
Summary 

 

The Aim of this thesis is to link the theoretical aspects of copyright with its practical 

use. Specifically it is an analysis of relationship between copyright and advertising. In the 

thesis I am trying to find an answer for two main questions. First, if it is possible to grant a 

copyright protection to an advertisement and if so, then it is my goal to discover its 

usefulness. Second, the other answer should be based on analysis of preexisting copyrighted 

works used in advertisement. The thesis is divided into 8 chapters which consist of other sub-

chapters.  

 The first chapter is dedicated to copyright, its legal framework and analysis of 

historical and social background of its development. The second chapter is focused on 

advertising. Since the definition of advertising offered by the Czech laws is insufficient for 

the purpose of this thesis I decided to offer a marketing point-of-view to clarify the subject. 

The third chapter offers an analysis of current legislation of copyrighted work in the Czech 

Republic. The fourth chapter represents the first encounter of the two ostensibly unrelated 

topics: advertising and copyright. This chapter also presents a copyrighted work as a new 

notion while focusing on its creation and purpose. Here, we can also find a small turnoff to a 

copyright legislation of the USA and France. The fifth chapter offers a theoretical foundation 

for the following chapter and analyzes the legal regulation of author’s exclusive right to use 

his work. The sixth chapter is dealing with specific works which are regularly used in 

advertisements such as paintings, design, architecture or characters. The seventh chapter 

describes relevant Czech case law. The last – eight chapter gives the reader a place to think 

about some of the recent challenges such as the clash of copyright and the use of works on the 

internet or a question of abundance of advertisements in the public space where they interfere 

with the architecture.  

To summarize, copyright radiates throughout the whole process of creation of 

advertisements since the copyrighted works are not only used in them, but the advertisements 

themselves can be considered as copyrighted works. 

 


