeje je skutecné do jisté miry predikovatelna.
Mérené hodnoty jsou prevzaty z rozsahlého primarniho Setfeni realizovaného na Ustavu marketingu a obchodu PEF MENDELU v roce
2008.

Stejskal, L. — Stavkova, J.: Sales promotion of selected products in food processing industry. Kvasny Prum. 58, No. 6, p. 178—182.
The paper deals with predictability analysis of impact of sales promotion campaigns on food products through semi-parametric approach.
Result of this modelling procedure is represented by so-called “deal effect”; curves which show how price of particular product will af-

fect its sales. Results are based on case study with focus on one kind of bread and one beer brand. Authors draw following conclusions:

Sales promotion activities are very important for food processing subjects and they can become a determinant of viability for particular

companies. Final effect of sales promotion on sales quantities really is predictable to a certain extent. Analysed data has been taken from

extensive primary research realized by the Department of Marketing and Trade, Faculty of Business and Economics MENDELU in 2008.

Stejskal, L.— Stavkova, J.: Die Unterstiitzung des Verkaufs von ausgewéhlten Lebensmittelprodukten. Kvasny Prum. 58, Nr. 6,
S.178-182.

Der Artikel wird der Vorhersagenanalyse des Verkaufspromotionsimpactes der Lebensmittelprodukte durch den sogenannten ,semi-
parametrischen Zugang“ gewidmet. Der Austritt dieses Modellzuganges sind sogenannten ,deal effect” Kurven, die es zeigen, wie die
konkrete Produktspreishéhe den kiinftigen Verkauf beeinflussen kénnen. Aus den Ausgangen der Vorgangsstudie Uber Impact des Preis-
ermaBigungseinflusses auf die Verkaufsintensitat des Bieres und Brotes konnten die Verfasser folgende Schlussfolgerungen ziehen: Fiir
den Lebensmittelproduktenverkauf sind die Verkaufunterstitzungsinstrumente sehr wichtig und kénnen Uber die Lebensfahigkeit der
Firmen ein Determinante sein. lhre EinflussgréBe auf den Verkaufsumfang kann im gewissen Masse vorhersagt werden. Die Messwerte
wurden aus der realisierten Forschung entnommen, die im Jahre 2008 im Institut fir Marketing und Geschaft PEF Mendelsuniversitét in

Brno (Briinn) durchgefiihrt worden sei.

Klicova slova: marketingové ndstroje, podpora prodeje, ucinek pro-
pagace, hodnoceni prodeje

1 UVOD

Literatura fik&, Ze firmy pouzivaji propagac¢ni nastroje s cilem zis-
kat a udrzet v zadkaznickém povédomi vlastni produkty. Jedna se
o kombinaci riiznych ,kanald“ k pfenosu propagacniho sdéleni k za-
kaznikovi, pfi¢emz rozhodujicimi jsou reklama, pfimy marketing, pu-
blic relations, osobni prodej, sponzoring a v neposledni fadé podpo-
ra prodeje’, které se vénujeme v tomto ¢lanku.

Dale se v marketingovych publikacich dozvidame, ze konstrukce
nastrojil podpory prodeje predstavuje proces na sebe navazujicich
manazerskych rozhodnuti a marketingovych aktivit vidénych
v komplexnim pojeti, pfedem zacilenych na urcity segment trhu,
sortiment prodavaného obchodniho zboZi a dobu, po kterou bude
poskytovana.

Jak to ale ve skuteénosti s u¢innosti a potazmo s pfedvidatelnosti
dopadu vyuziti podpory prodeje je?

