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Abstract 

In the current high-speed changes in markets, customer behaviour, technological 

breakthroughs, and generally in the time of globalization process; organizations are 

being increasingly more ingenious when developing their new business models in order 

to beat the competition and gain the customer. Moreover, in last decade there  

has increased rapidly emergence of the term ñbusiness modelò in the academic  

and business literature. Nevertheless, since the the global crisis erosion in 2008, 

especially Ăprice-warñ and low-cost based companies are coming to the fore. Therefore, 

because of the fact that author saw a great business opportunity, a Ămarket gapñ,  

in her own country, this dissertation focuses on evaluation of the applicability  

of the low-cost UK business model to the conditions of the Czech market.  

This dissertation provides deep internal and external analysis of the low-cost business 

model of chosen company which operates in the UK, namely Megabus. To evaluate  

the feasibility of application of the UK Business model to the Czech Market, this study 

compares both markets also through appropriate PESTEL analysis of the business 

environment in the Czech Republic, as well as investigates potential interest  

of the Czech customer through questionnaire and in-depth interview survey.  

The results of this dissertation indicate significantly positive general view on given  

low-cost business model among potential Czech customers of all levels of income,  

as well as distinctive potential of growth in the Czech market. Overall, this dissertation 

provides beneficial starting point for authorós own real business plan that author would 

like to realize in the Czech Republic.  

 

Keywords: Business model, low-cost business model, Business model Canvas, PESTEL 

analysis, international marketing, cultural differences, customer behaviour, EU grants.  
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1 Introduction   

Following chapter has been considered as the opening section of this research 

study. However, the crucial purpose of this chapter is to familiarize the reader  

with a simple overview of the research background. The main research questions will be 

mentioned in this part, as well as the aims and objectives of this dissertation.  

Finally, there will  be brief explanation of overall structure of this research paper. 

1.1 Background to the Study and Justification 

In todayós high-speed changes in markets, customer behaviour, technological 

breakthroughs, and generally in the time of globalization process; companies are 

increasingly interested in international marketing strategies, as a crucial part of their 

overall business strategies to differentiate from the competitor and make the profit 

(Albaum et al., 2008; Drucker, 1954; Kotabe and Helsen, 2010; McGee at al., 2005; 

Porter, 2008; 1998; 1985; 1980; Root 1994). In terms of gaining customers (at best  

from its competitor) that have an increasing number of choices nowadays, companies 

select various strategies and embrace corresponding business models. Nevertheless, 

since the global crisis erosion in 2008, especially Ăprice-warñ and low-cost based 

companies are coming to the fore (Albaum et al., 2008; Hill and Jones, 1998; Kotabe 

and Helsen, 2010; Paliwoda et al., 1995; Porter, 2008; Thompson 2002).  

In the United Kingdom, Megabus sells bus tickets from Huddersfield to London  

for ȥ1 (plus ȥ0.5 booking fee), if it has been booked in some advance (Megabus, 2013).  

In the Czech Republic, approximately  half of the above mentioned journey (100 miles),  

between Ostrava and Brno, which are third and second biggest cities in the country;  

costs 6 times more (Student Agency, 2013). Moreover, there does not exist any direct 

bus line, even though there has been established brand new motorway between cities  

in 2008; and therefore the travel time could be halved (from approximately 3 hours  

to 1,5 hour), which would facilitate getting to school and work for a lot of people   

(IDOS, 2013; ñředitelstv² Silnic a D§lnic ĻRò, 2010).   

Thus, because of the fact that author saw a great business opportunity,  

as well as a Ămarket gapñ in her own country, this dissertation focuses on evaluation  
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of the applicability of the UK business model to the conditions of the Czech market.  

For this purpose there will be chosen model of one low-cost transport company which 

operates in the UK (Megabus). There will be provided deep analysis of its marketing 

and business strategy with regard to the environment of the UK market (PESTEL 

analysis of UK transport industry). Also comparison with the external environment  

of the Czech market and the behaviour of Czech customer will be included. For purpose 

of external analysis of potential business opportunity in the Czech Republic, there will 

be used PESTEL analysis of transport industry situated in the Czech Republic,  

which will serve to reveal opportunities and threats. Overall, this dissertation will 

provide a starting point for authorós own real business plan that author would like  

to realize in the Czech Republic.  

1.2 Research Questions 

For purpose of this dissertation, the main research questions were defined as: 

Figure 1 ï Two Main Research Questions 

 

¶ Is the chosen UK business model applicable  

to the conditions of the Czech Market? 

 

          * This research will also answer on what are the specifications  

                         of the Czech Market in which it differs from the UK Market. 

 

¶ What adaptation is necessary to the chosen UK 

business model to be applied to the Czech Market,  

in respect of the low-cost transport opportunities? 

 

          * In other words, which areas have to be changed in the business model   

                        to fit most to the conditions of the Czech Market?  

Source: (On Authorôs Own, 2013). 
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1.3 The Aim and Research Objectives 

The purpose of this section is to provide reader with the main aim and objectives 

of this dissertation. Selected topic has been chosen by author in accordance with her 

vision of a great business opportunity, as well as ñmarket gapñ, in her own country.  

The aim of this dissertation is to evaluate the feasibility of application  

of the UK Business model to the Czech Market, specifically for low-cost transport 

opportunity; by appropriate primary and secondary data analysis.  

The main research objectives are:  

¶ to determine the external environment (e.g. industry) of the UK company  

¶ to analyze Czech external environment connected with low-cost business 

¶ to identify key drivers of success of chosen UK low-cost transport  

company (Megabus) 

¶ to identify, which areas have to be changed (and how) in the UK 

business model to fit most to the conditions of the Czech Market.    

 As for the primary data, there is also an objective to provide an analysis  

of the Czech external environment connected with potential low-cost transport business 

(through questionnaire, interviews with relevant authorities). 

 Assuming that the author's presumption of feasibility will be confirmed,  

there is an objective to determine conditions under which such a business plan  

could be successful in the Czech Republic (e.g. funding through EU grants).  

1.4 Research Structure 

In terms of research structure, authorôs main focus is on the simplicity  

and clarity of how the thesis will be written. Thesis will be divided into 6 main sections 

(Introduction, Literature Review, Research Methodology, Research Results  

and Analysis, Discussion, and Conclusion), and 2 main additional sections 

(Bibliography, Appendices), as well as number of related subsections. In addition, 

author will involve range of supportive visualizations (Figures, Tables,  

and Appendices).  
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2 Literature Review 

This chapter will provide reader with a secondary study and the background 

research to the selected topic. Following section can be considered as the reflection  

of the study undertaken before the primary research, as well. The relevant literature 

sources will be used to discuss the topic appropriately, introduce theoretical grounding 

and collect requisite knowledge about specific areas of this study ï to provide its reader 

with ñbig pictureò and better understanding of the researched area. 

2.1 Introduction 

Contemporary developments in the global economies and generally the time  

of globalization process have resulted in significant changes in the traditional balance 

between suppliers and their customers (Albaum et al., 2008; Kotabe and Helsen, 2010; 

Teece, 2010). Recent communication and computing technological breakthroughs  

and formation of adequate open global trade regimes entailed that todayôs customer has 

more options; diverse needs of the customers can be expressed, and supply alternatives 

achieved greater transparency (Teece, 2010; Thompson 2003). In accordance  

with Teece (2010), companies therefore necessarily need to focus on customer-centric 

approach, particularly since technologies have evolved to permit ñthe lower cost 

provision of information and customer solutionsò. In addition, these progressions 

require companies to reconsider the proposition of value they introduce to customers; 

Teece (2010) remarked that in many industries, ñthe supply side driven logic  

of the industrial age has become no longer viableò in todayôs economy.    

Moreover, this recent environment has intensified requirement for consideration 

of the more coherent way that companies address customer needs, and the way  

of capturing value from offering new services and products. Many academic authors 

and business experts (Casadesus-Masanell and Ricart, 2011; Chesbrough, 2006; 

Margretta, 2002; Osterwalder and Pigneur, 2005, 2010; Teece, 2010) have agreed,  

that with absence of well-built business model, ñinnovators will fail to either deliver - 

or to capture - value from their innovations (Teece, 2010, p172)ò. Above mentioned 

applies especially to Internet companies, which are characterized by very confusing 
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creation of revenue streams due to the fact that customers expect that ñbasic services 

should be free (Teece, 2010)ò.  

Paradoxically, despite the fact that the idea of business models has reached 

considerable popularity among the general public and many ñbusiness peopleò,  

no official definition in economics or in business studies has been generally 

acknowledged so far (Morris et al., 2005). Nevertheless, recently in the publications 

there occur certain tendencies in defining what actually represents term business model, 

such as follows: ñThe Business Models are the intended ways that companies will make 

money out of their ideas, resources, and technologies (Chesbrough, 2006, p113)ñ. From 

another point of view, Osterwalder and Pigneur (2010) characterized business model  

as the description of the way that organizations create, deliver, and capture values.  

Figure 2 ï Visualisation of the Business Model: Business Model Canvas 

 
Source: (Osterwalder and Pigneur, 2010, p18-19). 

 

Osterwalder and Pigneur (2010) have also provided visualisation, so-called 

ñCanvasò, of the business model (see in Figure 2) in their current book ñBusiness Model 

Generation: A Handbook for Visionaries, Game Changers, and Challengersò,  

which is being considered as one of the most recent publications devoted to the issue  

of the business models. As seen in Figure 2, they divided the most crucial parts  
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of business model into 9 blocks, which are interconnected (Osterwalder and Pigneur, 

2010). This area will be discussed later in the literature review. 

