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Abstract

SKOREPA, L., VOCHOZKA, M.: Several notes about food e-commerce in the Czech Republic. Acta univ. agric.
et silvic. Mendel. Brun., 2008, LV, No. 6, pp. 123-136

The contribution concentrates on a special form of food sale. Tt solves several attributes of connec-
tion of food sale and electronic commerce. Firstly it describes experiences got by foreign companies
like Tesco or Ahold - leaders of food commerce. Strategies and achievements in the field of electronic
commerce of theirs were introduced.

Following part of the work is devoted to leading Czech e-shops. Vltava e-shop and e-shops of its group
(Cybex.cz and others) were assessed. Several market researches were introduced (about number of
internet accesses in the Czech Republic, about time dedicated to PC and internet, knowing e-com-
merce or its use in practice). In the last part of the first section are mentioned foreign e-shop targeting
Czech e-commerce market.

In the third part are advantages of e-shopping summarized. Time saving, opening time, goods com-
parisons are briefly mentioned.

The application part was aimed to Jednota’s future e-shop. That means that existing retail chain was
chosen. So the foundation of e-shop is rather easier. Than the assortment of Czech e-shops was de-
scribed, especially in connection with customers’ preferences. Customers’ shopping behavior was
examined. So possible ways out could be founded.

Following part takes care of implementation of food e-shop. Supply, logistic solution, payment so-
lution, strategy of gaining and maintenance customers, contracting, information technologies, solu-
tions and investment return were mentioned or solved.

Results of the contribution are summarized in the conclusion. Relationship between theory of e-com-
merce and its application was highlighted as a necessary condition of its functioning in real world.

customer, consumer, e-commerce, e-shop, food, internet, technologies

Czech society really accepts and uses potential of
information technologies. There is a huge and con-
tinual pressure on each individual to accept new
forms of communication. Social and economic iso-
lation are the only alternatives. The black hole of
digitalization is a present day reality and nobody can
fight off this speeding-up process.

New times are approaching, when most of our ba-
sic needs and activities, including work tasks, will be
done through these modern services and perhaps
other alternative will not exist sometime. New tech-
nologies will be new calls appeal for our society. Cur-
rently it is fruitless to ask a question if start of use of

information technologies for food retail sale is effi-
cientand reasonable. Ttis unavoidable risk of unique
opportunity for little and middle firms in the world
of progressive globalization. The most difficult part
is seen in the choice of suitable strategy.

DE KARE-SILVER (2002) suggests very sophisti-
cated system of development strategies of e-com-
merce in the world of retail firms. He writes that
business concepts coming from eighties of twen-
tieth century can achieve a success in this condition
or survive only if they manage adapt for it'.

Supplies of food ordered via internet are provided
for example by company ICA Ahold. Tthasa great ex-

1 DE KARE-SILVER, M.: R-shock - the new rules: e-strategies for retailers and manufacturers. Palgrave, Basingstoke,

2001.ISBN 333946014
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perience with on-line commerce especially in the US
market, however it also penetrated into the market
in Scandinavia (Norway, Denmark, Sweden), Ne-
therlands, Argentina, and Thailand. One of the first
who have started food sale via internet is Tesco that
is the greatest and the most successful food e-shop
in the world. Tts service is profitable, annual sale
reaches 420 million USD and has got almost one mil-
lion customers. There are food e-shops in the Czech
market. And they are extending. Www.z-market.cz,
www.multimarket.cz, www.dodomu.cz, www.gast-
roexpres.cz belong among the greatest food e-shop
in the market. The majority of these internet food e-
shops provide their services in the cities and their
surroundings, especially in Prague. Four percent of
internet buyers bought food, drinks and tobacco on
internet on the basis of information got from On-
line Shopping 2002 market research. E-shops mostly
offer pizza as for sale of food and wines as for sale of
drinks (JEDLICKA, 2002)%

Services of internet supermarkets with delivery
within doors are ideal for active and busy people
who frequently work with internet and who are used
to buy on internet or do not like to buy in classic
shop. Such a shopping is comfortable, goods can be
ordered from home or office, it saves time, customer
avoids stresses, conflicts or misunderstanding. Cus-
tomer is sometime in position to get special advan-
tages from loyalty system and last but not least heavy
and large purchase is often transported to the buyer’s
house.

There are also factors standing against creating e-
shop on the other hand.

Great handicap of e-shop in the Czech Republic
can be seen in low percentage of internet users that
is form the world’s view undersized. Internet was in
this country very positively accepted but its rare ex-
pansion goes out high costs for connection. How-
ever Ministry of Informatics promises the improve-
ment of thissituation, since one of its most important
goalsis ensuring of inexpensive and accessible inter-
net. European Union puts pressure on the Czech Re-
public to fulfill tasks given by eEurope action plan.
No confidence in safety of e-commerce, especially of
payments, is another handicap talking against crea-
ting e-shop. Right in the Czech Republic this mis-
trust is after the research of Global eCommerce Re-
port 2002* (HRAZDILA 2002) highest, followed by is
Germany where 73% citizens do not want to inform
about payment instrument. Enlightenment is there-
fore necessary. Businessmen should persuade peo-
ple not to fear from on-line payments. This handicap
is not so great for supermarkets because customers
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can choose payment in cash with goods delivery, and
they mostly do so.

Certain conservatism of Czech consumers is often
mentioned as one of the main reasons why food e-
commerce has not been accepted. It is natural that
consumer’s opinion barriers should be overcome
through introduction of the new delivery channel.
Aboveallitincludesinsufficient quality anxieties, re-
liability of this way of sale anxieties and consumer’s
habits anxieties, which will change successively and
we must count on the fact that some of them will
never accept the said form of shopping. This state-
mentis confirmed through market research made by
Accenture company in cooperation with magazine
Modern business* in December 2000 specialized
on non-store retailing, i.e. on way of food and other
consumer goods sale which could be chosen and or-
dered by phone, computer, fax, cable television or
other communication instrument and which is de-
livered on in advance agreed place. Due to the re-
search 23 percent customer think that they would
use non-store retailing if it would be offered them.
They do not like present way of shopping because of
time heftiness — time spent going to a shop, choosing
goods and paying. This conclusion also correspon-
dents to the results of Shopping Monitor research
2002/03 (STAROVA, 2003)° which found out the fact
that customers nowadays prefer not only quality but
also comfortand speed through their food shopping
than in the past.

