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Anotace

Bakal §Ssk§8 prg&8ce se zablTvsg§ t®maty dnt
pSesvihNd| ovacyeélhwanhbchnipko wyopagaci dnNt s k¢
kompl exnlD zmapovatdIptrokbh® emak i & mthDeeotrPektyi ncAk &l
| 8sti pojedn8v8&8 o marketingov® komuni kaci
na dRtskIT marketniend,ypji¢hdjgpe kiamiSka .a Pos|l
| §sti se pak vRDnuje Leps&®Wn?repedpll @aei ar eaku
z8kl adn Etick®ho kogearkut Rad®P pE&etiekhbamuk
i ndi vi du81l n2?2rcohdi i ivteed RWihelwdo 1sO | et Zji gSuj e
mar ket-p fgowvmld| ovac?2 techniky rodilTm nej
ovNSuj et,Nckhtteor & ezchni k dok §¢g2 r okdoinlker &t che?ncthi
spotech. Z’sobn2ch kvalitmrodivivyphynonkter vigew ma
pSesvhNd|]ovac?2 techniky ve vDRDtginhR pS2pa
mani pul ativn?2 r ekneammak dupsda mn? dp[rvooddueknt uk. Vi

mpDl1 i rodi | e hodnotit rekl amy na m©Ezn® Kk
rodi | Tm nejv2ce vad? rper kalva ndye,| nk®t ekro®@ z dilntaic
nebo rekl amy, kter® vyvol 8vaj?2 dojem, ge
skutelnosti | e.

Annotation

This Bachelor thesis deals with topics of children's margedimd marketing
persuasing techniques used for children's goods promotion. The thesis tries completely
map the problematics of ethics in chrénadvertisement. First chapter of theoretical
part is about marketing communication in general, second chaptereapecially on
children's marketing, its spifics and most common channels. Last chapter of
theoretical part is about legal restriction of advertisement in Czech Republic and self
regulation based on Ethical Codex by Council for Advrtisement. In pehgiart the
author finds out, based on series of interviews with parents of childern in age from 4 to
10 years, which marketinagersuasive techniques are the most disturbing ones for
parents. Then the author practically verifies which ones from theseiqaels can
parents identify and name them in particular spots. The results of personal qualitative
interviews with parents have shown that parents are able to recognize the marketing

persuasive techniques in most cases and manipulative advertisment ddteerihe



reason not to buy the product. Research, in which parents should have rated the
advertisement on different cathegories of childern's food, shows that parents mostly
don't like the advertisements that promt children to eat the product regufarly o

advertisement that create an impression that advertised product is healthier than it

really is.

KI'2|] ov8 sl ova

dNt sk&8 reklama, reklama dRtsklch znal ek,
Keywords

children advertisement, advertisement of childrens bralitdsacy, media, éical
advertisement
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Pvod

Rekl amamond8esr n¢ m sviDtND obklopuje ze vgec

sofistikovannhj g?2 podoby. Tradi |l n2z veaekbama?
rekl ama jsou dnes dopl nhDny o reklamu na dig
zbr @aRovovsg&n2 nejen dosphRlTch, ale i dnRtsklc

pochopit pSesvhRDd|ovac?2 schopnost reklamy a |j
se g ej 2 mi viivy wvyrovnat, odl i git p poanatd u o d

jednotliv® pSesvhDd|lovac?2 prvky, dRti toho sc

Vizkumy ukazuj?2, ¢greklanuoej scst®BohopPhy dOti

nNcad ad Pt2i ji dok8g2? poznat, ch8pou vgak | ej
rekl amu acojv&in2 xprade pS2snhj g2 kReghla®isei a ne g
vlDnuje jak Z8kon o regul aci rekl amy, tak Eti
jsou vz 8konDhD i v Kodexu vymezeny hlavn? probl

mo d e rbaatechmlogesebou pSingg2 nov® vizvy a mar ke
etiky. Jak® feklimuhmRce? |jsmp® SEakdDt ia jcogtul \ e
Jak pSeswmelklmani@ Qi it, co je fantakze ar nhiatds §]
by mDIly dRtsk® reklamy vypadat a kde |l eg? et

M§& bakal §Ssk§& pr §mwoec hboprem®ll emaptSii ksyp Nd Ntks k ®
mar ketingoyl ckht er&chnivkyug?2 v §. Tak® mapuje p
reklamyvlL es k ® eepubblbdfDtestki® w evkd kaomdec se vRDnuj e
kan8l Tm pro dbRDtskou rekI|l amu.

Vpraktick® | 8sti se jpzaoamD®2mat nht BjDpHbdI® e h @
rekl amiD ol i ma rodi | T. Met odoiug Slowalti,t add vmnd
vir ekl am8ch nejv2ce vad? a n8slednhD praktick
t echni k yk odnokkr&®&t2n2w h r ekl am8ch i dre;dv ¥flgd rkaorv@& t .
rekl amy hodnot? jako cel ek.

Motivap?y akev8§n2utesbopoot @Matstala osobn?

kampani pro nejmenovan®ho virobce slanlTch dfr
ge z8stupci zadavatele se pS2lig nezamlglel:i
aby byla rekh8mhako®v §.ejM8 dddt sk§ r elkl2anmaket i
stavit nej en klienti, al e i mar ket ®Si a r



komuni kgegna hkzd8MmIermu pwr 8ce nabz2z2m doporul e
rekl amhD vDhupkoproflesed kd®d$zs kmaj ¥ etwd @gmosit ov

Teoretick8 | §8st

1. Marketingovs8 komuni kace

Kagdl market ®r by mMhr ket umbBobo v,§akfemgujeu o o k p e
aj akou nPfodamstatel n® teoreti cdk®&yukddXtvsekn®? rceekll G
proto r 8djaakncaust smni blat ur u m§ |alb mumarketinp v & | a k «
komunikaced e f i B, 0Vvj8nkajsaek @ & f unkce

1.1. Struktura komunikace

Nejf 0zg2Senhjg2m model em k o muaharaktaristi&ka. Tab e c n N

vypaess& ® pTvodn2 podobD takto:
Kdo iScoiki8ak T mi pirkemitsp ekl yn ¥l el e m.

Tomut o komuni kal n2 mupr mods | umapkpbviadgv®
pSilemg pTvodn2 model mT §ge pr oclha8vzne2tmi mosdtirfainl
procesu jsou p8efejvgmare .o dlkesmu mibhed modélunjsou n §st r
zpr 8m@&di um. DTl eg vk d mu moknaInt%em procesu jsou
zpr ©ivgj 2 dek: - dov@in®f §wd?2 jlearctenw. nla®mys.v aC2 | epm |
pS2jemce dek-doval zpr §vuktoanku,ni kaknt m pramtg
nast8§vaj2 Agumyif, kter® komplikuj?2 pSesn® de

ai nterpretovat dRlen2 co nejpSesnnji

1.2.Definice mar keti ngov® komuni kace

Definic marketingu PokusbupeS8eoel k®emnegs v\
nej r oz 8 BhdipaRgtlegréKevinaL. KelleraVmnohokr 8§t vydan® kni :
management je marketing dedJednazmwe§rkr angédcmDHe
mar ketingu zn2 Aprofitabiln2 plnDehTpetBSedfi.
def i ni cMa rtkaekttionng A e | i mpoetpmsFoudBent nskomuaoi

IVYSEKALOVC, Jitka. Psychol ogie r ekl amyd:Prahao Gr&la 2O0% Exgeyt (Gaadapn 27888-24k-31965.35.28 rozg. a akt u.
2t amt ®¢g



dod8&aw.infNnu nab?2 dhednotuprez Sk a®z nreakj rinerkalsip®h ey n oS &

jako celeki . S § mpotomd ¢ feir nuj e mar k estpionlge laggassl&ejcea vsrki :

proces, jehog prostSedskapvVhm sapBdipdiesicdyj ec
viradbmhDny tpFhodddik

13.RozdNDmanketi ngov® komuni kace

Vrekl amhD jsou vyu@kea§gayi cohn onh§® sius&svtivrhob deg y
Vgirg2m poj et ? se d§ S2ci, kiyeospgkhkolsitvanno§
mar keti ngov®ho c?%lta,ngpe® s bVa @& sot Klaanea.rtko | e by
charakterizovala nejdTlegitnRjg?2 formy market

1.3.1. Reklama

Aneb advertising.Po d | e Ameri ck® ma rAKA tjiei reldama ® asoao
definovs8§na jako Akagds§ mhmatendk ) oirdnaj 2n,e ostod®
prost Sednictv2m idertPofdilkcovdyskek®hov®ppbekba
prezentovat produktvz aj 2 mav &v fwgim®P m vgech msmydtyT, pT:
| lovRka.fi VIihodou je mo¢gmewlithimdgsak vj édrmgds mikrd
komunikacea neosobnost.

