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ABSTRAKT
Bakal&ska prace je zaftena na analyzu nastfionarketingového mixu ve spdaleosti
XY.
Bakal&ska prace je roztena na dv ¢asti — teoretickou a praktickou. V teoretickasti je
provedena literarni reSerSe o analyze marketingoyébstedi a slozky marketingového
mixu. V analytickécasti je gedstavena firma, marketingovy mix e-shdpatro Group a

strategie jeho pouziti.

Kli¢ova slova: Marketingovy mix, produkt, cena, digtiib, propagace, komunika mix.

ABSTRACT

My thesis is focused on the analysis of marketingx rtools in company XY.
This work is divided into two parts - theoreticaldapractical. In the theoretical part are
general information about analysis of marketing immment, and then the major
components of the marketing mix. In practical partintroduced the company, the
marketing mix of the e-shops Patro Group and dgyatdor its utilization.

Keywords: Marketing mix, product, price, distriba, promotion, communication mix.
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INTRODUCTION

Theme of bachelor thesis is: Analysis of marketimg in company NWT a.s. and their e-
shops Patro Group. The aim of bachelor thesis @mlysis of marketing successful
behaviour of company NWT a.s. Necessary componenttife proper functioning e-
marketing company is the replacement of physicalgenand configured marketing mix.

In bachelor thesis will be used the method of dpson, comparison and analysis. Thesis
consists of two parts: theoretical and practical.pa

In theoretical part will be explained marketing mard concrete instruments (Product,
Price, Place, and Promotion). Thesis will be atsmu$ed on customer satisfaction, basic
principles of customer care, maintaining and atitngc customers. Next point will be
psychology of sales, which is very important ingogral negotiations.

In practical part will be introduced situations eskked to the company NWT a.s., where
will be characterized the company (name, legal fomeadquarter, main subject of
enterprise and business partners which of therhascompany in business relationship.
History, organizational structure and achieved eoaupal results will be briefly
introduced.

In analysis of marketing mix will be discussed indual tools of place, product, price,
promotion and other P’s of the company. Recommemagdovements will be proposed
based on author’s own survey of potential custoraedsshopping behaviour.

The aim of final statement will be analyze markgtimix of Patro Group, find out
weaknesses and based on the results of author's smmey recommend marketing

strategy.
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THEORY
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1 MARKETING MIX

The phrase marketing mix was first used by N. HrcBo 1948. He wanted to explain
clearly that firm’s marketing activities couldn’elunderstood as sum up of tools, but in
complex matter, where result have to be harmoryicalhnected. (Foret 2000)

“Marketing mix is the set of controllable tacticgabarketing tools-product, price, place and
promotion that the firm blends to produce the rasgoit wants in the target market.”
(Armstrong and Kotler 1991, p. 50)

In original marketing mix there were approximatdl#P not only 4P. The ingredients
included product planning, pricing, branding, disition channels, personal selling,
advertising, promotions, packaging, display, sengcphysical handling, and fact finding
and analysis. These ingredients were lately grodqpyeH. Jerome McCarthy in 4P which
are generally the most important from all — Produdriice, Promotion and Placement.
(Scribd.com 2011)

Other P’s were introduced with the growing utilinatof internet as marketplace, but after
the collapse of the technology bubble of Interrmhpanies in 2001, the market cleared
from companies with little or none intrinsic valuln the end this collapse shows
entrepreneurs that Internet is a great place td swggply with demand and future profits
can be made by shopping in virtual world. “Finaltgchnology is shifting from the
mechanical world to the digital world — the intesneomputers, cell phones, and social
media — which is having a profound impact on thieavéour of producers and consumers.”
(Kotler, Kartajaya and Setiawan 2010, p.

11)

e e W e W e

+Brand name +Pricing strategy +Promotional strategy +Distribution channels
«Functionality {skim, penetration, etc.) {push, pull, etc.) «Market coverage
+Stylin +Suggested retail price +Advertising inclusive, selective, or
tyling

«Quality *Volume discounts and *Personal selling & sales exclusive distribution)
«Safety wholesale pricing force +Specific channel members
«Packaging +Cash and early payment +Sales promotions sInventory management
«Repairs and Support discounts » -Publ!c_relations & +\Warehousing
«Warranty *Seasonal pricing publicity +Distribution centers
* Accessories and services -Bu.ndlmg. . e *Order processing

«Price flexibility communications budget «Transportation

+Price discrimination *Reverse logistics

Picture 1. Marketing mix. Source: KAUSHAL, K.
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It's anything that could be offered on the markat $atisfaction of customer needs and
wishes. Offered products on the market are matgoatls, services, experiences, events,
information, etc. It could be said that productaisollection of physical and spiritual
quality. (Kotler 2001)

“In marketing, the word product means more tharoadg service, or idea. Product is a
broad concept that also encompasses the satisfaxft@l consumer needs in relation to a
good, service, or idea.” (Kurtz and Boone 200&19:50)

1.1.1 Level of product

There are five hierarchical levels in product. Thee surrounded around hypothetical
core. Higher level increase benefit value of thedpct for customer. But the most
important level is general usefulness for custori@is general usefulness is in second
level, transferred into concrete usable produceoyice.

Third level, represent idealized anticipation oé tbroduct, which include features and
merits distinct from competition. Fourth level ishanced product for something else, we
add something. And in final fifth level is enlargpdtential product of features or services
which has potential to be improved in future. (Tegtir2009)

core benefit of the product

sxpected product
augmented product

potential product

Picture 2. Five product levels. Source: KOTLER, P.

Classification of product

This category includes tangible and intangible pitsl. Tangible products can be divided
for short-term and long-term usage goods. Intaegibbducts are services.

Consumable goods
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Customers leading by their purchase habits areniguyide spectrum of products which
are in the first place goods of short-term usagedg of long-term usage, specialties and
unknown goods. (Tehrani 2009)

Goods for companies

Represent large range of different kinds of goodsl aervices which goes in
manufacturing process or serve as cover for proagluclt is material, raw material, semi-

finished product, capital investments and servi€Bshrani 2009)

1.1.2 Production mix
Two or more products are offered on the market bsmanies. Collection of whole
products and services offered to customers is cgieduction assortment (to put it
differently production mix Production mix contaimoguction lines and production line is
composed of individual items of productions. “WHhemsiness adds more product lines,
they widen the product mix and by virtue increabe bverall size of the business.
Lengthening the existing product line enables apamy to be associated with a full line
of products.” (Tehrani 2009, p.72) Items includedarct, brand, packaging and offered
service.
Features of production mix

- Breadth of production assortment

- Deep of production assortment

- Duration of production assortment

- Consistence (Soukalova 2005)

1.1.3 Brand

Brand is a marking of product or service, whichveeto differentiate product from

competition. One of the important tasks is buildemgd keeping goodwill of the brand.
Brand help recognize the product for the custoriso it is a guarantee of quality. Goods
of the particular manufacturer are identified bymea symbol, number, shape or their
mutual combination. Brand is registered under tradark and is law protected.

