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Top Trademarks in Czech Republic (2007)

Skoda Auto

« owner: Volskwagen AG
* biggest Czech car factory
 established in 1925

Plzensky Prazdroj / Pilsner Urquell

* owner: SAB Miller
* beer
» established in 1898

Budéjovicky Budvar / Budweiser

« owner: state enterprise of Czech Republic
* beer
» established in 1895




kofola

BECHEROVKA

Bat’a

« owner: BSO (Bata Shoe Organization)
* shoes and leather accessories
» established in 1894

Kofola

« owner: Kofola Holding
* soft drink
» established in 1962

Becherovka

« owner: Pernod Ricard
* herb liqueur
« established in the end of 19th century




\MEN

CESKA=S
SPORITELMNA

Mattoni

« owner: Ronaldsay
* mineral water
» established in 1867

Ceska pojistovna

« owner: Generali PPF Holding
* insurance company
» established in 1827

Staropramen

e owner: InBev
* beer
» established in 1870

Ceska sporitelna

owner: Erste Bank
*bank
sestablished in 1825




Value of trademarks

World (2007) Europe (2007)

« Google (66,4 bil.$) « Nokia (32,3 bil.$)

« General Electric (61,9 bil.§) <« LVMH (29,8 bil.$)

* Microsoft (54,9 bil.$) « Unilever (25,1 bil.$)

e Coca-Cola (44,1 bil.$) « Telefénica (23,9 bil.$)

» China Mobile (41,2 bil.$) * Vodafone (22,6 bil.$)




Advertising in Czech Republic-
historical overview

Until World War II situation similar to other
West European countries:

* High level of development of advertising

» Big companies had specialized dep. of
promotion
— Bata — 200 employes in promo. activities
— Laurin & Klement/Skoda — 56 emp.
— Koh-1-nooru — 10 emp.




Advertising in Czech Republic-
1948 - 1989

- Companies put under state ownership
(nationalization)

- Advertising played marginal role in central
planned economy

- A few marketing companies operating in
Czechoslovakia:

Rapid — promotional activities in foreign markets

Merkur — promotion on domestic market

Broad variety of activites that had unstable quality

Lots of people having worked for those companies had
formed advertising industry after the year of 1989.




Comtemporary situation in Czech advertising

Advertising expenditure per capita
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Advertising market in Europe per media
segment 2004 (%)

TV ® Magazines ® Newspapers ® Radio » Others

Advertising market in Poland per media
segment over time (%)

Total market (FLN
hin): 11.4

TV = Magazines = Newspapers = Radio ® Cthers

12.5

11.8 14.8 4.4 50 5.6

Germany Lk Spain ftay Czach

Poland has one of the hi:

ey

Source: Markeling and Media Pocket Book 2006, data for 2004
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jhest European Average Daily TV viewing (240
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Source! Gross - Expert Monitor; Net - Stadink,
ATV = 2008, AGE Nielsen Media Research




CPT indexed against television (TV=100) 592
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Descriptive statistics of new EU countries

Population! | GDPper | Advertising Advertising Internet Online Internet
cap spending? spending household spendi Advertisi
ita? as % of penetratio ng® ng

GDP* n’ spending’
Czech 769,186 29 7 22,734
Rep. 10,288.9 73.6 0.65
Malta 407.7 717 n.a. na. 53 n.a n.a.
Slovakia 53916 571 n.a. na. 27 0 n.a.
EU 10 74,040.3 64.6 39




Marketing and ownership

Czech branches of international companies adapt
foreign concept to local market

Czech companies (and companies overtaken by
foreign owner recently) create original concept in
cooperation with Czech marketing agencies.

Advertising decision influenced by top
management (in Czech companies) and by brand
managers (foreign companies).

Foreign companies test success of marketing
campaigns more often.




Marketing spendings (2003)

Companies in the Czech Republic spent about 47 billion crowns (2,1 % of
gross national product) on marketing last year.

eone¢ third of it on advertising
*The rest: trade fairs and exhibitions, promotional letters, telephone offers, events in
support of sales, promotional items,presentation on Internet pages.

Promotional activities represent about 43,735 billion crowns, which i
% of total marketing costs.

A

Only 7,3% is spent on salaries of marketing specialists and on market
research.

2,8




Marketing research — data (2005)

Spendings in marketing research per inhabitant
« UK 40$

« France 36 $

« Sweden 36 $

 Germany 27 $

« Norway 26 $

« USA 26

e Slovenia 7,52 $
e (Czech Republic 7,35 $ (24 place).




Marketing research — data (2005)

Spendings in marketing research (Czech

Republic):
40% manufacturers

12% financial institutions and insurance
companies

12% utilities and telecommunications
10% media

6,5% retial

5% business to business research

3% public sector

80% consumer x 20%non-consumer res.

82% for Czech companies x 18 foreign
clients

82% quantitative research x 15%
qualitative resear x 3% desk research

Spendings in marketing
research (world):

48% manufacturers

15% media

8% public sector

5% utilities and
telecommunications

5% retial

4% business to business
research

4% financial institutions and
insurance companies




Marketing research — data (2007)

Approx. 50 specialized companies (and 50 others not
specialized to research only)

3/5 of them are located 1n Praha.
Research industry grows by 10 % annually.

