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1. INTRODUCTION

The aim of the Bachelor’s Thesis is to translate English texts into Czech and Czech
texts into English with commentaries and glossaries consisting of the specific terms

from the field of economy.

The first chosen text is several chapters from the book Marketing Myopia written
by American economist and professor Theodore Levitt. It was published in 1960
by Harvard Business School. The second text is again a few chapters from the book
Jak drahé je zdarma by American scientist, professor of psychology and behavioral
economics Dan Ariely. This book was published in 2009 by Prah publishing house.
Its original version is called Predictable Irrational and it was published by Harper
Collins Publishers in 2008.

I have chosen this theme because | have always been interested in translation
and | graduated from the Business academy, so this economic field is quite close to me
and it often helped me during the translation. | believe this thesis can be beneficial

and interesting to others, especially those involved in the economy or marketing.

The work is divided in two parts. The first one is theoretical and contains the theory
of translation and translation procedures. Besides this in the first part the functional

styles like scientific, belles-lettres, publicistic, newspaper and technical are defined.

The second part is practical, which represents the main part of the thesis and is formed
of two translated texts. Then there are macro and micro approach. In the macro analysis,
the source text is analyzed and characterized it from the general point of view like
the author, readers or the function of the text. In the second analysis, the method
of translation into the target language and the issue of idioms, quotations, participles,
gerunds and transformation of word classes are commented on. At the end of the micro
analysis, there is also a focus on the differences in the original translation, the source

text and the target translation.

Both books are also supplemented with glossaries in which you can see vocabulary

from economic English with some example sentences.



2. THEORETICAL PART

2.1 Theory of translation

Translation means a written transformation from a selected language, which we call
the source text, into a selected language, which we call the target text. In order
for a given text to be translated well, a translator must know the language from which
he translates, the language into which he translates, as well as the realities of a foreign

environment. [1]

Every language is different and something special. Whether it is word order or the use
of idioms, it is important to approach translation very consistently and to verify
the correctness of the translation several times. It is also necessary to overcome
intercultural barriers, to understand the customs and development of a given society,
then the translator can capture words and sentences in a given context. This process

of translation is very similar to the way a young child learns a language.

There are several types of linguistics that are important for translation theory.
In particular, it is confrontational linguistics which is especially useful in grammar,
lexicology and stylistics. It also deals with sociolinguistics, which examines linguistic

varieties. Other types of linguistics are pragmalinguistics and psycholinguistics. [2]

The theory of translation is not only a summary of all these approaches and disciplines,
but it is especially important for them to be show interrelations in which the meaning
of the individual depends on their relevance in the wider context of the text, situation

and culture concerned.

It is really difficult to create a quality translation, but it is even more difficult to analyze
the translation and determine the translator's intention. [3]



2.2 Translation procedures

“There are many translation procedures, methods and paths, but whatever we choose,
we should always come to the same conclusion in translation. The Canadian authors

Vinay and Darbelnet divided them into these seven groups.” [4]

2.2.1 Transcription

It is a transcription of text from the source language into the target language while
maintaining the same meaning of the transcribed text. It is used, for example, to rewrite

the pronunciation of foreign words. [5]

Offside = ofsajd

2.2.2 Calque

Calque is considered literal translation, it means that we translate word-for-word.
For example, when you take a phrase in English and then literally translate root-for-root
into Czech. [6]

The translator creates a neologism in the target language by accepting the structure

of the source language. [7]

“Potflower = hrnkovd kvétina” [8]

2.2.3 Substitution

“Substitution is the replacement of one language means with another equivalent.

An example is the replacement of a noun by a personal pronoun and vice versa. ” [9]

“I never saw a Purple Cow,

I never hope to see one;

But I can tell you, anyhow,

I'd rather see than be one.” [10]



2.2.4 Transposition

During transcription there is a moving between grammatical categories without

changing the meaning of the text. [11]

“The course is of interest to all of us”= “The course interests all of us”.
“I will never forget that time when I saw you in the shopping Mall”=*l will never forget

the time that | saw you in the Shopping Mall”

“Kurz je pro nds vSechny zajimavy’=“Kurz nds vSechny  zajimd”.
“Nikdy nezapomenu na tu dobu, kdy jsem té vidél v ndakupnim stredisku”= “Nikdy

nezapomenu na dobu, kdy jsem té videl v Obchodnim stredisku” [12]

2.2.5 Modulation

When translating using modulation, the form of the text must be changed by a semantic

change.
“angle-joint of the pipe = koleno potrubi” [13]
2.2.6 Equivalence

This is a translation technique which uses a completely different expression to transmit
the same reality. Through this technique, names of institutions, interjections, idioms

or proverbs can be translated. [14]
“My sweet girl = dévenka” [15]

2.2.7 Adaptation

Adaptation can be understood as replacing a situation with another situation in the target

language, because there is no equivalent phrase in that language

Asking for troubles = Zadeélavani si na potize



2.3 Functional styles

Functional style is a system of interrelated language means serving a definite aim
in communication. It is the coordination of the language means and stylistic devices
which shapes the distinctive features of each style and not the language means
or stylistic devices themselves. Each style, however, can be recognized by one

or more leading features which are especially conspicuous.

The most attention will be paid to the technical functional style, because both
of the translated books belong to that style. We distinguish styles:

2.3.1 Scientific style

“Scientific style is employed in professional communication to convey some
information. It’s most conspicuous feature is the abundance of terms denoting
objects, phenomena and processes characteristics of some particular field of science

and technique. Also precision clarity logical cohesion.” [16]
Scientific functional style occurs in brochures, articles, other scientific publications.
2.3.2 Publicistic style

“The effort to inform about current issues of public events, whether in the field
of politics, economics or culture, comes to the fore, therefore information
and updating are the main features of the journalistic style. Other features are,

for example, variability or accuracy. ” [17]

This functional style can occur in reviews, columns, feats, reports, or assessments,

essays or public speeches. [18]
2.3.3 Newspaper style
The main aim of newspaper style is to give objective information.

It is achieved by brief news items, press-releases, informational articles,

advertisements & announcements.



Many newspaper articles belong to a publicistic style whose aim is not to inform
but rather to persuade a certain opinion. Abstracts, political expressions,

and neologisms often appear in these articles. [19]
2.3.4 Belles-lettres style

The belles-lettres function style has a very aesthetic function and was intended to
affect the feeling, reason and imagination of the reader. Much attention is paid here

to the sound side of the language, a so-called pleasuredness.

This style is found primarily in art literature, such as, novels, stories, poems, epics

or comedies.
2.3.5 Technical style

“In translating technical literature, language means have only a communicative

function, the emphasis being primarily on the content of the information.” [20]

A departure from the original is not possible here like for example, in the translation
of art literature. It is therefore essential for the translator to be very well oriented
on the subject of the translated field. Terminology is then part of vocabulary
and morphological writing language, and elements of basic vocabulary form
the basis of each text. If a translator wants to translate the main ideas, they must not
only be precise and comprehensible, but also grammatically correct. They must
be mindful of preserving standards and the overall text should be consistent

with the original's overall focus. [21]

“The accuracy of the interpretation and comprehensibility of the information
is served by the division of the substance into chapters and paragraphs, including the
construction of sentences. The method of argumentation, problem analysis,

definition, hypothesis or thesis is also important.” [22]

We can find a technical functional style in specialist publications, textbooks

or specialist journals.



3. PRACTICAL PART

3.1 Translation of Marketing Myopia

Theodore Levitt

Kazdé velké priimyslové odvétvi se kdysi rozvijelo. Jenze ta, které nyni prochézi vinou
nadSeni ze svého rlstu, jsou ve stinu poklesu. Ta ostatni, kterd jsou povazovana za zrala
rostouci odvétvi se ve skuteCnosti prestala rozvijet. V kazdém ptipadé¢ divodem,
pro¢ je rust ohrozen, zpomalen nebo zastaven, neni to, ze by trh byl nasyceny. Je to

kvuli selhani vedeni.
ZLOVESTNE ZAMERY

Selhali vrcholovi manazefi. Podle posledni analyzy jsou za to zodpovédni pravé
vedouci pracovnici, kteti se zabyvaji obecnymi cili a strategiemi. Tedy: Zeleznice
nepfestaly rast, protoze klesla potieba cestujicich a nakladni piepravy. Zeleznice
vV dnesni dobé nemaji potize proto, ze by tuto potfebu naplnili ostatni (osobni
automobily, nékladni automobily, letadla nebo dokonce telefony) ale proto, Ze ji

nenaplnily samotné Zeleznice.

Spole¢nosti nechaly ostatni, aby jim odvedly zékazniky, protoze se manazeti domnivali,
ze se fadi spiSe k Zelezni¢nim, neZ k pfepravnim podnikiim. Diivodem, pro¢ nespravné
zafadili svoje odvétvi byl ten, Zze se orientovali na stavbu Zelezni¢nich trati misto
na pfepravu; zaméfili se na produkt misto na zakaznika. Hollywood sotva unikl
naprostému zniCeni televizi. Ve skutecnosti vSechny zavedené filmové spolecnosti

prosly drastickymi reorganizacemi. N¢které z nich prosté zanikly.

Vsechny spolecnosti se nedostaly do problémii kviili neblahym televiznim zasahtim,
ale kvuli své vlastni kratkozrakosti. Stejné jako u Zeleznic Hollywood nespravné
definoval své odvétvi. Ackoliv se domnival, ze je filmovym priimyslem, ve skutecnosti
byl primyslem zabavnim. ‘Filmy’ =zahrnovaly specificky, omezeny produkt.
To vyvolalo absurdni pocit spokojenosti, ktery od zacatku vedl producenty k tomu,
aby se divali na televizi jako na hrozbu. Hollywood televizi opovrhoval a odmital ji,

kdyz ji mél pfivitat jako pfileZitost k tomu, aby expandoval do zabavniho primyslu.



Dnes je televize vétsim odvétvim, nez jakym diive uzce definovany filmovy prumysl
kdy byl. Kdyby byl Hollywood orientovany spiSe na zakaznika neZ na produkt, prosSel

by takovym fiskalnim ocistcem, kterym prosel? Pochybuji.

Co nakonec Hollywood zachrénilo a ptispé€lo k jeho oziveni, byla vina novych mladych
spisovateld, producentt a fediteld, jejichz diivejsi uspéchy v televizi zdecimovaly staré
filmové spolecnosti a svrhly velké filmové magnaty. Pak jsou tu dal§i méné ziejmé
piiklady primyslovych odvétvi, které ohrozovaly a stale ohrozuji svou budoucnost
nespravnym definovanim svych cili. O nékterych z nich budu detailnéji mluvit pozdéji
a budu analyzovat postupy, které vedou k problémtim. Pravé ted’ to miize pomoci
ukédzat, co mize dikladné orientovany management zaméfeny na zékaznika udélat
pro to, aby rostouci odvétvi i nadéle rostlo, a to 1 poté, co byly zjevné pftilezitosti
vycerpany, a zde jsou dva priklady, které existuji uz dlouhou dobu. Jsou to konkrétné
nylon a sklo, E.I. du Pont de Nemours a Corning Glass Work. Ob¢ spole¢nosti jsou
proto skvéle technicky vybavené. Jejich orientace na produkt je nespornd. Ale to samo

0 sob¢ nevysvétluje jejich tspéch.

Koneckonci, kdo se s vétsi pychou zaméfoval na produkt a vénoval svym vyrobkiim
vice pozornosti nez nékdejsi textilni spole¢nosti v Nové Anglii, které nakonec zcela
zkrachovaly? Spole¢nosti DuPonts a Cornings uspély nejen kvuli tomu, ze by byly vice
orientované na produkt nebo na vyzkum, ale kvili tomu, ze byly take pln¢ zameétené
na zékaznika. Diky neustalé ostraZitosti a s tim spojenym vyuZivanim pfilezitosti
aplikovat své technicke know-how k uspokojeni zakaznika a jeho potieb vyrabi
ohromné mnozstvi uUsp&nych novych produktu. Bez propracované strategie
pro zédkaznika by vétSina jejich novych produktl mohla byt Spatna a jejich prodejni
metoda nepouzitelnd. Vyroba hliniku je i nadale rostoucim odvétvim, diky usili dvou
spole¢nosti vytvofenych v obdobi valek, které se zcela zdmérn¢ a odhodlané pustily
do vymysleni takového zpuisobu vyuziti hliniku, které by uspokojilo zakazniky.
Bez spole¢nosti Kaiser Aluminium & Chemical Corporation a Reynolds Metals

Company, by celkova poptévka po hliniku v dne$ni dobé byla mnohem nizsi.



CHYBA V ANALYZE

Nékdo by mohl namitat, ze je posetilé srovnavat pokles v Zeleznicnim odvétvi
s produkci hliniku a filmovy primysl s primyslem sklafskym. Nejsou hlinik a sklo
pfirozené¢ univerzaln¢ vyuziteln¢j$i a proto tyto spolecnosti musi mit nutné vice
prilezitosti k riistu néz zeleznice a film? Tento pohled pfesné definuje chybu, o které
jsem mluvil. Definuje to odvétvi nebo vyrobek nebo také soubor know-how tak Gzce,
ze garantuje jeho predCasné zastarani. Kdyz zminime ‘Zeleznice’, méli bychom si byt
jisti, Ze myslime ‘ptepravu’. Jako pfepravce maji Zeleznice stale velmi dobrou Sanci
pro vyrazny rast. Nejsou limitované Zelezni¢nim odvétvim jako takovym (ackoliv podle

mého nazoru ma zelezni¢ni doprava mnohem vétsi potencial, néz se obecné veEri.)

To, co zeleznice postradaji, neni nedostatek pfilezitosti, ale trocha manazeské
napaditosti a odvahy, diky kterym se staly velkym odvétvim. Dokonce i amatér,
jako Jacques Barzun vidi nedostatek, kdyz tika ‘Trapi mé, kdyz vidim nejrozvinutéjsi
fyzicky existujici strukturu minulého stoleti, jak upada pro nedostatek stejné komplexni
predstavivosti, kterd ji vybudovala. [To, co chybi, je] viile spolecnosti pfezit a uspokojit

vetejnost svou vynalézavosti a dovednostmi.

STIN ZASTARAVANI

Neni mozné zminit jedno velké primyslové odvétvi, které alesponi jednou nebylo
kandidatem na magické pojmenovani “rostouci odvétvi”’. V kazdém ptipadé,
predpokladand sila podniku spoc¢iva ve zdanlivé nezpochybnitelné nadfazenosti jeho
produktu. Zda se, ze zde neexistuje zadna uspokojiva ndhrada. Byla to sama o sob¢
jen prchava nahrada za produkt, ktery tak triumfalné nahradila. Pfesto se tyto

oslavované spole¢nosti jedna po druhé postupné dostaly do stinu.

Prosperita podniki dodéavajicich elektfinu stale roste, coz souvisi s tim, Ze domov
se méni v muzeum elektrickych pfistroji. Jak by nékdo mohl tratit na tom, Ze investuje
do téchto podnikii, bez jakékoli konkurence, které nemaji jiny nez rdstovy potencial?
Ale na druhy pohled to neni zase tak uklidnujici. Cela fada spole¢nosti neposkytujicich
vetejné sluzby velmi pokrocila ve vyvoji vykonného chemického palivového ¢lanku,
ktery by mohl byt umistén v néjaké skryté skiini v kazdé domacnosti a tiSe odtikaval

konec éry elektrické energie. Elektrické vedeni, které je zcela béZné v tolika Ctvrtich,



by bylo eliminovano. Stejné¢ tak by skoncily nekone¢né demolice ulic a pieruSovani
sluzeb béhem bouii. Na obzoru je také solarni energie, ktera je opét propagovana
spolecnostmi neposkytujicimi vetejné sluzby. Kdo fika, Ze spoleCnosti poskytujici

vetejné sluzby nemaji zddnou konkurenci?

