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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 mormgenious when developing their new business models in order

to beat the competition and gain the customer. Moreover, in last decade there
has Il ncreased rapidly emergence of t he
and business literature. Neverthelessice thethe global crisis erosion in 2008,
especi a-wh yrdAopcost based companies are coming to the foinerefore,
because of the fact t hat aut hor saw a
in her own country, this dissertation cteses on evaluation of the applicability

of the lowcost UK business model to the conditions of the Czech market.

This dissertation provides deep internal and external analysiee tdw-cost business
model of chosen company which operates in the Ukpeha 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 investigategniait interest

of the Czech customer through questionnaire argepth interview survey.

The results of this dissertation indicate significantly positive general view on given
low-cost business model among potential Czech customers of all levelsoohan
as well as distinctive potential of growth in the Czech marf®eerall, this dissertation
providesbeneficials t art i ng point for authoro6s own

like to realize in the Czech Republic.

Keywords: Business modelMoecost 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 isfariliarize the reader
with a simple overview of the research background. The main research questibes
mentionedin this part, as well as the aims and objectives of this dissertation.
Finally, therewill be brief explanationf overall structure of this research paper.

1.1 Background to the &dyand Justification

| n t od aspeed chamgeg in markets, customer Wieha 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 competitdr make the profit
(Albaum et al., 2008; Drucker, 1954; Kotabe and Helsen, 2010; McGee at al., 2005;
Porter, 2008; 1998; 1985; 198Root 1994). In terms of gaining customers (at best
from its competitor) that have an increasing number of chaioesdays, companies
select various strategies and embrace corresponding business .nNmlalgheless,
since the global crisis emioni n 200 8, eswarii alkb-bogt bdsewi c e
companies are coming to the fore (Albaum et2008 Hill and Jones 1998 Kotabe
and Helsen, 201 @Paliwoda et a).1995 Porter, 2008 Thompson 200R

In the UnitedKingdom, Megabus sells bus tickets from Huddersfield to London
f or z 1 .5pgoling fee), #f i 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 betvesen citi
in 2008; and therefore thieavel time could be halved (from approximately 3 hours
to 1,5 hour), which would facilitate getting to school and wiwk a lot of people
(IDOS,2013fif edi t el stv2z S200ni c a D8I nic LRO

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

as wel | as a Amarket gapfi in her own <co



of the applicability of the UK business made the conditions of the Czech market.

For this purpose there will be chosen model of onedost transport company which
operates in the UK (Megabus). There will be provided deep analfysis marketing

and business strategy with regard to the emwvirent of the UK marketPESTEL
analysis of UK transport industry). Also comparison with the external environment

of the Czech market and the behaviour of Czech customepemiticluded. For purpose

of external analysis of potential business opportuinitthe Czech Republic, there will

be used PESTEL analysis of transport industry situated in the Czech Republic
which will serve to reveal opportunities and threddserall, this dissertation will
provide a starting poi ntlanfthatrauth@ruwolidliked s o

to realize in the Czech Republic.

1.2 Research Questions

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

Figure 17 Two Main Research Questions

1 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.

1 What adaptation is necessary to the chosen UK
business model to be applied to the Czech Market,

in respect of the lowcost 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 Authorod



1.3 The Aim and Research Objectives

The purpose of this section ispgoovide reader with the main aim and objectives
of this dissertation. Selected topic has been chosesuthor in accordanceith her

visionof a great business opportunity, as WwWe

The aim of this dissertation is to evaluate the feasibility of application
of the UK Business model to the Czech Market, specifically for-dost transport

opportunity; by appropriate primary and secondary data analysis.
The main research objectives are:
1 to determine the external environment (e.g. industry) of the UK company
1 to analyze Czech external environment connected witkctust business

1 to identify key drivers of success of chosen UK dowst transport

company (Megabus)

1 to identify, which areas have to be changed (and how) in the UK
business model to fit most to thenditions of the Czech Market.

As for the primary data, there is also an objective to provide an analysis
of the Czech external environment connected witentiallow-cost transporbusiness

(through questionnaire, inteews with relevant authorés.

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

I n t er ms of research structur e, aut |
and clarity of how the thesgill be written. Thesiswill be divided into6 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 subssctio addition,
author will involve range of supportive visualizations (Figures, Tables,

andAppendices



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 undertan before the primary research, as w&he relevant literature
sourceswill be used to discuss the topappropriatelyjntroduce theoretical grounding
andcollect requisite knowledge about specific areas of this studyprovide its reader

with Abig pictured amedearbhedtateeer under st and,i

2.1 Introduction

Corntemporary developments in the global econonard generally the time
of globalization proceskhave resulted in significant changes in the traditional balance
betwea suppliers and their customdilbaum et al., 2008Kotabe and Helsen, 2010
Teece, 2010 Recent communication and computing technological breakthroughs
andf or mati on of adequate open gl obal trade
more options; diverse needs of the customers can be exprasdesupply alternatives
achieved greate transparency(Teece, 2010 Thompson 2003).In accordance
with Teece (2@0), companies therefore necessarily need to focus on custamigic
approach, particularly since technologibave evolved to permifithe lower cost
provision of information and ustomer solutiorts In addition these progressions
requirecompanies to reconsider the proposition of value they introduce to customers;
Teece (2010) remarked that in many industrigthe supply side driven logic

of the industrial age has become no lengiabledi n t scecoaomy.

Moreover,this recentenvironment hamtensifiedrequiremenfor consideration
of the more coherentway that companiesaddress customer needs, and the way
of capturing value from offering new services and products. Maraglemic authors
and business expert@CasadesuMasanell and Ricart, 2011Chesbrough, 2006
Margretta, 2002; Osterwalder and Pigneur, 2005, 2010; Teece, B@u6) agreed,
that withabsence ofvell-built business modehinnovators will fail to either dliver -
or to capture-val ue from their i n n o \Alovei nemtisned( T e e

applies especially to Internet companies, which are characterized by very confusing



creation of revenue streams due to the fact that customers expetbdbkaiservices
should be free (Teece, 20t0)

Paradoxically,despite the fact that thielea of business modelbas reached
considerable popularity among the general puldia d many Abusi nes
no official definition in economics or in business studiess hbeen generally
acknowledgedso far (Morris et al.,2005). Neverthelessrecently in thepublications
thereoccur certain tendencies in defining what actually represemtslusiness model,
such as followsiiThe Businesblodels arethe intended waythat companies will make
money out of their ideas, resourcd®mm and
another point of viewQOsterwalder and Pigneur (2016haracterizedusiness rodel

as the description of the way that organizations createedetind capture values.

Figure 271 Visualisation of the Business Mod@&usiness Model Canvas

Key Value Customer
Activities Proposition Relationships

Key »
Partners // \Customers
/
:/"'
v/’
/
\\l
‘ \v
Costs Key Revenue

Resources Channels

Source: (Osterwalder and Pigneur, ZT) p1819).

Osterwalder and Pigneur (2010) have also provided visualisatiecalled
ACanvaso, of t(sheen FiguresP niens st hneoidre lcur r ent bo
Generation: A Handbook for Vi sionari es
which is being considered as one of the most recent publications devoted to the issue

of the business model#\s seen in Figie 2 they diviced the most crucial parts

5



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 thasinessmodel 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 differesc reflected, for instancan custamer
behaviour andcustomer peferences, as well as the way of doing business (Albaum
et al. 2008 Hill and Jones, 1998&otabe and Helsen, 201Morrison and Conaway,
2006 Usunier, 2000)To evaluate the feasibility of applicatiaf the foreign kusiness
model to the desiredmarket, it is crucial to analyze all related data available properly,
there nust be appropriate identification @fho the potential customers are and what
their needs are; as well as detailed analysth@éxternalenvironment othe targeed
market Nevertheless, many authors (Assen et al., 2009; Hill and Jones, 1998; Kotabe
and Helsen, 2010; McGee et al., 2005; Thompson, 2003) indicatefbrtizgpropriate
analysis of specifi@a business mdel, it is necessary tooncentrate just on the field
of the business; therefore, ithe case of this dissertation there will @ focus

on (especially lowcost) transport industiiy the analytical part

Overall, although companies select various strategies and embesesly
corresponding business models wah aim to gain the customdat best from their
competitorsthere arean increasing number of choices nowadays;e the global crisis
erode in 2008 ,waea dip e caostdbaskdo adimpanies are coming
to the fore (Albaum et al., 2008; Hill and Jones, 1998; Kotabe and Helsen, 2010;
Paliwoda et al., 1995; Porter, 2008; Thompson 20B&nga low-cost based company
is closely connected with selection af appropriate financial plarthereforg in this
dissertatiortherewill be alsoa focuson fundirg a start ugousiness through EUrgnts
and the conditions under which it i®gsible to obtain these graritsfor instance,
business supports employment, infrastructure,doicational systenof the chosen EU
country(Structural Funds CR, 2013).



