BRNO UNIVERSITY OF TECHNOLOGY

VYSOKE UCENI TECHNICKE V BRNE

FACULTY OF BUSINESS AND MANAGEMENT

FAKULTA PODNIKATELSKA

INSTITUTE OF MANAGEMENT

USTAV MANAGEMENTU

PROPOSAL FOR CHANGES OF PROMOTION OF
SERVICES IN A COMPANY

NAVRH ZMENY PROPAGACE SLUZEB VYBRANEHO PODNIKU

BACHELOR'S THESIS

BAKALARSKA PRACE

AUTHOR Anna Stejskalova

AUTOR PRACE

SUPERVISOR doc. Ing. Lucie Kariovska, Ph.D.

VEDOUCI PRACE

BRNO 2023



BRNO FACULTY OF BUSINESS

UNIVERSITY AND MANAGEMENT
OF TECHNOLOGY

Assignment Bachelor's Thesis

Department: Institute of Management

Student: Anna Stejskalova

Supervisor: doc. Ing. Lucie Kanovska, Ph.D.

Academic year: 2022/23

Study programme: Entrepreneurship and Small Business Development

Pursuant to Act no. 111/1998 Coll. concerning universities as amended and to the BUT Study
Rules, the degree programme supervisor has assigned to you a Bachelor's Thesis entitled:

Proposal for Changes of Promotion of Services in a Company

Characteristics of thesis dilemmas:

Introduction

Aim of the thesis and Methodology
Theoretical background

Analysis of the current situation
Proposal suggestion

Conclusion

References

Attachments

Objectives which should be achieve:

The aim of the bachelor thesis is to analyze the Cistirna u Kostelitka company in order to propose
suggestions for changing promotion of the services offered by this company.

Basic sources of information:

BLOCK, Martin P. a Tamara S. BLOCK, c2005. Business-to-business marketing research. 2nd
edition. Mason: Texere. ISBN 03-244-0072-1.

FORET, Miroslav, 2012. Marketingovy prizkum: poznavame svoje zakazniky. 2. vydani. Brno:
BizBooks. ISBN 978-80-265-0038-4.

KOTLER, Philip a Gary ARMSTRONG, 2004. Marketing. 6th edition. Praha: Grada. ISBN 978-80-
247-0513-2.

KOTLER, Philip, Gary ARMSTRONG a Marc Oliver OPRESNIK, c2018. Principles of marketing.
17th edition. Harlow: Pearson. ISBN 978-1-292-22017-8.

Faculty of Business and Management, Brno University of Technology / Kolejni 2906/4 / 612 00 / Brno



LOVELOCK, Christopher H. a Jochen WIRTZ, c2022. Services marketing: people, technology,
strategy. 9th edition. New Jersey: World Scientific. ISBN 978-194-4659-790.

TAHAL, Radek, 2022. Marketingovy vyzkum: postupy, metody, trendy. 2. vydani. Praha: Grada
Publishing. ISBN 978-80-271-3535-6.

Deadline for submission Bachelor's Thesis is given by the Schedule of the Academic year
2022/23

In Brno dated 5.2.2023

L.S.

doc. Ing. Robert Zich, Ph.D. doc. Ing. Vojtéch Barto$, Ph.D.
Branch supervisor Dean

Faculty of Business and Management, Brno University of Technology / Kolejni 2906/4 / 612 00 / Brno



Abstract

The aim of this bachelor’s thesis is to analyze the Cistirna u Kosteli¢ka organization from
the marketing point of view to propose a concept to change promotion of the organization
in business-to-business market. In the theoretical part the definitions of services,
marketing and frameworks used, including the 7 Ps marketing mix, microenvironment,
and marketing research, to analyze the current situation of the organization are defined.
The analytical part is focused on analyzing the current situation of the organization by
using the frameworks defined in the theoretical part and identifying the main factors used
for the proposal suggestions part. The proposal suggestions part identifies changes in
promotion of the services that the company offers, and their financial costs and time

schedule the changes should be done in.
Key words

marketing, services, marketing mix, microenvironment, marketing research, social

business, promotion
Abstrakt

Cilem této prace je analyzovat firmu Cistirna u Kosteli¢ka z marketingového pohledu tim
zpusobem, aby mohl byt navrzen koncept pro zménu propagace firmy na B2B trhu.
Teoreticka Cast obsahuje definici sluzeb, marketingu a ramcl pouzitych pro analyzu
soucCasného stavu organizace, kde jsou zminény marketingovy mix sluzeb 7P,
mikroprostfedi a marketingovy vyzkum. Analyza soucasného stavu vyuziva nastroje
popsané v teoretické Casti a je zaméfena na rozpoznani hlavnich faktort, na zaklade
kterych je vytvorena navrhova cast. V navrhové casti jsou identifikovany navrhy na
zmeénu propagace sluzeb, které organizace nabizi a jejich financni naklady a také Casovy

plan ve kterém by mély byt zmény provedeny.
Kli¢ova slova

marketing, sluzby, marketingovy mix, mikroprostfedi, marketingovy vyzkum, socialni

podnik, propagace
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INTRODUCTION

The organisation that was picked for this bachelor’s thesis is called NACHARITU s.r.0.,
in the thesis it is referred to as Cistirna u Kostelika as that is the title it uses to present
itself, NACHARITU s.r.0. is the official name which is presented in the public register.
This company is focused on dry and wet cleaning of clothes and other fabric items like
curtains, sheets, or tablecloths. This organisation belongs to Oblastni charita Dvur
Kralové which is a non-profit organisation that focuses on help for people who need a

psychological help, debt advice, homecare, material help, or help for foster families.

The organisation had decided to run the Cistirna u Kosteli¢ka in order to have a way to
finance its activities not only through the government funds, as these can be spent only in
a certain way, but also to have its own funding as the profit from the company has no
restrictions like the government funds. Therefore, the goal of the organisation is to

increase profit of Cistirna u Kosteli¢ka in order to be able to use it to fund its activities.

As the Cistirna u Kosteli¢ka is ran by three women that work for Oblastni charita Dvar
Kralové, there is not much space to focus on promoting the Cistirna u Kostelicka and

therefore increase sales and profit of the organisation.

The first part of this bachelor’s thesis is focused on the theoretical background of
frameworks and terms used in the next two parts, meaning the analysis of the current
situation and the proposal suggestions. These frameworks and terms include marketing,

services, marketing mix in services, but also microenvironment and marketing research.

The second part, meaning the analysis of the current situation, is focused on introducing
the Cistirna u Kosteli¢ka and the services it provides. This is done through the 7 Ps
marketing mix, where the main focus is on promotion. In this part the microenvironment

of Cistirna u Kosteli¢ka is defined along with marketing research.

The last part is the proposal part which is based on the findings from the previous part, is
aimed at changing the promotion of cleaning services of Cistirna u Kosteli¢ka. It includes

risks, benefits, and financial costs and time schedule of these proposals.
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AIM OF THE THESIS AND METHODOLOGY

The problem, aim definition and the methodology used in this bachelor’s thesis are

described here.

Problem definition

The company Cistirna u Kostelicka has limitations when it comes to its promotion
activities regarding the business-to-business market in order to find new, loyal industrial
customers. Therefore, it is necessary to propose suggestions based on the analysis of the

current situation to find ways to promote the services it offers.

Aim of the bachelor’s thesis

The aim of the bachelor thesis is to analyze the Cistirna u Kostelicka company in order

to propose suggestions for changing promotion of the services offered by this company.

Methodology

The thesis is consisted of three main parts. The first is the theoretical background, which
includes definitions and background of terms and frameworks used in the analysis of the
current situation portion of the thesis, including services, marketing, 7 Ps marketing mix
and also marketing research and microenvironment. The second part, called analysis of
the current situation includes information about the current situation of the Cistirna u
Kostelicka organisation. This analysis includes the background of the organisation, 7 Ps
marketing mix, it is also analysed by using marketing research, which includes interviews
among potential customers and mystery shopping among competition, and
microenvironment of the organisation. The second section is concluded so that it is
possible to state the key factors from which the goals for the proposal part are derived.
The last, proposal part, is based on the outputs from the analytical part. Here, the changes
of promotion of the services that the company offers are proposed, including the timeline,
estimated costs, risks and benefits of these proposals. The goal of the thesis is therefore

fulfilled in this part.
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1 THEORETICAL BACKGROUND

In order to analyse the current situation of the company it is necessary to define terms and
frameworks used throughout this bachelor’s thesis. Therefore, services and their
importance, marketing, and its definition, 7 Ps marketing mix, microenvironment and

marketing research can be found in this part.

1.1 SERVICES

“Activities, benefits or satisfactions that are offered for sale that are essentially intangible

and do not result in the ownership of anything” (Kotler, 1999, p. 500).

Services can be defined as economic activities among two parties, an exchange of value
that happens in the marketplace between the seller and buyer. To describe services, the
term performance should be used, this performance is time-based. The purchase of a
service is done in order to achieve a desired result; therefore, many service companies
communicate their services as solutions to customer’s problems and needs. Therefore,
customers expect to gain value from the purchased service in exchange for not only their
money, but also time and effort. However, this value needs to come from somewhere, as
no transfer of ownership happens in this type of transaction. Here a variety of elements

create the value for the service customer (Lovelock, c2022).

Services are intangible; therefore, it is impossible for the customer to inspect the actual
service before the service is performed. This is why services are mainly assessed based
on factors that the customer can authenticate before the purchase like the place of the
service where the equipment can be judged or based on the company that offers the
service. That is the reason why service suppliers supplement tangible products to
accompany the services offered by them. Another important factor of services is that the
provider is an inseparable part of the service offered as the employee that provides the
service is considered as a part of the service, therefore the interaction between the service
provider and consumer is an important part of service marketing. Variety of quality of

services is a factor that is based on who, when, where and how offers a service, as a
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customer can have two different experiences in a hotel, where one receptionist can be
very nice and helpful and the other bothersome. The last factor that is ought to be
mentioned about services is their transience, as services are intangible, there is no

possibility to store them in order to sell or use them at a later time (Kotler, 2004).

Intangible Indivisibility
there is no option the services and
to see, nor hear or their providers are
smell the service —— connected directly

before purchase

J J

- - Services
Variety of quality Transiece of
quality of services services

is based on who, i it is impossible to
when, where and store services for

how offers them later use or sale

L,

Figure 1: Services characteristics

(Source: own adaptation based on: Kotler, 2004)

The importance of services

Today, services dominate the global economy, even in countries that are emerging, the
service output is growing very fast and, in most countries, represents at least half of the
gross domestic product. Therefore, it can be determined that once the income per capita
rises, the evolution of a service driven economy is likely to happen, as seen in figure 2

(Lovelock, c2022).

Share of Employment

Time Per Capita Income

Figure 2: The change in the employment structure as economy develops

(Source: Lovelock, ¢ 2022)
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When the focus is redirected to developed countries, knowledge-based services are
dominating component of the economy. Today, services make up almost two-thirds of
the world’s gross domestic product, as seen in figure 3 (Lovelock, c2022).

Agriculture, 7%
\

l Manufacturing, 30%

Services, 65%

Figure 3: Global domestic product

(Source: Lovelock, ¢2022)

It can be said that the service sector is expanding in all countries all around the world,
therefore a lot of new job positions come from this sector also. From frontline positions
like in restaurants to knowledge-based positions like in healthcare or education. When it
comes to manufacturing, the companies have moved from sole products to offering
service elements or even sole services. There are many reasons for this expansion,
including government policies, social changes, business trends, globalisation, but also the
advancement in communication and information technology. When it comes to business-
to-business innovative, advanced, and competitive services, they are considered to be the

key element in successful economies (Lovelock, c2022).

1.2 MARKETING

“Marketing is managing profitable customer relationships” (Kotler, 1999, p. 6).

Marketing can be defined as a process of managerial and social process where
manufacturing and exchange of goods satisfies the needs of individuals and groups, to
define the needs of individuals or groups it can be said that needs are a feeling of
deficiency, these can be nourishment, apparel or feeling of safety, therefore needs include

basic physical needs, but also needs of affection or the need to self-fulfil. Needs can be
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influenced by cultural and personal attributes; therefore, it can be said that a person who
is hungry in the United States and a person who is hungry in Mauritius eat something
else. Another factor that influences needs of individuals or groups are resources to meet
these needs, therefore it is important for these individuals to find goods that will provide
them with as high of a value as it can for the money that they are endowed with. When
the needs are underlaid by buying power, we can call it demand. Therefore, it is important
for companies to understand the needs, desires and demands of their customers by
researching what the customers like and do not like, and by watching how the customers
are using their products and products of competition. Once there are unsatisfied
customers, it is important to find the way to solve their problem in order to satisfy them

(Kotler, 2004).

» Products, services and

Needs, wishes, demand
other goods

A

The basics of the

marketing approach

\ |
Value for customer,
Markets satisfaction of customer needs
and wishes, quality

Exchange, business relationships,
customer relationships and -
relationships eith other entities

Figure 4: The basics of the marketing approach

(Source: own adaptation based on: Kotler, 2004)

1.2.1 Product

Firstly, it is necessary to define what is a product, product can be anything that is offered
on the market to satisfy a want or need and that brings value to the customer. We can
include physical objects, services, people, places, organisations ideas or combinations of
these. Product sets a base on which an organisation builds profitable relations with its
customers. A product can be either pure tangible good like soap, toothbrush, or flour,
where there are no services accompanying the product, on the other hand, there are

intangible products, which are pure services like financial services or doctor’s
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appointment. However, products are not purely tangible or intangible therefore there is a

spectrum of goods and services that are offered on the market (Kotler, 1999).

1.2.2 Product classifications

We divide products based on their durability, meaning how long a product lasts to the
customer and how often it is consumed. We have two classifications, non-durable and

durable.

Non-durable products are consumed fast and used once or a few times. These include

food or hygiene products (Kotler, 1999).

On the other hand, durable products are products that are used by consumers over a long
period of time, usually over a few years. These are cars, refrigerators, or furniture.
Another way we can classify products is by defining who is the customer, we either have

consumer products or industrial products (Kotler, 1999).

