
  



 

  



 

  



 

Abstract 
This master´s thesis is focused on the design and structure of the strategy hierarchy of 

company Sporten, a.s. with regards to its development. The objective is to create  

a comprehensive set of development strategies, which is underpinned by company´s  

values, and connect the mission, vision, strategies and overall direction of the company 

in one functional and viable system. 

 

Abstrakt 
Tato diplomová práce je zaměřena na sestavení a strukturu hierarchie strategií 

společnosti Sporten, a.s. s ohledem na její rozvoj. Cílem je vytvořit komplexní soubor 

rozvojových strategií, který je podložený firemními hodnotami, a propojit misi, vizi, 

strategie a celkové směřování společnosti v jeden funkční a životaschopný systém. 
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Introduction 

In today’s hectic and changing times it is important for every company to have a 

direction that always keep the company focused on its objectives. This direction is 

presented by a carefully prepared, suitable and feasible strategy of the company, which 

will help the company to be goal oriented even in the times of smaller or larger changes 

in is internal or external environment, always aware of the necessity to be flexible and 

adaptable, which is a base for company’s success.  

This paper is focused on the company Sporten, a.s. and a creation of hierarchy of 

strategies, from corporate to functional, together with the plan of implementation of the 

strategy and evaluation of possible risks that can arise not only while introducing a new 

strategy. Company Sporten, a.s. has been chosen based on the communication with its 

shareholders, who expressed the need of the strategy as it has not been elaborated in the 

company yet.  

Sporten, a.s. is a Czech traditional manufacturer of skis and snowboards located in 

Nové Město na Moravě. The company exports majority of its production to the most 

developed and demanding markets in USA, Japan or Scandinavia and operates on the 

domestic market as well. Skiing industry is a very attractive segment, where the use of 

quality materials, advanced technologies and innovations play an extremely important 

role as well as the ability to adapt and exploit new trends. 

Whole work can be divided into two major parts. First is a theoretical part, which 

contains Chapter 1 and 2 and second is an analytical or practical part that includes the 

Chapter 3, 4 and 4. Objectives of this paper and methods used are described in Chapter 

1. To gather all the important information for creating a successful viable strategy, the 

external and internal analyses have to be conducted. The theoretical frameworks of 

these analyses are explained in detail in Chapter 2, while the practical part of the paper 

begins with the Chapter 3, where the internal and external analyses are elaborated. 

Chapter 4 is dedicated to the creation of the hierarchy of strategies with the focus on the 

development of the company and calculations related to it. Chapter 5 studies the 

possible risks, which can appear within the company, and suggests the solution to 



 

mitigate these risks. In the Chapter 6 the whole work is summarized and in the Chapter 

7 are listed all the references used for this work. In the last part, Chapter 8, are all the 

appendices, which were not suitable to be showed in the main body of the paper. 

To sum up, the output of this paper is a complete strategy hierarchy for the company 

Sporten, a.s., based on thorough internal and external analyses, which contains also an 

approach of introducing the strategy, timeline and the analysis of possible risks and the 

suggestions on how to avoid them. 
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1 Objectives and methods used 
 

1.1 Objectives of the paper 

The objective of this paper is to evaluate a current state of the chosen company and 

propose a suitable development strategy for it with a regard to gain a competitive 

advantage for future. As the company currently does not have any further specified 

strategies for its operations, the aim of this paper involves proposal of a complex 

hierarchy of strategies in a first place, that will be followed by above mentioned 

development strategies.  

1.2 Methods used in the paper 

To achieve the objectives stated, there have been used various types of internal and 

external analyses, such as SLEPTE analysis, Porter’s five forces analysis, McKinsey 7S 

analysis, SWOT analysis and others, which are deeply explained in Chapter 2.  

To create a successful strategy it is also important to be familiar with the major 

stakeholders’ expectations, therefore the concerns of owners, employees, suppliers, 

customers, competitors or local authorities. Necessary information can be gathered 

during the interviews with the responsible persons, where the most important is to get 

an objective and representative information. The information gained can be evaluated 

for example with the scoring system according to its power, what creates a base for a 

strategy making, which is trying to meet the expectations of the most important 

stakeholders. (Keřkovský and Vykypěl, 2006).    

The aim of the internal analysis is to evaluate objectively a current state of the company 

and identify its strengths and weaknesses (Mallya, 2007). Successful strategy then 

arises from the compliance of between the company’s resources and external 

environment that enables exploitation of external opportunities with internal resources 

(Váchal and Vochozka, 2013).  Internal analyses involve the McKinsey’s 7S analysis 

and financial analysis described already in the Chapter 2 as well.  

Portfolio analyses are focused on the market, thus the external environment, but are 

influenced by the internal decision making of the company (Keřkovský and Vykypěl, 
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2006). Market attractiveness/ SBU strength and survival matrix are, among the other 

analyses, explained in the Chapter 2.  

SWOT analysis is the summary of all the analyses undertaken and brings together the 

main issues founded during the whole process of analysing (Johnson and Scholes, 

1999). In case of the SWOT analysis it is important to focus only on the substantial and 

relevant factors and reduce less important ones as it only makes creating of the strategy 

more problematic (Keřkovský and Vykypěl, 2006). Theoretical framework for SWOT 

analysis is elaborated in the Chapter 2. 

For the objectification of the McKinsey 7S analysis, the qualitative research will be 

conducted. The evaluation of the company by its employees will be collected partially 

during the interviews in person and partially by the questionnaire survey, when the 

quota sampling will be used. According to Cassel et al. the combination of qualitative 

methods help to find and understand the comprehensive relationships between features 

studied, especially during the interview, where the employees are able to use their own 

words and better expressed their opinion (Cassell et al., 2006). 
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2 Theoretical approach to the solution 
 

2.1 Definition of the basic terms 

Before the strategic planning process will be analysed in detail, it is important to 

highlight and explain key strategic terms that are crucial in order to understand the 

whole process of strategic planning.  

 

• Strategy is a long-term way to reach the objectives set by the management of the 

company and thus achieves the desirable future state of the enterprise 

(Keřkovský and Vykypěl, 2006). Strategy is affected by an external and always 

changing environment, resources availability and mainly by the stakeholders of 

the company (Johnson and Scholes, 1999). 

 

• Strategic decision is, according to Johnson and Scholes (1999), the type of 

decision that affects long-term orientation of the company and helps the 

company to find an advantage over competition (Johnson and Scholes, 1999).  

 

• Strategic planning is a wide range of activities that deals with organisational 

behaviour in external environment, its internal processes, structures and decision 

making in order to achieve the best possible results (Váchal and Vochozka, 

2013).  Strategic management is a never-ending process of repeatitive and 

consecutive steps involving mission and objectives statement, strategic analysis, 

strategy formulation, implementation, control and correction (Keřkovský and 

Vykypěl, 2006). 

 

• Mission expresses the reason why the company was established and operates on 

the market (Charvát, 2006). Mission statement should cover questions regarding 

who are the company’s customers and employees; what are its products, market, 

technologies, philosophy and image (Mallya, 2007). 
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• Vision of the company is a desired future state in a particular time horizon, 

(Váchal and Vochozka, 2013) and due to so called SMART test also specific, 

measurable, achievable, realistic and time-bound (Janišová and Křivánek, 2013).  

Vision statement has to correspond with the mission and strategies further 

follow both, mission and vision (Keřkovský and Vykypěl, 2006). Both mission 

and vision should propose a competitive action, describe this activity simply and 

not too specifically and should contain a sign of social categorizing, for example 

using the word “We”  (Tarnow, 2001).  

