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Abstract 

The master thesis describes the issue of using social media in marketing communication 

of chosen company. The aim of this thesis is to analyze the current situation in the 

company and to propose a new solution, i.e. marketing tools, which the company can use 

in the future. The first part summarizes the issues of marketing, marketing communication 

and social networks. The analytical part includes analysis of the external and internal 

environment, analysis of the competitive surroundings as well as SWOT analysis. The 

design part then proposes new possibilities for the use of social media, analysis of their 

efficiency and detailed design of promotion on the domestic market, all together with 

international reach. 

 

Abstrakt 

Diplomová práce řeší problematiku sociálních medií v marketingové komunikaci vybrané 

společnosti. Cílem této práce je analyzovat současný stav marketingové komunikace na 

sociálních sítích dané společnosti a navrhnout nové řešení pro využití vhodnějších médií. 

První část je věnována problematice marketingu, marketingové komunikaci a sociálním 

sítím. Analytická část poté studuje vnější prostředí společnosti spolu s konkurencí a 

situací uvnitř společnosti. Poslední část představuje možné návrhy řešení, jak vylepšit 

marketingovou komunikaci společnosti na sociálních sítí, spolu s analýzou jejich 

efektivity, návrhu kampaně na tuzemském trhu spolu s dosahem zahraničních trhů a 

přihlédnutím na konkrétní produkt.  

 

Key words: marketing, marketing communication, social media, social networks, 

Facebook, Instagram, Twitter, LinkedIn, YouTube, Vimeo 

Klíčové slova: marketing, marketingová komunikace, sociální media, sociální sítě, 

Facebook, Instagram, Twitter, LinkedIn, YouTube, Vimeo 
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Introduction 

With the development of technology and increasingly progressive globalization, the role 

of the Internet in society is becoming increasingly important. This phenomenon is 

particularly noticeable in the last two decades and is currently experiencing an 

unprecedented paradigm shift. The meaning of the Internet is not just shrinking of the 

distances, sharing vast amounts of data and information, or in global communication. It 

became also a very effective tool in the hands of marketers who can exploit its potential. 

Today, most companies, that take seriously their promotion, are creating their own 

websites for their online presentation, which is gradually replacing earlier forms of 

appearance (mainly printed). Internet marketing has become an indispensable tool not 

only for large players on the market, but more often even for the smallest companies. 

With the growing importance of the Internet, there has been quite another recent medium, 

which takes use of internet. It's a type of web application that we call social networks or 

social media. They have become a phenomenon that will surely be seen in the future as 

one of the defining factors determining culture and interpersonal relationships at the 

beginning of the 21st century. century. For purpose of marketing communications, this 

created a new challenge and an opportunity for realization of the goals. A separate topic 

has emerged, which is currently receiving an immense portion of attention, and it can be 

said, that research in this area is still a trend. 

The subject of this thesis is largely following this trend. Its primary objective is to 

investigate the use of social media for marketing communications in the environment of 

movement culture, especially for the chosen company called Dark Side Movement z.s. 

(further just DSM). Introductory theoretical part is devoted primarily to marketing, social 

networks and their usability for marketing communications. Practical part will then focus 

on specific use of certain social media for promotion of their products and services, using 

the theoretical basis with the help of a comparative analysis. Analysis will be used to 

evaluate whether the company is using the correct social media for the promotions of their 

specific products or they should structuralise their marketing communication on social 

media. 

Apart from the reasons mentioned above to why did I choose this topic for my master’s 

thesis, it is also important to mention my personal interest arising from the practice in the 
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field. I am currently employed as an Ecommerce analyst in one of the world leaders of 

healthcare, where during a relatively short period of time I have been able to look into the 

functioning of the marketing communications in practice and to get an idea of the real 

possibilities available to marketers in social media. I consider the social networking 

theme to be very attractive because there is basically no specific guide on how best to use 

social networks in communication and therefore it is still a field where methodologies are 

changing dynamically and there is a need to keep track of new trends. 
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Goals of the Thesis 

The main objective of the master’s thesis is to propose a plan of improved marketing 

communication, through social networks, for Dark Side Movement. The plan will be 

based on the examined analyses. The aim of the paper will be achieved through the partial 

objectives. First part consists of literature review, which is the main theoretical base for 

this thesis. Second part of this work is dedicated to introduction of company their business 

model and partial analysis, especially SLEPT analysis to evaluate the environment of 

social media, Porter’s five forces focusing on the competitor and certain product of 

company and lastly SWOT analysis to examine the situation of company. Information 

acquired from analysis will be used to design a proposal of application of social media to 

improve the company’s marketing communication to customers on social media.  
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1. Theoretical Foundations 

This part is devoted to the theoretical background that will be essential to understand the 

final part of methods design. 

 

1.1. Marketing and communication within internet 

Regarding to marketing communications within the social media, it is first necessary to 

define the basic terms that apply to marketing communications – for instance marketing, 

marketing mix and marketing communication. 

 

1.1.1. Marketing 

The definition of marketing from the Kotler’s book „Modern Marketing" is stated as 

follows: Marketing is a social and managerial process through which individuals and 

groups satisfy their needs and wishes in the process of producing and exchanging 

products and values (Kotler, 2007).  

Marketing can also be defined as one of the activities performed by organizations and a 

set of processes for creating, communicating and delivering value to customers and for 

managing customer relationships in a way that benefits the organization and the interest 

groups associated with it (Solomon, 2006). Zamazalova defines marketing as a set of 

activities designed to predict, identify, stimulate, and satisfy the needs of the customer, 

while at the same time achieving other goals of the entities applying it (Zamazalová, 

2010). 

These definitions essentially have a common view of marketing as a process where, on 

the one hand, the company meets the needs of the customer and, on the other, achieves 

the goals. One of the activities that marketing involves as a process is, in addition to 

analysing marketing opportunities, target market choices and managing marketing efforts 

to create a marketing mix (Kotler, 2007). The marketing mix is just marketing 

communication. 
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1.1.2. Marketing mix 

The marketing mix is defined as a set of tactical marketing tools that a firm uses to adjust 

its supply to target markets (Kotler, 2007). Marketing communication, together with the 

product, price and distribution among the four components of the basic marketing mix, 

associated to the initial letters of its individual components in English is often also called 

"4P" (Kotler, 2007). The marketing mix serves to influence buyers. Regarding to Kotler, 

companies should look at the marketing mix also from a customer perspective. The 

marketing mix from a customer perspective consists of four components: "Customer 

needs and wishes, customer costs, availability and communication" (Kotler, 2007). 

The marketing mix from the customer's point of view is called "4C" and forms the 

opposite of the marketing mix from the perspective of the company. Regarding to Kotler, 

such companies are winning when they satisfy the needs of the customer economically, 

affordably and with the use of effective communication (Kotler, 2007). 

 

1.1.3. Marketing communication and communication mix 

Kotler defines marketing communication as activities that convey the properties of a 

product or service and their advantages to key customers and persuade them to buy 

(Kotler, 2007). Further Kotler's definition states that marketing communication is the 

creation and public dissemination of credible information, which have the task of 

attracting customers (Urbánek, 2010). Zamazalová defines marketing communication as 

follows: marketing communication is considered to be any form of controlled 

communication used by the company to inform, persuade or influence consumers, 

intermediaries and certain groups of the public. It is the intentional and targeted creation 

of information that is intended for the market in a form that is acceptable to the target 

group " (Zamazalová, 2010). 

Marketing communication is related to the concept of the communication process, which 

is the transmission of a message from its sender to the recipient (Přikrylová, 2010). In the 

case of marketing communications, the company, customers and other interest groups, 

such as employees, suppliers, or investors, are among the subjects to which 

communication takes place. 
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Instead of the term marketing communication, the term "promotion" is often used in the 

same meaning. 

The main communication tools include (Kotler, 2007): 

▪ Advertisement 

▪ personal sale 

▪ sales promotion 

▪ public relations (PR) 

▪ direct marketing 

These communication tools, with the exception of personal sales (Blažková, 2005), can 

also be used in various ways in internet communication. There are also new 

communication tools that will be described later. 

The individual communication tools are base of the communication mix of the company. 

This is defined as a specific mix of advertising, personal sales, sales promotion, and 

public relations that the company uses to reach its advertising and marketing goals 

(Kotler, 2007). 

 

1.2. Definition of the term marketing communication on the Internet 

The term "marketing communication on the Internet" is often replaced by "internet 

marketing", sometimes referred to as "online marketing" or “ecommerce activities”. The 

meaning of individual terms sometimes varies, but often intertwines. For example, 

Janouch writes in his book Internet Marketing (Janouch, 2010) that the term "internet 

marketing" is more appropriate to use for all marketing activities on the Internet, while 

the term "online marketing" is a wider concept, including mobile marketing. In older 

literature, marketing communications on the Internet or internet marketing are confused 

with just advertising on the Internet. However, this is a rather limited concept, as other 

communication tools - PR, sales promotion, or direct marketing - can be applied to the 

Internet. It is somehow inaccurate to also confuse the terms "marketing on the Internet" 

and "internet marketing": the internet can be used in marketing other than for 

communication - marketing research, for example, using a questionnaire on the Internet 
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is quite common. In this work, therefore, the term "marketing communication on the 

Internet" will be preferred. 

 

1.3. Realization of marketing communication on the Internet 

1.3.1. Basic requirements for marketing communication on the Internet 

Regarding to Jahodová and Přikrylová, marketing communication on the Internet should 

meet the following basic requirements (Přikrylová, 2010): 

▪ To attract the attention of users 

▪ To attract the attention and make users collaborate 

▪ Keep the user and ensure that he returns to the application 

▪ To find preferences 

▪ Create a relationship that offers the user a personalized contact 

Guidance on how to fulfil some of these requirements is given in the work of Kubíček 

(Kubíček, 2009). Draw attention by funny and hilarious or on the other side by 

controversial content. Getting a user to work together is possible, for example, by posting 

the best post or photo award. Encouraging users to capture the product is common not 

only on websites but also on social networks - an example is Kofola and her photo gallery 

on the Facebook social network called "Kofola on the roads" (Kofola, 2011), where 

customers are captured at various locations with a bottle or a glass of Kofola drink. 

Identifying preferences means revealing why a potential customer decides what he 

prefers and what arguments are effective to create potential loyalty (Přikrylová, 2010). 

Regarding to Scott, the most effective web strategy anticipates needs and provides content 

that satisfies customers before people realize these needs (Scott, 2008). Janouch also 

states that customer knowledge is one of the keys to success (Janouch, 2010). 

Kubicek, among the recommendations for the website optimizations, also publishes 

interesting research and statistics, placing various contests and quizzes on websites, 

providing useful information and up-to-date information (Kubíček, 2011). By following 

these tips, the company can achieve that people will refer to the site themselves. In 

addition, it should be certain that you have pages optimized for search engines. 
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1.3.2. Approach for planning the marketing communication on the Internet 

Planning marketing communication is a follow-up to marketing planning - the 

communication plan therefore must not be against the marketing plan or the strategic plan 

of the whole company. The company's marketing communication planning can be divided 

into several steps (Kotler, 2007): 

▪ Targeting the audience 

▪ Setting the communication goals (KPI) 

▪ Preparing a communication 

▪ Media selection 

▪ Getting the feedback 

It is also necessary to set the budget, to identify a specific communication mix and to 

choose the appropriate strategy. 

The first step in planning marketing communication is to target the audience. When 

planning marketing communications on the Internet, it is important to be aware of 

whether the target group has access to the Internet at all. Regarding to the Czech 

Statistical Office, 37.9% of the population uses the internet daily or almost daily (CSO, 

2012). The extent to which it is used varies further, depending on the age, sex or education 

of the user. 

The aims of marketing communication on the internet from the company to the customer 

can be divided into four main areas: inform, influence, induce to act, maintain a 

relationship (Janouch, 2010). In the direction from the customer to the company, there 

are three objectives: 

Information related to the purchase, information on requirements, needs, satisfaction, 

etc. and information about the customer himself (Janouch, 2010). 

