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Abstract

Title:Mar keting communication of running proj

Main goal Analysis and evaluation omar ket i ng communi cati on
republiky in season 2019, what was fitemiereseason of the project.

Used research method3oals of thishesis were accomplishedth usage of qualitative
research methadFirstused methoevassemistructured interview with a spokesperson
of the Sokol sAkdtherori®waspaetipipated obskryation and secondary
internal data provided by company Radiditional method was electronic questionnaire
that was created anternetportal vyplnto.czlt was distributed to the responders through
Facebook running groups. Respondeese random runners who responded voluntary

and anonymously.

Results: Results revealethe quality of marketing communication of running evint
Sokol sk bbadedrmtretheorbtical kkowledgdublic opinion about existing
marketingcommunicatiorwas also evaluateahds u r v aitgonesverified the public

awareness of this eventIn the discussion wermentionedrecommendations for the

future marketing communication improvements.

Key words marketing, promotional mixanalysis, strategy, premiere season, running

event
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1l ntroducti on

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 @ealthy lifestyle, people can be sa@mning in the parks or on the streets
more ofternowadays than before. Community of runners is expanding, and it opens the
space for moreunning events on the market. Including but not limiting to idisgance
marathons, halmarathons to running seriasd relays, as well as shorter distances or
children racesAs the competition is getting wider, it is more difficult for the organizers

to keep the clientand attract new ones to participate in their race exclusieigrt from

the perfect organizatioof the event itself, the key factor for extending the clients pool

by increasing the awareness of dwents, is the marketing strategy and the marketing

communication plan.

This thesis will focus on marketing communication of the running event, Sdkolsk

b Drepubliky, which is the new project from Czech Republic, created by sports
marketingcompany Raul s.r.o in cooperation with physical unity Sokol. What makes the
projectSok ol skT bnRh republiky different from
the celebration of the establishment of the first Czechoslovakian republic in a healthy and
sportywaySok ol skT bRh republiky had its®™premie
of October as this date celebrates the establishment of Czechoslovakia.

The aim of the bachelor work is to examine and evaluate marketing communication of
Sokol skT bnRh republiky during the season
seasor?2019 was the firstun, so the awareness of the public was low, and the biggest
focus was inaunching the product on the market. The analysis may help to spot the gaps
and revealsveaknessem existing communication of the project. Another purpose is to
attract moregunners to participate in this event in the future and createanbigersary
celebration of theountry. It will be accomplished by-itlepth analysis of the secondary

data, conductenhterview and the survey. The paper will include the recommendations

and the proposals fonore effective marketing communication stragsgito be used in

the future editions of the event. Achieved results and strategies will be presented to the

company Raul s.r.o, the responsible body f



Me asthe author of the thesis have worked for Raulofrom 9" of September until
1t of November, whagjave me access to the secondary data used in the thesis. All data

usedis with the permission of the spokesperson of the ewdmt was interviewed.
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2Theoretical part

Theoretical part of this thesssms to provide reade&vith basicbackgrounds of marketing
communication.After readingthrough the theoreticalapot, reader should have better
understanding in practical part thfe project. Theoryis mostly based on literature and
researches that are not older than 10 y&aseptions can be seenrvoted definitions.

2.1 Sports marketing

Marketing is widé/ ranged tooin any kind of profit or nosprofit business areand he

sports environment is no exceptidyss FERRANDand MCCARTHY (2008)mention in

their baok, the first signs of sports marketing could be related to B87Q when t oba
companiesplaced cards of baseball players in packs of cigarettdsotst sales and

develop brand loyaltyAlso, one of the firsexamples of an amateur athlete being used

for the public relations or advertisingvas in 1936, wheAdidas gave Jesse Owens free

shoedduring the Olympics in Berlin

Since then sports marketing wa@esvelopingas sponsorshipgetween brands and athletes
wereemerging moreandTV markets were expandingosportproductsand sport teams
were appearing on TV more oftéfhe new era and anotherolutioncametogethemvith

social media.

All'in all, the way of defining sport marketigpuld bei Sport mar keting i s
applicationof marketing principles and procesgessport products and to the marketing
of nonsports products hr ough associ ¢(¢GHANK ansl LYBERGER s port

2014 pg.5.

2.2 Sporting events

Sporting events are one typesport productsAsB | H L EtRal.(2006)explain in their
working paperwe can have two typethe core products and their extensiofise core
products ar¢he initial gamesgompetitions, sporting evendsid the secondary products
are theirextensionsas goods or services related to thentluding merchandising,

catering, hospitalitpr information services.
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Organized sporting events can be divideetween two groupsf professional and
amateupones Sporting events foramatewasr e t hose, for which par
any kind of compensatio(SHANK and LYBERGER 2014)

Referring tol. € S L A V Q(R009), marketing of sporting events focuses mainly on
getting wistomers while using viewers fans and active sportsmemotivation via the
event itself Sporting events try tceachconsumers emotionallgo they can get attached

to the event and its creator
For understanding theork of marketersit is important to realize, what factors exis
sports industry Three fundamental components are gpertsusersthe sports products

that they usand 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
spoﬁs infclrmatiuﬂ Agents
J Equipment manfacturers

Source:Shank and.yberger (2014, pgl8)

2.3Marketing 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 justhe advertisinglt is the way, how sport marketers keep in touch with
customersand inform thermabout the product, about its benefitshow they persuade
themthatitisworthtryingi The ai m of pr o moohsunerstodevelop o e nc
a favourable opinion about a sperproduct which is aligned to a predetermined

12



positioning strategy and to stimulate consumers to try the prod{MtHAI, 2013,
pg.302).

