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PUBLIC RELATIONS AND
ADVERTISING AS MARKETING TOOLS

PUBLIC RELATIONS A REKLAMA
JAKO NASTROJE MARKETINGU



Souhrn
Marketing je velmi dinny nastroj, ktery spotmosti pouzivaji k vytvieni

nebo upevéni strategické pozice na s@sném vysoce konkuré&mim trhu.
Kazda spolénost, ktera chce této pozice dosahnout, musi zrmdtelyy, gFani

a preference svych zakaztiikK poznavani zakaznikslouzi aktivity marketingové
komunikace. Public relations a reklamafadi mezi tyto aktivity a jsou povazovany
a preswdcéuji ke koupi produktu.

Hlavnim cilem této diplomové prace je analyza akipublic relations a reklamy
véetre jejich pouziti a zhodnoceni v praxi. Pro tuto &mal byla vybranaceska
spol&nost vyralsjici energeticky ndpoj Big Shock!, u které byl peden pizkum
pomoci metod: literarni reSerSe, analyza dokuthemtibubkovy rozhovor s vedenim
firmy a posléze zpracovani analyzy preferenci zdikéz

Na zaklad vysledki z dotaznikového &&ni a vySe uvedenych metod
byly vypracovany navrhy a dopamni na zlepSeni aktivit uvedené sgalesti v oblasti

marketingové komunikace.

Kli ¢ova slova

Marketing, reklama, public relations, komunikacé&aznik, nastroj, media, energeticky
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Summary
Marketing can be a very strong tool used to helpompany build or maintain

its strategic position in a competitive marketpladehe company has to know
its customers, their needs, their wants and theshes. It is for this purpose that
a company finds marketing communication necesg2uplic relations and advertising
are counted among these activities and are coesidey be the most important
marketing tools which persuade customers to buy fineducts.

The main aim of this diploma thesis is to conductamalysis of public relations
and advertising activities through their use andl@ation in practice. For the analysis
was chosen Czech company producing energy drink3Bigck! where the research
was made using following methods: research of ixjditerature, an in-depth interview
with the management, and an analysis of consurpezférences.

On the basis of the results of the above menti@redysis were created proposals
and recommendations for improvement of the compamyarketing communication

tools.

Key words

Marketing, advertisement, public relations, commoation, customer, tools, media,

energy drink
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1. Introduction

Marketing activities form the core activities inngpanies trying to build or maintain
their position in the marketplace. The link betwaetompany and its environment form
the basis for marketing communication activitieieif importance is only growing
because of the increasing development of new tdobies.

Public relations (PR) and advertising are just padas of marketing communication
activities. Advertising can be regarded by theljguboth positively and negatively:
one way or another it influences people’'s opinicarsd attitudes. For example,
when they go to buy shower gel, they are confusetihé dozens of brands in the shop
and so will probably buy the one which seems marsiilfar to them.

Advertising has to generate interest from peopléhénfirst few seconds. Otherwise
their attention drifts and they stop reading it abrange the channel. This depends
on creativity, text, colours, format, and lengthtloé ad itself. Companies are spending
huge amounts of money every year trying to creatse that attract customers
and persuade them to buy their product.

Advertising and PR are closely associated with eabler. Their activities might
have similar goals but use different means to reheim. PR is aimed at creating
and preserving goodwill, while trying to build upcaimprove relations with external
and internal environment of the company.

Consumers have become more exacting thanks tovergyawumber of producers
who are offering similar products at competitivaces. The trends in the market
are constantly changing. If the company wants teeed in a competitive marketplace,
it has to adapt its products and services to th&@haequirements. Marketing activities
are responsible for the feedback from the customedstry to find out customers needs
and preferences.

A company which listens closely to its customers davelop products according
to their needs. This cooperation between compadyitarexisting, as well as potential,
customers increases overall satisfaction, whil@ihglthe company to reach its goals
through effective use of marketing communicatiomito



Even long established, traditional, successful camgs have to use some level
of marketing activity, which keeps them in contaith a rapidly changing marketplace

and helps them to adapt to it.



2. Objectives of the work and methodology

The main aim of this diploma thesis is to analyz &hd advertising activities
of a selected company and evaluate them. Furtherriis paper focuses on the use
and need for energy drinks and their consumptioatalBvas gained through the use
of a voluntary questionnaire, subsequently usedcdoduct research and to make
recommendations based on the results.

Elaboration of this paper is based on the inforamaind knowledge gained from
the books related to the topic: also used were magaarticles and internet websites
related to this issue, plus internal documentsidex/’by Al-Namura Ltd.

This diploma thesis is divided into two parts: tregial and empirical part. The first
part presents general information about PR and rasivg activities. Goals,
and the ways these marketing communication tooks @ased in reaching them,
will be characterised and the differences betwedemt will be emphasized.
The theoretical part of this paper is based onitbeature review. This part is focusing
on the analysis of the issue and related topicagusterature review from books
and technical papers related to this topic. All tegources used to elaborate this part
are listed in the bibliography.

The second part of the paper consists of the eocapipart conducted through
personal research. In this part is firstly chanastel the company Al-Namura Ltd,
its history, its current operation and the produttsffers. Furthermore, the Czech
market of energy drinks will be examined with aibakescription of their competition.
Advertising and PR activities are analysed in th&éNAmura company using
the knowledge from the theoretical part of thisgrapethodology of the practical part
contains analysis of internal company documentsvigea by the Al-Namura
and an in-depth interview with manager of the comyparhese methods are used
to characterise the company and to analyse its RRBR advertising activities.
In the second section of the practical part is usedlysis of customers’ preferences
based on the data obtained from the questionnagearch. This research is focused
on high school and university students and theirefgsences. Hypothesis,
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which will be set in the very beginning of the papevill be either confirmed
or disproved. Results from this research will baleated using consumer preferences
of high school and university students. Recommeoxsit concerning advertising

activities will follow.

The results of the research will be summarised @wdmmendations presented
in the conclusion of this paper.



3. Public relations and advertising as marketing tools

As one can deduce from the title, the focus of thisis requires that the terms
“marketing” and “marketing communication” be clgarldefined, for they

will be thoroughly discussed throughout this paper.

3.1. Marketing and marketing communication

There exist many definitions of marketing in spkze publications. It is beyond
the scope of this paper to analyze which one istthst precise. The most appropriate
for the purposes of this thesis were chosen. At flte shortest but accurate definition
of marketing: Meet the needs with the profitl2]

The first definition is very general and simplewié need to define marketing more
precisely, it is better to use technical definitiofiMarketing is process associated
with promoting for sale goods or services. The siascomponents of marketing
are the Four Ps: product, price, place, and prorantthe selection and development
of the product, determination of price, selectiamdadesign of distribution channels
(place), and all aspects of generating or enhanadegiand for the product, including
advertising (promotion).”[16] This Four P model is called marketing mix.igthesis
deals partly with the fourth “P” promotion as itpdips to both public relations
and advertising. The fourth “P” promotion has itsnocommunication mix described
later in this chapter.

Marketing communication represents for the compampmmunication
with customers when some goal has to be achievdornhs part of marketing activity
which inform customer about product and try to pade him to buy this product. [12]
“Marketing communications (or marcom) are messaged eelated media used
to communicate with a market. Those who practiceedsing, branding, direct
marketing, graphic design, marketing, packagingornpotion, publicity, sponsorship,
public relations, sales, sales promotion and onlmarketing are termed marketing
communicators, marketing communication managers,mare briefly as marcom

managers.[29]
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Marketing communication covers different types ofnenercial communication.
They are divided according to their goals. Firsiugr usually motivates people to buy
product, second creates relations to brand, proglucompany. The difference among
them can be described by one simple example. Ireatjare are two car companies.
Their cars are equivalent as regards price, utildlue etc. (including services etc.).
They might present same or at least very simildormation in their advertising
campaigns. If this situation occurs, customer wilave no preference
and will be indecisive. This is the situation whe&m® can help, it might help to improve
relations to one of the brand, increase reliance @ustomer will make his decision
according to the feelings he has thanks to PR iae8v He will prefer one of these
brands because he trusts it. This example is tyfacgoresent market, because using
same technologies, materials, channels of distabutis common in global
environment. Personal feeling then make customputohase product. [10, 11]

As advertising is part of our everyday life it isry often considered to be the most
important part of the marketing communication dttiv but doesn’'t have
to be necessarily. Marketing communications mix sigts of 6 main types

of communications:

1. “Advertising (advertising in TV and press, produgackaging, broadsheets,
posters, leaflets, catalogues, billboards, audioalsmaterials, symbols, logos,

videocassettes etc.)

2. Sales promotions (competitions, games, lotterysqmts, samples, trade fair,

exhibition, coupons, sales, amusement, loyalty narog etc.)

3. Events and experiences (sports, amusement, festivaits, excursions
in factories, street activities etc.)

4. Public relations and publicity (speeches, seminasnual reports, charity,
publications, lobbying, company’s journal etc.)

5. Direct marketing (sales presentations, sales mgstitrade shows and trade fairs

etc.)
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6. Personal selling (catalogues, telemarketing, e-ghap, teleshopping, fax,
e-mails, voicemail etc.)12]

3.2.Public relations

PR form very important part of marketing activitieBhe primary importance
of marketing is to support and improve sales andketashare. PR supports services
for marketing activities, which develop and promgt®d reputation among consumers,
and support sales activities. PR activities besdfibm customer feedback, especially
important in the internet age, as the speed of concation moves faster

and information as well: both good and bad ones.

3.2.1. Definition of PR

The term “public relations” has been used very desdly last few years. It can be
seen in newspaper, television or is discussed &nbsas activities. Most of the people
have already heard this term but just few of tham define it or explain what does this
branch of activity deal with. There are many deioms of this term that may slightly
differ but still have the same main meaning. A camntaefinition that describes PR
in general: ,Public relations help an organization and its puwtd adapt mutually
to each other."But the technical definition is more broatPublic Relations is a set
of management, supervisory, and technical functitrest foster an organization's
ability to strategically listen to, appreciate, andespond to those persons
whose mutually beneficial relationships with thegammization are necessary if it is
to achieve its missions and valug&0]

There are many goals that can be reached thankslilic relations. The most
important benefit from PR activity is consideredbie generate goodwill and provide
(potential) customers with info about the compaiiyese benefits are the most
important for the company. Especially company paityliis regarded as sign of success
because this helps company to sell the productsneye suppliers, resellers, promote
the sale, satisfy shareholders, help gain protedigainst price competition, and may

help to introduce new product to existing marketareintroduce product whose sale
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ability decreased during the years. The more peampbde/ about company the more they
feel familiar with its products and trust it. Repton of the company is usually
connected with the specific product. PR plays aom@gle in supporting the promotion

of a new product. This is especially important wiesempany comes up with something
innovative that has never been on the market tiw.nin last few years there have
expanded new product mostly electronics such asilenghones or car navigation

systems. In situations like this PR has to providi@rmation campaigns, training

and has to explain people what can these thingsadd how to use them.

All of the above-mentioned aspects have an impbitapact on customers. Customer
confidence in the company is influenced by manydia; and this confidence should
be strengthened. Using an effective PR campaign lald consumer confidence

in short term and build brand loyalty in the loegm.” [15]

3.2.2. Division of the PR activities
Some authors tend to divide PR according to the typ publicity into several

categories.
Table 1- PR division
Corporation
External Marketing
Internal . _ _ . .
Public affairs Financial Media
Employees Public Investors TV Suppliers
Employee S Local community Banker Radio Distributors
family
Labor unions Government Consultants Press Competitors
Shareholders Tra_de_ Stock market Trade press Wholesale
association merchant
Pressure group .
(lobby) Retail dealer
Source: [2]

According to the table above, PR is divided intootwubsets listed here

as corporation and marketing PR. Corporate PR aasied on building reputation
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and image of the company in the eyes of generaliqppuMarketing PR takes
into account mainly profit. Both of these types alose-knit and support each other.

Corporate PR is then subdivided into internal amter@al part. Internal part
includes employees, employee’s family, labour usiand shareholders. External
relations are formed with institutions of publi¢aafs, financiers and media workers.

Another division that is not recorded in the taldedirect and indirect structure.
Direct PR affect target groups straight and indinege intermediaries. Intermediaries
are for example employees or media. Maintain a gamdtion with media is not
so much important by itself. The importance ishe ability of the media to influence
public opinion. Media play here just the role ofteiink between the company
and the target group. Employees can be consideyatirect target group as well but
in different point of view can be interlink betweeampany and other parts of public
such as suppliers, distributors, local people[&ic.

All operations, which management intends to make wahich in any way affect
any group of company’s environment, whether in geohcustomers, employees, share
holders, etc., is necessary to consult with thié ef&?R, because well led PR campaign
can pre-empt errors. However no PR worker can giaeahe prevention of any errors
and it is therefore substantial part of its work he prepared for possible crises
or emergencies. His scope of employment is monitoring of potengabblems,
preparation for unpredictable emergencies by far@ration of factual materials. And
in the event of emergencies he has to be readyrtwide complete truthful
information.” [15]

The main activities of PR are relations with thegs, whose target is to place
in the media message that informs you about thepaom or its product. This also
affects the public and creates the overall imagh®ftompany.