Message of marketing communications on the Internet should meet the requirements 

described later. The "media selection" step is quite clear when planning marketing 

communications on the internet - the internet will be the medium. However, it is necessary 

to distinguish whether it is a separate internet campaign or whether Internet 

communication is one of the integrated communication campaigns. Getting feedback 

easily is one of the great benefits of the Internet. 
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All elements of a common communication mix (advertising, sales promotion, PR and 

direct marketing) can be used on the Internet, but there appear also other elements. The 

various components of the internet mix on the Internet will be described in more detail in 

the following chapters. However, the specific tools of the communication mix are 

intertwined, and it is often difficult to classify them with only one element of the 

communication mix. Examples include websites and social networks that can be used for 

both advertising and PR and can be linked to sales promotion. 

 

1.3.3. Marketing communication on the Internet as a part of integrated 

communication 

Integrated marketing communication, regarding to Kotler, is a concept in which the 

company carefully integrates and coordinates many of its communication channels to 

bring about a clear, consistent and convincing message about the organization and its 

products (Kotler, 2007). Integrated marketing communication involves various 

communications that consumers perceive as a complex (Solomon, 2006). 

As mentioned above, Internet communication can be run on its own or as part of an 

integrated communication campaign. Separate Internet Campaigns are primarily used by 

Internet retailers (e-shops) (Přikrylová, 2010). This campaign is then targeted only at the 

online population. If Internet communication is part of an integrated communication 

campaign, it is necessary to determine the correct proportion of the individual 

components of the campaign, including the Internet. 

 

1.3.4. Interpreting the results of marketing communication on the Internet 

When evaluating the effectiveness of campaigns, we can observe (Blažková, 2005): 

▪ Fulfilling the goals/objectives of marketing communication 

▪ The impact of the internet on the entire business through different types of 

indicators 

In the context of assessing whether the objectives of marketing communications were 

met, it is also necessary to monitor how are different methods efficient. (Blažková, 2005). 
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Each of the tools has their own method of assessment. For example, when evaluating the 

linkbuilding method, we look at links to the company's pages from thematically related 

sites, or whether the link page is relevant (Janouch 2010). Pay-per-click (PPC) campaigns 

are a measure of success, such as the number of impressions or clicks [11, p. 179]. In 

context with web pages there could be measurements such as pageviews, views of certain 

pages, average duration time on website or bounce rate (Zamazalová, 2010). There are 

also social networks, with their own unique methods, that will be described in the second 

chapter. 

Financial indicators can also be used for the evaluation. An important indicator is, for 

example, Return on Investment (ROI). ROI can be calculated using the following 

formula: 

 

𝑅𝑂𝐼 (%) =
𝑅𝑒𝑣𝑒𝑛𝑢𝑒 𝑓𝑟𝑜𝑚 𝑐𝑎𝑚𝑝𝑎𝑖𝑔𝑛

𝐶𝑜𝑠𝑡𝑠 𝑎𝑟𝑖𝑠𝑒𝑑 𝑓𝑟𝑜𝑚 𝑐𝑎𝑚𝑝𝑎𝑖𝑔𝑛
 ∗ 100 

 

Frey however, discusses the use of this indicator and states that the greatest profit of a 

business in a stagnant economy may be the fact that it has no losses (Frey, 2008). The 

goal of the advertising campaign may also be to prevent sales losses, not increase, which 

would be reflected in the reader's ROI indicator. In certain cases, it is therefore 

appropriate to use other criteria to assess effectiveness. 

 

1.3.5. Advantages and disadvantages of using the Internet for marketing 

communication 

Using the Internet for marketing communication naturally brings both positive and 

negative. The most commonly reported advantages and disadvantages of various authors 

are given in the following table. 
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Table 1 Pros and cons of using Internet for marketing communication 

Advantages Disadvantages 

Worldwide reach Technical requirements 

Low costs Non-personal contact 

Higher speed of communication Some segments cannot be reached 

Flexibility and easier analysis Insufficient attention due to amount of 

content 

Interactivity with customers and 

differentiation of statement 

The negative reputation can be shared 

and spread much easier 

Exact targeting and customization of 

content 

 

Source: (Kotler, 2007) 

One of the mentioned negatives is the limited use of the Internet to communicate with 

specific target groups. The above-mentioned survey of the Czech Statistical Office 

"Using Information and Communication Technologies in Households and Individuals" 

(CSO, 2012) shows that the use of the Internet is far from as large as older age groups 

among elderly people. For example, among citizens aged over 75, the internet used only 

4.1% of citizens in 2011, while in the age group 16-24 it was almost 95%. There are also 

differences in internet usage depending on education: while people with basic education 

used only 18.6% of internet in 2011, 87.9% among university graduates. This survey 

therefore proves that some target groups are very difficult to reach through the Internet. 

Another negative may be the downward Internet user's attention due to amount of content. 

For example, if a user registers to receive newsletters by e-mail from a larger number of 

companies, it may be that they do not pay proper attention to the messages and the 

message will not have the desired effect. 

It is also possible to add to the negatives the easier dissemination of negative experiences 

among customers, the associated negative publicity and possible damage to the good 

reputation of the company. As an example, from a relatively recent age, Lidl and it’s not-

too-good attempt at ambush marketing at the 2011 Ice Hockey Championships can be 

mentioned (Janča, 2011). However, this company had a problem with negative publicity 

in the past in connection with the illegal felling of trees around its supermarkets (Kedroň, 

2003). As has already been mentioned, the Internet is spreading faster - this also applies 

to negative experience and publicity.  



 

21 

 

1.4.  Communication mix on the Internet 

Due to the focus of this work, which is marketing communication on social networks, the 

individual tools of the communication mix will be mentioned to some extent more briefly. 

It is also necessary to mention the fact that the inclusion of specific marketing 

communication tools on the Internet under the classic communication mix tools often 

varies regarding to different sources and that the tools are often intertwined, as can be 

seen in the example of websites or social networks. 

 

1.4.1. Advertisement on the Internet 

Advertising is one of the basic tools of the communication mix (Urbánek, 2010). Kotler 

writes that advertising is any paid form of impersonal presentation and promotion of the 

ideas, goods or services of an identified sponsor (Kotler, 2007). Dvořáček defines 

advertising on the Internet as all paid advertising space appearing on the web site of that 

server or e-mail (Kedroň, 2003). Zamazalová then defines Internet advertising simply as 

an advertisement displayed via the Internet (Zamazalová, 2010). 

The benefits of online advertising are basically the same as the benefits of marketing 

communications on the Internet. The main disadvantages are its impersonal character: the 

inability to see and test the product directly (Přikrylová, 2010). However, this is also a 

disadvantage of advertising presented in the media in general. Advertising on the Internet 

can take many forms. Authors of different publications are often not united in what they 

can still place on the internet and what can already be defined as a separate 

communication mix tool. The most commonly reported forms of online advertising 

include: 

▪ E-mail advertisement 

▪ Product placement or content on the website 

▪ Paid search in search engines 

E-mail advertising, i.e., e-mail advertising, is one of the most commonly reported forms 

of Internet advertising. In different literature, there could occur different definition of the 

term. Regarding to Sedláček, advertising emails can be distinguished from those where 

the advertisement is full content and those where advertising is only part of it (Kedroň, 
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2003). Others, however, rank the first of the types in direct marketing (Sedláček, 2006). 

The great advantage of email advertising is its very low cost. It can also be easily 

combined with other elements of the communication mix. The link to direct marketing 

has already been mentioned, except that advertising can easily be linked to sales 

promotion. 

A common example is sending special discount coupons to customers who have 

subscribed to the news. One of the companies which currently offer discount coupons is 

Marks & Spencer. In connection with email advertising, the term "Spam" should also be 

mentioned. This can be defined as "bulk sending of spam to a group of users" (Kedroň, 

2003). Some companies are still trying to send advertising messages through spam even 

though unsolicited mail in the Czech Republic and many other countries is criminal 

(Urbánek, 2010). Currently, unsolicited emails sent worldwide are, representing 77.6% 

of all electronic mail (Tesařová, 2011). In addition to spam, ad spam is not very effective 

- unsolicited emails are usually filtered in the same way. In fact, antispam filters are often 

cited as the biggest obstacle not only in Spamming, but as an obstacle to e-mail marketing 

at all (Blažková, 2005). 

The second most common form of advertising on the internet is the advertising elements 

on the web. These include advertising banners and pop-ups (Solomon, 2006). Banners 

and their distribution are discussed in more detail in the literature (Kedroň, 2003). In 

connection with banners, however, it is necessary to mention the term "banner blindness". 

This can be defined as "subconscious ignorance of advertising space on websites" 

(Zamazalová, 2010). Banner blindness leads to the fact that the authors of the banners are 

constantly inventing new types of banners, increasing their size and changing location. 

Recently, however, there has been a shift from banner advertising - spending on this type 

of advertising has recently stagnated and declined slightly, especially in the context of the 

economic crisis. This development is expected in the future in the future (Kubíček, 2010). 

However, it is also likely that the onset of other forms of internet advertising, such as 

contextual advertising, will also be on the downside of spending on this type of 

advertising. 

Another form of advertising on the internet are links in the search engines. These are, as 

has already been mentioned, between the ad text type (Sedláček, 2006). Search engine 
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marketing links are search engine marketing (SEM), ie search engine marketing 

(Blažková, 2005).The search engine is "an internet site from where the user can access 

the web site they are looking for" (Přikrylová, 2010). Regarding to Zamazalova, the user 

can access a specific web site in three ways: 

▪ Direct, which means typing the URL address into the browser 

▪ Referral, which is link from any other website or catalogue 

▪ Organic search, which is coming from search engines 

Regarding to the Czech Statistical Office, 94.8% of Internet users used the search engine 

in the Czech Republic in 2010, the EU average being 95.1% (CSO, 2011). When using a 

search engine, it's important for the user to find the page that's relevant to the keywords 

you've entered. Greater success has links to the first places of search. SEM deals with 

both paid link areas and unpaid link areas. The SEM is Search Engine Optimization 

(SEO), or website optimization for search engines. The goal is that SEO is such a site 

modification that pages will be naturally placed in the search engine in the first place 

(Blažková, 2005). Algorithms are used to search for search engines. In addition to SEO, 

there is also Social Media Optimization (SMO), or social media optimization (Sullivan, 

2006). 

In addition to optimizing pages so that search engines naturally find and display search 

results in the top places, you can use the form of paid links. Paid links are various forms 

of sponsored links (Zamazalová, 2010). These include paid-per-click search engine ads 

(PPC), paid enrollment / placement, and paid placement (Zamazalová, 2010). A pay-per-

click ad is the payment only when the user clicks on the link - it's a payment model for 

an ad. PPC is often associated with another concept - contextual advertising. This is often 

paid in PPC form. A contextual advertisement can be defined as "ad messages inserted 

into pages in the context of their content" (Adaptic, 2011). This type of ad is known for 

example by Google (Sedláček, 2006). The issue of contextual advertising is discussed in 

detail in his book Sedláček (Sedláček, 2006). 

Some of the authors add tools, in addition to the tools mentioned, such as advertising in 

newsgroups (Blažková, 2005), advertising video (Zamazalová, 2010) or viral marketing 

(Sedláček, 2006). However, the last mentioned, viral marketing, the authors of other 

publications consider as a separate tool of the communication mix (Přikrylová, 2010). 



 

24 

 

This classification will be reflected in this work. Generally, the authors divide Internet 

advertising by form most often at: 

▪ Text – paid search and referrals in search engines 

▪ Display – where it is graphically accurate to place the elements or content 

 

1.4.2. Public Relations (PR) on the Internet 

Kotler defines PR as building good relationships with various target groups by gaining 

favorable publicity, building a good "image of the firm "and resolving and averting 

unfavorable rumors, rumors and events (Kotler, 2007). The most common tools for 

Public Relations on the Internet include the following tools regarding to sources 

(Zamazalová, 2010), (Přikrylová, 2010): 

▪ Website of the company 

▪ Press releases on web servers 

▪ Partaking in the discussions 

▪ Digital newspapers and magazines 

▪ Reviews and articles 

▪ Blogs 

In this work, only web pages will be described. In addition to the mentioned tools, other 

tools, such as sponsorship (Zamazalová, 2010), are also featured among PR tools in the 

literature, but elsewhere they are classified as a separate communication mix tool. This is 

similar to "online events", which are more likely to be included in event marketing and 

the use of community sites (and therefore social networks). Their inclusion in PR tools 

would be too simplified - social networks can be used not only for PR but also for 

advertising or sales promotion. It is necessary to repeat that the differences in the 

classification of individual tools are often wiped out - also the websites can be used not 

only for PR activities but also for other activities, which can be assigned to other tools of 

the communication mix. Public Relations can be further subdivided regarding to the 

environment of internal communication, ie employees and outsiders, ie with customers, 

the public or the suppliers (Přikrylová, 2010). An important area of PR is also crisis 

communication. 
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As mentioned, one of the tools that a company can use to communicate with the 

environment is a website. Among the assumptions of successful commercial websites, 

Janouch says the following recommendations (Janouch, 2010): 

▪ The website must have some benefit for the visitor. 

