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ABSTRAKT

Diplomova prace se zabyva vyuzitim kulturnich dimenzi v marketingové komunikaci al-
koholickych napoji a automobili. Prace téz zkouma vliv kultury a kulturnich dimenzi na
nakupni chovani ruskych spotiebitelt. Globalizace je celosvétovou zalezitosti a ma dopad
na vSechny oblasti lidského konéni. Je ziejmé, Ze oblasti jako kultura, kulturni dimenze,
komunikace, trzni a spotiebni chovani jsou vystaveny globalizaci. Kulturni rozméry se
odliSuji v ramci jednotlivych kultur a urcuji chovani spotiebiteld patficich do konkrétni
kultury. Zahrani¢ni znacky by mély byt pfizpisobeny pro fungovani na mezinarodnim trhu

tak, aby je zahranicni spotiebitelé piijali.

Kli¢ova slova: Kultura, kulturni dimenze, marketingovd komunikace, marketingovy vy-

zkum, spotiebitelské chovani.

ABSTRACT

The thesis deals with using cultural dimensions in marketing communications of alcoholic
beverages and cars. The culture’s and the cultural dimensions’ influence on buying behav-
ior of the Russian consumers is examined as well. Globalization is a today’s tendency im-
pacting all the fields of people’s lives. Such spheres as culture, cultural dimensions, com-
munication, market and consumer behavior are subjected to globalizing. Cultural dimen-
sions distinguish from culture to culture and determine consumer behavior of people be-
longing to the culture. Foreign brands ought to be adapted for intercultural market to ac-

cept by the foreign consumers.

Keywords: Culture, cultural dimensions, marketing communication, consumer behavior,

marketing research
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INTRODUCTION

In the modern world people communicate to each other even if they are on the opposite
sides of the planet. They use modern technologies and Internet to keep in touch. There are
almost no boarders: people travel, communicate, take a piece of culture from the countries
they visit while travelling and bring their own cultures with them. Nowadays even old and

conservative cultures accept changes and seem to be influenced by newer trends.

The world is being compressed, compacted, globalized. Such a strong and amplitudinous
phenomenon is explained through a notion “globalization”. Nonetheless, globalizing con-
cerns not only people’s communication and culture but also the other fields of life: eco-
nomics, policy, environment and, especially, market. Indeed, globalization is very visible
in trading. On the global market there are many producers, distributors and marketers, who
offer goods from countries of the whole world. Some foreign goods and services are con-
sidered to be prestigious and demanded even for higher prices, whereas the other ones are

not even known well.

The main theme of the thesis concerns cultural dimensions in marketing communication of
alcoholic drinks and cars between two cultures: the Czech and the Russian one. The topic
is rather interesting because it gives an opportunity of comparing not only cultures but also

its influence on consumer behavior, buying habits and people’s attitude.

In the thesis we are going to examine the way, how globalization and differences in cultur-
al dimensions can influence consumer behavior of people belonging to the kindred cultures
in spite of the fact that these cultures differ from each other so much. Moreover, we are
going to reveal whether the Russian consumers are willing to try something new and ac-

cept foreign brands.
The thesis consists of four parts: theoretical, methodological, analytical and a project.

In the theoretical part we are going to examine the key definitions of the topic and de-
scribed the concepts of: globalization, culture, cultural dimensions, consumer behavior and
branding. Besides, we will compare branding to marketing and have a look at some new
marketing strategies. The concepts of culture and cultural dimensions will be also ex-
plained. In order to find the most suitable and right definitions we are going to make a lit-

erature research.
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The methodical part will deal with the main goal of the thesis, forming the research ques-
tions that will make the research more framed and help while working over the results.
Then, in this part we will have a look at some kind of research methods and the methods,

which we will use for making a research.

As for the analytical part, it includes the very research and the received results. After being
classified and sorted, the results will be represented in the analytical part as well together
with analyzing. Then, we will make a comparison of the results got from the respondents
belonging to those two cultures. The final results of the research and answers for the re-

search questions are represented in the summery after the chapter.

Finally, the project is devoted to respresenting a Czech brand on the Russian market. Due
to the fact that foreign brands are quite popular among the Russians, the poroject is likely
to be quite successful. It will also include unsing some new trends of marketing in order to
draw more attention from the Russian consumers. Furthermore, the project is made accord-

ingly to the special features of the Russian market and legislation.
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I. THEORETICAL PART
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1 MODERN SOCIETY AND GLOBALIZATION

Nowadays there is a strong tendency of globalization in the modern society. Indeed, such a
phenomenon as globalization does influence and change almost all the activities of people
from different countries. It concerns not only trading and communication but even cultures
and traditions in spite of the fact that old traditions and customs do not mostly change.

Nevertheless, firstly it is necessary to define the concept of globalization.

1.1 Defining the concept of globalization

The concept of globalization was defined and explained first by R. Robertson in 1985 and
then in 1992 this theory was completely explained in his work “Interpreting Globality in
World Realities and International Studies Today”. Thus, Roland Robertson in his book
“Globalization: Social Theory and Global Culture” represents the concept of globalization
as one referring not only to understanding the world as a whole but also to compressing the
world (Robertson, 1992, p. 8). Certainly, the phrase “compressing the world” may be un-
derstood like a kind of convergence of cultures, peoples, trading and communication. The
differences in understanding the concept depend on a kind of the field where a concrete
globalization phenomenon appears. For instance, Jan Aart Scholte suggests several defini-
tions of globalization in concrete fields. He considers that globalization mostly appears in
social relations due to globally spreading the connections and communication among peo-

ple (Scholte, 2005, p. 424).

1.2 Definitions in the dictionaries

Besides, we have added some more definitions of globalization that are represented by the
Oxford and Cambridge dictionaries. The first one claims that globalization is a kind of
process of developing international influence or starting to act on an international level,
whereas the Cambridge dictionary offers the following two definitions. (Oxford University

Press, © 2017).

The first of them is quite common and characterize the process of globalization as a satia-
tion that happens when there are available goods or/and services or influences from social
or/cultural spheres, which become similar. An important thing is that this process is gradu-

al and takes place in all parts of the whole world. The second definition claims that global-
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ization is a process of increasing world trading usually through extremely high producing

and trading in a plenty of different countries. (Cambridge University Press, © 2017).

According to the theme of the thesis, we are going to deal with the concept of globalization
mostly in the field of marketing and culture. However, we are going to examine the both

concepts in a more detailed ways.
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2 CULTURE

First of all it is necessary to have a look at the concept of culture. Culture is the very ex-
tremely important thing that forms people’s behavior and influences not only their com-
munication but the whole life. It belongs to everyone since childhood with its certain tradi-
tions included into a certain culture. Culture is common and unique at the same time for
the same people. It is common for those people, who bring it and belong to it, whereas eve-
ryone interprets and understands it in his/her own unique way that always differs from the
others. Understanding a certain culture of different people belonging to the very culture
can be totally different and not similar to each other at all. That fact shows that the concept
of culture is rather subjective. Moreover, due to its being quite abstract and vague there is a

great deal of definitions of the very concept.

2.1 Defining the concept of culture

According to Ralph Linton, a culture is the configuration of learned behavior and its results
that are shared and transferred within a certain group of people by the members of this
group (Linton, 1945, p. 21). In other words, culture is a set of certain beliefs and behavior-
al standards and praxes that exist in a certain group of people. They are to help one in mak-
ing decisions concerning everything that happens in one’s life: how to react in different
situations, how to behave, etc. (Unusier, 1999, p. 5). Moreover, there are some scientists,
who understand culture as a kind of knowledge due to the following fact. Just knowing the
patterns and recognizing the events, traditions, etc. is not enough. A person should also
share them with the others. Thus, there should be a process of transferring the information
and knowledge regarding certain cultural patterns and ways of understanding the world
from the point of view of a certain culture. Besides, culture is interestingly compared with
a language in case of knowing and understanding it: the both phenomena (of a culture and
a language) are mental and the both of them are represented through quite harmonic sys-

tems and have strict structures (Duranti, 1997, p. 27).

The famous American anthropologist Ward Goodenough suggested a very suitable and
wide definition of the concept of culture: “a society’s culture consists of whatever it is one
has to know or believe in order to operate in a manner acceptable for anyone of them-
selves. Culture, being what people have to learn as distinct from their biological heritage,

must consist of the end product of learning: knowledge, in a most general, if relative, sense
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of the term. By this definition, we should note that culture is not a material phenomenon; it
does not consist of things, people, behavior or emotions. It is rather an organization of
these things. It is the forms of things that people have in mind, their models for perceiving,

relating and otherwise interpreting them” (Goodenough, 1964, p. 36).

The author claimed that culture was not a complex of material things but mental ones.
Moreover, it is the system that defines people’s thinking and behavior. It is necessary to
notice that people from different countries that belong to different cultures have different

thinking and understand the world differently.

It concerns everything in people’s lives starting with their everyday routine and finishing
with their values. Here the question “What is a value?” appears. We are going to describe it

in a more detailed way below.

2.2 Aspects of culture

Culture cannot be studied as a static, constant phenomenon. It is a dynamic, continuously
developing system that keeps saving old traditions, ideas and customs and involving new
ones at the same time. Such a system of culture usually contains the following functional

fields:

o ecology: the way how a certain culture is adapted. In other words, it is an area that
is created with some technologies in order to find the most suitable ways of deal-
ing with different kinds of resources accordingly to the existing conditions;

o social structure: the way of organizing life in a certain society including all the so-
cial group, for example, political societies or families;

o ideology: mentality of the people belonging to a certain culture and sharing their
common points of view, worldviews and such principles as moral, evaluative and

aesthetic ones. (Solomon, Zaichkowsky, Polegato, 1996, p. 528-529).

2.3 Values and value system

One of the suitable and clear definition and classification is suggested by Milton Rokeach.
According to his point of view, a value is “an enduring belief that one mode of conduct or
end-state of existence is preferable to an opposing mode of conduct or end-state of exist-
ence” (Rokeach, 1973, p. 5). As for a value system, M. Rokeach defined it as “an orga-

nized set of preferential standards that are used in making selections of objects and actions,
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resolving conflicts, invoking social sanctions and coping with needs or claims for social

and psychological defenses of choices made or proposed” (Rokeach, 2008, p. 20).

In spite of the fact that values are mostly enduring, some of them can change within quite a
long period of time under significant circumstances like changes in the economic field, for
example (Mooij, 2011, p. 60). As it has been already mentioned, values do influence peo-
ple’s behavior. The term of behavior certainly includes consumer behavior that we are go-

ing to speak about in the following chapters.

Moreover, values and the systems they build can be used for characterizing cultures due to
the fact that values differ from culture to culture and create a kind of cultural image that is
unique and help distinguishing cultures and revealing special, individual features. Marieke
de Mooij confirms that it is possible to categorize accordingly to so-called categories of

values or cultural dimensions (Mooij, 2011, p. 40).

2.4 Cultural dimensions

There are several classifications of cultural dimensions that include different dimensions
and represent cultures differently. However, we are going to describe only two classifica-
tions that we have considered to be the most suitable for the topic of the thesis. These clas-
sifications belong to the famous Dutch psychologist Geert Hofstede, whose model consists
of five cultural dimensions, and Shalom Schwartz from Israel, who is a psychologist as

well. His theory includes seven cultural dimensions.

2.4.1 The Hofstede’s theory

As we have mentioned, the theory of cultural dimensions belonging to G. Hofstede and

appeared in 1980s involves five cultural dimensions:

o power distance;

o individualism/collectivism;
o masculinity/femininity;

o uncertainty avoidance;

o long/short-term orientation.

All the statements are characterized below.
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Power distance

According to this criteria, cultures are subdivided into high and low power distance ones.
As for high power distance cultures, there usually is a strict hierarchy that keeps everything
and everyone on its place. On the other hand, there must be equality in everything if we
speak about cultures with low power distance. As a rule, behavior within a certain culture
remains while communicating both in formal and informal environment. It also concerns
the matter of independence: people belonging to culture with lower power distance are

rather more independent than people belonging to the opposite one.

Individualism/collectivism

On one hand, in individualistic cultures people are appreciated most as individuals, their
decisions are important because they are individualistic and reflect a person’s point of
view. People are mostly independent and interested in only themselves and a certain small

group of other people they might belong to, for example, their families.

On the other hand, people in collectivistic culture are more appreciated while being a part
of a group or an organization; their decisions are important because they are collectivistic
and reflect the point of view of the whole group. People belonging to collectivistic cultures

are willing to take part in different organizations, events, etc.

Masculinity/femininity

As for this point, it may be compared to gender roles in a society. Men should be strong,
fast and big; they are oriented on achieving, getting and working. As for women, they
should be at home, take care of the family and bring up children. While speaking about
cultures, in ones with lower masculinity index quality of life is very important and social
status is not taken so seriously. In cultures with lower femininity index the situation is dif-
ferent. A successful person should be strong enough, have higher social status and be a
“winner”. An interesting thing is that in cultures with higher feminine index men have an
opportunity “to be at the women’s place” — to take care of children, to cook and do the

women’s job without being judged.
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Uncertainty avoidance

This point is mostly about prescriptions and rules controlling people’s lives. In other
words, in cultures with higher uncertainty avoidance index people prefer routine lives that
are already set and contain prescriptions. However, people belonging to cultures with low-
er uncertainty avoidance index more prefer “free life”, there are less conflicts and competi-
tions and people are more directed not a process as people from cultures with higher uncer-
tainty avoidance index do but to the result. Speaking about people from high uncertainty

avoidance index, the process of making something is more important.

Long/short-term orientation

This dimension also includes two sides: higher and lower. Indeed, people from cultures
with short-term orientation believe that it is better to spend than to save for future. Other-
wise, people from cultures with long-term orientation are sure that saving is much more
important, for example, for the Chinese. We do not speak only about just some money; this

dimension also concerns goods and services.

2.4.2 The Schwartz’s theory

The Schwartz’s theory involves seven values that are combined to three groups of dimen-

sions containing the value and its opposite:

o autonomy/embeddedness;
o hierarchy/egalitarianism;

o mastery/harmony.

Autonomy/embeddedness

As for the concept of autonomy, it is very close to the concept of individualism of Hef-
stede. It is an individual who is a value. His/her interests, thoughts, points of view and de-
cisions made individually are considered to be a value as well. The term autonomy is sub-

divided into:

o intellectual autonomy: individual mentality;
o affective autonomy: interesting life, taking care of the own interests and desires.
As for embeddedness, a group of individuals is a value. Individual interests, thoughts,

points of view and desires should not be different from the ones belonging to the group.
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Hierarchy/egalitarianism

The value of hierarchy includes strictly dividing social roles and keeping authorities. As
for egalitarianism, it is mostly oriented on achieving an individual’s purposes and selfish
interests. In cultures with higher index of egalitarianism equality in in rights and, indeed, in

the whole life is rather important.

Mastery/harmony

In case of mastery a person is willing to master, he/she is directed to changing the world,
promote individual interests, needs and wants of their own or of the group they belong to.
From this point of view mastery is associated with such values as, for example, being in-
dependent, ambitious and ready to compete. As for harmony, it is the opposite for mastery:
the principle is the following. A person should come into the environment and want not to
change but to support and protect the environment that already exists. Such values as har-
mony with nature, taking care of the environment and keeping the whole world in peace

are referred to the dimension of harmony. (Mooij, 2011, p. 46-53).

2.5 Culturally determined consumer behavior

So, we have found out, while forming people’s habits, worldviews and influencing their
making decisions and actual life, culture also influences their consumer behavior and buy-
ing habits in spite of the fact that there are some common values and universal compo-
nents. As a rule, people always make decisions concerning everything in their lives (in-
cluding consumer behavior) accordingly to systems of cultural values that belong to the

culture the very people bring inside (Usunier, 1999, p. 103).

Moreover, culture defines the priorities of people concerning a kind of goods/services.
Thus, goods/services that reflect certain cultural values are likely to be evaluated better by

consumers belonging to this culture. (Solomon, Zaichkowsky, Polegato, 1996, p. 528-529).

