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Abstrakt

Nézev: Marketingovéa komunikace bézeckého projektu — Sokolsky beh republiky

Cil prace: Analyza a zhodnoceni marketingové komunikace Sokolského béhu republiky

v sezon¢é 2019, coz byla premiérova sezona této bézecké udalosti.

Pouzité metody vyzkumu: Pro naplnéni cili této bakalarské prace byly pouzity

kvalitativni metody vyzkumu. Prvni vyzkumnou metodou byl polostrukturovany
rozhovor s tiskovym mluvéim zdvodu. Dals$i metodou bylo zucastnéné pozorovani a
cerpani dat ze sekundéarnich zdroji. Vyzkum byl doplnén o vysledky z elektronického
dotaznikového Setieni. Dotaznik byl vytvoren skrz platformu vyplnto.cz a distribuovan
do Facebookovych bézeckych skupin. Respondenti vypliovali dotaznik zcela anonymné

a dobrovolné.

Vysledky: Vysledky prace ukézaly kvalitu marketingové komunikace bézecke udalosti —
Sokolského béhu republiky na zékladé teoretickych poznatkli. Zhodnotil se také nazor
vetejnosti na dosavadni marketingovou komunikaci a zjist'ovalo se povédomi lidi o tomto
zavodu. V zavére pak kromé zhodnoceni premiérové sezony byly piedneseny i piipadné

doporuceni pro komunikaci v ndsledujicich sezonach.

Kli¢ovéd slova: marketing, komunikacni mix, analyza, strategie, premiérova sezona,

bézecka udalost



Abstract

Title: Marketing communication of running project: Sokolsky b&éh republiky

Main goal: Analysis and evaluation of marketing communication of Sokolsky béh

republiky in season 2019, what was the premiere season of the project.

Used research methods: Goals of this thesis were accomplished with usage of qualitative
research methods. First used method was semi-structured interview with a spokesperson
of the Sokolsky béh republiky. Another one was a participated observation and secondary
internal data provided by company Raul. Additional method was electronic questionnaire
that was created on internet portal vyplnto.cz. It was distributed to the responders through
Facebook running groups. Responders were random runners who responded voluntary

and anonymously.

Results: Results revealed the quality of marketing communication of running event —
Sokolsky béh republiky based on the theoretical knowledge. Public opinion about existing
marketing communication was also evaluated and survey’s outcomes verified the public
awareness of this event. In the discussion were mentioned recommendations for the

future marketing communication improvements.

Key words: marketing, promotional mix, analysis, strategy, premiere season, running

event
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1 Introduction

Running events for the amateurs and the sport enthusiasts are spreading and getting more
popularity around the world, and the Czech Republic is no exception. Accompanied with
a trend of a healthy lifestyle, people can be seen running in the parks or on the streets
more often nowadays than before. Community of runners is expanding, and it opens the
space for more running events on the market. Including but not limiting to long-distance
marathons, half-marathons to running series and relays, as well as shorter distances or
children races. As the competition is getting wider, it is more difficult for the organizers
to keep the clients and attract new ones to participate in their race exclusively. Apart from
the perfect organization of the event itself, the key factor for extending the clients pool
by increasing the awareness of the events, is the marketing strategy and the marketing

communication plan.

This thesis will focus on marketing communication of the running event, Sokolsky
beh republiky, which is the new project from Czech Republic, created by sports
marketing company Raul s.r.o in cooperation with physical unity Sokol. What makes the
project Sokolsky béh republiky different from the other running races is the mission of
the celebration of the establishment of the first Czechoslovakian republic in a healthy and
sporty way. Sokolsky béh republiky had its premiere in 2019 and happens yearly on 28™

of October as this date celebrates the establishment of Czechoslovakia.

The aim of the bachelor work is to examine and evaluate marketing communication of

Sokolsky béh republiky during the season 2019. It is important to remember that the
season 2019 was the first-run, so the awareness of the public was low, and the biggest
focus was in launching the product on the market. The analysis may help to spot the gaps
and reveals weaknesses in existing communication of the project. Another purpose is to
attract more runners to participate in this event in the future and create a big anniversary
celebration of the country. It will be accomplished by in-depth analysis of the secondary
data, conducted interview and the survey. The paper will include the recommendations
and the proposals for more effective marketing communication strategies, to be used in
the future editions of the event. Achieved results and strategies will be presented to the

company Raul s.r.0, the responsible body for marketing communication of Béh republiky.



Me as the author of the thesis have worked for Raul s.r.o from 9" of September until
1** of November, what gave me access to the secondary data used in the thesis. All data

used is with the permission of the spokesperson of the event, who was interviewed.
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2 Theoretical part

Theoretical part of this thesis aims to provide reader with basic backgrounds of marketing
communication. After reading through the theoretical part, reader should have better
understanding in practical part of the project. Theory is mostly based on literature and

researches that are not older than 10 years. Exceptions can be seen in rooted definitions.

2.1 Sports marketing

Marketing is widely ranged tool in any kind of profit or non-profit business area and the
sports environment is no exception. As FERRAND and MCCARTHY (2008) mention in
their book, the first signs of sports marketing could be related to 1870s, when tobacco
companies placed cards of baseball players in packs of cigarettes to boost sales and
develop brand loyalty. Also, one of the first examples of an amateur athlete being used
for the public relations or advertising, was in 1936, when Adidas gave Jesse Owens free

shoes during the Olympics in Berlin.

Since then sports marketing was developing as sponsorships between brands and athletes
were emerging more, and TV markets were expanding, so sport products, and sport teams
were appearing on TV more often. The new era and another evolution came together with

social media.

All in all, the way of defining sport marketing could be: “Sport marketing is the specific
application of marketing principles and processes to sport products and to the marketing
of non-sports products through associations with sport” (SHANK and LYBERGER,
2014, pg.5).

2.2 Sporting events

Sporting events are one type of sport products. As BUHLER et. al. (2006) explain in their
working paper, we can have two types, the core products and their extensions. The core
products are the initial games, competitions, sporting events and the secondary products
are their extensions as goods or services related to them, including merchandising,

catering, hospitality or information services.
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Organized sporting events can be divided between two groups of professional and
amateur ones. Sporting events for amateurs are those, for which participants don’t receive

any kind of compensation. (SHANK and LYBERGER, 2014)

Referring to CASLAVOVA (2009), marketing of sporting events focuses mainly on
getting customers, while using viewers, fans and active sportsmen motivation via the
event itself. Sporting events try to reach consumers emotionally, so they can get attached

to the event and its creator.
For understanding the work of marketers, it is important to realize, what factors exist in
sports industry. Three fundamental components are the sports users, the sports products

that they use and the sports products suppliers.

Chart n. 1: Simplified model of the consumer- supplier relationship in the sports

industry
Consumers Products Producers and intermediaries
Spectators Events Ownership
Participants » Sporting goods *  Sanctioning bodies
Corporate or Business personal training Sponsors
. for sports Media
SPQH'E infﬂrmﬂtil)ﬂ Agents
Equipment manfacturers

Source: Shank and Lyberger (2014, pg. 18)

2.3 Marketing communication

We can say that marketing communication, also known as a promotion, is a subsystem of

marketing mix, which retains its importance during the whole existence of the product.

According to MIHAI (2013), promotion involves all kind of communication with
consumers not just the advertising. It is the way, how sport marketers keep in touch with
customers and inform them about the product, about its benefits or how they persuade
them that it is worth trying. “The aim of promotion is to encourage consumers to develop

a favourable opinion about a sports product which is aligned to a predetermined
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positioning strategy and to stimulate consumers to try the product” (MIHAIL 2013,
pg.302).

As reported by KARLICEK (2018), promotion as well as the other marketing tools must
be coming out of the overall marketing strategy. For well-working strategy, it is also
important to follow the communicational goals. If company wants to raise the awareness
of the product or increase the loyalty towards the brand, or just increase the selling, etc.,
in all cases marketers must decide, which aspects of the product should be stressed out in

the campaign.

2.3.1 Integrated marketing communication

While talking about marketing communication nowadays, what we probably mean is the
integrated marketing communication (IMC). In contrast with mass communication,
which was trying to reach and affect as many customers as possible at once through one
platform, IMC focuses on more selected groups and tries to reach their needs and keep
their loyalty through integrated process of communication, where brand becomes part of

sharing, programming and life experience.

According to KITCHEN and BURGMANN (2010), IMC emerged at late 20" century
and its importance has been growing since then, owing to the influence of information
technology changes. Development of media, demassification of a consumer’s market and
the influence of the internet are just some of the areas that have created challenging and
competitive environment for marketers to attract the customers and create a long-lasting
relationship with them. “IMC can help in creating coordinated and consistent messages
across various channels of communication. Furthermore, the concept is especially
valuable in that it places great emphasis on the importance of all stakeholder groups and,

in particular, on customer loyalty, which can only be created through strategic

relationship building“ (KITECHEN and BURGMANN, 2010).

The definition mentioned above is confirmed also by Percy (2018), stating that IMC
provides a great approach to building an effective communication for brand or company,
because it starts with planning and building a consistency of a message and an execution.

Strategic planning process assures that accurate message hits the right audience at the

13



right time, and keeps the correct information, no matter through which media is being

delivered.

Blakeman puts the definition this way: “IMC, also known as relationship marketing,
works to interactively engage a specific individual, using a specific message through
specific media outlets. A goal is to build a long-term relationship between buyer and
seller by involving the targeted individual in an interactive or two-way exchange of
information” (BLAKEMAN, 2018, pg. 4).

According to BLAKEMAN (2018), well-performed IMC is directed by several factors
like research, database development, creating an interactive relationship, building loyal
customers, employing correct media tactics, evaluation, use of the internet or the

promotional or media mix and the others.

Related to sport appears the sports integrated marketing communication, shortly SIMC,
which comes out of the classical IMC process model, but concentrates to sports.
According to BEECH, BEECH and CHADWICK (2007), the sender, media and message
keep the place, but the receiver can be any number of people, who have an interest in

sport or sports for all manner of reasons.

Sports businesses can use communications loop to contact the receiver directly, for
example via email about the information, way before the information gets into the media.
It can evoke the feeling of importance in customers and enhance the level of loyalty.
SIMC model is demonstrated in the chart below.

Chart n. 2: SIMC model

| ~ SPORTS CUSTOMER/AUDIENCE RELATIONSHIP MANAGEMENT

Sports marketing communications context

Sender |* Message |* Media [ Receiver

|
‘ Communications loop ‘

SPORTS IMAGE AND |
BRAND MANAGEMENT

Source: Beech, Beech and Chadwick. (2018, pg. 218)
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2.4 Promotional mix

For making marketing communication effective and functional, marketers use different

instruments included in a promotional mix.

Referring to IRWIN et al. (2008), traditional promotional mix consists of four categories:
advertising, publicity, sales promotion and personal selling, but these four groups do not
adequately address characteristics relevant to sports. For example, recruiting of an athlete

by coach is intended to result in a transactional sale.

Due to this reason, we can see promotional mixes being a little bit different from each

other depending on the authors and their literature or publications.

SHANK and LYBERGER (2014) include advertising, sponsorship, personal selling,

public relations and sales promotion to the promotional mix in their literature.

MIHALI (2013) involves into the promotional mix also licensing as the process, which
gives sport organizers the opportunity to establish a presence in a specified marketplace

while also creating a new source of revenue.

According to KOTLER's (2007) literature, marketing communication mix sustains of

advertising, personal sale, sales support, public relations and direct marketing.

BLAKEMAN (2018) involves in promotional mix, additionally to public relations,
advertising, direct marketing and sales promotion, also out-of-home and transit, the
internet and social media, mobile, and alternative media. He also presents the media mix,
which breaks the promotional mix down to the specific media’s platforms like twitter,
guerrilla marketing, direct mailing, Instagram, gaming etc... Concentrated media mix
focuses all the communication into one medium, while assorted media mix spreads

between more.

Without any doubts each of the promotional instruments plays important role in

marketing communication and with the proper combination of using them, marketers can
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achieve wanted results. Which one to choose and how to use them depends on overall

objectives, the targeted audience and the level of the attachment or loyalty.

2.4.1 Optimization of promotional mix

According to PRIKRYLOVA (2019), the choice of a marketer creating a promotional

mix is influenced by following factors.

Character of the market

Depends on the targeted audience. If the group of the customers is
narrow, appropriate way is to choose personal sell to mass
communication media. The same applies with luxury goods.
Character of the product or the service

Difference in products shows the difference in chosen communication
channels. For example, for industrial products or products with
constructional needs would be chosen personal sale, while for the
ordinary products or services could perform better the mass
communication. Different promotional instruments are used also for
different series of products from one company.

Life cycle of the product or the brand

The life cycle of each product has 4 stages. Introduction phase is the
first stage, where the aim is to inform. Marketers use direct marketing,
exhibitions, testing products promotions and the activities on the social
networks. Next phase of growth is the stage focused on selling. Focus
is on motivating customers to purchase. Marketers persuades the
consumers to choose their brand. Third phase is the maturity of the
product or the service. At this stage marketers reminds the clients about
their product or service. They do different sales to keep the attractivity
of the brand. At the fourth stage the product is in decrease, marketers
don’t put a lot of communication attention to this product.

Price

Price is another element deciding about the construction of the
promotional mix. Advertising is useful, when the price for one piece is
low and the targeted group is wide, because the costs of personal

selling would be too high.
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e Available financial sources
Every company has differently available financial sources. Especially,
small or middle businesses cannot afford an expensive advertisement

in TV or magazines.

After considering all the factors, marketers are ready to choose appropriate channels to
create a promotional mix designed for the needs of the company, organization, product
or event. As this thesis is focused on marketing communication of sporting event,
following paragraph will introduce the process of selecting a convenient way of

promotional attitude towards it.

2.4.2 Event’s promotional selection process

JACKSON and ANGLISS (2017) sets four main components that should help with
deciding about the organization of the event. They are shown in the figure below.

Chart n. 3: Four main components

/=
S

| P Tools
=
\ Customers

Source: Jackson and Angliss (2017, pg. 2)

According to JACKSON and ANGLISS (2017), direction defines if we want to reach
customer directly or indirectly through the intermedia. It also says weather the
communication will be one-way or two-way. Channel represents the part of promotional
mix, via which we will primarily reach the targeted audience. The third part to choose are
the tools of the promotional channels. All these three components influence the customers
and try to bring them positive message that makes them attend the event. It is unlikely

and unwise to choose just one of the communicational channels for the events.
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As stated by KARLICEK et. al. (2016), communication strategy and communication
objectives correspond to the situational analysis, communication strategy correspond to

communication objectives, and all the promotional activities correspond to set budget.