However, for successful application of the business model from one country  

to the market of another country, it is necessary to built very sophisticated business 

concept and strategy with regards to the different external environment of a potential 

new market, as well as cultural differences reflected, for instance, in customer 

behaviour and customer preferences, as well as the way of doing business (Albaum  

et al. 2008; Hill and Jones, 1998; Kotabe and Helsen, 2010; Morrison and Conaway, 

2006; Usunier, 2000). To evaluate the feasibility of application of the foreign business 

model to the desired market, it is crucial to analyze all related data available properly, 

there must be appropriate identification of who the potential customers are and what 

their needs are; as well as detailed analysis of the external environment of the targeted 

market. Nevertheless, many authors (Assen et al., 2009; Hill and Jones, 1998; Kotabe 

and Helsen, 2010; McGee et al., 2005; Thompson, 2003) indicated that for appropriate 

analysis of specific a business model, it is necessary to concentrate just on the field  

of the business; therefore, in the case of this dissertation there will be a focus  

on (especially low-cost) transport industry in the analytical part.  

Overall, although companies select various strategies and embrace perfectly 

corresponding business models with an aim to gain the customer (at best from their 

competitors) there are an increasing number of choices nowadays; since the global crisis 

erode in 2008, especially ñprice-warñ, and low-cost based companies are coming  

to the fore (Albaum et al., 2008; Hill and Jones, 1998; Kotabe and Helsen, 2010; 

Paliwoda et al., 1995; Porter, 2008; Thompson 2003). Being a low-cost based company 

is closely connected with selection of an appropriate financial plan. Therefore, in this 

dissertation there will be also a focus on funding a start up business through EU grants 

and the conditions under which it is possible to obtain these grants ï for instance, 

business supports employment, infrastructure, or educational system of the chosen EU 

country (Structural Funds CR, 2013).  
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2.2 Business Models  

ĂStrategy has been the primary building block of competitiveness over the past three 

decades, but in the future, the quest for sustainable advantage may well begin  

with the business model (Casadesus-Masanell and Ricart, 2011, p100).ò 

In accordance to Magretta (2002), ñterm business model became widespread 

after the introduction of the personal computer and spreadsheetò, which permitted 

substantially more analytical approach to planning than in previous time when managers 

used only a single base-case forecast. Margretta (2002) argued, that usage  

of spreadsheets enabled managers to have a more appropriate analytical approach, 

because it allowed them to divide every major line item into divergent components and 

subcomponents allowing them modelling and testing of their business. Consequently,  

it may be assumed that before these modern technological breakthroughs, prosperous 

business model happened accidentally, not by adequate planning (Margretta, 2002).  

Although, according to Margretta (2002), the connotation ñbusiness modelò 

became one of the common ñbuzzwordsò of the Internet upturn; due to survey  

of Osterwalder and Pigneur (2005), initial occurrence of this designation in academic 

sources can be dated to 1990, along with various modifications such as ñe-business 

modelò, ñnew business modelò or ñinternet business modelò. As seen in Table 1 below, 

it can be indicated that the discussed phrase is relatively new and the most significant 

enhancement in popularity has been recorded approximately in 2000.  

Table 1 ï Occurrences of the Term "Business Model" in Scholarly Reviewed Journals 

 

 

 

 

 

 

 

 

 

 

Source: (Osterwalder and Pigneur, 2005, p6). 
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An interesting point observed by Linder and Cantrell (2000) when they 

remarked that despite the fact managers always speak about ñbusiness modelsò;  

they probably mean something entirely different. Most frequently, this concept has been 

interchanged with pricing model, revenue model, organizational form, ñInternet-

enabled commerce relationship or value proposition (Linder and Cantrell, 2000, p3)ò. 

Further literature review focused on the term business model reveals that there exist 

many publications where authors identically use this term referring to the manner  

an organization operates business (Galper 2001; Gebauer and Ginsburg, 2003).  

On the contrary, there has been identified some modern views on this concept, which 

came to a consensus that business models must be understood more comprehensively 

and they emphasized the model aspect (Osterwalder and Pigneur, 2004).  

In accordance with Osterwalder and Pigneur (2005), the above mentioned two 

viewpoints varies because the former in general focus on the mode an organization does 

business, whilst the second one ñrefers to a conceptualization of the way a company 

does business in order to reduce complexity to an understandable level (Osterwalder 

and Pigneur, 2005, p5)ò. Protagonists of the latter opinion comprise meta-models that 

include essential components and relations providing reflection of the complex entities 

they intend to characterize. Broadly speaking, the main task of the business models is to 

recognize both components and relations describing the business an organization does. 

Therefore, the concept of business model is possible to comprehend best as a conceptual 

view of any concrete aspect of specific organization (Osterwalder and Pigneur, 2005). 

Nevertheless, even though the meaning of the expression ñbusiness modelò  

has been ñre-dressedò towards the intention of defining an organizationôs core logic, 

Casadesus-Masanell and Ricart (2011) summarized that it is crucial for executives  

is to identify how their business models and operate in order that their organizations  

can thrive (Linder and Cantrell, 2000).   

2.2.1 Definitions of the Business Model 

As was stated in the Introduction part of this Chapter Literature Review,  

despite the fact that many theorists and practitioners came to a consensus that a well-

developed business model is fundamental to approximately every company (Magretta, 

2002), ñthe concept of a business model lacks theoretical grounding in economics or in 
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business studies (Teece, 2010, p175).ò However, recently in the literature there occur 

certain tendencies in defining what actually represents the term business model;  

in this part will be provided an overview of such tendencies (see more in Appendix A). 

Many confusions and uncertainties about the meaning of the term business 

model result on the grounds that although various experts write about business models, 

they ñdo not necessarily mean the same thing (Linder and Cantrell, 2000, p3)ò. 

Osterwalder and Pigneur (2005) summarized that in the academic and business sources, 

the expression signifies various things, for instance components of a business model 

(e.g. auction model), types of business models (e.g. business-to-business model), 

specific real world examples (e.g. the Dell model), or concepts (e.g. Business Plan).  

Generally, the largest number of publications focused on business models 

originate from e-commerce. In this connection, Mahadavan (2000) determined that  

the term ñbusiness modelò is a complex comprising value, and logistics accompanied 

with revenue; and hence did not specifically concentrate on internal perspectives 

including for instance core capabilities or core competences in the firm. Although 

Mahadevan (2000) along with many other authors (e.g. DeYoung, 2005; Hayes  

and Finnegan, 2005; Osterwalder and Pigneur, 2005) described business models  

with regards to e-commerce, Davenport et al. (2006) identified business models  

in the context of innovation. In accordance with publication of Davenport et al. (2006), 

a business model means ñsimply the way of doing businessò that an organization has 

adopted; and its integrated arrangement for generating and delivering persistent value  

to customers, while being profitable and generating benefits for its wider groups  

of stakeholders.  

Actually, some authors (e.g. Amit & Zott, 2001) define the term business model 

from a viewpoint of value creation with the aim of describing the content, structure,  

and transactionsô governance composed to generate value through the utilization  

of the opportunities in business. Whereas from another aspect, the business model 

definition has been clearly differentiated from or integrated with the theories  

of the business strategy. For instance, according to Margretta (2002) and Linder  

and Cantrell (2001), the terms strategy and business models have been considered as 

two both diverse and mutually complementary instruments. Consequently, the business 
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model is understood as the organizationôs rationale for generating profit within  

the current business environment, while strategy refers to the organizationôs overall 

ambitions and industry positioning. Conversely, Shafer et al. (2005) assumed that 

considering about above mentioned two perspectives separately could be problematic, 

and therefore explained the business model as a representation of an organizationôs core 

logic and strategic choices for aggregating and capturing value within the network.  

Although one of the most recent definition of the business models  

of Osterwalder and Pigneur (2010) discusses the business models as the ñdescription  

of the rationale of how an organization creates, delivers, and captures value (p14)ò;  

it therefore cannot be claimed that any other definitions are incorrect, because they have 

been approached from many different viewpoints and take into account the variety  

of business modelsô components. However, in this research paper will be inclined 

towards the most recent perspectives with regards to the current global economic 

situation, predominantly to latest publication of Osterwalder and Pigneur (2010). 

2.2.2 Business Models, Strategy and Tactics  

ñNo three concepts are of as much use to managers or as misunderstood  

as strategy, business models, and tactics. Many use the terms synonymously, which can 

lead to poor decision making (Casadesus-Masanell and Ricart, 2011, p107).ò 

According to Casadesus-Masanell and Ricart (2011), even though occur frequent 

confusion between these three terms and some people use them interchangeably  

(Magretta, 2002), or to highlight everything they consider as origin of their competitive 

advantage (Stªhler 2002); it must be noted that they are interrelated.  As was noted  

in previous paragraph, whereas theory of business models is closely associated  

with the core logic of an organization ï the mode of operating, creating and capturing 

value for its stakeholders ï strategy represents the schedule to construct  

an incomparable and rewarding position including an individual complex of activities 

(Casadesus-Masanell and Ricart, 2011; Teece, 2010). Thus, the above mentioned 

statement refers to the fact, that an organization made a strategic choice about the way 

of competing in the marketplace. Nevertheless, although the strategy is reflected  

in the system of choices and consequence, it cannot be generally considered as strategy; 

it is the business model. Casadesus-Masanell and Ricart (2011) summarized these 
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issues: ñWhile every organization has a business model, not every organization has  

a strategy ï a plan of action for contingencies that may arise (p107).ò 

As an example from low-cost transport companies, which shows the meaning 

and differences also between tactics and other two terms, can be given namely Ryanair.  

