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KDY SE LIDE CiTi STASTNI
WHEN DO PEOPLE FEEL HAPPY

2.A trida 2005/2006
2.A class 2005/2006




Kdy mutize byt ¢lovék st'astny?

Nazdarek lidi¢ky,

radi bychom Vam opét pfipomnéli projekt Comenius I. Pro letoSni rok si nase
pracovni skupina vybrala téma ,lidské stésti“ . Vyrobili jsme tedy dotaznik, ktery by
meél zmapovat, jak a kdy lidé riznych vékovych skupin prozivaji chvile blaha.

Puvodné byl tento dotaznik zaméfen pouze na ob&any nad 60 let, ale nakonec
jsme se rozhodli oslovit lidi rdznych vékovych skupin. Z tohoto ddvodu nékteré
otazky nevyhovuji nejmladsi kategorii:-( Ale to by snad nemél byt problém.

Nyni néco k samotnym vékovym kategoriim. Pro vétSi pfehlednost jsme zvolili
barevné rozliSeni. Lidé ve véku od 0 - 25 let maji Cervenou, kategorie 26 — 40 let je
hnéda, 41 — 60 modra a konecné lidé nad jsou oznaceni

Na zavér bychom jesté radi zdlraznili, ze jednotlivé vysledky byly
zaokrouhleny.

0-25 let
26-40 let
41-60 let

1. Jaka udalost Vam v Zivoté udélala nejvétsi radost?
a.) oslava 18 narozenin [10%] [0%] [0%] [0%]

b.) koupé& automobilu [10%)] [5%] [8%] [57]

c.) svatba [8%] [10%] [22%] [ ]

d.) narozeni vaseho ditéte [0%] [55%] [70%] [ 1
e.)jiné ....... [72%] [30%] [0%] [ ]

Tohle bylo vcelku jasné....jooo....narozeni ditéte je velka véc! Stejné tak nas
neprekvapilo, Ze lidé v kategorii od 0- 25 let jeSté tuto zkuSenost nemaiji :-)

2. Pri jaké ¢innosti se citite nejlépe/nejstastnéjsi?
a.) uklid [4%] [5%] [0%] [0%]

b.) divani se na televizi [4%] [5%] [15%] [ ]

c.) vareni [4%)] [30%] [25%] [ ]

d.) ¢teni zajimavé knihy [16%] [20%)] [35%] [ ]
e.)jiné ..... [72%] [40%] [25%] [ 1

Neni divu, Zze vétSina mladych lidi zvolila variantu e) jiné..... zname opravdu lepsi
¢innosti nez uklizeni... :-)



When are people happy?

Hello everybody and everyone !

We want to introduce you our project which title is Comenius |. We chose a topic
about people and their happiness. It ‘s very interesting work for us because we can
recognize the people’'s mind. We made a questionnaire which should find out the
meaning of people at different age. We set a few questions and diagrams and then
compared it. Here are all the information which we obtained.

..... So this is the final form of our ,When are people happy“ questionnaire. It had
primarily been made only for people over 60 but then we decided to ask every age
group. So some questions are...... how should | put it?......... simply unfitting for the
youngest category. But it doesn’t matter, does it? ©

Okay, now skip to the age categories. First of all, there are people from the age
group of 0-25. In this questionnaire they have red colour. The next category is for
people who are 26-40 years old and they got brown. The blue colour is for 41-60
aged and finally the last category - , for people who are

Note: The results were rounded.

key:
0-25 years

26-40 years
41-60 years

1. What event made you the biggest joy in your life?
a) celebration of my 18 birthday [10%] [0%] [0%] [0%]
b) buying my car [10%] [5%] [8%] [5%]
c) my wedding [8%] [10%] [22%] [ ]
d) my child’s birth [0%] [55%)] [70%] [ 1
e) other [72%] [30%] [0%] [ ]

This was quite obvious. Yeah, child’s birth...... the biggest event ever. Of course that
people aged 0-25 didn’t have so many occasions to experience that ©

2. During which activity are you feeling the biggest happines?
a) Cleaning [4%] [5%] [0%] [0%]
b) watching TV [4%] [5%] [15%] [ ]
c) cooking [4%] [30%] [25%] [ ]
d) reading an interesting book [16%] [20%] [35%] [ ]
e) other [72%)] [40%] [25%] [ 1

No wonder that a lot of younger people chose e)other........ | know better ways of
spending my free time than (for example) cleaning ©



3. Které setkani by Vas nejvic potésilo?

a.) setkani s nejlepsi pfitelkyni [24%] [15%] [18%] [ ]

b.) setkani s kolegy z prace [ 8%] [25%] [12%] [ ]

c.) setkani s byvalymi spoluzaky [12%] [30%] [36%] [ ]

d.) setkani se znamou osobnosti (napf. Karel Gott) [6%] [10%] [20%] [ ]
e.)jiné ..... [6%] [10%] [20%] [ ]

Jasnacka, setkani s byvalymi spoluzaky je vzdycky super zalezitost!

4. Nejvic by mé potésilo, kdyby moje dcera/syn

a.) se stal/stala medialné znamou osobnosti (napf.herec, zpévak, moderator) [26%]
[5%] [6%] [0%]

b.) vyhral/la velkou &astku ve sportce [ 10%] [10%] [10%] [ ]

c.) méla dobfe placenou praci [14%] [40%] [20%] [ ]

d.) byla spokojena v manzelstvi [8%] [30%] [50%] [ 1

e.)jiné ...... [42%] [15%] [14%] [ ]

Ty jo, lidé od 26 — 40 jsou ale materialisté! Penize, penize, penize...

5. Jaky darek by Vam udélal nejvétsi radost?

a.) zajezd do ciziny (k mofi) [52%] [58%] [30%] [10%)]

b.) nova televize [0%] [0%] [12%] [0%]

c.) dort od vnoucat [8%] [12%] [16%] [ ]

d.) domaci zvifatko (pes, kocka, ...) [12%] [10%] [18%] [ ]
e.)jiné ..... [28%] [20%] [24%)] [ 1

Kdo by pohrdl zajezdem do zahranici, kdyz to nemusite platit?

6. Do kterého obdobi svého zivota byste se nejradéji vratili?
a.) do pifedskolniho véku [8%] [5%] [15%] [ ]

b.) do Skoly [16%] [30%)] [25%] [ ]

c.) do prace [0%] [0%] [10%] [ ]

d.) nevracela bych se [68%] [60%] [50%] [ 1

e.) jiné ... [8%] [5%] [0%] [0%]

Upfimné, tyto odpovédi nas znacné prekvapily. VétSina lidi je spokojena se svym
Zivotem a nevracela by se. Zajimavé. Mozna jsme se ptali Spatnych lidi...kdo vi :-)

7. Ktery porad mate v televizi nejradéji?
a.) zpravy [16%] [25%] [12%] [ ]

b.) soutézni porady [4%] [15%] [20%] [ 1
c.) filmy pro pamétniky [4%] [5%] [20%] [ ]
d.) televizni serialy [20%] [15%] [22%] [ ]
e.) reality show [4%] [5%] [4%] [0%]

f.) jiné ... [52%)] [35%)] [22%] [5%]

Hmmm, tak se zda, Ze reality show u nas nejsou zas tak popularni.....