(Pelsmacker and Geuens and Bergh 2007)

1.1.4 Packaging of product
Package has protective and promotional functiothefproduct. Package sells itself and
should be aesthetic, because it can decide folhpsecor not. It can improve usage of a

product, storage, alienation or annihilation. Sigance of package is important for
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introducing new product on the market. Manufactinas to answer himself three relevant
questions: 1. Which basic function will has theduat? 2. Design of the product (shape,
graphic solution, colour, text)? 3. Which matemall be used for production? Nowadays

we also consider impacts on environment sensedcia snarketing. (Soukalova 2005)

1.1.5 Service

Service is activity or ability which can be offerby somebody to anybody. It's intangible
and don’t create any physical property. It's adaallie which is offered by company to
distinguish the market or market segment. Provisibrthe service requires concrete
strategic approach. Salesperson has to find the @y connect intangible service with
tangible features, how to increase productivitysefvices and ensure standardized good
quality of the service. (Kotler and Armstrong 2004)

1.1.6 Quality

Quality is very important component of the compigxif the product. It's often connected
with brand and price. Obviously product with strdmgnd is much more expensive and
probably has better quality. In Czech Republicualiy marked by different certificated
brands. In 90’s were in Czech Republic given dedie Czech made which is guarantee of
quality. Brand shows customers the quality of podcand service. Sense of brand Czech
made is to attract attention for customers on produth premium quality made in Czech
Republic.(Kalka and M@isen 2003)

1.2 Price

Price is the amount of money which consumer pay$iggoods or services. Way how to
force customer to pay concrete amount of monegn@ortant goal of salesman. The best
price is for customer and salesman different, bally successful salesman show customer
“dollarized” value of his solution.”Almost all sells claim benefits for their products such
as faster, stronger, longer lasting, superior ¢yalmore durable, more efficient.
Occasionally, the customer intuitively dollarizée tvalue of these claims and correctly
selects the product that yields the lowest totat.tgFox 2000, p.149)

1.2.1 Determining of price
If company came up with new products on the maokagive it in distribution network or

expand in new territory it has to create price thog product. Company has to make a
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decision in which segment of the market will sékit product. Also it has to consider
quality and price. (Horakovéa 2000)
There are several criteria for creating price sk&gy which has to be considered by
company

- Determining of price strategy

- Finding demand

- Revealing costs

- Analysis of costs, prices and competitors offers

- Selection of method of determining prices

- Selection of final price (Horakova 2000)

1.2.2 Price strategy

Pricing strategies are different in life-span af ghroducts. During first stage of the product
life cycle is price usually lower to attract biggamount of customers. Initial stage is

completed when curve of sales is drastically mouipg The consciousness is sufficient
and the price move up reflecting growing demandnaturity stage company tries to find

new target segments by changing the propertiesasodcompany has to be more aware of
price sensitivity, because competition usually mtee product which can substitute the
original. (Tehrani 2009)

1.2.3 Price changes

When is price strategy of company elaborated, tmapany change their prices by new
circumstances. Prices can be lowered, escalatezhor on change of competitors prices.
Cause of lowering prices can be over-abundant ptamy descendent share on the
market, desire of reaching dominant position onntlaeket or economical depression.
Price can be escalated by some alternative marihemsmpany has leading position on the
market but it was stroke by competitor with loweice level, it can react by several ways:
Keep price, came up with better quality of prodw#crease price, escalate price and
quality of product, or introduce several range loéaper products on the market. (Kotler
and Armstrong 2004)

If company change their prices thanks to reasontiored above, it has to consider the
end customers as well. Their customers are veryoitapt asset and “any customer

feedback or objection to a price change must lectdiely addressed by the organization’s
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personnel, who must provide a reasonable justifinator the price change to maintain

customer satisfaction.” (Tehrani 2009, p. 133)

1.3 Distribution of product

One of the most important decision which has todbee by company is to solve the
guestion whom and where will be products sold. Atsbas to be considering in which

way will be product offered in the right place aimde. Most of the manufactures doesn’t
sell their goods to end consumers. There are st tage or more marketing ways between
manufacturer and end customer. These marketing e@ysists of middlemen whose have
several functions. Way getting goods to purchasercalled distribution channel.

Distribution channel is complex of all middlemelog¢ak and Stgkova 2004)

1.3.1 Distribution channels

Distribution channels could be characterized asibdigion of goods from manufacturer to
purchaser. They can be without level or multiletiels depends on how many middlemen
are between them. Main function of distribution rh@ls is trade, logistic and supportive
function. Trade function ensure that activities ebhiinfluence transactions between
manufacturers, connection link and customers. ltmgfanction includes activities which
are needed to ensure physical distribution of pctsddrom manufacturer to consumer.
Supportive function helps to simplify and facilgaransfer of goods from manufacturer to
consumer. Customers wishes and needs and on tke lmtind character, features and
image of the product belongs to sale intensitg. Way of distribution which is chosen by
manufacturer.

We differ from intensive sale, selective and exelesale. Intensive sale include an effort
to sell product in the largest possible numbers witegrating the largest possible numbers
of middlemen. Selective sale is pursued by retaps. Exclusive right for sale of products
on particular place has exclusive sale. Produdtsbeng to category of exclusive sale are
chiefly with extraordinary market position. (Kotl2001)

Organization of distribution channel shows us hadividual units are dependent to each
other. Traditional distribution system consistsseparate independent subjects. It's most
cases wholesale, retail, agents which aren’t censtito be tied up by other units of the
system. Vertical marketing systems are composedasfufacturers, wholesale and retail.
These units are homogenous system and are certaatyolled. Individual members lose

their independence. Horizontal marketing systemashas how to develop distribution
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channels. Main idea is connection of two or moremganies on same logistic level. Goal
IS to increase attraction of outlet with sale obd® and decreasing costs. (Kotler and
Armstrong 2004)

1.3.2 Wholesale

Wholesale is an operation where all sales of gamdisservices are concerned to purchase
for next sale to retailers or other organizatioRssition in the system of distribution
between production and final consumer influencer thanction. (Armstrong and Kotler
2005)

“Wholesaling includes all activities involved inlkeg goods and services to those buying
for resale or business use. Wholesalers buy mdsim producers and sell mostly to
retailers, industrial consumers and others whodesdl (Armstrong and Kotler 2005,
p.413)

There are several criteria for wholesale. At fitdtas to choose target market, size of the
market, kind of customer, required services ancerotriteria. Assortment of offered
products and services, price strategy, promotiod amplacement has to be chosen.
(Armstrong and Kotler 2005)

Four types of wholesales:

1. Usual wholesale which offer full services, middlemendustrial distributors,
wholesales with restricted services, cash sale,leshte transportation, ensuring
wholesale deliveries, etc.

2. Brokers and delegates, whose doesn’'t own the gandshey have to done only
restricted tasks.

3. Branches and offices of manufacturers and retaidrsre negotiations between
salesperson and customer are putted in effect. Manues establish independent
branches and offices for empowering and gatherargrol over supply, sales and
promotion.