▪ This benefit must be difficult for the competitor to imitate. 

▪ The benefit must be strong enough to transform visitors to customers. 

▪ Every customer must feel being benefited individually.  

Users visit websites with the highest information value (Přikrylová, 2010). Information 

on web pages can be divided into three groups depending on who they are intended for: 

▪ Information for journalists and other media employees. 

▪ Financial information for shareholders and financial circles close to the 

organization. 

▪ Information for professional and non-professional public and business partners 

(Přikrylová, 2010).  

For each of the target groups, it is possible to create a separate section on the Internet. 

In addition, websites must be accessible and trustworthy. Credibility can be increased, for 

example, by entering a telephone contact (Janouch, 2010). 

The advantages and disadvantages of using the Internet for PR activities again basically 

coincide with the use of the internet for marketing communication at all. However, in the 

case of inclusion of websites under Public Relations, one more disadvantage can be 

added: 

The need for continual updating of information on websites. If the websites were not up 

to date, or the information on them would be misleading, the firm would be the opposite 

of what the PR is. 

 

1.4.3. Sales promotion on the Internet 

As a sales promotion, Kotler refers to short-term incentives to encourage the purchase or 

sale of a product or service (Kotler, 2007). Several types of sales support are listed 
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depending on who they are targeting. These types include (Kotler, 2007), (Blažková, 

2005): 

▪ Customer support 

▪ Support for a retailer 

▪ Support for organizations 

▪ Sales support 

The goal of online sales promotion can be to increase customer loyalty to a given virtual 

store (Blažková, 2005) 

The advantages and disadvantages of promoting online sales are similar to other 

marketing communication tools in the Internet environment, ie in the case of benefits of 

higher speed, measurability and low costs. For example, it is possible to duplicate the 

disadvantages of only a certain group of consumers. Among the sales promotion tools 

that can be used on the Internet, the most commonly reported authors (Blažková, 2005), 

(Janouch, 2010): 

▪ Discounts by quantity of 

▪ Loyalty programs (such as collecting points) 

▪ Free samples 

▪ Gifts 

▪ Coupons 

▪ Competitions 

Individual tools have their own specifics. Their use depends on the goal the company 

wants to achieve. For example, loyalty can be increased by introducing a loyalty program, 

and discounts are more appropriate when trying to increase sales immediately. When 

using sales promotion tools, it is necessary to take into account the valid legislation - 

especially when announcing competitions partially affected by the Lotteries Act 

(Rakušan, 2008). When registering a customer on a website (for example, for the purpose 

of signing up for a competition), personal data protection must also be taken into account. 

In the field of sales promotion on the Internet, like in other areas of marketing 

communications on the Internet, rapid development takes place. This can be shown by 

way of example - Sedláček in the publication (Sedláček, 2006) states that discount 
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coupons can be found in the Czech Republic relatively little. In 2013, however, so-called 

discount portals exist in the Czech Republic (Zlaté slevy CZ, 2013) and their use is quite 

common. Individual sales promotion tools in the Internet environment are described in 

detail in the literature, and this work will not be dealt with in detail. 

 

1.4.4. Direct marketing on the Internet 

Direct marketing is defined as "any direct communication with a consumer or corporate 

customer that is intended to trigger a response in the form of an order, request for further 

information, or a visit to a business or other place of business to buy the product" 

(Solomon, 2006). In the Internet environment, communication with e-mail can be 

considered as the main direct marketing tool (Přikrylová, 2010). Here, as already 

mentioned in the subchapter "Advertising on the Internet", sometimes direct marketing 

can blend in with advertising. Under direct marketing on the Internet, Janouch also 

includes webinars and telephone conversations or chat rooms between the customer and 

the e-shop vendor (Janouch, 2010). The advantages and disadvantages of direct marketing 

in the Internet environment again coincide with the advantages and disadvantages of other 

communication tools. 

 

1.5. New trends 

1.5.1. Changes in marketing communications, Web 2.0 

Changes in marketing communication take place primarily with the development of new 

technologies. Together with it, and with the growing immunity of consumers to classic 

advertising, there are other tools, such as advertising, PR, sales promotion, personal sales 

and direct marketing, such as viral marketing and Word-of-Mouth (WOM). The 

development of so-called new media brings with it the creation of new communication 

channels (Frey, 2008). 

New media can be defined as "products and services that offer information or 

entertainment using computers or the Internet instead of traditional methods such as 

television or newspapers" (Cambridge Dictionary, 2011). New media include Internet, 
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email, or mobile marketing (Frey, 2008).New media may in many cases be more effective 

than traditional media, regarding to Frey (Frey, 2008),but there have been no significant 

changes in media mixes. The new media can appropriately complement the use of 

traditional media - examples include linking TV ads with SMS competitions, or linking 

to websites or social networks in print ads, etc. 

With technology development, there are not only changes in the classic communication 

mix, but also marketing communications on the Internet. Internet users become content 

creators, can share their thoughts, opinions, and create Internet communities (Přikrylová, 

2010). This type of internet user communication is called Web 2.0 (Přikrylová, 2010). 

Web 2.0 is a set of tools that enable people to build social and work relationships on the 

Internet, share information, and collaborate on projects. These include blogs, wiki 

systems, social networks and other online communities and virtual worlds. "Web 2.0 tools 

can be used for the same purpose as traditional tools - for example, when a company 

writes a blog informing about its goods. 

However, it is essential to use these tools to directly engage the customer in the company's 

marketing activities (Parise, 2008). Companies would also have to take into account 

whether the number of customers willing to contribute themselves is sufficient in deciding 

whether to switch or not to the Web 2.0 concept. In the case of a small number of 

customers who want to create content on their own, the site may become less useful for 

most users who only go for a specific purpose and who do not intend to contribute at all 

(BBC News, 2007). 

 

1.5.2. New communication mix tools - viral marketing, word-of-mouth 

As noted above, almost all common communication tools, for instance advertising, PR, 

sales promotion, and direct sales, can be used on the Internet to varying degrees. 

Alongside them, however, other tools are still being developed. Among the new tools of 

the communication mix, somehow connected to the Internet environment and also useful 

in the field of social networks, are mainly viral marketing and word-of-mouth. These tools 

will be described in more detail below. 
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Viral marketing is such a way of communication when communication with advertising 

content appears to the recipient so interesting that he spontaneously and by his own 

means spreads further (Přikrylová, 2010). The condition of viral marketing success is, 

regarding to Frey (Frey, 2008): 

▪ Easy portability to other users. 

▪ A concept built on common motivation and Behaviour. 

▪ Offering a free product or service. 

▪ Usage of the existing communications network. 

▪ The use of other sources for dissemination. 

In older literature, emails are among the most common ways of transmitting messages in 

viral marketing (Blažková, 2005). However, it is a question of whether this way of 

spreading viral marketing is currently somewhat overcome. Spread of viral messages can 

also be seen in social networking. The main advantages and disadvantages of viral 

marketing are listed in the following table. 

Table 2 Advantages and disadvantages of viral marketing 

Advantages Disadvantages 

Low financial requirements Low control over the course of the 

campaign Fast spreading 

Trust to the source of the message 

The ability to enhance brand awareness 

Source: (Blažková, 2005) 

One of the major benefits is confidence in the source of the spread of the report - which 

is related to the fact that the message spreads among the people in essence. Among the 

advantages, the low cost and rapid spread predominate. Spread rates are especially helpful 

in content. 

However, publishers differ in the future of viral marketing. Regarding to the Blažková 

2005 publication (Blažková, 2005), their effectiveness will decrease with an increasing 

number of viral messages (Blažková, 2005). This has not yet been confirmed - on the 

contrary, the use of viral marketing has widened with the widespread use of social 

networks. 
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Viral marketing has become a common service of advertising agencies (Zamazalová, 

2010). Therefore, it is possible to agree rather with Zamazalova, who claims that in the 

complementary form of viral marketing from the communication mix does not seem to 

disappear (Zamazalová, 2010). 

Word-of-Mouth (WOM) is "a form of personal communication involving the exchange 

of product information between target customers and neighbours, friends, relatives or 

colleagues" (Přikrylová, 2010). WOM is somewhat identified with viral marketing 

(Sedláček, 2006), but this concept is not entirely accurate - viral marketing is only one 

form of WOM. Efficiency of WOM is very high: it is reported that WOM has more 

influence than television or the Internet (Strategie.sk, 2010). 

Depending on the propagation method, WOM can be divided into two ways (Přikrylová, 

2010) - a spontaneous and artificial WOM. Přikrylová and Jahodová present 5 basic 

elements (the so-called "5T") of the WOM campaign regarding to WOMMA Association 

(World of Mouth Marketing Association) (Přikrylová, 2010): 

1. Talkers 

2. Topics 

3. Tools 

4. Taking part 

5. Tracking 

 

As already mentioned, WOM includes many other forms, including, for example, viral 

marketing. Another such form is, for example, "buzz marketing" - creating an uproar and 

debate about a brand or product in the form of topics that in turn attract the attention of 

consumers and the media (Přikrylová, 2010). An example of buzz marketing is the 

Jägermeister campaign, which was held on summer holidays in 2011. The company 

placed a large ice ball in the forest near Milovice, a large ice ball with a Jägermeister 

beverage bottle. The timing of the campaign, for instance summer holidays, which are 

usually poorer for journalists in terms of the number of reports, helped to inform the 

media immediately about the event. 
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Word-of-Mouth issues are closely related to the subject of social networks (Qualman, 

2011), because they actually work on this social networking principle. The issue of social 

networks and Word-of-Mouth will be described in more detail in the third chapter. 

 

1.6.  Social media 

1.6.1. Definition and characteristics 

Social networks are one of the forms of social media (Janouch, 2010). Social media can 

be defined as a form of media that allows people to communicate and share information 

using the Internet or mobile phones (Cambridge Dictionary, 2011). Sterne defines social 

media as everything that allows anyone to communicate with anyone, ie user-generated 

content distributed by easily accessible Internet tools (Sterne, 2011). Regarding to 

Janouch, online media where content is co-created and shared by users (Janouch, 2010). 

Besides social networks, blogs are also included among social media (Janouch, 2010). 

The social network can be defined as a special group of Internet services that allows 

mutual virtual and social interconnection of people on the Internet, communication and 

joint activities (MediaGuru, 2011). Instead of the term "social network", the term 

"community web" is often used in the same sense. Social networks are based on the 

following basic principles (Bednář, 2011): 

▪ Most content is created by users themselves. 

▪ The basis is the relationship between users, their mutual comments, links and 

ratings. 

▪ Server operators are only minimally inflowing their operations. 

For companies, social networks are a new way of communicating. Regarding to 

Přikrylová and Jahoda (Přikrylová, 2010), the company can use a social network for 

example: 

▪ Creating profiles for own products. 

▪ Monitoring the discussion of own brands. 

▪ Implementing appropriated PR activities. 
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For marketing communications through social media, social media are not primarily 

intended for advertising (Janouch, 2010). The topic of effectiveness of classic social 

media advertising is still being discussed (Chapman, 2012) - social network users are 

often immune to normal advertising (Přikrylová, 2010). In marketing communication on 

the social network, it is therefore appropriate to benefit from the principle in which social 

networks work, for instance, word-of-mouth (oral dissemination). Compared to normal 

oral dissemination of information, there is the advantage of a high rate of transmission of 

the message and less likelihood of distortion of information (Qualman, 2011). Social 

messages are often perceived as more credible (Bednář, 2011). The reason is that people 

have more faith in information coming from people they know (Bednář, 2011). Qualman 

adds another important point that applies to social networks: people no longer need to 

search for new information themselves, instead they themselves offer this information 

(Qualman, 2011). On social networks, it is very easy to share the different messages, for 

instance, to pass on. It is easier to find out who is the original author of the disseminated 

information (Qualman, 2011). Therefore, the message can be quickly disseminated and, 

moreover, perceived as trustworthy - for social network marketing it is a great advantage. 