Some special barrier of food e-commerce can be
present time seen in little knowledge of its existence.
AISA research (OLIVOVA, 2001)° says that 34 per-
cent respondents never heard about e-commerce
(even 17 percent respondents using internet) and
other 14 percent heard this term but do not know
what it means. Even higher percentage can be ex-
pected in connection with food e-commerce. So
great deal of people do not know that such a form
of sale exists and do not know about its possibilities
and advantages that are offered by e-commerce. So
that a firm that decides to create e-shop should pre-
pare strong medial campaign that informed not only
about existence of the e-shop but also about process
of buying in it and advantages and possibilities that
the e-shops make possible. News about disappea-
rance of some e-shops certainly cooled down e-op-
timism. Firm titled Webvan was one of them in 2000.
The main reason of the firm failure (DONAT, 2007)’
was its tendency to create large reserves and distri-
bution channel from its very beginning and that was
too expensive. On the other hand projects that maxi-
mized synergic action in connection with that way of

JEDLICKA, P: E-commernce lives (better). BUSINESS WORLD, 2002. No. 8, p. 26-27
HRAZDILA, Z.: No trust in safety of e-shops is the biggest handicap [cit. 2002-09-24] Available on WWW: <http://

Non-Store Retailing in CR. Modern Business. 2001, No. 2. p. 23.

STAROVA,V.: Shopping preference start to stabilize [cit. 2004-01-18] Available on WWW: <http://www.gfk.cz>
OLIVOVA, M.: What is Internet saying to us?. BUSINESS WORLD, 2001, No. 5, p. 30-31

DONAT, J.: e-Business for managers. 1st edition, Prague: Grada, 2000. p. 83. ISBN 80-247900 1- 7



Several notes about food e-commerce in the Czech Republic

125

sale achieved success, for example Tesco company
in Great Britain.

There are even food shops that could not use sy-
nergy in the Czech market, for instance www.mul-
timarket.cz. This shop was opened by Euroservis
CZ company in April 2001. The company targeted
the area of internet, especially food and services sale,
on the basis of several researches. As for Euroser-
vis CZ management (MACHOVA, 2002)® company
firstly targeted food and dry goods sale what was
great opportunity for the company. Multimarket’s
goal is becoming the greatest e-shop offering food
and dry goods, widen assortment and expand into
other large cities in the Czech Republic.

Czech e-shops experiences

Vltava.cz dominates to a scale of e-hops (regardless
if its is a family of Vltava.cz shops or a specific shop
offering books, music and movies) with the best
customer’s experiences in 2004 (according to On-
line Shopping research, 2004). However significant
change was made in 2005 - the second best e-shop
from the point of customer’s view became informa-
tion technologies e-shop “alzasoft.cz”, which shares
its second position with e-shop “obchodni-dum.cz”.
“quelle.cz” and other e-shop from the “Vltava.cz”
group - “cybex.cz” targeting computers and elec-
tronics, occupy following positions. Other e-shops
which were named by respondents as the best of all
were in the form of spontaneous answer?.

More than a half managers polled in study spe-
cialized in non-store retailing made by Accenture
company'® suppose that lower prices can be reached
through direct sale than in ordinary trade network.
That should be made possible thanks to shortening
of distribution channel and saving costs connected
with transport, reloading, stocking and keeping com-
pleted product in certain levels of distribution chan-
nel. The matter that e-commerce has its own unde-
niable potential for the future prove as well as results
of users connecting internet from home. According
to results of regular Factum Invenio'' company re-
search made in December 2004 have access to inter-
net from home 81 percent active users, i.e. persons
using internet at least once a week. Each of 81 per-
centinternetusers in the Czech Republicis potential
regular on-line shopper and it depends on the fact
whether he or she will be persuaded of on-line pay-
ments’ safety, on-line sellers’ reliability, the situation
that they get thing that they see (PECA, 2005).

Tf Czech e-shop could pass muster with their cus-
tomers their prices had to be set very fairly because
above all low prices make average Czech customer
that is used to do his shopping in stone shop visit e-
shop. Strategy of an average e-shop looks like similar

as in the case of classic shop than. Several kinds of
goods and services “in action” are the instrument for
attraction of new customers. The rest of goods holds
its common prices which could not be exorbitant.
E-shop uses system of reductions for taking care
about regular buyers. Disadvantage of new Czech
e-shops is a situation when their prices are com-
pared not only with prices of classic shops that cus-
tomer knows but also with prices of other e-shops
that can be compared in a few minutes via computer.
The greatest competitors for e-shops represent clas-
sic shops that keep together and that do not uselessly
wear outin prices wars. Butnot all shops have to con-
form to this rule. A lot of kinds of goods exist (above
all electronics) which are not imported to the Czech
Republic and so e-shop can often effort much higher
price than could be accepted abroad for this special
product. Tt makes the best of market gap and gains
exclusiveness for its product that can resultin higher
price. Some foreign e-shops also target the Czech Re-
public (for example www.pixmania.com).

The majority of customers always prefer pay-
ment cash on packet respectively with goods hando-
ver by transporter. This proportion practically does
not change year-on-year thanks to impossibility
to pay by credit card with goods delivery. It is fre-
quently the simplest solution for customer. Impos-
sibility of direct use of credit card during e-shopping
is a great disadvantage. There is no clearing centre in
the Czech Republic that would on-line authoriza-
tions allow. The second greatest group of customers
prefers personal visiting businessman and cash pay-
ment in a shop with later goods delivery home. Pro-
portion of this way of payment reduces in the long
term because credibility of sellers and this way of
goods distribution rises. Only a small percentage of
customers use bank transfer or services of on-line e-
Bank for payment.

Advantages of e-shopping

The positive factors that motivate customers to
buy goods in e-shops are above all (GFK/INCOMA
20006):

Time saving (timely unlimited possibility of shop-
ping 24 hours a day) and effort (customer chooses
its goods quiet and without queues thanks to his
computer),

e Time wasting journey vanishes,

e There are no worries about opening time,

e Money saving — generally holds good that e-shops
do not sell their goods for prices higher than clas-
sic shops and money saving thanks to e-shopping
is estimated on the average of 10-15 percent,

e Virtual e-shop operators need not pay rent for
shopping area as well as they save money for sal-

8 MACHOVA, A.: e-Multimarket. Modern business, 2002, No. 6, p. 44.

9  On-line shopping attracts more and more people [cit. 2006-03-24] Available on WWW: <http://www.gfk.cz/cz/>.

10 Non-Store Retailing in CR. Modern Business. 2001, No. 2. p. 23

11 PECA,M.:Onefourth of CR populationis connected to Internet at home [ cit. 2005-07-24] Available on WWW: <http://

www.factum.cz/>
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aries of shop-assistants. Except lower price good
e-shops also offer greater possibilities for getting
information of chosen goods, since its description
can be larger or can contain link to the producer,

e Customer can simply compare supply and prices
of chosen e-shops without going anywhere
personally,

e Privacy and anonymity that internet provides,

e Goods deliver home™.

