Public relations |.

* PR jako soucast komunikacnich studii a marketingového mixu
* Definice oboru, jeho historie a rozvoj.
* Cile a metody PR. Zajmové skupiny. Publicita, image, reputace.
* Etos PR, potencialni spolec¢enskd prospéinost.
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Public relations

Public relations (vztahy s verejnosti) predstavuiji
praktickou aplikaci spolecenskych ved

Public relations existuji v kontextu:
* medialnich a komunikacnich studii
- marketingu a managementu

- politickych ved



Public relations

Public relations pfrijimaji a vyuzivaji podnéty z riznych
oboru:

* psychologie

*sociologie

* politologie

* ekonomie

* zurnalistika

* kulturni antropologie

* filozofie/etika
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Primeros condom sdilel(a) udalost.
Vierav 10:12 - £#

Honza @ byl cool kid, veselej kluk a rvac. Shofel i za Tebe a Tvoje free
statusy na fejsitku? Zvedni zadek ) a pojd do kina. Jako bonus
dostanes Primeros T tricko, kdyZ nam posles do PM fotku ) s listkem.
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S0 19. 1.V 19-30
Jan Palach v Kiné Pilotu

Kino Pilotd - Praha
& Film - 136 lidi

* Mam zajem

S0 47 34 komentafd



o Primeros condom Zdravim vsechny rozhorcene uvedomele

obcany- tohle je pribeh postu v kostce: V utery jsem byli v
nasem oblibenem kine a zjistili, ze na wyroci umrii Jana Palacha
se tam nic nedeje. Upozornili jsme majitele, jestli s tim chce
neco udelat a domluvili sobotni projekci filmu Roberta Sedlacka
a slibili, ze zpravu o projekci posleme mezi nase fans. Vzhledem
k tomu, ze pracujeme s cilovkou 15-25 nechteli jsme vyhodit
pateticky status, jako vsichni ostatni. To je vse, jsme ceska
znacka, nemame agentury, chteli jsme do kina dostat i lidi, kteri
statusy o JP preskakuji. Sahnete si do svedomi, co jste pro to,
aby se nezapomelo udelali kazdy z vas. Tohle neni zadny
marketing, jen nase osobni iniciativa, stejne jako je nase i
znacka Primeros.

1h 00:

To se mi libi - Odpovédét
. Filip Stancl Ano. tohle neni Zadny marketingu, tohle je
in-nouse nevkus...
O«

To se mi libi - Odpovédét - 58 min. - Upraveno

@ Markéta Bajerova Je vidét, 7e nemate agenturu:D
To se mi libi - Odpovédét - 1 h Q g

o Jirka Mudr Markéta Bajerova Nejen agenturu, ale ani
soudnost.

2
To se mi libi - Odpovédét - 1 h o -

o)

Kajetan Tvrdik Primeros condom zadna znacka neni
omluva takovyhle prasarny
O

To se mi libi - OdpovEdét - 57 min.

Tomas Némec Je myslim urity prostor mezi
nepatetickym statusem a tim, co jste vyhodili vy. Nejsem
"uvédomély ob&an”, mam rad terny humor, dovedu
pochopit a docenim i dosti drsnou satiru. Oviem pak
také existuje cosi jako mira vkusu a tu jste die mého
nazoru piekr... Zobrazit vice

O:

To se mi libi - OdpovEdét - 55 min.

Tereza Machackova Primeros condom Byt cilovka
15-25, citim se velmi urazena.

O

To se mi libi - Odpovédat - 44 min.

Markéta Hedbabna Markéta Bajerova ani distojnost

L]
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To se mi libi - OdpovEdét - 38 min.



Marketing

,Spolecensky a manazersky proces, jehozZ prostrednictvim
uspokojuji jednotlivci a skupiny své potreby a prani v
procesu vyroby a smény produktt a hodnot.” Philip Kotler

Celkové zaméreni na zakaznika/klienta, ddkladné zjistovani
potreb a zdjmu cilové skupiny.

Nabizeni vyrobku, sluzeb a ideji, které maiji pro cilovou
skupinu co nejvétsi pridanou hodnotu, a to ve spravny cas,
v idealnim misté, optimalnim zplsobem a za vhodnou cenu.



Marketingovy mix

PROMOT IO\

| warkeTinG
MY

Marketingovy mix je souhrn Ci spojeni ¢tyr zakladnich
marketingovych nastroju.



Promotion



Marketingova komunikace

Sdélovani a sireni komercnich i nekomercnich sdéleni od
urcitého odesilatele k publiku (potazmo trhu), a to za
pouziti marketingového pristupu a prostredku.

Cilem marketingové komunikace nejcastéji byva podpora
obchodnich snah a ziskani zakaznika.

Marketingové postupy lze ale ucinné uzivat i v neziskovém
sektoru, kulture, politice a dalSich sférach spolecnosti, jez
stoji spise na idejich nez na hmotnych produktech.