¥4 of clients require full service — data, analysis,
interpretation and practical implications.

Middle sized and small Czech companies use market
research less.

Most used techniques: face to face interviewing, phone
interv., written questioning, mystery shopping, experts
interviewing.

Topics: custommer behaviour and habbits, research of
trademarks, custommer satisfaction, image research.




Advertising and Czech population

Indifferent Don’t like it
50% 34%,

Don’t like 1t much

_ _ Like it
© — people between 19 -29 1Ke 1 10%

® — people above 44 6%

, , Sample n=1095, 2003
Education — no influence




Level of over-saturation by ads (in per cents) (TNS Factum )
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Stava se vam, Ze se reklamé vyhybate?

Moty do sy | B

Nenni tick 1«

Potential for advertising:

point of sale
L omm

0% 20 % 40% 60 % 80 % 100 %

" whtemseady [ whivimsovesios [ vodoriné o [ whim se ity [ vewibimse oy [ necizimdo ko
Zdroj: TNS A-Connect




Jakym vyrobkiam davate prednost...?
(rok 2005, data v %, N=1046)

U spotrebni elektroniky

U piva, vina

U parfumerie, kosmetiky

U jinych alkoholickych napoju

U nealkoholickych napoju

U domacich potreb, naradi

U drogistickeho zbozi

U odévu, textilu

U potravin

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Obvykle znackovym O Obvykle neznackovym OJak kdy B Nevim, nerozlisuji




Perception of advertising by Czech population

Vinimani znackového zhoii - vyvoj v letech 19972003
{data v %. pocet respondentil v jednotlivich vinach cca 1000}

Nakup znackoweho zbozi obwykle
znamena i pohodlil pri nakupu

nackowve zboZ bywa kvalit ni
a0

HNepot rebuji kupowat znackows zboZi

Rad bych kupowd znackowe zbodi | als
rnemam na to

—i— 1337
2001
—i— 2003




Advertising and Czech population

Advertisement should be:

*Truthful (49,9%)

*Credible (objective) (42,3%)
*Funny (38,4%)

Informative (37,7%)
*Comprehensible (31,0%)

*Quiet (25,6%)

*Raise interest in product (23,4%)
Creative (22,8%)

Only 32% of Czech admit to be influenced by adv. while shopping.




Advertising and ethics

Czech advertising standards council
-Self-regulating institution 1n ad. business
-No legal power for sanctioning
-Respected by majority of ad. firms

Public opinion

-Ad. of cigarettes should be banned (37,7%)
(the most rejected topic)

-Erotic or sexual motives 1n ad. strongly rejects 6,1%
(accepted often by younger generations and men)




Postoj k sexualnim a erotickym motivam v reklamé
(N=1014, v%)

B Tyto reklamy se mi libi

(1 Libi se mi, jen kdyz se hodi k
nabizenému vyrobku
£ Prilis se mi nelibi, ale nevadi mi

W \/(bec se mi to nelibi, vadi mi to
O Pobufuje mne to, mélo by to byt

zakazané
[ Tento problém mé vubec nezajima




Basic (Ethical) Requirements for Advertising are:

*not encouraging to breake law

*be decent, honest and truthful

*meet the principles of a honest competition among
competitors.

*Not endanger good name of advertising as such or
decrease the trust into advertising as a service provided
to consumers

*not involve elements derogating human dignity

*not take advantage of consumer's receptiveness under
threshold of consciousness.

*not be hidden

*not use fear without any justified reason

*must not take advantage of holders of the public
authority




Complaints by the subject

Complaints by the subject decision

Private persons 2F
Cotnpaties 15
Monitoring of Council 1
state 1nstitutions 2

Froblematic 12
Tnaccepted 26
Article B 4
other, moved to the law £
court

Complaints by content

Complaints by media

Womman 1h ad., sexism 7
Children £
Alcohol 2
Tobacco 2
Medicines 1
Privacy protection 1
Consumer protection 1
Comparing, tricky ad. 16
YViolence, fear, racism, 10
vulgarity

Cither 1

Billboards 1%
Fress H
18" G
Eadio 1
Leatlets 14

In 2006: 72 complaint — 19 problematic, 45 unaccepted




1997

— Raveli — shoemaker, Vaclavka & Dasenka,

abuse of the state representative, lack of good taste




2000 — Netcentrum, s.r.o. —Billboard

www.iwillbeback.cz

WWW.JASEVRATIVLZ g

Mﬂntmm.tz




www.wegottagohereall.cz?

WWW.VSICHNITAMMUSIMECZ

-

. e WWW,CENLTUM.CZ




2000 Foundation of animal rights
Billboard: Do you know its price?




Pinelli — Semtex — energy drink. Billboard
BSE gives you wings. Semtex gives you life.




Dokonale =&
ZIW

Nejkvalitnéjsi obraz diky vysokému rozliSeni nové rady digitalnich kamer

JVEC

www.jvc.cz
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Vodafone’s Chihuahua campaign

http://www.cbw.cz/phprs/2007010207.html




ZIJES, PROTOZE TE RODIECE CHTELI
. _

Interrupce - 10. tyden Zivot - 16. rok

www.SvohodaVolby.cz

LINKA POMOCI 800 108 000 CEKATE-LI NECEKANE DITE