That is the reason why it is so important to take into consideration the value categories that
characterize culture of the people belonging to a certain market segment in order to exam-
ine their consumer behavior and create the most suitable marketing strategy for getting the

best results. As for consumer behavior, it is properly examined in the following chapter.
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2.5.1 Cultural dimensions and consumer behavior

If to have a look at the cultural dimensions and their influencing people’s buying habits,
it becomes possible to notice that this influence is rather strong. For example, the dimen-
sion model Individualism/Collectivism is shown very well in buying through Internet, al-
so buying cars and in such types of communication as interpersonal, word-of-mouth and
mass ones. As for such a dimension model as Long/short-term orientation, it appears in

consuming such kinds of goods as cosmetics, drinks, some processed food, etc. (Mooij,

2011, p. 48-50).
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3 CONSUMER BEHAVIOR

Such a phenomenon as cultural behavior can be defined as studying and examining the
processes of choosing, buying and using goods or services in order to satisfy one’s needs
and wants (Solomon, Bamossy, Askegaard, 1999, p. 8). Nevertheless, it is possible to char-
acterize consumer behavior as the very process that contains some certain issues, which do
the following. The very issues can influence a concrete consumer in some periods or stages

of purchasing:

o before purchasing (selecting and making a decision is influenced mostly);

o during purchasing (here there is also decision making influenced quite a lot);

o after purchasing (it appears whether a concrete consumer is satisfied with his/her
purchase and includes the consumer’s feelings and expectations concerning the

purchase).

3.1 Human and consumer behavior

In order to reveal, how consumer behavior of people from different cultures differs from
culture to culture, it is important to learn what human behavior consists of and whether

human behavior distinguishes among people from different cultures.

3.1.1 Structure of human behavior
Marieke de Mooij claims that human behavior consists of the following four components:

o understanding the personality (answering the question “Who am 1?” together with
identifying the personality through special features that belong to a certain person
and characterize them, i.e. answering the question “What kind of person am 1?”);
o understanding feelings (also known as affect);
o understanding thinking and learning (known as cognition);
o understanding behavior. (Mooij, 2011, p. 21).
Indeed, human behavior is a configuration of all the components mentioned above together
with the environment, where certain people live, communicate and act.
It 1s obvious that people do not change their behavior while purchasing and that is why
their human behavior does not really distinguish from their consumer behavior. That is the

reason why it is necessary to pay enough attention to the human behavior of people from
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different culture while preparing an intercultural marketing strategy or launching a new

campaign of new goods/services on a foreign market.

3.2 Globalization and consumer behavior

As we have already defined, nowadays there is a tendency of globalization that brings
higher popularity of globally trading and, as a result, forming the global market. It cannot

help influencing consumer behavior of people living in a certain country.

Due to the fact that value systems influence buying behavior and habits a lot, it becomes
possible to notice that goods/services frequently has some cultural meaning that is created
and supported by marketers through advertising strategies in order to communicate with
the consumers in the most effective way. Moreover, both goods and services can be taken
as the vehicles of cultural meanings and this message is going to be caught by the consum-

ers belonging to this culture for sure.

It is obvious that in such situations “the message” of the campaign, goods, services or
whatever else is directed to those persons, who are able to interpret it, in other words, to
those, who speak this cultural language. Whether to speak about globally representing
some goods/services on the global or, at least, international market, it is very important to
adapt this message to the consumers from the chosen market segment. That is the reason

why in this case there is a strong necessity to create an intercultural marketing strategy.

3.3 International marketing strategy

While creating an international marketing strategy, it is necessary to take into considera-
tion the fact that here the level of competition is extremely high. Indeed, while launching
such a campaign for promoting a certain product or a service, it is important to overcome
the native producers and marketers. Due to the fact that they are likely to know much more
about their consumers, the culture as a whole, the market and the whole situation, it be-

comes really difficult.

3.3.1 Probable difficulties

For marketers penetrating foreign markets may be a kind of dilemma: they have to keep
the costs lower and not only to become but also to remain interesting and noticeable for the

consumers. Besides, there is one more thing that makes functioning on the international
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market even more difficult — we speak about national and regional regulations concerning

internationally trading and a concrete product or service, tariff barriers and customs duties.

Moreover, there can be also a problem connected with currency. It may appear while enter-
ing the global market and can be quite dangerous for young companies. Internationally
transporting can make the situation more difficult as well. For instance, there some kinds
of gods/services that cannot be moved like buildings, plants, etc. Jean-Claude Usunier in
her book “Marketing Across Cultures” gives a very good example of such products: ski
resorts (Usunier, 1999, p. 254). Indeed, a ski resort cannot be moved and delivered to its
new owner after being sold. In this situation it is a consumer who is to come to its pur-

chase.

Another thing that does influence consumer behavior and stimulates people to buy is image
of the company, its being well-known, its brand. Actually, there are many people, who
would prefer a popular brand to other producers of the same product/service of the same
quality. Below we are going to have a look at branding and define its influence on con-

sumer behavior and buying habits.
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4 BRANDING

Branding is obviously a matter of great importance for promoting any product or service
on domestic, international and global markets. Philip Kotler claims that a good, qualitative
brand brings more money, consumer loyalty and makes certain goods/services more pref-
erable than the same ones offered by competitors. (Kotler, 2003, p. 178). Furthermore, a
qualitative brand strategy gives a firm a strong advantage on the market and makes it more

competitive in comparison with the others.

4.1 Definitions of brand

In Oxford dictionary the word “brand” is defined as:

o “aparticular identity or image regarded as an asset”;
o “atype of product manufactured by a particular company under a particular name”.
(Oxford University press, ©2017).

According to the definitions, an essential part of this concept is identity and image referred
to a certain product or service. Thus, a brand is to characterize the very product or service
with underlining their specificity and uniqueness to keep in consumers’ mind positive as-
sociations with them and provide information about them.
As for those associations, it is quite easy to give an example. Whether to ask one about
either the most famous brand or his/her favorite one, he/she would remember rather the
products or services and, probably, their specificity. Flemming Hansen and Lars Bech
Christensen in their book have defined all these associations and consumers’ being aware

of the specificity of a concrete brand as brand attitude. (Hansen, Christensen, 2003, p. 13).

4.2 An effective strategy and equity

So, we have defined that a brand is the producers’ promises to their actual consumers and
prospect containing all the information about certain products/services, their image, special
features and identity. In other words, branding should say what to expect, what to think and
defines the strongest associations and knowledge that come to people’s minds when they

hear the name of the brand.
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4.2.1 Brand strategy

Whether to speak about brand strategy, it is mostly directed to some key questions that a
marketer should answer in order to create an effective strategy: “What?”, “When?”,
“How?” and “Where?”” which the strategy should be planned on. Indeed, a brand strategy

includes everything concerning communicating with customers. (Entrepreneur, © 2017).

The key question “How?” is referred not only to the way of organizing a campaign or
planning a strategy, but also to distribution channels or, in other words, how and through
what consumers get information. Anyway, a brand strategy can be considered to be the
way of building and establishing the image, name and identity of certain products/services

in the eyes of the consumers whom the brand is oriented on.

4.2.2 Brand equity

Brand equity is an important point in the field of marketing that is usually brought by an
effective strategy and stable branding. This phenomenon involves some values or sets of
values that may give the producer with the very brand some more privileges in comparison
with the producer’s competitors even if they provide the same goods/services. (Entrepre-

neur, © 2017).

As arule, such a privilege is price or such a strong image that a company has an opportuni-
ty not to react on its competitors actions without being threatened. For instance, the com-
pany of Apple can make higher prices than its competitors, for example, Samsung, and it

obviously has the strongest position on the market.

Moreover, such values or value systems can exist as certain attributes belonging to the
brand. Thus, the equestrian brand Pikeur that deals with equipment for equestrian sports is
oriented on luxurious image of both a rider and a horse, big and professional sport. Being a
well-known and powerful brand, it has an opportunity of working together with famous
rider and has a huge advantage in comparison with other equestrian brands. As a result,

Pikeur has an image of prestigious brand for professionals with under average prices.

4.3 Branding & Marketing

Understanding the concept of branding is frequently mistaken and comparing with market-

ing in spite of the fact that these two terms rather distinguish from each other.
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The first significant difference between marketing and branding is that branding is not em-
bodied through a sales strategy that pushes to purchase. Branding is a wide strategy provid-
ing information, encouraging purchasing and supporting sales but it does not push to buy

as it works in marketing tactics.

As a rule, marketing is involved into a concrete branding strategy; it is a particular part of
branding. Making a decision to buy or not to buy depends rather on a brand than on mar-
keting. Nevertheless, a marketing tactic can persuade one to purchase, but the final deci-

sion would still depend on a brand. (Tronvig group, © 2016).

Loyalty of the customers is made thanks to branding, that is the reason why well-known
brands have stronger positions on the market in spite of the fact that their younger competi-
tors have stronger marketing. Branding is an essential part of a successful business that
brings stronger position, loyal customers, popularity and being a leader, whereas marketing
is a kind of tool that is used for achieving this purpose and keeping people being informed

well and interested in certain goods/services.
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S EVENT MARKETING

Nowadays people receive a great deal of marketing messages through a huge number of
advertisements and become less and less receptive to ads. Traditionally advertising become
less effective. It is possible to say that there is a kind of crisis in advertising and that brings
the necessity to create other ways of advertising in order to draw more attention. Event

marketing is a new way of overcoming this crisis.

5.1 Definition of event marketing

Event marketing is a new way of promoting a product or a service including direct contact
between a producer and consumers within special events, or promoting a product or a ser-
vice through organizing special events that create definite emotional associations between
the product/service and its producer that are strong enough to remain in consumers’ minds.

(Marketing Schools, © 2012).

A significant advantage of event marketing is that it becomes possible not only to draw
attention but to show the product/service differently in the easier and more memorable way

than when using traditional advertisements.

5.2 Key moments

While organizing an event it is important to take into consideration the following mo-
ments: informing about the event before its taking place, holding the event and the follow-
ing informational wave. We are going to have a look at the phases of preparing an event

and the most important points.

5.2.1 Targeting

First of all it is necessary to define the target group and the purposes of the event. An event
must be interesting and, moreover, bring the message to the consumers that would be easy
to get and interpret. The structure should correspond to the interests of the target group and
look harmonious: event, advertising and the very product/service should interact and work
well together. It means that people should not listen to a long speech about the technical

characteristics, but they should keep in mind the reason why the event has been organized.
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5.2.2 Time and place

These two factors are very important. If time is not chosen right, it will make the place
impossible to visit; if the place is wrong, consumers will not be willing to visit it. Besides,
it is important to take into consideration the other factors: seasons, weather and holidays.
Whether an event takes place during holidays, people may not come and, otherwise, if this
event corresponds to the theme of the holidays, it may bring even higher popularity. The

same can be said regarding other significant events, for example, a football match.

5.2.3 Content

It is obvious that content must correspond to the interests of the target group, the place, the
time and the schedule. Then, the structure of the content must be harmonious and include

advertising, entertainment and fun.

While organizing an event it important to remember that a person receives 80% of infor-
mation through seeing and just 20% through the other senses. If there is not anything for
the audience to watch, it means that they will not listen to anything else. Cultural and es-

thetic parts should be closely connected and suit each other.

5.2.4 Media support

The target group should know about the event at least two weeks in advance. There are

some methods to inform:

o direct marketing (if there are some concrete people);
o mass media (for opened and mass events);
o leaflets and out-of-home advertising;
o Internet advertising.
Then, there should be some postpartum reports through printing advertising and video re-

ports on TV and in the Internet.
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6 CONCLUSION OF THE THEORETICAL PART

In the theoretical part we have examined the literature, articles and electronic sources that
concern the topic of the thesis. We have defined the concepts taken as the main ones: glob-
alization, culture, cultural dimensions, consumer behavior and branding and revealed their

interacting within the topic.

First, we have come across the definition of globalization and examined its influence on
culture, consumer behavior, marketing and globally developing the markets and, especial-
ly, developing the global market. The necessity of creating new intercultural and global

marketing strategies has been also examined.

Moreover, we have described the concept of culture in a rather detailed way including the
aspects of culture: ecology, social structure and ideology. In the chapter devoted to cultural
dimensions we have found the suitable definitions of the concept and represented two clas-

sification of cultural dimensions: the Hofstede’s and the Schwartz’s ones.

Also we have come through mechanisms of branding and marketing and found out the dif-
ferences between these two notions. Such a notion as brand strategy was described as well.
Then, there were 2 subchapters devoted to creating successful brand strategy and brand
equity. The last phenomenon was explained through examples of the following companies:

Apple Inc. and the German equestrian brand Pikeur.

Besides, we have had a look at such a new trend of advertising as event marketing, its ad-
vantages in comparison with the other methods of advertising and come through its key

moments that are extremely important for organizing a promoting event.
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2 GOAL, RESEARCH QUESTIONS AND METHODS OF THE
THESIS

In the chapter we are going to identify the main goal and research questions of the thesis

and define the research methods with revealing their advantages and disadvantages.

2.1 The main goal

The main goal of the thesis is based on research findings in order to launch a campaign
promoting the brand of Czech beer named Ragedast on the Russian market, which would

be directed to the certain market segment.

2.2 The research questions

As a rule, research questions are formed accordingly to the main goal and are used to lead-
ing the research. Furthermore, research questions make so-called frames for the research
and form the conclusion and help sorting the results. In the thesis there are two research

questions.

2.2.1 The determined research questions

Research question #1: Are there any differences between the Czech and Russian consum-

ers in their attitudes towards cars and beer?

Research question #2: Are Russian consumers aware of the Czech brands of beer? If so,

what are their preferences?

2.3 Methods

As for the main method of the research we have chosen a quantitative method of research —
a questionnaire. Below we represent the definition of the notion, the reasons, why it is the
very right method for making the research in our case and, also, advantages and disad-

vantages of making a research through questionnaire.
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2.3.1 The definition of the notion

A questionnaire is usually defined as a set of questions either written or printed on paper or
represented online made for collecting the data from people (respondents). Traditionally

there are closed questions with several possible answers. (Merriam-Webster, ©2017).

We have chosen such a method because it quite gives an opportunity of effectively measur-
ing the respondents’ points of view and personal preferences. In order to get more infor-

mation, we included both closed and opened questions.

2.3.2 Advantages and disadvantages

As we have already mentioned, our questionnaire involves both closed and opened ques-

tions. Here we are going to examine advantages and disadvantages of the both types.

First, it is necessary to mention that a questionnaire is very effective while collecting big-
ger amounts of data from many respondents. Closed questions strengthen this advantage:
they are economical and help save time and get a lot of information at the same time.
However, due to the lack of information and absent personal opinions they cannot com-

pletely reflect the respondents’ attitude towards the matter.

As for opened questions, they give an opportunity of getting qualitative data and reveal the
certain point of view and attitude. On the other hand, it takes more time to fill in the ques-
tionnaire and make analyses. Moreover, there is many things that depend on a respondent’s

personal opinion and the researcher has to interpret his/her objective opinions.
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III. ANALYTICAL PART
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3 THE ANALYTICAL PART

In our analytical part we are going to introduce a marketing research in the sphere of con-
sumption of alcoholic drinks and cars. We have used a questionnaire and interviews with
the focus groups in order to collect the data. Due to the thesis it is necessary to take into
consideration the cultural differences between the people, who took part in the question-

naire. We have chosen two relative cultures: the Czech and the Russian one.

3.1 Cultural differences between the Czechs and the Russians

As it has been mentioned we are going to examine two points: cars and beer. The reason
why these topics have been chosen is that the following. Thanks to high popularity of cars
and alcoholic beverages such as beer it becomes possible to compare the cultures in one

aspect and learn their worldviews.

On one hand, if to speak about drinking habits, there is a significant difference between
Czech and Russia although beer is rather popular in the both countries. According to the
Marieke de Mooij’s opinion, the Czechs drink mostly beer, whereas the Russians do prefer
spirits. Besides, in her book “Consumer behavior and culture” she claims that some specif-
ic alcoholic beverages could be related to the culture where they come from or, in other
words, such beverages can be called “social status drinks”; Scotch whiskey is taken as an
example. (Mooij, 2011, p.317). If to speak about the Czech Republic, such a social status
drink is obviously beer. However, beer is also very popular in Russia and, moreover, there

is a plenty of Czech marks of beer that are preferred by the Russians.

On the other hand, if to speak about cars, it is obvious the number of cars is constantly in-
creasing. Czech cars such as Skoda are extremely popular in Russia and they are consid-
ered to be a car of the highest quality. Due to this fact, it would be quite useful to compare
the opinions of the Czechs and the Russians concerning cars and the results of the research

are going to be rather interesting.

3.1.1 Language differences

The Czech and the Russian culture are quite close and different at the same time. They are
likely to have similar interests and points of view. Furthermore, they might look similar
because of the languages that their people speak. The Czechs and the Russians speak the

languages that come from the same language family: the Slavic or the Slavonic languages
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that are a part of the whole Indo-European language family. The difference between the
Czech and the Russian language can be described with their belonging to two different
groups of the Slavic family, which has three branches: the East, the South and the West
Slavic branch. The Russian language belongs to the East Slavic branch, whereas, both the

Czech and the Slovak languages belong to the West Slavic branch. (Lingvoexpert,©2008).