Ziskava se tak kulturni publikum, volici, podporovatele,
donatori, sponzori, investori, zameéstnanci, verici...



Slozky marketingové komunikace

Reklama

Podpora prodeje — slevy, kupony, darky, odmeény, soutéze,
loterie, vzorky

Public relations — fizeni vztahU s verejnosti
Osobni prode;j

Primy marketing — adresné oslovovani konkrétnich zakazniku —
e-mailing, telemarketing, direct mail...

Sponzoring

Veletrhy a vystavy






Public relations

Naplni public relations je vytvareni dobrych vztahu mezi
organizaci a verejnosti, vytvareni kladnych postoju k organizaci,
ziskavani verejné podpory a ziskavani a udrzovani pozitivni
pozornosti pro organizaci, jeji zaméry, ideje Ci produkty.

,,PR je proces strategické komunikace, ktery vytvari oboustranné
vyhodné vztahy mezi organizacemi a jejich publiky.” (Public
Relations Society of America)

PR vyuzivaji firmy, politici, neziskovky, mésta, urady i staty.

Nesmi vsak jit o manipulaci s verejnym minénim s mocenskou ci
koristnickou ambici.



Nastroje PR

Medialni nastroje (tiskové zpravy, tiskové konference...)

Eventy (vystavy, veletrhy, roadshow, slavnostni otevreni, prezentace,
prednasky atd.)

Digitalni nastroje (web, socialni sité, video, viral...)
Sponzoring a lobbing
Krizové nastroje

Endorsement



Oblasti public relations

* Media relations — vztahy s médii
* Government relations — vztahy s vladnimi institucemi
* Community relations — vztahy s komunitou, v niZ organizace pusobi

* Employee relations — interni komunikace (podminkou pro uspésné PR
je pozitivni vnitrni soulad v organizaci)

* |nvestor relations — vztahy s investory

Public affairs

PR se obraci na ruzné cilové skupiny, které jsou pro organizaci vyznamné
— rika se jim stakeholders



#OgilvyCannes

Everything
is PR.

—STUART SMITH
GLOBAL LEADER, PR & INFLUENCE
OGILVY

Ogilvy




Reklama vs. Public relations

Reklama

Public relations

Medialni prostor je zaplaceny.

Medialni prostor je ziskany bezplatné prostfednictvim
vzajemne komunikace a dodavanim ddveryhodnych
a kvalitnich informaci mediim.

Co si vymyslite vy nebo agentura, to média otisknou.

Musite nabidnout néco, co zajima novinare.

Nizka dGvéryhodnost,

Vyssi dOveryhodnost.

Reklama se snazi upoutat pozornost, chvali, vybizi ke
koupi, pUsobi pedprahove,

PR informuiji, vysvetluji, predkladaji argumenty, snazi se
apelovat na intelekt publika.

Néklady na reklamu obvykle tvoii asi 70 procent firem-
nich marketingovych rozpoctu.

Naklady na PR tvori asi 30 procent marketingovych
nakladd firem.




Reklama vs. Public relations

Reklama

Je kratkodoba, kampanovita

Objevuje se na vymezenych
a oznacenych mistech

Je hodné persvazivni
Obsahuje jasny apel
Vytvari monolog

Soustredi se na jednu akci

Public relations

Jsou dlouhodobé
Plsobi skryté
Probihaji kdekoliv
Jsou malo persvazivni

Nemusi obsahovat zjevny apel
k akci

Vytvari dialog

Zabyvaiji se sirsimi souvislostmi
a tématy



Advertorialy
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Paul E. “Pete” Morse
Jr,, President,
Gable Technologies
International

pmorse@cabletechnologies.com

A 30year veteran of
the cable industry, sup-
porterof SCTE, a
member of CCTA and
the ACA, Pete started
his own company in
1980. Prior to this he
was VP of marketing
and new business de-
velopment for Motorola
(Gl). He holds a
B.E.E.E. from Drexel
University and a mas-
ter's in business ad-
ministration from
Temple University. In
addition, Pete also
consulted for various
CATV companies.
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Cable Technologies

The Culture of ﬁualily Customer Service

hat distinguishes a
great company
from any other
company?

‘Why is one
company able

product line is long and growing — but
what has kept our company growing
for the last 25 years and keeps our
customers coming back year
after year? The answer is our
quality customer service. We

S
to stay in business and grow for CABLE 'I'ECHHOI.OG!ES pride ourselves that when you
INTERNATIONAL

years while others have trouble
growing and prospering? Any
company can offer products or
services but few are really success-
ful. What is this magical secret that
s0 eludes most businesses? The secret

call you will reach a real person
on the phone who can help you
answer your question or solve
your problem. If not, they'll person-
ally connect you to the person you
need. At Cable Technologies Interna-

is simple: quality customer service! The demise of quality tional customer service is our culture.

