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Véda, vyzkum a inovace vnaSem kraji =~ ',
potrebuji silnou znac¢ku.

Ale silna znacka potrebuje Vas.

Prosime, podporte ji a zicastneéte
se zakladajiciho setkani
Platformy regionalniinovaéni
znacky 29/11/2017.
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Billboard
Facebook
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Tema

Misto == Veéda



Tema

Misto X Veda



Spolu

Téma

Misto x Véda




Silné stranky Slabé stranky

- Krajina - Lidsky kapital
- Life sciences - Technické VS vzdélani
- Naklady - Administrativa

- Spoluprace firem a akademickeé sféry

Prilezitosti Hrozby

- Integrace s Pardubickym krajem - Koncentrace nekvalifikované PS
- Clustery (?) - Udrzitelnost

- Internacionalizace (ContiPro) - Administrativa/Regulace

- Infrastrukturni integrace









Citizens

Place-Culture

A Network of
Relationships and
Associations

T

Revedls, Influences
the construction of

15 interactive and
CvOluLIoNAry
PrOCess that never
S100S.

Based on the visual, verdal,
and behavioral
cxpression of place

Effective place
branding 1304 the
image of others
by mirroring their
IMPressions and
cxpectation

z
%

Place-Image MN

Temporal Dimensions.
History (Past)

Current Conditions (Present)
Vision (Future)



Public opinion about national government competency and fairness.

as wcll as its pereeived commitment to global issucs.

The population’s reputation for competence.

opcnness and friendliness and other qualitics The public’s image of praducts and

such as iolerance. services from each country.

Nation
Brands

Global percerptions of each naticn’s ‘
: & : © The level of interest in visiting a couniry
herilage and apprecialion for ils
and the draw of natural and man-made
contempcrary culture. ,
lurisl alliaclions.

The power to attract peoplz to live. work cr study in each
country and how people perceive a country’s quality of life

and business environment. The Nstion Brand Hexagon @ 2)00 Simon Anhok
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Typ aktéra

SME

Velké firmy

Verejny sektor

Akademicka sféra

Benefity

HR/Talenty

Investice

Propagace exportu a internacionalizace
Inovace

HR/Talenty

CSR

Lobbying/Agenda setting
Inovace

Lobbying/agenda setting
Investice
HR/Talenty

Lobbying/agenda setting
HR/Talenty
Internacionalizace
Komercialiazce



Branding

Reputace
Asoclace
Vyhoda
Viditelnost

Marketing

Produkty
Sluzby
/droje



Co déla znacka?

Vztah
Vyhoda
Vykon
Relevance
Viditelnost
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The Business Model Canvyas
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Business Model - The Empathy Map

Designed by:

Designed for:

Date:

Customer Perspective: )
Interation:

~ What does she ~

THINK and FEEL?

what really counts
major preoccupations
worties & aspirations

What does sh

| ¥ SEE? |
c HEAR? |
‘ Wit inopes sy what the markets offers ‘

what boss says
| whatinfluences say
|

\ //
\
\ /
2\ /
\
\ a
/
//
What does she
SAY and DO ? y
attitude in public g
. appearance /,/ o
\\ behavior towards others / ~
S T L

PAIN

fears, frustrations, obstacles

GAIN

“wants”/needs, measures of success, obstacles

www. XPLANE.com

Adapted from XPLANE. XPlane.com




Brenda Fowler | Opinion-Former

“There is simply too much information to sort through in
order to form my own opinions and to teach my kids. Most
of the voices are on the negative side. As an Albertan,

I would like to understand the issues from both sides
through reliable and balanced sources.”

Brenda and her family kve in a large property just outside of Red Deer, Alberla, Brenda
has a degree in early childhoed education and feels confident to teach her own children
up lo grade 6. She uses various leaching sources and follows the Alberta Education
curriculum. Brenda is socially censcious and part of her educational plan for her family is

About Brenda

Stay at home mom with 2 kids aged 10 and 4,
home scheols bolh

33 Years cld
Lives in Red Deear, AB

Interests

« Balanced view, presented comprehensively
and vath transparency:,

+  Explain lo me vihal are the impacts
(negative and pesitive) and whal the Alberta
governmanl is doing o solve the negatives.

to ba socially and envirenmentally rasponsible.

