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ABSTRAKT

Tato bakaltska prace se zabyva problematikou marketingovéha mé firms ORLET
sluzby s.r.o. Cilem je analyzovat gasny stav marketingového mixu ve fifra pokusit se
doporwit vhodné navrhy na jeho zdokonaleni.
Teoretickatast se tyka teoretickych poznatiarketingoveho mixu a detailni analyzy
jednotlivych nastraj marketingového mixu, jimiz je produkt, cena, miatpropagace.
Praktickacast popisuje firmu a analyzuje jednotlivé nastrogrketingového mixu ve
zminéné spolénosti. Tatoéast zahrnuje také SWOT analyzu, kterd pomaha ddiilmé a

slabé stranky, filezitosti a hrozby firmy ORLET sluzby s.r.o.

Kli¢ova slova: marketingovy mix, produkt, cena, migimpagace, ORLET sluzby s.r.o.,
SWOT analyza

ABSTRACT
This bachelor thesis deals with problems of theketarg mix in the company ORLET

sluzby s.r.o. The aim is to analyse the currentatitn of the marketing mix in the
company and try to recommend suitable suggestmmisiprovement.

The theoretical part is concerned with theoreticedwledge of the marketing mix and
a detailed analysis of individual marketing mix I®oguch as product, price, place and
promotion.

The practical part describes the company and aemlyslividual marketing mix tools
in the mentioned company. It also includes the SWaDalysis which helps to identify

strengths, weaknesses, opportunities and thre#te @ompany ORLET sluzby s.r.o.

Keywords: marketing mix, product, price, place,potion, ORLET sluzby s.r.o., SWOT

analysis
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INTRODUCTION

There exists a keen competition among the compamiethe industrial market at the
present time. It is quite difficult to keep a s&lplosition on the market, especially at the
time of the worldwide economic crisis. Thereforésitreally important for every company
to choose and also keep suitable suppliers anbleoather hand the company has to ensure
good relations with customers who have an influemrcés existence into the future.

In my opinion a crucial issue of today's compangesot a lack of products but a lack
of customers because the market is oversaturateel. whole success is based on the
adaptation to customer’s needs and requirementssefoiently the centre of vision of each
decision relating to marketing should be the custorAn effective marketing benefits not
only the company but also the customer. It helgsnthio find a required product, at a
proper time and in the satisfactory place.

Marketing is nowadays a well-known activity which used by a huge amount of
companies on the market. It could be said thatawitla perfectly sophisticated marketing
it is almost impossible to successfully manage ran.filn the company everything is
connected with everything and underestimation ofies@spect could mean unforeseeable
complication, amount of time lost or increased soltarketing includes a lot of individual
areas which all together create a coherent whate. @ the significant marketing tools is
the marketing mix and its four basic elements aaxyct, price, place and promotion.
They are very often called the “Four Ps”. By theywaarketing mix analysis is the main
objective of this bachelor thesis.

My bachelor thesis is divided into two parts — ttyeand analysis.

In the theoretical part | try to summarize fundataédefinitions of marketing and its
importance in the world of business. Then | focngtee marketing mix and its four basic
tools (product, price, place and promotion) in deta

In the practical part | describe the company ORIsHIZby s.r.0. Their main activities
are in the metal work industry. | analyse a thecaéknowledge about the marketing mix
in the concrete firm. Then | make a SWOT analyhien | identify strengths, weaknesses,
opportunities and threats of the company ORLETIsjgzr.o.

The aim of my bachelor thesis is to analyse theeatirsituation of the marketing mix
in the mentioned company and on the basis of choig analyses | try to recommend

suitable suggestions for improvement of the manketnix level.
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1 MARKETING

1.1 Principle of Marketing

The concept of marketing contains such a broadesafpactivities and ideas that it is
difficult to express the principle of marketingone sentence. There are several definitions
of marketing and all of them have something in canm

According to Kurtz and Boong006, 7) marketing is the “process of planning and
executing the conception, pricing, promotion, amstribhution of ideas, goods, services,
organizations, and events to create and maintéaiaeships that will satisfy individual
and organizational objectives.”

Armstrong and Kotler (2005, 6) claim another déifam that marketing is a “social
and managerial process by which individuals andiggoobtain what they need and want
through creating and exchanging value with others.”

It is obvious from these definitions that markgtiis not only about selling and
advertising but the aim of the whole process shdddsatisfying of customer needs. In
accordance with this fact also the objectives ghaizations should be achieved. The most
important aspect in the exchange relationshipasetiore the satisfaction of both parties.

The products will sell very easily if the busin@san does a good job of understanding
customer needs and wants; improves products tbatdaer excellent value and favourable

price; and distributes and promotes them effegtiyélrmstrong and Kotler 2005, 6)

1.2 Business-to-Business vs. Business-to-Consumer

There exist two basic types of business relationthe market which are generally known
— Business-to-business marketing (B2B) and Busiteessnsumer marketing (B2C),
mentioned by Vitale and Giglierano (2002, 9-10):

Business-to-businesseans that firms or organizations do business eatth other. It
is a group of individuals or firms which buy orlssdme products in order to manufacture,
do other production and resell them. Business-8A@as$s represents business relations
which are based on a production logistics and emgartrade itself.

For Business-to-consumes the most important thing the final consumer.isTh
consumer does not sell the product and consunmasigelf. The main consumers of these
business relations are individuals or consumeroseathich buy the product for a self-

consumption.
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2 MARKETING MIX

Marketing mix is very important for the whole matikg strategy in every company. As
Armstrong and Kotler (2005, 57) state, the markptmix is “the set of controllable,
tactical marketing tools” and consists of all aiés the firm can do to influence the
demand for its product. Marketing managers relyfaur basic components during the
planning and implementing strategies. These elesnarg often called the “Four Ps”:
product, price, place and promotion.

According to Kotler et al. (2003, 17) these comgus of the marketing mix are
divided into the following:
o Product— product variety, quality, design, features, branaine, packaging, sizes,

services, warranties, returns

o Price- list price, discounts, allowances, payment perooedit terms
o Place- channels, coverage, assortments, locations, iomegnransportation, logistics
o Promotion — advertising, sales promotion, public relationsyspnal selling,

direct marketing

The most important role in the marketing procdaggthe target customer — the “C”
— is displayed at the centre of tkgure 1 It is not true that the customer is part of
marketing mix but on the contrary the customer &hdae the target of all marketing
efforts. Therefore the target customer is surrodniole the controllable variables that are

called the marketing mix. (Cannon et al. 2008, 33)

Figure 1. Marketing strategy — Four Ps of a marketing mix
(Cannon et al. 2008, 35)

The process of a typical marketing mix planningoading to Cannon et al. (2008, 38)
consists in developing Rroductto satisfy the target customers. Second impogaitt is

to find a way to reach a potential customdPkce Next point is based on a good
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Promotionto tell the target customers about the product bat not least Rrice which is
profitable for seller and also for customer mussée

As Armstrong and Kotler (2005, 58) add, it shobkl pointed out that the four Ps
concept takes the seller's view of the market itthe buyer's view. Consequently the

four Ps can be from the buyer’s viewpoint descriagdhe four Cs:

4 Ps 4 Cs

Product Customer solution
Price Customer cost
Place Convenience
Promotion Communication

The four Cs are explained by Armstrong and Kofg€05, 58) in the following way
which is highly understandable to every potentiakstomer. While businessmen see
themselves as selling products, customers see #hegssas buying solutions to their
problems. Customers are interested more in thd tmists of obtaining, using, and
disposing of a product than just in the price. Thksp want the product or service to be as
conveniently available as possible. Finally, thegntvtwo-way communication instead of
one-way promotion. The good idea for marketers ddé to think through the four Cs

first and then build the four Ps on that basis.

