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ABSTRAKT

Czech abstract: Cilem této bakalaiské prace je vytvorit podnikatelsky zamér pro obuvni
znaCku. Soucasti této prace je teoretickd a prakticka ¢ast. Teoretickd Cast se zabyva
vysvétlenim pojmu podnikatelsky zadmér a jeho jednotlivych ¢asti. V praktické Casti se
autorka zabyva zhotovenim podnikatelského zaméru na vlastni téma. Dalsi ¢ast se vénuje

analyze dat ziskanych ze standardizovaného individualniho rozhovoru.

Kli¢ova slova: podnikatelsky zamér, podnik, konkurence, SWOT analyza

ABSTRACT

English abstract: The aim of the bachelor thesis is to create a business plan for a shoe brand.
The thesis consists of two parts, theoretical and practical. The theoretical part deals with
explaining the term business plan and its components. In a practical part, the author deals
with the establishment of the business plan on the own topic. The next part deals with the

analysis of data from a semi—structured interviews.

Keywords: business plan, enterprise, competition, SWOT analysis
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INTRODUCTION

The city Zlin has been known for its long history of the footwear industry. Customers can
nowadays purchase shoes online and in brick and mortar stores. The footwear industry has
been fast developing part of our everyday lives and the offer, as well as materials, are
changing. The aim of the bachelor’s thesis is to create the business plan for a footwear brand
Tara Shoes that will offer women’s shoes in sizes from 42 to 46 in a brick and mortar store
in Zlin.

The reason why the author chose this particular topic for the bachelor’s thesis is that her
by herself has a shoe size 44. She experienced difficulties and obstacles when she wanted to
purchase a new pair of shoes. As a result, the author believes that there is a gap in the market
with extra—large shoes for women.

The bachelor thesis has two parts, the theoretical and practical part. The theoretical part
will focus on the introduction of economic background. What is entrepreneurship and what
types of legal form of business can an entrepreneur choose for a new business. Furthermore,
the second chapter of the theoretical part will examine types of business plans and the
necessary elements of a business plan. Moreover, the author will explain the methodology
of the work as well as the research question. Lastly, the author studied and read the literature
related to the topic of a business plan, in order, to create the theoretical part of the bachelor’s
thesis.

In the second part of this bachelor thesis will the author deal with the foundation of the
company itself. The author will clarify the purpose of Tara Shoes and present the portfolio
of products and services of Tara Shoes’ company. Moreover, it will be essential to examine
SWOT analysis and Porters’ five forces model. The author will execute primary research, in
order, to conduct data and create the business plan. Data from the research will be obtained

during a semi—structured interviews with ten women.
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1 ENTREPRENEURSHIP

Entrepreneurship plays an important role in a country's future economic growth. Firstly, it is
beneficial for a country when an entrepreneur decides to establish a new business. What is
more, a new business will provide job positions in the labour market. With this in mind, the
employment rate will increase as the consequence of new jobs positions in the market. That
is to say, the standard of living will increase as a result of higher income. Furthermore, the
consumer spending of a given country will increase as a result of households spending more
money on goods and services. Last, in order but not of importance, competitors in the market
will be forced to use higher—quality material, new technology, and follow trends and

innovation in an industry, in order, to be competitive (Hisrich and Peters 2002, 14-15).

1.1 DEFINITION

According to Hisrich and Peters (2002, 26), the definition of entrepreneurship is “the process
of creating something new with value by devoting the necessary time and effort, assuming
the accompanying financial, psychological, and social risks, and receiving the resultant
rewards of monetary and personal satisfaction and independence”.

As stated by Synek and Kislingerovd (2015, 3-4), entrepreneurship is the process
characterized by several features:

e The fundamental aim of entrepreneurship is to make a profit.

e Profit is usually reached by delivering products and services to customers, at the
same time, by meeting customers’ wants and needs.

e The entrepreneur has to be prepared to face and manage potential risks. Moreover, it
is essential for entrepreneurs to follow an effective strategy and politics in order, to
minimalize possible danger for business.

e In the last place, capital is a fundamental part of any entrepreneurship. The amount

of capital depends on the size of a company and the scope of business.

1.2  ENTREPRENEUR

According to Veber and Srpova (2008, 16), an entrepreneur is a person who set up a new
business in the face of risks and rewards for the venture. An entrepreneur has the capabilities
to identify new businesses opportunities and assembling the necessary financial resources
for a business. What is more, an entrepreneur is the initiator of a business itself, which

involves the investments of time, energy, and resources. Furthermore, an entrepreneur has
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an entrepreneurial spirit. That is to say, common characteristic features of an entrepreneur

are confidence, creativity, persistence, and resilience.

1.3 LEGAL FORMS OF BUSINESS

The legal form of a company has a fundamental long—term impact on a business. Moreover,
it is necessary for the founder of a business to consider the question of ownership. A legal
form of a business should be in line with the company' s incentives. A complex and highly
expensive business idea might require business associates in the business. What is more, if
the chosen legal form is not in line with the company's long—term and short—term goals, it is

highly recommended to consider a different type of legal form (Wupperfeld 2003, 37).

1.3.1 SOLE PROPRIETORSHIP

An enterprise created by a natural person is called sole proprietorship. This type of legal
form of business is typical for entrepreneurs who have little or almost none previous
experience with running a business. The advantages of the sole proprietorship are
undemanding legislative requirements for establishing a business and termination of
business activity without demanding legislative steps. On the other hand, an entrepreneur
has to guarantee unlimited liability with all his property in times of financial difficulties.
Having said that, this can negatively affect an entrepreneur and an entrepreneur's family.
Moreover, an entrepreneur has to be able to prove that he or she has the appropriate required
knowledge and qualification. Having said that, this might be in some cases tremendously

challenging for an entrepreneur (Veber and Srpova 2005, 68).

1.3.2 BUSINESS CORPORATIONS

In order, to earn a profit, a legal entity can start a business corporation. According to
Majduchova and Neumannova (2014, 135-136), business corporations have two subgroups,
a capital company, and a personal corporation.

e A personal corporation requires at least two business partners that will be involved
in business activities. On the other hand, the maximum number of business partners
is not defined by law. Moreover, as already mentioned in the section the sole propri-
etorship, not only companions in business have to guarantee unlimited liability with
their property. That is to say, business partners in a personal corporation have to be
liable for all business debts and commitments in times of financial difficulties. Tra-
ditional types of personal corporations are a general partnership and a limited part-

nership (Majdiachové and Neumannova 2014, 135-136).
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e The second type of business corporation is a capital company. As the name suggests,
business partners have to participate in a capital contribution to a company. Czech
law commands shareholders to enter the required venture capital in a specified
amount, depending on the type of company. Furthermore, there are two types of cap-
ital companies, a limited liability company, and a joint—stock company (Majdichova

and Neumannova 2014, 135-136).

1.3.2.1 General Partnership

As the name suggests, this type of business corporation requires at least two business
partners. However, the maximum number of members is not defined. In contrast to a joint—
stock company, a general partnership provides business partners more power to act and make
decisions related to business. The core document of a general partnership is memorandum.
The aim of the memorandum is to cover future predictions about the company, provide
guidance and strategies, and serve as a helpful tool in business, in order, to maintain a
company's stability. Moreover, business partners can modify memorandum if needed. In
order, to present valid memorandum, it is necessary to state the obligatory information such
as the names of business partners, company, and the location of a company. If the
memorandum does not state differently, the company's internal structure includes business
partners or selected members (Srpova and Rehot 2010, 70-72).

The main advantages of a general partnership are relatively simple administrative
requirements for the establishment of a company, and equivalence among business partners
during the distribution of earned profit. In contrast, the disadvantages of a general
partnership are unlimited liability, non—compete clause, and difficult withdrawing from a
partnership. Firstly, unlimited liability is the obligation of business partners to pay
unlimitedly for a company's commitments and debts. Furthermore, business partners have to
pay from own financial resources when a company does not have enough financial resources
to pay its liabilities. Another key thing to remember is a clause not to compete. This
particular agreement has to be signed and adhered by business partners, in order, to prevent
possible future competitive conflicts. Finally, yet importantly, when a companion decides to
leave a business, for various reasons, it is necessary to proceed as agreed in the memorandum

(Veber and Srpova 2005, 70).
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1.3.2.2 Limited Partnership

Another type of personal business corporation is a limited partnership. The management
structure of limited partnership includes limited and general partners. In the first place,
limited partners are co—owners of a business that guarantee the company's obligations only
up to the amount of its registered capital. Having said that the information about the amount
of a partner's unpaid contribution is available for inspection in the Czech Commercial
Register. Secondly, general partners are in charge of managing a company. Moreover, in
contrast to limited partners, general partners are liable with their entire property.
Furthermore, the board of directors is composed of general partners. Advantages of a limited
partnership are that the partner's initial capital has to be only CZK 5 000 or € 200 and a
company can without difficulties change its legal form to a limited liability company. What
is more, earned profit from the business is equally distributed among the partners according
to the agreed conditions. On the other hand, the disadvantage of a limited partnership are
demanding documentation requirements, in order, to establish a business (Veber and Srpova

2008, 78-79).

1.3.2.3 Limited Liability Company

A limited liability company is a form of a capital company. As stated by Majdiachova and
Neumannova (2014, 135-136), a limited liability company is a highly popular legal form of
business, especially in the Czech Republic. In order, to properly set up the companys, it is
necessary to enter the business into the Czech Commercial Register. Another key point to
remember is that an entrepreneur without other business partners can establish a business on
his own. However, when an entrepreneur decides to have companions, the maximum number
of business partners is fifty. Advantages of a limited liability company are that it is possible
for companions to contribute deposit other than cash, for instance, cars, buildings, and
machines. What is more, business partners guarantee liability only up to the amount of own
deposit. However, the disadvantages are not negligible. Administrative costs are high as well
as running the company, especially in situations when the presence of a notary is required.
Moreover, management of the company includes annual general meeting, supervisory board,

and executives (Veber and Srpova 2012, 74).

1.3.2.4 Join—-Stock Company
A joint—stock company is a type of a business entity which is usually chosen by considerably
extent enterprises due to high registered capital requirements. Furthermore, the registered

capital is allocated into a certain number of shares of a certain value. The minimum number
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of legal entities within the founder is at least one legal entity or two or more founders.
Moreover, a memorandum of association is the fundamental document of a joint—stock
company. The internal structure system of a joint—stock company includes a general
meeting, a board of directors, and a supervisory board. A general meeting is formed by the
control authorities that are in charge of the election of members of a board of directors. What
is more, the minimum number of members for establishing the board of directors is three
(Veber and Srpova 2008, 80).

Advantages of this type of business company are public confidence and a division of
risk. In the investors' and business partners' eyes reflects this type of business credibility and
stability. To put it another way, there is an effort to eliminate a possible risk that a company
might face. To give an illustration, financial difficulties or even bankruptcy (Srpova and

Rehot 2010, 78-81).
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2 BUSINESS PLAN

A business plan is considered to be an essential document that is a fundamental tool for every
entrepreneur who is thinking about starting a business. What is more, a business plan is a
valuable tool for already established businesses. A business plan provides entrepreneur
guidance, clarity, and it is a planning tool for transforming an idea into reality. Moreover,
the business plan describes the purpose of the company, what its goals are, and it is a useful

tool used for communication with banks, investors, suppliers, and advisers (Cerveny 2014,

).

2.1 PURPOSE OF A BUSINESS PLAN

There are several purposes of a business plan. First, and foremost, a business plan should
provide crystal clear clarification about the business idea. To give an illustration, what are
the intentions of the founder and what direction will take a company in the future. At the
same time, the business plan provides information for investors, or banks, when it is
necessary to ask for a loan or considerate external financing. Moreover, a business plan is
an essential planning tool, a roadmap for the owner, especially at the very beginning of a

business (Srpova and Rehot 2010, 59-60).

2.2 TYPES OF BUSINESS PLANS
According to Gattis (2010, 7-10), business plans can be divided into three different

categories: Formal, Informal and Summary.

2.2.1 Formal

First and foremost, a formal business plan provides valuable information to an entrepreneur
about the business. Having said that, a formal business plan includes detailed information
about the industry, target customers of a business, and a description of already existing
competition on the market. Moreover, the next part of a formal business plan is SWOT
analysis. That is to say, SWOT analysis is a beneficial tool for an entrepreneur, in order, to

understand a company’s strengths, weaknesses, opportunities, and threats (Gattis 2010, 7).

2.2.2 Informal

An informal business plan is also known as a strategic plan. An informal business plan aims
to provide detailed information about particular areas of a business, such as marketing,
promotion, and manufacturing. What is more, an informal business plan is a fundamental

tool for a management team (Gattis 2010, 8).
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2.2.3 Summary
A summary is the third type of business plan. It is used mainly for marketing purposes. A
summary does not include confidential information such as a legal matter of business. The
main goal is to provide an overview of the business for potential employees or new business
partners (Gattis 2010, 9).
As stated by Korab (2007, 14), it is possible to classify business plans in terms of time.

e Short—term business plans are typically used for operational planning.

e Medium—term business plans are typically chosed by entrepreneurs for actions in-

cluding tactical planning.
e Long-term business plans are an excellent type of choice for strategic planning in-

tentions.

2.3 PRINCIPLES FOR WRITING A BUSINESS PLAN

According to Fotr (1995, 174—175), there are several principles for writing a business plan
that should be taken into consideration. Especially the length of a business plan,
intelligibility, mission statements, strengths, competitive advantage, risks, weaknesses, and

finance planning.

2.3.1 Length of a business plan

The length of a business plan should be appropriate and accurate. An overlong business plan
can discourage an audience from reading. On the other hand, it is more than likely that one—
page business plan will not cover all the important information. Having said that,
entrepreneurs should decide about the length of a business plan based on the complexity of
a business idea. Whether innovative technologies, research, and high funding are critical for
a business, it is very likely that investors will desire to see detailed information, which will
require a more comprehensive and extensive business plan (Fotr 1995, 174), (Baron 2014,

125).

2.3.2 Intelligibility

An author of a business plan ought to use language that will the audience understand.
Moreover, particular technical expressions should be omitted as well as specific technical
details. A business plan should be easily understandable for investors and bankers, in order,
to get financial resources. What is more, an entrepreneur should be aware of the choice of
words. Even though the language in a business plan ought to be professional, adjectives

expressing the highest degree of quality should be omitted and replaced by realistic facts and
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accurate information, in order, to convince readers about the feasibility of a business idea

(Fotr 1995, 174), (Abrams 2014, 45).

2.3.3 Mission statements

It might be challenging for a company to find new customers and at the same time satisfy
the needs and wishes of already existing customers. It is beneficial for a company to do
research, forecasts, and follow trends. As a consequence, a company will be able to create
an innovative product or offer unique services, in order, to bring a profit to the company
(Fotr 1995, 174).

A mission of a company reflects the company's target customers, the core of a business,
and chosen method in which the company will satisfy the customers' needs and wants.
Moreover, the mission of a company can affect brand awareness. It is beneficial to
understand target customers and a target market, in order, to find the answer to the question
of whether the company will survive in the market or not (Cerveny 2014, 14). Another key
thing to remember, entrepreneurs should have crystal clear vision about the mission and goal
of a company. Money should not be the only incentives for establishing a business (Sutton

2012, 29-30).

2.3.4 Strengths and competitive advantage
It is essential for a company to know what its competitive advantage and uniqueness is. A
competitive advantage is a specific feature of a company which distinguishes a certain
company from the competition on the market. Moreover, a company needs to be aware of
its strengths and use them effectively and efficiently (Fotr 1995, 174). Furthermore, if a
company has a desire to identify its strengths and weaknesses, moreover, to spot a
competitive advantage, it is beneficial to analyze a company using a SWOT analysis
(Cerveny 2014, 135-138).

Strengths and weaknesses are internal factors and it is possible to focus on them and
change them, in order, to maximize the profit of a company. On the other hand, threats and
opportunities are external factors. Company cannot change the situation on the market or in

the economy (Korab 2007, 48).
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STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS

Figure 1-SWOT (authors’ creation)

2.3.5 Risks and weaknesses

A business plan should include strengths as well as weaknesses that are related to the
business. Moreover, an entrepreneur should identify weak spots and find answers. That is to
say if an entrepreneur will not focus on flows of a business, bankers and investors will, and
they can hesitate about the feasibility of a business plan. Moreover, entrepreneurs should be
aware of the competition and the situation on the market, in order, to maximize profit (Fotr
1995, 174).

According to Abrams (2014, 148—149), entrepreneurs should take into consideration if
products or services are attractive to customers and if they are willing to purchase them.
Furthermore, the founders should ask themselves whether technology for production is
innovative and competitive. Moreover, entrepreneurs should examine whether the budget is
planned according to the needs of a company and is not very optimistic, in order, to avoid

financial difficulties.

2.3.6 Finance planning

The financial side of a business plan should be prepared to prove a company's ability to pay
debts and liabilities on time. It is essential for entrepreneurs to know and be able to prove
the financial background of a business plan in detail. When an entrepreneur intends to

address investors or financial sectors, including banks or other financial external sources of
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founding, it is necessary to show that the founder knows what actions are crucial to take with
financial capital and how a business will expand in the near future (Abrams 2007, 146).
Moreover, financial planning should provide to entrepreneur financial projections, including

the calculation of costs, expenditure, and profit for a given period of time (Baron 2014, 96—
97).
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3 STRUCTURE OF A BUSINESS PLAN

The official length of business plans is not defined. However, if an entrepreneur will ask in
a bank for a loan, it is highly recommended to prepare a full and comprehensive business
plan. That is to say, bankers and investors will not question the credibility and feasibility of
a business idea and an entrepreneur will get necessary financial resources. On the other hand,
in the situation when an entrepreneur decides for internal founding of a business idea, the
formality, conciseness, and simplicity of a business plan is more desirable (Baron 2014,
125).

