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Archetypy znacek vybranych atleti

Hlavnim cilem mé bakalarské prace je identifikovat archetypy znacek vybranych

atletd

V bakalarské praci je kurCeni archetypti znacek vybranych atleti vyuzita
sentimentalni analyza socidlnich siti. Po sestaveni analyzy socidlnich siti jsou
data vyhodnocena pomoci kvalitativniho vyzkumu, kterym jsou dvé Focus
Groups (ohniskové skupiny). Prvni skupina zahrnuje fanousky atletiky, kteti
atlety dlouhodobé sleduji. Druha skupina je zamétfena piredevsim na osoby, které

atletiku nesleduji.

Ucastnici ohniskovych skupin vzdy na zakladé svého nazoru piifadili
k vybranym Sesti atletim tfi archetypy a z nich poté vybrali jeden, ktery byl
nejvice dominantni. Diky takovému rozdéleni bylo nakonec mozné urcit vzdy
jeden dominantni archetyp ke kazdému sportovci. U Femke Bol se ucastnici
velmi jasné shodli na konecném archetypu hrdiny. Alica Schmidt nejvice
odpovidala archetypu milence. Armand Duplantis byl respondenty urcen jako
archetyp vladce, stejné jako sprinter Noah Lyles. Emmanouil Karalis byl dle
ucastnikli uréen pomeérn€ jednoznacné jako archetyp klauna a Sha’Carri

Richardson jako archetyp psance.
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Brand archetypes of selected athletes

The main objective of my Bachelor’s thesis is to identify the brand archetypes

of selected athletes

In the Bachelor’s thesis the sentiment analysis of social media is used to
determine the brand archetypes of selected athletes. After compiling sentimental
analysis of social networks, the data is evaluated using qualitative research,
specifically through two focus groups. The first focus group consists of athletic
fans, who have been following athletes for a longer period of time. The second

group focuses on individuals who are not interested in athletics.

Participants in the focus groups each assigned three archetypes to the selected
six athletes based on their personal opinions, and then chose the one they felt
was the most dominant. This process made it possible to determine a single
dominant archetype for each athlete. For Femke Bol, participants clearly agreed
on the archetype of the Hero. Alica Schmidt was most closely associated with
the archetype of the Lover. Armand Duplantis was identified by respondents as
the archetype of the Ruler, as well as sprinter Noah Lyles. Emmanouil Karalis
was quite clearly assigned the archetype of the Jester, and Sha’Carri Richardson

was characterized as the Outlaw.
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