HlI avnz2zmi prost Sedky reklamy jsou:

inzercev tisku

televizn2z spoty
- rozhl asov® spoty
- venkovn?2 rekl ama

reklamav kinech

- audiovizu%l nz sn2mky.
1.3.2. Podpora prodeje

Aneb sales pr omonTigoen .o vNS8svtnriotj ,n Skktueprniz r o z
adov®gak oju@i vIirobku, avgak vIisledky t®to ko
charakterran ed ok 8gou ovl i vnit haodcdiepoecdhdprer yz §kraadhe jke

3 KOTLER, Philip. a Kevin Lane KELLER. Marketing management. 15 [edition]. Boston: Pearson, 2016. ISBN.3BB56460., s. 27

AVYSEKALOVC, Jitka. Psycbaolpgaeporhbtky: Boy®rozg. a akIBNA7BI02472196p.ds.21Praha: Grada,
5t amt ®¢g

6t amt ®¢g
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komunikaceym2 st N pr saiedue ,n §jvkk o njebo p &kalvid RINGr myl r
store komunikaced | avn2 mi obl astmi podpory prodeje | si

- spot Sebiteljak® gdlma sl evy, d8r ky, spot

apod.
- obchodn? kakcwyhbad@ n? pr od ejjake? pozamnrnosi? st a,
kn§kupu, obchodn?2 vi'stavky, konference

133.Pr §seeSejnost 2

Aneb public relation$ i .Pe&Rf i ni ci nalbriz2Ze SRwlbloida r el ati
a¥sl i nnND: APublic relations jsou socip§lsmb2kom
organizacenav ni tvSni?j g2 veSej nostausde §gan®miproezm tviywtn2§ Sy
ados8hnout tak mezi obMmuadve§j eMu®ho cpordad:
tak® wuplatRuj 2 jako A¥g€sajdn sy eubliovkelmiane ang e me
soustavnhD rRathimehekowvdtpgovy8§n? obrazu spoleln
% el em PR, nNi cm®n N ikPWRp nT Jodhyowveskn@ R0 ¥ atPR r o
nan Dkol i k typT:

- mezifiremn?2 k omunidoedceh,odngs, tpok Gtergun i k a c
spad8§ kosobrcihlbadme , veSej nost 2

- oborovs§ kkmaenBkaeevhDnuj eapvozstkayhtuo vnaet zeil iv'

ajejich partnery

spot Sebitel sk§8/ prodttltr v s ek ovnnruij kea ckeo mt

sl ugeb keknohrceomkiaa n2& T m

- firemn2 komterBase vDnuje khompadrixmn&cP.r ¢

1.34.PS2ml marketing

Anebo direct mar keting je n8§abeapoojsetnse dinte
di alog se z8kazn2kem. Os o b n 2t \p@&idpeofdejcema h r n u |
az8kazmidHemgitim atributem pS2m®ho marketin

nasdnDl en?2 | asto reaguj® okamgitou zpRtnou vaz

7VYSEKALOVC, Jitka. Psychologie reklamy: nov® trendy da)lSBM2788824k3196535.22 rozg. a akt u:
8SVOBODA, V8clav. Public relations moder nD-2470%4#d,8.4M. Praha: Grada, 2006. Expert (.
9VYSEKALOVC, Jitka. Psychologie rekl amy: novda 2007 ExpertyGradd5BN 97888-24k31965.35.22 rozg. a akt u.
10FILL, Chris a Sarah TURNBULL. Marketing Communications: discovery, creation and conversations. 2016. Edinburgh: Pearson Echitad, 2016. 7. ISBN 978

1-292-092614., s. 450
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1.3.5. Sponzoring

Sponzoring je n8stroj mar ketingov® komuni
naApriipnuc sadpu @by sl ugby. Sponzdr nd®VvV&2smemnorvdd
avli mDomaaw dost§v§ protiskagbagerkt em&r kndit iprogroly
Takovou protislugbou mTrpér &$vpr biap S& dRebod po mt s

kul turn? akce

Sponzoring,) ak j eyt rzandS8imen 2 podo s potre doyw nid a p K2ukl
nebo socid§les? z¢fs®$e,8 dal g2 rozmhDry, kter® b
Nap S2viplosd edn? dobnN vel i ceekypidpencergnas é c isgplonl 2ucphr
sS2tYocuhTube nebo I nst aaprreonbhi ySfbketun3stiedbanbBbdt
dost 8vaj 2 pmazoS8dkul katdyd bkatretre® 02afdi s@aol wpr Bgpleane b
Nab2z2 se otS§zkaprjgak bnfltakov®t 0p Sipzorz&vag nkya
aprezentov§8ny.ddNepginz diladt o ad evkok&g ®t mé mn ptS,2
j edm% acenou marketingovou spolupr8ci, nebo z
zkugewsosulpsgisarFakul t D soci 8l nz2ch vnDd UK vznik
edukac? ivobfast ransparentnopti reklamy.

1.36. Novg§ m®di a

Za novs8§ m®dia povagujemeadi gk o8& n2 kt &r 8oy
Nahradep? nDn2 traklo|l nd3cbh m®sk2ne¢bo tadBkei ze
povedekci t el nT mvkzomm8mal n2m mi xu. NejvhRDtg2 vl
pSesnhjg? mognost.i ambgndst afolgarbiklei | dDal roga
nasas pRNgnost “WNemd mioldauandp.ajks bezpel nosznzubfi oz my
i nformac? ,ahtfakbanews8ty soukrom?, Sspoj ens§

i nformac?2.
Do novich m®di 2 Sad?2 me:
- webov® str8nky
- mobil n2 aplikace
- virtus8ln2z svDty

- multi m®di a

11IVYSEKALOX@, Pistychologie reklamy: nov® trendy a poznat ISBNO7880247-2196%,5.24 a aktualiz. \
12VYSEKALOVC, Jitka. Psychologie reklamy: nov® t rExped(Grada)lSBN 27888-24k3196535.25 rozg. a aktu

12



- pol 2 taohliaevh@®

- pol2tal o?® ani mace

Zvl 8gtn2 kategori?2 novliTeah jm®di 2dkjfEnbyvsEoas
ASocial media definition and the governancellemge:Anintr oducti on to the s
jakoAdi gi t 81 nND zprost SedkovamugnogRuglea,sdkRl et § i
ng§pady, pracaagnimyaniagh?2 dkgrmy vyj §dSen2 pros:

~

komunitas 2 ¥*2 . A
Nej popul 8rnDj g2mi soci 8l n2zmi m®dii soul as

- Facebook
- Instagram
- Twitter

- YouTube
- LinkedIn

-  MySpace
- Pinterest
- Google+

- Snapchat

a dal g?2.

1.4.Funkce mar keti ngov® komuni kace

Rekl ama mTge mPddleJmnroghkoa fauekiicl2itegniye Tl egi
funkce i nformativn? (o nov®m produkt u, sl ev
rekl ama m§ za Yrkoovatp Sce dreorwgi2arh i mrfealrk §c h, prod
trhu a pomoci pSil §kat z8kazn2ky a pos2]lit
v2acelDki . Jej2m c2lem je pSinutit z8&8kazn2ky Kk
se znaknmooem®abg2m typem je reklama srovn§vac
kter® sloug? stejn®&mu %l el u. Na sropivm§wsac?
vhDnuje Oblanskl z8&8kon2k.

13WARDRIP-FRUIN, Noah. a Nick. MONTFORT. The NewMediaReader. Cambridge, Mass.: MIT Press, c2003. ISBRIZ278., s. 1325

14 OBAR, Jonathan A. a Steve WILDMAN. Social media definition and the governaatiergie: An introduction to the special issue. In: Telecommunications Policy

[online]. 2015, 39(9), s. 74850 [cit. 2018050 6] . DOl : 10. 1016/ j .tel pol .2015.07.014. | SSN 03085961. Dostupn
http://linkinghub.elsevier.com/retrieve/pii/S0308596115001172
15MI L1 ENKA, Marek a Jan JIRCK. Z&kl ady m&d3683s4zs. 243 chovy. Praha: Port 8l , 2007. | SBN

13



2. DRtk &8 r ekl ama

Rodile se ob8§vaj? vel k ®bd amaoog=tjvzhv@dx,
sexu8ln2z obtNDgovsgn2, dr odaktory Dasad NRo gk @ gdbder
pTsob2, byS jejich viizvDazmukt e b hapeRpgga m? v n
an8kupn? cjemkiagha2 dnDt 2

Taokapi t ol a olpistojiemdh g o g i mar ketingovich akt
nad Dt sk ® zoFlgaezm2 ksyp,eci ficklch raonedhodlde Ske@DP
prakti k8chyt Dcthegro® rjekdumm8ch vyug2v§8ny. D81 e

pinci py vn2m8napmrek/l eamyt idkddumir ekl amn2 gramotn

2.1Etkavd Dt sk® raghkeljeam@20o0jstol et 2

Vrieklamn2m prost Smor2nalmgppombadke hi@alkp | n®
rozhodnoutotom, zda jen Nk treerk8 ama et i Fak y mp8i jVdted lem§ e x i
pr8&vn2 nor my, ka&r @t t o h®t &ea d ecxklg®p dsoavnrgonr2e gul ac
maj 2 na'plpEsajtoe, tg®ma r ezkd vaann® @ d $ tkk wiatote T z k u m”
t ®ma nen2? nejvinDtg?2. DiSaks eprpoXeod p ogkel Skdaadtd § gree ki
z8l epet bsk® aspekty se t&k slogith zkoumaj 2

ZamNDRov &8§n2 peotjinklTa plrk8swicou ,v egde t o, co je |e
automatickyp o v a g @ae8 n o« k ®. Pr8vo | e &y}axhoyatosa etieky mi ni m
| asto znamenS8SvadlWll adst ¢ otz ,h ofdtreietj®s aue.g uGloorkB&I n N
nejl asthDjzapkriugozdudngng§skédh] hotem obl astec

- podnhDd&kmagesi ali stick®mu vn2m8§n2 svDta,

- podpora stereotyp a

- vytvsgSenaprf&zeémgindithhodnot .