Moreover, according to Wupperfeld (2003, 16) structure of a business plan includes
particular parts, a title page, an executive summary, a company description, and description
of a product or service. What is more, a business plan should include also a description of
the market, risk, and competitive analysis. Last but not least, additional parts of a business
plan are a marketing and financial plan, and a description of a business organization and a

management team (Finch 2010, 26-28).

3.1 TITLE PAGE

As stated by Korab (2007, 36), a title page of a business plan should include basic contact
information about a company, a legal form of a business, and names of entrepreneurs and
their contact details, such as telephone number and email address. Furthermore, it is essential
for entrepreneurs to enter the name and location of a company. Finally, yet importantly, the

logo of a business should be part of a title page.

3.2 EXECUTIVE SUMMARY

The first page of a business plan is referred to be an executive summary. In other words, it
is a concise summary of the entire business plan. Moreover, the executive summary is
recommended to prepare at the end of the process of creating a business plan. That is to say,
the aim is to summarize the business plan itself and provide a concise overview of the
organization, industry, market, marketing plan, and finances. Furthermore, the length of an
executive summary should not exceed two pages. The goal of the executive summary is to
explain the purpose of a business plan. The aim is to convince the reader about the feasibility

and viability of a business plan (Gattis 2010, 23-24), (Finch 2010, 32 -35).
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As stated by Abrams (2014, 55-56), there are two types of executive summaries, the
synopsis, and narrative summary. First and foremost, the synopsis summary precedes the
business plan. The aim is to enhance a reader to learn more about the business idea.
Moreover, the synopsis summary gives brief information about the main parts of a business
plan. The advantages of this type of executive summary are conciseness, clarity, and
simplicity. On the other hand, the disadvantage of the synopsis summary might be that the
executive summary may tend to appear a reader monotonous due to the introduction of
accurate data and facts (Abrams 2014, 55).

In the second place, in contrast to the synopsis summary, the narrative summary is
mainly focused on capturing a reader's attention by focusing on the enthusiasm of the
business idea itself. What is more, this type of executive summary gives a reader the
opportunity to learn about a company's background. For instance, what is the meaning of a
logo of a company, what is company's story and purpose, and especially, the information

about the beginnings of a business (Abrams 2014, 56).

3.3 GENERAL COMPANY DESCRIPTION
According to Shelton (2017, 73—74), the aim of a company description is to provide

information about the business. The recommended extent of the text is, for the most part,
one page. Moreover, the general company description should also include the legal form of
an organization, as well as a mission statement, key values, and existing competition in the

market (Gattis 2010, 29).

3.4 PRODUCT OR SERVICE DESCRIPTION

The part of a business plan devoted to a description of a business product portfolio or service
is referred to be product or service description. The aim is to completely inform the reader
about the product or service in detail and clarify business' competitive advantage. Moreover,
the choice of distribution channels should be included in the business plan likewise. Lastly,
the section including product and service description can contain specified intellectual
property. This information refers to the unique features of a product or service and is
recommended to protect them in the form of licenses, patents, and trademarks (Shelton 2017,
83-84).

As stated by Srpova and Rehot (2010, 199), products can be organized in terms of
tangibility, lifetime, and type of customers. First and foremost, products can be tangible and

intangible. In the first place, tangible products can customers see, feel, touch or even try.
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They are not imaginary and can be experienced. To give an illustration, tangible products
are shoes, laces, and clothes. In contrast, intangible products cannot customers try or see. A
customer has to pay for a product, in order, to receive it. An example of an intangible product
is a license and a haircut. In the second place, a lifetime of a product can be short—term or
long—term. Short lifetime products are disposable, and customers can purchase them on
every day. A typical example is a food or water. Products with long—term life span have
typically lifetime more than 3 years, for example, a car, laptop, and mobile phone. Last but
not least, the third type of products are products according to types of customers. Consumer
products aim to satisfy the needs and wants of households and individuals (Srpové and Rehof

2010, 199).

3.5 MARKETING PLAN

A marketing plan is a beneficial tool that implements steps of guidance when the time comes
to deliver the products or services to the target customers. Creating a complete marketing
plan is the necessary part of a business plan (Srpova and Rehot 2010, 63). Strong planned
marketing concept can influence customer awareness about a product or service and increase
the demand for the product or service. Moreover, according to Shelton (2017, 89), there are
three essential parts of a marketing plan, market analysis, competitive analysis, and specific
marketing plan actions.

e Market analysis is the first fundamental part of a marketing plan and has two main pur-
poses. First of all, the marketing plan helps entrepreneurs to identify the size of the mar-
ket. Moreover, in order, to earn a profit, it is crucial to know the number of potential
customers. Secondly, the marketing plan can be a beneficial tool when an entrepreneur
decides to identify target customers. Likewise, it is vital to determine what are the needs
and wants of customers and what marketing strategies are crucial to use (Shelton 2017,
90).

e The second section of the marketing plan is called competitive analysis. As the name
suggests, the aim of the competitive analysis is to identify business’ competitors. Ac-
cording to Shelton (2017, 94-95), the goal is to determine competitors in the market and
indicate the advantages and disadvantages of listed companies. Moreover, the SWOT
matrix can be included in this section of a business plan, in order, to analyze rivals’
companies in detail.

e Lastly, the third part of the marketing plan is devoted to specific marketing plan actions.

In order, to execute the business intentions is necessary to carefully prepared marketing—
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related steps. These actions are, for instance, email marketing, direct mail, social media,
and Internet advertising. The entrepreneur should choose the appropriate marketing ac-

tions and implement them in the business (Shelton 2017, 96-107).

3.6 BUSINESS ORGANIZATION AND MANAGEMENT TEAM

The part of a business plan dealing with the subject of organizational structure and
management team should include specific information about a business organization system.
That is to say, an entrepreneur should specify the number of employees required for a certain
department or team in the business. Moreover, an entrepreneur should include descriptions
of job positions and the required skills and knowledge of employees (Wupperfeld 2003, 57).
As stated by Abrams (2014, 230-246), employees of a company are the core of a
business. In order, to meet companies’ incentives, it is required to employ people with
convenient skills, education, and experience. Moreover, a management team forms an
integral part of the company. It is likely possible that investors will examine in detail whether
the organization has the right people, what are their qualities, and weaknesses. Having said
that, employees are an essential part of the company and have considerable influence on a
business's viability. It is fundamental to employ people with various skills and approaches,
in order, to create innovative and original products or services. What is more, entrepreneurs
should thoroughly consider a number of advisors and mentors. That is to say, people who
would provide guidance and assistance in times of difficulties (Shelton 2017, 132).
According to Wupperfeld (2003, 57-58), it is recommended to include in a business
plan management team of advisors, mentors, and counsellors and their particular role in
business. Entrepreneurs should be specific about job descriptions and services of external
workers, and duration of time in which services will be available. Moreover, it should be

clarified how will be these people beneficial to the business.

3.7 FINANCIAL PLAN

The goal of a financial plan is to prove the feasibility study of a business idea from an
economic point of view. A financial plan includes particular documents. Cash flow statement
summarizes the cash generated and cash used by a company over a specific period of time.
Another vital document of financial planning is an income statement. The aim of the income
statement is to provide information about a specific period of time in a company, in order,

to state the financial situation of a company (Baron 2014, 163), (Finch 2010, 98-99).
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The advantage of an income statement is that an entrepreneur has the opportunity to compare
loses and profits from the previous year and the current financial situation of a company.
What is more, the balance sheet is another essential financial document. A balance sheet has
two main components, assets and liabilities. The main goal is to display a total amount of
assets and liabilities in a company. A break—even analysis is a calculation showing the
minimum amount of a company's production that is required to produce, in order, to cover
the total cost (Srpova and Rehot 2010, 65-66), (Baron 2014, 163).

What is more, an additional part of the financial plan is a founding proposal. This part
of a financial plan aims to inform the reader about ways and methods how will be the project
financed. External financing, for example, a loan, will need to contain the information about
the exact amount of money coupled with loans conditions for a provision of a loan. In order,
to demonstrate the financial health of a company, it is essential to carry out financial analysis.
The aim is to evaluate the indicators, including analysis of liquidity, profitability ratios, debt
ratios, and activity ratios (Srpova and Rehot 2010, 65-66).

e Profitability ratios inform the reader about the company’s situation involving making

a profit and investing free capital.

e Analysis of liquidity aims to determine whether is the company in the position to

repay its debts on time as well as on agreed deadlines.

e Debt ratios is the indicator of long—term stability of the company. What is more, the

debt ratio includes long—term and short—term debts in total.

e Last but not least, the activity ratios indent to define how well a company is using

particular types of its assets.
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4 METHODOLOGY

This chapter of the bachelor thesis will be devoted to the main research question and the
research methods. Moreover, the research method will be qualitative research, executed

through personal interviews. The total number of people participating in the interview is ten.

4.1 FOCUS OF THE WORK

The aim of this bachelor thesis is to ascertain, whether the business plan is feasible or not.
Moreover, the practical part will be created based on personal interviews and collected
answers. In order, to answer the main focus of the work has been set a sub—objective:

e  What are the specific features of the market?
The purpose of this sub—objective is to identify concrete characteristics of the market.
Moreover, the aim is to incorporate answers and data from the qualitative research into the

business plan, in order, to create a feasible business plan.

4.2 RESEARCH QUESTION

In order, to achieve the main focus of the bachelor thesis and answer the sub—objective
question, the research question is:

RQ1: How is the business perceived by customers at the present time?

4.3 RESEARCH METHODS

For the purpose of answering the main focus of the work and sub—objective question has
been chosen the qualitative research method by conducting personal interviews with ten
interviewers. According to Hendl (2005, 50-51), the goal of qualitative research is to find
the answers on the matter of research using chosen research methods. Moreover, a researcher
will not influence the research with personal opinions but tries to collect answers and present
the results. What is more, following data collection, in order, to draw conclusions, it is
necessary for the researcher to analyze the results.

As stated by Kozel and Mlynafova (2011, 55-56), primary data are typically conducted
after the researcher discovers that the secondary data does not contain the necessary
information. Furthermore, primary data give a researcher new information with current data,
often from the natural environment of the researched topic.

The advantages of qualitative research are a detailed insight into the researched topic,
relevant and current information from the field and personal experience of interviewees.

However, the disadvantages of qualitative research are above all, time and financial
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resources which are necessary to devote research. Furthermore, it may not be possible to
examine the results when a researcher discovers a completely undescribed field of study.
Last but not least, another disadvantage of qualitative research is the possible impact of a

researcher's opinions on the results (Hendl 2005, 51).

4.4 IMPLEMENTATION OF THE INTERVIEW METHOD

As already mentioned, data will be collected via personal semi—interviews. The interviewers
will be women from Zlin, unspecified age, with a shoe size from 42 to 46. The interviews
will be semi—structured, and data will be conducted with interviewed women individually.
What is more, the researcher will make an effort to understand and explain results based on

the research question and answers of the interviewees.



TBU in Zlin, Faculty of Humanities

30

II. ANALYSIS
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S BUSINESS PLAN

The practical part of the bachelor thesis will focus on creating a business plan, in order, to

create a shoe brand Tara Shoes. Furthermore, the practical part will thoroughly apply

knowledge from the theoretical part of the bachelor thesis.

5.1 TITLE PAGE

Name of the company:

Legal form of business:

Owner of the company:

Address:

Telephone number:
Date of Establishment:
E—mail:

Website:

Company's description:

Logo:

Tara Shoes, s.r.0.

Limited Liability Company

Silvie Vacul¢ikova

Vavreckova 7074, 760 01 Zlin, Czech
Republic

+420 605 424 654

August 15, 2019

TaraShoes@mail.com

TaraShoes.com

The purpose of Tara Shoes is to offer

extra—large women shoes in Zlin.

Figure 2-Logo (authors’ creation)
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6 EXECUTIVE SUMMARY

Tara Shoes is a shoe brand that offers extra—large women shoes in the range from 42 to 46.
Having said that, the first collection of Tara Shoes will offer five categories of shoes in three
colours. The target customers of Tara Shoes are women unspecified age, with shoe size from
42 to 46. It will be essential for the business to satisfy customers’ needs and wishes. Having
said that, for the purpose of understanding customers’ wants and needs, Tara Shoes is
planning to create a great relationship with customers. In order, to meet these incentives, it
will be essential for Tara Shoes to create an account on Instagram and share photos, videos,
and reach potential customers and create unique content.

The portfolio of Tara Shoe' products includes heels, ballerinas, trainers, loafers, and
ankle boots. What is more, the founder chose as the primary material for the creation of all
categories of shoes synthetic leather.

The market opportunity for Tara Shoes is the fact that according to the results from the
primary research, there is a lack of brick—and—mortar stores in Zlin that offer extra—large
sizes of shoes for women. Another key thing to remember is that the main competitor of
Tara Shoes in Zlin is Obuv podmérna a nadmeérna that offers women’s shoes in sizes from
33 to 35 and 41 to 45.

The competitive advantage of Tara Shoes is its offer of extra—large women’s shoes.
Having said that, the largest size of women’s shoes offered in Zlin is 45. Tara Shoes will
offer different types of shoes up to the size 46. Moreover, customers will have the advantage
of the opportunity to try shoes and decide, whether they fit or not. This will be possible in a
brick and mortar store. Moreover, the products will not be overpriced. The aim of the
business is to offer shoes for convenient prices and high—quality material. Lastly, the founder
has the advantage of extra—large shoe size and own experience in the field of shoes.

Tara Shoes’ legal form of business is a limited liability company. As stated in the
financial chapter 10 in the business plan, the first month of Tara Shoes’ running will bring
profit CZK 41 880. That is to say, Tara Shoes will offer unique products and as a
consequence of lack of competitors in Zlin, Tara Shoes expects a large number of customers
and sold pairs of shoes during the first month. What is more, as stated in the financial chapter,
Tara Shoes predicts that each day will be sold 20 shoes in the store. Moreover, the amount
of registered capital will be CZK 500 000. Having said that, the founder will put into business
personal savings CZK 500 000. Furthermore, it will not be necessary to ask for a loan in a

bank.
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7 GENERAL COMPANY DESCRIPTION

Tara Shoes will be providing shoes for women with extra—large sizes. That is to say, standard
European women's shoe sizes range from 35 to 42 and other women, therefore, have to look
for shoes in specialized stores. The purpose of Tara Shoes is to offer high—quality women
shoes in sizes from 42 to 46. Moreover, Tara Shoes’ business will offer shoes in five different

categories and 3 colours.

7.1 ORGANIZATION STRUCTURE

The choice of employees will be crucial for the business because employees will represent
the brand in the absence of the owner. That is to say, the selection of employees will be
executed through interviews. The founder will provide employees special training, in order,
to provide excellent customer services. The gross wage of one employee will be CZK

19 000.

7.2 LOCATION

The business will be situated in Zlin. That is to say, the shop will be located in building
number 13, address Vavreckova 7074. Customers will have a chance to enjoy a modern and
innovative environment. What is more, the location of Tara Shoes’ shop will be convenient.
Building 13 is near to the train station and the shopping center Prior. Additional information

is available in the chapter 11.1.3.

7.3 LEGAL FORM

The legal form of business will be a limited liability company. The owner will invest CZK
500 000 into business pro personal savings. Having said that, it will not be necessary to ask
for a loan in a bank. What is more, in times of financial difficulties is the founder’s family

prepare to provide a financial injection CZK 200 000.

7.4 OPENING HOURS

Customers will have the opportunity to purchase shoes from Monday to Friday, from 8 AM
to 5 PM. Furthermore, the founder decided that Tara Shoes will have closed during a
weekend, in order, to minimalize fixed costs. Moreover, the list of opening hours is attached

in appendix P L
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8 MARKET ANALYSIS

The founder is going to run the business Tara Shoes in Zlin. The aim of Tara Shoes if to
offer shoes for women in extra—large sizes from 42 to 46. Moreover, the author conducted
data in the form of primary research. The research took place in Zlin with ten women that
purchase extra—large shoes.

Another key point to remember, there is an insufficient supply of demanded women’s
shoes in larger sizes. Women with larger shoe size than 45 have not the opportunity to
purchase shoes in Zlin. What is more, only one of the competitors, Obuv nadmérna a
podmérna, offers women’s footwear in sizes from 41-45. Moreover, women with shoe size
46 that have a need and want to purchase shoes in Zlin have to purchase male’s footwear.
On the other hand, footwear shops in Zlin do not offer male’s heels, ballerinas, loafers, and
ankle boots. With this in mind, women can purchase male’s footwear, however, they can
buy only trainers, hiking boots, sandals, lace—ups, flip flops, and sneakers.

The market is divided into two groups of customers. Firstly, women with extra—large
shoe sizes that are willing to pay for a quality pair of shoes and have financial resources.
These women, as stated in the answers from the interviews, are typically 25 years and more.
On the other hand, the second type of customers are younger women in the age from 15 to
24 that are in the vast majority of students limited with financial resources.

As stated from the answers in interviews, the average amount of money for a new pair
of trainers and ballerina shoes is CZK 500 to CZK 1 000. Furthermore, the average price of
winter shoes or hiking shoes is between CZK 1 000 and CZK 2 000. What is more, according
to conducted data from the interviews, the prices for shoes of larger sizes are more expensive
in brick and mortar stores rather than from specialized e—shops. Besides, the prices of shoes
from Czech e—shops are higher than from the specialized e—shops from foreign countries,
especially on Amazon.

As women answered in interviews, they purchase a new pair of shoes from varies
reasons. Firstly, when it is necessary, and they have a need to purchase shoes. Secondly,
when they find shoes in discounts or a lower price than is the average price. In the third

place, interviewed women agreed that they purchase shoes because it is their hobby.

