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Abstract

Product placement can be defined as utilisation of a real product or a service directly in audiovisual works, under clear,
contractually-agreed terms. The methodology for measuring the effectiveness of funds invested in product placement in
audiovisual works has not been developed yet. The authors of this paper propose a possible solution for measuring the
effectiveness of product placement, which they applied in the Vinari (Winemakers) TV series.

The authors proceeded from the price. A sponsor of a TV commercial would have to pay to reach the target group to the
same extent as when using product placement. The CPP (Cost per Point) approach was used, i.e. the cost of reaching 1%
of the target group. Reaching the target group was surveyed by means of a primary investigation of the perception of the
sponsor’s company as a financial backer of cultural activities by using questionnaires. The authors based their calculations
of effectiveness regarding the sponsoring of a television series using elements of brand and product placement on a model
calculation of the current advertising prices for a thirty-second advertising spot in relation to the CPP. The average recall of
the product placement in the sponsored series represented 16% of the target group. It was calculated that if broadcasting
TV spots, the price would be CZK 6.7 million, which is more than six times the amount of the value of the sponsorship. The
survey shows that there are positive benefits related to the support of the Vinari (Winemakers) TV series. A significant fact
is also that respondents were still able to recall this sponsorship even after several days and not only when this information
actually reached them. No pricelist or media can guarantee that a communicated message will be recalled, so sponsorship
in TV series is concluded to be highly effective for reasonable price and with prolonged effect which surpass advertising
expectations.
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Kosak B.

KaHanaaTt eKOHOMIYHUX Hayk,

YHiBepcuteT Tomawa bati B 3niHi,

3niH, Yecbka Pecnybnika

BapiHka K.

iHXXeHep, ronosa Big4iny MapKeTuHry,

AT «Yecbka 36porioBka»,

Yecbka Pecnybnika

OuiHKa e(heKTUBHOCTi PO3MiLLleHHA NPOAYKTY

AHoTauif

PoswmiweHHA npoaykTy, abo «NpoAakT-NMAeNCMeHT», MOXHa BU3HAYUTU AK BUKOPWUCTAHHA peasibHOro npoaykTy uu
nocnyrn 6es3nocepefHbO B aydioBidyanbHUX NpoAyKTax Yy BiAMNOBIAHOCTI 3 YiTKO BM3HA4YeHUMW yMOBamMu [OOroBOpY.
MeToamnka OUiHKM e(eKTMBHOCTI KOWTIB, WO BKNaAalTbCA B PO3MILEHHA TOBapy B aymdioBi3yasibHUX MNpoAyKTax,
poTenep 3anuvaeTbCA He po3pobfieHo. ABTOPWM AaHOi CTaTTi MPONOHYIOTb MOX/MBE BUPIWEHHA Npobnemu OuiHKK
e(PeKTUBHOCTI PO3MilleHHA ToBapy Ha npuknagi cepiany «Vinari» («<BuHopobu»). BusHa4yanbHOO y LUbOMY BiAHOLWEHHI, HA
OYMKY aBTopiB, € UiHa. CnoHCopy TeneBi3iHOro NPOeKTY AOBOAUTLCA NNATUTK, WOO AOCATTU TaKUX CaMUX NOKa3HUKIB
OXONJIEHHA LiNbOBOI rpynu, AK i NpY BUKOPUCTAHHI TEXHOMOTIT «NpoAaKT-nnencmMeHT». ABTopamu ctaTTi 6yno BUKOPUCTAHO
nigxia, AKUA BU3HA4Yae BapTICTb 3@ OAMH NYHKT penTtuHry (Cost per Point), To6T0 BapTicTb oxonneHHA 1% uinboBoi
rpynu. MoXnuBiCTb LOCArHEHHA LbOro nokasHuka 6yna Bu3HavyeHa 3a 40NOMOrol NpoBeAeHOro aHKETHOro A0CNIAXEHHA
NepBMHHOIO CNPUNHATTA KOMMaHii AK hiHAHCOBOro CNOHCOpa KynbTYPHUX 3axoaiB. B 0CHOBY po3paxyHKiB e(peKTUBHOCTI
CMOHCOPYBaHHA Tenecepiany 3 BUKOPUCTAHHAM eNleMeHTIB 6peHay 1 pO3MilLleHHA ToBapiB aBTOPW CTATTi MOKNanM MoAesNb
po3paxyHKY MOTOYHUX LiH HA peKnamMy 3a ponuK TPUBanicTIo Y TPMAUATbL CEKYHA 3 ypaxyBaHHAM BApTOCTi 32 OANH NYHKT
penTuHry. bByno Bu3Ha4yeHo, WO CepenHii NOKa3HUK nNpuraayBaHHA NPOAAKT-NNENCMeHTY B cepiani cknae 16% UinboBoi
rpynu. Takox 6yno nigpaxoBaHo, WO BapTiCTb PO3MILEHHA TENeBi3iNHNX peKnamMHUX PoNnKiB cknagatume 6,7 mMinbnoHiB
YeCbKMX KPOH, WO binblie HiX y WiCTb pasiB nepeBullyBaTMMe BapTiCTb CNOHCOPCTBA. [JOCNiaXKeHHA NoKasye, Lo iCHye
peanbHa BUroaa, NoB’A3aHa 3i CMOHCOPCLKOIO MiATPUMKOI cepiany «Vinari» («BuHopobu»). OKpiM LbOro, Ba>knMBum
haKToM € Te, WO PEeCNOHAEHTM CNPOMOrNNCA Ha3BaTK CNOHCOpPa HaBiTb Yepes KiflbKa OHiB NicnA nepernAagy nporpamu,
TOAI AK XOAEH Npanc-nncT Yn Media He MOXe rapaHTyBaTu TOro, Wo ocoba, AKa oTpumana Ta CnpuiHAMa NOBIAOMIEHHSA,
3MOXe MOoro npuragatu.