 

• Strategic business unit (SBU) is a part of the organisation for strategy-making 

purposes that have its own market of goods, distinct from other SBUs of the 

company (Johnson and Scholes, 1999). Therefore the SBUs are usual in the 

companies, which produce various products for various markets and for each 

SBU the individual business strategy should be formulated (Keřkovský and 

Vykypěl, 2006).  

2.2 Strategic planning process 

Strategic management or planning is the process of determining long-term objectives of 

the company, constant dealing with changing environment and allocation of resources 

in relation to the aims set (Váchal and Vochozka, 2013).  Strategic planning is 

important for the company in order to actively participate on its development, influence 

the external activities, controls its future and thus achieve better results (Mallya, 2007). 

This complex process involves various steps already described above, it usually 

naturally runs “top-down”, while the opinions of lower management are also taken into 

account (Keřkovský and Vykypěl, 2006).  

 

Strategic planning process can be divided to following steps: 

• Mission and vision identification 

• Strategic analysis of the external environment of the company, analysis of the 

industry and internal environment of the company 
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• Formulation of the strategy (hierarchy of strategies) based on strategic analyses 

evaluation, while the aim is to mitigate failures identified in the analyses and 

emphasize priorities 

• Implementation of the strategy with simultaneous modification of organizational 

structure and other systems 

• Control and evaluation of the development of the strategy implemented (Mallya, 

2007). 

• As it was said above, the strategy implementation is usually connected with the 

changes in the company’s structure, but as Kaplan an Norton argue, the huge 

organisational changes, e.g. adopting matrix structure, take a lot of effort, money 

and time to adapt, where a valuable tacit knowledge can be lost with dissatisfied 

employees leaving the company (Kaplan and Norton, 2006). Also the control 

within the organization should not be only profit-oriented. As Piest and Ritsema 

claim, the control should search for meaningful information from all areas of the 

company and also should be future-oriented, trying to forecast and detect new 

trends (Piest and Ritsema, 1993) 

2.3 Strategy hierarchy 

Every company has different levels of organizational strategies appropriate to the level 

of strategic management, which the strategy is designed for (Mallya, 2007). These 

strategies are always formed by long-term strategic objectives and the way to achieve 

them, while the objectives should fulfil the above-mentioned SMART principle 

(Keřkovský and Vykypěl, 2006). Formulation of strategies runs “top-down” while the 

feedback is being applied “bottom-up” during the process of elaborating the superior 

objectives to lower management level (Keřkovský and Vykypěl, 2006).  

 

 

 
 
 
 
 
 
 

Figure 1: Levels of strategy (BMP Enterprise, n.d.) 
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2.3.1 Corporate strategy 
 
The task of the corporate strategy is to evolve the mission statement and anchor its main 

thoughts within the company while meeting the expectations of the major stakeholders 

and put value added to different parts (SBUs) of the company (Johnson and Scholes, 

1999). Corporate strategy thus expresses basic enterprise decision about production and 

geographical focus of the company, allocation of resource or the way of strategic 

management (Mallya, 2007). Corporate strategy is usually set out by the top 

management or owners of the company and defines particular SBUs, their strategic 

objectives, and the directions how to achieve them – it answers the questions: who, 

what and how (Keřkovský and Vykypěl, 2006).   

 

Firstly the business is divided into SBUs (who), after that the strategic objective can be 

set in order to express the future development of particular SBUs (what), which is 

determined by the chosen criteria, e.g. volume of sales, market share. After the 

evaluation of criteria, the specific development, such as a growth, stagnation or 

downturn, can be set for the certain SBU in the form of partial numeric comparable and 

time-bound indicators. The last step is then identifying the way of achieving objectives 

given (how). The most important aspect here is the generic character of following 

business strategies that gives the business its specific nature. Business can then apply 

the strategy of cost leadership or differentiation or alternative strategies, e.g. market 

penetration, market development, technology innovation etc. (Keřkovský and Vykypěl, 

2006).   

2.3.2 Business strategy 
 
Business strategy elaborates the objectives set in the corporate strategy and the ways to 

achieve them in the sense of particular SBU and therefore gives the business the 

specific character. Business strategy specifies the “7P” marketing mix – product, price, 

place, promotion, people, process and planning – and set specific objectives for each of 

these aspects. It is important to always respect the strategic framework for the SBU set 

in the corporate strategy. (Keřkovský and Vykypěl, 2006).    
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2.3.3 Functional strategy 
 
Following the business strategy, functional strategy elaborates and describes the 

development of specific important areas, such as marketing, human resources or 

information technologies. Some of the functional strategies can be common for more 

SBUs if needed, e.g. common production for all SBUs, or there can be mutual 

horizontal relationships among strategies. (Keřkovský and Vykypěl, 2006).    

Every company exists in a living and turbulent environment and has to react, adapt to 

changes and influence the environment back and thus aim toward an equilibrium state. 

External environment is characterized by a wide range of processes, rules, relationships 

etc. that are a subject of external analyses in order to find out what are the key factors 

influencing particular company. (Váchal and Vochozka, 2013).   

2.4 External analyses 

Every company exists in a living and turbulent environment and has to react, adapt to 

changes and influence the environment back and thus aim toward an equilibrium state. 

External environment is characterized by a wide range of processes, rules, relationships 

etc. that are a subject of external analyses in order to find out what are the key factors 

influencing particular company. (Váchal and Vochozka, 2013).   

According to Mallya (2007) the external analyses examine company’s external 

environment, which usually cannot be influenced by the company itself. It is defined by 

the international environment, national environment or the industry that the company 

operates in. It is important for the company to strategically analyse, monitor and assess 

the external environment in order to find its position, to address the threats and 

possibilities or to react efficiently to the constant flow of changes. (Mallya, 2007).  In 

this strategic process it is crucial to put an emphasis on development trends that can 

strongly influence the company in the future (Keřkovský and Vykypěl, 2006).  
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2.4.1 SLEPTE analysis 
 
SLEPTE analysis examines the general and broad outer environment and as the name 

indicates, it investigates the social, legislative, economic, political, technological and 

ecological factors (Mallya, 2007).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

• Social factors 

As Keřkovský and Vykypěl (2006) argue, in a group of social factors, the most 

important are socio-political system, living standards and lifestyle, demographic 

data on population and attitudes of key stakeholders (Keřkovský and Vykypěl, 

2006). These can significantly influence not only the demand for goods and 

services, but the supply of the workforce and its willingness to work as well 

(Mallya, 2007). 

 

• Legislative factors 

According to Mallya (2007) the role of the state, its law and level of business 

regulation is gaining in more and more importance over the time. Legislative 

factors include also foreign trade regulation, tax law, environmental protection 

law, civil code or the commercial code. (Mallya, 2007). The implementation of 

Figure 2: External environmental factors (Professional Accademy, n.d.) 
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the state economic policy is a very important function of the government 

especially regarding a support of small and medium businesses (SME’s), 

support of export, research and technical development (Keřkovský and Vykypěl, 

2006). 

 

• Economic factors 

Probably the strongest factor influencing the situation of a company is that 

economic one, where it is crucial to understand the magic quadrangle 

functioning - economic growth, unemployment, inflation, external balance and 

their mutual interaction (Keřkovský and Vykypěl, 2006). Except the above-

mentioned factors, every company has to analyse also GNP rates, interest rates, 

business cycles, supply of money, or disposable income (Johnson and Scholes, 

1999). Mallya adds energy costs, exchange rates and labour costs to consider as 

well (Mallya, 2007). 

