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ABSTRAKT

Hlavnim tématem diplomové prace je zlepSeni marketingové komunikacni strategie
produktii vybrané spolecnosti ptuisobici na ¢eském trhu. Cilem prace je vytvofit projekt
obsahujici novou marketingovou komunikac¢ni strategii, kterd podpofi vniméani vybranych
produktti spolecnosti v ¢eském prostiedi. Prace zahrnuje nékolik analyz, véetné SWOT
analyzy, 5C analyzy, analyzy soucasného stavu marketingové komunikace produkta
a analyzy konkurence. Dale jsou soucasti prace prodejni analyza produktd, ktera slouzi
k nastaveni cilti pro rok 2025, marketingovy plan a analyza klicovych slov (SEO) za ti¢elem
optimalizace webovych stranek jako jednoho z hlavnich komunikac¢nich kanald firmy.
Vysledky téchto analyz pfispéji k vytvoreni nové komunikacni strategie produkti, ktera je

pfedstavena v praktické ¢asti projektu.

Kli¢ova slova: Marketingova komunikace, Komunikaéni mix, Lead management,

Marketingovy plan, Komunikacni strategie



ABSTRACT

The master thesis focuses on developing an improved marketing communication strategy for
products of a selected company operating in the Czech market. Its primary objective is to
design a new marketing communication strategy that enhances the perception of the
company’s selected products within this market. The thesis involves various analyses,
including a SWOT analysis, 5C analysis, an evaluation of the current state of product
marketing communication, and a competitive analysis. Additionally, it includes a sales
analysis to inform goal-setting for 2025, the development of a comprehensive marketing
plan, and a keyword analysis (SEO) aimed at optimizing websites as one of the company’s
primary communication channels. The findings of these analyses will contribute to

establishing a revised communication strategy for the company’s products.

Keywords: Marketing communication, Communication mix, Lead management, Marketing

plan, Communication strategy
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INTRODUCTION

The selected company operates as a strategic global partner specializing in tooling and
equipment solutions. It provides high-quality, reliable tools and pioneering innovations
through two flagship brands, as well as other leading partner brands, thereby offering
customers the convenience of sourcing products from a single source.
This master’s thesis is dedicated to developing a project aimed at enhancing the product
marketing communication strategy for the selected company within the Czech market.
The primary objective is to design a marketing communication strategy that improves the

perception and awareness of selected products among target customers in the Czech market.

The theoretical component of the thesis presents fundamental concepts related to
marketing communication and product communication strategies. It further incorporates
relevant marketing models, including those concerning segmentation, targeting,
and positioning (STP), alongside RFM analysis, which examines the purchasing behaviours
of existing customers to facilitate the development of more customer-centric messaging.

The theoretical insights serve as a foundation for the subsequent practical application.

In the current dynamic and rapidly evolving market environment, it is imperative for
organizations to remain attuned to prevailing trends. Given the extensive competition
offering similar products and services, the formulation of an effective marketing
communication strategy is critical for attracting new customers, nurturing existing
relationships, and providing targeted solutions to emerging customer needs.
This thesis includes an analysis of the current state of marketing communication within the
selected company, complemented by a competitive analysis. Insights derived from these
analyses are intended to inform decision-making processes regarding the establishment
of a new marketing communication strategy. Furthermore, the thesis incorporates a SWOT
analysis and a 5C analysis. The SWOT analysis identifies the company’s internal strengths
and weaknesses, as well as external opportunities and threats, whereas the 5C analysis

provides a broader contextual framework for strategic decision-making.

An evaluation of customer experience and satisfaction concerning the company’s
services and product portfolio is also undertaken and is closely aligned with the SWOT
analysis. In addition, recognizing the critical role of lead generation and management in

contemporary business operations, the thesis examines the selection and effectiveness of
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communication channels in generating new leads, thus ensuring a comprehensive approach

to lead management within the practical framework.

The practical part of the thesis centres on the development of a project aimed at refining
the marketing communication strategy for the selected products of the chosen company in
the Czech market. This section presents specific recommendations for improvement and

includes a detailed analysis of project timelines, costs, and associated risks.
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OBJECTIVES AND METHODS OF THESIS DEVELOPMENT

The primary objective of this thesis is to develop a project aimed at improving the
product marketing communication strategy for a selected company operating in the Czech
market. The purpose of enhancing the marketing communication strategy is to expand brand
awareness, achieve exponential growth of selected products among targeted customer
groups, acquire new customers, increase the e-shop conversion rate, and strengthen the

company's market share within the Czech market.

The partial objectives of this thesis include proposing a new marketing communication
strategy for the selected products, identifying suitable communication mix tools, and

implementing them, with a particular emphasis on online marketing communication.

The main methods employed involve monitoring key competitors regarding their
marketing communication strategies for similar products. The methodological framework
includes a SWOT analysis, a 5C analysis, and an assessment of the current state of the

selected company's marketing communication activities.

An integral part of the research is the sales analysis, which assists in identifying the
products that should be prioritized within the marketing communication plan for 2025.
Additionally, keyword analysis plays a crucial role, serving as a basis for search engine

optimization (SEO) efforts.

The analysis of the selected company's current marketing communication was
conducted using internal sources, particularly focusing on the availability of marketing
materials, the design and selection of price promotions and innovations, the utilized
communication channels, and an overview of the services related to the relevant product
groups. Subsequently, a comparative analysis between the selected company and its
competitors was carried out. This comparison evaluates marketing activities, identifies

opportunities for differentiation, and highlights areas of competitive strength and weakness.

The SWOT analysis, particularly concerning strengths and weaknesses, was based on
the results of a questionnaire survey targeting customer satisfaction with the company, its
product portfolio, and the services provided. Strengths identified through this process are
intended to be integrated into the communication and messaging strategies for the selected
products. The data utilized for this analysis were sourced from internal market research
conducted by the company. Opportunities and threats were identified through a PESTEL

analysis, developed as part of the broader 5C analysis. The sales analysis was conducted
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using primary data provided by the company's product management team. Due to the high
confidentiality of the data, only the final conclusions of the analysis are presented, offering
insights into the main products on which the company will focus its marketing
communication efforts in the upcoming year. Keyword analyses were conducted using tools
such as Google Search Console and the Sistrix application to optimize search engine
visibility.

The final project developed to improve the marketing communication strategy for the
selected company's products was subjected to a cost, time, and risk analysis to ensure its

feasibility and effectiveness.
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I THEORETICAL PART



16 TBU in Zlin, Faculty of Management and Economics

1 MARKETING COMMUNICATION

This chapter explores the concept of marketing communication, beginning with its definition
and progressing to an examination of strategic marketing planning and the marketing mix.
It provides an in-depth analysis of the marketing communication mix, outlining its
constituent tools and highlighting the distinctions between traditional communication
methods and contemporary digital communication tools. Furthermore, the chapter
investigates established marketing communication models, with particular attention to the

AIDA and DAGMAR framework.

1.1 Definition of marketing communication

According to Baines, Paul; Fill, Chris and Page, Kelly (2019, p. 264), marketing
communication is categorized under the promotional component of the marketing mix,
focusing on promoting the company’s brand or its offerings across products or services. The
nature of marketing communication varies depending on the target market. B2C marketing
communication differs significantly from B2B communication, primarily due to the limited
use of mass media in B2B markets, which are generally smaller than consumer markets.
Both types of markets employ advertising to convey messages that influence attitudes and
behaviors, enhance perceptions of the company, and increase knowledge about its products

or services (Zimmermann, Blythe, 2014, p. 294).

The primary goals of marketing communication include delivering information,
fostering awareness of the company and its products or services, persuading customers, and
generating interest in the company’s offerings. It also serves to differentiate similar products,
reinforce messages, and provide control. Additionally, marketing communication should

offer value to customers and aim to be engaging and entertaining (Copley, Paul, 2018, p. 8).

Zimmermann and Blythe (2014, p. 300) assert that developing a marketing
communication program is an essential first step in designing targeted communication
strategies for specific audiences in B2B markets, as illustrated by the scheme titled

"Marketing Communication Program."
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Figure 1: Marketing Communication Program
(source: Zimmermann and Blythe, 2014, p. 302)

First, marketing objectives aligned with corporate goals must be established. It is not
advisable to use vague, unmeasurable objectives, as they make it difficult for the marketing
communication manager to determine whether the campaign achieved its goals upon
completion. Zimmermann and Blythe (2014, p. 302) recommend setting measurable
objectives, such as “Increase the sales of product XY by 20%.” Simultaneously, the target
audience should be identified. Once objectives are set and target groups are defined, the
appropriate marketing communication channels must be selected. B2B audiences have
distinct needs compared to B2C, making it crucial to address the consumer's current
challenges and obstacles within their organization (Zimmermann and Blythe, 2014, p. 301).
After selecting the media and crafting a compelling message, the evaluation phase begins
post-campaign. Managers can then compare the results against the objectives to assess the
return on investment. If necessary, optimization of the campaign is undertaken

(Zimmermann and Blythe, 2014, p. 301).

1.2 Strategic Marketing Plan

Jakubikova, Dagmar, and Janecek, Petr (2023, p. 87) define strategic planning
as a systematic and rational evaluation of market and business tasks derived from
overarching business and marketing goals. Strategic planning encompasses several critical
steps that companies must consider to achieve their objectives. These steps begin with
a situational analysis accompanied by a future prognosis, followed by the establishment

of marketing objectives, the formulation of marketing strategies to achieve these goals,
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and the development of marketing programs and budgets. The process concludes with the
evaluation and monitoring of campaign performance. This final stage aids in revising goals,

refining strategies, and optimizing programs.

According to Hadzhi, Minure, Kerimova et al. (2024, p. 4), the effectiveness
of a marketing strategy is closely tied to its alignment with consumer needs and demands,

as well as the capabilities and resources of the implementing enterprise.

1.3 Marketing mix

According to Copley, Paul (2018, p. 2) the fundamental marketing concept focuses on
identifying and satisfying customer needs through marketing activities to achieve predefined
objectives. This concept is traditionally based on the 4P’s of the marketing mix, though
modern approaches incorporate the 7P’s. Marketing communication is described as a broad

form of communication relevant to marketing.

Tylor, Heidi (2017, p. 106) identifies four essential elements of marketing: brand,
strategy, customers, and measurement. Understanding these fundamentals alongside the 4P’s
is crucial. The marketing mix is viewed as a set of actions designed to enhance brand
awareness, promote products or services, and engage customers. Tylor (2017, p. 107) also
notes that the 4P’s have grown in complexity, leading to the adoption of the 7P’s, which

often integrate with the 4C’s customer-centric approach.

Hall, Simon (2017, p. 13) describes the marketing mix as a framework for strategizing,
planning, and executing marketing activities. It can serve as a checklist for marketing

departments during strategy development and implementation, while also improving internal

Physical
evidence

Marketing
mix
Processes

Figure 2: 7Ps marketing mix

communication.

(source: Taylor, Heidi, 2017, p. 108)
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Figure 3: 4Cs marketing mix
(source: Taylor, Heidi, 2017, p. 108)

1.3.1 Product

According to Taylor, Heidi (2017, p. 108), products are designed to address customer
problems and fulfill their needs. An integral aspect of this process is offering solutions with
a competitive advantage, emphasizing the importance of differentiation from competitors.
From a modern perspective, Mada, Yudhi Prasetya (2024, p. 42) integrates products into the
domain of experiences using the 4Es framework, which aligns with the 4P:4C
customer-centric model. This approach highlights that products are no longer perceived

merely as commodities but as means to deliver memorable experiences to customers.

1.3.2 Price

Customer satisfaction is increasingly crucial, with Mada, Yudhi Prasetya (2024, p. 38)
likening it to evangelism. Satisfied customers can evolve into brand advocates by sharing
their positive experiences, thereby enhancing brand awareness. Selecting appropriate
channels is essential for decisions regarding the distribution, positioning, and sale of tangible
products or intangible services. It also plays a significant role in engaging with

and interacting with customers effectively (Taylor, Heidi, 2017, p. 109).

1.3.3 Promotion

The final element of the traditional 4Ps, promotion, is regarded as a tactical component.
Its primary goal is to differentiate the offerings and generate demand for them (Taylor, Heidi,

2017, p. 109).
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1.3.4 People

Taylor, Heidi (2017, p. 110) emphasizes the role of people as a crucial component
of the marketing mix. This category encompasses the entire spectrum of individuals involved
in creating value for customers, including both internal personnel and the target audience to

whom products or services are sold.

1.3.5 Processes

The resources, support systems, and processes within an organization play a vital role
in determining its ability to deliver services, including marketing. Processes address key
aspects such as human resource requirements, financial capacity, and the skills essential for
creating a lasting customer experience. They also focus on the utilization of available

systems and technology to optimize service delivery (Taylor, Heidi, 2017, p. 110).

1.3.6 Physical evidence

According to Taylor, Heidi (2017, p. 110), physical evidence can refer to tangible
locations such as stores or buildings. However, from a marketing perspective, it primarily
relates to customer feedback and references following the consumption of a product or
service. It centers on customer perception and serves as a tactical element within the

marketing mix.

1.4 Marketing Communication Mix

The marketing communication mix serves as a strategic tool employed by companies
to persuasively convey customer value and foster strong customer relationships (Kotler,
Philip; Armstrong, Gary and Balasubramanian, Sridhar, 2024, p. 436). Mada, Yudhi
Prasetya (2024, p. 38) describes the marketing mix as comprising product, price, place,
and promotion, integral to both marketing theory and practice. Kotler, Philip; Armstrong,
Gary; Balasubramanian, Sridhar (2024, p. 437) highlight the evolving communication
landscape and the importance of integrated marketing communication (IMC). IMC
represents a sophisticated approach to mass media communication, aimed at promoting
standardized products to targeted customer segments. It emphasizes the integration and
coordination of organizational communication channels to deliver consistent and impactful
brand messaging, resulting in enduring customer engagement. As customers are inundated

with content from competing brands, there is a growing need for synchronized
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communication channels and consistency in clear messaging. This is achieved through

a blended mix of promotional tools, as outlined in the referenced scheme.

Advertising

"

Consistent, clear,
compeling
company and
brand messages

Personal
selling

Public
relations

Figure 4: Mix of promotion tools
(source: Kotler, Philip;, Armstrong, Gary; Balasubramanian, Sridhar, 2024, p. 438)

Baines, Paul; Fill, Chris; Page, Kelly (2019, p. 281) identify three main components of
the marketing communication mix: tools, media, and elements. The tools within the mix
include advertising, sales promotion, direct marketing, public relations (PR), and personal
selling. Wulansari, Nidia, and Tambunan, Halomoan Tigor (2024, p. 62) describe the
marketing communication mix as a strategy that combines tactics such as advertising, PR,
sales promotion, and direct selling to build brand awareness and influence customer
perceptions. Additional elements can include packaging design or customer service, which

further enhance the overall strategy.

1.5 Traditional marketing communication mix

Marketing communication comprises public relations, advertising, sales promotion,
and personal selling, as illustrated in the scheme "Mix of Promotion Tools" above.
Additionally, other crucial factors must be taken into account, as they influence the selection
and application of the promotional tools, as demonstrated in the scheme "B2B Marketing

Communication Mix" below (Zimmermann and Blythe, 2014, p. 303).
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Figure 5: B2B marketing communication mix
(source: Zimmermann and Blythe, 2014, p. 302)

According to Mada, Yudhi Prasetya (2024, p. 40), the traditional marketing mix,
centered on the 4Ps, as previously discussed in the above subchapter, serves
as a foundational concept. However, with markets becoming more dynamic than ever, there
is a growing shift towards a customer-centric approach. This approach emphasizes the

4Cs: customer (product), cost (price), communication (promotion), and convenience (place).

1.6 Modern marketing communication mix tool

According to Kotler, Philip; Armstrong, Gary and Balasubramanian, Sridhar (2024, p.
437), marketing communication has undergone significant transformation compared to
previous years. With markets evolving rapidly and customers becoming increasingly
informed through digitalization, marketers are shifting their focus towards micromarkets and
tailoring their strategies to specific areas. This contrasts with the earlier reliance on mass
media communication. The digital era provides a broader range of communication tools and
platforms, with digital and social media offering enhanced opportunities for precise

targeting, interactive, and engaging marketing communication models.
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Figure 6: The new marketing mix
(source: Hall, Simon, 2017, p. 16)

According to Hall, Simon (2017, p. 13), the marketing mix, closely aligned with the
marketing communication mix, is a framework used for strategizing, planning, and
executing marketing activities. Initially, the concept was centered on delivering the right
product to the right place at the right time, encapsulated in the 4Ps. However, in the context
of modern marketing communication, there is a growing need to adopt a customer-centric
approach. Despite these changes, one core principle remains unchanged: meeting customer

needs remains the ultimate priority.

Angelini, D. Gianni (2024, p. 113) explains that marketing communication strategy
falls within the promotion component of the marketing mix. It plays a critical role in
conveying key values to customers and persuading them to make a purchase. The
communication strategy may include advertising as a medium for presentation and
promotion, serving as an important source of information for customers. Other components

of the strategy include sales promotion and publicity.

Dimitriadis, Nikolaos; Dimitriadis Jovanovic, Neda; and Ney, Jillian (2018, p. 171)
describe communication as a brand's core message and personality, conveyed through
various channels and strategies. The communication mix consists of multiple forms of
communication employed by a brand to create meaning for its offerings and influence the

purchasing behavior of target groups. Five essential promotional tools to consider when
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promoting products or services include advertising, personal selling, public relations, direct
marketing, and sales promotion (Dimitriadis, Nikolaos; Dimitriadis Jovanovic, Neda; and

Ney, Jillian, 2018, p. 200).

1.7 Marketing communication model

According to Kotler, Philip; Kartahayam Hermawan; and Den Huan, Hooi (2017, p.
175), companies should focus on three key dimensions of marketing architecture: a. Strategy,
b. Tactics, ¢. Values. The subsequent step involves targeting specific market segments based
on the competitive landscape and the company’s advantages. Following this, the company
must position itself and its products in the minds of customers. Effective positioning relies

on strong differentiation, which is then integrated into the marketing mix.

Baines, Paul; Fill, Chris; and Page, Kelly (2019, p. 268) identify several communication
models, including the linear model, the two-step model, and the interactional model of
communication.

1.7.1 AIDA model

Baines, Paul; Fill, Chris; and Page, Kelly (2019, p. 283) describe the AIDA model as
a widely recognized and extensively utilized framework. This model outlines the stages

within the hierarchy of effects, which are illustrated in the scheme below.

[ Awareness ] [ Knowledge ] [ Liking ] [ Preference ] [ Conviction ] [ Purchase ]

Figure 7: Stages in the hierarchy of effects model

(Baines, Paul; Fill, Chris; Page, Kelly, 2019, p. 283)

According to Hague, Nick, and Hague, Paul (2018, p. 82), the AIDA model is
a communication framework representing the stages of Awareness, Interest, Desire,
and Action. However, it extends beyond this basic structure. Companies should also consider

a high-level customer journey map, which includes the following stages:
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o Awareness: Focuses on how customers first become aware of the company and its
offerings. This stage emphasizes corporate branding, corporate social responsibility (CSR),
word-of-mouth promotion, and overall public and potential client perception of the
company. (Hague, Nick, and Hague, Paul, 2018, p. 82)

 Interest: Explores how customers develop an interest in engaging with the company.
This involves examining the promotional materials, prospect materials, and special offers
provided by the company. (Hague, Nick, and Hague, Paul, 2018, p. 82)

e Decision: Centers on the factors that help customers decide to do business with the
company. (Hague, Nick, and Hague, Paul, 2018, p. 82)

e Service Set-Up: Involves the company's processes for onboarding new customers,
including site visits or assessments. (Hague, Nick, and Hague, Paul, 2018, p. 82)

e Service Delivery: Encompasses activities such as placing orders via phone, fax,
or email, delivering products, and handling customer service communications. (Hague,
Nick, and Hague, Paul, 2018, p. 82)

o Relationship Strengthening: Focuses on actions aimed at fostering long-term
relationships and delighting customers. This could include business development efforts,
free service extras, promotional support, or face-to-face visits. (Hague, Nick, and Hague,
Paul, 2018, p. 82)

e Concern: Addresses how the company manages customer concerns and complaints,
including complaint resolution processes. (Hague, Nick, and Hague, Paul, 2018, p. 82)

o Leave Factor: Examines what steps the company takes when a customer decides to
leave. (Hague, Nick, and Hague, Paul, 2018, p. 82)

o Return: Concentrates on strategies to win back former customers, answering the

question, “How can we regain lost customers?”’ (Hague, Nick, and Hague, Paul, 2018, p. 82)

1.7.2 Model DAGMAR

According to Daj, Alexis and Chirca Andreea (2009, p. 39), the DAGMAR model was
developed to establish measurable objectives for each stage of the communication process.
It aids the target group in building an understanding of the company and its offerings while
emphasizing campaign measurement and evaluation. The model outlines four levels of
understanding:

o Awareness: Recognizing the company, brand, products, or services.

o Comprehension: Gaining an understanding of the offerings.

e Conviction: Developing the belief or motivation to purchase the product or service.
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o Action: Making the purchase decision and completing the transaction.