2.1 Product
A product is a basic tool of the marketing mix. kotand Keller (2007, 178) claim that a

product is “anything that can be offered to a matkesatisfy a want or need, including
physical goods, services, experiences, eventspperplaces, properties, organizations,
information and ideas.”

Every product is characterized by special featwileigh contribute to its possibilities
to meet the customer’'s needs. These componentbegroduct variety, brand name,
packaging, design, quality, services, warranties 8ome of these characteristics can be
absolutely unique and make a product advantagewusompetitors fight. Most customers
think about a product in terms of the total satiséa it provides. The potential customer is
usually interested in three basic elements of alymb— product features and quality,
excellent service, and price appropriateness. Dubdse facts marketers have to consider

developing the marketing mix for any products tbatsumers really purchase when they
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buy the products. Without the knowledge of the aongr’s needs it is nearly impossible to

plan strategies effectively.

2.1.1 Classification of Products
The main reason of classification of products i fthat in production, distribution and
promotion of a certain category of goods is suéablapply different marketing strategy.

There are classifiedonsumer productB2C products) which are intended for use by
end users anithdustrial productgB2B products) which “contribute directly or indatly to
the output of other products for resale.” (Kurtzl @oone 2006, 355)

Consumer and industrial products are describeghare detail by Griffin and Ebert
(2002, 327-328) as follows:

Consumer products- products and services which are bought in otdea self-
consumption. These products are usually divided tintee categories that represent buyer
behaviour:

o Convenience goods — are inexpensive products psednfrequently, immediately

and with minimal expenditure of time and efforg.ébread, milk, newspapers

o Shopping goods — are typically more expensive amdchased less than

convenience products; consumers often compare dorgpafferings (price, style,
performance and other criteria); e.g. clothingniture, electronics

0 Specialty goods — are very expensive and rarelychased; offer unique

characteristics and often represent well-known dsaconsumer makes a special
effort to obtain them; e.g. wedding gowns, Rollsyf@&oautomobiles

Industrial products- products and services which are purchased bpdmssfirms for
the purpose of producing other goods or for runnimg business. Industrial products are
used directly in a specific production process.sTtategory includes: raw materials and
semi-finished goods, major and minor equipment i(basachinery, tools), parts or
components which become an integral element of sather finished product, supplies or

business services.

2.1.2 Levels of Product

Specialists in product policy have to think aborgducts and services on three imaginary
levels: core benefit, actual produ@ndaugmented produdseeFigure 2). Each of these
levels adds more customer value, as it is introdumeArmstrong and Kotler (2005, 226-
227).
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o Core benefit — represents the fundamental berfefiigtion or service that the
customer is really buying

o Actual product — includes product characteristiatiiees such as design, a quality
level, a brand name, packaging and their consergldpment is necessary

o Augmented product — offers additional consumerisesvand benefits, something

extra such as a longer guarantee period, prefepayl@ent conditions etc.

 credit Brand
" name

Quality :
o level
Packaging

 Installation

Figure 2. Three levels of produ¢Armstrong and Kotler 2005, 226)

2.1.3 Product Life Cycle

One of the most important things for entreprenamis also for large companies is a period
of time when their products are popular and contipeti Every product that reaches the
market enters the product life cycle. It is a senéstages through which a certain product
passes during its profit-producing life. In thiscley there is a connection among life of
society, economy, technology, market and firm. Tdreduct life cycle describes the

progression of the product and is divided into fousjor stages: introduction, growth,

maturity and decline (sdagure 3).

Sales and
profits ($)

Profits

e

o] P
Product |-

develop- | |ntroduction  Growth Maturity  Decline
ment

Losses/
investment ($)

Figure 3. Product life cycle curv@Armstrong and Kotler 2005, 277)
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According to Kotler and Keller (2007, 193-195) ig typical for the market
introduction stagehat risks and costs are really high and on therdtand profits are low
or nonexistent. Despite the fact that the proddier® superior value, potential customers
are not looking for it because they don’t know abdu Therefore the informative
promotion is necessary to tell potential custonadsut the advantages and using of the
new product concept. It takes quite a lot of timedustomers to learn that the new product
is available. It is necessary to manipulate théofacsuch as price, advertising expenses,
channels of distribution organization, usage ofowes sales promotions and many others.

Armstrong and Kotler (2005, 278) claim that therkefdgrowth stagds a “period of
rapid market acceptance and increasing profits€ fbw product attracts and satisfies
enough consumers and sales begin to climb rapitily.most important thing is that during
this stage the product begins to show profit. Siemdously with this period there is a
threat that also the competitors start to penetratethe market with the similar product.
Consequently the firm uses several strategies &p kapid market growth as long as
possible. The producer can take measures suchpsvimg product quality and adding
new features, entering new market segments oricgeaew channels of distribution.
(Kotler and Keller 2007, 193-195)

The third period is the marketaturity stagein which is common a “slowdown in
sales growth because the product has achieved tancepby most potential buyers.”
(Armstrong and Kotler 2005, 278) The product isls#elbwn and sold in huge amounts. In
spite of this fact the sales growth begins to slo@gause there exist a lot of competitors on
the market. It is a big reason to innovate curpgntucts and offer more conveniences for
customers. One of the most characteristic feawfrédss period is a price cutting.

According to Kotler and Keller (2007, 194-195)cduld be said that during the sales
decline stagenew products replace the old ones. In this fiplese of the product life
cycle its sales rate rapidly falls off and it is mdlifficult to sell the product. New products
in the introduction stage take away sales. In tass period the product becomes old-
fashioned and hardly anybody is interested in bpyin

It is obvious that the product life cycle is diéat in every kind of products. It depends
on the attraction, stylishness, serviceability arahy other features of the product. Finally
it should be said that the usefulness of the prodite cycle concept is that it forces

management to take a long range view of marketiagrpng.
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2.1.4 Product Media
Product is able to communicate with the customet jpmblic by the help of so called
“product media”. These media are especially brdedign and packaging.

Brand— is a name, term, sign, symbol or some combindhat identifies the products
of one company and differentiates these producis frompetitors’ offerings. Brand
makes the product original. One of the suppositimingood functioning of a brand is its
long term usage and existing of a brand in the miofl customers. According to
Armstrong and Kotler (2005, 241) brand is somethimgyye than just name or symbol. It
“represents consumers’ perceptions and feelingsitabgroduct and its performance —
everything that the product or service means ttoousrs.”

Design— is used for marking an outward form or a shajpa product. Good design
can attract attention, improve product performace,production costs and also give the
product a strong competitive advantage in the tamgperket. Bodkova et al. (2003, 146)
claim that the most important thing of the prodsiatlesign is a coordination of four
features: utility, aesthetics, elegance and ergacem

Packaging— is a “physical container in which a product @ds advertised, or
protected.” (Griffin and Ebert 2002, 336) Packagivas three most important functions:
protective, informative and advertising. A packageves as a kind of an advertisement
that helps the product to be more attractive, digpthe brand name, and identifies features
and benefits which are offered. There are threeldegf material: primary package (e.g.
bottle), secondary package (e.g. six bottles imralmard), shipping package (e.g. bottle
crate full of bottles).

2.2 Price

Armstrong and Kotler (2005, 293) say that pricehis “amount of money charged for a
product or service, or the sum of all values tr@istimers exchange for the benefits of
having or using the product or service.”

If the customer wants to obtain a product he bagsaly the certain amount of money.
Generally, price is the major factor affecting aamer behaviour and choice but nowadays
also other factors such as design or quality plsigaificant role.

Foret et al. (2001, 89) point out that price is thost flexible from all variables of the
marketing mix and it is able to change very quidklgontrast with features of the product

or distribution channels. It is important to realithat price is the only element of the
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marketing mix which represents for a firm sourcencbme. On the other hand a product,

distribution and also promotion mean costs forragany.

2.2.1 Factors Affecting Price Decisions

According to Armstrong and Kotler (2005, 296-304)company’s pricing decisions are
affected by factors which can be divided into twajon groups: internal company factors
and external environmental factors.