In addition to word-of-mouth, viral marketing is also among the often-used ways of 

marketing communications on the social network (Přikrylová, 2010). In addition, the 

company can more easily access information about users or customers through social 

networks. On the contrary, users can help with creating new products thanks to their ideas. 

Here, it is possible to see the two-way communication which is very important on social 

networks and its interconnection with other elements of the marketing mix. 

 

1.6.1. The current form of social media 

Social networks are currently the most popular web application. In 2014, some 1.8 billion 

people, about 26% of the world's population (Statista, 2014), used a social network and 

their value is in the order of billions of dollars. Social networks have become an 

inseparable part of the lives of nearly a third of the population. Whether positive or not, 

it is obvious that they are factors that affect the lives of people on a global level. 
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Figure 1Percentage of the share of the largest social network users in the total number of active Internet users 

 

Source: (Kemp, 2014) 

Figure 1 shows the penetration of active users of the world's largest social networks in 

individual regions. While there are still relatively low figures in Central and South Asia 

and Africa, we are seeing a major impact on the rest of the world's regions. 

This is particularly significant in North America. Of the 81% of the internet users there 

are almost 60% of those registered on some of the social networks. 
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Figure 2World Social Network Map by Popularity 

 

Source: (Protalinski, 2014) 

As shown in Figure 2 below, Facebook is still the world's social networking king. The 

number of its active users each month reaches 1.317 billion. This is dominated by 130 of 

the 137 countries surveyed. The remaining seven countries have different characteristics. 

Russian social network Regarding to available data, Contact is the most visited social 

network in Russia, Kazakhstan, Belarus, Moldova and Ukraine. China dominates its 

QZone with 645 million users. Interesting is the primacy of Facenama's social network in 

Iran, where the network is largely due to its success due to traditional strong censorship 

and distrust of Western social media. 

The situation in the Czech Republic largely duplicates the world trend. Here, too, 

Facebook is leading unrivaled. In January 2010, there were two million users here, but 

one year later alerady three milions users. Currently, there are about 4,200,000 users on 

Facebook who say they live in the Czech Republic (Holnová, 2014). Although this 

certainly does not correspond to the exact number of Czech users, it is a relatively 

eloquent statistic. 
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In the Czech environment, foreign players are still holding domestic projects. The most 

famous Czech social networks are Spolužáci.cz, Lidé.cz and Líbímseti.cz. The first two 

are listed. Server Spolužáci.cz is a kind of successful American Classical Classmates. It 

serves for communication between current and former students. This community network 

has become very popular and has maintained a prominence among the most popular 

networks in the Czech Republic for quite a long time. At Lidé.cz, users can create blogs, 

chat, get to know and also save and share photos (Bornová, 2011). The big boom 

experienced another local server called Líbímseti.cz, which allowed mutual evaluation of 

the own photos, which the users uploaded here. This server, however, was one of the first 

to succumb to competition from abroad, although it still serves today, especially as a 

dating site. However, virtually all Czech servers were found under the pressure of 

competition, In 2009, Spolužáci.cz (29%) was the most used, followed by Lidé.cz (18%) 

and Líbímseti.cz (11%). Only 8% of the respondents have been visiting Facebook at this 

time (Polesny, 2009). Looking at the situation in 2013 in Figure 3, we can see that the 

situation has completely turned, especially for Facebook, although it still has a good lead 

over the other world networks. People in charge were replaced by Lide.cz, whose user 

base is still 880 thousand still relatively large. 

Figure 3The Czech Republic vs. the World in the use of Social Networks 

 

Source: (Michl, 2013) 
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1.7. Marketing communication on social media 

1.7.1. The role of social media in the context of marketing communication 

Since its inception, social networks have occupied a wide range of disciplines. 

Responding to them also had marketing communications, for which they became one of 

the key tools of customer communication on the Internet and also a sales tool. It's no 

coincidence that the most popular posts on Twitter are mostly made by large companies, 

and that millions of fans on Facebook have powerful brands such as Coca-Cola and 

McDonald's. Social networking has become an increasingly important partner in the 

social media communication ecosystem between television, radio and newspapers as an 

equal partner. With the growing number of social networking users, there is also a 

growing number of companies that have been trying to promote their products. Currently, 

social networking is the domain of not only large players, but also small and medium-

sized businesses. 

In the process of marketing communications, social networks serve most often as a 

medium through which interesting content is generated, which is then disseminated 

among users within their community. This promoted brand is then given a credibility 

mark, as its advertising messages spread indirectly through friends and known as 

recommendations. The so-called Viral content, here various interesting posts, videos, 

pictures, or ads are spreading at incredible speeds and in a very short time they will reach 

a large number of users. 

As well as its users, some social networks also serve advertisers. Through them, service 

providers can get a very detailed idea of their customers. So they can spread their ad 

messages with high precision on target groups, segmented based on a large number of 

attributes. For example, Facebook provides publishers fairly accurate data about their 

visitors, their demographics (age, gender, family status, etc.), their interests (favorite 

activities, books, hobbies), and more specific data about their other activities. 

Social networks have become much more than just an advertising or sales tool. Through 

them, companies can develop a variety of marketing activities. It is very good for 

establishing contact with the client. They are also well-suited for building a brand. The 

use of direct sales support through the provision of customer service and other services is 
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widely used. Social networks are very good to build a user or customer community that 

is much more loyal and returns to the seller for a long time. At last but not least, they are 

different types of crisis communication and problem solving. 

Social networks, as an instrument of the above-mentioned activities, have become a 

powerful weapon in the hands of smaller businesses that previously had far less 

opportunities to reach potential customers. For example, in America, 8 out of 10 small 

businesses benefited from growth in 2014, and 3 out of 5 gained customers through social 

networks (GoGulf, 2014). However, the changes are not limited to small and medium-

sized enterprises. An extensive study by Go-Gulf suggests several other interesting trends 

in America in 2014. Regarding to her, 46% of Internet users are watching social media 

during the shopping process, 99% of all US brands have already adapted Facebook as a 

communication channel, and last but not least, the most common reasons why customers 

are visiting social networks are the order of the most important advertising and discounts, 

information about new products, customer service, entertainment content, and finally the 

ability to quickly get feedback. 

Although all this data comes from America, it can be assumed that European trends will 

not be extremely different. For example, regarding to Forrester Research, the online social 

networking rate in Europe will reach 70% in 2017, and marketing spending in this area 

will reach 3.2 billion euros (Forrester, 2013). Social advertising investments are growing 

continuously. Regarding to a study by Salesforce, in 2015, 70% of marketers are planning 

to increase their investment in social media, 66% of those contacted by marketers said 

these channels were key to their business (Benett, 2015). 

 

1.7.2. Planning, realization and evaluation of marketing communications on 

the social network 

There are many guidelines that recommend how to proceed properly if a company wants 

to start marketing with Facebook. General practices are not much different from creating 

marketing communications through other media or from marketing communications on 

the Internet. The basic steps that cannot be missed include (Bednář, 2011): 

▪ Planning and preparation of communication 
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▪ Realization of communication 

▪ Maintaining and optimizing communication 

Planning and preparing marketing communications on Facebook include the next steps. 

These steps, regarding to Treadaway and Smith, include: 

▪ Identifying audiences 

▪ Setting objectives and tasks 

▪ Configuration options 

▪ Create an attractive page 

When planning, it is necessary to formulate target groups on which communication will 

be targeted. Target groups can be divided into three groups: the primary target groups, ie 

groups whose members are among the clients, broader target groups whose members are 

not too likely to be approached, but can still disseminate the information, and then groups 

that are unwanted. Unwanted groups include, for example, an audience that did not 

understand the presentation of the company, or an audience that could harm 

communication with the target group (Bednář, 2011). 

The next step in planning is to set goals and tasks. One of the objectives may be, for 

example, the occupation of new markets. Shih's social network is especially suitable for 

this (Shih, 2010). Goals must always be measurable and time-bound. As mentioned 

above, measuring the social communication on the social networks and the Internet at all 

is a great advantage. Possible benchmarks will be described in one of the following 

subchapters. In addition, it is also necessary to consider whether the agency will be 

responsible for the presentation or whether the company will create it itself (Bednář, 

2011). This is also related to the issue of finance, ie the definition of the amount needed 

for promotion. 

The next two steps, ie setting up configuration options and creating an attractive page, are 

closely related to the specific tools the company chooses for their presentation. The use 

of individual tools can be included in the next stage - communication realization. The 

next stage is to maintain and optimize communication. It is necessary to ensure that 

individual users return. This should be supported by regular maintenance and updating of 

the content. 
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Thus, the concrete process of realization of marketing communication on the social 

network can be summarized in five steps: 

▪ Preparation of the campaign 

▪ Creation of content 

▪ Updating content 

▪ Success tracking 

▪ Analysis and evaluation 

 

1.7.3. Measuring the effectiveness of marketing communications on the 

social network, efficiency 

As mentioned above, the effectiveness of marketing communications on social networks 

is very measurable. Janouch divides individual indicators into direct and indirect 

(Janouch, 2010). An overview of these indicators is given in the following table. 

Table 3 Social Networks - Performance Measurement - Direct and Indirect Indicators 

Direct indicators Indirect indicators 

Number of members in community Quality of other information 

Number of subscribers to RSS feed Penetration of new segments 

Number of newsletter subscribers Awarness araising 

Number of views per article Increase in market share 

Number of comments The ratio of positive and negative 

comments related to the brand Number of conversions 

Number of links 

Number of visits from links 

(acquisition) 

Number of brand mentions 

Source: (Janouch, 2010). 

As mentioned before, the values of some indicators may vary depending on the day of the 

week. Therefore, it is sometimes appropriate to use sliding diameters (Treadaway, 2011). 

In addition to the absolute indicators (number of subscribers, number of comments, etc.) 
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and their averages, it is also possible to use the relative indicators, ie indicators, which 

are expressed as a percentage. These include, regarding to Peterson, these indicators: 

▪ Percentage of new and returning customers. 

▪ Percentage of visitors in a particular segment. 

▪ Percentage of visits that lasted for long, medium and short periods. 

▪ Visits percentage divided by "visit depth" (number of scraped links) 

A list of other key metrics (KPIs) by Lakes, except for those already mentioned, is 

contained in Sterna. The possibility of analysing individual pages is currently accessible 

directly on the Facebook social network. In the past, individual pointers were only 

available when viewed by the administrator. Since the introduction of a new type of 

Timeline profile in 2012, however, some indicators are also available to regular visitors 

to the site. These are, for example, indicators:  

▪ Total number of ratings "I like it" and the development of this indicator over time 

▪ Number of people who are talking about it and the development of this indicator 

over time 

▪ Week with the highest sessions. 

▪ And so more 

In addition, there will be given the indicators that will be used in the practical part of this 

thesis, for instance, case studies. These are the following indicators: 

▪ Number of people who talk about it 

▪ Engagement rate 

▪ Response rate 

The "number of people who talk" indicates "the number of people (fans) who have reacted 

in some way to the events on the page". The value of this pointer is usually much smaller 

than the number of fans on a page. It happens that the user likes the site but does not work 

actively. Companies should therefore monitor not only the number of fans on their site 

but also their activity on the page. “The number of people who talk about it" is always 

checked in the last week and is publicly accessible to all visitors to that site. 
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2. Current Situation Analysis 

In this chapter, I would like to introduce readers to the basic characteristics of the 

company, its market situation and also macro and micro environment which will be 

evaluated through SLEPT, Porters and SWOTanalysis. 

 

2.1. Introduction of Dark Side Movement 

Table 4: Basic information: Dark Side Movement 

OFFICIAL NAME DARK SIDE MOVEMENT, Z.S. 

ADDRESS Václavská 237/6, 603 00 Brno 

IDENTIFICATION NUMBER 05907004 

LEGAL FORM Registered association 

SUBJECT OF BUSINESS Physical training, combat sports, 

gymnastics 

 Prehabilitation 

 Rehabilitation 

 Physiotherapy 

(Source: Author) 

The Dark Side Movement project has been established since 2010 through combinations 

of systematic training in the field of physical training, study of traditional materials and 

inspiration with the emerging ideas of movement and universal development. Other 

members with a similar philosophy, but with various physical backgrounds such as 

calisthenics, parkour, dance, martial arts, fitness or gymnastics, have joined the project. 