Existuje sice fada obecnych zavéru, kdy zkusenosti z praxe napfi-
klad ukazuji, Ze:

* sales promotion (SP) je vhodnym nastrojem pro firmy, které zauji-
maji maly podil na trhu a nemaji dostateény objem prostredk
na vydaje za reklamu, pfi tom maji ale zajem rozsifovat svij trzni
potencial;

* jedna se o citlivou zalezitost u znackového zbozi, kde pfi delsi apli-
kaci dochazi k poklesu spotfebitelské poptavky, coz byva vysvétlo-
vano tim, Ze spotrebitelé zac¢inaji vnimat dany produkt jako ,levny*,
v negativnim slova smyslu;

' Pfidrzme se téz plvodniho, ¢asto prejimaného nazvu ,sales promotion®, ¢i
zkracené SP.

Keywords: Marketing tools, sales promotion, propagation effect,
deal effect

1 INTRODUCTION

Literature resources indicate that companies use promotion tools
with the aim of gain and maintain their own products in customer
awareness. It is a combination of varied “channels” transmitting pro-
motional announcements to a customer, whereas the crucial ones
are promotion, direct marketing, public relations, personal selling,
sponsoring and predominantly sales promotion?, which is the main
topic of the article.

In the marketing publications we can also learn that a selling pro-
motional tools construction represents a process of consecutive
manager decisions and marketing activities seen in a complex con-
ception. These activities were directed in advance to a particular
market segment, articles of commerce and a period, during which
they will be provided.

But what are the actual effectivity and subsequently the predicta-
bility of a sales promotion use impact?

There are several general conclusions when practical experience
for example shows that:

* Sales promotion (SP) is an appropriate tool for companies which
occupy a small share of the market and do not have sufficient
amount of money to spend on promotion but at the same time they
would like to extend their market potential.

¢ In the case of branded goods, it is important to take into considera-
tion that in longer application a consumer demand decline might be
shown. It is usually explained as a consumer perceiving of the prod-
uct as low-cost in the negative sense of the word.

2 Abbreviated as SP
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e (Cinnost sales promotion spiSe

kratkodoba, zvlasté pokud jsou  effect on sales quantity

Obr. 1 Vliv cenoveé slevy na objem prodeje / Fig. 1 Price discount

* Sales promotion effectivity is
rather short-term, mainly if of-

nabidky jednotlivych  vyrobcl
malo odli§né a produkt se nacha-
zi ve stadiu zralosti, ¢i poklesu;

» ¢im Castgji se pfistupuje k pro-
pagac¢nim slevam, tim kratsi
jsou prodejni vrcholy, kterych se
dosahne.

Cena/

. &
Price

Napfiklad princip poskytovani
slev je pak nékdy odvazné zobec-
flovan, az do podoby ukézané
na obr. 1.

Nad uvedenym se ale kriticky
pozastavujeme — moznost tako-
véhoto odhadovani U¢inkd slev
a celé podpory prodeje je, z celé
fady ddvodu, velmi omezena. DU-
vodem je v prvni fadé fakt, Ze pro-

P1
P2

R —————

fers of individual producers do
not distinctively differ and the
product reaches the stadium of
maturity or decline.

* The more often promotion sales
are practised, the shorter the
reached selling climaxes are.

For example the discount giv-
ing principle is sometimes auda-
ciously generalized to a Fig. 1.

We would like to critically demur
on above mentioned data — possi-
bility of such a sales effect estima-
tion and whole sales promotion is,
for numerous reasons, very limit-
ed. It is primarily because of a fact
that sales are influenced by multi-

dej je ovlivnén celou radou fakto-
rd, jak uvadi napf. Stavkova a kol.
(2008). Béhem SP kampané
mize pak samozrfejmé dochazet
ke skute¢nostem, které vypovida-

bt

- ple factors as mention for example
Stavkova et al. (2008).