Definition of handicaps connected with this
form of business

The Czech Republic chose in the case of e-com-
merce two-level approach when it set as a target suc-
cessive creation of two documents, firstly so-called
Green book and then so-called White book which
express intentions of state, its priorities, basics ideas
of goals realization and handicaps that obstruct de-
velopment of e-commerce. The content of Green
book defines form a great part description of present
situation of fields like law, electronic communica-
tion to public administration, telecommunication
alogical infrastructure, safety and consumer protec-
tion or business environment. Besides of described
activities it tries to make up certain suggestion of fur-
ther activities for government of the Czech Republic.
Generally we can assess the document as too brief
and sometimes superficial because it does not look
for reasons of slow e-commerce development. In-
stead it remains on the level of general saying that are
not going out of basis of exact conclusion of made
studies, analytical notes or other initial works. Sug-
gested proceedings are general in the same way.

Results of research targeting e-shop
application

In the years 2002, 2003 and 2005 it was managed
to realize in cooperation with Jednota s.d. Ceské Bu-
déjovice extensive market research. Among others
question about consumer behavior in the regional
food market were asked in the frame of the research.
The goal of the market research was monitoring of
development of respondents’ relationship to in-
ternet and its use for buying goods especially food.
Following movement of respondents’ attitudes to
greater willingness to buy goods on internet was ex-
pected. Choice of respondents targeted citizens of
Ceské Budéjovice and young people that embody in
proportion to nationwide researches higher percen-
tage of respondents working with internet. The place
of internet access did not change in the years of
2002-2005 in principle. Number of network ac-
cesses form home and partly from work steady rose
on the contrary number network accesses from
school has been falling (see the fig. 1).

Places of internct access
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1: Place of internet access

Resource: SKOREPA, L. DUSEK, ], SALKOVA,
D.: Possibilities of e-trading on the regional food
market. Acta universitatis Bohemiae meridionales.
Scientific magazine for economy, management and
trading, Vol. 2, 2005. Ceské Budé&jovice: University
of South Bohemia, Faculty of Agriculture. p. 33-37.
ISSN 1212-3285

The main reason of the rise of network accesses
from home is seen in new and economically pre-
ferable technologies as ADSL, WI-FI approaching
networks 3G/UMTS and so on. On the other hand
number of dial-up network accesses falls thanks to
high telephone costs.

People in the age of 20-29 years belong among
groups working with internet most frequently.
Number of users is falling with rising age. Age group
above 60 years do not nearly use internet. It is pos-
sible to suppose that majority of young people use
internet at school and at home what was confirmed.
Number of users using nontraditional network ac-
cesses (library others) is falling together with their
rising age. Very interesting piece of knowledge is that
people under 39 years have often network access at
home while older age-groups mostly use internet at
work and do not establish network access at home.
General conclusion that number of internet users
rises together with their education was confirmed.
University educated people use internet most fre-
quently at work and at home i.e. 10 times more than
people with basic education. Another interesting
piece of knowledge is comparison network accesses
at work and at home — number of accesses at work
rises together with rising education while at home
network accesses rise up to secondary school educa-
tion but in the case of university education it falls. Tt
is probably caused higher time engagement of uni-
versity educated people and their trouble-free inter-
net access at work, so they do not have any need to
establish internet access at home.

More than 60 percent respondents that have in-
ternet access are experienced in shopping on in-
ternet. People prefer books, journals, CDs, DVDs,

12 Internetin Europe [cit. 2006-04-22] Available on WWW: http:// www.gfk.cz., http:// www.incoma.cz
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clothing and electronics through their shopping. In
the past favorite sound recorder carriers is falling to
the prejudice of technologies like iPod when people
download only chosen songs directly from internet
for some fee. Annual rise of e-commerce and falling
number of respondent that have never shopped on

internet is a positive tendency. Another recognized
trend is reality that respondents buy much more ex-
pensive goods then a few years ago and it can be sup-
posed that assortment will be further widen together
with development of e-commerce (see the fig. 2).
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2: Preferences of chosen goods-groups

Ressource: SKOREPA, L. DUSEK, J., SALKOVA, D.: Possibilities of
e-trading on the regional food market. Acta universitatis Bohemiae
meridionales. Scientific magazine for economy, management and
trading, Vol. 2, 2005. Ceské Budgjovice: University of South Bohe-
mia, Faculty of Agriculture. p. 33-37. ISSN 1212-3285

For instance obchodnidum.cz noted in 2004 rise of
financier more than 40 percent. Such a year-on-year
rise matches progress of all e-shops. Research com-
pany GIK that observes on-line market supposed
even 50 percent increase in the year 2004,

Interest in foodstuff buying did not significantly
change in monitored years 2002 and 2003. One fifth
of respondents who have shopped on internet cared
for foodstuff buying (in 2002 - 22 percent and in
2003 - 21 percent). However in 2005 relatively great
increase came — up to 36 percent. Readiness of con-
sumers for buying chosen food and drink groups is
transparently shown on in the fig. 3.

During evaluation and comparison of results was
necessary express rate of preferences of respondents
in one collective indicator that would express exactly
data gained in questionnaires. Rate of agreement or
disagreement was located thanks to closed questions
with using of method of verbal scaling. Respondent
chose from answers: strictly yes (SY), rather yes (RY),
ratherno (RN) and strictly no (SN). From this data was
in every group of goods made weighted coefficient of
preference (WCP) according to the formula: WCP =
SY +0,5*RY - 0,5*RN - SN. Coefficients of preference
of chosen goods group did not significantly changed.
The idea of buying fresh food via internet is avoided
by significant group of respondents. It does not go
together with cultural habits so far.

Coefficients of prefferences
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3: Cocfficients of preferences of chosen groups of good
Ressource: SKOREPA, L. DUSEK, J,, SALKOVA,
D.: Possibilities of e-trading on the regional food
market. Acta universitatis Bohemiae meridionales.
Scientific magazine for economy, management and
trading, Vol. 2, 2005. Ceské Budgjovice: University
of South Bohemia, Faculty of Agriculture. p. 33-37.
ISSN 1212-3285

Nearly two thirds respondents are willing to wait
for goods 24 hours (half of them suppose delivery till
12 hours) and one third waits less than two days. Pre-
ferences are changing in afew percentin single years.

13 LUNAKOVA, Z., FARGHALI, H. Czech people spend more and more money on internet. Hospodarské noviny, 5. 1.

2005
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This difference can be present day rated as unimpor-
tant. Fulfilling these rightful respondents’ ideas that
are in the case of convenience goods understandable
will tax firm logistics handling this service heavily.

Respondents do not like to pay for the services
connected with goods purchase via internet, or only
a small percentage wants to pay. Half respondents
avoid higher prices for goods purchase on internet.
Third people admit prices increased by 5 percent.
Only one tenth respondents would accept higher
prices. It will be all right to start with interested per-
sons who accept higher sum of paid money.