MTgeme se domn2vat, ge dRtsk8 reklama je
spopul arizac? dnRDtazgbawnzamh mpesdadTh ale znal
kesvim dRDtskIm z8§kazmék|iTamz pud @Bs$s k8e@0i. csvdMmet 2
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stadi em, stadi emash adkre®nAoirmépee m& &knizeTa | e
The Developmental Psychology of Jean Piagete r i ck ®h o vIivojov®ho ps)
Fl avell a. Hl oubDj i j e pronad @kmadad®aj) ejnizan8 n k o
dovednost ¢k mioze bVTswmm @pivee. pBREdEp®rEn.at KT aut o
vypl Tvsg, g¢ge:

1) V pSedoperaln?zm wvBkuudgdt Bdy, zberulldt i k

pSedemayi2amu §1 n2 ch v I aa&zt8roosvteeRe hv pS20,d ugke uf i
ail magi n8rn? ud8I| oexistovat.t Mb bomt o skuwadinnD dDt i

rozl i goasetb,e jvadlc i k aanz8lorkI3 gi& a waaj ejdznou v n
podnDt T.
2)S pS2chodem st adivav kkoundold®t8h 2¢ h zapémag 2 ¢
sv it vzace realistie k¥l ellegm rroezkul may? jteo mu

pS2jemce, aby atiakkRo ugph § p or, odzuekbt r naaznoi vp8unl 2«
produktunagem® wlkiuw el n® vI astnosti

3) Ve stadiu form8l n2 wdv Dkperla2c 21, etk,t eu ® add
vn2 majasmyshlteddmad ok 8k ch pSeml givetomabs vkt
| ast o kbodeme&zSanw?j et 2 cyrkir ek ®@ngpmost oj e
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26Rekl amn2 gramotnost

Dned@mmx i jsou reklamou aiaseamZn®mpPNpidedeho1
gener ace, mynulgetvasic t mlo®ativn2 techniky, jal
product placemennad Dt skT ch webovich str8&nk&8&ch. DTIl eg
nejen odbor seotak stale Bgoj ma ®t m2r yNdok §@&kw amu r o
akriticky sekn2 postavit. Aby dDt i mohly rekl amu r
odl i git rekl amn?2 sdNDl,emakoogdsoekoméevnzhnéd ob
redak] n? aclhhpalsech. Zadruh® mus?2 <ch8pat, ge
virogozeakt Set2 mus?2 vn2mat z&§mDr ajehlbamppysowvliv
virobku nebo znalce. Soubor vige zm2nDnlch
gramotnosf’

Rekl amn2 grawolbhostddl®Bt ket byl a p'Sedmnt
uskuté¢ n Dn ® E st h eakole®wem eaAthsteadam School of Communications
Research. Studivwevirzkmnfimlp@azngnd216y rTznTch re
me z i 2 0a896ddost pmd | T mi pSilemdg c2l evmolzylea?2 sbbanc
dol2let,tvekt er ®m dNti dosahwjozmpe@gwn@miszm2aym&kkclha nz n
vekter®m se dRDtsk® vn2m8n2 reklam nejv2ce bl 2?2

VRDkvekt er ®m se visledky dnt?2 nej,s2ce ilgliig
vz8viisl odt pougit® r ekl amn? techni ky. Produ
napochoapem? oj evily se g8dn® vhgnamid@®mir odlde miy,
vgechny dRti dosahovaly viraznhD nigg2 hodnot
opakovanou reklaman a b 2 z e n 2 pob?2kine&k ugprue Bingdm ®mDk u . U
techniky bylo zazgameskhsne poéuadredl obimidNay,
Zznamen§, ge u dan® praktiky dpbti dosahuj 2
marke i ngov® techniky zapojen2 cel ebwevBkpak0o pSi
12 let dok8zaly rodoproamadaceapwlraBkwevietbainh
D§ se tedy S$S2ci, ge u dan® tecHoshpthl Jehrekl a
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Z dan® studie vypvcihvgspag njzep onzen SvvIBt ng22  zn§8m MrsTt
dNt2 nast&§vs§ okolo vRku 10 let, owd@®tsmkigeh b’
socick ogni ti vn?2chvt ® mmh o p nvolsktue,c hr ozvoj e&m z 3% c lHapryo

pohleduap SemT gl et® abstraktnn.

Pozn8mka: Je nepravdhRDpodobn®, ge by wvgic
rekl amn? gramotnost , ni cm®&nN rozs8hl ej g? v
chyas2z udi e tak vychS8dkzktsadlaep BIrfom n8m2/m§wmezin r e |

vi zkumu

27Kan 81 ypimdkd®dt skou r ekl amu
2.7.1 Televize

Televize je podle studie, pr owedsd m& nrt enlé Ima
m®di em pSedgkol §kTz8bavAjdnNvel kauproh®® mi svu
Pr o mar lakte®vizgz ajj& mavim m®dinmomepnSed e vkgkyn cvht 0|

dnt i, kter® jegthD neumiDj 2 | 2ge padmbvkBYi ne
vosl oven? dnt 2 nej dTl egitDnDj gknexytnrz§ nckookuN tdai gu
technologi? st8le co nab2dnout. Je probl emat
bez znal osti kontedtuhRagpjest Sé€dkpumye| ks eo®t
mnoho | asu str8&sen®Phpopeplegnitei eni z8chopnost.i
obezitu. Na druh® stranlD je mogn® sl yget n ¢

mohou vypracaguvyeaetn?2kriti ck® my

Zvi zkumu Eu rokum2dM @ yop!| yznul o, ge televize |

rekl amn2m m®diem a investice do televizn? re

272 Di gi tkdnumkace

Co vliastnnDn dDti, kt er ®nt a g2 v @jrraisténdte d P mp r \
dNlajak ® str&§nky naatgutiov ugt2®z kQud proavld®Nz 2 v 1 zku
zroku 2014, kterl pr oakedlek t Bv ® p Wdsdmdina@ilt a Bd/ri d
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sdDtvav Dkd letdj ej i ch ml adg? mi S 0 ur oume bylo gjistit, HI a v n
co online dRlaj? dnRDti mladg? 8 | et.

Jak8§8 zjigtnDn2 vizkum pSinesl ? U dhRt2 vedc
PTj !l uj? S i je od rodil T. Tabl et yajsod Dhich zal 21
obl2ben® pSewyamy®m phHlod oj egtN vNRtrppoo G2 N30
k|l §veNatiadbd et u dRti hzZvdjzZk upmbe dveywd 2im §hr yj.e nej
obl 2benlch, kter ® hrnatja&b |l stt £lcen &d keallegl .22 vNizrdn)
programy?®

Zat 2 mcopros g @i |ddt i chtnDj2 Yl el n®pradylitgii tj2e |
i nternet pSedevg2m svDteabletuza8bhgych Retleker o
zaS2zen2ch on§afudp 2akjbankuorl ieknec e, pigiEhbhamip? c WE e
t Dchto zaS2zen?, kdec htvdbliet kmgseddmubDuaahdlei
bNDhem dne, kdy rodile pracuj?, sp?2 nebo nalk

anenudit se

Zdg§8 se al e, ge rodo| eahod®eRuij & ascen,v 2 dk ¢
zabavit, bNRhem dne nasveltvar2ch NhPWRic pow@? vtao
zaS2zen? bezipdohbejdsouodiabTmiegl ¢latst @onfpok@ golv

PSestoge seimézi aplikacemlaza 2 ddt2 mi ori ent uj 2
neznamens8§ t o, ge tyto dnDti pl nD r ozum?2 t om
nai nt er net vakadj 8ack8 mo b/g el e m, nebo ¢ge umnj 2 vy
strg§&nky nprdnod hdroyb rj@& onue bo ¢ poathro®.8 nR o wonlihe hs a NIt -
prost Sed?2 dvanowmRdchz Ny 2 kel yad as adazntelr sdgi d K[Tm mrba §

pro pomoc®®

Ilvt ®t o obl asti vgak mezi |jedmPkt émidditih §chbdi
rodi |l e silan®g klomgtktoil vaigt2y , kt @asi2m i s eovdjdedjdiaght? , d

66 CHAUDRON, Stephane. Young Children-g) and digital technology: Aualitative exploratory study across seven countries [online]. Publications Office of the
European Union, 2015 [cit. 2048+-30]. ISBN 97892-79-450235. Dost upn® z: http://publications.jrc.ec.europa.ceul/rer
67 LIVINGSTONE, Sonia a Lslie HADDON. Risks and safety on the internet: the perspective of European children: summary: EU Kids Online, Delivejaidiad)4.

In: . Londln, Vel k8 Britsgnie:-0430.19SN204®2 ®AKi nPobdlet wo ®éaukBA/BL p[ t1 epr 2oL s
68 LIVINGSTONE, Sonia a Leslie HADDON. Risks and safety on the internet: the perspective of European children: summary Cilin€idSeliverable D4. [online].
In: . Londln, Vel k8 Brits8§nie:-0430.198N20452 ®AKi nPodetwo®kz: 2Bt dp[tiepr2ots8. | se.ac.uk/ 3

25



rodin8ch rodile dDtznenil pak Dngémbzujd? oj Jeadamath
pomeng2 dnRti jejfPch starg?2 sourozenci

DNRNti tdge3d svTj vol nl ki aseomé vmlepdsdgsm Wk u
amnohem rTznorodRj g2 mi Z9Chsoobgyn,2 reevgvotpicerad chhy Ic
prost §dddolviaeSl et T cel oevropskT v inakktuent &nE Us eK |
p o @lkil N dzdviasarykovy univerzityAD MlLies ku j sou sice nadpr T
rizi kovim situac2m, d2ky svemul hadt ®ntiev @u @ ?
Vizvou je zejm®na v2ce vzdRl §vat r oadblybee, aby
otupily kowfbdkbh§ch kbbbl ®&dnhD pougudvw8&r2 Danvtiedr
Gmahel, psychamasotgarobkteéer i emRiB'WesaRami zel zzkjuim
kekt erTm vizkem {gegealej dTl egithNjg2matakkdmem
z8§git kvilomldMte2 prost Sed? zamezit, je digit§ln
rodile. Jejiclp $2okliad vmé h puSaanDabppmon Po mad i ne
aktivity Fyly pS2nosn®.

| pSesto, ¢ge t ed2envirzeek |jaemns2tng | re®zai egnk, U hjoalkj
Euromonitorzroku 20143, st §l e se zvwguigictEl poph2proskba
aby market ®Si zamhDSomadi smRloé¢im. pdbasdNuseskblu d

rekl amou viIiastnD je?

Ol ekge &dogeku 2019 dNRNt skl vuAlkaleymmn % ®d Bgii t §In

dos&8hne obratu 1,2 miliardy americklich dol a
Report 2017 auditorsk® "tVdimyi tFrliuc etwak ebbhdeas
280bvgech reklam advVmsoubhaobsth OPtemdnDt i rekl ai

vihradnhD prost Seupmisdtewd2n chV | red lelcaam,al e dDt i |
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pozor nomadi gtiak8® n2 m®di a | akap ojls?otuazl pem8 vjaapkd & h ¢
tvrdz .