4. Other wholesales which are specialized in miscebas sales. It's agricultural
purchasing companies, auction companies, compafoesthe sake of oil

transportation. (Kotler and Armstrong 1991)

1.3.3 Retail outlet
Retail is an activity connected with sale goods affdring services to final consumer for
his own personal need. Production company or cogngtore or wholesale organization

can pursue retail. Retail is usually more focustbar( wholesale) on offering services,
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flexibility of changes and rightly selected retanix. Retail mix is complex of tools which
influences customer decisions if buy product or. ®ight placement of outlet, size and
interior of outlet, proper personnel selectioncerlevel, assortment and offered services
are momentous decision of the company in retail mix

Retail units are divided according to several dateSpecialized outlets - offering narrow
range of assortment of goods. Outlets with goodslafy consumption (supermarkets,
hypermarkets), which represent outlets with basfocgry's assortment and other
accessories in a limited range. Department stoage lwide range of assortment on one
place. Discount stores are usually members of atlain which offers wide range of
assortment. Large store complexes are called shgppialls which has variety of
independent and specialized trade companies anmattdegnt stores. Shopping malls are
mostly placed on peripheral places behind of citdsreover there are outlets where
customers choose goods from catalogue and if theysatisfied after scrutiny in show
room, they can fill the order papers and goodstlaea bring out from stock. (Armstrong
and Kotler 2005)

1.4 Promotion

“It is the specific mix of advertising, personallsg, sales promotion, and public relations
a company uses to pursue its advertising and magkattivities.” (Armstrong and Kotler
2005, p. 399)

Promotion is one of the ingredience of marketing mwhich spread consciousness about
offered product or service. Company has to not omignufacture product but in
appropriate way inform potential customers aboatftinctions and advantages of product.
Task of marketing communication is to call out et about company and her production,
maintaining current customers and influencing theiying behaviour and gathering new
customers. Potential group of customers spent o on internet searching for better
alternatives for satisfying their needs. Due toesbef internet connection and customers
ideas is internet as marketplace very competitmerenment. “The Internet is becoming a
more viable medium to promote products and servibesause of the increasing
availability of advertising. Furthermore, the cargtimprovement of technology has led
marketers to be able to improve the quality ofrtlogiline ads. Some of the sophisticated
technologies include DHTML, animated GIF images] ach media.” (Kurtz and Boone
2006, p. 187]
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Nowadays clients are demanding more utility vainaepvation, quality, accessories and
design of product. So the companies face the cigdlef how to develop their products to
adopt consumer. This process is called businessla@went and it is: “process which
enables to pre-empt the world’s changes. It hopefukcedes them, anticipates them, and,
if not, at least is infinitely flexible in relatiahip to them. “(Gerber 1995, p. 127)

Factors which influence process development styatéthe company:

- Nature of the product There are differences between product of consigmer
nature and products of investment nature. Conssnm@oduct are presented by
mass media whereas for product of investment isvichaal focus (e.g. personal
negotiation) more suitable. (Armstrong and Kotl@032)

- Product life cycle Intensity and targeting of communication changpehding on
stage of product life cycle. At first stage is emteffort of company focused on
creating subconscious about product (reaching akvevels of knowledge and
information). In next stage¥arget group: Basic principle of dividing targeting
group is on focusing on the final consumer or thstive (commercial) connection
links. When we are aiming on final consumer we eh&v primarily provoke

demand by media and advertisement.

Sales and
profits ($)

Sales

Profits

l
% Time

Product

develop- | |ntroduction Growth Maturity  Decline
ment

Losses/
investment ($)

Picture 3. Sales and profitSource: Armstrong and Kotler 2005,37.7

- Available resources Our finance given in promotion can be also deieech by
situation on the market so we have to consider etaskare, competition, effort
and capability of competitors marketing departméhtmstrong and Kotler 2005)
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1.4.1 Advertisement

“Advertising is any paid, nonperson communicatidmotigh various media about a
business firm, not-profit-organization, product,jdea by a sponsor identified in a message
that is intended to inform or persuade membersparécular audience.”(Kurtz and Boone
2006, p. 493)

It is the most common element of marketing commation. Usual consumers are very
often influenced by advertisement because they werteo with it in TV, newspapers,
magazines and other media. In public conscioussest8l wrong idea that marketing is all
about advertisement. Definition of advertisementasy paid form of communication
through mass media directed at identified consurteepovide information and influence
their actions.” (Quizlet.com, 2005)

It is targeted activity, which brings informatioa potential customers about existence of
product, its features, strengths, quality etc. He tong run goal of ad is to persuade

potential customer to purchase.

1.4.2 Sales promotion
Sales promotion is complex of activities which iegs directly on customer buying
behaviour e.g.: notice on time restricted discowrtsadded advantage like a free gift,
opportunity to win a prize in contest etc. Stimigdathas to be used with great impact on
customer decision. Sales promotions cause an effetediately after announcing but
have very short-term impact. It has to refill adisament and even in some countries like
USA sales promotion prevail on advertisement. Salesnotion permeates the entire
communication mix of the company and for this reaso difficult to gain full extent.
(Pickton and Broderick 2005)
Sales promotion has some disadvantages which confyganto take in minds:
- So often used time restricted discount can causenaage of company image.
Customers can be disoriented and gather an impressiow quality of products.
- Some customers disagree to buy products with orglipiéces and wait for discount
vouchers, quantity discount etc.
- Sales promotion can also cause short-term profit, the profitability isn’t
sustainable for long-term period. Many customers @turning to competitors

when discount come to an end. (Armstrong and KQ0€5)
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1.4.3 Public relations
"Public relations refer to a firm’s communicatiossd relationships with its various public.
These public include customers, suppliers, stoaldrsl employees, the government, the
general public, and the society in which the orgatdn operates.”(Kurtz and Boone 2006,
p. 495)
Public relations are in western countries importamjredience of communication
marketing. It is kind of activity of company on puh which generate and maintain
positive attitudes and relationship to company.
Impact of PR is based on three different features:
1. High credibility — newspaper news, articles andieeg are for readers more
authentic and credible than ads.
2. Ability to reach buyers unexpectedly — we can asslthese types of perspective
consumers whose avoids salespersons and ads.
3. Dramatization — PR has potential for emphasizinghef company or product or
service. (Armstrong and Kotler 2005)

1.4.4 Personal sale
It is primarily very effective tool in situationsh&n consumer preferences are created.
Thanks to hand-to-hand effect is this element aghmmminication mix able to persuade
customer about the advantages of product muchrbibe advertisement. Sales person
can be better prepared on individual needs andesisif the customers or business
partners.
Personal sale has four continually followed stegiled CARE:
1. “Cis for Contact.The initial approach is key. Salesclerks tell oustrs they are
non commissioned so they won't feel they are bausgled.
2. Ais for AskQuestions are used to determine what customete@kimg for and
how eager they are to buy.
3. Ris for Recommentost customers aren’t exactly sure what they wadt a
respond to specific suggestions about which itebeg for them.
4. E is for EncouragePraising the customer’s purchase and showing hashrfun

the gadget will be strokes a customer’s ego.” (Kartd Boone 2006, p. 557)

1.4.5 Direct marketing
Direct marketing can be defined as usage of dcentmunication channels addressed to

potential customers. It includes also services tikévery of goods and services without
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any middlemen. Direct mails, catalogues, telemargetface-to-face sales, interactive
TVs, kiosks, web pages and mobile devices are wiotBrect marketing. (Armstrong and
Kotler 2005)
“The use of direct communication to a consumerusifess recipient designed to generate
a response in the form of an order (direct ordenequest for further information (lead
generation), or visit to a place of business tacpase specific goods or services (traffic
generation).” (Kurtz and Boone 2006, p. 495)
Nowadays is direct marketing one of the most expantbol which has great impact on
relationship with customers. Many businessmen sendtheir customer’s birthday
congratulation, information pamphlets or small gifhostly with logo of the company.
Some companies build strong customer base by wégyafty programs, rewarding high
frequency of shopping and joining to club programs.
Advantages of direct marketing:

- Shopping from home

- Shopping anytime and anywhere

- Wider range of goods

- Products can be more easily compared

- Action of direct marketing has better measurab{ifymstrong and Kotler 2005)

1.5 Privacy

There is nothing worst for company than lack oftomeers. It’s lifeblood of company and
reliability between them and company is cornerstonng-lasting relationship. A lot of

work on building reputation of the online store daquickly ravaged by undervaluation
of electronic trade security and privacy policy.