Such a possibility of comparing some cultures due to the languages they speak was sug-
gested by Edward Sapir and Benjamin Whorf. They worked out the principle of linguistic
relativity, which is also well-known as the Sapir-Whorf hypothesis. The principle of lin-
guistic relativity says that it is the structure of the language spoken what does form the
point of view of the very person or the whole people, who speak the very language.
(Yartseva, 1990). Peoples, who speak different languages, are considered to have a plenty
of differences in their understanding and interpreting both the whole world and the main
so-called fundamental categories and phenomena. Such phenomena could include the con-
cept of time, space, number and quantity or, for instance, understanding the concept of
property or possessing. These phenomena can take place in the real life of people and that
is the reason why being it another language environment native speakers feel this differ-
ence quite a lot. (Denisova, 2002). Anyway, the principle of linguistic relativity claims that
a person, who speaks several languages, is able to use several corresponding models of

thinking and evaluating the world. The theory examines the following subjects:

o understanding shape;

o understanding colour;

o understanding the causal relationship;

o understanding time and space;

o understanding real phenomena, for example, the role of subjects or things in the re-

al life. (Everything about psychology, ©2002).

Having compared cultural values and dimensions between the Czech and Russian cultures
we revealed some similarities and differences. Nonetheless, there are more differences in
spite of the fact that these two cultures are quite close. Such a result might be explained

with the higher influence of the Western cultures with their traditions and languages.
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3.2 The structure of the questionnaire

As it has been mentioned, there is a questionnaire for collecting the data. While construct-
ing the questionnaire we were inspired by the Value Structure Map of automobiles that had
been suggested by Marieke de Mooij. (Mooij, 2011, p. 301). Due to the fact that there are
two cultures with their spoken languages, the questionnaire is represented both in Czech

and in Russian.

However, there is an English variant, which has not been used while making the research.
The number of respondents for each variant of the questionnaire is 60 including men and
women. Any age groups have not been indicated, a respondent should insert their age in
the category of personal data. Furthermore, the category of personal data consists of the

following points:

o age: a respondent should insert their age using a textbox;

o gender: a respondent should choose one of two options “male” or “female”;

o family status: a respondent should choose “single”, “married” or “divorced”;

o income: a respondent should insert their income using a textbox; he or she does not

have to answer the question.

3.2.1 Consumers’ attitudes toward cars

According to the thesis, the questionnaire has been subdivided into two parts. The first one
is devoted to the topic of cars and primarily consists of the questions with an opportunity
of choosing only one answer. A respondent should represent their attitude towards not only
the appearance of an ideal car but also its technical characteristics including engine and
design. Due to the questions it becomes possible to reveal the respondent’s opinion regard-
ing the topic. Moreover, there is a question that helps to find out whether a respondent is
happy with having or driving a car. There is the emotional aspect that is known as a very
important one for a person, who would like to purchase something, especially, such an

expensive and a significant thing as a car.

However, this question includes a possible answer “I do not have a car”. There are also
three questions that help to define the role of a car in a person’s life. One of them is di-
rected to the life of a respondent, whether the role of a car is important for the very person.
The others are to determine whether a respondent considers that having a car gives its

owner a possibility of being more successful and independent in the society.
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There is also a question concerning the price and a question touching an actual problem of
the modern world: environment. It is known well that a car does cause polluting and one of

the most important problems of big cities is pollution, car fumes and smog.

3.2.2 Consumers’ attitudes toward beer

The second part of the questionnaire regarding drinking habits, especially, beer consists of
both the questions with an opportunity of choosing an answer and the questions with text-
boxes, where a respondent should write their answer down. Also, there are some questions
with an opportunity of both choosing an answer from more than three answers and of writ-

ing down their own one with using a textbox.

Moreover, there are four questions with a possible answer “I do not drink beer” and two
questions with a textbox for an answer that are not obligatory to be answered. This part of
the questionnaire is to reveal the attitude of a respondent towards beer and the ways of its
being represented. Thus, there are three questions that should be answered through using a
textbox. Indeed, a respondent should indicate whether they are aware of any advertising
campaign of any beer mark, define their favorite beer mark (whether there is one) and

write down some known brands.

Besides, two questions are not obligatory to answer, whereas the third one has a possible
answer “I do not drink beer”. Furthermore, a respondent should define how often they
drink beer (if they do it indeed) and what can influence their choice while making a pur-

chase. There are four possible factors:

o package;
o color;
o strength;

o volume capacity of the package.
Anyway, a respondent has an opportunity of writing down their own answer using a text-
box or choosing the possible answer “I do not drink beer”. Then, a respondent should de-
fine what kind of beer they drink (if so) and what kind of package they do prefer. When
answering the last question a respondent should choose one of six possible answers for the
question when they drink beer:

o at home;

o at their friends’ place;
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o inapub/in a club;
o at parties;
o somewhere else;

o they do not drink beer.

Such questions might help while working out a new marketing strategy because it becomes
possible to reveal the market segment, classify it, to find out strong habits and get some
detailed information regarding either package, volume of the package or a more successful
advertising campaign or a place where beer is usually drunk by the people representing the

determined market segment.

3.3 The results of the Czech questionnaire

It has been decided to start working with the questionnaire for the Czechs. The very ques-
tionnaire was represented through social networks as Facebook, through the special web-
site for publishing questionnaires and other tools for making a research and personally for

some respondents.

First of all, we would like to underline that collecting the data was quite easy and our first
impression concerning the people belonging to this nationality is the following. Most of
them are rather easy-going and it is a kind of pleasure to deal with them. Furthermore,
there were some students among the respondents, who were initiative and suggested their
taking part in the research themselves. We are going through the whole questionnaire in

order to reveal how the special features of the Czechs appear within the chosen topics.

3.3.1 Personal data

First of all, it is necessary to deal with the personal data and to have a look what kind of
respondents took part in the questionnaire. As it has been mentioned above, we have de-

fined four criteria to classify respondents:

o age;
o gender;
o family status;

o Income.
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Age criterion

As for the age criterion, it has been chosen as the main criterion for comparing the cultures.
So, the middle age of the respondents is 29. Besides, the youngest respondent is 15 years
old, whereas the oldest one is at the age of 67. We have determined several age groups:

o under 20 years old (two persons);

o 20-25 years old (thirty one person);

o 26-35 years old (nine people);

o 36-45 years old (seven people);

o 46-55 years old (four people);

o over 55 (one person).
It is possible to notice that the respondents are mostly at the age of 20-25. This fact togeth-
er with the figure of the middle age shows that it is mostly the youth, who checks such
websites and electronic versions of any kind of a questionnaire. As a rule, this part of the
population either studies, or already works, or combines these both ways.
On the other hand, there are 5 respondents over 45, who have been represented the elec-
tronic version of the questionnaire as well. All of them have been able to answer all the
questions on their own; that fact shows that the Czechs at their forties or fifties use the In-
ternet, social networks (Facebook) and are used to such methods of making a research as
an electronic questionnaire.
Nevertheless, there are some people, who skipped the part of the personal data. Due to the
fact that the majority of the respondents is represented through the second and the third age
groups (20-25-26-35 years old) it is more expedient to examine the results within these

two groups. The responds received within the others are illuminated.

Gender criterion

The next criterion we are going to discuss is the gender criterion. This one has been chosen
as the secondary criterion for comparing. It shows that there are only 38% men, who have
taken part in the research, whereas women are represented through almost 62%. Moreover,
there are five people, who skipped the question. The relation between men and women is

shown through the chart 1.
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® Men ® Women

Chart 1 Gender

Source: from the own research

Dividing on this criterion is extremely important. Michael Solomon, Judith Zaichkowsky
and Rosemary Polegato have the strongest opinion regarding gender roles that is reflected
in their book “Consumer Behavior. Buying, having and being”. According their point of
view, both men and women have some roles that have been defined by the society. Thus,
“traditional conception of the ideal man is tough, aggressive, muscular man, who enjoys
“manly” sports and activities”, whereas women “are taught to value communal goals such
as affiliation and the fostering of harmonious relations”. (Solomon, Zaichkowsky, Polega-

to, 1996, p. 153, 157).

As for beer advertising, there can be two completely different campaigns for men and
women. The men’s one would appeal to either strength, aggressiveness of taste or flavor,
or good company and time spending, etc. On the other hand, the women’s version would
appeal to smooth and gentle taste, for example. Nevertheless, in the modern society the
gender roles are constantly changing and, if to have a look at the car industry, each sixth
woman is a new car-buyer. This changing is the reason why marketers should change their
strategies, which have been prepared for the men’s market due to the fact that it was a man,

who had been ruling the market and the sphere of marketing for a long period of time.

The family status criterion

The third criterion is the family status criterion, which is going to be the tertiary criterion
for comparing. This one has three possible answers:
o single;

o married;
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o divorced.
There was an opportunity to use the fourth one “Widowed” but from the ethic point of
view we have decided to illuminate it. Thus, the first variant “Single” is represented
through more than 76% of the respondents, the second one “Married” — through almost
22% and the last one “Divorced” is represented through only 1% of the respondents. There
were also 5 five people, who skipped the question. The results can be seen in the chart 2:
1%

Single

' 7% 4 B Married.
v B Divorced

Chart 2 Family status

Source: from the own research

The income criterion

The fourth criterion has appeared to be the most interesting one due to the fact that there is
the bigger amount of different answers. Nevertheless, the majority has skipped the ques-
tion. Indeed, there are 26 respondents, who have answered the question, and 34 of them,
who have skipped it. To conclude, it is possible to say that the Czechs do prefer to keep the
information concerning their income in a kind of secret. This point is even likely to be a
kind of taboo for the people, who do not have closer relationships. However, either for
friends or people, who know each other for a certain period of time, this theme becomes
opened. Closer friends could even compare their income, complain whether they are unsat-
isfied and share some information regarding jobs, better opportunities and career.
So, there were three respondents, who indicated their being a student; this fact might show
that studying was quite important for them and they were likely to compare studying to
working. Then, the other three respondents answered the question but did not specify the
exact sum of the income. Thus, their answers were:

o “astudent with some temporary jobs and a very irregular income”;

o ‘“irregular wages accordingly to the part-time and temporary jobs”;

o “higher income”.
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If to take into consideration the first and the second answers, it is possible to notice that the
persons are rather unsatisfied with their situations. That shows that a very interesting and
popular fact regarding the Czechs and some other nationalities like, for example, the Ger-
mans. The people belonging to these nationalities are considered to complain extremely
often whether they are sure that something is not going right.
On the other hand, there was a plenty of respondents, who determined the exact sum of
their income. Moreover, some of them indicated whether they get a so-called net or gross
salary. Thus, there are just two respondents, who paid attention to the point. So, the an-
swers were:

o app. 23 000 CZK (net salary);

o 35000 CZK (gross salary).
The rest of the respondents determined their income without any further notes. However,
according to understanding the point of the jobs and salaries, the Czechs do not mention
their net salaries so frequently. Indeed, they indicate their gross income. Anyway, we sub-
divided the respondents into some groups accordingly to the income they had reflected:

o the respondents with lower income (10 000 CZK — 16 500 CZK);

o the respondents with average income (18 000 CZK — 25 000 CZK);

o the respondents with above-average income (35 000 CZK);

o the respondents with higher income (100 000 CZK).
Moreover, there was one person with the answer “0 CZK” and one person with the answer
“On maternity leave — 7 150 CZK”. One person with the answer “100 000 CZK” did indi-
cate his/her income. As it had been expected, such sums would not be reflected. Nonethe-
less, we are not going to take into consideration this point as a criterion due to the fact that

a plenty of people has skipped the question or has not reflected the true data.

3.3.2 Cars

In the modern society the majority of people really need cars. The cities are getting bigger
and in a big country like the USA, for example, it becomes impossible to live without a
car. Moreover having a car gives people an opportunity of travelling and working and,
what is very important, having or driving a car is actually a kind of hobby not only for men
but also for women. But what about smaller countries with a rather developed system of

public transportation like in the Czech Republic?
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The first part of the questionnaire is to reveal the Czechs’ relation towards having a car and
possible requirements for a dream car. We have introduced all the questions above and this
sub-chapter is devoted to analyzing the data according to the defined criteria and describ-
ing the results we have got while making the research. Due to the main criteria chosen, it is

possible to represent the respondents in the chart below.

The characteristics of the respondents

19
Single women
10 .
6 ® Married women
2 2 1 - B Single men
B Married men
20-25 y.o. 26-35 y.o.

Chart 3 Characteristics of the respondents

Source: from the own research

The cars’ role in life

The purpose of the first questions was to find out whether having a car is a matter of im-
portance. The chart below is to compare the results, which have been received within the
respondents from the mentioned groups. According to the data, the majority of the re-
spondents (twenty people) said that it is highly important for them to have a car. Almost
32% of the respondents said that having a car was important. The last two answers were
chosen by eight and five persons respectively. The variant “Neutral” was chosen by eight

people as well.

8%

® Highly important
B Important
Neutral

= Unimportant

® Highly unimportant

Chart 4 Importance of a car

Source: from the own research
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Within the first group there were five single women from the whole number of twenty one
and five single men from the whole number of ten, who said that it was highly important
for them to have a car. The second answer (“Important”) was chosen one married and eight
single women and three single men. On the other hand, three single women and one single
man defined that it was not so important to have a car and two single women and one sin-

gle man said that it was not important at all.

H Single men

H Single women

3
2
1 1 1 1 1
. H Married women

Highly Important Neutral ~ Unimportant ~ Highly
important unimportant

Chart 5 The results within the first group

Source: from the own research

As for the second group, people at the age of 26-35 responded a little bit differently. The
responds “Highly important” and “Neutral” were the most popular (two single men, one
single woman and two single men and one married woman respectively). Moreover, there
were two single men, who defined that it was unimportant and highly unimportant to have

a car.

2
H Single men
1 1 1 1 .
O Single women
| ‘ i H Married women

Highly important Important Neutral Unimportant

Chart 6 The results within the second group

Source: from the own research

To conclude, it is necessary to underline that more than a half of the respondents (66% of
the people) do believe that having a car is a matter of importance. Nevertheless, in spite of
the developed public transport, the Czechs see long distances as a problem that should be

solved with a car.
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The role of independence

It is possible to notice that respondents could be influenced by their understanding the con-
cept of independence. In different situations such a concept can be perceived and interpret-
ed in a many different ways and the chosen way of its interpreting does correspond to the
situation. Thus, being independent can include an opportunity of travelling either without
or with the smallest borders, financial independence, independence from the public opin-

ion, etc.

As for the first group, the answer “Definitely yes” was chosen by thirteen single and two
married women and six single men. The second affirmative respond was chosen by 30% of

the respondents. The negative responds were chosen by the minority of the respondents.

13

M Single men

5 5 B Single women
2 I 1 1 H Married women
== N S R
Definitely yes Yes I do not know No Definitely not

Chart 7 The results within the first group

Source: from the own research

In the second age group there were: one single men, one single and one married women
with the respond “Definitely yes”; two single men and one single woman with the respond

“Yes”; two single men with the respond “Neutral” and the only one single man with the

respond “No”.
2 2
H Single men
1 11 1 1 .
O Single women
E Married women
Definitely yes Yes I do not know No Definitely not

Chart 8 The results within the second group

Source: from the own research
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So, according to the respondents’ opinions, having a car definitely makes its owner more
independent, so far the most of people had almost the same answer — the majority of 55%

said that they were completely sure that having a car did make its owner more independent.

Whether cars make people more successful

As for the third question, the responds surprisingly changed. If in case with the second

question we got almost all affirmative responds, the third one was totally different.

Thus, in the first group the affirmative answers were chosen by the minority of the re-
spondents, whereas the variants “No” and “Definitely not” were chosen by seven single

women and two single men and six single and one married women respectively.

M Single men

2 3 H Single women
11 I B Married women
Definitely yes Yes I do not know No Definitely not

Chart 9 The results within the first group

Source: from the own research

In the second group there was not the answer “Definitely yes” but the variant “Yes” was
chosen by two single men and a woman; two single men chose “I do not know” and two

single men and one married woman chose “No”.