2.2 Business Models

AStrategy has Dbeen the primary building
decades, but in the future, the quest for sustainable advantage may well begin
with the business modg€asadesudMasanell and Ricart, 201p100) . 0

In accordance to Magretta (200Zjterm business model became widespread
after the introduction of the personal computer and spread@hegtich permitted
substantiallymore analytical approach to planning than in previous time when managers
used only a single basmse forecast.Margretta (2002) argued, thatsage
of spreadsheets enabled managers to lsaweore appropriate analytical approach,
because it allowed thero tlivide every major line item into divergent components and
subcomponents allowing them mdded) and testing of their business. Consequently,
it may be assumed that before these modern technological breakthrptagerous

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

Although, according to Margretta (2002)he connotation fbusiness model
became one of theommonfibuz zwor ds 0 oupturnt duee to survéye r n e
of Osterwalder and Pigneur (200@itial occurrence of thislesignationin academic
sourcesc an be dated to 1990, al ong -bwasinesk v ar
model 0, finew business modAslseenio Tabldiielon er n e
it can be indicated thdhe discussd phraseis relatively new and the most significant

enhancemerih popularity has been recorded approximately in 2000.

Table 17 Occurrences of the Term "Business Model" in Scholarly Reviewed Journals

Year in title in abstract in keywords in full text
2003 30 159 10 667
2002 22 109 2 617
2001 11 100 7 609
2000 16 67 1 491
1999 3 42 1 262
1998 1 19 0 128
1997 1 14 0 66
1996 0 14 0 57
1995 0 4 0 36
1994 0 2 0 18
1993 0 5 0 18
1992 0 2 0 15
1991 0 1 0 10
1990 0 4 0 7

Source: (Osterwalder and Pigneur, 2006).
7



An interesting point observetty Linder and Cantrell (2000) when they
remar ked that despite the fact manager S
they probably mean something entirely differ@ibst frequently, this concept has been
interchanged with pricing model, revenue model, organizational fdiimternet
enabled commerce relationsh@y value proposition (Linder and Cantrell, 200630.

Further literature review focused on the term busimesdel reveals that there exist

many publications where authors identically use this tegferring to themanner

an organiation operatesbusiness (Galper 2001; Gebauer and Ginsburg, 2003).
On the contrarythere has been identified some modern viewshas concept, which

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

and they emphasized the model aspect (OsterwaldePigneur2004).

In accordanceavith Osterwalder and Pigneur (200%)e above mentioned two
viewpoirns varies because the former in general focus on the mode arzatigendoes
business, whilst the second ol ef er s t o a conceptuali zat
does business in order to reduce complexity to an understandable level (Osterwalder
and Pignel r 2 0 OPBotagomists Jofothe latter opini@momprise metanodels that
include essentiatomponentandrelationsproviding reflection of the complex entities
they intend tacharacterizeBroadly speaking, the main task of the business models is to
recognizeboth componentsand relatbns describing the business an orgaatibn does.
Therefore, the concept of business model is possible to compriebstad a conceptual

view of any concrete aspect of sge organization (Osterwalder and Pigneur, 2005

Nevertheless, even though theeaningof the expressiorfibusiness model
has b ederne sisrea 0he intention of defining an orgama t i ondés , cor e
CasadesuMasanell and Ricart (2011) summarized titats crucial for executives
is to identify how their business modeénd operatein order thattheir organizations
canthrive (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 consensuséltat
developedbusiness modak fundamental t@approximatelyevery company(Magretta,
2002)it he concept of a business modeorinl ack:



business studies (Teece, 2010, pXySlowever,recently in the literaturéhereoccur
certain tendenciesn defining what actually representbe term business model

in this partwill be provided an overviewf suchtendenciegseemorein AppendixA).

Many confusions and uncertainties about the meanintheterm business
model resulbn the grounsthat althoughvariousexpertswrite about business models,
they ido not necessarily mean the same thing (Linder and Cantrell,, 2080.
Osterwalder andifneur (2005) summarized thiatthe academic and business sources,
the expressiorsignifies various things, for instance components of a business model
(e.g. auction model), typesf business models (e.g. businés®usiness model),
specific real worlcexamplege.g. the Dell modelr concepts (e.g. Business Plan).

Generally, the largest number @lblications focusedn business models
originate from e-commerce.In this connection Mahadavan (2000) determinedat
the termfibusiness modelis a compex comprising valueand logistics accompanied
with revenue and hencedid not specifically concentrate on internal perspectives
including for instance core capabilities or core competences in the firm. Although
Mahadevan (2000rlong with many other autits (e.g. DeYoung, 2005; Hayes
and Finnegan, 2005;Osterwalder andPigneur, 2005) descridebusiness models
with regards to €ommerce,Davenport et al. (2006) identified business models
in the context of innovationln accordancevith publication of Davenport et al. (2006),
a business model meafiss i mpl y t he way that &n odjanitionghasb u s i 1
adopted and its integrated arrangemednt generating andlelivering persistent value
to customers, whilebeing profitable and geneating benefis for its wider groups
of stakeholders.

Actually, some authorge.g. Amit & Zott, 2001define theterm business model
from a viewpoint ofvalue creation with the aim of describing the content, structure,
and transactions?®o ggenerate valen threughee outilipatios e d t
of the opportunities in businesdVhereas from anotherspect the business model
definition has been clearly differentiated from or integrateith the theories
of the busiess strategyFor instance,according toMargretta (2002) and Linder
and Cantrell (2001)the terms strategy and business models have been considered as

two both diverse and mutually complementargtruments Consequentlythe business



model is understa as the organ&t i aatidnale for generating profitwithin

the current businessenvironment while strategyrefers to the organizt 1 overlls
ambitions and industry positioningConversely Shafe et al. (2005) assumed that
consideringabout abovamentioned two perspectives separatbyld be problematjc

and therefore explained the business model as a represemtféin organ@t i on o0 s cC
logic and strategic choices for aggregating and capturing value within the network.

Although one of the nsi recent definition of the business models
of Osterwalder and Pigneur (2010) discusses the business modeésiiad e s cr i pt i
of the rationale of how an organization creates, delivers, and captures (@l4®;
it therdore cannot be claimed that anyher definitions are incorrect, because they have
been approached from many different viewpoints and take into account the variety
o f business model sd& ¢ o mprachmapertwsll.be iRctnedte v e r
towards the most recent perspectiweish regards tothe currentglobal economic
situation predominantly to latest publication of Osterwalded Pigneur (2010).

2.2.2 Business ModelsStrategy and Tactics

fiINo three concepts are of as much use to managers or as misunderstood
as strategy, busirss models, and tactics. Many use the terms synonymously, \ahich c

lead to poor decision makinasadesudlasanell and Ricart, 2011, pIp . 0

According to CasadestMasanell and Ricart (2011), even though occur frequent
confusion between these three termrsd some peopleise them interchangeably
(Magretta, 2002)or tohighlight everything theyconsider as originf their competitive
advant age ( Bmdsthbe aoted thad ey Jare interrelatedls was noted
in previous paragraphwhereas theoryof business modelss closely associated
with the core logic ofin organiationi the mode of operating, creating and capturing
value for its stakeholdersi strategy represents thechedule to construct
an incomparable and rewarding position includimgiradividual complex of activities
(CasadesuMasanell and Ricart, 2011; Teece, 201Thus, the above mentioned
statement refrs to the fact, that an orgaaiion made a strategic choice about the way
of competingin the marketplace. Nevertheless, althouipe strategy is reflected
in the swtemof choices and consequence, it cannot be generally considered as strategy;
it is the business model. CasadeMasanell and Ricart (2011) summarized these
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issuessn Whi | e every organi z attegeny orgamnigation hab u s i |
astrategyy aplanof acti on for contingencies that

As an example from lowost transport companies, which shows the meaning
and differences also between tactics atitertwo terms, can be givemamelyRyanair.
In the 1990s, the company was on the vergeotapse however, an organaion chose
the reinventing strategy and become the Southwest Airlines of E@gmadesus
Masanell and Ricart, 2011)Ryanai r 6 s new business mo d
theorganzat i on 6 s nandvcore ladiciwbiah ndlicates the directioncadating
and capturing valuefor stakeholdergOsterwalder and Pigneur, 2010evertheless,
any change in strategidecisions can become costlgnd thus companies still have
a setof options to gain competitive advantage, whiare relativelyinexpensive
and simple to implemerit tactics. In accordanc® Casadesublasanell and Ricart
(2011), tactics aré@ t hesidual choices opeto a company by virtue of the business
modelt h at it e mcConseguently( pudingdsk )models define specific tactics
accesibleto gain competitive advantage in the marketplace (Casadfiéssanell
and Ricart, 2011; Chesbrough, 2006).

As a summary of this section may serve following simmalifigsualisation

of mutual relations between discussed three terms

Figure 31 Mutual Relations between Business Models, Strategy and Tactics

* Strategy refers
to the contingent
plan about which
business model
to use.

* Business models
determinethe
tactics available
to compete

in the marketplace.

* Strategy identifies
clear broader goals,
however tactics utilize
specificresources to
achieve sub-goals that
support the defined
mission.

