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Abstract 

This master's thesis main aim is to propose an effective and feasible digital marketing 

strategy oriented to the Slovak market for a selected company. The thesis is formed from 

a theoretical part, analytical part, and proposed solutions. The theoretical part relates 

to marketing and marketing strategy. The analytical part examines the internal 

and external factors of the surrounding environment, influencing the selected company. 

Based on the performed analyses, a digital marketing strategy is proposed to increase 

brand awareness and, thus, sales of the selected company in the Slovak market. 
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Abstrakt 

Hlavním cílem diplomové práce je navrhnout efektivní a uskutečnitelnou digitální 

marketingovou strategii orientovanou na slovenský trh pro vybranou společnost. Práce je 

zkomponována z teoretické části analytické části a z návrhů na zlepšení.  Teoretická část 

se, vztahuje k marketingu a marketingové strategii. Analytické část zkoumá vnitřní a 

vnější faktory okolního prostředí, které mají přímý vliv na vybranou společnost. Na 

základě provedených analýz je navrhnuta digitální marketingová strategie s cílem zvýšení 

povědomí a tím pádem i zisku vybrané společnosti na slovenském trhu.   
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Introduction 

Digital communication is currently experiencing a boom. New digital media empowered 

the consumers and contributed to a shift in market power, which is no longer in the hands 

of companies but is on the side of consumers (Yuksel, Milne and Labrecque, 2019). 

This fact has opened the door to digital marketing, which interacts with consumers 

through various digital media channels. In order to be successful and outstanding, 

companies must not only understand how these digital channels work but must focus the 

communication on their target customers and understand what they need (Yuksel, Milne 

and Labrecque, 2019).  

Digital marketing communication has become the basis of every company's success. If 

a company has an engaging digital marketing strategy and engages its customers, 

the brand awareness of the company and, thus, sales can increase rapidly thanks to this 

strategy. 

According to Santos (2019), the alcohol industry has experienced steady growth over 

the last ten years and the demand for spirits is growing. Therefore, a specific spirit 

producer company has requested the author to help it with its digital communication 

to improve its brand awareness and increase sales on the Slovak market.  

The main aim of this thesis is to propose a digital marketing strategy for the company 

to improve its position on the Slovak market. Based on analyses of micro and macro 

environment, strengths, weaknesses, opportunities, and threats of the company, and their 

overall current position, the whole proposal of digital marketing communication will 

be introduced in this thesis. 

The outcomes of this digital marketing communication proposal should serve 

the company as a guide for improving its position on Slovak market. Based on this 

proposal it can enhance its communication on social medias as well as on its website, that 

will reach its target customers more efficiently and increase sales on the market. 
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Goals of the Thesis and Methods 

Goals 

This master's thesis main aim is to propose an effective and feasible digital marketing 

strategy oriented to the Slovak market for a selected company. This proposal should lead 

to an increased brand awareness of the company and their sales in the Slovak market. 

To achieve the main goals, the partial goals are stated: 

• Define theoretical foundations and frameworks related to the marketing 

communication. 

• Introduce the company. 

• Critically analyse - macroenvironment and microenvironment. 

• Carry out marketing analysis of the company. 

• Analyse strengths, weaknesses, opportunities and threats (SWOT analysis). 

• Propose optimal solution of a digital marketing communication strategy. 

Methods 

The master's thesis is divided into three parts. The first part defines the theoretical 

foundations and essentials theoretical frameworks related to marketing communication. 

This part was elaborated mainly from professional articles and publications that deal with 

marketing.  The second part relates to the current situation analyses, where the company 

is introduced, and the microenvironment and macroenvironment analysis are performed. 

The theoretical part's findings and secondary data for necessary information collection 

were used to process this part. At the end of this part, based on the performed analyses, 

a comprehensive SWOT analysis is created, determining the strengths and weaknesses, 

opportunities, and threats of the company. The last part is devoted to the 

recommendations and proposals of a digital marketing strategy, which will increase both 

brand awareness and sales.   

 
 

 

  



13 

 

 

1 Theoretical Foundations 

The first part of the thesis is a theoretical background and essential theoretical 

frameworks. The chapter is divided into ten subchapters to facilitate more natural 

orientation in the thesis.  

 Marketing 

Marketing is essential for the success of almost every company (Kotler, 2007), and the 

number one rule of marketing, that should be followed, as stated by Tracy (2014) is that 

customers are always right. Kotler and Armstrong (2015) determined the main goal 

of marketing as attracting new customers and keep and grow the current one 

(Kotler and Armstrong, 2015). Thus, marketing is essential for almost every company 

because it can affect the success or failure (Tracy, 2014). 

In the past, marketing was understood as the ability to sell, but in the 21st century, 

according to Kotler (2007), marketing is perceived as satisfying the customer's needs 

and managing the profitable customer relationship. Because, as stated by Tracy (2014), 

if customers are not satisfied, they can change the supplier easily. Holm (2006) concluded 

that marketing is a mixture of social and executive activities, which results in meeting 

customers by providing valuable goods. As believed by Drucker (1958), the core 

of marketing is to know and understand the customer so well that the product or service 

will sell itself. If the marketer identifies the customers' needs well and creates the product 

which offers high value for customers, and effectively distributes and promotes it, the 

product will sell quickly (Drucker, 1958).   

As seen in Figure one, the core marketing concepts cycle by Bhatt (2018) are: 
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Figure 1: Core Marketing Concepts 

Source: (Bhatt 2018) 

By following the core concept, the company can create value for customers and built 

a strong relationship with them (Kotler and Armstrong, 2015).  

The market, in general, is fragmented into parts with extra focus on buyer needs. Figure 

two by Rahnama and Beiki (2013) shows four primary areas of focus.  

 

 

Figure 2: Four Pillars of Marketing Era  

Source: (Rahnama and Beiki 2013) 

• Target Market - is defined as the area of the chosen market segment which business 

tries to satisfy (Rahnama and Beiki, 2013).  
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• Customer needs - must be correctly defined; if the company identify the customers 

need, it will help in the success of the company (Rahnama and Beiki, 2013). 

• Integrated Marketing - it is a collaboration of the whole company 

(Rahnama and Beiki, 2013). 

• Profitability - is usually at the top of the company's priorities. As stated by 

Rahnama and Beiki (2013), profitability should be achieved by creating customer 

values and fulfilling the customers' expectations. 

 B2B and B2C marketing 

Commerce between businesses has been around since markets were developed 

(Hadjikhani and Laplaca, 2013). The primary and most common are B2B and B2C 

models (Alipour, Sheikhi, and Smaeili, 2009). B2B and B2C companies differ in terms 

of market structure, business type, and customer attraction strategies 

(Honarmandi, Sepasi, and Azar, 2019). Therefore, the strategy, policies, and tools used 

by different companies to attract customers and make them more successful will differ 

based on their field of activity (Honarmandi, Sepasi, and Azar, 2019). 

The abbreviation B2B meaning is business - to - business (trader - trader). Uzialko (2019) 

stated that the B2B concept refers to business relations and mutual communication 

between two companies. In a B2B relationship, products or services are traded for further 

trading, processing, or resale (Uzialko, 2019). In the 20th century, there is a stage 

of accelerated theory development (Hadjikhani, and Laplaca, 2013). The main 

characteristic of B2B, according to Chlebovský (2010) and Kotler (2007) is the 

geographical concentration of buyers, direct purchases of companies (mostly without 

expensive intermediaries), derived demand from demand for customer goods, inelastic 

and fluctuating demand.  

On the other hand, the B2C model is when products or services are directly sold to end 

customer (Fill and Mckee, 2011). The abbreviation B2C comes from the term 

business - to - customer. Its main characteristics include a large number of customers, 

their low territorial concentration, individual factors influencing buyer behaviour 

and related personal decisions (Kozel, Mynářová and Svobodová, 2011). In the case of 

B2C, the customer is the end link in the whole supply chain, which usually consists 
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of several entities, between which there is a B2B relationship, and the B2C relationship 

is formed only between the last two actors in the supply chain (Yao, 2008).  

There is no doubt that B2B and B2C marketing requires different approaches 

of marketers. As stated by Handley (2012), the opinions of experts and marketers differ. 

Some tend to separate the B2B and B2C, and some see them as going hand in hand 

and complementary strategies (Handley, 2012). It depends on the individual approach 

of the company, its industry focus, and the nature of the critical product or service 

(Handley, 2012). 

As stated by Fill (2012), there are two critical characteristics that B2B and B2C have in 

common: 

• Both are customer-oriented and are based on an understanding of customer needs. 

• Both models need to gather, process, and use data about customers and 

competitors to reach their goals. 

 Marketing strategy 

The term strategic marketing is not clearly defined. Kotler et al. (2007) described 

marketing strategy as a process for coordinating a company's strengths with target groups. 

It is also a process that affects the overall direction and future of the company, so it is 

necessary to know its macro-environment, micro-environment, and target markets. 

According to Horáková (2014), a marketing strategy is a tool that aims to achieve 

predetermined marketing goals. By designing a good marketing strategy, the company 

can be successful in the market. As said by Horáková (2014) company must make 

a fundamental decision about: 

• How to achieve the goals set. 

• With what means and resources. 

• On what time horizon. 

Boučková (2003) believed that the main goal of marketing strategy is to gain and maintain 

certain benefits: 

• Create a relationship between the company and the target market. 



17 

 

 

• Selecting and formulating marketing strategies that support the creation of viable 

market space their products. 

• The correct selection, education, and motivation of capable managers performing 

managerial functions in the marketing environment. 

Marketing strategies are primarily related to the marketing mix. Each strategy can be 

reflected in each of the tools of the mix, and each of the tools can have a different role in 

the overall strategy. Strategies can be recognized according to the tools of the marketing 

mix (Horáková, 2014, p. 23 - 26): 

• Product strategies. 

• Pricing strategies. 

• Distribution strategies. 

• Promotional strategies.  

1.3.1 Strategic marketing process 

The strategic marketing process is divided into three phases, as shown 

in Figure 3: planning phase, implementation phase, and evaluation/control phase 

(Boučková, 2013). Within this process, every stage takes place in mutual connections 

and contains both control mechanisms and feedback. Each stage will be further 

individually discussed. 

 

Figure 3: Strategic Marketing Process  

Source: (Author) 
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• Planning Phase 

The planning phase is crucial for the marketing process because it analyses internal 

strengths and weaknesses, external competition, changes in technology, shifts in industry 

culture and provides an overall picture of the company. The planning phase has three 

crucial components (HBR, 2016): 

o Define project objectives. 

o What needs to be done. 

o Define what problems need to be solved. 

o Who will be responsible for the process. 

 

• Implementation Phase 

The implementation phase is built up phase. If the planning process is correctly and 

competently organized, the strategy could be implemented (Horáková, 2001). 

• Evaluation and Control Phase 

The evaluation phase is the final one. It is closeout of the project - the company needs 

to ensure that the outcomes of the strategy are in line with the set goals (HBR, 2016). 

In this phase, the strategy performance is evaluated. If the marketers notice any deviations 

from the plan, they must correct them as soon as possible (HBR, 2016).  

To evaluate the performance, several procedures are being developed. In particular, 

the level of sales, costs, and profit is assessed by analysing sales, expenses, and profit. 

 S-T-P strategy 

Koudelka (2005) said that each company should define its target group. STP strategy 

stands for Segmentation, Targeting, and Positioning, and it is one of the most 

commonlyapplied marketing approaches in practice for defining the target group 

(Jun, 2011).   
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Figure 4: STP strategy 

Source: (Hanlon, 2020) 

 

The first step in the STP strategy is customer analysis, also known as market 

segmentation. The customer analysis should help the company to divide customers 

division of the market into internally homogeneous and externally heterogeneous groups. 

Segmentation can be done by defining the age, gender, income, purchase intensity, brand 

loyalty, or by the purchase frequency. This analysis is done to prove that customers would 

like to buy the company's products. It is a crucial process to achieve successful 

positioning and targeting (Wang, 2016). The selection of the most suitable segment 

or segments is targeting. The decision is mostly based on potential segment activity 

and future profitability. Targeting helps in product recommendations and in developing 

customizing strategies (Lilien and Rangaswamy, 2003). The final step is Product 

positioning. Within the positioning, i.e., placing the product in the minds of customers, 

it is necessary to focus on promoting the products. The company must create a perfect 

marketing mix to win over their competitors. (Jun, 2011). 

 Marketing mix 

The term "mixer of ingredients" is used in connection with the marketing theory by James 

Culliton, who first used this phrase in 1948. According to Kotler, the mix cannot 

be understood as a mere sum of individual measures, but as a complex matter, where 

the result must be harmoniously connected (Foret, 2019). 
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The theory of the Marketing mix was firstly introduced in 1960 by McCarthy. McCarthy 

(1960) changed the "Culliton mixer of ingredients "into the marketing mix, also known 

as 4Ps marketing: Product, Price, Place, and Promotion. As stated by Tracy (2014), 

each of these ingredients is crucial. Although the marketing mix was criticized by many 

authors - Lauterborn (1990), Möller (2006), or Popovic (2006), it became a robust basic 

model of marketing, and it is also the most well-known marketing model 

(Gronrooss, 2014). 

Lautterborn (1990), due to criticism of the Mccarthy 4Ps marketing, created a customer 

parallel to the 4P model – so-called 4C model. The transition is done by turning 

the product into customer solution, price into the cost, place into convenience, 

and promotion into communication (Lauterborn, 1990).  

The marketing mix is developing a relationship between customers and products 

or services (Janečková, 2000). The marketing mix has many components and each 

component has greater or lesser influence in different circumstances and are mutually 

interdependent (Janečková, 2000). 

There is a significant number of marketing concepts, but sometimes they are just adding 

more elements into the original 4P model while maintaining its importance. 

Hesková (2001) emphasizes the need to differentiate the different composition of the mix 

is in economic fields such as services, tourism, education, banking, trade, etc. 

Therefore, the 4P model is somewhat simplified and was proved to be insufficient in some 

areas. In these areas, more elements are being added into the 4P. The most well-known 

extension is 5P and 7P models. In the 5P, the extension is done by adding the element 

"People" (Lovelock, 2011). In the case of the 7P concept, which has found its application 

mainly in services, the 5P has been extended by "Processes" and the "Physical 

environment" (Lovelock, 2011). As stated by Tracy (2014), a change in just one element 

can change the whole business.  

The necessary 4P elements are: 

1.5.1 Product 

According to Jakubíková (2011), the product must create value for the customer, and 

Tracy (2014) emphasis that product is the starting point. From a marketing perspective, 
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a product is a collection of features, including design, brand, packaging, name, benefits, 

and other features, not just physical ones.  

• Product and its layers 

The product has a dominant position in marketing tools. As stated by Jakubíková (2012), 

the product should specify the customer's wishes, requirements, needs, and expectations. 

The product consists of 3 layers - core customer values, actual product, and augmented 

product.  Each of the layers adds more to the customer value (Jakubíková 2012). 

 

Figure 5: Product layers  

Source: (Claessens 2015) 

o The first and most basic layer is called core customer values, also known as a core 

benefit layer. This layer helps to answer essential questions: What is customer 

buying?  What benefit does the customer seek? What problems need to be solved? 

(Claessens, 2015). 

o The second layer is called the actual product. This layer is a set of characteristic 

features that the customer wants from the product or service, such as design, 

quality level, brand name, or even packaging. All these factors are related to the 

core customer value (Claessens, 2015). 

o The augmented product is the final part of the layers. This layer includes other 

additional services and utility values that the customer obtains by purchasing it, 

such as customer service or benefits - warranty, after-sale service, product support 

(Claessens, 2015). 
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• Product mix 

It is necessary to define the product line to understand the product mix. A product line is 

a group of very close products that have a similar use, are for one target group, go through 

the same distribution channels when selling, and are in the same price category 

(Kotler 2012). Karlíček (2013, p.162) said: "A product mix or assortment is a set of all 

products that a given company sells. There is a so-called breadth of variety, length of 

variety and depth of variety. " 

The breadth of the range is understood as the number of product lines offered by the 

company (Kotler, 2012). The length of the spectrum is linked to the number of products 

in each product line (Kotler, 2012). The depth of the assortment is the average number 

of variants for each offered product (Kotler, 2012). 