In the 1990s, the company was on the verge of collapse; however, an organization chose 

the reinventing strategy and become the Southwest Airlines of Europe (Casadesus-

Masanell and Ricart, 2011). Ryanairôs new business model can be considered  

the organizationôs new rationale and core logic which indicates the direction of creating  

and capturing value for stakeholders (Osterwalder and Pigneur, 2010). Nevertheless, 

any change in strategic decisions can become costly, and thus companies still have  

a set of options to gain competitive advantage, which are relatively inexpensive  

and simple to implement ï tactics. In accordance to Casadesus-Masanell and Ricart 

(2011), tactics are ñthe residual choices open to a company by virtue of the business 

model that it employs (p101).ò Consequently, business models define specific tactics 

accesible to gain competitive advantage in the marketplace (Casadesus-Masanell  

and Ricart, 2011; Chesbrough, 2006).  

As a summary of this section may serve following simplified visualisation  

of mutual relations between discussed three terms: 

Figure 3 ï Mutual Relations between Business Models, Strategy and Tactics 

Source: On Authorôs Own supported by (Osterwalder and Pigneur, 2010,  

(Casadesus-Masanell and Ricart, 2011; Teece, 2010). 
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2.2.3 Components of the Business Model 

In accordance with Hedman and Kalling (2003), business models contain variety 

of elements at various stages; comprising the market, the offering, firmôs activities  

and resources, and overall organization. For instance, at market level components 

involve competition and customers, at offering level ï costs and pricing strategies,  

and at resource level ï physical and human resources. Furthermore, their business 

model formulation demonstrates the process of internal aspectsô transformation  

into indispensable resources as well as market, offerings, and products through firmôs 

structure and activities (Hedman and Kalling, 2003). 

Table 2 ï The Components of a Business Model by Shafer et al. (2005) 

 

Source: On Authorôs Own supported by (Shafer et al., 2005). 

Similarly, also Shafer et al. (2005) involve components of business models  

as an essential part of their interpretation of a business model (see in Table 2 above).  

However, in comparison with the previous conception of Hedman and Kalling (2003), 

Shafer et al. (2005) who divided business models into ñstrategic choicesò ï reflecting  

the core choices made within the organization; ñcreating and capturing valueò ï crucial 

functions in any organization serving to differentiate from its competitors  

and therefore succeed in the marketplace; and ñvalue networkò. Additionally,  
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according to Shafer et al. (2005); certain company core competences, capabilities,  

and advantageous position may assist as an incomparable way to distinguish and beat 

the competition. Moreover, the authors claim that these functional aspects necessarily 

have to be viewed in the relation with their occurrence ï within a ñvalue networkò,  

in which incomparable relations have the crucial consequence, and therefore has been 

considered as one of the core business model components (Shafer et al., 2005). 

Whilst Shafer et al. (2005) focus on relevancy of creating and capturing value, 

Hedman and Kalling (2003) concentrate on activities and processes within  

an organization, and inputs from the market. Nevertheless, both publications came  

to a consensus about magnitude of the value network, in which the network of partners  

and supply chain issues have been assessed as crucial business model components 

(Hedman and Kalling, 2003; Shafer et al., 2005).  

From a different perspective, recently Osterwalder and Pigneur (2010) assume  

that a business model can be best characterized through nine fundamental components, 

ñbuilding blocksò, that demonstrate the core logic of organizationôs intention to profit; 

and together constitute a whole ï so called canvas (see in Table 3 below).  

Table 3 ï The Components of a Business Model by Osterwalder and Pigneur (2010) 

Source: On Authorôs Own supported by (Osterwalder and Pigneur, 2010). 
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According to Osterwalder and Pigneur (2010), the nine building blocks comprise 

the four essential sections of a business, such as ñcustomers, offer, and financial 

viability (Osterwalder and Pigneur, 2010, p15)ò. Similarly as previously mentioned 

authors (Hedman and Kalling, 2003; Shafer et al., 2005), also Osterwalder and Pigneur 

(2010) focus on organizational processes. However, authors add that the business model 

as a ñscheduleò for strategy could be implemented not only through organizational 

processes, but through organizational structures and systems, as well. In addition,  

ñthis concept has been applied and tested around the world and is already used  

in organizations such as IBM, Ericsson, Deloitte, the Public Works and Government 

Services of Canada, and many more (Osterwalder and Pigneur, 2010, p15)ò. 

Furthermore, Chesbrough (2007) introduced an alternative viewpoint; author 

considers that crucial for any organization is to open their business models  

by employment of the ñoutside ideasò and the newest technological breakthroughs  

in internal development of the product. Moreover, Chesbrough (2007) summarizes  

that in terms of business model openness, an organization should allow ñintellectual 

property to be commercialized externallyò. Consequently, a business model with open 

innovation indicates savings of the time and cost; the component ñcostò has been 

considered as critical due to increment of external development (Chesbrough, 2007). 

A number of various business model components have been introduced  

in the related publications, and the above mentioned conceptions represent merely  

a sample. Nevertheless, Appendix A serves as a general overview of business model 

publications and their conception of business model components. Additionally, 

Appendix A also includes ensemble of various definitions of business models,  

and thus there can be seen obvious connection between the definitions and specific 

interpretations of the business model components.  

2.2.4 Purpose of the Business Model 

As was remarked in the beginning of the section Literature Review, many 

academic authors and business experts (e.g. Casadesus-Masanell and Ricart, 2011; 

Chesbrough, 2006; Margretta, 2002; Osterwalder and Pigneur, 2005, 2010; Teece, 

2010) have agreed, that without well-devised business model, ñinnovators will fail  

to either deliver - or to capture - value from their innovations (Teece, 2010, p172)ò. 
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Nevertheless, in recent times, when debating about the genuine purpose of the business 

models, many business people connect those issues with the usage of specific  

patterns (templates or directly computer software) of the business models (Margretta, 

2002; Osterwalder and Pigneur, 2005; Stªhler, P., 2002). Thus, for clarity  

and information value of explanation, this paragraph will focus on the usage  

of one of the most recent conceptions of business models, namely the Business Model 

Canvas by Osterwalder and Pigneur (2010), shown previously in Figure 2 and Table 3.  

First of all, it is crucial to understand that the purpose of the business model may 

vary significantly in relation to the business perspective (as debated later in the section, 

also personal perspective) or development phase of any organization, because 

consequently organizations pursue different objectives (Casadesus-Masanell and Ricart, 

2011; Davenport et al., 2006). Following table will provide a reader with several 

examples of business model purposes with regards to different business viewpoints. 

Table 4 ï Examples of Business Model Purposes Considering Various Perspectives 

Source: On Authorôs Own supported by (BMIH, 2013;  

Osterwalder and Pigneur, 2010). 

As for the development phase of an organization, many publications focus  

on application of business models to the start up business (Teece, 2010). Due to the lack  

of experience of early stage entrepreneurs and frequent organizational chaos, starting  

a business can be challenging to manage (McGee et al., 2005; Davenport et al., 2006). 

Hill and Jones (1998) summarize that for successfully starting a business it is necessary 
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to build a very sophisticated business concept and strategy with regards to every aspect 

that has an impact on the company.  

Nevertheless, ñhundred-pageò business plans can become inapplicable, as long 

as the main relations of every aspect are not clearly interpreted (Davenport et al., 2006). 

Therefore, due to the simplicity and clarity of Business Model Canvas, which enables 

early stage entrepreneurs to think through every aspect of the ñstartupò and design  

a business plan more effectively; this conception of business model is increasingly 

becoming more commonly used (BMIH, 2013).  

According to publications by Petrovic et al. (2001) and Seddon and Lewis 

(2003), the main purpose of business models is to desist from particularities  

with the aim to highlight crucial factors concerning the business model user, and thus 

eliminate redundant data. Lagha et al. (2001) conclude that business models assist firms 

with developing, sharing, assessing, redesigning and executing (Margretta, 2002)  

their business strategies and visions.  

In addition, some business consultants summarize that the Business Model 

Canvas serves early stage entrepreneurs as a great tool to ñtranslate their business plans 

into the business processes that they (will) need to operate their businesses  

and to ensure that they are focused properly on being customer-centric in a way that 

makes the business as highly profitable as it can be (Osterwalder and Pigneur, 2010, 

p51)ò. Moreover, among members of the worldwide community of business 

practitioners and researchers, who have co-created the publication of Osterwalder  

and Pigneur (2010), also occur views that Business Model Canvas assists them  

as a reality check of their ñstartupò businesses or help their teams to think holistically 

and prevents them from getting stuck on details, which confirms previously mentioned 

conception from academic literature (Osterwalder and Pigneur, 2010; BMIH, 2013). 

