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ROK 2003 BOL DYNAMICKYM ROKOM PRE MARKE-
TING. K 1. 6. 2003 VZNIKOL SAMOSTATNY USEK,
KTORY SA STAL SUCASTOU RIADIACEHO MANAZER-
SKEHO PROCESU A ORGANIZACNOU ZLOZKOU
ZODPOVEDNOU ZA VYHUADAVANIE, PRIJIMANIE
A USPOKOJOVANIE POZIADAVIEK ZAKAZNIKOV.
USEK MARKETINGU TVORIA DVA ODBORY: ODBOR
RIADENIA PREDAJA PRODUKTOV A ODBOR ANALYZ
A RIADENIA PRODUKTOV,

™
o
o
N
<
S
=z
o
o
wn
<
Z
Q
o)
S



OBCHOD A MARKETING

ODBOR RIADENIA PREDAJA PRODUKTOV

Odbor riadenia predaja produktov bol vytvoreny s ciefom usmer-
novat a riadit predajné aktivity SP smerom k jednotlivym zakaz-
nickym skupinam a segmentom tak, aby bola zabezpecena pri-
merana starostlivost a komunikacia pre vsetky segmenty, pricom
formy predaja st volené na zaklade marketingovych charakteris-
tik kazdého segmentu.

Meranie spokojnosti zakaznikov

Meranie spokojnosti zakaznikov SP sa uskutocnilo formou pria-
meho dopytovania na vzorke 1 141 nahodne vybranych zakazni-
kov pdst v mestach a obciach Slovenske] republiky.

Dopytovanie prebiehalo v termine od 19. 9. do 30. 11. 2003,
rozne dni v tyzdni pocas hodin pre verejnost. Dotaznik pozostaval
celkovo z 12 otazok, ktoré vyplynuli z poziadaviek postovej licen-
cie, pricom otazky hodnotili spokojnost a délezitost nasledovnych
faktorov, ktoré sii¢asne uvadzaju dosiahnuté vysledky:

Spokojnost | Délezitost

1. Dostupnost posty 65 71
2. Dostupnost schranky 60 63
3. Hodiny pre verejnost 59 72
4. Vlyberanie schranky 61 56
5. Vyzdvihnutie postovych

zésielok na poste b4 74
6. V&asnost dodavania

postovych zésielok 65 77
7. Doba Cakania na poste 45 79
8. Bezpecnost zasielok 65 82
9. Informovanost 63 66
10. Vybavovanie reklamécii b4 74
11. Zamestnanci 65 81
12. Sluzby + sadzby 43 78

Odbor riadenia predaja produktov pozostava z oddelenia predaja
postovych sluZieb a oddelenia predaja obchodnych sluzieb.

Oddelenie predaja postovych sluzieb

Prioritou oddelenia je predaj sluzieb premiestfiovacej cinnosti, pri-
com doraz je kladeny na skupiny kluc¢ovych obchodnych zékazni-
kov.

Vysledky podaja TOP zakaznikov

V roku 2003 dosiahol podiel podaja TOP 1 000 zékaznikov
na celkovych vynosoch z premiestfiovacej cinnosti 54,1 %.
V porovnani s predchadzajicim rokom ide o nérast o 4,5 %.
Zo sledovanych ukazovatelov je zrejmé, ze vyvoj vynosov TOP
zékaznikov mal pocas celého roka pozitivny charakter pri sledovani

PRODUCT SALES MANAGEMENT DEPARTMENT
The Product Sales Management Department was created with
aim to guide and manage the selling activities of SP towards
individual customer groups and segments in such a way that the
adequate care and communication for all segments is secured
while the forms of the sales are selected on the base of each
segment'’s marketing characteristics.

