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D Rijen je jako prvni podzimni mésic diiraz-
nym pfipomenutim blizici se zimy a vSech
Cinnosti, které je tfeba pred jejim pfichodem
jesté naplanovat a realizovat. Jednou z nich
je jisté vyména letnich pneumatik za zimni —
ac patfi k tém jednodussim, dokaze nas ur-
Cité ochranit pred rfadou nepfijemnosti na
zasnézenych nebo namrzlych cestach. Le-
tosni fijen je vSak také mésicem vyhraze-
nym pro dvé vyznamné akce brnénského
vystavisté vénované nejdfive strojirenstvi,
dopravé a logistice a o tfi tydny pozdéji také
informacénim, identifikacnim a komunikaénim
technologiim.

Pravé skonceny 49. mezi-
narodni strojirensky veletrh
spolu se 4. mezinarodnim ve-
letrhem dopravy a logistiky
privedly prvni Fijnovy tyden
do Brna stovky vystavovate-
It a tisice navstévniki. Sko-
da jen, Ze k navstévé stanku
s logistickou tematikou bylo
tfeba dojit az na samy konec
veletrzniho arealu a pavilony
P a R, kde byla velka ¢ast lo-
gistické expozice umisténa,
také nepatrily k tém nejvy-
stavnéjsim. Neskryvané roz-
paky Fady navstévnika
i vystavovateli, s nimiz jsem
mél mozZnost béhem prvnich
tfech dnu veletrhu hovofit,
mne tak utvrzuji v nazoru,
Ze letosni Brno se k logistice
zachovalo ponékud maces-
sky.

Také z pohledu témat patficich do rubriky
Login jsem na veletrhu neobjevil nic zasad-
né nového (pokud jsem snad n&jakou novin-
ku nebo zajimavost prehlédl, omlouvam se
a uvitam, kdyZ mne o ni bude nékdo z vas,
vazeni Ctenafi, prostfednictvim redakce in-

formovat). Dodavatelé informacnich, identi-
fikacnich a komunikacnich technologii zameé-
feni na oblast logistiky prezentovali
v pfevazné mife své jiz znamé a osvédcené
produkty a feSeni, nabidka skladové a ma-
nipulaéni techniky také pomérné vérné od-
razela pozadavky sou¢asného Ceského trhu
na ,klasicka“ feSeni s zadnou nebo jen vel-
mi malou mirou automatizace. Znamena to
snad, Ze koncept veletrhu je prekonany,
Ze v dobé webu a internetu je hlavnim du-
vodem firemni UCasti na takovéto akci pou-
ze jeji viditelnost — dlkaz, Ze existuje
a v dané oblasti Uspésné podnika?

Osobné se domnivam, Ze odpovéd na tuto
otazku neni zdaleka jednoznacna a zavisi
na charakteru nabizenych produkt( a sluzeb.
Pokud jsou pfevazné hmotného charakteru
(stroje a zafizeni, dopravni, manipulaéni,
skladovaci technika, komponenty pro auto-
matizaci, apod.), je mozné je vystavit
a potencialnim zajemclm ukazat, ¢i dokon-
ce predvést. V pfipadé, Ze se fyzické expo-
naty do stanku nevejdou, lze s uspéchem
vystavit funkéni modely. Ty jsou v Fadé pri-
padl vhodné i pro ilustraci nabizené logis-
tické sluzby, napfiklad silni¢ni, Zelezniéni,
vodni Ci letecké dopravy Ci skladovani. U pro-
dukty a sluzeb z oblasti [ICT (jak se ¢asto
informacni, identifikaéni a komunikaéni tech-
nologie souborné nazyvaiji) je situace vysta-
nabizeny produkt fyzicky rozmér (napfiklad
mobilni terminal), je obvykle velmi podobny
vyrobku jinému, konkurenénimu. A v pfipadé
programového vybaveni jsou moznosti jeho
prezentace jeSté vice omezeny: obrazovka
LCD monitoru se ,skvélym*” uzivatelskym roz-
hranim dnes jiz nezaujme témér nikoho
(v8echny vypadaiji pfiblizné stejné), prospek-
ty a nejriznéjsi prezentace jsou povétsinou
dilem firemnich pracovnik(i a PR agentur
vychovanych na stejnych principech moder-
niho ,trzniho® marketingu a pokud pfedvadé-
ni aplikace neni ,dotovano“ losovanim
0 zajimaveé darky, je pomér pfednasejicich
a posluchac¢li v mnoha pripadech vzacné
vyrovnany. Ur€itym osvéZenim v Sedi vele-
trzniho dne jsou pak v pfipadé vétSich vy-
stavovatelt odpoledni ,happy hours®, kdy
se stanek prece jen zaplni a navstévnikim
i vystavovatelim jsou nabizeny Cerstvé pro-
dukty pfimo ,z firemni kuchyné*.

