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Anotace

Strategické tizeni je klicovou soucasti kazdé tispésné firmy. Cilem této diplomové prace je
pomoci zacinajici firmé, se sidlem na Slovensku, vytvofit strategicky plan, ktery bude
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Cast prace je veénovana teoretickym podkladim strategického fizeni. Druha kapitola
poskytuje kratky ivod do prizkumu trhu a jeho nastrojt, dale je zde proveden prizkum trhu
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Strategic management is a crucial part of every successful company. This master thesis aims
to help a start-up company based in Slovakia to create a strategic plan which will be focused
on entering a new market and transferring the focus of its operations. The monitored
company is planning a transformation from a marketing agency to a digital solutions
company. The first part of the thesis is dedicated to the theoretical background of strategic
management. The second chapter provides a short introduction to market research and its
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Introduction

The competitiveness of the company is very important to succeed in the global market. It is
necessary to be able to use strengths to seize opportunities, but at the same time companies
must be aware of their weaknesses and threats. Most businesses face the problem of the lack
of a comprehensive concept of self-development. Therefore, the thesis aims to set the basic
strategic objectives and design a suitable strategy and tools for the further development of
the selected company. This company asked the author of the master thesis to keep the
company secret and remain anonymous, thus it will be introduced under the pseudonym
Company X. The master thesis aims to form a strategic plan for Company X when entering

a new market and changing the focus of its operations.

The master thesis is divided into four sections to achieve the set goal. Firstly, the theoretical
background of strategic management is introduced. It talks about the evolution of strategic

thinking, strategy, and the whole process of strategic management.

Continuously, a short introduction to market research and its tools is included. Following
with the execution of the market research itself. The market of the Czech Republic was
examined as a chosen new market to be entered by Company X. Tools like PESTEL analysis,
Porter’s Five Forces and SWOT analysis are implemented.

The third part of the master thesis summarizes the formulated objectives and strategies under
the strategic plan. For this part, a lot of brainstorming sessions were made with Company X.
As a result, their mission and vision statements were formed along with their objectives and

strategy on how to achieve them.

The last part of the master thesis collects data from the chosen monitored period. Then, the
analysis is executed, and the success of the strategy is evaluated. Moreover, it provides an
overview of the mistakes that were made and gives some recommendations for further

improvements.

16



1. Strategic Management

The success of the business largely depends on the timely anticipation of market
opportunities and solutions to possible problems that may occur in the company. For these
reasons, decision-making in strategic management is important for the company. Strategic
management provides the company with clear goals and directions for future development,
and it also gives employees a sense of security. Most people perform better at work if they
are aware of the company's direction and what is expected from them (Keikovsky
and Vykypél, 2002).

Strategic management performed by the top management, or the company management
includes activities aimed at maintaining long-term harmony between the mission of the
company, its long-term goals, available resources, and maintaining coherence between the
company and the environment in which the business exists. An ideal model in the
professional literature on strategic business management does not exist, but most experts
agree that strategic management should be carried out in concrete, logical, and follow-up
steps. Strategic management must be understood as a never-ending process with a set of
repeatable and sequential processes. Starting with identifying the company's mission and
goals, following with the implementation of strategic analysis. Based on its evaluation,
potential solution alternatives are formulated. Followingly, it selects and implements the
most appropriate strategies, and in the end, it examines the strategies that have been
suggested. With the current turbulent and flexible business environment, which must adapt
to all changes, inherently, a well-functioning strategic management system is far more
important than the documents themselves (e.g., business plan, strategies) (Ketkovsky
and Vykypél, 2002).

1.1  The Evolution of Corporate Strategic Thinking

A strategic approach to business can be dated up to the beginning of times of craft production
and trade. The ancient producers have always needed to be better than the competition (e.g.,
sell more for a better price). The approach toward strategic planning was different in every

period based on the environment and the requirements of the customers.
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For instance, after 1945, the businesses aimed to provide the market with as many products
as possible with criteria to satisfy the customer’s basic needs after the war. This phase was
recognized as a stage of planning. The economic situation, after World War I1., was different
in each region. Areas like Europe and Japan which were under the war were economically
destroyed, and the industry needed to be restored. While the USA, where there were no
fights, benefited from the weapon production. The European countries aimed to recover the
economy. On the other hand, the USA was planning strategically their financial flows which

ended in using budgeting as a tool for controlling (Zuzak, 2011).

In the 1960s, also known as a stage of long-term planning, the effectiveness of production
became crucial. The economic growth has led to the emergence of new sectors, saturated
demand, and growth of companies. The development was dynamically linear, and the growth
was predicted with the extrapolation by using models of growth and planning methods.
During this period, an interest from academics and companies in the business strategy grew,
mostly the term business policy was used. A management professor Alfred Chandler, 1962,
defined strategy as a determination of long-term objectives, adoption of direction and
activities, and allocation of resources to achieve the goal. Since then, the strategic decision-

making was based on the long-term development of the businesses (Zuzak, 2011).

Subsequently, the oil (energy) crisis in 1973 interrupted the continual development.
Companies mostly focused on the quality of products in the 70s. It was known as a stage of
strategic planning. The business environment was economically and geopolitically unstable.
The business management was focused on recognizing the strengths, weaknesses, and future
opportunities and threats (SWOT analysis) for the company as well as the quantitative
analysis. The BCG matrix was upgraded and used to create diverse company structures and
strategies. Furthermore, the analytical methods were improved to solve the problems of the

organizations (Zuzak, 2011).

From 1980, the stage of strategic management brought a speed to globalization. The aim was
to achieve flexibility in the production and innovation of products. Terms like Kanban
(system for material flow control and production process based on the “pull principle”)
(Manufactus, 2022) or Just-in-time (strategy for aligning raw-material orders from suppliers
with production schedules) originated in this period (Banton, 2021). Moreover, time

management became a crucial tool in the company’s leadership. With Porter’s method of
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“Market Based View of Strategy”, to be successful, corporations were aiming to find ways
to achieve competitive advantage resulting in above-average profit with long-term

maintenance (Zuzak, 2011).

Last but not least, the stage of “new” strategic management was the era of increasing the
level of competition. This period questions all the methods used in the past. Strategic
management was focused on sustainability. Businesses in this stage aimed to achieve a

strong position in the market, flexibility, speed, creativity, and originality (Zuzak, 2011).

1.2 Strategic Thinking

“The term strategic thinking is often used so widely and generically today within the field of
strategy that it risks becoming almost meaningless.” (Liedtka, 1998, p. 121). Very often,
without any consideration of specific characteristics, strategic thinking is associated with all
the thinking about strategy (Friedel, 2019).

Strategic thinking is an important feature that a company or person formulating a strategy
should have. Luckily, this is not a characteristic that can be gained by birth only. Most of the
time people learn to use these kinds of skills. Strategic thinking is a tool used to help the
company. The strategy must be flexible and adaptable, yesterday’s strategy does not fit the
strategy of tomorrow. There can be defined different kinds of strategies in small and big

companies (Mallya, 2007).

1.2.1 Strategic Thinking Model

Strategic thinking is defined under Liedtka's model of the elements as a form of thinking that
has well-defined characteristics. This model provides five elements of strategic thinking as

you can see in Table 1.
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Table 1: Elements of Strategic Thinking

Element

Description

Systems perspective

From the beginning to the end, a mental
model of the overall value creation system
that comprehends the chain's context,
clarifies the roles of individuals, the impact
of their system behaviour on the overall
result, and emphasizes the link between
corporate, business, and financial strategy
on the human level.

Intent focused

The strategic aim gives a focus that allows
employees to manage their energy to focus
attention, fight distractions, and concentrate
until  the organization achieves its
objectives.

Intelligent opportunism

Individuals that are open to new
experiences will be able to take advantage
of alternate tactics that may be more
effective and relevant in a quickly changing
world. Organizations must sometimes
consider the perspectives of lower-level or
innovative personnel.

Thinking in time

Strategic thinking uses the organization's
memory to connect the present, the past,
and the future.

Hypothesis-driven

An environment in which there is a lot of
information and no time to process that. It
is a crucial skill to be able to develop and
test the ideal hypothesis. A significant
component of an organization's
management competency is the capacity to
work successfully with hypotheses.

Source: Own processing based on Liedka, 1998

1.3 Strategy

To identify the strategy of the company, a few basic questions need to be answered: What

are the main activities? What is the long-term goal? What products or services do they offer?

Which market? What is the relationship between variable costs, fixed costs, sales, etc.? But

the main question is: “What is strategy?”” (Mallya, 2007).

The strategy can be defined as a strategic intention or a path heading straight to the stated

goals which are formed by business, competitive and functional areas of approaches. It

chooses long-term objectives and business sectors. It defines the economic and non-
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economic benefits which the company wants to achieve. It identifies the management roles
on the corporate, commercial, and functional levels. Strategy is a way to find the solution to
investment division, a formula for competitiveness, and the politics to achieve the goals. It

is a decision-making rule (Mallya, 2007).

The strategy could be explained in many other different ways. There is simply no exact
definition. But the definition from Cambridge Dictionary sums it up quite well: “...the way
in which a business, government, or other organization carefully plans its actions over a
period of time to improve its position and achieve what it wants.” (Cambridge

Dictionary, 2022).

1.4  Stages of Strategic Management

The strategic management process consists of 3 main steps; Formulation — Implementation
— Evaluation which can be extended by one more step at the beginning; strategic objectives

and analysis as you can see in Figure 1.

i jecti Vision SWOT and
Strategic Objetftlves Misaor voT an
and Analysis Values Analysis
Strategic Plans
Formulation Gather resources

v

Strategic Training
Implementation Allocate resources

v

Strategic Evaluation | Evaluation
and Control Correction

Figure 1: Strategic Management Process
Source: Lumen, 2022

Firstly, the company's vision, mission, and values need to be defined based on a combination

of internal and external analysis. With the gained information, the company can evaluate its
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position in the market and estimate the effects on its operations and then formulate the final
statements (Lumen, 2022).

Secondly, based on the company's strengths and weaknesses, the information from external
and internal analysis should be used to define clear and achievable goals and objectives.
Determine whether the organization requires extra resources and how to acquire them. Make
specific plans to attain the objectives. Prioritise the approaches that will help the
company achieve its goals. Continue to monitor the external environment for developments

that could jeopardize accomplishing the strategic objectives (Lumen, 2022).

Thirdly, after the planning phase, the implementation of the strategy comes forward. Even
the greatest planning will not compensate for poor execution. Every employee in the
company needs to be aware of their specific tasks, duties, and authority. During this stage,
employee training should be provided by the management to accomplish objectives.
Moreover, companies should also assign resources and funding. Employees should have
access to the tools that they need for accomplishing the plan and also, they need to stay

motivated to achieve success (Lumen, 2022).

Lastly, with the changeable environment, the evaluation of the strategy is necessary.
Whether the key milestones were met can be determined by the performance evaluation of
the company. If there are any differences between the results and the strategic plan, there
will be a need for corrective steps. Also, to reevaluate the targets or measurement criteria if
necessary. In case the strategy is not operating as planned, a new plan must be developed, or
the structure of the organization needs to be modified. Retraining or reassignment of
employees may be required or even start over with the strategic management process,

including the knowledge and information obtained from the first effort (Lumen, 2022).

1.5  Strategic Analysis

Strategic analysis is a process of performing research on a corporation and its environment
to establish a strategy. This work environment determines how the company conducts its
operations. Strategic analysis is important for planning and improving marketing plans. With
strategic planning, the company may integrate and meet marketing objectives with an

overarching vision. Many professionals in the management of enterprises recommend that
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strategic analysis should be undertaken regularly to establish how an organization operates
and to identify areas where modifications and improvements are needed. The key aspect of
strategic analysis is that it forces the business to study competitors, and it helps analyse
business strategy in a way that keeps the company ahead of the competition (Voxco, 2022,
Expert commentator, 2021; CFlI, 2022).

Although academic and business definitions of strategic analysis differ, the process involves
some common elements like finding and analysing the data that is relevant to the
organization’s strategy, identification of the external and internal environment, and
employment of analytical tools (e.g., SWOT analysis, Porter’s five forces). Designing the
business plan for the company combines an internal and external analysis to get a complete
view of how the company operates as a single entity and as part of a wider competitive
industry (CFI, 2022; Indeed Editorial Team, 2021).

1.5.1 Internal Analysis

The internal analysis provides information about positive and negative aspects that can be
enhanced with the right set of investment resources and improve the company’s market
image. The internal strategic analysis focuses mostly on the company’s performance by
assessing the organization's ability to achieve its objectives. It provides an overview of the
company’s operations and analyses the company’s strengths and weaknesses. Plus, it assists

in strategy development (Expert commentator, 2021; Voxco, 2022).

The internal analysis begins with a review of the company's performance and prospects, as
well as its ability to expand. The market environment and client response should be the main
basis for determining the company's strengths and weaknesses. When the customers are
satisfied with the company’s products or services, strengths are significant (Expert

commentator, 2021).

SWOT analysis is the most well-known and widely utilized internal strategic analysis
technique. Strengths, weaknesses, opportunities, and threats are referred to as SWOT.
However, it can be defined also as an external analysis tool because of the external influences
that can affect the company’s performance (e.g., competitors, government, etc.). This

method examines all the components within an organization or its projects to see how they
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may be harmed (Voxco, 2022). More about SWOT analysis will be explained in the second
chapter.

1.5.2 External Analysis

The firm's business environment includes all external forces that influence its performance
and decision-making. Many times, external factors can be seen as a threat to the company’s
development (Grant, 2016). To have an accurate external strategic analysis, it is necessary
to know how the market operates and how the specific marketing methods, products, and
services offered by competitors influence customers (Voxco, 2022). Customer satisfaction
with the company’s and the competitor’s products must be measured to understand how the

market works (Expert commentator, 2021).

The most common tool used for external strategic analysis is PESTEL analysis. It includes
political, economic, social, technological, environmental, and legal analysis which identifies

environmental factors using external strategic analysis, more is explained in Chapter 2.

1.6 Vision and Mission

Starting a business is challenging at the beginning and it brings even more obstacles in the
future development of the organization. Even though the company founder does all the
positions at first, to secure growing business he or she needs to hire more employees and
make sure the sales continue to grow. Thus, it requires an understandable vision and mission
statement to clearly define the direction of the firm towards the goal that the company is
heading to. As Ms Tankovi¢ (2013) said in her paper, the whole planning process starts with
the analysis of resources together with the environment and it continues with characterizing

the organization’s vision and mission.

Vision and mission are connected. While the mission statement presents the purpose of the
company, the vision statement embodies the expectations for the future. The vision statement
guides the improvement and development of the company. It represents the future that they
want to achieve. Setting a vision allows us to see far into the future and imagine the ideal
business-like operating internationally or offering the best quality, but it also leads to many
obstacles (Jancikova, 2013; Tankovié, 2016).
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On the contrary, the mission statement does not involve emotions. It represents the role of
the organization, the reason why the company is on the market, and its existence. It
introduces the product portfolio, and the market, it also stresses the methodology and
technology as well as the identity of the company in general (Janc¢ikova, 2013; Tankovic,
2016).

