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ABOUT JOIN STORE DONATE

People

Business People on board

Find person... Q
Organisations

Sean Rellly

About Learn Join Share Cut Tsino

Find out about Sign up to the Spread the word  Get help cutting
LR Victoria Jackson

Projects 10:10

Kerrie blennerhassett

Resources igned up, we'll all take a slightly different Alan Serra

n e that works for you
find one that works for you. Julla Marques

Success stories Check out our resources page for all the available resources from 10:10 UK Craig Binns

News usha santhanam

EARTH’S TIME IS OVER.

WAKE UP!




Videa

Best Job in the world:

https://www.youtube.com/watch?v=fM7mdfrRbHg

Hra o narodni parky:

https://www.youtube.com/watch?v=gEy9fuBn8yM&t=12s

Pustte nas na né:

https://www.youtube.com/watch?v=5f0-nQLHHMA

Jeden tetfev divocdinu nedéla:

https://www.youtube.com/watch?v=-LHfg4OWDuU&t=1s

Prispivejte pravidelné:

https://www.youtube.com/watch?v=sCJuPhS26aQ

Klimaticka Zaloba mifi k soudu:

https://www.youtube.com/watch?v=PJiKrv4 O-|
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INTERNALS

EXTERNALS

Non-Governmental organizations

Full time employees
Seasonal staff
Retirees

Volunteers
Members

Board of directors
Corporate donors

Community groups
Civic associations
Consumers
Recreationists
Business community

Governmental organizations

Full time employees
Seasonal staff
Retirees

Volunteers
Contractors
Advisory boards
Legislators

Visitors

Neighboring Communities
Special interest groups
Business community
Non-elected leaders

Fig. 6.1 Internal versus external audiences. Original graphic, Richard Jurin

Segmentace
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Table 6.1 Major Segmentation Variables for Consumer Markets

Variable

Sample Classifications

Geographic
World, region, or country

Country or region

City or metro size

North America, Western Europe, Middle East, Pacific Rim, China, India, Canada, Mexico
lsaciﬁc, Mountain, West North Central, West South Central, East North Central,
East South Central, South Atlantic, Middle Atlantic, New England

Under 5,000; 5,000-20,000; 20,000-50,000; 50,000-100,000; 100,000-250,000;
250,000-500,000; 500,000-1,000,000; 1,000,000-4,000,000; 4,000,000 or over

Density Urban, suburban, rural
Climate Northern, southern
Demographic

Age Under 6, 6-11, 12-19, 20-34, 35-49, 50-64, 65+

Gender Male, female

Family size 1-2, 34, 5+

Income Under $10,000; $10,000-$20,000; $20,000-$30,000; $30,000-$50,000;
$50,000-$100,000; $100,000 and over

Occupation Professional and technical; managers, officials, proprietors; clerical, sales; craftspeople;
supervisors; operatives; farmers; retired; students; homemakers; unemployed

Education Grade school or less, some high school, high school graduate, some college,
college graduate

Religion Catholic, Protestant, Jewish, Muslim, Hindu, other

Race Asian, Hispanic, black, white

Generation Baby boomer, Generation X, echo boomer

Nationality North American, South American, British, French, German, Italian, Japanese

02.05.2021



Psychographic
Social class Lower lower, upper lower, working class, middle class, upper middle, lower upper,
upper upper
Lifestyle Achievers, strivers, strugglers
Personality Compulsive, gregarious, authoritarian, ambitious
Behavioral
Occasions Regular occasion, special occasion
Benefits Quality, service, economy, convenience, speed

User status

Usage rate

Loyalty status
Readiness stage
Attitude toward product

Nonuser, ex-user, potential user, first-time user, regular user
Light user, medium user, heavy user

None, medium, strong, absolute

Unaware, aware, informed, interested, desirous, intending to buy

Enthusiastic, positive, indifferent, negative, hostile toward product

Source: From Principles of Marketing, 9th ed. (p. 252), by P. Kotler and G. Armstrong. Copyright © 2001. Reprinted by permission of
Pearson Education, Inc., Upper Saddle River, NJ.
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Kritéria popisna
Tradi¢ni (demograficka, etnografickd, fyziologicka, geograficka)

Psychograficka (socialni trida, zivotni styl, osobnost)

Kritéria ve vztahu k cili

Motivaéni (postoje, preference, vnimané funkce a hodnoty)

Chovani (uzivatelsky status, mira uziti, vérnost, zpUsob uziti)

volneé podle Bouckova (2004)
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Jakou cilovou skupinu si vybrat?

