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Abstract	The subject of this article is the analysis of the perception of marketing channels of telecommunication 
companies operating on the Slovak market. In the introduction, the basic theoretical concepts are defined and the 
following analysis presents the data obtained through a questionnaire survey on the sample of respondents who use 
the services of these operators. The findings show how respondents perceive the various marketing channels used by 
operators and, on the basis of these findings, we also discuss the topic. 
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Introduction 

Nowadays, marketing communication is an integral part of business. In order to survive in a fast-growing and 
highly competitive market, marketing is what we need. Its main task is to predict the needs and to adapt to the ever-
increasing demands of the customer. In addition to a well-chosen strategy and set objectives of the business, 
marketing communication is an important condition for success in the business. However, choosing the right form of 
promotion is not an easy step. It is necessary to think about the fact, that the current market is overwhelmed by 
advertising and therefore the consumer does not have to respond positively to the given form of promotion. For this 
reason, the most important step is to choose a suitable form of promotion which will attract the consumer in a positive 
way.  

Literature review 

The main idea of the communication mix is to present the product to the target customer. Marketing 
communication represents continuous communication with the customer through the tools which make up the 
communication mix. Advertising is still considered to be the best-known and most visible tool of the communication 
mix. In addition to advertising, there are many other tools that are also widely used to attract the customers. 

The selection of methods and communication channels for the corporate communication with target customers 
has now dramatically expanded. Companies are willing to spend a large amount of their budget on promoting and 
communicating with the target audience. The most important step in the marketing communication is the choice of a 
suitable communication channel which can stimulate the behavior of the target customer to a sufficient degree. 

The communication mix consists of a specific combination of the elements of advertising, sales promotion, 
public relations, personal sales and direct marketing that the company uses to promote its advertising and marketing 
goals over a given period. Individual marketing communication methods have their own characteristics and are able 
to fulfill various communication tasks (Kita a kol. 2010). 

Traditionally these are the tools of the communication mix (Vaštíková, 2008): 

• advertising, 

• sales support, 

• personal sale, 

• public relations. 

 

Nowadays, marketing communication tools are being enriched by new methods. These are the following: 

• event marketing, 

• guerilla marketing, 

• viral marketing, 

• product placement. 

As well as choosing a suitable communication channel, the feedback is important, which is the communication 
analysis. The basic methods of qualitative research are used to analyze marketing communications, which are the 
following: observation, individual exploration, group interviews and content analysis (Vysekalová, Mikeš 2009). 

Advertising is an instrument of impersonal mass communication using media (television, radio, newspapers, 
magazines, billboards, etc.). Additionally, a big amount of money is spent on advertising as it is considered to be the 
most effective marketing communication tool. 

 



eXclusive e-JOURNAL 
ISSN: 1339-4509 (Online) Journal homepage: http://www.exclusiveejournal.sk 

ECONOMY & SOCIETY & ENVIRONMENT    
	

© 2016 The Author(s). Published by eXclusive e-JOURNAL. 
This is an Open Access article distributed under the terms of the Creative Commons Attribution License 

(http://creativecommons.org/licenses/by/3.0/), which permits unrestricted use, distribution, and reproduction in any medium, 
provided the original work is properly cited. The moral rights of the named author(s) have been asserted.	

3 

According to Kotler (2002, p. 194) advertising can be defined as "any paid form of non-personal presentation 
and support of ideas, products or services paid by an identifiable sponsor". The general advertising requirements are 
regulated in the Slovak Republic by Law no. 147/2001 on advertising and on the amendment of certain laws. This law 
lays down the general advertising requirements, advertising requirements for certain products, protection of 
consumers and entrepreneurs from the effects of misleading advertising and inadmissible comparative advertising. 
Advertising must comply with competition rules and good morals and must not be misleading or hidden. Advertising 
must not misuse consumer confidence, lack of experience or knowledge. 

Sales support serves to initiate, fix, or expand the consumption of a business offer on the market by providing 
direct or indirect benefits to the customer or group of customers. Sales promotion includes a wide range of tools such 
as coupons, contests, bonuses, rebates, loyalty bonuses, and more.	A very effective sales promotion activity may be to 
provide additional product, such as discounts on higher product collection or free products to buy. We distinguish 
sales promotion tools (Kita et al., 2002):  

a) Focusing on the consumer (consumer support sales) – uses samples, coupons, rebates, price reductions, 
bonuses, competitions, stamps, tours, exhibitions.  

b) Motivating subjects in distribution channels, especially wholesalers and retailers (sales promotion support) – 
these include premiums, rewards, goods or services free of charge, surcharges for the use of displays, joint 
advertising, pre-press (scrolling of goods in the distribution channel), contests of parts.  

c) Focusing on business staff - bonuses, competitions, vendor meetings, organizing - training courses, seminars, 
trainings.   

The British Institute of Public Relations (Institute of Public Relations – IPR) uses the following definition for 
the PR: "Planned and sustained efforts to achieve and maintain good repute and mutual understanding between 
organizations and various public groups." (Smith, 2000, p. 321).  

According to Kita et al. (2002, p. 333) it is "a personal sales process of promoting and persuading prospective 
customers through verbal presentation of goods for sale". According to Zamazalová sales force in a business 
company, in addition to its own sales, provides other important features to customers: providing management 
feedback, providing customers with the required product and service information, service level, and asserting 
customers about the buying. (Zamazalová 2009).   

1. Methodology and main findings 

Data collection using the questionnaire was used to obtain the necessary data, specifically using a standardized 
structured questionnaire distributed online. We focused on social networks and emails. The given method of research 
was chosen mainly because of the age structure of the respondents, since the studied sample was formed by young 
people. Demographic, semi-closed and closed questions were used in the questionnaire. The aim of the survey was to 
identify the perception of the telecommunication companies' communication tools to consumers. 