Source: On Authordés Own supported |
(Casadesudasanell and Ricart, 2011; Tee@)10).
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2.2.3 Components of the Business Model

In accordance with HedmamdKalling (2003) business modslcontainvariety

of elementsat variousstages comprisingthe market, the offeringfi i r més act i
and resources and overall organkzation. For instance, at market level components
involve competition and customers, at offering levetosts and pricing strategies,
and at resource levél physical and human resources. Furthermore, theginess
model formulation demonstrates the process aitier n al aspectso |
into indispensableesources as well as market, offerings, and produdtsr ough f i r
structure and activities (Hedman and Kalling, 2003).

Table 27 The Components of a Business Model by Shafer et al. (2005)

Components of a Business Model
Strategic Choices Value Network

* Customer (Target Market, Scope) * Suppliers

* Value f’rc?position » Customer Information
* Capabilities/Competences » Customer Relationship
* Revenue/Pricing * Information Flows

* Competitors * Product/Service Flows
* Qutput (Offering)

* Strategy
* Branding

* Differentiation
it Capture Value

* Cost

Create Value « Financial Aspects
* Profit

* Resources/Assets
* Processes/Activities

Source:OMut hor 6s Own supported by

Similarly, also Shafer et al. (2005) invoh@mmponents of business models
as an essential part of their interpretation of a business model (Fablen2above.
However, in comparison witthe previousconception of Hedman and Kalling (2003),
Shafer et al. (2005)ho divided business models infetrategic choicesi reflecting
the core choices made withintheggaea ni zat i on; Acr eatiicrncgpl and
functions in any organization servingo tdifferentiae from its competitors
and t herefore succeed i n t he mar ket pl a
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according to Shafer et al. (2005%ertain companycore 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 beviewed in the relation with theiloccurrenceif wi t hi n a #fAval ue
in which incomparable relations have the crucial consequence, and therefore has been
considered as one of the cdmgsiness model componeli&hafer 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, anéhputs from the market. Nevertheless, both publications came
to a consensus about magnitudeh&fvalue network, in which the network of partners
and supply chain issudsave been assessed as crucial business model components
(HedmamandKalling, 2003 Shafer et al., 2005

From a different perspectivegcentlyOsterwalder and Pigneur (2010) assume
that a business model can be best characterizedgthmine fundamentalomponents,
fibuilding block&é t hat demonstrate the core | ¢ogic

and together constitute a whalso called canvasee inTable3 below).

Table 317 The Components of a Business Model by Osterwalder and Pi(RGLD)

S 9 /‘~/"
T, N =) S‘{ 5y (/" \ £
D> | Key L% SRA] S
Activities \é Customer
Key ctwc:es vl Relationships
: What
Partnerships coa ano et o How do company | (ustomer
: . ropositions | interract with
with its | Proposit
Who are e I 2 What its customers? Segments
company's - problems ——
suppliers ‘,'»)_ nead 5 Be 77 Who are
and service |- ,";ry Key | solved? ch “I N /| company's
providers? |3 .Resources anneis u:ers and
What goods, What product|How do company's| . C.
services and does it customers find, its paying
infrastructure | hegt? buy and use the customers?
do company use? ' product?
Cost Structures /3 Revenue Streams (e v
< 4 g
What is the total cost T~ Where does revenue \’/
of production? come from?
Source: On Authordéds Own supported b
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According toOsterwalder and Pigneur (201@)e nine building blocksomprise
the four essential sections of a businessich asicust omer s, of fer,
viability (Ostewal der and Pi g nSimiarly as prévibusly memtiohed o .
authors(Hedman and Kalling, 2008hafer et al., 2005), also Osterwalder and Pigneur
(2010) focuson organizational processéfowever authors add that the business model
as a 0 sfortsteatbgylceull be implementewt only through organizational
processes, but through organizational structures and systems, adnwadidition,
Athis concept has been applied and test
in organizations such alBM, Ericsson, Deloitte, the Public Works and Government
Services of Canada, and many more (Oster)

Furthermore, Chesbrough (2007) introduced an alternative viewpaittpr
considers that crucial for any organization is topen their business models
by empl oyment of the fAoutside ideasod an
in internal development of the produdfloreover Chesbrough (2007) summarizes
that in terms of business model openness, an organization shawdfiaitellectual
property to be commercialized externallfConsequently, a business model with open
i nnovation indicates savings of the tim

considered scritical due toncrement oexternal development (Chesbréu@007).

A number of various business model components have been introduced
in the related publications, and the above mentioned conceptions represent merely
a sampleNevertheless, Appendix Aerves as a general overview of business model
publications and their conception of business model compondwmditionally,
Appendix A also includes ensemble of various definitions of business models,
and thus there can be seen obvious connection bettheedefinitions and specific

interpretation®f the business model components.

2.2.4 Purpose of the Business Model

As wasremarked inthe beginning of the section Literature Reviewany
academic authors and business experts (e.g. Casddasarell and Ricar 2011;
Chesbrough, 20Q6Margretta, 2002; Osterwalder and Pigneur, 2005, 2010; Teece,
2010) have agreed, that without wadvised business modeliiinnovators will fail
to either deliver- or to capture- value from their innovations (Teece, 2010, pd72)
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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 nibtielgretta,
2002; Osterwal der and Pi gn &hug, ,for @adity 5 ; :
and information value of explanation, this paragraph will focus on the usage

of oneof the most recentonceptions obusiness models, namely the Business Model
Canvas byOsterwatler and Pigneur (201,03hown previously in Figure@nhd 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 perspediagedebated later in the section,
also persoal perspective)or development phasef any organization because
consequently organizations pursue different objeci{Cesadesubasanell and Ricart,
2011, Davenport et al., 2006 Following table will provide a reader with several

examples obusiness modedurposesvith regards talifferent business viewpoints

Table 47 Examples oBusiness ModePurpose£onsideringvarious Perspectives

Business .
3 : Purpose of the Business Model
I rl'\l'l\'( five
The Senior : . Z . :
3 Establish a new business model in an old industry.
Executive -

- Help exploit the latest technological developments with the right

The Intrapreneur A <
business models.

Address unsatisfied customer needs and build new business

The Entrepreneur
P models around them.

The Investor Invest in companies with the most competitive business models.

Help clients question their business models. and envision and

The Consultant :
build new ones.

['he Designer Find the right business model to launch an innovative product
Source: On Aut hbyrBMH,20Mn s up
Osterwalder and Pigneur, 2010).
As for the development phase of an organization, many publications focus
on application of business mod#b the starup business (Teece, 2010). Duethe lack
of experience of early stage entrepreneand frequent organizational chassarting
a businesxan be challenging to manaddcGee et al., 2005; Davenport et al., 2006).

Hill and Jones (1998) summarize that for succelysfiiartinga businesst is necessary
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to build avery sophisticated business concept and strategy with regards to every aspect
thathas an impact on the company.

Neverthelessihundredpag® businesgplanscan become inapplicablas long
asthe main relations of every aspect are not clearly interpreted (Davenport et al., 2006).
Therefore,due to the simplicity and clarity dusiness Model Canvasvhich erables
early stage entrepreneurs to think thro
a business plan more effectively; this conception of business model is increasingly

becomingmore commonly used (BMIH, 2013).

According to publicationsby Petrovic et al.(2001) and Seddon and Lewis
(2003), the main purpose of business models is to desist frarticularities
with the aim to highlight crucial factorg€oncerningthe business model user, and thus
eliminate redundardata 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, ®me business consultants summarize that the Business Model
Canvas servesarly stage entrepreneurs as a greattoblt r ans| at e t heir
into the businessprocesses that they (will) neetb operate their businesses
and to ensure that they afecused properly on being custoreantric in a way that
makes the business as highly profitable as it can be (Osterwalder and Pigneur, 2010,

p 5 1 )Moreover, among members of the worldwide community of business
practitioners and researchers, whave cecreatedthe publication of Osterwalder

and Pigneur (2010), also occur views that Business Model Canvas assists them
as a reality check of their fAstartupo bu
and prevents them from getting stuck on detalsich confirms previously mentioned

conception from academic literatui@sterwalder and Pigneur, 2010; BMIH, 2013).

In terms of well established and experienced firms, Hill and Jones (1998)
concluded thatlear (and understandable for all) communication within the company
can assi st wel | with educating all/l oper e
and visioni which are important for successful management and overall successfulness
of an organizatin. Some BMIH members recognize that tBesiness Model Canvas

has permitted them to develop a common language and framework with colleagues
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and all owed tdil @rojecttmeembdrs & phis avigual ivay both the big
picture, their (important) own fes in it and the interdependencies (Osterwalder
and Pi gneur , whittd (d0e, to lpve Occubrence of misunderstanding

and arguing) saved their company time. In addjtsmme of them enforced the Canvas

to discovernew growth opportunitiesgvaluae c ompet i t or s 6f newmp | er
business modelspr fito communicate across therganization how theycould
accelerate technology, market, anbusiness model innovations (Osterwalder
and Pigneur, 2010, pb51)o0.