Products that are bought by consumers for personal consumption are called consumer
products. These can be classified in more detail based on the consumer shopping habits
as they are different based on the ways they are bought, and therefore marketed to the
customer, like convenience products, shopping products, speciality products or unsought
products. Products that are bought by customer often and immediately with minimum
effort put in are called convenience products. These include soap, newspapers, or sweets
for example. These products are usually low price and are placed in many locations as to
be available when customer needs them. Goods that are not as often purchased and that
the customer compares based on suitability, quality, price, and style are shopping
products. These can be used cars or major household appliances. Products with unique
characteristics or brand identification where only a special group of consumers is willing
to make a purchase. Here consumers do not compare the products. These include high-
priced home entertainment systems or designer clothes. Unsought products can be defined
as products that customer does not know about, or if they know they do not think about
buying it. These include life insurance, blood donations or pre-planned funeral services

(Kotler, 1999).
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There are three types of industrial products, these are materials and parts which include
agricultural crops like wool or fruits, and animal or natural products like fish and iron ore.
There are also processed materials like iron or cement, components include tires and
engines. As materials and components are mainly distributed to industrial customer
brands or advertising are not as important as price and the scale of services offered.
Another type of industrial products is capital items which we can define as products that
are used for further production or entrepreneurial by the customer. These items are
installations, meaning realties like factories and offices, fixed equipment is also included
in this category where lifts, generators or drill presses are involved. Accessory equipment
is what can be defined as portable equipment and office equipment. The purpose of this
equipment is to improve the production operations. The last type of industrial products
that includes operating supplies, repair and maintenance items, maintenance and repair
services, business advisory services is supplies and services. When purchasing supplies
and services, there is minimal effort and comparison put in and are supplied under a
contract. The difference between consumer and industrial products is the intention they
are bought with, therefore, if the customer buys it with the intention of using the product
at home, it is a consumer product, but if the customer wants to use in order to process it

or in other business activities, then the product can be called industrial (Kotler, 1999).

1.2.3 Product-support services

These services are used to expand the products offered and are very widely used as they
help gain competitive advantage to the company. Product support service can be offered
based on the customer’s needs that is why it is very important to survey customers
periodically to access current product-support services and find ideas for new ones

(Kotler, 1999).

1.2.4 Business-to-business marketing

In Business-to-business marketing the products and services are sold from one business
to another. The specifics of the business-to-business marketing that differ from consumer
marketing are that the seller often knows detailed information about each particular
customer, for example the customer’s name, address, annual sales revenue, or industrial

classification. When it comes to business-to-business, products and services are marketed
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and sold in a very similar way to consumer products, these products can be consumable,
meaning that they are used up in the day-to-day business operations like printer ribbons
or raw materials that are necessary to use in producing consumer products, or even long-
term capital investments, which include non-consumable and durable goods like
computers or industrial equipment. Business services can be distinguished in a similar
way as for example insurance or janitorial services can be seen as consumable or
operations-type services. On the other hand, there are one-time investment services that
tend to influence the operations of the particular company, like major consulting projects,
legal services, or auditing services. When it comes to business-to-business marketing,
there are a lot of unique factors that influence it, like derived demand, complexity of the
buying cycle and also buying influences, there is also an opportunity for negotiation, but

also a focus on customer service (Block, c2005).

1.2.5 Derived demand

Here, the customer’s demand for a product or a service depends on what their customer
demands in the marketplace, therefore it is called derived demand, as the demand is
derived from somewhere else than from the customer directly, as the products or services
are sold based on their capacity to help the customer make more sales of their own
products or services, also earn resources for the customer in a form of money, or help
solve a problem related to business. An example of a derived demand can be used as the
amount of mustard that a company sells depends on how many sandwiches with ketchup
the restaurant sells to their customers. The amount of derived demand depends on the
industry as knowledge of regulations, specifics, but also a history of customer’s business

is crucial when marketing to it (Block, c2005).

1.2.6 Buying Cycle and Influences

Unlike in business-to-consumer market, in business-to-business market, the decision to
make a purchase is very much thought through, therefore it is not an impulse purchase
like in business-to-consumer market. These decisions often go through a review process,
which applies even to repeated purchases as they are purchased in higher volumes.
Therefore, once a company decides to make a purchase, research and evaluation of

alternative products and sources are made. When it comes to repurchasing, it is important
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to know that once a customer in business-to-business segment is satisfied, they will come

back to the supplier (Block, c2005).

1.3 MARKETING OF SERVICES

1.3.1 7 Ps marketing mix

Once a strategy to market manufactured goods is carried out, there are usually four
elemental elements that are called 4 Ps, which are product, price, place, and promotion.
This 4p framework of four elements is not used in services as it does not correspond with
the service marketing issues and does not focus on the customer interface, therefore this
framework ought to be adapted and extended by people, processes, and physical
environment. This adjusted framework is called 7 Ps, where seven levers are used to

match needs of customers in a profitable way in competitive markets (Lovelock, c2022).

1.3.2 Product elements

Product element of 7 Ps is where the planning of the marketing mix is ought to start. Here
a service product should be developed in a way that offers value in order to target
customers and to meet their needs in a better way than competing alternatives do. Service
product includes a core product which matches customer primary needs and also elements
that diverse supplementary service components like providing information, consultation,
order-taking, hospitality, or handling exceptions, that add value in order to help customers

take advantage of the core product in a more efficient way (Lovelock, c2022).

1.3.3 Price and other user outlays

In order for value exchange to happen, payment needs to take place. Income is influenced
by pricing strategy, where prices are usually adjusted over time based on variables like
customer segment, time, place of delivery, level of demand and available capacity.
Although when it comes to customers, price is a crucial factor of costs when obtaining
desired benefits, there are other crucial factors that determine whether a particular service
is suitable for a customer, these are time and effort involved in obtaining the particular
service. Therefore, it is important to set a price for a service in a way that the target

customer is not only willing to and able to pay but also understands. Another factor that
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is important to minimize as much as possible are burdensome outlays, meaning additional
monetary costs, like travel expenses to a service location, time spent, unwanted mental
and physical effort and lastly exposure to negative sensory experiences (Lovelock,

¢2022).

1.3.4 Place and Time

Service can be distributed through physical or electronic channels, or even both. The
selection of a suitable distribution channel depends on the nature of the particular service.
Today’s banks can be used as an example as a wide range of distribution channels is used
by them, including visiting a bank branch, possibility to use a network of ATMs,
conducting business on the phone, online banking on a desktop or using an app on a

smartphone (Lovelock, c2022).
Delivery of services

Many services that are based on information can be delivered basically immediately
anywhere in the world where the access to the internet is possible. Another way to deliver
services directly to end-users or through middleman organisations like retail outlets where
a fee or a commission is received for performing particular tasks that are associated with
sales, service, and customer contact. Companies ought to decide where and when to
deliver services, methods and channels used for distribution in order to deliver service

elements to customers (Lovelock, c2022).
Core products and supplementary services

It is important to distinguish core products and supplementary services. Core products
can be defined as those that take customers’ primary requirements and respond to them,
these are information-based, examples of information-based core products can be online
educational programs by Khan Academy or automobile insurance coverage by
Progressive Casualty Co. On the other hand, once a customer buys outdoor gear, book,
or a flight online, the core product has to be delivered through physical channels. As the
outdoor will be delivered to customers’ door and the customer has to board a flight in
person. Therefore, when it comes to supplementary services, e-commerce comes in place

when transferring information, making reservations and payments (Lovelock, c2022).
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Time and speed

Time, speed, and convenience to be exact, have become very important factor when
talking about effective distribution and delivery of services as many services are delivered
when the customer is present physically. As wasted time is seen as a cost that shall be
avoided and customers are usually in a hurry, it is quite common that customers are
willing to pay extra in order to save time, like taking a taxi instead of a bus although both
of these get the customer to the same place but at a different speed. Another trend that
has derived from customers being busy is the fact that most customers also expect the
service to be available at a time they like, therefore businesses are extending their opening

hours and delivery channels (Lovelock, c2022).

1.3.5 Promotion and Education

As very little number of businesses are able to thrive without any effective
communication, it is very important to focus on this element of 7 Ps which provides
needed information and advice that persuade the target customers to purchase the service
product and that also encourages target customers to take action at specific times

(Lovelock, c2022).
The importance of educational communication

When it comes to service marketing, the communication is educational in nature,
specifically when it comes to new customers as suppliers should educate the customers
about the benefits that the service offered has, and also about its benefits, where and when
to obtain it and the way to partake in the service processes in order to get the best results.
As services are intangible, it can be very difficult for customers to visualize them and

understand them in order to see value in them (Lovelock, c2022).
Creating confidence in the service company’s experience

Therefore, the communication of a company that offers services should be targeted at
creating confidence in the company’s experience, credentials, and expertise of its own
employees. An example of physical images or metaphors can be used in order to promote

the benefits of the particular service and the company’s competencies (Lovelock, c2022).
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Importance of well-trained employees

Another aspect in reducing the perceived risk of purchase through helping prospective
customers to make good choices are well trained service employees that should be
educated on what is to come during and after the service delivery, but it is also important
to help these service employees to go through the service process as smoothly as possible

(Lovelock, c2022).
Documenting company performance

The service company should also focus on reassuring and customers reducing their
anxiety by documenting its performance, explaining what was done and why, but also
through offers of guarantees. It can be said that once customers know how to use a
particular service very well, they will have a much better service experience and outcome

out of that particular experience (Lovelock, c2022).
Efficiency

Another important factor is efficiency as efficiency helps increase productivity, lowers

costs, and enables to lower the price (Lovelock, c2022).
Customer-customer interactions

The last factor of promotion that shall be talked about is customer-customer interactions
affecting the service experience. Once you are at a service facility it is very probable that
once you encounter other customers, your satisfaction may be influenced by those other
customers. As the way these other customers behave, who they are or how they are
dressed can affect and even negate the image of the service company which it is trying to
project and the experience that it tries to create. Therefore, the service company should
attract the right customer segments to the service facility and also educate these customers

on proper behaviour at these facilities (Lovelock, c2022).
Promotion mix

It is also known as marketing communications mix. It includes tools like advertising,

public relations, personal selling, sales promotion, but also direct marketing, that an
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organisation can use to persuade customers about customer value and build and maintain
profitable relationships with customers. These tools are advertising which can be
described as a non-personal presentation and promotion of ideas, goods or services that
is paid by an identified sponsor. Sales promotion is a tool that helps to encourage the
purchase of a good or a service through a short-term incentive, organisations have also a
tool called public relations that is meant to help build good relationships with public by
using favourable publicity and eliminating unfavourable rumours, stories, etc., personal
selling mainly depends on the sales force of an organisation by making sales and building
customer relationships. Last tool to mention is direct marketing where an organisation
should target individuals in order to obtain responses and cultivate loyal customers

(Kotler, c2018).
Pay-per-click (PPC)

Is an advertisement where the advertiser pays only for the click of a consumer, therefore
here cost per click (CPC) times the number of clicks on the advertisement has to be

considered (Kwon, 2011).

This model is offered by search engines like Google or social networks like Facebook,
therefore, Google Ads and Facebook Ads are the most popular platforms to manage this
form of advertising. This model is based on keywords; therefore, the advertisement only
appears to the consumer once the keyword is searched for. This is where the advantage
of this advertisement model lays. The company has an opportunity to advertise to an
audience that is looking for a related content to its products or services (CFI Team, ¢2015-

2023).

Pay-per-click models

1. Flat-rate model
In this model, advertiser pays a fixed fee for each click. Here, the advertising
platforms offer a list of different PPC rates which apply to different places across
their platforms. However, these rates are negotiable in case the advertiser offers a

long-term or high-value contract.
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2. Bid-based model
In this case, advertisers bid with a maximum amount they are willing to pay for
an advertising space. Afterwards the advertising platform is able to pick a winner
based on not only the money offered by also based on the quality of their content

(CFI Team, c2015-2023).

1.3.6 People

Although today we are experiencing a technology advancement, many services will
always be in need of direct interactions between their customers and service employees.
Customers notice differences between service suppliers in the attitude and skills of their
employees, therefore it is important to dedicate special care to selecting, training and
motivating service employees, so companies ought to work very closely with human
resources department. Service employees should be in possession of not only the
technical skills that the particular job requires, but also should have good interpersonal
skills and a positive attitude. The human resources department needs to work on having
loyal, skilled, and motivated employees that are able to work as individuals or in teams
together as these employees create and represent a key competitive advantage among

service companies (Lovelock, c2022).

1.3.7 Process

It is very important for service companies to know not only how these companies do
things, but also what they do. Service companies need to design, implement effective

processes in order to create and deliver product elements (Lovelock, c2022).
Possible negative impact of badly designed processes

As service processes designed in a bad way can lead to slow, bureaucratic, and also
ineffective service delivery, wasted time and most importantly a disappointing experience
for customers. Another aspect that is negatively affected by badly designed processes are
frontline employees that cannot be performing their job well, as their productivity is low,

and they experience dissatisfaction (Lovelock, c2022).
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Service processes versus manufacturing processes

Now it is important to focus on how service processes differ from manufacturing
processes. First difference are operational inputs and outputs that tend to vary widely in
service processes. As service is delivered face-to-face and consumed as it is produced and
the final “assembly” takes place in real time, and distributed across many sites and
branches, it is very difficult to guarantee the reliable delivery, control quality and
improvement of productivity as the operations are distributed rather than centralized in a
factory. Therefore, service companies should reduce this variability by making a careful
design of a customer service process, adopt standardized procedures and equipment, but
also apply rigorous management of service quality, training employees in a more careful
way and automate tasks that were performed by humans before. The second difference
between service processes and manufacturing processes is the fact that customers are
often involved in co-production as some services require customers to take part in active
way to co-produce the service product. As for example when a customer expects a banker
to help them invest, the banker needs to know and understand what the needs of that
particular customer are or how much they want to invest and so on. Some scholars even
say that service customers are partial employees. This involvement can also be called
self-service, as when customers use self-service technologies through smart machines,
applications, or the Internet. The third and last difference between service processes
and manufacturing processes is need of balance between demand and capacity. In
manufacturing a smooth flow of a process can be ensured by having an inventory of parts
and materials that are prepared for use. However, when it comes to services, such parallel
means that customers wait in the service process, which is not desired, therefore it is very
important that a service company makes sure that demand and capacity are in balance, in
order to achieve this goal, the service company can design a waiting and queuing systems,

but also manage the impact of waiting on the customer’s psychology (Lovelock, c2022).
Physical environment

When the customer encounters the service facility, the service company should think
about the design of the physical environment, which can also be called servicescape. As
visible cues like buildings, vehicles, interior furnishings, equipment, staff members’

uniforms, signs, printed materials provide tangible evidence to service customers about
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company’s service quality. Another function of servicescape is that it eases the delivery
of the particular service and guides customers through the service process. Because
servicescape has a great impact on customer satisfaction and service productivity, service

companies need to manage it with great care (Lovelock, c2022).

