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Marketing analysis of a selected company

Summary

This bachelor thesis is focused on marketing sduoat analysis, its characteristics and
individual steps presented on the energy compamedaPrazska plynarenska, a.s.. The aim
is to show the importance of both internal and mwk environment of the company, to
observe the market dynamism where the company &atipg in and to identify the

influences that affect the company.

The first part of this thesis describes the charatics of marketing in general terms, the
procedure of marketing situational analysis, thecess of defining the right strategy, and

determines the aspects of marketing that are spatifthe energy industry.

The second part of the thesis is already concemigd marketing situational analysis
achieved through the elaboration of each apprapremalysis suitable for the given
environment of the company. The main goal of thests is to present and show the process
of marketing situational analysis on PraZzska plgnéka, a.s., by using analyses of the
internal and external environment such as Marketitig analysis, PEST analysis, Porter’s

five forces model analysis and SWOT analysis.

Keywords. Marketing situational analysis, PEST analysis, GWanalysis, SWOT matrix,

Porter’s five forces analysis, Marketing mix.



Introduction

This thesis will conduct and deal with the markgtamalysis of the energy company PraZzska
plynarenskd, a.s.. Marketing data analysis gatim#osmation from all marketing channels
and consolidates it into one common marketing vikvalso shows how well the company
has done in the market using its current marketeuhniques. As a first, this thesis will
explain and focus on marketing from the generalnpaf view and then on concrete
marketing analysis of Prazska plynarenska, a.schwiowadays is one of the most important
companies in the market engaged in the energy indus Prague and almost in the Czech

Republic as well.

The theoretical part of the thesis deals with miamigeitself as a first and then the thesis will
also concentrate on individual marketing concepioAnother thing which the thesis
discusses is what does the strategic managementaneavhat should we imagine under this
term. There is an explanation of single phasest@itegic management, and that it is
important for the company to create some concrésen; define its goals, gather all
information and analyze it. The next step is anlangtion of marketing management and its
individual steps. Finally, the marketing situatibnanalysis, its general process and
implementation. The last step of the theoreticat pathe description of marketing in the
energy industry, showing up the significant feasuaiad differences between the marketing in

this industry and the marketing that we are acecastbnow.

The practical part of this thesis focuses on basiormation about the company

Prazska plynarenskda, a.s., followed by the elalmrabf the marketing analysis of this

company. The first step is the analysis of theri@k environment using the analysis of
individual components of Marketing mix, then thelgsis of the external environment using
the PEST analysis and the Michael Porter’s fived®model. Gathered information IS used
for the SWOT analysis development, in order toindefthe strengths, weaknesses,
opportunities, and threats. Finally, the last stefhe creation of the SWOT matrix to select

the most effective strategy for Prazska plynarenals.



Thesis objectives and methodology

The main objective of this thesis is to clarify theeoretical concepts of marketing and
marketing analysis. To highlight the particular gpes that relate to marketing in the energy
industry and come up with a strategy accordindltavailable information which seems to be

the most suitable for the company.

Using marketing situational analysis find out hova#3ka plynarenska, a.s., is worth on the
market, discover its strengths and, on the othed hids weaknesses, look at the opportunities
that should be taken into account and which threeésoid.

The thesis uses mainly comparative and descriptiethods, marketing analysis, specifically
the analysis of an external and internal environtn{B®&ST analysis, Michael Porter’s five
forces analysis and Marketing mix analysis) and &g not least SWOT analysis, the
interpretation of results using SWOT matrix and dietermination of appropriate strategy for
the company.

Conclusion
The main objective and purpose of this work wergeb acquainted with the problems of
marketing situational analysis, characterize thergyn company Prazska plynarenska, a.s.,

and suggest the most powerful strategy.

In the practical part was initially developed thEST analysis, it means the analysis of the
external environmental, more specifically macroiemment. Here it has been found, what
factors affect the company. These factors are ddvicito the political, economic, social and
technological environment. These are factors thatcompany is unable to influence, and if
yes, then very few. Followed by the analysis of mmienvironment using the Porter’s five
forces analysis. In this analysis was examinedrfieence of individual competitive forces

on the company Prazska plynarenskd, a.s..

As a further marketing analysis, this time, thelgsia of the internal environment was
performed the Marketing mix analysis where it candtated that the company provides a
wide range of products and offers quality serviassociated with energy supply.
The company has such a market position that cdy fidmpete with other competing



companies. In terms of distribution, Prazska plgnaka, a.s., is able to supply gas and
electricity throughout the Czech Republic, bustt®ngest position occupies in Prague and its
surroundings. Regarding the communication, the @mshponent of Marketing mix, the
company uses mainly a personal form of selling ihatrovided by the salesmen primarily to
wholesalers. Among impersonal forms of communicatised by the company the most,
belong direct marketing where the company commueschy telephone in cooperation with
the external call center, sales promotion wherecthrapany tries to address the customers
through various discounts, public relations in terof company’s website and the company

also focuses on sponsorship.

The last analysis of the practical part was the SVé@alysis. With the help of the previous
three analyses have been determined the possilglegdts and weaknesses, threats and
opportunities, and put into the SWOT matrix. Thiatrix has published the specific strategy,
namely the strategy maxi-maxi, where the compamsyemaugh strengths to take advantage of
all the possible opportunities to maximize theicsss and, on the other hand, can eliminate

its weaknesses and potential threats.

Currently, most energy companies try to distingdismselves and offer their customers new
services and new special offers. The most common fff offers for the "big players" have
become the various forms of campaigns. Another thiay "big players” in the energy market
have started to practice is offering other commeslitThese include the original specialized
companies in the electricity, which have begunfterdhe commodity of the natural gas and
vice versa, the companies specialized in the nagas have begun to offer the electricity.
From this perspective, Prazska plynarenska, as.the advantage that the company has been

already offering both natural gas and electridityt also compressed natural gas (CNG).

In conclusion, we can say that the company shoxpamd its global distribution and become

an even more competitive company and thus takeaterposition in the energy market.
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