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Abstrakt  

 

N§zev: Marketingov§ komunikace bŊģeck®ho projektu ï SokolskĨ bŊh republiky 

 

C²l pr§ce: AnalĨza a zhodnocen² marketingov® komunikace Sokolsk®ho bŊhu republiky 

v sez·nŊ 2019, coģ byla premi®rov§ sez·na t®to bŊģeck® ud§losti. 

 

Pouģit® metody vĨzkumu: Pro naplnŊn² c²lŢ t®to bakal§Śsk® pr§ce byly pouģity 

kvalitativn² metody vĨzkumu. Prvn² vĨzkumnou metodou byl polostrukturovanĨ 

rozhovor s tiskovĨm mluvļ²m z§vodu. Dalġ² metodou bylo z¼ļastnŊn® pozorov§n² a 

ļerp§n² dat ze sekund§rn²ch zdrojŢ. VĨzkum byl doplnŊn o vĨsledky z elektronick®ho 

dotazn²kov®ho ġetŚen². Dotazn²k byl vytvoŚen skrz platformu vyplnto.cz a distribuov§n 

do FacebookovĨch bŊģeckĨch skupin. Respondenti vyplŔovali dotazn²k zcela anonymnŊ 

a dobrovolnŊ. 

 

VĨsledky: VĨsledky pr§ce uk§zaly kvalitu marketingov® komunikace bŊģeck® ud§losti ï 

Sokolsk®ho bŊhu republiky na z§kladŊ teoretickĨch poznatkŢ. Zhodnotil se tak® n§zor 

veŚejnosti na dosavadn² marketingovou komunikaci a zjiġŠovalo se povŊdom² lid² o tomto 

z§vodu. V z§vŊre pak kromŊ zhodnocen² premi®rov® sez·ny byly pŚedneseny i pŚ²padn® 

doporuļen² pro komunikaci v n§sleduj²c²ch sez·n§ch. 

 

Kl²ļov§ slova: marketing, komunikaļn² mix, analĨza, strategie, premi®rov§ sez·na, 

bŊģeck§ ud§lost 

 

 

  



  

 

Abstract 

 

Title: Marketing communication of running project: SokolskĨ bŊh republiky 

 

Main goal: Analysis and evaluation of marketing communication of SokolskĨ bŊh 

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 SokolskĨ bŊh 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 ï 

SokolskĨ bŊh republiky based on the theoretical knowledge. Public opinion about existing 

marketing communication was also evaluated and surveyËs 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, SokolskĨ 

bŊh 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 SokolskĨ bŊh 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. SokolskĨ bŊh republiky had its premiere in 2019 and happens yearly on 28th  

of October as this date celebrates the establishment of Czechoslovakia.  

 

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

SokolskĨ bŊh 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.o, the responsible body for marketing communication of BŊh republiky. 
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Me as the author of the thesis have worked for Raul s.r.o from 9th of September until         

1st 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 1870Ës, 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.   

 

Al l in all, the way of defining sport marketing could be: ñSport marketing is the specific 

application of marketing principles and processes to sport products and to the marketing 

of non-sports products through associations with sportò (SHANK and LYBERGER, 

2014, pg.5).   

 

2.2 Sporting events 

 
Sporting events are one type of sport products. As B¦HLER 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 donËt receive 

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

 

Referring to ĻĆSLAVOVĆ (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 

 

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. ñThe 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 productò (MIHAI , 2013, 

pg.302). 

 

As reported by KARLĉĻEK (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 20th century 

and its importance has been growing since then, owing to the influence of information 

technology changes. Development of media, demassification of a consumerôs 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. ñIMC 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 buildingñ (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 
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right time, and keeps the correct information, no matter through which media is being 

delivered.  

 

Blakeman puts the definition this way: ñIMC, 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 

informationò (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 

Ë 

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.  

 

MIHAI  (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 KOTLERËs (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 mediaËs platforms like twitter, 

guerrilla marketing, direct mailing, Instagram, gaming etcé 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 PřIKRYLOVĆ (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 

donËt 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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¶ 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 EventËs 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 

 

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 KARLĉĻEK 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 laymanËs 

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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¶ Informati ve advertisement  

¶ Convincing advertisement 

¶ Reminding advertisement 

¶ 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 consumersô 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.  