 

• Political factors 

Political factors are tightly connected to legislative ones, mainly in case of 

economic policy of a state. Therefore it is important to examine government and 

overall political environment stability as well as the policy of leading political 

parties, government expenditures, and relationship with other countries or 

membership in multinational trading blocks such as EU (Mallya, 2007). 

 

• Technological factors 

As the technological development can be a significant factor in a company’s 

success, it is important to monitor technological innovations, new working 

methods and techniques in a particular field, financial inflow to science and 

research and state support (Mallya, 2007). Technological development has a 

great potential as it can bring companies a competitive advantage through an 

exclusive character of its products (Keřkovský and Vykypěl, 2006). 
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• Ecological factors 

Ecological factors are not less important than the others as there is a strong shift 

to “environment-friendliness” all over the world, because of the natural 

resources depletion and overall environmental consciousness. Ecological factors 

can determine the production technologies used in a company or production 

plants localisation (Keřkovský and Vykypěl, 2006).  The influence on waste 

management and recycling is not negligible as well (Mallya, 2007). Climate 

factors are crucial especially in particular production areas as long-term changes 

of climate can cause heavy changes in strategies or diversification of the 

production itself (Keřkovský and Vykypěl, 2006). 

2.4.2 Porter’s five forces analysis 
 
Porter’s five forces model is based on the presumption that a strategic position of a 

company is determined by the action of five basic factors (Keřkovský and Vykypěl, 

2006): 

• Bargaining power of buyers 

Bargaining power of buyers is usually considered as strong towards suppliers 

when the buyer is significant in terms of purchase volume, has low switching 

costs when going to competitor or has a choice of suitable substitutes 

(Keřkovský and Vykypěl, 2006). Bargaining power of buyers increases also 

when the demand for a particular product has high price elasticity, when there is 

a possibility of backward integration – buyer can make the product by himself 

he is not satisfied with a price offered or can acquire a supplier (Keřkovský and 

Vykypěl, 2006; Mallya, 2007). As Johnson and Scholes (1999) add, the power 

of buyers is likely to be high when the industry is overall consisting of a large 

number of small producers or when the material cost represents a high 

percentage of total costs of the product (Johnson and Scholes, 1999). 

 

• Bargaining power of suppliers 

High bargaining power of suppliers occurs when the supplier is significant in 

terms of its size on the market or is a well-established company with strong 

brand, when its product is highly differentiated and there is a low possibility of 
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backward integration. On the other hand supplier power decreases with a 

possibility of forward integration when supplier starts its own business in 

buyer’s field. (Keřkovský and Vykypěl, 2006). According to Johnson and 

Scholes, the supplier power increases when switching costs of changing supplier 

are high, there is a concentration of suppliers instead of a high number of them 

and conversely the customers are numerous with low bargaining power (Johnson 

and Scholes, 1999).  

 

• Threat of entry 

The threat of entry to an industry is determined by the existence of barriers of 

entry to the particular industry, which include mainly initial capital requirement, 

low distribution channels possibilities, cost advantages of competitors in the 

industry gained by experiences on the market or know-how, retaliation of 

competitors (e.g. price war) or legal constraints on competition and industries 

with high level of natural monopoly (Johnson and Scholes, 1999). Keřkovský 

and Vykypěl further mention a great conditions for economies of scale that 

favour existing bigger companies and high switching costs of existing 

companies’ suppliers and buyers (Keřkovský and Vykypěl, 2006). 

 

• Threat of substitutes 

The threat of substitutes can be mitigated mainly when there is no suitable 

substitute to the particular product, the product offers lower price or higher 

value than its substitute or switching costs of substitute consumption are high 

(Keřkovský and Vykypěl, 2006). In case of substitutes the level differentiation 

of a product is important as well (Mallya, 2007).  

 

• Competitive rivalry within industry  

In general the competitive rivalry is perceived as high when the barriers of entry 

are low, there is highly possible threat of substitutes and buyers and suppliers 

exercise certain level of control (Johnson and Scholes, 1999). Competitive 

rivalry is high also on decreasing or, on the contrary, future profitable markets, 
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on the markets with a large number of competitors, low level of product 

differentiation and high barriers of exit (Keřkovský and Vykypěl, 2006). 

 

According to Mallya (2007), Porter’s five forces model is important in order to tell the 

company what are the competitive factors in the business environment, how do they 

work and influence the company and what protection should the company’s strategy 

contain to avoid the influence of these factors (Mallya, 2007). Porter’s analysis should 

also help the company to define and anchor particular measures into its strategy in order 

to reduce buyer and supplier power and threat of substitutes, increase barriers of entry 

and competition rivalry in the industry (Keřkovský and Vykypěl, 2006). 

2.5 Internal analyses 

The objective of the internal analysis is an objective evaluation of a current state of the 

company in order to identify its strength and weaknesses (Mallya, 2007). Various 

internal analyses assess company factors such as scientific and technical development, 

marketing and distribution, production and its management, enterprise and labour 

resources and financial factors (Keřkovský and Vykypěl, 2006). 

2.5.1 McKinsey 7S analysis 
 
The 7S model involves seven factors, linked to each other, that should be taken into 

account while implementing a new strategy (Mallya, 2007). The abbreviation 7S stands 

for: 

• Strategy 

• Structure 

• Systems 

• Style 

• Staff 

• Skills 

• Shared values, 

which should be analysed in order to help the company identify its key success factors 

(Keřkovský and Vykypěl, 2006). Strategy, structure and systems are so called “hard 3S” 
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while style, staff, skills and shared values are “soft 4S” as they are less tangible 

(Mallya, 2007).  

 
Figure 3: McKinsey 7S Framework (Recklies, 2012) 
 

Strategy describes the manner in which the company achieves its visions and objectives, 

how it reacts on the opportunities and threats within the industry field (Mallya, 2007). 

Structure means a functional organizational scheme, relationships among SBUs and 

staff in terms of subordination and superiority, information sharing or control 

mechanisms (Keřkovský and Vykypěl, 2006). Systems are formal and informal 

procedures that maintain daily activities of the organization, e.g. communication, 

control, transportation or information sharing (Mallya, 2007). Style expresses the 

attitude of a management, how it deals with problems on the daily basis and describes 

also the difference between formal and informal way of management (Keřkovský and 

Vykypěl, 2006). Staff describes the human resources of the company, relationships 

among them, motivation, loyalty or behaviour towards the company (Mallya, 2007). 

Skills represent overall professional ability and knowledge of the company as a whole, 

which is influenced by management style and organization of work (Keřkovský and 
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Vykypěl, 2006). Shared values mean the crucial principals and concepts, that the 

company complies with, which are usually expressed in company’s mission (Mallya, 

2007). 

2.5.2 Financial analysis 
 
Financial analysis involves the analyses of financial resources of the company and its 

financial performance, where there are four groups of financial ratios widely used 

(Keřkovský and Vykypěl, 2006). Key materials for financial analysis are balance sheet, 

profit and loss account and cash flow statement and it is important to always compare 

the results of the analysis with the historic data of the company, with its plan, 

competitors in the industry and also asses the relations among the ratios themselves 

(Janišová and Křivánek, 2013).   

 

• Liquidity ratios express the ability of the company to use its financial resources 

to fulfil its short-term liabilities. An optimal level of highly liquid resources, e.g. 

money on the bank account, cash, is desired as it signifies exploiting the 

potential of these financial resources on one hand and solvency on the other 

hand. There are three types of liquidity. (Keřkovský and Vykypěl, 2006): 

 

o Current ratio is the most common liquidity ratio, which shows the 

number of financial resources needed to cover one unit of company’s 

debt (liability). It is recommended to keep the current ratio in the amount 

of 2-3. (Keřkovský and Vykypěl, 2006). 