During an SP campaign, mat-
ters, which distinctively distort the
significance of for example reve-

V2

Objemy prodeje/
Sales

ci hodnotu, napfiklad zmény tr-

zeb, vyrazné zkresli. Rovnéz neni

dostatek ¢asu pro tvorbu modelll méfeni U¢inkd propagace — dnesni
trh je charakterizovan prudkymi zménami, které nechavaji jen malo
¢asu na vyhodnocovani. S tim je spojena i problematicka variabilita
uzivanych méficich nastrojd, rozuméno metod i konkrétné software
pro tvorbu marketingovych modeld. Dale pfistup k dostate¢né vypo-
vidajicim udajum nemusi byt mozny. Toto se tyka zvlasté nékterych
sfér, jako poskytovani sluzeb (jinde, napfiklad v odvétvi rychloobrat-
kového spotfebniho zboZi, je idaju vhodnych k méfeni samozfejmé
dostatek). Konecné pak, jak uvadi Nagyova a kol. (2007), misty nee-
xistuje ani dostate¢ny zajem o méreni u¢inkli propagace, nebot mezi
managementem firem panuje obava, ze vysledek nebude pozitivni
a vyvstane nutnost obhajovat minimalni ekonomicky efekt propagac-
nich akci. Dusledkem ¢ehoz nejsou zamérné shromazdéna data
a neexistuje dostate€¢na zakladna pro ¢asova, mezifiremni ¢i mezio-
borova srovnavani.

Regeni tedy evidentné nebude nijak jednoduché. Piesto bychom
radi struéné nastinili zajimavou moznost, jak — pfi respektovani vyse
uvedenych omezeni — dopady jednotlivych nastrojl podpory prodeje
v redlném Case co nejefektivnéji vyhodnocovat a predikovat.

Jedna se o takzvany semi-parametricky pfistup k modelovani
efektt konkrétnich nastrojl podpory prodeje.

Studie vlivu propagace bézné pouzivaji parametrické regresni mo-
dely ukazujici souvislost mezi prodeji a nastroji propagace vlastnich
a cizich polozek s uvazovanim zadnych, ¢i pfesné danych a vymeze-
nych vnéjsich vlivi. Strategie parametrického modelovani sice ma
mnoho optimaliza¢nich vlastnosti, avSak specifikace modelu podiéha
nejistoté redlného svéta (napf. v podobé diivodu uvedenych v pfedcho-
zim odstavci), takze odhad pravdépodobné bude znaéné zkresleny.

Experimentuje se i s tzv. neparametrickym pfistupem. Ten respek-
tuje skute€nost, Ze nezndme analyticky tvar distribuce, tedy véechny
objevivsi se faktory zahrnujeme dodate¢né. Tim se sice odstrariuje
omezeni parametrického modelovani, na druhou stranu presngjsi
odhady vyzaduji neimérné velké vzorky vysledk( pozorovani. Napf.
jen pro model prodejli jednoho produktu ze ti, jako funkci tfi spoji-
tych proménnych pro kazdou ze tfi polozek, by nutna velikost vstup-
niho vzorku byla vice nez 7,5 milionu pozorovani.

Semi-parametricky pFistup je kombinaci parametrického a nepara-
metrického, kdy jsou zahrnuty jak neparametrické funkce promén-
nych ukazatel(l, tak linearni funkce ostatnich uvazovanych faktor(
(podrobné viz Van Heerde et al., 2001). Samoziejmé ani tento model
neposkytuje pfesné budouci odhady pfinosu, které ndm z podpory
prodeje nasich produkt poplynou, nicméné se snazi odstrariovanim
omezeni pfedchozich dvou realité pfiblizovat a souc¢asné umoznit
praktické aplikace.

Ukazme si jej na prikladu jednoho z nastrojl sales promotion —
slev z ceny, coby proménného ukazatele. Jsou zahrnuty rlizné druhy
téchto slev, pro odhady tedy neuvazujeme (a nemusime sledovat),
o ktery druh slevy se jednalo, ¢i v jaké vySi byla poskytnuta.