Viewing the overall development of e-commerce
in the last years makes possible to claim that total
supply of goods scale has significantly improved
even if in the case of foodstuff. However solution of
goods transport after purchase by a certain customer
is a weak point of selling transaction and is one of
important factors which customers’ mistrust of this
way of shopping goes out of.

Other part that firms interested in e-shop opera-
tion should take into account is promotion. Inter-
net businessmen should use rising number of users
networked from home and draw consumers’ atten-
tion to the possibility of getting goods through this
way, including advantages connected with it. A lot of
customers need not know that they can buy food and
other offered goods at a certain seller on internet.

Presumptions of food and convenience goods e-
commerce did not significantly changed between
the years 2002 and 2005. Not only number of re-
spondents using internet grows but also respon-
dents willing to food shopping on internet (in 2005
-36 percent respondents).

Internet is a medium that grows dynamically and
almost two thirds respondents are experienced in
its use during buying goods. Respondents do not ac-
cept advertisement message via mobile phone o e-
mail. Attitudes in this area compared with past years
have not changed essentially. Tt will be suitable to
give customers reason to use internet during com-
munication and get them ready through supply of
other services for new ways of retail sale in the com-
ing period*.

Suggestion of a plan of future e-commerce in
the sphere of B2C development within Jednota s.d.
Ceské Budgjovice chain of supermarkets is a logi-
cal result of supposed development of the sector
and outputs of made market consumer research. It is
possible to draw a few conclusions thanks to till this
time mentioned pieces of knowledge and till this
time progression in the world. It is very improbable
that successful firm could exist in the market of con-
venience goods in the sphere of B2C if it made busi-

ness only on internet. Successful development of
convenience goods e-commerce is possible only un-
der background of prosperous retail firm and thanks
to successive growth in parallel of common inquiry
and trade channel in present environment of very
low interest in this way of shopping.

Results of research confirm generally known mis-
trust of food especially fresh food buying on in-
ternet and reality that women like to buy common
way. The first presumption of next successful de-
velopment is targeting management of maturity
conditions in basic level of Broadcast, especially
permanent care of complexity, quality and topica-
lity information on websites so that they would be-
come sought-after and favorite source of informa-
tion. During next B2C e-commerce development it
is possible to recommend narrow cooperation with
team solving methodology of implementation of
customer relationship management. Electronic mail
is suitable for use as a main communication chan-
nel for communication with customers from possi-
ble options. Reasons of electronic mail preferences
can be sought in its wide possibilities and lower cost
in proportion with other available ways (telephone
communication as well as digital television). Tt is
advantageous to choose combination of electronic
mail and potentials of web sites for communication.
Customer should be only acquainted with basic in-
formation via e-mail with immediate possibility of
gaining particular information through pure click-
ing on enclosed hyperlink. In long term is suitable
preparatory of a project that verified possibilities
(feasibility and profitability) of appropriate sale via
internet and integration of e-commerce of B2C kind
systems with information system of company. How-
ever it is necessary to get ready for need solve com-
plicated problems of information safety and system
integration in this respect. Neither legislative aspects
of e-commerce in the field of B2C development, es-
pecially safety of name and description® should be
forgotten.

Tt is possible to claim that B2C e-commerce in
the environment of the greatest retail chains all
the time of its development falls short neither of
imaginations nor of customers’ needs that is not in-
terested for several years in such elemental things
that processes on basic level of B2C e-commerce are.
This delay is partly given by slow growth of custo-
mers’ interesting in usage of possibilities that e-com-
merce brings and partly by time needed for adoption
of methodology on employees’ side of retail chains
managers.

B2C e-commerce thatisnot only sale viainternet s
allowedtobe perspective and profitable form of busi-

14 SKOREPA,L.DUSEK,J., SALKOVA, D.: Possibilities of e-trading on the regional food market. Acta universitatis Bohe-
miae meridionales. Scientific magazine for economy, management and trading,, 2005. Ceské Budgjovice: University of
South Bohemia, Faculty of Agriculture. Vol. 2,s.33-37. ISSN 1212-3285

15 FROULIK, R., SKOREPA, L.: B2C e-commerce in the detail chain environment ¥etézce. Collection of presenta-
tions from international conference in Tabor: ,Cooperative 2003 Ceské Budg&jovice: ZF JU, 2003. p. 78-87. ISBN

80-7040-635-6
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ness whose further development will be strongly de-
pendent on development of information technolo-
gies society. It is simultaneously integral component
of scientific and technical development and progres-
sion of all the mankind civilization.

Periods of process of e-shop implementation

On the basis of balance and evaluation of factors it
is possible to suppose that food e-commerce has its
own future in the Czech Republic and there is a pos-
sibility for Terno distribution chain in it how to get
competitive advantage. Of course this form of sale
has besides its advantages also some disadvantages
and barriers that will lighten in the future.

Good strategy is the basic presumption of all en-
terprise (KUCERA, 2002) that means also of internet
business. Study made by firm Consulting Partner!
in German speaking countries proved that proba-
bility of a successful entering e-business was twice
higher in the case of firms that had prepared strategy.
Tt should contain these points:

e Decisions about scale of supply

e Logistic solutions

e Payment solutions

e Strategy of gaining and maintenance customers,
contracting, information technologies solutions

e Investment profitability.

Decisions about scale of supply

Since virtual shop will be in this case special su-
per-structure of existing classic shop, e.i. its further
distribution channel. Its scale of goods is given. They
will be food and convenience goods. Supply of sin-
gle kinds of product would by able to enrich about
possibilities of extending services orders, for exam-
ple about delivery of ready-made meals, services
mediation via internet and a lot of further business
activities.

As for supply, consumers expect e-commerce sel-
lers to made similar wide scale of products as in clas-
sic shops. Thanks to this it is necessary to include
into goods supply the highest number of items so
that the supply of virtual shop was very similar to
supply of classic shop. Miltimarket.cz that offers
above all food and dry goods as in classic shops pro-
vides more than 2500 items.

Logistics solution

E-shop should above all ensure right delivery in
the field of logistics, i.e. rightly quality and mainly
in agreed term. Whereas time of delivery is in most
food e-shops set by customer in the form of filling
date and time space when he can take over the goods
personally. Distribution must be done in special cars
so that hygienic rules were kept. They should con-
tain isothermal upgrades, cooling aggregates. Single
kinds of gods should buy put in transport boxes so
that their negative influences could by possible.

Payment solution

Payment solutions and logistics solutions are
the most difficult parts of strategy from the e-com-
merce point of view. Payments can be divided into
two basic groups, off-line and on-line.