1.7.3 The Linear model of communication

According to Baines, Paul; Fill, Chris and Page, Kelly (2019, p. 268) the linear model
is considered a fundamental framework for mass communication. It is referred to as "linear"
because each phase of the model occurs in a specific sequence, creating a clear progression.
The process begins with the source, often a company, identifying the issue that necessitates
the transmission of a message. This is followed by the encoding phase, where the company
selects appropriate words, images, symbols, and/or music to represent the intended message.

This encoded message is then transmitted through specific communication channels.

When the recipient receives the message, the process is referred to as decoding, which
involves the recipient interpreting and assigning credibility to the message. The final phase
is feedback, during which marketers assess whether the recipient has accurately decoded
and understood the intended meaning of the message. Monitoring feedback ensures that the

communication has been effective (Baines, Paul; Fill, Chris and Page, Kelly, 2019, p. 268).

1.7.4 The Two-step model of communication

While the linear one-step model is designed to directly communicate messages to
a specific target group, the two-step model is more complex, as it incorporates personal
influence between individuals. This model demonstrates the flow of information through
various media channels to a target audience, which other members consult for insights.
A key distinction in the two-step model is the involvement of influencers, who act as opinion
leaders or formers to shape perceptions and behaviors (Baines, Paul; Fill, Chris; Page, Kelly,

2019, p. 270).

1.7.5 An Interactive model of communication

The interactive communication model combines elements from both the linear
and two-step models into a unified framework. While the linear model focuses on
direct communication from the company to customers, the interactive model utilizes
various channels to engage with customers, allowing information to flow in multiple

directions (Baines, Paul; Fill, Chris; Page, Kelly, 2019, p. 271).
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2 PRODUCT MARKETING COMMUNICATION STRATEGY

This chapter explores the realm of product marketing communication strategies, which
are vital for achieving success and capturing the interest of targeted audience groups through
specific campaigns. It delves into the product lifecycle, a fundamental component
of marketing activity. The strategy is designed to deliver customer value, leading to
a detailed examination of customer value-driven marketing strategies. A key subsection
focuses on the STP model, which addresses segmentation, targeting, and positioning
as integral aspects of the strategy. Additionally, understanding the purchasing behavior

of existing customers is emphasized, supported by the use of the RFM model.

2.1 Concept

A product marketing communication strategy plays a crucial role in achieving success
in engaging with the target audience. In today's era of bloated information flow,
communication strategies must be meticulously crafted to effectively deliver impactful
messages to the intended audience. Marketing communication strategies are vital for shaping
consumer perception, building brand awareness, and driving potential purchase conversions

(Rizky, Ghina Khusnul Zulfikar and Majid, Nurkholish, 2023, p. 2601).

According to Kotler, Philip; Kartahayam Hermawan; and Den Huan, Hooi (2017, p.
125), the concept of positioning is central to marketing strategy. A product or service itself
can be considered a strategic element. Hakim, Ikhwanul (2023, p. 80) highlights that after
segmenting customers into distinct groups, the next step is targeting. Targeting involves
selecting specific customer groups and delivering the right message at the right time,

a process referred to as positioning.

2.1.1 Product lifecycle

The product is a fundamental element of any marketing activity, designed to fulfill the
wishes, needs, and expectations of customers. Product communication should be structured
in a way that offers customers a solution to their problems. Within the market environment,
products progress through four phases, each presenting unique opportunities and threats in
terms of profitability. Consequently, it is essential to adapt marketing strategies to align with

the product's life cycle (Jakubikova, Dagmar and Janecek, Petr, 2023, p. 236).

Baines, Paul; Fill, Chris; and Page Kelly (2019, p. 206) elaborate on the five stages

of the product life cycle, emphasizing that sales and profits fluctuate depending on the
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product's stage. The product life cycle includes the following phases: introduction, growth,

maturity, and decline.

2.1.2 Customer Value-Driven marketing strategy

According to Kotler, Philip; Armstrong, Gary; and Balasubramanian, Sridhar (2024, p.
216), four essential steps must be taken into account when developing a customer value-

driven marketing strategy, as illustrated in the scheme below.

Segmentation Differentiation
Divide the total market into smaller differentiate the market offering to
segments create superior customer value
Create value for
targeted customers
Targetting Positioning
Select the segment or segment to Position the market offering in the
enter minds of target customers

Figure 8: CVD Marketing strategy

(source: Kotler, Philip;, Armstrong, Gary; Balasubramanian, Sridhar, 2024, p. 216)
2.2 STP model

Rungruang, Chongkolnee; Riyapan, Pakwan, and colleagues (2023, p. 1) describe the
STP model, which focuses on segmentation, targeting, and positioning, as a key approach
for creating customer value and enhancing the perception of products or services in the
market. The model aims to differentiate market segments, enabling businesses to target
specific companies with concrete interests in their offerings, a process referred to

as positioning.

According to Cortez, Mora Roberto; Clarke, H. Ann; and Freytag, V. Per (2025, p. 2),
the STP framework is an essential component of B2B segmentation and plays a pivotal role
in marketing strategies. To ensure effective targeting, businesses first deploy segmentation
efforts to categorize customers into distinct groups. Once segmented, companies focus on
targeting these groups with relevant information regarding their offerings. Finally, they
implement proper positioning of messages related to specific products or services, which

helps them gain loyal and frequent customers (Ondondo, Anyango Rosslynnem, 2023, p. 7).
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2.2.1 Segmentation

Market segmentation is the process of dividing customers into smaller groups based on
their needs and preferences, enabling businesses to offer tailored solutions to address their
problems. In today’s dynamic era, segmentation is critical for enhancing competitiveness
and developing efficient marketing strategies to achieve internal goals (Nugroho, Ari Dony,

2024, p. 2). Companies can follow various criteria for segmentation.

Hakim, Ikhwanul (2023, p. 1) describes segmentation as a strategic approach aimed at
identifying new opportunities in the market through the segmentation, targeting, and
positioning (STP) model. According to Li, Xiaotong and Lee, Sook Young (2024, p. 3),
addressing customer classification involves considering multiple factors, such as employing

a net present value evaluation system.

Xiao, Mengzhen; Xu, Yongchao; and Gao (Zekai, 2024, p. 10) highlight customer
segmentation as a technique that helps businesses understand customer needs and offer
personalized products to solve their problems. Similarly, Rungruang, Chongkolnee;
Riyapan, Pakwan, and colleagues (2023, p. 2) define customer segmentation as the grouping
and subgrouping of customers based on shared characteristics. Common segmentation types
include demographic, geographic, psychographic, and behavioral segmentation, which are

widely utilized today.

Cortez, Mora Roberto; Clarke, H. Ann; and Freytag, V. Per (2025, p. 2) view
segmentation as a foundational step in marketing strategy and a key component of the STP
model. Segmentation plays a vital role because the needs of each segment directly influence
and shape marketing programs. They further describe segmentation as a decision-making
process where customers are classified into specific groups (Cortez, Mora Roberto; Clarke,

H. Ann; and Freytag, V. Per, 2025, p. 2).

Cao, Li; Li, Sirui; and Wang, Hao (2024, p. 5) add that consumers can be divided into

several market segments, each with unique personalities and consumption characteristics.
Demographic Segmentation

Demographic segmentation involves dividing the market based on measurable
characteristics of customers, such as age, gender, income, education, or job position.
Understanding these factors allows companies to gain a better overview and position their

products more effectively to meet customer needs (Nugroho, Ari Dony, 2024, p. 2).
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Geographical Segmentation

According to Nugroho, Ari Dony (2024, p. 3), geographical segmentation divides
customers into groups based on their location. Each country, region, or locality exhibits
distinct values, behaviors, and lifestyles, requiring companies to tailor their offerings to the
specific needs and preferences of customers in each market. Examples of geographical
segmentation include divisions based on country, region, cities, small towns, or even climate

conditions.
Psychographic Segmentation

Psychographic segmentation categorizes the market according to customer lifestyles,
personalities, and values. Lifestyle preferences significantly influence customer decision-
making. For instance, a customer preferring high-quality branded products may prioritize
higher-priced items, while another individual might choose innovative or more traditional

and conservative products based on personal preferences (Nugroho, Ari Dony, 2024, p. 3).
Behavioral Segmentation

Behavioral segmentation focuses on how customers interact with a product or service.
Key aspects include purchasing patterns, product benefits, usage levels, user status, and
brand loyalty. According to Nugroho, Ari Dony (2024, p. 3), user status can be differentiated
into: Potential Users, First-Time Users, Loyal Users. Businesses must customize marketing

strategies to attract both new and existing users while building customer loyalty.

2.2.2 Targetting

According to Jakubikova, Dagmar and Janecek, Petr (2023, p. 179), targeting refers to
the evaluation and selection of target markets. It is a process in which companies assess the
attractiveness of potential market segments and determine where to invest their resources.
Kotler, Philip; Keller, Lane Kevin; and Chernev, Alexander (2021, p. 59) emphasize that
target markets, along with a clear value proposition, are fundamental components of
a marketing strategy. They further highlight that strategic targeting involves designing
products or services specifically for target groups to better meet their needs compared to

competitors (Kotler, Philip; Keller, Lane Kevin; and Chernev, Alexander, 2021, p. 147).

Yadav, Satyender and Kumari, Vandana (2024, p. 454) state that the efficiency of
a targeting strategy is assessed based on the level of customer engagement and the awareness

it generates.
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2.2.3 Product positioning in the market place

According to Nugroho, Ari Dony (2024, p. 2), product positioning, along with
segmentation, is a vital step in enhancing the competitiveness of products within a chosen
market. Positioning focuses on placing products, services, or brands in the minds of
customers. One method to boost competitiveness is conducting a SWOT analysis, which
enables companies to evaluate their current position, identify strengths and weaknesses, and
prepare strategic improvements. Chapter 3 delves deeper into marketing situational analysis,

including SWOT analysis.

Kotler, Philip; Kartahayam Hermawan; and Den Huan, Hooi (2017, p. 128-129)
highlight that positioning requires a strong effort in designing products or brands to make
a lasting impression on potential customers. The result of effective positioning is
an enhanced value proposition that persuades customers to buy. It involves five critical

elements:

Target Market,

Brand Name,

Frame of Reference,

Point of Differentiation,

Reason to Believe.

Baines, Paul; Fill, Chris; and Page Kelly (2019, p. 165) describe the STP
(Segmentation, Targeting, and Positioning) process as a key driver of competitive advantage.
It provides focus and direction for marketing strategies, including targeted promotions.
Similarly, Jakubikova, Dagmar; and Janecek, Petr (2023, p. 180) view positioning as the
way a company is perceived by customers, emphasizing its differentiation from competitors

and the relationships it fosters with suppliers, customers, and partners.

2.3 RFM model

According to Tang, Zhu; Jiao Yang; and Yuan Mingmin (2024, p. 3), customer
classification can be conducted using the RFM analysis method, which combines data on
the most recent consumption time, frequency, and monetary amount. The calculation of

RFM follows a specific equation, as detailed in the source.
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RFM =RS *100+ FS 10 + MS 1
Figure 9: RFM calculation
(source: Tang, Zhu; Jiao Yang and Yuan Mingmin, 2024, p. 3)

RS refers to the last consumption time, FS represents the frequency of purchases, and

MS indicates the monetary value or the total amount spent.

According to Riyapan, Pakwan and colleagues (2023, p. 3), the RFM model stands for
recency, frequency, and monetary value analysis. It falls under behavioral segmentation,
utilizing quantile methods to group customers into five distinct categories. This model
focuses on analyzing the behavior of existing customers to identify the most valuable ones
for targeted marketing. Recency examines the time since the last purchase, frequency
highlights the number of purchases within a specific time frame, and monetary value

measures total revenue.

Rungruang, Chongkolnee and colleagues (2024, p. 1) describe the RFM model
as a form of cluster analysis, which is increasingly essential for delivering tailored offerings
aligned with client needs. It enhances customer retention, strengthens competitive

advantage, and refines customer segmentation.

Maureen, Akazue and Asuai, Clive (2024, p. 58) emphasize that the RFM model is
frequently used by companies for segmentation and targeting purposes. By analyzing
recency, frequency, and monetary value, businesses can effectively group customers based

on their purchasing behavior.

Alie, Juhaini and Gustriansyahm, Rendra (2023, p. 210) highlight the RFM model
as a powerful marketing analysis tool. It evaluates customer shopping patterns based on three
key factors: the time interval since the last purchase, the frequency of purchases, and the

total monetary expenditure.
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3 SELECTED MARKETING SITUATION ANALYSIS

This chapter focuses on selected marketing situational analysis tools that companies utilize
to assess both the micro and macro environment. It includes a literature review on SWOT
analysis, which serves as a key component of situational analysis. Additional integral models
explored in this chapter include Porter’s Five Forces analytical framework, the 5C analysis,

and the macroeconomic PESTLE analysis.

3.1 SWOT analysis

According to Puyt, W. Richard; Lie, Birger Fin; and Wilderom, P.M. Celeste
(2023, p. 2), SWOT analysis which stands for strengths, weaknesses, opportunities, and
threats—is one of the oldest and most widely adopted strategic tools globally. It is commonly
used in the strategic planning process to analyze both internal and external environments.
The goal of SWOT analysis is to identify an organization’s current strengths, uncover and
pursue new opportunities, and pinpoint threats that may impact the company in the present

or future.

Nugroho, Ari Dony (2024, p. 4) describes market and competitor SWOT analysis
as a tool to enhance a company’s current position in the marketplace. It serves as a means to

develop and implement effective marketing strategies.

According to Phadermrod, Boonyarat; Wills, B. Garry; and Wilderom, P.M. Celeste
(2019, p. 1), SWOT analysis is widely used to gain deeper insights into both the external and
internal business environments. It is an essential tool for strategic planning and
decision-making, enabling organizations to analyze and position their resources across four
key areas: Strengths, Weaknesses, Opportunities, and Threats. SWOT analysis is often
paired with Importance-Performance Analysis (IPA), which refines SWOT insights by
utilizing customer satisfaction surveys to identify areas for improvement from the

customer’s perspective.

IPA analysis provides companies with valuable insights into customer perceptions
of their organization, forming the basis for the internal SWOT analysis, particularly in
identifying strengths and weaknesses. To effectively assess opportunities and threats,
companies must also conduct competitor monitoring through the lens of IPA analysis. This

involves comparing competitors with the organization for which the research is being
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conducted (Phadermrod, Boonyarat; Wills, B. Garry; and Wilderom, P.M. Celeste, 2019, p.
3).

3.1.1 Strenght

Nugroho, Ari Dony (2024, p. 4) emphasizes the importance of acknowledging the
strengths of a product or service offered in the market. These strengths may include factors
such as innovation, competitive pricing, product quality, production costs, and brand

perception.

3.1.2 Weakness

Weaknesses may include factors such as high production costs, challenges in

distribution, and the inability to meet required standards (Nugroho, Ari Dony, 2024, p. 4).

3.1.3 Opportunity

Opportunities may arise from market trends, export prospects, or entering new markets.
For example, if a company identifies a trend within the market, it presents an opportunity to

develop a new product or innovate its existing portfolio (Nugroho, Ari Dony, 2024, p. 4).

3.1.4 Threat

According to Nugroho, Ari Dony (2024, p. 4), threats can be defined as competitors
offering similar products at more competitive prices, changes in national trade policies, and
market fluctuations. These factors demand careful consideration, as they may significantly

affect the company’s future performance.
3.2 Porter’s 5 forces analytical model

According to Kotler, Philip; Keller, Lane Kevin; and Chernev, Alexander (2021, p. 61),
Porter’s Five Forces analytical model is comparable to the SC framework. However, it is
primarily used to analyze competitors from an industry perspective rather than adopting the

customer-centric approach of the 5C framework.

Jakubikova, Dagmar, and Janecek, Petr (2023, p. 112) explain that Porter’s Five Forces
model focuses on analyzing the microenvironment, defined as the environment in which
a business operates. This includes circumstances, forces, and situations that the organization
may influence through its activities. The primary objective of this model is to identify the

driving forces affecting a company’s operations. These forces include consumer behavior,
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supplier behavior, substitute goods in the market, and potential competitors entering the
industry. Organizations evaluate these forces to assess their impact on daily business

activities and determine appropriate defensive strategies to address them.

Kingsnorth, Simon (2019, p. 12) describes Porter’s Five Forces analytical model
as a tool to assess the level of competition within an industry’s economic landscape. The
goal is to analyze the competitive environment and evaluate the industry's overall

profitability.
4 A

Suppliers

) ) Potential new competitors
- negotiable skills

Competition on the
market

) Subscribers/customers
Subtitutes of products or servces

- negotiable skills

N J

Figure 10: Porter’s 5 forces model
(source: Jakubikova, Dagmar and Janecek, Petr, 2023, p. 114)

Pangarkar, Nitin and Prabhudesai, Rohit (2024, p. 28) identified five key factors to
assess whether the Five Forces analysis should be applied to individual market segments.
These factors include: a. Growth Rate — Evaluating the growth potential of the segment.
b. Players — Analyzing the number and nature of competitors in the segment. c. Raw
Materials/Input — Assessing the availability and cost of necessary resources.
d. Distribution — Examining the  effectiveness of  distribution channels.

e. Buyer — Understanding buyer dynamics and purchasing behavior within the segment.

3.2.1 Supplier

Suppliers play a significant role in influencing the operations of a company. They can
be categorized into various types, such as suppliers of production inputs, who provide raw
materials, components, semi-finished products, technology, information, or labor necessary
for production processes (Jakubikova, Dagmar and Janecek, Petr, 2023, p. 113).

The bargaining power of suppliers is a crucial factor to consider, as it can significantly
impact business performance. Suppliers have the ability to control pricing and product

quality, thereby affecting a company’s profitability. Key factors that enhance the power
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of suppliers include high buyer switching costs, a limited number of suppliers, and forward
integration, where suppliers undertake their own production (Kingsnorth, Simon, 2019, p.
16).

3.2.2 Competitors

According to Jakubikovd, Dagmar and Janecek, Petr (2023, p. 116), monitoring
competitors is a critical factor in achieving success. To outperform competitors, a company
must provide greater value to its customers. This requires marketing strategies to be adapted
in ways that enhance customer satisfaction.

The threat of new entrants to a market represents direct competition, potentially
jeopardizing the success of established companies and taking market share. Several key
factors influence a competitor’s ability to gain market share, including barriers to market
entry, economies of scale, brand equity, profitability, and government policies that restrict
access to certain industries. Companies are advised to thoroughly understand the intensity
of competitive rivalry, as it can significantly impact their competitive advantage. Monitoring
the number of competitors and assessing their strengths is essential (Kingsnorth, Simon,
2019, p. 13).

3.2.3 Subscribers/customers

According to Jakubikova, Dagmar and Janecek, Petr (2023, p. 115), customers can be
categorized based on their relationship with the company into buyers, users, potential buyers,
and potential users of a specific product or service category. In this context, marketing efforts
should prioritize enhancing the customer experience and fostering loyalty towards the
company. This involves monitoring customer challenges, preferences, and needs to deliver
effective solutions.

Kingsnorth, Simon (2019, p. 17) highlights the power consumers may exert over
companies, such as pressuring them to lower prices, modify products, or improve customer
service. Conversely, businesses can mitigate buyer power by implementing loyalty programs
and developing long-term engagement strategies to strengthen their customer relationships.

3.2.4 Substitutes

Kingsnorth, Simon (2019, p. 13) discusses the presence of substitute products in the
market, which pose a potential threat to companies. Several factors determine the extent
of this threat, including switching costs, product or service pricing, product quality, and
overall performance.

Distributors also play a significant role, encompassing organizations, companies,

or individuals offering similar products or services. It is essential to monitor various aspects
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of their offerings, such as price, quality, stability, goods protection, storage, transportation,
and transport conditions, alongside marketing strategies (Jakubikova, Dagmar and Janecek,

Petr, 2023, p. 114).

3.3 S5C analysis

According to Jakubikova, Dagmar and Janecek, Petr (2023, p. 102), situational analysis
can also be presented as the 5C method. This approach encompasses five key components
that help businesses evaluate their strategic position within a competitive environment bas it

can be seen tin the figure 11.

Collaborators Competitors

Climaze/context
(PEST)

Figure 11: Environmental analysis using 5C model
(source: Jakubikova, Dagmar and Janecek, Petr, 2023, p. 102)

According to Kotler, Philip; Keller, Lane Kevin; and Chernev, Alexander (2021, p. 59),
the 5C framework is comparable to Porter’s Five Forces model. However, the primary
distinction lies in the 5C analysis, which defines markets based on customer needs. The
framework comprises five key components: customers, collaborators, competitors,
climate/context, and company. These elements are essential for identifying target markets

and developing effective strategies.
Creating a value proposition is a critical aspect of this framework:

e Customers: The value proposition highlights how effectively the company’s

offerings satisfy customer needs.

e Collaborators: The value proposition reflects the benefits and costs that the

company’s products or services bring to its collaborators.
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e Company: The value proposition represents the overall offering and the value it

delivers to all interested parties.

3.4 PESTEL analysis

Tsilingeridis, Odysseas; Moustaka, Vaia; and Vakali, Athena (2022, p. 4) state that
PESTEL analysis enables businesses to identify macroenvironmental factors that may
impact their operations. This framework examines political, economic, social, technological,
environmental, and legal factors in the market where a company operates, helping to mitigate

business risks effectively.