It is necessary to know which product contributes to the financial situation of the company 

the most ho have a compelling product mix (Haradhan, 2017). The so-called BCG matrix 

developed by the consulting firm Boston Consulting Group is often used for this portfolio 

evaluation (Haradhan, 2017). This matrix divides the company's products into four 

defined categories according to two variables - the relative market share and the growth 

rate of the market (Haradhan, 2017). 

 

Figure 6: BCG matrix  

                                                       Source: (Management Consulted, 2019) 
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o Stars - have a growing share of the market, which often needs to be supported 

by financial investment. However, the growth rate of the stars slows down over 

time, and they become cash cows (Kotler, 2012). 

o Cash Cows - these are products whose market share is high but continues to grow 

very slowly or not at all. They do not require any significant investment and 

generate the majority of the company's profits (Kotler, 2012). 

o Question marks - their market share is growing, but it is insignificant for the time 

being, and therefore this quadrant requires a lot of financial support. 

The responsible employees must, therefore, decide whether the product has 

the potential to become a star and will continue to invest in it, or whether it will 

be better to discard the product (Kotler, 2012).  

o Hungry dogs - which include products with a small market share, which is also 

growing very slowly. They can generate the funds that are necessary for the 

company to remain in the market, but they are not very promising for the future 

(Kotler, 2012). 

1.5.2 Price 

Price is the second most significant element of Marketing Mix 

(Sinapuelas, Wang, and Bohlmann, 2015). According to Hesková and Štarchoň (2009), 

price is an essential criterion for the customer's decision to buy product or service. 

Tracy (2014) emphasize that price is the monetary value explanation of the offered 

product. It is also crucial for companies to find a price that will allow them to generate 

a reasonable profit also create value the customer (Hesková and Štarchoň, 2009).  

• Pricing strategy 

As stated by Vaštíková (2014), when determining the pricing strategy, it is necessary to 

know the company's goals. These goals must be in line with the company's overall 

marketing strategy. As said by Tracy (2014), a pricing strategy can make the difference 

between low and high profits. Therefore, essential factors that a company must take into 

account are cost, competition, and value. The price must be continuously revised for each 

product because only a small change in price can lead to a vast difference in profitability 

(Tracy, 2014). 
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1.5.3 Place 

Place means all activities that bring the offer closer to the customers 

(Sinapuelas, Wang, and Bohlmann, 2015). It is a distribution process that often involves 

a very complex journey of a product from the company to its end customer 

(Sinapuelas, Wang, and Bohlmann, 2015). The company must choose whether to sell 

directly to the end customers or through the distributors 

(Sinapuelas, Wang, and Bohlmann, 2015). 

• Direct distribution 

In direct distribution company comes into direct contact with its customer 

(Burnett, 2008). The company can use various ways to establish direct contact with 

customers (Karlíček, 2013). For example, sales in their stores, e-shop, or with the help 

of direct marketing. The direct marketing uses a promotional campaign through various 

media, and the customer has the opportunity to order the product directly from 

the company (Boučková, 2011). 

• Indirect distribution 

If the company uses an indirect distribution, the product passes through at least 

one distribution link on the way to the end customer (Ding, 2017). The choice of this 

intermediate element is a critical decision in the area of distribution, as it is also associated 

with additional costs. The intermediary may be intermediaries or supporting distribution 

intermediates (Ding, 2017). Intermediaries can be wholesale or retail stores. They buy 

a large number of goods from different companies, create their assortment, thus customer 

can purchase products from different suppliers in one place (Zamazalová, 2010).  

Company in case of indirect distribution can also use intermediary agents, which do not 

buy products, do not own them, only represent the company and search for customers 

for its products (Ding, 2017). If they sell, they will be rewarded by a specific commission 

from the sale. Agents are risky for the company (Zamazalová, 2010). 

1.5.4 Promotion 

Cannon, Perreault, and McCarthy (2008) defined the promotion as s form 

of communication between the seller and buyer with goal to influence the sale of products 
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and also the customer's shopping behaviour. Tracy (2014) described the promotion 

as action by which the company will inform potential customers about the product and 

persuade them to buy it. The promotion is further discussed in chapter 1.6 Marketing 

communication. 

 Marketing communication 

According to Cannon, Perreault, and McCarthy (2008), marketing communication is part 

of the marketing mix. The fourth element of the marketing mix - promotion is the 

marketing communications. McCarthy (1960) defined marketing communications 

as a specific combination of elements: advertising, personal selling, sales promotion, 

public relations, and direct marketing.  

A fundamental and very concise definition that can be used to describe marketing 

communication is by Kotler and Keller (2013, s. 470): "Marketing communications are 

the means by which firms attempt to inform, persuade, and remind customers – directly, 

or indirectly – about the products and brands they sell."  

See-Think-Do-Care framework 

As stated by Kaushik (2015), the See-Think-Do-Care framework helps to understand 

customers' purchasing processes and decisions making, so the company can design 

and build workable marketing strategy and tactics. 

• See - people in this part of the process are just watching. The Company's goal is to 

attract them. Because in the future, they could buy products or services, even 

if they do not plan to do so yet (Kaushik 2015). 

• Think - at this stage, people are looking for information about products 

and services. They compare available solutions, and in the future, they could 

purchase from the company.  This stage aims to offer relevant information 

that can help potential customers to make decisions (Kaushik 2015). 

• Do - at this stage, people are coming to buy a product or service. The aim is to 

convince them to buy a product from the company (Kaushik 2015). 

• Care - people have already bought in the company, and the company is trying 

to maintain good relations with them (Kaushik 2015). 
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1.6.1 Traditional marketing communication 

• Advertising 

It is one of the oldest and most comprehensive tools for influencing purchasing decisions 

(Karlíček, 2016). The goal of advertising is to create a long-term image of products 

or services. It is an impersonal form of communication (Hesková and Štarchon, 2009). 

Advertising provides a practical, relatively inexpensive, and fast method of reaching 

a customer. This promotion includes TV advertisements, radio, internet, newspapers, 

magazines, billboards, and more (Přikrylová and Jahodová, 2010). 

• Sales Promotion 

Sales promotion is an impersonal form of communication that represents a clear 

and concrete motive for the purchase (Karlíček, 2016). It is defined as a set of marketing 

activities that directly support customer buying behaviour 

(Přikrylová and Jahodová, 2010). Sales promotion includes participation in trade fairs 

and exhibitions, coupons, samples, discounted prices, loyalty programs, and events 

(Přikrylová and Jahodová, 2010). 

• Personal selling 

It is a form of direct personal communication with the customer. It can be either phone 

marketing or personal referrals (Karlíček, 2016).  

• Direct marketing 

Machková (2006, p. 193) states that direct marketing also includes all activities 

that represent direct contact with a target customer. As reported by Karlíček (2016), direct 

marketing can reach selected target groups more personally and quickly, so the company 

can offer them various benefits with faster feedback (Karlíček, 2016). This saves 

customer time and offers them a more comprehensive range of goods 

(Kotler and Keller, 2007). 

1.6.2 Digital marketing communication 

Thanks to the internet, people can communicate at any time and from everywhere. 

As stated by Lamberton and Stephen (2016), companies started using internet tools 
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to provide an interactive, focused, and measurable means of reaching customers. 

Digital marketing communication offers companies a much more cost-efficient and 

timesaving options. The main boom started over the years 2000 and 2010, with the 

emergence of new social media and mobile tools (Brosnan, 2012). Digital marketing was 

transformed from advertising oriented to creating concepts and experiences that engage 

with customers. Over time, digital marketing has become an integral part of the marketing 

mix (Frey, 2005). It is based on traditional marketing and includes virtual marketing 

communication operating in new media - digital technologies such as the internet, 

smartphones, tablets, computers, etc. New ways of communication changed the direction 

of presenting and promoting products. The most common communication 

is many - too many communications that allow us to reach a mass audience while 

maintaining an individual approach (Frey, 2005). Digital marketing has become 

an essential tool in market competition. Since everyone is inadvertently immersed in the 

digital age, the use of the digital media platform is the most efficient way to reach 

potential customers (Kannan, 2017).  

Castronovo and Huang (2012) structured framework strategy that has to be built 

when company using a digital marketing strategy. The strategy should be implemented 

as soon as the company knows what wants to communicate. This statement was agreed 

by Rhein (2017), who said that Digital marketing must be structured and guided by what 

the company wants to communicate. Otherwise, its outcome will be inefficient.  
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Figure 7: Digital marketing tools 

Source: (Smith, 2015) 

 

Bruyn (2008) defined four main digital marketing aspects: website, Search Engine 

Optimization (SEO), social networks, and Customer Relationship Management (CRM).  

• Websites 

The company's website is, according to Kotler et al. (2007), a powerful marketing tool, 

because it is convenient and credible for online promotion. Customers are searching 

through websites to identify and qualify sellers. Usually, the company presents its product 

portfolio, history, vision, and company itself on its websites (Kotler et al., 2007).  

The website should be able to monitor and gather data about visitors and use them 

for further analysis alongside with other digital marketing tools (Kotler et al., 2007).  

• SEO 

The term Search Engine Optimization was established in 1997 when an unknown 

spammer on Usernet began creating backlinks to their services (Anon, 2014). The modern 

SEO was built in 2005, thanks to Google (Gunjan, 2012). SEO is an instrument 

for improving a company's presence in website search. The goal of SEO is to adapt 

existing websites to the requirements and standards of search engines. Search engines 

crawl the sites at specified intervals and evaluate their quality according to various criteria 

(Gunjan, 2012). Condition is evaluated both technically and in terms of content. 
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The results of regular indexes are stored in databases, from which they are displayed to 

users (Liu and Nain, 2006). Optimized websites are more readable by search engines. 

Robots can better assess and evaluate their content users (Liu and Nain, 2006). 

For this reason, optimized sites receive better rankings. Simply, in full-text search - if 

someone types a keyword rather than the company's name in a search engine and the 

company appears in the first page - the company optimizing its website and also by this 

getting more profitable results (Wang, Li, and Zhang, 2011). Optimized sites are ranked 

ahead of sites without SEO optimization (Wang, Li, and Zhang, 2011). That's why SEO 

is essential for the company to be more visible.  

Google determined the basics of modern SEO: 

1) People who search and the optimizer must exactly know what, how, and why. 

2) People rate sites by what they click on, what they view, or by sharing. 

The optimizer must know as best as he can what conditions behave must be able 

to influence it.  

3) SEO must statistically evaluate human behaviour in combination with technical 

and content analysis of the website (Anon, 2014). 

• Social networks 

The social network is one of the most popular online communication tools. It allows 

people to interact with others (Boyd and Ellison, 2008). This type of communication 

is a suitable method for both low and high budget companies. Due to their low costs, 

companies can promote, inform, and connect with their customers 

(Leonardi, Huysman, and Steinfield, 2013). The social media are efficient thanks to the 

widespread of information. It's a medium where a network of people connects by sharing 

their experiences (Fierro and Gavilanez, 2017). Kotler et al. (2007) advise an easy basic 

plan for strengthening the company's relationship with customers and keep a favourable 

brand image. The main objective of social media is thus not to sell, but to communicate.  

Facebook and Instagram are the most used social media. The company creates its page, 

which helps to promote their portfolio. Both media offer paid advertisements, which help 

to reach the targeting costumers (Schoja, 2016). 
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 Macroenvironmental analysis  

In the Macroenvironmental analysis, the PESTLE analysis will be analysed. 

1.7.1 PESTLE Analysis 

PESTLE analysis is a one of the most powerful macroeconomic tool and is broadly used 

around the world. The evaluation is based on political, economic, social, technological, 

and environmental factors (Bonnici and Galea, 2015). It is an essential tool used 

to analyse the market, environment, and to endorse strategic decision making 

(Narayanan and Fahey, 2011). PESTEL is also a supplementary framework for SWOT 

analysis (Vintila et al., 2017). 

 

Figure 8: PESTLE analysis 

Source (Green, 2018) 

• Political factors: the political situation influences each company. Political factors 

determine how much the economy is under government control 

(Vintila et al., 2017). Political factors include government regulations, such 

as laws and environmental regulations, jobs, fiscal policy, trade restrictions, 

political stability, democracy, and also corruption (Perrera, 2017).  

• Economic factors: The financial situation of the country can influence 

the company's decisions a lot (Perrera, 2017). The economic factors determine 
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the economy. These factors must be undertaken because they have a direct impact 

on society and can affect society in a long term (Perrera, 2017). 

Examples of economic factors are economic growth, interest rates, inflation, and 

exchange rates (Vintila et al. 2017). 

• Social factors: Culture, tradition, values, and beliefs must be taken into 

consideration (Perrera, 2017). Also, the social climate, society expectations, 

patterns, norms, population composition, and dynamics, population health status, 

etc. (Vintila et al., 2017). 

• Technological factors: is highly relevant for technology-based industries 

(Perrera 2017). These factors apply to technological innovation and affect 

the level of automation, research development, technical knowledge, etc. 

(Vintila et al., 2017).  

• Legal factors: Companies must take into consideration laws, taxation, resources, 

environment, imports, and exports, etc. (Vintila et al., 2017). 

• Environmental factors: these factors are determined by the current 

environment - climate, geographical location, natural disasters, water sources, 

global climate change, etc. (Vintila et al., 2017).  

 Analysis of the industry  

In the Analysis of the industry, the Porter Five Forces will be defined. 

1.8.1 Porter Five forces 

Every sector consists of many challenges that lead to acquiring adequate resources to gain 

profit (Azadi and Rahimzadeh, 2012). Michael Porter developed the model of the Five 

Forces in the book Competitive Strategy: Techniques for Analysing Industries 

and Competitors in 1980. Porter established the underlying assumption that 

the profitability of the company is directly dependent on five dynamic forces:  
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Figure 9: Porter's Five Forces model of Competitive Position 

Source: (Porter, 1998) 

The threat of new entrants - as stated by Azada and Rahumzadeh (2012), the basic rule 

for this force is - more new competitors can enter smoothly, prices and profits can 

decrease. When the price ration of replacement products and costs falls, competition 

becomes more competitive (Mehjabeen, 2018). Therefore, more pressure would 

be exerted (Azadi and Rahimzadeh, 2012). Kotler (2007) argues that to succeed 

in the market, a company must offer higher value and satisfaction for the customer than 

the competition.  

According to Porter (1994), the barriers for new entrants are:  

• Economies of scale. 

• Product differentiation. 

• Capital intensity. 

• Transition costs. 

• Access to distribution channels. 

• Legislative measures and state interventions. 

The threat of substitutes - also known as indirect rivals (Mehjabeen, 2018). Companies 

in many sectors have to deal with a competitor who produces replacement 

(Mehjabeen, 2018). According to Porter (1994), the substitute products that deserve 

the most attention are:  



33 

 

 

• Their improving price position allows them to approach production in the 

industry. 

• Are produced in industries that achieve high profits. 

Bargaining power of buyers - refers to any situation when the customer has more power 

than the seller (Porter, 1998). Customers compete with suppliers, so they demand lower 

prices and better quality of products or services and thus put the competition against each 

other (Mehjabeen, 2018). If an individual or a group of customers can create enough 

pressure to cause a change in the products sold, then it has sufficient force. 

According Porter (1998), the buyer becomes a significant competitive force in these 

circumstances:  

• A small number of customers who buy large quantities - the fewer customers 

the company has, the more dependent it is on them. 

• Easy product change - the easier it is for the customer to change the product, 

the more negotiating power it has. 

• The purchased item is not essential or necessary for the customer. 

• Customers are sensitive to price changes. 

• If the sector is composed of a large number of small companies with little 

bargaining power. 

• It is economically more advantageous for the customer to buy products from 

several suppliers. 

Bargaining power of supplier - indicates how much pressure the supplier can exert 

on the company (Porter 1998). Suppliers may be threatened to increase prices or reduce 

product quality when negotiating with industry participants (Porter, 1998). 