As reported bKA R L € L(EDK8) promotion as well athe other marketing tools must
be coming out of the overall marketing strategior well-working strategyit is also
important to follow the communicational godlscompanywansto raise the awareness
of theproduct orincrease the loyalty towards the brandjust increase the sellingtc.,
in all casesnarketers must decide, which aspects of the pradhmild be stressed out in

the campaign.

2.3.1Integrated marketing communication

While talking about marketing communication nowadays, whahnebablymean is the
integrated marketing communication (IMC). In contrast with mass communication,
which was trying to reach and affect as many customers as possible #ironghd one
platform, IMC focuseson more selectedroupsand tries to reach their neeaisd keep
their loyaltythrough integrategrocesf communicationwherebrand becomes part of

sharing, programming arlidle experience.

According to KTCHEN and BJRGMANN (2010), IMC emerged at late 2@entury

and its importance has been growing since then, owing tmfilnenceof information
technology changeBevelopmenb f medi a, demassi ficati on
the influence of the internet are just soofiehe areas that have created challenging and
competitive environment for marketers to attract thetorners and create a losasting
relationship with themIMC can help in creating coordinated and consistent messages
across various channels of comnuation. 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 BJRGMANN, 2010).

The definition mentioned abovie confirmedalso by Percy (2018) stating thatiMC
providesagreat approach to building an effective communication for brand or company
because it startgith planning and building eonsstency ofamessagand arexecution.
Strategic planningrocessassures thaiccuratemessagéits theright audienceat the

13
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right time and keepsthe corred information no matter through which mediabging
delivered.

Blakemanputs the definitionthis way AIMC, also know as relationship marketing,
works to interactivelyengage a specific individual, using a specific message through
specific media outletA goal is to build a longerm relationshipbetween buyer and
seller by involvingthe targeted individual in an interactive or tweay exchange of
informatioro (BLAKEMAN , 2018, pg4).

According to BAKEMAN (2018) well-performedIMC is drectedby several factors

like researchgdatabase development, creatingiaeractive relationshipouilding loyal
customers, employing correct media tactiegaluation, use of the internet tne

promotional or media mix and the others.

Related to sport appeatise sports integrated marketing communication, shortly SIMC,
which comes out of the classical IMC process modwrit concentrate to sports.
According to EEECH, BEECH and CHADWICK (2007}the sender, medendmessage
keepthe place, but the receivean be any number of people, who have an interest in
sport orsports for all maner of reasons.

Sportsbusinessegan use communications loop to contact the receiver direfcity
example via email about the information, way before the information gets into the media.
It can evokethe feeling of importancein customersand enhancethe level of loyalty.
SIMC model is demonstrated the chart below.

Chart n. 2: SIMC model

| SPORTS CUSTOMER/AUDIENCE RELATIONSHIP MANAGEMENT

Sports marketing communications context

Sender |* Message |*| Media | Receiver
1
Communications loop |

SPORTS IMAGE AND |
BRAND MANAGEMENT

Source: BeechBeech and Chadwick2018, pg. 218
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2.4 Promotional mix

For making marketing communicati@&ffectiveand functional, marketers use different

instruments included iapromotional mix.

Referring tolRWIN et al.(2008) traditionalpromotional mixconsists ofour categories:
advertising, publicity, sales promotion and personal selbngthese four groups daot
adematelyaddress characterissi relevant to sportBorexample, recruitingf an athlete

by coachis intended to result in a transactional sale.

Due to this reasqrwe can sepromotional mixedeing a little bitdifferentfrom each

otherdepending on thauthors and their literature or publications.

SHANK and LYBERGER (2014) includeadvertising, sponsorship, personal selling,

public relations and salggomotionto the promotional mix in their literature.

MIHAI (2013)involves intothe promotional mix alsdicensing aghe process, which
gives sport organizers tlopportunity to establish presence in a specified marketplace

while also creating a new source of revenue.

According to KOTLERE s  ( 2 0 0 7,)marketingcemnaunicatiorenix sustains of

advertising, persohaale, sales support, public relatiarg direct marketing.

BLAKEMAN (2018) involves in promotional mixadditionally to public relations,
advertising, direct marketing and sales promotiailsp outof-home and transitthe
internet and social media, mobile, and alternative metlialso presents the media mix,
which breaks the promotional mix down to the specific medimtfgrms like twitter,
guerrilla marketing, directnailing, Instagramg a mi n g Coecdertrdéted media mix
focuses all the communication into one medium, while assorted media mix spreads

between more.

Without any doubts eacbf the promotional instrumest plays important role in

marketing communication and with the proper combination of using them, maraaters

15



achieve wanted resultgvhich oneto choose and how to use them depends\anall
objectives, the targeted audience and the level of the attachnieyalty.

2.4.10ptimization of promotional mix

According to PilKRYLOVC (2019), the <choic
mix is influenced by following factors.

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

1 Character of the product or the service
Difference in products shows the difference in chosen communication
channels. For exampldpr 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 mducts from one company.