Following pages will emphasise an explanation of promotional mix instruments. The
most attention will go to advertising, direct marketing, public relations, sponsoring and
digital marketing as they were mostly used during the event and so will be primarily

mentioned in case study section.

2.4.3 Instruments of promotional mix

2.4.3.1 Advertising

Advertising plays an important role in a promotional mix. When somebody says
marketing communication, the advertising is one of the first things that comes to layman’s

mind.

KOTLER and KELLER (2007) defines the advertisement as any kind of paid form of
impersonal presentation or promotion of the ideas, goods or services. The use of the
advertisement can be related to purpose of the increasing preference of the brand or for

building an attachment to a brand.

According to MIHAI (2013), advertising is one-way paid message about the sport product
mediated through some communicational canal, and it makes sport more popular.
Advertising is considered as controlled instrument, which carries the content consisted

only of the information that organization wants to deliver to the receivers.

To sum up, interpretation of the advertisement can be assigned with the adjectives like
non-personal, mass spread, controlled and paid. The cost of the advertisement is lower
comparing to the personal sales, as it can reach a wide spectre of customers via one mass
communication media. On the other hand, advertising spot in TV or during the major
sports event can be calculated in millions. It can be also divided depending on the

following purposes of advertising.
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e Informative advertisement
e Convincing advertisement
e Reminding advertisement

e Boosting advertisement

Informative advertising focuses on building the awareness of the brand or its new
products, or the products functions. It should get into the consumers’ minds, but not at
the expense of the personal attitude towards the brand or product. Convincing
advertisement is being used to create the popularity and the preference to the brand. It
tries to make people like the product and always pick it over the substitute. Reminding
advertisement appeals on repeated purchase and boosting advertising is trying to assure
consumers that they did the right decision in choosing their products. (KOTLER and
KELLER, 2007)

The other aspect that forms the advertising is its budget. Capacity of the budget depends
on the role of advertising in marketing communication of the company, on the size of the
company, the purpose of advertising, strategic marketing plan, market share, competition

or the frequency of advertising and the others.

Back to MIHAI (2013), the major issue of sport marketers is weather to stress the range
or the frequency. Range identifies potential customers and the frequency refers to the

number of exposures required to reach the customers.

The advertisement is being mediated through distribution channels and divided into
following categories.

e Print advertising (newspaper and magazines)

e Telecommunications advertising (television and radio)

¢ Online advertising

¢ Out-of-home advertising

e Product placement

19



2.4.3.2 Personal selling — Direct marketing

Personal selling and direct marketing are narrowly connected areas in promotional mix.
Easily said, directed marketing can be considered as an easier, cheaper and more
accessible approach that came out of the personal selling. That is why, promotional mixes

use to mention one or the another.

TODOROVA (2015) describes personal selling as a two-way process between seller and
a buyer. It involves oral presentation and personal conversation, where seller presents
goods, ideas, or services with an intention to persuade a client to decide for his product.
The aim of the personal selling is to affect the purchase by building a long-term

relationship with clients and retailers.

According to MIHAI (2013) in sport environment promoting the products in one-to-one
way between the organizations and sport client is one of the most effective approaches.
The goal of a personal selling is to give an extra information about the product in a sense
that it is not visibly targeted on sales. Sports marketers seek to build the awareness of the
organization or the product through the goodwill and social involvement of the fans or

clients. Face to face communication also bring the better way of feedback.

As IRWIN et al. (2008) mention in their publicity, the most important aspect of the
personal selling is that it brings a human element into the relationship between sport

organization and the customer and allows the two-way communication.

Direct marketing can be defined as: “A use of direct channels to attract the customers
and to address goods and services to the consumers without using the marketing media
(the middle distributing mediums). These channels are direct mails, directories,

telemarketing, internet webpages and kiosks” (KOTLER and KELLER, 2007, pg. 642).

Nowadays, most of the modern companies are already familiar with direct marketing. The
lead in this way of promotion is taking emailing, which is cheaper, faster and more
flexible as the other manners, even though there is a risk of spam protection. Mobile
marketing also plays its role, as it is possible to reach the customer via text message or

media message.
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According to KARLICEK (2018), the task of direct marketing campaigns is often a try
to increase the orders of already existing customers. If the offer is for complementary
product, we will talk about a cross-selling. If the seller tries to sell the upper version or
the innovation of the product, the process is called up-selling. It is the instrument also
used for keeping the loyalty, for example by sending a free present to the clients. In case
of targeting the new customers, direct marketing manages the preparation, before the
seller contacts buyer.

Direct marketing is often linked with CRM (customer relationship management)

marketing, so the company can direct on buyer’s needs.

2.4.3.3 Sales support

Sales support or sales promotion is an instrument, which helps to highlight the process of
selling. It involves any kind of discounts, promotions, coupons, favourable offers, loyalty
programmes, contents and others. Implementation of these backgrounds often leads to the
immediate increase of the sales, but on the other hand, disadvantageous can appear later
sales decrease. Later sales decrease can be caused by products being bought in a bigger

amount during the sales.

According to KARLICEK (2018), as a part of the sales support is considered also the
communication in the centre of sales. There are two types POP (point of purchase) or
POS (point of sales). That includes different stands, transparent, models of products and

the others communication tools placed in the shops or at the places of happening events.

2.4.3.4 Public relations

Public relations or shortly PR is an important part of promotional mix. The function of
PR is to promote and keep good name and image of the organisation and its products in
the eyes of the target group, publicity sponsors or investors. To achieve positive publicity,
it is important to maintain good relationships with media and journalists. The publicity is
not paid compare to the advertisement, but it forms people’s opinion as its spread through

the media that keeps the credibility in public’s mind.
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PR is essential in every business area and sport is not excluded. As reported by L'ETANG
(2013), Public relations are involved in all fields weather talking about events, major
sponsorships, increasing participations or media right deals. “The role and practise of
PR, which includes media relations, promotion, corporate communications, issues and
crisis management, advocacy and public affairs, and lobbying is therefore an important

aspect of sport business” (L'ETANG, 2013, preface).

In a comparison to L'ETANG (2013), KOTLER and KELLER (2007) divide PR
activities into these 5 categories:
e Relationship with press
» Presenting the news and the information about the company
e Publicity of product
» Effort to present products in the best possible way
e Corporate communication
» Support of company understanding of inter and extern communication
e Lobbing
» Negotiations with representatives about legislative measures
e Consulting

» Recommendations for the management

Conforming to MIHAI (2014), public relations include the range of activities, especially
community and media relations activities that support building positive relationships
between the company and its target audience. Important for PR’s activities are also a
customer’s opinion of the company and his attitude towards products. Feedback provides
marketers with information about the general satisfaction of the organization and shows

them, if they are communicating the positive image of the company.

While looking back at KOTLER's and KELLER s (2007) publication, we can see
mentioned marketing public relations (MPR). Purpose of MPR is to support promotion
of the organization, product or create an image, and it serves exclusively for marketing
department of the company. MPR plays an important role in following tasks.

e Assistance in launching a new product

e Assistance in re-establishing the already existing product
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e Creation of the interest in products category
e Influencing the specific target audience
e Defence of the product with public problems

e Creation of positive corporate image

For accomplishing tasks mentioned above and for creating the good image and name of
the organization and its products PR department does various publications, events, news
and reports, press conferences, press releases, medial identity processes, media rights,

charities and foundations, sponsorships.

2.4.3.5 Sponsorship

Sponsoring is a targeted communicational activity that connects a brand, event or product
with the third party. If the sponsorship is managed properly, it is convenient for both
subjects and both parties are benefiting from it. That is also why, many times we hear the

word partnership more than sponsorship.

In some literature sponsorship is an independent element in promotional mix, in other
publications as a PR activity. Where to assigned sponsorship depends on its importance
in marketing strategy of the organization. As interpreted in VYMETAL (2008) book of
communication, sponsoring in PR is used for maintaining good relationship with publicity
and a good reputation of the company. Its role is to induce a positive vibe through some
financial or other support of a product, event, company, etc. In summary, VYMETAL
(2008) says that sponsoring has its meaning as a social instrument to influent the
relationships with publicity as well as a part of marketing communication mix. He also
divides sponsorship into following categories depending on its purpose:

e Social sponsorship — The purpose is a humanitarian help in need or help
during big events, where sponsor is helping for a good thing, while he will get
is part exchange later.

e Commercial sponsorship — Based on the method “Quid pro quo”

e Professional sponsorship — Sponsor supports starting business

e Specific sponsorship — Focused on specific area like sponsorship in science,

media, culture, ecology ...
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L’ETANG (2013) gives a good presentation of sponsorship in sport in her book. “The
essence of sport sponsorship is the establishment of an alignment between qualities
associated with a product or service and a sporting skillset, event or elite. A virtuous
circle can reinforce the core values associated with the sporting and non-sporting
elements of the partnership in mutually beneficial way that enhances the positioning of

both elements in their respective markets” (pg. 100).

Sponsor is one type of consumer in sporting industry. SHANK and LYBERGER (2014)
connects sponsor’s behaviour with the activity of exchanging its money or products for
the rights of associating its name or product and sporting events, sporting team, athlete,
league or sporting organization. Sponsor decides what will be sponsoring and on which
level. Sponsorship helps achieve several objectives:
e Corporate
» Public awareness, corporate brand image, community involvement
e Marketing
» Brand positioning, reaching targeted markets, increasing sales
e Media
» Generate awareness, enhance, advertising campaigns, publicity
e Personal

» Management interests

Sponsorships do not always provide the same level of partnership between the parties.
They differ due to the value that businesses provide to the sponsored entity. Depending
on how much money they contribute or which products they bring modify the level and
rights of the partnership.
According to PRIKRYLOVA et. al. (2010), sponsorships divide into 5 categories:

e Exclusive partner

e General partner

e Title partner

e Exclusive partner with the exclusive rights in a category

e Sponsor / supplier
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2.5 Trends in marketing communication

2.5.1 Online marketing

Online marketing consists of marketing activities proceeding on the internet. It includes
several subfields that are important for achieving effective marketing strategy, while
some of the activities are indispensable parts of marketing communication instruments.
These subfields are search engine marketing, UX and design, social media, web
content, and emailing. Internet environment has earned its popularity, because it is
cheaper and more accessible, especially for small or middle businesses, and daily used,

especially among younger generations.

Content marketing institute defines content marketing: “Content marketing is a strategic
marketing approach focused on creating and distributing valuable, relevant, and
consistent content to attract and retain a clearly defined audience — and, ultimately, to
drive profitable customer action” (PULIZZI, undated). It can be used in every form of
marketing not just online, but while talking about marketers, creating the web contents
for the companies, it is favourable to imply content strategy. It is the way, how

organizations can vary from each other, and how to show their qualities.

Emailing is an online marketing activity that uses newsletters as a form of communication
for informing the audience about the news happening in the company, about the products,
sales, timetables and the others. In the newsletters is important to give the consumer an
attractive and selected information. It is good when newsletters are clear and with
interesting graphics. Other aspects of emailing are for example, welcoming emails,

promotional emails or the others.

2.5.1.2 Social media

In comparison to traditional media like TV, newspapers, magazines, etc., social media
are two-way communicational channels that enable immediate interaction between the
sender of the message and the receiver. Users (senders of the message) posting videos,

photos, messages or other contents on the social media platforms are able to do in the
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most of the cases for free, as well as the receivers are able to immediately watch it, and

even leave a feedback or reach the sender with the message.

HOLLAND (2015) defines social media and web this way: “Web 2.0 and social media
are the new forms of applications such as social networks, blogs, media sharing and
discussion forums, that enable user generated content that results in relevant and
meaningful information and outcomes at a social network level, for example group
opinions, social connections, tag clouds and virtual worlds” (pg.9)

According to HOLLAND (2015) sports marketing follows several objectives in relation
to fans or sport public’s engagement including rising the interest and awareness of sport,
increasing participation in sporting events, selling tickets or TV rights or supporting the
brand image. He sets the example of usage of social media to fulfil sports marketing

objectives in following table.

Chart n. 4: Sports marketing and social media strategies

Sports marketing

objective

Social media strategies

Evaluation

Develop brand and
awareness of sport

Offer news and competitions on social media platforms
and own platform, encourage fans to share recent
experiences. Share proprietary content that 1s only
available to social media users. Integrate individual
athletes” social media presence with club and federation
strategies.

Online and social media performance
measured by umque visitors, posts,
Facebook likes, Twitter followers and
simple content analysis.

Understand fans’
nterests and opinions.

Generate awareness of
specific event or product

Listen in to discussion forums and take part. Develop
techniques to identify the most influential websites and
opinion leaders.

Buzz marketing, encourage existing fans to promote the
event with offers that can be tracked through social
media. Reward fan advocacy.

Quality of insights gained from social
media research.

Online and social media sales relative to
other channels.

Ticket and subseription
sales: Digital

Online promotions should include paid search, Internet
advertising, email and affiliate marketing through social

Total sales and cost per sale split out by
channel.

Advertising media.
o Usg dlgltal_medla including [_mernel, \_'ldcu. mobile and Feedback from fans collected through
Enhanced digital social media to enhance the fan experience through . . . =
. . . L discussion forums.and social networking
experience multiple perspectives, highlight repeats and commentary =

from experts and other fans.

sites.

Build ties with
individuals and fan
networks

Develop CRM strategies to make customized offers and
promotions to fans.

Source: Holland (2015, pg. 10)
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2.5.2 Word-of-mouth marketing

“Word-of-mouth marketing (WOM marketing) is when a consumer's interest in a
company's product or service is reflected in their daily dialogues. Essentially, it is free
advertising triggered by customer experiences—and usually, something that goes beyond

what they expected” (KENTON, 2020).

Magic of WOM marketing is reflected in its nonchalant way of spreading. Information
flies around between family members, relatives, colleagues and so on. It is considered as
very reliable way of communication, because people usually trust recommendations from
family and friends. Even though, it costs no money, achieving the positive and effective

results from WOM marketing costs a lot of effort.