Internal factors — “include the company’s marketing objectives, keding mix

strategy, costs and organizational considerations”

o Marketing objectives — firstly the company must idecon its strategy for the
product, select its target market and positioniagefully. The firm should seek and
control objectives such as current profit maxim@atreach a certain sales volume
or market share leadership.

o Marketing mix strategy — price is one of the margmix tools that is why it must
be created in accordance with the whole companigypdPrice decisions must be
coordinated with marketing mix variables to formeffective marketing program.
Even if price is a crucial positioning factor, metdrs should remember that
customers scarcely ever buy on price alone.

o Costs — are generally considered to be one of titieat factors of price setting.
Costs limit the floor for the price of the produthe company’s aim is to cover all
its costs for producing, distributing and sellitg toroduct along with an adequate
profit for its effort and risk.

o Organizational considerations — companies set iitea variety of ways and it is
necessary to decide who within the organizatiorukhdo it. In small companies it
is an object of top management whereas in largegpaoms pricing is handled by
divisional or product-line managers. For industniarkets is typical that sellers
mostly negotiate with customers within certain prianges.

External factors— “include the nature of the market and demandypsmiition and

other environmental elements”

o Nature of the market and demand — market demandthierproduct has an
extraordinary influence on a price. The demand fiscted by factors such as

product life cycle, product availability, competit offer etc. Therefore it is very
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important for marketers to understand the relahgn®etween price and demand
for the product before setting prices.

o Competition — competition intensity is another #igant external factor affecting
the company’s pricing decisions. It is obvious ttie¢ customer compares prices
and quality of products of various brand namesampanies.

o Environmental elements — a strong impact on thepamy's setting prices can have
economic conditions, government and also socialceas. A whole pricing
strategy can be influenced for instance by a l@ngitrecession or boom, inflation

or interest rates.

2.2.2 Methods of Pricing

The actual price of the product is mostly somewhmsveen level which is too low to
produce a profit and level which is too high toguoe any demand. The company should
find the acceptable price between these two exseme

Foret et al. (2001, 93-94) describe three gemarmhods of setting prices: cost-based
pricing, demand-based pricing or competition-bgsezing.

Cost-based pricings one of the most common and most often used adstlof
pricing. This method is based on product costs phiditional expenses charge. Typical
feature of this method is its simplicity and avhildy of necessary data.

Demand-based pricings based on the consumer’s perception of the vafuthe
product. The basic principle of this method isiegthigher prices when demand is high
and vice-versa.

Competition-based pricingepresents price which is nearly independent mtscand

demand. This method results from setting pricetherbasis of competition prices.

2.2.3 Price Strategies
Companies usually change price strategies depemdirige product life cycle. When they
place a new product on the market they can choeteelen two strategies: market-
skimming pricing and market-penetration pricing.e¥é two strategies are defined by
Armstrong and Kotler (2005, 306) as following:

Market-skimming pricing- is characterized by setting a high initial pri€be aim is to
create an image of product quality and uniquenBss.product’s quality and image must

be on the level of such a high price and also piatielbuyers must want the product at that
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price. The seller supposes by using this stratbgy it is not easy for the competitor to
reach the market and undercut the high price.

Market-penetration pricing- is characterized by setting a low initial priekich often
hardly covers costs. The aim of this strategy ipd¢aetrate into the market quickly and
deeply. The company gets a large market share,tsoesealso gets rid of a competition
and gradually reduces costs.

It depends on the company itself which price egygpiis better to choose. Business men
should realize if they want to maximize the praofitmediately and ensure the return of
invested capital. On the other hand they consigepgressive market share increase of the

company and prosperity in the future.

2.3 Place

Distribution (place) is a process of delivering gde@nd services from producers to target
customers. The principle of this activity is enagrthe movement of products to the right
place, at the right time and in the right quantity.

Most producers do not sell their products immesdyatio target customers but they use

so called distribution channels.

2.3.1 Distribution Channels
Distribution channel is a complex of intermediaribetween producers and target
customers. These intermediaries help to distritheégroduct.

According to Griffin and Ebert (2002, 380-381) distition channels can be divided
into direct and indirect distribution channels. ifedt distribution channel then has more
levels.

Direct distribution channet- is the simplest way of distributing productsservices

directly to target consumers without any help ¢éimediaries

Producer » End user

Indirect distribution channel can be single-level, two-level, three- or midtiel

distribution channel

Producer —  Intermediary—> Erser
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o Single-level distribution channel consists of producer, one intermediary (retpiler
and end user
o Two-level distribution channel consists of producer, two intermediaries
(wholesaler and retailer) and end user
0 Three- or multi-level distribution channe} consist of intermediaries such as
retailers, wholesalers and also agents, brokersehsases or importers and
exporters
The choice of right distribution channel is veryeof a major problem of marketers.
This decision mostly depends on the top managenmntthe company’s aims, their
competence and other factors.
There are generally distinguished more types efmediaries but basic two ones are:
Retailing
According to Kotler et al. (2003, 557) retailingnéludes all the activities involved in
selling goods or services directly to final conswsrfer personal, nonbusiness use.”
Retailers are in direct contact with the final somer and have a strong personal
relationship with him. The principal aim of retageis to be as closed as possible to the
customer and offer a good service. They buy pradfrom supplying firms, wholesalers
and manufacturers. Main types of retailing are supekets, department stores, specialized
shops etc. It is comfortable for consumers to neglpcts from retailers in spite of the fact
that products are more expensive.
Wholesaling
Kotler et al. (2003, 577) say that wholesaling luaes all the activities involved in
selling goods or services to those who buy forleesa business use.” Wholesalers are
dealing with retailers, other distributors and BaABtomers rather than final customers that
is why they pay less attention to promotion, atnh@sp or location. It is obvious that
wholesale transactions and also covered trade aredarger than retailers’. There are also
some differences in terms of legal regulations tands.
Wholesalers buy products from the producers asdllrehem mostly to retailers. The
aim of wholesaling is a purchase in big volumestelvausing, sorting and producing an

assortment, transport of goods to customers, fingrar offering a consultancy.
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2.3.2 Distribution Strategies

The coverage of the market by distribution linksxad the same at all times and in every
place. The number of these distribution links delseon the level of satisfaction of
customers’ needs in certain areas.

As Bouwkova et al. (2003, 203-204) state, when selectigggildution strategies there

are following possibilities:

o Intensive distribution- a strategy which distributes a product throuljip@ssible
channels in a trade area. This strategy is use@rtmtucts of common use and its
aim is to be as close as possible to the custonet@amake the product readily
available.

o Selective distribution- a strategy which assumes that offered produet$oa the
customers so attractive that they will make therefto visit a vendor, because
these products are only available in limited nurabef areas. In this case, the
company chooses only distributors who give spexttahtion to specific products.

o Exclusive distribution—- a strategy which distributes a product througbirgle
wholesaler or retailer usually in a specific gepiia region. Manufacturer chooses
the distributor very carefully and grants him tixelasive right to distribute or sell
a product. This type of distribution is suitable osale of expensive and luxurious
goods.

Ensuring that distribution of products does natldmly with a short-term increase of
volume in sales but also with a long-term intentigra reason for a well-considered choice

of a proper distribution strategy.

2.4 Promotion

An integral part of marketing mix is marketing commmcation with the customer.

Marketing communication (promotion) means accordmdlurtz and Boone (2006, 482)

the “function of informing, persuading, and inflwemg the customer’s purchase decision.”
Promotion is a form of communication between thkes and buyer and also the way

in which are potential customers informed aboutdpots or services. The aim of

company’s promotion is to persuade the potentiataruers that the mentioned product is

the best one for them.
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Marketing communications mix consists of five niggromotion tools: advertising,
sales promotion, public relations, personal sellamgl direct marketing. (Armstrong and

Kotler 2005, 399) Sponsorship and internet commatito could also be included.