The combination of different thought streams, research and education in the field of 

movement, physical and psychological development is the original and still valid purpose 

of the project. 

These days, the Dark Side Movement company operates its own training facility located 

in Brno with regular group lessons, seminars and exercise programs. The vision of the 

company is focused on developing movement intelligence, motor skills and natural 

movement of people in general. 

DSM is the only company in Czech Republic with its own training facilities that are 

primarily dedicated for human movement development in combination with martial arts 

and many other fields of physical training.  
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2.1.1. Introduction of program for people with sedentary employment 

Dark Side Movement is offering various products and services, such as personal trainings, 

workshops, group lessons and lately started with programs for specific group of people. 

For purposes of this thesis we will focus on certain program, that is specific for people 

with sedentary employment. It is for employees with sedentary jobs (further just PSJ), 

that suffer from back pain and many other problems that come from sitting for too long. 

This program is similar to physiotherapist rehabilitation, but the primary objective of the 

program is not just to reveal the pain, but to teach them, why the pain occurs and how to 

reveal it by self-help and mobility exercises. PSJ is led in two methods, where first one is 

devoted to personal sessions and second one is meant for corporations interested in 

providing this program as an employee benefit (similar concept to multisport), where is a 

minimum of 10 participants and 3 months’ membership. 

Table 5 Pricing of PSJ 

Program for people with sedentary job Price per person 

Personal session 200, - CZK 

1 month membership 1200, - CZK 

3 months’ membership 3400, - CZK 

Group session (corporate benefit) 150, - CZK 

(Source: Author) 

 

2.2. SLEPT analysis of social media in relation with DSM  

SLEPT analysis is often referred to as a tool for analysing environmental changes. It 

allows you to evaluate the possible impacts of changes to a project that come from certain 

areas according to several factors. 

SLEPT analysis presents a comprehensive view of the environment of the state, region, 

region or municipality that is not stable and changing. In the analysis, not just the current 

situation, but the focus is on the question of how this environment will or may develop in 

the future, what changes in the environment we can expect. It is based on the exploration 

of social, legislative, economic, as well as environmental, political and technological 

factors. 
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2.2.1. Social – demographic factors 

Regarding to the data of the Czech Statistical Office (ČSU, 2017), a Facebook social 

network account in the Czech Republic in January 2016 was approximately 4,552,000 

users, accounting for approximately 3% of Facebook users from the EU. In terms of 

gender, in general, more women than men visit more visual content platforms (photos). 

Therefore, it is not surprising that 29% of women in Instagram (and only 22% of men). 

Men are more often on Twitter (three percent more than women), the situation on 

LinkedIn is roughly equal (28 and 27 percent respectively). Women are more often on 

Facebook (two-thirds of men and more than ¾ women). 

Chart 1- SLEPT, usage by gender 

 

(Source: Author) 

As for the age structure, we are talking about the adult population, for instance from 18 

years of age and over. Generally speaking, the 18-29 age group is the strongest: from this 

group, Facebook uses full 87%, Twitter is more than a third, more than half in Instagram. 

Conversely, the least represented group is the age of 65 and above. 56% on Facebook is 

by far the least; on Twitter, it's even a tenth of this age, only 6% on Instagram (Novotný, 

2017). 
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Chart 2- SLEPT, usage by age 

 

(Source: Author) 

Where users come from or where they live, by means they live in cities or villages. By 

default, users of social networks are more likely to recruit from cities (more than two-

thirds of the city's population on Facebook, at least a quarter or more on other sites). 

LinkedIn is at least 14% in the village (Novotný, 2017). 

Chart 3- SLEPT, usage by location 

 

(Source: Author) 

The last part is about education. On Facebook, it's more or less one, there, around the 

educational spectrum, about 70% of the population is registered. The situation is even 
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more balanced with Instagram (with a lower proportion of college graduates in the first 

case), with the largest disproportion seen by LinkedIn, which employs more than half of 

college graduates, while only 12% of secondary school students and those with 

elementary school have been registered (Novotný, 2017).  

Chart 4- SLEPT, usage by education 

 

(Source: Author) 

 

2.2.2. Legislative factors 

In this context, however, it is important to realize that the social networking environment 

represents only a new advertising channel - legal regulation of advertising that applies to 

print, radio or television advertising, of course, applies to the company profile on 

Facebook or Twitter. In addition, social network operators themselves regulate the ad 

through their business terms. E.g. Facebook is a fairly simple form of advertising of 

Facebook banners, Setting up a fan page. However, other forms of advertising may only 

be admissible if the conditions of the operators are relatively strict. It should be 

remembered that even in the social networking environment, the possibilities for 

addressing other users are unlimited, on the contrary in the field of advertising messages, 

on the one hand, each company will be confronted both with the general legal regulation 

of unsolicited commercial communications (SPAM) and with the conditions of individual 

social network operators. 
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2.2.3. Economic factors 

Social media offers both verions of the platform for regular content (free of any fee) and 

sponsored content, where company pay for their post to appear on media of a selected 

audience, largely based on demographic, location and other metrics and dimensions. It 

does not require excessive budget. Significant activity on social media does not equal 

directly to sales of products or services, because the value of social media is not direct 

profit. 

 

2.2.4. Political factors 

In most EU member states, the regulations of media ownership were aborted and 

substituted with rivalry regulations and rules. Rivalry laws or regulations are laws formed 

by a governing figure that defend consumers from destructive business practices by 

establishing the harmony of fair competition in a free market economy.  

 

2.2.5. Technological factors 

Social media networks and the platforms it provides for potential marketing influence is 

radically increasing. They include all social media, text messages, videos, blogs, wikis, 

forums and more. The importance of mobile devices and tablets cannot be overlooked, as 

the increased means of reaching the before mentioned platforms. This particularly applies 

in a location based communication between the consumer and businesses (Novotný, 

2017). 
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Chart 5- SLEPT, development of online marketng 

 

(Source: Author) 

The number of 4.5 million social media users is also 56% of all Czech internet users. It 

turns out that today people have dropped out of the classic PC and access Facebook more 

through digital and mobile devices. As a result, tablet and smartphone users are constantly 

growing. More than 3.5 million people browse Facebook every month, which is 78% of 

the number of users who are actively using their mobile every month. Every day, over 2.6 

million users spend on Facebook mobile apps (Novotný, 2017). 

Chart 6- SLEPT, growth of device category 

(Source: Author) 
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2.3. Porter’s five forces analysis 

 

Porter's Five-Power Model is one of the basic and most important tools for analyzing the 

competitive environment of the company and its strategic management. Its creator is 

Professor Michael Eugene Porter of the Harvard Business School, Institute for Strategy 

and Competitiveness. The model tries to derive the strength of competition in the analysed 

sector and thus also the profitability of the given market sector. In order to achieve this 

goal, it analyses five key influences that directly or indirectly affect the competitiveness 

of the company. 

 

2.3.1. Threat of new entrants 

The threat of new entrants is not likely going to be priority factor when it comes to success 

of PSJ. Costs for new entrance are not high, but the major prerequisite for being 

competitive in this market is brand reputation, quality references and advanced level of 

acknowledgement to this topic. Lastly it is necessary to have practical experiences in this 

field to be taken seriously. Although entrance to this market are not high in costs, however 

it takes many years to acquire all the prerequisites mentioned above. In this case the threat 

of new entrants needs to be taken in account yearly and monitor emerging competitors. 

 

2.3.2. Threat of substitutes 

Threat of substitutes plays a minor factor in success of PSJ. The most likely substitute 

that often customers of companies are choosing is any physiotherapy, that is dealing with 

this issue. The difference between services offered by physiotherapy and PSJ is that DSM 

is not just solving the problematic issues of customers, but they teach them why the 

problem occurred, how to solve it by yourself and how to prevent it. Another difference 

is price of services. Meanwhile one session with physiotherapist costs in average from 

400 to 500 CZK, the session within DSM costs 200 CZK in average through the program. 
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2.3.3. Bargaining power of customers 

Bargaining power of customers is moderate. Because of the character of service and the 

price, most customers and companies try to negotiate and get some kind of discount by 

the scope. On one side, it could be beneficial for DSM, because of the long-term 

cooperation and promise of revenue. On the other side, DSM’s product PSJ is unique on 

the market and should not retreat to the demand. Brno has a high concentration of IT 

companies and office spaces in general, which creates opportunity for this kind of 

program. 

 

2.3.4. Bargaining power of suppliers 

Bargaining power of suppliers is low. DSM is producing and distributing the PSJ. There 

are no inputs from any suppliers. 

 

2.3.5. Industry rivalry 

 

In the industry of human movement and movement culture are several competitors, who 

are engaged in the same activities. Competitors stated below, are relevant in terms of 

longevity, brand reputation and knowledge level about this issue. 

Pohyb je život 

▪ High level of references and brand reputation 

▪ The only teacher of Ido Portal Method (Ido Portal mentorhsip) in Czech Republic. 

Ido Portal is creator of worldwide most known and effective method called Ido 

Portal Method or just movement culture. 

▪ Regular organization of workshops and lessons, however there are not specific 

ones for the same issue as DSM. 

▪ Based in Prague without own training facility 

Movement Education 

▪ Moderate to low level of references and brand reputation 
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▪ Regular organization of lessons, however there are not specific ones for the same 

issue as DSM 

▪ Based in Brno without own training facility 

Body as Tool 

▪ High level of references 

▪ Students of Ido Portal, however they are not participants of membership. 

▪ Occasional organization of workshops and lessons, however there are not specific 

ones for the same issue as DSM. 

▪ Based in Pilsen without own training facility 

 

2.4. Internal analysis of social media 

2.4.1. Facebook 

Facebook was created in 2004 as a project by Harvard student Mark Zuckerberg, whose 

aim was to create a site where Harvard students and staff could share their notes, photos, 

personal information, and other contributions with others through profiles. The project 

was designed to simplify the process of getting acquainted with people and improve the 

orientation of newcomers. Originally it was launched under the name "Thefacebook", 

which was later changed to Facebook (Pavlíček, 2010). Within 24 hours, 1,000 Harvard 

students enrolled, and during the month they had a half profile (Phillips, 2007). The 

network of users then quickly expanded to most US universities. In September 2005, the 

network began to spread to universities and high schools around the world. 

Another breakthrough came in September 2006 when the use of the network was made 

available to all users over the age of 13 with a valid email address. Since then, the number 

of users has increased at an unprecedented pace. In 2007, there were 100,000 corporate 

sites on Facebook. In 2008, Facebook has redeployed myspace.com as a world leader, 

and has since continued to consolidate its world-leading position. In 2010, the button for 

the first time appeared on it (I like it). 

The latest Digital Insights statistics from 2014 confirm the strength of today's Facebook 

(Benett, 2014). It has over 1.3 billion monthly active users. More than a billion users view 
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more than a month from Facebook. 72% of adults on Facebook visit Facebook at least 

once a month. For example, there are more than 100 million registered users in India 

alone, and the number of Facebook pages exceeded 50 million. 

Facebook offers a variety of communication and content sharing options. The most basic 

unit is the profile of each registered user that is required for all activity. Throughout the 

profile, each person, firm or other subject is presented. The revolutionary phenomenon 

that Facebook is likely to owe much to its success is the fact that most profiles represent 

real people and bear their real name. Every user can share interesting statuses, life events, 

photos, articles, videos, and much more on their profile. A higher communication unit is 

a group. Group members associate users mostly on the basis of common interests, but 

also for organizational and other reasons. The notion of the highest organizational unit is 

the site where there are many. Users can create community sites to communicate more 

effectively, companies can use the site to advertise. 

In terms of marketing communication, Facebook is currently the most widely used 

channel for most small, medium and large businesses. It is used both for contacting the 

client and for persuading to buy, brand promotion or communicate with the environment. 

The same goes for production support and long-term communication with clients. 

For these purposes, most often, they serve corporate websites that are the pillar of 

successful marketing communications on Facebook (Bednář, 2011, p. 37). It is through 

the pages that individual companies present themselves, communicate their information 

or offer services or products. There are several categories of pages on the same platform. 

