Czech University of Life Sciences Prague

Faculty of Economics and Management

Agricultural Economics and Management

CZECH
UNIVERSITY
OF LIFE SCIENCES PRAGUE

Bachelor Thesis

Title: Marketing strategy of General Health Insurance Camymf the Czech Republic

and its implementation

Author: Veronika Jindrova

Supervisor: Richard Selby

Prague 2009 ©



Affirmation

| confirm that | elaborated the bachelor thesisatkkting strategy of General Health
Insurance Company of the Czech Republic and itdementation” by myself with the
usage of mention literature, and after expert clhason with VZP workers, especially

Ing. Jarmila Seidlova MBA, Mgr. Véaclav Bendl, andlwmy supervisor Richard Selby.

Prague, 31. March 2009



Acknowledgement

| would like to thank for support from members oZF CR, especially Ing, Jarmila
Seidlova MBA and marketing director Mgr.Vaclav Bénstho have provided me with
the expert knowledge and important documents. Spdétanks to Richard Selby for

important recommendations and expert help.



Marketing strategy of General Health Insurance
Company of the Czech Republic and its

Implementation



SUMMARY

The aim of my bachelor thesis is to summarize theous marketing and
management concepts of different well known thiek€n the basis of these concepts
was done the following practical part of marketstgategy analysis, | mainly used the
concept of Kékovsky and Vykygil.

| also used various common analyses, to find battacompany’s milieu | used
PEST analysis, to scan its internal and externgr@mment | used SWOT analysis, to
find out about the insured foreknowledge | usedathalysis of STEM company and my
own Questionnaire.

| found out that the marketing strategy of compamgeded to be improved.
There is a lack of awareness of information amottgstnsured. VZP should focus its
marketing strategy on target groups and offer spp@citivities or benefits to its clients.

Key words: Health care insurance, VZP CR, AKORDPIZSBU, SWOT, PEST, 4Ps
and 7Ps, strategy, marketing



SOUHRN

Cilem bakaltské prace je shrnutiznych koncepi marketingovych dizeni od
proslulych kapacit v daném oboru. Na z&klagichto koncept jsem vypracovala
praktickou ¢ast mé bakaldké prace zasiienou na analyzu marketingové strategie,
piedevsim jsem pouzila konceptuiKevskeho a Vykypla.

Také jsem uzilatznych analyz, na zji&hi prostedi podniku jsem pouzila
PEST analyzu, na prékeni vnitniho a vijSiho prostedi jsem pouzila SWOT analyzu,
a ke zjis¢ni informovanosti pojighci jsem uZila analyzy STEMu a vlastniho
dotazniku.

Zjistila jsem, Ze marketingova strategie VAR je nedostatma a tudiz
potrebuje zlepSit. Z dotaznik a analyzy STEMu jsem zjistila nedostateu
informovanost pojignci. VZP CR by se nila zangfit na cilové skupiny Klierit a

nabidnout jim specialni aktivity nebo vyhody.

Kli¢ovéa slova: Pojighi zdravotni pé&, VZPCR, AKORD, IZIP, SBU, SWOT, 4Ps a
7Ps, strategie, marketing
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1. Introduction

The General Health Insurance company of the CzeepuBlic (afterwards
referred to as just VZP CR) is facing continuousslof market share and the client
portfolio is also getting worse. The total sharev@P CR in the market has fallen to
under 65% since the year 2005. In addition the rarmdd clients’ outgoing is the
highest in attractive age under 35 whose contriboitensurance rate more than draw
from the costs on health care — statistics confini trend. On the grounds of the
growing activity of competitive insurance companieaintenance of its portfolio of
attractive client is even doubted and a marketiffgrteis urgently required. The
Insurance company has been forced to come up gofight for maintenance of
attractive customer base” by issuing a letter dbmement of system changes in the
behaviour of the organization.

From 2009 the new program AKORD has been impleatkand system IZIP
improved (exclusively for VZP CR), these should énéwo basic aims: to increase the
attractiveness of the insurance company for cliamd at the same time to ease the
cooperation with the contracted health institutiofisanks to the project of quality care
(AKORD) VZP is taking responsibility for the healservices offered to its clients and a
more active role in its implementation. It amouhtlee insured will have and use the
system IZIP (electronic health book) in 2009.

Besides health care, VZP CR is focused on heatthprams and other preventive
actions. The aim of these actions is to prevenobtign of serious illness. The company
places emphases on prevention and a healthy yiie st

VZP CR helps with the implementation of new diagmmpsexamination and
curative methods and processes. The company hiisafad the test and subsequent
implementation of screening examination of hernatibleeding into ordure,

mamographic screening, and examination of C-reagqtiotein etc.



2. Aim

The aims would include:
To find out what the marketing strategy for the Vehiasurance company is.
To find out the acknowledgement of the insured albioeir health insurance
company in the world of hi-tech.
To improve the marketing strategy and prevent edleaving the company.

2.1. Methodology
| have used the theoretical concepts, which | foaritie enclosed resources and
used them in praxis. | used various common analysefind out company’s milieu |
used PEST analysis, to scan the internal and ettemvironment | used SWOT
analysis, and to find out about the awareness @blpeabout the range of options open

to them | used the analysis of STEM company andwy Questionnaire.



3. Literature review
3.1. Theoretical concepts of strategic management and

marketing
For the purposes of this bachelor thesis, | coegpaeveral different theoretical
concepts of strategic management and concepts tfetivay strategy from different

well known thinkers.

3.1.1. Kumar’s marketing concept [20]

Kumar (2008) is trying to show how marketing asliscipline can become
“more strategic, going through company functiond arore oriented towards economic
outcome” than previously.

Managers have to consider the marketing strategthe impetus of corporate

strategy. All values begin and end with customers.

»Because the purpose of business is to create aroestthe business enterprise
has two — and only these two- basic functions: etang and innovation. Marketing
and innovation produce results; all the rest arestso Marketing is the distinguishing,
unique function of the business.”

Peter Drucker, http://en.wikipedia.org/wiki/Peterubker (26. 12. 2009)

The fundamental mission of marketing is to diwenpply from all competitors in
an area, to meet the requirements of the correoupgrof customers (market
segmentation). The concept of strategic segmentsrenusage of the 3V model make
marketing more flexible and able to answer impdrtarestions such as: How does the
company make a sustainable differentiation? In vexa&nt is our marketing strategy
unique?

3V:

Valued customer — who do we serve?
Value proposition — what should we offer?
Value network - how do we offer the purchase, miamkge distribution, operation?



Kumar (2008) focused on targeting, which meansosimg the target market.
Companies choose between accepting the strategies nam-differentiating,
differentiating or concentrated targeting. The wmiifferentiating strategy tries to attract
all customers by the same marketing mix. The dfféating strategy simultaneously
aims several marketing segments, each of them #ifferent marketing mix. The

concentrated strategy picks one segment and caatenbn its service.

3.1.2. Strategic management of Ki&ovsky and Vykypél [18]

Kerkovsky and Vykygl (2002) in their book defined strategic managenant
an inevitable part of every company that helps tticgpate its future plans. They
assumed that each company’s objectives should Ibeid¢ed in the way that they are
SMART (Stimulating, Measurable, Acceptable, Realiand Timed). They focused on
SBU (Strategic Business Unit), which should be tm#@aat each company level
(corporate, business and functional) and achieatesfic objectives for the elements of
the marketing mix.