According to (Zeithaml, ¢1996), the physical environment, or physical evidence as they
call it, is everything that can be considered to be the environment in which the service
can be delivered in and where the customer interacts with the company. Any physical
components that are able to ease the communication or performance of the particular
service. This physical evidence includes brochures or equipment and when it comes to
services which are offered in a facility, the facility itself is also an important component

of physical evidence.

1.4 MICROENVIRONMENT

The aim of marketing is to create and maintain a relationship with customers. This can be
done by satisfying customer needs and wishes, this aim is not only done through
marketing, but also through interactions with other factors that are part of the
microenvironment of the particular company. The microenvironment consists of
employees and company departments, suppliers, service providers, customers,

competition and even with the public (Kotler, 2004).
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1.4.1 The company environment

The environment inside the company is important to take into consideration when
preparing a marketing plan. This environment consists of groups, or departments of the
company, like the financial department or the research and development department.
Company’s top management sets the strategies and policies, therefore the marketing
department should follow that strategy and at the same time cooperate with other
departments in the company, as for example the financial department has to find resources
that should help realise the marketing plan. Return and costs are followed to see whether
the set goals were met by the accounting department. Therefore, the marketing plans and
operations are influenced by all the other departments in the company, the aim that should
be common for all of the departments in the company is to satisfy customer’s needs and

wishes. (Kotler, 2004)

Finances |< ‘ p .‘ Production

Top Marketing
Accounting
Management

Figure 5: The company environment

(Source: own adaptation based on: Kotler, 2004)

1.4.2 Supplier-customer relationships

One aspect that plays an important role in satisfying customers’ needs and wishes are the
supplier-customer relationships, as suppliers are facilitating the production of goods and
services for their customers. Therefore, any problems with suppliers can be damaging to
the company’s marketing, that is why the marketing department has to be aware and look
after all inputs in the particular company and also look after the attainability of these

inputs. The satisfaction of customers can be affected by an outage or delays. Another
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obligation of the marketing department is to follow trends of price development when it
comes to the most important inputs for the company as higher input prices can influence
the prices of the products that the company offers itself and therefore lower the sale

volume (Kotler, 2004).

When it comes to customers, a company has to anticipate that customers are not a
homogeneous group, as there are two groups that customers can be divided into. The first
group are the final consumers, meaning the individuals or households, non-profit
organisations, but also public and government institutions and organisations. The second

group includes organisations of manufacturing or business character (Bouckova, 2003).

1.4.3 Service providers

A company can ease its business operations through service providers, these are
intermediaries that offer financial services, physical distribution of goods or marketing
services. Therefore, business intermediaries are wholesale or retail companies that help a
firm find customers or sell goods or services to customers. As big retail chains are
dominating the market, they tend to dictate the conditions of the business transactions and
have the power to cut the producer from significant markets, and as it can be hard to find
small, independent sellers, the selection of intermediaries can be very difficult for a
producer. When it comes to the category of distributors of physical goods, meaning
delivery and storage, the emphasis during negotiations should be on finding the best
solutions for delivery and storage of goods, and on factor like costs, the way of delivery,
speed, and safety. Lastly there were mentioned financial services, which can be financing
the business activities, or insure a company against risks, these can be offered by banks,
insurance companies and other organisations that. As service providers play a key part in
satisfying customer’s needs and wishes, it is very important to optimise company’s
production and also the whole ecosystem through an effective cooperation with the

service providers (Kotler, 2004).
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1.4.4 The character of the target market

In order for a company to succeed, it is very important and necessary to analyse the
character of target markets. There are five types of these markets. The market that consists
of individuals and households, that purchase goods to satisty their own needs, is called a
consumer market. The market, where the goods and services of other companies are
processed in order to satisfy the production process of these companies, is called the
industrial market. Another market is a market of business intermediaries, here the
business intermediaries purchase goods and services in order to resell them for the
purpose of profiting from those transactions. The example of state contracts can be used
as the state offices demand goods and service that they need themselves or redistribute
them. The last market that ought to be mentioned is an international market, where all
of the types of market mentioned above are included and happen abroad. To conclude this
part, it can be determined that all of these types of markets demand different type of an

analysis as their attributes are different (Kotler, 2004).

Market of
Business
Intermediaries

A
Industrial State
Market Contracts
International
Market

Consumer
Market

Company

Figure 6: Types of target markets

(Source: own adaptation based on: Kotler, 2004)
1.4.5 Competition

Fulfilling customer’s needs better than competition is a way for a company to be
successful. Therefore, a company should not only focus on satisfying customer’s needs
and wishes, but also focus on distinguishing itself from the competition in the minds of
the customer, as only in that case the company can gain a strategic advantage. The strategy

that contributes to this goal has to be different in every company, as it depends on the size
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of the company, it also depends on its position in a particular sector when compared with
competition. This strategy cannot be the only influence when talking about the success of

that particular company (Kotler, 2004).
Competition pressure

As mentioned before, a company can be successful by fulfilling customer’s needs better
than competition, therefore it is important to know company’s competition very well. The

competition environment pressures companies into the following:

- Companies try to lower their manufacturing and selling costs.

- Improving their products and the requirements to use them, as they have to
compete with competing products on the particular market.

- The reached effects, which are used to increase turnover of the company.

- Sharing information about outcomes of lowering costs with customers.

Based on the character of the competition pressure, two types of competition activities
can be distinguished. Firstly, there is a commodity competition, where the competition is
among two companies with the same type of a product. This type of competition is then
divided into a homogeneous competition and heterogeneous competition. When it comes
to homogeneous competition, the competition is among two suppliers with the same good
which can be substituted by each other. Therefore, these are not different in quality,
design, or the way it is used, so these goods can compete with each other by the price or
pay and delivery aspects. Heterogeneous competitions are talked about when competitors
make goods which can be very well differentiated from each other. These goods cannot
be substituted by each other as they are very different, this difference can be in quality,
design and so on, here it is not so possible to compete by using price. Another type of
competition activity is a substitutional competition. Here, a competition among suppliers
of same products that are made for the same purposes can happen. The substitutional
competition is also described as a competition where a company tries to change
customer’s habits in order make them use their product or service and also where
innovation of developing new products which is able to satisfy customer’s needs and

adjust to new customer’s needs (Bouckova, 2003).
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1.5 MARKETING RESEARCH

Marketing research can help identify and therefore react to marketing opportunities but
also threats, by planning, collection and analysis of data which are used in marketing in
order to make decisions. This data gives a company information about the situation on
the market, mainly about its customers and is collected systematically based on

methodological techniques (Foret, 2012).

A company does not need information only about competition or about the marketing
environment, it is also necessary to find information in studies of certain situations, that
it why it is needed to conduct market research. The aim of marketing research is to
systematically plan, gather and also analyse and assess data that is collected in order to

find solutions for certain marketing problems (Kotler, 2004).

1.5.1 History

The origins of marketing reach as far as the nineteenth century when the first survey was
conducted in the USA in order to find the decision behaviour of voters in a presidential
election. This field was one hundred years later enriched by statistical methods of picking
a representative specimen of respondents. During 1940s the first models of behaviour
were published. These models explained how and how much opinion leaders can
influence voters when it comes to making decisions. Therefore, marketing research is
influenced not only by social research, but also by the research of public opinion (Foret,

2012).

1.5.2 Types of market research

Firstly, it is important to divide the data that can be collected during market research
based on how they are acquired. When the data is collected directly from the source, it is
called primary data, this way of collecting data can also be called collection of data in
the field. This can be done by the organisation itself or by an external organisation. On
the other hand, there is a secondary market research that can be described as a new,
additional processing of data that has already been collected and processed as primary

research by someone else (Foret, 2012).
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1.5.3 Primary research

Primary research is divided into two types, quantitative and qualitative. By research
where analysis of bigger files of data is done, meaning hundreds or thousands of
respondents are included in the research, in order to acquire a specimen of respondents
that should be representative of the standard behaviour, quantitative research is meant.
Here, the data acquired is processed with help of statistical tools. Personal interviews,
observing, experiment and surveys can be used for this type of primary data collection.
On the other hand, when qualitative research is talked about, deeper information about
people’s behaviour motivation, character and connections of their opinions, preferences,
and also attitudes towards given problematics, in some cases this type of primary research

is also able to find reasons for these (Foret, 2012).
Qualitative research

When it comes to techniques used in qualitative research, there are two main techniques
that can be used, firstly there are deep individual interviews, where the aim is usually
the causes for particular opinions or specific behaviours are found. The interviewer can
look for these causes by asking the respondent questions that make respondent answer
broadly. So called projective techniques shall be used in order to help respondent find
associations and imagination of the respondent, projective techniques include word
association tests, or picture interpretation. When it comes to interviews, it is very
important that the interviewer listens carefully in order to analyse, process, and
summarise the information gathered from the respondent. Qualitative research can also
be conducted by using focus groups, which are based on a discussion in groups consisting
of ten to twenty people, that are selected based on the target group, which are led by a
moderator. Here, it is important to observe the whole process and confrontations of

individual opinions among the group of respondents (Foret, 2012).
Quantitative vs Qualitative research

In order to highlight the most significant differences between quantitative and qualitative
market research, it can be said that qualitative research can be done in a faster way than

quantitative research, and it is also much less costly to conduct it and overall, much less
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demanding when it comes to realisation. Quantitative research on the other hand, as it has
a big specimen of respondents, has a much bigger potential to be representative and the
results can be derived on a whole population. Therefore, quantitative research is very
suitable for finding out about a certain issue, qualitative research then can be used to

deepen the information about the particular problem (Foret, 2012).
Mystery shopping

Mystery Shopping is used when the quality of customer service needs to be monitored.
There are different forms of mystery shopping that can distinguished, mystery calling and
mystery emailing, based on the communication platforms used, meaning an online store
or an Infoline. In mystery shopping, qualitative and quantitative types of research are met.
As the name suggests, the researcher is put into a role of a customer and expresses an

interest in buying a good or a service (Tahal, 2022).

1.5.4 Secondary research

The secondary way of researching can be considered to be an efficient way of collecting
information. As it takes less time than primary research, where a company has to wait
until the data is collected, in secondary research the data already exists and can be found
in the matter of a few moments as sources like internet or company information database
can be used. Another advantage of using secondary data is the cost element, as much
information can be found for free or for a fee. There are also disadvantages which are tied
to the secondary data collection. Firstly, as the information was originally collected for a
different purpose, it may not be able to help the problem a company is dealing with.
Another problem can be the currency and accurateness of the information, as the data can
be collected some time before it is needed for the particular secondary research.
Contradictory information on the same problematics can be offered by different sources

as there is usually a different methodology used (Block, c2005).

Secondary research can be used in the beginning of the research in order to find
information in the company database, but it is possible to use external information
sources, or purchase the data from information suppliers, including on-line databases.

Here, it is important to differentiate between nonaggregate and aggregated data.
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Nonaggregate data can be described as data that is in the original form, but aggregated

data is already summarised for the whole population (Foret, 2012).

1.5.5 Steps to take in market research

The first step to take is defining the marketing problem and goals of the marketing
research. This shall be done correctly, as once the marketing problem and goals are
defined in a wrong way, the results of the market research may not have the benefit that
exceeds the costs of the market research itself. Therefore, it is important to theoretically
describe the problem by examining certain signals which can include complaints from
customers, employee behaviour, or based on an analysis of the situation. Based on this
problem, the aim or aims of the research can be described. In the next part of the
marketing research, where the research is planned, and the methodology is proposed.
Here the information that is needed to be found out is defined and also the way it will be
collected. After that it is important to plan the next steps of the marketing research in
order to then control the course of the research. The last two steps in marketing research
are the realisation, meaning the collection and analysis of the collected data and the result

presentation (Foret, 2003).

Definig a Preparing the Research
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problem and research pland realisation - Result

aims of the and data collection presentation

research methodology and analysis

Figure 7: Marketing research steps

(Source: own adaptation based on: Kotler, 2004)

1.6 SUMMARY

The theoretical part of this thesis focused on describing the theory behind the topic of this
thesis which is the change of promotion of Cistirna u Kosteli¢ka. This theoretical
background firstly describes marketing, services, and marketing in services as the

company mentioned above offers services to its customers. This part also includes the
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importance of services in today’s world and lastly some figures are included for a better

visualisation of the topics.
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2 ANALYSIS OF THE CURRENT SITUATION

In the theoretical part of this thesis, the terms marketing, services, and marketing in
services which includes 7 Ps marketing mix, regarding the Cistirna u Kosteli¢ka in Dviir
Kralové nad Labem were described. 7 Ps marketing mix serves as the fundamental part
in the following analytical part, along with the company microenvironment and marketing
research which is constructed of interviews with potential customers and of mystery
shopping conducted among the competition. Analysis described below was done in order
to find the best solutions for the proposal part of this thesis. In addition, the company
analysed is introduced in this part, including its background, organisational structure and
public register information. In order to better visualise the analysed data, figures and

tables were used.

2.1 INTRODUCTION AND THE HISTORY OF THE COMPANY

In this section, the basic information about Cistirna u Kosteli¢ka will be defined, this
information includes the company organisational structure, the company background and

business register information.

2.1.1 Organizational structure

The organization is owned by Oblastni charita Dvir Kralové which is a non-profit
organisation. The director and her deputy of the non-profit organisation are the statutory
organ of the Cistirna u Kosteli¢ka, which is a social business as it employs a handicapped
person directly in the cleaner’s. Under the statutory organ there are two other workers of
the Oblastni charita. One of them is in charge of accounting in the Cistirna u Kostelicka
and the other coordinates the company and takes care not only of the promotion activities,
but also of the whole operation of the company. The remaining worker that is included in
this structure is the specialized worker who works directly in the branch and do all of the
specialized work, meaning cleaning of all the garments, they are also in direct contact
with the customers. The organisational structure can be seen in the figure 8 below (Hojna

et al, 2022).
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Figure 8: The organisational structure of the company

(Source: own adaptation based on: Hojna et al, 2022)

2.1.2 Company background

The Cistirna u Kosteli¢ka organisation was obtained by Oblastni charita Dvir Kralové in
January 2022 as the former owner had decided to close the business. Because the non-
profit organisation wanted to generate profitable activity in order to finance its operations,
which cannot be financed from government funds, this seemed like a good opportunity,
as all of the know-how and machinery was already there. The inspiration also came from
Oblastni charita Jicin, where they are operating a similar profitable business and with
whom they are cooperating. Another impulse that made the Oblastni charita Dvur Kralové
obtain the business was the fact that there was no similar business in the area that it's
employees could use. The objective of the company is to offer an affordable and quality
service in Dvir Kralové nad Labem and its surroundings, the company also wants to safe

time to its customers (Hojna et al, 2022).