1 Life cycle of the product or the brand
The life cycle of each product has 4 stadgesoduction phase is the
first stage, where the aim is to inform. Marketers use direct marketing,
exhibitions, testing products promotions ang dlativities on the social
networks. Next phase growth is the stage focused on selling. Focus
IS on motivating customers to purchase. Marketers persuades the
consumers to choose their brand. Third phase isntterity of the
product or the service. Alhis 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 idecrease marketers
donEt put a | ot of communication a

1 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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1 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 consideringall the factors, marketers are ready to choose appropiaanels 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 oivay

promotional attitudéowardsit.

242Event Es promotional selection pro

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

/ J

Ifl / ChaI;EI

\\\ A
\ |
\ Customers

Source:Jackson ad 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 ongvay or tweway. 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 iy unlikel

and unwise to choose just one of the communicational channels for the events.

17



As stated by KARLCLEK &et. al . (2016) , cor

objectives correspond to the situational analysis, communication strategy correspond to

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

Folowing pageswill emphasisean explanation of promotional mixstruments. The
most attention willgo to advertising, direct marketing, public relatiosgonsoring and
digital marketingas they were mostly used during the event and so will be primarily

mentionedn case study section.

2.4.3Instruments of promotional mix

2.4.3.1Advertising

Advertising plays an important role ina promotional mix.When somebody says
marketing communication, the advertising is one of the first things thasstoine y ma n E s

mind.

KOTLER and KELLER (2007) defineghe advertisement as akind of paid form of
impersonalpresentatioror promotion of the ideas, goods services. Thauseof the
advertisement can be relatedptarpose of théncreasingpreferenceof the brand ofor

building an attachment tabrand.

According to MHAI (2013) advertising is ongvay paidmessage about the sport product
mediatedthrough some communicational canahd it makes sport more popular.
Advertisingis considered asontrolledinstrument which carries thecontent consisted

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

To sum upinterpretationof the advertisemerdan be assignedith the adjectivedike
nonpersonal, masspread controlledandpaid. The costof the advertisement is lower
comparing tdhe personal sales, as it can reackide spectre of customers via one mass
communication mediaOn the othehand,advertising spotn TV or during the major
sports event can be calculated in millioftscan be also divided depending on the

following purposs of advertising.

18



Informati ve advertisement
Convincing advertisement

Reminding advertisement

= =2 =4 =2

Boostingadvertisement

Informative advertisingfocuses onbuilding the awareness of the brand its new
products or the products functiondt should get intd h e ¢ o mEndsmitnos a
the expenseof the personal attitude towards the brand or prodGanvincing
advertisemenis being used to create the populaatyd the preferenc® the brandlt
tries to make people like the product and always pick it ovesubstitute.Reminding
advertisemenappeals omepeatd purchase and boosting advertisisgrying to assure
consumers that they did the right decision in choosing their produc®IL(ER and
KELLER, 2007)

The other aspect that forms the advertising is its bu@ggtacity ofthebudgetdepends
on therole d advertising in marketing communication of the company, ositesof the
company, the purpose of advertisisgategic marketing plamarket share, competition

or the frequency of advertising and the others.

Back to MHAI (2013) the major issuef sport marketers is weathter stress the range
or the frequencyRange identiés potential customerand the frequencyefers to the

number of exposuragquired to reach the customers.

The advertisement is beingediatedthrough distribution channeland divided into
following categories.
9 Print advertising (hewspaperand magazine3
1 Telecommunicationsadvertising (television and radio)
1 Online advertising
1 Out-of-homeadvertising
1

Product placement

19



2.4.3.2Personal lling T Direct marketing

Personal selling and direct marketing agarowly connectedreas in promotional mix.
Easily said, directed marketingan be considered an easier, cheaper and more
accessible approach that came out of the personal s@lliagis why promotional mixes

useto mentionone or the another.

TODOROVA (2015) describes personal selliag)a tweway process between seller and
a buyer. It involveoral presentatiomnd personal conversatiowhere sellepresents
goods ideas, or servicasith an intention to persuade a clientdecide for his product.
The aim of the personal selling is #dfect the purchase byuilding a longterm
relationshipwith clients and retailers.

According to MHAI (2013)in sport environmenpromoting the products in efio-one
way between the organizations and sport clisrine of the most effectivapproaches.
The goal ofapersonal selling is tgive anextra information about the produnta sense
that it is notvisibly targeted on sales$Sports marketers skeéo build the avareness of the
organization or the product through the goodwill andial involvement of the fans or

clients. Face to face communication also bringotbieer way of feedback.

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

organization and the customaanrd allows the twavay communication.

Direct marketingcan bedefined asiiA use of direct channel® attract the cistomers
and to address goods and services to the consumers withiogt the marketing media
(the middle distributingmedium¥ These channels arelirect mails, directories,
telemarketing, internet webpages dnd o {KOILER and KELLER, 2007, pg. 642).

Nowadaysmostof themoderncompanies are already familiar with direct marketiftge
lead in thisway of promotion is taking emailing, which is cheaper, faster and more
flexible as the othemanners even hough there is a risk of spaprotection. Mobile
marketingalso plays itsole, as it is possible to reach the customer via text message or

media message.

20



According to KA R L € L(EOKS8),thetask of direct marketing campaigissoftena try

to increase the orderd already existing customer.the offer is for complementary
product,we will talk about a crosselling. If the seller tries to sell the upper version or
the innovation of the piduct,the process is calleap-selling. It is the instrument also
used forkeeping the loyalty, for example by sending a free present to the clients. In case
of targeting the new customedirect marketing manages the preparation, before the
seller contacts buyer.