In terms of well established and experienced firms, Hill and Jones (1998) 

concluded that clear (and understandable for all) communication within the company 

can assist well with educating all operating employees about the organizationôs goals 

and vision ï which are important for successful management and overall successfulness 

of an organization. Some BMIH members recognize that the Business Model Canvas 

has permitted them to develop a common language and framework with colleagues  
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and allowed them to display ñall project members in this visual way both the big 

picture, their (important) own roles in it and the interdependencies (Osterwalder  

and Pigneur, 2010, p50)ò, which (due to low occurrence of misunderstanding  

and arguing) saved their company time. In addition, some of them enforced the Canvas 

to discover new growth opportunities, evaluate competitorsô implementation of new 

business models, or ñto communicate across the organization how they could 

accelerate technology, market, and business model innovations (Osterwalder  

and Pigneur, 2010, p51)ò.  

Nevertheless, beside the ñstartupò businesses and well established enterprises, 

the Business Model Canvas have also found an alternative usage in the form  

of assessing personal business model ï for instance when looking for a new job.  

To the issue of reinventing career by using Business Model Canvas also Osterwalder 

and Pigneur, accompanied with Clark (2012), dedicated their new book ñBusiness 

Model You: A One-Page Method For Reinventing Your Careerò.   

2.2.5 Types of Business Models  

As was previously stated, a business model can be categorized, due to countless 

number of concepts of this theory, in various ways (Morris et al., 2005; Shafer et al., 

2005). Nevertheless, taxonomy varies with its utility. For instance, as seen table  

of Appendix B, Timmers (1998) formulated possible architectures of e-business  

models by using the combination of interaction stereotypes (one-to-one, one-to-many,  

many-to-one, many-to-many) and incorporation of value chain (re-construction  

and de-construction).  

Authors Alt and Zimmerman (2001) divided business models into two 

commonly used groups ï B2B and B2C (business-to-business and business-to-

customer). Subsequently, McGann and Lyytinen (2002) use also ñbusines-to-

somethingò models, however they focus on B2G (business-to-government), G2G 

(government-to-government) and for comprehensiveness also C2C (customer-to-

customer). On the communication behaviour of customers and suppliers focus also 

Bartelt and Lamersdorf (2001), and subsequently Osterwalder and Pigneur (2010).  
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According to Osterwalder and Pigneur (2010), a distinction is made covering 

five main business model types (so-called patterns) also with regards to similar 

characteristics and similar arrangements of its nine components (so-called ñbuilding 

blocksò, see in previous sections).  

Table 5 ï Overview of Business Model Patterns by Osterwalder and Pigneur (2010) 
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Source: On Authorôs Own supported by (Osterwalder and Pigneur, 2010). 

As seen in Table 5 above, concepts under which ñpatternsò of Osterwalder  

and Pigneur (2010) are based involve: Unbundling, the Long Tail, Multi-Sided 

Platforms, FREE, and Open Business Models. Table 5 also displays differences between 

various business model ñpatternsò, as well as provides with examples. However,  

an individual business model can embrace several of above mentioned ñpatternsò, which 

can assist with understanding dynamics of business models and provide an inspiration  

for constructing new ones (Osterwalder and Pigneur, 2010). 

From another viewpoint concerning the classification of business models  

Lai et al. (2006), Malone et al. (2006) and Weill et al. (2004); the main focus of these 

authors was on asset rights and asset types. As for asset types, they consist of financial 

(e.g. stocks and shares, cash available), physical (e.g. offices, laptops, company cars), 

intangible (e.g. licenses, know-how, brand image), and human type of asset. In terms  

of asset rights, it is being discussing about creator (the right of asset ownership), 

distributor (the right of asset ownership, as well), landlord (the right to use an asset), 
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and broker (the right to be matched). Consequently, by combining of particular asset 

type and right can be obtained sixteen divergent business models (as seen in Table 6). 

Table 6 ï Business Model Types According to Asset Rights and Asset Types 

 

Source: On Authorôs Own supported by (Lai et al., 2006, p28). 

2.2.6 Examples of Business Models 

The essential part of any good workshop, meeting, or discussion on business 

models should be accompanied by giving examples from the real-world practice. 

Therefore, in this section will be attached several instances of existing business models 

to better illustrate authorôs points and to provide reader with some inspirations.  

As the traditional and the most fundamental business model example can be 

given model of direct marketing to customer, which is represented by companies such 

as Apple or Dell. Nevertheless, as will be demonstrated in this part and later in this 

paper, business models applied in the domestic market may vary significantly when 

operating overseas (Albaum et al., 2008; Kotabe and Helsen, 2010; Viswanathan, 2011).  

Both companies sell high quality computers and other electronic equipment 

directly through their websites; Apple stores are worldwide and fully owned  

by the company (Viswanathan, 2011). However, in the case of Dell, the company was 

https://plus.google.com/111414232025143962322
https://plus.google.com/111414232025143962322
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primarily focused on a business model of selling their products via the internet ï until 

the time they wanted to succeed in the Japanese market. According to ñDell Case 

Studyò, because of the cultural difference, that in Japan customers would like to have  

an ability to touch and feel the product before buying, Japanese were reluctant to buy 

products from Dell via the internet (Morrison and Conaway, 2006). A different Japanese 

culture and lifestyle caused Dell to re-valuate its existing online business model  

and adapt to the local business environment ï thus, Dell created a kiosk. Overall, Dellôs 

new business model has been suitable to the (predominantly) Japanese culture  

and succeeded (Bell and Rangan, 1998; Morrison and Conaway, 2006). 

Nevertheless, in todayós high-speed changes in markets, customer behaviour, 

technological breakthroughs, and generally in the time of globalization process; 

organizations are being increasingly more ingenious when developing their new 

business models in order to beat the competition and gain the customer (Albaum et al., 

2008; Drucker, 1954; Kotabe and Helsen, 2010; McGee at al., 2005; Osterwalder and 

Pigneur, 2010; Porter, 2008; 1998; 1985; 1980). As an example (see also Appendix C 

and Figure 4) of new business model conceptions can be given successful online 

company ñPatientsLikeMeò (DeMey, 2013; PatientsLikeMe, 2013).  

Figure 4 ï Example of Modern Business Model ï PatientLikeMe 

Source: (DeMey, 2010). 
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In accordance with experts from ñBoard of Innovationò, company 

ñPatientsLikeMeò adopts the business model of ñfree community platform for patientsò 

(DeMey, 2013). As is visualized in Figure 4 above, business model works on the simple 

principle: on the one hand, patients (customers) can get community services for free  

(e.g. the possibility of sharing their health profile and ñreal-worldò experiences, 

searching similar patients, opportunity of learning from others); whilst on the other 

hand, ñPatientsLikeMeò generates profit due to gathering ñdata that can be resold  

to Pharma companies for huge sumsò; and all this legally, because the company has 

received permission from its users (DeMey, 2013; PatientsLikeMe, 2013). As this case 

of business model commented DeMey (2013), ñforget privacy, people are sharing more 

information than ever, even medical recordsò. 

Due to the specialization of this dissertation, it is appropriate to include in this 

section also example of low-cost carrier business model, namely ultra-low Irish airline 

Ryanair (Ryanair, 2013). Ryanair, which ñcarried almost 80 million international 

passengers last year (Smith, 2013)ò, focus on ñextremely well established business 

model (Gleeson, 2010)ò, which offers to its significant number of customers flight 

tickets to approximately 200 destinations, while charging a very low price  

(see visualization of Ryanairôs business model in Appendix D). Such low prices were 

achieved due to elimination of all frills, and cut costs at minimum (e.g. ticket booking 

online ï minimum affiliates, low taxes at secondary airports), (Casadesus-Masanell  

and Ricart, 2011). Nevertheless, in return, Ryanair charges for any other additional 

service (e.g. priority boarding; extra charges for not printing boarding pass,  

or exceeding the weight or size of luggage), profits from promoting related services 

(e.g. travel insurance, hotels, car renting), operates merely short-haul flights,  

and passengers must be satisfied with standardized Boeing 737-800 fleet (Casadesus-

Masanell and Ricart, 2011).  

As revealed in the visualization of Appendix D, recent business model  

of Ryanair is based ñon the key choices of offering customers low fares and providing 

nothing free. The rigid consequences include a reputation for fair fares and low fixed 

costs. Ryanairôs choices are aligned with its goals; generate cycles that reinforce the 

business model; and are robust given that it has been operating as a low-cost airline for 

20 years (Casadesus-Masanell and Ricart, 2011, p103)ò. 
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2.3 Analysing Business Models 

ñEvery business model design project is unique, and presents its own challenges, 

obstacles, and critical success factors (Osterwalder and Pigneur, 2010, p244)ò. 

In todayôs world full of ambiguity and uncertainty, when any organization wants 

to implement a brand new business model, it is crucial to understand properly  

the context in which desired business model will develop (Osterwalder and Pigneur, 

2010). Therefore, for instance to evaluate the feasibility of application of the foreign 

business model to selected market, it is fundamental to analyze all related data available 

properly. However, due to current turbulent business environment, it is necessary  

to update such analysis constantly in order to well-prepare an organization to respond  

to changes (Assen et al., 2009; Hill and Jones, 1998; Kotabe and Helsen, 2010; McGee 

et al., 2005; Thompson, 2003). In accordance with Osterwalder and Pigneur (2010), 

appropriate understanding of the business model through well-developed analysis  

is considered as the second most important stage of any business model design process, 

immediately after preparation for a successful business model design project  

(see in Figure 5 below).  