2.1.3 Business register information about the company

Date of establishment: First January 2022
Name of the company: NACHARITU s.r.0.
Seat: Palackého 99, 544 01 Dvur Kralové nad Labem
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IC: 11979381

Legal structure: Limited liability company
Registered capital: 100 000 CZK
Shareholder: Oblastni charita Dviir Kralové, IC: 434 64 637

Palackého 99, 544 01 Dvur Kralové nad Labem

(Vetejny rejstiik a sbirka listin, 2022)
2.2 7PS MARKETING MIX

The 7 Ps marketing mix is analysed here with the focus being on the Promotion and
education aspect of this analysis, however all the remaining aspects of 7 Ps are also

defined here.

2.2.1 Product elements

The organization offers to clean individual stains based on the stain character and textile
material, dry cleaning which can be considered a traditional technology used in this field,
wet cleaning, which is usually used in order to remove stains from delicate fabrics like
linen, wool, or silk. Another service that is offered is cleaning garments in an industrial
washing machine. Where big amounts of clothes can be washed or clothes that are of
bigger measurements. There is a big range of garments that a customer can get cleaned
here. These items include coats, dresses, shirts, suits, wedding garments, labour clothes,
sportswear, leather garments, synthetic fur, furniture covers, duvets, bedding, blankets,
pillows, towels, curtains or even pushchairs. Shirts can not only be cleaned but also
ironed. Garments can also be mangled or impregnated. Customers can also order cleaning
products from Eurona brand in the branch through a catalogue. Lastly the branch works

as a collection place for feather cleaning business (Cistirma u kostelicka, c2022e).
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2.2.2 Price and other user outlays

The organisation prices its services based on factors like the measure of stains, material
and size of the item that needs to be cleaned, the number of items is also taken into
consideration when determining the price of the service. The businesses that have been
customers for a long time have a discount of 17% on their cleaning. Therefore, there are
not set prices for the services, as can be seen on the website in the figure 9 below. The
price is set based on costs but is also determined by the worker who works in the branch
as they know what customers consider as an acceptable and unacceptable price. The goal
of the organisation is to set prices for the five most used services, but they want to set
prices individually in most cases as it depends on how much the particular item is dirty,
as cleaning an item which is stained in a broader way uses up more cleaning supplies and
therefore is more expensive than when a light stain is cleaned. Therefore, no margin is set

(Hojné et al, 2022).

Cenik Cistirny odévu

Figure 9: The price information on the Cistirna u Kostelicka website

(Source: Cistirna u kosteli¢ka, c2022b)

When it comes to express cleaning, the customer pays 50 % more of the original price.
At the moment there are two ways in which customers can pay for the service, by cash or
an invoice is issued. With new industrial customers, the company requires a payment in
cash. The payment is done after the service is performed. The company plans to expand
this payment offer by card payments. Based on the feedback that the company has
received, the customers are seeing the added value of the Cistirna u Kosteli¢ka and
therefore accept the prices set by this company. The customers at the collection sites pay

the same amount of money like the customers at the cleaner itself (Hojna et al, 2023).
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During the process of writing this bachelor’s thesis, the company acquired a card paying
machine, therefore customers have the option to pay for the cleaned garments by card
(Hojna, 2023a).

2.2.3 Place and Time

The place of business is located in Dvir Kralové nad Labem, close to a parking lot

Kaufland grocery shop, in the Riegrova street, the location can be seen in the figure 10

below (Cistirna u kostelicka, c2022d).
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Figure 10: The location of Cistirna u Kosteli¢ka

(Source: Mapy Google, c2023g)

Delivery of services

The service is delivered in two ways, on is delivered directly to the end user, middleman
is not utilised. The order of the service can happen in person, through the website, by
email or by phone. The customer has to bring their garments which need to be cleaned in
and pick them up after they are cleaned, as the company does not offer a pickup and
delivery of the garments. It is also possible to acquire any information that the customer

might have through these communication channels (Cistirna u kosteli¢ka, c2022d).
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The utilization of middleman can be talked about regarding the collection sites, customers
have an option to drop their garments off at one of collection sites which are located in
Ji¢in and in Vrchlabi, here the same amount of time, meaning one week, is taken to
perform the service. Customers can also send their garment via mail and the company

sends them back cleaned (Hojna et al, 2023).
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Figure 11: The Jicin collection site location

(Source: Mapy Google, c2023h)

Core products and supplementary services

The core product is the cleaning service itself, supplementary services can be considered
as acquiring the cleaned garments with a hanger and wrapping them in a plastic cover as
to protect them from outside influences, however, that is the standard in the cleaning
industry, another supplementary service is the option to drop and pick up the garments at
the collection sites in Vrchlabi and Jicin, it is also possible to send the garments by post

to the cleaner’s so that the customer does not have to travel there (Hojna et al, 2023).
Time and speed

The delivery time of the service is 7 days, but customer has an option to pay extra in order

to receive the service in 24 hours (Cistirna u kostelicka, c2022a).
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2.2.4 Promotion and Education

In this part, the current promotion and education activities which are conducted by

Cistirna u Kostelika will be described.

Educational communication and creating confidence in the service company’s

experience

Before and after pictures, as can be seen in the figure 12 below, can be found on the
website, which helps customers know what to expect from the service and therefore

visualize it and see the benefits of the company’s service (Cistirna u kosteli¢ka, c2022c).

stav pred cisténim

.

stav po vycisteni

II ! I

Figure 12: Before and after representation of the service

(Source: Cistirna u kostelitka, c2022¢)

Importance of well-trained employees

The branch is operated by one employee who is specialized in the problematics of
garment cleaning. From an interview which was conducted with them about the branch
operations, it is clear to the author that they are able to explain everything to customers

very well. This employee understands very well not only the cleaning process itself, but
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they also have a very extensive knowledge of fabric materials and chemicals and agents

used to clean the garments (Hojna et al, 2023).
Documenting company performance

The business, as mentioned before, and as can be seen in figure 12, documents its
activities through before and after pictures which are depicted on its website, however

that is not done with every garment they clean (Cistirna u kostelika, c2022c).

As mentioned in the paragraph called Importance of well-trained employees, the
employee working in the branch explains everything to the customers, as they are not
only knowledgeable in the problematics, but they are also the ones who performs the

service (Hojna et al, 2023).
Efficiency

At the moment the promotion of services is very random as the staff does not have much

space to create a promotion plan (Hojna et al, 2023).
Customer-customer interactions

The branch is fairly small, however there is still space for customer-customer interactions,
however the business does not track them in any way. It can be said that customers do not
spend much time in the branch, as they only drop the garments off at the facility and come
back to collect it, therefore there is not much time span to create this type of interaction,

unless they meet someone they know in the branch (Hojna et al, 2023).
Promotion mix

The company utilises advertising when it comes to business-to-customer customers, the
staff made leaflets, where information about the cleaners can be found, meaning what
services it offers, contact information and opening hours, which they distributed among
clothing stores in Dviir Kralové nad Labem, and customers in these stores are given these
leaflets as they are paying. Another initiative that is done is sales promotion during less
profitable periods like January, customers can get their garment cleaned with a discount

of 20 %. This discount is usually given for a week to ten days. There was also a loyal
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customer program started, where customers obtained a card and for each cleaning they
got a stamp, once the customer collects all stamps, they get free cleaning of one item.
When it comes to business-to-business customers, the cleaners have not initiated any
activity in order to find new, loyal customers, most of the loyal business-to-business
customers are inherited from the old owner and are obtained a discount of about 17%.
New customers usually initiate the demand for the cleaner services and usually contact it
by phone. The branch is still labelled with the name that it had before the Oblastni charita
Dvir Kralové nad Labem took over (Hojna et al, 2022).

Pay-per-click (PPC)
The company does not utilize this tool (Hojna, 2023b).
Promotion of collection sites

When it comes to the promotion of collection sites, the one in Ji¢in has promotion on their
website and it is coordinated with Cistirna u Kosteli¢ka, however the Vrchlabi collection
site cannot be found on the internet, Cistirna u Kostelicka does not mention either of the
collection sites on their website and the Vrchlabi collection site does not have its own
website either, the promotion materials used there, meaning the posters are coordinated
with the company. As it was mentioned before, the Ji¢in collection site is promoted on
the Socialni podnik Veronika website, as can be seen in figure 13, but information about

the Vrchlabi collection site cannot be found online (Hojna et al, 2023).
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Figure 13: The Ji¢in collection site website

(Source: Socidlni podnik Veronika, 2023)
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Information included on the company website

The cleaner’s utilizes its own website, where information about all the services can be
found, there is also contact and opening hours information, there is also a contact form,
through which customer can contact the cleaner’s. The website also offers information
about the additional service, which is collection of feathers for cleaning (it is collected
for another business) and information about the possibility to purchase Eurona cleaning
products, some items can be sent by post to the cleaners, so the customer does not have
to travel to the branch. When it comes to the website visual on mobile phones, the first
thing that the customer sees is a picture of hanging garments, which can be said about the
landing page on a computer as well, as seen in the figures 14 and 15 below, figure 14 is
depicting the website after the website user scrolls down the landing page (Cistirna u

kostelicka, c2022a).
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Figure 14: The Cistirna u Kosteli¢ka website

(Source: Cistirna u kosteli¢ka, c2022a)

Figure 15: The visual of the website landing page as seen on a mobile phone

(Source: Cistirna u kostelitka, c2022a)
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Map portals

The company is not visible on Google maps. On Mapy.cz it is visible with the name which
was used under the previous owners as seen in the figure 16. Therefore, customers cannot
see it when they look for cleaners in the area, and there are no reviews possible (Mapy.cz,

2023).
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Figure 16: The visibility of the company on Mapy.cz

(Source: Mapy.cz, 2023)

Accentuating service offer to industrial customers

The website itself does not accent its offer to industrial customers, it is only mentioned
on the opening page, however, it is not the first thing that the customer sees when looking
at the website, it is a bit hidden in the text, as can be seen in the figure 17 below (Cistirna

u kostelicka, 2022a).

Uvodni stranka Aktuality Sluzby Eistirny Informace k &isténi odévl Cenik Cistirny Praci symboly
Kontakty
Suché a mokré &isténi (nejen) odévi

Cisteni provadime v nove rel
technologii suchého & mokr

Okruh nasich zakaznik:

= Domécnosti

Figure 17: the information about the company's customers on the Cistirna u Kosteli¢ka website

(Source: Cistirna u kosteli¢ka, c2022a)
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2.2.5 People

The service is in need of a worker that is specialized in the problematics of the cleaner’s
industry. As the business is built as a social business, the employee working directly in
the place of business has declared invalidity. At the moment, there is only one employee
in the place of business with an occasional help of a part time worker or of the employees
of Oblastni charita Dvir Kralové nad Labem. The company wants to hire another full-
time employee with declared invalidity in a two-year horizon. This employee takes care
of the cleaning and communicating with customers in person, by phone and via email.
The rest of the employees take care of the accounting, promotion, coordination, but as it
is not the main content of their work, they do what is most needed at that particular

moment (Hojna et al, 2022).
Processes

Customers can either bring their garments into the cleaners itself or into a collection place
in Ji¢in, which is a partner cleaner that is operated by the Oblastni charita Ji¢in. These
garments then get delivered to the cleaner in Dvir Kralové once a week, once they are
cleaned it gets delivered back to the collection site in Ji¢in. Another collection place is in
Vrchlabi, where the frequency of pick-up and delivery is also one week. These collection
sites get 25 % of the turnover from the cleaned garments. Cistirna u Kostelicka also acts
as a collection site for a feather cleaner, these get picked up and delivered by the feather
cleaner every two weeks. Customers also have an option to buy Eurona cleaning products
from Cistirna u Kosteli¢ka. This is done through a catalogue that is in the branch,
customer picks out what they would like to purchase and then it gets ordered, the products
get delivered in about two days. Cistirna u Kosteli¢ka also acts as an issue counter for the
Professional Parcel Logistics, so people can pick up their packages that they ordered from
here. The capacity is 50 packages as to avoid overcrowding of packages. Individual
customers receive a date of when they should pick up their garment when they drop it off.
Industrial customers let the company know in advance by phone that they will use the
service and negotiate the date of the drop off and pick up of their garments (Hojna et al,

2023).
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2.2.6 Physical evidence

The branch is labelled with an old sign that has a name of the old cleaners that belonged

to the old owners, as can be seen in the figure 18 below (Hojna et al, 2023).
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Figure 18: The Cistirna u Kosteli¢ka branch labelling

(Source: own work)

In the branch itself, there is a dedicated space for feather collection, the feathers are

collected in their covers like a pillow or a blanket (Hojna et al, 2023).

As the Cistirna u Kosteli¢ka also functions as an issue counter for Professional Parcel
Logistics, there are packages all over the entry and counter of the cleaner. The Cistirna u
Kostelicka is planning to acquire some shelves and organisation system in order to store
and organise these packages as at the moment they are lying around on the ground. Behind
the counter, there is all the equipment needed for cleaning of the garments, this equipment
includes a dry-cleaning machine, wet cleaning machine, a dryer, a mangle, ironing
station, detaching machine and a tub. There is also a storage space of all the chemicals
needed for cleaning of the garments. Once the garments are cleaned, they get ironed if
needed or required by the customer, are given a hanger, and are covered in a plastic film
cover, therefore there is a space dedicated to storing cleaned garments right by the counter

(Hojné et al, 2023).
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The following figures 19-21 are documenting the equipment of the cleaners, which is
mentioned in the paragraph above. The equipment is pretty visible to customers;
therefore, the customers are able to see where their garments are cleaned, which can give
them a sense of transparency. This sense can increase the trustworthiness of the business,
as the space is overall clean, there is no dust or too much mess in the branch, except the

PPL packages which are laying in the space in front of and behind the counter.