According to Porter (1998), the conditions that strengthen the position of the supplier 

include: 

• A few companies control the offer. 

• There are no substitutes. 

• The industry is not a significant customer of the supply group. 

• The supplier's product is an essential input for the customer's business. 

• The group of suppliers has differentiated production. 
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• The higher the cost of changing suppliers, the greater the strength of the supplier 

in negotiation. 

Degree of rivalry - is also considered as a competition between rivalry companies. 

This force is also, according to Azadi and Rahimzadeh (2012), one of the most powerful. 

The leadings foundations that increase the of rivalry among companies are: 

• The slow growth of industry. 

• High fixed costs. 

• Lack of diversity in productions. 

• A large number of rivals and the risk of impediments to exit 

(Azadi and Rahimzadeh, 2012).  

 Microenvironment analysis 

The micro environmental analysis is represented by, Porter's Value Chain Analysis, 

competitive advantage and by analysis SWOT analysis 

1.9.1 Value Chain analysis 

Value Chain analysis was firstly introduced by Porter (1985). As stated by Porter (1985), 

the Value Chain analysis main goal is to analyse the flow of value-adding activities. In the 

opinion of Zamora (2016) the analysis defines all actions needed to deliver products from 

the designing stage, phases of production to distribution to customer. The Value Chain 

consists of nine activities (see figure 10), that create added value. As per Schmarzo (2018) 

these activities are divided into two categories. The first category is primary 

activities - the main activities of the company which are involved in production and 

selling. The second category is the support activities.  
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Figure 10: Michael Porter Value Chain 

Source: (Schmarzo, 2018) 

1.9.2 Competitive advantage 

The competitive advantage can be analysed from the Value Chain Analysis, 

and a company can outperform its competitors. Porter (1985) defined two types 

of competitive advantage - cost leadership and differentiation. Figure 11 outlines three 

approaches that an organization can follow (Hales and Mclarney, 2017).  

 

 

Figure 11: Generic strategies approaches 

Source: (Hales and Mclarney, 2017) 

 



36 

 

 

Cost leadership - the goal is to become the lowest-cost producer. This is gained by 

large - scale production, where companies can exploit economies of scale 

(Hitt, Ireland and Hoskisson, 2016). 

Differentiation - in a differentiation strategy, the products or services differ from 

its competitors. If a company can differentiate effectively, it can set higher prices for 

its products or services (Hitt, Ireland and Hoskisson, 2016). 

 SWOT analysis 

SWOT analysis summarises any external and internal factors which determine the success 

of the company on the market. SWOT is an acronym from the initial letters of the 

individual factors: Strengths, Weaknesses, Opportunities, and Threats and represents 

an evaluation of both internal (strengths and weaknesses) and external 

(opportunities threats) marketing environment (Motiwal, 2008). The analysis is mainly 

used in strategic marketing, and it is the simplest method for a comprehensive evaluation 

of the company's operation (Grasseová, Dubec and Řehák, 2012). By the interaction 

of strengths and weaknesses on the one hand, and the opportunities and threats on the 

other, the information's such as what is the main competitive advantage, or mistakes 

that the company must avoid to, can be obtained.  
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2 Current Situation Analysis 

 Company presentation 

The company Fruko-Schulz s.r.o. is based in Jindřichův Hradec, Jiráskovo předměstí 

629/III. The company Fruko-Schulz s.r.o. is owned by company FURATO a.s. 

and the Ceo of the company is Ing. Josef Nejedlý. The main activity is the production 

of spirits and other alcoholic beverages. 

In 2013, a group of Russian producer Ladoga bought most of Furato's shares. 

However, Fruko-Schulz continues to be a Czech company with Czech management 

and Czech employees. Only the shareholder structure has changed. With this step, 

Fruko schulz has joined a multinational holding. 

In history, the company followed on the established company of producer Moritz Schulz, 

which was the first producer of fruit and dessert wines in Austria-Hungary. 

After the nationalization, this company was taken over by the state, an at that time 

there was no significant development. After 1993 the company was handed over 

in restitution. Immediately after the establishment, the company became known thanks to 

a relatively wide range of syrups, as well as a wide range of spirits. 

Jindřichův Hradec Tuzemák and vodka Franz Joseph play a dominant role in the 

company. Its products comply with the applicable requirements under the Food and 

Tobacco Products Act No. 110/97 Coll. on ISO quality standards and company quality 

standards. 

The company has a long tradition in the domestic and foreign markets - exports 

to 34 countries around the world. The main export territory with a share of 71,28% is the 

Russian Federation, followed by Romania, China, Taiwan, and Slovakia with 3, 12%. 

The shares of individual states in export in the year 2018 can be seen in Graph 1. 
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Graph 1: The share of individual states in export in 2018 

Source: (FrukoSchulz, 2018) 

Fruko-Schulz is currently a modern company, and it is the fourth biggest producer of the 

spirits in the Czech Republic with more than 85 employees. And it is one of the world 

leaders in absinthe production. The revenues from its product in 2018 were 131 million 

CZK. The company's turnover in 2019 was CZK 498 million, VAT paid to the state was 

CZK 63 million. Gross sales, therefore, amounted to CZK 561 million. The export sales 

were 52 897 million. 

The product range of this company is very varied. Traditional products include 

Tuzemák Jindřichohradecký, Rum Pražské Gardy, Vodka Alexander Pushkin, 

Vodka Kaiser Franz Joseph and various types of absinthe, customer spirits, and much 

more. Fruko Shultz got into the subconscious of customers mainly by producing 

"rum with a sailboat," which is now produced under the new name Tuzemák after joining 

the requirements of the European Union.  

The company is continuously investing in production technology but also in 

environmental protection. 

2.1.1 Company’s vision  

Fruko Schulz's vision is to become one of the leading producers of spirits in Central and 

Eastern Europe. The company wants to establish itself in all its key markets and be visible 

in the broader global markets. To achieve this, the author has developed a growth strategy 

that has three key points: 
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• Develop a strong portfolio of brands in existing markets. 

• Improve marketing communication. 

• Expand distribution in existing and new markets. 

 Macroenvironment analysis  

The PESTLE analysis will be conducted in this part.  

2.2.1 PESTLE analysis 

For the company, Fruko Schulz is essential to have an overview of the macroenvironment. 

Therefore, this analysis aims to analyse which elements of the macroenvironment 

can directly affect the company. The author will analyse the macroenvironment using 

the PESTLE analysis, which consists of a review of the Political, Economic, Social, 

Legal, Technological, and Environmental factors. This analysis will also be part 

of the company's marketing strategy and will contribute to meeting goals. The review 

is for the Slovak market, which is an essential market for this thesis.  

Political factors 

The political situation affects all actions in the state, including Slovakian and foreign 

entities, which do business on the Slovak market. Thus, it is necessary to observe 

the political situation and be prepared for possible changes that may significantly affect 

future developments. Political factors can provide the company with opportunities that 

allow them to make higher profits. Nonetheless, the political situation can also be a threat 

because there may be some bans or regulations in some sectors. The political situation 

in Slovakia can be categorized as stable, with some upside down, such as the political 

crisis in 2018.  

Political factors mainly include the type of government and its stability, foreign policy, 

or the country's involvement in international organizations. The Slovak Republic 

is a parliamentary republic headed by President Zuzana Čaputová, and the President 

is elected directly every five years (European Commission, 2019). The function 

of the President, as in the Czech Republic, is rather formal. Therefore, the highest 

legislative body is the parliament, which has 150 members elected every four years 

(European Commission, 2019).  
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Slovakia is also a member of many organizations such as NATO, WTO, IMF, 

World Bank, Council of Europe, OECD, UNCTAD, UNESCO, the European Customs 

Union, and the Visegrad Four (Mzvk, 2020). In the second half of 2016, it became 

the presiding country in the EU Council. Slovakia has been a part of the European Union 

since 2004, when it also became a member of NATO (Mzvk, 2020). Since January 1, 

2009, it has also been part of the Eurozone (Mzvk, 2020) 

The Corruption Perceptions Index ranks 180 countries and territories by their observed 

levels of public sector corruption, according to the experts and businesspeople. Slovakia 

is rated 59/180 with a score of 50/100 (Transparency, 2019). The score deteriorated year-

on-year, and it can be stated that Slovakia is stagnating in the fight against corruption. 

It is assumed that if its stagnation continues and other countries (e.g., Greece, Italy) 

improve at the same rate as before, the Slovak Republic will be among the four most 

corrupt EU countries by 2025 (Transparency, 2019).  

 

Graph 2: Corruption Index Slovakia 2019 

Source: (Transparency, 2019) 

Slovak politics went through a big crisis, after the murder of journalist Ján Kuciak and his 

fiancé Martina Kušnírová on February 21, 2018 (E15, 2019). Slovak Prime Minister 

Robert Fico called the attack an unprecedented attack on freedom of the press and 

democracy in Slovakia. Protests took place all over Slovakia (E15, 2019). On February 

28, Slovak Minister of Culture Marek Maďarič resigned from his position. 

The subsequent Slovak political crisis culminated in the leaving of Robert Fico from 

the prime minister's chair (E15, 2019). The murder is still under investigation, and in 

January 2020, a trial was launched against four defendants (E15, 2019). In June 2020, 

the trial still pending, the defendant Slovak businessman Marian Kočner rejected 

the allegations of the prosecutor's office that he had ordered the murder of investigative 

journalist Ján Kuciak, because of his articles (ČTK, 2020). 
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Economic factors 

Economic factors make an impact on the sales and profits of the company. The most 

important factors to analyse are the development of GDP, the inflation rate, the exchange 

rate, and the interest rate. 

Slovakia met the convergence criteria successfully and accepted the Euro in 2009 

(European commission, 2020). As stated by (Klucka, Strelcová and Slezáková) 

implementing the Euro single currency had both a positive and negative impact 

on the economy. It linked Slovakia with other European countries and made trade 

simpler. 

The gross domestic product shows all goods and services that were created in the given 

period. Like every indicator, GDP has its shortcomings. The GDP indicator cannot 

capture the effects of the "grey" economy or non-monetary factors, such as the state of the 

environment or low crime (Nenovski, 2012). 

Slovakia is a small open economy, which is strongly linked to the German economy (Mzv 

2020). Roughly 85% of Slovakia's gross domestic product (GDP) is realized through 

exports (Mzv 2020). Slovakia was affected by the economic crisis in 2008. As seen 

in graph 3, since the crisis, the development of GDP follows a constant pattern of small 

up and down deviations.  

 

Graph 3: Slovakia GDP Annual Growth Rate 

Source: (Trading Economics, 2020) 

Most companies expect stagnation. The prospects of sales on the foreign market are 

negative (Mzv, 2020). On the contrary, they expect sales in the domestic market. Slovak 

companies have long criticized the high taxes and levy burden on labour, low law 
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enforcement, the government's economic policy, and insufficient government 

communication with entrepreneurs (Mzv, 2020).  

As seen in the graph 4, GDP in 2019 was worth 111B US dollars in 2019, but according 

to CountryEconomy (2020) dropped by 5,4% in the first quarter in 2020.  

 

Graph 4: Slovakia GDP 

Source: (Trading Economics, 2020) 

On the contrary, as seen in graph 5, the inflation rate is the smallest since crisis in 2018.  

 

 

Graph 5: Slovakia Inflation Rate 

Source: (Trading Economics, 2020) 

The Czech Crown in 2020 was strongest on February 17, 2020 - 24,793 CZK/EURO. But 

right after, the CZK started to weaken. The weakest CZK was March 24, 2020, due to 

strict restrictions because of the Covid-19 pandemic (ECB, 2020). The CZK began to 

strengthen after state restrictions began to ease. 
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Graph 6: CZK/EURO 

Source: (ECB, 2020) 

Slovakia is mostly the first choice for exports for most Czech companies. The Czech 

Republic exported 14.3B $ into Slovakia. This including a hard liquor with a 41,7 M $. 

(OECD, 2020). 

Social factors 

Social factors play a crucial role in company growth and focus. Customer behaviour 

is characterized by traditions, norms, lifestyle, and changing demographics. The current 

trend is that customers want to know the brand, learn more about it, and get the extra 

value. Thus, it not only essential to increase sales but also to engage customers and create 

a love brand. Therefore, the company must conduct social research to match the product 

with the customer's preference. The key factors are wages and the unemployment rate. 

The average wages in Slovakia started to increase in March 2020 (Trading Economics, 

2020). After the most significant decline in December 2019, the wages began going up 

again and rose to an average of 1156 EUR/month. But due to the pandemic, it will be seen 

later what happens to wages in the following months. The increasing trend is positive for 

the companies, because of the simple equation when people have more money, they spend 

more money. 
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Graph 7: Slovakia Average Monthly Wages 

Source: (Trading Economics, 2020) 

According to NBS (2020), the decline in the performance of the Slovak economy will 

lead to a loss of 75,000 to 130,000 jobs, which would mean an increase in the 

unemployment rate. As seen in graph 8, the unemployment rate started increasing 

since January 2020, and in April jumped to 6,6%, it is the most significant unemployment 

rate since the crisis in 2008 (NBS, 2020). The unemployment rate escalated due to 

COVID- 19 pandemic, which started in Europe in February 2020. Due to the epidemic, 

Slovakia declared a state of emergency. A lot of businesses had to close, including 

four car factories (Mrva, 2020). According to Buchtová, Šmajs, and Boleloucký (2013), 

there is a parallel between unemployment and increased drinking habits.  

 

Graph 8: The unemployment rate Slovakia 

Source: (Trading Economics, 2020) 

The Slovak Republic has 5 457 000 inhabitants. As seen in the age pyramid in Graph 9, 

most inhabitants are in the productive age between 25 - 55 years (Vekovastruktura, 2019). 

The Fruko Schulz have a very varied range of products. The company produces more 

than 13 types of alcohol with many flavours, so the target group of the company cannot 

be really specified. As the CEO of the company said, the products of our company 



45 

 

 

are drunk by people of all ages and both women and men. As soon as young people reach 

the age of 18, they start drinking Tuzemák with Cola because it is one of the most 

affordable types of alcohol. Then they start drinking the full range of their products. 

Interestingly, there are increased sales of Tuzemák at Christmas time, mostly by women, 

because this type of alcohol is prevalent in Christmas cookies. 

 

Graph 9: Slovakia age pyramid 

Source: (Vekovastruktura, 2019) 

Legal factors 

Legal factors can pose an obstacle for companies. There are several types of legislation 

that need to be followed depending on the kind of enterprise. The most common ones 

are ethics and respect for the environment in general. 

The Slovak Republic is part of the European Union, thus doing business there is more 

comfortable for the states in the Union mainly because the free movement of goods works 

in the EU (European Commision, 2018). Therefore, imports and exports of products in 

the EU are not subject to any customs duties or customs procedures. For distribution 

activities in Slovakia, a Czech company does not have to set up an organizational unit in 

Slovakia (European Commision, 2018). Only if the value of the company's cumulated 

exports to EU countries reaches 400,000 EUR in a calendar year, the company must 

register in the Intrastat system.  

The excise duty is imposed on alcohol within the EU. The excise duty helps to avoid trade 

misrepresentations in the single market and ensure fair competition between businesses 

(European Commission, 2019). The excise duty also reduces administrative burdens for 

companies (European Commission, 2019). 
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EU legislation on excise duties on alcohol covers: 

• Excise duties on alcoholic beverages. 

• Specific provisions for locally produced products. 

• Alcohol not intended for human consumption (European Commission, 2019). 

The Excise duty must be paid on production or trade of spirit beverages. The EU sets 

a minimum rate of excise duty for each of these products, and EU countries may levy 

other taxes on them. The excise duty in the Slovak market is 1080EUR per hectolitre 

of pure alcohol (European Commission, 2019). 

Export of goods of another company in the EU - VAT does not apply if the foreign 

business partner has a valid VAT ID, which can be verified on the website of the European 

Commission (VIES online service) (European Commision, 2018). If the international 

business partner does not have a valid VAT ID, the amount of VAT in Slovakia 20% 

applies (European Commision, 2018). 