Knio4yoBi cnoBa: po3milleHHA NPOAYKTY; nepeBarn AnA peknamoAaBuiB; MeTOAMKA OUIHKM edeKTMBHOCTI; BapTiCTb
peknamu.
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Kosak B.

KaHauaaT 9KOHOMUYECKUX Hayk, YHuBepcuTeT Tomawa batu B 3nuHe, 3nuH, Yewuckaa Pecnybnunka

BapuHka K.

WHXeHep, rMaea otaena mapkeTuHra, AO «Yewckaa 36porioBa»

OueHka 3pcheKTUBHOCTU pa3meLLeHUA NpoayKTa

AHHOTauuA

PasmelleHne npoaykta, wnu «NpoAaKT-MIENCMEHT», MOXHO ONpPeaenuTb Kak WCMonb30BaHWE peanbHOro Tosapa Mim ycnyru
HenocpeacTBEHHO B ayAMOBU3yarnbHbIX NPON3BEAEHNAX B COOTBETCTBUM C YETKO OnpeaeneHHbIM1 yernoBmAMn gorosopa. Metoauka
OLIEHKN 3(hheKTUBHOCTY CPEACTB, BKNaAblBaEMbIX B pa3MeLLEHNE TOBapa B ayAMoBU3yarbHbIX MPOM3BEAEHMAX, 4O CUX NMOP OCTaeTcA
He paspaboTaHHOW. ABTOpPbl JaHHOW CTaTbu NpeanaraloT BO3MOXHOE peLleHne npobnembl OLeHKN 3hheKTUBHOCTY pasmeLLeHnA
TOBapa Ha npumepe cepuana «Vinari» («BuHogenbi»). OnpegenAtowein B 3TOM OTHOLEHUM, MO MHEHWIO aBTOPOB, ABNAETCA LieHa.
CnoHcopy TeNeBU3MOHHOMO NPOeKTa NPMXOAMTCA MNaTuTb, YTOObLI AOCTUYL TaKMX Xe nokasaresnen oxesara LeneBou rpynnbl, Kak
W NpY UCNOMb30BaHUWN TEXHOMOTNN «MPOAAKT-MNENCMEHT». ABTOpaMn cTatbi Obli MCNOMbL30BaH NOAXo4d, KOTOpbIN onpedensaet
CTOMMOCTb 0AHOTO NyHKTa penTuHra (Cost per Point), To ecTb cTouMOCTb 0xBaTa 1% UeneBon rpynnbl. BO3MOXHOCTb AOCTUXEHUA
3TOro nokasatena 6bina onpegeneHa ¢ NOMOLLLIO NPOBEAEHHOTO aHKETHOrO UCCNIeA0BaHNA NePBMYHOIO BOCIPUATUA KOMMaHUA
KaK (pMHAHCOBOIO CroHCOpa KySbTYPHbIX MEpPOonpuATHA. B ocHOBY pacyeToB 3(h(hEKTUBHOCTM CMOHCUPOBaHWA Tenecepuana ¢
1CNONb30BaHNEM 3N1EMEHTOB BpeHaa 1 pa3meLLieHnA TOBApOB aBTOPbI CTaTbV NOMOXMIIM MOAENb pacHeTa TEKYLLUMX LIeH Ha peknamy
3a PONVK NPOJOIMKUTENbHOCTHIO B TPUALATb CEKYHA C y4eTOM CTOMMOCTW OOHOrO MyHKTa pevTuHra. bbino onpegeneHo, 4to
CpenHuii nokasaresib BCMOMUHAHUA pa3MeLLEHMA NpoayKTa B cepuane coctasun 16% uenesow rpynnbl. Takxe 6bino NoacHnTaHo,
YTO CTOMMOCTb pasMeLLEeHNA TENEBU3NOHHbIX PEKNaMHbIX POMMKOB COCTaBUT 6,7 MITH YELLCKMX KPOH, YTO Bornee YeM B LWECTb pa3