PR can influence the opinion of sceptical peojpeen people who don't like
advertising or direct mail can be interested in siemew trends, innovations etc. which
are published in the newspapers thanks to actofitfPR department. This situation
occurs quite often because people consider infeomah media more reliable, more
interesting and objective. This is due to the fabat advertising is created

by the company itself who pays for it as well. Yioili never see or hear advertisement
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saying something bad about specific company. Intresh to advertisement, news
in media is usually free of charge and is objecheeause you can hear also negative
opinions about company. However this fact has s¢soe negative impacts for example
PR can not control the content of these news inianadd can't influence the matter

of timing. [2]

3.2.3. Target groups of PR

PR plays important role in communication with cuséns. It has power to influence
consumers and their wishes and demand. Their wigteemade not only by advertising
campaign but also by opinions they read in the pawsr, they are influenced by other
people’s ideas. In a competitive marketplace, PR ¢elp attract customers
who are currently dissatisfied with a competingduret. [8, 23]

At this point it is helpful to define this term “esumer”: “Consumer is a word used
quite broadly, but in general refers to the endrusea company’s product or service,
that is, the person who pays for and consumes thaiduct or service.
In a non-for-profit context, a consumer may be entl of a public organization,
benefiting from the services that organization Iheen created and funded to offer.
In a political context a consumer can be a votequaélly, consumer can be defined
as the person on whom organization depends fomihveey, effort, time, or votes which
sustain it.”[3]

Another very important part of PR activities isatgn between the company
and its employees, loosely defined as Employedioak This part of PR covers all
relations that appear in the company. These iategfations are reflected to the public
both ways: directly- for example by the shop-assistant who is unhappput
the company’s benefits policy and so will be lesstivated and her negativity could
influence potential sales activity (she is alsc lewtivated to sell the product and can
be impolite or even rude to customer); indirectly- for example by the company
executive who talks about his troubles with headgus in public. This can influence
credibility of the company in the eye of the cuseésrahould someone happen to listen
carefully to what is being said. That is why muteahfidence has to be deepened.

For these purposes are used many tools for exafgplgoromotion, career goals with
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performance incentives, and continuing educatiopgbrtunities (this can include some
seminars in the field of their job but also langesygdriving school and others), salary,
providing information for employees, distribute ergls about company (company’s
position on the market, market share, profit, afotutre plans etc.). All these activities
form part of the PR and help to make this compagry known and successful in this
very competitive atmosphere in the market. If conigs follow these steps, they will
become attractive for young, educated and prosgegeople who will want to work
for them and they can increase companies’ valueause they are one of the bests
in their field of work. [15, 23]

Next important part of the company's environmentnsists of investors
and shareholdersGaining confidence is a long-term process, whidfeeively uses
carefully prepared annual report, regular meetingish shareholders, the transmission
of information about the organization to editor'sffice” [15] Investors
and shareholders are looking for information thatl Wwelp them make strategic
decisions and they need exact, truthful informatartime.

Suppliers are also very important surrounding af tompany. Good relations
with suppliers significantly affect public attitusléowards organization. Suppliers prefer
strong company who has a future, pays on time sdiaiy etc. 1t is therefore necessary
to establish best practices that will strengthere thiew that the organization
is and in the future also will be better customer a result of its success- thanks
to increasing growth of its size and powel5]

Another group, which is involved in PR activitiés certainly group of competitors.
When company has sufficient respect, it is considleas a great pride and impacts
attitudes of the public. This fact supports the petitiveness of the company
and strengthens its power and position in the nta®empetitive firms will not risk
this threat and will rather cooperate with suchanigation. [15, 23] Among other major
groups can be sorted state administration and fmatrnment. This is a very specific
area that can represent clients as well as inwgstgperates mainly through laws,

regulations and decisions.

16



3.2.4. Public relations tools
When company has good image in public, further mtamg activities such
as advertising will be accepted in more positivey wiehe other way round, if company
has bad reputation in general public, no advertesgntampaign can be successful
For building good relations are used public relaiotools. Among these tools

are counted:
= “Publicity (press release, briefings, conferendeserviews, annual reports)

= Events (presentation of new product, anniversary e$tablishment
of the company etc.)

= Lobbying (representation and presentation of comfsn opinions
in conferences with  lawmakers and politicians, datacquisition

and transmitting of information

= Sponsoring (cultural, political, sport, social adties; is connected

with participation and interest of the companyacdl affairs)

= Company’s advertising (connection of advertisingl @R, it is not focused
in concrete product but in the company as a whethe aim is to improve
goodwill, reputation and image of the compafg]

Publicity is concerning press relations whether #itention that is dedicated
to the company unexpected and unwanted (for examplehe time of crisis)
or cooperation with press in positive way (provglinformation, for example inviting
journalists for presentation of the new product).

Events should improve the relations with the emgésy as well as
with the environment of the company (for examplegde living in the neighbourhood
of the company).Lobbying means that producers, distributors, comeus, (but also
trade unions and civic associations and societigspvide indirect, unofficial
information to political power and to legislativen@ administrative bodiesTrue but
hardly accessible information are given to the pgeowho decide about this topic.
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And producers, distributors and consumers are mgllto be informed about planed
legislative provisions and they can prepare thempanies for these changd8]

Sponsorship can be defined as an investing of mtm#éye activities that can have
usable potential,The provision of financial, material support byc@mpany for some
independent activity not directly linked with thengany’s normal activity but support
from which the sponsoring company seeks to bénef{R6] Firms promote their
interests and brands by connecting them with certajor events or activities (usually
events with high social status, or connected wathdus people). Some authors separate
sponsorship out of the scope of the PR and plaa®an individual part of promotion.

Finally company’s advertising play an importanterefhen company goes through
reorganisation, has bad reputation and image inpiligic, wants to present new
product, encourage its employees etc. [8]

The above mentioned tools use different ways of mamication. These ways
are usually not used separately but they coopesaaed they form complements
in the whole PR activities. Among these ways of gamication are counted press
release, annual reports, newspapers, televisiafiets, interviews, company’s bulletin

etc.

3.2.5. The use of the media in public relations

Mass media is often used for PR purposes. Orgammzaican use it as a way
to inform the public about themselves and theiwvises. If the cooperation between
media and organizations is ensured by service geosiin the field of PR, they have
to observe the following principles. Their work isased on the good name
of the representatives of the media, on the knogdedf the media and on qualified
work with the information. One of the most impottameans of communication
with the public is, of course, communication throbuge media. Mass media includes
newspapers, magazines, TV, internet, radio. Relatwith representatives of the media
are important because they affect the views ofptitdic. People pay attention to them.
One of the target groups with which it is necess$aryuild relationships are journalists.
It is therefore necessary to make maximum effodsdevelop and strengthen

partnerships with the media.
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PR worker plays the role of mediator between thgawizations and the media.
The effectiveness of its work depends to some éxterthe ability to be representative,
impressive; on the ability to talk and negotiatéwather people.

The independence of the media is strongly linkedhtr autonomy. The media
in many cases, decide what, when and how will belighed. View of the editor
and a view of PR worker may be very different. Mo$tthe media takes the issue
of accuracy and fairness into account, and to sax&nt also the objectivity.
Competition is the only way how can the reader,weie or listener choose
from multiple views on the matter.

There are three forms of cooperation with the mediae first is a response
to the request of the media, which requires prepees of information sources.
The second form is the distribution and informatadyout events. Organizations must
therefore constantly keep producing feature repditte third form is company’s own
initiative and encouraging the media to transnfrimation.

A common means of distribution corporate informatidco the media
is the convening of press release, conferencesfirgs, etc. These are used only
if the organization can offer something really intpat or useful. In general, the press
release is used in the case of a very important message or extraordinary event
that just happened in the company. So it can diggerumour and eventually answer
any questions. These releases are usually heleinity centre because of lack of time.
This is the most suitable solution for both sideempany and journalists. Where
it is difficult to move to another location, the etimg room or another room in the
building of the organization can be used. Large mames and international companies
as well usually select for the releases rathertigieas hotels in the city centre.
Company can by this choice influence the journalest well. It can show them how big
importance they attach to journalist and tell thémy can afford it. In the case
of national importance are sometimes held two genfges at the same time in parallel.
Thanks to new technologies can be now used modemh law-cost mode
of interconnection of television systems at severabnferences so-called
videoconference. Place of the conference must sjpored to the number of people

who are expected to come and take part in it. ttukh be primarily large enough

19



for all of these people, but it is also necessaryhink about cloakroom, appropriate
refreshments, etc. Setting up the guest list il&cate problem and great attention
should be paid to this point. Everyone, who distiéls true information
about the organization and is interested in thectopthe conference, should be invited.

In the case of the great importance of the repbrisiappropriate to invite
representatives of all types of media. The invatais distributed thru letter, phone, fax,
etc. If we want to know the approximate number aftigipants, the invitation may
be accompanied by a request for a certificate digyaation. Press conference is held
for the media and so should meet their needs.nécessary to think out about the time
and the arrangement of the conference. Of counséha event of emergencies such
rules are not absolutely observed. Course of thafecence should be organized
and timesaving. Preliminary is better to instructjoarnalist what services they
will be provided and what is the program of the feoence so it can avoid
misunderstanding. [20]

3.2.6. Setting targets in PR

One of the fundamental tasks of PR is to estaldsbd, measurable objectives.
The effectiveness of a PR campaign can be measfimd these since then.
These targets must correspond to the specific ttuaand environment, to groups
to be addressed, to communications, to the requesgdonse and to the time limit.
Clear objectives will help to measure PR campaigffectiveness. If these conditions
are met successfully, it is possible to measureieacly of the objectives
and to determine the extent to which the PR progisasuccessful, and then concise
evaluation can be performed as a means to deteitaiseccess and evaluation.

Determining the correct objectives is a time-consgnprocess that requires careful
attention. In the first place, strategy of the camp should be cleared up and the way
how the firm should be perceived by general pudis to be set. Goals that are set here
should not be too low, because they will be easiijnpleted, and can lose their value.
On the other hand, if the objective is set too higmay be unobtainable. When setting
the specific objective, certain rules have to deveed. For example, company whose

aim is to obtain a better evaluation in the fididrt a specific named company could get
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into conflict with the Commercial Code, specifigaliith part of the unfair competition
section 844-52. To determine the objectives thdistasituation should be carefully
considered. At this stage it is necessary to dstaldriteria that can be compared.
The next step is characteristic of the target gsainat need to be addressed. The only
way to establish measurable objectives is to relsen to specific target groups. PR is
about people, their relationships and views. PRpzagm always addresses the group
indirectly as well. Subsequently is selected thaeshent addressed to target groups
in terms of content, timing, duration and the expdcresponse. Communication
channel that is optimal because of the nature ofnsonications and target groups
is specified. The next step is to define the exgabbehaviour and the resulting reaction.
There is a need to establish measurable respomsexémple change of positions.
Unlike the advertisement these responses are maasurable in the long-term
perspective. In some cases are at first set thpomees of the target groups
that are expected by PR and then message thanksvhtoh these responses
will be achieved. If the above-mentioned phasesampleted, it is appropriate to adapt
gained findings to time requirements. At the en& Wonders what needs to be
measured to determine whether they met the obgctet. Here it is important whether
the PR activities match the resources used. [63 Type of measurement of the target
can be called ,indicator of success”. There exrsbther two ways how to measure
them: indicator of inputs (measures number of ngssainterviews, meetings etc.)
and indicator of outputs (measures the coveragemeflias, for example place
in the press, time in the television and radio dadid to the company etc.). [2]

3.2.7. Crisis Communications
Crisis communications is kind of common communaatibut in exceptional
circumstances “Crisis management, by the definition, is the pamtion
and application of strategies and tactics that gmavent or modify the impact of major
events on the company or organization. At worstisi€r management
can be the life-or-death difference for a prodwet;eer, or company.[3]
PR plays a critical role when company falls intasist Mass media feeds

on bad news, which mean company should preparerisis management as much
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as they possibly can. Set of rules and processed tw be prepared. Good image
can be positive but major attention will be giverthe ability of the company to provide
valuable, credible and convincing information ire tehort time. High-quality plan
should follow the principle that main objective &R is to provide journalists
with truthful, precise information.[2] Robert L.aBour, a former editor of “Public
Relations Reporter” gives simplified instructioneswhto work out the plan for case
of crisis event. The first step is to draw up a list of all evenkatt may occur.
Then develop a plan which will be followed in tlase of crisis step by step. The next
step is the organizational and technical precautidohe final step is eventually possible
division of tasks and the personal responsibilitynidividual workers.[15]

3.3. The relationship of advertising to public relations

The terms “public relations” and “advertising” areery often confused.
Even when they might use same media, use creabvitgfluence same target group,
they have different meaning and influence public different but similar ways.
Both advertising and PR are creating image of trepany.

Advertising is used to sell specific product or vee in a target market.
It is creating image of the product. PR in contfasuses on the company as a whole
trying to develop its reputation and goodwiill.

Advertising is paid to, by the company so it camtoal what will be said, when
and to whom. PR is usually free but there is norgae what will be the content
of the message. But this message can be seen pulthe as more objective.

Advertising has measurable results and is rathert gbrm activity, so the effect
is also only temporary. PR is rather long term pssc where it is hard to say
if it has been successful (some concrete goals twesdt in the beginning as described
in the previous sections).