Vystupem tohoto modelovaciho pfistupu jsou tak zvané ,deal ef-
fect” kfivky, které ukazuiji, jak konkrétni vySe ceny produktu, na zakla-
dé dosavadnich Setfeni, pravdépodobné do budoucna ovlivni objem

nue change, can occur. There is

not enough time for creating mod-
els measuring promotion effects as well — the present market is char-
acterized by sudden changes which do not let much time for analys-
ing. It is related to a problematic variability of used measuring tools,
i.e. methods and software for creating marketing models. Moreover
the adequately predictive data might not be accessible. This con-
cerns especially the spheres such as service provision (elsewhere,
for example in short-stored goods branch, the measurable data
are sufficient of course). Finally according to Nagyova et al. (2007)
there is partially insufficient interest in measuring promotion effects,
because company managements are afraid of negative results and
necessity to defend a minimal economic effect of promotion activi-
ties. As a result there are no purposely collected data and an insuf-
ficient base for time, interfirm and interdepartmental comparison.

Apparently the solution will not be elementary. In spite of that we
would like to concisely outline an interesting possibility — with re-
specting above-mentioned limitations — how to analyse and predict
most effectively the impacts of particular selling promotional tools in
real time.

We spoke about so-called semi-parametric approach to effect
modelling of specific selling promotional tools.

Promotion effect studies commonly use parametric regression
models showing connection between sales and promotion tools of
own and extraneous elements in considering no or precisely set and
determined influences. The strategy of parametric modelling has
many optimization qualities though, nevertheless specification of
a model underlie rely on uncertainty of the real world (for example in
a form of reasons mentioned in the previous paragraph). That is why
the estimation will probably be considerably distorted.

Currently there are experiments with so-called non-parametric ap-
proach in progress which accepts the fact that the analytic distribu-
tion shape is not known, therefore all emerged factors are included
post facto. Thereby the limitations of parametric modelling are re-
moved, but on the other hand to obtain more precise estimations
demand immensely large survey samples. For example only for
a sales model of one product of the three as a function of three co-
herent variables for every item, the quantity of a preliminary sample
would be more than 7.5 million observations.

Semi-parametric approach is a combination of parametric and
non-parametric in which there are included both non-parametric
functions of variable indices and linear functions of other considered
factors (see Van Heerde et al., 2001). Of course, even this model
can’'t grant precise future estimations of benefits which will be
brought by selling promotion, nevertheless it tries to approximate the
reality and at the same time to enable practical applications by re-
moving limits of the previous two approaches.

Let us present the model in an example of one of the sales promo-
tion tools — price reduction, as a variable index. Diverse types of
these reductions are included, that is why we do not reflect (and do
not need to monitor) its type or amount

As an outcome of this modelling approach, there are so-called
“deal effect” curves showing (on the basis of actual research) how
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prodejl. Ceny jsou vyjadreny indexy, tzn. hodnota ,1,00“ znamen4,
ze na produkt nebyla poskytnuta Zadna sleva. Méfené hodnoty jsou
prevzaty z rozsahlého primarniho Setfeni realizovaného na Ustavu
marketingu a obchodu PEF MENDELU v roce 2008. Prezentovana
data o vyvoji prodejli byla poskytnuta nejmenovanou pekarsko-distri-
buéni firmou s vyznamnym trznim podilem v jihomoravském regionu.
Analyzovana data pfedstavujici objem prodeje (trzby a pocet realizo-
vanych transakci) byla sbirana v prabéhu osmi tydnu v kvétnu a cerv-
nu roku 2008. Zkoumanymi komoditami byly rizné potravinarské vy-
robky. Pro tento ¢lanek z nich byly zvoleny vybrané vysledky pro
zitno-pSenicny chléb a nejmenovanou znacku piva.

2 ANALYZA PREDIKOVATELNOSTI DOPADU
PRODEJNE PODPURNYCH KAMPANI

Konstrukce pouzitého modelu vychazi z trzeb jako sumarni
neparametrické funkce snizovani cenové proménné a linearni funk-
ce dal$ich prediktorG. Proménlivé indikatory zahrnuji reklamu,
vystavy, zvlastni podplrné bali¢ky, tydenni vysledky a komeréni
efekty.