2.5.3 Viral marketing

“Viral marketing seeks to spread information about a product or service from person to
person by word of mouth or sharing via the internet or email. The goal of viral marketing
is to inspire individuals to share a marketing message to friends, family and other
individuals to create exponential growth in the number of its recipients” (KAGAN,

2019).

In comparison to WOM marketing, social media add a credit of super-fast sharing to viral
marketing. Using of the platforms like YouTube, Snapchat, Twitter, Facebook, Instagram
and others for viral marketing campaign enables marketers a wide range of the consumers.
The campaign can use instruments like videos, photos, games, challenges, contests,
messages etc. New trend is to work with influencers and famous people, who have a lot
of followers on social networks to use their help to promote a product, event or just spread

the idea or awareness of the brand through their accounts.

2.5.4 Influencer marketing

Beginning of influencer marketing appeared in connection with web boost in 2002.
Influencer in marketing vision is the person, who by his or her behaviour has the ability
to influence opinions of the others. However, the point of influencer marketing remains

the same, the way of accomplishing goals differs. We can also see a difference in the
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definitions of influencer marketing, one from publication 2008 and the other one from

2015.

“Influencer marketing is a new approach to marketing, important because sales forces
both understand and support it. It directly addresses the most common sales barriers
within prospective customers and focuses attention on those individuals who advise
decision- makers. We call these people influencers, and they are crucial to the sales

process as the prospects themselves ” (Brown and Hayes, 2008).

“Influencer marketing is the art and the science of engaging people who are influential
online to share brand messaging with their audiences in the form of sponsored content”

(Sammis et al., 2015).

2.5.5 Trends 2020

Marketing is a very dynamic environment, which is evolving every year, and businesses
that want to keep on the top of the market must very quickly follow and adapt their
strategies or even better come up with a new recipes for being number one in the eyes of

the consumers.

According to Forbes magazine, marketing in 2020 will follow these trends. Shoppable
posts are expected to be usual technique of buying in 2020. Social media represent the
tremendous opportunity for businesses in all aspects, given that 72% of Instagram users
have shopped via app. It is the easier and quicker way for e-commerses to reach the
customers. Virtual and augmented reality is another trend that should expand.
Augmented reality is already visible as for example, IKEA has the app that allows
consumers visualise how would the product looks at their homes. Virtual reality is
supposed to took over the augmented reality. Interactive content is another approach
that appeared to be attractive for customers. It is more effective and increase the
engagement of the consumers, what means that is also increase the awareness of the
brand, product or event. It keeps customers on the website, and it is much more sharable.
Personalization is going to be a trend of 2020. Customers tired of mass advertising of
products that have nothing common with them will appreciate more personalized emails

offers modified for their needs. Content marketing as was already explained in this work
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is continuing to be an important tool in marketing strategies that differ the businesses
through the quality. Video content appeared to be a successful instrument during the last
year. Also, the live videos are performing well as they keep the attention of the viewer
longer then the recorded ones (THOMSON, 2019).

The same trends predictions for 2020 were claimed by INC magazine. According to them,
personalized newsletters based on customers history and data will overperformed mass
communication and group emails will not be enough. Content strategy should be
diversified. It is important to combine written content and blogging with videos and
interactive content to entertain the consumers.

Social media shopping is also claimed by INC and stated as an easier and more

comfortable way for consumers to shop online. (HALL, 2019)

Article published by DECKER (2020) on Hubspot also agrees on all trends for 2020 that
have been mentioned. In addition, recommends marketers to use some more that are
expected to boom in 2020. However, it is already happening, it is expected to lean from
outbound marketing that carries one-way communication spread to as many people as

possible to inbound marketing that brings the value to the customer’s needs.

The attitude towards consumers has also change and will keep the flow in the following
years. Customers have stopped being considered as an afterthought but have been moved
into the centre of events. Attention to the customers should not fall after they buy the
product. When the attention is given to them constantly, they will value the product more
and advertise it by themselves. And the WOM marketing is the best strategy.

Chart n. 5: Funnel marketing and Flywheel marketing
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Source: Decker (2020)
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Recommended is also native advertising that is designed to blend in and promote the
brand to the new audience. Native advertising is advertising on the content
recommendations platforms or social media, or in campaigns. Working with the micro-
influencers is another admitted trend. Even micro-influencers have less followers, they

are usually more engaged and narrowly targeted. (DECKER, 2020)
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3 Methodology

“Research is simply a process of arriving a dependable solution to a problem through
the planned and systematic collection, analysis and interpretation of data.” (SINGH,
2006, pg. 1).

Regarding to OLECKA and IVANOVA (2010), methodology is a summary of methods
in a specific field, while a method is a system of scientific rules and principles.

Methodology examines a suitability of the methods and defends their usage in research.

In research can be used quantitative method, qualitative method or the mixed
method, which is a combination of both previously mentioned approaches. This bachelor

thesis is built on a qualitative research method.

3.1 Qualitative method

Hennink et al. (2020), describe qualitative research as a wide system of different
techniques and philosophies. Qualitative approach uses life histories or biographies,
content and visual analysis, observation, in-depth interviews or focus group discussions
to examine problems in detail and allows researchers to better understand the behaviour

or perspective of their objects.

3.1.1 Semi-structured interview

First qualitative method used for the thesis was a semi-structured interview with a
spokesperson of the Sokolsky béh republiky. Information gathered from the interview
served primarily for better understanding of internal procedures of marketing
communication of the project in the season 2019, but also showed up the opinions and
the visions for the future of the project. Interview was holding on a prepared structure,

but also created the space for open discussion, opinions and additional information.

Interview took place on 1.6.2020 at the working place of Raul s.r.o. Duration of the
interview was one hour, and it was recorded on the author’s cell phone. After the

recording was finished, author had transcribed it to the computer and added to the
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appendix of this bachelor thesis together with a signed permission of the interviewed

person.

Structure of the interview:
e Origin, creation and information about the project
e (Goals of the project
e Promotional mix of the event
e Sponsoring
e Advertising
¢ Online marketing
¢ Influencer marketing
e Sales support
e Charity

3.1.2 Documents analysis

Another used method in the thesis was analysis of the texts and the documents.
Documents consisted of internal secondary data, and access to them was granted as the
researcher worked for Raul s.r.o which was the company organizing the event.
Available sources of secondary data:
e Internal documents — PowerPoint presentation of the evaluation of Béh
republiky 2019

e Webpage — www.behrepubliky.cz

e Social media — Facebook: Sokolsky béh republiky, Instagram: Sokolsky béh
republiky

3.1.3 Participant observation

Researcher had a chance to see the process of promoting and organizing the event in
season 2019, while working in the Raul s.r.o from 9™ of September until 1* of November
in 2019. Observation helped in understanding event’s environment and helped to form

opinions and proposes that are mentioned in the discussion.
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3.1.4 Electronic questionnaire

Electronic questionnaire was used to bring to the research a different kind of data and
information. Data were collected with an anonymous questionnaire through the platform
vyplnto.cz. Questionnaire was created by researcher and consisted of 31 questions what
included also open questions, closed questions, half-open questions and scales questions.
Questionnaire was distributed to the responders through social networks, more
concretely, it was placed in following running and sporting groups on Facebook:

e Bézecky rozcestnik

e Organizované béhani Praha

e Bé&hame pro radost

e Sneci v béhu

e Adventni behani

e Part’aci na sport Praha

e B¢éh Brno

e Asociace student FTVS

The sample consisted of 102 random amateur runners, who voluntarily filled the
questionnaire. Data from the questionnaire were gained through the computer technique
and portal vyplnto.cz distributed them for me. The aim of using this method was not to
verify hypotheses, but to get a perspective and opinion on the event from the public, as
well as figuring out the public’s awareness of the event. It served as a complementary
method to later evaluation and suggestion part of the work. Responses were collected

from 15™ of May to 3™ of July. Survey can be seen in appendix.
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4 Goals and tasks of the work

4.1 The main goal

The main aim of this bachelor thesis is to examine and evaluate the marketing

communication of the running event Sokolsky béh republiky in the season 2019. Then

based on the results, suggest the innovations and the new methods for the more effective

communication of the project in the following years.

4.2 The tasks

To reach the goals of the work, it is necessary to complete the following tasks:

Study of the scientific literature of marketing communication

Examination and the analysis of texts and documents of “Sokolsky béh republiky”
Interview with the spokesperson of the event

Processing the observation of the event in 2019

Detection and the analysis of results of the electronic questionnaire

Evaluation of “Sokolsky beh republiky 2019”

Introduction of the innovations and the new methods in marketing communication

to project Sokolsky beh republiky
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S Results of practical part

Practical part analyses and evaluates marketing communication of Sokolsky b¢h
republiky in season 2019 and presents results from the questionnaire. Information

proceeded in this part comes from all the sources, mentioned in the methodology.

5.1 Results based on interview and secondary data

5.1.2 General information

Sokolsky béh republiky is a running event for amateurs that celebrates an establishment
of the first Czechoslovakian country. The official title is Sokolsky b&h republiky, but also
shorter version - Béh republiky can be used. The idea of this project arose in Raul s.r.o
which is an agency focused on sports marketing communication. The reason for creating
a running event was to put Sokol, that is a physical unity with long history in Czech
country, back to people’s minds. Other than that, project aims to support healthy lifestyle

and celebrates an anniversary in connection with sport and history.

“Our company works for Sokol, so we were thinking, how to activate this brand and put
its awareness back to people’s minds. Running is currently very popular and 101*
anniversary was about to come, so we had created a motto that we would run together
into the second hundreds of our country. Sokol was excited about the idea, so nothing

stood in the way and we could start planning the event” (Interview, 2020).

After the idea got an approval from the management, from Sokol unity and from the other
parties, summer vacation was over and there were less than 2 months left to organize the

project. Community did not know the project and calendar of running events was tight.

As the spokesperson of the event mentioned (Interview, 2020), challenging aspect in
communicating and promoting Bé&h republiky was that the event was new, and people did
not know it. Other challenge, mainly for marketing and communication, was that Sokol
is a huge brand connected with country’s history and traditions, which organizers were
trying to keep, and were trying to create an event that would be dignified to the name

Sokol.
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5.1.3 Goals and Visions

According to the spokesperson (Interview, 2020), after the main idea, what was
promoting the brand Sokol, next purpose of the event was to connect all the Sokol
physical unities and people in the republic and run together into the other hundred years

of the country.

“The primary goal for our agency was to create a beautiful Prague race. Other than that,
we wanted to reach 2000 runners in the whole republic, what afterwards became real
also thanks to the two cities in the USA, that had participated. For the first year had
participated 12 Sokol unities across the Czech Republic and two in the USA — Portland
and Washington D.C. The goal for following years is to double the number of participants
every year and to make run people and Sokol unities in the whole country, and even

beyond the borders” (Interview, 2020).

5.1.4 Target group

Béh republiky got its premiere on 28™ of October 2019. Kids races were happening
around lunch time and main run had a single start, beginning at 2:30 pm, when runners

from all 12 Czech cities and two American cities ran together to the new hundred years.

According to the spokesperson of the event (Interview, 2020), event itself was for
everybody, however it might not be that attractive for professional runners as there was
no prize money, neither any points to the charts. Profile of the track was not difficult,
and length of the track was about 5 kilometres, depending on the cities. There were also
races for children, half kilometre for younger kids and one kilometre for older. Generally,
it was more for the beginners, but mainly for people who have some relationship to Sokol
or history, or for those, who wanted to get to know more about it, and celebrate the
anniversary together. People were also encouraged to dress or to paint their faces into the

national colours.
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In each town, Sokol unity prepared its own accompanying programme for the runners and
for the audience. Program content related to Czechoslovakian history, Sokol traditions or

other sport activities.

Based on the observation, the initial plan was to reach 2000 runners in the first season
with a capacity of 1000 runners in Prague and around 100 or less runners in regional
races. Few days before the event, some of the regional races had full capacities, so due to
the big interest organizers decided to increase the capacity in some of the regions. Prague,
on the other hand, achieved just half of the wanted number, but regional races balanced
the ratio and targeted number of participants was achieved. The attendance of the first

year indicated 2146 participants. Ratio is indicated in a chart below.

Chart n. 6: Attendance of Sokolsky béh republiky 2019
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Source: Internal secondary data

5.1.5 Price

Price for the tickets depended on the city of the event. For Prague, the pre-registration
online price was 600 CZK for the main race, and 200 CZK for the children race. Starting
fee was also possible to buy on a race day, where the price should have been higher, 800

CZK for the adults, and 300 CZK for the children, but at the end, organizers decided to
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keep the online price, so they would attract more runners. The price of Prague race
responded to Prague starting package which included a running T-shirt for everybody,
some little souvenirs from the sponsors and the medal that was received in the finish line.
Price in other regions was lower, but a basic starting pack did not include running T-shirt.
Price for the main races was around 150-300 CZK and kids paid 100 CZK or had the race

for free. For regional races was possible to register just online.

5.1.6 Budget and expenses for marketing communication

According to the spokesperson of the event (Interview, 2020), there was no specific

amount of money set aside for the promotion of the event.

5.1.7 Promotional mix

Communicational mix was formed out of advertising, sales support, online marketing,
sponsorships and public relations. Based on BLAKEMAN'S (2018) extension of
promotional mix to a lower media mix, we could characterize media mix of Béh republiky
as assorted for each of its promotional instruments. On the other hand, the reality of the
year 2019 being a premiere did not allow to use effective forms of direct marketing neither

word-of-mouth (WOM) marketing, nor viral marketing.

5.1.7.1 Sponsorship

Sponsorship played very important role during the organization of the event. According
to the fact that budget for the campaign and marketing communication was not set in
advance, the mission for the organizers was to keep the internal expenses as low as
possible. Based on the interpretation of spokesperson of the event (Interview, 2020),
sponsors were the most important element of the event. The main title partner was
Sokol, who provided background in each town, where the run was happening. This put

costs lower, as renting the place for the whole day usually costs a lot.

General partner of the project was the group CEZ that generated the budget basis. The
other partnership was with the city district PRAGUE 1 that provided the project with
few tens of thousands of crowns, another one was Ceska posta (Czech post office) and

CEPS that supported project financially. Another supplier was Ondraovka that
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supported event with the refreshments and thanks to them, event could provide runners,

volunteers and organizers with enough liquids.

