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Abstract

This dissertation looks at advertising as one padommunications mix. It addresses
several issues associated with different typesdeédising media. There is a particular
focus on student likes and dislikes in respect obie phone commercials and their
choice of a mobile phone provider. The samplesr& hundred and eleven students
were from the University of Huddersfield in Englafithe sample was designed to find
out if there were any differences between CzechEaglish business students. For the
first part of the study, questionnaires were distied personally to students in their
lectures. This part of the research was focused comparison of the criteria which

influence students the most in mobile phone adsiagi as well as their likes and

dislikes regarding the content of mobile phone dibe@ments. Other matters linked to
the mobile phone industry such as choosing a né&twosvider were discussed. The
second part of the research was a small focus gob@rech and English students. It
was based around viewing, comparing and discusbieg mobile phone commercials.

In both parts of the research, several differemga® found between the behaviour and

attitudes of the two groups.
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INTRODUCTION

Because the competition rivalry increases on theketacompanies try to find new
ways to beat the competition with extending its keshare thus achieving sustainable

profit growth.

Every company tries to make their product and ses/known to the public. They want
to be a force in their respective market, be ialpregional, national or international, in
order to sell their products and services. Alsmynaant to become ‘household’ names
and to branch out. Companies obviously try to yemle people, to influence them and
to induce them to be ‘on their side’ and buy tipgoducts. In order to obtasustomers’

affection, they need marketing strategies. Onmaifiy appropriate approaches would

be to use marketing strategies, which can helptai the customer favour.

Nowadays there are many marketing concepts antkgitea. This dissertation looks at
some of these concepts and strategies try to solvee marketing issues associated with
promotion of a product or service, communicationhwa customer, how to approach
customer feedback, to find out what consumers regamd expect, how to influence
and persuade them, how to recall a brand, wheibrdred is in the phase of recession
and many other marketing matters, which help teeréihe company’s position on the
market, heighten profitability, customer satisfanti popularity of brand, public

relations and so on.
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CHAPTER 1 - LITERATURE REVIEW

1.1 Introduction

The literature review refers to the topic of mankgtand strategies, which are inherent
in communication relationship between the consuanerthe producer. The first part of
literature review starts with identification of tipeirpose of marketing, and how it is
placed in processes associated with social maWénen speaking about marketing, it is
essential to remember the marketing mix and how ¢bincept is interconnected with
communications mix. Some specific terms will be lexpged and described to better
understand later parts associated with more speuidirketing issues. In addition, some
marketing models and strategies will be explairatizertising will be defined in more

detail, because it is the main issue linked tordsearch objectives of this dissertation.
The additional sections will explain key roles alvartising, choice of advertising

media, brand and influences on the buying decisant other theories of advertising

influence.

The second part of literature review specifies dheup of respondents, students, who
the research is focused on. It states the linksvdmt usage of mobile phones, the

reason for using them and students habits regardoigle phones.

1.2. Marketing

Kotler and Armstrong (2006:4) define marketing asahaging profitable customer
relationships. The twofold goal of marketing isaitract new customers by promising
superior value and to keep and grow current custeime delivering satisfaction.” The
guiding principle of marketing is the creation otndand. Marketing functions
themselves are diverse, for example, they includeket research, the planning of
production schedules, and, promotion of productssamnvices.



However, there are many definitions of marketingl @ome will be mentioned for
illustration. The first one is by Philip Kotler,ghS. C. Johnson & Son Distinguished
Professor of International Marketing at Kellogg 8&chof Management, Northwestern
University, Illinois. Kotler (2006) defines markeg as the process between a company
and a customer, where a company tries to creaternes relationships and gain value
from a feedback from the customer. Another deé@niidentified by Smith and Taylor
(2004:5) is that marketing is “the business of mgvgoods from the producer to the

consumer” (where ‘goods’ stands for goods or ses)ic

However, although there is some difference in theeditions, the common concerns
are an encounter of demand and supply that satidfeeseller (producer) as well as the

buyer (consumer).

1.2.1 The Marketing Mix

In marketing, there are various approaches to takketing mix: the 4Ps, 5Ps and 7Ps
(Smith & Taylor, 2004). Jerome McCarthy identifidee 4Ps as Product, Price, Place,
Promotion (Rothschild, 1987). Product means thelgav services which are produced
or provided in order to be sold for money. Whengbedouy a product (e.g. food), they
satisfy their needs, because they are not hungysnare. When customers buy a car,
they have a satisfaction from it too, but it is aatessential need, it is the desire to own
a car. Price is a worth of money that must be fida consumer, if they want to
purchase a product. Plaierelated to a system of distribution; a compaigstto find
tools and activities to make the product/servicailable to customers. Promotion is a
way in which companies communicate with their taggedience. It is how to influence
and persuade them to buy their goods and servi€ee( and Armstrong, 2006;
Rothschild, 1987).

One criticism of this marketing mix approach isttliaseems to look only at the needs
of seller and the buyer viewpoint is missing. Oppraach to remedy this is to consider
the customer more formally. For every ‘P’ one dedira ‘C’. Therefore, we have two

different views: one from the seller’s side 4Ps t#melsecond from the buyer’s side 4Cs.



Table 1.1 — Comparison of four Ps and four Cs

4Ps 4Cs
Product Customer solution
Price Customer cost
Place Convenience
Promotion Communication

Source: Kotler & Armstrong (2006)

Kotler and Armstrong (2006) describe that marketirggkers see themselves as people
who sell a product while customers consider thewesepeople who buy a value or the
resolving of some problem. Customers are interast¢anly in the price of the product
but also the whole costs, which they need to exgengain, use and dispose of this
product. They require goods and services availabléghe most convenient way.
Customers do not want general promotion - what tvayt is one-to-one bilateral
communication. Thus marketers should concentratevlwat customers want (the four

buyers Cs), and then, based on this they shouédectke four Ps.

Figure 1.1 — Relationship between Marketing mix andCommunications mix

The communications mix

The Marketing mix (Promotional mix)
Product
Price i
Personal selling
Place Advertisin
Promotion Sa?t/as Irlorgr]mt'on
People 0 I

Physical evidence
Process

Direct marketing

Publicity (and public relations)
Sponsorship

Exhibitions

Packaging

Point-of-sale and merchandising
Word of mouth

E-marketing

Corporate identity

Adapted from: Smith & Taylor (2004)




The 7Ps consist of the 4Ps extended by three msravliich are “People (staff),
Physical evidence (e.g. buildings and uniforms)pcBss (methods of producing,
delivering and consuming the service)” (Smith anayldr, 2004:7). Figure 1.1
illustrates the relationship between the marketmg and the communications mix
(promotional mix) and the list of typical commurtica tools (Smith and Taylor,
2004:7-8).

1.3 The Communications Mix

1.3.1 Communication

“Communication is an essential element of humanabelr” (Chisnall, 2005:316).
The definition of ‘communication’ is “giving succaslly (thoughts, feelings, ideas or
information) to others through speech, writing, ibodmovements of signals”
(Cambridge University, 2002).

People need to communicate with other people atd #teir opinions, needs, feelings.
It is the same with companies and customers. Cus®say, what they require and
demand, while companies need to communicate wiimtsl, suppliers, consumers,
patrons, stakeholders, shareholders, etc (ChistGiR).

1.3.2 The communications Mix

Personal selling is the face-to-face businessioalsiiip between more than two people.
The sellers can adapt their behaviour towards Isuyerorder to satisfy their needs.
Sales promotion tries to attract customers usingiym@ols such as for example
discount vouchers, free extra 15 per cent, threeofe price, coupons etc. Public
relations, often referred to as ‘PR’, are a setoalls that aim to keep relationships
between an organisation and public. “These incledgloyees, investors, suppliers,

customers, distributors, legislators / regulatorgoernments, pressure groups, the



community, the media and even the competition” (8ngi Taylor, 2004: 4). Direct
marketing appears in a wide range of forms — tedlaphmarketing, direct mail, online
marketing and others. It allows communication betwenarketing employee and
customer. The message can be modified to targegrhigps or to a specific person.
Sponsorship is a form of giving money to anothgaaisation or some event, where the
brand will be propagated. Such sponsorship cambierm of paid cash or in kind.
Exhibitions bring not only buyers and sellers bgbacompetitors into one place. There
are possibilities to see products, get more inféionaand compare it with other
products. Packaging not only protects the prodagtsnst damage during delivery but
also tries to communicate through branding to theliemce. Point-of-sale and
merchandising, the latter, which can be defineskiveral contexts, are seen by Smith &
Taylor (2004) as retailing activities. Word of mbumeans the transmission of
information between people about their experierarek satisfaction (or dissatisfaction)
with a product (or service) which can influence tesumption behaviour of other
people. E-marketing enables customers to buy ptedua internet. This channel for
selling products has become more frequent andatdsirCorporate identity “is how a
corporation, company or organisation expressedf itgsually” (Smith & Taylor,
2004:654). It is very important to create a goodor@ssion on the first contact.
Advertising, the probably the most popular marlkgtiool, tries to create a long—run
image for a product or a service. Although advergsan speak to many people, it does
not have to be persuasive every time (Smith & Tiay2®04; Kotler and Armstrong,
2006; Arens, 2006).

There are many other communication channels threvghh firms can keep in touch
with their target customers. These include newspageertisements, TV commercials,
coupons sales letters, publicity, telemarketindscaddaflets, billboards, radio, posters,
journals and trade fair catalogues; advertisemamisuses, houses, in the cinema before
a movie, aerial, internet and e-mails. It is thkisels of tools that comprise marketing
communications. Advertising -which is the focugtué dissertation- is only one type of

marketing communication.



1.3.3 Communications Objectives

Communications objectives are referring to “how ¢benmunications should affect the
mind of the target audience, e.g. generate awasea#dgudes, interest or trial” (Smith
& Taylor, 2004:44). There are several models thaklat this process of trying to create
an awareness of brand, product and service so adtraxt people, their attention,
interest, and other responses. For example, Colleyp61 was one of the first when
introducing the DAGMAR model ... an abbreviation f@efining Advertising Goals
for Measured Advertising Results” (Chisnall, 2000 AGMAR determines goals of
advertising and how to measure feedback on adwvegti€olley (1961) mentions four
levels of understanding: “awareness comprehension— conviction — action”
(Chisnall, 2005). Colley (1961) argued that theeraf advertising approximates
consumers through these levels to the final aatibpurchasing the goods. Another
concept AIDA (an abbreviation for attention, intdredesire and action) is a model that
is providing a process for achieving ‘optimal adig@ng’. Advertising according to this
model should obtain firstlyhe attentionof the customer, secondly creatéerestabout
the product or service, then to persuade them addwantages of the product/service
that meanglesirefor the product/service; and, finally to influendteem toaction that
means to immediately buy the product/service aortter it (Kotler, 1997). According
to Rothschild (1987) the marketing communicatioteng are covered mostly in one
year period. In first three months, when the awessrof the goods should be built, it is
important to create a very heavy advertising cagmpdn the second period, which may
take about next three or four months, trial andvizggaromotion (e.g. some coupons,
vouchers) should be generated. In the final six th®ihe objectives are to encourage

customers to repeat purchases and to create loyalty

The models AIDA and DAGMAR were criticised due tdeir insufficient
presumptions. Kristian Palda describes them astchieviews of the internal
psychological process the typical consumer is ssggdo go through on his way from

the perception of an ad to purchase’ (Chisnall 5200



In order for a promotional strategy to be creativ@eeds to be planned systematically
and must be linked with other areas of managemeivitees (Chisnall, 2005). Firstly,
the objectives have to be defined; secondly a ptiomal strategy has to be designed.

Figure 1.2 — The areas of management activities

Define target audience as
closely as possible

A 4

Identify buying influences
and nature of buying
decisions

A 4

Define type and extent of
information needed by
target audience

A 4

Draw up communications
objectives

A

A 4

Allocate communications
tasks

A 4

Estimate overall budget
and allocate funds

A 4

Decide on distribution of
communications task

Feedback

A 4

Ensure that
communications strategy
is fully integrated into
overall marketing strategy

A 4

Measure effectiveness of
communications
campaign

Source: Chisnall (2005)

Communication objectives can be classified as ¢myglterm and (b) short term.
Advertising is, in principle, a persuasive commati@n and has distinctive functions.

Chisnall (2005) defines these functions such asfamess advertising’ at the beginning



(preparing) advertising in some countries, ‘fammitia principle’ known ‘things’

influence more than unknown. ‘Reassurance advegtisiomes from Festinger’s theory
of cognitive dissonance that means, that consumeesl, after the purchase of a
product/service, reassurance that they made theatatecision. For example, mobile

phone advertisement gives a good feeling or reagsto owners (Chisnall, 2005).

Before creating a promotional campaign, thoughtukhde given to appropriate and
effective methods of communicating by marketers arghnizations. It needs to be
determined what kind of media will be chosen andrget group of consumers defined.
Consumer perceptions, habits, brand loyalty andreweéss, motivations, opinions and
attitudes, etc. need to be researched and unddrstachnformation about consumers
helps marketers and organizations to understansucoer behaviour: their needs, why
and what is happening in the market. Without thresealts and knowledge it is pointless

to create advertising and spend lot of money f@Cltisnal, 2005).

1.4. Advertising

Wright (2000) details the characteristics of adsery as bringing information to a
target audience, persuading people to buy a pramtustrvice and reminding people of
a brand or drawing attention to new brand. Wrig?@0Q) also points out that most
advertising is paid for, that anything can be atised and that advertising is
everywhere. Advertising is the most effective waycteate essential awareness about
the existence of a firm, product, service, brandidwa. If the advertisements are
creative, the advertising campaign can create guenimage and, to certain extent,
preference for that brand or at least perceptiothaff brand. But many advertisements
are not creative. Advertisements for cars are go@imple of this. They are quite often
the same, without original idea and inanimate. & @rganisation’s advertisement is
similar to the competitive advertisement, thersibetter to spend money on the other
tools of marketing communications, for example ghblic relations activities, sales
promotion or direct marketing (Kotler, 1997; WrigR000).



The term goods mean what you can touch in your $iand car, a mobile phone, etc.
Services are something that cannot be touchedpest). system of insurance. ldeas can
be knowledge, experience in various disciplinesstaed before, advertising is a kind
of communication. Advertising is usually not focdsen one person but on a mass of

potential customers. Other authors describe adirggtas:

“Advertising is any form of paid-form media used the marketer to communicate with
his target audience” (Yeshin, 2006).

“Advertising is the structured and composed nors@esl communication of
information, usually paid for and usually persuasin nature, about products (goods,

services, and ideas) by identified sponsors thraagious media” (Arens, 2006).

