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OVERVIEW OF RESULTS (SINCE THE START OF THE CAMPAIGN)

Activity Results KPIs

Paid media – Media partners: Number of 
partners onboard

4 2

Paid media – Media partners: Number of 
deliverables published

6 PR articles
2 FB posts
3 print ads

4 PR articles
2 FB posts

Paid media – Influencers: Number of 
influencers onboard

4 2

Paid media – Influencers: Number of 
deliverables published

30 IG stories
1 IG post
3 IG reels

3 guests at an event

4 IG stories
1 guest at an event

Earned media: Number of articles/reports 
published

30 10

Shared media: Number of engaged stakeholder 
organisations

4 4
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OVERVIEW OF KPIS

▪ Achievements in Czechia VS initial objectives 



5

MAIN HIGHLIGHTS OF THE CAMPAIGN 

PAID  - Media

• We secured partnerships with 2 
online media - Deník (website of 
one of the top daily) and the 
women-oriented subdomaine of 
Aktuálně (popular news website).

• On top of that, we had 
partnerships with 1 print medium
CZ Test (food-oriented magazine) 
and 1 print/online medium Euro
(business-oriented magazine).

• With these partnerships, we 
gathered 11 outputs in total: 6 
articles + 2 Facebook posts + 3 
ads.

https://www.denik.cz/
https://www.aktualne.cz/
https://www.cz-test.cz/
https://www.tydenikeuro.cz/
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MAIN HIGHLIGHTS OF THE CAMPAIGN 

PAID  - Influencers

• We engaged 4 influencers. 3 of 
them attended the events where the 
campaign was presented.

• Together, they shared 34 outputs.
• The most successful output was 

arguably Karolína Fourová’s 
Instagram reels which had a high 
viewership and engagement. 
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MAIN HIGHLIGHTS OF THE CAMPAIGN 

EARNED 

• Report in the evening news 
(primetime) on the national public 
broadcast TV ČT 1.

• In-depth interview on an online 
livestream of one of the major 
national TVs, TV Nova + article on 
their website. 

• Other notable outputs in media such 
as Expres FM, Apetit, Potravinářská 
revue, Večerní Praha. 

• We have highly exceeded the target, 
earning 30 outputs in total. 

https://tn.nova.cz/zpravodajstvi/clanek/510319-nase-cesko-lide-si-spatnou-peci-o-jidlo-mohou-zkazit-leto-pozor-na-maso-a-vejce
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MAIN HIGHLIGHTS OF THE CAMPAIGN 

SHARED

• Great cooperation with the Focal 
Point whose representative 
attended the press conference as 
a speaker, and served as the 
campaign spokesperson in both 
earned and paid media outputs. 

• In total, we engaged 3 
stakeholders who shared 18 
outputs + 1 stakeholder who 
published 3 paid ads in their print 
magazine.
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MAIN HIGHLIGHTS OF THE CAMPAIGN 

SHARED

• In addition to the press 
conference, the FOP also 
presented the campaign at 
3 public events (Země 
živitelka, Dožínky na 
Letné, Za tajemstvím 
potravin) disseminating 
the messages to a wide 
audience of all ages.

https://www.zemezivitelka.cz/
https://www.dozinkynaletne.cz/
https://bezpecnostpotravin.cz/7-rocnik-akce-pro-rodiny-s-detmi-za-tajemstvim-potravin-aneb-vis-co-jis/
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OVERALL KPIS: PAID - MEDIA 

KPI Target KPI Results Reached 
(Exceeded/Ye
s/No)

Online

Number of partnerships with online media 2 2 Yes

Number of published online content/articles 4 7 Exceeded

Page/article views N/A N/A

Users/readers N/A 1 533 617 Exceeded

Print

Number of partnerships with print media N/A 2 Exceeded

Number of published print  content/articles N/A 4 Exceeded

Readers N/A 70 000 Exceeded

TV

Number of TV partnerships N/A N/A

Number of TV broadcasts N/A N/A

Total reach - TV show viewers N/A N/A
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OVERALL KPIS: PAID - INFLUENCERS 

KPI Target KPI Results Reached 
(Exceeded/Yes/
No)

Number of influencers mapped 14 14 Yes

Number of influencers engaged 2 4 Exceeded

Total number of followers N/A 711 406 Exceeded

Total number of social media activations (number of 
posts, number of stories, etc.)

