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ABSTRAKT 

Tato bakalářská práce se zaměřuje na vytvoření podnikatelského plánu pro ÚSVIT, online 

platformu zaměřenou na podporu a propagaci začínajících umělců z České republiky a Slov-

enska. Tato platforma kombinuje marketplace společně s blogem. Práce je rozdělena na te-

oretickou část, popisující základní koncepty související s podnikáním a tvorbou podni-

katelského plánu, a na praktickou část, kde je na základě podkladů definovaných v první 

části vytvořen podnikatelský plán pro daný projekt. 
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ABSTRACT 

This bachelor thesis aims to create a business plan for ÚSVIT, an online platform focusing 

on promoting and supporting emerging artists from the Czech Republic and Slovakia. This 

platform combines a marketplace with a blog. The thesis is divided into a theoretical part, 

introducing the basic concepts related to entrepreneurship and the creation of a business plan, 

and a practical part, where the business plan for the given project is formed based on the 

information defined in the first part. 
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INTRODUCTION 

This bachelor’s thesis aims to develop a business plan for ÚSVIT, an online platform dedi-

cated to supporting and promoting artists and creatives, with a particular focus on students 

and emerging talents from the Czech Republic and Slovakia.  

 The author has chosen such topic, because he has spent a significant portion of his 

life surrounded by artists and creative individuals whose work he finds underappreciated by 

the wider public. This led him to the idea of creating a platform where these individuals 

could sell their pieces and at the same time be part of a community supporting the local 

artistic scene. The author also does not want to keep this idea only on paper, and therefore 

this thesis serves as a basis for a project that he would truly like to realize in the future. 

 This bachelor thesis is composed of two main parts, namely the theoretical and the 

practical part. The first one, which is the theoretical part, focuses on introducing the basic 

concepts related to entrepreneurship as well as defining the different types of business plans 

and the specific components they should include. The practical part then draws from the 

information presented in the first part of this thesis and concentrates on the preparation of 

specific components related to the business plan for given company. More specifically, the 

title page, executive summary, general company description, product and service descrip-

tion, market analysis, as well as marketing plan and financial plan are presented. The last 

chapter then introduces the limitations, elaborating on the factors limiting the content of this 

thesis. 
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I.  THEORY 
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1 ENTREPRENEURSHIP 

According to Martinovičová et al., entrepreneurship can be described as the exploration and 

exploitation of market opportunities, which involves determining the most effective utiliza-

tion of existing resources and introducing innovative solutions to specific challenges. This 

process requires the entrepreneur’s willingness to take risks in order to achieve success. They 

further state that entrepreneurship is the ability and incentive to find, generate and use op-

portunities to guarantee the expected or planned well-being of a company. (Martinovičová, 

Konečný, and Vavřina 2019, 12) 

 According to Hisrich and Peters, virtually all definitions of entrepreneurship share 

the belief that it involves being proactive in a way that helps organizing and shaping social 

as well as economic systems by using resources and situations effectively. Another aspect 

on which nearly all definitions agree is that it includes acknowledging the potential failure 

but nevertheless accepting this risk. (Hisrich and Peters 2002, 10) 

1.1 Definition of an Entrepreneur 

As with entrepreneurship itself, the concept of an entrepreneur is also subject to various 

definitions. During the Middle Ages, an entrepreneur was an individual managing big archi-

tectural projects such as building castles or public structures. Often, these entrepreneurs were 

responsible for overseeing and directing these projects without taking any personal risks, as 

they were aided and paid by the government. (Hisrich and Peters 2002, 8) 

 Yet these days, according to Martinovičová et al., an entrepreneur can be defined as 

well-informed, purposeful, and skilled individual, who also possesses the qualities to be a 

good leader. Entrepreneurs also face decisions regarding the selection of the most suitable 

products for their target market, identification of the most profitable market segments, and 

most importantly the definition of the primary goals and motivations guiding their business 

endeavors. (Martinovičová, Konečný, and Vavřina 2019, 12-13) 

 Kuratko (Kuratko 2014, 3) sees entrepreneurs as individuals who thrive in uncer-

tainty, driving change and innovation in the marketplace. Hisrich and Peters (Hisrich and 

Peters 2002, 10-11) further emphasize, that entrepreneurs are individuals who undertake 

substantial personal, financial, and social risks, in order to gain either personal freedom or 

financial satisfaction. Srpová and Řehoř (Srpová and Řehoř 2010, 67) notes that entrepre-

neurs can operate their businesses either as a natural persons or as legal persons. 
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1.2 Natural Persons as Entrepreneurs 

The term natural person refers to a self-employed individual who, according to the law, is 

required to obtain a trade license or other authorization for conducting business activities. 

This individual must be at least 18 years old, be of good character, and have legal capacity. 

Entrepreneurship of natural persons also has certain requirements regarding professional 

competence, which allow trades to be divided into the following categories. (Srpová and 

Řehoř 2010, 67) 

1.2.1 Notifiable Trades 

As stated by Srpová and Řehoř, a natural person needs to acquire an announcement in order 

to operate this trade. They additionally note that notifiable trades are further divided into 

craft trades, bound trades, and free trades.  

 In order to operate a craft trade, an individual must provide proof of certification in 

the trade or have at least six years of experience in the trade. Examples of craft trades include 

professions such as butchery or masonry.  

 A natural person may practice bound trade only upon acquiring professional compe-

tence as mandated by the Trade Licensing Act. Examples of bound trades are professions 

such as driving instructors or accountants.  

 As for free trades, individuals are not required to have any specific professional com-

petence to partake in this category of trade. Examples of free trades encompass professions 

such as photographers or wholesalers. (Srpová and Řehoř 2010, 67) 

1.2.2 Concessioned Trades 

In order to acquire any trade that falls under the concessioned category, individuals must be 

granted a concession and demonstrate professional competency. Examples of Concessioned 

trades include professions like taxi drivers or travel agencies. (Srpová and Řehoř 2010, 67) 

1.3 Legal Persons as Entrepreneurs 

Legal persons can be described as an artificial entity that must be registered in the commer-

cial registers. One of their advantages is the perceived credibility associated with legal enti-

ties. Additionally, depending on the specific type of the legal person, they may also benefit 

from limited liabilities. (Kolářová 2013, 13) Having legal personality is an essential require-

ment for any legal entity. This legal status, granted by law to specific organization, allows 
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for independent operations within legal boundaries. (Černá, Štenglová and Pelikánová 2015, 

21-23) 

 However, as highlighted by Srpová and Řehoř, (Srpová and Řehoř 2010, 68) the es-

tablishment of a legal entity comes with the drawback of significantly increased administra-

tive requirements. They further note that the Commercial Code outlines a general differen-

tiation between partnerships, capital companies, and cooperatives. 

1.3.1 Partnerships 

Partnerships operate on the premise that entrepreneurs are directly involved in managing the 

company, and they can be further divided into commercial companies and limited partner-

ships. (Srpová and Řehoř 2010, 68) 

 Commercial companies are characterized by having at least two partners, that are 

represented either through legal persons or natural persons, who actively manage the com-

pany together. It is essential for these companies to have a minimum of two partners at all 

times, otherwise the companies face dissolution. These entities are formed either for business 

operations or asset management, with partners sharing joint responsibility for the company’s 

debts. (Černá, Štenglová and Pelikánová 2015, 259-261) 

 In the case of limited partnerships, a distinguishing characteristic is the presence of 

partners with different levels of liability. This structure typically has at least one limited 

partner, who provides capital for the partnership, and possess limited liability for the com-

pany’s debts, and at least one general partner, who is obligated to cover any losses incurred 

by the company and has unlimited responsibility. Additionally, only limited partners are 

legally obligated to invest capital into the company, with their contribution typically deter-

mining their ownership stake in the partnership. (Černá, Štenglová and Pelikánová 2015, 

278-281) 

1.3.2 Capital Companies 

Within this company structure, founders are obligated to deposit share capital, and they also 

may have limited or no liabilities, depending on the company type. Both limited liability 

companies and joint-stock companies are classified as capital companies. (Srpová and Řehoř 

2010, 68) 

 Limited liability companies are characterized by the obligation of raising a share cap-

ital, which is formed from the deposits of each shareholder, who possess limited liability for 
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the company’s debts, only up to the amount of their contribution. Therefore, the assets owned 

by the company are distinct from those of its shareholders. A limited liability company can 

be established with goals that are either profit-driven or non-profit-driven. Due to its rela-

tively minor risks and straightforward process of establishment, limited liability companies 

are considered the most common form of commercial company in the Czech Republic, es-

pecially when it comes to small and family-owned businesses. (Černá, Štenglová and Pe-

likánová 2015, 287-289) 

 The fundamental aspect of joint stock companies lies in its requirement for a minimal 

share capital, which is then divided into shares. These companies can be established by nat-

ural persons or legal entities, with no minimum number of founders, allowing for single 

person founding. There are two generally recognized types of joint stock companies. Public 

joint stock companies, whose shares are traded on regulated stock markets, and private joint 

stock companies, which typically have fewer shareholders and do not trade shares publicly. 

(Černá, Štenglová and Pelikánová 2015, 365-375) 

1.3.3 Cooperatives 

The term cooperative refers to a group of individuals who have formed a partnership for one 

of two possible reasons. Those being either to provide mutual economic support as cooper-

ative members, or to collectively operate a business in order to generate profit. Two legal 

entities or five natural persons are required for its establishment, but otherwise, there is no 

limit to the number of cooperative members. Additionally, cooperatives are also required to 

contribute share capital which is set at 50,000 CZK.  (Kolářová 2013, 20-21)  

 According to Černá et al. (Černá, Štenglová and Pelikánová 2015, 443-444), while 

there is no specific upper limit to the number of cooperative members, a minimum of three 

members must be maintained at all times. Furthermore, it is mandatory for the business name 

of a cooperative to contain the term “cooperative”, ensuring its clear identification and align-

ment with cooperative principles. 
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2 BUSINESS PLAN 

A business plan is a key component not only when starting and planning a new company, 

but also when assessing an already established one, especially when considering significant 

changes. The plan, which is usually 20 to 50 pages, aims to persuade readers of its practical-

ity and viability and also seeks to highlight how the business intends to accomplish its goals 

and what its purpose is. The fundamental reason behind writing a business plan is that it is 

supposed to serve as a sort of instrument for those in the company’s management, but once 

it is fully developed it can be used as a document for external parties. (Galai, Hillel, and 

Wiener 2016, 3)  

However, Shelton (Shelton 2017, 23) points out that this document is not only im-

portant for external parties such as vendors, customers, or investors, but also for the employ-

ees of the company. According to Osterwalder and Pigneur (Osterwalder and Pigneur 2010, 

15), the business model itself must be universally comprehensible, ensuring simplicity and 

relevance without oversimplifying how the business operates. Sutton (Sutton 13, 2012) than 

suggests that a complex business plan tends to be less effective, and therefore it is crucial to 

maintain its clarity and ensure that it accurately reflects the business. 

 As Shelton (Shelton 2017, 23) describes, business plan itself is a systematic proce-

dure that helps to see whether business propositions are achievable or not. According to him, 

it comprises of five essential components, those being the objectives of the business, the 

factors that make those objectives achievable, how are these objectives realized, evidence 

supporting the distinctiveness of the products and services offered and relevant details re-

garding the organization and the team striving to achieve those objectives. 

2.1 Types of Business Plans 

According to Gattis (Gattis 2010, 7-9), there are 3 types of business plans that can be recog-

nized, those being the formal, informal, and summary business plan. He further notes, that 

the selection of the appropriate business plan is influenced by the specific audience of the 

company and the current circumstances. 

2.1.1 Formal Business Plan 

The formal business plan is from among the three types mentioned the most thorough one, 

offering a detailed analysis of the competition, customers, industry, as well as financial pre-

dictions, specifically designed for the company’s financial stakeholders. It usually includes 
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visual representations like graphs, charts, and tables to effectively present the necessary data. 

(Gattis 2010, 7-8) 

2.1.2 Informal Business Plan 

The informal business plan is often regarded as a strategic tool primarily used by manage-

ment for budgeting and planning purposes. While it presents similar data as the formal busi-

ness plan, the key distinction lies in its level of detail. It extensively focuses on the market-

ing, promotion, and operational aspects related to manufacturing or operations, while pre-

senting only a limited amount of information regarding the ownership structure or financial 

forecasts. More specifically, it is centered only around budgets and cost estimates. This ap-

proach is attributed to the likelihood that the management is already familiar with the formal 

data. (Gattis 2010, 8) 

2.1.3 Summary Business Plan 

The summary business plan does not feature any confidential or private data about the com-

pany, as it primarily focuses on marketing strategies.  It also provides the business associates 

with an overview of what the company wants to achieve and how it plans to do it. Addition-

ally, the summary business plan can serve as a tool for scouting new workforce. (Gattis 2010, 

9) 

2.2 Business Plan Structure 

According to Šafrová Drášilová (Šafrová Drášilová 2019, 57), there is no universally 

recognized structure for a business plan. She also notes that minor differences often exist in 

the arrangement of chapters and other details. Nevertheless, the structure of a business plan 

should encompass all essential information and data relevant to the specific type of plan 

being developed. Sutton (Sutton 2012, 21) further emphasizes that while there is not a 

universally prescribed structure for a business plan dictating its contents, it is unacceptable 

to include any inaccurate information or dishonest claims within it. 