Figure 5 ï Visualization of the Business Model Design Process 

 

  Source: On Authorôs Own supported by (Osterwalder and Pigneur, 2010, p248). 
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With aim to bring a new product or technology to market, or for instance  

in ñstartupò mode; organizations should appropriately identify who the potential 

customers are and what their needs are; as well as detailed analysis of external 

environment of targeting market (Assen et al., 2009; Doole and Lowe, 2008; Hill  

and Jones, 1998; Kotabe and Helsen, 2010; McGee et al., 2005; Thompson, 2003). 

Nevertheless, authors Osterwalder and Pigneur (2010, p246) admit that sometimes 

companies ñcan do as much analysis as they want yet still fail to develop a satisfactory 

new business modelò. Therefore, many authors (Assen et al., 2009; Hill and Jones, 

1998; Kotabe and Helsen, 2010; McGee et al., 2005; Thompson, 2003) indicated that  

to appropriate analysis of specific business model, it is necessary to concentrate simply 

on the field of the business; and do not bring confusions  and  incomprehension  

to the firm by unrelated and inapplicable information.  

Table 7 ï An Overview of Key Elements of the Business Model Analysis Stage 

 

Source: On Authorôs Own supported by (Doole and Lowe, 2008; Hill and Jones, 1998; 

Kotabe and Helsen, 2010; McGee et al., 2005; Osterwalder and Pigneur, 2010, p252). 

According to Osterwalder and Pigneur (2010), during the research and analysis 

of the key elements required for the business model design effort, organizations should 

immerse themselves in relevant attainments of customers, technology, and environment. 

Table 7 above, serves as an overview of key activities, critical success factors and key 

dangerous when analysing business models; most of above mentioned will be discussed 

in further paragraphs of this dissertation.   
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2.3.1 Crucial Areas and Techniques of Business Model Analysis 

In accordance to Linder and Cantrell (2001), one of the key drivers of business 

modelôs success is its grounding in reality. Therefore, it is fundamental to analyze all 

related current data available properly and looking beyond the traditional boundaries 

defining target markets through modern and ñup-to-dateò techniques. As was mentioned 

in previous section, the crucial areas of business model analysis consist of customers, 

technology, and environment (Osterwalder and Pigneur, 2010). In addition, Teece 

(2010) concludes, that choosing the right ñarchitectureò of an organizationôs business 

model embraces not only understanding the possibilities available through business 

model analysis; but moreover, organizations should assemble the necessary evidence  

to validate speculations and assumptions about costs, customers, competitors and other 

involved stakeholders. Therefore, this section has been devoted to the introduction  

of crucial areas that may predominantly affect an organizationôs business model; there 

will be given several examples of business model analysis techniques, as well.   

As recognized Teece (2010, p191), ñbusiness model cannot be assessed  

in the abstract; its suitability can only be determined against a particular business 

environment or contextò. Therefore, scanning environment of the business model;  

as a set of activities, incorporating adequate market research, interviewing domain 

expert, studying and involving customers, and sketching out competitor business 

models; enables organizations to immerse themselves in the essential materials to foster 

a deep comprehension of the business model ñdesign spaceò (Assen et al., 2009; Doole 

and Lowe, 2008; Hill and Jones, 1998; Kotabe and Helsen, 2010; McGee et al., 2005; 

Osterwalder and Pigneur, 2010). Nevertheless, as investigated Osterwalder and Pigneur 

(2010), scanning could be unavoidably accompanied by the risk of over-researching, 

which may impede the overall process.  

In terms of avoiding excessive researching, Osterwalder and Pigneur (2010) 

recommend that organizations should, already in the early stages, make their 

researching team aware of above mentioned risk stages, and ensure that everyone agrees 

with these limitations. Many confusions and incomprehension in the organization 

should be avoided also by implementing prototyping technique; generating prototypes 

(in the form of a simple sketch) simulating potential future business model and serving 
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as a great instrument for further discussion, inquiry, or proof of concept; which can be 

beneficial in terms of quick ñfeedback-collectingò (Osterwalder and Pigneur, 2010).  

According to Linder and Cantrell (2001), successful business models are based 

on precise presumption about customer and its behaviour. Moreover, many authors 

(Albaum et al., 2008; Doole and Lowe, 2008; Hill and Jones, 1998; Kotabe and Helsen, 

2010; McGee et al., 2005; Osterwalder and Pigneur, 2010) summarized that customers 

determine what an organizationôs unique selling proposition is. Therefore,  

in the research process, developments of deep knowledge of the customer merit 

appropriate attention (Osterwalder and Pigneur, 2010). As seen in Appendix E,  

for example the customer empathy map can provide an advantageous mode  

of structuring research of the customers. Nevertheless, Osterwalder and Pigneur (2010) 

observed, that due to fact that current customer segment may vary from the initial one 

(sometimes customer segment is not clear from the beginning), it indicates a possible 

challenge. Although appropriate analysing of the potential (or current) customer may 

seem obvious, especially in project focused on technology, ñkeen understanding  

of customer needs and customer willingness to pay (Teece, 2010, p188)ò is often being 

neglected Osterwalder and Pigneur (2010).  

In todayós high-speed changes in developing technological breakthroughs, 

ñbeing fast in learning and making the requisite adjustments to the model is important 

(Teece, 2010, p188)ò. Due to the fact, that shifts in technology frequently signify 

ñbetter ways to satisfy customer needs (Teece, 2010, p187)ò, periodic mapping  

of new technologies may significantly add to potential overall successfulness of any 

organizationôs business model. Contemporary technologies, especially internet  

and social networks, allow organizations to look beyond the traditional boundaries 

defining target markets. On the other hand, these modern communication tools enabled 

customers to easily reveal differences between offerings (for instance, lower price, extra 

service); and thus, customers have increasingly more choices nowadays, which indicates 

also increasing competitive environment. Therefore, organizations necessarily have  

to analyze these modern trends and adjust their business model to suit the current needs 

of its customers, and beat the competition (Albaum et al., 2008; Doole and Lowe, 2008; 

Hill and Jones, 1998; Kotabe and Helsen, 2010; McGee et al., 2005; Osterwalder  

and Pigneur, 2010; Porter, 2008; 1998; 1985; 1980; Teece, 2010). 
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2.3.2 Environment of the Business Model 

In accordance with Teece (2010), the feasibility of business model cannot be 

evaluated in the abstract; its appropriateness can only be identified by considering  

a certain environment and context of the business. However, as Osterwalder  

and Pigneur (2010, p253) pointed out, when organizations scan the environment  

and evaluate key trends, target markets, and potential competitors; they should 

remember that ñthe seeds of business model innovation can be found just about 

anywhereò. Moreover, by developing a good understanding of any organizationôs 

environment, companies can much better conceive stronger, more competitive business 

models; and become more competitive (Albaum et al., 2008; Doole and Lowe, 2008; 

Hill and Jones, 1998; Kotabe and Helsen, 2010; McGee et al., 2005; Osterwalder  

and Pigneur, 2010; Porter, 2008; 1998; 1985; 1980; Teece, 2010). 

Nowadays uninterrupted scanning of the environment becomes increasingly 

important, predominantly due to growing complexity of the economic landscape  

(e.g. networked business models), greater uncertainty (e.g. technological 

breakthroughs), and several disruptions of the market (e.g. economic turmoil, disruptive 

new propositions of the value). In accordance with effective and successful adaptation  

of the business model to the conditions of shifting external forces, it is crucial  

for organizations to understand changes in the environment properly, and on based  

on them, take the necessary steps (Linder and Cantrell, 2000; McGee et al., 2005; 

Osterwalder and Pigneur, 2010; Teece, 2010; Zott and Amit, 2007). 

Osterwalder and Pigneur (2010) discuss an organizationôs external environment 

as a sort of ñdesign spaceò; therefore, organizations should think about their 

externalities as about the context in which to conceive or adapt their business model. 

Furthermore, when analyzing external environment, organizations have been 

recommended to take into account a range of design drivers, such as new requirements  

of the customers, new technological innovations; and possible design constraints,  

for example trends in government regulations or major competitors. On one hand, 

external environment of the company should not limit the organizationôs creativity  

in predefining its business model; on other hand, appropriate knowledge  

of such externalities should have an impact on organizationôs design choices and assist  
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with making more informed decisions. Nevertheless, organizations and their 

groundbreaking business models can even become ñshapersò and ñtransformersò  

of these environments, and moreover, set new standards for their industry (Linder  

and Cantrell, 2000; Osterwalder and Pigneur, 2010; Stªhler, 2002; Teece, 2010;  

Weill et al., 2004; Zott and Amit, 2007).  

As seen in Figure 6 below, according to Osterwalder and Pigneur (2010),  

the crucial areas for mapping organizationôs business model environment consist  

of market forces, industry forces, key trends, and macroeconomic forces (more detailed 

characteristics in the table of Appendix F). However, for deeper analysis of the external 

factors beyond the simple mapping presented in Figure 6, should also serve for instance 

commonly used PESTEL analysis, which is based on more detailed analysis of political, 

economical, socio-cultural and technological environment, as well as analysis  

of business modelôs environmental impact and legal environment (Assen et al., 2009; 

Doole and Lowe, 2008; McGee et al., 2005; Thompson, 2002). 

Figure 6 ï External Environment of the Business Model 

  Source: (Osterwalder and Pigneur, 2010, p201). 