Direct marketing is oftenlinked with CRM (customer relationshipmanagement)

mar keting, so the company can direct on

2.4.3.3Sales support

Sales support or sales promotiomisnstrument, whiclnelpsto highlight the process of
selling. Itinvolves any kind of discounts, promotiomsuponsfavourable offersloyalty
programmescontents and othetdsnplementation of thedeackgroundsftenleads to the
immediate increasef the sales, but on the other hand, disadvantageolsppaatater
sales decreaseater sales decrease can be causegr@yucts being bought in a bigger

amount during the sales.

According to KA R L € L (EOK8),asa part of the sales support is considered &h&o
communication in the centre of sales. There are two types p@t Of purchase) or
POS (point of salesY.hat includes different stands, transparemgdels of products and

the others communication togdacedin the shops or at the places of happening events.

2.4.3.4Public relations

Public relationsor shortly PRis animportantpartof promotional mix.The function of
PR is to promote ankieep good name and image of the organisatiahits products
the eyes ofhe target grougoublicity sponsors or investorBo achievepositive publicity
it is importantto maintain good relationships with mediad journalistsThe publicity is
not paid compare to thevertisementout itformsp e o pdpieidn s its spread through

the media that keeps the credibilitydgnu b | mind.E s
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PR isessentiain every businesareaand sporis not excludedAs reported by. ETRANG
(2013) Public relationsare involved in alffields weather talking abowvents,major
sponsorshipsincreasing participations or media right dedisT he r ol e oA nd
PR, which includes media relations, promotioarporate communications, issues and
crisis managemengdvocacy and public affairs, and lobbyirggtherefore an important
aspect of sport busines¢. ETANG, 2013 preface).

I n a comp aTANG ¢2013)tKOTLEREARd KELLER (2007) divide PR
activities into these 5 categories:
1 Relationship with press
U Presenting the nevad the informatiombout the company
1 Publicity of product
U Effort to present products in the best possible way
1 Corporate communication
U Support of companynderstandig of inter and extern communication
1 Lobbing
U Negotiationswith representatives abolggislative measures
1 Consulting

U Recommendations for the management

Conforming to MHAI (2014),public relations includ¢éhe range of activitieespecially

community and media relations activitidgat support buildingpositive relationships

pr

between the company and its target audieho@ortant forPREs a @akadlsoat i es

c u s t oapirion & the company andis attitude towardproducts Feedbaclrovides
marketers with informatioabout the general satisfaction of the organizadioth shows

them if they are communicating the positive image of the company

While looking backat KOTLEREs aHLIERKs (2007),wpecabseecat i o

mentiored marketing public relations (MPRPurpose of MPR is to support promotion
of the organizationproduct or create an imagand it serves exclusively for marketing
department of the companylPR plays anmportant rolen following tasks.

9 Assistance in launching a new product

1 Assistance in reestablishingthe already existing product
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Creation of the interest in products category
Influencing the specfic target audience

Defence of theproduct with public problems

= =A =2 =

Creation of positive corporate image

For accomplishing tasks mentioned above fandtreating the good image and name of
the organization and its produ@®& department doesriouspublications, events, news
and reportspress conferencepress releasespedial identityprocessesmedia rights
chariiesand foundationssponsorships.

2.4.3.5Spon®rship

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, manywertesar 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 organizatiés interpretdi n V'Y M1(2008)book of
communicationsponsoring in PR is used for m&iming good relationship with publicity
anda good reputation of the company.rtde is to induce a positivabe through some
financial or other support of a product, event, company,letsummary, VYMh T A L
(2008) says that sponsorirtas its meaning as social instrument to influent the
relationships with publicity as well aspart of marketing communication mide also
divides sponsorship into following categories depending on its purpose:
1 Social sponsorshipi The purpose is a humanitarian help in needelp

during big events, where sponsor is helping for a good thing, el get

is part exchange later.

Commercial sponsorshipf Based on the method AQui d

Professional sponsorship Sponsoisupports starting business

Specific sponsorship Focused on specific ardigte sponsorship in science,

media, culture, ecology ¢
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LEETANG ¢@i@9algdod presentation of sponsorship in sponer book.fiThe
essence of sport sponsorship is the establishment of an aligihe®veen qualities
associated with a product or service and a sporting skillsetnt or elite. A virtuous
circle canreinforce the core values associated with the sporting andsporting
elements of the partnership in mutuddgneficial way that enhaes the positioning of
bothelements n t heir r e s(meléd.i ve mar ket so

Sponsor is one type of consumer in sporting induSKHANK and LYBERGER (2014)
connectss p o n bahavibws with the activity of exchangiitg money or productor
the rights of assodimg its nameor product and sporting evensportingteam athlete,
leagueor sporting organizatiarSponsor decides what will be sponsorargion which
level. Sponsorshifnelps achieveeveral objectives:
1 Corporate
U Public awarenessorporate brand image, community involvement
1 Marketing
U Brand positioning, reaching targeted marketsreasing sales
1 Media
U Generate awareness, enhance, advertising camppigigity
1 Personal

U Management interests

Sponsorshipslo not always provide the same level of partnership between the parties.
They differ due to the value that businesses provide to the sponsored@epéynding
on how much money thegontribute or which products theyithg modify the level and
rights of e partnership.
According to PF RPOKOR ¥porRdrsBipsaivide into b catedories:
Exclusive partner
General partner

1
1
1 Title partner
1 Exclusive partner with the exclusive rights in a category
1

Sponsor / supplier
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2.5Trends in marketing communication

2.5.10nline marketing

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

especially among younger generations.