3. Which meeting would delight you the most?
a) with my best friend [24%] [15%] [18%] [ ]
b) with my colleagues[ 8%] [25%] [12%] [ ]
c) with my old classmates [12%] [30%] [36%] [ ]
d) with some celebrity [6%] [10%] [20%] [ ]
e) other [50%] [20%] [14%] [ 1

Yup, meeting old classmates is always great! ;)

4. | would be the most pleased person if my son/daughter:
a) became celebrity [26%] [5%] [6%] [0 %]
b) won a lot of money in lotto[ 10%] [10%] [10%] [ ]
c) had a well-paid job [14%] [40%] [20%] [ ]
d) was happy in marriage [8%] [30%] [50%] [ 1
e) other [42%] [15%] [14%] [ ]

Phew, people between 26-40 years are such materialists! Money first ®

5. Which present would make you the biggest joy?
a) tour to abroad (to the sea) [52%] [58%] [30%] [ ]
b) new TV [0%] [0%] [12%)] [0%]
c) a cake from my grandchild’s [8%] [12%] [16%] [ ]
d) a pet (dog, cat,...) [12%] [10%] [18%] [ ]
e) other [28%] [20%] [24%] [ 1

Who wouldn‘t like a tour abroad as a present if you don’t have to pay for it?

6. Where would you like to return?
a) to nursery school [8%] [5%] [15%] [ ]
b) to basic/high school or college [16%] [30%] [25%] [ ]
c) to work [0%] [0%] [10%] [ ]
d) | wouldn’t return [68%)] [60%] [50%] [ 1
e) Other [8%] [5%)] [0%] [0%]

| have to say that | was quite surprised at the answers for this question. The majority
of people is satisfied where they are and they wouldn’t return. Interesting. But maybe
we just asked the wrong people, who knows? ©

7. What kind of TV show is your favourite?
a) News [16%)] [25%)] [12%] [ ]
b) competitions/quizzes [4%)] [15%] [20%] [ 1
c) old movies [4%)] [5%] [20%] [ ]
d) TV soap operas [20%] [15%] [22%] [ ]
e) reality show [4%] [5%] [4%] [0%]
f) other [52%] [35%] [22%)] [5%]

Hey, it seems that reality shows aren’t apparently so popular here ©



8. Jaka je vase nejoblibenéjsi barva?
a.) Cervena [8%] [24%] [16%] [ 1

b.) modra [36%] [38%] [40%] [ ]

c.) zlutd [8%] [4%] [10%] [ ]

d.) Cerna [8%] [10%] [6%] [ ]

e.) zelena [28%] [4%] [22%] [ ]
f.)jina ...... [12%] [20%] [6%] [ ]

Co k tomu dodat? Modra je prosté dobra ....

9. Na ktery film byste Sla/Sel do kina?
a.) zamilovany [12%] [15%] [20%] [ ]
b.) detektivka [4%] [20%] [35%] [ 1
c.) horor [28%] [30%] [5%] [0%]

d.) pohadka [16%] [10%] [15%] [ ]
e.)jiné ...... [40%] [25%] [25%] [ ]

10. Které ro¢ni obdobi mate nejradéji?
a.) jaro [20%] [42%)] [62%] [ 1

b.) léto [60%] [28%] [20%] [ |

c.) podzim [8%] [15%] [12%] [ ]

d.) zima [12%] [15%] [6%] [5%]

Na zavér mala otazecka: Proc¢ si myslite, Ze tolik mladych lidi miluje Iéto?



8. What'’s your favourite colour?
a) Red [8%] [24%] [16%] [ 1
b) Blue [36%] [38%] [40%] [ ]
c) Yellow [8%] [4%] [10%] [ ]
d) Black [8%] [10%] [6%] [ |
e) Green [28%] [4%] [22%] [ ]
f) Other [12%] [20%] [6%] [ |

What else to say...? Blue rulessss!

9. What kind of movie would you like to see in the cinema?
a) love story/romantic movie [12%] [15%] [20%] [ ]
b) crime story/thriller [4%] [20%] [35%] [ 1
c) horror movie [28%] [30%] [5%] [0%]
d) fairy tale [16%] [10%] [15%] [ ]
e) other [40%] [25%] [25%] [ ]

10.What’s your favourite season?
a) Spring [20%] [42%)] [62%] [ 1
b) Summer [60%] [28%] [20%] [ ]
c) Autumn [8%] [15%] [12%] [ ]
d) Winter [12%] [15%] [6%] [5%]

| put a question: Why do you think that so many young people love summer? ©
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Reklama

Rozhodli jsme se prozkoumat oblast reklamy. Je to velice aktualni a zajimavé
téma, které zasahuje do kazdodenniho zivota nas vSech. Reklama je propagovana
mnoha zpusoby (televize, radio, billboardy, plakaty, internet, noviny a €asopisy).

Pripravili jsme dotaznik, ktery zmapuje vliv reklamy na ¢lovéka. Spousta lidi si
mysli, Ze se nenechaji ovlivnit, ale realita mize byt jina. Ptali jsme se lidi rdznych
vékovych kategorii, které byly rozdéleny podle pohlavi. Otazky se tykaly jejich nazoru
na televizni reklamy a letaky. V dotazniku je rovnéz zahrnuta problematika kvality
vyrobku, které spotfebitelé kupuiji.

Nejzabavnéjsi Casti naseho projektu bylo vytvoreni vlastni reklamy. Vybrali
jsme si teleshopping. Chtéli jsme ukazat, jak snadno jsou lidé ovlivnitelni a Casto
kupuji zbyte€né véci. Propagovali jsme produkt, jenzZ je zdarma dostupny vSem. VEéfili
jsme, Ze i pfesto si ho lidé budou ochotni koupit.

Nejsme jedini, ktefi se zajimaji o reklamu a socialni psychologii. V roce 2003
dva studenti z Prazské filmové akademie vytvofili unikatni projekt fiktivniho
hypermarketu.

Vysledky projektu Sokovaly a rozhofcCily vefejnost. Dva lidé z naseho tymu se
tomuto tématu blize vénuji na (www.ceskysen.cz).

VétsSina lidi vSech vékovych kategorii prepina pfi reklamé na jiny televizni
kanal. Muze nad 55 let na rozdil od ostatnich dotazovanych skupin nepobufuje
rasismus, ale s ostatnimi se shodnou na problému nasili a nabozenstvi. Lidé maji
radi, kdyZz se mohou reklamé zasmat.

