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Socialni média
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Uvod, podminky, z4klady






Vysledky uceni

« Kategorizovat socialni média

* Popsat vyvojové tendence odvétvi médii

» Porozumét fungovani socialnich médii

* Umét rozhodovat o tom kdy a jak komunikovat
« Zakomponovat socidlni média do kampané

* Posoudit jak socialni média ovliviiuji ekonomickou
uspésnost podniku
« Vést a spravovat profily na socialnich sitich %



Podminky absolvovani

« Zkouskovy test 50b
« Seminarni projekt 50b
* Dochazka na seminare 60%

* Pro udéleni zapoctu je nutné ziskat 70b
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Klasifikace socialnich médii

Blogs and Social networking Virtual
Microblogs sites social worlds

(e.g., Twitter) (e.q. Facebook) (e.g. Second Life)
Collaborative Content Virtual game worlds
projects communities (e.g. World of

(e.g. Wikipedia) (e.g. YouTube) Warcraft)

Zdroj: Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of
Social Media. Business Horizons, 53(1), 59—68. https://doi.org/lO.1016/j.bushor.2009.09.003
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 Mira socialni pritomnosti je formovana tim zda
komunikujeme primo nebo pomoci média (rozhovor tvari v
tvar nebo telefonni hovor) a dale také tim zda jsme v
komunikaci pritomni v ¢ase (asynchronni - email vs.
synchronni - live chat)

« Teorie socialni presence tvrdi, ze ¢im vétsi je mira socialni
pritomnosti tim existuje vétsi vliv na chovani obou stran
komunikace.

Zdroj: Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of
Social Media. Business Horizons, 53(1), 59-68. https://doi.org/lO.1016/j.bushor.2009.09.003
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/
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2 Collaborative
8 | projects | communities
(e.g. Wikipedia) 9.

« Medialni bohatost je kapacita média prenaset informace v
realném case.

* Telefonni hovor prenasi zvuk, videohovor prenasi také obraz a
proto médium, které umoznuje prenaset vice informaci v
realném case oznacujeme jako medialné bohatsi. V tomto
pripadé videohovor.

» Néktera média tedy umozinuji aby se lidé lépe chapali. Pokud
poslu textovou zpravu nemohu v ni zvolit ironicky tén a proto
muze byt zprava pochopena chybneé.

Zdroj: Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of
Social Media. Business Horizons, 53(1), 59-68. https://doi.org/lO.1016/j.bushor.2009.09.003
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« Sebeprezentace (self-presentation) je ochota lidi prezentovat
se ostatnim (obvykle v co nejlepsim svétle) a je provadéna
pomoci sebeodhaleni (self-disclosure).

 Sebeodhaleni je védomé ¢i nevédomé sdileni osobnich
informaci jako jsou myslenky a pocity s ostatnimi lidmi.

« Sebeodhaleni je klicovy proces pri formovani vztahti a to jak
od téch vaznych (manzelstvi) tak po ty epizodické (rozhovor
pri cekani ve fronté).

Zdroj: Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of
Social Media. Business Horizons, 53(1), 59-68. https://doi.org/lO.1016/j.bushor.2009.09.003



Blogs and
Microblogs
(e.g., Twitter)

Social networking
sites
(e.g. Facebook)

Virtual
social worlds
(e.g. Second Life)

Collaborative
projects
(e.g. Wikipedia)

Content
communities
(e.g. YouTube)

Virtual game worlds
(e.g. World of
Warcraft)

Zdroj: Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of
Social Media. Business Horizons, 53(1), 59—68. https://doi.org/lO.1016/j.bushor.2009.09.003
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Social networking | Virtual

K]. dS i fi ka ce SOC i é_]_ n i C h m é d i i e B 5 | i | S

p!
Self-disclosure

* Blogy a mikroblogy

» Casto v textové formé dovoluji pouze jednoduchou
vymeénu informaci.

« Herni svéty
» Snazi se replikovat velkou c¢ast realného svéta. Postavy
jsou popsany informacemi, maji vzhled a komunikuji
mezi sebou bohaté informace.

