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Summary:

The aim of this bachelor's work is to bring the reader closethéoactual
marketing in the firm CT Praha. The work is hamely about spegifthe competition
and analyzing the market environment in this branch. Furthermorenth& any work
is to consider whatever would be suitable to establish a companyisnaxketing

division, which the company does not have yet.

The whole work is divided into 3 parts. The first part is theoretiwhich deals
with theoretical description of SWOT analysis and with the rijggmn of marketing

mix and marketing research.

At the beginning of the second, practical part is ¢bhenpany’s identification,
then the part which deals with the SWOT analysis and then Wwatacteristics of the
marketing mix of CT Praha. This part results from theoaétiheses and from

experiences of the firm’s management.

The third part includes proposals of improvement for the present corspany’

situation.
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1 Introduction

Complex set of activity generating marketing has fundamental ngpdor
every business, big or small, new or already established. Its goatl qudi that
competitive advantage today's firms is threaten by high compegitivieonment and by

always raising requirements consumers.
Inseparable single part of a business is hazard.

It's connected on the one hand with expectation on placeman wither up good
economic results, on the second hand it is going with a danger of lsufsiiese, that

result in wastes, which they may have at some time weighty range.

It stands to reason, that record of business activities is infhgemeore factor,
whose future development is able to be considerably unJdfere are e.g. boldness
changes in demand, changes of selling prices, downgraded product®rchasges of
techniques or technologyentioned factors we understand as an example so - called

factor of hazard.
These factors we cannot influence not at all or only in a certain dull measure

Future of development of these factors however stays alwayssonig limit

uncertain. This uncertainty is then the reason of business hazards.

Since competition on CT Prague strongly push and firm was assfall now
almost without marketing orientation, suppose, that me ascertaiteechagnt be useful
and eventually prompt some more strategy to the fifimday's market is namely very

uncertain and every firm must try to survive.
| hope that my advice will be helpful for company at least irt, par for
inspiration.

As a subject for this bachelor work | therefore selected riagkstudies of firm
CT Prague. Acts about small firm conversant of sale comglefiice techniques and

thermo laminating films.
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At the beginning of my work the needed theory concerning the S@f@lysis
and marketing mix is mentionethe theoretical part is tied together with the practical
part that contains brief introduction of the firm, SWOT analysiirof CT Prague as
whole.

At the end of my work my personal suggestions for the improvement of

contemporary state of the firm are mentioned.

Goal of that bachelor work is to characterize marketing activities ofrthe f

find out appropriate weaknesses and subsequently suggest how these inadequacies can
be improve.
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2 Marketing in the business environment

Marketing is important philosophy and device in management of each sgmpa
starting point of each strategy is analysis of competition anwroess. The results of
these analyses are summarised in the SWOT analysis.

2.1 Analysis of competitors

The aim of the competing strategy is to differentiate the emmgrom the
others. It means that the company has to make an analysis of its main arspetit

Analyses of competitors consist of four main units future goalseptestrategy,

hypotheses and capabilities.

1) Future goals— For every company it is good to know where its competitor
direction is. Knowledge of competitor’'s intentions always helpsrédlipt a lot. For
instance, if we find out that the competitor is satisfied withpbisition in the market or
not, we can predict if he is planning some changes in his stratedpe dble to estimate

the competitor’s direction, the company should not forget:
- the competitor’s position on the market
- level of management
- marketing strategy
- organizational structure
- financial intentions

2) Present strategy— The company is trying to find out what markets the
competitor has success in, what distribution and price strateggaimpetitor has

chosen, and what sort of communication is used

3) Hypotheses — The company can very easily overestimate as well as
underestimate its competitors, because of the lack of inform&tianake accurate

decisions, according to its present strategies and present position on the market

9
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4) Capabilities — The last item in the analysis is the evaluation of the
competitor's capabilities. Getting information about the competgogenerally very
difficult. Companies are always trying to protect their strategidsiaancial indicators,
which is why a lot of information could be distorted. It is alsospis to find some

information about competitors in secondary data and exhibition shows.
Analysis can help us to point out weak and strong sides of the competitor.

