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Abstrakt

Bakalarska praca sa zaobera vplyvom reklamy na elektromobily a
hybridné vozidla na zakaznika. Hlavnym cielom prace je zistit, ako reklama
na elektromobily a hybridné vozidla vplyva na chovanie zakaznika z
pohladu nakupu, rozhodovania a postavenia sa k technoldégiam
elektrického pohonu.

Teoreticka cast je zamerana na vysvetlenie pojmu marketing a jeho
vyznam. Nasledne je orientovana na reklamu a propagacné prostriedky.
V dalsej Casti sa praca venuje rozdielnym typom osobnosti s vysvetlenim ich
chovania. Zaver teoretickej Casti poukazuje na problematiku
elektromobility.

Praktickd cast je tvorend prieskumom, ktorého cieflom je analyzovat
vplyv reklamy na elektromobily a hybridné vozidla na zakaznika a taktiez
jeho vseobecny postoj k reklame a elektromobilite. Data sa zbierali
kvantitativnym sSetrenim pomocou pisomného dotazovania. V ramci
vysledku prieskumu je zistené, ako respondenti vnimaju reklamu, ako
ovplyvnuje ich chovanie, a aké su ich znalosti a postoje k prichadzajucej
elektromobilite. Na zaklade vyhodnotenia dotazniku su navrhnuté
odporucania.

. & I

- 4‘

Metodika prace

Praktickd Cast prace je zalozena na metdde kvantitativheho prieskumu
vo forme pisomného dotazovania respondentov prostrednictvom
dotaznika. V ramci dotaznikového prieskumu praktickej Casti bakalarskej
prace neboli vedené ziadne rozhovory, takze z tohto dévodu prieskum
neobsahuje kvalitativnu formu Setrenia.

POMER RESPONDENTOV AUTOMOBILKY TOYOTA

Summary

The bachelor's thesis deals with the impact of advertising on electric
cars and hybrid vehicles on the customer. The main goal of the work is to
find out how advertising for electric cars and hybrid vehicles affects
customer behavior from the point of view of purchase, decision-making
and attitude towards electric drive technologies.

The theoretical part is focused on explaining the concept of marketing
and its meaning. Subsequently, it is oriented towards advertising and
promotional means. In the next part, the work deals with different types of
personalities with an explanation of their behavior. The conclusion of the
theoretical part points to the issue of electromobility.

The practical part consists of a survey, the aim of which is to analyze the
effect of advertising on electric cars and hybrid vehicles on the customer, as
well as his general attitude towards advertising and electric mobility. Data
were collected through quantitative research using a written questionnaire.
As part of the survey results, it is determined how the respondents
perceive the advertisement, how it affects their behavior, and what their
knowledge and attitudes are towards the upcoming electromobility. Based
on the evaluation of the questionnaire, recommendations are proposed.

Vysledky a zaver prace

Vdaka dotaznikovému Setreniu sa podarilo zistit, Ze reklama dodnes p6sobi na nakupné
rozhodovanie Cloveka v oblasti automobilov, a to iba z dovodu, ze ju clovek vnima takmer
kazdy den primarne pomocou videoreklam v ramci televizie alebo smart zariadeni. Vacsina
slovenskych respondentov vnima za lepsSiu moznost technoldgiu Hybrid, pricom ceski
respondenti zvacsa preferuju technologiu Plug-in hybrid. Faktor ceny ostava stale
najvplyvnejsim na rozhodovanie, inovacia produktov s cielenim na elektromobilitu nie je
chapana pozitivhe pre kazdého respondenta a znalosti o problémoch s elektrickym
pohonom a degradaciou batérie su analyzovanim vysledkov na nizkej urovni. Vacsinu
zakaznikov s nastupom elektromobility odradzuje zvysujuca sa cena elektriny, a Co je esSte
viac negativne je to, ze aj v sucasnosti sa ludia stretavaju vo velkej miere s klamlivymi
informaciami propagovanymi reklamou. Co by bolo potrebné zmenit je aj natlak prechodu
na elektromobilitu zo spalovacich motorov, kedZe zdkaznici to prestavaju chapat ako
technologicky posun, ale skor ako natlak z EU s cielom dosiahnut nizéich emisii.
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