2 2
M Single men
O Single women
H Married women

1
Definitely yes Yes I do not know No Definitely not

Chart 10  The results within the second group

Source: from the own research

In conclusion, it is possible to notice that the people’s opinions concerning the point
change with their getting older and for the older having a car means to be more successful

and to have more constant position in the society.
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Whether driving is pleasure

The fourth question was devoted to the emotional aspect. The purpose was to reveal if hav-
ing or driving a car was a pleasure for its owner. An extremely interesting thing we learnt
was that there was no respondent, who chose the variant “Definitely not” in spite of the

fact that the variant “I do not have a car” was chosen four times.

8% 7%

H Definitely yes
Yes
® Neutral

® No

8%

I do not have a car

Chart 11  Whether driving is pleasure

Source: from the own research

According to the data of the chart, the respond “Definitely yes” is the most popular: it was
chosen by thirty people (50% of the whole number). “Yes” is on the second place. The
variants “No” and “I do not know” were chosen by the same number of respondents. That

corresponds to 8%.

As for the first group, the first respond was chosen by one married and seven single wom-
en and nine single men. The second variant was taken by a single man, one married and
seven single women as well. Two single women answered “Neutral” and two single wom-

en chose “No”. The answer “I do not have a car” was chosen by one single woman.

M Single men

) ) H Single women
1
H Married women
| . | -
Definitely Yes Neutral No Definitely I do not
yes not have a car

Chart 12 The results within the first group

Source: from the own research
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The people from the second group chose mostly the first respond (three single men and
two single women), two single men answered “Neutral”, whereas one single man and one

married woman chose “No” and “I do not have a car” respectively.

3
2 2 2 M Single men
1 O Single women
I_I H Married women

Definitely Yes Neutral No Definitely 1 don’t have
yes not acar

Chart 13 The results within the second group

Source: from the own research

The result is the following. The emotional aspect is extremely important and in the today’s
society cars do make people happy indeed. The rest of the questions were to find out if
some technical characteristics were important for prospects and the people, who had al-

ready bought a car.

Importance of safety

Thus, the fifth question was devoted to such a characteristic as safety and the purpose was
to identify whether it is actually significant. The variant “Highly unimportant” was not
chosen any time, whereas the variant “Unimportant” was chosen just once. The first and

the second answers were chosen mostly: 58% for the first one and 28% for the second one.

Within the first group, there were one married and twelve single women and five single
men, who said that the safety of a car was highly important. Then, one married and two
single women and three single men said that it was important. The variant “Neutral” was

chosen by five single women and two single men.
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H Single men

M Single women

H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 14  The results within the first group

Source: from the own research

People from the second group chose: “Highly important” (two single men and two single

women), “Important” (three single men) and “Neutral” (a single man, a married woman).

H Single men

3
2 2
1 1
E_D O Single women

. . . H Married women
Highly Important Neutral Unimportant Highly
important unimportant

Chart 15  The results within the second group

Source: from the own research

Importance of design/colors

The next question was devoted to the appearance of a car. The most of the respondents
from the first group indicated the second respond “Important” — one married and seven
single women and eight single men. One married and four single women defined that it

was not important. Seven single women and two single men chose the respond “Neutral”.

M Single men

H Single women

i H Married women
Highly Important Neutral Unimportant Highly
important unimportant

Chart 16  The results within the first group

Source: from the own research
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The majority of the respondents from the second group chose the answer “Important” (four
single men and one single woman); one single man and a woman defined their relation as
neutral and one single man said it was highly important. The variant “Unimportant” was

chosen by only one married woman.

H Single men
O Single women

Q H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 17  The results within the second group

Source: from the own research

Actually, the second variant “Important” was chosen with the majority of the respondents —
55%. It means that for the Czechs it is quite important to know that their car looks fine.
One more interesting thing from the personal experience to notice: the Czechs have their

cars regularly cleaned even in spring and autumn, although it is quite dirty outside.

Importance of strong body

The respondents appeared to consider the strong body of the car to be a matter of big im-
portance. So, “Highly important” was answered by five single women and five single men
from the first group; one single man and a woman from the second one. “Important” was
chosen by: nine single women and three single men from the first group and three single
men and a woman from the second one among them. The respond “Neutral” was taken by:
one married and four single women from the first group and one married from the second
group.

On the other hand, the variant “Unimportant was chosen by two single men and one mar-
ried and one single woman from the first group. Besides, there was no one with the re-
spond “Highly unimportant”. This result corresponds to the results of the question regard-

ing the safety of the car. Indeed, the safety characteristics quite frequently depend on the
strong body of the car.
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9
55 X 4 H Single men
| 2 L1 B Single women
H Married women
Highly Important Neutral Unimportant Highly
important unimportant

Chart 18  The results within the first group

Source: from the own research

3
H Single men
11 1 1 .
[ Single women
E L D H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 19  The results within the second group

Source: from the own research

Importance of strong motor

Before starting collecting the data it had expected that this question would have been an-

swered mostly “Highly important” or “Important”. Indeed, the results differed a little.

The first answer — “Highly important” — was chosen by six people from the whole number

including two single women and a man from the first group and one single man from the

second one.

H Single men
H Single women

H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 20  The results within the first group

Source: from the own research
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The second answer — “Important” — was indicated by 35% of the respondents with: one
married and six single women and three single men from the first group and three single

men and two single women from the second one.

3
2 H Single men
1 1 1 1 O Single women
j i |—| i H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 21  The results within the second group

Source: from the own research

Nonetheless, there were twenty four people with their neutral attitude with seven single

women and six single men from the first groups, one single man from the second one.

Then, one married woman and four single ones from the first group and one married wom-
an from the second group defined that the point was not important, whereas one single man
from the second group indicated the variant “Highly unimportant”. Anyway, the expected

results did not differ so much from the results received.

Price

The next question is extremely important. It is obvious that price is the point that could
change a lot. Furthermore, price is considered to be one of the marketing stimuli and, in-
deed, people very often (almost always) are influenced with price while purchasing. How-
ever, the live experience frequently claims that a significant thing as a car is very expen-
sive and there are a great deal of people who believe that the quality of the car does depend

on its price. Price remains important and that fact has been approved through the results.

The majority of the respondents indicated the second variant — “Important” — 62%. There
were: one married and twelve single women and five single men from the first group, four
single men, one married and two single women from the second one. Then, the respond
“Highly important” was chosen by one married woman; three single ones and two single

men from the first group, a single man from the second one.
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H Single men

2 12 2 H Single women
B | e H Married women
Highly Important Neutral Unimportant Highly
important unimportant

Chart 22 The results within the first group

Source: from the own research
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2 H Single men
1 1 1 O Single women
j i H Married women
Highly Important Neutral Unimportant Highly
important unimportant

Chart 23  The results within the second group

Source: from the own research

The last two negative responds were chosen by just six persons from the whole number.

Environmental friendliness

Actually, the Czechs appeared to take care of the environment quite a lot and this fact has

been supported by the result of the research.

The first respond “Highly important” was chosen by five people (a single woman and two
single men from the first group). The second affirmative question (“Yes’’) was chosen by:
one married and nine single women and two single men from the first group, one single

man and a woman from the second one.
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M Single men

1 2 H Single women
B i B Married women
Highly Important Neutral Unimportant Highly
important unimportant

Chart 24  The results within the first group

Source: from the own research

Anyway, there was a big group of the respondents, who answered “Neutral”— one married

and eight single women and four single men from the first group, five single men and two

women — a married and a single one — from the second one.

5
H Single men
O Single women
11 11 .
E Married women
Highly Important Neutral Unimportant Highly
important unimportant

Chart 25  The results within the second group

Source: from the own research

The minority of the respondents said that it was not important to have an environmentally

friendly car.

3.3.3 Beer

As it has been already mentioned, the second part of the research is devoted to drinking

habits concerning beer consuming. We have chosen such a beverage due to the fact that it

is quite popular both in Czech and in Russia. In this chapter we are going to compare

drinking habits in the both cultures and we are going to start with the part devoted to the

Czech culture.
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Whether they drink beer

The first question was to reveal whether the Czech people drink beer. It appeared that 51%
of the whole number chose the respond “Definitely yes”. The respond “Yes” was chosen
by just five people and both “No” and “Definitely not” — by eleven people respectively.
Besides, it is necessary to take into consideration that there were four people, who had not

answered the questions. The results can also be seen in the chart.

H Definitely yes
Yes
No

E Definitely not

Chart 26 ~ Whether people drink beer

Source: from the own research

The results within all the groups were quite similar. Thus, the first answer (‘“Definitely
yes”) was chosen by: nine single women and seven single men from the first group, four
single men and one married and two single women from the second group. The second

affirmative respond (“Yes”) was chosen by four single women from the first group.

M Single men

4 .
=]
3 3 Single women
2 H Married women
1 I 1 I 1
Definitely yes Yes No Definitely not

Chart 27  The results within the first group

Source: from the own research
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4
H Single men
2 O Single women
1 1 1 H Married women
Definitely yes Yes No Definitely not

Chart 28  The results within the second group

Source: from the own research

The variant “No” was answered by 20% of the respondents. There were: a single man, one
married and three single women from the first group and a single man from the second
group. The answer “Definitely not” was chosen by: two single men, one married and three

single women from the first group, a single man from the second one.

Frequency of consumption

The purpose of the second question was to find out whether the respondents buy beer fre-
quently. The respond “Highly often” was chosen by only two persons — two single men
from the second group. Then, the answer “Often” was indicated by: three single men and

women from the first group and a single man and woman from the second one.

4 3 M Single men
33 H Single women
- B Married women
Highly often Often Seldom  Highly seldom I do not drink

beer

Chart 29  The results within the first group

Source: from the own research

Then, the respond “Seldom” was chosen by: five single women and four single men from

the first group, two single men and one married and two single women from the second
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one, whereas the variant “Highly seldom” was chosen by: one married and eight single

women and a single man from the first group.

2 2 2
1 1 1 M Single men
O Single women
H Married women

Highly often Often Seldom  Highly seldom I do not drink
beer

Chart 30  The results within the second group

Source: from the own research

These results show that the Czechs like beer but mostly take it not so regularly and quite

carefully, especially, the younger generation.

Brand awareness

In order to define which mark of beer is the most favorite, we have decided to reveal the
following. Firstly, whether people are acquainted with some brands. Secondly, whether
people are aware of some advertising campaigns and, if yes, which one. Thirdly, which
brand they prefer. The received results were quite interesting. In spite of the fact that some
of the respondents indicated that they did not drink beer, they defined a plenty of different
kinds of beer. Moreover, the main share of the pointed brands in represented through
Czech beer brands. This fact confirms the Marieke de Mooij’s point of view concerning

social status drinks.

So, among the single men from the first group the most popular brands were: Pilsner Ur-
quell and Gambrinus, then Velkopopovicky Kozel, Staropramen and Radegast. Further-
more, the respondents also included beer from their region, for example, Plzen or Starobr-

no. The ratio among the brands is reflected in the chart below.
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m Velkopopovicky Kozel
Staropramen

m Radegast

B Zlaty bazant

E Pilsner Urquell

Men H Gambrinus

Chart 31  The results within the first group (among men)

Source: from the own research

As for the women from the same group, their responds were quite close despite they intro-

duced some more brands. In the chart 33 there are their responds represented.

® Bernard

H Radegast

B Velkopopovicky Kozel
Staropramen

® Pilsner Urquell

Women u Starobrno

Chart 32 The results within the first group (among women)

Source: from the own research

To conclude, the younger generation recognizes a great deal of beer brands and, as the data
show, Radegast, Velkopopovicky Kozel, Staropramen and Pisner Urquell are the best-
known brands among both men and women. Men also indicated Gambrinus, whereas
women — Starobrno and Plzen. Moreover, all the respondents reminded the brand from the

region they came from, for example, either Ostravar or Krkonos.

As for the second group, the men’s opinion differed a little. That the majority of the re-
spondents had skipped the question. That is the reason why the figures are much smaller.
Thus, Radegast, Pilsner Urquell and Kozel appeared to be the best-known, while there
were also Heineken, Carlsberg and Stella Artois. These brands were not mentioned by the
respondents from the first group despite they were known well. The women from the sec-

ond group were also aware of Radegast, Kozel, Pilsner Urquell, Bernard and Gambrinus.
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Advertisement awareness

The purpose of this part was to reveal, which advertising campaign was the most recog-
nizable and effective. So, among the single men from the first group the most popular
campaign belonged to Pilsner Urquell, Radegast with its famous slogan “Life is bitter!”
(Zivot je hotky) and Kozel. The Plzen brand was mentioned just once but the man said that
he remembered all its campaigns. Also, there were some other campaigns that were deter-

mined. The results can be seen in the chart.

E Pilsner Urquell

m Radegast

m Velkopopovicky Kozel
Staropramen

B Gambrinus

m Plzen

m Zatecky Gus

® Budvar

Men

Chart 33 The results within the first group (among men)

Source: from the own research

Then, the women from the first group also mentioned such slogans as: “Life is bitter!”
(Radegast) and “The world’s got crazy” (Bernard). Moreover, they mentioned the advertis-
ing campaigns of Plzen twice with a note that the most interesting and attractive thing was

the direction to the history and traditions.

3 m Radegast

B Gambrinus

B Plzen

B Bernard

® Pilsner Urquell

m Velkopopovicky Kozel
Holba

u Pardal

Women Staropramen

Chart 34  The results within the first group (among women)

Source: from the own research
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As for the second group, the men also chose Radegast with its slogan, Pardal, Birell, Free
and Kozel. All the brands were mentioned once except Radegast — this one was chosen
twice. The women also indicated that the slogan is important, moreover, Bernard’s cam-
paigns were characterized as extremely interested and drawing attention. Both Pilsner Ur-

quell and Plzen were appreciated thanks to their ideas concerning culture and history.

To conclude, the most popular and recognizable beer brand is Radegast. This fact is con-
firmed by the respondents from all the groups. The second place is taken by Pilsner Ur-
quell and the third one — by Velkopopovicky Kozel.

Personal preferences

The goal of this question was to find out what kind of beer people prefer. The majority
chose the variant “Lager beer” (73%). The relation among the three answers is shown in

the chart below. Besides, there were four people, who skipped the question.

20% 7%
® Bock beer

73% Lager beer
I do not drink beer

Chart 35  Personal preferences

Source: from the own research

In the first group the majority of single men and women chose the respond “Lager beer”:
one married and fifteen single women and seven single men, whereas the variant “Bock

beer” was chosen by only a single woman and a man.

M Single men
H Single women

H Married women

Lager beer Bock beer I do no drink beer

Chart 36 The results within the first group

Source: from the own research
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In the second group there were four single men, one married and two single women with
the respond “Lager beer”, a single man with the respond “Bock beer” and a single man

chose the variant “I do not drink beer”. The ratio is shown in the chart.

H Single men

2
1 1 1 O Single women
j i i H Married women
Lager beer Bock beer I do not drink beer

Chart 37  The results within the second group

Source: from the own research

Package

Another quite important thing that can influence purchasing and consumer behavior re-
garding consuming beer is package. Indeed, the quality of beer frequently depends on its
package. The received result was rather interesting. The majority of the respondents chose
the variant “Draft beer” (64%). Actually, draft beer is considered to be a kind of beer of the
highest quality. The second place is taken by beer bottled in glass.

Anyway, from the first group there were one married and thirteen single women and eight
single men, who preferred draft beer. Then, three single women chose beer bottled in glass.
The other responds were not chosen within this group any time. In the second group draft
beer also appeared to be the most popular (four single men, one married and two single

women). One single man preferred beer bottled in glass.

Preferable marks

Within this question we are going to reveal which beer brand is considered as the most
preferable one. We have already defined the most popular brands: Radegast, Pilsner Ur-
quell and Velkopopovicky Kozel. Within the men from the first group Pilsner Urquell and
Velkopopovicky Kozel were mentioned twice and they were taken as the most preferable.

Radegast was confirmed only once. Moreover, there were some other brands introduced.
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m Radegast
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B Velkopopovicky kozel
Staropramen
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Svijany

Men

Chart 38  The results within the first age group (among men)

Source: from the own research

In case of women, the results changed quite a lot. According to the data, Radegast ap-
peared to be the most preferable beverage, whereas among the men it was not so popular as
Pilsner Urquell or Kozel. These two beers take the second place together with Staro-

pramen. Some women mentioned other brands, although they were not so popular.

H Radegast

H Pilsner Urquell

H Velkopopovicky kozel
[ Staropramen

H Zlinsky Svec

H Svijany

H Branik

H Poutnik

H Polichka

H Birrel

Women

Chart 39  The results within the first group (among women)

Source: from the own research

In the second age group men defined Radegast (mentioned twice) as the most preferable,
however, one of the respondents mentioned Bernard and some private brewers. The wom-

en also indicated Radegast, Pilsner Urquell and Krushovice (all of them once).