Na stancich firem podnikajicich v IICT to
tak maji tézké vystavovatelé i navstévnici. Ti
prvni se snazi néjak zaujmout, vybocit z fady,
ti druzi ziskat co nejvice informaci a kontakt,
které by bylo mozné nasledné vyuzit pfi fe-
$eni svych problém( a vybérovych fizenich.
Domu si odnaseji v lepsim pripadé tasku pl-

nou prospektu a vizitek, v hor§im pripadé jen
reklamni pfedméty. A k tomu vétSinou bola-
vé nohy i hlavu.

Jsem presvédcen, ze navstévou veletrhu
proces vybéru dodavatele nebo partnera
pro oblast IICT v drtivé vétsiné pripadd ani
nezacina, ani nekongi. O tom, jak je obtizné
takovy vztah navazat a spravné feseni zvo-
lit, jsem se na strdnkach Logistic News jiz
zmifoval. Pfesto mi dovolte nékteré podstat-
né zasady zopakovat a doplnit, pfipadné je
uvést do souvislosti s pfedchozimi fadky. Je
nesporné, ze prvnim z aspektd vybéru je
kvalita produktu a mira jeho schopnosti spl-
nit pozadavky zadani (musi byt ovSem jas-
né specifikovany a uroven jejich plnéni
jednoznacéné meéfitelna). Druhym neméné
ddlezitym kritériem vybéru je samoziejmé
cena. Tretim, ale podle mych zkuSenosti
zdaleka ne poslednim faktorem je kompe-
tentnost dodavatele, kterou si osobné pred-
stavuji jako mix jeho know-how jak v IICT, tak
v oblasti, kam sva feSeni nabizi (proto jsou
v logistickych aplikacich ne vzdy uspésné jen
Cisté softwarové firmy), profesionalnich
i lidskych kvalit jeho FeSitelského tymu
a zplisobu, jakym pfistupuje ke svym zakaz-
nikim (zda dava prednost dlouhodobému,
vzajemné vyvazenému a otevienému part-
nerstvi pfed vztahem ,na jednu dodavku®).

Co z toho se da poznat na
veletrhu? Jen velmi malo, ale
prece jen néco: kromé zpiiso-
bu prezentace firmy, kultury
jednani s (potencialnim) za-
kaznikem také napriklad vztah
ke konkurenci.

V uzavieném prostoru vystavnich pavilo-
nu je ke stanklm konkurenénich firem ¢asto
jen nékolik krokl a vhodnou poznamkou
nebo dotazem Ize pomérné snadno zjistit,
jaky maji zastupci dané firmy prehled o své
konkurenci, jak ji hodnoti a jak se vici ni vy-
mezuji. Spatna znalost konkurenénich pro-
duktl ¢i zamérné zddraznovani jejich
nedostatk(l v porovnani s vlastnimi produk-
ty nebo sluzbami mohou leccos napovédét
o firemni kultufe a signalizovat, Ze pfipadny
obchodni vztah nemusi byt bez problémd.
A tak je moznost posouzeni svych potencial-
nich dodavatelll z vy$e uvedenych hledisek
asi jednim z nejvétsich pfinosl navstévy ja-
kékoliv vystavy nebo veletrhu. Proto dou-
fam, vazeni ¢étenafri, Ze i vase navstéva
brnénského vystavisté splnila vase oceka-
vani a posunula vas pfi feSeni vasich logis-
tickych problém0 zase o krok dale. [ |



B Brno, the City of Fairs

October as the first autumn month is a strong reminder of the on-
coming winter and all things that need to be planned and performed
before its arrival. For sure, one of them is switching summer tires to
snow tires — a simple task that can nevertheless protect us against
much trouble on snow- or frost-covered roads. However, this year's
October is also a month dedicated to two important events held at
Brno exhibition grounds focused first on engineering, transport and
logistics and three weeks later on information, identification and com-
munication technology.

The 49th International Engineering Fair and the 4th International
Fair for Transport and Logistics, that closed up a few days ago, at-
tracted hundreds of exhibitors and thousands of visitors to Brno in
the first week of October. It's only a pity that you were forced to reach
the very end of the exhibition grounds to visit logistics stands, and
pavilions P and R where a major part of the logistics exposition was
situated were far from being impressive. Unconcealed perplexity of
numerous visitors and exhibitors to whom | talked during the first 3
days of the fair only confirmed my opinion that this year's Brno trea-
ted logistics rather unkindly.