Dnes to mohou byt pfirozené monopoly, ale zitra mohou byt stejné pfirozené mrtvé.
Aby se vyhnuly této vyhlidce, také ony budou muset vyvinout palivové ¢lanky, solarni
energii a dalsi zdroje energie. Aby piezily, budou muset zpracovat zastaravani toho,

CO nyni tvoii jejich zivobyti.
OBCHODY SE SMIiSENYM ZBOZiM

Mnoho lidi si dokaze tézko predstavit, ze tu kdysi byvala vzkvétajici zafizeni znama
jako “obchody se smiSenym zbozim”. Supermarkety tento byznys velmi efektivné
prevzaly. Presto velké potravinové fetézce tricatych let tésné unikly tomu, ze byly zcela
zniCeny agresivni expanzi nezavislych supermarketii. Prvni skutecny supermarket byl
otevien v roce 1930 v Jamajce na Long Islandu. Do roku 1933 uZ supermarkety

vzkvétaly v Kalifornii, Ohiu, Pensylvanii i jinde.

Zavedené fetézce je vSak okazale ignorovaly. KdyZ uZ se rozhodly si jim vénovat
pozornost, posméSné je popisovaly jako mista, kde se prodavd zbozi nizké kvality,
kterd jsou dobrd akorat k sousedskému tlachani, a jejich majitele jako neetické
oportunisty. Reditel jednoho velkého fetézce v té dobé oznamil, Ze povazuje za t&7ké
uvéfit tomu, ze lidé pojedou mile, aby si nakoupili jidlo a ob&tuji osobni sluzby, které
fetézce znacné zdokonalily a na které jsou zvykli.” Nejpozdéji v roce 1936 National
Wholesale Grocers a New Jersey Retail Grocers Association na svém zasedani
oznamily, Ze neni ¢eho se obavat. Museli pfilakat zakazniky z oblasti vzdalenych
n¢kolik mil. Kdyz se objevili na truhu jejich napodobitelé, pii poklesu objemu prodeje
dochéazelo k likvidaci velkoobchodti. Mélo se za to, Ze objem prodeje supermarketti byl

tak vysoky ¢aste¢né diky tomu, Ze byly na trhu novinkou.

Lidé chtéli, aby si mohli potraviny pohodiné nakoupit v okoli. Pokud by tyto mistni
prodejny “spolupracovaly se svymi dodavateli, vénovaly pozornost svym nakladim
a zlepSovaly své sluzby”, byly by schopné odolavat této konkurenci, dokud nepomine.

Ta ale nikdy nepominula. Obchodni fetézce zjistily, Ze preziti vyzaduje vstup do svéta
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odvétvi supermarketi. To znamenalo destrukci ohromnych investic velkoobchodii
do “obchodii se smisnym zbozim” a do zavedenych metod distribuce a merchandisingu.
Spolecnosti, které¢ mély “odvahu drzet se svého presvédceni” pevné staly za filozofii
“obchodu se smiSenym zbozim”. Zachovaly si sice svou hrdost, ale pfitom pfisly o

vSechny svoje vynalozené prostiedky.

CYKLUS SEBEOKLAMAVANI

Ale vzpominky jsou pomijivé.

“Napriklad pro lidi, kteri sebejisté vzyvaji Spasitelska dvojcata v podobé
elektrotechnického a chemického priimyslu, je tézké pochopit, Ze by se néco u téchto

rychle rozvijejicich se odvétvi mohlo pokazit.”

Nejsou také schopni vidét, jak diivodné rozumny obchodnik mohl byt tak kratkozraky
jako slavny bostonsky milionaf, ktery na pocatku dvacatého stoleti neimyslné odsoudil
své dédice k chudobé tim, Ze prohlésil, Ze cely jeho majetek bude navzdy investovan
vyhradné do elektrickych tramvajovych cennych papirti. Jeho posmrtné prohléasent,
7e “Vzdycky zde bude velkd poptadvka po dobfe fungujici méstské dopravé” neni
utéchou pro jeho dédice, ktefi se udrzuji pii zZivoté Cerpanim benzinu na stanicich
pro automobily. Pfesto v neformélnim prizkumu, ktery jsem provedl mezi skupinou
inteligentnich obchodnich manazeri, téméf polovina souhlasila s tim, Ze by bylo pro né
tézké ublizit svym dédicim tim, Zze budou jejich majetky navzdy svazany
s elektrotechnickym primyslem. Kdyz jsem je pak konfrontoval s ptikladem
tramvajoveho provozu v Bostonu, jednomyslné zaznélo: “To je jiné!” Ale je to tak?
Véiim, ze se nejedna o zakladni ristovy prumysl. Existuji pouze ty stejné? Po pravdé
feCeno, neexistuje nic takového jako spole¢nosti organizované a provozované za ucelem

vytvareni a vydélavani na rustovych ptilezitostech.

Odvétvi, kterd se domnivaji, ze budou automaticky neustale rist, pravideln¢ upadaji
do stagnace. Historie kazdého mrtvého a umirajiciho “rustového” odvétvi ukazuje
cyklus sebeklamu znaéné expanze a nezaznamenaného upadku. Tento cyklus obvykle
zarucuji ¢tyfi podminky: 1. Pfesvédceni, ze rist je zajistén rostouci a bohatsi populaci;
2. Vira, Ze neexistuje konkurencni nahrada za hlavni produkt tohoto odvétvi. 3. PriliSna

davéra v masovou vyrobu a ve vyhody rychle klesajicich jednotkovych nakladl
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pii zvySovani produkce; 4. Zaméteni se hlavné na produkt, ktery se propijcuje peclivé
kontrolovanému védeckému experimentovani, zlepSovani a snizovani vyrobnich

nakladu.

Nyni bych rad detailné prozkoumal kazdou z téchto podminek. Abych svou
argumentaci vystavél na co nejpevnéjSich zdkladech, ndzorn¢ to ukazi na tfech
pramyslovych odvétvich: ropném, automobilovém a elektrotechnickém primyslu.
Zamgéiim se zejména na ropny prumysl, protoze z nich existuje nejdéle a prosel nejvice
zménami. Nejenze maji tato tfi primyslova odvétvi vynikajici povést u Siroké vetejnosti
a také se t€si duvére zkuSenych investord, ale jejich vedeni se stala znamymi diky
progresivnimu mySleni v oblastech, jako je finan¢ni kontrola, vyzkum produkti
a Skoleni managementu. Pokud zastaravdni mize ochromit i tato primyslova odvétvi,

muze se to stat kdekoli.

POPULACNI MYTUS

Viru v to, ze zisky jsou zajiStény rostouci a bohat$i populaci, si hycka kazdé
primyslového odvétvi. Zmirfiuje to obavy, které vSichni pochopitelné pocituji ohledné
budoucnosti. Pokud pocet spotiebiteld roste a kupuji si vice vaSich produkta
nebo sluzeb, mizete Celit budoucnosti s mnohem vétsim klidem, nez kdyby se trh
zmenSoval. RozSifujici se trh brani vyrobei v tom, aby musel hodné premyslet nebo
pfichazet s dalSimi podnéty. Pokud je mysleni intelektudlni reakci na problém, pak
absence problemu vede k absenci mysleni. Pokud ma vas produkt zajistén automaticky
rozSifujici se trh, nebudete pfiliS pfemysSlet o tom, jak jej rozsifit. Jednim

Z nejzajimavéjsich prikladd je ropny pramysl.

Jedna se o na$ pravdépodobné nejstar$i rastovy pramysl, ktery ma zavidénihodné
vysledky. I kdyz v soucasnosti existuji urCit¢ obavy ohledné miry rdstu, samotné
odvétvi ma tendenci vidét situaci optimisticky. Ale véfim, Ze lze prokdzat, Ze prochézi
zasadni, pfesto ale typickou zménou. Nejen, Ze pfestdva byt rastovym odvétvim,
ale ve skute¢nosti mize ve srovnani s ostatnimi odvétvimi dokonce klesat. Piestoze
je neinformovanost o tomto faktu velmi rozsifend, je snadno piedstavitelné, ze ¢asem
se ropny prumysl miZze ocitnout v témét stejné pozici zaslé slavy, v jaké se nyni
nachazeji zeleznice. Navzdory své prikopnické praci pii vyvoji a uplatiiovani soucasné

cenné metody hodnoceni investic, v zameéstnaneckych vztazich a ve spolupraci
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Srozvojovymi zemémi je ropny byznys tizivym pfikladem toho, jak piechnané

uspokojeni a zatvrzelé setrvavani v omylu dokaze svéhlavé ménit prilezitosti k hor§imu.

Jednim z charakteristickych ryst tohoto a dalSich odvétvi, ktera velmi pevné véii
Vv ptiznivé dusledky rostouci populace, a zarovei vlastni genericky produkt, u které¢ho se
zda, Ze za néj neexistuje konkuren¢ni nahrada, je ten, ze jednotlivé spolecnosti usiluji
0 to, aby piedcily své konkurenty vylepsenim toho, co jiz délaji. To samoziejmé dava
smysl, pokud se piedpokladd, ze prodeje jsou vazany na populacni strukturu zemé,
protoze zakaznik muze porovnavat produkty pouze na zaklad¢ jednotlivych znaki.
Domnivam se naptiklad, ze je dulezité, Zze od té doby, co John D. Rockefeller poslal
do Ciny zdarma petrolejové lampy, neudélal petrochemicky primysl nic skuteénd
mimofadného pro to, aby vytvofil poptavku po svém produktu. To jediné a nejvétsi
vylepSeni — vyvoj tetracthylového olova prisel z oblasti mimo tento primysl, konkrétné
od General Motors a DuPont. Velké piinosy samotného primyslu se omezuji

na technologii t€Zby ropy, vyroby ropy a jeji dalsi zpracovani.
ZADELAVANI SI NA POTIZE

Jingymi slovy, usili petrolejatského primyslu se zameéfilo na zlepSeni efektivity
ziskavani a vyroby svého produktu, nikoli na zlepSeni generického produktu nebo jeho
uvadéni na trh. Navic byl jeho hlavni produkt neustale definovan v co nejuzSich
terminech - jmenovité benzinu, nikoli energie, paliva nebo dopravy. Tento piistup
pomohl zajistit, Ze: Zasadni zlepSeni kvality benzinu nemd plivod v ropném pramyslu.
Vyvoj nadstandardnich alternativnich paliv ptfichazi také z oblasti mimo ropny primysl,
jak bude ukazano pozdé&ji. Velké inovace v marketingu automobilovych paliv pochazeji
od malych, novych ropnych spolec¢nosti, které nejsou primarné¢ zaméstnany vyrobou

nebo dalsi zpracovanim.

Jedna se o spole¢nosti, které byly zodpovédné za rychle se rozvijejici benzinové stanice
S vice stojany, s jejich uspéSnym dlrazem na velké a Cisté architektonicky dobie feSené
arealy, rychlé a efektivni sluzby pro motoristy na ptijezdovych cestach a kvalitni benzin
za nizké ceny. Ropny primysl si tedy zadélava na potize, které mu zptsobi podnikatelé
stojici mimo jeho odvétvi. Dfive ¢i pozdé&ji se v této zemi hladovych investori

a podnikatelt rozhodné objevi hrozba. Pravdépodobnost toho bude daleko vice ziejma,
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kdyz se obratime k dal$i nebezpecné vife mnoha vedeni. V zdjmu kontinuity, protoze

tato druha vira je tizce spjata s tou prvni, budu pokracovat stejnym ptikladem.
MYSLENKA NEPOSTRADATELNOSTI

Ropny primysl je do zna¢né miry piesvédcen o tom, ze neexistuje zadna konkuren¢ni
nahrada jeho hlavniho produktu, benzinu - nebo pokud ano, ze bude i nadale derivatem
surové ropy jako je motorova nafta nebo petrolejové letecké palivo. V tomto
predpokladu je spousta bezdécnych zboznych ptani. Potiz je v tom, Ze vétSina rafinerii

vlastni obrovské mnozstvi zasob ropy.

“Napriklad pro lidi, kteri sebejisté vzyvaji spasitelska dvojcata v podobé
elektrotechnického a chemického priumyslu, je tézké pochopit, Ze by se néco u téchto

rychle rozvijejicich se odvetvi mohlo pokazit..”

Ty maji hodnotu pouze v ptipadé, Ze existuje trh s produkty, na které 1ze ropu pfeménit.
A proto je zde neochvéna vira v trvalou konkurenéni nadfazenost automobilll
zalozenych na surové ropé. Tato myslenka pretrvava navzdory vSem historickym
dikazim proti ni. Dukazy ukazuji nejen to, Ze ropa nikdy nebyla nadfazenym
produktem pro jakykoli ti¢el po velmi dlouhou dobu, ale i na to, Ze ropny primysl nikdy
skuteéné nebyl riistovym odvétvim. Slo spise o navazujici fadu rtiznych podniki,
které proSly obvyklymi historickymi cykly rtstu, vyspélosti a upadku. Za celkové
preziti odvétvi vdeci sérii zadzraénych unikll z totdlni zastaralosti a jiz neocekdvané
opakované zachrané ptred naprostou katastrofou, tolik pfipominajici seridl z némé éry
filmu The Perils of Pauline. (Poznamka ptekladatele: Perils of Pauline je americky
serial. Hlavni hrdinka se na konci kazdé epizody potykéa se sna€nymi nepiijemnostmi.

Na zacatku dal$iho dilu ji ale nékdo pokazdé zazraéné dostane z problémt.)
ROPA V NEBEZPECI

Pro ilustraci naértnu jen hlavni epizody. Nejdfive, surovd ropa byla z velké casti
patentovanym Iékem. Ale jeste predtim, nez toto pominulo, poptavka se snazné rozsirila
diky vyuZzivani ropy v petrolejovych lampach.Vyhlidka na rozsviceni lamp po celém
svété dala vzniknout pfehnanému pfislibu ristu. Vyhlidky byly podobné tém, kterych

se nyni toto odvétvi drzi v ptipadé benzinu v jinych ¢astech svéta. Nemize se dockat,
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az Si lidé v nedostateéné rozvinutych zemich poiidi auto do kazdé garaze. V dobach
petrolejové lampy ropné spolecnosti bojovaly mezi sebou a proti svétlu z plynovych
lamp tim, Ze se snazily vylepsit svételné vlastnosti petroleje. Pak se znenadani stalo
nemozné. Edison vynalezl druh svétla, které bylo naprosto nezdvislé na rope¢.
Nebyt rostouciho pouzivani petroleje v prostorovych topnych télesech, kvili zarovce by
ropa v t¢ dobé zcela prestala byt roustoucim priimyslem. Ropa by nebyla dobra pro nic

jin¢ho nez jako mazivo na napravy automobili.