npeBbILaeT CTOMMOCTb CMOHCOPCTBA. ViccnenoBaHme nokasbiBaeT, HTO CyLeCTBYEeT pearnbHas BbIroAa, CBA3aHHAA CO CIOHCOPCKOWM
nogaepxkon cepuana «Vinari» («BuHogenbl»). Kpome TOro, BaXkHbIM hakTOM ABMAETCA TO, YTO PECMOHAEHTHI CMOMN Ha3BaTb
CNOHcopa Jaxe 4epe3 HEeCKONbKOo AHEeW nocre nMpocMoTpa NporpaMmbl, TORAA Kak HU OAWMH MPanc-MCT UM Megma He MOXeT
rapaHTUpPOBaTb TOrO, YTO JIMLO, NOSyYMBLUEE U BOCTIPUHABLLEE COOBLLEHMNE, CMOXET €r0 BCMIOMHUTb.

KnioyeBble cnosa: pasmelleHvWe MPoAyKTa; npeuMyllecTsa ANA peknamogarener; metoauMka OueHKU 3heKTUBHOCTY;

CTOUMOCTb peKnambl.

Introduction

The effectiveness of funds that are invested in product or
brand placement in audiovisual work is difficult to assess. Cur-
rently, the process of identification of a specific measurement
instrument is still in the research stage and various authors
have tried to capture as accurately as possible the impact that
this marketing tool has on the economic results of companies.
The authors of this paper suggest a possible solution in regard
to the measurement of product placement effectiveness, which
they applied to the Vinari (Winemakers) television series. As
the sponsor, Ceska Zbrojovka Uhersky Brod (CZUB) has finan-
cially supported this series and made an arrangement with the
Faculty of Management and Economics of Tomas Bata Univer-
sity in Zlin (FAME TBU) to provide an expert opinion on meeting
the objective regarding of the company’s support of this series.

One of the authors has experience in assessing economic
benefits concerning the Barum Rally 2002. This assessment is
based on the English methodology whereby the price of a tele-
vised broadcast corresponds to the cost of commercials. Ho-
wever, according to the author of this study (a University teacher
of Marketing Communication), the value of editorial coverage is
greater, because during commercial breaks, part of the audience
leaves the TV or switches to another channel (Kozak, 2003) [1].