The first step is to identify the competitors, and then detaihuttadysis based on
already found information. After evaluating the collected inforomatthe company can
choose the best competitor strategy.

Identification of competitors

Every organization that fights for a piece of the customer’s liuddgaken as a
competitor.

2.1.1 Structure of competitors

To be able for the company to specify its competitor’s styaiegeeds to know
the field where the companies are trading. To mark out the seumft@wompetitors is a

very important step in the competitor’s analysis.

The level of competitors depends on four basic competitors powiers:
companies on the market, danger of substitutes, negotiating cargpdiess customers,
and fighting against current competitors. All four powers togethews how strong the

competitors are.

10
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Entry of new

potential

firm

Competition in

branch

Figure no.1Porter’'s model of five competition powers

The identification of the substitute means, to specify and find qifegucts, which

could accomplish the same function as a product in lay.

The word “competitor” means not only a company offering similadpcts, but
also a company that could affect our position on the market. Thergfigranportant to

divide competitors into two categories:
1. Companies selling similar products to the same customers for simila price

2. Other companies that are fighting with for consumer’s budget

11
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SWOT analysis

This is a technique used to help the Marketing department assess products.

It is a way of assessing the strengths, weaknesses, oppeduauitil_threats
{SWOT} of the product. In addition, it can be applied to the businessvdmke. So, as

it is in our case.

2.2 Market segmentation

This is when a market is broken down into subgroups, which sharkrsim
characteristics.

The marketing people divide the whole market into different groups and
categories, which are called market segments.

Each segment is investigated in detail. When it comes to aimgrtithe
marketing people know the best places to advertise and the ikelgt place the

particular market segment will see the advertisement.
Here are some of the most common ways a market can be segmented.
* By income group

Income groups can be defined by grouping people’s jobs according to how
much they are paid. For example, managers are usually paid haoreoffice staff.

Office staff is usually paid more than production workers and so on.

This often means that products are priced differently to targeain income

groups.

+ Byage

12



The Marketing study of CT Praha @

The products bought by people in different age groups will not beatine.
Young people buy different products than adults. Age grouping is aceamngnon way

to segment a market.
* By region

In different regions of a country, people might buy different produebs.
example, if the product is exported then it may need to changéthslifpr example, a
different name or different packaging} in order to appeal to tiiedad people in other

countries).

« By gender

Some products are bought only by women or only by men.

e By use of the product

Consumers use products for domestic or for business use. Cars fosbusae
may be advertised by sending brochures out to the businesses, wtarea®r
domestic use may be advertised on television. These cars ntlag b@me models, but

they will be marketed in a different way.

A marketing person would consider all these factors when decidhighw
segments might buy new products. Therefore, once the segments baviddified,

this will influence how companies package and advertise the product.

By finding out the different segments whose needs have not beenemehgre
there is a gap in the market), we can produce a suitable produeetahese customer

needs and increase sales. But we need to identify this gap before a cordpestor

13
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2.3 Marketing research

A business needs to find out how many people would want to buy the pibdgict
offering for sale. Therefore, it is very important that mankesearch is carried out

accurately.

If a firm wants to successfully function in a competitive environment, it gnets
information about the market, competition and above all, the needsanisitsmers. It
must decide about expending it resources in the right way, to &abut and above
all, profit.

Such decisions must be applied with considerable caution, to minimiasage
of relevant information. Composition of marketing research is tlectoand analyze
information you - contrite of conditions in marketplace and consumer behatiothe
aim of determine who, why and behind what terms given to product bilijas
information is forming the platform for elaboration marketing stygt and setting
targets of the company.

Marketing research can be done by several manners:

Big companies have own personal marketing experimental departments.

Little firms may turn on with their request to university, dsk professors or

students to processed marketing study or carried out marketing research.

External marketing and experimental agencies that deals negearch are
presenting another possibility how to purchase marketing experimental work.

This decision is to a great extent given by appreciation of,cektsh must firm

spend on research and concrete contribution of information gained by research.