2.4.1 Advertising

Advertising is characterized by Armstrong and Kof{2005, 399) as a “paid form of
nonpersonal presentation and promotion of ideasdgoor services by an identified
sponsor.”

The company uses various media to inform, persaaderemind consumers about its
products. The aim of advertising is to keep curargtomers and persuade new ones. The
disadvantage of advertising is its impersonalitg ane-way communication with a public.
Thanks to media it can address a wide range oflpdng because of its impersonality it
could be less convincing.

Advertising can be realized by various advertismgdia such as newspapers or
magazines, television, radio, outdoor advertisitlijpards etc.) and many others.

According to Foret et al. (2001, 123) there aredlbasic types of advertising:

o Informative advertising- is commonly used in the introductory stage efphoduct
life cycle. It is important to inform the potentiednsumer about product’s features,
advantages, price, availability etc.

o Persuasive advertising is used especially in the growth stage of thadpet life
cycle. Company often compares the strengths andndalges of its product with
one or more other products. The aim of this typeadvertising is to persuade
consumers to prefer certain product to competitons.

o Reminder advertising- is used mostly in the maturity stage of the pobdife
cycle. In spite of the fact that the product is Ivkelown on the market it is

necessary to keep the product’s name in the con&imand.

2.4.2 Sales Promotion

Sales promotion consists of short-term promotidivdies which are designed to stimulate
consumer buying of products or services. Compamesools of sales promotion to evoke
faster reaction of potential customers but thigtgp promotion has not a long-term effect

on buying behaviour.
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A lot of sales promotion tools such as samplespons, contests, rebates, promotional
products, premiums, gifts, displays, conventionsl @arade shows etc. can be used.
(Armstrong and Kotler 2005, 423-427)

2.4.3 Public Relations
This type of marketing communication is based ovetigpment of good relations between
company and public. According to Armstrong and Ko{2005, 428) it means “building
good relations with the company’s various publigs dbtaining favourable publicity,
building up a good corporate image, and handlingpeading off unfavourable rumours,
stories, and events.” It is an indirect communaatthannel and can have a strong impact
on public awareness. A very important thing in $péere of public relations is a customer
feedback because company must know its drawbacks.

Armstrong and Kotler (2005, 435) mention followipgblic relations departments and
public relations tools:

Functions of public relations departments angress relations, product publicity,
public affairs, lobbying, investor relations andrel®@pment.

Public relations tools includenews, speeches, special events, written materials,

audiovisual materials, corporate identity materaadd public service activities.

2.4.4 Personal Selling
Personal selling is one of the most effective tamfianarketing communication and is
represented by direct spoken communication betvgs#ler and one or more potential
customers. Three characteristic features whicham@ big advantages of personal selling
are: personal interaction, cultivation of relatibipsand response. (Kotler and Keller 2007,
289)

Thanks to this personal interaction the selleabte to influence the customer and
persuade him of the product qualities much morecéffely. The disadvantage could be
for instance that the coverage of personal sellsign comparison with advertising

considerably restricted.

2.4.5 Direct Marketing
Armstrong and Kotler (2005, 459) claim that direcarketing represents the interactive

communicative system that uses one or more commtioic media to connect with
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carefully targeted individual consumers at any tioce The advantage is an immediate
response and also a possibility to cultivate lgstinstomer relationship.

Main types of direct marketing includestirect mail, telemarketing, catalogue
marketing, direct-response television / broadcasarketing, direct-response print

advertising or electronic media. (Foret et al. 20082)

2.4.6 Summary
The theoretical part of this bachelor thesis wasused on four Ps of a marketing mix.
Every component of the marketing mix such as prodaree, place and promotion has its
own importance. Therefore it is very important floe company to pay attention to each of
these components on the same level. If the compmmgble to ensure an excellent
marketing mix, the company could expect almostreagesuccess in the future.

The practical part of this bachelor thesis willfbeused on the marketing mix and its

implementation in the concrete company ORLET sluZby.
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3 ORLET SLUZBY S.R.O.

The practical part of this bachelor thesis is basedn interview with one of the co-owners
and employees of the company ORLET sluzby s.r.e Stucture of the interview is

enclosed in appendix P I and P 1.

3.1 Company’s Description and History

The company ORLET sluzby s.r.o. was founded in 199@&hree corporate bodies (J+K
v.0.S., V+S s.r.0., ORSIA s.r.0.). Over time thaibaapital was increased to one million
and capital ownership was privatised under thre@veoers. The company started its
activity in a hired manufacturing area in Chinceysokomytska 368. Just for information,
Choca is a town in the eastern Czech Republic and hastdbn thousand inhabitants.

The company originally specialized in locksmith’soguction and repairs of motor
vehicles. But due to an increasing demand it staddocus on a production of sheet metal
components especially for automotive industry apdoaluction of machinery.

Due to the expansion of production the hired mastufang area became limited in
size. So the company obtained other production ige=srin Chocg Zantsti 173, where a
prototype production, fitter's production, weldirg smaller components and plumbery
production is situated. In the year 2005 the comidso rented an area directly within the
premises of the co-operative company Kogel a.varisko (about 3km from Chodg
where they obtained a lathe workroom, locksmithisps and premises for storing the
completed components. In 2006 separate weldingihalrestaviky (about 11km from
Chocai) was rented.

The company’s annual turnover was about two hundriibn Czech crowns in the
year 2008. The company became really successful taueigh-efficiency laser CNC
machines. The financing and purchase of the newhmes, technologies etc. is done
especially through leasing and bank overdrafts.

The company ORLET sluzby s.r.o0. successfully comgsrwith a lot of companies in
close neighborhood and also mediates exports bttt dnd indirect.

Direct export Liechtenstein — Krupp Presta A.G., France - Krijppsta France A.G.,
Germany — Jirgen Reum GmBH, Sweden — SO Group,...

Indirect export Germany — Kogel a.s., Sweden — DAVAZ, Switzerlandmmann,

Netherlands — Amplius, ...
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3.1.1 The Core Activity of the Company
The core activities of the company ORLET sluzbyos.are in the metal work industry —
complete sheet metal processing:
o Cutting on CNC machines (steel, stainless, aluminushmeet metals to 100mm) —
Laser, Plasma, Oxygen
Bending using sheet metal folder, folding brake
Locksmith machining- lathe, milling cutter
Plumbery
Welding— electrode, oxy-house-gas or spot welding

Surface treatment / refinement — temper hardemingealing

o O O O o o

Varnishing (powder coating,...) — preparation of cokand varnishes in required

shades

3.1.2 Organizational Structure

At the top management there are three executivesamh also the three co-owners of the
company. Below them there is a general-managertlaea human resources manager,
production manager and economic manager on the leagle The production manager has
a controller as an assistant and below them theréeahnologists, purchasing department
and masters who are on the same level. Techndagistsuperior to the programmers. The
purchasing department is superior to the storekeeped masters are superior to the
workers. Economic manager has below him accountamdssales agents who are on the

same level.
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On the following scheméd-{gure 4) is displayed the organizational structure of the

company:

[ Executives ]

[ General-manager]

1 1 1
[ HR manager ] [ Production manage] [ Economic manageﬂ

[ Controller [ Accountants ] [ Sales agents ]

|
[ Technologists ] [Purchasing departmerj‘ [ Masters ]

[ Programmers ] [ Storekeepers ] [ Workers ]

Figure 4. Organizational structure of the compafself-created)

3.1.3 Employees

The company ORLET sluzby s.r.o. nowadays emplogselvployees:
o 48 white collar workers
0 97 blue collar workers
The majority of employees are people who are jedlin this field. The rest is made

up of University trained employees and people Wwakic education.
The breakdown of employees in the year 2008 islé®Afs:

Basic education 3%

University degree 8%

College education 37%

Skilled in this field 52%

Every employee must attend a safety training leetbey can start work. Then each

O O O O

employee attends a special training which is releva their individual positionThe
company offers various staff training such as fidtikiruck training, welding training and

others.
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Recruiting of new human resources is usually gednthrough a recruiting agency.
There are approximately twenty percent of workemnf Slovakia. In the future there

should also be cheap labour from Asia (ViethamE€séese or Japanese).