Strategic management, arising from long-term faseckevelopment, helps the
company to anticipate its future plans. The densionade within the strategic
management process greatly affect the prosperity thed company. Strategic
management gives clear aims and directions forfuhee of the company and the
feelings of certainty in its workers. Strategic ragement helps to improve the quality
of management, the communication inside the comptrey coordination of projects,
the motivation of workers and the allocation ofo@ses.

Kerkovsky and Vykypl (2002) say that the ideal model of strategic
management of company does not exist. If the ideatlel existed every company
would accept that model and it would probably edéhd of market economy. Strategic
management should be understood as a never endauogsg, which begins with
defining the company’s mission and objectives dadtrategic analyses and ends with

the formulation of all possible strategic solutions

Strategy means the fundamental image, which way thié company’s
objectives be achieved.



Strategic objectives should be delimitated invlag that they are SMART:
S (Stimulating) objectives must stimulate to achidwe best outcomes.
M (Measurable) the achievement of the objective kshioe measurable.
A (Acceptable) the objectives should be acceptedltof those who should fulfil them.
R (Realistic) objectives should be real, attainable.
T (Timed) objectives should be determined in thestim

A strategic business unit (SBU) is defined as terd@ned group of customers
and their needs, which the company would like tsBa Each SBU is formulated as an
independent business strategy. It is assumed thararchical system of interrelated
strategies exist, and is created by the corpolatsiness and functional levels. While
formulating SBU it should be process in the “tomad direction and there is applied

regressive connection, the “bottom-up” direction.

A business strategy expresses the fundamentaltolgig@nd ways for a determined
SBU to reach its goals. The business strategy ghesompany in a defined market its
specific character. The business strategy showddifypthe strategic objectives for the
elements of the extended marketing mix:

e Product (set of products/services of given SBU)

* Price (price politics)

* Place (delimitation of market)

* Promotion (distribution channels)

« People (human resources, workers)

e Process (development, supply, production, distidoutinformation and other

processes needed for satisfying the needs of SBtdmers)

* Planning (planning, management, organization angocate culture of given

SBU)

The function strategy should originate from theresponding superior business
strategies and support, and be more concrete aifigpieelds.
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Figure 3 — 1Marketing strategy
Source: KRKOVSKY, M., VYKYPEL, O. Strategickéizeni — teorie pro praxi.
Praha: C.H. Beck, 2002. 172 p. ISBN 80-7179-57&-X7

Specialist literature defined content marketingatsgy by so known “4Ps”
marketing mix, where strategic objectives are dpetifor Product, Price, Place and
Promotion. The objectives of marketing strategytbe functional strategy level is
transformation of superior strategic objective® itite field of relevant marketing SBU

and concretion of ways/methods their implementation

Kerkovsky and Vykypl (2002) mentioned Porter’s five factors model of
competitor's milieu. The model originates in pregtions that strategic position of the
company/SBU operates in certain sector.

» Bargaining power of buyers
» Bargaining power of suppliers
e Threat of entry

* Threat of substitutes



» Competitive rivalry within industry
Porter's model can be profitably employed by sg&teanalysis of company’s
milieu, valuation of proposed strategy and the slenimaking is focused on answering

the fundamental “strategic” questions.

When implementing the strategy, managers and argliworkers have to be
properly informed about the accepted strategy ambbwing strategic plans. The
strategy is usually fulfilled by realization of gn@mmes and plans by ordinary workers

and lower managers.

3.1.3. Marketing management of Boyd, Walker, Larrébé [1]

Boyd, Walker and Larréché (1995) described the ketarg management
process as a controllable combination of markebbgectives, which refers to the
marketing mix. They stressed how important it isinglement marketing strategy
effectively.

Marketing strategy is reflected by the interrelatadctional decisions about
how to define market segments, which segmentsgetiawhich models and features to
include in the product line, promotions and priddarketing objectives and strategy for
a particular product-market entry must be consistath the direction and resources
provided by the firm’s corporate and business-sindtegies.

Designing an effective strategic marketing progriam product-market entry
involves three interrelated sets of decisions:

« The manager must set specific objectit@de accomplished within the target

market, such as sales volume, market share, anfitapriity goals. Those
objectives must be consistent with the firm's coge and business-unit
strategic objectives, yet specific enough to enald@magement to monitor and
evaluate the product-market entry’s performance timee.

« The manager must decide on the overall marketimgtesty to appeal to

customers — and to gain a competitive advantage the target market. The
strategy must be consistent with the firm’s captdd, its corporate and

business-unit strategies, and the product-marketbtes.



« The manager must then make decisions about eachemieof the tactical

marketing program used to carry out the strategy. Thesesid&s must be

internally consistent and integrated across allmeles of the marketing

program.

The marketing mix is the combination of controlibharketing variables that a
manager uses to carry out the marketing strategyiisuit of the firm’s objectives in a
given target marketProduct — Quality, Features, Style, Options, Brand name,
Packaging, Guarantees/warranties and Services/ppaiePlace— Numbers and types
of middlemen, Locations/availability, Inventory kg and Transportatiofrice — List
price, Discounts, Allowances, Credit provision atetms, Payment period, and
Rental/Lease.Promotion — Advertising, Personal selling, Sales promotiBoint-of-
purchase materials and Publicity. The target maskitterefore created by the 4Ps.

Strategy is a fundamental pattern of present and planngectes, resource
deployments, and interactions of the company witlrkets, competitors, and other
environmental factors. The strategy should speweifiat is to be accomplished, where,
and when as well as how. A final critical deternmhaf a strategy’s success is the
company’s ability to implement it effectively.

The primary focus of the marketing strategy isefifectively allocate and
coordinate marketing resources and activities tmaplish the company’s objectives
within a specific product-market. Companies seekpetitive advantage and synergy
through a well-integrated program of marketing nebements (4Ps) tailored to the
needs and wants of potential customers in thaétangrket.

Marketing managers bear the primary responsibifty formulating and
implementing the strategic marketing plans forwimtlial product-market entries.

3.1.4. Kotler's marketing theory (19)

Kotler (2000) stressed in his book the importarafe marketing oriented
companies, which are more profitable than thosbaowit marketing. Marketing should
focus on customer care and management of customeensind. Marketing by Kotler
mainly represents marketing with the marketing 1Rs = Product, Price, Place and



Promotion) and identifies, evaluate and choose reketing opportunities and
introduce strategies for achieving the top positiotarget markets.

Marketing oriented companies improve their knowkedgbout customers,
communication techniques with customers and imptbgaunderstanding of economics
of customer service (software, web pages, intrasatisextranets).

Marketing is responsible for the profitability tife company and growth of its
income. Strategic marketing is represented by satatien, aiming and presentation.
Tactical marketing is represented by the marketing

Marketing is responsible for extending the comnagractivities of the
company. The main activity of marketing is the ngamaent of demand. Demand can
be created by the combination of three processesjuifement of customers,

sustainability of customers and increase the nurabeustomers.

Marketing mix

Product

Product variety %z:r?nels
Sgglgz Coverage
Features Price Promotion ﬁgig{itgr]]ints
Brand name List price Sales promotion | ¢
Packaglng Discounts Advertising _Ir_wen oryt
SIZGS Allowances Sales force ranspor
Services Payment period Public relations

Warranties Credit terms Direct marketing

Returns

Figure 3 — 2Marketing mix
Source: KELLER, K.L., KOTLER, P. Marketing managerhePrentice Hall, Upper
Saddle River, New Persey 07458: Pearson, 2006. IGBBI145757-8. p. 19



3.1.5. Marketing management of Kotler and Keller [Z]

Kotler and Keller (2006) said that marketing affeour day-to-day lives and is
engaged in a vast number of activities by peopl& amanizations. Based on their
motion the company should be oriented towards theketplace, which can be done
through different concepts (production, produclljrsgg and marketing).

