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Abstract. Currently, there is an unprecedented development of modern
communication technologies in B2B markets. In the context of Industry
4.0, globalization influences are increasingly reflected in the new
information technologies that are becoming the domain of communication
in B2B markets. The manufacturing environment is shaped by the ability to
work with Big Data Analysis, use computer simulation tools and
augmented reality and today's phenomenon is evolving in the processing
and business environment - linking the Internet of Things, Services and
People to Potential production environment. An important role in this
global interconnection of both manufacturing and processing - business
environments is played by the communication conditions determined by
sufficient capacity computing power. One of the real preconditions for
B2B markets is to make full use of the cloud-based platform based on the
establishment of dedicated data centres with the possibility of using high
level of Service Level Agreement for B2B business partners. The paper
deals with the evaluation and analysis of the possibilities of digitalization
development in the company space, to examine the new global
communication environment by using cloud computing and its impact on
the quality of information service for customers. The influence of
intercultural communication on the behaviour of business partners is
examined.

1 Introduction
At present B2B markets are witnessing an uncommon expansion of modern communication
technologies. In the context of Industry 4.0, globalization influences are reflected more and
more in new information technologies, which are becoming a communications domain on
B2B markets [1]. The manufacturing environment is formed by an ability to work with
large volumes of data (Big Data Analysis), to use computer simulation and expanded reality
tools (Augmented Reality) and in the processing and sales environment, the phenomenon of
the day is reflected – the integration of the internet of things, services, and people
depending on the potential of the manufacturing environment. Communications conditions
determined sufficiently by capacity computational power play an important role in this
global integration, both of the manufacturing environment and the processing/sales
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environment [2]. One of the real prerequisites for B2B markets is to fully adopt cloud
solutions platforms based on managing specialized data centres with the option to use high
guarantees provided by contractual provisions (Service Level Agreement) for those
business partners on the B2B market. To satisfy customer demand in the field of
information technology in the B2B market, it is necessary to differentiate between a
solution and a product, which is not always seen as one by the customer or business partner.
To establish a decision as to whether a product or solution needs to be chosen, a number of
questions must be posed to which the relevant decision leads. E.g.: what are the key
requirements and needs of the business partner/customer, what products are necessary to
solve the problem, and what is the possible ways they can be combination thereof; is it
possible to satisfy the customer need using a product or a combination of products? To
resolve the questions above, it is necessary to decide correctly whether the sales
representative shall carry out the delivery in the form of a product, a product that can be
modified by the customer, or an individual solution. In connection with the implementation
of Industry 4.0, the B2B market is coming to be dominated by the phenomenon of
integration of things, services, and people in the context of automation of process
management and intelligent technology [3]. Typical features of Industry 4.0 include
immediate accessibility of a product or service in the form of an online pathway [4]. This
requires the full automation of inventory, full-fledged connection to online sales (ecommerce) in the form of digital payment options, various debit cards, or payment systems
such as PayPal. A prerequisite of these digital systems for the customer is the automation of
notifications to the customer and communication via web pages (microsites) with the option
to set up self-service [5]. In principle, this is a customer configuration which allows
adaptation of the customer product to the needs and preferences of the customer using a
range of predefined variables. Everything is always considered with a proper form of
communications between business partners.
1.1 Resolving an offer in the Industry 4.0 environment
According to Pricril the individual offering is considered in combination with products and
services to represent somewhat of a “tailor made customer solution” [6]. This represents a
significant level of customer modification of the product according to the customer's
individual requirements. This product is custom developed and can be considered a unique
original which will not appear anywhere else. Trueman defines a “solution” as the
application of a product for resolving a specific customer requirement in a particular market
industry such as banking, government, or the processing industry. The solution is based on
a standard product, where its standard functions and the characteristics used in a specific
extent. Or it could contain one or more modifications, custom client modifications, or it can
contain integration with other customer solutions. The creation of prices is always
individual for each case with individual documentation [7]. For example, Amazon as a
provider of web services [8] offers (communicates) outside standard product offering and
solutions offering. This is based on archival of data, backup and restoration of data,
business applications, or database migration. From the perspective of business creation of
“solutions” for customers, this represents a capability for reflection of customer needs and
wishes using technical and technological skills. The basis is updating leadership and regular
training of sales personnel and customers. In terms of management, this represents an
alignment of the ideologies and strategies of the company with the decisions of company
management. All of this using modern and effective communication tools. What is key for
the B2B market are the aspects of Industry 4.0, which act in an integrated manner.
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2 Methods
The main methods used in the elaboration of this topic were structured analysis and
forensic description of facts, synthesis methods, logical and deduction procedures in order
to identify and formulate the impacts of global communication on the formation of B2B
market relationships through cloud storage, affecting business behavior of Czech
companies. The theme is organized according to the logic of facts and the deduction of
results from the analysis of scientific texts into a unique meaning unit, which identifies the
basic potential of cloud storage for the competitiveness of Czech companies in global
markets.