When measuring the benefits of product and brand place-
ment, the authors focused on the amount a TV commercial
advertiser would have to pay to reach the target group to the
same extent as when using product placement. They used
the CPP (Cost per Point) indicator, which is the price for rea-
ching 1% of the target group. The success of reaching the tar-
get group was evaluated by primarily investigating the percep-
tion of the advertiser’'s company as a financial backer of cultu-
ral activities by using questionnaires. The first round of the sur-
vey commenced immediately after the series began at the end
of September, 2014, the second round took place at the end of
the series in December, 2014. The authors based their calcula-
tions regarding the effectiveness of sponsoring a television se-
ries using elements of brand and product placement on a mo-
del calculation based on the current price for a thirty-second
commercial in relation to the CPP (Cost Per Point).

It is very difficult to separate product placement from other
forms of integrated marketing communication of the company.
CZUB did not carry out any other special marketing activities
during the period in question.

Brief Literature Review

In general, approaches suggested by different authors are
usually restricted to the definition of product and brand placement.
For example, Al-Kadi (2013) analyses product placement in diffe-

rent countries and factors related to how it is perceived in individual
countries [2]. Authors Schweidel, Foutz and Tanner (2014) deal
with product placement in TV shows [3]. They have come to the
conclusion that product placement has a positive effect when more
products of the same brand appear in one show. In cases when
there is also a product of a rival brand in the same show, a ma-
jor decline in the recall of both brands occurs. To achieve a greater
degree of recall of product placement, Tessitore, Geuens and Tan-
ner (2014) recommend adding a verbal statement to the brand or
symbol used, conveying a message to the product or its properties
[4]. However, it is necessary, to follow the prescribed legislation ap-
plicable in each country. As mentioned by Charry (2014), product
placement need not be used solely for commercial purposes [5].
She presents the results of a study focused on a children’s pro-
gramme, whereby after the placement of fruits and vegetables, in-
take of those foods did increase in the study group of child viewers.

Regarding the planning of product and brand placement,
product recommendation or merchandising and an analysis of
customer buying behaviour may be used. Experts are interes-
ted in the relationship between these data in practical situations
(Phaichayon, Nittaya, Kittisak, 2012) [6]. According to some other
authors (Eterovic, Donko, 2012), product placement can be cha-
racterised as a field that defies simple prediction [7]. On the con-
trary, it is necessary to base product placement on multiple ob-
servable psychological rules which allow the ascertainment of
necessary data. This assertion is in direct contrast to another
manner of categorisation of product placement, according to
which advertising is subject to trends, price elasticity, volume or
even mutual cannibalisation between the method of promotion
and the similarity of products. The economic value to the custo-
mer and price competition are directly related to the retail price.
Eterovic and Donko (2012) describe the latter statement as more
methodical and data-oriented than the ability to influence the
price by means of process optimisation.

Definition of Product Placement

The definition of product placement has changed over the
years, which is closely connected with product placement de-
velopment in history. One of the first definitions is that by Bala-
subramanian (1994), who defines product placement as a paid
message about a product through planned yet unobtrusive ap-
pearance of the branded product in a film (or aTV programme)
[8]. Product placement can therefore positively influence the
viewer’s belief in the product or his or her buying behaviour
(Hudson and Hudson, 2006) [9].

Product placement is a planned insertion of a brand within
a movie, a fiction, etc. It can be used with other communica-
tion tools (i.e. advertising, sales promotions, etc.) in order to
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disseminate brand awareness and characterise brand image,
developing brand equity. In global markets, product placement
is particularly useful for improving equity of brands with a well-
established brand awareness (Corniani, 2001) [10].

The American Federal Trade Commission defines product
placement as a form of advertising whereby advertisers place
branded products in TV programmes for a certain fee or other
consideration (Powell et al., 2009) [11].

Lehu (2007) defines product placement, or brand place-
ment, as a placement, or better still an integration, of a product
or brand in a film, TV series or other cultural works [12].