Ceny jsou prezentovany indexy, tj. hodnota “1,00” znamena, ze
k zadné cenové zméné nedoslo. V pribéhu vyzkumu se veskeré
zmény béznych cen projevily ve stejném tydnu, kdy byla data sbira-
na.

Specifikace semi-parametrického modelu pro polozky k, k=1, ..., j
je nasledujici:

IS, = m [In(PL, ), In(PL, )..... In (PL,)] + 22y,
! ' JoJ

il i, oS+ e/kWr + uik,l

il ik

kde

S, predstavuje jednotku k v obchodé i, i = 1, ..., n, v tydnu ¢,
t=1,.., T, m(.) je neparametrickou funkci;

PI. e cenovy index (pomér aktuaini a bézné ceny) polozky j
vobchodéivtydnusj=1, .., J;

e je ukazatelem proménné predstavujici pouziti (=1) ¢i nepou-
ziti (=0) nastroju podpory prodeje u produktu j v obchodé
ivtydnu g

S je proménnou predstavujici misto sbéru dat; hodnota 1 zna-

mena, ze dany prlizkum byl proveden pfimo v obchodé, hod-
nota 0 znamend prdzkum mimo obchod;

w je proménna predstavujici tyden; hodnota 1 znamena, ze
dany priizkum byl proveden v tydnu ¢, hodnota 0 znamena,
ze prazkum nebyl proveden v tydnu .

Y predstavuje hodnotu efektu / podplrné akce na polozku j vy-
jadrenou objemem polozky k;

o, a e, jsou podily produktu k na trhu i a podily produktu k na pod-
plrné kampani v tydnu z;

u,, vyjadFuje obdobi zajmu o produkt k na trhu i v tydnu .

Dopad snizeni ceny na objem prodeje je ilustrovan tu¢nou ,deal
effect” kfivkou v grafech.

Klasicky parametricky komparativni model je formalné specifiko-
van rovnici

J

InS,, =2 B, In(PL) + X2y, 1, + oS, + €W, + ),

=1 it

kde:r=1,.., Tai=1,.., n. definice proménnych zlstavd nezménéna.

Tento srovnavaci parametricky odhad je v grafech znazornén cer-
chovanou ¢arou.

ZvySeni spolehlivosti predikce je dosazeno doplnénim intervalu,
u néjz je 95% pravdépodobnost, Ze se v ném skute¢na hodnota bude
pohybovat. V grafu je ilustrovan plnymi tenkymi ¢arami kolem ,deal
effect” kfivky a princip konstrukce je dan vztahy:

[(x,) = 1.96 \ (NIFYV (ulx,) [ K(2pdz/f (x,)),

(x,) +1.96y (NI V (ulx,) [ K(2Ydz /f(x,).

Vysledky vypoétl ukazuji obr. 2a 3, kde osa x pfedstavuje cenové

v ramci vyzkumného vzorku, osa y predstavuje odhadované objemy
prodeje.

particular product price amount will probably affect sales quantity.
The measured values are assumed from primary consumer research
realized in the Department of Marketing and Trade of Faculty of Busi-
ness and Economics MENDELU in 2008. Presented data about
sales were provided by an unnamed baking and food distributing
company with significant market share in the South Moravian region.
Analyzed data which represent sales quantity (revenues and the
number of realized transactions) were collected during 8 weeks from
May to June 2008. The monitored commaodities included various food
products. For this article there were selected results of rye-wheat
bread and a beer brand.

2 ANALYSIS OF SP EFFECTS
PREDICTABILITY

Applied model construction expresses sales as a sum of non-par-
ametric function of reductions in price variable and linear function of
other predictors. Variable indicators include advertisements, exposi-
tions, special promotional packages, weekly results and commerce
effect.

