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Value of trademarks
(Tambor\Fabrika 2004)

World

• Coca-Cola (70,5 mld$)
• Microsoft (65,2)
• IBM (51,8)
• GE (42,3)
• Intel (31,1)
• Nokia (29,4)
• Disney (28,0)
• McDonald’s (24,7)
• Marlboro (22.2)

Czech Republic (based on 
consumers’ satisfaction)

• Nokia
• Tatranky
• Bohemia
• Nova
• Pilsner Urquell
• Tradiční české brambůrky
• Orbit
• Pickwick
• Mattoni
• Jar
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Advertising expenditure per capita

Source: Marketing andMedia PocketBook 2006; data for 2004





Source:WARC, GlobalMedia
CostComparison2006 edition; 
data for 2004
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Marketing spendings

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

•one 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 is 92,8 
% of total marketing costs.

47 bil.

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







Advertising and Czech population

Like it
6%

Don’t like it much
10%

Don’t like it
34%

Indifferent
50%

Sample n=1095, 2003

☺ – people between 19 -29
� – people above 44

Education – no influence



Level of over-saturation by ads (in per cents) (TNS Factum )





Potential for advertising:
point of sale



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 in 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 in ad. strongly rejects 6,1%

(accepted often by younger generations and men)





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



In 2006: 72 complaint – 19 problematic, 45 unaccepted



1997 – Raveli – shoemaker, Václavka & Dášenka,
abuse of the state representative, lack of good taste



2000 – Netcentrum, s.r.o. –Billboard 

www.iwillbeback.cz



www.wegottagohereall.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.







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

Vodafone’s Chihuahua campaign




