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Disclaimer

The information andews set out in thiseport are those of the authorsr ofthe stakeholders, collected
throughout the project phase, and thalo not necessarily reflect the official opinion of tBeiropean
Commission.

TheEuropearnCommission does not guarantee the acayraf the data included in this study. Neither the
EuropearCommissiopnor any person actingonisy 2 YYA da4A2y Qa oO0SKIFEF YI @&
use which may be made of the information contairiedhisreport.
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Executive Summary

Background information

Based on statements of the key stakeholder authorities, it is understood that the Czech Republic suffers
from a low level otapital markets literacgn the side of capital market participants. In orde make the

market more attractive for both groups, it is important to improve the levetapital markets literacy
Therefore, he Czech Republic has requested support from the European Commissepital markets
literacyof SMEs and stimulating SRMR (i 2 -bdrk fhangidgy

Thisfinal report is the outcome of project conducted related tthe above mentioned request arithat
has been performed by the contractor Ernst & Young6 ¢ 9 , € = &/ 2 y Subtbn®actdrNE 0 |y
6 aCft SA &K M¥ESugcorkrétdrél SNREECT € 0. 0 awS L2 NI € 0

The aim of this Repoisto summarize outcomes dhe work conducted durinthis project whose goals
were to:

a) Present results of the information and communication gap analysis conducted on the Czech capital
market ecosystem staholders

b) Identify international best practices for improving low level of capital markets literacy of Czech
capital market participantd ¢ LY G SNy I GA 2§06t . Said t N OiAxr0OSa

c) Propose a communication strategy providing with a framework for mitigating actuadsissu
NEIFNRAY3I GKS /T SOK OFLAGEE YIFN) Siaand actioB NI 08 0o
L 'y RSEAGSNAY3I GKA&A {iUNIGS3e oa! OGAz2y tfl yEo

d) Suggest a communication campaign in line with the Straspggifying topics and corresponding
key messages fadentified target audience groups,

e) Organize aeachout eventin order to facilitate discussion between national authorities and market
participants.

Major findings and recommendation fothe Communication Strategypased on the performed analysis
and reearches

Czechsmall and medium enterpriseSNIE$ have rather low knowledge about the basic capital market
instruments.Majority of SMEs have not used capital market instruments as a source of financing and
identify usage of own sources or bank financieg&ey reason for not using capital markets instruments.
Bank financing is dominant source of financing for SMERe Czech markdiecause of the simplicity,
lower costs and lower disclosure obligation of bank financing compared to financing on oaguikefs.

With respect to possible advantages of financing on the capital markigtiser flexibility in comparison

with bank financing is something that respondents see agaificantadvantage, as well additional
marketingimpactbeinga potential acompaniment when offering the issues to public.

According to the apital market intermediariesne of themainreasons folow usage of capital market
instruments andoreferring the bank financing instead of financthgough capital market® A y & G NHzY Sy
is low understanding of thealue that SMEs may gain for themselvas well asanservative apprach
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and weak awareness of SMEs regardimgpossibilities of financintdprough theseinstruments Most of

the SMEs seeking for alternative ways of financiregsalving specific problems which are not bankable
for commercial bankdn order to improve the capital market activity and attract issuers, the group of
intermediaries propose to conduct education of SMEs under the auspices ofsithieritiesand alsoa
strongera 0 | imv@lge&nent.

Regarding thenon-domesticinvestors on capital markethe issuance®f SMEsre consideredoo risky
for the investment. The reason,ifor examplethe low size of the bond issuances in cas&bIEs. There
aredisproporionatelyhightransactioncosts that the investors have to incur regarding the analysis of the
new issuey considering the minimal ticket fothe investment Domestic investorsee as themost
significant obstacle hindering them from investing a weak ¢pali data being disclosed by the SMEs.
Level of transparency currently provided is not satisfactomgrms ofregularity and details, especially to
the extent of the expected development of the compalmyorder to increase thamountof investments,
investors perceive the improvement in transparency of the accounting dateohtite organizational
capital structures of the companies necessaryMoreover, investos would appreciate the enhanced
liquidity of the instruments and unified rules for ragrof the companiescovered by independent
association body.

The current regulatory set up from the perspective of national authorities is perceived as sufficient. Their
goal is to support the issuance of financial instrumentsthy SME entities and caequently the
development of capital market3.hey identifya low demand on the market and high transaction cost of
the smallsize issuanceas key reasons for local capital market underdevelopment.

Identified International Best Practices

Based on the idetified communication gaps andn the Communication Strateggoint of view three
practiceshave beenselectedand are proposedto be exploited for creation of futur€ommunication
Strategyin the Czech Republic.

a) Financial literacy for Business in Croatia
b) Finance Desk of Chamber of Commerce in Netherlands
c) BICBratislava in Slovakia

Objectives of these practices were primarily to inform, educate andupport SMEs incgesfng the
financing through capital market instruments for SMBAsthorities of the CzeclRepublicseleced the
three above recommendebhternationalBest Practicesfor further applicationin the Czech Republic.

10
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Communication Strategy and Action Plan

The prepared Communication Strategyrovides a blueprint for how the Czech Repuldizould
communicatein orderto increase thecapital markets literacgnd awarenesdt proposes a wide range of
different communication tools based on the identified international best practices as welh &scal
specifics Thesewill help the Czech Republic &zhieve greater awareness of the issaral toincrease
utilization of the capital market to finance further development of the companies where such tools are

the most suitable.

Communication goalsof the Strategyand corresponding toolsre presented below along with its

objectives:
Objective 1.1 Objectives 2.1 Objective 3.1 e
Initiate Mass Information Launch Educational Create Platform %2’..?&3;&@;,1
Campaign Microsite for Solution Providers
Objective 1.2 Objective 2.2 Objective 3.2 S
Run Targeted Information Provide Promotional Organize Regional |nofgl|ien?§g$};29
Campaign Materials Events

Objective 3.3

Launch Own Social
Media Platform

The Strategyproposes a longerm campaign lasting five years altogether. This proposed timing counts
with a preparatory phase as well as execution phase. Since any communication campaign cannot be
present in the public spacand eye for a long time continuously unless excessive amount of funding is
spent, the Strategyproposes the campaign to be carried out in several phases that would enable the
administrator to achieve the best coegi-results ratio. This is described in détin theAction Plarthat is
proposed together with thétrategy

Topics and corresponding messages for a future communication campaign

Based on the framework of the Strategy, kepics and corresponding messagesre identifiedfor each
of target audiace groupsand $rategy content for the communication campaign was suggested.

In order toraise awareness of the project and reach the minds of the target audiemceimbrella
branding was proposedror each brand to work in communication and for it torbemorable, it also
needsa visual representation. Usuatlye core for a visual identity is a logo.

11
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Below aproposalfor the name and logean be found

YI LA Gt £ 2 JEN: Capaldside] S v

KAPITALOVY PRUVODCE

Messages prepared for the communication campaigme especially with following statements:

I We come with a project that will demonstrate to Czech SMEs how the capital market can
them start, develop or finance their business undertaking

I Funding by bank loans or own capital are not the only available sources of finance for a
business undertaking

I The capital market caalsohelp start, develop and finance an enterprise

1 The capital market does not compete with bank loans or own capitahvitteomes to funding,
it supplements the two suitably: When is it best to use own capital, when is it best to utilis
bank loan and when is the time to look to the capital market?

9 Seek advice from an expert to see which solution is best in a givextticitu

For the purposes of developingcntent strategy it is also essential to define key attributes to be
LINEY2GSR 68 GKS YFLRAGHE20é LINAG2ROS / lbedawi | £ DdzA R

Simplicity¢ it is not that complex

Trustworthinessg a stable and standard part of the financial world useatidwide
Opennesg; alternative to more welknown corporate financing toolsith pros and cons
Inspiration ¢ there are manysuccessful Czech stories of capital market financing

= =4 —a -

Proposedcommunicationtopicsin Capital Markets Literacy in the Czech Republicpzdgnare divided

into three umbrella topic sectionsThese sections are further differentiated in relation to phase of the
Communication strategy (Awareness/Education/Engagement/Conversion) based on marketing funnel
approach. Below find the three umbraltopic sections along with few examples

a) Capital Market This section coverall topics, that relate to general educational information about
OFLAGEE YIFEN] SOz AGa (22t CapitaliGuidatadmpaigh Oa YR Y I LIA (
f  d&Ministry of Finance with KS & dzLJLI2 NI 2F /1 SOKLYy @S&aid I dzy OK &
1 @zKFG FNB GKS FROHyGFH3ISa FyR RAAIROIyGIaSa
YN SG ¢
f a/ FLAGEE DAdzZARS 2LSya AdGa yS¢ AYyTF2NNIOGA2Y LI2A

12
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b) Tips & TricksThis sedbn covesall the topics providing actual advice to target audiences, such as
Gl 2¢ 2Xé AYF2NXYIFEGA2Y

f 4/ 2yaARSNAYy3 (GKS Y2aid &adaAadGlrofS FAYylFLyOAy3a (22
OK223aS ¢

1 al2¢g G2 OK22aS GKS Y2al adotdainglgualitySind@pandéit 2 ¥ T A
I ROAOS ¢

f aCA@S (ALA G2 OK22aS (GKS NRIKG OFLAGEE YIFENYS

c) Success StorieJhis section covetthree key success stories of companies, that have successfully
utilized capital markets tools in the business.

1 daSShHdidOFaaTdzd O2NILIR2NIGS 02yRA& AaadsSNI Ay &2d
 a{dFNJI FNRY GKS {¢!we¢ al NJShodé

The communication campaign will have a limited and professional target audience and will aim to educate
and activate entrepreneurs and capital market professionals. The otenallof the communication will

be adjusted to the target audiences and will mostly remain professional and factual, focusing on key facts,
case studies and providing professional advice.

Reachout event

Reachout event took place on the 17th of Septembgri 1 KS LINBYA aSa 2F Ct 2NBYy Ay«
LG KFR I F2NXY 2F GNRBdzyRGlIo0f S¢é RA&AOdzaaA2Yy |Y2y3a NBI
participants. Prior to the open discussion itself, results of individual parts of the Projeetpresented

and commented by the participants wiveelcomed this Project in the most time and supported whole

idea of Ministry of Finance. Furthermore, few of the representatives of participating entities promised
cooperation during the following steps aftthis Project.

Participants also expressed their opinion of what are the actual barriers hindering Gzt market
from further development and camap with ideas of what else to involve into the Strategy.

13
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1 Introduction

1.1 Background and context of thecope of work

Structural Reform Support Service (SRSS) of the European Comitis3)jerproviding support for the
preparation and implementation of growtnhancing administrative and structural reforms by mobilizing

EU funds and technical expertise.eTli€zech Republic has requested support from the European
Commission inincreasingcapital markes literacy of SMEs and stimulating SMEs to use-vamk
financing.The mutual interest of bottCzech Republic and European Commissésnlted in the project
GFLAGEE alNyJSGa [AGSNYOe Ay (GKS /1 SOK wSLlzt AOaod

Based on statements of the key stakeholder authorities, it is understood that the Czech Republic suffers
from a low level otapital markets literacgn the side of capital market participants. In order tokadhe

market more attractive fopotential issuersit is important to improve the level @hpital markets literacy

Gaps and barriers in communication ammdnsferringinformation need to be identified and actisro

close those gaps need to be addred$e order to increase capital markets literacy.

Czech companies have been relying primarily on bank financing and experience or knowledge of capital
YIEN)] SG&a AyaldNHz¥Syida 0062yR Aadaadadza yOSsT LthQa 2N 20K:
rather limited. Information barriers can lead to inefficiency on financial markets, limited access of issuers

to capital markets, limitation in the competition between capital providers. In addition, these barriers also

lead to limitation of growth of the is®rs, while reducing the potential of the entire economy to respond

flexibly to the current availability of resources. By enhancing literacy of capital market participants,
improvements in economy potential can be made.

1.1.1 Capital market instruments as a sote of funding for small and medium enterprises

Focusing more closely only on the SMESs, capital market instruments are definitely not placed among their
favourite sources of funding. Capital market instruments are considered rather alternative sources of
finance, which is the problem across the whole Europe and also a reason, why European Commission
F2A40SNAR AINRPGOGK 2F FEOSNYIFGAGS FAYFEYyOAY3d FyR | 00Sa
Market Union.

SMEs in the Czech Republic are amondehst active on capital markets in comparison with the rest of

EU countries. SMEs in the Czech Republic prefer financing especially through bank loans and loans from
other sources (trade credits, loans from related companies,,@tbije being highly reictant to let equity
investors into their companies.

1.1.2 Potential barriers for SMESs to enter capital markets

According to Czech Ministry of Finance (MoF), key reason of avoiding capital markets by SMEs is in
particular low awareness of local entrepreneursaeting possibilities of financing through capital market
instruments, especially with current positive phase of economic cycle and excess of bank liquidity along
with low interests.

14
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European Commission declares existence of information barriers as thdBely 32y 2 F OF LA G| €
underRS @St 2 LIYSy i NBfFTGSR G2 {a9ax AyOfdzZRAYy3I adzmadl yi
frO01 2F NBO23ayAT SR a2dz2NDSa 2F o6dzaiySaa FTAylFyOS IR
their funding cae to equity investors and venture capital firms; lack of standardised, verifiable and
accessible financial information about SMEs representing a significant barrier for alternative finance

LINE GARSNRE (2 Ay@Sad Ayd2 { a9 ofpubln/anditd edr hagbS8sioh (2 Y
disclosure requirements; unwillingness to spare convenience, time and effort during finance seeking
process.

1.1.3 Possible mitigation of barriers suggested by public authorities

Decrease of dependence on the bank financind davelopment of capital market financing of SMEs is
one of the main goals of the MoF. The active approach of MoF is demonstrated by incorporation of
measures supporting the development SMEs in its National Stratedgliyge@evelopmentf the Capital
Market in the Czech Republ&019%2023 with focus on:

a) Financial literacy of managers of SMEs related to the capital market possibilities of financing
b) Better conditions for Business angaistivities;
c) Investment crowdfunding development and others.

Possible saoitions seen by MoF is to make alternative sources of finance through capital markets more
attractive for the companies and systematically raising awareness of possibilities and benefits of
diversifying of sources of financklore detailed overview of key easuresn support of enterprise¢as
statedin the National Strategy for the Development of the Capital Market in the Czech Republi¢ 2019
2023by MoF) is presented in subchapter 1.3.7.

Proposed solutions by European Commission are broadening awareness fadamcing sources for
diverse business needs and developing of financial skills of the entrepreneurs, raising activity of advisors
complementing SMEs with monitoring and advice, better feedback providing from the side of banks on
declined credit applidions; providing other market participants and alternative funding providers with
data of banks about their SME clients giving them possibility to assess creditworthiness of SMEs and better
decide about investment; building trust and confidence to altew®finance sector among stamps and

SMEs by introducing accreditation system for alternative finance providers.

Some of the recommendations from World Bank are mitigation / increasing limit for issues above EUR 1m
for the abbreviated prospectus disclasuapproach making the market more open to lower / middle tier
issuers, identifying potential issuers and discussing with them to understand their perceptions of the
securities market and the obstacles in their usage; education of the issuers about tetden raising

capital and listing by creating a program of workshops and training materials, in order to increase their
knowledge of the process; supporting a selected number of target issuers during offerings. It could include
one-on-one trainings in arporate finance, investor relations and so forth.

15
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1.2 Scope of workRequest for servicesCapital MarketsLiteracy in the Czech
Republic

Available studies on the Czech Republic continue to highlight that the Czech Republic suffers from a low
level ofcapitd markets literacy This project aims to examine how the low levetapital markets literacy

might best be addressed in the context of the Capital Markets (mainly issuers, equity analysts and
investment advisors).

To address the problem of a low capitabrkets literacy, the MoF intends to create @ommunication
Strategy which will provide the blueprint for how the Czech Republic shall communicate to the target
groups (mainly issuers, equity analysts, portfolio managers and investment advisers) osstigis i
6at N22SOGG0 @

The result of the Project is expected to be the implementation Gbaamunication Strateglp increase
the level ofcapital markets literacgnd support the national authorities in order to provide an opportunity
to enhance competitivenesand sustainable growth in the Czech Republic.

This final Report is summarizing all deliverables of the Project which were following:

1 Preliminary report
I Strategy with an Action Plan
1 Topics and key messages for a future communication campaign

Last deliveable to be provided by th€ontractorand the subcontractorafter delivery of this Report is
2NBI yAT Ay 2 dAiF SIgSHWiiEIaO kK dzi O2YSa 2F GKAa S@Syid | NB

The preliminary report provided an analysis of the Czech capital marleetsystem and of the
information/communications gap therein. Secondly it identified best international practicesafuital
markets literacymprovement with focus on best practices in other EU member states.

Based on the best practices identified throughahe preliminary report, the most suitable practices to
be applied were chosen by MoF. Strategy to improagital markets literackias been prepared based on
the chosen practices. THgtrategyprovides with a framework for mitigating actual issues relgag the
capital markets literacy and presents a detailed communicafigtibn Plarwith a specific objectives and
measures to be delivered in order to bridge the existing information gap.

In line with theStrategyand Action Plana communication campaigaroviding with a suggested content
for the Strategyhas been prepared. The subcontractor specified topics and corresponding key messages
for identified target audience groups, which should be utilized in the future by MoF.

TheStrategyand Action Plarwill bediscusse@n a reachout eventorganized by the @htractorin order
to facilitate discussion between national authorities and market participants.
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1.3 Capital marketof the Czech Republic

This chapter outlines an overview of the Czeapital market ecosstem based on the economic and
regulatory conditions and further identifies the defined target groups and theitiogia for the purposes
of this Report in order to provide a background for the further analysis.

1.3.1 Understanding of the capital market

A capil market is that part of a financial market where securities are traded. Trading on the capital
market is concerned with mediunand longterm capital, i.e. lowiquidity capital, or in other words,
securities with a maturity of more than one year (shtetm securities maturing in one year or less are
traded on what is called the money market).

The capital market facilitates the trading of securities that mature in more than one year. The basic
instruments used on capital markets are equity shares andibofihese instruments provide businesses
with alternatives to using their own funds or bank loans to finance their needs. The capital market enables
the transfer of available funds from savers to those in need of funds who are able to put such funds to
productive use.

A welldeveloped capital market within an economy reduces excessive reliance on financing through the
banking sector. If businesses were funding their needs solely through bank loans then a financial slump
could force banks to reduce the awaillity of loans, rendering enterprises unable to obtain the financial
resources required for their business activities (this risk applies especially to small and medium sized
enterprises). Such a situation would be likely to impact negatively not justdividual enterprises but

on overall economic growth and employment as well. Another possible outcome is an increased risk of
costly bailouts funded by public budgets for banks facing bankruptcy. On the other hand, a combination
of bank loans and fundingptained in a sufficiently developed capital market produces a higher level of
resilience against such systemic risks as it provides businesses with an alternative source of funding in the
event of a reduced availability of bank loans, while making the@ty less reliant on the banking sector

and its condition.

The capital market also provides enterprises with increased flexibility as they have the option of avoiding
the sometimes quite limiting conditions associated with bank loans. The obligationytoegay the bond
principal upon maturity as opposed to regular loan repayments benefits the cash flow of the issuer. The
capital market thus allows businesses to tap into more accessible sources of financing for their
investments and innovations, accelerag their growth and improving efficiency and competitiveness.
These advantages translate into developed capital markets that benefit not only the participating
enterprises but also the economy as a whole through increased investment, employment andiegpand
GDP. A sufficiently developed capital market is also capable of attracting foreign investment.

The capital market also benefits households as it provides them with a greater choice of ways in which
they can increase the value of savings with a greptetfolio diversification through a broader choice of
investment products. The advanced development of a capital market also translates into lower fees,
greater liquidity and generally more flexibility for households.
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A combination of bank loans and fund@in & 2 dZNOSR FNRBY (GKS TFAYyFYyOALFf Yl
flexibility in securing the funding they need, provides them with better opportunities for accelerated

growth, and reduces their dependence on bank loans. Households benefit from opportunitiesdase

the value of their savings with broader diversification. A properly developed capital market improves the
SO02y2YeéQa NBaradlryOS G2 akK201a lFyR adzZlll2Nlia Ayg@dSa

1.3.2 Czech capital marketistory

When the communist regim in Czechoslovakia fell in late 1989, the country had no capital market to

speak of. Aiming to transform the centrally planned economy into a market one, the country organised a
voucher privatisation project designed to enable the population to acquiaeetioldings in statewned

enterprises. The Prague Stock ExchaR§dHvas establisheth 1993 (in the independent Czech Republic)

and enabled trading mainly of equity securities and bonds, and other financial instruments to a certain
degree. In the samgear, a smallestockexchange, RMbysem, was also founded. The nascent capital
YIN]ySG FStf dzy RSNJ 6KS &dzLISNIBBAaA2Yy 2F GKS O2dzy i NBEQ
yet to be fully implemented and the market was thus left to its ovavides to a considerable degree.

Between 1998 and 2006, the capital market was supervised by the Securities Committee. The legislative

and regulatory environments gradually became more established while the capital market stabilised (the
fundamental legigition in the Czech Republic in this area is the Act on Business Undertakings on the
Capital Market). In 2006, the Czech National Ba&dN@) became the solesupervisorof the entire
FAYEFEYOALET YIFENJSGDP ¢KS O2dzy i NE Qser dihéeyli tédms of capitdl] K I &
market supervision, th€NB for example, issues the relevant licences, promulgates and enforces decrees

and directives, operates and publishes a register of financial market entities, requests corrective measures

and leviegpenalties in cases where there are breaches of relevant regulations. In gener@iNBsems

02 LINPOARS LINRPGOSOGA2Y F2NJ avylff Ay@gSadz2zNBR YR YIA
terms of assistance provided to small and medium sizesinesses, this falls within the scope of the

Ministry of Industry and Trad@MIT), which, however, focuses more on direct subsidies rather than the

capital market as such.

With the accession of the Czech Republic into the European Union, the Czech wekat to a
considerable degree came under the influence of European regulation, in particular MiFID (The Markets
in Financial Instruments Directive), followed up by MIFID Il in 2018. Unified European licensing also
resulted in strong growth in the numbeiof foreign banking and ndwanking financial entities offering
investment services in the Czech Republic.

Following the voucher privatisation, Prague Stock Exchange listed in the 1990s a considerable number of
traded companies. In many cases, howevethhbeir liquidity and traded volumes remained low, and

the number of listed companies gradually decreased. The biggest volumes were tradedRPEh¢he

period between 2001 and 2008. Following the financial crisis, the stock exchange slumped intB@G09 w
downwards trend more or less persisting in subsequent years. The proportion of equity shares to bonds

in the total volume traded has fluctuated quite considerably over time due to various (maostly legislative

and technical) developments. Currentlyasés are clearly dominant. Accordingto thE®a Hnamy ! yy dzk
Report, the total volume of share trades reached CZK 142.6bn in 2018 while bonds trailed at CZK 9.3bn
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and trading in other products contributed tens to hundreds of millions of Czech crowns dcertipe
figures with the recorebreaking CZK.987n worth of trades in 2001). In addition to its main market, the
PSHaunched its START market in 2018. It is dedicated to smaller, innovative companies. Businesses

normally organise their IPOs through atgnvhile trading on the®?SHs possible

exclusively through

brokers who are members of the stock exchange. Banks are key mediators, witlanking brokers also

operating on the market.

The secondary stock exchange in the Czech Republic&y/Bivh, intended mainly for small and medium

sized investors. Compared to tRSEit is a considerably smaller stock exchange
of CZK 2.8bn in 2018 (and a pronounced dominance of equity shares).

, with a trading volume

In recent years, various crowdfunding platformsvéalso emerged. They enable businesses to obtain
funding from large numbers of small investors in return for either equity shares or bonds. While
crowdfunding remains rather negligible for the Czech economy in macroeconomic terms it can be an

essential ogon for some enterprises. Still seen as a rather novel approach, its
the future.

importance can grow in

Summing up, following the rocky 1990s and the boom of trading on the stock exchange in the noughties,
the whole environment settled down. It is now chaterised by legislative and regulatory stability on the
one hand and low liquidity on the other. However, there are also new financing options on the rise, aimed
especially at small and medium sized enterprises, such as START market or various cnogvdfundi

platforms.

1.3.3 Czech capital market and its current ecosystem

[ FLIAGEE YEFEN)L SG SO0z2aeaidSy Ay /180K

wSLldzof AO Y241 R

system, evaluated by World Bank to be highly baektric! During the time of preparation of teiReport,
the extensive part of the capital strength on the market is in hands of commercial banks as it is seen in

the table below.

TablelY { KI NBK2ft RSND& 9ljdAaide o6& LyRdzAaGNE {S3YSyld o6Hun
Segment CZK (bn) EUR (bn)
Commercial banks 553.5 216
Insurance industry 97.7 3.8
Pension funds 9.0 04
Credit unions 35 0.1
Investment firms 3.5 0.1
Management companies 3.3 0.1

! For detail please refer to the World Bank Report on https://www.mfcr.cz/assets/cs/media/Zprava-18917

02_CZCM-AssessmenReportFinal.pdf , p. 36

19



FINAL REPORT

Source: CNB ARAD data

The dominance of banks on the market is supported also by the amount of assets ltelg shigching

75% of the Czech financial markdtrom the perspective of the SMEs, banks are considered to be liquidity
providers. Currently, access to finance within the banking sector is not a significant issue for the businesses
generating profit. Asiwas assessed by the European Central Bank in the survey on access to finance of
enterprises (2018), 74% of the businesses applying for the loan or overdraft were successful in the Czech
Republic. Only 12% of the application were denied by banks, whicé ikird lowest rate in EX

Table2: Comparison of market capitalisation and commuoéal bank assets (2G8)

Assets (2018) CZK (bn) EUR (bn)
Commercial banks assets 7,281 283.9
PSE market capitalisation 1,047 40.8

Source: CNBRAD data, PSE Fact BA@2018

The importance of banks in enterprise financing within the Czech economy, as opposed to the capital
market, manifests for example in the fact that the market capitalisation offB&vas about CZK 1.0tn

at the end of 2018pr a mere 14 percent of the total assets of commercial banks in the country, which
amount to CZK 3tn.

On the supply side, there is generally a low interest among foreign investors in financing Czech SMEs as
such investments are considered too risky amglaziated with relatively high transaction costs in checking
Ad4addzSNEQ o6 O13INRdzyRad® hy G(GKS 20KSNJ KIyRXZ (KSNB
investorswhichare hindered mainly by the low quality of information provided by enterprises.

Therole of the capital market remains largely auxiliary in the Czech economy, even more so in the case of
SMEsghat generally prefer financing though bank loans and other sources with enough simplicity and
reduced demands interms & A & Of 2 & A y 3 orhadion L Awaredelsiof capital markets and their
potential benefits remains low, relegating them to the role of an alternative source of funding in specific
cases that render bank loans impractical.

1.3.4 Regulatory framework

Regulation and supervisiaf the Cech capital market idividedbetween Ministry of Financand Czech
National Bank. Ministry of Finanbeldsthe lead role in creating the legal framework for the Czeagbital
market, including the adoption of laws and regulations that transpose EU Diescand Regulations with
impact on the capital market. The CNB acts as the capital market regalad@upervisor. Besides the
supervisory rolethe CNBaims to support the development and transparency of the capital market,
enforce market discipline, pmote competitiveness of capital market service providers, prevent system
failures, support the issuing of securities, protect investors and clients, and encourage public trust in the
capital market.

2 For further analysis please refer to the World Bank report available on:
https://www.mfcr.cz/asgts/cs/media/Zprava_20110-02_CZCM-AssessmenReportFinal.pdf
3 Survey on the Access to Finance of Enterprises in the euro area (ECB)

20



FINAL REPORT

The regulatory frameworkpplicable to capital markeia Czech Republis in large extent influenced by
the EU regulatory environmentevising the existing pieces of regulation regulang is compliant with
the EU rules (no infringements against CR, no unlawful gold plating has been ideftifeettanspsition
of EU legal acts regarding capital markets is mostly covereficin256/2004 Coll.Capital Market
Undertakings ActCMUA) Recently theenormousamendment of &t transposing the MiFID* directive
was adoptedwith impacton the provision of inv&ment services, product governance of investment
products and changes in market structuréhe othedaws and regulations relevant for tiezectcapital
market are Bonds A& Business Corporation AgtAct on ManagementCompanies and Investment
Funds’, and Civil Codeln order to complywith the regulatorychangesmarket participants are imposed
with the additional requirementswhich may seem to bieappropriate to the current needs of the capital
market in the Czech RepulSlic

In April 2019, an amament to Capital Market Undertakings Acame into force. Among other things,

the amendment makes it easier for issuers, especially from among small and medium sized enterprises,
to enter the capital market. Another objective of the amendment is to simphif conditions for the
publishing and approving of prospectuses, which frequent issuers will find especially beneficial. The
amendment also shortens time limits for approvals by the relevant authorities for capital market
supervision.

Placing of the finacial instruments issued by SMEs may be conducted either by the investment firm
directly, or its distribution network investment intermediaries or tied agents. Investmémiermediary
isnon-MiFID provider of investment services providing investmenta@daind reception and transmission

of orders. The business and sales activity of the investment intermediaries, mainly focused on the retail
(nonprofessional) clients without proper knowledge and experience with high risk e$etliag, was
limited by reent regulatory changes, based on which they are allowed to market bonds only with a
prospectus.

Theregulatory environment related to the SMEs suppottbidarge extentinfluenced by theAction Plan

issued by the Eumean Commission within Capitalankets union Initiative. The Action Planis to be
completed by 2019 aims at provision of new sources of funding for SME businesses and reducing the cost
of raising the capitalGenerally, the CMU initiative is supported by both, MoF and CNB with special focus
for balancing the increase in SNSuances angrotection of retail investors

4 Directive2014/65/EUof The European Parliament and of the Council of 15 May 2dlIsharkets in financial
instrumentsand amending Directive 2002/92/EC and Directive 2011/61/EU

5 Act 190/2004 Coll., on bondBonds Act represents a civil laules applicable to bond issuance. A requirement
for authorisation of an issue by the supervisor has been deleted from the 1204 in order to increase the
issuing activity.

5 Act 90/2012 Coll., Business Corporation Act

7 Act 240/2013 CollAct on Management Companies and Investment Funds

8 Act 89/2012 Coll., Civil Code

9 Over the last few years, the market participants have d&leen required to comply with the requirements of EU
regulation EMIR, MAR, MiFID, Benchmark regulation, PRIIPs, SFTR, CSDR and other requirements adopted locally
such as central register of contracts, central evidence of accounts)
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Decrease of dependence on the bank financing and development of capital market financing of SMEs is
one of the main goals of MoF. The active approach of MoF is demonstrateddogonation of measures
supporting the development SMEs in National Strategy for the Development of the Capital Market in

the Czech Republic 2042023 Overview of all key measures presentedNistional Strategy for Capital
Market Developmenis preseted in subchapter 1.3.7.

1.3.5 Capital markets participants identification of target groups

Based on thescope of the Projeand discussions with MoF following target groupse defined for
the purposeof identifyingthe information andcommunication gapbetween target groups in the Czech
capital market

a) Issuers

b) Marketintermediariesds LY G SNYSRAF NARSa¢x a/ FLAGEE YFEN]L SO Ay
c) Investors

d) National Authorities

The overview of th&€zech capital market ecosystemd the relations betweedefinedtarget goupsis
outlined below

Figurel: Czech capital market ecosystem
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Issuersg entities seekingfor the financing of their operation

In the European Union, 99% of businesare small and medium sized compani¥sThe Euopean
Commission defirethe SME based on staff headcount, turnover and balance sheet total into the three
categories; micro, small and medium enterprises. The last one builds the border of SME with the limits
of (has to be less than) 250 employees andREBOm Turnover or EUR 43m.

Moreover, te definition of small and medium sized enterprises isvfgted invarious EU legal actgith
the impact on the capital markets andaqvision of investment services. For examp#=ID 1l art. 4 (13)
provides

Wmal and mediumsized enterprisesieans companies that had an average martapitalisationof less
than EURR0O0000000 on the basis of engkar quotes for the previous three calendar years

Prospectus regulatiog Art. 2 (f) includes within SMEs any of thddwling enterprises:

Wompanies, which, according to their last annual or consolidated accounts, meet at least two of the
following three criteria: an average number of employees during the financial year of le@5thamntotal
balance sheet not exceedift URI3000000 and an annual net turnover not exceeding EOBO000CW

In this Report, SMEs are defined in accordance with the categories of BERisadefinition is the most
detailedand provides the roonto differentiate between the various categos®f SMEand toconduct
the analysis in more detadk the information and communication gaps may differoss the SME sector

Market intermediaries

The entities acting asndntermediay on a link between issuers and investors tbrencing transaction

are on the Czech capital market represented by several types of entities, providing on one hand the
independent platform for connecting supply and demand, on the other harnidtermediation of
investmentsthroughthe different roles or involvements.

Local eosystem provides various possibilities for issuers to raise caf#taf.2017 there were67
investment firms authorized by the Czech National bank. The overview of intermediaries is stated in the
table below:

Table3: Overview @ intermediaries

Authorizedprovidersof investment servicescomposition Number of firms
Domesticbanks 13
Domestic Norbank investment firms 20
Branches of foreign banks 15
Branches of foreign Nothank Investment firms 19

10 As stated onhttp://ec.europa.eu/growth/smes/businesfriendly-environment/smedefinition_en
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Source:
https://www.cnb.cz/miranda2/export/sites/www.cnb.cz/en/supervision_financiaarket/aggregate information financial se
ctor/financial _market supervision_reports/download/fms 2017.pdf

The domestic bank intermediaries represent only 20% regarding the number of investment firms,
however the clients assets hellde amountof 76%. Theifjures support the outlined composition of the
Czech bankentric system and dominance of the banks also in the area of provision of investment services.

Besides the entities listed above, there are other entities performing the function of market intigairge
a) Investmentcrowdfunding platforms
b) Information portals
c) IPO market for SMEs

The impact of crowdfunding platforms is growing. The crowdfunding platforms estatblish Czech
Republicoperateon the different business models, mostgsed on rewards fanvestors, without any
securities providedior the purpose of thieport, the reward business model are not considered to be
relevant for the determination of target group @sdoesnot represent the either debt, equity or quasi
equity investment intdhe company.

The investmentrowdfunding platforms suitable for further analysis combine the crowdfunding principles
with the investment into the particular projects of SMEs through the debt instruments or convertible
debtsenabling the participation on glimited liability companyAs the investments into the projects are
actively marketed providing the information on the financial instruments and the conditions for their
acquisition, the required authaationunder the MiFID 1I/CMUA rules has to be ab&d from the Czech
National Bank.

On the other hand, there are the platforms on the markéfilling the role of information and advertising
field, not providing the investment serviceShe platformdirectly connects potential investors with
particularissuer based on the selection of investor. Later, the agreement is concluded directly between
the investor andhe issuer without involvement of the platform. The activity of the platferoperators

does not meet the characters of public offerthgrherefore, the authorisation of the regulator is not
required.

