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ANALYZA REKLAMNEHO TRHU SR A SPOTREBITELSKE SPRAVANIE NA TRHU
JEDLYCH TUKOV A OLEJOV
SLOVAK ADVERTISING MARKET ANALYSIS AND CONSUMER BEHAVIOUR ON
EDIBLE FATS AND OILS MARKET

L. Nagyova, D. Repiska, E. Horska

Abstract

Necessity of communication with market arises from basic philosophy of marketing - to be familiar with market,
recognize its needs and offer the most effective way to fulfil those demands. Importance of communication
increases with expansion of individual manufacturer’s supply and their effort to obtain favourable competitive
position on the market and stability of the company. In consequence with dynamics of the market, purchasing
behaviour of individual market segments, their demands, expectations and inventions of ways how to fulfil those
needs is changing, which has an impact on necessity of new approach towards creating communication policy.
Doubtless, the most effective factor of marketing communication is advertising, which is the oldest and most
used implement to have an influence on buyers.

The goal of this paper is characteristics of the edible fats and oils consumer category conditional by analysis of
the select factors influenced to demand edible fats and oils and determination of preferences, needs and
a approach to the cosuption of the edible fat and oil products and also appraisal intensity and effect
edvertisement like communication policy tool on the edible fats and oils market.

The results of marketing research realised in Slovak Republic mentioned need intesify the marketing
communication tools on the edible fats and oils market.
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Abstrakt

Nevyhnutnost komunikacie strhom vyplyva zo zékladnej filozofie marketingu poznat' trh, jeho potreby
a ponuknut’ najefektivnejs$i spdsob rieSenia pre uspokojovanie tychto poziadaviek. Vyznam komunikécie sa
zvysuje s rozSirovanim ponuky jednotlivych vyrobcov a ich tsilia ziskat’ na trhu vyhodnu konkurenénu poziciu
a stabilitu vlastnej existencie. V dosledku dynamiky trhu sa meni ndkupné spravanie jednotlivych segmentov
trhu, ich poziadaviek, oCakavani, invencii v spdsoboch uspokojovania potrieb, ¢o podmieniuje nevyhnutnost’
nového pristupu k tvorbe komunikacnej politiky. Nepochybne najefektivnejsim faktorom marketingovej
komunikacie je reklama, ktora patri k najstar$im a najrozsirenej$im nastrojom ovplyviovania kupujtcich.
Cielom prispevku je charakteristika skupiny spotrebitelov jedlych tukov a olejov, podmienend analyzou
vybranych faktorov vplyvajicich na dopyt po jedlych tukoch aolejoch a determinaciou preferencii, potrieb
a postojov k spotrebe tukovych vyrobkov, ako aj posudenie intenzity a UCinku reklamy ako nastroja
komunikacnej politiky na trhu jedlych tukov a olejov.

Vysledky marketingového prieskumu uskutoéneného na Slovensku poukézali na potrebu zintenzivnenia
nastrojov marketingovej komunikacie na trhu jedlych tukov a olejov.
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