2.3 Title Page 

The title page serves as the initial introduction to the business plan, therefore making the 

inclusion of the company’s name, author’s name, and other important details necessary, 

while also ensuring a professional and consistent presentation. Incorporating the company’s 

logo on the title page is also beneficial, as it enhances its memorability. (Šafrová Drášilová 

2019, 58) 
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2.4 Executive Summary 

The sole purpose of executive summary is to persuade the readers into reading the whole 

business plan, by highlighting its goals and most crucial points. Therefore, this summary 

should be concise, objective, its length should not extend over one page and the data itself 

should be accurate, free from any meaningless statements meant to trick the readers. Exec-

utive summary is in most cases written as last chapter of the business plan. (Šafrová 

Drášilová 2019, 58) Sutton (Sutton 2012, 25) further suggests that the quality of the execu-

tive summary may reveal to experienced investors whether the author of the business plan is 

sufficiently competent to lead a successful company. If it does not capture their attention, 

they may not read the rest of the plan. 

2.5 General Company Description 

General company description focuses on providing the reader with essential information 

about the company, among which is the name of the company, name of the owner, legal 

standing, ownership structure, mission statement, and its attained accomplishments.(Abrams 

2019, 68) Shelton (Shelton 2017, 120) also suggests, that the number of employees, along 

with their job title, requirements for the position, as well as their salary rates should be men-

tioned as a part of the company description.  

 According to Abrams (Abrams 2019, 68), creating a mission statement is expected 

to be the most demanding part of the company description, as it aims to offer readers a com-

prehensive understanding of the company’s goals, objectives, and fundamental principles. 

When considering the length of the General company description, Shelton (Shelton 2017, 

73) states that it is typically condensed to a single page, and occasionally, a single paragraph 

may be adequate enough. 

2.6 Product and Service Description 

This section of the business plan offers a thorough and clear overview of the products and 

services offered, as well as the methods by which they are distributed. The product and ser-

vice description also helps the business in distinguishing itself from other competitors by 

highlighting its competitive advantages, such as exclusive features, levels of quality or even 

the business’s operational hours. (Shelton 2017, 83-84) However, Sutton (Sutton 2012, 75) 

states that it is important not to delve into overly technical terms in this section of the busi-

ness plan, so that it remains comprehensible to the readers. 
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 Abrams (Abrams 2019, 76) notes, that the length of the products and services de-

scription section in the business plan may differ based on the complexity of the actual prod-

uct or service offered. 

2.7 Market Analysis 

A market is a place where both potential and actual buyers gather, united by the desire to 

satisfy a particular need or want through exchange. The size of the market itself then depends 

on the number of people willing to exchange their resources to satisfy their needs or wants. 

(Kotler, Wong, Saunders and Armstrong 2007, 44) Additionally, Sutton (Sutton 2012, 98-

99) suggests that the markets can be analyzed by considering both the number of potential 

buyers and the financial value they represent. Kotler et al. (Kotler, Wong, Saunders and 

Armstrong 2007, 464) further states, that the markets can be divided into several segments, 

namely geographic, demographic, psychographic and behavioral, and can be further ana-

lyzed according to these segments as well. 

 Geographical segmentation is understood as a division of the market into different 

geographical units such as nations, countries, states, regions, cities, or even neighborhoods. 

It is in the best interest of every company to tailor their operations according to the specific 

requirements of each geographical area to achieve the most suitable fit. (Kotler, Wong, Saun-

ders and Armstrong 2007, 464-466) Armstrong and Kotler (Armstrong and Kotler 2015, 

199) further add that while companies can expand into multiple areas, they must be mindful 

of the diverse needs and preferences across different geographical segments. 

 According to Kotler et al. (Kotler, Wong, Saunders and Armstrong 2007, 466), the 

basis for demographic segmentation is to divide the entire market by criteria such as educa-

tion, occupation, gender, age, or sexual orientation, to name a few, as these factors often 

reflect changes in consumer needs, preferences, and patterns of product usage. Armstrong 

and Kotler (Armstrong and Kotler 2015, 200) further suggest that demographic factors are 

widely regarded as the most commonly used criteria for segmenting customer groups. 

 Psychographic segmentation is based on the recognition that the buyer’s behavior is 

based on their nature, lifestyle and, most importantly, social class. It is therefore important 

for companies to tailor their services and products to appeal to their target social classes. 

(Kotler 2007, 470) However, Armstrong and Kotler (Armstrong and Kotler 2015, 202) sug-

gest that while individuals may belong to the same demographic group, it does not neces-

sarily mean they must have identical psychographic characteristics. 
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 Lastly, Armstrong and Kotler (Armstrong and Kotler 2015, 204) state that behavioral 

segmentation is the preferred approach for market division, as it classifies consumers of a 

specific product or service based on their usage habits, familiarity, attitudes, and reactions 

toward it. 

2.7.1 Target Market 

Target market refers to a specific group of people or other entities, that a company aims to 

connect with in order to sell them their services or goods. For a properly defined target mar-

ket it is necessary to determine whether there are any common traits between the potential 

customers and if they are in any way relevant to their purchasing choices. Additionally, it is 

necessary to determine whether the market is large enough to make it worth targeting and 

ensuring that reaching this market is both affordable and efficient. (Abrams 2019, 107) To 

assess the target market, Sutton (Sutton 2012, 98) suggests identifying the individuals or 

groups likely to purchase the particular product or service, including those who may not 

initially realize their interest or need for such offerings. 

2.7.2 PEST Analysis 

According to Kozel et al. (Kozel, Mynářová, and Svobodová 2011, 45), PEST analysis 

serves as a tool for examination of the company’s macroenvironment, with the aim to eval-

uate the external factors affecting its operations within its market segment. Šafrová Drášilová 

says, that the term macroenvironment refers to external factors that are beyond the control 

or influence of the company but can have a significant impact on its operations. (Šafrová 

Drášilová 2019, 69) At its core, the PEST analysis is centered around examining political, 

economic, social, and technological factors, aiming to gather essential insights for the com-

pany’s future development. (Kozel, Mynářová, and Svobodová 2011, 45) 

 Political factors, refer to the legal and regulatory environment, within which the busi-

ness operates, while the economic factors consist of various elements affecting the overall 

economic condition of given country, such as inflation rates, gross domestic product, mini-

mum wages, and levels of unemployment. As for social factors, they encompass aspects such 

as the educational attainment levels within the population, age demographics, and various 

other determinants that shape the lifestyle of residents in a specific country, while techno-

logical factors are understood as determinants impacting the overall technological develop-

ment of a country, such as technological trends and the allocation of government funds to-

wards research endeavors. (Šafrová Drášilová 2019, 69-70) 
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2.7.3 Industry Analysis 

The term industry encompasses a group of businesses providing a comparable services and 

products, along with the companies that support them through distribution and supply chains. 

Every company belongs to a specific industry, thus being subject to the factors that influence 

the industry’s operations. Yet businesses are not limited only to one industry, as their range 

of products and services enables them to operate across multiple industries. (Abrams 2019, 

88-89) The objective of industry analysis is to assess the potential profitability of the busi-

ness and understand the factors that influence its competitiveness, rather than simply evalu-

ating the attractiveness of the industry. (Porter 2008, 5) Each industry belons to an economic 

sector, among which are the manufacturing, retail, distribution, and service economic sec-

tors. (Abrams 2019, 89) 

 Porter (Porter 2008, 3-4) emphasizes the importance of analyzing the five competi-

tive forces to assess the level of competition. These forces include the bargaining power of 

suppliers and buyers, the threat of entry, the threat of substitutes, and the rivalry among 

existing competitors. 

 The threat of entry is affected by the response of the already existing companies, as 

the entry of a new company to the industry intensifies competition, potentially leading to 

price decreases and prompting existing companies to increase their investments to remain 

competitive. It therefore limits how much profit an industry can make. Additionally, the 

likelihood of new businesses entering an industry depends on the difficulty of overcoming 

entry barriers. (Porter 2008, 8) 

 When describing the power of suppliers, Porter (Porter 2008, 13) highlights that if 

suppliers possess substantial power, they can pass on additional costs onto the businesses, 

reduce the quantity and quality of their services, and raise prices. This allows suppliers to 

manipulate the profits of companies, particularly of those who cannot increase their own 

prices in order to make up for the costs forced by the suppliers. 

 As for the power of buyers, Porter (Porter 2008, 14) states, that when buyers possess 

significant power, it is possible for them to get into a position, where they can ask for more 

services and better quality, while at the same time negotiating better prices for themselves, 

which inevitably leads to increased costs for the businesses.  
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When addressing the threat of substitutes, Porter (Porter 2008, 17) explains, that substitute 

as such is a product that is in many aspects similar to another product from a different com-

pany. However, substitutes can enforce a pricing boundary, limiting the profitability of the 

whole industry. It is therefore vital for companies to make at least some effort to differentiate 

their products and services from their substitutes, as this will otherwise affect their ability to 

profit.  

 Regarding the rivalry among existing competitors, Porter (Porter 2008, 18-20) sug-

gests that competitors are not solely motivated by financial gains but also strive for leader-

ship positions within the industry. In pursuit of this goal, competitors seek to gain an ad-

vantage by employing strategies such as price reductions, increasing advertising efforts, im-

proving their products and services, or introducing new ones. However, if competitors focus 

solely on reducing prices, it can have negative impact on their profitability, as these price 

battles often shift the profits to clients instead of the industry. On the contrary, rivalry driven 

by factors other than price fosters improvement in the company’s products or services, 

thereby enhancing the customer experience while at the same time justifying increase in 

prices.   

2.7.4 The Competition  

Those providing alternatives to other companies’ services and products, as well as their com-

parable options are referred to as competitors. (Galai, Hillel, and Wiener 2016, 46) Accord-

ing to Abrams (Abrams 2019, 124), claiming in the company’s business plan that there is no 

competition is inadvisable, as almost every company has one. She further notes, that the 

assessment of the company’s competitors allows for deeper comprehension of the provided 

services and goods. Svobodová and Andera (Svobodová and Andera 2017, 87) explain that 

every business strives to be different from the competition by identifying and furthering their 

competitive advantage.  

 According to Shelton (Shelton 2017, 95), a critical aspect of competitive analysis 

involves identifying competitors’ strengths and weaknesses, including factors such as acces-

sibility, budgetary scope, and operating hours. Additionally, it is essential to anticipate po-

tential competitor reactions, which could manifest itself through price reductions, larger ad-

vertising budgets, or the replication of the companies’ services and products. She also adds 

that SWOT analysis serves as a useful tool for analyzing the competition. 
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 SWOT analysis is a method, through which company can pin down its strengths, 

weaknesses, opportunities as well as threats. Both strengths and weaknesses are associated 

with internal situation within the company, such as its progress towards meeting objectives, 

while opportunities and threats are linked to the companies outside surroundings that possess 

influence over the company’s operations. (Kozel, Mynářová, and Svobodová 2011, 45-46) 

2.8 Marketing Plan 

According to Mariotti and Glackin (Mariotti and Glackin 2013, 130) marketing itself could 

be seen as a process of discovering the company’s clientele, while at the same time under-

standing what their needs and preferences are. Additionally, they argue that marketing es-

sentially helps to shape a certain image of what the customers think of when they hear the 

company’s name. Armstrong and Kotler (Armstrong and Kotler 2015, 32-33) suggest, that 

contrary to common belief, marketing involves more than just advertising to facilitate sales. 

According to them, marketing involves providing additional value to attract new customers 

and retain existing ones, while also striving to establish lasting customer connections in order 

to derive value from them. 

 When it comes to the marketing plan itself, companies utilize it to properly adjust 

various components, including distribution methods, promotional strategies, and pricing tac-

tics, ensuring they closely align with the preferences and behaviors of their target audience. 

(Šafrová Drášilová 2019, 59) According to Armstrong and Kotler (Armstrong and Kotler 

2015, 40), goal of the marketing plan is to create a marketing program and execute it in 

practical settings in a way that allows the company to generate value for its target market. 

 According to Mariotti and Glackin (Mariotti and Glackin 2013, 131) in order to en-

sure validity of the marketing plan, it is crucial to gather accurate information, which the 

company can acquire either through primary research, involving gathering information 

straight from the individuals or entities, or secondary research, which involves indirectly 

conducting research using already available materials. 