Media partners were also important part of the project. Partnerships based on barter were
with Ceska Televize (Czech TV) that helped to promote project before happening, during
and after. We could apply boosting aspect of advertising on promotional activities which
were happening during and after the race. Altogether, B&h republiky appeared on Ceska
televize 5 times and the average viewership was 1.250 000 viewers.
A list of the broadcasts:

e Reportage Branky, body vteFiny

e Reportage Sport in regions — 1 time, 5 minutes, after the race

e Reportage Sokolsky zpravodaj — 2 times

e Interview on Sport news — 1 time before the race

Béhej.com, which is an internet platform for runners, and Run magazine as a media
partner brought B&h republiky closer to the runners and enabled its introduction.
Free-time internet portals Kudyznudy.cz and CityBee brought the project closer to the
public.
Béhej.com:

e Magazine — Big interview with founder of the race

e Webpage — 3x article about an event + webpage cover

e Social media — 3x post on Facebook and an Instagram support

Picture n. 1: Facebook profile béhej.com
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Picture n. 2: Article on béhej.com before the race
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Run magazine:
e Webpage — Editorial support and webpage cover
e Magazine — Introduction of the event

e Social media — 3x Facebook post and an Instagram support

Picture n. 3: Facebook posts on RUN magazine before the race
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Picture n. 4: Facebook post on RUN magazine after the race
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Other two media partners, radio Impuls and Denik.cz are on the edge between
sponsoring and advertising. They provided their services to the event with big discounts,

but as they were still paid, thesis will contain them in advertising section.

The other sponsors were Prague water supply and sewerage, Fastmedic and KROSS

bikes.

Each of the partners provided event with financial, or commodity, or background, or
medial support, what altogether led to the successful first year of the event. Each regional
event was also able to maintain some smaller partnerships which contributed with prizes

to a raffle or provided prizes for the winners.

According to the spokesperson (Interview, 2020), the biggest equivalent for the partners
was visibility at the place of the race. That means their name on the banners, gate, flags,
but also on a brochure that was sent to the racers. Apart from that Raul published PR
articles for sponsors, not only on social networks of Bé&h republiky, but also on the

networks of the other projects of Raul like Béhej lesy, SkiTour or Jizerska 50.
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Picture n. 5: Partners of the event
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5.1.7.2 Public relations

Looking back at Kotler’s and Keller’s (2007) MPR tasks, we can assign following tasks
to PR of Sokolsky béh republiky. MPR provided an assistance in launching a new event
of Raul s.r.o, created an interest in products category, influenced the specific target group

and created a positive image.

Into PR responsibilities belong building and keep good relationships with other subjects.
As it was already mentioned, Raul s.r.o that takes care of Sokolsky béh republiky
organizes also other sporting events. According to the spokesperson of the event
(Interview, 2020), T-shirts and medals for the event were obtained with a convenient

price, because of the good relationships with suppliers from the other projects.

Another PR activity is to transmit the information with a positive vibe through the media
to the public. Difference from the advertising is that PR performance is not paid. As it
was mentioned in theoretical part, there is a very thin line between sponsorship as a

communication tool and a sponsorship as a PR tool. In terms of media partners of the
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project, we could also characterize reportages in Czech TV or articles on sporting internet
portals as PR functions.

PR articles with an informative character before and after the race had been posted also
online on 4 portals like svetbehu.cz, sport.cz, parlamentnilistiny.cz and

vlasteneckenoviny.cz. They could possibly reach around 300 000 readers.

Picture n. 6: PR article on sport.cz before the race
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Picture n. 7: PR article on svetbehu.cz before the race
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PR activities for building good relationships with public included bringing the
information about event closer to people via interviews with interesting people connected
to Sokol or running. Articles were published on webpage of Béh republiky. Interviewed
people were organizers of the regional events, winners of the race or ambassadors. Based
on the data from the webpage, there are around 20 articles, where people can get more
information and can get more involved. Work also included cooperation with
ambassadors of the project, and operation on social networks, where many people were
getting instructions about the race. Runners could find pictures on the social networks,

share their experiences and there were new articles published after the race.

Picture n. 8: Article about regional race in Milovice

Lifestyle

PRATELSKA NALADA, POHODA A VZAJEMNA PODPORA,
T0 BYL BEH REPUBLIKY V MILOVICICH!

Richard Valousek | 20.11.2019
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Source: www.behrepubliky.cz

5.1.7.3 Advertising

As it was already mentioned before, Béh republiky did not have a big budget and most of

its publicity was linked with partners and sponsors.

One of used channel platforms was Denik.cz, which provided the print advertising and

the online advertising. The structure was following:
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e Headline — 4 times article on a title-page in Prague
e Editorial support — article about regional races
e Nationwide advertising — full page in a magazine supplement — “Vikend”

e Web advertising — cover of the webpage and banner

Picture n.9: Webpage of Denik.cz
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Source: Internal secondary data

Based on agency internal data, middle value of this advertising performance could get to
490 000 CZK and reach about 300 000 readers. Anyway, according to spokesperson
(Interview, 2020) the real amount that was paid for this platform was several times lower

due to the good friendly relationships.

The second printed advertising appeared in magazine STORY, where were two full-page
articles before the happening of the race and it got mainly informative and convincing

character.

Radio Impuls was a telecommunication advertising channel that was paid for about 2
weeks before the event and provided Beh republiky with following promotions:

e Spot campaign — 50 spots for Prague and Central Bohemian region

e Special programme presentation — Interview in nationwide broadcasting

e Points of regional interests — Information about the race
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e Contest on Facebook of Radio Impuls — One-week contest

Picture n. 10: Contest on Facebook of Radio Impuls
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Zahrajte si o startovné na Sokolsky béh republiky
28. fijna od 14:30 v Hellichové ulici na Malé Strané

0 6 1 Comment

Source: Radio Impuls Facebook page

Based on agency internal data, middle value of this promotion was about 494 300 CZK
and had a range for 1.971.000 listeners per week and 1.021.000 listeners per day what is

12.7 % of national radio range.

Out-of-home advertising was another way of promoting Béh republiky, however was
used less than medial campaign or the digital performance. “I do not think we did a lot of
outdoor advertising. Maybe there was some, but me personally, I stand for the digital
marketing. Digital campaign can easily tell us, how much does it cost, what range it has
or with what frequency does it reach people. With outdoor, we do not know how many
people saw that billboard, how many just passed by or how many get caught with it”
(Interview, 2020).

Out-of-home advertising was happening at rail stations. The rail advertising proceeded
on following distribution channels:

e CLV - City light vitrine 5x

e Varioposter — 2 x

e Billboard — 6 x
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The middle value for Out-of-home advertising was 88.450 CZK. Posters and leaflets were
used as a form of outdoor campaign as well, but those were sent to the regional organizers,

and so they could deal with that on its own.

5.1.7.4 Sales support

Sales support was present in several ways. According to the spokesperson (Interview,
2020) sales support was happening a lot through other sporting events of the agency Raul
s.r.o. Informative posts were appearing online on social networks - on Facebook and on
Instagram of projects like Béhej lesy (27 500 likes on Facebook) , Jizerska 50 (19 000
likes on Facebok) or SkiTour (7000 likes on Facebook). These profiles had much more

followers that could notice a new event.

There was a deal made with RunTour, what is also a running project and with Klanovicky
half-marathon, where were distributed the leaflets. Klanovicky half-marathon took place
on 20. 10. 2019. Based on data from the webpage of Klanovicky half-marathon, there
were distributed around 900 leaflets. The other way of sales promotion was a contest that

was happening on social media of Sokolsky béh republiky or on partner’s profiles.

5.1.8 Online marketing

Online marketing are all the marketing activities proceeding on the internet. It can
include, online advertising, online PR activities, online direct marketing, online sales
support etc. According to the spokesperson of the event (Interview, 2020), digital
campaign was crucial for the event as it was easy to access online data and its informative

value.

“Project was communicated primarily online. That means additionally to already
mentioned webpages, mainly on project s social media. The clue medium was Facebook,
because individual regional Sokol unities had Facebook as well, so it was easy to connect
the communication between all of them. Disadvantage of new project is that has a small
number of followers on social media, so we had to used paid digital advertising and

financially support posts. Apart from Facebook as a supportive medium was used
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Instagram. Some of our partners helped us with propagation on their social media as

well” (Interview, 2020).

For supporting social networks was used PPC advertising. PPC advertising, which means
“Pay per Click”, is a process, when the link on the product 's webpage or other platform
appears on the third source, in this case on Facebook and on Instagram and attracts
consumer’s attention. However, it jumps out to attract consumer, the company pays only
if consumer clicks on that link. The other online methods were usage of online banners
and retargeting method. Based on internal data, paid digital campaign reached 576 561

internet users.

5.1.8.1 Webpage

Webpage of Sokolsky béh republiky is designed into the tricolour of Czech Republic. The
appearance is simple and includes just the basic icons. It has highly informative character
as visitors could check the information about every place, where the run was happening.
Webpage inform about goal of the event and about the race in each city. Runners can find
out information about the length or the profile of the race, information about the schedule
or prices. Another thing are published articles that have informative but also entertaining
character as they bring different life stories or evaluations from particular races. Webpage

also includes contact information and link to the Facebook page of the event.

5.1.8.2 Social media

Social media play, day by day bigger role in online marketing. Social media shopping is
even in marketing trends for 2020. Sokolsky béh republiky uses for the communicating
and informing its runners Facebook and Instagram. Both were created last year in

September, when the existence of the event was confirmed.

5.1.8.3 Facebook

Facebook profile of Sokolsky b¢h republiky has currently around 1000 followers.
Facebook events were created for each race in the middle of September 2019. Interest

rate in these events before the race shows following chart:
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Chart n. 7: Interest in event on Facebook

Interest in event on Facebook

Prague 765
Décin 423
Bedfichov 301

Lomnice nad Popelkou 250
Babice nad Svitavou 220
Nové Mésto na Moravé 187
Pisek 177

Source: Custom table creation

On the main profile of B¢h republiky were communicated general information or top

facts about the event, and on the sectional events were information appropriate for the

particular town.

Through Facebook were used several tools of promotional mix. Sales promotion was
applied as a contest, that should entertain fans and engage their activity. Fans of the
Facebook page could respond to the question, what would they wish to the republic for
her birthday and post the answer into the comments section. Prizes were vouchers for
wellness in hotel Corinthia, that was a sponsor which contributed with prizes to the raffle,

or 2 free entries to the race. Draw of the winner was random. Reaction to the contest was

Terezin
Milovice
Kamenice
Jedovnice
Syrovice
Washington D.C
Portland

18 likes, 2 shares and 25 comments.
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Picture n. 11: Facebook contest

Sokolsky béh republiky .
October 20, 2019 - G
SOUTEZIM, SOUTEZIS, SOUTEZIME 11 X
Zahrajte si o0 poukazy na celodenni wellness pro dvé osoby do Corinthia
Prague a k tomu i o dvé& startownd na praZsky zévod Béhu republiky. 120
Ukol je snadny @& napiste nam do komentaie: Co byste popfali nasi
republice do dalgich let ?
Sout&Fit miZete aZ do Utery (22.10.2019) do 16:00. &

Tak hodné Sté&sti v tréninku i soutdZi. #§ A nezapomeiite, registrace bézi do
stfedy na www_behrepubliky.cz. SoutéZ neni Zddnym zpisobem
provozovana, sponzerovana nebo spojena s Facebookem.

|
B
Voucher

OCT  B&h republiky - Praha
2 Honza and 3 friends

OO0 1= 25 Comments 2 Shares

Source: Facebook page of Sokolsky béh republiky

Another promotion on Facebook was PPC advertising, and it was also possible to
purchase tickets via Facebook. It had served as a source of first moment information and
all the changes of the programme were mentioned on Facebook. On Facebook were
posted 9 video invitations from the ambassadors, that were uploaded every two days since

9.10. 2019 to 25.10. 2019.

The other way of promoting the event was through different running and sporting groups
on Facebook. There were 3 — 4 posts added to each of the following groups between mid-
September and 28" of October. Content of the first post was introducing the event, the
second post was showing the medal that people would receive in the finish line, the third
one was presenting the track of the race, and fourth was posted a day or two before the
race to remind people of the event.

Facebook groups:

e Bc¢hani Praha a okoli

e Organizované béhani Praha
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e B¢hame pro radost

e Part’aci na sport Praha

e Sportovni akce Praha

e Asociace studentll FTVS
e Chytry sportovni trénink
e B¢h Brno

5.1.8.4 Instagram

Instagram of Sokolsky b&h republiky is not as used as Facebook for the communication.
At this moment it has 293 followers and posts are being added there occasionally. During
the preparation for the event of 2019, only the most important stuff was communicating
on Instagram, like video invitations of the ambassadors, and the PPC advertising was also
used there. It was possible to purchase tickets via Instagram. Each post had in average 15

hashtags.

5.1.8.5 YouTube

Bé&h republiky uses YouTube channel for publishing videos from the event.

5.1.9 Influencer marketing

The goal of using influencers during the first season was to get the event into people’s
awareness. According to the spokesperson of the event (Interview, 2020), ambassadors
were a huge part of the first-year communication. They helped to promote event via video
invitations, via their attendance at the event, and via promoting the event on their social
media. Following chart shows the activity of Ambassadors followers towards posts

regarding Beh republiky on Ambassadors Instagram.
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Chart n. 8: Promotion of Béh republiky on ambassadors Instagram

David Svoboda 1post 830likes  18.5K followers

Vit Pfindis 1post 459likes 6425 followers
Jifi Jezek 1post 378 likes 4645 followers
Milog Skorpil 1post 38likes 4687 followers
Tomas Touha 2 posts 1407 likes 22K followers
Ollie Rouckova 1post 82 likes 6089 followers
Ludvik Cimburek 1post 25 likes 162 followers
Eva FrySarova 1post 108likes 3099 followers

Source: Custom table creation

Based on the interview with spokesperson of the event (Interview, 2020), ambassadors
were chosen based on acquaintances. They participated in event and helped to promote it
voluntarily, what means that they were not paid. Project on its first year, did not have the
budget for paid ambassadors. Some of them work with Raul company on the other
projects, so this was considered as a little help based on good relationships. Equivalent
for them was their visibility and their name connected with sport, history and Czech

country.

