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Hlavné ciele marketingovej cinnosti SP v roku 2001
boli zamerané do troch strategickych oblasti:
L3 rozvoj klasickych postovych produktov,
e aktivny predaj sluzZieb a rozvoj spoluprace
so zakaznikmi,
O efektivna marketingova komunikacia.

Ustrednym motivom vsetkych troch oblasti je
neustale zvysovanie spokojnosti zakaznikov
s poskytovanymi sluzbami.

Rozvoj kilasickych postovych produktowv

V tejto oblasti bola prioritou pripravna faza projektu
reklasifikacie postovych zasielok, cielom ktoréeho je
sprehladnenie a zjednodusenie portfolia sluzieb
poskytovanych SP. Projektova skupina pozostavajuca
z expertov SP vykonala dokladnu analyzu portfolia
sluzieb a navrhla jej upravy a zmeny, ktoré boli
konfrontované s poZiadavkami zdakaznikov formou
prieskumov a pri osobnych rozhovoroch. Pri navrhu
uprav a zmien sluzieb sa SP snazila v maximalnej
miere akceptovat pozZiadavky zakaznikov na rychlu
komunikaciu, ktorée vyplynuli z vysledkov prieskumov.

DolezZitost rychlosti dorucenia
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The main goals of the SP marketing activity in 20017
were aimed at three strategic areas:

e development of classical postal products,

e active sale of services and development of
co-operation with customers,

O effective marketing communication.

The pivotal incentive of all the three areas is
a permanent improvement of customer satisfaction of
with provided services.

Development of Classical Postal Products

In this area the priority was the preparation stage
of the project of postal items re-categorization, the aim
of which was making the services portfolio provided
by the SP more transparent and simple. A Project Group
consisting of the SP experts performed a thorough
analysis of services portfolio and proposed its
modifications and changes, which were confronted
with requests of customers in form of researches and
during person-to-person interviews. In the proposal
of modifications and changes of services, the SP tried,
to a maximum possible extent, to accept requirements
of customers for a quick communication, which follo-
wed from the results of the researches.

Development of Classical Postal Products
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Faktory rozhodovania pri sluzbe D+ 1 Marketing Communication
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Predaj sluzZieb a spolupraca so zakaznikmi Sale of Services and Co-operation with Customers

Pristupy v oblasti predaja sluzieb su volené
v zavislosti na prvotnej segmentacii zakaznikov,
ktora vychadza =z rozdelenia podla objemu trzieb
z podaja. Tento pristup deli zakaznikov na styri hlavné
skupiny (klucovi zakaznici, velki zakaznici, stredni
a mali obchodni zakaznici, spotrebitelia), ktorych
pocetnost a podiel na vynosoch z podaja zobrazuje
graf.

Approaches in the area of sale of services are chosen
in dependence on the primary segmentation of
customers, which rises from division according to
the volume of revenue from posting. This approach
divides customers into four main groups (key custo-
mers, major customers, middle and small commercial
customers, consumers), number and share of which in
revenue from posting are illustrated in the graph.

Zakladna segmentacia zakaznikovwvw Basic Customer Segmentation
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Mimoriadna starostlivost je venovana predovset-
kym prvym dvom skupinam zakaznikov prostrednic-
tvom oddelenia starostlivosti o klucovych zakaznikov
a odbormi marketingu na drovni odstepnych zavodov
a stredisk postovej prevadzky. O spravnosti tohto
pristupu svedcia reakcie zakaznikov a ich spokojnost.

Pre druhé dve skupiny zakaznikov zabezpecuju
servis prevazne posty, pricom specificke probléemy riesia
individualne aj vyssie zlozZky.

Pre vsetky skupiny zakaznikov bol vytvoreny
zakaznicky servis, Kktory pomaha zakaznikom ziskat
potrebné informadcie a riesit problémy pri pouzZivani
postovych sluzieb. Struktura dotazov je uvedend
v grafe.

Zakaznicky servis - otazky
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Marketingova komunikacia

Komunikacné aktivity boli v uvode a prvej
polovici roka zameranée hlavne na priamy kontakt
so zakaznikmi s minimalnou podporou inych foriem
propagdcie. Doévodom boli pripravované zmeny
v oblasti reklasifikacie. Vsetky hlavne komunikacné
aktivity boli smerované na zaver roka tak, aby bolo
mozZné zabezpedit informovanost zakaznikov
a zamestnancov o pripravovanych zmendadch. V zavere
roka marketingova komunikacia zahrriala siroké
spektrum aktivit - propagaciu v tlaci, rozhlase, postovu
propagaciu (informacné materialy na postach,
direct mail, letaky), seminare a skolenia pre zakaznikov
a dalsie.

Extraordinary care is devoted especially to the first
two groups of customers by means of the Key
Customers Care Department and by marketing divisi-
ons on the level of branch enterprises and postal ope-
rations centres. Reactions of customers and their satis-
faction witness the correctness of this approach.

OService for the second two groups of customers is

assured mostly by post offices, while spicific problems
are solved also by higher level sections.
For all the groups of customers the customers’ service
was established, which helps customers to obtain ne-
cessary information and solve problems when using
postal services. The structure of inquiries is introduced
in the following graph.

Customer Service
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Marketing Communication

The communication activities were, in the begin-
ning and the first half of the year. aimed mainly at
direct contact with customers with a minimum support
of other forms of publicity. The reason were the prepa-
red changes in the area of re-categorization. At the end
of the year all the main communication activities were
aimed in such a way that it was possible to assure that
customers and employees were well-informed about
prepared changes. At the end of the year the
marketing communication included a wide spectrum
of activities - advertising in press, broadcast postal
advertising (information material at post offices,
direct mail, Ileaflets), seminars and training for
customers and others.
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