2.8.1 Marketing Mix 

According to Kotler and Armstrong (Kotler and Armstrong 2004, 105), an important part of 

preparing a marketing plan is the so-called marketing mix, which is recognized as a set of 

means that businesses use to tailor the way they market themselves in order to appeal to their 

target customers. Matisko (Matisko 2020, 77-79) further suggests, that marketing mix can 
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be divided into two variations, namely the marketing mix 4P, which prioritizes the product 

itself, and marketing mix 4C, which instead focuses more on customers. 

2.8.2 Marketing Mix 4P 

This variation of marketing mix puts an emphasis on the product itself, with the 4 Ps repre-

senting product, price, promotion, and place. Additionally, there is an expanded version 

known as the Marketing Mix 7P, which incorporates elements such as physical evidence, 

people, and process. (Matisko 2020, 77-78) 

 According to Mariotti and Glackin (Mariotti and Glackin 2013, 158) the term prod-

uct, which encompasses both goods and services, fundamentally serves to fulfill, or generate 

customer desires. They further emphasize that a critical component of the product is also its 

packaging, even though customers may not always acknowledge its significance. 

 According to Synek (Synek 2011, 187), when establishing prices, the company must 

take into account certain factors, including their pricing objectives, product and service de-

mand, cost identification, production pricing, competitor behavior analysis, pricing method 

selection, and final pricing decisions. When determining the actual prices, Mariotti and 

Glackin (Mariotti and Glackin 2013, 158) suggest that it is in the best interest of every com-

pany to set the prices in a way where the product is affordable enough to attract consumers 

while still generates a revenue for the business.  

 Place refers to the setting chosen to promote the business’s services and products, so 

that they are likely to be seen by the specific customers the company is targeting. (Mariotti 

and Glackin 2013, 158) 

 The purpose of promotion is to make the services and products offered by the com-

pany known and popular in the public space, either by paid means, such as advertisement, 

or by means that are free, such as publicity, which does not cost the company anything. 

(Mariotti and Glackin 2013, 158) It is done through the so-called integrated brand promotion, 

which refers to a complex process, that involves managing a range of promotional tools in a 

coordinated manner to enhance brand exposure, whether for a specific product or the brand 

itself. Among these promotional tools are more traditional ways of promotion, such as sales 

promotion, mass media marketing, and outdoor marketing, as well as more modern ways of 

promotion such as influencer marketing, internet advertising or podcasting. (Semenik, Allen, 

O’Guinn, Kaufmann 2012, 13) 
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2.8.3 Marketing Mix 4C 

As stated by Matisko, in the marketing mix 4C, the primary focus shifts to the customer, 

reducing the significance of the offered goods or services for the business. The 4 Cs them-

selves represent consumers, communication, cost and convenience. 

 Communication refers to the manner in which a company interacts with its potential 

customers, serving as an alternative to Promotion in the traditional 4P marketing mix.  Con-

trary to its name, the term Cost encompasses more than just financial expenses. It also in-

cludes non-monetary resources such as the company’s time. In terms of Convenience, it 

advocates that every company should prioritize not just the means by which goods are de-

livered to customers, but also the duration of the delivery process. This ensures that the cus-

tomer is less likely to switch to competitors. (Matisko 2020, 77-79) 

2.8.4 Marketing Trends 

Marketing as such is constantly changing, and therefore it is necessary to adapt to the use of 

new tools and practices so that the company is able to effectively retain its existing custom-

ers, as the cost of new ones is estimated to be up to five times higher. (Smith 2000, 3)  

 According to Ryan (Ryan 2017, 205-221), content marketing plays a significant role 

in today’s world, as it allows the company to reach its audience at every stage of the cus-

tomers journey. The content itself is derived from what the customers of given company like 

to see. It can be represented through several forms, such as videos, photographs, blog posts, 

interviews, news, or e-books. He also states that social media platforms, such as Instagram, 

Facebook, and YouTube, have significantly contributed to the expansion of content market-

ing, given that it is the preferred platform among people nowadays. Armstrong and Kotler 

(Armstrong and Kotler 2015, 476) further state that these social media platforms are also 

excellent tools that can be utilized to create and foster a community of brand enthusiasts. 

 Ryan further emphasizes the necessity of strategic content placement on websites, as 

it is regarded as the primary source of information among the public nowadays. The content 

itself must maintain certain quality, as the online space is no longer perceived as a place to 

put things that no longer fit into traditional media. To maximize the reach, it is crucial to 

implement search engine optimization strategies, such as incorporating frequently searched 

keywords into content, to enhance its visibility and bring more traffic. It is also important to 

ensure that the content provides the tone and style of the desired audience. (Ryan 2017, 300-

304) 
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 E-mail marketing represents an important part of digital marketing, allowing for per-

sonalized communication with the company’s customer base via relevant and interesting e-

mails tailored specifically for them. They can be used to sustain customer involvement, ele-

vate brand perception, and reinforce business credibility through methods like weekly news-

letters, breaking news updates, and promotional discounts. (Ryan 2017, 153-155) However, 

Armstrong and Kotler (Armstrong and Kotler 2015, 482) further emphasize the importance 

of sending e-mails only to interested customers, as sending unsolicited e-mails may lead to 

them being perceived as unwanted. 

2.9 E-commerce 

In the age of the internet, e-commerce has become more popular than ever before, where 

rather than having physical stores, companies offer their services and goods via the internet. 

This approach is beneficial for both customers and those behind the company itself. That is 

mainly because when running an online business, the company eliminates the costs associ-

ated with running a brick-and-mortar store, while at the same time, customers can benefit 

from it by being able to shop from the comfort of their own home as well as making it much 

easier for them to compare offers from various companies. Another advantage for both par-

ties is that thanks to the internet, the products and services are available for purchase virtually 

at any time. However, it is important to note that e-commerce also has its disadvantages, 

mainly that without a brick-and-mortar store, potential customers cannot test the product, 

and this may discourage them from buying. (Gassmann, Frankenberger, and Csik 2014, 142) 

2.10 Financial Plan 

According to Galai et al. (Galai, Hillel, and Wiener 2016, 118-120), a financial plan enables 

company owners to assess whether their business will meet its financial goals and generate 

profits by analyzing how the company’s operations and behavior impact its funds. Essen-

tially the primary function of any financial plan is to present data on the company’s financial 

situation in order to guide actions that impact how much money the company can make. 

 They further suggest, that as companies evolve, the data needed for development of 

the financial plan will differ. In the early stages companies can use approximate figures 

common for similar companies in the same or similar stage of development, though in the 

later stages of development, much more detailed data must be obtained and tailored specifi-

cally to the given company. Sutton (Sutton 2012, 146) further elaborates that these approxi-

mate figures should draw from real data rather than relying solely on speculative estimates. 
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Červený et al. (Červený, Ficbauer, Hanzelková and Keřkovský 2014, 152) states, that the 

primary purpose of any financial plan is to ensure that the business plan is financially feasible 

and generates the essential profit for its implementation, while at the same time maintaining 

its long-term financial sustainability.  

 According to Gattis (Gattis 2010, 57), it is essential for every financial plan to include 

at least an income statement, cash flow statement and balance sheet. Srpová (Srpová 2020, 

140) further suggests that the financial plan of every new business should outline the costs 

required to establish the business, referred to as start-up costs, a projection of the company’s 

expected revenue, as well as the expenses necessary to operate the business. Among these 

operational expenses are fixed costs, which remain unchanged regardless of the quantity of 

goods produced or services provided, and variable costs, which fluctuate in accordance with 

the quantity of goods produced or services provided. Finally, she notes that it should also 

mention the initial capital needed to cover the start-up costs. 

2.10.1 Income Statement 

The income statement aims to demonstrate how profitable the business was by representing 

the expenditures alongside with its earning during particular period of time to determine, 

whether the business generated a profit or incurred a loss. (Sutton 2012, 154)  

 According to Abrams (Abrams 2019, 310), when creating an income statement, it is 

crucial to gather comprehensive data regarding the company’s revenues and expenditures. 

Sutton (Sutton 2012, 154) later emphasizes that it is essential for every company to prepare 

its income statement both monthly and annually, and it should include details regarding its 

income, expenses, earnings before taxes, and earnings after taxes. 

2.10.2 Cash Flow Statement 

According to Sutton (Sutton 2012, 148), cash flow refers to simply keeping track of the 

money coming into and out of a business. He further notes, that effectively handling cash 

flow is vital for success of any business, and it is important to be aware that incorrect iden-

tification and processing of the cash flow statement may lead to the failure of a small or start-

up business. Abrams (Abrams 2019,311) further stresses the significance of the cash flow 

statement, describing it as the most critical component of any financial plan, as it offers a 

real-time inside into how much money the given company possess on monthly basis. 
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2.10.3 Balance Sheet 

Balance sheet provides details about the valuable items owned by the business, known as 

assets, the debts of the company, referred to as liabilities, and the company’s capital, also 

recognized as net worth. It is also important to note that the balance sheet, despite the various 

types of companies, follows a uniform structure. (Sutton 2012, 148)  

The balance sheet lists all of the company’s assets alongside its liabilities. The 

amounts recorded in the assets and liabilities sections should match. Essentially it offers a 

concise summary of the company’s overall financial standing. (Abrams 2019,316) 
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II.  ANALYSIS 
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Figure 1: Logo (own creation) 
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4 EXECUTIVE SUMMARY 

The aim of this business plan is to present the foundation for launching a project called 

ÚSVIT, which is an online platform dedicated to showcasing and selling products by artists 

and creatives, with a particular focus on students and emerging talents from Czech Republic 

and Slovakia. Additionally, ÚSVIT will host an online blog that will regularly publish a 

diverse range of content.  

 The main goal of ÚSVIT is to support these young individuals and provide them with 

a platform to showcase their work and monetize their passion. Additionally, ÚSVIT aims to 

bring the local artistic and creative scene closer to the wider public through the blog. This 

objective also shapes the target demographic of ÚSVIT, consisting of both students and 

young creatives aged 17-30, alongside individuals from the same age group who are pas-

sionate about art and are willing to support these local artists. 

 The primary way through which ÚSVIT distinguishes itself from its competitors is 

by combining a marketplace with a blog, offering a unique combination of an entertainment 

and educational platform within a single interface. Furthermore, ÚSVIT also provides op-

portunities for small and emerging artists from various spheres, allowing them to showcase 

their work and gain recognition. 

 David Kokoř will found and solely own ÚSVIT, with the support of two additional 

employees. The owner of the company will establish ÚSVIT as a natural person, into which 

he will contribute a share capital of 300,000 CZK. 

 According to the data provided in the financial plan, the anticipated revenue for 

ÚSVIT is estimated to be 828,000 CZK for its first year of operations, with projected ex-

penses totaling 773,563 CZK for the same timeframe. 
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5 GENERAL COMPANY DESCRIPTION 

ÚSVIT is an online platform dedicated to showcasing and selling products by artists and 

creatives, with a particular focus on students and emerging talents from Czech Republic and 

Slovakia. Additionally, ÚSVIT will host an online blog that will regularly publish a diverse 

range of content. 

5.1 Mission Statement 

The mission of ÚSVIT is to empower emerging artists and creatives by providing them with 

a platform to showcase their talent and the opportunity to sell their work. Additionally, we 

aim to raise awareness about these local artists among the wider public through our social 

media activities and blog, where among other topics, content about them will be regularly 

published. In one sentence, the aim of ÚSVIT is to establish a marketplace and a blog, that 

connects talented individuals with art enthusiasts, creating a community that cherishes cre-

ativity and passion for art. 

5.2 Legal Standing 

ÚSVIT will operate as a natural person under the ownership of David Kokoř, who meets all 

the necessary requirements to start a business. According to the Act no.455/1991 Coll. the 

activity of ÚSVIT falls under the category of free trade, which means that there are no re-

quirements to provide professional competence of any sort. Furthermore, the founder and 

owner of the company, David Kokoř, will invest 300,000 CZK from his personal savings 

into ÚSVIT, with the aim to avoid taking a loan from a bank and incurring unnecessary debt. 

5.3 Ownership Structure and Employees 

The company will be established and owned exclusively by David Kokoř. In addition to him, 

two employees will work at ÚSVIT. More specifically a copywriter and a marketer, along 

with two external contractors whose services will be utilized only on certain occasions. 

These contractors include a content creator and an accountant. 

5.3.1 Owner 

Alongside overseeing the daily operations of the project, the company owner will also take 

responsibility for maintaining and updating the ÚSVIT website, writing blog posts, and up-

loading products to the marketplace. In the initial phase of the project, he will also handle 

customer service duties to minimize ÚSVIT’s expenses. For that same reason, the owner of 

the company has decided to take only a minimum monthly salary of 18,900 CZK. It is also 
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worth noting that the owner will operate ÚSVIT as a secondary employment, alongside his 

main employment. 