14
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One of the most frequent works of marketing research belongs to
characterization of the market, analysis of firm's share inntheketplace, analyzed

sales, study of price policy, tested new product and tested effectivémesedising.

2.3.1 Marketing research process

In these days, companies more and more derive benefit from mgrkesearch
like instrument on gained information not only for solving marketinglprab, but also
therefore, to easily recognize environment, in which functions and coutth 4ime

respond to various changes, which must take into account in his plans and decisions.

Every research consists of several stepss however necessary to adjust

progress according to individual needs of every single marketing research.

Marketing research process

> Defining the purpose of the research
> Statement of research objectives
> Review of existing data

> Value analysis

> Research design

> Methods of primary data collection

> Research tactics — sampling procedures and instrument design
> Data collection

> Data analysis

> Completion of the project

15
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2.3.1.1 Defining the purpose of the research

At the beginning of marketing research it is very importarctturately specify
and define the problem that the research should concentrate on. D#fi@ipgoblem

means to set down reasons why the resesrchldbe provided.

2.3.1.2 Determining goals of research

Goals of the research must be set down exactly, because thisidetethe
information we want to obtain. It is also important to define the stibjethe research.

Some other questions related to this.
Who is the firm’s customer?
What are the customer’s needs?

What is the competition like?

2.3.1.3 Review of existing data

In this stage of the research we are aiming to gain wshmdata about the
problem as possible. There is often an elaboration preliminary ,studigh will
acknowledge or refute some preliminary opinions about the problem dneguilate

the course of the next research.

If these internal sources do not satisfy the data needsiie &pproach is to
collect the primary data.

2.3.1.4 Value analysis

The collection of primary data is expensive, therefore it es®ary to pass

judgment on the contribution research and the costs, before beginning the research.

16
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Research design

This consists of setting the method of choosing respondents, the method of
choosing the appropriate technique of collecting data, and settimgetined in which

respondents will be contacted.

2.3.1.5 Method of primary data collection

Part of the process research is also option of suitable methodiggbemary
data that way, to research was gain relevant, actual and abowdéstaltion less

information.
For collection, primary data was in our instance used observational method.

Moreover, an advantage in the company is also the sufficient numieemfal
data ==> secondary research, which we are going to operaterwitie marketing

research process.

Secondary research- also called desk research, is the use of information that
has already been collected and is available by others. This is ettimeinternal sources

or from external sources.

2.3.1.6 Internal sources of information

A lot of information may be readily and cheaply available fromfittme’'s own

records.

Other data can be gained by personal contacts with custaimsrss one result
of sales representative, who works for company. A formalize@rmsyst collecting and
retrieving such data, along with adequate incentives for the femfes is necessary to

make the system useful.

17
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Examples of internal sources of information include:
Sales reports

Pricing data

Sales department sales records

Sales representative’s reports

2.3.1.7 External sources of information

These are sources of information that are obtained from outsideni@any.
These sources are many and varied and tend to depend on tled pneeluct that is

being researched.

This type of data is inevitably of a general nature as itbeas gathered for
some purpose other than the research that is being undertakenstitl daa useful, as

long as the limitations are taken into account when using the information.

Examples of external sources of information include:

0 Trade and employer’s associations
o] Specialist journals

0 Research reports

o] Market research agency reports

0 Newspapers

18
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2.3.1.8 Data collection

2.3.1.9 Data analysis

The processing itself requires the same attention and eystas the
realization of the whole research.

2.3.1.10 Completion of the project
o] Interpretation of data
0 Recommendations
o] Final report

19
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2.4 Marketing mix

Definition: Marketing mix is a set of marketing tools thla@ company employs
to attain its marketing aims in a final market. [1, page 94]

Each marketing program of a company has basic elementsl ¢h# tools of
marketing, otherwise referred to as 4P.

By using these tools and developing other activities (e.g., maelsetanch,
market segmentation, searching for suitable strategy of compgmy can create a

personal marketing program of a company.

The aim is to achieve the most suitable utilization plus a cortdmanf
marketing elements in a so—called marketing mix inside of condif firm or in way

for creation optimum marketing strategy of company.