1.4.1 Historical Development

“Several thousand years ago, the Greeks used Goi@dvertise their wares” (Bunting,
1999: 11). Advertising appeared on walls then andawy other public places, where
people met to talk. After the development of prigtin 15" century, advertising began
to appear in newspapers and on posters and handbidl this trend grew massively
throughout to the 7century. In the 19 century, posters and handbills were one of the
most popular types of advertising, they were ilatd and included visuals and
colours. In the 1880s, advertising agencies wertabkshed. These provided
consultancy to advertisers, such as where theyldghaace their advertisements of
products and services. At the same time, due tonitreasing use of technology, the
production of newspapers became much faster. $beotibranding also increased. In
the 20" century, the government used advertisements feir tarmy recruitment
campaigns as an effective way to spread informattmnhe population nationwide.
During the interwar period other ideas to captivaasumers began to appear, such as
neon signs and artificial models in shop window#n the United Kingdom the
introduction of commercial television in 1955 chadgour social life. Newspapers and
magazines had difficulties and several newspapiseppeared from the market. The

popularity of commercial radio increased during #860s. In the 1990s, billboards



were very popular, and companies used specialidgdriésing agencies even more

widely to promote their products and services (Bugt1999).

1.4.2 The Key Roles of Advertising

Yeshin (2006) argued that the key roles of adviegithat areo inform, to persuade, to
sell. Advertising can be used for informing consumergh new and existing and tries
to introduce and make customers remember the pramuservice and/or to explain
how to use a product. Advertising tries to focustlom target audience and to persuade
them to buy the product. The selling function thaes to influence the customer to buy
the goods now. It is important to emphasize thensths of the brand and to mention,
where the customer can buy the goods. Other rdleslwertising are for instance to
recall, change opinions, change attitudes and setsefluence and so on.

Possible Advertising Objectives according to Kodad Armstrong (2006re:

* Informative Advertising
* Persuasive Advertising

* Reminder Advertising

Informative advertising usually concerns a new pod(or one that is new to that
consumer) and its quality and convenience benéfitsat is it, the function of the
product, where one can buy it, how much does it)c&&rsuasive advertising tries to
put the brand ahead of the competition. One offbhms of persuasive advertising is
comparative advertising, which compares a produdh whe main competitor.
Reminder advertising is where customers are rerdirad®ut a product all the time,
mostly when the product has been on the markdbfgy time and rate of growth begins
to decrease. Some types of advertising do nobtigfluence and persuade people, but
they just try to inform them, for instance publengce announcement, leaflets (Arens,
2006). Yeshin (2006) describes the roles of atsieg from transaction point of view
(for examplethe functions of advertising in the individual pea®f the buying decision

making process), whereas Kotler and Armstrong (2@0éssify those roles based on

10



their purpose. For example, an advertising objecsivould be clarified what will be the

target audience and the period of time.

After setting advertising objectives, the compamg o create its advertising budget.
This part is very important, therefore the compahguld know whether the amount is
right. Advertising expenses are useless withoutlyrdenowing the effect of the

campaign (Kotler and Armstrong, 2006). The compsahguld spend money only on

advertising, which will create awareness and kndggeamong the customers.

1.4.3 Choice of Advertising Media

Kotler and Armstrong (2006) introduce these stepsnedia selection, which are (1)

“deciding on reach, frequency, and impact; (2) cagp among major media types; and
deciding on media timing.” When deciding on reaftequency and impact, the

company might decide what kind of measure the ntisuggeampaign should reach the
target group of consumers during a period of ti@ee should ask “how many times the
average person in the target market is exposedaetonessage” (Kotler and Armstrong,
2006: 463). The next step is to choose the mediarel are several types of media

shown in the table 1.2 (on the following page).

An advertising campaign should be analysed for bmttrcommunication effects and the
sales effects. From measuring the communicatiorcesffone can find out if the

communication to the customers is going well. Tteeatiser can ask them, how they
like it, measure their attitude resulting fromTiten the advertiser can measure if and
how the advert affected customer recall and prochwareness, knowledge, and

preference (Kotler & Armstrong, 2006).
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Table 1.2 — Profiles of Major Media Types

Medium

Advantages

Limitations

Newspaper

Flexibility; timeliness; good local market
coverage; broad acceptability; high
believability

Short life; poor reproduction quality;
small pass-along audience

Television

Good mass-market coverage; low cost p
exposure; combines sight, sound, and
motion; appealing to the senses

dfligh absolute costs; high clutter;
fleeting exposure; less audience
selectivity

Direct mail

High audience selectivity; flexibility; no
advertising competition within the same
medium; allows personalization

Relatively high cost per exposure, "junk
mail" image

Radio

Good local acceptance; high geographic|
and demographic selectivity; low cost

Audio only, fleeting exposure; low
attention ("the half-heard" medium);
fragmented audiences

Magazines

High geographic and demographic
selectivity; credibility and prestige; high-
quality reproduction; long life and good
pass-along readership

Long ad purchase lead time; high cost;
no guarantee of position

Outdoor

Flexibility; high repeat exposure; low cos
low message competition; good position
selectivity

tlittle audience selectivity; creative
alimitations

Internet

High selectivity; low cost; immediacy;
interactive capabilities

Small, demographically skewed
audience; relatively low impact;
audience controls exposure

Source: Kotler & Armstrong (2006)

1.4.4 Advertising and Brand

In advertising, the brand has a key role. Advargjdries to have a positive effect on the
brand, so that customers would buy that good aricerPeople usually buy products
from brands that are famous or based on whethgrithee heard about it or not. They
believe that the products are good quality. Thennaddjective of brand managers is to
differentiate the products or services from othends of their competitors (Yeshin,

2006). King (1970) wrote “A product is something deain a factory: a brand is

something that is bought by customers. A product loa copied by a competitor: a
brand is unique. A product can be quickly outda@duccessful brand is timeless”
(cited in White, 2000:43) Not only the brand is ongant, but also the overall image of

the company. Advertising takes part in creating@mgany image (White, 2000).
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1.4.5 Influences on the Buying Decision

The buying decision depends on a number of facforsnstance needs and motives,
attitudes and lifestyle, personality and self-cquiceulture, social status, reference
groups. Yeshin (2006) lists these factors thaluarfce consumers in the following

figure:

Figure 1.3 — Factors of consumer influence

Fashion Advertising Media
Culture
Family
Perceptions Motivation Attitude
Learning | The consumer Memory
Personality Sex Age
Lifestyle Affluence Income
Friends Peer group
Race Religion
Education Employment Environment  Economy

Adapted from: Yeshin (2006)

AGE: Young people mostly find different products andrvices appealing
compared to old people.

SEX: The purchasing decisions of males and femalebkadlg to be very different.

INCOME : It depends not only on income, but also on diaptesincome, after essential
purchases (e.g. food, clothing).

AFFLUENCE: Affluent people may consider luxury items to krmal.

PERSONALITY : Everybody is unique, that means that everybodctee differently to the
environment and everybody has specific needs andresnents.

LIFESTYLE : This affects how people dress, how they spenid tinge, their hobbies and
activities.

LEARNING : Learning, cognitions and experiences affectspeusonal behaviour.

PERCEPTIONS: "Perception is the process by which stimuli swashsight, sound, colour,

touch, taste and other are selected, organisedirdgatpreted”. External
stimuli or sensory inputs represent a major part tbé marketing
communications process. (Yeshin, 2006)

MOTIVATION : This indicates how people behave in particuleswnstances and why.
ATTITUDE : People are influenced by attitudes in things thaytdo and are influenced by
the people, which are around them.
FAMILY : The people’'s behaviour and patterns are beingeldped since their
childhood and are affected by their family and ¢tesest relatives.
(Continued
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FRIENDS and peer Already children try to imitate behaviour of othehildren. This is the same

groups: in other parts of life. We are affected by our fide and we try to acquire
their respect and endorsement. Sometimes we compite them for
example in clothing.

CULTURE, race It is very difficult to create advertising for afoups at once. Every culture,

and religion: race and religion is different, has different cnssp morals and knowledge. It
appears from this that every culture has distiattgons of behaviour.

EDUCATION : People, who have high level of education can afgrymore description of

products and the advertising does not affect thermach in contrast with
people, who have very low level of education, bseathey do not ask for
information.

Source: Yeshin (2006)

1.4.6 Effect on the Value of Product

Advertising tries to make a product advisable fastomers. Why do some people buy
Adidas clothing rather than other unknown brandZaBsee people think that the
advertising picks up the brands — “added value’e@;, 2006:59). Consumers pay
mostly for the brand. It is very useful that thexee more possibilities of buyers’
decisions. For some people the brand is not soritamoand they are satisfying their

needs with an unadvertised brand (Arens, 2006).

1.4.7 Effect on Competition

The advertising of a large company can restrictmalls company coming into the
market. The small company needs to invest monengineering, equipment, buildings
first, and second to advertising. Due to the freskat system, more sellers could come

into the market and produce strong rivalry for 8rgsfirms (Arens, 2006).

1.4.8 Effect on Customer Choice

Because the marketers have a free hand to advehéseare stimulated to develop new
brands, which enable customers more opportunitysetection. The rivalry of

competitors usually leads on to make products beited to reduce prices. The
marketers are encouraged to refresh their advertistss and customers are reminded

about products and services all the time (Aren8620
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1.4.9. Theories of Advertising Influence

Many theories, concepts and models have been dreafend how people (consumers)
are influence by buying decision.

According to McDonald (1992, cited by Chisnall, 3)Qhe ‘active consumers’ usually
buy what is useful and interesting for them. Adeany itself does not affect their
interest most of the time. “Nobody can be forcedhuy a product he does not want, or
to change his beliefs and opinions against his’ @hisnal, 2005:319). Lannon and
Cooper (1983, cited by Chisnall, 2005) report tbahsumers prefer enjoyable and
humanistic viewed advertising rather than convertio “Branthwaite (1993) has
proposed an ‘eclectic perspective’, which emphasideat buying behaviour is
influenced by a wide variety of motives, skills aexberiences” (Chisnal, 2005:320).
According to Chisnal (2005) are consumptions custeneated from many ways: e.g.
family tradition, social behaviour, group influeno& consumers from the same level,
etc. People usually adopt opinions from theirdimlod from their surroundings and
mainly from mother, father, brother, sister, frohe tclosest members of their family.
Later in their lives, people are influenced by harghy wife, partner, friends, and other

people, with whom we are in contact.

1.4.10 Blue Ocean Strategy

Kim and Mauborgne (2005) offer the marketer a $eactical tools that are consistent,
with the marketing mix. One of the tools they usbg Buyer Utility Map, p. 121) was
employed by Burton and Easingwood (2006) in a seharticle that included is mobile
phone users in their sample. Given that | have tlsgid works to formulate some of our

attitudinal questions, this section briefly consgl® notion of Blue Ocean.

Blue ocean strategy, is a strategy, which triefinid new opportunities and ideas on the
market. “The trick is to ‘stop trying to beat thengpetition’ and focus instead on
developing a compelling new value proposition tbah create uncontested market
space” Kim and Mauborgne (2005).
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The goal of this strategy is to find so-called walnonovation. Value innovation tries to
“create powerful leaps in value both for the firmdaits buyers, rendering rivals
obsolete and unleashing new demand”. By doing ttasnppany opens up new and
uncontested market space. Value innovation integrato all activities of the company
- product, service, delivery, costs, pricing, anél business model”.

According to Kim and Mauborgne (2005), most companiry to achieve the
competitive advantage in the market. This is calRdd Ocean strategy’. Kim and
Mauborgne refer to ‘Blue Ocean strategy’ as thehtrigtrategy for tomorrow’s

successful companies.

The differences between Red Ocean Strategy and@tean Strategy are highlighted
in the following figure.

Figure 1.4 — The differences between Blue Ocean aRed Ocean strategies

Red Ocean Strategy Blue Ocean Strategy

Compete in existing market space Create uncontested market space

Beat the competition Make the competition irrelevant

Exploit existing demand Create and capture new demand

Make the value-cost trade-off Break the value-cost trade-off

Align the whole system of a firm's Align the whole system of a firm’s
activities with its strategic choice of | activities in pursuit of differentiation and
differentiation or low cost low cost

Kim and Malbourne (2005)
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1.5 Young Consumers, their decisions and attitudes

According to Spero and Stone (2004), whose rese@schses mainly on young
consumers, young consumers are usually influenggaebrs when spending money or
choosing a product. The peer group creates its mas of social behaviour. This is
mostly linked to fashion trends and the need tgd of some group of people. This
applies rather to younger teenagers, aged 12 tdout6it is important to clarify that
young people are usually more influenced by theesage group. Cassidy (2006) points
out aspects linked to possession of a mobile plsoicd as individuality, sociability or
adult aspiration. Other motivations of the behari@re adapted from previous
generations such as status or independence (SpeiStane, 2004).

Among other values expected from other memberkefjtoup is a communication and

need to be heard.

Cassidy (2006) also indicates that there is a odiore between the mobile phone
industry and the tobacco industry, because theh Iyt to promote some kind of
‘identity’ and ‘self-image’. Chapman (2000), citbg Cassidy (2006), criticises of this
concept, because relationship between these maderds — ownership of a mobile

phone and smoking — is not evident in other nations

If the brands want to target this age group, itnecessary to understand their
requirements, values and attitudes, to createioaktips with them and observe their
behaviour. Spero and Stone (2004) highlight theoirtgmt aspect of communication

with young people - producers need to talk throtlghmessengers — not the marketers.

1.6 Mobile Phones and Young People

Mobile phones have changed the style of peoplessliThey mostly assimilate into an
essential part of young people’s being. Accordmgne social research, more than 75
per cent of young people aged 11 to 21 own a m@hitse and can not imagine being
without this device. It has been discussed thatkimd of tool could be described as “a
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central expression of their identity” as cited byadte (2005). Nowadays, it is
particularly a matter of fashion for young consusnekccording to one study from
Joanna Feast (2003) cited by Katherine Weare (2804)e young girls assumed that if
someone does not own a mobile phone, or has awrad or even poor one, it can
evoke a feeling of an anxiety among the peers. l@nather hand, it is a matter of
communication. There is a possibility to commurecatth someone who is at the other
end of the world. What the designers of mobile @sodid not assume was that the
popularity of text messages in comparison with deballs. Sending short messages
(SMS) or ‘texting’ became the most convenient whgsking a friend for something. In
older age groups, the use of their cell phone esided on organising their social life;
making arrangements or the activities like keepmgpuch with friends, family or the
opposite sex, using internet for sending emaiksyiph games, taking pictures or videos

and listening music.

About 77% of young people confirm that for them ingva mobile phone make them
feel safer and more secure. For communication amthection with friends, older

groups (i.e. post-16s) prefer more comfortablejrathne communication technology as
MSN messenger, ICQ, emails, chat rooms and so simgléommunication technology
also includes saying something unpleasant or unkirsmeone. It is easier for them in

comparison with face-to-face contact.

Using landline more often than a mobile phone Has @conomical reason if the
respondents are at home. Landline is cheaper or gareents usually pay for it. Usage
of the internet for communication can increase wtienbattery is low or reception is

poor.

“The portability of the mobile is more consistenitiwthe mobility and flexibility of
young peoples’ lives” (Haste, 2004).