“There are four types of privacy concerns that camiy arise for customers.:

1. Awareness of Data CollectionsThe extent to which customer’s information is
collected and stored by business.

2. Secondary Use:Secondary use refers to the concerns that usees dawt the
use of their personal information for other purmoseithout their personal
authorization.

3. Degree of control: The degree of control that business has overdhection and

usage of particular customer information.
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4. Duration and Extent of the Transaction: The future use of the information
stored in the database when and individual is madra of its use.” (Kotler,
Kartajaya and Setiawan, 2010 p. 266-267)

Logically there can be conflict of interest betwegthering information about customer to
have competitive advantage and customer privacyngaoy should inform customers
through purchasing process that they obey laws tapouacy policy, concretely law
n.101/2000 collection and that their personal dataldn’t be traced by third-party users,
especially their credit card number, birth datenlbnber.

Furthermore customer should have the choice ofatlmg of electronic magazines, send
in their email accounts, usually known such as tettess.
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2 CUSTOMER SATISFACTION

Every business depends on customers and that i€@vhpanies try to feel their customers
satisfied. Nowadays are customer feelings aboutpamy more important, because
competition is fierce and customer satisfactiomampetitive advantage and company is
also more stabile if it has loyal customer base.

Main point to customer s’ satisfaction is to setagmpany’s partners and their needs,
wishes and desires. Then give them your thoughafign courtesy and listen to them.
(Kotler 2001)

2.1 Basic principles about customer care

Companies have to respect several principles dbmes care:

Honesty: It is basic column of long-term relationship. Ievare openness and treat with
them sincerely, giving them correct information, etastomers are behaving to us with
trust. It can be also helpful when customers avengius information about competition,
their prices and industrial espionage.

Proactivity. It is ability to anticipate customer’'s behavioom certain impulse. Every
company has to consider and anticipate customeysbles and implement solutions in
developing product for them. It's kind of empathixed with revealing hidden desire.

Fair negotiation. Relationship between company and customer h&e tbased on win-
win strategy where both side has to gather somgthiitom this reason companies
shouldn’t conceal any information for their advaygabecause there is a danger that
customer reveal dishonest behaviour. Disappointestomer loose trust in brand of
company and there is danger of increasing bad agpatabout company when is talking
to their friends about bad experience.

Customer knowledge.lt's very important for targeting market segmenfpaftners. If we
know the customer (social class, family, averagenme, etc.) we can prepare better offer
for him. (Spéil 2003)

2.2 Attracting customers

Main goal of entrepreneurship is long-term profiigb If the companies want to
accomplish this goal they have to devote a lotimfetand finance to retrieval new
customers.

There are three know-how rules which help us gatker customers:

1. Attraction of customer attention.
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2. Influence customer needs.

3. Influence on customer purchasing behaviour.

Specific promotion, individual information, effoid persuade customers about usefulness
of the product or service has to be focused onnpiadlecustomers. Companies have to
realize that potential customer has no experierite ws so we have to be focused on our

good first impression. (Kotler and Armstrong 2004)

2.3 Maintaining customers
Many companies are trying to lure new customer tmamtain their old customers. It's
mistake to do not pay attention on long-term refahip through loyal programmes.
Satisfied customer has several advantages for agypée remains loyal therefore he
doesn’t care about higher prices and easily oveectnwubles which can appear during
partnership. A satisfied business partner givespasitive recommendation to other
potential customers and therefore creates pos#dt/dor our company. “Very satisfied
customers buy more products and are helpful fomgia feedback for our product or
service. This is important for improving or devealup new products.” (Schiffman and
Kanuk 2004, p. 342)
“Relationship marketing is the key for maintain tounsers. It's important to distinguish
five different levels of developing customer resaship.

- Basic marketing

- Reactive marketing

- Responsible marketing

- Preventive marketing

- Partnership marketing” (Kotler and Armstrong 2004283)

2.4 Tools of negotiations

There are three basic tools of negotiations: powere and information. Handling these
tools are keys for successfully negotiation.

Power

Every company use own strategy of power. Generihitien is as source or form of
energy which strengthen or weakens our positigoosition of other side. Source of power
are competition, knowledge, expertise, investm@ward or punishment, legitimacy, team
support, image, morality and stamina.

Information
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Information are sometimes more valuable than mokayerienced businessman collect
large amount of information before negotiations ibednformation is essential part of
successfully negotiation. It's right to ask peopleose are in touch with other side for
background information. Getting more informatioroabcustomer needs is giving us an
opportunity for creative negotiation.

Time

Time is also crucial factor which influence resofitnegotiation. When somebody is under
time pressure he acts prematurely and his demaiidtatvn quickly. Many companies use
time limited offer which persuade customers forcuand unconsidered purchase.
(Burnett 2002, p. 122)
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3 PRESENTATION OF THE COMPANY

Company NWT a.s. is enrolled in trade register kgpRegional Court in Brno. Company
was established in 1992 in Kreétiz. Statutory authority and secretary is David Ko
owns 91% of the company. Remaining 9% have Jiig.Stodilka, Ing. Zdegk Topi¢
and Bc. Martina Vitkova.
Company NWT a.s. is one of the largest IT firm ireCh republic.
Philosophy of the company is to offer comprehenseices with high added value to the
professional level and approachable prices. Gollng-term relationship with customers
based on mutual trust. When the Czech Republiegbthe European Union in 2004, close
cooperation between NWT a.s. management and oagams supporting the development
of regional and structural policies were put incglaThanks to knowledge of the issues the
company has successfully implemented a numberaégis that enable her to get ahead
competition and increase added value for its custem
NWT a.s. focuses primarily on the following cliegrbups:

1. From the smallest businesses to multinational catjmms

2. Public sector (education, health, offices ...)

3. Home and home users who buy online

Customer portfolio consists mainly from ministryate administration, local government
(schools, hospitals, offices), banks, leasing comgs multinational corporations.
Furthermore significant regional and medium-sizedtemrises and finally small
businesses and home buyers purchasing productdymanhe internet are key business
partners.
Key mottos of NWT a.s.:

1. “Quality is in the details.”

2. “We know why we work.”