Hundreds of tools exist in a marketing mix. Mr. McCarthy poputarithe
classification of these tools within the name 4P: Product, Frieee (distribution) and

Promotion.

The product itself is probably the most important element in the marketing mix

without the product, the rest of the marketing mix is pointless.

Specific marketing variables contained below the single Pmargioned in the

picture below.

20



The Marketing study of CT Praha

Marketing mix >

Place
Product Distribution
Quality . . Channels
Price Promotion
Design . . - Market share
Price list Advertisment _
Properties _ Sortiment
Discounts Sales power
Mark ) ) .
Reductions Public relations
Maturity date Direct marketin

Figure no.ZFour P of marketing mikl]

2.4.1 Product

The basic instrument of the marketing mix is Product, which presemicrete
offer firm in the marketplace comprehensive quality, design, ctaarstics, mark and

package.

Included in the term Product are various services that the cgngpawnides to
its customers. Among this is leasing, delivering products, and teaching — of cestomer

21
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Each part of the marketing mix has to be considered carefullyake isure that

it all fits together and one part does not counteract the other.

For example, a high-priced perfume should be wrapped in expensivagooki
packaging, advertised by glamorous women, but then it should not benssidall
stores. In this example | wanted to show that the “Place” woul@itnotwith the other
parts of the marketing mix.

2.4.2 Price

An important tool of marketing mix is Price, the amount that custommave to

pay for the product. If a price is too high, customers will $tagurchase the product

from the competition.

2.4.3 Place

The next pivotal tool of the marketing mix is Place. The fimast make the
product easily available for the customers. It must create apienment various
marketing negotiator to supply its products in the marketplace effectively.

2.4.4 Promotion

The fourth tool of the marketing mix is Promotion. It contains varamiities

that company realized, to introduce their products to customers on the final market.

22
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2.5 Price policy

In spite of the increasing role of non-price factors in the modearketing

progress, price remains the deciding element of a marketing mix.
Price is the only of the four P’s of the marketing mix that produces revenues

Price is the category that perhaps mostly influences theoety of the firm by,

that influence demand in the marketplace has influence over the whole economy.

In light of single company is price the important factor, whichdraeng others,

influence over position of competition plus market share.

Price also affects final profits of a company, its market tjpssiand market
share, and undoubtedly affects the other parts of a marketing mix.

2.5.1 Goals of pricing policy

Primarily the company must determine the goals of price paleymely, what it
wants to achieve by offering products, whether it is: survivakimiaation of current

gain, growth of sales, etc.
Pricing policy of company can have various purposes
1. short-term

a) survival of company- The firm has a surplus of capacities, strong

competition, in company happens to expressive economic changes

b) liquidation of competition- The firm wants to liquidate its competition,
therefore it employs various methods to do this, e.g. it deterrthiredumping price of

a product

23
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C) maximizing profit
2. long-term
a) maximizing profit

b) achievement of a higher pricee.g., reservation of fast payback period

of investments

3. Achievement of a lower price- e.g., growth of capacity of sales and market

share

Afterward, the company must judge the curve of demand and supposed quantity

of goods, which it will sell at single possible prices.

2.5.2 Methods of price determination and price creation

The company has to newly determine price at the time, wiaarés in market
new product, if firm features already established product into obkannels of

distribution or on new ground and if obtain offer from new customer.

2.5.2.1 Methods of price determination

To determine the correct height of price, the company can uskltbeing

methods:
1. Costs oriented price
2. Price according to competition
3. Price according to value perceived by customer

24
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Costs oriented price

Price is coming out of costs and profit (margin, business maagd it is solved

with percentage to costs.

To determine right price we must take into account not only thegserice of
product, but also the height of business surcharges on channel of dastritauthe

customer.

Price according to competition
This is the easiest method of determining price.
Price that we can vote on:

a) higher than competition — e.g., for branded goods

b) lower than competition — for one product we achieve a lower profit,

however we sell a larger capacity of products thereby achievirapallyl higher profit

C) same like competition — we increase other activitieg., eour

advertisements

Price according to value perceived by customer

This price is based on the consumer’s belief that the product ginestira
satisfaction of his requirement. Usage of this type of pricintypgal for branded,

exclusive and stylish goods.