Tomu znal ky pSi zpTsobuj 2ainvestic®dodniag ikte § i mZg o
mar ket i nguwad O ¥dVeerl &R0 EBrviUtS&nime zi r olok5%%. Dleo st ou
PricewaterhouseCoopesv 1 g e n 2 ochr any woslinpebpnostardl{(COPRPRAa j T d |
v USA aGDPRV EU) povedev budoucnostkv yt voSen2 di giek8en®mosepr
dNtem bude zobrarzeokv aatmyp, gouiat Be r ot %) dsho@.

Soci 8l n2 s2tDn

Exi stuj 2 dTkazy toho, ge se zvydgakg e pol
Facebook nebo Instagram. RepoKai ser Family Foufdameonchkkah
dNt ¥ NDke 8 ag 10 | et pravidelnhD poug?2vaj? al
nad2% u dRt?2 starl cIB%ld @¢e radkalre ls5keataRpde
vizkumu EU Kioks @OFNVIMaepSR wo oif §1l feh aHV Nkivud 8
12 let a77% d Ntv2Nk uid61eB’® Facebook je pSitom ze vg
nej obl 2bennj g2

Advergames

Advergames jsou ryobbkastoistolDtskIlkcaht egek i
VDt gina advergames by wer dhl 2ag eloip,s akt grak oj &
nNjak® konkr®tn2z znal ky. Tyto hrypawedbouwul eht g
str§nk§8ch nahPphak @sveyesboBknocu n&v gt Dvnost 2 .

Stej nih, j ako napS2 kaddavder game s i znn@¥sk o vk tagr
propagovat poupehjlednnu manm&klek ®ra je hlavn2m
brand awareness, sseroogemiap ovchp anSin® e wantaa lkkyo u .
televizn2ch rekl am swt oam v ejreg g neg si clhi gp2S 2p Seend edvi

j sSou vysocavysnttewerk? i winiz2vu zViadkegr gaemesnajte | n
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zahrnutadoc e | k o v ®h @k opnSc2ebpdcheu Bt Vi i knhab &k aimmplocid rcau |
z8bavu. Prg&§vhn proto jsoupSidtveh gwines &1t gk@@nnm

Vizkumn® studie ukazuj 2, ge mnogstv?2 a
naserverech ur|lenlfch dRtem.u Swa® 2v |paosttrnav i adw e
Pozitivawvzreungoecne2 , kter ® dDti prog2vaj?2 bbDhem
vestravovac2ch preferenc?2opmotdrrda Nitrey, Mtger & ed 2
vigivov® hodnothD neuséstddposiiPbosnydebked]| sa

On-line komunikaceao c hr ana osobn2ch %Ydaj T

Nage choonvi§inrfe prostSed? prodagiugle prék@r er
zvykl ost eiobhavg88n2 plsi |l emg t at aukdlag da§ na owe Ne§js
asouko mT mi subjekty. Tovdgtt wI§&S¥? § m20 v®e rmeoajmaolsit 7 ¢

iobsahwpr ost Sed2, kde 0 nej m®nnN ol ek §v & me.

Agdoned&8vna nebylo sb2r&n2 osobspSékhedamT
Obecn®ho omatsramB?2 os  GDPRY  Hd aj Tmu s 8t 22m a | key
prozpracov_8n? osobn2ch wWdaj T je mGDBRbaktedi |
provozuje expertkmal T bezpel nost§ EffmodGklooms kkosouhl as
osobn2ch %Ydaj T dnDtz2prdaecfavn8un2e oGDoPbRn 2t cahk -li%adgaej T
d2vehNDku nej m®&nN 16 | et , u mladg?2ch osob | e
souhl asem z8kobtnjn.®hmwmo iglse upseudem ustanoven®h
kter8 vykon8vdgp awllkd2adsyds k ou L4 ® ns k ®ins tg§t2zy vnddkh
ne vgak ni g2 neg 13 let. o

PSestoge je minipmplony2vBkdvyNDhganycsoci §l

nal3l et , existuje pomDrnidasovceil8&li8n2ghnicser,adgd =1
ugivatel ®, kteS2 pSilsteéeaniw®t rfaackit emv amylviénv yg ¢
komuni kaci pol 2tat.
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2.7.3. Podpora prodeje

Komunikacevm2 st D prodej e vorsdjoevov@&@hkouwNDtsekTlch
Pokud reklamanan Nj a k T dv2Ttr I bwetdevigimdbenai nt er net u, znal ky
nal fIMNatsk® z8kazn2ky tak® origi ngn2rs2tmdi palboaley
jako jsou nap8dskl edDaachetl as\V egiestos kodbnikac, odb or
se dnemadReskhg zbavujlpSgpaveh&klerBoreoi a&B. Vs

kdRDtem mTge bTlt iwW§ittsdalionmmat Ket ikmdy propaguj e
apTsob?2 j% ko osvDhDta.

Dnes rodi | e dom&Kkrurpwnj22h od Iptrioc e s uatloz mab&lz 2 t
mar ket ® Tm nov®0wblbashvidnpTsobéhkza 2c2ch se n
vdom8cnosti ovliivnDno dDt mi . Tvr #Dnt o dResk

srodi | nan@8kaigp? od nejat asDpgi bwonuovsdklm&kennp/n2 ho v o
cog jim d8vs& mognostas ces tr Sardal k2l ¢genen ¥ i nsoesenc| lee b
prodej e. Podl e JeapsSEnk®msor Trcdd idlNet 2] asotugpi t nN
st2m spojeny dva pejorapifvo¥l popmp] cht dPD®msi
zn2 c h j e p ofwpeersot eimeabgogliin g o . Znamens§ t o schopr
mar keti ngem v mamsiiptud aocvea,t krdoyd ijliem p¥BBHadomnl
poj mem je dAguildt m@no Gtyao i, , clody |j 'e orzadil leen 2 k u
pogadovarmiykufmplc?i t T viny, kter® mohou m2t r
bTt nedostat edd?|tadld einsS erb&beane@®@hS? znf'vs rodinng

Na ot 8kHDfwemtaskt D prodet ep&koknutnu ke vadpov DN
kni ha Mar ket i ngm?vsst Ik opmmuond e&jaec.e Nood t Dv anNb b ¢ ¢
pSedepoyZint i vn2 thelziSlgo g k d Mt | nejv2ace vn2maj?2 e
vin-st or e komuni kaci di s plomunikati,sd Dt em§ psomytsalv e
nar aci on8l n2cNai gwree nttackc@ . n @ahddkHJ d k sydct Sreax

nebo dRI at raci on8l n?2 rozhodnut 2. C2l em mar
dNDt skou pgobawmounmo®thou posloadu @it kzmre$h@mogelobr §
adekvs8tn2 vhDku d2ztDnDte. Bylo tak® dok8z8no,
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potagmo virazn® wmpamhDTak®geesi Sdai myg2 maj 2
ponND zn§me, takovz®ed kjol®thy whsatapBejk@haj pr dt
pozornost . Dal g2m zaj2mavim poaddPDask@®mr gkl a ml
mNl'y bTd2 zrhorkuypast ar g2, n®g je vhDk c2lov® sku,

3. Regulacereklamy vL esk® republ i ce

Odhalit skryt®laghwmhDnemus2 blt vgdy snadn(
z8§mNr naopak zjevnl nebo propaguj2 virobek,
ohrogovat wuarmlchdedge.dNIeédmikowat pls8lkdev@2 mir obky
napSbhetdad ® gZedhoto dTvowulDi@i mRktam ersk@®ul ov
republicekt ak ov® r e gul acegulag tekdamgk sambdr@dulacn reklamy pak
sloug2 Kodex rekl amprprekameer T je vyd8&ve&n Radou

3.1Pr8vn2 regul ace

Pr8vnhD | elLasxk® amapublice regul awr88nvae mpr §
veSePniNejlastNji se promemesenn® Eiabil ¥y § Wiz
special hazejki@amnsdepr8§vo, uwgekl amleB&jsn®opeh
z8konodS8rrceklsamm2 v2§kaanyi clhig anmBe zpeSvame | z € h ¢ m
dodrgovsg§n2z je tak® st§t sv T mi casapl€ianpvat.s 8§ m s
Zaporugen2 normy veSejn®ho prg&va | ek§ pSestuyg
st B?enpSestupn2kem vystupagjSani®Pm@®me m2v keoalk r ®it
nez8§leajaklzdaest bude pougizmoc$t &iSme2d nédr, g Smym

povinWosti .

88J ESENSKh, Dani el . MawnmkesttiRregp@®r PO istone) shopkes magketing. Praha: Grada, 2018. ISBNB978/1-:02525., s. 356367

89GERLOCH, Aleg. Teorie prg&va. 7. aktualizovan® vyd§n2.i cPd z(eMR:e ¢V yldeBWIBROR.| sit VBN a9 n& k
521, s. 114116

OWI NTER, Filip.vpRrakvia &rrachlal:armhd nde, 2007. PFr780465867% & ® u| ebnice (Aleg LenRDk). | SBN ¢
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Prg&§vnhD je takto omezov8&na r ekt abm&k ovlkethe
vir oankofioluNat y se vztahuj?2 pSacs?nls pdeadSen2m &

aml| § @zdezovat alkoholismat o x i komani 2m. MmapBdhbhdneskP a

- nab&ahatst S2dm®mu ug2vsgn2 al kohiol i camictk)

hodnotit abstinenci nebo zdrgenlivost,
- bTt zama®ddSemyw mladg2 18 |l et, zej m®na nes
jako mladg? 18 |l et vyhl2gej2, zobrazov

nesm2 vyug2vat prvktyer ®rosdBSye drklyad@e®d ol &
- spojovat spotSebu al kohol u essuvidosti genT

sS2zen2m vozidla,

- vytvgSet doj em, ge s pkestpScelbeal eab k ®mal ur
sexu8l n2Zmu ¥YspDhDchu,

- tvrdit, yre§ palj ko hnod | & &1 e b s ®i nebo povz
ukl i dRuj2c2 % inek anebo ge je prost Sec

- zdTrazRovat obsah al kohotu jako kladnot
Regul ov&no nen? jen to, coakroenktleaxmd® vS2sk?§l,§

N§strojem veSejn®ho pr8§va reguluj2c2ho re
Z8kon smssnkl & agr af T, kareg®I| sae2wmhDnek? ams k a:

tab8kov® vIirobky
al koholi ck® n8poj e

- 1 ®] i v® @z&%Prparvaovtknyi ck ® prost Sedky
potravinyakoj eneckou vT gi vu
st Sel n& tzDelainvia .

