
Abstract 

The dissertation focuses on the issue of public health communication in the field of obesity 

prevention, with an emphasis on the role of media and influencers in shaping the 

perception of this topic among target audiences. In the context of the growing prevalence 

of obesity in the Czech Republic, which affects more than 60% of the population, the work 

analyses how messages related to obesity and healthy lifestyles are presented in the 

media space and how these messages are perceived by the public. 

In its analytical part, the dissertation examines how media representation of obesity in 

Czech media has changed over the past two decades and the influence of digital media, 

especially social networks and influencers, on perceptions of a healthy lifestyle and body 

image. Theories of social comparison and objectification play a key role, applied to analyse 

how women with a BMI over 25 are influenced by media content and what consequences 

this has on their self-esteem and behaviour. 

The discussion section explores the connection between current theoretical concepts and 

empirical data obtained from in-depth interviews and content analysis of media content 

on social networks. The conclusions indicate that media messages, especially from 

influencers, play a significant role in shaping attitudes towards obesity and a healthy 

lifestyle. These influences can be both positive, contributing to education and motivation 

towards a healthier lifestyle, and negative, reinforcing stereotypes and deepening 

dissatisfaction with one's body. 

The work emphasizes the need for a thoughtful approach to media communication in the 

field of public health, which should be based on a thorough understanding of the target 

audience and the effective use of digital platforms. The final recommendations focus on 

improving public communication strategies on obesity by governments and major 

institutions, which should be more focused on the individual needs and perceptions of 

different social groups. 

 