Measurement of Customer Satisfaction

The SP performed the measurement of customer satisfaction in a
form of direct questioning on a sample of 1,141 randomly selected
postal customers in cities and villages of the Slovak Republic. The
questioning took place from 19. 9. to 30. 11. 2003, on various
days in a week during office hours for the public. The
questionnaire consisted of 12 questions resulting from
requirements of Postal License and the questions were evaluating
the satisfaction and significance of the following factors together
with the reached results:

Satisfaction 'Significance

1. Post office availability 65 71
2. Letter-box availability 60 63
3. Office hours for public 59 792
4. Letter-box collection 61 56
5. Collection at the counter 54 74
6. Timely delivery

of postal items 65 77
7. Waiting time at the post office 45 79
8. Security of items 65 82
9. Information - knowledge 63 66
10. Settlement of claims 54 74
11. Employees 65 81
12. Services & tariffs 43 78

The attained index of total SP customer satisfaction is 61 %.
Product Sales Management Department consists of the Postal
Services Sales Department and Business Services Sales
Department.

Postal Services Sales Department

The priority of the Department is the sales of services of
distribution activity under the fact that the stress is laid on the
group of key business customers.

Results of Posting by TOP Customers

In 2003, the share of the posting by 1 000 TOP customers on
the total revenues reached 54.1 %. In comparison with the
preceding year, it is the increase by 4.5 %. From the monitored
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SPOKOJNOST VS DOLEZITOST
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Dosiahnuty index celkovej spokojnosti zakaznikov SP je 61 %.
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SATISFACTION VS SIGNIFICANCE
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Index of the total SP customer satisfaction is 61 %.
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sezonneho trendu. Na tomto vyvoji mal podiel predovsetkym zvy-
Seny objem podanych listov 2. triedy, reklamnych adresovanych
zésielok, ale tiez balikov 2. triedy a propagacnych zésielok.

Aj v tomto roku pokracoval systém Speciélnej starostlivosti o TOP
zékaznikov. Key account manazéri zabezpecovali okrem rieSenia
poziadaviek zakaznikov aj obchodnu ¢innost v podobe predklada-
nia Specidlnych obchodnych pontk. V druhej polovici roku
doslo k rozsireniu starostlivosti na 100 TOP zakaznikov. Toto
rozsirenie zabezpecilo pokrytie vietkych rozhodujucich zakazni-
kov SP. Komunikécia s TOP zékaznikmi bola v roku 2003 okrem
beznych foriem realizovana tiez v ramci zakaznickych dni, Sporto-
vych podujati a pod.

Predajna cinnost bola v roku 2003 samozrejme realizovana aj
smerom k ostatnym velkym zakaznikom. Akvizicna cinnost
zamestnancov marketingu na arovni Stredisk postovej prevadzky
a Odstepnych zavodov smerovala k aktivnemu predaju pre exis-
tujucich zakaznikov, ale tiez k vyhladavaniu novych prileZitosti
v podobe novych zakaznikov.

V&etky podnety velkych zakaznikov boli priebezne monitorované
a tie najzésadnejSie boli po analyze premietnuté do Standardov
produktov. V roku 2003 sa najviac podnetov tykalo zasielacich
podmienok pre reklamné adresované zésielky a absencii mnoz-
stevnych pésiem pri niektorych produktoch. Obe problémové
oblasti boli vyrieSené Upravou Postovych podmienok, resp. zme-
nou Tarify, ktora nadobudla t¢innost od zaciatku roku 2004.
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indexes it is clear that the development of revenues from the TOP
customers was positive during all the year if monitoring the
seasonal trend. This development was influenced first of all by the
increased volume of 2™ Class letters, direct mail, but also 2™
Class parcels and unaddressed mail.

Also in this year, the system of special care towards the TOP
customers continued. The Key Account Managers Department
secured, in addition to customer demand solution, also the
business activity in a form of presentation of special business
offers. This extension secured that all decisive customers of the
Slovak Post were covered. Apart of current forms, the
communication with the TOP customers in 2003 was realized
also within the customers days, sport events etc.