Problematiky reklamy sev e Sej n®ho pr §va tT k8§ jegth Z§|
opr ovozov §n?2atreolzehvliazsnoad@mdvny!s 2d a8lngR ichk a8k ongk o |

Dal g?2 mognost?2 pegubaseuke&m@myTpeadvoks§

takt o: APodstatou soukrom®ho pr8va je princi
91Z§8kon | . 138/2002 Sb., kt enmdulatirekemymamidnN§ o m olp 146811094 Stp§K oBlmz bvEn2 rozhlasov®ho a t
vys21 §n2 a z§klo®]| illvre:d 85/b? I U672 2@BEIESO A2 41244,

92t amt ®¢g

93t amt ®¢g
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mus2 se s8m dom8hat okhraak ewml esBmprBvkdodeijl
statn? zvrigg&rc,namu my takovou ochtanu nemTge poc

Rozd2l mezi pasSovueknr owrd Srevjtjoemmy pugd@ vyju v e Sej n
zast 8vs8 r ol vproSvhur 8nocuek rsotn&@m se mus?2 spraved,I
c2t2 s8&m blt nNhDjakTimszmWTgH6me np Spadho zenn .s oN &
viekl amhN je aekll&naekdamads &bk @&@n aasebboltiy e 0 m?2
aautorsk® pr8vo. Tuto | 8§st aptr@8nvavengetBuI/el9

onekal ® soutDgi

Tato pr8ce s&lwmgal veRKk [gnenNdtaisdt o nespada)j
stanoven®S§kroengau.| a@¢e tzSuj Radyjprer ebktli acnkul, kkotdeerx® mu

vDnovat d8§gl e.

32Et i cklT kodex rekl amy

Jak was&dzxh str §nkoREKLAMRADASEl e jen RPR)
v srpnu 1994 zadavateli, agenturaenin® d i i po vzoru vyspRlITch evr
vichodoevropsk8 organizace samoregul ace rekl
deceaprnv,di v ®aVizeekmi2amye s k® republ i ky. o

Smyslem samoregulace telk mn2 ho pr ITmysl u | e oetoizgRISi t
rozmbDpl at Rovat pravidla, kter§ msStijgméscsH mRRP
uvedeno: ASamoregul ace je vel mi flexibiln2,
navgechnyr ekiDa@gmeé hio§l n2 ho zhdimwn2dedwvdhod sam
reklamy je prg&vn flexibiln2 pSizpPTsoben? eti

NejdTledgithDjg2zm n8strojem RPR |jeiRkdpdex r
pror ekl amu | e yrdgmav,.Sekadt ,r eplutki néer mbo§gt |l ae$S
aaby spl Rovala etick8 hlediska pTsoben2 rekl

Radapror ekl amu | ak®z in®lkd\wd ndrgani zace nemTge
sankce, vyd8&vsg pouze rozhodwmu822padk)t emrer ensapje?l
j ej2ch doporuluj2cz2ch rozhodnut 2 p ak mT g e

gi vnostensk®mu %Sadu.

94WI NTER, Fil i p.vpRra&ivia &rrachlkal:arhda nde, 20 0)7ISBNBG78016547, & ® ul ebnice (Aleg Lennk
95 Rada pro reklamu [online]. 2005 [cit. 20083 0] . D o kttp:iwmw.K®r.cz/cz/index.php
96 Profil RPR [online]. 2005 [cit. 20:84-3 0] . D o kttp:Mwmvw.®r.cz/cz/profil.php
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~

RPR se zablvs8§ n8sleduj?2c?2?mi obl ast mi rekl

- vtisku

- na plak8tovac2ch plochg8ch
- z8silkovich slugeb

- v audiovizu8ln?2 produkci

- vkinechvr oz hl| aast eV@®mi z n&dminternets 2 | 8§ n?2

RPR se nezablvg arekl amow poliebinékT ch st
vpS2padn, g e nakbodhrkg 2@t :1 2 2zg tedkd tamPuh ol i p-0 Radddt u , n
pSesviNd| en?2, mfjgedpnBugekhamahNkter  ustanoven

321. Vgeobecn® z8sady reklamn? praxe

Etickl kodex RPRz Sad§m,adStugrel m atky® r ekl an
TNDmt by $€8 mad§ m wkapitolel.n uj e

Prvn2 z§&8sadou srl akjrekamyt Kodexk m2x eS2jk§: ARekl anm
obsahovatavitzwr82d emrf2 prezent ace, kter® by por u
sl ugamrsdavnost.i obecnhNup@ijchman®& tpdmaivdNpodolb
zas8hne. Zejm®na pr ez eustkauctee |IRibdrEkm@zos §tgRINE mm
dopadinav gechny tadpy §ROOEh&8STekl ama nesm2 sni govz

Druhou zfsatdmiasyRek|l ama nesm2 zneug?2vat (
anedostatku jeho zkdganoptodpr ahles @ e bhNB KU §
se tv§Sit, ge reklamou ®en?2 (vhRdeck® pojedns§

TSet 2 zpBavdivosorue kjleamy. Rekl ama nesm2 ¢§g2Sit |

“udaj emsdpe os8mMN pravdi vi, kokerostdmiagpevisiostenh | e d e m
zani chg byl ul iwomy° RieTkglea mav Gisets m2 obsahovat
ohl ednn pTvodu | i. kvality zbog? |i slugeb

Posl edn?2 z8sadosupalek|l eamnié § rpkiamx @l Hakexo s t

rekl ama nesm2 vhuw,g 2linke to2mmo toipy §8hNat dTvod, s
zneug?2vatapp9ddsudk] e nesm2 obsahovat nic, c
97t amt ®¢g
98VYSEKALOVC, Jitka. Psychologie reklamy: nov® trendy a.|3BN3788824R319653%.268 rozg. a aktu
99t amt ®¢g
100t amt ®¢

33



ur §gelo n8rmdBboefgansk®as danBrk2 nemwo tr &b iatmal h.e s
| i zneva§awkyas ytmbadiyc vke ek ® jespubtice obvykl G

322. EtickTl kowdpaxi RPR

EticklI kodex vydandc2RER, javies m®Il awPprubl i
sl oukjinlfar mov g§nas pt R®ejan @asteiti ck§& hlediska pTs
oblyanLesk® republiky. C2l em Kodexu je napomi
pravdi vl ,e sshlanggrns8z sahu tohoto Kodexu respekto
z§sady reklamn2?2 praxe vyprac@%van® Mezin§rodn

Dodr gov8§n?2 eKlo8d ewxyun usceo viat z8kamBmy wad ec hzmy
| l ensk® OAQyagminzi azcaecvVlRPR T s®b2zca@vazuj 2, ge budao
aupl at Rovat ( ¢evrozperugKroale2x eme k Inemw yn2 st dhmpomn ,
byl z%i gtnn).

Eticklj&kodema@NhDIll &sti. 1. | 8st kodexu se z
ustanoven?2, Vgeobecn® z8sady narekHlaaami#. pZ.ax ¢
Kodexu se pak zablTvg ng8shaadkjohod mick Rami§tpolj &
napotravinyaned k o h ol i ¢ k ®annl 88pdoejge,, Talbt8ik ov§8 r ekl ama,
ti gt@stghu redakl n2hoazast é kio¥lTuprRalljamRek]! &

aMMS, Reklamanaloterie 1%

101t amt ®¢

102Dokumenty RPR [online]. 2005 [cit. 2043 0] . Dostupn® z: http:// www.rpr.cz/cz/dokumenty_ropr.php
103WI NTER, Fil i p.vpRPra&ia &rrachkal:arhd nde, 2007. Pr780M6547, k@ ul ebnice (Aleg LenRDk). | SBN
104WINTER, Filip. ®Rpg8aa@ia Pekhamalinde, 2007. Pr7806547% k@82 | ebnice (Aleg LenhDk). |1 SBN
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DI e ar ¢ hi v unaidnotsetrunpent@®hvol ¢ h str 8hkgkbunSPR
vpr TmhDrsd 2 §0ost 2 rol mak.t eV ®| ebty | me kplcaingsiogh st 2 ¢
st ®mat em dNRDvIs&t®e a¢le k2 @G0y raojz Tedplsts8BH®

Tabulkali St 2 gnosti na r e klideahm902 2a@ld an® RPR v

Rok Pol et st]| Pol et sarekipmyvsdudislostisd Dt skou r
2002 51 1
2003 59 0
2004 70 1
2005 71 1
2006 68 2
2007 78 1
2008 74 0
2009 53 0
2010 60 0
2011 53 2
2012 55 0
2013 46 0
2014 44 0
2015 42 0
2016 39 3
2017 47 1

Dohromady bylozac el ® obdob?2 podz§ redh o § ¥V Souyvikldst? g no st
sd Dt skou r es«dklamoonek neb® |j sou zobrazeny dDtI p
z8vadn® byly shl eds8ny 4 rekl amy. PS2kl ad
aodTvodnhDn2d®PR uvedu

Pro ilustraci toho, jak samoregulage e k | amiND f unguj e zpragepu gi j e
asice rozhodnkomi sebRPRS8fp. 041/ 2017/ STEG.

Zadavatelemreklamy byla firma Emco spol. s.r.o.

105Kauzy RPR [online]. 2002018 [cit. 2018043 0] . Dostupn® z: http:// www. rpr.cz/cz/kauzy.php
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St Dgovlyledaesnoukr om8 osoba.

RPR j e opr §wuridbdeo vzaadw§ jpistbnreddo podnPDtu, nel
st2gnost, viamtobomS2pwpldd.

M®di,unkt er ® r ejklideonu pSengg?

