
Abstract 

Nowadays, new media play a big role in the world and among other things, they also change 

the role of classical media. Their use also significantly affects daily life in society. 

The possibility of communication through these channels is currently used not only by publicly 

known personalities and commercial entities, but also, for example, by non-profit organizations 

or sports associations. 

Diploma thesis Sports associations and new media: comparison of the vision and the reality 

of communication on the example of the Czech Athletic Federation (ČAS) is a case study, 

which examines the using of new media for the effective communication of the association with 

fans and journalists. The aim of this thesis is to describe the functioning of ČAS on social 

networks, namely on Facebook, Instagram and Twitter, and then to compare the actual state 

of communication with the ideas and visions of the employees of the association. 

First, the most important terms used in the thesis are described. The theoretical part defines new 

media and describes in detail the representatives of new media, which is further researched, 

namely Facebook, Instagram and Twitter. Then the Czech Athletic Association and social 

networks are introduced. 

The second chapter defines the research methods that were used. It describes how the material 

used to describe the real state of ČAS functioning on new media was collected and analysed. 

It also deals with problems in communication with the communication department of the ČAS, 

which made it necessary to change the planned method from semi-structured interviews 

to a questionnaire survey. 

The research itself is fully devoted to the social networks of ČAS. Firstly, the author describes 

actual situation found by monitoring selected new media during the main season, indoor season 

and during the preparatory period. Subsequently, it describes the visions and ideas about the 

communication of the association, which is represented in the questionnaire by the head of the 

communication department and marketing of ČAS. The thesis compares both findings with 

comparative analysis and indicates the most important deviations and consensus in real 

and planned communication. 

At the end of the thesis the author describes the limits she encountered when writing her thesis 

and suggests further possibilities of research. 

 