Prices are presented by indices, i.e. a value “1.00” represents that
there is no price reduction provided. During the research, all the
changes of common prices manifested themselves at the same
week when the data were collected.

Specification of semi-parametric model for items k, k = 1, ..., j is
following:

0 Sy, = m Un(PL ), 0Pl v In (PL) + 3200, 1, 0,8, + €W, +

ki

where

S, represents unitkin store i, i=1, ..., n,inweekzs t=1, ..., T;m(.)
is non-parametric function;

PI. is a price index (an actual and common price ratio) of item j

i

instoreiinweekrj=1,..,J;

is an indicator of a variable expressing usage (=1) or non-

usage (=0) of sales promotion tools at product j in store i in

week f;

S is a variable indicating the place of data collection; value 1
means the particular survey was performed directly in the
market, value 0 expresses the survey outside the market;

w is a variable indicating week; value 1 signifies that the par-
ticular survey was performed in the week 7, value 0 means
that the survey was not performed in the week 1.

Vi represents value of a propagation action effect [ on item j
expressed in volume of item k;

o,ae, and are shares of product k in market i and promotional
shares of product k in week 7

u,, expresses period of interest in product k in market i in week .

ijlt

The consequent impact of price reduction actions on sales volume
is illustrated with a thick deal effect curve in graphs.

A classic parametric comparative model is formally specified by
formula

J

InS,,= /2 B, In(PI,) + ;E, v,

’ ’ ’
=1 it + aikSi + 811»‘)Vr + uik,r

ijlt
where: r=1, .., Tand i = 1, ..., n. and variable definitions remain un-
changed.

This benchmark parametric estimation is represented with the
dashed curve in graphs.

Prediction reliability enhancement is achieved by an interval com-
plementation in which there is a 95% probability of non-parametric
estimation to be situated in any sequence of changes of input values.
In the graph it is illustrated with the full curves around the “deal ef-
fect” curve, principle of construction is given by relations:

[(x) = 1.96 \ (N V (ulx,) [ K(2)%dz/f (x,),
() + 196 (NEYV (ulx,) | K(orde /F(x).

Results of calculations are shown in Fig. 2 and 3 where the x-axis
represents price indices coefficients equally distributed between the
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Obr. 2 Odhad dopadl podpory prodeje na objemy prodeje chleba /
Fig. 2 Estimation of sales promotion effect on bread sales quantity

Obr. 3 Odhad dopadl podpory prodeje na objemy prodeje piva /
Fig. 3 Estimation of sales promotion effect on beer sales quantity
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Vysledky vypoctl, znazornéné kfivkami, jsou velice zajimavé. Pa-
rametricky pfistup pfimo podporuje obecné zavéry o nepfimé umére
slevy z ceny a prodavaného mnozstvi, tedy moznosti pausalni plos-
né aplikace podpory prodeje.

Stejné tak semiparametricky model, jenz je dle nazoru autor(
v soucasnosti nejlépe v praxi aplikovatelnym postupem pro praci
s odhadovanymi dopady sales promotion, potvrdil tezi o platnosti
a ekonomickém pfinosu vyuZiti nastroji podpory prodeje. Oproti pa-
rametrickému hovofi ale mnohem konkrétnéji.

V prvnim pfipadé — odhad objem0 prodeje Zitno-pSeniéného chle-
ba — byl napfiklad identifikovan jakysi prahovy interval, zhruba
na urovni dvanacti az osmiprocentni slevy z ceny, ve kterém budou
objemy prodejl reagovat velmi elasticky. Vné tohoto intervalu pak,
dle pfedpovédi modelu, v podstaté nema smysl na tento konkrétni
produkt nastroje SP aplikovat, nebot deal effect kfivka nabyva témér
horizontalniho tvaru.

