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Abstract

This article deals with one of the modern trends in marketing communication, which is mobile marketing.
Towards the end of 2008, several projects which use mobile phones for target marketing communication were
launched. Commercial SMS’s are sent on the base of agreement or registration of the consumers on special
websites, for example hellomobil.cz. The benefit for the consumers is the bonus which can have more forms -
not only sending money to the account, free SMS’s/MMS’s and minutes but also the monthly tariff reduction
from the operator. The advantage for the submitter of this kind of advertisements is target segmentation and
measurability.

From the research done at the EF JU in Ceské Budg&ovice in 2008 it is clear that 45,9% informants would
welcome this way of communication. This result is also backed up by the researches carried out by Omnicom
Media Group and Mediaresearch companies. According to the results of the research done by Omnicom Media
Group 55,5% informants would prefer commercial messages to their mobile phones (OMD Snapshots 2007).
According to the results of the research done by Mediaresearch it is 42% when receiving advertisements in
general. If the consumers had the possibility to influence the subject of advertisements it would be 66%.
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Abstrakt

Tento Clanek se zabyva jednim z modernich trendd v marketingové komunikaci, kterym je mobil marketing.
Koncem roku 2008 bylo spusténo nékolik projektt, které vyuzivaji k cilené marketingové komunikaci mobilni
telefony spotiebiteli. Komercni zpravy jsou zasilany na zakladé souhlasu ¢i registrace spotiebiteld
na specialnich webovych strdnkach, naptiklad hellomobile.cz. Piinosem pro spotiebitele je bonus, ktery miize
mit vice forem. Od zasilani penéz na ucet, pres volné SMS/MMS a minuty, az po bonusy zasilané piimo
operatorovi, na jejichz zaklad¢ je spotiebiteli snizena pausalni platba. Vyhodou pro zadavatele takovéto reklamy
je jednoznacéné presna segmentace a metitelnost.

Z vyzkumu, ktery probéhl na EF JU v Ceskych Budgjovicich v roce 2008, vyplyva, Ze tento zptisob komunikace
by pfivitalo 45,9 % respondentti. Tento vysledek je podpoien i prizkumy spole¢nosti Omnicom Media Group
a Mediaresearch. V piipadé¢ spolecnosti Omnicom Media Group by komer¢ni zpravy na mobilni telefon za bonus
privitalo 55,5 % dotdzanych (OMD Snapshots 2007). Podle spolecnosti Mediaresearch je to 42 % (2008/reklama
v mobilu, realizovano srpen 2008) pfi piijimani reklamy obecné. V pfipadé, ze by respondenti méli moznost
ovlivnit téma reklamnich sdéleni, je to jiz 66 % respondentt.

Klic¢ova slova: mobil marketing, cilova skupina, segmentace, méfitelnost

Literatura
[1] Michal Zalesak. Zahlti Ceske uzivatele mobilni zahlti-ceske-uzivatele-mobilni-marketing-ii-fzv-
marketing? [online]. 2003. [cit. 3.3.2009]. /mob_tech.asp? c=A030402_ 5205374 mob_tech

Dostupné na internetu: < http:// mobil.idnes.cz/

Kontaktni adresa - Contact address

Ing. Monika Bfezinov4, Ph.D. Tel: 38 777 2676
Ing. Michal Rost, Ph.D. E-mail: rost@ef.jcu.cz
Jiho&eska univerzita v Ceskych Budg&jovicich Tel: 38 777 2465

Ekonomicka fakulta, Ka}edra fizeni
Studentska 13, 370 05 Ceské Budgjovice
E-mail: brezina@ef.jcu.cz

55