   

 29 

As was demonstrated in Figure 6 and Appendix F, mapping as a set of detailed 

partial analysis of business model environment is being considered as a great instrument 

that also reflects on possible trends for the future of organizationôs business model.  

An appropriate understanding of the business model environment through mapping will 

allow organizations to better assess the various directions in which business model 

might evolve. Nevertheless, the ñwhat-ifò questions can be solved more effectively  

by creating scenarios of future business model environments (so-called scenario 

planning, see visualization in Appendix G). Although scenario planning helps 

executives mainly to examine the outcomes that organization might expect under  

a variety of economic conditions and operating strategies; this tool can be valuable also 

for Ăjumpstartingñ business model innovation work (Assen et al., 2009; Linder  

and Cantrell, 2000; Osterwalder and Pigneur, 2010; Ringland, 2006; Thompson, 2002). 

When evaluating the business model environment, the critical focus should be 

on the future scenarios of business model evolution in the light of changing 

environment. According to Osterwalder and Pigneur (2010, p210), ña competitive 

business model that makes sense in todayôs environment might be outdated or even 

obsolete tomorrow.ò Every organization should do its best to improve understanding  

of environment which surrounds its business model. Obviously, no business expert  

can be certain about the future of business model, due to all uncertainties and potential 

disruptions. Nevertheless, executives can develop a range of ñwhat-ifò future 

hypotheses that may serve as ñguidelinesò for designing tomorrowôs business models. 

2.3.3 Customer, Culture and Marketing Mix  

According to the topic of this dissertation, for successful evaluation  

of the applicability of the business model from one country to the market of another 

country, it is necessary to analyze properly different external environment of a potential 

market, as well as cultural differences reflected, for instance, in customer behaviour and 

customer preferences (Albaum et al. 2008; Hill and Jones, 1998; Kotabe and Helsen, 

2010; Morrison and Conaway, 2006; Usunier, 2000). Therefore, to demonstrate  

and evaluate the importance of analysing cross-cultural differences in conjunction  

with customers and their purchasing behaviour, there has been also included marketing 

mix analysis (see in Table 8) with several examples (Richter, 2012). 



   

 30 

Table 8 ï Marketing Mix 

Source: On Authorôs Own supported  

by (Kotabe and Helsen, 2010). 

As was stated previously, being fast in learning and subsequently, execute 

necessary modifications; is considered as one of the most crucial success factors (Teece, 

2010). Kotabe and Helsen (2010) summarized that for meaningful cross-country 

comparison, organizations require suitable management and coordination of their 

market research projects with an international extent. For this purpose, it is advantegous 

to use imputs from local potential customers to uncover country-specific peculiarities 

that cannot be tapped with over standardized measurement instruments (Albaum et al. 

2008; Hill and Jones, 1998; Kotabe and Helsen, 2010; Morrison and Conaway, 2006).  

Moreover, local people can provide an organization with the unique insight into 

their culture, which is being considered as a key pillar of the marketplace. 

Understanding the local culture through appropriate analysis has one of the main 

impacts on international business model successfulness; cultural variables may act  

both as barriers and opportunities (Albaum et al. 2008; Richter, 2012; Kotabe  

and Helsen, 2010; Osterwalder and Pigneur, 2010). Nevertheless, when entrepreneurs  

and executives aim to analyze its foreign customers, they usually start with international 

marketing mix analysis (afterwards acts as a part of international marketing 

programme), which focuses on key elements such as product, price, distribution  

and promotion (Albaum et al. 2008; Richter, 2012; Kotabe and Helsen, 2010). 

Appendix H will demonstrate how an organizationôs marketing mix accompanied  

by culture, interact. 
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2.4 Successful Business Models 

In previous sections, there were shown several examples of successful business 

models and evaluated key drivers for successful implementation of the business model 

through appropriate analysis.  Nevertheless, Linder and Cantrell (2001) summarized that 

there does not exist a business model ñpatternò that can wholly guarantee the superior 

results, but there do exist three common characteristics of successful business models.  

Firstly, successful business models are characterized by offering incomparable 

value for their customers; occasionally is behind this brand new idea. More frequently, 

it is result of combining high quality products and services with value added;  

for instance, customer can gain the same (or even more) utility for lower price than offer 

competitors (Hill and Jones, 1998; Kotabe and Helsen, 2010; Linder and Cantrell, 2001; 

McGee et al., 2005; Osterwalder and Pigneur, 2010; Porter, 2008; 1998; 1985; 1980).  

The second common characteristic is based on the fact that triumphal business 

models are difficult to imitate. These business models established their crucial 

differentiator (e.g. incomparable attention of their customers, excellent 

implementation); therefore, they have built insurmountable barriers to protect its 

uniqueness, and established their crucial differentiator (Albaum et al. 2008; Kotabe  

and Helsen, 2010; Osterwalder and Pigneur, 2010; Thompson, 2002).  

Finally, as was evaluated predominantly in last main paragraph, key driver 

 of business modelôs success is its grounding in reality. Superior business models  

are based on precise customer behaviour assumptions, and structures of their costs  

are continuously in compliance with their revenue streams (Linder and Cantrell, 2001). 

According to Teece (2010, p192), designing and implementing of successful business 

model includes also assessment of both internal and external factors, ñconcerned 

with customers, suppliers, and the broader business environment.ò 

2.4.1 Analysing Existing Business Models and Building New Ones 

Mapping and analyzing of existing successful business models related  

to organizationôs intended new one can provide executives and entrepreneurs  

with a great source of inspiration. Nevertheless, important is to establish a creative 

process for generating a large number of business model ideas and successfully isolating 
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the best ones. Therefore, organization can gain required knowledge for its own business 

model creation; analysis of related existing business models can reveal the main 

strengths and weaknesses of potential new business model and serves as an overview  

of what have been done up to date in the certain industry. It is crucial to focus on both 

successes and failures; because from the misfires of other business models, they can 

learn that lesson in advance and avoid their own future erroneous actions (Linder  

and Cantrell, 2001; McGee et al., 2005; Osterwalder and Pigneur, 2010). 

When mapping business models based in different country, it is necessary  

to take into account different business environments, which can sometimes signify that 

foreign business model cannot be applicable to the conditions of the organizationôs 

domestic market. Moreover, when analyzing existing business models, it is important  

to focus on organizationôs initial intention and stick to the fact that analysis of other 

existing models serve only as an inspiration; and do not try to imitate them. In addition, 

any attempts to imitate successful business models can be entirely pointless, because  

of various barriers protecting organizations (Casadesus-Masanell and Ricart, 2011; 

Magretta, 2002; Osterwalder and Pigneur, 2010; Teece, 2010). 

2.4.2 Barriers to Imitating  Business Models 

In accordance with Teece (2010, p181), ñat a superficial level all business 

models might seem easy to imitate ï certainly the basic idea and the business logic 

behind a new model is unlikely itself to enjoy intellectual property protection.ò 

Particularly, newly introduced business model, which is in comparison with business 

method more general, is highly improbable to obtain qualifications for a patent, even 

though some business methods involved can be patentable. Although the specifications  

of a business model can be protected through copyright, does not constitute a sufficient 

barrier to duplicating organizationôs core ideas (Casadesus-Masanell and Ricart, 2011; 

Osterwalder and Pigneur, 2010; McGee et al., 2005; Teece, 2010) 

Nevertheless, Teece (2010) identified three circumstances under which may be 

organization prevented from imitating its business model by others. Firstly, business 

model implementation should necessitate ñsystems, processes and assets that are hard 

to replicate (Teece, 2010, p182).ò Second, organizations should consider the lower 

level of their business model transparency, which results in difficulties for outsiders  
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in detailed understanding of organizationôs business model implementation, or which 

core elements actually represent the origin of organizationôs attractiveness for customers 

(Osterwalder and Pigneur, 2010; Teece, 2010). Finally, despite the fact that the method 

of copying ñpioneerôs business modelò seems to be obvious, ñincumbents in the industry 

may be reluctant to do so if it involves cannibalizing existing sales and profits  

or upsetting other important business relationships (Teece, 2010, p182).ò Thus, when 

the organizationôs suppliers and other value chain actors are constrained in this way, 

organizationôs business model can be hardly be imitated by anyone else (Teece, 2010).  

2.4.3 Low-cost Business Models 

Every year, it is for organizations more difficult to satisfy their customers;  

as homogeneity has become a problem, companies offer increasingly similar products 

and services; furthermore, many companies use similar working practices, and thus 

produce similar results (Cerasale and Stone, 2004). Therefore, a new global ñwaveò  

of low-cost business models is increasingly coming to the fore in many industries  

and locations (Gim®nez, 2013; Kachaner et al., 2011). Moreover, since the global crisis 

erode in 2008, many organizations have developed new low-cost business models 

orientated towards the growing segment of customers with limited financial means. 

Paradoxically, although the recent recessionary business environment of some 

developed countries offers the great opportunity of implementing the low-cost business 

model, many markets still have unexploited gap (Biglaiser et al., 2013; Gim®nez, 2013). 

Low-cost business model is not only based on providing current customers with 

possibility of buying same goods for lower price; but ñit is a truly new value 

proposition that addresses both existing and new customers and is supported  

by a novel operating model (Kachaner et al., 2011, p43)ò. Despite the fact that not all 

prosperous low-cost business models are identical; as will be investigated afterwards, 

many these business models have similar characteristics (see Appendix I).   
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3 Research Methodology 

In accordance with Kumar (2005), research methodology represents ñstep-by-

stepò designed procedure initiated to accomplish the objectives; therefore, this section 

interpret certain research philosophies, approaches to methodology and strategies, 

selected to be employed in the main research of this dissertation. Furthermore, 

following chapter has been considered as the ñbridgingò section between literature 

review and the main research analysis of this dissertation.  