IPO market for SMESTART Markets amarketof the Prague Stock Exchange operating as a multilateral

trading facility The markets branded as a market for smaller innovative businegs#sa valuation of
0SUB6SSY e€m YA Khe plarkétallowsy A Y XN OAYA AW @S & (,008.POsf@@ T | 6 2 d
SMEs on the START market takes place for 20 minutes four times ¢EYERT DAY Ihe trading is

1 The conditions are determined pursuantaet. 34 Act 256/2004 CollCapital MarketUndertakings Act
2 For more information, seettps://www.pse.cz/en/trading/markets/starimarket/
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conducted in the form of auction once a mo#tlin the predetermined day$! To date, there areé
companies placed and more than 70 in the preparation process of entering the rfarket

Investors

The group of investors who commit their capital into the SMEs issuances is broad and basically differs in
acordance with the way and volume diie investment. There is no direct limitation by lawf the
investors however it is expected the investors are categorized based on their knowledge and experience
related to the particular financial instruments in orderbe able to assess the ri€k

For the purpose of thiReport, the attention is raised to the institutional investors, who are professional
market participants and may benefit from proposefommunication StrategyTo the group of
professional investorbelongsassetmanagement companies, investment funds, pension funds, eligible

to invest in the financial instruments issued by SMEs in considerable amount.

In the end of December 201&herewere 31 assetmanagement companies authorized operating on the
market!’. However, regarding the assets managed, more than half of the collective funds were
concentrated within the three largestssetmanagement companies in 2017, and even more than 80 %
market share was represented by seven largest players. As thermyeistargets may differ across the
GoAd LA F&@SNRE |yR avYl f fisdnewsraydreéanctndictedimcMded theA S & =
investors from both groups.

Figure2: Management companie$MC)market share in 2017
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SourceCNB Financial Market Supervision Report (2017)

131n 2018 (the first year of operation of START market) the trading days takes placertbelates as START DAYS.
From 2019, in order to increase the liquidity of the listed equities, the number of auctions increased to 12 times a
year.

¥ For more information seénttps://www.pse.cz/en/trading/markets/starfimarket/

B Interview with theSTART market Coordinator, January, 4, 2019

1 The client categorisation follows the rules stated in art-Zdhof CMUA. Qualified investors are defined in art.

272 of AMCIF

7 For details please refer to the Lists of registered institutions and marketesnéivailable on:
https://www.cnb.cz/en/supervision_financial_market/lists_registers/
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National authorities

The main Czech authorities either regulating or fostering local capital market andcamtas markets
literacyincludes:

Ministry of Financeis in charge of creating the legal framework for the Czeagital market MoF is
involved in adwve support of capital market financing by SMEs, involving the measures aimed at
encouraging SMEs to enter the capital market in its current National Strategy for Capital market
Development.

Ministry of Industry and Tradéhas leading role in the field ofrgmotion of small and mediumsized
companies. The ministry is involved in Business and Investment Promotion in the areas of Manufacturing
Industry and of Industrial Research and Development including the use of European funds.

Czechlinvesis the investmat and business development agency directed by MIT supporting its role
regarding activities covering the capital market financing towards SMEs. Czechlnvest focuses on providing
starting companies with mentoring, funded acceleration, and networking.

PragueStock Exchangis the largest organizer of the securities market in the Czech Republic, currently
operating also IPO market for SMESTART market. With regards to the promotion of capital markets to

the enterprises, PSE is an active player organizingshops and conferences, educating the CEOs and
CFOs across the Czech Republic in order to increase awareness of the financing by capital instruments and
promoting IPOs on the trading venues.

There are other national bodies and associations of entities aipey on the market related to the
activities of SMEs, however the potential of the actions held do not directly impact the activities of SMEs
or follow the goal of encouragement of SMEs on the capital market.

1.3.6 Capital market instruments

Capital market insuments can be divided intthree basic groups:) debt, (i) equity, where share of the
company is being transferreahd (iii) other types

For the purposes of communicating Capital Markets Literacy in the Czech Répolict the Project
author hagdefined three key capital market instruments, which also happen to bents representative
and currently three most debated capital marketinstruments in the Czech Republic. The three
instrumentswere alsoin the focus of theProjectQ a O 2 Y Y dzyiéitidde indtranyerdis atéollowing:

1 Corporate bonds

1 Share issues on the START market

1 Crowdfunding platforms and investment certificai@ther innovative/digital ways of obtaining
capita)

The following subchapters contain brief descriptions of the abgezified capital market instruments,
including their respective advantages, disadvantages and suitable usage scenarios. The same information
will also be used in thBrojecQd O2YYdzy A OF GA2Y @
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Because the capital market consists of tens of different instmtsher combinations of these should and

will be mentioned in the campaign. However, to keep the campaign as simple and understandable as
possible, such instruments will not be described in detail. Providing enough information and education in
this area wil be part of the responsibilities of intermediaries once approached by a company interested
in capital market financing.

Box1: Overview of Capital Market Instruments

Debt

9 Corporate bonds
T Mezzanine

Equity

9 Public placement (IPO)
9 Private sale

I Business angels

I Venture capital

i Private equity

Other innovative/digital ways of obtaining capital

9 5S0i ONERSRTdzy BNWS: o{SEDEGNE RAAIBUY S F

1 9ljdzAidie ONRBGRFdzyRAY3I 6SPId Cdzy REATFUHUIT Ly DS
f Rewards/donation® a8 SR ONR gRFdzy RAy3d o6SdaId | AGKAGDG

Corporate bonds

Corporate bonds are debt instruments issued by privatelcimy A Sa® | 062y R SadGlof A&
G2 NBIjdzSad GKS NBLIe&YSyid 2F (GKS 246SR IY2dzyid FyR
investor gains interest paid regularly or in the form of a discount realised upon repayment of the principal

at maturity. Bonds most often attract institutional investors, such as banks, insurance companies or
mutual funds, who purchase bonds for their fund portfolios which are offered in turn to their clients in

the form of units. Bonds can also be purchaseddtgirinvestors.

Advantages and disadvantages

Advantages include the possibility of raising more debt funds than in the case of a bank loan, the
elimination of regular repayments impacting cash flow and a fixed interest rate that eliminates the risk of
rate fluctuations. The provision of security is usually not required.
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Disadvantages include an increased administrative burden and costs associated with a bond issue and
reporting and notification obligations. At maturity or in the case of an early repaynieatissuer may
need to refinance the debt, something which carries associated market risks.

Instrument suitability

A standard corporate bond is suitable for companies that cannot rely on bank loans, either due to high
levels of existing debt, because thaxe considered too risky for banks, or because they lack the necessary
track record. Another reason to opt for a bond issue is to raise finance for an investment that will generate
revenue later rendering the issuer unlikely to be able to manage stanil@nét loan instalments. An
attractive business story can be an advantage for a bond issuer.

Share issues on the START market

START is a stock market dedicated to smaller, innovative companies looking to raise additional capital or
companies whose owners id to reduce their shareholding or sell it altogether. START operates under
the Prague Stock ExchandeSEE Trading on START is not continuous in the fashion of other stock
exchanges but takes place in the form of auctions orgatedates (START Day@ice the auction closes,

the issuer determines the final share price as well as the number of shares to be issued, the total capital
raised and the number of new shareholders.

Share subscriptions take place three to four times a year while the tradingtstanding shares takes
place once a month. The START market is designed for companies valued at betweery A f £ A2y (2
million.

! AKINB A&aadzS AyOfdzRSa GKS AaadzsSNRa LINBaSydal Gaz,
independent analyst, a prospectus that is subject to approval by the Czech National Bank, and the
subsequent releasing of annual repoas well as any information impacting the share price.

Advantages and disadvantages

The START market offers the opportunity to raise additional capital through the issuing and sale of new
shares in situations when the enterprise owner is not willing e & invest more of their own funds.

Investors in the shares obtain a shareholding in the issuing company and become involved in the

O2 YLI yeRINN 2yd@00Saad LG Aa Ay (GKS Ay@Sad2NBRQ AydS!
their knowledge, experience and contacts for the benefit of the enterprise.

On the downside, investors seek to compensate the higher degree of risk with higher returns on their
investments over the long term, making this form of financing quite expensive for thepeiserWith an

issue of additional stock, the existing owner or owners forfeit some of their control over the company and
a proportion of future profits.
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Instrument suitability

A public offering of stock is suitable as a way of raising additional cé&mitahterprises that wish to
expand rapidly while avoiding the burden of regular bank loan instalments. Investors in the stock become
Ay @2t @SR Ay ( Keédm sbotassS Skoilihe Snieeprisé facy difficulties, investors can also
be more flexble than creditors who seek to recover their loans. The sale of company stock can also be a
suitable solution for enterprise owners wishing to sell up or reduce their shareholding.

Crowdfunding platforms

Crowdfunding is a form of financing that relies arger numbers of small investors contributing towards

a target amount to be raised for the funding of a particular project. In the case of enterprise financing,
crowdfunding can assume the form of a loan, the sale of a shareholding in the company witoisve
accepting a greater risk and expecting greater returns, or a combination of the two (or investment
certificates in the case of crowdfunding platform Fundlift).

The process usually takes place online, on various crowdfunding platforms. The morea popslanclude

Cdzy Rt ATUO o6f2lyazr Ay@SaitdyYSyid OSNIAFAOIGSAaTI aAKIFNBK2:
(shareholdings). To initiate a crowdfunding project, it is necessary to determine the target amount
required for the realisation ahe intended project. Investors are usually refunded if the target amount is

not reached. Target amounts most often range in units of millions of crowns, with loan terms usually being

up to five years.

Advantages and disadvantages

Crowdfunding may make tmcing available to companies that lack the track record required by banks
(typically startups). For successful crowdfunding, an attractive project is more important than a proven
history. Crowdfunding also lets companies test the quality of their innonatnnovations unlikely to find
eventual customers will probably fail to attract enough investors or reach the target amount and the
project can be abandoned in good time.

Disadvantages of crowdfunding lie in the demanding naturprofect preparation ad campaigning to
promote theproject, high fees charged by crowdfunding platforms for their mediation services, and the
need to attract considerable numbers of investors.

Instrument suitability

Crowdfunding is a modern alternative to traditional sourcéfirancing, suitable for statip businesses,
and fastgrowing and innovative enterprises in general. It can also serve a secondary marketing purpose
and raise general awareness of an enterprise on the rise.

1.3.7 Key measures in support of enterprisesid capial markets literacy

Neither shares traded on the stock exchange nor bonds play a sufficiently important role in the financing
of enterprises, making SMEs overly dependent on funding via retained profits and banlBelans find
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key improvement measurgzroposed by Mofas stated in théNational Strategy for the Development of
the Capital Market in Czech Republic 2€A@23

Specific measures proposed
a) Itis necessary to raise awareness of the benefits of funding through the capital market, especially
amongfinancial managers of small and medium sized enterprises. A Sticeeymissioned by the
/| KF YOSNI 2F / 2YYSNDS 2F (GKS /1 SOK wSLldzotAd o1Y

Sized Businesses and W LX 28 SR ¢ NI RSNA 2F (GKS /1 SOK wSLJdzo

awareness of the capital market and its potential bétssimong company managers and financial
directors as well as among potential issuers. Potential issuers continue to prefer bank loans, even
in situations where using the capital market would make better economic sense. It is therefore
necessary to devise suitableCommunication Strategy help financial managers to learn how to
identify and utilise the most efficient ways of securing finance in line with current trends (such as
green and sustainable financing).

b) Itis also essential to improve conditioftg business angels in the Czech Republic. These investors
in earlystage startdzLJa OFy ©6S | &2dz2NDS 2F a0t SOSNJ I yR
extensive personal business experience and rich networks of contacts. In many countries, business
angds, or angel investors, rank as the second most important source of external funding fer early
stage startups, behind only funding from family and friends. Business angels play a significant role
by providing venture capital that often gets innovationgdaachnological advancements off the
ground. Planned activities in this area include:

i, /2tt80GA2y 2F RIGlI 2y odaAySaa Fy3staQ AyodsSal

ii. Analysing taxpayer registers in order to identify potential business angels;

iii. Analysing the demand side by pping startup founders and staftip entrepreneurs;

iv. Establishment of a national association of business angels that would become a member of
Business Angels Europe;

v. Implementation of a system of seaertification for business angels in the Czech Republic.

c) An investment crowdfunding platform Fundlift has been in operation in the Czech Republic since
2016. The platform seems to be quite successful. Its sphere of business is one of the topics to be
examined in detail, namely in terms of investor protectioht®N2 Y2 G4 S (G NXzad Ay GKS
market. Plans include an analysis of possible ways of ensuring further development of investment
crowdfunding in the Czech Republic, including the proposing of suitable measures.

d) The capital market options availakie limited liability companies just starting out are practically
limited to bonds, while joinstock companies are required to raise comparably high share capital
(CZK 2m). That is why introducing a simpler form of a-giotk company will be contempladeo
facilitate simplification of the whole process and reduce the share capital requirement. Similar
strategies have been put in place in Slovakia and Poland.

e) To attract foreign investors to the Czech capital market it is essential that enterpriseshpublis
information in English.

18Sourcenttp://amsp.cz/66-pruzkumamspcr-vyuzivanionline-technologitpro-podnikani2/

30


http://amsp.cz/66-pruzkum-amsp-cr-vyuzivani-online-technologii-pro-podnikani-2/

FINAL REPORT

f) Businesses listed on regulated markets are required to comply with the International Financial
Reporting Standard¢éor dFR$ ,0while they must also follow Czech accounting legislation for
domestic tax purposes. It would therefobe worth considering approximating Czech accounting
regulation to the IFRS and examining the possibilities of using the IFRS for income tax purposes.

g) To facilitate easy measuring and benchmarking of corporate governance, the development of a
corporate goernance scorecard has been contemplated. It would enable straightforward
comparisons between enterprises in the Czech Republic and other OECD countries while also
facilitating the monitoring of a range of indicators and their development over time.

h) Betterand simpler liquidity management requires a more developed money market where-short
GSNY RSoida YR O2YLI yASaQ NBOSAGIofSa I NB (NI RS
to banking products for solutions (e.g. revolving credit) even thougieths room for greater
development in factoring. In 2017, only 2 percent of the biggest factoring companies were non
banking entities. A more developed money market would reduce the costs oftanortliquidity
and could contribute to improved quality bfuidity management.

1.4 Methodologyusedfor the information and communication gaps analysis of the
Czech capital market and international Best Practices identification

The analytical basis for this Report were: literature review, published data sourceslBractivities on
capital markets across the Europe and international practices used to promote and communicate the
possibilities of the financing on the capital markets. To supplement-daskd research findings with
current market observation, the qutdiive research and quantitative interviews were conducted.

Deskbased research included:

a) Review of literature that focus on anailyg the financial literacy of SMEs in the European countries
and particularly in the Czech capital market ecosystem.

b) Overviav of the international practices applied in other relevant countries in order to encourage
the SMEs to use the capital markets instruments for financing instead of traditional bank financing.

For the analysis of financial literacy of SMEs data sourcesHuwopean Commission (EC) and World Bank
reports were utilized, together with a number of local surveys and reports produced by government and
other institutions. The sources used for the literature review are set out irtieex 1

For the selection of international practices relevant markets were assumed to be European countries
because European capital markets provide sufficient overview of different levels of development in these
markets in member states, diffent level of financial literacy of its participants and various initiatives
aiming at improvement of SME financial literacy. The research focuses on the countries with lower usage
of capital markets instruments by SMEs, the initiatives used for promaeficuch financing, analysis of

the tools used and their success rate.

Analysed papers describe the policies udggelow examples of policies used are listed

a) Workshops and seminars for the representatives of SMEs;
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b) Online tools providing general overview the financing and guidance on how to proceed the
financing through the capital markets;
c) Platforms gathering the both sides of the market, the investors and issuers.

Unfortunately, there is a difficulty to assess the rate of succession of these praasi¢the description

not always includes the current datkescribingthe situation and on the other hand, the conditions in
every country may differ. The analysis of practices is conducted from the point of relevance to the Czech
capital market and from th€ommunication Strategyoint of view.

In order to conduct the qualitative and quantitative research on Czech capital market related to SMEs, the
target groups of market participants were defined as follows:

a) Issuers seeking for fundimggsmall and mediunenterprises, classified according to the following
categories:

Table4: SME distribution

gg#"EPéggY STAFF HEADCOUNT TURNOVER BALANCE SHEET TOTAL
MEDIUM-SIZED <250 O G 50 O 0 43 m
SMALL <50 O a 10 O 0 10 m
MICRO <10 O G4 2 m O G 2 m

Sourcehttp://ec.europa.eu/growth/smes/businesfiendly-environment/smedefinition _en

All three types of categories of SMEs are comprised in the study with special focus on the medium
sized and small companies and staps with certain potential as a representatives of the micro
companies.

b) Market intermediary ¢ Professionals in theirfancial market taking part in placing issued
instruments on the market such as investment advisors-pank and bank debt & equity market
teams, private bankers, etc. The group of intermediaries covers also investmevdfunding
platforms, informationand advertising platforms aimed at promotion of issues and the IPO market
for SMEs operating within the Prague Stock Exchange.

c) Investorsg subjects who commit capital with the expectation of financial return. For the purpose
of the study, the target groupovers institutional investors, analysts and portfolio managers of large
asset managers in Czech Republic, in particular. The retail investors and assessment of the level of
their capital markets literacis not included in the study as it is subjectother initiatives

d) National authorities and bodie<Czech authorities either regulating or fostering local capital market
and significant association of entities connected to this market, the study namely covers Ministry
of Finance, Ministry of Industand Trade, Czech National Bank and Czechlnvest as the main bodies
influencing capital market financing of SMEs.

Qualitative interviews were conducted with the main public and private stakeholders from the Czech
capital market ecosystem (s€&égurel) with a purpose of identifying their perception of the Czech capital
market for SMEs, engagement of SMEs as issuers, SMEs motivations and possible barriers to enter the
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market and process relating to financing througie ifferent platforms. The interviews were aimed to
understand the framework conditions governing/supporting the capital market and suggestions for
improvements.

The interviews were held with the representatives of following stakeholders:

a) Market intermedaries including the investmesmrowdfunding platforms operating on the market;
b) Institutional Investors and portfolio managers;
c) Selected national authorities.

Quantitative questionnaire research was conducted with applied to the private stakeholders feom th
Czech capital market ecosystem. The purpose of the questionnaires is to identify the information and
communication barriers in financing on the capital markets on the side of SMEs, the level of their
preparation and motivation to enter the capital markahd to provide the overview of interest of
institutional investors to invest in the instruments issued by SMEs.

The guestionnaires were differentiated for the following group of stakeholders:

a) Small and medium enterprises
b) Market intermediaries includindhe crowdfunding platforms operating on the market
c) Institutional Investors and portfolio managers;

Approach used in individual questionnaires for each group is further described below:

a) The SME guestionnaireésquires on the knowledge and previous experiemgth capital market
instruments regarding equity, bonds and quagquity financing®, motivation of the entities to
enter the market as an issuer and obstacles in the process they see. Questions in the questionnaire
vary based on the fact, if SME was ergghin the financing on the capital markets previously or
not. The sample of SMEs approached was selected from the client database of EY, START and from
the clients of market intermediaries we have interviewed in order to cover all of the groups of SMEs
defined in theTable4. Questionnaires were addressed only to SMEs operating on the Czech capital
market with local ownership. The inquired questions are outline@lrinex 3

b) The market intermediarie® 1j dzS & (i folbw thé AnN &entify the view on the current
market conditions, the sufficiennumber of issuances eligible to attract the investors, the
motivation of the SMEs and obstacles to use the services of the intermediary and the marketing
strategies addressed to potential issuers by the intermediary. The selection of intermediaries covers
bank and norbank institutions, investment crowdfunding platforms, the IPO market for SMEs and
information and advertising platforms for promotion of SM&uers. The questionnaire is
standardized for all the selected intermediaries. The overview of questions is attachedéx 4

c) ¢KS Ay@Sai2 Nawere ipqlatkd vith tReypyrposeNddentify their interest imdincial
instruments issued by SMEs, motivation to invest into these instruments and obstacles which
hinder them from investing. The standardized set of questions is outlinAdrex 4 The groupof
interviewed institutiond investors consists of the main management and pension companies
operating on the Czech capital market as a part of international holdings/groups together with the
representative of local institutional investor.

9 These instruments were defined for the purpose of SME questionnaires.
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2 Information and communication gaps of theCzeclcapital market

Following chapteis dealing withthe analysisof the information and communication gad identified
target groupsof the Czech capital marketcosystemAll analysis and researchés this chapterwere
conductedin the period closel preceding submission of preliminary report in the beginning of 2018 with
the then most upto-date data available.

2.1 Potential barriers and communication gaps identified at SMEs in the Czech
Republic and comparison with its European peers

There are large aps between individual members of European Union given in particular by historical

political distribution of Europe on East and West, as well as by sooner/laterimgterthe European

Union. When compared to EU average Czech capital marked swdllsignificance. Czech capital market

might be considered as one of the leading countries along with Poland if relatedsieraEuropean
countries(based on the chart below)

Figure3: Local stock exchange market capitsditionto GDP in EURbn for 2017

140% -

120% -

100%
80% -

60% -
Peermedian

40%
20% ~

SourceMarket capitdisation data available orhttps://www.ceicdata.com Eurostat Database

Focusing more closely only on SMEs, capital market instrument®apaced among favourite sources

of funding. Capital market instruments are considered rather alternative sources of finance (as presented

in the next chapter), Wich is the problem in the whole Europe and also a reason, why European

I 2YYA&aAz2y F2a0SNBR INRBgGK 2F fOGSNYIFIGABS FAYFYyOAY
the Capital Market UniorThe am is tobreak downthe information barriers tlat stand between SMEs
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and prospective investors and lendersake listing cheaper for SMEs, broaden portfolio of possible
sources of financing and to raise number of IPOs in ELfbpe.

According to results of different statistics presented below, the SMHEsei Czech Republic are among
the least active on capital markets in comparisonhe selected countriesThe composition of the most
preferable type of external financing by SMEs is presented b&litv SMEs in the Czech Republic
preferring financing g=ecially through bank loans and loans from other sources (trade credits, loans from
related companies, etc.), while being extremely reluctant to let equity investors into their companies in
comparison to other countries.

Figure4: The most preferable type of external financing by SMEs

100% -
90% +
80% +
70% +
60% +
50% +
40% -
30% +
20% ~
10% -

m bank loan mloan from other sources 1 equity investment other + n/a

SourceEuropean Commission, Safe report
In the next figure, results of survey conducted by European Investment Bank regarding preferred source
of external finance to be used in next three years by SMEprasented Czech SMEs are willj to use
predominantly bank loaroverdraftor leasing as a source of financing in 92% cases, while only 0.28% of
respondents plan to issue new equity and 0% of respondents plan to issue bonds (compare with results
of EU countries on average with 0.44%ssue bonds and 1.03% to issue new equity).

20 hitps://ec.europa.eulinfo/sites/info/files/factsheetcmu-mid-term-reviewjune2017 en.pdf
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Figure5: The type of external finance source SMEs would like to use comparatively more of in the next
three years

100% -
90% - I I
80% - ] | I L] I I I I I
70% - | I
60% -
50% -
40% A
30% -
20% -
10% A
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~ Q@Q Q’\}\Qo Q< Qo«:& & 9 ’ <‘~°\> Q)(,}% \(@«\ c}o\\ Qp@ \2\\}0 o0 (9‘2’60 & NP oooo
& e $e'> N
(J’\/
m Bank loan and overdraft Bond issuance Newly issued equity

B Leasing or hire purchase ® Factoring/invoice discounting Other

SourceEIBIS Database, 2017 data

Note: Data for Serbia is not available
In thefigure below, SMEgperception of relevance of debt securii®r equity as a source of financiisg
presented.Based on this statistic, it &idencedhat SMEs in the Czech Republic ranked below EU
average, since only. 1% of the respondents used or consider to use debt securities as a source of
finance and onlY2% of them use or consider to usequity capital.

Figure6: Are the following sources of financing relevant to the company? / Have responding SME
used them in the past or considered using them in the future?

50% 1
45% A
40% A
35% A
30% A
25% A
20% A
15%:
10% A

5% A
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W © 5\6\ R é\’b AN §o @ Q@% g é& & < Q\o@ © <0 S 5\04 Q)\,\"o ‘QQgIQ Qoé Q&o
< . A aye .
s Already used or considering use of debt securities as a source of finagice

m Already used or considering use of Equity capital as a source of finance

SourceEurgpean Commission, Safe report
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2.1.1 Viewof the key stakeholder authorities on low utifiation of capital markets as a source of
funding by SMEs

According to CzedWoF, key reason for avoiding capital market by SMEs is in particulamtaveness of

local entrepreneurs of possibilities of financing through capital market instruments. Another reason

stated by MoF ithe current phasegrowingof economic cycle and excess of bank liquidity along with low
interestrates Most of the companig simply do not need external sources of financing ag &éne able

to finance themselves through retained earnings, or it isydas them to borrow money at banks. In
FRRAGAZ2YS Ay@SadaySyid FOGA@AGe 2F O2YLIF yASa Aa &dzL

MoF sees thaolution especially in:
a) Making alternative sources of finance through capital markets more attractive for the companies;
b) Systematically raising awareness of possibilities and benefits of diversifying of sources offinance.

European Commissiolists someA Y F2 N¥Y I GA 2y oF NNASNAER a (G4KS -1S& NB
development related to SMEs

a) Lack of financial knowledge by SMEs;

b) Lack of recognized sources of business finance advice for SMEs;

c) Lack of skills of SMEs to adequately present their fundasg to equity investors and venture
capital firms;

d) Lack of standardised, verifiable and accessible financial information about SMEs representing a
significant barrier for alternative finance providers to invest into SMES;

e) ! yoAftAyaAySaa rinationyublc&nd {odenriti® costy of disclosure requirements;

f)  Unwillingness to spare convenience, time and effort during finance seeking process.

There is a couple of proposed solutions to these problems stated in Commission Staff Working document
¢ Addressing Information barriers in the SME Funding Market in the context of the Capital Market Union.
Taking these measures should widen funding mix of small businesses:

a) Broadening awareness about financing sources for diverse business needs and developing of
financial skills of the entrepreneurs, raising activity of advisors complementing SMEs with
monitoring and advice, better feedback providing from the side of banks on declined credit
applications;

b) Providing other market participants and alternative furgliproviders with data of banks about
their SME clients giving them possibility to assess creditworthiness of SMEs and better decide about
investment;

2 Following theNational Strategy for the Development of the Capital Market in Czech RepublicZ2®
2Cc2ft t 2 6 A yCbmmigsiSn Seaverking document, Addressing Information barriers in the SME Funding
Market
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c) Building trust and confidence to alternative finance sector among -sfast and SMEs by
introducing accreifation system for alternative finance providets.

There are also couple apecificrecommendations regarding SMEs and potential issuers in the World
Bank reportg Capital Market AssessmehmMarket Development Options for Czech Repuffilisuch as:

a) Mitigation / increasing limit for issancesabove EUR 1m for the abbreviated prospectus disclosure
approach making the market more open to loweaniddle tier issuers;

b) Identifying potential issuers and discussing with them to understand their perceptions of the
securities market and the obstacles in their usage;

c) Educating issuers about the benefits of raising capital and listing by creating a program of
workshops and training materials, in order to increase their knowledge of the process;

d) Supporting a select nuber of target issuers during offerings. It could include-oneone trainings
in corporate finance, investor relations (before, during and after offerings), governance,
compliance, legal aspects, and so forth.

2.1.2 Results of the questionnaire survey conducted SMEs

Based on the information stated in the previous chapters, including different findings about European and
Czech capital market, opinions and recommendations, a questionnaire survey was conducted on Czech
SMEsThis survey focuses on the assessm2rf {a9aQ (y2¢fSR3IS 2F OFLAGLI
funding, reasoning for preference of naapital market instruments and obstacles hindering local
businesses to use these instruments. An onldased questionnaire toa SurveyGizm@dwas used for

purpose of data collection due to its flexibility of logic conditions, visual appearance and overall simplicity.

For list of questions please séanex 3

Anapproximatel31 n 2 F { a9aQ ¢S NB310BO¢/GROSahSrRENagehentnedbérs &
filled the questionnaire and provided with their responses for their company.

Summary of key findings

Czech SMEs have rather low knowledge about the basic capital market instruments. Majority of
respondents have not used capitabriet instruments as a source of financing and identify usage of own
sources or bank financing as a key reason for not using capital markets instruments. Limited knowledge
regarding these instruments and lack of proper guidance is prevalent between thendents.

Bank financing is dominant source of financing for respondents because of the simplicity, lower costs and
lower disclosure obligation of bank financing compared to financing on capital markets.

BC2tt 20 A yCbmmissidn Seaff \Waiking documenAddressing Information barriers in the SME Funding

Market

#Cc2ff26Ay3a GKS NBLER2NIY 22NIRFNJIBI>ES5EQSEIRAGINVSydl RLBA 2y &4 S
250nline questionnaire available:dtttps://www.surveygizmo.com/s3/4746795/CapitdMarket-Literacy
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Higher flexibility in comparison with bank financiigy something that respondents see as a huge
advantage, as well as good marketing as a potential accompaniment when offering the issues to public.

SMEs would use web platform for obtaining the basic information but then would prefer personal contact
and piofessional advice when looking for specific information about important issues of financing.

In the figure below the distribution of SMEs categories is sh@&®@sponses were obtained from various
types and sizes of businesses.

Figure7: Respondents distribution based on size of business

Medium-sized
businesses
Small businesses
26%
= Micro businesses

29%

Source: EY Survey

In the next part of the questionnaire, respondents were asked to describe their knowledge of three most
common financing instruments on the Czech capital market: Bonds / debt securities, shdrgaasi
capital instruments (convertible investment certificates). Responsespegsentedin the next three
figures.

Figure8: Knowledge of respondents regarding debt securitiesonds

13% 16% Have knowledge and
have already used it

Have some knowledge
and know how it works

= Know this instrument,
but have only general
information

42%
Do not have any
knowledge

Source: EY Survey
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Figure9: Knowedge regarding sale of equity participation in the company, such as ownership of
shares

Have knowledge and
13% have already used it

Have some knowledge
and know how it works

m Know this instrument,
but have only general
information

35% Do not have any
knowledge

= No response

Source: EY Survey

Figurel10: Knowledge regarding quasiapital instruments, such as convertible investment certificates

Have knowledge and
have already used it
16% Y

Have some knowledge
and know how it works

= Know this instrument,
but have only general
information
Do not have any
knowledge

= No response

45%

Source: EY Survey

According to figures above, Che8MEs have rather low knowledge about the basic capital market
instruments. Debt securitieondg are the most known among the respondents and also apparently
most used in comparison with the other instruments, sin8&%of respondents admit certain kwtedge
about these instruments and 16% have already used it as a source of finaDoitige other hand, there

iS no experience with quasapital instruments.

In the figure below, there is a distribution of respondents into those having already usedlcapitket
instruments as a source of financing and those without such experience.

40



FINAL REPORT

Figurell: Respondents having already used capital market instruments

19%
Yes = No

81%

Source: EY Survey

81% percent of respondents have not used capital market instruments@seesof financing. In the next
guestion, the same B% of respondents were asked about the reasons/limitations, hindering them to use
capital market instruments. Their ansveare captured below.

Figurel2: Reasons or limitationsihdering respondents to use capital market instruments as a source
of financing

35%
13% 0 0
10% 10% 6% 6% 6% 6%
Getting by with Do not High costs  Not mature for Did not know Do not trust this Do not know Do not want to
own/intra-group  understand this yet about these option of how to obtain reveal publicly
sources/bank these instruments financing this financing our information
financing instruments

Source: EY Survey
¢CKS YI22NAGe 2F NBalLRyRSyila ARSyGAFTe GKS a3SaaAy3
for not using the instruments. In addition, from the data obtaldrieis clear that respondents mostly have
only limited knowledge regarding these instruments and they lack proper guidance. The same part of
respondents was also asked to identify primary source of funding for their company.
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Figurel3: Primary source of funding for respondents not using capital market instruments

Bank financing

21%

= Financing by
friends/family

Intra-group financing

54%

Own sources

Source: EY Survey

Bank financing is dominant source of financing for Czech SMEs according to this survey. This information
confirms many other surveys conducted in this matter and atsdfirms general expectations. Forete

reasons, respondents were asked what they see as a main benefit related to bank financing in the next
guestion. Their answers are captured in the next figure.

Figurel4: Benefits of bank fiancing according to respondents

23%
10% 10%
6% 6% 6% 6% 6%
Simplicity Low cost  Sharing of less Swiftness  Clarity of rules ~ Trust and Low Full control of
information and seriousness administrative ~ company
transparency burden

Source: EY Survey

Based on the responses visualized above, simplicity along with low cost and low disclosure obligation
YFEGGSNI 0KS Y2ald FT2N 0KS {a9ad CNRY (KS FY2dzyid 27
0NF yaLINByiOza 2 ' YR aSNA2dzaySaae 2yS 02dZd R RSNAGS
extremely reliable source of information before stepping into the unknown environment of capital
market.

In the next question respondents were asked where they wouldck gee information if considering
financing through capital market instruments.
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Figurel5: Sources of information if considering financing through capital market instruments

32%
26%

13% 13%

At bank/economic/legal At the platform/stock  In media/books/specializedt the colleagues within the
advisors exchange internet sources company

Source: EY Survey
SMEs would use platform for obtaining the basformation and then would prefer personal contact and
professional advice when searching for spedifiormationabout important issues of financing.

Another question that was raised during the survey is discovering answers on what would make
respondents to us capital market instruments as a source of financing, what benefits would such act have
to bring to them.

Figurel6: Potential benefits making respondents use capital market instruments as a source of
financing

26% 23% 23%
13%
6%
Diversification of Higher flexibility in New marketing Economic benefits Other
my sources of comparison with "stream”
financing bank financing

Source: EY Survey
Surprisingly, eonomic benefits are not key reason for the respondents to enter capital market with own
issues. On the other handijversification of sources of financing leigher flexibility in comparison with
bank financing is something that respondents see as a hdgentage, as well asnew way of marketing
as a potential accompaniment when offering the issues to public.

In the last question, respondents were asked what type of financing through capital market instruments,
if any, they currently find appealing. Maijty of respondents finds bond issuance or IPO on START market
as the most appealingiikely as these two are the most marketed in the media).
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Figurel7: Considered/appealing types of financing through capital market eventuallysidered by
respondents

29%

16%
10%
3%
Bond issuance Stock issuance (START) Sale of company's share to Not sure
particular person/group

Source: EY Survey

2.2 Potential barriers and communication gaps perceived loyestment
Intermediaries

For the purpose to assess perception of market intermediaries about SMESs activity on the capital markets
in the role of issuers and about SMEs mation and obstacles to seek funding on capital market the
interviews were held and questionnaires were completed by market intermediarfesquestionnaires

were sharedwith following intermediaries:

a) Conseq debt capital market

b) Dluhopisy.cz online band market

c) Fundlift- investment- Crowdfunding platforms
d) 2 { hqgdebt capital market team

e) STARTIPO market for SMEs

The section below describes key findings friimese interviews and questionnaires. For the list of
guestions please refer thnnex 4

Further, the section provides an overview of perceived advantages and disadvanpegesived by
intermediariesof the particularservices provided by thepoutlines the communication means used for
promotion of their servicesnd the perceivedinterest of the SMEto enter the market.

2.2.1 Summary of key findings

a) Information gaps
The supply and demand on the market is considered to be suffibigtite intermediaries.

There is wide range of instruments availabfler the SMEswhich ©uld be usedfor financing and
satisfactory demandbor instruments issued by SMEs on capital markets the side of investors.

44



FINAL REPORT

One of the reasons for preferring the bank financing instead of financing on capital markets is low
understanding of the valuthat SMEs may gain for the company.

Gonservative approach and weak awareness of SMEs as the understanding of possibilities of financing on
the capital marketsire the reasons for the lower activity on capital markets.

