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1.1. Theme of dissertation and its relevance

The theme of candidate’s dissertation is: consugneup culture of the
youth of Budapest in the info-communicational sgcind the aspects of
marketing communication.

There are a lot of studies dealing with the youtte society of info-
communications, (big city) (sub) culture and/or keding communication.
These studies mostly focus on the above-menticsss separately, or on
two out of the four topics at a time. However, thlationship of the youth,
(big city) culture and the society of info-commuations has not been stud-
ied yet, not to mention the related aspect of margecommunications, in
spite of the fact that the topicality and importaraf the issue cannot be
debated. Different means of info-communication treddigitalized media
content (using the language of media) broadcaghém have taken and
take part in the socialization of the age groufp4£9, mainly living in big
cities and in the capital city. Most of this med@antent delivers messages
of marketing communication, either openly or juspliedly. The goal of
this is to create consumer/buyer activities of tiwget group by raising
their needs related to purchasing and consumption.

1.2. The goal and actuality of the research

The goal of this study is to summarize the mostartgnt findings of the
questionnaire-based, big-sample online researcichwias recently been
carried out related to the topic mentioned in ttie 6f the present account.
The final version of the questionnaire was avadaimline from 10. June
2006 until 30. June 2006. The questionnaire cacobsidered representa-
tive, as 833 people filled it in. The 51 + 1 quess are grouped in six ma-
jor areas: (A) social-demography, (B) financialowses and general level
of consumption, (C) intellectual capital, (D) suttjee opinion and life-
style, (E) cultural consumption, (F) means of infonmunication and
(mass) media.



Having and usage of the info-communicational devidiwide the Hungar-
ian society into two major groups: the winners #rellosers of information
age. It is relevant to introduce youth group of Bpelst, because they are
the winners of this age, and they are the realetaggoup of the digital
economy. It is important to examine the info-cominational devices,
usages, services and the frequency of usage, leeoaube grounds of this
examination we can think of more effective actiwatymarketing commu-
nication in the real as well as in the virtual word

1.3. The structure of the dissertation

The consumer behaviour is affected the most intamsedeepest by cul-
tural factors — according to Kotler [1999]. Thelartexamines the defini-
tions of the culture in the introductory chaptegcéuse there are different
aspects of the culture in the casual life and engtientific sphere (sociol-
ogy, anthropology), and we can see contrast irtbieléield of sciences too.
The individual is affected by not just culture aubculture, as well as the
global culture. The global culture is (1) enougastic to dissolve the sub-
culture into itself, (2) created consciously, smikes a huge impression on
the members of national-, sub- and countercultwe t

The culture comes through the establishments o€ultere broadcast. The
candidate regards such establishment the media ttendlifferent info-
communication devices and applications), whichdaBngd the fourth part
of the authority. The author describes the scienfifoblem at the end of
the first chapter, and presents the advantagesdaadlvantages of the
online survey.

The second chapter of the dissertation is deal @gttsumer typologies and
the trends of consumer behaviour. The candidatenses that the exam-
ined group is a special one, so he advices usédh@nseegmentation phi-
losophy, but he accepts the traditional segmemtamiethods too.
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The sociological vision of the youth is read in $ezond part of second
chapter. The candidates analyses a lot of secosganges and points that
there are not a real deep opposite and generaiphetween the youth and
the previous generations. The reason is: the iestion of the youth is a
downward controlled fashion and commercialized iirextion. The form
and the means of the insurrection and the negatfoprevious gener-
ataions’ values are well controlled in this sitaati The youth accepts the
main part of its parents’ values and is relatiothiem — justifies the author
with his own survey. The youth is use whatever liee/gets information
from the info-communication devices and the primgnyups. The youth is
over presented regard the usage of the info-contation devices espe-
cially in case of youth of Budapest.