The subject of the survey was 121 respondents from the age of 19 to 29. The research was carried out between 
the 4th of April and 23th of April 2017. The majority of respondents were women with a percentage of 70.25%, 
which in absolute terms represents 85. The minority was represented by men representing 29.75% of the respondents 
in absolute terms 36. The largest group of respondents was the 21-year-olds, representing 24.79% of the total. The 
second most frequent group was the 23-year-olds, representing 21.49%, followed by age groups 20, 22 and 25. The 
lowest number of respondents represented the age cathegory of 19 to 29, where their relative expression was only 1-
2%. The overwhelming majority consists of graduates of secondary schools with a school leaving examination, who 
make up 71,07% of the total. Their number is 86. The second most significant group consists of graduates of the first 
level of higher education, who make up 15,70% of the respondents, which means 19 person. A slightly smaller group 
is formed by graduates of the second level of higher education, which represents 12.40% (15 respondents). The last 
group consists of graduates of secondary schools without a school leaving examination, which in this case represents 
0.83% (1 respondent). 

We have also identified what kind of personal experiences have the respondents with telecommunication 
companies. The largest companies are represented by Orange Slovensko, and Slovak Telekom, which moved above 
35% and are the longest on the Slovak telecommunication market. Somewhat less experienced are the respondents 
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with O2 Slovakia, which reached 24.48%. The lowest value was reached by the youngest Slovak telecommunication 
company SWAN Mobile, with only 3.13% experience of 121 respondents.  

Figure 1. Frequency of the perception of individual types of marketing communication with mobile operators 

 

Source: Own processing 

Advertising is generally considered to be the most important and most widely used type of marketing 
communication. This is evidenced by the previous figure in which the advertising reaches 46.40%, which is the 
highest value. The second most commonly perceived type of marketing communication is personal sale, reaching a 
value of 23.20%. The third significant type is sales support, which represents exactly 11.20%. Other types of 
marketing communication involving public relations (7.20%), sponsorship (6.80%), and direct marketing (5.20%) are 
very low and are the least perceived types of marketing communications.  

Table 1. The degree of influence on individual types of marketing communications 

Communication 
means/Answers 

Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
Advertising on 

TV 9 (7,44%) 19 (15,7%) 8 (6,61%) 69 (57,02%) 16 (13,22%) 

Advertising on 
the Internet 12 (9,92%) 18 (14,88%) 8 (6,61%) 66 (54,55%) 17 (14,05%) 

Radio 
Advertising 24 (19,83%) 48 (39,67%) 18 (14,88%) 31 (25,62%) 0 (0%) 

Billboard 22 (18,18%) 59 (48,76%) 16 (13,22%) 21 (17,36%) 3 (2,48%) 
Leaflet 14 (11,57%) 32 (26,45%) 10 (8,26%) 54 (44,63%) 11 (9,09%) 

 

Source: Own processing 

 

From the table above, it is clear that the means of communication is the most affected by consumer buying 
behavior which include advertising on television, internet advertising and leaflets. The largest number of the 
respondents rated "I Agree", which accounted for 57.02% for TV ads, 54.55% for the internet, and 44.63% for the 
leaflets. Respondents have more or less refused the radio and billboard advertising. The "I disagree" option marked 
39.67% for radio advertising and 48.76% for the billboards.  
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Table 2. Recommendation of the telecommunication company product 

Answer Quantity 
Yes, I talk about it with my acquaintances 24 (13,9%) 
Yes I sent an email to my friends 18 (9,68%) 
Yes, I have recommenden the product on the social network 25 (13,44%) 
Yes, If there was a chance of winning 29 (15,59%) 
 Yes, If the produst was really exceptional 53 (28,49%) 
No, I did not recommend, but the recommendations of my acquaintances interest me 25 (13,44%) 
No, never 12 (6,45%) 

Source: Own processing 

In response to this question, respondents had the option to mark multiple replies, most of the respondents chosed 
the number 3. Respondents were asked questions pertaining to the recommendation of telecommunication companies' 
products/services either orally or electronically. The most frequently mentioned answer was "Yes, if the product was 
really exceptional", which represents 28.49%. The second one was the answer "Yes, if there was a chance of 
winning". 15.59% of the respondents chosed this option. The answer "Yes, I have recommended a product/service on 
the social network" and the answer "No, I did not recommend, but the recommendations of my acquaintances interest 
me" reached the same number of denominations, which is 13.44%. The answer "Yes, I talk about it with my 
acquaintances" was less famous, which presents 12.90%. 9.68% of the respondents sent an email to friends, and 
6.45% have never sent an email or sponsored the product of any of the telecommunication companies.  

Discussion 

Within the definition of the types of marketing communications of the telecommunications companies with 
which the consumer meets most often, the advertising prevails. Once the survey is evaluated, it is clear that 
advertising is a means of communication that affects the consumers most in purchasing behaviour. Whether it's a TV 
ad or social media ad. Advertising on social networks has achieved significant results, mainly because the survey was 
aimed at young people, who are currently largely influenced by the Internet and by the social networks. As young 
people constitute a substantial group of consumers of telecommunication companies, it is in the interest of these 
companies to focus on the internet advertising aspect in a positive sense. Another important type of marketing 
communication are the personal sales, which in the case of telecommunication companies represent the sale of the 
products and services of the company in branded outlets. In the case of telecommunication companies, personal sales 
play a very important role in marketing communication. The seller comes into contact with the customer where he can 
identify his needs or eliminate his feelings of mistrust on the product or the service. In this case, the most important 
factor is the employee of the company - the seller and his/her access to the customer. Telecommunication companies 
are very much concerned about the selection and training of their employees within this factor.   
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