Off-line payment is not made in real time. So busi-
nessman is not informed about its result immedia-
tely and can verify it on the basis of bank statement
or information of cashier. Cash on packet, payment
directly during goods overtaking, bank transfer,
credit card payments, home-banking, GSM banking
come under off-line payments. The opposite situa-
tion is in the case of on-line way of payment, when
the payment is executed immediately. The business
knows the result of payment thanks to bank infor-
mation immediately. Credit card on-line payment,
CCS card, OK card, eBank payment module, Net-
Bank, electronic wallets I like Q and Monetka come
under on-line payments.

So, a lot of methods of payments exist. E-shops
that do not want to take care for technological so-
lutions of payment gateway connection and its se-
curity can use payment portal Platba.cz. It ensures
technical way of save communication with all acces-
sible gateways. All mentioned methods are included.
The advantage is that any software need not be. If
businessman wants to use services of this payment
portal he must fill in the order form. On this base he
is provided logins from payment portal administra-
tors. Then he can activate various payment methods
that he wants to offer to his customers. Some of them
demands contract with partner bank or present his-
tory of e-shop what affects new firms that can acti-
vate only ordinary payment utensils from the very
beginning.

Research of On-line shopping 2002'7 confirmed
a powerful position of cash on pocket payment in
the market. This way offers 86 percent e-shops. Then
follow bank transfer (67 percent) and cash payment
during delivery (65 percent). This fact is also docu-
mented by proportions of single payments to total
financier of chosen e-shops (www.obchodni-dum.
cz, www.Vltava.cz).

Strategy of gaining and maintenance customers

Gaining and maintenance customers and creat-
ing long term relationships with them is the goal of
the main strategy. First and very important step is in-
forming customers about existence of Terno e-shop,
consisting of implementation of systematic medial
campaign by means of usual media that Terno distri-
bution chain uses. It would be also suitable to men-
tion advantages and possibilities that e-commerce
gives in the advertisement. Wider space provides ad-
vertisement in printed media. Targeted information
about e-commerce should be regularly displayed
in Terno’s magazine. It would be profitable if Terno
managed to use utensils of public relations, con-

16 KUCERA, P: Do you want to enter the word of e-commerce? Modern management. 2002, No. 3, p. 70-73
17 HRUZA, P: Czech B2C e-commerce keeps growing IT. Available on WWW: < http://www.e-komerce.cz/
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cretely publicity, in the form of article in newspaper
or journal dedicated to food commerce in the occa-
sion of Terno e-shop opening. They should use of all
instrument or medium to introduce possibilities of
e-commerce to consumer. In addition they should
prefer electronic communication above all other
kinds of communication as advantageous complete
and faster way of communication. They should re-
pay customers for positive behavior in this area. And
consulting centre should be arranged which can
show how to order goods internet.

Special services, profitable services packages or
low prices are most often use for gaining new cus-
tomers. Strategy based on low prices mange to attract
customers though but low margin as a result of en-
deavor of keeping low price level does not allow to
keeping high quality of services. Customers that find
only one advantage of e-shop in price are alittle loyal
and easily go to competition. So the way of custom-
ers’ maintenance is quality of services and care for
customer.

It is necessary to offer always more than compe-
titors and bring advantages of purchase in the shop
home to him. Sales promotion can be use to it for ex-
ample in the form of loyalty bonus system, products
free of charge, gifts, quantity discounts in the form of
free transport. It confirms as well as research of com-
pany NFO Interaktiv'® that says that 47 percent net
users prefers e-shop with some sales promotion and
they are more loyal to such a shop.

It is possible to recommend implementation of
marketing which DONAT (2000)* looks at barriers
of going to competitions and loyalty supportin. Busi-
nesses can meet customer’s requirements thanks
to good knowledge of him better than competitors
that do not know him. Multimarket.cz exerts it in
the form of possibility to save its own shopping cart
with goods bought regularly and use it during next
shopping, which is what should offer to customers
eventually established Terno e-shop.

Contracting

It is necessary to publish relevant information
on servers to avoid customers’ cheat worries. Con-
cretely should be published information about e-
shop keeper, including address, phone and e-mail
contact information. Further purchase rules that
should contain offer of payments, ways and terms of
goods delivery home, price of delivery, service con-
ditions and e-shop order cancellation cannot be
missed. Reputable e-shop publishes its complaint
procedure rule where procedure of complaining is
solved. Businesses declare on their websites protec-
tion of private data that they get of customer. They
do not provide them without customers’ agreement
to athird party. These principles are part of so-called

Certification rules of e-shops. On their basis Asso-
ciation for e-commerce (Asociace pro elektronic-
kou komerci APEK) grants certificate “Purchase free
of fear” (Nakup bez obav). These requirements are
very simple and compensate rather ethic codex of
e-shops.

Of Course contracting securing of cooperation
with suppliers and partners pays in situation when
any failure or bed quality has negative influence on
goodwill of e-shop. Since Terno is an existing busi-
ness, this issue is already resolved.

Information technologies solutions

Customers should act in e-shop during his shop-
ping intuitively. That means that the customer is
guided and situations are avoided when the cus-
tomer does not know how to continue. Businesses
should therefore think during shopping server de-
velopment about simple serviceability sites without
bombastic effects - sound affects and so on. Over-
engineering is one of the reasons of e-commerce
projectfailures. Possible starting pointis setting basic
services that e-shop wants to offer implementation
of them as the first and adding further functions to
them. Important thing is also connection of this vir-
tual shop with real world in the form of publication
contacts of representatives, so they ensure simple
connection with somebody who can help customer
in the case of needs or problems. It is necessary to
place on server manual haw to act during shopping
together with mentioned contact information.

The same way as over-engineering too lengthy and
incomprehensible way of looking for products and
orders can be the cause of failure. Subject field di-
viding into single categories and catalogue creation
are presumptions of for simple orientation in virtual
shop. It can be further supplemented by keywords
finder, by brief description of single items, title and
constitution description and pictures of products.
Right the photo of goods make customer faster and
better idea of supply of known products.

The situation of pictures’ been important con-
firms PwC? study which says that photographs make
higher interest in purchase for 44 percent respond-
ents. However development in this branch goes fur-
ther. Virtual shops abroad start use of three dimen-
sional models of goods.

