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MARKETINGOVA KOMUNIKACE V OBLASTI HUDEBNICH AKCI
MARKETING COMMUNICATION IN THE FIELD OF MUSICAL EVENTS

M. Janska

Abstract

Culture, where also the promotion of popular music belongs, is a part of the market. This article deals with the
use of marketing communication in the field of musical events, especially of folk and country music. The article
also points out that the results of effective marketing in culture should not only focus on the drawing of
customers but also on building and maintaining the relationship with them. This fact is also confirmed by a
survey, which was interested in the increase of audience interest especially of the young people. The survey
showed that the given genre is not typical for modern youth. The festival organizers should take into account
their life-styles and adapt to it by the means of traditional or new elements of communicational mix, when trying
to make an impression on the new public.
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Abstrakt

Kultura, do které patfi i propagace popularni hudby, je soucasti trhu. Clanek se zabyvéa vyuzitim marketingové
komunikace v oblasti hudebnich akei zanrd folk a country. Dale poukazuje na to, Ze vysledkem ucinného
marketingu v kultufe by nemélo byt jen jednorazové piilakani zakaznika, ale i udrzeni a budovani vztahu se
zakazniky. Dany fakt je potvrzen i prizkumem, ktery zjistoval pokles divackého zdjmu hlavné ze strany
mladych posluchact. Vysledkem prizkumu bylo zjisténi, Ze dany zanr hudby neni typicky pro dnesni mladou
generaci. Poradatelé festivalu by pfi osloveni novych navstévnikh méli brat v uvahu jejich Zivotni styl a
prizptisobit se mu pomoci tradi¢nich nebo novych prvka komunikaéniho mixu.
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