DTvodem gt 2gnost.i

ARadapror ekl amu zah8j il anaz ®klhaodidvat?2 Jmao Dicie s
osoby.vr ek |l mamB kol 8dov® m¢sli Sidil ng8kladn?2ho
Informace oum2 st DPn2/ oti gt Nn2/vys2] §n?2 wpeokS aadneyc:h |
naPlaytvak.cz) kez h | ®d n u thteps://yautide/XUVgFGIO6Y Ust anoven? Kod

rekl amy: 3. 1. poug2vs8§n2 mobiln2ho telefonu
361/2000 Shoprovozunap o z e mn2 ¢ h ki®™muni kacz2 ch.

Rozhodnkt?2r ® vydala RPR po dokonl| en? roz
rekl ama §j.e PS8JVadacry tohotovodEhodmln2, jlstoeir ® oF
JsownDm vyznal en gkapitaannKedexupz Bovmy r egul ace.

Ustanoe n 2 Kodexu r e k |Raenkyl :a m@d snte.skp2o.rin,g v 8 8 D ?
pr§vn2ch pSedpj e ejgiboh bpuariugovgE§n2m souhl as?

Rekl ama tedy poruguj e Kodex t 2 m, ge | ac
telefomypzd¥yho MTge tak nastat S i zauotamgtam, ge
mohl o pSipadat |p®gxntowl, zzS@readiotvo§snt22 .r ek | amy na.
oAf antazijn2i svDiDt ( kaksaymi lomkig | § dsyo,u kntaedrp@ i v Yy
situace je nadsazeme&RIlfaingak upkutd®ft mnostk,t eg & j
c2l ovou sk upni@hoou ppbopdpuakftbus a b Tt d o sKtamu,wpy? ¢ 2 m i

byla reklama stagena nebo pSepracov§na

Ni cm&dBbD psan? naj @Se 08 88e, | e kuwiedhdm?2 sp
naof i ci 8l n2Zm YouTube kan§l &eszthghkygt i Empost alva
AZadavat el se domnz?2v§, ge kontextu t®to ab:
spol el ensky ngtv®tdm Ns i tPBaecd 0z & daalwbautdeolu ctnear es ep o
podobnich z8bRNrT chce vyvarovat. §Zacadwatoal

vzbuzovat g8dn®dakvartterrovieoz et atadij e, ge tent

106 Kauzy pro rok 2017 [online]. 2062018 [ct. 2018043 0] . Dostupn® z: http:// www. rpr.cz/cz/kauzy.php?rok=2017

3€


https://youtu.be/XUVqF0qfO6Y

proj ednor 8§z ev ®majiz Sag efhionupl acen§ poadpbudej dgl s
pokr aifbvat .

Na konci vyj8§dSen2 RPR pS2paed orawiilg: zipl
jakim se kprandjaedan @V §n 2 pSedmNt n® kauzy posta
tento postorao d pov RdnT . Podl e pbreldmaea; 2hé h68§eti BaE®h o
je nicm®nhND Arbitr8gn?2 k o mi sat Vzhledemkn manu s e g € o L
kporugen? ustanoven? Kodexu reklamy dogl o,

komunikaciz pohledu Kodexeaz 8§ vadnou. i

107t amt ®¢
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Praktick8 | 8§st

V praktick® | 8sti t ®t o pr8&8ce se budu za
produkuptah®h dvuyhy dRtekzepm@Patdadningt vam h
asr ovnB8wdindvi zug8l n2ch reklamn2ch vistupT vybi
podrobenynazBalmd@hn?2 padda d&kwluTimrehk aaamu ®b®c n D,
j sou pEkpsaek®m Kk prdreklanmu Ra d y

Pro wverifikacinz8kiDadhD zKktoiubng®lym z v Be x u
konfrostbyvlEagky s®rie i mpdiowied e stehe psceii nt ed iv i
vevDku det®Ffvapewmir pr8§vh takovlichtoes powvd&mut
viDt gom8kuupu samotn®m rozhoduj?2 rad@vhe2 dBfev
oj akT viropz%jeny. nREkl amy takadDtist oalpgdsekku

inar odi | e.

Na z § k| ehdntervielabndbuvz § v Btanovenyn e j vahe ¢ m®n N et i ¢
reklamyaz §r oveR budou stanoveny techniky, kter®
anal lza zablvs s ¢ h op nopepandt apajneedovat VIk o d k n ®t nprcah

rekl am8ch.

4. Metodol ogie vIzkumu

41VI bNDr respondentT
Za W elem vizkamaul dwé mo viy® r 8 aprevolnbdiern tbTy. | aK
n8sl eduj 2cz?:

- respondent mus2 blt r eaviRkem 4alads pldR |jedd n ¢
- respondenst?2 mus 2d gtdht®e adto m§ c n
- respondent pam 8hwpilu paddotneSecinm s tprodp o Da g mo
PSi vibhRDru responkdemuT kplyo by $iyhlc2od emneoj p e
r n® s oani8&lom2o0v® skupiny. VT zalBu muveysiek uz Yolda s2 h
do49 let

42V1 bNr zk owman Teckh
Pro i1 lustraci nejrTznljdd2z sk ®p $ ek V @dnNo vbayd

celkem 24 TznT ch audiovizu8ln?2ch rekl amn?2ch spo
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vt el eaont mh e komuni kaci . Bar HlkkdyN bzywEesk Whinr § n:
prostSed2. Zn§8§most byla ovhRSena dotazov§n2m
Vybrg&ny byly pSedevigésnk@nmépybavige® b®kt hBoama@
DNti jeamak2se8dyegikllamhdsnipy danlch znal ek s

Vybran® atealikp drnPanmbah kategori ? zbog
v Tabulce 2

Tabulka2 vybran® daptodukty® znal ky

Kategorie |Jogurty/ ml &S| azen® Cer e{ Sladkosti [S| an® p
Kost2ci J u p 2 k|Cini Minis Haribo POMB R
Ol m2 ci Ku b 2 k| Nesquik Jojo Cheetos
Pribingl| Monte Snac

N § z e duktp Pan BTTT Kinder
Krajanka ZOO Br uma?2

Bob?2k
Li pg8&nek

43St anoven2 zkoumanvirc8mcp areamectkr®lho kode xu

Na z8mobgadavkndet ikkituerr®@e k|l amy kl ade Etickl
konkrmarnkke t-k amwo wiDteechhiky2 kter ® \dedt smbho® rekl a
vysledovatn e j | .alsyttibj it echni ky nejsou vgeobecnhD vn?
diskurz natotot ® ma z at 2kmedaedegal n®mu z8vDru. Dan®
pov a qapvSaets v N ddowimia c 2 .

3¢



1. Add-onskproduktu je nab2zena hralka nebo d§g|

2. Rekl|l ama dgjvom,§v@Ee danl produkt bude zl| ep:

3. Rekl ama zobrazuje fiktivn2 realapody (kouz

4. Rekl ama vyug2vsg§ popul 8rn2ch animovanich
Pixar).

5. Re k | a makpnraaws§i di?e | n @rodkkbuavzywutmag&3$2 tak d2t Dt

Vedukativn2m nebokpz8balvVk®m, (podetal ov®
obsagen product placement

7.Vrekl ambD | e pougita dRtsk8 <celebrita n
doporul uje.

8. Rekl ama kiomu 8§ &® yopdddukt | i srl ouddiblue ploig §jdia
n a v Be#aupi.

44Regem@pe ket i-hgmwmi k athant2ecrhi §1 T ¥pbhlakl ch

Pro YW ely vizkumu byl o vybr 8nodl@elzlharmeXk4
Krit ®oviemDr byvtoe | peovu goiAt2z nree roe k b & mR cagnlinee | evi z
komuni kace vypl yngul yk gnmedkddy s k e y t ykpoiar kapib)jk a c i
Typi ck®odBnh8§kpuPSekl atiuvybr aniwThbulseBot T j e ob

Tabulka3iPSehl ed vybranlTch spotT

N § z praduktu N§zev spot 1 N§zev spot 2
Kost2ci Kostpaho®sgci Ko s t tagmetkysml § N§t k y* z v
Ol m2 c i Ol makerial*®ou!
PribiR§ Pribinglek™TV spd
Pan BTT Pan BTTT mMézi jo
Krajanka ZOO Krajanka Zod Spot*
Bobz2k MRamRam Bbb2k
108DANOCE CZ.-j KbsN§ci. In: Youtube [ onl-D50]].. DwesSeijpm®i @ :8.htl.ps20”3vwwe iyto.utubes8 com/ w
109DANOCE CZ.-magoetktshlc§ N§t ky zv2S8§tek. In: YoutubeO506nli Molstupn®@SejnNno 8. 1. 2013 [

https://www.youtube.com/watch?v=EwdM79NmfEg

110FANDA LUNEKhr®| mdai.sln: Youtube [onl i-050]6.] .Z veStpmiminmamutub&comalch?v=DEOAKRIFVISsc i t . 2018
111PRI BI NCLEK. Pribinglek TV spot 2017. I n:-0506utubes{oph®ne]. ZveSejnhDno 18. 5. 20
https://www.youtube.com/watch?v=0cAkRIFVi58

112HOLLANDI A KARLOVY VARY. Rain BrpTuT umbez i[ ojnd g wret]y.. 206@&kj nDoaot upn@1z: 2017 [cit. 2018
https://www.youtube.com/watch?v=rNs&tvY