2.5.2.2 Price creation techniques

At price determination, we make use of various partial techniquéhdve a

psychological effect on customers.

25
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For example:
- Number 9 — The selling price ends on 9 — 99,90

- Price rows — All products have defined price rows, in whichedgal

may easily order, e.g., 39,- 59,- 79,-

- Longitude maturity of goods — The supplier is with the longitude of
maturity providing to customer business loan, and if he is providingémelbnger, the

customers are buying its products rather than the competitor’s

2.5.3 System of reductions and discounts

e The height of price is also influenced by a selected systeradoictions and

discounts.
e discount — reduction at payment (e.g., payment in cash decreases the price)

e Quantity rebate — quantitative reduction (by taking a bigger quarftitypads,

has customer pretension to lower price)
e season reduction (purchasing goods off-season is cheaper)

e functional reduction (distributors, who finance advertisement, training,

servicing, etc. may obtain a discount from the producer)

e discounts for long-term contract customers

Strategy of price conformity

A firm should care not only about price, but about creating a prsingture
that reflects a geographical conformity of price to demand and, ¢hs needs of single

segments of the market, the sizes of orders and other factors.

26



The Marketing study of CT Praha

Practical part

3. Development of the marketing activities in theanditions

of CT Praha, spol. sr.o.

27
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Figure no.3Showroom and warehouse

3.1 Introducing of CT Praha, spol. s r.0.

History Consulting & Trading Praha

Consulting & Trading Praha was founded in 1990 and had four employees.

The company business activity was the distribution of office dpskinishing

products. At present, it still has a significant part of the Czech market.

During November 2004, Consulting & Trading Praha shortened the company

name to CT Praha, spol. s r.o.

The company first started to sell and distribute office docunfierghing
products such as desktop binders, pouch laminators, shredders, trimmeik asstine
supplies material. CT Praha is proud to sell and offer the duedity products and

materials from one of the biggest suppliers and producers in the world.

The fact that affordable goods were highly attractive for custerted to fast
company expansion. Undoubtedly, the fact that when CT Praha, spol. #eredehe

market there were only a few competitors, also helped.

28
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In 1998, Consulting & Trading Praha expanded on the market with commerc

lamination films and wide format roll laminators.

At that time the company was divided into two divisions. The firgtsdin
continued to sell office product equipment and the second division took carieeof
format lamination.

CT Praha had rented its first place of business on Jeremenkowd. stre

Nevertheless, the place became unsuitable because of the expansion of the.company

That's why in 2001 CT Praha moved to its present place, wherasitable to
establish a representative showroom for office products and a auaeelfor the
division of delivering laminators and laminating film to the Czeadbpublic and
Slovakia as the authorized distributor of GBC Films Group Europe.

Figure no.4Showroom
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Division |
(finishing
office

technnology)

Top management = two builders

Manager

Chief Exec

utive

Accounting dept.

Sales

representative

&

Division I

(roles

laminators)

Director of Sales

Sales

representative

Storeman

Figure no.50rganizational structure of the CT Praha, spol. sr. o.
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3.2 External Analysis

3.2.1 Analysis of competition

The competition and time proven technology of production thermo laminating

films is expanding from Europe to US and Asia.The penetrativey et Korean,

recently also Indian and Chinese producers forces down the film prices.

The quality of this film is lower in comparison with proven Amaricand

European producers, but also, other high-quality producers appear. Oheh&antd,

the competitive pressure on film price also has a positive influeftoe price of

thermo-films is now close to the price of dispersive lamination.aMagage prices and

their drop are shown in the following graph no.5

Cena (K&/m?)