Main goal of advertising is to inform customers aibproduct or service, compare
this product with competition (indirectly to avoidnfair competition) and finally
persuade customer to buy this product. On the dihed PR goal is to make good
relations, inform people about company and loblytfarhere needed.
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The main difference is very often seen in the whganmunication. Advertising
is considered to be one way communication, whergsage is communicated from
the company to the customer. PR is two way comnatioic where feedback is very

important part of communication. [5, 6]

3.4. Advertising

Advertising is component of marketing promotionatidties that is necessary
to create or maintain to survive in the competitergvironment of the marketplace.
Almost everyone is able to name at least few atbiegt tools. Advertising forms part
of our everyday life. People can see or hear the atihost everywhere:
on the television, the radio, the street, in the,bon the tram, even on the toilet
in restaurants etc. It is hard or even impossiblegd out without being in touch
with advertising in some way. What exactly do we ameby the advertising,
what are the tools and legal regulations in the c@z&epublic will be stated
in the following chapter.

3.4.1. Definition and goals of advertising

Advertising is any paid form of non-personal préagan and promotion of ideas,
goods or services of a specific sponsor. The spensay not be only the businesses
and companies, but also museums, professional roexample social organizations.
It can be defined asThe use of paid-for space or time in publicatioms the Internet,
on television, radio and in the cinema, on posted ather outdoor sites, is seen
as a means of persuading people to take a particotaurse of action or to reach
a point of view.” [28]

The aim of the advertisement is basically to infocostomers about products
or services and to emphasis its positive charatiesi The advertisement should make
them feel that they need this product and will go huy it. The subject
of the advertisement may vary a lot. It can presgmcific product, product line,
service, brand name but can be focused also ontdh& or specific region

of the country.
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Similar to PR activities, advertising has to beu®®d on a specific target group,
for example: households, factories, athletes, siisdewhich might serve target

specifically to Prague for example.

3.4.2. Types of advertising

Advertising serve different purposes. The first eypf advertisement is
called informative; some authors [14] call it antraductory advertisement.
This division is done according to the stage atcWithe product is in its life cycle.
The informative advertisement presents to the publinew product, it describes
its characteristics and innovations. Second typebsacalled persuasive. Its major role
is to persuade the customer that the product isbdst one by comparing to their
competition’s products. When comparing products,isit necessary to be aware
of mentioning the competitors, because in the CARepublic, it can be in contrary
of the Czech law against unfair competition. Théadthtype is called reminding.
This one is used for products that are already know the market. Remindful
advertisement is used for example before the comseason to remind customers
the product. [8, 14]

3.4.3. Making the advertisement
The process of making the advertisement has toviadlequential steps.

» At first, the aims of the advertising campaigrhave to be set. These aims should
be concrete as much as possible. The concrete ainb& for example to increase

sales until the end of the current year by 15%.

* Then thetarget group has to be identified. It is necessary to find the needs

and preferences of the people to which the adeenést is addressed.

* The third step is to determirtbe budget At this stage, the possibility of using
different advertising agencies, are considered.

* One of the most important thingstis draw up the messageThis might include
the most important part that is communicated toctietomer. This part can be done

using very well known formula AIDA (Attention, Intest, Desire, Action).
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Attention- people are usually interested in something newt tis why
the advertisement has to be creative- to attraoplpelnterest- when customer

is already paying attention to the product it mdito interest him. The message
has to be understandable for the target group,léhmisimple and clear. Formula
KISS- Keep It Short and Simple might be helpful.ndAit is necessary to use
appropriate languag®esire- evokes a desire for the product. The advertisétmen
has to touch the customer’'s emotions. D is alsdagxgd as the decision, means
the decision to buy the produdiction- the customer buys the product whether
it is rational or emotional. Influencing the custmio buy the product is the aim

of the advertisement no matter the reasons.

Next step ixchoosing the appropriate mediafor the ad, taking into consideration

the budget, the target group and the messagedorbmunicated.

Timing of the advertisement is quite important adiwin this stage it is necessary
to state whakind of advertisementwill be created. It can be an ad running all year
long, adjusting the intensity of the advertisemeat the season or single
advertisement where it is published just uniqueliveith high intensity for example

an ad informing about special event.

At the endthe evaluation of the effects is done. This is also called thedback
and measures the extent to which the targets setinothe beginning of the

advertising campaign were fulfilled. [8, 14]

3.4.4. Advertising medium
The selection of the medium is a very importantioactwhich has to take

into consideration the target group, the messagetla® budget. This action can be

basically divided into two steps: choose of the mexdcording to the targets we want

to reach; and setting the combination of the medhd implementation into concrete

newspapers, radios, TV channels etc.

The media are sorted to five major groups: the rédse radio, the television,

the outdoor advertisement and the internet.
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The press

The press include newspapers, magazines but aalogaes, internal publications
etc. However, the main categories form newspapetsramgazines.

The main advantage of the newspapers is the nuailibe people they can reach.
The newspapers are usually considered as the bagesburce of information.
The message that needs to be communicated cameeoyding to region, which might
be helpful. The disadvantage can be seen in the delectivity and poor quality
of the reproduction (newspapers are usually blawo#k white printed in low quality
paper). The advertising lasts very short time, Ugyast one day because newspapers
are published daily.

The magazines can reach specific target group.delected according to the group
of reader (PC magazines, car magazines, magazoresvédmen, children, man,
teenagers or for example magazines for professdile@ medicine, civil engineering
etc.) The quality of the reproduction is usuallytgunigh because it is printed in colour
on the high-quality paper. The lifetime of the adigement in the magazine is usually
quite long compared to the newspapers because magame usually read many times
and can be shared by few people. The prestige eofnthgazine plays a major role
in the placement of the advertisement. If the atib@ment is placed in the prestigious
magazines, the product in the advertisement isidered to be prestigious as well.
For example the advertisement on the mascara plaeedto the article about luxury
cosmetics. Among disadvantages are listed long win¢he realization (long time
from the order and the realization of the advemiset), overfill of the magazine

by the advertisements and can’t be targeted acuptdithe region of the country.
Television

Television is considered to be the most effecbu¢ also the most expensive
advertising medium. The main quality of the TV iket audiovisual form
of the advertisement, which is the most intensivermf with great impact
on the emotions of the people. It can influence smpgblic but can be considered
as selective as well (according to the prograns placed in). The main disadvantage
forms the high costs. The prices differ accordingthie channel, the time, the day

26



and the length of the advertisement. That is wiegéhads are usually of 20-30 seconds.
There are hundreds of advertisements in the TVesplp usually don’'t pay attention

to them, even sometimes switch the channels.
Radio

The ad in the radio can reach many target grouash Eadio has its own program
and their listeners have usually something in comntizey form specific target group.
This kind of the advertising campaign is relativiedw cost. On the other hand the radio
is very often used as a background, so people g¢@ytmuch attention to the content
of the ad.

Outdoor advertisement

The billboards, ads on the buses, trams, trains, dbops and many others form
the outdoor advertisement. These types are usatiflgtive because they can be seen
many times and the lifetime of the ad is very lohge outdoor ads can have national
or just regional impact. In this type of the ade tmode of presentation is very
important. It has to be readable, for example tiledards around the roads have to
be readable for the drivers (simple design with Hagers is the best solution).
The disadvantages are long time of realizationlandselectivity (only widely defined
target groups can be reached).

Internet

Internet advertising is one of the newest formsaaé. The cost is not high when
taking into account the fact that thousands oriom#i of people can see it every day.
Today’s technology is so good that for example s@vwshows you the ad that is related
to the topic you entered. The capacity of the setlmost unlimited and the time
of realization is short. There are strong positibes also strong negatives. There are
SO0 many ads on the internet that people get codfas& and might not pay attention
to them. On the top of it, there exist pop up winddhat annoy users of the internet.
Some ads are very well elaborated but can have r@hgo it is very slow to load

it and that slows down the work of the user. [3, 28
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4. Research: a case study of a selected company

4.1.Company profile

Company name: Al-Namura Ltd.

Subject of enterprise: Purchase of goods for resale and sales
Real estate
Trade intermediary
Production of drinks

Accounting

Firm domicile: Lysolajské udoli 107/25
165 00 Praha 6
ICO: 45795436

Offices: Premyslova 131
278 01 Kralupy nad Vltavou

The practical part of this diploma thesis consisfsthe analysis of the PR
and advertising activities in Al Namura Ltd. Funimere, research compares
preferences in energy drinks between high schaalesits and university students.
Recommendations for improving Al-Namura marketingtivety will be made.
For the purposes of this paper a Czech company ithatill trying to establish
its position in the Czech beverage market has beesen. Its market share has steadily
increased to make it the second largest distribiatdnat of Red Bull. Shock’s primary
export market is EU trying to establish Europeamniras well as Czech one.

The Al-Namura Ltd. imports and distributes differ&mds of products: Iced Coffee
Mr. Brown, English Tea Ahmad Tea, Maple syrup fr@anada, Non-alcoholic beer
Bavaria, Chips Pringles, French mustard Borniet.iBumain product is the Big Shock!
energy drink.

Al- Namura has its own distribution chain and isitable in most big chains such

as Makro, Tesco, Globus, Julius Meinl, KauflandlaB&tc.
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Besides the above mentioned chains Al-Namura diges its products to petrol
stations (Shell, OMW, Aral, Esso, Jet, Benzina)et€he Mr. Brown item is one
of the most popular drinks in the petrol stationgsh

Apart from that Al-Namura is also supplying wholess directly like- hotels
and gastro points for example. Ten salesmen ar@omsgle for distribution
in the territory of the Czech Republic. The digitibn is provided primarily
to wholesalers and chains. For export, importingiga provide their own transport
services.

Figure 1- Territory division

Salesmen

Territorial scope of salesmen

Source: [9]
4.2. History of the company

The company was established in 1992 as “Al-Namuradifig” and started
by importing two kinds of “Ahmad Tea” thereby gaigi exclusive representation
in the Czech Republic. In the following year weigeti first employees and its range
of teas was extended. Since then Al-Namura gaioéa distribution rights to Panex
for sales of maple syrup, and started importing Btown Iced Coffee, plus it expanded
the range of teas to nearly one hundred differgregd.

Till the year 2002 the company hired more than 2@pleyees, entered
into the contracts with chains “k markt”, “Pront@later renamed to Julius Meinl),
Tesco, Lekkerland, Pronto plus, Delvita, Spar, Mak€arrefour, Penny, Globus
and Kaufland and Ahold.
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The company transformed to “Al-Namura Ltd” in 1996.1997 the company got
its own warehouse in Kralupy nad Vlitavou, wheréas built new logistic centre five
years later. Since the year 1992, when the compasyestablished, till the year 2003
Al-Namura activities has consisted of importinggwots from abroad.

In the year 2003 the company started to producewts product the Big SHOCK!
energy drink and introduced it on the Czech marRéte company’s headquarters
were moved to new site in Kralupy nad Vitavou asdacus goes from selling to retail
vendors to wholesalers and chains. In 2007, Al-Namwstarted cooperation
with the Dutch company Bavaria and won exclusiy@esentation in sales of Bavaria
non-alcoholic beer.

Finally in the year 2008 the company begins distidn of two more
well-established brands: Pringles Chips and Dijamstard Bornier. In the year 2009
will try to expand to other European countries-rieéabeing the first on the list. [1]

4.3.Company’s products

Mr. Brown ice coffee

The Mr. Brown Ice Coffee drink was introduced bg thaiwan Company ,King Car
Company Co.“ in 1979. The brand has a global paseih can be found on shelves
all over the world. It is sold on trains and busassport stadiums, public swimming
pools, and open-air concerts. It has become vepylpo among drivers thanks to being

sold at petrol stations.

Ahmad Tea

The company Al-Namura Ltd. offers a wide range wmditional English teas,
“Ahmad Ted. It offers a variety of teas for everyone. AhmaehTsupplies different

packaging including the traditional loose tea orenconventional teabags.
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Canadian Maple syrup

Pure maple syrup, made by the Canadian comp&®ANEX, is imported
to the Czech Republic by Al-Namura Ltd. It is soiddifferent packaging and different

sizes to fit everyone’s taste.

Bavaria non-alcoholic drinks

This non-alcoholic beverage contains barley maheat and hops. In contrast
to other non-alcoholic beers Bavaria is truly ntmoholic with zero alcohol content.

“It is mainly distinguished from the usual "non-alwlic" beers
by the manufacturing process. It is completely lattdree, while for other drinks
of this type alcohol is only removed at the endhef process. This makes it possible
for the true zero alcohol content without affectihg classical beer tastdI]

Al-Namura Ltd. also supplies Bavaria drinks witmien, apple and marshmallow
flavours. It contains 100% natural ingredients.

Pringles Chips

Pringles chips differ from other brands by its mfaeturing process. Pringles
are made from potato dough cast in forms. Thank&isomanufacturing process they
have lower fat content than classical potato chifpere are six kinds to choose form:

the "original” type, onion and sour cream, pepfetg cheese, bacon, and hot and spicy.

Bornier Mustard

French mustards, which are distributed by Al-Namara produced with all natural
ingredients. They are supplied in six different kzgng for both households

and restaurants.

Big SHOCK! Enerqgy drink

The main activity of the Al Namura Ltd. is produsti of energy drink Shock!
This energy drink has become quite popular thankisttaste, ingredients, attractive
packaging and price. Big Shock! was the first epemdyink on the Czech

market with packaging bigger than usual 250ml. Tilst variant was a 0.5 litre can,
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l.e., a not very typical size, which provided energr the whole day in times
of increased physical and mental activity. This Hsarbonated beverage contains
the maximum allowed quantity of caffeine (250 mgfkgln addition to caffeine,
it contains taurine and a range of vitamins, sugkigamin C, niacin, panthotenic acid,
vitamin B6, vitamin B2 and folic acid. This drinlebame very popular among a wide
range of consumers, mainly teenagers and sportsmen.