There are also several ways to promote content on Facebook. The most basic tools include 

support and moderation of discussion and content sharing, paid advertising, creation and 

maintenance of partnerships with other entities, barter promotion within them, active user 

support and motivation to disseminate content within applications (Bednář, 2011, p. 41). 

Increasingly popular amongst marketers also receives paid advertising on Facebook, not 

only in branding but also in direct sales. The great advantage of advertising on Facebook 

is both a huge number of its users, and above all relatively accurate and effective targeting 

along with accurate campaign costing. Facebook allows you to create target groups based 

on demographics, site, and interests of your users. The combination of all these factors 

brings together a very accurate, effective and also inexpensive advertising tool.  
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DSM marketing communication on Facebook 

Facebook is their main network that is used for marketing communication and DSM has 

been using promotion tools on Facebook for specific actions. From general marketing 

communication, DSM is using Facebook for posting updates such as: 

▪ Their own progress and progress of their students 

▪ Daily activities in the training facility 

▪ Communication with their community 

▪ Education of the community 

▪ Posting reports and blogs 

Dark Side Movement is also using Facebook for promotions of their events that are meant 

for recruiting new students for specific programs. DSM possess of two programs. First 

one is for athletes (further just PA) and professional sports team. Second one is for 

employees with sedentary jobs, that suffer from back pain and many other problems that 

come from sitting for too long. This program is similar to physiotherapist rehabilitation, 

but the primary objective of the program is not just to reveal the pain, but to teach them 

why the pain occurs and how to reveal it by self-help and mobility exercises. DSM is 

constantly running promotions on both programs, but the PSJ events are not reaching as 

many people as other events. Below are pictures from latest events, comparing the reach 

and engagement. 
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(Source: Author) 

  

Figure 4 - Details of event promoted on Facebook for PSJ 
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(Source: Author) 

Figure 5- Details of event promoted on Facebook for PA 
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From the details shown above it is very clear and visible, that the engagement on 

Facebook is much lower in association with PSJ. PA received almost twice as much 

traffic, reach, engagement and responds. In results, from the events created above, DSM 

was able to recruit 7 athletes for PA, meanwhile from the event targeted for PSJ there was 

no recruitment. 

 

2.4.2. Twitter 

Twitter was founded in 2006 by Jack Dorsey. This is the so-called Microblog that allows 

its users to share short tweets. Tweet is a short post with a maximum size of 140 

characters. Each user has their own page where their posts are displayed. Anyone else 

who watches (follow) can see other users' posts. Posts are spread very quickly through 

the network with retweeting by individual users. Most often, Twitter is used to publish 

information, short interesting news, and links to websites. 

Since its inception, Twitter has not been getting the same rocket speed as Facebook. After 

two years of operation in 2008, he had about one million users, but his popularity grew 

relatively fast. According to Statistics Digital Insights, Twitter currently has a total of 

more than a billion users, of which about 255 million are active monthly (Benett, 2014). 

500 million tweets are published daily through this network. Interestingly, 44% of users 

never sent any Tweet and 391 million accounts created. On the other hand, 46% of users 

tweet at least once a day. 

Another specific feature of Twitter is its users. Among the most watched are mainly 

profiles of famous personalities, politicians, major businesses and news servers. The most 

watched profile on Twitter is American singer Katy Perry (@katyperry), with less than 

64 million followers (Twittercounter, 2015), second to singer Justin Bieber 

(@justinbieber) with nearly sixty million, and third most watched person is US President 

Barack Obama (@BarackObama ), who has 54 million users. Meanwhile, the most 

successful post on Twitter has appeared in 2014. Elliot DeGeneres, the singer of the 

Oscar-winning night, with several Hughwood stars, including Brad Pitt, Maryl Streep and 

Juliet Roberts, has over two million times over (Parkanova, 2014). 
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As well as the social structure of users, the specificity of Twitter is also its use in 

marketing communications. While Twitter serves as an effective communication tool 

primarily for celebrities and popular brands, its usability is limited for corporate 

communications. For example, it uses about 160,000 users in the Czech Republic. On the 

other hand, it is often stated that this narrow group is composed mainly of important 

personalities (influencers) in fields such as IT and marketing. Taking Twitter is a matter 

of prestige in this context. In terms of paid advertising, Twitter offers both full account 

promotion and promoted posts. Targeting is possible through user interests, by keywords 

and also by subscribers of specific accounts (Poštulka, 2013). With such sophisticated 

targeting, it is once again an effective advertising tool, but only under the basic 

assumption that the advertiser's target audience is on the network. Traditional business 

segments targeting Twitter include IT and marketing. However, a sharp rise in popularity 

can also be observed in tourism, hotels and finance (Murár, 2011, p. 47). 

 

2.4.3. Google+ 

Google+ is a young social networking company founded in 2011 by the US Internet giant 

Google. Her predecessor is not very successful Orkut. Google's ambition + at launch was 

to compete primarily with Facebook and, to a certain extent, with Twitter. In the 

beginning, this network was made accessible to invitations only to a limited number of 

users, with just 10 million users in the first two weeks (Schön, 2011). After the month of 

use, this number doubled. For an unlimited number of non-invitees, the network opened 

on September 20, 2011. Two months later, Google+ began creating corporate and other 

non-personal profiles. 

This network operates on similar principles as competition with several distinctions. 

There is also a user profile and a "wall" on which posts, photos, links, and videos are 

displayed. Different is each user's system of contacts, which is structured into so-called 

circles. When writing a status report, you can then decide whether the post can be seen 

by everyone on the web or just some specific circles, or even individuals (Čížek, 2011). 

With streams, you can then filter information from selected circles. 

However, Google+ has not yet fulfilled its initial ambition. On the contrary. Some of the 

specific features (mainly Photos or Hangouts) have gained a lot of popularity, others just 
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survive (Kasik, 2014). This is also suggested by current statistics. regarding to Digital 

Insights, Google+ has 540 million active users per month and together 1.6 billion 

registered users (Benett, 2014). On the other hand, the average time spent by users on this 

network per month is seven minutes, and only 22% of online adults visit it at least once a 

month. Some commentators refer to Google+ even as a walking corpse (Tsotsis, 2014). 

In terms of marketing, Google+ is much less used than its competitors, especially in the 

area of paid advertising. The most common reasons for setting up a business account on 

this network is its ability to influence personalized search results and hence impact on 

SEO. The biggest benefit from the account for the company is therefore the fact that it 

has an account based. Paid advertising on this network works through the + Post Ads 

platform, which focuses on promoting and promoting its promotion. 

 

2.4.4. LinkedIn 

LinkedIn is an internet social networking for corporate clientele bringing together 

professionals from a variety of industries around the world, founded in 2002. Users have 

a professional profile where they are presented in the form of a CV. An important role is 

played by education, qualifications and work experience. This is an online resume with 

social networking options (Pavlíček, 2010, p. 149). An important role is also played by 

the recommendations of other colleagues who also appear in the profile. The contact 

system works on a similar principle as Facebook friends. LinkedIn, however, is not just 

a database of biographies. It also serves as a means of selection. Individuals have their 

vacancies here, and staff can search for them and reach out to potential employees. 

Regarding to the latest Digital Insights statistics, LinkedIn had 187 million active users 

per month in 2014, and the total number of registered users exceeded 300 million (Benett, 

2014). LinkedIn is currently available in 200 states across the planet. Interestingly, there 

are over 39 million students and fresh college graduates registered there. 

From a marketing point of view, LinkedIn's biggest benefit to business is building and 

pooling professional and business relationships and their use for professional networking. 

Sponsored posts for advertising the server has just launched recently. There are several 

options. In the first place, it is a text ad and an advertising with an illustrative image, it is 
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possible to advertise specific job positions and a sponsored profile update (Müller, 2013). 

When creating an advertisement on LinkedIn, it is essential to keep in mind its limits 

based on the specificity of the target group that it encounters. 

 

2.4.5. Instagram 

Instagram is an application freely available for IOS, Android and Windows Phone 

platforms through which users can share photos. Before publishing, a user can apply a 

variety of filters to their photos that change the look of colors, framing, and other photo 

attributes that may resemble, for example, old polaroids. 

Instagram was first listed in the appstore on October 6, 2010 as a project by Kevin 

Systrom and Mike Krieger (Altal, 2012). With a combination of simple and practical 

tools, the app has been very successful in the early years, as evidenced by 9 million 

registered users during the first 11 months (Shontell, 2011). He has increased with the 

release of the version for the Android operating system (originally, this IOS-only 

application) in 2012. Soon after, Instagram used more than 13 million users daily (Altal, 

2012). Another great step in the development of this app was its takeover with Facebook 

in 2012. According to the latest statistics, Instagram had 200 million active users per 

month in 2014 (Benett, 2014). Since its inception, it has gone through over 20 billion 

photos and it is interesting that 23% of teenagers consider it to be its most popular social 

network. The Pinterest Competitive Network of Instagram operating on a similar 

principle. It differs both demographically (dominated by women) and by its access to 

content. Photos on Pinterest users are added to the themes (cooking, fashion, traveling) 

and are not always photos. It may also be other visual content such as illustrations, 

infographics, or presentations. Pinterest is also much more focused on quality, and it's 

becoming a showcase where users have a lot more to do with it, while Instagram works 

more like "take a picture and publish immediately". 

In terms of marketing communications, Instagram is a very simple and effective tool that 

can be easily linked to a corporate facebook page. You can easily share photos through 

both media and potentially increase their reach. Instagram's most viewed corporate 

profiles include Victoria's Secret, Nike, and Starbucks. Since 2013, Instagram has also 

paid advertising. This is displayed in the user feed in the form of sponsored photos and 
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videos without being a fan of the user. The target group that moves on this network is 

especially young. More than 90% of users are younger than 35 years old (Smith, 2013), 

making it particularly attractive for media, entertainment and fashion brands that focus 

on customers aged 18-34. 

DSM is also using Instagram as a medium for their presentation and promotion. Instagram 

is generally used for presentation of daily activates happening in the training facility and 

is not used directly for general presentation or communication with their customers. 

Instagram of DSM is used primarily for informal communication and is not taken in to 

account as a business tool.  

 

2.5. SWOT Analysis of Dark Side Movement, z.s. 

SWOT analysis is a method that analyses the internal and external business situation 

associated with a particular project or type of business. It consists of four parts: Strengths, 

weaknesses, opportunities and threats. 

 

2.5.1. Strength 

▪ Products: In terms of products, DSM provides various services such as personal 

training, group lessons, training programs and workshops. The important factor is 

that DSM services are based on their own methodology and research, which grants 

unique concept of the training and significant results. 

▪ Work ethic: DSM consist of 6 members, relatively young aged around 24 years 

old. They walk the walk which means, that every single of them is dedicated to 

other training discipline which makes all together interesting perspective on 

physical training. 

 

▪ Customer segments: Due to wide range of field, the DSM customers and students 

are coming from many customer’s segments. DSM is actively cooperating with 

professional athletes from the segment of martial arts and at the same time they 

actively anticipate in specific preparation of individuals, for instance, from Czech 

national baseball team. 
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2.5.2. Weaknesses 

▪ Low basic capital: DSM does not have large capital, most of the first costs are 

covered by the personal finances of executives and all the revenues are invested 

into research and equipment of training facility. 

▪ Little awareness: Fitness industry is a huge market these days and DSM offer 

different services and approach to physical training. Methodologies of DSM are 

progressive in Czech Republic, so one of the major factor is to educate the 

community of people. 

▪  

2.5.3. Opportunities 

▪ Strong marketing campaign: DSM could benefit from an educative campaign 

targeted to the audience that is interested in physical training and seeking different 

approach. Second segment for DSM could be audience that is desperately looking 

for an approach that DSM offers, but could not reach them from specific reason. 

▪ Achievement in professional sport: Members of DSM are constantly competing 

on the national and international levels with different accomplishments. Lately 

one of the members became national champion of Brazilian Jiu Jitsu, which raised 

awareness of DSM methodologies and effectiveness of their physical training in 

combat sports. 