Price (CZK/sqm)
00

6,00

5,00

4,00 ~

3,00

2,00

1,00 -

0,00

Vyvoj ceny film
Film price development

m7,30

04,65

6,60

m6,15
m5,65

O Cena - lesk/ Price - gloss

B Cena - mat/ Price - matt ||

B5,20

2000

2001

04,00

03,60

2002 2003
Rok/ Year

2004 2005

Graph no.1Price development of thermo-laminating film in Czech repybfig/nf)

It is evident, that during the 5-year period the price dropped t6a¥elevel of the year

2000.
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3.3.2 Analysis of the customers

First of all I divide customers of company in the view of divisions of CT Praha.

For division | (finishing office technology) — Are customers fastance - copy-
centers, restaurants, state institutions, organizations thatwvareng with office

documents.

For division Il (laminators and roles) — are presenting thedussbmers such as
printers, state institutions, large copy- centers.

Frequency

Over <000 00( Over 2000 00( Over1 000 001

Monetary

Graph no.2 — RFM analyse
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| found that in the years 2003 to 2004, the firm’s database had about 2,500
consumers, 1000 of which were really active. By “diamont customérshean

customers that meet at least either of these criteria:
* The customer buys at least three times a month from our firm
* The customer buys goods of at least 25, 000 Kc/month.

Today have firm approximately 2000 costumers from that activetiess
half, it means 700. If firm has aim to increasing of turnover, aladvé

should begin with customers that have experience already.
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3.4 SWOT analysis

To carry out a SWOT analysis, four boxes are drawn up. The top twa,boxe
strengths and weaknesses, relate to the actual position of thenfiioh are internal
factors, while the bottom two boxes, opportunities and threats, relatiee firm’'s

potential, and are external to the business.

Strengths Weaknesses
« Dominant position in a » Weak marketing activities
market » Exchange risk

Flexible price policy

Long term activity in market

Stable customer base

» Relatively big distance
from a supplier
 Ignorance of potential

Sufficiently volume of customers
storehouse « Bad morality of payment:
Individual access to customers
custoners
Opportunities Threats

Enlargement of offered
service

Capture the market in the
Czech Republic
Enforcement on the
Slovakian market
Mistakes done by
competitors, and their
disability react on change
of demand

Willingness of faithful
customers to buy through
attested company

« Entry of a new financial
strong player on a market

» Strong wekening of Czec
currency

« Economic situation in
Czech Republic

« Strong competition

» Different development of
expenses and demand in
the following years
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4  Marketing strategy design

Permanent contact with laminating film customers and knowleddbeaf
needs gives a company the opportunity to verify the situation on thketma
regularly and quickly react on it. Problem is that firm is inhhed street. Costs of
the firm are on minimum level, so there is no way to diminish themother way
how to fight with aggressive competitors is to change the sugplcetook for other

one. In case of CT Praha it is impossible to change supplier in this time.

Here are several reasons: - hazard that new supplier has wuaality roles

than he sent the sample roles

- needs to scoop up the warehouse for making place for new delivery

(therefore, is risk of not satisfying your customers)
- goodwill of CT Praha

One of the possible strategy is to differentiate companies proddcthe
competitor's ones. For instance, when selling the laminator,owkl offer a training

lessons for the operating staff.
Development trends

The answer for the question “What can we expect for this yehthe next

years? “

We can find in two points of view

- Price development
- Trends in thermo lamination exercise in unused or

undeveloped branch of printing industry

The present price situation is very dramatic:

- Constantly growing price of rock oil, which also indicates

the film price growth
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The other point of view on the development is not so negative.

New technologies of digital printing and low-cost printing machines
require high quality lamination for the appropriate price.
There is not so big a price pressure and the realized priestoethe

GBC quality. Unfortunately, the supply volumes are not very big so far.

Newly developed laminators for toner printers should increase the
volumes of film supplies for this group of customers. Neverthelesdpiier
price level opened the new opportunity, which is lamination of covers.
Thanks to the newly developing KOMFI machines for big format, (100 x
150 cm) the possibility of supplies to these customers arises.
These supplies mean a huge volume of production, which was done in
cooperation on dispersive laminators up to now.
If this trend comes true and these customers decide to purdigseown
laminating technology, we can expect strong growth.
Increasing volumes of supplied laminating technology should support

adequate increase of laminating film supplies.
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4.1 Marketing mix design

Product

Company CT Praha has a wide selection assortnt@aneral Binding
Corporation is contemporary largest world's producer of laminators and laminate films
is with developmental and production centers in Holland , USA, Austiabiiga and
newly also in Czech republic once from the company determiningdria the field of

lamination as final adjustment of all printing and graphical techniques.