Content marketing institute defines content markefii@pntent marketing is a strategic
marketing approach focused on creating and distributing valuablesvaet, and
consistent content to attract and retain a clearly defined audidneed, ultimately, to
drive profitable customer actien(PULIZZI, undated). It can be used in every form of
marketing not just online, but while talking about marketers, crgdtie 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 goenthener 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.

2.51.2 Social media

In comparison to traditional media like TV, newspapers, magazines, etc., social media
are tweway 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 wayWe 200 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 ah outcomes at a social network level, for example group
opinions, social connecti(m®)s, tag cl ouds &
According to HOLLAND (2015) sports marketing follows several objectives in relation

to fans or sport pu lisingthetrest and aavgrenass of spor, n ¢ |
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

Social media strategies Evaluation

objective

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.

Develop brand and
awareness of sport

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

Understand fans’
nterests and opinions.

Quality of insights gained from social
media research.

Buzz marketing, encourage existing fans to promote the

; - . Online and social media sales relative to
event with offers that can be tracked through social

Generate awareness of

specific event or product

media. Reward fan advocacy.

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

Advertising media. channel.
B Usg dlglwl_medla including [_memel, \_'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: Hlland (2015, pg. 10)
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2.52 Word-of-mouth marketing

AWordof-mouth marketing (WOM marketing) is when a consumer's interest in a
company's product or service is reflected in thgry dialogues. Essentially, it is free
advertising triggered by customer experierdcaad usually, something that goes beyond
what they expecte {KENTON, 2020).

Magic of WOM marketing is reflecteidh its nonchalant way of spreadinmformation
flies aroundoetween family members, relatives, colleagues and so on. It is consadered
veryreliable way of communicatigiecaus@eople usually trust recommendations from
family and friendsEventhough, itcosts no moneygchieving theositive and effective

results from WOM marketingosts a lot of effort.

2.53 Viral marketing

AViral mar keting seeks to spread informat.
person by word of mouth or sharing via the internet or email. Theajadlal marketing

is to inspire individuals to share a marketinggssage to friends, family and other

i ndividuals to create exponent i (AGANJr owt h
2019).

In comparison to WOM marketinggsial media add a credit of sugist 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 tnanents 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 awar@ss of the brand through their accounts.

2.5.4Influe ncer marketing

Beginning of influencer marketing appeared in connection with web bwo&002.
Influencer in marketing vision is the person, who by his or her behavazsuthe ability
to influenceopinions of theothers However, thepoint of influencer marketing remains

the samethe way of accomplishing goals differs. We adsosee a difference in the
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definitions of influencer marketing, one from publication @®d the other one from
2015.

Al nf |l ue n c dasra newaappkoach io marketing, important because sales forces
both understand and support It.directly addresses the most common sales barriers
within prospective customei@nd focuses attention on those individuals who advise
decision makers We callthese people influencers, and they are crucial to the sales
procesas t he pr os p@ownsndlidages2088e | ves o

Al nfl uenc e rthe antaandkilee sciemcg of engaging people who are influential
online to share brand messagmg t h t heir audiences in the
(Sammis et a)2015)

2.5.5Trends 2020

Marketing isavery 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 consumes.

According to Forbesnagazine, marketing in 2020 will follow these tren8lkoppable
postsare expected to be usual technique of buying in 2886ial media represent the
tremendou®pportunity for bginesses in all aspects, giviiat 72% of Instagram users
have shopped via apfi.is the easier and quicker way forcemmerses to reach the
customers. Virtual and augmented reality is another trend thashould expand.
Augmented reality is already visible & example, IKEA has the app thallows
consumers visualise how would the product looks at their homes. Virtual reality is
supposed to took ovehe augmented realitynteractive content is another approach
that appeared to be attractive faustomers. It is more effective and increase the
engagement of the consumers, what means that is also increase the awareness of the
brand, product or everit.keeps astomers on thevebsite,and itis much more sharable.
Personalizationis going to be a trend of 202Customers tired of mass advertising of
products that have nothing common with theith appreciatemorepersonalized emails
offers modified for their need€ontent marketing as was already explainedthis work
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IS continuingto be an important toah marketing strategies that differ thesinesses
through the qualityVideo contentappeared to be a successful instrunademing the last
year. Alsq the live videos are performing well as they keep the attentioneofidwer
longer then the recorded on@$HOMSON, 2019).

The same trends predictions for 20@2€re claimed by INC magazin&ccording to them,
personalizednewslettersbased on customers history and data will overperformed mass
communication and group emails will not be enou@lntent strategy should be
diversified. It is important ta&wombine written conteréind blogging with videos and
interactive content to entertaime consumers.

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

comfortable way for consumers to shop onlifhALL , 2019)

Article publishedby DECKER (2020)on Hubspotlso agrees on all trends for 202t
have been mentioneth addition,recommends marketers to use some more that are
expected to boom in 202Blowever, it is already happening, it is expediztéanfrom
outbound marketing that carries ona&vay communication spread to as many people as

possibleto inbound marketing that brings the valu the istome r Es need s .

