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ZASADY

Transparentnost — cely proces musi byt prehledny, dolozitelny a verejné
kontrolovatelny (napr. jasné popsané podminky, vefejné dostupné dokumenty,
zvefejnéni vysledku).

Rovné zachazeni — vSichni uchaze€i musi mit stejny pristup k informacim a stejné
podminky ucasti.

Zakaz diskriminace — zadavatel nesmi zvyhodnovat konkrétniho dodavatele (napf.
volbou parametru, které spini jen jedna firma).
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CIL KOMUNIKACE

... Je ovlivnit vnimani, postoje a chovani ciloveé skupiny tak, aby
podporovala obchodni a strategické cile znaCky nebo organizace.

Strategicky cil: Takticky cil: Psychologicky cil: Behavioralni cil:
Povédomi Informovat Emoce Reakce
Image Presved it Postoj Nakup
Loajalita Pripomenout Zameér Doporuéeni

Integrovana konzistentni komunikace, ktera posiluje jednotnou identitu znacky.
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BRIEF — REALIZACE - VYHODNOCENI

Pozice znacCky
Hodnota znacky
Cilova skupina
Marketingove cile
Komunikacni cile
Investice

KLIENT ***
AG *

Komunikacni strategie

Definice kliCovych/cilovych KPI

(awe, con, pur)
Investice audit
Brand vs. performance
Rozlozeni investic v Case
Optimalizace mediasplitu
Audit kreativy
Negociace s médii

AG *k*%k
KLIENT *

Detailni plan
Realizace

Impresse, zasah)

AG *kk
KK

Medialni vyhodnoceni (GRP,

Pokrocilé medialni
vyhodnoceni (TRP, A.l.,
crossmedialni reach,
Efektivni reach, CPP, CPT,
CPR, CPER)

Komunikacni vyhodnoceni
(awe, con, pur, emoce,
reakce, prodeje,
doporuceni)

KK *kk
AG *%*
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KOMPONENTY USPESNE KAMPANE

CiL MEDIALNI
KOMUNIKACE UKAZATELE

CILOVA POZORNOST
SKUPINA

KVALITA SCHOPNOST
KREATIVY DORUCIT KPI
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PRIPADOVA STUDIE

Kategorie: Sazky a loterie
Cilova skupina: All 20-69
Pozadovany split: TV 60%, OOH 20%, Tisk 10%, On-Line 10%

Rozpocet 25 mio.

Stavajici KPls
- Awareness: 21%

- Consideration: 6%

Primarni cil: NavySeni Brand Awareness 0 5% bodu

Sekundarni cil: navyseni Consideration o 1,5% bodu s vyznamnym dopadem do purchase intent




KVALITA KREATIVY

Impact score

Impact score and key metrics 5,0/10

@ Focus

satatez « COQhitive
demand

0
(& Engagement

Memory

neurons

Description of metric

Index of how large a portion of your asset draws attention. If your image/video has
many items that pull on customers' attention, they are less likely to focus on any
single part of the asset. Higher focus scores are achieved when a single or very few
narrow areas draw attention.

Shows the amount of information that the viewer has to process in your asset. When
images/videos are more complex, they lead to increased perceptual load and
thereby more cognitive demand.

The Engagement score represents the positive emotional response to an image or
video asset based on viewers' gut reactions. It measures the intensity of positive
emotions like interest, engagement, and happiness that the asset evokes in the
audience.

Memory Score is an ad recall probability metric that predicts how likely viewers are
to remember an image or video asset after brief exposure. It measures the asset's
ability to create a lasting impression, even after viewers have been distracted.

(NIS)

Evaluated creative Category benchmark

50/100 38 s1,5-92,3/100

49 / 100 = 40,5-49,7 /100

60/100 § e69,4-81,1/100

33/100 ¥ 69,1-81,2/100

Neurons Impact Score (NIS): reflects how your asset performs against industry benchmarks across key metrics.
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Neurons Impact Score

7.1

Launch: The asset delivers strong performance with excellent memory retention and initial engagement, making it ready for

platform deployment.

O
el

Prioritized Scores

00:02.50 00:10.86 00:19.21
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Launch 7

00:27.57

' End Memory

Start Engagement

End Focus

= Memory

KNOWLIMITS
"» heurons

Jak Cist NIS?

B :o Spusténi

35-69 Optimalizace
B -z Ilterace
10/10 5 Start Memory 10/10
7/10 ©) EndEngagement 4/10
7/10 Start Focus 7/10
5/10 ©) Engagement 7/10



MAXIMALIZACE KPI

Neurons Impact Score - 7,1
Maximalni priorita —awareness 21% (26%)

Sekundarné - connsideration 6% (7,5%)

v

Brandova komunikace vyZaduje vySSi prioritu
pozornosti.