In conclusion, rationality may be included while formulating the vision as well as the mission
statement. For instance, the implementation of the very well-known and effective
methodology SMART (S — specific, M - measurable, A —achievable, R —relevant, T — time-

oriented) for setting the goals is the first step toward success (Mind Tools, 2020).

1.7  Strategic Planning

Strategic planning is a continuing organizational activity that documents a company's
planned direction by utilizing existing information. It is a procedure that helps
the company’s management set its vision and determine its goals and objectives. This
method is intended to prioritise activities, align employees and shareholders, distribute
resources efficiently and guarantee that corporate goals are supported by sound reasoning
and evidence. A well-developed strategic plan progresses when the threats and opportunities
appear (Bigelow, 2022; Cote, 2020).

Strategic planning usually refers to long-term objectives with a time frame of 3 to 5 years,
however, it can be longer. This differs from business planning, which usually focuses on
short-term, tactical goals, such as how the budget is allocated. A business plan's duration
might span from a few months to several years. Strategic planning is done regularly by
businesses to examine the impact of changing industrial, legal, regulatory, and business,
factors. At that point, a strategic plan could be updated and amended to reflect any

organizational changes (Bigelow, 2022).

1.7.1 Strategic Goals

Risk management, diversification, expansion, increased profitability, debt reduction,
increased staff retentivity, or tax reduction are all examples of goals that can be achieved by

the business strategy. To create a strategic plan, the goals that the company wants to achieve
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need to be determined. It all begins with the final goal, even though it does not specify tactics
or methods for achieving the objectives at first (Cote, 2020; Milano, 2022.).

Strategic goals are measurable objectives that represent an organization's vision and should
be purpose-given, long-term, forward-focused, actionable, and measurable. What is the
company's motivation, and what are the values should be the first questions asked when
developing strategic goals. What does the company desire to attain? If the purpose is adopted
well, it will not damage the company’s performance. Moreover, it is necessary to define how

the progress will be measured towards achieving goals (Cote, 2020).

Apart from long-term strategic goals, operational goals are everyday milestones that must
be met too, to attain the organization’s long-term strategic objectives. Without operational
goals, it is better for the company to spend its resources and time elsewhere, since there are
no achievable objectives that the employees can achieve. Moreover, it is necessary to define

how the progress will be measured towards achieving goals (Cote, 2020).

1.7.2 Strategic Planning Process

There are many approaches to strategic planning. The cycle usually starts by discovering the
company’s current position and with a set of rules or estimates about the internal and external
environment. For instance, the pricing level, political trends, or the demand and supply
situation are part of external analysis. Financial concerns, the morale of employees, and
operational inefficiency could be examples of the internal environment. Based on these
analyses, the current success of the strategy can be determined (Bigelow, 2022; Johnson,
2005; CFI, 2022).

Followingly, on a corporate level, each division sets the initiatives and objectives in harmony
with the organization’s vision and mission. Based on these objectives they prepare
the proposed strategic plan which is then sent to the headquarters to be discussed by the
central management. The business plan must be then approved by the corporate board.
Several major strategic and financial targets are gained plus, they deliver a base for
monitoring the performance (Bigelow, 2022; Johnson, 2005; CFI, 2022).In smaller

companies (e.g., SMEs, Start-up) it is a bit different. They do not have as many subsidiaries,
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thus, mostly the head management or owner of the business is responsible for the whole
process.

After the strategic plan is formed, it is put into action. To assign roles, adapt processes and
policies, make investments, and develop measurement and reporting, good communication
across the business is required. Strategic management and regular strategic reviews are
usually part of the implementation process to make sure that everything stays on track
(Bigelow, 2022).

As the business environment develops and new opportunities arise, a strategic plan is revised
regularly to adjust priorities and reevaluate goals. Quarterly evaluations of indicators are
possible, as are annual revisions to the strategic plan. Stakeholders can review performance
with goals using balanced scorecards or other tools (Bigelow, 2022). Figure 2 summarizes

the whole strategic planning process.

External — — Internal

Assess Current
Goals and Future
Performance — Strategy and
Environment

Strategic
Alternatives

Evaluation

Figure 2: Strategic Analysis Process
Source: CFl, 2022

1.8  Types of Strategies

In general, there can be recognized three types of strategies: business, operational, and
transformational. Technologies, processes, and people are all important to be considered in
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any strategy. Without these, strategy is nothing more than a collection of lofty thoughts that
are not found in real life, plus they are not supported by a plan of action (Scott, 2021).

1.8.1 Business Strategy

Business (corporate) strategy is important for any organization that wants to be successful.
This strategy concentrates on customer experience. It is a defined set of actions, plans, and
goals that explains how the company will compete in the market. The organization focuses
on the strategy for the marketplace like what is the concentrated area and segment of
customers and which products and services should they offer. How can they become the
best? (IMD, 2021; Scott, 2021).

An organization’s structure, strengths, and weaknesses, market, business climate, and
competitors, should all be considered while developing a business strategy. It should also be
adaptable to changing environments. To design and prepare a business strategy, it is
necessary to have excellent business analysis and strategic planning skills, as well as a
thorough understanding of distribution, sales, and marketing (IMD, 2021).

The corporate strategy is usually created by senior managers. Followingly, after the strategy
is formulated, business architects are essential in explaining the business strategy, ensuring
tighter alignment across multiple strategies, and communicating the strategy across the
corporation (Scott, 2021).

1.8.2 Operational Strategy

Operational strategy is people and process concentrated. The main goal is to accurately
translate the customer-centric corporate strategy into a coherent and actionable execution
strategy. It answers the questions like: Which competencies must be developed, or
improved? Which procedures need to be improved or completely redesigned? And, whether
they have employees with the necessary skills (Scott, 2021). The operating units of the
company are shaped by this approach. It encompasses the entire range of decisions that shape

long-term operations and their share of the overall strategy (Talentedge, 2021).
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1.8.3 Transformational Strategy

Transformational strategy deals with platform technology. It focuses on how the
organization can be transformed by technology. This approach differs from traditional
corporate strategy in that it implies radical changes in technology, processes, and people.
The organizational development, project management office, and consultants are typically
involved in transformational strategy. Few firms willingly go on this route with realistic
expectations of the resources required. These initiatives are extremely complicated and
demand highly skilled and knowledgeable technical resources (Scott, 2021).

1.8.4 Alternative Strategies

Alternative strategies can be grouped into 4 groups: integration strategies, intensive

strategies, diversification strategies, and defensive strategies.

Integration strategies are forward, backward, and horizontal integration. These strategies

enable the company to get control over its suppliers and distributors or even competitors.

Intensive strategies are used when the company's competitive position using existing goods
and services needs to be improved. Here belong the strategies of product development,

market development, and market penetration.

Diversification techniques are divided into two categories: related and unrelated. Businesses
are related if their value chains have competitively valuable cross-business strategic
matches. Businesses are unrelated if their value chains are sufficiently diverse and there are
no competitively valuable cross-business strategic fits. To take advantage of synergies, most

organizations prefer linked diversification strategies.

Besides diversification, intensive, and integration strategies, the company can implement
defensive strategies like liquidation, divestiture, or retrenchment. All alternative strategies

are explained in Figure 3.
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Strategy Definition 2009 Examples
Forward Gaining ownership or increased control over PepsiCo launched a hostile takeover of Pepsi
Integration distributors or retailers Bottling Group after its $4.2 billion offer
was rejected
Backward Seeking ownership or increased control of a firm’s Chinese carmaker Geely Automobile
Integration suppliers Holdings Ltd. purchased Australian car-parts
maker Drivetrain Systems International
Pty. Ltd.
Horizontal Seeking ownership or increased control over Pfizer acquires Wyeth: both are huge drug
Integration competitors companies
Market Seeking increased market share for present products Coke spending millions on its new slogan
Penetration or services in present markets through greater “Open Happiness”
marketing efforts
Market Introducing present products or services into new Time Warner purchased 31 percent of Central

Development

Product
Development

Related
Diversification

Unrelated
Diversification

Retrenchment

Divestiture

Liquidation

geographic area

Seeking increased sales by improving present
products or services or developing new ones

Adding new but related products or services

Adding new, unrelated products or services

Regrouping through cost and asset reduction to
reverse declining sales and profit
Selling a division or part of an organization

Selling all of a company’s assets, in parts, for their
tangible worth

Figure 3: Alternative Strategies
Source: David, 2011, p. 137

1.9  Strategy Implementation

European Media Enterprises Ltd. in order to
expand into Romania, Czech Republic,
Ukraine, and Bulgaria

News Corp.’s book publisher HarperCollins
began producing audio books for download,
such as Jeff Jarvis's “What Would
Google Do

Sprint Nextel Corp. diversified from the cell phone
business by partnering with Garmin Ltd. to
deliver wireless Internet services into GPS
machines

Cisco Systems Inc. entered the camcorder
business by acquiring Pure Digital
Technology

The world’s largest steelmaker, ArcelorMittal,
shut down half of its plants and laid off
thousands of employees even amid worker
protests worldwide

The British airport firm BAA Ltd. divested three
UK airports

Michigan newspapers such as the Ann Arbor
News, Detroit Free Press, and Detroit News
liquidated hard-copy operations

Strategy implementation is a process where the company allocates its resources to put

its plans into action to achieve desired results. Some key steps should be included. Firstly,

the key objectives need to be defined. Then, the selection of representatives and division of

responsibilities need to be implemented. Then the plan should be executed and monitored

by the selected responsible people. If necessary, the plan can be adjusted based on the

collected data. It is important to define what should be the outcome. And finally, an

evaluation of the strategy should be conducted (Miller, 2020).
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1.10 Strategy Evaluation

The final stage of strategic management is strategic evaluation, which is regarded as one of
the most important tasks in the process. It is a process by which the organizations examine
the success of the chosen strategy that has been implemented. Strategy evaluation comprises
reviewing and evaluating the strategy project implementation as well as assessing
organizational performance. Strategists can ensure that through the strategy evaluation
process the assumptions established during the strategy development are correct, the
organization's strategy directs them toward achieving its goals, managers are carrying out
their responsibilities to properly implement the strategy, and the company is doing well,

everything goes according to plan (Creately, 2021).
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2. Market Research in the Czech Republic

Market research can be characterized as a process that helps determine the ability of the
products or services to be successful on the market. It identifies the organization’s targets
and gathers necessary data based on which decisions are made. Market research can be
executed either by internal employees or by an external specialist that can be hired by the

company (Twin, 2021).

Company X due to a lack of resources decided to conduct market research by itself. This
chapter provides the theoretical background of PESTEL analysis, Porter’s five forces and
SWOT analysis also with implementation in practice of Company X. The goal
of Company X is to expand its services to the Czech Republic thus, the internal and external

analyses are necessary.

2.1 PESTEL Analysis

PESTEL analysis is one of the top-management tools used for future and strategy planning,
specifically for investigating the macroeconomic environment. The PESTEL framework
divides environmental influences into six categories: P - political, E - economic, S - social,
T - technological, E - environmental, and L - legal. These elements are not independent,
many of them are interconnected. For instance, with technological innovations, people tend
to change their lifestyle, how they work or their living standards. Any change in these
variables has an impact on the competitive environment in which businesses operate.
Managers need to be aware of the major change drivers as well as the impact of these
external factors on specific markets, industries, and organizations (Grant, 2016; Statius

Management Services, 2022).

PESTEL is especially essential for examining the future impact of environmental factors,
which may differ from their prior impact. It serves as a framework for considering things
beyond the company's control. These external influences often affect what the company does
and how it acts. Its findings reveal external opportunities and threats which are then the basis
for the “OT” of a SWOT analysis (Grant, 2016; Statius Management Services, 2022).

Figure 4 represents the summary of all the areas of PESTEL analysis.
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Figure 4: PESTEL Analysis
Source: Statius Management Services, 2022

Political (P)

Tax policy, tariffs, trade limitations, political stability/instability, corruption, labour law, etc.
are included in possible political influences. Also, governments may have a significant
impact on education, health, and infrastructure. Political factors can have a significant

influence on businesses (Professional Academy, 2022; Statius Management Services, 2022).

Economic (E)

The inflation rate, exchange rate, economic growth, interest rate, consumer, unemployment
rate and business disposable income are all economic factors. These elements have a
significant impact on decision-making, how companies operate, and how profitable the
business is. Interest rates, for example, can have an impact on a company's growth rate along
with its ability to pay the debt. Another factor, the exchange rate, may affect both the supply
and cost of imported products and commodities, as well as the price of exporting goods.
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These factors can be divided into micro-economic and macro-economic. The management
of demand in a given economy is the subject of macroeconomic issues. Interest rate control,
government spending, and taxation policy are the key techniques used by authorities to
achieve this. Microeconomic issues are all about how people spend their money. This has a
significant influence on B2C (Business to Consumer) businesses (Professional Academy,
2022; Statius Management Services, 2022).

Social (S)

Population growth rate, age distribution, career views, cultural characteristics, health
awareness, cultural barriers, lifestyle, and a focus on safety are all social factors (also known
as socio-cultural). These elements can have a direct impact on the demand for the company's
products as well as how the firm operates, how marketers perceive customers and what

motivates them.

For instance, an ageing population can indicate a smaller and less motivated workforce
which influences the labour supply and expenses. Thus, businesses may respond by using
various measures, such as actively engaging older workers and making employment more

appealing to them (Professional Academy, 2022; Statius Management Services, 2022).

Technological (T)

Digitalization, R&D, internet connectivity, IT security, level of innovations, technological
awareness and other technological factors influence management and marketing in
businesses. Fast technological improvements such as electric and self-driving automobiles
will undoubtedly have a significant impact on society. Furthermore, the increased internet
connectivity gives many businesses access to the worldwide market. On the other hand, it
can also pose challenges in terms of online security. Many technology factors may alter the
entry barriers for new start-up businesses. Technology shifts are likely to influence the
quality, costs, and innovation. It brings new methods in production, distribution, and

communication (Professional Academy, 2022; Statius Management Services, 2022).

Environmental (E)

Environmental factors can be, for example, environmental policies, climate change, weather,

and climate. These issues have grown in importance because of rising raw material
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shortages, ethical and sustainable business practices, government-set pollution targets, and
government-set carbon footprint targets. Moreover, those issues may have an immediate
impact on industries such as agriculture, insurance, and tourism, while also influencing
demand for certain products and services. Furthermore, as people become more conscious
of climate change and its consequences, businesses are changing how they operate and the
goods they sell. This results in the creation of new markets while simultaneously decreasing
or eliminating existing ones (Professional Academy, 2022; Statius Management Services,
2022).

Legal (L)

Legal factors include, for example, health and safety, environmental law, labour law,
consumer rights and antitrust law, or product labelling. All can have an impact on how the
company runs its costs and in certain cases its demand. Thus, the organization’s legal issues
must be successful in the trade, especially when going globally since each country has
different laws and regulations (Professional Academy, 2022; Statius Management Services,
2022).

2.2 PESTEL Analysis — Czech Republic

Political

Similarly, as in Slovakia, the political system in the Czech Republic is a democratic
parliamentary republic. The Head and the commander-in-chief of the army is the president.
Parliament, which consists of the Chamber of Deputies, the lower house, and the Senate is
the supreme legislative body of the Czech Republic (MZV, 2021).