This non-carbonated Shock! is sold in 250 ml asl.w&hother type of Shock!
energy drink is a carbonated one called Shock! Gold sold in one-litre PET bottles
and in the same packing variants as non-carbonBtgdSHOCK!, i.e., 500 ml
and 250 ml cans. The one-litre version was firddyeloped for abroad, but thanks to a
high demand in the Czech Republic, it is sold omestic market as well.

Company has introduced new type of energy drinRG@8 called Big Shock Bitter
which is in pink 250 ml can created to attract rhaiwoman. Bitter taste recalls
Campari and added ginseng, ginkgo, Q10 and vitarsinmaild attract woman target
group as well. [1]

Figure 2- Big Shock cans

Source: [24]

4.4. Analysis of the Czech market with enerqy drinks

Energy drinks are consumed mainly by young pedgilgjents, drivers or athletes.
It is consumed in connection with increased physicanental activity. Athletic people
drink these for more energy, drivers drink them mitegey are tired but the increasing
trend is to drink them at parties and discos mixeith alcohol. When mixed
with alcohol, consumers forget about the sedatiffeces of alcohol, which allows
staying awake and dancing all night. But this carabon of energy drink and alcohol

is not recommended by any of the producer of endripks in the Czech Republic.
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4.4.1. Consumption
Energy drink consumption increases every year, lwiscevident in the following
two figures. The first figure shows the developmehtonsumption of non-alcoholic
beverages in the Czech Republic in litres per adoit last twelve years. For detailed

information see Supplement 1 and 2.

Figure 3- Consumption of non-alcoholic beveragetha Czech Republic in litres per capita,
1995-2007
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The main part of consumption form carbonated beyeaand bottled water.
The trend in consumption has reached a plateauash few years. Czech people
consume 80% more of non-alcoholic drinks than thidyin 1995.

Figure 4- Energy drink consumption in the Czechu®dip in million litres,
2001-2007
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Although demand for non- alcoholic drinks has péalktke consumption of energy

drinks increases. Consumption of non-alcoholic leercreasing as well.

4.4.2. Competition

There are several products competing with Shocldrgn drink in the Czech
marketplace. Companies producing energy drinkiénGzech Republic are both local
and foreign companies. As major competitors in @eech Republic can be counted
Pinelli Ltd., Tecfood Ltd. and Red Bull GmbH, wheeausually producing more than
just energy drinks. Some of the Czech companieggperting their products abroad.
There is strong competition between these compawiles are using marketing
communication tools to attract competitors’ custmsmévost of them are promoting
their products at music festivals or sport eveawuélly connected to extreme sports,
bikes, motorbikes etcwhile running ads on TV, in radio and magazines atiter
media.

Al Namura has been gaining strategic position an éhergy drink market since
its introduction in 2003. It has reached almos7&Imarket share which is considered
a sign of success. In 2004 was its market sharet®86. So its market share has nearly
tripled in five years time. (See supplement 3 anyl Hollowing figure shows
the development of Czech energy drink leading tradeks owners market share in

total (counting chains, petrol station, restaurads).

Figure 5- Energy drinks leading trade mark ownedwgion 2004-2007, total market,
% share (volume)
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In 2007 Shock energy drink was number two to theremfrmly established
Red Bull with market share of 52% in the Czech gypeairink market. The following
figure shows more clearly the distribution of theelgy drink market as a whole among

leading trade marks owners by volume of sold uni2007.

Figure 6- Energy drink leading trade mark owner@72tal market, % share (volume)
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Energy drink Shock! is a bigger seller in big chaupermarkets because the price
is usually lower than in discos, petrol stations. &the following figure is showing
that in the chains has Big Shock! the second mwsitthen reaching almost 30% right
after the leading Red Bull.

Figure 7-Energy drinks leading trade mark ownengjres market, % share (volume)
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Pinelli Ltd.

The Czech company Pinelli Ltd. introduced its fesergy drink in 1995. Since that
time Pinelli has broadened its portfolio and is noffering 5 types of energy drinks.
Every one of them is unique in taste and desigodyred for specific target markets
(drivers, athletes, social activities). Pinelloguces: Semtex 250 ml, Semtex 500 ml,
Semtex Forte, Semtex Light, Erektus, Green TeaSfmint a Truck Power. The music
festival “Semtex culture” has been an excellentnmtonal tool, which exposes

Pinelli’s products to many new consumers.

Tecfood Ltd.

Tecfood presented its energy drink Kamikaze in 200@rrently, there are three
types of energy drinks produced by Tecfood Ltd.mikaze, Kamikaze sugar-free,
Kamikaze strong energy. Kamikaze energy drinkspemeular with people attending
dance parties and music clubs. It sponsores gaahts in extreme sports. Kamikaze
iswell known for its billboard depicting sleepingMinister Schwarzenberg.
Advertisement council conciliation board decidedttthis advertisement violates ethics

code of advertising and billboards had to be chdnge

Red Bull GmbH

The most popular energy drink is Red Bull, a pradwih a global presence.
Red Bull produces two types of energy drinks: Red 8nd Red Bull sugar-free. It has
many different advertisements spread among manyferdift media.
These advertisements are usually connected toats stogan: “Red Bull gives you
wings”. Other promotional activities like Red Bu¥acing are very popular. Among
its target groups belong athletes, musicians, tarisd students. Red Bull supports

many athletes and musicians, for example it organiRed Bull music academy. [13]
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4.5. Analysis of PR activities in the company

The Big Shock is primarily targeted at young peogilece they form the largest
share of demand. (See supplement 5 for pictureg) iock is presented in many
shows, sport activities, music festivals and disé¢teye is a list of the most successful

ones:
* Okor Open Air Festival (Oki)
» Zelenej Zakal Festival (Kralupy nad Vitavou)
« Autosalon 2008 (Sumperk)
» Extreme day 2008 (Zelezna Ruda)
e Adrenalin Cup 2008 (Bxin)
» Autotunning Milovice 2008 (Milovice)
e 4x4 Shock! Cup 2008 (Mohelnice)

Very popular are also shows organized in discoglifferent towns all around
the Czech Republic. They are called Big Shock arfThere are Big Shock hostesses
usually dressed in short yellow dresses or in éowebikini with their skin painted
the colour of a Big Shock. The hostesses are tter@eate fun environment, serve
the guests, organize competitions and operate thek“ Wheel”, where people
who bought the Big Shock, can win prizes like bafletaps, T-shirts, lighters and other
things with the Big Shock logo. These Big Shocktiearare very popular and take
place in many discos in the Czech towns and vilagech as Nymburk, Kostelec
nadCernymi lesy, Brno, Prague, Haskiiv Brod, Choltice, Hru$ovany nad Jevi$ovkou,
HluSice and many other places.

Big Shock sponsors athletes from many differenicgda Their sport activities
usually correspond to the character of the energk dnd therefore these are mostly
young people interested in extreme sports. Big Eheponsors, for example, young
prospective bike riders including extreme actigtia this sport: Biketrial, Downhill,
Freeride, Dirt Jump, Freestyle BMX and MTB FreestyDther activities sponsored
by the Company are mountain climbing, yachtingtel@arding, basketball, canoeing

and other activities.
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Besides the above mentioned activities, PR playsagr role in times of crisis.
Problems may occur in any company and are usuallyradictable. The future
of the company and the size of its losses dependherpreparedness to face these
problems. It is a well known, that negative pulbjidan be extremely damaging as most
media feed off bad news in general. Media influgpeeples’ lives and once something
has been said it is very hard to retract. Al-Namimas suffered from such
unpredictability. Tn September 2008, in light of reports from Chidarndant formula
contaminated with melamine, the U.S. Food and DAwlgninistration (FDA) issued
a Health Information Advisory to protect peoplenfrproducts that contain melamine.”
[19] The FDA advised the public not to consume severadyrcts due to possible
melamine contamination. On this list were listed Birown Instant Coffees 3-in-1 milk
tea products. The producer, King Car Food IndUs€@, used a non-dairy creamer
manufactured by Shandong Duging Inc., China. Thas vound to contain melamine.
This information was reported by Reuters and Czdelvs Agency ¢TK) as well.
Melamine contamination was limited to these proglucontaining instant milk.
These Mr. Brown instant coffees 3-in-1 aren’t ev&sld in the Czech Republic.
Only Mr. Brown Iced Coffee, which contains milk fmro New Zealand, is sold
in the Czech Republic.

Czech media took the information from the U.S. prasd warned Czech citizens
of a potential danger that Mr. Brown coffee coulel dontaminated with melamine.
But the Czech press didn’'t mention that the possittdnger was limited to instant
products. Al-Namura Company, which is the soleritigtor of Mr.Brown Iced Coffee
in the Czech Republic, wasn't allowed to defeneélitsin Czech print media “Aha”,
“Tyden” as well as TV Nova were the first outletspublish this inaccurate, misleading
information. These journalists” mistakes led tadeep decline in sales because people
were afraid of Mr. Brown Iced Coffee. This situatiowas also exploited
by its competitors. Their salesman started visitthgins to spread these falls rumours
to stop selling Mr. Brown Iced Coffee when offerittgeir products as replacements.
Al-Namura Company reacted quickly, recognizing thgortance of the situation.
Al-Namura hired a service of a specialist in thefleRl. He started by contacting media

outlets telling them that Mr. Brown Iced Coffee tains certified milk
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from New Zealand. Many of the newspapers and magazprinted out another article
containing the corrections. But the medium thatuerices most people, television,
refused to alter the story. Even company has rdactamediately; losses were
registered. Due to the fact that the peak seasprncédl coffees has just concluded
in September, these losses weren't huge. But theyerew significant
and when considering the fact, that these trouie® caused by inaccurate reporting
and not by the company, it should be regarded dairuand very expensive.
The services of the PR specialist alone cost Al-Dl@malmost fifty thousand
Czech crowns. When taking into account the decakes plus the additional costs,

this incident probably cost the company hundredt@iisands Czech crowns.

4.6. Analysis of Advertising activities in the company

The energy drink market is quite specific: this durat is not something people
usually go to the shop for solely; they usually liugn impulse. That is why producers
spend most of the marketing communication budgetdwertising in supermarkets,
and supporting and sponsoring activities directlgnreected with energy drink
consumption.

Al-Namura is represented by its logo which can éenson every official document
and its products; it serves as an effective comopation tool that keeps them in touch

with their public.
Figure 8- Al-Namura logo Figure 9- Big Shockgdo

Ao, SHOK

Source: [1]

Big Shock energy drink has its own logo which i thase for all varieties
of this energy drink: Big Shock, Big Shock Gold andig Shock Bitter
on all its packaging.

Company colours are mainly yellow, black and redheSe colours represent

the name trying to evoke “shock” by its energy. sThego is placed on every can
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and bottle of the energy drink Shock as well as tba company cars, tracks,

promotional items and official documents.

Catalogues and leaflets

Catalogue with company’'s products is distributed ergv six months.
These catalogues present all of the products loiged by Al-Namura with its basic
information. They also include gift packs offereg the company. Another catalogue
edited by the company contains its promotional gem

Leaflets with basic information about the produits, packaging and price
are distributed by the supermarkets. These leatets usually designed in bright,
eye-catching colours trying to attract customer$-NAmura builds its marketing
strategy on supermarket chains. It is trying to tpet best position on the shelves.
Al-Namura spends money for a good strategic pos#ioeye level which is considered
to be the best because products can be clearly seénhave potential to attract
customers’ attention. These positions are accorepariy the posters or fridge

in the points of sale.

Magazines

Al-Namura products are not advertised very oftenmagazines. Nevertheless,
Big Shock advertising can be found in some Czeclyanaes. These magazines
are usually published monthly and are sold in eljions of the Czech Republic,
for example: “Level” (PC magazine), “Moderni obchdblusiness magazine), “Maxim”
(popular men’s magazine). These ads are irreguidrthe magazines have different

specializations: sport, computer, business or men.

Outdoor advertising

This kind of advertisement is used commonly by Ramura. It can be seen
all over the Czech Republic. This type of advemtisis usually located near a place
where Big Shock is sold. For example billboardsrngetrol stations or shopping
centres. Big Shock advertising appears on seveesns of public transport.
For example, in Prague advertising is placed ingltee underground or on trams.

One tram in Prague is designed in the Shock col@es Supplement 6 for pictures.
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For the purposes of the advertising activitiestscare also painted with
Big Shock logos. The company owns a Porsche CarmraSkoda Fabia RS
which are travelling around Czech Republic to praarigig Shock.

Another type are posters presenting shows, pafiéssivals and other events
organized or sponsored by the Big Shock. Postersuanally put up near the place
where the event is taking place or in the placesravthe target audience is gathering:

sport centres, discos, schools etc.

Internet WebPages

Al-Namura does not pay for internet advertisingt bas some friendly websites
where people display links to one of Al-Namura’'sbweages. These people usually
are athletes sponsored by the company, businedsepsr friends or just people
who like its products.

Al-Namura has effectively organized its web padielsas created several web pages
for different purposes. The first web page www.alnga.cz presents Al-Namura
company: its history, contact info and a brief adwction to all the products
it distributes and produces. This web page wastedeim Czech, but can be switched
into English as well. Then there exist another éhveeb pages connected to those
products mainly distributed by Al-Namura.