3.1.4 Main Customers
The main aim of the company is to win and keepamsts. The company has to initiate
business connections with customers and ensureapermh high quality at relatively low
prices. This process depends on understandingufildhént of current and future needs
and expectations of customers.

The company ORLET sluzby s.r.o. has approximatelenty biggest regular
customers in Chotéeand its close neighbourhood.

It was found that the five customers with the mo#8tential orders are the following
companies:

o Kogel, a.s. Choae— producer of automotive semi-trailers

0 ROJEK, a.sCastolovice — producer of woodworking machines

o Ammann Czech Republic, a.s. — supplier of a fulhge of metallurgical

engineering
o C.LE.B. Kahovec, spol. s r.o. — producer of autbwecseats

0 SOR Libchavy, spol. s r.o. — producer of buses

The following graphKigure 5) represents the percentage share of the mosenmntifal

customers:

15% 66%

3%—
3%

9%
4%

O Kogel, a.s. Chocen B ROJEK, a.s. Castolovice
O Ammann Czech Republic, a.s. @ C.I.E.B. Kahovec, spol. s r.o.
O SOR Libchawy, spol. s r.o. m Others

Figure 5. Main customergself-created)
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It is obvious from the graph that the most influaintustomer is a company Kdgel, a.s.
Chocei (66%). The second biggest customer is a companjERQa.s Castolovice (9%).
The companies Ammann Czech Republic, a.s., C.I.Edhovec, spol. s r.o. and SOR
Libchavy, spol. s r.o. are nearly on the same Iéafebut 3% or 4%). The rest of the other

important customers are created of approximatébein other companies (15%).

3.2 Product

The company ORLET sluzby s.r.o. takes part in theustrial market and represents
business-to-business marketing which means thdirthecooperates with other companies
or individuals in order to produce other produatgheir components. The company does
not produce any final products which are sold diyeto the ultimate consumer but it
produces only components which are part of othecgsses.

All products are produced in accordance with austos requirements. The
customer’'s demand must be clearly specified antyzexh for the company to establish if
the customer’s requirements can be met. All cust@mequirements should be submitted
in writing and should include the product, quantigrms, engineering drawing and design
documentation with all the exact measurements atherospecifications. Then the
company’s technologist evaluates the final prical after the price is agreed the

technological process is drawn.

3.2.1 Product Classification

The company ORLET sluzby s.r.0. can assort itsyxctsdinto following groups:
Cut components

Bent components

Welded components

Hardened or annealed components

o O O o o

Varnished components

3.2.2 Production Process
The production process of each production dependasistomer’s requirements.

There are basically three types of products: prtsdwhich are only cut, products
which are cut and bent and products which comeutiirahe whole production process.

The most frequent processes consist of thesedtagiv
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1) Accepting order and its registration

2) Technological order processing

3) Programming of individual components

4) Cutting on CNC machines

5) Bending of components

6) Machining of components

7) Assembling or welding of individual components
8) Varnishing of used components

9) The finished product quality control

10) Delivery to the customer

3.2.3 Product Quality

The company ORLET sluzby s.r.o. recognises the rmapoe of quality and customer’s
satisfaction. Product quality has a direct impatttioe product or service performance.
Therefore, nowadays when the supply predominatestbe demand the product quality is
taken as granted. If the company does not offdr-jigality products the customer switches
their supplier.

The workers play the most important role in theolghprocess of controlling product
quality along with the controller or the productioranager. The workers are obliged to
carry out the initial product control and if needesk the controller or production manager
to check it. The control of product dimensions igné in accordance with design
documentation. Then good products and rejectsegrarated from each other. Irreparable
rejects are marked in red colour (painting coloomark or label) and stored until
liquidation.

In connection with quality it is necessary to nemtthat the company ORLET sluzby
s.r.o. gained in the year 2000 a quality certiBc@SN EN ISO 9002 which was in the year
2002 re-certified according to CSN EN ISO 9001:200kis certificate is successfully

annually maintained.

3.2.4 Design
Design of products does not play a big role in t@se because products are used only as
components of another final product. Customers s@ooroducts depending on other

characteristics than design.
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3.2.5 Branding

Every product of the company is marked with a adlfiesive logo of the company (see
Figure 6). This brand represents a cutting flame which ooggerial, because cutting on
CNC machines is a priority for the company and ttuthis activity it became prosperous

and successful.

Figure6. A company'’s logo

3.2.6 Packaging
All the products are expedited to the customerlassic wooden pallets. They are wrapped
in airtight foil and sealed with tape.

This package has its own label with the produnaterial name and number, quantity,

name of the customer and date of manufacture.

3.2.7 Claims
Even if the company tries to have a production suithany customer’s claims, it is
impossible. Every year there is a certain amoubaiplaints which have to be registered.
It was found that most frequent claims are:
o Components are wrongly cut or bent
o Components’ dimensions do not match design docuatient
o Deformation of sheet metal
0

Varnished components are scratched



TBU in Zlin, Faculty of Humanities

36

The following table Table 1) displays the number of claims and losses and the

number of discrepancy protocols and losses oveydhes 2005 — 2008:

Year 2005 2006 2007 2008
Number of claims 27 99 25 17
Losses from claims in Czech crowng 125490, 290886 125292 85 280
Number of discrepancy protocols 23 19 24 15
Losses from rejects in Czech crowng 106 726 67 859 245668 113465
Table 1. The number of claims, discrepancy protocols asdds
over the years 2005 — 20Q8elf-created)

Inthe year 2005..........cccoviiiiiiinenns volume of production 1@B0 000 Czech crowns
In the year 2006..............cocvevnnnnnn. volume of production 176 117 000 Czecbwens
Inthe year 2007........c.ccovviiiiiiiinenns volume of production 2830 000 Czech crowns
Inthe year 2008...........cccccoviviiiiiinnnns volume of production 20@0 000 Czech crowns

It can be said that the best year for the compaayg the year 2007, because the
volume of production rapidly grew. Due to this fatte number of rejects was in

percentage lower compared with the total volumprotiuction.

3.3 Price

Price is the most flexible tool of the marketingcmand it is possible to change it easily. It
is also the only element which represents the soofricncome for the company. Fixing the
price is for every producer one of the most complecesses. The company must take into
account several important factors such as purchapower of population, economic
situation, prices of the competition etc. The maim is to achieve firm’s objectives,

especially profit and investment returns.

3.3.1 Price Setting
The company ORLET sluzby s.r.o. sets a price onkhsis of the hourly rate of an
individual machine and person. This price is miikgh by appropriate coefficient which

depends on a required quantity. To the resultdeddh current price of material, transport,
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eventually co-operation. So it could be said tlet tompany uses the method of cost-
based pricing.
The following table Table 2) displays the hourly rate of individual machinesl ahe

second tableTable 3) displays a current price of materials:

Machines Hourly rate in Czech crowns
Laser 3 000.00
Plasma 1 500.00
Folding brake 1 600.00
Varnishing 600.00
Welding 380.00
Lathe 450.00
Drilling machine 400.00
Automobile 9 tons 23 Czech crowns/km

Table 2. The hourly rate of machindgself-created)

It can be pointed out that products which are rfentured by laser machines are much
more expensive that the other ones. There are ommati the most frequently used

machines and their hourly rate which is variableonnection with the current situation on

the market.