The Czech company can distribute products in Slovakia either by its employees or by 

contract through local sales representatives. In the case of sales representatives, it is not 

employment law, but a business relationship. The provisions of Sections 652 govern 

this to 672a of Act No. 513/1991 Coll., The Commercial Code, as amended (Cambell, 

2009). 

The company Fruko Schulz is under the Slovak Chamber of Agriculture and Food 

(SPPK), and the underlying legal norm, which stipulates details on technical requirements 

for individual groups of products, is Act No. 264/1999 Coll. on technical requirements 

for outcomes and conformity assessment (Cambell, 2009). 

• Promotion of Czech companies 

Czech companies can present themselves at trade fairs and exhibitions in Slovakia. 

Another possibility of promotion is to send offers, requests for an electronic bulletin 

issued by the Slovak Chamber of Commerce and Industry (SOPK). Suggestions 

or requests for business cooperation can also be sent to individual professional 

associations and unions in the Slovak Republic. Of course, companies can also pay for 

television, radio, internet or magazine advertising (European Commission, 2020). 
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• Promotion of alcoholic beverages 

Advertising of alcoholic beverages and tobacco products is regulated by two essential 

sources of legislation laws - the Zákon o reklame and Zákon o vysielaní a retransmisii 

(Jakab, 2010). The Advertising Code states that advertising for alcoholic beverages 

should not be promoted to a target group of whom 30 percent are minors (Ježová, 2019).  

The main differences between advertising for alcoholic beverages placed on television: 

in the Czech Republic, it is allowed without a time limit for all types of alcoholic drinks 

- broadcasting is permitted all day. 

In Slovakia, advertising can be broadcast: 

beer - allowed to broadcast all day, 

wine - allowed to broadcast only between 8 pm and 6 am, 

other alcoholic beverages - permitted to be transmitted only between 10 pm and 6 am 

(EUCAM 2020). 

This restriction does not apply when broadcasting on the internet (Ježová, 2019). 

The ads of any alcoholic drinks should not be aimed at minors and should not promote 

immoderate alcohol consumption.  

Alcoholic product advertising in Slovakia, therefore, can't:  

• Show people who look or are younger than 25years.  

• Connect alcoholic beverages with the use of cars. 

• Say that alcohol contains medical or therapeutic qualities or can help solve 

personal problems. 

• Emphasize high alcoholic content as a sign of the quality of the drink (Ježová, 

2019). 

Google ads - alcohol-related ads are not strictly prohibited but must adhere to the Google 

ads policies (alcohol can't be personalized or be targeted to minors) (Unikum, 2020). 

Alcohol can be promoted on the following advertising platforms: Google Ads, YouTube, 

AdMob, and DoubleClick Ad Exchange (Unikum, 2020). 

On Instagram and Facebook, the company must respect local laws and the policies 

mentioned above when advertising alcohol. An example of a violation of the Slovakian 
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law is an unnamed model. The model wrote on her social media profile that "tequila treats 

high blood pressure, diabetes, osteoporosis, speeds up metabolism, and even people can 

lose weight after it. After a wave of criticism, she deleted her post but still showed what 

influencer marketing shouldn't look like (Mediaguru, 2019). 

Technological factors 

Technological factors can be the most significant source of development for the Fruko 

Schulz company. Technological factors such as globalization, internet and mobile devices 

are continually advancing forward. The continual growth of these factors can impact 

sales, customer's preference, or reaction to marketing tactics.  

Within the Fruko Schulz, technological factors can be divided into two parts 

- technological factors in production and technological factors that can engage 

and influence the customer (both the final and the intermediary). 

Fruko Schulz uses a lot of technological processes in the production. To be a successful 

on the market, it must follow trends, innovations, and competitors' steps. As for the 

production of spirits itself, there are usually no technological changes in the recipes 

because the company spirits have a long tradition and are prepared according to old 

recipes. The technological factors that affect the company relate to the production of 

a larger volume in less time and those that can facilitate work. Fruko Schulz 

is continuously innovating its production by installing innovations in production.  

The technological factors that can engage and influence the customer are modern ways 

of purchasing and communication. Thanks to the technology, the company can precisely 

influence the customer, for example, through social networks, websites, or advertising.  

Advertising on social networks Instagram and Facebook is one of the most effective forms 

of marketing in the 21st century. This is a way to get a customer in a targeted, natural, 

but also relatively cheap way. 

Technological factors can be used even in the case of attracting a new intermediator. 

The LinkedIn network is widely used to connect with potential customers. As Jindřichův 

Hradec and Slovakia are relatively remote, also video calls can be used in negotiations, 

instead of driving between countries. Video conference calls work well and are 

a big - time saver (Konrad 2020). At the time of coronavirus epidemic, most companies 
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began using video conferencing instead of personal meetings, finding that efficiency was 

much more significant (Konrad 2020). The most popular video conferencing media 

include Skype, Zoom and Google hangouts. 

Environmental factors 

Environmental factors play crucial role for the company. The company invests a lot into 

keeping the production environmentally friendly. In 2018, the company purchased a new 

press, wastepaper and foil, which significantly reduced the consumption of plastic. 

Another contribution to the protection of the environment is the purchase of a new gas 

burner for the steam boiler room. The new burner has significantly reduced emissions. 

The burner bonus is lower gas consumption, higher automation, and lower noise. 

The company also manages the waste by the Waste Act (Act No. 185/2001 Coll.) 

Furthermore, follow legal provisions relating to environmental protection. For waste 

disposal, a system connected to EKO - KOM is processed.  

2.2.2 Macro environment analysis summary 

Political factors 

The analysis shows that Slovakia is an economically and so far, politically relatively 

stable EU state. Due to its advantageous geographical location, economic and political 

stability, and thanks to the single European currency, it has gradually become desirable 

to foreign companies. However, the risk may lie in its unfavourable corruption 

environment and the current threat of loss of political stability associated with the ongoing 

political crisis. The Slovak Republic ranked 50th in the world ranking of perceptions 

of corruption - a year-on-year deterioration, and it can be stated that the country is 

stagnating in its fight against corruption. 

Table 1: Political factors opportunities and threats 

Source: (Author’s findings) 

Opportunities Threats 

Relatively politically stable (2020) Corruption index 

Part of the European Union Political crisis in 2018 
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Economic factors 

Slovakia is part of the Eurozone, so the Czech exporters are concerned about the strength 

of the Czech Crown against Euro. GDP of Slovakia is so far stable, with some up 

and down deviations. 85% of Slovakia GDP is realized through export. The inflation rate 

is within the norm. 

Table 2: Economic factors opportunities and threats 

Source: (Author’s findings) 

Opportunities Threats 

First choice of export for Czech companies Euro deviations 

Stable GDP Expected stagnation 

 

Social factors 

Business practices in Slovakia are not fundamentally different from the Czech Republic. 

Both countries have a close language and culture. Czechs and Slovaks also lived in the 

steady-state of Czechoslovakia (1918 - 1992).  

The unemployment rate is highest since the crisis - 6,6, and it is because of the 

COVID - 19 pandemic (European Commision, 2020).  

Table 3: Social factors opportunities and threats 

Source: (Author’s findings) 

Opportunities Threats 

Similar behaviour of people Loyal to local brands 

Customers want to learn about the brand  
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Legal factors 

Table 4: Legal factors opportunities and threats 

Source: (Author’s findings) 

Threats 

Excise duty. 

Promotion restrictions 

- The promotion cannot be aimed at 

minors 

- Cannot show people who look or are 

younger than 25 years. 

- Cannot say that alcohol contains 

medical qualities 

- Cannot promoted to target group of 

whom 30 % are minors. 

 

Technological factors 

Thanks to globalization, technological factors help the company. Social media networks 

help the company in advertising, and Video conferencing is more, in some cases, effective 

than meeting in person. 

Table 5: Technological factors opportunities 

Source: (Author’s findings) 

Opportunities 

New technologies 

Innovations 

 

Environmental factors 

High level of investment.  
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 Industry analysis 

According to Santos (2019), the alcohol industry has experienced steady growth over the 

last ten years. The Czech Republic was ranked fourth, and Slovakia 15th in terms of 

annual alcohol consumption per capita according to current data from the OECD.  

Alcohol production is highly demanded in the 21st century. The alcohol producers need 

modern technologies to produce quality alcohol and know the customer behaviour to suit 

the drink to their preference. Alcohol is consumed on various occasions, and customers 

perceive mainly alcohol taste and its benefits. Therefore, companies should look at the 

marketing strategy from the changing function of alcohol within society. 

Growing customer awareness of health and social responsibility, the demand for spirits 

with lower alcohol content is growing. People drink mixed drinks rather than pure spirits, 

but in the past the consumption of shots of spirits was more common. Brands that have 

low-alcohol products in their portfolio or mixed drinks with these products have a high 

chance of making this trend their competitive advantage. Also, high innovation is evident 

in the market; manufacturers come with changes and improvements every year, or even 

with entirely new products. A study conducted by Saffer (2015) shows the exciting fact 

that Czechs consider drinking alcohol to be a social event. They also add that they become 

friendlier thanks to alcohol. According to Saffer (2015), in the spirits market, domestic 

brands maintain a strong position among people. Vodka has the first place with 22% 

of the market. In the second place are fruit distillates with a share of 20%. For third 

place - herbal liqueurs and Czech specialties - domestic rum.   

Direct selling to customers (via e-shop) and other e-commerce channels have potential 

steadying growth. DTC players can use different business models to sell to customers 

directly and legally. 

Globalization has facilitated the spread of trans-national alcohol policies. Globalization 

encouraged the convergence of drinking habits and promoted the international 

proliferation of alcohol policies. Alcohol is a global concern and the policy decision about 

it exist in an increasingly globalized context.  

Drinking alcohol also has its negative side. According to WHO (2019), alcohol 

contributes approx. to 2.5 million death per year. Due to this, the WHO in 2010 unveiled 
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its global strategy to target harmful alcohol consumption. The main goal is to increase 

awareness of alcohol harms. This policy includes the regulation of the retail hours 

for selling alcohol, minimum drinking age, and the minimum age for purchasing alcohol. 

These policies are the only recommendation for countries. In the Czech Republic, 

the minimum purchasing and drinking age is 18 years. The same age regulation is 

in Slovakia. No regulation of retail hours is forced neither in the Czech Republic or in 

Slovakia.  

The Czech spirit market was greatly affected by the partial prohibition in 2012 

(Aktualně, 2019). The partial ban came into force on September 14, 2012. The Ministry 

of Health responded to the wave of methyl alcohol poisoning. The Ministry of Health 

altogether banned the sale and pouring of beverages with an alcohol content of 20% or 

more. At first, the prohibition was only in the Czech Republic, and exports were not 

restricted in any way. However, Poland and Slovakia banned the trade of alcohol with 

more than 20% of the ethanol produced in the Czech Republic (Aktualně, 2019). 

In response, the government preventively banned the export. The prohibition was 

released on September 27, 2012. Spirits produced before December 31, 2011, was put 

on sale. Spirits produced during 2012 could only be sold with a new stamp. As a result, 

the methanol affair taught the Czechs to drink better quality alcohol. The methanol affair 

affected some liqueurs, but most of them a year after the prohibition, they returned to 

profit, and the situation was stabilized (Aktualně, 2019). 

The market was also affected by the Coronavirus, when the sales (mainly in the 

restaurants) decreased according to Josef Nejedlý by 40 %.  

2.3.1 Porter analysis 

The threat of new entrants  

The threat of the new entrants is minimal. This is mainly because the initial investment 

into building a company is high, and the legislation does not add to it. Most spirits must 

age for a certain period before being ready for the market. The proper names of already 

established companies play a significant role here. There is already a lot well know 

the brand, which already gained their customers with a wide range of already established 

products. 
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Threat of substitutes  

The availability of substitute products from other industries is one of the most influential 

forces affecting the spirit industry. Substitutes, wine, and beer can be considered a liquor 

in both the Czech and Slovak markets. Spirits are also deprived of the right to advertise 

in some sites where beer and wine can (Brown-Forman, 2012, p. 28).  

According to an independent survey conducted by PerfectCrowd (E15, 2013) among 

respondents over the age of 18, during the methanol affair, 76% of respondents replaced 

alcoholic beverages with wine and beer. According to Fruko Shulz s.r.o. after 

the methanol affair, sales of alcohol products fell by almost 2%, of which most of 

the decline were sales in restaurants.  

Additionally, beer and wine are generally less expensive than spirits. All of these factors 

are very competitive with the distilleries industry.  

Bargaining power of buyers  

Buyer power influences the industry, mainly by the pressure on suppliers when they try 

to ensure the most favourable conditions for them. This creates a competitive relationship 

between individual companies in the industry.  

Firstly, it is necessary to consider what are the ways of selling alcohol for Fruko Shulz 

s.r.o. The predominant part is distribution through wholesalers and retailers. Direct sales 

to restaurants and end customers are an exception.  

According to annual reports of the Fruko-Schulz s.r.o., the main customers 

of the company are wholesalers and retailers such as Makro, Kaufland, Penny Market, 

Spar, and others. The company supplies all of these under its brand. Only Coop is 

provided under the Coop brand, Marshall. 

As there is a limited number of them, the company tries to establish cooperation with 

as many of them as possible. Thus, buyer power is high. The buyers do not apply their 

high bargaining power in the pricing policy often, as it is only a resale of purchased goods, 

but instead, they use a high bargaining power in payment policy.  

As a great example, in 2012, there was a "suppliers war" between Lidl and Fruko Shulz 

s.r.o. The companies did not agree on prices, so the Lidl retail chain stopped to supply 

the Fruko Shulz goods. According to CEO Josef Nejedlý, the pressure on the cost was 
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enormous that the Fruko Shulz could no longer bear it. Fruko supplied to Lidl under 

a private label - it was not listed on the labels as a producer - rum, vodka, and apricot 

spirit. 

Bargaining power of supplier  

The bargaining power of suppliers is a strong force in the spirit industry. The spirit 

industry is dependent on its suppliers. Pressure from suppliers is created when there 

is such a stable supplier who can influence the profitability of the industry. A specific 

case may be a situation where one company can increase the price so much or reduce 

the quality of products to jeopardize the profitability of the industry, and customers 

are not able to prevent it. 

For the company Fruko-Schulz s.r.o. the considered supplies are alcohol and other 

components that are necessary for the production of alcoholic products. In the case of the 

Fruko Shulz company, the supplier power is relatively low. The reason why the supplier 

power is relatively small is that, in this sector, there are many suppliers. As stated 

by the company's management, the company has an excellent long-term relationship with 

its suppliers. Thus, they eliminate the risk of unstable suppliers or a decline in profitability 

due to rising prices of production factors. However, even if such a situation arises, it is 

not too difficult to replace the current suppliers of the products with a similar one. 

The most important suppliers for the company are suppliers of bottles OI Sales 

and Distribution Czech Republic, Sklárny Moravia, and BM Pack s.r.o. The company 

supplies sugar from Litovelská Cukrovarna, a.s. and Cukrovary a lihovary TTD. 

Alcohol is supplied from Moravský Lihovar Kojedín and Lohovar Budeč s.r.o. 

Degree of rivalry  

Within the spirits market, not only legal competitors must be considered, but it is also 

necessary to focus on the black market, which plays a relatively significant role in the 

spirits market. The great development of the black market in spirits began in 2010 when 

the excise duty on alcohol was increased. Currently, after the methanol affair, the state 

is trying to regulate the black market, which was relatively unregulated until 2012. Still, 

it is a long-term process that needs to be further enforced by legislation. The competition 

in the Slovak market is extensive, because Slovaks are faithful to their kinds of alcohols, 

e.g. Spišská borovička.  



56 

 

 

The competition in Slovakia is vast, as in the Czech Republic. Practically all goods as in 

the Czech Republic are available here. The Slovak customer decides according to quality 

and price. The sale of Czech products is usually carried out in a wholesale network. 