Kotler and Keller (2006) considered marketing as aah and science; the
company can not afford to relax, it has to change will die. Marketing should be the
result of careful planning and execution, whilésitan increasingly vital ingredient for
business success. Marketing deals with identif@ng meeting human and social needs
profitably.

Customers nowadays expect a higher quality of ptsdand services, however
they show less brand loyalty.

3.1.5.1. Company orientation towards the Marketplae
Production Concept
» Consumers will prefer products that are widely Edé and inexpensive.
 Managers concentrate on high production efficienloyy cost and mass
distribution.
Product concept
 Consumers favour products that offer the most twalperformance, or
innovative features.
* A new or improved product will not necessarily ecessful unless the product
is priced, distributed, advertised, and sold priyper
Selling concept
* The purpose of marketing is to sell more stuff torenpeople more often for
more money in order to make higher profit.
Marketing concept
* Instead of “hunting” marketing is “gardening.”
e The job is not to find the right customer for yquoducts, but the right products

for your customers.



* Company should be more effective than competitorsréating, delivering and

communicating superior customer value to its chdasget markets.

3.1.5.2. The Holistic Marketing concept
Holistic Marketing concept is based on developmeéesign and implementation
of marketing programs, processes and activitiesistitoMarketing concept consists of
relationship marketing, integrated marketing, in&r marketing, and social
responsibility marketing.
1. Relationship marketing

e The aim of relationship marketing is to build aisfgtng long-term
relationship with key parties — customers, supgpliglistributors and other
marketing partners.

2. Integrated marketing

* Marketer's task is to devise marketing activitiead aassemble fully
integrated marketing programs to create, commumiaat deliver value for
consumers.

* Integrated marketing is composed of two differemtws: buyer's and
seller's one. Seller view is represented by manketnix (4Ps). Buyer view
shows us the transformation of 4Ps into 4Cs; produtherefore transform
into customer solution, place into convenienceggito customer cost and
promotion into communication.

3. Internal marketing

* Internal marketing deals with tasks of hiring, niag and motivating able

employees who want to serve customers well.
4. Social responsibility marketing

» Social responsibility marketing helps us understaméder concerns and the

ethical, environmental, legal and social conteximarketing activities and

programs.

Kotler and Keller (2006) stressed the importanceafketing plan as the central

instrument for directing and coordinating the marige effort. Marketing plan operates



at two levels:strategic and tactical Strategic marketing plan lays out the target
markets and the value proposition that will be i@tk based on an analysis of the best
market opportunities. Tactical marketing plan spesithe marketing tactics, including

product features, promotion, merchandising, pricgades channels, and services.

Planning Implementing Controlling
” Corporate planning Organizing Measuring results
” Division planning »| Implementing » Diagnosing results
> Business planning Taking corrective
action

Production planning

Figure 3 — 3Planning, Implementing and Controlling scheme
Source: KELLER, K.L., KOTLER, P. Marketing managerthePrentice Hall, Upper
Saddle River, New Persey 07458: Pearson, 2006. (GBBF145757-8. p. 44

3.1.5.3. Corporate and division strategic planning

Good mission statement has three major charadtsrigtirst it focuses on a
limited number of goals. The statement, “we wantptoduce the highest-quality
products, offer the most service, achieve the widesribution, and sell at the lowest
prices” claims too much. Secandission statement stresses the company’s major
policies and values. They narrow the range of iddial discretion so that employees
act consistently on important issues. Thirddefines the major competitive spheres
within which the company will operate: Industry, oBucts and applications,
Competence, Market segment, Vertical, Geographical.

Strategic Business Unit (SBU)
* lItis a single business or collection of relatedibasses that can be planned
separately from the rest of the company.

* It has its own set of competitors.



* It has a manager who is responsible for stratedgmning and profit

performance and who controls most of the factdiectihg profit.

The purpose of identifying the company’s stratdgisiness units is to develop
separate strategies and assign appropriate fun8egor management knows that its
portfolio of businesses usually includes a numbeyesterday’s has-beens” as well as
“tomorrow’s breadwinners”. There is a need to afggss business profit potential by
analytical tools.

The achievement of business unit is indicated kglgystrategy is a game plan
for getting there. Every business must design tihategy for achieving its goals,
consisting of marketing strategy, and compatiblehmelogy strategy and sourcing

strategy.

External
environment
(opportunity
and threat
analysis)

Business Goal Strategy
mission formulation formulati
on

Impleme
ntation

A

Internal
environment
(strengths/we
aknesses
analysis)

A

Figure 3 — 4Business Unit achievement
Source: KELLER, K.L., KOTLER, P. Marketing managerhePrentice Hall, Upper
Saddle River, New Persey 07458: Pearson, 2006. IGBBI145757-8. p. 50



3.1.6. Strategic management of Wheelen and Hungetg]

Wheelen and Hunger (1992) declared strategic mamage as a set of
managerial decisions and actions that determinesldhg-run performance of the
company. Strategic management according to thetndas environmental scanning,
strategy formulation, strategy implementation, amdluation and control.

The company should scan both the external enviemirfor opportunities and
threats, and the internal environment for strengtis weaknesses. The factors that are
most important to the company’s future are refenedas strategic factors and are
summarized with the acronym SWOT, standing for r@jtles, Weaknesses,
Opportunities, and Threats. Once these are idedtiiop management then evaluates
the strategic factors and determines the corpongsion.

A strategy formulation is the development of laagge plans for the effective
management of environmental opportunities and thyeéa light of corporate strengths
and weaknesses

The typical large, multidivisional business compaias three levels of strategy:
corporate, business, and functional.

A corporate strategy describes a company’s oveliadiction in terms of its
general attitude toward growth and the manageméritsovarious businesses and
product lines to achieve a balanced portfolio obdmcts and services. Corporate
strategy may be one of stability, growth, or rettenent.

A business strategy, in contrast, usually occursha divisional level, and
emphasizes improvement of the competitive posittdna company’s products of
services in the specific industry or market segnsamved by the division. A division
may be organized as a Strategic Business Unit (SB0O)nd the group of similar
products. SBU is usually treated as a semi-automsrait with an authority to develop
its own strategy within company’s objectives angtsgy. Business strategy could be
competitive (battling against all competitors fatvantage) or cooperative (working
with one or more competitors to gain advantageragather competitors).

A functional strategy focuses on maximizing theorgce productivity. Within

the constraints of the corporate and businessegiest around them, functional



departments develop strategies in which their wariactivities and competencies are
pulled together for the improvement of performance.
These three levels of strategy — corporate, basjnand functional - interact

closely with each other and must be well integrétéite whole corporation wants to be

successful.
( A
Corporate Corporate
Headquarters Strategy
(U J
| ( A |
Strategic Strategic Strategic Business
Business Unit Business Unit Business Unit strategy
“ _J
[ [ [ |
Manufactur Research and Human Marketing Finance
ing Development resources .
Functional

strategy

Figure 3 — 5Division of strategy to corporate, business and:fiomal
Source: HUNGER, J.D., WHEELEN, T.L. Strategic masragnt and business policy. USA:
Addison-Wesley Publishing Company, Inc., 1992. 1p365BN 0-201-53281-6 p. 22

The specific operation of the hierarchy of strgtetpy vary from one company
to another. There exist two basic types of stratptanning: (1)The_top-dowstrategic
planning, in which corporate level top managemaeittaites the strategy formulation
process and calls upon business and functionad tmifiormulate their own strategies as
ways of implementing corporate-level strategie9A(@ther approach is bottom-up
strategies planning, in which the strategy formalatprocess is initiated by strategic
proposals from business or functional units. Thategy formulation leads from the
functional level to the business level and fromlthsiness to the corporate level.