«In a certain sense product placement is the TV adver-
tisement of the 2010s. While traditional advertising, and espe-
cially 30-second TV spots experience increasing difficulties,
this genre is booming. Marketing literature, however, has on-
ly been catching up with practice recently. At this point there
are no comprehensive publications on the categories of pro-
duct placement, or how it could be divided into categories. The
author of this article recommends the grouping methods listed
below: by the position of the product placement within the film/
programme, by the type of the products placed, by the position
on the product lifecycle, by the brands placed, by the financial
background of the cooperation. The article examines the first
way of grouping featured on this list, that is, what types of pro-
duct placement we can differentiate by their position within the
movie or TV programme» (Papp-Vary, 2015) [13].

A typical product placement expresses a symbiotic rela-
tionship between the filmmaker (who controls the options as
to where the product placement can appear) and the product
sponsor (who seeks to enhance the profile of the product in
exchange for financial support) (Balasubramanian, 1994) [8].

Films and shows are watched repeatedly, product place-
ment is therefore not time limited. In addition, today’s techno-
logies allow inserting a product or logo in places not possible
previously. This digital integration of product placement repre-
sents a new boundary. Consequently, we can say that consu-
mers will increasingly encounter product placement that is stra-
tegically placed in media (Williams et. al., 2011) [14].

The research has confirmed that consumers are concerned
about «subliminal» effects of product placement. Another fear
is that product placement affects the content of films and of tele-
vision broadcasting, which, according to many people, is con-
sidered to be untouchable. Ethical issues in regard to product
placement and branded entertainment would therefore merit
further research (Hudson and Hudson, 2006) [9].

Ethical views of consumers in regard to product placement
vary considerably between individual product categories; es-
pecially in the case of ethically controversial products such as
alcohol, cigarettes and weapons (Williams et al., 2011) [14].

Effects on the Customer’s Behaviour

Yoon, Choi and Song (2011) confirm the importance of the in-
tegration of product placement, and that is why organisations take
risks when they insert products in visual media too obviously [15].
There are other additional influential factors, such as programme-
induced mood, brand compliance with the storyline, brand aware-
ness, exposure time, popularity and type of programme, which can
all have an impact on the effectiveness of the product placement.

Consumers associate the film world with their own world;
they are discovering their longing for the product placed in the
film, which in turn influences both the attitude of individuals and
consumer standards. Prominent placement attracts attention and
may increase the average consumer spending, but the everin-
creasing effects of other factors, such as the attitude of the actor to
the product and the link to the plot is less effective, because custo-
mers are aware that this placement is paid (Srivastava, 2011) [16].

The results of Karniouchin, Uslay and Erenburg (2011) suggest
that excessive exposure of a brand in the same one film (measured
in regard to the number of appearances with the main character)
may be harmful [17]. Often, more intuitive and cursory product
placement of lower intensity is frequently more favourably received
than a repetitive and potentially more expensive brand placement
involving the main characters. This finding suggests that films which
demand deep emotional involvement do not necessarily constitute
the best platforms for product placement (as one might presume),
as such placement might be perceived as being intrusive.

Kozak, V., & Barinka, K. / Economic Annals-XXI (2016), 161(9-10), 66-70

68

Pilik (2008) deals with new trends in marketing concer-
ning the achievement of competitive advantage [18]. Similarly
Stankova (2011) also conducted research in regard to measu-
ring the effectiveness of advertising [19].

Measuring of the effectiveness of product placement is al-
so partly a matter of interest to M. Kopeckova and J. Kramolis;
R. Bucki, B. Chramcov and R. Jasek [20-21].

The objective of the research by Roozen (2008) was «to ana-
lyse the influence of likeability of the programme on the effective-
ness of product-placements and TV-commercials. Four different
experimental groups were exposed to different TV-soap-series,
with combinations of commercials and product placements. Re-
sults indicate that a more appreciated programme can signifi-
cantly enhance the effectiveness of product-placements but not
commercials. The effectiveness of TV-commercials is signifi-
cantly higher than for product-placements. No differences are
found for attitude toward the brand between commercials and
product placements after watching the programmes. More gene-
rally, the attitude toward the well-known brands studied seems
not to be affected by different viewing experiences» [22].