Since both Slovakia and the Czech Republic are in the European Union (EU) which is a free
trade area, there are not many obstacles when moving the business to another country. As a
small starting marketing agency, they focus on small and medium businesses (SMESs).
SMEs, which constitute 99 % of all businesses in the EU, are the most important part of the
European economy (European Union, 2021). In 2018, small and medium-sized businesses
made up 99.83 % of the total number of active business entities in the Czech Republic
(31600, 2019).
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Figure 5 provides an overview of the evolution of the political stability index from 1996 to
2020 in the Czech Republic. This index measures the stability of the countries where the
minimum is —2.5 which means weak stability and the maximum of 2.5 represents strong
political stability. During this period, the Czech Republic's average score was 0.96 points,
with a low of 0.33 in 2000 and a high of 1.15 in 1996. The most recent value is 0.92 from
2020. In comparison with the world average of —0.07, the Czech Republic can be presented

as a politically stable country (Eurostat, 2021).

1.15

0.33
1996 2000 2003 2005 2007 2009 20Mm 2013 2015 2017 2020

Figure 5: Evolution of Political Stability in the Czech Republic
Source: The Global Economy, 2021

The Czech Republic’s tax system was introduced in 1993 when the 3 groups of taxes were
formed: indirect taxes (VAT, customs duties, ecological tax), direct taxes (income tax,
property tax, transfer tax), and other taxes. In general, the corporate income tax rate is 19 %,
but if there are for example, pension or investments funds, a special tax rate of 5 % is used.
A personal income tax rate is 15 %. Employees' tax base is determined by multiplying their
gross salary by the employer's health insurance and social security contributions. A 7 %
solidarity tax is imposed on business or employment revenue that exceeds the average wage
48 times (Czechlnvest, 2021).

Economic

Table 2 summarizes selected economic data from recent years; 2016 — 2020 in the Czech
Republic. Until 2019, GDP and GDP per capita rose annually, but in 2020 there was a slight
decrease. In terms of unemployment, it fell by more than 1 % in the reporting years, from
3.95 % in 2016 to 2.55 % in 2020. Inflation increased from 2016 to 2017 in the reference

period. Then, in 2018, there was a minor decline of 0.4 %, but in the following years,
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inflation rose to 3.2 %. To add the most recent information, the latest problems with the
Covid situation and the war in Ukraine, caused the fastest growth in history. The inflation in
the Czech Republic in 2021 was 3.8 % which has already been the highest since 2008 and
in February 2022 the rate grew up to 11.1 % and is still growing (CNB, 2022).

Table 2: Economic Data - Czech Republic

GDP GDP/Per Capita | Unemployment .
Year (billions USD) | (USD)* rate Inflation rate
2016 196.27 18 575.23 3.95% 0.68 %
2017 218.63 20 636.2 2.89 % 2.45 %
2018 248.95 23419.74 2.24 % 2.15%
2019 252.50 23 660.15 2.01 % 2.85 %
2020 245.34 22 931.26 2.55 % 3.16%

Source: Own processing based on World Bank, 2021a

Table 3 illustrates the economic evolution of the Slovak Republic from 2016 to 2020.
Development of GDP and GDP per capita has a similar growing trend as in the Czech
Republic as well as a slight decrease in 2020. GDP in Czechia is 2 times higher which shows
that it is a more developed country economically and has a bigger market. The difference in
GDP per capita is a bit lower, but Czechia is still better. The decreasing trend is recognized
in the unemployment rate, which declined by 3 % from 2016 to 2020. An interesting factor
is the inflation rate. In general, there is the same growing development in both countries. On
the other hand, the growth in the Czech Republic is higher. This is caused by the currency
used in the country, the Czech crown is weaker than the euro and it is harder to coordinate
interest rates. In Slovakia, the inflation rate in February 2020 grew rapidly as well, up to 9 %
(Tasr, 2022).

Table 3: Economic Data - Slovakia

GDP GDP/Per Capita | Unemployment .
Year (billions USD) (USD) e Inflation rate
2016 89.61 16 501.08 9.67 % 0.52 %
2017 95.16 17 494.73 8.13 % 131 %
2018 105.6 19.380,51 6.54 % 251 %
2019 105.28 19 303.55 5.75 % 2.67 %
2020 105.17 19 266 514 6.60 % 1.94 %

Source: Own processing based on World Bank, 2021a

Exchange rate development against the Czech crown (CZK) has an impact on the company's
international business activity. Figure 6 illustrates the evolution of the average CZK to EUR
(euro) exchange rate from 2016 to 2022. The CZK exchange rate was slightly unstable
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against the EUR in recent years, as shown in the graph, but not in a bad way for the Czech
Republic. The currency fluctuated from 25 CZK to 27 CZK from 2020 to 2022. Differing
from countries paying by euro, doing business in the Czechia with the stronger Czech crown,
the operations in this area can get more expansive, reducing the income when transferring
earned money to the euro account. However, given the current global problems, it is
impossible to foresee how the exchange rate will alter in the future, so businesses should
plan accordingly (Kurzy.cz, 2022).

24
2016 2017 2018 2019 2020 2021 2022

Figure 6: Evolution of the Exchange Rate CZK/EUR
Source: Kurzy.cz, 2022

Table 4 compares the proportion of educated people before the financial crisis and now. In
comparison with the average of the EU, variable tertiary education (university students) is a
bit low. But in comparison with Slovakia, it is higher, as you can see in Figure 7 which
shows how many students enrol the university studies in the country. For the company, it

means they have a higher chance of finding better-educated employees in the foreign market.

Table 4: Proportion of Population with Completed Education

Level of At Least Upper Upper Secondary . .
Education | Secondary Education Education Tertiary Education
Age/Year 2007 2020 2007 2020 2007 2020

25-64 91 % 94 % 77 % 69 % 14 % 25 %

Source: Own Processing based on Eurostat, 2021
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Figure 7: Gross % of Tertiary School Enrollment
Source: World Bank, 2021c

Social

Social and demographic factors have a significant impact on the industry. The main
influences appear to be the demographic trend of population growth, population composition
in terms of the age groups, and the linked problem of population ageing. Figure 8 illustrates

the evolution of the population by age group visually.
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Czech Republic: Age structure from 2010 to 2020

® 0-14years @ 15-64 years 65 years and older

Figure 8: Age Structure in the Czech Republic
Source: Statista, 2021

As the chart shows, between 2010 and 2020, the population of the Czech Republic gradually
ages every year. As a result, the working group, aged 15 — 64 years, decreased. A positive
aspect for the future development is the children category, aged 0 — 14 years, there is a slight
increase every year which will help the economy in the future, the working population should

grow too.

On the contrary, Table 5 shows that there was a slight decrease in population growth which
contradicts the previous assumption. On the other hand, in the previous years is a visible
rising trend from 0.19 % in 2016 to 0.39 % in 2019.

Table 5: Evolution of the Population Growth Rate
2016 2017 2018 2019 2020

Population
growth rate

Source: Own processing based on World Bank, 2021b

0.19 % 0.27 % 0.33% 0.39 % 0.25%

Another important economic factor is the potential customers' average monthly wage. As
shown in Table 6, the average monthly wage increased by over 8 000 CZK between 2016
and 2020.
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Table 6: Development of the Average Wage — Czech Republic

2016 2017 2018 2019 2020
Average
month 27 589 29 504 31 885 34 125 35611
wage (CZK)

Source: Own processing based on kurzy.cz, 2021

Technological

To keep up with the ever-changing market and competition, businesses must be focused on
technology advancements and new trends. In this company’s case, they should make sure

their programs and knowledge are up to date, so they can offer high-quality results.

Environmental

The Czech Republic is in the temperate zone which means four seasons are changing
throughout the year. Being in the middle of Europe with stable weather, there are no

catastrophic threats that could affect the business.

Legal

The Czech’s government priority is to maintain the competitiveness of the country and
strengthen its position in the world. As a result, they do everything towards creating better
business conditions. For example, the new strategy for support of small and medium
businesses for the period 2021 - 2027 was accepted lately (61020, 2021)

Another example is Act N. 33/2020 Coll. which came into force in January 2021. It made
major amendments to the Business Corporations Act primarily in the areas of limited liability
firms and joint-stock corporations (e.g., regulations influencing the development of limited
liability corporations and the monistic structure of joint-stock enterprises). The amendment
also addresses various ambiguities in commercial law that developed because of the

Business Corporations Act's effectiveness (PRK Partners, 2021).

The Civil Code regulates commercial agency agreements, which must be written, under
relevant EU legislation, particularly the Self-employed Agents Directive (86/653/EEC). An
agent looks for potential clients who are interested in doing business with the principal and

may be authorized to enter contracts with those customers on the principal's behalf.
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A commission must be paid to the agent by the principal. Unless otherwise agreed, the
agency applies to the Czech Republic's territory or the nation where the agent's registered
office is located. In some situations, the agent is entitled to further compensation if the

agency is terminated (PRK Partners, 2021).

The Advertising Act regulates advertising in general, limiting some types of advertising
(such as insulting or subliminal advertising) and advertising in specific industries (e.g.,
alcohol, and tobacco). False advertising is also a form of unfair competition or commercial
behaviour that is illegal. The Council for Advertising has a code of ethics that all major
advertising agencies must follow. If the advertising violates the code of ethics, the
Arbitration Committee can propose that it can be removed. Apart from the general
advertising restrictions stated, there are no regulations particular to public relations agencies
(PRK Partners, 2021).

2.3 Porter’s Five Forces Analysis

Porter's five force analysis is a useful technique for investigating the company’s industry and
determining its strengths and weaknesses. This model analyses the attraction and structure
of the industry in which the organization competes and helps formulate the company’s
strategy. As the company's attractiveness grows, so does the likelihood that it will be able to
profit from its chosen methods. After determining the strength of the five forces, it should
be decided how appealing the industry in which the company competes is. Porter's model
can be used to understand the amount of competition within an industry and improve the
company's long-term profitability in any sector of the economy. It is a business model which
explains why industries can maintain variable levels of profitability. The five forces are
widely used to assess the threat of new entrance and substitutes, the bargaining power of
suppliers and customers, and competitive rivalry (Investopedia Team, 2020; Hitt,
2016). Figure 9 provides a basic overview of all five forces, more is explained below.
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Figure 9: Five Forces Model
Source: Porter, 2008, p.27

2.3.1 Competitive Rivalry

Rivalry among enterprises within an industry is a major driver of the overall condition of
competition and the general degree of profitability in most industries. The number of
competitors and their willingness to underbid the company is the first of the five forces. The
more competitors, similar products, and services they offer, the less powerful the company
becomes. Companies may win the customers and suppliers by offering better deals with
lower prices than the competitors, sometimes lower than input costs. On the other hand, with
a low number of competitors, the corporation can set higher prices and dictate the terms of
deals to increase sales and profits. Some industries do not focus on price, but the rivalry is
concentrated on advertising, innovation, and other non-price factors. When there is an
interaction between six factors: concentration, diversity, differentiation of products, extra
capacity, and cost conditions, the level of rivalry between established businesses can be
identified (Investopedia Team, 2020; Grant, 2016).

The number of enterprises and their size that are competing in a market is referred to as seller
concentration. The concentration ratio, which is the aggregate market share of the top

manufacturers, is the most frequent way to measure it. When there is only one dominant
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company on the market, it has much leeway when it comes to setting prices. The price of
products and services is usually similar when there are two or more dominant companies, so
the non-financial factor is used more (e.g., advertising). As the number of enterprises on the
market grows, price coordination becomes more complex, and the possibility of a single firm
initiating price cuts grows too. Similarities like costs, objectives, or strategies help
companies to avoid price rivalry. The distinguishment of the products gives the business a
privilege to set the price, with similar products it is easier for customers to switch to the
competition. The capacity of the market has an impact on pricing too. Firms with extra
capacity are more likely to offer price reductions to attract new businesses. The balance
between capacity and demand is crucial (Grant, 2016)

2.3.2 Threat of New Entrance

The power of new entrants into a market has an impact on a company's position. The less
time and money it takes a rival to enter the company's market and become a viable
competitor, the more vulnerable an established company's position becomes. When the
industry earns a higher rate of return on capital than its cost of capital, it will attract new
entrants and companies diversifying from other sectors. Profitability will decrease to its
competitive level if entry is unlimited. Strong barriers to entry into the industry are an
advantage for the existing enterprises in this area because the corporation could charge
greater fees and find a better deal. In a market with no entry barriers, despite the number of
businesses in the market, pricing and profits tend to be competitive. The main entry obstacles
are capital requirements, economies of scale, absolute cost advantage, product
differentiation, access to channels of distribution, governmental and legal barriers,

retaliation, and the effectiveness of barriers to entry (Investopedia Team, 2020; Grant, 2016).

For instance, the input capital costs in the industry may be very high for all the businesses
except the big ones or vice versa. Economies of scale apply to industries with large capital
requirements for the new entrants. As a result, the massive and indivisible investments in
technology, manufacturing facilities, marketing, or research as well as cost-effectiveness,
demand amortization of these inseparable costs across a vast volume of outputs. The
challenge for the newcomers is that they usually start with a little market share and are thus
forced to tolerate high unit prices. Moreover, regardless of scale, established enterprises may

have a unit cost advantage over newcomers. Ownership of low-cost raw material sources
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frequently results in absolute cost advantages. The industry with differentiated products
provides companies with the advantage of brand awareness and loyalty of customers. For
the newcomers, it represents higher input costs for promotion and advertising of the brand.
In general, markets with strong entry barriers have higher profit margins than the rest of the

economy (Grant, 2016).

2.3.3 Bargaining power of Customers

Companies compete in two types of markets: input markets where they buy services, raw
materials, components, and output markets where they sell their products to consumers. The
ability of customers to drive down prices or their level of power is the next element of
Porter’s five forces. It is influenced by the number of clients the organization has, the
importance of each client, and the expense of finding new consumers or markets for the
company's output. With a smaller and stronger client base, each customer has high
negotiating leverage to get better rates and packages. A business with a large number of
smaller and independent consumers will find it easier to raise prices and increase profits
(Investopedia Team, 2020; Grant, 2016).

Customers’ capacity to negotiate lower prices is determined by two factors: price sensitivity
and negotiating strength relative to other enterprises in the industry. The more important the
item as a percentage of the total cost is, the more price-competitive the purchaser will be.
Furthermore, the higher rivalry among competitors there is, the more eager are businesses to

decrease their prices (Grant, 2016).

2.3.4 Bargaining power of Suppliers

The next force model's aspect considers how quickly suppliers may raise input costs. The key
factors in this part are the difficulty of the business to switch between suppliers and the
bargaining power of every participant. It is influenced by the number of suppliers of a
service’s or product’s essential inputs, how special the inputs are, and how much switching
to another source would cost the corporation. The fewer suppliers in the market, the more
reliant a company is on them. Therefore, the distributor has a higher influence and can raise
input costs and demand or other trade advantages. On the contrary, a firm can higher its
profits and keep the input price when there is a high number of distributors, or the price is
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low when moving to a competitor. A significant source of the power of suppliers is labour
unions. For example, in the United States, there are about 60 % of employees who are part
of these unions which helped them earn 5 % points lower on returns on investments than in
less unionized industries - with less than 35 % of employees (Investopedia Team, 2020;
Grant, 2016). The participation in labour unions is much lower in the Czech Republic and

Slovakia, however, the overall statistics have not been made yet.