Figure 19: The feather collection space

(Source: own work)
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Figure 20: Customer's perspective (top left and right), the dry-cleaning machine (top left), the
mangle (bottom left) and the detaching machine (bottom right)

(Source: own work)
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Figure 21: The washing machine and the drying machine (top left), the cleaning supplies storage
(top right) and the tub (bottom)

(Source: own work)
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2.3 MICROENVIRONMENT

2.3.1 The company environment

As it was mentioned in the 2.1.1 section, the company consists of the management,
accounting and of specialized personell. When it comes to operational activities like
accounting, marketing or coordination, these activities are done by the employees of
Oblastni charita Dvir Kralové nad Labem, but as it is not the main part of their job, they
focus on the company when they have time. The only personell that is fully employed in
the company is the specialized staff that works in the cleaners. All of these employees
cooperate with each other, and the director is also teaching the specialized staff to better
promote the company and the companies it cooperates with, meaning the Veronika
washhouse which is a social business of Oblastni charita Ji¢in and the Vrchlabi collection

site (Hojna et al, 2022).
2.3.2 Supplier-customer relationships

As the capacity of the cleaners is small, it orders its cleaning supplies once it is needed,
therefore there is no risk of shortage as no big quantities are needed. The company also
utilises plastic cover supplier and a hanger supplier. When it comes to customers, the
company has a very good relationship with them and gets positive feedback from them

(Hojné et al, 2022).
2.3.3 Service providers

The company cooperates with collection sites which collect the garments that need to be
cleaned from its customers, the Ji€in site also delivers and picks up the garments from the
Cistirna u Kosteli¢ka, which pays them 25% from the turnover of these garments. The
same agreement is with the Vrchlabi collection site which however does not ofter delivery

and pick up to the Cistirna u Kostelicka (Hojna et al, 2022).

2.3.4 The character of the target market

At the moment, the company is targeting both the consumer and industrial market. Most

of the sales are conducted in the consumer market. When it comes to the industrial market,
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there are a few loyal customers that utilize the cleaners with a frequency of once a month.
These customers include a restaurant, a ski resort, and a sports centre. Most of these

industrial customers are inherited from the previous owner (Hojna et al, 2022).

2.3.5 Competition

In terms of competition, based on the interview with the employees, there is no
competition in Dvar Kralové nad Labem, based on their knowledge, the closest
competitors are in the closest cities, which include Nachod, Trutnov or Hradec Kralové.
The following competitors were found through online research, competitors were picked
based on their location, approximately 40 kilometres radius from Dvur Kralové nad

Labem. Information included was found online (Hojna et al, 2022).

Pradelny a Cistirny Nachod a.s.

Figure 22: The Pradelny a Cistirny Nachod a.s. logo

(Source: Pradelny a Cistirny Nachod a.s., c2013-2022)

History of the company

From the research done online, it was found that in Nachod, which is about thirty
kilometres from Dvir Kralové nad Labem, there is a competitor called Pradelny a Cistirny
Néachod a.s., which was established in 1992 by going through the privatization process.
Therefore, this company has a long history (Pradelny a Cistirny Nachod, a.s., c2013-
2022).
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What this company offers

The company is able to clean about 200 tons of clothes a month, their services include
washing of medical, gastronomy garments, or garments used in kitchens. The company
also offers small clothing repairs and labelling of clothes. Additional services include a
network of collection places which is spread across the region and clothes delivery. The
company also offers rentals of bedding, towels, labour clothes, clothing for hospital
patients, trollies for collecting dirty clothes and shipping containers. The company also
runs two separate washhouses, each of them is focused for different business-to-business
customers, the first offers its services to healthcare providers like hospitals and other
healthcare organisations. The other is focused on hospitality customers like hotels or
guest houses. In these washhouses washing, mangling, and ironing of clothing is possible
on a large scale, small repairs on garments are also offered. When it comes to their
cleaner’s branch, it is possible to get any labour clothes, full dress, fur, items made out of
leather, including uniforms or costumes and more. The cleaners use dry and wet cleaning
technologies, ironing is also offered, the delivery time is five days, if delivered earlier
there is a 50% fee. The website can be switched to polish; therefore, the company is also

targeting polish customers. (Pradelny a Cistirny Nachod, a.s., ¢2013-2022).
Visibility on Map portals

This company is visible both on Google maps where there is contact information included

and there are many positive customer reviews (Mapy Google, c2023a).

On Mapy.cz the company is also visible, here there are also basic information about the
company like the contact information, however compared to Google maps, there is only

one customer review (Mapy.cz, 2023a).
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Figure 23: The Pradelny a Cistirny Nachod a.s. website

(Source: Pradelny a Cistirny Nachod a.s., c2013-2022)

In the time the thesis was written, this company changed their website, therefore the
following figures 24 and 25 are included in order to compare the quality before and after
the transformation. It seems that the company decided to make the website more

organised and easier to use for customers (Pradelny a ¢istirny Nachod a.s., ¢2023).

+«

Pradelny a tistirny Nachod a.s.

Figure 24: The Pridelny a Cistirny Nachod mobile phone website visual

(Source: Pradelny a Cistirny Nachod a.s., c2023)
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Figure 25: The transformed website

(Source: Pradelny a Cistirny Nachod a.s., c2023)
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Cistirna odévu Trutnov

CISTIRNA ODEVU

TRUTNOV

Figure 26: Cistirna odévia Trutnov logo

(Source: Cistirna odévii Trutnov, 2020)

What the company offers

Another competitor is located in Trutnov, which is a town located about twenty
kilometres from Dvur Kralové nad Labem, this cleaner’s offers chemical cleaning of
leather, textiles, suede, feathers, suits, coats, jackets, full dresses, wedding dresses, ties,
sportswear, skiing wear, blankets, curtains, covers, and so on. Apart from cleaning,
disinfecting of garments, fabric softeners, antistatic agent and impregnation is offered.
The cleaner offers delivery and pick up of the garments. The full price list including pick-
up, and delivery can be found on the company website. This company can be contacted
by phone, email or by person in their branch in Trutnov. The main channels of
communication involve the company website, as can be seen in figures 27 and 28, the

website includes an order form, e-mail, and telephone (Cistirna odévii Trutnov, 2020).

CISTIRNA ODEVD UvoD
/ l: RUTNOV

Vycistime i Vas odev
Chemicke cisténi

viny, kiize, textilu, semise, peri, panské a damske obleky, kabaty, bundy, spolec¢enské a svatebni Saty, halenky, P
sukné, kravaty. sportovni, lyzaiske, motorkarske obleky a kombinézy, spaci pytle, deky. vinéné prikryvky g (

prehozy, zavésy, autopotahy, monterky

Figure 27: The Cistirna odévii Trutnov website

(Source: Cistirna odévii Trutnov, 2020)
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Figure 28: Cistirna odévii Trutnov mobile phone website visual
(Source: Cistirna odévii Trutnov, 2020)
Visibility on map portals

The company is only visible on Google maps, here the company has mixed reviews, some
are very positive, and some are very negative stating that the cleaner’s ruined or badly

cleaned their garments (Mapy Google, c2023b).
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Pradelna a Cistirna FiSer

PRADELNA A CISTIRNA

Figure 29: The Pridelna a Cistirna FiSer logo

(Source: Pradelna a Cistirna Fiser, c2022)

Channels of communication

This company utilizes website, as can be seen in figures 30 and 31, email, and telephone
as its main channels of communication. The website includes information about all
service offered for each customer segment, information about the collection centres and
branches and also the contact information of the workers, including their email and
telephone number. Customers are able to contact the company directly through the
channels mentioned above and ask for an offer which is tailored to their needs. This
cleaner has branches in Hradec Kralové, Ceska Trebova and collection centres in

Pardubice and Litomysl (Pradelna a Cistirna FiSer, c2022).
What the company offers

This company offers a wide range of services, cleaning, machine washing, bedding rental
wellness bedding rental, labour clothing rental, this company also offers labelling of
clothing. Its services are offered to individuals or households and business customers.
Individuals or households can bring their dirty garments into one of their branches or
collection sites. These garments can get cleaned, ironed, and steamed. When it comes to
hotels and wellness customers, this business offers service up to five times a week, this
service includes pickup of the dirty garments and delivering clean ones, these garments
include bathrobes and towels. Garment rental is also possible. When it comes to the
gastronomy customer segment, this company offers machine washing, boiling, ironing,
and steaming of labour clothes, including serving textiles, meaning tablecloths or dish
towels. Here, pick-up and delivery are also possible. Healthcare customers can order pick-

up and delivery, but also long-term garment rental. When it comes to industry customer
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segment this business offers regular deliveries of clean labour clothing, here the clothing

gets cleaned and ironed (Pradelna a Cistirna Fiser, c2022).
Visibility on map portals

The company is visible only on Google maps, the company has very positive reviews

from its customers, (Mapy Google, c2023c).

Pradelna a ¢istirna FiSer

Figure 30: The Pridelna a Cistirna FiSer mobile phone website visual

(Source: Pradelna a Cistirna Fiser, c2022)

JPMMNU CisTiama

Pradelna a
cistirna Fiser

Domacnosti

Figure 31: Pridelna a Cistirna FiSer website

(Source: Pradelna a Cistirna Fiser, c2022)

62


http://pradelna-fi5Bf.CZ

Cistirna odévu Daja

Figure 32: Cistirna Daja logo

(Source: Cistirna odévii Daja, c2023)
What the company offers

This cleaner has two branches in Hradec Kralové and three more in Prague. The business
was found in 1992, the name is based on the owner’s name. Its customers are individuals
and businesses, including theatres, museums, hotels, and restaurants. The company offers
dry or wet cleaning of dresses, costumes, suits, shirts, curtains, furniture covers. wedding
garments, historic garments, leather, fur. Customers can also get their garments
impregnated or treated with an antistatic agent and against house pests like mites and
moths. The business also offers to dispose of consequences of water breakage or fire.
Customers have an option to utilize a pickup and delivery service, small repairs with two
to fourteen days delivery. The website is not very well organised; however, customers
can find not only information about the services the company offers, but also about the
company itself. Customer reviews can also be found on the website. The website landing
page includes the main menu, it also shows links to the pricelist and the branches of the

company on the mobile devices (Cistima odévi Daja, c2023).
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Figure 33: Cistirna odévii Daja website

(Source: Cistirna odévi Daja, c2023)

Figure 34: The Cistirna Daja mobile phone website visual

(Source: Cistirna odévii Daja, c2023)

Communication channels

This is the only cleaning company in this area that communicates with its customers
through a social media platform, Facebook to be exact. However, it does not seem to get
much engagement from its followers. The page is liked by 3010 people and 2990 are
following it, but the content which the company posts is usually liked by up to 5 people.

64



The company shares funny videos from the internet, but also information about the
operational information like changes in opening hours or selling promotions. The
Facebook page also includes contact information and addresses of all its branches.
Customers can find information about prices of service offered and have an option to
message the company directly through the platform WhatsApp or messenger (Source:

Facebook Cistirna odévi).
Visibility on map portals

The company is visible both on Google maps, where all of its branches are visible, the
company has branches in Prague and Hradec Kralové all of the branches have visible

contact information and customer reviews (Mapy Google, c2023d).

When it comes to Mapy.cz, all of the company branches in Prague and Hradec Kralové

are also shown here (Mapy.cz, 2023b).
Competition comparison summary

In order to compare and summarize promotion activities used by the company and its
competitors, the table 1 below was created. It can be seen that all competitors utilise either
both Google maps and Mapy.cz or at least one of these map portals in order to be visible
to the customers. Competitors also tend to accentuate and describe services offered to
industrial customers in a broad way, which also concerns their landing pages where their
service offer is much more accentuated. Customer reviews are not very common among
the competition, which can also be said about the pricelist. Another aspect that was
highlighted by the competition comparison was that all of the competitors which offer
collection of garments in collection sites, have these collection sites listed on their
website. Lastly, the comparison showed that all of the competitors have a logo and the
Cistirna u Kosteli¢ka company does not. The comparison of all of the factors can be seen

in the table 1 below.
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Table 1: Summary of competitor's analysis

(Source: own work)

Summary of competitor’s analysis

Company Visible Visible Accentuated Customer Visible Includes  Accentuates Has a

on on services for testimonials pricelist  collection company logo
Google  Mapy.cz industrial on website sites on offerings on
maps customers on their website
website website landing
page
Priadelny Yes Yes Yes No No Yes No Yes
a Cistirny
Nachod
Cistirna Yes No No No Yes X Yes Yes
odévu
Trutnov
Priadelna Yes No Yes No No Yes Yes Yes
a Cistirna
Fiser
Cistirna Yes Yes No Yes Yes X Yes Yes
odévu
Daja
Cistirna u No No No No No No No No
Kostelicka

2.4 MARKETING RESEARCH

Interviews

Primary qualitative research in a form of interviews by phone was conducted in order to
find information from potential customers of Cistirna u kostelitka. The potential
industrial customers were asked about whether they utilize the cleaning services, what is
their preferred communication channel with their service providers or how they find
information about potential suppliers when looking for a new one. The following

businesses were approached.

Firstly, Fabrik Food Factory in Brno, was approached in person. As it is a family

business, I approached one of the family members for the interview. They had expressed
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the fact that the best way to look for a new supplier is either via internet or through a
word-of-mouth recommendation from a different business. This company’s preferred
channel of communication is the telephone. Price is a deciding factor; however, the
business is willing to pay more for a service once they can see that it is worth it. When
asked about how often they would utilise cleaners’ services if they used them, the answer
was for labour clothing once a week and seat cover in their delivery cars once a year

(Kirchner, 2023).

Secondly, the Penzion Pohoda Trutnov was interviewed over the phone, the number
777 295 411 was called. The owner expressed that they do utilise cleaning services, they
are not considering a change of this supplier as they do not know there are existing
alternatives. They research information on the internet when looking for a new supplier
and that their preferred channel of communication is either the telephone or email. When
it comes to the price, it is not a deciding factor for them, they look for a good quality
service which is fast, therefore it is important that the cleaner’s is able to deliver their

service in a few days (Smidova, 2023).
Mystery shopping

Another market research that was conducted was mystery shopping which was done
among competitors, Pradelna a &istirna Figer and Pradelny a &istirny Nachod, Cistirna
od&vii Trutnov, and Cistirna odévi Daja, where the companies were approached via email
or by telephone about what prices they can offer a small hotel with a restaurant in Dvur
Kralové nad Labem in order to see how the competitors communicate and if they offer

any type of sales promotion to their customers.