Neverthelessh e si de t he $sestaadrwellgstablished eniterprses,
the Business Model Canvas hawaso found an alternative usage in the form
of assessing personal business mdddbr instance when looking for a new job.
To the issue of reinventing career by using Business Model/& also Osterwalder
and Pigneuraccompanied with Clark (2012fedicated their new boo#iBusiness
Model You: A OnePage Method For Reinventing Your Carceer

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 theoiy, various waygMorris et al., 2005; Shafer et al.,
2005). Nevertheless, taxonomy varies with its utility. For instamase,seen table
of Appendix B, Timmers (1998)formulated possible architectures ofbeasiness
models by usindhe combination ofnteraction stereotypes (oi@-one, oneto-many,
manyto-one, manyto-many) and incorporation of value chain -@@nstruction

andde-constructon).

Authors Alt and Zimmerman (2001) divided business models into two
commonly used group$ B2B and B2C (busineg®-business and businegs
customer). Subsequently, McGann and Lyytinen (2002 e al soto- ibus
somet hi ngo mo d el s, on IB2Gv @usieast-govarement),f GRG u s
(governmento-government) and forcomprehensiveness also C2C (custoetoer
customer).On the communication behaviour of customers and suppliers focus also
Bartelt and Lamersdorf (2001), and subsequently Osterwaldd?igndur (2010).
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According to Osterwalder and Pigneur (201®)distinction is made covering
five main business model types {salled patterns) also with regards similar
characteristics and similar arrangements of its nine componental(gd fbuilding

blocks), see in previous sections

Table 57 Overview of Business Model Patterns by Osterwalder and Pigneur (2010)

Pattern Conitaxi
(Type of . Challenge Solution (After) Rationale Examples
(Before)
BA) .
Anintegrated | Costs are too The business is IT and mana- |- Private
model com- high. Several unbundled into gement tool Banking
bines infra- conflicting three separate but | improvements |- Mobile
structure organizational | comple-mentary | allow sepa- Telco
Un- management, | cultures are models dealing rating and co-
bundling | productinno- | combinedina | with ordinating
Business | vation, and single entity, - Infrastructure | different busi-
Models | Customer resulting in management | ness models at
Relationships | undesirable - Product lower cost,
under one trade-offs. innovation thus eli-
roof. T onies minatitr)lg un-
; : desirable
relationships e |
The Value Targeting less | The new or IT and ope- * Pub-
Proposition profi table additional Value | rations mana- | lishing
targets only segments with | Proposition gement Industry
the most specific targets a large improvements | (Lulu.com)
The profitable Value Propo- number of histo- | allow deli- -LEGO
Long | clients. sitions is t0o rically less profi | vering tailored
Tail costly. table, niche Value Propo-
Customer Seg- sitions to a
ments—whichin | very large
aggregate number of new
are profitable. customers at
low cost.
One Value Enterprise fails | A Value Aninter- - Google
Proposition to acquire Proposition mediary Video
targets one potential new “givingaccess” | operating a game
Customer customers to a company’s platform consoles
Afulti- | Segment. who are existing between from
Sided interested in Customer two or more Nintendo,
Plat- gaining access | Segmentis added | Customer Sony,
forms to a company’s | (¢.g. a game Segments adds | Microsoft
: existing console Revenue - Apple
customerbase | manufacturer Streams to the | iPod,
(e.g. game provides soft- initial model. iTunes.
developers who | ware developers iPhone
want to reach with access to its
console users). | users).
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Ahigh-value, | The high | Several Value Non-paying + Advertising
high-cost price Propositions are Customer and news-
Value dissuades | offered to diff- Segmentsare | papers
FREE as | Proposition customers | erent Customer subsidized Metro
a is offered to Segments with by paying Flickr
Business | paying different Rev- customersin |- Open Source
Model | customers enue Streams, one | order to attract | Red Hat
only. of them being the maximum Skype (versus
freeof-charge (or | number of Telco)
very low cost). users. Gillette
Research and Research | Internal Research | Acquiring - Procter &
Development | and and Development | R&D from Gamble
Resourcesand | Develop- | Resources and external Sour-  |. phnocentive
Key Activities | mentis Activities are ces can be less
are concen- costly leveraged by uti- | expensive,
trated in- and/or lizing outside resulting in
Open | house: product- | partners. Internal | faster time-to-
Business | *Ideas are ivity is R&D results are market. Un-
Models | invented falling. transformed into a | exploited
“inside”only Value Proposition | innovations
« Results are and offered to have the
exploited interested Cus- potential to
“inside” only tomer Segments. | bring in more
revenue when
sold outside.
Source: On Authorés Own supported
As seen in Table 5 above, of©strvaegt s

and Pigneur (2010) are based involve: Unbundling, the Long Tail, Ridé&d
Platforms, FREE, and Open Business Models. Table 5 also displays differences between

vari

an i

ous
ndi

can assistvith understanding dynamics of business models and provide an inspiration

Vi

busi

dual

ness
bu

model

siness

Apatt

mo d el

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

ernso,

can

as

embr ace

From another viewpointconcerningthe classification of business models
Lai et al. (2006), Malone et al. (2006) and Weill et al. (20849 main focus of these

authors was on asset rights and asset types. As for asset types, they consist of financial
(e.g. stocks and sharegst available), physical (e.g. offices, laptops, company cars),
intangible (e.g. licensegnow-how, brand image), and hum&pe of assetin terms

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

distributor (the rigpt of asset ownership, as well), landlord (the right to use an asset),

19

b

u

W



and broker (the right to be matched). Consequently, by combining of particular asset
type and rightan be obtained sixteen divergent business models (as seen in Table 6).

Table 67 Busness Model Types According to Asset Rights and Asset Types

Whattype of asset is involved?

Financial Physical Intangible Human
Entrepreneur Inventor
Not
Creator (Kleiner Manufacturer (GM) | (Lucent Bell
applicable
Perkins) Labs)
Wh Financial Trader | Wholesaler/Retailer IP Trader Not
at Distributor
rights (Merril Lynch) (Walmart) (NTL Inc.) applicable
are being Financial
sold? Physical Landlord | IP Landlord | Contractor
Landiord Landlord
(Herz) (Microsoft) | (Accenture)
(Citigroup)
Financial Broker Physical Broker TP Broker HR Broker
Broker
(Charles Schwab (eBay) (Valassis) (EDS)
Source: On Authorés Own suppor

2.2.6 Examples ofBusiness Models

The essentiapart of any goodworkshop meeting,or discussionon business
modeb should be accompanied by giving examples from the -vealld practice.
Therefore, in this section will be attached several instances of existing business models

tobet er il lustrate authordos points and to

As the traditionhand 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 padlater in this
paper business models applied in the domestic market may vary significantly when
operating overseas (Albaum et al., 2008; Kotabe and Helsen, \2@ixnathan2011).

Both companies selhigh quality computers and otheglectronic equipment
directly through their websitesApple stores areworldwide and fully owned

by the company\(iswanathan2011). However, ithe case of Dell, the comparnyas
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primarily focused ora business model dcfelling their products vighe interneti until

the time they wanted to succeedteJ apanese market. Accor c
St u d gcause obthe cultural difference, that in Japan customers would Iievé&

an ability to touch and feel the product before buyilapanesevere reluctant to bu
productsfrom Dell viatheinternet (Morrison and Conaway, 2008)different Japanese

culture and lifestyle caused Dell to-veluate its existingonline business model

and adapto the locabusinesenvironment thus, Dell created kiosk.Overall Delld6 s

new business model has been suitable to the (predominantly) Japanese culture
and succeeded (Belnd Rangarl998; Morrison and Conaway, 2006).

Nevet hel es s, i -gpeetl ochdnges dnsmarkets,gclastomer behaviour,
technological breakthroughs, and generally in the time of globalization process;
organizations are being increasingly mdrgenious when developing theiew
business models order b beat the competition and gain the custo(baum et al.,
2008; Drucker, 1954; Kotabe and Helsen, 2010; McGee at al., 238&rwalder and
Pigneur, 2010Porter, 2008; 1998; 1985; 198@s an examplgsee also AppendiL
and Figure4) of new business model conceptions can be giseccessfulonline

company APatientslLikeMeo (DeMey, 2013; P

Figure 47 Example of Modern Business ModePatientLikeMe

Patient

‘ e? ;Free Community Service Money
Personal - »