5.3.2 Copywriter 

The copywriter’s job will involve editing articles written by the company owner, alongside 

the product descriptions submitted by the artists. Since ÚSVIT considers writing to be an 

artistic form as well, we will also be selecting them from among students and young adults 

passionate about this form. The copywriter will work on an agreement on work with a 

monthly compensation of 9,600 CZK. 

5.3.3 Content Creator 

A Content creator will be needed only in the initial phase of ÚSVIT, when a video repre-

senting the whole project will have to be created. This video will be accessible on our website 

and across our social media platforms in different formats, aiming to maximize our audience 

reach. In this case as well, we will offer this work opportunity to students and young crea-

tives who excel in digital content creation. Since there will not be a long-term need to employ 

them, they will work for ÚSVIT based on an agreement on work performance with compen-

sation of 6,000 CZK. 

5.3.4 Marketer  

Given the owner’s limited experience with marketing campaigns, hiring a dedicated mar-

keter is essential, as ÚSVIT needs someone to oversee its promotion and manage its social 

media presence. The marketer will be recruited from among the students enrolled in the 

Marketing Communications program at the Faculty of Multimedia Communications at 

Tomáš Baťa University in Zlín. They will also work based on an agreement on work perfor-

mance with a monthly compensation of 10,000 CZK. 

5.3.5 Accountant  

The accounting for ÚSVIT will be handled by an external accountant, as the project currently 

does not require a full-time accountant. In fact, ÚSVIT will only need their assistance occa-

sionally, specifically only once a year. The cost for the external accountant will therefore be 

8,000 CZK. 

5.4 Accomplishments 

Since the founder of the company has been surrounded by artists and creatives most of his 

life, he had the opportunity to discuss the concept of the whole project with them. Several 
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have expressed keen interest in joining ÚSVIT, with a desire to either sell their work, or to 

be part of the blog. The following paragraphs will introduce three of them. It is important to 

note that all the information presented about the artists has been used with their consent after 

prior consultation. 

 One of them is Adéla Dostalová, who runs her own brand called Dolfi. She started 

by upcycling old clothes, drawing her own designs on them and modifying them in various 

ways. However, she has since moved onto creating clothes from scratch and designing her 

own patterns. More about her work can be found on her Instagram profile @dolfi_clothing. 

 Another one of them is Martin Lamich, whom I consider to be quite a versatile artist. 

He engages in everything from designing custom clothing and accessories to painting, and 

thanks to his studies at the University of Tomáš Baťa in Zlín, he has now ventured into 

shoemaking. Currently, he does not publish his new creations anywhere, but his older work 

is available on his Instagram profile @_the_placee. 

 Last but not least, there is Štěpán Stříbný, a student of Audiovisual Production at the 

Silesian University in Opava. He primarily operates as a video maker, editor, and director of 

photography, yet his real talent lies in music video production. Not only could his work serve 

as inspiration for others through the blog articles, but he could also offer his services on the 

ÚSVIT marketplace. Additional insights into his work can be found on his Instagram profile 

@stefostribny. 
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6 PRODUCT AND SERVICE DESCRIPTION 

ÚSVIT is an online platform consisting of two main parts, those being a marketplace and a 

blog. What sets ÚSVIT apart from its competitors is its combination of an entertainment and 

educational platform with the marketplace itself. This provides customers with a unique op-

portunity to access everything in one place, as most competitors typically focus on only one 

of these activities. 

6.1 Marketplace 

The ÚSVIT marketplace is intended for small and upcoming artists and creatives from both 

the Czech Republic and Slovakia. More specifically, we focus on students and young artists 

and creatives as we believe in nurturing young talent, which sets us apart from the competi-

tion. The artists featured on our website will be carefully hand-picked by the ÚSVIT team. 

Interested artists can submit an application through our website. If their work resonates with 

us, we invite them for a further interview to assess whether their vision really aligns with 

ours. Simultaneously, this interview serves as a safeguard against those who may attempt to 

market AI-generated or stolen artwork. Through this approach, ÚSVIT aims to curate a di-

verse pool of both artists and their products, because our objective is to ensure that every 

individual browsing through the marketplace can discover items that resonate with their in-

terests and preferences. Customers will thus have the opportunity to explore a variety of 

products ranging from paintings, sculptures, and custom clothing to handcrafted pottery or 

toys. Additionally, to ensure that artists and creatives do not exploit the platform solely for 

exposure while selling their products through other platforms, every artist must sign a con-

tract committing to selling their products online exclusively through ÚSVIT. 

 When it comes to the actual products offered on ÚSVIT’s website, we will not hold 

any physical stock. Rather, it will be up to the artists themselves to package and ship the 

goods. ÚSVIT will only provide them with shipping labels and a digital thank you note, 

which the artist will need to print out and include with the customer’s order. This strategy 

aims to eliminate unnecessary expenses, reduce our environmental footprint, and streamline 

logistics. Furthermore, it grants artists direct control over fulfilling their orders and it pro-

vides them with direct contact with their customers. 

 As for hosting of the website itself, Shopify was chosen after thoroughly researching 

other alternatives. The main reason for this decision was that Shopify offers all the necessary 

tools for running an online business within one place, and working with it is relatively 
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straightforward, as it offers quite simple and intuitive interface. When it comes to the design 

of the website, Shopify offers both paid and free templates, that can be extensively custom-

ized through its already mentioned intuitive interface, which allows for a unique and person-

alized website design while keeping the costs low. 

 The overall appearance of the website is also closely tied to the presentation of the 

products themselves, and since ÚSVIT will not hold any actual stock, it will be the respon-

sibility of the artists to photograph the products and create descriptions for them. To maintain 

a high uniformity, a step-by-step guide for our artists was created to avoid any unnecessary 

inconsistencies in the appearance of our website. 

 When it comes to the photos, the artists must take pictures of the product from the 

front, back, and side angle, along with a detailed shot highlighting the main features of the 

product. These images should be taken using their mobile phones or cameras against a neu-

tral background. The photos are afterwards edited by the owner of the company to ensure 

that the brightness, colors, and the backdrop are as similar as possible. The artists must also 

follow certain rules when creating the product descriptions. Specifically, these descriptions 

should include information about the materials from which the product is made, its size or 

dimensions, and a brief backstory about their vision and the conceptual processes behind the 

creation of the piece. 

6.2 Blog 

ÚSVIT will also feature a blog section, regularly publishing a wide range of posts. More 

specifically, the blog will feature articles covering various updates from the local art scene, 

reports and invitations to interesting events, interviews with artists and creators, brand re-

views, and other educational articles. The company owner will produce these posts, which 

will then be reviewed and edited by the copywriter before being published on the blog on 

weekly basis. The content will also be accessible through our social media profiles. This will 

allow us to extend our reach while repurposing already existing articles, and thereby enhanc-

ing our revenue potential.  
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7 MARKET ANALYSIS 

This section will focus on the market analysis of ÚSVIT. More specifically, Porter’s Five 

Forces Analysis, SWOT analysis, and PEST analysis will be conducted and presented. Ad-

ditionally, it will also cover the market segmentation. The entire Market analysis is based on 

the information acquired from the theoretical part of this thesis. 

7.1 Porter’s Five Forces Analysis 

The Porter’s five forces analysis describes the competitive rivalry, supplier power, threat of 

substitution, buyer power, and threat of new entry in relation to ÚSVIT, while taking into 

account the information provided in the theoretical part of this bachelor’s thesis. 

7.1.1 Competitive rivalry 

Despite operating within relatively niche market, ÚSVIT faces competition from several 

other competitors. The major ones presenting the biggest competition for us are Czech Des-

ing, The Place Store, and Etsy. 

 Czech Design is a Czech company that publishes an online magazine that documents 

news from the world of Czech architecture and art on its website. Additionally, they run a 

shop called Czech Design Shop, offering products from small Czech creatives. The range of 

provided goods is quite extensive, as they sell everything from jewelry to clothing, toys, and 

furniture. The merchandise available ranges in price from 19 CZK to 159,000 CZK. Czech 

Design Shop also has a physical store located at Myslíkova 5 in Prague 1. Overall, Czech 

Design represents our biggest competition, as it is the largest project of its kind on the Czech 

market. It also has a strong presence on social media platforms, with nearly 50,000 followers 

on its Instagram account at the time of writing this bachelor’s thesis. However, a disad-

vantage is the relatively limited pool of creatives available on the Czech Design Shop web-

site. 

 Another competitor of ours is The Place Store, which focuses on selling products by 

local artists from the Czech Republic and Slovakia. While they do not run a blog, they offer 

their goods both on their e-shop and in 9 physical stores located across the Czech Republic 

and Slovakia. Specifically, in Brno, Olomouc, Prague, Zlín, Tábor, České Budějovice, 

Uherské Hradiště, and Bratislava. The range of available goods is also diverse, as they sell 

everything from clothing and jewelry to handmade cosmetics. The price range of their prod-

ucts varies from 29 CZK to 4,400 CZK. However, the number of artists available is also 

relatively limited. 
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 Another significant competitor is the international online platform ETSY, where art-

ists can sell their creations. They can showcase their existing work as well as offer custom-

made pieces commissioned by the buyers. The platform offers an extensive range of goods, 

allowing customers to find almost anything they desire. Additionally, ETSY holds the 

strongest social media presence among our competitors, with over 3,000,000 followers on 

its Instagram account at the time of the writing of this bachelor’s thesis. However, a draw-

back of this platform is that due to its accessibility, individuals often sell drop-shipped prod-

ucts and unlicensed items. In addition, anyone wishing to sell on the platform must pay a 

listing fee of 5 Czech crowns per listed product, along with a 6.5% transaction fee, a 4% 

payment processing fee, and an additional fee of 8 Czech crowns. 

7.1.2 Supplier power 

ÚSVIT is highly dependent on its featured artists as they essentially serve as its suppliers. 

Without them, the site would be unable to sell any products on its e-shop, nor could it provide 

content on its blog and social media platforms, thereby losing its only source of income. For 

this reason, ÚSVIT ensures that it maintains a good relationship with its creators, constantly 

striving to create and maintain a community that the artists will want to be part of. 

7.1.3 Threat of substitution 

In addition to the competition mentioned above, substitutes for our platform may include 

galleries, where customers can visit not only exhibitions, but also small shops selling prod-

ucts from local creatives, which are often part of them. Furthermore, both artists and cus-

tomers may visit art bars or cafes where artists can sell their exhibited pieces or hold various 

community discussions. In both cases, however, the selection of artworks and individual 

artists is usually quite limited. As an alternative to our community section, customers may 

turn to their local gallery’s website for information about artists and events. However, their 

options may still be limited by the quantity and variety of content available. 

7.1.4 Buyers Power 

ÚSVIT has a rather niche clientele and the market as a whole is relatively specific. It is 

therefore crucial to retain both clients and artists, by building strong relationships and loyalty 

to our platform. However, due to the limited alternatives available to this project, customers, 

and artists themselves have relatively low power. 



TBU in Zlín, Faculty of Humanities 40 

 

7.1.5 Threat of new entry 

Since the concept of ÚSVIT is relatively niche and the market is not oversaturated with 

similar projects, the entry of ÚSVIT into the market should not affect the prices of compet-

itors. The biggest barrier to entry into this market is building a pool of artists that customers 

will find interesting, and from which everyone can find a piece of work that speaks to them. 

Another barrier is that this project requires a great deal of industry knowledge, as under-

standing the local art scene and building relationships with artists is quite a demanding task. 

7.2 SWOT Analysis 

This section will describe the SWOT analysis carried out based on the information provided 

in the practical part of this thesis. In particular, it will focus on the strengths, weaknesses, 

opportunities, and threats of ÚSVIT. 

7.2.1 Strengths 

The main strength of ÚSVIT lies in its focus on providing a platform for students and young 

creatives, who might not otherwise have the opportunity to showcase and sell their art and 

products, which sets us apart from our competitors. Additionally, another strength of ours is 

the combination of a marketplace with a blog, offering a unique concept to our customers. 

 The blog itself and our activity on social media represent another strength, as it not 

only brings art and cultural events closer to the wider audience, but it also helps in shaping 

the project’s image and building community. 

 Unlike with other competing platforms, artists and creatives must undergo a selection 

process to ensure they are not violating ethical codes or selling work made by others. We 

see this as an additional strength, as it allows us to guarantee the authenticity of the goods 

offered to our customers. 

7.2.2 Weaknesses 

Since ÚSVIT does not have a physical store location, some customers may find it inconven-

ient and limiting not to be able to see the product in real life before making a purchase. In 

addition to this as previously mentioned, ÚSVIT will not hold any actual stock, and the 

shipping alongside with packaging of the art pieces will always be handled by the individual 

creatives. This may be another weakness, as it is not possible to ensure consistent shipment 

times for all orders. 
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7.2.3 Opportunities 

As ÚSVIT is currently only an online platform, there is a potential opportunity to open a 

physical store location, which would allow ÚSVIT to expand its services, and thus eliminate 

previous weaknesses. Another opportunity is the potential to enhance our activity on the blog 

and social media with various videos or podcasts in the future, which can be further mone-

tized to expand the project’s revenue stream. 