The attitude towards consumers has also change and will keep the flow in the following
years.Customers have stopped being considered asft@nthought bubave been moved

into the centre of eventéttention to the astomers should notall after they buy the
product. When the attentiongsven to them constantly, they will value the product more
andadvertise it by themselve&nd the WOM marketing is thieest strategy.

Chart n. 5: Funnel marketing and Flywheel marketing

Then = Funnel Now = Flywheel
Customers as an afterthought Customers at the center

Marketing

Customers

Source:Decker(2020)
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Recommended is alsmative advertising that is designetb blend in and promotthe
brand to the new audience. Native advertising is advertising on ctimeent
recommendations platforms or social mediin campaign3Norking with the micro -
influencersis another admitted trend. Even migndluencers have less followerthey

are usually more engaged and narrowly targéi@ECKER, 2@0)
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S3Met hodol ogy

i R e leia simply a process of arriving a dependadddution to a problem through

the planned and systematic collecti@nalysis andnterpretation of data (SINGH,
2006 pg. 1.

Regardingt®©OL ECKC and (2048) Mmé&hodblgy is a summary of methods
in a specific field while a method isa system of scientific rules and principles.

Methodology examinea suitability of the methodanddefends their usage in research.

In research can be used quantitative method, qualitative methothe mixed
method which is a combinationf both previously mentioned approach€kis bachelor

thesisis built on agualitative researcimethod

3.1 Qualitative method

Hennink et al.(2020), describe qualitative researads awide system of different
techniques and philosophieQualitative approach uses life histories mographies,
content and visual analysishservation, irdepth interviews or focus groujscussions
to examine problems in detaihd allows researchers to better understand the behaviour

or perspective of theobjects.

3.1.1Semktstructured interview

First qualitative method used for the thesis wasemistructuredinterview with a
spokesperson dheSo k ol s k T b IMFormatienpgatiheled fkogn .the interview
servael primarily for better understanding of internal procedures of marketing
communication of the projeah the seaso2019 but alsoshowed up the opinions and
the visions forthe future of the projectinterview was holding on a prepared structure

but also created éhspace for open discussiapinions and additional information.

Interview took place on &.2020at the working place of Raul s.r.Buration of the
interview was onehour, and it was recorded on h e  a wadll IplloneE Afterthe

recording was finishedauthor had transcribedit to the computeand added to the
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appendix of this bachelor thedisgether with a signed permissiof the interviewed

person.

Structure of the interview:

=

Origin, creation and informatioaboutthe project
Goals of the project

Promotional mix of the event

Sponering

Advertising

Online marketing

Influencer marketing

Sales support

Charity

=4 =2 A A4 A4 A4 A -

3.1.2Documents andysis

Another used method in the thesis was analysis of texts andthe documents.
Documentsconsisted ofnternal secondarglata,and access to them was granted as the
researcher worked for Raul s.mhich was the company organizing the event.
Available sources of secondary data:
7 Internal documentsi Power Poi nt presentation of
republiky 2019
1 Webpagei www.behrepubliky.cz

Social mediai Facebook: Sokol,skiinshigr aep u Bloiklo
republiky

3.1.3Participant observation

Researcher had a chanitesee the process of prommgiand organizing thevent in
season 2019hile working in the Raul s.rfvom 9" of September until®lof November
in 2019.0bservation helped in understandiagy e nt Es e n \hélpedta forenn t an

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

Electronic questionnaire wassed tobring tothe research a different kind of data and
information.Data were collectedith ananonymougjuestionnairehroughthe platform
vyplnto.cz.Questionnaire was created t®searcheand consistedf 31 questions what
includedalso open questions, closed questitiadf-open questionand scales questions.
Questionnaire wadistributed to the responders through social networkere
concretely, iwas placed ifiollowing runningand sportinggroups on Facebook

f BNgeckl rozcestn?2k
Organi zovan® bRDh8n? Praha
BNDh8me pro radost
Gneci Vv bhRhu
Adventn2 bhDh§n?2
Par S§ci na sport Praha
BNDh Brno
Asociace student FTVS

= =2 =4 A A4 A2 -

The sampleconsisted of 1P random amateur runners, who voluntarifilled the
guestionnaireData from the questionnaire were gained through the computerdaehni
andportal vypinto.cz distributed thefor me.The aim of using this methaglasnot to
verify hypotheses, but to gatperspective and opinion on the evéwoim the publi¢ as
well asfiguring out the publiE awareness of the everit.served as a complementary
methodto later evaluatiorand suggestion part of the wolResponses were collected

from 15" of May to 3¢ of July. Survey can be seen in appendix.
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4Goadntdasokfis t he wor k

4.1 The main goal

The mainaim of this bachelor thesis i$0o examine andevaluate the marketing
communication of the runningventS o k o | Ishk Tr ebgnuthe Iséasoy 201 hen
based on the resultsuggest the innovations and thewvmethoddor themore effective

communication of the project in the following years.

4.2 The tasks

To reach the goals of the woiikis necessary toomplete the following tasks:
1 Studyof the scientific literaturef marketing communication
f Examination and the analysis of texts and docur@iS ofik o 11shk Tr ebp u b | i k
1 Interview with thespokesperson of trevent
1 Processing the observatiohthe event in 2019
1 Detection and the analysis @sults otthe electronicquestionnaire
§ Evaluationo fS ofik o I1shk Tr ebpu®l i ky 2019
1 Introduction of the innovations and the new methodsarketing communication
to projectSokd s kidlh br epubl i ky
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5Resul tacbfcapl part

Practical pat analysesand evaluates marketing communicationo f Sokol skT
republiky in seasorR019 andpresentsresults from the questionnairelnformation

proceededin this part comes from all the sources, mentiondgtiemethodology.

