
Abstract

This  thesis  deals  with  the  topic  of  content  marketing  communication  of  Czech  banking 

institutions on the LinkedIn platform. The aim of the thesis is to find out what specific aspects of 

this type of content have an impact on the level of user interaction with posts (engagement).

The research combines two quantitative research methods. The first method, frequency 

content analysis, examines the published content of four Czech banking companies, observing 

individual relevant aspects of the text and visual style of the posts.  Their effectiveness is 

evaluated in relation to their impact on engagement and then plotted in graphs showing the 

effectiveness of the observed elements.

These  findings  are  followed  by  A/B  testing  as  a  controlled  experiment  using  the 

results of the first phase of the research, which are thus extended with more specific findings. 

Crucial results point to the binding element of successful posts – authenticity, which increases 

credibility and thus willingness to interact with posts.

The findings of the paper help to understand the issues of successful content for bank 

and industry-like profiles, place them in a more general framework, and recommend 

optimization strategies for bank or industry-like companies. 