K dispozici
25 mil.

Nastaveni KNOW power

Kvalita kreativy

Znalost
Zvazovani
Koupé

Pozornost
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OPTIMALIZACE MIXU

O Reach @ KPl+Reach Zobrazena:3z3

Médium T | Castdne T | Formaty T | Nazev T |Cena T Blokd T |Zacatek T |Kone "  Zkombinovat Nézev Y| Reache T | kP1 T | Optimalizovat T | Barva | Cllows
Radio Cely den Radio Cely den 5095 77685 600 | e >+ |KNOW.optina KPI 1+ 0% o KNOW power  ~ Eﬂ NIE
Online Audio Celyden  Videospot Online Audio 130 1586 6:00 i % = PoZadovany split 1+ 0% o KNOW power  ~ f_l v | (A
Online Video Celjyden  Videospot Online Video 110 9455 600 | - Jednothe » - TVCelyden 10297 60,00%

Online Display ~ Celyden  Viastni Online Display 50 12932 00 | Jiiari e ~  Online Display 50 800% Mastni

Online Sodal Static Celjden  Vlastni Online Sodial Static 0 854 500 MidEiie i - Online Video 110 2,00% Videospot

e e e 120 354 600 . Pfidat do kombinace - OOH Large format 851 2000% Formaty: Bighoard, Billboard, Doublebig, Most, Smartboard Kraje: PR, SC, JC, |
Print Dailies Celyden  1/1 Print Dailies 173 309 520 600 | v:;:‘:::m - Print Dailies 173309 1000% 1/1 |
Print Magazine [ 11 Print Magazine 80 813 403 6:00 i 3+ & Qptina Reach 3+(0%) o KNOW power ~ __. ~| AN
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OPTIMALIZACE MIXU

KNOW . connection OPTIMALNI MEDIAMIX

mTv

TV Sponzoring
KNOW power == KNOW.optinaKPl = Pozadovany split == Opti na Reach o
100 M Online Video

1 Online Display

B OCH Citylight

Il OCH Large format

KNOW power = 67

75
OPTIMALNI MEDIAMIX

mTv
[ Radio

Online Video
M Online Display
50 ¥ Online Social Static

Print Dailies

[l OCH Large format

KNOW power = 61

25 OPTIMALNi MEDIAMIX

mTv
Online Video
M Online Display

Print Dailies
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Cena tis. K¢ (bez uhlikové stopy) KNOW power = 51
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OPTIMALIZACE MIXU

Pozadovany split Max Reach 3+ split Optimalni KPI split

CELKOVY ODHADOVANY VYKON KAMPANE CELKOVY ODHADOVANY VYKON KAMPANE CELKOVY ODHADOVANY VYKON KAMPANE
\C KNOW power 51 E KNOW power 61 +10B \ﬁ KNOW power 67 +16B
8 Cross-medialni zasah 86 % é) Cross-medialni zasah 96 % + 70 0 K é) Cross-medialni zasah 88 % +1 40 K
@ Cross-medialni frekvence 23,5 @ Cross-medialni frekvence 233 -o ’ 2 F @ Cross-medialni frekvence 258 + 2 ’ 3 F
% Rozpoéet (mil. KE) 25,0 % Rozpoéet (mil. K&) 25,0 0 % Rozpocet (mil. KE) 25,0 O
Ocekavany nardst znalosti 4,0% Ocekavany narust znalosti 52 % +84 K Ocekavany narist znalosti 5.3 % +91 K
@ Ocekavany narist zvazovani  0,9% @ Ocekavany narist zvazovani 1,3 % +28K @ Ocekavany nariist zvazovani  2,1% +84K
Ozekavany nartist koupé 08% Ocekavany narist koupé 11% +4,2M Ogekavany nariist koups 22% +19,6M
20 20 00
g Uhlikova stopa (kg) 161 459 G Uhlikova stopa (kg) 88 616 . g Uhlikova stopa (kg) 175 381

KNOW =—— KNOW
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MEDIALNI KAMPANE
VYHODNOCUJTE

.. podle predem dobie stanovenych cili komunikace

.. podle metrik a faktoru, které determinuji spésSnou kampan
.. stav pred kampani pro zajisténi pocate¢niho stavu

.. klicové parametry plnéni v pribéhu komunikace

.. konstantni, jednotnou metodikou a zpusobem vypoctu

.. vysledek vztahujte k vynalozenym prostredkum a usili

.. poznatky aplikujte na dalsi viny komunikace
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