What influences choosing

Another extremely important point to find out is what makes people buy a certain type or
mark of beer, what influences their choice and purchasing. Anyway, there always is some-
thing special and individual for everyone, although there are some well-known points that
are chosen by the majority of the respondents. Within the groups there were some common

points, which were the most popular. The results can be seen in the charts below.
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Women

Chart 40  The results within the first group (among women)

Source: from the own research

There is a lot of factors for women at the age of 20-25, which influence their purchasing
behavior. However, price is much more important than quality, but at the same time it is as
important as taste, package and color. Such a conclusion can be explained through the fol-
lowing. The appearance of a beverage, its package, color and then taste are understood as
indexes of quality. But the men’s opinion looked differently. Taste was the matter of im-

portance and, surprisingly, there was no one, who would have mentioned price.

& Mark
H Taste

H Package

H Previous experience
Men

Chart 41  The results within the first group (among men)

Source: from the own research

In the second group the results were almost the same. Thus, taste and quality remain the

most important factor for men.

H Taste
H Quality
H Package

Men

Chart 42 The results within the second group (among men)

Source: from the own research
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There also were some more factors from the point of view of women. Price was one of

them as well.

H Taste
H Quality
H Price

EH Mark

Women

Chart 43  The results within the second group (among women)

Source: from the own research

Places

The last thing, which was important for the research was to get some information about the

place, where people prefer drinking.

@ At home

H At the friends' place
H In a pub/club

H At parties

E Somewhere else
Men

Chart 44  The results within the first group (among men)

Source: from the own research

At home

H At the friends' place
H In a pub/club

H At parties

H Somewhere else

Women

Chart 45  The results within the first group (among women)

Source: from the own research
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If to compare men and women, one can notice that for both of them it is quite important to
be in a good company. In other words, people consider that beer is just something addi-

tional, the company and the place is the very thing, which is much more important.

H At home

M At the friends' place
HEIn a pub/club

H At parties

E Somewhere else
Men

Chart 46  The results within the second group (among men)

Source: from the own research

At home

H At the friends' place
H1In a pub/club

H At parties

E Somewhere else
Women

Chart 47  The results within the second group (among women)

Source: from the own research

In the second group there is a difference between men and women. For men at the age of
26-35 drinking beer home is more attractive than for women. However, for both men and
women it becomes better to drink beer either at home or at their friends’ places. Parties are

not as popular as in the first group.

In conclusion it is necessary to underline that the point of beer has drawn much more atten-
tion than the point of cars. Some questions that should be answered with a textbox were
either skipped, answered with humor or negatively. Nevertheless, we have revealed the

main points concerning consuming beer.

The first thing, which was rather important for the research, was preferable brands. Within

the research it appeared that there were three beer brands that were the mostly preferable:
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Radegast, Pilzner Urquell and Velokopopovecky Kozel. However, Radegast was defined

as the most preferable one within the defined groups.

The second thing was to determine which brand had the most memorable and noticeable
campaign. The following brands were chosen: Pilzner Urquell, Velkopopovicky Kozel,
Radegast and Gambrinus. Moreover, we managed to find out what exactly draw the con-
sumers’ attention, for example, slogan, the very campaign or something else. In case of

Radegast, which campaign was defined as the most memorable one, it was the slogan.

The other points like package, personal preferences influencing buying behavior (color,
package, etc.) were also revealed in order to make the strongest image of an ideal beverag-

es from the point of view of the Czechs.

3.4 The results of the Russian questionnaire

While collecting the data we faced into a kind of problem. A plenty of he Russians either
ignored or reacted in a rather negative way after having a look at the topic. Anyway, that
shows the general point of view regarding the Russian culture. Indeed, the Russians are
very frequently represented as reserved and unfriendly people, who do not smile and take
everything too seriously and without humor. While making a research we learnt that the

Russians were really annoyed with asking to answer some question.

Nevertheless, we managed to complete the questionnaire with the same number of people
like in the Czech part of the research — 60 people. The structure of the questionnaire looks
the same like the Czech part and consists of three parts: personal data, the one devoted to
cars and the one devoted to cars. Anyway, we are going to start with the personal data as

well.

3.4.1 Personal data

According to the previous part of the research, we have determined four criteria for classi-
fying the respondents: age, gender, family status and income. Anyway, we are going to

start with the age criterion.

The age criterion

As for the age groups, we decided to choose two of them as for the Czechs and these

groups would include people at the age of 20-25 (the first age group) and 26-35 (the sec-
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ond age group). We are going to illuminate the results of the other age groups due to the

fact that they include a few people. There were respondents belonging to the groups:

o under 20 years old (four people);
o 20-25 years old (eighteen people);
o 26-35 years old (twenty three persons);
o 36-45 years old (six people);
o 46-55 years old (five people).
The rest of the respondents skipped the question.

The gender criterion

According to the data, thirty eight women and twenty one men took part in the questioning.
There was only one person, who skipped the question. That might be compared to the re-

sults received in the Czech questionnaire. The both results are relatively the same.

Women

® Men

4%

Chart 48 Gender

Source: from the own research

The family status criterion

The family status criterion was also defined as a very important for classifying. The ques-

tion included three possible variants as well:

o single;

o married,;

o divorced.
The first respond was chosen by thirty three respondents, the second one — by twenty four
and the last one — by two persons. There was also one person, who skipped the answer. The

results can be seen in the chart below.
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3%

= Single
Married

m Divorced

Chart 49  Family status

Source: from the own research

The income criterion

The Russians also reacted rather negatively on the questions devoted to income. As we had
learnt before, thirty four Czechs from the whole number of 60 skipped this question,
whereas there were forty four Russians, who skipped it as well. This fact shows that, ac-
cording to the opinions of people belonging to the Russian culture, the theme of income is
a kind of a strong taboo and, moreover, even close friends do not speak about their in-
comes at all. That is caused by the Russians’ prejudices concerning jealousy, envy and

other human feelings that can destroy relations.

However, there were some people, who either indicated their income or answered the ques-
tion in other way. So, there were two persons with a respond “I do not have a job”. One
person indicated their occupation instead of income (“A trucker”). Another one defined
their income as quite irregular and occasional. There was also a person with a respond “A

student”. The others indicated their incomes as:

o lower (6 700 CZK)!;

o average (9 000 CZK — 12 000 CZK);

o above-average (15 000 CZK — 20 000 RUB);
o higher (from 50 000 CZK).

Nonetheless, this criterion is not used for classifying due to skipping the question by the

majority of the respondents and indefinite responds given by the rest of them.

! At present accordingly to the exchange rates 1 CZK corresponds to 2,23 RUB
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According to the defined criteria there are two groups of the respondents, whose responds

are used within the research. The classification can be seen in the chart below.

13

M Single women
B Married women
H Single men

H Married men

20-25 y.o. 26-35 y.o.

Chart 50 Characteristics of the respondents

Source: from the own research

3.4.2 Cars

As for the Russians’ opinion regarding cars, a car is considered a kind of luxurious goods
and does influence social status of a person. Nevertheless, if to compare the systems of
public transport in Czech and in Russia, the Russians really need cars due to the fact that
the public transportation is not as developed as the Czech one and in Russia there are much

longer distances. So, having a car is quite important.

The cars’ role in life

The results of the research showed that having a car is important for the Russians As it is
reflected in the chart below, nineteen and twenty five people believe that having a car is
highly important and important. This number corresponds to 73%. The responds “Unim-
portant” and “Highly unimportant” were chosen by 17% and 7% respectively. It shows that

for the Russians having a car really is the matter of big importance.

o
7% ® Highly important
30, 17% Important
! Neutral
41%
Unimportant
® Highly unimportant

Chart 51 Importance of a car

Source: from the own research
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As for the first group, having a car is more important for the women (two single women
with a respond “Highly important” and one married and six single women — “Important”).
For the men of this group having a car is not so important: the first respond was chosen by

only one single man, whereas the rest of them chose the negative answers.

H Single men

3 ) H Married men

1 1 11 ﬂ 1 [] M Single women

H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 52 The results within the first group

Source: from the own research

Within the second group the results differed a lot; the majority of the respondents chose the
positive answers (one married and two single men, two married and four single women).
The negative answers (“Unimportant” and “Highly important”) were chosen by one single

and one married men and two single women.

This difference might be caused the strict segmentation of a person’s life in the Russian
culture. Indeed, the Russians at the age of 20-25 are likely to still study at high schools,
universities, etc. Then, on their getting older, the other duties like making families and ca-

reer come and the necessity of having a car appears more and more.

6
4 H Married men
o > 2 2 E Single men
1 1 1 1 I I 1 M Single women
| H Married women
Highly Important Neutral Unimportant Highly
important unimportant

Chart 53 The results within the second group

Source: from the own research
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The role of independence

There is a strong opinion in Russia that having a car makes its owner much more indepen-

dent and this opinion becomes even stronger with people’s getting older.

In the first age group the positive answers (“Definitely yes” and “Yes”) were chosen by the
majority of women (three single women and one married and seven single ones respective-
ly). There were also one married and two single men and two single women, who answe-

red negatively.

H Single men
3 B Married men
| 1 1 11 1 M Single women

H Married women

Defintely yes Yes Neutral No Defintely not

Chart 54 The results within the first group

Source: from the own research

The results are almost the same in the second age group: the majority of the respondents
answered positively. Thus, the variant “Definitely yes” was chosen by one married and two
single men, four single and five married women; the variant “Yes” — by one married and
two single men, three single and three married women. The respond “No” was chosen by

just one single man and one married women.

4 i H Married men
) ) 3 3 E Single men
1 1 i 1 1 M Single women
. B Married women
Definitely yes Yes Neutral No Definitely not

Chart 55 The results within the second group

Source: from the own research

To conclude, the general opinion is that having a car definitely makes its owner more inde-
pendent. This fact might be caused by the development of the public transportation system
and longer distances. In large cities like Moscow people have to commute from suburbs to

the center and it does take them a plenty of time to get to the office and back.
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Whether cars make people more successful

As we have mentioned above, for the Russians having a car may symbolize higher social
status and more stable position in the society. This fact is supported by the data received

within the both groups.

Thus, the variant “Yes” was chosen by the majority of the respondents: one single and one
married men, one married and seven single women. The negative responds (“No” and
“Definitely not”) were chosen by one single man and two single women and one single

man and woman respectively.

7
H Single men
B Married men
2 2
1 11 1 D 1 D 1 1 H Single women
e B Married women
Defintely yes Yes Neutral No Defintely not

Chart 56 The results within the first group

Source: from the own research

As for the second group, there was an interesting thing: there was no one with the respond
“Definitely not” or “Neutral”. Anyway, for married women having a car appeared to be
more significant regarding being successful than for single women: six married women
chose the variant “Yes”, whereas there were five single women, who chose the variant
“No”. The respond “Definitely yes” was chosen by: two single men, one single and two

married women.

6
5 H Married men
E Single men
22 2 M Single women
1 111 1 1
m i HE Married women
Definitely yes Yes Neutral No Definitely not

Chart 57  The results within the second group

Source: from the own research
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In conclusion it is necessary to underline that the married consider that having a car is im-

portant for being successful and this opinion belongs mostly to the part of women.

Whether driving is pleasure

This question had also mostly positive answers as in the Czech questionnaire. However,

there was one person, who indicated the variant “Definitely not”.

29 u Definitely yes
59, Yes
0 ® Neutral
7% No
u Definitely not

Chart 58  Whether driving is pleasure

Source: from the own research

The chart shows that the majority of the respondents (66%) chose the positive responds.
There is also a lot of people, who indicated that they do not have a car. If to compare the
received results with the results of the Czech questionnaire, it is possible to notice that
there more respondents among the Russians with the respond “No” and “I do not have a
car”, whereas there was no one with the variant “Definitely not” and just five persons with

the respond “No” among the Czechs.

8
5 M Single men
5 E Married men
1 1 1 Single women
I B Married women
Defintely Yes Neutral No Defintely I do not
yes not have a car

Chart 59  The results within the first group

Source: from the own research

The data from the chart show that there is a lot of people at the age of 20-25, who do not

have a car: a single man and eight single women chose this variant. In comparison with the
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Czechs it was a lot because in the Czech questionnaire there was just one single woman

with such an answer. The rest of the respondents indicated mostly the first two variants.

As for the second group, there were a lot of people with the answer “Definitely yes” (one
married and two single men, three single and three married women). The second variant
“Yes” was chosen by: three single men and women and four married women. The number

of people, who did not have a car, totally reduced — one married man and woman.

33 33 H Married men

H Single men
1 11 1 1

i i l M Single women

H Married women
Definitely Yes Neutral No Definitely I do not
yes not have a car

Chart 60  The results within the second group

Source: from the own research

This fact supports the previous hypothesis regarding importance of having a car: a person

frequently gets a car after finishing studying. It is also closely connected with price.

Importance of safety

As in the Czech questionnaire, in the Russian one there was nobody, who said that safety
was not important. Indeed, even for those, who indicated that they did not have a car, safe-

ty is very important and the data from the charts confirms it.

The respondents from the first group indicated mostly the first variant (two single men and
five single women) and the second one (one single and one married men, one married and

six single women). The variant “Neutral” was chosen twice: by two single women.

6
5 H Single men
) ) B Married men
i 11 ! H Single women

H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 61 The results within the first group
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Source: from the own research

The men from the second group chose mostly the first variant (four single men). As for the

women, their majority indicated the second variant (five single and five married women).

575
4 .
H Married men
22 2 H Single men
! HE Single women
HE Married women
Highly Important Neutral Unimportant Highly
important unimportant

Chart 62 The results within the second group

Source: from the own research

This fact shows that the attitude towards safety does not change but becomes more and
more definite and, if in the first group there were two persons with the respond “Neutral”,

the respondents from the second group defined the point in a very exact way.

Importance of design/colors

Within the research it has been revealed that from the point of view of the Russians ap-
pearance of a car is quite important. Thus, there were thirty people (exactly 50%), who

indicated the variant “Important”.

Anyway, the respondents from the first group defined the point as important (two single
men, one married and six single women), as neutral (one single man and four single wom-

en) and unimportant (one married man and two single women).

6
4 M Single men
2 2 B Married men
1 1 1 1 .
D H Single women

H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 63  The results within the first group

Source: from the own research
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However, the opinion concerning design and colors of a car changed within the second
group. The variant “Highly important” was chosen by: three single men, one single and
three married women, whereas the variant “Important” was chosen by: two single men,

five single and five married women.

H Married men

55
3 3
2 2 H Single men
1 I i M Single women
E Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 64  The results within the second group

Source: from the own research

It is obvious that for older people it is important to have an “ideal car”. That is the reason

why they usually pay so much attention to design, color and accessories.

Importance of strong body

As a rule, a strong body of a car is closely connected with its being safety and reliable.
That is why people take it into consideration a lot. Thus, within the both groups the re-

spond “Highly unimportant” was not chosen any time.

M Single men
H Married men

Single women

. . : @ Married women
Highly Important Neutral Unimportant Highly

important unimportant

Chart 65  The results within the first group

Source: from the own research

If to compare the results from the first group of the Czech and Russian respondents, it be-
comes obvious that the Russians do not pay too much attention to the technical details and

they chose mostly the variant “Neutral” (one married man, one married and seven single
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women). Nonetheless, there were also a lot of people, who said that a strong body was im-

portant: one single man and five single women.

4 H Married men

E Single men

2 2
1 1 11 1 M Single women
ﬂ i [~ =

H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 66  The results within the second group

Source: from the own research

In the second group the majority of the respondents chose the variant “Important” — one
married and two single men, seven single and four married women. Nevertheless, one mar-

ried and one single man and a married woman defined that this point was not important.

Importance of strong motor

According to the data from the first age group, having a strong motor was not important for
the majority of the respondents (one married and two single men, one married and three
single women). One single woman indicated “Highly important”, whereas the other five
single women defined that it was important. The respond “Neutral” was chosen by one

single man and four single women.

5

M Single men

4
3
2 H Married men
1 1 1 1 |
H Single women
(] | i ! £

H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 67  The results within the first group

Source: from the own research

The data received in the second group are different. On one hand, the variant “Unim-
portant” was the most popular as well: chosen by three single men, four single and five

married women. On the other hand, bigger number of the respondents (one single and two
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married men, two single and two married women) believed that a strong motor was im-

portant. Two married women indicated the variant “Neutral”.