The third part of the first chapter shows the ntaories of the informa-
tion society. The candidate thinks that it is pradtto change the notion of
information society to info-communication socieltfe designates two rea-
sons: (1) the info-communication devices divide itwo groups the soci-
ety: the winners, and the losers, (2) the messaigée marketing commu-
nication are broadcasted by them. The communicatidhe sociological
and the psychological aspects are shown out okeleral aspects of in-
formation society in the composition. The come ofithe informational
and communicational technologies, the growth ofitiiermational econ-
omy, the connection among technologies, the spoédlde integrated and
complex mentality, the new theories and modelsookamer and customer
behaviour have an effect on marketing communicaéind its evolution.
The author deal with the questions of integrated mediatised marketing
communication in the last theoretical part of hissdrtation, outlines the
different models of communication and the globaliznd personalized
messages.



The third chapter represents the quantitative rebe# the candidate. Ana-
lyze of the questionnaire and the verificationte hypothesis can be found
here.

The author reviews the major scientific reason$isefdissertation in the
fourth chapter. He emphases that the member oinfoecommunication
society has same values as its contemporary inetileworld. It is impor-
tant — the candidate argues — to use the new taaget theme-oriented
segmentation philosophy based on personalisatidrdatabase.

The practical proposals can be found in the thad pf the fourth chapter.
The author describes a four-levels practical moalad, states the new way
of marketing communication. There is not enougteraphasize the con-
sumer and customer centred marketing, it is impori@a do for it: has to
deeply chart the character of the consumer, custofifieerwards we can
create personalized and custom-made offering togp#iteners, can create
and continuously operate communication platfornms] these platforms
allow the conversation between person and persoporate and corporate,
person and group, person and corporate, as wealagp and corporate.
The technical base and background is given, tlssediation would like to
approach marketing background.

The candidate believes in the open system, so $igridges some research
possibilities in the fourth part of the fourth chexp for example the usage
of narrative psychology in marketing.

At the end of the dissertation cold be found thenguian and English
summary, the bibliography, the appendix and theegiation.



Thesis of dictoral dissertation

The analysed group of the info-communication sgcigtnot net de-
pendent, it cultivates active social relationstie teal world, and the
devices and applications help to do it.

The regularly used info-communication devices agnises have an
important function in the socialisation of the ays&ld group.

There is not a sharp difference between the ardlgsel national
youth in perspective some values and life-events.

Members of the analyzed group are willing to payoaunconsidered
part of their income for the info-communicationliti#s, devices and
usage.

Youth citizens of the info-communication group afdapest have just
basic knowledge about the devices, because thethase but do not
depend on them.

The interaction with primary groups has an emphfatitction in the
decisions of the analysed group for all that thagesof the info-
communication devices are the part of the routine.

Not all of the members of the analysed group baythie net, and the
e-banking activities and online payment methodshatg¢oo important
for them.

Segmenting the analysed group, it is worth to heetheme specific
and target segmentation based on the static arahdgrdatabases, be-
side the traditional segmentation methods.

Summary of the new results of the research and thmajor state-
ments

The group examined believes that the e-mail is nsagable for telling

someone personal news and for contacting someom®wet know person-
ally. However, the mobile phone is the most appabgrfrom/platform for

quick enquiries, for finding information and forramging a meeting. Per-
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sonal meetings are still considered the best wagép in touch with friends,

relatives and acquaintances, to arrange officidlars to congratulate some-
one on a special occasion, to ask for advice alpj teeannounce important
events, to get to know someone and last but nst leaexchange private
opinion. It is confirmed by the fact that they méeeir families, relatives

and friends in the real world; however, browsing thternet, using com-

puters have also become basic activities of dailstime just like reading

books and newspapers, watching TV, listening tortttbo and to music.

Contacting friends socially is not carried out incdtheques and most typi-
cally not in festivals or pop/rock concerts eitHewould be a mistake to say
that the young citizen of the info-communicatiosatiety of Budapest is

lonely, as basically they can be categorized asstiogable-outgoing type.