3. “Above standard is our standard.”

3.1 History of the company

NWT a.s. was founded in 1995. Seat of the newlsnét company is Hulin, a second
branch is Kronitizsk& shop. Initially was the company focused dessand services to
retail customers. Dynamically expanding activileg the groundwork for good start
wholesale sales. Supported by successes in sgilngompany committed separate

division, which focuses on comprehensive solutweite high added value — e.g. the



TBU in Zlin, Faculty of Humanities 29

implementation of computer network communicationsanet and internet.

In early 1999, a branch office in Zlin was estdi®is. Important milestone in the history
was the acquisition of ISO certificate. According$O standards series 9,001th in 2000
the company had a turnover 130 million and nowadmgse of the 100 largest companies.
In the same year become a Microsoft Certified Raramd receives HP Business Partner of
the Year.

In 2001 the company moves to a new informationesysit’s operational online B2B
system solutions for customers and it significantiproved the on-line connection of
branches to the central server. There was an atgui¥rerovskelnfoweb” Internet
company and thus greatly enhance the region'swgitéivision. The new branch in Prague
was founded in 2002. At the end of her then supptegsd another branch in Prague after
the acquisition of the “Cedrus” - the leading Czsappliers and mobile printing solutions
from HP. Annual Turnover in 2002 was 212 millionKCZ

In 2003, the company had over 60 employees. Expavidion Services, a division of
internet is growing by acquisition in those ongse&al Solutions Division is working on a
project the “Slunce do Skol.”

In 2004 the company expanded portfolio of servares consolidate existing market
positions. Due to expansion of Zlin branch is bodda new modern building.

In early 2005 the company had more than 90 empoy&®ject management is applied
both within divisions. The development plan alsdudes completion of reconstruction of
the Zlin branch in the project of the Ministry Teadnd Industry, Department of Structural
Resources Investors in People.

In early 2006, the company has 110 employees. Aes|geveral important certifications -
Microsoft Gold Certified Partner, Microsoft Smalu&iness Specialist, HP preferred
Partner and is certified as one of the few comsmeen for installation of fiscal cash
registers. In the same year, the NWT a.s.is aroaatid service partner of Fujitsu
Siemens.

In 2007, the NWT a.s. becomes an authorized sepadaer of IBM. Ongoing completion
and supervision centre building a new logisticstieeim Hulin. Number of employees,
despite of the sales division, expanded to mone 118 employees. Total turnover in 2007
amounted to 550 million CZK.

The year 2008 was marked by the ever improvingitierservice and services for
customers. Company has launched a surveillanceegevitich are connected to all

customers who provide network management and I3oouting. But there is no problem
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to connect anyone else. Part of the Hi-Tech Compakiherské Hradigtwas purchased,
thereby significantly extending the coverage ofelass network which extends from the
Valasské Mezi¢i to Hodonin. Photovoltaic power and cogeneratioitsiare increasing
performance in electricity generation. Already camy see different values of divisions
and by colour are trying to communicate to custansuch as through a new web
WWW.Nwt.cz.

In 2009 the division was created NWT Solar, whipbaalizes in construction of
photovoltaic power plants of all sizes. To the 009, 6 structures have been realized
from 30 kWp to more than 1 MWp. Company continu&ydo invest in renewable energy
- are preparing new projects in the field of CN@ &motechnology. Internet commerce
changed PATRO.cz web site design including the.ltige not only a new look online
store, but it is completely rebuilt from the groundluding new programming site. Users
were introduced to completely new business portatently the fastest search algorithm

on the Czech site.

3.2 Organizational structure

NWT a.s. is large company although it is flexibledaadaptable of customers needs. For
every target group of clients has the company iddad trade policy. It is crucial to
develop and focus to company’s employees becausedss is about people.

Secretary

Blue group

Picture 4. Organizational structure of the comp&WT a.sSource: NWT a.s.
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Outer organizational structure has three diviswwhigh are visually separated by colours:
Green group is focused on mass-market with lowest price. & ha effort to offer the
widest portfolio of products. Main sale channeinternet. Green group pursue web stores
of the family Patro Group.

Orange group offers services like connection to internet, voiservices, network
management, webhosting, outsourcing, printing goist In this group belongs subsidiary
companies EMEA s.r.o. — ADSL, Audio lines, mobildls, VolP.

Blue group offers standard ICT services, system integratiack up, data safety, printing

solutions and hospital information system.

3.3 Company’s goal

Company NWT a.s. determines their goal in long-teadvance. The main goal is
sustainability of economic growth without decliné customer care. The company
appreciate their addiction to consumer behaviour their impact on profitability of the
company.

The company has to make analysis of customer aetlish, analysis of the competition on
the market, determine SWOT analysis and their ntisadggend financial goals. Because of
size and organizational structure, the companytbamprove their inner organizational
structure and control performance individual daparits.

Strategic goals are sale strategy, strategy ofnlgydtrategy of revenue, strategy of debt in

the private sector, strategy of reduction of thet€o

3.4 Economic results
Economic outcome has growing but not jumping charad he graph shows the effort of

the long-term positive economic result and econatability.
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Graph 1, Annual report. Source: NWT a.s., nam. MRa7, 768 24 Hulin, Vytoi
zprava, online, 9-11-2010, Available from WWW: iiyww.nwt.cz/img/static/file/Vyr_
zprava.pdf
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4 MARKETING MIX OF THE PATRO GROUP.

Marketing mix is one of the basic tools which shdewelopment of the company on the
market. It's one of the tools which set up goalhaf company.
In bachelors thesis is treated marketing mix ofithernet division of NWT a.s. — e-shops
belonging to the Patro Group. There will be expdoredividual tools of marketing mix:
Offered products, price of the products, distribntiways — place with utilization of
promotion.
In 1998 was group of internet department storesoRatoup founded. It concerns with
retail sales of a broad product portfolio and Ilookifor opportunities the online
environment in general, but especially in relatiorfinal customers. Www.patro.cz is the
dominant sales channel of Patro Group, but regigtraon this website customer gains
access to several specialized online stores:

1. www.dobreleky.cz
www.zahradnishop.cz
www.dvdmax.cz
www.alfasport.cz
www.ikancelar.cz

www.knihy.cz

S A

Www.patrotour.cz

4.1 Product

Company NWT a.s. and their internet division ofr@abroup offer many products from
different types of consumer’s market. E.g.: Fun@fuhome accessories, floors, electronics,
music instruments, etc.

In bachelor thesis is divided products and senvicé&sgroups which provide e-shops Patro

Group.

4.1.1 Assortment and brands

Company NWT a.s. sells through the e-shops Patooigsproducts for consumers market.
In this field is very fierce competition. From thisason company’s policy is to offer wide
range of products with presentable quality for gpdde. Company is opened to needs and
wishes of the customers and flexibly reflects te ttew customer behaviour. Although
their customers have different needs, the compémggle for individual fulfilment of

their wishes. Customers can compare products ofymemufacturers, which sells same or
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similar products. Products which aren’'t available auickly ordered for customer

satisfaction.