Vysledek druhého pfikladu — analyza slev poskytovanych na pivo
— je mozna jesté zajimavejsi. Sklon deal effect kfivky semiparamet-
rického odhadu je v rozmezi osmnacti az patnactiprocentni slevy
z ceny, vy$8i nez u odhadu parametrického. Tedy €im vyssi sleva, tim
mensi prodané mnozstvi.

Mimochodem duvod(, pro¢ bychom si mohli takto ,$kodit“ posky-
tovanim vys$Si slevy, maze byt zfejmé celd fada a hovofi pro né i na-
pfiklad zminéné empirické zavéry pro znackové produkty z Uvodu
¢lanku. (Jednoznaéna verifikace, ¢i naopak vyvraceni tohoto tvrzeni
by potom zfejmé vydalo na nékolik samostatnych publikaci, nebo by
s vyuzitim sou€asného analytického aparatu ani nebylo mozné, nic-
méné zajemci jsou vfele vitani a autofi radi doplni zavéry o nové
poznatky).

3 ZAVER

Abychom tedy zodpovédéli otazku z titulku €lanku, zda je mozné
predvidat efekty podpory prodeje — ano, nastroje podpory prodeje
jsou tcinnym instrumentem ke zvySovani objemu prodeje potravinar-
skych vyrobku a velikost dopadu jednotlivych prodejné podptrnych
kampani Ize do jisté miry predikovat. Nejde jen o relativné statické
predikce, které jsou provadény standardné, a které jsou popsany
v marketingovych u€ebnicich. Autofi v ¢lanku ukazuji potencialni me-
tody presnéjsiho a citlivéjSiho odhadu dopadu snizeni cen (i jinych
marketingovych aktivit) na objem prodeje produktu. Praktické pfikla-
had reakce kupujicich na zmény cen chleba a dil¢i rozdily mezi sni-
zenim cen a jeho dopadem na prodej piva.

S ohledem na relativné vysokou naro¢nost konstrukce kfivek ,deal
effect” je mozné je doporucit pro rozsahlejsi (a nakladnéjsi) podpur-
né kampané. (I kdyz aplikace semi-parametrickych model(l miize byt
do jisté miry automatizovana prostfednictvim algoritmu ¢i tvorbou
celého software a vypoéty mohou vychézet pouze ze zadani vstup-
nich parametrd.)

lowest and the highest value in the researched sample, the y-axis
represents estimated amount of sales.

Estimated results demonstrated on curves brought following find-
ings. The parametric approach directly supports general conclusions
concerning inverse proportionality of price reductions and sold goods,
i.e. possibilities of selling promotional overall areal application.

As well as the semi-parametric model, that is in authors’ opinion
the best applicable approach for practical use in working with esti-
mated sales promotion effects, it confirmed the thesis of validity and
economic benefit when using the sales promotion tools. In compari-
son with the parametric one it is much more concrete.

In the first case — the estimation of sales promotion effect on
bread sales quantity — a threshold interval was identified approxi-
mately at the level of 12% to 8 % reduction in price, where will the
sales quantity react significantly flexibly. Outside the interval, in
agreement with the model prediction, it is irrelevant to use this par-
ticular product of the SP tool, because the deal effect curve be-
comes almost horizontal.

The second example result — beer price reduction analysis — is
probably even more remarkable. A slope of the semi-parametric es-
timation deal effect curve ranges between 18% and 15% reduction in
price, which is higher than in the parametric estimation. Consequent-
ly, the higher is the reduction, the less quantity of goods is sold.

There might be numerous reasons when higher discount giving
would be a disadvantage. This thesis is based on empirical conclu-
sions for branded goods mentioned in the beginning of the article.
(Definite verification or negation of this statement would probably
require several publications and maybe it would not be even possible
in considering contemporary analytic equipment. However, all the
interested persons are sincerely welcomed and the authors will up-
date their conclusions with new findings).