Brenda feels pretly weab savwy and she enjoys doing onkne rasaarch te find infoermation
for hersell and for her family. Gocgle is a good place to slart, but as a downside, the
resulls are nol always uselul and she spends tco much ime on sifling through them.

She has limiled time for curriculum planning.

So far in her search for oil sands related teaching materials for her fifth grader. she
is enly finding negative voices and iImages in the convarsation. In order to have a
balanced view, she needs lacts and figures thal speak to both sides of the equation.

Gets Information From:

+ Media, such as CBC Radio and CBC website.

+ Google search resulls
+ National Geographic
« Greenpeace

Websites she uses:
« Nething speciic. | click on results that | get

back from Google. If a government website
camas up, | would click on thal because i
weuld be reliable. However, the information |
find thare isn'l always what | want (loo generic
and adds to the noise rather than clarify). If the
resulls point o an industry/company website. |
wauld click an that teo.

Knowledge

Activities and Interest

A ANE

Frustrations & Pain Points
+ No clarificatons on conlroversies.

+ Teo much informalion and search lakes loo
long.
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Archetyp

Propozice

Produktovy akcent

Hlavni konkurence

Cilové segmenty

A

Jeden z nas

CAYA

Komunity,
outdoor,

goas'ro

5K, PL
19 - 30

Kouzelnik

Va&)iis
vritini
Dioména
Lézné,
kelturnt
krajing,
spintualito

HU, AT
LOMAS, 50+

C D

Mudre Milenec

Zemé pribéha WEILTIATE

Méstskd Gaslro,
turistika, mestska
kulturni turistika,
Kkrajing, kulluro
spiritualita

PL, MU Al MU
30+ 16+

E

Tvorce

Budte
souldsti
zodatku

Regiony,
agqro, gastio

PL, SK
LOHAS

Hero,

Outlaw
Magician
'
Lover
Jester, <
A Everyman
'
Ruler
Caregiver
Creator

= "

innocent,

Explore
Sage

(C_



Jak budeme s archetypy
pracovat?

Jak budeme s archetypy v koneéném nemeéla byt volbou primarné estetickou, ale
diisledku pracovat? Na archetypy lze strategickou. Archetyp znacky funguje
nahlizet jako na svého druhu “vyznamoveé nejlépe, kdyz je priseéikem 1) kompetence
konzervy”: predstavuji predpripraveny firmy, 2) jejiho organizac¢niho “ducha” (ten
“obsah”, ktery 1ze pouzit v komunikaci je dan ¢i aspon velmi silné ovlivnén lidmi,
(tonalita, styl, volba terminologie, volba kteri firmu zakladali), 3) odliSujicich a
vizualniho stylu apod.), avSak na vyssi konkurenceschopnych produkti ¢i sluZeb a
urovni je archetyp vlastné i navodem na 4) potreb trhu.

“organizacni a mhodnotovou reprodukeci”
organizace ¢i podniku. Volba archetypu (¢i

nékolika klicovych archetypti) by tak



TBD

JOBS: TBD

TBD

Tym RIZ
$
Ambasadori RIZ

Biomedicina
Vyzkum
Produkty

/Zdravotnické prod.

Sady
Strojirenstvi

Zdravé prostr.
Sady

Parky

Hory
Pamatky
Volnocas. akt.

Blizkost PHA
Sirsi zazemi PHY

TBD

Platforma
ITI PCE-HK

Pravidelna os.
setkani na mistech
(Kuks, Adrsp.) +
architektura &
pamatky

Verenost CR i svét
Vyzkumnici

Firmy

Vzdél. instituce
Investori

Mistni samosprava



Pecovatel

Altruismus, soucit, trpélivsot, vciténi se. Pecovatel je
motivovdan zcel nesobeckou snahou pomoci. Mda
otevrené srdce, umi naslouchat, je nesobecky.
Velkoryse se dava, zachovava klid i v krizovych
okamZicich.