According to Rasyidan, Tsani Ilham and Fachira, Ira (2023, p.), PESTEL analysis is
a strategic planning tool that focuses on market evaluation. It highlights the most critical
variables in the macroenvironment, assessing their potential influence on a company’s daily

operations.

Kotler, Philip; Kartahayam, Hermawan; and Den Huan, Hooi (2017, p. 23) explain that
PESTEL analysis identifies political, economic, socio-cultural, technological,
environmental, and legal changes within a country. These macroeconomic factors impact

individuals’ lives by defining the rules and norms governing societal interactions.

Baines, Paul; Fill, Chris; and Page, Kelly (2019, p. 37) characterize PESTLE analysis
in two key ways. First, it identifies elements that may not have an immediate effect on
a company's performance but could influence long-term outcomes. Second, it highlights

factors beyond the company’s control. Six macroeconomic factors influencing a company,

as described by Baines, Paul; Fill, Chris; and Page, Kelly (2019, p. 37-49), are as follows:

3.4.1 Political

The political environment encompasses the interactions between businesses, society,
and government. Companies can identify potential legal or regulatory changes and leverage
them to their advantage by adapting strategies accordingly. (Baines, Paul; Fill, Chris; and
Page, Kelly, 2019, p. 37-49)

3.4.2 Economic

As described by Baines, Paul; Fill, Chris; and Page, Kelly (2019, p. 37-49) monitoring
the economic environment is a vital component of this analysis. A country’s economic

conditions influence factor costs, such as raw materials, labor, construction, and capital
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expenses. Key considerations include wage and price inflation, along with exchange rate

fluctuations.
3.4.3 Socio-cultural

Businesses must consider socio-cultural factors such as changing household behaviors,
demographics, and lifestyle trends. These include shifts in age structure, the emergence
of new market segments, evolving family structures, and changing societal values. (Baines,

Paul; Fill, Chris; and Page, Kelly, 2019, p. 37-49)
3.4.4 Technological

Technological advancements impact both high-tech and non-tech businesses by
enhancing productivity and efficiency. Marketers often monitor trends in research and
development, including patent registrations, trademarks, copyright assignments, and general
advancements in science and technology. (Baines, Paul; Fill, Chris; and Page, Kelly, 2019,

p. 37-49)
3.4.5 Legal

The legal environment pertains to regulations and laws affecting both customers and
businesses. This includes aspects like pricing transparency, prevention of restrictive trade
practices, product safety, and requirements for packaging and labeling. (Baines, Paul; Fill,

Chris; and Page, Kelly, 2019, p. 37-49)
3.4.6 Ecological

Environmental concerns are becoming increasingly significant, with more customers
prioritizing companies' adherence to environmental standards and ethical principles.
Businesses must evaluate their environmental impact and align with these expectations to

maintain a positive reputation. (Baines, Paul; Fill, Chris; and Page, Kelly, 2019, p. 37-49)
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4 MARKETING RESEARCH

Marketing research is an inseparable part of the decision-making process. It provides
managers with the necessary insights to make informed decisions regarding marketing
activities across various communication channels. It is essential for understanding customer
motivations, desires, and behaviors, enabling companies to identify opportunities, address
challenges, and bridge gaps in the market. Additionally, it helps secure a strong market
position and contributes to increasing the compound annual growth rate (Baines, Paul; Fill,

Chris; Page, Kelly, 2019, p. 97).

Marketing research also plays a pivotal role in developing marketing strategies by
offering valuable insights into consumer behavior, market trends, and competitive dynamics.
Over the years, it has evolved significantly, driven by customer preferences and

technological innovations (Putra, Gani Ahmad, 2024, p. 27).

In today’s economically challenging environment, companies must take proactive
measures, stay informed about market dynamics, and closely monitor customer behavior and
competitors to maintain their market position. The nature of communication and interaction
among people has changed drastically in recent years, making marketing research more
critical than ever. Marketing research involves the systematic collection and analysis
of marketing-related data to gather the necessary information for effective decision-making

(Clow, E. Kenneth; James, E. Karen, 2014, p. 2-3).

Problem definition
Decide the research plan
Undertake the data collection

Undertake the data analysis
Write the report and deliver presentation

Figure 12: The marketing research process

(source: Baines, Paul; Fill, Chris; Page, Kelly, 2019, p. 102)

4.1 Problem Definition

Understanding the research purpose is the first and most critical step in defining the

problem a company is facing. This step involves identifying the challenges, such as declining
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sales or other issues negatively affecting the company. The problem definition is often linked
to the explanatory function of marketing research, which seeks to uncover the reasons behind

these challenges (Clow, E. Kenneth; James, E. Karen, 2014, p. 30-31).
4.2 Research Design

According Clow, E. Kenneth; James, E. Karen (2014, 5) research design outlines the
plan to address the research problem, questions, or hypotheses, providing a framework for
how data will be collected. It serves as the foundation for effective marketing research and

can also inform the marketing mix. Several functions of marketing research include:
4.2.1 Explanatory

Explanatory research is used to better understand specific marketing situations
or outcomes. It is particularly helpful when companies experience declining turnover
or customer loss. By delving into customer behavior and motivations, explanatory research
assists in preventing churn and addressing underlying issues (Clow, E. Kenneth; James, E.

Karen, 2014, p. 5).
4.2.2 Descriptive

The descriptive function of marketing research identifies and analyzes the motives and
behaviors of various segment groups. It explains why one group may focus on a particular
topic while another seeks different solutions for their challenges. Descriptive research is
especially useful when there is a clear understanding of the issue or when exploring

relationships between variables (Clow, E. Kenneth; James, E. Karen, 2014, pp. 5, 34).
4.2.3 Diagnostic

Diagnostic research delves deeper into data analysis and investigates relationships and
phenomena within the data collected. It plays a pivotal role in understanding complex

insights uncovered through marketing research (Clow, E. Kenneth; James, E. Karen, 2014,
p.5).
4.2.4 Predictive

Predictive research focuses on estimating the impact of sales promotional tools and
understanding why customers choose specific options. It also helps forecast customer
behavior and identifies patterns that can guide future marketing strategies (Clow, E.

Kenneth; James, E. Karen, 2014, p. 5).



42 TBU in Zlin, Faculty of Management and Economics

4.3 Primary descriptive qualitative marketing research

Primary descriptive qualitative marketing research delves deeply into understanding
consumers’ motivations and perceptions. Its aim is to provide a holistic view of consumer
behavior across different situations, thereby informing strategic marketing decision-making

(Putra, Gani Ahmad, 2024, p. 29).
4.3.1 Customer experience

When discussing customer experience, it is crucial to consider customers’ emotions,
as they are the foundation for delivering an excellent and lasting customer experience. Often
in B2B companies, while there is excellence in processes such as quality control, Six Sigma,
and logistics, the customer experience may remain underdeveloped. Beyond excelling in
these areas, it is essential to invest in a philosophy centered around customer experience

(Hague, Nick; Hague, Paul, 2018, pp. 4-5).
Key drivers of customer experience, as identified by Hague and Hague (2018), include:
e Memory — Leveraging memorable experiences to foster long-term satisfaction.
e Science — Using scientific approaches to identify and determine experience drivers.
e Meeting individual needs — Addressing unique customer needs effectively.

e Employees — Ensuring employees play a pivotal role in enhancing customer

interactions.

e Collaboration with Sales and Marketing Teams — Streamlining efforts across

teams to optimize customer experience.

e Segmentation — Using segmentation to tailor experiences to diverse customer

groups.

Developing exceptional customer service can be achieved through the “decide what
you want” method, which empowers companies to align their actions with customer needs

(Hague, Nick; Hague, Paul, 2018, p. 35).

> Commitment >> Fulfilment >> Seamlessness >>Responsiveness>> Proactivity >> Evolution >

Figure 13: The six pillars of customer experience

(source: Hague, Nick; Hague, Paul, 2018, p. 36)
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4.3.2 Decision-making process of customers

When analyzing the decision-making process of customers, companies must recognize
several influential factors. Cultural aspects, for instance, play a key role in shaping customer
behavior. Shared experiences, values, and beliefs drive purchasing decisions, making it
essential for marketers to monitor market trends, demographic shifts, market sizes, and other

critical elements affecting consumer choices (Copley, Paul, 2018, p. 51).

Hakim, Tkhwanul (2023, p. 80) explains that customer purchasing decisions follow

a structured process comprised of five distinct stages:
e Identifying the problem or need,
e Seeking relevant information about potential solutions,
e Comparing and evaluating alternative choices,
e Making the final purchase decision,
e Assessing post-purchase satisfaction and outcomes.

Waulansari, Nidia, and Tambunan, Halomoan Tigor (2024, p. 62) emphasize that various
factors influence customers during this process. These include financial conditions,
advancements in technology, political stability, pricing strategies, people and processes, and
physical evidence like branding. All these aspects enable customers to gather meaningful

information about the company and its offerings.

Analyzing : : Seeking

the problem information
Post- Evaluating
purchase alternative
behaviour purchases

& Purchase %
decision

Figure 14: Purchasing decision-making of customers

(source: Hakim, Ikhwanul, 2023, p. 80)
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According to Kotler, Philip; Keller, Lane Kevin; and Chernev, Alexander (2021, p. 91),

marketers should consider five key consumer behavior questions:
e Who buys the product?

e Who influences the decision to purchase it?

What does the customer buy, and what needs are being satisfied?

How is the company’s offering perceived by the customer?

What social factors influence the purchasing decision?

Hadzhi, Minure, Kerimova, et al. (2024, p. 11) highlight that a customer journey is
a visual representation of how potential customers interact with a product. Companies utilize
various communication channels and modern analytical tools to track the sources from
which customers most frequently arrive. This analysis enables businesses to rank sales

channels based on their influence on purchasing behavior and buying power.

4.4 Primary quantitative marketing research

Quantitative research methods involve the collection and analysis of numerical data to
identify patterns and similarities among variables. On the other hand, qualitative research
adopts a data-driven approach, often connected to statistical methods for forecasting,
predicting situations, and identifying consumer preferences, behaviors, and gaining deep
insights into trends and opportunities. In-depth interviews and focus groups are categorized

as primary quantitative marketing research tools (Putra, Gani Ahmad, 2024, p. 29).

According to Kotler, Philip; Keller, Lane Kevin; and Chernev, Alexander (2021, p.
130), developing surveys is a key component of marketing research, as they enable

businesses to gather insights into people's knowledge, preferences, and levels of satisfaction.

4.5 Data analysis

According to Kotler, Philip; Keller, Lane Kevin; and Chernev, Alexander (2021, p.
135), data analysis is the subsequent step following the collection of research data. It
involves tabulating the data, developing summary measures, and adopting decision models

to derive actionable insights.

Dzwigol, Henryk (2020, p. 5) emphasizes that once a research problem is formulated,

it is essential to analyze the selected quantitative and qualitative methods with the specific
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aim in mind. Experts support the combination of qualitative and quantitative methods within
management science research processes, as this significantly enhances the quality of the
research and adds credibility to the results. Furthermore, experts note that the distinction

between qualitative and quantitative methods in practice is not always clear-cut.

Dibekulu, Dawit (2020, p. 2) highlights the importance of closely examining research
data to identify patterns that can enhance organizational knowledge and inform strategic
decisions. Data analysis enables the creation of meaningful and empathetic products,

services, campaigns, and content.

Nowadays, data analysis holds immense importance for businesses aiming to
differentiate themselves from competitors. By leveraging data, companies can strengthen
their market position and foster innovation (Dimitriadis, Nikolaos; Dimitriadis, Jovanovic,

Neda; Ney, Jillian, 2018, p. 85).
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S SUMMARY OF THEORETICAL PART

Marketing communication falls under the promotional category of the marketing mix,
focusing on promoting a company’s brand or its range of products and services. The
marketing mix serves as a strategic tool for establishing marketing communication. Within
this mix, the communication channels used by the marketing department to engage target

groups are described under the category of "promotion."

Effective marketing communication aimed at promoting product visibility should be
approached from multiple angles, especially in relation to the product’s lifecycle stages. In
today’s dynamic era, with countless competitors offering substitute products, it is crucial to
emphasize segmentation, targeting specific groups of consumers, and crafting the right
messaging for these audiences. The Segmentation, Targeting, and Positioning (STP) Model
is a vital framework for achieving this. Additionally, the RFM Model, standing for Recency,
Frequency, and Monetary, is employed to segment existing customers based on their
purchasing behavior. It categorizes customers according to turnover, purchase frequency,

and relevance.

Before diving into the design of new marketing strategies and plans, companies must
prioritize situational analyses. These analyses help to better understand the market
environment in which the company operates. Tools such as SWOT analysis are instrumental
for assessing internal factors like strengths and weaknesses, alongside external macrofactors
like opportunities and threats. Similarly, the 5C framework provides valuable insights into
the company’s operational environment, enabling more informed decision-making. PESTEL
analysis, on the other hand, focuses on the macroeconomic environment and evaluates the
attractiveness of new target markets. Companies striving to differentiate themselves

and increase their market share must also treat data as a critical corporate asset.

A key element of effective marketing communication is marketing qualitative research,
which analyzes customer experience and decision-making processes. This is complemented
by quantitative marketing research, based on numerical data obtained through questionnaire

surveys and supported by advanced data analysis tools.
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I PRACTICAL PART
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6 PRESENTATION AND ANALYSIS OF THE SELECTED
COMPANY

This chapter introduces the selected company for which this project is developed. To
design a new communication strategy and create a marketing plan with clearly defined goals
for 2025, several analyses must first be conducted to guide decision-making. The initial step
involves examining the company itself, their offerings, as well as the communication
activities it carried out in the previous year. This evaluation identifies gaps in
communication, laying the groundwork for designing a new strategy for the selected
products. A key component is the SWOT analysis, which outlines the company’s strengths
and weaknesses. Strengths can directly inform the new strategy, while weaknesses highlight
areas requiring innovative solutions. Data on these aspects are gathered through
a questionnaire survey. Opportunities and threats, on the other hand, are determined based
on the conclusions of the PESTEL analysis, presented in subsection 5C, within the Context

section. The broader 5C analysis is comprehensively addressed in subsection 6.4.

6.1 About the company

The selected company, to which this master thesis is dedicated, serves as a systematic
global partner specializing in tooling and equipment solutions. They offer high-quality,
reliable tools and pioneering innovations through two flagship brands and other leading
partner brands, providing customers with the convenience of sourcing everything from
a single source. The company streamlines the process of selecting tools, enabling customers

to effortlessly find products within a 10-meter radius of industrial workstations.

With innovative digital solutions, the company enhances production transparency and
efficiency. As an industry expert, they consistently empower their customers to gain
a competitive advantage. Their high-level services are complemented by flexible consulting
options, available both on-site and digitally. Beyond reliability, the company simplifies

operations for its customers through its adaptable and customer-focused approach.

6.2 Product portfolio and communication activities

The selected company in the Czech market offers an extensive product portfolio,
including machining tools, grinding and cutting technology, hand tools, power tools,

clamping technological products, vending machines, personal protective equipment, and
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products from the measurement technology category. Each product group is further divided

into specific product categories.

With more than 15,000 products in its portfolio, the company’s communication
activities prioritize entire product group categories rather than individual products. Table 1
highlights the selected product categories targeted for communication activities in 2024 and

provides details on the specific strategies applied to each category.
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Table 1: Selected product portfolio and communication activities in the Czech market 2024

Vending Measurement Personal Machinning
machines technology Protective
FEauninment
Product line 6 vending Calipers, Eye protection,|  Drilling, Thread
machines  of Micrometers, Hearing protection,| milling, Turning,
Brand 1 and Dial Head and Face| Milling, Sawing
Brand 2 indicators, protection,
Lever dial Respiratory
indicators, protective
Measuring tool equipment,  Hand
set, Universal protection,
measuring Clothing, Work
gauge, wear, Foot
Measurement protection,  Safety
ancillaries, harness system,
Gauges, Skin protection and
Measurement first aid
machines,

Promotion

3x newsletter 2024

2x sales promo (dial

indicator, digital scale,

Q1/Q2: Case study 1for

leadGen; Promo of

Channels: Google ads for

machining category

Presentation on event

roughness tester, spring collection (NL,

Some posts (FB) Web, LP

LeadGen campaign caliper micrometer, web promo only)

(2x) height gauge, leverdial | =~ ) Microsites ~ with  free
Microsites ~ with  free
. indicator) — Channels: samples
Landing page samples

NL, web
Q3/Q4: Case study 2 for

Promo on event . .
LeadGen; Special local |6x NL series
promo (gloves, shoes, 2x Brand 1
eye protection — more

2x Brand 2

then 50% discount)

Product focus: end mills,

drills,

Winter collection
vices,  parting

In Q3 a Q4 campaign holder, boring bar, turning

took place on Fb ads, holders, turning inserts,

Google ads, Newsletters, radius cutters, deburrs
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Clearance sales for products from the selected categories were conducted monthly,
utilizing channels such as newsletter distribution, social media posts, and the company
website. In the Czech market, emotional campaigns like the Easter and St. Nicholas
promotions offered a 15% discount across the entire online assortment. Each campaign ran
for three weeks and utilized multiple channels, including newsletters (NL), Google Ads,
Facebook Ads, social media posts, website updates, teaser banners, and dedicated landing
pages. Additionally, the promotion of new product launches featured prominently in
catalogs, supported by the distribution of the catalogs themselves to highlight all product
categories. An end-of-year promotional campaign was also executed, covering the entire

product portfolio.
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Table 1 highlights the selected product portfolio and its communication activities in the
Czech market for 2024. It provides an overview of the promotional efforts undertaken for
each product category. This analysis helps to identify gaps in communication and will
support the development of new product communication strategies for these categories.
A deeper discussion on this topic, including details about the marketing materials provided,

is presented in Subchapter 8.

The selected company offers a variety of marketing materials tailored to its customers,
categorized by fields of application expertise. In 2025, the company’s primary focus will be
on communicating Personal Protective Equipment, Machining, Vending Machines, and
Measurement products. Additional details on these efforts, including descriptions of the
materials already available online and their communication strategies, are covered in

Subchapter 8.1: Marketing Plan.

6.3 SWOT analysis

As outlined in the theoretical part of this thesis, the strengths and weaknesses of the
company fall under internal analysis. Consequently, the data used for classifying these
strengths and weaknesses are derived from the customer satisfaction survey. This survey
provides insights into what customers appreciate most about the company and the aspects

they criticize or find lacking.

6.3.1 Strengths

e High precision, durability and performance of products,

Excellent total cost ratio, considering benefits such as reliability and timesaving,

100% accuracy and completeness of delivery,

Personalized customer service with prompt responses,

Extensive range of products across various categories,

Fast and efficient delivery.
6.3.2 Weaknesses

¢ Productivity in sales and marketing (sometimes perfectionism takes too much place)
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6.3.3 Opportunities

e Expanding Customer Base and Increasing Turnover: Capitalize on strategies that
attract new customers and strengthen retention efforts, driving growth in sales and

profitability.

¢ Gaining Market Share: Utilize the company’s comprehensive product portfolio and
top-notch services to address customer needs effectively. Focus on enhancing customer

satisfaction and supporting them in excelling in their respective industries.

e Advancing Digital Business: Leverage innovative digital solutions to optimize

operations, improve customer experience, and stay competitive in a rapidly evolving market.

¢ Boosting Productivity: Identify opportunities for enhancing workflow efficiency

and resource utilization, increasing overall productivity across operations.

e Achieving Optimal Interconnection of Machine Parks: Develop connected
manufacturing strategies to enable seamless integration within machine parks, optimizing

production systems and capabilities.

e Exploring Future Topics: Invest in research and innovation to address emerging
trends, develop advanced solutions, and expand expertise in areas critical to future market

demands.

6.3.4 Threats

e Stagnation in the Automotive Industry: Challenges due to slowing growth
or limited innovation in the automotive sector.

e Economic Situation: Economic instability or downturns impacting purchasing
power and market dynamics.

e Lack of Skilled Professionals: Difficulty in recruiting qualified personnel amid
rapid technological advancements.

e Competitive Market Environment: Intense competition and challenging conditions
in the marketplace.

Despite the higher price, customers prioritize the exceptional precision, durability,
performance, and overall quality of products as the most relevant criteria for decision-
making. Additionally, excellence in delivery and dedicated consulting services are key
factors influencing supplier selection. In this regard, the company stands out as a top choice

for customers seeking reliable and high-quality suppliers.
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Regarding the customer satisfaction survey, particular attention was given to several

key points, which are illustrated in figure 15.

Highest precision, durability and performance of products [ Y 3
Best total cost ratio considering all benefits (e.g. reliability,... [T 40
100% accuracy and completeness of delivery |00 75
Personal response to enquiries through a dedicated contact... [ === 58
Wide range of different product categories (One-stop-shopping) [l 64
Fastest delivery (e.g. Overnight, Next-day) | e 50
Easy access to relevant information (e.g. cutting data, product... o 57
A well-known supplier with a high reputation and trust [ 50 65
Qualified advice on product specifications and processing... [N 43
High assortment depth within product categories (Specialist) [ 63
Price stability assured via mid-/long-term agreements [T 38

Ability to source customer-specific items R
Simple and efficient interactions/processes to save time &... [ R, 35,
Supplier provides the latest technology of products |GG, 37,
Short-term response to enquiries through a service desk in... [, 46
Actual prices in line with market-price levels |GG 33
Qualified advice on lean purchasing processes to increase... [ " ;37
Lowest net product price [T 28
Delivery at particular time-slots [ o 53
Easy to use after-sales services to reduce efforts (e.g.... NG 5= 32
Coordinated service and supply to facilities in several countries [ 28

Figure 15: Satisfaction of customers’ needs

(source: internal, department of market research)

Figure 15 illustrates customer satisfaction regarding the selected company's ability to
meet their needs (represented in blue) compared to its competitors (represented in orange).
Customers express the highest satisfaction with aspects such as reliability and delivery time,
high precision, durability, and product performance. They also align with the perception
of the company as a reliable supplier with a strong reputation and high levels of trust.
Additionally, customers are highly satisfied with the depth of the company's product
assortment. The orange section represents competitors, while the light blue section

represents the selected company in the Czech market.