Medium sized SMEs are more aware abpassibilities of financing on capital markets however this
awareness is transformed into real transactiamdy in very few cases.

Most of the SMEs seeking for alternative ways of financing are solving specific problems which are not
bankable for commerai banks like higher debt leverages, complex structures of financing or possibility
to use unsecured bond financing. The independence on bank and no gledgarity requirement are
perceived as main benefits for SMBetween most mentioned advantagesr flinancing on capital
markets are the possibility to increase public awareness of the company and PR. On thbaottier
compared to bank financing, the disadvantages of financing on capital markets could bring higher
administration burdens, higher costsid more reportingequirementto investors.

Based on the discussions, it is evident that intermediaries would appreciate access to the register of bank
and nonbank debtors in order to be able to better assess the credibility of issuers. Creation of an
independent rating agency for SMEs founded or supported by state might be a solution as well.

b) Communication gaps
The marketing strategies on how to attrgmitential issuer®f interviewed intermediaries differ.

Themajority of intermediaries currently prefepassive strateginstead of active communication towards
potential issuersHowever, there are exceptions when the intermediary is involved in active reach out to
selected enterprises or promoting the platforms on the conferences. Information abouttderiediary

or their particular platform are for potential issuers available on their websites, social media or the
newspapers.

In order to improve the capital market activity and attréaguers the group of intermediaries propose to
conduct education 0BMEs under the auspices of state and a stronger involvement of state in order to set
out stable regulatory environment to ensure issuers the conditions will not change throughout the life of
investment.

It is worth to mention, that intermediaries perceitlee current regulatory environment as too restricting
with regards to the prospectus limit, condition for entering the market and the room the regulation
provides for public offering and active addressing the potential investors

2.2.2 Market intermediaries Feedbackfrom questionnairesand interviews

Investment intermediaries assess supply and demand regarding the financial instruments issued by SMEs
in the Czech Republic as sufficielmgquiring market intermediaries on their perception of the current
situation on the capital markets they generally assess the situatiosudscient to the size of Czech
economyand comparableo the market in thewestern countries of Europeamidn. From the point of
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view of market intermediarieshe SMEs has access to the widege of financial instruments, which may

be used to finance their activities and the liquidity on the side of investors is deemed as adequate and
satisfactory. On the other hanthe limitation to the supply and demand is caused by the higher risk and
higher costf financing on capital markets compared to bank financing

The representatives of bariktermediariesindicate thatthe administration costrelated to the public
offering may be higherhereforethey would not recommend sudhansactionto their clients and would
incline to issue debt securities through the rpublic offering.

Lower activity on the capital markets is influenced by conservative approach and weak awareness of
SMEs. All interviewed market intermediaries confirmed that the enisgs have very weak awareness

of capital market financingl'he representatives of netank intermediarieperceiveasthe main reason

for preferring the bank financingpstead of financing on capital markdtav understandingf the value

that SMEsnay @in for the companyMarket intermediaries have declade¢hat the awareness increases

with the size of the company, however in the most cases companies are aware of the type of financial
instruments, or the possibility to issue bonkst not aboutthe proessesf these transactionsThisis
perceived as a main reason why the awarenesmistransformed into the experience on the capital
markets. Very few SMEs are able to assess added value of financing on the capital markets to their
business.

The main baefits of capital market financing is the independence on the Isaarkd promotion of the
businessDiscissing the benefitsvhich SMEs may seia financing on the capital market®mparing to
bank financing market intermediaries have mentioned the flexityil and independent view on the
issuance,especially when the SMEs requires the solution which cannot be provided by the bank
Moreover, SMEs may be attracted, when issudept securities oequity, by no pledge requireentin
contrast withbank financingAnother benefit isthe marketing and promotion the public offering may
provide to the companyin particular when the company is at the beginning of its business and it is
necessary to increase its public awareness or the client bBased on the view fothe nonbank
intermediaries, the SMEweattracted by fastraising of fundsnd diversification of the creditor base. The
IPO markefor SMEsdndicates alsdhe benefit of the market valuation of the company and increase in
the credibility of the compayin perception of suppliers and clients.

The SMEs are discouraged from capital market financing by higher administration and related costs and
transparency requirementdVhen inquiring on the disadvantages of capital market financing comparing
to bank firancing, the intermediaries observe as the crucial disadvanthge more demanding
administration related to the process of financing, higkatry fees and for the debt securitiedferings
higher cost of financing related to thaterest paid to the invesrs. Another issughe intermediaries
perceive agliscouragingor SMEs from capital market financigthe reportingrequirement trat SMEs
shouldfollow regardingthe disclosures on business plans, orgatioral structure,expected cash flows

or expeced future expansion on the markeiThe negative aspect mentionday the intermediaries
operating as a crowdfunding platforim also reliance on the capital market. SMEs do not have assurance
on the full placement and the time franw the issuanceMoreove, when issuing the delsiecuritiesjt

is more complicated to change the conditions of finanaongsidering early repayment @hanges in
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collateral as they have to be traiosmed irto the changeof issuanceconditions approved by the
securities owners.

Besides the weak awareness of the possibilities of financing on the capital market, the discussion with
intermediaries identified other obstacles preventing SMEs from entering the capital marketdhn
intermediaries highlight thattempts to wrap the quity financing into the debts in order twverleverage

the balance sheebf SMEs, ended up as an unsuccessful issubdmeover, in many cases, SMEs expect

the conditions and costo be the same or at least comparable to bank loaAs. mentioned by bank
intermediaries for SMESt may seem tocommitting to accet the covenants related to bond issuance
especially the limitation on debt&rom the point of view of the representatives of IPO market for SMEs,
the reason the SMEs do not enter the capital k&trisalso connected tdéhe negative past experiences

with capital markets of the current generation of top management of the companies.

Most of the interviewed intermediaries are passive in their marketing stratelyif@rmationis available

on their websites.When inquiring the intermediarieshe questions aimed also on theommunication
Strategythey conduct in order to attract investor3.he answers vary as every intermediary follows
different marketing strategyhowever most of the intermediariesirently prefer passive strategy waiting

for the issuers to contact them for support. Other from the interviewed intermediaries are involved in
active reach out to selected enterprises or promoting the platform on the conferences. Information about
the intermediary (particular platform) are for potential issuers available on their websites, social media
or the newspapers. The most active in the own prdiois the IPO market for SMEs, howexeamnaining
intermediaries indicateheir ambition for activeComnunication Strategyn the future.

Intermediaries agree on the importance of raising awareness of SMtesmediariesagree on the
importance on the raising awareneasd educatiorof the capital markets financing anddvantages it
may bringfor the SMEs Suggested idea is to condugular presentation of the successful projects
financedon the capital marketstressing out the advantagesd value added for the particular SMEs it
has. Norbank intermediaries point oub the importanceof the START markén the campaigras it may
be considered as an independent entity unaffected by negative past experjendgénistry of Finance
which may provide SMEs with the recommendation to consider alternative means of finanttiedpamk
loans.

Stronger involvment ofthe statein development otapital market iseekedby intermediariesTheneed

for stronger involvement of the state is confirmed by intermediaries inrdgponsego the question on

their view of state support of capital market3he intermedaries indicate the importance of the stable
legislative environment to ensure the issuers that the current regulatory set up will raohatically
change in the future, especially in the area of taxatids.an incentive that may attract issuers to come
to the capital market, contribution for SMEs to enter the IPO market or contribution on the prospectus
preparation isseeked

When inquiring on the measurdsow to improve the current situation on the capital market, the
intermediariesrefer back to the stag involvement As additional actions they would appreciatecess to
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the registerof bank and norbankdebtorsor independent rating agency for SMigsinded or supported
by statewhich would help to assess the credibility of issuers.

2.2.3 Additional findings

Distinguishedow interestof media to promote the capital market financing. Historically, Prague Stock
Exchange is pronounced promoter of the financing through the capital market. It has been involved in
numerous workshops and seminars held across the e/Raech Republiand regularly cooperatesith

the mediato advocate the Czech capital market through the newspapers, broadcasting or press releases.
From the discussions held it appears, the intermsd levelof understandingof the journalists is weak,
pretending from the relevant and essential information to the market participants.

The intermediaries agreen weak awareness ofapital marketson the side ofretail investors.When
supporting the financing of SMEs on the capital markets, the importahceeper education ofetail
investors should be also taken into consideration. In particular, the understanding of differences between
the particular types of financial instruments in order to be able to assess the risk and inflaticanchte
advantage®f concrete investment in the time perspective (letggm vs.mid-term investments)

The regulatory environment is considered to testricting factor for capital market SMEs financing.
Intermediaries especially nonbanikerceive the regulatory environnmé to be strict both on the side of

rules applicable and the supervising activity of CNB. Regarding rules the following limitations have been
identified:

There areimits determining the obligation of issuing prospectdbe discretion Czech Republic appli
with regards to the limit of the volume gfublic offeringswithout prospectus(1 million EUR), from the
view ofthe non-bank intermediaries, maleghe blind spot on the market as the issuances amangto
25-120million CZK are too costly compalrto the proceedsraised Suggested option is to set the limit
higher, as it is in other European countries, preferable amount is 5 million EUR.

On the other hand,he bank intermediaries suggestreasngthe limit of addressed investors in private
offeringsfrom the maximum of 149 investoia order to diversify the creditor bas@édministrative costs
related tosmaller debt offerings gbublic offerings are enormous to recommend such issuatcéseir
clients.

Overregulation in the area ofvestor protecton. The recent changes in regulation related to MiFID I
transposition into the local acteadto increasel level ofthe investor protectionand tighteningof the
rules for provision of the investmeitdvice which hinderinvestment firms from activeffering of SME
instruments.

Investment firms arenot authorized to provide such advicandit is considered too risky to recommend
the financial instruments of SMEs to thetail investorsdue tolimited analysis they may perform.
However,without explicitrecommendation it is hard to attract the investors to the SME instrument, as
the investor is not aware of the issuer.

The similar situation is with IPO market for SME, acting as an independent platfioichcannot provide

the recommendation for listedhares.
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Absence ofax incentivedor the investorsCurrently, Czech regulatory environment does not provide tax
benefits for investors investing into bonds and equity instruments, however this approach is common in
other European countries (UK, GermahylNB f hsyaRa§to encourage investors to balance the higher

risk related to the bonds and shares issued by SME. Similar approach adopted by Czech government would
be appreciated in order to support the Czech SMEs.

2.3 Potential barriers and communicatiogaps perceived bynvestors

Investors are the subjects who commit the capital with expectation of financial returns.

For the purposeof asseswig the barriersof investorsprecludingwider investments in capital market
Ay &l NYzY Sy G & ,theinterdiEwR wededheldf anddy@estionnaires were completedhisgitutional
investors. The questionnaires were shared with followmgstos:

a) 2{h. 1aasSitd alyl3SYSyiGz | odadr AyPSAaGA6YyN alLl2f Sdy
b) DSYSNI fA Ly@SadySyda /993 Ay@SaliAdyN aLRtS6y2al
c) Conseq Investment Management, a.s.

d 'fftAlLyl L22A0U0U20ylI S | ®oad

The section below describes key findings from these interviews and questionnaires. Fist the
guestions please refer thnnex 4

2.3.1 Summary of key findings

Generally, the approach of investors differs basedtmnfact f the investoris part ofthe international
group/holding, orthe local investor with indepndentinvestment strategy

The interest of investors belonging to the international gromgnvesting in SMEs issuancissather low

and investments are rather sporaditue the internal risk approach standardgplicable as they are
evaluated to beoo riskyfor the investment The reason is the low sipé bondissuance of SMEsThere

are incomparably higher costthe investors have to incur regarding the analysis of the new issuer
considering the minimal ticket for investmeni&dditionally,investmen into equitiesissued on START
marketare congilerednot to be aifficiently liquid

On the other hand, the latter group of investasamore activein such financial instrument@vesting in
both SMEs bond issuances and equities.

As the main obstacle hilering the investors from investing in capital markets instrumetiis weak
quality of disclosing data by SMEsas identified Current transparency provided isot satisfactory
regardingregularity and details, especiatly the extent ofthe expected deelopment of the company.

In order to increase the level of investmenthe whole group of interviewed investors perceive the
importance of improvement in transparency of the accounting data and the asghoimal and capital
structures of the companiesvioreover, the investor would appreciate the enhanced liquidity of the
instruments and unified rules for rating the companies covered by independent association/body.
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2.3.2 Investor<Ieedbackson questionnaires

Investments in bonds or equities issued by SMEspogadic. Based oanalysinghe current status of
investing of institutional investors into the finalal instruments issued by SMEs, a&hd type of the
instruments, there is a conclusion thatvestment activity regarding SMEs is very low in case of
institutional investors which are part of theternational holding/groupThe local institutional investor is

active in investing into the own issuances of SMEs and supports the companies through the investments
on equity markets.On the contraryfor localinvestorsit is hard to reach th&MEs bondafferingsled by
oly1Qa RSold I yR @fF indedintefitsasYHeyNflediéntly pl&e ¥iémwithin their
distribution network

Analyss of low sizedbond issuances of SMEs not considered to be cosfffective for institutional
investors.When discussing the reasons for the lower activity #relmatters hindering investors from
investing into tlese instruments, the respondents agre&sat one of the main reason®garding bonds

are very low sizes of isances andhigh cost incurred in relation to analysisthe company. Most of the
SMEs are missing rating and investors have to put a lot of effort in order to analyse and monitor the
investment The enterprises are not transparent enough and the accogntiata and data on the
company structure are not available to investongich makes the investmentskier.

Currently most of the SMEs issuan@sountsfor approximatelyl.5 % or 2% of the total portfolio
managed. SME issuances are less ligwién compared to other instruments in the portfolio and it is
more challengingto set their value also for the accounting purposes. As the investmeimvektors
belonging to the international holdings/groupsve to be agreed not just internally, but on the group
level inclusion of such investments is hard to push.

Equities issued by SMEs are not considered to be sufficiently llmuithe investors For equity
instruments, the situation is similas in the case of bondkocal SME companies are not quoted o t
market and their sharedo not provide sufficient liquidityQuoteson the START market is from the view
of investors which are part of international holdings/groupsot considered sufficient as they need
regular valuation of the instruments. The gtion is different for local institutional investor, who is
actively involved in START marketd supports the development of Czech capital market.

SMEs provide the investors with low level of transparenaheftlata. To the inquiry on the deficiencies

of the side of SMEgreventing the investorfrom invesing, the investors agrees on theery low level of
transparency regarding the accounting data. The SMEs have not sufficient history of the accounting
statements, in some cases even not correct undemdiiag of accountingstandardsand the data are
disclosed with very low frequency often lately afterthe end of accounting period. Thepresentatives

of local institutional investaperceivethe companiessoverleveraged and the orgasdtioral and capal
structure ofsomecompariesare not alwaysclear. Especially, the companies starting as a family business
lack thedue commercial care andonduct nonstandard practices regarditrgnsactions within the
business.

It appearsthat more transparency, iorease inthe liquidity and rating of SMEs are crucial for
improvement. In order © enhancethe investmens into financial instruments issued by SMEke
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investors would welcome the increase in the liquidity of this instruments and the measures in order t
rate the companies to make the assessment easlére investors which are part of international
holdings/groups suggests also the requirement on compliance with the IFRS standar@s o ordrease

the transparency. Moreover, they would welcome theriease of listed SME compangsdthe change

in regulatory limitation, for investing in pension funds, in particular. The local investold appreciate
lower leverage ratioof SMESn order to increase the supply on the markatd improvement in the
transparency and quality of disclosed information.

2.4 Potential barriers and communication gaps perceived by national authorities

This section presents the approach of interviewed national authorities to the current situation of financing
of SMEs on the capitalarkets, the expectations of the supervisor regarding the issuances and regulatory
barriers imposed on bonds, equities and queguity preventing the SMEs from entering the market. The
section also describes the availability of local supporting progfamSMEs, actions conducted in order

to improve thecapital markets literacyf SMEs and their awareness and embracing of the alternative
ways of financing.

For the purpose to understand current policies and approaches with respect to financing of SMEs on
capital markets the interviews were held with following authorities:

a) Czech National Bank
b) Ministry of Industry and Trade

The section below describes key findings from these interviews.

2.4.1 Summary of ky findings

Despite the facthat the national authorities play different roles in the market with regafinancing of
SMEson capital marketsas described in the Capital Market Ecosyst@imeir goal is to support the
issuance of financial instruments by SME entitied consequently thalevelopment of capitemarkets.

Thecurrent regulatory set ufrom the perspective of national authorities is perceiaisufficient. From
their point of view, the factors having negative impact on the motivation of SMEs to enter the capital
market, are not primarily the imffmation gaps, although thisw demand on the market ancbst of the
smaltsizeissuances As the CNB acts predominantly as a player, supervising the cgiteation on the
market, perceives theguestion from the perspectivef both, SMEs and the invess. Theapproachof
CNBs strongly influenced by the protection of the retail investors as a weaker party on the mahik,
supporting the issuances of SMEs gqundtection of reputation of the capital markets a wholeOn the

other hand,the MIT is ative in the provision ofassistance to SMEs on the capital markets, more
specifically through the initiative OPPIOperational Program of Business and Innovation for
Competitivenesyand cooperation within European Invesént Fund(EIF)

Both nterviewed authorities express their interest and supportdooperationon the communication
campaign related to financial literacy of SMEs and promotion of the financing on the capital mahiests.
perceive the need for more professional and comprehensive conication and awareness of SME
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financing opportunities, including cooperation between various state institutions, business association
and the use of mediaAsa way toincrease the awareness amgmmunicate the means of financing on
capital marketsnd therelated processes the online tool unifying all informatiorfioancing and relevant
contacts is preferred.

2.4.2 Approach of supervising authority

Overall, Czech National Baakthe key institution in the area of regulation and supetrvision, perceives
rather smaller interest of SMB®r financing in capital markets which may be influenced by the regulatory
set up and costs of lowized issuanceShe discussiando not reveal any particular information and
communication gap perceived from the CNB perspectivéhenSMESs side, however discussion lead to
clarifying the approach related to the current regulatory initiatives and supervisory role, when overseeing
the SMEs performance on the market and offering of financial instruments to the investors.

Czech NationaBank in prigiple support goalsfollowed within the Capital Market Union Initiative. As
mentioned above, arrently the regulatory environment related to treupport ofactivity of SMEsn the
capital marketis widely influencedyy Action Planissued by tie European Commissiasithin Capital
Market Union Initative. Czech National Bank sees the meastglevant andgenerally agrees with the
principles pesented in the Action PlarHowever, CNBobserves inconsistencies irthe measures of
particular inifatives of CMUwhere on one hand, the rules are proposed in order to reduce the
administrative burdens for SMEs when issuthg financial instruments andn the other handthe
exceptions fron SMEsnaycause the lack of transparency on the markavingin generalnegative effect

on theother marketparticipants, especially oretail investors.

Czech National Bank strongly distinguish the policy towardsisduancesof SMEsand the investor
protection when distributing the issuancés the one goal of the pervisor is to support the sound
development of the capital market and issuing activity, the main focus of the regulator when issuing the
financial instruments is on the distributipdistribution networkand investors to whom the appropriate
level of prokction needs to be guaranteed.

CNB perceives that negualified retail investors shall not be included in the investor b8sesed on the
fact that debt and equity securitiesupposed to beconsideredas ahighrisk instruments the target
market for thisinvestmentsshallbe defined narrowly only to the investors willing to bear 100% loss on
their investment.Thedecisionof retail investorssin the large extenhaffected by the nominal coupon of
the debt instrument without proper consideration of crediisk related to the particular financial
instruments.From the investor protection point of viewzNB does not perceive anyfference in the
volume of the particular issy¢he critical is placement to qualified investofsie CNB approach presented
may have restricting impact on the debt securities issuances of SMEshanddbe taken into account
when suggesting the strategy for the campaign supporting the SME financing on the capital markets.

Limits for prospectus issuance exemption are satisfactoryhfe Czech capital marketVith regards to
the transparency obligation of SMEke differentiation of debt securitiesssuances to above limit and
below limit of 1 million EUR considered to be in line with thezechmarket conditionsespeciallywith
respect tothe financial literacy of the investorddoreover, preferable situationfrom the point of
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supervisoris that every issuance of debt securities is accompanied by prospectus, or at least by the
summary prospectus. In case the limit would incretsenore than 1 mil. EUR, the supervisor would
request the SMEs to submit the simplified prospectus for the approval for all of the below limit issuances
(even under the 1 mil. EURBroposal for amendment of the limit amount from the side of CNB is not
expected.

The approach towards the distribution through the raunthorized information and advertising platforms

is restrained. Currently, the activities are out of scope of CNB competences as the intermediating the
contacts between issuer and investor daws fulfil the public offer requirements, however CNB perceives
the risks related to investors and the negative impact it may have when defaults of theoissue To
prevent these situations CNB supports the transparency activities as currently procegsgdment for

ISIN identification of bonds in case of sasite issuances and do not exclude the need for other regulatory
intervention in the future. With regards to the priorities of CNB related to the investor protection, it may
be predicted that tie subsequent limitation will affect the direct distribution to the retail investors. With
respect to the risks mentioned, the CNB approach seems reasonable.

While MoF is strongly oriented to the active support the activity of SMESs on the capital mankéo, tthe
risks outlined and in order to preserve the credibility and reputation of the capital markets it is considered
to be important, that MoF itself conducts regulatory autocorrecting in the first line.

2.4.3 Gowernment support programs; Ministry of Industly and Trade

Thedevelopment and monitoring ahe SMEsctivities on the capitalmarketin the Czech Republis
subjectof the longterm aim of Ministry of Industry and Trade involved in varieupportinginitiatives.
The MIT tracks the activities frorhd perspective of staftips and investors with the capturing the point
of view of the public and small entrepreneurs regarding SMEs activities.

The MIT is active in a role of raising capital for SME conducted in cooperatioBl#ith

In 2019 new funds fasing on seed investments into SMEs in their earlier stage of busivikdse
established. The establishment is covered by the MIT action, with cooperation with EIF, within operational
program OPPIK. The action aims at creation of fund of fwitlsinvegmentsinto start-ups through

venture capital funds, selected by EIF under the MIT mandate. Two new funds launching in 2019 aim to
boost entrepreneurship and innovations with the lasting impact on the equity ecosystem in the Czech
Republic, by increasingailable equity funding for enterprises throughout the whole cycle of their early
adF3S RSOSt2LISYyldd ¢KS CdzyRU& ft20F0GA2Y A& € nn

MIT, through theCzecHMoravian Guarantee and Development BaIZREB invests in the Central

Europe Fund of Fundg A G K | @F Af F 6f S NI &2 dzNJOKhg fortinvedtamhis 63 € P
growth stages and later stages of stagis At least the same amount is expected to be collected through

the private equity funds involved. In 2019, there aleeady two selectd fundsestablished in Czech

Republiag ESPIRA and ENERN I11 with the first investments into SMEs realized.

Upcoming activitiessim at SMEs financing on the alternative trading venues (START market). MIT is
currently working on the creation of a financiaktrument in the form of fund investing in IR&ligible
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SMEs on the public trading platforms administered within CM2RBther consideration, following the
practice in other European countries, e.g. Poland, is to support the activities of SMEs owlithg ¥enues
through the implementation of covering part of the costs of issuance (fees accompanied with prospectus
preparation).
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3 International Best Practices identification

In this chapter, relevanity G SNY I G A2y | f LINdeiQylimplorBeaitedd dtheMNcbnapardbe & a ¢ 0
aspiration European countries are presented. Selected Practices \waptemented by the national
authorities with the aim to improve capital markets literacy of representatives (especially CFOs or
managing directors) of thgiven coy (i Ndr@paniesResearch in this chapter was conducted in the
period closely preceding submission of preliminary report in the beginning of 2018 with the then most
up-to-date data available.

3.1 Relevance ofractices:

During the research for the relevant@mnational practices, initially more than 40 different practices have
been identified, being implemented in various countries around whole Europe with few additional
practices in Australia, Brazil, Malaysia or IndBased o the purpose of the Projectra identified
information and communicatiogaps following ten Practices wereshort-listed during the final decision
makingandevaluatd also from th&Communication Strategyoint of view Reasons for not incorporating
other practices were divers. Amottge most appearing ones, however, belonged espeaiaigons listed
below:

a) Practice aims on different target groups (individuals, families)

b) Practice supports enhancing literacy regarding different togiesspnal finance, subsidigs

c) Practice is beinggrformed in country with differing culture and capital market environment

d) During the practicgprovidedsupportis not complex enough and is rather focused on helping
businesses that do already have sufficient knowledge related to capital market.

SelectedPracticespresented belowwere all undertaken in European countries with focus on SMEs.
Following gaps were identified within the&eactices lack of knowledge on financial reporting, lack of
education of SMEs in the area of capital market funding insénis) lackof knowledge of SMEs on
financingopportunities and their pros and cons, information about the right contact person, lack of proper
selfpromotion skills to attract investors.

Each of théPracticesis described ithe form of thecountry where the practicewas executedidentified
gapthat triggered implementation athe practice facilitator of the practiceto understand which subjects
were selected for execution of problem correctjabjective of the practice to see the similarity tihe
purpose of ourReport whichsolution was selected for improvememtr correctionto better understand
what kind of solutions could be uséa the Communication Strategylescriptionof the initiative,main
results to see if the selected practiceas successfuFollowed by evaluation ofuitability from the
Communication Strategyoint of viewwith respect todelivering key topics to target groups.

3.2 Characteristics of successful communication campaign

Qualitycommunication campan should follow these objectivesr aright communication of the topic
and strong impact on the target audience:
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a) Strictly defined target audience;

b) Thoroughly identifiekey message for the target audiendefined

c) Correctly chosen communication tools/channels will help to strengthemtessage transferred to
the definedtarget audience;

d) Optimally crafted content, relevant for both the key message and the target audience, if all selected
correctly, the campaign will generate organic actions from the target audighcaltto-action is

required);

e) The campaign should be integrated, $addes not rely on one oonly a few communication

channels.

Belowthe short-listedPractices ar@resented. They have beehoserbased on the results of information
andcommunication gap analysis ancealsoreviewed fromCommunication Strategyoint of view with
respect to characteristics of successful communication campaign.

3.3 Identified Practices

FollowingPractices in form of projects have been identified as relevant sample practice for improving
capital markets literacy

3.3.1 Young Entrepreneurs Coaching

Country

Gap identified

Facilitator

Objective

Solution

Description

Main results

Austria

Lack of knowledge on financial reporting, corporate governance, how to deal with
investor due diligence requirements, etc.

The Austrian Federal Economic @ler

Providing support for young companies to allow therunderstanddifferent means

and types of financing solutions, which is in general in line with the objectives in the
Czech Republic with difference in target groughlnCRthere isneed to address much
broader target groug, SMEs owners and management in general.

Consultations / training sessions

The Chamber offers a wide range of services and products to businessigart
Consultants advise young businessém [Ength of the trainings is on average 20 hours.
Consultations and coaching are highly subsidized. Actually, the Austrian Federal
Ministry of Science, Research and Economics fund up to 50% of this initiative.

Between May 2015 and April 201#here has been 174 consultations undertook. On
average, demands come from the entrepreneur side after their second year of
business operations.

Communication expert opinion

56



FINAL REPORT

Main communication tool in this campaign waasreation of a specialized positi of financial advisor and
an extensive training program for young entrepreneurs.

This tool allows to pass on information on the target audience in depth, identify and address the individual
needs of businesses. It enables the target group to be prepanedmplement financing based on their
individual needs. However, its disadvantage is high demands for resoupeeple, time, and budget.

With limited budget such tool would bring only limited result.

Due to the assumed small base of young stgrtentepreneurs in Austria, the project and the tool used
might be perceived as successful. However, 174 impacted entrepreneurs confirm, that only limited
number of people can be addressed with a limited budget.

RecommendationsConsidering the significant flifences in target group size, we would not recommend
this practice. In the case of an extensive budget, it could be used for a fofigyart of aProject, where
SMEs with explicit interest about new ways of financing need to be addressed and trainedghigt

3.3.2 Financial Literacy for Business

Country Croatia

Gap identified Lack of education of SMEs in the area of alternative financing instruments and
especially capital market funding instruments (leasing, factoring, venture capital,
investment funds, risurance), as well as inefficient cooperation between financial
institutions and SMEs.

Facilitator. Croatian Chamber of Economy (CCE)

Objective Improving access to financing for SMEs and defining parameters of future cooperation
between business entitiesnd financial institutionsTarget of the campaign, especially
the educational part, corresponds with the goals of the Beneficiary. Directly
connecting SMEs with potential investors is also in line with the objective.

Solution 9SSyl k Ay O cansutaNdsy tran®é d Ay 3 K

Description The Chamber is planning to organize a series of events (consultations, workshops,
seminars, roundtables, conferences) in various cities through a network of 20 county
chambers. The Chamber puts in contact Croatiaanfimal institutions and business
entities (members of professional associations in eight different sectors).

Main results Feedbacks from participants are very positive. The Chamber of Economy will continue
undertaking these activities also in other regso In addition, CCE will organize B2B
YSSGAYy3Ia AYy 2NRSN) G2 RSTAYS GKS o0Said azft dz
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Communication expert opinion

Main communication tool was regular regional meetings connecting representatives from institutions and
SMEs.

The tool is ideal for direct interaction within target group representatives, especially after engaging their
interest thanks to interesdriven advertising campaigns (website, advertorials, PR). Larger target group
can be reached compared to previous Aiast project. Regional conferences also allow to solve individual
needs of target group, but only to limited extent.

We assume hundreds of people were reached through the campaign. We positively view networking
possibilities of the project and direct ir&ction with the target audience. We, however, lack information,
how participants were attracted to the events.

RecommendationsThis type of communication can be recommended as very suitable after launching a
mass information campaign at first. We woutommend preparing such events in cooperation with a
media house having broad experience with such events or with associations of SMEs. In regional meetings
with entrepreneurs, coordinator would have a direct impact on information and choice of spedkers.

media partner would provide database of contacts.

3.3.3 FinancialCounsellord Einanzierungsratgebér 0

Country Austria

Gap identified  Lack of knowledge of SMEs on finance opportunities and their pros/cons, as well as
their need of information about a rigltontact person (low investment readiness).

Facilitator. The Austrian Federal Economic Chamber

Objective Distributing an online questionnaire to entrepreneurs in search of finance and guiding
them towards the right financing opportunitfhe objective hee is to directly connect
SMEs with potential investors, which assumes SMEs already have knowledge and are
interested in financing, but lack information how to look for investors. This is not the

case inhe CR
Solution Online tool / interactive website
Description Online tool created in Jan 2016 presenting 24 finance opportunities with pros/cons of

each option and further information. It also includes information on contact persons
and additional services.

Main results Till June 2016, 5,923 questionres filled.
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Communication expert opinion

The tool used in this campaign is a microsite with a questionnaire identifying needs of individual SMEs.
Based on the result of the questionnaire, the website offers pool of relevant contacts for investors of
financial facilitators.

The tool is ideal for direct interaction within target group representatives, especially after engaging their
interest thanks to interestriven advertising campaigns (website, advertorials, PR). Larger target group
can be reached copared to previous Austrian project. Regional conferences also allow to solve individual
needs of target group, but only to limited extent.

The tool is appropriate to be used as a step two in the campaign, once the SMEs are educated about
possibilities ofinances. For informational campaign, this is not a relevant solufiba.tool is the option

for direct connection of SMEs with potential investors. However, high investment is expected to inform
about such tool and to bring SME representatives to théickted website

Recommendationy 2 S R2 y2i NBO2YYSYyR (KAa (22fd ¢KS YIAY
and connecting SMEs with them. In general, this tool does not work for an informational campaign, even
though it can be considered as artdresting product of government institution that would benefit real
interactions between SMEs and investors.

3.3.4 Interactive business web portal

Country Serbia
Gap identified  Lack of information of SMEs about available sources of financing within the gountr
Facilitator. Chamber of Commerce and Industry of Serbia and USAID

Objective Offering a freeof-charge support to SMEs when starting a business, helping companies
to find possible sources of financing for their investment needs, including SME state
supported programs.The campaign objective is similar as the Austrian campaign
above, which is not in line withzEchneeds. However, some tools used are relevant

for the CR
Solution Interactive website / online tool
Description The web portal poslovanje.igorks through 4 different activities: 1) Informs about all

financial institutions in Serbia sorted by types (list of banks, leasing companies,
microfinance institutions etc.); 2) Offers an overview of possible sources of financing,
sorted by business stas, type of business, location, financing need, ownership
structure; 3) Proposes pedagogic material on optimizing business financing, with
definitions and clarification of all sources of financing; 4) Provides SMEs with an online
financial ratios calculatoand cash flow forecast forms.
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Main results In one year, the website improved access to finance for SMEs and recorded an average
of 1,200 unique visits per month. In addition, there are on average 15 telephone
consultations per month and the project ilsa present at most important events and
exhibitions for entrepreneurs (12 events over last year with over 300 participants).

Communication expert opinion

The campaign created a microsite with relevant information, educative materials and database of
contacts. Special telephone hotline was created in order to help and advice SMEs with their individual
needs

Microsite is an ideal direct communication tool for direct influence over the content published (text,
video, infographics, photos, questionnairesc.). Campaign to bring relevant traffic to the website is,
however, necessary as well. The telephone line tool is effective for direct communication and solving
individual needs. For campaigns with limited budget, the tool is more effective than persentihgs or
training programs.

There is no budget information for the campaign, but according to numbers provided, the results are in
line with expectation.

RecommendationsTools like informative microsite or telephone hotline are relevant for usedrCrech
campaign. Especially telephone hotline should be an effective mean of individualized contact with SMEs,
but it has to be considered to be a product of financial institution rather than a campaign channel.

3.3.5 Young and Innovative Forum

Country Poland

Gap identified  There is lack dfigh-levelstart-up events aimed at networking for investors and young

entrepreneurs.
Facilitator. Polish National Chamber of Commerce
Objective To provide financing opportunities for young entrepreneurs and to suppoung

entrepreneurship, networking opportunities with foundation institutions, and to
provide a venue for meetings and discussions.

Solution Event / investor meeting / workshop / training

Description Young & Innovative Forum is an event organized ongea which provides an
opportunity for young entrepreneurs to network with potential investors. Young
Entrepreneurs Forum is an event where young entrepreneurs have the opportunity to
express their views on the legal, financial, economic and social spirerehich they
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operate. The high quality of the event is guaranteed by the honorary patronage of
aAyAadNE 2F 5S@St2LIVSyd FyR 21 NaAlgQa [/ Ade

Main results This forum is one of the most popular stap events in Poland, which includes
approximately 30 young entrepreneurs at the location and an additional 15 000
online viewersThe forum has been taking place since 2011.

Communication expert opinion
The main tool in this campaign is a yearly networking event

For the needs of the Czech campaign, see this tool as irrelevant. This yearly networking event is
associated with high orgasationcosts. Additionally, it only addresses a limited pool of participants. Such
an event is suitable for networking rather than for spreading information.

The resuk of the provided campaign are in accordance with our expectations.

Recommendationsinstead of the yearly networking event, we would rather recommend a series of
regional workshops and events in order to reach audiences in different regions and haveea mo
individualized and relevant approach.

3.3.6 Finance Desk of Chamber of Commerce

Country The Netherlands

Gap identified  The lack of knowledge on SME / SMBs financing opportunities, access to finance and
knowledge of alternative financing sources.

Facilitator: The Netherlands Chamber of Commerce

Objective To provide a general overview of financing possibilities for SMEs / SMBs and to help
business owners run their businesses successfully.