In the Slovak Market, a leading competitor is company ST. Nicolaus. The company is the 

most prominent spirit producer in Slovakia. The company's portfolio consists of dozens 

of product lines, including well-known brands such as Nicolaus Vodka, hot herbal liqueur 

Demänovka, and fruit spirits from the Jubilejná line. 

The big rival for the Fruko Shulz company is also Karloff distillery s.r.o. They are well 

known for their unique tea-herbal liqueurs produced in various grades from 17% to 72% 

and in multiple flavours.  

Another rival is the company GAS Familia, s.r.o, which is well known for its tradition 

of production of quality and variety of alcoholic beverages. The company produces a full 

range of several dozens of different types of alcoholic drinks. The most popular from their 

portfolio is the collection of products Gorals and Spiš Original.  

2.3.2 Analysis of competition  

It the analysis of competition, the three main Competitors on the Slovak market will be 

analysed. 

ST. Nicolaus 

In the Slovak Market, a leading competitor is the company St. Nicolaus. The company 

is the most prominent and largest spirit producer in Slovakia (St. Nicolaus, 2020). 

The company's portfolio consists of dozens of product lines, including well-known 

brands such as Nicolaus Vodka, hot herbal liqueur Demänovka, and fruit spirits from 

the Jubilejná line. Company plants are located in Liptovský Mikuláš and Leopoldov 

(St. Nicolaus, 2020).  The history of the company dates back to the year 1867, and in the 

year 1967, the production of the most famous Slovak herbal liqueur Demanovka began 

(St. Nicolaus, 2020).  

• Digital marketing channels 

The company ST. Nicolaus uses for its digital marketing communication website, 

Facebook, and Instagram. 
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The website is modern with a functional, simple, and bright design. The website can be 

easily switched from the Slovak to the English.  

The company has seven different profiles on the social network Facebook. Profiles do not 

promote the company, but their spirits products. Company promotes their seven leading 

spirits - @Demanovka, @ Jubilejná, @ St. NicolausKlasik, @NicolausVodka, @ 

domovina.sk and @Soberanobrandy. The Facebook pages of each spirit will be described 

shortly. 

Demanovka's profile feeds is primarily posting pictures of the herbal liquor in the Slovak 

landscape. The profile is posting in once a month, so there is not much activity on this 

profile. 

Jubilejná - this page is active, but no longer used, last time, when the company was 

posting is on January 17, 2019. 

St. NicolausKlasik - the company is active on this page and posts approximately once 

a week. The site mainly communicates various flavours, St. NicolausKlasik. The post 

is in photographic form or in "micro-videos." Since April 27, 2020, the site has increased 

its activity and started posting posts related to the Coronavirus situation in the world. 

The site points out that their product can be used as a disinfectant and also supports 

the #podporsvůjpub. 

NicolausVodka - This is the company´s most active profile. They post once a day 

and have launched the #stagehome campaign during the Coronavirus. As part of this 

campaign, it organizes free live concerts on youtube with leaders of the Slovak music 

scene - Separ, Majk Spirit, Rytmus, or Peter Pann. 

domovina.sk - this page is not active; they post nearly one a month. The last campaign 

posted on this profile was zostandoma.sk. 

@Soberanobrandy is one of the company's most active Facebook pages for now. 

The page started to be active only during the coronavirus crisis. The company started 

posting on this page once a week with hashtag #zostandom (stay home) 

The company presents itself digitally with two profiles on the Instagram. The Instagram 

has a pattern of @nicolausvodka and @domovinamoja_sk.  
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On the profile, Nicolausvodka presents the same #stagehome content as on Facebook. 

However, they add less to the Instagram profile with a frequency of one post per week.  

Profile Domovinamoja.sk has a very modern and designed feed. Unfortunately, 

the company is not very active on this profile and posts nearly once a month. 

From an aesthetic point of view, it is the most beautiful Instagram feed of the company. 

The company is active on the Nicolaus Vodka YouTube channel. The channel has 898 

subscribers and with a portfolio of 78 videos. The company started using YouTube in the 

year 2015. In the year 2020, they posted only one video in support of the #stagehome 

challenge mentioned above. 

Karloff distillery s.r.o. 

The big rival for the Fruko Shulz company is also KARLOFF distillery s.r.o. The 

company is on the market since the year 2002, and their motto is, "We don't need to be 

the biggest. We only want to be the best" (Karloff, 2020). The company's products have 

been awarded for both taste and design (Karloff, 2020). The main awards are the Red dot 

design award, the Superior taste award, and the Penta Ward (Karloff, 2020). 

They are well known for their unique tea-herbal liqueurs Tatratea, produced in various 

grades from 17% to 72%, and in multiple flavours so everybody can suit this drink to its 

taste (Karloff, 2020). 

• Marketing communication channels 

The company Karloff uses websites, Facebook, and Instagram for its digital 

communication. 

The company's website is in a modern and bright design. The page can be set to the 

Slovak or English version.  

The company has two pages on Facebook. One page promotes the company directly and 

the other, its main product, Tatratea.  

The company is not very active on the @Karloff profile. Their posting period is mainly 

three times a month, and posts are primarily about Tatratea and Czechoslovak Vodka 

liquor.  



59 

 

 

The company is more active on the @tatrate profile. Where the post approx. five times 

a month and promotes the product. The main promo focuses on advice for customers on 

how to mix the liqueur with other components - such as Tatratea mixed with iced tea. 

The profile also promotes bars where Tatratea events take place - Tatratea party. 

The company promotes itself on Instagram under the profile @tatrateaofficial, but there 

are also profiles for world divisions - such as the Czech Republic, Bulgaria, or Hungary. 

On the official site, the company has a smooth feed. Each post has a liqueur Tatratea with 

beautiful landscapes across the world. This Instagram has 20200 fans, which indicates the 

success of the site. To compere, has only 5,000 fans. 

GAS Familia s.r.o. 

The company GAS Familia, s.r.o, is well known for its traditional production of quality 

alcoholic liqueurs (Gas Familia, 2020). The company is on the market since 1994 

and produces a full range of several dozens of different types of alcoholic drinks 

(Gas Familia, 2020). The most popular from their portfolio is the collection of products 

Gorals and Spiš Original (Gas Familia, 2020). 

• Marketing communication channels 

Company marketing communication channels consists of websites, Facebook, and 

Instagram. 

The company's website has an older design with limited functionality and clarity. 

The company itself is not present on the Facebook profile, but they have a profile for 

their Spis Original liqueur. The profile is not smooth and unified. The company posts 

about three times a month, and most of the content contains a photo of the liqueur Spis 

original with different backgrounds. 

The Instagram profile was also created solely for Spiš Original. On Instagram, the 

company is posting three to five times a month, but the feed is not unified, so it is not 

attractive for the Instagram users, this is also confirmed by the fact that this Instagram 

profile has only 364 fans. 
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2.3.3 Key success factors 

For the company Fruko Schulz s.r.o. is essential to understand the competitive factors 

that are critical to last and succeed on the market (Thompson et al., 2012, p. 83) 

The identified key success factors will ensure the company's success on the market. Based 

on the five forces model and the competitor's analysis discussed above, the key success 

factors of the company can be identified.  

The identified key success factors are: 

Brand name - customers mostly buy spirits based on quality and brand name. Thus, the 

company Fruko Schulz must effectively brand their product to differentiate it from other 

similar products. m 

Product promotion - the way how to effectively brand their spirits can be through smart 

marketing. Smart marketing helping companies to build their brand name. Most of 

the companies trying to reach customers through similar digital media, thus it is crucial 

for the company to be creative in the promotion of their products to step out 

of the competition. Creativity in digital media will help the company to reach customers 

effectively and will be easier for the customer to remember their products.  

Innovations – Innovations are essential for every industry. The company must be 

innovating in how to maintain its existing customers and how to attract new customers. 

The innovation can be done by innovating their already existing products. The company 

can try to twist them or add new flavours. Another innovation the company should also 

try to come up with new products. The company Fruko Schulz come up with a unique 

Absinthe with only 30% of alcohol. This product helps the company succeed in the Asian 

market, where this Absinthe is very popular, and for example, Fruko Schulz gained 95% 

of Absinthe market in Taiwan.  

Strong distribution network - without a strong distribution network, the company would 

be at a significant disadvantage. By the strong distribution network, the company can 

reach all the existing and also potential customers.  

Delivery of key inputs - company Fruko Schulz relies on raw materials to produce their 

spirits. The raw materials are fruits, sugar, grains, and many more. Most of them are 

available based on season and are depend on the quality of the growing season. The bad 
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quality season can affect the productivity of their spirits. Companies need to find ways to 

limit their exposure to shifts in raw material prices to be successful within the distillery 

industry (Kaczanowska, 2012, p. 19). 

To be outstandingly better than its competitors, the company must build its strategy that 

ensures they are fulfilling and even exceeding those key success factors. 

2.3.4 Industry analysis summary 

Industry specifics summary 

Table 6: Industry analysis opportunities and threats 

Source: (Author’s findings) 

Opportunities Threats 

Steady growth over the last ten years. Transnational policies 

Alcohol production is highly 

demanded - high consumption of 

alcohol in Slovakia 

Alcohol consumption is harmful 

Innovations - new products Unexpected situations - prohibition 

in 2012, Covid-19 

 

Porter analysis summary 

• The threat of new entrants  

The minimal threat of new entrants - high initial investments.  

Already established companies 

Customer's brand loyalty. 

• Threat of substitutes  

Most influential force, 

The spirits can be easily substituted - during the methanol affair, the hard liquors were 

substituted by wine and beers. 

• Bargaining power of buyers  

The bargaining power of buyers is high in the case of big retailers. 
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A large number of suppliers for retailers 

Supplier war (Fruko Schulz x Lidl) 

• Bargaining power of supplier  

For the Fruko Shulz company, the supplier power is relatively low. 

• Degree of rivalry  

The black market must be considered. 

A huge degree of rivalry on the Slovak market. 

Table 7: Porter's analysis opportunities, threats, strengths and weaknesses 

Source: (Author’s findings) 

Opportunities Threats 

High initial investment for new entrants Price pressure 

Cooperation with retailers High level of competitors 

 Less expensive substitutes 

Strengths Weaknesses 

Already established company Easy to substitute products 

Summary of competitors marketing communication analysis. 

Table 8: Summary of competitors marketing communication analysis. 

Source: (Author) 

Medium St. Nicolaus Karloff Gas familia 

Website Yes- modern 

design  

Yes - modern 

design 

Yes - older 

design 

Company 

Facebook 

yes yes no 

Product 

Facebook 

Yes - 7  Yes - 2 Yes - 1  

Company 

Instagram 

yes yes yes 

Product 

Instagram 

Yes - 2  Yes - 1 Yes - 1 

YouTube yes no no 

App no no no 
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Key success factors summary 

• Strong capital structure. 

• Brand name. 

• Product promotion. 

• Innovations. 

• Strong distribution network. 

• Delivery of key inputs. 

 Microeconomics analysis 

In the microeconomic analysis, the Value Chain, Competitive advantage, marketing mix, 

communication Channels, and SWOT of the Fruko Shulz company will be analysed. 

2.4.1 Value Chain analysis 

The Value Chain analysis represents the internal activities a company involves in when 

converting inputs into outputs. Value chain analysis consists of nine value activities, 

which creates added value to the production. The added benefits are divided into two 

categories: primary activities, which include the main activities of the company, and are 

involved in manufacturing and selling. Primary activities are a source of cost advantage. 

Thus, costs can be identified for each activity and correctly managed. The second 

category are supporting activities and it is the most critical source of differentiation 

advantage.  

The value chain analysis involves several activities, from suppliers of essential parts 

to distillery to retail stores.  

Primary activities 

• Inbound logistics - production of sugar cane, alcohol, harvesting, and crushing. 

Supplier evaluation takes place once a year. The Fruko representative goes to the 

supplier company to meet with them, and the evaluation board is done.  

• Operations - the processing of the supplied material into the required form 

of alcohol. The steps of processing are fermentation, distillation, repose, 

and blending. 
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• Outbound Logistic -in outbound logistics, the main activity is bottling, labelling, 

and preparing alcohols in cartons for the distribution. Finished products are stored 

in the warehouse. The storage capacity is 4,700 pallets. Some types of alcohol 

are also stored in tanks. The time for which the goods are stored here is individual, 

depending on the frequency of orders for a particular product. Some products 

are produced only once a year and are produced in quantities that are sufficient 

to cover year-round demand. As spirits do not have a warranty period, they can be 

stored for any length of time and the expiry date does not have to be checked. 

• Marketing and Sales - this department is responsible for the Fruko Schulz 

marketing strategy. This includes the marketing mix, marketing communication, 

PR, or brand image. The main goal of sales is to sell to supermarkets, small 

retailers, bars, and restaurants. 

• Service - the service department is responsible for managing mostly 

the objections and questions from customers.  

Secondary activities 

• Firm infrastructure - includes the company's management, finance department, 

controlling department. Company management oversees all the departments in the 

company and the company in general. The main aim is to reach targeted goals and 

future strategic planning. The Finance department is responsible for accounting 

standards and norms. The department of controlling are specialists who focus 

on updating the legal factors, such as standards and regulations. 

• Human resources - the department of human resources is responsible for 

the acquisition, management, and improvement of employees at the company. 

This work of HR department is essential because an excellent employee can be 

a competitive advantage 

• Technology development - this step helps company to innovate. 

The development department is responsible for purchasing, installing, and 

maintaining equipment, as well as periodic facilitating of the machine. 

Technologies in the company can help gain an advantage over competitors and 

increase the efficiency of the Fruko Schulz company.  

• Procurement - The goal is to find quality supplies that fit the company's budget. 
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2.4.2 Competitive advantage 

The competitive advantage analysis is based on Value Chain analysis and SWOT 

analysis, discussed above. 

The competitive advantages are the good name of the company, the price level of the 

company, e.g. lower prices than the competition. The competitive advantage are also 

company assets and investments. The company also tries to innovate as much as possible 

- innovations reduce the company's costs and increase the output efficiency and quality. 

A definite competitive advantage is the know-how of the company - black vodka, 

30% absinthe, and Tuzemák. 

2.4.3 Microeconomics analysis summary  

Value Chain analysis summary  

Primary activities 

• Inbound logistic - suppliers production and evaluation board of suppliers. 

• Operations - the processing of the supplied material into the required form 

of alcohol. 

• Outbound logistic - labelling and preparing alcohols in cartons for the 

distribution. Warehouse storage.  

• Marketing and sales - managing the company's marketing communication. 

• Service - quality customer service. 

Secondary activities 

• Firm Infrastructure -strategic planning, bookkeeping, financial, and control 

department. 

• Human resources - managing the human resources of the company. 

• Technology development - technology acquisition. 

• Procurement - the goal is to find quality supplies that fit the company's budget. 

Competitive advantage summary 

• The good name of the company. 

• Price level. 
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• Company capital structure. 

• Innovations. 

• Good Know-how. 

 Marketing analysis 

In the Marketing analysis, the Marketing mix and communication channels of the 

company Fruko - Schulz will be further analysed.  

2.5.1 Analysis of Marketing mix 

Products 

Fruko Schulz has an extensive product portfolio, which goes almost across the entire 

range of alcoholic products. The company sells both miniatures (0.2 l bottles) and classic 

0.5 l, 0.7 l, 1 l, and 3 l bottles. The percentage of alcohol varies according to the type 

of product.  

The Portfolio of Fruko Schulz company is:  

• Vodka - 12 types - Alexander Puschkin Česká originální, Česká originální 

ovocná, Carská Vesnice, Carská Zlatá, Hlibny Dar, Imperial Collection, Imperial 

Gold, Imperial Golden Snow, Ivan Hrozny, Ladoga and Zver. The company has 

patented black vodka. Vodka Alexander Pushkin Black is made by enriching the 

vodka with humid substances that are part of peat and are used in medicine to 

detoxify the body. 

• Absinthe - 5 types - Magic Original, Magic Red, Black Magic, Absolvent, 

and Liqueur. An interesting and very well-known is Absinthe Magic, which 

is widely used for the production of the B52 cocktail, in which it is ignited 

and burns with a bluish flame. 