Functional strategy

The principal goal of functional strategy is toximaize corporate and divisional
resource productivity. Functional strategies can identified within the areas of

marketing, finance, research and development, tpesa human resources, and among



other areas. The formulation and implementatiothefe strategies are important ways
to build on an area’s strengths or to reduce itskiwesses so that corporate and business
strategies have a greater likelihood of success.

Two basic marketing strategies are (1) market ldgweent and (2) product
development. Under the market developméet company or unit can capture a larger

share of an existing market for current productsugh market saturation and market
penetration or develop new markets for current pet&l Generally speaking, the
market development strategy supports a corporedtegly of concentration, whereas the
product development strategy supports a corpotedtegy of diversification.

There are many other marketing strategies. Sontbesh are presented in the
categories of market, product line, distributioricipng and credit, and advertising and
promotion. Under advertising and promotion, for repée, the company or business
unit can choose between the “push” (previously wmkm product is pushed to the
consumer by distribution and promotion.) and “pytbnsumer requests the product)
marketing strategy.

“Without successful implementation, a strategyus dfantasy.”
(15) Hambrick, Cannella

Once the strategy and a set of policies have Wbeenulated, the focus of
strategic management shifts to implementation t&gsaimplementation is the total sum
of all activities and choices required for the axean of strategic plan. It is the process
by which strategies and policies are put into acttbrough the development of
programs, budgets, and procedures. Although théeimgmtation is usually considered
after the strategy has been formulated, implemiemtais a key part of strategic

management.



4. Investigation of the strategy of VZP CR

4.1. General characteristic of the health insurance comgmy

The General Health Insurance Company of the CRagublic was established
by the code no. 551/1991 coll. with the effect framl. 1992. VZP CR runs general
health insurance in coincide with the valid legadulations. VZP CR is responsible for
drawings of insurance rate for the general healsluriance and health care settlement
from the health insurance and other activities,cilare allowed by the law.

The hierarchy of VZP CR consists of Head offiegional branches, territorial
workstations and offices. The company is run byePelorék, the current head officer.

With 6.38 million clients VZP CR is the biggest ltkansurance company in the
Czech Republic. The company was formed in 1992 lsidngs to primary pillars of
health service system in the Czech Republic.

The aim of VZP CRis to:

* become a strong, stable and serious partner

» provide its clients with quality service and infation related to health
insurance in the scope of valid legislation

* make sure that its clients get quality health care

* make its own economy of company effective

VZP CR pays health care provided in the Czech Repwnd in the EU
countries no matter the social position of its e The company makes sure that
human rights, patient and insurance rights of tdieme not violated. VZP CR is able to
pay the most demanding health operation.

VZP CR besides the health care is focused on hegalligrams and other
preventive actions. The aim of these actions iprevent the origin of serious illness.
The company places emphases on prevention andhédtstyle.

VZP CR helps with the implementation of new diagimpsexamination and
curative methods and processes. The company héitafad the test and subsequent
implementation of screening examination of herna¢tibleeding into ordure,

mamographic screening, and examination C-reactiveen etc.



4.2. Analysis of the company and awareness of informatio of
the insured

4.2.1.PEST
PEST analysis scans the external macro-environmenmich the firm operates.

The acronym stands fétolitical (This factor includes government regulations aaual
issues and defines both formal and informal ruledes which the company must
operate.)Economical (This factor affects the purchasing power of pb&trtustomers
and company’s cost of capital.yocial (This factor includes the demographic and
cultural aspects of the external macroenvironmeadt a&fects customer needs and size
of potential markets.) andechnological (This factor can lower barriers to entry,
reduces minimum efficient production levels, anfluence outsourcing decisions.)

factors.

Political
Daniela Filipiova is the sixteenth minister of tRational Health Service (since

1989), she believe that laws prepared by previomsstar Julinek are precise. Filipiova
would like to put some of these laws into effeckatth service is the most difficult and
important sector.

General health insurance in the Czech Republicageth on the principle of
solidarity. Each citizen of the Czech Republic, whdy the law participant of general
health insurance system, has the right on certaindard health care range, which is
guaranteed by Health care rules, without the camattbn of paid insurance amount.
Each citizen and employer of the Czech Republictrpag a health tax 13.5% out of
salary, this was established at the beginning @fthensurance system, since then
nothing has changed. Thanks to inflation every yearamount of collected money is
greater. At the beginning of the system the compantigcted 42 milliard CZK, in 2008
it was 209 milliard and this year it was estimated214 milliard CZK — but this was
estimated before economic crisis. The number aifgly employed is decreasing, this
means lower income into health insurance, paymemn fstate for non-employed
(seniors and children) will rise. Currently is eping much more complicated thanks



to economic crisis. Health insurance plan assurhedtdtal income in an amount of
147.5 milliard CZK in 20089.

Higher unemployment about 1% would cause loss @drite about 600 million
CZK; lower anticipated increase of incomes aboutv@# lower unemployment of 1%
would cause loss of 850 million CZK. Current mac@®mic prognosis for the year
2009 estimates loss of 4 to 5 milliard CZK compaietast year presumption.

The participation of patients on health care widle; the participation in the
Czech Republic is at the lowest level in comparidonother EU states. It is
approximately 11%, but in the EU countries parttipn on health care covers from
20% to 25%.

Socio-economic factor
Socioeconomic system of the Czech Republic has bmened historically by

number of factors. Period of socialism has leftibélsome deep reflections in people
and economy, which are reflecting at present when fociety is being built on
principles of market environment. The period aft8B89 brought some new terms into
the society such as private ownership, unemploymssdanomic stagnation, chaos in
the law, uncertainty, commercialization of the eomment and pressure on national
integrity of society.

After November 1989 the situation for health sesvigas not anyhow easy.
Many years before, different information and docaoteeabout continuous devastation
of health status of population were gathered.

Between 1991 and 1992 the unified structure of dwali Health Institution
disintegrated and tens of new independent heafthcseinstitutions were established.
New codes were accepted, which helped Bureau ofe@krHealth Insurance to
function. It was General Health Insurance CompargR) at first, established on 1. 1.
1992, followed by other health insurance comparfiesaccordance with law no.
280/1992 coll.)

The Czech Republic developed new health serviceesyswhich needs to be
reformed now as the previous system was. The ifostate will have in the following

period high importance and the laws must be pricifmulated and strongly



implemented than it used to be. The dominant réleur state without the doubt is
integration into highly developed EU countries.

There was an increase in the quality and acceisgibfl health care, prevention
activities and changes in the lifestyle of popuwlati Precious health care service is
expensive and its every improvement, which can teaah average life extension and
quality improvement, leads to growth of expenditufée population of the Czech
Republic is ageing, which may cause problems watilth care payment.

There is seen the decrease of young people (0€)9(iyr 1985 percentage of
young people in the population was 30% and in 20@&as only 20%) and increase of
seniors (60+) (percentage of seniors in the pojamawas in the year 1985 17.4% and
in 2007 it was more than 21%). The trend showsdhnidifie expectancy for both male
and female; however the expectancy is slightly @éigior women (79.9 yrs) than for
men (73.7 yrs). The percentage of people in predeicige has been decreasing since
2003, when it reached the peak, this will highlfeeff the pension payment and health

care payment also as was said previously is fun@bjrom those who work.