Sopping should be done through a virtual shop-
ping cart. This way is simple, transparent and tries
to bring it near classic shops. It should be made pos-
sible not only to add goods into this shopping cart
but also return it back. It should also offer continu-
ous information about total price of chosen goods
what is an advantage for customers in comparison
with classic shopping. It must be made customer to
save his own shopping cart with goods that he regu-

18 STUCHLIK, P, DVORACEK, M.: Marketing on internet. st edition. Prague: Grada Publishing, 2000. ISBN

80-7169-957-8

19 DONAT, J.: e-Business for managers. 1st edition. Prague: Grada, 2000. p. 83. ISBN 80-247900 1- 7
20 HRUZA, P: Elements affecting purchasing behaviour II. Available on WWW: WWW: < http://www.e-komerce.cz
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larly buys and also adapt the cart according to his/
her current need. This process would significantly
speed up shopping and make it less expensive.
Possibility of repeated delivery of the same goods
uses the same principle what offers Multimarket.
cz to its customers. Make customers possible to de-
posit goods for later shopping is advantageous too.
Thanks to it leaving shopping cart could be reduced.
Customer should have possibility to figure and ca-
sually change chosen goods, subsequently agree his
order and elaborate delivery payment conditions af-
ter finishing his shopping. The e-shop should then
send confirmation of acceptance the order by e-mail,
which should include the complete list of goods also
its prices and delivery prices as well as delivery infor-
mation as time and place of delivery.

Certain above standard service, that is rarely used,
is so-called Idea Center that helps customer to
choose goods. On the basis of category (for example
birthday party), detailed description (for example
sex and age of a donee) and price able and willing in-
vestis recommended a product (gift).

Establishment of special customer account can
be recommended for marketing purposes. The ac-
count uses majority of sale servers - for implementa-
tion 1:1 marketing are necessary. They offer the firm
survey about basic identification data of customers
and their finished orders. Virtual shop is suitable to
place on current Terno delivery chain websites that
must be supplemented by sites “How to make shop-
ping”, “Complain process rule”, “Private data protec-
tion”, “Opininos of our Customers”, “Contact” and
“Public inquiry” what is a good way how the firm can
get some feedback. Close to the place with informa-
tion about foodstuff could be situated for example
healthy nutrition, recipes or hyperlinks leading to
such websites. Besides ensuring reliability a stability
of the application, easy and comfortable shopping
it is necessary to create a good design of the website
(graphics).

Investment return

Investment return is a standard part of each busi-
ness plan. According to KUCERA (2002)*' ¢ of return
is not only calculation of how much new business
the internet can bring and what is the costs saving on
sales, butalso opposite consideration must be made.
That means consideration of how many customers
the shop loses if internet access does not work and
if it helps it maintenance current customer and in-
crease the yield. Thanks to no e-shop competitors
Terno need not be afraid of loosing customers when
introducing the e-shop. On the contrary new distri-
bution channel could be strong competitive advan-
tage and so it could attract new customers. Strategy
should include integration e-shop and classic shop,
frontoffice and back office systems, logistic solutions
and payment systems. Attention should be also paid

to data security, backup data for the case of a failure.
Cooperation with experts will pay during e-shop
creation, which brings greater possibility to fill busi-
ness plan and new inventions.

Currently, a lot of firms offering complete e-shop
solutions exist.

Conclusion - results in the field of e-shop

On the basis of long term market research and bib-
liographic searching, discussion with experts can be
defined following recommendations in the field of
e-commerce:

e Implementation of new scientific knowledge and
up to date technological complexes into compa-
nies’ activities is basic presumption of taking place
in the branch in the global world. Human society
necessitates using of scientific knowledge in eve-
ryday activities. Successive implementation of
e-shop and further including services are a con-
dition of further existence of distribution chain
evenif itlooks like only as a competitive advantage
present day.

e Using internet in population has significantly in-
creased in last years despite of unfriendly eco-
nomic conditions under which access connection
is available. Net using develops very dynamically
in the case of aged generations that use internet
as an instrument of going out of isolation and as
an instrument that offers them services signifi-
cantly increasing quality of their life. The main
thing is that they have access to services and goods
in the time of their temporary low mobility. Possi-
bility to stay long time in environment that seniors
know without necessity of using social institutions
is socially positive.

e Growing requirements of mobility labors neces-
sitate as well as change of consumers’ behavior.
Internet and e-shops will help to ensure run and
control of household.

e E-shops will make local producer to enter retail
market with their specials.

e Net using must become advantage and ordinary
activity for family so that members of family accept
it as shopping ritual. Regular possibility and chal-
lenge to use internet should be lasting part of com-
munication with customers. Preferences and bo-
nuses for customers that use e-shop on any level
should be matter of fact.

e E-shop should liberate consumer from ordinary
routine shopping in classic shop that should on
the contrary become a place of adventures and so-
cial contacts. These entertaining services appear in
many distribution chains. It cannot be offered by
e-shops. Tt will be a question how fast it is possible
to change cultural habits and rituals in the field of
consumers’ behavior. Modernizing should come
before change of consumers’ behavior. Difficulty
of e-commerce development lies in it.

21 KUCERA, P: Do you want to enter the word of e-commerce? Modern management. 2002, No. 3, p. 70-73
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SUMMARY

Czech society really accepts and uses potential of information technologies. There is a huge and con-
tinual pressure on each individual to accept new forms of communication. Social and economic iso-
lation are the only alternatives. The black hole of digitalization is a present day reality and nobody can
fight off this speeding-up process.
Supplies of food ordered via internet are provided for example by company ICA Ahold. It has a great
experience with on-line commerce especially in the US market, however it also penetrated into
the marketin Scandinavia (Norway, Denmark, Sweden), Netherlands, Argentina, and Thailand. There
are food e-shops in the Czech market. And they are extending. Www.z-market.cz, www.multimar-
ket.cz, www.dodomu.cz, www.gastroexpres.cz belong among the greatest food e-shop in the market.
The majority of these internet food e-shops provide their services in the cities and their surroundings,
especially in Prague.
Services of internet supermarkets with delivery within doors are ideal for active and busy people who
frequently work with internet and who are used to buy on internet or do not like to buy in classic
shop.
The positive factors that motivate customers to buy goods in e-shops are above all (GFK/INCOMA
20006):
e Time saving,
e Time wasting journey vanishes,
e There are no worries about opening time,
e Money saving,
e Customer can simply compare supply and prices of chosen e-shops without going anywhere
personally,
e Privacy and anonymity that internet provides,
e Goods deliver home?.
In the years 2002, 2003 and 2005 it was managed to realize in cooperation with Jednota s.d. Ceské Bu-
dg&jovice extensive market research. Among others question about consumer behavior in the regional
food market were asked in the frame of the research. The goal of the market research was monitoring
of development of respondents’ relationship to internet and its use for buying goods especially food.
Following movement of respondents’ attitudes to greater willingness to buy goods on internet was ex-
pected. Choice of respondents targeted citizens of Ceské Budgjovice.
Nearly two thirds respondents are willing to wait for goods 24 hours (half of them suppose delivery till
12 hours) and one third waits less than two days. Fulfilling these rightful respondents’ ideas that are in
the case of convenience goods understandable will tax firm logistics handling this service heavily.
Respondents do not like to pay for the services connected with goods purchase via internet, or only
asmall percentage wants to pay. Half respondents avoid higher prices for goods purchase on internet.
Third people admit prices increased by 5 percent. Only one tenth respondents would accept higher
prices. Tt will be all right to start with interested persons who accept higher sum of paid money.
Other part that firms interested in e-shop operation should take into account is promotion. Inter-
net businessmen should use rising number of users networked from home and draw consumers’ at-
tention to the possibility of getting goods through this way, including advantages connected with it.
Alot of customers need not know that they can buy food and other offered goods at a certain seller
on internet.
Suggestion of a plan of future e-commerce in the sphere of B2C development within Jednota s.d. Ces-
ké Budé&jovice chain of supermarkets is a logical result of supposed development of the sector and
outputs of made market consumer research. Tt is possible to draw a few conclusions thanks to till this
time mentioned pieces of knowledge and till this time progression in the world. Tt is very improbable
that successful firm could exist in the market of convenience goods in the sphere of B2C if it made
business only on internet. Successtul development of convenience goods e-commerce is possible
only under background of prosperous retail firm and thanks to successive growth in parallel of com-
mon inquiry and trade channel in present environment of very low interest in this way of shopping.
B2C e-commerce that is not only sale via internet is allowed to be perspective and profitable form
of business whose further development will be strongly dependent on development of information
technologies society. It is simultaneously integral component of scientific and technical development
and progression of all the mankind civilization.
On the basis of balance and evaluation of factors it is possible to suppose that food e-commerce has
its own future in the Czech Republic and there is a possibility for Terno distribution chain in it how to
get competitive advantage. Of course this form of sale has besides its advantages also some disadvan-
tages and barriers that will lighten in the future.