• Cognac - 5 types - Bossard, Dobbe, Favraud, Imperiátorská kolekce, and Roullet. 

• Whiskey - 2 types - Honey and Cherry. 

• Distillers - 3 types - Tuzemák, Rum Pražské Gardy, and Beer spirit. 

• Tequilas - 2 types - Dulce Vida Blanco, and Dulce Vida Reposado. 

• Gin -8 types - Sloe, Barrister, Blue, Pink, Orange, Russian, Old Tom, 

and Foxbridge. 
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• Liquors - 30 types - Cream, Coffeto, Amaretti, Blue Curacao, Triple sec, apricot 

spirit, Cherry, Advocat, Assam Tea, Vanilla, Grapefruit, Melon, Green apple, 

Green Mint, Blackberry, Strawberry, Cranberry, Jumbo Coconut, Coconut, 

Passion Fruit, Coffe, Banana, Cacao white, Mango, Honey, Peach, Lychee, 

Raspberry and Cassis. 

• Bitters - 2 types - Chulz Bitter and Ligare. 

• Whiskey - 2 types - Honey and Cherry. 

• Champagne - 2 types - Brut and Rosé. 

• Sparkling wine - 4 types - Brut, Semi-sweet, Rose, and Cuvee. 

• Anti - COVID disinfectant. 

Place 

The main store of Fruko Schulz products is in Jindřichův Hradec, where the liquors 

are produced, and the second store is the Fruko shop in Prague. The products are also sold 

in chains such as Albert, Globus, Tesco, and others. The company mainly uses direct 

distribution - the goods are imported directly from the factory to wholesalers and retailers. 

It is also possible to arrange a regular collection of products, for example, to restaurants 

and hotels. Another distribution channel is the e-shop and the app, where customers 

can buy all types of alcohol produced by Fruko Schulz.  

Price 

The price of Fruko Schulz products varies. The bottle can cost from tens of Czech Crowns 

to thousands. The price depends on the raw material used, age of alcohol, or the product 

from limited editions.  

Promotions 

The company was promoted in television advertising connected with sports broadcasts 

aimed at the target group. The company also supported its sales with the help of radio 

programs - Impuls, Blaník, Faktor, Rock Rádio and rádio Česká Kanada. The company 

was seen in football, hockey, and floorball in the Jindřichův Hradec region as part of its 

sponsorship. 

The company does not participate in many trade fairs, only at the Prague Bar Show. This 

Prague Bar show is an only promotional event within the trade fairs. 
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The promotion on the digital platform of the company Fruko Schulz is relatively weak, 

the company has its own Instagram and Facebook, but there is not much activity.  

The company's websites are in the old design and needs improvements. Therefore, the 

author has decided to focus on the promotion of the company and propose suggestions 

for improvement that will become more visible and get into the subconscious 

of customers, which can lead to increase sales. 

2.5.2 Marketing channels analysis 

The company invests in multiple forms of advertising, but only in the Czech Republic, 

therefore the author will analyse the Czech communication channels of the Furko Schulz. 

The author divided the communication channels analysis into traditional channels 

and digital channels. 

Traditional channels 

The company invests in multiple forms of advertising in the Czech Republic. 

o TV advertisements - The company promoted itself in 2019 with the help 

of television advertising connected with sports broadcasts, aimed at the target 

group of the customer. The advertisement on Fruko Schulz was broadcasted 

during the first football league on channel O2 TV, thus attracted a large part of the 

male population. TV spots were also broadcast on sports broadcasts of boxing 

and Wimbledon. 

o Product placement - the products of the company, can be seen in 

movies - Případ mrtvého nebožtíka and Babovřesky 2. 

o Radio advertisements - The company also supported its sales through radio spots 

on radios - Impuls, Blaník, Faktor, Rock Rádio and radio Česká Kanada. 

o Billboard advertisements in Jinřichův Hradec area. 

o Rock Festivals in the Czech Republic. 

o Advertisement on the company's cars and trucks 

• Sponsoring – as part of the sponsorship, the company was seen in 2019 

on football, hockey, and floorball games in the Jindřichův Hradec region 

• Event marketing on trade shows - company, only participated in the Prague Bar 

Show and on music festivals.  
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• Personal selling channels are used primarily for business to business 

relationships, because by using this channel, the company may gain new clients 

or retain a partnership with current ones. 

Digital channels 

The website is the main digital marketing channel of the company, as it serves both for 

promotion and business. Company use two domains - www.fruko.cz, and 

www.frukoshop.cz.  

The domain fruko.cz is the company's website. This website contains information's about 

the company, history, and catalogue of the products. This website can be switched 

in Russian and English versions. The main issues of the company's website fruko.cz 

are the designs, perception, complexity, and responsiveness. The site has an older design 

and is not actualized. The latest information can be found on the website from 2014. 

The website also does not contain essential links to the company's Facebook and 

Instagram pages. 

 

Figure 12:Fruko Schulz web page 

Source: (Fruko Schulz, 2020) 

The Frukoshop.cz website is in a simple, functional, and in modern design. The author 

stated that the site is much better compared to the company's website. For the customer, 

it is easy to go through the website. Also, the colour scheme leaves a pleasant impression. 

The design is modern and straightforward. The website's response is fast, and the e-shop 

is connected to the ČSOB payment gateway, so the customer can quickly pay through the 

portal.  
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Figure 13: Fruko Schulz e-shop 

Source: (Frukoshop, 2020) 

Facebook- the company is also promoted on the social network Facebook. Fruko-Schulz 

tries to promote its products on Facebook at a frequency of three posts per month. 

This profile promotes the full range of the company's product. Within the overall content, 

only photos of various types of products can be found on this Facebook profile. Each post 

contains a photograph of one kind of alcohol and includes two hashtags name of the drink 

promoted and #FrukoSchulz. The profile was founded in 2012 and now has 8362 fans. 

Instagram - the company uploads the same content on Instagram as on Facebook. 

The interconnection of the profiles can be seen here. The site was founded in 2017 but has 

only 295 fans. Thanks to the fact that the profile has only 295 fans, it can be seen that the 

profile did not really interest them. The Instagram profile of the company needs 

improvements to engage the customers. A good Instagram can help in brand awareness 

and can gain a lot of new customers. Having a good Instagram profile is one of the most 

critical steps in the marketing strategy (DMI, 2020). 

 

Figure 14: Fruko Schulz company's Instagram profile 

Source: (Fruko Schulz Instagram profile, 2020) 
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App - the company launched its app in 2020. The app was created by AppSisto and can 

be downloaded in Google Play and Appstore. The application is very well structured. 

The company's products, recipes containing Fruko Schulz products, and information 

about the company can be found in the application. The advantage of the application is 

that the customer can buy the company's products directly from it - therefore, the app also 

serves as an e-shop. The customer can easily order products from mobile, which will 

make their time more manageable. The author sees a significant advantage over the 

competition in this application. Unfortunately, the app was not promoted in any way, 

so customers do not know about it yet. 

 

Figure 15: Fruko Schulz app 

Source: (Fruko app, 2020) 

2.5.3 Marketing analysis summary 

Marketing mix summary 

• Product - 12 types of alcohol, Anti - COVID disinfectant.  

• Place - Export to 34 countries, Retail stores, Bars. e-shop. Fruko Shop in Prague. 

Fruko Schulz Jindřichův Hradec. 

• Price - the product price varies. 

• Promotion - advertisement, direct marketing, digital marketing. 

Marketing channel analysis 

Traditional channels 
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• Advertising - TV, Radio, Product Placement, Billboard, Rock festivals, vehicles. 

• Sponsorship - football, hockey, floorball games. 

• Event marketing - trade Shows. 

• Personal selling - B2B communication. 

Digital channels 

• Websites - company's websites and e-shop. 

• Social media - Instagram and Facebook. 

• Application - Fruko Schulz app. 

Table 9: Marketing analysis strengths and weaknesses 

Source: (Author’s findings) 

Strengths Weaknesses 

Extensive products portfolio Just 3,12 % of export goes to Slovakia 

Export to 34 countries Digital marketing promotion 
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 SWOT Analysis 

performed SWOT analysis deals with the strengths and weaknesses of the Fruko Schulz 

company and, at the same time, analyses its opportunities and threats. 

Table 10: SWOT analysis 

Source: (Author’s findings) 

Strengths Weaknesses 

A long tradition of the company Dependence on the prices of alcohol and 

other necessary raw materials 

Good relations with distributors and 

suppliers 

 

Low level of digital marketing and 

promotion of the company's products and 

the company itself 

Quality/price ratio Non-central location within the Czech 

Republic. 

Investments into innovations A lot of competitors on the market. 

Good financial situation of the company The products can be easily substituted by 

- wine, beer, or other spirits. 

Opportunities Threats 

Creation of new products/flavours The negative impact of currency 

devaluation against the Euro. 

Deeper penetration of European markets Price war 

Production of quality and trustworthy 

products 

Presence of strong competitors in the 

market 

The popularity of alcoholic products in the 

Czech Republic and Slovakia 

The black market in alcoholic products 

Growing of internet marketing Suppliers pressure on price 
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3 Recommendations and solutions proposal 

The main aim of this chapter is to combine theoretical foundations and conducted 

analyses with a goal to propose a marketing plan and strategy for the company’s digital 

marketing communications on the Slovak market. The Autor will propose digital media 

communication of the company. The proposed improvements in digital 

marketing communication are aimed at increasing the efficiency of the company’s 

marketing, marketing reach, brand awareness, image and sales.  

Namely, the author will improve: 

• Website of the company, as company currently have old web design. 

• Social medias of the company - Facebook, Instagram, YouTube and LinkedIn. 

• Email marketing  

Key strategic area for Fruko Schulz company is marketing communication on the Slovak 

market. Thus, the author will create a plan and strategy how to efficiently further penetrate 

the Slovak market with marketing tools.  

The main aim (vision): 

The main aim is to increase brand awareness, sales and to establish the company 

as a quality supplier of a broad range of spirit with good quality/price ratio on Slovak 

market. Another aim is to introduce the company as a modern, innovative company that 

has a customer-friendly approach. 

The main aim in numbers: 

In order to consider the marketing communication on the Slovak market as successful 

the company should execute at least five B2B contract in Slovak retail stores or bars 

collaborations. The company should have at least 1 500 followers in total on Instagram’s 

profiles. And the export should increase from 3,12 % to at least 8 %. 

Key performance indicators (KPI) 

• Website and e-shop traffic. 

• Number of purchases. 

• E- shop visit/purchase ratio. 

• Engagement per follower. 
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• Impressions and reach. 

• Followers growth rate. 

• Best time to post. 

• Traffic from social media to e-shop/website. 

• Branded tags and mentions. 

• Stories metrics. 

The period, over which the company should meet the aims:  

Q1 2021 - Q4 2021.  

The strategic area the author will focus on in this proposal is:  

Digital Marketing communication. 

 Suggested digital marketing strategy 

The author will discuss six individual specific steps for Fruko Schulz digital marketing 

strategy how to deeper penetrate the Slovak market through digital marketing 

communication. 

1) Market  

An important step for the company will be monitoring the market developments, trend 

in demand for spirit and innovations - such as popular types of spirit, trend of to-go 

packaging. Thanks to this, company will provide customers with demanded 

and high - quality spirits. 

Goals: 

- monitor the trends in spirits.  

2) Competitors  

The next necessary step is to observe the competitors, the way of their presentation 

and communication with customers. As well as their overall design and types of spirit 

they produce.  
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Goals: 

• Do competitors analysis and market research at least quarterly. 

• Actively monitor competitors on social networks. 

• Continuously follow the researches and innovations in spirit industry. 

3) Target group  

Another critical step is to determine the target group. Fruko Schulz's target group 

are B2B - retail stores and bars, where the company will try to arrange distribution 

expansion. Nevertheless, the target group are also the end customers. Thanks to the fact 

that the company produces a full range of spiritic products, it will target both men and 

women over the age of 18. Gin strategy will target younger customers aged 18-35 who 

like to have fun with friends, enjoys social networking, want to try new things, and live 

a social and friendly life. Tuzemák strategy will target customers across the entire age 

range, those who enjoy spending time with friends, love to have fun, live a social life, go 

to work, or work from home. All other Fruko-Schulz products will have the same target 

group as Tuzemák. The aim is to adapt the company presentations and products with 

the requirements of the target group. The company has to gain customers trust. 

Goals: 

• Analyse the target group. 

• Define the demand for spirits. 

• Receive feedback from customers on an ongoing basis to optimize 

the presentation of the company. 

4) Digital marketing communication 

The most important part is to set a perfect digital marketing strategy for deeper 

penetration of the Slovak market.  

Goals: 

- Visually change website to modern design. 
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- Set up social media accounts for Tuzemák and Gin (Instagram and Facebook). 

- Set up YouTube channel for the presentation of the company and types of spirit 

drinks they produce. 

- Set up LinkedIn for presentation of the company. 

- Prepare e- mail marketing pitch deck. 

5) Products 

There are two primary products of Fruko Schulz - Jindřichohradecký Tuzemák and Gin. 

Both products will be promoted through newly created Instagram and Facebook accounts, 

dedicated only for these products. Furthermore, all other products will be standardly 

promoted through official company’s Instagram and Facebook accounts.  

Goals: 

• Ongoing review of customer needs, competitors progress and overall market 

in general. 

• Creating new products, new recipes, modifying existing ones (new flavours, 

packaging, etc.). 

• Closing deals with potential customers (retail stores, bars). 

6) Team  

From the beginning, the strategy will be managed by a foreign relations manager in the 

Czech Republic. But if the company will manage to increase sales on the Slovak market, 

it should hire a marketing/sales manager who will be in charge of this market. This step 

can also bring more credibility for the brand. Main goal for this manager would 

be to deepen contacts, close new deals, gather and share information about Slovak 

market.  

Goal: 

- Hire a sales/marketing manager for the Slovak market. 
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3.1.1 Action plan of the suggested strategy 

Activity 1- Website redesign 

• What to do - hire a webmaster company for website redesign. The goal is to make 

the website more modern and easier for viewers to quickly find their favourite 

products. Secondary goal is to extend current website, integrate e-shop solution 

and add the links to company’s social accounts (Instagram, Facebook 

and YouTube) and official Fruko Schulz app (Appstore and Google Play). 

• Activity target - modern look, simplicity, reach. 

• Who is responsible - Fruko Schulz manager and webmaster company. 

• Activity period - Q1 2021 - Q4 2021. 

• Expected costs - 80 000 CZK.  

• More detailed description of the activity - The company must find a webmaster 

that designs the website in a modern way and according to their viewer needs. 

The website has to be clear, functional and modern with essential links.  

Activity 2 - Website administration  

• What to do - manage information on the web, update of PR actions of the 

company. 

• Activity target - keep viewers informed, build brand credibility, acquire new 

customers.  

• Who is responsible - Manager. 

• Activity period - Q1 2021 - Q4 202. 

• Expected costs - approx. 500 CZK per month (domain, servers). 

• More detailed description of activity - managing information on the web, adding 

updates, information’s about presence of the company and PR. 

Activity 3 - Creation and management of social accounts (Facebook, Instagram and 

YouTube) 

• What to do – Create new Instagram and Facebook for Tuzemák and Gin. 

Slightly reform official Instagram and Facebook accounts of the company. 
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The goal is to make viewers more engaged. Also, part of this action is to create 

a YouTube channel. The content on all social media accounts should be uploaded 

regularly - at least every two - three days. Moreover, videos will be uploaded to 

YouTube at least every 1-2 months. 

• Activity target – increase of the company brand awareness on the Slovak market, 

inform clients and fans about the products, gain new viewers, and keep the 

relationship with the current ones.  

• Who is responsible – Social media manager.  

• Activity period - Q1 2021 - Q4 2021.  

• Expected costs – social media manager - 250 CZK/post. 

• More detailed description of the activity - Upload posts on social media accounts. 