8.1 SWOT ANALYSIS
In order, to create an appropriate marketing plan, it is necessary to analyse the external and
internal environment of a company. As stated in chapter 2.3.4, SWOT analysis of internal

factors consists of strengths and weaknesses. These elements are part of a business and have



TBU in Zlin, Faculty of Humanities 35

an impact on a company's performance in the market. Firstly, the strengths of Tara Shoes
are the demand for women's shoes in extra—large sizes in Zlin, low prices, and innovative
material. As stated in the interviews, the price is essential for customers under twenty years
or students that are limited by financial resources. What is more, Tara Shoes is an innovative
brand that will be offering shoes from artificial leather. Synthetic leather is an imitation of
real leather. Moreover, it is less expensive, quality, and eco—friendly material. It will be
essential for the business to provide shoes of high quality and attractive design. Further
qualities of Tara Shoes are communicative employees, knowledge and brick and mortar
store. Firstly, it is crucial for the founder to improve the products and services provided.
Employees and the founder will be attempting special training, in order, to improve soft and
hard skills. Moreover, employees will have complex knowledge and information about
products and will be able to assist a customer when necessary.

Secondly, communication in Tara Shoes is vital, in order, to provide excellent customer
services. Furthermore, the next advantage of Tara Shoes is the choice of a place that will be
a brick and mortar store. The personal aspect was necessary for most of the interviewed
women. They preferred purchasing footwear in the market rather than online.

Last but not least, competitive advantage is the offer of footwear for women in extra—large
services from the woman founder with shoe size 44. In other words, the founder will
hopefully apply years of knowledge and experience, in order, to provide innovative products

in the market.
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On the other hand, the weaknesses of the company Tara Shoes are lack of reputation, no
online presence, and financials. In the first place, a business will be new in the market. It
will be essential to create an effective marketing plan, in order, to find new customers, build
the brand, and boost business sales. Moreover, part of a marketing plan will be devoted to
the creation of Tara Shoes' business accounts on social media platforms, especially on
Instagram and Facebook. What is more, it will be necessary to create Tara Shoes' websites.
Location of the brick and mortar store of Tara Shoes is considerate as a disadvantage, in
comparison to the competition. In order, to save money and invest financial resources in the
production of shoes and marketing campaign, the location of the business Tara Shoes is not
in the very center of city Zlin. Furthermore, in the early stages of business, the founder
expects unreliable cash flow. Last, in order but not of importance, the founder has no
previous business experience in the field. On the other hand, the founder has entrepreneur
skills and great friends in the field willing to provide help and guidance.

Opportunities of Tara Shoes are industry trends, expansion to foreign countries, the
number of competitors in Zlin, and E—shop which will enable customers to purchase
footwear online. In the first place, Tara Shoes will take into consideration the fashion
preferences of customers in accordance with trends in business. That is to say, it is
fundamental for Tara Shoes to offer fashionable and high—quality heels, ballerinas, trainers,
loafers, and ankle boots.

Secondly, Tara Shoes is planning to grow to foreign countries and go online and offer
shoes for women on the specialized e—shop. Moreover, the choice of countries where will
Tara Shoes expand is not defined yet. It will be necessary to do further research. What is
more, another opportunity for Tara Shoes is the small number of competitors in Zlin. As
stated in interviews, there is an absence of shops that are willing to offer women's shoes in
shoe sizes 42—46. On the other hand, this might be also a potential threat to the business. It
1s possible that the new competition will be entering the market. Nevertheless, the present
situation in the market is convenient for business and possible investors of Tara Shoes'.

Finally, yet importantly, a possible recession in the Czech Republic might affect sales
volume of shoes. Unfortunately, the economic downturn is the external factor of the business
environment. To put it another way, an entrepreneur cannot change the situation in the
economy. Moreover, customers might not have an excess of financial resources during the

economic recession, and consumer spending will drop.
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8.2 PORTER’S FIVE FORCES MODEL

Porter's Five Forces is a beneficial tool for a company that aims to identify the competitive
environment. Moreover, the five forces model determines the position of a business in the
industry that depends on an operational level of five main forces, current competitors, the
potential of new entrants into the industry, power of suppliers and clients, and lastly, the

threat of substitute products.

8.2.1 CURRENT COMPETITORS

In response to the answers from the interviews, there are some competitors of Tara Shoes,
offering extra—large shoes for women in Zlin. For instance, Deichmann in Malenovice and
in the shopping center in Cepkov, CCC, Bat'a, Humanic, and Obuv nadmérna a podmé&rna.
For the focus of this work, the author will closely analyze three main competitors in Zlin,
Obuv nadmérné a podmérnd, Deichmann, and Humanic.

Obuv nadmérnd a podmérna is the greatest competitor of Tara Shoes. The brick and
mortar store is located in the department store Modus, near to the center of city Zlin. They
offer male’s shoes in shoe sizes from 47 to 51, and women’s shoes in shoe sizes from 33 to
35 and 41 to 45. In contrast to Tara Shoes, Obuv nadmérnd a podmérna offers shoes for
women with extra—small shoe sizes. However, Tara Shoes offers women’s shoes up to size
46. What is more, the offer of the company includes products for footwear care, laces, bags,
purses, wallets, belts, and nylons. A considerably large number of products offered by Obuv
nasmérna a podmeérna, especially bags and women’s shoes, are from real leather (Obuv Zlin,
2019).

Obuv nadmérné a podmérna offers shoes for women in six categories, year—round and
dress shoes, and shoes for wedding, summer, winter, and others. Prices of the company are
higher than average. As listed below, shoes in the categories "Others" and "Wedding shoes"
are for the lowest price. On the other hand, the price of winter shoes is up to CZK 3 000
(Obuv Zlin, 2019).

Even though is obuv nadmérna a podmérnd popular in Zlin, they have poor marketing
camping. That is to say, they have not business accounts on social media, such as Instagram
or Facebook. Furthermore, they have not e—shop, and website has quite old—fashioned
designed. Moreover, the offer of shoes on the website is poorly organized. Having said that,
customers have not the opportunity to purchase a new pair of shoes online or be informed

about the news and special offer (Obuv Zlin, 2019).
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Table 1-Price overview of Obuv nadmérné a podmérna

Category Price
Wedding shoes CZK 900 to CZK 1 600
Year-round shoes CZK 1 300 to CZK 2 400
Winter shoes CZK 1900 to CZK 3 300
Summer shoes CZK 1 500 to CZK 2 200
Dress shoes CZK 1300 to CZK 2 300
Others CZK 900 to CZK 1 500

Source: Author’s creation, based on prices from Obuv nadmérné a podmérnéd website

NADMERNA OBUV
PODMERNA OBUV

Figure 4-Logo of Obuv nadmérna a podmérna (Google pictures)

The second largest competitor of Tara Shoes in Zlin is a company Deichmann. Deichmann
has two brick and mortar stores in Zlin. One in the shopping center Cepkov, and the second
one in the shopping center Malenovice. They offer shoes for children, women, and man.
Children’s collection ranges from 18 to 41. Shoes for man are in sizes 37 up to 50, and
women’s shoes are in sizes from 36 to 44. Moreover, they also offer handbags, bags, purses,
wallets, shoe inserts, laces, socks, hats, and footwear care (Deichmann, 2019).

They have a wide offer of shoes for women in 17 categories, trainers, sports shoes,
boots, ankle boots, loafers, ballerinas, heels, sandals, wedges, sliders, lace—ups, canvas, slip—

on, outdoor shoes, ankle trainers, high—heel sandals, and long leg boots (Deichmann, 2019).
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Table 2—Price overview of Deichmann

Category Price
Sports shoes CZK 700 to CZK 2 100
Trainers CZK 650 to CZK 2 000
Boots CZK 850 to CZK 1 200
Loafers CZK 700 to CZK 1 200
Ballerinas CZK 350 to CZK 650
Heels CZK 500 to CZK 850
Sandals CZK 400 to CZK 700
Wedges CZK 600 to CZK 700
Sliders CZK 400 to CZK 600
Lace—ups CZK 850 to CZK 1 000
Canvas CZK 400 to CZK 700
Slip—on CZK 600 to CZK 850
Ankle boots CZK 700 to CZK 1 200
Long leg boots CZK 1200 to CZK 1 300
Outdoor shoes CZK 650 to CZK 750
Ankle trainers CZK 750 to CZK 850
High—heel sandals CZK 600 to CZK 700

Source: Author’s creation, based on data from Deichmann’s e—shop

Deichmann’s marketing is outstanding. The company has accounts on social media, for
example, Facebook, Instagram, and Twitter. The aim of their marketing campaign is to be
active and communicate with customers. Moreover, they create special competitions on

Facebook and Instagram for customers.
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DEICHMANN

Figure 5-Logo of Deichmann (Google pictures)

The company Deichmann offer women’s shoes only up to size 44. Moreover, extra—large
sizes in Deichmann’s brick and mortar stores in Zlin are available in a limited manner. Shoes
in extra—large sizes are available for purchase, especially on their e—shop. Furthermore,
women cannot purchase shoes in sizes 43 and 44 in the shopping center Malenovice Zlin.

Extra—large sizes are available in small quantity in the shopping center Cepkov in Zlin.

Next competitor of Tara Shoes in Zlin is a company called Humanic. Humanic has a brick
and mortar store located in the shopping center Malenovice Zlin. Their offer contains shoes
for women, men, and children. Moreover, customers can purchase other goods, such as
wallets, belts, sock, and handbags for women, and bags for children and men. Humanic sells
women’s shoes in sizes from 35 to 46 in 7 categories, trainers, heels, sandals, ballerinas,
slippers, boots, and ankle boots. What is more, Humanic is active on social media,

particularly on Facebook, Instagram, Pinterest, and Youtube (Humanic, 2019).

Figure 6-Logo of Humanic (Google pictures)
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As can be seen below, the prices of shoes are diverse. The least costly category of footwear
are slippers. On the other hand, high—priced shoes are without doubt boots. Humanic sales
shoe brands that are popular in the Czech market, as stated in the interviews. These brands
are especially Gabor and Mustang. Moreover, both brands use leather as the essential
material for the creation of shoes. To put in another way, this might be the cause of the higher

price, particularly for boots made from leather (Humanic, 2019).

Table 3—Price overview of Humanic

Category Price

Trainers CZK 1 300 to CZK 3 000
Heels CZK 1 800 to CZK 3 800
Sandals CZK 1300 to CZK 3 300
Ballerinas CZK 1300 to CZK 2 700

Slippers CZK 750 to CZK 2 600
Boots CZK 1 600 to CZK 4 700
Ankle boots CZK 2 000 to CZK 3 600

Source: Author’s creation, based on data from Humanic’s e—shop

8.2.2 POTENTIAL OF NEW ENTRANTS INTO THE INDUSTRY

One of Porter's five forces is the potential of new entrants into the industry. Like other
businesses in Zlin, Tara Shoes is taking into consideration the possibility of new competitors
entering the footwear market. The highest barriers to entry the industry are machines for the
production of shoes. However, in order, to produce extra—large women's shoes, it is
necessary to purchase unique shoe trees, blueprints for shoes, and machines, that will create
shoes. Moreover, the choice of material can be crucial. To give an illustration, shoes from

real leather will be more expensive than from synthetic leather.

8.2.3 POWER OF SUPPLIERS
Another force of Porter’s five forces model are suppliers. In order, to sell shoes in Zlin, it is
essential for Tara Shoes to identify potential suppliers that will create the shoes and a

company that will supply synthetic leather. Moreover, it will be necessary to choose
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suppliers of furniture and equipment for Tara Shoes’ shop as well as suppliers of
supplementary goods. Last but not least, it will be necessary for the founder to obtain
supplier of the internet connection and a company, that will supply Tara Shoes’ packaging

boxes.

FLEXIKO CZ s.r.o0., Zlin is considerate as the greatest supplier of the shoes in Zlin. Their
manufacturing process contains the production of shoes for women, men, and children. What
is more, this company can produce Tara Shoes' portfolio of products due to their offer of
manufacturing extra—large custom shoes. Another key thing to remember is that the
headquarters of FLEXIKO CZ s.r.0. is in Zlin. This fact can save transport costs and time to

Tara Shoes because the location of Tara Shoes’ headquarters will be in Zlin.

Kutil-Florenc.cz—In order, to create shoes, it is necessary to obtain particular material for
chosen categories of shoes. Moreover, Tara Shoes will offer shoes from various material,
though, the majority of shoes will be made from synthetic leather and canvas. Kutil-
Florenc.cz offers synthetic leather in high quality and in several colours. The price for one

meter is CZK 800 (Kutil Florenc, 2019).

IKEA-The brick and mortar store will represent the brand Tara Shoes and it is fundamental
to equipt interior of the shop. That is to say, it will be necessary to purchase in IKEA lamps,
lights, and poufs for the sitting areas where will have customers a chance to try shoes.
Moreover, other products that will be necessary to purchase are desks, chairs, carpets,

decoration, and shelves for boxes with shoes.

packhelp.cz—In order, to sell shoes in Tara Shoes’ box, it will be fundamental to design
stylish and trendy packaging with the assistance of the e—shop packhelp.cz. Moreover, Tara
Shoes will try to be an environmentally friendly company and paper bags from packhelp.cz

might be a great choice of shoes’ packaging.

Internet 2000—Tara Shoes will need an internet connection and the company Internet 2000
can provide its services. Internet will be available to Tara Shoes’ owner and employees, as
well as customers. Moreover, the internet is the obligatory necessity for the Czech electronic

records of sales.
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vseproboty.cz— It will be essential for Tara Shoes to offer supplementary goods in the brick
and mortar store. The company vseproboty.cz offers laces, impregnation sprays, shoe inserts,
shoe creams and disinfections. Moreover, their offer also includes cleaning products for

shoes, as well as shoe perfume and scent sprays (VseProBoty, 2019).

8.2.4 POWER OF CUSTOMERS
As stated in the interviews and the results in chapter 9, the chosen sample of the interviewed
women agreed that the factor of quality is essential when they decide to purchase a new pair
of shoes. Moreover, these women agreed that there is an insufficient supply of brick and
mortar stores offering extra—large shoes in Zlin. Having said that, potential customers are
women with a shoe size from 42 to 46, unspecified age.

The author would like to expand in the future of five years and offer extra—large shoes
also for men. What is more, the author is also planning to create an e—shop. That is to say, if
the brand would have a great marketing campaign, Tara Shoes could reach new customers

in foreign countries, especially Europe.

8.2.5 THREAT OF SUBSTITUTE PRODUCTS

Substitute products of Tara shoes in Zlin are certainly male’s shoes in sizes 42 to 46. As is
reported in the interviews, interviewed women purchased shoes from the male collections in
footwear shop in Zlin because their size of shoes was not available in women’s category.
Furthermore, some of the interviewees agreed that there was a significant difference between
the price of male’s and women’s trainers. That is to say, the prices of male’s trainers were

slightly lower than the price for a pair of women’s trainers.
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9 MARKETING RESEARCH

For the conduction of data was chosen qualitative research in the form of interviews. The
aim of the marketing research is to answer the research question and sub—objective question.
The interview had 21 open questions and the list of them can be found in the appendix P 1.
For the focus of the work, qualitative research will contain the answers from ten semi—
structured interviews. Moreover, interviews took place in March 2019 in Zlin. In order, to
not exceed the limit of this bachelor thesis, the answers with the interviewees are listed in

appendices P I and P 1II.

9.1 INTERVIEWED

For the purpose of data conduction and the creation of the business plan, women were chosen
as a target sample. A criterium for the selection of interviewed women was European shoe
size from 42 to 46. The selection of the interviewed women with the required shoe size was
random. The age range for the research of interviewees was not determined. Women

participated in interviews were from Zlin.

9.2 INTERPRETING AND REPORTING FINDINGS

Marketing research took place during 10 semi—structured interviews with women living in
Zlin. This chapter of the bachelor's thesis will be devoted to the interpretation of the
interviews.

According to the answers from the interviews, the most known brick and mortar stores
that focus on extra—large shoe sizes in Zlin are Obuv podmérnd a nadmérnd, Deichmann,
Humanic, and CCC. Other footwear stores in Zlin offer shoes for women in sizes from 36 to
41. Moreover, the interviewed women purchased shoes also from the internet. The most
mentioned brands were Deichmann e-shop, Rieker, Zoot, Andypola, Bonprix, Gabor,

Tamaris, Amazon, and About You.

9.3 ANALYSIS OF GAINED DATA

As a result of the conduction of data, the author divided the information into one category
and four subcategories, price, shame, male’s shoes, and foot concerns. Having said that,
subcategories are the specific features of the market. Moreover, the aim of this chapter is to
answer the research question and sub—objective. It is essential to mention that the

subcategories are related to each other and they influence one another.
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Figure 7— Diagram, Qualitative Research (authors’ creation)

9.3.1 THE MARKET SITUATION

The principal category of research analysis is the current market situation. According to the
answers from the interview, the supply of extra—large shoes in Zlin is insufficient. The
majority of interviewed women with a shoe size from 42 to 46 have not the opportunity to
purchase shoes in a shop that is not specialized on the offer of extra—large shoes. According
to results from the interview, all interviewed women agreed that there is a gap in the market
in Zlin with shoe sizes range from 42 to 46. Another key thing to remember, there is a lack
of competitors in the market. In other words, the offer of shoes in larger sizes is limited and
insufficient in terms of quantity, quality, and price. Moreover, the number of customers is

considerably higher than the number of shoe brands for this specific target customers. What
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is more, all of ten interviewees agreed that there is an absence of specialized brick and mortar
stores in Zlin.

Interviewees stated that the importance of trying shoes is specifically essential because
of diverse shoe sizes from various brands. Coupled with the fact that certain types of shoes
have various shapes from different materials and brands. As the results from the research
showed, the lack of supplied products and brick and mortar stores, specialized on extra—large

women’s shoes, in the market discourages women to search for a new pair of shoes.

9.3.2 PRICE

As stated by interviewed women, the price of women's shoes in sizes from 42 to 46 is
overpriced. That is to say, interviewees in the age under 20 years that were students have
considerably extent issues when they want to buy a new pair of shoes. Besides their shoe
sizes and foot concerns, women are limited in the choice by financial resources.