Prague race, which was the biggest one had the most ambassadors, altogether 8 of them.
David Svoboda who is an olympic winner in modern pentathlon, Vitek PFindi§ -
professional kayaker, Milo§ Skorpil — Czech father of running who has his own running
school, Jakub Kohak who is a Czech actor, Jifi JeZek — successful handicapped cyclist,
Jan Pirk — excellent professor and doctor and Toma$ Touha who is an influencer with

22 000 followers on Instagram. Jakub FlejSar ex- coach of Eva Samkova.
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Picture n. 12: Prague ambassadors

Jii Jezek je spolu s uZivateli Milog Forrest Skorpil a David
Svoboda
29 fiinav 11:40 - &

Ambasadofi Sokolského BEhu Republiky v Praze... Nové tradice navazuje na
sokolskou prvorepublikovou oslavu 28 fijna b&zeckou akci. Bylo to fajnll

OO ® Peir Krettek a 67 dalsim 2 komentafe

o To se mi libi () Okomentovat A Sdilet

o Milo§ Forrest $korpil Bylo mi cif byt v 1&to skv&lé spolegnosti
To se milibi - OdpovEdEt - 1t

m Jitka Moulisova Zajimavd sestava.. 8 8 8888 ¢ 2

Source: Internal secondary data

Regional races had also their own ambassadors who were famous in particular region.
Ludvik Cimburek and Ollie Rouckova who are obstacles runners took place in
Milovice. Lenka Hrochova who is a kayaker represented DéCin. Roman Kracik,
champion in kickbox represented Terezin. Olympic athlete Olga OldFichova was an
ambassador for Jedovnice. Eva FrySarova who is a chief redactor of magazine Kondice
was an ambassador for Bedfichov. Tomas$ Portyk is junior Olympic representant who

participated in Lomnice nad Popelkou.

Picture n. 13: Regional ambassadors

Source: Internal secondary data
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5.1.10 Charity

According to the spokesperson of the event (Interview, 2020), Sokolsky béh republiky is
not supporting any charity yet, however they would like to connect it with Sokol’s charity

— Sokolska kapka krve.

5.1.11 Direct marketing

As it was already mentioned, for the premiere year direct marketing neither viral
marketing, neither WOM marketing could be effectively used. According to the
spokesperson of the event (Interview, 2020), even though company has internal database
of many runners from the other projects, due to the GDPR, each of the database can be
used only for the particular project. That did not make it possible to work with direct
marketing in the first season. For the race in 2020, the database of runners is already
created, and company wants to send personalized invitation to each runner. For example,

invite runners from Prague to race in Prague, and from the other region to that region.
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6 Questionnaire results

As mentioned in methodology, electronic questionnaire was used to find out the public
awareness of the event, and for gathering the objective answers to the questions that could
help with an improvement of the marketing communication of Béh republiky in following

seasons. Responses were collected from 15 of May to 3™ of July.

Questionnaire’s sample consisted of 102 random responders out of which were 65 women
and 37 men. It means that women created 63,75% of the responders and men 36,27%.

92,16% tend to attend running events and 7,84% do not attend running events.

6.1 Awareness of Sokolsky Béh republiky

Results from the first question exposed on how many runners have heard about project
Béh republiky, and if they had participated in the premiere season 2019. 55 runners
(53,92%) did not know the event. 28 respondents (27,45%) have heard about it but did
not participated in season 2019 and 19 (18,63%) said that they knew the event and
participated in season 2019.

Znate bézecky projekt B&h republiky?

B Neznam: 55 (53,92 %)
OAno, ale nezicastnil/a jsem se ho: 28 (27,45 %)
B Ano, Zucastnil/a jsem se ho: 19 (18,63 %)

zdroj hitps:/marketingova-komunikace-pro.vypinto cz

Following question asked if those who had participated in season 2019, would have
recommend the event to the other people. And the response was 100% yes. Those, who
knew the event, but did not participate were questioned, why not. Eight (28,57%)
responders said that they had not participated, because they preferred another race around
that time. Five (17,86%) said that the race was not happening in their location. Four

(14,29%) of them said that they did not make the registration on time. Two people
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(7,14%) said that the price of starting fee was too high. Four responders (14,29%) said
that they were not interested. Five responders (17,86%) had different reasons. 3 of them

did not know the race at that time and two could not participate.

People who knew the project were asked in the following question, if they had known
that race is also a celebration of the Czechoslovakian anniversary. 90,7% responded

positively and only 9,3% said that they did not know.

6.2 Communication

People, who said that participate in running events where asked in half-open question,
where do they usually get the information about those events. 70,21% said that they got
the information on social media. 44,68% got the information from family and friends.
42,55% learnt about running events from the special date running database, that can be
found on the running portals. 14,89% got the information on running forums. 6,38% hear
about the event from the mass media, 10,64% people got the information from out-of-

home advertising and 4,26% from the influencers.

Next question was asked, what plays a role, while considering the attendance on the
running events. Responders were asked to choose at least one of the options or write their
own. In 82,22 % of the cases it was the length of the race. 80% decides depending on
location. 45,56 % said that important factor is the price. 40% of the runners are
considering the purpose of the race. 16,67% look at the programme of the race and 10%

are interested in prizes.

Another question searched what kind of propagation the responders see more interesting
when comes to the promotion of the running events. They could again choose one or more
options. 77,27 % said that they liked video invitations on social media. 32,95 % said that
they prefered out-of-home advertising. 30,68 % liked the promotion in TV as reportage
or as a video invitation. 11,36 % were interested in article in newspaper and 9,09 % voted

for the interview in the radio.
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Next question asked, if presence of the famous people on the event influences the decision
making about participating in the event. As the chart below shows, most of the responders

said that the famous people on the event did not influence their decision.

Jak moc ovliviiuje Vasi ucastna udalosti, to jaké zname
osobnosti/sportovci se ji také zicastni? ( Prosim zvolte cislo od 1-5,
kde 1 - vibec a 5 - nejvic)

E1: 70 (68,63 %)
O2 14(13,73 %)
3 13 (12,75 %)
W4 4(3,92 %)
=5 1(098 %)

zdroj: hitps:/marketingova-komunikace-pro.vypinto.cz

6.3 Communication 2019

Following part is referring to the responders who responded that they knew the project
B¢h republiky. Number of people responding to the following questions is 44 out of 47,

so we can assume that 3 of them left the questionnaire unfinished.

Satisfaction with existing communication of project was evaluating in question number
10. Responders should evaluate on a scale from 1 — 5, where 1 meant not satisfied at all,
and 5 meant completely satisfied. 27,27% where completely satisfied. 31,82% chose
number 4, what meant that they were more than less satisfied. 22,73% said that they were
middle satisfied with the communication. 13,64% responded with number 2, so they were

not that much satisfied and 4,55% said that they were not satisfied at all.
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Jak jste spokojeni s dosavadni komunikaci Béhu republiky ? (Prosim
zvolte €islo od 15, kde 1 - vibec a 5 - nejvic)

B1: 2 (455 %)
B2 6 (13,64 %)
B 3: 10 (22,73 %)
B4 14 (31,82 %)
B 5 12 (27,27 %)

Continuation of the previous question were for the people who had responded with
number 3, 4 or 5. The question was voluntary and asked why they were not satisfied. Two
people responded that the race was not attractive enough for them. 1 person said that
would prefer better communication on social network, 1 said that promotion was not
effective as she found out about the race by accident, and 1 racer said that price was too

high.

Results from the question number 12 revealed, how did the runners find out about the
race. 54,35% said that they found out about the race on Facebook. 39,13% observed about
the event on the internet. 19,57 % of the responders heard about the event from their
friends and 4,35% noticed the out — of - home promotion. 4,35% also got to know about

the race from Sokol unity.

Out of 19 runners who had participated in the race, 66,67% said that had enough
information before the day of the race and 33,33% said that they were not informed

sufficiently.

6.3.1 Social media

In the question, if responders follow Sokolsky béh republiky on any of the social media,
out of 47 responders, 57,45% said that they do not follow B&h republiky on any of the
social media. 40,43% said that they follow race on Facebook. And only one responder,

what was 2,13% said that follows race on Instagram.
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Sledujete stranku Béh republiky na nékterém ze socialnich médii?

B Nesleduji: 27 (57,45 %)
ONa facebooku: 19 (40,43 %)
B Na instagramu: 1 (2,13 %)

zdroj. https:/marketingova-komunikace-prog.vypinto.cz

6.3.2 Webpage

The question was targeting the interest of responders in published articles on webpage of
Sokolsky béh republiky. Responders were supposed to evaluate how often do they read
the articles on webpage. 48,94% said that they do not read articles on webpage at all.
27,66% said that they check on the articles very occasionally. 19,15% admitted that they
read articles sometimes. 4,26% confirmed that they read articles regularly.

Jak casto Ctete €lanky na webu Béhu republiky? ( Prosim zvolte ¢islo
od 15, kde 1 -vibec a5 -pravidelné)

2766 19,15
% %

B 1: 23 (48,94 %)
o213 (27,66 %)
E3: 9 (19,15 %)
m4 1(213 %)
B5: 1(2,13 %)

zdroj. https://marketingova-komunikace-prg.vypinto cz

Next question referred to both - webpage and social media. Runners were asked, what
kind of articles or posts would they like to see more often online. This question could be
responded with more than one answer. 63, 83% success had articles that would be about

running. 38,3% of interest would have articles that are generally about sport. 31,91% got
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social media challenges. 23,4% voted for more contests and 23,4% about Sokol and

history. 5 responders said that they are not interested in any articles or posts.

6.3.3 Campaign

Another question asked responders, where did they notice promotion of Sokolsky b&h
republiky. Responses to this question showed, on which of the distribution channels,
responders noticed campaign the most. More than one options could be chosen. Internet
got the highest score of 61,7% together with social media (57,45%). Out-of-home
advertising was noticed with 14,89%, sales promotion on the other running events got

6,38% and TV with Radio 6,38%.
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7 Discussion

Presentation of theoretical backgrounds in marketing communication helped us to better
understand the promotional mix and its instruments that were implemented in practical

part of the thesis.

As mentioned by KARLICEK (2018), for successful promotion, it is necessary to follow
communicational goals that come out of the overall marketing goal. From the interview,
we know that the main goal was to activate the brand Sokol. We also know that season
2019 was challenging, because the race was new to the market, what means people did
not know it, and there were only 2 months available for the campaign and propagation of
the event. Partial goals set for the communication in 2019 were to put the race into the

awareness of the public and reach at least 2000 runners.

From the results we know that the goal of 2000 runners was accomplished, but how much
got the event into the awareness of the people is questionable. The results from the
questionnaire, that were collected 7 months after the first race of Sokolsky b&h republiky,

showed that more than a half of the responders did not know that project exists.

From the results we can see that promotional mix of 2019 consisted of advertising,
sponsorship, public relations and sales support. All these communication activities were
narrowly linked, so sometimes it was even difficult to decide if the promotion was based
on a partnership or advertising. We can summarize that thanks to the good maintenance
of the relationships between Raul company and the other parties, it was possible to create
a low-budget campaign with a usage of many promotional instruments and reach the set

goal of 2000 runners in the first season.

Results from the questionnaire revealed that 80% of the people consider their attendance
on running events depending on the location and 40% are considering the purpose of the
race. According to the interview, the idea is to increase the number of involved regional
Sokol unities every year. This will extend the race to more places and enable more people
to participate. According to the interview, B&h republiky is thinking of supporting Sokol’s
charity in the future, what would give additional character to the race, and might

potentially attract more runners as they would feel, they run for a good thing.
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According to the marketing trends for 2020, personalization is being more desired by
consumers. Based on the interview, Sokolsky béh republiky will use direct marketing and
personalized messages in the following seasons as they gained the access to the personal
data of the client during the premiere race. In connection with already created database,
it will be possible to send personalized newsletters to the runners, who have participated

in the last year.

Another trend mentioned in marketing trends for 2020 by Forbes is interactive content. It
is verified, that interactive content keeps consumers longer time on the website. Webpage
of Sokolsky béh republiky does not involve interactive content, yet. In my opinion,
interactive content could be involved on the webpage or on the social media, in terms of
3D track tour instead of basic picture of the track. The other way, how to get people
interact could be through posts which would require some activity and later would bring
an information to the followers. For example, one question survey about history or Sokol,
or running, or sport, or event itself, and after some time during that people would vote, it
would give an answer. It would also accomplish the results from the survey, where around
63% responded that they would like to see more posts about running and 23 % about

Sokol.

Substantiated with marketing trends for 2020 and the results from the survey, video
content has a great marketing impact. According to the questionnaire, 77 % said that they
find interesting video invitation for the race on social media and other 30 % stands for the
video invitation in TV. In the first-run season, 9 video invitations were used on social
media for the promotion. As stated in a paragraph above, video content can be also
classified as an interactive content, and as it got a positive feedback from the results,
video promotions and video content could be used with higher frequency and even on a
webpage, not only on social media. Altogether, the written content mixed with interactive

and video content create a significant content strategy.

Based on the theoretical part, influencer marketing is crucial in terms of sales and
engaging people into the product’s activities. According to the results from the interview,
influencers (ambassadors of the event) were used mainly for advertising the event and for
raising the awareness of the event. From the chart n. 8 — Promotion of B&h republiky on

the ambassadors Instagram is visible that posts on Instagram of the influencers did not
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impressed many people as the number of likes is low in relation to the number of their
followers. In consideration of all the previous statements influencers should be used more
for the sales support than for the advertising. According to the Instagram policies it is
legal to ask people to tag another person on the post or share the content. Due to the higher
number of followers on the influencers accounts, influencers could be ask to support the
promotion of Sokolsky béh republiky through a contest on their profiles, where people
could win the tickets. People can be asked to share the content with another person, tag
friends or start to follow account of Sokolsky béh republiky. Those who meet the

conditions could be drawn and win.

Based on the theoretical part WOM and viral marketing are considered as the most
effective ways of promotion, while carrying a positive information or feedback. Referring
to results, 100% of responders who have participated last year would recommend the race

to their friends.

In summary, we can see that many of the marketing trends for a year 2020 were followed
already during the event’s promotion in 2019. Video content, working with the
influencers and micro — influencers, shoppable posts on social media and native
advertising. Native advertising can be seen on the pictures in results section, where the
advertising of Béh republiky appeared on the webpages and social media pages of other
businesses. Au contraire, coming from the theoretical knowledge and results from the
research, project could improve the communication in several ways. Some of them were

already mentioned in discussion.