2.3.5 Threat of Substitutes

Competition from substitutes is the final element of Porter’s five forces. Alternative products
that can be used instead of the company’s services and goods are a threat. Firms that
manufacture goods or services with no near substitutes will have more freedom to raise
prices and secure pleasing terms, customers are insensitive to the price of these products. On
the other hand, with substitutes, customers can change their preferences. Customers’
willingness to pay a certain price for a product is influenced by the availability of substitute

goods and services (Investopedia Team, 2020; Grant, 2016).

2.4  Porter’s Five Forces Analysis — Company X

This chapter provides Porter’s five forces analysis for Company X.

2.4.1 Competitive Rivalry

The low unemployment rate in the Czech Republic pushed the market to increase salaries
and as a result, possibly decrease the cost competitiveness. Having a 6.3 % increase in 2017,
nominal salaries per employee climbed by 8 % in 2018, which is remarkably higher than the
EU average of 2.7 %. In 2020, with the increase of 1 250 CZK, the minimum wage in
Czechia was 14 600 CZK. Unit labour expenses climbed by 6.3 % in 2018, up from 3.6 %
in 2017 which is much higher than the EU average of 2.5 %, as you can see in Figure 10.
Constant wage growth over labour productivity growth could, in the medium term, lower a
firm’s profitability, reflected in higher export and consumer prices, and have an impact on

their investment behaviour (Brussels, 2020).
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Figure 10: The Nominal Unit Labour Cost Breakdown
Source: Brussels, 2020

For every 1 000 inhabitants in the Czech Republic, there were about 47 companies by the
end of 2019. In the following months, the number grew even with the pandemic to almost
49 businesses. Out of the national average is the capital city Prague where almost 44 % of
companies are registered there as you can see in Table 7. The second-largest cumulation of
companies is in South Moravia. Table 7 analyse the data of Itd. and joint-stock companies
(Bisnode, 2021).

47



Table 7: Distribution of LTD and Joint-Stock Companies Among Regions

Region Population Total n..of Share of the |N. of co_mpan_ies per
companies total (%0) 1 000 inhabitants

Central Bohemia 1385141 39 547 7.57 28.55
Hradec Kralové 551 647 15 159 2.9 27.48
Karlovy Vary 294 664 9915 1.9 33.65
Liberec 443 690 13 180 2.52 29.71
Moravia-Silesia 1200 539 37 324 7.14 31.09
Olomouc 632 015 17 454 3.34 27.62
Pardubice 522 662 13613 2.61 26.5

Plzen 589 899 17 439 3.34 29.56
Prague 1324 277 228 185 43.67 172.31
South Bohemia 644 083 17 845 3.41 27.71
South Moravia 1191 989 61 357 11.74 51.47
Usti nad Labem 820 965 20 425 3.91 24.88
Vysoc¢ina 509 813 10 630 2.3 20.85
Zlin 582 555 17 397 3.33 29.86
Unclassified N/A 3080 0.59 N/A

Total 10 693 939 522 550 48.86

Source: Translated from Bisnode, 2021

Table 8 provides an overview of the number of sole proprietorships among regions in

the Czech Republic. As in Table 7 for companies, the situation is similar and the highest

cumulation of sole proprietorships is in Prague and the second is South Moravia. Part of both

regions are the two biggest cities in the Czech Republic (Prague, Brno) which could explain

the higher cumulation of businesses.
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Table 8: Distribution of Sole Proprietorship Among Regions

N. of sole
Region Population ro Sple hi Shar? o:/the proprietorship per 1
proprietorship | - total (%) 000 inhabitants

Central Bohemia 1385 141 282 384 13.13 203.87
Hradec Kralové 551 647 112 383 5.23 203.72
Karlovy Vary 294 664 55 595 2.58 188.67
Liberec 443 690 94172 4.38 212.25
Moravia-Silesia 1200 539 197 674 9.19 164.65
Olomouc 632 015 113721 5.29 179.93
Pardubice 522 662 96 721 4.5 185.05
Plzen 589 899 115 201 5.36 195.29
Prague 1324 277 365 056 16.97 275.66
South Bohemia 644 083 131234 6.1 203.75
South Moravia 1191 989 234 443 10.9 196.68
Usti nad Labem 820 965 138 218 6.43 168.36
Vysoc¢ina 509 813 93 339 4.34 183.08
Zlin 582 555 114 301 5.31 196.21
Unclassified N/A 6 253 0.29 N/A

Total 10 693 939 2 150 695 201.11

Source: Translated from Bisnode, 2021

Based on the Vydavatelstvi Cas database, there are 868 marketing companies in
the Czech Republic. The highest cumulation of the companies is in the capital city. The
second place goes to Brno and the third is the area of Hradec Kralové and Pardubice as you

can see in Figure 11.
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Figure 11: Distributionvof Marketing Companies in the Czech Republic
Source: Vydavatelstvi Cas s.r.0, 2020-2021
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Table 9 provides information about some of the top marketing agencies in the Czech market.
This table summarizes information about the number of employees, and the revenues from
2018 to 2020, plus it compares the amount of cooperation with small or big businesses (big
are considered those with more than 250 employees and a turnover of over 50 million euros,
small are with lower turnover or non-profit organizations) in marketing. Analysing the size
of the companies they provide services to, their revenues, and the number of the
employees helps in determining whether they work with one big company at a time or more
small companies at the same time. There is a higher probability that doing marketing with
larger companies involves more investment money and requires sometimes half a year to
plan the campaign. Small companies have limited budgets, then the services are limited too,
and the focus may be only on one area of promotion. In this case, it does not consume as

much time and the marketing agencies can provide their services also to other companies.
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Table 9: Competitor Summary

c L ocati Number of Sales Cooperation with companies
ompany ocation Employees (millions) -
Big Small
MCCANN- Mastercard, g\ ¢R, People
ERICKSON Prague 50-99 466.9 - 604.1 |[Lego, Coca- in need
Cola
Kozel, Misa,
TRIAD Advertising | Prague | 20-24 | 751-917 fk"ezner Urauell,
Gambrinus
Skoda, Nivea,
Etnetera Motion Prague 10-19 56.8 - 83.1 Peps, Ayenler,
\Volkswagen, |Hisense
Rossmann
Czech Point
Passion Staropramen, (101, Ceeli
Communications Prague 1-5 1.3 Corny Institut, AAA
IAuto
'Yves Rocher,
. HP, HIPP, DM, .
Elite Bloggers Prague 6-9 13-22.1 La Roche- Stabilo
Posay
Decathlon SK,
. EP Energy .
Effectix.com Prague 1-5 44.1-53.2 Trading, Filson
IAlbixon
. Jech CZ, Revilo
Mc Marketing Prague 1-5 19-33 N/A Auto, Donap
Bosch, Skoda
'ngbj{)licczem Prague 6-9 94.7-111.9 |Auto, Loono
P Zlatopramen
Repromeda,
Mendelova
Ikea, DM, univerzita v
LESENSKY.CZ Brno 10-19 14.3-17.9 E.ON. Kofola |Brne,
Masarykova
univerzita
Microsoft Motora,
Agentura Foxy.cz Brno 1-5 29-6.4 . ’ Gentleport,
Notino, Emco Amix

Source: Own processing based on Criff, 2018-2020; Triad, 2021; McCann, 2021; Etnetera Motion,
2021; Lesensky.cz, 2021; Passion Communications, 2021; Elite Bloggers, 2021; Effectix, 2021,
McMarketing, 2021; Foxy, 2020
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2.4.2 Threat of New Entrance

The Czech Republic was rated in 2020 as one of the top investment countries in Eastern
Europe and has attracted many American businesses. Based on the data of the Ministry of
Industry and Trade there were 897 566 registered companies by the end of December 2020
(MPO, 2021; Czech Foreign Ministry, 2021).

Starting a business in the Czech Republic for small and medium-sized businesses is easy and
low-priced or some would better say easier than before but still not great. Firstly, when
establishing, for instance, a Limited Liability Company (Ltd), it is necessary to expect some
starting costs like a fee for the services of a notary which is approximately 4 800 CZK. To
obtain a trade license, they must pay a fee of 1 000 CZK for setting up a sole proprietorship.
Then, a fee of 6 000 CZK is paid to the court of registry or a notary fee of 2 700 CZK.
In total, the first start-up costs grow up to 8 500 CZK (CSOB, 2021). Appealing is the
minimum share capital which is 1 CZK and there is no need to have more than one
shareholder (Herz, 2021).

Company X is based in Slovakia which means that it is subject to laws primarily by their
regulations. According to Value Added Tax Law, paragraph 7: “..taxable persons who
receive or supply services from/to another Member State for which the place of supply is
determined under Section 15(1) of the VAT Act and the person liable to pay the tax is the
recipient of the service shall be registered. By registering under this provision, taxable
persons shall not become taxable persons. They are liable to pay tax on receipt of the service
from the foreign taxable person but are not entitled to deduct the tax.” (Translated from
Finanéné riaditel'stvo SR, 2014) Other terms would be applied in case the company was
planning to establish a subsidiary in the market which for Company X is not applicable at

the moment.

2.4.3 Bargaining power of Customers

A customer's power is linked to how many customers the company has, how significant each
customer is, and how much it would cost the company to find new customers or markets for
its products. A smaller and more powerful client base means that each customer has more

power to negotiate for lower prices and better deals.
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The customers in this case are the SMEs. There are a lot of companies in general, but the
market is also saturated with marketing agencies. Company X should consider the prices and

quality of its offered services since it can lose customers easily.

Figure 12 shows the most common industries where the companies operate in the Czech
Republic. The top industry is services, where our company fits too. Online marketing
became one of the most used tools during the pandemic. In general, there is a threat that a
lot of marketing companies have already switched to online (social media) marketing. Also,

there is a potential for new companies to emerge.

TOP Industries in Czech Republic

806,037 registered companies
Industry Number of Companies Percentage

. Services 281,050 349 oEEEE——
*  Finance, Insurance, and Real Estate 186,655 23.2 —

Wholesale Trade 95916

Retail Trade 59,686 7.4

Manufacturing 54,633

Construction 49,097
*  Agriculture, Forestry, and Fishing 26,879 -
*  Transportation, Communications, Electric, Gas, and S... 25,268 ®
¢ Public Sector 15,700 e

Unknown industry 10,707
*  Mining 446 0.1 .

Figure 12: Top Czech Industries
Source: HitHorizons, 2021

Business schools are full of students who are eager to start their businesses. These students
could be the future customers for Company X with their businesses. The Czech Republic
offers a lot of options to choose from when studying business. Most of them offer the capital
city, there are 28 faculties with the business program. Brno has 7 faculties, Ostrava 3 and
Ceské Budgjovice, Cesky Krumlov, Hradec Kralové, Jindfichiv Hradec Karlovy Vary,
Karvina, Liberec, Mlada Boleslav, Most, Olomouc, Pardubice, and Zlin have 1 each

(Vysokeskoly.cz, 2021). However, the most interesting ones are the universities where
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students can set up their businesses as a part of their studies. One of these is in Brno (Brno
University of Technology) and one in Prague (Czech University of Life Sciences Prague).

2.4.4 Bargaining power of Suppliers

Providing online marketing services does not require stable suppliers of products.
On the other hand, Company X provides all kinds of services from social media marketing
through SEO to web development. When the employees are not qualified in the areas that
are included in the customer’s requirements, they outsource the skilled person or send them

directly to the specialist. In this case, a competitor becomes its supplier.

The new potential suppliers or employees can be formed from students of marketing at the
university. The Czech Republic has many options to choose from when we talk about
marketing studies. Based on the portal vysokeskoly.cz (2021), most marketing schools are
in Prague where there is an option to choose from 24 faculties, then in Brno from 5,
Olomouc, Ostrava and Zlin offers 2 each, Ceské Budé¢jovice, Cheb, Hradec Kralové, Karlovy
Vary, Karvina, Liberec, Mlada Boleslav, Most, Pardubice, Plzeii and Znojmo have 1

university each, offering marketing programs.

2.45 Threat of Substitutes

Generally, all marketing companies represent a threat of substitutes to Company X.
However, higher competitiveness comes from the companies which are specialised in
specific areas. For instance, a company called Elite Bloggers focuses on influencer
marketing which covers all social media, or the company Seolight provides expert
consultation and advice in the field of SEO optimisation. Another example is the company
called TRIAD Advertising; they offer more services but most of their work is focused on

traditional marketing like creating TV advertisements and public relations in general.

2.5  SWOT Analysis — theoretical background

SWOT analysis is one of the main tools that are necessary for planning. This method

analyses the internal and external areas of business. From the abbreviation, S stands for
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strengths, W for weaknesses, these are internal instruments, then O for opportunities, and T
for threats which are external instruments. The framework of SWOT analysis helps
the company to evaluate its position among competitors, and estimate its risks, performance,
and potential (Kenton, 2021; Kudriavtceva, 2019; Mind Tools, 2021).

This strategic planning technique assists the company in determining what they do well and
helps in the development of a successful future strategy by revealing its current and future
potential. SWOT analysis can unveil the aspects of the business that are holding them back
or that their competitors could take advantage of if they don't protect the company. By
analysing the internal and external environment, the company can control some of the
factors. To achieve a clearer overview, the corporation must analyse as many variables as
possible (Kenton, 2021; Mind Tools, 2021).

It is a data-driven and realistic method which may appear straightforward at first, but when
applied thoughtfully and cooperatively, it discloses a lot. For instance, a company is well-
aware of some of its strengths, but they may not realise how inconstant these strengths are
unless they note them down together with threats and weaknesses. On the other hand, it can
also help the company to reveal some opportunities. But the company needs to maintain the
analysis precise (factual) by avoiding prejudgments or grey zones. They need to focus on
real-life scenarios (Kenton, 2021; Mind Tools, 2021).

2.5.1 Creation of SWOT Analysis

As you can see in Figure 13, the most common scheme for SWOT analysis is a square
(matrix) structure divided into 4 quadrants, one for each aspect. This matrix is divided into 2
main groups. The first group, as mentioned before, analyses the internal and external
environment of the organization. The second group analyses the aspect which has positive
(strengths, opportunities) or negative (weaknesses, threats) impact on the company (Kenton,
2021; Mind Tools, 2021).

To avoid personal feelings in the analysis, it is recommended to form a team of people
(employees) from all the areas and positions in the business. As a result, SWOT analysis
with its layout provides the company with an overview of its competitive position (Kenton,
2021; Mind Tools, 2021).
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Figure 13: Scheme of SWOT Analysis
Source: Francis, 2022

Strengths

This quadrant should involve aspects that the organization performs exceptionally. It should
involve the features that the competitors do not have, what differentiates them, and what
makes them special. For example, the motivation of employees, the access to resources, the
manufacturing methods, the dedicated customers, the special technology, or the good brand
name could be included. The company should analyse its “Unique Selling Proposition”
(USP) (Kenton, 2021; Mind Tools, 2021). USP is something that the brand has, and others
do not. It is a unique feature of the product or brand that differentiates the product from the

competition and is also relevant to the target group.