Solution Interactive website

Description The web portal inclugs the overview of financing alternatives for SME/SMBs with
general information for the different alternatives including government funding and
hyperlinks to relevant associations. The website offers tailored advice via telephone,
mail or chat boxes provétl by the financing desk.

Main results Regarding telephone consultations, more than 16 500 consultations were provided in
20152017. In 45% of these cases, there were referrals for relevant public / private
authorities.
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Communication expert opinion

In this campaign, a specialized website including an adjunct online campaign using webinars, videos,
animations, tools, scans, publications, etc. is used as a tool. Additionally, a special call center has been
created to answer all incoming inquiries.

It is similar to the Serbian campaign mentioned abolMécrosite is an ideal direct communication tool

for direct influence over published content (text, video, infographics, photos, questionnaires, etc.). A
campaign aiming for bringing relevant traffic teetwebsite is also necessary. The telephone is effective
for direct communication and solving individual needs. For campaigns with a limited budget, this tool is
more effective than personal meetings or training programs.

We evaluate this result positilkeand we expect a high investment to bring a sufficient number of SMEs
to the website.

RecommendationsWe recommend using this specialized informative microsite, but in connection with
other channels like regional events, advertisement and PR.

3.3.7 Enterpise Ireland

Country Ireland

Gap identified  The lack of knowledge and centralized information about grants and governmental
subsidies available for SMEs.

Facilitator. Enterprise Ireland (governmental orgaationfor development and growth of Irish
enterprises)

Objective ¢2 LINPODARS |y 20SNIASG 2F Fdzy RAy3I F2N) RATT
to help businesses start, grow, innovate and gain export shares in global market.

Solution Interactive website / online tool

Description The web potal provides information on the different publicly supported programmes

and funding schemes under Enterprise Ireland (EIl) responsibility, and on the European
Regional Development Fund. It allows companies to select from the range of funding
support optionsthat best reflects their stage of development and specific funding
needs (i.e. higipotential startups, SMEs or large companies). Companies are assigned
a project executive to discuss their business needs, growth plans and, where
appropriate, any needesupport available from Enterprise Ireland. The web portal has
an information store providing general information. Topics include, but are not limited
to, business plan templates, registration and employment information, market access
guides, incubation se and sources of private investment, notably of equity finance
(business angels, venture capital etc.).
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Main results There is added value in an easyuse online guide with an overview of grants and
subsidies for any particular enterprise (before Eigrimation was spread among 34
websites). In 2016 El financially supported 229 stigd, invested in 101 new high
potential startups, and approved 128 new easdtage businesses. Since its start in
2014, it registered over 104 000 sessions and has 3 @@ users per month.

Communication expert opinion

The main communication tool in this campaign was the creation of a specialized website including an
adjunct online campaign using webinars, videos, animations, tools, scans, publications, etc. Alyditiona
a special position has been created to discuss all incoming inquiries.

This website is a perfect direct communication tool, where the communicator can publish their own
content, over which they have direct control (text, video, infographics, phoesstionnaires, etc.). It is
also necessary to combine these tools with an information campaign to support traffic on the website.
Creating a new position of a project executive is specific to the needs of the campaigation to
promoting funding.

The result of the campaign is positive. The lack of information about connected promotional activities
brought traffic to the website.

RecommendationsWe recommend using the specialized informative microsite, but in connection with
other channels like regimal events, advertisement and PR.

3.3.8 Euroquity
Country France / Germany / Belgium

Gap identified = SMEs lack proper sgdfomotion skills to attract investors.

Facilitator. BPIFance (French public bank that support companies), KW Germany (German bank
providing funds to SMEs), Sowalfin Belgium

Objective To create networking between companies, investors and business partners (to match
developing companies with investors and potential partners)

Solution Interactive website / training / event

Description The web portal targets companies looking for equity to develop their business and the
service is also available to different kinds of investors (venture capital, business angels,
LINA @F S AYRAQGARdzZEf aXod . S&82yR AlGa&ntRAIAGI
breakfasts, fundraising trainings, web conferences etc.
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Main results Support for the promotion of companies in order to be able to raise equity and direct
facilitation of deals. Currently there are 9,600 SMEs, 2,000 investors and 1,000 advisors
on theplatform. Over EUR 415 million have been raised on the platform since 2008.

Communication expert opinion

The main tools include website, trainings and events. The website serves as a database of both companies
and potential investors.

This website is @erfect direct communication tool, where the communicator can publish their own
content, over which they have direct control (text, video, infographics, photos, questionnaires, etc.). It is
also necessary to combine these tools with an information canmp@igsupport traffic on the website.
Workshops and fundraising events are optimal solutions to connect investors and fisegikiag
companies.

The result has been positive so far. A significant amount of traffic was recorded on the website and in the
trainings.

RecommendationsSince the campaign objective is different from what we need to achieve in the Czech
Republic, we would not recommend this direction. However, microsite and regional events are suitable
tools for the campaign in the Czech Repuliimyever, their focus would need to be adjusted.

3.3.9 Global SME finance forum
Country Spain

Gap identified  The lack of education of SMEs on alternative financial instruments.
Facilitator. The Global Partnership for Financial Inclusion, International Finaogeoration

Objective To accelerate access to finance for SMEs worldwide by promoting the exchange of
knowledge, policy change, and new connections.

Solution Interactive website / event / membership services / Internet tool

Description The Global SMErfance Forum works to expand access to finance for SMEs. The forum
operates a global membership network that brings together financial institutions,
technology companies, and developmental finance institutions to share knowledge,
spur innovation, and pronte the growth of SMEs.

Main results Currently there are 140 members from 60 countries, 3,500+ knowledge resources,
56,000 users and 193,000 page views in 2017.
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Communication expert opinion
The main tool in this campaign is a yearly conference, sitilBolish campaign.

For the needs of the Czech campaign, we see this tool as irreléMaist yearly networking event is
associated with high orgasationcosts. Additionally, it only addresses a limited pool of participants. Such
an event is suitable fanetworking rather than for spreading information.

We expect impact in hundreds of participants on this conference, which is not enough to increase overall
education level among the target group. To repeat a message delivery is also needed for the campaig
have relevant impact, which a yearly event does not deliver.

Recommendations Over yearly networking event, we would rather recommend series of regional
workshops and events to reach audiences in different regions and have more individual and relevant
approach.

3.3.10 BIC Bratislava
Country Slovakia

Gap identified  The lack of knowledge on SME financing opportunities and access to credit and
investment finance.

Facilitator. The European Business and Innovation Center Network

Objective The business, markieg and financial plans, access to debt and equity finance,
corporate strategies, additionally, EU and national support schemes for SMEs.

Solution Interactive website / consulting / event

Description L/ N GAEEF O QFa & SNIA Ofon Adyicdf suppbré of 6 dza A Y ¢
international cooperation, assistance in access to finance for SMEs, as well as
supporting participation in the EU framework programmers for research and
innovation.

Main results BIC Bratislava has supported business and innavédia28 years. Currently there are
50 companies that obtained credit funds, 30 companies in the early stages of doing
business within incubator activities, 3 new incubators for stgrt innovative
companies and 2,000 clients in active communication.
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Communication expert opinion

The main communication tool in this campaign was the regular regional meetings connecting
representatives from institutions and SMEs.

The tool is perfect for direct interaction within target group representatives, especiadly éfigaging in
interestdriven advertising campaigns (website, advertorials, PR). It is important for reaching a larger
target group. Atthe saméme,A G It f 264& (2 &a2YS SEGSydG G2 az2t @S Gl

We assume there is certain impact on hueds of target group members. The regional events would
need to be included in a broader campaign for better results.

RecommendationsThis type of communication can be recommended as very suitable after launching a
mass information campaign first. We wouldcommend preparing such events in cooperation with a
media house, which have extensive experience with such events, or with associations of SMESs. In regional
meetings with entrepreneurs, it would have a direct impact on information and choice of spedkers

media partner would provide database of contacts.

3.4 Selection of besPractices

Based on the identified communication gaps and communication expert recommendations following
Practices are deemed to be exploited for creation of fut@@mmunication Sttagy.

a) Financial literacy for Business in Croatia

Obijective of this practice inprovement of SME&ccess to financing and definition of parameters for
future cooperation between business entities and financial institutidiasget of the campaign, espatly

the educational part, corresponds with the goals of the Beneficiary. Directly connecting SMEs with
potential investors is also in line with the objective.

Based on the communication expert recommendatitinis type of communication practicean be
recommended as very suitable after launching a mass information campaign at first. Expert recommends
preparing such events in cooperation with a media house having broad experience with such events or
with associations of SMEs. In regional meetings witlregmeneurs, coordinator would have a direct
impact on information and choice of speakers. The media partner would provide database of contacts.

b) Finance Desk of Chamber of Commerce in Netherlands
Objective of this practice is to provide a general overviéinancing possibilities for SMEs / SMBs and
to help business owners run their businesses successfully.

Communication expert recommends using specialized informative microsite, but in connection with other
channels like regional events, advertisement &kl
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c) BIC Bratislava in Slovakia

Obijective of this practice is to provide to SMEs the business, marketing and financial plans, access to debt
and equity finance, corporate strategies and additionally, EU and national support schemes for SMEs.

This type ofcommunication can be recommended as very suitable after launching a mass information
campaign first. Expert would recommend preparing such events in cooperation with a media house, which
have extensive experience with such events, or with association$1B&SIn regional meetings with
entrepreneurs, it would have a direct impact on information and choice of speakers. The media partner
would provide database of contacts.
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4 CommunicationStrategyand Action Plan

This Strategyaddresses the information gapseidtified, proposes suitabl€€ommunication Strategy
including the communication channels and suitable media as well as an Action Plan with a set of clear
actions and measures to deliver the Strategy.

The Strategy should be carried out in close consultatith the Czech Republic and the SRESow a
structure of buildinga Communication Strategis presented. It describes the process of creating a
Communication Strategyom market analysis téction Plan

Figurel8: Process of bliing a Communication Strategy
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4.1 Strategicplanning in thepublic sector

The Communication Strateghias been designed for the Czech Republic and its goal is to support the
execution of public policies. That is what sets @@mmuncation Strategyapart from communication
strategies employed in the private sector, which are designed to support sales of products and services or
boost customer relationships.

4.1.1 A public authority as theStrategyimplementer

TheCommunication Strateggxpbits specific traits of the relationship between the public sector and the
LJzof AO® t NPEYAYSyd Y2y3a (KSasS GNIAGA A& y20G 2yfteé
interest in any new statutory obligations, but also the value of puhlfport, such as educational events.

The Strategytakes into account that key information will be disseminated by the media as an indirect
effect of stateNB LINE & S atilvities i goSBir@tion with direct communication by public authorities

(via webdies, newsletters, etc.).

4.1.2 Independence ofStrategy

A Communication Strategy financial education differs as a matter of principle from other strategies in
terms of the independence of the message provider. While the aim of a comm@&amamunication
Strakegy is to influence the target audience regardless of the actual benefit to that audience, an
educationalStrategyorganized by state bodies enjoys the potential for much greater credibility while also
providing a true choice (it comes across as a guideran as the bearer of the only truth).

Independence does not equate to isolation. An independent campaign can, in a suitable and controlled
way, secure the synergic effect and engagement even of active market participants pursuing their
commercial interets. In such a case, the campaign organizer must deploy suitable corrections if necessary
02 LINBaSNPBS GKS O YLI A3yQa AYRSLISYRSyOSo®

4.1.3 Funding of theCommunication Strategy

TheCommunication Strateggeeps in mind that any demand on the public funding shouldds®ssed in
terms of the justifiability of the expenditure. Criteria used to determine the justifiability may include the
communication format, the importance of the issues dealt with, political priorities, the audience/voters
pool, and the means employetHowever, to ensure an effectiveness of themmunication Strategyan
appropriate funding should be available.

A Strategyof, educating SMEs is an exceptionally important as SMESs play a key role as a source of wealth.

Itis closely related to supportirtge proper functioning of the capital market and business funding. SMEs

act as a key pillar of the economy as job providers, tax payers and creators of added value. Keeping the
{a9 aSOG2NIAYy | 3I22R O2YRAGAZ2Y A der the/eBect®efsuppdtS 9 dzNP
F2NJ GOKS G2LAO RSLISYRa 2y (GKS 3I20SNYYSyidiQa | 3SyRI
Industry and Trade) and it may change, in the future /current Parliamentary term isZIPIl/. A bottom

up effort should kep the topic as a priority in the future. In addition, financial education is not popular

widely as a communication topic.
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What can be seemsa positive factor is the clear support of Strategy on capital market development
expressed by the government in k& 2019. As a businessipporting measure, the Strategy includes a
plan for educating financial managers of small and medium sized enterprises about the possibilities of
securing financial resources on the capital market.

Another positive factor is the &tence of a supporting infrastructure available to SMEs (Czechinvest,
OMZRB and other specialized bodies) as well as the true interest of relevant executive experts within key
government bodies (Ministry of Finance, Ministry of Industry and Trade) isubeessful implementation

of specific policies and actions. The Czech National Bank also clearly declares its support as its statutory
objectives include financial literacy and education. Importantly, there is also additional support from
bodies associatedith SMEs (e.g. Chamber of Commerce) and the financing infrastructure stakeholders
(e.g. Prague Stock Exchange, authorised brokers). Vast communication as well as budgetary synergies
could be drawn from cooperation between parties mentioned above.

The ugfulness of expenditure is in no way a guarantee of funds availability. The finance ministry remains
reserved in its estimates of funding available for the implementation ofStnategyin terms of both the
national budget and EU funds, or even supplenagnfunding from capital market participants.

To be able to implement th&trategyin line with European Commission specifications, i.e. employing
international best practices, the approach employed takes into account the possibility of limited funding.
A two-stage implementation format is therefore proposed, with less expensive measures to be
implemented separately from the more demanding ones.

All proposedStrategymeasures also consider the fact that the MinistryFHrfance is a public body
managing itexpenditure with a due care within principles of frugality and efficiency. Also considered was
the stipulation for the specialist content to meet the requirement for a positive feel of the campaign in
order to make it acceptable to the target audience adlas the professional and lay public.

4.1.4 Synergy effects

The constraints of a reduced budget can be mitigated to some extent by efficient use of synergies of
various tools available to the public authority:

a) Communication potential of the existing infrasttuce within public bodies, for example:

i.  Public relations tools of the public institutions (media relations, press departments, attention
paid to press releases),

ii. Motivating government officials/managers/employees to bring up the topic on every suitable
ocasion, giving it extra exposure and weight (proper regular communications trainings of the
officials will be required).

b) Possibility of targeting based on available information (e.g. from the statistical information available
to public bodies) or alongsidither government communication addressed to SMEs.
c) Engagement in terms of both content and communication

i. Engagement of all relevant public bodies that have expressed support (Ministry of Finance,

Ministry of Industry and Trade, Czech National Bank)
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ii. Abilityto employ innovative approaches, e.g. letters attached to tax return communication.

d) Engagement of commercial entities with related interests even if they are independent
(infrastructure)

i. Stock exchange, financial web portals, intermediaries, etc.

e) Large syargic affects could also be attained by utilization of available public infrastructure,
particularly government agencies with their own allocated budgets, professional teams and similar
agendas, e.g. Czechlnvest, offering efficiency, reputation, skikkedseand credibility.

f) Engagement of the academic community.

4.2 Market analysis

Outputs of the analysis and research presented in the chaptelsf¢dmation and communication gaps

of the Czech capital markand (ii)International Best Practices identificatiwere used as a basis for the

further development of the Strategy. The key tadkats of the above mentioned chapters are presented
below.

4.2.1 Key takeouts from the information and communication gapanalysisof the Czech capital
market

Based on the outcomaxf the analysis presented throughout thapterinformation and communication

gaps of the Czech capital mark€zech SMEs have rather low knowledge about the basic capital market
instruments. Majority of SMEs have no experience with capital markeumstnts and are not aware of

these as of a source of financing. They identify usage of own sources or bank financing as a key reason for
not using capital markets instruments. Bank financing is dominant source of financing for SMEs in the
Czech market becae of the simplicity, lower costs and lower disclosure obligation of bank financing
compared to financing on capital markets. On the other hand, SMEs perceive advantages of financing on
the capital markets, such as higher flexibility in comparison wittk fismancing or additional marketing.

It has been found out that for the purposes of communication of capital markets opportunities related to
financing, SMEs would prefer to use web platform/microsite for obtaining the basic information.
However, in the seond step, personal contact and professional advice when looking for specific
information about important issues of financing would be envisaged.

During humerous discussions with Czech Capital market intermediaries it has been revealed that they
perceive dw understanding of the value that SMEs may gain for themselves as one of reasons of low
usage of capital markets financing by SMEs. Conservative approach and weak awareness of SMEs
regarding the possibilities of financing through the instruments of thgtahmarket are also among the

key reasons of lower activity on capital markets. In the most cases of the SMEs seeking for alternative
ways of financing, it is the matter of solving specific problems which are not bankable for commercial
banks. The indepelence from banks and no pledge requirements are perceived being main benefits for
the SMEs.

In order to improve the capital market activity and attract issuers, the group of intermediaries propose to
conduct education of SMEs under the auspices of $tateti K2 NA G A S& yR Ff a2 I aidNR\
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in order to set out stable regulatory environment ensuring issuers and investors that the conditions will
not change throughout the life of the instrument / investment.

The goal of Czech national authas is then to support the issuance of financial instruments by the SME

entities and consequently the development of capital markets. All key national authorities interviewed
express their interest and support the cooperation on the communication campaigited to the

financial literacy of SMEs and promotion of financing on the capital markets. They perceive the need for
Y2NB LINPFSaarzyl f YR O2YLINBKSYyaA@S 02YYdzyAOF GA2
opportunities, more complex cooperation betwn various state institutions and business associations

and also better utilization of media.

As a way to increase the awareness and to communicate the means of financing through capital market
instruments and the related processes, the creation of @ntimol used to unite all the information on
financing and relevant contacts is preferred.

4.2.2 Key takeouts from theInternational Best Practiceglentification

Ten international best practices from comparable / aspiration European countries relevant tooftats
Strategy were identified. In countries of its origin, selected Practices were implemented by the national
authorities with the aim to improve capital markets literacy of representatives (especially CFOs or
managing directors) of SMEs.

All the Pratices were evaluated based on the four following objectives perceived as needed for a quality
communication campaign:

a) Strictly defined key message for the identified target audience;

b) Correctly chosen communication tools/channels will help to strengthemikssage transferred to
the defined target audience;

c) Optimally crafted content, relevant for both the key message and the target audience, if all selected
correctly, the campaign will generate organic actions from the target audience {ibeadtion is
required);

d) The campaign should be integrated, so it does not rely on one or only a few communication
channels. It is important to, depending on the key message and target audience, use a broad
spectrum of communication channels and tools to pass on timecw sufficiently.

International Best Practices Summary

Based on the identified communication gaps and communication expert recommendations following
three Practiceghat fulfilled the abovementionedobjectiveswere deemed to be exploited for creation
of future Communication Strategy

a) Financial literacy for Business in Croatia
b) Finance Desk of Chamber of Commerce in Netherlands
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c) BIC Bratislava in Slovakia

The proposed@rategy builds on the identified international best practices from pinevious chapteand
further develops key learnings from all three Practices. Detailed incorporation of the learnings can be seen
in the Communicatioghannelschapter of this Strategy.

ThisStrategybuilds on the international best practices however it does not copypttaetices without

any further consideration. TheStrategy strongly takes into account different local aspects as
infrastructure, possibility of limited funding, allocation of tasks between different public bodies,
experience with efficiency of marketingategies in the local environment.

4.3 Segmentation

4.3.1 Decisionmakers in theprocess of thecorporate financing

Financial management of a firm in a market economy is a dominant part of the overall economy of the
company and its management. It usually acts asnaegrating component in which all aspects of the
company's activities are comprehensively reflected. Financial objectives are the basis for criteria for
deciding different alternatives and for evaluating the overall efficiency of business.

Financial managment of a business is usually divided into two groups: (1) a finameiahgement group,

and (2) financiatontrol (accounting) group. The first group is devoted to raising capital, managing cash,
relationships with banks and other financial institutiomsanaging receivables and liabilities of the
company, evaluating investment plans and financial planning. The second group deals with financial and
cost accounting, budgeting, business taxation and internal financial control.

The organization of financidepartments of Czech companies is very diverse. Financial managers in the
business should have not only solid knowledge of microeconomics, enterprise economics and accounting,
but also understanding and feeling for other economic issues, particularlytiotidning of the financial
market, the tax system, the exchange rate system and the customs system.

Financial decisiomaking is the process of choosing the optimal option of obtaining cash and capital and
their source as well as use from the point ofwief the basic business objectives and considering the
restrictive conditions.

Financial decisions of an enterprise include the following stages:

1 Definition of the financial problem and specific determination of the financial objectives.

1 Collecting andndysinginformation and backgrounds needed for decision making.

1 Evaluating different solutions by setting criteria for choosing the optimal option, evaluation of
individual options according to selected criteria, choosing the optimal variant.

1 Implementationof the selected variant and its verification with respect to the intended
objectives.
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Longterm financing in small and medium enterprises are a matter of highest importance and priority.
Therefore, the decision makers in this process is usually a groppopie consisting of company legal
owners and the TOP management of any given company, if it exists.

4.3.2 Description oftargetaudiences

Small and medium enterprises

ThisCommunication Strategis primarily aimed to increase awareness of SMEs about alteesat¥
financing the development of the companies other than own funds and banking financing, namely capital
market instruments. Therefore, in all communication activities proposed in further chapters, we need to
aim the campaign messaging at the decisioakars in the issue of loAgrm financing of small and
medium enterprises.

Box2: Definition of SMEs

For the purposes of description of target audience SMEs are defined in accordance with categ
EC as follows:

Medium enterprig has up to 250 employees, yearly turnover up to 50 million EUR and yearly b
sheet up to 43 million EUR and needs to be independent.

Small enterprise is a company with less than 50 employees with either up to 10 million EUR
turnover or up tol0 million EUR yearly balance sheet.

Microenterprises are a special category of companies with up to 10 employees, turnover and b
sheet both up to 2 million EUR.

As the legal definition of small and medium enterprises implies, companies of gechssially do not

have a complicated structure of management. Usually, the decision makers in small enterprises will be
limited to their owners or general manager. With medium enterprises we can expand the group to Chief
financial officers and Chief operans officers.

Both groups, SME owners and managers, share an interest in media that focus primarily on the economy,
finance, business management and/or new legislation and its impacts on business undertakings. State
wide print dailies must be considerezince TOP managers are a strong target audience of those according
to the analysi€. The campaign will also be targeting managers in regions. Regional dailies are one of the
most suitable channels for such target audience, since people with respongiiéiticompany finances

are heavily among their readersBip

26 Union of Publisherdttp://www.unievydavatelu.cz/gallery/files/MP 1804 v15video.pdf
27 Compane witlt®
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Proposed media that match the above specified characteristics are published predominantly by the
Economia publishing house. Its titles are read by 66% of business étnembers of top managemés
and representatives of public bodies.

¢CAGE SAa Lzt AaKSR o0& 902y 2YAlF IINB &adzAidlofeée &dzLJL) SY
YI1S dzaS YlIAyfe 2F |1 2alLl2RtnalsS y20AyeI 9mMpI 9]12Yy7
editors of financial columns of traditional, more geher t @ 2NASYGSR YSRAIF 6aC 5b9
0SSt SPAT S 2Sal1é NRIKfEFa YR aAYAEFNIFYR GKSANI NBf
communicated in regional dailies.

Intermediaries

Intermediaries are a specific target group thatludes providers of both professional advice and actual
financial solutions. This group particularly includes banks, brokers and other financial consulting
companies. Messages targeting these intermediaries will differ from those aimed at SME owntg and
managers.

The latter need to be educated and informed of the availability of alternative sources of financing. The
intermediaries, on the other hand, are experts in their field, mostly familiar with the tools and their
practical application and with a&trong potential to seleducate themselves in case of business
opportunity. Therefore, communication targeting the intermediaries will present the campaign as an
opportunity to provide services to a watiformed customer. As a result of the campaignyttehould
improve their procedures to provide services with an improved quality.

A collection of materials will be made for use by the intermediaries to guide them through the campaign.

¢CKS YIGOGSNRFf & gAff LINB&aSyid GKSSOUKSBI OFWOR AIFHEE
featuring a section dedicated to the intermediaries. As a result of the campaign, the professional
intermediaries shoulthecomean option No. 1 guide in a process of seeking for external funding for SMEs.

The campaign should prime intermediaries with information on new perspective and expectation of

SMEs. They should better understand, that for SMEs is critically important not just proceed an alternative

but first of all to understand and decide for the best option in the hariabtheir external funding.

The campaign will also inform the intermediaries that the objective is not to convince SMEs to turn to
OFLIAGIEE YIFIN]SGAa odzi AyadSIR (G2 LINRBLRAS | azfdziAzy
needs.

Media Relevanfor targetaudiences

ThisStrategyidentifies key relevant Czech media for the target audiences based on the combination of
factorsg readership, relevance for the target audience, credibility. The campaign should converge toward
this identified media irall its phases including media relations activities and paid advertising campaign. In
the table below, the identified media are listed by media type.

28 Compane witlt®
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Tableb: List of themostrelevantmedia for thetarget audiences

Most relevant media according to penetration among the companies target audience

TVstatons/ | SOK ¢St SGA&AA2YY 2¢ MXI 2¢ HnN

DailiessaC 5b9{X [AR20S y2gAyes .fS&a1 6SEOSLI
5SY NI

Magazines9 dzNB X 912y 2YXZ tNRBFAGS t2RYA]FGSE>E a?

Radios2 Sa1é NRITKflF&X wtRA2 LYLzZ a5 CNB]1ISyOS

Websites:seznam.cz, facebook.com, novinky.cz, idnes.cz, ihned.cz, mesec.cz, podnikatel.cz

Sources: MMi¢ DL 2 wd andi3tiquarter (02.04.2018mMc dncpdH nmy 02 bSGY2yAG2NWOT = | yAS @eF

4.4 Positioning

This chapter describesetting up of the N2 2 S O (i anilmdarid Sfyeihderings position in target
F dZRASYOS0Q04 YAYR&E®

4.4.1 Projectidentity

The Communication Strategfor increasing capital marketiteracy in the Czech Republic assumes the
creation of a coherent communication platform that will serve for kd@gn communication with selected
target groups. Thus, to reach the target prospects more effectively and to strengthen their loyalty, this
document proposes to develop and implement a basic brand ideStitgtegy

Branding is usually defined by name, nter design, symbol, colors, slogan, sound and multiple
combinations making easier to attract attention of the targets. Generally, branding is not limited to a
company or business, it is increasingly appearing in connection with individuatprofitnactivities or
public issues.

Creating a brand is a losigrm process that is not limited to creating a single name and symbol. The brand
is much more, especially by what emotions it can bring to the recipients of the message. In the case of
increasingcapital markets literacythe brand is supposed to create associations such as credibility, utility,
and simplicity.

1 Credibility- The brand must work in line with state administration institutions to act as a trusted
partner providing relevant information that hdlse character of officially verified information.

9  Utility - The brand should also express usefulness and applicability in practice, which are one of
the key criteria for business decisiomaking. The brand should thus have the ambition of
becoming a helpethat entrepreneurs will recommend to each other.

1 Simplicity- The brand must also serve the purpose of the capital market. The brand should not
simplify or complicate capital instruments anyway, but it should act as a source of quick and
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practical information that helps entrepreneurs to select and simplify the amount of capital market
information.

The reasons for using the brand in communicating capital market instruments are different and they vary
in different levels of communication. The main reasoos franding thecapital markets literacyre
summarized in the following table.

Table6: Brandbenefits

Branding has many benefits. The main reasons for introducing the brand into communication
follows:

1. Brand attracts attentin

2. Brand distinguishes communication from other similar themes
3. Brand represents the overall positioning of the campaign

4. Brand increases the chance of memorability

5. Brand connects the communication over various channels

6. Brand has the ability to retain experice

7. Brand increases and keeps the value of the issue of product
8. Brand raises particular emotions

9. Brand contributes to the image of professional promotion

10. Brand can cover the communication of several different platforms or brands

The branding process ialwes three phases that need to be linked in time. The first phase involves defining
the brand positioning, the tone of the voice to express the brand. The main aspects include associations,
emotions, and key messages, but also factual consistency witbr othmes that the company or
institution already uses. The second phase is the search for the optimal name. This should meet the
requirement of a high degree of memorability and, at the same time, the universal use of the same name
for the Internet domainA single word, double or triple name is the ideal solution in this case. In the final
phase, a visual or audigsual rendering of the brand takes place, represented by a selection of colors,
symbols or slogans.

Creative proposal of therojectbrand andaccompanying slogans will be submitted in the next part of the
Project which will include complete content and messaging strategy related to the local capital market
issues in the Czech Republic.
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4.4.2 Owners of thetopic in the Czech Republic

ThisStrategyalso recommends the definition and division of the roles of various cooperating institutions

and entities during the realization of the communicatiBroject Several institutions will be actively or
passively taking part in the campaign to attain the strastggynergic effect of the communication and

utilize synergies of their respective budgets, or have to be considered, when utilizing the capital market

tools. Those institutions and their roles recommended by 8trategyare following:

Table7: Institutional rolesdivision

Institution

Recommended role

Ministry of Finance of the
Czech Republic

Project owner with the main implementing role, responsible
planning, fundraising, and evaluating the communications g(
including thecontent development and general campaign overseei

Ministry of Industry and Trade

Recommended Gowner of theProjectwith the coordinating role,
- Responsible for growth of SME
- Willing to participate, active, capable

- Responsible for the activities of&hlnvest and with power o
the involvement of the target groups thought its network
Czechinvest regional centers.

Czechlnvest

Recommended Gowner of the Project with executive role,
responsible for engaging and converting part of marketing fur
strategy. Plays an expert consulting role and @ganizer of activitieg
in the final parts of the funnel. Institution in direct contact with t
target audience also provides suitable channels to address the t:
audience.

Czechinvest is an existing pighinstitution with a solid professiona
reputation. Budgetary synergies can be attained by utilizing exig
institutions like Czechlnvest and their channels.

Recommended partner of therojectwith an expert role, contributing
to improving finanal literacy (web sites) and guiding the content
information campaign as the information provided complies witl
complex regulatory environment. CNB also contributes to credibilit
the campaign for stakeholders as the information should comply
the supervisory perspective and approach of CNB towards due ca
providing of investment services and investors protection.
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Czech Chamber of Commerc

Partner of the Project with supplementary role, responsible fq
engaging part of marketing funnel stegy. Plays an expert consultiy
role. A ceorganizer of activities in the final parts of the funn
Institution in direct contact with the target audience also provic
suitable channels to address the target audience.

Czech chamber of Commerce is antexgspublic institution with a solig
professional reputation. Budgetary synergies can be attained
utilizing existing institutions like Czechlnvest and their channels.

Provider of expert consultancy role as the international instituti
have a credibility and strong experience in alternative financing. T
institution can contribute with sharing their stories and even prov
SME with their offer of finance even of projects with a low
competitiveness due to emphasis to social or environmental valy
the business

European institutions:
European Investment Fund
European Investment Bank
European Bank for
Reconstruction and
Development

Associations:

Czech Capital Marke
Association, Czech Privat

Equity and Venture Capitq
Association;

Various réevant associations serve as an advisory partner and
provider of expert information for the education and engaging par
the campaign.

Solution providers

Commercial institutions taking over, once the campaign goals
reached and the member of thtarget audiences starts to actively log
for an individual solution suitable for their company. Solution provic
have an advisory as well as an executive role.

Projectmanagement

For smooth and successful realization of the campaign, it is cruciabhthpaign is coordinated and lead

by oneProjectowner. Such role is recommended to be located with the coordinating institution of the
campaigng Ministry of Finance of the Czech Republic, as the most relevant public authority for area of
capital markets ad company financing. Within the ministry, the separate role of Project manager should

be created. Such position would be responsible for:

= =4 —a -

Strategic leadership of theroject

Budget distribution and supervision
Coordination of activities of all involvedstitutions
Achievement of key goals of the campaign
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For successful realization of the campaign and its-teng goals, role oProjectmanager would require
between 60100hours / month capacity, which corresponds with atiatie job position for the timeof
the Projectpreparation and execution period.

Touchpoints

Above the implementation of several online and offline tools, that are described by the next chapter, the
Strategyrecommends considering the development of a special offline network that wolffiéd real
communication touch points for the target groups of SMEs owners and management.

Establishment of a network of information centers on the capital market goes beyond the common
Communication Strategyhowever, with regard to the results of thersey among entrepreneurs, the
development of such a network is fully recommended, while physical availability of a consultant (in the
form of a colleague, family member, or banker) is key to the decisiaking process of our target groups.

Even if the nawvork would not be massively visited, such network will unconsciously help raise capital
market awareness and openness for small and medium businesses in all regions of the Czech Republic.

To build a network of regional centers, ti#¢rategyrecommends cnsideling joining venture with an
existing network which is materially and professionally equipped to operates the facilities of such touch
points e.g. The Czech Investment Agency. Budgetary synergies could be attained utilizing the existing
network in conparison to creation of the new network specifically for tRimject

Table8: Regionaloffices of the CzechinvesgtBusiness and Investment Development Agency

Prague and Central Bohemia Regional Office
Phone no.: +420 296 34186,E-mail: praha@czechinvest.org

|l RRNBaay ~GaSL*yailt mpX mMuAa nn tNIFKE

Brno Regional Office
Phone no.: +420 296 3487, Email: brno@czechinvest.org

l RRNBaay | 2fl yR&EIENAS cod nn . Ny2

2S&41S .dzZRS22@0A0S wS3AA2ylf hFFAOS
Phone no.: +420 296 343, Email: ceskebudejovice@czechinvesy

| RRNB&aayY wlkRYASGYN MookMXE oTn nm 2S&1sS . dzR
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Pardubice Regional Office
Phone no.: +420 296 34384, Email: pardubice @czechinvest.org

Address: K Vinici 1256, 530 02 Pardubice

tft18z wd@A2ylt h¥

Phone no.: +420 296 3465, Email: plzen@czechinvest.org

¥t Ngional/Office
Phone no.: +420 296 3454, Email: zlin@czechinvest.org

| RRNBaayY +I ONB61 20 pHCHI Hod 06dzR2 I

|l RRNB&ayYy ! YSNAO|It ykodZ onm nn tfl Sz
"a0N YIR [0SY wS3IA2ylft h¥FFAOS

Phone no.: +420 296 3480, Email: ustinadlabem@czechinvest.org

| RRNB&daY aNNR@S ytYSAadGN onX nnann nwm

I NBt

4.5 Communicationgoals

45.1 Longterm strategic goals

TheCommunication Strategipr enhancing literacy of Czech companieshia &rea ofcapital markets is
formulated for the period from 2020 to 2025. The main objective of$ltrategyis to raise awareness of
alternative corporate financing among owners and top management of small and mesizech
enterprises. Thé&trategyassimes that increased awareness will contribute to a greater interest in the
capital market instruments and will increase the willingness of entrepreneurs to learn more about this
type of financing, resulting in the real increase in the number of applidantdternative financing in the

Czech Republic by 2025.

The Communication Strateggssumes that, to change the perception of the capital market and the
practical adoption of its instruments by the target groups, it will be necessary to fulfil a setgetielon

goals defined by thiStrategy
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Goal 1: Build awareness of the capital market among SMEs

Awareness of capital market instruments in the Czech Republic is at a low level. The primary goal of our
initiative is to build elementary awareness of whi#teaenative financing is, why it is important, and how
it can be realized. A set of specific objectives and actions will need to be implemented.

