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ABSTRACT  

The master thesis is proposal of marketing strategy focuses mainly on loyalty rewards 

programs of selected fashion company. The loyalty program serves to deepen the 

relationship with customers, increase sales and better target advertising. To build a 

functioning loyalty program, it is necessary to analyse the current situation of the 

company, but also to find out the requirements and wishes of the company's customer. 

An equally important step is the introduction of loyalty programs of other international 

companies. 
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ABSTRAKT 

Diplomová práce je návrhem marketingové strategie zaměřující se na věrnostní programy 

módní firmy. Věrnostní program slouží k prohlubování vztahu se zákazníky, navýšení 

tržeb a lepší cílení reklamy. K vybudování fungujícího věrnostního programu je třeba 

analyzovat současná situaci firmy, ale také zjistit požadavky a přání zákazníku firmy. 

Neméně důležitým krokem je také představení věrnostních programů ostatních 

mezinárodních firem. 
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Introduction 
Steve Jobs once said “Get closer than ever to your customers. So close that you tell them 

what they need well before they realize it themselves.” In marketing it is what is persuade 

every day. To help company reach their dream goal there are many marketing strategies 

which can have many forms and it is only up to every company which one will choose to 

follow. In current digital age we have many opportunities to choose from but sometimes 

it makes the deciding even harder. For a company it is important to establish contact with 

customers and work on it. Only this way can lead to company’s success and customer’s 

satisfaction. 

The main aim of this master’s thesis is to propose effective marketing strategy in form of 

loyalty marketing rewards program, also referred as frequent buyer program for a chosen 

company. The goal of this proposals is mainly strengthening the relationship with 

customers and the associated increase of sales that come afterwards. 

The thesis is divided into three parts, the theoretical foundations, current situation 

analysis and finally proposals and contribution. The theoretical foundations will include 

a theory review of the marketing strategies, differences between B2B and B2C marketing, 

targeting, segmentation and positioning on the market, marketing mix, communication 

mix and as a part of promotion strategy the loyalty marketing program. 

The second part is current situation analysis. It contains introduction of the group C2H as 

well as introduction of the company Pietro Filipi about which this thesis is. It is a tradition 

Czech fashion brand, which is on the market for 27 years. The company focuses on both 

women’s and men’s fashion collections designed and created by a team of mainly Czech 

fashion designers. Followed by analyses of the company, description of the company’s 

current loyalty program, SWOT analyses, then the primary research that will conduct 

questionnaire and internet surveys necessary for the research. Both of them contain 

quantitative and qualitative approaches. 

The outcome of this master’s thesis will be two updated and improved proposals of 

loyalty rewards program for the company Pietro Filipi in the last part of the thesis. Both 

of them should correspond to the current philosophy of the company, and they should be 

beneficial for next company’s steps in improving their loyalty rewards program. They 

will be based on both primary as well as secondary research data.  



Goals of the Theses 
 

Goals of the theses 

The aim of this master thesis is to propose a marketing strategy of Pietro Filipi holding 

a.s. based on performed analyses. The chosen marketing strategy to improve company’s 

relationship with customers as well as company’s awareness about company’s customers 

is new proposals of loyalty marketing rewards program. Even though Pietro Filipi already 

has loyalty rewards program it is very simple and not very known between customers. 

With new, updated one could company strengthening its relationship with customers, to 

persuade them to return and shop again or buy the same product or service again, to target 

advertising and whole promotions better and increase sales. 

 

 

Tasks of the theses 

In order to achieve the mentioned objectives, these tasks should be followed: 

• To go through marketing literature books by the most marketing theorists 

• Based on the marketing literature books summarized theoretical foundations 

• To mention also the details about loyalty marketing rewards programs 

• To analyse company’s current marketing strategy 

• To describe company’s current loyalty rewards program  

• To carry out a questionnaire and internet survey 

• To analyse company’s current loyalty rewards program  

• To design proposals for new loyalty marketing rewards program 

• To propose an evaluation of marketing rewards programs 

  



1. Theoretical Foundations 
In this chapter the author will focus on theoretical framework that includes theories 

related to the topic of marketing strategies. Firstly, it will describe broader section of 

marketing and lately also more focused and specific principles of marketing mix. 

 

1.1. Marketing 

Marketing is very common topic these days. There are many different definitions by 

different scholars, but the simplified principle of marketing is as Drucker says “The aim 

of marketing is to make selling unnecessary. “ 

It has many forms and approaches and even though many people think that it is only 

selling and advertising, it is not true. Of course, it includes both acts, but it is much more 

than that. Marketing also includes creating value for customers, pricing, distribution, 

customer service, promotion.  

To explain the concept of marketing I choose definition by the father of modern marketing 

and author of many university textbooks Philip Kotler. He says that marketing is “the 

science and art of exploring, creating, and delivering value to satisfy the needs of a target 

market at a profit. Marketing identifies unfulfilled needs and desires. It defines, measures 

and quantifies the size of the identified market and the profit potential. It pinpoints which 

segments the company is capable of serving best and it designs and promotes the 

appropriate products and services.” (Kotler, Wong, Saunders, Armstrong, 2005). 

American Marketing Association defines that “Marketing is the activity, set of 

institutions, and processes for creating, communicating, delivering, and exchanging 

offerings that have value for customers, clients, partners, and society at large.” 

(AMA,2017). 

The basic definition by Czech economist and author specialized in marketing Jaroslav 

Světlík is that marketing is management process, that results in knowledge, anticipation, 

influencing and satisfying the needs and wishes of the customer in an effective and 

advantageous way ensuring the fulfilment of the organisation’s goals. 



As we can see all these marketing definitions agree on marketing’s management process 

as well on its goals – to satisfy customer’s needs and to meet company’s goals (Světlik, 

2005). 

We can say that marketing is functioning when these conditions can be applied and are 

met: 

• There are two or more parties with unmet needs – the customer who needs to buy 

a products or services and the company that needs to sell its products or services 

• Each of the parties would like to and are able to satisfy the needs 

• The buyer and the seller know about each other, they are able to communicate. 

The buyer has to know that goods or services exist and where to buy it and the 

seller has to know where his potential buyers are. 

• There is something that can be exchange between these parties and that has some 

value. There is a condition that each side gain something extra from the exchange. 

The example can be money for product (Boučková, 2007). 

 

There are five marketing concepts. We call them, production concept, product concept, 

selling concept, marketing concept and societal marketing concept. According to the 

production concept, consumers always prefer easily available, cheap products. This 

concept works especially when the demand for the product exceeds the supply, and the 

customer’s main goal is to buy this specific product. The company’s goals are to satisfy 

every customer by purchasing their products for budget friendly price and to produce 

them by the most effective way. The product concept is the opposite example. The 

customer prefers quality product with a nice design, and he is willing to pay higher price 

for it. The selling concept is based on insufficient customer’s information about 

company’s products. Then the company, which is selling concept oriented, therefore is 

trying to give all necessary information about the product to the customer to persuade 

him to buy it. The marketing concept purpose is to take care of consumer’s needs and 

emphasizes the customer’s interests. Societal marketing concept is the same as the 

marketing concept, but it also takes in account the environment. 

The holistic marketing concept includes internal marketing (marketing department, senior 

management and other departments), integrated marketing (communications, products 



and services a channels), performance marketing (community, legal, environment, ethics, 

brand & customer equity and sales revenue) and relationship marketing (customers, 

channels, and partners) (Kotler, Keller, 2012) 

 

1.2. B2B and B2C marketing 

Business to the customer also refers to B2C marketing, the brands which use this 

marketing relationship are usually well-known among customers. The popular examples 

of the brands are Starbucks, Apple, McDonald’s or Coca Cola. Their branding is very 

important, and their targets are the end customers. In this case, it does not matter only 

how good the product or the service they offer is but also how desirable their brand is, 

added value, and also customer service. Mainly the brand is the image of the whole 

company and it is a really important asset that drives the company forward. To achieve a 

successful B2C marketing strategy, it should be unique, targeted, particular, and 

personalized. It is more based on feelings and trying to leave an emotional trail on 

customers. The difference between B2C and B2B is that customers are all very different 

and they have different requirements for all aspects of products such as quantity, quality 

or delivery.  They are also influenced by advertising and the whole image of the brand. 

Venkataraman summarized in his book B2B Marketing that B2C driver is a product. The 

main goal is to minimalize profit. The target market is very complex. It is very important 

to create an image of the brand, usually done by systematic repetition and creative 

approaches. To sell a product or service to a customer is the quick buying process. 

Feelings and emotions are often included in purchasing decisions (Venkataraman, 2017).  

 

Business to the business also refers to the B2B, the brands which apply this type of 

strategy works differently. They still keen on demand for their products or services but 

their customers are not end customers but usually other businesses that need their 

products or services for completing their products or services. The branding is not that 

important for them. Even though in the last decade it has become more important even 

for B2B brands more focus on their branding (Venkataraman, 2017). 

 

 



The importance in B2B is to come up with sales strategy which will be innovative, eye-

catching and can capture the attention of demanding business customers. All must be 

taken into account business buying behaviour, evaluative criteria, negotiations, selling, 

ethics, legal aspects, and customer service. Ventakaraman in the book B2B Marketing 

defines attributes of B2B. The most important attribute is a relationship and its emphasis 

on it to grow. The target market is not as big as for the B2C market, but a business 

customer works in larger quantities. Comparing to B2C selling and buying process the 

B2B is more complex and takes longer time to buy and sell. All parties involved in the 

decision to buy process are initiator, evaluator, purchaser, decision-maker, and the gate 

keeper. Business values are key when deciding to make a reasonable purchase. A 

company should invest time and money to education and consciousness of the buyer 

(Venkataraman, 2017). 

 

Types of B2B marketing includes blogs, search (SEO meets frequent changes, so it needs 

to be up to date for a company to be visible), social media, whitepapers/eBooks, email, 

and videos. To create a B2B marketing strategy it requires planning, performance, and 

driving factors (Lessard, 2018). Since the buying in B2B takes a longer time, companies 

are able to build a relationship with each other. Therefore, they are able to negotiate with 

each other on a different level than B2C. To build a strategy Gould in his book Creating 

a strategy: Winning and keeping customers in B2B markets explains the philosophy 

behind the business performance value chain in case of B2B strategy. The strategy 

successfully works only if all interconnected parts work gradually in a selected order. The 

keys to success here are sales and customer strategy, and culture and supportive 

management environment. The first step is to choose the way where the strategy will lead 

the company and what are its goals. The second step is customer strategy that identifies 

a customer characteristic and buying habits. The third step takes into consideration the 

value proposition. This includes the whole portfolio of products and services that makes 

the company’s customer value proposition and competitive positioning. The last step is 

the sales process (Gould, 2012). 

 



1.3. Marketing strategy 

Kotler and Keller in their book define marketing strategy as “The strategic marketing 

plan lays out the target markets and the firm’s value proposition, based on an analysis of 

the best market opportunities.” (Kotler, Keller, 2012, pp. 36-37.) It long-term strategy 

and its aim is to highlight company’s competitive advantage with respect to customer’s 

needs and wants (Baker, 2008). The important tool of marketing definition is marketing 

mix of 4Ps as well as extended ones which will be later described in subchapter 1.5. The 

important strategies are also described in subchapter 1.4 targeting, segmentation, 

positioning and differentiation. These help company to sell right products to the right 

market. For a marketing strategy it is important to have a plan. 

 

1.4. Targeting, Segmentation and positioning 

1.4.1. Market segmentation 

They different groups of people who has different wants and needs and also, they would 

like to spend different amount of money. The market segmentation divides people to the 

different, smaller segments this process helps customized products or services that 

companies offer to go with specific customer’s needs and wants. It is not very easy to 

divide market to these segments and it should be mentioned that there is no single way 

how to divide market but there are specific criteria that makes a division easier.  

These criteria are: 

• Geographic segmentation – This divides a market to different geographic 

segments, they can be different continents, nations, regions, states, countries, 

cities, neighbourhoods, and also other similar geographic categories such as 

population density and climate. The companies are able to localize their products 

as well as advertisements and promotions to the geographic segments. 

• Demographic segmentation – A market is divided into segments based on 

people’s age, life-cycle stage, gender, family size, income, occupation, education, 

religion, ethnicity, generation and nationality. This is very useful segmentation 

since company very quickly finds out how big is their target market. 