3 H Married men

2 22 2 E Single men

Ll ! i i H Single women

H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 68  The results within the second group

Source: from the own research

Price

The criterion of price is really important for the Russians. So, the respond “Highly im-
portant” was chosen by two single men and three single women; the variant “Important” —
by one single and one married man and seven single women. The other responds were cho-
sen by the minority of the respondents: one single and one married women for “Neutral”,

one single woman for “Unimportant” and one single woman for “Highly unimportant”.

M Single men
H Married men

H Single women

H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 69  The results within the first group

Source: from the own research

Nevertheless, there was no one with the respond “Highly unimportant” in the second group
and more respondents defined price of a car as an important thing (three single men, six
single and three married women). A single man and four married women indicated “Highly
important. The variant “Neutral” was chosen by a married man and a woman. There also
were three persons with the respond “Unimportant” — a married man, a single woman and a

married one.
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H Married men
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3553 Single men
1 i 1 1 1 11 M Single women
| =

H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 70  The results within the second group

Source: from the own research

Environmental friendliness

We expected that for the Russians environmental friendliness would not be as important as
for the Czechs. We received the data that support the expectations. Indeed, the Russians

appeared to be not interested in the topic.

In the first group there were one married and five single women with the answer “Neutral”,
two single men and women with the answer “Unimportant” and this number is rather high.

The answer “Important” was chosen by one married and one single man and six single

women.
6
5 H Single men
] 2 2 B Married men
H Single women
Highly Important Neutral Unimportant Highly E Married women
important unimportant

Chart 71  The results within the first group

Source: from the own research

In the second group the respond “Important” was chosen by two single men, three single
and five married women; “Neutral” — one married and one single men, one married and
three single women; “Unimportant” — one married and two single men, one single and two
married women; “Highly important” — one single woman. These results showed that for the

Russians environmental friendliness was not actually the matter of importance.
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3 3 H Married men
2 22 H Single men

1 11 1 1 1 )
i i i M Single women

H Married women

Highly Important Neutral Unimportant Highly
important unimportant

Chart 72 The results within the second group

Source: from the own research

3.4.3 Beer

As we have mentioned before, spirits are more popular in Russia that beer. Nonetheless,
among a plenty of the Russians beer is still one of the favorite beverages and, especially,

among the youth due to its being not as strong as spirits, taste and package.

Whether they drink beer

As for the first group, the majority of the respondents chose the variant “Yes” (one married
man and a woman and six single women). The variant “Definitely yes” was chosen by a
single man and a woman, whereas the rest of the respondents indicated the negative vari-
ants: one single man and four single women for “No” and one single man and two single

women for “Definitely not”.

4 H Single men
H Married men

H Single women

1 1 1 1 1 1
i H Married women

Definitely yes Yes No Defintely not

Chart 73 The results within the first group

Source: from the own research

Nevertheless, the results from the second group changed a little: the majority of the re-

spondents still answered “Yes” (four single men, three single and three married women),
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however, the majority of the women indicated the variant “No” (four married and four sin-

gle women).
4 4 4
33 H Married men
2 2 E Single men
M Single women
H Married women
Definitely yes Yes No Definitely not

Chart 74 The results within the second group

Source: from the own research

Obviously, the personal preferences are likely to change with people’s getting older and

this tendency is more typical for women.

Frequency of consumption

An interesting point was that there was nobody with the respond “Definitely not” in the

first group in spite of the fact that beer was considered to be one of the most favorite alco-

holic beverages. The respond “I do not drink beer” appeared to be the most popular: cho-

sen by one single man and six single women. The variant “Seldom” — by one married man

and one married and three single women; “Highly seldom” — three single women.

6
H Single men
3 3 H Married men
1 1 1 I I 1 1 .
D H Single women
. . . E Married women
Highly often Often Seldom  Highly seldom I do not drink

beer

Chart 75 The results within the first group

Source: from the own research

The results in the second group were relatively the same. The variants “Seldom”

“Highly seldom” appeared to be the most popular: one married and one single man,

and

one

married and two single women for the first one and three single men, one single and two
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married women for the second one respectively. The variant “I do not drink beer” was cho-

sen by the majority of the women: six single and four married ones.

6
4 H Married men
) 3 ) E Single men
11 1 1,41 1 i H Single women
hd | d;h

H Married women
Highly often Often Seldom  Highly seldom I do not drink
beer

Chart 76 The results within the second group

Source: from the own research

Brand awareness

The respondents form the Russian questionnaire mostly indicated the Russian beer brands,
nevertheless, due to the fact that the research was made at the territory of the Czech Re-
public and, we had to illuminate the Russian brands because of their not corresponding to
the matter of the research. That is the reason why we have illuminated the results received
from the men: there were just three of them who remembered not home brands (Tubourg,

Carlsberg and Belhaven).

As for the women, they represented quite a lot foreign brands including the Czech ones.
Thus, Staropramen was one of the most popular, Kozel was reminded twice and Bernard —

once.

H Bud

[ Staropramen
H Tubourg

H Zhatetskiy gus

M Velkopopoveckiy Kozel
Women H Carlsberg

Chart 77 The results within the first group

Source: from the own research
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The respondents from the second group gave more examples. So, the men indicated Carls-
berg and Kozel as the most popular (twice), whereas Heineken, Staropramen and Tubourg

were mentioned just once.

H Carlsberg
i Heineken

H Velkopopovicky Kozel

@ Staropramen

Men

H Tubourg

Chart 78 The results within the second group

Source: from the own research

According to the data, the results among the women were quite similar, just Tubourg was
mentioned twice and there were two other brands mentioned: Kronenburg and Holsten.

Besides, there was not any woman, who wrote Staropramen.

H Carlsberg
& Heineken
H Velkopopovicky Kozel

M Kronenburg

H Tubourg

Women E Holsten

Chart 79 The results within the second group

Source: from the own research

Advertisement awareness

Within this question we have faced to a problem of not being aware enough of advertising
campaigns for Czech beer brands. However, there were some of them mentioned. For the
man from the first group there were advertising campaigns of Carlsberg, Guiness,

Zhateckiy Gus and Milller (mentioned once).
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Men

H Carlsberg

H Guiness

H Zhateckiy Gus
E Miller

Chart 80 The results within the first group (among men)

Source: from the own research

Women

H Carlsberg

H Bud

H Tubourg

H Velkopopoveckiy Kozel
& Staropramen

H Heineken

Chart 81 The results within the first group (among women)

Source: from the own research

The women mentioned more advertising campaigns, for example, Bud (mentioned twice),

Kozel and Staropramen. As for the respondents from the second group, men mentioned

also Carlsberg and Kozel, whereas the women indicated more beer brands as well.

Women

H Carlsberg

& Bud

H Tubourg

H Velkopopoveckiy Kozel

H Holsten

Chart 82 The results within the first group (among women)

Source: from the own research

According to the results of the research, advertising campaigns of Bud and Carlsberg were

the most popular among the Russians.
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Personal preferences

Within the first group the majority of the respondents chose lager beer (one single man and
one married and four single women). Many respondents indicated that they did not drink

beer (two single men and six single women).

¢ M Single men
3 4 H Married men
1 ) 1 1 2 Single women
jJJ B Married women
Bock Lager I do not drink beer

Chart 83 The results within the first group

Source: from the own research

As for the second group, the results were almost the same: the majority chose lager beer as
well (one married and three single men, three single and four married women). Bock beer
was mostly chosen by men, whereas the rest of the women indicated that they did not drink

beer (four single and five married women).

5
4 4 H Married men
3 3 .
) E Single men
1 1 M Single women
ﬂ E Married women
Back Lager I do not drink beer

Chart 84 The results within the second group

Sources: from the own research

To conclude, lager beer is much more popular and, especially, among women, whereas

back beer is preferred mostly by men.

Package

As it had been revealed, the Czechs mostly chose draft beer, however, among the Russians
beer bottled in glass was as popular as draft one within the both groups. In the first group

there were more women (one married and four single ones), who preferred beer bottled in
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glass and the share of the respondents with this answer was even higher than the one with
the answer “Draft beer” (one single man and two single women). Moreover, there were
some people (a married man and a single woman), who indicated “Bottled in plastic” and

“Canned”. No one of the Czechs chose these variants.

4
H Single men
2 H Married men
1 1 1 1 M Single women
D E Married women
Draft beer Bottled in glass  Bottled in plastic Canned

Chart 85 The results within the first group

Source: from the own research

Nonetheless, in the second group the majority (two single men, two single and two married
women) indicated “Draft beer”. The second place is taken by “Bottled in glass” (two mar-

ried and three single men). Furthermore, two persons chosen “Canned”.

3
H Married men
2 2 2 2 I_l )
E Single men
11 M Single women
i H Married women
Draft beer Bottled in glass  Bottled in plastic Canned

Chart 86 The results within the second group

Source: from the own research

An interesting point is that the Russians also drink canned beer, whereas there was no one
among the Czechs, who would have indicated this variant. Besides, beer bottled in glass is

as popular as draft one, although the Czechs defined draft beer as the best one.

Preferable marks

A very important point of this matter was that the Russians did not define any favorite
brands, just some preferences. In the first group the most frequently bought brand was the

Russian one — Baltika. As for the others, Kozel and Staropramen were mentioned by most-
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ly women and Belhaven — by men. In the second group the Czech beer brands were men-
tioned mostly among both men and women. Thus, men preferred Kozel, Staropramen, Tu-
bourg and Carlsberg. All the women indicated Staropramen. It shows that the Czech beer
brands are rather popular among the Russians in spite of the fact that the respondents did
not determined so many advertising campaigns or did not include them in their lists of

preferences.

What influences choosing

Among the women from the first group there was also a plenty of factors influencing their
buying behavior. Two of them — price and strength — were mentioned twice. They also
included discounts in the criterion of price. An interesting point that appeared in this group
was mood. In other words, mood often influences buying behavior of the Russian women.
Besides, they also indicated such criteria as package, quality, volume capacity of the pack-
age and color. But the criterion of taste was not mentioned any time. As for the men, they

defined only two criteria — color and quality.

H Price

H Package

EColor

H Quality

H Volume capacity

H Strength

H Mood

Women

Chart 87 The results within the first group (among women)

Source: from the own research
Such results can be explained by understanding the concept of quality in the Russian cul-

ture — the point “quality” involves good taste, nice color, flavor, etc.

In the second group the criteria were more strictly defined. Thus, the men mostly defined

strength (trice), quality and brand (twice for each one) and color (once).



UTB ve Zliné, Fakulta multimedialnich komunikaci 91

= Color
H Quality

H Strength

Men H Brand

Chart 88 The results within the second group (among men)

Source: from the own research

As for the women, they mentioned only three criteria: color, volume capacity of the pack-
age and strength. Moreover, they indicated both the criterion of color and strength twice,
whereas the criterion of volume capacity was mentioned just once. So, strength was likely
to be important for both men and women, whereas color was appreciated by women more.
The criterion of taste also was not indicated by anyone. This fact can be explained through
personal preferences: people are likely to prefer a certain kind of beer with its strength,
color, etc. and taste is meant or expected within their understanding these concepts of ei-

ther quality or strength.

i Color
H Volume capacity

M Strength

Women

Chart 89 The results within the second group (among women)

Source: from the own research

Places

As for the women from the first group, the most preferable place for drinking beer was
friends’ places. The second place is taken by “Home”. Its shows that for the women from
this group was more important to be in a god company and a beverage is something sec-

ondary.
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At home

H At the friends' place
E In a pub/club

H At parties

H Somewhere else
Women

Chart 90 The results within the first group (among women)

Source: from the own research

The men from the very group also defined that the best place for drinking beer was either
with friends or in a pub/club. Here there was no difference between the Russian and the

Czech cultures.

2 2 E At home
1 1 1 H At the friends' place
H In a pub/club
H At parties
H Somewhere else

Men

Chart 91 The results within the first group (among men)

Source: from the own research

As for the second group there were just some of the respondents, who indicated a place.

“Home” was the most popular answer among the women.

@ At home
2 M At the friends' place
1 1 H In a pub/club
H At parties

Women E Somewhere else

Chart 92 The results within the second group (among women)

Source: from the own research

The responds given by the men from the second group did not differ from the results of the

men from the first one.
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4 DISCUSSION OF RESULTS

In conclusion it is necessary to underline that within the research we have revealed cultural
differences in dimensions between the Russian and the Czech culture in the aspect of using

cars and drinking habits (beer consuming).

4.1 Answering the research questions

As for the research questions, while making a research we found complete answers for
both of them. Thus, the first research question was about finding the differences between
the Czech and the Russian consumers in their attitudes towards cars and beer. We are go-

ing to discuss all the differences revealed starting with the point of cars.

4.1.1 Answering the first research question

Are there any differences between the Czech and Russian consum-ers in their atti-

tudes towards cars and beer?

The results of the research showed that in general having a car is more important for the
Russians than for the Czechs. Nineteen and twenty five people believe that having a car is
highly important and important. This number corresponds to 73%. It does show that for the
Russians having a car is more important than for the Czechs. The percentage of the posi-

tive answers in the Czech’s questionnaire is 66%.

As for the first question, the majority of the Czechs from the both groups defined that hav-
ing a car makes its owner more independent. The majority of 55% chose the first respond.
However, the Russians showed an interesting tendency, which was going through all the
research. The responds within the first group (20-25 years old) were quite scattered and it

the second group (26-35 years old) they became much more concrete and affirmative.

In the second question the opinions between the cultures were also different. For the
Czechs from the both groups having a car did not mean to be successful, whereas for the
Russians (especially from the second group) it was really important. Moreover, the Rus-
sians with their getting older defined a car as a kind of means how to reach success or a
kind of condition for being successful. Besides, the Russian women at the age of 20-25

mostly appeared not to have a car, although almost all the Czech respondents owned a car.
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Furthermore, design/colors of a car were more important for the Czechs than for the Rus-
sians (55% and 50% respectively). However, a strong body was less important for the Rus-
sians, while the Czechs considered it to be related to safety. The results were also rather
surprising regarding a strong motor. It had been expected that all the respondents from the
both countries would have chosen affirmative variants. Nonetheless, the majority of the
Russian respondents defined their points of view closely to negative responds (mostly “Un-
important”), whereas the majority of the Czechs indicated this characteristic as “Im-

portant”.

The question concerning environmental friendliness also showed some differences. Thus,
among the Czech respondents from the second group there was not anyone with the re-
spond “Unimportant”, although a significant part of the Russian respondents chose the
negative variants. However, in general people from the both cultures defined the matter as

“Important” or “Neutral”.

In the part devoted to beer it appeared that for the Czechs it was really a social status drink,
whereas the Russians it was just a kind of alcoholic beverages. Thus, the Czech respond-
ents used to drunk more beer than the Russian ones. Besides, the Czechs were likely to buy
more beer than the Russians: most of them buy beer often or even highly often (especially
people from the first group), although the Russians buy beer seldom and highly seldom
(the both groups).

As for brand and advertisement awareness, the Czechs defined Radegast, Pilsner Urquell
and Kozel as the most popular, besides, Radegast was taken as the most preferable among
the women from the both groups. For the Russians mostly: Carlsberg, Tubourg and Bud.
The respondents also indicated their personal preferences and the majority of all the re-
spondents (both the Czechs and the Russians) chose lager beer. However, the opinions
regarding package differed a little. Thus, the Czechs definitely chose draft beer and ex-
cluded canned beer or beer bottled in plastic. But the Russians believed that draft beer was
as good as beer bottled in glass and, moreover, they included canned beer and beer bottled

in plastic.

Besides, the Czechs from the both groups gave more criteria, which influenced their buy-

ing behavior:

o mark ( a known brand, previous experience);

o price (lower prices, discounts);
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o package (the material, volume capacity of the package);
o color;
o quality.
The criteria given by the Russians were different a little:
o price (mostly discounts);
o package (mostly volume capacity);
o strength;

o quality.

The results got through the rest of the questions were mostly the same.

4.1.2 Answering the second research question

Are Russian consumers aware of the Czech brands of beer? If so, what are their pref-

erences?

The results of the research have shown that the Russian consumers are not aware of the
Czech beer brands so well. Indeed, the Russians mentioned just a couple of Czech brands,
but spoke a lot about their native ones. The most popular foreign beer brands among the
Russians were: Staropramen, Velkopopovecky Kozel, Tubourg, Zhatecky Gus and Carls-

berg and Bud.

4.2 Outcomes for the Project Part

According to the data received while making the research, we have decided to launch an

advertising campaign for the Czech beer brand called Radegast due to the following facts.

Firstly, the most detailed information has been received regarding beer brands: consumer
behavior, consumer habits (for the both cultures), drinking habits (for the both cultures as
well), factors influencing consumer behavior and target groups (prospects). Target groups

we are going to introduce below.