Pak opét udetila pohroma a doslo k zachrané na posledni chvili. Objevily se dvé velké
inovace, ale ani jedna nevzesla z odvétvi ropného prumyslu. Za prvé, diky uspésnému
vyvoji systému spalovani uhli pro domaci Ustfedni vytapéni topna tcélesa zastarala.
| kdyz to timto odvétvim otiaslo, zaroven pfislo jeho dosud nejvétsi povzbuzeni: vnitini
spalovaci motor, ktery vynalezli také lidé z prostiedi mimo toto odvétvi. Poté, co se
ve dvacatych letech kone¢né zacal stabilizovat obrovsky rozmach trhu s benzinem,
pfisel zazra¢ny ustup od ustiedniho olejového topeni. Ten byl opét vynalezen a vyvinut
lidmi pohybujicimi se mimo toto odvétvi. A kdyZ tento trh oslabil, zachrannou roli
sehrala vale¢nd poptavka po leteckém palivu. Po valce si diky rozsifeni civilniho
letectvi, ptechodu Zeleznic k nafté a prudké poptavce po osobnich a nékladnich
automobilech rlst tohoto odvétvi udrZel vysokou rychlost. Mezitim centralizované
vytapéni olejem - jehoZ potencial konjunktury veSel ve znamost teprve nedavno -

narazilo na tvrdou konkurenci zemniho plynu.

Zatimco samy ropné spole¢nosti vlastnily plyn, ktery nyni konkuroval jejich ropé,
z vlastniho odvétvi nevzesla revoluce v oblasti zemniho plynu, ani dodnes nijak vyrazné
nevytézilo ze svého vlastnictvi plynu. Plynovou revoluci provedly nové vzniklé
tranzitni spole¢nosti, které uvadély produkt na trh se smélym nadSenim. Daly vzniknout
velkolepému novému odvétvi, nejprve navzdory raddm a pak navzdory odporu ropnych
spolecnosti. Podle veskeré logiky vyplyvajici z této situace mély plynovou revoluci
udélat samy ropné spole¢nosti. Vlastnily nejen plyn, ale byly také jedinymi lidmi,
kteti méli zkuSenosti s manipulaci, jeho ¢isténim a pouZivanim a také v oblasti potrubni
techniky a prepravy. Pochopily také problémy s topenim. Caste¢né vsak proto,
ze védély, Ze zemni plyn bude konkurovat jejich vlastnimu prodeji topnych olejd,

podcenily ropné spolecnosti potencidl plynu. Revoluci nakonec zahdjili manazefi
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ropovodl, ktefi nedokazali pifesvédcit vlastni firmy, aby zacaly v oblasti plynu

podnikat, a proto odesli a vytvotili velmi uspésné plynarenské tranzitni spolecnosti.

I poté, co se jejich uspéch bolestivé projevil na ropnych spolecnostech, nezacaly
s tranzitem plynu. Mnohamiliardovy byznys, ktery mél byt jejich, pievzali jini. Odvétvi
bylo stejn¢ jako v minulosti zaslepeno Uzkym zaujetim specifickym produktem
a hodnotou svych rezerv. Zékladnim potfebam a preferencim svych zakaznik vénoval
malou nebo Zadnou pozornost. Povalecné roky nebyly svédkem zadné zmény.
Bezprostfedné po druhé svétové valce byl ropny primysl ohledné své budoucnosti
velmi povzbuzen rychlym nartstem poptavky po své tradi¢ni fad¢ produkti. V roce
1950 vétSina spolecnosti predpoklddala ro¢ni miru domadaci expanze kolem 6%

minimalné do roku 1975.

Pomér zasob surové ropy k poptadvce ve svobodném svété byl sice asi 20 ku 1,
ale ve Spojenych statech se za pfiméteny operaéni pomér obvykle povazuje 10 ku 1,
vzkvétajici poptavka ptfiméla tézafe ropy hledat vice pfilezitosti bez ohledu na to,
aby dostate¢né piihlizeli k tomu, co budoucnost skutecné slibovala. V roce 1952 zjistili,
jak velky potencial ma Blizky vychod: Pomér prudce vzrostl na 42 ku 1. Pokud hrubé
ptiristky do rezerv budou pokracovat primérnym tempem poslednich péti let
(37 miliard barell ro¢n¢), a pak do roku 1970 bude pomér rezerv az 45 ku 1. Tento

nadbytek ropy oslabil ceny surové ropy a produktli po celém svéte.

NEJISTA BUDOUCNOST

Management v dneSni dob& nenachazi mnoho Utéchy v rychle se rozvijejicim
petrochemickém primyslu, dalSim ndpadu na vyuziti ropy, ktery nevznikl ve vidcich
firmach. Celkova americka produkce petrochemickych latek odpovida asi
2% (objemove) poptavky po vsSech ropnych produktech. Ackoli se nyni ocekéva,
ze petrochemicky primysl poroste zhruba o 10% ro¢né, nevykompenzuje to dalsi
Ubytky v rastu spotieby surové ropy. Navic, zatimco petrochemickych vyrobki je
mnoho a jejich vyroba stéle roste, je dulezité znovu zddraznit, ze existuji neropné zdroje
zékladni suroviny, jako je uhli. Kromé toho, mnoho plasti Ize vyrobit z relativné
malého mnoZzstvi ropy. Ropnd rafinerie s produkci 50 000 barelli denné je nyni

povazovana za absolutné minimalni velikost z hlediska efektivity.
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Ale chemicka tovarna produkujici 5 000 barelti za den je obii podnik. Ropny prumysl
nikdy nebyl kontinualné silnym rdstovym odvétvim. Rostl velmi nepravidelné,
vzdy zazracné zachranén inovacemi a vyvojem nevychazejicimi z jeho vlastni ¢innosti.
Dtivodem, proc¢ jeho rist neprobihal postupné a hladce, je, ze pokazdé¢, kdyz si myslel,
7ze ma nadstandardni produkt chranény pied moznymi konkurenc¢nimi ndhrazkami,
ukazalo se, Ze vyrobek je nedostacujici a jak uz bylo notoricky zndmé, bude predmétem
zastarani. Az dosud tomuto osudu unikal benzin. Ale jak uvidime pozdéji, i ten mize

mit jen posledni zbytek sil.

Smyslem toho vSeho je, Ze neexistuje zaruka proti zastaravani vyrobkd. Pokud diky
vlastnimu vyzkumu spolecnosti vyrobek nezastard, jiny ano. Pokud nebude mit primysl
obzvlast §tésti, jako méla do té doby ropa, mize se snadno ocitnout v Eervenych
Cislech - stejn€ jako zeleznice, vyrobci bic¢ikli pro koci brycek, prodejny smiseného
zbozi narohu, vétSina velkych filmovych spolecnosti, a vlastné stejné jako mnoho
jinych prumyslovych odvétvi. Nejlepsi zptisobem, jak udélat firmu S$tastnou, byt
strijcem vlastniho Sté€sti. To vyzaduje povédomi o tom, co délad podnik UspéSnym.

Jednim z nejvétsich neptatel tohoto povédomi je masova produkce.
VYROBNI TLAKY

Primyslova odvétvi hromadné vyroby jsou pohdnéna velkou snahou vyrabét vse,
co mohou. Vyhlidka na strmé klesajici jednotkové naklady pti stoupajici produkci,
je vic, nez Cemu vétSina firem obvykle dokaze odolat. Moznosti zisku vypadaji
velkolepé. Veskera snaha se soustied’uje na vyrobu. Vysledkem je ale to, Ze dojde
k zadedbavani marketingu. John Kenneth Galbraith tvrdi, Ze nastava pravy opak.
Vystup je tak uZasny, ze veSkeré uUsili se soustfedi na pokus o jeho odstranéni.
Rika, e se to projevuje zpivanymi reklamami, devastaci krajiny umistovanim
reklamnich poutaci a dalSimi zbyteénymi a wvulgarnim praktikami. Galbraith
pojmenovava néco realné existujiciho, ale unika mu to hlavni. Masova vyroba skute¢né
vytvaii velky natlak na na to “aby se vyrobek dale posunul”. Ale to, na co se obvykle

klade duraz, je prodej, ne marketing.

Marketing, sofistikovan¢jsi a komplexnéjsi proces, se opomiji. Rozdil mezi
marketingem a prodejem je vice nez sémanticky. Prodej se zamétfuje na potieby

prodavajiciho, marketing na potfeby kupujiciho. Prode; se primarné zamétuje
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na potfebu prodavajictho pieménit produkt na hotovost, marketing na mysSlenku
uspokojeni potieb zédkaznika prostiednictvim produktu a celého souboru dalSich véci
spojenych s jeho tvorbou, dodanim a kone¢nou spotiebou. V nékterych primyslovych
odvétvich byly svody plné masové vyroby tak mocné, Ze vrcholovy management

Vv jejich disledku sdélil prodejnimu oddé€leni: “Zbavte se ho, bojime se o své zisky.”’

Naproti tomu, skute¢né¢ marketingoveé smyslejici firma se snazi vytvaret zbozi a sluzby
uspokojivé hodnoty, které si budou chtit spotiebitelé koupit. To, co nabizi k prodeji,
zahrnuje nejen genericky produkt nebo sluzbu, ale i to, jak jsou zdkaznikovi dostupné,
Vjaké podobé, kdy, za jakych okolnosti a za jakych obchodnich podminek.
ptebira podnéty od kupujiciho takovym zplsobem, ze produkt se stavd disledkem

marketingoveho Usili, nikoli naopak.
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3.2 Translation of Jak drahé je zdarma

Dan Ariely

How expensive is it for free?
Why do things cost us so much sometimes?

Have you ever taken a free coffee sample in a shop? Even if you do not drink coffee
or have a coffee maker at home? And what about all the yogurt, juices or cookies
that offer the nice girls for tasting? And what is the situation at your home — do you
have a lot of promotional t-shirts, broken pens and magnetic calenders which you got
somewhere for FREE? Everybody knows that getting something for free is just a great

feeling.

Zero is not just an ordinary price — it is too exceptional for that. Zero influences
our brain as an alarm and a source of irrational excitement. Would you buy some trifle
if they discounted it from 50 to 20 cents? Maybe you do. Would you buy anything
if they discounted it from 50 cents to 2? Probably yes. And would you take it
if we reduced it from 50 cents to zero? | guarantee that you would. Why is the word
FREE so irresistible?

Why zero on a tag always excite us? Sometimes a free gift can makes us more troubles
than joy. Have you not ever taken a notebook, a pencil or a keychain from
the conference even if you knew you were going to lug it home unnecessarily
and eventually throw it away anyway? Or you were standing for too long in queue for
free ice cream cone? Or you bought two pieces of some product just to get the third one
for free — although in truth the one will be enough for you? Nebo even though the truth

is that the one will be enough for you.

Zero has a pretty long history. The Babylonians invented it, the ancient Greeks were
debating about it at a high philosophical level (how can anything be nothing?).
The Indian scholar Pingala pared zero with number one, the ancient Mays and Romans
classified it to their numerical system. Zero found its true place in 498, when the Indian
astronomer sat up in bed one morning and shouted: “Sthanam sthanam dasa gunam”
which can be translated as ,,place to place and the value is tenfold“.This is how

the current decimal notation was born. Since that time zero went through a real boom.
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It spread to the Arab world where it further blossomed, across the Iberian Peninsula,
it jumped to Europe (thanks to the Spanish Moors), had a little improvement
on the facade from the lItalians and finally crossed the Atlantic Ocean to the New
World.

It found a lot of job opportunities in Silicon Valley, always in a group with number one.
That would be all of a short history of zero. We have not told anything about what
happens if we apply the concept of zero to money. FREE is a magic word what does not
make only beautiful discounts and sales but radically affects our decision. If the word
FREE was a virus or subatomic particle, I would put it under an electron microscope
or cut into thin slices to see its structure and internal functions. We must use other tools
in behavioral economics - those that allow us to slow down human behavior

and examine them step by step.

As you have already guessed, our most important tool is experiment. During one
experiment, Kristina Shampanierova (postgraduate student from MIT) and me started
doing business with chocolate. Almost. We put a large table at the entrance to the store
and we started to offer two kinds of chocolate — Lindt truffles and the famous Hershey
Kisses. Above our “store” we put a large sign “1 customer — 1 chocolate ” and if you
came closer you saw both of chocolate and prices we demanded for them. (We hid
the prices deliberately so they were visible only to those who came really close to the
table. We did not want an attractive price tag or word FREE to attract only a certain

type of customers from afar.

Such artificial pre-selection would particially undermine the results of research.) If you
do not know much about chocolate I will tell you at least quickly that Lindt is renowned
Swiss company that has been mixing the finest chocolate for one hundred and sixty
years. Lindt truffles are especially favorite — they are deliciously creamy and have
an irresistible taste. If you buy them in bulk, they cost about 50 cents a piece. Heshey
Kisses are also not bad, ale let us to be honest, they are quite ordinary. After all
the factory Hershey spews 80 million a day. In Town Hershey in Pensilvania, where
the company is located, even streetlamps have the shape of ubiquitous kisses. So what
happened when the students rushed to our table? At first we set the price to 15 cents

for Lindt truffle and 1 cent for Hershey Kiss.
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Customers behaved very rationally: they compared taste and quality of kisses
with ruffles and they decided. About 73 % of them reached for the Swiss delicacy,
27% bought a cheap kiss. And now have a look how magic word FREE changed
the situation. We reduced the price of both products by a cent so Lindt truffles cost
14 cents and kisses for zero cents. Did people change their behaviour? And why should
they? After all, the price difference remained the same as before. The magic word FREE
caused a miracle. The modest Hershey kiss became suddenly the favorite.
All of asudden 69% of customers chose it which is a rapid increased compared
to the original 27%. On the other hand, Swiss truffles fell from 73% to 31%.

What happened? First of all, let me tell you that there are a number of situations when
FREE is fine and it only brings a contribution to the customer. For example when you
come across a basket of FREE socks in a department store there is no reason not to take
them. Do not hesitate to také them as many as you want. Problems begin when some
free goods compete with other goods at a normal price. Word FREE often makes
us stupefied and we make a decision that we did not want at first and which

is not rationally speaking the best for us.

Imagine, for example, that you go to the store with sports equipment with an intention
buying a pair of quality white socks — those with double stitched heel and comfortable
material. 15 minutes lates you are leaving the store with a much cheaper pair of socks
in your hand — without a reinforced heel and biting fabric — just because of the action
1+1 FREE. In this case you you have given up something better and are contented

with something that does not fully meet your requirements, all due to the word FREE.

In our experiment we imitated this situation by telling customers that everybody can
buy only one chocolate treat. Their decision had to be either — or, as with socks —
quality or cheap. That is why the students reaction to the reduction of chocolate
so dramatic. Both sweets were discounted by the same amount. The price difference
between them remained the same. Similarly, the anticipated enjoyment of both
remained the same — on the one hand, there was still delicious Swiss chocolate,

on the other hand a more modest homemade product.

According to classical economic theory, the even price reduction would not provoke

any change in customer behavior. In the beginning 27 % of students picked kisses
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and 73 % bought pralines. And since the price has not changed the behavior
of customers should not change either. As a classical economist would say, a dignified
gentleman with a wand and thick books full of proven theories: the initial conditions
have not changed, so the customers should continue to prefer the Swiss truffles in bulk.
(If you are interested in a more detailed analysis of how a rational customer decides

on their purchase, look at the appendix to this chapter.)

The real life showed something else. Students nearly break down our table as they were
trying to get to FREE Hershey Kisses. Not because they pragmatically evaluated their
benefit but they were dazed by the word FREE. How irrational people are — but how

easily predictable they can be in advance!