113KRAJANKA ZOO. Krajanka Zoc Spot . | n: Youtube [online(506ZvePojsnNmpn®l 2. Aaclre-akgGlFsikiot y o200 Lde. c
114BOBEKSEV SVhT. MRam mRam Bob2k. In: Yout-0506][ omloisnealpn®ZweeSdjtnPrso /2wvww2yo2dudel| cio
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Lip&nek Li pS&impelk tad g b¥°T !
Jupzk Jup?2k Crizvayn Aquaen®k Jup? bost( bdebzrelH 20 1
Kub 2k Kubzk "ance
Cini Minis SkoSicovim CI NI ™I NI
Nesquik Jg§, padouch 3 Hot Wheel$™*
Haribo V2tehareevn®m svnRDtnN c4i
N§zev prdg Ng§zev spot 1 N§zev spot 2
Jojo Jojopisb2ref® obaly.
Monte Snack Zott Monte Snack TV spot (CH
Kinder SchokeBons: tak ®hutn Kinder Pingui: S¥ng:
Br um2 k Brumzlahe | ek ¥Cz v| Brum2k: PS2 rmoadn® opbt’heg
POMB R POMB R TV rekl®ma t PomBairmedv RNd#* v§l e]
Cheetos Sleduj nejv2ét kSup
115SMADETA. Lpp6niekl a dobrT! In: Yout Uch 2010608 Ji.neDos tZweb® | m:Nntot 2Ps : /5. www.1yout ube. con
116J UPEK OFI CI CLNé STRCNKWe m Jsuip 2vke nCrkaazgyd TAqduean! | n: Yout ub-850[6dn| iDoe]t.uphwe ej nNDno 12.

https://www.youtube.com/watch?v=bapfiT Psc

117NATY HRYCHOVC. NatklkdmachavVPapl kddbrdlup2kbSezen 2013) I n: You0506¢ .[ Oolsitnueh.® zZves$s
https://www.youtube.com/watt®v=r0qgsU9dnQFM

1181S PRODUKCE. IS Produkek u b2 k Dance In: Youtube [onl050e]. BesSepn®np: 1. 4. 2016 [cit. 2018
https://www.youtube.com/watch?v=R7XHMyNndQsé&t

119NESTLE CERECLIE CZ. SkoSicovim CINI.MEZNMNESeh@elNne adO60&Jt. 2Mas6t Wpn@ ubh:@0L8nl i ne]
https://www.youtube.com/watch?v=QPIxOcOxmDE

120CERECLI E NESTLE. J§, padouch 3 In: FecoBb®lok Dont ipe®.zZveSejnNno 6. 4. 2017 [ci:
https://www.facebook.com/cerealie.cz/videos340965974314/

121CERECLI E NESTLE. Hot Wheels | n: Feceb@ok]|[ oDbishepn®ZveSejnhNno 5. 4. 2012 [cit.

https://www.facebook.com/cerealie.cz/videos/3277044407449/

122

HARI BO CZ / HARIB®Or SKn®n2gePtt® oukrudwibree { oMARINERQ!. 1Znv:e S®5H06MNNno Db3.t upn®2 @15 [cit. 20
https://www.youtube.com/watch?v=fExRs_LeeUU

123MARECAMVI DEO. Jojo In: Youtube [ o#%06n]e.] .DoZsvteuSpen @ Izn:o hit2t.p s4:./ /2wOwlw2. y[ocuittu. b e2.0clo8m/ wat ¢

124ZOTTi DIE GENUSSMOL KEREI . Zott Monte Snack TV spot (CZ) | W506outbdet jpm®imne]. ZveSejnt
125KINDER. SchokeBons | n: Fecebook [onlineQ506ZvePejshDpa®l z: domkiRdprEAviddosiliT94076a5640842/0 k . ¢
126USAK USATEJ. Kinder Pingui: SvhNg?2 svalinka po -g50®le. Dlos:t upm® wbe [online]. Zve$S

https://www.youtube.com/watch?time_continue=1&v=IjKddsHrdyY

127BEBE BR.BMakn? k?Tlve k a(ndZn :v eYozuet)u b e [ 024.8.i2012ct. 20106 & j nDO®t upn® z:
https://www.youtube.com/watch?v=0zXx_BOI0dc

128BLOGZAROHEMCZBebe Brumi k:r &kbluamae [ o7nd 2008ei} 201825063 e j rDIdrsttpsuipamv Goutabe.com/watch?v=
https://www.youtube.com/watch?time_continue=6&v=939BuHEH02M D6xQrhINIUU

129POMBAERCZPOMB R TV reklhma YetobwvBe:?[ 031.B.i20Lgdt 201206@ Sk j nDoaot upn® z:
https://www.youtube.com/watch?v=VtEMHh3U2Lg

130POMBAERCZPOMB R TV rekl hma Yeuow§e?2][ o5 201beif 201885065 e | DdEsd upn® z:
https://www.youtube.com/watch?v=hQMZbDlIsqlk

131CHEETOSCZ &SKS| eduj nej v2 cnXSuwtpalv® [kSmlpikdy@ P017ciZ 20888%06nfNnoDost upn® z:
https://www.youtube.com/watch?v=2IFPEHOt6R0
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https://www.youtube.com/watch?v=r0qsU9dnQFM

5. Pr Tbwlhz kw m

511 ndi vi du8l nsr oidntler vi ew

I ndi vi du8lsnddi hkleSaalew z\eprdvwnoru |]88ssttiz .r odi
24d Nt skTch rekKelangnd ® hu sphlt@dnut ®mu spotu mhdl i
uv®st, zda rnadam®m oy i atevu jaxiBahde*d, i ska pougit ®ho
jakTm byll enpotebmatmougi t2 nNjak® konkr ®t n?
indi vidu8l n2ch | sporelenty¢ ewb s@&h esrg e s 2 lalBahyjee 1 . T a
vipis konkr®tn2ch praktik, kter® rodile ozna
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Tabulka4i Vi pi s praktiilke &zreal® Iriodza z§vadn®

Techni kyespltec® dok8zali
aSekli, ge jim vg
Znal k N§zev spot| 1 2 3 4 5 6 7 8
JahoNS§ci X X X
Kost 2
Magnetkysm|l 8§ N8t ky X X
Ol m2c Ol makrial kou | X X X
Pribing | e Pribinglek T\ X X
Pan BT Pan BTTT mez| X X X
Krajanka X X X
Z00 Krajanka Zodi Spot
Bob?2Kk MRam mRam Bo X X X
Li p§n LipSrmpeoktadobrT X X X
Jup? k Crid/enysivam X X
Jup? kagd.I den!
Jupbhst dobr X X
Kubz2k Kub2k Danc X X
Cini Minis SkoSi gdglgﬂl m CI N
J g, adoucl X X X
Nesquik P
Hot Wheels X X
Haribo V2tehdarevn®m X X
cukrovinek HARIBO!
Jojo Jojo-sb2rej ob| X X
Monte Snack| zott Monte Snack TV spot (CZ) X X X
SchokeBons: tak ¢ X
Kinder Kinder Pingui « «
gkol e
Brum2kTv ran?z| X X X X
Brum?i gy yum2k: PS$pronoad
objevitele
POMB R TV rekl & X X
POM-B R
PomBairme dv Dd i X X
Cheetos Sl eduj nejvzec X

43



52Dot azn2kov® get Sen?

Vedruh® | 8§sti dohaeovarwmSegdldigelrm st andar
dot aa8u2zkav SenT c,h toltk8azjkiBicihals t B g 2 &kho mmari kat inAd @
technikvd Dt s & ®l a mn. C2l em dotazovsgn? nakdmkrz®ti rs2t i
techniky azdaa doj a k ® m#iyto yechpikyvma d>t.8 z k y kter ®jsobyl y p.
V y p svaabuke 5

Tabulka5i St andar di zovanl dotazn?2Kk
L2 sl )
ot §z ZnD0Dn ot §8zky
1 JakT jenatDg rkighyaprdjukt u nab?2 zen§ helzekbupit
samostatni?
2 Jak hodnot2t e, kdyg reklama vyvol 8v8 doj e
3 JakT jenaz®PprmEowr§n2 vi e k tnadnBt2s k@ apriadyukt y
super schopnosti)?
4 Jakl rf&ezmany@pgit2 zng&mich andbhosk®@Tcaklpamd
5 Jak hogdrkadty?gt @ ekpamai cdalviB®@2 k o azwutmag$2 ptralk

Jak hokdwihétzg§habo2 mdukat i vn praduchdlasesmmu ?o I{ g
pol2talov® hry apod.)

7 JakT j e natog g k dgrgeokileapmNo dukt pougita dNDtsks§
kter8 virobek doporuluje?

Jak hadrkaoty2gt a e k| &toray ahya frc8ddugk td Npid gs8lduag biu r
n a b &ekdupi?

Rodi | enakmaljldiou ot 8§z ku rmastypmicy IrdgNt10].2 sll2esn o 1
zvoltvp S2 padhD, ge jim dan§ techni kwap Srapdad h,e|jgme®r

dan8§ technika silnhRD vad?2.



6.

Vyhodnowlieznku mu

6.1Zj i gt Nn?

hodndden?

OdpoivhDrdodi | T na otdnrz®m det sZzrrnldardkanow) e -
Tabulkka 6T N§8zor rodi | T na jednotliv® marketingoveé
Jm®no respondent a
L2sl Jana Jana
ot §z|Tereza H. On d {Martin Dagmar Milan Kat e Mirka K. BronislavalPr T n
1 8I 8‘ 9‘ m‘ 8 I6I 1 I3I 9I 7 6.9
2 | 10 10 5 8 10 9 10 10 10 10 | 9.2
3 | 2 5 4 5 1 5 8 3 3 2 |3B
4 ’ 6 1 5 7 5 2 7 3 8 1 ‘45
5 ’ 9 9 8 8 10 10 10 10 8 10 ‘ 9.2
6 |6 7 2 3 10 4 8 5 8 7 | 6
7 |7 10 6 2 3 3 6 8 8 7 | 6
8 | 9 8 9 7 10 5 9 3 10 10 | 8
62Vyhodnocen2? dotazn2kov®ho get Sen?
Zdotazn2kov®ho ¢getSen?2 vyplynulo, e nejv
1. Rek |l ama prraaws8id?e l[lkn ® konzumaci produktu
ngvyk.
Tato technika od rodil T2 z2skala pr Tml
2. Rekl ama vyvol §vg dojem, ¢ge danl prodt
Tato technika od rodi| T z2skala pr Tml
3. Rekl ama nab8d8 k tomu, aby dDti O prc
jinak navg§d?2 ke koupi
Tato techni kapo@mBlBowW®| fodAs&kaha 8.
4. Addons:kpr oduktu je nab2zena hralka nebo
samostatnni.
Tato technika od rodil| T z2skala pr Tml
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Nej m®&nD| gak veaddil vy n8sl eduj2c? techniky:

46

1. Rekl ama zobrazuje Zieki,vmadp&aliozenEk

schopnosti).