 

 
  

 
 

o Quick ratio, unlike the current ratio, excludes inventories from the 

calculation of liquidity in order to show the ability of the company to 

repay its liabilities immediately. Desirable value oscillates around 1 and 

Equation 1: Current ratio 
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signifies that the company is able to cover its debts without selling its 

inventory. (Mallya, 2007). 

 

 
 
 

 

o Cash ratio is the strictest liquidity ratio that excludes short-term payables 

from the calculation as well and therefore expresses the ability of the 

company to repay its debts right away (Mallya, 2007). 

  

 
  
 

• Gearing ratios show the extent of financing the company by debts and therefore 

the level of indebtedness of the company (Mallya, 2007). 

 

o Financial leverage is a favourable state of the company’s finance, when 

the returns on equity are positively influenced by a higher portion of debt 

(Sedláček, 2011). 

 

 
              
 

 

o Debt ratio is a the share of foreign capital to total assets, which is 

preferred by creditors to be on a low level, because the higher the equity 

is, the lower risk of losses there is. On the other hand a certain level of 

liabilities or debts can multiply company’s earnings, which is called the 

financial leverage. (Sedláček, 2011). 

 

Equation 2: Quick ratio 

Equation 3: Cash ratio 

Equation 4: Financial leverage 
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                             Equation 5: Debt ratio  
 

 

o Debt to equity ratio expresses the proportion of long-term liabilities and 

company’s equity (Mallya, 2007). 

 

                         
 
 
                             Equation 6: Debt to equity ratio  

 

 

o Debt coverage analyses the ability of the company to pay its fixed 

financial costs and thus shows the amount of money that can be used to 

pay liabilities (Mallya, 2007). 

 

                         
 
 
                             Equation 7: Debt coverage  

 

 

• Activity ratios describe the efficient use of resources within the company 

(Keřkovský and Vykypěl, 2006).  

 

o Assets turnover expresses what the value of sales on the unit of total 

assets is (Keřkovský and Vykypěl, 2006). Multiplied by 360 it describes 

the time needed for assets to turnover (Sedláček, 2011).  
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                             Equation 8: Assets turnover  

 

 

o Inventory turnover shows how many times the inventories change in the 

year – rate of sales, where the average turnover is 40 days (Mallya, 

2007). 

 

            
 
 

                            Equation 9: Inventory turnover  
  

 

o Receivables turnover express the collection of receivables time 

(Keřkovský and Vykypěl, 2006). If the collection time is too short it can 

indicate a strict credit policy, whereas the long collection time signifies 

too benevolent credit policy and can lead to high indebtedness of 

company’s customers (Keřkovský and Vykypěl, 2006).  

 

             
 
 

                             Equation 10: Receivables turnover  
 

 

• Profitability ratios show the efficiency and performance of a company and its 

management and also its ability to generate profit (Mallya, 2007).  The 

profitability is expressed by the ratio of financial resources generated from 

business activities and funds intended for these activities (Janišová and 

Křivánek, 2013).   
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o Return on equity (ROE) reflects the return of the company’s business 

activity (Mallya, 2007). 

 

                         
 
 
                             Equation 11: Return on equity  

 

 

o Return on assets (ROA) shows how the assets generate the profit, 

therefore evaluates the efficiency of using company’s resources in the 

sense of fixed assets, current assets and other assets (Váchal and 

Vochozka, 2013).   

 

                         
 
 
                             Equation 12: Return on assets  

 

 

o Return on capital employed (ROCE) shows the amount of the profit 

generated from the capital invested and therefore also determine whether 

i tis Berger to hold the money on the bank accounts or incest it into 

business (Britton and Waterston, 2010).  

 

 
 
 

                             Equation 13: Return on capital employed  
 

 

o Return on sales (ROS) shows the earnings from the sales that represents 

market valuation of the company for a particular period of time, in other 
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words how efficient the company is in using all of its resources 

(Sedláček, 2011). 

 

                         
 
 
                             Equation 14: Return on sales  

 

 

o Net profit margin expresses the amount of profit that is equal to a unit of 

sales, therefore it measures the ability of the company to use its 

resources efficiently (Váchal and Vochozka, 2013).  

 

             
 
 

                             Equation 15: Net profit margin 
 

2.6 Analyses of a strategic position of a company 

The analyses of a strategic position of a company, also called portfolio analyses, are 

important for detecting the exact position of the company on a particular market, which 

is the initial point for future improvement and strategic thinking to the future (Mallya, 

2007). 

2.6.1 Market attractiveness/ SBU strength matrix  
 
According to Keřkovský and Vykypěl, this analysis is based on market attractiveness 

and competitive position of the company that can be identified by the analysis of 

external factors influence (Keřkovský and Vykypěl, 2006). The factors analysed are not 

predetermined, the relevancy is crucial, but usually contains: 

• Business strength factors: market share, sales force, marketing, financial 

resources, quality of the product, price, efficiency, distribution, competences of 

management and others 
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• Market attractiveness factors: market growth, cyclicality, technology, 

competition, inflation, government regulation and social, legal or environmental 

issues (Keřkovský and Vykypěl, 2006; Johnson and Scholes, 1999). 

The importance of particular factors is assessed and estimated using a scoring scale and 

the results can be quantified and transformed to the matrix that consists from 9 fields 

describing the position of the company or its SBUs (Keřkovský and Vykypěl, 2006).  

This position further determinate the extent, nature and direction of future cash flows 

and investments in order to improve the position of the company or possible market exit 

(Mallya, 2007). 

2.6.2 Survival matrix 
 
Survival matrix takes into account the sales and cost position of the company and is 

divided by the “diagonal of survival” to six fields describing the position of the 

company in terms of its survival (Keřkovský and Vykypěl, 2006). 

 
Figure 4: Survival Matrix (Keřkovský and Vykypěl, 2006) 
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2.7 SWOT analysis 

The aim of the SWOT analysis is to identify what are the strengths (S), weaknesses (W) 

of the company and opportunities (O) and threats (T) in its environment, where this 

information arise from the previous fractional analyses and additional sources of 

information such as benchmarking or brainstorming (Keřkovský and Vykypěl, 2006). 

Based on the SWOT analysis, the company can consider possible viable strategies, 

where suitable strategies should come out of the strengths and exploit the possibilities 

(Mallya, 2007). SWOT summary usually uses the matrix structure, where the examples 

can be as following: 

• Strenghts: economies of scale, leading position on the market, skilled 

management, financial resources 

• Weaknesses: unclear strategy, operational problems, insufficient level of 

research and development, high costs 

• Opportunities: new markets or segments, diversification, product range 

expansion, vertical integration 

• Threats: competition, substitute products, unfavourable demographic trends and 

trade policy of the government or changes in customers’ preferences (Váchal 

and Vochozka, 2013; Mallya, 2007).   
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• Based on the facts founded, SWOT analysis can generate first strategic 

alternatives displayed in the quadrants of the matrix: 

• S-O strategies use the company’s strengths to exploit its opportunities, which 

more a desired state than a real situation 

• W-O strategies are focused on mitigating the weaknesses while exploiting the 

opportunities, e.g. new financial resources 

• S-T strategies fight against the threats with the help of its strengths, which is a 

case of very strongly positioned businesses 

• W-T strategies are defensive strategies trying to mitigate the weaknesses and 

avoid the threats, which are common in case of enterprises struggling for 

survival (Váchal and Vochozka, 2013).   