Figure 16 demostrates satisfaction with purchasing channels and compatison between
competitors and selected company in the czech market. The highest satisfaction lays under

the e-shop, printed catalogue and market places/sear engine.
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Search Engines /Marketplaces |l 51
E-Shop/Web-Site of supplier |2 e 55
Technical Sales |40 49
Printed Catalogue/ Brochures |3 S e 70
Field-sales [T 53
Inside Sales | NG, /-
Selectors/ Configurators |l e— 33
Events/Trade fairs |2 e 33
Professional journals |l e— 7

Showroom/ Branch office | 5G" 26
Whitepapers/Webinars [N 5
Social Media (e.g. Facebook, Linkedin) [ ilkmbams 12

Figure 16: Satisfaction with purchase channels
(source: internal, department of market research)

The light blue section in Figure 17 highlights areas for improvement for the selected
company in the Czech market. While the company offers a few advantages over competitors,
these are primarily concentrated in the areas of product assortment, availability, and delivery.
However, many added-value services are either not perceived as competitive advantages
or remain unnoticed by customers. As a result, these services are less likely to be factored
into customers' evaluations of total cost or performance ratios. It is essential to further
investigate what specific actions sales teams can undertake to create a positive and noticeable

differentiation compared to competitors.

DO T KN W / N0 AN S R | ——,

TRAINING IMPROVEMENT |y 0
WEBSITE IMPROVEMENT g L
PROMOTIONS / GIFTS IMPROVEMENT  [ig 13
DELIVERY IMPROVEMENT [t 10
INFORMATION IMPROVEMENT [ %
SERVICES IMPROVEMENT [t 9
ALLGOOD [ 56
OFFICE / SALES FORCE... [ 11
ONLINE SHOP IMPROVEMENT [ 3
PRODUCT IMPROVEMENT [ 2 1
PRICING IMPROVEMENT | 25

Figure 17: Area of improvement
(source: internal, department of market research)

The primary objective of the selected company is to enhance awareness

and understanding of its unique added value. In the current environment, it is essential to
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prioritize online marketing communication as a key strategy to build customer trust, attract

new leads, and expand the customer base.

6.4 SC analysis

5C Analysis is a marketing framework used to analyse the environment in which a company
operates. It considers the following factors: company, collaborators, customers, competitors

and context.

6.4.1 Company

To ensure customer alignment and satisfaction, seamless communication between
departments is essential. As part of the new process, regular meetings have been established

between the Inside Sales, Outside Sales, and Marketing teams.

Figure 18: Communication process of marketing sales department
(source: own elaboration)

Marketing and Outside Sales teams participate in the Marketing Sales Talk, held on the
last Friday of every month. The goal of these regular meetings is to deepen understanding
of marketing activities and strengthen communication between the two teams. These
meetings provide an opportunity to ask questions and obtain necessary information. Through
these discussions, the marketing team has the chance to receive valuable feedback and ideas,
which can help refine future marketing strategies and campaigns. Materials presented during
the meetings are made available to sales colleagues via SharePoint in the appropriate folders.
Additionally, the meetings are recorded to accommodate those unable to attend on the

scheduled day.

The Marketing, Inside Sales, and Outside Sales departments also meet every third week
of the month for a session known as JourFixe. These meetings primarily focus on evaluating
campaign performance and discussing special local campaigns. Topics of discussion often

include conditions for local promotions, voucher offerings, and other emerging issues.
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Marketing, as an internal B2B partner for sales, plays a critical role in facilitating this

communication process and contributing to its success.

6.4.2 Collaborators: Partners, Suppliers, and Other Stakeholders

The selected company collaborates with over 500 leading manufacturers, providing
products for a wide range of industrial processes. Additionally, the company’s two
proprietary product brands complement its extensive product portfolio. Trained technical
experts consider multiple manufacturers when advising clients, ensuring they recommend

the best solutions tailored to specific customer needs.
6.4.3 Customers: Understanding Customer Needs and Preferences

This section focuses on customer satisfaction with the selected company. Net Promoter
Score (NPS) is a well-established and straightforward method for evaluating customer
satisfaction and loyalty, measuring the likelihood of customers recommending a product

or service to others.

The NPS evaluation was conducted among the buyers of the company’s e-shop,
suggesting that the results are predominantly influenced by customers' experiences with the
e-shop. The survey included open-ended questions as well as diagnostic attributes to gather

deeper insights into customer preferences and opinions.
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Figure 19: NPS and customer satisfaction 2022-2024

(source: internal department of market research)

The key results of the Net Promoter Score (NPS) evaluation are displayed in Figure 19,
offering a yearly comparison of NPS development. It is evident that the NPS value remains
relatively stable year after year. The survey is designed to monitor customer satisfaction
across various aspects, including delivery, consulting and services, product quality,
assortment, and pricing. Overall, customers express strong satisfaction with product
delivery, but greater emphasis should be placed on improving consulting and services to

better meet their needs. The company is focused on retaining existing customers while also
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attracting new leads and transforming them into business opportunities. By leveraging
various communication channels, the company aims to generate high-quality leads, guide
them through the entire business funnel, and ultimately win their trust and loyalty, turning

them into valued customers.

6.4.4 Competitors

This section analyzes the competitive landscape in the Czech market. Further details on

competitors can be found in Subchapter 7.1: Competitors Monitoring.
6.4.5 Context (Climate)

This section conducts a PESTEL analysis of the Czech market, focusing on political,

economic, social, technological, environmental, and legal factors.
6.4.5.1 Political

Following weaker-than-expected performance in the past year, economic growth in
Europe is projected to gradually improve in 2025 and 2026. Lower inflation rates and
resilient labor markets are anticipated to support household consumption and investment.
However, fiscal consolidation measures, ongoing geopolitical tensions, political
uncertainties, and structural challenges such as population aging and weak productivity
growth are likely to constrain the pace of expansion. Within the European Union, GDP
growth is forecast to rise from an estimated 0.9% in 2024 to 1.3% in 2025 and 1.5% in 2026
(World Economic Situation and Prospects 2025).

6.4.5.2 Economic

Inflation is projected to remain within the central bank's tolerance band, although it is
expected to approach the upper limit this year. A significant source of uncertainty stems
from food price variability, which could exert upward pressure on inflation. While service
sector price growth is anticipated to gradually slow down, inflation is expected to remain

near the 2.5% target next year.

Trade disputes between the United States and the European Union represent mutual
risks for inflation trends. Increased import duties could elevate price levels, while
a weakening German economy, driven by reduced exports to the United States, could

counterbalance inflationary pressures. The inflation forecast for 2026 is 2%.

In 2025, the Czech koruna is expected to average CZK 25.2 to the euro in the first

quarter, maintaining relative stability around CZK 25.3 to the euro thereafter. This stability
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is attributed to subdued labor productivity growth and a reduction in the previously

significant trade surplus (Ceskd ndarodni banka, 2025).
6.4.5.3 Social

As of December 31, 2020, the Czech Republic has a population of 10,701,777 citizens,
according to the Czech Statistical Office. A growing preference for collaborative robots,
designed to work alongside human workers, signifies a shift towards more flexible and agile
production systems in the market. Additionally, the country benefits from a highly skilled

workforce and a regulatory environment favorable to technology companies.
6.4.5.4 Technological

From a technological standpoint, Czechia excels in areas such as e-commerce
legislation, income equality, and privacy protection. However, challenges remain in
cybersecurity, affordable and clean energy, and international internet bandwidth, which

represent areas requiring further improvement.

Strongest indicators Rank  Weakest indicators Rank

3.2.4 E-commerce legislation 1 2.1.5 Al talent concentration 27
4.2.3 Income inequality 7 3.3.1 E-Participation 57
3.2.5 Privacy protection by law content 8 tlcihlnnGlg;::mLm R G 65
3.1.4 Internet shopping 10 3.3.4 Gender gap in Internet use 71
3.1.3 Online access to financial account 11 2.3.1 Government online services 72
1.2.1 GitHub commits, 12 1.1.3 FTTH/building Internet subscriptions 73
3.1.1 Secure Internet servers 12 3.1.2 Cybersecurity 76
;:yfn Cs:li"’“"”“’““ gap inuse of digital 14 43.45DG7: Affordable and Clean Energy 76
2.2.1 Firms with website 17 1.1.5 International Internet bandwidth 83
4.2.1 Happiness 17

3.2.1 Regulatory quality 19

Figure 20: Strenghts and Oportunities for Czechia 2024

(source: Network Readiness Index, 2024, p. 4)

In Czechia, the Al Industrial Robotics Market is experiencing rapid growth, driven by
increasing adoption of Al technologies, heightened awareness of their benefits across
industries, and the convenience of Al-driven solutions. Customer preferences are shifting
toward automated manufacturing processes, fueled by the need for greater efficiency and
cost reduction. This trend is supported by Czechia's strong manufacturing sector and its

commitment to advanced technology.

A key development is the growing use of Al-powered vision systems in robotics, which

enhances precision and accuracy, resulting in cost savings, improved safety, and increased
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competitiveness in global markets. Czechia’s Al Industrial Robotics Market is also bolstered
by its status as a major hub for automotive production in Europe. Furthermore, government
initiatives promoting Industry 4.0 and encouraging the adoption of Al in manufacturing have

significantly contributed to this growth (Statista: Al Industrial Robotics Czechia, 2025).
6.4.6 Legal

The EU AI Act introduces critical obligations and restrictions to ensure responsible Al
usage. In 2025, the European Data Protection Board (EDPB) will prioritize the right to
erasure of personal data under the GDPR. Other regulatory updates include the
incorporation of European MiCA (Markets in Crypto-Assets) and DORA (Digital

Operational Resilience Act) into the Czech legal framework.

Efforts to enhance cybersecurity in Czech banks will be guided by the TIBER-EU
Framework. Additionally, new tax reforms will impose limitations on the tax exemption for
income generated from the sale of securities and ownership interests. These long-anticipated
changes are designed to address fairness and revenue objectives (2025 Czech Legal

Landscape: Key Trends and Must-Know Insights).
6.4.7 Environmental

Environmental challenges in Czechia include CO2 emissions from fossil fuel
combustion and cement production, as well as GHG emissions embodied in imports.
Responsible consumption and production remain significant areas of concern, with issues
such as electronic waste, production-based air pollution, and the export of plastic waste

requiring immediate attention.

Another major challenge is the implementation and revitalization of the Global
Partnership for Sustainable Development, which emphasizes sustainability and

environmental responsibility (Sustainable Development Report Czechia, 2025).
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7 MARKETING ANALYSIS

This chapter focuses on both quantitative and qualitative marketing analysis. From the
qualitative perspective, competitor monitoring is conducted to evaluate their marketing
communication strategies. Due to the extensive scope of competition monitoring, the full

detailed monitoring is provided in Appendix I-IV.

The second subchapter addresses lead management, showcasing quantitative data
analysis of leads obtained through various marketing channels to assess their relevance and
recommend potential improvements, also further analyzing the effectiveness of channels
used for lead generation. Segmentation forms is an integral  part

of the lead management subchapter.

An inseparable aspect of this chapter is the digital marketing analysis. First, the HERO
products in the Czech market are examined to establish its connection with the marketing
plan and to understand why specific product groups were chosen for the development of a
new marketing communication strategy. Second, attribution metrics such as visit duration
on landing pages and active user interactions will be monitored to define KPIs for the

campaigns.

A fundamental component of digital marketing analysis is the SEO evaluation of the
most searched keywords. Based on this analysis, recommendations for implementing new

keywords will be outlined to optimize performance and visibility.

7.1 Competitors monitors

The primary goal is to analyze how the company's key competitors communicate their

products within the 7P marketing mix, which encompasses:
e Price: Product pricing strategies.

e Place: Communication channels such as websites, social media platforms, instant

demand forms, and UX portals.

o Promotion: B2B marketing materials, communication mix, and overall marketing

communication strategies.
e Product: Unique Selling Propositions (USP) and product portfolio.
o People: B2B collaborations and partnerships.

o Processes: Web presence and customer journey/experience.
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o Physical Experience: Direct interaction and physical touchpoints with products or

services.

Field of appliction is monitored. Competitor communication strategies will be

evaluated across the following product categories:

Machining,

Personal protective equipment,

Measurement technology,

Vending machines.

As part of the product communication mix analysis, competitor offerings within these
categories will be closely monitored. This process serves as a source of inspiration and, most
importantly, as a foundation for differentiation. By understanding how competitors approach
their product communication strategies, the company can refine its own approach to gain a

competitive edge.

In the accompanying table, the categorization of product application fields and
competitor offerings—alongside those of the chosen company—will be presented.

Competitors are classified into three categories:
e Primary Competitor: Direct market rivals with substantial influence.

e Secondary Competitor: Competitors with moderate presence or overlap in offerings.

Product field of Primary competitor Secundary competitor
application
PPE Ardon® Cerva
Machinning MaV spol. s r.0. GRUMANT
HCT MaV spol. s r.0. GRUMANT
Vending machines Mactevend X

Table 2: Overview of competitors
(source: internal)

The competitor monitoring in this study focuses on one primary competitor offering

products in the categories of personal protective equipment, machining, measurement


https://www.ardon.cz/
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technology, and vending machines. Due to the extensive scope of competition monitoring,

the full detailed monitoring is provided in Appendix P I - IV.

It can be stated that the selected company utilizes a mix of communication channels to
promote defined product categories or broader categories. These include newsletters, online
channels such as Google and Bing for non-brand campaigns, and sponsored ads that link
directly to the e-shop's product categories. The company also participates in several events
throughout the year, primarily promoting measurement and machining products, as well
as personal protective equipment (PPE). Social media regular posts combine branding efforts

with price promotions.

A notable difference in the communication of PPE between the selected company and
its competitors lies in the online presence. Competitors maintain attractive, user-friendly
websites dedicated to PPE, focusing more on branding rather than price promotions. Two
competitors were monitored, both employing a similar approach to PPE communication.
Their websites are designed to be user-friendly, resembling blogs rather than conventional
websites. One of these competitors includes an e-shop where customers can directly
purchase products, while the other relies on direct sales through sales representatives. Both
competitors add value by offering specialized landing pages emphasizing the importance
of risk prevention with slogans like “prevent yourself from risk.” Specifically, Ardon focuses
on customer stories, which are featured in their sponsored communications on social media.
Their social media content leans heavily towards branding instead of direct sales,

complemented by motion banners for online engagement.

Regarding vending machines, the competitor Mactevend does not operate an e-shop,
and prices are not displayed on its website. Customers interested in vending machines are
required to complete an instant pop-up form, after which a sales representative responds
within 24 hours. Their website is also designed in a blog-like format, offering an appealing
user experience. A notable feature is the animation teaser banner on their homepage, which
is particularly engaging. Social media communication for Mactevend focuses on branding
rather than direct sales, and their website highlights case studies, such as their cooperation

with Mercedes.

Last year, the selected company promoted vending machines through a series of three
newsletters and a presentation at an industrial trade fair. Additionally, a case study paper on

vending machines was featured in sponsored Facebook ads to attract new leads. This



TBU in Zlin, Faculty of Management and Economics 63

campaign was also supported through newsletters targeting the company’s existing customer

base to generate leads.

The marketing communication analysis of the selected company, for which this project
is designed, along with the competitor analysis, has been completed. Recommendations for
a new communication strategy for the monitored product categories are outlined in

Subchapter 8.3: Product Marketing Mix.

7.2 Lead management

Lead Management is a strategic process employed by Marketing and Sales teams to
generate and manage potential leads. The lead generation stage involves identifying
prospective customers and evaluating their readiness to make a purchase before initiating
direct interactions such as sales calls or visits. This process includes building brand
awareness, attracting potential leads, and ultimately passing them on to the sales team for

further qualification and processing (Stevens, Ruth P., 2012, p. 2).

The selected company employs a variety of channels for lead generation campaigns,
targeting prospective clients at the top of the business funnel, specifically within

the awareness-building stage of the AIDA model. These channels include:
o Case studies for vending machines, PPE, machining, workstations, and storages,
e Webinars,
e Online marketing activities, such as SEA, SEO, and B2Base,
o Events,
o Social media advertisements, particularly on Facebook and LinkedIn.
o Leady.cz, a lead management platform.

After leads are generated, the sales team conducts a lead qualification process to assess
whether there is business potential. The lead generation and sales qualification process is

visually represented in Figure 21.
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Figure 21: The Lead Management Process in the CRM
(source: internal)

For the lead nurturing process, the company utilizes tools such as company
presentations, brochures tailored to various product groups, and voucher promotions when
necessary. The voucher can serve as a gift for a first-time purchase, enhancing engagement
with potential customers. According to Stevens, Ruth P. (2012, p.157), lead nurturing also
referred to as lead cultivation, lead development, or lead incubation involves initiating the
first round of sales communication with a lead. This process focuses on understanding the
lead's pain points and offering the most suitable solution to their problem, ultimately helping

to convert the prospect into a business opportunity.

Figure 22: Lead generation process via Leady.cz
(source: own elaboration)

The lead generation process utilizing the Leady.cz platform is illustrated in Figure 22.
Through online marketing campaigns, the company directs potential customers to its
website. The Leady.cz platform is seamlessly integrated with the corporate Czech website
via API codes, facilitating the generation of leads from website visitors. To enable visitor

tracking, users must consent to cookies.
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Within the Leady.cz platform, details such as the type of company visiting specific
landing pages, time spent on the website, and basic company information are made available.
Additionally, the platform is connected to Merk, the comprehensive Czech database
of companies operating within the Czech market. This connectivity allows for more

extensive lead insights.

The platform further supports the lead generation process by enabling data downloads
of website visitors for subsequent processing. The detailed procedure for integrating these
leads into the company's CRM system is described in Section 7.2.2: Internal Process

of Importing Leads into CRM.

7.2.1 Customer relationship management

As previously mentioned, the primary channels used for lead generation include
the Leady.cz platform, case studies, webinars related to measurement technology, and
events. In Figure 23, the percentage of leads obtained through these channels in 2024 is
displayed. The numbers od leads may be seen in the table 3. This data allows for
a comparative analysis of the effectiveness of each channel, enabling an informed decision

on whether to continue utilizing them in 2025.

2024
Source topic Amount
Leady.cz 832
Webinar 5
Case studies 139
Events 1221

Table 3: Lead source channels 2024

(source: own elaboration)
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Figure 23: Marketing source channels 2024/2025
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(source: own elaboration)

Leady.cz is considered one of the key channels for lead generation. Figure 25 displays
the number of leads obtained through this platform during the period from May 2024 to
January 2025. It is evident that the relevancy of leads obtained from this platform has

reached 61%, categorized as qualified leads, as demonstrated in Figure 24.

Figure 24: Relevancy of all obtained leads from Leady.cz

Relevancy of leads_January 2025

h = Disqualified
18% = Open
= Qualified

(source: own elaboration)

Figure 25: Amount of leads obtained from Leady.cz 2024/2025
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(source: own elaboration)
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7.2.2 Internal source of importing leads into CRM

An instant form was designed for manually importing leads into the CRM system,
consolidating all lead data into a single source. During the import process, Marketing
Qualification of Leads (MQL) is conducted to eliminate potential bad data before the leads
are passed on to the sales team for Sales Qualification (SQL). This step is essential to ensure

the accuracy and quality of leads provided to the sales team.

This instant form 1is specifically used to import leads generated from
the Leady.cz platform, which the company utilizes as one of several channels for generating
high-quality, HOT leads to expand its customer base. The company also employs other lead
generation channels that are directly connected to the corporate CRM system. However, this
direct integration may occasionally result in bad data entering the system, underscoring the

importance of implementing MQL before SQL.

The Leady.cz platform is integrated with the company’s Czech corporate website via
an API connection. When customers interact with online ads on Google or Microsoft and
click on a banner, they are automatically redirected to the company’s website. If they consent

to cookies, their interactions can be tracked on the Leady.cz platform.

Since Leady.cz is connected to MERK, a comprehensive database of all companies
operating in Czechia, it provides access to the contact information of companies visiting the
website, along with insights into their potential interest. HOT leads are identified on this

platform based on predefined criteria, such as:
e New HOT leads in priority sectors;
o Existing customers with €0 turnover (recorded in CRM);

o Existing customers with revenue exceeding €1,000.