N/A 34 Exceeded

Total reach N/A 561 265 Exceeded

Total number of impressions N/A 595 835 Exceeded

Total number of engagement (sum of all likes, 
comments, shares, etc.)

N/A 4 914 Exceeded

Average engagement rate N/A 0.7% Yes

Total number of mentions of the campaign messages N/A 34 Exceeded
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OVERALL KPIS - EARNED

KPI Target KPI Results Reached 
(Exceeded/Yes/No)

Number of media outlets/journalists mapped 35 35 Yes

Number of journalists reached (via e-mail) 35 35 Yes

Number of journalists pitched (via phone) N/A 13 Exceeded

Expected total number of articles/radio and TV 
reports

10 30 Exceeded

Expected total number of mentions of the 
campaign messages

10 30 Exceeded

Expected reach - online unique viewers (monthly) N/A 3 577 983 Exceeded

Expected reach - print circulation N/A 152 200 Exceeded

Expected reach - TV viewers N/A 660 000 Exceeded

Expected reach - radio & podcast listeners N/A 1 600 000 Exceeded

Sentiment Neutral to positive
Neutral to 
positive

Yes
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OVERALL KPIS - SHARED

KPI Target KPI Results Reached 
(Exceeded/Yes/No)

Number of stakeholder organisations mapped 30 30 Yes

Number of stakeholder organisations reached 
(via e-mail)

30 30 Yes

Number of stakeholder organisations pitched 
(via phone)

N/A 4 Exceeded

Expected number of stakeholder organisations 
engaged

4 4 Yes

Expected number of campaign partners 2 2 Yes

Expected total number of mentions of the 
campaign messages

4 18 Exceeded
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PAID: MEDIA PARTNERSHIPS - OVERVIEW

Paid media partnerships with 4 media outlets

1st partnership: Deník
One of the most widely read newspapers and one of the most visited news websites. 
Unique monthly readers (denik.cz): 3 912 730

2nd partnership: Aktuálně
Popular news website.
Unique monthly readers (aktualne.cz): 2 985 700 

3rd partnership: Euro
Business-oriented magazine and website, sharing primarily economic and political 
news, their primary audience are men.
Unique weekly readers: 23 000

4th partnership: CZ Test
Food-oriented magazine, supported by the Food Chamber of the Czech Republic.
Unique monthly readers: 10 000
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PAID: MEDIA PARTNERSHIPS – PARTNERSHIP WITH DENIK 

Type of 
content

Platform Description Impact

Online article Denik.cz Article focused on Salmonella, 
campylobacter, and E.coli.

653 510 (unique 
viewers)

Social media 
post

Facebook of 
Denik Promo of the article (see above). 

23 000 (followers)

Online article Denik.cz

Interview the Director of the Food 
Safety Department of the Ministry of 
Agriculture (EFSA local focal point) 
on how to prevent foodborne 
diseases.

653 510 (unique 
viewers)

Social media 
post

Facebook of 
Denik Promo of the article (see above). 

23 000(followers)

https://pr.denik.cz/doporucujeme/salmoneloza-neni-jedinym-letnim-strasakem-20230710.html
https://www.facebook.com/denik.cz/posts/pfbid0vx4JvBqmZyp1GmBhoVtkYCeyABEh8QPAR9RTGGe5iehcrvDn2yNoDLEGX1vaSE6Sl
https://pr.denik.cz/doporucujeme/jak-predchazet-nemocem-z-potravin-20230828.html
https://www.facebook.com/denik.cz/posts/pfbid02t2bBBUXq3Jf8bTu7ZRNLFLfKptvKq1iRz93Kh3EXLQPbmq9CPa19MYehXk9Z22iel
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PAID: MEDIA PARTNERSHIPS – PARTNERSHIP WITH DENIK 
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PAID: MEDIA PARTNERSHIPS – PARTNERSHIP WITH AKTUALNE 

Type of 
content

Platform Description Impact

Online article Zena.aktualne.cz 
Article focused on tips on how to 
avoid food poisoning in summer.

89 910 (unique 
readers)

Online article Zena.aktualne.cz 
Article featuring tips and tricks on 
how not to waste food.