• Psychographic segmentation – The hardest segmentation to recognise is the 

psychographic one. Even though people are in the same demographic segment 



they are usually in completely different psychographic segment. The examples 

are the social class, lifestyle or personality characteristics. 

• Behavioural segmentation – These segments are also harder to recognise but many 

marketers takes them as the most relevant for a market segmentation. The 

attributes for segmentation are occasions, benefits, user status, usage rate and 

loyalty status that are influenced by consumer knowledge, attitude, use or 

feedback to a product. 

(Armstrong, Kotler, 2015) 

  

1.4.2. Market targeting 

When the company successfully divided segments, now it is time to find a target market. 

The target market is group of customers that have something in common and have similar 

needs and wants.  There are different strategies which is associated with segmentation 

and targeting: undifferentiated marketing, differentiated marketing, concentrated 

marketing and sometimes also micromarketing. These strategies are sorted from the most 

broadly targeted to the narrowest one.  

• Undifferentiated marketing 

Known as well as mass marketing is when a company does not take in mind 

segment differences and serve for everyone the same offer. A company usually 

decides to go with this strategy because of really small differences between 

preferences of the segments. A company goes for the biggest segment that have 

the most preferences in common and customize an offer for mass production, 

mass distribution and mass advertising. 

• Differentiated marketing 

Also known as segmented marketing is when company chooses a segment or 

segments that fits into company’s portfolio or customized their products or 

services for each segment specifically to go with their needs and wants. An 

example can be Colgate toothpaste that target different market segments by 

different kinds of toothpaste – Kids, regular, sensitive, or whitening one. This type 

could more valuable for a company than undifferentiated marketing because it is 

easier target products or services, make a marketing strategy and to communicate 

better with customers.  



• Concentrated marketing 

It can be also called niche marketing strategy is when the company targets on one 

well-defined consumer group. The reason for this strategy can be that they have 

limited resources that is why they instead of going for small share on whole 

market, they are limited for selected segment therefore they have bigger share and 

they do not have to deal with strong competition. 

• Micromarketing 

Also called local or individual marketing. If it is local it means that target group 

is some neighbourhood, a city, a region or specific stores. It does not have to be 

just geographic segment but also demographic, psychographic or behavioural 

ones. Individual marketing is specifically adapted just for one person according 

to his preferences, needs and wants (Kotler, Wong, Saunders, Armstrong, 2005). 

 

1.4.3. Market differentiation and positioning 

The final step of strategic marketing when the company finds out market segments 

and the market target is to decide how to differentiate products and market 

positioning. They would like to make a product that has a unique position in the 

market and is easily recognized by customers (Armstrong, Kotler, 2015). A 

customer usually chooses a product by its value. A value can have a different 

meaning for each customer. It can be quality, the price, price per quality, price 

design, ethics or brand attractiveness. Most commonly customers choose what to 

buy according to price, sometimes a price is higher, and the company must 

convince customers though different benefits why to purchase a product or 

service. This benefit over a product or service against competitors is called 

competitive advantage. To win a strong position in the market it is important to 

be different. For this, we have here market differentiation strategy where 

companies try to give customers something extra what other rival companies do 

not have. It all depends on the industry and type of product or service because not 

all can be done differently but it all depends on the type of products or services. 

The Boston Consulting Group defines four types of industry. They differ in the 

number and size of competitive advantage. Volume industry has few approaches 

to achieve a competitive advantage, but they are large, and they are costly. 



Stalemate industry has also few approaches to achieve a competitive advantage, 

but these advantages are little. The fragmented industry has many opportunities 

to achieve competitive advantage and they are small ones. The last is a specialized 

industry that has many opportunities as well as large sizes (Kotler, Wong, 

Saunders, Armstrong, 2005). 

 
Figure 1 The new BCG matrix 

(Source: author, according to discussed research) 

 

The whole process from market segmentation through market targeting to market 

differentiation and positioning: 

 

 
Figure 2 Six steps of market segmentation, targeting and positioning 

Source: (own, according to Kotler, Wong, Saunders, Armstrong, 2005)  

 



1.5. Marketing mix 

It is one of the key tools in marketing. There are plenty models of marketing mix and 

many of them were modified through the years. The history takes us to 1949 when Neil 

Boden firstly used this term but one of the best-known models was published a bit later. 

It was the four Ps model from 1960 by Joseph E. McCarthy. His model of the four P’s 

was finally accepted, and it has been used until now. The model helps with making 

marketing decisions. The tool describes the road of products or services to the market 

where they should make a profit. The four P letters mean product, price, place and 

promotion. His original 4Ps adaptation has been widely criticised for being too simple 

that is why the model has been extended. There are different models of Ps for example 

five Ps, seven Ps or eight Ps. For the extended Ps models there are people, principle, 

process, physical evidence, productivity and quality or performance. The seven Ps model 

by Bernard Booms and Mary Jo Bitner stands for basic four Ps plus people, process and 

physical evidence. The eight Ps model is according to Marketing Management by Kotler 

and Keller is reflecting also holistic marketing concept. In addition to the basic four Ps it 

includes people, processes, programs and performance (Kotler, 2019).  

 

1.5.1. Product 

The Product represents products or services which are offered by a specific company to 

the target market to satisfy customer’s needs or wants. The product does not include just 

a physical object but in 4Ps mix also services, persons, organisations and ideas. Later in 

the expanded mix, we can find for example people by itself. It can be practically anything. 

Under the product, the term is also included service. It is an activity which is offered in 

the market for some price but usually, it is not tangible. The examples are a taxi ride, 

haircut, or mobile repair. The examples of the products are an apple, a shampoo or a 

mobile phone. Others are product variety, quality, design, features, brand name, 

packaging, sizes, services, warranties, guarantees and returns. A product has three levels 

which affect customer value. The first one is a core product that shows benefit. The 

second level is an actual product which consists of brand name, styling, features, quality 

and packaging. The last level is augmented product that includes installation, after-sale 

service, warranty, deliver and credit (Kotler, Wong, Saunders, Armstrong, 2005) An 



example: first level – mobile phone, second level – Apple iPhone, third level – Apple 

iPhone with AppleCare (insurance service). There are two types of products – non-

durable product, an example is an apple. It is the product that is quickly gone. Durable 

product is for example a house. It is the one that will last for a long time.  

 

1.5.2. Price 

Price refers to value that product or service has on the market, it includes all the values 

that are customers able to pay for the privilege of owning a product or using a service. 

The price of the product is shown as equilibrium in demand and supply chart. The value 

should not be the lowest on the market and should correspond with the customers and the 

amount what are they willing to pay. Customers are usually prepared to pay a little extra 

when they like products or services (Kotler, Wong, Saunders, Armstrong, 2005). The 

pricing strategy has changed over the years. From a market where a market seller and a 

customer were negotiating about prices to a price set astronomically high because for 

example the name of the brand. This phenomenon is called dynamic pricing. The price 

that a customer pays is a total price. It consists of variable a fixed price. The price includes 

list price, discounts, payment periods, credit terms, pricing strategy and tactics and 

payment terms (Blythe, 2004). 

 

1.5.3. Promotion 

Promotion provides activities that connects product or service with target customers and 

pursuit them to buy it. It is very significant and important part of the marketing mix It 

includes five channels through companies are able to make it. These are advertising, sales 

promotion, public relations, direct marketing and personal selling.  These channels give 

customers information or emotions about a product or a service and they should fit to 

customer’s preferences (Blythe, 2004). Promotion also includes digital marketing that 

come to the fore in recent years. The communication with customers through promotion 

is very important because even though the product is not as good promotion can help to 

better selling. Promotion objectives are awareness, knowledge, liking, preference, 

conviction and purchase. The promotion messages can have different appeals. The first 

one is rational appeals. This one persuades a customer to purchase a product or a service 



for customer’s selfish beneficial reasons. The second one is emotional appeals that creates 

feelings for buying – can be both positive and negative. The last one is moral appeals that 

creates in customer feeling what is right to do and how he should act. Promotion will be 

also later described in subchapters Marketing communications, Traditional marketing and 

Digital marketing  

 

1.5.4. Place 

Place or distribution and convenient access to products or services are key. The right 

location represents for a customer very important factor because for example when there 

is a product in the American market and it is available just there, customers from Europe 

cannot buy it every day unless they go to the USA. The place includes different 

distribution strategies, franchising, global channels, coverage of the market, assortments, 

locations, inventory and logistics. All of them are direct or indirect channels leading to 

the market (Kotler, Wong, Saunders, Armstrong, 2005). Where “the physical place” 

cannot be realized there is a turn for online shopping, catalogues, or phone call orders. 

 

 
Figure 3 4Ps marketing mix 

(Source: author, according to discussed research) 

 

The expanded marketing mix consists of extra three and four items. These are: 

Product

Price 

Place

Promotion



1.5.5. People 

People are the first item that expanded marketing mix mentions. In 4ps type they are 

included in products. They are all human elements that somehow influence the process 

of preparing, producing and presenting the product for a company they work for. Their 

value is in the work they have done. The employer must be able to calculate the value of 

employees as well as their productivity. The list of people included in this category 

participants, staff, customers to customers and co-creation. People marketing mainly 

influences HR department, staff recruitment, training and skills, uniforms, scripting, 

reservations and queuing system, customer system, handling complaints, service failures, 

managing social interactions, culture, CRM, treatment, working environment, 

empowerment and remuneration (Pride, Ferell, Lucas, 2014). It is a really important 

attribute in the marketing mix because people make a company and it cannot be successful 

without them. They make up the whole of the organization. 

 

1.5.6. Process 

Processes refer to a variable that shows a route to results - final product or service and its 

benefits. The process strongly influences customer satisfaction, work and automatization 

of self-service technology. These are key aspects of processes. Pride in his book 

Marketing Principles gives an example of process marketing how passengers who travel 

by plane on international flights use self-service passport control to shorten waiting time 

without a queue or others who does the check-in a booking of their seats online. These 

are service blueprint processes, process design, creating, monitoring, tracking, measuring, 

analysing customization, standardization, self-service technologies and online service 

provision. All of them can be represented by value chain and can be done by different 

kind of people, both employers, employees as well as customers. The purposes of 

processes are simplification, convenience and shortening the time (Pride, Ferell, Lucas, 

2014). 

 

1.5.7. Physical evidence 

Physical evidence refers to the appearance of the surroundings. It includes all elements 

that can customers meet during contact with the product or service. These can be for 



example furnishing, equipment, decorations, colour scheme, lighting, ambience, 

temperature and many more indoors as well as outdoors. To the physical evidence may 

also be included digital marketing elements, such as web design, social media account 

aesthetics or banners appearance. Physical evidence determines what the product or the 

service is about. Pride in his book Marketing principles explain differences of two 

hospitality businesses – restaurants – the first one is a fine-dining restaurant which is 

located in an expensive neighbourhood, the facade of the building is polished, there are 

white tablecloths on tables inside, pleasant music is playing, and dim light is on. On the 

other hand, there is McDonald’s restaurant with all the features of how we know them, 

such as bright colours design, no tablecloth, no table service and more. All these details 

are physical evidence (Pride, Ferell, Lucas, 2014). 

 

 
Figure 4 7Ps marketing mix 

(Source: author, according to discussed research) 

 

 

Additional two for 8Ps: 

1.5.8. Programs 

Programs show the company’s all activities, that are pointing on customers. These 

activities include old four Ps components of the Marketing Mix model and also the rest 
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of the marketing activities which should up to date with the new marketing strategies and 

would not fit into the old one. It does not matter if these activities have done offline or 

online, a classical or nonclassical approach they should correspond with the company’s 

goals and they should be included to the whole company as a part. It is important to put 

them all together before starting a new program (Kotler et al., 2011). 

 

1.5.9. Performance 

Kotler and Keller in their book Marketing Management defines performance through 

holistic way. It defines all company’s results including tangible and intangible, monetary 

and nonmonetary results but also from customer’s perspective whole image of the 

company.  Performance includes profitability – financial aspect – financial results, brand 

equity – also financial aspect but this time of the brand itself, customer equity, 

investments and their returns, social responsibility, legal responsibility, ethical 

responsibility, rentability, advertisement performance and performance of all company’s 

communications, employee satisfaction, customer satisfaction. They are influenced by 

different aspects of the internal and external factors (Kotler et al., 2011). 