Web page presenting Mr. Brown Iced Coffee www.mwbraz is made by Czech
Multimedia interactive company as a flash presemawith sound that can be switched
off. This web page includes information about pridy company, interesting facts
about coffee, its history and effects on human bextty contact info.

The third web page www.ahmadtea.cz contains besidesinformation about
Ahmed Tea products, basic facts about tea. Likeatiher web pages, there is also
included information about Al-Namura, contact imafed link to other web pages.

The fourth web page is promoting Al-Namura’'s mairoduct: Big Shock.
www.shockenergy.cz is the most extravagant becatiske character of the product
itis presenting. Information about energy drinksponsoring and promotions
can be displayed in three languages: Czech, EngfidiGerman.
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Another web page, www.alnamurab2b.com, was crefdecompany’s business
partners. Information about all its products, itackaging, logistics, catalogues,
promotional items and contact info can be founether

At the end of the subchapter are included figuhesving the structure of marketing
expenditures in 2008 and figure presenting devetpnof marketing expenditures
by quarters in 2007 and 2008.

Figure 10: Marketing expenditures structure, 2008

Expenditures structure - marketing 2008
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Source: [18]

This figure shows the marketing expenditures stmgctor 2008. The biggest part
form advertising materials followed by leaflets inohains and wholesalers,
to which a great attention is dedicated when tagetforming almost 50%
of the marketing budget. Advertising materials umid all promotional items like
T-shirts, caps, fridges, openers, ashes, pansastavell as posters and advertising
proposals for outdoor advertising. Inthe ,outdoarategory are recorded fees
for billboards and trams, advertising in publiaisport, exhibitions, car paintings etc.
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Figure 11- Marketing expenditures development barigus, 2007 and 2008

Marketing expenditures development 2007, 2008
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Source: [17, 18]

This figure presents the development of marketixgeaditures in last two years.
The expenditures are increasing every year and fout 15% of a year turnover,
which has tripled since the Big Shock introductidh.can be seen that there
is a decrease in the third quarter of 2008; thixassed mainly by the fact, that
Al-Namura is planning its marketing activities imvance and therefore preparing
for the summer season, which is the peak seasotheofyear for energy drink
consumption, in advance. There were notably mom@mnptions in summer 2008
compared to the previous years, so the expenseishwiere higher than usual,

were recorded in the second quarter of 2008.

4.7.Analysis of the customers preferences

Shock! energy drink is sold mainly in supermarkatthe Czech Republic, as well
as petrol stations, bars, discos, sporting placesia some schools and universities.
Main target group consists of teenagers and yowwplp who drink Shock! when
sporting, studying, dancing etc. The research muded on these young people
who are studying at high school and university. @ of this research is to find out
what are the reasons of the consumption of theggn#ninks, whether students drink
these drinks when studying and compare these t#fereht groups: high school

students and university students.
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There were stated hypothesis:

1. Hypothesis It There is no relation between type of school amefgy drink
consumption.
Hypothesis kB Students drinking energy drinks at least once antm
are more frequent in GSG compared to FEM.

2. Hypothesis it Sex does not influence energy drink consumption.
Hypothesis & Energy drink consumption depends on sex.

3. Hypothesis it There are no differences between GSG and FEMestsd
in the reasons why they consume energy drinks.
Hypothesis i There are differences in reasons why student$G8G
and FEM consume energy drinks.

4. Hypothesis It Energy drink version preference does not depandex.
Hypothesis i Women prefer sugar-free version of energy drinks.

5. Hypothesis It There are no differences in consumption betweadesits
who find studying hard and those who find it easy.
Hypothesis i Students who find studying hard consume energpkslr

6. Hypothesis kit Students influenced by the price in their chaace buying
their energy drinks in a shop.

7. Hypothesis it Students who buy their energy drinks in a shagp satisfied
with the distribution in the Czech Republic.

8. Hypothesis it Students of the fourth year of GSG consume engnigks
because of study reasons.

9. Hypothesis kit Students of the fifth year of FEM consume enehgyks
because of studying.

10.Hypothesis kit Students preferring 500ml energy drink consunge®iock!

For this research, students were chosen from theultya of Economics
and Management (FEM) in the Czech University ofeLBciences Prague (CULS)
and students of the Gymnazium a Sportovni Gymna#tipotaini (GSG Ripotaini)

in Prague. Questionnaires were given to the stsdehtfirst, second, third, fourth
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and fifth year students in FEM and first, secomadtand fourth year students in GSG
Pripotaini.

The method of incomplete statistical survey wasdusghere a small sample
of the population is analyzed. Sample was choseording to the quota sampling.
This quota sampling is created thanks to the sadebelping sign, which is the same
in population as well as in the sample. The hel@igns were gender and the year
of study. By choosing quota sampling sample reptasi@eness was assured. [4, 7]

At first, the pre-test was made on the sample aftlflents from FEM. This pre-test
revealed that respondents don’t read instructioasefally enough and therefore
checked more than one answer in questions wherg am¢ should be selected.
The questionnaires were altered and instructedestadexplicitly how many answers
can be chosen. This has been proved as succegsatbnd pre-test consisting of other
15 respondents from FEM. These questionnaires did show any other failures
and therefore were included in the total number ppbcessed questionnaires.
See Supplement 7 for questionnaire. The researck pdace in dates 27/02/2009
till 13/03/2009 in different places in the buildingf FEM and GSG #potaini.
There were collected 360 questionnaires in totelugting 160 from GSG ipotaini
and 200 from FEM. Respondents were chosen accotditfte quota sampling in both
schools. The tables with the acquired data arechath in the Supplement 8.

According to the following data, a representatiample was gained.

GSG Pripotoéni

Year of study  population sample

First 26,1% 26,2%
Second 28,5% 28,8%
Third 20,8% 20,6%
Fourth 24,6% 24,4%

Source: [22]
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Figure 12- Year of study (sample and populationfsG8idents
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[22]

Respondents of the GSGiipotaini were divided according to the
of their studies, second years students formedatigest segment. The following table

shows the gender division in the concrete yearsthef study. More than half

of the students in each year of study representemom

Table 2- Gender GSG (by the year of study)

population sample
female |male total female male total
first 57,5% |42,5% |100,0% 57,1% 42,9% | 100%
second [59,0% [41,0% |100,0% 58,7% 41,3% | 100%
third 60,0% |40,0% |100,0% 60,6% 39,4% | 100%
fourth 53,3% |46,7% |100,0% 53,8% 46,2% | 100%
total 57,4% |42,6% |100,0% 57,5% 42,5% | 100%

Source: [22]

FEM CULS

Year of study

First
Second
Third
Fourth
Fifth
Source: [25]

population sample

25,2%
23, 7%
20,6%
15,8%
14,7%

25%
23,5%
20,5%
16%
15%
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Figure 13- Year of study (population and samplelREBULS students

Year of study FEIV1 CULS students

30,00%

25,00% -

20,00%
M sample

15,00% -
kd population

10,00% -

5,00% -

0,00%

first second third fourth fifth

Source: [25]

Respondents in FEM CULS were, as well as respoadenthe GSG, divided
according to the year of study and its gender. €ssing trend in number of students
from first to fifth year of study can be causedthg intensity of study. Some students
are forced to leave university or give up. Butahde caused by the trend of increasing
number of the students which are accepted to thst fiears. More than 60%
of respondents in each year form women. In thetlfioyear it is even higher 76%.

Table 3- Gender FEM (by the year of study)

opulation sample
female |male total female |male total
first 73,9% | 26,1% | 100,0% 74,0%| 26,0% 100%
second 67,6% | 32,4% | 100,0% 68,1%| 31,9% 100%
third 60,0% | 40,0%| 100,0% 61,0%| 39,0% 100%
fourth 76,4% | 23,6% | 100,0% 78,1%| 21,9% 100%
fifth 66,1% | 33,9% | 100,0% 66,7% | 33,3% 100%
total 68,8% | 31,2%| 100,0% 69,5%| 30,5%| 100,0%

Source: [25]

At the very beginning of the questionnaire, thees\a short introduction with basic
information about the questions and instructionshow to fill in the questionnaire.
The first part of the questionnaire contained goastabout energy drink consumption
followed by the questions about choosing energgkdriand respondents preferences.

The second part was dedicated to the respondartifidation.
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Question 1

First question was same for all respondents. Thes was set to filter respondents
who consume energy drinks on average at least @menth and students who don't.
These students were instructed to skip followingesgions and continue
with identifying questions.

Figure 14- Consumption of energy drinks

Do you consume energy drinks at least once a month on average?

60%
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Source: own processing based on data acquireddu@stionnaire research

More than 50% of respondents answered yes to the duestion: 56% of GSG
respondents and 51% of FEM CULS respondents. Tisen® relation between type

of school and consumption of energy drinks.

Question 2

The second question was slightly different for GS@dents because they
are continuously preparing for their studies. FEMLS students have more intensive
study during exam period. That is why FEM studevese asked an additional question:
first about consumption of energy drinks during estar and the second about
their energy drink consumption during exam period.

In the following figures were recorded just studethiat drink energy drinks at least

once a month in average.
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Figure 15- Reasons for energy drink consumptio®Bys and FEM students
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Source: own processing based on data acquiredduastionnaire research

From this figure is evident that reasons for constion of energy drinks differ
between GSG and CULS students. GSG students (bloery consume energy drink
mostly at parties, discos, bars etc. More than 87%SG students drink energy drinks
at parties, disco, bars etc. FEM CULS studentdrostly for the reason of tiredness,
this answer marked almost 70% of FEM students. Biggest difference is remarkable
from car driving reasons but this is probably caubg the fact, that more than half
of the GSG students are not old enough to driverdlare differences between GSG
students and FEM students in reasons why consuerg\edrinks. Following questions
were dedicated to the concrete reasons where fnegu®f the consumption

was recorded.

Question 2.1
The figure 16 shows that almost 22% of FEM studentssume energy drink once
a month because of fatigue. The majority of GS@Eetts consume energy drinks once

every two weeks (more than 15%) or once a weekufahi2?) of GSG students.
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Figure 16- Frequency of energy drink consumptioralee of tiredness

Frequency of energy drink consumption because of tiredness
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Source: own processing based on data acquireddu@stionnaire research

There are no significant differences in the GSG B answers. Around one third

of students don’t consume energy drinks becausieedhess at all.

Question 2.2
Figure 17-Frequency of energy drink consumptiorabee of increased physical activity
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Source: own processing based on data acquireddumstionnaire research

More than 23% of GSG students consume energy dtimke a week for reasons
of increased physical activity. Consumption in ége frequencies is between 7%
and 10% for GSG as well as for FEM students. Alnt@% of FEM students don't

consume energy drinks for this reason at all.
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Question 2.3

Figure 18- Frequency of energy drink consumptiorabse of study, GSG
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Source: own processing based on data acquireddu@stionnaire research

Almost 60% of GSG students don’'t consume energgkdbecause of studying.

About 15% marked that they drink it less than oagaonth and more than 12% drink

itonce a month. Only one student drinks energylkdriwice per week because

of studying.

Figure 19- Frequency of energy drink consumptiorabse of study, FEM
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Source: own processing based on data acquiredduastionnaire research

This figure

semester and

19 compares consumption of energy driby FEM students during

in exam period. Almost 25% of studeotssume 2 energy drinks

per week and 13% one per week during exam peridmogt 15% of FEM students

consume energy drink less than once a month dsengester and more than 71% don’t

consume energy drinks during semester at all.
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Question 2.4

Figure 20- Frequency of energy drink consumptiorabse of car driving
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Source: own processing based on data acquiredduastionnaire research

Consumption of energy drinks because of drivingaa is not popular in any
of the schools. Almost 80% of GSG students dontscmne energy drink because
of this reason. FEM students consume energy dnmkse often for driving reason

but the differences are minor.

Question 2.5
Figure 21- Frequency of energy drink consumptiodisto, bar etc. GSG, FEM
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Source: own processing based on data acquiredduastionnaire research

Students of GSG consume energy drinks more oftem BEM students. The biggest
difference is notable only in consumption of oncementh category. More than 40%

of FEM students don’t consume energy drinks fos thason at all.
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Question 3
Figure 22- Places where students buy their enetighd(GSG, FEM)
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This figure obviously shows similarities in the @ta where students of GSG
and FEM buy their energy drinks. More than 62% &Gsstudents and 66% of FEM
students answered that they buy their energy dimlshops (including supermarkets).
The second most frequent place is in discos, bads rastaurants with 19% GSG
students and 23% FEM students marking this answhis is probably caused
by the fact that energy drinks are much cheapeah@se shops than at disco, petrol

station or school canteen.

Question 4
Figure 23- Factors influencing decision making pssxGSG, FEM

W hich factor is the most important in making your decision?
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Source: own processing based on data acquireddumstionnaire research
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Students are mostly influenced by the brand inrtlclibices of energy drinks.
Brand influences 50% of FEM students and 43% of GBlents. The price plays
an important role for both kinds of students aslwg2% of FEM students and 35%
GSG students are influenced by the price in theoiae of energy drink. There is also
another interesting conclusion: more than 50% ef shudents, who marked “other”
as a factor of their choice, are influenced byttste of energy drink.

