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Abstrakt Abstract

Cilem této diplomové prace bylo navrhnout inovativni komunikacni strategii pro
vybrany profesionalni fotbalovy klub, ktera bude zvySovat angazovanost fanousku a
pomahat generovat piijmy pro sportovni organizaci. Metodami hloubkového
rozhovoru a komparativni analyzy byly identifikovany nedostatky v aktudlni klubové
komunikaci, konkrétné netransparentnost komunikace vedeni klubu, mala snaha o
zvySeni angazovanosti fanouSkii a budovani dobrych vztahli s nimi, nedostatecna
propagace domacich zapasu ¢1 aktivita v oblasti CSR. Nasledné¢ provedené
dotaznikové Setfeni mezi fanouSky tymu z Fortuna Ligy zase piineslo fadu
zajimavych poznatkl o jejich rozhodovacim procesu, vlivu marketingovych aktivit
klubti ¢1 preferencich fanouSkii ohledné¢ obsahu na socidlnich sitich. Jednim
z vysledkl tohoto Setfeni bylo zjiSténi, Ze marketingové aktivity fotbalovych klubu
maji vétsi vliv na fanousky bez permanentni vstupenky. K tcasti na zapase je nejvice
dokazi presvédCit predzapasove fanzony, autogramiddy a setkani s hraci, ale také
podpora prodeje ve formé vyhodnych balickl vstupenek na vice utkani nebo sleva na
vstupenky v zimnich mésicich. Nebylo prokdzano, Ze by nastroje event marketingu
ovliviiovaly rozhodovani fanouSkii vice nez podpora prodeje. Vysledky vyzkumu
take ukazaly, Ze pocet navstivenych zapasli v ramci jedné sezony do jisté miry zavisi
na angazovanosti fanouska na socialnich sitich. VSechny zjiStén¢ informace byly
zavérem aplikovany pro vytvofeni navrhu komunikacCni strategie vybranc¢ho

fotbalového klubu.

Vliv marketingovych nastroju na rozhodovani fanouska

The aim of this diploma thesis was to design an innovative communication strategy
for a selected professional football club that will increase fan engagement and help
generate revenue for the sports organization. The methods of in-depth interview and
comparative analysis were used to identify gaps in the current club communication,
namely the lack of transparency in the club management communication, little effort
to increase fan engagement and build good relationships with fans, insufficient
promotion of home games or CSR activity. A subsequent questionnaire survey
among fans of Fortuna Liga teams in turn provided a number of interesting insights
into their decision-making process, the influence of clubs' marketing activities or
fans' preferences regarding social media content. One of the results of the
questionnaire survey was the finding that the marketing activities of football clubs
have a greater impact on fans without season tickets. Pre-match fanzones, autograph
sessions and meetings with players, as well as sales promotion in the form of
discounted ticket packages for multiple matches or discounted tickets during the
winter months are most able to convince them to attend a match. Event marketing
tools have not been shown to influence fans decision-making more than sales
promotion. The results also showed that the number of games attended within a
season depends on fan engagement on social media. All the information was finally

applied to create a proposal for the communication strategy of the selected football
club.

Hlavni zdroj informaci fanousku o jejich oblibeném klubu
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Autogramiada, setkanis hracem 2,56 268 243
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Vyhodné balicky vstupenek na vice utkani

Sleva do fanshopu k zakoupené vstupence - 109 2,60 272 243
Sleva na vstupenky v zimnich mesicich - 205 m 155 2,82 30 2,41
Pozvanka na zapas od hrace ¢i klubové legendy - 156 m 191 3,07 319 2%
Polocasoveé soutéze o ceny - 127 m 248 - 352 3,09

Venkovni reklama informujici o zapase - 154 m 212 3,21 33 307
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