Our conclusions were confirned by another variety of trials in which we gave
to Hershey Kisses a price tag of 2 cents, 1 cent and FREE, while Lindt pralines cost
27 cents, 26 cents and 25 cents. When we discounted from 2 to 1 cents and at the same
time we discounted pralines from 27 to 26 cents, the ratio of purchase did not change.
But when we reduced the price of kisses from 1 cent to FREE, the reaction was

dramatic. Customers suddenly demanded Kisses like a wild.

Of course we realise that this experiment might not have the most informative value.
What if people preffered the price tag FREE mainly because they did not have any coins
or they did not want to look for a wallet in their purse? Kisses would then be artificially
favored because of comfort, not because of price. To disprove this concern we made
an experiment also in an enviroment where there was no difference in comfort. We went
to the canteen in MIT and exposed the chocolates just in front of the cash desk. Those
who wanted could reach for them — their price was just figured in the total bill for food,
so the comfort was always the same.

What happened? Also in this case students decided almost as one men for chocolate
which was FREE, even though the better product was only slightly more expensive.
What is so fascinating with the word FREE? Why do we always rash irrationally
into a bowl that says FREE, even if it is not what we really want? | think the answer
is following: most of transactions have its pluses and minuses but when there

is something for FREE we have a tendency to completely forget about the minuses.
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The price tag FREE has such an emotional charge that anything free seems suddenly

more valuable to us than it really is.

Why? Probably because human beings have an instinctive fear of loss. The success
of the word FREE is based on this age-old fear. When we take goods that are FREE
it seems to us that no loss is taking place. After all, i tis free, we say to ourselves.
Even if it is not really great, it does not cost us anything! There is no danger of doing

some bad dicision. So hooray for FREE.

For this reason, zero is not just one of many price tags, something like 10 cents or even
a dollar. Of course, even a price difference can provoke a big reaction — for example
when you sell millios of barrels of oil. But nothing beats the enthusiasm that brings
us a price equal to zero! Every reduction has its effect but reduction on FREE represents
a completely different league. Let me show you, for example, how you often buy what

you do not want just because you bet on the suggestive word FREE.

Recently, | saw an advertisement from an important electronics manufacturer offering
seven DVD for free! If | buy his new player with high HD resolution. First of all,
do I even need an HD player? Not at the moment, because there are very few HD DVD
movies. But let us say that the player could be handy for me. In this case, would it not
be better to wait a few months for prices to settle? What is an absolut novelty for 600
dollars, may be tomorrow an ordinary product for 200. Second: it looks
like the manufacturer is pursuing some other goals with its offer. HD system of this
company is competing for survival with the Blue-Ray system which has a wider support

and may dominate the market.

Blue-Ray is currently in the lead and is on the ground of the full domination. I tis clear
today that the Blue-Ray system has truly won. Toshiba oficially confirmed in Fabruary
2008 that it will no longer support its HD DVD format, opening the way for Blue-Ray
to dominate the market. What does a few free disk mean when the player itself can
be useless in a moment? Let us remember an example of the Beta VHS video format
which also did not succeed. There are rational conciderations that may not help
us to slap the word FREE. But what will | tell you, these 7 FREE DVDs look really
temptingly.
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When we are talking about shopping, it is no wonder that FREE is winning. But is this
the case when it case to bartering? Are we still succombing to FREE things
so foolishly? Few year ago, in a time that Halloween is celebrating, | thought of doing
a little experiment to check it out. Soon that evening the first callorel knocked on our
door — 9 year-old Joey, dressed as Spiderman and equipped with a large snack bag
he expected to get from his neighbors. His mother followed him only a few steps away
to make sure that no wicked neighbor would offer to Joey an apple with a hidden razor
blade.

By the way, the press-soacked apple with razor blades is a journalist canard in media.
Nothing like this has ever happened in America, but this myth goes around every
Halloween. It is a modern legend.) Mother followed in Joey’s steps but held discreetly
in the background to make the boy feel like he was caroling himself. First, Joey blurted
out a traditional Halloween saying "Trick or treat!" - "Trick or Treat!"l told him to put
his right hand in and put three meringues from Hershey in it. "You can get one of these
Snickers, too," | told Joey, showing him two chocolate bars, one small and one giant.
“If you give me one of your three kisses, | will give you the smaller Snickers. And if
you give me two of your three kisses, you get this big stick. "

A small child can be dressed as an red-blue spider but it does not mean that it is silly.
The small Snickers bar weighed an ounce while the Kiss barely a sixth ounce. All | had
to do was to give me a small kiss and Joey could carry a six times more chocolate.
The big Snickers bar was about 2 ounces so Joey was expecting a sixfold yield. A bright
nine-year-old boy was done with the calculation in a jiffy. He gave me back two
meringues, grabbed the big Snickers, and disappeared. Joey was not alone who
calculated his chances so quickly and accurately. All the kids except one decided

for a bigger chocolate bar and gave me two Hershey meringues.

Another caroler coming to our porch was little Zoe. She was dressed as a little princess
— long white dress, a magic stick in one hand and a bucket of orange pumpkin in other
hand. She was accompanied by her dad and her little sister who looked really cute
in a rabbit costume. As they approached, Zoe called in a sweet voice: ,Trick or treat
(I must admit that in the past | have manifested my evil nature several times and
responded unexpectedly “Trick!” Most of the children stoppped helplessly

for a moment, because this answer was not planned and nobody knew how to react.
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Of course, | did not make fun of Zoe and gave her her calor - three Hershey kisses.
At the same time | offered her to choose from two options. First: if she gives me a kiss
back | will give her a big Snickers candy bar. Secondly: she does not have to give me
anything and I will still give her a small Snickers candy bar for FREE.

If Zoe had rationally calculated it (as Joey had done), she would have found that
the best is to give up a kiss and get a big Snickers. Two ounces of chocolate for a sixth,
I call it a good deal! In the previous experiment children showed a great logic
and decided rationally. But it was the situation when all Snickers candy bars were worth
something. Now a small candy bar for free — what would it do with the decisions? What
will Zoe and her smart head do? Will she choose a rational approach (and thus the big

Snickers), or will the word FREE deluse and mislead her?

As you may have guessed, Zoe and other children were completely fascinated
by the word FREE. About 70% of them ignored the most advantageous offer
and decided for the less advantageous because it was for FREE. We repeated the same
experiment with Kristina on somewhat older children — students from MIT. The results
were very similar to those of Halloween. The magnetic attraction of zero is not limited
only to the purchase, but is just as powerful as a simple Exchange of goods. The word
FREE is just irresistible!

And what about you? Do you thing that you have zero under your control? Let us do
asmall quiz. Imagine offering a $ 10 Amazon voucher for free. The second option
is the bigger 20 $ voucher but you will have to pay 7 dollars for that. Think fast.

Which option do you choose?

If you prefer a smaller free certificate, you belong to the most. The vast majority
of people we interviewed in one of the Boston hypermarkets decided the same as you.
But check the offer again: $ 20 certificate for $ 7 means $ 13 profit! This is clearly
better than a free $ 10 certificate! Can you see how irrationally we humans act?

Let me tell you a short story that perfectly illustrates the impact of FREE on our
behaviour. A few years ago, Amazon began offering free shipping for orders over
a certain amount. Who bought one book for $ 16.95 had to pay extra shipping
and handling $ 3.95. But it was enough to order two books for $ 31.90 and Amazon
paid the full shipping for you.
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Many customers certainly did not want a second book (I speak here from my own
experience), but when they saw FREE shipping they could not resist and dropped
another item into the cart. Marketing experts in Amazon were obviously satisfied.
But soon they noticed that in one country — in France — orders had not increased at all.
How come? Would a French customer be more rational that the others? Hardly.
It turned out that the French shoppers reacted differently because they had received

another offer.

Instead of offering FREE shipping by the French Amazon, Paris decided to charge
symbolic packing and shipping of 1 franc for larger purchases. Just a franc — it is about
20 US cents. That does not differ much from zero, does it? But oh, in the perception
of customers it is very different. When the French Amazon finally accepted free
shipping on larger orders, itam sales increased dramatically. In other words: transport
for 1 franc, which is a really good offer, was completely ignored by the French.

But once the price dropped to zero, enthusiastic customers just flocked.
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3.3 Commentary

The commentary consists of two main parts — macro analysis and micro analysis.
The source texts, structure and style of the texts, readers and authors are commented
on the macro analysis. The idioms, quotations, modulation, participles, gerunds and

transformation of word classes are commented on the micro analysis.

3.3.1 Macro approach — Marketing Myopia

Source text

The second source text contains also few chapters from the book Marketing Myopia
by Theodore Levitt. The basic idea of this book, which the author assumes, is a failure
in business, the cause of which lies in the non-general thinking and the conviction that

the company is in the so-called growing sector.

Marketing myopia implies that businesses will achieve better results if they focus
on meeting customer needs, rather than selling their products. We can observe it when
the company no longer perceives the needs and wishes of the customer. A lot of new

products are launched to market every year and 90% of them usually fail.
Structure of the text

The book is divided into chapters that make up a few even smaller subchapters.
These are then divided into paragraphs between which we can often observe recurring

quotations from the author.
Readers

For many readers, this book was very easy to understand and at the same time had
a deep and clever content. Some critics have said that it is quite interesting but also too

overrated.
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Author

Theodore Levitt, American economist born in Germany, popularized the term globalizat
ion with the widely read article “The Globalization of Markets,” which appeared

in the Harvard Business Review in 1983.

He served in World War 11, received his high school diploma through correspondence
school and then earned a bachelor's at Antioch College and a Ph.D. in economics
at Ohio State University. His first teaching job was at the University of North Dakota.
Subsequently, he served as a professor at the Harvard Business School and also
as aditor of the Harvard business Review from 1985 — 1990. [25]

Style of the texts

Technical style

Both text were written in technical style. They were often difficult to understand
because of many professional economic terms to be found in economic dictionaries.
Thus the translator’s command of both languages should be perfect and he should

faultlessly know all the specific terminology.
e Marketing Myopia

premature senescence — predcasné zastarani
fiscal purgatory — fiskalni ocistec

unit costs . jednotkové naklady

saturated market — nasyceny trh
e Jak drahé je zdarma

Nakupovat ve velkem — to buy in bulk
Vyménny obchod - bartering
Ovladnout trh — to dominate the market

Poptavka a nabidka — supply and demand
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3.3.2 Macro approach — Jak drahé je zdarma

Source text

The first source text are few chapters from the book Jak drahé je zdarma by Dan Ariely.
This book is from the marketing environment and describes the impact of advertising
and marketing tricks and strokes on society. The author comments on the fact that
affects almost every one of us, whether we admit it or not. Every one of us has caught
up to the word for free or 1 + 1which means that almost all of us are very susceptible
and that is what advertising uses. It also points out that the classical economy policy

with its law of supply and demand is obsolete today and is slowly ceasing to apply.
Structure of the text

The book is divided into chapters with a headline and a subtitle that is always made up
of a rhetorical question beginning with the word 'why' and thus shaping the introduction
to each chapter.

Proc¢ je vsechno relativni — i kdyz by nemelo - Why Everything Is Relative—Even When
It Shouldn't Be?

Proc¢ nas bezplatné véci nékdy vyjdou tak draho? - Why Do Free things Cost Us So Much

Sometimes?

Each of the chapters is made up of relatively short paragraphs which have a maximum
of 7 lines. In each paragraph, the word FREE is written in capital letters at least once.

Readers

This book is suitable for readers who are proficient in economics but also for complete
beginners, for whom this book can be very eye-opening because it is full of examples

and experiments.

Regarding reactions and evaluation of this book, it has received a very positive response
from readers who are not very active in this area. They found it very enlightening.
On the other hand, economists rated the work as average. In their opinion, it did not

bring any new ideas, the author merely repeated what was said before.
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Author

“Motivation is one of the most important topics in the economy, and here are some
ideas / directions to think that.” [23]

Dan Ariely is an American scientist of Israeli origin, a professor of psychology
and behavioral economics. He teaches at Duke University in North Carolina. He deals

mainly with irrational decisions in the economy.

In 2010 Ariely founded BEworks, the first management consulting firm dedicated
to applying behavioral science to strategy, marketing, operations, and policy challenges.
He is the author of the books Dollars and Sense: How We Misthink Money and How
to Spend Smarter, Predictably Irrational: The Hidden Forces That Shape Our
Decisions, The Upside of Irrationality. [24]
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3.3.3 Micro approach — Marketing Myopia

Idioms

An idiom is a fixed expression composed of multiple words. Its meaning cannot

be deduced from the original meaning of words. We call the idiom a phrase.

e Have the courage of one's convictions
The companies with "the courage of their convictions™ resolutely stuck to the corner
store philosophy.
Meaning : It means confidently acting only at your discretion, even if you have
to face criticism or resistance.
Literary translation : Mit odvahu svého presvédceni
Target translation : Jednat podle svého presvédceni
e Take the edge off
It takes the edge off the apprehensions everybody understandably feels about
the future.
Meaning: To make something less intense or disagreable.
Literary translation: sundat okraj
Target translation: zmirnit, utisit
e Asking for trouble
Asking for trouble — chapter title
Meaning: That means provoking someone or acting in a way that gets us in trouble.
Literary translation: Zadat o problémy
Target translation: Zadeélavat si na potize
e Tolose shirt
They kept their pride but lost their shirts.
Meaning: It means spending all your resources.
Literary translation: Ztratit svoje kosile.

Target translation: Utratit vsechny svoje prostredky.
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e Fits and starts
It has grown by fits and starts.
Meaning: Something that goes on very irregularly, impactfully or occasionally.
Literary translation: zdachvaty a zacatky
Target translation: nepravidelny riist
e Tobeonits last legs
It too may be on its last legs.
Meaning: Someone have little power left or his successful period is coming to an end.
Literary translation: Byt na poslednich nohach.

Target translation: Mit posledni zbytek sil

In all these cases, the omission of the idiom was not possible because it formed the
principal meaning of the sentence and in one case even the title of the chapter.There is
no equivalent translation in our language and the Czech reader would not have
understood the meaning if | had used a literal translation. That's why | used my own free

translation to translate these idioms.

Sentence structure

The sentence structure of this technical texts was sometimes very complicated because

complex, multi-developed sentences can be found very often.

The English word order is fixed compared to the Czech word order, because the words

in English becomes a part of speech only according to its position in the sentence.

The author wants to express more complex thought units and contexts that is why the
text may be difficult to understand for the wider public. He also uses some figurative
means to better understand and illustrate the interpretation.

Selling is preoccupied with the seller's need to convert the product into cash, marketing
with the idea of satisfying the needs of the customer by means of the product and the
whole cluster of things associated with creating, delivering, and, finally, consuming it.
Prodej se primarné zaméfuje na potfebu prodavajicitho pfeménit produkt na hotovost,
marketing na mySlenku uspokojeni potieb zdkaznika prostfednictvim produktu a celého

souboru dalSich véci spojenych s jeho tvorbou, dodanim a kone¢nou spotiebou.
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Terminology

The terminology was very technical and for many expressions there was no equivalent
expression in the target language.