89 910 (unique 
readers)

https://zena.aktualne.cz/top-5-pravidel-jak-se-v-lete-vyhnout-neprijemne-otrave-jidle/r~4347cf962c7011eeb1f50cc47ab5f122/
https://zena.aktualne.cz/tipy-a-triky-jak-neplytvat-potravinami/r~7f27c96a584b11ee8d680cc47ab5f122
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PAID: MEDIA PARTNERSHIPS – PARTNERSHIP WITH AKTUALNE 
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PAID: MEDIA PARTNERSHIPS – PARTNERSHIP WITH EURO

Type of 
content

Platform Description Impact

Print article Euro

Interview with the Director of the Food 
Safety Department of the Ministry of 
Agriculture (EFSA local focal point) on 
how to prevent foodborne diseases.

40 000 (unique 
readers)

Online article Tydenikeuro.cz

Interview with the Director of the Food 
Safety Department of the Ministry of 
Agriculture (EFSA local focal point) on 
how to prevent foodborne diseases.

777 (unique readers)

https://www.tydenikeuro.cz/jak-predchazet-nemocem-z-potravin/
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PAID: MEDIA PARTNERSHIPS – PARTNERSHIP WITH EURO
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PAID: MEDIA PARTNERSHIPS – PARTNERSHIP WITH CZ TEST

Type of 
content

Platform Description Impact

Print ad CZ Test

Ad - key campaign visual no.1.

10 000 (unique 
readers)

Print ad CZ Test

Ad - key campaign visual no.2.

10 000 (unique 
readers)

Print ad CZ Test

Ad - key campaign visual no.3.

10 000 (unique 
readers)
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PAID: MEDIA PARTNERSHIPS – PARTNERSHIP WITH CZ TEST
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PAID: INFLUENCERS- OVERVIEW

Be Ha Nguyen @beha_nguyen
Young influencer focusing primarily on the topics of healthy lifestyle, fashion, and
traveling.
Instagram (501 100 followers)

Karolína Fourová @karolinafour
Food quality and nutrition engineer and book author.
Instagram (105 000 followers)

Kristýna Skalická @tojidlo
Influencer focusing on healthy lifestyle, promoting a healthy approach towards food.
Instagram (105 000 followers)

Pavlína Matysová @zdravespapajou
Nutritional therapist, focuses primarily on healthy recipes for children, often leads
cooking workshops.
Instagram (406 followers)

In Czechia we had partnerships with 4 influencers:

https://www.instagram.com/beha_nguyen/
https://www.instagram.com/karolinafour/
https://www.instagram.com/tojidlo/
https://www.instagram.com/zdravespapajou/
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PAID: INFLUENCERS- BE HA NGUYEN

Content
Be Ha Nguyen attended the press 
conference and published 4 
Instagram stories.

Focus
Tips on how to store and prepare 
food safely during summer and on 
BBQs, featuring videos taken at the 
press conference.

Results 

Story 1
Impressions: 36 915
Reach: 36 025

Story 2
Impressions: 34 683
Reach: 33 932

Story 3
Impressions: 33 344
Reach: 32 718

Story 4
Impressions: 32 382
Reach: 31 649
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PAID: INFLUENCERS- BE HA NGUYEN
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PAID: INFLUENCERS- KAROLINA FOUR

Content
Karolína Fourová published 11 
Instagram stories and 1 reels.

Focus

Reels focused on key tips on how to 
store and prepare food safely, a 
series of stories on the topic of 
novel foods.

Results 

Story 1
Impressions: 15 228
Reach: 14 925

Story 2
Impressions: 14 677
Reach: 14 925

Story 3
Impressions: 14 230
Reach: 14 125

Story 4
Impressions: 13 837
Reach: 13 744

Story 5
Impressions: 13 673
Reach: 13 573

Story 6
Impressions: 13 444
Reach: 13 364

Story 7
Impressions: 13 205
Reach: 13 125

Story 8
Impressions: 13 149
Reach: 13 007

Story 9
Impressions: 12 970
Reach: 12 882

Story 10
Impressions: 12 732
Reach: 12 641

Story 11
Impressions: 12 611
Reach: 12 500

Reels
Impressions: 136 339
Reach: 112 815

https://www.instagram.com/reel/Cxplgf4r-nr/
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PAID: INFLUENCERS- KAROLINA FOUR
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PAID: INFLUENCERS- TO JIDLO

Content
Krystína Skalická (To jídlo) 
attended the event Dožínky na 
Letné where the campaign was 
promoted. She published 8 
Instagram stories and 1 reels.

Focus

Videos from the event, featuring a 
quick interview with Jitka Gotzova 
from the Ministry of Agriculture; 
reels focused on key tips on how to 
prepare food safely. 