Patriarcha

Ochrana, nesobeckost, vedenti, odvaha. Patriarcha je hlavou
hierarchické struktury, jezZ poskytuje bezpedi, spravu a rizeni.
Jeho kompetence plyne ze zkusenosti a z ochoty obétovat své

osobni zdjmy “rodiné”.

Primarni archetypy

Védec

Logika, zamérenost, zdblesky génia. Oddanost védeé,
neukojitelna zvédavost. Védec chce “rozebrat svét” a
zjisti jak funguje. Zameéreni na teorii jej odlisuje od
InZenyra - jenzZ je zaméren na praxi.

Inovator

Napaditost, nspirace, intelekt a zvédavost.
Toto - spolu s viili a schopnosti riskovat a
neustale se ptdat “proc ne2” - urcuje
Inovdatora. Je ochoten experimentovat, ale
také pripraven rigorézné zkoumat.

Sekundarni archetypy

Propojovatel

Vytvareni komunit, propojovanti ¢asto
ruznorodych skupin, vytvareni vazeb
a pratelstuvi.

Lécitel
Celistvost, vira, schopnost vciténti,
inspirativnost. Jeden z pecujicich
archetypii: charakteristicky schopnosti
proménovat bolest na silu obnovy.



freedom
MAGICIAN

JESTER INNOCENT

EVERYMAN < belonging individuality D EXPLORER

CAREGIVER CREATOR



/amestnavatelé
St. a ver. sprava
Zprostred. subj.
Vyzkumnici (tym.)
Vzdél. inst.
Partneri mimo kr.

JOBS: TBD

Spoluprace partneru
Networking

Excel. vyzkum

LZ - motivace & udrz.
Lokalizacni faktory

Vzdél. systém
Verejné zdroje
(sprava + finance)
Dostatek rel. zamé-
stnavatelU

Nove text.
materialy

Life sciences

Automotive
Auto + stroje
IT + electro

Ultralight let.

Chytré zemédél.

Platforma
Kompet. mapa

Veletrh pril.

Nabidka sluzeb

Formalni a neform.
seskupeni

Verejnost
/ameéstnavatelé
Vzdél. inst.

Ver. a st. sprava
Zprostredkujici
subjekty



Inzenyr

Prakticky, rozumny, trpélivy. Jeho doménou je
reseni problémii vsedniho dne. K reseni problémii
pristupuje metodicky. Je tymovy hrdc, zaméreny

na vysledek

Dobrodruh Pruvodce

Nebojacny, spontdanni, riskujici. Zakladnim Zivlem Trpélivost, odhodlanost a logjalita. Priivodce nabizi
tohoto archetypu je pohyb. Tak, jak nékdo sbird trvalou a soustavnou podporu, dobrou naladu a pomoc.
motyly, Dobrodruh sbird zazitky. Je rychly v Je vZdy ochoten naslouchat a jit s nami svéta kraj.

rozhodovani, soustredeny, odvdzny.

Primarni archetypy

Sekundarni archetypy

Lécitel Obcan

Celistvost, vira, schopnost vciténti, Jeden ze zakladnich demokratickych
inspirativnost. Jeden z pecujicich archetpyii. Vystihuje ho altruismus,
archetypii: charakteristicky schopnosti schopnost vést, respekt, odpovédnost,
proménovat bolest na silu obnovy. schopnost tvrdé pracopvat pro dobrou véc.

Veri, Zze vyssi hodnotou nez osobni prospéch
je zisk komunity, prospéch obce.

Vyslanec

Diplomacie, komunikace, citlivost,

jasnost mysleni, rozhled. Vyslanec je jednim
z archetypii stability: hledd a nachdzi
rovnovahu mezi casto konfliktnimi zajmy,
uprednostriuje dlouhodobost, dohodu,
harmonii a stabilitu. Je sarmantni,
presvédcivy, tolerantni a trpélivy.



freedom
MAGICIAN

JESTER INNOCENT

EVERYMAN < belonging individuality D EXPLORER

CAREGIVER CREATOR






The ONLY cola based on traditional Czech
recipe for ordinary guy and gal in the
Czech Republic who want to remember
their younger years as the authentic
"paradise lost” in an era of global
unification. (Kofola)