Feedbac 3 - Pharma

- Patientlikelle | - companies

Gathering data Resell medical data
Patient

Patients with
similar diseases

Source: (DeMey, 2010).
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I n accordance wi t h exmpro\Y &t orbparyy m d E
APatient sLi keMeo0 adofpftrse et hceo mbmusnii nteys sp | naa o
(DeMey, 2013)As is visualized in Figurd above, businesmodelworkson thesimple
principle on the one hand, patients (customers) can get community services for free
(e.g. the possibility ofsharing their health proflend -Woebhdo experi
searching similar patients, opportunity of learning from others); whilstherother
hand, i PraMeioe ngesnérkat es pribdatta dtuheatt oc agnat
to Phar ma c¢ o mp an;iardsall thislegallyhbecgquest¢hescompany has
receivedpermissionfrom its users(DeMey, 2013; PatientsLikeMe, 2013s this case
of business modelommented DeMey (2013),f or get pri vacy, peopl

i nformation than ever, even medi cal reco.l

Due to the specialization of this dissertafittns appropriate to include in this
section also example of leeostcarrierbusiness model, nzely ultra-low Irish airline
Ryanair (Ryanair, 2013)Ryanair, whichicar ri ed al most 80 mi |
passengers | ast ,fgcesaonfiex(remely wel estalighed dismmess
model (Gleeson, 201®) which offers to its significant numbeaf customersflight
tickets to approximately 200 destinations, while charging a very low price
(see visualization of Ryarraid s busi ness mp 8ueH lowipncesAvpre e n d i
achieved due to elimination of all frills, and cut costs at minimum (ekettbooking
online i minimum affiliates, low taxes at secondary airpgori&asadesublasanell
and Ricart, 2011). Nevertheless, in return, Ryanair charges for any aattigional
service (e.g. priority boarding; extra charges for not printing boardiags,p
or exceeding theveight orsize ofluggage), profits from promoting related services
(e.g. travel insurance, hotels, car renting), operatexely shorthaul flights
and passengermust be satisfied with standardizBdeing 737800 fleet(Casadesus
Masanell and Ricart, 2011)

As revealed inthe visualization of Appendix Drecent business model
of Ryanairi s b ansthee &key dhoices of offering customers low fares and providing
nothing free.The rigid consequences include a reputation for fares and low fixed
cost s. R ycasnaeeialigibed with hsogoalgienerate cycles #t reinforce the
business modefnd are robust given that it has been operating &sw-cost airline for
20 yearsCasadesudMa s ane | | and Ricart, 2011, pl103)
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2.3 Analysing Business Models

AEvery business model design project is unique, and presents its own challenges,
obstacles, and critical succefextors ©Ost er wal der and Pigneur ,

I n todaydés world full of ambiguity an
to implementa brand new business model, it is crucial to understand properly
the context in which desired business model dél/elop(Osterwalder and Pigneur,
2010). Therefee, for instance to evaluate the feasibility of application of the foreign
business model teelectednarket, it istundamentato analyze altelated data available
properly However, due to current turbulent business environment, it is necessary
to updae such analysis constantly in ordenell-prepare an organizatido respond
to changegAssen et al., 2009; Hill and Jones, 1998; Kotabe and Helsen, 2010; McGee
et al., 2005; Thompson, 2003h accordance with Osterwalder and Pigneur (2010),
approprate understanding of thbusiness model through waleveloped analysis
is considereds the second most important stage of any business model design process,
immediately after preparation for a successful business model design project

(see in Figure Below).

Figure 57 Visualization of the Business Model Design Process

1:

\Mobilize

4, Im-

(Iement A\ \Design

Source: On Aut h byr(@strwaderrandPigmeyr,@2010, p2d48).
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With aim to bring a new product or technology to market, or for instance
i n Astartupo m ehdwdd; appprigtelynidentify t whe the potential
customers areand what their needs are; as well as detailed analysis of external
environmentof targeting market (Assen et al., 2009pole and Lowe, 2008Hill
and Jones, 1998; Kotalsnd Helsen, 2010; Mcg& et al., 2005; Thompson, 2003).
Neverthelessauthors Osterwalder and Pigneur (2010, p24&)mit that sometimes
companiesi ¢ a nas ohurh analysis as they want yet still fail to develop a satisfactory
new busi n elTbeseforaymanhye duthiars (Asseat al., 2009; Hill and Jones,
1998; Kotabeand 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 comdns and incomprehension

to the firm by unrelated and inapplicable information.

Table 77 An Overview of Key Elements of the Business Model Analysis Stage

Activities Critical Success Factors Key Dangers
¢ Scan environment e Deep understanding of | e Over-researching:
- St ol e potential target disconnect betwteen.
markets research and objectives
o Interview experts ; ;
¢ Looking beyond the ¢ Biased research because
* Research what has already traditional boundaries of pre-commitment to a
beentried (e.g. examples defining target certain business idea
of failures and their markets
causes)

¢ Collect ideas and opinions

Sour ce: On Aut h o rDbae atviowe, 20081l and Jomed, 1998; (
Kotabe and Hisen, 2010; McGee et al., 2005; Osterwalder and Pigneur, 2010, p252).

According to Osterwalder and Pigneur (201d)ring the research and analysis
of the key elements required for the business model design effort, organizations should
immerse themselves in relevant attainmentsustomerstechnology, and environment.
Table 7 above, serves as an overview of key iietsy critical success factors and key
dangerous wheanalysing 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 &eell (2001), one of the key drivers of business
model 6s success i sTherefae,t ¢ fundamedtal tognalyze allr e a |
relatedcurrentdata available properlgnd looking beyond the traditional boundaries
defining target markets througho d er n -ta-d dt @ @ pt .Aswas megtiored
in previous sectionthe crucial areas of business model analysis consisustfomers,
technology,and environment (sterwalder and Pigneur, 2010 addition Teece
(2010) concludes, that choosihgh e r i ght Aarchitectureo of
model embracesnot only understanding the possibilities available through business
model analysishut moreover, organizations should assemble the necessary evidence
to validate speculationand assumtions about costs, customers, competitors and other
involved stakeholdersTherefore, this section has been devoted toittr®duction
ofcruci al areas that may predominantly af

will be given several example$ business model analysis techniques, as well.

As recognized Teece (2010, pl9H),busi nes s mod el cann
in the abstract; its suitability can only be determined against a particular business
environment Thereforec scannirey xehvisonment of the business model;
as a set of activities, incorporatiraglequatemarket researchinterviewing domain
expert, studying and involving customers, and sketching out competitor business
models; enables organizations tanerse themselves in the essential materiaissier
a deepcomprehensionfthe b usi ness mo dAsken ét dl.e 209ghooles p a ¢
and Lowe, 2008; Hill and Jones, 1998; Kotabe Hetsen, 2010; McGee et al., 2005;
Osterwalder and Pigneur, 20108)evertheless, as investigated Osterwalder and Pigneur
(2010), scanning could be unavoidalalgcompanied by the risk of oveFsearching,
which mayimpede theoverallprocess.

In terms of avoiding excessive researchi@gterwalder and Pigneur (2010)
recommed that organizations should, alreadly the early stages, make their
researching team aware of above mentioned risk stagesnauck that everyone agrees
with these limitations.Many confusionsand incomprehension in the organization
should be avoided also by implementimgptotyping techniguegeneratingprototypes
(in the form of a simple sketcls)mulatingpotential future business model and serving
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as a great instrumeiar further discussioninquiry, or proof of conceptyhich can be
beneficial in terms of quickfeedbackcollectingd (Osterwalder and Pigneur, 2010

According to Linder and Cantrell (2001), successful business models are based
on precise presumption about customer and itsabi®ur. Moreover, many authors
(Albaum et al., 2008; Doole and Lowe, 2008; Hill and Jones, 1998; Kotahdeisen,

2010; McGee et al., 2005; Osterwalder and Pigneur, 2@id@marized that customers
deter mi ne wh at an or gani z mr iiso nMdeseforeu ni g
in the research process, developments of deep knowledge of the customer merit
appropriate attention(Osterwalder and Pigneur, 2010)s seen in Appendix E,

for example the customer empathy map can provide an advantageous mode

of structuring research of the customettsvertheless, Osterwalder and Pigneur (2010)
observed, that due to fact that current customer segment may varyhizamtial one
(sometimescustomer segmems not clear from the beginning), it indicates a paolssi
challenge. Although appropriate analysing of the potential (or current) customer may
seem obvious, especially in project foedson technology fi k e e n under st .
of customer needs and cust omerisoftenbeing ngne

neglectedOsterwalder and Pigneur (2010).

I n t o d agpéed changeg hideveloping technological breakthroughs,
fibeing fast in learning and making the requisite adjustments to the model is important
(Teece, 2010, I8 8 Doe to the fagtthat shiftsin technology frequenthsignify
Abetter ways t o satisfy C u,spermadice mappime e d s
of new technologies magignificantly add to potential overall successfulness of any
organi zati onds Cdntensporarye seshnologiesisgdcially 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 betwafégrings (for instancdpwer price, extra
service) andthus, customers have increasingly more choices nowadays, which indicates
also increasing competitive environmeiitherefore, organizations necessarily have
to analyze these modern trends and adheit business model to suit the current needs
of its customersand 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, 201@orter, 2008; 1998; B%; 1980;Teece, 2010).

26



2.3.2 Environment of the Business Model

In accordance with Teece (201@he feasibility of business model cannot be
evaluated in the abstradts appropriateness can only be identified by considering
a certain environment and context of the business. Howea®r,Osterwalder
and Pigneur (2010p253 pointed out,when organizations scan the environment
and evaluate key trends, target nedsk and potential competitors; they should
remember thaffithe seeds of business model innovation can be found just about
anywheré. Mor eover , by developing a good unc
environment, companies can much better conceive strongee, competitive business
models;and become more competitigdlbaum et al., 2008; Doole and Lowe, 2008;
Hill and Jones, 1998; Kotabe and Helsen, 2010; McGee et al., 2005; Osterwalder
and Pigneur, 201@®orter, 2008; 1998; 1985; 198eece, 2010).