Secondly, Radegast is going to be introduced to the Russians customers. Thanks to the
detailed information received while making a research we have an opportunity of repre-
senting such a campaign that would help the company of Radegast to penetrate the Russian

market.
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As for the target groups, we have determined that the campaign should be directed to
women at the age of 20-25. There are several reasons for choosing this category. The first
one is that women belonging to this category drink beer, prefer lager beer bottled in glass
(or draft beer), do prefer drinking alcoholic beverages with their friends, at parties or in a
pub/club. Besides, Radegast is defined by the Czech women as the most preferable, famous

and recognizable beer brand.
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IV. PROJECT
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4 THE PROJECT PART

According to the data received within the research, we have worked out the project devot-
ed to an advertising campaign for the beer brand called Radegast. This brand is going to be
represented on the Russian market and that is why the campaign in directed to the Rus-
sians. Due to the fact that Radegast is not known among the Russian consumers, it is nec-
essary not only to draw consumers’ attention to the brand, but also to prepare the chosen
market segment for penetrating through this brand and taking a certain niche. The project

has the following purposes.

4.1 The main purposes of the project

As we have already mentioned:

o firstly, there is a necessity to penetrate the Russian market and draw the attention of
the target group to the brand;
o secondly, the advertising campaign should help to increase sales figures and, also,
popularity of the brand through Sales promotion;
o thirdly, advertising through social networks could improve the effectiveness of the
campaign (special groups devoted to alcoholic beverages and pubs are meant);
o fourthly, with growing popularity of the brand, we get an opportunity of creating an
own pub that could be directed to the very brand mainly?.
Thus, after having defined the target and penetrating the Russian market it is highly im-
portant not only to stay on the same position but also to increase the popularity of the
brand among the Russian consumers within both the target group and the other segments.
This purpose is to achieve thanks to the cultural dimensions and features that have been

revealed with the research.

4.2 The target group

On the basis of the information, which has been received through comparing the both cul-
tures in the sphere of consuming alcoholic beverages, we have determined that the adver-

tising campaign should be directed to women belonging to the first age group: 20-25 years

2 The Czech pubs “Radegastovna”.
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old. First of all, it is necessary to mention that this segment was chosen due to the fact that
Radegast is the most preferable and popular beer among Czech women at the age of 20-25.
Furthermore, the data show that the Russian and the Czech women from the same group

have similar cultural values concerning consumer behavior and buying habits.

Nevertheless, expansion of the brand is not omitted. Whether the campaign appears to be
successful and Radegast’s popularity among women is higher, there would be an oppor-
tunity of promoting the brand among men as well. That would mean expanding the market
segment and taking bigger market share. However, we are not going to aim such a big
segment due to extremely high competition of native brands: the Russian beer brands still
remain much more popular and preferable than the Czech ones, especially among men.

That is the reason why brand expanding is not appropriate while launching the campaign.

4.3 Communication

In order to get the better results through communicating with the target group, it is neces-
sary to develop a suitable communication strategy that would help to get on well with the
prospects and to reveal whether the campaign corresponds to their interests and is consid-
ered to be attractive. We have determined some ways that would be used to build the very

strategy:

o e-marketing;

o social networks (Facebook and Vkontakte);

o websites;

o sales promotion;

o printing.
Nevertheless, it is important to keep in mind that the Russian laws are quite strict regarding
consuming alcoholic beverages and its promotion. That is the reason why we have to avoid
both TV and radio ads, advertising in the cinema and, moreover, out-of-home advertise-

ment. Below we are going to describe the chosen strategies.

4.3.1 E-marketing

Due to the fact that there is primarily youth as the target group, e-marketing is going to be
the most effective and useful while promoting the beer brand. We would include not only

introducing the brand in the social networks but also adapting the Czech website of the
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brand to the Russian market: translating it from Czech (English) into Russian and adapting
the information. Besides, the contacts and additional information from the social network

Facebook should be transferred into the Russian social network Vkontakte.

4.3.2 Social networks

According to the information we have got within the primary research, Facebook is not so
popular in Russia. However, the Russians use the social network called Vkontakte instead

of Facebook. That is the reason why it is important to link the both nets.

There is an opportunity of creating a special group exactly for this brand and including
certain links to the group of Radegast on Facebook or other groups-partners. An important
this is the following. Vkontakte is free of charge and users do not need to make any regis-
tration to watch pictures, videos, browse groups, etc. Creating such a community gives an
opportunity of overspreading the information about the brand and synchronizing the news

feed of the both communities — on Facebook and Vkontakte.

However, there are some rather significant points to underline. As we have mentioned be-
fore, promoting beer and other alcoholic beverages is prohibited among underage users.
That is why it is necessary to take into consideration some restrictions. First of all, there
has to be a manager in such a group. He or she would control the participants and pro-
spects. Before inviting or confirming a request, the manager should control that the re-

questing person is over 18 years old.

In the picture below there is an example, how the restriction should look like. In this case a
person cannot join the community freely. There is a request sent directly to the manager,
who would control whether the person’s profile corresponds to the community’s rules. If
yes, the request is confirmed and the person gets a possibility to watch the posts, photos,
news, etc. It can be useful also to choose the category of goods/services and a link to the

website in order to make the searching process easier.
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Figure 1 The community

Source: from the own research

4.3.3 The website

The company of Radegast has its own website that is available not only in Czech but also
in other countries like the USA, the UK, Germany and Poland. For the others the website is
represented in English. Within the project it could be possible to add the Russian version
and translate the website into Russian. The site and the community in the social network
can be also connected by a link that is available for authorized users. The way how it

would look like is shown in the picture below.
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Figure 2 The community with the link

Source: from the own research
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The original website already has the restriction for underage users: a user needs to indicate
his/her age before entering. This system corresponds to the Russian laws that restrict using
such websites by underage users and that is why there would not be any problems regard-
ing launching the website on the territory of the Russian Federation. Besides, it is rather
important for filtering the sites with the software with parental control because all websites

having an age limit are monitored and can be prohibited for underage users.
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Figure 3 The website

Source: from the own research

4.3.4 Sales promotion

We have chosen Sales promotion as one of the main ways of advertising the brand. Thus,
the brand would be promoted in bars and clubs that are not available to the underage. One
of the most effective ways of legal advertising is organizing by a producer or a distributor
an event devoted to a certain brand (in case of our project it is Radegast). This variant has

two rather significant advantages:

o firstly, the event is likely to be visited by not only the defined target group but also
the prospects and beer lovers and thanks to the opportunity of tasting beer it be-
comes possible to expand the target audience;

o secondly, photos of the brand from such events are frequently published in glossy
magazines (printing advertisement) and social networks.

However, there is an extremely important point that should be taken into consideration.

Whether there is a photo of the beer brand, the very brand should be in the background in
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order to satisfy the legislation. Otherwise, such an advertisement would be understood as a
direct propagation of alcoholic beverages and forbidden.
Moreover, in bars there is an opportunity of using named bottles, napkins and glasses like

in the pictures below.

TGIPAOMNE
PHBIAB0R HOUOBALE - 2P
0ba Y Shass

Figure 4 Radgost Figure 5 A glass

Source: from the own research Source: from the own research

Anyway, the picture on the left side is a special cartoon substrate for the beer brand

Radegast made in the Union of Soviet Socialist Republics.
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S RADEGAST FESTIVAL

As we have already mentioned, a useful and effective way of promoting the beer brand
legally is organizing an event. The company of Radegast originally has the event called the
Day of Radegast. The event is annual and includes both promoting the brand and a plenty

of activities that should increase the popularity of the brand.

RADEGAST DEN 2016

VELKA SKOLA
CEPOVANI

3. 9. 2016 V NOSOVICICH

Hlavnim zaZitkem letosniho dne bude velka Skola ¢epovani pod vedenim mistrt

£ o = B 9 o

Figure 6 The Festival of Radegast

Source: from the own research

Such an event could be suitable for launching the brand in Russia in order to attract more
attention of the prospects. Besides, the event should be hold in a bar in order to correspond
to the legislation. That is a significant difference between the Czech and Russian future
Radegast festival: in Czech it is allowed to organize such an event without such strict re-

strictions as the Russian ones.

5.1.1 The structure of the event

However, first of all it is necessary to have a look at the structure of the event. This is a
one-day festival that should include several parts. In other words, the day is to be subdivid-
ed into some parts accordingly to the activities. Thus, the program of Radegast Festival in

Russia would look like:

o opening (10.00-10.30 a.m.);

o introducing the brand and excursion into the history of Radegast (10.30-14.00
p.m.);

o buying tickets for the raffle (12.30-till midnight);

o interviewing the brewer of Radegast (14.00-15.00 p.m);
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o tasting the kinds of beer (15.00-18.00 p.m.);
o introducing the musical band (18.00-18.30 p.m.);
o the banquet (19.00-22.00 p.m.);
o the dancing part (22.00-02.00 a.m.);
o ending (02.00 a.m.)
Below we are going to have a look at the possible improvements that could be brought by

the festival and examine the very festival in a more detailed way.

5.1.2 Coming into the festival

First of all it is necessary to mention that the festival should not be free to come. People
should register through the special portal on the website of Radegast and buy a ticket. An-
yway, they could buy the ticket either online or coming to the festival on having registered.
Such a system would help reveal how popular the festival is and make it more prestigious.

Moreover, there would not be any underage visitors and it would help to avoid problems.

Besides, it is very important to introduce the brand in order to increase people’s being in-
terested. Due to the fact that Radegast is the Czech brand, the presentation should start
with the place where the beer comes from (Noshovice) and include all the historic facts
concerning producing the beer. The presentation should certainly include some interviews
or stories of native Czech brewers specialized on Radegast. It should be represented as

short videos in the Czech languages with Russian subtitles.

The raffle

The raffle is also quite an important part of the festival: people could win the prizes that
would remind the brand and surprise them. As a result, it will become possible to receive
rather positive word-of-mouth advertising after the festival. Furthermore, people can get
acquainted with the brand through nice gifts. The prizes of the raffle must be connected

with the brand. Thus, we are going to introduce the following prizes:

(@]

a gift wrapped beer;
o a set of substrates;

o glasses;

o a gift wrapped glass;

o aset of openers.
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Such prizes are likely to stay at the place of the person, who has won it; that is the reason
why they would remain a lot not only about the festival and the event, but also about the
brand because all the attributes should belong to the brand of Radegast.

The raffle would continue till the midnight and a ticket would cost 20 CZK?.

Beer selling

As for beer selling, it is an essential part of the festival. Thanks to this point we could re-

veal how much beer is being sold and whether people actually like it.

Indeed, it would be possible to buy beer on the festival. Due to the results of the research,
people prefer draft beer and beer bottled in glass. That is the reason why there would be
these two kinds of beer. In this case beer bottled in glass should be solved as usual, where-
as draft beer should be counted to get information about personal preferences. In the future

it will give an opportunity of meeting the consumers’ interests in suitable way.

Place

It is obvious that choosing a place for the festival is extremely important. However, almost
all the Russian bars are ready to take part in making an event and providing with the place.
It is a kind of advertising for them. We have chosen a bar specialized on beer. It is a Rus-
sian brewery situated in front of the square. The location and the brewery are shown in the

picture below.
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Figure 7 The place

Source: from the own research

3 Accordingly to the current exchange rates, the sum of 1 CZK corresponds to the sum of 2,23 RUB.
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Besides, the brewery offers its place for renting. Price is represented below in the budget

schedule in the corresponding chapter.

5.2 Risks

After analyzing the data received while making the research we have identified some risks
that are likely to appear while realizing the project. Below we are going to come through

all of them.

The first one concerns prices. Due to the fact that there are not any breweries devoted to
producing Radegast in Russia, it is necessary to bring it from Czech. As a result, the price
of beer will be significantly higher because of delivery and package costs. Moreover, the
distance between Czech and Russia is large and it also brings some difficulties including
probable accidents while delivering, saving and lading. Besides, internationally trading is

levied and the taxes are rather high.

The other risk is connected lower popularity of the Czech brands among Russian consum-
ers. The results of the research have shown that despite the Russians are aware of the beer
brands quite well, they do not know a lot about the Czech ones. That is why there is a
strong necessity of intensively advertising especially among the consumers from the de-

termined market segment. Besides, it will certainly influence pricing as well.

Another important thing is the following. As it has been mentioned, there are no breweries
of Radegast and, consequently, no equipment and qualified employees. It brings more
costs connected with educating the stuff and bringing the technologies. Even if the stuff is
educated through the Internet (online lectures, conferences and seminars), the costs will

still remain high enough.

The last and the most dangerous risk is connected with legislation. There are extremely
strictly laws regarding alcohol in Russia. It concerns not only advertising but also selling
and, moreover, such festivals promoting alcohol. Before starting the campaign it is neces-
sary to get a legal permission in order not to have the product prohibited on the territory of

the Russian Federation.
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5.3 Measuring effectiveness

Above we have already suggested some ways of measuring.

Firstly, it is necessary to control the number of people who are going to visit the event and
the number of people who have come (after or during the event). As it has been suggested,
people interested in the festival will be able to buy online-tickets on the website. They will
have to register to buy a ticket in order to avoid underage users. After being registered and
buying a ticket, a person would get a personal electronic number linked to his/her profile.

On coming to the festival, the person would be identified accordingly to the number.

Besides, one would have to show a kind of document confirming that the very person is
adult. On having come and being identified, the person would get a special bracelet that is
necessary to wear within all the time on the festival. Furthermore, the presence can be con-

firmed on the website as well in order to better controlling the number of visitors.

5.3.1 Social networks

Nowadays there are a lot of people using such social networks as Instagram. Thanks to
their making pictures and using hash tags, it becomes possible to have a look at the popu-
larity of the event. For instance, there can be a special place for making pictures (a kind of
photo stand) where there would be a special hash tag related to the event, for example,
#RadegastFestival. Then, while monitoring Instagram across this hash tag, people will get
an opportunity of watching the event and getting more information; the organizers of the

event would be able to reveal how popular the very event has been.

The rest of measuring can be done through controlling the sales on the festival. The raffle
prizes are counted in advance and just sales of beer and beer attributes should be fixed in a

kind of program or schedule.

5.4 Budget

An extremely important thing for organizing an event is budgeting. In the table below there
are the data regarding the budget based on the data received in the research. We have rep-
resented preliminary prices of the services in Russia and in the table they are transferred
from Russian rubles into Czech crown in order to correspond to the Czech prices. The
transference is made accordingly to the current exchange rates — the sum of 1 CZK corre-

sponds to the sum of 2, 23 RUB.
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Table 1 Budget

Renting the place (Bier Meister) 150 000 CZK
Cleaning the place a day after 35000 CZK
Gifts for the visitors (including the raftle) 50 000 CZK
Energy 15 000 CZK
Musicians and the band 200 000 CZK
Security agency and maintainers 25000 CZK
Salary for the employees 100 000 CZK

Source: the own work

5.5 Timing

As for the time schedule, it has been worked out accordingly to the interests of the target
group, which consists of primarily youth. As a rule, in Russia people at the age of 20-25
are quite busy: they still study and already work. That is the reason why it is so important
to choose the right time to attract as more people as possible. The most suitable data for the

festival is the 22" of November in 2018. This day is chosen due to the following:

o it is Saturday: people, who work, do not usually work on Saturdays; people, who
study, do not study on Saturdays as well;

o there is no cultural, state or other significant event;

o the weather in Russia in the end of November is suitable for such an event (in-
doors);

o there are no exams yet for students and they have time to visit the event.

The time schedule below is subdivided into two parts. The first one is devoted to planning
the event including delivery and preparing all the documents regarding the permission and
starts in October-November in 2017 in order to have enough time, the second one concerns
the program of the festival. It has already been described above and now it is examined

with more details.
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Table 2 The schedule of the project

2017

Making an agreement in the company of Radegast
(including negotiations concerning the campaign and | October — December, 2017

the festival)

2017-2018
Solving the matter with the Russian legislation January — March, 2018
Making an agreement with the Russian brewery March, 2018

Making an agreement with the Czech brewer in order

to come to Russia for interviewing and educating the April, 2018
stuff
Solving the matter with the brewery’s visa April — June, 2018
Courses for stuff education June — August, 2018

Preparing the website (translating and adapting to the
July — August, 2018
Russian consumers)

Delivery of beer September — October, 2018
Planning October, 2018
Organizing moments October — November, 2018

Source: the own work

As for the program of the very festival, it has already been discussed and below there is its
schedule for the day of the festival. All the preparations are reflected in the table as organ-
izing moments. The organizing moments also involve preparing the system for registering

the quests.