7.2.3 Market segmentation, targeting, positioning

The following information outlines the behavioral segmentation of the company's
existing corporate customer base, categorized according to their purchasing behavior.
Customers are grouped using the Customer Value Model (CVM) into the following

categories which may be seen the the table 4.
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Customer Classification Description
Blue Minor part of the customers
Bronze
Silver Major part of customers
Gold Most activities described will be
Diamond communicated to these segments
Platinum

Table 4: Customer classification based on CVM

(source: internal)

7.2.3.1 Segmentation

The company focuses its lead generation efforts on industries with 6-99 employees

across the following sectors:

Automotive industry,
Machining and Metal industry,
Defense industry,

Steel structures,

Molds,

Foundries,

Electrical production,
Services,

Gas industry,

Food industry,

Construction industry.
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7.2.3.2 Targeting and Positioning

A sample of 752 companies was analyzed from the range of potential HOT leads
obtained through the Leady.cz platform. The analysis, illustrated in Table 5 and Figure 26,
was based on the interests demonstrated by these companies when visiting the corporate
website. 412 companies were categorized as a mix, showing interest in machining, clamping
technology, HCT, workstations, and PPE. 138 companies were labeled as having an interest
in services, primarily engaging with the homepage, case studies, references, blog posts,

catalogs, or brochures.

Interest Company

Mix: machinngng, clamping technology, HCT, 412
workstation, PPE

Interest about machinning 71

Interest about PPE 57

Interest about hand tools 42

Interest about service 138

Interest about workstation and storages 32

Grand Total 752

Table 5: Leads segmented by their interest within landing pages

(source: own elaboration)

Figure 26: Leads segmented by their interest within landing pages

..\

Leads interest

= Mix: machinngng,
clamping
technology, HCT,
workstation, PPE

= Interest about
machinning

(source: own elaboration)
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Based on this analysis, it is recommended to target these companies by advertising the
following product categories, aligning with the 2025 marketing priorities described in

Subchapter 8.1: Marketing Plan, while also emphasizing the services provided:
e Machining,
 Personal Protective Equipment (PPE),
e Measurement Technology Products,

o Workstations, including vending machines.

7.3 Digital marketing analysis

This subchapter examines the product sales analysis, conducted using confidential sales
data from 2024 provided by the product management team. Due to the sensitivity of the
information, the first section provides an overview of the focus product categories for 2025

without any graphical or numerical data.

The second part of this subchapter addresses Search Engine Optimization (SEO),
concentrating on keyword research. Later in the chapter, suggestions for improving
keywords within the company's website and landing pages are presented and available in the
appendix VI - VIIL

7.3.1 Product sales analysis

Based on the analysis conducted, it has been determined that the company should focus

its communication strategy on the following product categories:
e Machining and vending machines from Own Brand 1.
e Machining, measurement technology, and power tools from Own Brand 2.

e Partner brand 1 products, particularly within the machining category,

including milling and turning products.
e Partner brand 2 emphasizing measurement technology and power tools.

The focus product categories are detailed in Table 6. Due to the high level of data
confidentiality, the conclusions drawn from the performed analysis are presented in the table

above.



TBU in Zlin, Faculty of Management and Economics 71

Brand Hero product category

Brand 1 Machinning, workstation and storage incl.

Vending machines

Brand 2 Machining; deburring, clubheads, Measuring
technology

Drilling and clamping technology, Milling,
turning, Measuring technology, Screwdrivers and

storage boxes, Power tools
Partner‘s brand 1 Milling, Turning

Partner‘s brand 2 Measuring technology, Screwdrivers and storage

boxes, Power tools

Table 6: Focus product categories
(source: own elaboration)
7.3.2 Search engine optimisation

The goal is to enhance organic search visibility on Google to drive increased revenue

for the hero products below, using priority channels for organic growth as a Google, Bing.
e Machining: Milling, drilling, machining, turning, sawing, threading.

o Personal Protective Equipment (PPE): Eye protection, hearing protection, head and

face protection, protective workwear, gloves, work clothing, and foot protection.

Figure 27: Performance on search result 08/24 — 02/25

] Tatal clicks [ Total impressians

32.5K o 952K

(source: Google search console)

Figure 27 illustrates the search result performance from August 2024 to February 2025.
During this period, the company achieved 952K impressions with an average Click-Through

Rate (CTR) of 3.4%. The goal for 2025 is to increase the CTR by 0.6%, reaching 4.0%.
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Additionally, the total clicks to the website during this timeframe amounted to 32.5K, with
a target of 40K clicks set for 2025.

Figure 28: The SEO triangle

(source: Kingsnorth, Simon, 2020, p. 123)

Figure 27 illustrates the search result performance from August 2024 to February 2025.
During this period, the company achieved 952K impressions with an average Click-Through
Rate (CTR) of 3.4%. The goal for 2025 is to increase the CTR by 0.6%, reaching 4.0%.
Additionally, the total clicks to the website during this timeframe amounted to 32.5K, with
a target of 40K clicks set for 2025.

7.3.2.1 Content

A structured workflow between e-business, SEO consultants, and the marketing team
is established to optimize various types of pages based on their ranking relevance and
required effort. The most searchable keywords analysis are presented in the Appendix V and

it's going about own analysis.
o Homepage.

e Landing Pages: Focused on brands such as partner's brand 1, partner's brand 2,

Brand 1, and Brand 2.

Field of Application Landing Pages:
e Machining and its subcategories within the e-shop (nearly 50 pages),
e PPE and its subcategories within the e-shop,
e HCT measurement tools and subcategories within the e-shop.

The most searchable keywords are highlighted in Appendix P V indicating priority
keywords the company should focus on, and which presents a comprehensive sample of

1,001 keywords. This analysis covers the period from August 2024 to February 15, 2025.
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The TOP 10 paid keywords are presented in Figure 29, while specific keywords are
detailed in Appendix VI. Own elaboration of analysis was made by using the SISTRIX
as a main source. Whole overview of SEO paid keywords analysis are available in Appendix

VIIL.
Figure 29: TOP 10 paid keywords search
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(source: own elaboration)

Additionally, this section includes a proposal based on the analysis, which is available

in Appendix VIIIL

7.3.2.2 Technical SEO

As an example of technical seo can be as follow: :www.chosencompany.cz/1254745/1-000-

00-kj-11 -> www.chosencompany.cz/1254745/obrabeni

Figure 30: SEO produtct page analysis

SEO product pages analysis
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(source: own elabration)
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During the analysis, 51 pages were identified based on the following filtering criteria:
e CTR>10%
e Impressions > 50
The e-shop pages analysis revealed the most searchable product categories within 2024,
with Hand Tools and HCT Measurement Tools ranking as the top two categories.
7.3.2.3 Links

To improve page optimization, the focus should be on link-building strategies using

SEO anchor texts:
Internal Links

As outlined in previous chapters, the company's main core business revolves
around Machining. To maximize results in PPE, these two product categories have been set
as communication priorities for 2025. While internal linking exists within current pages, it

is not widespread. The recommendation is to strengthen internal linking primarily for:
e Machining, as the company's core business, also related to partner's brand 1.
o PPE, as a major focus for 2025, also linked to partner's brand 2.
o HCT Measurement Tools, enhancing visibility and accessibility.
External Links

Collaborations with external media partners should be established to support online PR
activities through an external link-building strategy. It is recommended to implement these

PR campaigns during spring and autumn 2025.
Suggested PR topics include:
e Machining,
e PPE,

o Emerging themes such as employee shortages, efficiency in manufacturing and

production, and sustainability (ESG).
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8 NEW MARKETING COMMUNICATION STRATEGY OF
SELECTED PRODUCTS

This chapter outlines the development and implementation of a new product marketing
communication strategy for the selected product application areas. The initial step involved
establishing the new marketing plan and objectives for 2025, as described in Subchapter 8.1.
The rationale behind these goals is supported by comprehensive analyses that explain their

relevance and alignment with the company’s strategic priorities.

Within this chapter, a new marketing strategy is proposed, complemented by a product
marketing strategy as an overarching, high-level plan detailing how products will be
marketed and positioned. Additionally, a product marketing communication mix (7P) has
been developed, targeting the product application areas of machining, vending

machines, PPE, and measurement technology.

The final subchapter, 8.5: Product Communication Strategy Plan, delves into the
project management aspects of the campaign. This includes a discussion on time analysis for

each field of application, accompanied by cost analysis and risk analysis.

8.1 New marketing plan and objectives 2025
Figure 31: Marketing roadmap 2025 with the market priorities

CHANNELS JANUARY FEBRUARY MARCH APRIL MAY JUNE JuLy AUGUST SEFTEMBER  OCTOBER  NOVEMBER DECEMEBER

SEA, SEO

EVENTS

Vouchers

Public-Relations Online PR for vending machines (Increase brand, product awareness) + SEO link building, banners
Webinar HCT webinar

Facebook (FB ads, FB Lead ads, LinkedIn and Fb posts) — acquisition camapign, brand awareness campaigns

Linkedin

Promotions, innovations,
brachures

KATALOG
Case studies/papers
Lead Management

WEB

Novelties

(source: own elaboration)
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8.1.1 Increase the customer base

One of the most important goals for 2025 is to expand the customer base by
leveraging lead management techniques and maximizing the use of the CRM system. To
achieve this objective, several lead generation campaigns will be implemented, as outlined

below:
* Pop-up campaign,
= Leady.cz,
» B2Base campaigns,
» Professional case studies with emerging topics,
= Eventy,
= SEO/SEA — Google, MS, FB, LinkedIn.

Figure 32: Customer base vs. previous year 2024

Customer Base vs. Previous Year (PY) per Product Group
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(source: internal Power BI)
8.1.2 Increase the e-shop rate

o Increase the number of website visits through the promotion of engaging content

within online marketing campaigns.

o Enhance customer experience on the website by focusing on user-friendly design

and functionality.

o Offer e-vouchers to targeted segment groups, following the success of the 2024
initiative (388 coupon redemptions).
Figure 33: E-shop rate 2024

eShop Rate vs. Budget (PL) Previous Year (PY) - Trend
2024

-~ — ,/.
3313 . 339% 35% - 341% o TR 22

(source: internal Power BI)
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e Welcoming Mailing Campaign

It has been decided to relaunch this campaign in 2025, as it has consistently delivered
positive results. As illustrated in Graphs 18 and 19, and detailed in Table 7, the campaign
generated a total of 383 new customers between June 2024 and January 2025, with 290

individuals registering in the e-shop.

Welcoming mailing campaign

Jun- | Jul- | Aug- | Sep- | Oct- | Nov- | Dec- | Jan- | Total
24 24 24 24 24 24 24 25

New accounts 86 48 61 54 91 79 52 72 543

New customers | 63 34 35 47 57 66 35 46 383
(contacted by

e-mail)
E-shop 48 25 25 35 44 51 41 21 290
registration
Table 7: Evaluation of welcome mailing campaign
(source: own elaboration)
Figure 34: Evaluation Welcome journey campaign
New customers vs. e-shop registration
100

N — S~

Jun-24 Jul-24 Aug-24  Sep-24  Oct-24  Nov-24 Dec-24  Jan-25

e New accounts
New customers (contacted by e-mail)

E-shop registration

(source: own elaboration)

8.1.3 Improving the marketing communication of selected products

Another key objective is to enhance the marketing communication of selected products

within the following application areas: machining, personal protective equipment
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(PPE), measurement technology (HCT), and vending machines. Additionally, the focus will

extend to vibratory finishing machines and sustainable chemical products.
The channels identified to achieve this goal include:
e Online paid advertising through search engine marketing,
o Keyword optimization for improved search engine ranking (SEO),
» Email marketing campaigns to directly engage with target audiences,

o Landing page optimization to enhance user experience and conversion rates.

8.1.4 Exponential growth of machining and PPE
¢ Online paid ads by search engine advertising,
e Optimalisation of keywords ion the search engine (SEO),

e Price promotion and innovation campaigns.

8.1.5 Increasing brand awareness of the selected company

Online PR articles in the industrial magazines focusing on emerging topics such
as shortage of the employees, sustainability, productivity, effective cost saving, procurement

process

8.2 New marketing strategy of selected products

New marketing startegy of selected products defines how a products will be marketed
and positioned. It is closely tied to the marketing mix of selected products. Figure 35 outlines
the product communication strategy roadmap taking place in Czech market. Each section is
divided according to the product categories for which the new communication strategy is
designed. Each category includes its SMART goals, unique selling proposition (USP), and
an overview of services provided. Details of the USP's and services can be found

in Appendices IX-VXII.
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Figure 35: Product communication roadmap CZ

Product communication roadmap CZ 2025
JANUARY FEBRUARY MARCH APRIL May JUNE JuLy AUGUST ~ SEPTEMBER OCTOBER NOVEMBER DECEMBER
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Market the ecosystem: communication of systematic approach, partnership, services, how the product can solve customer's problem
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Next best offer (monthly rythm); Pop-Up campaign (whole year); Welcome campaign (whole year); segmented e-voucher (March — Dec.)

Lead management campaign (whole year)
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(source: own elaboration)

A product marketing strategy is developed using the SMART method. This involves
setting up systematic and measurable objectives, identifying target groups for the campaign,

creating a timeframe for achieving the goals, and assessing whether the objectives are

realistic.

8.2.1 Machining

8.2.1.1 Systematic Objectives
e Achieve exponential growth in machining and sales support,
e Increase web traffic,

o Improve e-shop purchase rates.

8.2.1.2 Measurable Objectives
o Sales target: 20% higher than the previous year,
e E-shop purchase rate: 3% growth compared to the previous year,

e Acquisition of hot leads for 2025: up to 20%.
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8.2.1.3 Achievable Objectives

o The product marketing strategy will be instrumental in meeting the established

objectives,

e Monthly performance analyses will be conducted to monitor progress and ensure

alignment with goals,

o Necessary optimizations will be implemented during the campaign runtime,
as required.
8.2.1.4 Relevant Objectives

These objectives align with the company’s long-term success goals. Increasing the
e-shop purchase rate by 3% and generating 20% more leads compared to 2024 are realistic
targets.
8.2.1.5 Time-Bound Plan

o B2Base Campaign: Runs from March 15 to December 31, 2025.

o Email Marketing Campaign: At least 1-2 newsletters per month.

o Social Media Posts: Regularly created to engage the audience.

o Sponsored Social Media Posts: Partner brand Iscar machining products promoted for
2 months. If results are satisfactory, additional series will follow; if not, optimizations will

be applied.

e Google Ads: Active throughout the entire year of 2025.
8.2.2 Personal Protective Equipment

8.2.2.1 Systematic Objectives

 Increase awareness of PPE, supported by the introduction of Portwest PPE products

(new to the portfolio).
o Achieve exponential growth and sales support.
o Boost web traffic.

o Improve the e-shop purchase rate, closely linked to increased web traffic.
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8.2.2.2 Measurable Objectives
o Sales target: 20% higher than the previous year.

o E-shop purchase rate: 3% growth compared to the previous year.

e Acquisition of hot leads in 2025: 20 leads.

8.2.2.3 Achievable Objectives
o The product marketing strategy is designed to achieve the outlined objectives.
e Monthly performance analyses will ensure the campaign remains on the right track.

o Campaign optimizations will be implemented as needed during its runtime.

8.2.2.4 Relevant Objectives

The objectives contribute to long-term success. Increasing the e-shop rate by 3% and
generating 20 additional leads compared to 2024 are realistic and achievable goals.
8.2.2.5 Time-Bound Plan

o B2Base Campaign: Runs from March 15 to December 31, 2025.

o Email Marketing Campaign: Spring novelty campaign (2 newsletters) and autumn

novelty campaign (2 newsletters).
o Social Media Posts: Regularly created to engage target audiences.
o Sponsored Posts for Novelties: Campaigns lasting 3 weeks in spring and autumn.

e Sponsored Posts for PPE Portwest: 2-month campaign. If results are favorable,

additional series will follow; otherwise, optimizations will be applied.
e Google Ads: Active throughout the entire year of 2025.

o Lead Generation Campaigns on Social Media
8.2.3 Measurement Technology

8.2.3.1 Systematic Objectives
 Increase awareness of measurement products.
e Boost web traffic.

o Improve the e-shop purchase rate, directly linked to increased web traffic.
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8.2.3.2 Measurable Objectives
o Sales target: Achieve a 25% increase compared to the previous year.

« Increase web traffic to the HCT landing page by up to 15%.

e Generate 20 hot leads in 2025.

8.2.3.3 Achievable Objectives
o The product marketing strategy is designed to achieve the outlined objectives.
e Monthly performance analyses will be conducted to ensure progress is on track.

o Campaign optimizations will be made during the runtime if necessary.

8.2.3.4 Relevant Objectives

e These objectives align with the company’s long-term success goals. Increasing
landing page traffic by 15% and acquiring 20 additional leads compared to 2024 are realistic
and achievable targets.
8.2.3.5 Time-Bound Plan

o B2Base Campaign: Runs from March 15 to December 31, 2025.

o Email Marketing Campaign: One newsletter per month related to HCT throughout
the year.

e Social Media Posts: Regularly created to engage the audience.

o Sponsored Posts for Measurement Technology Novelties: 1-2 posts per month.
8.2.4 Vending Machines

8.2.4.1 Systematic Objectives
o Raise awareness of vending machines offered by the company.
e Drive customers to the website and increase web traffic.

o Generate new business opportunities.

8.2.4.2 Measurable Objectives
 Sales target: Sell 8 vending machines in 2025.

 Increase website visits by 20%.



TBU in Zlin, Faculty of Management and Economics 83

e Acquire 20 hot leads in 2025.

8.2.4.3 Achievable Objectives
o The product marketing strategy is designed to achieve these objectives.

e Monthly performance analysis will be conducted to monitor progress and ensure the

campaign is aligned with goals.

o Necessary optimizations will be applied during the campaign runtime, if required.

8.2.4.4 Realistic Objectives

o These objectives contribute to the company’s long-term success. Increasing web
traffic by 20% and acquiring 20 additional leads compared to 2024 are realistic goals. Selling
8 vending machines is an ambitious yet achievable target.

8.2.4.5 Time-Bound Plan

o B2Base Campaign: Runs from March 15 to December 31, 2025.

Email Marketing Campaign: One newsletter per quarter.

Social Media Posts: Regularly created to engage audiences.

Sponsored Posts for Novelties: A campaign in Q3 of 2025.

Lead Generation Campaigns on Social Media: Conducted three times a year, each

lasting four weeks.
8.3 New Product Marketing Communication Mix (7P)

The marketing mix of selected products is presented in this subchapter. Focus is
dedicated to the vending machines, machinning, measurement technology and personal
protective equipment. Detailed look into the marketing mix for the selected product

categories planned for 2025 are presented.
8.3.1 Vending Machines

8.3.1.1 Product Line

The selected company currently has six vending machines in its portfolio. Each vending
machine has a unique selling proposition (USP) that is considered during promotion.

However, the general USP is described in subchapter 8.3.4 Vending Machines.
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8.3.1.2 Price

This section focuses on price, specifically related to cost analysis. Detailed information

about cost analysis can be found in subchapter 8.5.

8.3.1.3 Promotion

Various channels are proposed to achieve high performance and meet set objectives.
This approach is a significant departure from last year’s marketing communication of

vending machines.

o Optimization of the landing page for vending machines with new keyword

configurations.

o Blog Section: Each vending machine in the portfolio will have its own blog section,
including professional articles, customer references, and short interviews with chosen
companies. Topics such as "How vending machines help optimize processes, save costs, and
increase productivity" will be highlighted. Additional services provided for vending

machines will be promoted.
¢ An instant form will be available for customers to raise requests.

e A new feature is the process calculator, showing companies how vending
machines can save costs. Customers contacting technicians through the form

will receive process calculations.

e A series of video manuals on "how to operate and maintain vending machines"

will be included in this section.

e Brochures: Six brochures (maximum of three pages each) will provide detailed

information about individual vending machines.
e Newsletters: A series will be launched to maintain customer engagement.

e Online PR Campaigns: Conducted in spring and autumn 2025 to enhance brand
awareness for vending machines from Brand 1 and Brand 2. Campaigns will

include:

e Articles in the Positive Technology Magazine, coupled with homepage banners

displayed for two months.

e Newsletters, sponsored ads, and link-building to the company’s website.
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e Social Media Campaigns: Posts and sponsored ads tailored to promote vending

machines.

e Lead Generation Campaigns: Offered alongside professional case studies on topics

such as cost savings, productivity improvements, and process optimization.

o B2Base Campaign: Running from March 15 to December 31, 2025, this campaign
will target medium and large companies that are either new or have previously interacted
with the landing page for vending machines and workstations. Retargeting will utilize data

from the leady.cz platform.

e Email Signature Banner: A promotional banner for vending machines will be
included in technicians’ email signatures.
8.3.1.4 People

This section addresses the target segments for marketing campaigns:

o New Potential Leads: Medium-sized and large companies with a minimum of 10
employees from sectors such as automotive, machining, metal, steel, electrical, gas, food,

and construction industries.

o Existing Customers: As described in subchapter 7.3, customers in the CRM system

are segmented by value model. Target groups include:
e Medium to large companies,
e Customers with purchases made within the past 36 months,

e Companies generating revenue exceeding €1,000.

8.3.1.5 Place

The company does not have a showroom in the Czech market for demonstrating
vending machines. However, some vending machines are available in stock in the Czech
Republic, and upon agreement, customers can arrange visits with technicians or sales

representatives.