Figure no. 6Showroom

Price

Price will always be, for most consumers, the decisive factors I
necessary, however, to note that a higher price often incréresevidence of

security and the quality of service.

Presently the firm CT Praha tries to maximize its turnovbis is also
an inferior price policy of the firm, whose aim is create sacprice, which

would help to achieve maximum turnover.
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Place
Distribution
Goods from the firm CT Praha to consumers are transported in three ways:

a) The consumer comes to the shop and buys goods which

he will directly carry away
b) Consumer orders goods which are transported to him by
firm. CT Praha uses a company car for delivery.
. In cases where it is not possible for the firm to transpoods to
the consumer by the company car, the company cooperates lwiisics

company, which delivers to the whole Czech Republic.

Promotion
Some tools in the communication mix benefit CT Praha
Above all, advertising media such as the Internet or special magazines.

As completive it is possible suggest usage presents very exteusiggising
banners.

Though it is possible to locate CT Praha on Internet sitesdelaith printing
and lamination, CT Praha had not concentrated on marketing comnamigatil the

present time. The company is normally participating in trade fairs .at lay

Except that the firm has an advertisement on its vehicle whioredelgoods to

customers.

Direct marketing

To our continual and pivotal consumers, CT Praha sends information
about innovations in products and services, on discounted prices, and so on,

regularly through the mail.
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5 Conclusion

At the end | will try to evaluate deficiencies coming out fr&WOT analysis

and marketing mix.

For the company is very important to know their position on the rarke

know from what kind of strategy to realize very important competitive advantage.

From the made SWOT analysis | am getting the weak sidae @ompany that
it's should try most to eliminate and from threats that comphouyld know and make
proper disposal to reduce or even avoid the threats.

| think that the biggest threat is the new competitors espeéiath Asia enter
on the market. For the company will be very hard to keep currerdncerst, unless

these will offer them something better then other companies.

Here | would propose for e.g. “discount packet* for faithful customéis

course with consideration of basic goal to earn the profit.

Next | would recommend special bonuses for bigger amount of ondters |
higher discount or product (but definitely not rolls) for free.

If I am considering marketing mix, | would suggest differeny wé creating
price. A surcharge price method for this kind of organization islysumet a bad
solution, but faithful customer should merit certain privilege. For nmt&tareate prices
individually due to the kind and amount of the orders.

For customers is definitely attractive, if the companyrsefBme kind of bonus,
e.g., percentage discount (for certain amount of ordered goods). Exstoyner from
my opinion is glad to receive from the supplier good service and biifie to safe

money. One of the used discounts in CT Praha is sales when ordering through e-shop.

It's obvious that the company by itself cannot know all customeesis and
wishes, therefore | would propose the easiest way — ask individlrigcede
questionnaires and ,pack it“ to each order. Customer could have writegromments

and ideas that could for sure help.
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Customers could get some bonus or discount for the filled questiortr whg

| think almost everyone would fill it, who is interested in the products.

For the very end | would only like to add that | don’t think the compes any
fatal deficiencies and so is very difficult to devise suggestiGisPraha has already
~-goodwill“ and trusty customers, which could only discourage unfavorabiee
changes.

To the company CT Praha | wish all the luck on Czech and Slovatetraard |

will cross my finger, for staying minimum in the same position or get eveerbett

40



The Marketing study of CT Praha

6 Reference

Books:
1. Kaotler, P.: Marketing Management, 1998 Grada ISBN 80-7169-600-5

2. Borrington, K., Stimpson, P.: Business Studie® edition, 2002, IGCSE,
ISBN 0 7195 7268 1

3. Cooper, J.; Lane, P.: Marketingové planovani, 1999, Grada
ISBN 80-7619-641-2

Internet sites:

1. www.google.com

2. www.ctp.cz

41