Expenditures on health care (division by age and sex) in 2006 in
mil. CZK
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Figure 4 — 1Expenditures on health care in 2006
Source; http://www.czso.cz/csu/2008edicniplan.f@fb03829AD/$File/330608;3.pdf




Technological

Technological environment is represented by therldwode accessible
information and communication technologies. Nevhtexdogies are being implemented
fast; there has been seen growth in internet @setdigh penetration of mobile phones.
As the result of information development on a wailte scale the distance effect is
disappearing, which increases speed in processables to run business in real time,
and at the same time calls out for the necessitgdically re-asses the organization of

management.

4.2.2.STEM analysis
Marketing director of VZP CR, Vaclav Bendl has yided me with a general

report on health insurance, which was conductedtHerpurposes of VZP CR’s top
management (2.10.2008 in Prague).

The research was conducted by STEM company in #@m®g from May to
September 2008. The method used during the reseashace to face interview by
specially trained interviewers. The aim of thisadgpwvas to find out different views of
aimed groups on the health reform, transformatibrhealth insurance companies,
activity and service provided by VZP CR. During tesearch 3,390 respondents were
interviewed, 2,739 public, 253 entrepreneurs, é@tl®ctors.

Previous minister of National Health Service JWtimeanted to reform National
Health Service system, he succeed with some refddme to the STEM analysis most
of Czech public agree with radical and depth refofrilational Health Service system,
to be specific 58% of interviewed. Doctors see aigimportance in implementing the
reform than public; with the reform agree 83% dkimiewed doctors. However with
the reform agree most of respondents; they arsatafied with its implementation and
its outcome.

Interviewed are not uniform in the question on @ypof different health
companies, 49% of interviewed see great differenoesveen the health service
companies’ supply and 51% say there is no diffexenc

There is only 18% from Czech Republic’'s populatiaich takes care of health

insurance offers. The decrease of people payimgtaih to health insurance has been



seen since 2003. Most of population takes insurdncegranted something what

functions without our endeavour and what we do heote to care about. Since 1993
22% people have changed their health service comphanks to better offer. Clients

of the VZP CR are less satisfied with the abovedsaed offer and professionalism of
officials; on the other hand they relish the availlty of offices and like to be insured in

well known company with long history.

The research shows high information deficit thtougterviewees. General
knowledge about offered benefits is not very highe highest measured awareness is
on vaccinations benefits, 51%; followed by bendbisblood and bone marrow donors,
33%. Benefits for curative stay for children (indiing “Sea-horse”) is placed on third
position with 32% awareness between interviewetieObenefits offered by VZP CR
stands between 15% to 20% (exercising of mothetis babies, program for lowering
overweight and obese, program focused on dependenimdacco treatment, etc.).

People mostly ask for extended services, suclhadenefits for vitamins and
food supplements; benefits for sport; the possybib monitor the amount of regulation
fees. Clients of VZP CR are more conservative imiops on health reforms, and are
less concerned about health insurance.

Clients of VZP CR are older in comparison to othealth insurance companies,
share of clients over 60 years is twice highery @ poorer, less healthy, less educated
with higher share of unemployed.

A perspective offer of VZP CR will have to takedrconsideration the passivity
and conservativeness of own clients. Disbelief ebgle on reformation, lack of
information and quite high expectation into futuvall put great demand on

communication strategy of VZP CR.



4.2.3.0wn research
| have conducted and distributed a questionnawgch was returned by 64

people. These respondents were mainly customevZBfCR and my friends. For the
purposes of this bachelor thesis only certain goestwill be used. The questionnaire

mainly focuses on information awareness of insyeaple.

How do interviewed get to know about the advantagiesed by VZP CR?

The majority of interviewees get the informationoab offered advantages
through the internet and from relatives; these alowed by VZP leaflets and
magazine ‘Jistota’. Seventeen percent of intervesngay there are either no advantages

or they are not informed at all.

4. How interviewed get to know about the
advantages offered by VZP CR?
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Figure 4 — 2Knowledge about benefits

Which service, provided by VZP CR, does intervisweestly use?

Surprisingly, majority of interviewees do not usayaadvantages or benefits
offered by VZP CR. | think, this is caused by laakinformation or poorly set up
advantages focusing on particular groups.

Measurement of presurre, sugar, pulse, fat, chas@stand discounts for
vaccinaions (against indoxes, flu, hepatitis..)nty opinion concentrate on whole
population and due to my questionnaire are usefddmple quite lot. As a main focus
group | consider children. There are many benéditsising on children and at many
benefits is the limitation age 18; students ®&cluded. Some of these benefits are

safety protection benefits for children, fixed adontic apparatus benefit, curative stay



benefits (especially “sea horse”) etc. No one frionerviewees use the benefits for
reduction of overweight and obese; and treatmentdépendence and smoking. Some
of interviewees said they did not know about so ynbenefits and thanks to my

guestionnaire they got to know.

5. Which service is mosly use by
interviewed?
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Figure 4 — 3Usage of services

To the questiontWhat do you miss in the VZP CR'’s offer8dme interesting
things came up. More than 51% of interviewees dokmow what they miss in the
offer, because they either do not know what theeturoffer is or they are not interested
in health care’s offer. 11% of respondents woiltd to improve the foreknowledge
about the company or benefits provided. 5% of redpats and in this case women
would be interested in implementing the benefitdontraception, which used to be in
VZP'’s offer but it was stopped few years ago. 3%espondents would be interested in
spectacle frame benefit, the same amount of regmsds interested in benefits
focusing on students 18+ (not just children). Tést of answers were not represented
by more than 3%, but some of them are worthy totimersuch as: insurance of outdoor

activities, and focus on active clients.



Do you know that you can ask for the expenses althheare statement?
Other information asking question showed that taads of interviewed did not
know they can ask for the expenses on health ¢atensent. This group was mainly

represented by young people from 20 to 30 years.

16. Do interviewed know that they can
ask for the expenses on health care
statement?

Figure 4 — 4Knowledge about health care expenses on statement

Have you heard about electronic book called 1ZIP?
System IZIP has been running in the full versiamcei2003, it came with an
idea of patient electronic documentation sharingictv should help doctors to share

examination records. Only six people out of 64mwitaved fully use I1ZIP system.

10. Have interviewed heard about
electronic book called 1ZIP?
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Figure 4 — 5information awareness on IZIP



This year the new program AKORD starts running.sTprogram should be
detaily worked out and for sure implemented in raljions and health institutions.
When | asked interviewed whether they heard abd{®RD program, none out of 64
respondents said yes. The information awarenesst atgwly implemented programs

and action through public | therefore considerlygadbor.

Nearly two thirds (63 %) of interviewed felt pooityformed about activities of
VZP CR. Some people did not fill in my questioneaibecause they did not know
much about this problem.

| have also asked interviewed how would they imprthe lack of information.
Some interesting answers arised, majority wouldiepreigher distribution of improved
leaflets in the chemist or doctor's offices andthe transport. Second place was
occupied by advertising into mass media. On thel thiace stands opinion that lack of
information should be improved by sending e-mailclients or improve web visage.
Some ideas were interesting, such as improving riiag/a graphics — to make it more
interesting for readers; or to organize campaigms durpose of higher consumer
awareness. | think that company such as VZP isrg#nproduce any mass media
advertisement, because people will tend to saythiegt are wasting money of insured. |
agree with improving the graphics of leaflets adl w&® magazine and www sites, all of

these have obsolete look.

