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Priloha €. 1: Zékladni tazné sily atraktivni znacek podle TNS Kantar (Kantar TNS, 2016)

Hygiene Magnetism Cohesion
Know-how Differentiation Nexus
Credentials and expertise Recognisable difference Emotive linkage
Momentum Emotion Alignment
Brand vitality Brand meaning and purpose Touchpoint consistence
Symbolism Unity

Language of emotion Cohesive brand architecture

Priloha €. 2 (s. 9): Needscope model — rozdéleni matrixu na 6 univerzalnich emoci podle

TNS Kantar (Kantar TNS, 2016, printscreen)

Piiloha €. 3 (s. 9): Needscope model — detailni zobrazeni univerzalnich emoci podle TNS

Kantar (Kantar TNS, 2016, printscreen)

Priloha &. 4: Vrstvy zakaznikovych potieb podle TNS Kantar (TNS Kantar, 2016, grafika)

Consumer Needs

FUNCTIONAL NEEDS
Taste, price/rates, pack size, formal, service
touch-point efc

IDENTITY NEEDS
Peer group identification, social level, iestyle

EMOTIVE NEEDS

Feeling consumer looking for and what if says
about me and my personality

SYMBOLISM

Brand personalify - fun loving, senous

SOCIAL VALUES
Famiy, oider, female efc

PRODUCT FEATURES
Sweel nch, premium, compact, easy lo use

Product Features

Brand Image



Priloha €. 5: Maslowova pyramida lidskych potteb (Mcleod, 2020, grafika)

Self-actualization

desire to become the most that one can be

Esteem

respect, self-esteem, status, recognition, strength, freedom

Love a

friendship, int

Safety needs

personal security, employment, resources, health, property

Physiological needs

air, water, food, shelter, sleep, clothing, reproduction

Priloha €. 6: P&t dimenzi firemni osobnosti podle J. Aakerova (Gustafsson, 2018, grafika)

5 Dimensions of Brand Personality

Sophistication

Daring Upper-class
Family-oriented Trendy Hard-working Glamorous Masculine
Small-town Exciting Secure Good looking Western
Spirited Charming
Sincere Cool Technical Feminine Rugged
Real Young Corporate Smooth
Imaginative
Original Unique Leader
Confident
Up-to-date
Sentimental Independent
Friendly Contemporary

Priloha ¢. 7 (s. 13): Needscope model a pfitazené archetypy (Kantar TNS, 2016, printscreen)




Priloha &. 8: Sety fotografii a obrazkt, vyuzivanych pro Needscope analyzu (Kantar TNS,
2016)
Set a)

Set b)




Set c)

Set d)




Ptiloha €. 9: Kampan za skute¢nou krasu, Dove (Discuss Case Study for Dove’s Campaign

for Real Beauty, 2018, grafika)

[ withered?
[J wonderful?

& [grey?
[] gorgeous?

campaignforrealbeautyca <@ | Dove

campaignforrealbeautycouk @ | Do

(] fat?
L] fit?

[ flawed?
[] flawless?

campaignioreaibeautycouk 9 | Doe

campaignforrealbeautycouk 3'|'!:|m- 5

Priloha €. 10 (s. 20): Reklama Dove na zpeviujici krém 2005 (Discuss Case Study for
Dove’s Campaign for Real Beauty, 2018, obrazek)

Ptiloha €. 11 (s. 21): Dove v Needscope modelu (obrazek)
Priloha €. 12 (s. 21): Charakteristiky Dove v Needscope modelu (obrazek)

Priloha €. 13: Posty na socialnich sitich proti mytim a Zertiim o menstruaci (obrazek)

Ria
-Q 017 - @

Menstruace n ky super. Tak pro¢ se pretvarovat? i pny, nemusis se smat P

POL MOZKU?



https://www.ilearnlot.com/case-study-on-corporate-governance-for-satyam-scam/48070/
https://www.ilearnlot.com/case-study-on-corporate-governance-for-satyam-scam/48070/

Piiloha ¢. 14: Ptispévek na Facebooku ke kampani proti mindrakiim z hodin télocviku

(obrazek)

Ze "mésicky nejsou nemoc” jsme si asi vyslechla kazda. Mas v paméti i
jinou hlasku, ktera ti ze Zivota délala peklo? & & %

TELOCVIKAREK

P oo2/06 ————— £ @ & 1§

D@ 1,7 tis. 416 komentaf fleni 249 tis. zhlédnutf

Priloha €. 15 (s. 25): Klicovy vizudl kampané Sliby moji vaging (obrazek)

Priloha ¢. 16: Grafika ke kampani Sliby moji vaging, 2020 (Facebook RIA, 2020, grafika)

g
)

SLIBUIV,

Ze se za tebe
nikdy nebudu stydét.

Priloha €. 17 (s. 25): Znacka RIA v Needscope modelu (obrazek)

Priloha €. 18 (s. 26): RIA a jeji charakteristiky v Needscope modelu (obrazek)



Priloha €. 19: Microsite znacky Gilette ke kampani ,,Welcome back* (Terlep, 2016,
printscreen)

WELCOME BACK FREE GIFT RAZOR FACTS

i

N
B

MOST GUYS LEAVE HARRY’S
AFTER TRYING IT

WELCOME BACK TO Gillelte

PIVOT

BRIAN'S STORY Or.lyGilluneziu‘;::il:;b::'li::hnolmmd GET A FRFE RAZOR’

JOIN ALL THE GUYS COMING BACK TO GILLETTE®

Priloha €. 20: Prispévek na socidlnich sitich k Gillette Treo, prvni ziletce pro asistovanou

péci (Facebook Gillette, 2019, obrazek)

Gillette @
Gillette

24 9-Q

scent, shaving her son with a traditional razor was a challenge.

ike many other caregivers we've heard from, Gillette TREO makes

caring for her son just a little bit easier. For National Family Caregivers
Month, we want to identify and thank the caregivers around us. If you
know a caregiver, give them a shoutout below to




Ptiloha €. 21: Video spot k prvnimu holeni transgender muze (YouTube, 2019, video)

https://www.youtube.com/watch?v=AR-JkiNQ_Ro

» »l o) 035/104

Dad helps transgender son shave face for first time in new Gillette ad

94 071 zhlédnuti * 27. 5. 2019

Priloha €. 22 (s. 29): Gillette v Needscope modelu (obrazek)

Priloha €. 23 (s. 30): Gillette a jeji charakteristiky v Needscope modelu (obrazek)


https://www.youtube.com/watch?v=AR-JkiNQ_Ro
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