S letaky je to tak, Ze je lidé bud vyhazuiji, nebo ¢tou jen ty, které je zajimaji;
vyjimkou jsou Zzeny nad 55 let, které si je rady prectou viechny. MladSi lidé se
v letacich zajimaji o elektroniku a odévy, kdezto ti starSi a lidé s rodinami se zajimaji
o potraviny. Také jsme zjistili, Ze Zeny se vice zajimaji o plivod vyrobku. Cesi tvrdi,
Ze podporuji vyrobky hlavné z vilastni zemé&. Fenoménem mezi reklamami zUstava
televize, ale u mladych lidi ji postupné nahrazuje internet. Kdyz se v Ceské republice
fekne ,,sleva“, tak si nejvice obyvatel pfeCte datum spotfeby a popfipadé produkt
koupi, ale mladsi lidé se ho naucili ignorovat. Zeptate-li se osob Zijicich v naSem
kraji, jestli hledi spiSe na kvalitu, nebo na cenu, vice nez 75% z nich se rozhodne pro
kvalitu.
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Advertising

We decided to explore the topic of advertising. It's a very modern and
interesting phenomenon which is connected with daily life of everyone. You can see
or hear advertising in many forms — on TV, on the radio, in billboards, posters, on the
internet, in newspapers and magazines etc.

So we prepared a questionnaire to find out about the influence of advertising
on people. Many people think they aren’t influenced by ads but the reality might be
different. We asked different age categories and, moreover, we divided them
according to sex. The questions were about their position towards TV advertising,
leaflets and generally about the types and quality of products they buy.

The funniest part of our task was making of our own spots. We chose the type
of advertising method called Teleshopping. We wanted to show how useless some of
the promoted products are and how people buy them with blind trust. We advertised
a thing which is accessible to all people for free. However, we believe that they would
be able to buy it. In the next spot we used fun and exaggeration to advertise
something that is indispensable at the time of unified Europe.

We are not the only ones who are interested in advertising and human
psychology. In 2003 two students of Prague film academy started a unique project of
a fictional hypermarket. The results of the project shocked or even disgusted the
public. Two of us found out more about that on the web pages of this project
(www.ceskysen.cz) and added their own opinion.

Most people in all age categories switch advertising on TV. Men above 55
years aren't irritated by racism. But they agree with other interviewed groups about
problems of violence and religion. People like the funny side of advertising.

They throw away leaflets or they read leaftlets which they are interested in.
Exception are women above 55. They like reading all kinds of leaflets. Younger
people are interested in leaflets which promote electronics and clothes. Elderly
people and families are interested in food. We have also found out that women are
interested in provenance of goods more then other people. Czechs say that they
support products from their own country. A big phenomenon in advertising is
television. But the internet advertising starts to replace TV advertising. When you say
“reduction in price® most people read the date of expiration. Old people watch the
date but young people don’t. When you ask people in our country if they look for
quality or quantity, 75 per cent of them decide for quality.
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Cesky sen

Dva studenti Prazské filmové akademie Vit Klusak a Filip Remunda se
rozhodli ukazat, jak reklama ovlivriuje kazdého z nas.

V Ceské republice vyrostlo za poslednich pét let 125 hypermarketd. Cesi
nakupovani v nich miluji! Vice nez 40% jich tam nakupuje. Tito studenti se rozhodli
postavit 126. hypermarket nazvany Cesky sen. Ale tento mé&l byt fiktivni.

Byly jim poskytnuty penize z Fondu na podporu Ceské kinematografie. Za tyto
penize si zaplatili obrovskou kampan u reklamni agentury, ktera vytvofila logo, pisen
a ze dvou studentl vazené manazery hypermarketu. Tuto kampan zacala
podporovat televizni, radiova a billboardova reklama oznamujici otevieni nového
hypermarketu na periferii Prahy a slibujici fantasticky nizké ceny.

Bylo zvlastni, ze billboardy a plakaty obsahovaly rizné varujici znaky:
NECHODTE TAM! NEUTRACEJTE PENIZE! NEZTRACEJTE CAS!

Ale vétSina lovcu nizkych cen dvojsmysl nezaregistrovala.

VSechno se udalo 31.kvétna 2003. Nékolik minut pfed desatou hodinou rano
se 3000 lidi tlacilo na parkovisti 300 metrd vzdaleného od jejich vysnéného
hypermarketu.

Hodné z nich drzelo v rukou igelitové tasky a tasky na koleCkach. Asistentky
rozdavaly plastikové kelimky a moderator na podiu pobizel lidi, aby si vzali vodu
z nedaleké cisterny.

Nahle ,manazefi pfibéhli na pédium, privitali vSechny zakazniky a energicky
prestfihli tfpytivou stuhu.

Eskorta pfesunula kovové bariéry a dav se zaCal pohybovat. Lidé se
rozebéhli...

A za nékolik minut ti nejrychlejSi z nich strnuli. Hypermarket byla jen obrovska
filmova kulisa. Klusak a Remunda nechali pfipravit velkou kovovou konstrukci
s gigantickou latkou na niz bylo barevné logo. A ted kazdy poznal, ze to byl opravdu
jen sen. Lidé se strasné nastvali a zacali honit fiktivni manazery...

Cely tento projekt byl odsouzen, ale to nemohlo dva mladé studenty odradit od
jejich pland. Chtéli vytvofit dokumentarni film jako svou zavéreCnou praci na
univerzité.

Ale mnoho lidi nemohlo pfijmout dokonce ani film. Cela akce byla kritizovana,
protoZze si udélala legraci z niZ8ich socialnich vrstev lidi, ktefi maji nizSi pfijmy.
Nemohou si koupit co by chtéli, musi si vybrat to nejlevnéjSi zbozi. A proto také pfisli.
Nicméné filmu nazvanému Cesky sen bylo udéleno v zahraniéi mnoho cen.

Podle naseho nazoru to byl dobry zpusob, jak ukazat, jak snadno muze
reklama s lidmi manipulovat. Mozna ¢ast lidi byla nastvana na sebe sama, Ze se
nechali tak snadno napalit. Méli by si to uvédomit a ne svalovat vinu jen na Klusaka
a Remundu.
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The Czech Dream

Two students from the Prague Film Academy, Vit Klusak and Filip Remunda,
decided to show how advertising influences everyone of us.

In the Czech Republic 125 hypemarkets have grown in recent 5 years. The
Czechs love shopping there! Over 40 per cent of them do the shopping there.

The students decided to build the 126th hypermarket named The Czech
Dream. But this one should be fictional .

They were given money by the Czech Fund for the Support of
Cinematography. With this money they paid a big campaign in an advertising
company which made a logo, a song and the two students were made respectable
managers of the hypermarket. It started with sustained television, radio and billboard
advertising announcing the opening of a new hypermarket on the outskirt of Prague
which should offer fantastically low prices.

Their strange-billbord and posters contained various warning signs:

DO NOT GO THERE! DO NOT SPEND MONEY! DO NOT WASTE TIME!
But most burgain hunters did not register the ambiguity.

Everything happened on 31st May. It was a few minutes before 10 a.m. and
there were more than 3000 people packed on a parking place 300 metres away from
their dream-hypermarket.

Many of them were holding plastic bags or trolley bags in their hands.
Assistants were handing out plastic cups and the moderator on the stage were
offering people a drink from the water tankers.

Suddenly the “managers” of the hypermarket rushed up on the stage, greeted
all customers and briskly cut a glittering ribbon.

The escort removed metal barriers and the crowd started moving. People
started running... .