Goal 2: Raise interest to learn more about the capital market instruments

With raising awareness of capital matknstruments, an education campaign must be launched in parallel
for those who want to learn more about these forms of financing. Strategywill have to provide a set
of tactical online and offline tools to help achieve this goal.

Goal 3: Engage entpeeneurs in considering the real use of the capital market

The raising of interest must be accompanied by specific activities that will help to transform the plain
curiosity to the real consideration. A series of local activities and event will havestet.be

Goal 4: Activate potential issuers to reach out the solution providers

The ultimate goal of thiStrategyis to find specific entrepreneurs who have an active interest in meeting
with solution providers and apply for alternative fundingngscapitaimarket instruments.

4.6 Communicationchannels

This chapter of the Strategy is aimed to describe the communication ch&tratégyand describes in

detail specific channels that are proposed to be utilized to reach goals of the campaign. Channels are
proposedwith regard to the identified international best practices as well as Czech local specifics. The
particular contentfor this Srategy for this campaigris describedwithin the chapter Topics and
corresponding messages for a future communication campaign.

4.6.1 Marketingfunnel

¢KS YIFNJSUGAY3 FdzyySt A& I YFENJSGAy3a Y2RSt dzaSR
capturing of their attention to the active performance of an activity, which the communication strives to
elicit (in sales and marketingithis usually a purchase of goods or services).

It begins with tools designed to attract the attention of the intended message recipient. This step targets
the widest possible base, possibly specified by a defined set of criteria to target, for exangitessu
owners. The aim is to raise awareness of the campaign topic.

Subsequent steps aim to provoke interest within the target group, the objective being to convince the
target group to begin considering acting.

The final step is conversion, i.e. the exémo of that action towards which the message recipient is
directed, such as a purchase of goods, subscribing to a service or signing up for a workshop on alternative
business financing.
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Figurel9: Visualization of the marketing funnel

INTEREST EDUCATE

CONSIDERATION ENGAGE

ACTION CONVERT

3ISVYHIUNd

Application of the Marketing Funnel in the Communications

A campégn promoting alternative ways of business financing makes use of the marketing funnel principle.
¢CKS YINJSOGAY3 FdzyyStQa t23A0 Aa FdAfe NBaLSOGSR |
AYGSYRSR NBOA LR Syl a Qonibidaliod ¢f pdidayid uipaid donteintNIheOoarBpRigno & |
based in the marketing funnel then continues to work with the target group, acquires contact information

and invites the target group to visit social networks and dedicated microsites containing further
information. The engagement of the target group, such as through participating in workshops or advisory

sessions ideally leads to conversion, which means to the adoption of a new form of business financing.

In theCommunication Stratedp increase awareneasabout capital market instruments in financing Czech
small and medium enterprises we have defined four different communication goals, that need to be
fulfilled by the funnektrategy Those are namely:

Building awareness of the capital market among SMEs

Raising interest to learn more about the capital market instrumgents
Engaging entrepreneurs in considering the real use of the capital market
Activating potential issuers to reach out the solution providers

= =4 4 A

To reach each of given goals, the communicatol need to apply a different set of suitable
communication channels and tools. In tihisategy we are applying a marketing funnel approach, which

in summary says, that to successfully sell the decision makers the defined messaging and to buy them into
O2yaARSNAY3 FyR S@Syidztte dziat AT Ay3a OF LIMéE  YI NJ
development, the communicator will need to address much larger group of potential members of target
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audience at the start of the campaign and gradualgrrow down this group with each additional
campaign step.

Reverse strategy applies to the amount of information the communicator provides to the target audience.
At the start of the campaign, the communicator needs to provide limited; apd thoughtcaching
messages. Working down the funnel, the communicator will expand the amount of information provided,
resulting into detailed, hightpersonalized solution or each decisinrakers.

To successfully realize such strategy, the communicator will nee@rtovsth the mass marketing tools

such as advertising and public relations, which provide limited and catchy messaging to the mass of our
target audience to raise the awareness about capital markets. Then, the communicator will continue with
more persondked approach in the educational step such as dedicated microsite with more detailed
information on the instruments. Once the decisioraker is engaged into considering the capital market
financing, the communicator will need to use more and more perspedltools (personal workshops,
telephone hotline, etc.) and provide broader spectrum of information. In the following chapter, we will
investigate all of those communication channels in bigger detail.

Box3: Explanation of themportanceindexindicator for thecommunicationchannels

In this section, the Strategy describes a widage of tools that are suitable to be utilized to achie
the campaign goals. Each of the described tools is given an Importance Index Indicator. Thiw i
suggests, how important each particular tool is in the communication channels mix. This is ev
based on the communication effectiveness of each tools andtoestsult performance. The Inde
indicated the importance of each tool as following:

ww | Atool that is the most essential for the success of the campaign and provides th
communication results

w o « Atoolthatis essential for the success of the campaign but ittoastsult performance
is slightly lower

w o « Atoolthat is complimentary and should be evaluated based on the cost and ava
budget for the campaign

w A tool that is not essential for the campaign success, but the costs are favorable

W A tool that is not essential for the campaign success and shanlidbe considereq
when the allocated budget allows to use it
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4.6.2 Goal 1: Buildawareness of thecapital market amongtargetaudience

As mentioned in the summary of key takats from the Preliminary Report, the awareness of small and
medium enterprises laout capital market financing instruments is limited in the Czech Republic. To
achieve the first goal, we will need to significantly increase the awareness among SME dwvaisos

about such instruments and create the basing understanding of their fumeind utilization. To increase
awareness about an issue among a relatively large and diverse audience of SME owners and TOP
management, mass marketing channels and tools are proposed to be applied.

Objective 1.1: Initiatemassinformation campaign

Mass maketing is a market strategy in which the communicator decides to ignore market segment
differences and appeal the whole market with one offer or one strategy, which supports the idea of
broadcasting a message that will reach the largest number of peagigile. In our case, the message is
existence and importance and basic utilization of capital market instruments to finance small or medium
enterprise.

Traditionally mass communication has focused on mass media channels such as print or online
newspaperstelevision or radio. Today, also social media such as Facebook can be perceived as a mass
medium. By reaching the largest audience possible, exposure to the product is maximized, and in theory
this would directly correlate with a larger number of saledoys into the product.

The communicator will need to pick and use such mass media channels that are consumed by the target
audience as defined in Chapter 2.2. To fully utilize mass media channeirétegyproposes to utilize
two communication tools.

Action 1.1.1: Media relations program

There are two distinct types of content. In addition to paid content described below, there is also an
organic content. Organic content is produced and published as a result of a traditional journalistic work
asrelev yi F2NJ 0KS IAGBSY YSRAIFIQa FdZRASYOSd ¢2 (LI Ayl
positive relationships with journalists (media relations) is essential. Also utilizing existing relationships and
media opportunities of all public institutis included in the campaign is essential to exploit synergic

effects.

Organic content calls for a highdz t AG& Ay LJzi FNRY GKS OF YLI A3IyQa | d
to identifying key journalists who focus on related topics and regularly putdgbrts on the industry.

The initial step in media relations aimed at hagnrality organic content being published is the creation of
compendium of all relevant journalists and media containing names as well as further specific information,
such as phonaumbers and enail addresses. With the high rates of media employee turnover, the media
list must be regularly updated and supplemented throughout the campaign.

Subsequently, campaign creators must create tgjghlity content for the journalists and delivé to the
selected media using a set of instruments specified in the table below. It holds true that while paid content
is published in the same form as delivered, in the case of organic content, journalists must first be
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convinced of the quality, relewae and attractiveness of the content supplietbnly then can such
content get published by their media. Publishing is thus never guaranteed.

Contrary to paid content, content that is produced by traditional editorial processes earns higher degrees
of credibility and greater acceptance by the audience. It must be remembered, however, that journalists
process the materials received before publishing: converting it into forms typical for the given medium,
and possibly including opposing views or views frotarget group. The final release thus usually differs

from the originally supplied material.

Each specific campaign requires a suitable mix of tools. Relying on only one or two tools would

O2yaARSNI6f &
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It is therefore recommended that traditional tools used in communicating organic content are combined
with messages distributed as paid content.

To retain a sufficient degree of control over the medialization it is advisable to es$tadlimedia

monitoring systemAlso,existing media monitoring tools of concerned public institutions like the Ministry

of Finance of the Ministry of the Industry and Trade could be used to harness synergies. Following the
definition of suitable keywordst is possible to monitor, in an ad hoc manner as well as regularly, media
outputs referring to the campaign. Media monitoring is available from PR agencies as well as some

specialized companies. A webnfigured media monitoring provides feedback thatiseful for example

in identifying topics that attracted the greatest response or in recognizing responses to individual topics
presented (such as critical comments).

Table9: Media Relations Tools

communicating major campaig
milestones (launch, gradu:
achievements, etc.).

The text should aatain quotes
from ministry officials of
campaign organizers.

The release is distributed e
masse to contacts on the med
list containing journalists fo

Ministries rank among
GLINR @AT S3S
i.e. their releases ar¢
monitored by press
agencies who are

foundation of
widespread topic
coverage.

Tool Description Benefits Disadvanages

News A news release is a brief, form| News releaseq Journalists are limited i

release text material that delivers tq generally have a broa( their  ability to ask
journalists a key message. reach. additional questions.

Importance:

W W w |It is a tool suitable foi

87



FINAL REPORT

whom the theme may be o
interest.

Press
conference

Importance:
W W W

As a tool, a press aference is
suitable for communicating th¢
most important  campaigr
milestones, such as its launch
its final outcomes.

The importance of the pres
O2y TSNByOSQa
by the presence of the
OF YLI A3dyQa | S¢
highranking officals of the
finance ministry and the
OF YLI A3y Qa 2NEFH

Journalists expect to conve
their presence at the pres
conference into early access |
essential information, couples
with the ability to ask for
additional details directly fron
the source.

Organizing a press confereng
involves the creation of a medi
list with names and contac
information of journalists anc
media for whom the
O2y TSNByOSQa

and who are subsequentl
invited to the press conference

During a
conference,
journalists can comg
face to face with
people involved in the
campaign and obtai
information from the
primary source.

presg

The
official
representatives is 4
key argument
dzy RSNI Ay Ay
importance.

presence (o)

Journalists can obtai
additional informatian
on the spot and ever
conduct interviews
with  officials and
campaign organizers.

Important press
conferences with
ministry officials are
generally covered by
press agencies.

Holding a press confereng
entails somewhat highe
demands in terms o
origination and costg it
requires an appropriate
and accessible venug
refreshments and othe
facilities for journalists
and printed press kits.

A press conference is als
demanding for  busy
journalists who in search @
interesting information
must travel to the
designated venue, whilg
the  conference itself
competes for attention
with  other concurrent
events.

Media
interview

Importance:
w 0w W

An interview with a campaigl
figure can be conducted by ar
type of medium: TV, radig
online and print media.

An inteview conducted for g
TV, radio or an online mediur
can be broadcast live (includir
social networks).

Attractive for the
audience, interviews
generally achievg

considerable reach.

Interviews provide
sufficient room for the
presentation of key
messages an

The interviewee must h¢
thoroughly prepared. Thi
is especially important fo
televised interviews. The
preparation involves the
provision of highguality
source  materials  an
arguments with which the
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An interview can involve |
campaign figure and a journali
only, or an opponent can be alg
included and present a critic:
view.

An interview has the pential
to be highly convincing, by
since it is a live contact with
journalist, proper preparation o
Grf1Ay3a LRAYID
required beforehand.

It is essential that the
interviewee possesses profour
knowledge of the topic and ca
provide a cleadelivery of weH
formulated arguments based o
verified facts.

An interview in the presence ¢
an opponent is especiall
demanding in terms of botk
preparation and presentation.

arguments as well a
supporting facts. A
convincing  speake
can win a usefu
positive response.

interviewee must becomg
thoroughly acquainted.

Persons with little previou
media exposure should b
thoroughly prepared, e.g
for unfriendly questioning
or an aggressive opponen
Media training is
recommended ahead of

televised interview.

Statements made durin
an interview are basicall
impossible to retract.

Twitter post

Importance:
W W W

In case of any media activil
done by a pblic authority with
own account on Twitter socig
network, sharing the ke
message as a Twitter post
strongly recommended.

authorities
(ministries, Czecl
national bank, the
Prime Minister, etc.
have Twitter account
with strong follower
base. Syergies can bg
utilized by sharing ke
messages from th¢
campaign via thei
channels.

Public

None.

Round table

Importance:
W W W

A round table is a considerab
humbler variant of a pres
conference. It usually take
place in a more modeg
environment and with fewer
journalists present. Journalis

Journalists get to mee|
0dKS Ol Y
organizers and officig
representatives. The
can question them tg
0§KSANI KSI 1

Greater time demands i
organization, the need tc
accurately identify the
most relevant journalists.
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invited to a round table arg
generally the ones most familig
with the topic (such as
journalists narrowly focused o
education invited to a roung
table about a reform of the
elementary school curriculum]
A round talle facilitates a more
detailed presentation of the
topic at hand while employing
more specialized tong

compared to a pres!
conference. It also offer
considerable room fol

guestioning.

The fundamental objective of
round table is to present the
topic in considerable depth ani
detail to invited key journalists.

to obtain a detailed
understanding of the
topic.

A round table is arn
excellent opportunity,
for establishing gooq
relationships with key
journalists.

A round table reduce
the risks of
subsequent
misinterpretations
and misinformation
being released by ke
media.

Oneon-one | In a way, oneon-one meetings| Oneon-one meetings Oneon-one meetings yielg
meeting are similar to round tables, by are relatively easy tq a limited amount of medig
only one journalist from a ke| organize. They als| outputs.
Importance: medium is present to talk with { consolidate
W 0w single campaign representativ¢ relationships with
journalists while
In effect, it is annterview that offering an excellen
gnablgs the joymalist tq opportunity to discuss
investigate the topic in greate the topic in great
detail while offering the detail with key
representative an opportunity journalists,
to provide thorough
descriptions and extensiv
argumentation.
Press trip A press trip is an ideabol for | A press trip provide§ Higher cost
presenting the topic in depth i the journalist with an| (transportation,
Lr)nportance: a situation matching theg opportunity to see g accommodation if needed

proposed solution.

practical
demonstrating

example
the
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Journalists, identified a
important for the medialization
of the topic, are transported t(
a venue where they can becorm
acquainted with a successfi
practical applicatia of a specific
solution, for example ir
cooperation to be acquaintel
with a success stor|
entrepreneur in the Czec|
Republic.

applicability of
solutionspromoted by
the campaign.

The outcomes
usually quite
interesting, with
exclusive reports of
practical applicationg
often readily accepteq
by the audience.

are

A press trip is anothe
tool that contributes
to the building of
positive relationshipg
with keyjournalists.

High organizationa|
demands and the need t
develop a detailed agend
for the trip.

Some editorial offices d
not permit their journalists
to participate in press trips

Press trips can beeen as
time-consuming by
journalists.

Participation is open to :
very limited number of
journalists.

Utilizing the potential of internal staff

Efforts to increase the exposure and awareness of the campaign and its relevance can be advanced
considerablystakeholders at the ministry and other government bodies. Those in regular contact with

media, e.g. the prime minister, the minister of finance, deputy ministers, etc., should have the knowledge
about the campaign and its key message and should be traggedarly in this regard to promote the
campaign and its goals. Their involvement will provide information to the media and thus extend the

OF YLI A3y Q&

NEI OK® { dzOK

(NI} AYAYy &

AK2dA R G118

entrustedwith promoting the campaign in their media statements are always informed wittotgate

information.

Action 1.1.2: Paid advertising campaigning

LIk

The use in a campaign of paid content ensures that essential information reaches the intended recipients
in the form specified in the initial request. The success of this part of the campaign hinges on the
identification of specific media followed by the target group.

Paid content offers a fundamental advantage in being published in exactly the same form intvakieh
been created by all media with which a commercial partnership has been agreed. The quantity of text,
the positioning of it in print media and the duration of the displaying of the content in online media can

all be considered during the campaigamhing stage. Since commercial partnerships are essential for the

existence of traditional media and often provide the majority of their income, such partnerships also help
to build positive relationships with editorial offices that may become more ingltogublish other than
paid content as well.
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Effective communication requires a combination of paid content with its organic counterpart that is based
solely on media relations, i.e. the development of positive relationships with journalists, described in

some detail in the next chapter.

Tablel0: Advertisingtools

Print advertising can also contain
strong call to action, such as aski
readers to visit a dedicated website.

Tool Description Benefits Disadvantages
Print Print advertising ensures publishing | The content of paid Publishing of
Advertising the intended message exactly { print advertising i§ materials is &
created by the clist. specified directly by paid service.
Importance: the client,avoiding the
W W w o|ltis usually published in sections risk of messagd Paid
dailies and magazines dedicated distortion. presentations
commercial messages and thus cles are  generally
separated from reporting and editoria associated with
content. reduced
The client knowg credibility.  To
Paid advertising provides for great( exactly what they arg utilize the
creativity, with the use of e.q paying for: when potential of paid
prominent graphics, imgraphics,| ordering print advertising,
photos, less text, a powerful mottq advertising, both the attractive,
and campaign logo. extent and positioning catchy content
in the media ig is required.

specified in the order.

There is room not only
for bolder wording but
also for moe varied

Especially in the
case of

presentation where the advertiser pay

graphic designs. spedalized and
industry-
oriented media
with a lower
frequency of
issues, it s
essential to
adhere to
specified
deadlines  for,
material
submission.
Advertorial Advertorial is a form of commerci¢ Media  does not Publishing IS

interfere with content

paid. Athough
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Importance:
0w W W W

for placing its content in the selecte
medium. It publishes it in the editorig
section, i.e. outside the space reserv|
for advertising. Although this content
clearly referred to as paid, the text

close to the classic editorial materig
The terms of e publication are clearly
defined and, as a rule, the location

the advertorial, such as the page ord
of the printed diary.

The advertorial is very suitable fq
cases where more complex issues ne
to be explained. Its form should matq
both the chosa topic and the
expectations of the target group
article, report, or interview.

unless the text exceed
a defined range, o
fundamentally  doeg
not conflict with key
media valueor Czech
law.

advertorial style
is adapted to
content,

consumers
generally

perceive

commercial
presentation
with more
mistrust  than
regular news.

a

Especially in the
case of
specialized an(
industry-

oriented media

with a lower
frequency of
issues, it s
essential to
adhere to
specified
deadlines  for
material
submission.

Banner online| This type of advertising can K There is a widdlt is a paid

advertisement | deployed directly on websites visitg selection of media that solution.

by the target group. would display the
Importance: banner. It is aISCAbannerisnote

W W W W

Banner advertising offers a choice
types of presentdon with the core
motif being a prominent visual desig
with a call to action.

The purpose of banner advertising is
y2GiATe NBOALASYD
existence and motivate them to visit
dedicated microsite by clicking th
banner.

possible to assess th
impact on the target
group at the banner
displaying  websites
and adjust cost limits.

suitable
medium for a
greater amount
of text.

Reliable
conveying of
content
depends on the
gS0aArids
willingness  to

click the banner
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and visit the
OF YLI A 3y
page.
SEO - Search| It is a set of tools configured b It is a key factor inaf It is a paid
engine professionals to ensure that an amé (2 Y f Ay S Q| solution.
optimization search using keywords return success, especially
information related to the campaig| relying on a microsite
Importance: | s 5} y L3 A3y Qa YA ON| Highquality
e among toppositioned search results. | optimizaion results in
the microsite
appearing near the toy
in inline  searches
helping intended
message recipients t
find their way.
Facebook As a social network, Facebook off§ Facebook enables th It is a paid
advertising free accounts, including aounts| specific targeting o] solution.
established for the purposes ( published posts at the
Importance:

W W W W

advertising campaigns.

On the other hand, the network i
rather restrictive in what can actual
0S @GASsSR o0& GK
Ay Of dzZRAY 3 YSYoSNI
target group.

Without a financial contribution, p&ts
FNB y2G RAAaLI I &SH
including subscribers of the sourg
Facebook account, leaving th
potential of published posts (texts
images, videos, infographics) large
untapped.

Posts can be sponsoredcoupled with
a payment, together wh a
specification to whom they should b
displayed. This measure grea
improves reach.

OF YLI A 3y @&

target group.
Individual selection
criteria can be

combined to target e.g
male of 18 to 60 year
of age, living in a city.

The tool is highly
configurable,
affordable and
adjustable.
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At least some financial support
essential for an effective Facebo
presentation.

Radio
sponsoring

Importance:
0w w

In this cae, the campaign relies g
radio advertising to attract attention.

It is advisable to select shows that g
attractive to the desired target grou
and have the advertising spo
broadcast during such shows.

Radio advertising lend
itself to some creative
approaches, such a
the use of a popula
actor to deliver the
message.

Messages are usual
repeated several time
a day.

It is paid content
that also makeg
it somewhat
difficult to reach

precisely  the
desired target
group.

It is necessary t(
record and
supply the

advertising spot

Outdoor ads

Importance:
w

Outdoor advertising, such as poste
and banners, is installed in locatio
FNEIjdzSYyiSR o6& (K
group, such as business compartme
on trains or golf resorts. It provide
information on the campaign and
directs the target group to places th;
provide further information (e.g
microsite).

Outdoor  advertising
can be installed i
locations where it is
easily visible to the
target group.

It is comparably
more expensive
and carries
greater tme
demands in
terms of the
preparation and
coordination of
multiple parties

(lease of
advertising
surfaces, ag

design, printing
and
installation).

Objective 1.2: Runargetedinformation campaign

In addition to mass campaign, th®trategyalso proposes anore direct approach and use direct
communication tools to help raise awareness about capital market tools. This way, the campaign can fully
utilize contact databases already owned by participating institutions. Recommended tool in such
approach is directmailing in form of newsletters (mail databases) and printed letters (address
databases).

Action 1.2.1: Direct mailing
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Direct mailing enables the target group to be addressed directly: recipients find an important message
either in their physical or el&éonic mail. The message informs them of something of interest taking place
in their field, with potential benefits for themselves and their business stemming from their participation.
It is advisable to employ two basic tools: a regular newsletter amdditional letter.

Tablel1l: Directmail tools

Tool Description Benefits Disadvantages

Newsletter Government institutions (such g A newsletter is an| Itis necessary tq
ministries and subordinate agencig attractive heed

Importance: maintain contact databases that can | communication  tool regulations

W W W0 yed for the regular distribution of { for informing | regarding  the
newsletter as well as informing of g consenting recipienty protection  of
upcoming campaign. of news, important] personal data

_ N facts, interesting cas{ (GDPR). It i

It is recommended that additiong studies and more. necessary tq
contact information is collected durin obtain consent
the campaign and included in for the
datgt?ase of campaign newslettg newsletter
recipients. delivery.

Letter Recipients receive a traditional lett¢ It feels more persond It is a slightly
containing information on a campaign and creates a feeling ¢ outdated

Importance: importance. solution.

W W W This campaign tool is suitable nameg

for addressing recipients at a time whe
a more direct call to action is require
e.g.if a road show is about to visit an
letter recipients should be notified.

4.6.3 Goal 2: Raismterest tolearnmore about the capital market instruments

Once tle awareness of capital market instruments among the target audience is increased, the campaign
will need to focus on raising interest of the audience to learn more about given instruments and how can
they help finance and furthedevelop their companies.hE communicator will enter an educational
phase of the campaign.

To educate the target audience, the communicator will need to create a hub, where all the information
and data is stored and presented to the target audience in clear, informative and itaissg way.
Today, our audience is present in two interconnected wogdmline and offline. To fully reach the
audience, the communicator will need to utilize both. Therefore, 8tiategyproposes two suitable tools
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to be used as such hulgsonline educational microsite (specialized website with all the information on
capital market instruments for SMEs) and printed leave behind materials for personal interaction with the
target audience.

Objective 2.1: Launchducationalmicrosite

Based on the exaple from the best practice of Finance Desk of Chamber of Commerce in the
Netherlands, the campaign involves the creation of a dedicated online microsite operating under the
auspices of the ministry. It provides important information without the need fanplicated searching
2N FFEYAETAFNRGE GAGK GKS YAYyAaGNRQa sSo6aridSo
OF YLI A3dyQa AYLRNIIyOSo

¢t KS

Action 2.1.1: Microsite development

The microsite is one of the most essential tools of the whole campaignwEbsite is to operate as a
single repository of all necessary information. It summarizes facts related to the campaign: reasons for its
launch and information on who is behind it and who funds it. It will also prominently feature the
Ol YLJ A 3y Q dandNt® dtoRs ad iKteaerses individual regions. Visitors to the microsite will also
learn about campaign news.

It is also possible to use the microsite to publish video clips, infographics and interesting texts, such as
success stories. It can also cainta section for journalist providing press releases as well as a basic press
kit and contact information of communication specialists responsible for the campaign.

A key feature of the microsite is a database of solution providers providing informagimssary to find
the nearest professional operating under the auspices of the ministry and offering professional advice.

The microsite is linked to various social networks included in the campaign via relevant accounts on
Facebook and LinkedIn.

Tablel2: Micrositearchitecture

Tool Description Benefits Disadvantages
Basic The microsite contains a range of toq Basic optimization i Development
optimization that complement its contents (e.q]1 S& G2 {K|entaills extra

keywords, captions, page nhames) a operation and| costs.
Importance: facilitate easier searching for the searchability  using

W W W W

website using search engines.

online web search
engines.

Responsiveness

Importance:
W 0w W W

The microsite is designed
resgponsive, meaning that it can b
easily viewed using mobile devici
such as tablets and smartphones. T

The measure ensure
that the website can
be easily viewed usin
devices such @

Development
entails extra
costs.
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website is rendered according to th tablets and
screen used maintaining ease of us¢ smartphones.
Design The microsite uses a simple and cl¢ The design  use( Development
design, fully in line with both itj ensures visitors enjo) entails extra
Importance: purpose and the overall visual style | browsing the websitg costs.
W W w0 he campaign. and supports the
gSo0arisSQa

Action 2.1.2: Content marketing

In addition to traditional public relations tools, such as press releases, other materials will also be
prepared that will serve tprovide attractive content for both the microsite and social network accounts.
Such materials will also be of interest to the media as they will provide summaries of essential information

in an attractive form. Proposed materials include explanatory tértegraphics and images.

Tablel3: Contentformats

Tool Description Benefits Disadvantages
Short text Key information, tutorials, interesting Comprehensive High-quality
short points for potential customers. | information povided | copywriting
Importance: the online audienceg required.
W 0w o with a short attention
span
Infographics lllustrated process of how a firm can g Comprehensive At least basig
in touch with a capital market broker| information provided| graphic
Importance: inspiration atwww.chcidatovku.cz the online audienceg processing
e with a short attention| required.
span
Pictures Images (photos, illustrations) alwaj There is a high At least basidg
O2y (i NROdzi S (i 2endss. G| demand for visua| graphic
Importance: materials among thg processing
w W w |Images of people talking about th media and the| required.
purpose of the campaign an provision of attrative
recommending the campaign can | photos increases  the
LljsedAfor vspecific purposes, increflsi chances of the topid
UKS OFYLIAdyQa ON featuring in the media
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Action 2.1.4: Video production

Videos are highly popular as a medium and their popularity increases with the proliferation of
smartphones ad tablets. The campaign will rely on videos to convey in an easy to digest form the most
important facts, success stories and recommendations by successful entrepreneurs who have already
deployed the promoted solutions in their businesses. Short and @ttely constructed video clips can
substitute any text materials. Videos have a great potential to interestingly present various topics.

Video clips lend themselves to a wide range of usélsey can be published on social networks and
subsequently promatd to extent their reach, and they can be offered to the media, while the most
interesting ones can be viewed on the microsite.

Tablel4: Videotypes

Tool Description Benefits Disadvantages
Corporate Videosof this type provide an overal In  a useffriendly | Such videos
video presentation of the campaign, th| manner, the vided need to be

context in which the campaign wg presents the | original and
Importance: conceived, and its individual steps.| campaign, the contex| entertaining to

W 0w may contain infographics g of its launch, and thg avoid boring the
testimonials by campaig| O Y LJ- A 3y Q & audience.
representatives.

Recording anc
editing of clips
carries extra
costs.

Testimonial A testimonial presets a reallife person| In a palatable form| It requires the
declaring on camera that their busine| testimonials provide creation of a

Importance: has already implemented the solutionl evidence  of  the virtual database

W W W WO yomoted by the campaign an LINE L322 & SR of persons
declaring them to be working an usability. willing to
sensible. support the

They improve the
Such a person directly recommends t{ OF Y LI A 3y Q3
solutions and provides an explanation
to why they recommend them.

campaign on
camera.

Recording ang
editing of clips
carries extral
costs.
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Case study A case study video is similar to| A case study video is| It requires the
testimonial, but it focuses ol palatable way of creation of a
Importance: companies. It describes businesses t| showing that the| virtual database
W 0 0 0O phave implemented solutions promote| proposed  solutiong of reatlife
by the campaign. The videceskcribes| work. success storie
implementation  steps and  thg _ _ and the
O2YLI YASAQ | LILINE f INese videos Improvi iingness — of
A06LA® ¢KS @ARS2[UKS O Y involved
positive and motivational. credibility. persons to
speak on
camera.
Recording anc
editing of clips
carries extra
costs.
Tutorial Videos of this type provia a simple| Tutorial videos Recording ang
guide providing step by step instructio| provide simple ang editing of clips
Importance:

W W w W

They help viewers acquire a bett
understanding of the issue at hand a
reduce the risk of mistakes. Thg
convince viewers that they can mana

useful instructions
that in turn improve
idKS Ol Y
impact.

carries extral

costs.

the steps required.

There are two main ways of obtaining relevant case studies or testimonials. The first involves acting in a
collaboration with relevant spedlists (intermediaries, most likely) to identify businesses that can offer
captivating stories suitably descriptive of the benefits of alternative financing and whose management is
willing to participate in the campaign. This solution offers distinct tisaging benefits as well as a
considerable degree of control over the message content. Another benefit stems from the fact that the
resulting attractive and motivating case studies can be available at the launch of the campaign.

The other possibility is torganize a competition that would induce businesses to apply of their own

accord. However, this approach is considerably more demanding in terms of time, finances and
2NHIFYATFGA2Yy® 2KFGQa Y2NBI GKS 02 VYLISGATThe degreeOl y 2y
of control over the content is also diminished: it is possible that the competition would attract businesses
whose stories would not fit the needs of the campaign or that there would not be enough suitable stories.

Objective 2.2: Provide promimnal materials

The campaign involves the production of a range of supporting items and materials. Some may only serve
an informative purpose providing recipients with extra information. Others may double up as gifts that
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help to build a positive attitudéowards the campaign and draw attention to it for an extended period

following their presentation.

Action 2.2.1: Leavbehind materials

The first type of promotional materials is printed materials summarizing basic information on the
campaign, providing®O0Saal NB Oz2y il O

contains additional information.

Tablel5: Leavebehind materials

AYTF2NNIEGAZY

campaign representatives or solutig
providers. They enable the ca
recipient to contact the particula
person at anytime following the initial
meeting.

Tool Description Benefits Disadvantages
Business card | Business cals are made in accordand An inexpensiveg The business
with an approved visual style matchir solution that lets the| card allows only
Importance: GKS O YLI A3y Qa & recipient think matters| a limited
W 00 O eontain contact information of the over and contact the numberof texts.

relevant person later
Placing a QR code wil
a link to the web is fully
recommended too.

Leaflet

Importance:
W W W

Leaflets provide basic information ¢
the campaign: the reasons for i
launch, basic principles and individy
steps. They guide recipients to tk
dedicated microsite with additiong
information.

An inexpensive
soluton that lets
recipients become
acquainted with the
topic in comparative
brevity before looking
up additional

information online.

Leaflets must be
regularly
reprinted
their
updates
limitations.

for
news

Brochure

Importance:
W W W W

A brochure is a more &nsive and
more detailed counterpart to a leafle
It guides recipients through th
OF YLI A3y Qad AYRAQD
contain references to case studies.
provides arguments in favor
becoming involved with the campaig
as well as a link to the deddited
microsite.

A Dbrochure listg
interesting

information about the
campaign, explain
supporting argumentg
and guides the
recipient towards
taking specific step
and looking up
additional information

about the campaign.

A Dbrochure s
more
demanding and
expensive to

produce.

101

Ay Of dzRA y 3



FINAL REPORT

Action 2.2.2: Branded materials

Recipients showing an interest in the campaign are rewarded with small promotional gifts. These can be
handed out at individual invest points visited by recipients, at workshops or during the tourgtintbe
regions.

Promotional materials are designed to be easy to carry home. The objective is to create a positive feeling

of having received a gift that will, through its graphic design, spontaneously continue to call attention to

the campaign. We therefe propose procuring the promotional materials described below. What they
KFEgS Ay 02YY2y Aa | NBlLazylrotS O02adGx FroAtAGe (2
value. Other benefits include quick production, easy storage and handlidgharpossibility of ordering
additional quantities at any time.
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Table16: Promotionalmaterials

at workshops and invest points. Ti
aim is to distribute practical gifts tha
will double as a reminder of th
campaign.

A considerable
The ost depends on the pen typ| quantity can  be
(from luxury fountain pens to cheapq procured without

plastic ball pens), surface finig
(engraving is more enduring but alj
more expensive than simple print), ar
the number of colors used.

period of time, while
acting as areminder @
the campaign.

significant issues witl
storage. Pens can bej
a basic visual motif
such as a logo or th
main motto of the
campaign.

Tool Description Benefits Disadvantages
Sticker or| The campaign and its purposes can| Despite its low cost, { Rather low
badges promoted using a sebf stickers and sticker or  badge likelihood of a
ol R3ISa o6SI NRyYy3 (] promotes the| practical use.
Importance: message. Recipients who use t{OF YLI A 3y Q3
w W stickers or badges will become th message.
OF YLI A3y Qa LINRY?2
stickers and badges will call attentig
to the campaign.
Branded Writing  utensils make populg A great selection o] The use of thesg
writing promotional materials, thanks to thej pen types and pricq tools is common
accessories relatively low cost and high utility. Th levels. Tl cost can bg in  campaigns
campaign will usa sizeable number g reduced considerably and the
Importance: pens with a production finish thg A penis generally use recipient may
W W refers to the campaign. They will § repeatedly, often, ang not distinguish
handed out during personal meeting over an extendeq among them.

4.6.4 Goal 3. Engagentrepreneurs inconsidering thereal use of thecapital market

In this Strategy the communicator has created and increased awareness, and educated our target
audience about the capital market instruments to finance small and medium enterprises. In the next step,
the communicator needs to engage those members of the targdieamce, who are currently looking into

the ways of financing their company, to consider the real use of capital market instruments.

This communication step assumes the use of such channels, where more personalized approach to
providing information is appmable. To achieve this goal, the communicator will need to start building the
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NBEFGAZY

AKALI 6A0K

Considering the level of sophistication of the issues of capital fingramd the needs of our target
audience, facdo-face approach is recommended to achieve given campaign goals.

To provide the audience detailed description of capital market instruments, expert opinions and

recommendations, the best applicable channel pregad by thisStrategydrawing from the bespractices

from Slovakia (BIC Bratislava) and Croatia (Financial Literacy for Business in Croatia) , which are described

in detail in the Preliminary Report, are daylong regional entrepreneur workshops.

Objective 31: Createplatform for solution providers

The microsite is connected to an important instrument in the form of a contact information database of
gAt t Ay d

a2t dzirazy

LINE OA RS NA

financirg their business operations.