7.2.4 Threats 

According to data published by the Czech Statistical Office (Český statistický úřad 2024), 

the inflation rate for February 2024 is 8.2%. While this is almost half the rate of 2023, when 

the February inflation rate was at 16.2%, it still represents a threat. Bundled up with the 

ongoing war in Ukraine, sales of art pieces may decline as people tend to save money in both 

financially and politically unstable times.  

 Another significant threat for ÚSVIT, that is relevant now more than ever, is cyber 

security, as the loss of customers personal information or even the shutdown of the website 

may lead to serious consequences. An additional threat is the increasing competition, with 

sites such as Etsy becoming more popular in the Czech Republic and Slovakia than ever 

before. 

7.3 PEST Analysis 

The PEST analysis, which focuses on political, economic, social, and technological factors, 

is based on the information provided in the practical part of this thesis. As ÚSVIT plans to 

operate in both the Czech Republic and Slovakia, data from both countries are presented. 

However, the recency of the given data in some instances varies from one country to another, 

as the most up-to-date data was unavailable at the time of writing this thesis. 

7.3.1 Political Factors  

According to the information provided by the iDoklad portal, establishing a free trade in the 

Czech Republic, under which ÚSVIT falls, is a relatively straightforward process. It simply 

requires filling out the Unified registration form, outlining the intended business activities, 

confirming legal capacity, presenting a clear criminal record certificate, and lastly, paying 

an administrative fee of 1,000 CZK. (iDoklad 2022) 
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7.3.2 Economic Factors 

According to data provided by the Czech Statistical Office, the inflation rate in the Czech 

Republic is decreasing. The most recent indicator from February 2024 presents that the in-

flation in the Czech Republic is at 8.2%, which is half of what it was the previous year when 

the February inflation rate was at 16.2%. (Český statistický úřad 2024)  

 Another factor that may affect sales of the products offered by ÚSVIT is a higher 

minimum wage, which, according to data from the Ministry of Labour and Social Affairs, 

has increased to 18,900 CZK in 2024, which is 1,600 CZK more than the previous year. 

(Ministerstvo práce a sociálních věcí České republiky 2024) 

 On the other hand, according to the Czech Statistical Office, the gross domestic prod-

uct in 2023 has decreased by 0.3% compared to 2022, when it was 2.4% (Český statistický 

úřad 2024) This may lead to people being more discreet about what they spend their money 

on, as this factor affects the economy of the whole country. 

 As for the situation in Slovakia, according to data published by the Statistical Office 

of the Slovak Republic, (Štatistický úrad Slovenskej republiky 2024) the inflation rate in 

February 2024 was at 3.4%, and the gross domestic product at the end of 2023 amounted to 

1.3%.  

 According to information published by the Ministry of Labour, Social Affairs, and 

Family of the Slovak Republic, (Ministerstvo práce, sociálnych vecí a rodiny Slovenskej 

republiky 2023) the minimum wage for 2024 is set at 750 EUR, which is equivalent to 18,996 

CZK, representing an increase of 50 EUR or 1,266 CZK compared to the previous year. 

7.3.3 Social Factors 

Based on the latest data published by the Czech Statistical Office, (Český statistický úřad 

2023) the Czech Republic has a population of 10,827,529 inhabitants, with 1,533,610 of 

them falling within the age bracket of ÚSVIT’s two target customer groups.  

 The Czech Statistical Office (Český statistický úřad 2024) further reports that as of 

January 2024, the employment rate reached 75.4%. Among individuals aged 15 to 29, the 

employment rate was 44.2%, while for those aged 30 to 49, it was notably higher at 83.5%. 

As for the unemployment rate, it stood at 3% during the same period.  

 In Slovakia, based on data from the Statistical Office of the Slovak Republic (Štatis-

tický úrad Slovenskej republiky 2024) for the same period, the population stood at 
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5,428,792, with 812,976 falling within the age bracket of ÚSVIT’s two target customer 

groups.  

 The employment rate in Slovakia, as reported by the Statistical Office of the Slovak 

Republic, (Štatistický úrad Slovenskej republiky 2024) stood at 78.3% by the end of 2023. 

Within the age group of 15 to 24 years, approximately 114,7 thousand individuals were em-

ployed, while in the age group of 25 to 34 years, the number of employed individuals 

amounted to approximately 568,3 thousand. As for unemployment, according to different 

data from the Statistical Office of the Slovak Republic, (Štatistický úrad Slovenskej repub-

liky 2024) it was at 5.6% during the same period.  

 According to the data from the Czech Statistical Office, (Český statistický úřad 2024) 

the educational sector of the Czech Republic in 2023 consisted of 463,200 students in sec-

ondary schools, 3,837 in conservatories, 20,639 in higher vocational schools, and 304,518 

students across private and public universities.  

 As for Slovakia, the Statistical Office of the Slovak Republic (Štatistický úrad Slov-

enskej republiky 2023) published data, that in 2022, Slovakia’s educational sector consisted 

of 196,455 students enrolled in secondary schools, 2,993 attending conservatories, and 

109,794 pursuing higher education at universities. 

7.3.4 Technological Factors 

Since ÚSVIT operates solely as an online platform, technological factors play a significant 

role. According to data from the Czech Statistical Office from 2023, the internet was actively 

used by 86% of all individuals aged 16 and older. More specifically, this corresponds to 7,3 

million users in the Czech Republic. In the age category from 16 to 24, the internet was used 

by 99.8% of the population, while in the age category from 25 to 34, the figure was slightly 

lower at 98.4%. (Český statistický úřad 2023) 

 The situation in Slovakia is quite similar, as according to information provided by 

the Statistical Office of the Slovak Republic, 87.2% of all individuals aged 16 and older 

actively used internet in 2023, which accounts for nearly 3,6 million people. In the age cat-

egory from 16 to 24, the internet was used by 98.4% of the population, and this percentage 

remains the same for the age category from 25 to 34. (Štatistický úrad Slovenskej republiky 

2023) 

 In terms of using internet for online shopping, data from the Czech Statistical Office 

(Český statistický úřad 2023) indicates a persistent upward trend since the beginning of the 
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Covid-19 pandemic. More specifically, during the final quarter of 2023, when 63% of Czech 

citizens made at least one online purchase, with the majority falling in the age group of 25 

to 34 years old.  

 The Statistical Office of the Slovak Republic (Štatistický úrad Slovenskej republiky 

2022) stated, that in 2022, 69.7% of the population utilized online services for purchasing 

clothes, while 20.4% used them for purchasing services. 

7.4 Market Segmentation 

ÚSVIT targets two main groups of customers. The first group consists of students and young 

adults between the ages of 17 and 30 who enjoy being creative and are looking for ways to 

present and sell their creations to a wider audience. As for the art they create, ÚSVIT gives 

artists creative freedom, so as long as their work does not violate ethical codes and their 

vision aligns with that of the ÚSVIT team, they can sell through our platform. To provide a 

clearer understanding, these may be artists creating custom-made clothing, paintings, sculp-

tures, jewelry or other accessories. Additionally, these artists are so passionate about the 

local scene of artists and creatives, that they are willing to be part of a community that is 

committed to bringing their work closer to a wider audience, despite having to pay certain 

fees for this service. 

 The second group consists of working individuals aged 20 to 30 who are interested 

in art, as well as the local artistic community. These are customers, who are looking for 

original and handcrafted products from local creatives and artists and are willing to pay pre-

mium in order to support the creative youth. As ÚSVIT operates exclusively as an online 

platform, we aim to reach customers from both target groups throughout the Czech Republic 

and Slovakia. 
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8 MARKETING PLAN 

In this section of the business plan, the marketing strategy for ÚSVIT will be outlined. More 

specifically, attention will be directed towards the Marketing Mix 7P and Marketing Mix 

4C. Additionally, a table providing an overview of the individual marketing costs for the 

entire project will be presented. 

8.1 Marketing Mix 7P 

As already outlined in the theoretical part of this thesis, the Marketing Mix 7P is centered 

around Product, Price, Place, Promotion, People, Processes and Physical evidence. This sec-

tion provides a description of all these aspects in relation to the needs of ÚSVIT. 

8.1.1 Product 

As an online platform, ÚSVIT provides two different types of products, more specifically a 

marketplace and a blog. The marketplace will feature a wide selection of unique pieces and 

products from small and upcoming artists coming from both the Czech Republic and Slo-

vakia. At the same time, from the perspective of the artists themselves, the marketplace func-

tions as a place where they can make their work more visible and monetize it. 

Alongside the marketplace, ÚSVIT will host a blog, providing customers and art en-

thusiasts with regular updates on cultural and art events happening in their area, as well as 

interviews, brand reviews and other educational articles from the world of art. Both the mar-

ketplace and the blog a further described in the Product and service description. 

8.1.2 Price 

As for the prices of the pieces and products offered on the ÚSVIT marketplace, they will be 

determined by the artists themselves, therefore no single fixed price can be given. However, 

what will affect that price is the mandatory listing fee of 30 CZK, which the artist will have 

to pay for each uploaded product on the marketplace. This fee is designated to cover all 

essential expenses associated with maintaining the platform’s functionality. Additionally, 

the artists will be obligated to give ÚSVIT 10% from every item sold, serving as a seller’s 

fee. Additionally, for customers interested in further supporting ÚSVIT, the HeroHero sub-

scription offers access to exclusive bonus content and invites to subscriber-only events, all 

for 6 EUR or 150 CZK per month. As for the content available on the blog part of ÚSVIT, 

it will be available completely free of charge. 
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8.1.3 Place 

ÚSVIT will initially operate solely through its website, with presence on social media plat-

forms such as Facebook, Instagram, TikTok and YouTube. However, the project intends to 

expand its reach beyond the digital realm. In the future, ÚSVIT plans to host pop-up mar-

ketplaces and organize events such as parties and art exhibitions, aiming to create deeper 

connections with both its clientele and featured artists. It is also important to mention that 

due to the concept of the whole project, opening of a physical retail store is being considered 

for the future as well. 

8.1.4 Promotion 

Considering that ÚSVIT operates as an online platform, the majority of promotion will be 

done through digital channels, with a particular emphasis on platforms such as Facebook, 

Instagram, TikTok and YouTube. ÚSVIT has also devoted part of its marketing budget to 

Google Ads. Furthermore, offline promotion will be facilitated through the distribution of 

flyers in locations such as cafes, venues frequented by our target demographic and most 

importantly schools. Regular content updates will be shared across the mentioned social me-

dia platforms, with each platform featuring content tailored to its specific format generated 

by the owner of ÚSVIT. 

 As mentioned in the General company description section of this thesis, ÚSVIT plans 

to create an introductory video that will present the concept of the entire project. More spe-

cifically, it will present the story of why the project began, why it is necessary to support 

local artists, and in what ways can people support these creatives besides buying pieces from 

them. The full-length version of this video will be uploaded not only to our website but also 

to our YouTube channel. A shortened version will then be uploaded to the other social media 

platforms mentioned. This allows us to extend our reach while repurposing already existing 

content.  

 On Facebook, the emphasis will be on sharing excerpts from blog posts, which will 

direct users to their full version available on our website. Additionally, we will engage with 

our audience through comments and Facebook stories. We will also focus on uploading our 

content to art-focused Facebook groups. 
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 On Instagram, our strategy will involve sharing photos of the products up for sale, 

accompanied by snippets from our blog articles. By utilizing Instagram Stories, we will fur-

ther our reach by sharing posts from customers who had tagged us both in their stories or 

posts, encouraging direct engagement with our audience by doing so. 

 Given the popularity of these social media platforms among ÚSVIT’s target audi-

ence, we have decided to invest in paid advertising alongside our organic presence. More 

specifically, we have set a daily budget of 100 CZK for our Instagram advertising campaign, 

totaling 3,000 CZK per month. For Facebook, we have adjusted the daily limit to 75 CZK, 

totaling 2,250 CZK per month. 

 According to the official website of Google Ads (Google Ads 2024), this tool can be 

utilized for enhancing the visibility of certain project among users seeking related content. 

Additionally, Google Ads can also help with SEO, which stands for search engine optimiza-

tion, allowing ÚSVIT to obtain keywords for product descriptions and blog posts. It also 

provides an online interface where we can easily set our advertising budget, which stands at 

2,000 CZK per month. 

 TikTok will serve as a platform to provide insights into the project’s behind-the-

scenes and its operations to a wider audience. The owner of the company will upload short 

videos directly from his mobile phone, covering topics such as the artist selection process 

and the challenges of running ÚSVIT. Thanks to the nature of this social media platform and 

ÚSVIT’s approach, there will be no need to pay for advertising, as ÚSVIT aims to organi-

cally find its audience there. 