Nowadays uninterrupted scanning of the environment becomes ingigas
important, predominantly due to growing complexity of the economic landscape
(e.g. networked business models), ¢gea uncertainty (e.g. technological
breakthroughs and several disruptions of the market (e.g. economic turmoil, disruptive
new propaitions 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 propedyon based
on them take the necessarsteps(Linder and Cantrell, 2000McGee et al., 2005;
Osterwalder and Pigneur, 2010; Teece, 2@bi and Amit, 2007).

Osterwal der and Pigneur (2010) discus
as a sort ofii d e si g n; theref@e; @ganizations should think about their
externalities asbout thecontext in which to conceive or adapt theusiness model.
Furthermore, when analyzing external environment, organizatibage been
recommended to take into account a range of desigerdrisuch as new requirements
of the customers, new technological innovations; and possible design constraints,
for example trends in government regulations or major competi@msone hand,
external environment of the company should not limit the orgarat i ond6s cCcr «
in predefining its business model; on other hand, appropriate knowledge

of such externalities should have an i mp
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with  making more informed decisions. Nevertheless, organizations and ithe
groundbreaking busi ness model s can even
of these environments, and moreover, set new standards for their inflLiatigr

and Cantrelll, 2000; Osterwal der and Pi c
Weill et al.,2004; Zott and Amit, 2007).

As seen in Figure& below, according toOsterwalder and Pigneur (2010),
the <cruci al areas for mapping organi zat
of market forces, industry forcekey trends, and macroeconomic for¢emre detailed
characteristics in the table of Appendix Hpwever, for deeper analysis of the external
factors beyond the sifgpmapping presented in Figureghould also serve for instance
commonly usedPESTEL analysis, which is based more detailednalysis of political,
economical, sockeultural and technological environment, as well as analysis
of business model s envi r on (Assanteadl., 200p ac t
Doole and Lowe, 2008; McGee et al., 2006Bompson2002).

Figure 61 External Environment of the Business Model

REGULATORY TRENDS SOCIETAL AND CULTURAL TRENDS
TECHNOLOGY TRENDS SOCIVECONOMIC TRENDS
SUPPLIERS AND OTHER VALUE MARKET SEGMENTS
CHAIN ACTORS
NEEDS AND DEMANDS
STAKEMOLDERS v
e
COMPETITORS | " MARKET ISSUES
(INCUMBENTS)
|
NEW ENTRANTS SWITCHING COSTS
{INSURGENTS)
SUBSTITUTE PRODUCTS REVENUE ATTRACTIVENESS
AND SERVICES
GLOBAL MARKET CONDITIONS ECONOMIC INFRASTRUCTURE
CAPITAL MARKETS COMMODITIES AND OTHER RESOURCES

Source: (Osterwalder and Pigneur, 2010, p201).
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As was demonstrated in Figureafd Appendix F, mapping as a set of detailed
partial analysis of business model environment is being considered as a greaemstrum
that also reflecton possi ble trends for the futur
An appropriate understanding of the business model environment through mapping will
allow organizations to better assess the various directions in which busindes mo
mi ght evol ve. Nev épnt falless s onshe anwltbhaet so
by creating scenarios of future business model environmesatsalled scenario
planning see visualization in Appendix )G Although €enario planninghelps
executivesmainly to examinethe outcomes thabrganizationmight expect under
a variety of economic conditiorad operating strategiethis tool can be valuable also
for Ajumpstartingit busi Asses ®t alnm®008;!|Lindern n o v
and Cantrell, 20000sterwalder and Pigneur, 20Ringland, 2006Thompson, 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 tdOsterwalde and Pigneur (2010, p210§ acompetitive
business model t hat makes sense in toda
obsol et e Everynayganization sbould do its best to improve understanding
of environmentwhich surroundsits businessmodel Obviously, no business expert
can be certain about the futwébusiness model, due to all uncertainties and potential
disruptions. Nevertheless, executivesa n devel op a-i fangfeut af

hypotheses that may seraes figui de lginnensgd tfoommordeswié s bus

2.3.3 Customer, Culture and Marketing Mix

According to the topic of this dissertationfor successful evaluation
of the applicabilityof the business odel from one country to the market of another
country, it is necessary tmalyze properly different external environment of a potential
market, as welas cultural differenes reflected, for instance, in customer behaviour and
customerpreferences (Albaum et al. 2008jll and Jones, 1998Kotabe and Helsen,
2010; Morrison and Conaway, 2006 Usunier, 2000).Therefore, to demonstrate
and evaluatehe importance of angding crosscultural differencesin conjunction
with customers and thepurchasingbehaviour there has been also included marketing

mix analysis(see in Table Bwith several examples (Richter, 2012).
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Table 87 Marketing Mix

Target
Market

Promotion

Source: On Aut hor 6s
by (Kotabe and Helsen, 2010).

As was stated previously, being fast in learning aotsequently, execute
necessary modifications; is considered as one of the most crucial success factors (Teece,
2010). Kotabe and Helsen (2010) summarized that for meaningful -coas#ry
comparison, organizations require suitable management and coiomlirdt their
market research projects with an international extemtthis purpose, it is advantegous
to use imputs from local potential customers to uncover cosptegific peculiarities
that cannot be tapped with over standardized measurement instsieaum 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 marketplac
Understanding the local culture through appropriate analysis has one of the main
impacts on international business model successfylrestral variables may act
both as barriers and opportunities (Albaum et al. 2008; Richter, 2012; Kotabe
and Helsa, 2010; Osterwalder and Pigneur, 2010¢vertheless, tien entrepreneurs
and executives aim to analyze its foreaystomers, they usually start wititernational
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 Hwi | | demonstrate how an organizat:
by culture, interact.
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2.4 SuccessfuBusiness 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. Neverthelessdér and Cantrell (2001) sunamzed that
there does not exist a business model A p

results, but there do exist three common characterti®sccessful 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 wi#ttue 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, 2Bb@ter, 2008; 1998; 1985; 1980).

The second common characteriggcbased 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); therefoe, they have built insurmountablearriers to protect its
uniqueness, and established their crucial differentiGdisaum et al. 2008; Kotabe
and Helsen, 2010; Osterwalder and Pigneur, 2010; Thompson, 2002).

Finally, as was evaluated predominantly istlanain paragraph, key driver
of business model 6s success is its grol
are based on precisgistomer behaviouassumptionsand structures of their costs
are continuously in compliance with their revenue stre@imsler and Cantrell, 2001).
According to Teece (2010, p192), designing and implementing of successful business
model includes also assessment of both internal and external fattorg nc er n e ©

with customers, suppliers, and the broader business environndent

2.4.1 Analysing Existing Business Models and Building New Ones

Mapping and analyzing of existing successful business models related
to organi zationds i ntended new one can |
with a great source of inspiratioleverthelessimportant is to establish a creative

process for generating a large number of business model ideas and successfully isolating
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the best oned herefore, organization can gain required knowledge for its own business
model creation; analysis of related exigt business models can reveal the main
strengths and weaknesses of potential new business model andasearesverview

of what havebeen done up to date in the certain indudtris crucialto focus on both
successeand failures becausdrom the misfires of otherbusinessmodels they can

learn that lessonn advanceand avoidtheir own future erroneousactions (Linder

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

When mapping business models based in different countrys necessary
to take into accourdifferent business environmentshich can sometimes signify that
foreign business model cannbte appl i cabl e to the condi
domestic marketMoreover when analyzing existing business modélss important
to focuso n o r g a nnitial atentian rar@d sstick to the fact that analysis of other
existing models serve ongs an inspiration; and do not try to imitate thémaddition,
any attempts to imitate successful business models can be entirely pointless, because
of various barriers protecting organizatio(fSasadesuMasanell and Ricart, 2011,
Magretta, 20020sterwalder and Pigneur, 20I0zece, 2010

2.4.2 Barriers to Imitating Business Models

In accordance with Teece (2010, pl8i)a t a superficial I
models might seem easy to imitateertainly the basic idea and the business logic
behind a new model is unlikely itself to enjoy intellectual propertyog ect i on
Particularly, newly introduced business madehich 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. Althougpeifieations
of a business model can be protected through copyright, does not constitute a sufficient
barrier to dupl i cddas (Capadesidgsaneli andaRicartp 206ls c o
Osterwalder and Pigneur, 2010; McGee et al., 2005; Teece, 2010)

Nevertheless, Teece (2010) identified three circumstances under which may be
organizationprevented from imitatingts business modeby others Firstly, business
model implementation should necessitasystems, processes and assets that are hard
toreplic at e ( Teece, Secdri,lodganizgidns shyubdnsider the lower
level of their business moddtansparency, which results in difficultiésr outsiders
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i n detailed understanding of organi zatio
coreelnent s actually represent the origin o
(Osterwalder and Pigneur, 2010; Teece, 20&lly, despite the fact that tmeethod
ofcopying fApioneer 6s busi niecamsbenisandhe industrs e e m.
may be reluctant to do so if it involves cannibalizing existing sales and profits

or upsetting other i mportant bukugwhess re
the organizationés suppliers and other v

organi zati onds |hardyibaimimted bynamybrelelsed eeece, B04.0).