Based on all the previously mentioned information, researcher suggests implementing

several points for more effective marketing communication:

e Personalization — centre the already existing communication towards clients
needs, build stronger connection with already existing customers and focus the
overall strategy into an inbound marketing.

e Significant content strategy — combine the written content with more of the
video content and mainly use the interactive content to keep the customers on your

webpage
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Change of the purpose for using influencers — emphasise their role more in
sales support than in just information advertising

Support the effect of viral marketing — make people share their experience from
the event, encourage the followers to tag their friends and to share the content.
Good way to do so can be also with a help of the ambassadors

Connection with a charity — connecting with a charity event could bring
beneficial character to the event and attract more runners

Increase the online advertising — focus the advertising online to appear more
often in searching database based on the key words (SEO — search engine
optimization), YouTube advertising is worth to try as the webpage had many
visitors and it offers different ways of pricing.

Greater involvement of communication on the Instagram — this can be
achieved with linked webpage to the Instagram profile, sharing the regular content
on Facebook also to Instagram stories or feeds, creating the headlines of different
categories on Instagram for example each region could correspond to one
headline, where would be pictures from the regional race.

Hold the communication on the active level during the whole year, but start

the more intense campaign well in advance
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8 Conclusion

The aim of this bachelor thesis was to present an evaluation of marketing communication
of Sokolsky béh republiky based on the data gained through an in-depth interview and
the internal secondary documents provided by spokesperson of the event. Outcomes from
the electronic questionnaire served as a supplement to the partial goals of the thesis and

showed the public view and interests in the event.

The special thing about examining marketing communication of this event was that the
season 2019 was the first season of the event and people were not aware of it. Even
though the communication of the event was covered by an experienced sports marketing
company due to its premiere it was challenging to succeed on the market of the running

events and attract a great number of runners.

According to the results, marketers of the event managed to perform low budget campaign
while using many promotional instruments, and so achieve the goal of 2000 runners in
the first year. Marketing communication of Sokolsky b&h republiky 2019 could be
considered as successful due to the achieved goals. On the other hand, the used amount

of campaign indicates potential of higher numbers.

For the future communication and campaign of the event, marketers plan to use forms of
direct marketing, what is also highly recommended by me as a researcher. The other
recommendations point at an improvement of online content strategy. Video content
appeared very popular and requested between responders, while articles did not meet with
a big popularity. The other forms of online interaction with internet followers of the event
are also recommended and more concretely mentioned in the discussion. Another advice
is to increase the communication on Instagram as it can extend the spectrum of the
followers and raise the awareness of the event. It is a good thing that hashtags are being
used while posting, but it is efficient to tag also a location on the posts as it also makes
posts more visible. The webpage of the event includes directly linked connection to
Facebook profile of the event, and so also the link to the Instagram would be

recommended.

65



Even though the goal of 2000 runners was achieved, the amount of used communication
and placed campaign had much bigger potential. If the only reason for not being able to
attract more runners in the first season was a lack of time, or if there were another reason
could be the subject of further research. Another subject worth the future research is the
achievement of public awareness as referring to the survey results appears very
questionable. The potential future analysis could also measure the influence of WOM and
viral marketing from season to season, while interesting point could be to see the
difference in marketing communication of the first season and marketing communication

in the second season.
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Attachment n. 1: Informed consent

INFORMOVANY SOUHLAS

i,
f:z::&ﬁ:&-’mﬁu deklaracl ldskych priy, zikoacm & | r_n.-'zcm Sb., o I1|::|||?|||.|'.‘ asnh ni:_'l-..[u-lzj-j_ a0
miné nikierjch zikond, ve enéni pozd&iich pradpist o daliimi o becné :r_i vaEnymi pravoimi pledpisy
ko fron =efmina Helsinskd deblaruce, prijatd 1A Sl.wé{ou'-m :dr-'nwnm-.f;l.'m l-'-'lrr'l'lﬂtlu_-'dl:'r.ll.ll? vroce f:,ll'j-\f Ve
sndii pozdidich =mén (Fortaleza, Brazilie, 21 3); Fdken o sdravedni .fr_l.v.l'ar_‘hm'-’-l 0 ,r.lrm'_r.-uu.ﬂ:.:n:n- jrq'_u'.ll
poskyiovand (zefména st § 28 odst. | zdbona . 3722011 5h) a Uminva o lidskych pravech a
Bigmedicing & o200, frou-ii apdikovwselndl, Vs Fidim o souhlas s Vadi déasti ve viskumndim projeki na
UK FIVS v rdmei hakalifské price s ndzveny: Marketingova komunikace pi ojcktu B&h republiky,
yyzkum bude probihat v obdabi od kvéma 2020 do dervaa 2020, Interview se uskuteéni v prostorech
5pu|eq‘!mg|i Raul 5.r.0.f PAivozni 2a / 170 00 Praha 7 :
Cilem 1Etn bakaldske price je zanalyzoval marketingsvau komunikact projekiu Béh republiky a naslednd
navrhmout metody zlepiend a zefektivnéni konumikace whoto projekiu pro peidti roaiky
Budu s Vami vést volng dialég ohledné marketingow komunikace projekiny,. Rozhovor budu na hrivat na
mabiln telefon, poté bude nahrin do poditade a z mobilnmo telefonu hezprostiednd celi smazin. Po
plepsini mozhover a anonymizaci osobaich dat bude nahrivka smagina do tydne od jejiho pofizeni.
Meanonymizovan nhrand verze rochovoru bude bezpeing pelowina pouze u hlavniho feditele na heslem
zajiténém pogitali v uzamieném prostori a nebude nikde zvefejfiovani, Po prepsini Vim bude text
predlogen ke schvileni. Zveijnény budon powze ppsa né anonymizovand a Vami schvilené ro zhowvary 1
jejich Sdsti.
Vaie Gtast v projekiu je dobrovolnd a nebude finanéné ohodnoceni.
Wizkumu se nezifasimite 5 akumim (zejména infekéni) onemaoenénim.
Rizikn providiného viekomuo nebudos vyl neE héing ol dkcivand rizika v ramei toholo typu vizkumu,
8 celkovymi vislediy a ziviry wizkumného projekiu se mifete serrdmit v bakaldfske prici v studentském
informatinim systému (S13), v nebo na e-mail adrese domi fabsgvaiE mmail.oom

LINIVERZITA KARLOVA
FAKULTA TELESNE WYCHOWY A SPORTU
- JoséMartiho 31, 162 52 Praha 6-Veleskvin

Ochrama osobnich dat: Data budou shromazd'ovina 3 zpracovavana v souladu s pravidly vymezenymi
nafizenim Evropské Unie &, 2016/679 a zikonem &. 112019 Sh. - o #pracovini aso bnich Gdajll. Budou

siskdviny nasledujici osobmi ddaje jméno & pijmeni a cmal, kigré budou bezpeéné uchovany na heslem
zajiftEném poditéi v uraméeném prostony, pfistup k nim bude mit fesiel price, Dominika Fabiovi.
Unadomuiji si, 2e text jo anonymizovin, neobsahuje-li jakékoli informace, klerd jednotlive & ve svem
souhenn mohou vést k identifikaci konkrétnl osoby — budu diil na to, aby jednotlivi Gastmici nebyli
rozpoznatelnv textu price. Osobni data, kterd by vedla k identifikaei fastmikd vyzkume, budou do | dne
po testovini anonymizovina, Ziskans data budow zpracovivina, berpeéné uchovina a publikovina
v anonymni podob® v bakaliiske préci, piipadné v adhomych Easopisech, monografiich a preaentovana na
konferencich, piipadné budou vyuZita pii dal3i vgzkumné prici na UK FIV5.

Pofizovani fotoprafiividel GBasmilki: Behem vizkumu nebudou pofizovany Fadné fotografie, ani
videoziman. ]

W maximalni mogné mife zajistim, aby ziskand data nehyla Znewfita,

Jméno a piijmeni pFedkladatele & hlweniho feditele: Dominika Fab3ovl projekiu; —

Jméno & pHijmeni osoby, kterd provedia poudeni: Dominika Fabiovi Podpis:.. 72251,

Prohlaiuji a svm nize uvedenym vlasinoruCnim podpizem potvraa), #edobrovolng souhlasim s acasii ve
?ﬁ: uvuhub? projekiu a Fe jsem mel(a) moFnnstsi Fdné a v dostateiném Sase zvadio viechny relevanini
informace o viekurmu, zepiat se na vie podsiaing tikajici se htasti ve vizkumu a #e jsem do stal{a) jasné a
sm;umltelné ﬂd]JFrh'tljl na svié dotazy. Byl(a) jsem pondten(a) o prave odmimont Géast ve vizkumném
p-:l'njskm |.1.ahn- svilj souhlas kdykoli odvolat bez represi, a to plsemné Etcke komisi UK FTVE, kterid bude
Eﬁﬁﬁmfm?ﬁﬂuﬁ? projelne. Dile pobvrauji, o mi byl pfedan jeden ariginil vyhotoveni

hﬁslu,damm_.ﬁ?_éﬁl...{{"?; g —
Jméno a pHjmeni GEasinika !ﬁﬂa":ﬁu{’#_ Podpis: .. L2007

M“u:iﬂ?m;m:mmgwﬂngm%mmwmaﬂdm rozhovoru v ramei viEe uvedeného viekumu

Jmnd s piaeni Geasts .. £1E0 DTN posiic: Pl ——
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Attachment n. 2: Semi- structured interview with the spokesperson of

the event

Jak vznikl Sokolsky béh republiky, koho to byl napad a pro¢?

Osobn¢ jsem stal u zrodu vice zavodi a projektti, a Sokolsky béh republiky se od nich
n¢jak vyrazné nelisil. NaSe agentura pracuje pro Sokol, a proto jsme piemysleli jako tu
znacku aktivovat, dostat ji obecné vice do povédomi lidi, s tim, Ze k tomu vymyslime
hezky projekt. Béh je ted” velmi popularni, a navic se blizilo 101. vyro¢i zalozeni
Ceskoslovenska, takZe jsme vymysleli heslo, Ze rozbéhneme dalsi stovku, a e udélame
bézecky zdvod. Myslenkou bylo spojit vSechny ty jednoty a lidi po republice, do
budoucna tieba i1 po svété, rozbehat lidi a vbehnout spolecné do dalsi stovky nasi zem¢.
Népad to byl tedy interni, agenturni, Sokolu se to libilo, takze nic nestalo v cesté.
Nejvétsim problémem byl cas, protoze se to zacalo realizovat az nékdy po letnich
prazdninach a zdvod se mél konat na konci fijna. Dalsi vyzvou, zejména marketingovou
a komunikacni bylo to, Ze Sokol je obrovské znacka i co se tyce historie, tak i tradic, které
jsme se snazili maximalné dodrzovat, podpofit a udélat akei, kterd bude distojna k jménu

Sokol.

Komu konkrétné byl zdvod uréen a jakou cilovou skupinu se snazil oslovit?

To je takovy kolorit dneSnich zavodi. VSichni tikaji, Ze je zdvod ur€en pro vSechny, a
popravdé feceno 1 Sokolsky beh republiky byl pro vSechny. M¢li jsme tam détské zavody,
to znamena, Ze to bolo urcené pro to, aby si tam rodi¢e mohli vzit i1 déti a ndsledné bézet
ty dospélé zavody. A uz jenom dle ty délky trati, kterd byla vétSinou kolem 5 km, tak je
jasné, ze to bylo primarn¢ pro zacatec¢niky. Profesionalni bézci to asi moc nevyhledavali,
nebyla tam totiz Zadnd extra odméena nebo price money, na které jsou zvykly, takze spis
to bylo pro zacatecniky, Sirokou verejnost, a hlavné pro lidi, co chtéji spole¢né oslavit
jejich zemi a vyroci. Takze pro ty, co maji néjaky vztah k Sokolu nebo historii. Snazili
jsme se je i motivovat, aby méli vlajky na obliceji, aby startovali v trikolote a podtrhnout

hrdost, a probudit vlastenectvi.

Jaké dalsi cile si kladl zavod jesté pred jeho zacatkem?
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Primarni agenturni cil byl uspotadat krasny prazsky zavod, protoze ten jsme poradali my
v Praze. Dalsim cilem bylo mit 2000 zavodnikt po cely republice, oslovili jsme sokolské
jednoty napti¢ republikou. V prvnim roc¢niku jich bylo 12, coz stacilo pro vytvoteni
n¢jaké zakladny, pro dalsi ro¢nik jich uzZ mame kolem 20. Ta myslenka je to rok, co rok
zdvojnésobovat. Diky tomu, ze zavod potadaly vyslovené sokolské jednoty jsme mohli

mit zavod i1 v zahranici, v USA a i to nam pomohlo dosdhnout na ¢islo 2000.

Jaké nastroje marketingové komunikace byly pro projekt Sokolsky Béh republiky

vyuzivané?

pro to, aby projekt dokazal stat na pevnych zikladech. Primarnym sponzorem tohoto
projektu byl Sokol, ktery poskytnul naptiklad zdzemi. To hodné sniZilo néklady, protoze
jinak by se to muselo normalné pronajmout za velké penize. Déle diky vodé OndraSovce,
jsme méli dostatek tekutin pro bézce, dobrovolniky i organizatory. Tricka nebo medaile
jsme ziskali vyhodné, diky kontaktim na dodavatelé, se kteryma spolupracujeme na
jinych projektech. Generalnim partnerem projektu byla skupina Cez, kterd poskytla
zaklad rozpoctu. Dalsi spoluprace byla s hlavnim méstem Prahou, ktera nadm poskytla
dotaci kolem par desitek tisic. CEPS, Ceska posta, a dale jsme méli medialni partnery,
kteti nam pomahali jak bartrové, tak i za penize, ale s néjakou slevou. Béhej.com, béZecky
server nas dostal k béZzcim. Kudyznudy a Citybe, jsou volnocasové weby, které nas
priblizili dalsi vetejnosti. U medidlnich partnert je taktéz klicové mit televizi. Nasim
partnerem byla Ceska televize, kde jsme nékolikrat vystoupily v pofadu Sokolsky
zpravodaj, a vysilali reportaZ pfed zdvodem 1 po zavod¢. Nejvétsi protihodnota pro
partnery byla visibilita na misté. To znamend, banery, vlajky, brana, také misto na
newsletteru. Dale to byly posty o partnerech na socidlnich sitich, ¢i uz na strankédch Béhu
republiky nebo na strankach dalSich projekt spole¢nosti Raul. To bylo vyhodou 1 pro
samotnou komunikaci zdvodu Béh republiky, ze se mohl komunikovat na strankach
ostatnich projektl jako JIZ50 nebo B¢ehej lesy, které maji dosah na obrovské mnozstvi
lidi. Medialni partner pro tisk byl Denik.cz, ktery se plati, ale diky vztahtim jsme dostaly
tteba 90% slevu. Finan¢ni partnefi, kterym jsme platili byli tedy jenom dva Denik.cz a
radio Impulz, kde jsme platili spotovou kampan, Ze nam cca 14 dni pted zavodem pousteli

spoty, byla tam soutéz o startovné a rozhovory s potfadateli ve formé pozvanky.