3.1 Introduction 

In addition to the above mentioned, the essential purpose of this chapter  

is to familiarize the reader with the background research and secondary study which 

have been undertaken before the primary research, in accordance with selected topic. 

Furthermore, this chapter discusses and defends authorôs approach to collecting the data 

for this study, and serves as the reflection of set entire activities required  

to be accomplished before the main research, as well. Adequate academic sources will 

be employed to illustrate authorôs points appropriately, as well as to present necessary 

theoretical basis and accumulate the necessary attainments about concrete areas of this 

study. Overall, the aim of chapter Research Methodology is to provide readers  

with deeper comprehending of this study through ñbig pictureò. 

This section therefore covers all processes and research techniques involved. 

Firstly, the reader will be provided with re-stating and more detailed explanation  

of research questions and objectives, there will be also introduced conceptual 

framework along with the corresponding diagram that will show the core logic  

of overall research. Subsequently, this paragraph will be dealing with research 

philosophies and approaches to be employed in this dissertation, as well as selected 

strategy of the research. Furthermore, in next subsection, will author explain particular 

research methods applied in analysis of secondary and primary data. As for both types 

of data, there will be explained techniques of their collecting; subsection ñPrimary Data 

Collectionò will deal with sampling, in-depth interviews, and design and distribution  

of questionnaire. Subsection 3.6 will familiarize the reader with timescale of overall 

research work; ssubsection 3.7 will examine possible limitations of the research,  
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as well as strengths and weaknesses of this study; and final two subsections will discuss 

research ethics and resources required to develop this Masterôs dissertation. 

3.1.1 Clarification of Research Questions  

Re-stating the research questions and objectives has been considered as a great 

starting point of any good ñbusiness orientedò dissertation by many authors  

(e.g. Feather, 2013; Saunders et al., 2012). Moreover, recapitulation of the main 

research questions and objectives can serve as a useful tool for reinforcing readerôs 

comprehension of authorôs intended measurements, and how they fit together  

with  the main research questions/objectives (Feather, 2013; Quinlan, 2011).  

Therefore, this section will offer re-stating of the research questions and objectives, 

accompanied by more detailed explanation and discussion of these statements.  

As was previously stated at the beginning of this dissertation, there were defined 

two main research questions for purpose of this Masterôs thesis. As for the first one:  

¶ Is the chosen UK business model applicable to the conditions of the Czech Market? 

In other words, the aim of this dissertation is to investigate and evaluate  

the feasibility of application of selected UK business model (business model of low-cost 

transport company Megabus) to the Czech Market, specifically for low-cost transport 

opportunity; by appropriate primary and secondary data analysis (for details see 

ñBackground to the Study and Justificationò in paragraph 1.1). 

Nevertheless, for purpose of this dissertation, there will not be included  

ñthe deepestò and most detailed business plan (after all, there is limited word-count  

to 20.000), but rather there will be involved appropriate identification of the main 

elements that constitute immense importance when applying business model from one 

country to another. Among these elements inherently belong cultural differences, 

predominantly reflected in different customer behaviour and customer preferences,  

as well as different business environment that have the major impact  

on the successfulness of the potential business opportunity. Overall, research connected 

with the first question will answer on what are the crucial specifications of the Czech 

Market in which it differs from the UK Market.  

Therefore, there will be (as was defined for first three objectives): 
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¶  determined the external environment (e.g. industry) of the UK business model,  

¶ identified key drivers of success of chosen UK low-cost business model (Megabus),  

¶ and reader will be provided with analysis of Czech external environment  

connected with potential low-cost business (see also visualisation of Conceptual 

Framework in Figure 7).  

Appropriate answers to these three objectives will accumulate enough data  

to build sophisticated answer to the first main question of this thesis.  

The second main question of this dissertation was defined as: 

¶ What adaptation is necessary to the chosen UK business model to be applied  

to the Czech Market, in respect of the low-cost transport opportunities? 

  In other words, the second main question deals with the fourth objective:  

¶ to identify, which areas have to be changed (and how) in the UK business model  

to fit most to the conditions of the Czech Market.    

Nevertheless, the second question is closely related to the previous one, which 

can be considered in this situation as ñthe groundingò for second question. On the basis 

of knowledge gained from investigation of the first question (as seen also  

in Figure 7, determination of the external environment of the UK business model, 

identification of the key drivers of success of chosen UK low-cost business model,  

and analysis of Czech external environment connected with low-cost business), there 

will be investigated, what should be changed in the UK business model in order to best 

meet the needs of the Czech customer. However, it is also possible that further research 

of the Czech customer will confirm authorôs prediction, that the Czech customer has 

much lower expectations of service than in the case of English customer. 

The attitude of potential Czech customers for possible new low-cost transport 

business model in their country will be investigated through a questionnaire distributed 

via the internet (questionnaire is primarily aimed at students and employed  

or potentially employed people who need to commute from Ostrava to Brno, therefore 

the inhabitants of the Moravian-Silesian region). Nevertheless, due to the nature  

of the survey, there will be also included in-depth interviews with employees  
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of adequate state authorities in the Czech Republic, specifically of the employment 

offices in the Moravian-Silesian region (author believes that the usage of potential new 

bus services between Ostrava and Brno could help to reduce unemployment  

in the Moravian-Silesian region). 

3.1.2 Conceptual Framework 

Authors Ravitch and Rigan (2012) summarized that conceptual framework  

best serves as an instrument to align academic literature review, accompanied  

by research methodology and design. Moreover, conceptual framework has been 

defined as a justification of why selected topic of the thesis matters, and the reasoning  

of appropriateness of chosen methods suggested for study (Feather, 2013; Ravitch  

and Rigan, 2011). Therefore, conceptual framework has been also included  

in this thesis, as well.  

Figure 7 ï Diagram of Conceptual Framework 

Source: On Authorôs Own Supported by Knowledge Gained  

from the Literature Review. 
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As seen in Figure 7, author selected the form of diagram which shows the logical 

continuity of overall research. The main focus will be on SWOT analysis, internal 

analysis of Megabus business model (through business model Canvas) will result  

in strengths and weaknesses, while external analysis of the transport industry in the UK 

and Czech Republic (through PESTEL, interviews, questionnaire) will generate 

opportunities and threats (thus, altogether SWOT). Results of ñSWOTò will assist  

with completing strong and sophisticated arguments for answering to the first main 

question of this dissertation. The second question will be partially answered  

by ñSWOTò (e.g. from online questionnaire investigated differences between potential 

Czech and UK customers); nevertheless, due to the fact that being low-cost based 

company is closely connected with selection of appropriate financing, there will be also 

considered funding of the starting business through EU grants and the conditions under 

which it is possible to obtain these grants (e.g. business supports employment, 

infrastructure, educational system of the country).  

3.2 Philosophies to be Employed 

Although there exist many philosophies and philosophical publications,  

Feather (2013, p35) summarized that for purpose of masterôs dissertation even 

fundamental comprehension of philosophies may help to appreciate how ñall the pieces 

of jigsaw fit togetherñ. According to Saunders et al. (2012), adopted research 

philosophy indicates the way in which author through her study perceives the world.  

ñThe research onionò in the Figure 8 below serves as visualization of systematic 

development of knowledge, delivered in the study.  

Considering various approaches in research philosophy, author of this study 

decided to occupy the position of pragmatics. In accordance with Saunders et al. (2012), 

ñpragmatists recognize that there are many different ways of interpreting the world  

and undertaking research; that no single point of view can ever give the entire picture, 

and there may be multiple realities (Saunders et al., 2012, p130)ò. As seen in Figure 7, 

in this research will be used both quantitative and qualitative methods to study research 

problem, variety of primary and secondary data sources (e.g. in-depth interviews  

with relevant authorities; questionnaire; survey of related publications),  

and to interpret the results will be used multiple perspectives (e.g. customerôs 
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viewpoints, perspectives of employees of the Employment Offices). Therefore, there 

has been selected to employ research philosophy of pragmatism as the most appropriate 

to build strong argument for answering to the main research questions and objectives.  

Figure 8 ï ñThe Research Onionò 

  

Source: (Saunders et al., 2012, p128). 

3.3 Approaches  

Feather (2013) identified two types of research approaches as ñinductiveò  

and ñdeductiveò. In terms of deductive approach, the theory based on literature review 

is developed and subsequently moved to specific data analysis and test  

(Saunders et al., 2012). Nevertheless, for purpose of this study, there has been selected 

inductive approach, for which is characteristic that authorôs approach is to comprehend 

predominantly the nature of the problem (Feather, 2013). According to Saunders et al. 

(2012), inductive approach offers more freedom, and less voluminous sample can help 

to generate probably more relevant findings than more voluminous sample of deductive 

approach as this research refers the context in which the events are held. Therefore,  

in terms of this dissertation, the literature review accompanied with ñBackground  
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to the Researchò introduces the fundamental idea concerning the research. In addition, 

implemented in-depth interview with merely 10 participants has been undertaken  

to investigate the same ideas that have been tested through online questionnaire on more 

extensive sample size. 