Information about vending machines is available on dedicated landing pages,
supplemented by brochures and videos. The e-shop provides access to necessary
documentation, such as business offers, orders, and invoices. As vending machines are high-

value items, purchases are primarily handled through sales representatives.
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8.3.1.6 Process

A continuous improvement process ensures targets are met and optimal solutions are

provided to customers. This includes:
e Regular employee training.
 Digital solutions consolidating resources into one system.
» E-business tools for cost savings and process efficiency.

e Valuable materials, including the process calculator.

8.3.1.7 Physical Evidence
As mentioned in the "Place" section, the company lacks a showroom. Physical evidence
is provided either through stock or virtual space.

8.3.2 Machinning

8.3.2.1 Product line

As the company has a broad portfolio of the product in the machining category, I
propose focusing on communication the product categories at whole. The product line in this
category is spread into drilling, thread milling, turning, milling and sawing. Unique selling
proposition is taken into consideration and is descried in the suchapter 8.3.1 Machinning.

8.3.2.2 Price

More details about the cost analysis are available in subchapter 8.5

8.3.2.3 Promotion

I propose using the different channels to obtain high performance and reach set
objectives. Comparing the marketing communication of vending machines last year, this is

a totally new approach to achieve the goals.

a. Optimalisation of landing page related to machining field of application with and set

up the new keywords (SEO)

b. Three new brochures — bulk packages for turning, grinding and cutting tools and

machining.

c. Series of newsletters — 1x per month the newsletter for different machining category
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d. Social media posts and sponsored ads focusing on ISCAR brand

My advice is to promote partner’s brand 1 on Facebook sponsored ads. As could be
seen in chapter 9 Campaign evaluation, the company started to promote the partner’s brand
1 products in Google ads. Unfortunately, this brand and non-brand campaign, which was
implemented, did not perform well. Therefore, it is convenient to try a new way of

advertising.

e. Lead Gen campaigns to get the new hot leads and potentially bring new business

opportunities. The professional book related to aluminum machining will be promoted.
f. B2Base campaign

This campaign will run from 15.3. — 31.12.2025. B2Base campaign will focus on
display brand awareness ads to specific companies. The big advantage of this channel is that
the company aim to the specific customer. The target group here is the completely new
medium to large companies and the second target group is the companies who already know
the company, visiting the landing page of machining. Those are companies obtained from
the leady.cz platform and the company ought to target them with the ads based on their

interest.

8.3.2.4 People

This year, 1 propose focusing on two target groups from several new customers
and addressing existing customers with the machining products of partners brand, Brand 1
and Brand 2, as well as Partner’s brand 1, which is a very strong partner and the promotion

of ISCAR machining products can help to increase additional revenue.
The segments are divided into two main categories according to setting up goals.
g. Acquisition of the new potential leads (new companies)

These are medium-sized and large companies with a minimum number of 10 employees

from the sectors such as:
e automotive,
¢ machining and metal industry,
e steel, electrical industry,

e gas, food and construction industry.



88 TBU in Zlin, Faculty of Management and Economics

h. Focusing on existing customers in the CRM

The target group from the existing customer range are:
e medium to large companies,

e purchase within the period of 36 months,

e revenue higher than 1000 euro

8.3.2.5 Place

The business with the client is done through the salesperson. Customers may purchase
the product through the e-shop which is available 24/7. Participation in 4 events in 2025

where the machining product will be exposed

8.3.2.6 Processes

The continuous improvement process, to reach the target and bring the best solution to
customer, consist of regular employee training, and digital solution. Also, it includes fast

delivery within 24 hours, e- shop 24/7, and valuable materials for customers.

8.3.2.7 Physical evidence

As was described in the place section, the company does not have a showroom in the
Czech market. Technicians and salespeople have a case where the different selected product
from machining is available. The products are also shown through printed or online

catalogues, brochures or on the web.
8.3.3 Personal Protective Equipment

8.3.3.1 Product line

As the company has a broad portfolio of products in PPE, I propose focusing on
communication with the product categories at whole with a focus on partner's brand 1. The
product line focus categories are eye protection, head and face protection, work clothing,
hand protection, protective workwear and foot protection. A unique selling proposition is
taken into consideration and is described in the suchapter 8.3.2 Personal Protective

Equipment.
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8.3.3.2 Price
More details about the cost analysis are available in subchapter 8.5
8.3.3.3 Promotion

a. Optimalisation of landing page related to PPE field of application with and set up the
new keywords (SEO) as well as on blog

b. Two new brochures connected to eye and foot protection,

c. Special price promotion campaign with selected products (shoes, gloves, eye wear)
— the campaign was taking place in 2024, unfortunately, did not reach the target as it can be
seen in the chapter 9 Campaign evaluation. I propose to make an optimalisation of this

campaign and continue for 3-4 weeks 2025 the second-round campaign,

d. Price promotion and editorial newsletters together with promotion of services

provided,

e. Optimalisation of microsites which were created in 2024 with the pop-up window

for free samples,
f. Social media posts and sponsored ads focusing on partner's brand 2,

g. Novelties campaigns: spring collection and winter collection — each 4-week

campaign in all channels (SEA, SOME, newsletters, web).

My advice is to promote partner's brand 2on Facebook sponsored ads. As could be seen
in the subchapter 7.4.1 Google analytics 4, the company started to promote the partner's
brand 2 product in Google ads. Unfortunately, this brand and non-brand campaign, which
was implemented, did not perform well. Therefore, it is convenient to try a new way of

advertising.

h. Lead Gen campaigns to get the new hot leads and potentially bring new business
opportunities. It will be offered to study articles about hand injuries and how to avoid them,

how to choose the perfect footwear, hand protection.
1. B2Base campaign

This campaign will run from 15.3. — 31.12.2025. B2Base campaign will focus on
display brand awareness ads to specific companies. The big advantage of this channel is that
the company aim to the specific customer. The target group here is the completely new

medium to large companies and the second target group is the companies who already know
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the company, visiting the landing page of PPE categories. Those are companies obtained

from the leady.cz platform and we will retarget them with the ads based on their interest.
8.3.3.4 People

This year, I propose focusing on two target groups from several new customers and
addressing existing customers with the machining products of partners brand, Brand 1 and

Brand 2 as well as partner's brand 2.
The segments are divided into two main categories according to setting up goals.
J. Acquisition of the new potential leads (new companies)

These are medium-sized and large companies with a minimum number of 10 employees

from the sectors such as:
e automotive,
¢ machining and metal industry,
e steel, electrical industry,
e gas, food and construction industry.
k. Focusing on existing customers in the CRM
The target group from the existing customer range are:
e medium to large companies,
e purchase within the period of 36 months,

e revenue higher than 1000 euro

8.3.3.5 Place

The business with the client is done through the salesperson. Customers may purchase
the product through the e-shop which is available 24/7.
8.3.3.6 Processes

The continuous improvement process, to reach the target and bring the best solution to
customer, consist of regular employee training, and digital solution. Also, it includes fast

delivery within 24 hours, e- shop 24/7, and valuable materials for customers.
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8.3.3.7 Physical evidence

Technicians and salespeople have a trolley case where the different selected product
from machining is available. The products are also shown through printed or online

catalogues, brochures or on the web.
8.3.4 Measurement technology (HCT)

8.3.4.1 Product line

Micrometers, dial indicators, calipers, measurement machines, high gauges

8.3.4.2 Price

More details about the cost analysis are available in subchapter 8.5

8.3.4.3 Promotion

a. Optimalisation of landing page related to HCT field of application with and set up
the new keywords (SEO),

b. New webinar,
c. Special price promotion campaign with selected products,

d. Price promotion and editorial newsletters together with promotion of services

provided,
e. Social media posts and sponsored ads especially the novelties,

f. Lead Gen campaigns to get new hot leads and potentially bring new business

opportunities. It will be offered the webinar.
g. B2Base campaign

This campaign will run from 15.3. — 31.12.2025. B2Base campaign will focus on
display brand awareness ads to specific companies. The big advantage of this channel is that
the company aim to the specific customer. The target group here is the completely new
medium to large companies and the second target group is the companies who already know
the company, visiting the landing page of HCT categories. Those are companies obtained

from the leady.cz platform and we will retarget them with the ads based on their interest.
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8.3.4.4 People
a. Acquisition of the new potential leads (new companies)

These are medium-sized and large companies with a minimum number of 10 employees

from the sectors such as:

e automotive,

e machining and metal industry,

e steel, electrical industry,

e gas, food and construction industry.

2. Focusing on existing customers in the CRM

8.3.4.5 Place

The business with the client is done through the salesperson. Customers may purchase
the product through the e-shop which is available 24/7.
8.3.4.6 Processes

The continuous improvement process, to reach the target and bring the best solution to
customer, consist of regular employee training, and digital solution. Also, it includes fast

delivery within 24 hours, e- shop 24/7, and valuable materials for customers.

8.3.4.7 Physical evidence

Technicians and salespeople have a trolley case where the different selected product
from machining is available. The products are also shown through printed or online

catalogues, brochures or on the web.

8.4 Communication strategy planning

This chapter focuses on communication strategy planning for selected products, with
an emphasis on the time analysis for vending machines, machining, PPE, and measurement
technology — identified as the communication peaks for this year. It connects closely to
subchapter 8.4, which outlines the new product marketing communication mix. The
following section provides a time analysis of individual campaigns for each application area,

rather than considering the project as a complete whole.
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The analysis incorporates the Critical Path Method, which is an integral part of the time
analysis. This method identifies the critical path for each campaign project, representing the
shortest time needed to complete the project. It also includes a Gantt chart, illustrating the

earliest possible start of individual project activities. In the Appendix XIII — XV.

The chapter is followed by cost analysis in section 8.5.2, and risk analysis in subchapter
8.5.3. Risks are an inherent part of every project and can emerge at any stage. They may
vary in probability and level of impact, and addressing these risks effectively is vital for

project success.
8.4.1 Time analysis

The critical path of the vending machine project was developed using the PQM QM
program. Table 21 highlights the project's critical points, displayed in red, where the time
reserve for these activities is equal to 0. This indicates that no delays are permissible;
otherwise, the project's overall duration and associated costs will increase. The critical path
also specifies the shortest timeframe required to complete the project. For the vending
machine project, a duration of 37 days is needed, as shown in table 8. The final critical path,
visualized in Figure 36, follows the sequence A — D. Any delay in activity A, which
involves analysis and team briefing, will directly impact activity D, the creation of video
manuals. Furthermore, the Gantt chart, illustrated in Figure 37, displays the earliest possible

start times for individual project activities.

Activity Activity | Early Start Early | Late Start Late Slack
time Finish Finish

Project ar

A 7 0 7 0 7 0
B 7 7 14 30 v 23
C 5 7 12 32 v 25
D 30 7 a7 7 v 0
E 2 7 9 35 v 28
F 3 7 10 27 30 20
G 2 10 12 35 v 25
H 7 7 14 28 35 2
| 7 10 17 30 7 20
J 1 14 15 35 36 21
K 1 14 15 35 7 22
L 7 10 17 30 7 20
M 1 14 15 35 7 22
N 5 30 35 32 7 2
0 8 7 15 9 17 2
P 14 15 28 17 3 2
Q 1 28 30 3 32 2
R 7 10 34 v 27
5 14 7 21 23 v 16
T 1 15 16 35 kT 21

Table 8: Time analysis of vending machine project

(source: own elaboration using QM software)
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Figure 36: Critical path analysis

(source: own elaboration using QM software)

Figure 37: Gantt chart for vending machines
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The critical path of the PPE project was developed using the PQM QM program. Table
9 highlights the critical points of the project, marked in red, where the time reserve for these
activities is zero. This signifies that no delays are permissible; otherwise, both the overall
project duration and associated costs will increase. The critical path also represents the
earliest possible timeframe for implementing the project. For the PPE project, a total of 31
days is required, as detailed in Figure 38. The final critical path is illustrated in Graph 21
and follows the sequence A — B — F — ] — M. Additionally, the Gantt chart, shown in

Chart 20, provides insights into the earliest possible start times for individual project

activities.
Activity Activity | Early Start Early | Late Start Late Slack
time: Finish Finish

Project H

A 7 0 7 0 7 0
B 7 7 14 7 14 ]
C 6 7 13 25 31 18
D 7 14 21 24 Ky 10
E 7 7 14 24 31 17
F 7 14 21 14 21 ]
G 3 14 17 28 31 14
H 7 7 14 13 20 ]
1 1 14 15 20 21 [
J 3 21 24 21 24 ]
K 7 15 22 24 31 9
L 7 15 22 24 Ky 9
M 7 24 3 24 31 0

Table 9: Time analysis of PPE
(source: own elaboration using QM software)

Figure 38: Critical path analysis

(source: own elaboration using QM software)
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Figure 39: Gantt chart for PPE
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The critical path of the machining project was developed using the PQM QM program.
Table 25 identifies the critical points of the project, highlighted in red, where the time reserve
for these activities is zero. This indicates that any delays will extend the overall project
duration and increase associated costs. The critical path also represents the shortest possible
timeframe for project implementation. For the machining project, a duration of 21 days is
required, as shown in Table 10. The final critical path is illustrated in Figure 40 and follows
the sequences A — B — M and A — D — E, where D also leads to M. Additionally, the
Gantt chart, shown in Figure 41, highlights the earliest possible start times for individual

activities.
Activity Activity | Early Start Earhy | Late Start Late Slack
time: Finish Finish

Project 21

Al 7 0 7 0 7 0
B 7 il 14 il 14 ]
c 7 il 14 14 21 il
D 7 T 14 T 14 ]
E T 14 2 14 21 ]
F 1 14 15 19 20 5
G 5 14 19 16 21 2
H 7 14 21 14 21 0
| 1 14 15 20 21 [
J 1 15 16 20 21 5

Table 10: Time analysis for machinning project

(source: own elaboration using QM software)
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Figure 40: Critical path analysis

(source: own elaboration using QM software)

Figure 41: Gantt chart for machinning

Gantt chart (Early and Late times)

(source: own elaboration using QM software)

The critical path of the project related to measurement technology was developed using
the PQM QM program. Table 28 highlights the project’s critical points, marked in red, where
the time reserve for these activities is zero. This indicates that any delays will extend the
overall project duration and increase associated costs. The critical path also represents the
earliest possible timeframe for project implementation. For the measurement technology
project, a duration of 37 days is required, as shown in Table 11. The final critical path is
illustrated in Figure 42 and follows the sequence A — C. Additionally, the Gantt chart,
shown in Figure 43, provides insights into the earliest possible start times for individual

activities.
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Activity Activity | Earby Start Early | Late Start Late Slack
time Finish Finigh

Project ar

A 7 0 7 0 7 0
B 7 7 14 23 30 16
C 30 7 a7 7 v 0
D 7 14 21 30 kT 16
E 7 7 14 23 30 16
F 7 14 21 30 v 16
G 1 14 15 35 36 21
H 7 7 14 30 3w 23
| 7 14 21 30 3w 16
il 1 14 15 36 3w 22
K 1 15 16 36 v 21

Table 11: Time analysis for measurement technology project
(source: own elaboration using QM software)

Figure 42: Critical path analysis

(source: own elaboration using OM software)

Figure 43: Gantt chart for measurement technology
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Section 8.4.2 presents the cost analysis associated with implementing the projects for
vending machines, PPE, measurement technology, and machining. The primary preparation
is handled by the Czech marketing team, with costs covered under the monthly salaries
received. However, the additional expenses for these projects include agency work,

participation fees, PR activities, and the printing of brochures.
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The campaign projects for the defined product categories outlined in Table 25 are

scheduled to run throughout the year, reflecting the annual costs incurred.

8.4.2 Cost Analysis

Cost item Costs in CZK

Vending machines

Online PR 100 000
Link-building 10 000
Participation fee or gift 2 000

(customer story)

Agency fees (SEA, 207 000

banners, pm)

Brochures - print 15 000

Measurement technology

Agency fees (SEA, 207 000

banners, pm)

Webinar 50 000

Personal Protective Equipment

Agency fees (SEA, 207 000

banners, pm)

Machinning
Agency fees (SEA, 207 000
banners, pm)
Brochures - print 420 000
Total costs 1425000 CZK =57 903 EUR

Table 12: Cost analysis

(source: own elaboration)



100 TBU in Zlin, Faculty of Management and Economics

The largest portion of the costs is attributed to the printing of brochures, predominantly
in the machining category. The second largest expense involves agency fees, which support
the Czech marketing team with the implementation and optimization of Google Ads (SEA)
campaigns and the creation of some graphical banners. These fees also cover project
management and the usage of the B2Base channel, which will be utilized for all product

categories listed in Table 12 throughout 2025.
8.4.3 Risk Analysis

The table 13 presents the identified risks that may arise during the course of the projects.
The probability of occurrence is categorized as follows: low with a value of 0.3, medium
with a value of 0.6, and high with a value of 0.9. The total risk value is calculated as the

product of the probability value and the impact rate value.

Probability Impact rate Total
Risk 0,3 0,6 0,9 0,3 0,6 0,9 Risk =
P*IR
Lack of budget to X X 0,54
implement a projects due
to cost savings during
the year
Lack of CZ marketing X X 0,81
capacity
Inappropriate selection X X 0,27
of online tools
Failed to establish X X 0,54
cooperation with the
customer within
““‘Customer story**
Not reaching the project X X 0,27
goals
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Reducing interest caused | x X 0,27
by overwhelming

(messaging)

Table 13: Risk analysis
(source: own elaboration)

The most significant risk is the lack of capacity within the Czech marketing team, which
could significantly impact the project. Additionally, there are two risks with the highest total
value that must be carefully considered. The risk of potential cost savings during the year. If
the company decides to cut costs in areas critical to the project’s success, this could
profoundly affect its overall progress and outcomes. As part of the vending machine
promotion strategy, having a "customer stories" section is recommended. However, if the
selected company is unwilling to provide references or declines to cooperate, it could

partially undermine the project’s attractiveness and effectiveness.
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9 CAMPAIGN EVALUATION

One of the marketing objectives for 2025 is to support the sales of machining products
from Partner’s Brand 1 and personal protective equipment from Partner’s Brand 2.
Subchapter 8.3, New Product Marketing Communication Mix, includes a dedicated section

focusing on strategies to boost sales for these two application categories.

The campaign began on January 6, 2025, and performance analysis has already been
conducted, please see Table 14. These campaigns are monitored monthly, with analyses

identifying potential gaps and providing opportunities for optimization.

Impression Clicks Link Transaction
clicks
Partner’s 73 3 3 0
Brand 1
Partner’s 222 2 2 0
Brand 2
TOTAL 295 5 5 0

Table 14: Google Campaign evaluation January 2025
(source: own elaboration)

It is evident that these two campaigns have not delivered satisfactory results. The
campaigns are currently running via Google Ads, but the target audience has not responded
positively to them. As part of the new product communication strategy for machining and
PPE, I propose switching to a different channel—Facebook Ads—while utilizing the same
banners from the Google Ads campaign. After conducting an analysis, it will be easier to

compare and determine whether the campaign has been successful.

Channel | Type Impression | Clicks Link Clicks | Transaction | PNO
Google Brand 8192 2105 2105 136 0,7%
Google Non-brand | 19180 897 897 63 2,54%
Bing Brand 2332 140 140 1 2,9%
Bing Non-brand | 20999 751 751 39 1,83%
Total 50703 3893 3893 239 1,39%

Table 15: Performance of other online campaigns January 2025

(source: own elaboration)
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Table 15 presents the performance of other online campaigns run on Google and Bing.
The Google Ads non-brand campaign, focusing on the PPE and machining categories,
performs particularly well. Non-brand campaigns for these categories are also running on

Bing, but with significantly lower impressions and clicks.

Most transactions originate from the Google Ads brand campaign. Although the
impressions for the brand campaign on Google are not exceptionally high, it generates the
majority of transactions. Overall, the total of 50,703 impressions in January 2025 is
considered a positive result. Due to confidentiality, revenue data is not included in this
section; however, monthly analyses are conducted. These campaigns are proving cost-
effective, as the revenue generated surpasses the costs, resulting in a high return on ad spend

(ROAS), which typically exceeds 100%.

Figure 44 evaluates email campaign performance from 2024. The company conducts
multiple campaigns utilizing email marketing. In subchapter 8.3, proposed email marketing
campaigns are aimed at defined product categories. This analysis was undertaken to identify
the most effective email approaches and apply these insights to optimize new campaigns for

the products outlined in subchapter 8.3.

Figure 44: E-mail marketing performance 2024: Newsletter’s distribution
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10 RECCOMMENDATION

As the campaign evaluation and analysis were completed in Chapter 9, I propose

several recommendations to enhance marketing communication efforts.
10.1.1 Recommendations for Email Marketing Campaigns

Continuous optimization of email campaigns is essential. While detailed metrics such
as open rates, click-through rates, and revenue are confidential and not provided here, the

following insights were obtained:
10.1.1.1 Special Offer Campaigns

o Campaigns featuring special offers are engaging for customers. However, it is crucial

to understand their current needs and offer tailor-made products accordingly.

o Top-performing special offers: Innovations from partner brands (power tools); new

tools for machining and clamping technology.
o Lower-performing newsletters: Radius cutters and deburrs; office and swivel chairs.
o Effective email subjects: "Exclusively for you!" and "Free for you!"
 Ineffective email subject: "Get it now."
10.1.1.2 Popular Promotions
e Clearance sales.
e Year-end promotions.
 Personalized local campaigns (e.g., Saint Nicolaus campaign, PPE local promotions).
o Retrospective campaigns like "Take a look back at the event with us."
10.1.1.3 Other Recommendations

o Organize more local events tailored to Czech customers with personalized mailings

(achieving a 29% open rate).

e Personalize emails for SILVER+ customers, targeting specific categories such as

measurement technology and machining.
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10.1.2 General Recommendations for Marketing Communication in the Czech

Market

Consistency in communication should be prioritized. The company should market the

ecosystem and the services offered for each product category or product itself.

o Lead Generation: Utilize LinkedIn Sales Navigator for lead generation, as it presents

substantial potential for acquiring high-quality leads.

e Online PR Campaigns: Set up PR campaigns to boost brand awareness for vending
machines. The campaigns should address customer needs with messaging such as "Increase

productivity and save your cost."

e Localized Promotions: Offer local price promotions based on the specific needs of

local customers.
10.1.3 Additional Tactics

 Build campaign messaging around reference photos and videos to enhance customer

engagement and perceived value.