Zdroj: Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of
Social Media. Business Horizons, 53(1), 59-68. https://doi.org/lO.1016/j.bushor.2009.09.003



Socialni média

*Blogy a mikroblogy

» Socialni sité
Virtualni svéty

« Kolaborativni projekty
e Obsahové komunity
*Herni svéty
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NOTES ON DATA

INTERNET USERS

FIRST WEBSITE
06 AUG 1991
SOURCES:

Digital 2023 Global Overview Report v01
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Q SOURCES:

Digital 2023 Global Overview Report vo1

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES

TOTAL
POPULATION

8.01

BILLION

URBANISATION

57.2%

UNIQUE MOBILE
PHONE USERS

S5.44

BILLION

vs. POPULATION

68.0%

ADVISORY:
NOT COMPARABLE

10 of 465

INTERNET
USERS

5.16

BILLION

vs. POPULATION

64.4%

COMPARABILITY:

GLOBAL OVERVIEW

ACTIVE SOCIAL
MEDIA USERS

4.76

BILLION

vs. POPULATION

59.4%

[ ]
encial

we
are <OD Meltwater

@ W oh ™ Engish e




PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO OWN EACH KIND OF DEVICE

ANY KIND OF
MOBILE PHONE

LB
97.8%

YEAR-ON-YEAR CHANGE
+1.7% (+160 BPS)

GAMES
CONSOLE

19.1%

YEAR-ON-YEAR CHANGE
-5.9% (-120 BPS)

° SOURCE:

N

97.6%

YEAR-ON-YEAR CHANGE
+1.8% (+170 BPS)

SMART WATCH OR
SMART WRISTBAND

30.1%

YEAR-ON-YEAR CHANGE
+0.7% (+20 BPS)

FEATURE
PHONE

6.9%

YEAR-ON-YEAR CHANGE
-12.7% (-100 BPS)

TV STREAMING
DEVICE

@

15.7%

YEAR-ON-YEAR CHANGE
-4.8% (-80 BPS)

ABSOLUTE

LAPTOP OR
DESKTOP COMPUTER

57.7%

YEAR-ON-YEAR CHANGE
-0.5% (-30 BPS)

SMART HOME
DEVICE

16.2%

YEAR-ON-YEAR CHANGE
-1.2% (-20 BPS)

RELATIVE
COMPARABILITY:

GLOBAL OVERVIEW

TABLET
DEVICE

]
30.9%

YEAR-ON-YEAR CHANGE
-8.3% (-280 BPS)

VIRTUAL REALITY
DEVICE

4.4%

YEAR-ON-YEAR CHANGE
-21.4% (-120 BPS)

we
are, . <OD>Meltwater
social




THE AVERAGE AMOUNT OF TIME EACH DAY THAT INTERNET USERS AGED 16 TO 64 SPEND WITH DIFFERENT KINDS OF MEDIA AND DEVICES
GLOBAL OVERVIEW

TIME SPENT USING TIME SPENT WATCHING TELEVISION TIME SPENT USING TIME SPENT READING PRESS MEDIA
THE INTERNET (BROADCAST AND STREAMING) SOCIAL MEDIA (ONLINE AND PHYSICAL PRINT)

- L
6H 37M 3H 23M 2H 31M 2H 10M

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
-4.8% (-20 MINS) +1.5% (+3 MINS) +2.0% (+3 MINS) +7.4% (+9 MINS)

TIME SPENT LISTENING TO TIME SPENT LISTENING TIME SPENT LISTENING TIME SPENT USING
MUSIC STREAMING SERVICES TO BROADCAST RADIO TO PODCASTS A GAMES CONSOLE

o= @ oo

1H 38M OH 59M 1H O2M 1H 14M

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+5.4% (+5 MINS) -3.3% (-2 MINS) +12.7% (+7 MINS) +2.8% (+2 MINS)

L]
encial

SOURCE: we
(26 ) dre. . <O>Meltwater
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Ml MAIN REASONS FOR USING THE INTERNET

PRIMARY REASONS WHY INTERNET USERS AGED 16 TO 64 USE THE INTERNET

FINDING INFORMATION

STAYING IN TOUCH WITH FRIENDS AND FAMILY

KEEPING UP TO DATE WITH NEWS AND EVENTS 50.9%

WATCHING VIDEOS, TV SHOWS OR MOVIES

RESEARCHING HOW TO DO THINGS

FINDING NEW IDEAS OR INSPIRATION

RESEARCHING PRODUCTS AND BRANDS

ACCESSING AND LISTENING TO MUSIC

FILLING UP SPARE TIME AND GENERAL BROWSING
EDUCATION AND STUDY-RELATED PURPOSES

RESEARCHING PLACES AND VACATIONS AND TRAVEL
RESEARCHING HEALTH ISSUES AND HEALTHCARE PRODUCTS

MANAGING FINANCES AND SAVINGS

MEETING NEW PEOPLE AND MAKING NEW CONNECTIONS

BUSINESS-RELATED RESEARCH

Q SOURCE:

Digital 2023 Global Overview Report vO1

49.7%
47.6%

38.3%
36.4%
34.7%

we

GWI.COM are,
cncial

63 of 465

GLOBAL OVERVIEW

<OD> Meltwater

H @

= M

™ English -«




sl TOP TYPES OF WEBSITES VISITED AND APPS USED

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO HAVE VISITED OR USED EACH KIND OF DIGITAL PROPERTY IN THE PAST MONTH
GLOBAL OVERVIEW

N .5
. ADAAREPORIAL [=WNMII_  us
1.8

760

55.0%
I (5%
I

L .