 

 
Figure 5 8Ps marketing mix 

(Source: author, according to discussed research) 
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1.5.10. 4Cs 

Robert F. Lauterborn came with the model of the four Cs (1990), which is updated version 

of the McCarthy’s theory that takes in consideration environmental and technological 

changes in marketing. The 4Cs modern marketing mix consists of customer value, cost, 

convenience, and communication. The product is changed for consumer wants and needs 

because simply customer cannot buy something that he does not need. The price is 

switched with cost and gets completely different dimension. It is no longer just the price 

of product but also time of the customer to get the product, the feeling, what he has to 

sacrifice. It is the sum of the complex calculations. The place is replaced by convenience 

to buy. Nowadays the place is so irrelevant, we have so many different options to buy 

products for example online stores, phone orders, app orders and make a payment by 

credit cards or simply contactless by phone. Last but no least the promotion is replaced 

by communication. When there is new advertisement out there the customer would like 

to say it loud then there is communication between other customers and also a seller 

(Lauterborn, 1990).  

 

 
Figure 6: Original mix of 4PS to modified mix of 4Cs 

(Source: Author’s Own) 

 



1.6. Marketing communication 

We can call a marketing communication mix also promotional mix and it is a necessary 

part of the marketing mix. It is a personal and impersonal form of communication. We 

can divide the marketing communication mix into two categories. These are traditional 

marketing that includes advertising, sales promotion, public relations, direct marketing 

and personal selling and digital marketing that includes owned, paid and earned media. 

In digital marketing, we come across concepts such as SEO or PPC that will be explained 

later. The digital marketing is a relatively new concept that was created by the advent of 

modern technology (mobile phones/ smart phones, internet, e-mail). The aim of 

marketing communication is obviously communication with customers and the retention 

of loyal ones. Also, it is the easiest tool for how to introduce customers new product, 

service or news in general. Marketing communication includes new creative strategies 

such as guerrilla marketing, product placement (PP), word-of-mouth (WOM), viral 

marketing and event marketing (Přikrylová, 2019). 

To create good marketing communication strategy, we should follow these steps: 

1. Situation analysis 

2. Setting marketing communication goals 

3. Setting a budget 

4. Strategy for applying communication mix tools 

5. Own implementation of communication strategy in practice 

6. Evaluation of the success of the communication strategy (Vaštíková, 2014). 

 

1.7. Traditional marketing 

It is the oldest form of marketing. The opposite of traditional marketing is digital 

marketing. It is better to choose traditional marketing when the target audience should be 

local customers. It is also better for long term advertisement since the tangible media can 

be kept for a longer time, it means seen for a longer period, such as newspapers. 

Traditional marketing includes advertising, public relations, sales promotion, direct 

marketing and personal selling.  

 



1.7.1. Advertising  

We meet advertisements every day in different kinds of situations. From our morning 

commutes to work, browsing magazines, to evening watching TV. Advertising has many 

shapes of non-personal promotions or presentations of products, services or brands that 

are paid by specific person, company or organisation. To plan advertising, it is the most 

important to start with setting of the objectives, to determine advertisement budgets, then 

to think through adverting strategy and lastly the evaluation of advertising campaigns 

(Armstrong, Kotler, 2015). Advertising is most likely planned and done by the advertising 

department or advertising agency. There are three different types of advertising 

objectives. The first one is informative that includes communicating customer value, 

building a brand and company image, telling the market about a new product, explaining 

how a product works, suggesting new uses for a product, informing the market of a price 

change, describing available service and support and correcting false impressions. The 

second one is persuasive advertising which tasks are building brand preference, 

encouraging switching to a brand, changing customer perceptions of product value, 

persuading customers to purchase now, creating customer engagement and building brand 

community. The last type of advertising objectives are reminder ones that include 

maintaining customer relationship, reminding consumers that the product may be needed 

in the near future, reminding consumers where to buy the product, keeping the brand in a 

customer’s mind during off-seasons (Armstrong, Kotler, 2015). Advertising can be done 

through traditional media such as newspapers, magazines, television, radio, cinema, 

mobile or computer. As well as new media and advertising methods, such as direct mail 

(it can be considered as a junk mail.), social media sponsored posts.  There are indoor and 

outdoor ads. The main difference between these various types is their price point. 

Between the most expensive types of media belongs TV prime time ads, luxury 

magazines ads and outdoor billboards/ ads. 

 

1.7.2. Sales promotion 

Sales promotions are usually time-limited offers that persuade customers to buy a product 

or service and therefore increase the company’s sales. It can be done through different 

channels – price sales, free goods with purchase, coupons, competitions, loss leaders and 

other kinds of bonuses. For example, groceries stores use product promotion fliers. (Foret, 



Doležal, Doležalová, Škapa, 2004). According to Kotler sales promotion tools have three 

different features. These are communication, incentive and invitation. The 

communication’s task is to provide a customer necessary details about offered product or 

service to persuade to buy it. The incentive creates the value to the buyer by concession, 

inducement or contribution. Lastly invitation that encourages to buy a product now 

(Kotler, Wong, Saunders, Armstrong, 2005). The company has to be conscious of sales 

promotions because if there are applied too often customers get used to it and will always 

wait until the promotions are on again. (Blythe, 2006) Blythe in his book Essentials of 

marketing communication describes how sales promotions are a more short-term type of 

marketing and there are better to use for lower-price products, the same applies for 

personal selling. Both of them are used for increasing sales immediately. On the other 

hand, advertising and PR build a long-term relationship, therefore they are better for more 

expensive products. If a company decides to use some of these tools, the best is to use the 

mixture of both at the same time. It will create a ratchet effect, which means that firstly 

the company gets quick results as an increase of sales from sales promotion or personal 

selling and then slowly with the help of advertising and PR build a customer-seller 

relationship. (Blythe, 2006) 

 

1.7.3. Public Relations  

PR can be now considered as one of the most important reputation builders of a company 

but not a long time ago it was neglected. The circumstances have changed and thanks to 

the digitalization the importance of PR was recognized in case of PR’s brand-building, 

customer engagement and social power. The PR tasks includes press relations or press 

agency, product publicity, public affairs, lobbying, investor relationships and 

development (Armstrong, Kotler, 2015). The goals of PR are positive image of the 

company, relationship and communication with target groups. As mentioned earlier the 

PR are long-term oriented and it can be both one-way but also two-way communication, 

according to Grunig and Hunt there are four models of PR. There are press agentry/ 

publicity, public information, two-way asymmetric and two-way symmetric. 

• Press agentry/publicity 



It is one-way communication. The communication model is a source to receiver. Its 

purpose is propaganda and it is mostly used sports, theatre product promotion. Complete 

truth is not essential. 

• Public information source to receiver 

It is the same as the first example - one-way communication and model a source to 

receiver. The purpose creates dissemination of information. It is usually applied in 

government, non-profit associations and business. The truth is important. 

• Two-way asymmetric 

The purpose is scientific persuasion. The communication model is created source 

to receiver with feedback. Mostly used by competitive businesses and agencies. 

• Two-way symmetric 

The purpose is mutual understanding. The direction is group to/from group. Usually it is 

used by regulated businesses or agencies (Theaker, 2016). 

 

PR includes the organisations (private, public, and third sector), channels/ platforms 

(owned media – website/blogs, earned media – TV/newspaper, shared media – social 

networks, sponsorships, face-to-face, photography, videos/ movies, prints – newsletters, 

events – conferences, exhibitions), publics (employees, suppliers, partners, investors, 

donors and many more) (Theaker, 2016.) Important to say that public relations are more 

about building reputation and the brand rather than encouraging and selling a product or 

service. 

 

1.7.4. Direct marketing 

Direct marketing, also called targeted marketing, is a type of marketing interaction that 

is specifically modelled for a specific type of customers. These customers usually have 

previous relationships with the company, for example, they left their mail address or 

phone number in the company’s database for special reward program then the company 

can send promotions through SMS, mails, telemarketing but also catalogues, coupons or 

directly face-to-face. Its aim is to build a deep customer-seller relationship. Direct 

marketing is a very old form of communication but with all new technology it is a very 



convenient approach because it is not expensive, it is flexible, targeted and functional (De 

Pelsmacker, Geuens, Van der Bergh, 2007). 

 

1.7.5. Personal selling 

It is the most common type of marketing selling interaction. The customer and the seller 

are meeting face-to-face and are forced to interact with each other. The seller’s work is 

to persuade the customer to buy a product or service and also promotion by explaining 

what the product or service is about, present details, and answering his questions. The 

developers of personal selling are sales management. It is opposite of advertising. 

Personal selling also includes teleshopping. The examples of personal selling can be a 

salesperson at the market, a man in teleshopping but also a salesperson in a car showroom. 

Sometimes personal selling can be very unpopular for some type of people mainly for its 

manipulative inclinations. Its disadvantages can be a difficulty to naturally influence a 

customer without unnecessary pressure (Armstrong, Kotler, 2015). 

 

1.8. Digital marketing 

Digital marketing includes all marketing activities that are made through online space. 

This listing includes website and email marketing, social media advertisements, search 

marketing and PPC advertising. We can divide them into three categories:  

• Owned media (website, social media channels) 

• Paid media (PPC, social media and display ads, paid influencers) 

• Earned media (mentions, shares, reposts, reviews) 

 

The websites are included in in owned media. A website is amazing platform that can 

represent all the business activities that include company presentation and what they 

offer. In the book Marketing: An Introduction by Kotler and Armstrong, they describe 

how websites have many convenient tools including live chats, how-to videos, help and 

troubleshooting, product warranty information and service repair status updates. Mainly 

at the beginning it takes a lot of money to create a quality custom website but once they 

are done, they form a sophisticated image of the company that will build stronger 

relationship with potential and regular customers (Armstrong, Kotler, 2015). 



 

Social media marketing has been experiencing a huge boom in recent years and it is 

considered as one of the most effective examples of digital marketing tools. Social media 

platforms such as Facebook, Instagram, YouTube and Twitter are among the most 

popular between the companies. Their task is to build and strengthen the relationship 

between customers and the company. Some of the social media platforms such as 

Instagram have introduced shopping features, but for brands their primary intention is 

still to communicate with users/customers, build brand awareness and reputation. 

(Charlesworth, 2014) Through social media channel users can make mentions, shares or 

reposts status/ picture/ video and make reviews. These actions we can include to digital 

marketing category earned media. 

Search marketing also called search engine optimization, shortly SEO is a process that 

aims websites or web pages to make them visible on the first positions of the web search 

engines. The company’s website link which is shown on top positions has a higher chance 

to be click on, therefore higher chance of purchasing of offered products or services by 

the customer. The process of listings, sorting and ranking pages is based on different types 

of algorithms, that also take into account the shopping habits of users. For a website that 

would like to have better position it is important to have relevant, unique and quality 

content, no broken URL links, using of keywords, using of titles, captions and headings, 

or quick reloading of a webpage. All these details influence PageRank by Google or S-

rank by Czech Seznam.cz where to place specific web pages in listings. Important to say 

that SEO sorting is not paid by companies. (Mitchell, 2012) 

PPC advertising also referred to as “pay-per-click”. Sometimes it is also called SEM 

referred to search engine marketing. It is a type of marketing campaigns that we can see 

when searching the internet. The most known is by google, in this case, we call them 

AdWords. The other providers are Amazon, Microsoft, Facebook or for example 

Instagram. In the Czech Republic, the leader is Seznam.cz with its Sklik. These ads do 

not work on a time limit, but their advantage is that they cost money just when they are 

“click” on. The company then pays just for customers who made some effort to buy or at 

least see their products, affiliate productsú or offered service. PPC AdWords are usually 

show in the top 4 searches when searching on Google (Fleischner, 2010). 

 



1.9. IMC Strategy 

IMC referred also to integrated marketing communication, it is a strategy under which a 

company develops, integrates and synchronizes their marketing communications through 

different channels. The goal is to transfer the right, understandable message of the 

company to customers about its products, services or brand itself to increase sales and 

brand awareness (Kotler, Wong, Saunders, Armstrong, 2005). 