These words can have several different meanings, so they can be translated literally, but
in this technical context, literal translation was not possible to use. It was necessary to
create an own translation. Also, it was often necessary to use a multi-word combination

to translate an English expression consisting of one word.

the failure is at the top — selhali vrcholovi manazefi
customer-satisfying uses- uspokojeni zakaznika a jeho potieb
corner store — obchod se smiSenym zbozim

galloping industry — rychle rozvijejici se odvétvi
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3.3.4 Micro approach — Jak drahé je zdarma

Modulation

In English, passive voice is used much more than in Czech and so the sentence structure
is changed that is why many sentences are translated with using passive voice. It is also
often the case that we translate a passive voice into an active voice and vice versa. We

call this phenomena modulation.
Malé dité se treba miiZe oblékat - A small child can be dressed (AV into PV)
She was accompanied — el s ni jeji tata (PV into AV)

This is how the current decimal notation was born- Tak se zrodil soucasny desitkovy
zapis (PV into AV)

In town, where the company is located- ¥ méstecku, kde firma sidli (PV into AV)

Our conclusions were confirned - Nase zavery potvrdila (PV into AV)
Participles and gerunds

The issue of text translation was also given due to participles and gerunds.

A gerund is a form of a verb used as a noun, where as a participle is a form of verb

used as an adjective or as a verb in conjunction with an auxiliary verb. [25]

Gerunds

ST : Misto aby francouzsky Amazon nabidl dopravu ZDARMA.
TT: Instead of offering FREE shipping by the French Amazon

In English this phenomenon is called gerund but it can be translated to Czech as a verb

— nabidnout but also as a noun — nabidnuti.
ST: Everybody knows getting something for free is just a great feeling.
TT: Kazdy vi, Ze dostani néceho zdarma je skvély pocit.

The use of gerund is essential in these sentences because if we used the infinit of the

verbs, these sentences would not be grammatically correct.
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Participles

showing him — present participle
Inzeréat nabizejici DVD ZDARMA.
Advertisement offering seven DVD for FREE!

In Czech, this is an action adjective, but it is translated into English by using participle.

Transformation of word classes

During translation from Czech to English and vice versa, there is sometimes a change of
parts of speech. This is because it is not possible to translate everything literally,

and sometimes it is better to express a word with a different word class.
Blu-Raymomentalné vede - Blue-Ray is currently in the lead
transformation from verb into noun

Slovu ZDARMA se prosté neda odolat - the word FREE is just irresistible

transformation from verb into adjective

Sentence structure

Even though this is a technical text, there were not many long and complex contours.

The author of the book uses rather shorter, easily understandable sentences.

The text has popularizing function and is more intended for non-professional readers
and therefore the sentences are formed in a simple way.

Concerning syntax, we can observe the frequent use of rhetorical questions.

Have you ever taken a free coffee sample in a shop? Even if you do not drink coffe or
have a coffee maker at home? And what about all the yogurt, juices or cookies that
offer the nice girls for tasting?
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Terminology

Although it was a technical text about marketing, many of the economic terms used are
familiar to all of us. Most of the technical terms were translated by calque.

desitkovy zapis — decimal notation
nakupovat ve velkém — to buy in bulk
vymeénny obchod — bartering

But there were also terms that are not used in English and do not have an equivalent

translation, so | had to create my own terms.

lepé devy — the nice girls
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3.3.5 Comparison of translations

The original version of the book translated from Czech into English is written
in English, so this part is devoted to comparing the original text, the source text
and the target translation.

As you can observe my translation from Czech to English is very different indeed,
because the translation of the original is somewhat looser. | tried to translate the book
literally. 1 also chose a formal style for the translation, unlike the original, which
Is written in free and sometimes colloquial English. Furthermore, in terms
of translation, the original text, source text and target translation are compared

and commented on.

OT = original text — Predictably Irrational
ST = source text — Jak drahé je zdarma

TT = target translation from Czech to English

oT1
The Cost of Zero Cost
Why We Often Pay Too Much When We Pay Nothing

Have you ever grabbed! for a coupon offering a FREE! package of coffee beans—even
though you don't2 drink coffee and don't2 even have a machine with which to brew it?°
What about all those FREE! extra helpings you piled on your plate at a buffet*, even
though your stomach had already started to ache from all the food you had consumed?
And what about the worthless FREE! stuff you've? accumulated— the promotional T-
shirt from the radio station, the teddy bear that came with the box of Valentine
chocolates, the magnetic calendar your insurance agent sends you each year? It's? no
secret* that getting something free feels very good. Zero is not just another price,
it turns out. Zero is an emotional hot button—a source of irrational excitement. Would
you buy something if it were discounted from 50 cents to 20 cents? Maybe. Would
you buy it if it were discounted from 50 cents to two cents? Maybe. Would you grab

it if it were discounted from 50 cents to zero? You bet!
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ST1

Jak drahé je ZDARMA
Proc nas bezplatné véci nékdy vyjdou tak draho

Vzalit jste si nékdy v obchod¢é vzorek kavy ZDARMA, i kdyZz kavu nepijete a ani
nemate doma kavovar?® A co vsechny ty jogurtiky, dzusiky a suSenky, které nabizeji
lepé dévy* pii ochutndvkach? A jak jste na tom doma — taky se vam tam vali spousta
reklamnich tricek, nefunkénich propisek a magnetickych kalendarika, které jste nckde

ziskali ZDARMA? KaZzdy vi*, Ze dostani nééeho ZDARMA je skvély pocit.

Nula neni jen obyCejna cena — na to je prili§ vyjimecna. Nula plisobi na mozek jako
alarm a zdroj iraciondlniho vzruseni. Koupili byste si né&jakou drobnost, kdyby
Ji zlevnili z 50 na 20 centi? MoZna ano. Koupili byste si néco, kdybychom to zlevnili
z 50 centl na dva? Asi ano. A vzali byste si to, kdybychom §li z 50 cent na nulu?

Rucim vam za to, ze ano!

TT1

How expensive is it for FREE?
Why do things cost us so much sometimes?

Have you ever taken! a FREE coffee sample in a shop? Even if you do not? drink
coffee or have a coffee maker at home?> And what about all the yogurt, juices
or cookies that offer the nice girls* for tasting? And what is the situation at your home —
do you have? a lot of promotional t-shirts, broken pens and magnetic calenders which
you got somewhere for FREE? Everybody knows* that getting something for FREE

is just a great feeling.

Zero is not just an ordinary price — it is too exceptional for that. Zero influences
our brain as an alarm and a source of irrational excitement. Would you buy some trifle
if they discounted it from 50 to 20 cents? Maybe you do. Would you buy anything
if they discounted it from 50 cents to 2? Probably yes. And would you take it if we
reduced it from 50 cents to zero? | guarantee that you would.
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OoT 2

What is it about zero cost that we find so irresistible? Why does FREE! make
us so happy? After all, FREE! can lead us into trouble: things that we would never
consider purchasing become incredibly appealing as soon as they are FREE!
For instance, have you ever gathered up? free pencils, key chains, and notepads
at a conference, even though you'd have to carry? them home and would only throw
most of them away? Have you ever stood in line? for a very long time just to get a free
cone of Ben and Jerry's ice cream? Or have you bought two of a product that you

wouldn't have chosen in the first place, just to get the third one for FREE?

ST2

Pro¢ je slovo ZDARMA tak neodolatelné? Pro¢ nas nula na cenovce vzdycky
tak vzrusi? Vzdyt nékdy nam bezplatny darek muze nadélat vic trablti nez radosti.
Copak se vam nikdy nestalo, Ze jste si z konference odnesli? blok, tuzku nebo piivések
na klice, i kdyz jste védéli, Ze se s tim budete zbyte¢né tahat? domt a nakonec to stejné
vyhodite? Nebo Zze jste stali dlouho (pfili§ dlouho) ve fronté? na bezplatny kornoutek
zmrzliny? Nebo Ze jste si koupili dva kusy né&jakého vyrobku jen proto, abyste dostali

treti zdarma — 1 kdyZ po pravdé by vam stacil jeden?

TT?2

Why is the word FREE so irresistible? Why does zero on a tag always excite us?
Sometimes a free gift can make us more troubles than joy. Have you not ever taken?
a notebook, a pencil or a keychain from the conference even if you knew you were
going to lug? it home unnecessarily and eventually throw it away anyway? Or you were
standing for too long in queue? for free ice cream cone? Or you bought two pieces
of some product just to get the third one for free — although in truth the one will

be enough for you?
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OoT3

ZERO HAS HAD a long history. The Babylonians invented the concept of zero;
the ancient Greeks debated? it in lofty terms (how could something be nothing?);
the ancient Indian scholar Pingala paired zero with the numeral 1 to get double digits;
and both the Mayans and the Romans made zero part of their numeral systems. But zero
really found its place about AD 498, when the Indian astronomer Aryabhata sat
up inbed one morning and exclaimed?, "Sthanam sthanam dasa gunam"— which
translates, roughly, as "Place to place in 10 times in value*." With that, the idea
of decimal-based place-value notation was born. Now zero was on a roll: It spread
to the Arab world, where it flourished?; crossed the Iberian Peninsula to Europe (thanks
to the Spanish Moors) ; got some tweakin* from the ltalians; and eventually sailed?
the Atlantic to the New World, where zero ultimately found plenty of employment
(together with the digit 1) in a place called Silicon Valley. So much for a brief
recounting of the history of zero. But the concept of zero applied to money is less

clearly understood.
ST3

Nula ma pe&kné dlouhou historii. Babylonané ji vymysleli, staii Rekové o ni debatovali
na vysoké filozofické trovni (jak néco muzZe byt nic?). Indicky ucenec Pingala nulu
sparoval s jedni¢kou, stafi Mayové i Rimané ji zafadili do svého podetniho systému.
Své pravé misto naSla nula v roce 498, kdyz se indicky astronom Arjabhata jednou
zrana posadil v posteli a vzkfikl: ,,Sthanam sthanam dédsa gunam,“ coz se da pfiblizné
prelozit jako ,;misto k mistu a desetindsobna* je hodnota“. Tak se zrodil soucasny
desitkovy zapis. Od té doby nula zazivala opravdovy rozmach. Rozsifila
se do arabského svéta, kde dale rozkvetla?, pies Ibersky poloostrov pieskocila
do Evropy (diky Spanélskym Mauriim), nechala si tro§ku vylepsit fasadu* od Italti
a konecné se preplavila? pres Atlantik do Nového svéta.V Silicon Valley pak nasla
spoustu pracovnich pfilezitosti, a to vzdy v parté s jednickou. Tolik tedy kratka historie
nuly. Jesté jsme si ale nic nefekli o tom, co se stane, kdyZ koncept nuly pouzijeme na

penize.
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TT3

Zero has had a pretty long history. The Babylonians invented it, the ancient Greeks
were debating?® about it at a high philosophical level (how can anything be nothing?).
The Indian scholar Pingala pared zero with number one, the ancient Mays and Romans
classified it to their numerical system. Zero found its true place in 498, when the Indian
astronomer sat up in bed one morning and shouted? “Sthanam sthanam dasa gunam,”
which can be translated as “place to place and the value is tenfold* ».This is how
the current decimal notation was born. Since that time zero went through a real boom. It
spread to the Arab world where it further blossomed?, across the Iberian Peninsula,
it jumped to Europe (thanks to the Spanish Moors), had a little improvement on the
facade* from the Italians and finally crossed? the Atlantic Ocean to the New World.
It found a lot of job opportunities in Silicon Valley, always in a group with number one.
That would be all of a short history of zero. We haven’t told anything about what

happens if we apply the concept of zero to money.

OT 4

The cost of zero cost has huge implications, extending not only to discount prices
and promotions, but also to how FREE! can be used to help us make decisions
that would benefit ourselves and society. If FREE! were a virus or a subatomic particle,
I might use an electron microscope to probe the object under the lens, stain it with
different compounds to reveal its nature, or somehow slice it apart to reveal its inner
composition. In behavioral economics we use a different instrument, however, one that
allows us to slow down human behavior and examine it frame by frame, as it unfolds.

As you have undoubtedly guessed by now, this procedure is called an experiment.

IN ONE EXPERIMENT, Kristina Shampanier (a PhD student at MIT), Nina Mazar
(a professor at the University of Toronto), and | went into the chocolate business?.
Well, sort of*. We set up? a table at a large public building and offered two kinds
of chocolates - Lindt truffles and Hershey's Kisses. There was a large sign above our
table that read, "One chocolate per customer." Once the potential customers stepped

closer, they could see the two types of chocolate and their prices
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ST4

ZDARMA je kouzelné slovo, které ned¢la jen krasné slevy a vyprodeje, ale zasadné
ovliviiuje nase rozhodovani. Kdyby slivko ZDARMA bylo virus nebo subatomarni
Castice, dal bych je pod elektronovy mikroskop nebo roziezal na tenké platky, abych
si mohl prohlédnout jeho strukturu a vnitini funkce. V behavioralni ekonomii ovSem
musime pouzivat jiné nastroje — takové, které nam umozni zpomalit lidské chovani

a zkoumat je pekné krok za krokem.

wevr

experimentu jsme Kristina Shampanierova (postgradualni studentka z MIT) a ja zacali
délat do ¢okolady*. Tedy skoro* U vchodu do $koly jsme postavili2 velky stil a zacali
jsme studentiim nabizet dva druhy ¢okolady — pralinky Lindt a znamé pusinky (Kisses)
od firmy Hershey. Nad nas ,,obchiidek jsme dali velkou ceduli ,,1 zakaznik —
1 ¢okolada“. Kdyz jste piisli blize, vidéli jste oba druhy ¢okolady i ceny, které jsme

za né chtéli.

TT4

FREE is a magic word what doesn’t make only beautiful discounts and sales
but radically affects our decision. If the word FREE was a virus or subatomic particle,
I would put it under an electron microscope or cut into thin slices to see its structure and
internal functions. We must use other tools in behavioral economics - those that allow

us to slow down human behavior and examine them step by step.

As you have already guessed, our most important tool is experiment. During
one experiment, Kristina Shampanierova (a postgraduate student from MIT) and me
started doing business with chocolate?. Almost*. We put? a large table at the entrance
to the store and we started to offer two kinds of chocolate — Lindt truffles and the
famous Hershey Kisses. Above our ‘store’ we put a large sign ‘l customer —
1 chocolate’ and if you came closer you saw both of chocolate and prices we demanded
for them.
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Commentary:

1. Short and long forms of verbs

The author uses shortened verb forms to express positive and negative statements,

unlike my translation, which is written with long verb forms.
OT 1: Even though you don't? drink coffee

TT 1: Even if you do not? drink coffee.

2. Selection of vocabulary

As you can observe, the selection of verbs in my translation is quite different.

Once more, verbs of a more colloquial nature are used in the original translation
OT 2: Have you ever gathered up

ST 2: Ze jste si z konference odnesli2

TT 2: Have you not ever taken

3. Capital letters and exclamation mark

The author applies the rule of typing the word “free” in capital letters, which is also
preserved in my translation, but also uses the spellbinding behind each of these words,

even if the word “free” is for example, in the middle of a sentence.
OT 1: FREE!
ST 1: ZDARMA

TT 1: FREE
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4. Equivalent word connection

There are many equivalent word connections in translations that are translated

differently but still have the same meaning. For example:
OT 1: It’s no secret
ST 1: Kazdy vi

TT 1: Everybody knows

OT 3: got some tweakin
ST 3: nechala si trosku vylepsit fasadu od Italii

TT 3: had a little improvement on the facade

We can see in the original text an expression that is used in English, but we don't have
such an expression in Czech and therefore it is translated more freely in the source text.
The target translation is based on the source translation and therefore translated

verbatim.
5. Construction of sentences

As we can observe, the construction of sentences often varies. In the original
translation, we can observe sentences consistiong of complex and also compound

sentences, unlike my translation, where most of the sentences are only complex.