Possession of the mobile phone can express soneetaspl the personality to the
others. Majority of young people have an image askground on the screen or a

customised ring tone, which can ‘say something’udltoe owner.
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However, the mobile phones and communications wolies have become a part of
everyday life, although nobody realizes the impadtd. Young people are becoming
more and more dependent on these new types of carmation, which could result in

separation from the social life.
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CHAPTER 2 - METHODOLOGY

2.1 Introduction

The previous chapter describes and explains thardheal part relevant to marketing
mix, communications mix and advertising. This cleaptill describe the processes of
collecting the primary data linked to the reseamMihat kind of research instruments
were used and why a questionnaire was chosen tbergag data in the first research,
and why a focus group was chosen in the secon@ndseWhether the study covers
qualitative, quantitative or mixed data; the useagpilot study. Finally, what are the

limitations of methods that are used and recomnterdwill be mentioned.

2.2 Marketing Research

Marketing research tries to collect and processrinétion that is useful not only for
business but also for other sectors, which recgud knowledge. This information can
help them to increase sales of their products ovices, to understand customers’
wishes and needs, their satisfaction or dissatisfacto solve marketing problems and
provide other useful information about the markeijch brings them near to target
group (Churchill, 2001). Marketing research alloges/eloping, planning, and solving
specific problems (Chisnall, 2005).

2.3. Quantitative and Qualitative Data

Quantitative data are types of data, which canXdpeessed as a number, so they can be
measured. These data can be interpreted stafigtighlch contrasts with qualitative
data. Qualitative data are gathered from the sdaskng, thinking, which can express
an opinion, suggestions and so on. Both quantdadivd qualitative data are tools of

measurement.
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Table 2.1 — The differences between qualitative anguantitative data

Qualitative Data Quantitative data
- deal with description - deals with numbers
- data can be observed but not - data which can be measured
measured - length, height, area, volume
- colours, textures, smells, tastes, weight, speed, time, temperature,
appearance, beauty humidity, sound levels, cost,
- Qualitative — quality members, ages

- Quantitatve — quantity
Adapted from: Potts (2006)

2.4 Research Instruments

This section describes the two research methodsvr@ used. The first method was a
questionnaire for collecting data from many resmns (questionnaire 1). It aimed to
find out the influences of TV advertising on mohikones and other issues linked to
this topic and to determine the differences betw€each and English students. The
second method was a questionnaire, which was ctethesith the ‘focus group’
(questionnaire 2). A small group of students wadseddo watch three advertisements
about mobile phones from different manufacturetserTthey were asked to complete
guestionnaires linked to these advertisements. #cudsion was conducted for
collecting further opinions and ideas.

2.5 Questionnaire

A questionnaire is a method of collecting data,cgpmeinformation, which will be
analysed and interpreted. The processing of questices requires a thorough

preparation, in consequence a pilot study, thea dequisition and their interpretation.

Malhotra and Birks (2007) describe three specibectives of a questionnaire. Firstly,

the questions need to be translated understandablyye respondents have an interest
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to answer. Secondly, the respondents must be nedivaand encouraged to involve and
cooperate with the researcher to complete the igmestire. What the respondent may
want from the researcher is, for example, tangibleard or they can gain personal
benefits and experience seeing the research bampleted. What the researcher
requires from respondents is especially honestythinding through the issues, before
forming their answers. Thirdly, errors in a questiaire should be minimized. To avoid
misunderstanding questions and possible mistakesigeful to employ a pilot study.

2.6 Advantages and Disadvantages the Questionnaire

The questionnaire, as with any research instrumeas some advantages and
disadvantages. Questionnaires are more objectae ititerviews. Respondents prefer
this method of questioning, especially when thestjaenaire is anonymous or if the
respondent has some inhibitions to answer facade-fNot only there is a possibility of
collecting information from a large group of peqgpilke use of questionnaire can be
quick for gathering data. It is also one of cheamesl most economical methods,

especially given the possibility of distributingvia the internet (Colin, 1999).

2.7 Why a Questionnaire

The questionnaire is generally one of the most lyideed methods of collecting data.
It was chosen, because it seemed to be the mosemient instrument for analysing
data and considering the objectives of this diasiert work, and it could accommodate
a large number of respondents. This method of gathelata can be done quickly and
speedily and so more people can be incorporatediiet survey. Because the questions
can be predetermined, it is easier to analyse #t@ @®ne of the reason for using the
guestionnaire, were the costs for the preparatmh @inting. It is obvious, that the
method of sending questionnaires via email, faxusing web sides would require

lower costs.
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2.8 Pilot Study

It is a process of assessing the research insttufiba questionnaire is submitted to
small sample of respondents to make sure of therstahding of the questions or tasks
and to eliminate eventual problems before the quasdires are distributed. This pilot-
test should be provided in personal interviews.p@edent can communicate with the
researcher and can have some suggestions or qieabout the questionnaire. By this,
the researcher checks for mistakes and problemsadligd occur. Therefore it is better
to avoid sending the questionnaire using electrbaged methods, such as the internet
or fax (Malhotra and Birks, 2007; Blaxter et al 963.

Before the questionnaire was put into the circatatit was submitted to few people to
ensure they understand questions clearly and e&sigvoid misunderstanding of some
guestions or confusion. The questionnaire was stalgmto the dissertation supervisor,
to consider the sense and translation of the duestand if they were presented
properly and expressed clearly. After the pilodgtusome questions were modified to
create better understanding and to phrase theigogsh the way that would best suit
students.

2.9 The Design Questionnaire One

19 questions were covered in the questionnaire Appendix 1, page 62). These were
mostly multiple-choice questions, where respondevdse asked to choose the most
appropriate answer for them, prioritizing or tiakioptions, ranking the possibilities or
a scale was used and so forth. This questionnaieel mostly closed questions and
multiple-choice questions are easier to procesgielier, some questions were open.

For questions 17 and 18, the categories were detednfrom the responses.

All questions were used to find out the differenbetveen Czech and English students

living in the United Kingdom and studying at Unisiy of Huddersfield.
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Question
1. Gender

2. Age

3. Nationality

4. What type of advertising influences you to the
most?

5. For your last significant purchase (e.g.

Reasons for use
Used to find out the difference in influence of
advertising media between males and females.
Used to determine the age of respondents, if tiseae
big influence between the students
(18-19 years and for example 22-23 years)
Used to discover the nationality of respondents and
compare the differences between Czech and English
students.
In this question, respondents were asked to pderit
all types of advertising (TV, Magazines, Internet,
Billboards, Radio, Leaflets, Newspaper and Other —
open part for specification). The score of eachoopt
was from one to eight (1 = the biggest influence =
the smallest influence). This question is to find o
what type of advertising influences respondents the
most.
Used to find out the single main influence of last

electronic) — which was the single main influence? significant purchase. According to what kind ofttas

6. Is your selection of a product/service influenak
by the advertising?

7. What kind of media offers you the most
information about mobile phones?

8. Do you have a mobile phone?

9. Which mobile phone brand(s) have you used?

10. Which mobile phone brand are you using at
the moment?

11. What network provider do you have in the
United Kingdom?

12. Why have you chosen this provider?

13. Do you like TV adverts about mobile phones?

14. Which provider’s TV advertising do you like
the most?

15. What do you dislike the most in TV mobile
phone advertising?

16. What do you like the most in TV mobile
phone advertising?

17. How long have you owned your mobile
phone?

18. How often do you usually change your mobile
phone?

19. Multi-factor question

the respondents were influenced in their purchase.
Used to determine, whether the respondents’ sefecti
of a product/service is generally influenced byediént
advertising.

To find out what kind of media provides studentthwi
the most information about mobile phones. This
question asked for prioritizing types of media fram
(the biggest influence) to 8 (the smallest influsnc
Used to find out, how many students own a mobile
phone. If they answered “no” they were asked to
specify a reason.

Used to determine the most popular brands in mobile
phone industry and experience with the brands.
Used to determine the most popular brand of mobile
phones in the marketplace.

Used to determine the most popular provider of heobi
services in the UK.

Used to determine factors that influence the chofce
provider. There are possibilities to tick boxesjalh
apply to respondents and they were asked to rank th
answers.

Used to determine how much students like or dislike
TV adverts about mobile phones.

Used to identify which provider’'s TV adverts are th
most popular.

Used to find out what students do not like on TV
advertising linked to mobile phones. There wereesev
options and space for comments. This question was
supposed to be answered only if respondents ticked
options from 1 to 3 in the question 13.

Used to find out what students do like on TV
advertising linked to mobile phones. There wereesev
options and space for comments. This question was
supposed to be answered only if respondents ticked
options from 4 to 6 in the question 13.

Used to determine how long normally students own a
mobile phone.

Used to determine how often students usually change
mobile phone.

In this question, respondents were asked to ramk th
importance of factors of mobile networks expredsed
form of statements. They were also asked to indicat
whether these statements apply to their provider.

24



2.10 Focus Group and Questionnaire Two

2.10.1 Focus Group

The focus group is a method, where researcher aandgas, suggestions and insights,
which are required to be gathered. It is a smafjetagroup, members of which were
brought together in order to talk about a spedibgic. The most typical number of
members is eight to twelve. In smaller group, thiera threat of the dominance of one
or two people whilst in larger groups, boredom &ndtration can set in. The advantage
of focus groups in comparison with the individualerviews is that it is a good way to
encourage reticent people, to offer them some mmébion or ask a question in a
different way. The moderator directs the whole déston and therefore has a key role
there. She attempts to submit comments or ideaw fmoe person to another for
consideration of acceptance or protest. She |daggroup to discussion, demonstrate
opinions and ideas. This method is very useful grtas become one of the most
frequent techniques in marketing research (ChurcB001; Darlington and Scott,
2002).

A focus group was organised at University of Hudéleld. Six students participated in
this focus group, three Czech and three Englistiestis. Three internet advertisements
were showed to them in sequence. The first comdevwzas shown and respondents
were asked to complete the first part of a questoe, which related to the first
commercial. After this, the second commercial wasented, completion of the second
part of questionnaire followed as well as the thsa@mmercial. There was a small

discussion among all of respondents afterwards.

The speaker had prepared a presentation (see AppBhdo introduce the whole
process of completing questionnaires and the dssmusThree questions concerning
the commercials in discussion were asked beforeetite of focus group. The focus

group was held on March 21st and lasted for thmriyutes.
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2.10.2 Questionnaire Two

Questionnaire 2 was divided into three parts. Eveagt comprised of the same 11
questions linked to the advertisement. Before thue#s there are general questions
about gender, nationality armirrent mobile phone owned by the respondents. This
questionnaire used mostly multiple choice questamd scales. At the end, there was

space for formulation of respondents’ opinionsmy ather suggestions.

2.10.3 Design of Questionnaire Two

Question Reasons for use
Gender Used to find out different opinions between maled a
females.
Nationality Used to discover the nationality of respondents and
compare the differences between Czech and English
students.

Which brand of mobile phone do you have now? Used for comparing the brand with the results the
guestionnaire 1.

1. Which brand was the mobile phone? Used to determine if respondents noticed the bfiarmd
the commercial.
2. Did you like this advertisement? A scale was used in this question, which shows how

much the respondents liked the advertisement.

3. What did you like/dislike about the Used to determine what the respondents like oikeisl

advertisement? on the advert. Options were music, impression, ,idea
catchword, and ‘nothing’. Except for the option
‘nothing’ scales from one to five were used, whene
meant ‘I did not like the advert’ and five meantiked it
very much’.

4. Did you like the product (mobile phone)? Used to find out if respondents like the specifiohite
phone.

5. Did the advertisement persuade you so muchUsed to find out if the commercial influence the

that if you were going to buy a new mobile respondents so much that if they would buy a new
phone, you would buy this type? mobile phone, would they buy this type of mobilepa
' after watching internet commercial.

6. Did the advertisement persuade you so muchUsed to find out whether the respondents would tike

that you would like to find more information find more information about the product after watch
about the product? the commercial. If the selected ‘Yes’, there was a

possibility to specify, where they would look foxte

information.
7. How would you describe the advertisement Used to determine whether the information about the
concerning? product, brand or any further contact details were

sufficient or insufficient in the commercial.

8. Which statement expresses your opinionUsed to find out what the respondents think abbet t

about the advertisement? commercial. There were five statements that exptess
possible opinions about the commercial and covered
scale from ‘Yes, | liked it’ to ‘I did not like it'In some
options, there was a space for comment to deterfoine
example why the respondents did not like the advert

(continued
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9. Do you think that the style of the Used to find out what the respondents think abbet t
advertisement was appropriate for this style, if it was appropriate for the particular guat or
particular product? not.

10. What does the advertisement try to say toUsed to determine what respondents think that the
the audience? commercial wanted to say to potential customera/ak
an open question.

11. Do you have any suggestions or comments? Opened question for comments at the hands of
respondents.

2.11 Sample Group and Data Collection

This research is focused on students at Univeddityuddersfield. This academic year
(2006/07), about fifty Czech students are studyatgthis University, which is

sufficiently big sample to be used for statisticedearch. About fifty English students
were selected randomly in comparison with theseay fi€zech students. The
questionnaires were printed and submitted to stsdena face-to-face distribution, at
the opportunity of lectures of the course EuropdBusiness. Because mostly
international students visit this course, | useel dipportunity to visit lectures of my
tutor with English students. Data from students ewveollected the same day either
during the lecture or after the lecture. Data wgeed into the program SPSS
(originally, Statistical Package for the Socialéwes) and Microsoft Excel to analyze
and process them. A specialised web page was osgerform the chi-square test for

statistical significance.

2.12 Reliability and Validity Factors

Reliability and validity are important points of search practice. They are in
relationship between each other. Reliability meémes stability and consistency of
measurement quality. It is the ability to obtaire ttame results, if the measurement
would be repeated again. Reliability is not posstbl calculate it can be only estimated.

Validity means that there is a reference on how teaineasure results (Chisnall 2005).
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2.13 Limitations and Recommendation

The first limitation concerns the pilot testinguked Czech students only, which should
be changed if this study were to be repeated. Caaatents flawlessly understood
questions number four and seven, where they wéweda® prioritize, which type of
advertising influence them to most. It was supppsbat English students will
understand these questions as well, but some o thé not understand or did not read
the questions carefully and they did not prioritizes of advertising, they mostly
ticked only one option. Some questionnaires hadedodiscarded because of this.
Although it was not a big problem, because thereevemough English students, so the
number of English questionnaires was adequate anylwvas clear that pilot testing

should include representatives of each group.

The second limitation concerns the Questionnaime @uestions 13, 15 and 16 were
connected with each other. Instructions about whatrespondents were asked to do
after completing question 13, was not emphasiz&tcmintly. Some respondents filled

in more questions than they should have, or thetoqre were incomplete.