Material Price of material (Czech crowns/kQ)
Sheet metal QSTE 380 17
Sheet metal QSTE 460 18
Sheet metal MC 700 33
Sheet metal RAEX 355 25
Stainless steel 90
Aluminum 70
Full tube 23
Square steel pipe 25

Table 3. A current price of materialéself-created)
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The table displays the most frequently used neteand their current price. In the
company ORLET sluzby s.r.o. they use a lot of déife types of sheet metals which are

quite cheap. On the other hand the most expensaterial is stainless steel and aluminum.

3.3.2 Factors Affecting Price

There are a lot of factors which affect the pricolggision in the company. They can be
divided intointernal factors— marketing objectives, company policy or costd external
factors— nature of the market and demand, competitioer @if economic conditions.

Internal factors:

o Marketing objectives — the company tries to sat@fghe customers with no claims
and its priority is to ensure product quality. feeything is all right it is also possible to
increase a price of product and reach higher jgrofit

o Costs — main costs of the firm which determine gwiof products are especially
costs of material, power consumption, salariesngbleyees. Very important costs which
must be included are transport costs and also egptnded on promotion of products.

o Company policy — the price is set on the basidrebdy mentioned things. Level of
each price depends on the amount of material netea production, costs connected
with distribution of products, labour costs and mather factors.

External factors:

o Nature of the market and demand — for the compamglly important to point out
its strengths and advantages in order to attrachasy customers as possible. Company
and its profits are largely influenced by a sitoaton the market and demand.

o Competition advantage — the company ORLET sluzhg.sis one of the major
producers and suppliers of sheet metal componernteisphere of metal work industry in
this region. In spite of these facts the firm memtsider prices of competitors because it is
obvious that customers compare prices and qudlpyanlucts offered by more companies.

o Economic conditions — nowadays plays the biggdstirothe way of setting prices
a current economic crisis which influences the whobuntry, especially the industrial
market. Unfortunately the company ORLET sluzbyos.must also fight against this

problem and adapt to it.

3.3.3 Payment Conditions
The company has especially customers who ordemuptedn huge amounts and therefore

there is preferred noncash payment system. Cashgudays also possible but not so often.
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o Cash payment — used mainly with new customers avadlexr orders / contracts
o Noncash payment — this accounts for 95 perceriteopayments
— after the signing of a delivery note awoice is issued and is sent to the
customer with an individual term of expiration
— a term of expiration: — the biggest argutar customers — 60-90 days

— other customers — generallyl&gs

3.3.4 Discounts
The company ORLET sluzby s.r.o. provides quantggalnts and discounts for customers
with a long-term cooperation.

Thanks to the fact that this firm is one of theg&x companies in sheet metal
processing in the Czech Republic, it can providengjty discounts.

It could also be an advantage in comparison withpetitors:

=> larger material consumptien less costs» discounts = a cheaper product

3.4 Place

Distribution (place) is one of the important toofsthe marketing mix and company must
not underestimate it. On industrial markets arepbep of goods directed to the customer
or to customer’s designated place.

The company uses for transport of orders its owlively vans or trucks with a
company’s logo. It also serves as a type of adsingi There are sometimes possibilities

that transport is ensured by a transport agency

3.4.1 Distribution Channels
There are two types of distribution channels whilc company uses. The choice of a
distribution channel depends on a type of custonreer quantity, distance etc.

o Direct distribution channel — ensuring of a transgny company’s vans / trucks
directly to the customer (55 percent)

— the customers take delivery on their owah layitheir own transport (40 percent)

o Indirect distribution channel (5 percent) — if thieler quantity or weight is too big
and the company’s own transport is in use or fldgded— the company hires a
transport agency
— if the total costs exceed the price ofghaduct with regard to price and distance

of the customer» order is sent as a parcel by post
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3.4.2 Supply
All materials and assortment for production arepsied by suppliers and the price is
included in the price of delivered goods.

There are also exceptional circumstances when dmepany has to use its own
transport, for instance if it is necessary to hanaderial earlier than the supplier is able to

supply it or if the supplier does not have theinawansport etc.

3.4.3 Main Suppliers
It is obvious that the company chooses its suppla@cording to a lot of factors such as
price, quality, speed of delivery and quantity obds which the supplier is able to deliver.

The company ORLET sluzby s.r.o. cooperates witbt @f companies which supply

them with metallurgical material, expendable suggpland protective material, and office
supplies:

o Suppliers of metallurgical material — Ferona, &sayen CZ a.s., Voest-Alpine
Stahlhandel s.r.o., Universal ocel s.r.o., Uniohae.o., ZELEZO HRANICE
s.r.o., Otenasek s.r.o., Nypro, a.s., RESTA, spol. s r.ocelar Distribuce CZ,
s.r.o., Alupa s.r.o.

0 Suppliers of expendable supplies and protectiveenaht— Profi Brus s.r.o., Tech
centrum, a.s., Briol, s.r.o.

o Supplier of office supplies — Biroprofi, s.r.o.

3.4.4 Storing Conditions

The company ORLET sluzby s.r.o. has its own warsbdar sheet metal materials on site
in Chocé and also premises for completed components inatea of the co-operative
company Kogel a.s. in Dvisko.

The storage of material is situated in the immeediacinity of the production halls
with CNC cutting machines. That is a big advantageause time and financial costs spent
on transport of material from store to productioa reduced.

A storekeeper decides on a way of material stoaageorganizes it in order to be well-
arranged, to provide optimal handling with materaald protection against theft or
depreciation. Material must be marked by colouslktor a label so that it can be easily

identified, especially by type and quality.
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3.5 Promotion

Marketing communication (promotion) is an integpart of company’s marketing mix.
The principal aim of promotion is as efficient conmmication between the company and
the customer as possible. Some transmitted infoomatould largely affect opinion and
behaviour of the customers to the company.

First of all, it is necessary to emphasize thatdbmpany ORLET sluzby s.r.o. does
not support a mass marketing communication sucprasotion on television or radio
because the firm cooperates especially with itslezgcustomers. Of course, the company
uses certain tools of marketing communication lmitam a large scale. In the beginning it
was really important to reach potential customath wffered products and services.

Currently advertising is at a minimum. Promotiors leen relatively neglected up to
now because there was not shortage of orders. iMithasing numbers of competitors and
especially with a situation on the industrial markethe sphere of automotive industry
everything can change. That is the reason for thmpravement of marketing

communication in the company and also its contisuanovation.

3.5.1 Supporting Communication Channels
The company belongs to the industrial market arel tduthis fact a promotion is not so
developed. The firm supports market communication the form of advertising,
participation in trade fairs, sales promotion amel¢ompany’s web site.
Advertising:
o Advertising in the press — newspapers ORIN (Orligk&ertni noviny), Reklama
magazin
o Regional bulletins (Usti nad Orlicieska Febova, Choag Vysoké Myto)
0o The company’s logo on their vehicles
o Participation in trade fairs — the company hasguttany final product which could
be sold to end users, but sales representatigéstrade fairs in order to arrange
new contacts and initiate new business connectiatis potential customers and
also suppliers— representatives of the company give leaflets arsinless cards to
each other
— trade fairs: — International engineering faiBimo — annually

— trade fairs in foreign countriesceasionally
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Sales promotion:

o Discounts — quantity discounts and discounts pexvid customers with long-term
cooperation

o Promotional items — within good relations betweles company and the customer
(calendars, pens and pencils, mugs, umbrellasitgjbaktles of wine, etc.)
— are given: — annually to regular custonaad long-term partners

— to new customers

o Corporate gifts — the company annually gives tlggie to long-term customers as
thanks for cooperation; gifts are delivered by eoters in person
— at Christmas: — to large and regular custsm a quality bottle of wine and New
Year wishes are delivered in person

— to smaller customers — NewrYgiahes are sent by post

Company’s web site:

Nowadays is one of the most important and effectiay of marketing communication
to have well-arranged company’s web sites witmadessary information.

The company ORLET sluzby s.r.o. has a web site vanet.cz. Unfortunately, this
site has not been updated for a long time and thexeonly useful contacts (telephone
numbers, fax number, e-mail or address) and buefipany’'s objectives. It should be
definitely improved as soon as possible, because pbtential customers could be
discouraged.