Try to keep the profile consistent in order to catch the viewer eye. Gin profiles 

should target the 25-45 age group. Tuzemák account does not have a defined 

target group. The company should also upload videos about the products 

on YouTube, as well as recipes how and what can be mixed using their spirits.  

Activity 4 - LinkedIn activity 

• What to do - active promotion of the company on LinkedIn, active networking - at 

least 15 new contacts in retail stores, bars or small stores per month with the goal 

execute at least 5 B2B contracts.  

• Activity target – networking, brand awareness, establishment on the Slovak 

market, acquisition of customers.  

• Who is responsible – manager.  

• Activity period – Q1 2021 - Q4 2021. 

• Expected costs - approx. 12 000 CZK (annual premium account on LinkedIn). 

• More detailed description of the activity - actively address people from the retail 

stores, bars and small stores. 

Activity 5 - Email marketing  

• What to do - actively send the company’s offers to potential B2B client - at least 

20 mails per month.  

• Activity target - raising brand awareness, acquiring new clients, and networking.  
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• Who is responsible - manager.  

•  Activity period - Q1 2021 - Q4 2021. 

• Expected costs - no extra costs.  

• More detailed description of activity - sending emails to potential B2B clients. 

 Proposed solutions 

Communication style 

• Tonality - natural, cheerful, energetic, friendly, relaxed, optimistic, reliable, 

humble, funny. 

• Touch points - website, e-shop, social medias, e-mails, stores, bars, customer 

fridge.  

• Character/ persona - friendly, warm, inspiring, happy. 

• Language - savvy, simple, jargon, fun, energetic. 

• Purpose - engage, inform, entertain, amplify. 

See-Think-Do-Care framework 

How to communicate to the customer in individual purchasing phases. 

• See - people who are over 18 years old and drink alcohol - do you want to have 

fun? Do you want to try new types or flavours of spirit? Try our products 

and have fun with friends. (Facebook, Instagram). 

• Think - all people thinking about buying / trying spirits - are you wondering what 

spirit to try? Take a look at our social media for inspiration. (Instagram, Facebook, 

YouTube and App). 

• Do - everyone who has already decided to buy - choose the type of spirit that suits 

you best. Simply order from our e-shop. (e-shop). 

• Care - Customers who already purchased from the company. They have already 

bought alcohol from the company. They know the company and the company 

should take care of them - remind them (Instagram, Facebook, Website, App).  
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3.2.1 Website strategy 

Compared with the competitors, Fruko Schulz has a relatively older website design. 

Therefore, the author proposes to the company to redesign their website so that they can 

be comparable or better than their competitors. At first glance, the page is not impressive 

and does not contain essential links to Instagram, Facebook, and a link to download 

the Fruko Schulz application. All these links need to be added to the site in order 

to improve interaction with the viewers. The author recommends purchasing of a new 

domain for the Slovak market with ending - .sk to be closer to the Slovak customers 

and also translating the website into the Slovak language. Although the Czech and Slovak 

languages are very similar, the translation into Slovak can increase the company's 

credibility. The plus of the current website is that is already translated into English 

and Russian language, so no additional cost will be associated with essentials translations. 

Company can later add Slovak language to the website with  

Redesigning website should be the first step of the proposed digital marketing strategy. 

Having a good website is essential for a successful digital marketing strategy. Author 

recommend hiring a specialized webmaster agency for the redesigning, which will take 

care of redesigning the website according to the company's requirements and viewer’s 

needs. The main requirements should be a modern aesthetical look that will catch 

the viewer's eye at first glance and readability. Integrate e-shop solution to the website. 

Add essential links - e-shop, Instagram, Facebook, and YouTube. And pop-up chat 

window so viewers can ask any question immediately and not have to look for contact 

information. Also, the responsiveness should be smooth on both desktop and mobile 

devices.  

The redesigning by the webmaster company should be done in one month, and after that, 

other marketing strategies such as - Instagram, Facebook, YouTube should start to 

promote the products of the Fruko Schulz company.  

Redesigning a website is not cheap, but it will help the company with a clear presentation 

and gaining new viewers. Websites are usually the first step in searching 

for product/company information, so when the websites are exciting and bright, the 

company has won in this first step. 
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The author further recommends improving the search marketing of the company targeted 

toward Slovak customers. SEO is improving the search engine ranking of the website. 

The author proposes to start using keywords in Czech, Slovak, and English language 

to reach as many as possible customers as possible. The keywords must be relevant to 

what the website offers. The recommended SEO should be aimed at Google, zoznam.sk. 

The maintenance of the website should be done monthly, to keep viewers updated about 

products, news, sales and special actions.  

The author has created two simple website designs for inspiration: 

 

Figure 16:website proposal 1 

Source: (Author) 

 

Figure 17: website proposal 2 

Source: (Author) 
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• Website media plan 

Table 11: Website media plan January – July 

Source: (Author) 

 

Table 12: Website media plan August - December 

Source: (Author) 

 

 

• Budget calculation 

Table 13: Website budget calculation per year 

Source: (Author) 

Consultation of requirements, user 

research 

5 000 CZK 

Design, front-end development, back-end 

development 

60 000 CZK 

Administration, testing, approval 15 000 CZK 

Servers and administration per year 5 500 CZK (500 CZK/month) 

Translation 10 000 CZK 

Total 95 500 CZK 

 

3.2.2 Social media strategy 

Instagram 

Instagram is one of the most popular and most used social media, and it is an ideal tool 

for brand building (DMI, 2020). The Instagram profile must share the brand value to get 

the most value out of it. The profile has to have all the necessary information, as well 
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as additional information, which makes the profile interesting 

(Zimmerman 2013, 176: Wood 2015, 189). 

The Instagram profile has to attract followers to increase brand awareness of the whole 

company. According to the analyses of the competitors, the author decided to keep 

the existing Instagram profile, Fruko Schulz, where the company presents its portfolio 

of all products. Moreover, the author proposes to the company to add two more Instagram 

profiles - for Gin's products and Jindřichův Hradec Tuzemák. According to the conducted 

market research, viewers are more active on the Instagram profiles of individual products 

than on the Instagram profiles of the companies. The author recommends creating 

Instagram profile for Tuzemák because Tuzemák is the most popular and best-selling type 

of spirit of Fruko Schulz. And Gin because it is one of the fastest-growing spirits and its 

popularity is increasing, so it is good to take this opportunity to increase awareness 

of Fruko-Schulz's Gins. 

The main topics on Instagram profiles 

Introduction of Fruko Schulz spirits, history of produced spirits, values of Fruko Schulz, 

entertainment, aesthetic photos, various recipes from spirits, feedback from customers, 

sharing posts from fans.  

• Barrister Gin Instagram profile 

The portfolio of Barrister Gins consists of 4 different flavours - Classic flavour, Pink 

gin - Strawberry flavour, Orange gin - Orange flavour, and Blue gin - Cardamom flavour. 

The Instagram profile firstly has to impress the viewer. Therefore, the author proposes 

Instagram bio strategy, profile strategy, paid promotion strategy and influencer strategy. 

o Bio strategy 

Barrister Gin 

Welcome to the official profile of the smoothest gin ever made 

Follow us for the best drink recipes you can make at home with our Gins! 

Only for 18 + 

The bio will be followed by the website and direct shopping link from the profile 

connected to the company's e-shop. 
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o Profile strategy 

The Instagram profile should be consistent and pleasing to capture the first impression 

of the viewer. The shop function will also be added to the profile, so the viewer will be 

able to buy Gin directly from Instagram posts. The shop function will be connected to the 

website frukshop, where viewers can easily order products to Slovakia. The profile should 

link to the company's website and the Fruko Schulz official Instagram profile to raise 

awareness of the Fruko Schulz company's other products.  

Instagram posts should be uploaded two or three times a week at the best time to post. 

The best time to post is when viewers are most active, therefore, when the post is uploaded 

at a given time, it will have the most significant reach. The best time to post will be 

determined by Instagram analytics after first weeks.  

The basis will be quality, aesthetics photos with a significant focus - this way, 

the company can establish an emotional connection with the viewers. The profile will be 

based on both visuals and important information. Descriptions and hashtags will be used 

together with the content to increase the reach. Every second post should also contain 

a question to engage followers and interact with them. Conversation on the profile can 

help to build a sense of community for the followers. All of these elements bring value to 

the Instagram account and increase traffic. The author also recommends using storytelling 

posts. To have consistent profile, author propose to use Filter - Avorio Vintage, from 

application PicsArt on each photo. 
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Figure 18: Barrister gin Instagram profile proposal 

Source: (Author) 
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o Instastories strategy 

The author also proposes to use instastories function. Instastories are story post which 

will disappear in 24 hours or can be saved to the “selection” of profile. Author suggest 

sharing least 2-5 instastories every day to engage viewers and increase its reach 

and impression. On instatories the Photos of gin or recipes can be uploaded. Company 

can reshare fans posts with Fruko Gins, information about new posts or newly uploaded 

video on YouTube. The author also proposes use of instastories to raise awareness about 

the contest on YouTube channel #mixyourdinkwithFruko-Schulz and about 

new uploaded videos on the YouTube. 

o Paid promotion strategy 

In Slovakia, advertising for spirits on social networks is allowed, but it can only target 

a group older than 25 years. The author proposes cooperate with an appropriate Slovak 

marketing company, which knows the market specifics as same as Slovak spirits 

advertising laws and can help the Fruko-Shulz company to manage their paid promotion 

on social networks. 

The author proposes paid advertising after the company has a modified website 

and uploaded photos on the Instagram profile. Instagram advertising will increase brand 

awareness among the public and find as many people as possible who might like 

the product. Fruko-Schulz can also target cities (e.g. according to the size of the city, 

agreed contracts or number of sales in each city). Instagram ads are one of the cheapest 

advertising options (Shevan 2020). The typical CPM (cost per thousand impressions) 

is 4EUR, while Facebook's ad CPM is 9EUR. Thus, the Instagram ads are more effective 

(Shevan 2020). 

The author proposes to start the most extensive campaign as soon as the company 

prepares the website and Instagram. The author proposes the Marketing Campaign should 

start in February 2021. This campaign should target women and men over 25 

in Bratislava, Košice, Prešov, Nitra, Bánská Bystrica, and Trnava - these are the largest 

cities in Slovakia. The campaign should appear to target users. The budget for building 

brand awareness in the first wave should be capped at CZK 20,000. After the first 

campaign, the author recommends to re-analyse engagement and optimize overall paid 

promotion strategy. Paid Instagram ads should appear every 1 - 2 months with increased 
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support in the summer and around Christmas, when gin is more popular. Also, one more 

new extensive campaign should be targeted on June 13, 2021, when is the International 

Gin Day, and also on October 19, when the is the international Gin and Tonic Day. 

o Influencer strategy 

Author recommends using influencer marketing. Author propose to prepare special 

packages and distribute them to selected 3 Slovak influencers. The package should 

contain four flavours of gins. Usually, if influencers like the product, they share it via 

stories, which can attract new viewers and followers. The author recommends 3 stages 

of influencer marketing. 

Stage 1 - Launch - the beginning of February - Taste our gin campaign. 

Stage 2 - Gin day - the first week of June - celebrate with us the International Gin day. 

Stage 3 - Gin & Tonic Day - third week of October - celebrate with us the Gin & Tonic 

Day. 

Stage 4 - Christmas packages- before Christmas - I wish you a Merry Christmas, your 

Barrister. 

Fruko-Schulz should hire an agency for influencer marketing. Because by law, targeted 

influencers must have more than 30% of viewers over the age of 25 to be allowed to 

receive our spirits advertising packages. There are specialized marketing agencies for 

these analyses, which will provide the required information about influencers. 

Gin Barrister Instagram Profile Media plan 

Table 14: Gin Barrister Instagram Profile Media plan January - July 

Source: (Author) 

 

Table 15: Gin Barrister Instagram Profile Media plan August - September 

Source: (Author) 
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Budget calculation 

Table 16: Gin Barrister Instagram Profile budget calculation per year 

Source: (Author) 

Social media manager 25 500 CZK (102 posts x 250 CZK/post) 

Brand awareness campaign 20 000 CZK 

Ordinary paid campaign 24 000 CZK (8 paid promotion x 3000 CZK) 

Gin day campaign 6 000 CZK 

Gin & Tonic Day campaign 6 000 CZK 

Christmass campaign 12 000 CZK 

Total 93 500 CZK 

 

Within influencer marketing, the budget calculation will be: 

Table 17: Gin Barrister Instagram Profile budget calculation with influencer marketing per year 

Source: (Author) 

1. stage 20 000 CZK 

2. stage 15 000 CZK 

3. stage 10 000 CZK 

4. stage 10 000 CZK 

Total  55 000 CZK 

Previous budget calculation 93 500 CZK 

Overall budget calculation  148 500 CZK 

 

• Tuzemák Jindřichohradecký Instagram profile 

The author proposes a similar Instagram strategy for Instagram Tuzemák 

Jindřichohradecký. As mentioned above, Instagram should be promoted from the moment 

when it is in the required quality. As with Gin, Instagram campaigns should be handled 

by a marketing agency to ensure the smooth running and to avoid any of laws violations. 
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The profile should link to the company's website and the Fruko-Schulz official Instagram 

profile to raise awareness of the Fruko-Schulz company's other products. 

Profile strategy 

Instagram Tuzemák posts should be uploaded 1-2 times a week and be posted at the 

busiest time. The photos on the profile should be aesthetic and original and include both 

photos of rum bottles and photos of drinks that can be mixed by using rum. The filter 

on each photo should be Vinil from PicsArt. An increased post activity should occur 

in the summer - according to the market research, there is an increased consumption of 

rum during summer as people drink it with cola. Another campaign should target World 

Rum day on 11. July. Further strengthening of the activity should take place in November 

and continue till Christmas. During this period, the profile should start promoting 

Tuzemák as a great gift, but also as a great ingredient because Tuzemák is widely used 

in baking Christmas cookies and in preparation of delicious eggnog. Since the Tuzemák 

is already sold on the Slovak market, it is not a new product. The campaign may not be 

as extensive as in the case of Gin. 
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Figure 19: Tuzemák Instagram profile proposal 

Source: (Author) 

o Bio strategy 

Jindřichohradecký Tuzemák 

Welcome to the official profile of the best Tuzemák ever made, with a sailboat 

Only for 18 + 

#pijsrozumem 

With website link and direct Instagram shop feature. 
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o Instastories strategy 

Tuzemák profile should also promote itself on instastories. The author proposes to post 

instastories two times a day. The content can be - resharing fans pictures when Tuzemák 

is tagged, sharing news, information, new posts, or newly uploaded videos on YouTube 

channel. On instastories the company can also share awareness about the company's Gin 

profile and Fruko-Schulz official Instagram. Thus, support other products. The author 

also proposes using instastories to raise awareness about the contest on YouTube channel 

#mixyourdinkwithFruko-Schulz and also about new uploaded videos on the Youtube. 

o Paid promotion strategy 

Paid promotion of Tuzemák should be three times a year, as already mentioned - in the 

summer and Christmas period. In the summer, posts and paid advertising should focus 

on a refreshing rum drink with cola. The World Rum day should be promoted on July 

11th. At Christmas, the campaign should focus on recipes with rum - under each post 

could be a recipe for Christmas cookies with rum or varieties of recipes for eggnog. 

o Influencer strategy 

The Tuzemák Jindřichohradecký could use the influencer marketing at the time of 

Christmas when the company distribute its popular rum. The company should send the 

spirits packages to 3 select Slovak food bloggers to promote their brand. The rules for 

these influencers would be the same as for Gin. 