And after a while the fastest of them stiffed and stared. The hypermarket was
just a huge film decoration.

Klusak and Remunda prepared a big metal construction with gigantic colour
fabric with a logo.

And at that moment people found out that it was really just a dream. People
got terribly furious and started hunting the two fictional managers... .

This whole project was condemned but it could not discourage the two young
students from their plans. They just wanted to make a documentary film for their final
diploma work at university.

But many people could not accept even the film. The whole event was critised
because people who are really poor were made fools.

In fact they cannot buy what they would like to have and they have to buy the
cheapest goods. And that“s why they came there.

However, the film named Czech Dream was appreciated with many prizes
abroad.

In our opinion it was a really good idea to show how easily advertising can
manipulate people. Maybe some of the people were angry with themselves that they
were so easily deceived. They should have realized this and not accuse only Klusak
and Remunda.
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Sokrates — Vyhodnoceni spotrebitelského testu

Studenti celkové
Neuvédomély spotiebitel 19
Nepfilis uvédomeély spotrebitel 120
Uvédomély spotrebitel 12
Velmi uvédomély spotrebitel 2

Pohlavi Zzena muz
Neuvédomély spotfebitel 5 14
NepfriliS uvédomély spotrebitel 75 45
Uvédomély spotrebitel 8 3
Velmi uvédomély spotrebitel 1 1

Vék 13 14 15 16 17

Neuvédomeély spotiebitel 1 0 6 12 0
Nepfili§ uvédomeély spotr. 2 22 27 46 22
Uvédomély spotfebitel 1 3 5 2 0
Velmi uvédomély 0 1 1 0 0
spotrebitel

Dotazniku se zucéastnilo 153 studentu

Muzi a zeny

Zeny maiji vétsi zodpovédnost za pFirodu nez muzi a zajimaiji se vice o véci,
které nakupuji, ale Sokuijici je, Ze obé skupiny nejsou pfilis uvedomeélymi spotfebitely.
Pouze dva lidé z naSeho dotazniku jsou velmi uvédomélymi spotfebitely.

Vyhodnoceni z hlediska véku

Obecné vzato, vSechny skupiny dopadly stejné. Znepokojujici skutecnosti je,
Ze vétSina z nich je nepfilis uvédomeélymi spotfebitely. Jak to s nami bude? ©
Zajimava je skupina Sestnactiletych, protoze 46 z nich je nepfilis uvédomélymi a 12
zcela neuvédomélymi spotiebitely a nikdo z nich neni velmi uvédomély. VSichni
sedmnactileti maji stejny nazor. Nejsou pfilis uvédoméli a je prekvapive, Ze starsi
lidé jsou horSimi spotfebitely.

Zaveér
Bohuzel, vysledek tohoto dotazniku nebyl pfili§ pozitivni! Otazkou zistava, jak
zlepsit postoj lidi k pFirodé.
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Socrates — Evaluation of the Consumer test

Students altogether
Non — conscious consumer 19
Not very conscious consumer 120
Conscious consumer 12
Very conscious consumer 2
Sex Female Male
Non — conscious consumer 5 14
Not very conscious consumer 75 45
Conscious consumer 8 3
Very conscious consumer 1 1
Age 13 14 15 16 17
Non — conscious consumer 1 0 6 12 0
Not very conscious consumer 2 22 27 46 22
Conscious consumer 1 3 5 2 0
Very conscious consumer 0 1 1 0 0

153 students took part in this questionaire.

Women and men

Women have better responsibility than men for nature and they are more
interested in things which they are buying. But shocking is that both sexes are not
very conscious consumers. Only two people from this questionaire are very
conscious consumers.

Evaluation according age

Generally every group is same. The horrible fact is that the most of them are
not very conscious consumers. So where is the future of us? ©
Interesting is the group of 16 years old because 46 are not very conscious
consumers, 12 are not conscious consumers and nobody is very conscious
consumer. Everyone from the 17 years old has got the same opinion. They are not
very conscious consumers. Surprising is that older people are worse consumers.

Summary
Unfortunately the results of this questionaire weren't very positive! The question is

how we can improve the attitude of people to nature.
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CESKY SEN
CZECH DREAM

3.A tfida 2005/2006
3.A class 2005/2006
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Co je to znacka

V obchodé je znacka symbolickym ztélesnénim vSech informaci spojenych se
spolecnosti, jejimi produkty a sluzbami. Znacka obvykle obsahuje jméno, logo a dalSi
vizualni prvky jako obrazky, barevna schémata nebo symboly. Zahrnuje fadu
pfedstav spojenych s produkty nebo sluzbami, které obvykle vyvolava v pfedstavach
lidi, jako jsou zaméstnanci majitele znacky, lidé spojeni s prodejem a nabidkou
produktt nebo sluzeb a kone¢né zakazniky.

Specialni typy reklamy

Propaganda je specificky typ reklamniho sdéleni cilené zaméfeného na
ovliviiovani nazord, spiSe nez na nezaujaté informovani. V nékterych kulturach ma
tento termin neutralni nebo spiSe pozitivni vyznam, zatimco v jinych nabyva silné
negativniho pojmového obsahu. Obsah tohoto pojmu se muze také zménit s Casem.
Napfiklad v Angli¢tiné mélo slovo propaganda neutralni vyznam a uzivalo se pro
popis $ifeni informaci o uréité udalosti. Casem slovo nabylo negativniho vyznamu,
protoZze se uziva k popisu rozSifovani nepravdivych nebo klamnych informaci.
Pfesnéji feCeno zprava oznacovana jako propaganda nemusi byt nepravdiva, ale
opomiji nékteré dulezité informace, coz vede k milnym domnénkam.

Z historického hlediska se slovo propaganda nejCastéji uziva v politickém
kontextu, specialné poukazuje na programy sponzorované vladou, politickymi
stranami atd.

Reklama tak trochu jinak

Stejné reklamni prostfedky, které se uZivaji k propagaci komeréniho zboZzi a
sluzeb, jsou vyuzivany také k informovani, vzdélavani a motivaci vefejnosti o
nekomercnich problémech jako jsou AIDS, politické ideologie, uspora energie a
mizeni lesa.

v

Cesky sen

Kdyz chcete néco sdélit vefejnosti potrebujete reklamu. Nanestésti pokud
mate dost penéz, muzete fict cokoli.

Cesky sen je nazev filmu o v8emocné reklamné. Skupina filmaf( si najala
reklamni agenturu, ktera pro né vytvofila plakaty, televizni a radiové reklamy, které
méli za Ukol naldkat lidi na otevfeni jejich imaginarniho supermarketu jménem Cesky
sen. Mnoho lidi, ktefi klamavé reklamné uvéfili se sesli na daném misté, ale misto
dobrého nakupu se jim postéstilo nepékného zklamani. Uprostfed poli nalezli pouze
kovovou konstrukci s maketou Celni stény supermarketu.