However, their cultural activities are highly repeated — especially with

regard to more sophisticated cultural programmesy-—they read books or
newspapers more often than others. According to/tlueg citizens of the

info-communicational society of Budapest it is easd arrange official mat-

ters in Budapest, because most authorities canurelfhere, the choice of-
fered in shops is wider, people are more upsete tage more shops, more
entertainment facilities, sports facilities andtardl programmes here than in
the countryside.

The examined group believes that the quality ofipets is more important

than the price — partly because their financigustés better than that of av-
erage people. They would like to meet the standafdsertain groups be-

cause of their age and the fact that they belorigednfo-communicational

society, however, they are rather individualistievhen making consumer
decisions they cannot be influenced whether thiginds, classmates or ac-
quaintances own the product they would like to bugot. What is more, the
— traditional — advertisements do not have an itapbmotivating or activat-

ing effect on them either (at least not openlythéligh the trade marks got
average “marks” when the above mentioned group raatkzision, they are
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still popular and well-known, especially Canon, Hi®kia, OTP Bank (The
National Savings Bank of Hungary), Panasonic, Parnjooe of the three
Hungarian mobile phone companies), Samsung, Sahy &obile (another
one of the three Hungarian mobile phone companieftmation, knowl-
edge and having a university or college degreemapertant for the young
citizen of the info-communicational society of Bpdat. They are over-
represented with regard to having a universityatlege degree within their
age-group: despite being young, every other exaimyoeing net-citizen of
Budapest has a degree. This means a good basisdosing a white-collar
job, however, the percentage of unemployed peojfeandegree is rising all
over the country. Despite having a university allege degree only every
other person is attending or has ever attendecamtory course for the
university/college entrance tests, is or has egenta member of an amateur
drama group, an art or computer study group. Trdans that such knowl-
edge has been received from other sources. Aceptdirtheir subjective
self-evaluation, most of them speak English atrinegliate level, followed
by German at elementary level. The subjective ew@min of computer skills
can be considered acceptable, except for graplsigrdend database pro-
grammes; however, objective evaluation shows alifitrent results. Self
evaluation shows that they have basic knowledgenarketing, medium-
level knowledge of economics, finance and law, Hr&y know very little
about the stock exchange.

Concerning major events of life we can say thay teve already gone out
in the evening (without the presence of their paethey have already had a
sexual intercourse, they have been travelling atdibe town alone, yet only
few percentage of them have their own child. Exegond young citizen of
the net is still at school, and yet only everydlone has their own flat, half
of them have already moved from their parents’ bargd also half of them
have already lived with a steady partner. Ther®isajor difference within
the youth, more exactly among those examined, dagathe fact that these
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events of life have occurred. Although there agmificant differences re-
garding when they found the first full-time job, mteut with friends for the
first time, had the first sexual experience andtled house of their parents.
The young net-citizen of Budapest considers hehlippiness and knowl-
edge the most important values and finds powemamaey/wealth the least
attractive. About four tenths of the examined danopn identify themselves
with their parents’ view of life and one third &ieim can partly accept it.

The majority of them spend most of their free tisiehome or at friends,
however at weekends this order is reverse or iplsmented with hiking.
During the week they spend most time on surfingrternet, listening to the
radio, watching TV as free time activities. At wealls watching TV is the
most popular activity, followed by surfing the imet and listening to the
radio. The most often watched programmes are fedins, the evening
news or other news programmes, as well as natuteeduacational pro-
grammes. They spend almost the same amount of dmeultural pro-
grammes that have media content on weekdays andekends. Going out
at weekends is possible because — typically —dloeyot have to go to work
or to school, or even if they have to go to thiefaion Sunday they can take
a rest after Saturday night's social programmegoang out. Summer festi-
vals, which are several days long, are also popuitarthe youth of the net,
so they might also be referred to as “the generaifdestivals”. The reason
why these events are popular is that they createuhural platform of the
possibility for the young to meet the most popylap or rock groups at a
live concert. We cannot talk about info-communaal society without
any means of info-communication. The young neteitiof Budapest owns
most of these devices (mobile phone, colour TV, &id), they use them
regularly and are willing to spend money on buyinmigp-communicational
devices and for using info-communicational serviddé® average net-citizen
of Budapest is 21.7 years old, started using coenpuvhen they started
secondary school. They use their PCs mostly fokiwgrand for surfing the
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internet. Practically each young member of the-ocdmmunicational society
of Budapest owns a mobile phone, yet their dailggasof mobile phones
includes only making phone calls, sending text mgss and using the alarm
function. They also use the diary function of thrawmbile phones daily. The
majority of the examined group never uses the voem®rding function,
sends an e-mail, takes photographs, surfs thenéttemplays games,
sends/receives MMS messages, listens to the radatidns of their mobile
phones, they never do roaming, do not use the Wietibn or listen to
music on their phones.