Action 3.1.1: Solution providers database

The database contains all the contact information of the solution providers. It is presented in-a user

a2

LINE JA RS

I ROAOS

friendly and intuitive way. An important function is the ability to filter solatiproviders by region,
contributing to the ease of organizing meetings and obtaining advice.

Tablel7: Databasetools

Tool

Description

Benefits

Disadvantages

Open platform

Importance:
0w W W W

The database of names and conta
information of available solutiof
providers is publicly accessible to a
potential campaign participant.

The database helps i
FAYRAY 3 2
obtaining information
on available solutior

No
disadvantages

participants thus do not risk having 1
travel long distances to visit a solutic
provider.

providers and
contacting them.
Localization A fundamental function of thq Campaign No
database is the ability to filter solutio| participants can easily disadvantages
Importance: providers easily according 1 find the nearest
W W w geographic regions. Campai( solution provider.

Objective 3.2: Organizeegionalevents

LI2 G Sy i A I twaydialdgadiv@thviSeNdiget audignige. 3 G | NI

2

To fully engage the entrepreneurs and TOP management of SMEs, the campaign needs to utilize tools that
enable the campaign owners to meet witlarget audience in person. Based on the bastctice
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approaches identified in the study, form of regional workshops and branded regional roadshow are

recommended.

Action 3.2.1: Regional workshops

It is essential that the campaign is not run from a singletral point. It must come to the potential

participants in the regions, as shown in the successful Best Practice examples from Croatia or Slovakia.
For that purpose, workshops will be organized with experts travelling to meet potential campaign
participarts in individual regions. Workshops will be held in regional cities. To achieve synergic effects and
budget effectiveness, thiStrategyproposes to organize the events at the venues directly controlled by
public authorities. At the workshops, both the chgh A 3y Qa

SELISNJI &

implemented the promoted solutions will present their kndww and experiences.

Tablel8: Workshoptools

Tool Description Benefits Disadvantages
Keynote Workshops will make use of | The keynote speake Extra cost
speaker charismatic and compellin| will help the audience
moderator / keynote speake| understand and
Importance: familiar with the topic and capable ¢ remember key|
W 00 0 presenting it to the audience in g information.
attractive form.
Unique venue | Suitable venues will be secured f| Pleasing ang Extra cost
the purposes of holding workshops| representative
Importance: venues help to create
© a positive impressiof
of the campaign.
Club of| The campaign will use positivy Workshop This approach
Mentors experiences of business owners a| participants hinges on finding
managers in switching to a differef contemplating  the| business
Importance: form of business financing. THh use of a different form owners/managers
w W w conveying of personal experience h of financing will haveg willing to
the potential of swaying those wh| an opportunity to| participate in the
might hesitate. It would also provid meet representatives campaign of their
those who dete to participate with| of businesses thal own accord or in
guidance and recommendations an have already| response to
point out possible pitfalls. successfully suitable
implemented motivation.
alternative solutiong
offering  motivation

by positive example.
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Action 3.2.2: Regionabadshow

To provide full information about capital market solutions, Beategyrecommends supplementing the

workshops with regional roadshow, which in terms of this campaign is creating a team with a branded car
and informative materials. The roadshavan participate at the event in form of a specialized stall,
providing valuable additional information and materials to the participant, as well as informing them
about the campaign goals and reasons. Except from the workshops, the roadshow team canussd b

at specialized thirgbarty conferences or business fairs.
Tablel19: Roadshowtools

Tool Description Benefits Disadvantages
Promotion A supporting promotion team tha Uniform clothes| Extra cost of
team accompanies experts to regionatents | matching the| production  of
provides the necessary support at Ol Y LJ- A 3y Q&| clothing and the
Importance: assists in organization. emphasize the branded stand.
W 0w The team is welbriefed and capable o professional approacl
providing important information abouj to the campaign.
the campaign to potential participant
while also handing out promotiong
materials.
The team operates around lbranded
table or counter that also capture
attention.
Banners  and Rollup banners or signs following th Banners are a usefy Extra cost of
signs OF YLI A3y Q& @A &dz f mobile device that car production.
near the place to meet potentig travel around the
Importance: campaign participants. country  with  the
0 o campaign.
Awards Competitions and awards can I Competitions and As an approact
organized for businesses that hal awards would producq it is rather
Importance: changed their sources of financing | additional attractive| demanding in
W W w plan to do so. Businesses could | content e.g. for socia terms of
motivated e.g. with small rewardy networks. There is als| organization,
Competitions and awards can increg the  potential  to| time and
the media exposure ahawareness 0] identify suitable case financial and
the campaign among businesses. studies through| human
competitions and resources while
awards. never really
guaranteeing
the desired
outcome.
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Objective 3.3: Launcbwn social mediaplatform

Social networks are increasingly popular channels of communicationngideoable proportion of the
population is growing, spending a considerable amount of time at these chanme018 it was an
average of 149 minutes per ddyThe communication should reflect this fact and exploit the potential of
social networks to rezh the target audience.

It is not recommended that a dedicated Twitter account is used for the campaign. Contrary to other
countries, the social network is not particularly popular in the Czech Republic. Existing Twitter accounts
of the ministry or even idividual ministers will become involved. They are followed by relevant journalists
for whom the campaign presents an attractive topic. Journalists will thus be able to rely on these accounts
to obtain timely information about upcoming events and achieveslits.

The campaign will rely considerably more on Facebook and LinkedIn. They represent additional means of
O2YYdzyAOFGA2Y Fdzf £ & dzy RSNJ 4KS OF YLI A3yQa 2NHFYyAIT S

Action 3.3.1: Facebook profile

Facebook is by far the most popular social networth@nCzech Republic. Some 5.1 million Czechs have a
CF0S06221 I002dzyiis APSd Y2NB GKIy (g2 (RANRaEy 2F (K:
as 99 percent of internet users are familiar with Facebook. Its popularity remains high amongagghe
IANRdzLJAZX YIFGOKAY3 GKS OF YLI AIyQa G NBSG INRdAzLID ! Y2\
on Facebook, with penetration dropping to 50 percent for those up to 45 years of age, and 30 percent for

those up to 55 years of agé.

Table20: Facebookools

Tool Description Benefits Disadvantages
Contest Various contests will be held as part | Engagement o] To maximize
the creation of attractive content to b¢ Facebook users in th| reach, posts
Importance: shared by Facebook users. The contg campaign, motivatior should be
W 00O Wil aim to engage users andrgmpt | to share their own promoted, at an
them to share their own stories as well | experiences. extra cost.
02 1SSLI T2ttt 20AY
Facebook account.

29 https://www.ecommercebridge.cz/jalse-dari-socialnimsitim-v-cesku/

30 Source: Netmonitor, September 2018tps://www.czechcrunch.cz/2018/09/facelmi-v-ceskupouzivakazdy
mesicpres5-milionu-lidi/)

31 Sourcehttps://365tipu.cz/2016/11/06/tip65CGkolik-ma-v-ceskufacebookuzivatelujak-je-to-s-vekemproc-jsou
ta-cislatak-podivna/
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Suwvey Facebook surveys offer an attractiy Increased involvemen| In  order to
engaging and entertaining way ( of Facebook users i maximize reach
Importance: prompting users to act and becon| the campaign. posts should be
W 00 ivolved in the campaign. promoted, at an
extra cost.
Slideshow Slideshow presentations of imag lllustrative and| In  order to
materials prepared in advance offer § entertaining form of | maximize reach
Importance: attractive and undemanding way ( presenting important posts should be
w W presenting interesting  informatior information that | promoted, at an
associated with the campaign. prompts further| extra cost.
sharing with others.

Action 3.3.2: LinkedIn profile

LinkedIn is a professional networking tool, which makes it highllyable to the campaign. It is used by
business owners and people responsible for company finances. They use LinkedIn to identify potential
employment candidates, present their own companies, and follow latest trends. That creates conditions

conducive to pticing and following the campaign.
Table21: LinkedIntools
Tool Description Benefits Disadvantages
Thought piece | ¢ K2 dzZaKiG LA SOS& S H Thought pieces delive This tool
key information and ideas. Theg essential values an( requires an
Importance: incorporate a wide rangefarguments,| ideas to the network authentic
W 0w including experience from abroad, { users, doing so in { author, high
demonstrate the workability, utility an¢ userfriendly manner| expertise and g
benefits of the promoted solutions. that inspires sharing. | great deal of
preparation.
How-to-article | It is a text counterpart to a vide( How-to-articles This tool
tutorial. Howto-articles provide step by describe the wholg requires a high
Importance: step instruction on how to proceed. | process to users an| expertise and &
W 0 0w emphasize ity great deal of
simplicity and ease. | preparation.
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Infographics Infographics provide clear overviews | It is possible to reusq Infographics
key campaign information and prese| infographics created
Importance: it in a form that is both attractive an( previously created e.q specificaly for
w 0 0w easy to comprehend. for the microsite. Sucll LinkedIn require
reuse saves time an| additional
resources whilg graphic design.

increasing reach intq
another target group.

4.6.5 Goal 4: Activatepotential issuers toreachout the intermediaries

In this, final phase of the campaign, the communicator needs to harness the results of the information
campaign described above and puste part of the target audience, for which the capital market
instruments are a suitable solution to their current company needs, into the final step of the prpcess
action. The desired result of thiStrategyif a member of a target audience with an aat need of
enterprise financing entering into direct negotiation with a capital market solution provider about the
most suitable means of utilizing the capital market instruments for their company needs. This paragraph
will describe means, how to achiewhis final step of communications process and transfer the
communication into a real action.

Objective 4.1: Callo-action

The overriding objective of the campaign is to convince the greatest possible proportion of the target
group to consider alternativevays of financing their business operations and contact solution providers
ready to help with the transition. In this sense, the whole campaign acts as a call to action.

There are also constituent objectives and tasks, such as the collection of contarhatibn from
campaign participants. This purpose is served by the set of tools described below.

Action 4.1.1: Contacts acquisition

Table22: Caltto-actiontools

Tool Description Benefits Disadvantages
Query A questionnaire offers a palatable w{ An inexpensive way ¢ It is imperative
form of collecting contact information. collecting  important| that contact
_ . _ contact  information| information is
Importance: An example is a questionnaire hand with the consent of the collected in

W W W o |out during a workshop seeking &

S@Ftdduizy 2% owners/participants. relevant
comprehensibility and the usefulnes regulation  on

of provided information. the protection

respective compliance with
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It often helpsto motivate potential
respondents with small rewards or th
chance to win a bigger prize in a dra

of
data.

personal

Event
registration

Importance:
0w W W W

A registration process at the start of &
event can be a source of valuah
contact information subsequentl
availablefé\J  RRNBX & a4 A y 3
target group. In return, participant
obtain printed materials specifie
above (business cards, leafle
brochures).

An inexpensive way ¢
collecting  important
contact information
with the consent of the
respective

owners/participants.

It is imperative

that contact
information is
collected in

compliance with
relevant
regulation  on
the protection
of personal
data.

Non-binding
offer

Importance:
W W W

A nonbinding offer is a way o
presenting to potential campaig
participants he possible benefits g
implementation of the promoted
solutions while it doubles up as a to
to collect contact information.

An inexpensive way ¢

collecting  important
contact information
with the consent of the

respective
owners/participants.

It is impeative

that contact
information is
collected in

compliance with
relevant
regulation  on
the protection
of personal
data.

Action 4.1.2: Remarketing

Remarketing is a highly efficient form of advertising that targets persons who have already visited the
RSRAOFGSR YAONRaAGS® L
further relevant messages to persons who have previously demonstrated interest in the campaign. Such
advertising messages, for example in the form of anbanners, then appear on other visited websites.

camg A Ay Qa

Remarketing also works on social networks.

Table23: Remarketingtools

A a

ol A4SR 2y

Tool

Description

Benefits

Disadvantages

Analytical code

An analytical code helps to mark a
identify internet users who hav

already shown interest in the campaig

In combination with
other tools, it provides
an efficient way of

It is a paid tool.
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Importance: by visiting the microsite or one of thl continuously drawing
w 0w W social network accounts associated w| attention to  the
the campaign. campaign andg
stimulating potential
LI NI A OA LI ]

Conversion Conversion is the step in which | In combination with| Itis a paid tool.
point member of the target group decides { other tools, it provides
show an active interest in the campaiq¢ an efficient way of
Importance: (visiting the vebsite, downloading & continuously drawing
W 0w brochure). attention to  the
campaign andg

stimulating potential
LI NI A OA LI ]

Remarketing ad

Importance:
0w W W W

Internet users who have shown 3
interest in the campaign are show
additional online adverts when visitin
other websites. Banners either promj
the user to return to the microsite o
convey additional information.

In combination with
other tools, it provides
an efficient way of]
continuously drawing
attention to the
campaign ang
stimulating potential
LI NI A OA LI

It is a paid tool.

Objective 4.2: Infoline service

Considering the complexity of the issue, the target audience will value a possibiionsult its needs
with the experts not only at orime opportunity of regional workshops. To meet such need,$lriategy
proposes to create specialized tfilke info line, where SME representatives would be able to acquire
needed information or advie This tool can also be used as an active remarketing tool to actively follow
up on the contacts gained via other channels.
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Table24: Infolinetools

Tool Description Benefits Disadvantages
TollHree A dedicated tofree number will be It accommodateg It requires
number F@FAftFroftS F2N 4K people interested in reliable and
Trained operators will provide detailg the campaign ang well-trained
Importance: information on the campaign, high provides them with| staff.
W 0 0 OygzdtAaie FROGAOS | {timely and useful
guestions. information.
It provides answers t(
detailed questions.
24/7 service The microsite and the toffee line| It ensures that users It requires
operate 24/7. can obtain impatant | reliable and
Importance: information whenever| well-trained
W w needed. staff and extra|
costs.
Callback The microsite lets anyone interested | It is a powerful and It requires
additional information provide theil well-received  signa| reliable and
Importance: phone number and specify a time of d{ (i K I { i KS | well-trained
0w 0w when they can eceive a call. Trainel organizers do theil staff.
staff then get back to them. utmost to
accommodate
potential  campaign
participants.

4.7 Evaluation

To evaluge results and success of the communication campaign, this part focuses on setting the
evaluation framework. It recommends which performance indicators are to be measured and when.
Measured performance indicators must be in line with main goals of the agmpwhich are following:

Awareness: Build awareness of the capital market among SMEs

Interest: Raise interest to learn more about the capital market instruments
Consideration: Engage entrepreneurs in considering the real use of the capital market
1 Activaion: Activate potential issuers to reach out the solution providers

= =4 A

ThisStrategysets a suitable measurable performance indicator for each of the campaign goals. Setting
the exact values of KPIs will be strongly dependent on the allocated campaign bidgefore this
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Strategyonly provides framework for measuring campaign performance and success but does not
propose any exact values.

4.7.1 Measuring awareness

Awareness is usually measured with a dedicated awareness survey among the target audience. Such
survey should be realized in cooperation with respectable partner, for example agencies specialized in
public opinion surveys.

To set base value of the awareness about capital market instruments, the campaign executors need to
measure the level of the awarerebefore start of the campaign first. To evaluate increase values in the
awareness, another awareness survey is proposed right after the end of the campaign. Considering the
length of the campaign, which should be five years,-taith survey is also propes to evaluate
campaign progress and asses if, any strategic amendments in communication messages or tools is needed.

Awareness survey are carried out on a-gdefined pool of respondents combined to closely resemble the
structure of the target audience isocicdemographic values. The awareness is than assessed based on
the survey result as a percentage of the target audience having awareness about the survey topic. For this
campaign, theStrategyproposes to measure awareness level in following areas:

1 Basc awareness of the sole existence of spectrum of capital market tools to finance the
development of the company

T Awareness about capital market tools

1 Willingness to consider such tools for the needs of the company

4.7.2 Measuring interest

In the second step ohe campaign, the main goal is to raise interest to learn more about capital market
instruments. The information in this part of the campaign will be presented in two fgromdine on a
microsite and offline at via leavaehind materials at touch points drworkshops. To measure the success
of those tools, theStrategyproposes following measurement tools.

The Strategyproposes to evaluate number of microsite visitors in time to asses, how many people were
attracted by the campaign to study the informatiprovided. The campaign should evaluate this monthly

and compare the results to campaign views and peaks as well as finance invested. Length of stay at the
website can be measured to asses, how long the interest of any visitor was maintained. View rates of
videos included on the microsite can also be measured.

To evaluate the results of a leatehind printed materials, the campaign should monitor the number of
materials distributed among the target audience. Should the materials include a specific lihk to t
campaign microsite, the click through rate can be monitored.

4.7.3 Measuring consideration and activation

The last pool of measurement instruments relates to the engagement and action of target audience
members. To evaluate this part of the campaign, 8tetegy proposes following tools.
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To evaluate engagement, the campaign should monitor the number of visitors at the regional workshop
against a benchmark set at the beginning of this activity. The campaign should monitor total number of
engaged members of tharget audience at the events as well as partial numbers for each separate event.
Online feedback form is also proposed to be distributed vina@ after each event to the participant
evaluating overall satisfaction, the quality of information providetha event and planned future action

of the participant.

To evaluate last step of the campaign, transforming engagement in action, the campaign should measure
number of active inquiries from SMEs to solution providers. Total volume of acquired finaaairog c
measured on yeato-year basis. This should be measured in cooperation with solution providers on a
yearly basis and the measurement should exceed the length of the campaign considering the complexity
of the processes connected to the instruments.

4.7.4 Summary

All the proposed measurement tools for the capital market campaign are summarized in the following

table.

Table25: Evaluationtools

Goal

Possiblesvaluationtools

KPI

Awareness

Awareness rate measured via awareness survey

To be set by thdProjectowner

Interest

Number of microsite visitors (monthly)
Length of stay at the microsite

Videos viewrate

Number of distributed leav®ehind materials

Clickthrough rates on the links provided online / offline

To be set by th&rojed¢-owner

Engagement

Number of visitors at the events / workshops

Online feedback form measuring satisfaction, informat
guality and planned action

To be set by th&rojectowner

Activation

Number of active inquiries for capital market financi
solutions

Volume of financing provided on the capital market

To be set by th&rojectowner
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4.8 Action Plan

TheAction Plaris part of a longeterm strategic document and describes the priority activities leading to
the objectives of the definedCommunication Stragy on the capital markets literacy in the Czech
Republic

TheAction Plarensures the coordination of the activities of the individ@abjectowners, defines the
necessary partnerships, defines financial resources for individual activities, descrébéisnihg and
justifies the need and impact of individual activities in the Czech Republic.

The Action Plandescribes the activities in detail and follows the previous parts ofStrategy The
schedule is divided into the tables below according to theetdaquence.
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4.8.1 Action Plan2020- 2025
' OGA2YY tNB2SOl 26ySNBRQ Sy3al3aSySyi

Involvement of relevant partners in thBroject with division of roles anc
responsibilities.

Engage entrepreneurs in considering the real use of the capital market
SMEs, Intermediaries

Ministry of Finance

MIT, CzechinvestNB (recommended)

---mil. CZK (any allocations)

Czech Republic, European Union

Notes

Preparation period

I Implemertation period

' QGA2yY {2tdziAzy LINRPOARSNEQ RIFIGFOIAS

Creating an online tool to find a suitable expert advisor on the capital mé
solutions.

Engage Entrepreneurs in Calesiing the Real Use of the Capital Market
SMEs, Intermediaries

Ministry of Finance
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ONB, AKAT, CVCA (recommended)

---mil. CZK (any allocations)

Czech Republic, European Union

Time Schedule:

Action: Touch points preparation

Arranging a partnership with an institution operating regional branc
suitable for setting up our own information network.

Project market peitioning

SMEs, Intermediaries

Ministry of Finance

MIT, Czechinvest (recommended)

---mil. CZK (any allocations)

Czech Republic, European Union

=
3
5}
w
o
>
®
o
=
@
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Creating and editing professional content for all types of media and communic
tools used during the campaign.

Raise interest to learn more about the capital market instrutaen

SMESs, Intermediaries

Ministry of Finance
CNB AKAT, CVCA, EIF, EIB (recommended)

0.5-1.5 mil. CZK

Czech Republic, European Union

Creating a visual identity for the entire campaign, including creating a logo and s
Project market positioning

SMESs, Intermediaries

Ministry of Finance
Czechlnvest (recommended)

0.1¢ 0.3 mil. CZK

Czech Republic, European Union
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Action: Microsite operation

Launch and techoal operation of online sites that will be the main communication |
of the wholeProject

Raise interest to learn more about the capital market instruments

SMEs, Intermediaries

Ministry of Finance
Czechivest (recommended)

0.5¢ 1.0 mil. CZK

Czech Republic, European Union

Action: Contacts acquisition

Creation of online tools for getting contaai§interested representatives of SMEs.
Activate potential issuers to reach out the intermediaries

SMEs, Intermediaries

Ministry of Finance
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/| TSOKLY@Sads ''Y!¢s [/ £/ 13X 1Y 2w ONBO2

---mil. CZK (any allocations)

Czech Republic, European Union

Time Schedule:

Action: Video making

Processing the stories of entrepreneurs who succeeded in the capital market.
Activate potential issuers to reach out the intermediaries

SMEs

Ministry of Finance
Czechinvest, Y! ¢ / /! 3 |IY 2w ONBO2YYSYRSRI

0.1¢ 0.3 mil. CZK

Czech Republic, European Union

Time Schedule:

Action: Leavebehind materials

Preparation of attractive printednaterials for distribution across the network of i
involved partners.
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Raise interest to learn more about the capital market instruments

SMEs

Ministry of Finance
Czechlnvest (recommended)

0.1¢ 0.2 mil. CZK

Czech Republic, European Union

Time Schedule:

Action: Branded materials

Production of basic promotional items for distribution to serious candidates omnate
market instruments.

Raise interest to learn more about the capital market instruments

SMEs

Ministry of Finance
Czechlnvest (recommended)

0.1¢ 0.3 mil. CZK

Czech Reputd, European Union

Time Schedule:
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Content and technical preparation for publishing regular news in partner network
Build awareness of the capital market amonggtet audience

SMESs, Intermediaries

Ministry of Finance
/| TSOKLY@S&ads 'Y ¢S [/ /13 1Y 2w ONBO2

0.2¢ 0.3 mil. CZK

Czech Republic, European Union

Action: Media relations program

Creation of a system of continuous communication with journalists.
Build awareness of the capital market among target audience

SMEs, Intermediaries

Ministry of Finance
/| TSOKLY@Sads ''Y!¢s [/ £/ !X 1Y 2w ONBO2

1.0¢ 1.5 mil. CZK
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Czech Republic, European Union

Action: Paid advertising campaigning

Planning angburchasing paid space in print and online media.

Build awareness of the capital market among target audience

SMEs, Intermediaries

Ministry of Finance
MIT, Czeclmvest (recommended)

1.0¢ 3.0 mil. CZK

Czech Republic, European Union

Action: Regional roadshow

Build a promotional team to visit own local events and/or eventRrafectpartners.
Engage entrepreneurs in considering the real use of the capital market

SMEs
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Ministry of Finance
MIT, Czechilnvest, AKAT, CVCA (recommended)

1.0¢ 1.5 mil. CzK

Czech Republic, Euregn Union

Time Schedule:

Action: Regional workshop
A series of expert seminars for representatives of both target groups.
Engage entrepreneurs in considering the real use of the capadtet

SMEs, Intermediaries

Ministry of Finance
MITT /T SOKLY@Sads 9LCY 9L. X !'Y! ¢xX [ %/

0.5¢ 1.0 mil. CZK

Czech Republic, European Union

Time Schedule:
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Action: Facebook profile
Management of own profile on social network.
Engage entrepreneurs in considering the real use of the capital market

SMESs, Intermediaries

Ministry of Finance
MIT,/ T SOKLY@S&aids> 9LCS 9L.3 Yl ¢es [ +/!53

0.5-1.5 mil. CZK

Czech Republic, European Union

Action: Infoline service

Opening a telepone line for basic answers to those interested in meeting with cay
market professionals.

Engage entrepreneurs in considering the real use of the capital market

SMESs, Intermediaries

Ministry of Finance
MITET /1T SOKLYy@Saidx 9LCY 9L.3X 'Yl ¢x [ £/

1.0¢ 2.0 mil. CZK

Czech Republic, European Union
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Time Schedule:

Action: LinkedIn profile
Management obwn profile on professional social network.
Engage entrepreneurs in considering the real use of the capital market

SMEs, Intermediaries

Ministry of Finance
MITET /1T SOKLY@Saids 9L Céconimendedl) ! Y! ¢ X [/ £/

0.3¢ 0.7 mil. CZK

Czech Republic, European Union

Time Schedule:
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Action: Remarketing
Use online remarketing tools to capture previous interest®tES from the past.
Engage entrepreneurs in considering the real use of the capital market

SMEs, Intermediaries

Ministry of Finance
MITE: /1T SOKLYy@S&aidx 9LCY 9L.3 'Yl ¢x [ +/

1.0¢ 2.0 mil. CZK

Czech Republic, European Union

Time Schedule:
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SummaryAction Plan2020+
Below the table summarizing possible desigi\cfion Plaris presented.

Table26: SummaryAction Plan2020+

2020 2021

Action / Year

I T 11 AV I

Initial Phase: Project Market Positioning

1 0lA2YyY tNR2SOG 2

Action: Touclpoints preparation

Action: Project identity development

Phase 1: Build Awareness of the Capital Market Among Target Audience

Action: Direct mailing

Action: Media relations program

Action: Paid advertising campaigning . . . . . .

Phase 2: Raise Interest to Learn More About the Capital Market Instruments

Action: Content marketing

Action: Microsite operation

Action: Video miang

Action: Leavéehind materials

Action: Branded material

Phase 3: Engage Entrepreneurs in Considering the Real Use of the Capital Market

Action:Solution providers database -

Action: Regional roadshow

Action: Regional workshop

Action: Facebook profile

Action: LinkedIn profile

Phase 4: Activate Potential Issuers to Reach O ntermed&

Action: Contacts acquisition

Action: Infoline service

Action: Remarketing

Legend

Preparation period

I Implementation period
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5 Topics and corresponding messages for a future commuinca
campaign

This chapter is based on the findings made within analysis of the Czech capital market ecosystem and
identification of international best practices for improving low level of capital markets literacy of Czech
capital market participants as Wes onStrategyAction Plarfor the communication campaign.

This chapter addresses the content strategy for Biejectand aims to describe the story, key messages

and topics to be presented to the target audiences within the framewaork of the comntioricaampaign.

This document also presents several examples of processing the key messages and topics into tools, like
the press release, advertorial, etc.

5.1 Publicdebate on SMEinancing on thecapital markets andcoverage of thetopic
in Czech media

Thecapital markes are heavily discussed and mentioned in the Czech media with average of more than
3 thousand mentions a year between 20281922, However, most of those mentions do not cover the
topic of this communication campaign, i.e. are not aimed atitehpnarket tools suitable for financing

small and medium enterprises. For the most used tools (corporate bonds, crowdfunding, START Market
at Prague Stock Exchange) comprise less than fifth of all mefftidhe remainder usually do not concern
SMEs finacing.

Below is a more detailed analysis of the Czech media coverage aimed specifically on the four key capital
market instruments. The analysis gives an overview of the public debate on the capital markets with focus
on SME financing, key topics, activatjpoints, overall tonality of the debate as well as Czech media, that
tend to inform about capital market tools.

5.1.1 Overall media analysis of the topic in 202919

Development of the media coverage

Out of the three key capital market instruments suitable 8MEs, only corporate bonds attract fairly
steady media attention reaching around 150 mentions each year. Also crowdfunding tools are often
referenced in media, however here the debate is usually linked to public crowdfunding platforms, rather
than institutionalized platforms for corporate financing. The START Market gained noteworthy media
attention in 2018, when the project was officially launched, however since then attention on this
instrument has declined substantially.

32 FleishmanHillardanalysed data from years 202919
33 This analysis was prepared as of June 2019 and therefore focuses on the timeframe betwe@02®15
34 FleishmanHillardanalysd data from years 20:2019
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Figure20: Media coverage of main capital market instruments between 2018019

Outputs overview of financial instruments over the last five years
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—Corporate bonds ——Emission of shares on the START market Crowdfunding platforms

Source: FleishmanHillard

Figure21: Media coverage of main capital market instruments between June 2@M\ay 2019 and
main activation points

Outputs overview of financial instruments over the last year
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= Corporate bonds Emission of shares on the START market Crowdfunding platforms

Source: BishmanHillard.

Media types

The public and media debate of the issue is driven almost solely by business and trade (in the sense of
professional investeoriented) media. The highest volume of coverage can be found in trade media,
particularly online, som of which comes directly from investment companies (Partia.cz, Roklen.cz). Other
AAIAYATFAOLYG @2fdzyS 2F O20SNI3IS A& F2dzyR Ay GKS 3S
their online versions. Therefore, professional public opinion and tpmion of concerned target

audiences is shaped mostly by professional media. However, public opinion on the issue would mostly be
shaped by general news media, particularly dailies and televisions. However, the coverage of the topic in
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such media is limitg and usually only appears when an issue arises. For example, the risk of investing into
corporate bonds was covered by media in late 2018 and 2019.

Below in a table, a list of media with highest coverage volume can be found.

Table27: Media with highest coverage of the topic ahpital markets

Medium Total number of articles Type
(20152019)

Roklen24.cz 220 trade, online

Investujeme.cz 153 trade, online

Patria.cz 107 trade, online

Kurzy.cz 99 trade, online

Investicniweb.cz 57 trade, online

Ihned.cz 56 business, online

Financnweb.cz 52 trade, online

| 2a L2 Rt njal S|42 business, print

Source: FleishmanHillard

5.1.2 Corporate bondg; topics and tonality between June 201-8May 2019

A corporate bond is an instrument with the stable media coverage over the years. Media usually gives
information about it inconnection with several key topics. First of those is raising the interest of Czech

public about investment tools, corporate and state bonds being two of the options available to the public

on top of classic investment tools provided by banks, like imvest funds. Second would be information

about casestudies of Czech companies issuing corporate bonds third topic, mainly present in the media

during last 12 months of the timeframe analysed by this media analysis, is coverage of the risks connected

to comporate bonds, specifically issued bonds of SME companies that are not being redeemed. Therefore,

the Ministry of Finance announced and prepared a corporate bonds scorecard in 2019, which was a key
FOGAGIGAZ2Y LRAYOD F2NJ 0KS AyadNdzySyiQa YSRALF O2 @SN

Consilering the topics, most of the public debate on corporate bonds in neutral focusing on facts or
providing the investment advice. However, towards the end of the analysed timeframe, negative publicity
around risks corporate bonds might carry and about tegulatory framework arose. This is one of the
issues the communication campaign will need to address.
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Figure22: Tonality of outputs on corporate bonds, 202919

7,9%

15,2%
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Source: FleishmanHillard

5.1.3 START Market topics and tonality betwea June 2018 May 2019

START Market at Prague Stock Exchange only came into public view later in 2017, when the plan to launch
the platform was announced. However, the launch and first companies entering the START Market (e.g.
Primoco, UDI CEE, AtomTraae)e topics which gained heavy media attention in 2018. During this year,

the total coverage of START Market largely exceeded coverage of any other capital market tool. In
contrast, during 2019 the media interest in the topic dramatically declined.

Tonalty of most of the coverage was neutral with almost third of the coverage gaining positive tonality.
Casestudies of successful companies entering and utilizing START Market is a tapantheunication
Strategyshould reflect to gain positive momentum aadtivation points in the future communication as
well.

Figure23: Tonality of outputs on START Market, 262819

3,5%
8,8%

33,2%

Positive m Negative Neutral Ambivalent Unknown

Source: FleishmanHillard
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5.1.4 Crowdfundingq topics and tonality between June 201-8Viay 2019

Crowdfunding is another gtrument gaining considerable media attention. There have recently been
several topics that activated media debate in the issue, namely the rdweaking amount on
crowdfunding platforms available in the Czech Republic, preparation of the new Europeatfuarding
regulation or the launch of the first bank account with the option of crowdfunding by Expobank CZ. Also,
several successtories of Czech SMEs utilizing crowdfunding platforms to achieve their entrepreneurial
targets are mentioned. Overall tonty of the debate is mostly neutral with almost quarter share off
positive mentions.

Figure24: Tonality of outputs on corporate bonds, 202919

24,6%

49,6%

7,2%

Positive = Negative Neutral Ambivalent Unknown
Source: FleishmanHillard

5.1.5 Summary

Overall, it can be observed that the financiatmmments for SMES are already being covered by the Czech
media, with testimonies of successful stagis/projects, but also advices from experts how to approach
and efficiently use those financial instruments. Moreover, even though certain financialrirestts, such

as corporate bonds, are preferred over others, such as mezzanine financing, there is still potential to
advertise and inform about all three financial instruments in the Czech media. Therefore, in the recent
case of the launch of the START kedy there is certainly more space for advertisement in the Czech
media to make SMEs more aware of these financial opportunities.

5.2 Contentframework

TheCommunication Strategipr enhancing literacy of Czech companies in the area of capital markets is
formulated for the period from 2020 to 2025. The main objective of Siti@tegyis to raise awareness of
alternative corporate financing among owners and top management of small and mesiliech
enterprises. Increased awareness should contribute to a greateneist in the capital market instruments

and increase the willingness of entrepreneurs to learn more about this type of financing, resulting in the
real increase in the number of applicants for alternative financing in the Czech Republic by 2025.
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TheCommunication Strategys proposed irthe chapterCommunication Strateggnd Action Plan This
Srategyis setto reach the target groups with the Action Planthe following communication goals were
set to increase knowledge about alternative corporate finagc

Goal 1: Build awareness of the capital market among SMEs

Awareness of capital market instruments in the Czech Republic is at a low level. The primary goal of our
initiative is to build elementary awareness of what alternative financing is, whynifpigrtant, and how
it can be realized.

Goal 2: Raise interest to learn more about the capital market instruments

With raising awareness of capital market instruments, an education campaign must be launched in parallel
for those who want to learn more abothese forms of financing.

Goal 3: Engage entrepreneurs in considering the real use of the capital market

The raising of interest must be accompanied by specific activities that will help to transform the plain
curiosity to the real consideration.

Goal 4:Activate potential issuers to reach out to the solution providers

The ultimate goal of thiStrategyis to find specific entrepreneurs who have an active interest in meeting
with solution providers and apply for alternative funding using capital marlsétuments.

Small and medium enterprises

The Communication Strategis primarily aimed to increase awareness of SMEs about alternatives of
financing the development of the companies other than own funds and banking financing, namely capital
market instrumeits. Therefore, in all communication activities proposed in further chapters, we need to
aim the campaign messaging at the decision makers in the issue ofelonginancing of small and
medium enterprises.

As the legal definition of small and medium emqases implies, companies of such size usually do not
have a complicated structure of management. Usually, the decision makers in small enterprises will be
limited to their owners or general manager. With medium enterprises we can expand the group to Chief
financial officers and Chief operations officers.

Intermediaries

Intermediaries are a specific target group that includes providers of both professional advice and actual
financial solutions. This group particularly includes banks, brokers and othercishaconsulting
companies. Messages targeting these intermediaries will differ from those aimed at SME owners and top
managers.

The latter need to be educated and informed of the availability of alternative sources of financing. The
intermediaries, on tk other hand, are experts in their field, mostly familiar with the tools and their

134



FINAL REPORT

practical application and with a strong potential to seffucate themselves in case of business
opportunity. Therefore, communication targeting the intermediaries will présthe campaign as an
opportunity to provide services to a watiformed customer. As a result of the campaign they should
improve their procedures to provide services with an improved quality.