These recommendations have already been incorporated into the 2025 marketing plan,

detailed in Chapter 8.
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CONCLUSION

In today's dynamic and rapidly evolving environment, high-quality marketing
communication has become an indispensable element for all entities operating in the market.
Achieving effectiveness and success in this area requires professional expertise to determine

the appropriate tools and methods.

An integral part of this thesis is the theoretical section, which presents processed
information regarding marketing communication, the marketing and communication mix,
situational analyses, and marketing models. To secure a competitive advantage, it is essential
for companies to focus not only on the appropriate target group within their existing
customer base but also on acquiring new potential leads, for which the STP and RFM models

are applied.

The practical section of the thesis focuses on a SWOT analysis, conducted using
internal data gathered through a customer satisfaction survey. Identified strengths can be
leveraged in campaign messaging by utilizing reference photos and videos to enhance

customer engagement and brand awareness.

The 5C framework includes both customer and company analysis, particularly in the
context of product marketing communication in 2024. Monitoring of competitors and their
marketing communication strategies for selected products was also undertaken. It was
observed that competitors place a strong emphasis on branding campaigns, and their
websites are structured in the form of attractive, user-friendly blogs. Based on these findings,
consistency in communication should be prioritized. The company is advised to promote the
ecosystem and associated services for each product category or individual product.
Substantial potential for acquiring high-quality leads was identified through the use of
LinkedIn Sales Navigator.

Lead generation has been identified as one of the priority goals for the selected
company in 2025. Accordingly, lead management analysis is presented in Chapter 7,
focusing on communication means and channels utilized in 2024. The analysis serves as the
basis for deciding which channels should continue to be employed in future marketing
communications. It was found that events, together with the Leady.cz platform, remain the
least spectacular communication channels; however, leads generated from case study
materials focusing on emerging topics are highly attractive to both existing and potential

customers.
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Keyword analyses (SEO) were also conducted. Based on the findings, new keywords
were designed to optimize landing pages, one of the company’s key communication
channels. Sales analysis revealed that vending machines, measurement technology,
machining, and PPE (Personal Protective Equipment) product groups should be the primary
focus of communication efforts. Consequently, a new marketing communication strategy
has been designed for these areas. One recommendation is to implement PR campaigns to
boost brand awareness for vending machines. Campaign messaging should address customer
needs with statements such as "Increase productivity and save your costs." A new marketing
plan for 2025 was developed, along with clearly defined goals the company aims to achieve.
The product marketing strategy, detailed in Chapter 8, outlines the strategic pathway to

achieve these goals and reach the targeted customer groups.

A critical path method (CPM) analysis was conducted for each project individually. It
was determined that the total project preparation time is 37 days for vending machines, 31
days for PPE, 37 days for measurement technology, and 21 days for machining. The total
cost for all four projects over the course of the year amounts to CZK 1,425,000
(approximately EUR 57,903). The highest risks identified include limited capacity within
the Czech marketing team, potential cost-saving initiatives during the year, and customers'
potential refusal to provide references for case studies. Such references, intended to serve

as valuable blog content, are considered highly attractive to the target audience.






TBU in Zlin, Faculty of Management and Economics 109

BIBLIOGRAPHY

ALIE, Juhaini and GUSTRIANSY AHM, Rendra, 2024. Customer Segmentation for Digital
Marketing Based on Shopping Patterns. Jurnal Aplikasi Bisnis dan Manajemen, Vol. 10.
DOI: 10.17358/jabm.10.1.209.

ANGELINI, D. Gianni, 2024. Marketing Communication Strategy in Maintaining Customer
Loyalty. Journal of Social Science, University of Bristol. DOI: 10.59613/xarvjv55.

BAINES, Paul; FILL, Chris and PAGE, Kelly, 2019. Essentials of Marketing. First edition.
Oxford: Oxford University Press. ISBN 978-0-19-964650-0.

BUYT, Richard; LIE, B. Finn and WILDEROM, P.M. Celeste, 2023. The Origins of SWOT
Analysis. Long Range Planning. DOI: 10.1016/5.1rp.2023.102304.

CAO, Li; Li, Sirui and WANG, Hao, 2024. Personalized Marketing: Segmentation of
Customer Groups Based on MBIT. 3rd International conference on Interdisciplinary

Humanities and Communication Studies. DOI: 10.54254/2753-7064/2024NE0015.

CESKA NARODNI BANKA, 2025. Inflancni ocekdvani financniho trhu 02/2025. [online]
Available

at:https://www.cnb.cz/export/sites/cnb/cs/financnitrhy/.galleries/inflacni_ocekavani_ft/infl

acni_ocekavani_ft 2025/C inflocek 02 2025.pdf. [cit. 2025-01-15].

Ceska narodni banka, 2025. Quo Vadis 2025: Czech Economy Risks and Policy Responses.
Available at:

https://www.cnb.cz/export/sites/cnb/en/public/.galleries/media_service/conferences/speech

es/download/prochazka 20250217 _quo_vadis.pdf. [cit. 2025-02-17].

CLOW, E. Kenneth and JAMES, E. Karen, 2014. Essentials of Marketing Research: Putting
Research into Practice. 1st ed. USA: SAGE Publications Inc. ISBN 9781412991308.

COPLEY, Paul, 2018. Marketing Communications Management: Analysis, Planning,
Implementation. 2nd ed. SAGE Publications. ISBN 978-0-85702-786-3.

CORTEZ, M. Roberto; CLARKE, H. Ann and FREYTAG, V. Per, 2025. B2B Market
Segmentation — An Analysis of Current Practices and Their Implications. Elsevier Inc. DOI:

10.1016/j.jbusres.2024.115144.


https://www.cnb.cz/export/sites/cnb/en/public/.galleries/media_service/conferences/speeches/download/prochazka_20250217_quo_vadis.pdf
https://www.cnb.cz/export/sites/cnb/en/public/.galleries/media_service/conferences/speeches/download/prochazka_20250217_quo_vadis.pdf

110 TBU in Zlin, Faculty of Management and Economics

DAJ, Alexis and CHIRCA, Andreea, 2009. E-Marketing Tools and the New Dimension of
Integrated Marketing Communication in European Higher Education Services. Problems of

Education in the 21st Century, Vol. 12, Romania.

DIMITRIADIS, Nikolaos; DIMITRIADIS, N. Jovanovic and NEY, Jillian, 2018. Advanced
Marketing Management: Principles, Skills and Tools. 1st ed. New York, NY: Kogan Page.
ISBN 978-0-7494-8037-0.

DLA, Piper, 2025. 2025 Czech Legal Landscape: Key Trends and Must-Know Insights.
[online] Available at: https://www.dlapiper.com/en-gl/insights/publications/2025/01/2025-
czech-legal-landscape. [cit. 2025-01-25].

European Commission, 2025. BECOMING PESTLE Analysis: Czech, Germany, Italy.
[online] Available at: https://ec.europa.eu/programmes/erasmus-plus/project-result-
content/cb6e37fd1ce4463a896318012618799¢/BECOMING PESTLE Analysis CZECH
_GERMANY_ITALYpdf.pdf. [cit. 2025-02-15].

HAGUE, Nick and HAGUE, Paul, 2018. B2B Customer Experience: A Practical Guide to
Delivering Exceptional CX. 1st ed. New York, NY: Kogan Page. ISBN 9780749481858.

HALL, Simon, 2017. Innovative B2B Marketing: New Models, Processes and Theory. 1st
ed. Kogan Page. ISBN 978-0-7494-8080-6.

JAKUBIKOVA, Dagmar and JANECEK, Petr, 2023. Strategicky Marketing: Strategie a
trendy. 3rd ed. Prague: Grada Publishing, a.s. ISBN 978-80-271-3722-0.

KERIMOVA, M. Handzhi. et al., 2024. Marketing Strategy as a Key Factor of Innovative
Products Market Development. Journal of Law and Sustainable Development, Miami, Vol.

12, No. 7. ISSN: 2764-4170.

KINGSNORTH, Simon, 2019. Digital Marketing Strategy: An Integrated Approach to
Online Marketing. 2nd ed. New York, NY: Kogan Page. ISBN 9780749484224.

KOTLER, Philip; ARMSTRONG, Gary and BALASUBRAMANIAN, Sridhar,
2024. Principles of Marketing. 19th ed. Pearson Education Limited. ISBN 1-292-44936-5.

KOTLER, Philip; KARTAHAYAM, Hermanwan and DEN H. Hooi, 2017. Marketing for
Competitiveness: Asia to the World! In the Age of Digital Consumers. 1st ed. World
Scientific Publishing. ISBN 978-981-3201-95-8.


https://www.dlapiper.com/en-gl/insights/publications/2025/01/2025-czech-legal-landscape
https://www.dlapiper.com/en-gl/insights/publications/2025/01/2025-czech-legal-landscape
https://ec.europa.eu/programmes/erasmus-plus/project-result-content/cb6e37fd1ce4463a896318012618799c/BECOMING_PESTLE_Analysis_CZECH_GERMANY_ITALYpdf.pdf
https://ec.europa.eu/programmes/erasmus-plus/project-result-content/cb6e37fd1ce4463a896318012618799c/BECOMING_PESTLE_Analysis_CZECH_GERMANY_ITALYpdf.pdf
https://ec.europa.eu/programmes/erasmus-plus/project-result-content/cb6e37fd1ce4463a896318012618799c/BECOMING_PESTLE_Analysis_CZECH_GERMANY_ITALYpdf.pdf

TBU in Zlin, Faculty of Management and Economics 111

KOTLER, Philip; KELLER, L. Kevin and CHERNEV, Alexander, 2021. Marketing
Management. 16th ed. Pearson. ISBN 978-1-292-40481-3.

LI, Xiaotong and LEE, S. Young, 2024. Customer Segmentation Marketing Strategy Based
on Big Data Analysis and Clustering Algorithm. Journal of Cases on Information

Technology, Vol. 26, Issue 1. DOIL: 10.4018/JCIT.336916.

MADA, Y. Prasetya, 2024. The Evolution and Revolution of Marketing Mix from 4P to 4C
to 4E to E-Marketing Mix: A Literature Overview. Novateur Publications, Vol. 11, Issue 8.
ISSN: 2394-3696.

MAUREEN, Akazue and ASUAI, Clive, 2024. Application of RFM Model on Customer
Segmentation in Digital Marketing. DOI: 10.61448/njse/221245.

NETWORK READINESS INDEX, 2024. Country Report: Czechia. [online] Available at:
https://download.networkreadinessindex.org/reports/countries/2024/czechia.pdf. [cit. 2025-
02-15].

NUGROHO, A. Dony, 2024. Market Segmentation Analysis and Positioning to Increase

Product Competitiveness in the Global Market. International Journal of Social Service and

Research, Vol. 4. E-ISSN: 2807-8691.

ONDONDO, A. Rosslynne and Kyongo, Joanes, 2023. Marketing in the Digital Age. School

of Business and Economics, Daystar University, Nairobi — Kenya.

PANGARKAR, Nitin and PRABHUDESAI, Rohit, 2024. Using Porter’s Five Forces
Analysis to Drive Strategy. Wiley Periodical LLC. DOI: 10.1002/joe.22250.

PHADERMROD, Boonyarat; Crowder M. Richard and WILLS, B. Gary, 2019. Importance-
Performance Analysis Based SWOT Analysis. International Journal of Information

Management, UK. Doi: 10.1016/j.ijinfomgt.2016.03.009.

PUTRA, A. Gani, 2024. The Journey of Marketing Research in Driving Successful
Marketing Strategies. Advances in Business & Industrial Marketing Research, Vol. 2(1),
Indonesia. DOI: 10.60079/abim.v2i1.241.

RASYIDAN, T. Ilham and FACHIRA, Ira, 2023. Digital Marketing Strategy Formulation
to Increase Engagement in Course and Training Institution Industry (Case Study: PT

Karisma Garuda Mulia). International Journal of Current Science Research and Review,

Vol. 6, Issue 6. ISSN: 2581-8341.


https://download.networkreadinessindex.org/reports/countries/2024/czechia.pdf

112 TBU in Zlin, Faculty of Management and Economics

RIZKY, G. K. Zulfikar and MAJID, Nurkholish, 2023. Digital Marketing Communication
Strategy to Increase Brand Awareness of Products at Mulyosari Group. MUDIMA. ISSN:
2808-5639.

RUNGRUANG, Chongkolnee; RIYAPAN, Pakwan et al., 2023. RFM Model Customer
Segmentation Based on Hierarchical Approach Using FCA. Elsevier Ltd. DOI:
10.1016/j.eswa.2023.121449.

Statista, 2025. Al Industrial Robotics - Czechia. [online] Available at:
https://www.statista.com/outlook/tmo/artificial-intelligence/ai-robotics/ai-industrial-

robotics/czechia. [cit. 2025-02-15].

STEVENS, Ruth, 2012. Maximizing Lead Generation: The Complete Guide for B2B
Marketers. Indianapolis: Que. ISBN 9780789741141.

Sustainable Development Solutions Network, 2024. Sustainable Development Report 2024.
Chapters. [online] Available at: https://dashboards.sdgindex.org/chapters. [cit. 2025-02-15].

TANG, Zhu; JIAO, Yang and YUAN, Mingmin, 2024. RFM User Value Tags and XGBoost
Algorithm for Analyzing Electricity Customer Demand Data. Elsevier, B.V. DOI:
10.1016/j.sas¢.2024.200098.

TAYLOR, Heidi, 2017. B2B Marketing Strategy: Differentiate, Develop and Deliver
Lasting Customer Engagement. 1st ed. Kogan Page. ISBN 978-0-7494-8106-3.

TSILINGERIDIS, Odysseas; MOUSTAKA, Vaia and VAKALI, Athena, 2022. Design and
Development of a Forecasting Tool for the Identification of New Target Markets by Open
Time-Series Data and Deep Learning Methods.  Elsevier Inc. DOL:
10.1016/j.as0c.2022.109843.

UNITED NATIONS, 2025. World Economic Situation and Prospects 2025. [online]
Available at: https://desapublications.un.org/publications/world-economic-situation-and-

prospects-2025. [cit. 2025-02-15].

WULANSARI, Nuni and TAMBUNAN, H.T., 2024. The Influence of Marketing
Communication Mix on Decision to Purchase Room Services. Jurnal Nawasena, Vol. 3, No.

2. E-ISSN: 2828-9110.

XIAO, Mengzhen; XU, Yonhchao and GAO, Zekai, 2024. Review on the Use of Data

Analysis  for Customer Segmentation and Personalization in  Marketing


https://www.statista.com/outlook/tmo/artificial-intelligence/ai-robotics/ai-industrial-robotics/czechia
https://www.statista.com/outlook/tmo/artificial-intelligence/ai-robotics/ai-industrial-robotics/czechia
https://desapublications.un.org/publications/world-economic-situation-and-prospects-2025
https://desapublications.un.org/publications/world-economic-situation-and-prospects-2025

TBU in Zlin, Faculty of Management and Economics 113

Strategies. International Conference on Business and Policy Studies. DOI: 10.54254/2754-
1169/106/20241362.

YADAYV, Satyender and KUMARI, Vandana, 2024. Segmentation Green: Exploring Market
Segmentation and Targeting Strategies in Sustainable Marketing. International Journal of

Advanced Research. DOI: 10.21474/1JAR01/18413.

ZIMMERMANN, Alan and BLYTHE, Jim, 2014. Business to Business Marketing
Management: A Global Perspective. 2nd ed. Routledge. ISBN 978-0-415-53702-5.



114 TBU in Zlin, Faculty of Management and Economics
LIST OF FIGURES

Figure 1: Marketing Communication Program...........c.cccceeeiieriiiieniieesiie e eeree e 17
Figure 2: 7PS Marketing MIX......cccuevierieienierieeiesieesie ettt ettt sttt 18
Figure 3: 4Cs Marketing MIX .....c.ceeccuieeriiieeiiieesiieesieeeieeeesiaeesaeeesseeesseeessseeessseessssessssseenns 19
Figure 4: Mix of promotion t0OIS........c.eeuiiieriiriinieieeieceeeeseeeee et 21
Figure 5: B2B marketing communication MiX ........ccccccveeeruieeniuieesiuieesireeesreeesreeesneessnneeens 22
Figure 6: The new marketing MiX........cecuerierueriierienieeieniene ettt sttt 23
Figure 7: Stages in the hierarchy of effects model............ccoccociniiiiniiiniie, 24
Figure 8: CVD Marketing StrateZy .........cccveevierieeriieeieeniieeieeniieereesseeeseenseesseessnesseesseeenne 28
Figure 9: RFM calculation ..........c.coiiiiiiiiiiiiiiee et e 32
Figure 10: Porter’s 5 forces Mmodel........cocoiieiiiiiiiieniiiieeieeeeceeee e 35
Figure 11: Environmental analysis using 5C model ...........ccccoceviininiiniiniininicnecceee, 37
Figure 12: The marketing reSearch ProCess .......c.eeeveeveerieriieeriieeieenieeieeseeeneesereeseessneenne 40
Figure 13: The six pillars of customer eXperience ..........ceevueeruierieenieniieenie e 42
Figure 14: Purchasing decision-making of CuStomers ...........cccoeceeveriienieniernenieneeeneenne, 43
Figure 15: Satisfaction of customers NEeds..........cocvevueriirieiiriieniiieceeeeeeee e 53
Figure 16: Satisfaction with purchase channels............ccccooiiiiiiii 54
Figure 17: Area of IMProvemMent.........cccoouiiiiiiiriiiniiiieieeeee ettt 54
Figure 18: Communication process of marketing sales department............ccccceevverieennnnne 55
Figure 19: NPS and customer satisfaction 2022-2024...........ccccovieveriiinienenieneeneeeneene 56
Figure 20: Strenghts and Oportunities for Czechia 2024............ccccoviiriiiniiniiiniciieeeee 58
Figure 21: The Lead Management Process in the CRM...........ccocceviiiiiiiniiiiniincniceee, 64
Figure 22: Lead generation process via Leady.CZ.........cccceiiiiiiiiiiiniiniiiiiicieeiceee 64
Figure 23: Marketing source channels 2024/2025 ..........cooeviriiiniininiinieneeeneeseeeeeeeee 66
Figure 24: Relevancy of all obtained leads from Leady.cz.........ccccoviiiiiiniiiiiiniiiicie 66
Figure 25: Amount of leads obtained from Leady.cz 2024/2025 .......c.ccceveivenieneniiennenne. 66
Figure 26: Leads segmented by their interest within landing pages.........c.ccceeeveeerveerennenns 69
Figure 27: Performance on search result 08/24 — 02/25 ........ccccoviiviiieniiniiienieeeeeeenen 71
Figure 28: The SEO triangle .........cooiiiiiiiiiiiee e e 72
Figure 29: TOP 10 paid keywords S€arch............coceeverienieniiiiniiniiceececeseeeee e 73
Figure 30: SEO produtct page analySis........ccceecuieeiieeeiiieeiieeeieeeeieeesreeeseveeeeveeeseaeesneeeens 73
Figure 31: Marketing roadmap 2025 with the market priorities...........cocceververieneniennene. 75
Figure 32: Customer base vs. previous year 2024 ...........oeecviveeiieeeiieeeniieeeieeeeveeesevee e ens 76
Figure 33: E-Shop 1ate 2024 .......coooiiiiiiieiieeeee et 76

Figure 34:

Evaluation Welcome journey campaign.........c.eeeceeeerueeeeiueeencreeenieeesreeeseveesnnens 77



TBU in Zlin, Faculty of Management and Economics 115

Figure 35: Product communication roadmap CZ ..........ccceeveriereriienieneeienienieeie e 79
Figure 36: Critical path analysis ........ccccecciieeiiiieiiiieeiee et 94
Figure 37: Gantt chart for vending machines ............coceverviirieniniinienieeceecee e 94
Figure 38: Critical path analysis ........cccceccuieeiiieiiiieeiie et 95
Figure 39: Gantt chart for PPE ..o 96
Figure 40: Critical path analysis ........cccceeciieeiiiieiiiieeciee et 97
Figure 41: Gantt chart for machinning ...........cccceeeeiirieriiiineeeeee e 97
Figure 42: Critical path analysis ........cccceeciieeiiieiiiieeiie et 98
Figure 43: Gantt chart for measurement teChnology ..........ccccceeeieeiieiiieniiienieeieeeecee e 98

Figure 44: E-mail marketing performance 2024: Newsletter’s distribution...................... 103