2.14. Conclusion

This chapter has described the research instrunusets for the purpose of this paper
and defined the basic terms of marketing reseadliantages and disadvantages were
highlighted and the reason for choosing questioenand focus group was explained.
Questionnaire design showed the structure of thestgpnnaires as a table and it
justified the use of the individual questions. Tdrganisation of focus group was also
described. Later sections were dedicated to otheeds of the research such as pilot
study, sample group and data collection and validitd reliability factors. The next

chapter will describe the research results andyaesl
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CHAPTER 3 — RESEARCH RESULTS AND ANALYSES

3.1 Introduction

This chapter interprets the results of the Questioe one and two. From the 156
distributed questionnaires (Questionnaire one)ewiet6 returned, but only 105 were
usable. The rest of questionnaires were filled \gram the respondents were not
suitable for the purpose of the research, they irema different countries than this

paper was focused on.

3.2 Results of the Questionnaire one

Questions number 1 to 3: Gender, Age and Nationait
105 students from the University of Huddersfieldrtiogpated in the research. 46
respondents were from the Czech Republic studyinduiddersfield and 59 respondents

were English. The following table shows details@hmationalities and gender.

Table 3.1 — The structure of the group of respondés |

Nationality
Czech English Total
Gender Female 24 26 50
Male 22 33 55
Total 46 59 105

This table below presents age structure of grougesiondents. Czech students in the
ages from 18-19 are not studying at the UniversifyHuddersfield. The most
represented group is in age 22-23 and then 20-Bg&. Biggest number of English
respondents is in age 20-21, then 18-19. The largesber of respondents was in age
of 20-21.
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Table 3.2 — The structure of the group of respondds Il

Age
18-19 20-21 22-23 24 and over Total
Nationality Czech 0 11 27 8 46
English 14 36 8 1 59
Total 14 47 35 9 105

Question number 4: Which type of advertising infllences you the most?

The following table shows influence of media adeamy. Respondents were asked to
prioritize options from one to eight, where oneresented the biggest influence and
eight the smallest influence. This means that tweest score stands for the highest
influence of media. The table below illustratedeté#nces of the influence of media on
Czech and English. The first three positions areup®d by television, internet and
magazines in both groups. However, there are soffegethces on following positions.

Despite the ‘complexity’ of this dataset, the auttiiol run a simple Chi-Square test.

Table 3.3 — The influence of different advertisingnedia

Ranking English Czech Total

1. TV 89 |TV 89 | TV 178
2. Internet 201 | Internet 134 | Internet 335
3. Magazines 210 | Magazines 175 | Magazines 385
4. Radio 257 | Newspaper 211 | Newspaper 507
5. Billboards 295 | Billboards 214 | Billboards 509
6. Newspaper 296 | Leaflets 242 | Radio 519
7. Leaflets 334 | Radio 262 | Leaflets 576
8. Other 438 [ Other 337 | Other 775

Chi-square Pearson

Critical Value 16.92

Degrees of Freedom 7

Level of Significance  p<0.025

0 cells (0%) have expected count less than 5.

The differences between the influences of advengsgs are significant. For example
the differences of newspaper or radio are sigmfichetween Czech and English

students.
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Question number 5: For your last significant purchae, (e.g. electronic, CD,

tickets) — which was the single main influence?
On the last significant purchase were students Ignasfluenced by the internet, the
second position occupied television, then presgyénaes, newspapers, leaflets) and

among other is included for example radio or wdrchouth.

Table 3.4 — Main influence on last significant purbase

Main influence on last significant purchase
v Internet Press Other Total
Nationality Czech 5 26 8 7 46
English 23 18 9 9 59
Total 28 44 17 16 105
Chi-square Pearson
Critical Value 11.91
Degrees of Freedom 3

Level of Significance  p<0.008

0 cells (0%) have expected count less than 5.

0 cells (0%) have expected count less than 5. |8 of significance was comparing
the nationality and main influence on last sigmifit purchase, p<0.008. Since this is
less than 0.05, the results are significant and differences of last purchases are
significant. The most differences are by the inéérand TV influence. The dependent

on nationality can be expected.

Question number 6: Is your selection of a product loservice influenced by the

advertising?
The highest number of answers was “somewhat” bgttech and English students.

The following highest number by Czech students Wather no” but then English

students are mostly influenced by the advertising.
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Table 3.5a — Influence of product selection by advising

Nationality * Is your selection of product/service influenced by the advertising? Crosstabulation

Count

Is your selection of product/service influenced by the advertisin

?

Yes, always

Yes, mostly | Somewhat

No, never

Total

Nationality ~Czech
English
Total

0
2
2

8 15
13 29
21 44

Rather no | No, mostly not
11 12

6 6

17 18

0
3
3

46
59
105

Because the number of respondents is quite low,rékalts may not give reliable

answer. Because the selection of categories was, vgiome of them did not have

enough votes to be statistically processed, thesntimber of categories was reduced
from six to two. If answers were divided into toatwolumns, where the first answer
would be “yes” and the second would be “no”, thsuits would be that Czechs are
influenced 50/50 per cent (which means 23 studar@snfluenced and 23 students are
not influenced by the advertising). 75 per cenEnglish students are influenced and 25
per cent of students are not influenced by the idugy (which means 44 students are

influenced and 15 students are not influenced).

From the overall point of view, 64% of students erfduenced by the advertising and

36% are not.

Table 3.5b — Influence of product selection by advising — edited

Is your selection of product/service

influenced by the advertising? Total
Yes No
Nationality Czech 23 23 46
English 44 15 59
Total 67 38 105
Chi-square Pearson
Critical Value 6.76
Degrees of Freedom 1
Level of Significance p<0.009

0 cells (0%) have expected count less than 5.
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The level of significance was comparing the natiiopand influence of advertising, the
result is p < 0.009. Since this is less than 010®, result is significant and any
difference between the influence of advertisingpooduct selection and nationality is
due to random variability. Therefore, the hypotbdbat the influence of advertising on

a product selection is dependent on nationalitybmexpected.

Question number 7: What kind of media offers you tle most information about

mobile phones?

In this question, respondents were asked to p@eribptions, which advertising
medium does offer them more information about neoplones. The options were from
one to eight, where ‘one’ represented the biggehiance and ‘eight’ represented the
smallest influence. Data were typed in the progkiorosoft Excel in the columns, and
then the values of the options were totalled. lansethat the lowest score stands for the
most information about mobile phones. Both Englésid Czech students prefer to
obtain information about mobile phones on the m#er The second and third place is
occupied TV and magazines. After those, opinionsewdifferent, English students
favour firstly leaflets than newspaper, by contr&tech students prefer rather
Newspaper rather than leaflets, and so on.

Table 3.6 — Which media provides the most informatin about mobile phones?

Ranking English Czech Total

1. Internet 145 Internet 91 Internet 236
2. TV 153 TV 137 TV 290
3. Magazines 225 Magazines 140 Magazines 365
4. Leaflets 259 Newspaper 211 Leaflets 475
5. Newspaper 283 Leaflets 216 Newspaper 494
6. Radio 302 Billboards 232 Billboards 542
7. Billboards 310 Radio 287 Radio 589
8. Other 449 Other 333 Other 782

Chi-square Pearson

Critical Value 15.68

Degrees of Freedom 7

Level of Significance p<0.05

0 cells (0%) have expected count less than 5.
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The differences between several types of mediagtwbifer information about mobile

phones, are significant. If would be compared faameple by Czech students the
differences between internet and television, threatian is quite big in comparison with

English students even if they both prefer informatirom the internet.

Question number 8: Do you have a mobile phone?

100 per cent of answers were “Yes” that means faditudents own a mobile phone,
both Czech and English students.

Question number 9: Which mobile phone brand(s) havgou used?

This question required respondents to tick as naptions as appropriate in order to
find out the most used brands of mobile phonesmFtbe table it is obvious that
students have most experience with the brand Nekigh won the highest number of
marks in both groups. Quite a high number of Ehghsspondents ticked the brand
Samsung and Sony Ericsson. Czech students thernegkfbrand Siemens; Sony
Ericsson obtained the third position of using melphones. Czech students do not
prefer Samsung so much as English students. Czedbrdgs have no experience with
brands Sharp and Blackberry, but more with branchi#l in comparison with English

students.
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Table 3.7 — Students’ experience with mobile phorn@ands

Ranking English Czech Total

1. Nokia 54 Nokia 36| Nokia 88
2. Samsung 3BSiemens 24Sony Eric./Samsung| 30
3. Sony Ericsson J4bony Ericsson 1pMotorola 32
4. Motorola 24 Alcatel 16| Siemens 30
5. Siemens/Panasonic Gamsung 1PAlcatel 17|
6. Other 6| Other 5| Other 11
7. Sharp 3] Motorola 4| Panasonic g
8. Alcatel 1] Panasonic 3 Sharp 3
9. Blackberry 1] Blackberry/Sharp ( Blackberry 1

Chi-square Pearson

Critical Value 68.94

Degrees of Freedom 8

Level of Significance p<0.001

0 cells (0%) have expected count less than 5.

The differences of using types of mobile phoneg/beh Czech and English students

are significant.

The level of significance was comparing the natibywaand using several types of
mobile phones, the result is p< 0.001. Sipds less than 0.05, the result is significant
and any difference between using several types dafilen phones is due to random
variability. The difference is dependent on natlipa&an be expected.

Question number 10: Which mobile phone brand are yo using now?

The following graph shows the preference of mophene brands between Czech and
English students. Czech students prefer mobile @hdmm Nokia and Sony Ericsson

in comparison with English students who prefertfirSamsung, thereafter Nokia.

Chart 3.1 — Popularity of mobile phone brands
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The most popular brands of mobile phone in England in the Czech Republic are
Nokia (34.3%), Samsung (30.5%), and Sony Ericsstii®o). Other brands on the
market are Motorola, (Benq) Siemens, PanasonidipRhBlackberry and Sharp, how

shows the following pie chart.

Chart 3.2 — Popularity of mobile phone brands on tk Czech-English market
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Question number 11: What network provider do you hae in the United Kingdom?
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How shows the following table the total number efwork provider is on the first place

O, provider, then T-Mobile, Orange, Vodafone, andedthn the Other answer appears

especially Virgin brand.

Table 3.8 — Popularity of mobile phone providers irthe UK

What is your network provider?
02 T-Mobile | Vodafone Orange Other Total
Nationality Czech 29 9 4 1 3 46
English 9 13 10 18 9 59
Total 38 22 14 19 12 105
Chi-square Pearson
Critical Value 30.90
Degrees of Freedom 4
Level of Significance p<0.001

0 cells (0%) have expected count less than 5.

The level of significance was comparing the natibyand network provider in the
UK, p <0.001. Since this is less than 0.05. The resm#ssignificant, as shows the table
before. Czech students prefer morg gDovider in comparison with English students
while English prefer Orange. The dependent on natity can be expected.

Question number 12: Why have you chosen this provet?

The following table shows the difference in chogsprovider between Czech and
English students. While Czech students prefer toaafiend for an advice, English
students are stimulated by prices of service. désterg finding is the difference in
prices of mobile phones. The next difference isoither advantage’ group. Among
other advantages belong especially free web SM&t(slessage service), international
discount calls, free SIM card, good network coverg®M card from a family member

or friends.
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Because of friend’s recommendation and good pffimeserviceof provider Q, Czech
students chose this provider in the United Kingddimgin or Orange do not operate in
the Czech Republic, therefore Czech students molstdge the provider O

Table 3.9 — Reasons for choosing the service proeid

Ranking English Czech
1. Good prices for service Friend's recommendation
2. Good prices for mobile phones Good prices for service
3. Previous experience Call charges
4. Call charges Other advantage
5. Student tariff Quality
6. Quality Previous experience
7. Available phone brand Student tariff
8. Friend's recommendation Good prices for mobile phones
9. Internet available Available phone brand
10. Other advantage Internet available

Question number 13: Do you like TV adverts about mbile phones?

The following table shows how many students do bkelislike TV advertising about
mobile phones and the comparison how much theyitikehere was used a scale from
one to six, where ‘one’ meant that the advertisingoys them and ‘six’ meant that they
like adverts. Czech students move towards TV advebiout mobile phone, while

English students do not like them so much.

Table 3.10 — Popularity of TV adverts on mobile phoes

Nationality * How much do you like TV adverts about mobile phones? Crosstabulation

Count

How much do you like TV adverts about mobile phones?
1 2 3 4 5 6 Total
Nationality ~Czech 1 3 7 20 12 3 46
English 4 9 22 15 6 3 59

Total 5 12 29 35 18 6 105

Chi-square Pearson

Critical Value 13.88

Degrees of Freedom 5

Level of Significance P<0.016

4 cells (33.3%) have expected count less than 5.
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The level of significance was comparing the natiijmaand the popularity of TV
advertising on mobile phones. The resuft<§.016. Since this is more than 0.05, which
means the there is no significant dependent betweemationality and the popularity

of advert.

Question number 14: Which provider's TV advertisingdo you like the most?

The most popular TV advertising is from Orange ptexv. From 30 respondents 28
English students voted for this provider. This é&whbig difference in comparison with
Czech students, who prefer Vodafone TV advertisifiggs provider received votes
from 25 Czech and only 4 British students. Thedtiptace on the TV advertising
market belongs to the T-mobile provider and lagt BnQ.

Table 3.11 — Popularity of different provider's TV adverts

Which provider's commercials you like the most?
02 T-Mobile Vodafone Orange Other Total
Nationality Czech 8 5 25 2 4 44
English 12 14 4 28 1 59
Total 20 19 29 30 5 103
Chi-square Pearson
Critical Value 45.13
Degrees of Freedom 4
Level of Significance P<0.001

4 cells (33.3%) have expected count less than 5.

The difference illustrates the chi-square test, . @80 and the difference between

nationality and the preference the provider's comumaés is significant.

Question number 15: What do you dislike the most inTV mobile phone

advertising?

This question was completed by 42.9% of respondérgsause this question was

relating to the question number 13. The respondevrite do not like TV adverts, were
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asked to specify, what exactly they do not likeTéhadvertisement. The least popular
factors on the TV mobile phone advertisements dea bnd Originality, then design or
watchword, as shown in the following table. Thded#nces in opinions between Czech
and English students were considerably high. It besause 61% of English students
voted for the option of unpopularity of TV adverisked with mobile phones.

Therefore, they have higher share in these redhitglish students do not like most
ideas and originalities on TV adverts, in comparisoth Czech students, who dislike
watchwords and kinds of media. From 46 Czech stisdemly 9 percent answered that

they do not like TV adverts about mobile phones.

Table 3.12 — The least popular factors on TV adveston mobile phones

The least popular factors on TV mobile phones adverts
Idea [ Originality| Design Kind .Of Music | Watchword Famou:_:, Other | Total
media personality
Czech 1 1 1 2 0 2 1 1 9
English 8 7 5 3 4 4 1 4 36
Total 9 8 6 5 4 6 2 5 45

This graph shows overall the least popular factor§V mobile phone advertisements,

both English and Czech students’ opinion.

Chart 3.3 — The least popular factors on TV advert®n mobile phones
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Question number 16: What do you like the most in TMnobile phone advertising?