Jak se to mohlo stat? Je reklama skuteCné tak mocna? Ano, je. Protoze
pusobi na naSe emoce a tak ovliviiuje nase rozhodovani. Ukazeme Vam to na
nejjednodussim pfikladé - televiznich spotech. Ukazatelem tohoto plisobeni je ,,Flow
of emotion", ktery rozdéluje reklamy do ¢tyf skupin.
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What is the brand

In marketing, a brand is the symbolic embodiment of all the information
connected with a company, product or service. A brand typically includes a name,
logo, and other visual elements such as images, fonts, color schemes, or symbols. It
also encompasses the set of expectations associated with a product or service which
typically arise in the minds of people. Such people include employees of the brand
owner, people involved with distribution, sale or supply of the product or service, and
ultimately consumers.

Special types of advertisement

Propaganda is a specific type of message presentation directly aimed at
influencing people’s opinions, rather than impartially providing information. In some
cultures the term is neutral or even positive, while in others the term has acquired a
strong negative connotation. Its connotations can also vary in the course of time. For
instance, in English "propaganda" was originally a neutral term used to describe the
dissemination of information in favor of a certain matter.In the course of time,
however, the term acquired the negative connotation of disseminating false or
misleading pieces of information in favor of a certain event. Strictly speaking, a
message does not have to be untrue to qualify as propaganda, but it may omit so
many pertinent truths that it becomes highly misleading.

Historically, the most common use of the term propaganda is in political
contexts; in particular to refer to certain efforts sponsored by governments, political
groups, and other often covert interests.

Different kinds of advertising

The same advertising techniques used to promote commercial goods and
services can be used to inform, educate and motivate the public about non-
commercial issues, such as AIDS, political ideology, energy conservation, religious
recruitment, and deforestation.

Czech Dream

Advertisement is necessary when you want to tell people something.

Unfortunately, if you have enough money, you can say everything.
The film called Czech Dream is about omnipotent advertisement. A Group of young
people hired an advertising company which created big posters for them, TV and
radio ads. They proclaimed they will open a new supermarket called Czech Dream.
Many people came to the opening ceremony of this super shop and found only a
front wall of the market in the middle of a meadow.

How can it happen? Is advertisement so powerful that it can attract crowds of
people? Yes, it is? Because it influences our emotions and decisions. We will show it
to you on a very simple example - TV shots. They attact our emotions by a Flow of
Emotion and we can devide ads into four groups.
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1) Kratké pfibéhy s emocionalnim zvratem. Na zaCatku ve Vas vyvolava negativni
pocity, které se postupné méni v pocity pozitivni. Misto, ve kterém se pocity méni, se
nazyva emocni zvrat. V tomto typu reklamy zaujima znacka roli hvézdy. Problém na
zacCatku reklamy se vyfeSi pfijezdem znacky na bilém koni, ktera vSechno v dobré
obrati a vy ji prosté musite milovat.

2) Pozitivni zména v emocich. V tomto typu reklamy se také jedna o emocialni zvrat,
nyni ovSem z lehce pozitivnich pocitd v pocity silné kladné. Zde je znacCka ve vedlejSi
roli. Je néco jako Vas Sancho Panza a je nezbytna pro spravny vyvoj véci.

3) Upevnéni pocitu. Jedna se o postupné zvySovani pozitivnich emoci, které vrcholi
ve zlatém hifebu na konci reklamy. ZnaCka se zde stava rezisérem, vSudypfitomnou
inteligenci, ktera buduje pfibéh.

4) Posileni pocitl. Tento typ reklamy Vas nuti citit se pfijemné od zacatku do konce.
Znacka je producent, ktery Vam zaru€uje nevidanou zabavu a pfijemné pocity.

Televizni komerce je obecné povazovana za nejefektivnéjSi reklamni format a
to se projevuje ve vysokych cenach za televizni sitové poplatky za reklamy ve
vysilani béhem popularnich televiznich programda.

Komeréni reklamni média mohou také byt malby na sténach, billboardy,

reklamy v kiné a v radiu, reklamy na internetu, lavicky, Casopisy, noviny, stény
autobusu a taxikl, nalepky na jablcich v obchodech, zadni strana listku...
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1) Short tales with an emotional twist. At the begining you feel negative emotions
which a change to positive emotions. The moment of change is called emotional
twist. In this type of ads the brand is something like a movie star. At the beginning
there is a problem and the brand item is coming like a white horse and solves the
problem, so you just have to love it.

2) Positive change in your emotions. There is a change in your emotions in this type
of ads, too. But this time, from a light positive emotion to a very positive feeling. The
brand plays a supporting role, it is like your Sancho Panza and it is necessary for a
good development of things..

3) Fastening. It is a fluent grow of positive emotions which is the biggest in a gold
nail of a shot. The brand is director, the everbeing inteligent which builds the story.

4) Reinforced emotions. The type of advertisement forces you to feel good| from the
beginning to the end of the ad. The brand is a producer which guarantees you a
good feeling and it is a producer of unique entertaiment, pleasant amusement and so
on.

The TV commercials are generally considered the most effective mass-market
advertising format and this is reflected by high prices of TV charges for commercial
airtime during popular TV programmes.

Commercial advertising media can also include wall paintings, billboards
(outdoor advertising), street furniture components, printed flyers, radio, cinema ads,
web banners, web popups, skywriting, bus stop benches, magazines, newspapers,
town criers, sides of buses, taxicab doors and roof mounts, musical stage shows,
subway platforms and trains, elastic bands on disposable diapers, stickers on apples
in supermarkets, the opening section of streaming audio and video, and the backs of
event tickets and supermarket receipts. Any place an "identified" sponsor pays to
deliver their message through a medium is advertising.
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Does advertising influence your shoping?

I don't know
30%
Yes
50%

20%

Do you meet any advertising which shock you?

Yes

95%

Do you dislike commercial breaks during films on
TV?

Yes
60%
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What kind of advertisings are in your oppinion the
most effective?

In radio

Printed 29,

20%

Television
78%

lwould like ......... advertising on TV?

Same quantity
40%

More
2%

What kind of products do you buy under the
thumb of advertising?

Electronics
Textile 6%

4%

Foodstuff
40%

Dry goods
50%
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DROGY
DRUGS

4.E tfida 2005/2006
4 .E class 2005/2006
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Historie

Uzivani drog je staré jako lidstvo samo, zminky o ném nachazime uz ve
Starém zakoné a v indickych védach. Drogy byly pouzivany k Ié€ebnym a obfadnim
uceldm, pro povzbuzeni i pro utéchu.

NejstarSi uzivanou drogou bylo ziejmé opium, vyrabéné z nezralych makovic,
které bylo znamé uz v 6. tisicileti pf. n. I. Pouzivalo se zejména k utiSeni bolesti.
Vyznamnou roli hralo opium v antickém Recku; makovice zde byly mj. symboly boha
spanku Hypna.

Velmi roz8ifenou drogou byl (a dodnes je) alkohol. Pivovary existovaly uz ve
starovékém Egypté, jak se dozvidame z papyru asi 6 000 let starého.

