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TinyURL

Making over a billion long URLs usable! Serving billions of redirects per month.

Home
Example
Make Toolbar Button

Redire n

Hide URLs Welcome to TinyURL!I™

Preview Feature=o!'
Are you sick of posting URLs in emails only to have it break when sent causing the recipient to have to cut and paste it back
Link to U together? Then you've come to the right place. By entering in a URL in the text field below, we will create a tiny URL that
will not break in email postings and never expires.

Terms of use

Contact Us! Enter a long URL to make tiny:
Make TinyURL!

Custom alias (optional):
https://einyurl. com/

May contain letters, numbers, and dashes.

An example

Turn this URL:

http://www.amazon.com/Kindle- Wireless-Reading-Display- Globally
/dp/BO03FSUDM4/ref=amb_link_353259562_2?pf_rd_m=ATVPDKIK
XODER&pPf_rd_s=center- 10&pf_rd_r=11EYKTN682A79T370AM3&

pf rd t=201&pf_rd_p=1270985982&pf_rd_i=B002Y27P3M


http://bitly.com/
https://tinyurl.com/
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Google URL Shortener EI

Simplify your links

Your original URL here ‘SHORTEN URL

All goo.gl URLs and click analytics are public and can be accessed by anyone

Original URL Created Short URL All Clicks

Trenink
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Funkcionalni pristup k postojim
O "Keefe, 2002

poznavaci
utilitarni
hodnotoveé-expresivni
ego-defenzivni
socialné-adjustivni

funkce socialni identity

parovani s funkci (function matching)

——
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Principy presvedcovani
(Robert Cialdini)

Reciprocita
Zavazek a dUslednost
Socialni schvaleni
Oblibenost
Autorita
Vzacnost
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Co rict? (obsah)
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Positioning statement

Chceme, aby (cilova skupina)
vnimala (cilové chovani)
jako (benefity).

13

Positioning statement

Chceme, aby (cilova skupina)
vnimala (cilove chovani)
jako (benefity)
a jako duilezitéjsi a prospesnejsi nez
(konkurencni chovani).

14
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Jadro produktu:
Pro¢ by je to mélo
zajimat?

Aktualni produkt:

Co by je mélo zajimat?

Obohaceny
orodukt:

Co k tomu dostanou?

Aktualni produkty:

dar pro asociaci
environmentalnich NNO

cestovat po EU
bez letadla (po zemi)



30.05.2021

Jak to rict? (forma)

17
Na co myslet pri priprave kreativni strategie?
1.  Atje tojednoduché a Cisté
2.  Zamerte se na vyhody pro cilovou skupinu
3.  Kdyz pouzivate strach, nabidnéte reseni a pracujte s
dOveryhodnymi zdroji
4.  Pracujte s viditelnymi, konkrétnimi a osobnimi
sdelenimi
5. Atjsou vase sdéleni zapamatovatelna
6. Zkuste trochu zabavy
7. Zkuste ,velky napad/ideu"
8.  Zkuste radsi otazku nez rypnuti/peskovani
9.  Zviditelnéte normy
10.  Vypravejte skutecné pribehy o skutecnych lidech
Lee, Kotler (2011)
18
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Communicating with Humans

1. Stories (Popelka, Faust...)

Who | am stories

Why | am here stories

My vision story

Teaching stories

Values-in-Action stories

| know what you are thinking stories

2. Seeing is Believing:

,Ujistéte se, ze vase obrazky vypravi vas pribéh"

3. Be interesting - or by ignored

ad.

diOlezité x zajimavé

Rose (2009)

Na co myslet pri priprave kreativni strategie?

—

0 00 N o Ul

©

At je to jednoduché a Cisté

Zameérte se na vyhody pro cilovou skupinu

Kdyz pouzivate strach, nabidnéte feseni a pracujte
s dOveéryhodnymi zdroji

Pracujte s viditelnymi, konkrétnimi a osobnimi
sdelenimi

At jsou vase sdeleni zapamatovateln3

Zkuste trochu zdbavy

Zkuste ,velky napad/ideu”

Zkuste radsi otazku nez rypnuti/peskovani
Zviditelnéte normy

Vypravejte skutecné pribehy o skutecnych lidech

Lee, Kotler (2011)

30.05.2021
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21
Jak zameérit komunikaci?
e na popis chovani
* nazvyseni vnimanych benefitd chovani
e nasnizeni vnimanych barier chovani
* nasrovnanis jinym chovanim
22

11
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Jak pracovat s cenou?

jadrovy

produkt

aktualni

positioning

cena

obohaceny

Snizovat cenu produktu.
Zvysovat cenu konkurencniho produktu.

misto

sdéleni

promotion

nositel
sdéleni

kreativni
strategie

kanaly

Zvysovat hodnotu produktu.