3.4 Strategies 

Research strategy constitutes the plan of actions which will author undertake  

in order to answer her research questions and related objectives. According to Denzin 

and Lincoln (2005), research strategy can be considered as methodological link between 

chosen research philosophy and selected methods to collect and analyse data. Various 

types of strategies were provided in Figure 9 below.  

Figure 9 ï Visualization of Types of Research Strategies 

 

  Source: (KOPPA, 2013). 

Nevertheless, research strategies employed in this dissertation, have already 

been introduced in the paragraph 3.1.1, primarily in the visualization of conceptual 

framework in the Figure 7, which provided an overview of the logical continuity  

of the overall research. Author of this thesis summarized that considering selected 

philosophy and research approach, there has been selected to employ research strategy 
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of survey as the most appropriate to build strong argument for answering to the main 

research questions and related objectives. However, there have been employed partially 

some segments of case study, especially in the internal analysis of chosen business 

model; and both quantitative and qualitative research have been employed. Therefore,  

it can be concluded that for this research was selected Multi-method strategic approach.  

3.5 Adopted Research Methods  

For purpose of building strong arguments for answering two main questions  

and related four objectives of this thesis, author has selected various research methods  

to investigate related primary and secondary data adequately. In terms of analysing 

secondary data, and based on the knowledge gained from literature review;  

for appropriate analysis of secondary data connected with the research topic, there were 

selected environmental PESTEL analysis and internal business analysis by Business 

Model Canvas (see more in Literature Review) from Osterwalder and Pigneur (2010). 

As for the primary data analysis, in relation to the author's conviction  

about the appropriateness of these research methods, as well as available timescale  

and financial resources; there has been used online questionnaire and in-depth 

interview. More detailed overview of selected methods will  follow. 

3.5.1 Secondary Data Collection 

In terms of selecting secondary data related to the study, reader has been already 

provided with the fundamental part of related secondary data in section ñLiterature 

Reviewò. Nevertheless, although the analytical part will be established on fundamental 

knowledge gained from the literature review, it will be supplemented by comprehensive 

field survey of adequate resources. From the academic viewpoint, various authors  

(e.g. Bryman and Bell, 2007; Maylor and Blackmon, 2005) classified secondary data  

in various ways; however, according to Saunders et al. (2012), their classifications do 

not cover the entire range of secondary data available. From that reason, Saunders et al. 

(2012) on the basis of other academic authorsô ideas, created three main subgroups  

of secondary data, as shown in visualization of Figure 10 below.    
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Figure 10 ï Overview of Types of Secondary Data Accompanied by Examples 

 
Source: (Saunders et al., 2012, p307). 

Therefore, for purpose of secondary data analysis in section ñResearch Results 

and Analysisò, author will employ various secondary data (across all three main 

subgroups mentioned previously) connected with (predominantly low-cost) transport 

industry in the United Kingdom and Czech Republic, collected from relevant authorities 

(e.g. Ministry of Transport Public Information, European Union publications), related 

journal articles (e-journals, as well), legislation of the both countries, research papers, 

newspapers, magazines, related internet sources and academic books. 

3.5.2 Primary Data Collection 

As was mentioned previously, to obtain primary data, it is necessary to visit  

and interview relevant authorities directly in the Czech Republic; and questionnaire  

with the potential customers oriented to frequent travelers between Ostrava and Brno 

will be an essential part of this research, as well. Collected data (in case of online 

questionnaire, in Google Docs) will be processed through econometric and statistical 

calculations in Excel Statistics; however, generated statistical data and results  

of the questionnaire from Google Docs will be also used in analytical part.   
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3.5.2.1 Sampling 

For purpose of some main questions of the research, the data could be collected 

from the whole population, as long as the research topic indicates that the population 

size is manageable (Cochran et al., 1954; Saunders et al., 2012). Nevertheless, most 

commonly the research requires exploring a representative sample, because on one 

hand, it would be impractical to determine the entire population; and on other hand, 

limited financial resources or time limitations could come into force (Feather, 2013; 

Saunders et al., 2012). According to the Saunders et al. (2012), techniques of sampling 

techniques may be split into ñProbability or Representative samplingò,  

and ñNon- probability or Judgement samplingò (see overview in Figure 11 below).  

Figure 11 ï Overview of Sampling Techniques 

Source: (Saunders et al., 2012, p261). 

As for ñProbability or Representative samplingò, so-called ñRandom 

samplingò; these techniques have been considered as the most precise; whereas  

across the entire population, all members have equal chance of being included  

in the sample (Cochran et al., 1954; Saunders et al., 2012).  On the contrary, in terms  

of ñNon- probability or Judgement samplingò, so-called ñNon-random samplingò; 

these techniques creates a variety of alternative methods for the sample selection  

on the basis of divergent subjective judgments (Feather, 2013; Saunders et al., 2012). 
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Despite the fact that, these techniques may not be as precise as the previous group  

of techniques; for purposes of different business or management projects,  

their objectives, nature of the study and the strategic choice, suggest that these  

ñNon- probability or Judgement samplingò are fully sufficient and adequate, as well  

(Cochran et al., 1954; Saunders et al., 2012). As seen in Figure 11 above, Saunders et al. 

(2012, p261) defined four groups of ñNon- probability or Judgement samplingò  

as ñQuota, Purposive, Volunteer, and Haphazardò. 

For purpose of this dissertation, due to relatively low financial and temporal 

resources, author selected ñPurposiveò group of non-probability sampling techniques, 

namely ñHeterogeneus samplingò for application of designed questionnaire  

(Saunders et al., 2012).  For this technique is characteristic that the likehood of sample 

being representative is relatively low, although dependent on authorôs choices;  

it reveal/illuminate key themes; control over sample contents specifies selection criteria 

(in terms of questionnaire, it has been devoted to people who frequently travel between 

Ostrava and Brno); and its relative costs are reasonable (Saunders et al., 2012).   

As for sampling technique for purpose of interviews, author chose ñHomo-

geneus samplingò that specifies selecting criteria more narrowly than previously 

selected sampling technique (Saunders et al., 2012). Thus, ten in-depth interviews were 

undertaken with employees of Employment Offices in the Czech Republic (namely 

Employment Offices of the Moravian-Silesian Region, see branches of the authorities 

on the map in Figure 12), because author aimed to investigate whether her potential 

business model can somehow help to reduce unemployment in the Moravian-Silesian 

region, and thus obtain funding through grants from the European Union. Nevertheless, 

Moravian-Silesian Region has been selected in accordance with authorôs own residence 

(Ļeladn§), which significantly reduced the research cost on transport. In addition, author 

visited ten interviewers (accompanied by one participant of pilot in-depth interview  

in Hav²Śov) in branches of Employment Offices in Bohum²n, ĻeskĨ TŊġ²n, Frenġt§t  

pod RadhoġtŊm, FrĨdlant nad Ostravic², Hav²Śov, Hluļ²n, Karvin§, NovĨ Jiļ²n, Opava,  

and Ostrava (there were selected predominantly larger cities of the given Region.  
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Figure 12 ï Map of Employment Officesô Branches in the Moravian-Silesian Region 

 

Source: Google Maps by (Google, 2013). 

Questionnaire was generally devoted to both males and females (potential 

customers), who must frequently travel between Ostrava and Brno (the 3rd and 2nd 

biggest cities in the Czech Republic; see the route in map of Figure 13). Therefore, 

questionnaire was predominantly designed for residents of the Moravian-Silesian 

Region. The main focus was on students between ages of 21-25, who have lower 

income and have to travel from Ostrava to Brno to University; as well as employed 

people between ages of 26-30, who already commute to work from Ostrava to Brno. 

Nevertheless, there were also included questions for unemployed people from 

Moravian-Silesian Region and those who would be potentially interested in working  

in Brno, such as women on maternity leave or current students of university in Brno 

(therefore, it was designed also for people from the Moravian-Silesian Region who do 

not travel between Ostrava and Brno yet, but could have potential interest). In terms  

of the sample size, it has been limited to the number of 150 respondents, which author 

considers as sufficient for adequate information value. 
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Figure 13 ï Map of the Potential Bus Line between Ostrava and Brno 

 

Source: Google Maps by (Google, 2013). 

Above mentioned samples of population were selected also in accordance  

with the author's relatively easy access to participants. As for in-depth interviews 

(employees of Employment Office in the Moravian-Silesian Region), author contacted 

participants in advance (by email or telephone) and informed them about the purpose  

of the research, and that the interview will be recorded. In terms of online questionnaire, 

it has been distributed via internet (there was used free Google Docs). Nevertheless, 

participants were approached on social networks, predominantly on related Facebook 

ñfanpagesò (e.g. Czech ñcar-sharingò, official ñfanpagesò of Universities in Brno etc.) 

3.5.2.2 Pilot Study of In-depth Interview and Questionnaire 

Many authors (e.g. Feather, 2013; Saunders et al., 2012) recommended before 

"sharp" introduction of depth interview or questionnaire to perform pilot testing which 

can help to avoid misunderstandings and eliminate mistakes in chosen research 

techniques. Therefore, for purpose of this research, there has been also applied pilot 

testing to one in-depth interview with the employee of Employment Office in FrĨdek-

M²stek; and 10 pilot questionnaires were distributed to the people who were conscious  

of the researcherôs intentions, with aim to obtain critical and constructive feedback.  








































































































