4.3. Corporate strategy

There does not exist corporate strategy. | haeel tise concept of Kkovsky
and Vykygl and divided a corporate strategy into two strigtbgsiness units.

4.3.1. SBU - Insured
Aim: to develop pro-clients activities, this shouldad to better clients’
foreknowledge and improvement of their healthyslijée; to improve insurance stock
structure; to stabilize targets of insured anchatdame time optimize income aspect of
the budget.



4.3.2. SBU — Health care providers
Aim: to stabilize position in the system of healtdare by reforms or
restructuring. Contribute to stabilization of insdrthanks to target setting — VZP CR

clients and at the same time optimize expenditspect of the budget.

The most strategic aim is to protect the drop adht®BUs to the competition by
activity growth. One of the most important factarthe trade area especially ,quality
class” insured is accordingly considered competitd health insurance companies. A
competitive environment forces the insurance companimplement programs and
actions, which should contribute to better competitadvantage to improve image,
satisfaction, foreknowledge and thereby to stabiledvisable portfolio VZP CR

insured.

4.4. Business strategy
In my work | will focus on first strategic busirgeeanit “insured”. | recommend

fighting competitors by the strategy of differetiba; company should offer something
what competitors can not reproduce so easily angrtieeless eliminate risks for
appropriate activity lack of understanding. The pamy should focus on target groups
and offer special activities or benefits.
Divisions of target groups:

* Women at the age of 20 — 34 years

* Young men at the age of 25 — 34 years

* Young families with small children

* Newborns and children to 10 years

Business strategy of insured according to extensieketing mix (7Ps):
Product

The aim is to inform the chosen segment of insa@olut services, actions and
preventive programs of the VZP CR. Introduce aci¥ier program for children’s

growth, such as antenatal activities, present fother after the birth of the baby.



Price

Determine limits of fund advertisement means arapg@gation for stabilization
of the insured in terms of programs realizatiomalcial means should be distributed
objectively and efficiently.
Promotion

Marketing section task in the Head office is semgtcriteria for choice of
priority, monitoring the efficiency of the clientrggrams actions in their coverage on
stabilization of clients” portfolio, developmentustture of the insured and outgoing of
advisable segments.
Place

Decrease of the general outgoing trend of VZP GRssired to other health
insurance companies — especially in Prague, Brribragions with regional capital.
Maintenance of VZP CR’s insured on 61 — 62 % ofkebshare.
Process

Gather relevant information about the chosen diesegments, realize and be
on a look for adequate ways of addressing andnmdtion of the chosen segments of
insured, contribute to improving good relationshiph key group in VZP CR, extend
effective forms of communication and increase itdisgaction, fulfil substantial
expectations and needs, especially segments theshtey the competition — support
chosen programs, health lifestyle actions and otitieactive and asked services and
activity. Observe competition (its offers, movemeneéeds, satisfaction and insured
interests in single segment) and evaluate effigieaalized in stabilization programs.
Planning

To prevent decrease of clients’ outgoing to thempetitive insurance
companies; the company should transfer supportingtions and operating activities
on the level of regional branches. Keeping up thents and providing services
connected to carrying out general health insuraegdoy as near as possible to a client
— in the territorial workstations or offices. Inase attractiveness of insurance company
for its clients.
People

Improve and innovate the staff general access rtbwa clients in term of

services performance to insurance company. The ingeaf the function and services



of regional specialised workers consists in itgyeééing coverage on the level of
communication with clients, foreknowledge and $atson of the insured, stabilization
of actions and programs, in coverage on global ptmm, presentation and image VZP
CR.

4.5. The analysis of current marketing strategy

Marketing targets for the SBU 1 ‘insured’ needf@cus on mainly the target
client groups, which are to be suitably and spoedasly offered programs and prevent
from their possible transfer to competition.

A satisfied and loyal client is one of key means tlee achievement of the
Insurer's targets. It is therefore essential foe thsurer to continuously build the
relationship with the client based on trustwortssereliability and professional
attitude. There is a need to watch and to analiieestatistics of movement of the
insured between the health insurers; to identiy d@lge groups which are attractive to

the Insurer but who, at the same time, show higél lef movement.

The division of the clients
Table below shows the division of clients through tlifferent health insurance

companies to the 1. 1. 2009.

Code of health Name of health insurance Units of insured

insurance c. | companies Number Percentage
111| VZP CR 6 381 814 61.5
201 | Military 553 625 5.3
205 | Metallurgical employment 361 720 3.5
207 | Professional 674 2283 6.5
209 | SKODA MB 134 021 1.3
211 Interior 1105179 10.7
213 | Chasing 406 489 3.9
217 | METAL 392 755 3.8
222 | Czech National 304 648 2.9
227 | AGEL 59 031 0.6




888 | Unknown 1 396 0.0

TOTAL 10 374 901 100.0
Figure 4 — 6Division of clients

Source: Intranet, VZP CR Headquarters, centraktegil5. 1. 2009.

Migration of insured out of the VZP is quite higihom 1.1.2008 to 1.1.2009
170 2400f insured left the VZP and for the same periodnbar of newcomers was
really low 27 987.Net migration was for142 253insured in 2008, this is a warning
number. VZP is loosing mainly the insured in a pitve age and should therefore

think quickly out new strategy to stop this trend.

The insurer should attract target groups, whiclmewaefined previously. The
insurer must adapt to the competitive environmeat adjust the standards for usage of
offers.

1. Group of women at the age of 20 — 34yrs. The inssh®uld attract these
women by covering the cost of contraception.

2. Group of young men at the age of 25 — 34yrs. Tlgesag men are in
productive age, relatively healthy and thereforeyttio not use health care
(shown in Figure 4 — Expenditures on health care in 2Q0they are trying to
make career at the work in order to earn high gaafrhe insurer should find
out attractive and active programs for them.

3. Group of young families with small children. Theiaities should be focused on
family as a whole.

4. Group of newborn and the children up to 10yrss Ihécessary to actively offer
the advantages of programs for child growth suppefore and after the birth in
order to persuade the mother that the insurerbwila good insurance provider
for her child.

It is unavoidable that the insurer makes attracbifers to their insured by

which it improves its image. It is necessary to kveystematically and in the same way
in all regional offices.



There is a need to set the rules, to motivate eyspl®for improving satisfaction
and knowledge in chosen segments of the insuredgarding services, events and
prevention programs VZP CR.

To reach marketing targets there is the needatt feexibly to specific customer
needs which the Insurer will try to serve to thesolute satisfaction via its workers.
The Insurer does not have any unified norms andgsses for quality service and
information of clients. It shows that the workemogeed intuitively in many cases
rather than as qualified and trained specialigis,itiis getting better nowadays thanks
to numerous seminars and training sessions. Theaaeed to give each customer their
value and service recommendation. There is stilifona lesson from the research and
a need to train the counter workers in series aftaruer service training sessions
including presentation and behaviour behind thentayuand also in field of quality

offer of service and care.

Information system
The development of informational system of the iasge company reflects
permanent trends of development informational tetdgies and brings for Insurance
company work still superior tools.
Portal of the VZP CR consists of three basic parts:
e inner part (Intranet): contains information and tasks for Insurance congsa
employees
e outer part, public (Internet): contains information for widest public
e outer part, for partners (Extranet): ease registered partners on the basic of
principle of maximal securing transfer to Insurammenpany documentation

and receive information about its processing ahérotelated data

For the work with clients is important the outertpa public. Internet is not
visited repeatedly by public, advertising materiasen’t uniform look, www sites
have obsolete design, visitor has to still opendews, and searching information

causes problems. Web works only as a notice-board.