30.05.2021
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Kdo/co mize byt nositelem
sdeleni?

e sponzor
e partneri

« endorsement / ocenéni
«  midstream" publikum

e maskot

Aktualni produkty:

dar pro asociaci environmentalnich
NNO

cestovat po EU bez letadla (po zemi)

30.05.2021
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Jak pracovat s mistem?

NO GG

0

Priblizte misto

Zvyste Casovou dostupnost

Bud'te pritom v okamziku rozhodovani
Zvyste atraktivitu mista

Snizte psychologické bariéry spojené s mistem
Bud'te dostupnéjsi nez ,konkurence"
Udélejte pristup ke ,konkurenci” narocneéjsi a
nepfijemnégjsi

Bud'te tam, kde vase cilova skupina nakupuje
Bud'te tam, kde vase cilova skupina odpociva
Pracujte s existujicimi distribu¢nimi kanaly

Jaké jsou komunikacni kanaly?

1.
2.
3.

masové (mass)
vybérove (selective)
osobni (personal)

Planovany rozsah + frekvence

14



Advantages <0

Disa dvantages

Tlexibility, timeliness, good logal markel coverage,

Shart life, poor reproduction quality.

. ': &
| broad acceptabilily, high believability small pass-along nudience 5
=
B il
Giood mass market coverage: low cost per exposure, High absolute costs, high clutter, .
1 combines sight, sound, and motion: appealing 1o the flecting exposure, lass audience ;
| senses selectivity
Direct Mail | High audience selectivity, flexibility, aliows Relative high cost per exposure,
personalization “junk mail” image
Radio Good local acceptance, high geographic and i Andio only, fleeting exposure, Jow
demographic seteclivity, low cost | attention (“the half-hear™ medium);
fragmented audiences
Magarines High geograshic and demographic selectivity, | Long ad purchase lead fime, Ligh
credibility, and prestige; high-quality reproduction; cost, no guarantee of position
long life; good pass-along readership
Outdoor Flexibilily. high repeat exposurc, low cost, low Little audience selectivity, creative
message competition, good positonal selectiviry limitaticns
| Social Media Timely, leverages target audience networks, provides Resource inlensive, primarily
| jor interactions and feedback, ability to personalize, audience controlled
ability to prompt and reinforce behaviors
Weh sites High selectivity, low cost, immediacy, interaetive Small, demographically skewed
capabilities audience; relatively low impact
29
Weh sites High selectivity, low cost, immediacy, interactive Small, demographically skewed
capabilities andience; relatively low impact
Sales Altention getting, stronger and quicker buyer Short life, potential image of “trinkets
Promotions | response, incentives add value and mash™
Public High credibility, ability 1o catch prospects off guard, Less audicnce reach and frequency
Relations | reaching prosoects preferring Lo avend salespeople and
foadvertisements
| Events & Relevance, high involvement and active engagement, Less audience réach, high cost per
Experiences “softer sell” exposure
| Personal Effeetive for understanding consumer objections and Audience resistance. high cost
Selling for building buyer preference, conviction, acticn, aad
relationships

RN

30
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Zmena chovani

richard h. thaler

€ass r. sunstein

nudge (§touch)

JAK POSTRCIT LIDI K LEPSIMU ROZHODOVANI
O ZDRAVI, MAJETKU A STESTI

30.05.2021
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Advocacy Campaign

Vyvoj poméru pozitivni a negativni publicity

https://issuu.com/jiitopka/docs/bar-pripadovky2012 01 sumava n03

34

17


https://issuu.com/jiitopka/docs/bar-pripadovky2012_01_sumava_n03

Branding
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ARNIKA

Fraank Bold NADCE
veronica
GREENPEACE

Déti Zemé

37

Fidorka: DNA

19



@ Skechers @ Competitors

B Products
I
M sandals @ Related concepts
Sneakers [l

A\ Brand attributes

@ Reebok
@ Converse

@ Adidas
B shoes

AAwesome
Running .
A Different

A Better

'School

Basketball
Football @y

horts  Hilfiger

Enjoy

Nielsen BuzzMetrics

39
budouci
prostredi
tri komponenty vize znacky
(de Charnatony 2001, 2006)
40
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Vize 2035 pro Ceskou republiku, pro nase déti

http://denikreferendum.cz/clanek/23901-krome-babise-tu-lidem-nikdo-nevypravi-

pritazlive-pribehy

Neplatte za vitr.
\Volte Ceskou energii.