According to answers from respondents’ number 6, M.F., 9 T.L, and 10 N.S., they make
an effort to purchase shoes at lower prices in discounts. Moreover, the average price per
trainers is CZK 1 000 or less. On the other hand, interviewees prefer to purchase quality
shoes according to their style and preferences, no matter what the price is. These interviewed

women were interviewees number 1, 5, 7, and 3.

9.3.3 FOOT ISSUES

A number of the interviewees had some of the common foot concerns. To give an illustration,
gout, varicose veins, a high instep, flatfoot, narrow foot, and longer toes. What is more, these
foot health issues influence their choice of footwear, when they decide to purchase a new
pair of shoes. For instance, interviewed women number one, three and seven answered, that
they suffer from varicose veins. That is to say, they would rather buy a comfortable quality
pair of shoes, for instance, trainers, rather than high heels.

Moreover, the interviewee number 2 answered that her foot issue causes her difficulties
when she decides to purchase a new pair of shoes. She has Morton's toe, that means that her
second toe is longer than other toes. As a consequence of this health issue, a great number
of shoes are not designed for this specific type of foot and causes woman discomfort.
Moreover, women participated in interviews expressed the importance of the opportunity
when they can try shoes and decide, whether they fit them or not. This particular case was

crucial for interviewed women with health foot issues.
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9.3.4 SHAME

Certain women participated in the interviews stated that buying shoes in extra—large sizes is
humiliating. That is to say, women rather prefer to purchase shoes online, in order, to avoid
mocking and discomfort, that they feel during the purchasing of shoes. Furthermore, the size

of their shoes is not in line with their conception of females’ size of shoes.

9.3.5 MALES’ SHOES

As stated by ten interviewed women, all of them purchased male's trainers instead of
women's trainers in their lives. This was a consequence of poor supply of trainers and sports
shoes in brick and mortar stores in city Zlin. Furthermore, according to the interviewed
woman number ten, N.S, male's trainers are in many cases made from better quality and for
a lower price in comparison to the offer of sport's shoes for women in Zlin. Another key
thing to remember is, as reported by the woman number 1, K.N., buying shoes in the male's
section of a shop is embarrassing to her. Moreover, interviewee number 5, A.A., avoid
deliberately evident male's design and shapes of shoes that might have her male classmates
in a school.

Lastly, according to the answers from the research, some of the interviewed women do
not like purchasing shoes in male's department because of clear—cut reason. The shoes of
varies categories in male's section were not designed and intended for women customers.
Despite all of these facts stated from the interviews, interviewed women purchased male's

footwear because of shortage supply of women's footwear of extra—large shoes in Zlin.

To sum up, the author chose for the purpose of this work the research question How is the
business perceived by customers at the present time. As mentioned in the analysis of gained
date, customers' needs, and wants are not satisfied. What is more, there is an insufficient
supply of extra-large shoes in sizes from 42 to 46 in Zlin. Having said that, according to the
statements from the interviews, customers experienced difficulties during purchasing shoes,
in terms of quality, quantity, and price. Furthermore, the author set the sub-objective
question, what are the specific features of the market. During the semi-structured interviews,
the author identified the most essential features, price, foot issues, shame, and offer of the

male's shoes.
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10 MARKETING PLAN

A marketing plan is a beneficial tool for companies. That is to say, the aim of a marketing
plan is to identify companies’ incentives and propose an effective strategy, in order, to
achieve them. Moreover, this part of the bachelor's thesis will reflect knowledge gained from

the theoretical part, specifically from the third chapter.

10.1 MARKETING MIX

The marketing mix is a useful strategy that enables entrepreneurs to offer customers their
products and services with excellent products portfolio. The marketing mix includes four

main sections, product, price, place, and promotion.

10.1.1 Product

Products of Tara Shoes will be women’s shoes in shoe sizes from 42 to 46 in five categories.
Having said that, the product portfolio will include heels, ballerinas, trainers, loafers, and
ankle boots. Furthermore, the material used for the creation of heels, ballerinas, boots,
loafers, and partially trainers, will be synthetic leather. Trainers will be mainly made from
canvas.

Shoes will be designed in the future by the founder, with the assistance of a good friend
of her, a footwear designer, with a large experience in the footwear industry. Another key
point to remember is that the offer of Tara Shoes’ will grow. That is to say, the first offer of
shoes will include 5 different categories in three different colors and design. The proposal
of shoes is listed below. Moreover, Tara Shoes expects to expand shoe offer in the next two
years with another 5 categories of shoes.

What is more, Tara Shoes will offer supplementary goods in the shop. Namely laces,
impregnation sprays, scent and perfume sprays, shoe inserts and creams, and disinfection for
shoes. As mentioned in chapter 8.2.3, the main supplier of the supplementary goods will be
vseproboty.cz. Another key point to remember is that employees of Tara Shoes will offer
customer service and assistance to buyers in Tara Shoes’ brick and mortar store. Last but not
least, shoes will be manufactured in FLEXIKO CZ s.r.o. in Zlin and stored and sold in the
Tara Shoes’ shop. Tara Shoes’ is planning to create an e—shop that will enable customers to

purchase shoes online.
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Figure 8—Shoes (authors’ creation)
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10.1.2 Price

Prices of shoes are listed in the table below. Moreover, the price of different types of shoes
is the same. Having said that, the founder aims to deliver high—quality Czech shoes.
Moreover, the price is CZK 1 200 before taxation. What is more, the founder will provide
10 % discount during the first month of selling, for all shoes in Tara Shoes’ brick and mortar

store. The goal is to reach new customers.

Table 4—Estimated prices of shoes

ESTIMATED PRICE OF SHOES

CATEGORY PRICE PER PAIR

Ankle boots 1200
Trainers 1200
Heels 1200
Loafers 1200
Ballerinas 1200

Source: Authors’ creation

Another key point to remember are prices of supplementary goods that will be available for
the aim of purchase in Tara Shop. The chosen supplier is vseproboty.cz and further
information is available in chapter 8.2.3. Prices of supplementary goods will depend on the

offer of the e—shop vseproboty.cz.

10.1.3 Place

Tara Shoes’ shop will be located in building number 13, address Vavreckova 7074, Zlin.
The place for the business is convenient because it is a modern and innovative environment
for business as Tara Shoes. The estimated expenses for rent are CZK 16 000 for 150 m?.
Furthermore, the shop will provide comfortable seating areas for customers. Having said
that, customers will have a chance to try shoes a decide whether they fit or not. The pictures

below provide a first rough draft of the design and layout of the shop.
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Figure 10-Tara Shoes’ interior (authors’ creation)
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10.1.4 Promotion

Next essential P of the marketing mix is promotion. Tara Shoes will choose diverse strategies
for the different social media platform. Having said that, Tara Shoes will have an account
on Instagram, Facebook, and Youtube.

Tara Shoes will use Instagram as the main communication channel with its customers.
The founder will create unique hashtag #TaraShoes, in order, to promote the brand. What is
more, the founder will share a photo and Instagram stories on Instagram every day, for the
purpose of the creation of a relationship with customers. The content on Instagram account
will include the offer of shoes in the shop as well as information about special discounts. F

Furthermore, the founder will share special competitions on the Instagram account and
the winner will have a chance to win Tara Shoes’ special vouchers for the free purchase of
shoes in Tara Shoes’ shop. These vouchers will be in the value of CZK 500, CZK 700, and
CZK 1000. The estimated number of competitions on Instagram is 4 per month and
competitions will founder share every week on Sunday morning. Another key point to
remember is that part of the promotion of the business Tara Shoes will be boxes and trendy
packaging. That is to say, the founder chose a standard shoe box in pink colour, with Tara

Shoes’ logo.

Figure 11-Tara Shoes’ Box (authors’ creation)
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11 BUSINESS ORGANIZATION

As mentioned in chapter 3.6, it is necessary for an entrepreneur to choose right people with
appropriate skills and expertise for specific job positions. The owner of Tara Shoes decided
that it will be required to employ two employees on full-time job positions. Having said that,
the owner will employ two employees on the job position called a sales assistant. This
particular job role will include providing assistance to customers and processing payments.
Moreover, employees will have to deal with customer refunds and keeping the store clean
and tidy. Last but not least, employees will provide deep knowledge about the portfolio of
offered products in the shop.

OWNER
Cashier, representative

SALES ASSISTANT 1 SALES ASSISTANT 2
Cashier, representative Cashier, representative

Figure 12—-Employees of the company

The shop will be open from Monday to Friday, from 9 AM to 5 PM. The list of opening
hours is available in appendix P I. Having said that employees will have to work 40 hours
per week. The shift schedule will be available to employees in advance, and both employees
will be present from Monday to Friday.

The gross wage of one employee will be CZK 19 000 and gross wage of the owner will
be CZK 25 000. The owner will offer employees a special 10 % discount on Tara Shoes’
products as well as continuous learning and working in a friendly environment. Lastly, the

owner will not employ external workers.
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12 FINANCIAL PLAN

As mentioned in chapter 3.7, the financial plan is a vital part of a business plan. Moreover,
the aim of the financial plan is to show whether will be a business capable to earn profits
and cover estimated costs. This chapter will focus on the balance sheet, founding budget,

operating costs, wages and insurance, revenues, and profit.

12.1 Balance Sheet

The owner decided that it will be necessary to invest in business from personal savings CZK
500 000. What is more, the company will not have to buy machinery and shoemaking
equipment because shoes will be manufactured by FLEXIKO CZ s.r.0. in Zlin. Another key
point to remember, the owner will prefer to have the majority of financial resources on a

bank account. Having said that, Tara Shoes’ owner will have a business account in Fio bank

in the Czech Republic.
Table 5—Balance sheet
BALANCE SHEET
ASSETS LIABILITIES

Long—term assets - Equity CZK 500 000
- — Registered capital CZK 500 000

Sort—term assets CZK 500 000 Current liabilities 0

Cash CZK 10 000 — —

Bank account CZK 490 000 - —
Total assets CZK 500 000 Total liabilities CZK 500 000

Source: (authors’ creation)

12.2 FOUNDING BUDGET

In order, to equip Tara Shoes’ brick and mortar store, it will be fundamental for the founder
to purchase furniture and equipment. As mentioned in chapter 8.2.3, furniture, decoration,
and equipment will founder purchase from Ikea. Another key thing to remember, in order,

to run a business, it will be essential to obtain and purchase trade license, EET and cash
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register, and appropriate electronics. For example, laptop, mobile phone, printer, and WI-FI
router. Lastly, the founder will have to pay for the creation of Tara Shoes’ websites CZK
5000.

Table 6—Initial costs

INITTIAL COSTS
FURNITURE
AND QUANTITY PRICE IN CZK

EQUIPMENT
Shelves 32 20 000
Chairs 4 2 000
Tables 2 2000
Sofa 1 4 800
Mirrors 8 3200
Carpets 7 1700
Plants 10 2500
Pouffe 15 7 500
Lamps and lights 17 3200
Decoration - 5000
EET + cash register 1 6 500
Total = 58 400

Source: (authors’ creation)

Table 7—Additional initial costs

ADDITIONAL INITTAL COSTS
QUANTITY PRICE IN CZK

Energy saving
bulbs 20 1 400
Laptop and soft- 1 9500
ware
Wi—Fi router 1 400
Telephone 1 2 000
Printer and papers 1 2 000
Website 1 5000
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Office supplies 1 500
Trade license 1 1 000
Total - 21 800

Source: (authors’ creation)

12.3 OPERATING COSTS

The next part of a business plan are operational costs. As can be seen in the table below,
operational costs are listed in expenses per month. Fixed costs include the salaries of two
full-time employees and owners’ salary, additional information is available in chapter 11.4.

Table 8—Operating costs

OPERATING COST
FIXED COSTS CZK PER MONTH

Salaries 50920
Owner’s salary 25 000
Health insurance— owner 2250
Social insurance— owner 6250
Rent 16 000
Energy 15 000
Marketing and promotion 2 000
WIFI 500
Supplementary goods 8 000
Total 118 920

VARIABLE COSTS CZK PER MONTH
Material 160 000
Ss.li;());.)lier FLEXIKO CZ 70 000
External workers 50 000
Total 280 000
Fixed + Variable costs 406 920

Source: (authors’ creation)
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12.4 WAGES AND INSURENCES

It will be vital for the founder to employ two employees. The estimated gross wage per
employee is CZK 19 000. That is to say, the founder expects that both employees will work
140 hours per month. Further information is available in chapter 8.1. Last but not least, social

insurance is CZK 4 750 and health insurance is CZK 1 710.

Table 9—Wages and insurance

LABOUR COSTS IN CZK PER MONTH

GROSS | SOCIAL HEALTH Séjgggs‘

WAGE INSURANCE @ INSURANCE WAGE
E{;‘;ee . 19 000 4750 1710 25 460
E{;‘;ee s 19 000 4750 1710 25 460
Total ex- 50920
penses

Source: (authors’ creation)

12.5 REVENUES

The estimated revenues were created in three scenarios, optimistic, realistic, and pessimistic.
In the optimistic scenario, the founder assumes that 25 customers in a day will purchase
shoes. That is to say, the expected revenue at the end of the day will be CZK 30 000. Having
said that, expected monthly revenues after taxation 15 %, in the optimistic scenario, are CZK
561 000. Secondly, in the realistic scenario, the founder expects that 20 customers will
purchase shoes in a day. Having said that, the estimated revenue is CZK 24 000. What is
more, monthly realistic revenues after taxation 15 % are CZK 448 800. Finally, yet
importantly, in the pessimistic scenario, the founder estimates that 15 customers will
purchase shoes per day. In other words, monthly revenue after taxation would be CZK 336

600.
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Table 10—Estimated revenues from sold shoes

ESTIMATED REVENUES IN CZK

NUMBEROF | oooevyps | REVENUE | 1o o
CUSTOMERS | “ o' s PER %
PER DAY MONTH 0
Dt 25 30 000 660 000 561 000
mistic
it 20 24 000 528000 | 448 800
LG 15 18 000 396 000 336 600
mistic

Source: (authors’ creation)

12.6 PROFIT

REVENUE
PER
YEAR

7920 000

6 336 000

4758 200

TAX (15
%)

6 732
000

5385
600

4 039
200

The profit of Tara Shoes’ includes the realistic scenario of revenues from chapter 11.5. What

is more, the founder included annual comparison in the table for a better overview of

estimated profits. To conclude, the expected monthly profit after taxation is CZK 41 880,

and annual profit after taxation CZK 502 560. The business idea is feasible.

Table 11-Estimated profit

ESTIMATED PROFIT IN CZK
MONTHLY ANNUALLY
Realistic revenues
+15 % Tax 448 800 5385600
Operating costs 406 920 4 883 040
Expected profit 41 880 502 560

Source: (authors’ creation)
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13 RISK ANALYSIS

As stated in chapter 2, there are several threats that could jeopardize Tara Shoes’ business.
Moreover, following the information from the SWOT analysis in chapter 8, these are
additional risks for Tara Shoes in the external environment as well as in the internal
environment. These risks will be taken into consideration by the founder of Tara Shoes in

advance.

13.1 WRONG CHOICE OF EMPLOYEES

In order, to sell shoes, it will be necessary for employees to provide customer service
including assistance, patient, and in—depth knowledge about Tara Shoes’ products. What is
more, employees will represent Tara Shoes' brand in the brick and mortar shop. Furthermore,
it will be essential to address customers with respect, positive attitude, and equivalence. The

wrong choice of employees could damage the brand and decrease the number of customers.

13.2 INNOVATION AND TECHNOLOGY

One of the external factors that could put the brand at risk is technology and innovation.
Rival competitors could jeopardize Tara Shoes’ business with more innovative technology
in the future. What is more, it is fundamental for the founder to be in line with trends and

course of the footwear industry.

13.3 NUMBER OF CUSTOMERS

It will be crucial for Tara Shoes to follows the customer’s needs and wants, in order, to
maximize profit. Furthermore, it will be necessary to meet customer’s expectations and make
customers feel that they matter. Unsatisfied customers might go purchase products to

competitors and the company would lose its profit and reputation.

13.4 NEW COMPETITORS

As stated in chapter 8.2 Porters analysis, there are already existing businesses in Zlin,
offering extra—large footwear for women. However, only one competitor in Zlin offers
women’s shoes in sizes from 42 to 45. Tara Shoes is planning to use effective marketing
tools, in order, to create loyal relationships with customers and prevent the possibility of
losing them. Having said that, there is still a possibility of new competitors entering the
market in Zlin with the offer of extra—large shoes from women and jeopardize Tara Shoes’

business.
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14 CONCLUSION

The aim of the Bachelor’s Thesis was to create a business plan for Tara Shoes. The purpose
of Tara Shoes' company is to offer trendy shoes for women in extra—large sizes from 42 to
46. Moreover, the goal of the business plan was to prove, whether is the business plan
feasible or not.

The Bachelor's Thesis had two parts, theoretical and practical. The theoretical part
included essential information about a business plan, such as the purpose of a business plan,
principles for writing a business plan, and structure of a business plan. On the other side, the
practical part of the Bachelor’s Thesis focused on the creation of the business plan for
footwear brand Tara Shoes.

In the practical part of the Bachelor's Thesis, the author introduced the business idea in
the executive summary in chapter 6. Following the part of organizational structure, the
author executed primary research, in order, to gain essential data for the creation of the
business plan. The research took place in Zlin with ten women. The author organized the
results into one category and four subcategories. Having said that, the author identified
specific features of the market. Moreover, the research showed that in Zlin is an insufficient
supply of extra—large shoes for women.