Similarly, in light of topics falling within Login, | haven't found any-
thing fundamentally new at the fair (if | omitted any news or intere-
sting things, I'd like to apologise and stress | welcome if any of you,
dear readers, informs me through the editors). Suppliers of informa-
tion, identification and communication technology specialised in lo-
gistics presented mostly their well-known and established products
and solutions, the offer of warehousing and handling technology qui-
te truly reflected the demand of the current Czech market for ,traditi-
onal“ solutions with no or a very low level of automation. Does it
really mean the fair idea is outdated, and in the times of web and
internet the main reason of companies to participate in this kind of
events is just to be visible: to prove they exist and operate in the
given sector successfully?

| personally think the answer to the question is far from being defi-
nite and depends of the nature of products and services offered. If of
a purely material nature (machines and equipment, transport, hand-
ling, warehousing technology, automation components, etc.), you can
exhibit or even show them to prospective customers. If your fair go-
ods cannot physically fit into your stand, you can exhibit functional
models. Such models are often useful also for illustration of the offe-
red logistic service, for example road, inland waterway or air trans-
port or warehousing. The exhibitors' position is incomparably more
complicated in case of lICT products and services (IICT is a common
collective title for information, identification and communication tech-
nology): if the offered product has physical dimensions (for instance
a mobile terminal), it is usually similar to other, competitive products.
And in case of software presentation methods are even more limi-
ted: a screen of a LCD monitor showing a ,superb® user interface will
hold hardly anybody's interest today (as they all look more or less
the same), leaflets and presentations are mostly prepared by employe-
es and PR agencies trained in the same principles of modern ,mar-
ket“ marketing, and if a presentation is not ,doped” by attractive

giveaways, the number of presenters and listeners is in many cases
equal. A fresh breeze in the drabness of fair days is ,happy hours*
organised by bigger exhibitors, during which stands get full after all
and fresh products are offered to both visitors and exhibitors right
from the ,company kitchen*.

The situation of both exhibitors and visitors at stands of IICT com-
panies is therefore difficult. The former ones try to catch visitors' at-
tention, diversify, the latter ones try to get a maximum load of
information and contacts that can be used in resolution of their pro-
blems and tenders in the future. In a better case they arrive home
with a bag full of leaflets and business cards, in a worse case give-
aways only. Plus aching feet and head.

I am convinced that in overwhelming majority of cases selection of
a lICT supplier or partner doesn't start or end by a visit to a fair. I've
already talked about how difficult it is to establish such a relationship
and choose the right solution in Logistic News. Despite that fact, let
me repeat and elaborate some key principles, or put them in the
context of the preceding lines. It is indisputable the first selection
aspect is the product quality and the extent of its ability to fulfil the
assignment's requirements (which should be clearly specified and
the level of their fulfilment should be unambiguously measurable).
The second, no less important selection criterion is naturally the pri-
ce. The third, but — as my experience shows — by far not the least
factor is the supplier's competence, that | personally imagine as a
mix of know-how both in the field of ICT and in the area for which the
solution is offered (that is why not only purely software companies
are successful in the field of logistic applications), professional and
personal qualities of the realisation team and their approach to cus-
tomers (whether the supplier prefers a long-term, mutually balanced
and open partnership over a ,single-shot” relationship.). Which of
those qualities can be identified at a fair? Just few, but still some-
thing: next to the way the company presents itself, the culture of
treatment of (prospect) clients, it is for example its relation to compe-
titors. In the enclosed space of exhibition pavilions it often takes only
a few steps to get from a competing stand to another and a befitting
remark or question can help you find out quite easily how much the
company's representatives know about their competitors, what they
think of them and how they diversify from them. Poor knowledge of
competitive products or intentional accentuation of their weaknes-
ses compared to their own products or services may suggest quite a
lot about the corporate culture and signal that the potential business
relationship wouldn't necessarily be trouble free. A possibility to as-
sess your potential suppliers from the above mentioned view points
may be one of the biggest benefits of your visit to any exhibition or
fair. And for that reason | hope, dear readers, that your visit to the
exhibition grounds in Brno came up to your expectations and shifted
you a step further towards resolution of your logistic issues.

Josef Cerny works for ICZ a.s. as a consultant and head of
the logistic applications team. O