5.1 Results based ornterview and secondary data

5.1.2General information

Sokol skT biB&runniegpevwetior amiatgurshatcelebratesain establishrent

of thefirst CzechoslovakiacountryThe of fi ci al titl e Bl Sokol
shorter version B D h r e paun belusellge idea of tis project arose ifRaul s.r.o

which is an agencyfocusedon sports marketing communicatiohhereasorfor creating

a ruming eventwasto put Sokaol that is a physical unity with long history in Czech

country, backtop e o p | e EGthemtiamtldag project aito support healthiifestyle
andcelebrats an anniversary iconnection with sport and history.

AOur company ,wsoweker¢hifkimg hovBtoaktivdtethis brand andout
its awarenesb ac k t o p e ®Rgnhirg HEsscurraritynwery popular and 01
anniversarywas about to come, so we haeateda motto that wevouldrun together
into the secondhundred of our country.Sokol was excited about the idesa, nothing

stood in the way and we could stplanningthee v e (intetview, 2020).

After theidea gotanapprovafrom the managemerftom Sokolunity andfrom theother
parties, summer vacation was oaad there wreless than 2 months left to organize the

project. Communitydid notknow the projed and calendaof running events was tight

As the spokespersormf the eventmentioned(Interview, 2020) challenging aspedn
communicating and pwvastmtihte evengwaBw) and peepieditd | i k y
not know it. Other challengemainly for marketing and communicatipwas that Sokol

isa huge brand connected wi,twhchaganizers weyeEs hi
trying to keep, andavere trying tocreate an event that woulg dignified to the name

Sokol.
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5.1.3Goals andVisions

According to the spokespersor(Interview, 2020) after the main idea, what was
promoting the brandokol, next purpose of the evewhs to connecall the Sokol
physicalunitiesand people in the republandrun together into the other hundrgelars
of the country.

AThe primary goal for our agency wtha, t o
we wanted to reach 2000 runners in the whole republic, what afterwards became real
also thanks to the two cities the USA, that had participated. For the first year had
participated 2 Sokol unities across the Czech Republic and two in theiUZ#tland

and Washington D.C. The goal for following years is to double the number of participants
every year ando makerun people and Sokol unities in the whole coundiyd even
beyond t h(leterdewy2028)r s 0

5.1.4Target group

B N hkepubliky got its premiere on P8of October 2019Kids races were happening
around lunch time anghain run had singlestart, beginningt 2:30 pmwhen runners
from all 12 Czech cities and two American citiesn togetheto the new hundred years.

According tothe spokesperson of the eve(inhterview, 2020), e@ent itself was for
everybody howeverit might not be that attractive for professional runners as there was
no prize money neitherany points tahe charts. Profile of the track was ndifficult,

and length of the track was about 5 kilometres, deperatirtgecities There were also
races for childrephalf kilometre for younger kids and one kilometre for ol@amnerally,

it was more for the begimns, but mainly for people who have some relaimto Sokol

or history, or for those, who wanted to get to know more abpand celebrate the
anniversary togethePeoplewere alseencouragedo dresor to paint their facesito the

nationalcolours
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In eachtown, Sokol unity preparats own accompanying programme for the runners and
for the audience?rogram contenelated taCzechoslovakian historyokol traditions or

other sport activities.

Based on the observation, thetial plan was to reach 2000 runners in the first season
with a capacity of 1000 runners in Prague anound 100or lessrunners in regional
racesFew days before the evesbme of the regional races had full capacisesiue to

the big interest organizedecided to increase the capacity in some of the regrvague

on the other handchieved just half of the wanted number, tegional races balanced
theratio and argeted number of participantss achievedThe attendance of the first

year indicate®146 participantsRatio is indicated in a chart below.

Chartn.6: Attendance of SokolskT bhRh republik
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Sourcelnternal secondary data

5.1.5Price

Price for the tickets depended the city of the evenEor Prague, thereregistration
onlineprice was 60@ZK for themain raceand 200CZK for thechildren raceStarting
fee wasalsopossible tdouy on a race daywheethe price shoulthavebesnhigher, 800
CZK for theadults and 300CZK for the children but at the endyrganizers decided to
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keep the onlingrice, so they would attract more runnefrse price of Prague race
responded to Prague startipgckagewhich included a running -Bhirt for everybody,
some littlesouvenirdrom the sponsors and the mettalt was received in the finigine.
Price in other regionsas lower, but a basic starting pack didinctuderunning T-shirt.
Price for the main races wasound 1568300 CZK and kids paid 100 CZK or had the race
for free.For regional races was possible to regigtstonline

5.1.6Budgetand expensesfor marketing communication

According tothe spokesperson of the event (Intervie20) there was nspecific

amount of moneget aside fothe promotionof the event.

5.1.7Promotional mix

Communicatioml mix was formedout of advertising sales support, online marketing,
sponsorships and public relationBased onB L AKE MANE S exte@siri 8f)
promotional mixo alower media mixwe could characterizese di a mi x of BDNDh
as assortetbr each of its promotional instrumen@n the other handhe reality ofthe

year 2019 being a premiere did not allow toeféectiveforms of direct marketingeither

word-of-mouth (WOM)marketing norviral marketing.