VARIETY OF ASSORTMENT

Small Appliances
Large Appliances
Built-in Appliances
Household
Tescoma
Furniture

Lamps

Home accessories

Floors

Electronics

Satellite Technology
Photographic equipment
Mobile Phones

GPS

Hardware
Supplies

Software

Underwear

Books

PC books

Music

Movies

Games for PC and consoles
Sport

Hookah

Musical Instruments

Shoes

Handbags and purses
Watches and clocks

Jewellery

Erotic shop

Drug store

Pharmacy

Hand tools

Electronic tools and machinery
Tires

Goods for garden

Office Equipment

Stationery

Goods for your pet

Gifts

Gift vouchers

Holidays and tours

Figure 1.Variety of assortmerource: NWT a.s.
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Guarantee of quality

The company has high standard of quality and sesvand most of their customers are
satisfied with this. The whole assortment is coslel®y a certificate, declaration of
conformity according to the applicable legal staddaSuppliers are carefully chosen, and
perform routine quality control of goods. From amsers survey | know that main
problem of online shops are quality products andicadappropriate to use for proper
operation. Some customers do not know what secpaligies are followed at work, but
thanks to trained and professional salespersonsyang to eliminate the potential risk of

injury when using products.

4.2 Price

Due to heterogeneity of the e-shopwww.patro.cz dmspany many different customers
and wide target market. Prices of certain goodfiénordinary course of the store and the
Internet are different. Green group focused onsthle which includes shops chooses the
strategy of low prices. The prices in online stassabout 10 to 30% lower than in malls,

with big differences between different types of deo

4.2.1 Discounts

The company responds to dynamic changes in theanhldth short-term discounts, which
are temporary, or sales, which are limited wareb@tscks. Moreover, the CLP (Customer
Loyalty Programme) aims at customer satisfactiod amaintain long-term customers.
Therefore, using a loyalty program "Patronka” iaikable for registered customers. Its aim
is to reward customers purchasing goods dependinth® volume of orders and allows
them to get back some money for the goods by angdinto their virtual wallets —
“Patronky”, which may then be used to obtain disgeuor additional purchases. When
the conditions of entry into the “Patronka” areistgred, customer set up a virtual wallet
to which it will be attributed to points (virtualaney) from the purchased products. These
points are shown in detail for each product, thusrgnteeing that every customer knows
in advance how many points it will be credited afierchase.

The customer can use their points in the virtualleva-“Patronka” of the purchase of
goods or services, reduce it by the price of gamdiered on the amount used to pay the
purchase price - that you choose during the makinthe order and verifies the choice

before the completion of each order.
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Within few months, appeared on the internet matkegp many sites offering huge
discounts. E-shopwww.patro.cz utilizes this trend aees an opportunity to promote their
products through site www.bonif.cz. Based on custolmcation and time limits on offers
can company reduce costs on product and approaskgment of customers who will
never be interested in usual offer. These Spedials positive impact on widening

customer base.

4.2.2 Payment terms

Because the company weights its customers, ifésing, if necessary, professional advice
on the financing of their products. Customers damose from different types of payments
through credit company ESSOX. Part of the web fater is also patro.cz repayment
calculator. The company tries to deal with custafair, therefore, clearly indicates the

annual percentage rate on the loan as a percentage.

4.3 Place

Customers can choose how their goods will be deltzeCustomers can personally take
the merchandise in four locations within the Republin Hulin, Prague, Brno, Ostrava,

Zlin, Hradec Kralové and Kro#tiz always on weekdays from 8:00 to 5:00 p.m. Indase

of sending orders abroad, the company collaborateaexternal transport companies DHL

(only Slovakia republic) and FedEx. Most frequenthed methods of delivery are listed in

the figure.
Type of transport Description
Business packag€ éskaposta) Billed in two parts: postage

Carting home to work on time the next day
In the absence of the goods can be picked up

within 7 days post

Shipping service (PPL up to 20 kg)Delivery within 24 hours after dispatch

Shipping service Delivery within 48 hours after dispatch
Over 20 kg Phone carrier delivery time, always announces in

advance the day of delivery




TBU in Zlin, Faculty of Humanities 37

Shipping service Delivery within 48 hours after dispatch
Over 100 kg Phone carrier delivery time, always announces in

advance the day of delivery

Figure 2. Delivery optionsSource: NWT a.s

In addition, the customer can pay extra for premisenvices such as exact time of
delivery, which is could be also in the eveningeithiake out goods to hard to reach areas

(usually flats without elevator) or disposal andlegical destruction of an old product.

4.4 Promotion

4.4.1 Personal sale

Company stores, can be currently found in Zlin,r&82, Hulin, Brno, Krondiiz, Hradec
Kralové, Uherské hradi&tand Prague 9 — Vysany. All stores await you willing and
skilled businessmen who are ready to give professiadvice. With company’s size and
economic stability, company provides excellent d¢towls for distributors — merchandise
will in most cases available on the second dayatngrices that will often be pleasantly

surprised.

4.4.2 Retail sale

In most cases, end customers are primarily bussegsublic administration and local
government, education and health —i.e. Businesseeq Given that for these customers is
especially critical availability and rational econias of IT operations (minimize IT
downtime in operation at the best price), they biggest suppliers of the leading
manufacturers in the field (in alphabetical ordBell, Fujitsu-Siemens, HP , IBM,
Microsoft).

The desire of every major manufacturer of hardvear@ software to resellers (companies
like NWT a.s., which will design and deliver thgiroducts directly to end customers)
prefer only one specific brand and all competitdasmed as the worst possible.

The company’s objective is different: to listen e customer and then suggest an
appropriate solution and a suitable supplier ofdbkition. Therefore, collaboration with
smaller brands gives customers’ choice of alteveasblutions that complement the offer

of the biggest producers.
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Traders receive training on the products of allan&ardware and software producers to
have a really comprehensive overview of the maskettion. In addition, each of dealers
even as its specialization in more sophisticatddtisms — storage systems, licensing,
virtualization, clustering, etc.

Supplies are provided by two wholesale warehousasHulin and Zlin. Delivery “to your

table” runs twice a day.

4.5 Online Ads

During the year 2010 company NWT a.s. changed theline shop www.patro.cz and

these changes are visible also in connectivity mifne ads. Obviously disillusion of

attractiveness of traditional banners led to changkich has better impact on

concentration of visitors. Vertical static strigstext and pictures (skyscraper banner) with
high compression of .jpg file format are placedight side of the each page. This allows
visitors to be more concentrated on tracking ofdgowhile their attention is pleasantly
focused in future steps of examination next progluct

Also crucial factor of long-term relationship is beware of pop-up windows, search
engines advertisement like Google Ad Sense andr aibietextual advertisements. The
disastrous consequences in spite of short-termtalodity, has interstitial banners. The

company is aware of this risk and during their kbagting field of activity, company never

succumb to temptations of short-sighted profit.
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4.6 Evaluation of data from the survey

4.6.1 How was survey conducted

My goal was getting more than 300 active participawho will freely answer my
guestions focused on their view on online shopphgmajor issue was address also older
generation because they are provider of differgpe tof feedback. My tools were social
network Facebook, server www.vypinto.cz and | coaldo derive from my personal
contacts with classmates and friends. Logicallyenermy circle of acquaintances, people
in my age so | encounter the problem how to ga@wsiof older people. Thanks to my
occupation in sales division and willingness of saperior | could make my survey in my
employment. Often | went for my customers in tH@mes and | met with many diverse
people who were so helpful and contributed by thpinions to credible survey.