¶ Print advertising (newspaper and magazines) 

¶ Telecommunications advertising (television and radio) 

¶ Online advertising 

¶ Out-of-home advertising 

¶ Product placement 
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2.4.3.2 Personal selling ï 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: ñA 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 kiosksò (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 KARLĉĻEK (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 buyerËs 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 KARLĉĻEK (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 peopleôs opinion as its spread through 

the media that keeps the credibility in publicËs mind.  
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PR is essential in every business area and sport is not excluded.  As reported by LËETANG 

(2013), Public relations are involved in all fields weather talking about events, major 

sponsorships, increasing participations or media right deals. ñThe 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 businessò (LËETANG, 2013, preface).  

 

In a comparison to LËETANG (2013), KOTLER and KELLER (2007) divide PR 

activities into these 5 categories:  

¶ Relationship with press 

ü Presenting the news and the information about the company 

¶ Publicity of product  

ü Effort to present products in the best possible way 

¶ Corporate communication 

ü Support of company understanding of inter and extern communication 

¶ Lobbing 

ü Negotiations with representatives about legislative measures 

¶ Consulting 

ü 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 PRËs activities are also a 

customerôs 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 KOTLERËs and KELLER Ës (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.  

¶ Assistance in launching a new product 

¶ Assistance in re-establishing the already existing product 
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¶ Creation of the interest in products category 

¶ Influencing the specific target audience 

¶ Defence of the product with public problems 

¶ 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 VYMŉTAL (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, VYMŉTAL 

(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:  

¶ Social sponsorship ï 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. 

¶ Commercial sponsorship ï Based on the method ñQuid pro quoò 

¶ Professional sponsorship ï Sponsor supports starting business 

¶ Specific sponsorship ï Focused on specific area like sponsorship in science, 

media, culture, ecology é 
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LËETANG (2013) gives a good presentation of sponsorship in sport in her book. ñThe 

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 marketsò (pg. 100).  

 

Sponsor is one type of consumer in sporting industry. SHANK and LYBERGER (2014) 

connects sponsorËs 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:  

¶ Corporate 

ü Public awareness, corporate brand image, community involvement 

¶ Marketing  

ü Brand positioning, reaching targeted markets, increasing sales 

¶ Media 

ü Generate awareness, enhance, advertising campaigns, publicity 

¶ Personal 

ü 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 PřIKRYLOVĆ et. al. (2010), sponsorships divide into 5 categories:  

¶ Exclusive partner  

¶ General partner 

¶ Tit le partner  

¶ Exclusive partner with the exclusive rights in a category 

¶ 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: ñContent marketing is a strategic 

marketing approach focused on creating and distributing valuable, relevant, and 

consistent content to attract and retain a clearly defined audience ð and, ultimately, to 

drive profitable customer actionò (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: ñWeb 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 worldsò (pg.9) 

According to HOLLAND (2015) sports marketing follows several objectives in relation 

to fans or sport publicËs 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 

  

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

 
ñWord-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 experiencesðand usually, something that goes beyond 

what they expectedò (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  

 
ñViral 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 recipientsò (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.  

 

ñInfluencer 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 themselvesò (Brown and Hayes, 2008). 

 

ñInfluencer 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 contentò 

(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 customerËs 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 

 

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 

ñResearch is simply a process of arriving a dependable solution to a problem through 

the planned and systematic collection, analysis and interpretation of data.ò (SINGH, 

2006, pg. 1). 

 

Regarding to OLECKĆ and IVANOVĆ (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 SokolskĨ bŊh 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 authorËs 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: 

¶ Origin, creation and information about the project 

¶ Goals of the project 

¶ Promotional mix of the event 

¶ Sponsoring 

¶ Advertising 

¶ Online marketing 

¶ Influencer marketing 

¶ Sales support 

¶ 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:  

¶ Inter nal documents ï PowerPoint presentation of the evaluation of BŊh 

republiky 2019 

¶ Webpage ï www.behrepubliky.cz 

¶ Social media ï Facebook: SokolskĨ bŊh republiky, Instagram: SokolskĨ bŊh 

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 9th of September until 1st of November 

in 2019. Observation helped in understanding eventËs environment and helped to form 

opinions and proposes that are mentioned in the discussion. 