5.3 Publicprofiling of the Project
Specific proposalsonpodity Ayd 2F GKS t NE2S Ol Qsubchap&y i A lieé | NB adz

5.3.1 Umbrella branding

To raise awareness of therojectand reach the minds of the target audience, tReojectrequires
umbrella branding. Such umbrella branding must reflectRhejecQ &  i@ead\EBd convey its objectives

in a clear, simple and easy to remember way. The umbrella branding must be concise and punchy, while
remaining professional and trustworthy, given the target group.

The Capital Markets Literacy in the Czech Repibiiject aims to raise awareness of, and provide

education on, the possibilities the capital market offers to SMESs in terms of raising finanderojde a

primary objective is thus education in the available ways of acquiring capital for starting and/or degelop

Fy SYGSNILINAaASP® ¢KS g2NR GOFLIAGFEE Aa 2F 1S& AYLRERN.

TheProjectalso guides members of the target group through the world of the capital market, introduces
its individual instruments along with their advantages and disadvantages, and offére aih usage
scenarios, including examples of successful implementationsPidjectcan therefore be personified as
having the character of a guide.

Box4: Projectname

We recommend using this name for ttegpital markets literac¥rojectin the Czech Republic:

YI LA Gt f 2 QEN: CapifaldsaideD S
www.kapitalovypruvodce.cz

Small and medium sized businesses, as well as financial market intermediaries, will be guided through the
world of capital financing by I LJA (it f 2 OfEapitaNFLIdP ROB LA Gt f 2dé LINAG2ROS
the personification of thé’rojectand as its umbrella branding.

¢ KS dzYoNBf t I 6 NI y RA [CapitalGuideihatdthis fne sty @F@ne i Eask 3tB0@S

from abroad that inspired the development of the currérbject namely grojectby the Dutch Financial

Desk of the Netherlands Chamber of Commerce. In the Dutch case, the project was implemented under
the umbrella branding of Nationaleinenzierung Wijzer, or National Financial Guide in English.
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5.3.2 Basic usage

Umbrella branding for entire communication

¢KS YU LA G f[Caghal GuidsFaging Rvid Become a brand, owned by tReojecQa 2 6y SN |
visual identity will be created for the brand (see below). The brand will provide an umbrella for the entire
external and internal communication of tl&roject, from the communication campaign aimed at raising
awareness (public relations, advertising) through the educational campaign (micrositeblelsinels with

the Capital Guiddranding) to the engagement stage (touch points, workshops, etc.).

Microsite

It is recommended that an independent (seceedel) domain is established reflecting the umbrella
branding. The domain namkapitalovypruvodce.czs available for purchase. The domain name is
currently owned by thePNR 2 S &silittod FleishmanHillard. éishmanHillard undertakes to transfer
ownership of the domain name to thBroject executor in return for compensation of meaningful
expenses associated with the domain name.

Touch points and advisers

YI LA Gt f 2 geapitalGhiddRilRa@&become thembrella branding for touch points developed

in collaboration with a suitable partner (Czechlnvest according to a proposal submitted in Deliverable 2).
{dAlGlofe& GNIAYSR LISNE2ya oAttt 0S (Capisd Guidebiakdingd | NNR S N
FYR | OGdzr f 3FdzARS&ad ¢ 2dzO0K LR AY(H JdSafitdSSaideprantiig; | f a2
however, guides for representatives of small and medium sized enterprises will recruit from among
individuals providing information and advice. The bragdian also be utilised in other materials, such as

business cards:ghirts, stands, etc.

5.3.3 Visual identity for umbrella brand

For each brand to work in communication and for it to be memorable, it also needs a visual
representation. Usually the core for@A adzt t ARSydGAdGe Aa | 2320 . St25
LINAP2ROS w/ ILAGFHE DdzARS8 OFly 6S F2dzyRo
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Figure25: Logoelements

e + SRS 4

Education Growth Symbol

The logo should combine key elements opi@ guide brand with the suitable colours and typography.

It uses to key visual elements: (1) abook/learring 21 G2 NBLINBaSyid GKS oNIyYyR ¢
which guides the target audience through the world of capital financing; and (2) gyosrirow,

representing growth of the company, that can be attained by utilizing capital market financing.

Colours combine transition from pink to purple on purpose. Purple represents wealth and dignity as well
as wisdom. The pink colour is a positive orfeem connected with love or relationships, but also
representing stability and trust. Together they provide a colour combination which is both trendy and
positively accepted across the society.

¢eLIR2INI LKE dzaSR (2 OAadz t &a SINEARIDHENIS) isHokd addhd 06 NI y |
Aileron font, a modern sanserif font suitable for products in finance sector.

Figure26: LogopNR LJ2 &+t F2NJ YI LIA Gt t 206 LINAOG2ROS @/ FLAGHE D

KAPITALOVY PRUVODCE

Source: FleishmanHillard
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5.4 Contentstrategy

Content strategy focusgon the key messages, core attributes and communication topics is described
in thissubchapter

5.4.1 Key messaging of the communication campaign

Keycampaignstory

There are almost one million SMEs in the Czech Republic, with maeypEople also intending to start

their own businesses. There will always be those who seek ways to obtain additional resources to start or
develop their entrepreneurial activities. They usually rely either on their own funds or enquire with banks
to find a suitable financing product. Only a few are aware of a third way to obtain the required funding:
the capital market. Only one in five companies use the option. The other four are completely unaware of
its existence, lack the necessary information or edesit too complicated, according to a survey by EY.

¢KS YFLAGHTE 206 LINErageet&msSo educdteLdpriederitativBsdak Gz&cB SMEs, guide
them and present the capital market to them as a standard source of SME financing on a par with bank
loans and own capital. TH&rojectwill present both he advantages and disadvantages of using the capital
market to raise finance, circumstances under which the capital market is worth considering, the most
frequently used approaches as well as #ifal examplesq success stories of businesses that have
berefited from going to the capital market.

TheProjectwill not claim that financing through the capital market, whether through debt instruments

or by selling a stake in a company, is the best way to raise finance to start or develop an enterprise
whateverthe circumstances. The aim is to teach Czech businesses to consider and explore three possible
sources of funding, instead of just two. The actual advice on which source to choose or whether to opt for
a combination of several sources in a specific situnaivill come from specialists.

General key messages

i Funding by bank loans or own capital are not the only available sources of finance for a
business undertaking

I The capital market too can help start, develop and finance an enterprise

9 The capital markeloes not compete with bank loans or own capital when it comes to fund
it supplements the two suitably: When is it best to use own capital, when is it best to utilis
bank loan and when is the time to look to the capital market?

1 Seek advice from arxpert to see which solution is best in a given situation
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Key messaging for target audience of SME representatives (owners, GMs, CFOs)

I Funding by bank loans or own capital are not the only available sources of finance for a
business undertaking

I In somecases, capital market financing is an adequate alternative

9 The capital market primarily offers two types of instruments: debt funding and the sale of
stake in the company

1 Seek advice from an expert to see which solution is best in your situation

Keymessages for intermediaries

1 We come with @rojectthat will demonstrate to Czech SMEs how the capital market can h
them start, develop or finance their business undertaking

T .S02YS Ay@2t @SR Ay (G(KS YIFLAGHf20e LINAG2H
touch with representatives of Czech SMEs and link you with entrepreneurs interested in a
regarding capital market financing

542 / 2NB | {0 NR o dzii SvadcefChpitad Guidg]i + f 2 dé& LINA

For the purposes of developing a content strategy, it is essential to first define key attributes, to be
LINEY2(GSR o6& (KS |Capitdh Guidépeastié Spdcifichcanamiariction topics will then
reflect one or more of thesettibutes. To achieve the objectives defined in Deliverable 2 and Deliverable

3, the Communication StrategyJNR LJ12 8 Sa GKS T2ttt 2¢Ay 3 | { ([SApidadzi S a
Guide]brand:

Table28:/ 2 NB | (G NRA o dziidBl& 02 ROBI ik G LA ZBEé DdzA RS 8
Attribute Description

Simplicity This attribute shows, there is no need to fear financing the company util
capital markets, and that it is not so complex, as Czech companies usually

Trustworthiness Capital markets a stable and standard part of the financial world used
entrepreneurs in the Czech Republic and worldwide daily and with trust. Pg
the market are supervised by the authorities.

There are many impartial entities operating on the Czech marketdhathelp
companies choose ad utilize the most appropriate way of financing solutiong
Project links SMEs with intermediaries. This value also demonstrates
professionalism and trustworthiness of the information and advice provideg
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Openness Capitd market is a fulfledged alternative to more weknown corporate
financing tools like bank financing or equity. It often offers more flexible solut
than usually more rigid banking financing market. There is no reason for (
companies to avoid because of their lack of knowledge about capital markg

Inspiration We introduce successful Czech stories of capital market financing to ir
Czech SMEs into utilizing tools the capital market can offer them.

5.4.3 Communication topics

All the communicton in Capital Markets Literacy in the Czech Republic campaign is proposed to be
divided into three umbrella topic sections:

a) Capitalmarket

This section will cover all topics, that relate to general educational information about capital market,
itstools,a G F GA&AGAO& | yR[Cpitad Buitletdnpathd LINA 2 ROS

b) Tips &tricks

CtKAA aSOlAz2y oAt f O2OSNJ | f ¢ GKS (G2LA0O& LINRPDARAY
information

C) Successtories

This section will cover three key success storfesompanies, that have successfully utilized capital
markets tools in the business. One stories should be chosen for each of the three key instruments.
Stories will be chosen before the launch of the campaign, so that the most actuadtoases could

be presented.

Each communication topic used in the campaign must be in line with at least one of the core attoibutes
G§KS YI LA G f[Cagtal GuiddBrafi® Ravver, topics can also represent a combination of
attributes. For example, success story company chsdy represents not only the Inspiration attribute,
but also Simplicity, Professionalism and Fldigjbi

Topic sections will be used throughout the enfifject The sections this will appear in all phases of the
marketing funnel that have been identified in tf¥oject (a) Awareness Phase, (b) Education Phase (c)
Engagement Phase, (d) Conversiondeha
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Figure27: Topics in theommunicationphases

TOPICS

CAPITAL
MARKET

TP &
TRICKS
TOPICS

SUCCES
STORIES
TOPICS

INTEREST

CONSIDERATION ENGABE

ACTION CONVERT

3ISVYHOUNd

Topics forawarenessphase

At the beginning of the campaign, we recommend using the themes that will focus on the Capital Market

ATTRACT

UCATE

and the Tips & Tricks. Success Storiesiishioe launched at the next phase of the communication.

Table29: Topicdor awareness phaseroposal

Capitalmarket topics

Tips &trickstopics

Successtories topics

Main Longterm Topic:

GOAIKG 2dzi 27F 0
have no experience with capital
YIEN] SG FAYIFIYOAY

Campaign Launch Topics:

1 GaAyAaiaNEr 2F |
increase the capital markets
literacy2 ¥ / 1T SOK { §

1 GaAyAaaNR 27
support of Czechlnvest launchg
GKS /FLAGEE Dd

Longterm Topcs:

f a/ 2yaAiARSNAYT
suitable financing tool for
your company? Let Capitg
DdzA RS KSf LI g

T a[ 2y 2NJ
Capital Guide
NBIAZ2Y DE

.20
in you

No topics at this phase
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Topics foreducationphase

In the second phase, the campaign shouldaentrate on the educational part of the campaign via general
education about the capital market, its instruments as well as showing the target audience the successful
stories of other entrepreneurs. All three topics sections (Capital Market, Tips &,T8uokcess Stories)

with topics below match the education goal of this part of the campaign.

Table30: Topicdor education phasgroposal

Capitalmarket topics

Tips &trickstopics

Successtories topics

Capital Market Education:

1 ¢/ KSO1 ¢htwmn |
disadvantages of SME
financing via the capital

YIN) S dé

f ¢2KFG NS GKS
disadvantages of individual key
instruments of the capital
YIN] SGodé

T a/ 2YLI NRAazy 2

market instruments with the

6l y1Ay3I FAyYIl yd

Statistical data from the capitg
market overall volumes of financin
solutions provided, by instruments

half-yearly frequency):
T a{a9ad0 AyiliSNB:
YFN] SG INBgaDE

Implementation of supervision an
regulatory measures on the capit
market:

1 d&Capital market is a secure wa
2T FTAYLFIYyOAYyIdE

Tips &Tricks for Financing
Business:

T a1l 2¢ (2 OK2/
suitable form of financing

and obtaining quality,
AYRSLISYRSy

Key Instruments:

e 2 dzNJ
G2 Ol

G4 DNZ 6
QKIy1la&

G¢22 ardmP@? T
{¢! we b€

Goy3aAF3aAS @2dz
and let them help you
finance your new|
LINE RdzO G ¢

A database of intermediarie]
and their success stories on t
microsite:

 daAyAraiNR F
launches its database o
certified capital market
I ROA&2NRDE

Draw nspiration from market
leaders and pioneers of capit
market financing:

w»

t

(@]

T aLYONBRA

O2NLIZ2 NI S

(@]}

G{G1F N FNRY
al N] S ¢
GLYGSNIBASS
crowdfunded firm."
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Topics forengagementphase

The activation phase of the campaigiil concentrate on activation of the interest about capital market
and attracting entrepreneurs to fae®-face workshops. All three topics sections (Capital Market, Tips &
Tricks, Success Stories) will be used in this part of the campaign.

Table31: Topicdor engagement phas@roposal

Capitalmarket topics Tips &trickstopics Successtories topics

Establishment of touch points fqg Get an advice on choosing the mq Inspirational speeches fror
entrepreneurs at local branc| suitableform of financing for youl 6 dz& A y S & &

offices of Czechlinvest: business from independent exper| representatives:
) ',. _| ¢where to find them and how ca A, L
T &/ FLAGLEE DdZARtheyheIp: T aaSSu uKS
information paint in the City corporate bonds issue
2F . Ny 2 b T aCA@S (ALA G2 Ay @&2dzNJ OA
) 5 OF LIAGIEE YI NJ S o
T a«f/ FLAGIE DdzAR T aaSSi uKS

information point in the City| A database of intermediaries ar Market company in
2F hadN} gl ®¢ |their successtories on the @2dzNJ OA G e o§

microsite: L
Invitations to regional workshop T aasSSida
for entrepreneurs a5k Gl o6l asS ket Crowdfunding  Love
' L intermediaries  reached  5( Brand in your di & ®¢
SMEs to meet its Capite
DdzA RS ¢

Topics forconversionphase

Conversion phase of the campaign will generate actual inquiries and meetings of entrepreneurs with
intermediaries. Therefore, only Tigs Tricks topic section is recommended at this phase with focus to
providing the bestadvice on how to choose and approach independent intermediaries to successfully
start the financing process.
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Table32: Topicdor conversion phaseroposal

Capitalmarket topics

Tips &trickstopics Successtories topics

No topicsat this phase

A database of intermediaries ar] No topics at this phse
their success stories on th
microsite

Get advice on choosing the mg
suitable form of financing for you
business from independent exper
¢ where to find them, how they cal
help, etc.

5.4.4 Tone of the communication

The communication campaign will have a limited and professional target audience and will aim to educate
and activate entrepreneurs and capital market professionals. The overall tone of the communication will
be adjusted to tle target audiences and will mostly remain professional and factual, focusing on key facts,
case studies and providing professional advice. In the first stage of the campaign aimed at building

awareness about capital market financing, the emotional compomeih be part of the communication

tone.

Table33: Tone of the communication

Communicationtools

Communicationtone

Media relations

A professional, conservative style will be used, relying on the present
of real data, negotéition results, surveys, etc. Outputs will have the fg
of expert texts worded in a conservative style. The texts will be ra
short in extent (one to two standard pages) and will be focused on
essence of the issue at hand. Persons associated wétRthjectwill be
profiled as experts with deep knowledge of the given topic.

Video

Videos will use realistic, educational style and will contain real shots
the company included into castudies. Videos will also contain talki
heads from those coml YA S& Fa ¢Sttt I a NB
LINA @2 ROS  &/Projebtvind Will abt dshaivi&érs and educato
Strong shading or gloomy colour schemes will be avoided in vide.
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Visual materials
photographs

and

Decent, professional and trustworthvisual style is to be used in
communication visuals. Realistic visuals and photographs will be usec
of pronounced photo filters or additional colouring. Only natdoalking
photos will be used. Strong shading or gloomy colour schemes w
avoided. Representatives of the target groups will be selected for ph
featuring persons.

Social networks

Professional and factual tone to be used in social media communica
For social networks communication, it will be possible to use pictogt
dzaAy3 | O2f 2dzNJ a0OKSYS O2YLX Al yi
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6 Reachout event

Reachout eventwas heldon the 17" of September. lhadl  F2NXI & 2F AGNRdzy Rl 6t S¢
representatives of national authorities and capital market partictpaihe event hosted around 35
participants, most of them actively took part in the discussions during the event and expressed their
opinion about the Project as well as about the whole idea of supporting capital markbe Czech

Republic Please,ihd more specific information in the table below:

Table34: Reaclgout event

Date and time

17" September, 1:3@m ¢ 4:00pm CET

Place

EYpremises FlorentinumpPrague 1

General topic

LYONBI aAy3 {theapitd marktiiaBpbdEsidilities ofyfinancing offere
by the capitalmarketas well as perceived current hurdles of access

Format Discussion meeting to presenCammunicationSrategy supporingthe education
of SMEs on the capital market in the form of a "round table"
Participants 1 National authorities (MoF, CNB, MIT)
1 {a9a Faaz20AFrdA2ya o6l Yl ¢z la{t 2
1 Investors on the local capital market (Conseq, W&Gdmpany, etc.)
T LYGSNYSRAFNASE 2F GKS OF LA G 88T,
PragueStock Exchang&TAR, Fundliftetc.)
1 Academicniversity of finance and administratipn
1 /2y0NFOQU2NRA YR {dzo 02y (i NF Ol 2N
Latest version of participant list is attached in Annex 8.
Programme T Introduction by MoF and European Commission representatives

1 Preseration of:
A Survey on the use of capital market instruments among Czech SM
A Communication Strategy to support education S¥IEsin the Czech
Republic regarding the capital market
A Implementation of the Strategy and Action Plan for 2221
1 & ¢ 20eil} o Q&étions, opinion expressions and contributions of ¢
2F (0KS aLISF{SNB Fd GKS NBdzyR 0
9 Discussior inputs and comments of individual participants
1 Coffee break, informal networking

TwoPowerPoint pesentatiors were prepared for this eventBoth of themsummarize the work done by
providers of this Report antthhe presentationgrovide information and insights needed for the purpose
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of introduction of the topic forLJ- NIi A OA LI y (iTheGormiripge s diztién Avls ys@ntto the

participants of the evenpriortoi KS | Ol dzr £ S @Sy (i Q @yettiRg fanBiariFed Wth ek S LIdzNJ
topic and content of the projectthus enabling participard to prepare questions and pointfor the

discussion. Theiter presentaion was prepared as a visual support for the presenters of the Project from

GKS /2y (iNI O02NDa ISideof potzprésenjationtadlie 3adin Annex BaRdS. ©

5dzNA Yy 3 @S oof ¢S2dzNIIF NI 2 T G K S welegnded fiis Piajechiidhepkekdedy (1 & Y 2
themselves in a positive manner about the whole initiative and support of capital m&&ptesentatives

of multiple participating entities preliminarily promised cooperation during the next steps following this

Project.

Following pints have been stated by the participants during the discussion as the key issues hindering
the Czech capital market:

1 Poor knowledge of the SMiEsgarding capital market

9 Strict regulation (low limits for private issuances, reputational and regulatoryk rifor
intermediaries, noregulated issuers having advantage compared to those who are subject to
regulation etc.);

1 Conservativeness of potential investors;

Insufficient reporting obligation of the issuers;

1 Necessity to coordinate both the issuesatitents (SMEs) and the investors (retail, HNW and
institutional)

1 Lack of communication towards SMEs and insufficient education in the academic area.

]

Participants also mentioned several tips to be considered either during realization of the next steps after
this project or generally in relation to fostering thfe capital market:

1 Further distinguishing individual SMEs according to their size and instr{sheuitable for them;
T  Coming up with a certified methodology, based on which academic institutions witl&éceteach
specifics of the capital market;
1 Designing and using suitable financial instruments reflecting higher risk involved with investment
in SMEs
Involving universities anassociation of SMEs into the Project;
Incorporating education of investorstd the Project and mentioning Private Equity area;
Introducing tax incentives for investors;
] 2yyS8OGAYI YAONRAAGS AYGUNRRAOSR Ay (KA R2O0dzr$
12yaGF1GyN YNaAG2ET

1 Prepare case studies of successful issuers.

= =4 —a A
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Annex 3: SME Questionnaire

QUESTIONS

ANSWERS

What is the name of your
company?

Fill in, please.

What is the registration number
oaL2heuv 2F?e2dz

Fill in, please.

How many employees does yoy a) | 1-9 employees
company have?
b) | 10-49 employees
c) | 50-249 employees
d) | 250 and more employees
What was the balance sheet a) |/ %Y rliopsn
total of your company at the en __
of 2017 in CZK? b) | CZK 51250 millions
c) | CZK 2511100 millions
d) | Balance sheet total was higher than CZK 1 100
millions
What was the amount oftotal |(a) |/ %Y X pn YAt fA2ya
sales of your company at the e :
of 2017 in CZK? b) | CZK 51250 milions
c) | CZK 2511300 millions
d) | Total sales higher than CZK 1 300 millions

Which capital market
instruments that can be issued
by companies to finance their
activities do you know? Describ
please.

Describe, please.
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7 | Are you familiar wittabove a) | Have knowledge and have already used it
stated options of financing
through capital market
instruments?
* Answers were chosen for thref
different instruments:
a) Debt instruments; bonds -
) % b) | Have some knowledge and know how it works
b) Capital instrumentsequity
participation on company, €. g. ['¢) [ Know this instrument, but have only general
by ownership of the shares information
c) Quascapital instruments, e.g. d) | Do not have any knowledge
convertible investment
certificates
8 | Have pur company used the a) | Yes
option of financing through
capital market instruments in th¢ b) | No
last years?
9 | What was the reason for not a) | We did not know about this instruments
using the financing through :
capital market instruments? b) | We do notunderstand these instruments
c) | We do not know, how to obtain this financing
d) | High costs of this type of financing
e) | We do not want to reveal our information publicly
f) Do not trust this form of financing
g) | Others (Please, describe.)
10 | Which instruments does your | a) | Financing provided by the family or friends
company usually use for : :
financing? (In case you have | P) | Bankfinancing
select'ed the optloh "others.", C) Finance fron nonbanking institutions
describe please briefly, which
type of financing it was. d) | Others
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12

In case your company have use
the bank financing/nonbank
financing/other, what do you
consider the advantage as
opposed to financing through
capital market instruments?

Describe, please

13 | Which type of finaning did you | a) | Bond issuance
use? (in case you have selecteq
the option "others", please b) | Financing by quasiapital instruments (e. g. Issuand
describe) of convertible investment certificates)
c) | Stockissuance (e. g. START)
d [{FrfSa 2F O2YLI yeQa akKkl
Business angels/venture capital funds/private equi
funds)
e) | Others (Please, describe.)
14 | Where did you find out about Describe, please.
this option of financing? (please
describe briefly)
15 | Which information would you Describe, please.
appreciate before/during the
financing by capital market
instruments?(Please briefly
describe)
16 | In case your company would be| a) | Yes
planning to finance its business
from external sources in the nex
5 years (hat means by other
ways than from company b) | No

earnings), would you consider
financing by capital market
instruments as an option?

17

What constraints this form of
financing do you perceive?

Describe, please.
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18 | Which type of financing thnagh | @) | Bond issuance
capital market instruments
would you prefer? b) | Financing by quasiapital instruments (e. g. Issuand
of convertible investment certificates)
c) | Stock issuance (e. g. START)
d) | Sales of company share to specific investorg (e.
Business angels/venture capital funds/private equi
funds)
e) | Others (please, describe)
19 | What would encourage youto |a) | Bank would not borrow money to the company
use this type of financing? (in
case you have selected the b) | Diversification of my sources of financing
option "others", please describe
which type of financing did you | ¢) | Higher flexibility in comparison with bank financing
use)
d) | Good marketing
e) | Economic benefits
f) Others (describe, please)
20 | In case your companyould be | a) | Within the company (colleagues with experience ir
interested in financing through the field of finance)
capital market instruments, i : : :
where would you look for b) | With business partners (clients, suigps)
information (whose advice
would you seek)? c) | In books or media (articles on specialized internet
websites, magazines focused on business
development and finance)
d) | Atfriends or acquaintances
e) | Atthe service provider (at online platform, which
offers this services, at the stoelxchange)
f) At bank/economic/legal advisor
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g) | Other (Please, describe.)
21 | Do you perceive any obstacles i Describe, please.
this type of financing, or is there
something, what impedes you
use these instruments?
22 | What would encourage youto | a) | More beneficious terms of financing (less constrair
use capital market instruments in form of covenants)
for financing of your company i
the future instead of e. g. more b) | Lower administrative burden (loweeporting
common instruments like bank burden)
financings c) | Greater flexibility and ability to adjust to my busine
d) | Personal approach of investors (e. g. strategic
investors, e.g. business angels, provide to compar
not only the financing but also valuable connection
and experiege)
e) | Others (Describe, please.)
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Annex4: Set of questions for intermediaries & investors

QUESTIONSOR MARKET INTERNWRIES

QUESTIONS FOR INVERS

a) How do you assess the current situation fr¢ a) Do you invest in instruments issued by
the perspective of supply and demand for SMES?
capital maket instruments used to finance
businesses?

b) Do you perceive the interest in issuances d b) In which instruments do you invest?
capital market instruments on the side of
businesses?

¢) How do perceive the awarenee$ ¢) Which problems do you come up to when
enterprises of the possibility to finance investing in this instruments?
themselves through capital market
instruments?

d) What do you think the businesses considerl d) Which deficiencies on the side of SMEs dd
the benefits of financing through your you perceive during their issuances? (Whg
platform asopposed to bank financing? conditions they have to fulfil, so that you

O2dzZ R Ay@Sad Ay GKS
their accounting in compliance with IFRS,
there can alsdoe regulatory constraints or
the costs are too high compared to the
volume of the issuance.)

e) What do you think the businesses considerl e) What changes would potentially makewr
the disadvantages of financing through you company invest into SMEs (so it would be
platform as opposed to bank financing? acceptable investment for you)?

f) How the businesses can learn about the
possibility of financing on your platform
(How do you acquire new clients?)

g) Which obstacles or lacks impeding the
financing of the compaas through capital
market instruments do you perceive?

h) What do you think could make the

communication between your service
(intermediation of financing by your
platform) and Businesses easier?
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i) Do you perceive the need for stronger
involvement of thestate in area of support
of the capital market development on this
level? If so, how specifically could the state
help?

i)  What else do you think could improve the
situation towards the development of the
capital market for businesses?
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Annex 5: Sampleutputs for the content of the Communication

Strategy

Sample content plan for the initial year d®rojectcommunication

This is a model content plan is based on the time framework proposal from the DeliverabBtratedyy

to reach the target groups witlan Action Plan which assumes the start of awareness phase of the
campaign via media relations and advertising in second half of 2020. Therefore, this yearly model plan

shows proposed distribution of the topics in first four quarters following the stathisfphase, from Q3
2020 to Q2 2021. The plan can be adapted to the real start of the campaign, should it be different.

Table35: Model content plan for Q3 202@2 2021

O2YLJ yAS

Campaign launch
objectives and
scope

financing tool for
your company?
Let the Capital
Guide help you
choose

Touch Points

Q3 2020 Q4 2020 Q1 2021 Q2 2021
Capital Market Eight out often Considering the | Statistics: Capital | Banking financing
Czech most suitable Market in 2020: | or the capital

Interest incapital
market is growing

market?

Corporate bonds

Creation
announcement
Tips&Tricks Capital Guide Grow your [ SG§O&a YS| Toosmallforan
Microsite launch | business thanks t¢ discuss the capita] IPO? Tn5TART!
announcement | capital market market- regional
workshops
invitations
Success Stories Casestudy 1: Casestudy 2:

START Market

Sample press release

Below an example is provided on how to communicate with media via one of the key PR communication

tools ¢ the press release. Topic of the press asle reflects first phase of the campaigits launch and is
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based on one of the most relevant findings of the preliminary survey (Czech SMEs do not have experience
with capital market financing), which ideally sets the framework for later communicatithe aampaign.
The press release not only provides journalist with interesting and relevant information, but also provides
Ly 20SNIBASSE 2F (dje !l LIAGHEE 208 LINAD2ROS
Box5: Sample of press release

YFELAGHE 20eé  LINAJBRRIOSbusibésses i thd wiorld Bfdapital financing

1 Czech businesses lack information on possibilities offered by the capital market

1 The Ministry of Finance has developed a guide to help businesses become acquainted
the capital market

1 Entrepreneus can discuss their needs with independent experts

Eight out of ten Czech businesses possess no experience with financing through instruments
capital market. Yet the capital market offers entrepreneurs a relatively simple way of acces
financialresources to fund theirnvestments, innovations and development, which in turn suppg
GKSANI STFAOASyOe |yR O2YLISUAGAGSYySaad YL LA
of Finance aims to increase awareness among entrepreneurs of the possibilities offered tagital
market.

There are almost one million SMEs in the Czech Republic, with many other people also inter
start their own businesses. To begin the further development their business undertaking, mos
additional finance. Unless they can rely their own funds, they usually enquire in banks to fing
suitable financing product. Only a few are aware of a third way to obtain the required fundin
OFLIAGEE YIFENJSG® ahyte 2yS Ay FAGS O02YLI y M
dzy 6 NB 2F AG&a SEAaGSyOS:z t1F01 GKS ySOSaal
w9 -t9weeX KSIR 2 [apid GuklePioject wthizch hadNdcahdy Radducted a surv
on the issue.

The Ministry of Finance, in collaboi@t with the European Commission and other parties, has dec
to amend the situation. It has unveiledPaojectS y 0 A (1 £ SR Y I LFCapital Quidadhat biN.
provide guidance to Czech SMEs in the world of capital financing.

G¢ KS OI Lisi stdndad matfetSmirereismall and medium sized businesses can obtain fU
TheProjectwill present both the benefits and downsides of financing through the capital marke
situations in which it is worth considering the option. TRejectwill also bring forward specifi
SEFYLX S& 2F odaAaArySaasSa (KIG KIFE@OS 6SySTALS

MINISTER]. The Minister also added that a developed capital market benefits not only busines
also the state through increaséelvels of investment and employment and growing GDP.
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In March 2019, the Ministry of Finance unveiledNegional Strategy for the Development of the Cap
Market in Czech Republic 2G2D23> ¢ KS Y I LIA ([Capital@aidePidjdktid ént &) Beirst
tangible outcomes of thdocumenQ & A YLX SYSy il A2y o

Information offensive

TheProjectwill launch in autumn 2020. It will include an educational campaign on a dedicated we
kapitalovypruvodce.cz, a database of market intermediaries and seveg&bnal workshops fo
entrepreneurs. Local offices of Czechlnvest will also provide touch points ferthectd & ! a

there will be a number of channels available to entrepreneurs that will provide relevant inform
and offer opportunites foRA 8 OdzaaA2ya 6A0K AYRSLISYRSyid &Ll

Advisory advertorial

On of the key tools in education part of the campaign will be print and online advertorials. Below is an
example of such paid educatory text that is aimed to batise interest of the target audience as well as

G2 SRdzOFGS yR RANBOG GKS Sy i NS[ChhEyGiadicioes | NR &
Educatory texts on capital market tools directly at the microsite can also draw inspiration from the text
below.

Box6: Sample of advertorial

Banks are not the only source of finance. Business can grow thanks to bonds

There are about one million small and medium sized enterprises operating on the Czech me
When they consider expandinghey visit their bank and try to secure a loan. Failing that they ofts
put off their expansion plans. But that is not necessarily the only possible outcome since there
instrument, known as corporate bonds, that can provide a solution. The problemthat
entrepreneurs are often unaware of its existence.

Gae o0dzaAySaa 320 2FF G2 | @SNEBR 3I22R adlF NI @
quite interested in those nowadays. However, our production capacity was soon at its limit,
RSOARSR (2 o0daAftR | ySg o0l 1SNEzZ¢ aleéa wb! a

LINBaSydAy3 KAa O2YLIyeQa KSIHfGKe 2LISNY GAy3
.dzi AG RARYQU® | Aa O2YLI ye fikieRyrouniNahd despdeitimal
repayments, the bank refused to provide another one. The company was also unable to prg
property as security since it operated from leased premises.

GLF Iy SYGSNLINAAS OFy RSY2y adadsiondf fuitiendbveldphidn
it can issue corporate bonds. Such bonds can be offered either to institutional or private investo
interest offered as regular payments or a discount paid inadie¥ FI aKA 2y dzLJ2 Y]
By sellindbonds, the company does not forfeit any of its equity to the investors, it remains in the |
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2F GKS O2YLI yeée 26ySNI 2N 20ySNEZE aléa walhb
FYR 2yS 2F GKS 02y NR O dzfiCapid GidepProjed{ ®uching Lponi the
0SySTAGa 2F 2yS 2F GKS OFLAGEFE YFEINYSGQa Ay

Advantages of corporate bonds include a fixed interest rate and repayment of the owed amoui
upon maturity, instead of through a series of instalments, which ben@fksS A & a dzS NI &
advantage is that bonds can be issued as unsecured. On the other hand, entrepreneurs must ¢
the fact that issuing corporate bonds is associated with certain administrative burdens and
Relevant legislation aldmposes a reporting duty and a duty to publish specific information.

Where to begin and where to seek advice

As mentioned above, an issue of corporate bonds comes with considerable administrative dem
is thus a good idea for the prospective issteecontact a specialist seeking advice on the suitabilit
the financing instrument for their needs. Such a specialist can also lend a helping hand through
whole process.

A wealth of useful information is also available via a dedicated portahat.kapitalovypruvodce. Th
portal has been established by the Ministry of Finance in collaboration with the European Comr
and other parties, to assist small and medium sized enterprises. The website includes, for exa
database of capital marketpecialists with contact information, a list of available workshops,
success stories of businesses that have benefited from issuing corporate bonds.

Gwb! a9 {!wb!ag96 KIFIad S@OHSNE OKIyOS 27F adz00S
buildng S o 1 SNBEX SKAOK gAtft tSi KAY SELI YR F
assessing the situation outlined at the beginning of this text.
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Annex 6: PowerPoint presentatiosent out prior to thereach
out event

Introduction to the Project:

Capital Markets Literacy in the
Czech Republic

SRSS/SC2017/035 Lot 1

!

Presentation for discussion purposes || Reach-out event
17th of September

-

FLEISHMANHILLARD

This material serves for the purposes of introduction to the project “Capital Markets
Literacy in the Czech Republic conducted by the companies Ernst & Young and
FleishmanHillard

—— It is supposed to be used to get familiarized with the topics and results of this project prior
to the Reach-out event held on the 17th of September in the premises of Ernst & Young.

Please find the content of this material below:

Content

= Project’s introduction and background 2

= Information and communication gaps of the 6
Czech capital markets

= International Best Practices 9

= Communication Strategy and Action Plan 10

= Key topics and corresponding messages for 15

a future communication campaign
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Introduction to the project “Capital Markets Literacy in the Czech Republic”

]

[

Czech Republic suffers from a low level of capital markets literacy on the side of potential Issuers on the capital market as the Czech companies have been
I relying primarily on bank financing or own sources and local capital market remains underdeveloped compared to European average.