Question 5
Figure 24- Satisfaction with energy drink distribatin the CZ (GSG, FEM)

Are you satisfied with energy drink distribution
inthe Czech Republic?
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Source: own processing based on data acquiredduastionnaire research

More than half of the students are “rather satSfigith the situation on the Czech
energy drink market, 55% of FEM students, 50% ofGG&udents. When joining
the first two categories (“satisfied” and “rathextisfied”) together, than we get 87%
of FEM students and 78% of GSG students are satisfihe situation in the Czech
energy drink market is improving each year. Exgpomoducers are usually developing
new products with new tastes, different packaginglternative versions of energy

drinks.
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Question 6
Figure 25- Energy drink brand preference GSG, FEM

Which brand of energy drinkdo you prefer?
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The first place belongs to “Red Bull” which is timearket leader in the Czech
Republic (almost 57% of FEM students and 52% of GBlents prefer this brand).
“Shock!” is consumed by 23% of FEM students and 2¥%SG students. The third
and fourth places belong to “Semtex” and “Kamikaee®ergy drinks. Answers from

the question number 6 correspond to the markesidiviamong market leaders.

Question 7
Figure 26- Energy drink version preference GSG, FEM
Whatwversion of energy drink do you prefer?
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A majority of the students prefer normal versioreatrgy drinks, containing sugar
(almost 59% of FEM students and 51% of GSG stujledisst 15% of FEM students
and 11% of GSG students prefer sugar-free eneligksdrThe rest of them don’t mind

or don’'t know.
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Question 8
Figure 27- Size of energy drink preference GSG, FEM

What size of energydrink do you prefer?
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This figure shows that most the preferred size&5@na, followed by 500ml. Just 5%
of respondents prefer other packaging for examfiteel The smallest size 250ml
is preferred by a majority of both types of studefalmost 60% of GSG students
and 71% of FEM students). This could be causedhbyfact that most of the brands
are sold only in 250ml packaging. “Red Bull” whighthe most popular brand among

respondents is sold only in this size.

Questions 9- 13

Following questions were dedicated to the respatisdeentification including sex,
age, year of study, work and study intensity. Donsby sex and year of study

was mentioned in the beginning of this chapter.

Figure 28- Type of job, GSG and FEM students

Work
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40,00%%
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Source: own processing based on data acquireddu@stionnaire research
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Almost 57% of GSG students don't work at all and¥a34vork sporadically.
Most of the FEM students (55%) work sporadicallg atout 20% have part time job.
Only 18% of FEM students don’t work at alll.

Figure 29- Study intensity GSG and FEM students

Study intensity
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edasy ralher average rather wvery hard
easy hard

Source: own processing based on data acquireddu@stionnaire research

More than 56% of GSG and 38% of FEM find study msity average. About 41%
of GSG and 28% of FEM find studying rather hard.lyOone student from GSG

and no one from FEM marked “easy”.
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5. Analysis of the effectiveness of Public relationsna Advertising in
the chosen company

5.1. Conclusion of analysis of the customer preferences

The questionnaire research was made to find outhehestudents of high school
and university consume energy drinks, what motateeir consumption patterns
and whether there are some differences betweeergtidf GSG Fpotaini and FEM
CULS. There were stated hypotheses relevant tocamsumption of energy drinks.
For the detailed data see supplement 8 and 9.

The data gathered from this questionnaire will balwated here. For the analysis,
these computer programs were used: Microsoft EXQelSTAT, STATISTICA 8CZ.
The hypotheses stated in the beginning will be icoad or disproved.

1. Hypothesis It There is no relation between type of school andrgy drink
consumption.
Hypothesis i Students drinking energy drinks at least onceaatim are more

frequent in GSG compared to FEM.

Figure 30- Energy drink consumption GSG, FEM sttslen
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Source: own processing based on data acquireddu@stionnaire research
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This figure shows whether the students do or do curtsume energy drinks.
Almost 56% of GSG Rpotaini and 51% of FEM CULS students are consuming gnerg
drinks at least once a month. There is just elitfifference between GSG and FEM
students. According to the test of independence ¢s@plement 9) there is no relation

between type of school and energy drink consumpfidre hypothesis fHhas been
confirmed.

2. Hypothesis It Sex doesn’t influence energy drink consumption.

Hypothesis i Energy drinks consumption depends on sex.

Table 4- Contingency table: energy drink consunmpxigender

yes no
female 47,19%| 52,81% | 100,00%
male 63,57%| 36,43% | 100,00%

Source: own processing based on data acquiredduastionnaire research

The table is showing that 47% of women consumeggnérinks and 63% of men
consume energy drinks. Test of independence (seel&uent 9) has showed that there
is a relation between sex and energy drink consiemptContingency coefficient
is 0,155 which mean that intensity of dependendevd®n gender and energy drink
consumption is low. HypothesispHhas been disproved. It has been proved that there

is relation between gender and energy drink consomgbut strength of this relation

is low.

3. Hypothesis it There are no differences between GSG and FEMestsd
in reasons why they consume energy drinks.
Hypothesis ki There are differences in reasons why studenG®®% and FEM

consume energy drinks.

Students were asked to mark all the reasons for émergy drink consumption.
For the CULS students, the answer “studying” walt spto two sub questions:
“studying- during semester” and “studying- prepgrifor exam”. All the students
that marked the first possibility “studying — dugisemester” marked the second choice
“studying- preparing for exams” as well.
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Figure 31- Reasons for energy drink consumption €/ students
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Source: own processing based on data acquireddu@stionnaire research

The thirds column shows the percentage of studbatsconsume energy drinks due
to studying: 41% of GSG students and 56% of FEM SWdtudents. By the results from
test of independence (see Supplement 9), the wplbthesis HO should be rejected
and the alternative hypothesis Ha accepted. Thagitn between these two variables
is rather low. Contingency coefficient is just O71Which signify that differences
in answer of GSG students and FEM CULS studentssiayal. This test has proved
relation between type of school and energy drinksoonption reasons but the strength
of the relation is rather low. Hypothesis HO numtieee has been disproved.

4. Hypothesis HO: There are no differences between emoand men in their
energy drink version preferences.

Hypothesis Ha: Women prefer sugar-free energy grink

Figure 32- Version of energy drinks preference

Energy drink version preference by gender
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Source: own processing based on data acquireddu@stionnaire research
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Sugar-free energy drinks are mainly consumed by &vonit is evident from
the picture that sugar free version is consumedroxppately two times more
by woman than by men. But most of the respondegfepf'normal” version of energy
drink. Even women prefer (by more than 50%) “nofmanergy drinks.
Test of independence (see Supplement 9) has shwatrthtere is no relation between
sex and energy drink version preference. (see soppit). Hypothesis number four
has been confirmed.

5.  Hypothesis HO: There are no differences in consionpif energy drink
by students who find studying easy and hard.
Hypothesis Ha: Consumption of energy drinks istegldo the study intensity.

It is assumed that students, who find studying haahsume energy drinks.
This evaluation was made using questions numberaodel3 in GSG questionnaire
(14 in questionnaire for FEM). For the purposes thése contingency tables
were summarized results from “easy” and “rather yeawgether and formed
one category “easy’. The category “hard” was maespectively (by summarizing
results from “hard” and “rather hard”).

Table 5- Study intensity and energy drink consuarpGSG, FEM students

GSG FEM
yes no yes no
easy 45,45% | 54,55%| 100,00%| 52,38%| 47,62%| 100,00%
average 54,10%| 45,90%| 100,00% | 49,12%| 50,88% | 100,00%
hard 57,95%| 42,05%| 100,00%| 53,85%| 46,15%| 100,00%

Source: own processing based on data acquiredduastionnaire research

Test of independence (attached in the Supplememto®ked that there is no relation
between study intensity and energy drink consumptidherefore the null hypothesis

number five has been proved.
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6. Hypothesis: Students influenced by the price inirthlehoice are buying
their energy drinks in a shop.

All respondents were asked to choose maximum afctbfs which influence them
the most in their choice of energy drinks. It waswaned that the main factor which
influences students’ choices is price because ef dtudents’ economic situation.
Energy drinks are usually cheapest in supermarkets therefore it is supposed
that they are buying them there. Categories witallsfrequencies were joined together.

Table 6- Sign test: place of buying energy driné &actor influencing decision

Where do you usually buy your energy drink?
ShOp disco other
Which factor is the most | Price + 0 0
important in making | Prand 0 0 0
your decision? other _ 0 0

Source: own processing based on data acquiredduastionnaire research

Hypothesis number six has been confirmed.

7. Hypothesis: Students who buy their energy drinkssiops are satisfied
with the distribution on the Czech market.

In shops or supermarkets is usually supply the stidé is supposed that students
who buy their energy drinks there are satisfiedhwdistribution on Czech market.
For the purposes of this analysis were summarizatd drom columns “satisfied”
and “rather satisfied” and from “dissatisfied” dmdther dissatisfied”.

Table 7- Sign test: place of buying energy drinkd asatisfaction with distribution
in the Czech market

Are you satisfied with distribution in the Czech Republic?
satisfied dissatisfied don’t know
shop ++ 0 --
Where do you | school 0 0 0
usually buy | gisco 0 0 0
your energy [petrol
drink? station 0 0 0
other - 0 +

Source: own processing based on data acquiredduastionnaire research

Hypothesis number seven has been confirmed.

62




8. Hypothesis: Students of the fourth year of GSGdaneking energy drink

because of studying.

It was supposed that students in their last yeatualy are consuming energy drinks

because of study reasons.

Table 8- Sign test: reasons of energy drink consiom@and year of study GSG

Reasons of energy drink consumption

tiredness sport studying | car driving | disco other
year 1l 0 0 0 - 0 +
Year of study year 2 0 0 0 0 0 0
year 3 0 0 0 0 0 0
year 4 0 0 0 0 0 0

Source: own processing based on data acquireddu@stionnaire research
Hypothesis number eight has not been confirmed.
9. Hypothesis: Students of the fifth year of FEM asasuming energy drinks
because of studying.

Table 9- Sign test: energy drink consumption arat yé study FEM

Reasons of energy drink consumption
tiredness| sport studying | car driving disco other
year 1 0 0 0 0 0 0
year 2 0 0 0 0 0 0
Y:ti:j‘;f year3 0 0 0 0 0 0
year 4 0 0 0 0 0 0
year 5 0 0 0 0 0 0

Source: own processing based on data acquiredduastionnaire research

Hypothesis number nine has not been confirmed.
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10. Hypothesis: Students preferring 500ml energy daoksume Big Shock!

Table 10- Sign test: brand preference and size@fgy drink

Which brand do you prefer?
Red Bull Kamikaze Shock Semtex other
What size |250ml +++ 0 - 0 0
do you 500ml --- 0 +++ 0 0
prefer? | gther 0 0 0 0 +

Source: own processing based on data acquireddu@stionnaire research

Respondents preferring 500ml energy drink consunge $3ock! energy drink.
Hypothesis number ten has been confirmed.

5.2. Evaluation of the effectiveness of PR and advertisg activities and
recommendations

Al-Namura was established in 1992. It started witiporting and distributing
Ahmed Tea to the Czech Republic and developedctigiites and widened the range
of imported products and in the year 2002 starteddyrction of its own brand
Big Shock energy drink. Al Namura Company has bezxomell established
on the Czech market since its introduction. The sizthe company has increased since
then. Targets of the company have changed as con@andeveloped. In the first years
of its existence, placement of Big Shock energgldriin retail chains were main goals.
In the the oldsale

Presently the company is focusing on restaurarass, liscos etc. These goals were

following years, it focused mainly on market.
not fulfilled immediately because these aims weamegl term. The company is still
working on all of the goals mentioned above.

Thanks to its marketing strategy, Big Shock hasobexthe second most popular
energy drink sold in the Czech Republic. A sigrsaécess is Big Shock’s market share
(28%) right after Red Bull 44%, relative to chairtore sales. Red Bull
which is the leader in energy drinks has beenlyirstld more than 20 years ago. Big
Shock has gained almost one third of the market less than 7 years.

This is undoubtedly an excellent result.
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The data was collected from high school and unityestudents to find out if they
consume energy drinks, what are the reasons far caesumption, and which factors
play role in their decisions concerning energy kkinThis part's aim is to find out
how the company meets students preferences and make®mmendations
to its marketing activities.

Big Shock uses advertising and PR activities swsfatg. From the first years
of the Big Shock existence are made ads in thesshégry important factor is placing
of the cans in the frontal shelves in the eye leVak promotions type 1+1 (buy one
and get one for free), or offering gifts for thetaen amount of bought cans are very
popular in the shops and petrol stations as weadkflets are distributed to inform
customers about special prices or offers. The &dugg informing customers about
prices or promotions are usually placed next to #ihelves with the product.
These strategies have been proved as successfiihebynarket share Big Shock
has gained in the supermarket chains and by refuim questionnaire research.
It has been found that supermarkets are the pladerev more than 70%
of all respondents buy their energy drinks. It basn proved that respondents buying
their energy drinks in supermarkets are satisfieth the distribution in the Czech
Republic. Students are also very much influencethbyprice of energy drinks in their
choices, this gives Big Shock great advantage lsecdus the cheapest one from the
market leaders: 0,25 can costs about 22CZK aricc@rbabout 28CZK, Red Bull 0,25l
costs 36CZK (all the prices are guide prices).