The average user is most often connected to teenittfrom home, work or
school. The least popular internet access poimtsedfiungary points, net-
cafés and libraries. The most common speed of lrmmeection is 512 kbps
or 1 mbps, which are — more or less — suitablewatching real-time
(multi)ymedia content and more than enough for disig to audio files. Of
the several uses and services of the internetrsgmdmails, surfing the net,
finding information for work, for educational purges or for private use are
used most often every day, as well as readingmanfiagazines, news. The
most common weekly on-line activities are looking information, reading
on-line magazines, using on-line banking serviaas ‘@siting/reading fo-
rums and blogs. The most popular topics that cdoured on the internet are
news, weather, politics followed by web pages eelab work, entertain-
ment, hobbies and studies. Web pages dealing hdtHatest scientific re-
search and interesting facts are also very popltesm a marketing-
communicational point of view it means that web ggagffering the above
mentioned content are the most often visited aheshiggest amount of on-
line consumers can be reached through these paigpsesent on-line shop-
ping facilities are just occasionally used (lesemfthan monthly). On-line
gambling and games that are not free of chargahpayn-line media and
other payable content are the least popular wélciizens of the net.
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Banners, advertisements found in subscribed ndersetsponsored adver-
tisements of on-line forums, PR advertisements apdnsored web
pages/columns are mostly accepted of the formermfunication that make
on-line customers purchase different products. $Jsee the least tolerant
with unwanted e-mail advertisements, cursor-follayads, pop-up and pop-
under advertisements. However, on-line consumeyrefbuare addressed
through several (on-line) communicational platforody every other mem-
ber of the group examined has ever tried buyingywts and/or services on-
line. The most popular products include books, Giassettes, music, sub-
scription to newspapers and magazines and hardwaesmost often used
services are on-line banking, services relatedotmldys, as well as buying
cinema, theatre and concert tickets. Although gbali of the internet users
that use the net in an economic sense take adeaatagn-line banking ser-
vices, the majority still prefers paying for thegucts bought on-line in cash
upon delivery, and only a few users are willinggtee their card number in
the virtual environment.

The member of the examined sample visits the angimges and portals of
the government or the local government on a morphlyearly basis for
arranging official matters, yet — as it has beeimtpd out earlier — it is still
believed that visiting such offices personally isren effective. Distance-
working has only been tried by one out of fourzeitis of the net, most typi-
cally just at one occasion or less typically onceacath.

Based on the internet-attitude research we cathsayhe young citizens of
the info-communicational society of Budapest aghee there are more and
more freeware programmes, the amount of SPAM igasing, they believe
that ideas can be published on-line easily and thimk that they can be
most easily reached by mobile phone. They alsoedtyad the internet saves
time and money. The biggest insecurity is causethéyact that the source
of on-line information is not always reliable, thas a high rate of internet-
related crime and the internet has become comriligetla They do not
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really believe that it is easy to follow on-lindigities or that different means
of info-communication will make the world a betf#ace.