2.4.3 Low-cost Business Models

Every yeay it is for organizations more difficulto satisfy their customers
as homogeneity has become a problem, companies offer increasingly similar products
and services; furthermore, many companies use similar working practiceshusnd
produce similar results (Cerasale and Stone, 2004). Therefora new gl obal
of low-cost business models is increasinglyming to the fore in many industries
and locationgGi m® n e z KachanerZXkt3al., 2011Moreover sincethe global crisis
erode in 2008 many organizations have developed new -tmst business models
orientated towards the growingegmentof customers with limited financial means
Paradoxically although the recentrecessionary business environment of some
developed countriegffers the great opportunity of implementing the {oastbusiness

model, many markets still have unexploitap Biglaiser et al., 20135i m®ne 2., 201

Low-cost business model not only based on providing current customers with
possibility of buying same goods for lower price; Huti t i s a truly
proposition that addresses both existing and new customers and is supported
by a novel operating modéKac haner et  @kspite theflclthat noth 3 ) 0
prosperous lovcost business models are identicak will be investigated afterwards,

many these business models have similar characte(stieAppendix).
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3 Research Methodology

Il n accordance with Kumar (2005 )by- r ese
stepo desi gimtiated topacconspbsithe obgectives; 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 chapterhas been consi dgoedeati drhebdtbhwe e

review and the main research analysis of this dissertation.

3.1 Introduction

In addition to theabove mentionedthe essentialpurpose of this chapter
is to familiarize the readewith the background research and secondary sidgh
have been undertaken before the primary research, in accordance with selected topic.
Furthermore, this chapter dtosodestmgteesataa n d
for this study, and serves as the reflectioh set entire activities requed
to be accomplished before the main research, as Adgiquate academic sources will
beemployedt o i I |l ustrate authoroés points appr
theoretical basis and accumulate the necessttaiinments about concrete aseof this
study. Overall, he aim of chapter Research Methodology to provide readers
with deeper comprehending of this study I

This section therefore covers all processes and research techniques involved.
Firstly, the reader willbe provided with restating and more detailed explanation
of research questions and objectivakere 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 methodspplied in analysis ofegcondary and primary datAs for both types
of dat a, there wil/ be explained technig
Collectiono wil | -depthanterviews,tamd designmend distrilgution i n
of questionnaire. Subsection 3.6llwamiliarize the reader with timscale of overall

research work;ssubsection3.7 will examine possible limitations of the research
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as well as strengths ameeaknessesf this study; and finalwo subsectionsvill discuss
research ethics and resourceguiredto developt hi s Mssertagon 0 s

3.1.1 Clarification of Research Questions

Re-stating the research questions and objectives has been considered as a great
starting point o f any good Aibusi nesby many iawhors e d 0
(e.g. Feather2013; Saunders et al., 2012)Moreover, recapitulation of the main
research questions and objectives can s¢
comprehensi on of aut hor 6s I ntended me a !
with  the main research gstions/objectives (Feather, 201&uinlan, 2011).
Therefore, his sectionwill 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 begirgnof this dissertation, thewere defined
two mainresearch questioisor pur pose of AdforithsfirsMaes t er 0 s

1 Isthe chosen UK business model applicable to the conditions of the [dada?

In other words, the aim of this dissertation is to investigate and evaluate
the feasibility of application of selected UK business model (business model-ob&iw
transport company Megabus) to the Czech Market, specifically foictmivtransport
opporunity; by appropriate primg and secondary data analygi®r details see
ABackground to the inparagdphl.®)nd Justi ficati

Nevertheless, for purpose of this dissertatitimere will not be included
Athe deepest o and Ilangafter alldthereais limeed wobdousti n e s ¢
to 20.000), but rather there will be involved appropri@entification of the main
elements that constitute immense importawben applying business model from one
country to another. Among these elementserghtly 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.llOkesaarch connected
with the first question will answesn what are the crucial specifications of the Czech
Market in which it differs from the UK Market.

Therefore, there will béas was defined for first three objectives):
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1 determined the external environment (e.g. industry) of the UK business model
1 identified key drivers of success of chosen Ukdost business model (Megabus),

1 and reader will be provided with analysis of Czech external environment
connected withpotertial low-cost businesgsee also visualisation of Conceptual

Framework in Figure 7)

Appropriate answerso these three objectives will accumulate enough data
to build sophisticated answer to the first main question of this thesis

The second main quést of this dissertation was defined as:

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

to the Czech Market, in respect of the Jowst transport opportunities?

In other words,le second maimuestion dealsiith the fourth objective:

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

to fit most to theonditions of the Czech Market.

Nevertheless, the second question is closely related to the previous one, which
can be consideredn t hi s situation as fithe groundi
of knowledge gained from investigation of the first questias (seen also
in Figure 7,determination of the external environment of the UK business model,
identification of the keydrivers of succes®f chosen UK lowcost business model,
and analysis of Czech external environment connected witkcdsivbusiness), there
will be investigated, what should be changedhe UK businessnodelin order to best
meetthe needsf the Czech astomer However, it is also possible that further research
of the Czech customer will confirm aut hc

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

The attitude of potential Czeatustomers for possible new lesost 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 tomenute from Ostrava to Brno, therefore
the inhabitants of the Moravigilesian region).Nevertheless, due to the nature

of the survey, there will be also included-dapth interviews with employees
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of adequate statauthorities in theCzech Republic, gEifically of the employment

offices in the MoraviafSilesian regior(author believeshat the usagef potential new

bus services between Ostrava

in the MoravianSilesian region)

3.1.2 Conceptual Framework

and Brno could help to reduce unemployment

Authors Ravitch and Rigan (2@) 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 seted topic of the thesimatters, 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 thesisas well.
Figure 71 Diagram ofConceptual Framework
RES EARC H On the Basis of Knowledge Gained from the Literature Review:
(" - Field Survey (divect
PAPER Focuson SWOT analysis > Internet Survey
. > Related
G Publications
P g N q ‘ p 4 _} Y .
-> Business -:I-'P.F;TI'!{I.
Model Canvas 5" Analysis
(e.g Marketing INTERNAL EXTERNAL of the Transport
v ]!”' . Analysis Analysis of the Transport Industry in n::- UK
i of Megabus Industry in the UK and Caech Rep.
Business Model and Czech Rep. - '
\ .. .,'
-> UK Business Model IS/IS NOT Applicable to the Conditions of the Czech Market.
IF YES,
Based on the findings of Required Adaptation to the Czech
Market: Designing Author’s Own Low-Cost Transport
Business Model in the Czech Republic
-> FUNDING of the Starting Business in the CR
through EU GRANTS
SOur ce: On Aut hords Own Suppol

from the Literature Review.
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As seen in Figure 7, author selected the form of diagram which shovesg)itted
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 aneveaknesses, while external analysfighe transport industry in the UK
and Czech Replib (through PESTEL, interviews, questionnaire) will generate
opportunities and threats (thus, altogetls®OT). Resul t s of ASWOTOo
with completing strong and sophisticated argumdatsanswering to the first main
question of this dissertationThe secondquestion will be partially answered
by fA SV&EYTfiom online questionnaire investigated differences between potential
Czech and UK customersheverthetss, due to the fact that beihgwv-cost based
company is closely connected with selectof appropriate financinghere will be also
considered funding of the starting business through EU gaawtshe conditionander
which it is possible to obtain these grants (e.g. business supports employment,
infrastructure, educational system oé tountry).

3.2 Philosophies to be Employed

Although there exist many philosophies armhilosophical publications
Feat her (2013, p35) summari zed t hat f o
fundamental comprehension of philosophies may help to appreciatgd laolvl t he pi
o f j i gsaw . fAccording o gSaundeses refi al. (2012), adopted research
philosophyindicates the way in whiclwuthorthroughher study perceives the world.
AThe r es e ain thd Figara Bbelowoserves asvisualization ofsystematic
developmenbf knowledgedeliveredin the study.

Considering various approaches in research philosophy, author of this study
decided to occupy the position of pragmatiosaccordance with Saunders et al. (2012),
Apragmati sts recognize that there are me
and urdertaking researchthat no single point of view can ever give théremicture,
and there may be multipl e r.Aa;aseaniniFiguse7( Sau
in this research will be used both quantitative and qualitative methods to stedsches
problem, variety of primary and secondary data sources (edepih interviews
with relevant authorities; questionnairesurvey of related publicatiohs

and t o i nterpret t he resul ts wi || be L
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viewpoints, perspectiveof employees of the Employment Offices). Therefore, there
has been selected employ research philosophy of pragmatism as the most appropriate

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

Figure8in The Research Oniono

............ Philosophy

----- Approach

Methodological

choice
|

Mono method
quantitative

Mono method
qualitative =~~~

I
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Experiment
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research
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Multimethod
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Data
collection
and data

analysis: e S ~ Strategy(ies)

Multimethod
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Case study

: research / >~__ ——— Time
i Narrative Grounded

horizon
Mixed method

Mixed method simple
complex

Ao s Techniques and
procedures

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

3.3 Approaches

Feat her (2013) identified two types
and Adeductiveo. In terms of deductive a
is developed andsubsequently moved to specific data analysis and test
(Saunders et al., 2012). Nevertheless, for purpose of this study, there has been selected
inductive approach f or whi ch is characteristic th:
predominantly the natarof 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
approachas this researcrefers the context in which the events are held. Therefore,

in terms of this dissertation, the literature review accompawigd i Bac k gr oun
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to the Researcho intr oduc theresedncan aflditiond a me n
implemented irdepth irterview with merely 10 participants has been undertaken
to investigate the saméeasthat have been testéaroughonline questionnaire omore

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
choenresearch philosophy arsglected methods to collect and analyse déaious
types of strategies were provided in Figure 9 below.