Weaknesses

Weaknesses involve features that are inherent. The organization in this part should think of
the aspects that can be improved. How the external environment on the market sees them.
They need to examine what they are worse at than the competitors. Put the focus on their
resources, employees, procedures, or even financial flow (Kenton, 2021; Mind Tools, 2021)
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Opportunities

This aspect can be recognized and formed from the market research. Opportunities are
referring to the external factors that could provide the company with a competitive
advantage. Organizations should consider good prospects that they can take advantage of
right away. Even minor advantages can help the company’s competitiveness. Companies
need to track the changes in the government policies, changes in population or social patterns
etc. (Kenton, 2021; Mind Tools, 2021).

Threats

Threats represent the obstacles and factors that could harm the business. The company
should consider what stops the business from launching the products. For example, factors
like rising prices of resources, environmental disasters, and increased competition can have
a negative impact on the company. The consideration of the competitors doing should be
included when forming the SWOT analysis (Kenton, 2021; Mind Tools, 2021).

SWOT Analysis of Company X will be conducted in the next chapter under strategy

formulation.
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3. Strategy Formulation

This chapter is talking about the strategic plan of Company X. Firstly, the company is
introduced. Then a work schedule and division of responsibilities are summarized. And
finally, the strategy formulation is written in this chapter with the set objectives for further
development of the company.

3.1 Introduction of the Company

Company X Ltd is a marketing agency based in Slovakia that covers a wider range of
platforms, ensuring that organizations have access to all the networks they require for their
success. The first idea for the establishment of this start-up company arose in 2019 from two
friends who were eager to make a change in the world, the same year the company started
its operations. It cannot be said it was the best time to start a business nor the worst. As we
all know, this year a pandemic situation shut down many small businesses. It also affected
Company X which had its first contracts cancelled. Luckily, online marketing does not
require high input costs, so they survived. In the following years, when people adapted to
the pandemic situation, the attitude of the companies changed, and online marketing became
more popular. This brought some successful contracts to the company and it is now operating
internationally. Currently, they work with companies in Slovakia where they have 5 active
contracts, Saudi Arabia with 2 active contracts, and the United States of America with 2

active contracts.

Company X offers various scales of services: marketing, graphic design, web design, copy,
photo, and consulting in analytics. They proudly provide advertising innovations that have
no limits. As they like to say: “Welcome to the digital era of marketing - a place where

everything is possible.”

Until now Company X was operating more like a “freelancer”, they had a vision of where
they wanted to evolve, but there was no written document with specific objectives and plan
on how to achieve them. The aim of this master thesis is to analyse a company’s internal and
external environment based on which the strategic plan would be created. The main goal is
to expand to the Czech Republic’s market and develop digital solutions. The following

chapters will talk more about the company and its strategic plan.

58



3.2 Project Schedule

Figure 14 provides an overview of the planned schedule for the project: “Strategic Plan of
Company X”. In June 2021, the team responsible for this project with their responsibilities
was supposed to be formed. Following month, market research of the targeted market, the
Czech Republic, with an analysis of the company was planned to be conducted by using
tools like PESTEL analysis, Porter’s Five Forces, and SWOT analysis. The SWOT analysis
also requires information from the market research thus, it overlaps with the next month,
August 2021. After gaining all the necessary information, from August to September 2021,
the main objectives were to be set, and the strategic plan was to be formulated. The
implementation of the strategy was planned to be in progress from October to
December 2021. The strategic plan requires constant adaptation thus, from January until
March 2022, the responsible team was to collect all the data to evaluate them and suggest
further improvements to achieve success. Whether it all went according to plan will be

summarized in the evaluation.

Activity/ Month Jun-21 Jul-21 Aug-21 Sep-21 Oct-21 | Nov-21 | Dec-21 | Jan-22 Feb-22 | Mar-22 | Apr-22

Team Formation

Market Research

Analysis of Company

Strategy Formulation

Implementation

Data Collection

Evaluation

Figure 14: Project Schedule
Source: Own processing

3.3 Team Formation

For the project: “Strategic Plan of Company X three people were selected: two people who
are the founders of the company and the author of this master thesis. Table 10 provides an
overview of given tasks with responsible persons. The following letters were used for better

clarity of tasks: B — author of master thesis, E — founder, S — co-founder.
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Table 10: Division of Responsibilities
Task Responsible Person
Market Research B,S
SWOT Analysis B,E,S
Mission, Vision B,E,S

Implementation B,ES
Strategy

Formulation B,E,S
Data Collection B,E,S
Evaluation B

Source: Own processing

3.4  Strategy Formulation

This chapter summarizes the strategic plan of Company X based on the market research
conducted in Chapter 2 and the company analysis.

3.4.1 Foundation

Vision

“Our goal is to cover all marketing areas and reach the whole online sphere.”

Mission:

“We aim to dominate the digital marketing market by exploiting the software solutions space

and gaining the trust of new clients early on.”
Core Values

The Core Values of Company X have been the same from the very beginning. Each
employee is taught these values and is expected to act in harmony with these values in every

aspect.
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Core Values:

e “Quality — We provide a maximum of our capacity.
e Results focus — We care about positive results.

e Trust — Mutual trust and long-lasting relationships are our number one.”

About Company

Company X is a marketing agency that covers a wider range of platforms, ensuring that
organizations have access to all the networks they require for their success. They provide
individual approaches with the highest quality of services. As mentioned in the mission
statement, the company’s goal is to achieve the trust of clients. This trust can consequently
be garnered to form long-term relationships with companies and allow them to offer

additional digital growth-related services.

How are they different?

Company X is one of the few marketing agencies that offer software solutions that are

marketing oriented.

Target Audience

Company X targets everyone in the world who wants to be seen. Nevertheless, when talking
more concretely, the targeted audiences are the SMEs or proprietors who have either a need
to promote their business (have a higher impact) or a need for a new website. In both areas,

clients are provided with unique solutions of the highest quality.

3.4.2 SWOT Analysis of Company X

After working on web development, several strategic analysis activities and focus groups
have been conducted over the last months to assess the company and market. In all the
activities, there have been certain topics that have resurfaced. The strengths, weaknesses,

opportunities, and threats for Company X are summarized in Table 11.
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Strengths

Company X provides diverse services with an emphasis on quality. They specialise in online
marketing, and they also provide technical/software services like web apps which is their
biggest strength in comparison with other marketing agencies. Another strength is the young
team which is agile and flexible. Young people do not have “bad” habits yet, so the
management can form them the way they wish. Furthermore, young employees are less
financially demanding than senior employees with families. Until July 2021, based on the
reviews of clients, Company X had 98 % of customers satisfied and that is the goal to keep

up with or even better.

Weaknesses

Company X does not have any full-time employees which can be considered a weakness but
also a strength. On one hand, there is a chance they may leave the company or there will be
no available employee for the specific job. On the other hand, these employees as a sole
proprietorship get part of the profit which can be sometimes higher than would be their
salary. Thus, they have the motivation to do their job well. Furthermore, the working hours
are not specified, so they have time flexibility when organizing meetings so everyone can
attend. Other weaknesses are interconnected with the office space that the company does not
have, they work from home. It is hard to build a friendly environment through the internet.
Moreover, meetings with clients are organized online as well which can be inconvenient for

some people especially the older ones, and even the emotions can be blurry sometimes.

Opportunities

Being a start-up company offers many opportunities for improvement and development. By
providing software services, Company X can be highly competitive by providing the best
quality for lower prices than the big and well-known companies. The digital world still has
room for improvement. There are many marketing agencies in the market at this moment,
but not everyone provides high-quality services. With the continuous development of the

digital world, weaker companies with lower quality services may end their market presence.
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Threats

Generally, Company X is locally focused on expansion into larger markets. But the biggest
threat is to persuade the market that they provide high-quality services and differ from other
marketing agencies. There are three main problem areas. The first is that they can not
collaborate with more companies at the same time due to a lack of employees, plus their
portfolio is not as wide as they wish for. Secondly, one of the threats and disadvantages
of Company X is brand loyalty. Companies that are already on the market have some loyal
customers who gained their trust throughout the years. Company X will be new in the area,
and it may take a lot of effort to persuade buyers that they are better. Furthermore, gaining
trust needs some time. Thirdly, as was already said, markets are saturated with marketing
agencies. Unfortunately, many poor-quality agencies spread a bad reputation also on other
marketing agencies. In addition, a lack of knowledge may push the client to choose a bigger
traditional company. Customers do not realise that these agencies create one campaign with
no further adjustments while other companies can adapt the campaign throughout the period

to have a greater reach.

With the evolution of “Do it yourself” platforms which are cheaper than hiring a specialist,
technology development can be considered a threat too. On one hand, these platforms
include some basic tools that may often help (e.g., when they write an article in one language
it will translate it to any other desired language). On the other hand, the tools are generalised
and without the custom approach that Company X offers, companies are losing their unique
value then. For smaller businesses, it can be useful, but the bigger enterprises need to
differentiate. Moreover, businesses that focus only on this area can develop their skills faster.

Last but not least, having no office in a foreign market is a threat for the agency as well as a

weakness mentioned before.
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Table 11: SWOT analysis of Company X

Strengths Weaknesses
o Technical Software Skills + e No office
Marketing o No full-time employees

Team Environment
Personal contacts with clients

e No full-time employees
e Young team

o Agility, flexibility

o Customer satisfaction

Opportunities Threats
« Software development o Brand loyalty
o Bigger markets e A lot of marketing agencies
o Development of the digital world e Personal contacts with clients
e No office

e Technology development
o Lack of knowledge of clients

Source: Own processing

3.4.3 Critical Success Factors

Being a start-up company brings a lot of challenges as well as opportunities. From the market
research, Company X knows that there are too many marketing agencies in
the Czech Republic, thus it is a very competitive market. To achieve success some factors
can harm the business and the company should not ignore them. In the case of Company X,
the critical factors are the following:

e Need for profitable cash flow
e Growth based on the growth of others

e Speed of success

To achieve profitable cash flow the company needs to secure more long-term contracts with
clients that are in harmony with its core values and mission statement. To explain the second
critical success factor, Company X is providing services that help other companies to grow.
With the successful results, a client becomes more visible and other companies may
recognize their campaign thanks to which Company X will gain potential future clients. The
success of their clients is the success of Company X. The bigger and the more successful the
client is, the better. Finally, the speed of success goes hand in hand with the previous factor.
Marketing campaigns require time to plan. Moreover, the speed of success of Company X is
limited by the speed of success of the company they are working for. Generally, each

business seeks fast growth with profits. If Company X creates a successful campaign that

64



helps the customer to bring its company forward quickly, more other businesses will notice
Company X and will demand its services.

3.4.4 Customer Value Proposition

“For companies that aim to reach a vast yet targeted audience our catered solutions offer a

customized approach to reach each client’s individual goals.”

Company X started as a marketing agency and was mostly working on social media
marketing. Other services were less used by the clients. In 2021 they developed a few web

apps and realised this might be a better area to focus on for future growth.

3.4.5 Strategic Priorities

From the analysis and objectives of the Company X, the following strategic priorities were

set:

1. Customer services

With the individual approach to each client and professional knowledge and skills,
Company X provides high-quality services that are and will be adapted individually based
on customers’ preferences. The collaboration with customers will be divided into two
approaches. When the client has specific preferences, a unique plan will be formed based on
the desired results, there will be no limitations. For clients who do not have a specific vision
yet, or do not know what to ask for, the packages with estimated prices and services included

will be created.

2. Local focus

Company X believes that when they become successful in one market (their brand will be
well-known there), it will be easier to succeed with their specific approach and satisfactory

effort also on the international level.
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3. Long-term partnership

Having long-term partnerships with clients equals the stability of the company and gaining
the trust of their clients. Loyal and satisfied customers are likely to share their experience
and spread a good name of Company X which will end up in new contracts.

4. Brand awareness

When providing high-quality services and reaching long-term partnerships, they reach more
clients by showing the ability to do good work. A good image of the brand in today’s
competitive market is a big advantage for the company. A key to success is a good start then

a snowball effect will do the rest.

3.4.6 Strategic Objectives

The main goal of Company X is to grow internationally. As was mentioned before, they
operate already in three culturally completely different markets. The Czech Republic was
chosen as the next market of focus because it is very similar to Slovakia. Both countries are
in the European Union which means they follow mostly the same regulations, plus they used
to be one country in the past and the cultural differences are omissible. To achieve their main
goal, smaller objectives are generated. These objectives can be divided into three groups,

customer objectives, financial objectives, and internal objectives.

In 2022, Company X is planning a complex development. The firm will be divided into

subunits: media and web, more will be explained later.

3.4.7 Customer Objectives

Customer objectives are concerned with how the clients view the company’s services. More
importantly, the offer of services needs to be clear. Ideally, by creating some packages that
should help improve the clarity of offered services and can be introduced to clients. These
packages should be divided into different budget levels with different services included.

With the change of strategy and focus, having only an individual approach is not the best
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direction to go. SMEs have a limited budget and showing them ahead that the company
provides services for reasonable prices gives them higher chances to attract new customers.

Moreover, the slight change of focus of Company X requires the web and the offer of
services to be updated. As a result, a group of specialists will be recruited, and a technical
team will be created that will work on the web development. The estimated time of project

fulfilment is six months. The customer objectives were summarized as follows:

1. Services Portfolio

Creating the packages for customers will help to get more clients and a better understanding
of the services that the company offers. The individual approach will not be excluded, and

the flexibility of packages can still be included.

2. Customer Satisfaction

Customer satisfaction is a non-changeable objective. Customers always come first and when
they are satisfied with the services, they can recommend the company to their business

partners or friends.

3. Market Knowledge

Good knowledge of the market helps the company to adapt its services to the demand. Thus,
the company should focus more on the demand of customers, and what they require more.
Therefore, market research needs to be conducted to get to know the competitors and the
market. What do they do better or what mistakes have they made to be avoided? As Julia
Quinn said: “Smart person learns from his mistakes, but a truly smart person learns from

other people’s mistakes.”

4. Growth of Customers

The “success factor” can be considered in the growth of customers. With more clients, the
company has more resources to expand and a higher chance to get even more customers and
gain their trust. Nonetheless, it also needs to be kept in mind that with more customers comes
greater responsibility and every mistake has a large impact on the brand which is sometimes
hard to take back.
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5. Reach Czech Businesses

Getting to a new market is a big challenge. If the company manage to get at least one long-
term contract, it will mean that the client was satisfied with their services and Company X

has a good understanding of the market to continue growing there.

3.4.8 Financial Objectives

Financial objectives are formulated based on the financial status of the company and its
strategic goals. The main objective is to achieve profitable cash flow. Thus, the company
needs to gain more clients who should help to increase revenues as well as profits of the
company. However, having ten clients one month and zero clients next month is not a
solution. Company X needs to gain the trust of the businesses and gain long-term contracts
with them. Throughout the year, the financial flows will be monitored, the revenues and

expenses that the company has. Thus, the financial objectives were summarized as followed:

1. Increase Revenues

The adoption of improved content deals (packages) should increase total revenues. Even
though they should not be prescriptive at this point, Company X believes that the change of

focus of the business will help to achieve desired results.