www.7.cz

30.05.2021
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http://denikreferendum.cz/clanek/23901-krome-babise-tu-lidem-nikdo-nevypravi-pritazlive-pribehy

7 Severni
energeticka

Jaroslav Barta
Pracovnik dpravny uhli
&)

Volte Eeskou energii.

www.7.cz

43

KL\)@ EZTiZE

zGbava a podpora | pomoc a pohoda

44
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Streetwork (terénni sluzby) 10 let prace

préce s détmi a mladezi v jejich piirozeném prostiedi piimo v ulicich na Zizkové
Zizkova a Vinohrad

= klub Beztize otevieny od 1. Ginora 2001, prvni klub
realizace pravidelné terénni prace po celém Gzemi Prahy 3 od jara 2009 svého druhu v lokalité
(na vlastni naklady), prvni svého druhu

zazemi organizace, ktera ma vice nez pulstoletou
registrace terénniho programu jako sociélni sluzby na podzim 2010 tradici v praci s détmi a mladezi na Praze 3
vice na str. 5-6

v cem je Beztize jedinecna?-

Hip hop parties a rozvoj talentt Odborn
= spoluprace s prednimi ceskymi rappery na akcich v Beztizi - Indy, Hugo ravenost tymu

Toxxx, James Cole, Orion, Vladimir 518 kvallflkovany a mezioborovy tym, ktery se dale
vzdélava

pfima podpora talenti ,z ulice” - rapperd, beatboxerd, streetdancerd

intenzivni spoluprace v lokalnich a oborovych
pracovnich skupinach

akce: klub praska ve $vech, klubovy kotel se skvélou ,streetovou”
atmosférou - to vie v prostfedi bez drog a alkoholu

Nejrizikovéjsi Zizkovska mladez vlastni eviden¢ni databaze vyvinuta

pfiblizné 21 % nasich klientd uziva pervitin, 17 % halucinogeny, 26 % ma ve spolupraci s Jakubem Jermafem
zkudenost s amatérskym tetovanim, 42 % bylo i je v péci kuratord, 21 %
zazilo pobyt v diagnostickém Ustavu atd.

koordinace skupiny Setkdni poskytovateldi
sluzeb pro rizikové skupiny déti a mlddeze

Ucast v evaluaci nizkoprahovych klubt, kterou
realizuje Ceska asociace streetwork a Milward
pracujeme v oblastech primarni, sekundarnimi i terciarni prevence Brown

vice na str. 18-20

oborovy i lokalni kredit pro praci s nejrizikovéjsimi skupinami mladeze

vicenastr. 10a 13

.ORIGINAL
OD ROKU 1991

= - —
o o
= =
.y =
2 >

Z
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) >
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https://www.focus-age.cz/m-journal/marketing/brandstorming--rebranding-znacky-hollandia-byl-cestou-od-kolotocove-estetiky-k-promyslene-vizualni-identite__s277x13598.html?fbclid=IwAR2UtTn98geh5ZrA4Ii_NV22jVWP7Lz7Hxfgm5iJJa2xTY_asNmcBmA3L94
https://www.focus-age.cz/m-journal/marketing/brandstorming--rebranding-znacky-hollandia-byl-cestou-od-kolotocove-estetiky-k-promyslene-vizualni-identite__s277x13598.html?fbclid=IwAR2UtTn98geh5ZrA4Ii_NV22jVWP7Lz7Hxfgm5iJJa2xTY_asNmcBmA3L94
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BYLA KRAVA |

hollandio.cz \ =

49
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Nikdy jsme si na nic nehrali, ale ve svetru a dzinsech
prosté k soudu nemtizete. K pravu patfi styl a diistojnost.

Kdy?Z si bereme oblek a vaZzeme kravatu, nase idealy

i/ 41'

V N ‘/’f
m“ Ql ‘I

FRANK BOLD
http://www.eps.cz/sites/default/files/neco se chysta.pdf

51

52
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http://www.eps.cz/sites/default/files/neco_se_chysta.pdf
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Every donation makes us:stronger.

54
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Leslie de Chernatony

ZNACK

Jak uspésné budovat a posilovat znacku
priklady rozvoje znamych znacek

prakticka cviceni pro budovani viastni znacky

CPRESS

PRAXE

55

56
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Critical Rheroric

Creative brief

58
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Creative Brief

Purpose of communication
Target Audience
Communication objectives
Positioning statement
Benefits to promise
Support for the promise
Style and tone
Openings

59
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