Lehu and Bressoud (2008) mention that «several studies
have shown the potential of product placement use. Since tradi-
tional media have become saturated, this communication tech-
nique benefits from growing interest. Consequently, product and/
or brand placements have mushroomed, especially in Hollywood
movies, but not always with the same effectiveness. Rather than
focusing on the placement itself, this research proposes to ex-
plore new insights concerning viewers’ reaction during the second
step exposure. A sample of 3,532 DVD French viewers has been
used to link the way the movie has been viewed, chosen and ap-
preciated (or not) with a spontaneous brand placement recall, the
day after the film has been watched at home. Results contribute
to strengthening the professionals’ interest in the technique and
complete the academic knowledge on the topic. A profusion of
brand placements does not mechanically increase the number
of brands recalled, and a first viewing of the movie at the cine-
ma, just as watching it at home on a large home cinema screen
improves the brand placement recall. Such an improvement also
occurs when a DVD movie is chosen either because of the mo-
vie director or when the viewer likes the movie he watched» [23].

From the research, it is evident that a quantitative evaluation
of the benefits of product placement has not been carried out yet.
This paper therefore focuses on finding and utilising a methodolo-
gy for the quantitative evaluation of product placement in the Vinari
(Winemakers) series. It is a completely new methodology that has
been used neither in the Czech Republic nor abroad so far.

The research methodology in regard to the use of
product or brand placement in audiovisual works

Tomas Bata University in Zlin, Faculty of Economics and
Management, Department of Management and Marketing col-
laborated with one of the sponsors of the above mentioned se-
ries in terms of expert assessment of meeting the sponsorship
aims in the Vinari (Winemakers) series, that is «increasing the
positive perception of the Customer’s Company among general
audience in the Czech Republic». Additionally, the focus was to
develop a methodology for measuring the effectiveness of this
sponsorship to implement the relevant research.

The methodology for measuring the effectiveness of spon-
sorship was mutually agreed; the follow-up research to test the
effectiveness of this sponsorship was proposed and imple-
mented, and a report concerning the methods used was writ-
ten, including the results of the measurements and the fulfil-
ment of the objectives.

Ceska Zbrojovka Uhersky Brod (CZUB), as the sponsor, sup-
ported this series financially. For producers of audiovisual works,
product or brand placement represents a funding source; never-
theless, the sponsor was primarily interested in what were the
benefits for the company. For the authors, it was crucial to deter-
mine what price the sponsor of TV commercials would have had to
pay in order to reach the target group to the same extent as when
using product placement. The CPP method was used for the cal-
culation, i.e. the cost of reaching 1% of the target group. The suc-
cess of reaching the target group was evaluated by primarily inves-
tigating the perception of the sponsor’s company, as the financial
backer of cultural activities using questionnaires. The first round



of the survey commenced immediately after the series began,
the second round took place at the end of the series. The authors
based their calculations regarding the effectiveness of sponsoring
a television series using elements of brand and product placement
on a model calculation of the current advertising prices of TV Pri-
ma for a thirty-second advertising spot in relation to the CPP.

Methodology of measuring the utilisation of product or
brand placement in audiovisual works

The first episode of the Vinari (Winemakers) TV series was
broadcast on the 31st August 2014 with a rating of 1,959,000
viewers aged 15 and over, which represented an audience share
of 44.2%. The second episode was watched by 1.4 million viewers
and later the figures settled down to around one million viewers.
The last episode included in the research was aired on the 7" De-
cember 2014 and was watched by more than a million viewers.
The series provoked conflicting reactions with both positive and
negative comments in the media. A strongly positive reception
was received with regard to the opening song «Vino» (Wine) by
Chinaski, good performances by popular actors and the beautiful
exteriors of the Palava vineyards and wine cellars. On the other
hand, negative comments were mostly connected to the use of a
dubious dialect or the depiction of some regional customs.

TV Prima has stated that the Vinari (Winemakers) series was
their most successful series in recent history. The first episode
was the most watched episode of the series, broadcast in the
autumn, with the viewing figures reaching nearly 2 million vie-
wers aged 15 and over. The average ratings of the Vinari (Wine-
makers) series reached 26.3% in the 15+ target group, while on
average, each episode was watched by 1.143 million viewers. TV
Prima’s new series also appealed to a younger audience - in the
25-34 age group the audience share reached 32.9%.