2.8 Porter's generic strategies 

After strategic analyses realization and evaluation it is a time for strategy formulation, 

which involves two stages: generating a reasonable amount of draft strategies of each 

level and the chosen one that will be discussed with the management of the company 

Figure 5: SWOT analysis (Nortwoods, 2014) 



 

 33 

and realized (Keřkovský and Vykypěl, 2006). Porter’s generic strategies distinguish 

four different approaches to define a competitive nature of the strategy: cost leadership, 

differentiation, cost focus, differentiation focus (Mallya, 2007). 

 

 

 

 

 

 

 

 

 

 

 

 

2.8.1 Cost leadership 
 
To become a cost leader of a particular market, it is necessary to offer the lowest price 

of a product, compared with competitors in the market segment, while maintaining the 

same level of quality of the product (Mallya, 2007). Therefore this strategy is possible 

mainly in case of mass production, where the unit costs are low due to economies of 

scale, and in case of products with the basic functions and standard quality that are 

focused on the customers with standard needs (Keřkovský and Vykypěl, 2006). In a 

company following cost leadership strategy the engineering skills, consistent control 

and reporting, quantitative objectives and clearly defined organizational structure and 

responsibilities are absolutely essential (Mallya, 2007). On the contrary, frequent 

strategic changes, e.g. new markets or new suppliers or the change of products, are not 

desired (Keřkovský and Vykypěl, 2006). The danger for the cost leadership could be 

technological development, shift of customers’ orientation to differentiated products or 

the inflexibility of the company to satisfy specific customers’ needs (Keřkovský and 

Vykypěl, 2006).  

Figure 6: Porter's generic strategies (Simister, 2011) 
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2.8.2 Differentiation 
 
The strategy of differentiation is based on the unique, differentiated and highly valuable 

products or value added, e.g. delivery time that can provide a kind of protection against 

competitors and in some cases can lead to monopoly (Mallya, 2007). This type of 

strategy is appropriate in the business environment with low price elasticity, where the 

competition is not as fierce as in the case of cost strategies, market entry is very 

difficult, possibility of substitutes is low and the customers are loyal to “their” brand 

(Keřkovský and Vykypěl, 2006). The most common way to differentiation is a high 

technological level, top quality, high level of services and a greater value for the same 

price (Keřkovský and Vykypěl, 2006). The strategy of differentiation can be easily 

imitated and then the differentiation is not interesting for customers anymore and in 

case of insufficient level of uniqueness can lead to a unsuccessful strategy (Mallya, 

2007).  

2.8.3 Cost focus 
 
Focus strategies are, in general, concentrated on a particular customer or market 

segment, where they further develop this type of strategy (Mallya, 2007). The danger of 

focus strategies is in appropriate definition of narrow segment, continuous monitoring 

of changes inside the segment and also evaluating different segment as an alternative in 

case of exploitation of previous one (Mallya, 2007). In case of cost focus, the 

competitiveness in the certain narrow market segment is ensured by a low price, 

therefore it can be said that it is the same as cost-leadership, but applied in a narrow 

market segment (Mallya, 2007). The example of a cost focus strategy could be a 

strategy of low-cost airlines offering very cheap flights (Keřkovský and Vykypěl, 

2006). 

2.8.4 Differentiation focus 
 
Companies following the differentiation focus are practising the differentiation strategy 

in a narrow market segment, generally speaking, where the examples could be luxury 

cars or bio cosmetics (Keřkovský and Vykypěl, 2006). This type of strategy is suitable 

for small or beginning companies as they have a small extent of production and thus 
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cannot exploit the economies of scale and cannot offer the lowest price (Keřkovský and 

Vykypěl, 2006).  

2.9 Alternative development strategies 

After the business scope of the company and the competitive nature of its strategy is 

defined, the strategic alternatives that should describe future development of the 

company, can be further elaborated (Keřkovský and Vykypěl, 2006). According to the 

direction the company wants to follow in the future, 4 strategic alternatives can be 

distinguished: expansion strategy, retrenchment strategy, stability strategy and 

combination strategy (Keřkovský and Vykypěl, 2006). Alternative strategies should be 

built on the results of internal and external analyses and follow the mission and 

objectives of the company (Mallya, 2007). 

2.9.1 Expansion strategy 
 
Strategy of expansion is typical for companies that have not reach the stage of maturity 

yet and with this strategy they implement new products or expand on new markets 

(Keřkovský and Vykypěl, 2006). Expansion is always connected with investments and 

higher risk, which can temporarily lead to decrease of efficiency (Keřkovský and 

Vykypěl, 2006). For the decisions about the expansion is often used an Ansoff matrix 

that describes four possible scenarios:  

• Market penetration, which is focused on increase in sales of existing product on 

existing market for existing customers 

• Product development that involves an introduction of a new product on existing 

market 

• Market development introducing the existing product on a new market 

• Diversification that is a combination of a new product on a new market (Mallya, 

2007). 

2.9.2 Retrenchment strategy 
 
Retrenchment strategy is typical for the decreasing stage of lifecycle of particular 

product or market and is associated with interfering production of such products, 

leaving certain markets and closing production plants c Retrenchment strategy can be 



 

 36 

carried out through the divestment (e.g. divestment of an unprofitable SBU), turnaround 

to improve the position of the company or total liquidation as a last resort that is 

unfavourable for all of the stakeholders (Mallya, 2007).  

2.9.3 Strategy of stability 
 
This strategy is typical for companies or their products that are in the stage of maturity 

or for the companies that are successful the way they are and want to continue in it, 

especially in case of big companies that are unlikely to take the risk of the change 

(Keřkovský and Vykypěl, 2006). Stability strategy is also suitable when the costs of 

new business activities are higher than resulting advantages or in case of companies, 

which want to focus on existing objectives, innovation of existing products or 

improving the efficiency (Mallya, 2007). Strategy of stability has two directions, the 

holding strategy, when the company tries to keep its market share, and harvesting 

strategy of dominant companies aiming on a profit growth (Mallya, 2007).  

2.9.4 Combination strategy 
 
Combination strategy is utilized in case of large companies with SBUs, products and 

markets in different stages of their lifecycles, or when there is a challenging period of 

changes in the lifecycles of products and markets (Keřkovský and Vykypěl, 2006). 

2.10 Risk management 

As the company always interacts with its environment, it brings opportunities and 

threats as well, therefore the businesses have to be well prepared for the changes and 

turn possible risks into opportunities (Váchal and Vochozka, 2013).  While introducing 

a new strategy in the company, especially the risky one, e.g. major long-term 

innovations, the risk analysis is necessary (Johnson and Scholes, 1999). Moreover the 

appropriate risk management enables companies to prevent inefficient resource 

management, damages as a result of environmental pollution, costs caused by a poor 

quality of the products or compensation for work injuries (Kafka, 2007).   
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2.10.1 Types of risks 
 
Risks within the company can be internal such as production, organizational, 

managerial, financial and safety risks, or external, for example market, natural disaster, 

political and technological risks (Váchal and Vochozka, 2013).  Risk management 

involves three stages, identification and description of risks, analysis of risks and 

evaluation and proposal of solution (Váchal and Vochozka, 2013).  According to 

Merna, Al Thani and Penc, typical can risks can be divided into several groups, such as: 

• Global (e.g. political, legislative or environmental) risks that are usually well 

predictable, but their influence could be hardly controlled, 

• Elementar risks connected with the projects and their environment, 

• Holistic risks, which are common for companies working with product 

portfolios,  

• Constant risks of a loss arising from the unwillingness to risk, 

• Dynamic risks expressing a potential loss or gain connected with every 

managerial decision, 

• Inherent risks arising from the nature of a particular business (e.g. energy 

companies are exposed to a high environmental risk), 

• Accidental risks are caused by the issues beyond the direct operation of the 

company, e.g. supplier risks, 

• Customer risks and others (Merna, Al-Thani and Penc, 2007). 