3 CONCLUSIONS

To answer the question from the article title, i.e. if it is possible to
anticipate selling promotional effects, we say yes. The sales promo-
tional tools are an effective instrument raising sales quantity of gro-
cery goods and an effect significance of individual selling promo-
tion campaigns is partially predictable. It does not mean only
relatively static predictions which are performed as standard and
which are described in marketing textbooks. Authors in the article
illustrate potential method to estimate the impact of price reduction
actions (or other marketing actions) on product sales more pre-
cisely and sensitively. The practical examples shown are a thresh-
old interval of flexible buyers reactions identified on price reduction
of bread and a partial disproportion between price reduction and
sales effect on beer.

With regard to relatively higher demandingness of deal effect
curves construction, they can be used for more extensive (and more
expensive) sales promotion campaigns. (Nevertheless, the applica-
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Nastrojim podpory prodeje a potazmo veSkerym marketingovym
prostfedkim by méla byt v potravinarstvi vénovana zvy$ena pozor-
nost, nebot se mohou stét v podstaté determinantou dlouhodobé Zzi-
votaschopnosti jednotlivych trznich subjektd.
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1. Senzorické seminare

Odborné seminare pro praxi

tion of semi-parametric models could be automated to a certain de-
gree by an algorithm or whole software creation and computations
could be thereby reduced to input parameters entries.)

In general, selling promotional tools, and all the marketing means
respectively, should deserve high attention because they could be-
come determinant of a long-term viability of individual market sub-
jects.
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Tyto jednodenni seminafe jsou koncipovany podle normy CSN ISO 8586 ,Senzoricka analyza — obecna
smérnice pro vybér, vycvik a sledovani ¢innosti posuzovatel(i“ a z analytiky EBC, kapitoly ,Senzoricka
analyza — vybér a vycvik posuzovateld*.

Cilem je naucit ucastniky spravné degustovat pivo. Seminar probiha formou teoretickych prednasek,
cvicnych degustaci a je zakonlen praktickou zkouSkou. Seminare jsou urCeny pro pracovniky velkych
a stfednich pivovar(, minipivovar(i, dale pro pracovniky inspekci, $kol s pivovarskym zaméfenim atd.

Senzorické zkousky

Senzorické zkousky jsou provadény podle normy CSN ISO 8586 ,Senzoricka analyza — obecna smérnice
pro vybér, vycvik a sledovani ¢innosti posuzovatel(l“ a z analytiky EBC, kapitoly ,Senzoricka analyza — vybér
a vycvik posuzovatel(“.

Cilem je ovéfit schopnosti U¢astnikl, zda jsou na profesionalni trovni schopni senzoricky hodnotit pivo,
uspésni uchazedi dostanou osvéd&eni platné 5 let.

Senzorické tréninky

Senzorické tréninky jsou pofadany pro uzaviené skupiny pracovniky z daného pivovaru. Jeho zastupce si
prfedem domluvi rozsah a vybér testovanych chuti a vini. Trénovany panel Ize napojit na mezinarodni panel
FlavorActiv.

4. Odborné seminare

V ramci odbornych seminafu o zasadach spravné laboratorni praxe v analytické laboratofi se posluchaci
dozvédi, jak zajistit spravnost vysledkil v laboratofi (vybaveni laboratore, zpUsobilost pracovnikd, fizeni
dokumentld a zaznamd, uvadéni vysledkl, atd.). V ramci metrologickych prednasek ziskaji zakladni
védomosti, jak provadét metrologickou konfirmaci, jak zajistit navaznost méreni, co jsou referenéni
materialy nebo jak si spravné vést regulacni diagramy. Zvlastni pozornost bude vénovana mezilaboratornim
porovnavanim jako vyznamné pomdacce pfi zajiStovani zplsobilosti laboratofe. Poslednim okruhem jsou
zaklady validace metod, zahrnujici napf. uréeni meze stanoveni, nejistoty méfeni, linearity atd.
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