2. Increase Profit

With the growth of profit Company X will increase its capital assets. As a result, they will
have more money to invest in the development of the company, thus increasing the revenues

and profits even more.

3.4.9 Internal Objectives

As has already been partially indicated, Company X realised that digital solutions are more
prospective for growth than marketing services. When SMEs are starting a business the first
step is to provide their customers with communication channels including an overview of
their products or services. Their resources are limited, thus they focus on what is necessary,

for example, setting up an e-shop. Marketing goes on second place or even further. To
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achieve this objective, Company X will need a complete restructuring. Firstly, to grow as a
business, more people with skills in digital solutions need to be recruited. With higher
capacity, they can work on more projects at one time. Internal objectives are summarized

below:

1. Transfer from Marketing Agency to Digital Solution Company

The change of focus of the company will help to not only grow as a business but also
differentiate more from other marketing agencies. As a digital solution company, they will
have a better overview of their competitors and it will fasten their reactions to possible
problems. With the digitalization of marketing tools, it will be easier for the company to

compete even with bigger names such as TRIAD.

2. Expand Capacity

Employing more people may expand the capacity of the company and have more ongoing
projects, thus increasing revenues. Moreover, the knowledge may differ, and new
reinforcements can bring a new perspective to the company. However, with more customers
comes more responsibilities. There will be a need to create a workable scheme for the

reduction of miscommunications.

3. Increase Software Solutions Market

Providing services in software solutions will help customers with their problems. Especially
in the marketing and customer sector, software solutions make communication easier and
faster when they are done correctly. Businesses will either gain a competitive advantage or

adapt to the market.

4. Increase Digital Sphere

With the current trend of digitalization under Industry 4.0, old-school businesses are having
a hard time maintaining their business. With the help of Company X, they may get a chance
to continue operating. It will provide businesses vast opportunities to not only keep their
position in the market but also to overcome their competitors and provide better services for

customers.
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5. Achieve Long-term Collaborations

Long-term contracts show the quality of the company and clients’ trust in them. Plus, it is
always better to work with loyal customers who realise the company’s value and quality
provided to them. Long-term collaborations also show other potential clients that

Company X is reliable and that its customers are satisfied with its services.

3.4.10 Strategic Performance Measures

Once the strategic objectives have been specified, it was necessary to outline how the
progress can be measured. The majority of the measures were already in place and have been
linked to current goals. Even though only some objectives were new, all needed to be
implemented in the strategy. Either directly or to the relevant back-end system and then, they
needed to be extracted for usage in the strategy monitoring system. Until now there was not

an official strategy to be monitored in Company X.

The objectives were divided into two groups. Short-term objectives are supposed to be
achieved within a maximum of one year while long-term objectives should be achieved
within five years. Tables 12 and 13 summarize the specific targets of objectives to be
measured. Both long and short-term objectives have a target to achieve 100 % of satisfied
customers. A 2% increase from the previous rate of 98 % of satisfied customers was
measured based on the reviews from customers. Table 12 shows four more targets which
were to be achieved in 2022. The success of the achievement of short-term objectives will
be evaluated in Chapter 4. The first set target was to have at least three contracts per month
by December 2022. The second target was to increase the capacity of the company, thus
recruiting more employees. The third target set was the main target of this master thesis, to
enter a new market, the Czech Republic. By April 2022 Company X wanted to have at least
one long-term contract in the Czech market. This would mean they understood the market
well and can continue operating there with the same approach. The focus was planned on
the second largest city Brno where the competition is a bit lower than in Prague, but it still
provides many opportunities to grow. Moreover, it is closer to Slovakia in case of travelling
to customers was required. And the final short-term objective was to increase their revenues
by 5 % by April 2022 from the last half a year.
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Table 12: Short-term Objectives

Objective Measure Target Due
Customer satisfaction | Reviews from customers 100 % ongoing
Increase capacity Number of employees 50 % Dec-22
Growth of customers | Number of contracts 3-5/month Dec-22
Enter new market Number of contracts in a specific market | min. 1 long-term | Apr-22
Increase Revenues Sales Revenue 5% Apr-22

Source: Own processing

Table 13 shows the long-term targets of the objectives. A rate of 100 % satisfied customers
is a goal to remain even after five years. By December 2026, Company X would like to have
signed 10 long-term contracts per year with bigger corporations. The aim was to have more
contracts from the digital solutions sphere than marketing. The target set was to have a
maximum of 5 contracts per month from marketing and approximately 8 contracts in digital
solutions. The desired turnover of the company by 2026 is from 8 to 10 million euros

per year.

Table 13: Long-term Objectives

Objective Measure Target Due
Customer satisfaction Reviews from customers 100 % ongoing
Long-term contracts The length of the contracts 10/year Dec-26
Reduce marketing Number of contracts 5/month Dec-26
contracts
Increase digital solution Number of contracts 8/month Dec-26
contracts
Increase turnover Sum of all revenues for the period | 8-10 mil. € /year Dec-26

Source: Own processing

3.5 Summary

Table 14 summarizes the whole strategic plan for Company X. It provides the main purpose,
key objectives that are based on alternative strategies that are explained in more detail above,
then the initiative that should be done to achieve the objectives and the indicators that should
help evaluate the success of the strategy. The estimated costs for entering a new market were
1 000 euros, e.g., setting up a mobile phone where the customers can contact the company.
Product development had estimated costs of zero euro. The founders of the company planned
to work on this objective for free, the investment is their free time. And for the strategy of
the related diversification, the expense of 5 000 euros was expected for the development of

the subunit.
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Table 14: Strategic Plan 2021-2022

Strategic Plan 2021
Purpose
Development of digital solutions and entering a new market — the Czech Republic.
Key Objectives
Market Development | Product Development | Related Diversification
Initiatives
Expand capacity Change business focus Change business focus
Market research Development of offer packages Digital solution development
Development of new subunit Software market development
Key Performance Indicators
Revenues Finished transition Revenues
Number of employees | Delivered services offer Web development
Estimated Costs
1000 € | 0€ | 5000 €

Source: Own processing inspired by Fraser, 2022

3.6 Action Plan

In the past Company X used to search for potential clients. They analysed the company and
then contacted them to offer them its services. This was a long and time-consuming process,
and it did not bring the desired result. Thus, the approach to implementing the objectives
from the strategic plan was set differently. The most efficient method from the past was to
do good quality work based on which they were recommended to other companies by their
clients. Furthermore, moving among the community that includes their potential clients

helped them a lot.

Therefore, Company X planned to continue with the functional approach. Table 15
summarizes the main objectives, how they wanted them to be implemented, who was
responsible for the implementation and the deadline. Firstly, the capacity of the companies
needed to be increased. New employees needed to be recruited, and those with a
recommendation from current employees were preferred. If there was no one reliable, an
advertisement was planned to be posted on the job portals. Secondly, the new web for digital
solution services should have been formed by skilled employees. The change of focus to
digital solutions was under the lead of the founder (E) as well as the creation of packages for
customers. These were about to be created based on the previous experiences with clients

(e.g., what was the most common budget and their requirements). For entering the new
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market, the chosen responsible person was the co-founder, since he already moved to the
Czech Republic for studies. They believed it should be easier to enter the market with a
person inside. Company X, after the transfer, was planning to launch its advertising
campaign to reach more customers. Plus, they believed that based on their contacts they

could manage to get some contracts signed.

Table 15: Action Plan

Objectives Action Owner Due
Web development (subunit) Collaboration with developers and their £ Jan-22
contacts
Packages Formed based on previous experience E Jan-22
Enter the Czech Republic | Advertisement, recommendations S Apr-22
Increase capacity Recommended people E,S Oct-21

Source: Own processing
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4. Evaluation of the Results

From the previous chapter, it should be clear that the main goal of the diploma thesis was to
formulate the strategic plan for Company X. The main objectives were to enter the new
market and change the focus of its operations. Throughout the past months, the strategy was
formed, implemented, and the data were collected. This chapter will analyse the gathered

data and the success of the strategic plan.

4.1 Project Schedule

Table 15 shows the real-time schedule. In comparison with Table 14 from Chapter 3, there
were delays in the plan. The first action, the team formulation, which chose the responsible
people for strategic planning was on-time. Unfortunately, the following tasks were delayed
due to a two-month delay in the market research. Thus, the strategy formulation started in
October 2021 not in August 2021 as was planned. Followingly, the implementation of the
strategy was delayed too. Therefore, data collection was prolonged till April and the
evaluation of the strategy was postponed from April to May 2022.

Activity/ Month Jun-21 Jul-21 Aug-21 | Sep-21 | Oct-21 | Nov-21 | Dec-21 | Jan-22 Feb-22 | Mar-22 | Apr-22 | May-22
Team Formation
Market Research
Analysis of Company
Strategy Formulation
Implementation
Data Collection

Evaluation

Figure 15: Real Project Schedule

Source: Own processing

The division of tasks in a three-member team was not problematic at all. Everyone did what
he or she was supposed to do. Moreover, they all supported each other if anyone needed
help. There were a few miscommunications throughout the process, but luckily in the end
they got on the same level.

4.2 Key Objectives

In the previous chapter, from Table 14 which summarizes the strategic plan of Company X,

it is known that the key objectives were: market development, product development and
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related diversification. For market development, a responsible person was co-founder “S” as
it is summarized in the action plan (Table 15). The responsible person for the other two
objectives was the founder “E”. Division of responsibilities went according to plan. The

success or failure of the key objectives will be analysed below.

4.2.1 Market Development

This strategy aimed to enter a new market, the Czech Republic. The goal was to gain at least
one long-term contract in less than a year, until April 2022. If they were about to succeed,
market development strategy could be considered successful. To achieve this objective, they
believed that firstly, knowing more and more people will get them some recommendations

and they will get a chance to show what they know.

The predicted budget was 1000 EUR for 7 months (October — April), during the
implementation and data collection phase. It was estimated that for the mobile tariff they
will pay 15 EUR per month, 400 EUR for travelling to clients, 400 EUR for business
lunches with clients, plus a reserve of 95 EUR. Table 16 compares the planned budget with
the reality. Even though the implementation of the strategy officially started in November,
the Czech number was set in October since the co-founder moved to Czechia sooner. The
mobile tariff was 5 EUR more expensive than expected, plus another month was added due
to delays in implementation.

Table 16: Market Development Costs

Planned Price (€) Activity Price (€)
Travelling 400 Travelling 0
Phone 15/month | Phone 20/month
Business lunch 400 Business lunch 0
Reserve 95 Reserve 0
Planned Total 1000 |Balance 840
Expenses

Source: Own processing

In November, Company X managed to get its first contract on the Czech market. From
December to February, they were working on a brand book for the Czech university in Brno.
The Brand Book is a marketing tool for advertising and summarizes the guidelines/rules that

need to be followed for further promotion. It was created for a new program that was opened
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at the university. Firstly, they analysed the program and its environment. Then, the key
values, vision, USP, tone of voice and other information were written down. As a result, the

Brand Book for the program was formed.

Brno university decided to use another company to promote the program to attract new
students. Luckily, they were not satisfied with them. As a result, they offered Company X
another cooperation for the next winter semester. Thus, they managed to get one long-term
contract in the new market which was the goal of the strategic plan (Table 12). In conclusion,
they gained their trust, and the market development strategy can be evaluated as successful.

Even though the mobile tariff was more expensive than predicted, the company saved
840 EUR from the planned budget. The co-founder “S” is a student at this university, thus
there was no travelling to clients and business lunches needed. The approach “use the
contacts we have” appeared not only to be successful but also saved them some money.
Moreover, the budget was planned with consideration of the possibility that they can gain

more clients.

4.2.2 Product Development

Product development strategy can be also evaluated as successful. The aim was to establish
a new subunit and form a price list of services. As a result, there are two units under
Company X: media and web. Even though the aim was to change the focus, the old unit is
still part of their offered services, it was not excluded. The units are interconnected thus,
they are constantly working on marketing campaigns. However, the contracts for web
development are more frequent. During the monitored period, they were working on 6

marketing campaigns and 10 digital solutions projects in total.

Under unit media, forming packages is complicated. As a co-founder said: “We do have
some toy packages, but there is no point in having them because everything depends on the
client.” Thus, in this area of business, there was no change. Under the unit web which was
a creation of the “change of focus” idea, there were designed three packages that are

summarized in Table 17.
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Table 17: Price List of Services

Business e-Shop Custom Solutions
Sophisticated business

For a professional web For digital sales of products or 4 ! L
. solutions with an individual
presence of the company. services. approach
from 650 € from 1 400€ -
v One-page / Multi-Page v"all in the Business Plan v" Web Apps
interface + Payment Gateway v Mobile Apps
v" Modern Design + Order Automation v" Web Integration
v SEO + Invoicing Automation v Security Software
v" Admin Panel - backend + Custom Admin Panel v/ Automatization Software
access

v Digital Catalogue

v" Integration of Advertising
Platforms

v' Email Marketing Setup
(interface)

v 90 days of free support

Source: Own processing

The product development strategy planned budget was 0 EUR which was met. There were
no extra costs that needed to be paid. However, this strategy required a lot of invested time.
The responsible person for this part was the founder “E” who spent a lot of free time on this

project.

4.2.3 Related Diversification

The related diversification strategy can not be evaluated as successful or unsuccessful, the
transition is still ongoing due to delays. This strategy aimed to develop a new focus of the
company on digital solutions. The reason was to gain customers more easily who in future
would be offered their other services. Unofficially, Company X focuses on this area, but
there has not been an official launch yet. To measure the “success”, as was already
mentioned, Company X managed to get more clients in this area, and the revenues grew too.
(a more detailed analysis of revenues will be in the chapter: Short-term objectives) A web
for this unit was developed and the client base was expanded, but there are still a few
processes (e. g, SEO) that need to be done before the official launch. The related
diversification strategy hit the problem of lack of resources which ended up in a lack of time.
With a growing number of customers, there was not enough time to spend on this part.

Moreover, there were a few technical complications that slowed down the development.
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The planned budget was set to 5 000 EUR. Company X has already been providing digital
solutions services before the strategic plan was formed. Thus, they had internal resources for
web development, the biggest investment was time. The estimated price was 500 EUR for
web hosting, domain, and template. Another 4 000 EUR was saved for the promotion of the
company, and the remaining 500 EUR was a reserve. The actual price of web development
was 200 EUR which was 300 EUR less than planned. The 4 000 EUR planned for promotion
mostly on Google Ads was not spent because this part of the strategy was not implemented
yet. However, the saved money will still be used in the future. All the data are summarized
in Table 18.