Outdoor advertising promotes Big Shock on billbsattdams, in the subway trains
and other places. These advertisements are platg@dei and outside of public
transports, used by young people who form the ntaiget group. The ads placed
on public transport are considered to be very Udadégause they are seen by many
people in different places. For example subwayreteyic place for ad because Prague
subways transport more than 1,3 million people yway. [21]Billboards are placed
usually near the petrol stations or other placesretBig Shock is sold. Sports cars
with Big Shock logos, owned by the company, attraoting people and develop
the brand as wellThese cars could be placed in the school neighbourbds

to attract students as well
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Big Shock parties at the discos and bars have begmpular in the last few years.
These are made to present Big Shock to young pedpbedon’t know this brand yet
orto remind it to those who already know it, tiyimo support brand recognition.
Al-Namura is trying to increase awareness of itg Bhock brand. These so-called
Big Shock parties, which are supported by outdodvedising at the event site,
are usually enjoying big popularity. These shows ¢e considered as the most
important ones in building brand when taking intoc@aunt the fact that results
from questionnaire research are showing brandeasthst important factor influencing
young people’s choices of energy drinks. Othervdws trying to establish brand
image are sponsoring activities. Big Shock is ttingeyoung people in music festivals
and sport events. Company sponsors sportsmen, lyustmaing prospective people
with interest in extreme sports. Sponsoring adéigitare connected to extreme sports
trying to show that Big Shock energy drink gives gtonsumers enough energy
to manage different types of difficult activitieBig Shock benefits from the visibility
of its brand by the supported sportsmen. Even thgsmtsmen are not usually
competing internationally or on the competitionsodutcasted by television, they
are watched by many viewers. These parties and etlents are supported by posters
in the place of event. Evidence of increasing deinfmm Big Shock on the parties
in bars and clubs can be found in the “SHOCKujaezitost Club” which has renamed
after Big Shock and has a special conditions contvath Al-Namura Company.
Big Shock parties could take place in students clubs well. These are placed near
the school and visited mainly by the students, éamample club “C” at CULS.
Another opportunity for Big Shock is to participate in students’ events like Miss
Agro at CULS or sporting days in GSG for example.

Al-Namura, knowing the increasing power of the ingt, pays a lot of attention
toits web pages. These are attractively desigramhtaining new technologies.
These web pages are very well constructed and icomih important information
for the consumers. For the main products are atesgparate web pages with detailed
information about products. There are as well @gd pictures from the shows
that have already taken place and sponsored teathsportsmen. Friendly websites

are very good example how to make internet adwvegtisheaply. People who like
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Big Shock or are sponsored by it are showing Bigcghlogo with a link on their
websites.The only recommendation to improve them is more frguent updates.
Very much contributing would be the list of the shavs, parties, festival and other
events that are going to take place in the followgntwo or three months.

Big Shock is consumed by more than 40% of GSG stsdand almost 60%
of FEM students for study reasons; therefore iuhde available in the school shops
and canteens as well. In the FEM CULS it is soitailast autumn but in the GSG
shack bar is not available. It should be availathlere and advertising focused
on students could be done to support selling endroks there. Advertisinghould
be addressed to students. They could be placed inet snack bar, near the schools
or for example in the means of public transportatio that students use to get
to school. These ads can be placed for example in bus nuftieand 147 to address
CULS students and trams 6, 7 or 24 to address G&fergs because these are means
of public transport that most of the students ds®ther possibility is to place them
in bus and tram stops near the schools. At CULSdcbe ads placed in the dormitory
to attract students living there.

More than 70% of GSG students and 50% of FEM CUK&lents marked
as a reason for consumption sport activitieserefore recommendation is to place
ads focused on young sportsmen in the sport centregar the schoolFor example
at CULS it could be placed inside sport centre bebngs to university, what considers
GSG students, ads could be placed in “Eden spartre€e which is located near
the school and is visited by the students as a gfatheir gym classes. Promotions
that are made in supermarkets can be applied isd@ol shops as well.

Very important is the fact that Al-Namura can de#&h problems even when they
are published in mass media. Quick response ofdhgany on the articles and news
in TV has undoubtedly saved its money. Al-Namura kaccessfully disproved false
information published in the press with a help xteenal PR specialist.

Al-Namura started to record its marketing expenddguin detail in 2007.
Despite great effort of the marketing departmernt,is still a bit confusing.

It is recommended to divide these expenditures moreearly and deeply, according

to the activity; for example sort them by sponsoring, outdoor d#@sreg, Big Shock
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parties etc. For example, company has recordedexgkenditures for advertising
materials together no matter the purpose for wthely were created.

To summarize the recommendations made to Al-Nantistayf them is included:

* Place cars promoting Big Shock (for example Porsahd Fabia RS)
near the schools

» Organize Big Shock parties in the students club

» Take part in students events both social and sport

» Update web sites and include list of future events

» Target ads on students and place them in schodld@mitories

* Place the advertisements in sport centres

» Clearly divide and record marketing activities aisdexpenditures

Recommendations were presented to Al-Namura marexgeand some of them
are already planned to be implemented (internetatgs] marketing reports).
Company is considering placement of ads in the ipublnsports used mainly
by students and to create an ad targeted spefallige students.

All of the above mentioned marketing activities céme found successful
when taking into account increasing demand for &igck products and increasing size
of the company (its turnover has tripled since ititeoduction of Big Shock energy
drink). The budget for marketing activities is ieasing every year. Company is trying
to come with new products as much as possible. y@at was presented Big Shock
Bitter, energy drink for (wo)man as its advertissay.

This year is company planning to distribute sommghilittle bit different
from its existing offers. This year will be placexh the market energy novelty:
Big Shock energy bar. This soy bar with chocolateng contains caffeine and
is recommended to people with increased physidaligc
Figure 33- Big Shock energy bar [24]
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6. Conclusions

In today’s highly competitive marketplace, companae fighting for customers.
Every company trying to break into a competitiverkea wants to establish its brand
name and increase its market share. Once these lypad been achieved then company
focus switches to maintaining market position, Whicequires along-term view
of the future. Constantly monitoring consumers’ ferences and analyzing market
trends are two effective methods which help infoamcompany on how to adapt
its activities. A competitive market influenced bye media demand that companies
react quickly and flexibly in developing market as&gy. Through effective use
of marketing tools, their aim is to inform consumend to persuade them that their
product is better than the others. They are tryimdpalance the needs of current
customers while attempting to attract new ones.kstarg communication is critical
in this point. Whether it is promoting a speciabguct or the company on the whole,
a company cannot underestimate the need for conuamion with its public.
This diploma thesis deals with two important toofsthe marketing mix: advertising
and public relations.

The main aim of this paper was to analyze and ew@luypublic relations
and advertising strategy in Al-Namura Company. lr@mnore, the aim was to find out
whether students consume energy drinks and whavates them to choose one energy
drink over another, and make recommendations fa¥#@hura based on these results.

Al-Namura is a Czech company producing Big Shockrgy drink. It entered
the energy drink market in 2002 and has been ssitdas securing second position
to a well-established brand with more resources Belll Marketing activities were
a part of its strategy from the beginning. Longnestrategies were developed side
by side with detailed short term goals. The effetcthis planning and its successful
implementation has led to the market share the eosnpas today.

To perform the research adequately, relevant titeeacomprising books, magazines
and related websites were reviewed, to explore thig®retical attitudes of various
authors on this subject. Own contribution, based tve deep interview

with management of the Al-Namura and questionnagsearch, included analysis
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and evaluation of the PR and advertising activitiés the Al-Namura.
Finally suggestions and recommendations, regardBigg Shock advertising taking
into account results from questionnaire researa@rgewnade for Al Namura. It has been
found that most of the students consume energyksriat least once a month.
Different reasons for their consumption and freaies were explored and students’
preferences were analysed. Based on these reselts made recommendations
for Al-Namura including proposals of advertisingrgeted on students as well
as improvement in other fields of company’'s adegtsuch as clear and precise
recording of expenditures related to various mankgetactivities. The results
of this research and the recommendations madehlageebeen presented to Al-Namura
management. Targets of the diploma thesis may émée to be fulfilled.

Hopefully the research provided here will illustrdahe importance of an effective
marketing strategy. It can be concluded that pubktations and advertising
form the essential activities in promoting whole mgany or specific product
and are regarded as necessity for the companieshveie competing on the current

market.
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Supplement 1.
Table 1- Structure of beverages consumption in th€zech Republic in millions
CzK

2001 2002 2003 2004 2005 2006 2007
beverages TOTAL 2471 2735 2831 2800 2796 2793 2755
fizzy beverages 1174 1290 1337 1301 1289 1319 1299
bottled water 780 861 888 888 912 894 886
sirup 249 266 259 252 224 213 212
juices 73 76 72 78 84 83 74
nectars 38 39 48 50 56 65 58
fruit drinks 92 124 163 156 126 103 95
instant drinks 43 52 22 22 21 20 20
ice tea 16 21 33 43 72 81 91
siort drinks 2 1 2 1 1 2 2
ice coffee 1 1 2 2 2 3 3
TOTAL 4943 5471 5662 5600 5592 5587 5512
Supplement 2.

Table 2- Consumption of non-alcoholic beverages the Czech Republic in litres
per capita

200
year 1995 | 1996 | 1997 | 1998 | 1999 | 2000 | 2001 2| 2003 | 2004 | 2005 | 2006 | 2007
consumption
(litres per capita) | 150 | 167 | 180| 189| 217| 234| 242| 268| 277| 274| 274| 274| 271
year difference 15 13 9 28 17 8 26 9 -3 0 0 -3
Supplement 3.

Table 3- Energy drinks leading trade mark owners eglution 2004-2007,
total market, % share (volume)

2004 2005 2006 2007
Red Bull trading | 38,70% | 40,40%| 44,70%| 52,40%
Pinelli 38,70% | 31,50%| 27,50%| 16,10%
Tecfood 8,90%| 10,10% 5,00% 4,70%
others 7,70% 6,80% 6,40% 9,90%




Supplement 4.

Table 4- Energy drinks leading trade mark owners eglution 2004-2007, chains
market, % share (volume)

Rauch (Red Bull) 44,00%
Al Namura (Shock!) 28,00%
Pinelli (Semtex, Erectus) 11,90%
Gellwe 3,20%
Party power 3,40%
Tecfood (Kamikaze) 2,30%
Coca-cola (powerade) 1,80%
Pepsico (Gatorade) 0,50%
Own brands (privat) 4,90%

Supplement 5. Photos of PR activities







Supplement 6. Advertising- photos




Supplement 7. Questionnaire
Questionnaire

Energy drink and students

Dear FEM CULS students,

Please fill in this questionnaire. The data beiollected from this survey will be used
solely for the purposes of the diploma thesis.

Anonymity is assured. Completion is relatively slenpy answering with “x”. Most
responses require only one answer unless othensisel.

Thank You for your cooperation.

Student of the fifth year FEM CULS.

1. Do you consume energy drinks at least once a montim average?
[ ]yes [ ]no If NO, jump ahead to question number 9.

2. Reasons for consuming energy drinks. Please indi@frequency. (choose
one or more answers)
2per 1per 1per 1 per Less that
week anc week fortnight month 1 per

more month

[ ] tiredness [] [] [] [] []
[] increased physical activity [ ] ] ] L] []
(sport etc.)

[] studying for school ] [] [] [] []
[] studying for exams [] [] [] [] []
[] driving a car [] [] [] [] []
[] party, disco, etc. ] ] [] [] []
[] otherreasons: ............... ] ] [] [] []

3. Where do you usually buy your energy drinks? (choasone answer)
[ ] shop
[ ] school
[] disco, bar, restaurant etc.
[ ] petrol station

4. Which factor is the most important in making your decision? (choose one or
two answers)

[ ] price

[ ] promotion



[ ] brand

[ ] design
[ ] advertisement
[ ] other, State..........c.ooviveiieiiiiiiin,

5. Are you satisfied with distribution in the Czech Reublic? (choose just one
answer)
Satisfied Rather satisfiedRather dissatisfieddissatisfied Don’t know
[] [] [] [] []
6. Which brand do you prefer? (choose just one answer)
[ ] Red Bull
[ ] Kamikaz
[ ] Shock!
[] Semtex
[ ] Erektus
[ ] other
7. What version do you prefer? (choose just one answer
[ ] sugar-free[_] ,normal* [_] don’t know, don’t mind
8. What size do you prefer? (choose just one answer)
[ ] 250ml

[] 500ml
[] othersize:i.....couuvuieiiiiiiiiinn,

9. Sex
[] woman [ ]man
10.Age
[ 120 year and less [_|21-25 years [ 126 years and
more
11. Education status
[ ] daily [ ] distant [ ] other [ ] don't study
12.Year of study
[] [] [] [] [] []
first second third fourth fifth further
13.Work
[ ] full time [ ] part time [ ]temporary [ _]other [_]don’twork
job
14.Intensity of study (or work if you don’t study)?
easy [] [] [] [] [] Very hard

1 2 3 4 5

Thank you very much for your cooperation



Supplement 8. Tables for questionnaire analysis

Table 4- Frequency of energy drink consumption beeaf tiredness
FEM
GSG GSG CULS FEM CULS
Students | Students students |students

2 per week 3 3,37% 8 7,84%
1 per week 11 12,36% 11 10,78%
1 per 2weeks 14 15,73% 12 11,76%
1 per month 13 14,61% 22 21,57%
less than 1per
month P 14 15,73% 18 17,65%
never 34 38,20% 31 30,39%