In spite of these drawbacks new customers mositlydut about the company thanks

to the Internet. Then they call by telephone odsame-mail with a certain demand.

3.5.2 Sponsorship
The company ORLET sluzby s.r.o. is a regular spoaka lot of social and sport events in
Chocei. Sponsorship means an activity which is providethout any expectation of a
profit. The company is engaged in this form of neéirkg communication by means of
financial resources or donations. An important adage for the company is that a
sponsorship helps to increase company awarenesggoeople and potential customers.

The company ORLET sluzby s.r.o. sponsors follovantyvities:

o Football team (FK Agria Choég— main sponsor

0 Indoor football (Gillotina Choa®



TBU in Zlin, Faculty of Humanities 43

o Non-profit organizations in Chogteand its close neighbourhood (e.g. Maternity
centre Kaminek in Choaig

0 Social events in Chotie- balls, festivities, etc.

3.6 SWOT Analysis

This analysis is one of the simplest and also tlestreffective way how to identify the
factors which should be developed and on the dthad which should be rather avoided.
According to Cannon et al. (2008, 51) the name SVIi®©OFimply an abbreviation for the
first letters of the words strengths, weaknesspgodunities, and threats. A good SWOT
analysis helps the manager focus on a strategy tdlas advantage of the firm’s
opportunities and strengths while avoiding its wesses and threats to its success.”

Strengths and weaknesses are internal factorshwhicease or decrease an intrinsic
value of the company. Opportunities and threatseaternal factors which can not be so
well controllable by the firm.

The SWOT analysis was chosen as a tool for thatifdE&tion of the marketing
situation in the company ORLET sluzby s.r.o. It wasulted from the interview with one

of the firm’s co-owners.

3.6.1 Strengths and Weaknesses Analysis
Strengths:
o High-efficiency and modern technology
Quiality certificate
Well-chosen locality of the company — easy andkjaicess to customers
Warehouses are a part of a manufacturing areatinaonsly supplied
Emphasis on quality and accuracy of a production
Contacts on trustworthy customers
Seriousness towards customers

Skilled employees — technical know-how of employees

o O O O o o o o

Positive approach to employees

o Excellent transport connections for employees
Weaknesses:

o0 Weak promotion on the market

o Significant expenses on a transport

o Shortage of own capital and need of (bank) credits
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O O o O

3.6.2

Shortage of personnel as blue-collar workers
Little opportunity for personal and career growtithim the company
Ineffective promotion

Out-of-date web site of the company — could disagarpotential customers

Opportunities and Threats Analysis

Opportunities:

o

o

Possibility of production expansion

Attendance at presentation actions and trade-faiwsbecome well-known, contacts
on new customers

Customers’ satisfaction

Increase in exports — a higher sale and profits

Positive cooperation with apprentice college — (egion, practice) — new labour

force immediately after they finish school

Threats:

o

o O O O o o o o

3.6.3

New competition with lower prices

Rise in prices of a material

Unexpected and quick decline of customers
Unfavourable tax situation

Economic / financial crisis

Lack of financing orders and company’s functioning
Absence of marketing activities to external envinemt
Breach of a term of expiration of orders

A large number of companies with mechanical pradaadn close surroundings

SWOT Analysis Evaluation

Strengths of the company ORLET sluzby s.r.o. ape@ally high-efficiency and modern

technologies which are connected with plasma amsérlacomputer controlled CNC

machines. Thanks to these technologies is achiav@gh productivity and products meet

the strict criteria. The locality of the firm is Wehosen because it is in the immediate

vicinity of the biggest customer Kdgel, a.s. Choead also other customers. It is on the

way between Chogie— Vysoké Myto and consequently customers and sargphave not

got any problems with transportation. Another adage is also a variety of contacts on

trustworthy customers.
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On the other hand weaknesses are connected maathly promotion of the company.
An ineffective promotion such as out-of-date wele sif the company could discourage
potential customers. Significant expenses on &p@rn mean a big disadvantage as well as
a worsening financial situation and need of (bam&lits.

Opportunities of the company could be a possybiit production expansion in the
future, attendance at presentation actions anc tfaids to become well-known and get
new contacts. The company ORLET sluzby s.r.o. dam iacrease exports and due to it
achieve higher sale and profits.

Threats represent new competition with lower wioe rise in prices of a material.
Nowadays the biggest threat to the company is septeeconomic / financial crisis which

is the cause of an unexpected and quick decliceigitbmers and sales.

3.7 Proposals for Improvement

There are several proposals for improvement an@ngements which should be
implemented in the company ORLET sluzby s.r.o. Tdil®ewing suggestions result from
the marketing mix analysis in the company, findidgsermined by interviews and SWOT
analysis.

The aim of these proposals is to achieve a bstétns on the market and gain higher
market shares. It is also important to consideth& company is able to survive in the
competitors fight in the sphere of costs, improvetrend development of the production
or effective marketing communication.

The company ORLET sluzby s.r.o. insists on a tyali its products and that is the
reason for a careful choice of suppliers who sughly company with a high-quality
material. | would certainly recommend to keep coapen with the reliable suppliers with
which the firm has long-standing experience and &y on them and their provided
services.

Nowadays the company functions as a sort of irgdiary. It transforms a
metallurgical material into some product which isequently put into a customer’s
production. Products which are manufactured incttrapany ORLET sluzby s.r.o. are not
useful to the final customer but they serve assp#otfinal products or components.
Therefore the main aim of the firm is to start adarction of its own complete product
which would be fully functional for the customertiout any further alterations. | agree

with this idea because the company is at presgmrdkent on the number of customers
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who then sell products / components to the end. uSegrything consists in customer’s
requirements and orders. If the company had it fimoduct it would have also a better
promotion.

A continual improvement of a production is impaoitéor the company because of a
big increase in competition in this branch of indyd think that a replacement of outdated
machines by more modern and more effective ongs ffem plasma technologies to laser
technologies) also leads to easier wimkthe employees.

The company ORLET sluzby s.r.o. wants to have ljgahfied employees. They are
regularly trained in their profession in order tmquce almost with no errors. | would
recommend a camera systernich will monitor and will have the whole produmti under
the control all the time. It could also contribtieeffectiveness in the workplace.

The discounts which are provided to customers witlong-term cooperation and
quantity discounts mean from my point of view a hiyantage for customers as well as
for the company. There could be also offered sasnplie products from a requested
material.

The company ORLET sluzby s.r.o. has four centfemanufacture — two in Chotte
(Vysokomytska 368 and Zassti 173), one in Dvigsko (about 3 km from Chotgand one
in Prestavlky (about 11 km from Chage The main production is placed in a hired
manufacturing area in ChageVysokomytska 368. In my opinion it would be bette
build a new production hall directly in the men&aharea which provides necessary space.
It will help to reduce heavy expenses on transporta New production hall building
would cost cca 16 000 000 Czech crowns. On therdthed the following costs would
disappear:

— arent: — Chogag Zanesti 173: 60 000 Czech crowns/month

— Dvéisko: 160 000 Czech crowns/month

— Festavlky: 120 000 Czech crowns/month
— transport of components among centres of manutactca 160km/day = 3680 Czech
crowns (80 000 Czech crowns/month)
— reduction of the number of employees (porter f8r-lift truck driver 2x, master 2x,
driver 1x): cca 140 000 Czech crowns/month
It can be seen that to build a new production Wwallild be advantageous for the company

into the future.
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The marketing communication of the company anafitsred production is not on a
high level. The firm knows that it has its regutaistomers and does not attach importance
to the promotion of the products. It is really inamt to inform potential customers about
the company and its services, especially nowadaggiae of economic / financial crisis.