OT 1: Have you ever grabbed for a coupon offering a FREE! package of coffee beans—
even though you don't drink coffee and don't even have a machine with which to brew
it?

ST 1: Vzali jste si neékdy v obchodeé vzorek kavy ZDARMA, i kdy?Z kdavu nepijete a ani
nemate doma kavovar?

TT 1: Have you ever take a FREE coffee sample in a shop? Even if you do not drink
coffee or have a coffee maker at home?

As you can detect, the construction of sentence can be very diverse. The original text
is more detailed and it is full of expressions that are used in American English
or English in general. The Czech translation (ST) is somewhat different from
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the original one, with details and some verbal connections being scolded here. Still,
the meaning of the sentence remains unchanged.

In the original it is a translation of one longer complex sentence, in the source
translation this sentence is simplified, and in the target translation the whole complex
sentence is divided into two separate sentences.
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3.4 Glossary

3.4.1 Marketing Myopia

confine/to confine hranice/omezit se (byt zavieny,
lokalizovat, zabranit Sifeni)

The big contributions made by the industry itself are confined to the technology.

efficiency efektivita, ucinnost

fatuous hloupy, pitomy

fiscal purgatory fiskalni ocistec

freight néakladni doprava

gadgetry zatizeni, pfistroj

hence a proto (od té doby, a tudiz)

Hence the tenacious belief in the continuing competitive superiority of automobile

made from crude oil.

premature senescence predCasné zastaravani
prodigious ohromny, izasny

ration pomér, podil

reprieve/to reprieve milost/do¢asné odlozit trest
runaway piekotny (splaseny, netizeny)

It was itself a runaway substitute for the product it so triumphantly replaced.

saturated market nasyceny trh

span/to span casové rozpéti/zahrnovat
(preklenovat)

I'll focus on petroleum in particular, because it spans more years and more
vicissitudes.

to account byt povazovan za..

to blow over pominout, piehnat se

to build upevnit (postavit, zaclenit)

To build my case as boldly as possible.
to give rise to something dat vznik, zapfticinit, vyvolat

to grieve trapit se, truchlit
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to ravish zniéit (unést)

Hollywood barely escaped being totally ravished by television.

to sustain udrzet se (Zivit, snést, posilit)
They sustain life by pumping gasoline at automobile filling stations.

to topple svrhnout (svalit, skacet)

Previous successes in television had decimated the old movie companies and toppled
the big movie moguls.

use chod (pouziti)

It is constant watchfulness for opportunities to apply their technical know-how to the

creation of customer-satisfying uses.

vicissitude zvrat osudu
watchfulness bd¢lost

3.4.2 Jak drahé je zdarma
cenovka price tag
desitkovy zapis decimal notation
hrabnout rash (reach)

Proc¢ vzdy neracionalné hrabneme do misy s napisem ZDARMA.

kasa cash desk (counter)

klidn¢ feel free (do not hesitate)

latka (tkanina) fabric (cloth, textile)

V ruce trimadte mnohem levnéjsi par ponozek — bez zesilené paty a z ,, kousavé *“ 1atky.
mit naslapnuto to be on the ground of

omamit to stupefy (to daze)

Slovicko ZDARMA nds pak casto omami.

oproti, v porovnani compared to
podléhat to succomb (to give in, to come
under)

Podléhame bezplatnym vécem porad tak blahové?
pokus trial (attemp)
Nase zavery potvrdila i dalsi série pokusit.

predvidatelny predictable (expectable)
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piinos contribution (benefit)
ZDARMA je fajn a predstavuje pro zakaznika jen a jen pFinos.
rovnat se to equal to

sahnout po to reach (to touch)

Asi 73 % z nich sahlo po svycarské lahiidce.

spokojit se to satisfy (to content)
Svést z cesty to mislead
Sestinasobny sixfold

ucenec scholar

vychodni (ptivodni) initial

vyménny obchod bartering

vzdyt after all
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4. CONCLUSION

The aim of the Bachelor’s Thesis was translation of English texts into Czech and vice
versa. Both texts were focused on the field of economy. The first source text was
several chapters from the book Marketing Myopia written by Theodore Levitt.
The second chosen text was a book about marketing tricks called Jak drahé je zdarma

by Dan Ariely.

The thesis has two main parts — the theoretical part and the practical part. The first part
comprises the theory of translation, translation procedures such as transcription,
equivalence or adaptation. Functional styles as publicistic, technical or scientific can
also be found there. The most attention is paid to the technical functional style, because

both of translated books belong to that style.

The practical part consists of two translated parts of the texts. Both texts
are accompanied by a commentary consisting of macro and micro analysis. The macro
approach is focused on the source text, author of the book, text structure and target
audience. The micro approach deals with translation difficulties such as idioms,
quotations, transformation of word classes, sentence structure. This part also includes
a comparison of the original version of Predictably Irrational, the source text translated
to Czech and the target translation. At the end of the comment you can observe
glossaries for both books containing economic terms.

The professional text is characterized mainly by long compound or complex sentences
of several sentences and specifically focused terminology, so it is important
for translator to be very familiar with the field and have the appropriate vocabulary.
When translating such texts, it is not important to make a literal translation, the main

thing is to translate the main idea of the text into translation.

Certain changes in the translation must always be made, because there are things that do
not have an equivalent expression in the target translation. But the main thing is for
the reader to understand the meaning of the text, this is how we know that

the translation is done correctly.
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7. ABSTRACT

The theme of the Bachelor’s Thesis was the translation of economic texts from English

into Czech and vice versa with a commentary.

Durting the elaboration of this work, printed and internet sources were both used.
The theoretical part was devoted to translation theory, procedures of translation
and functional styles.

The aim of this thesis was to translate any economic text from English into Czech
in the range of approximately 10 pages. The second translated text was to contain about
5 pages and this time it was a translation from Czech into English. The first translated
source text was the book Marketing Myopia by the American economist Theodore
Levitt, who taught at Harvard Business School and was an editor at a local newspaper.

The second translated text was Jak drahé je zdarma by American scientist Dan Ariely.

Both translations are further analyzed and described in macro and micro analysis.
The first analysis was focused on the source text in general, the author, the structure and
style of the text. The second analysis described translation problems, such as idiom
translation, modulation, or different terminology. The following is a glossary
of economic terms, some of them are illustrated in sentences. Both source texts

are available in the appendices.
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8. RESUME

Tématem této bakalaiské prace byl preklad ekonomickych texti z anglitiny do CeStiny

a naopak. Preklad je doplnén komentarem skladajicim se z makro a mikro analyzy.

Béhem vypracovani této prace byly pouzité¢ zdroje tiSténé podoby, ale i zdroje
internetové. Teoretickd ¢ast je veénovana teorii piekladu, piekladovym metodam

a fuknénim stylm.

Cilem této bakalaiské prace byl pteklad libovolného ekonomického textu z anglictiny
do Cestiny v rozsahu ptiblizné 10 stran. Druhy piekladany text mél obsahovat okolo
5 stran a tentokrat se jednalo o pieklad z CeStiny do anglictiny. Prvnim piekladanym
zdojovym textem byla kniha Marketing Myopia od amerického ekonoma Theodora
Levitta, ktery ucil na Harvardské obchodni Skole a byl redaktorem v taméjSich
novinach. Druhym ptekladanym textem byla kniha Jak drahé je zdarma od amerického

védce Dana Arielyho.

Oba pieklady jsou dale rozebirany a popisovany v makro a mikro analyzach. Prvni
analyza je zaméfena na zdrojovy text obecné, autora, strukturu a styl prekladaného
textu. V druhé analyze jsou popisovany problémy pii piekladu, jako napiiklad
modulace, pieklad idiomd nebo odlisna terminologie. Nasleduje glosai s odbronymi

ekonomickymi pojmy. V ptilohach jsou k nahlédnuti oba dva zdrojové texty.
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9. APPENDICES

9.1 MARKETING MYOPIA

THEODORE LEVITT

EVERY VERY MAJOR INDUSTRY was once a growth industry. But some that
are now riding a wave of growth enthusiasm are very much in the shadow of decline.
Others that are thought of as seasoned growth industries have actually stopped growing.
In every case, the reason growth is threatened, slowed, or stopped is not because
the market is saturated. It is because there has been a failure of management.

FATEFUL PURPOSES

The failure is at the top. The executives responsible for it, in the last analysis, are those
who deal with broad aims and policies. Thus: The railroads did not stop growing
because the need tor passenger and grew. The railroads are in trouble today freight
transportation declined. That not because that need was filled by others (cars, trucks,
airplanes, and even telephones) but because it was not filled by the railroads themselves.

They let others take customers away from them because they assumed themselves
to be in the railroad business rather than in the transportation business. The reason they
defined their industry incorrectly was that they were railroad oriented instead
of transportation oriented; they were product oriented instead of customer oriented.
Hollywood barely escaped being totally ravished by television. Actually,
all the established film companics went through drastic reorganizations.

Some simply disappeared. All of them got into trouble not because of TV's inroads
but because of their own myopia. As with the railroads, Hollywood defined its business
incorrectly. It thought it was in the movie business when it was actually
in the entertainment business. "Movies" implied a specific, limited product. This
produced a fatuous contentment that from the beginning led producers to view TV
as a threat. Hollywood scorned and rejected TV when it should have welcomed
itasan opportunity-an opportunity to expand the entertainment business. Today, TV
is a bigger business than the old narrowly defined movie business ever was. Had
Hollywood been customer oriented (providing entertainment) rather than product
oriented (making movies), would it have gone through the fiscal purgatory that it did?
1 doubt it.

What ultimately saved Hollywood and accounted for its resurgence was the wave
of new young writers, producers, and directors whose previous successes in television
had decimated the old movie companies and toppled the big movie moguls. There
are other, less obvious examples of industries that have been and are now endangering
their futures by improperly defining their purposes. | shall discuss some of them
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in detail later and analyze the kind of policies that lead to trouble. Right now, it may
help to show what a thoroughly customer- oriented management can do to keep
a growth industry growing, even after the obvious opportunities have been exhausted,
and here there are two examples that have been around for a long time. They are nylon
and glass-specifially, E.l. du Pont de Nemours and Company and Corning Glass Works.
Both companies have great technical competence. Their product orientation
IS unquestioned. But this alone does not explain their success.

After all, who was more pridefully product oriented and product conscious than
the erstwhile New England textile companies that have been so thoroughly massacred?
The DuPonts and the Cornings have succeeded not primarily because of their product
or research orientation but because they have been thoroughly customer oriented also.
It is constant watchfulness for opportunities to apply their technical know-how
to the creation of customer-satisfying uses that accounts for their prodigious output
of successful new products. Without a very sophisticated eye on the customer, most
of their new products might have been wrong, their sales methods useless. Aluminum
has also continued to be a growth industry, thanks to the efforts of two wartime-created
companies that deliberately set about inventing new customer-satisfying uses. Without
Kaiser Aluminum & Chemical Corporation and Reynolds Mtetals Company,the total
demand for aluminum today world be vastly less.

ERROR OF ANALYSIS

Some may argue that it is foolish to set the railroads off against aluminum or the movies
off against glass. Are not aluminum and glass naturally so versatile that the industries
are bound to have more growth opportunities than the railroads and the movies? This
view commits precisely the error | have been talking about. It defines an industry
or a product or a cluster of know-how so narrowly as to guarantee its premature
senescence. When we mention "railroads,” we should make sure we mean
"transportation.” As transporters, the railroads still have a good chance for very
considerable growth. They are not limited to the railroad business as such (though in my
opinion, rail transportation is potentially a much stronger transportation medium than
is generally believed).

What the railroads lack is not opportunity but some of the managerial imaginativeness
and audacity that made them great. Even an amateur like Jacques Barzun can see what
is lacking when he says, "l grieve to see the most advanced physical and social
organization of the last century go down in shabby disgrace for lack of the same
comprehensive imagination that built it up. [What is lacking is] the will
of the companies to survive and to satisfy the public by inventive- ness and skill."
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SHADOW OF OBSOLESCENCE

It is impossible to mention a single major industry that did not at one time qualify
for the magic appellation of "growth industry" In each case, the industry's assumed
strength lay in the apparently unchallenged superiority of its product. There appeared
to be no effective substitute for it. It was itself a run- away substitute for the product
it so triumphantly replaced. Yet one after another of these celebrated industries has
come under a shadow.

The prosperity of electric utilities continues to wax ex- travagant as the home
is converted into a museum of electric gadgetry. How can anybody miss by investing
in utilities, with no competition, nothing but growth ahead? But a second look
IS not quite so com- forting. A score of nonutility companies are well advanced toward
developing a powerful chemical fuel cell, which could sit in some hidden closet
of every home silently ticking off electric power. The electric lines that vulgarize
so many neighborhoods would be eliminated. So would the endless demolition
of streets and service interruptions during storms. Also on the horizon is solar energy,
again pioneered by nonutility companies. Who says that the utilities have
no competition?

Yet the established chains pompously ignored them. When they chose to notice them,
it was with such derisie descriptions as ‘cheapy’, ‘horse-and- buggy!’, ‘cracker-barrel
stonckeeping” and "unethical opportunists™ The executive of one big chain announced
at the time that he found "hard to believe that people will drive for miles to shop
for foods and sacrifice the personal service chains have perfected and to which
[the consumer] accustomed. As late as 1936, the National Wholesale Grocers
convention and the New Jersey Retail Grocers Association said there was nothing
to fear. They had to draw from miles around. When imitators came, there would
be wholesale liquidations as volume fell. The high sales of the supers were said
to be partly due to their novelty.

People wanted convenient neighborhood grocers. If the neighborhood stores would
"cooperate with their suppliers, pay attention to their costs, and improve their service,"
they would be able to weather the competition until it blew over. It never blew over.
The chains discovered that survival required going into the supermarket business. This
meant the wholesale destruction of their huge investments in corner store sites
and in established distribution and merchandising methods. The companies with
"the courage of their convictions"” resolutely stuck to the corner store philosophy. They
kept their pride but lost their shirts.
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A SELF-DECEIVING CYCLE

But memories are short.

“For example, it is hard for people who today confidently hail the twin messiahs
of electronics and chemicals to see how things could possibly go wrong with these
galloping industries.”

They probably also cannot see how reasonably sensible businessperson could have been
as myopic as the fa mous Boston millionaire who early in the twentieth century
unintentionally sentenced his heirs to poverty by stipulating that his entire estate
be forever invested exclusively in electric streetcar securities. His posthumous
declaration, "There will always be a big demand for efficient urban transportation,”
is no consolation to his heirs, who sustain life by pumping gasoline at automobile
filling stations. Yet, in a casual survey | took among a group of intelligent business
executives, nearly half agreed that it would be hard to hurt their heirs by tying their
estates forever to the electronics industry. When | then confronted them with the Boston
streetcar example, they chorused unanimously, "That's different!" But is it? Is not
the basic situation growth industry, | believe. There are only identical? In truth, there
isno such thing as a companies organized and operated to create and capitalize
on growth opportunities.