 In addition, ÚSVIT will use e-mail newsletters containing information about newly 

uploaded products and blog posts to encourage customers to click on the website link pro-

vided in the e-mail. We will only send three e-mails per week to avoid being perceived as 

spam, and only to those who will request it through our website. 

 Our offline promotion will be solely through the distribution of flyers. These flyers 

are priced at 1.15 CZK per piece when bought at bulk of 500 copies in A6 format. The design 

of the flyers will be commissioned from an external graphic designer via Fiverr.com, at a 

cost of 10 EUR or 250 CZK. The cost of offline promotion will therefore be 825 CZK. 

The table below presents the total promotion costs of ÚSVIT. Both the online and 

the offline promotion costs are included, which together amount to 8,075 CZK. 
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Table 1: Marketing costs (own creation) 

Marketing costs 

Instagram 3,000 CZK 

Facebook 2,250 CZK 

TikTok 0 CZK 

Google Adds 2,000 CZK 

Flyers 825 CZK 

Total 8,075 CZK 

8.1.5 People  

As previously detailed in the Ownership structure and employees, the operation of ÚSVIT 

will be dependent on the owner, copywriter, marketer and occasionally also on a content 

creator and accountant. Moreover, the artists themselves will hold a very important role as 

they will directly engage with customers by sending out the sold products, therefore estab-

lishing direct contact with them. 

8.1.6 Processes 

As far as the process of selling on ÚSVIT is concerned, every artist will be able to apply 

through a form available on our website, where they will be required to fill in certain infor-

mation such as their name, contact details and a short introduction of themselves and the 

product they wish to sell. If we find their work appealing, they will be invited for a further 

interview, where we will determine whether their vision aligns with ours and whether the 

art, they offer is really their work. Afterwards, all that is left to do is to sign the contract and 

take photos of the products by following a step-by-step guide, which is further described in 

the Product and service description, and we will then upload them to our marketplace. As 

for the buying process, it will be facilitated through the Shopify platform, which provides a 

straightforward online shopping experience in a way that customers may be used to from 

regular e-shops. 

8.1.7 Physical Evidence 

As already detailed in the Product and service description, ÚSVIT will concentrate on a 

uniform appearance of both its website and the product photos along with descriptions to 

ensure that the whole concept looks professional and well laid out. We will also provide 
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customers with additional content on our social media platforms to give them a deeper in-

sight into how the project works. 

8.2 Marketing Mix 4C 

This section defines all components of the Marketing mix 4C in accordance with the infor-

mation provided in the theoretical part of this thesis. More specifically, attention will be 

directed towards the consumers, communication, cost, and convenience.  

8.2.1 Consumers  

The main value proposition for customers will be the community that ÚSVIT strives to cre-

ate. Through a curated selection of unique and authentic artworks from local artists and cre-

atives, as well as a blog where a wide range of content will be available, ÚSVIT offers cus-

tomers a unique opportunity to become a part of niche community, consisting of like-minded 

people. 

8.2.2 Communication 

As mentioned earlier, ÚSVIT will communicate with customers not only through its website 

and e-mail newsletters but also through social media platforms, such as Facebook, YouTube, 

TikTok, and Instagram. Here, customers will be presented with updates, promotions, and 

exclusive offers to keep them engaged and informed about the whole project.  

 Furthermore, ÚSVIT will regularly conduct surveys through its social media chan-

nels, allowing customers to express their satisfaction or dissatisfaction and provide feedback 

on the type of content or products they would like to see on ÚSVIT. Customers will also 

have the opportunity to contact us via e-mail when seeking any information or clarification. 

8.2.3 Cost 

When it comes to costs for the customer, all products on our marketplace will be listed at the 

final price without any hidden fees. The only additional cost will be presented in the form of 

shipping, which will depend on the courier company chosen by the customer. 

 Regarding the blog and content on our social media channels, customers can access 

them entirely free of charge. However, if they wish to financially support ÚSVIT beyond 

purchasing the products available on our marketplace, they may subscribe to our HeroHero.  
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8.2.4 Convenience 

In addition to the typical features of online platforms such as nonstop availability and the 

convenience of shopping from home, ÚSVIT offers its customers several other conven-

iences. Thanks to the Shopify platform, on which ÚSVIT operates, our marketplace features 

a built-in cart system, that does not empty out after leaving the website, allowing customers 

to return to their shopping whenever they want. Although the default currency on the ÚSVIT 

marketplace is set to Czech Crowns, the chosen payment gateway supports multiple curren-

cies, offering customers the flexibility to pay in their preferred currency. 

Another great convenience, which is also the main thing that distinguishes ÚSVIT from 

its competitors, is the already mentioned combination of the marketplace with the blog itself. 

This way, the users of our website can easily find everything in one place. 
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9 FINANCIAL PLAN 

This section focuses on determining the initial start-up costs of the project, preparing an 

income statement, cash flow statement, balance sheet as well as providing details about both 

annual and monthly costs and revenues. All the components mentioned are in accordance 

with the definitions outlined in the practical part of this bachelor’s thesis. 

9.1 Initial Start-Up Costs 

The primary start-up cost is attributed to the website hosting, which will be done through the 

Shopify platform. We have opted for the Shopify for small teams package, with an annual 

subscription cost of 828 USD or 19,203 CZK. Despite the initial investment being relatively 

high, this package offers a 25% discount compared to monthly payments. 

Another expense is related to the purchase of a custom domain name, which can 

conveniently be purchased through Shopify for 17 USD or 397 CZK per year. Additionally, 

to accept payments for the sold goods, it is necessary to establish a corporate bank account, 

which the founder can open free of charge at his personal bank. 

 Additional expenses include marketing costs, which are essential for promoting 

ÚSVIT during its launch phase. Their total is 8,075 CZK. As mentioned earlier, ÚSVIT 

plans to create an introductory video presenting the whole project, and afterwards uploading 

it to its website and to the social media platforms, where ÚSVIT maintains its presence. 

Hence, these start-up costs also include 6,000 CZK, serving as a compensation for the con-

tent creator, whose task will be creating the video and ensuring that it is of satisfactory qual-

ity. Lastly, in order for ÚSVIT to initiate its operations, the owner must first register as a 

sole proprietor through a process, which currently costs 1,000 CZK.  

The following table provides an overview of all the start-up costs essential for launching 

ÚSVIT, totaling to 34,675 CZK. To cover these initial expenses, the company’s founder and 

owner, David Kokoř, will contribute 300,000 CZK from his personal savings, in order to 

avoid the company incurring any debt right from the beginning of its operations.  

Table 2: Start-up costs (own creation) 

Start-up costs 

Website hosting 19,203 CZK 

Domain per year 397 CZK 

Marketing costs 8,075 CZK 
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Bank account 0 CZK 

Content creator 6,000 CZK 

Trade establishment  1,000 CZK 

Total 34,675 CZK 

9.2 Fixed Costs 

The main focus of this section is on the fixed costs of ÚSVIT. More specifically, both 

monthly and annual fixed costs will be presented. Furthermore, a table detailing the salaries 

will also be provided. 

9.2.1 Fixed Monthly Costs 

It is important to note that the monthly costs for hosting the website and the custom domain 

name are zero, as ÚSVIT pays for both of them on an annual basis. The marketing expenses 

are further described in the Table 1, and the monthly salaries are then detailed in Table 4. As 

already mentioned, the opening of a bank account is provided free of charge to the business 

owner at his personal bank, however the bank charges a monthly fee of 149 CZK for mainte-

nance of the given account. In conclusion, the total fixed monthly costs of ÚSVIT amount 

to 46,724 CZK, as shown in the table below. 

Table 3: Fixed monthly costs (own creation) 

Fixed monthly costs 

Website hosting 0 CZK 

Domain 0 CZK 

Marketing 8,075 CZK 

Bank fees 149,00 CZK 

Salaries 38,500 CZK 

Total 46,724 CZK 

9.2.2 Monthly Salaries 

It is important to mention that the position of both the copywriter and the marketer will be 

held by students based on an agreement on work performance, with the assumption that they 

will sign a tax declaration. Given that neither of them will exceed an income of 10,000 CZK, 

according to the information available on Finance.cz (Finance.cz 2024), ÚSVIT will not be 

required to pay social and health insurance for them. The owner has decided to receive only 

the minimum wage of 18,900 CZK for all of his activities within the company, as he wants 
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to keep the operational costs of the company as low as possible. The total amount of monthly 

salaries therefore comes out to 38,500 CZK. 

Table 4: Monthly salaries (own creation) 

Monthly salaries 

Copywriter 9,600 CZK 

Owner 18,900 CZK 

Marketer 10,000 CZK 

Total 38,500 CZK 

9.2.3 Fixed Annual Costs 

Given that ÚSVIT pays for certain things only on annual basis, the table below outlines the 

project’s fixed annual costs. More specifically, these include web hosting, amounting to 

19,203 CZK, and a custom domain, priced at 397 CZK. Additionally, the services of an 

external accountant are paid annually, as ÚSVIT only requires them once a year during the 

tax return filings. The remaining items are billed monthly. The annual fixed costs for the 

whole project therefore amount to 588,288 CZK. 

Table 5: Fixed annual costs (own creation) 

Fixed annual costs 

Website hosting 19,203 CZK 

Domain 397 CZK 

Marketing 96,900 CZK 

Bank fees 1,788 CZK 

Salaries 462,000 CZK 

External accountant 8,000 CZK 

Total 588,288 CZK 

9.3 Variable Costs 

In this section, the variable costs of ÚSVIT will be described along with an explanation of 

their calculation. More specifically, tables representing both monthly and annual variable 

costs will be provided. 
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9.3.1 Variable Monthly Costs 

In terms of monthly variable costs, only payment processing fees fall under this category, as 

they are determined by the number of products sold on the marketplace and their prices. The 

payment gateway provided by the Shopify platform, through which ÚSVIT operates, charges 

1.9% of each transaction, along with a broker fee of 6.5 CZK.  

Since ÚSVIT is not operating as of yet, it was necessary to calculate the variable 

monthly costs based on preliminary figures. The calculation was based on the assumption 

that each artist would sell 10 products per month at an average price of 2,000 CZK. There-

fore, the total monthly payment processing fees would come out to 13,350 CZK. 

Table 6:Variable monthly costs (own creation) 

Variable monthly costs 

Payment processing fees 13,350 CZK 

Total 13,350 CZK 

9.3.2 Variable Annual Costs 

As already mentioned, the only variable costs of ÚSVIT are payment processing fees. Their 

annual total was calculated using the same assumptions as for the monthly total, resulting in 

a sum of 160,200 CZK. 

Table 7: Variable annual costs (own creation) 

Variable annual costs 

Payment processing fees 160,200 CZK 

Total 160,200 CZK 

9.4 Revenue  

This section provides an overview of ÚSVIT’s revenue sources, along with an explanation 

of the calculation methodology employed. Tables showcasing both monthly and annual 

revenue will be presented. 

9.4.1 Monthly Revenue 

ÚSVIT’s revenue comes from two primary sources, namely the listing fees and the seller 

fees. Each artist or creative must pay a fee of 30 CZK for each product uploaded to our 

marketplace. In addition, each seller is required to pay a 10% commission on each product 

sold. As it was mentioned in the earlier part of this thesis, ÚSVIT will offer a monthly Hero-

Hero subscription for 150 CZK aimed at individuals, who appreciate the project’s vision and 
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seek to support it financially beyond product purchases. However, ÚSVIT cannot financially 

rely on this type of support, as it is not possible to determine the number of potential sub-

scribers in the initial phase of the project. For that reason, this source of potential revenue 

was not taken into account when making these calculations. 

 It should also be noted that when calculating both the listing fee and the seller’s fee, 

only preliminary figures were used. More specifically, the assumption was made that in the 

initial phase of the project, ÚSVIT would have a pool of 30 artists who would upload 10 

products per month to the marketplace, with an average price of 2,000 CZK. Based on such 

expectations, the monthly revenue from listing fees would be 9,000 CZK and the revenue 

from seller’s fees would amount to 60,000 CZK. 

Table 8: Monthly revenue (own creation) 

Monthly revenue 

Listing fee 9,000 CZK 

Seller’s fee 60,000 CZK 

Total 69,000 CZK 

9.4.2 Annual Revenue 

The annual revenue of the project was calculated using the same underlying assumptions as 

for the calculation of the monthly revenue. Therefore, the total annual revenue from both the 

listing fee and the seller’s fee would be 828,000 CZK. 

Table 9: Annual revenue (own creation) 

Annual revenue 

Listing fee 108,000 CZK 

Seller’s fee 720,000 CZK 

Total 828,000 CZK 

9.5 Income Statement  

By deducting the fixed and variable costs from the revenue, earnings before taxes, referred 

to as EBT in the table, amounted to 54,437 CZK in the first year of ÚSVIT’s operations. 