The group of info-communicational society examiigdot addicted to the
internet, they have active social relationshipthereal world, as such means
and applications are not able to substitute petsefaionships, they are just
alternatives that help building and maintaining hamelationships.
Furthermore, it can be stated that users are reagay a relatively high
percentage of their income for using info-commutiiceal channels and
devices; however their knowledge of such meansofngunication is only
superficial, because they only use them and thepetraddicted to them.
The usage of only a part of these devices andcgbigins have become acts
of daily routine — as it has been mentioned abolwvewever, the most typical
internet connection is wired; maybe the age of leg® internet has not
started yet.

Means and services of info-communication play apairtant role in the
socialization of young members of the info-commatianal society of Bu-
dapest, but interaction with primary groups is mianportant when making
consumer decisions — just as it happens to “ordinaiung people.

Present research has proved that it is a mistakaytdhat members of the
info-communicational society have fundamentallyetiént values, or lead a
different way of life than other members of theangration do. However, it
is partially true that the topics they look foranfhation about are related to
the activities they have in the “real world”. dda quantitative research in
accordance with the methodology of research uset@amomics. With the
help of this method it is not possible to explouelsfine — mostly social
psychological — differences that might be able éfing the (detailed) rela-
tionship between activities of the real world amgi¢s of information
searched for on the internet. It would be more digue to use on-line (narra-
tive) methods of psychology to solve this problem.

-11 -



It is important for the young citizen of the inforamunicational (according

to my present approach both information and knogdeetlated) society of

Budapest (too) that they can continuously reachnwessary, latest news,
pieces of information. That is why they like pragraes and communica-
tional platforms that provide information, usefulokvledge; however, it is

more and more difficult to filter content that mportant for them, because
there is a high amount of media-(content)-noise.

According to their financial position the youth @&udapest are over-
represented within the age group of 14-29, andeti8 of the information-

society are also well-off compared to the averddps is (also) the reason
why young members of the information-society livimgBudapest find the

quality and material of products more importanntkize price when making

consumer/buyer decisions. Although members of #aenened group could

afford it, only every other person uses the intefmreshopping.

Finally, the research has also highlighted thatetteemined group — partially
because of the threefold narrowing — cannot orhaadly be classified into

the traditional segments. It is more effectiveupmrt segmentation accord-
ing to purpose, and/or personalisation (tailoredketing) should (rather) be
emphasized.

4. Adaptability of the finding

The candidate describes a four-levels model of etarg communication.
This model can give an effective help marketingiglen makers, because
it allows to identify the user, his/her interedts,send personalised mes-
sages on every communication platforms, and theie possibility to re-
cord the dynamic data beside the static ones ofothith level.

If a portal and/or an organisation could motivdteit consumer and cus-
tomer to uncover their behaviours on every levds brganisation would
reach many possibilities (and profit of course) ape the contenders. The
dissertation describes how.
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5. Publications, papers, lectures and former research

5.1. Publications

511
2006

2004

512
2004

2004

2003

2003

5.13.
2006

Books

Marketing kicsiknek és nagyoknak (Marketing for young and
elder)

Protokollar Bt. (read), Budapest

PR és sajtokapcsolatoKPR and press)

Protokollar Bt. (read), Budapest

Lecture notes

Reklam- és rekldmszoveg kutatdgAdvertising and advertising
research)

Protokollar Bt., Budapest

Hagyomanyos és elektronikus direkt marketing(Traditional and
electronic direct marketing)

Protokollar Bt., Budapest

Arculattervezés(Corporate design)

Protokollar Bt., Budapest

Reklam és kreativitas(Advertising and creativity)

Budapesti Kommunikaciéssiskola, Budapest

Notes

Marketing- és reklamuigyintéz szébeli ,A” és ,B” tételek (Oral
thesis for marketing and advertisement administyato
Protokollar Bt. (lektoralt), Budapest
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5.1.4.
2007

2007

2006

2005

2005

2004

Academic papers

The position of the group culture of young peopleiting in Bu-
dapest in the info-communicational and consumer s@gty and
the aspects of business-oriented communication