Industries that assume themselves to be riding some automatic growth escalator
invariably descend into stagnation. The history of every dead and dying"growth"
industry shows a self-deceiving cycle of bountiful expansion and undetected decay.
There are four conditions that usually guarantee this cycle: 1. The belief that growth
is assured by an expanding and more affluent population; 2. The belief that there
is no competitive substitute for the industry's major product. 3. Too much faith in mass
production and in the advantages of rapidly declining unit costs as output rises;
4. Preoccupation with a product that lends itself to carefully controlled scientific
experimentation, improvement, and manufacturing cost reduction. | should like now
to examine each of these conditions in some detail. To build my case as boldly
as possible, I shall illustrate the points with reference to three industries: petroleum,
automobiles, and electronics. I'll focus on petroleum in particular, because it spans more
years and more vicissitudes. Not only do these three industries have excellent
reputations with the general public and also enjoy the confidence of sophisticated
investors, but their managements have become known for progressive thinking in areas
like financial control, product research, and management training. If obsolescence
can cripple even these industries, it can happen anywhere.
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POPULATION MYTH

The belief that profits are assured by an expanding and more affluent population is dear
to the heart of every industry. It takes the edge off the apprehensions everybody
understandably feels about the future. If consumers are multiplying and also buying
more of your product or service, you can face the future with considerably more
comfort than if the market were shrinking. An expanding market keeps
the manufacturer from having to think very hard or imaginatively. If thinking
iIs an intellectual response to problem, then the absence of a problem leads
to the absence of thinking. If your product has an automatically expanding market,
then you will not give much thought to how to expand it. One of the most interesting
examples of this is provided by the petroleum industry.

Probably our oldest growth industry, it has an enviable record. While there are some
current concerns about its growth rate, the industry itself tends to be optimistic.
But | believe it can be demonstrated that it is undergoing a fundamental yet typical
change. It is not only ceasing to be a growth industry but may actually be a declining
one, relative to other businesses. Although there is widespread unawareness of this fact,
it is conceivable that in time, the oil industry may find itself in much the same position
of retrospective glory that the railroads are now in. Despite its pioneering work
in developing and applying the present value method of investment evaluation,
in employee relations, and in working with developing countries, the petroleum
business is a distressing example of how complacency and wrongheaded ness can
stubbornly convert opportunities.

One of the characteristics of this and other industries that have believed very strongly
in the beneficial consequences of an expanding population, while at the same time
having a generic product for which there has appeared to be no competitive substitute,
is that the individual companies have sought to outdo their competitors by improving
on what they are already doing. This makes sense, of course, if one assumes that sales
are tied to the country's population strings, because the customer can compare products
only on a feature-by-feature basis. | believe it is significant, for example, that not since
John D. Rockefeller sent free kerosene lamps to China has the oil industry done
anything really out- standing to create a demand for its product. Not even in product
improvement has it showered itself with eminence. The greatest single improvement -
the development of tetraethyl leadcame from outside the industry, specifically from
General Motors and DuPont. The big contributions made by the industry itself
are confined to the technology of oil exploration, oil production, and oil refining.
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ASKING FOR TROUBLE

In other words, the petroleum industry's efforts have focused on improving
the efficiency of getting and making its product, not really on improving the generic
product or its marketing. Moreover, its chief product has continually been defined
in the narrowest possible terms- namely, gasoline, not energy, fuel, or transportation.
This attitude has helped assure that: Major improvements in gasoline quality tend
not to originate in the oil industry. The development of superior alternative fuels
alsocomes from outside the oil industry, as will be shown later. Major innovations
in automobile fuel marketing come from small, new oil companies that are not
primarily preoccupied with production or refining.

These are the companies that have been responsible for the rapidly expanding
multipump gasoline stations, with their successful emphasis on large and clean layouts,
rapid and efficient driveway service, and quality gasoline at low prices. Thus, the oil
industry is asking for trouble from outsiders. Sooner or later, in this land of hungry
investors and entrepreneurs, a threat is sure to come. The possibility of this will become
more apparent when we turn to the next dangerous belief of many managements.
For the sake of continuity, because this second belief is tied closely to the first, I shall
continue with the same example.

THE IDEA OF INDISPENSABILITY

The petroleum industry is pretty much convinced that there is no competitive substitute
for its major product, gasoline- or if there is, that it will continue to be or, a derivative
of crude oil, such as diesel fuel or kerosene jet fuel. There is a lot of automatic wishful
thinking in this assumption. The trouble is that most refining companies own huge
amounts of crude oil reserves.

“It is hard for people who hail the twin messiahs of electronics and chemicals to see
how things could possibly go wrong with these galloping industries.”

These have value only if there is a market for products into which oil can be converted.
Hence the tenacious belief in the continuing competitive superiority of automobile made
from crude oil. This idea persists despite all historic evidence against it. The evidence
not only shows that oil has never been a superior product for any purpose for very long
but also that the oil industry has never really been a growth industry. Rather, it has been
a succession of different businesses that have gone through the usual historic cycles
of growth, maturity, and decay. The industry's overall survival is owed to a series
of miraculous escapes from total obsolescence, of last- minute and unexpected reprieves
from total disaster reminiscent of the perils of Pauline.
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THE PERILS OF PETROLEUM

To illustrate, | shall sketch in only the mail episodes. First, crude oil was largely
a patent medicine. But even before that fad ran out, demand was greatly expanded
by the use of oil in kerosene lamps.

The prospect of lighting the world's lamps gave rise to an extravagant promise
of growth. The prospects were similar to those the industry now holds for gasoline
in other parts of the world. It can hardly wait for the underdeveloped nations to get car
in every garage. In the days of the kerosene lamp, the oil companies competed with
each other and against gaslight by trying to improve the illuminating characteristics
of kerosene. Then suddenly the impossible happened. Edison invented a light that was
totally nondependent on crude oil. Had it not been for the growing use of kerosene
in space heaters, the incandescent lamp would have completely finished oil as a growth
industry at that time. Oil would have been good for little else than axle grease.

Then disaster and reprieve struck again. Two great innovations occurred, neither
originating in the oil industry. First, the successful development of coal- burning
domestic central-heating systems made the space heater obsolete. While the industry
reeled, along came its most magnificent boost yet: the internal combustion engine,
also invented by outsiders. Then, when the prodigious expansion for gasoline finally
began to level off in the 1920s, along came the miraculous escape of the central oil
heater. Once again, the escape was provided by an outsider's invention
and development. And when that market weakened, wartime demand for aviation fuel
came to the rescue. After the war, the expansion of civilian aviation, the dieselization
of railroadsubo, and the explosive demand for cars and trucks kept the industry's
growth in high gear. Meanwhile, centralized oil heating- whose boom potential had only
recently been proclaimed-ran into severe competition from natural gas.

While the oil companies themselves owned the gas that now competed with their oil,
the industry did not originate the natural gas revolution, nor has it to this day greatly
profited from its gas ownership. The gas revolution was made by newly formed
transmission companies that marketed the product with an aggressive ardor.
They started a magnificent new industry, first against the advice and then against
the resistance of the oil companies. By all the logic of the situation, the oil companies
themselves should have made the gas revolution. They not only owned the gas, they
also were the only people experienced in handling, scrubbing, and using it and the only
people experienced in pipeline technology and transmission. They also understood
heating problems. But, partly because they knew that natural gas would compete with
their own sale of heating oil. The oil companies pooh-poohed the potential of gas.
The revolution was finally started by oil pipeline executives who, unable to persuade
their own companies to go into gas, quit and organized the spectacularly successful gas
transmission companies.
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Even after their success became painfully evident to the oil companies, the latter did not
go into gas transmission. The multibillion-dollar business that should have been theirs
went to others. As in the past, the industry was blinded by its narrow preoccupation with
a specific product and the value of its reserves. It paid little or no attention to its
customers' basic needs and preferences. The postwar years have not witnessed
any change. Immediately after World War 11, the oil industry was greatly encouraged
about its future by the rapid increase in demand for its traditional line of products.
In 1950, most companies projected annual rates of domestic expansion of around 6%
through at least 1975.

Though the ratio of crude oil reserves to demand in the free world was about 20 to 1,
with 10 to 1 being usually considered a reasonable working ratio in the United States,
booming demand sent oil explorers searching for more without sufficient regard to what
the future really promised. In 1952, they "hit" in the Middle East: the ratio sky- rocketed
to 42 to 1. If gross additions to reserves continue at the average rate of the past five
years (37 billion barrels annually), then by 1970, the reserve ratio will be up to 45 to 1.
This abundance of oil has weakened crude and product prices all over the world.

63



9.2 JAK DRAHE JE ZDARMA

DAN ARIELY

PROC NAS BEZPLATNE VECI NEKDY VYJDOU TAK DRAHO

Vzali jste si n¢kdy v obchodé¢ vzorek kiavy ZDARMA, i kdyz kavu nepijete
a ani nemate doma kavovar? A co vSechny ty jogurtiky, dzusiky a suSenky, které
nabizeji lepé dévy pii ochutnavkach? A jak jste na tom doma — taky se vam tam vali
spousta reklamnich tri¢ek, nefunk¢nich propisek a magnetickych kalendariki, které jste
nékde ziskali ZDARMA?

Kazdy vi, Zze dostat néco ZDARMA je skvély pocit. Nula neni jen obyCejnd cena —
natoje ptili§ vyjimecna. Nula plsobi na mozek jako alarm a zdroj iracionédlniho
vzru$eni. Koupili byste si n€jakou drobnost, kdyby ji zlevnili z 50 na 20 centi? Mozna
ano. Koupili byste si néco, kdybychom to zlevnili z 50 centli na dva? Asi ano. A vzali
byste si to, kdybychom §li z 50 centli na nulu? Ru¢im vam za to, Ze ano!

Pro¢ je slovo ZDARMA tak neodolatelné? Pro¢ nds nula na cenovce vzdycky
tak vzrusi? Vzdyt nékdy nam bezplatny darek muize nadélat vic trabli nez radosti.
Copak se vam nikdy nestalo, ze jste si z konference odnesli blok, tuzku nebo ptivések
na klice, 1 kdyz jste védéli, ze se s tim budete zbytecné tahat domii a nakonec to stejné
vyhodite? Nebo ze jste stali dlouho (pfili§ dlouho) ve fronté na bezplatny kornoutek
zmrzliny? Nebo Ze jste si koupili dva kusy néjakého vyrobku jen proto, abyste dostali
treti zdarma — 1 kdyZ po pravdé by vam stacil jeden?

Nula ma p€kné dlouhou historii. Babylonané ji vymysleli, staii Rekové o ni debatovali
na vysoké filozofické urovni (jak néco muze byt nic?). Indicky uc¢enec Pingala nulu
sparoval s jedni¢kou, stafi Mayové i Rimané ji zatadili do svého poéetniho systému.
Své pravé misto naSla nula v roce 498, kdyZ se indicky astronom Arjabhata jednou
zrana posadil v posteli a vzkiikl: ,,Sthanam sthanam ddsa gunam,*“ coZ se da pfiblizné
prelozit jako ,,misto k mistu a desetinasobnd je hodnota®. Tak se zrodil soucasny
desitkovy zapis. Od té doby nula zazivala opravdovy rozmach. RozSifila
sedo arabského svéta, kde dale rozkvetla; pfes Ibersky poloostrov pieskocila
do Evropy (diky Spanélskym Maurum), nechala si trosku vylepsit fasadu od Italt
a konecné se preplavila pfes Atlantik do Nového svéta. V Silicon Valley pak nasla
spoustu pracovnich pfilezitosti, a to vzdy v parté s jedni¢kou.

Tolik tedy kratka historie nuly. Jesté jsme si ale nic netfekli o tom, co se stane, kdyz
koncept nuly pouZijeme na penize. ZDARMA je kouzelné slovo, které nedé¢la
jen krasné slevy a vyprodeje, ale zasadné ovlivituje nase rozhodovani.

Kdyby slivko ZDARMA bylo virus nebo subatoméarni castice, dal bych
je pod elektronovy mikroskop nebo rozfezal na tenké platky, abych si mohl prohlédnout
jeho strukturu a vnitini funkce. V behaviordlni ekonomii ov§em musime pouzivat jiné
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nastroje — takové, které nam umozni zpomalit lidské chovani a zkoumat je pékné krok

vvvvvv

Pfi jednom experimentu jsme Kristina Shampanierova (postgradualni studentka z MIT)
a ja zacali d¢lat do cokolady. Tedy skoro. U vchodu do skoly jsme postavili velky sttl
a zacali jsme studentim nabizet dva druhy ¢okolady — pralinky Lindt a znamé pusinky
(Kisses) od firmy Hershey. Nad nas ,,obchudek* jsme dali velkou ceduli ,,1 zdkaznik —
1 cokolada®. Kdyz jste prisli blize, vidé€li jste oba druhy cokoladdy i ceny, které jsme
zan¢ chtéli. (Ceny jsme schvalné schovali tak, aby byly viditelné jen tém, kdo pfisli
opravdu blizko ke stolu. Nechtéli jsme, aby atraktivni cenovka nebo slivko ZDARMA
uz zdalky pfitdhly jen urcity typ zakaznikd. Takovy umély predvybér by totiz ¢astecné
znehodnotil vysledky vyzkumu.)

Jestli se v Cokolddé¢ moc nevyznate, tak vam alespont v rychlosti feknu, ze Lindt
Pralinky Lindt jsou obzvlasté oblibené — jsou lahodné krémové a maji neodolatelnou
chut. Kdyz je kupujete ve velkém, stoji asi 50 centl za kus. Pusinky od Hershey také
nejsou Spatné, ale bud'me upiimni, jsou ponckud obycejné. VSak jich také fabrika
Hershey vychrli denné 80 miliont. V méstecku Hershey v Pennsylvanii, kde firma sidli,
maji dokonce i uli¢ni lampy tvar vSudyptitomnych pusinek.

Co se tedy délo, kdyZ se studenti nahrnuli k naSemu stolu? Nejdiiv jsme nastavili cenu
na 15 centl za pralinku Lindt a 1 cent za pusinku od Hershey. Zékaznici se zachovali
velmi racionalngé: porovnali chut' a kvalitu pusinek se $vycarskymi pralinkami
a rozhodli se. Asi 73 % z nich séhlo po Svycarské lahidce, 27 % si koupilo lacinou
pusinku.

A ted’ se podivejme, jak kouzelné slovicko ZDARMA zmeénilo situaci. Snizili jsme cenu
obou produktli o cent, takze pralinky Lindt ted’ byly za 14 centd a pusinky za nulu.
Zmeénili lidé svoje chovani? A pro¢ by vlastné méli? Vzdyt' cenovy rozdil ziistal stejny
jako predtim.

Magické slivko ZDARMA ovSem zpulsobilo zazrak! Skromna pusinka od Hershey
se znic¢ehonic stala velkym favoritem. Najednou si ji vybralo 69% zdkaznikl, coZ
je oproti puvodnim 27% rapidni narGst. Naproti tomu S§vycarské pralinky spadly
ze 73 % na 31 %.

Co se to stalo? Nejdiiv mi dovolte fict, Ze existuje fada situaci, kdy ZDARMA je fajn
a predstavuje pro zdkaznika jen a jen piinos. Napiiklad kdyz v obchodnim domé
narazite na ko§ ponozek ZDARMA, neni diivod si je nevzit. Klidn¢ si jich naberte, kolik
chcete. Problémy zacinaji, kdyZz se né&jaké bezplatné zbozi postavi do soutézZe s jinym
zbozim za normalni cenu. Slovicko ZDARMA nés pak Casto omami a my ud€lame
rozhodnuti, které jsme ptivodné nechtéli a které pro nas racionalné vzato neni nejlepsi.