There is necessary to change pages according taisiter’s wish — Insurance
company clients — it means to ease navigation, midlee summary of sorting
information well-arranged, target selectively thentent to various target groups,
discussion, solving problem given.

All information from Insurance company has to beessible on central sites

(www.vzp.c?, all other ,amateur” sites should be cancelled.

4.6. Formulation of marketing strategy
4.6.1.Specific strategic targets for single aspects of meeting

strategy

To define specific strategic targets | used theeswh of Keékovsky and Vykygl
on Marketing strategy (Figure 3 — 1), which | used SBU 1 — Insured. For bellow
strategic objectives will be stated SMART targets.

Formulated targets will aim to the future and theke in time horizon 1 — 3
years.

At the same time is necessary to bring in eadetagiven its securing (financial
budget, personnel securing...) and assign to eagjett partly responsible person for
fulfilment and likewise person, who will check fiitient of the target. However there
is marketing department, it is only in Prague tfareeit is difficult to find a responsible
person and appropriate budget for each regionhAsstrategy is usually implemented
nationally it has a low impact on target groups &arlink there is a need to set up a
marketing department in each region.

4.6.1.1. Market development, the most important marketimgdts

Increase image of the VZP CR.

Increase foreknowledge about the VZP’s activitied offers.

Formulation of marketing strategy — elaborationthie regions, preparation of
new marketing strategy generally for all VZP, itllwbe applied according to

specification in region at processing of markestrigtegy in regions.



Implementation of customers’ segmentation — Instga company clients
according to its value and identified size, cliergertfolio value in region for the
reinforcement of clients’ retention.

There are currently two programs: AKORD and [Z&kplained below), which

should increase the foreknowledge, quality of leadtre and satisfaction of insured.

4.6.1.1.1. AKORD

AKORD is a new program of quality care implied frdm1. 2009. The program
should guarantee VZP CR’s clients the right pr@nsof health care in the right time at
the right place and by right method. Clients wék ghe opportunity to shorten the time
spend at doctor's waiting room. The first phasetto$ program will be applied in
Plzensky, Ustecky, Jihocesky and Moravskoslezsgiore In the following three years
all clients should be integrated into this program.

AKORD would guarantee its clients the maximum wagjttime 15 minutes after
making previous appointment with the doctor. Thestay will gradually allow
electronic sharing of health documentation betwadedoctors, who will be taking care
of the patient. This will significantly affect thefficiency and quality care of patients
and prevent from medicine wasting.

Thanks to project of quality care (AKORD) VZP ikitag the responsibility for
health services offered to its clients and morévaatole in its implementation. The
integration into the program is obligatory neitharpatient nor doctor.

In connection with the AKORD project entrance, bieahstitution:

* must have visible logo of the project

 will run electronic documentation in security form

» will preferably communicate with VZP, other healimstitutions and
insured through electronic connections

* run appointment system of insured, makes appoirtroenprecisely
given day with maximum waiting time of 15 minutes

« facilitates clients appointments to specializeti@spital care



4.6.1.1.2. 1ZIP

IZIP (health e-book) was created by doctors; ibrkary 2002 the pilot phase in
several regions of the Czech Republic was introdud@®&e aim of this phase was to
verify the function of IZIP in praxis. Since 200@sgem IZIP has been spread all over
the CR’s territory. Company IZIP a.s. provides sgstem IZIP exclusively for VZP CR
(11. 12. 2008). Any other health company can n@i@kthe services of IZIP, except
the Czech National Health Insurance Company whiadera contract with IZIP a.s. in
2007. Until 6. 2. 2009 system IZIP has been exptbity 1.007.420 registered clients
and 9.113 doctors.

“We are sure, that IZIP is for VZP going on thehrigrack. We assume, that in
the year 2009 the amount of insured in the sysi# $hould increased by more than
200 thousand.”

Source: Ji Pasek, director of IZIP a.s. (Prague,11.12.2008)
http://www.izip.cz/index.php?lang=cze&t=1&p=0

Benefits of the system:
e patient is informed about health care, and hasoterview of examination
outcome and medication

e it allows better communication between patients auwttors, doctors and

doctors

e patient can prevent the repetition of some exananatuseless use of
medication with different names but with the sancioa that can harm an
organism

* it speeds up the diagnosis and treatment

* it prevents from double examining or prescribing #ame medication as other

doctors at the same time

4.6.1.2. Development of marketing methods and procedures

Elaboration of general marketing strategy in teahsegions
Development of new products and services for th&PVCR’s clients —
preventive programs on the basis of researchestglieequests



Competition monitoring

Satisfaction monitoring, expectation, opinionsblpu and the target groups
evaluation.

Information of planned researches, investigations

Coordination of the territorial workstations oretbelivery up-to-date leaflets,
special publications, graphic proposals on prepaiwns, delivery of advertising or

special help in the course of regional campaigabkzation.

4.6.1.3. Effectiveness of marketing activities

Prepare and evaluate marketing researches, relestatistic data and
information.

Evaluating of statistics — market share, outgoinggration, suggest and
realization steps in keeping with strategies.

Keeping opening hours, which are set on the baairteritorial workstations.

Monitoring of some important pages for clientsieotation (e.g. level of
communication, personal contact with clients skjll.

Evaluating regional and all over the country actemd generalizing of gained
pieces of knowledge, suggestion and steps realizatistep with strategy.

4.6.1.4. Cooperation with specialized companies, media,RRd

Prepare rules of keeping uniformed design in comoation with public in
course of keeping principle of directness notifmat pleasant optimistic tone, and
clarity for broad target group from the point oéwi of age as well as intelligence and
not to miss out also social feeling (humanity, ustending).

Improve medial presentation and promotion.

4.6.1.5. Personal marketing securing
Create new marketing worker position in organaai structure of regional
branches.
Preparation and training realization for marketingorkers, regular

communication workshops, experience exchange ifiglteof cooperation.



Process employees’ education plans in the fieldnafketing analysis and
promotion in regional branches and territorial wsiakions.

4.6.1.6. Information marketing securing

Extend topical marketing information on interneysems, competition activities,
contact places,etc.)

Simplify the navigation of company’s sites www.v@p summary of sorting
information, selectively target the content to was target groups, obtain visitors —
public inquiry, discussions, solving problems —fedback.

Prepare and develop company’'s portal from the tpah view public
foreknowledge.

Cancel amateur sites of territorial workstations.



5. Result

5.1. SWOT

| have used part of the Wheelen and Hunger theorgdan the external
environment for opportunities and threats, andititernal environment for strengths
and weaknesses of the VZP CR. These factors aré impsrtant to the company’s
future and are referred to as strategic factors amedsummarized with the acronym
SWOT.