 
While evaluating the possible risks in the company, it is necessary to mention the 

change of company’s strategy, as it is typically poorly structured problem that can have 

serious consequences for the company. The change in the strategy can be fundamental, 

typical for turbulent economies, for example a major transformation of the company, or 

incremental, where the meaning of the change is more about an adaptation to always 

changing environment typical for stable economics Therefore it is necessary to analyze 

possible risks that could arise and choose suitable technique of decreasing the risk, 

which are mentioned below. (Smejkal and Rais, 2013).   
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2.10.2 Analysis of the risk 
 
In general, the analysis of the risk should help the company to define all possible risks, 

determine the priorities according to its impact, detect the probability of their 

occurrence and then focus on the crucial issues. The analysis of risk consists of several 

steps: 

• Determining the border of risk analysis 

• Identification of assets 

• Determining the value and grouping the assets 

• Threat identification 

• Analysis of threats and vulnerabilities 

• Probability of a phenomenon 

• Risk measurement (Smejkal and Rais, 2013).   

2.10.3 Methods of risk identification and analyses 
 

  There is a large amount of approaches to analyse the risk, which can be divided to two 

groups: qualitative methods evaluating the importance of risk and quantitative methods, 

which are designed to determine the probability of risk (Merna, Al-Thani and Penc, 

2007). While choosing the appropriate approach to risk analysis, the resources 

availability, experiences of persons responsible for the analysis, availability of 

information and a purpose of the analysis should be considered (Merna, Al-Thani and 

Penc, 2007). 

 

Qualitative methods of risk identification and analysis 

• Brainstorming is a suitable method of risk analysis while ideally 12 people can 

cooperate on the problem, the time period is determined and the problem is 

clearly specified. The main concept of brainstorming is, that every thought is a 

good thought, therefore all thoughts must be noted and available for later 

assessment and development. (Merna, Al-Thani and Penc, 2007). This approach 

exploits the experiences and different angles of view of different people, when 

the result of brainstorming is usually a compromise highly probable to be 

accepted by the whole company (Kafka, 2009).  

• Delfi analysis is based on forecasting of the future events by the group of 
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professionals, while they work individually being in touch only with the 

chairman of this group and later are interfered with the opinions of others to 

leave out all the extremes and achieve a consensus (Merna, Al-Thani and Penc, 

2007). 

• List of suggestions deductively identify the risks according to the area of 

activities they are connected with (e.g. financial, environmental and others) 

(Merna, Al-Thani and Penc, 2007). Lists of suggestions are more general than 

other methods and in response to them the strategic scenarios of situations likely 

to happen are determined (Kafka, 2009). 

• Matrix diagram of risk divides the risk with high impacts from the risk with low 

impacts and partially evaluates the probability of the risks, where the result is a 

clear table presenting the risks as:  

o Puppies – high probability and low impact, 

o Tigers – high probability and high impact, 

o Kittens – low probability and low impact, 

o Alligators – low probability and high impact (Merna, Al-Thani and Penc, 

2007). 

 

Quantitative methods of risk identification and analysis 

 

Quantitative methods are widely used mostly while evaluating an investment or the 

projects with limited time and budget (Merna, Al-Thani and Penc, 2007). 

 

• Grid analysis Probability - Impact can be used to support the above-mentioned 

Matrix diagram of risk. A severity of the impact based on the extreme limits of 

probability and impact is divided to three levels as high, medium and low 

(Merna, Al-Thani and Penc, 2007). The result of this analysis shows the priority 

risks that have to be dealt with in case of their appearance (Merna, Al-Thani and 

Penc, 2007). 

 

Other methods will not be elaborated in more detail, as they are not much relevant to 

the topic of this paper. 
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2.10.4 Risk management process 
 
Risk management can be divided to three layers based on the level in which the risk is 

being dealt with as the different types of risks of various importance are a subject for 

corporate, strategic business and project level (Merna, Al-Thani and Penc, 2007). The 

corporate level of risk management is dealing with new projects, termination of existing 

projects, leaving the market or selling the part of the company, while the strategic 

business level deals with more operational issues concerning particular SBUs, including 

its organization, resources, suppliers, customers, purchase and quality management or 

controlling (Merna, Al-Thani and Penc, 2007). According to Kafka (2007), strategic 

risk involves the markets, competition, technology, economy or legislative, and 

operational risk includes distribution, logistics, suppliers, quality, IT or natural disasters 

(Kafka, 2007). Project level is responsible for daily activities of the company, where 

particular projects are the most important issues concerned (Merna, Al-Thani and Penc, 

2007). As Elkington and Smallman argue, there is a strong relationship between the 

level of risk management and the success of the project, therefore it is important to plan 

all the risk issues of every project in advance to increase the probability of its success 

(Elkington and Smallman, 2002). After the risks are identified and analyzed, the 

appropriate measures have to be adopted and the risks have to be monitored, when the 

responsible employees for particular areas of risk have to be appointed (Kafka, 2007).  

 

The general alternatives on how to deal with risk are: 

• Avoid particular risky activities, 

• Decrease the probability of risk appearance, 

• Decrease the losses concerned, 

• Share the risk (joint venture businesses), 

• Insure the company against the risk (Kafka, 2007). 

 

In the risk management the whole company has to be involved, mainly the top 

management, internal auditors and administrative bodies or the risk managers, who are 

increasingly appearing in organizations, and all the persons concerned should behave 

the way they want all employees to act (Kafka, 2007).  It is essential to transparently set 
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the extent of risk management activities in order not to become the source of ineffective 

costs (Kafka, 2007).   

 

Risk management can have three different general approaches that define the content of 

its activities: 

• Traditional approach is focused only on the clear risks and prevents partial risks, 

• Nontraditional approach, which deals with clear risks as well as speculative risks 

and prevents systematic failures, 

• Financial approach for which the main issues are financial decisions aiming to 

an increasing value of disposable capital (Kafka, 2007). 

 

Control and feedback is important for the organization in order to learn from its success 

and failures on all levels of company (Merna, Al-Thani and Penc, 2007). Archiving all 

the plans on how to deal with risk can enable the company to create the “register of 

risks” including all the possible information about responsibilities, tools, resources and 

evaluations, which should help the company in the decision making about future 

projects (Merna, Al-Thani and Penc, 2007). 
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3 Analysis of the current state of Sporten, a.s. 
 
An analytical part of this paper will provide basic information about the analysed 

company. Based on the theoretical description from the Chapter 1 and 2, the company 

will be analysed to evaluate its current state, which will be the basis for creation of the 

future strategy suitable for the company.  