N .

e A 9%

N .5

.04

2774

2645

250%

1%

Covaanon B

FOOD TAKEAWAY AND DELIVERY 23.6%

([~ olello]

we
a SOURCE: GWI.COM are, I (O)Meltwoter
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Ukol 5 minut dvojice/trojice

Tipnéte si kazdy jaké socialni sité jsou
popularni u nas?

Nasledné informaci najdéte online.



sl THE WORLD’S MOST USED SOCIAL PLATFORMS

RANKING OF SOCIAL MEDIA PLATFORMS BY GLOBAL ACTIVE USER FIGURES (IN MILLIONS) (NOTE: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)

GLOBAL OVERVIEW

FACEBOOK!'

WHATSAPP'*

INSTAGRAM'

TIKTOK?

WECHAT'

FACEBOOK MESSENGER?* *

T

DOUYIN? 752

PINTEREST' 482

SOURCES: 1 \ ADVISORY: USE we
@ COMPARABILITY: are . (o) Meltwqter
NOTES ON DATA social




91%

f

Sample: 4,281 respondents

Source: Hootsuite Social Trends 2024 Survey

86%

o

Most orgs have a presence on
Facebook, Instagram, and Linkedin

Which social media platforms does your organization currently use?

80 66% 62 29% 19% 16% 14% 5% &% 1%

m X @ & @ G & © & ©

22

&



Ml MAIN REASONS FOR USING SOCIAL MEDIA

PRIMARY REASONS WHY SOCIAL MEDIA USERS AGED 16 TO 64 USE SOCIAL MEDIA PLATFORMS
GLOBAL OVERVIEW

1%
3624

3424

0.3

%

27.3%

2594

B7%

2344

MAKING NEW CONTACTS 23.0%
SEEING CONTENT FROM YOUR FAVOURITE BRANDS 22.7%
WORK-RELATED NETWORKING OR RESEARCH 22.0%
WATCHING OR FOLLOWING SPORTS 21.8%
FINDING LIKE-MINDED COMMUNITIES AND INTEREST GROUPS 21.4%
POSTING ABOUT YOUR LIFE 21.3%
FOLLOWING CELEBRITIES OR INFLUENCERS 20.8%
AVOIDING MISSING OUT ON THINGS (FOMO) 20.3%

SUPPORTING OR CONNECTING WITH GOOD CAUSES

([~ olello]

: O we
@ SOURCE: GLleoh are, I <OD Meltwater
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Al TYPES OF SOCIAL MEDIA ACCOUNTS FOLLOWED

PERCENTAGE OF SOCIAL MEDIA USERS AGED 16 TO 64 WHO FOLLOW EACH TYPE OF ACCOUNT ON SOCIAL MEDIA
GLOBAL OVERVIEW

FRIENDS, FAMILY, OR OTHER PEOPLE YOU KNOW
ACTORS, COMEDIANS, OR OTHER PERFORMERS

ENTERTAINMENT, MEMES, OR PARODY ACCOUNTS

TV SHOWS OR CHANNELS

BANDS, SINGERS, OR OTHER MUSICIANS

RESTAURANTS, CHEFS, OR FOOD PERSONALITIES

INFLUENCERS OR OTHER EXPERTS 22.1%
COMPANIES AND BRANDS YOU PURCHASE FROM 21.7%
SPORTS PEOPLE AND TEAMS 21.6%
COMPANIES AND BRANDS YOU’RE CONSIDERING PURCHASING FROM 20.2%
CONTACTS RELEVANT TO YOUR WORK 20.1%
COMPANIES RELEVANT TO YOUR WORK 18.8%

GAMING EXPERTS OR GAMING STUDIOS 17.1%

BEAUTY EXPERTS 16.9%

JOURNALISTS OR NEWS COMPANIES 16.8%

FITNESS EXPERTS OR ORGANISATIONS 16.7%

([~ olello]

we
@ SOURCE: GWI.COM are, I (O)Meltwoter
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Where do you go for information about what to buy?