Following the chapter marketing research, the author described the portfolio of products
in chapter 10, Marketing plan. Last but not least, it was necessary to compose the financial
side of the business plan. The research showed that according to the realistic scenario,
estimated costs are lower than estimated profits and Tara Shoes will earn a profit in the first

month CZK 41 880. That is to say, the author proved that the business idea is feasible.
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CZK  Czech koruna
€ Euro
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APPENDIX P I: OPENING HOURS

lwa,

A

OPENING HOURS

Monday
Tuesday
Wednesday
Thursday
Friday
Saturday
Sunday

09:00 - 17:00
09:00 - 17:00
09:00 - 17:00
09:00 - 17:00
09:00 - 17:00
Closed
Closed

Source: Authors’ creation
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APPENDINX PII: THE INTERVIEWS

Interview 1, K.N., Age 29

S: Jak to bézn¢ vypada, kdyz jdete nakoupit novy par obuvi?
rozpadnou boty. Dfiv jsem musela projit polovinu obchodt, ale ted‘uz mam vytipovanych

par obchodt, kde se vzdy zajdu podivat.*

S: Jaka je vasSe velikost bot?

K. N.: ,, Mam 43-44 a najit boty je boj. Dfiv jsem nakupovala jenom v panském oddéleni,
ale ¢as od ¢asu najdu v obchod¢ i moji velikost, hlavné tedy v Deichmannu. Problém je, ze
vétSina bot je nekvalitnich a kdyZz uz najdu moji velikost, tak chei, aby mi boty chvili
vydrzely a vypadaly k svétu, ale to se mockrat nestava (smich). A 1 kdyZ si nemtzu vzhledem
k mému Ccislu vybirat, ocenila bych trendové¢jsi design bot, protoze vétSina z téch, které

vidim v obchodech je spi$ uréena pro stars$i damy. “

S: Pokud nakupujete v kamenném obchodé, kolik obchodii musite obejit, nez najdete vasi
velikost?

K. N: ,,(zamySleni) Mam uz vyzkouSenych n¢kolik znacek, od kterych mi boty sedi,
naptiklad od znacky Graceland z Deichmannu. Moc vétSich ¢isel v kamennych obchodech
uz neprodavaji a daji se sehnat jenom ve vétSich méstech, ale i tak vyuZivam jejich e—shop,
abych méla alespont néjaké boty, kdyZ uz méam stouto znackou zkuSenosti. Jinak
objednavam ptes znacku ZOOT a z internetovych stranek Bonprixu znacku bpc bonprix. Od
posledni znacky se mi boty libi nejvic. Jsou Zenske, stylové, pomérné pohodIné, a piestoze
jsou za pfijatelnou cenu, bohuzel jsou hrozné nekvalitni. Posledni tenisky se mi rozpadly
témet po mésici noSeni a balerinky jsem si nechala jako pteziivky na doma, protoze nedavaly

noze zadnou oporu a bolela mé¢ z nich klenba. “

vvvvvv

K. N. ,,Ur¢ité balerinky a spolecenskou obuv obecné. Balerinky jsou vétSinou uzké a tenké,
takZe ma ¢lovek pocit, Ze pii doslapu citi kazdy kaminek na chodniku a podpatky mivaji az

moc vysoky podpatek, ve kterém neumim chodit (smich). A abych odpovédéla na vasi
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druhou otazku. Myslim, ze si vyrobci mysli, Zze kazdd zena umi chodit na podpatcich a
pohybuje se cely den na rovném povrchu, ale kdyz se podivate na tu redlnou stranku pohledu
zjistite, ze vétSina zen da radé€ji prednost néCemu pohodInéjSimu, nebo nizkému podpatku,
ktery vydrzi i zlinské chodniky. Kdyz jdu ale n¢kolikrat za rok na spolecenskou udalost a
pottebuji vhodnou obuv, je potom tézké néco vybrat. Ono jsou totiz zeny s vetsi velikosti

bot Casto 1 vys$i, a ne kazda Zena chce na sebe jesté vic upozornovat.

S: Jaky typ obuvi naopak sezenete bez problému a vzdy?
K. N.: ,Rekla bych Ze tenisky, tieba n&jaké platénky. Nékteré znacky jsou unisex, tieba

Converse a i kdyz objednam z panského, nefekla bych, ze si toho nékdy n¢kdo vsiml.

S: Jaka je dle vaseho nazoru soucasna situace na trhu s nadmérnou velikosti bot?

K. N. (ticho a zamysleni) Vadi mi, ze neni bézné v kamennych obchodech sehnat nadmérné
velikosti, protoze kazdy si chce pteci boty vyzkouset, nez je naslepo objednavat z internetu.
A pokud umi Deichmann botu za CZK 549, chci sehnat boty 1 jinde. Nepotiebuji boty za 2—
3 tisice a Ze jsou kozené. Radé&ji syntetika, ale za 5 tisic mit desatery a stiidat. Je naprosta
tragédie, kdyz ne dej boze potitebuji nové boty chce se mi brecet, protoze vim, ze nesezenu

takové, co by se mi libily nebo takové, co bych si ptala.

S: Kde nejc¢astéji nakupujete boty?

K. N.: ,,Zéalezi na situaci. Radéji chodim do kamenné prodejny, protoze si boty rada
vyzkou$im a vidim je na zivo. Navic mam Siroky nart a o to je nakup slozit¢jsi. VéEtSinou
tedy nakupuju hlavné z Deichmannu, potom teda ze Zootu a Bopnrixu, ale sportovni boty si

kupuju uzZ jenom ve Sportisimu a bohuzel tedy v panském oddé¢leni. “

S: Jak vnimate situaci, kdy Zena nakupuje boty v panském oddéleni?

K. N.: (dlouha pauza ticha) ,,Je to ponizujici. Asi jsem staromddni, ale hrozn€ mi to vadi.
Ptijde mi, ze se na m¢ muzi divaji posméSnymi pohledy a kdyz chci boty na béhani, nezbyva
mi nic jiného nez to piekousnout a vybrat si boty z panského. A asi je to malichernost, ale
vadi mi, ze si nikdy nekoupim boty na behani jiné nez ¢erné, modré, zelené, protoze riizovou

jednoduse v panském nenajdete, snad se to nékdy zméni. «
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S: Musite brat v potaz néjaké zdravotni aspekty pii vybéru obuvi?
K. N.: Ano, mam Siroky nart a kiecové zily. Také mam levou nohu o trochu vétsi, takze se
na nakup bot vzdy velmi t€Sim. Snazim se vyhybat podpatkiim a kupovat si pohodIng;jsi

obuv. “

S: Je to pro vas dulezity faktor ceny?

K. N: (odmlka) ,,Ano i ne. Jsem rada, kdyz n¢jaké boty viibec sezenu, ale zaroven do nich
nechci investovat velkou sumu, protoze kvalita neni adekvatni. VétSinu bot mam do
tisicovky, ale tfeba u zimnich bot si rada pfiplatim, stejné tak u pohorek, protoze vim, ze mi
boty vydrzi vic nez jednu sezdnu, jak vétSina moji sbirky. Navic si rada dopfteji kozené boty,

protoze jsou pohodInéjsi a samoziejmé drazsi, ale malo kdy se mi podafi na n¢jaké narazit.*

S: Jak Casto si pofizujete nové boty?

K. N.: ,,Podle potteba a nabidky v obchodech a na internetu. Kdyz mi to finanéni moznosti
dovoluji a miizu si boty vyzkouset, které jsou tfeba 1 v akci, koupim je vétSinou do zasob.
Z internetu objednavam az kdyz nenajdu nic v kamennych prodejnéch. Ale da se fict, Ze si

rada kazdou sezonu koupim dvoje boty, abych je méla tfeba jako ndhradni.

S: Mizete jmenovat dilezité aspekty, podle ktery si obuv vybirate?

K. N.: (ticho, zamysleni) ,,Asi velikost a potom uz zalezi na boté. U lodicek se snazim vybirat
takové, které jsou stabilni a nemaji az pfili§ vysoky podpatek a u tenisek feSim hlavné
pohodlnost. No, a protoze jsem Zena, tak museji boty n€jak vypadat. Cenu feSim az Gpln¢ na

konec. “

S: Vite o néjakém kamenném obchod¢ s ddmskou nadmérnou velikosti bot ve Zliné?

K. N.: ,,Chodim do Deichmannu, ale nadmérnou velikost tady uz skoro nemaji, takze si
vétSinou boty nechavdm poslat na prodejnu a zkouSim je. Minuly tyden jsem byla na
doporuéeni od kamaradky v Humanicu, ale boty maji §ilené drahé. Rekla bych, Ze je ve Zling
velmi slaby vybér a pokud chcete boty a nemate 36, tak musite hledat hlavné v panském

(smich) “.

S: Uvitala byste ve Zlin¢ dalsi obuvni obchod pro zeny s nadmérnou velikosti bot?
K. N.: ,,Rozhodné. Myslim, ze nejsem sama a konec¢né bych si rada vybrala péknou botu,

ktera mi bude sedét. «
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Interview 2, S.K., Age 24

S: Popiste mi, jak to bézné vypada, kdyz jdete nakoupit novy par obuvi.

S.K..: (odmlka) ,,Vé&tsinou se divam prvné na internet a brouzdam po riiznych eshopech, nez
najdu néco co se mi libi a je v mé velikosti. Pak si ovétim dostupnost velikosti na prodejné,
jestli tam viibec dand bota je a jdu do obchodu. Je pro mé dulezité, aby mi bota sedéla, takze
si ji vyzkousim, zkontroluji, jestli vypada stejné jako na internetu a vétSinou si ji uz odnesu,

protoze jsem uz rozhodnuta od chvile, kdy jsem se na ni divala na internetu. “

S.: Jaké je vase velikost bot?
S. K.: “Nosim 43, ale ¢astokrat se li§i boty vyrobce od vyrobce a kupuji nékdy o &islo vétsi

nebo o mensi. “

S.: Sezenete obuv vzdy ve vasem Cisle, kdy ji potfebujete?
S. K.: ,,Hm, ne, hlavné boty na podpatku mi délaji velky problém sehnat, protoze mam uzké

chodidlo a delsi prsty a malokteré boty mi sedi. “

S.: Pokud nakupujete v kamenném obchodé¢, kolik obchodii musite obejit, neZ najdete vasi
velikost?

S. K.: ,,V&tinou tii obchody, do kterych uz chodim bézné. Takze udélam obchtzku kolem
téchto tfi obchodi a Castokrat néco najdu. (ticho) KdyZ mé& zaujme na socialnich sitich
reklama s nadmérnyma botama, tieba posledné jsem vidéla néjakou na instagramu, tak si
rada udélam vylet a zajdu i do novych obchod, ale to se mi stalo minuly rok pouze dvakrat,

takZe nakupuju opakované od stejnych znacek. “

S.: Jaka je dle vaSeho ndzoru soucasna situace na trhu s nadmérnou velikosti bot?
S.K.:,,(smich) Velice nedostate¢na. Nadmérna obuv je z vétsiny 3x drazsi neZ stejné modely
v "normalnich" velikostech. Pllku bot shanim pfes internet a je to zbytecné komplikovany

proces, kdy mi boty stejné Castokrat nesedi a musim je vracet.

S.: Kde nejcastéji nakupujete boty?
S. K.: ,,Co se ty¢e kamennych obchodd, tak Humanic, ale vétsi velikosti ¢asto ani
neodpovidaji nadmérné velikosti a jednoduse je neobuju. Kdyz mam cestu do Brna, zastavim

se v Maxamu, ale jinak vétSinu objedndvam internetu. Naptiklad www.evanc.co.uk, Vinted,
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nebo Rieker. Je pro mé dulezité si boty vyzkouset, ale kdyz to jinak nejde, jsem rada i za
online ndkupy. Mam rada rizné materidly, a tak vzdy rdda vyzkouSim znacku, kterd jednak

nabizi boty na m¢ a taky se snazi byt trosku inovativnéjsi, tieba i co se tyce kuze.

S.: Ktery typ obuvi je nejproblematictéjsi sehnat a proc je tomu tak?

S.K.:,,Rozhodné spole¢enskou bez podpatku, ale taky volnoasovou a sportovni v damském
provedeni. (ticho, odmlka) Castokrat kdyz jdu do obchodu tak mam strach, Ze zase nic
nesezenu, protoze uz jako malé jsem byla za velikou nohu Sikanovana a styd¢€la jsem se za
to. Pfi vybéru si na to hodné krat vzpomenu, protoze mi piijde, Ze je obecné velkd zenska

noha néco, o ¢em se nemluvi.

V5]

.. Jaky typ obuvi naopak seZenete bez problému a vzdy?

513

. K.: ,,Asi zabky v 1ét¢, ale 1 ty si kupuji panské.

S.: Uz jste si nékdy koupila panskou obuv?
S. K.: ,,Ano, hodnékrat. A stejn& tak moje sestra nakupuje jenom v panském oddélen,

protoze ma velikost 35 a ¢astokrat si kupuje tenisky v panském a détském oddéleni.

S: Jak vnimate situaci, kdy Zena nakupuje boty v panském oddéleni?

S.K.:,,Ja ipln& v pohodg, protoZe je pro mé diilezité sehnat boty, kdyz je pottebuji a nazory
ostatnich nefeSim. Setkdvam se ale s kamarddkami, kterym je nakupovani v panském
oddéleni velmi neptijemné, protoZe jim to neni primarné urcené, a tak radéji objednavaji
boty pfes neznamé znacky, protoze neni bézné, aby byla jejich velikost ve vétSing

kamennych prodejen. “

S.: Je to pro véas dilezity faktor ceny?
S. K.: ,,Ano. Za spole¢enskou obuv dam vétsinou pies dva tisice, a to jenom kvili tomu,
protoze mi vétSina lodicek a sandalkt kvili delSim prstim nesedi (povzdech). No a tenisky

si vétsinou kupuji do tisicovky, ale vétSinou min.

S.: Jak Casto si potizujete noveé boty?
S. K.: ,Ehm, t&7k4 otazka. Vétsinou kazdou druhou sezénu. Nové boty kupuji, az se mi

ptedchozi Gplné€ zni¢i a musim je vyhodit, protoze jsem minimalista.”
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S.: Vite o né¢jakém kamenném obchodé s damskou nadmérnou velikosti bot ve Z1in¢?
S. K.:,,Znam Deichmann a kdyz mam dost asu, zajdu se podivat do pobocky na Cepkové
a taky do Malenovic. A pak uz mé napada jen zminovany Humanic, ale namaji tam piijmené

pani prodavacky (smich). “

S.: Jaky mate nazor na nabidku nadmérné obuvi ve Zliné?
S. K.:,, (povzdech a zamysleni) Je uréité nedostate¢na. Rekla bych, Ze situace je lepsi nez
pied par lety, ale pofad mi ve Zlin€ chybi obchod, o kterém bych védéla, ze obuv sezenu bez

vétSich problémi.
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Interview 3, E. S., Age 26

S.: Popiste mi, jak to bézné vypada, kdyz jdete nakoupit novy par obuvi.

E.S.: ., (ticho a zamygleni) J4 tedy moc &asto nakupovat boty nechodim, protoZe ve vét$ing
ptipadech bud’ nenajdu takové, které by byly v mé velikosti anebo se mi libily (smich).
Pokud ale situace nedovoluje jinak, zajedu vét§inou do obchodu na Praze 3 ZiZkov, nebo
objednam boty z internetovych stranek Andypola. Sice maji vyssi ceny, ale boty uz néjak
vypadaji. Dfiv jsem nakupovala jenom z Deichmannu, ale kvalita byla s odpusténim

hrozna.”

S.: Jaka je vaSe velikost bot?
E. S.: ,Moje velikost bot je 43—44, ale zaleZi na stfihu bot. Spoledenské boty si kupuji 43,
ale volnocasovou obuv vétSinou 44. Od nékterych prodejct si naptiklad tenisky kupuji az

45, ale to se stava z pravidla ziidka. Neni to Zadna popelcina nozka (smich).”

S: StéZuje vam n&jakym zplisobem vase velikost obuvi vybér pii ndkupu?

E. S.:,Rekla bych Ze ano. Zalezi samoziejmé na tom, ktery typ obuvi zrovna shanim. Pokud
si jdu koupit tenisky a nedostanu se do Prahy a potiebuju je akutnég, jsem ochotnd nakoupit
v panském. Naopak spolecenskou obuv a obecné kvalitnéjsi boty nakupuji vZdy z Andypola
protoze panské boty, tieba tenisky, nebo gumaky, mam z pravidla do lesa, nebo na

prochazky, kdy neteSim, jak vypadaji. Hlavné Ze plni funkci a nezlomim si v nich nohu. “

S.: Jak vnimate situaci, kdy Zena nakupuje boty v panském oddéleni?

E. S.: “(povzdech) Ze za&atku mi to piislo potupné, protoZe prece jenom, ta velikost nohy
uz celkové evokuje to, Ze to neni moc Zenska velikost nohy. Takze kdyZ jsem si uvédomila,
ze jdu vybirat boty do panského pro sebe, tak to nebylo nic ptijemného, ale potom kdyZ se
divate kolem sebe tak zjistite, Ze vlastné nikdo nezkouma zrovna vas, jestli kupuje boty pro
sebe nebo pro manzela, ktery je vedle vas. Uz jsem s tim néjak smifend a kdyz je nouze,

vyberu si co potfebuju a jdu.

S: Musite brat v potaz n&jaké zdravotni aspekty pti vybéru obuvi?
E. S.:,,Méam pii¢né plochou nohu, ale je to v takovém stadiu, Ze se to d4 bez problému fesit
zdravotnimi vlozkami, takze to neni né&jaky zasadni problém, ktery by mé pii vybéru

omezoval. A jinak tedy mam trochu $ir§i nohy, ale to mi nepftijde jako problém, protoZe boty
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z Andypoly délaji stejné Sir$i. Co mé mozna trochu omezuje jsou kieCové Zzily, takze se

vyhybam jehlovym podpatkiim. “

S.: Jak Casto si pofizujete nové boty?