Figure 97 Visualization of Types of Research Strategies
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»
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Research
Historical
. Research
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Critical
: Hermeneutic
Research SBRNtative Theoretical ~ Qualitative d
:: Research Research Research i
Discursive Cross-Sectional Narrative
Approaches Research Research

Phenomenological
Research

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 provideath overview of thelogical continuity
of the overd research. Author of this thesis summarized that considering selected

philosophy and research approatttere 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 quéisns 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 empldyaefore,

it can be cacluded that for this research was selected Muoéthod strategic approach.

3.5 Adopted ResearcMethods

For purpose of building strong arguments for answering two main questions
and related four objectives of this thesis, author has selected varioushasethods
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 topiwetteere
selected environmental PESTEL analysis and internal business analysis by Business
Model Canvagsee more in Literature Reviewrpm Osterwalder and Pigneur (2010).
As for the primary data analysis, in relation to the author's conviction
about the apmpriateness of these research methods, as well as available timescale
and financial resources; there has been used online questionnaire -dagthin

interview.More detailed overviewf selectednethodswill follow.

3.5.1 Secondary Data Collection

In terms ofselecting secondary data related to the study, reader has been already
provided with the fundament al part of r
Revi ewo. Neverthel ess, although the anal
knowledge gaiad from the literature review, it will be supplemented by comprehensive
field survey of adequate resourcdsom the academic viewpoint, various authors
(e.g. Bryman and Bell, 2007; Maylor and Blackmon, 20€18psified secondary data
in various ways; heever, according to Saders et al. (2012), their classifications do
not cover the entire range of secondary data available. From that reasuierSat al.
(2012) on the basis of ot her academic a

of secondarylata, as shen in visualization of Figure 1Below.
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Figure 107 Overview of Types of Secondary Datacompanied by Examples

Secondary data
Documentary Survey Multiple source
i | | I [ i
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production) television Population,  Labour Market surveys reports reports
Organisations' ~ and radio Census of Trends Acadenics’ Government Government
communications Voice Employment  grganisation: surveys publications publications
such as emails, recordings BMRB . Books European
letters, memos Video International’s ol Union
Web comments  recordings ITBCZQEt Group publications
ndex,
Reports and !mage§ Employee Newspaper
minutes of including attitude reports
committees photographs surveys Books
Magazines Web images Journals
Newspapers
Diaries
Interview

transcripts

Source: (Sanders et al., 2012,307).
Therefore, for purpose of secondary data analysis in settiRkre s ear ch Re
and An a | y autha avill employvarious secondary data (across all three main
subgroups mentioned previouslgpnnectedwith (predominantly lowcost) transport
industryin the Uhited Kingdomand Czech Republicollected from relevant authorities
(e.g. Minidry of Transport Public InformatigrEuropean Union publicatiopsrelated
journal articles (gournals, as we)| legislationof the both countries, research papers,

newspapersnagazinesielated internet sources and academic books.

3.5.2 Primary Data Collection

As was mentioned previouslyp tobtain primary data, it is necessary to visit
and interviewrelevant authorities directlin the Czech Republicand questionnaire
with the potential customemrientedto frequenttravelersbetween Ostravand Brno
will be an essential part of this reseagres well Collected datgin case of online
questionnaire, in Google Docwg)ill 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 populatignas long as the research topic indicates that the population
size is manageabléCochran et al., 1954Sawnders et al., 2002 Nevertheless, most
commonly the research requiregploring 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 fqff€eather, 2013;
Sauwnders et al., 2012According to the Sanders et al. (2012), techniques of sampling
techniques may be split intoi Pr obabi |l ity or Represe
andi Nemr obabi l ity or (eedwreienmanmFtgurédbetow)l i ng o

Figure 117 Overview of Sampling Techniques

Sampling
Probability Non-probability
I I | I I I I | I I
Simple Systematic Stratified Cluster Quota Purposive Volunteer Haphazard
Simple Systematic Stratified (random) Quota Snowball Self Convenience
random random random Cluster selection
Extreme Homogeneous Typical case
case purposive purposive
purposive
..... SrseiadMulti-stage
Heterogeneous Critical case Theoretical
purposive purposive

Source: (Sanders et al., 2012, p261).

As for iProbabil ity or R e,p soealled mitRatnid\w en
s a mp |; itheasg @echniques haveeen considered as the most precisdereas
across the entire population, all members have equal chance of being included
in the samplgCochran et al., 1954; Saders et al., 2012). On the contrary, in terms
of A N @ probability or Judgement sampliog socalledii Nernandom s;ampl i
these techniquesreates avariety of alternative method®r the sample selection
on the basis oflivergentsubjectivejudgments(Feather, 2013; Saders et al., 2012).
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Despite the fact that, these techniques mayb®otis precisas the previous group

of techniques; for purposes of different businessor managementprojects

their objectives,nature of the study and the strategic choicesuggestthat these
ANeprobability or arefdly suffigemntand adeaquaigas wely o
(Cochran et al., 1954; Saders et al., 2012As seen in Figure 14bove, Sanders et al.

(2012, p261) defined fougroups ofi Nepr obabi l ity or Judge

asin Quot a, Purposive, Volunteer, and Hapha

For purpose of this dissertation, due to relatively low financial tengporal
resourcesauthorselectediPurposivé® group of norprobability samplingechniques
namely fAHeterogeneus sampling for application of designed questionnaire
(Sawnders et al.2012). For this technique is characteristic that the likehood of sample
being representative S relatively |l ow,
it reveal/illuminate key themes; control over sample contents specifies selection criteria
(in termsof questionnaire, it has been devoted to people who frequently travel between

Ostrava and Brno); and itelative costs are reasonable (Sars et al., 2012).

As for sampling techniquéor purpose of interviewsauthor choséi Ho mo
geneus s thah ppkcifies gsélecting criteria more narrowmllgan previously
selected sampling technique (8ders et al., 2012). Thusert indepth interviews were
undertaken with employees of Employment Offige the CzechRepublic (namely
Employment Offices of the Mor#an-Silesian Region, see branches of theharities
on the map in Figure )2because author aimed investigatewhetherher potential
business model casomehow help teseduce unemployment in the Moravi&iesian
region, and thus obtain funding througtantsfrom the European UnioiNevertheless,
MoravianSilesian Region has been seleated accor dance with aut
(Lel adn8), whi c htherésearch dost anaranspdmtadditioa,duthore d
visited ten interviewersagccompanied byne participant of pilot kdepth interview
in Ha v ? $idmanchesof Employment Officesn Bohum2 n, LeskIl Tng
pod RadBRoigdiNDamnt nad Ostravi cNovIiHaviaSmy, O

and Ostrava (there were sebmtpredominantly larger cities thegiven Region.
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Figure 127 Map ofE mp | o y me n t ranChied in tlee élsraviaflesian Region
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Source: Google Maps by (Google, 2013).

Questionnaire was generally devoted to both males and fer(adésntial
customers) who must frequently travel between Ostrava and Brno (the 3rd and 2nd
biggest cities in the Czech Republeee the route in map of Figuis). Therefore,
questionnaire was predominantly designed for residents of the MorSiesmn
Region. The main focus wa®n students betweeages of21-25, who have lower
income and have to travel from Ostrava to Brno to Universisywell as employed
people between ages of-36, whoalreadycommute to workfrom Ostravato Brna
Nevertheless, there were also included questions for unemployed people from
MoravianSilesian 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 Moraxv&lesian Region who do
not travel between Ostrava and Brno yet, but could have potential inténettjms
of the sample size, it hdmeen limited to the number of AQ%espondentsvhich author

consides as sufficienfor adequaténformation value.
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Figure 1317 Map ofthe 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'srelatively easy access to participant®s for in-depth interviews
(employees of Employment Office in tiMoravianSilesian Regio)) author contacted
participants in advance (by email or telephone) and informed them about the purpose
of the research, and that tmtarview 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

Afanpageso rseh.agr.i n@zoe c ho fiafciac i al Afanpageso

3.5.2.2 Pilot Study of In-depth Interview and Questionnaire

Many authors (e.g. Feather, 2013; &dars 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 resedtwre has been also applied pilot
testingtoonewdept h i nterview with the empdoyee
M2 st ek; and 10 pilot questionnaires were

of the researchérmtentions, with ainto obtaincritical and constructive feedback
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