ABSTRACT

Legal aspects of the online marketing

The ever-growing role and importance of the Internet in today's society encourages the quick
development of a relatively young and dynamic field - online marketing. Since the central
goal of the online marketing is to maximize the profits of the given entity, commercial interest
may easily get into the conflict with the interests of others. However, endangered entities are
not only competing entities, but very often the customers themselves, addressing of which is
much easier and cheaper in the Internet than in the "real world." In addition, in recent years

the importance of the issue of the Internet users’ privacy has been growing.

Legal responses mainly consist in the public regulation, the compliance of which is
supervised by the executor of the public administration appointed to do this by the legislator.
However, also private regulation is worth mentioning, which is usually used primarily by

competitors of the infringing entity rather than by consumers themselves.

This thesis at first introduces the field of online marketing and its tools and
consequently deals with the examination of the legal regulation in more detail, including the
impact on practice.

The aim of the thesis is to look at the legal regulation from the point of view of the
practice, which often rejects such a regulation, and to try to assess whether this rejection is

justified or not.