3 Results and Discussion
According to Industry 4.0, companies act as “smart factories” that use cybernetic/physical
systems for monitoring and controlling physical processes. The gradual implementation of
the Industry 4.0 concept will take place using the methods of machine learning, autoconfiguration and auto-diagnostics, and total integration of machines and parts. Machines
and products will be placed using computer chips that will enable their control and
operation [9].
The main contours of Industry 4.0 have been formulated for the enterprise sphere as
follows:
• Interoperability – mutual integration and cooperation of individual components of
cybernetic/physical systems
• Virtualization – creation of a copy of the “Smart Factory” using data obtained
from individual sensors and the option to simulate and analyse situations using
cloud services almost in real time.
• Modularity – individual systems will be solved in the form of a modular system
that enables adaptation and adjustment of operation of smart factories according to
current needs [10].
Dachs et al. explore the relationship between support of manufacturing activities and
technologies for digital production as part of Industry 4.0. They claim that it supports back
shoring, because it provides higher productivity and flexibility [11]. Zhang et al. on the
other hand present an architecture of the use of ubiquitous robotic systems based in the
cloud for intelligent production of an adapted product. They present the framework for
designing a ubiquitous robotic system based in the cloud (URS) which is composed of the
functions, structures and behaviour of the URS. Afterward they provide a process for the
development of such URS and maintain that the implementation of a ubiquitous robotic
system based on the cloud for intelligent production and assembly of an adapted product
shows that the proposed approach can achieve the goal of intelligent production of an
adapted product through the development of ubiquitous robotic systems based in the cloud
[12]. Kerin and Pham identify trends and gaps associated with the organizational matters in
a company from the perspective of value creation with a refurbished product [13]. Findings
suggest there is a need to explore the connection of cyber-physical systems to the IoT to
support smart remanufacturing, whilst aligning with evolving information and
communication infrastructures and circular economy business models. Liu et al. present
failure modes and effects analysis (FMEA) as a useful technique for managing quality that
is used in various industrial sectors for increasing the reliability and security of systems,
products, processes, and services [14]. And yet traditional FMEA was criticized for
numerous internal defects when evaluating failure modes and identifying risk factors and
the order of failure modes that weaken its accuracy and effectiveness during application.
Liu et al propose a new methodology for FMEA integrating the theory of the cloud model
with expanded analysis using grey relational analysis (GRA) to resolve the disadvantages
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of the classic approach to the number of priority of a risk. The feasibility and practicality of
the proposed FMEA are clarified on the basis of an empirical example from the paper
industry. The results indicate that the new model for risk assessment is capable of
producing more reliable results of assessment of risks caused by failure for risk reduction
measures. One of the largest advantages of data storage in a cloud environment is the
option for dynamic management of the required capacity and parameters of the
environment [15, 16]. In the cloud environment it is possible to increase the required space
according to need. This activity would over time lead to limiting dedicated disk capacity of
devices where data is stored in the event customer data is stored in a local repository (onpremise) [17]. For the cloud environment, very high guarantees of the service provided are
typical [18]. The guarantees are provided, for example, for availability of a virtual server or
repository, for a specific level of customer support, or for the minimization of risks of loss
of customer data [19]. The most important standards include ISO 2700 certification for
methods of managing security when handling information. Another important certification
is PCI DSS, which defines conditions for operation, transmission, storage, and security of
data for operations with payment cards [20]. One of the key parameters for providing cloud
services is access to the internal and other networks. For cloud services, a stable,
sufficiently fast, and secure connection is required. For access to customer systems and
their integration with the end user or end point, most often certain types of private networks
of the VPN (Virtual Private Network) type are used, which guarantee a high level of
security. The types of VPN networks most commonly used are Site-to-Site and Client-toSite connections. Private networks of the Site-to-Site type are used for connecting the
customer location with a different location. This can consist of a different branch office or
location of the provider of cloud services. The client type of VPN remote access are the
most commonly used for access by individual end users. These client VPNs allow for
secure access even outside the internal network of the customer and therefore represent a
high degree of mobility for their use and for cloud services as well. Using client networks it
is possible to automatically back up and synchronize the content of end stations with secure
content in s cloud environment [21].
We can include the following among the primary advantages of cloud services:
1. Operation of IT systems on modern and new HW without the need for capital
investment – the data centre undergoes regular HW infrastructure replacement that
corresponds to existing IT trends.
2. The option of a scaled solution thanks to almost unlimited IT performance without