Tabak si z davnych civilizaci oblibili zejména Mayové (okolo 6. stoleti pf. n. 1.),
severoamerické indianské kmeny koufenim dymky potvrzovaly dohody a smiouvy.
Po Kolumbové objeveni Ameriky se tabak dostal také do Evropy, kde se jeho
spotfeba €asem vyrazné zvySovala. Ne vSichni v8ak koufeni tabaku schvalovali —
napriklad anglicky kral Jakub I. roku 1603 uvefejnil své pojednani Kritika tabaku.
Moderni tabakovy pramysl se zrodil az roku 1880 s vynalezem stroje na vyrobu
cigaret — doSlo ke snizeni ceny tabakovych vyrobk(l a nastala jejich masova
spotfeba. Koufeni se stalo celosvétovym fenoménem, koufrili a koufi nejen lidé, ale i
fada literarnich postav (Vinnetou, Sherlock Holmes) €i postavicky z kreslenych
pfibéhu (Pepek namornik, vlk ze serialu Jen pockej, zajici).

Kokain stejné jako tabak pochazi z Ameriky, do Evropy se dostal az v pribéhu
15. stoleti, vétSiho zajmu se docCkal ale az ve stoleti 19. Tato droga je vyrabéna
z listkt kokainovniku pravého, dfive se uzivala zejména Snupanim, zvykanim nebo
v podobé €aju. Kokain se pouzival také v potravinaiském primyslu — ve Francii jej
pfidavali do vin znacky Mariani, byl rovnéz souc€asti Coca Coly (roku 1903 byl
nahrazen kofeinem).

Na nasledky uzivani drog zemiou ro¢né miliony lidi a jejich pocet se
neustale zvysuje. Drogy jsou znamy odedavna, lidé by se tedy mohli naugit jim
odolavat.

Zakladni déleni drog
Konopné drogy Konopi, hasis
Opiaty Opium, heroin
Stimulacni drogy Kokain, pervitin, extaze, dob
Halucinogeny Lysohlavky, LSD
Psychotropni léky Rohypnol, Alnagon, Dolan, Subutex

Na obrazcich jsou napodobeniny drog zhotovené z béznych kuchynskych surovin (mouka, cukr, med).
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The history of drugs

Problem with drugs is as old as humanity. We can find records about drugs in
The Old Testament and others religious texts (e.g. in Indic Veds) People use them for
medical or spiritual purposes, as pain-killers, but also for the feeling of happiness,
solace and refreshment too.

Problem with drugs is as old as humanity. We can find records about drugs in The
Old  Testament and others religious texts (e.g. in Indic Veds) People use them for
medical or spiritual purposes, as pain-killers, but also for the feeling of happiness, solace
and refreshment too. Another drug was alcohol. We can read first brewery description
in the Egyptian papyrus from 4™ century B.C.

But the most widespread drug has been tobacco and its popularity still
incresing. Let's look at its history. Smoking dates back into the 6™ century B.C. in
Mays civilisation in Mexico. Aboriginals used tobacco for treatment or ceremonials.
While smoking many bargains were made. New age of tobacco started in 1492, when
Christopher Columbus discovered America and tobacco was imported to Europe.
Tobacco became famous almost immediately and in the15™ century there were more
and more tobacco lovers. Many people criticise it, but the consumption increased. In
1603 English king James |. started the first anti-smoking campaign with a famous
memoir Tobacco Critics, but modern tobacco industry came into existence already in
1880. New machines for cigarette production were invented and mass production
lowered the prize and better availability for everyone. But many negative effects were
carried by mass vogue. Not only people smoke, popular characters smoke (Vinnetou,
Sherlock Holmes) and animated figures smoke too (Sailor Pepek, wolf from Nu,
pogodi).

Cocaine is from America too. To Europe was imported in 15th century, but it
became more popular in 19th century. This drug is made from coca leafs. It was used
by nose, like a chewing gum or like a tea. It was used in food industry in the past, too.
Cocaine was added to Mariani wine in France. It is surprising, it was added to Coca
Cola (since 1903 is changed to caffeine)

Account on using drugs die a few of millions people every year and this
number is still growim up. We have known drugs since long ago, so people
should learn be resisting to them.

The basic parting of the drugs
Hemp drugs Marihuana, hashish
Opioids Opiate, heroin
Stimulative drugs Cocaine, pervitin, exstacy, DOB
Hallucinogens Magic mushrooms, LSD
Psychotropic drugs Rohypnol, Alnagon, Diolan, Subutex

At pictures are imitations of drugs made by common raw materials (flour, sugar, honey etc.).
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Droqy

MARIHUANA

e neni tak navykova jako jiné drogy, presto
zavislost vyvolava

e zplUsobuje stavy euforie, otupélosti nebo
ospalosti

e dlouhodobé uzivani vede Kk vyraznéjSim
zménam na télesné vaze a kvyraznéjSim
zdravotnim porucham jeji uzivani se pozna
podle téchto télesnych znakl: zarudlé odi,

: hlasity slovn projev, nepfijemny smich,
marihuana poruchy paméti, zrychleni tepu, pocit hladu,
sucho v ustech

TOLUEN

e zpUsobuje psychicky utlum (ospalost, poruchy
vnimani), zhorSeni paméti a onemocnéni jater,
mozku, plic a obéhového systému,

e vyvolava vznik vyrazek v okoli nosu a ust

¢ snadno dojde ke smrtelnému pfedavkovani

HEROIN

e vyvolava dusevni i télesny utlum, snizuje pocity
bolesti

e je vysoce navykovy

e zpUsobuje spavost v neobvyklou dobu, poceni,
zvraceni, podrazdénost, prajmy, bolesti bficha a
svall

e nesterilnim vpichovanim heroinu mize dojit
k infekEnim onemocnénim (napf. Zloutenka)

heroin

KOKAIN

e zvySuje bdélost, snizuje unavu a chut
K jidlu

e ve vySSich davkach vyvolava uzkost,
neklid, nespavost, svédéni, Clovék se
stava vztahovacnym, ma pocit
nadrazenosti, je panovaénym, agresivnim

e po odeznéni ucinkid drogy deprese,
vyCerpanost, hlad

¢ vysoka navykovost, snizovani imunity

e pfi konzumaci veétSich davek riziko
srdecniho selhani a otrav z pfedavkovani

kokain

PSYCHOTROPNI LEKY
¢ napfiklad Rohypnol, Alnagon, Diolan, Subutex
e pouzivany jako doplnék nebo nahrada opiatl, popfipadé k vyrobé jinych drog
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marihuana