We have decided to start the event at 10.00 a.m. due to the fact that this time is the most
suitable for the Russians: everything (except ministries and formal organizations) is

opened since 10.00 a.m.
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Table 3 The program of the event

Opening (greetings, shortly introducing) 10.00-10.30 a.m.

Introduction (representing the brand, excursion to the
history of Radegast through a film, a quiz, interacting 10.30-14.00 p.m.

with the audience

Buying tickets for the raffle Since 12.30 p.m. till midnight

Interview with the brewer of Radegast (interacting
) _ _ _ _ 14.00-15.00 p.m.
with the audience and answering their questions)

Tasting the kinds of beer (opened tasting with the
15.00-18.00 p.m.
commentaries of the brewer)

Musical band (coming, preparing the tools and intro-
18.00-18.30 p.m.

ducing)
Banquet 19.00-22.00 p.m.
Dancing (live music) 22.00-02.00 a.m.

Ending (saying goodbye, finishing the musical per-
02.00 a.m.
formance)

Source: the own work
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CONCLUSION

The theme of the thesis is quite actual for nowadays due to the fact that globalization con-
cerns all the fields of people’s lives. This tendency makes people be ready to communicate
with foreigners, understand and accept foreign culture, interact on the global level. The

same can be said about trading.

In the theoretical part we came through all the basic concepts of the thesis including the
concept of globalization, culture, cultural dimensions, intercultural and global marketing
and branding. Also we revealed the differences between branding and marketing and intro-
duced a relatively new method of marketing, which became more and more popular —
event marketing. Moreover, event marketing was represented in our project that would be

discussed below. We described the very definition and found out strong advantages.

Furthermore, we offered an effective method of research — a questionnaire — that appeared
to be extremely useful in making the research. Thanks to both opened and closed questions
we were able to collect valuable data that completely fit the research questions. In order to
have a possibility of communicating with both the Czech and the Russian respondents, the
questionnaire was translated into Czech and into Russian. Both the research and the results

represented in charts were reflected in the analytical part.

As for the analytical part, there was the whole research represented through description and
at the end of the chapter we discussed and compared the results received from all the re-
spondents. Thanks to this information, we could prepare the outcomes for the project,

which was situated in the fourth chapter.

The introduced project would give an opportunity of bringing a new foreign brand on the
Russian market. This brand has its own colorful history and brings a piece of the Czech
culture. We offered the idea of organizing a festival, which would provide the potential
customers not only with beer of high quality and taste but also with some new information
regarding the whole Czech. Interviewing the Czech brewery would give an opportunity of
interacting and asking individual questions. This would make people more interested in the

topic.

The research questions, stated in the methodological part, were answered and the goal of

the thesis was met.
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APPENDIX I: THE QUESTIONNAIRE IN THE ENGLISH
LANGUAGE
Hello, my name is Elena and I am a Master degree student.

I do research that is devoted to revealing how cultural values differ from culture to culture.
I would be very grateful for your answering the questions below that would help me to find
the information. Filling in the questionnaire will not take you a lot of time, you do not need

to put your name there and all your answers will stay anonymous. Thank you.
I. The role of cars in your life.

1.  Please, define the role of the car in your life:

a) Highly important
b) Important

¢) Neutral

d) Unimportant

e) Highly unimportant

2. Please, indicate whether having a car makes you more independent:

a) Definitely yes
b) Yes

c) Neutral

d) No

e) Definitely not

3. Please, indicate whether for you having a car means to be more successful:

a) Definitely yes
b) Yes

c) Neutral

d) No

e) Definitely not



Please, indicate whether for you having/driving a car is a pleasure:
a) Definitely yes
b) Yes
¢) Neutral
d) No
e) Definitely not
f) Idon’t have a car

Please, define, how important the safety of the car is:

a) Highly important
b) Important

¢) Neutral

d) Unimportant

e) Highly unimportant

Please, define, how important for you design/colours of the car is:

a) Highly important
b) Important

c) Neutral

d) Unimportant

e) Highly unimportant

Please, indicate, how important for you a strong body of the car is:

a) Highly important
b) Important

¢) Neutral

d) Unimportant

e) Highly unimportant

Please, indicate whether it’s important for a car to have a strong motor:



a) Highly important

b) Important

c) Neutral

d) Unimportant

e) Highly unimportant
9. Please, indicate, how important the price is:

a) Highly important

b) Important

c) Neutral

d) Unimportant

e) Highly unimportant

10. Please, define whether for you is important to have an environmentally friendly car:

a) Highly important
b) Important
c) Neutral
d) Unimportant
e) Highly unimportant
IL. Drinking habits.
1. Please, define whether you do drink beer:
a) Definitely yes
b) Yes
c) Neutral
d) No
e) Definitely not
2. Please, indicate, how often you buy beer:

a) Highly often (several times within 1-2 days)



b) Often (1-2 times a week)

c) Seldom (less than once a week)

d) Highly seldom (less that once a month)
e) Idon’tdrink beer

3. Please, write down some beer brands you may know:

4. Please, write down whether you are aware of any advertising campaign devoted to a

beer brand (if yes, which one):

5. Please, define, what kind of beer you do prefer:

a) Bock
b) Lager
c) Idon’tdrink beer

6. Please, define what kind of package you do prefer:

a) Draft beer

b) Bottled in glass
c) Bottled in plastic
d) Canned

6. Please, define, which mark of beer you do prefer:

a) Staropramen
b) Velkopopovecky kozel
c) Baltika

d) Other:

7. Please, define, what is important for you while choosing beer:
a) Package

b) Color



c) Strength
d) Volume capacity of the package

e) Other:

f) Idon’tdrink beer

8. Please, indicate the situation(s), when you drink beer:

a) Athome

b) At my friends’ place
¢) In apub/in a club

d) At parties

e) Somewhere else

f) Idon’tdrink beer

III. Demographic data.

1. Age:

2. Gender:
a) Male
b) Female

3. Family status:
a) Single
b) Married
c) Divorced

4. Income (not obligatory):




APPENDIX II: THE QUESTIONNAIRE IN THE CZECH
LANGUAGE
Dobry den, jmenuji se Elena a jsem studentkou posledniho ro¢niku magisterského studia.

Délam vyzkum, abych zjistila, jak se kulturni hodnoty méni a odlisuji v riiznych kulturach.
Byla bych velice vdécna, kdybyste odpovédel(a) na nékolik otazek, jez jsou pod timto tex-
tem, coz mi pomuze ziskat informace. Tento dotaznik nezabere pfili§ mnoho ¢asu, neni
tteba se podepisovat a veskeré odpovédi zlistanou anonymni. Dékuji Vam.

I. Role auta ve VaSem Zivoté.

1.  Prosim, definujte role auta ve VaSem zivot¢:

a) Velice dulezita

b) Dulezita

c) Neutralni

d) Neni dilezita

e) Neni viibec dulezita

2. Prosim, oznacte, zda auto d¢la ¢loveka vice nezavislym:

a) Ano

b) Spise ano

c) Nevim

d) SpiSe ne

e) Ne

3. Prosim, oznacte, zda auto d¢la ¢loveka GspéSnéjSim:

a) Ano

b) Spise ano

c) Nevim

d) Spise ne

e) Ne



4.  Prosim, oznacte, zda moznost mit auto/fidit auto Vam d¢la radost:

a) Ano

b) Spise ano
c) Nevim

d) Spise ne

e) Ne

f) Nemam auto

5. Prosim, definujte, jak dalezit4 je pro Vas_bezpecnost auta:

a) Velice dulezita

b) Dulezita

c) Neutralni

d) Neni dilezita

e) Neni viibec dulezita

6. Prosim, definujte, jak dilezity/a je pro Vas design/barva auta:

a) Velice dulezity

b) Dilezity

c) Neutralni

d) Neni dilezity

e) Neni viibec dilezity

7. Prosim, oznaclte, jak dulezita je pro Vas mohutnost karoserie:

a) Velice dulezita

b) Dulezita

c) Neutralni

d) Neni dilezita

e) Neni viibec dulezita

8. Prosim, oznaclte, zda je dilezité, aby auto mélo mocny motor:



a) Velice dulezité

b) Dulezité

c) Neutralni

d) Neni dilezité

e) Neni viibec dulezité

9.  Prosim, oznacte, zda je dalezit4 cena auta:

a) Velice dulezita

b) Dilezita

c) Neutralni

d) Neni dilezita

e) Neni viibec dulezita

10. Prosim, definujte, zda je pro Vas dulezité, aby auto bylo Setrné k Zivotnimu prostiedi:

a) Velice dulezité
b) Dilezité
c) Neutralni
d) Neni dilezité
e) Neni viibec dilezité
I1. Kultura konzumace alkoholickych napoju.
1. Prosim, definujte, zda pijete pivo:
a) Ano
b) Spise ano
c) SpiSe ne
d) Ne
2. Prosim, oznacte, jak casto kupujete pivo:
a) Velmi casto (n€kolikrat za 1-2 dny)

b) Casto (jednou ¢&i dvakrat za tyden)



c) Ziidka (méné nez jednou za tyden)
d) Velmi ziidka (mén¢€ nez jednou za mésic)
e) Nepiji pivo

3. Prosim, napiste, zda znate n¢jaké znacky piva:

4. Prosim, napiSte, zda znate n¢jakou reklamni kampail néjaké znacky piva (jestli ano,

jakou):

5. Prosim, definujte, jaké pivo preferujete:
a) Tmavé
b) Svétlé
c) Nepiji pivo

6. Prosim, definujte, jaky druh baleni preferujete:

a) Cepované pivo
b) Pivo ve skle
c) Pivo v plastu
d) Pivo v plechovkach
6. Prosim, definujte, jakou znacku piva preferujete:
a) Staropramen
b) Velkopopovicky kozel
c) Pilsner Urquell

d) Jiné:

7. Prosim, definujte, co je pro Vas dilezité, kdyz vybiréte pivo:

a) Baleni
b) Barva

c) Pevnost



d) Objem baleni

e) Jiné:

f) Nepiji pivo
8. Prosim, oznacte situace, kdyz pijete pivo:
a) Doma
b) S kamarady
c) V klubu
d) Na vecirkach
e) Nc¢kde jinde
f) Nepiji pivo

III.  Osobni udaje.

l. Vék:
2. Pohlavi:
a) muz
b) Zena
3. Rodinny stav:

a) Svobodny/a
b) Zenaty/vdana
c) Rozvedeny/a

4. Vydélek (neni povinné):




APPENDIX III: THE QUESTIONNAIRE ON THE RUSSIAN
LANGUAGE

3npaBcTByliTe, MeHs 30ByT ElleHa, s CTyIeHTKa M B O3TOM TOAYy S 3aKaH4YMBAIO

YHUBEPCUTET.

S mpoBoXy wuccienoBaHUE, 4YTOOBI BBIABUTb, KaK MEHSIOTCS IPUBBIUKU JIIOACH B
pa3IMYHON KynbTypHOU cpeze. 1 Obuta Obl OYeHb OnarogapHa, eciiu Obl Bbl moMorii MHe,
OTBETUB Ha HECKOJBKO BOIIPOCOB. JTO HE 3aliMET MHOIO BpEMEHH, Bam He HyXHO

MOAMKCHIBATh CBOE UMsI 1 BCE OTBETHI OCTAaHYTCS aHOHUMHBIMU. Criacu6o0.
I. Poan aBTomMo0uMas B Baniei ;ku3uu.

1. Tloxamyiicra, onpenenuTe, HACKOJIBKO BakKHA pOJib aBTOMOOUIs B Bateit sxu3Hu:

a) Ouenb BaxkHa

b) Baxna

c) Hesaxna

d) AOcoioTHO HEBaXXKHA

e) He 3amymbiBasics(siack) Hag 3TUM

2. Cunraere 1u BBI, YTO aBTOMOOUJIb JA€J1aCT 4YCJIIOBCKA 0oJiee HE3aBUCHUMbBIM ?

a) Omnpenenénno na

b) a

c) Her

d) OmpenenéHno Her

e) He 3anymbiBancsi(yiack) Ha STUM

3. Cunraere 1u BBI, YTO aBTOMOOUJIb J€J1acT 4CJIIOBCKaA 0olree YCIEIITHEIM?

a) Ompenenénno ga
b) Ha
c) Her

d) Omnpenenénno HeT



e) He 3agymbiBancs(yiack) Hag 3TUM

HOHY‘I&CTC i Bl YAOBOJBCTBHEC MW PaAgOCTb OT BJIAJACHHUA aBTOMOOMIIEM WJIH

BOXXIIEHUS?
a) OmpenenénHo ga
b) Ha
c) Her
d) OmpenenéHHo HeT
e) He 3anymbiBancs(iiace) Ha STUM
f) YV mens mer aBromoOMIIA

Baxua 1u s Bac 6e30macHOCTE aBTOMOOMIIS?

a) OmpenenéHHo ga

b) Ha

c) Her

d) Omnpenenénno Her

e) He 3anymbiBancsi(yiack) Ha1 STUM

Urpaet nmu ans Bac BaxkHyro posb au3aiin/nBera aBToMoOms?:

a) OmpenenénHo aa

b) Ha

c) Her

d) Omnpenenénno

e) He 3anymbiBancsi(yiack) Ha STUM

Urpaet nu ana Bac BaxHy0 poJib IPOYHOCTh Ky30Ba aBTOMOOUIIA?:

a) OmpenenénHo ga
b) a
c) Her

d) OmpenenéHno Her



e) He 3agymbiBancs(yiack) Hag 3TUM

8.  Baxno 1, 4TOOBI Y aBTOMOOWIIS OBLT MOIITHBINA MOTOD?

a) OmpenenénHo ga

b) Ha

c) Her

d) Omnpenenénno Her

e) He 3amymbiBasics(s1ach) Hag 3THM

9. Baxna i g Bac nena asromo0miisa?

a) Ompenenénuo aa

b) Ha

c) Her

d) OmpenenéHHo HET

e) He 3amymbiBancs(yiack) Hag 3TUM

10. Baxna mu mig Bac akosiornueckas 6e30mMacHOCTs aBTOMOOWIA?

a) Omnpenenénno na
b) a
c) Her
d) Ompenenéuno Her
e) He 3amymbiBasics(yiack) Hag 3TUM
IL. KyabTypa ynorpedJ/ieHus aJiKOroJibHbIX HAMUTKOB.
1. VYnorpebnsere a1 Bol muBo?
a) OrmpeneneHHo ga
b) Ha
¢) 3aTpyIHSIOCh OTBETUTH
d) Her

e) OrmpeneneHHo HET



2. Kak gacro Bel mprobperaere muBo?
a) OueHb 4yacTo (HECKOJIBKO pa3 B 1-2 aHs)
b) Yacto (1-2 pa3za B Heneno)
c) Penko (pexe 1 paza B Hezielno)
d) Ouens penko (pexe 1 paza B Mecs)
e) Sl He mbIO MUBO

3. HazoBute Tpu u3BecTHbIC Bam Mapku nuBa:

4. C pekJiaMO# KaKOHW Mapku nuBa Bel 3HAKOMBI?

5. Kakoe nuBo Bel npeanounraere?
a) Témuoe
b) Cserioe
c) Sl He mbIO TUBO

6. IluBo B Kakoii ynakoBke Bbl mpennounraere nokynars?

a) IluBo Ha pa3nuB

b) ByrtunnpoBaHHOE B CTEKJIIHHOH Tape
c) byrunmpoBaHHOE B MIacTUKOBOM Tape
d) Bbanounoe

7. Ectb nmu y Bac aro6umas mapka nuBa? Ecnu ga, To kakas?

a) CrapomnpameH
b) BenkonomnoBenkuii ko3zen

c) banruka

d) pyroe:

8. Uro umeeT 11 Bac 3HaueHre Opu OOKYIKE muBa?

a) YmakoBka



b) Lser
¢) Kpemnocts

d) OO0BEM yrmakoBkH

e) [pyroe:

f) 4 He mpro mUBO
9. Omnummre, rae U korga Bel nbére nuBo:
a) Jloma
b) C npy3bsamu
c) B mabe/xirybe
d) Ha Beuepunkax
e) I'me-nmubo emgé
f) S He mprO TMBO

III.  IlepcoHa/jibHBIE JaHHBIE.

1. Bo3spacrt:
2. Ilom:
a) Myxckoii

b) Kenckuit
3. CewmeliHO€ MOJOXKEHHE:
a) He 3amyxem/He xenar
b) 3amyxem/Kenat
c) Passencn(a)

4. Jloxon (He 00s3aTeNBHO):