The selling activity in 2003 was naturally oriented also to the
other big customers. The acquisition activity of the marketing
employees on the level of Postal Operations Centres and Branch
Enterprises was focused not only on active sales to existing
customers, but also on searching of new opportunities in the form
of new customers.

All suggestions of big customers were continuously monitored
and the most essential of them were reflected in standards of
products after their analysis. In 2003, the most suggestions
concerned the mailing conditions for direct mail, and absence of
bulk zones for some products. Both problematic fields were
settled by an amendment to to Postal Terms and Conditions, and
a change in Tariffs, which came into force since the beginning of
2004.



OBCHOD A MARKETING

Oddelenie predaja obchodnych sluzieb

Oddelenie predaja obchodnych sluzieb je zamerané na predaj
obstaravatelskych sluzieb, ktoré su zabezpecované zmluvne
prostrednictvom siete post pre tretie osoby. Oddelenie koordinu-
je a zabezpecuje predaj obchodnych sluzieb v pésobnosti SP
a zodpoveda za vyhladavanie novych obchodnych aktivit, tvorbu
cenovej koncepcie a udrziavanie priamych kontaktov s vybranymi
obchodnymi partnermi v obstaravatelskej ¢innosti.

Popri nosnej premiestiovace] cinnosti zabezpecuje SP Siroké
spektrum obstaravatelskych ¢innosti. Na svojich obchodnych
miestach realizuje sluzby PoStovej banky, sluzby pre Slovak Tele-
com, a. s., inkaso koncesionarskych poplatkov, vyplatu déchodkov
a Statnych socialnych davok, SIPO a iné ¢innostiv ramci portfélia
obstaravatelskych sluzieb. Siroka obchodna siet poskytuje moz-
nosti na rozvoj dalsich aktivit. V roku 2003 nadalej pokracoval
predaj telefonnych kariet, dialniénych nalepiek, kolkovych zna-
mok, Zrebov a vela dalSich poloziek doplnkového tovaru. Na zékla-
de Uspesnosti predaja kupénov EASY zacala od 1. 12. 2003 SP
na vsetkych postach predaj kariet PRIMA mobilného operatora
Orange, a. s.

Prehlad podielu jednotlivych obstaravatelskych cinnosti na celko-
vych vynosoch z obstaravatelskej Cinnosti je uvedeny v grafe
na dalSej strane.

Business Services Sales Department

Business Services Sales Department is concentrated on sales of
agency services contractually secured for third parties through
the network of post offices. The Department coordinates and
secures the sales of business services in competence of SP, and
it is responsible within the third-party activity for the searching for
new business activities, creation of price policy and maintaining of
direct contacts with the selected business partners.

Alongside with the principal distribution activity, SP is securing a
wide spectrum of the third-party activities. At its points of sale, it
performs the services of Post Bank, services for Slovak Telecom, a. s.,
collection of television and radio license fees, pay-out of pensions
and other state social benefits, SIPO and other activities within
the portfolio of procurement services. The extensive business
network provides opportunities for development of other
activities. In 2003, the sales of telephone cards, motorway
stickers, fiscal stamps, lottery tickets and many other items of
supplementary products continued. On the basis of successful
sale of EASY coupons, SP started to sell the PRIMA cards from
mobile operator Orange, a. s., at all post offices.

Overview of individual activities on total revenues from third-party
activity is on the next page.
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PODIEL JEDNOTLIVYCH SLUZIEB OBSTARAVATEL'SKYCH CINNOSTI
NA CELKOVYCH VYNOSOCH Z OBSTARAVATEL'SKYCH CINNOSTI

18% 4
| 14%
3% [

5% 8%

Ostatné obstaravatelské cinnosti

[ ] Rozhlas [ ] Sluzby pre Postovd banku

1 Elektrarne ] Sluzby pre ostatné banky

B SiPO B Ostat. sluzby suvisiace s tlagou

28 TV _ Vyplata déchodkov — narodny okruh

B TIPOS [ Vyplata davok — okresny okruh

[ ] Kolky °.¢] Preprava, dorugovanie, predaj tlace
[]