In.: NETCOM — Geographical journal on ICTs, netwoind in-
formation society

NETCOM Association, Université Montpellier 111

A budapesti ifjusag fogyasztoi csoportkultdraja aznfo-kom-
munikaciés tarsadalomban, és ennek marketingkommu-
nikacids aspektusaiThe position of the group culture of young
people living ins Budapest in the info-communicasiband con-
sumer society and the aspects of

In.: Marketing & Menedzsment

Marketing Centrum (Orszagos Piackutatd Intézet) éesP Tu-
domanyegyetem Kbdzgazdasag-tudomanyi Kara, Budageéts
Eredményes marketing-kommunikaciéo a nonprofit szféaban
(Effective marketing communication in nonprofit)

In.: Civil Férum

Erdélyi Magyar Civil Szervezetekeért Alapitvany,iRania

New tendencies in marketng: the marketing of compar inte-
grated manufacturing and the new consumer

In.: Marketing Flzetek V.

NYME Ko6zgazdasagtudomanyi Kar, Sopron

Marketing szemléletmdd a humaneéforras és a tudasbke gaz-
dalkodasban(Marketing aspect in the HR)

In.: Humanpolitikai Szemle

Mont Human Menedzser Iroda Kft., Budapest

Politikai marketing az informacios tarsadalomban (Political
marketing in the information society)

In.: Marketing Fuzetek

-14 -



2004

2001

2001

NYME Koézgazdasagtudomanyi Kar, Sopron
SzinasszociaciokColour associations)

In.: Kommunikacié, Média, Gazdasag

Budapesti Kommunikéaciossiskola — Szazadvég Kiado, Budapest
Piktogramok emberabrizolasaMen and pictograms)

In.: JELKEP

Magyar Médidért Alapitvany — MTA-ELTE Kommunikaclaes-
leti Kutatocsoport, Budapest

Metatrendek, majd P-modellek(Metatrends, P-models)

In.: Business Online

Prim Rt., Budapest

1995-2000 Fundraising, majd marketing-kommunikacié (Fundrais-

ing and marketing communication)
SANSZ
SANSZ Alapitvany, Budapest

5.2. Lectures

2006

2006

A digitalis marketing lehetéségei a kereskedelmi egységek gya-
korlataban, és ennek pszicholdgiai aspektusdPossibilities of
digital marketing in the practice of shops)

On.: Bevéasarlokézpontok jelen és g/ (2006) — nemzetkdzi kon-
ferencia (Szlovakia)

A 100%-0s mintavétel leheségei a marketing-elemzésekben
(100% sample in the marketing analysis)

On.: Innovacio, tarsadalmi fetalség, fenntarthatd féglés — mar-
keting meg-kozelitésben — Marketing Oktatok Konfieiéja, Bu-
dapest
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2004 A gazdasagkommunikacié kreativ lehdaiségei az informacios
tarsadalomban (Creative possibilities of business-communication
in the information society)

Uj tendencidk a marketingben és oktatasaban — éfiagk Oktatok
Konferenciaja, Sopron

5.3. Research

2006 Onértékelés GYELV modszerrel (Self and SWOT)

2005-2006 Egy hét eseményei — napldelemzés (Ewvérise week —
narrative analysis)

2004 Manufacturing visions

2004 Kreativ szakmék a gazdasdgkommunikécidbara(i@egobs in the
business communication)

2002-2003 Szinasszociaciok a gazdasagkommunikacig@olour
association in the business communication)

2000 Muzeumlatogatasi szokasok vizsgalata az irfords tarsadalom-
ban (Analysing of the museum visiting in the infation society)

2000 Civilek a Sziget Fesztivalon (Nonprofits oa thland Festival)

1999 Ifjusag a Sziget Fesztivalon (Youth on tharldl Festival)

1998 Az internet kommunikécidtechnikai szemmel (Ebenmunication
techniques aspects of the internet)
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