3.1 Basic characteristic of Sporten, a.s. 

Company Sporten, a.s. is genuinely Czech business with more than one hundred years 

tradition (Sporten.cz, 2014). Sporten, a.s. is situated in Nové Město na Moravě, located 

in Vysočina region, where there are great conditions for activities that Sporten is 

engaged to.  Company has its headquarters, production plant and associated operations 

located at the edge of the town, close to the important transport hub. Sporten, a.s. is 

mainly engaged in the production of wide range of cross-country, downhill and special 

“free-ski” skis and snowboards and its other activities involves ski rental, 

accommodation, leisure time complex Sportentime, incineration plant of hazardous 

waste, CNC manufacturing, production of foils with wide use and transfer of graphics 

on various materials by the sublimation (Sporten.cz, 2014). 90% of the total production 

of the company is destined for foreign markets, where 75-80% are produced for other 

brands and 20-25% for Sporten (Dostál, 2014). The skis are produced for the most 

demanding markets such as USA, Japan and Scandinavia, which ranks the company 

among those successful (Sporten.cz, 2014). The priorities for Sporten are top quality 

product, where the quality is ensured by quality raw materials, strict input and output 

control and technologies used, and adherence to delivery times (Sporten.cz, 2014). In 

terms of advertising, Sporten uses mainly the promotion on the fairs such as ISPO 

Munich, radio commercials, ski testing with the support of the TV broadcasting serie of 

ČT called “ČT sport na vrchol” or a sponsorship of the race “Zlatá lyže”. In the future 

the management of the company would like to work on deepening of the promotional 

activities and support of the athletes, where they prioritize young talents at the top level. 

Regarding the production of skis itself, it is very seasonal. The main production season 

is from April to August when the new lines are manufactured for the upcoming season, 

while for the rest of the year the contract are not very intense and company is focused 
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on research and development and producing the samples for the fairs, which is as 

demanding as the full production.  

3.2 History of Sporten, a.s. 

The history of Sporten goes back more than one hundred years, when there were a lot of 

small craft workshops producing skis in the Vysočina region. First pair of skis entered 

the market in 1896 and after the nationalization of family businesses, the national 

company Sport Nové Město was established in 1950 to associate these family 

businesses for common ski production (Lyze-sporten.cz, 2014). National company 

Sport consisted of several manufacturing plants located throughout Czechoslovakia, 

which produced sporting goods under the newly created brand name Artis (Drdlová, 

2011). Later this association was renamed as Sporten a.s. and in 1962 it produced first 

pair of fibreglass cross-country skis in the world, which speaks for the quality and 

competitiveness of the company. (Lyze-sporten.cz, 2014). After the success in 70´s and 

80´s there came a sharp fall in early 90´s when the company was exposed to a fierce 

international competition, which resulted in decline in orders and massive dismissals 

(Drdlová, 2011). Due to the amount of debts of some of the production facilities of the 

national enterprise Sport, the only possible solution for the plan in Nové Město na 

Moravě was independence after which the successful voucher privatization has come 

(Drdlová, 2011). With the dependency, the brand Artis was replaced by a new brand M-

Sport, which changed its production program couple times and finally in 1993 the 

company has been renamed as Sporten, a.s. that has retrieved the ski manufacturing as a 

main production program and gradually has improves the situation of the company up 

today (Drdlová, 2011). 

3.3 External analyses of Sporten, a.s. 

As the company is influenced by its external environment, it is necessary to analyse it 

properly in order to define the factors that form the development of the company. In this 

chapter, the company will be analysed through the analyses presented in theoretical part 

of the paper. 
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3.3.1 SLEPTE Analysis 
 
Social factors 

The company mostly exports its products abroad, where we talk about B2B business 

and also operates on the Czech market, where it supplies end customers, therefore it is 

important to analyse primarily the domestic market. As the company offers its product 

in the e-shop as well, the end customers can be potentially worldwide, but the domestic 

market is still the most important.  

Czech Republic currently has more than 10,5 million inhabitants, which means that the 

population is almost at the same level from the year 2009 (Vybrané demografické údaje 

v České republice, 2014), but grew significantly from 2000 when the population was 

10,2 million people (Czso.cz, 2014). This population growth has been caused by a high 

degree of immigration more than by a natural population growth (Czso.cz, 2014). 

67,6% of the population is between 15-64 years old, which can be considered as 

favourable for the company as this layer of population includes the vast majority of its 

end customers (Vybrané demografické údaje v České republice, 2014). According to a 

variant of future development of population with a high probability, the population 

should remain approximately at the same level to the 2040 and then decrease gradually, 

which creates fairly positive to neutral future situation for the company (Czso.cz, 2014). 

The table of a demographical data of Czech Republic is presented in the subchapter 8.1. 

 

Legislative factors  

Legislative factors involve the rules and norms, which can influence the company and 

its operations. In case of Sporten with its multiple activities, the most important are the 

legal measures influencing, limiting and restricting the production itself, waste 

management, safety at work, export or the provision of services etc. The examples of 

the legislative can be as following: 

• The act on general product safety no. 102/2001 is dedicated to general safety of 

the products distributed on the market and among others imposes requirements 

on accompanying documentation and labelling of the product, which is 

necessary to comply with for Sporten as a sales company (Businessinfo.cz, 

2014). 
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• The act on income tax no. 586/1992 regulates the income tax of physical and 

legal persons, rate and subject of the tax and tax period (Podnikatel.cz, 2014). 

Sporten as a joint-stock company is a legal person and the rate of tax is therefore 

19%, which is in force from 2010 and is one of the lowest in the OECD 

(Finance.cz, 2014). 

• The act on accounting no. 563/1991 describes the rules of bookkeeping for the 

joint stock companies and a preparation of financial documents that are 

necessary for financial anylsis (Zakonycr.cz, 2014). 

• The labour code no. 262/2006 regulates the issues concerning the employment 

relationship, its origination, modification or termination, which is important for 

every company and even more with the increasing number of employees in the 

company (Zakonik-prace-online.cz, 2014). 

• The customs act no. 13/1993 regulates the customs clearance procedures and 

tarrifs, which is extremely important for Sporten as 90% of its production is 

exported abroad and the foreign trade is a main part of its business (Pravnik.cz, 

2014). 

• The act on business corporations no. 90/2012 describes, among others, the 

requirements imposed on joint-stock companies regarding their establishment, 

mandatory structure of organizational institutions and their responsibilities 

company (Businessinfo.cz, 2014). Thus Sporten is obliged to have a general 

meeting, board of directors and supervisory board (Business.center.cz, 2014) 

and has an obligation to establish the reserve fund (Obchodni-zakonik.eu, 2014). 

Sudden and non-conceptual changes of legal environment is criticised as it prevent 

businesses from long-term strategic planning and it also causes an increasing lack of 

transparency and incomprehensibility of laws (Ipodnikatel.cz, 2014). 

 

Economical factors 

The business environment is influenced mostly by the economical factors, therefore 

these economical aspects are crucial for all businesses and conversely, the businesses 

strongly influence and create the business environment, e.g. the companies pay 

corporate taxes or social insurance, which are a significant part of the national budget 

(Ipodnikatel.cz, 2014).  
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Generally speaking, Czech Republic is still recovering from the financial crisis in the 

Eurozone, but overall the economic development is improving and the situation on the 

financial markets have calmed down (Analýza vývoje ekonomiky ČR za 3. čtvrtletí 

2013, 2014). The gross domestic product (GDP) in Czech Republic, which was 

positively influenced by an export activities and on the other hand attenuated by weak 

domestic demand, went up annually by 0,4% and was 962,4 billion CZK in 3rd quarter 

2013 (Analýza vývoje ekonomiky ČR za 3. čtvrtletí 2013, 2014). 

 

 

Manufacturing industry, obviously including the activities of the company concerned, 

overall slowed down as well, but thanks to faster price growth, it had better results than 

the economy (Analýza vývoje ekonomiky ČR za 3. čtvrtletí 2013, 2014). But in 3rd 

quarter of 2013 the manufacturing industry started to grown again, with the industrial 

production index reaching the annual increase of 5,4% and 5,5% in case of revenues 

from sales of own products and services (Analýza vývoje ekonomiky ČR za 3. čtvrtletí 

2013, 2014). According to purchasing managers index (PMI), the industry growth and 

improvement in business conditions is predicted in 2014, where the main part is ensured 

by the export (Analýza vývoje ekonomiky ČR za 3. čtvrtletí 2013, 2014). 