E. S.:,,Zimni si kupuji kazdou sezénu nové a hned dvoje, protoZze mi sedi boty hlavné ze
semiSe a ten dost promoka, takze potfebuji mit vzdy jedny ndhradni. Dfiv jsem nosila kozené
boty, které mi vydrzely delsi dobu, ale mam rada zvitatka, a tak kupuji posledni roky hlavné
ten semis. Ostatni boty si kupuju podle nabidky v obchodé, ale vétSinou se snazim nakoupit
kazdou sezonu nové boty, abych je mohla dobie kombinovat s oblecenim. Napitiklad dva tfi

pary za 1éto, podzim. “

S.: Vzpomnéla byste si, v jaké hodnoté si béZzné kupujete boty?

E. S.:,,Urcité. Vzdy se to odviji od toho, o jaky typ obuvi se jedna a v jakém obchodé boty
koupim. Z Andypoly se vétSina bot pohybuje v rozmezi jednoho az dvou tisic. Co se tyce
obchodu v Praze, ktery se specializuje na nadmérnou velikost, tak tam jsou ceny zpravidla
jesté vyssi. Kozacky stoji v pruméru Ctyfi az pét tisic za par, letni nebo celoro¢ni obuv je
zpravidla polovina zimni ceny. BohuZzel si s moji velikosti bot nemizu moc vybirat, a

prestoze se jedna o kvalitnéjsi kousky, je to dle mého nazory na jedny boty moc (povzdech).

(13

S.: Je to pro vas dilezity faktor ceny?
E. S.:,.Dfiv to byl jeden z hlavnich faktori, ale postupem &asu jsem se piizptsobila nabidce
na trhu. Samoziejmé je pro mé dilezitd pohodlnost a také vzhled, ale pokud se mi boty libi

a jsou v mé velikosti, jsem rada za cokoliv a koupim si je (4smév).

vvvvvv

E. S.: ,,Hodné problematické jsou rozhodné sandalky, protoZe potfebuju $irsi stiih obuvi a
neobuju vétsinu paskovych letnich bot, nebo lodicek s tzenym stfihem. Naptiklad balerinky
se shani $patné, protoze si do nich vzdy kupuji zdravotni vlozku a tam uz vétSinu znacek

neobuji.

S.: Jaky typ obuvi naopak sezenete bez problému a vzdy?
E. S.:,,(povzdech) No, i kdyz si kupuji turistické boty jednou za dva aZ tii roky, sehnala jsem

je zatim vzdy bez vétSich problémil. Mam tedy pouze panské kusy, ale co se tyce zpracovani
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a kvality, tak se mi zdaji mnohem lépe zpracované nez damské nabidka, a to naptiklad

v Deichmannu od znacky Graceland. “

S.: Jaka je dle vaSeho ndzoru soucasna situace na trhu s nadmérnou velikosti bot?

E. S.: ,,Urdité se jedna o mezeru na trhu, ktera nabizi hodné podnikatelim moznosti uspét.
Kdyz si vezmu, s jakymi problémy se potykam ja i kamaradky se stejnou nohou pii nakupu
bot, neni to nic pfijemného. Kdyz porovndm kamenné prodejny a znacky na internetu, tak
uz se situace na eshopech zlepsila, akorat ceny jsou stale Silené¢ vysoké. Pokud se jedné o
kamenné prodejny, tam je to hodné Spatné a je tam prostor pro zlepseni. Pii porovnani vybéru
a ceny musite vzdy slevit, a to bud’ na kvalité, vzhledu, nebo viibec na tom, Ze si boty koupite
v ddmském oddéleni a nepujdete rovnou do panského. Kdyz si ptedstavim, ze moji velikost

maji teenageti, pochybuji, Ze jim rodice stiedni tfidy koupi boty za pét tisic. ,,

S.: Jaky mate nazor na nabidku nadmérné obuvi ve Zlin¢?
E. S.: ,Bohuzel se setkavam se vzory, kdy si vyrobci mysli, Ze bota musi vypadat jak na
néjakého obra a neni viibec pékna. Obecné ve Zliné moc nenakupuji, ale pokud by byla ta

moznost, ur€ité bych ji vyuzila.
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Interview 4, H. K., Age 21

S.: Popiste mi, jak to bézné vypada, kdyz jdete nakoupit novy par obuvi.

H. K.: ,, (ticho, pfemysleni) Takze, zalezi, jaky typ obuvi zrovna potiebuji a jaké je rocni
obdobi. Jestli je to letni, zimni, nebo jarni typ obuvi, nebo mé upouta n¢jaky zlevnény kousek
ve vyprodeji. To se bohuzel ale Casto nestava, protoze s mym Cislem 44 az 45 jsem rada, ze
najdu viibec néjaké boty. Nejvic se mi ale osvédcilo zajit do nakupniho centra, projit vSechny
obchody s botama a az potom zkusit na internetu najit néjaké, které jim budou nejvic
podobné. Nejcastéji se tak hned podivam na Amazon, nebo rizné internetovo fora, kde zeny
nabizeji nadmérné kusy obuvi ze zahrani¢i a poté uz objednavam. Piestoze jsou boty moji
velkou zalibou, je to Silené¢ Casové narocné, takze vzdy se snazim nakoupit vicero pari,
abych potom nemusela uz nic fesit. Samoziejmeé se stane, Ze nékteré pary musim vratit anebo
vyménit velikost, kdyz je, ale vzdy se snazim doptedu domluvit s prodejcem a peclivé métim

miry, takze boty po vétSinu sedi.”

S.: Sezenete obuv vzdy ve vasem cisle, kdy ji potiebujete?
H. K.: ,,Ne. Jak uz jsem tekla, mij zptisob nakupovani bot je opravdu ¢asové naro¢ny, takze
se snazim vyvarovat situacim, ze bych méla jenom jedny boty, a i ty uz by potiebovaly

vyménit. Vim, Ze to neni ekologické, ale s moji nohou si nemizu dovolit byt bez zasob. “

S.: Je pro vas dulezité si obuv vyzkousSet?

H. K.: ,,Urc¢ité a rada bych si pokazdé boty vyzkousela, ale bohuZzel to vzdy nejde. Vzdy se
snazim alespon drzet uvedenych mir v tabulkach, které vyrobci uvadégji, ale ne vzdy dojdou
presné takové, jak se na prvni pohled zdaly. Nékteré sttihy jsou Silené 1zké nebo nepohodIné,
a protoZe si nekupuji boty na vystavu, ale chci v nich vydrZet klidné i ptil dne na nohou, je

pro mé dualezité, aby mi padly a nikde netlacily (Gsmév).

S.: Pokud nakupujete v kamenném obchodé, kolik obchod musite obejit, nez najdete vasi
velikost?

H. K. ,,KdyZ jsem v ndkupnim centru, je problém, ze ne vSechny obchody nabizeji moji
velikost. VEtSinou jsou i ty veétsi hned vyprodané, protoze jich na jeden obchod byva z mych
zkuSenosti naskladnénych opravdu jen nékolik kusiti. TakZze ve chvili, kdy objedu
Deichmann, Humanic, Adidas, nebo Nike a nic nenajdu, zpravidla uz je malé Sance, ze

budou mit nékde moje Cislo. “
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S.: Jaké je dle vaseho nézoru soucasna situace na trhu s nadmérnou velikosti bot?

H. K.: ,,Kdyz pominu to, Ze skrze moji velikost neni upln¢ jednoduché koupit nové boty a
pritel ma mensi nohu nez ja, tak je relativné Spatna. Urcité se situace zlepSila na zahrani¢nich
eshopech, protoze za posledni rok na Amazonu ptibyly opravdu nové a kvalitni kousky, ale
vzdy je problém v Cislovani, protoze ne kazdy materidl a vyrobce vam bude sedét. A
samoziejme, vzdy si miizete koupit panskou obuv. Nevidim zpravidla ani tak problém v tom,
abych si nakoupila panské sportovni tenisky a nosila jenom je. Urcit¢ mi date za pravdu, ze
sedét cely den v teniskach nebo tésnych lodickach je obrovsky rozdil (smich). Akorat jak uz
jsem se zminila, mdm rada modu a sleduji trendy a uplné si neumim predstavit, ze bych
k vétsiné mého Satniku nosila pouze sportovni obuv, protoZe mi to ani moje prace

nedovoluje.

S.: Davate piednost kamennym obchodiim nebo internetovym eshoptim?

H. K.: ,,Urcité¢ kamennym obchodiim. VyzkouSet si boty mi piijde stejné dilezité, jako
vyzkouSet si obleceni. VétSinu véci uzZ muzete dnes sehnat online, da se fict ze témé&f vse.
Bohuzel vam to viibec nemusi sednout nebo sluset. Takze za mé osobné objedndvam hlavné
ze zahrani¢nich stranek, coZ pfinaSi mnoho rizik. Uz nékolikrat se mi stalo, Ze jsem
neobdrzZela ani penize, ani boty. I kdyZ jsem se potom snazila boty shanét jinde, stejné jsem
se vratila zpét k zahrani¢nim strankdm, protoze prestoze nékteré Ceské znacky jiZ nabizeji

hezké boty, jsou ve srovnanim se zahrani¢nimi znac¢kami Silené predrazené. *

vvvvv

H. K.: (odmlka) ,,Obecn¢ mi piijde ze je to hlavné spolecenska obuv, ale jednoduse ta, kterou
panskym vybérem nenahradite. J4 se osobn¢ rada citim Zensky a nekupuji si moc ¢erné boty,
takze kdyz chci obuv se zlatym zdobenim, nebo riZzovym, je takovych bot jak Safranu. Navic

mam velmi uzka lytka, takZe je mi vétSina kozacek volnych. *

S.: Jaky typ obuvi naopak sezenete bez problému a vzdy?
H. K.: ,,Ur¢ité tenisky, ale vZzdy musim hledat o trochu déle nez klasické zakaznice s béZznou

evropskou velikosti. Vybiram si takové, ve kterych se v 1ét€ neuvaiim a padnou mi do oka.

13
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S.: Uz jste si nékdy koupila panskou obuv? Jestlize ano, o jaky typ bot se jednalo?
H. K.: ,,Mnohokrat a tenisky, nebo turistické¢ sandalky. Ale ty jsem si vyjimecné koupila

proto, protoze byly hez¢i v porovnani s nabidkou v damském.

S.: Jak vnimate situaci, kdy zena nakupuje boty v panském odd¢leni?

H. K.: (ticho, pfemysleni) ,,Kdyz jsem byla mladsi, tak bylo zpravidla velmi frustrujici
uvédomeni, ze si jdete koupit néco, na co mate dostatek financi a ono to na vas neni.
V soucasnosti uz nad tim neptfemyslim a snazim se prosté najit to, co zrovna pottebuji. Sice
se vzdy s prateli sméju, Ze bude jednoho dne hanba az potkam muze se stejnymi panskymi

teniskami, ale zatim ten den nepfiSel a snad ani nepfijde (smich).*

S.: Je to pro vas dulezity faktor ceny?

H. K.: ,,Ano, ale nevybiram si boty podle ceny. Samoziejmé, nejsem ochotna za boty
pteplacet u ceskych vyrobcei, kdyz si je miizu najit ze zahranici za polovinu ceny. To mi
ptijde zlod&jna. Na druhou stranu vzdy zalezi na boté, o které se zrovna bavime. Napiiklad
alespoil podle mé nema cenu investovat do bot k vodé, které stejné nebudete nosit cely rok,
ale naptiklad do néjaké celoro¢ni obuvi, nebo hodné kvalitnich bézeckych bot neni problém
zainvestovat. Boty beru jako zaklad a uz jsem méla dost puchyit a odfenin jako mala jenom

proto, abych méla péknou botu, kterd mi ani nesed¢la. “

S.: Vzpomnéla byste si, v jaké hodnoté si bézné kupujete boty?

H. K.: ,,Nejcastéji se divam na boty v cenovém rozmezi 500 a vys, samoziejm¢ vZzdy musite
pocitat u zahrani¢i s poStovnym a moznym clem. U Nike a Adidas a ostatnich sportovnich
znacek to byva vétsSinou do 1 500, ale vzdy mi ud€la radost, kdyz koupim boty ve slevé. A
zpracovani a material, nejlip n¢jakou syntetiku s vzdy jsem zatim objednavala zimni boty do

dvou tisic.*

S.: Jak Casto si potizujete noveé boty?
H. K.: ,,(zamysleni) Asi podle kategorie bot. Kazdou sezénu si koupim nékolik para, z
pravidla 3 a vic, ale zaroven prodavam na internetu uz ty, které nenosim. Boty se snazim

tocit, abych si je uzila. “
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S.: Musite brat v potaz n€jaké zdravotni aspekty pii vybéru obuvi?

H. K.: ,,V ptedni ¢asti chodidla médm vystouplé haluxy, coz jsou vyrastky pod palcem a
samotné chodidlo to velmi rozsifuje. Takze ve chvili, kdy pottebuji kozacky je toto opravdu
problematické, protoze vétSina bot, které maji uzsi zpracovani obepinajici 1ytko, jsou také

uzsi na samotné chodidlo a boty se pro mé stavaji nenositelné. «

S.: Vite o néjakém kamenném obchod¢ s ddmskou nadmérnou velikosti bot ve ZIing?
H. K.: ,,Vim, Ze byla jedna prodejna pobliz nadrazi ve Zlin¢, ale tu s renovaci okoli zavieli
a co se ty¢e Deichmannu, tam maji ddmské boty pouze do 44, coz uz je u mé mnohdy na

hrané. O ni¢em dal$im nevim.

S.: Uvitala byste ve Zlin¢ dal$i obuvni obchod pro Zeny s nadmérnou velikosti bot?
H. K.: (smich) “Asi mi to nebudete véftit, ale ano. VErim tomu, ze kdyby byl Zil jesté Bata,
davno bych problémy s botama neméla (smich). S jistotou ale mizu fict, ze bych to nejen

velmi uvitala, ale urcité bych si i néjaké boty koupila.”
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Interview 5, A. A., Age 19

S.: Jak to bézn¢ vypada, kdyz jdete nakoupit novy par obuvi?

A. A.:,,Pochazim ze severni Moravy, kde neni prodejna s nadmérnou obuvi. (odmlka) Diive
jsem objednavala z Deichmannu (CZ i PL), nékdy také z polskych obchodt, ob¢as z Patize,
kde je dost drahé postovné, ale také z Ceskych obchodl. Posledni mésice mam rada
Nadmérnou obuv na Zizkové, ale mam ji z ruky a vadi mi nepiehlednost jejich stranek. Podle
filtru velikosti se nevyhledavaji dostupné velikosti, ale ty, které byly v nabidce, coz uz ¢asto
neplati. Navic studuji ve Zling, takze s nohou 42—43 neni uplné jednoduché sehnat nové boty

a po vétsinu doby nemam cas jezdit pro boty do Prahy. “

S: SeZenete obuv vZdy ve vaSem Cisle, kdy ji potiebujete?
A. A.: ,Nesezenu. Navic je pro m¢ dulezity material, ze kterého jsou boty vyrobeny. Davam
prednost syntetické kiizi, protoze se dobte podfidi tvaru nohy, a pak mam rada i platénou

obuv, protoze v ni neni v 1ét¢ horko.

S.: Pokud nakupujete v kamenném obchodé, kolik obchodl musite obejit, nez najdete vasi
velikost?

A. A.: ,(pfemysleni) Jak uZ jsem fekla, studuji ve Zliné a dfiv jsem prochazela hodné
obchodt s nadéji, ze tfeba pribyde konecné néjaka nova znacka, nebo se rozsiii kolekce o
veétsi Cisla. V soucasnosti uz objednavam hlavné z internetu, takze pokud si nejdu koupit

boty od znacky Adidas nebo Nike, tak zdmérné pro boty viibec nechodim. “

S.: Ktery typ obuvi je nejproblematictéjsi sehnat a pro€ je tomu tak?

A. A.: ,Jakékoliv, mam velmi nizky nart a tim pddem je mi mnoho bot hodné Sirokych a
nedrZi mi na noze. Ale pokud bych méla byt presngjsi, tak asi n€jaké kvalitnéjsi podzimni,
protoze je hodné bot z klize a jako vegan mi to vadi. Myslim, Ze pokud se mohou délat
nahrazky masa a existuje synteticka kize, tak pro¢ materidl nenahradit a uSetfit tim jak

pfirodu, tak podpofit dobrou myslenku? *

S.: Jaky typ obuvi naopak sezenete bez problémt a vzdy?
A. A.: ,,Asi klasické Adidas Superstar, nebo NIKE AIR MAX 1. Pfestoze si musim vybirat

z panského, tyto znacky jsou hodné unisex.
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S.: Jak vnimate situaci, kdy zena nakupuje boty v panském odd¢leni?

A. A.: ,(pfemysleni) Zvykla jsem si. Nechci chodit bosa a kdyz to nejde jinak vyiesit, zajdu
1 s bratrem do panského oddéleni a vybereme nové boty. Zaroven se ale vyhybam vylozené
panskému vzhledu bot. Urcité bych si nekoupila lakyrky, nebo tenisky, o kterych vim, je ze

ma pulka kluka ve skole (smich).*

S.: Jaka je dle vaSeho ndzoru soucasna situace na trhu s nadmérnou velikosti bot?

A. A.: ,,Spatna, ale co vim od mamky, tak to bylo za ni je§té hor$i. Ja mam tedy néco mezi
42 a 43 a mamka mé 44. Kdyz si vezmu, ze méla tuto velikost bot pfed 20 lety, neumim si
predstavit, kde ty boty kupovala (smich). Ted uz si objedndvame spolu, takze kdyz vytizuju
objednavky ze zahrani¢i, vzdy si néco vybere, ale fekla bych, Ze v porovnani s béznymi
velikostmi je nabidka nadmérnych bot jesté v plenkach, nebo alespon ta ¢eska a specialné

ve Zlina.“

S.: Kde nejcastéji nakupujete boty?