Table 18: Related Diversification Costs

Planned Price (€) Activity Price (€) Phase
Web development 500 Web development 200 ongoing
Promotion 4000 |Promotion 0 not started
Reserve 500 Reserve 0 -
Planned Total Expenses 5000 |Balance 4800 reserve

Source: Own processing

4.3  Short-Term Objectives

In the process of strategic planning, there were five long-term and five short-term objectives
set. The evaluation of long-term objectives will not be part of this diploma thesis as the five
years have not passed yet. But there will be some recommendations on how to achieve them
based on the evaluation of the current state of the company. This chapter will focus on short-

term objectives that were set to be met until April 2022.

Table 19 summarizes all short-term objectives, including the target rates and whether they
were achieved. The first objective, customer satisfaction, was successful. The team of
Company X did the best work they could and since October they received only positive

feedbacks with five stars which is the maximum.
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Table 19: Achievement of Short-Term Objectives

Objective Achievement Met Target
Customer satisfaction 100 % rates with 5 stars YES
Increase capacity 85 % YES
Growth of customers 1-8/ month NO
Enter new market 1 contract YES
Increase Revenues 40 % YES

Source: Own processing

The second objective, increasing capacity, was met too. From Table 20 is clear that in the

beginning there were 7 employees in the company. Now there are 13 which is more than the

set target of 10.5 employees as is calculated in Equation 1.

Table 20: Employee Database

Sep-21 May-22
Position Amount Position Amount
Team Leader 2 Team Leader 1
Developer 1 Developer 3
Graphics Designer/Editor 2 Graphics Designer/Editor 3
Photographer 1 Photographer 2
Freelancer 1 Freelancer 2
Marketer 0 Marketer 1
Copywriter 0 Copywriter 1
Total 7 Total 13

Source: Own processing

Equation 1 shows the calculations of the given target which was to employ approximately

11 people in total. Company X managed to recruit 13 people (86 %) which is more than was

the target, the calculation is shown in equation 2.

Expected target = te

Number of employees before = n;
Real target = tr

Number of employees after = n;

te=n1+nx50%=7+7 x0.05=105=11

Equation (1)
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te=(n2—n1) /ny = (13-7)/7 =86 %

Equation (2)

The third objective was to have at least 3 contracts every month. Unfortunately, this was not
achieved. Even though the average would fit, it was not on a regular basis as they wished
for. There were months when they were working on only 1 project and then months when
they had 8 projects. The fourth objective has already been analysed under the market
development strategy.

The last short-term objective was to increase revenues by 5%. From June till
December 2021, the total revenues were 25 000 EUR, 5 % of this amount is 1 250 EUR, the
total amount should have been then 26 250 EUR. Based on the data collected from January
till May, the total revenues were 35 000 EUR which is much more than was the target. Thus,

the achievement of the set target was successful.

Table 21: Comparison of Expenses & Revenues
2021 2022

Revenues (EUR) |25 000 | Revenues (EUR) |35 000

Expenses (EUR) |19 700 | Expenses (EUR) |24 100
Source: Own processing

4.4 Limitations

The biggest problem was a lack of knowledge. Even though the team has a lot of experience
and knowledge in the area they operate and have a lot of good ideas for improvement and
growth, they had zero experience in the actual strategic management. The founders of
Company X have some amazing visions and plans, but they were difficult to be transformed
into measurable units for the evaluation. Moreover, the execution of market research was
limited. Getting to customers and learning more about them requires further research. Until

now, the market research was only based on external resources that were freely accessible.

Another limitation was the team size and their time. A lot of data for evaluation of the
strategy had to be traced backwards because they were not continuously documented. At

least one more person was missing for administration.
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4.5 Further Recommendations

During the process, Company X encountered several problems even though they managed
to achieve most of the targets. There are a few things that the author of this thesis noticed
during the process. One of the biggest problems of the company was the administration.

Employing a person who would track the processes would help the company.

Growing to a new market was not a bad goal but it went against their values. Shortly, the
company should not try to enter more markets but focus more on the market where they
already operate. With more local contracts they will be well-known in one market, and it
will be easier for them to move to another market. They are trying to have more long-term
contracts, but in the beginning, they should try to also get a lot of short-term contracts. The
more companies know them and will have a good experience with the company, the higher

the chance they will achieve their targets in the future.

The capacity of the company is still limited, even though they managed to meet the target.
Start-up companies grow very fast. Therefore, the recommendation is to first, employ full-
time employees, using external resources is not always reliable. And second, expand the

team even more.

If Company X wants to grow more in the Czech market, the author of the thesis recommends
doing further market research. The research should be focused on the companies and their
customers this time. They need to learn more about them, their feelings, preferences, how to

attract them etc.

Lastly, for future development and growth, Company X should hire an expert for strategic
planning. The current team was lacking a lot of knowledge, having one extra brain would
help them a lot.
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Conclusion

Strategic planning is part of every successful company. Company X is a start-up company
that until now was mostly focused on reaching customers than having an actual plan. Start-
up companies usually grow very fast in the beginning thanks to their innovative ideas. But
one day they reach the peak when strategic planning is necessary to apply. The sooner they
start the implementation of strategic planning the higher chances they have in achieving their

objectives.

The main objective of the thesis was to form a strategic plan for the still-growing start-up
company. The goal was to enter a new market and change the focus area. During the process,
the company had some struggles to deal with. The biggest problem was time pressure and
lack of people. Despite all the obstacles, based on the analysis of the targets, Company X set

mostly achievable goals. Most of the targets were met.

Working on the strategic plan helped Company X to think more about its values and they
realised a lot of things. By sharing knowledge both the company and the author of the thesis
learned new and valuable information. The founder of Company X said: “Sometimes, it was
hard for me to realise what our target is. | had all the ideas in my head, but this helped me
to hear them out loud and I realised many things about our company and our core values. It
showed me another direction of doing business. Plus, it is also a good CV for our company,
ha-ha.”

In the future, Company X is planning to continue working on digital solutions as it showed
to be a good decision to change the focus. However, they still want to work on marketing

campaigns and try to push them to higher-level too.

82



References

Citations:

CAMBRIDGE DICTIONARY. 2022. Meaning of strategy in English. [online]. Cambridge
University Press. [cit. 2022-04-10] Available at:
https://dictionary.cambridge.org/dictionary/english/strategy

FINANCNE RIADITELSTVO SR. 2014. Registraénd povinnost pre DPH [online].
Finan¢na sprava SK [cit. 2021-09-27] Available at:
https://www.financnasprava.sk/sk/podnikatelia/dane/dan-z-pridanej-
hodnoty/registracna-povinnost-pre-dph?fbclid=IwAR2CICiyXNMVdCvMwOFkds-
MNIBeoH4TCxi0X8yc1-v2TtAAgu-3AljfGmk

LIEDTKA, Jeanne, M. Strategic Thinking: Can It Be Taught? Long Range Planning, 1998,
31(1), 120-129. [online]. Science Direct. [cit. 2022-01-04] Available at:
https://www.sciencedirect.com/science/article/pii/S0024630197000988

QUINN, Julia. 2022. Julia Quinn Quotes [online]. Quotefancy [cit. 2022-05-24] Available
at: https://quotefancy.com/reading-quotes

Bibliography:

AUSTIN, Lucinda L. a Yan JIN, 2018. Social media and crisis communication. London:
Routledge. ISBN 9781315749068

BAKER, Michael John, 2014. Marketing strategy and management. 5th ed. [Basingstoke]:
Palgrave Macmillan, 2014, xiii, 545 s. ISBN 978-1-137-02582-1.

BANTON, Caroline. 2021. Just-in-Time (JIT) [online]. Investopedia [cit. 2022-04-07]

Available at: https://www.investopedia.com/terms/j/jit.asp

BIGELOW, Stephen J. 2022. Strategic planning [online]. 2007-2022 TechTarget [cit. 2022-
05-05] Awvailable at: https://www.techtarget.com/searchcio/definition/strategic-

planning

BISNODE. 2021. Na kazdych 1 000 obyvatel v CR ptipada skoro 49 firem, v Praze to je 172
[online]. Kurzy.cz [cit. 2021-09-27] Available at:
https://www.kurzy.cz/zpravy/587330-na-kazdych-1-000-obyvatel-v-cr-pripada-
skoro-49-firem-v-praze-to-je-172/

83


https://dictionary.cambridge.org/dictionary/english/strategy
https://www.financnasprava.sk/sk/podnikatelia/dane/dan-z-pridanej-hodnoty/registracna-povinnost-pre-dph?fbclid=IwAR2CICiyXNMVdCvMw0Fkds-MNlBeoH4TCxi0X8yc1-v2TtAAgu-3AljfGmk
https://www.financnasprava.sk/sk/podnikatelia/dane/dan-z-pridanej-hodnoty/registracna-povinnost-pre-dph?fbclid=IwAR2CICiyXNMVdCvMw0Fkds-MNlBeoH4TCxi0X8yc1-v2TtAAgu-3AljfGmk
https://www.financnasprava.sk/sk/podnikatelia/dane/dan-z-pridanej-hodnoty/registracna-povinnost-pre-dph?fbclid=IwAR2CICiyXNMVdCvMw0Fkds-MNlBeoH4TCxi0X8yc1-v2TtAAgu-3AljfGmk
https://www.sciencedirect.com/science/article/pii/S0024630197000988
https://www.investopedia.com/terms/j/jit.asp
https://www.techtarget.com/searchcio/definition/strategic-planning
https://www.techtarget.com/searchcio/definition/strategic-planning
https://www.kurzy.cz/zpravy/587330-na-kazdych-1-000-obyvatel-v-cr-pripada-skoro-49-firem-v-praze-to-je-172/
https://www.kurzy.cz/zpravy/587330-na-kazdych-1-000-obyvatel-v-cr-pripada-skoro-49-firem-v-praze-to-je-172/

BRUIN, Lars. 2016. Porter’s Five Forces [online] B2B [cit. 2022-05-04] Available at:
https://www.business-to-you.com/porters-five-forces/ CNB. 2022. Sou¢asna inflace —
Ve, co o ni potiebujete védét [online]. CNB 2022 [cit. 2022-03-15] Available at:

https://www.cnb.cz/cs/menova-politika/inflacni-cil/tema-inflace/index.html

BRUSSELS. 2020. Country Report Czechia 2020 [online]. European Commission [cit.
2021-09-26] Available at: https://eur-lex.europa.eu/legal-
content/EN/TXT/PDF/?uri=CELEX:52020SC0502&from=EN

CFI. 2022. Strategic Analysis [online]. CFI Education Inc [cit. 2022-05-06] Available at:
https://corporatefinanceinstitute.com/resources/knowledge/strategy/strategic-

analysis/

COTE, Catherine. 2020. How to set strategic planning goals. [online]. Harvard Business
School [cit. 2022-05-05] Available at: https://online.hbs.edu/blog/post/strategic-

planning-goals

CREATELY. 2021. The Complete Guide to Strategy Evaluation [online]. Cinergix Pty. Ltd
[cit. 2022-05-25] Available at: https://creately.com/blog/business/strategy-evaluation-

process/

CRIFF. 2018-2020. Posvit'te si na své obchodni partnery. [online]. Czech Credit Bureau, a.
s. [cit. 2021-09-27] Available at: https://www.informaceofirmach.cz/

CZECH FOREIGN MINISTRY. 2021. The Czech Republic — a safe destination for your
investments [online]. mzv.cz [cit. 2021-09-26] Available at:

https://www.mzv.cz/losangeles/en/trade_and_economy/for_investors/index.html

CZECHINVEST. 2021. Taxation system [online]. Czechinvest.org [cit. 2022-05-04]
Available at: https://www.czechinvest.org/en/For-Investors/Doing-business-in-the-

Czech-Republic/Taxation-system

CNB. 2022. Soucasna inflace — Vie, co o ni potiebujete védét [online]. Cnb.cz [cit. 2022-
04-16] Awvailable at: https://www.cnb.cz/cs/menova-politika/inflacni-cil/tema-
inflace/index.html

CSOB. 2021. Zakladate s.r.0.? Zjistéte, jak na to [online]. pruvodcepodnikanim.cz [cit.
2021-09-26] Awvailable at: https://www.pruvodcepodnikanim.cz/clanek/zalozeni-s-r-

o/

84


https://www.cnb.cz/cs/menova-politika/inflacni-cil/tema-inflace/index.html
https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:52020SC0502&from=EN
https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:52020SC0502&from=EN
https://corporatefinanceinstitute.com/resources/knowledge/strategy/strategic-analysis/
https://corporatefinanceinstitute.com/resources/knowledge/strategy/strategic-analysis/
https://online.hbs.edu/blog/post/strategic-planning-goals
https://online.hbs.edu/blog/post/strategic-planning-goals
https://www.mzv.cz/losangeles/en/trade_and_economy/for_investors/index.html
https://www.pruvodcepodnikanim.cz/clanek/zalozeni-s-r-o/
https://www.pruvodcepodnikanim.cz/clanek/zalozeni-s-r-o/

DAVID, Fred R. and Forest R DAVID. 2011. Strategic management: Concepts and
Cases.13th ed. New Jersey: Pearson. ISBN 13: 978-1-292-14849-6.