This question was completed by 54.3% of responddmtsause it was relating to the

question 13. If the respondents answered by thetigmel3, that they like the TV
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advertising on mobile phone, in question numbethly were asked what they like on
TV adverts. 78 per cent Czech students indicatatienquestion 13, that they like TV
advertisements on mobile phone. Both Czech andigbngtudents regard originality as

the most interesting attribute, followed by music.

Table 3.13 — The most popular factors on TV adverten mobile phones

The most popular factors on TV mobile phones adverts

Watch-| Famous [ Kind of
Idea | Originality | Design [ Music | word | personality | media | Other | Total

Czech 5 20 4 6 0 0 0 1 36
English 1 9 1 8 1 1 0 0 21
Total 6 29 5 14 1 1 0 1 57

On the highest position is overall originality, whi gained 51 percent share of
popularity, followed by music and idea. Famous peadity, watchword and kind of

media have the smallest share of the popularity.

Chart 3.4 — The most popular factors on TV advert®n mobile phones
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Note: 3.2% of respondents did not answer to questi® and 16 for unknown reason.

Question number 17: How long have you owned your niie phone?

The following table presents large difference oievship of a mobile phone between

Czech and English students. Most of Czech studentally own a mobile phone more
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than two years; English students mostly possesstalenphone from seven months to

one year.

Table 3.14 — The length of possession of a mobilegne

How long have you owned your mobile phone?
Every 0-6 | Every7-12 | Every 13-24 | 25 Months or
Months Months Months less often Total
Nationality Czech 7 4 10 24 45
English 23 19 7 9 58
Total 30 23 17 33 103
Chi-square Pearson
Critical Value 24.41
Degrees of Freedom 3
Level of Significance P<0.001

4 cells (33.3%) have expected count less than 5.

The level of significance was comparing the natiibpand possess of mobile phones,
the result is p < 0.001. Since this is less thd@b,0the result is significant and any
difference between the nationality and the possgssisignificant. There is dependence

on nationality.

Question number 18: How often do you usually changgour mobile phone?

As seen in the table below, students generally gddheir mobile phones once every
two years. Czech students even change their mpbdaes after two years or less often

in comparison with English students, who usuallgrgie them at least once a year one,

or large number of students change them every &aosy

Table 3.15 — The frequency of change of a mobile phe
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How often you change you mobile phone?
Every 0-6 | Every 7-12 Every 13-24 | 25 Months or
Months Months Months less often Total
Nationality Czech 3 2 17 23 45
English 2 29 22 5 58
Total 5 31 39 28 103
Chi-square Pearson
Critical Value 34.84
Degrees of Freedom 3
Level of Significance P<0.001

4 cells (33.3%) have expected count less than 5.

The level of significance was comparing the natibpand the frequency of changing
student’s mobile phones, the result p<0.001. ThHesghare test shows a significant

difference between nationalities and the frequency.

Question number 19: How important are things to youpersonally, that other

customers have said about their mobile phone netwkr

The scale of evaluation was from one to four, oreamh ‘very important’ and four
meant ‘not at all. There was a possibility to tidk the matters applied to the

respondent’s network. The results are located ipefplix 2.

It was chosen only some of questions which haddifigrences between Czech and

English students and some of them are represetm@ngimilarities of opinions.

Both groups of students consider personal closemedsvarm feelings as ‘somewhat
important’ but English students mostly inclined ttee answer ‘not at all'. Most of
respondents stated that this matter does not apgheir network. A quality of service
coverage and secure consider the respondents sanoplboth groups. The vote
distributions were equable. More than 60 per cénegpondents state that it does not
apply to their network. The statement ‘positionaedaa honest brand’ Czech students
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consider as ‘somewhat important in comparison \Etiglish students, who answered
mostly ‘very important’. It does not apply to thewetwork. Brand values such as
friendliness, simplicity, optimism and dynamism swmer both Czech and English
students as ‘mostly important’ and more than hdlfrespondents stated that their
network does not apply to this matter. Network cage and distribution availability

consider more than half of respondents as ‘veryomamt’. This statement applies to
their network about 60 per cent.

This part addressed the results of Questionnaiee 8ome results were explained in
numbers, some in percentages and the tables weddarsclarifying the results and
highlighting the differences between nationalities.

3.3 Results of Questionnaire Two

This research was focused on understanding andessmnability’ of mobile phone
commercials. It looks at the respondents prefereinteespect of the advertisements,
such as music or the whole impression. It seartiesufficiency or insufficiency of
information about the product, brand and any ottetail, which the audience could
require. The main issue is a question about uram@isig the purpose of the
advertisement. Discussion was covered in a focospand the results are summarised

below.

Six students participated in the focus group, th@zech and three English. The

following table shows Nationality versus Gender.

Table 3.16 — The structure of the group of responates

Nationality Total
Czech English
Gender Male 1 2 3
Female 2 1 3
Total 3 3 6
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The results from the Questionnaire one indicate poeularity of mobile phone
manufacturers, ranking is as follows:

1. Nokia

2. Samsung

3. Sony Ericsson

Chart 3.5 — Popularity of mobile phone brands
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Therefore, these manufacturers were chosen forfdabas group research in the
following order:

1. Sony Ericsson
2. Nokia
3. Samsung

Question: Which brand of mobile phone do you have aw?

Choosing the focus group took some time becauslkeec$tudents’ other commitments.

They were not chosen because of what specific mqgtiilone brand they owned. It
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turned out that brand ownership the focus group difter from that reported in

Questionnaire one.

Table 3.17 — Mobile phones owned by the respondents

Brand of mobile Nationality Total
phone Czech English

Sony Ericsson 1 1 2

Nokia 0 2 2

Samsung 1 0 1

Siemens 1 0 1

Total 3 3 6

This research indicates which advertisement thporegents liked and which they did
not like and why. The research answered to thevatlg questions: what students
expect from the advertisement about mobile phondst they require to be in an
advert, how sufficient or insufficient was the infaation about the brand, product or
any other details and where they would find moferimation if they were interested in
the particular mobile phone. Discussion enabledrdspondents to express their

comments and suggestions to the commercials antwéra the adverts about.

3.3.1 Summary of Questionnaire Two

The most popular commercial was the second one) flokia, both for Czech and

English students.

Table 3.18 — Popularity of commercials

Czech English Total Rank
Sony Ericsson 1 1 2 2
Nokia 2 2 4 1
Samsung 0 0 0 3
Total 3 3 6 X
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Nokia commercial

The respondents mostly appreciated enough infoomatabout the product,
demonstration of what people can ‘do’ with the nhekphone, what functions and
advantages it has. The advert included experiehgeople from all over the world,
and the explanation why people should have thim@h8&ut this experience may not
necessarily make the audience believe in the aatish with the particular mobile
phone. One of respondents expressed his sceptieganding people talking about their
experience in commercials, although the respondealuated the presentation of the

product as very good.

The second most popular factor on the advert wassich It leads to the situation
when people hear the music, they can remember tmemercial. The overall
impression of the advert was favourable. Idea wesluated as convenient and
catchword factor was good. The information abow fitoduct was sufficient and
respondents easily recognised what functions théilengphone has. What the
respondents missed in the advert were further cortatails such as website. The
information about the brand could be better as walhorter version of the commercial
could be appreciated.

Respondents understood the meaning of the adwedigethat ‘with this phone people
have the world in their hands’, they can travelhwitand take pictures everywhere, at

any time in the world without borders. It is higithnology and people like it.

Sony Ericsson commercial

The most popular factor on the first commerciahfr&ony Ericsson was ‘music’ and
the ‘idea’ about the headphones and two fancy febich means ‘Enjoy the music’,

according to of one respondents. In this advefgrimation was quite sufficient to

customers in contrast with information about thanor or contact details, which were
insufficient. If the respondents wanted to get mafermation about the product, they
would look on the internet, which was the most papsource of information.
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Respondents think that the advert says that thisilenghone is mainly focused on
music because it is ‘walkman’ phone; you can taleverywhere and enjoy it. And it is
a flash high technology product, modern with muidtigpurposes. But what the
respondents missed in the advert was informatiomumbers, such as WAP or
Bluetooth. Generally, the mobile phone and the wloammercial received very good

marks in comparison with the next one.

Samsung commercial

Because nobody of respondents recognized the lofaiheé mobile phone, it is obvious
that the commercial is unconsidered. The problethisfadvertisement is that the brand
is not shown there. People do not have a chancetice it. The respondents did not
understand the idea of the advert, not even thebl®s’ on people’s heads, except for
some respondents, who expressed their opinions ‘likeak the bowls and let's go
together’, which may be explained as ‘connectingedple’ or ‘bring people together’.
What the respondents would appreciate was moreniaion about the product, brand
and contact details. The mobile phone was showy @l short time without any
specification about the type of the phone. What ribspondents liked the most was
music, but generally they consider the advert withidea, information and that it is

‘strange’.
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CHAPTER 4 — DISCUSSION AND RECOMMENDATION

This part will discuss the results from Questionadi, Questionnaire 2 and from focus

group talking.

4.1 Discussion Questionnaire One

In the question:which type of advertising influences you the madstevision was the
most popular media, both for Czech and Englishesitsl TV advertising has still its
‘strength’ of expression about the emotional partthe viewer. Chapter 1 described
known advantages of television, which appeal to $keses, it combines sound,
pictures, motions together and create more emdtiariawith the audience. Further
advantage is that it reaches large number of cuatnThe biggest limitation of TV is
the high cost of the advert (Kotler and Armstro2@06). Due to high costs, producers
try to find new ways to speak to the custonheternet, which was ranked second, helps
marketers very much. Nowadays it is one of the nuigsble media, which has many
possibilities and almost no limitations. For comigan promoting their products this
way becomes more advantageous than using televisioray have better affection to
the audience, for example, the commercial can hgeQ debating or there can be a
feedback on the advertisement. It depends on thsucoer, if she wants to watch the
commercial or not, which reduce the impatience edusy unsolicited commercials.
The reason of popularity of the internet can belarpd thanks to the question

regarding students’ last significant purchaseVhere the internet was ranked first.

In the questioni$ the selection of a product/or service influentgdthe advertising’
64 per cent of students inclined to the answer’ ‘gad 36 per cent of students are not
influenced by the advert. The percentage of infteebetween nationalities differed
from the overall results. Majority of answers wé&emewhat’, which means that the
selection of product can depends on several facidre most preferable factor was
‘word of mouth’, so the recommendation from frieraisfamily has big importance on

the selection of a product or service. The selactibgoods depends on other factors
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such as price, age, lifestyle, attitude and mahgrovariables, as described by Yeshin
(2006).

Other questions were focused on mobile phonesfifhene waswhat kind of media
offers students the most information about mobhengs Again, the most often
answer was ‘internet’ both from Czech and Englisfdents. Internet is one of the most
popular sources of information, knowledge, opiniongbreaction from the workdays’
matters. If people are interested in somethingy tieually try to find the information
themselves using other sources in first place rattan asking somebody else. It can be

caused by bashfulness or fear of insufficiencynédrmation.

‘The possessing of mobile phonednfirmed 100 per cent of respondents, which
confirms the importance of having mobile phone. dN&@ communicate, listen to the
music, play games and just to be ‘cool’. To be lcowans ‘move with the trends’ and
can be observed mainly on younger teenagers, who incorporate to the peer group,

which is more important than calling to other peofWeare, 2004).

In the questionthe most used mobile phone branbekia, Samsung, Siemens and
Sony Ericsson were leading brands in comparisoh thig question relateghossession
of a mobile phone brand at the momenthere the results were similar. According to a
Czech survey from a web portal Mobilmania (2006¢, leader of mobile phones brands
on the Czech market in year 2006 is Nokia, the @ qbace belongs to Sony Ericsson.
According to this research at University of Huddietd, it is obvious that Czech
students really prefer brands Nokia and Sony Esitss comparison with English
students who prefer Samsung, and Nokia follows.i&lakaintains its first position on

the Czech market for quite long time and it is ewidthat its popularity grows.

Among the most populanétwork provider in the UKis O,, but for English students it
is Orange. It is caused by the fact that majorftmech students chose.G\ccording

to the research from the Czech web portal Mobilmathe best provider of the year
2006, Q was placed first place with the market share éfo4¥odafone obtained the

second place with a market share of 39% and thd position belongs to T-Mobile
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with 17%. Due to students’ preference af i the Czech Republic, they rather rely on
services from this provider in the UK. In the follmg questionwhy have they chosen
this providet, friend’s recommendation for Czech students amodgprices for services

for English students were the main reasons focsagthe provider.

In the questiondbout enjoying the TV adverts about mobile phottes results were
various. Czech students inclined to the answer ged English students inclined to the
answer ‘no’. It can be caused that in the CzechuBlgpare different TV adverts about
mobile phones, so Czech students can visualizeerrdtie advert from the Czech
Republic. Variations of mobile phone advertisemearts modified to the customs of
different culture. In the Czech Republic are thesbrertisements quite popular.
‘Advertisements linked to mobile phone providare mostly popular from Orange
provider for English students and from Vodafone @wech students. In the Czech
Republic, commercials from Vodafone are focusedtipas students, who make up
one of the largest of their customer segments.

In the questions related to thfactors popularity in TV mobile phone advertising’
unpopular factors were ‘idea’ and ‘originality’ f&nglish students in comparison with
Czech students, who liked the ‘originality’ in tlagverts. ‘Music’ belongs to the

popular factors in the adverts in both groups.

‘The length of possession and changing the mobdegstdiffers for both nationalities.
Czech students usually possess a mobile phonedog then two years and then they
change it. English students own a mobile phoneskarter time, it usually takes not
more than one year before they buy a new one. Mgjof respondents own it for one
year or 18 months and then they change it for a oresv With the highest probability,
these results are influenced by economic situatibeach country. English students
have a possibility to buy a new mobile phone mdtenothan Czech students, thanks to

higher level of living standard.
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4.2 Discussion Questionnaire Two

The most popular commercial about mobile phone fn@® Nokia. The respondents
liked the music and mainly they appreciated swgficiinformation about the product
and its functions. The advertisement influencedntls® much that if they would buy a
new mobile phone, they would think about this ohlee second position belongs to
Sony Ericsson, where the music was very nice afffitigmcy information about the
product satisfied the respondents quite good. Relpus did not like the last
commercial so much because they did not understemndneaning of the advert, they
did not recognize the brand, mainly because theilm@ione was shown for a little
while so it was not possible to notice the typehaf mobile phone. The brand was not

mentioned in the advertisement, which is very cemig.

4.3 Discussion of Focus Group

The second part of the research was a small foomsgpgof three Czech and three
English students. The main goal was to compares threbile phone commercials. The
organisation of focus group was following: firstvadtisement was shown and first
guestionnaire was completed; then the second amd. tAfter showing of all

commercials, an open discussion took place.

Discussion questions in a focus group:
1) How would you compare these three commercials? Wiaat different? What
was similar?
2) What was the meaning of the third advertisement?

3) Which advertisement was the most interesting far god why?