According to the information provided by the server Průvodce Podnikáním (Průvodce Pod-

nikáním 2024), since ÚSVIT will not exceed earnings before taxes of 1,935,552 CZK, which 

refers to four times the average annual salary, it qualifies for a reduced income tax rate of 

15% instead of the standard 23%. 
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 By deducting the already mentioned 15% income tax from the EBT, we get the earn-

ings after taxes, referred to as EAT in the table, totaling to 46,271.45 CZK for the first year 

of ÚSVIT’s operations. Additionally, based on the information provided by the portal 

Money.cz (Money.cz 2024), since the total profit is not expected to exceed the limit of 

105,520 CZK and the owner of the company operates ÚSVIT as a secondary employment, 

he will not be required to pay health or social insurance contributions, as it will be covered 

by his employer. 

Table 10: Income statement (own creation) 

Income statement 

Revenue 828,000 CZK 

Expenses 773,563 CZK 

EBT 54,437 CZK 

15% tax 8,165.55 CZK 

EAT 46,271.45 CZK 

9.6 Cash Flow Statement 

This section covers the cash flow statement of ÚSVIT. More specifically, both the cash flow 

statement during the first month of the project’s operation and the cash flow statement for 

the first year of operation will be presented and discussed. 

9.6.1 Cash Flow Statement for the First Month 

The only funds entering the company in its initial month of operation are represented through 

the 300,000 CZK contributed by the company’s owner, as well as the revenue from both 

listing fees and seller’s fees, which amount to 69,000 CZK combined. 

The funds flowing out of ÚSVIT are mainly related to the start-up costs and the sal-

aries, bank fees and payment processing fees. Thus, the overall cash flow of ÚSVIT for its 

first month of operation amounted to 282,326 CZK. 

Table 11: Cash flow statement for the first month (own creation) 

Cash flow statement for the first month 

Share capital + 300,000 CZK 

Revenue + 69,000 CZK 

Web hosting - 19,203 CZK 

Domain - 397 CZK 



TBU in Zlín, Faculty of Humanities 57 

 

Salaries - 38,500 CZK 

Marketing - 8,075 CZK 

Content creator - 6,000 CZK 

Bank fees - 149 CZK 

Payment processing fees - 13,350 CZK 

Trade establishment - 1,000 CZK 

Total = 282,326 CZK 

9.6.2 Cash Flow Statement for the First Year 

As some expenses are only incurred on an annual basis, namely those associated with web 

hosting, custom domain and external accounting services, an additional table has been pre-

pared to provide a more comprehensive overview. The web hosting, priced at 19,203 CZK, 

is paid annually as it offers a 25% discount compared to the monthly payments.  

Similarly, Shopify only offers an annual subscription for the custom domain name, 

priced at 397 CZK, with no other option available. Regarding the external accounting ser-

vices, ÚSVIT will utilize them only when needed, typically during tax return filings, rather 

than on a regular basis. When taking the other entries into consideration, the cash flow state-

ment of ÚSVIT for its first year of operation comes out to 382,512 CZK. 

Table 12: Cash flow statement for the first year (own creation) 

Cash flow statement for the first year 

Share capital + 300,000 CZK 

Revenue + 828,000 CZK 

Web hosting - 19,203 CZK 

Domain - 397 CZK 

Salaries - 462,000 CZK 

Marketing - 96,900 CZK 

Content creator - 6,000 CZK 

Bank fees - 1,788 CZK 

Payment processing fees - 160,200 CZK 

Trade establishment - 1,000 CZK 

External accountant - 8,000 CZK 

Total = 372,512 CZK 
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9.7 Balance Sheet 

According to the Act No. 563/1991 Coll., natural persons can maintain accounting records 

if they choose to do so voluntarily, and that is the case of ÚSVIT. Given that the project 

operates solely as an online platform with no actual stock, the project’s fixed assets are zero. 

However, its current assets, including the bank account of ÚSVIT, amount to 346,271.45 

CZK. The equity of the project consists of share capital amounting to 300,000 CZK and net 

income of 46,271.45 CZK, resulting in a combined total of 346,271.45 CZK. Both sides of 

the balance sheet are therefore equal.  

Table 13: Balance sheet (own creation) 

Balance sheet 

Assets Liabilities 

Fixed assets 0 CZK Equity 346,271.45 CZK 

  Share capital 300,000 CZK 

  Net income 46,271.45 CZK 

    

Current assets 346,271.45 CZK Current liabilities 0 CZK 

Bank account 346,271.45 CZK   

    

    

Total Assets 346,271.45 CZK Total Liabilities 346,271.45 CZK 
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10 LIMITATIONS 

During the writing of this bachelor’s thesis, several limitations were encountered. One of 

these challenges was determining the average price of products sold on the marketplace. This 

task proved to be quite complex as artists themselves set the prices, leading to significant 

price discrepancies due to the wide array of products available. This led to inaccuracies in 

the overall financial plan, especially in revenue calculation, where I had to rely on rough 

estimates of the average product price. 

 Another limitation was analyzing the demand for services offered by ÚSVIT. Alt-

hough I discussed the concept of the entire project with both artists and potential customers, 

these conversations were limited to individuals within my immediate circle, leading to po-

tentially biased perspectives. And since conducting a more comprehensive survey to gauge 

the opinions of the broader public was beyond the scope of this thesis, I had to solely rely 

on these premises. 

What proved to be another limitation of this bachelor’s thesis was the absence of 

current data required for conducting a PEST analysis, as at the time of writing, the Czech 

Statistical Office had only released information on the age structure of the population for the 

year 2022, and some Slovak data was also available only from the same year. 

 A chapter, which was excluded from the practical part of this bachelor’s thesis, 

mainly due to its inability to calculate it sufficiently, was the future of ÚSVIT and its poten-

tial income sources. As this is a project I would like to really bring into life, I have certain 

aspirations for its future. One such aspiration is to provide a space on the ÚSVIT’s blog for 

writers and poets from among student, where they could freely post poems or articles on 

topics dear to their hearts, with the objective of diversifying the blog content. However, this 

vision poses significant financial challenges and is not feasible during the initial phase of 

ÚSVIT’s development.  

 The vision of creating educational videos, video interviews, podcasts, and short video 

essays with the assistance of young digital content creators presents similar challenges, as 

estimating the costs for each video is quite demanding, and allocating budget for them within 

the initial phase of ÚSVIT is not feasible. These videos would also be uploaded in their full 

length to ÚSVIT’s YouTube channel, with bonus segments available on HeroHero, thus di-
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versifying the source of income. However, it is challenging to determine the revenue gener-

ated by this type of content, as well as to estimate the number of potential subscribers on the 

HeroHero platform. 

 Lastly, given that the primary objective of the project is to create a community of 

individuals interested in art and the creative sphere as a whole, there is the potential to ex-

pand revenue sources by providing advertising opportunities to businesses interested in 

showcasing their services or products to this type of community.  However, it is unlikely 

that anyone would be willing to pay for advertising posts in the early stages of the project, 

thus it was not included in the revenue predictions. 
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CONCLUSION 

The aim of this thesis was to create a business plan for an online platform dedicated to sup-

porting and promoting artists and creatives, with a particular focus on students and emerging 

talents from the Czech Republic and Slovakia. The author has been able to do this by taking 

the information gained from the theoretical part and incorporating it into the practical part 

of this thesis. 

 By analyzing the market and competition, the author discovered a rather niche con-

cept and target group. He also effectively managed to differentiate the project from existing 

competitors in the Czech market by choosing a completely different approach to the products 

and services offered. 

 Taking into consideration that the revenue was based only on pre-estimated figures, 

the net income of the whole project in its first year of operation came out to 46,271.45 CZK. 

While this would in theory make the project feasible, this amount is so small that it does not 

provide ÚSVIT with sufficient funds for more rapid development in the future. 

 However, as the author described in the last chapter, he holds certain aspirations for 

the whole project, which were beyond the scope of this bachelor’s thesis. He believes that 

these steps would lead to the establishment of ÚSVIT as a love brand on the market, provid-

ing a platform for young local artists to showcase their creations to a wider audience. This 

thesis therefore serves as a kind of blueprint for him to achieve this goal in the future. 



TBU in Zlín, Faculty of Humanities 62 

 

BIBLIOGRAPHY 

Abrams, Rhonda. 2019. Successful Business Plan: Secrets & Strategies. 7th ed. Palo Alto, 

California: PlanningShop. 

Act no. 455/1991 Coll. Zákon o živnostenském podnikání. In: Sbírka zákonů. Czech 

Republic. https://www.zakonyprolidi.cz/cs/1991-455#f1377280. 

Act no. 563/1991 Coll. Zákon o účetnictví. In: Sbírka zákonů, Czech Republic. 

https://www.zakonyprolidi.cz/cs/1991-563. 

Armstrong, Gary, and Philip Kotler. 2015. Marketing: An Introduction. 12th ed. Boston: 

Pearson. 

Černá, Stanislava, Ivana Štenglová, and Irena Pelikánová. 2015. Právo obchodních 

korporací. Prague: Wolters Kluwer. 

Červený, Radim, Jiří Ficbauer, Alena Hanzelková, and Miloslav Keřkobský. 2014. 

Business plán: krok za krokem. Prague: C.H. Beck. 

Český statistický úřad. 2023. “Používání internetu jednotlivci.” Accessed March 11, 2024. 

https://www.czso.cz/csu/czso/2-pouzivani-internetu-jednotlivci-8uwnq4bqda. 

Český statistický úřad. 2023. “Věkové složení obyvatelstva – 2022.” Accessed March 10, 

2024. https://www.czso.cz/csu/czso/vekove-slozeni-obyvatelstva-2022.  

Český statistický úřad. 2024. “Hlavní makroekonomické ukazatele.” Accessed March 10, 

2024. https://www.czso.cz/csu/czso/hmu_cr. 

Český statistický úřad. 2024. “Inflace - druhy, definice, tabulky.” Accessed March 10, 

2024. https://www.czso.cz/csu/czso/mira_inflace. 

Český statistický úřad. 2024. “Míry zaměstnanosti, nezaměstnanosti a ekonomické aktivity 

- leden 2024.” Accessed March 10, 2024. https://www.czso.cz/csu/czso/cri/miry-

zamestnanosti-nezamestnanosti-a-ekonomicke-aktivity-leden-2024. 

Český statistický úřad. 2023. “Nakupování přes internet.” Accessed March 11, 2024. 

https://www.czso.cz/csu/czso/14-nakupovani-pres-internet. 

Český statistický úřad. 2024. “Počty škol, tříd, dětí, žáků a studentů ve vzdělávací soustavě 

ČR dle druhu školy.” Accessed March 11, 2024. 

https://vdb.czso.cz/vdbvo2/faces/index.jsf?page=vystup-

objekt&z=T&f=TABULKA&katalog=30848&pvo=VZD01&str=v62. 

Finance.cz. 2024. “Jaké je zdanění práce na dohodu v roce 2024?” Accessed February 15, 

2024. https://www.finance.cz/545142-jake-je-zdaneni-prace-na-dohodu-v-roce-2023/. 

https://www.zakonyprolidi.cz/cs/1991-455#f1377280
https://vdb.czso.cz/vdbvo2/faces/index.jsf?page=vystup-objekt&z=T&f=TABULKA&katalog=30848&pvo=VZD01&str=v62
https://vdb.czso.cz/vdbvo2/faces/index.jsf?page=vystup-objekt&z=T&f=TABULKA&katalog=30848&pvo=VZD01&str=v62


TBU in Zlín, Faculty of Humanities 63 

 

Galai, Dan, Lior Hillel, and Daphna Wiener. 2016. How to Create a Successful Business 

Plan: For Entrepreneurs, Scientists, Managers and Students. New Jersey: World 

Scientific. 

Gassmann, Oliver, Karolin Frankenberger, and Michaela Csik. 2014. The Business Model 

navigator: 55 Models That Will Revolutionise Your Business. Harlow: Pearson. 

Gattis, Chris. 2010. Business Plan Template: How to Write a Business Plan. Huntsville, 

AL: Blue Point. 

Google Ads. 2024. “Služba Google Ads vám nabízí mnoho způsobů, jak být vidět.” 

Accessed February 15, 2024. https://ads.google.com/intl/cs_cz/home/. 

Hisrich, Robert D., and Michael P. Peters. 2002. Entrepreneurship. 5th ed. Boston: 

McGraw-Hill/Irwin. 

iDoklad. 2022. “Znáte podmínky pro provozování živností?” Accessed March 10, 2024. 

https://www.idoklad.cz/blog/znate-podminky-pro-provozovani-zivnosti. 

Kolářová, Monika. 2013. Velká kniha pro podnikání. 2nd ed. Olomouc: Rubico. 

Kotler, Philip, and Gary Armstrong. 2004. Marketing. Prague: Grada. 

Kotler, Philip, Veronica Wong, John Saunders, Gary Armstrong. 2007. Moderní 

marketing. Prague: Grada. 