 

http://www.behrepubliky.cz/
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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:  

¶ BŊģeckĨ rozcestn²k 

¶ Organizovan® bŊh§n² Praha 

¶ BŊh§me pro radost 

¶ Ġneci v bŊhu 

¶ Adventn² bŊh§n² 

¶ ParŠ§ci na sport Praha 

¶ BŊh Brno 

¶ 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 publicËs awareness of the event. It served as a complementary 

method to later evaluation and suggestion part of the work. Responses were collected 

from 15th of May to 3rd 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 SokolskĨ bŊh 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 ñSokolskĨ bŊh republikyò 

¶ 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 ñSokolskĨ bŊh republiky 2019ò 

¶ Introduction of the innovations and the new methods in marketing communication 

to project SokolskĨ bŊh republiky 
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5 Results of practical part  

Practical part analyses and evaluates marketing communication of SokolskĨ bŊh 

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  

 
SokolskĨ bŊh republiky is a running event for amateurs that celebrates an establishment 

of the first Czechoslovakian country. The official title is SokolskĨ bŊh republiky, but also 

shorter version - BŊh 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 peopleËs minds. Other than that, project aims to support healthy lifestyle 

and celebrates an anniversary in connection with sport and history.   

 

ñOur company works for Sokol, so we were thinking, how to activate this brand and put 

its awareness back to peopleËs minds. Running is currently very popular and 101st 

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 eventò (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 BŊh 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 countryËs 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.  

 

ñThe 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 ï 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 bordersò (Interview, 2020). 

 

5.1.4 Target group 

 
BŊh republiky got its premiere on 28th 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 SokolskĨ bŊh republiky 2019 

 

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 BLAKEMANËS (2018) extension of 

promotional mix to a lower media mix, we could characterize media mix of BŊh 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 tit le 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 ĻEZ 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 Ļesk§ poġta (Czech post office) and 

ĻEPS that supported project financially. Another supplier was Ondr§ġovka 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 Ļesk§ 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, BŊh republiky appeared on Ļesk§ 

televize 5 times and the average viewership was 1.250 000 viewers. 

A list of the broadcasts: 

¶ Reportage Branky, body vteŚiny 

¶ Reportage Sport in regions ï 1 time, 5 minutes, after the race 

¶ Reportage SokolskĨ zpravodaj ï 2 times 

¶ Interview on Sport news ï 1 time before the race  

 

BŊhej.com, which is an internet platform for runners, and Run magazine as a media 

partner brought BŊh republiky closer to the runners and enabled its introduction.          

Free-time internet portals Kudyznudy.cz and CityBee brought the project closer to the 

public. 

BŊhej.com: 

¶ Magazine ï Big interview with founder of the race 

¶ Webpage ï 3x article about an event + webpage cover 

¶ Social media ï 3x post on Facebook and an Instagram support 

 

Picture n. 1: Facebook profile bŊhej.com 

 

Source: Internal secondary data 
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Picture n. 2: Article on bŊhej.com before the race 

 

Source: Internal secondary data 

 

Run magazine:  

¶ Webpage ï Editorial support and webpage cover 

¶ Magazine ï Introduction of the event 

¶ Social media ï 3x Facebook post and an Instagram support 

 

Picture n. 3: Facebook posts on RUN magazine before the race 

 

Source: Internal secondary data 
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Picture n. 4: Facebook post on RUN magazine after the race 

 

Source: Internal secondary data 

 

Other two media partners, radio Impuls  and Den²k.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 BŊh republiky, but also on the 

networks of the other projects of Raul like BŊhej lesy, SkiTour or Jizersk§ 50. 
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Picture n. 5: Partners of the event 

 

Source: www.behrepubliky.cz 

 

5.1.7.2 Public relations 

 

Looking back at KotlerËs and KellerËs (2007) MPR tasks, we can assign following tasks 

to PR of SokolskĨ bŊh 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 SokolskĨ bŊh 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 

http://www.behrepubliky.cz/
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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 

 

Source: Internal secondary data 

 

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

 

Source: www.svetbehu.cz 

http://www.svetbehu.cz/



























