One of discussion questions wdsow would the respondents compare the three
commercials What was different, what was simifaiThe first reaction to this question
was that respondents did not even recognize thadbwhthe third commercial. It was
very confusing for all of the them. According tethwords, if they found the advert on

the internet or saw it on television, they would kiwow that the commercial was about
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a mobile phone. Evaluation of the other two comma¢gsavas completely different, but
some similarities were found. The commercials dr@ausly trying to make people to
think that these phones were useful for connegtegple; this is the phone that brings
people together. The first and second advertsdrghiow all the possibilities of the
product, why customers should buy it, how they gs@ it and so on. According to one
of respondents, the first one was more about mitsiocused on the headphones and
two fancy feet, which may stand for ‘enjoy the nausihe second one was focused on

the overall presentation of functions of the device

The second question in discussion was linked tothird commercial,what was the
meaning of the third advertisemen®ne of respondent’s opinions was ‘to break the
bowl individuals alone and let's go together, mayite the connecting of people’.
Another opinion was about the headphones and ergayie music without bubbles.
These bubbles were very confusing to understandrtteaning. The author agrees with
the first opinion mentioned above.

The next question wasvhich advertisement was the most interesting femthand
why'. The second commercial was the most popular becalususic and that people
were talking about their experience. More inforrmatwas mentioned. One respondent
liked the first advert, but the adored the songnftbe second. It is very interesting that
people remember mostly the music from the advectofding one of respondents, if
people like the music, they will recall it againdanill associate it with the product. It is
related to other aspects of the advertisement,wddilect the audience most.

The experience of other people in the second adearent was addressed. Last
guestion was askedwhat the respondents think about experience oflpopPpne of

the respondents was rather sceptic, because itasnanercial. People are paid for this
and the advertisement tries to influence and peéeupeople. However, other
respondents liked talking about people’s experieicdepends on everyone, if they

believe the advert or not. Some people rather réshkds about their experience.
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CHAPTER 5 — CONCLUSION

This chapter concludes the findings of this diggemh and identifies whether or not the
aim of this study was achieved. The purpose of dgsertation was to find out the
influence of different advertising media in mobpéone industry and compare this
influence between Czech and English students ofvédsity of Huddersfield in
England.

Firstly, one section of the literature review dédsed the purpose of marketing. Because
the advertising is a part of communications mix,wias necessary to clarify the
relationship between marketing mix and communicetionix. The term advertising,
other useful terms and issues associated withtdipis were described and explained.
Secondly, the methodology chapter explained pdgmbi of processing the research
data. For the purpose of the research, questi@sand a small sample of focus group
for discussion were used. The results were obtdireed students at the University of
Huddersfield.

The research was focused on comparison of theiaritghich influence students most
in mobile phone advertising as well as their likesl dislikes regarding the content of
mobile phone advertisements. Some findings aboiférdnces between Czech and
English students were discovered. According tordisearch, the most persuasive media
are television, the internet and magazines. Thees wo difference between
nationalities in this finding, but there were smadkiations among other media. Czech
students ranked the media as follows: newspapéhoaids, and leaflets; English
students had different ranking: radio, billboardsl anewspaper. The last significant
purchase (for example electronic) was influencedth®y internet in both groups. It
There was no difference between nationalitiesiridifig, which media offers students
the most information about mobile phones, the meewobtained the first position in
both group of students. However, there was ardiffee in the question if the students
like or dislike mobile phone advertising. Czechdstnts mostly like these advertisement
while English students inclined to answer ‘no’ ated in the middle of the scale.
Czech students dislike watchword or kind of mediatle advert in comparison with
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English students, who dislike ideas of the advemtiesnt. Both groups like the

originality on TV adverts.

In the focus group, understanding of commerciats @mparison some aspects on the
commercials was examined followed by comparisodiféérences between Czech and
English students. However, this comparison wasyaedl| as well. Some differences

were addressed. For example, the second commaiiclalaise interest of Czech

students so much, that they would think about figdmore information about the

product in comparison with English students. Emgksudents liked the product, but

they would not think about finding more information

For both nationalities, the most popular commeratzut mobile phone was from the
Nokia brand. The music and sufficient informatidooat the product were appreciated.
The third commercial was rejected by both by Czawth English students due to lack of
understanding of the meaning, missing informatiod aot recognizing the brand.

The first thing people noticed in the advertisemamdut mobile phones is music, then
idea and the whole impression of the advertisem@etalling the music from the
advert can help remembering the product and saweoitcustomer’s mind. If people
believe in people’s experience from the advertisgrabout Nokia or not, is up to them.
Nevertheless, they have to be aware of the fa¢tithe a commercial, which tries to
influence them and persuade them to buy the prodioinmercials always say to
consumers that exactly this product they shouldeh&éecause they need it and it is

‘cool’ to have it.

The findings about what respondents require ands nims commercials can be
stimulating for marketers in their way to improves tadvertisements to give them what
respondents wish. This could lead to the reductadnunpopularity of some

commercials.

55



REFERENCES

Arens, W.F. (2006)Contemporary advertisinglOth ed. New York: McGraw —

Hill/lrwin.

Ball, C.N. & Connor-Linton, J. & Taylor, K. (2003Veb Chi Square Calculator
[online] Available at:
<http://www.georgetown.edu/faculty/ballc/webtoolshy chi.html>  [Accessed 24
April 2007].

Blaxter, L. & Hughes, C. & Tight, M. (1996jlow to researchBuckingham: Open

University Press.

Branthwaite,A. (1993Complex consumers and dynamic brands, Researchydluket

Research Society, (no publisher).
Bunting, S.C. (1999Advertising London: Hodder & Stoughton.

Burton,J. & Easingwood,Ch. (2008) positioning typology of consumers’ perceptions

of the benefits offered by successful service lmavidnchester: Elsevier

Cambridge University (2002Fambrigde International dictionary of Englishondon:

Cambridge University Press.

Cassidy, S. (2006) ‘Using social identity to expldhe link between a decline in
adolescent smoking and an increase in mobile pliseEHealth Educationyol. 106,
no. 3: pp. 238 — 250 [online] Available at:
<http://'www.emeraldinsight.com/Insight/viewConteath.do?contentType=Article&hd
Action=Inkhtml&contentld=1552966&dType=SUB&historfaise> [Accessed 30
March 2007].

56



Colley,R. H. (1961) ‘Defining advertising goals fmeasured advertising results’, New
York: Association of National Advertisers.

Darlington, Y. & Scott, D. (2002pualitative research in practice stories from tredd.

Buckingham: Open University Press.

Hagel, J. (2006)nternet Strategy — Red Ocean or Blue Ocepmfline] Available at:
<http://edgeperspectives.typepad.com/edge_perspsf2D06/12/internet_strate.html>
[Accessed 2% April 2007].

Haste, H. (2005) ‘Joined-up texting: mobile phor@sd young people‘Young
Consumers: Insight and Ideas for Responsible Markevol. 6, part: 3, pp. 56-67
[online] Available at: fttp://www.emeraldinsight.com/10.1108/174736105 1G>
[Accessed 36 March 2007].

Chisnall, P. (2005Marketing research7" ed. Berkshire: McGraw-Hill.

Churchill, G.A. (2001Basic marketing research" ed. Orlando: Harcourt College.
Kerr, A. & Hall, H.K. & Kozub S.A. (2002Poing statistics with SPS&ondon: Sage.
Kim, W.C. & Mauborgne, R. (2005Blue Ocean Strategyonline] Available at:
<http://www.blueoceanstrategy.com/downloads/bos .pdfb  [Accessed 29 April

2007].

Kim, W.C. & Mauborgne, R. (2007Blue Ocean Strategyonline] Available at:
<http://www.blueoceanstrategy.com> [Accesself 2pril 2007].

King S. (1970)What is a Brand2ondon: J. Walter Thompson.

Kotler, P. (1997)Marketing managemen®&" ed. London: Prentice-Hall International
(UK).

57



Kotler, P. & Armstrong G. (2006principles of marketing11th ed. New Jersey:

Pearson Education.

Lannon,J. & Cooper,P. (198B)umanistic advertising: a holistic cultural perspee,
in: Effective Advertising: Can Research Held@nte Carlo: ESOMAR.

Leavy, B. (2005) ‘Value pioneering — how to discowour own “blue ocean”:
interview with W. Chan Kim and Renée Mauborg8é&‘ategy & Leadership;ol.33, no.
6: pp. 13-20 [online] Available at:
<http://www.emeraldinsight.com/Insight/viewPDF.jgi@name=html|/Output/Publishe
d/EmeraldFull TextArticle/Pdf/2610330602.pdf> [Acsed 229 April 2007].

Malhotra, N.K. & Birks, D.F. (2007Marketing Research: An Applied Orientatics!’

ed. Harlow: Pearson Education.

McDonald, C. (1992)How Advertising works: A Review of Current Thinking

Advertising Association in association with NTC Ra#tions, Henley on Thames.

Milne, J. (1999) Questionnaires: Some advantages and disadvantdga$ine]
Available at:
<http://www.icbl.hw.ac.uk/Itdi/cookbook/info_questinaires/printable.pdf> [Accessed
28th March 2007].

Mobilmania (2006 NejlepSi mobil roku 2006 (The best mobile phonth@fyear 2006)

[online] Available at: 4ttp://mobilmania.cz/Titulni-strana/Nejlepsi-moliB06-

vyhlaseni-vysledku/Nejlepsi-mobil-celkove-statistikaver/sc-21-sr-1-a-1112970-ch-
1032844/default.aspx{Accessed 14 April 2007].

58



Mobilmania (2006)NejlepsSi operator roku 2006 (The best providerhaf year 2006)
[online] Available at:
<http://www.mobilmania.cz/default.aspx?section=21&ee=1&article=11143698
[Accessed 14 April 2007].

Myers, G. (1999Ad worlds: brands, media, audiencésndon: Arnold.

No author (2005) ‘Nokia feels heat as it tries ® dool: How a world leader plays
catch-up in a fickle marketStrategic Direction,vol. 21, no. 5, pp. 21-23 [online]
Available at:
<http://'www.emeraldinsight.com/Insight/ViewConteat@et?Filename=Published/Em
eraldFullTextArticle/Articles/0560210505.html > §aessed 30March 2007].

Nokia (2007) Nokia in 2006 - Annual report[online] Available at:
<http://www.nokia.com/NOKIA_COM_1/About_Nokia/Sidats new_concept/Annual
_Accounts_2006/Nokia_in_2006.pdf> [Accessed April 2007].

Okazaki, S. (2005) ‘Mobile advertising adoption fioyltinationals: Senior executives’

initial responsesinternet Researchjol. 15, no. 2: pp. 160-180 [online] Available at:
<http://www.emeraldinsight.com/Insight/ViewConteat@et?Filename=Published/Em

eraldFullTextArticle/Articles/1720150203.html> [Aessed 36 March 2007].

Potts, L. (2006) Qualitative and quantitative data [online] Available at:
<http://dlc.k12.ar.us/Leesa.Potts/pdf's/Qualiteb2®and%20Quantitative%20Data. pdf
> [Accessed 2B March 2007].

Reid, F.J.M. & Reid, D.J. (2004) ‘Text appeal: th®/chology of SMS texting and its
implications for the design of mobile phone inteda’ Campus-Wide Information
Systemsvol. 21, no. 5: pp. 196-200 [online] Available at
<http://www.emeraldinsight.com/Insight/ViewContent8et?Filename=Published/Em
eraldFull TextArticle/Articles/1650210504.htm[Accessed 30 March 2007]

59



Ridge, T. & Millar, J. (2000) ‘Excluding childrenautonomy, friendship and the
experience of the care systerSocial policy and Administratiorvol. 34, pp. 160-75
[online] Available at:
<http://www.ingentaconnect.com/content/bpl/spol/200000034/00000002/art00002;j
sessionid=edeze44quhl1l.alice> [AccessédNarch 2007].

Sony Ericsson Mobile Communications AB (20@)ny Ericsson — Missiofjonline]
Available at:
<http://www.sonyericsson.com/spg.jsp?cc=global&lc&eer=4001&template=pcl
&zone=pc&lm=pc® [Accessed 2¥ April 2007].

Spero, I. & Stone, M. (2004) ‘Agents of change: hgoung consumers are changing
the world of marketingAn International Journalvol. 7, no. 2: pp. 153-159 [online]
Available at:
<http://www.emeraldinsight.com/Insight/ViewContent8et?Filename=Published/Em
eraldFull TextArticle/Articles/2160070206.htm[Accessed 30 March 2007].

Rothschild, M.L. (1987)Marketing communications Toronto: D.C. Heath and

Company.

Smith, P.R. & Taylor, J. (2004larketing communicationglth ed. London: P R Smith.
Weare, K. (2004) ‘What impact is information teclogy having on our young people's
health and well-being?Health Education vol. 104, no.3: pp. 129 — 131 [online]
Available at:
<http://www.emeraldinsight.com/Insight/ViewConteat@et?Filename=Published/Em
eraldFullTextArticle/Articles/1421040301.html> [Aessed 3D March 2007].

White, R. (2000Advertising 4th ed. London: McGraw — Hill.

Wright R. (2000)Advertising.Harlow: Pearson Education Limited.

60



Yeshin, T. (2006 Advertising London: Thomson Learning.

61



APPENDICES

Appendix 1 — Questionnaire one

I’'m a student from the Czech Republic and | would like to request you, if you could
complete my questionnaire for my dissertation. The data will be used only for the
purpose of my work and are absolutely anonymous.

1. Gender |:| Female |:| Male
2. Age [ ]18-19 [ 120-21 [ 12223 [ 124 and over
3. Nationality |:| Czech |:| English |:| Oother..........cccceveiinnn.

4. Which advertising does influence you to the most? Could you prioritize it? Please score each
option 1 to 8 (1 = the biggest influence...8 = the smallest influence):

|:| TV |:| Internet |:| Radio |:| Newspaper
|:| Magazines |:| Billboards |:| Leaflets |:| Other:

5. What was your last significant purchase, (e.g. electronic, CD, tickets,) — which was the
SINGLE main influence (Please tick only one box below).

D TV |:| Internet |:| Radio |:| Newspaper
|:| Magazines |:| Billboards |:| Leaflets |:| Other:

6. Is your selection of a product/service influenced by the advertising?

|:| Yes, always |:| Rather no
Yes, mostly |:| No, mostly not
Somewhat No, never

7. What kind of media offers you the most information about mobile phones?

D TV |:| Internet |:| Radio |:| Newspaper

|:| Magazines |:| Billboards |:| Leaflets |:| Other: ..........
8. Do you have a mobile phone? |:| Yes |:| No (if no, could you give a reason, why
[10] 170 TR TP

9. Which mobile phone brand(s) have you used? Please tick as many options as appropriate,

|:| Nokia |:| Alcatel

Motorola |:| Blackberry
Sony Ericsson |:| Siemens (Benq)
Samsung Panasonic

|:| Sharp |:| Other..................

10. Which mobile phone brand are you using at the moment? (Tick only one, please)
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|:| Nokia

[] Sony Ericsson [] Blackberry
Samsung [ ] siemens (Benq)
Sharp Panasonic
Alcatel |:| Other..................