 

2.5.4. Threats 

▪ Competition: As movement culture is constantly growing in Czech Republic, 

there is also occurring competition that is providing similar services as DSM and 

developing similar approaches to physical training 

▪ Unfavourable financial situation: Due to the low capital base, the firm can 

easily get into financial distress where DSM will not be able to engage new 

customers and provide the same level of service. 
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2.6.  Evaluation of results acquired from analysis 

From the analysis examined above it is visible, that the potential reach of promotion and 

presentation on Facebook is not adequate for DSM in case of PSJ. The community of 

people, that the program is targeted for, does not occur on Facebook as much as it is 

necessary for success of PSJ. However, it does not mean that Facebook is not useful for 

promotion and attraction of new customers, which proved another program of DSM – 

PA. SLEPT analysis revealed that the potential audience could be reached more, through 

another social media such as LinkedIn, which will be designed in next chapter. Porters 

analysis disclosed that in Czech Republic is few competitive companies, that possess the 

same level of eligibility and competence to be a rival, however none of them is 

specifically oriented on the same issue. The only industry closer to the topic is 

physiotherapy, which is based on different business model. Combined with SWOT 

analysis of DSM it is evident, that the company and PSJ achievements could be 

significantly improved with educational campaign through social network such as 

LinkedIn, where the audience is more appropriate for PSJ.  
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3. Proposals and Contribution 

3.1. Design of a promotion on LinkedIn 

 

3.1.1. Creating a company profile on LinkedIn 

LinkedIn profile has over a million users in the Czech Republic and the Slovak Republic. 

They are actively using this network to a varying extent. This is a fairly decent number, 

so having a business page and being an active user, including the use of advertising, can 

differentiate DSM from their competitors and bring new customers, contacts to business 

partners, etc. DSM can participate in working groups or track companies Not only to 

make them visible but also their services can be appreciated. 

LinkedIn advertising allows the company to reach out to individuals and their colleagues 

through a company outside the network of contacts that you have collected for a while. 

You can reach people who are from the same industry, but you are not connected to them. 

Thanks to the possibilities offered by LinkedIn Social Networking, you are targeting 

exactly the contacts you need to "professionally" address. In this chapter I will propose a 

campaign specific to DSM and their PSJ. 

Just like on Facebook, you can create in similar way a personal profile on LinkedIn and 

a corporate page where you can regularly upload posts (text, photos, videos) for free. For 

the purposes of this paper, I will create everything from scratch for DSM. It is also 

appropriate to have personal profiles (where I will use mine), that your employees can be 

useful for getting "followers" for your company page. They can do this by putting the 

company, including a logo and a click on the DSM company page in the personal profile 

on LinkedIn, and sharing or creating content that DSM company will mention, including 

a link to LinkedIn company page. 
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Figure 6 - Company profile of Dark Side Movement 

 

(Source: Author) 

 

3.1.2. Setting up a campaign 

Before creating a promoted post, it is needed to know what we want to reach through 

LinkedIn advertising, who is the target audience of the company, and how much money 

an organization can afford to spend on an advertising campaign. LinkedIn ad manager is 

similar to Facebook, but the audience on LinkedIn can be targeted effectively by 

profession, business categories, individual companies, etc. These kinds of information are 

usually missing on Facebook, while on LinkedIn, they are widely accepted and the 

audience can be targeted through them. 
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Figure 7- Main interface of LinkedIn campaign content manager on LinkedIn 

 

(Source: Author) 

There are two types of ad content everyone can choose from. First one is text ad and the 

second one is to sponsor any of the updates on the company’s profile. Both kinds of ads 

can acquis audience to company’s profile on LinkedIn or directly to company’s website. 

The difference is between the display where they appear and how to create them. 

▪ Campaign with Sponsored Posts on LinkedIn - This is a post that is decided to 

promote only to a particular target audience, who will see it in the newsfeed. 

▪ LinkedIn Text Ads Campaign - This is a text ad, that will appear on LinkedIn 

outside the newsfeed, for example, in the right column or around the menu. 

Based on the experiences from Facebook and other social media, it is recommended to 

target the newsfeed rather than the space around which people do not notice so much 

because they are used to the fact, that the ads appear there. 

There is also another aspect of creating the campaign and that is the action which should 

follow from visitor after seeing the ad. First option offered by LinkedIn is to send people 
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to company’s website or content with decision to add a Follow button to increase 

followers for the profile of company. Second choice is to collect leads by using the 

LinkedIn Lead Gen Form, which means collecting data from the audience through filling 

the forms. 

For needs of DSM, especially to raise awareness about their PSJ and to acquis an audience 

to their website, it is more appropriate to choose first option which is displaying the 

sponsored updates in newsfeed with choice to send people to DSM website. 

Figure 8 - Selection of the update on company’s profile 

 

(Source: Author) 

It is necessary to select the appropriate update to sponsor. LinkedIn offers the option to 

(re)promote one of the posts that were actually posted in past. The sponsored post will 

then appear on the company’s page and free of charge in the feeders of DSM company’s 

LinkedIn site. The second option is to choose direct sponsored posts. These posts will not 

appear on LinkedIn company’s page or newsfeed of DSM company’s followers, but will 

appear in newsfeed of selected target audience that LinkedIn allow to address in the 

campaign manager. Importantly, it is possible to create multiple variations of 
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advertisements – sponsored posts – and to test which of the variations of a direct 

sponsored contribution will be more effective. 

Since Dark Side Movement doesn’t have many followers on LinkedIn and the profile is 

quite recent, it would benefit more from the second option of direct sponsored posts which 

could be aimed to exact audience potentially interested in PSJ. 

LinkedIn is a social network focused on professional life, which is also reflected in 

targeting options. But the most important thing is the right regional campaign targeting 

option on LinkedIn. The ad can target continents, states and district level of Czech 

Republic. There are target groups and areas according to company name, business 

industry, size of the company, education, profession, experiences of work and so on. The 

ability to target LinkedIn advertising is a great deal in the respect. 

Figure 9 - Targeting options of audience on LinkedIn 

 

(Source: Author) 

LinkedIn offer great features in targeting the audience. The combination of segments has 

an impact on the size of the audience. When selecting a combination of individual 

segments, LinkedIn shows, on the right, how large is the sponsored posts on LinkedIn. If 

there is a regional targeting within the Czech Republic and several combinations of 

segments, the campaign manager automatically estimate the reach of people. When 

selecting multiple groups, the reach is rapidly increasing.  
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The targeted audience for DSM and PSJ has several factors and criteria in order to reach 

the right audience. 

▪ Location needs to be district of Brno-city 

▪ Industry is selected to be well rounded, but the requirement is that it should be 

associated with positions where employees tend to sit on chair for the majority of 

their working time, such as: IT industry. Second requirement is that the industry 

should include Human Resources, because HR is mostly the department 

responsible for taking care of the wellbeing of their employees and their attention 

could be beneficial. 

▪ Size of the company is not that crucial, because the PSJ could be focused to 

individual and also to wider group of employees, where the management is willing 

to pay the costs of PSJ in order to provide lucrative employee benefit and 

conditions. 

Another setting for LinkedIn advertising campaign. By targeting a sponsored post 

campaign (also applies to text ads), LinkedIn offer two more options. The first one is to 

show your campaign to a wider audience with similar characteristics. Another choice is 

to show the ad to the target segment on non-LinkedIn feeds. For the purpose of educating 

the audience and rising the awareness, it is recommended to enable these options in the 

LinkedIn advertising campaign manager. 
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Figure 10 - Targeting the audience on LinkedIn 

 

(Source: Author) 

After setting up the LinkedIn campaign targeting, there are options to choose whether to 

pay per click (CPC) or per 1000 impressions (CPM). There is also a panel to decide when 

to launch the campaign and setting to budget the campaign. 
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Figure 11- Bid type and budget of LinkedIn campaign 

 

(Source: Author) 

In both cases, LinkedIn recommends a cost-per-click or a thousand impressions to make 

sure that the sponsored post ad campaign affects most of the targeted audience. It does 

not guarantee the budget, but at the same time, the system leaves the possibility for daily 

fluctuations in the 20% upside down budget. At the same time, LinkedIn sets a minimum 

price in both cases and a minimum price for the budget. The required values are high 

compared to targeting on other advertising systems (AdWords, Facebook ...). Of all this, 

it is obvious that LinkedIn is especially beneficial to those businesses that need to use the 

specific targeting that LinkedIn offers. 

For the purpose of PSJ education campaign is more beneficial to select the variation of 

CPM, where the budget is spent for viewing the sponsored update to certain amount of 

people, which is 1000. CPC would be more valuable option, it there would be call to 

action button, for instance, to buy a product. Since this is the first campaign for DSM, it 

is more sensible to stay within the suggested range of bids and budget. 



 

70 

 

Figure 12 - Payment and account details of LinkedIn promotion 

 

(Source: Author) 

After selecting the bid method and budget, there is last stage and that is payment with 

recapitulation of account details. Once the payment is done, the LinkedIn saves the 

campaign and push it through the validation process. LinkedIn validation is different from 

other social networks in a way, that the validation here requires from two to three days to 

active the campaign. This step also benefits to the point of LinkedIn which is meant to be 

more serious. 
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Figure 13 - Dashboard of created promotion on LinkedIn 

 

(Source: Author) 

After creating the campaign and activating it by the management of LinkedIn, there is a 

time to analyse the statistics, which will be topic of the next chapter 

 

3.1.3. Budget of LinkedIn campaign 

 

Table 6 - Budget of PSJ campaign on LinkedIn 

Promotion of PSJ on LinkedIn 14 day of promotion on LinkedIn 

Cost of promotion 3650, - CZK 

Break-even point 4 purchases of 1 month membership 

Expected impressions 11000 impressions 

Expected conversions 30 purchases of 1 month membership 

Expected revenue 32350, - CZK 
(Source: Author) 

The expected metrics are based on the estimation of LinkedIn campaign manager, while 

the expected number of conversions is based on previous campaigns held on Facebook, 

where the estimation reach of people equalled to the expected number of conversions. 

 

3.2.  Proposal to analysis of the data acquired from campaign 

3.2.1. Analysing the results of campaign 

The question to how to analysis the campaign seeks many threats and opportunities. Each 

analysis of certain campaign needs to be individualized according to aims of the 
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campaign. The most common tool for analysis of traffic between acquisition of social 

media and behaviour on the company’s website is Google Analytics. 

For the purpose of the PSJ, there are certain metrics (indicators, for instance: conversion) 

and dimensions (attributes of data, for instance: location) that are useful to track and some 

that are not so relevant and bring more question than answers. 

Figure 14 - User interface of Google Analytics 

 

(Source: Author) 

Appropriate metrics to track in terms of PSJ: 

▪ Page Views – indicates how many people viewed the website. 

▪ Average time on page – this is crucial metric for analysing the time how long 

people spent on the website. The time should reflect the minimum time that is 

necessary for reading the whole content on page.  

▪ Entrances – This metric indicates how many people went directly to the site of 

PSJ without viewing any other site on the company’s website. The number is 

mostly reflecting the entrances from other mediums – for example social media 

such as Facebook. 

▪ Bounce Rate – It is percentage of visitors that immediately exited the website, 

without spending there a decent amount of time. It can indicate that the content is 

not appropriate for the text advertised in campaign, or the website is not optimized 

for the device/browser. 

▪ %Exits – This metric shows how many visitor exit the website after this page. It 

could indicate that the visitor is not interested after reading the content. Low rate 
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of exits could mean, that the visitor got attracted and could go to contact form to 

get in touch. 

 

Appropriate dimensions to track in terms of PSJ: 

▪ Device category – Device category is useful to watch, because it specifies which 

device is mostly used for the entrances and whether the website is optimized for 

that particular device. It could also show if the promotion is suitable for 

tablet/mobile device. 

▪ Source/Medium – This is very important dimension as it specifies the source and 

medium where the user came from. It also shows whether it was paid search or 

referral or organic search, which is very useful, because it can be also selected in 

segments to filter all the data to just specific social media, such as Facebook or 

LinkedIn 

▪ City – This metric enables us to monitor where are the visitors located, which is 

great to analyse whether the local campaign is doing well or whether the 

international reach is wide enough. 

The main purpose of these analysis is to find out the potential threats in promotion on 

social media of DSM and to propose appropriate solution how to improve the content. 