5.1.7.1Sponsoship

Sponsorship playedery important roleduring the organization of the eveAcording

to the fact that budgdor the campaign and marketing communication was noinset
advance the missionfor the organiers was to kep theinternal expenses as low as
possible.Based onthe interpretation of spokespersaf the event (Interview2020),
sponsors were the most important element of the eVdmt.maintitle partner was
Sokol, who provided background each town, where the run was happening. This put

costslower, asrenting the place for the whole day usually costs a lot.

General partner of the project was thg r o ugZ thatgenerated the budget badibe
other partnership was with thoity district PRAGUE 1 that provided the projeatith
few ters of thousands o€rowns another one was e s k 8 (@zech poat office) and

L E P $hat supported projectinancially. Another supplier wasOn dr § § that k a
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supportecevent withthe refreshmergand thanks to thengvent couldorovide runners,

volunteers and organizers with enough liquids.

Media pamers were also important part of the projéetrtneships basg¢on bartemwere
with L e s KeRvize(Czech TV)that helped to promote project before happerioging
and afterWe could apply boosting aspect of advertisamgpromotional activitiesvhich
were happeninduring and after the racéltogethetBDh r epubl i ky appear
televize5 timesand the average viewership was 1.250 000 viewers.
A list of the broadcasts:
f Reportage Branky, body vteSiny
1 Reportage Sport in regions 1 time,5 minutes, after the race
f Reportage SokdRsmes zpravoda,j
1

Interview on Sport newsi 1 time before the race

B N h e j, whch isan internet platform for runnerand Run magazineas a media
partner brough8 Dh r epubl i ky <cl oser to the runne
Freetime internet portal&udyznudy.cz and CityBee brought the project closer to the
public.
BNDhej:. com
1 Magazinei Big interview withfounder of the race
1 Webpagei 3x article about an event + webpage cover

9 Social mediai 3x post orFacebook and an Instagram support

Picture n. 1: Facebook profleb Dhej . com

B com :

Hims whianka

Prigairky

Aol

L L

Source: Internatecondaryata
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V barvach republiky. Unikatni bézecky zavod
| oslavi Fijnové vyroéi

by

F- UM 5 iy | 12.09.2018 | piwiier: 1356%

Source: Internal secondary data

Run magazine:

1 Webpagei Editorial support and webpage cover
1 Magazinei Introduction of the event

9 Social mediai 3x Facebook postndan Instagram support

Picture n. 3: Facebook posts on RUN magazirteefore the race

(ﬁ . RUN magazine
&‘ ¥ 10.10.v10:27-Q

Oslav 101. vyro&i vzniku Ceskoslovenska
béhem! V statni svatek 28. fijna se pobézi ve

14 méstech Sokolsky Béh republiky X, Bud u
toho i ty & https...

POJD S NAMI
OSLAYTT

Podivejte se na video s prateli. | ZACIT

Source: Internal secondary dat
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Picture n. 4: Facebook post on RUN magazinafter the race

Prispévky

0% Moznosti

#SokolskyBehRepubliky #PovedenaAkcicka A
jak sis uzil 28.10. ty? Oslava &i trénink?

QO vyadalsi(65) Komentafe (12) = 1 sdilenf

Source: Internal secondary data
Other two media partnersadio Impuls and De n 2 lare oz the edge between
sponsoring and advertising. They providedrteervicego the event with big discounts,

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

The other sponsomserePrague water suppy and sewerage FastmedicandKROSS
bikes.

Each of the partners providedvent with financiglor commodity or backgroundor

medial supportwhataltogether led tthe successful first year of the event. Each regional

event was also able to maintain some smaller pahipsnehich contributedwith prizes

to a raffle or provided pres forthewinners.

According tothe spokesperson (IntervieW020),the biggest equivalent for the partners
was visibility at the placef the race That meansheir name orthe banners, gatdlags,
but also on @rochurethat wassent to the racergpart from that Raul publisheBR

articlesfor sponsorsn o t only on soci al net wor ks

of

networks of the other projects of Rdui ke BDhe|j |l esy,. Ski Tour
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Picture n. 5: Partners of the event

Zowms () naiziona) SO

Raaaadio Ceska televize

o
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Sourcewww.behrepubliky.cz

5.1.7.2Public relations

Looking back at KotlerEs and KellerEs (20«
to PR of SokolskT bhRh republiky. MPR pr o\
of Raul s.r.o, creat aninterest in products category, influetthe specific taget group

and creatd apositive image.

Into PR responsibilities belorguilding and keep good relationships with other subjects.

As it was already mentioned, Raul Ss.r.o

organizes also other sporting events. Adomy to the spokesperson of the event
(Interview, 2020), Fshirts and medals for the event were obtained witonvenient

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

Another PR activity is teransmitthe information with a positive vibe through the media
to the public.Difference from the advertising that PR performance is not paid. As it
was mentiord in theoretical part, there is a very thin line between spohgoes a
communication tool and 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 articleswith aninformative charactelbefore and after the race had been posted also
online on 4 portals like svetbehucz, sport.cz, parlamentnilistiny.cz and

vlasteneckenoviny.cZ'hey could possibly reach around 30D reades.

Picture n. 6: PR article on sport.czbefore the race

Source: Internal secondary data

Picture n. 7: PR article on svetbehu.cz before the race

Sourcewww.svetbehu.cz
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