75



Jaké formy reklamy byly pouzity na komunikaci Sokolského béhu republiky?

Outdoor reklamu jsme moc nedélali. J& osobné jsem zastancem toho, Ze v dnesni dobé je
klicova digitalni kampan. Z digitadlni kampané pak miizeme snadno zjistit kolik nés stoji,
kolik lidi oslovila a kolik lidi se diky ni piihlasilo. U venkovni reklamy jako je billboard
toho Cloveék moc nevi. Nékde visi, ale viibec nevime, kolik lidi pieslo kolem, kolik lidi
oslovil a tak dale. Z outdoor reklamy jsme dé€lali primarné plakaty, které jsme rozposlali
jednotlivym jednotdm a ty si je mohly nékde distribuovat v téch vesnicich, obcich a

pripadn¢ i méstech.

Jak byl vyuzivan online marketing?

Primarni komunikace jela online. To znamend, krom¢ jiz vySe zminénych webd, to byly
socialni sité. Hlavni komunikaéni socidlni sit’ tohoto projektu byl Facebook, a to
z dlivodu, Ze 1 Sokolské jednoty mély Facebooky a dala se tam ta komunikace jednoduse
propojit. Nevyhodou nového projektu je, ze ma hrozn¢€ malo fanousku, takze jsme museli
délat placenou digitalni kampan a finan¢né€ podporovat posty. Pfipadné nam jesté samotné
jednoty pomahaly sdilet posty. Kromé Facebooku se projekt komunikoval i na

Instagramu.

Jak byl vyuzivan influencer marketing?

Obrovskou slozkou prvniho ro¢niku byly ambasadofi, které jsme oslovili a ti ndm
pomahali na svych socidlnich sitich. Ambasadofi pro Prahu byli naptiklad Kuba Kohdk,
David Svoboda, Jirka Jezek, nejaspésnéjsi Cesky hendikepovany sportovec s manzelkou
Sonou, profesor Jan Pirk, Milo§ Skorpil, ktery je v podstaté guru béZeckého svéta, a dalsi.
Zéaroven meélo 1 kazdé dalsi meésto, které se projektu ucastnilo svého lokalniho
ambasadora, ktery odtud pochdzi a mé na lokaci velky vliv. Ambasadofi v regionech
roz§ifovali povédomi o projektu, coZ ndm vlastné¢ nahrazovalo outdoorovii kampai.
V podstaté cilem prvniho ro¢niku bylo dostat zavod do povédomi lidi, a to se tém

ambasadortim dafilo nejlip.

Dostali za to ambasadofi néjakou protihodnotu?
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Ambasadory jsme sehnali po znamostech. Za promovani Sokolského béhu republiky
zadnou konkrétni protihodnotu nedostali, ale tim, ze s nami néktefi délaji i na jinych
projektech, tak jim to dokazeme vratit tam. Projekt rozhodné nemél rozpocet na to, aby
si mohl dovolit osobnosti platit. My jsme oslovili osobnosti, které zname a jsem moc rad,

ze nam vysli vstiic, protoze jinak bychom si to nemohli dovolit.

Byla pfitomna i podpora prodeje. pfipadné jak probihala?

Podpora prodeje neboli propagace zavodu probihala, jak uz jsem zminoval na eventech
nasich dalSich projektd. Zaroven jsme se dohodli s RunTour, coz je také bézecky projekt,
takze tam se také rozdavaly letaky, a jesté jsme byli na Klanovickém ptlmaratonu. To
davalo smysl, hlavn¢ diky tomu, Ze se tam shromazd’ovali béZci se zajmem o zavody
tohoto typu, takze si ten letdk pravdépodobné 1 procetli, a ne ho jenom vzali a nésledné

zahodili.

Co Béh republiky a dobro¢innost? Uastni se tenhle projekt néjaké pomoci?

Zatim ne. SnaZime se vSak o propojeni s nadaci Sokola. Jinou nadaci tam zapojit ani

nejde. Prvni rok tedy nebylo nic, ale ted’ u druhého ro¢niku se o to snazime.

Planujete pro tenhle roénik vyuzit zpusob komunikace formou direct marketingu?

Samoziejm& mame v Raulu néjakou databazi klientli, kterd vzhledem k ochran¢ GDPR
muze byt vyuzivana, vzdy jenom pro dany projekt. Po prvnim ro¢niku uzZ mame databazi
vice nez 2000 bézc, kterou vyuzivame zplisobem ,,pobéz znova“ nebo se chceme jeste
vice zaméfit na tu personalizaci a lidem, ktefi budou mit v tomhle roce kulaty narozeniny,
tak mu poslat mail v duchu: ,,pojd’ zménit sviij styl a pojd’ béhat pravidelné a s nami*,
takZe toto funguje, délame to a premyslime dal jak tu databazi ne jenom rozsifovat ale 1
s ni pracovat. To znamend, Ze lidem z Prahy posildme pfimo pozvanku na prazsky b¢ch

atd. Pracujeme myslenkou z toho, ze ¢im je to osobnéjsi, tim diive to lidi oteviou.
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Attachment n. 3: Questions from the survey used for the results

1. Znate bézecky projekt Béh republiky?

Znate bézecky projekt Béh republiky ?

B Neznam: 55 (53,92 %)
OAno, ale neaicastnil/a jsem se ho: 28 (27,45 %)
B Ano, zicastnil/a jsem se ho: 19 (18,63 %)

zdroj: hitps:/marketingova-komunikace-pro.vypinto cz

2. Ve kterém m¢ésté€ jste se behu zacastnil/a?

Ve kterém mésté jste se béhu zagashil/a?

BPraha 6 (31,58 %)

O Jedovnice : 3 (15,79 %)

B Terezin: 2 (10,53 %)

B Lomnice nad Popelkou: 2 (10,53 %)
B \ySehofovice: 1 (5,26 %)

BDé¢in: 1 (5,26 %)

OPisek: 1 (5,26 %)

Bv Praze: 1 (5,26 %)

B Rotava : 1 (5,26 %)

ECheb aokoll: 1(5,26 %)

zdroj: hitps://marketingova-komunikace-prog.vypinto cz
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3. V kolika lidech jste pfijeli na Béh republiky 2019?

V kolika lidech jste piijeli na B&h republiky 20197

Bve 34 lidech: 7 (38,89 %)
Osam/Sama: 6 (33,33 %)

Hve 2 4 (22,22 %)

Bve 4 avicelidech: 1 (556 %)

zdroj. https://marketingova-komunikace-proj.vypinto cz

4. Doporucil/a byste Béh republiky Vasim znamym?

Doporucil/a byste Béh republiky Vasim znamym?

Bano: 19 (100 %)

zdroj https: /marketingova-komunikace-proj.vypinto cz

5. Vzali jste sebou na Béh republiky i Vase déti?

Vzali jste sebou na Béh republiky i Vase déti?

B Nemam déti: 11 (61,11 %)
OAno, soutézili: 5 (27,78 %)
ENevzala 2 (11,11 %)

zdroj https://marketingova-komunikace-proj.vypinto.cz

6. Otazka ¢islo 6 byla dopliujici k otazce Cislo 4, a to v ptipadé, Ze by nekdo
z respondentd odpoveédél negativné.
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7. Pro¢?

Proé?
——— i

0% 10% 20% 30% 40% S0% 60% 70% 80% 90% 100%

B Nechtéli: 1 (50 %)
OUzZje samostatna.: 1 (50 %)

zdroj. https:/marketingova-komunikace-pro.vyplmo. cz

8. Z jakého diivodu jste se nezlcastnili?

Z jakého divodu?

Vten moment probihal jiny bi2ecky zdvod, kterého jsem == zuéastnilfa 25 % (7)
Zévod 2 nekonalv mém mésté 17256 % (5)

Nestihl/a jsam se pfihlasit 14,20 % (4)

Vysokd cena starkbvného 7,14 % ( 2)

nemel jsem zajem 3,57 % (1)

asi bych to neubshl 3,57 % ( 1)

Tehdy j=mo nem nevedela. 3 57 % (1)

Nezajimal mé 3,57 % (1)

Nezaujal mé&, nemél jsem divod == wiastnit 3,57 % (1)

Nepfide mi atraktivni 3,57 % (1)

Vtu dobu sm méla nohu v sadie 3,57 % (1)

Mo jinych Zivod 0 357 % (1)

Nedo stal jsam volno v préaci, jinak bych b&2sl 357 % (1)

zatala jsam bé hat v prosinci 2019, taka o nik 2020 mi snad neutaée. 3,57 % (1)

0% 10% 20% 30% 40% S0% 60% 70% @0% 90% 100%

BV ten moment problhal jiny béZecky zavod, kterého jsem se zacastnil/a: 7
(25 %)

0O Zavod se nekonal v mem mésté: 5 (17,86 %)

B Nestihl/a jsem se pfihlasit 4 (14,29 %)

BVysoka cena startovného: 2 (7,14 %)

Enemel jsem zajem: 1 (3,57 %)

B asi bych to neubéhl: 1 (3,57 %)

O Tehdy jsem o nem nevedela.: 1 (3,57 %)

B Nezajlmal mé.: 1 (3,57 %)

B Nezaujal mé, nemél jsem divod se Géastnit: 1 (3,57 %)

B Neprijde mi atraktivni : 1 (3,57 %)

BV tu dobu sem méla nohu v sadfe: 1 (3,57 %)

OMoc jinych zavodu : 1 (3,57 %)

O Nedostal jsem volno v praci, jinak bych b&zel : 1 (3,57 %)

B zacala jsem béhat v prosinci 2019, takZe roénlk 2020 mi snad neutece.: 1
(3,57 %)

zdroj. hitps:/marketingova-komunikace-prg.vypinto.cz
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9. Vite, ze B¢h republiky je kromé bézeckého zavodu 1 oslavou zalozeni republiky?

Vite, Ze B&h republiky je kromé& béZeckého zavodu i oslavou zaloZeni
republiky?

Bano: 39 (90,7 %)
Hne: 4(93 %)
zdroj: hitps://marketingova-komunikace-pro.vypinto cz

10. Jak jste spokojeni s dosavadni komunikaci Béhu republiky? (Prosim zvolte ¢islo od
1-5, kde 1 - vitbec a 5 - nejvic)

Jak jste spokOjenl s dosavadni komunikaci B&hu republiky? (Prosim
zvolte €islo od 15, kde 1 - vibec a 5 -nejvic)

B1:2 (455 %)
02 6 (13,64 %)
E3: 10 (22,73 %)
B4 14 (31,82 %)
B5: 12(27,27 %)
zdroj. https:/marketingova-komunikace-proj.vypinto cz
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11. Co Vam chybélo?

Co Vam chybélo?

B nic mi nechybélo: 1 (14,29 %)

OV&tsl zapojenl mého okoll, obecn & divod zab&hnout si zavod, davam
prednost tradiénéjsim zavodam.: 1 (14,29 %)

B Atraktivita, unikatnost: 1 (14,29 %)

B aby to byl zavod a nejen pfedrazené prob&hnuti: 1 (14,29 %)

B Lepsi organizace: 1 (14,29 %)

B Lepsi komunikace na socialnich sitich.: 1 (14,29 %)

@ vatsl propagace, informace jsem nasla zcela nahodou.: 1 (14,29 %)

zdroj hitps://marketingova-komunikace-proj.vypinto cz

12. Odkud jste se o zdvodu dozvédel/a?

Odkud jste se o zavodu dozvédél/a?

S N2 facebooku 53,10% (25)

¥ ¥ Nainemetu 38,3% (18)
©Od kamarad 0 19,15 % (9)

Zvenkovni reklamy 4,26 % (2)

V Sokolu nebo zjejich stranek 4,25% (2)

jeem tiskovy miwéi zavodu 2,13% (1)

0% 10% 20% 30% 40% S50% 60% 70% @0% 90% 100%

B Nafacebooku: 25 (53,19 %)
ONainternetu: 18 (38,3 %)

B Od kamaradu: 9 (19,15 %)

B Z venkovnl reklamy: 2 (4,26 %)

BV Sokolu nebo z jejich stranek: 2 (4,26 %)
Bjsem tiskovy mluvél zavodu: 1 (2,13 %)

zdroj. https:/marketingova-komunikace-pro.vyplnto cz

13. Méli jste pied zdvodem dostatek vSech informaci?

Méli jste pfed zavodem dostatek vSech informaci?

B Nezicastnil jsem se, takZe jsem je nepotfeboval: 26 (5532 %)
Oano 14 (29,79 %)
Ene: 7 (14,89 %)

zdroj. hitps:/marketingova-komunikace-prog.vypinto cz
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14. Kde vidite nedostatky?

Kde vidite nedostatky?

B |ep&l navigace na misté akce - nebylo jasné, kde co je : 1 (20 %)

O Cena,,zazemi: 1 (20 %)

B Byl bych pro v&tal "masovost™ 1 (20 %)

B Pfi provadén( vice plateb bych spiée nez &slo objednavky uvital informaci
& zavod byl isp&sné zaplacen. - 1 (20 %)

EMaloinfo: 1 (20 %)

zdroj: https:/marketingova-komunikace-proj.vyplnto cz

15. Kde jste sledovali a ziskéavali informace ohledné zavodu?

Kde jste sledovali a ziskavali informace ohledné zavodu?

N 12 facebooku 619 % (13)
3 Nawebu 4285 % (9)

E Na informaé nich portélech Solola 4,76 % (1)

Na jiném internetovém adroji 476 % (1)
Na instag ramu 4,76 % (1)

0% 10% 20% 30% 40% S0% 60% 70% 80% 90% 100%

B Nafacebooku: 13 (61,9 %)

ONawebu: 9 (42,866 %)

B Na informaénich portalech Sokola: 1 (4,76 %)
B Na jinem intemetovem zdroji: 1 (4,76 %)

B Na instagramu: 1 (4,76 %)

zdroj. https://marketingova-komunikace-proj.vypinto cz

16. Sledujete stranku Béh republiky na nékterém ze socidlnich médii?

Sledujete stranku Bé&h republiky na nékterém ze socialnich médii?