As they say, “It's easier said than
done.” Quality customer service is

So — whether we are repairing your

customer service will be line gear, digital set-top boxes, fiber

not an expression or simply words. another nail in the coffin ~ optics, power supplies or headend

Quality customer service cannot be
purchased. It is action. It is an atti-

tude. It is a culture within a com- the world.

pany. And that culture starts at the
top. If the business has not grown
up with this culture then it is difficult to cultivate.
In this day of high-tech advances in communica-
tions — with iPads, iPods, smart phones, e-mail, In-
ternet, voice mail, Wi-Fi, Skype, the cloud — one
would think that business would be easy and would
flourish, but that is not always the case. Many busi-
nesses struggle day in, day out and those that seem
successful could be even more successful. In this pe-
riod of technology, reverse auctions and online bid-
ding, quality customer service has practically
disappeared.

Has this happened to you?

How many times have we all tried to reach
someone to help us with a problem or answer a
question only to be greeted by, “push one to pay
your bill, etc., etc.” Frustrating? Infuriating? Yep,
and it is getting worse. It is not that way at success-
ful companies and certainly not that way at Cable
Technologies International.

What we do

Does Cable Technologies International offer
products? Of course we do — high-definition cables,
cords, HDMI, equipment repair, shoe covers, power
packs, remote controls, character generators and the

Broadband Library = Froduct Previews

Reklama zpracovana jako redakcni material.

equipment; or whether we are pro-

of businesses throughout viding you with the latest in high-def-

inition cables like the 3-D HDMI
cables for the newest TV sets or re-
motes with large buttons geared to
those that are more comfortable with larger buttons
or innovative remotes like our Car Remote; or
whether we are serving the U.S. market, the Latin
American market, the European market or any other
market — great customer service is key to a happy
and contented customer who returns on a regular
basis.

Customers know

But how do you measure one’s quality of cus-
tomer service? Unfortunately there is no yardstick,
report or scientific measurement, but there is one
gauge that always works and is infallible — cus-
tomers. Do they keep coming back? Do they speak
highly of you and your company? Hopefully so, be-
cause the demise of quality customer service will be
another nail in the coffin of businesses throughout
the world.

Check us out

With sales and manufacturing facilities in Penn-
sylvania, New York and Colorado, Cable Technolo-
gies International offers a broad product line of both
new and refurbished products for all aspects of the
CATV industry. Please check out our Web site for a
complete list of products and services available.



Klicové pojmy PR
* Publicita

- Neplaceny prostor v médiich vénovany organizaci, osobnosti nebo
tématu

— Pozitivni x neutralni x negativni

* Image

- Image je zpUsob, jimZ vnima verejnost organizaci nebo jeji produkty. Jde
0 mozaiku asociaci, jez vytvareji celistvy obraz.

* Reputace

— Dobra poveést

— Vérohodnost, spolehlivost, divéryhodnost, zodpovédnost



Klicove pojmy PR

* Firemni (korporatni) identita — to, jak se firma prezentuje
navenek i uvnitr, jeji komplexni ,,0sobnost®, casto
reprezentovana znackou (brand) Ci vice znackami

Firemni design — logo, logotyp, graficky manual atd.
Firemni filozofie — Google: ,Don’t be evil”

Firemni hodnoty — Spolecenska odpovednost, pristup k
zameéstnancum i zakaznikim atd.

Firemni komunikace — Se zakazniky i zaméstnanci

Firemni kultura



Tvorba image

* Firemni filozofie
* Korporatni design

* Komunikace > Image

* Firemni kultura

* Produkt

Image je predstava, kterou si verejnost vytvori o néjaké osobé, podniku nebo instituci.
Sklada se jako mozaika z fady faktd, dojmu, zkusenosti i iluzi.



The World's Most Reputable
Companies In 2016

1. Rolex 6. LEGO Group

2. The Walt Disney 7. Microsoft
Company 8. Canon

3. Google 9. Sony

4. BMW Group 10. Apple

Zdroj: Forbes, Reputation institute, online polls of

5- Daimler (MercedeS'BenZ) more than 240,000 people in 15 countries, such

as China, the United States, Germany, Russia,
Brazil and others.
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Bata — komplexni firemni identita

Silnd firemni komunikace, vzdélavani zameéstnanct (Batovy
Skoly prace), dlraz na etiku a moralku

Transparentnost a oteviena komunikace (exkurze v
tovarnach)

/ajem o prosperitu celéeho statu a regionu, komplexni
budovani novych Ctvrti, mest, infrastruktury

Péce o zamestnance — zavodni |ékari, sportovni kurzy

Vlastni filmové studio, nakladatelstvi, silna vizualni identita


https://www.youtube.com/watch?v=VKPFZQERndQ
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