The Pridelna a Cistirna FiSer company was very responsive and offered all the
information needed in a very short time span, they were approached by email, the email
address which was the company contacted through is obchod@pradelna-fiser.cz. The
salesperson also offered a communication over the phone in order for the communication
to be more effective. There was also a pricelist offered which can be seen in the table 2
below with an offer of a discount per money spent per month in case the customer spends
over 10000 czk (excluding VAT) per month, there is a quantity discount offered,

however the discount is calculated individually. The Pradelna a Cistirna FiSer sets its
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prices based on many factors, including the volume, and types of garments to be washed
when talking about the cleaning services, the price of pickup and delivery depends on the
location of the customer and frequency of pickup and delivery. It is possible to contact
this company by email, telephone or in one of their branches or collection places

(Ptivratsky, 2023).
Table 2: The Pridelna a Cistirna FiSer pricelist

(Source: Pfivratsky, 2023)

Pradelna a Cistirna FiSer pricelist

Price per one item (in CZK, excluding

Item VAT)
Tablecloth up to 3 m? 21
Apron 39
Labour blouse 69
Labour pants 69
Pillow cover 12,90
Duvet cover 24,90
Sheet 19,90
Bathrobe 38
Delivery 390

The same can be said about the Cistirna odévii Trutnov, this company was approached
via telephone, the number called is 724 677 874, which was found on the website, they
were called on the 7 of February 2022, the owner, Mrs. Hurdalhové picked up the phone
on the first try. She offered all the information needed about the prices; however, it was
found that at the moment the company is not able to offer any quantity discount as the

inflation and energy prices are not allowing the business to (Hurdalhova, 2023).
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On the other hand, the Pradelny a Cistirny Nachod was very secretive about their prices,
they decided not to answer to email communication, only once it was phoned there they
communicated, the phone number 491 423 745 was called on the 24" of January. It was
very clear that this company does not want to be transparent about their prices or any
sales promotions that they offer to their industrial customers, as they are afraid
competition will find out about them. However, they mentioned that a contract is offered
to industrial customers and the prices are always calculated individually to fit the needs
of each customer, it also depends on the location of the customer, as delivery is also

calculated individually (Novak, 2023).

The Cistirna odévia Daja company was reached out to via email info@cistirna-odevu-

daja.cz, this company was fast in communication, they expressed that it is possible for
the company to service businesses in Dvur Kralové nad Labem, they asked about specific
garments that would need to be cleaned and specific quantities per time. They also
mentioned that in case of acquiring of their loyal club card and in case of paying by cash
it is possible to gain some points which each equal one crown that can be deducted from
the following order. The company also offers discounts when customers pay via invoice,
here the discount depends on the amount of money spent per invoice, it is written in the

following table 3 (Janata, 2023).

Table 3: The Cistirna odévi Daja discount offer

(Source: Janata, 2023)

Cistirna odévi Daja discount offer

Amount spent per invoice (in CZK) Discount
> 30 000 10 %
> 60 000 15 %
>90 000 20 %

The company also sent me a pricelist that seems to correspond with the pricelist on the
company website, however the following table 4 was made to demonstrate the pricelist

received.
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Table 4: Cistirna Daja pricelist

(Source: Janata, 2023)

Cistirna Daja pricelist

Item Price per one item (in CZK, including
VAT)
Robe 180
Bed linen (per one bed) 280
Labour uniform 485
Small tablecloth 135

They also calculated the delivery price to Dvir Kralové nad Labem, which would be
about 2 500 czk per one pick up and drop off of the garments, however they offered a free
delivery (Janata, 2023).

2.5 SUMMARY

To conclude this section, the main outcomes of the analyses conducted should be

highlighted:

When it comes to the main outcomes of the microenvironment analysis, the main
outcome was the competition comparison, which showed where the lack of promotion
activities of Cistirna u Kosteli¢ka lays, from this comparison it has become apparent that
the company is not focusing on its online promotion and presence in general when

compared with its competitors.

The 7 Ps marketing mix analysis showed which promotion activities is the company
conducting today; this includes educational communication and creating confidence in
the company’s services, here the company decided to put up before and after pictures of
garments they have cleaned, which is also considered to be the documentation of
company performance. When it comes to the importance of employees, the company
knows that it is one of the crucial parts of the business and the personell working in the

branch is very knowledgeable and specialized in the cleaning field. The analysis also
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showed that when it comes to the efficiency of promotion activities, there is a lack due to
limited financial and human resources. However, when it comes to the promotion mix,
the company is conducting activities like advertising and sales promotion. The analysis
uncovered lack of PPC advertisements and poor advertising of the company online in
general, as the company is not present on map portals or does not communicate its
collection sites to the customers on its webpage, however the company webpage does

include basic information about the company, like opening hours or contact information.

The next important analysis which was conducted is the marketing research, where the
interviews among potential customers which showed that potential industrial customers
look mainly online for their new suppliers, and that industrial customers are willing to
pay more if they can see that service is worth it. When it comes to mystery shopping
among competitors showed that the Cistirna u Kosteli¢ka is lacking many promotion
activities when compared to its competitors, for example all of the competitors are present
on map portals, however Cistirna u Kosteli¢ka is not. Another example is the fact that
Cistirna u Kosteli¢ka does not accentuate their service offer to industrial customers on its

website.
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3 PROPOSAL SUGGESTIONS

The last section of the bachelor’s thesis is focused on proposals for changing of promotion
of services in Cistirna u kosteli¢ka based on the previous part, meaning the analysis of

the current situation.

The analysis of the current situation showed weak online presence of the company;
therefore, the main focus is on the improvements of online promotion. As the competition
analysis showed, the competing companies are present in map portals so that customers
can find them much more easily, I am also suggesting adding customer testimonials to
the company website as both of these activities can increase trustworthiness of the

company.

As the interviews with potential customers showed that they look for new suppliers
online, it is important to implement pay-per-click advertisement so that the company is

able to reach more industrial customers in the area.

Competitors are also accentuating their offer to industrial customers very clearly and
right away on their website landing page; however, Cistirna u Kosteli¢ka’s landing page
does not include any content about the services it offers, especially industrial customers
have to look for the services it offers to them. Therefore, I am including a proposal to
change the landing page of the website and to accentuate the service offer to industrial

customers in this section.

The company offers customers, which are not close to the cleaner’s itself, to drop their
garments off at their collection sites in Ji¢in and Vrchlabi, however the company does
not mention this information on its website, unlike its competitors. Therefore, customers
do not know about this option. I am suggesting including this information on the
company website and also unify the company promotion with the website visuals, this
includes its posters and posting visuals. The company should also create a logo which

should also be included on all of its promotion materials, including the website.

The mystery shopping research among competition has shown that the competition is

offering their customers sales promotion in a form of quantity discounts. Along with
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this I am also proposing conducting of contracts with industrial customers as it can

ensure loyalty from its customers who will in return get a tailored offer to their needs.

3.1 PROMOTION AND EDUCATION ACTIVITIES

Here, I will take a look at how the promotion and education activities can be changed in
order to convince potential industrial customers to become customers of Cistirna u

Kostelicka.

3.1.1 Creating confidence in the service experience

It is important that the company is visible on Google maps and Mapy.cz. As the majority
of competitors use both of these platforms to promote their services, and it was found that
potential business to business customers prefer to look for new service suppliers online,
it is crucial that the business is visible on these platforms. Another benefit that comes
from this visibility are customer reviews, as they can help enhance the credibility and

trustworthiness of the business.
Adding the company to Google maps

When it comes to Google maps, it is fairly easy to add a company on there. The first step

is to open Google maps, then there are three ways a company can be added on there:

1. The address of the business should be written in the search bar of Google maps,
then on the left in the Company profile, click “add company”.

2. Using the right mouse button, click anywhere on the map, then click on “add
company’.

3. On the top left click on “add company”.

Based on the directions on the screen, finish the registration of the company into the

Company profile service (Google, 2023).
Adding the company to Mapy.cz

Search for your company on Mapy.cz, then click on “Is this your company?” on the panel

on the left. Then there are more options to acquire a company profile:
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1.

The first way can be used once a Seznam account is already paired to take care of
the company profile, then all that is needed is to pick the account the particular
owns and continue to log in, after that the user is redirected to administration of
Firmy.cz, where anything can be edited.

The second way is used when none of the accounts paired to the company profile
are not owned by the particular user who wants to administrate it, however their
email or telephone number is listed on the company profile as contact information,
then a button “Send on an email” or “Send via SMS” shall be clicked. All
information regarding editing of the Company profile will be found in an email
sent from Seznam.

The third way of editing company profile on Mapy.cz is used when there is no
contact information listed on the company profile. Then it is necessary to click the
“Take over the company” then a form needs to be filled out in order to edit
information on the company profile.

Lastly if none of the Seznam accounts are of the person who wishes to edit the
company profile information, then the “This is not my contact information” shall
be clicked. Then basic information regarding the company should be filled out

(Tym Firmy.cz, ¢1996-2023).

Another step that should be taken is the transformation of the website landing page, as
the landing page on the website is built in a way that it does not accentuate the company’s
offerings, but instead shows a picture of hanging garments. Therefore, it should change
the landing page in order to show visitors of the website the offerings of the company.
An example of a well-done landing page, where company’s service offerings are very

well accentuated can be seen in the figure 35 below.

J—y
IPRADELNA A CISTIRNA

Pradelna a

Cistirna FiSer

Figure 35: An example of a well-done landing page

(Source: Pradelna a Cistirna Fiser, c2022)
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In order to communicate to potential customers from the business-to-business sector, the
services offered to them should be accentuated on the website much more. As seen on
competitors’ websites, this method is fairly easy and can help attract new customers to
the business. This can be done by adding a new option in the main website menu, which
can be called “For businesses” where information about the cleaning services offered to
businesses can be found. This information should include to what types of businesses is
the service offered, meaning small restaurants, guest houses, sports teams and what
service can the company offer to each of these types of businesses. An example can be

seen in the figure 36 below.

WEREOPEN) Nase online fistirna je tu stéle pro vés. Zam&stnanci v fistirn& i kuryfi jsou vybaveni ochrannymi pomlickami. DEkujeme za vasi pfizefi ‘

L +420 777327000 Mon - Fri: Bam to 7 FAQ  Howdoesitwork  CleanyClub  Blog  Aboutus  Branches Z EN

E@Cleany(z . What do you need to L C \ (1 Login

Carpet and home 5 Cleaning by

e . . I“ 1 Cleaning for
-] Wash and Fold LS Cleaning clothes . textile cleaning &3 material ] ‘

companies

restaurants,

from the bedroor

Blankets owels, bedding,

ather, silk or keviar? We car

also do very specific things

Figure 36: An example of accentuated offer for industrial customers on a website of a cleaning
company

(Source: Cleany.cz, c2023)
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As the company has very good feedback from its customers, customer testimonials
should be added to the company website. It is important that good feedback is seen by
potential customers, as it can increase the trustworthiness of the company in their eyes.
When it comes to business-to-business customers, these can be added with their logos or
with the name of the company or physical customer, if possible. This change would
require a person who would go through the submitted testimonials as to avoid having bad

testimonials on the website. An example can be found in the figures 37 and 38 below.

Co o nas fikaji nasi klienti

r .
ég é Vazime si vstficnosti a profesionality G¢etnich v UOL. Pokazdé, kdyz
ne urgentné zkonzultovat néjakou zaleZitost, vzdy jsou k
ém ucetnictvi UOL je prehledny a zviadnou s nim pracovat i

méné zkuseni uZivatelé. Pro nasi firmu byl UOL skvélou volbou*

Ing. Veronika Cyrani
jednatelka, Expat Support, s.r.o

=P
=P

Figure 37: An example of a customer testimonial on an accounting company website

(Source: UOL Utetnictvi, c2022)

Zkusenosti nasich zakaznikt

Poprosili jsme pravidelné klienty o par slov. Tady jsou jejich reakce.

'? NepouZivala jsem Ccistirny casto, nebo spis vibec a to

(34 ’ hlavné, protoZe jsem véci porebovala mit vyprané a
vyZehlené rychle kvdli tomu, Ze casto pracovné cestuji. Na
Cleany se mi libi rychlost a pohodli. Doporucuji zkusit!

Adriana Hercigonja

Senior Associate v Pfizer Pharmaceutical

Figure 38: An example of a customer testimonial on a cleaning company website

(Source: Cleany.cz, c2023)
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Including collection sites in Ji¢in and Vrchlabi on the website, as customers of Cistirna
u Kostelicka have an option to drop off and pick up their garments at collection sites in
Ji¢in and Vrchlabi, however, it is not mentioned on the company website at all. Therefore,
many customers cannot know that there is an option to drop their garments off somewhere
else than at the branch in Dvir Kralové nad Labem, so it is necessary to include this
information on the website, with addresses of the collection sites and their opening hours
and contact information like telephone. Figures 39 and 40 below give an example of how

it can look like:

Shérna

Pardubice

Adresa: Peritynsks
PSC: 530 02
Tel: +420 716131

Oteviraci doba:

Figure 39: An example of collection site information on a cleaner's website I

(Source: Pradelna Fiser, s. 1. 0., c2022)

Seznam shéren:
Profily na seznam.cz

Pobocka 1

Dlouhd 734/27, Praha, Staré Mésto

Telefon: +420 222 311 523

Mobil: +420 603 366 163

Oteviraci doba: Po - Ct 8:00 - 18:00, P4 8:00 - 17:00

Pobocka 2

U plynarny 863/77, Praha, Michle

Telefon: +420 244 470 750

Mobil: +420 604 548 270

Oteviraci doba: Po - P4 9:00 - 19:00, So 9:00 - 12:00

Figure 40: An example of collection site information on a cleaner's website 11

(Source: Rychlocistirna Jitka, c2023)
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Adding an indicative pricelist to the website can help make the business seem more
transparent and open to its customers. Therefore, it has the potential to rise trustworthiness
of the company in the customer’s eyes. An example of what it can look like can be seen

in the figure 41 below.