Pfiprava sdéleni

Cim je oslovit?

Co jim brani a pomaha v chovani?
Co na né déla dojem?

Co jim pripada vtipné?

Co se jich dokaze dotknout?

Co by je mohlo odradit?

Co si o vas mysli?

Jaké ma o vas minéni?

Ceho si na véas ceni?

Co od vas ocekava?

02.05.2021
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theory-driven
X
data-driven

clusterové analyzy

socio-demografické
geo-demografické
behavioralni
psychografickeé
hybridni
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Estimated number of clusters: 3
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Estimated number of clusters: 3
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Prospector
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Pioneer

British
Values
Survey
2008

Base 8500,
1000
questions.
showing the
100 most
powerful
Attributes.
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Cultural Dynamics MLEDQEQ ﬁ@' “
Strategy and Marketing ““
(CDSM)

.\ INFORMATION
DISCERNING

CONTACTS
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PRICE
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FEARFUL

25

DIFFUSION
INNOVATIONS

111

EVERETT M.ROGERS

25%

Innovators Early

Adopters
13.5%

Early Majority Late Majority
34% 34%

Laggards
16%

Sz Evenat Foggers Efisacn o nicusy s

nestat stranou

vnitini hodnota

novost, odlisit se napodoba,

00! respekt k tradici
uvazlivost
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Vyresil jsem
ten
problém
pred Sesti
mésici.
Pracuji na
tom
poslednich
Sest
mésicU.
Uvazuji, ze s
tim pristi
mésic néco
zac¢nu délat.
Uvazuji, ze s
tim néco
zacnu délat
v pfistim
pUl roce.

PROGRESS

1

Preparation

Maintenance RELAPSE

Stages of Change

Prochaska, Norcross, DiClemente

ne ne ne ne ano
ne ne ne ano ano
ne ne ano ano ano
ne ano ano ano ano
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Relapse .
Falling back into old patterns, actions and . \
behaviours. Each relapse is met with new Pre'coﬂtemphtIOH
insights and knowledge leading to less hNOZ t'zmk";g z'zbout or

as (e,'ec!e i ange,

frequency in setbacks.

\ Living in Harms Way : —~

\

i /" Contemplation

Maintenance
Achieving positive and o Thinking and talking
concrete developments about change.

with continuing and Seeks out support.

potentially little support. |
¢ YOUCAN \_ Tired of Living in Harms Way  /

2/ STAGES OF

32

\  Graduatly Meving Out of u Strategizing How to Move Out
N Harms Way 3 of Harms Way y

CHANGE_

Action Planning

Taking positive steps Planning what it

by putting the plan would take to make
change happen.

into practice.

Adated drom Prochacka R Niflaneats 3nd lanacin Packeen | WHICAN 217

Deep green subsegments
Ottman Colsulting
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Six Americas
Center for Climate Change Communication / Yale Project
on Climate Change
www.bit.ly/sixamericas2012

A Framework For Proenvironmental
Behaviours

DEFRA: Department for Environment, Food and Rural
Affairs, 2008
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https://www.irozhlas.cz/rozdeleni-svobodou
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1. Troufaly

Troufali nejdou slepé s ostatnimi. Ziji si po svém a nedaji
si do toho moc mluvit. Kdyz si mysli, Ze se dd néco
udélat jinak — a to je Casto -, nenechaji si to pro sebe.

I diky tomu si mizou pfipadat schopnéjsi nez ostatni.
Véri si a radi vedou ostatni. Nechat se fidit je jim casto
proti mysli. Svoje ,jiné" nazory se snazi prosadit,

i kdyz to znamena nepfijemnosti. Zakonité tim na sebe
pritahuji pozornost ostatnich.