First question was from the category of closed goles. My task was to find out how
much is the Internet utilized for shopping. Althbut)is may seem too general, | think it is
very important because it points out how importans the internet as a place where
supply meets with the demand.

Do you shop online?

Graph 2.Shopping online. Source: own

The survey clearly shows that the Internet is aabéished sales channel. Furthermore, |
found that 95% of internet users have ever bougieshing in the e-shop. This figure is
not included in the chart above, because | triefiltey out those users who buy repeatedly.
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Next point was filter of online shoppers by agéerra.

Age structure of online buyers

60

50

30 A

20 A

10

Age 18-25 Age 25-40 Aged0-?

Graph 3.Age structure. Source: own

As expected, we see a downward trend with posdoreelation with increasing age. My
next goal was figure out, why older generation tlotilize advantages of online shopping
and how can be changed this negative trend.

Inability to use the Internet

Fear from fraud

Mistrust due to lack of physical contact

Fear of a bad purchase - no one to advise

0% 20% 40% 60% 80% 100%

Graph 4.0bjections. Source: own
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Major issue and obstacle is combination of geneadbility complemented with fear from
a bad purchase. Customer who feels unsure aboutheproduct or service will solve his
problem will postpone buy decision and let the cetitipn solve his problem.

This phenomenon is most evident in the economidedly active and older people who are
looking for the cheapest option. On the other hiahdlieve that they would rather pay a
higher amount for the reassurance that bought cityreHow can be people more sure
about right purchase is the subject of chaptermagended improvements.

Another indicator is the appropriate method of pagtrvia the online store. Pay for goods
should be simple, but the customer should be cettait he gets required goods when he

paid in advance.

Payment methods

B Cashon delivey  HPayinthe store Electronic funds transfer ~ m Other ways

Graph 5.Payment methods. Source: own

From the graph we see the Czech consumer consgnvatiithough the payment is less
convenient for delivery, still has an importantqaaor shoppers who have a philosophy
“from hand to hand.” This trend will be positiveghanged due to growth consumer

confidence in virtual shopping and security measure
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4.7 SWOT analysis of e-shops Patro Group

Strengths

Weaknesses

Good market position in
B2B market

Dependence on suppliers

% Personalization of Web
g Strong business partners Interface
o
% A wide and diversified High demands for control an
< range of assortment innovation
8
= 19 years of steady growth Lack of company promotions
on the market
Opportunities Threats
Competition among Strong competition of e-shop
I suppliers .
E Low requirements for entry
}= Increasing purchasing into e-market
>
5 power of citizens _ _
= The behaviour of China
c
) Growth in Internet usage .
5 Adverse demographic

development - aging

4.7.1 SWOT analysis output

During evaluation of SWOT analysis | concluded s anyself an important question —

Figure 3. SWOT analysis of e-shops Patro Groupr&owwn

“How to take advantage of the strengths for thepsegsion of threats?”

The answer is hidden in weaknesses of the comeitly.competitive low inputs to the e-

market and relatively low long-term costs in we eapect even more competition. Due to
threat of loss of customers is the investment istauer relationship important factor in
the future stability of the company, even though virtual marketplace cannot physically

meet customer and dealer. Concrete steps are ptecH®roposed improvement of the e-

shops Patro Group.”
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5 PROPOSEDIMPROVEMENT OF THEE-SHOPSPATRO GROUP

5.1 Discounts
Two ways of discounts — Patronka and Bonif hastp@esimpact and attract customers, but
I would like to present a way how to attract theraremore.
First | have to mention that | am not big promatéipercentage discounts, because their
use has two disadvantages:

1. Drastically destroys profit.

2. Raise impression of poor quality.

Despite of these huge disadvantages | would likad@pt percentage discounts in e-shop,
but in different form.

| proceed from the assumption that the customeslgaving money. On the other hand, |
do not want this positive fact reflected in lowengany profits. We all know the example
of quantity discounts. These discounts can bettediindividual in the event of purchase a
larger quantity of consumer goods. But how to foruastomers to buy in large quantities
when they doesn’'t buy consumer goods? My recommiemdes to show customers what
additional products or services can improve thgioal product. Strong incentive to make
customers pay more than it originally wanted toeofthese additional services is an
interesting percentage discount. The result is towargins but higher volume of sales,
which leads to greater profits. The question is htmwoffer customers exactly the
additional services or products which may be indmigle of interest. This issue is devoted

to the personalization section.

5.2 Personalization

Lack of physical image of online shops resultedlianation with the customer. One of the
procedures how to avoid this unwanted situationbislding relationship through
personalization of customer individual needs. Sssitgd guru of salesmanship can use
different questions based on logical, emotionaélexr can use open and closed questions
to obtain needed information about the customesh&ps Patro Group logically can’t
replace physical meeting, but has other way hopetsonalize the customer.

5.2.1 Past shopping history
Customer behaviour could be in some way predicted eompany can use it for

recommendation of the products that enhance valuihé customer or noticeably increase
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possibility of using. Precondition for using oth&sers' past shopping history is to offer
large quantities of goods. Patro Group can delalsout 160-200 thousand goods, but
don’t utilize this hidden opportunity which is idsi of the company.

For better understanding | will bring out an exaepf a customer who needs to print
documents in his home. We can assume that hethésig-shop www.patro.cz to choose a
printer. It is nice that the customer can choose ghnter which other customers had
bought the most, but further efforts to care fgpadential customer is over. | think that

there is a weak point of the NWT a.s. which aciudlbesn’t realize what actually sells.

The customer does not buy a plastic box with witeg can nicely buzz and flash. The
customer needs to print documents at home comfygriRefill cartridges, paper package,

installation service and etc. could be useful fon.hTo sum up, e-shop www.patro.cz

should use the data about customers who purchasathe or similar goods purchased for
the additional services. Concrete solution is erdbegthe script in the web page and
every time when customer gave something in hisi@irshopping basket, the screen with
the relevant products will appear.

5.2.2 Collaborative filtering
Create a system that will assume what the custoees, based on the purchase histories
of other customers is quite simple. Refine the @gdgions can the e-shop even more by
exploring users who will share their personal prfiees. The disadvantage is that the user
must have a positive rating and be as similar assiple to new customers in the
preferences. For www.patro.cz collaborative filbgrican be a future source of data to
predict an individual's needs. It must, howevedrtsirom scratch. First, company need a
wide database of past shopping history, and it iprestide the following items:

1. Differentiate and sort customers and middlemen

2. Attract current customers to rate purchased product

Let me give a concrete example of how cans wwwopzatr implement collaborative
filtering:

In this case, a customer found a new hobby- he ianaateur graphic designer. He has a
problem with the use of advanced tools for freewadior Inkscape and therefore seeks
for guidebook. If thee-shopwww.patro.cz had systefn collaborative filtering, the
customer could be experienced by graphics devdieeatzaother possibilities of graphic
editors. Extending the horizons of customer holtnylat be profitable for the company, if

the company can show customer next steps for fuki@v-how.
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5.2.3 Customization

Customization and personalization often overlapsheather, but there is difference in
active participation of the customer. Customer #hduave choice of customize his
account, because it enhances interaction and thexghport relationship between them

and seller.