Tato technika od rodi | T z2skala pr Tml

. Rekl ama vyug2vs§ popul 8rn2ch ani movanil

nebo Pixar).
Tato technika od rodil|l T z2skala pr Tml

. Vedukativn2m (heibbvea b agn®mi | k8 m, pol 2

je obsagen product placement.
Tato technika od rodi | T z2skala pr Tml

.Vrekl amhD je pougita dRtsk8 celebrita

doporul uj e.

Tato techni ka od r ondoicleTn?z26s.kal a pr T ml



63KS2 govs§ anallza technik pougitlch ve spo

Anallza tedchohphot &cler ®k vt e |lkroM kv Wiotachg du § i t

j e uk Fabalced v

Tabulka 7

i KS2gov§
vkonkr ®t n2 ch

spotech

anal T z-p S ensavrikde toivnagce? velh

ma r-k®d s miydlvdlv a c 2
ve spotu

Znal k Ng§zev spotu 3 4 5 6 7 8
JahoNS8ci X
Kost 2
Magnetky s ml §N X X
Ol m2c Ol m2ci s hra X
PribiR Pribinglek TV X
Pan BT Pan BTTT mezi X
Krajanka X X
Z00 Krajanka Zod Spot
Bobz2k MRam mRam Bol X X
Li p§nj Li pSimpektivl a X
Jup?2k Crig‘'eayn Aqua
den! X X
Jup?k
Jupbkst dobr X
Kubz2 k Kub2 k Dance X X
CiniMinis |SkoSicovim CI NI | X
J§, adouch X X
Nesquik P
Hot Wheels X X
. V2tejte v barevn
Haribo HARIBO! X
Jojo Jojo-sb2rej obad X X
Monte Snack Zott Monte Snack TV spot (CZ) X
) SchokeBons: tak <c¢h X
Kinder
Kinder Pingui: S
Brum2kTv ranz]| g X X X
Br um? Brum2k: PS2rodn
Do X
objevitele
POMB R TV r ekl an X
POM-B R
PomB2airme dv Ddi \; X
Cheetos Sleduj nejv2c K X
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7. Kompl etn?2 hodnocen?

Coset Tl e hodnowdmsd ed&di dPt azn2kov®ho et Se
probl ®&nt emahjn2i ko u gtekl amat ppagdg§elkn® konzumaci

vytvg§sS2 tak d2tPDti n8vyk. Na druh®m m2stnD r
danl produkt bude 2zl epgovat zdrav?z d2tDte.
nav§sgd? ke koupi. Co rodi | Tm naopak vadil o
vyug2vsgn2 popul 8rn2ch ani movanich postavil ek

Kol i kr8t dok8zhl ipofmedhbegatvenBpakeu mar ket
srovm&®red nd ¢ h v iechhkiky veespoteah,aukaRujefidkas:

Tabulka8iJak rodil e i dentkiofnikkk ®u anl2ic ht esplorntiekcyh v

Technika Vv koIiI§a spotech ji V kolika_spotech se
rodile ideftechnika re
1.Addo n s : k produktu je n 7 8
kterl nel ze koupit
2. Reklama vyvol 8vg do
. 11 9
zl epgovat zdrav?
3. Reklama zobrazuj e efmi 12 23
nadpSirozen® scho
4. Reklama vyug2vs§ po 1 5
postavilek (napS. od
5. Reklama nav§d?z Kk pr g 1 2
vyt vg8S2 tak dz2t Dt
6. V edukativnZzm nelhdks§ 1 3
pol2talov® hry) obsahu
7. V reklamhdD je pougit 0 0
osobnost, kter8 vir
8. Reklama nab8d8§8 k to 7 3
pog8dali rodile | i |j
Ze srovngn2 vypllvsg, ¢ge ve dvou pS2pade
v2cekr 8t , neg byla ve spotu re8lnhD pS2tomna
zbTvaj2c2ch bodT rodile techni kuZaje2d&kvBasatl ?i
ge techni kyd@t aazmB2 koowd®mh eevt Sen2 oznalildi Z a
| . 1 pak rodile dok8zali identifikovat t®mnS

Naopak t eccontiakzan?2lk.ov3®hzo ¢get Sen2 vyplynul a
D§ se tedy pSedpokl §dat, ¢ge rodile pSi sled
nebrali tolk vpot a z . I pSest o, ge se 2dangpatelc,hnji ik a

konkr®t nlD poj menoval.i pouze u 12 spotT.
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Nej viDt g? pol @8s wiad [keew d m2goty Dt reeklna kN jrea pk
padouch,on i ne spotu na acenr2eng Ini8es | NedsipBit ks.Hob y T J u p
Wheelsi Nesqui k a Br um? kplosu ¢riatn22nh etk $p Skeasondi é |[tso \n @y © A
techni k. SpotsobRmar it ephaick a mi , kter® rodil
probl emat pokk@Pproedpravidel n® konzmymad&vE&n¥m
zdr av? prosppgo®abt doj mdempoet v & p 2 foldegu T den
rodi | T by seanea&re@atkbznal it

Rekl|l ama, kter8&8 nevyu9pSeS§vigé&ldovackmer &eh mnin
Pingui: SvNDg?2 .sValziinkasnpo hopkdomloeen2 ze strail
Pri bi nSholksB o ras : tak chkted ®z ®bavtaeycuhgnzivkauj 2| .p o
animacia& i k tsiv\n 2

Z8vDr

HI avn2m c2lem m® bakal §Ssk® prs&§ce bylo
napS2| r Tzntlenoir ektaincgI® .1 8t i jsemNDsespadbdil viak pa
reklamy,psychol ogi c krl ek | vam?ym8th& prms | ed nv2 Sadn regt

viLesk® republice.

Vpraktick® | 8sti pr8ce jsem palbdnaéaiz 8Bk &c
vDku od 4 do 10 |l et zjigSovathBtsk@k®elkiaamBt i
nej wadé . Tak® jsem prakticky ovhRSoval a, do |
rozpoznat Kk onkr ®t n2ch r ekl am8ch. Na z8kl adhD hodn
nejv2ce a nejm®nND eti ck¥i nzd8ivvaiddnugs | snptadthlyi i anltien
vyplynula n8sleduj?2c?2 zjigtBDnz2:

1. Nejvzce rodi | Tm vad? prekytiamgl n®tlko ®z
propagovan®ho virobku a reklamy, kter
viastnosti virobkT.

2.VNDt ginND rodi InBkwad? nald yws maerhkka| ka neb

3. NejpozitivdBptilriodr ekl &myi,niki8d m® vmnwd?
marketing vi ch & ebyihy kz al neheenatadic.a vti pu

ZrozhovodT| &5, jejichg pSepis je obsahem P
vcel ku zdrakT polklréd na dRtskou reklamu a d:
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eticky nejkritil]tnDjg? pekkwmS8§m pSaptonaj Yekr
vmnoha spotech pojmenoval. prrvakdyi,| Tktreir&Rd y inmer
se napS2klad obrgtit na danbtBzeceakbkukpeHOt sk
Nab2z2 se ot8zka, do jak® m2ry YsphDgnost dD
tom, jak se Atrefuje do vkusud wvedfil| Thl ePBec
o tom hl avn?2m: k ewgBil te,, rMelbdk ®mac hretk lvamn?2 mu t |

kdyby rodile projevovali vhDtg2z z8jem o for mu

Kdo by vgak mRI bilt hlavnttsnhk® nri B {fd my @ m
bTt wiapBad kKaedtumar & et i ngov® komuniFIB&¥c d&JKa [xulelr |
mTge blTt t2m sprg&vnim nez8vislTm orgg8nem, Kkt
t ®ma. Pozitivn? kjioemung&kal g2 ¢l Ny FWdIKPDSE & r n a
Rozpravy, kter® se dbhno®hvgalk®estkiwa d etkll lkaanjnz .r

dl ouhodobD, z8jem o ni by mDI i projevit i ma
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Summary

The main goal of my Bachelor thesis was to map the problesnafi children's
advertisementn different channels. In theoretical part | dealt with marketing in general,
specifics of children's advertisment, psychological perceptioadgértisement by children

and bst, but notdast, with legal restrictions of aertisement in Czech Republic.

In practical part | found out, based on individual interviews with parents of children in
age from 4 to 10 years, which marketing techniques used in children's advertisement are the
most disturbing ones for them. | also ¥ied how are parents able to recognize the techniques
in specific advertisements. Based on evaluation of advertisement by parents | determined the

most and least ethically acceptable spots from the parent's point of view.
The findings that came out of tiredividual interviews with parents were these:

1. Parents mind the most the advertisements that encourage children to
consume the product regularly and advertisments which emphasize healthy
aspects of the product excesivelly.

2. Most parents mind when the toy gift is presented to buy it.

3. The most positively percieved advertisements were those, which used the
minimal amount of marketing technigai@nd were based on a joke or

tradition.

Based on interviews with parents, the transcription of those can bel fou
Attachment 1, it comes out that parents have healthy and critical view on children's

advertisement and can recognize and name the most critical aspects of it.

Even though the parents have very critical attitude and they could name the apects
they really mind in many spots, none of the parents ever came with idea to contact the brand,
to interact or anyhow engage her/himself in the problematics of chilren's advertisement. That
raises a question how much the succes of advertisment depends oncgsaathihow it
"strikes the tastes" of parents. In the end they are those, who decide about the main thing: buy

or let be.

It would be very good for Czech marketing if parents would show more interest in

form and content of children' advertisement for s& who should be the main initiator of
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debates about this topic? It can be the challenge for Department of Marketing Communication
and Public Relations FSWK, that can be the right independent individual that initiats the
debate on this topic. The pbtige thing is that th Institution of CommunicatioStudies and
Journalism BV UK makes event$ ARozpravyi that touch the topic. But if the ethics in
children's advertisment should resonate in long run, it's the marketers and contracting

authorities of dvertisement, who should show interest in it.
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