Strengths Weaknesses
v' Company use internet, journal v" Non-existing defined standards af
JISTOTA and leaflets to distribute health care with which should be
the news to its customers each patient provided
v In the client service departments v Insurance taken for granted,
are highly skilled workers, trained people do not care of it
in dealing with customers v' Customers’ scepticism onto Health
v' Good network and availability of Insurance Companies
offices in the Czech Republic v Insufficient amount of informatior
v' VZP CR still occupies the v' Demographical structure of
dominant position in the market insured
v' Usage of internet, portal-intranet v' Worsening reputation of insurange
and extranet helps workers to company
exchange information between v" Worsening competitive position
employees more easily v" Marketing skills bellow average -
v Availability of health care for low orientation on insured needs
insured v' Obsolete look of www pages
v’ Stability and immunity v' Complicated inner system of Head
v' Health programs and preventive Office operating
actions v Inability to initiate system changes
v' Guarantee the most expensive ahd in health service, which would
most modern health care lead to effective resource using,
v' Takes care for anyone regardless reclassification of health




of life situation institutions
v' Absence of clear strategic
operating
Opportunities Threats
v" Implementation of health care v' Low activeness in paying attentign
management system (AKORD) to health insurance
v 1ZIP (health e-book) exclusively v' Competition growth
for VZP CR v' Worsening structure of insured
v' Future reformation of health v Slow implementation of reform
services steps
v Internet services v' Lagging of payments to
v Improving communication with contracting health institutions and
the clients, inform about strategies therefore influencing insured in
and intentions choice of insurance company by
v Extension of bonuses (sport, means of doctors
vitamins, food counterpart) v" Need to increase the state
v" Focusing on target groups payment for state insured catego
v Inhabitants” imagination about
health care as free pretension and
immediately consumed




6. Conclusion

To remain the number one health care provider, CEPhas to set up a proper
marketing strategy focusing on target groups, wiilobuld set the same uniform norms
and processes for quality service and informatibaolients and carefully implemented
in every region in the top-down direction.

The research found out there was unsatisfactogkfmwledge of the insured
about VZP’s activities, running programs and oftebenefits. Based on the division of
clients scheme of the insured the need is to fatusarget groups and provide them
with an attractive offer. A satisfied and loyaletit is one of the key methods to achieve
the Insurer's targets. It is therefore essentialtf@ Insurer to continuously build the
relationship with the client based on trustwortssereliability and professional
attitude.

VZP faces up to the worst demographic structurtnefinsured of all the health
care insurance providers and the aging populatiakesit even more unfavourable.

VZP should implement the strategy of differentiatiand start fighting the
competitors for market share; the company shoulterosomething that their
competitors can not reproduce as easily and nealegh eliminate the risks of
misunderstandings.

There is real need to reform and develop the Naltibtealth Service system.
The role of the state will have a large significame the following period and must be
precisely formulated and strongly implement theddhat have to be amended. Most of
the public agree with reforms and especially dactoould be pleased.

To improve communication with clients, the compamyght to develop its
advertising techniques — improvement of magaziraplgcs, more places for leaflets
distributions and end the obsolete look of web paged.

| think that my proposed system conforms to newess®f Insurance company
and bring a positive effect.



7. References

[1] Boyd, H.W., Larréché, J.C., Walker, O.C. : Matikg management: A strategic
approach with a global orientation. Richard D. lmninc., USA, 1995, ISBN 0-256-
12576-7

[2] http://en.wikipedia.org/wiki/Czech_Republi26.2.2009)

[3] http://en.wikipedia.org/wiki/Foreign_relationsf _the Czech Republi@6.2.2009)
[4]http://intranetvzp.vzp.cz/Lists/Oznameni/Dispfoaspx?ID=618&Source=http%3A
(20.1.2009)

[5] http://www.austrade.gov.au/ICT-to-the-Czech-Riglic/default.aspx(17.3.2009)
[6] http://www.czs0.cz/csu/2008edicniplan.nsf/t/0B829AD/$File/330608)3.pdf
(31.3.2009)

[7] http://www.izip.cz/index.php?lang=cze&t=1&p%A8.3.2009)

[8] http://www.izip.cz/index.php?p=14 (28.3.2009)

[9] http://www.izip.cz/index.php?p=14 (28.3.2009)

[10] http://www.mfcr.cz/cps/rde/xchg/mfcr/xsl/maexmmnomic_45194.htn{B1.3.2009)
[11] http://www.quickmba.com/strateqy/peét/7.3.2009)

[12] http://www.seminarky.cz/Financovani-zdravotrmieprednasky-481%26.2.2009)
[13] http://www.vzp.cz/cms/internet/cz/Vseobecnel&s/(2.3.2009)

[14] http://www.vzp.cz/cms/internet/cz/Vseobecnel&s/predmet-cinnost{?.3.2009)

[15] Hunger, J.D., Wheelen, T.L.: Strategic managehand business policy. Addison-
Wesley Publishing Company, Inc., USA, 1992, ISBR(01-53281-6

[16] Intranet, VZP headquarters, central regisiér1.2009)

[17] Keller, K.L., Kotler, P.: Marketing managemeRearson, Prentice Hall, Upper
Saddle River, New Persey 07458, 2006, ISBN 0-13#%458

[18] Kerkovsky, M., Vykygel, O.:Strategickéizeni — teorie pro praxi. C.H. Beck,
Praha, 2002, ISBN 80-7179-578-X

[19] Kotler, P.: Marketing podle Kotlera — jak v@et a ovladnout nové trhy.
Management Press, Praha, 2000, ISBN 80-7261-010-4

[20] Kumar, N.: Marketing jako strategie vedoudidpichu. Grada Publishing, a. s.,
2008, ISBN 978-80-247-2439-3

[21] leaflets and brochures of VZP CR



[22] Selby R.: Segmentation and Marketing objediileecture 3), CULS Prague, 2009
[23] STEM analysis determined for VZP CR compangn€ral report on health
insurance, 2.10.2008



8. Supplements

8.1. Questionnaire



Questionnaire

1. Sex: Male  Female

2. The year of your birth: 19

3. Are you satisfied with the activities of VZP CR?
A. Yes
B. No

Why not?

4. How do you get to know about the advantages offeyedZP CR?

a.
b. Magazine JISTOTA
c. VZP leaflets

d.
e
f

g.

Internet

Different press

. Doctor

Relatives

Different option

5. Which service, provided by VZP CR, do you mostlgs

a.

Measurement of pressure, sugar, pulse, fat, cleotdst

b. Discounts for vaccinations (against ixodes, flipdtdis...)
c. Safety protection benefits for children

d.
e
f

Fixed orthodontic apparatus benefits

. Curative stay benefits

Benefits for the course of exercises and swimmingr@gnant women

and mothers with babies to 3years old

g. Treatment for dependence and smoking benefits

h.

Reduction of overweight and obese benefits

Mammographicscopy benefits

6. Do you think, that you are sufficiently informedaaib the activities of VZP CR?

a. Yes

b.

No

7. If the question 6 is no — How would you improvesttack of information?



8. Do you agree with the radical reform in our healthvice system? (above
standard care, fees)
a. Yes
b. No
9. Do you think, there exist big differences betwdsn different health service
companies offers?
a. Yes
b. No
10.Have you heard about electronic book called 1ZIP?
a. |l own this book and | use it
b. I own this book, but | do not use it
c. | have heard about this book, but | do not own it
d. I have never heard about this book
11.1Is all your family insured by the same health sss\agompany?
a. Yes
b. No
12.Who makes decisions about the insurance in youllyfam
a. Each family member decide by its own
b. 1 decide mostly for others and myself
c. My parents have decided for me
d. My partner has decided for me
13.Have you heard about new program of care qualitypRO (managed activity)?
a. Yes
b. No
14.Are you satisfied with pro-clients services of VEZR?
a. Yes
b. No
15.What do you miss in VZP CR offer?
16.Do you know that you can ask for the expenses aittheare statement?
a. Yes
b. No

17.Would it interest you to pay an above standardZare



a. Yes
b. No