70%
60%
50%
— ¢

40%

30%

20% -e-Search engine  -e-Social network

10%

Born 1946-1964 Born 1965-1979 Born 1980-1996 Born 1997 onwards

Source: WARC, Consumer trends 2023 *] numbers



il WEB TRAFFIC REFERRALS FROM SOCIAL MEDIA

SHARE OF WEB TRAFFIC ARRIVING ON THIRD-PARTY WEBSITES VIA CLICKS OR TAPS ON LINKS PUBLISHED IN SOCIAL MEDIA PLATFORMS (ANY DEVICE)

FACEBOOK

f

67.13%

YEAR-ON-YEAR CHANGE
-9.4% (-700 BPS)

REDDIT

o

1.02%

YEAR-ON-YEAR CHANGE
-3.8% (-4 BPS)

SOURCE: NOTES:

TWITTER

Y
10.38%

YEAR-ON-YEAR CHANGE
+34.3% (+265 BPS)

TUMBILR

0.42%

YEAR-ON-YEAR CHANGE
-8.7% (-4 BPS)

INSTAGRAM

9.65%

YEAR-ON-YEAR CHANGE
+114.4% (+515 BPS)

in
0.35%

YEAR-ON-YEAR CHANGE
+6.1% (+2 BPS)

PINTEREST

P

7.44%

YEAR-ON-YEAR CHANGE
-2.7% (-21 BPS)

VKONTAKTE

K
0.11%

YEAR-ON-YEAR CHANGE
-26.7% (-4 BPS)

GLOBAL

YOUTUBE

o
3.38%

YEAR-ON-YEAR CHANGE
-12.9% (-50 BPS)

%8

0.12%

YEAR-ON-YEAR CHANGE
+9.1% (+1 BP)

OVERVIEW

we
NOVEMBER 2022. are, <{OD Meltwater
encial
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sl SOCIAL MEDIA PLATFORM AUDIENCE OVERLAPS

PERCENTAGE OF ACTIVE USERS OF EACH PLATFORM AGED 16 TO 64 OUTSIDE OF CHINA WHO ALSO USE OTHER SOCIAL MEDIA PLATFORMS
GLOBAL OVERVIEW

UNIQUETO ALSOUSING ALSOUSING ALSOUSING ALSOUSING ALSOUSING ALSOUSING ALSOUSING ALSOUSING ALSOUSING ALSOUSING ALSO USING
PLATFORM FACEBOOK YOUTUBE WHATSAPP  INSTAGRAM TIKTOK TELEGRAM SNAPCHAT TWITTER REDDIT PINTEREST LINKEDIN

FACEBOOK USERS 0.6% 72.3% 72.0% 77 .4% 52.3% 44.2% 33.1% 49.0% 14.0% 33.4% 30.6%
YOUTUBE USERS 1.0% 70.9% 75.8% 49.0% 46.6% 30.4% 50.6% 16.4% 35.6% 30.7%
WHATSAPP USERS 0.8% 78.0% 50.5% 51.3% 34.7% 48.9% 13.1% 34.8% 31.4%
INSTAGRAM USERS 0.2% 54.2% 48.7% 37.4% 54.8% 15.2% 37.4% 31.0%
TIKTOK USERS 0.1% 49.2% 39.8% 56.5% 16.3% 39.7% 29.4%
TELEGRAM USERS 0.1% 39.8% 59.5% 16.5% 39.3% 36.4%
SNAPCHAT USERS 0.1% 60.7% 22.3% 45.5% 37.3%
TWITTER USERS 0.1% 21.3% 41.0% 38.7%
REDDIT USERS 0.1% 57.3% 50.1%
PINTEREST USERS 0.2% 24.6% 42.1%

LINKEDIN USERS 0.2% 25.0%

L]
FaABAD AR Y. AT L ADAD A DI cacial
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Agile strategists
lead the Al charge

Percentage of organizations that use Al for the following
activities by frequency of social strategy updates

' Weekly - Monthly . Quarterly

100

75

50

25

Edit and Develop Produce text Completely
refine text new ideas from scratch revise and
rewrite text

Samples: 3,864 respondents
Sources: Hootsuite Social Media Trends 2025 Survey



Vysledky uceni

- Kategorizovat socialni média

* Popsat vyvojové tendence odvétvi médii

» Porozumét fungovani socialnich médii

* Umét rozhodovat o tom kdy a jak komunikovat
« Zakomponovat socidlni média do kampané

* Posoudit jak socialni média ovliviiuji ekonomickou
uspésnost podniku
« Vést a spravovat profily na socialnich sitich %



Dékuji za pozornost