2. Sebevédomy

Mantrou sebevédomych je Uspéch a vysoky status ve
spolecnosti. Témto dvéma vécem jsou schopni mnohé
podfidit. Soustfedi se v prvni fadé na sebe. Péce

o rodinu, dklid nebo napiiklad priprava jidla pro druhé
jsou ¢innosti, kterymi neztraceji vic €asu, nez musi.
Jejich zivot je dost rychly. Chtéji toho stihnout co
nejvic, neprovihnout Zadnou prilezitost.

Kreativni manudl kampané Podivejte se...

02.05.2021
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3. Zodpovédny

Zodpovédni rozhodné nejsou lenosi, neustale na sobé
pracuji a rozvijeji se. Moc dobie si uvédomuji, Ze nic na
svété neni zadarmo a ze strijci vlastniho stéstijsou

oni sami. Védi, ceho chtéji dosahnout, a uméji zamérit
veskerou svou pozornost a Gsili na jednu véc.

Jsou velmi ndrocni na sebei na ostatni. Pfestoze si
dobfe uvédomuji sviij potencial a schopnosti, nesnazi se
vyniknout hned a za kazdou cenu. Uméji byt trpélivi.

4, Starostliva

Starostlivi se drzi spis stranou shonu moderniho
svéta. Davaji pfednost klidu a pohodli domova nebo
tiniku do pfirody, kde jim tolik nehrozi zvysena hladina
adrenalinu nebo dokonce nebezpeci. Zazemi je pro né
velmi dilezite. Konfliktim se snazi vyhybat a radéji

se prizplsobi ostatnim.

5. Druznd

Druzni si nestavéji vzdusné zamky, zpravidla jsou
prakticti a stoji obéma nohama na zemi. Ctitradicni
hodnoty a role, revolta je jim cizi. Védi, kde je jejich
misto, a nedavaji si vzdalené nebo tézko dosazitelné
cile. Uméji se radovat z béznych véci a spokoji se

s relativné obycejnym Zivotem. Stfedobodem jejich
vesmiru je jejich Sirsi rodina a pratelé. Nejsou vidci,
snadno mezi ostatnimi zapadnou. Nepfedvadéji se, jsou
prirozent.

6. Bezstarostna

Bezstarostni jsou optimisté, ktefi si dokazou kazdou
chvili zpestfit né¢im novym a zajimavym. Rozhoduji se
Casto bezprostfedné podle okamzité nalady. Hlavné

se nechtéjiv zivoté nudit. Jejich svét musi byt barevny.
Proti Sedi a viednosti bojuji zkouSenim véci, které
zrovna fréi. Kdyz se bavi, pak nikdy sami. Chtéji kolem
sebe mit partu podobné postizenych.

02.05.2021
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Osm segmentU Ceské verejnosti
v oblasti obcanské angazovanosti

3900000
780000 860000
330000 530000 440000 420000
B
__ I
o o o o I e G op
o \‘,‘?‘ o N ) \4? O Q¥ ‘;ﬁ’
& & Q & & & & &
> N & & ) §& N s
& > N § X 9 & S
<& o 3> N O g S &
& S ° S < S
& g S &
& O &
2

39

Pét segmentti ¢ceské environmentalni angaZovanosti

*  Zatimco v pfedchozi ¢asti jsme se seznamili se segmenty ¢eské vefejnosti z hlediska ob¢anské angazovanosti, nyni
se budeme podrobnéji zabyvat environmentalni angazovanosti. Pfi shlukové analyze aktivity v deseti environ-
mentalnich tématech, které jsme do vyzkumu zaradili, Ize identifikovat pét zakladnich segmentd. MiZeme je
chépat jako urcité shrnuti cilovych skupin, které jsou podrobné popsany tabulkami v pfiloze:

Environmentalisté ryzi- 6,2 %, pfiblizné 460 tisic obyvatel: nejvy3si vzdélani ze viech segment(, vice zastoupeni
ve véku od 55 let vy3e, méné ve véku od 35 do 44 let, vzhledem k véku maji méné déti nez ostatni segmenty,
nejvice nabozensky segment (k néjakému vyznani se hlasi min. 25,8 %).