Tuzemák Instagram media plan 

Table 18: Tuzemák Instagram media plan January - July 

Source: (Author) 

 

Table 19: Tuzemák Instagram media plan August - December 

Source: (Author) 
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Budget calculation 

Table 20: Tuzemák Instagram budget calculation per year 

Source: (Author) 

Social media manager 24 000 CZK (96 posts x 250 CZK/post) 

Maintenance paid campaign 9 000 CZK (3 paid promotion x 3000 CZK) 

Rum day 6 000 CZK 

Christmas 15 000 CZK 

Influencer marketing 20 000 CZK 

Total 74 000 CZK 

 

• Fruko Schulz official Instagram profile 

Official Instagram profile of the company Fruko Schulz exist since 2017, but so far 

has only 295 fans. This is an indicator that the Instagram has not been promoted in any 

way and thus has not a power to attract fans. The author proposes not to promote the 

profile by the paid promotions. The profile could get into the viewers minds thanks 

to links on Instagram profiles of Gin and Tuzemák and YouTube channel. 

o Bio 

Fruko-Schulz 

Welcome to the official profile of the best quality spirits supplier  

Only for 18 + 

Fruko.cz Frukoshop.cz 

With website link and direct Instagram shop feature. 

o Profile strategy 

The author recommends adding posts with similar content in the range of 3 posts 

in 2 weeks - posts in blocks. Every three posts would be dedicated to the presentation of 

one product - there will be a clear presentation of products on the profile, and the profile 

will look picture-perfec The filter used on each photo should be Vinil from PicsArt. 

Each row will be dedicated to only one product - each product will also be marked with 
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the shop button - the viewer will be redirected to Frukoshop and will be able to purchase 

it directly. 

1. Photo - product introduction - name + main ingredients. 

2. Photo - aesthetic photo of drink made from the product. 

3. Photo - recipe - a recipe with the product. 

In this way, the profile engages potential viewers and give them also ideas on how to 

consume their products in untraditional ways. 

 

Figure 20: Fruko Schulz official Instagram profile proposal 

Source: (Author) 
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Fruko Schulz Instagram media plan 

Table 21: Fruko Schulz Instagram media plan January - July 

Source: (Author) 

 

Table 22: Fruko Schulz Instagram media plan August - December 

Source: (Author) 

 

Budget calculation 

Table 23: Fruko Schulz Instagram budget calculation per year 

Source: (Author) 

Social media manager 18 500 CZK (74 posts x 250 CZK/post) 

Total 18 500 CZK 

 

Facebook strategy 

As on Instagram, two new profiles should be created on the social network 

Facebook - for Gin Barrister and Tuzemák Jindřichohradecký. Furthermore, the official 

Fruko Schulz Facebook profile should be redesigned. 

The same strategy as on Instagram will be used for all three Facebook profiles. Thus, there 

will be no additional costs associated with this social network. Posts for all three profiles 

will be same as for Instagram profiles, and only the uploaded time will be different. 

Since the Facebook users are online and engaged at different times than Instagram users, 

the best time has to be found for each of profiles within analysis. This strategy will ensure 

the most significant reach on both Instagram and Facebook. 

 

 

 

 



96 

 

 

• Facebook profiles - Gin, Tuzemák and Fruko-Schulz 

Table 24: Facebook profiles - Gin, Tuzemák and Fruko-Schult Media Plan January - July 

Source: (Author) 

 

Table 25: Facebook profiles - Gin, Tuzemák and Fruko-Schult Media Plan August - December 

Source: (Author) 

 

YouTube channel strategy 

The author recommends creating a YouTube Channel to differentiate the company from 

competitors. The only competitor that has a YouTube channel is company St. Nicolaus. 

Also, the research done by Rinaldi (2019) says:  

• 72% of companies said, that Video channel improved their conversion rate. 

• 52% of customers say that watching product videos makes them more confident 

in online purchase decisions.  

The research is indicator, that the YouTube channel can increase the brand awareness of 

the company’s products.  

The video marketing is highly engaging. Therefore, the company should upload at least 

one video per month to its official YouTube channel in order to gain followers and keep 

them engaged. The first videos should introduce the company and describe what types 

of spirits it produces. So, the viewers first learn about the company and make 
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a relationship with it. Additional content should include exciting ideas on how to mix and 

combine Fruko-Schulz spirits. These should be two to three minutes long recipe videos. 

Each video recipe would be filmed in a similar style - the viewer will see only the 

bartender's hands. The ingredients will be ready and shown on the table. The bartender 

will show how to mix the drink properly in a few minutes. Drinks should also contain 

available ingredients so that every viewer can easily mix them at home. Author created 

two video proposal in pictures. Please go to appendix 1 for the second example.  

 

Figure 21: YouTube video proposal in pictures part 1 

Source: (Author) 
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Figure 22: YouTube video proposal in pictures part 2 

Source: (Author) 

Each video would be described with hashtag #mixyourdrinkwithFruko-Schulz. 

Using the official YouTube channel and social media profiles, Fruko-Schulz can create 

contests. For example, the company can make a contest Mix a drink with us (eg. Gin 

drink) and show us (the company) how you make it step by step at home. Then, 

the company let viewers to share photos of their home-made drink on Instagram and 

chooses the winner with best photo, who will get a premium gin package. This type 

of campaign could engage company’s fans and could also increase the brand awareness. 

The contestants' rules will be that contestants must be 18+ years, must follow all three 

Fruko Schulz Instagram pages, and must share the drink on their profile. 
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Other campaigns may be in a similar style but with a different type of product. 

For example, during the Christmas period the company can add a video recipe how to 

make your own eggnog or Christmas cookies with rum. These campaigns are associated 

with only minimal costs for company but can have a huge reach. 

For each contest, it has to be emphasized that only 18+ people can participate. 

Links to YouTube videos should be shown in stories of all Instagram and Facebook 

profiles to reach the customers and increase brand awareness. 

YouTube media plan 

Table 26: YouTube media plan January - July 

Source: (Author) 

 

Table 27: YouTube media plan August - December 

Source: (Author) 

 

Budget  

Table 28: YouTube budget calculation per year 

Source: (Author) 

Cost of introductions videos 20 000 CZK (10 000 CZK each) 

Costs of video recipes 20 0000 CZK (2 000 CZK each) 

Overall contest campaign  5 000 CZK (1 000 CZK each) 

Total 45 000 CZK 

 

LinkedIn account strategy 

LinkedIn is a social platform for business. On LinkedIn, the company should try to 

connect with potential B2B partners, which could help the company expand into more 
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retail stores, wholesalers, or bars. The author suggests being active on LinkedIn at least 

every two weeks and buy a premium account on LinkedIn, which will make searching for 

potential partners much easier. 

Media plan LinkedIn 

Table 29: Media plan LinkedIn January - July 

Source: (Author) 

 

Table 30: Media plan LinkedIn August - December 

Source: (Author) 

 

Budget calculation 

Table 31: LinkedIn budget calculation per year 

Source: (Author) 

LinkedIn premium account 12 000 CZK 

Total 12 000 CZK 

 

3.2.3 Email marketing strategy  

Email marketing is effective marketing technique that can engage customers and increase 

a conversion. The company Fruko Schulz should convert the contacts (from LinkedIn, 

events, etc.) at least once a month. With that conversion, the company can easily engage 

new customers or potential partners with regular emails about their products. 

In the case of email marketing and reaching out to potential new partners, the company 

has to have an appropriate pitch deck. The essential information about the company and 

its products has to be included in the pitch deck. The pitch deck should be done precisely, 

in the best case in cooperation with a specialized company to attract potential new 

partners at first sight. 
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Budget calculation 

Table 32: Email marketing budget calculation per year 

Source: (Author) 

Pitch deck 8 000 CZK  

Total 8 000 CZK 

 

 Evaluation, measurement, and optimization  

The essential part of this digital marketing plan is also the evaluation and measurement 

of the achieved results and overall strategy optimization. Evaluation is necessary 

for measuring performance against goals and plans. During the process, activity, outputs, 

indicators and the budget should be monitored on an ongoing basis. In monthly reports, 

the company should evaluate when and if it reached the goals, at what effort, and how 

much money it costs in the final. 

Therefore, it is crucial to gain data from each proposed strategy to evaluate, measure and 

optimize. Thanks to this, the company will also be able to flexibly change its strategy 

if necessary. 

Data will be collected through Google analytics, integrated into company’s website. 

With Google Analytics, a company can track traffic on the website - what customers 

search on the website. Google Analytics also has an advantage that it can be connected 

to the social networks and gather overall data into one measurement tool. Another source 

of data are Instagram and Facebook measuring tools. With the help of these measuring 

tools, the company can monitor reach, reach of paid advertisements, engagement 

of ordinary and promoted posts, click-through function - this function analyses on what 

people most frequently click. Nevertheless, there is also a negative feedback function, 

which shows the ratio of how many people reported and hide the company's paid 

advertising. 

The company should also monitor its own overall company analytics data on how much 

they sold and whether the proposed campaigns affect product sales. 
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With a help of these evaluation and measuring tools, the company can optimize the perfect 

strategy. So, it has the most significant possible reach and engages viewers as much 

as possible. 

 Summary of the proposed strategy 

The author now summarizes all the proposals and transforms them into a comprehensive 

media plan and overall budget. 

The first step in proposed digital marketing strategy is to redesign the company's website. 

Usually, new potential partners/viewers will look at the website of the company first. 

Thus, the website has to engage them at first sight. 

Secondly, an integral part of marketing communication are social networks, which could 

be the company's most critical communication channel. The author proposes to create 

a separate Instagram account for two of the essential products - Gin and Tuzemák. 

These two products will be promoted through Instagram paid advertising. Also, the author 

recommends using the influencer marketing in both cases. Last but not least, the author 

proposes also to redesign the official Instagram company profile.  

The second most popular social network Facebook is also part of the proposed strategy. 

The author proposed the same strategy for Facebook as for Instagram, just without paid 

advertising. According to market research, advertising on Instagram is more effective. 

Nevertheless, all of the Instagram and Facebook profiles will use the same concept. 

As a competitive advantage, the author also recommends creating a YouTube channel. 

Only one competitor has a YouTube channel, so this strategy could help differentiate 

Fruko-Schulz from its competitors. Social network strategy aims to acquire new 

end customers and increase brand awareness.  

For acquiring new B2B customers, the author proposes a LinkedIn strategy. LinkedIn 

is better for targeting potential partner and emailing.  

A critical proposed step is evaluation, measurement, and optimization. The author 

proposes to control data by using Google analytics tools and social media measurement 

tools. With the help of these evaluation and measuring tools, the company can optimize 

the strategy to be more productive. 
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Table 33: overall revenues/costs calculation 

(Source: Author) 

Revenues 2 597 267 CZK 

Instagram campaigns 281 067 CZK 

LinkedIn networking 2 000 000 CZK 

Influencer marketing 316 200 CZK 

  

Costs 401 500 CZK 

Website 95 500 CZK 

Instagram Gin 148 500 CZK 

Instagram Tuzemák 74 000 CZK 

Insagram Fruko Schulz 18 500 CZK 

YouTube channel 45 000 CZK 

LinkedIn 12 000 CZK 

Email marketing 8 000 CZK 

  

TOTAL 2 195 767 CZK 

 

The total cost of the proposed digital marketing strategy is 401 500 CZK. The strategy 

is spread over 12 months, and the author believes that with this strategy, the company 

will get into the subconscious of potential customers and gain new business partnerships 

on the Slovak market.  

To calculate the total revenue, the author chose several metrics within each revenue 

stream. To calculate the revenue from Instagram campaigns, the author used a budget 

of 68,000 CZK for all campaigns per year. Another metric was CPC - which is according 

to Sherman (2019) approximately 15 CZK. Another variable was the estimated value 

of 5 % of visitors who buy at least once at the company, and then the estimated 2 % of 

those customers who return and buy at least once each month. The last variable is the 

average purchase value - 1000 CZK - the company agreed to this value. 

Within LinkedIn, the number of deals per year and the annual value of one deal were 

determined. The author estimates five deals per year with a value of 400,000 CZK, which 

was confirmed by the company. 
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Within influencer marketing, the author counts on three influencers with an average reach 

of 17 0000. The variables are - how many % of customers will influencer bring - the 

author estimates 0.5% ( Author estimated the influencer conversion to 0,5 %, because as 

study conducted by Barker (2019) says, the conversion is approximately 2,5%, 

but because of the alcoholic products, the author assumes that the conversion rate will be 

lower and, therefore, the author decided to reduce the conversion rate to 0.5%). 

How many % of these customers regularly buy once a month - estimated 2%. 

Furthermore, the average value of the purchase is 1000 CZK, according to the CEO. 

Thanks to the proposed strategy, the author estimated that the total sales would increase 

by 2 597 267 CZK, which means that total exports increase from 3.12% to approximately 

8%. Thus, the proposed strategy is a good deal for the company, and in forthcoming years, 

the company can increase its export to Slovakia even more. Thanks to the fact 

that Slovakia is strategically located for Fruko Schulz, the author believes 

that the Slovakia market can become a strategic market for a Fruko Schulz company. 

The social media goal was to reach 1 500 Instagram followers. The author believes that 

thanks to the suggested strategy, the goal will be reached. The social media budget 

is 68,000 CZK, and the author expects that thanks to CPC (according to Sherman (2013), 

the cost per click is approximately 15 CZK) 10 % of viewers will follow the page. 

Reach of influencers is 51 000 in total (3x 17 000), so the author estimated that 2 % of 

influencer followers give follow to Instagram. The author also counts on organic reach, 

which will be achieved through YouTube videos, contests, websites, and regular 

posts - an additional 25 % (1 200 followers from the campaign + 25% from these 

followers is the expected organic reach). The total number of followers is estimated to be 

1 500 followers.  

 

 

 

 

 

 



105 

 

 

Comprehensive media plan 

Table 34: Comprehensive media plan January - July 

Source: (Author) 

 

Table 35: Comprehensive media plan August - December 

Source: (Author) 
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Overall budget 

Table 36: Overall budget calculation per year 

Source: (Author) 

Website 95 500 CZK 

Instagram Gin  148 500 CZK 

Instagram Tuzemák 74 000 CZK 

Instagram Fruko Schulz 18 500 CZK 

YouTube channel 45 000 CZK 

LinkedIn 12 000 CZK 

Email marketing 8 000 CZK 

Total 401 500 CZK 
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Conclusion 

Every sustainable communication needs a clear strategy. And every communication 

strategy, as well as any other, needs to start with a profound analysis. Therefore, 

the author began with the thesis right at this point. 

In the first step, the author has dug a little bit more into the theoretical background of 

marketing and overall concepts. All the theory was described to specify the current trends 

and set a layout for the thesis. 

After a theoretical part, there were conducted micro and macro environment analyses 

to better understand the factors that affect the company. A lot of valuable information 

was gathered from PESTLE, Porter, Competitive advantage, Value Chain, and SWOT 

analysis. 

In the final part, the main goals of the strategy were identified - increase brand awareness 

and sales on the Slovak market. With this in mind, the author proposed a specific KPI 

to follow to reach these goals. Also, the overall communication strategy was proposed. 

There were identified key activities, and action plans to achieve the goals. At the end, 

the media plan, overall budget, and analytic tools were set to watch the progress 

and continuously optimize the strategy. 

The overall analyses showed that it is not easy to penetrate the Slovak market, as it is not 

that similar to the Czech market as it could seem for the first sight. There are love brands 

that cannot be easily beaten by foreign competitors. Also, it lightened up some export 

legislation specifics that need to be kept in order to sell products on foreign EU markets. 

Last but not least, it also pointed out that there is a significant space for improvements 

in the field of company digital communication. 

Based on these findings, the digital marketing strategy was made. The strategy proposes 

the overall communication style, sets the tonality, and provides communication examples 

in different purchase stages (See-Think-Do-Care). It also proposes a website redesign and 

provides design examples of how the new website could look like. On top of that, 

the social media strategy is also included. Besides the company official Instagram 

account, the strategy also proposes to create separate accounts for two of the main 

products - Tuzemák and Gin - in order to make followers more engaged. 
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Another proposed engagement tool is also a YouTube channel with drink recipes 

that could catch the eye of customers and differentiate the company from its competitors. 

Moreover, email marketing and communication through LinkedIn are recommended, as it 

could be a great networking and conversion tool for the company. 

The main aim of this thesis was to create an effective and feasible digital marketing 

strategy oriented to the Slovak market for the selected company. With this proposal, 

the main aim of this thesis was met so the company could use it to increase its brand 

awareness and sales on the Slovak market. 
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