89 100,00% 102 100,00%
Table 5- Frequency of energy drink consumption beeaf physical activity

GSG students FEM CULS students
2 per week 21 23,60% 6 5,88%
1 per week 9 10,11% 10 9,80%
1 per 2weeks 9 10,11% 10 9,80%
1 per month 13 14,61% 7 6,86%
1 monthly or less 10 11,24% 19 18,63%
never 27 30,34% 50 49,02%
100,00% 100,00%

Table 6- Frequency of energy drink consumption beeaf studying

FEM GSG
semesterexam period semesterexam period

2 per week 1 25 0,98% 2451% |1 1,12%
1 per week 1 14 0,98% 13,73% | 3 3,37%
1 per 2weeks 9 6 8,82% 5,88% |8 8,99%
1 per month 3 3 2,94% 2,94% (11| 12,36%
les than

1monthly 15 100 19471  9.80% Y 1573%
never 73 44 71,57% 43,14% |52| 58,43%

100,00% 100,00% 100,00%




Table 7- Frequency of energy drink consumption bseaf car driving

GSG FEM CULS | GSG FEM CULS
students |students students students
2 per week 0 1 0,00% 0,98%
1 per week 2 6 2,25% 5,88%
1 per 2weeks 1 7 1,12% 6,86%
1 per month 1 13 1,12% 12,75%
less than 1monthly 15 19 16,85% 18,63%
never 70 56 78,65% 54,90%
100,00% 100,00%
Table 8- Frequency of energy drink consumptionistaj bar etc.
GSG FEM CULS|GSG FEM CULS
students |students students students
2 per week 3 0 3,37% 0,00%
1 per week 7 11 7,87% 10,78%
1 per 2weeks 14 13 15,73% 12,75%
1 per month 20 15 22.47% 14,71%
less than 1monthly 15 18 16,85% 17,65%
never 30 45 33,71% 44,12%
100,00% 100,00%
Table 9- Where do you usually buy your energy d?ink
GSG FEM GSG students | FEM CULS students
shop 56 68 62,92% 66,67%
school 5 3 5,62% 2,94%
disco 17 24 19,10% 23,53%
petrol station 3 6 3,37% 5,88%
other 8 1 8,99% 0,98%
100,00% 100,00%
Table 10- Which factor is the most important wheakimg your decision?
GSG students FEM students
price 44 35,20% 51 32,28%
promotion 5 4,00% 8 5,06%
brand 54 43,20% 79 50,00%
design 4 3,20% 3 1,90%
advertising 3 2,40% 2 1,27%
other 15 12,00% 15 9,49%
100,00% 100,00%




Table 11-Are you satisfied with the distributiontie Czech market?

GSG students FEM CULS students
satisfied 25 28,09% 33 32,35%
rather satisfied 45 50,56% 56 54,90%
rather dissatisfied 9 10,11% 3 2,94%
dissatisfied 1 1,12% 1 0,98%
dont know 9 10,11% 9 8,82%
100,00% 100,00%
Table 12- Which brand do you prefer?
FEM CULS
GSG FEM GSG student| students
Red Bull 46 58 51,69% 56,86%
Kamikaze 4 4 4,49% 3,92%
Shock! 21 24 23,60% 23,53%
Semtex 5 8 5,62% 7,84%
Erektus 0 0 0,00% 0,00%
other 13 8 14,61% 7,84%
100,00% 100,00%
Table 13- What version do you prefer?
FEM CULS
GSG FEM GSG students| students
sugarfree 10 16 11,24% 15,69%
normal 45 60 50,56% 58,82%
dont mind 34 26 38,20% 25,49%
100,00% 100,00%
Table 14- What size do you prefer?
FEM CULS
GSG FEM | GSG studentg students
250ml 53 73 59,55% 71,57%
500ml 32 24 35,96% 23,53%
other 4 5 4,49% 4,90%
100,00% 100,00%




Table 15- Relation between gender and energy @enkumption by school

GSG female | male FEM female male total
yes GSG 47 42 89 yes 62 40 102
51,00%| 61,76% 44,60%)| 65,57%

52,81%| 47,19% | 100,00% 60,78%| 39,22% | 100,00%

29.38%| 26,259 55,63% 31,00%| 20,009 51,00%
no 45 26 71 no 77 21 98

48,91%| 38,24% 55,40%| 34,43%

63,38% | 36,62% | 100,00% 78,57%]| 21,43% | 100,00%

28,13%| 16,259 44,38% 38,50%| 10,509 49,00%
el 92 68 160 all 139 61 200
groups groups

57,50% | 42,50% | 100,009 69,50%]| 30,50% | 100,00%
total  |100,009% 100,00% total |100,00% 100,00%

Table 16- Contingency table: Consumption of en@hgyk x sex

female male
yes 109 82 191
57,07% 42,93% 100,00%
47,19% 63,57%
no 122 47 169
72,19% 27,81% 100,00%
52,81% 36,43%
231 129 360
100,00% 100,00%
Table 17- Contingency table: Type of school x comgtiion
yes no
GSG 89 71 160
55,63% 44,38% 100,00%
46,60% 42,01%
FEM 102 98 200
51,00% 49,00% 100,00%
53,40% 57,99%
191 169 360
100,00% 100,00%




Table 18- Contingency table: reason of consumptitype of school

FEM FEM
GSG CULS GSG CULS
tiredness 55 71 |tiredness 61,80% 69,61%
sport 62 52 |sport 69,66% 50,98%
studying 37 44 | studying 41,57% 56,86%
driving a car 19 48 |drivingacar | 21,35% 47,06%
party 69 57 | party 77,53% 55,88%
other 10 12 |other 11,24% 11,769
89 102
Table 19- Contingency table: Factor influencingisiea x place of shopping
shop disco other total
price 71 15 9 95
74,74% 15,79% 9,47% 100,00%
37,97% 25,42% 24,32%
brand 88 28 17 133
66,17% 21,05% 12,78% 100,00%
47,06% 47,46% 45,95%
other 28 16 11 55
50,91% 29,09% 20,00% 100,00%
14,97% 27,12% 29,73%
187 59 37 283
total 100,00% 100,00% 100,00%
Table 20- Study intensity x energy drink consumptio
GSG FEM
yes no yes no
easy 5 6 11 11 10 21
| |4545% |54,55% |100,00% |52,38% |47.62% |100,00%
5,62% 8,45% 10,78% |10,20%
average | 33 28 61 56 58 114
| [5410% [4590% |100,00% 49.12% |50,88% |100,00%
37,08% | 39,44% 54,90% |59,18%
hard 51 37 88 35 30 65
| [57.95% |42,05% |100,00% |5385% |46,15% |100,00%
57,30% 52,11% 34,31% | 30,61%
total 89 71 160 102 98 200
100,00% | 100,00% 100,00% | 100,00%




Table 21- Contingency table: Satisfaction x platcshmpping

satisfied | dissatisfied dont know
shop 110 8 6 124
88,71% 6,45% 4,84% 100,00%
69,18% 57,14% 33,33%
school 7 0 1 8
87,50% 0,00% 12,50% 100,00%
4,40% 0,00% 5,56%
disco 30 5 6 41
73,17% 12,20% 14,63% 100,00%
18,87% 35,71% 33,33%
petrol station 7 0 2 9
77,78% 0,00% 22,22% 100,00%
4,40% 0,00% 11,11%
other 5 1 3 9
55,56% 11,11% 33,33% 100,00%
3,14% 7,14% 16,67%
159 14 18 191
100,00% 100,00% 100,00%

Table 22- Contingency table: Year of study x readon consumption GSG

tiredness | sport studyingar driving | disco other
year 1 16 23 9 2 18 6 74
21,62% | 31,08%| 12,16%| 2,70% | 24,32%| 8,11% |100,00%
29,09% | 37,10% | 24,32%| 10,53% | 30,51% | 60,00%
year 2 18 16 14 8 20 2 78
23,08% | 20,51%| 17,95%| 10,26% | 25,64%| 2,56% |100,00%
32,73% | 25,81%| 37,84%| 42,11% | 33,90% | 20,00%
year 3 9 12 5 2 11 1 40
22,50% | 30,00%| 12,50%| 5,00% | 27,50%| 2,50% |100,00%
16,36% | 19,35%| 13,51%| 10,53% | 18,64%| 10,00%
year 4 12 11 9 7 10 1 50
24,00% | 22,00%| 18,00%| 14,00% | 20,00%| 2,00% |100,00%
21,82% | 17,74%)| 24,32%| 36,84% | 16,95%| 10,00%
55 62 37 19 59 10 242
100,00%100,00% 100,00% 100,00% | 100,00% 100,00%




Table 23- Contingency table: Year of study x readon consumption FEM

car
tiredness | sport studyingdriving | disco other
year 1 2( 18 20 11 14 3 86
23,26% 20,93% 23,26% 12,79% 16,28% 3,49% 100,00%
28,17%| 34,62% 34,48% 23,91% 24,56% 25,00%
year 2 19 12 12 13 15 4 75
25,33% 16,00% 16,00% 17,33% 20,00% 5,33%] 100,00%
26,76% 23,08% 20,69% 28,26% 26,32% 33,33%
year 3 10 8 9 9 15 2 53
18,87% 15,09% 16,98% 16,98% 28,30% 3,77%) 100,00%
14,08% 15,38% 15,52% 19,57% 26,32% 16,67%
year 4 G 6 6 5 4 2 29
20,69% 20,69% 20,69% 17,24% 13,79% 6,90% 100,009
8,45%| 11,54% 10,34% 10,87% 7,02% 16,67%
year 5 16 8 11 8 9 1 53
30,19% 15,09% 20,75% 15,09% 16,98% 1,89% 100,00%
22,54% 15,38% 18,97% 17,39% 15,79% 8,33%
71 52 58 46 57 12 296
100,00% 100,00% 100,00% 100,00% 100,00% 100,00%
Table 24- Contingency table: size of energy dririkand
Red |Kamikaze Shock Semtex other total
Bull
250ml 87 4 14 10 10 125
69,60%  3,20% 11,20% 8,00% 8,00%| 100,00%
83,65% 50,00% 31,82% 76,92% 47,62%
500ml 13 4 28 3 8 56
23,21%  7,14% 50,00% 5,36% 14,29% 100,00%
12,50% 50,00% 63,64% 23,08% 38,10%
other 4 0 2 0 3 9
44,44%  0,00% 22,22% 0,00% 33,33% 100,00%
3,85% 0,00% 4,55% 0,00% 14,29%
104 8 44 13 21 190
total 100,00% 100,00% 100,00% 100,00% 100,00%




Table 25- Contingency table: energy drink visiosex

female male

sugarfree 17 9 26
65,38% 34,62% 100,00%

15,60% 10,98%
normal 54 51 105
51,43% 48,57% 100,00%

49,54% 62,20%
dont mind 38 22 60
63,33% 36,67% 100,00%

34,86% 26,83%
109 82 191

100,00% 100,00%

Supplement 9. Test of independence

1. Hypothesis
Test of independence between the rows and the osl@hi-square):

Chi-square (Observed

value) 0,763
Chi-square (Critical

value) 3,841
DF 1
p-value 0,382
alpha 0,05

Test interpretation:
HO: The rows and the columns of the table are iaddpnt.
Ha: There is a link between the rows and the cobioirthe table.
As the computed p-value is greater than the sipmite level alpha=0,05, one
should accept the null hypothesis HO.



2. Hypothesis
Test of independence between the rows and the osl@hi-square):

Chi-square (Observed value) 8,917

Chi-square (Critical value) 3,841
DF 1
p-value 0,003
alpha 0,05

Test interpretation:

HO: The rows and the columns of the table are iaddpnt.

Ha: There is a link between the rows and the cobioirthe table.

As the computed p-value is lower than the signiftealevel alpha=0,05, one should

reject the null hypothesis HO, and accept the radiiere hypothesis Ha.

3. Hypothesis
Test of independence between the rows and the osl@hi-square):

Chi-square (Observed

value) 17,705
Chi-square (Critical

value) 11,070
DF 5
p-value 0,003
alpha 0,05

Test interpretation:

HO: The rows and the columns of the table are iaddpnt.

Ha: There is a link between the rows and the cobiofrthe table.

As the computed p-value is lower than the signiftealevel alpha=0,05, one should
reject the null hypothesis HO, and accept the radtére hypothesis Ha. Contingency
coefficient is just 0,177.



4. Hypothesis
Test of independence between the rows and the osl@hi-square):

Chi-square (Observed

value) 3,058
Chi-square (Critical

value) 5,991
DF 2
p-value 0,217
alpha 0,05

Test interpretation:

HO: The rows and the columns of the table are iaddpnt.

Ha: There is a link between the rows and the cobioirthe table.

As the computed p-value is greater than the sicamfie level alpha=0,05, one should

accept the null hypothesis HO.

5. Hypothesis
Test of independence between the rows and the osl@hi-square):
GSG students FEM students
Chi-square (Observed Chi-square (Observed
value) 0,712 value) 0,387
Chi-square (Critical value) 5,991 Chi-square (Critical
DF 2 value) 5,991
p-value 0,700  DF 2
alpha 0,05 p-value 0,824

alpha 0,05

Test interpretation:

HO: The rows and the columns of the table are iaddpnt.

Ha: There is a link between the rows and the cobluofrihe table.

As the computed p-value is greater than the sicamite level alpha=0,05, one should

accept the null hypothesis HO.