TOLUEN

e Causes psychic falloff (sleepiness, failures of
perceiving ), memory worsen and liver, brain,
lung, circulatory system illnesses

e Causes eczema around nose and mouth

e |tis easy to over intoxicate

HEROIN

e Causes physical and psychical bluntness, lowers

pain senses
e |tis very addictive
e (Causes sleepiness

of muscles

e Impure injecting can cause infectious diseases

(ex. Hepatitis)

kokain

in un uncommon time,
sweating, irritability, diarrhoea, sickness and pain

Drugs

MARIHUANA

It is not so addictive like other drugs, in spite of
this it causes addiction
Causes states of
sleepiness
Long-lasting taking causes leaps of physical
weight and serious health disorders. Taking is
recognizable according these physical signs:
reddish eyes, noisy verbal speech,
embarrassing laughter, failure of memory,
increase of heartbeat, feeling of hunger, dry
mouth

euphoria, apathy or

heroin

COCAINE

e Heightens alertness, lowers tiredness and
sense of taste

e Bigger amount causes anxiety, unease,
sleeplessness, tickle; person becomes
touchy, proud, bossy, aggressive

e When drug subsides here come
depression, exhausting

¢ Very addictive, lowers immunity

e When consuming bigger amounts,

person risk cardiac fail and poisoning

PSYCHOTROPIC DRUGS

e For example Rohypnol, Alnegon, Diolan, Subutex
e Used as supplements or substitutions of opiate, or for production of other drugs
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LSD

e vyvolava smyslové poruchy, halucinace (ne
vzdy s pfijemnym obsahem)

e zpusobuje rozsSifeni zornic, zvySeni tlaku,
zmény v prozivani reality

HASIS

e 5x az 8x silngjSi nez marihuana

e ztrata prostorového vidéni, poruchy paméti
e onemocnéni dychaciho systému

CRACK

nékdy je jim nahrazovan heroin
je vysoce navykovy

zpusobuje poskozeni nosni pfepazky, hubnuti, bledost kiize
po uZziti naladovost, agresivita

PERVITIN

e priznakem uzivani dlouhy, i nékolikadenni spanek

e vyvolava uzkost a agresivitu, po jeho vysazeni se
dostavuji deprese

e predavkovani zpusobuje tézkou bolest v oblasti
hrudniku a bezvédomi (okolo 1, 2 hodin)

e Casto byva znecistén — hrozi poSkozeni organismu

LYSOHLAVKY

e zpUsobuji zivani (bez unavy), pocity neklidu, euforie
ale i malatnost, deprese, stavy panického strachu

e deformuji vnimani reality, vyvolavaji sluchové a
zrakové halucinace

¢ vysoké davky nevratné poskozuji jatra a ledviny

OPIUM

e snadno zpUsobuje zavislost

e dodava pocit klidu, stésti, vyrovnanosti

e vyvolava zvraceni

e nasledkem wuzivani deprese, omezeni cinnosti
hladkého svalstva — poruchy krevniho obéhu, utlum
centralni nervové soustavy, poruchy dychani (mohou
vést az ke smrti)

EXTAZE
e po uziti potfeba komunikace s druhymi lidmi, dotykd
e zpusobuje dehydrataci

extaze
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LSD

e Causes sense disorders, hallucinations (not
always pleasant )

e Causes enlarging of pupils, raise of pressure,
changes of nursing reality

HASHISH

e 5 or 8times more powerful than marihuana
e Losing of spatial seeing, memory failures

¢ Respiration system diseases

CRACK

Sometimes substitutes heroin

Very addictive

Causes injury of septum, slimming, pale skin
When using person is moody, aggressive

PERVITIN

¢ Indication is very long, even several-days-
long sleep

e Causes anxiety, aggressiveness, weakening
of immunity; when person gives up taking
them depression comes

e Over intoxication causes great pain all
around chest and unconsciousness

e ltis often impure — threaten of organism

MAGIC MUSHROOMS

e Causes yawning (without tiredness), unease,
euphoria, also weariness, depression, states
of panic fear

e Damage perceiving of reality, causes

pervitin auditory optic and optic hallucination

e Big amounts spoil livers and kidneys

OPIATE

It is very easy to become dependent
Gives feelings of calm, happiness, peace
Causes vomiting

Results of taking are depressions and
many health problems

EXSTACY
After consuming person needs to talk and
touch other

exstacy
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e Anketa — Novela protikurackého zakona

Otazka €. 1: Jste kurak/kuracka?
A) ano

B) ne

C) prilezitostny

Z celkového poctu 116 dotazanych odpovédélo na tuto otazku 115 lidi. Vétsina z nich
jsou nekuraci (83 ze 115 odpovidajicich), 26 odpovidajicich jsou kufaci a zbytek (tj. 6
lidi) jsou pfilezitostni kufaci. U téchto respondentl jsme zjiStovali, jak Casto koufi.
VétSinou zaznéla odpovéd: ,V patek nebo v sobotu vecer, kdyz se jdou po dlouhém
tydnu odreagovat na néjaké pfijemné misto.”

Otazka €. 2: Vite, ze od 1.1. 2006 plati novela protikurackého zakona?
A) ano
B) ne

Pfevazna vétSina ze 116 dotazanych (cca 93%) vi o nové platnosti novely. Zbylych
7% dotazanych si nebylo jisto, Ze nové zakazy jsou spojeny pravé s touto novelou a
tudiz o ni nic nevédéli. Témto lidem jsme ihned vysvétlili, co pfesné tato novela
obsahuje.
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PuBLic INQUIRY— AMENDMENT OF ANTISMOKERS ACT

Question no. 1: Are you a smoker?
A) Yes

B) No

C) Occasional

From all 116 polled 115 people answered. Most of them are non smokers (83 from
115 answering), 26 are smokers and others smoke occasionally (6 people). These
occasional smokers often said: “I smoke on Friday or Saturday evenings, when | go
out.”

Question no. 2: Do you know, since 1.1. 2006 holds new amendment on
smokers act?

A) Yes

B) No

The most of quizzers (about 93%) know about new amendment on smokers act.
Other 7% polled were not sure the new prohibitions were from new amendment and
they didn’t know anything about it. We explained them everything immediately




Otazka €. 3: Jaky zaujimate k této novele postoj?
A) pIné souhlasim

B) nesouhlasim

C) spisSe souhlasim

D) spiSe nesouhlasim

Na tuto otdazku odpovédélo celkem 114 ze 116 tazanych. VétSina s touto novelou
souhlasi. Ti, ktefi stouto novelou nesouhlasi svou odpovéd nejcastéji zdavodriuji
takto: ,Kufaci si stejné budou délat to co chtéji a koufit, kde chtéji.”

Otazka €. 4: Myslite si, ze tato novela vyresi problémy spojené s kourenim?
A) ano

B) ne

C) nevim

Na tuto otdzku odpovédélo celkem 113 z 116 dotazanych. VétSina byla pro druhou
moznost, tedy pro odpovéd ne.
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Question no. 3: What do you mean about amendment?

A) Agree with everything
B) Disagree

C) Most agree

D) Most disagree

From all 116 quizzers answered 114 people. Almost everyone agree with this
amendment. People, who answered they didn’t agree often said: ,Smokers will do
what they want and will smoke where they want. “

Question no. 4: Do you thing this amendment will reduce problems with
smoking?

A) Yes

B) No

C) | don’t know

From 116 polled answered 113 people. Almost everybody said no..
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Otazka ¢. 5: Myslite si, Zze nekuraci doplaceji na bezohlednost kuraka?
A) ano

B) mnohdy ano

C) malokdy

D) ne

Na tuto otazku odpovédéli vSichni dotazani. VétSina se domniva, Ze nekufaci
doplaceji na neohleduplnost kufaku.