The process is: 

• Analyse trends – internal and external – that can affect the company’s ability to 

do business 

• Audit the pockets of communications spending through the organisation  

• Identify all contact points for the company and its brands 

• Team up communication planning 

• Create compatible themes, tones and quality across all communications elements 

• Create performance measures that are shared by all communication elements 

• Appoint a director responsible for the company’s persuasive communications 

efforts (Kotler, Wong, Saunders, Armstrong, 2005). 

 

1.10. Loyalty marketing program 

Loyalty rewards marketing program also refers to a frequent buyer program. It is a 

marketing program that is included in sales promotion marketing. It is made for regular 

customers who has made multiple purchases in a company, to give them a reason to return 

and to build good long-term relationships between a customer and a company. An 

example is airlines company or alliances which designed specific loyalty programs for 

their regular frequent passengers where customers collect air miles for their past flights. 

The miles can be later used to buy other flights, upgrade flight class or to book a hotel 

stay. The aims of loyalty marketing program are to make a strong customers-sellers 

relationship for a long-term, to attract new customers, to arouse a competition in 

customers (to collect points for a reward), for a company to get more accurate information 

about customers and their shopping habit. There are many companies who offer such as 

programs. The examples are coffee shops, drugstores, fashion retailers, grocery stores, 

airlines and others. Even though the purpose of the loyal programs is a loyal customer to 



a brand or company. There is research described in Lamb’s book Essentials of marketing 

that says that 54% of customers do not have just one loyal card one grocery store but at 

least 2 loyalty programs. 15% of grocery store customers have at least 3 loyalty programs, 

and 4% of grocery store customers are members of four to five loyalty programs. Even 

though this research shows that loyalty programs are popular among customers, it also 

shows that they are not as loyal as the company wish they would be (Lamb, 2010). There 

is also an option to collaborate on a reward program with different companies and make 

a group loyalty program. Usually, the companies are from different segments or under 

the same company group or a conglomerate. The loyalty rewards program is an amazing 

tool  

1.10.1. Types of loyalty rewards programs 

There are two directions which can loyalty programs take: 

• Consumer loyalty programs 

B2C marketing tools that are oriented to end consumers. Their task is to boost 

sales in long term perspective and to persuade customers to buy products or 

services. Customers become members of the loyalty clubs and they are able to 

benefit from membership. Their rewards can be discounts, price reductions, or 

free gifts (Butscher, 2017). 

• Trade loyalty programs 

These are B2B oriented loyalty programs. They are oriented to retailers, 

wholesalers and other distributors. The goals are to increase the brand’s value, 

products and services popularity and business loyalty by trade partners (Butscher, 

2017).  

 

There are also two types of loyalty rewards programs. 

• Open 

The open one is for everyone who fills the form and would like to sign up. There 

are no restrictions (Butscher, 2017). 

• Limited 



For the limited one potential member has to fulfil some requirements to be accept 

in. These can be for example to accept some terms, to obey specific procedures, 

show some talent or to pay membership fee (Butscher, 2017). 

 

Other types of loyalty programs  

• Points system – members collect points that can be later exchange for discounts, 

products, services, vouchers or something beneficial for customer. 

• Tiered system – works on principle of milestones that have to be reach in order to 

collect rewards, the more customer spends, the higher he gets. 

• Cash back system – Similar to previous one but customers have more opportunity 

what to buy when reach some amount. 

• Punch card system – This type is very old school but still very popular way to 

engage customers in loyalty program. It is usually used in coffee shops. A 

customer for example collects stamps for every coffee and at the end a customer 

gets something for free or discount. 

• Charge an upfront fee - VIP paid system – premium memberships that give 

customers feeling that he is someone special and unique and gives him benefits 

straight away. 

• Partner/ coalition system – businesses agree on cooperation – elevating sales but 

not customer’s loyalty 

• Hybrid system – There is a combination of more than one type of loyalty rewards 

program.(MBA Skool Team, 2020). 

 

1.10.2. Benefits and goal 

The goal of loyalty programs is to create stronger bond between company and customers, 

customer’s retention with advantages, satisfactions and added values on both sides (Egan, 

2015). 

The benefits of the loyalty rewards programs are for both sides, customers as well as 

companies. Benefits include: 

• Attract new customers (company) 



• Build new strong long-time relationship with new ones and strengthen one with 

the old ones (company) 

• Satisfy customers – better price, stuff for free (customer) 

• Build trust for other purchases from different sections (customer/ company) 

• Build strong name – good products, services attract more than customers – it also 

attraction employees who will be willing to proudly work for the company 

(company) 

• More products or services sold – bigger profit (company) 

• Stronger against competitors (company) 

 

1.10.3. Measurements for successful loyalty rewards program 

Firstly, it is important to set goals for the new implemented loyalty rewards program. 

First thing we are able to see is new signed members of the program. We can therefore 

see what the initial success of the program is. After a while we can see how much the 

members spent and the returns. These aspects help us in the steps. Such as implementation 

of new strategy, introducing of new products or services as well as new promotions. 

To calculate more accurate results, we can use one of these equations. 

 

Repeat Purchase rate (RPR) 

It calculates how often customers shop and repeat purchases. The results are in 

percentages. The higher the better – more customers come back and make a purchase 

(Hryszko, 2018). 

!"! = !$%$&'	)*+',-$.+ × 100
2,'&3	)*+',-$.+  

 

Redemption rate 

Redemption rate calculates how many points in the loyalty program have been already 

used by customers. The results are in percentages.  The higher result is, the higher is also 

customer’s engagement in loyalty program and more rewards were applied and used 

(Hryszko, 2018). 
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Customer Lifetime Value  

It calculates how customer will be beneficial for a company. It is difficult to calculate 

because we do not know duration of member x company’s relationship (Hryszko, 2018). 

AMT = Average Number of Monthly Transactions 

AOV = Average Order Volume 

AGM= Average Gross Margin 

ALT = Average Customer Lifespan (in months) 

7:; = ((=>2 × =?;) × =A>) × =:2 

 

Revenue per User 

This is amazing tool for online shopping. With help of it we are able to find out how 

online store is successful to the ratio of total revenue divided by total website visitors 

Hryszko, 2018). 

!$B$6*$	%$.	*+$. = 2,'&3	!$B$6*$
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Churn rate 

It calculates how many former members ended company’s loyalty program (Hryszko, 

2018). 

!ℎ#$% = !#'()*+$'	-(	(ℎ+	.+//0%/	)1	(ℎ+	*)%(ℎ − !#'()*+$'	-(	(ℎ+	+%3	)1	(ℎ+	*)%(ℎ
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Questionnaire and survey answered by members 

There are many other formulas that can help company with calculations and also more 

precious results. More results equal more precious overview. 

 

  



2. Current Situation Analysis 

2.1. Introduction of C2H 

The C2H Retail Holding the C2H group includes two fashion companies - the Pietro Filipi 

and KARA Trutnov. The C2H Retail Holding is also exclusive distributor of brand Etam 

for the Czech Republic and Slovakia. The brand is specialised in lingerie. This makes the 

C2H Retail Holding one of the largest Central European fashion groups. The other C2H 

group activities are investing to residential properties and investing to innovative 

companies and start-ups.  

 

2.1.1. Introduction of the company Pietro Filipi 

Pietro Filipi is Czech based company founded in 1993 and it is one of the leading fashion 

brands in the Czech Republic. The company focuses on both women’s and men’s fashion 

collections. In November 2017 Michal Micka and his C2H group bought Pietro Filipi. 

Pietro Filipi operates 23 own stores in the Czech Republic and 4 own stores in Slovakia, 

6 stores in the Baltic region and 4 franchise stores in Belarus and Russia. The company 

also operates digitally on own e-commerce website as well as online retailer for example 

Czech streetwear online store Footshop. 

 

2.2. Pietro Filipi characteristics 

2.2.1. The company’s name  

The company’s name sounds Italian but it is Czech brand. The name was chosen by Petr 

Hendrych, the founder of the company in 1993. The brand is influenced by Italian fashion 

and design. (Pietro Filipi, 2020) 

 



2.2.2. Logo and symbol 

Before 2019 the company did not have any symbol but in 2019 the company went through 

rebranding as well as change of their marketing and communication strategy. New logo 

as well as the symbol was made by design studio Najbrt. Both of them are in black and 

white combination as the previous log but they got thinner font (Váhala Pietro Filipi, 

2020).  

 

  

 

 

2.2.3. Icons of the brand 

Pietro Filipi does not have particular face of the company, but the most people know the 

brand under the face of Aňa Geislerová. She is Czech actress that involves in many Pietro 

Filipi campaigns, the most significant was 25 years anniversary of the brand as well as 

designing fashion collections. She also wears Pietro Filipi dresses at Karlovy Vary 

International Film Festivals. For year 2020 faces of the company can be also considered 

Figure 8: Pietro Filipi old logo Figure 7: Pietro Filipi new logo 

Figure 9: Pietro Filipi new symbol 



Erika Palkovičová, Tereza Srbová, Olga a Jakub Plojhar or father and actror Karel Dobrý 

with his son. Michal Mička, owner of the brand Pietro Filipi can be also taken as the face 

of the company since he represents the company at social events as well as on interviews 

for media. 

 

2.2.4. Slogan 

Pietro Filipi does not have any slogan. 

 

2.2.5. Packaging 

The products – clothes by itself do not have packaging. But when customers purchase 

something in the store the sales assistants give them white minimalistic paper shopping 

bag with logo on it and black satin handles. If customers order products online, they will 

get minimalistic paper boxes with logo of the brand. 

 

2.3. Marketing analysis 

2.3.1. Analysis of marketing mix 

Product  

The Pietro Filipi brand offers women’s and men’s clothes, bags, shoes and accessories. 

Every year there are made two main collections spring/summer and fall/winter. Currently 

the company also focuses on the creation of smaller sub collections which are so called 

capsule collections. Products in these collections are made in limited quantities and they 

include elements that match to each other. The value of Pietro Filip products is not only 

in its design and quality but also that are in limited number of pieces produced. Usually 

one kind of product is made in quantities between 30 to 400 pieces, thus ensuring their 

exclusivity. Until Fall 2019 there was also exclusive collections called “Silverline” that 

came out in parallel with the regular collections. They were designed by Ivana Mentlová 

and their specifics were even better quality, higher price point and even more limited 

quantities. The collections were replaced with Runway collection. The Runway collection 

premiered in 2020 and it is designed by Monika Drápalová. In 2019 there was also 

introduced new permanent collection “Basic” that includes classic cuts, universal neutral 



colours and quality materials. Pietro Filipi also sometimes collaborates with celebrities 

for example Aňa Geislerová’s collection “Made in Czechoslovakia” that was created for 

the 25th anniversary of Pietro Filipi or her charity tees or Pietro Filipi sub collection with 

Simona Krainová. During COVID-19 pandemic in 2020 Pietro Filipi produced face 

masks. The company also sells both women’s and men’s shoes from formal boots and 

heels to casual sneakers. 

The products are made mainly in the Czech Republic and Slovakia and thus the company 

support local production. Clothes are designed in Prague. Women’s collections are 

designed by Monika Drápalová and Ana Margarida Dias Machado. Filip Hieke is a 

designer of men’s collection. (Pietro Filipi, 2020) 

 

Price 

The brand Pietro Filipi and its product price range in women’s collection differs but we 

can say that they are higher. For example, basic white cotton t-shirt with short sleeves 

costs 990 Czech crowns and sleeveless viscose t-shirt 1190 CZK. Price of dresses is from 

2790 CZK to 10990 CZK for Runway collection one. Coats and winter jackets sell for 

the highest prices from the Pietro Filipi portfolio, for example, the price for leather trench 

coat is 14990 CZK. Runway collection prices that are naturally higher than the rest of the 

products and they range from 2490 CZK for shorts to 14990 CZK for coat. 

Product price range in men’s collection is also diverse. Cotton T-shirt price starting point 

is 890 CZK. Shirt prices fluctuate from 1990 CZK to 3490 CZK. Men’s suit sells for 

10980 CZK. Among the most expansive Pietro Filipi products belong coats. Price of 

men’s 100% cashmere coat is 15990 CZK. 

Accessories price range really differs. For example, the price of ties is around 1000 CZ 

and the price of shoes is from 2490 CZK to 7990 CZK. 