22 Internet in Europe [cit. 2006-04-22] Available on WWW: http:// www.gfk.cz., http:// www.incoma.cz
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Study made by firm Consulting Partner? in German speaking countries proved that probability of
a successful entering e-business was twice higher in the case of firms that had prepared strategy. It
should contain these points:

e Decisions about scale of supply

e Logistic solutions

e Payment solutions

e Strategy of gaining and maintenance customers, contracting, information technologies solutions

e Investment profitability.

On the basis of long term market research and bibliographic searching, discussion with experts can

be defined following recommendations in the field of e-commerce:

e Implementation of new scientific knowledge and up to date technological complexes into compa-
nies’ activities is basic presumption of taking place in the branch in the global world. Human society
necessitates using of scientific knowledge in everyday activities. Successive implementation of e-
shop and further including services are a condition of further existence of distribution chain even
if itlooks like only as a competitive advantage present day.

e Using internet in population has significantly increased in last years despite of unfriendly eco-
nomic conditions under which access connection is available. Net using develops very dynamically
in the case of aged generations that use internet as an instrument of going out of isolation and as
an instrument that offers them services significantly increasing quality of their life.

e Growing requirements of mobility labors necessitate as well as change of consumers’ behavior. In-
ternet and e-shops will help to ensure run and control of household.

e E-shops will make local producer to enter retail market with their specials.

e Net using must become advantage and ordinary activity for family so that members of family accept
itas shoppingritual. Regular possibility and challenge to use internet should be lasting part of com-
munication with customers. Preferences and bonuses for customers that use e-shop on any level
should be matter of fact.

e E-shop should liberate consumer from ordinary routine shopping in classic shop that should on
the contrary become a place of adventures and social contacts. These entertaining services appear
in many distribution chains. It cannot be offered by e-shops. It will be a question how fast it is pos-
sible to change cultural habits and rituals in the field of consumers’ behavior. Modernizing should
come before change of consumers’ behavior. Difficulty of e-commerce development lies in it.

SOUHRN
Nékolik poznamek o elektronickém obchodu s potravinami

Ceska spole¢nost akceptuje a vyuZiva potencial informa¢nich technologii. Existuje obrovsky a st4-
ly tlak na kazdého jedince pFijmout novou formu komunikace. Spole¢enské a ekonomicka izolace
pak byva jedinou alternativou. Cerna dira digitalizace je soudobou realitou a nikdo nedokaZze bojovat
proti tomuto posupujicimu procesu.

Dodavky potravin objednanych prostfednictvim internetu se realizuje nap¥iklad spole¢nost ICA
Ahold. Tama s on-line obchodem velkou zkusenost pfedevsim na americkému trhu, ale proniké rov-
né&% na trh ve Skandinavii (Norsko, Dansko, Svédsko), Nizozemi, Argentiné a Thajsku. T v Ceské re-
publice funguji e-shopy zamé&rené na potraviny. A p¥ibyvaji dal3i. Www.z-market.cz, www.multimar-
ket.cz, www.dodomu.cz, www.gastroexpres.cz patii mezi nejvetsi internetové obchody s potravinami
na trhu. Vétsina té€chto obchodt poskytuje své sluzby ve velkych méstech a jejich okoli, zejména pak
v Praze.

Sluzby internetovych supermarkett s dodavkou do domu jsou idedlni pro aktivni a zaméstnané lidi,
ktefi Casto pracuji s internetem a ktefi jsou zvykli nakupovat na internetu nebo neradi nakupuji v ka-
mennych obchodech.

Kladnymi faktory, jez motivuji zdkazniky ke koupi zbozi v internetovych obchodech jsou predeviim
(GFK/INCOMA 2006):

e Uspora ¢asu

e Casové prodlevy plynouci z cestovanim do obchodu

e Otviraci doba

e Uspora penéz

e Jednoduché porovnani cen, aniz by kamkoliv chodil

e Doruceni zbozi domti*.

23 KUCERA, P: Do you want to enter the word of e-commerce? Modern management. 2002, No. 3, p. 70-73
24 Internetv Evropg€. [cit. 2006-04-22] Dostupné z WWW: http:// www.gfk.cz., http:// www.incoma.cz
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V letech 2002, 2003 a 2005 se uskuteénil ve spoluprici s Jednotou s.d. Ceské Bud&jovice rozsahly mar-
ketingovy vyzkum. Mimo jiné se zamé&Foval na chovani zékaznika na regiondlnim trhu s potravinami.
Cilem vyzkumu byl monitoring rozvoje vztahu respondentt k internetu a jeho uziti p¥i ndkupu po-
travin. Pfedem se pfedpokladala ur¢itd zména pfistupu zdkaznikl smérem k v&tsi ochot&. Respon-
denti byly vybirani z Ceskych Budgjovic.
Vysledkem byla mimo jiné informace, ze témé&f dvé tfetiny respondent jsou ochotni ¢ekat na zbozi
24 hodin (polovina z nich v3ak pfedpoklddala doru¢eni do 12 hodin) a jedna t¥etina je ochotna ¢ekat
méné nez dva dny. Splnéni téchto opravnénych narokt potencidlnich zdkazniki v3ak firmu znaéné
zatizi z pohledu logistického Fe3eni (zvla3té v oblasti prodeje potravin).
Dile byla zkoumén postoj respondentti k pFipadné vy33i cené zbozi, kterd je spojena prave s dodate¢-
nymindklady nalogistiku. Polovina respondentii se vyhyba vy33im cendm za ndkup zbozi na interne-
tu. Ttetina lidi pFipousti ceny zvy$ené o 5 procent. Pouze jedna desetina respondentil by akceptovala
vy33i ceny. Spravné tedy bude zaéit provozovat e-shop zamé&feny na zakazniky, ktefi budou akcepto-
vat vy33i ceny za zboZi (pfedeviim z pohledu logistickych nakladi). Krom toho, respondenti neradi
plati za zbozi a sluzby p¥es internet, tento zptisob akceptuje pouze mald ¢ast z nich.

