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Cilem bakalarske prace je analyza komunikacni
strategie a doporuceni novych moznosti
S vyuzitim v praxi.
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ABSTRAKT

Bakalarska prace je zpracovana na téma
komunikacni strategie prazské kavarny
SmetanaQ Café & Bistro. Cilem prace je
analyza soucasné komunikacni strategie a
vytvoreni doporuceni no-vych moznosti s
vyuzitim v praxi. Prace je rozdélena na dvé
casti, a to na teoretickou a prak-tickou.
Teoreticka cast prace vymezuje zakladni
pojmy  tykajici se  marketingu a
komunikacni strategie za vyuziti odborné
literatury. Prakticka cast zacina
predstavenim podniku a v dalsi jeji casti
byla zpracovana analyza soucasného
marketingového a komunikacniho mixu
spolec¢-nosti. V zavéru prace byl na zakladé
vysledkl dotaznikového Setfeni vytvoren
navrh novych komunikacnich moznosti

ABSTRACT

The following Bachelor thesis is based on
the communication strategy of the
SmetanaQ Cafe & Bistro company. The main
goal was to analyse and improve the current
communication strategy. The thesis consists
of two parts: theoretical and practical.
Theoretical part concerns with marketing
fundamentals and communication strategy
based on scientific literature. Practical part
begins with an introduction of the company
and then it continues with the company’s
communication mix. Based on the results of
a questionnaire, | have suggested new
strategies on how the brand should
communicate in the future. Those strategies
are to be seen at the end of the practical part
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