5.2.3.1 Favouritelist

Favourite list or wish list is another way how amer can customize his favourite e-shop.
Patro Group hasn’'t any wish list for their custosnand | think it is mistake. Company
could use "wish list" to increase their profits dayce in a while send customers a discount
on some of the products listed on this sheet. Tdrgeted and certainly demanded action
prompts the customer to re-purchase or at leastsibtheir site. This has undoubtedly
resulted in at least update the customer's knowletthgit there's a specific place to address
their needs and wishes. This act will strengthenrétationship and for competition will be
dragging customer almost impossible. The strongpadition that is the Internet e-shops,
their clientele is so strong competitive advantdhgat company can in future charge more

profits.

5.2.4 Informative articles, reviews
Company has very few informative articles or re\deon their products. Instead of
reviews, e-shops in Patro Group offer brief acheds. The problem is that there are very
few of this news on the websites (don’t cover evatggory of assortment) and don’t have
significant impact on customer decision thanksttle Imeaningful value.
There are three ways how the company can changsithation:

1. Create a forum for each product.

2. Add hyperlink to a web page with concrete review.

3. Writing your own reviews.

The last choice — writing your own reviews, is thest expensive one. Even it is best way
how to attract customers on reviews, | doubt alettirn on investment of this act. So |
recommend obtain approval to insert hyperlink oheotwebsites with reviews. Both
subjects — the e-shops Patro Group and foreign iteebdl benefit from an increase in
visitors.

The last recommendation is to create a discussinmt where users could freely express

their views about the concrete products and akselyfrcompare with other products on the
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websites. However if the company NWT a.s. providis forum, they have to defend
themselves from the two risks.
1. Compromising the reputation of the company by tieevs of disappointed users.

2. Coarse language of users.

The general problem is insulting and derogatorgnggmwhich exist, due to the anonymity
of forums. Firstly, the company should write ethiaad moral code of discussion forum
and aware debaters that inappropriate expressidhdevdeleted. This phenomenon of
insulting expressions may be partly prevented lptovritten in programmer’s language.
This robot will search in html code of web paged aompare words or phrases with your
own text database. When the match with black figirohibited expressions will be found,
words or phrases will be deleted automatically.

Furthermore | recommend to active participationodier users and evaluate views in
discussion both negatively and positively. Visitben can have option of filtering these
really valuable views. In top of every discussitvere should be found two posts from
opposite ends spectrum of views: The most critiealew and the most favourable review.
Another point is the danger of losing control otlee reputation of the company. First, |
must say that | understand this objection to tsewdision forum, but | disagree with her.
According to global survey, one satisfied customék tell about his positive experience
another 5 friends whereas one disappointed customlkrtell about his negative
experience another 20 people. | cannot wondetrtliese numbers are very convincible for
denying to have own discussion forum. On the ottend, according to independent
servers, only less than 1,6 percent of customers wissatisfied with shopping on Patro
Group. | think company needs to realize how freslg quickly are shared information on
the Internet. Company NWT a.s. has honest appraaciistomers and therefore should
not fear loss of reputation.

5.2.5 Personalized services
Personalized services like greeting cards for msetl product, wrapping paper and gift
vouchers has historically relatively small margin purchase, but also contribute to

relationship with customers.

5.3 Online Ads

There are some details which could be used forooust satisfaction and profit of the

company. Some final steps of personalization cbelglaced also in online ads.



TBU in Zlin, Faculty of Humanities 47

Customers surely appreciate that they don’t haweaib as long as banner will be loaded,
but the content of banner should correspond ta thehaviour. Their typing in search box
should be monitored for targeting of his real nesu$ banners would have to adapt to this.



TBU in Zlin, Faculty of Humanities 48

6 CONCLUSION

Bachelor thesis was primary focused on marketing amalysis of e-shops Patro Group
whose major e-shop is www.patro.cz. Goal was tabdish a concrete solution to improve
the current state of web e-shops Patro Group.

Patro Group is engaged in providing comprehensiwveices in consumer products. Great
emphasis is placed on the quality of services piexti This is evidenced by the fact that
eshopwww.patro.cz was rated with "Trusted Custontgy” independent comparator
www.heureka.cz and also certified by the SOS - gisg¢imn for Consumer Protection.
Based on the analysis of business environment amves of the potential customers were
these recommendations proposed: Personalizatiomebf interface, creation of reviews
and valuable newsletters for customer satisfaction.

To support the sales are used price tools, suttieaasction discounts and virtual currency -
Patronky. Therefore were proposed volume discoantsadditional services that expand
the utility value for the customer and increaseptadits of the company.

Based on the criteria were discovered that the emwys for the consumer market a fair
partner who can satisfy the wishes and needs df tstomers. The advantage is the
company's range of services and well organizatistrakture, which ensures smooth and
efficient running of contracts.

The company should focus more on brand awareness NM8., especially shop

www.patro.cz should be better able to present dotiqu
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APPENDIX P I: MAIN PAGE OF E-SHOP WWW.PATRO.CZ
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APPENDIX P II: GIFT VOUCHER

DEItFOCZ VSe pod jednou e-strechou

Darkova poukazka

0123456789 PLATN 31.12.20xx
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APPENDIX P IV: NEWSLETTER OF WWW.PATRO.CZ (MARCH
2011)

pa tro,cz VSe pod jednou e-strechou

Slevy nejen pro sportovce /-,

Skateboardy o Sportovni vyziva

Vase potéseniz bru:
Inline brusle Rocato

L
i

brusleni

-ruzné velikosti

-~ wynikajici komfortni softova bota

- robustni hlinikovy podvozek s AVS
(antivibracnl system)

- dopliikova prezka na suchy zip

- Snerovani

Zobrazit celou kategorii
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APPENDIX P IV: ANSWER SHEET FOR POTENTIAL CUSTOMERS
(ENGLISH LANGUAGE)

Do you prefer buying goods in a physical storemdme?
WY YES? o
WHhY NOt? ..o

If you prefer online shopping, how long do you apgmately wait for delivery?
* Next business day.
e 2-3 days.
* One week.

* More than one week.

How do you pick up your merchandise?
« Post office.
e Shipping company (DHL, PPL, etc.).

« Personally at the branch.

How do you pay for your merchandise?
e Cash on delivery.
e Pay in the store.
* Electronic fund transfer.

* Other way.

How often do you shopping on the Internet?
e Twice a month.
+ Once a month.
e Several times per year.

* One time in the past.

What are you looking for in the selection of reletva-shop? (More answers are tolerated)
» User-friendliness.
* Prices.
e Trust mark.

+ Discounts.
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» Possibility of registration.

Do you have a favorite e-shop?

If SO, Why? oo,

Do you browse through mail catalog from eshops?

Do you use the opportunity of comparing serversi(glea.cz, srovhame.cz, zbozi.cz)?

Do you know what does it mean the company SOSamtarketplace?

How old are you?

Thank you for your willingness to share your idaad views.