\

|

{

Chef Jacket Graduation Gown Lab Coat Bedsheet Single

ZK/pie from

Figure 41: An example of an indicative pricelist of a cleaning company

(Source: Cleany.cz, c2023a)

As the branch in Dvur Kralové nad Labem still has old visual which was used by the
previous owners, which does not correspond with the company website, it is important to
create a unified visual which would correspond with the Cistirna u Kostelicka website,
so customers know that when they enter the branch in Dvir Kralové nad Labem and the
collection sites, they are entering the same cleaner’s and will know what to expect if they
drop their garments off in Dvir Kralové nad Labem, Ji¢in and Vrchlabi, meaning they
can expect the same quality of cleaning. This unification does not have to be massive, but
alogo and a poster on the door, which is the same in the collection sites and in the branch,
itself should help remember the company much better. The company should also create
posters informing customers about the branch and both collection sites, their address,
contact information, meaning a telephone number and an e-mail address with opening
hours which can be given to each customer once they pick up their cleaned garment. This
can help to make sure that once the customer is in a different location, they can still utilise
the same cleaning company. These posters can also be distributed to businesses in the

radius of the branch in Dvur Kralové and the collection sites in Ji¢in and Vrchlabi.
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3.1.2 Efficiency

Based on the interviews with employees, the promotion part of the business is taken care
of in a very unsystematic, random matter, therefore it could be very helpful to hire a part-
time employee, meaning they would work about 80 hours a month, who will be
responsible for the promotion of the Cistirna u Kosteli¢ka and also coordinate the
business as to decrease the workload of the employees of Oblastni Charita Dvar Kralové
nad Labem. This employee would be able to implement the proposals from this bachelor’s
thesis into the business. This employee can be a high school or a university student who

is enthusiastic and interested in coordinating a business.

The company has a few options how to find this employee. It can either utilise different
Facebook groups which are focused on looking for jobs in the Trutnov area, like Prace
Kralovédvorsko, Trutnovsko group or Brigady a Prace Trutnov a okoli group. Another
option is to find the employee through job portals like Jobs.cz or Prace.cz where the
company would pay an amount of money for the advertisement to be displayed. The
company can also approach high schools that are focused on business like business
academies in the area and ask them to advertise the job opening to their students on their

Facebook groups, or internal system and school premises that the students have access to.

Concluding contracts with industrial customers can ensure a stable, regular income
for the business. It can also give customers a sense of knowing what to expect and give
them a tailored offer to their needs. It can ensure that customers will not switch to another

cleaning business but will stay loyal to the business.

3.1.3 Promotion mix

The company should mainly focus on sales promotion, where industrial customers will
be able to get a quantity discount, which can be based on the volume of cleaned garments
or based on an amount of money spent there per a certain period of time or after the
customer has been loyal to the business for a certain amount of time. This can be a
motivational factor for the customer as if the customer spends a bigger amount at the

company, they can acquire a higher discount.
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3.1.4 Pay-per-click (PPC)

The company should use this tool, as it can help it stand out among competition online,
meaning on search engines like Google. Therefore, as Google is the most used search
engine, along with Seznam in the Czech Republic, the company should focus on PPC in
these two search engines. Google uses Google Ads where the advertisement can be
adjusted, Seznam.cz has a tool called Sklik where the advertisements can be adjusted for
this search engine. It was recommended by the company PPC Profits that in order to target

industrial customers, it is better to use Google Ads (Kalab, 2023a).

3.2 FINANCIAL COSTS

In this section, financial costs for the proposals suggested in this bachelor’s thesis are

calculated.
Website changes

When it comes to the website changes, I contacted the company that made the Cistirna u
Kostelicka website called Compel s.r.o. over the phone where I found out that the changes
proposed by me would cost around 2 000 to 3 000 CZK if they were made by them, they
pointed out that their services are cheaper than competition, therefore if the company
would decide to implement these changes with a different company, the costs would come
higher. They also mentioned that the changes proposed by me would not be too time
consuming, for example adding the customer testimonials would take about ten minutes

(Hlavac, 2023).
Unifying promotion

Concerning the unification of promotion, it is necessary to firstly start with some graphic
designs for logo and promotion materials, meaning posters for the collection sites and
posting visuals for the branch. There are many companies that offer graphic design in the

Trutnov region, or offer their services purely online:

Grafické studio Makovyr, this company has an indicative pricelist on their website, the

creation of a logo costs about 4 000 CZK. This company also offers a creation of poster
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design, which costs about 2 500 CZK (Grafické studio Makovyr, c2022). This company
was also contacted about how much it would cost to get a design of the posting visuals
for the cleaner’s, they answered that it would take them about 5-10 hours of work with

the hourly rate of 597 CZK/hour it would cost 2 985 - § 970 CZK (Makovska, 2023).

Another company which offers graphic design in this area is alfadesign, based on the
indicative pricelist on their website it can be said that a creation of a logo would cost at
least 3 500 CZK. Based on this pricelist, the posting visuals would design would come
up to 5 000 CZK (Alfadesign, c2022).

The following step is to print out these posters and posting visuals for the branch and

collection sites:

When it comes to posters, they would be used at the collection sites and for the branch,
therefore there would not be a need for many. I have decided to calculate the price for 5
posters in case there is a need for more, however these can get printed anytime in any
copy centre. For the purpose of the thesis, I found many businesses that offer this service,

so for 5 A2 posters it would cost about 2 000 CZK (Expresta, 2023).

When it comes to the posting visuals, the price depends on the dimensions, design and
material used for it. However, based on the website it should cost about 4000 CZK,

however that is only for the printing (Tisk Sarpet, 2022).

Another option is to get the posting visuals design, its printing and changing of the
visuals in the branch from one company. I asked a few companies that offer this service
to give me an offer and the posting visuals design based on the Cistirna u Kostelicka
website. This option seems to be the best one as it is the cheapest and it will not take too
much time as it will be coordinated by one company, so the cleaner’s will not have to
coordinate the work among more companies, meaning the graphic designer, the printing
company and so on. I believe that this option is the most effective and resource saving

when it comes to finances and time, therefore I recommend going in this direction.
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I have received only one offer from a company called Nejlevnéjsi polepy, this company
offers both graphic design services and also printing and installation of the posting
visuals, the company was contacted via a contact form on its website. I asked for a design
of the show window based on the Cistirna u Kosteli¢ka website, the result can be seen in
the figure 42 below. The company also sent a pricelist, which can be seen in the table 5.
The material used for the posting visuals would be a OWYV plastic film, which has holes
in it that provide light inside the premises. The company also mentioned that they install

the posting visuals in about two to three weeks after an advance payment is paid and their

((

graphic design is approved by the customer (Nejlevnéjsi polepy, 2023).
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Figure 42: Nejlevngjsi polepy graphic designs for the show window of Cistirna u Kostelitka

(Source: Nejlevngjsi polepy, 2023)
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Table 5: Nejlevnéjsi polepy offer pricelist

(Source: Nejlevngjsi polepy, 2023)

Nejlevnéjsi polepy offer pricelist

Item Price (in CZK, excluding VAT)
Posting visuals 3 750
Pre-printing preparation 200
Delivery 1 000
Removal of old posting visuals 990
Posting visuals installation 2 000
Altogether 7 940

Hiring an employee who will take care of the promotion activities systematically

Based on my research among part-time job advertisements in the Trutnov county, the
hourly wage of a part-time worker would be around 150 CZK/hour. Therefore, monthly
costs for this worker, if they worked 80 hours a month, would be 12 000 CZK (Prace.cz,
c1996-2023).

The worker would have an agreement to perform work. Costs related to this employee
are also considering the social and health premiums, as the predicted salary per month
would be 12 000 CZK. When it comes to the agreement to perform work, the social and
health premiums should be paid if monthly earnings exceed 3 500 CZK. Therefore, the
monthly costs including the premiums if the salary is 12 000 CZK a month would be
16 056 CZK, the premium expenses are listed in the table 6 below (Muj-pravnik.cz,
c2010-2023).
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Table 6: Health and social premiums costs for the part-time worker

(Source: own work)

Health and social premium costs for the part-time worker

Premium Monthly cost (in CZK)
Social 2 976
Health 1 080
Altogether 4 056

The costs for finding the employee in case the company would go with only Facebook
groups is zero, as here the advertisement can be placed here for free. If job portals would
be utilised, the cost would depend on a job portal used and also on what type of service

would be chosen.

The pricing of Jobs.cz portal where there is an option between two packages. The
package which is called Light offers advertising of the advertisement for 30 days and
sending the advertisement to Jobs.cz portal users via email, this package costs 7 390
CZK. A bit more expensive package which is called the Standard package has the same
features as the light package, however the advertisement is put among the higher ones

each week, therefore it is easier for Jobs.cz users to find it (Jobs.cz, c1996-2023).

Another job portal which can be used is called Prace za rohem, here the cost is from
825 CZK, this includes a 7-day free trial and possibility to advertise up to 10 job offerings
for 30 days (Préace za rohem, c1996-2023).

The pricing of Prace.cz job portal is a bit more versatile than Jobs.cz. The cheapest
package is 2 990 CZK, in this package, which is referred to as mini on the website, the
advertisement can be displayed for 10 days, the portal will send the job applicants on the
company’s email, the only payment option here is to pay by card online or by a transfer.
The more expensive package, which is called standard, includes much more services, here
the advertisement will be displayed for 30 days, the advertisement is moved to the newest

ones each day, so it is more visible for the portal’s users. The payment option here is also
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an invoice and the portal also offers application called Teamio, which I will elaborate on

in the following paragraph (Prace.cz, c1996-2023a).

The application Teamio offers a package where the company can utilise all of the portals
mentioned above, meaning the Jobs.cz and Prace.cz and Prace za rohem portals with a
discount. Here the only option is a package for 490 CZK where the advertisement will
be placed on all of the portals for 10 days. However, for only one job advertisement there

are no other packages offered (Prace.cz, c1996-2023b).

In my opinion it is better to omit the job portals to advertise the job offering as it is fairly

expensive and there are other free options that can suit the purpose very well.
Conclude contracts with business customers

Here, the only cost for the business would be some sort of a consultation with a lawyer
as to either only check whether the contracts are made well or to make the contracts

themselves.

When it comes to the price of only checking the contract, this can be done purely online
which decreases the price. A law advisory centre called Verdikto is able to do this from
99 CZK (Verdikto, 2022a), however when it comes to making the whole contract, it can

come up to about 2 000 CZK, however it depends on the contract type. (Verdikto, 2022b).

A law firm called Knotek Manakova, advokati also offers its services online, based on
its website, a consultation with them via email would cost 1 500 CZK (Knotek

Manakova, advokati, 2023).
Pay-per-click (PPC)

I approached a few companies that provide PPC advertisements, they were found online
and were contacted through contact forms on their websites. They were asked to give me

an offer for PPC advertisement for the Cistirna u Kostelicka website.

The first company that got back to me was PPC Profits company. First, they sent me a
form where they asked some questions about the business and what is expected from the

advertisement. The company sent me not only the expected financial costs, but also a time
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plan, which can be seen in the tables 7 and 8 below, in which the advertising should be

set (Kalab, 2023b).

The company conducts a contract with its customers and the billing is based on monthly

invoices. The company also recommended using Google Ads only as 80 % internet users

search through this search engine (Kalab and Cupr, 2023).

Item

PPC
advertisement set-
up in Google Ads

4-6 hours

Advertising
banner 1 pc

Management of
Google Ads 3,5

hours

Advertising credit

Table 7: PPC Profits expected costs

(Source: Kaldb, 2023b)

PPC Profits expected costs

Hourly rate  Number of
(in CZK) hours
990 4-6
X X
990 3,5
X X
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Frequency

One time

One time

Monthly

Monthly

Cost (in
CZK)

3960 - 5 940

600

3 465

From 3 000



Table 8: The PPC Profits expected timeline

(Source: Kaldb, 2023b)

Expected timeline from PPC profits

Item 1t week 2nd 3rd 4th 5th week
week week week

Set-up of Google
advertisement on Google
Ads

Final set-up, remarketing
set-up, conversions set-up

Managing of Google Ads

Another company that got back to me was Acomware, they sent me a pricelist, which
can be seen in the table 9 below. This company is much more expensive, therefore I
looked into some customer references, for this I used Google maps, it seems that the
company PPC Profits has overall much better reviews, as I could not find one negative

review (Mapy Google, c2023e).

However, the company Acomware also has a good rating overall, but I did find some
negative feedback, like that the company id too expensive and it is not worth the money

(Mapy Google, c2023f).

Therefore, it seems as a better decision to go with the company PPC Profits as it is less
expensive and the feedback from its customers seems more positive. I included the offer

information that I received from both companies in the appendixes 1 and 2.
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Table 9: Acomware pricelist

(Source: Tym Acomware, 2023)

Acomware pricelist

Item — the first Hourly rate (in Number of hours Cost (in CZK

month CZK) excluding VAT)
PPC Advertising 1200 8 9 600
maintenance
Project and 1200 3 3 600
strategic
management

Item — from the Hourly rate (in Number of hours Cost (in CZK

following month CZK) excluding VAT)
PPC Advertising 1200 4 4 800
maintenance
Project and 1200 2 2 400
strategic
management
Google Ads credit X X About 8 000
Sklik X X 4500

3.2.1 Summary of financial costs of proposals

The following tables 10 and 11 were made in order to better highlight and summarize the
costs of proposals which are suggested in this bachelor’s thesis. There was a one-time
expenses table 10 made which is connected to the changes that will not have to be done
regularly but rather once. The following table 11 below includes the regular expenses

connected to the changes of promotion which were proposed in this bachelor’s thesis.

When it comes to the financial costs, it can be said that the biggest investment in the
beginning would be to unify the promotion of the company, meaning the creation of the
logo and changing the current posting visuals in the branch. When it comes to the regular
expenses proposed the highest one is the employee salary which also includes the social

and health premiums. However, there are also proposals included that will only cost the
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company some time like the creation of visibility on map portals or searching for the part-

time employee. Overall, I put emphasis on making the proposals as affordable as possible

for the company as the company helps finance the Oblastni charita Dvur Kralové nad

Labem’s non-profit activities and big investments could potentially endanger that aim.

Table 10: One-time expenses

(Source: own work)

One-time expenses

Item
Website changes
Unifying promotion
Hiring an employee
Creating visibility on map portals
Conducting contracts
PPC Advertising creation

Altogether

Cost (in CZK)
3 000

13 940

2000
6 540

25 480

Table 11: Regular expenses

(Source: own work)

Regular expenses

Item
Employee salary
PPC Advertising maintenance

Altogether
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Cost (in CZK per month)
16 056
From 6 465

22 521



3.3 TIME SCHEDULE OF PROPOSALS

The following tables 12 and 13 are describing the expected time expense of fulfilling the

proposals and also when the proposals should be fulfilled.

Firstly, the company should hire the part time employee, it seems that it takes companies
about 30 days to hire a new employee, therefore I calculated with 4 weeks where the
company will be looking for the employee during the month of June (Bartak, c1996-
2023).

This employee then will be able to implement all of the proposals, firstly they will get a
logo created and after they will be able to get the posting visuals designed and changed,
the timeline for this depends on how long it will take to agree with the designs of the logo
and of the posting visuals, however after that will be agreed upon, the logo can be added
to the company website and the posting visuals can be changed, along with posters that

are at the two collection sites.