[ | Dialnicné nalepky

[13] Slovak Telecom
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[} Radio

5 Electricity

B siPo

{ Television

B8 TIPOS

| ] Fiscal stamps
] Highway licences
[:3] Slovak Telecom
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14%

8%

Services for the Post Bank

Services for other banks

Other press items services

Pay-out of national pensions

Pay-out of regional benefits
Transportation, delivery, sale of periodical

Other third-party activities
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ODBOR ANALYZ A RIADENIA PRODUKTOV

Ulohou odboru je analyzovat produkty SP z marketingového hla-
diska, mat aktualne informécie o existujucich produktoch SP, pro-
duktoch konkurencie a poZiadavkach zékaznikov na jednotlive
produkty.

Analyzy a nasledne prieskumy v roku 2003 boli zamerané
na oblast existujucich produktov, vyvoj novych produktov, konku-
renciu a spokojnost zadkaznikov.

V spolupraci s ostatnymi Usekmi sa marketing podielal na vyvoji
a naslednom zavedeni produktov PoStovy penazny poukaz U
(Uplne nahradil postovd poukazku A), Propagacny prieCinok
a Predplatené obéalky EMS. Zacali sa pripravné prace na produk-
te Propagacné zésielky medzinarodného styku a PoStovy pefaz-
ny poukaz H. Na zaklade pripomienok zakaznikov a prieskumov
boli inovované Postové podmienky i predaj filatelistického tovaru
na postach.

Propagacia, ako neodmyslitelna sucast pri komunikacii so zakaz-
nikmi a obchodnymi partnermi, bola uskuto¢fiovana réznymi for-
mami. V SirSej miere bola realizovana masmedialna kamparn
vybranych produktov, aktivne sa zacal uskutocriovat priehradkovy
predaj, vydané boli rozne tlagové materialy. Dalej sa zintenzivnili
obchodné navstevy zakaznikov, telemarketing, prvykrat bol
pre verejnost vydany Casopis ,PoStové zvesti pre domacnosti®
a Uspesne pokracoval projekt ,Vianoéna posta“. Délezitu ulohu
v styku so zakaznikmi vykondaval Zakaznicky servis. Dna
9. 10. 2003 bola k Svetovému dnu posty spustena nova interne-
tova stranka SP.

Samostatny referat propagacie produktov

V novembri 2003 vznikol samostatny referat propagécie produk-
tov. Ulohou referatu je riadit a koordinovat oblast propagécie pro-
duktov a sluzieb.
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PRODUCT ANALYSIS AND MANAGEMENT
DEPARTMENT

The task of the Department is to do analysis of SP products from
the view of marketing, to have updated information about existing
SP products, products of competitors and customer demand for
individual products.

Analyses and follow-up researches in 2003 were focused on the
existing products, development of new products and satisfaction
of customers.

In cooperation with other departments, Marketing participated in
development and follow-up introducing of products Postal Money
Order U (fully replacing the Postal Order A), Promotion Counter
and Pre-paid EMS Envelopes. Advance workings on the following
products — Unaddressed Mail in International Service and Postal
Money Order H - have started. On the basis of comments of
customers and the research, the Postal Terms and Conditions
were innovated as well as the sales of philatelic products at the
post offices.

Promotion, as inherent part in communication with customers
and business partners, had various forms. In wider extent, there
was a mass media campaign on selected products, the counter
selling became active, various press materials were issued.
Business visits at customers, telemarketing became more
intensive and for the first time the journal “Postal News for
Households” was launched and the “Christmas Mail" project
continued. An important role in contact with customers was
entrusted to Customer Service. On 9.10.2003, at the occasion of
the World Post Day, the new SP web site was launched.

Self-standing Product Promotion Department

In November 2003, the separate Product Promotion
Department was established. The task of this Department is to
manage and co-ordinate a domain of product and service
promotion.
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