 

Place 

Even though Pietro Filipi has an online store, for the company it is still a key to have 

retail stores where can customers try their clothes on, touch the material, see them in 

reality and get an advice from salesperson. The Pietro Filipi has 23 retail stores in most 

of the big cities in the Czech Republic, 4 retail stores in Slovakia, 6 retail stores in the 



Baltics and the franchise retail stores in Belarus and Russia. The flagship store can be 

found at Národní 31, Prague, the Czech Republic. As it mentioned above the brand has 

also online store where can customers buy all of their collections. The website is in three 

languages – Czech, Slovak and English. They deliver to the whole European union. The 

headquarter of the brand is located in Prague, Karlín where works most of the employees 

- management team, designers, technicians and IT team. Currently Pietro Filipi considers 

the expansion to other countries and the company will see if the expansion will be done 

solo, through franchise partner or online through e-commerce platform. (Váhala, 2020). 

When the company decides where to expand it takes into account a lot of factors as well 

as results of analyses. Due to current situation of COVID-19 pandemic, the expansion 

will most likely be through online e-commerce platforms, since this kind of shopping 

starts to be preferred by customers and also big companies such as Inditex group closing 

their retail stores and moving them to the online space (Jolly, 2020) Pietro Filipi has 

already applied this strategy in the Czech Republic where they offer their products at 

www.footshop.eu (Strouhal, 2020). 

 

Promotion 

Pietro Filipi focuses on different kinds of promotions through multiple communication 

channels and always coming up with new innovative ideas of promotion Pietro Filipi 

currently does both online and offline promotions. They organize their promotion through 

website, social media accounts (Facebook, Instagram and YouTube), advertising, PR, 

personal selling, direct marketing and sales promotions. The company is also a partner of 

different events, for example, it co-organized a party at Karlovy Vary International Film 

Festival.  

 

The advertising is done through fashion magazines and advertising billboards (in the city 

centre, in a shopping mall or along busy roads). They also collaborate with influencers 

and celebrities on their fashion campaigns. Pietro Filipi does barter cooperation. It means 

influencers or celebrities get a product or products for mentioning them on their social 

media accounts. They also wear Pietro Filipi for special events such as movie premiere, 

music or video awards. The examples of next collaboration were when a model Erika 

Palko or a blogger Karolina Wernerová took over Pietro Filipi account for a day and 



filmed what they did during the day. Pietro Filipi also performs personal selling in case 

of B2B sales including cross-promotions, direct marketing in the form of newsletters and 

sales promotions in the form of magazine coupons, seasonal sales and online store special 

discounts. 

 

2.3.2. Communication channel analysis 

Traditional channels 

Pietro Filipi uses advertising in many different forms. These are 

• Czech fashion magazines – ELLE, VOGUE Czechoslovakia, Harper’s Bazaar, 

Marianne, PročNe magazine 

• Billboards – bus stops, city billboards/ near the busy roads 

• Influencers and celebrities – the face of the company, influencers mention 

company’s products on the photos/videos, influencers take over company’s 

Instagram account dressing up celebrities for special events 

 

Personal selling is used in the form of sales in a business to business markets. The clients 

can be a new one as well as current clients. Pietro Filipi clients include banking 

institutions, insurance institutions, sports club or for example watch stores. In the personal 

selling should be included also cross promotion. The cross-promotion between business 

to business means that both companies will get something from their collaboration. In the 

case of Pietro Filipi, one company get products (clothes) the other one advertisement. 

This collaboration is negotiated by personal selling. 

 

Direct marketing is used by Pietro Filipi mainly in the form of email marketing and their 

newsletters that are sent to their current customers who gave their consent. The second 

form of direct marketing is couponing that can be found in print media twice a year and 

can be used at a specific time for a discount on the purchase.  

 

Pietro Filipi offers multiple types of sales promotions. The first type takes place twice a 

year. Usually, in April and June and sales promotions supporters are fashion magazines. 



In April it is Czech ELLE magazine which contains coupons with discounts. The event 

is called ELLE Shopping Fever. In June the shopping week is called Nákupy OnaDnes 

and the provider is magazine OnaDnes magazine. It is also in the form of coupons and a 

customer gets 25% off in-store as well as online. The second type of sales promotions is 

discounts at the end of the seasons. They also take place twice a year, in January and June. 

The last ones are their discounts on online stores. 

 

Digital channels 

The company’s website www.pietro-filipi.com is their main digital marketing channel.  

The website serves as both business (online shop) and promotion (look books and news). 

The website translates in three languages – Czech, English and Slovak. The website can 

be divided into three categories. The first one is look book https://www.pietro-

filipi.com/cz/lookbook that includes photoshoots of different seasons. It is used to present 

the current collection. The second category is news https://www.pietro-

filipi.com/en/news. This category is used to inform the customer about ongoing special 

events and discounts. The last category is an online store that includes all collections, 

both women’s and men’s as well as premium. The links are https://www.pietro-

filipi.com/cz/zeny and https://www.pietro-filipi.com/cz/muzi. The website has a simple 

minimalist design with modern elements, mainly in black and white colours. A customer 

can make his or her account which is convenient when ordering clothes online because a 

customer can see his or her order history. 

The disadvantage of the website is missing Wishlist for the online store that is very 

popular among customers because they can save their favourite pieces and order them 

later for them a more convenient situation. Also, it would be great to have incorporated 

live chat at least during working hours that would help customers with sizing, orders and 

other problems relating to Pietro Filipe online store. 

 



 
Figure 10: Pietro Filipi website 

Source: Authors own screenshot 

 

Pietro Filipi also uses social media and the company manages accounts on three social 

media platforms. The first one is on Facebook. Their Facebook account serves both for 

promotion and business. PF takes advantage of the possibility that Facebook offers a 

shopping feature, and has it integrated. It works on the principle of linking the account 

with the online shop on the website. The second account is on Instagram. Their Instagram 

account has the same features as their Facebook one has. Both accounts have very similar 

posts but, on Instagram, we have the opportunity to see previous stories that have been 

shared. They are saved in the profile highlights. Pietro Filipi has also its YouTube 

channel. The channel serves mainly for promotion. We can find video advertisements, 

runway shows, backstage videos or interviews on it. 

 



 
Figure 11: Pietro Filipi Facebook account 

Source: Authors own screenshot 

 

 
Figure 12: Pietro Filipi Instagram account 

Source: Authors own screenshot 

 

Pietro Filipi uses search engine optimization, mainly in the form of keywords in the Czech 

language since their target audience is mainly Czechs and Slovaks until now. They are 

usually shown in Google and Seznam.cz search engine listings up to the second page. 



 

The brand Pietro Filipi uses PPC promotions. We can see them on both most used search 

engines in the Czech Republic. These are Google and its AdWords as well as Seznam.cz 

and its Sklik.cz. PPC advertisements can be also found on different websites. For 

example, banners on YouTube or short movie advertisements before other YouTube 

videos as well as banners across the whole internet. On Instagram, they have prepaid 

advertisements between stories. The company pays (prepays) every click on ads or 

display of an ad in case of Instagram. 

 

 
Figure 13: Pietro Filipi PPC advertisement on YouTube 

(Source: Author’s own screenshot) 

 

2.4. Club Pietro Filipi 

Pietro Filipi has prepared for their regular customers a loyalty club – “Klub Pietro Filipi”. 

To sign up customer has to fill in a registration form while shopping in a retail store or 

online on https://www.pietro-filipi.com/cz. Since then a customer will get credits from 

all of the purchases to the club account. The loyalty program offers a loyalty discount to 

a regular loyal customer. When the total amount of purchases in the club account exceeds 

the value of 15000 CZK a customer will receive 5% from their next purchases for the 

upcoming year. The sum of 15000 CZK may arise from one or more purchases. There are 

four levels of the loyalty program. The discounts range from 5% to 20% off. When the 

annual amount for purchases reaches 15 000 CZK, the customer will get 5% off for a 

whole one-year. When the annual amount for purchases reaches 30 000 CZK, the 

customer will get 10% off for a whole one-year. When the annual amount for purchases 



reaches 60 000 CZK, the customer will get 15% off for a whole one-year. When the 

annual amount for purchases reaches 120 000 CZK or more, the customer will get 20% 

off for a whole one-year. The discount can be applied to all non-discounted products. 

Club members with 15% and 20% discounts, or they spend at least 15 000 CZK one-time 

have clothes adjustments for free and also with other club members they do have for free 

standard tailoring adjustments on men’s suits. The club members are also invented to 

various exclusive events organized by the brand. 

 

2.5. Case studies of loyalty program 

2.5.1. H&M 

H&M is Swedish multinational clothing retail company. It was established in 1947 by 

Erling Persson in Stockholm. Its portfolio includes fast-fashion clothing collections for 

men, women teenagers and children. 

It is quite a new loyalty rewards program. In the UK was implemented at the end of 2019. 

In the Czech Republic a few months later in 2020. The program was implemented into 

H&M app where could customers just shop online and use customer service before. The 

program is hybrid system loyalty program that combines points as well as tiers.  

The loyalty program has two tiers. The first one just a regular member. The member can 

be anyone who fill a form. The second one is PlusMember. PlusMember can be collect 

6000 points. In the Czech Republic one point is one CZK. To collect points customer has 

to do one of these interactions: to shop, to fill in the member’s profile, to rate or to leave 

a review, and to invite friends to become members. All members get bonuses, offers and 

discounts, birthday promotions, special members prices, shopping events, extra discounts 

on selected discounts, e-receipts, 10% off from first purchase and free shipping over 800 

CZK purchase. PlusMembers have extra benefits that include free shipping on all orders, 

early access to promotions and events, stylists service, exclusive experiences and 

exclusive access to special collections.  For every 2000 points collected member gets 60 

CZK voucher. The program can be use in store as well as online (H&M, 2020). The H&M 

loyalty rewards program was strongly promoted everywhere. First 2 months in every 

country when the program began customers had an opportunity to become a member and 

get 20% off with their next purchase.  



 

2.5.2. Starbucks 

Starbucks Corporation is an American coffee company, which owns coffee shops across 

the world. It was established in Seattle, Washington in 1971 by Jerry Baldwin, Zev Siegl 

and Gordon Bowker. Currently it has 28 218 locations and in the Czech Republic it has 

around 40 branches located in larger cities. 

My Starbucks Rewards program is one the best known and successful loyalty program in 

the world. It works on application, as well as through plastic cards. Those interested in 

membership have to sign up either in mobile phone application, website or at the cashier. 

Then they have to load money into their account in order to get rewards Members collect 

points in form of stars. In the Czech Republic there are two tier levels – green and gold. 

In order to get to or star in gold level members have to collect 200 stars. For green level 

members reward is a free drink for every 100 stars collected. For gold level members the 

rewards are a free drink for every 100 stars collected, birthday drink, free add-ons to their 

favourite drinks and gold card. One star is for every 12 CZK spend (Starbucks, 2020). 

This loyalty rewards program is very popular, and it is a frequently mentioned case study. 

Its popularity lies in design of the app, very easy and eye pleasing system, pre-paid wallet 

that push members to buy another cup of coffee since they already pay for it and free 

drinks. 

 

 

 

 

 

 

 

 

 



2.6. SWOT of the company Pietro Filipi 

This subchapter takes into account strengths and weaknesses of the company Pietro Filipi 

and defines weaknesses and opportunities. 

  STRENGTHS WEAKNESSES  

Internal origin  

(A
ttributes of the organization)  

 - Local Czech brand 

 - Czech traditional brand (27 years 

old) 

 - Loyal customers 

 - Products exclusivity 

- Brand availability (Enough retail 

stores across the Czech Repubic, 

online store) 

 - E-commerce participation 

- Franchises 

 - Wide range of products 

 - Good customer service 

 - Loyalty club 

 - Limited products quantity 

 - Limited market 

 - High production costs 

 - Inflexible production 

 - Too dependent on third party 

suppliers 

 - Higher product prices 

 - Ongoing battle with debts 

  
OPPORTUNITIES  THREATS 

External origin  

(A
ttributes of the environm

ent)  

 - New market entries 

 - Franchises 

 - Capture the younger generation 

consumers 

 - E-commerce opportunities -> e-

market platforms 

 - Increasing popularity of sustainable 

and local brands 

 - Celebrity design colaborations   

 - Many retail stores (increasing 

popularity of online shopping) 

 - Covid-19 pandemic and other 

strong factors that change 

customer's behaviours 

 - New competitor market enry and 

strong existing competitors and 

their cost reduction and price 

reductions 

 - Existing fast fashion competitors 

with low production costs 

  

 



Table 1 SWOT analysis of the company Pietro Filipi 

Source: Author’s own 

 

Internal attributes of the organization 

Strengths 

The strength of Pietro Filipi is that it is an established brand that has already built its place 

in the market. It has been here for 27 years now. For the Czech and Slovak market, it is 

amazing that it is a traditional local brand which has been a very popular attribute lately. 

