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Abstract

The diploma thesis optimises the marketing strategy of Prague Finance
Institute, z.s. and aims to increase brand awareness, i.e. to gain two thousand
new subscribers on the social network Linkedin and seven hundred new
subscribers on the social network Instagram in the period from September 1,
2024 to August 31, 2025.

The thesis is based on research and analysis of provided or publicly published
data. The thesis uses responses from a questionnaire processed by an
external marketing agency as part of the rebranding that the Prague Finance
Institute is currently undergoing. The theoretical part processes knowledge
about the creation of a marketing strategy with a focus on educational
institutions. In the practical part, a marketing situation analysis of the brand is
prepared and the current marketing situation of the Prague Finance Institute
is analysed. As part of the competitive analysis, it was found that PFI does not
have direct competition, but rather cooperates with indirect competition, and
the entry of a new competitor is relatively limited given the size of the financial
market in the Czech Republic. Prague Finance Institute did not have firmly set
goals and a defined strategic and tactical part of marketing, it mainly used the
communication channel of the social network LinkedIn, email marketing to
send newsletters and the website had an informational character.

Based on the analyses, the vision, mission, and goals of the brand, as well as
its values, are defined in the marketing strategy. It is also recommended to
include new marketing tools such as web analytics - Google Analytics and
Hotjar, as well as the auxiliary tool Marketing Miner. Within the social
networks, a content plan and a campaign plan for the period September
2024-August 2025 are created. Performance Max campaign and Meta's Ad
Manager application are recommended for automated campaign
optimization. Based on the optimization of the marketing strategy, the goal is
expected to be achieved.
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Neosobni formy komunikace

Online reklama - aktivni spousteni kampani na socialnich sitich reflektujici model
AIDA a poskytovani USP potencialnim zakaznikim. Optimalizace marketingu ve
vyhledavani, vyuzivani PPC reklam. Offline reklama - bannerova reklama v méstske
hromadné doprave, predevsim u vysokych skol s obory ekonomie/financi. Reklamni

predméty, mimo tuzek a sesitl, vlastni merch - tricka, mikiny, tasky.

Vyuzivani databaze kontaktu a zasilani pravidelnych newslettert a novinek nejen

v PFI. Tydenik aktualit na financnich trzich.

Aktivni vyuzivani socialnich siti, tvorba obsahu a interakce s uzivateli.Aktualni

prehledné a intuitivni webové stranky prinasejici nové informace navstévnikim.

Zarazeni chatbotu na webové stranky.

Tvorba podcastu PFI Talks, vydavani newsletteru a publikace ¢lanku. Poskytovani
rozhovorU do jinych médii. Jednotna firemni identita, unikatni a jasné spojitelna se
spolkem. Firemni kultura s pozitivhim dopadem na spolecnost i jedince do ni
zapojene.,

Summary

As of 31 March 2024, PFl had 5,913 followers on LinkedIn and 201
followers on Instagram. It did not have a fixed marketing strategy or
defined objectives. The main communication channel was LinkedIn,
with email marketing serving as a complementary tool to the
monthly newsletter. The website was informative.

As part of the newly set marketing strategy, previously unused
marketing tools were incorporated into the tactical marketing to
optimise and facilitate the fulfilment of the objectives. The Hotjar
tool is recommended for the website. Furthermore, it would be
advisable to start actively using Google Analytics and the Marketing
Miner tool, which is used for SEO optimisation and reporting of
searched keywords.

To help spread brand awareness, campaigns were defined using the
Performance Max tool as well as social media campaigns. For the
social media campaigns, an application from the developer Meta "Ad
Manager" will be used. It was also recommended that the university
engage in outdoor marketing, in the event of launching new courses
or applications for the PFI Scholarship. Subscribers will be followed
up with email marketing and social media content creation.

The marketing strategy has been set so that all actions lead to
increased brand awareness, with the objective of creating valuable
and quality content. Given the organic growth of subscribers, even
in the absence of a specific strategy, it is anticipated that
optimisation will meet the set target.