(Je dokazano, ze nekuraci jsou skute¢né obétmi neohleduplnosti kuraka. Vydechnuty
kouf obsahuje mnohem vice Skodlivych latek nez kouf vdechovany samotnym
kufakem.)

Otazka €. 6: Co si myslite, ze lidi nejvice odrazuje od koureni?
A) protikufacké spoty

B) napisy na krabic¢kach o nebezpecnosti koufeni

C) zdrazovani tabakovych vyrobku

D) zdravotni nasledky

E) jiné

Odpovedelo 114 lidi a polovina odpovédéla, ze kuraky odrazuji zdravotni nasledky.
Cést respondentll vahala, néktefi by oznadili kazdou odpovéd. MozZnost E) byla
v nékolika pfipadech upfesnéna — dotazované od koufeni zrazuje jejich okoli.
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Question no. 5: Do you thing non smokers suffer from ruthless smokers?
A) Yes

B) Often

C) Sometimes

D) No

Everybody answered. Most of quizzers think non smokers suffer from ruthless
smokers. (It is proved non smokers really suffer from ruthless smokers. Breath
smoke consist more injurious substances than smoke breathing by smoker.)

Question no. 6: What do you mean what is the most frequent reason for stop
smoking?

A) Antismoking advertisements

B) Writings on cigarettes boxes about danger caused by smoking

C) Tobacco growing up prices

D) Health risks

E) Other

Half from 114 people answered it smokers are discouraged by health risks.
Somebody speculated and somebody wants mark everything. Somebody specified
possibility E) — family and friends don’t want to smoker smokes.
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Otazka €. 7: Jaky je vas nazor na koureni v restauracich?
A) jsem pro uplny zékaz

B) zakaz by mél platit minimalné v dobé obéda

C) koufeni v restauracich by se nemélo omezovat vibec

Pfevazna vétSina odpovédéla, Zze zakaz koureni by se mél dodrzovat alespon v dobé
obéda. Skoro vSichni ale také tvrdili, Zze by uplné stacilo, kdyby v restauracich byly
oddélené mistnosti pro kufaky a pro nekuraky.
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Question no. 7: What do you mean about smoking in restaurants?
A) | want a total ban.

B)  want a ban at least at lunch time.

C) | don’t want to reduce smoking in restaurants.

Most polled answered inhibition smoking at least at lunch time. Almost everybody
said there can be just separated places for smokers and non smokers in restaurants.




Bud’ sam sebou!
Be yourself!

Reklama proti drogam, koufeni a alkoholu.
Antidrugs, antismoking and antialcohol advertising.
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Remarks, opinions and conclusions

“Co si myslim o drogach? Drogou muze byt cokoliv... Ale kdyz nékde
zaslechnu slovo DROGA, vybavi se mi kokain, marihuana, nebo jina
ilegalni latka. MUj nazor na uzivani drog je: Kdyz nechce$, nemusis$.”

“What do | thing about drugs? Everything can be a drug ... But when
someone says the word DRUG | think about cocaine, marihuana or
other illegal substance. My opinion on using drugs is: If you don’t want,
you don’t have to.”

Eva, 17

w ,Drogy. V dnestni dobé ponékud ozehaveé téma. Jsou vSude kolem
nas a je jen na nas, jak se k nim postavime. Nékdo potiebuje sport,
nékdo knizky a jini ke Stésti potfebuji halucinogeny . Upfimné musim
uznat, Ze mou drogou je ¢okolada...”

“Drugs, it is a very popular topic today. They are everywhere around
us. It depend only on us how we perceive them. Somebody needs for
happiness only sport or books, somebody needs hallucinogens to be
happy. | have to admit something, my drug is chocolate...”

Kristyna, 17

,0rogy? Mazes si vzit, ale nesmis je brat.”

“Drugs? You can try them, but you must not take them.”
Radka, 17

“Bylo by dobre, kdyby byli lidé vice informovani o nebezpeci, které
| drogy pfinasi. Lidé by méli znat jejich klady a zapory a teprve potom se
rozhodnout, jestli je vyzkousi, nebo ne.”

\ “It would be fine if people were more informed about danger caused by
™ drugs, cigarettes and alcohol. People would know their positives and
: negatives and then would decide if they want to experiment with them,
or not “.
Lucie, 17

.Bracha si mysli, Ze ma vSechno pod kontrolou ale vidim, jak se z néj kvdli travé
pomalu stava troska...”
.My brother thinks everything is OK, but | can see he is becoming cabbage...”

Michal, 23
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.Predejit problémim s drogami Ize jedinym zpUsobem — nezacinat si s nimi. Pro
nékoho to mlze byt téZzké ale za pozdé&jsi nasledky, které na dotyéného mozna
Cekaji, to nestoji. Kdekdo namitne: ,Pro¢ by se pravé mné mélo néco stat..?“ To si
zezaCatku myslela vétSina narkomanu...*

,rhereis an only way how to prevent problems with drugs — don't start taking them.
It can be very hard for some people, but possible after effects are worse. People can
say: “Why should | end up badly? “ many narkomaniacs thought to themselves it the
past...”

Ivan, 17

.Pfipada mi, ze fada lidi koufeni povazuje za néjakou neSkodnou hru. Je to hra — ale
se smrti.”

.t seems to me, many people think smoking is a safe game. It is a game — a game
with death. “
Ivan, 17

“Drogy jsou svinstvo. Uz od zakladni Skoly nam to vSichni vtloukaji do hlavy. Ale jsou
zde stale lidé, ktefi to musi vyzkousSet, prestoze si zniCi zdravi.”

“Drugs are rubbish. We have been told thid since primary school, but still - there are |l
people who have to try it out, although they destroy their health.
Anonym, 16

~Jesté jsem nevidéla, aby se nékdo kvuli koufeni rozvadél!

» have never seen someone divorce because of smoking! “
Anonymous polled woman

Informace byly pouzity z téchto webovych stranek / Informations were used

from theese websites:

http://www.zuova.cz/informace/opz017.php
http://www.philipmorrisinternational.com/CZ/pages/ces/ourbus/History _tobacco.asp
http://www.szpi.gov.cz/cze/aktuality/article.asp?id=58375&cat=2176
http://www.ammax.org/cz/historie-dymky/
http://www.seznam.cz/Informacni-a-inzertni-servery/Zdravi/Drogy-a-farmaka/Drogy/Nikotin/
http://www.drogovaporadna.cz/rubrika.php?rubrika=21#starovek
http://www.hemp.cz/clanek.php?cid=191

http://www.differentlife.cz/pokusy10b.htm
http://druidova.mysteria.cz/ZDRAVA_VYZIVA/IKOURENI.htm
http://www.indiani.cz/web/articles.php?id=12

http://www.ideon.cz/nekurak/ - good
http://www.loveschain.org/view.php?cisloclanku=7 - very
http://www.hoax.cz/cze/index.php?action=hoax_detail&id=169 - Saburido
http://www.priroda.cz/clanky.php?detail=278 - koufeni, sloZeni..
http://www.modernijenekourit.cz/
http://www.ordinace.cz/article.php?articleld=104&full=1
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