Na co by v3ak firmy nemé&ly zapominat v p¥ipad& e-shopt, je propagace. Internetovi obchodnici by

méli vyuzit rostouci po€et domécich uZivatelil internetu a zaujmout spotiebitele moznosti koupit

zboZi touto cestou, veetn& vyhod spojenych s timto zptisobem. Mnoho zdkazniki pravdépodobné
ani nevi, Ze mohou potraviny a jiné zbozi koupit na internetu od ur¢itého prodejce.

Navrh planu na budouci elektronicky obchod typu B2C pro fetézec Jednota s.d. Ceské Budé&jovice

je tedy logickym vysledkem pFedpokladu rozvoje odvétvi a vystupem provedeného marketingové-

ho vyzkumu. Av3ak jiz nyni je mozné ucinit nékolik zavért diky do této doby ziskanym znalostem

a zku3enostem ve sv&té. Mezi ty nejzdsadnéjsi patii, Ze v piipad€, kdy bude firma prodévat potraviny

pouze na internetu (na drovni B2C), pravdépodobné nedosiahne tsp&chu. Ten je podminén pouze

zdzemim prosperujici firmy a postupnym réstem internetového obchodu.

B2C elektronické obchodovini neni pouhym prodejem pfes internet, ale perspektivni a ziskovou

formou obchodu jehoz dal3i rozvoj bude siln& zévisly na rozvoji informaé¢ni spole¢nosti. Ta je v sou-

Casnosti integrujicim prvkem védecko technického rozvoje a vyvoje celého lidstva.

Na zéklad€ rovnovéhy a zhodnoceni vlivii 1ze tedy predpokladat, Ze elektronicky obchod ma v Ceské

republice svou budoucnost a je moznosti pro Fet€zec typu Terna, jak zvysit svou konkurenéni vyho-

du. Samoziejmé, Ze tato forma prodeje ma jak vyhody tak ur¢ité nevyhody a bariéry, které se pravdé-
podobné objevi v budoucnu.

Studie provedend firmou Consulting Partner? v némecky mluvicich zemich prokazala, ze pravdé-

podobnost isp&ného vstupu do elektronického obchodovéni byla dvakrat vy3si u firem, které mély

zpracovanou strategii. Ta by nemé&la opomenout tyto body:

e rozhodovini o rozsahu nabidky,

e zajidténi logistiky,

e zajidténi platebniho styku,

e vytvofeni strategie pro ziskdni a udrzeni zdkaznikd, smluvni zabezpeeni, zabezpe&eni informad-
nimi technologiemi,

e navratnost investice.

Na zéklad€ dlouhodobého SetFeni a literarnich zdrojii, diskuze s odbornou vefejnosti lze formulovat

v oblasti internetového obchodu tato doporuéent:

e Uplatriovani novych v&deckych poznatktt a modernich technologickych komplexti do Einnosti or-
ganizaci je v globalizovaném svété zdkladnim predpokladem tdéasti v odvétvi. Lidskéd spoleénost si

uti vyuzivani v€deckych poznatkd v kazdodenni lidské €innosti. Postupné zavadéni interne-
tového obchodu a dal3ich sluZeb s tim spojenych je podminkou dal3i existence distribu¢niho fe-
tézce, al se v soutasné dobé jevi jen jako konkurenéni vyhoda.

e Vyuzivéaniinternetu v populaci se za posledni roky podstatn€ zvysilo i pfes nep¥iznivé ekonomické
podminky, za kterych je mozné se na internet p¥ipojit. Velmi dynamicky se rozviji vyuzivani in-
ternetu u star3i generace, které internet zajistuje inik ze spole¢enské izolace a nabidne sluzby vy-
razné& zvy3ujici kvalitu Zivota. Jednd se hlavné o oblast p¥istupu ke sluzbdam a zbozi, pfi pfechodné
niz3i mobilit€ seniort. MoZnost ztstavat dlouho v prostfedi, které je pro seniory znamé, bez nut-
nosti vyuZzivani socidlnich tstavti je spole€ensky velmi pozitivni.

e Nartstajici pozadavky na mobilitu pracovnich sil si vynutii zmé&nu spotiebitelského chovéni. K za-
jisténi normélniho chodu domécnosti a jeho kontrolu pfispé&je i internet a internetovy obchod.

e Internetovy obchod umozni i mistnim vyrobcm vstup na maloobchodni trh se svymi
specialitami.

25 KUCERA, P: Chcete vstoupit do svéta e-obchodu?. Moderni Fizeni. 2002, €. 3, s. 70-73.
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e Vyuzivani internetu se pro rodinu musi stat vyhodnou a béznou zélezitosti, kterou trvale zaradi
do ndkupniho ritudlu. Pravidelna moZnost a vyzva k vyuzivani internetu by méla byt trvalou sou-
asti komunikace se zdkazniky ze strany Jednoty. Upfednostiovat a odmériovat ty zakazniky, ktefi
vyuzivaji internetového obchodu na jakékoli drovni.

e Internetovy obchod by mél spotiebitele osvobodit od b&zného rutinniho ndkupu v kamenném ob-
chodg, ktery by se naopak mél stat stiediskem zazitkt a spoletenského setkavéni. Tyto zdbavné
sluzby se v fadg distribu¢nich fetézct objevuji. To internetovy obchod nabidnout nemiize. Bude
otazkou, jak rychle lze zménit kulturni zvyky a ritudly v oblasti spotfebitelského chovani. Zména
kulturnich hodnot je velmi rychld, pokud si ji vynucuje technologicky vyvoj. Modernizace by
méla pFedchédzet zméné spotiebitelského chovani. V tom tkvi obtiZnost rozvoje internetového

obchodu.

zdkaznik, spotfebitel, elektronicky obchod, potraviny, internet, technnologie
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