116 TBU in Zlin, Faculty of Management and Economics

LIST OF TABLES

Table 1: Selected product portfolio and communication activities in the Czech market 20
.............................................................................................................................................. 50
Table 2: Overview Of COMPELITOTS ......iecvieeiiieeiiieeiteeeieeetteeeieeeereeesreeeseseeesereeesaseessneeens 61
Table 3: Lead source channels 2024 ............ccooiiiiiiiiienieieeeiee e 65
Table 4: Customer classification based on CVM..........cocciiiiiiiiiiiiiiiiiiiiieeeee e 68
Table 5: Leads segmented by their interest within landing pages ...........ccceevvveviienieeieenen. 69
Table 6: FOCUS ProduCt CAEZOTIES ......cccuviieiiieeiiieeieeeiieeete et e vee e e e sereeesereeeereesnaeeens 71
Table 7: Evaluation of welcome mailing campaign............cccecveerveeeiienieeniienieeieeeee e 77
Table 8: Time analysis of vending machine project ...........cceeeueerieriiienieeiiierieeieeeee e 93
Table 9: Time analysis Of PPE ..........cccciiiiiiiiiiiieieeceet et 95
Table 10: Time analysis for machinning project ...........ccceveieriierieriieniieeieree e 96
Table 11: Time analysis for measurement technology project ..........ccecveevveerveevieerieerneennen. 98
Table 12: COSt ANALYSIS ..ccuvervieiiriiiieieeierte ettt et s 99
Table 13: RiSK @NalYSIS ...ccvieiiiiiiieiieiiieieeeee ettt ebeessaeennaessee e 101
Table 14: Google Campaign evaluation January 2025 ........cccccoceerieniniinennenieneeiennene 102

Table 15: Performance of other online campaigns January 2025 .........cccceevveevieeenieennnen. 102



TBU in Zlin, Faculty of Management and Economics 117

LIST OF ABBREVIATIONS

MSV Mezinarodni Strojirensky Veletrh (Internation Industrial Trade fair)
GA4 Google analytics 4

PPE Personal Protective Equipment
HCT Connected tools/Measurement technology
CPM Critical Path Method

SEO Search Engine Optimalisation
SEA Search Engine Advertisement
PR Public Relation

Ads Advertisements

B2Bse Name of marketing channel
Lead Gen Lead Generation campaign
NPS Net Promotor Score

MQL Marketing Qualification Lead
SQL Sales Qualification Lead

USP Unique Selling Proposition
KPI’s Key Performance Indicators
CVD Customer Value Driven
ROAS Return on advertisement spend
NL Newsletter

CVM Customer Value Model

PNO Podil ndkladt na obratu (Cost share of turnover)



118 TBU in Zlin, Faculty of Management and Economics

APPENDICES

Appendix I:  Competitor’s monitoring machinning

Appendix II: Competitor’s monitoring of ppe products
Appendix III: Competitor’s monitoring of measurement products
Appendix IV: Competitor’s monitoring of vending machines
Appendix V: Organic keyword search

Appendix VI: Chosen top 10 seo paid keywords

Appendix VII: Seo paid keywords analysis

Appendix VIII: Keyword proposal for implementation

Appendix VIX: Machinning's usp and service provided
Appendix X:  PPE's usp and service provided

Appendix XI: Measurement's usp and service provided
Appendix XII: Measurement's usp and service provided
Appendix XIII: Activity description for the vending machines’s campaign
Appendix XIV: Activity description for ppe campaign

Appendix XV: Activity description for machinning campaign

Appendix XVI: Activity description for measurement technology campaign



APPENDIX I: COMPETITOR’S MONITORING OF MACHINNING

gauges

PRODUCTS
ASPECTS MAYV SPOL. S R.O. GRUMANT
Priority/message | Production of cutting tools and Tools for your success

Industrial quality
High pace of tool development

High technological level of the tools
offered

Products offered

machining, milling, thread
cutting tools, turning, grinding

and cutting technology, cutter,

Turning, milling, drilling, threading,

boring holes

machinnng brochures, industry
chemicas, general leaflet about

offering

Some: not attractive posting and
no consistency, ads related to

events
Sales promo: Clearance sales

Sponsoring: hockey club VHK

Vsetin

knife and drill bodies
Price Customers may request better No available prices
price on demand
Place Web, Facebook, e-shop Web, customer portal, facebook, youtube
Promotion Materials: e-catalogues, Web: references, PR section, graphical

manual

Brochures: Zero Point — an effective
way to clamp workpieces, Zerobot — an
effective way to automate, ‘’Pay attention
to the secondary times during

machining”’

Apel on service: technological

consulting

system of management and distribution

of machining tools
wide range of tools of world brands
technological audit
quality guarantee
security of timely deliveries of goods

turnkey technology development




perspective, productivity, reliability and

efficiency...

Ads: Price promotion, demonstration car
(“’Order a free presentation of vises

directly from you today.")

SOME: not consistency, focus on

branding
Process Web is not attractive and not Technological support —
user friendly CAD/CAM/PDM software systems.
Purchase can be made after log DNC sites, Tool management
in into e-shop Guarantee of the shortest delivery times
(expedition till 48 hours, guarantee of
constant production support - within 2-5
days)
consultants perform tuning of the
machining process directly at your place
People B2B customers B2B customers
Physical Wholesales, warehouse demonstration car

evidence




APPENDIX II: COMPETITOR’S MONITORING OF PPE PRODUCTS

ASPECTS

ARDON

CERVA

Priority/Message

ARDON® products are not just about

quality, but also about real experiences

Minimizing the risk of work-

related injuries

Products offered

Protective working clothes, outdoor clothes,
protective shoes, outdoor shoes, gloves, eye,
ear and head protection, protective

respiratory mask, fall protection

Protective clothes, shoes,
gloves, eye, ear and head
protection, protective
respiratory mask, fall

protection, first aid kit

Price range

Clothes: 29,76 —4145,74 CZK
Outdoor clothes: 45,62 —2179,99
Protective Shoes: 295,56 — 2299 CZK

Gloves: 6.62 — 1188,19 CZK

Price are available only after
log in into the B2B portal, not

visible in the web.

Place

Web interconnected with e-shop Instagram,

Facebook, Youtube

Web, FB, IG, LinkedIn,
Youtube, B2B portal, Section

“‘where to buy”’

Whistleblowing channel —
for obtaining the feedback
and reporting the non ethical

behaviours

Promotion

Web — home page consist of the key value
for customers (Czech company/Czech
design; item stocks, expedition till 24 h.,
benefits for the registered customers, free

transport (order up to 2000,-)
Animation home teaser

SEQO: funkéni Eepice, bezpecnostni

polobotka, polomasky,
SOME:

Materials: catalogue, (without price) size
charts; cuts, materials, pictograms, logo

manual

Web - animation home
teaser, main page - section of

the best brands

SEO: pracovni odévy pro
udrzitelnou budoucnost;
unikatni kolekce, ve které jste
vidét; Inovace v kazdém
detailu, bezpecnost a pohodli
pfi préci
Blog: tips and tricsk how to
chose the perfect prptective
equipment, how to stay safe,

ads of novelties, certification




Competitions: on social medias ’searching

for testers’’

Communication apel: communication based
on reference photos or photos from the real
environment, its more about branding then

sales promotion

Customers stories/ authentic references

“’real experience from their customers’’

Web section “’risks’’ —
chemical risks, fall risk, bad
weather, cut, electric shock,

eye injuries, dusty

environment

Some: rarely is it a sales
promotional, it is more about
branding - product
promotion, but also a social

aspect

materials: catalogue without

prices, brochures

Process

User friendly and attractive web

Testing team: Regularly searching for
testers from among customers who can test

our products directly in practice.

Company purchases (ICO) can be done only

after registration.

a.User friendly web

b.Section “>where to buy’’ —
chose the size of your
company — fill the form —
then the sales guy will contact

the customer till 24 hours

c. Services: Customer’s
cooperation — vending
machines, fall protection

review, audit PPE

People

B2B, B2C customers

Focus on: SME (0-250
employees; Large companies

(250 + employees)

Physical evidence

Stores, e-shop

Cerva stores, e-shop after

login to B2B portal




APPENDIX II1: COMPETITOR’S MONITORING OF
MEASUREMENT PRODUCTS
ASPECTS GRUMANT
Priority/message Tools for your success, Industrial quality, High pace of tool development, High

technological level of the tools offered

Products offered

Micrometers, Micrometer heads, Calipers, Height gauges, Depth gauges, Bore gauges,

End gauges, Calibration instruments, Measuring standards, Dial indicators, Lever dial

indicators, Scanning systems, Linear rulers, Coordinate measuring machines, Surface
roughness measuring instruments, Contour measuring instruments, Circularity-
cylindricity measuring instruments, Hardness testers, Image processing systems,

Microscopes, Profile projectors, Lenses, Measurement data transmission systems

Price range

No available prices

Place

Web, customer portal, facebook, youtube

Promotion

Web: references, PR section, graphical manual
Apel on service: technological consulting system
wide range of tools of world brands, technological audit, quality guarantee
security of timely deliveries of goods. Development,
perspective, productivity, reliability and efficiency...

Ads: Price promotion, demonstration car (‘’Order a free presentation of vises directly

from you today.")

SOME: not consistency, focus on branding

Process

Technological support — CAD/CAM/PDM software systems. DNC sites, Tool

management

Guarantee of the shortest delivery times (expedition till 48 hours, guarantee of constant
production support - within 2-5 days) and consultants perform tuning of the machining

process directly at your place

People

B2B customers

Physical

evidence

demonstration car




APPENDIX IV: COMPETITOR’S MONITORING OF VENDING
MACHINES

ASPECTS MACTEVEND
Priority/Message > Our care, your comfort
Products offered Automated spring dispenser, drawer dispenser, drawer dispenser

with weight sensing, cabinet dispensers

Price range Prices are not available on web. The customer has to fill out form
for demand
Place Web, e-shop (form of microsite), FB, IG, LinkedIn, Youtube
Promotion Web looks very attractive, user friendly and is designed in the
form of a blog.
Process Demo services - Test the vending machine directly in company

operation for up to two months.
Installation of the device only after training your team

Connecting SSIS to the ERP system SSIS serves as a central
platform that connects our inventory management equipment to

the company's ERP information system.

SOME: not consistent communication on some, focus on

branding

Materials: case study available for automotive segment

(Mercedes)

Communication: vending machines in combination with

protective equipment

Home page animation teaser, branding

People/Segment B2B: Automotive, Transportation, Energy, Aviation, Heavy

Industry, Healthcare

Physical evidence store




APPENDIX V: ORGANIC KEYWORD SEARCH

TOP QUERIES CLICKS | IMPRESSIONS | CTR | POSITION
Company name 1729 9579 18.05% 1.66
company name cz 639 1822 35.07% 1.00
brandl 521 4039 12.90% 1.24
stelka bot 357 2159 16.54% 1.00
stélka boty 323 2693 11.99% 1.00
brand2 243 813 29.89% 1.41
soustruznické noze druhy 72 817 8.81% 1.23
Néradi 72 222 32.43% 1.00
stelka boty 69 593 11.64% 1.00
druhy soustruznickych nozi 42 466 9.01% 1.33
company.cz 36 63 57.14% 1.71
zebtik na schody 31 775 4.00% 1.91
vnitini stélka boty 24 186 12.90% 1.00
Brand 2 baterka 21 84 25.00% 1.06
vnitrni stelka 19 157 12.10% 1.00
Brand 2 naradi 18 102 17.65% 1.01
Kontakt 18 69 26.09% 1.23
vnitini stélka 15 100 15.00% 1.00
typy soustruznickych nozl 14 106 13.21% 1.33
brand1 tools 13 49 26.53% 1.24




APPENDIX VI: CHOSEN TOP 10 SEO PAID KEYWORDS

KEYWORD POSITION | SEARCH VOLUME COMPETITION
Spunty do usi 14 2150 46%
termopradlo 82 1900 52%
pracovni 72 900 41%
Lupa 93 2800 60%
pracovni obleceni 30 1200 46%
pracovni kalhoty 33 4400 52%
pracovni kratasy 24 2050 49%
Metr 92 5000 55%
krimpovaci kleste 49 2200 51%
Zdroj 77 2150 51%
polomér 78 900 44%




APPENDIX VII: SEO PAID KEYWORDS ANALYSIS

KEYWORD POSITION | SEARCH | COMPETITOR
VOLUME

stélka boty 1 500 36%
Spunty do usi 14 2150 46%
délka stélky 7 400 32%
termopradlo 82 1900 52%
pracovni 72 900 41%
uhlomer 52 300 40%
uhlomér 80 650 42%
lupa 93 2800 60%
obrabéni 38 700 46%
stlaceny vzduch 26 350 40%
soustruZeni 26 500 43%
ochranné bryle 26 300 44%
pracovni obleceni 30 1200 46%
pracovni kalhoty 33 4400 52%
pracovni kratasy 24 2050 49%
pracovni tricka 40 850 43%
tlakovy obvaz 29 800 43%
vykricnik 34 850 44%
whitworthv zavit 26 500 33%
oxid hlinity 41 700 32%
metr 92 5000 55%
bilé boty 84 400 40%




krimpovaci klesté 49 2200 51%
vertikalni 56 300 36%
zdroj 77 2150 51%
nytovaci klesté 22 600 43%
pajeci stanice 25 650 43%
dilensky vozik 28 450 42%
vozik 21 700 48%

wera werk 46 500 32%
polomér 78 900 44%




APPENDIX VIII: KEYWORD PROPOSAL FOR IMPLEMENTATION

Machinning
Obrabéni Optimalizace vyroby, Obrabéni nastroji, Nastroje,
Kvalitni nastroje

Soustruzeni Nastroje pro soustruzeni, Soustruzeni

Zavitovani Nastroje pro zavitovani, Zavitniky, Zavitnik
Ttiskové obrabéni Obrabéci nastroje, Obrabéni

Frézovani Naéstroje pro frézovani, Fréza

Vrtani otvori Profesionalni nastroje pro vrtani

Personal Protective equipments

Ochranné bryle Ochranné bryle, bezpe€nostni bryle
Ochrana sluchu chrénice sluchu, Spunty do usi
Pracovni rukavice Ochrana rukou, Ochranné rukavice, Odolnost proti
odéru
Ochranné obleky Pracovni odévy, Ochranné oblec¢eni, Montérkové

krat'asy, Pracovni kalhoty, pracovni tricka,

termopradlo,

Pracovni obuv Bezpecnostni obuv, stélka boty, lehké pracovni

obuv, Stelka bot

Measurement technology

Profesionalni méfici piistroje, Mé&fici a zkuSebni pfistroje, Optimalni feSeni méfici
techniky, Digitalni, pfesné a spolehlivé, Posuvni méftitko brand 1, Elektronicky
momentovy kli¢ HCT, Digitalni a pfesny thlomér, Jednoducha a rychla kalibrace,
Digitalni Spickovy silomér, Ru¢ni méfici nastroje, Zkusebni ptistroje pro pramysl,
Piesné vysledky rychle a snadno, Siroka $kéla méfidel, Pfesné a spolehlivé méfen,

Elektronické momentové kli¢e




Workstation and storages

Dilensky vozik, Vozik, Zafizeni provozl se systémem, Flexibilni planovani pracoviste,
Pracovni stoly, Revoluce v zafizeni provozl, Kombinace efektivity s ergonomii,
Bezdratova prace az 8 hodin, Spojeni stability a ergonomie, Skiin€, Novéa dimenze v

zafizeni provozi

Vending machines

Systémy pro vydej zbozi a néstrojii, Modularn¢ kombinovatelné skiin¢, Maximalni
flexibilita, Inteligentni systém vydeje zbozi, Automaticky vydej zbozi, Primyslové
systémy pro vydej zboZzi, Inovativni a modularni systémy, Vyssi efektivita, v€asna

upozornéni




APPENDIX VIX: MACHINNING'S USP AND SERVICE PROVIDED

UNIQUE SELLING PROPOSITION

SERVICES PROVIDED

Faster machine process, colder operation,

greater resistance to deposits

Complex machining on CNC turning-

milling centers

Stronger self-clamping design on

stationary tools

- Productive and cost-effective machining

solutions

Complete solutions for manufacturing heat
exchangers for drilling, turning, milling

and grooving

Professional article (case study):
machining by right way
Brochures
bulk packaging (more advantageous
prices): turning, machining, grinding
and cutting technology
innovative thread milling
process-safe solutions for tool and
mold products
Regrinding services
Perfect logistic: fast delivery (till 24
hours)

Wide range of assortments
E-shop 24/7
System partnership
Professional advisory
Catalogue + app
Machining calculator




APPENDIX X: PPE’s USP AND SERVICE PROVIDED

UNIQUE SELLING PROPOSITION

SERVICES PROVIDED

Modern design for exceptional wearing
comfort
High level of occupational safety and
employee protection
Prevention of the risk of health-threatening
accidents
Thermo clothing
Cut-resistant gloves

Fire-resistance cloths

Brochures
Professional article (case study)
How to prevent hand injuries
mistakes to avoid when choosing
protective gloves
How to choose protective shoes
How to succeed with complex PPE
contracts
Blog articles: advice and tips
Professional advisory
Perfect logistic: fast delivery (till 24
hours)

E-shop 24/7
Wide range of assortments
System partnership
Catalogue + app
Individual textile adjustment




APPENDIX XI: MEASUREMENT'S USP AND SERVICE PROVIDED

UNIQUE SELLING PROPOSITION

SERVICES PROVIDED

From hand-held measuring instruments to

3D coordinate measuring machines

Professional measuring technology and
test equipment for industry and

laboratories

Easy and fast calibration according to

requirements

Accurate measurement results quickly and

easily

Digital, precise and absolutely reliable

Innovative brochure related to high gauge

product
Calibration service

Online webinar: Set up your measuring

technology quickly and easily
Professional advisory
Perfect logistic: fast delivery (till 24 hours)
E-shop 24/7
Wide range of assortments
System partnership

Catalogue + app




APPENDIX XII: MEASUREMENT'S USP AND SERVICE PROVIDED

UNIQUE SELLING PROPOSITION

SERVICE PROVIDED

Secure and controlled access
Inventory optimization
Quick and easy access to tools
Real-time tracking and reporting
Automated replenishment of items
Increased productivity and time savings

Combination with workstations for higher

efficiency and productivity

Individual software packages
Process calculator helping to save the cost
Professional advisory
Ix brochure: system for issuing goods
Professional brochures ala case studies

e Supply reliability with lover budget

e Lean management in purchasing

logistics using vending machines
Perfect logistic: fast delivery (till 24 hours)
E-shop 24/7
Wide range of assortments
System partnership

Catalogue + app




APPENDIX XIII: ACTIVITY DESCRIPTION FOR THE VENDING
MACHINES'S CAMPAIGN

ACTIVITY DESCRIPTION OF ACTIVITY
A Analysis and Team briefing
B Optimalisation of landing pages
C Blog section
D Preparing the video manuals
E Preparing the articles for blog
F Online strategy
G PR article
H Preparation of graphics/banners
I Preparation of newsletter’s series
J Preparing the sponsored ads and implementation
K Preparing some posting
L Preparing the materials for B2Base year campaign
M Preparing Lead Gen set up
N Customer stories section on blog
O Establishing cooperation
P Preparing the script
Q Interview
R Instant form for service on blog
S Preparation of six new brochures for vending machines
T Evaluation of campaign




APPENDIX XIV: ACTIVITY DESCRIPTION FOR PPE CAMPAIGN

ACTIVITY DESCRIPTION OF DURATION PRECEDES
ACTIVITY THE
ACTIVITY

A Analysis /team briefing 7 -

B Optimalisation/creation of 7 A
landing pages

C Preparing two new brochures 6 A

D Price promo and editorial 7 A, B
newsletters

E Microsites optimalisation 7 A

F Some post plan 7 B

G Integrated spring collection 3 B

(special campaign)
H Preparation of graphics/banners 7 A
I Preparing the sponsored ads and 1 B,A H
implementation
J Preparing some posting 3 LF
K Preparing the materials for 7 ILA,B
B2Base year campaign
L Preparing LeadGen set up 1 I
M Evaluation of campaign 1 J




APPENDIX XIV: ACTIVITY DESCRIPTION FOR MACHINNING
CAMPAIGN

A Analysis

B Optimalisation of landing pages

C Preparing 3 new brochures

D Preparation of graphics/banners

E Preparation of newsletter’s series

F Preparing the sponsored ads and implementation

G Preparing some posting

H Preparing the materials for B2Base year
campaign

I Preparing Lead Gen set up

J Evaluation of campaign




APPENDIX XV: ACTIVITY DESCRIPTION FOR MEASUREMENT

TECHNOLOGY CAMPAIGN
ACTIVITY DESCRIPTION OF DURATION PRECEDES
ACTIVITY THE
ACTIVITY
A Analysis /Team briefing 7 -
B Optimalisation of landing pages 7 A
C Preparing a new webinar 30 A
D Preparing local price promo |7 B
newsletter series
E Preparation of graphics/banners 7 A
F Preparation of regular newsletters | 7 E,B, A
G Preparing the sponsored ads and | 1 E.B
implementation
H Preparing some posting 7 A,
I Preparing the materials for |7 B,E
B2Base year campaign
J Preparing Lead Gen set up 1 B, E
K Evaluation of campaign 1 G
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