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EUROMARKETING — MANAZERSKA KONCEPCIA
PRE EUROPSKY TRH!

Abstract: The present-day European Union includes many different countries,
which differ in terms of their economic development, size, cultures, languages,
religions, customs and habits, and history. The main aim of the EU is to make up
an economic and currency union that is competitive under conditions of the global
economy. Consequently, in the course of integration process an important role
is to be played by the support of the competitiveness of all the EU member
countries, including competitiveness of companies in these countries, and creating
a uniform European market, this is the very area where the European marketing
may be found to be very helpful.
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JEL:J11,A1
Uvod

Vznikom a postupnym rozsirovanim EU o d’aliie krajiny sa utvoril jednotny trh,
ktory tvori silny ekonomicky priestor bez vnutornych hranic, kde je zabezpeceny
volny pohyb tovaru, osob, sluzieb a kapitalu. V sucasnosti predstavuje 40 %
svetového obchodu a je najvacSim vnutornym trhom s pevne stanovenymi
podmienkami platnymi pre vSetky ¢lenské krajiny Eurdpskej tnie. Ide o spojenie
27 statov, ktoré maju vlastné tradicie, zvyky, jazyk, kulturu a naboZenstvo, do
jedného multinacionalneho celku, kde sa tieto odliSnosti krajin navzajom
premieSavaju a preberaju. Takyto jednotny trh vyzaduje uplatfiovat’ $pecificky
marketingovy pristup, ktory musi zohladiovat zmenu trhovych podmienok
(napriklad odli$né legislativne podmienky) v zavislosti od toho, na trhu ktorej krajiny
podnikame. Hlavnou pri¢inou vzniku eurdpskeho marketingu bolo vytvorenie

"Prispevok vznikol v ramci rieSenia projektu VEGA ¢. 1/0251/08 ,,Sktimanie faktorov a determinantov
eurdpskeho podnikatel'ského prostredia a marketingové stratégie pre slovenské podniky na
jednotnom trhu EU s podporou $pecifického marketingového instrumentaria“ na Obchodnej fakulte
EU v Bratislave.
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