The next step will be to make changes on the company website, this should be done in
the cooperation with the Compel company as they have cooperated with the cleaner’s
before. They estimated that the proposed changes would not take too long. Therefore, I
estimated the time to be about two days. Here the only activity that would have to be
taken care of are the customer testimonials where the part time employee would have to

publish them onto the website and pick the ones that are relevant.

After that is done, the company should start implementing the PPC advertisements. The
implementation should take about two weeks and then there are going to be monthly

check-ups on how the advertising is performing.

The employee will also be able to create a mock-up of contracts that will be concluded
with industrial customers. This will be fairly easy as there are many stencils that can be
found on the internet, then some sort of a consultation with a lawyer will take place as to
make sure that it is correctly written. I estimated that this could take about one day,
however considering the involvement of a lawyer, the consultation could potentially

prolong the process.
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The same time horizon, meaning one day was taken when talking about the creation or
modification of company profiles on map portals, meaning Mapy Google and Mapy.cz,
as this is not very time consuming, therefore the employee will be able to do it fairly

quickly and on their own as it is not too complicated.

Table 12: Time specification of proposals

(Source: own work)

Time specification of proposals

Activity Time expense When (in 2023)
Website changes ~ 2 days July
Unifying promotion ~ 35 days July
Hiring an employee ~ 30 days June
Contract creation 1 day July
Creating visibility on map 1 day July
portals
PPC Advertising - creation 2 weeks August
PPC {&dvertising ety Every month from
maintenance August
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Table 13: Time schedule of proposals

(Source: own work)

Time schedule of proposals

June 2023 July 2023 August 2023
Activity 1t nd 3rd 40 1t nd 3rd 40 1t nd 3rd 40
week week week week  week week week week week week week week

Hiring an
employee

Website
changes

Unifying
promotion

Contract
creation

Creating
visibility on
map portals

PPC
advertising
creation

3.4 RISKS AND BENEFITS OF THE PROPOSALS

The main risk can be seen in the financial expenditures that the company will have to
spend on these proposals, these can decrease the company’s profit and in consequence
lead to the fact that the Oblastni charita Dvir Kralové nad Labem will not be able to use

these resources for the activities they are planning to use the money for, therefore, it can

delay some of those activities.
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In the list below I am listing all of the expected benefits the proposals suggested in this
bachelor’s thesis can bring to the company. Below the list I am also explaining the

background behind the proposals.

- The promotion activities will be done in a more efficient and systematic way
- Raising trustworthiness of the company

- Raising awareness among not only industrial, but also end-user customers

- Potentially increasing the number of industrial customers

- Potentially increasing the company profitability in the long-term horizon

The proposals suggested in this thesis can help make the Cistirna u Kostelicka well known
among not only the potential industrial customers, but also among the end-user customers.
The proposals have the potential to improve the image of the company and raise its

trustworthiness among not only potential industrial customers but also end-users.

The proposals were mainly focusing on the industrial customers as the company has space
to acquire more of these customers, and as the end users are the company’s main customer
segment, and the company is not making any sort of effort currently to acquire new
industrial customers, but when it comes to end-users there has been some effort. We came
to an agreement that my thesis should focus on changing the promotion of the company
towards industrial customers. Oblastni charita Dvir Kralové nad Labem’s main goal
currently is to make the company more profitable so that the profit can help finance the
charita’s activities that cannot be financed from the government funds. That is why I am
suggesting the company to conduct contracts with its industrial customers and to offer
them some sort of a sales promotion once they have been a loyal customer for some time
or if they spent higher amounts on a regular basis as this can help building long-term
relationships with the industrial customers and in consequence can ensure a stable income

for the company.

3.5 COMMENTARY FROM THE COMPANY

Once the proposals were completed, they were presented to the director of the company,
Mrs. Hojna in order receive feedback to improve or change some proposals included in

this bachelor’s thesis.
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When it comes to the website changes, the company was very open to them, as well as
the PPC advertisement proposal. The director agreed that including information about its
collection sites, indicative pricelist and also adding customer testimonials should be done
as she agreed it can help rise the trustworthiness and transparency of the company. We
also came to an agreement that PPC advertisement can also help raise awareness about

the company (Hojna, 2023a).

The director also expressed that they had already hired a part-time employee to help with
the overall operation of the cleaner’s and said that it is a huge positive change for the
company. This was necessary as one of the Oblastni Charita Dvir Kralové nad Labem
employees who was coordinating the company and was taking care of the promotion of
Cistirna u Kostelitka had decided to leave the company. Another staff change that
happened was the hiring of one more specialized worker for the branch as to cover for the
fulltime worker once they go on a vacation or need to go to the doctor, this employee only

takes on 0,4 portion of the workload (Hojna, 2023a).

The company also agreed that a logo creation should be made and posting visuals on the
cleaner’s should be changed. The company is planning to make this change and also to
create new posters for the collection sites that match these posting visuals and the

company website (Hojna, 2023a).

The creation of the contracts with industrial customers is also going to be thought over,
however as the Oblastni Charita Dviir Kralové nad Labem has its own law employee it is

not going to be necessary to use services of a law firm to consult these contracts (Hojna,

2023a).

3.6 SUMMARY

In order to summarize the last part of the bachelor’s thesis, we will take a look at all of

the proposals proposed in this part.

The focus among the proposals was made on online presence of the company as when
compared with competition, there was some deficiency identified. These proposals
include making the company visible on map portals, as competition is already visible

on them, and it can help the company be more visible to its potential customers. It will
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also help the company be more trustworthy as on map portals have space for customer

reviews.

Another online change proposal is the changing of the company website by including
more information for industrial customers, this goes hand in hand with the transformation
of the landing page where the company’s offerings should be much more accentuated.
The rest of the website changes include adding customer testimonials and basic pricelist
which should increase the trustworthiness of the company, adding collection sites

information to the website, so customers have knowledge about them.

When it comes to proposals outside the website, there were proposals concerning the
unification of promotion, so that customers know that the collection sites, the branch
itself and its website all belong together. Here, the company should have a logo designed
and its posting visuals for the branch and with posters for its collection sites, this design

should correspond with its website.

It was also proposed that the company should hire a part-time worker to take care of
the promotion activities and coordinate the company as a whole, as currently the

company’s promotion activities are done very randomly.

Last two proposals include the creation of contracts with industrial customers as to
offer them customized offer and acquire loyal customers which can ensure that the

company has a steady income.

Last proposal concerns sales promotion as mystery shopping research showed that it is
used among competition, therefore the company should think about applying this
promotion to ensure that the business stays attractive to its current and potential industrial

customers.
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CONCLUSION

The aim of this bachelor’s thesis was to analyze the Cistirna u Kostelicka company in
order to propose suggestions for changing promotion of the services offered by this
company. The thesis consists of three main sections, meaning theoretical, after the
theoretical part the analysis of the current situation section follows, and the last section is

the proposal suggestions section.

The first, theoretical part, consists of defining the frameworks, meaning the 7 Ps
marketing mix and company microenvironment, it also pays attention to explaining terms
used throughout this bachelor’s thesis, meaning marketing, services, services marketing

and also marketing research.

The following section, analysis of the current situation, is focused on informing the
reader about the Cistima u Kosteli¢ka company and its current situation of promoting its
cleaning services. This section gives an overview of basic information about the
company, meaning its public register information, organizational structure, and its
history, this is followed by the 7 Ps marketing mix, where the main focus is on current
promotion of the company’s cleaning services. This is followed by the microenvironment
analysis of the company, here the main outcome is the competitor’s comparison in order
to showcase promotion activities which are carried out by the competition. There was
also marketing research conducted in two parts, firstly, interviews with potential
customers were conducted in order to find out about where they look for new service
suppliers and what is their preferred channel of communication. Secondly, mystery
shopping was conducted in order to find how competitors approach their industrial

customers.

Based on the analysis of the current situation, the third part, meaning the proposal
suggestions, was conducted in order to fulfill the aim of the thesis. Here, promotion
activities proposals were suggested, these proposals include adding the business to online
map portals, meaning Google maps and Mapy.cz, changes on the company website,
meaning accentuating the company’s service offer to industrial customers, adding
customer testimonials, and adding a basic pricelist to the website, it also includes the

unification of promotion and hiring a part-time employee to take care of the promotion
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activities and to coordinate the company. All the proposals were summarized by assessing

risks and benefits of these proposals as well as their financial costs.
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Diky nim rovné? rekiamy zabirji vétsi asti reklamniro
prostory.

Déle 2vySuji Quality Score, pomoc! néjz je mozné doséhnout
ke snizeni C}

V neposiednl saéluji z6koznikovi podstatné informaci joste
pedtim, neZ na inzerdt kiikne.

A

INZERCE NA BINGU - MICROSOFT ADVERTISING

Podle hledanasti u jinych Kiientis se domnivame, Ze se na Bingu nachézeji spide stétnf instituce, ve

Vasem piipadé by se jednalo o opery, hudebni Skoly aped.
Zo vyusitl placené b B p
propagace na Bingu by
bylo mozné zacnytl:' dalél Cistima u kosteliéka - VyEistime, vypereme a vyZehlime -
ndvitévnost a docil Profesionaini expres &sténi
2vySeni poptévky. ot
Vyhody Bingu: P,
* MozZnost osloveni
nové skupiny lidi o
Nizkd konkurence
* Dalsi partnerské
o Sttty Satimy Informace k casi odévi
vyhleddvace (Yahoo, o it NP vl
DuckDuckGo, Conk Kortald
Microsoft Edge) Ponins RN P it ik
Sowitnt cona ik 0 Vi

Attachment 1: The Acomware company offer

(Source: Tym Acomware, 2023)
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sle bude zapotiebi udilst velmi pedivou analyzu kiiéovich slov. Tak podchytime spoustu
novych Kidovych slov s vysokou hledanosti a nizkou konkurenci.

Cas a energie vioZené do analjzy kidovych slov se v budoucnu velmi z{wai. Konkurenceji
tyto systémy na propagovini svého zbodi vyuiivé, 8 proto je nadim hlavnim cilem dostat
predni phicky ve vyhleddvaci siti.

Strategie Gspéchu tedy bude spodivat v precizni analyze kiiSovych slov 8 nisledném

‘s ich sestav o j R ich inzeritd.
Pravdépodobné zde bude vysoka Sance ns dvini neZddoucich vjrazd. s
nejlepsi orientovat se zejména na presna klicova slova.

Na zviZeni je | (REAFSRNRA Pro cistime-odevy cz. kery bychom spiSe cilii pouze ns
vyhledévaci si. V obsahové siti bychom mohli vyzkouSet pér sinych produidl a nésledni
bychom vyhodnotili, jestii mé smys! do tohoto druhu propagace investovat penize.

Po vy3e zmininych Upravich lze i pomér pibléné okolo 1-3 %.

PPEEROLILS

| Nabidka na zvySeni
poctls zakizek z internetu

Price zahmuje:

ansljzu kiidovych slov

«  zslodeni reklamnich Gt

« sepséni inzerét! a zasléni néhledu na kontrolu

« implementaci do PPC systémd Google Ads (Google)
«  rozdéleni do reklamnich kampani a sestav

« nastaveni cen za prokdik

« propojeni s Google Anslytics

. } . : izové
thodinovi 950 KG
Bannery: 600 K&/kus

Pfiklad PPC reklamy Google Ads:

Google  twmerm x m8®a

0 4 vt o, e 1 i e o Vi, S St e
Prawe Gt . Gt P
Gt b A e Wy

rrcrors AR oo Y,/

Attachment 2: The PPC Profits offer

PPGEROEILS

cistime-odevy.cz

Nabidka na zvySeni
poctis zakizek z internetu

1. PPC reklama na Google Ads - nastaveni
Ze zoétku doporuéujeme rekdamu Google Ads. PPC reklama je model platby za
internetovou reklamu spodivajici v platbé za prokiik (pax-per-gligh). PPC kampané na Google
Ads cilime na ulivatele podie KiSovych slov, kters zadévaji pil vyhledévani do vyhledavaciho
fadku piishiného vyhledavade. PPC kampaii ve vyhledavadich funguje neprincipu kratkjch
inzerdtd, kieré se zobrazuji jen cilové skupink uZivate, kierd zadals privé viSe vybrans
KkiGova slova (to. jaks KliSova slova uZivatelé hledsii. pro Vis piesné zanslyzujeme). Po kliiknuti
na inzerst je uZivatel pfesmérovan na konkrétal strinku gistime-odevy cz. ktera je pro dany
inzerdt S5/ (POdRG\RARR). Kiidovych slov, na kierd se mohou zobrazovat
VaSe inzerity, je sice neomezené, sle vyplati se inzerovat na ta nejvhodnéjsi z hledisks
pomér cenalvykon.

Pro¢ se vam vyplati investovat do PPC reklamy s PPC Profits:

« velmi rychlé nestsveni PPC reklamy (do 15 dnd)

* neomezeny nihled do reklamnich GEtd

« rekdamy a reklamni ity jsou ve VaSem viastnictvi

o spoluprici miete ukonit s Tmésical vjpovidni Bitou

*  report keidy mésic

@ unového Gdtu Google Ads zsjistime jednorizovy kredit a2 500 USD zdsrma

2. PPC reklama na Google Ads - spriava
Po nastaveni PPC kampani pro & Euj jejich dali
optimsizaci, sbyste dostsi za své penize z PPC inzeriti maximum. Budeme pribéiné
vypinat neefektivni inzeraty a ty efektivni naopak posilime. NaSe spriva vam tsk
zsrudend sqiZi cenu 2a proklik 82 o 63 % 8 uietiite tisice korun na proklicich.

Sprava zahmuje:
« vypinini inzerce na neefektivni kiiGovd slove
« pidévéni novjich kampani na zékladk pribE1é snalyzy Kidovych siov
zvySovini konverzniho poméry
sniZovini podily nikisdu na obraty
*  zavidéni novinek od vyhledavaild
« testovéni reklamnich kampani a sestav
o optimskzaci vykonu kampané
o dobijeni reklamnich G&tS
« pravidelng reporting kampané v pribéhu mésice 8 souhmny report 28

Msiini sorkea rokd Gooole Ads 3.6 b 3 465 Kimbes
Krech Adamr: od 3 000 Kismbed
(hodinovi sazha 930 KE)

(Source: Kalab, 2023b)