3.2.2. Analysis of previous Facebook campaign 

Dark Side Movement was constantly using Facebook as a medium to promote and present 

the program for people with sedentary employment. Since Facebook does not offer any 

detailed insights for promoted events or posts, then it is necessary to have just some 

analytics tools such as Google Analytics as was mentioned previously in order to really 

analyse the efficiency of the promotion. 
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Figure 15 - Insights from promoted event of PSJ on Facebook 

 

(Source: Author) 

It is visible, that Facebook, does not offer any deep insights on the promotion of the event 

and actions that happened of visitors after they reached the event. From this panel, it is 
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only valid to make a statement, that the event could be more targeted to older groups, 

because people that suffer any pain from sedentary job are usually older than 30-year-old. 

To analyse and make a proposal how to address the promotion better, it is necessary to 

look to the data in Google Analytics. 

Figure 16 - Insights from Google Analytics of promotion of PSJ 

 

(Source: Author) 

The data from Google analytics say much more about the success of promotion and the 

behaviour of visitors.  

▪ Bounce rate is too high, which means, that most of the people did not spend any 

time on the website and immediately exited. 

▪ Entrances on the site of PSJ are quite higher than the insights of promotion on 

Facebook say, which means that people were engaging the site even before the 

paid promotion started 

▪ Average time on page is also high, which means that people who came to the site 

of PSJ and did not immediately quitted spent enough time to read the content 

carefully. 
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▪ Exits from the site of PSJ are not that high according to the number of entrances, 

which could mean, that people, who spent the time on site were continuing to 

explore the other sites of DSM’s website. 

Figure 17 - Google Analytics, traffic from Brno according to device category 

 

(Source: Author) 

 

Proposal of changes for promotion on Facebook: 

▪ The content written in the promotion should be more accurate to the content that 

is on the site of PSJ. 

▪ It is visible, that the promotion did not reached the right people that would be 

interested in this program, because the traffic from Brno is not adequate in general 

according to all traffic. The targeting of audience should be more accurate in terms 

of location and socio demography 

 

3.2.3. Analysis of designed LinkedIn campaign 

Insights from LinkedIn campaign manager is much more detailed than the promotion 

tools on Facebook. However, these insights present the action and engagement of users 

on LinkedIn, it is also necessary to analyse the action of visitors on the website of PSJ. 

The campaign on LinkedIn has the same duration as the previous campaign on Facebook, 

so in the next chapter it could be analysed and compared in order to examine the 

efficiency. 
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Figure 18 - Insights from promoted update of PSJ on LinkedIn 

 

(Source: Author) 

LinkedIn offer much deeper analyses in terms of performance, company industry and job 

seniority. The click through rate is higher in relation between impressions and clicks, 

which could indicate better targeting and interest in the content. 

Chart 7 - Industry insights of promoted update of PSJ on LinkedIn 

 

(Source: Author) 

Company industry is slightly divided, however the most significant in Information 

Technology, which is good, according to the aim and audience of the update to attract the 

audience of people who spend most of the working time sitting behind the computer. 
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Chart 8 - Job seniority insights of promoted update of PSJ on LinkedIn 

 

(Source: Author) 

LinkedIn does not offer an option to display the age of the user that engage with the 

promotion, however it does provide the insights into the job seniority. The statistics shows 

that the most engaged group was senior, which is good, because the targeted audience 

was meant to be more senior than entry positions. 

 

Figure 19 - Google Analytics insights of promoted update of PSJ on LinkedIn 

 

(Source: Author) 
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Information acquired from Google analytics provide useful data on the behaviour of 

visitors on the website traffic from the promoted update 

▪ Bounce rate is very low, which means, that noticeable part of the people spent 

some time on the website and probably fount the content they were looking for. 

▪ Entrances are lower than the campaign manager on LinkedIn is showing, which 

could be caused by the slow updating of Google Analytics data. 

▪ Average time on page is adequate for the content that is on the site and reflects 

the low bounce rate. 

▪ Exits from the site of PSJ are also low, which means, that people who came to this 

site continued to browse the website further. 

Proposal of changes for promotion on LinkedIn: 

▪ The promotion on LinkedIn is one the most expensive social media to promote 

on. Targeting based on company industry could be more narrowed and focused 

on the most potential audience which is IT. 

 

3.2.4. Comparison of Facebook and LinkedIn promotion of PSJ 

From statistics above, it is certain to reflect, that LinkedIn is more accurate social media 

for promotion of program that is specifically designed only to convinced audience. 

▪ Bounce rate (immediate exit) is significantly lower on LinkedIn, which can 

indicate, that people that clicked on the promotion were interested in the content 

and topic. 

▪ Click through rate was also significantly higher on LinkedIn, which means that 

the targeted audience was much better designed on LinkedIn than Facebook. 

▪ Average time on page was higher on Facebook. 

▪ The costs on promotion are lower on Facebook. 
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3.3. International reach of PSJ through social media 

 

3.3.1. Vimeo 

Vimeo is a web project designed to share audio-visual creation. There are mostly works 

of art, sport and so on. Vimeo is primarily intended for movie enthusiasts and 

experimentations who can sign up for free (registration is free, registration plus is paid 

and includes some benefits) and share views and insights with others. The character of 

Vimeo is quite different from the character of YouTube, Vimeo is focused on the art 

community, while YouTube is directed to the interests of the mass society. 

 

3.3.2. Vimeo as a medium for video marketing of DSM 

Vimeo by its characteristics and advantages is much more suitable for video marketing, 

than YouTube for example. Some of the advantages: 

▪ Vimeo offers better privacy settings. For example, user can restrict video viewing 

to specific URLs only, enable video viewing with a password, disable viewing of 

Vimeo and other similar functionalities that are useful when using an audiovisual 

content as a products or service 

▪ It also allows the user to customize the player. It is benevolent to even have a 

video title, avatar, and other brand markers. At the other hand, Vimeo provides 

you with the option to disable them all. It also offers insignificant features for 

users – option to hide the Vimeo logo, disable full screen video display and much 

more. 

▪ Vimeo does not upload an ad to videos. There will be no banner, no advertising 

spot, nothing at all, which is absolutely crucial when it comes to communication 

with potential customer through audiovisual. 

▪ Vimeo offers a built-in statistic, that are important for customizing the content. 

YouTube does not offer this kind of statistics, the only way to get them is to link 

the YouTube account to Google Analytics, that were mentioned in previous 

chapter. 
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3.3.3. Vimeo as a medium for sharing and monetizing the audio-visual 

content internationally 

PSJ of DSM is systematically designed program for revealing the pain that is caused from 

sedentary jobs. The program is structured to educational content and practical content. In 

the domestic context, it is not necessary to use any audio visual social media in order to 

provide this product and service. When it comes to international reach, it is not efficient 

to provide this program in personal, because it would be very expensive in terms of 

travelling and time and so on. Vimeo offers great opportunity how to provide this program 

through social media with certainty its quality, integrity, security and many other factors 

that are crucial to keep the DSM’s know-how safe and available to certain customers with 

hiqh quality. 

On international market, there is a certain competition, that use Vimeo or similar medium 

for providing the comparable products and services, such as: 

▪ MoveU: This project is focusing clearly on resolving the back pain, which is 

caused from incorrect body posture, which is very similar concept to DSM’s 

methodology. Although, theirs content and service is on high level, their pricing 

is much higher compared to DSM’ program (280$ compared to 60$). 

▪ Yuri Marmerstain: Yuri is hand balancer and he uses Vimeo as a medium for 

sharing the fundamental routines that are useful for learning hand balancing. He 

is organizing regular workshops around the world with comparable concept as 

DSM, however the field of human movement is different. 

▪  

3.3.4. Concept of providing PSJ through Vimeo 

DSM has been already using the Vimeo for presentation of their work, results and concept 

of their regular lessons held in Brno. They are using the basic free account, which is 

limiting them from reaching the full potential of Vimeo as a social media for this purpose. 

Vimeo offer many upgrades, but there is relatively cheap in terms of the opportunities 

that the Vimeo features offer. 
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Figure 20 - Main dashboard of DSM profile on Vimeo 

 

(Source: Author) 

DSM can use the same concept of promotion and media for international reach, but the 

only difference will be the delivery and education of the program. They will be all stored-

on Vimeo, with password and URL link, that will be only shared to certain customer or 

company, that will make a deal with DSM. The Vimeo will be also good medium on how 

to provide the program for other customers, that are not able to travel to Brno, or just 

prefer to exercise on their own. 
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Figure 21 - Upgrade of the Vimeo account 

 

(Source: Author) 

In order to sell the audio-visual content, DSM needs to upgrade their account to “PRO” 

version, where it is allowed to upload the content and lock it only to audience with 

permission, which is either the password or specific URL address, that the audience would 

acquire with purchase of the program. 

Figure 22 - Upload of the first sequence of PSJ 

(Source: Author) 
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DSM should structure the content according to the structure of the program. It should be 

divided into four parts:  

▪ Introduction-education sequence 

▪ Resetting the right body posture 

▪ Engagement of the core 

▪ Mobility work 

Those are four pillars of the program, that are continuously provided and exercised with 

the customers on regular’s basis through the lessons. The content of the lessons would be 

available on Vimeo through the audio-visual content that would substitute the trainer and 

his instructions on how to perform each exercise and where to keep focus on. 

Figure 23 - Preview of the single sequence of PSJ 

 

(Source: Author) 

This way DSM can make a collection of audio-visual contents and categorize them into 

groups, so the customers know the practice. 

This concept of selling PSJ through Vimeo could be beneficial for DSM in many other 

ways and not just the international reach. Dark Side Movement would have to make the 

content just once and then it is available until they decide to end the program or remake 

the sequences. It would save time which they spent coaching and educating personally in 

their training facility. Vimeo, as other media, has no limits in terms of the capacity of 

audience. This way the program could potentially reach way more people because there 



 

85 

 

is no need to assess them personally and restrict to the capacity of trainer and training 

facility. Selling products through social media, or globally through internet has a much 

more benefits, which are covered in conclusion. 
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4. Conclusion 

The aim of the presented thesis was to propose a marketing communication plan through 

social media for company Dark Side Movement. The plan, that was proposed, was based 

on the examined analysis in second chapter and also on the literature review in first 

chapter. 

The first part of the thesis defined the concept of marketing, marketing communication 

and social media. The two last mentioned terms are significant for this master’s thesis, 

because the marketing communication of company is mainly situated on social media. 

The company realizes that the primary goal is to raise awareness of their methodological 

approach to physical training and rehabilitation of people suffering from pain caused by 

sedentary way of life. 

The analytical part of the thesis was devoted to the presentation of Dark Side Movement 

and the products of the company. In the next part, where the major analyses were 

examined, i.e. the analysis of macro and micro environments as well as analysis of the 

Porter’s five forces and SWOT analyses. These analyses, among others, showed that Dark 

Side Movement has been using, for the marketing communication and promotion of their 

specific product, insufficient social media. The analysis of social media revealed, that the 

audience associated to their program for people with sedentary employment is not 

actively engaging on the Facebook and Instagram, which was Dark Side Movement using 

for their communication and presentation. Combined with other analysis, it has been 

found out, that Dark Side Movement would strongly benefit from educational campaign, 

because most of their potential customers does not know about prevention and solution 

of their injuries and problems. Most of their potential customers are choosing the solution 

of physiotherapy, which is more expensive and not educational compared to methods of 

DSM. Porter’s five forces also revealed that DSM does not have many competitors in 

Brno and Czech Republic all-over. 

In the last part of the thesis were designed proposals on how to improve engagement on 

social media and make them more sufficient to attract and reach the right audience. From 

the analysis mentioned above, it turned out, that the more accurate medium for 

presentation and promotion of program would be LinkedIn. LinkedIn is social medium 

where the main audience are professionals and organizations from many industries with 
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interest to network and innovations. LinkedIn is specific in the way, that the promoter can 

address the campaign according to person’s industry and job description, which makes 

this medium more appropriate for DSM promotion. Next chapters of own solutions were 

focused on comparing the efficiency of promotion tools on Facebook and LinkedIn, 

where the reach and engagement was more significant in LinkedIn. The next chapter was 

devoted to international reach of DSM’s program. The international reach could be 

managed through Vimeo, which is medium for sharing audio-visual content with high 

standards and quality. The proposal of Vimeo takes into consideration monetizing and 

security of the program. The proposals were constructed as much specific as possible and 

focused on the current problems of Dark Side Movement communication on social media. 

The author believes that the aim of the thesis was fulfilled. 
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