Kozel, Roman, Lenka Mynářová, and Hana Svobodová. 2011. Moderní metody a techniky 

marketingového výzkumu. Prague: Grada. 

Kuratko, Donald F. 2014. Entrepreneurship: theory, process, practice. 9th ed. Mason: 

South Western/Cengage Learning. 

Mariotti, Steve, and Caroline Glackin. 2013. Entrepreneurship: Starting and Operating a 

Small Business. 3rd ed. Upper Saddle River: Pearson/Prentice Hall. 

Martinovičová, Dana, Miloš Konečný, and Jan Vavřina. 2019. Úvod do podnikové 

ekonomiky. 2nd ed. Prague: Grada. 

Matisko, Peter. 2020. Marketingové myšlení: jak budovat podnikání silné od základů. 2nd 

ed. Prague: Cyberma. 

Ministerstvo práce a sociálních věcí České republiky. 2024 “Minimální mzda.” Accessed 

March 10, 2024. https://www.mpsv.cz/minimalni-mzda. 

Ministerstvo práce, sociálnych vecí a rodiny Slovenskej republiky. 2023. “Výška 

minimálnej mzdy pre rok 2024 bude v sume 750 eur.” Accessed March 10, 2024. 

https://www.employment.gov.sk/sk/uvodna-stranka/informacie-media/aktuality/vyska-

minimalnej-mzdy-rok-2024-bude-sume-750-eur.html. 

https://www.employment.gov.sk/sk/uvodna-stranka/informacie-media/aktuality/vyska-minimalnej-mzdy-rok-2024-bude-sume-750-eur.html
https://www.employment.gov.sk/sk/uvodna-stranka/informacie-media/aktuality/vyska-minimalnej-mzdy-rok-2024-bude-sume-750-eur.html


TBU in Zlín, Faculty of Humanities 64 

 

Money.cz. 2024. “Návod pro OSVČ vedlejší činnost: jak na daně a daňové přiznání.” 

Accessed April 11, 2024. https://money.cz/novinky-a-tipy/dane/navod-pro-osvc-na-

vedlejsi-cinnost-jak-na-danove-priznani/. 

Osterwalder, Alexander, and Yves Pigneur. 2010. Business Model Generation: a 

Handbook for Visionaries, Game Changers, and Challengers. Hoboken, NJ: John 

Wiley. 

Porter, Michael E. 2008. On competition. Updated and expanded ed. The Harvard business 

review book series. Boston, MA: Harvard Business School Publishing. 

Průvodce Podnikáním. 2024. “52. díl: Velký průvodce pro OSVČ: Jak podat daňové 

přiznání v roce 2024.” Accessed March 9, 2024. 

https://www.pruvodcepodnikanim.cz/clanek/osvc-danove-priznani-v-roce-2024/. 

Ryan, Damian. 2017. Understanding Digital Marketing: Marketing strategies for engaging 

the digital generation. 4th ed. London: Kogan Page. 

Semenik, Richard J., Chris T. Allen, Thomas C. O’Guinn, and Hans Rüdiger Kaufmann. 

2012. Advertising and Promotions: An Integrated Brand Approach. 6th ed. Mason, 

Ohio: South-Western Cengage Learning. 

Shelton, Hal. 2017. The secrets to writing a successful business plan: a pro shares a step-

by-step guide to creating a plan that gets results. Rockville: Summit Valley Press. 

Smith, Paul. 2000. Moderní marketing. Prague: Computer Press. 

Srpová, Jitka. 2020. Začínáme podnikat: s případovými studiemi začínajících podnikatelů. 

Prague: Grada. 

Srpová, Jitka, and Václav Řehoř. 2010. Základy podnikání: Teoretické poznatky, příklady a 

zkušenosti českých podnikatelů. Prague: Grada. 

Sutton, Garrett. 2012. Writing winning business plans: How to Prepare a Business Plan 

that Investors will Want to Read and Invest In. Rich dad advisors ed. Minden, NV: 

BZK Press. 

Svobodová, Ivana, and Michal Andera. 2017. Od nápadu k podnikatelskému plánu: jak 

hledat a rozvíjet podnikatelské příležitosti. Prague: Grada. 

Synek, Miloslav. 2011. Manažerská ekonomika: 5., aktualizované a doplněné vydání. 

Prague: Grada. 

https://www.bookport.cz/AccountSaml/SignIn/?idp=https://shibboleth.utb.cz/idp/shibb

oleth&returnUrl=/kniha/manazerska-ekonomika-551/. 

Šafrová Drášilová, Alena. 2019. Základy úspěšného podnikání: průvodce začínajícího 

podnikatele. Prague: Grada. 



TBU in Zlín, Faculty of Humanities 65 

 

Štatistický úrad Slovenskej republiky. 2022. “Aktuálne ekonomické údaje.” Accesssed 

March 10, 2024. 

https://slovak.statistics.sk/wps/portal/ext/themes/special/economic/!ut/p/z1/rVHBcoIw

FPwajzEPAyQeseMgjrWiYiWXTgixRiRgjVr_vmC96kxn-

m7vze7O7lvM8RpzI876U1hdGbFv9pT7H6vJjA0GTgAhXToQTaeLZMViEjMPv98

AMY1-AWw6H0K0DGbhfOw64HqYP-

evMMdcGlvbLU6r7Ci26Fh04GgbBxLJylhlbAesKq_NtVZSi71RqMr24mh1B0RhT7e

LKipTlVoWCp1ysVOtbi11jlNKmCcyQlFfOhK5OWOI0U0PbXyH5Zny-

plw7jmeGG1zwIMJoOHzG-

QlDEYunQCwSehBFIySeT8mBAJyBzzRSBsP9KGHN4rfz1pdcGKqr7LpZvHHiCP

AY8x1VnYvsuxC1_P9HgVGXaDEpz23LVvvDgceNI20j_-

2eP2vldRlUjJyRcXmdUhcnv4ArlhjmA!!/dz/d5/L2dBISEvZ0FBIS9nQSEh/. 

Štatistický úrad Slovenskej republiky. 2022. “Nakupovanie cez internet pre súkromnú 

potrebu.” Accessed March 11, 2024. http://statdat.statistics.sk/cognosext/cgi-

bin/cognos.cgi?b_action=cognosViewer&ui.action=run&ui.object=storeID(%22iDCA

3C238F40D41D1AB4D5389123555AA%22)&ui.name=Nakupovanie%20cez%20inte

rnet%20pre%20s%C3%BAkromn%C3%BA%20potrebu%20%5Bis1002rs%5D&run.

outputFormat=&run.prompt=true&cv.header=false&ui.backURL=%2Fcognosext%2F

cps4%2Fportlets%2Fcommon%2Fclose.html&run.outputLocale=sk. 

Štatistický úrad Slovenskej republiky. 2023. “Štatistika školstva.” Accessed March 11, 

2024. https://datacube.statistics.sk/#!/folder/sk/1001884. 

Štatistický úrad Slovenskej republiky. 2023. “Využívanie internetu podľa vekovej štruktúry 

a pohlavia.” Accessed March 11, 2024. 

https://datacube.statistics.sk/#!/view/sk/vbd_sk_win2/ps1845rs/v_ps1845rs_00_00_00

_sk. 

Štatistický úrad Slovenskej republiky. 2024. “Nezamestnanosť vo 4. štvrťroku a za rok 

2023.” Accessed March 11, 2024. 

https://slovak.statistics.sk/wps/portal/ext/products/informationmessages/inf_sprava_de

tail/2b116f0d-3902-4150-8f6a-a3c0242cfefb/!ut/p/z1/tVJLc5swGPwtOXAU-

pB49oZJjJ3iprFLsXXJABGP2DwCKjT_viKT6Uxnauweqoukmd1Pq93FDO8xq-

OhzGNRNnV8kvcDM58erbW9WGguwCKgsL7_vPuy8pbEDw0cvQM8313pVgBgB

74Ba3cVbp1HSsGlmJ3n60A_-

HBmuXAdfwbA5vV_xwyztBatKPChSfq4QP0RlXWG4qNQQB6arpJuDDVHfdvFw

5sCQ8_FUe4k0TQzg2dEHSBI1wxAdmbGKKYpEJ2kGc-



TBU in Zlín, Faculty of Humanities 66 

 

SaXybls_4cBU6uuQ3m3crmt6bM0T7ACx3X4nr6L53u31YwvqbR-

xdYBLwzQuA3xPmMr8k8x6zMqnUMa1UUME2HcuhOtEsSgxNm0rn1gm1c8w6nv

GOd-qPTnaxEKLtPymgwDiOat40-

YmraVMp8DdK0fQC7_9E4oP01zrrr2bhaCj5iMN6Sv2Ed_8Y3-r9a_MJSqnly-

src2Xvmlrwn1Ll_yiefId0G28jLWljUUyjG7y_itpWYRhWNn1Dx-

1dthFGYuTV023AI_fmF5XpEfs!/dz/d5/L2dBISEvZ0FBIS9nQSEh/. 

Štatistický úrad Slovenskej republiky. 2024. “Vekové zloženie - SR, oblasti, kraje, okresy, 

mesto, vidiek.” Accessed March 10, 2024. http://statdat.statistics.sk/cognosext/cgi-

bin/cognos.cgi?b_action=cognosViewer&ui.action=run&ui.object=storeID%28%22i4

0A03AF2150C41DE8BE98D0C0C41A764%22%29&ui.name=Vekov%C3%A9%20z

lo%C5%BEenie%20-

%20SR%2C%20oblasti%2C%20kraje%2C%20okresy%2C%20mesto%2C%20vidiek

%20%5Bom7009rr%5D&run.outputFormat=&run.prompt=true&cv.header=false&ui.

backURL=%2Fcognosext%2Fcps4%2Fportlets%2Fcommon%2Fclose.html&run.outp

utLocale=sk. 

Štatistický úrad Slovenskej republiky. 2024. “Zamestnanosť vo 4. štvrťroku a za rok 2023.” 

Accessed March 11, 2024. 

https://slovak.statistics.sk/wps/portal/ext/products/informationmessages/inf_sprava_de

tail/14663c63-2f14-4b37-9d7a-

3369ac06818c/!ut/p/z1/tVLBcpswFPyWHjiCnhAI6A2TGjvFbWOXYuuSEQQDtUE

EVGj-

viKT6Uxnauweqoukmd2n1e4ihvaINXyoCi4r0fCzuh8YfXxw1u5igX2ARURgff9x92k

VLM0wtlHyCghCf2U5EYAbhTas_VW89R4IAZ8gdplvAXnjw4Xlw238GQCb1_8N

McSyRrayRAeR9rzU-5NeNUedn6QG6iC6WrkxNLnetx0fXjQY-

lye1I4tSklGiW4esaVbKXF078nhOiHU4xlQF7vZNL7Nqid0uAmdXPObzbuVTO_N

GYLfAMvdF9P3rDC4235ewvprYLq7iJoQ0iuA3xPmMr8m8x6xKq2NMasNMMCln

uMRy8QOMW2Mp9L5TUrcArEuP-Zd3hk_OtXFUsq2f6-

BBuM4GoUQxTk3MlFr8DdKKXqJ9n8i0UH561z0FzsoGap8RHEzpX5Gu3-

Mb_X6tfkEldTq-_Mz81XvRCPzn0rl_yieesfsNsFGWdJyWU6jBdrfRG3rOI5rl7zop-

2H40baqV3Uj3dRnvjvfgH1aYOu/dz/d5/L2dBISEvZ0FBIS9nQSEh/. 

 



TBU in Zlín, Faculty of Humanities 67 

 

LIST OF ABBREVIATIONS 

CZK  Czech Crown  

EUR  Euro 

USD  United States Dollar  

SEO  Search Engine Optimization 

EBT  Earnings Before Taxes 

EAT  Earnings After Taxes 

 

   

 



TBU in Zlín, Faculty of Humanities 68 

 

LIST OF FIGURES 

Figure 1: Logo (own creation) .................................................................................... 31 

 



TBU in Zlín, Faculty of Humanities 69 

 

LIST OF TABLES 

Table 1: Marketing costs (own creation) .................................................................... 48 

Table 2: Start-up costs (own creation) ........................................................................ 51 

Table 3: Fixed monthly costs (own creation) ............................................................. 52 

Table 4: Monthly salaries (own creation) ................................................................... 53 

Table 5: Fixed annual costs (own creation) ................................................................ 53 

Table 6:Variable monthly costs (own creation) .......................................................... 54 

Table 7: Variable annual costs (own creation) ........................................................... 54 

Table 8: Monthly revenue (own creation) .................................................................. 55 

Table 9: Annual revenue (own creation) .................................................................... 55 

Table 10: Income statement (own creation) ............................................................... 56 

Table 11: Cash flow statement for the first month (own creation) ............................. 56 

Table 12: Cash flow statement for the first year (own creation) ................................ 57 

Table 13: Balance sheet (own creation) ...................................................................... 58 

 

 

 