A. A JJak uZz jsem fekla, je to opravdu mix. Z online obchodd urcit¢ Deichmann,
specializovany eshop s nabidkou z Patize, potom obchod v Praze, nebo obecné na internetu.
Dftiv jsem siu nas kupovala boty u vietnamcti, ale ti maji hrozn€ malé velikosti a jak mi noha

porostla, musela jsem se podivat jinam. “

S.: Musite brat v potaz né¢jaké zdravotni aspekty pii vybéru obuvi?
A. A.: ,,Méam nizky nart a problémy se zady, takze kdyz si vyberu botu bez potadné podpory,
boli mé potom hrozn¢ zada. V tom se mi libi pravé AIR MAXYy, protoZe jsou mohutné a

dobfe drZi na noze. Navic jsou z piijjemného a kvalitniho materilu, ktery neni ktize.*

S.: Je to pro véas dilezity faktor ceny?

A. A.:,Neni. BéZné si kupuju drazZsi boty, ptestoze balerinky jsou z nich nejlevnési, ty stoji
Casto mezi pétistovkou a tisicovkou. Boty si bud‘platim z brigdd nebo mi je kupuji rodice, a
protoze mamka vi, jak je to problematické sehnat novy par obuvi, vzdycky mi dopteji takove,

které pottebuji a jsem jim za to moc vdécna.*
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S.: Jak casto si pofizujete nové boty?
A. A.: ,,Casto. Rada si kupuju bilé boty a ty se brzy zni¢i, navic toho za den dost nachodim.
Kdyz jsem na brigad¢, nesednu si a boty rychle produpu, takze cca kazdy druhy, tfeti mésic

musim koupit novy par.*

S.: Miizete jmenovat dilezité aspekty, podle ktery si obuv vybirate?

A. A.: (ptemysleni) ,,Velikost, vzhled. Cenu nefeSim, pokud ty boty nestoji x tisic, to bych
si samoziejme tak ¢asto obuv nekupovala, ale kdyz jsou pohodIné a v mé velikosti, tak si je
koupim. Vzdy si ¢tu recenze na eshopy, ze kterych objednavam a nékdy me i to dokaze dost

ovlivnit, abych si tfeba koupila radéji u znacky A nez u znacky B. «

S.: Vite o n&jakém kamenném obchodé s ddmskou nadmérnou velikosti bot ve Zliné?
A. A.:,,Vim, Ze maji do 44 boty v Deichmannu, ale na prodejn¢ jsem je vidéla minimaln¢ a

kamaradka mi doporucovala CCC, kde by méli mit boty do velikost 42.

S.: Uvitala byste ve Zlin¢ dal$i obuvni obchod pro Zeny s nadmérnou velikosti bot?
A. A.: ,,Ano, bych bych moc rada. Byl by to krok doptfedu a rdda bych vyzkousela novou

znacku (Gsmev). “
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Interview 6, M. F., Age 16

S.: Popiste mi, jak to bézné vypada, kdyz jdete nakoupit novy par obuvi.

M. F.: (odmlka, pfemysleni) ,,Vé&tSinou se po botach divam, kdyz jdeme s rodici zrovna do
obchodu, ale najit novy par neni zrovna jednoduché. Hlavné tenisky je velmi obtizné sehnat,
protoze je moje velikost ¢asto vyprodana, a navic chci mit v boté misto, takze vétSinou
potiebuju jesté o Cislo vétsi velikost, nez si bézné kupuji ve velikosti 42 a 43. Sportovni si

ale vzdy kupuji vétsi.”

S.: Sezenete obuv vzdy ve vasem Cisle, kdy ji potfebujete?

M. F.: ,Nesezenu, ale celd rodina se podili na mém ndkupu bot, takze je mam casto do
zasoby. Kdyz jdou naptiklad rodi¢e do obchodu na klasicky tydenni ndkup a stavi se na
Cepkové v Deichmannu, nebo v CCC ve Zlatém Jablku, tak mi Castokrat pfinesou moc
pekné boty, ze se mi ani nechce véfit, ze néco takového nasli. VEétsinou se jedna o posledni

pary ze slev, takze se nestava, Ze bych nem¢la jit v ¢em cvicit nebo do skoly. “

S.: Pokud nakupujete v kamenném obchodé, kolik obchodl musite obejit, nez najdete vasi
velikost?

M. F.: ,Ja je prochdzim tak néjak vSechny (smich). Zalezi, ve kterém nékupnim centru
zrovna jsem, ale napiiklad v Uherském Brod¢ maji potad jesté par part nadmérnych ¢isel,

ze kterych si vétSinou vyberu kdyz uz hofi a potiebuju nové boty.”

S.: Kde nejcastéji nakupujete boty?

M. F.: ,,CCC, Deichmann, Bonprix a né¢kdy se mi podaii koupit boty i v New Yorkeru, nebo
H&M, ale ty si kupuju jenom tieba na léto nebo na dovolenou, protoZe nejsou moc kvalitni,
ale na sezonu akorat. (ticho) Navic mi pfijde, Ze nemam zas tak velkou nohu. Sestra ma 45
a ta ma opravdu velky problém sehnat boty, protoze uz to neni ani xxI fada v Deichmannu a

musi objednavat jenom pfies internet.

S.: Davate prednost kamennym obchodiim nebo internetovym eshopim?
M. F.: ,,Urcité kamennym prodejnam, protoze mam vétsi palec a potiebuju si boty vyzkousSet
Z internetu objednavam jenom z Bonprixu, protoZe je mamka ¢len a ¢asto ji chodi katalog,

kde maji 1 boty ve vétsich velikostech.*
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S.: Ktery typ obuvi je nejproblematictejsi sehnat?

M. F.: ,,Ono mi samotnd velikost moc neulehCuje vybér v béznych obchodech. Ale asi
elegantni boty na podpatku at’ zaviené nebo oteviené. Problém je, ze bud’ jsou nizké, nebo
az moc vysoké. Pilka z nich je jak pro babic¢ku a kdyz uz najdu krasné, dost velky problém
vidim ve tvaru $pic¢ky vepfedu. Navic je hodné spolecenskych bot na vysokém podpatku a
neumim na ném chodit (smich). Vzdycky ale sezenu tieba zabky a nazouvéaky, protoze se mi

zda, ze ty je mozné koupit i v panském a nejde to poznat.*

S.: Jaké je dle vaseho nézoru soucasna situace na trhu s nadmeérnou velikosti bot?

M. F.: (pfemysleni) ,,Asi mizete uz tusit, ze s ni nejsem spokojena. Nabidka je chaba a neni
to ani tak o tom, jaké boty chce vy sama, ale jaké boty na vas zbyly v nadmérnych ¢islech.
Kdyz jdu tieba nakupovat obleeni, madm z toho vyloZen¢ radost a uzivam si to, ale u bot je
to porad to samé dokola. VSude mi tikaji, at’ se podivam do panského, protoze je 42 vééné

vyprodand, kdyz uz teda je, ale uz jste nékdy vidéla chlapa nakupovat v ddmském? (smich).”

S.: Musite brat v potaz n¢jaké zdravotni aspekty pii vybéru obuvi?

M. F.: (ticho, pfemysleni) ,,Rekla bych Ze mam vétsi palec na pravé noze, jinak o ni¢em
nevim. Znevyhodiiuje mé to hlavné pii vybéru bot, které maji uzkou Spicku, nebo
v sandalcich kde mi prst vy¢uhuje a necitim se kvuli tomu dobie. Neni to nijak moc, ale

jednoduse je o cca 0,5 cm palec delsi.

S.: Uz jste si nékdy koupila panskou obuv? Jestlize ano, o jaky typ bot se jednalo?
M. F.: (smich)) ,,Uz jsem méla par tenisek a urcit¢ jsem si kupovala panské lyzaky a

koleckové brusle. A urcité téch bot bylo vic, jenom si to ted’ nevybavim. “

S.: Jak vnimate situaci, kdy Zena nakupuje boty v panském oddéleni?

M. F.: ,Je to trochu divné, ale d¢&ji se horsi véci (Ismeév). Nasi tohle n€jak moc netesi, takze
se da fict, ze vyrustam v prostiedi, kde je pfirozené mit vétsi ¢islo bot, ale rozhodné netfikdm,
ze to tak musi byt vSude. V dnesni dobé¢ lidi Sikanujou za cokoliv, ¢im nékdo vy¢niva a véfim
tomu, Ze velka noha u Zeny neni jenom problém co se ty¢e kupovani samotnych bot, ale taky
n¢jaka osvéta vetejnosti, ze kdyz mate velkou nohu, tak je to stejné, jako kdyz mate zelené
nebo modré oéi. Prost& se s tim narodite a pfijde mi, Ze alespoii spole¢nost u nas v Cesku

tyhle véci vliibec neakceptuje.
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S.: Je to pro vas dulezity faktor ceny?
M. F.: ,,Ano, ale hlavn¢ proto, Ze mi boty plati rodice. Jak uz jsem zminila, Castokrat se jim
podaii najit néco ve slevach, stejné tak me. Obecné mé boty stoji vzdy do 500 korun

maximaln¢ tisicovky, ale klidné i min. *

S.: Jak Casto si pofizujete nové boty?
M. F.: , Kdyz zadné zrovna nemam, tak si koupim novy par. Nékteré boty mi vydrzi dyl,

takze neni potieba potom kupovat dalsi. D4 se fict, ze za rok si koupim tieba patery boty.

S.: Uvitala byste ve Zlin¢ dal$i obuvni obchod pro zeny s nadmérnou velikosti bot?
»Stoprocentné. Bylo by skvélé, kdyby méli aZ do 46 a vybrala si konecné 1 ma ségra. Je pro
m¢ dilezité aby se obchody jako tenhle stavély a otevirali, protoze jak jinak lidi za¢nou

chapat, ze neni velka Zenska noha nic divného? (ismév)
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Interview 7, S. T., Age 33

S.: Popiste mi, jak to bézné€ vypada, kdyz jdete nakoupit novy par obuvi.

S. T.: ,,Kdyz shanim boty, divam se pfedevsim na néjakou univerzalni pohodlnou obuv na
bézné noseni do prace. (ticho, pfemysini) V podstaté néco, co splni dresscode a zaroven to
bude pohodIné a v mé velikosti. Nosim boty 43,5 a velmi zfidka se najdou boty, které mi
sednou a netlaci. Dlouhé roky jsem nosila lodicky s vy$simi podpatky, které jsem
objednavala na strankadch pro muze (smich), a protoze vétSina znacek neprodava pilky,
musim si vzdy koupit 44 s gelovym polstatkem na paty, nebo brzdickou do predni Casti

boty.*

S.: Sezenete obuv vzdy ve vasem cisle, kdy ji potiebujete?
S. T.: ,,Bohuzel ne. Cely den jsem na nohou, takze nemam c¢asu nazbyt hledat boty v mé

velikosti a kdyz uz je to akutni, modlim se, abych néco nasla. “

S.: Pokud nakupujete v kamenném obchodé, kolik obchodl musite obejit, nez najdete vasi
velikost?

S. T.:,,V kamennych obchodech viibec nenakupuji, ale pouze a jenom na internetu. Nekdy
st nechdm dorucit zboZi na prodejnu, ale nemam cas na hledani bot v kamennych prodejnach,
kde jsem je stejn¢ doposud nenasla. Spolecenskou obuv objednavam od znacky Tamaris, u
niZ nabidka kon¢i s velikosti 43, ale naSté€sti mi skvéle padne. Z dalsih internetovych
obchodl mé¢ napadé naptiklad jadi.cz, kde si kupuju znacky jako Rieker, Gabor, ale to jsou
po vétsing letni kousky. No a pak snad klasika Converse, Nike, Adidas, Graceland,

Andypola, akorat zrovna u Nike mi vadi velmi uzké stiihy.

S.: Jaka je dle vaSeho ndzoru soucasna situace na trhu s nadmérnou velikosti bot?

S. T.: ,,Ur¢ité neni Spatnd. Pied deseti lety to bylo mnohem hors$i a dnes uz boty ve vétsi
velikosti opravdu najdete. Otazka je, jestli si mladé sleny dovoli naptiklad s nohou 45 dat
do bot az pét tisic. Protoze u Znacky Gabor si vyberu témét bez problému, ale kdybych
nepracovala na sou€asné pozici v praci, tak urcité pét tisic do bot neddm, to bez debat. Tim
ale nechci fict, Ze je situace dobra. KdyZz mate mensi nohu, tak se vads nadmérné velikosti
netykaji a alespon dle nabidku na trhu soudim, Ze si i vyrobci bot mysli Ze je nas malo a ze

to neni jejich problém. “
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S.: Je pro vas dulezité si obuv vyzkouset?
S. T.: ,,Kdybych méla tu prilezitost, tak ano. Ale bohuzel vétSina znacek, od kterych

objednavam, mi to neumoziuje. “

S.: Stézuje vam néjakym zplisobem vase velikost obuvi vybér pii nakupu?
S. T.:,,V soucasnosti uz vim, kam se podivat a jaké stfihy a znacky mi sedi. V minulosti to

bylo velmi zI¢, ale je o tom hledat. *

S.: Ktery typ obuvi je nejproblematictejsi sehnat?

S. T.:,,Asi to bude znit smésné¢, ale preztivky. V mém cisle pantofle najdete, ale ja bych radsi
papucky a nejlépe mekké a kvalitni, tfeba 1 z viny na zimu. Jedny jsem dostala minuly rok
na Vanoce, ale to bylo pry zacatecnické $tésti na Ebayi a kdyz jsem si chtéla potidit druhy

par na chatu, bohuzel jsem je uz nenasla. “

S.: Musite brat v potaz né¢jaké zdravotni aspekty pii vybéru obuvi?
S. T.: ,,Ano, trpim na kiecové Zily, takZe se snazim vyhybat extrémné vysokym podpatkiim

a vybirat si boty, které mi padnou a nebudu co chvili myslet na to, az se z nich vyzuju.*

S.: Uz jste si nékdy koupila panskou obuv? Jestlize ano, o jaky typ bot se jednalo?

S. T.: ,,UZ je to néjaky ten patek, ale diiv jsem nakupovala v panském opravdu ve velkém.
(smich). Zejména lodicky byly pfed par lety velmi problematické, takze jsem nakupovala
z eshopu urcenych pro muzské pohlavi, které si libuje v podpatcich, jestli se chapeme
(smich). Boty byly kvalitni, sed€ly mi, a pfestoZze by se nad tim ne jeden clov€k urcité
pozastavil, pro mé to byla jedind mozZna alternativa. Kdyz si na to vzpomenu, je to snad i
Skoda, Ze tyto stranky uz nefunguji, protoZe nékteré z téch bot mam schované jesté dodnes

a jsou stale krasné (povzdech). «

S.: Jak vnimate situaci, kdy zZena nakupuje boty v panském odd¢leni?
S. T.: ,,Nic proti tomu nemam. Jsou to pfeci jenom boty a nékdy je panské zbozi mnohem

1épe zpracované nez to damské. ,,
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S.: Je to pro vas dulezity faktor ceny?
S. T.: ,,Neni. Jak uz jsem fekla, rada si dopfeju a jestli si mam koupit nekvalitni levny par,
nebo jeden kvalitni, vZdy si vyberu ten drazsi. Nechci samoziejmé fict, ze boty v akci nebo

za niz8i cenu jsou Spatné, to rozhodné¢ ne, ale za vyssi cenu uz ocekavate jakysi standart.*

S.: Jak casto si pofizujete nové boty?
S. T.:,,Kdyz mam cCas je nakupovat (smich). VétSinou kazdy mésic alesponi dva pary, protoze
se jedna o dulezitou soucast mé prezentace v praci. V 1ét¢ jich ale nakupuju mnohem vic,

protoze mam dovolenou a to je vzdy obdobi novych botd (smich).

S.: Uvitala byste ve Zlin¢ dal$i obuvni obchod pro Zeny s nadmérnou velikosti bot?
S. T.: ,,Samoziejmé. Boty si kupuji rada a vzdy uvitam cerstvé ndpady a nové kolekce. Navic,
neni na ¢asu, aby nakupovani bot ve vétsich &islech piestalo byt tak komplikované? Ceakam

na to uz peknych par let, takze bych se rada dockola (usmév). “
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Interview 8, V. S.., Age 20

S: Popiste mi, jak to bézné vypada, kdyz jdete nakoupit novy par obuvi.

V.S.: (odmlka, pfemysleni) VétSinou se vydam spolecné s pritelem na nakupy a v rdmci nich
projdeme i rizna obuvnictvi. Jako studentka mam slevy u Bati a vétSinou se podivame pravé
tam, protoze pfitel ma tuto znacku velmi rad. Ja nosim 43 a on 48, takze hledani novych bot

neni zrovna prochazka rizovym sadem. *

S: Pokud nakupujete v kamenném obchodé¢, kolik obchodi musite obejit, nez najdete vasi
velikost?

V.S.: ,,KdyZ jsem v neznamém mésté tieba na dovolené a potiebuji akutné nové boty, tak
klidné 1 pét obchodt, nez najdu mé ¢islo. Ve Zliné madm zndmé, ktefi pracuji v obuvnictvi,
takze mi daji védét, kdyz nékde vidi moji velikost, nebo zrovna na pfitele a nemusim tak

zdlouhavé prochazet v§echny obchody. “

vvvvvv

V.S.: ,Nejhtife shanim kozacky, protoze mam sice velkou velikost bot, ale zaroven i tizka
Iytka. Hodné kozacek pak divné odstava. (ticho, odmlka) KdyZ se nad tim zapfemyslim,
nejvetsi problém mi délaji boty, které by byly jednoduché ¢erné, koZzené, kotnikové boty bez
ozdob a bez podpatki. Nikde takové nemaji. K lodickdm a vysokym podpatkiim obecné se

nevyjadfuji, nenosim je viibec, protoze i bez podpatkill jsem vysoka az at (smich).

S: Jaky typ obuvi naopak seZenete bez problémt a vzdy?