the need for maintenance, replacement, and repair.
3. Professional backups – customer data is backed up using the data centre backup
system, which represents the most modern, high performance, easily usable
solution for backup and accessibility.
4. Rapid restoration of data – customer data can be stored on multiple physical
repositories and its restoration can be automated.
5. Professional online support – part of the solution consists of Service Desk
services, which include:
• Continuous proactive IT monitoring of the operated solution (monitoring of
system resources).
• 24x7x365 Help Desk for reporting and resolving requests and service incidents
in the case of cloud services.
• Logging of all service incidents and requests.
• Experienced and regularly trained servicing team for administration of the
operated solution (L1, L2, and L3 support).
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Availability – Service team is available continuously on location at the data
centre – as a result, the customer does not have to deal with the availability of
local IT.
6. Increased accessibility of IT systems – part of the solution includes guaranteed
availability of the infrastructure operated at a level of up to 99.99 % (Datacentre
Level Tier 3).
7. Transparent costs for operation. Payment for service is addressed in the form of
smaller fees (simplified cash flow – issues of OPEX vs. CAPEX).
8. Flexibility in increasing performance of services without need to invest in
additional HW.
9. The option for individual growth according to the Pay as You Go policy.
10. Transfer of responsibility for operation of technologies to the provider of the
solution.
In terms of financing, the method of financing is the key difference between methods of
data storage of on premise data. The on premise variant is at the base level financed in the
form of CAPEX, i.e. in the form of one-off HW and SW purchases for the ownership of the
customer. In the case of cloud repositories, it is always a question of specific form of
services and method of financing in the form of OPEX, i.e. in the form of regular payments
realized as a rule on a monthly basis [22]. Cloud repositories actually represent a great
potential for a higher level of communication on the B2B market [23]. In the Czech
Republic, they are used primarily as paid computing by large companies. According to the
ČSÚ, the services that were being used in 2017 in the form of paid cloud computing include
above all e-mail (17%), storage of data and files (13%), office software (11%), database
applications (9%), accounting applications (8%), CRM applications (5%), and computing
power. A pilot survey carried out by the independent telemarketing company ATODA
Telemarketing s.r.o. in the form of an online questionnaire and using the telephone
questionnaires of call centre operators, which was focused on small and medium enterprises
in the Czech Republic, verified the awareness of companies of the options for use of cloud
services. The survey took place from 28 Jan 2019 to 13 Mar 2019 and a total of 523
complete valid responses were obtained from the corporate customer segment (hereinafter
the SME segment). As part of the question of determining awareness of the term “cloud” in
relation to storing company data into this environment, a total of 474 respondents (90.6%)
stated that they had heard of the option to store their data in the cloud. This very significant
share of positive responses is unambiguous proof that respondents from the B2B segment
questioned are informed of this option. A question determining the general directions of
placement of customer data in companies was answered such that, of the 523 responses, a
total of 177 respondents (33.8 %) used some cloud services and only 78 respondents
(14.9%) stated that they had considered cloud services but ultimately did not use them.
Among the negative responses, 145 respondents (27.7%) stated that they had not adopted
cloud services due to high prices and 111 respondents (21.2%) stated that they had not used
cloud services because they have their own servers or other repositories. To the question
regarding the preference of the corporate market in the case of confrontation of regional
Czech provider versus multinational companies under the prerequisite of identical offerings
of services, over half (54.7%) of the respondents stated that they would prefer a traditional
Czech company over an international one. Only 79 respondents (15.1%) stated that they
would prefer an international company to a Czech one. Almost a third (30.2 %) of
respondents stated that they do not think about this question when selecting cloud services.
To the question as to the purposes for which companies use cloud services, the respondents
stated that the most commonly used services are data repositories and tools for sharing data;
this variant was chosen by a total of 150 respondents (28.8%). The second most widely
used service is email from a cloud environment; this option was stated by 145 respondents
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(27.8 %). Other services used from the cloud environment include access to remote
desktops, which is used by 74 respondents (14%), office software, which 64 respondents
used (12.3%), and accounting software, which 62 respondents used (11.9%) [24]. As part of
support for small and medium enterprises on global markets, the following model of a
communication plan may be recommended for higher and more effective use of cloud
repositories and services and to thereby streamline their global communications. The model
is based on the basic structure of a marketing communications plan and on survey results. A
basic motto for the model of marketing communication is “share, store, and send securely
using the cloud”. The target audience in the B2B segment are SOHO/VSE customers and
SME customers, in the B2C segment households and individuals (Tab. 1)
Table 1. Target group
Target group
B2B segment SOHO / VSE
customers