The company ORLET sluzby s.r.o. is not a huge @mypand also its financial
possibilities are considerably limited. Annual expes of the firm should be approximately
pre-planned and divided into individual areas anol wobt forget the marketing
communication. The company could entrust one pergitin marketing activities in the
sphere of promotion of products and services.

| would especially recommend new company’'s wedssitecause current ones are out-
of-date and are not updated for a long time. Thie sies should be translated at least into
English and German because of foreign customersgy Thust be well-arranged and
contain more detailed information about the compang offered services and products
including pictures, machine equipment, useful ccistareferences etc. New web sites
would cost about 20 000 — 30 000 Czech crowns. yropinion this investment is really
useful because most of customers use Internebtofty company’s information.

It could be a good idea to have a radio advegiéiom instance in any regional radio
but this kind of advertisement is quite expensiné affers too little time for expressing of
everything significant. | would prefer more frequedvertising in regional newspapers and
bulletins which should be connected also with sdiseounts.

The long-term aim of the company ORLET sluzbyosis to become more remarkable
producer of sheet metal components especiallydtomaotive industry than it has done up
to now. | think that thanks to an effective strgtegnd promotion, high technology and

production expansion it could be easily reached.



TBU in Zlin, Faculty of Humanities 48

CONCLUSION

Nowadays marketing is a necessary part of everypeomand through this bachelor thesis
| can realize the usage of marketing mix (theomy)rf a practical point of view.

| implemented a theoretical knowledge in the comyp@RLET sluzby s.r.o. which is a
producer of sheet metal components especiallyutmmaotive industry.

The aim of this bachelor thesis was to analysetineent state of the marketing mix in
the company ORLET sluzby s.r.o. and to suggestilplegsroposals for its improvement.

The theoretical part resulted from specializedksoooncerning business themes and
marketing mix questions. There was described ticipie of marketing and distinction
between business-to-business and business-to-censuarketing concept. In that part |
especially focused on a detailed description ofviddal marketing mix tools such as
product, price, place and promotion.

The practical part of this bachelor thesis resuftech the interview with one of the
co-owners and employees of the company ORLET slazaty. Firstly there was mentioned
a company’s description and a brief history, conyfmrobjectives, an organizational
structure, employees and main customers of the aoyprhen the major part of the
bachelor thesis analyses individual marketing rodg in detail and is filled with some
graphs, tables or pictures. Finally | carried ouSWOT analysis which helped me to
identify strengths, weaknesses, opportunities anelats of the company ORLET sluzby
s.r.0. On the basis of the SWOT analysis resultientified weaknesses of the marketing
mix which should be improved in the future: an feefive promotion — especially out-of-
date web site of the company, significant expemsesa transport or worsening financial
situation and need of (bank) credits.

In the last chapter of my bachelor thesis | suggkgtroposals for improvement such
as production expansion, replacement of outdatechimes by more modern and more
effective ones. The improvement should be connectedinly with marketing
communication: to entrust one person with markegiatyities, new company’s web sites,
radio advertising or more frequent advertisingagional newspapers and bulletins.

In conclusion it should be stated that currentagitun of the company ORLET sluzby
s.r.o. is on a good level and the company has nouseproblems which could threaten its
prosperity on the market. While writing this baarehesis | could realize the functioning
of the company. It has been a personal contribuitmnme and could also be for the

company if it followed some of my proposals.
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APPENDIX P I: STRUCTURE OF INTERVIEW IN ENGLISH
LANGUAGE

Questions:

1) What is the company’s history and its developtfen

2) What production is the company focused on?

3) What was the company’s annual turnover in ttee 26087

4) What is the way of financing of investments (maachines, technologies,...)?

5) Does the company mediate also export and inftohwdountries especially?

6) What is the company’s objective?

7) What is the organizational structure of the cany?

8) How many employees does the firm have and vedueir education?

9) Do you offer any training to your employees?

10) Who are your main customers? How many otheoousrs do you cooperate with?

Product:

1) What are the company’s products? Does the frodyce any final product or is it only
the intermediary?

2) What is the product classification?

3) What is the operating sequence of production?

4) How is the product controlled during a productio

5) Does the company have any quality certificates?

6) Do you prefer quality or price while selectingterials?

7) Are you going to introduce new products / ted¢bgies? Which ones?
8) Is design, branding or packaging of productsartgnt?

9) Do you have a lot of claims? What are the m@sjifent reasons?

Price:

1) What about price setting? Do you take into aot@osts, competition or do you
prioritize the customer?

2) Which factors mostly influence price?

3) Have competitor’s prices any impact on the psetting in your company?

4) What are payment conditions in your company?

5) Do you provide any discounts to your customerstioer advantages?

Place:

1) What kind of distribution does your company préf

2) Which distribution channels does the company use

3) Has the company its own vans or trucks?

4) What about supplying of material?

5) Which suppliers does your company cooperateAwith

6) What are storing conditions? Has the company@gmstorage grounds?

Promotion:

1) What kind of promotion does the firm use?

2) Does the company participate in any trade fairs?

3) Has the company its own web sites? Are they-arelinged and updated?
4) Is the company a sponsor of any social or spahts, organizations,...?



APPENDIX P II: STRUCTURE OF INTERVIEW IN CZECH

LANGUAGE
Otazky:

1) Jaka je historie firmy a jeji postupny rozvoj?

2) Na jakou vyrobu se firmar@devSim zawtuje?

3) Jaky byl réni obrat firmy v roce 20087

4) Jaky je zpsob financovéani investic (novych stiptechnologii...)?

5) Zprostedkovava firma také export a do jakych zemeidevsim?

6) Co je pednmetemcinnosti firmy?

7) Jakou ma firma organi&ai strukturu?

8) Kolik mé firma zamstnand a jaké maji vzélani?

9) Poskytujete zasstnan@m rizna Skoleni?

10) Kdo jsou hlavni odivatelé firmy? S kolika dalSimi odtateli spolupracujete?

Vyrobek:

1) Jaké jsou produkty firmy? Vyrabi firm&jaky kon&ny vyrobek nebo jsobi pouze jako
mezilanek?

2) Jaké j&lenéni vyrobka?

3) Jaky je pracovni postup vyroby?

4) Jak je vyrobek v procesu vyroby kontrolovan?

5) Vlastni firma gjaké certifikaty jakosti?

6) Davate f vybéru materidlu pednost kvali& nebo ce&?

7) Chystate se zavéstjaké nové vyrobky / technologie? Jaké?
8) Je u vyrobi dalezity design, zngka, baleni vyrobk?

9) Mate hoda reklamaci? Jakeé jsou daftjsi divody?

Cena:

1) Jak se uuje cena? Zohledijete vice ndklady, konkurenci, nebo se orientujete
zékaznika?

2) Jakeé faktory nejvice oviiwji vySi ceny?

3) Maiji ceny konkureritvliv na ugovani ceny ve Vasi firg?

4) Jakeé jsou platebni podminky Vasi firmy?

5) Poskytujete &aké slevy svym odivateblim, ¢i jiné vyhody?

Distribuce:

1) Jakou formu distribuce firma tg@nosiiuje?

2) Jakeé distribéni cesty firma vyuziva?

3) Disponuje firma vlastnimi vozy?

4) Jak probiha zasobovani materialu?

5) S jakymi dodavateli VaSe firma spolupracuje?

6) Jaké jsou skladovaci podminky? Vlastni firmatatek skladovacich ploch?

Propagace:

1) Jaké formy propagace firma vyuziva?

2) Ugastni se firma veletf?

3) Ma firma své vlastni internetové stranky? Js@hiedné a aktualizované?
4) Je firma sponzorengjakych akci, spolk,...?
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APPENDIX P IV: CNC MACHINES AND OTHER MACHINES




APPENDIX P V: COMPANY’'S PRODUCTS AND COMPONENTS
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APPENDIX P VII: NEW YEAR WISHES FOR CUSTOMERS
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APPENDIX P VIII: COMPANY’'S SPONSORSHIP
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