V.S.: ,,Kvalitni tenisky a baleriny. “

S: Sezenete obuv vzdy ve vasem Cisle, kdy ji pottebujete?
V.S.: ,,Rekla bych, Ze ne. KdyZ ji nepotiebuji, mam to §tsti a narazim na ni pii nakupu
rohlikli (smich) a kdyz se cilené divdm napiiklad v 1ét€ po sandalkach, absolutn€ na to

nemam $tésti a chodim pak jen v teniskach.*

S: Davate ptednost kamennym obchodiim nebo internetovym eshopiim?
V. S.: ,,Asi kamennym obchodiim, protoze ddm na doporuceni rodiny a kamaradek, které¢

maji také vétsi nohu. Parkrat jsme s holkama délaly vétsi objednavku ze Zootu a Bonprixu
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a vSechny boty sed€ly suprové. Piesto si boty ale radéji vyzkousim a o$§ahdm, protoze tfeba

tenisky s glitry ¢astokrat pichaji a nejsou viibec pohodlné. “

S.: Kde nejcastéji nakupujete boty?

V. S.:,,Urcité uz zminovany Bat’a, ale taky Deichmann, Humanic a specializované prodejny
nadmérné obuvi. Vim, Ze je jeden obchod pobliz Zlatého Jablka ve Zlin€, ale nikdy jsem si
kvali vzhledu nevybrala, takze jezdim do Brna. No, a potom tedy vyjimecn¢ objednavam i

z internetu, jenomze to je risk, nikdy nevite, co vam pfijde a nebo nepiijde. «

S.: Jaké je dle vaseho nézoru soucasna situace na trhu s nadmérnou velikosti bot?
V. S.: ,,Dle mého nézoru neni dostate¢na. Casto nenachizim boty, které by sedély k mému

stylu. Velké mnozstvi nadmérné obuvi je spiSe na starsi Zeny. “

S.: Musite brat v potaz n¢jaké zdravotni aspekty pii vybéru obuvi?
V. S.: ,,NaStésti ne. Neumim si pfedstavit, Ze pii takové velikosti bych musela myslet jesté

na néco jiného (smich).

S.: Uz jste si nékdy koupila panskou obuv? Jestlize ano, o jaky typ bot se jednalo?

3

V. S.:,,Ja pfimo ne, ale jiz zminéné spoluzacky si béZné kupuji sportovni obuv v panském.*

S.: Jak vnimate situaci, kdy zZena nakupuje boty v panském odd¢leni?

V. S.: ,,Kdybych méla mensi nohu a neznala nikoho s nadmérnou velikosti, asi by mi to
kupovat panskou obuv, ale co kluci? (odmlka) Tatka mé velikost padesat, a to jsou teprve
lode (smich). Hlavné chudak vzdy zéapasi, aby mé&l vilbec v ¢em chodit. Situace u muza

s nadmérnou velikosti vidim mnohem ¢ernéji. “

S.: Je to pro vas dulezity faktor ceny?

V. S.: ,,Ano. Stéle jesté studuji a kdyZz to piijde, budu pokracovat, a i kdyz mam brigadu,
rozhodné si nemtizu dovolit dat vétSinu rozpoctu za boty. Snazim se divat po slevach a
zéaroven hledat boty takové, jaké bych chtéla. Urcité to neni tak jednoduché jako kdyz mate
nohu 43 nebo mensi, ale jde to. Kupuju si boty vétSinou do tisicovky, balerinky levné;jsi,

vétSinou kolem péti set, ale ve slevach se mi mnohokrat podafilo ulovit boty za par stovek.

(13
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S.: Jak casto si pofizujete nové boty?
V. S.:,Rekla bych kdyZ je potiebuji, ale lhala bych. KdyZ se mi boty libi a jsou za dobrou

cenu, beru je. I kdyby to mélo znamenat, Ze uz je to tieti par v mésici. «

S.: Uvitala byste ve Zlin¢ dal$i obuvni obchod pro Zeny s nadmérnou velikosti bot?
V. S.: ,Ur¢ité bych to brala. Snad se v budoucnu otevie i obchod pro muze s nadmérnou

velikosti, aby m¢l tatka v ¢em chodit.”
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Interview 9, T. L.., Age 18

S.: Jak to bézn¢ vypada, kdyz jdete nakoupit novy par obuvi?

T. L.: ,,Nejcasté&ji si boty jdu koupit, kdyz uz neunosim ty, které¢ zrovna mam, nebo kdyz me
zaujme reklama na internetu. Chodim do riznych obchodt, akordt je mé Cislo cCasto
vyprodané, protoze je nadmérné. Nejcastéji zajdu do Pepca nebo do Kiku, kde maji i panskou
obuv, kterd je pohodlna a hodi se na sport. Zavodné béham, takze jsem bohuzel takovy nicitel
bot, a prestoze jsem méla uz par kvalitnéjSich kouskt, zjistila jsem, ze kvalita byla Gplné
stejna, jako prave ve zminovaném Pepcu nebo Kiku. Tak pro¢ zbyte¢né utracet. Navic kupuji

boty ve velikosti 42 a ta v panskych teniskach vétSinou zlstava. «

S.: “SeZenete obuv vZdy ve vasem ¢isle, kdy ji potiebujete?

T. L.: ,,Ano, ale nemtizu si vybirat, nebo alespon v damské kategorii. “

S.: Davate prednost kamennym obchodiim nebo internetovym eshoptim?

T. L.: ,Je mi to celkem jedno, hlavni, Ze boty najdu. Koupila jsem dobré boty jak
v kamenném obchodg¢, tak také online a naptiklad na Aliexpressu nemaji viibec Spatny vyber.
Ridila jsem se vzdy tabulkou velikosti, a i kdyZ byly objednané tenisky panské, ub&hla jsem

s nimi hodné€ naro¢ny zavod a stale vypadaji dobte. “

S.: Pokud nakupujete v kamenném obchodé, kolik obchodl musite obejit, neZ najdete vasi
velikost?

T. L.: (ticho, pfemysleni) ,,Ve chvili, kdy si nechci koupit panské a shanim naptiklad
spolecenskou obuv, tak pomérné hodné (smich). Nemam rada pfili§ vysoky podpatek,
protoze pak boty skoro nenosim, takZe si radé€ji vybiram balerinky, nebo mokasiny. Hodné
z nich je ale velmi tzkych anebo dost nekvalitnich, takze mi takovy nakup zabere 1 ptl dne,

nez objevim néjaké, které mi opravdu sedi a nepiijdu je na druhy den vratit.

S.: Jaké je dle vaseho nézoru soucasna situace na trhu s nadmeérnou velikosti bot?

T. L.:,,Tim si nejsem uplné jista. Nechci fict Ze uplné Spatnd, protoze vim o znackéch které
nabizeji nadmérné velikosti, jenom jsou v jiné cenové kategorii. Spis bych fekla, zZe je velmi
nedostate¢na pro nas studenty, nebo obecné€ osoby, které do bot tak moc neinvestuji a chtéji,

aby jim alespoii jednu sezénu vydrzely.
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S.: Kde nejcastéji nakupujete boty?

T. L.: ,, Tak naptiklad to Pepco, Kik, nebo Deichmann a rizné mddni obchody, které nejsou
prevazné zamérené na boty. Tieba Gate a New Yorker. Z online jednozna¢né Aliexpress,
Ebay, ale i Amazon nebo rtizné bazary a facebookové skupiny. Rad¢ji si koupim vic
levnéjSich para které mazu stridat, nez jedny, u kterych nevim, jestli se mi nerozpadnou a
pak mi je v obchodu nevyméni, Vétsinou si kupuji boty kolem 500, ale uz se mi nékolikrat
podafilo koupit posledni par za dvé stovky (asmeév). Naopak se to potom vyrovna cené
zimnich kozacek, které si kupuju mezi jednim a dvéma tisicci. Boty mi ale plati rodice, nebo

si je platim z kapesného a brigad.

S.: Je pro vas dulezité si obuv vyzkousSet?

T. L.: ,,Neni to pro m¢ Upln¢ primarni. KdyZ objedndvam boty z Aliexpressu, té¢Zko si boty
vyzkousim a stejné tak z ostatnich internetovych stranek. V obchod¢ si boty zkousim vzdy
arada se v nich chvili prochdzim, abych véd¢la, ze mé urcité nebudou nikde tlacit ani Skrtit.
Pokud by to ale znamenalo, Ze si budu muset za boty pfiplatit, radéji si pofadné piectu

rozméry a koupim je online. “

S.: Stézuje vam néjakym zplisobem vase velikost obuvi vybér pii nakupu?
T. L.: ,,Kdybych méla mensi nohu, urcit€é mam lepsi moznosti z hlediska nabidky. Naopak
s vE&ts$i nohou by to pro mé& bylo mnohem slozitgjsi, takZe jsem rada, jakou mam, bez urazky

(smich). Vybér se mi samoziejmé nékdy zuzuje, na barevné boty clovék moc nepftijde.”

vvvvvv

T. L.: ,,Boty do spolecnosti jsou takové problematictéjsi. Nemam rada vysoké podpatky a
zda se mi, Ze nam vyrobci nedavaji moc na vybér. Lodicky byvaji mnohdy hrozné t&zké a

z takovych bot mé velmi rychle boli nohy. “

S.: Jaky typ obuvi naopak sezenete bez problému a vzdy?
T. L.: ,,Hm, asi holinky a slip—on. Rada chodim do pfirody, a tak jsou holinky nutnosti.

Nemam tedy rada ‘ty klasické vysoké az po lytka, ale kupuji si kotnikové. “

S.: Musite brat v potaz né¢jaké zdravotni aspekty pii vybéru obuvi?

T. L.: ,,Nastésti nemusim. “
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S.: Jak vnimate situaci, kdy Zena nakupuje boty v panském odd¢leni?
T. L.: ,,V dne$ni dob& mi to pfijde normalni. Cesko je mozna jesté trochu konzervativni
v tomto smeéru a soudi vSechno co je jiné, ale kde si mam jinak koupit boty, kdyz je potiebu;ji?

Nebudu pfeci chodit bosa. *

S.: Jak casto si pofizujete nové boty?

T. L.: ,,Podle nabidky v obchodech, ale da se fict, ze mam troje boty na sezoénu.“

S.: Vite o né¢jakém kamenném obchodé s damskou nadmérnou velikosti bot ve Z1in¢?
T. L.: ,,Znam pouze ty, do kterych sama chodim. Takze Deichmann, CCC, Hervis,

Sportsimo, ale obecné tady neni moc obchodii zaméfenych praveé na vétsi velikosti.

S.: Uvitala byste ve Zlin¢ dal$i obuvni obchod pro Zeny s nadmérnou velikosti bot?
T. L.: ,,Uvitala, hlavn¢ proto, ze by existovala kone¢n¢ né¢jaka konkurence a jednak by byl

vEtsi vybér, ale taky snad jiné, nizsi, ceny.”
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Interview 10, N. S., Age 19

S.: Popiste mi, jak to bézné vypada, kdyz jdete nakoupit novy par obuvi.

N. S.:,,Kdybych mohla, nekupovala bych boty viibec (povzdech). Mam velikost 46 a vybrat
nové boty je hotové peklo. (odmlka) Tenisky si kupuji jenom panské a opravdu mi vadi, ze
jde poznat, ze se jednd o panské boty. Dovolim si fict, Ze zavidim Zendm s mensi velikosti
bot. Obuv mi kupuji rodice, a tak po nich nemiazu chtit, aby mi kupovali drahé boty od
znacky Gabor nebo z Andypoly. Snazim se proto shanét néco po bazarech, znamych,

internetovych forech, ale i tak mam opravdu velky problém pti koupi novych bot.

S.: Sezenete obuv vzdy ve vasem cisle, kdy ji potifebujete?
N. S.:,,Boty si nemiizu vybirat a jsem rada, kdyz se mi viibec podati sehnat alespoti dva pary
na sezénu. S moji velikosti si nemizu vybirat a jsem odkézana na to, co zrovna obchody

nabidnout, byt’ se mi to nelibi. “

S.: Pokud nakupujete v kamenném obchodé, kolik obchodli musite obejit, nez najdete vasi
velikost?

N. S.:,,Panskou obuv seZenu viude. (zamysleni) Damské boty jsou ale problém, protoZe i
kdyz jdu do specializované prodejny, ktera je tady ve Zlin¢ pobliz centra, 46 je hned
vyprodand. Objedndvam z Bopnrixu, kde maji velikosti az do 47, ptestoze ve 47 a 46 jsou
spiS unisex kateogorie. Rozhodné se ale neda fict, Ze bych méla stdlou znacku, od které bych

nakupovala, protoze shanim boty narazové a podle piilezitosti.

S.: Jaké je dle vaseho nézoru soucasna situace na trhu s nadmeérnou velikosti bot?

N. S.:,.Silena. Nechapu, ze vyrobci stale nefesi fakt, ze kdyz za posledni roky piibylo tolik
vysokych osob, tak snad 1 ony potiebuji boty. Myslim, Ze kazdy ma v zivoté n¢jaké uskali,
které musi fesit, ale aby mezi né patfil i vybér bot, to se mi zda zbytecné. Nedavno jsem
musela jit na ples, a protoze jsem neméla ¢as na shanéni lodic¢ek, musela jsem jit v teniskach.
Stydéla jsem se, ale neméla jsem zrovna zadné pé€kné boty k Satim a bylo to hodné
nepiijemné. Takze po tomto veceru mi asi date za pravdu, Ze 1 kdyz jsme v mésté Bati, boty
prosté chybi a hlavné kamenné prodejny, kde by bylo mozné si botu vyzkouset. Klidné si

pfilatim, ale chci vidét Ze botu obuji a nebudu mit za chvili v§ude otlaceniny. “
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S.: Kde nejcastéji nakupujete boty?

N. S.:, Neméam znacky, ke kterym bych se pravidelné vracela, ale za poslednich par let jsem
nakoupila boty naptiklad od pani Urbankové z Moravskych Budé¢jovic, kterda ma obchod
pravé s nadmérnou obuvi. Z internetu uz zminény Bonprix a poté Amazon, About You a

ruzné bazary.*

S.: Ktery typ obuvi je nejproblematictéjsi sehnat?
N. S.: ,Mozna znim uZ opravdu pesimisticky, ale vechny. Tenisky jsem si snad nikdy
nekoupila takové, které by se mi libily, mozna kdyZz jsem byla jest¢ mensi. No a balerinky

jsem si koupila pouze dvakrat, pticemz jedny z nich byly délané na zakazku..“

S.: Musite brat v potaz n¢jaké zdravotni aspekty pii vybéru obuvi?

N. S.:,,Nastésti ne. Nevim, co bych délala, kdybych musela vybirat boty jesté vic specialng.

S.: Jak vnimate situaci, kdy Zena nakupuje boty v panském odd¢leni?

N. S.:,,Alespon ja si to velmi uzivam, protoZze mam alespon na chvili pocit, Ze na mé nékde
maji boty (smich). Kdyz se jedna o sportovni boty, nebo tenisky, snazim se vybirat takové,
které¢ nejdou poznat, ze jsou panské a poptipadé si je vZdy doma jesté i upravim, abych
nepotkala kamarada ve stejnych botach. Ze by mi to bylo ale piijemné, to uréitd ne. Muz si

bézné v ddmském nekupuje, tak pro¢ by méla zena. “

S.: Je to pro vas dilezity faktor ceny?
N. S.:,,Viéi rodi¢tim ano. Vybiram si levnéjsi pary kolem péti stovek. Kdyz potiebuju zimni

boty, vypoméham v obchod¢ s oble¢enim a vzdy si z vyplaty néco pfispéju.

S.: Vzpomnéla byste si, v jaké hodnoté si bézné kupujete boty?
N. S.: ,,Vétsinou mezi 500 az 1 000, ale zpravidla panské tenisky jsou mnohem levn&jsi a

nerozpadnou se pii prvni piilezitosti (smich). Zimni kolem tisicovky.*

Jaky mate nazor na nabidku nadmérné obuvi ve ZIling?
»Je to hrozné. Vzdy kdyz vidim filmy, ve kterych maji hlavni postavy cely Satnik vénovany
jenom botach, povzdechnu si nad nabidkou ve Zlin€ a viilbec obecné. Moje velikost nohy mi

neuvéfitelné komplikuje Zivot a kazdy rok doufam, ze se to tfeba zméni.”
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APPENDIX PIII: THE INVERVIEW QUESTIONS
Popiste mi, jak to bézn¢ vypada, kdyz jdete nakoupit novy par obuvi.
Jaka je vaSe velikost bot?
Sezenete obuv vzdy ve vaSem (Cisle, kdy ji potiebujete?
Pokud nakupujete v kamenném obchodé, kolik obchodl musite obejit, nez najdete vasi
velikost?
Jaka je dle vaseho nazoru soucasna situace na trhu s nadmérnou velikosti bot?
Kde nejcastéji nakupujete boty?
Davate prednost kamennym obchodiim nebo internetovym eshoptim?
Je pro vas dulezité si obuv vyzkouset?
StéZuje vam né&jakym zpisobem vase velikost obuvi vybér pii nakupu?
Ktery typ obuvi je nejproblematictejsi sehnat?
Jestlize je urcity typ obuvi obtizné zakoupit, pro¢ myslite ze je tomu tak?
Jaky typ obuvi naopak sezenete bez problému a vzdy?
Musite brat v potaz néjaké zdravotni aspekty pii vybéru obuvi?
Uz jste si nékdy koupila panskou obuv? Jestlize ano, o jaky typ bot se jednalo?
Jak vnimate situaci, kdy zena nakupuje boty v panském odd¢leni?
Je to pro vas dulezity faktor ceny?
Vzpomnéla byste si, v jaké hodnotée si bézn¢ kupujete boty?
Jak Casto si pofizujete nové boty?
Vite o né¢jakém kamenném obchodé€ s ddmskou nadmérnou velikosti bot ve Z1ing?
Jaky mate nazor na nabidku nadmérné obuvi ve ZIling?

Uvitala byste ve Zlin¢ dalsi obuvni obchod pro Zeny s nadmérnou velikosti bot?