11. What network provider do you have in the United Kingdom?

DOZ |:| Orange
|:| T-Mobile |:| Other.........ccoevn.
|:| Vodafone

12. Why have you chosen this provider? (Please tick all boxes that are appropriate and then
rank them, 1= most important etc.)

appropriate rank

|:| Good prices for mobile phones
Good prices for service
Student tariff
Call charges
Have had previous experience with product/service
Quality of product/service
Other advantages
-Mobile phone brand available
-Internet

|:| My friends use this service provider
Any other Advantage (s) please state....................

L0 OE OO

13. Do you like TV adverts about mobile phones?

Yes, | likethem 6 5 4 3 2 1 No, they annoy me

14. Which provider’s TV advertising do you like the most?

[ o2 [ lother......covo)

|:| T-Mobile |:| They all annoy me, but of all of them the one
|:| Vodafone that | think is the best is .. (please state
Orange brand) ................

If you have answered (6), (5) or (4) to QUESTION 13 please answer QUESTION 16 but ignore
question 15. If you have answered (3), (2), (1), please answer QUESTION 15 but ignore
question 16.

15. What do you dislike the most in TV mobile phone advertising? Could you choose 3 main
points, which you particularly dislike by the ticking three boxes in the left hand column. Then
please in the right hand column tick the most important one.

|:| Idea |:| |:| Kind of media |:|
|:| Originality |:| |:| Music |:|

Design |:| |:| Watchword, slogan |:|
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|:| Famous personality |:| |:|Other .................. |:|

16. What do you like the most in TV mobile phone advertising? Could you choose 3 main
points, which you particularly enjoy by the ticking three boxes in the left hand column. Then
please in the right hand column tick the most important one.

|:| Idea
D Originality
Design
Kind of media
Music
|:| Watchword, slogan
|:| Famous personality
Other..................
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17. How long have you owned your mobile phone? ....................ooooiis

18. How often do you usually change your mobile phone? ........................

Please, then for all statements tick those that you
believe apply to your current mobile network.

19. Here are some things that other customers have s S| 9| & ER:
said about their mobile network. Would you please < 728 g o 2 =
consider how important these are to you personally and 3 = S o g ?
evaluate them 1-4. 3 3 g = S 3
= o x~
2 =
=l o
2

Their success was because they suggested personal
closeness and warm feelings ...long calls and even
romance and .. an advertising campaign - personal
conversations you would want to have.

A quality of service coverage and secure, safe brand that
could be rolled out into other areas

Straightforward pricing structure

Positioned as an honest brand

Brand values- friendliness, simplicity, optimism and
dynamism

Convenience—Network coverage and distribution
availability

Value added features and services that are useful to me

Strong, young, energetic, lively brand image

Simple advertising with a personal approach to help people
cope with intimidating technology

This network aimed to gain emotional trust through
celebrities trust in the product and the network
‘experience’

A survey of twenty city analysts identified coverage and
network as the most important areas for the market.

Its history of free calls and personal usage combined with
advertising has led to a ‘personable’, fearless and modern
image

Free off-peak (mimo Spicku) calls are a competitive
advantage

Advertising and the brand name stressed the human
interaction experience inherent in product usage

Thank you very much for completing my questionnaire! Jitka Martincova
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Appendix 2 — Results — Question 19

Question number 19: How important are things to yowersonally, that other customers have said

about their mobile phone network.

The scale of evaluation was from one to four, oamh ‘very important’ and four meant ‘not at all’.

There was a possibility to tick if the matters a@glto the respondent’s network.

Some questions did not the respondents answeréch waused the 100 per cent of unreliability. The

numbers of respondents were 46 Czech and 59 English

19a) Their success was because they suggestedhaleckiseness and warm feelings ...long calls and

even romance and ... an advertising campaigarsonal conversations you would want to have.

Their success was because...

Mostly Somewhat
Very important | important important Not at all Total
Nationality Czech 3 15 19 7 44
English 3 6 18 30 57
Total 6 21 37 37 101
How does it apply to the respondent’s network....
Does it apply to your
network?
No Yes Total
Nationality Czech 39 7 46
English 47 12 59
Total 86 19 105

19b) A quality of service coverage and secure, Bedad that could be rolled out into other areas

A quality of service coverage... Total
Mostly Somewhat
Very important | important important Not at all
Nationality Czech 16 20 8 2 46
English 22 23 12 1 58
Total 38 43 20 3 104

How does it apply to the respondent’s network....
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Does it apply to your
network?
No Yes Total
Nationality Czech 29 17 46
English 33 26 59
Total 62 43 105

19c) Straightforward pricing structure

Straightforward pricing structure

Mostly Somewhat
Very important | important important Not at all Total
Nationality Czech 16 17 8 5 46
English 32 23 3 1 59
Total 48 40 11 6 105
How does it apply to the respondent’s network.
Does it apply to your
network?
No Yes Total
Nationality Czech 26 20 46
English 21 38 59
Total 47 58 105
19d) Positioned as an honest brand
Positioned as an honest brand
Mostly Somewhat
Very important | important important Not at all Total
Nationality Czech 8 11 18 7 44
English 25 25 8 1 59
Total 33 36 26 8 103

How does it apply to the respondent’s network...
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Does it apply to your
network?
No Yes Total
Nationality Czech 36 10 46
English 27 32 59
Total 63 42 105

19e) Brand values — friendliness, simplicity, opim and dynamism

Brand values

Mostly Somewhat
Very important | important important Not at all Total
Nationality Czech 7 20 15 4 46
English 14 29 15 1 59
Total 21 49 30 5 105
How does it apply to the respondent’s network....
Does it apply to your
network?
No Yes Total
Nationality Czech 29 17 46
English 33 26 59
Total 62 43 105
19f) Convenience — Network coverage and distrdyutivailability
Convenience
Mostly Somewhat
Very important | important important Not at all Total
Nationality Czech 22 13 7 3 45
English 31 23 5 0 59
Total 53 36 12 3 104

How does it apply to the respondent’s network....
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Does it apply to your
network?
No Yes Total
Nationality Czech 22 24 46
English 22 37 59
Total 44 61 105

19¢) Value added features and services that afelus me

Value added features

Mostly Somewhat
Very important | important important Not at all Total
Nationality Czech 12 14 15 5 46
English 18 23 17 1 59
Total 30 37 32 6 105
How does it apply to the respondent’s network....
Does it apply to your
network?
No Yes Total
Nationality Czech 32 14 46
English 31 28 59
Total 63 42 105
19h) Strong, young, energetic, lively brand image
Strong, young...
Mostly Somewhat
Very important | important important Not at all Total
Nationality Czech 2 11 23 9 45
English 3 25 21 10 59
Total 5 36 44 19 104
How does it apply to the respondent’s network....
Does it apply to your
network?
No Yes Total
Nationality Czech 29 17 46
English 33 26 59
Total 62 43 105
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19i) Simple advertising with a personal approacheip people cope with intimidating technology

Simple advertising with a personal approach...

Mostly Somewhat
Very important | important important Not at all Total
Nationality Czech 3 13 20 10 46
English 6 12 32 9 59
Total 9 25 52 19 105
How does it apply to the respondent’s network....
Does it apply to your
network?
No Yes Total
Nationality Czech 38 8 46
English 40 19 59
Total 78 27 105

19j) This network aimed to gain emotional trusbtigh celebrities trust in the product and the netwo

‘experience’

This network aimed to gain..

Mostly Somewhat
Very important | important important Not at all Total
Nationality Czech 3 3 12 27 45
English 2 10 23 24 59
Total 5 13 35 51 104

How does it apply to the respondent’s network....
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Does it apply to your
network?
No Yes Total
Nationality Czech 44 2 46
English 52 7 59
Total 96 9 105

19Kk) A survey of twenty city analysts identifiedvesage and network as the most important areaféor

market.

A survey of twenty city analysts...

Mostly Somewhat
Very important | important important Not atall | Total
Nationality Czech 7 14 17 6 44
English 21 13 20 5 59
Total 28 27 37 11 103
How does it apply to the respondent’s network....
Does it apply to your
network?
No Yes Total
Nationality Czech 38 8 46
English 47 12 59
Total 85 20 105

19I) Its history of free calls and personal usegebined with advertising has let to a personable,

fearless and modern image

Its history of free calls...

Mostly Somewhat
Very important | important important Not at all Total
Nationality Czech 6 17 19 4 46
English 16 15 22 5 58
Total 22 32 41 9 104

How does it apply to the respondent’s network....
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Does it apply to your
network?
No Yes Total
Nationality Czech 36 10 46
English 41 18 59
Total 77 28 105

19m) Free off-peak calls a competitive advantage

Free off-peak

Mostly Somewhat
Very important | important important Not at all Total
Nationality Czech 5 21 15 5 46
English 19 14 17 9 59
Total 24 35 32 14 105
How does it apply to the respondent’s network....
Does it apply to your
network?
No Yes Total
Nationality Czech 35 11 46
English 39 20 59
Total 74 31 105

19n) Advertising and the brand name stressed thehunteraction experience inherent in product esag

Advertising and the brand name...

Mostly Somewhat
Very important | important important Not at all Total
Nationality Czech 5 6 21 13 45
English 4 16 24 14 58
Total 9 22 45 27 103

How does it apply to the respondent’s network....
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Does it apply to your

network?
No Yes Total
Nationality Czech 37 9 46
English 47 12 59
Total 84 21 105
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Appendix 3 — Questionnaire two

Questionnaire — Mobile Phone Commercials

Gender: [ ] Female [ ] Male

Nationality: [ 1Czech [ 1English

Which brand of mobile phone do you have now? Plete: .....................c....e.

ADVERTISEMENT 1

1. Which brand was the mobile phone? Please state: ...............
2. Did you like this advertisement?
NO1-2-3-4-5-6YES
3. What did you like/dislike about the advertisement?
a.Nothing [1]
b.Music I didn'tlikeit 1—2—-3-4-5 1liket very much
c.Ilmpression | didn't like it 1 —2 — 3 — 4 — Hilked it very much
d.ldea I didn'tlikeit 1—-2-3-4-5 | likedvery much
e.Catchword (slogan) I didn'tlikeit 1 —2 -3 —4 | liked it very much
4. Did you like the product (mobile phone)?
NO1-2-3-4-5-6YES
5. Did the advertisement persuade you so much thyatifwere going to buy a new mobile phone,
you would buy this type?
[ 1Yes—sure
[ 11 would think about it
[ 1 Maybe
[ ]Probably no
[ 1No —sure
6. Did the advertisement persuade you so much thatwaid like to find more information about
the product?
[ 1Yes—sure
[ 11 would think about it
[ 1 Maybe
[ ]Probably no
[ 1No —sure
If you wanted to find some more information -wheareuld you look for that extra information?
7. How would you describe the advertisement concefhing
Information about the product: Insuffididn- 2 — 3 — 4 — 5 Sufficient

74



Information about the brand: Insufficidnt 2 — 3 — 4 — 5 Sufficient
Any further contact details (e.g. web page): Insufficient 1 —2 — 3 — 4 — 5 Sufficient

8. Which statement expresses your opinion about therisement?

[ 1Yes, | liked it — good idea

[ 1Yes, | likedit, but...............

[ 1Not so bad

[ 11t could be better

[ 11did not like it, because.............

cooow

9. Do you think that the style of the advertisemens wppropriate for this particular product?
[1YES [ 1 NO

10. What does the advertisement try to say to the aad2

11. Do you have any suggestions or comments?

ADVERTISEMENT 2

1. Which brand was the mobile phone? Please state: ..............
2. Did you like this advertisement?
NO1-2-3-4-5-6YES

3. What did you like/dislike about the advertisement?

a.Nothing [1]

b.Music I didn'tlikeit 1—2—-3-4-5 1liket very much

c.Impression | didn'tlike it 1 —2 — 3 — 4 — Hiled it very much

d.ldea I didn'tlikeit 1—-2-3-4-5 | likedvery much
I

e.Catchword (slogan) I didn'tlikeit 1 -2—-3— liked it very much

4. Did you like the product (mobile phone)?
NO1-2-3-4-5-6YES

5. Did the advertisement persuade you so much thyatifwere going to buy a new mobile phone,
you would buy this type?

[ 1Yes—sure

[ 11 would think about it
[ 1 Maybe

[ ]Probably no

[ 1No —sure
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6. Did the advertisement persuade you so much thatwid like to find more information about

the product?

[ 1Yes—sure

[ 11 would think about it
[ 1 Maybe

[ ]Probably no

[ 1No —sure

If you wanted to find some more information - wharmeuld you look for that extra information?

7. How would you describe the advertisement concefhing
Information about the product: Insuffididn- 2 — 3 — 4 — 5 Sufficient
Information about the brand: Insufficidnt 2 — 3 — 4 — 5 Sufficient
Any further contact details (e.g. web page): nsufficient 1 — 2 — 3 — 4 — 5 Sufficient
8. Which statement expresses your opinion about therisement?

a. [ ]Yes,Iliked it — good idea

b. []VYes,llikedit, but...............

c. [ ] Not so bad

d. [ ]Itcould be better

e. [ ]1did notlike it, because.............
9. Do you think that the style of the advertisemens wppropriate for this particular product?

[ ] YES [ ] NO

10. What does the advertisement try to say to the aad2

11. Do you have any suggestions or comments?

ADVERTISEMENT 3

1. Which brand was the mobile phone? Please state: ...............
2. Did you like this advertisement?
NO1-2-3-4-5-6YES

3. What did you like/dislike about the advertisement?

a. Nothing [1]

b. Music I didn'tlikeit 1—2—-3-4-5 1 likkeit very much
c. Impression | didn't like it 1 —2 — 3 — 4 — Hiled it very much
d. Idea I didn'tlikeit 1 -2-3—-4-5 | likedvery much
e. Catchword (slogan) I didn'tlikeit 1 -2 -3 —4% | liked it very much

4. Did you like the product (mobile phone)?
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NO1-2-3-4-5-6YES

5. Did the advertisement persuade you so much thyatifwere going to buy a new mobile phone,

you would buy this type?

[ 1Yes—sure

[ 11 would think about it
[ 1 Maybe

[ ]Probably no

[ 1No —sure

6. Did the advertisement persuade you so much thatwrd like to find more information about

the product?

[ 1Yes—sure

[ 11 would think about it
[ 1 Maybe

[ ]Probably no

[ 1No —sure

If you wanted to find some more information -wheareuld you look for that extra information?

7. How would you describe the advertisement concefhing

Information about the product: Insuffididn- 2 — 3 — 4 — 5 Sufficient
Information about the brand: Insufficidnt 2 — 3 — 4 — 5 Sufficient
Any further contact details (e.g. web page): Insufficient 1 —2 — 3 — 4 — 5 Sufficient

8. Which statement expresses your opinion about therisement?

[ 1Yes, | liked it — good idea

[ 1Yes, |l likedit, but...............