Since the company is here for such a long time it has built its loyal customer base. The 

contribution here is also a fact that Pietro Filipi retail stores can be found almost 

everywhere in the Czech Republic where the stories are not the online store is the solution. 

The strength of the brand is its exclusivity. Products are made in limited quantities, 

usually between 30 to 400 pieces. Another strength is a wide range of products offered 

with high-quality workmanship. Customers may also be overwhelmed by abnormal 

customer service which is ensured in retail stores. The store also provides tailor’s services 

either at an additional cost or for the regular customer free of charge. 

 

Weaknesses  

Weaknesses of Pietro Filipi include the limited products quantity. Even though for some 

customers it is a big plus that they will not see anyone on the streets with the same clothes 

it can be also opposite story because some of a protentional customers would like to 

purchase products but they are not able to because product is already sold out. Of course, 

it all depends on type of products or collection because basic pieces are made in higher 

quantities. Therefore, customers usually do not have a problem to get them. With limited 

quantity is also related inflexible production. Pietro Filipi is also too dependent on third 

party suppliers. Because most clothes are made in the Czech Republic or Slovakia the 

production is more expensive and more limited that would be in Asia. It also takes more 

time to produce products because technology is not at such a good level as would be in 

Asia. On the other hand, it is made more preciously.  

 

External attributes of the environment 



Opportunities 

Pietro Filipi already has its retail stores in five other countries. Three of them – Slovakia, 

Latvia and Lithuania retail stores are operated by Pietro Filipi company. The stores in 

Russia and Belarus are franchises. The company has the opportunity to enter new 

markets. There are few options on how to enter a new market but in a current limited 

situation, there are two good examples. The first one is to find a franchise partner who 

would take responsibility for the initial duties. This entry would not be as expensive as 

regular entry to a new market by the brand itself. The second type of entry is to find an 

e-commerce company with a multi-brand platform such as Zalando, About You or Asos 

and with the help to entry on a new foreign market. This form is amazing because 

customers from the other countries will get to know the brand and it gets into their 

subconscious. An advantage for the company is that they will get to know the foreign 

market, shopping habits of customers and their taste in products - what they like, what 

they do not like. The information would be beneficial for possible further expansion. 

A great opportunity for Pietro Filipi is also capturing the younger generation customers. 

The brand itself has started to go a step closer and it has started its collaboration with 

Czech based multi-brand store Footshop. The company is very popular for their sneaker’s 

releases of famous brands and their events for the younger generation. They carefully 

selected the products that might appeal to their younger audiences. 

With growing environmental trends, there arise opportunities for the company to 

incorporate some of them into their operation. It can be something related to 

sustainability, local production and other corporate social responsibilities. 

The last but not least, it would be amazing to again collaborate with celebrity or influencer 

on designing brand’s products and to make an exclusive collection. 

 

Threats 

A threat for Pietro Filipi arises from ownership of many retail stores. There is a growing 

trend that people choose to shop online before shopping in retails stores. In the Czech 

Republic, Pietro Filipi has 36 retail stores and the rents, utility expenses and employees’ 

pay-outs form a huge amount of money to pay. In the recent past and still ongoing 



COVID-19 pandemics this trend was strengthened. Currently it still for Pietro Filipi better 

option to have retail stores but it is also important to be aware of this emerging trend. 

Another thread including an expansion of foreign brands to the Czech market or an 

increase of competitors brands though the foreign or domestic online stores. An even 

bigger threat arises when competitors have lower prices, or they are decreasing their 

prices. In the Czech Republic, the direct competitor of Pietro Filipi is a Czech company 

called Blažek specialized in men’s fashion. Other direct competitors in the Czech Repubic 

are foreign companies Hugo Boss and Massimo Dutti. Abroad there are many 

competitors, the examples can be REISS, Ted Baker that could be a threat for Pietro Filipi 

that is why it is important to keep up with foreign brands and their new trends. 

The last threat but not least is fast-fashion retailers. Since the main products of Pietro 

Filipi are coats, suits, blazers, trousers, shirts and dresses, it is really important to have 

good tailoring. This is the most difficult part when sewing clothes. Fast fashion retail 

chains who also sold these types of clothes can go with the price down even at the cost of 

lower quality. This threat would solve outsourcing of the production but then it would be 

very complicated to maintain sustainability standards. A big difference between Pietro 

Filipi and these brands forms its customer service and approach. For example, their 

loyalty program – “Klub Pietro Filipi”, which was described above.  

 

2.7. Evaluation of questionnaire 

This questionnaire was done in a shopping mall before Pietro Filipi store, to get as many 

answers as possible that will be relevant to this master’s thesis, few of the respondents 

are also author’s family acquaintances who have shopping experience with the company 

Pietro Filipi. 40 respondents answered this questionnaire. Firstly, they had to answer two 

demographic questions – gender and age. The reason was to get a basic overview of our 

respondents. In the questionnaire was participated, 8 men and 32 women. I divide them 

into 4 categories: under 25 years old, between 26 – 40 years old, between 41 – 59 years 

old and 60 years and older. Since Pietro Filipi includes many types of formal clothes, it 

is ideal for office jobs. The first group includes especially students, then the second group 

and the third group are working-age populations and the fourth one is retirement age 



population. Most of the respondents are from both groups of the working-age population. 

Most respondents were women in age between 41 to 59 – 17 women. 

 
Graph 1: The respondents of questionnaire by gender 

(Source: Author’s own) 

 

 
Graph 2: Age distribution – women, questionnaire 
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(Source: Author’s own) 

 

 
Graph 3: Age distribution – men, questionnaire 

(Source: Author’s own) 

 

The next questions relate to the shopping habits and behaviour of the customers of Pietro 

Filipi. The third question is related to the current loyalty program of Pietro Filipi “Klub 

Pietro Filipi”. The question was “do you use Pietro Filipi loyalty program?”. The 

respondents had an option to choose from two possible answers - yes or no. The following 

graph shows the answers to the question 3.  
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Graph 4: Q3 - Members of the Pietro Filipi loyalty program 

(Source:Author’s own) 

 

The answer yes means that respondents are members of the Pietro Filipi loyalty program. 

This answer chose 13 respondents, 32% of all the respondents. Almost all of them were 

women except one man. 

The answer no means that respondents are not members of the Pietro Filipi loyalty 

program. This answer chose 27 responders, 68% of all the respondents. The remaining 7 

men and 20 women chose this answer. The most frequent users of the program are women 

between age 41- 59. 

 

The next question was addressed to the remaining 27 non-members of the Pietro Filipi 

rewards program.  

 

Yes, 13, 32%

No, 27, 68%

Question n.3

Yes No



 
Graph 5: Q4 – Respondents answers why they are not members 

(Source: Author’s own) 

 

Most of the non-members answered that they did not know about the reward program. It 

is almost 50% respondents, 13 out of 27. The next most common answer is that they do 

not think they would spend enough money to reach certain level to get rewards. This one 

answered 6 people out of 27 and it is 22% of non-members respondents. The next answers 

with a similar number of respondents are:  

• I do not want any reward programs – no reason 
• I do not want any reward programs because of my privacy 
• I have too many other reward programs - overwhelmed 
• Other 

Each of these four answers were answered by 1 to 3 non-member respondents. 

In the next question respondents state how often they shop on average in Pietro Filipi. 
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Graph 6: Q5 – How often respondents shop in Pietro Filipi 

(Source: Author’s own) 

 

More than One-third of respondents shop irregular or never in Pietro Filipi. The other 

one-third of respondents shop online or in-store several in a year. It is hard to say how 

many times it is, but it is more than once a year but less than once in a month. The 20% 

of respondents answered they shop in Pietro Filipi once a year. The 12% of the 

respondents answered either they shop in Pietro Filipi several times in a month or once a 

month. The reward program is mainly suitable for respondents/ customers who shop in 

Pietro Filipi once in a month, several times in a month and also several times a year. In 

these cases, it pays off for both, the customers as well as the company. The questionnaire 

also showed that women shop more often and more regularly than men. 

 

The next question takes in account the respondents’ opinion on requirements about 

loyalty program. They have option to select two answers. 
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Graph 7: Q6 - Reasons to join loyalty program by the respondents of questionnaire 

(Source: Author’s own) 

 

The most chosen answer by respondents of questionnaire was whole year discount(s). 

Right behind was one-time discount(s). In loyalty program both of them would work on 

the same principle. For the discounts for whole year a customer has to spend more until 

a customer reaches a specific amount than for one-time discount. Right behind it is the 

answer with exclusive sales. There we can nicely see that customers mainly want from 

loyalty programs to save money. 

 

The question n.6 shows the next graph. It shows how much respondents on average spend 

in Pietro Filipi. The answers are divided into four categories. The first one is under 5 000 

CZK, the others are 5 000 - 9 999CZK, 10 000-19 999CZK and more than 20 000 CZK. 

It should be noted that the brand has higher price point. 
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Graph 8: Q7 - How much respondents spend on average - questionnaire 

(Source: Author’s own) 

 

25 out of 40 of the respondents spend under 4 9999 CZK. The next 10 respondents spend 

usually between 5 000 – 9 999 CZK. Four respondents spend usually between 10 000 – 

19 999 CZK. The answers are a bit skewed because some of the answers are from people 

who shop in Pietro Filipi once a month, several times a month, once a year, several time 

a year as well as irregularly but from analytical team of Pietro Filipi I have information 

that an average 3 465 CZK (Váhala, 2020). Respondents who answered more than 10 000 

CZK but also shop in Pietro Filipi less often. 

 

2.8. Conclusions of questionnaire 

It is important to sum up this questionnaire to get an idea for proposals of new loyalty 

program. 

• 68% of all respondents are not members of Pietro Filipi loyalty program and 48% 

do not even know about the loyalty program and they never heard about it. The 

solution with introduction of the new loyalty program would be to improve 

program’s promotion. It would be great opportunity because it harder to advertise 

something already existing than something new or updated. 

25, 62%

10, 25%

4, 10%
1, 3%

Question n.6

Under 4999 CZK 5000 - 9999 CZK

10000 - 19999 CZK More than 20000 CZK



• 22% of respondents answered that they do not think they would spend enough 

money to reach a certain level to get a discount that is why they do not want to 

join the loyalty program because it would be useless. The solution would be to 

change how the program works but not in the way that company would suffer but, 

in the way, that customers will see a closer point to reach therefore they will spend 

more. 

• The main motivation to join a loyalty program are discounts – one-time 

discount(s), whole year discount(s) as well as exclusive discounts. The birthday 

discount was also very popular answer. Even though people are joining loyalty 

programs, the loyalty is almost never number 1 priority but rather side effect that 

comes with the path to the rewards. 

• After all discounts answers customers voted as the most popular one to motivate 

them to join reward program would be early access to the sales. 

• The 62% of respondents stated that their average spending at Pietro Filipi is 

usually under 4 999 CZK. This means that it would be better for customers to 

collect something gradually to reach something quicker. It can be tier system. It 

is used in the current Pietro Filipi loyalty program as well but for customers it 

would be much better to use one with more tiers and see results quicker. That is 

why when designing tier system loyalty program, it should be motivating for 

customers because if they see tiers that they think they will never reach, tt is 

unnecessary work for a company. Of course, there would be some who will join 

the program but why not reach a larger audience when it is possible. The other 

possibility is points system. This one is very similar to tiers system, but customers 

have more freedom when choosing rewards.  

 

2.9. Evaluation of internet survey 

This internet survey was done through author’s social media accounts – Facebook and 

Instagram. In the internet survey was participated 128 people, in a ration of 37 men and 

91 women. 

