
Abstract 

The aim of this work is to analyze the communication and marketing strategy of DSC Gallery 

focusing on its communication activities. The first part is devoted to the theory and 

description of sub-elements of the field of cultural marketing. The second part of the thesis 

deals with the case study and analysis of the marketing communication of selected institution 

and its strengths and weaknesses. In the final part, the author presents his own communication 

recommendations and summarizes her findings. 

 