[ 1Not so bad

[ ]t could be better

[ 11did not like it, because.............

caoow

9. Do you think that the style of the advertisemens wppropriate for this particular product?

[ ] YES [ ] NO

10. What does the advertisement try to say to the aad2

11. Do you have any suggestions or comments?

Which advertisement was the most interesting far god why?
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Appendix 4 — Results of Questionnaire two

ADVERTISEMENT 1

Question number 1: Which brand was the mobile phor

These results show whether the respondents ndtieedrand of the mobile phone. All

six respondents answered correctly to this queskiavas Sony Ericsson.

Question number 2: Did you like this advertisement?

Table 1 presents how the students liked the adeanent. Generally, the respondents
inclined to positive answer, the rate of affectisas 5:1 if the answers were separated

into two groups (1-3 = negative, 4-6 = positive).

Table 1 — The popularity of advertisement

Scale NO 1 2 3 4 5 6 YES
Czech 0 1 0 0 0 2
English 0 0 0 2 1 0
Total 0 1 0 2 1 2

Question number 3: What did you like/dislike aboutthe advertisement?

Nobody selected the option ‘nothing’. Music andadsere the most popular on the

advertisement, especially for Czech students. &astlpopular was the catchword.

Table 2 — The likes and dislikes of the advertiseime

Scale
I did not Iliked it
liked it 1 2 3 4 5 very much
C E C E C E C E C E
Music 0 0 0 0 0 1 0 1 3 1
Impression 0 0 0 0 1 1 1 1 1 1
Idea 0 0 0 0 0 0 0 1 3 1
Catchword 0 0 1 0 1 2 0 1 1 0
Total 0 0 1 0 2 4 1 4 8 3
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Question number 4: Did you like the product?

The respondents tended to answer ‘Yes'. Three ehtlicked number 4 in the scale,

two of them ticked number 5. Nobody ticked numlessithan three.

Table 3 — The popularity of the product

Scale NO 1 2 3 4 5 6 YES
Czech 0 0 0 2 2 1
English 0 0 0 1 0 0
Total 0 0 0 3 2 1

Question number 5: Did the advertisement persuadeoy so much that if you were

going to buy a new mobile phone, you would buy thitype?

The results of this question are various as showvthe following table. One answer was
that the respondent would buy sure the mobile phome answers were that the
respondents would think about it, two respondentsilev not probably buy it. The

differences between nationalities are not noticeabl

Table 4 — The persuasion about buying the mobitenph

Option Czech English Total

Yes - sure

I'd think about it
Maybe
Probably no

No - sure

Total

WO ||| O|F
WO |, |OIN|O
O|OIN|FIN]|PF-

Question number 6: Did the advertisement persuadeoy so much that you would

like to find more information about the product?

The most frequent answer was ‘maybe’ and thenrtbe/@rs were various.

Table 5 — The persuasion about finding more infdiona
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Option Czech English Total
Yes - sure 1 0 1
I'd think about it 0 1 1
Maybe 2 1 3
Probably no 0 1 1
No - sure 0 0 0
Total 3 3 6

In this question, there was a space to specifyreviiee respondents would seek for

more information, if they wanted. All six answersene ‘internet’. This is very

interesting that people do not prefer asking, f@meple, in a specialized shop.

Question number 7: How would you describe the advéisement concerning?

The results are diverse. Any further contact detalich as website, were insufficient

both for Czech and English students. Informationualihe brand was insufficient as

well while information about the product was ratkefficient.

Table 6 — The sufficiency or insufficiency of infoation

Scale
Insufficient 1 2 3 4 5 Sufficient
C E C E C E C E C E
Info about the product 0 0 1 1 0 1 2 1 0 0
Info about the brand 2 2 0 1 1 0 0 0 0 0
Any further contact details 3 1 0 2 0 0 0 0 0 0
Total | 5 | 3| 1[a4a]1]1]2]1]o0]o0o0

Question number 8:

advertisement?

Which statement expresses your pmion about the

The respondents generally liked the advertisement.

Table 7 — The opinion about the advertisement
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Option Czech English Total
Yes, | liked it - good idea 2 1 3
Yes, | liked it, but... 1 2 3
Not so bad 0 0 0
It could be better 0 0 0
| did not like it, because... 0 0 0
Total 3 3 6

Two answers in the second option were: ‘Yes,ddilt, but...

‘...there were almost no information about product.’

‘... 1 find voiceovers more effective.’

Question number 9: Do you think that the style of e advertisement was

appropriate for this particular product?

All respondents think that the style of the adwerients was appropriate for this

particular mobile phone.

Question number 10: What does the advertisement tr{o say to the audience?

English answers:
* Very graphically flash advert. Saying this is asHahigh tech product.
* The phone is good quality and can store many things
* The phone is modern, new and fantastic. Thatimhpossible live without it.

Czech answers:
e This is a phone for demanding user, music fans.
* We can have this mobile phone everywhere - thezefwalkman’. It has all
thinks which should modern mobile phone have.

* Multiple use ... for everyday life

Question number 11: Do you have any suggestions comments?
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Comments:
e More details in numbers, words e.g. 30gb, WAP, &lath, and so on.
* Put some extra info on features, company websieesad.
* | like the idea about ‘not visible person’.

* Interesting advertisements, more information altoetorand.

ADVERTISEMENT 2

Question number 1: Which brand was the mobile phor

All six respondents answered correctly to this tjopasThe brand was Nokia.

Question number 2: Did you like this advertisement?

Table 8 shows how the students liked the advergsgenGenerally, the respondents
inclined to positive answer, the rate of affectisas 5:1 if the answers were separated

into two groups (1-3 = negative, 4-6 = positive).

Table 8 — The popularity of advertisement

Scale NO 1 2 3 4 5 6 YES
Czech 0 0 0 1 0 2
English 0 0 1 1 1 0
Total 0 0 1 2 1 2

Question number 3: What did you like/dislike aboutthe advertisement?

Nobody selected the option ‘nothing’. The most papuactors were music and

impression of the advert.

Table 9 — The likes and dislikes on the advertisgme
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I did not I'liked it

liked it 1 2 3 4 5 very much
C E C E C E C E C E
Music 0 0 0 1 0 0 0 1 3 1
Impression 0 0 0 1 1 0 2 2 0 0
Idea 0 0 0 0 0 1 2 1 1 1
Catchword 0 0 0 0 1 2 1 1 1 0
Total 0 0 0 2 2 3 5 5 4 2

Question number 4: Did you like the product?

The respondents tended to the answer ‘Yes'. Thfehemn ticked number 5 in the
scale, two of them ticked number 6. Nobody tickathber less than three.

Table 10 — The popularity of the product

Scale NO
Czech
English
Total

YES

Rl—|o]ls
wl— o

N|O|INIO
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Question number 5: Did the advertisement persuadeoy so much that if you were

going to buy a new mobile phone, you would buy thitype?

The results of this question indicate that the sasients ‘would think about buying’ this

mobile phone or ‘maybe’. The respondents tendeda@nswer ‘yes’.

Table 11 — The persuasion about buying the molitae

Option Czech English Total
Yes - sure 0 0 0
I'd think about it 2 1 3
Maybe 1 2 3
Probably no 0 0 0
No - sure 0 0 0
Total 3 3 6

Question number 6: Did the advertisement persuadeoy so much that you would

like to find more information about the product?
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Czech students would think about finding more infation about the product. English

students would not probably look for them.

Table 12 — The persuasion about finding more in&irom

Option Czech English Total
Yes - sure 1 0 1
I'd think about it 2 1 3
Maybe 0 0 0
Probably no 0 2 2
No - sure 0 0 0
Total 3 3 6

According to the respondents, the best sourceirfioinfg additional information about

the phone is internet again.

Question number 7: How would you describe the advéisement concerning?

For both groups information about the product wafficgent. Information about the

brand was medium and any further contact detaile wesufficient.

Table 13 — The sufficiency or insufficiency of infioation

Scale
Insufficient 1 2 3 4 5 Sufficient
C E C E C E C E C E
Info about the product 0 0 0 0 0 0 0 0 3 3
Info about the brand 0 1 0 1 2 1 0 0 0 0
Any further contact details 1 2 1 3 0 0 0 0 0 0
Total 1 3 1 4 2 1 0 0 3 3

Question number 8: Which statement expresses your pmion about the

advertisement?

The respondents generally liked the advertisement.

Table 14 — The opinion about the advertisement
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Option Czech English Total
Yes, | liked it - good idea 2 2 4
Yes, | liked it, but... 1 0 1
Not so bad 0 1 1
It could be better 0 0 0
| did not like it, because... 0 0 0
Total 3 3 6

The answer in the second option was: ‘Yes, | likedut not original.’

Question number 9: Do you think that the style of e advertisement was

appropriate for this particular product?

All respondents think that the style of the adwenthents was appropriate for this

particular mobile phone.

Question number 10: What does the advertisement tr{o say to the audience?

English answers:
* High tech and commercial
e You have the world in your hand with this phone yaill be truly free if you
have it to travel around anywhere, at any time.

» It tells them that this phone has everything yoecdhe

Czech answers:
e Itis the world in your hand. Lots of people like i
» Slogan says everything: What computers have becogmod one! Or the last
comment from user: World in your hand.

* Tries to show the use and satisfied customers

Question number 11: Do you have any suggestions comments?

Comments:
* A bit big headed
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» Putting the views of other people in the adventasy powerful, it teaches the
audience about the phone because they are talkiogt gersonal experience
with it.

* The music was really great and appropriate.

» Website address — it should be there

* Little bit shorter version would be better.

ADVERTISEMENT 3

Question number 1: Which brand was the mobile phor

Nobody from the respondents noticed the brand@htbbile phone. Some respondents
did not fill the answer or have written differentabhds. Samsung was the correct
answer.

Question number 2: Did you like this advertisement?

The table 15 shows how the students liked or didlithe advertisement. Generally, the
respondents tended to the answer between ‘Yes'Nwidwith slight tendency to ‘No’,

especially for Czech students.

Table 15 — The popularity of advertisement

Scale NO 1 2 3 4 5 6 YES
Czech 0 2 0 1 0 0
English 0 1 2 0 0 0
Total 0 3 2 1 0 0

Question number 3: What did you like/dislike aboutthe advertisement?
The results from this question are various. Fongda the music — Czech students did

not like the music as much as English students. avezall impression of the advert

tended to be rather negative.

86



Table 16 — The likes and dislikes on the adverte®m

I did not I liked it
liked it 1 2 3 4 5 very much
C E C E C E C E C E
Music 0 0 2 1 1 0 0 2 0 0
Impression 1 0 2 3 0 0 0 0 0 0
Idea 1 0 0 0 2 2 0 1 0 0
Catchword 0 2 2 0 1 0 0 0 0 0
Total 2 2 6 4 4 2 0 3 0 0

Notice: One answer (catchword) from English studeisss.

Question number 4: Did you like the product?

The respondents tended to the answer ‘No’. Threhevh ticked number 3 in the scale,

two of them ticked number 2. Nobody ticked numberethan 4.

Table 17 — The popularity of the product

Scale NO 1 2 3 4 5 6 YES
Czech 0 1 1 1 0 0
English 0 1 2 0 0 0
Total 0 2 3 1 0 0

Question number 5: Did the advertisement persuadeoy so much that if you were

going to buy a new mobile phone, you would buy thitype?
These results show clearly that the advertisemahindt persuade them to buy the
mobile phone. The most frequent answer was ‘prgbabl then ‘no — sure’. This

advertisement was not very persuasive.

Table 18 —The persuasion about buying the mobitaeh
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Option Czech English Total
Yes - sure 0 0 0
I'd think about it 0 0 0
Maybe 0 1 1
Probably no 1 2 3
No - sure 2 0 2
Total 3 3 6

Question number 6: Did the advertisement persuadeoy so much that you would

like to find more information about the product?

Respondents would probably not seek more informagioout the product. If they do

not intend to buy the product, there is no reasoioioking for more information.

Table 19 — The persuasion about finding more in&drom

Option Czech English Total
Yes - sure 0 1 1
I'd think about it 0 0 0
Maybe 1 0 1
Probably no 1 2 3
No - sure 1 0 1
Total 3 3 6

Once again, majority of respondents would use tibermet to find more information

about the product, only one respondent would gbeéghone shop.

Question number 7: How would you describe the advéisement concerning?

The respondents missed almost all the informatimabrand, further contact details and

information about the product were not noticechia &dvert.

Table 20 — The sufficiency or insufficiency of infoation

Scale
Insufficient 1 2 3 4 5 Sufficient
C E C E C E C E C E
Info about the product 2 2 1 1 0 0 0 0 0 0
Info about the brand 3 2 0 1 0 0 0 0 0 0
Any further contact details 2 3 1 0 0 0 0 0 0 0
Total | 7]l 7] 2] 2]Jolo]Jo]Jo]o]o
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Question number 8: Which statement expresses your pmion about the

advertisement?
The following table shows that almost all the reggents did no like the advertisement
except one person, but this respondent did not mmphe sentence ‘Yes, | liked it,

but...’

Table 21 — The opinion about the advertisement

Option Czech English Total
Yes, | liked it - good idea 0 0 0
Yes, | liked it, but... 0 1 1
Not so bad 0 0 0
It could be better 0 0 0
| did not like it, because... 3 2 5
Total 3 3 6

The reasons why the respondents did not like theradere:
‘...it was about nothing.’

‘...Iit was no information, no idea.’

‘...1 did not understand the idea.’

‘...there was no information about the product.’

‘...you had no idea what it was advertising.’

Question number 9: Do you think that the style of lhe advertisement was
appropriate for this particular product?

Two thirds of respondents consider the style ofatieert appropriate for the product.

The rest of them it appeared to be inappropriate.

Table 22 — The suitability of the advertisementhi® particular product

Yes No Total
Czech 1 2 3
English 3 0 3
Total 4 2 6
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Question number 10: What does the advertisement tr{o say to the audience?

English answers:

There is some form of walkman phone being released.
There is a futuristic phone/high tech, buying t®ne will get you laid.
Bring people together with the phone.

Czech answers:

With this mobile phone you can live ‘full speed’.
Maybe break ‘the borders’.
With this phone you do not need bubbles to enjeyntiusic.

Question number 11: Do you have any suggestions comments?

Comments:

A master class in how not to advertise.

More information about the product, brand

The idea is good but it needs an explanation becau® not know what the
product is exactly.

Quite long, boring, 1 would switch it off immedidgaf | saw it again.
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Appendix 5 — Presentation — Focus group

Focus group: Advertising

Jitka Martincova
March 2007

What will happen?

e Introduction
e Evaluation
Advertisement projection
Time to complete questionnaire
e Discussion
e The END!

o %

Evaluation of advertisements

e Time to fill in general information
e Advert 1

e Time to complete section 1

e Advert 2

e Time to complete section 2

e Advert 3

e Time to complete section 3

Discussion

e How would you compare these 3
commercials?
What was different?
What was similar?
e What was the meaning of the bubbles in
the third advertisement?

e Which advertisement was the most

\interesting for you? Why?

/

Thank you for your attention.

Have a nice day!

©
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