 



 
Graph 9: The respondents of internet survey by gender 

(Source: Author’s own) 

 

The internet survey was mainly answered by author’s friends and acquaintances on social 

media accounts, most of them is younger generation. The author of this master’s thesis 

had assumptions about the age. That is why author made two categories under 30 years 

old and above 30 years old. All of the men respondents were under 30 years old and only 

4 women were above 30 years old, the rest of them were under 30 years old – 87 women. 

Even though the average age of respondents is lower the brand awareness was relatively 

high. 82 out of 128 respondents shop or at least know the brand Pietro Filipi but only 9 

of them heard somewhere about their loyalty program and only one of them is also a 

member. 

Since many of them were not members of the Pietro Filipi reward program and the author 

assumed before, the author prepared the question what would persuade them to join the 

program. They had options to choose from these answers: one-time discounts, whole year 

discounts after reaching certain level, exclusive sales, birthday discount, early sales 

access, early access to new arrivals, invitations to exclusive events or free shipping on 

online orders in a specific period. The respondents unlike those who did the questionnaire 

were able to answer three answers they liked.  

 

37, 29%

91, 71%

The respondents by gender

men women



 
Graph 10: Reasons to join loyalty program by the respondents of internet survey 

(Source: Author’s own) 

 

The answer with the most votes was a birthday discount. The second most popular answer 

was whole year discounts after reaching certain level and right behind was the answer 

one-time discount(s). The least favourites were early access to new arrivals and also free 

shipping on online orders. Both of them were probably because they do not contain any 

discounts that is why they are not as attractive as the other ones.  

 

2.10. Conclusion of internet survey 

The answers of the internet survey have a bit different questions and answers than the 

previous questionnaire, but it can also help with proposals of strategies of the loyalty 

program. 

 

• The same problem of insufficient promotion was also the result of this internet 

survey. This internet survey was mainly answered by younger audience and even 

though many young people know the brand Pietro Filipi they do not know about 

its loyalty program. It may be partly due to the fact that they do not shop there so 

often but also due to the fact they have not got an offer to join in. The solution for 
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this is to improve the promotion of the loyalty program. This can be done through 

social media accounts, advertisements as well as in stores. 

• Also, it worth to mention their answers why they would like to join in. The most 

votes from customers got the answer with the birthday discount. The reason for 

this is that birthdays are personal. In this case, customers know that someone from 

the company has to send the birthday wish with the discount directly to them. It 

can be done through mailbox as well as through email address or through mobile 

number. Also, the birthday discount, is for a customer fixed time so they can plan 

ahead what to buy for their birthday and with the discount it will be a double 

feeling of happiness, when they get the discount from the company, there is an 

opportunity that they will select birthday gift from the company and not from the 

competitors.  

• The second most favourite answers were one-time discount(s) and the discount(s) 

for whole year when reaching some specific amount. Both of them work on 

similar principle. The first one could be reached by customers who spend some 

amount for what they can get points that could be exchange for one-time discount 

voucher. In this case the amount of spending can be less than in the second option 

where a customer has to spend higher amount to get a discount(s) for a whole 

year. The first option is psychologically more pleasing for customers because they 

reach results quicker. 

• Customers expect from loyalty programs discounts that is why they should be the 

main attraction of the loyalty programs. Other services and bonuses should be 

rather complementary and distinctive to catch customer’s attention.  



3. Proposals and contribution 

3.1. SWOT analysis of current loyalty program – “Klub Pietro Filipi” 

As a part of the proposals and contribution part, the author decides to firstly start with 

SWOT analysis of current program that Pietro Filipi uses.  It is called “Klub Pietro Filipi” 

The information comes from the previous surveys and from the author of this master’s 

thesis. 

 

Strengths 

• Simplicity – A loyalty program is very easy to use. It requires just customer’s 

name, email address, phone number and address. A customer will just need to 

mention a name, email address or phone number during the purchase or to show 

a plastic card. 

• Easy to join in – A customer just fills in a form and the points for spending are 

loaded immediately. In the case of the store, a customer will get a plastic card 

immediately. 

• Low costs for the company – A club Pietro Filipi does not require much. An 

implementation, operation and eventual termination are not and would not be 

costly. Currently, they only have forms to print, prepared them for online space, 

to program the database from customer’s email addresses and make plastic cards. 

The only thing what a customer has to do is fill in a form. It can be done online or 

in-store. Rewards are in the form of percentage sales, but they can only be used 

when a customer achieves particular tier levels that are based on the total amount 

spent. 

• Communication with customers – They are informed through email address about 

news and their account balance. 

• The reward for a customer is valid for one year. It means that whenever customers 

reach the bottom amount of tier 1,2, 3 or 4 they get the discount per one year or 

until they reach a higher level. 

• The program will not be used by customers who are just seeking for discounts 

• The reward discount is on all clothes from collections except for the already 

discounted one. 



 

Weaknesses 

• Customer’s ignorance of the program – Most of the customers do not even know 

that reward program exists, or they unconsciously ignore it. For the second ones, 

there is an option they would become potential members of the reward club. This 

result is also shown in the survey. 

• Insufficient rewards to motivate customers – Rewards are in the form of discounts 

on all goods except the discounted ones. Discounts range from 5% to 20% of the 

original price. Many customers responded that it is difficult to reach for discounts. 

There are four tiers. The first when customers spend 15 000CZK or more, they 

get 5%. When they spend 30 000 CZK or more, they get 10%. When they spend 

60 000 CZK or more, they get 15%. When they spend 120 000 CZK or more, they 

get 20%. All the discounts all valid 1 year. 

• The discount tiers are not as easily reachable for many customers. This can 

discourage customers from signing up to loyalty program as well as from 

purchasing if there is a competitor who offers similar clothes but with a better 

loyalty program, rewards and discounts. 

• A company does not collect personal data from customers properly – Even though 

a customer signs up with their name, address, phone number and email address 

and Pietro Filipi collects some data from customers. They are not able to use them 

in terms of future use for marketing purposes. If they would do it, it would be 

easier for them to target advertisement and promotions. 

 

Opportunities 

• Loyalty program cooperation of other C2H companies – The C2H owns three 

companies – Pietro Filipi, KARA and Etam. From the Czech Republic 

perspective, it is all together 65 stores. If we include also Slovakian market it is 

78 stores. The whole C2H has international stores 88 stores including franchises. 

The loyalty program could include all these companies and it could make new 

promotion and rewards opportunities. This step could attract even more loyal 

customers to the whole group of companies. 



• Program promotion – The reward program of Pietro Filipi is not very known by 

customers. It can be found on the bottom of the webpage and there are sometimes 

leaflets at some cashier desks in the stores. It would be great to find another form 

of propagations. An example can be social media accounts – Facebook and 

Instagram but also more eye-catching propagation on the website. Directly in 

stores, it would not be just in form leaflets but also mentioned by the sales 

assistants. This also helps with better communication with customers. 

• Improvement and expansion of the current rewards program – There are many 

companies who specialised in rewards program plans for companies. These 

programs can be personalised and edited exactly for the company’s needs. The 

companies can deliver all the needed software and accessories. 

 

Threats 

• Customers are overwhelmed with reward programs – The reward programs are 

everywhere when you go buy groceries, coffee or food. People are overwhelmed 

with many similar loyalty programs and their wallets are overfilled with club 

cards. Many of these programs are made mainly to collect personal data about 

customers and their shopping habits, some customers know this fact and that is 

why they avoid them. For some customers are these loyalty programs very 

annoying on a daily life basis and they feel distaste for them. 

• Use of the program by customers only for their benefits – These regular customers 

would shop in the store or online even without loyalty program and that is why 

the program is for a company meaningless because it will not increase customers 

loyalty. In this case for this group of customers, the programs are very ineffective. 

• Are the customers really loyal or are they just playing the game? – Even though 

we are talking about loyalty it is clear that customers will always incline to the 

most interesting offers and for most of them it does not matter if it is from the one 

specific brand or the others. In Pietro Filipi reward program, it is just partly threat 

because customers have to buy things in a specific amount to get rewards. So, 

they appreciate the discounts more. 

 



Internal STRENGTHS WEAKNESSES 

 - Simplicity 

- Easy to join in 

- Low costs for the company 

- Communication with 

customers 

- The reward program is valid 

for one year 

- The program will not be used 

by customer who are just 

seeking discounts 

- The reward discounts are on 

all clothes except the already 

discounted one 

- Customers ignorance of the 

program (with and without 

purpose) 

- Insufficient rewards to 

motivate customers 

- The discount tiers are not as 

reachable for most of the 

customers 

- A company does not collect 

personal data from customers 

properly in terms of future use 

for marketing purposes 

External OPPORTUNITIES THREATS 

 - Loyalty program 

cooperation of other C2H 

companies – Pietro Filipi, 

KARA and Etam 

- Program promotion – since 

many people do not know 

about the program, there is 

an opportunity to make a 

campaign and promote it 

- Improvement and expansion 

of the current rewards 

program 

- Customers overwhelmed with 

rewards programs out there 

- Selfish customers – no loyalty 

just benefits 

- Loyalty passes way when 

customers see opportunity 

somewhere else 

 

Table 2 SWOT analyses of current loyalty program of Pietro Filipi 

Source: Author’s own 

 



 

3.2. Main requirements for the design of loyalty program 

The author has decided to propose two proposals for new loyalty marketing rewards 

program for company Pietro Filipi. They will be inspired by previously mentioned case 

studies that already work but the author will also take the results of questionnaire and 

internet survey into account. 

Few rules to take into consideration when designing the loyal program 

• Simplicity – Customers do not want anything difficult. They would like to have 

membership in something which is playful, easy to understand and do not take 

them time. That is why the Starbucks reward program is so popular. The great 

tool here is own mobile app but a company has to calculate their budget and to 

find out if it is even possible to order app developing. For most of the companies 

it would be expensive, but I would like to include app development in the proposal 

B. 

• As we found in the questionnaire and also internet survey customers did not join 

because they thought they would not reach particular tier level and therefore it is 

loyalty program unnecessary. The loyalty rewards program should be design in a 

such way that customers would be reward as soon as possible. The best way is to 

give customers a discount when signing up. It can be also contra productive 

because customers will sign up but then they will never interact with the company 

again. It is important to be careful when designing a plan like this one. The 

solution would be to give customers next reward not too long after the first one 

but customers should also make an afford to interact with the company in between. 

There should be a healthy balance. 

• What will the best reward for the customers? The rewards should be defined, and 

customers will see what to look forward to. But also, to leave space for some 

special type of promotions to surprise customers. 

• Last but not least, when the loyalty program is already designed, company should 

not forget to make marketing communication plan to promote it. 



3.3. Loyalty program proposal 

In this subchapter the author has prepared two variants of proposals. Both of them have 

different features and are based on different principles also, they are on different price 

levels. The company can choose the one that suits it the most in all aspects. 

 

3.3.1. Proposal A – loyalty program 

The proposal A is very similar to the current reward program. It is not as expensive as 

proposal B. The goal of the proposal is to satisfy customers and listen their demands as 

well as to meet the needs of the company. The main purpose is therefore strengthening of 

relationship between customers and the company. 

 

• To motivate customers to join the program –> better promotion – The promotion 

can be done in several ways. The first way is to use the company’s social media 

accounts – Facebook and Instagram. Both of the accounts of Pietro Filipi have a 

high number of followers and the promotion can be for free and also can target 

enough customers to meet the requirements of the company for the number of new 

members of the reward program. Optionally there is a possibility to pay sponsored 

posts or stories for even stronger promotion. The other way is personal contact. It 

can be done by shopping assistants who will pass information about the loyalty 

program and its rewards to customers with each purchase. The company has to be 

careful with this approach if it chooses this path because many customers are 

immune and feel the dislike to this kind of offers. The beneficial approach would 

be some added value, for example, extra points to their loyalty account when 

signing up. 

• It is important to get to know customers and what are they shopping habits about 

to know how to target advertisements, newsletters and also to make an analysis of 

customer’s data for feedback. This information is very valuable to the company. 

The old loyalty program members do not have complete profile of their 

information. To get them it would take a lot of time unless the company can offer 

something in return. It can be one-time discount or/ and extra points to their 



loyalty account when filling up their profile. It is the same case as the previous 

one. 

