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Abstract

This paper deals with a perception of event marketing as part of the integrated marketing
communications. According to Belche (2007, s. 12) it is clear that the field of the marketing
communications goes through a number of changes while the traditional marketing tools are
becoming less effective. According to Stankova (2011, s. 117) the purpose of advertising is a
change. The change in mental status of the recipient of advertising, it means for example the change
in the perception of the company, changing its image, etc., or the change in the physical condition
of the recipient or the change in the behavior of target groups. There appear a number of new
marketing techniques that are gradually changing in specialized fields, for example viral, digital,
guerrilla and event marketing. According to Pilik (2008, s. 107) all new marketing trends can be
seen as an opportunity to increase the impact of marketing on achieving competitive advantage.In
connection with the event marketing we meet many irregularities relating to the actual inclusion of
experiential marketing in the integrated marketing communications. This paper presents the results
of the marketing research regarding the perception of event marketing as part of an integrated
marketing communications.
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Abstrakt

Clanek se zabyva vnimanim event marketingu jako soucasti integrované marketingové komunikace.
Podle Belcheho (2007, s. 12) je ziejmé, ze obor marketingovych komunikaci prochazi celou fadou
zmén zatimco tradi¢ni marketingové nastroje se stavaji méné efektivnimi. Podle Starikové (2011, s.
117) je cilem reklamy zména. Zména v psychickém stavu pfijemce reklamy, to znamena napft.
zména ve vnimani firmy, zména jeji image atd. nebo zména ve fyzickém stavu piijemce ¢i zména v
chovéni cilovych skupin. Objevuje se zde cela tfada marketingovych technik, které se méni ve
specializované obory jako napf. virovy, digitalni, guerillovy a event marketing. Podle Pilika (2008,
s. 107) vSechny nové marketigové trendy lze povazovat za piilezitost zvySeni vlivu marketingu na
dosazeni konkuren¢nich vyhod. V souvislosti s event marketingem existuje mnoho nesrovnalosti
tykajicich se zatazeni event marketingu do integrované marketingové komunikace. Tento ¢lanek
prezentuje vysledky marketingového vyzkumu tykajiciho se vnimani event marketingu jako
soucasti integrované marketingové komunikace.
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