The series microsite is visited monthly on average by 156,000
real users. To date, the individual episodes have been replayed
1.83 million times in total. Including bonus materials, the number
increases to more than 6 million replays (Mediaguru, 2014) [24].

The basic group used for primary research comprised re-
spondents resident in the Czech Republic, aged between 15 and
65, in total 706 million people. The respondents were viewers of
the Vinari (Winemakers) series selected from individual districts of
the Czech Republic and the City of Prague. In accordance with the
CSU (Czech Statistical Office) statistics, the number of respon-
dents was determined by means of quota selection on the ba-
sis of population in the individual districts. The proportion of men
and women and their age structure were taken into account. Due
to the extent of the research and the sample size, the research in-
volved participation of students. The students were duly trained
and the author was present at the first data collection to check that
everything was done in accordance with the defined rules. Two
students were always allocated to one district where they sought
out and recruited respondents. In larger districts (e.g. Brno city
and Ostrava city), 3 students were responsible and 6 students for
the city of Prague. Random checks were carried out whether the
interviewer really contacted the respondent and whether the re-
spondent actually completed the questionnaire.

The first round of the survey took place in the second half
of September 2014, immediately after the launch of the Vinari
(The Winemakers) series. The survey lasted two weeks and
1,574 correctly completed questionnaires were collected. The
second round of the survey followed the broadcasting of epi-
sodes that included the monitored target topics and products,
just after 24 November 2014. Again, two weeks were given to
collect the questionnaires, and 1,566 correctly completed ques-
tionnaires were received from the same circle of respondents.
The data collected were checked in terms of their validity and
reliability. The questionnaires were sorted, numbered and the
data transferred to MS Excel (creating a data matrix).

Firstly, the responses to each question in the questionnaires
were analysed in general and then a deeper analysis was ap-
plied, focusing on the relationships and the connections that led
to the fulfilment of the objectives of the contract between CZUB
and FaME TBU. The analysis was carried out using both abso-
lute and relative frequencies and statistical calculations of ave-
rages. The results of the survey were interpreted by transferring
the results of the analysis to conclusions, which was followed by
formulating the most advantageous recommendations.
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Both rounds of the survey contained the same seven
closed questions. The aim was to compare how the percep-
tion of the company changed after the broadcast of the brand
placement in the Vinari (Winemakers) series.

The sponsor approved the following questions:

1. My perception of CZUB is (positive - like a good neigh-
bour; neutral; negative)

2. | perceive CZUB as a company that respects and ob-
serves the law

3. In my opinion, CZUB does financially support sports ac-
tivities

4. In my opinion, CZUB does financially support charita-
ble activities

5. In my opinion, CZUB does support education

6. In my opinion, CZUB does financially support cultural
activities

7. Does the support of sports, charitable and cultural ac-
tivities have any effect on your perception of the company as
being successful and reputable?

The following analyses shows the answers to questions 1,
6 and 7, which are directly related to the specific support of the
series.

1. Perception of the CZUB Company:

Over the two months period in question, the number of re-
spondents who do not perceive CZUB as being a good com-
pany - a «good neighbour» - decreased by about a half, com-
pared to those whose response of CZUB was neutral. The
number of people with a negative perception dropped to just
eight per cent, which could have been caused by the fact that
during the second round of the survey the respondents took
more interest in the company (Figure 1 and Figure 2).

Fig. 1: Differences in the perception
of the Company - September/October, 2014
(after deducting the neutral answers)
Source: Processed by the authors

Fig. 2: Differences in the perception
of the Company - November/December, 2014
(after deducting the neutral answers)
Source: Processed by the authors

6. In my opinion, CZUB does financially support cultural
activities

In terms of the objectives of the survey, this question is cru-
cial for evaluating the outcome with regard to the perception of
CZUB. The number of responses from the first round in the «do
not know» group decreased by 38% in favour of «mostly yes»,
while almost all of the responses related to the Vinari (Winema-
kers) series. In this category, the number of young people and
parents was about the same, whereas it was significantly higher
in the group of grandparents. This is due to the fact that there is
an obvious turning away from television entertainment in favour
of online media among the young and the middle-aged.
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7. Does supporting sports, charitable and cultural activities
influence your perception of the Company as being success-
ful and reputable?