• To change reward tiers – Currently, Pietro Filipi has four tiers of discounts ranging 

from 5% to 20% and the discount is valid for one year unless the customer gets 

upgraded to the next level (tier). The current state of discounts is very limiting 

and demotivating for customers. First of all, they already know what to expect, 

and it is a long time run to reach a particular tier of discounts even though Pietro 

Filipi products are higher price level. To change this, it would be great to make 

more levels of rewards to keep a customer in focus and also a customer would see 

faster growth. These steps would keep a customer motivated. It does not have to 

be changed drastically but for example to leave the tiers as they are and just add 

one-time discounts or to add more reward tiers. 

• Rewards not only for purchases - signing up to loyalty program, completing of 

profile (old members with insufficient information), complete the questionnaire 

or survey, sharing a picture on social media account. All these actions could be 

rewarded.  

• Other motivational bonusses can be early access to discounted products or early 

access to the new arrivals, Showroom access, or events invitations 

• Different reward value for different products – in selected period could selected 

product line worth for example double points. This action would lead to increase 

of sales of selected products line because customers could purchase or exchange 

for them other rewards in the future. 

• To increase involvement of employees in informing customers – it can be done 

during purchases at the cashier or before the store. It can be done through personal 

contact as well leaflets. 

 

There are described few points that can be done to change current loyalty program and 

adapt it to more customers friendly and more advantageous for the company. In terms of 

cost, this proposal is a low investment and does not require as many funds as for proposal 

B. 

The other opportunities for Pietro Filipi include for example promotion event when 

customers could get something for free. Since it is fashion company there is not much 



possibilities to get to customer stuff for free unless some promotional products but for 

example in men’s collection there is great opportunity the promotions on ties when a 

customer buys specific number of shirts then a tie could be for free. Customers will be 

motivated to buy more shirts to get a thing for free and the most of them buy shirts or 

more shirts that they would not even buy without promotions. Or the stuff can be 

exchange for collected points. Customers will get a feeling that they will get them for free 

or for a really small amount. 

The disadvantage is this proposal is that the company would still do not know about 

customers and their purchases, to properly target promotions. A provisional solution can 

be an inquire for a platform for example Talon.one that could be implemented to the loyal 

program but of course this action would increase the price. 

 

3.3.2. Proposal B – loyalty program 

The proposal B is more complex and also more expensive than the previous one. The 

purpose is again the constant increase of sales and the associated more frequent purchases 

by customers as well as obtaining customers data for future analysis and targeted 

promotions. These goals can be achieved with complex developed plan for loyalty 

rewards program. From company’s perspective the program would be convenient way 

how to get customer’s information that could be used in the future for marketing 

promotions. These promotions are already used by bug players and the members of 

loyalty program can be divided by age, sex, the type of purchases. This step would involve 

a lot of new technology and digitalization for a company, but it would have good impact 

on the future financial situation. 

The best option would be to use for example service of a company that can program the 

loyalty program. Such as Talon.one or Antavo. Their system advantages are the collection 

of personal data for the analysis, analysing the data, stable retention of customers and 

wide portfolio of communication channels with customers. The disadvantages are high 

losses if not programmed right for and repeating rewards programs (nothing new for 

customers).  

For the best complex option would be to use hybrid system of loyalty rewards program 

because it can include more ways how to attract customers. The example can be points 



and tiers combination system. The reason behind is to reward just customers with higher 

average purchases and therefore reward them for their loyalty but as well as to take 

something from them. The data of their purchases can be through the system mentioned 

above to target special promotions, or to remind customers they left products in shopping 

cart during browsing on our websites or special pop up window on our website 

specifically programmed for them. Practically it means that system know what probably 

customers searching for by collected data from previous shopping experiences.  

All these systematic things can be done just with their loyalty card, virtual loyalty card 

that they can have in their phone and also with mobile phone app. 

The most expensive for this variant of this proposal would be to design application for a 

customer’s mobile phones. Even though it is the great opportunity not only to offer 

customer’s loyalty program but also to implemented online store. 

 

  



 

3.4. Evaluation of loyalty rewards program – proposal 

The evaluation of the loyalty rewards program is a very important part. The company will 

stay up to date if there is a successful implementation of a new strategy or not. It can be 

done in several different ways. The measurement also varies depending on what the 

company chooses as a strategy and what technology is used. The loyalty rewards program 

can be done through plastic cards, virtual cards as well as phone applications and 

company can choose what form it will have, for example points system, discounts or 

cashback. The more advanced technology, the more expensive the program for the 

company gets. It all depends on the company and it is up to them to decide if they are 

able to finance whole digital advanced program or it is better for them to do something 

easier, not as technologically advanced. It is important to calculate what will be 

advantageous financially for them as well as what is targeted results. 

In the current Pietro Filipi, loyalty rewards program people signing up by forms and they 

get plastic cards. That is how Pietro Filipi can keep up on a number of users that they 

have ever signed up but it is kind of hard to keep track on active users and we do not 

know specific details who lost the card, has stopped to shop in Pietro Filipi, lost 

motivation, do not have time to use a loyalty card or just forgot that program even exists. 

In the current program, we can evaluate them when they have, or they do not have an 

interaction with the company. An interaction can be a purchase, or also, for example, an 

exchange of a product. Since the interaction, a member is again an active user for a 

company for the next 12 months. 

If there is a period when new members are not signing up or their number is too low, we 

can make a new advertisement, social media promotions or again order a task to sale 

assistants to remind customers about the existing loyalty program. Emails addresses or 

phone numbers can be also a powerful weapon in the fight against inactive users of loyalty 

rewards program. We can remind members that there is a new collection or new sales in 

the store or online. Even better would be to remind them there is something in store 

especially for them. For example, there is a man who buys only shirts in Pietro Filipi, but 

he suddenly has stopped. If we have information that he buys shirts all the time and we 

can work with this information we can inform him through these two channels that there 



are new ones or discounted ones in the store, or there is special promotion when entering 

a code or for example 2+1 for free, to get him back.  

To find out if new program works can be also done through overall sales per year. They 

should be higher than in the previous year or years. However, it is a complex indicator 

because it can be affected by many other factors. That is why it should be taken just 

lightly. It can be also calculated in different ways for example through average order 

value. A company helps to boost its average order value by different strategies, such as 

free shipping, or previously mentioned 2+1 for free bundle and other package deals or 

volume discounts. The next option how to calculate success is repeat purchase rate that 

can show how many customers make more than one purchase. This is one of the best 

tools how to calculate customers loyalty and loyalty rewards program can help to find out 

the numbers we need for a calculation. The result should be somewhere in between 20-

40%. 

The evaluation can be again done through questionnaires and surveys. For example, at 

the beginning when the new loyalty rewards program starts and after a while to get 

customers opinions about it. If they are satisfied or if there is something to change. If they 

are done by a company, they can be done on a large scale. The internet surveys can be 

put on the company’s website as well as to the links on social media accounts. On the 

website, it can be also done as a popup window so the customer does not have to even 

click on it because it will be offered automatically. The next ones can be done in the 

stores, but it will be more difficult to get a customer’s time and also attention. 

 

 

  



Conclusion 
The main aim of this master’s thesis is to suggest new or improved marketing strategy 

relating to loyalty marketing program for the Czech company Pietro Filipi, which should 

help to build long-term relationship between customers and seller and also to increase 

sales. Based on analyse that were done and proposed two versions of loyalty rewards 

program, I consider the goal of this master’s thesis to be fulfilled. 

Firstly, the author did research based on theoretical foundations that includes the 

description of the marketing, B2B and B2C marketing, marketing strategy, targeting, 

segmentation and positioning on the market, IMC marketing, detailed description of 

marketing mix and marketing communication, traditional and digital marketing. All of 

them are essentials for implementing loyalty marketing strategy but mainly with tradition 

and digital marketing are closely related. The loyalty marketing program is described in 

last subchapter of this theoretical part. The author mentions description, the types, its 

benefits and goal as well as measurements for successful loyalty rewards program. 

The main part of this master’s thesis is analysis of current situation of the brand Pietro 

Filipi It includes introduction of the company as well as characteristics. We cannot forget 

that Pietro Filipi is part of C2H group that is why it is also mentioned in this chapter. The 

author conducted marketing analysis, first one was analysis of marketing mix and the 

second one communication channel analysis. In the thesis are also included two case 

studies of famous loyalty rewards program. The first one is relatively new one. It is by 

Swedish fast-fashion company H&M. Even though it is new, it has many features that 

can inspire Pietro Filipi when designing new one. The second one is very popular one 

coffeehouse company Starbucks. Two case studies are followed by SWOT analysis of the 

company. The author also conducted research in form of questionnaire. The questionnaire 

was done before Pietro Filipi store and the author got answers from 40 respondents. The 

main purpose of the questionnaire was to find out if the respondents know current Pietro 

Filipi loyalty program, why they are not members what are their shopping habits and also 

what should loyalty program has as rewards. The other research was internet survey that 

answered 128 respondents mainly through the links on author’s social media accounts – 

Facebook and Instagram. The audience of this internet survey was younger than 

questionnaire’s one. That is why the answers were quite different. In both researches but 



were similar wishes for future loyalty program that can take company in account when 

designing the new one. 

The last part of the thesis is called proposals and contribution and contains SWOT 

analysis of current loyalty program of “Klub Pietro Filipi”. The reason why it is included 

here is to see imperfections that should be improved as well as things that works and 

should be taken into the consideration when updating or creating completely new loyalty 

marketing strategy. The next subchapter is the main requirements for the design of loyalty 

program that are influenced by successful case studies from H&M and Starbucks 

mentioned in the second chapter as well as questionnaire and internet survey. The author 

presents the proposal A and the proposal B and in the last subchapter propose how to 

evaluate successful or unsuccessful loyalty rewards program. 

These two proposals of Pietro Filipi differ. The proposal A is more than completely new 

loyalty program rather proposal for updating and rebranding of current one. The proposal 

B is more expensive than the proposal A. It includes complex plan of the loyalty rewards 

program. 

At the end as author I would like to mention why I chose this topic and this particular 

company. Since I was little child fashion has been part of my life and it has grown into 

my passion. When the opportunity arose to write about Pietro Filipi company I was really 

pleased because I got possibility to see insights of one of the most famous Czech fashion 

company that connects Czech history and fashion already 27 years. I feel sympathy that 

their fashion collections are designer in Prague and some of them are also manufactured 

here in the Czech Republic or Slovakia. I was very curious to connect marketing strategy 

and the fashion company in the form of new loyalty membership program, which should 

be part of every marketing strategy. 
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APPENDIX 1 QUESTIONNAIRE 

1. Age 

• Under 25 years old 

• 26 – 40 years old 

• 41 – 59 years old 

• 60 years or older 

 

2. Gender 

• Female 

• Male 

 

3. Members of Pietro Filipi loyalty program 

• YES 

• NO 

 

4. Why are you not a member of Pietro Filipi loyalty program? 

• I did not know about it 

• I do not think I would spend enough to reach certain level for rewards 



• I do not want any reward programs – no reason 

• I do not want any reward programs because of my privacy 

• I have too many 

• Other 

 

5. How often do you shop in Pietro Filipi? 

• Once a month 

• Several times a month 

• Several times a year 

• Once a year 

• Irregular or never 

 

6. Loyalty program requirements? (choose 2) 

• One-time discount(s) 

• Whole year discount(s) after reaching certain level 

• Exclusive sales 

• Birthday discount 

• Early access to sales 

• Early access to new arrivals 

• Invitations to exclusive events 

• Free shipping on online orders 

 

7. How much do you spend on average in Pietro Filipi? 

• Under 4 999 CZK 

• 5000 – 9 999 CZK 

• 10 000 – 19 999 CZK 

• More than 20 000 CZK 

 

APPENDIX 2 INTERNET SURVEY 

1. Age 



• Under 30 years old 

• Above 30 years old 

 

2. Gender 

• Female 

• Male 

 

3. Members of Pietro Filipi loyalty program 

• YES 

• NO 

 

4. What would persuade you to join loyalty program, 

• One-time discounts 

• Whole year discounts after reaching certain level 

• Exclusive sales 

• Birthday discount 

• Early sales access 

• Early access to new arrivals 

• Invitations to exclusive events 

• Fee shipping on online orders in a specific period 

 