B Nesleduji: 27 (57,45 %)
ONa facebooku: 19 (40,43 %)
B Nainstagramu: 1 (2,13 %)

zdroj. hitps://marketingova-komunikace-pro.vypinto.cz
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17. Zicastnil/a jste se n¢jaké soutéze nebo vyzvy na Facebooku?

Zugasmil/a jste se n&jaké soutdZe nebo vyzvy na Facebooku?

B Ano: 11 (57,89 %)
ENe: 8 (42,11 %)
zdroj. hitps: /marketingova-komunikace-prg.vyplnto cz

18. Kterd byla VaSe nejobliben¢jsi?

Ktera byla Vase nejoblibené&jsi?

WMKdo vl - 1(12,5 %)

OSnézka: 1 (12,5 %)

B Zahraniénl VB - My virtual ambassadors: 1 (12,5 %)

HEBeh: 1(12,5 %)

B Word ultra virtual: 1 (12,5 %)

B Cesko-Slovensky béZecky souboj: 1 (12,5 %)

B cvi€enl a posilovani : 30ti dennl vyzva, b&h : Run magazin a Rozb&hame
Cesko: 1 (12,5 %)

B Nemam nejoblibenégjsl, ale cokoliv, co motivuje clovéka k aktivité a hlavné
zdravemu pohybu je super. Nemusl za to ani nic byt, osobn& mi stadl jen
podnét "snazit se". : 1 (12,5 %)

zdroj hitps://marketingova-komunikace-prg.vypinto cz

19. Chtéli byste vidét vice prispévkl na instagramu?

Chtéli byste vidét vice pfispévkl na instagramu?

EAno: 1(100 %)
zdroj. https: /marketingova-komunikace-proj.vypinto cz
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20. Jak ¢asto ctete ¢lanky na webu Béhu republiky? ( Prosim zvolte ¢islo od 1-5, kde 1 -
vubec a 5 - pravideln¢)

Jak casto Ctete €lanky na webu Béhu republiky? ( Prosim zvolte ¢islo
od 15, kde 1 -vibec a5 -pravidelng)

B 1: 23 (48,94 %)
o2 13 (27,66 %)
E3: 9 (19,15 %)
B4 1(213 %)
B5: 1(2,13 %)

zdroj https:/marketingova-komunikace-prg.vypinto cz

21. Jaké typy prispévkl byste radi na strankach Béhu republiky vidéli ¢astéji?

Jakeé typy prispévku byste radi na s91rénkéd1 Béhu republiky vidéli
Castéji?

N 5= 2=chého charakeru 6323 % (30)

y Osportu 32,3 % (18)

Vyzvy 3191 % (15)

Spajené s hisiorii a Sokolem 23.4% (11)

Soutdze 234 % (1)

as Zadny 2,13% (1)

Nesleduji stranky BEhu rep ubliky, ovem tato témata by mne zaujala. 2,13 % (1)

Viz pfedchozi odpovéd 2,13 % (1)

Neskedujia poio nemzuod povedét 2,13 % (1)

Nesleduji stranky anemyslim s, 22 by mé& néjaké Elanky piesvédEili ke skedovani. 2,13% (1)

0% 10% 20% 30% 40% 50% 60% 70% B0% 90% 100%

B Bé&Zeckeho charakteru: 30 (63,83 %)

OO sportu: 18 (38,3 %)

BVyzvy. 15 (31,91 %)

B Spojené s historil a Sokolem: 11 (23,4 %)

B SoutéZe 11 (23 .4 %)

B asi Zadny. 1 (2,13 %)

O Nesleduji stranky Béhu republiky, ovSéem tato témata by mne zaujala.: 1
(2,13 %)

B \iz pfedchozl odpovéd: 1 (2,13 %)

B Nesleduji a proto nema2Zu odpovédét: 1 (2,13 %)

B Nesleduji stranky a nemyslim si, Ze by mé néjakeé clanky presvédcili ke
sledovanl. : 1 (2,13 %)

zdroj. hitps://marketingova-komunikace-proj.vypinto cz
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22. Reklamu Béhu republiky jsem zaregistroval/a:

Reklamu B&hu republiky jsem zaregistroval/a:
—— N2 inke metu 61,7 % (29)

P Vsocidlnich méd ich 55,32% (26)
Na plakatech 14.89% (7)

Vielevizi6,3 % (3)

Na jinych bé2eckych zévodech 6,38 % (3)
Vmozhlasud, 25 % (2)

Na socidlnich médiich 2,13 % (1)
Nezaregistroval 2,13 % (1)

Nezamegistroval 213 % (1)

0% 10% 20% 30% 40% S50% 60% 70% @B0% 90% 100%

B Nainternetu: 29 (61,7 %)

OV socialnich medilch: 26 (55,32 %)

B Na plakatech: 7 (14,89 %)

BVtelevia: 3 (6,38 %)

B Na jinych béZeckych zavodech: 3 (638 %)
BV rozhlasu: 2 (4,26 %)

ONa socialnich médilch: 1 (2,13 %)

B Nezaregistroval.: 1 (2,13 %)

B Nezaregistroval: 1 (2,13 %)

zdroj. https: //marketingova-komunikace-prg.vyplnto cz

23. Ugastnite se jinych bézeckych zavoda?

Ugastnite se jinych bézeckych zavodi?

Bano: 94 (92,16 %)
Hne: 8 (7,84 %)
zdroj. https: //marketingova-komunikace-prg.vypinto cz
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24. Odkud se o nich dozvidate nejcastéji?

Odkud se o nich dozvidate nejéast&ji?

600 % (64)
Od kamaradd a znamych 44,688 % (42)
e rminovka 42,55% (40)
Bé zecké forum 14,88% (14)
Zvenkovni reklamy 1064 % (10)
Talevize 5,32 % (5)
Od influe nceri 4,26 % (4)
Tradini kaddomEéni akce 106 % (1)
Rozhlas 1,06% (1)
werwi.behejcom 1,06 % (1)
Na Facebooku 1,06% (1)
Fb 106 % (1)
na jinych zédvodech 106 % (1)
Z facabooku 1,06% (1)
sam aktivnd whledavam 106% (1)

0% 10% 20% 30% 40% S50% 60% 70% 80% 90% 100%

B B&Zecke skupiny na socialnich medilch: 64 (68,09 %)
00d kamarad a znamych: 42 (44,68 %)
Bterminovka: 40 (42,55 %)

EBézZecke forum: 14 (14,89 %)

B Z venkovnl reklamy: 10 (10,64 %)

B Televize: 5 (532 %)

O0Od influenceru: 4 (4,26 %)

B Tradiénl kazdoroénl akce: 1 (1,06 %)

B Rozhlas: 1 (1,06 %)

Bwww.behejcom: 1 (1,06 %)

B NaFacebooku: 1 (1,06 %)

OFb: 1 (1,06 %)

Onajinych zavodech: 1 (1,06 %)

B Z facebooku: 1 (1,06 %)

B sam aktivné vyhledavam: 1 (1,06 %)

zdroj: https:#/marketingova-komunikace-proj.vypinto cz

25. Co Vas motivuje pti rozhodovani se o ucasti na bézeckém zavodu?

Co Vas motivuje pii rozhodovani se o ucasti na bézeckém zavodu?

e ———— A e R ]

K 9 Lokalita 80 % (72)
Cena startovného 45 56 % (41)

el zvod ud0 % (35)

Program zéavedu 16,67 % ( 15)

Mbzndvyhra 10 % (9)

L& ast znamych o sobnosti 3,33 % (3)

Souédst saridlu 1,11 % (1)

Viastni piekon ani svych limitd a hranic 1,11% (1)

Medaile 1,11 % (1)

Tradios, atmosféra. 1,11 % (1)

=utast jsou détské zavody 1,11 % (1)

Lidskost - symbolické startovné celé investované do vyher, nijak piehnany marketing/zézemi akce. 1,11 % (1
Reklama zédvodu 1,11 % (1)

Termin 1,11% (1)

ohoni prostied i trati, povrch, termin 1,11 % (1)

lombinace - dé lka trasy, jak zajimavd e, lokalita atp. 1,11 % (1)

0% 10% 20% 30% 40% 50% 60% 70% ©B0% 90% 100%

B Deélka trasy: 74 (82,22 %)

OLokalitar 72 (80 %)

B Cena startovného: 41 (45,56 %)

B Ucel zavodu: 36 (40 %)

B Program zavodu: 15 (16,67 %)

B Mozna vyhra: 9 (10 %)

O Ugast znamych osobnostl: 3 (3,33 %)

B Soucast serialu : 1 (1,11 %)

B Viastnl pfekonanl svych limitd a hranic: 1 (1,11 %)

B Medaile: 1 (1,11 %)

B Tradice, atmosfera. 1 (1,11 %)

Osoucastl jsou détskeé zavody. 1 (1,11 %)

OLidskost - symbolicke startovné celé investované do vyher, nijak pfehnany
marketing/zazem|[ akce.: 1 (1,11 %)

B Reklama zavodu: 1 (1,11 %)

B Termin: 1 (1,11 %)

B okoln[ prostred| trati, povrch, termin: 1 (1,11 %)

W kombinace - délka trasy, jak zajimava je, lokalitaatp: 1 (1,11 %)

zdroj: https: /marketingova-kocmunikace-prg.vypinto.cz
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26. Jaky typ reklamy Vas u bézeckych udalosti nejvice zaujme?

Jaky typ reklamy Vas u béZeckych udalosti nejvice zaujme?

7727 % (68)
Progfednictvim plakétd na ulici nebo v matru 21,58 % (19)
Rozhovoro zévodu v televizi 15,91 % (14)

Video upoutavkav e levizi 1477 % (13)

Newsletter prostied nictvim emailu 12,5 % (11)

Reklama na billboardech 11,35% (10)

Clanek v novinach 11,35 % (10)

Rozhovoro zévadu v rozhlasu 9,08 % (B)

Posty na sc. Sitich 1,14 % (1)

Nemusi to byt video, staéi uddlbst naFb. 1,14 % (1)

viastni zZkudenost z minulych oEnikd 1,14 % (1)

1,14 % (1)

0% 10% 20% 30% 40% 50% 60% 70% @0% 90% 100%

B Video upoutavka na socialnich sitich: 68 (77,27 %)

O Prostrednictvim plakatd na ulici nebo v metru: 19 (21,59 %)
B Rozhovor o zavodu v televia: 14 (15,91 %)

B Video upoutavka v televizi: 13 (14,77 %)

B Newsletter prostrednictvim emailu: 11 (12,5 %)

B Reklama na billboardech: 10 (11,36 %)

O Clanek v novinach: 10 (11,36 %)

B Rozhovor o zavodu v rozhlasu: 8 (9,09 %)

B Posty na soc. Sitich: 1 (1,14 %)

B Nemusl to byt video, stacl udalost naFb. : 1 (1,14 %)
Bviastnl ZkuSenost zminulych roénlka: 1 (1,14 %)

O Za mé jediné socialnl media. Pokud zavod nebude propagovany tam, kde
to sleduju, je pravdépodobné, Ze se o ném ani nedozvim. : 1 (1,14 %)

zdroj. https://marketingova-komunikace-prg.vypinto.cz

27. Jak moc ovlivituje Vasi tcast na udalosti, to jaké zndmé osobnosti/sportovci se ji
také zucastni? ( Prosim zvolte ¢islo od 1-5, kde 1 - viibec a 5 - nejvic)

Jak moc ovliviiuje Vasi u¢astna udalosti, to jaké znamé
osobnosti/sportovci se ji také z(c¢asti? ( Prosim zvolte Cislo od 1-5,
kde 1 - vibec a 5 - nejvic)

W 1: 70 (68,63 %)
D2 14(13,73 %)
m3: 13 (12,75 %)
B4 4(3,92 %)
B5 1(0,98 %)

zdroj. https://marketingova-komunikace-progj.vypinto cz
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28. Na jakych webech nebo forech vyhledavate bézecké zavody nejcasteji?

Na jakych webech nebo férech vyhledavate béZecké zavody
nejcastgji?

B behej.com: 7 (10,77 %)
OFacebook: 6 (9,23 %)
BFB: 2 (3,08 %)

B Svét béhu: 2 (3,08 %)

B atletika.cz : 2 (3,08 %)

B Svetbehu: 2 (3,08 %)

O Terminovka: 1 (1,54 %)
BRun Czech: 1 (1,54 %)
BB&Zec + 1 (1,54 %)

@ Zadnych : 1 (1,54 %)
BnaFacebooku: 1 (1,54 %)
O Ostatnl odpovédi: 39 (60 %)

zdroj. hitps://marketingova-komunikace-prg.vypinto.cz

29. Kde Zijete?

Kde Zijete?

B Praha 39 (38,24 %)
O Stredocesky kraj: 17 (16,67 %)
B Jihomoravsky kraj: 11 (10,78 %)
B Olomoucky kraj: 8 (7,84 %)
B Moravskoslezsky kraj: 4 (3,92 %)
B Liberecky kraj: 4 (3,92 %)
O Ustecky kraj: 3 (2,94 %)
B Zlinsky kraj: 3 (2,94 %)
B Pardubicky kraj: 3 (2,94 %)
B Jihocesky kraj: 2 (1,96 %)
B PIzefisky kraj: 2 (1,96 %)
O Kralovehradecky kraj: 2 (1,96 %)
OKraj Vysocina: 2 (1,96 %)
B Karlovarsky kraj: 2 (1,96 %)
zdroj https://marketingova-komunikace-proj.vypinto.cz
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30. Do jaké veékové kategorie pattite?

Do jaké vékove kategorie patfite?

B 19-30 let: 59 (57,84 %)
031 -45let: 28 (27,45 %)
W45 -55let: 9 (8,82 %)
mO-18let: 5 (4,9 %)

W56 a vice: 1(0,98 %)

zdroj. hitps:/marketingova-komunikace-pro.vypinto cz

31. Jaké je Vase pohlavi?

Jaké je VaSe pohlavi?

® Zena: 65 (63,73 %)
BMuz 37 (36,27 %)

zdroj hitps:/marketingova-komunikace-proj.vypinto cz
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