Pecovatelé o Gizemi mést, venkova a pfirody- 23,6 %, 1,75 milionu obyvatel: pfevaha muz(i (60,2 %), vy3siho
vzdélani, nejvyssiho véku (pramér 44 let), nejvysiiho pfijmu z téchto segmentd, méné z Usteckého kraje, bydli
blizko mista svého plvodu.

Milovnici zvirat - 8,1 %, pfiblizné 600 tisic obyvatel: pfevazné Zeny (64,8 %), vice nejmladsich do 24 let a méné
nejstardich od 55 let, méné stfedoskoldk( bez maturity a vice sttedoskoldk( s maturitou, nizsi pfijmy.

Priznivci zdravého Zivotniho stylu - 7,0 %, priblizné 520 tisic obyvatel: vice zastoupeni ve skupiné do 24 let,
pramérny osobni piijem a nadprimérny (nejvyssi) prijem domacnosti.

Pasivni - 55,1 %, pfiblizné 4,07 milionu obyvatel: malé odchylka od bézné populace - nadpriimérné zastoupeni
lidé s nizsim vzdélanim, ve véku 35-44 let, z obci od 5 000 do 20 000 obyvatel, s niz3imi piijmy.

Priloha: Jak ¢ist profily cilovych skupin?

* V¥ pfiloze najdete pro kazdé environmentalni téma profil dvou skupin: Aktivnich, ktefi byli v uplynulém roce
v daném tématu aktivni a uvadéji, Ze v pfistim roce opét v tomto tématu urcité nebo mozna aktivni budou;
Potencialnich, ktefi aktivni nebyli, ale uvadéji, ze urcité nebo mozna aktivni budou. Tabulky je mozné ¢ist dvojim
zplsobem. Pokud chceme zjistit, jaky je vétsinovy profil skupiny, je potieba zaméfit se na ¢iselné hodnoty.
Pokud nas v3ak vice zajima, ¢im je skupina specifickd, tedy ¢im se odlisuje od ostatni populace, pak je dllezité
sledovat barevné skaly vyjadtujici statistickou miru odlidnosti skupiny od vétsiny populace.

—>» Mapa ceské environmentalniangazovanosti 2015 | Jan Krajhanzl, Tomas Protivinsky | 2015 | 35
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Segmentace

Mike

Mz works 35 4 graphic designer in 3 small agency
34 008 diry wants 10 nun s own agency.

He's got an Phone and » Vodatane 360 H1 by
Sameung phone. one personal and one for work He
fediows frends and key peopie in the deugn industry
Vi Twitter. Di0GS. and RSS fleeds. He uses ha iPhone
foe weork emals andd his M1 for Facetook.

He uses Twitter 10 post updates about what he's (o to
With s prorect work as well s using it a5 a tool to find
Ut what people ane up 10 and 10 invite them 1o events.
He uses Facebook to share personal photos and video
and heeps 3 Tumblr biog 10 post interesting things he
Giscovers and shave them with his friends 20d
foliowers.

HSE @E

male
i

Zok s studying 3 Masters in Inzemational
Development ursure of what the future hes abead of
her.

She 1s constantly using th Facebook app on her
Vodafone 360 M1 by Samaung phone a5 well &5 00
et PC 10 upioad and tag photos and videcs from
Places she's Deen 10 with hey fnends, as wedl a3 10 find
Cut 313 COMMent 0N who's been where at which dud
nights and parties.

She reguiarty to1s and messages her friends 1o find
cut f they've heard about & new pop-up shop she:
Peard about vis a fiyer, or one-off warehouse party
started by inends of frends.