Results 

Story 1
Impressions: 16 586
Reach: 16 586

Story 2
Impressions: 15 325
Reach: 15 325

Story 3
Impressions: 14 343
Reach: 14 343

Story 4
Impressions: 17 250
Reach: 16 720

Story 5
Impressions: 15 481
Reach: 15 119

Story 6
Impressions: 14 417
Reach: 14 131

Story 7
Impressions: 13 950
Reach: 13 950

Story 8
Impressions: 13 140
Reach: 13 140

Reels
Impressions: 51 924
Reach: 46 415

https://www.instagram.com/reel/CxBXo0TLk6u/


29

PAID: INFLUENCERS- TO JIDLO

29
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PAID: INFLUENCERS- ZDRAVE S PAPAJOU

Content
Pavlína Matysová attended the 
event Dožínky na Letné where the 
campaign was promoted. She 
published 7 Instagram stories, 1 
post, and 1 reels.

Focus
Promoting the event where she 
prepared quick and healthy meals 
for kids using novel foods. 

Results 

Stories 
Impressions: n/a
Reach: n/a

Post
Impressions: n/a
Reach: n/a

Reels
Impressions: n/a
Reach: n/a

https://www.instagram.com/p/CwvapRtLjCr/?img_index=1
https://www.instagram.com/reel/Cwza29RLDYR/?igshid=MmU2YjMzNjRlOQ%3D%3D


31

PAID: INFLUENCERS- ZDRAVE S PAPAJOU
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EARNED: OVERVIEW

• 30 media results
• Audience

• Online:  3 577 983 unique monthly viewers
• Print: 152 200 readers
• Radio: 1 600 000 listeners
• TV: 660 000 viewers
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EARNED - CONTENT

Mentions
• EFSA: 83% of results
• FOP/CEN: 67%
• Campaign name: 73% (in Czech)
• Campaign hashtag: 73% 
• Campaign website: 43%

Tone of coverage
The tone of coverage was neutral to positive 
as all the results were based on the press 
releases we wrote and the interviews we 
arranged. 

National experts
FOP - Jitka Gotzova (Director of the Food 
Safety Department of the Ministry of 
Agriculture);
Radek Lanc (State Secretary of the Ministry of 
Agriculture)

Use of materials
13% of the results used the materials of 
the campaign. 

Most popular campaign themes
Food hygiene, food contaminants, 
foodborne diseases, food waste.

Summary
We issued 2 press releases in total, which
most of the media outputs were based on,
giving the general information about the
campaign, as well as practical information
for the general public. We leveraged the
timing of the campaign and put more
focus on how to store and prepare food
safely in the summer months when the
risk of food contamination is higher.



34

EARNED - HIGHLIGHTS

Media results

We had 3 earned media ‘pushes’:
1. Campaign launch - localized launch press

release presenting key information about
the campaign.

2. Press conference at the World Food Safety
Day - press release on how to prepare safe
and healthy meals, especially in summer.

3. TV interviews - 2 arranged interviews with
the FOP representative on national TVs.
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EARNED - HIGHLIGHTS
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SHARED – OVERVIEW 

• 4 stakeholders engaged (including FOP)
• 18 publications from 3 stakeholders 
• 15 publications from FOP

2 campaign partners:
Ministry of Agriculture of the Czech Republic (participation at the events, media appearances, press 
releases posted on the main ministry website and the FOP’s subsite, social media posts on FOP’s 
separate social media channels)
Food Chamber of the Czech Republic (paid ads in their food magazine CZ Test; no outputs on their 
website/social media)
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SHARED – OVERVIEW 
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SHARED - CONTENT

Mentions
• EFSA: 78% of results
• FOP/CEN: 56%
• Campaign name: 72% (in Czech)
• Campaign hashtag: 78%
• Campaign website: 50%

Tone of coverage
The tone of coverage was neutral to 
positive. 

National experts
FOP - Jitka Gotzova (Director of the 
Food Safety Department of the 
Ministry of Agriculture);
Radek Lanc (State Secretary of the 
Ministry of Agriculture)

Use of materials
22% of the results used the materials 
of the campaign.

Most popular campaign themes
Food hygiene, food contaminants, 
foodborne diseases, food waste.

Summary
General information about the
campaign, as well as more details
how to store and prepare food safely.
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SHARED - HIGHLIGHTS