This was the only question where there was no obvious dif-
ference between the responses. Perhaps, the question should
have concerned CZUB itself, but it was devised to be non-spe-
cific in order to determine the respondents’ views on corporate
behaviour in general.

Evaluation of the effectiveness of the sponsorship in
the Vinari (Winemakers) Series

To evaluate the effectiveness of the series’ sponsorship
regarding the elements of brand activisation through product
placement is very difficult, as there are no clear guidelines,
even in the theoretical sense. The following tables show the
rate card for advertising during primetime on TV Prima. The cal-
culations are based on a sample calculation with regard to the
current advertising prices for a thirty-second advertising spot:

CPP - Cost per Point methodology application

The cost of reaching 1% of the target group and also the
cost of 1 GRP (gross rating point). In TV, it is most commonly
used to determine the cost of a TV commercial or to compare
the cost of various TV strategies.

Nevertheless, one cannot compare CPP on TV with CPP
on the Internet, as TV advertising in general has an effect dif-
ferent from the effect of a banner on a website. Similarly, CPP
for a five-second spot will differ from CPP for a half-minute as
well as CPPs related to different target groups.

Example:

In April, the CPP in TV Prima was equal to CZK 20,000,
selling advertising for the «all 15+» target group (viewers aged
15 and over). The viewership of a commercial block at 6:30
p.m. on the 18th April, 2014 was 8% of the viewers in the «all
15+» target group.

The price for a thirty-second TV spot broadcast in this block
was

8 * CZK 20,000 = CZK 160,000 (Juhas, 2014) [25].

Conditions for the calculation:

1. Average recall of product placement in the sponsored se-
ries (for the sake of simplicity based on its linear growth):

September: 0%

December: 32%

AVERAGE: 16%

References

In this case the resulting recall was 32% (out of a total of
1,566 respondents, 501 respondents referred to the Vinari se-
ries (Winemakers). The series comprised 16 episodes.

2. Average increase in seasonal indices during broadcast
(FTV Prima, ©2015) [26]:

September: 1.25

October: 1.4

November 1.4

December: 1.2

AVERAGE: 1.31

The price for the advertising spot would be:

16 (%) * 20,000 (CZK) * 16 (episodes) * 1.31 = CZK 6,707,200

It is important to realise that the CPP reflects the cost of
reaching the target group, regardless of whether viewers can re-
call the commercial or not. According to the research carried out
by the Faculty of Management and Economics of Tomas Bata
University in Zlin, only 6% of viewers recall the commercial the
following day after the show was broadcast (Kozak, 2005) [27].

Taking into account the series in question, the respondents
were not only reached by desired information, but also were
able to recall the sponsorship even several days later, which is
a strong positive effect beyond normal expectations.

Conclusions

The survey showed a clear positive effect of the sponsorship
of the Vinari (Winemakers) TV. It fundamentally increased the
perception of CZUB as a reputable Czech company - a «good
neighbour» and also as a company supporting culture. Aware-
ness of the company’s sponsorship of the Vinari (Winemakers)
series increased greatly, from eight respondents in the first round
of survey to 212 respondents in November and December, 2014.
In addition, there was an increase in the number of respondents
that rose to almost 90 of those who were aware of CZUB’s finan-
cial support of cultural activities? but who were not able to attri-
bute it to any specific episode of TV series. After discarding neu-
tral responses, it can be stated that in the two months’ period,
negative perception of CZUB decreased from 15% to 8%.

The financial benefit of the sponsorship of the Vinari (Wine-
makers) series was equal to CZK 6.7 million worth of advertising
spot, which greatly exceeds the actual value of the support. Fur-
thermore, in this case it was not merely about reaching the au-
dience, but recalling the message, and the research approves
that the task was reached successfully.
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