/Persona

Cost-conscious

Geoff

Geoff works a5 an senior architect in a Lrge practce,
and has 2 wife and 3 young girt and 6-manth bady
boy. He thinks the tme /5 nght 10 start lookng for 3
bigger home for his famidy,

Geod uses his Vodafone 360 M1 to take photos and
Vie0s Of PICSPECTive Sites e vists. He purchsed the
M1 becise of 1ts abiety 10 Eneck emad, surf the wet,
Lse 3ppA. 3N Lk phOTOS 3 Wideo,

He loves the buit-in camera and 3iso uses this phone
o0 holiday to tabe 513ps of the famdy 35 it fits in hes
pocket and doesnt want to carry a lrge SUR around
with him. Me Likes 10 upioad his photos and video 10
Ficks and share them with his family and friends. He
a0 creates photo books from his holidays snsps 1o
Ghve 25 Gifts 10 his parents

02.05.2021
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Persona: Thomas Thompson, CEO or V.P. Executive Leader, Mid-size Service company

Background:

Thompson is an executive in a medium-
size (100+) company. He is focused on
the company future and is concerned
about bringing his team to a deeper level
of expertise and discipline. He is
responsible for providing key supervision
or support to the corporations’ field
leaders or sales force. He is also
responsible for the strategic leadership
and operational management of the
services firm or division.

Information Goals:

*  If he gets printed material, he will scan it for key terms and
see if the program will meet his needs.

* He will not read it thoroughly unless he has already
decided that will be a good ROI.

* To him, the experience is the brand.

He knows our organization and knows we are credible. He will
likely see the ads in our publication. He may scan emails sent
and if interested put it in his file to return to. Since he's low on
time, he will not call us, but may delegate that or will go to their
web site to see what the offer is. He will expect it to be
extremely easy to find what he wants. If he doesn't get
information fast, he may give the search engine a try. If that
fails, he'll quickly lose interest

He will be interested in a service or program that:

* Offers great value for his investment
Gives a competitive edge for company
A results oriented, actionable service or program
Develops individuals who become invested in the
company’s success
Develops individuals to learn think strategically, develop
problem-solving, assessment, decision-making and analytical
skills
Provides indivi feedback on their

He wants the service or program to fill the gap between bas

and advanced career development.
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Jaroslav Svatek

Key Attributes:

* College Educated, Masters

* 50-60 years old

* Predominately Male, Married

* Lives in upscale suburb

* Plays sports such as golf and tennis

* Buys on high end and owns late
model vehicle
Very knowledgeable with 30 years

experience
* Pragmatic about doing what's
necessary
*  Media interests from TV, radio,
internet

* Attends annual meeting regularly
Tends to be conservative

Three words to describe him:
Dedicated, strategic and diligent

Daily Routines:

* Keeping informed of progress and

status of sales

Responding to e-mail and phone calls

Involved in lots of meetings

Keeping informed of adverse events

Overseeing and coordinating

company teams

* Ensuring proper sales monitoring

* Feels on a very tight schedule and
could be overwheimed

Key Barriers:
* ROI

*  Time-intensive; how much time does it
take?

Will it requires time out of the office
and may travel

Does it have a track record of
success?

Are my competitors using this?

44

55 let, dokonéené SOU, nyni podnikatel, zenaty, bezdétny

Jaroslav Zije v obci, kterd mé asi 2400 obyvatel. Jeho rodina
ma vazby na zdejsi kraj odnepaméti, v restitucich ziskal
Jaroslav d0m na namésti. V devadesatych letech rozjel
provoz reznictvi, potravin a drogerie, v sou¢asné dobé je
velmi dobfe majetkovée zajistén.

Casto vzpomind na prvorepublikové ,staré ¢asy" a Stve ho,
y .y ' ; R 'y,
7e obec, kterou ma rad, vymira. Pravidelné pfispiva na zdejsi
akce, napr. Den déti ¢i Novorodni ples. Sponzoroval obnovu
kaplicky a také rekonstrukci strechy Sokolovny. Financoval i
rozjezd sportovniho oddilu, ale mezi mistnim dorostem
nebyl zdjem - on sém Fka, Ze od té doby, co se rozsifil
internet, to jde s mladezi z kopce.

Obecné nema rad novoty - ¢asto nadava na cizince a
Evropskou unii. Sbira krajinomalby namalované v okoli obce.
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