¢

Current information and communication barriers can lead to inefficiency on financial markets, limited access of issuers to capital markets,
-. ‘ limitation in the competition between capital providers. Existing barriers can potentially lead to limitation in growth of issuers and to reducing the
potential of the entire economy to respond flexibly to the current availability of resources and.
J For the above mentioned reasons, Czech authorities intend to increase capital markets |iteracy and raise potential issuers’ awareness of financing through
mm  alternative funding instruments in order to foster development of capital market in the Czech Republic

! " iy — Therefore, Ministry of Finance of the Czech Republic (“MoF“) has requested support from the
ol - Commisaion European Commission (EC) through Structural Reform Support Service (“SRSS") in increasing capital
3 markets literacy of SMEs and stimulating SMEs to use non-bank financing.

oy Contractors were assigned by SRSS to conduct the project with the general objective to contribute to
1= increasing the level of capital markets literacy of capital market participants (“Project).
EY‘: soter FLEISHMANHILLARD Below individual tasks of the Project are presented:
Individual tasks of the Project u

Purpose of the Reach-out event
1 Analyse the Czech capital market's ecosystem and perform an information/communications gap analysis

» Contractors and national authorities will present the

2 Identify international best practices for improving capital markets literacy of capital market participants results of the Project to the capital market stakeholders.

RO i Prepared Communication Strategy and Action Plan their
3 Ppreparea G Strategy for g the

B e implementation in 2020 & 2021 will be discussed and
4 Identify the medium for any communication towards the market subjects and develop an Action Plan commented by market participants,

Ideally, common approach and new ways of cooperation
between individual capital market stakeholders will be
Organize a "reach-out” event proposed.

5 Spedifying topics and

key

to be covered in a future communication campaign
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Detailed approach

Individual tasks were part of multiple deliverables (“D#") that were submitted gradually throughout the Project’s period. Content of each Deliverable and approach to
the tasks is presented below.

Analysing the Czech capital market’s ecosystem on identified target groups and performing an information/communications gap analysis therein

%+, Utilization of the capital market
Approach  + EU compared with European peers

Gathering data from issuers througha [l - Interviewing market intermediaries
questionnaire o

‘;‘\g Identifying international best practices for improving capital markets literacy of capital market participants for national authorities and other
w stakeholders to choose from

action, It also proposes the coordination of subjects involved, deﬁnes the necessary partnerships and finandial resources needed.

D1 s
= g 40+ different practices dealing with financial/capital markets Three practices were selected and proposed to be exploited for
Approach literacy identified creation of future Communication Strategy
@ 10 of them {most suitable) were shortlisted and evaluated
—
- ' I/\/I Preparing a C i gy for ing the information gaps identified, based on chosen best practice
Q
-g—’ D2 On the basis of D1 the C ication Strategy was prepa Each objective contains actions needed to be completed
= Approach using marketing funnel approach T Wide range of instruments proposed along with an indicator
g Multiple goals set with individual objectives, = evaluating their importance for campaign
& Tg] Identifying the medium for any communication towards the market subjects, as well as developing an Action Plan with a set of clear actions and
o ¥ \/ measures to deliver the strategy
v
3 02 =
lI:Tn fpproach i T fl The Action Plan prep: as a specific i ion of the prop Strategy, lining up in 3 given timeframe and reflecting priority of each
3
a

(&) Specifying topics and corresponding key messages to be covered in a future communication campaign aimed at specific potential or actual market
participants
[

Key topics and corresponding messages identified and Strategy content for the
Public profiling through brand, microsite, visual identity and other tools proposed and designed

Approach

Organizing a "reach-out” event during which the contractor and national authorities will present and discuss the Strategy and Action Plan with market
participants & submitting final report summarizing the activities carried out and final versions of all deliverables

Event in a form of non-public roundtable discussion among National authorities, market participants and authors of the Project

Informatlon and communlcatlon gaps of the

Czech capital market

" —————
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Views of the issuers (SMESs)

The survey was conducted on SMEs focused on the assessment of companies” knowledge of capital market opportunities for funding, reasoning for preference of
non-capital market instruments and obstacles hindering local businesses to use these instruments,

Below some of the statistics comonsed in the Final report are presented:

Most common reasons or limi

Source; ET survay

1% 0% 10% -

firms to use subject |

as a source of

6% E% L

Gettingbywith  Donct High casts

ownfintragroup  understand this yat sbaut these
scurces/bank these instruments
finandng instruments

Mot mature for - Didnot know Donottrustthis Donotknow  Danotwantto

hawta abeain  reveal publicly
thisfinancing  our information

cation of
financing

Potential benefits making respondents use capital market instruments as a source of financing

Source; EY survey

A B B

Hﬂ_

Divers#icatian of my Higher flesibility in~ New marketing "stream”  Ecanamic banafits
sources of finamcing  soengiarisan with bunk
financing
Consi dfappealing types of through capital market ¥ by 1
Source: EY survay
9%
16%
1
£
Bard issuance Stack issuance (START) Sale of campany's share to Nt sure

particuler persan/graup

Results of the survey

Results indicate that Czech SMEs have rather low
knowledge about the basic capital market instruments.

Majority of respondents have not used capital market
instruments as a source of financing and rely strictly on
own sources or bank financing.

Limited knowledge regarding these instruments and lack of
proper guidance is prevalent between the respondents,

Respondents see simplicity, low costs and low disclosure
obligation as main advantages of bank financing compared
to capital market instruments.

On the other hand, higher flexibility in comparison with
bank financing, diversification of sources of funding and
usage as a new marketing stream are perceived as main
benefits of the capital market instruments.

SMEs prefer using web platform for obtaining the basic
information and personal contact and professional advice
when looking for specific information about important
issues of financing.

View of the key stakeholders and interviewed market participants

Below are surmmarized views from reports and/for interviews reg;

Minsteratvs fmenc
Ceshe repatnby

1g the Capital in

- Europesn
Comimineion

Czechia:

Examp!es of solutions @ [ —
according to World bank

upturn)
Excess of bank liquidity {low interest rates)

Solution

Low awareness of the capital market possibilities
Encugh of own sources / EU's subsidies (economic

Making alternative sources of finance through
capital marims more attractive lurtho companies

=
@‘ Market intermediaries =i

Professionals in the financial market taking
part in placing issued Instruments onto the
market were approached (for example START,
Fundlift, Dluhopisy.cz, Conseq, £S0B).

Conservative approach and weak awareness
of SMEs regarding the possibilities of
financing through the instruments of the
capital market are amang the key reasons of
lower activity on capital markets.

Most of the SMEs seeking for alternative ways
of financing are solving specific problems
which are not bankable for commercial banks.

The independence from banks and no pledge
requirements are percelved being main
benefits for the SMEs.

and benefits of d Inrniymg of sm.l rn: of finance

Lack of financial knowledge, busines: fin

advise and skills of SMEs to present their funding

case to investors
Lack of standardised and varifiable SMEs
informatien for capital providers and mo

ance i~ Mitigation / increasing limit for issuances
¢ above EUR 1m for the abbreviated
prospectus
financial i Educating issuers about the benefits of
o | raising capital and listing by creating a
l program of workshops and training

of financial skills of the entrepreneurs

Building trust and confidence to alternative finance

sector among start-ups and SMEs

Investors

Analysts & Portfolio-managers of large Czech
asset managers were interviewed (for
example  Alllanz  pojistovna,  Generali
Investments CEE, CSOB, Conseq).

The SMEs’ issuances are considered too risky
for the oversees investors, while the
transaction costs are relatively high compared
to the value of investment.

Domestic investors ale less reluctant to invest
into SMEs’ issuances but weak quality of data
being disdosed by the SMEs and low leve| of
transparency are being significant obstacles in
the investment process.

sources for diverse business needs and developing

ials, in order to increase their
knowledge of the process;

Supporting a selected number of target
issuers during offerings.

m National authorities

Czech authorities  either regulating or
fostering local capital market and significant
association of entities connected to this
market were approached

The current regulatory set up from the
perspective of national authorities s
perceived as sufficient. Their goal is to
support the issuance of financial instruments
by the SME entities and consequently the
development of capital markets.

Factors having negative impact on the SMEs"
meotivation to enter the capital market are not
primarily the information gaps, but a low
demand on the market and high transaction
cost of the small-size issuances.
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International Best Practices

Based on the identified information and communication gaps, 40+ International Best Practices from countries with similar capital market environment and cuitures

have been identified, 10 were short-listed. Out of those 3 were selected as per below:

Financial literacy for Business in
Croatia
Objective:
» Improvement of SMEs access to financing and
definiion of parameters for future

cooperation between business entities and
financial [nstitutions.

Activity:

» Putting in contact Croatian financial
institutions and business entities
» Organizing a series of events (consultations,
z seminars, roundtables,
conferences) in various cities through a
network of 20 county chambers

Q
G

Finance Desk of Chamber of
Commerce in Netherlands

Objective:

» Provision of a general overview of financing
possibllities for SMEs / SMBs and helping
business owners run their businesses
successfully.

Activity:

» Maintaining @ web portal containing an
overview of financing alternatives for
SME/SMBs with general information

» Providing with tallored advice via telephone,
mall or chat boxes provided by the financing
desk and more

MoF’s selection of best practices / strategy tools

BIC Bratislava in Slovakia

Objective:

» Supporting SMESs in accessing debt & equity
finance and giving advice on corporate
strategies or EU and national support
schemes for SMEs

Activity:

» Providing the SMEs with support in
preparation of business, marketing and
finandial pians

» Creation of environment for international
cooperation

» Organizing of events {investment forums)

» Supporting SMEs in participation in the EU
framework programmes for research and
Innovation.

Based on the identified communication gaps and communication expert recommendations, the above mentioned Practices were deemed by MoF
to be exploited for creation of future Communication Strategy.
Additional reason for choosing these practices was a similar capital market environment to the Czech one. A lack of education of SMEs in the areas
of alternative financing instruments and especially capital market funding instruments is perceived in those countries as well.
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Communication Strategy and its formation

The Strategy proposes to fully utilize the synergi

ilable from c

) of various bodies of public authorities and also from cooperation with private sector,

especially intermediaries. It also recommends a large variety of communication channels and suitable media to be used in Communication Campaign.

Market Analysis

Determination of information
and communication gaps of the
Czech capital market,

Recommended International
Best Practices were used as a
basis for the further
development of the Strategy.

Al the Practices were
evaluated based on the four
following objectives perceived
as needed for a quality
communication campaign:
Defined key messages;
Integration;
Correctly chosen
communication tools;

Optimally crafted content

»

Segmentation

Defining of the target
audiences based on the
ultimate goal of the Strategy
which is increasing
awareness about alternatives
of financing:

SMEs (owners of financial

management of the
company);

Capital market
intermediaries.

Positioning

Developing a brand identity
Strategy (Brand attributes,
key messages, tone of
communication, logo, name,
colors, slogan, etc.)

Enabling to influence the
target audience more
effectively and to strengthen
their brand-awareness

During the realization of the
communication Project, this
Strategy also recommends
setting up the cooperation
among key stakeholders and
institutions such as MoF,
Ministry of Industry and
Trade, Czechinvest, CNB, etc.

Communication
Goals & channels

The Strategy reveals four
main goals and determines
corresponding objectives for
each of them.

These goals will be achieved
through using various set of
tools and channels, such as:

Various campaigns,
Educational materials;

Open information
platforms, and other

Channels are proposed with
regard to the identified
International Best Practices
as well as Czech local
specifics.

D) Evaluation & Action

Plan

Key performance indicators
for evaluation of the
campaign are recommended.

Action Plan was prepared as
a specific implementation of
the proposed Strategy, lining
up in a given timeframe and
reflecting priority of each
action.
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Communications Goals & Channels

The Communication Strategy for enhancing literacy of Czech companies in the area of capital markets is formulated for the period from 2020 to 2025,

The first goal of the Strategy is to raise awareness of alternative corporate financing among owners and top management of small and medium-sized enterprises.
The expected result of the Communicative Strategy is the real increase in the number of applicants for alternative financing in the Czech Republic by 2025.

Communication goals & Channels

Senrce; FleishmerdHilard

Goal 1

Bulld Awareness of the
Capital Market Among
Target Audience

Goal 2

Raise Interest to Learn
Mare About the Capital
Market Instruments

Goal 3

Engage Entrepreneurs in
Considering the Real Use
of the Capital Market

Goal 4

Activate Potential Issuers

to Reach Out the
Intermediaries

Objective 1.1 z
Initiate Mass Information Campaign - 9 I~
-
Objective 1.2 Media relations Paid advertising
Run Targeted Information Campaign program campaigning
obj AN T D
Launch Educational Microsite i © -
A To——-
Objective 2.2 Microsite Content Video Branded
Provide Promotional Materials development marketing production materials
Objective 3.1 5:
Create Platform for Solution Providers ﬂ]
Objective 3.2 ﬁu—j
Organize Regional Events g E E :[E
Objective 3.1 Solution providers International Social network
Launch Own Social Media Platform database workshops
Objective 4.1 @
Call-to-action Q Q
Ot a2
Infoline Service acquisition Remarketing

Action Plan and Evaluation

Action Plan is a specific implementation of the proposed Strategy describing the main activities leading to the accomplishment of the objectives defined in

Communication Strategy.

Proposal of full-scale Action Plan will be presented at the Reach-out event. This plan will also ensure the coordination of the individual Project owners on the activities,
defines the necessary partnerships and financial resources for individual activities and describes the timing.

Initial steps of the action plan
Source: FleishmanHitiard, EV

2020
ai

i

o2

Mplrlﬁm 'cvl'Cnrnlmninl\on Sllnt

tools and channels

Legend: Preparation period

o lEl o o
———
T

2021 and after

G

B | mplementation period

Evaluation

To evaluate results and success of the communication campaign, total
impact and accomplishment of the following goals will be assessed:

Awareness: Build awareness of the capital market among SMEs;
Interest: Raise Interest to learn more about the capital market

instruments;
s

providers;

Currently it is expected, that the concept of Communication Strategy will be

further developped in 2019.

Following the approval of the relevant authorities, preparation of the Strategy

is assumed to beginin 2020,
Supposed timing of previous actions is confirmed, start of the actual

implementation of the Strategy Is assumed in the beginning of 2021.

Engage i

the capital market;
Activation: Activate potential issuers to reach out the solution

dering the real use of

After the implementation of the strategy and achieving the goals
mentioned above, it is assumed that the utilization of the external
financing capital market instruments will significantly grow by 2025.
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i

Key topics & corresponding messages -
communication campaign

Content strategy and messaging

Content strategy was addressed through describing the story, key messages and topics to be presented to the target audiences within the framework of the

Communication Strategy.

Campaign story
~Kapitélovy privodce [Capital Guide] Project educates representatives of Czech SMEs, guides them and present the capital market to them as a standard source of
| SME financing on @ par with bank loans and own cepital. ,,
»The Pro)ect will present both the advantages and disadvantages of using the caopital market to raise finance, circumstances under which the capital market is worth
ing, the most fregq ly us: as well as real-life examples - success stories of businesses that have benefited from going to the capital market.”

«The Project will not claim that ﬁnnnung through the mprml market, whether through debt instruments or by selling a stake in @ company, is the best way to raise
the The aim is to teach Czech businesses to consider and explore three possible sources of funding,

W finance to start or develop an
il Instead of just two, The actual advice on which source to choose or whether to opt for a combination of several sources In a specific situation will come from

specialists.”

(13 .
Key for SME rep { /
Funding by bank loans or own capital are not the only available sources of finance for a business undertaking.

«In some cases, capital market fi g Is an

The capital market primarily offers two types of instruments: debt funding and the sale of a stake in the company.
Seek advice from an expert to see which solution is best in your situation.
Key ging for i
~We come with a Project that will demonstrate to Czech SMEs how the capital market can help them start, develop or finance their business undertaking.
Become involved in the [Project’s name] platform. We will heip you get in touch with representatives of Czech SMEs and link you with entrepreneurs interested in advice

+ Aiari

regarding capital market financing.
Key attributes of the Project
For the purposes of developing a content strategy, it is essential to first define key attributes, to be promoted by the Project’s brand:
Simplicity No need to fear financing the company utilizing capital markets, it is not that complex.
Trustworthiness . This is a stable and standard part of the financial world used by entrepreneurs worldwide daily and with trust.
Openness LCapital market is a full-fledged to more well-k P fi ing tools with its positives and negatives.”
hspilation We introduce successful Czech stories of capital market financing to inspire Czech SMEs.
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Public profiling of the project

Apart from produding the suitable messaging and topics, proper public profiling procedures have to be set up in order to foster the Project’s identity through
improving its cognition and memorability.

Project’s name and web address:

Kapitalovy privodce
[EN: Capital Guide]

www.kapitalovypruvodce.cz

Project’s logo and reasoning for its design
Sonwrce; FileishmanHilard

KAP

Lducaton

Growtn

EY | Assurance | Tax | Transactions | Advisory

About EY

EY is a global leader in assurance, tax, transaction and advisary

services. The insights and quality services we deliver help build trust and
confidence in the capital markets and in economies the world over. we
develop cutstanding leaders who team to deliver on eur promises to all

of our stakeholders. In sa daing, we play a critical rele in bullding a better
working world for our people, for our clients and for our communities.

E refers to the glchal erganization, and may refer to one or more, of the
member firms of Ernst & Young Global Limited, each of which is a separate legal
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Means of public profiling of the Project

Umbrella branding for entire communication
Brand will provide an umbrella for the entire external and internal communication of the
Project.
It should be involved in most phases of the campaign: (i) raising awareness {public relations,
acvertising), through (il) the educational campaign (microsite, leave-behinds with the
Capital Guide branding), to the {iii) engagement stage (touch points, workshops, etc.).

Microsite
Independent (second-level) domain is recommended to be established comprising the
features of umbrella branding. The domain name kapitalovypruvodce.cz is available for
purchase.

Touch point and advisers
Kapitilowy privodee [Capital Guide] will also become the umbrella branding for touch
points developed in collaboration with a suitable partner (Czechinvest according to a
proposal submitted in Deliverable 2)
The branding can also be utilised in other materials, such as business cards, t-shirts, stands,
ete,

Contacts

David Zlamal

Capital and debt advisory

Partner, Czech Republic EYBuIId_Inq abelisr
Tel +420 225 335 184 working world

Mobile +420731 627 100
Email david.zlamal@cz.ey.com

Filip $ipek
Capital and debt advisory
Senior Manager, Czech Republic

Tel +420 225 335 596
Mobile +420 731 627 130
Email filipsipek@cz ey com

Alena Sebestova
Risk advisory
Manager, Czech Republic

Tel +420 225 335 523
Mobile +420 605 234 097
Email alena.sebestova@cz.ey.com

Roman Pavlik =
FleishmanHillard I - I

Managing Directar FLEISHMANHILLARD

Maobile +420 777 791 878
Email  paviik@fleishman.com

Marcel Bodnar
FleishmanHillard
- Client Director

Mobile +420 736 751 155
Email  bodnar@fleishman.com
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Annex 7:PowerPoint presentation presented during the reaeh
out event

'
a5

Diskuzni setkani
u kulatého stolu

Prezentacni materidl

Vzdélavani malych a stfednich podniki '
o kapitdlovém trhu
17. 24 2019

5

EY =ooooeee FLEISHMANHILLARD

Obsah

= Uvod 2

. Informiaéni a komunikaéni bariéry kapitalového 4
- trhuv CR

= Mezindrodni osvédcené postupy 9

* Komunikacni strategie a akéni plan 1

= Klicové témata & sdéleni 15
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Postup projektu krok za krokem

ciL: 2Zvyseni irovné gramotnosti malych a stfednich podnikd v souvislosti s kapitalovym trhem a podpora
narodnich orgdni ve snaze omezit zavislost ceskych SME na bankovnim financovani s cilem zvyseni
konkurenceschopnosti a udrzitelného rtistu v Ceské republice.

Priprava komunikacni strategie pro dosaZeni tohoto cile

Porovnani se zemémi EU
Dotaznikova metoda
Osobni rozhovory

START v

o

Definovani cilové
skupiny

Malé a stredni
podniky

Investofi
Zprostiedkovatelé
Narodni organy

Analyza souéasného
stavu kapitalového
trhu R

PFiprava komunikaéni
strategie

Identifikace cild
NavrZeni vhodnych ndstroji
Akéni plan

V/

) 4 )2
2

Identifikace evropskych
osvédéenych postupt
(“1BPs”)

40+ identifikovanych
postupti napfic Evropou
10 shortlisted

Vybér 3 findlnich
postupl

Identifikace klicovych

témat a jim pfislusnych

sdéleni

Pfibéh kampané
Klicova sdéleni

v Kulaty stal

Navrh vefejné
profilace a designu
Brand

Webové rozhrani
VisudIni identita a
ostatni
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Informacni a komunikacni bariéry
kapitalového trhu v CR
————————

Klicové faktory vedouci k uprednostriovani bankovniho financovani

Bankovni financovani — dominantni zdroj financovani SME?*

23%
10% 10%
6% 6% 6% 6% 6%
Jednoduchost Nizké ndklady Sdileni méné Rychlost Sro: Dlvéry ta Nizkd Pind kontrola
informaci pravidel a seriéznost administrativni nad
zatéz spoleénosti

prihlednost

Zdroj: EY Dotaznikové Setfeni
1 Ostatni respondenti uprednostiuiji jinou formu financovani nebo nezodpovédéli otazku

Poutiti externich zdrojii financovéani éeskymi SME:

ﬁ 92% Bankovni uvér, kontokorent nebo leasing
@ 1,7% Emise dluhopisu
% 2% Ekvitni financovani
4
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Dlvody pro nedostatecné vyuzivani nastroji kapitalového trhu

Omezeni a faktory zamezujici respondentim vyuiit nastroje kapitdlového trhu jako zdroj financovani:

35%
13%
10% 10% 8% 6% 6% 6%
T T T T T r d
Dostatek vlastnich Nerozumim Vysoké naklady Spolecnost Mevédél jsem o Nevefim této Nevim, jak Nechci vefejné
[ skupinovych témto zatim neni téchte moznosti ziskat toto odhalit nase
zdrojl €l financ nastrojam pfipravena nastrojich financovani financovani informace
od bank

Zdroj: EY Dotaznikové Setfeni
10statni respondenti neidentifikovali kankrétni ddvody nebo nezodpoviédéli otdzku

Nasledujici ddvody stoji za omezeném vyuZivani nastroji kapitalového trhu malymi a stfednimi podniky:

Ze ziskanych dat je zfejmé, e respondenti nejéastéji maji velmi omezené znalosti tykajici se nastroji kapitalového trhu a schazi
jim nasmérovani na spravné zdroje informaci,

Vyhody pouZiti nastroji kapitalovych trha

Respondenty zvaiované moinosti financovani pomoci nastroji kapitalového trhu':

29%
16%
10%
3%
Emise diuhopisd Emise akcii (START) Prodej podilu spoleénosti Nejsem si jisty
konkrétni osobé [ skuping
Zdroj: EY Dotaznikove Setfeni
1 Ostatni respondenti neidentifikovali konkrétni nastroj kapitdlového trhu nebo nezvatuji pouiiti téchto nastroji
Vnimané vyhody vyuZiti nastroji kapitalovych trhii jakoZto zdroje pro SME!:
%% 2% 2%
13%
6%
— T — T — !
Diverzifikace zdroji Vy38( flexibilita ve srovnani Novy marketingovy Ekonomicky Jing
financovani s bankovnim financovanim kanal pfinos

Zdroj: EY Dotaznikové Setfeni
10statni respondenti neidentifikovall 23dné pfinosy nebo nezodpovadéli otazku
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Identifikace dalSich klicovych faktor( branicich rozvoji

kapitalového trhu
)

= G
Q‘ Investofi
gl

Konzervativni pFistup malych
a stiednich podnikt

Nedostatecna znalost vyhod
plynouci z vyuZiti nastroji KT
pro malé a stfedni podniky
Nizké povédomi tykajici se
nastroji kapitalového trhu

PFisné regulatorni prostiedi

SME vyhledavaji alternativni
cesty ke kapitdlu pouze v
ptipadé, kdy jejich zamér neni
financovatelny skrze
obchodni banky

Emise SME podnikd jsou
casto povazovany za
riskantni investici

Niz8i emise dluhopist
malych a stfednich podnika
nejsou pokladany za
nakladové efektivni feseni
pro institucionalni investory
(vysoké naklady na analyzu
mozné investice)

Nizka kvalita dat
zverejnovana SME

Netransparentnost

Chybi danové pobidky pro
investory

Nedostatecna likvidita

Nizkd poptavka po emisich
malych a stfednich podnikd

Vysokeé transakéni naklady
malych emisi

Regulatorni prostiedi je
narodnimi organy
povazovéano za vhodné
nastavené
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/ EY ReSerse

40 !'dentifikovanych postupl se zaméfenim na rozvoj

kapitdlového trhu

-> Shortlisting

10 Vybranych postupt s nasledujicimi charakteristikami:

Evropské zemé, orientace na SME;

Nedostatek znalosti SME v oblasti nastroju financovani
kapitalového trhu, o jejich vyhodach a nevyhodach;
Nizké povédomi SME o zpisobech ziskani informaci a o
kontaktnich osobach;

Nedostatek dovednosti v oblasti vlastni propagace
vedouci k pfilakani investor.

FindIni vybér pro pouiiti pfi tvorbé komunikaéni kampané
3 Postupy s nasledujicimi atributy:

Jasné definovand kli¢ova sdéleni pro viéi identifikované
cilové skupiné
Spravné vybrané komunikaéni nastroje a kanaly

Optimalné vytvoreny obsah relevantni jak pro klicova
sdéleni tak pro cilovou skupinu/publikum

Kampari by méla byt integrovana

Identifikace mezinarodnich osvédcenych postupt

[E ﬁ “Financial IIteracyforBuslness“v\

Chorvatsku

Propojovéni chorvatskych finan¢nich instituci,
investoril a podnikatelskych subjektd
Organizace nékolika typu akci (konzultace,
workshopy, seminaie, kulaté stoly, konference)
v riznych méstech prostfednictvim sité 20
krajskych komor

— “Finance Desk of Chamber of
= KVK Commerce” v Nizozemi
Provozovani webového portélu obsahujiciho

prehled alternativ financovani pro malé a
stiedni podniky s obecnymi informacemi
Poskytovani poradenstvi na miru
prostfednictvim telefonu, emailu nebo chatu

Poskytovani podpory malym a stiednim
podnikim pfi pripravé obchodnich,
marketingovych a finan¢nich planu

Organizace akci (investi¢ni fora) a podpora SME
v pfistupu k dluhovému a ekvitnimu
financovani

“BIC Bratislava” na Slovensku

9 P

Komunikacni strategie a akcni plan

s ¥
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Komunikacni strategie a jeji formovani

Klitova bariéra

Nedostateéné povédomi
SME o moZnostech

financovani skrze
kapitalovy trh

* Zaméry:

Prostfedek

Komunikaéni strategie

Zvyiit povédomi mezi SME podniky
Povzbuzovat podniky k prohloubeni znalosti
Vzdélavat SME podniky o alternativnich nastrojich
Podpofit zajem skutecné vyuZit alternativni nastroje

|

Trini analyza

Uréeni informacnich a
komunikaénich bariér

Osvédéené mezindrodni
postupy Jako podklad

l

73  Segmentace

Definovani cilovych
skupin

Analyza cilovych
skupin a jejich

l

1»  Pozicovani

Vznik nové znacky a
jeji uvedeni na trh

Doporuéeni pro
spolupraci mezi

|

Komunikacni cile
& nastroje

Urceni Etyf hlavnich
cili a opatieni
vedoucich k jejich
naplnéni

1

Evaluace & akéni
plan

KPIs pro ochodnoceni
Gspésnosti kampané

Akéni pldn jako

konkrétni zplisob

chovani kligovymi subjekty: Identifikovani implementace
MFCR, MPO, vhodnych strategie
Czechinvest, CNB, komunikaénich
AKAT a jini néstroji Prioritizace aktivit

Komunikacni cile a nastroje

Cil1 Zahajit komunikaci v masmédiich [@(IE @\Zz
b -

Vybudovat povédomi
o kapitalovém trhu

mezi SMEs Spustit cllenou informaéni kampari Media relations Placené formaty Direct mailing
T — Iy
cil2 Spustit vzdélavaci mikrostranku =n D =:
Zuysit zéjem = [z
o informace o nastro- o eni il Content Informacni Rekl i
i t3love abidnout propagaéni materidly Microsite onten " a eklamn
jich kapitdlového trhu marketing Video materialy pFedméty

cil3 Wytvofit platformu pro poskytovatele

Primét podnikatele ke [tﬁ ﬂ]
konkrétni Gvaze vyuiit :E

kapitdlovy trh

Zorganizovat sérii region. workshopt

=R=]=]

Databdaze Regiolnalni
poskytovateld Fedeni workshopy

go @

Ziskavani
kontaktG

Socialni
sité

Spustit viastni profil na socidlni siti

cila VyuZit ndstroje pro call-to-action

Aktivizovat potencidlni

emitenty k osloveni
poskytovateld Feieni

Zfidit bezplatnou infolinku Remarketing
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AkEni plan a dalsi kroky

2020 2021 a poté

@ e ol EE v @ Lo
Posicovéni projektu na trhu / zahéjent spoluprace NI
Databize poskytovatel feseni

Pfiprava mist pro osobni komunlk:d{‘:‘ .

<

Priprava ju a kandlu k

Legenda: PFipravnd faze B mplementaéni faze
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Nazev & identita projektu

Kapitalovy privodce

Struény, dderny a lehce zapamatovatelny nazev
Profesionalni a divéryhodny

Naming s dirazem na obsah projektu (kapitalovy trh) i
edukaéni roli (privodce)

KAPITALOVY PRUVODCE

Inspirace mezinarodnim osvédcéenym postupem z Nizozemi:

Nationale Finenzierung Wijzer - Narodni finanéni privodce
e + 2" 4
Vyuiiti Vzdélani Rust Symbol
ZastieSujici znacka pro celou komunikaci
Microsite

Touch points a poradci
Vsechny komunikacni materialy
Vizualni identita

Kapitélovy pravodce

www.kapitalovypruvodce.cz

Obsahova strategie a klicova sdéleni

€€ piibeh kampané

jv] wKapitdlovy priivodce vzdéldva zdstupce ceskych firem, vede je a ukazuje jim kapitdlovy trh jakeZto
standardni zdroj financovéni porovnatelny s financovanim bankovnim nebo jako alternativu k viastnim
zdrojim,,

~Projekt Kapitdlovy privodce chee zdstupce ceskych SME vzdéldvat, provést je a predstavit kapitdlovy trh
jako standardni trh pro financovdni SME, ktery stoji bok po boku bankovnimu financovdni a vlastnimu
kapitalu. UkaZzeme vyhody i nevyhody financovani na kapitdlovém trhu, situace, za kterych je vhodné
o této formé financovani uvaiovat, predstavime nejcastéjsi typy feseni ale i priklady pfimo ze Zivota —
firem, které uspésiné vytéZily moinosti kapitdlového trhu.”

o 0 g ~Nechceme tvrdit, Ze financovdni na kapitdlovém trhu, at uz vyddni firemnich dluhopist, crowdfunding,

I nebo vstup na burzu Start, je za kaZdych okolnosti ta nejlepsi cesta k ziskani financi pro start & rozvoj

\ firmy. Chceme ale, aby se ¢eské firmy naucit prozkoumdvat tii moznosti svého financovdni, misto dnesnich
dvou. Zda zvolit jejich kombinaci nebo jednu konkrétni, jim poradi odbornici.”
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Obsahova strategie a klicova sdéleni

Obecna klicova sdéleni:
Bankovni financovani nebo vlastni kapital nejsou vidy jedinou moZnosti, kde hledat finance pro podnikani
| kapitdlovy trh miiZze pomoct nastartovat, rozvijet a financovat firmu
Kapitdlowy trh nekonkuruje bankovnimu financovéni a vlastni kapitdlu, vhodné je doplfiuje: Kdy zvolit viastni kapital, kdy
bankovni financovani a kdy se podivat na kapitalovy trh?
Poradte se s odbornikem, které feseni je pro situaci firmy to nejvhodnéjsi

Klitova sdéleni pro SME
Bankovni financovani nebo vlastni kapital nejsou vidy jedinou moZnosti, kde hledat finance pro podnikani
V nékterych pfipadech je financovani na kapitalovych trzich vhodnou alternativou
Kapitalovy trh nabizi dva zékladni druhy nastroji — dluhové financovéani a prodej podilu ve spoleénosti
Poradte se s odbornikem, které fedeni je pro situaci vasi firmy to nejvhodnéjsi

Klitova sdéleni pro zprostfedkovatele
Pfichdzime s projektem, ktery éeskym SME ukaZe, jak s vyuZitim kapitdlového trhu mohou nastartovat, rozvijet nebo financovat
své podnikani
Zapojte se do platformy Kapitalovy privodce, Pomlieme vam potkat se se zastupci éeskych SME a propojime vas se zajemci o
radu v oblasti financovani na kapitalovém trhu

Jednoduchost: ,Neni nutné se niceho bat, nenl to sloZité.”

Davéryhodnost: ,Jde o stabilni a béZnou soucast svéta financi vyuiivanou podnikateli po celém svété na
denni bazi a s divérou.”

Otevienost: ,Kapitdlovy trh je plnohodnotnou alternativou k vice znamym nastrojim korpordtniho
financovdni se svymi pozitivy a negativy.”

Inspirace: , Pfedstavujeme vam uspésné pfib&hy financovani éeskych firem skrze kapitalovy trh.”

Kligové atributy

Prostor pro otazky
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EY | Assurance | Tax | Transactions | Advisery

Informace o EY

EY e pfednim o i odbarmjch feh slufeb

v oblast! auditu, dani, transakéniha a podnikovEho paradenstyl. Znalgst
problematiky e kvalila shuzes, kieré paskytujere, phispivai k posilowdni dlvéry

v kagitdlovi triy | v ekonamiky celgho sveta, Vijimeiny lidsky a cdoorny potencidl
nam umaZfiuje nrdt viznamnou roll gfl vytvdfend lepiino prostfeol pro nase
zaméstnance, kilenty | pro Urdl spoletnost.

Nizev EY zahimuje celosvitouou organizac a milfe zanmovat jednu & vice
Henskeh lirem Erast & Young Glabal Limited, 2 nich? kalds je samostatnou
pravnickou osobou, Ernst & Young Global Limitad, britskd spoleénost s ruanim
omezenym garancl, slufy kllentim nepaskytule. Fro podrobn&[si informare o nal
arganizaci navitivie prosim nade webové strinky ey.com.

@ 2019 EY Caska republika
Wiachna prava vyhrazena.

ey.com

Kontakty

£
.

David Zlamal
Capital and debt advisory
Partner, Ceska republika

Tel +420 225 335 184
Mob.  +420731 627 100
Email  david.zlamal@cz.ey.com

Filip Sipek
Capital and debt advisory
Senior Manaier, Ceskd republika

Tel +420 225 335 596
Meb,  +420 731627 130
Email filip.sipek@cz.ey.com

Alena Sebestova
Risk advisary
Manader, Ceska republika

Tel +420 225 335 523
Mab.  +420 605 234 097
Email  alena.sebestova@cz.ey.com

Roman Paviik
FleishmanHillard
Managing Director

Mob.  +420 777791 878
Email  paviik@fleishman.com

Marcel Bodndr
FleishmanHillard
Client Director

Mob.  +420 736 751 155
Email  bodnar@fleishman.com

EYBuIIdinq a better
working world

(=l
FLEISHMANHILLARD
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Annex8: Participant list
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