Predstavte si naptiklad, Ze jdete do sportovnich potieb s tmyslem koupit si kvalitni bilé
ponozky — takové ty s dvojnasob proSitou patou a z piijemného materidlu. O patnact
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minut pozdé€ji opoustite obchod, ale v ruce tiimate mnohem levnéj$i par ponozek —
bez zesilené paty a z ,,kousavé®“ latky — jen proto, ze u néj byla akce 1+1 ZDARMA.
V tomto piipad¢ jste se vzdali néceho lepsiho a spokojili se s nécim, co vaSe naroky
uplné nespliiuje, a to vSechno vinou slovicka ZDARMA. V naSem experimentu jsme
tuhle situaci napodobili tim, ze jsme zdkaznikiim fekli, ze kazdy si muze koupit jen
jednu ¢okoladovou dobrotu. Jejich rozhodnuti tedy muselo byt bud — anebo, stejné jako
v ptipadé ponozek — bud kvalitni, nebo levné. Proto byla reakce studentti na zlevnéni
¢okolady tak dramaticka. Obé¢ sladkosti zlevnily o stejnou castku. Cenovy rozdil mezi
nimi zastal zachovan. Zrovna tak 1 o¢ekdvany pozitek z obou zlstal zachovan — na
jedné strané byla potfad vynikajici Svycarskd Cokolada, na druhé strané skromnéjsi
domaci vyrobek.

Podle klasické ekonomické teorie by rovnomérné snizeni cen nemélo vyvolat Zadnou
zménu v chovani zdkaznikl. Na zaatku si 27% studentii vybiralo pusinky a 73 %
kupovalo pralinky. A protoze cenova relace se nezménila, nemélo se zménit ani jednani
zakaznika. Jak by fekl klasicky ekonom, distojny pan s hilkou a tlustymi knihami
plnymi osvédcenych teorii: vychozi podminky se nezménily, takze zakaznici by i nadale
méli hromadné upifednostiiovat pralinky ze Svycarska. (Jestli vas zajima detailngjsi
rozbor toho, jak racionalni zdkaznik rozhoduje o svém nékupu, podivejte se do dodatku
k této kapitole.)

Prakticky Zzivot ovSem ukéazal néco jiného. Studenti div Ze nezbourali nas stil,
jak se snazili dostat k bezplatnym pusinkam od Hershey. Ne proto, ze by predtim
pragmaticky vyhodnotili sviij uzitek, ale protoze je omamilo slovo ZDARMA.
Jak iraciondlni jsou lidé — ale jak snadno se daji odhadnout pfedem!

Nase zavéry potvrdila i dalSi série pokust, pfi nichz jsme pusinkdm od Hershey
postupné piidé€lili cenovku 2 centy, 1 cent a ZDARMA, zatimco pralinky od Lindt staly
27 centll, 26 centl a 25 centl. KdyZ jsme zlevnili pusinky ze 2 na 1 cent a zarovei s tim
zlevnili pralinky z 27 na 26 centli, pomér nakupli se nezménil. Ale kdyZ jsme snizili
cenu pusinek z 1 centu na ZDARMA, reakce byla dramaticka. Zakaznici se najednou
dozadovali pusinek jako divi.

Samoziejmé& jsme si uvédomili, Ze takto provedeny experiment mozna nema tu nejvetsi
vypovidaci hodnotu. Co kdyz lidé déavali ptednost cenovce ZDARMA hlavné proto,
ze u sebe zrovna neméli drobné nebo ze se jim nechtélo hledat penézenku v kabelce?
Pusinky by pak byly uméle zvyhodnény kvilli pohodli, ne kvili cené. Abychom tuto
obavu vyvratili, udélali jsme experiment 1 v prosttedi, kde zddny rozdil v pohodli nebyl.
Zasli jsme do menzy na MIT a vystavili ¢okolady tésné pred kasami. Kdo chtél, mohl
po nich sahnout — jejich cena se prosté jen piipocetla k celkovému uétu za jidlo, takze
pohodli bylo potad stejné. Co se stalo? I v tomto piipad¢ se studenti skoro jako jeden
muz rozhodli pro ¢okolddu, na které byl napis ZDARMA, i kdyz lepsi vyrobek byl jen
0 malo drazsi.
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Co nés tak fascinuje na slovicku ZDARMA? Pro¢ vzdy neracionalné hrabneme do misy
s napisem ZDARMA, i kdyz v ni neni to, co opravdu chceme?

Myslim, ze odpovéd’ je nasledujici: vétSina transakci ma svoje plusy a svoje minusy,
ale kdyz je néco zdarma, tak mame tendenci na minusy uplné¢ zapomenout. Cenovka
ZDARMA ma takovy emocionalni naboj, ze cokoli zdarma se ndm rdzem zdd mnohem
hodnotnéjsi, nez jaké to opravdu je. Pro¢? Asi proto, ze lidské bytosti maji instinktivni
strach ze ztraty. Uspéch slova ZDARMA je zaloZen pravé na tomto odvékém strachu.
Kdyz si vezmeme zbozi, které je ZDARMA, zda se nam, ze zadné ztrata se nekona.
Vzdyt je to prece zdarma, fikdme si. I kdyz to nebude upln¢ super, nic nas to nestoji!
Nehrozi, ze bychom udg¢lali $patné rozhodnuti. Takze hurd na ZDARMA!

Z tohoto diivodu nula neni jen jedna z mnoha cenovek, néco jako 10 centli nebo tfeba
dolar. Jisté, i cenovy rozdil 10 centd mize vyvolat velkou reakci — tteba kdyz prodavate
miliony barelll ropy. Ale nic nepiekond nadSeni, kterd v nds vyvold cena rovna nule!
Kazdé zlevnéni ma svij efekt, ale zlevnéni na ZDARMA piedstavuje Uplné jinou ligu.

Ukazu vam na prikladu, jak si ¢lovék mnohdy koupi i to, co zrovna nechce, jen kvuli
tomu, ze vsadi na sugestivni slovo ZDARMA.

Nedavno jsem vidél inzerat vyznamného vyrobce elektroniky, ktery mi nabizel SEDM
DVD ZDARMA!, kdyz si koupim jeho novy piehrava¢ s vysokym rozliSenim HD.
Za prvé: potiebuju ja viibec HD piehravac? Momentalné€ asi ne, protoZze zatim existuje
jen velmi malo filml ve formatu HD DVD. Ale feknéme, Ze by se mi ptrehravac hodil.
Nebylo by v tomto piipadé stejné lepsi pockat par mésicli, nez se ceny usadi? Co je dnes
absolutni novinka za 600 dolari,, mize byt zitra bézné zbozi za 200. Za druhé: vypada
to, ze vyrobce svou nabidkou sleduje 1 néjaké dalsi cile. HD systém této spolec¢nosti
totiz soutézi o preziti s tzv. systémem Blu-Ray, ktery ma §ir§i podporu a mozZna na trhu
prevladne. Blu-Ray momentalné vede a mé naslapnuto k totalni dominanci. (Dnes je jiz
jasné, Ze systém Blu-Ray opravdu

zvitézil. Toshiba v unoru 2008 oficidln¢ potvrdila, ze piestane podporovat sviij format
HD DVD, ¢imz se pro Blu-Ray oteviela cesta k ovladnuti trhu. Co potom znamena par
diskit ZDARMA, kdyz samotny piehravac¢ muze byt za chvilku k nicemu? Vzpomeiime
si na ptiklad videoformatu Beta VHS, ktery se také neprosadil. Tohle jsou racionalni
uvahy, diky kterym snad nepropadneme Salbé slova ZDARMA. Ale co vam budu
povidat, téch sedm bezplatnych DVD vypadé opravdu ldkavé!

Kdyz se bavime o nakupech, neni divu, ze ZDARMA vyhrava. Ale je tomu
tak | v pripadé, Ze se jedna o vyménny obchod? Podléhame bezplatnym vécem porad
tak bladhové? Pred nékolika lety, v dobé, kdy se slavi Halloween, mé napadlo udélat
maly experiment, ktery by to ovéfil.

Brzy vecer zaklepal na nase dvefe prvni koledni¢ek — devitilety Joey, obleeny jako
Spiderman a vybaveny velkou zlutou taSkou na pochutiny, které minil dostat
od sousedi. Jeho matka Sla za nim s odstupem jen néckolika krokd, ziejmeé
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aby se piesvédcila, ze Zzadny zlotfily soused nenabidne Joeymu jablko se schovanou
ziletkou. (Mimochodem, v médiich tolik propirané jablko se ziletkami je novinaiska
kachna. V Americe se nikdy nic takového nestalo, ale pfesto tenhle mytus koluje
0 kazdém Halloweenu. Je to moderni legenda.) Maminka tedy §la v Joeyho stopach,
ale drzela se diskrétné v pozadi, aby chlapec mél pocit, Ze koleduje upIné sam.

Nejdiiv na mé Joey vybafl tradi¢ni halloweenské potekadlo ,, Triek or treat!* — ,,Koledu,
nebo vdm néco provedu!” Rekl jsem mu, at’ nastavi pravou ruku, a vlozil jsem mu
do ni tfi pusinky od Hershey. ,,Muze$ taky dostat jednu z téchhle ty¢inek Snickers,* fekl
jsem Joeymu a ukédzal mu dvé cokoladové tyCinky, jednu malou a jednu obfi. ,,Kdyz
mi das jednu z tvych tii pusinek, dam ti mensi Snickers. A kdyz mi das dvé€ z tvych tii
pusinek, dostanes tuhle velkou ty¢inku Snickers.*

Malé dit¢ se tieba muze oblékat jako Cervenomodry pavouk, ale to neznamena,
ze je hloupé. Mala tycinka Snickers vazila unci, zatimco pusinka sotva Sestinu unce.
Stacilo dat mi malou pusinku a Joey si mohl odnést Sestkrat vic cokolady. Velka ty€inka
Snickers méla asi dv€ unce, takZe i tady cekal Joeyho Sestindsobny vynos. Bystry
devitilety hoch byl s vypoctem hotov raz dva. Vratil mi dvé pusinky, hrabl po velké
ty€ince Snickers a zmizel.

Joey nebyl sdm, kdo tak rychle a piesné spoéital své Sance. VSechny déti toho vecera
az na jedno se rozhodly pro vétsi cokoladovou tyCinku a daly mi dvé Hershey pusinky.

Dalsi kolednik, ktery ptichazel k naSi verandé¢, byla mala Zoe. Byla oblecena jako
princeznicka — dlouhé bilé Saty, kouzelna htilka v jedné ruce a kyblik s oranzovou dyni
v druhé ruce. Sel s ni 1 jeji tata a mladsi sestficka, kterd vypadala v kréali¢im pfevleku
opravdu roztomile. Jak se bliZili, zavolala Zoe milym hlaskem: ,,Triek or treat!* (Musim
pfiznat, ze v minulosti jsem nékolikrat projevil svou d’abelskou povahu a odpovédél
necekané ,,Triek!* VétSina deéti se na chvili bezradné zastavila, protoze tahle odpoved’
nebyla v planu a nikdo nevédél, jak na ni zareagovat.)

Ze Zoe jsem si ovSem S$prtouchlata nedélal a dal jsem ji jeji koledu — tii Hershey
pusinky. Zaroven jsem ji ale nabidl, at’ si vybere ze dvou mozZnosti. Za prvé: kdyz mi
da jednu pusinku zpatky, dam ji velkou ty¢inku Snickers. Za druhé: nemusi mi davat
nic a ja ji stejné¢ dam malou ty¢inku Snickers ZDARMA.

Kdyby si to Zoe racionalné spocitala (jako to udélal Joey), zjistila by, Ze nejlepsi
je vzdat se jedné pusinky a ziskat velké Snickers. Dvé unce ¢okolady za Sestinu unce,
tomu ja fikdm dobry obchod! V ptedchozim experimentu déti projevovaly skvélou
logiku a rozhodovaly se racionalné. Ale to bylo v situaci, kdy kazda ty¢inka Snickers
méla né&jakou cenu. Ted byla mala ty€inka zdarma — co to s rozhodovanim udéla?
Co udéla Zoe a jeji chytra divei hlavicka? Zvoli si raciondlni postup (a tedy velké
Snickers), nebo ji ZDARMA osali a svede z logické cesty?
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Jak uz jste asi uhodli, Zoe a dalsi déti se nechaly tpln€ okouzlit slovem ZDARMA.
Asi 70% z nich ignorovalo nejvyhodné&jsi nabidku a rozhodlo se pro tu méné vyhodnou,
protoze byla ZDARMA!

Stejny experiment jsme pak s Kristinou zopakovali i na pon€kud vétSich détech —
studentech z MIT. Vysledky byly velmi podobné tém halloweenskym. Magneticka
pritazlivost nuly se neomezuje jen na koupi, ale plisobi zrovna tak siln€ i pii prosté
sméng zbozi. Slovu ZDARMA se prosté na odolat!

A co vy? Myslite si, Ze mate nulu pod kontrolou? Ud¢€lejme si maly kviz. Predstavte si,
ze vam zdarma nabidnu poukazku do obchodu Amazon v hodnoté¢ 10 dolard. Druha
moznost je vétsi poukazka v hodnot€ 20 dolarti, ale za tu budete muset zaplatit 7 dolarti.
Rychle pfemyslejte. Kterou moznost si vyberete?

Jestli jste dali prednost mensimu certifikdtu ZDARMA, tak pattite k vétSiné. Stejné jako
vy se rozhodla i velka vétSina lidi, kterych jsme se dotazovali v jednom z bostonskych
hypermarketti. Ale podivejte se na nabidku znovu: 20dolarovy certifikat za 7 dolari
znamena zisk 13 dolart. To je pfece jasné lepsi nez bezplatny certifikadt v hodnoté 10
dolar@! Vidite, jak iracionaln¢ my lidé jedname?

Dovolte mi vypravét kratky pribeh, ktery skvéle ilustruje vliv slova ZDARMA na naSe
chovani. Pfed nékolika lety zacal internetovy obchod Amazon nabizet pro objednavky
od ur¢ité vyse dopravu zdarma. Kdo si koupil jednu knihu za 16,95 dolaru, platil k tomu
jesté postovné a balné 3,95 dolaru. Ale stacilo objednat dvé knizky za 31,90 a Amazon
celé poStovné i balné uhradil za vas!

Mnozi zédkaznici urcit€¢ pivodné nechtéli druhou knizku (mluvim tady z vlastni
zkuSenosti), ale kdyZ vidéli dopravu ZDARMA, nemohli odolat a ptihodili do kosiku
dal§i polozku. Marketingovi experti v Amazonu byli samoziejmé& spokojeni. Brzy
si ale v§imli, Ze v jedné zemi — ve Francii — se objednavky vibec nezvysily. Jak to?
Ze by snad francouzsky zékaznik byl racionaln&jsi nez ti ostatni? Asi sotva. Ukazalo
se, ze francouzsti kupci reaguji odliSn€, nebot’ jim byla ptedloZena jind nabidka.

Misto aby francouzsky Amazon nabidl dopravu ZDARMA, rozhodli se v Patizi uctovat
u vétsich nakupi symbolické balné a postovné v cené 1 frank. Jen frank — tedy asi 20
americkych centd. To se od nuly moc neli$i, ze? Ale ouha, ve vnimani zakaznikt
se to 1isi velice. Kdyz kone¢né francouzsky Amazon ptistoupil na bezplatnou dopravdu
u vétSich zakazek, doslo k dramatickému narlstu prodejil 1 tam. Jinymi slovy: dopravu
za 1 frank, coz je opravdu vyhodna nabidka, Francouzi uplné ignorovali. Ale jakmile
cena klesla na nulu, nadseni zakaznici se jen hrnuli.
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