B2B segment SME customers

B2C segment households and
individual users

Characteristics
Typical customers of this segment are the smallest entrepreneurs with a
total maximum of 5-10 users who want affordable simpler products,
flexible communication and online payment options. Purchases are often
made by the company owner without deep IT knowledge.
In the SME customer segment, there are already larger companies that
already operate some IT environment in some way. At the same time,
their IT is solved with the help of internal IT specialists or supplier
companies. Typical customers are IT executives or members of
management who require a customizable offer for their companies with a
high degree of flexibility.
It is rather a marginal segment of end users, it is a traditional Czech
customer that is focused on Czech products, requires communication in
Czech with a specific person, and typical customers are men aged 16-24
and 25-34 living in the Czech Republic, the potential use of geographic
regional campaigns and their further advanced segmentation.

Share
29 %

63 %

8%

Specifying budget is based on typical prices of individual communications tools (Table
2).
Table 2. Marketing budget per year
Title
Content Marketing
Sponsored Content
Landing Page
White Papers / eBooks
Social Media
WhatsApp Business
Facebook Business
LinkedIn
Online & Web
Blog
Email Newsletter
Press Releases
Online web
Web Development
Pay-Per-Click Marketing
SEO optimization
Display marketing (Banner)
Market Research
Marketing research
(CAWI,CATI)

Number of
repetitions

Project price for one
repetition v CZK

4
6
24

14 000
4 500
3 000

6
12
12

5 000
24 000
6 000

24
24
12
12
2
12
12
6

3 500
4 500
2 500
6 000
24 600
21 000
5 800
8 000

2

85 000

6

Project price total
v CZK
155 000
56 000
27 000
72 000
390 000
30 000
288 000
72 000
712 800
84 000
108 000
30 000č
72 000
49 200
252 000
69 600
48 000
218 000
170 000
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4 000

48 000
1 475 800

The share of the marketing budget was defined according to specialist practice used for
beginning projects (Start-ups), where the typical allocation from the sales plan is 12-20%.
With regard to the introductory phase of the project and the character of the environment, a
higher boundary for this dispersion was selected. The timeline of execution is based on the
plan of activities and the stated budget. The implementation of the individual activities was
divided according to the number of repetitions in the course of a year and their duration is
divided up in weeks including their assessment.

4 Conclusion
The global environment on the B2B market is constantly in development. One of the
prerequisites for successful business is to effectively communicate between business
partners using cloud repositories and services that they can better take advantage of in this
environment. As the above pilot survey proved, the term “cloud” and the options of saving
something “in the cloud” is familiar to over 90% of the above respondents contacted. In
marketing communications the term “cloud” is commonly used [25]. Approximately 1/3 of
the respondents already uses cloud services in one form or another. The penetration on the
market of corporate customers is approximately 30% and represents a certain familiarity of
cloud issues. In the inverse logic, therefore, the market potential for sale of cloud services
has reached almost 70% of the market in the B2B customer segment. For 27% of the
respondents, cloud solutions are too expensive, and they use a different variant of the
solution. Nonetheless, as part of global marketing communications, these are potential
customers who have already considered some cloud solution but have not adopted it due to
price. It can therefore be stated with a certain likelihood that if the customer’s needs were
met, in this case price in particular, they would once again consider cloud services. Over
half the respondents (54.7 %) prefer Czech traditional company over multinational
corporations even when their products are the same. The data obtained also corresponds to
the conclusions of ČSÚ and, for example, in the question of purpose of adoption of cloud
services ČSÚ likewise states that the most often use case in the area of cloud computing are
email services, data storage in the cloud, and operation of office services and applications
[26]. From the perspective of management it is necessary for companies to align ideology
and strategy with their decisions and to make better use of cloud services in the
communications framework of their business. Marketing communications activities will be
every more digitized and will serve more and more businesses on B2B markets. And the
use of cloud solutions as a product on offer completely changes and advances the
traditional marketing mix and behaviour of companies.
The result was created in solving the student project " Model of intercultural tolerance at selected
universities" using objective oriented support for specific university research of the University of
Finance and Administration and the project VEGA/0502/17 Consumer personality and its impact on
emotional behaviour and decision making“.
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