EFFECTIX. 2021. Reference [online]. Effectix.com [cit. 2021-09-27] Awvailable at:

https://www.effectix.com/reference/

ELITE BLOGGERS. 2021. Klienti [online]. Elitebloggers.cz [cit. 2021-09-27] Available at:
https://elitebloggers.cz/case-study/

ETNETERA MOTION. 2021. Brand and Clients [online]. motion.cz [cit. 2021-09-27]

Available at: https://www.motion.cz/#brands-and-clients-section

EUROPEAN UNION. 2021. Doing business in the European Union [online]. Europa.eu [cit.
2021-09-15] Awvailable at: https://european-union.europa.eu/live-work-study/doing-

business-eu_en

EUROSTAT. 2021. Database [online]. Europa.eu [cit. 2021-09-15] Available at:

https://ec.europa.eu/eurostat/data/database

EXPERT COMMENTATOR. 2021. The ultimate guide to strategic analysis [online]. Smart
Insights [cit. 2022-05-06] Available at: https://www.smartinsights.com/marketplace-

analysis/swot-analysis/ultimate-guide-to-strategic-analysis/

FRANCIS, Geoffrey. 2022. SWOT Analysis: Transform & Succeed Against Competition
[online]. IDEATE Consulting Group. [cit. 2022-04-08] Awvailable at:

https://ideateconsultinggroup.com/swot-analysis/

FRASER, Vicky. 2022. Business Strategic Planning: 11 PowerPoint Templates You Must
Have [online]. Pinterest [cit. 2022-05-24] Available at:
https://cz.pinterest.com/pin/517632550918924021/

FRIEDEL, Libor, 2019. Strategické mysleni s 5 prvky a desaterem. [online]. liborfriedel.cz
[cit. 2021-10-09] Available at: https://www.liborfriedel.cz/strategicke-mysleni-s-5-

prvky-a-desaterem/

FOTR, Jiii, Emil VACIK, Miroslav SPACEK a Ivan SOUCEK, 2017. Usp&sn4 realizace
strategie a strategického planu. Praha: Grada Publishing. ISBN 978-80-271-0434-5

FOXY. 2020. Refernce [online] foxy.cz [cit. 2021-09-27] Available at:

https://www.foxy.cz/reference

85


https://www.effectix.com/reference/
https://elitebloggers.cz/case-study/
https://www.motion.cz/#brands-and-clients-section
https://ec.europa.eu/eurostat/data/database
https://www.smartinsights.com/marketplace-analysis/swot-analysis/ultimate-guide-to-strategic-analysis/
https://www.smartinsights.com/marketplace-analysis/swot-analysis/ultimate-guide-to-strategic-analysis/
https://ideateconsultinggroup.com/swot-analysis/
https://www.liborfriedel.cz/strategicke-mysleni-s-5-prvky-a-desaterem/
https://www.liborfriedel.cz/strategicke-mysleni-s-5-prvky-a-desaterem/

GRANT, Robert M. 2016. Contemporary Strategy Analysis Text and Cases. 9th ed. Wiley.
ISBN 9781119120841

HERZ, Vaclav. 2021. Zalozeni s. r. 0. je v Cesku stale relativné obtizné. Na viné je
byrokracie [online]. Euro.cz [cit. 2021-09-26] Available at:
https://www.euro.cz/byznys/zalozeni-sro-cena-postup-podminky-1417153

HITHORIZONS. 2021. Industry Breakdown of Companies in Czech Republic [online].
Hithorzinos.com [cit. 2021-09-26] Available at:

https://www.hithorizons.com/eu/analyses/country-statistics/czech%20republic

HITTT, Michael A., R. Duane Ireland & Robert E. Hoskisson. 2016. Strategic Management.
12th ed. Cengage Learning. ISBN: 978-1-305-50214-7

IMD. 2021. What is Business Strategy? [online]. International Institute for Management
Development [cit. 2022-05-06] Available at: https://www.imd.org/imd-
reflections/reflection-page/business-strategy/

JANCIKOVA, Katefina. 2016. Vize a mise v podniku: k ¢emu slouzi? Psychologie pro
kazdého [online]. psychologieprokazdeho.cz [cit. 2022-03-24] Available at:

https://psychologieprokazdeho.cz/vize-a-mise-v-podniku/

JOHNSON, Gerry a Kevan Scholes a Richard Whittington. 2005. Exploring Corporate
Strategy Text and Cases. Pearson Education Limited 2002, 2005, 7" e. ISBN 0 273
68734 4

KENTON, Will. 2021. Strength, Weakness, Opportunity, and Threat (SWOT) Analysis
[online]. Investopedia. [cit. 2022-04-06] Available at:
https://www.investopedia.com/terms/s/swot.asp

KERKOVSKY, Miloslav & Oldiich VYKYPEL. 2002. Strategic management: theory for
practice. Praha: C. H. Beck. ISBN 80-7179-578-X.

KROGERUS, Mikael a Roman TSCHAPPELER, 2018. Kniha rozhodnuti: 50 grafickych
modell pro strategické rozhodovani. Ilustroval Philip EARNHART, ptelozil Katefina
PRESLOVA. Praha: Portél. ISBN 978-80-262-1311-6

KUDRIAVTCEVA, Arina. 2019. SWOT-analysis of digital technologies for an industrial
enterprise [online]. 1OP Publishing Ltd. [cit. 2022-04-06] Awvailable at:
https://iopscience.iop.org/article/10.1088/1757-899X/497/1/012012

86


https://www.imd.org/imd-reflections/reflection-page/business-strategy/
https://www.imd.org/imd-reflections/reflection-page/business-strategy/
https://psychologieprokazdeho.cz/vize-a-mise-v-podniku/
https://www.investopedia.com/terms/s/swot.asp
https://iopscience.iop.org/article/10.1088/1757-899X/497/1/012012

KURZY.CZ. 2021. Primérna mzda - vyvoj prumérné mzdy, 2022 [online]. kurzy.cz [cit.
2021-09-12] Available at:
https://www.kurzy.cz/makroekonomika/mzdy/?imakroGraphFrom=1.1.2011

KURZY.CZ.2022. Graf EUR / K&, CNB, grafy kurz mén [online]. kurzy.cz [cit. 2022-04-
04] Available at: https://www.kurzy.cz/kurzy-men/grafy/CZK-EUR/

LESENSKY.CZ. 2021. Propojujeme PR a marketing [online]. lesensky.cz [cit. 2021-09-27]

Available at: https://www.lesensky.cz/pripadove-studie

LUMEN. 2022. Stages and Types of Strategy [online]. Lumenlearning.com [cit. 2022-05-
06] Available at: https://courses.lumenlearning.com/wm-
principlesofmanagement/chapter/stages-and-types-of-strategy/

MALLYA, Thaddeus. Zaklady strategického fizeni a rozhodovani. Praha: Grada, 2007.
Expert (Grada). ISBN 9788024719115.

MANUFACTUS, 2022. KANBAN - Co je to Kanban? [online]. manufactus GmbH. [Cit.
2022-04-07]. Available at: https://www.kanban-system.com/cs/kanbanovy-system-a-

kontrola-tahem/

MCCANN. 2021. Work [online]. Mccann.cz [cit. 2021-09-27] Available at:
https://mccann.cz/work

MCMARKETING. 2021. Reference [online]. Mcmarketing.cz [cit. 2021-09-27] Available

at: https://www.mcmarketing.cz/reference

MILANO, Steve. 2022. What is a strategic goal? [online]. Hearst [cit. 2022-05-05] Available
at: https://smallbusiness.chron.com/strategic-goal-74875.html

MILLER, Kelsey. 2020. A MANAGER’S GUIDE TO SUCCESSFUL STRATEGY
IMPLEMENTATION [online]. President & Fellows of Harvard College [cit. 2022-
05-25] Available at: https://online.hbs.edu/blog/post/strategy-implementation-for-

managers

MIND TOOLS CONTENT TEAM. 2020. SMART Goals. [online]. mindtools.com [cit.
2022-03-29] Available at: https://www.mindtools.com/pages/article/smart-goals.htm

MIND TOOLS CONTENT TEAM. 2021. SWOT Analysis. [online]. MindTools [cit. 2022-
04-06] Available at: https://www.mindtools.com/pages/article/newTMC_05.htm

87


https://www.kurzy.cz/makroekonomika/mzdy/?imakroGraphFrom=1.1.2011
https://www.kurzy.cz/kurzy-men/grafy/CZK-EUR/
https://www.lesensky.cz/pripadove-studie
https://courses.lumenlearning.com/wm-principlesofmanagement/chapter/stages-and-types-of-strategy/
https://courses.lumenlearning.com/wm-principlesofmanagement/chapter/stages-and-types-of-strategy/
https://www.kanban-system.com/cs/kanbanovy-system-a-kontrola-tahem/
https://www.kanban-system.com/cs/kanbanovy-system-a-kontrola-tahem/
https://smallbusiness.chron.com/strategic-goal-74875.html
https://www.mindtools.com/pages/article/smart-goals.htm
https://www.mindtools.com/pages/article/newTMC_05.htm

MPO. 2021. Ro¢ni ptehled podnikateld a zivnosti [online]. MPO [cit. 2021-09-26] Available
at: https://www.mpo.cz/cz/podnikani/zivnostenske-podnikani/statisticke-udaje-o-
podnikatelich/rocni-prehled-podnikatelu-a-zivnosti--222295/

M2ZV. 2021. Political System [online]. Embassy of the Czech Republic in Copenhagen [cit.
2021-09-16] Available at:
https://www.mzv.cz/copenhagen/en/briefly_about_the_czech_republic/political_syst

em/index.html

PASSION COMMUNICATIONS. 2021. Work. [online]. passioncomm.com [cit. 2021-09-

27] Available at: https://passioncomm.com/work/

Porter, M. (2008). The five forces that shape strategy. Harvard Business Review, 86(1), 78—
93.

PRK PARTNERS. 2021. Doing Business in the Czech Republic: Overview [online].
Thomson Reuters [cit. 2021-11-19] Available at:
https://uk.practicallaw.thomsonreuters.com/4-500-
5788?transitionType=Default&contextData=(sc.Default)&firstPage=true

PROFESSIONAL ACADEMY. 2022. Marketing Theories — PESTEL Analysis [online].
2022 Professional Academy All Rights Reserved [cit. 2022-04-10] Available at:
https://www.professionalacademy.com/blogs/marketing-theories-pestel-analysis/

PROQUEST, 2021. Databaze ¢lanki ProQuest [online]. Ann Arbor, MI, USA: ProQuest.
[cit. 2021-09-30]. Available at: http://knihovna.tul.cz/

SCOTT, Jeff. 2021. Three Types of Strategy: What Are They & How to Apply Them
[online]. Accelerate [cit. 2022-05-06] Available at:
https://www.accelare.com/blog/2013/08/19/three-types-of-strategy

STATISTA. 2021. Czech Republic: Age structure from 2010 to 2020 [online]. Statista 2021
[cit. 2021-09-12] Awvailable at: https://www.statista.com/statistics/369805/age-

structure-in-czech-republic/#professional

STATIUS MANAGEMENT SERVICES. 2022. PESTEL Analysis [online]. Statius
Management Services Limited [cit. 2022-04-09] Available at:

https://www.statius.co.uk/blog/pestel-analysis/

88


https://www.mpo.cz/cz/podnikani/zivnostenske-podnikani/statisticke-udaje-o-podnikatelich/rocni-prehled-podnikatelu-a-zivnosti--222295/
https://www.mpo.cz/cz/podnikani/zivnostenske-podnikani/statisticke-udaje-o-podnikatelich/rocni-prehled-podnikatelu-a-zivnosti--222295/
https://www.professionalacademy.com/blogs/marketing-theories-pestel-analysis/
http://knihovna.tul.cz/
https://www.accelare.com/blog/2013/08/19/three-types-of-strategy
https://www.statista.com/statistics/369805/age-structure-in-czech-republic/#professional
https://www.statista.com/statistics/369805/age-structure-in-czech-republic/#professional
https://www.statius.co.uk/blog/pestel-analysis/

TALENTEDGE. 2021. What are the Different Kinds of Strategies? [online].
Talentedge.com [cit. 2022-05-06] Available at:

https://talentedge.com/articles/different-kinds-strategies/

TANKOVIC Cuié, Ana. 2013. Defining Strategy using Vision and Mission
Statements of Croatian Organizations In Times Of Crisis. Economic Research-
Ekonomska Istrazivanja, 26:supl, 331-342. ISSN: 1331-677X

TASR. 2022. Statisticky trad: Inflicia na Slovensku je najvyssia za poslednych 17 rokov
[online]. Forbes [cit. 2022-04-16] Awvailable at: https://www.forbes.sk/statisticky-
urad-inflacia-na-slovensku-je-najvyssia-za-poslednych-17-rokov/

THE GLOBAL ECONOMY. 2021. Czechia: Political stability [online].
Theglobaleconomy.com [cit. 2021-09-13] Available at:
https://www.theglobaleconomy.com/Czech-Republic/wb_political_stability/

THE INVESTOPEDIA TEAM. 2020. Porter's 5 Forces [online]. Investopedia [cit.2021-09-
23] Available at: https://www.investopedia.com/terms/p/porter.asp

TRIAD. 2021. Work Showcase [online] Triad Advertising [cit. 2021-09-27] Available at:

https://triad.cz/our-work

TWIN, Alexandra. 2021. Market Research. [online] Investopedia [cit. 2022-05-25]
Available at: https://www.investopedia.com/terms/m/market-research.asp

URBAN, Jan. 2018. Strategicky management. Praha: Ustav prava a pravni védy. ISBN 978-
80-87974-20-9

VOXCO. 2022. Strategic analysis: Definition, Types and benefits [online]. Voxco.com [cit.
2022-05-06] Awvailable at: https://www.voxco.com/blog/strategic-analysis-definition-

types-and-benefits/

VYDAVATELSVTI CAS S.R.O. 2020-2021. Marketingové firmy. [online].
marketaci.online [cit. 2021-09-10] Available at: https://marketaci.online/firmy

VYSOKESKOLY.CZ. 2021. Marketing. [online]. 1996-2022 EDUroute s.r.o. [cit. 2021-
09-10] Available at: https://www.vysokeskoly.cz/v/ekonomie-a-

management/marketing/

WORLD BANK. 2021a. Czech Republic [online]. The World Bank — data [cit. 2021-09-12]
Available at: https://data.worldbank.org/country/czech-republic

89


https://talentedge.com/articles/different-kinds-strategies/
https://www.forbes.sk/statisticky-urad-inflacia-na-slovensku-je-najvyssia-za-poslednych-17-rokov/
https://www.forbes.sk/statisticky-urad-inflacia-na-slovensku-je-najvyssia-za-poslednych-17-rokov/
https://www.theglobaleconomy.com/Czech-Republic/wb_political_stability/
https://www.investopedia.com/terms/p/porter.asp
https://triad.cz/our-work
https://www.voxco.com/blog/strategic-analysis-definition-types-and-benefits/
https://www.voxco.com/blog/strategic-analysis-definition-types-and-benefits/
https://marketaci.online/firmy
https://data.worldbank.org/country/czech-republic

WORLD BANK. 2021b. Population growth (annual %) - Czech Republic [online]. The
World Bank - data [cit. 2021-09-12] Available at:
https://data.worldbank.org/indicator/SP.POP.GROW?locations=CZ

WORLD BANK. 2021c. School enrollment, tertiary (% gross) - European Union, Czech
Republic, Slovak Republic [online]. The World Bank — data [cit. 2021-09-16]
Available at:
https://data.worldbank.org/indicator/SE. TER.ENRR?end=2020&locations=EU-CZ-
SK&start=2007

ZUZAK, Roman. 2011. Strategické fizeni podniku. Praha: Grada Publishing Expert. ISBN
978-80-247-4008-9

31600. 2019. Zprava o vyvoji podnikatelského prostiedi v Ceské republice v roce 2018
[online]l. MPO 2005 - 2021 [cit. 2021-09-15] Awvailable at:
https://www.mpo.cz/cz/podnikani/male-a-stredni-podnikani/studie-a-strategicke-
dokumenty/zprava-o-vyvoji-podnikatelskeho-prostredi-v-ceske-republice-v-roce-
2018--251001/

61020. 2021. Vlada schvalila Strategii na podporu malych a stfednich podnikti do roku 2027
[online]. MPO 2005 - 2021 [cit. 2021-09-16] Available at:
https://www.mpo.cz/cz/podnikani/male-a-stredni-podnikani/studie-a-strategicke-
dokumenty/vlada-schvalila-strategii-na-podporu-malych-a-strednich-podniku-do-
roku-2027--260062/

90


https://www.mpo.cz/cz/podnikani/male-a-stredni-podnikani/studie-a-strategicke-dokumenty/vlada-schvalila-strategii-na-podporu-malych-a-strednich-podniku-do-roku-2027--260062/
https://www.mpo.cz/cz/podnikani/male-a-stredni-podnikani/studie-a-strategicke-dokumenty/vlada-schvalila-strategii-na-podporu-malych-a-strednich-podniku-do-roku-2027--260062/
https://www.mpo.cz/cz/podnikani/male-a-stredni-podnikani/studie-a-strategicke-dokumenty/vlada-schvalila-strategii-na-podporu-malych-a-strednich-podniku-do-roku-2027--260062/