Regarding the incomes and expenses of households, the average household consisting 

of two members, where one member works, has an average net income of 12 874 CZK 

and net expenses of 11 583 CZK, of which 3 469 CZK are being spent for manufactured 

Figure 7: Annual development of GDP in Czech Republic and Eurozone in % (Plojhar, 2013) 
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goods and even more, 3 682 CZK for services (Statitstika rodinných účtů, 2014). 

Although the expense of households stagnated compared to pre-crisis years, consumer 

interest has been increasingly focused on the purchase of medium to long-term 

consumption, which is sign of favourable development for Sporten (Analýza vývoje 

ekonomiky ČR za 3. čtvrtletí 2013, 2014).  

The unemployment rate in Czech Republic was 7,6% in 2013, which is 1% more in an 

annual comparison, and the above average unemployment (8,3%) was detected in the 

group of persons with the secondary education without A level or apprenticeship, which 

creates a personnel base for the manufacturing companies and decreases the negotiating 

power of employees (Analýza vývoje ekonomiky ČR za 3. čtvrtletí 2013, 2014). 

 

Figure 8 : The percentage of unemployed people on the population (Ministerstvo průmyslu a 
obchodu, 2014) 

 

The inflation rate decreased from 3,3% in 2012 to 1,3% in 2013 thanks to tax changes 

and movements in regulated prices, and the crucial influence on the level of overall 

consumer price level remained on the prices of housing and food. Important thing 

regarding the development of price level is the slowdown in the price growth of heating 

and hot water and thanks to globally decreased demand the raw materials and chemicals 

reduced its price as well, which is considered as positive turn for manufacturing 

companies. (Analýza vývoje ekonomiky ČR za 3. čtvrtletí 2013, 2014). 

Another significant aspect of economical factors is the development of exchange rates, 

which is characterized by the oscillation around 27,4 CZK/ 1 EUR that is quite stable 

after the export supporting depreciation initialized by the Czech National Bank in 

November 2013. 
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Figure 9: The development of nominal exchange rate CZK/EUR (Ministerstvo průmyslu a 
obchodu, 2014) 
 

Similar situation is in case of USD, where the exchange rate in short-term oscillates 

around 20 CZK/ 1 USD after the depreciation caused by the Czech National Bank 

(Kurzy.cz, 2014). 

 

 
Figure 10: The development of nominal exchange rate CZK/USD (Ministerstvo průmyslu a 
obchodu, 2014) 
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Regarding the interest rate (discount rate), it has been reduced to the minimum level 

since the year 2012, in order to support the Czech economy, enable access to financial 

resources to more entities, stimulate consumption and export, which creates a 

favourable business environment for Sporten (Banky.cz, 2014).  

Important and positive message for the examined company regarding the domestic trade 

in Czech Republic is that the overall growth in retail trade was supported by the 

increase of retail with products for culture, sport and recreation by 5,9% and also by the 

internet sales that went up significantly by 24,8% in 2013 (Analýza vývoje ekonomiky 

ČR za 3. čtvrtletí 2013, 2014). 

 

Political factors 

Czech Republic was ranked with A1 by Moody´s, AA- by Standard and Poor´s and A+ 

by Fitch in 2013, which improved significantly in 2003 and since then is stable, with 

slight improvement in last 3 years (Cnb.cz, 2014). According to Moody´s, the overall 

political situation in Czech Republic is considered as tight, although the rating of the 

country is not threatened (Patria.cz, 2014). Conversely, the public finance management, 

stabilization of the tax system, resistant banking system and the limited impact of the 

debt crisis spread from Eurozone (Patria.cz, 2014).  

 

 

 

 

 

 

 

 

 

 

 

 

 Figure 11: Credit rating of the Czech Republic (Czech National Bank, 2014) 
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According to World Economic Forum (WEF) from 2010, Czech Republic has a weak 

position in EU-27 regarding the quality of public institution, favouritism in case of 

decisions of government officials, excessive regulatory burdens, weak public 

confidence in politicians, transparency of government economic policy and waste of 

public resources (Businessinfo.cz, 2014). Also the level of corruption described by 

Corruption Perception Index measured by Transparency International has a negative 

trend of constant deepening below the EU average (Businessinfo.cz, 2014).  

 

Technological factors 

According to the ranking of the Global Competitiveness Report, Czech Republic has a 

quite favourable position regarding a technology transfer, whereas an availability of the 

latest technologies is on the worse level, which can cause a problem for manufacturing 

companies where the newest technologies are a key success factor (Businessinfo.cz, 

2014). Czech Republic has 5th highest energy intensity (energy consumption per 

production), which is more 3 times higher than the EU average, but constantly 

decreases (Businessinfo.cz, 2014). 

 

Ecological factors 

All the activities and operations of the business have to comply with the EU legislative 

and regulations, but responsible business can also bring new opportunities for a 

company (Příručka pro efektivní komunikaci, n.d.). Positive results of corporate social 

responsibility (CSR) could be improved image of the company and its products, higher 

level of satisfaction and loyalty of the customers, better relationships with company’s 

external environment, society and public authorities (Příručka pro efektivní komunikaci, 

n.d.). The tools for communication of CSR are mainly product packaging, web pages, 

advertisements or PR of the company, where the communication should be focused on 

positive aspects such as local suppliers support, safe products, after-sale services, 

criteria for a choice of business partners, energy and water saving, reduction of air and 

water pollution, restriction of use of hazardous chemicals or limitation of waste and 

hazardous waste production. (Příručka pro efektivní komunikaci, n.d.).  
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3.3.2 Porter’s five forces analysis 
 
For purposes of Porter’s five forces analysis, the main activities of the company – ski 

manufacturing and selling to end customers and B2B customers will be analyzed. The 

other activities are only complementary, therefore are less important for the overall 

external analysis of the company. 

 
Bargaining power of buyers 

The 85-90% of company’s production is being sold to foreign buyers, who offer the 

products to end customers, therefore it is considered to be B2B business. The buyers, so 

called “original equipment manufacturers” (OEM), are in this case big companies of 

established brands, e.g. Rossignol, K2, Decathlon Alpina, Asnes, One Way, 

Rip‘n‘Wud, Mountain Wave (freeski), Goodboard (snowboards), Sport 2000, Maxel, 

Karhu, Germina, Peltonen (Dostál, 2014). Their bargaining power is high, as they can 

use powerful threats for withdrawing their demand, while taking into account also high 

fixed costs of ski equipment manufacturing – a special form has to be made according 

to the need of particular customer, a small number of concentrated large buyers and, 

high volume of their purchases and also long-term contracts with them (Inderst and 

Wey, 2002). In case of retail activities of the company, making out 10-15% of the 

production, the bargaining power of buyers – end customers is moderate as there is a 

low probability of backward integration, there is a limited possibility of substitution and 

there are not that much producers on the market. The contracts with customers are being 

agreed one year in advance. As the OEM customers create the majority of company 

contracts, the overall bargaining power of buyers is considered to be high.  

 

Bargaining power of suppliers 

Suppliers here mean the providers of all materials, energies, goods and services 

associated to full operation of the whole company.  Raw materials, sources and services 

needed to manufacture the product in case of Sporten includes the suppliers of wood, 

who have been considered as replaceable, suppliers of fibreglass, ski bases and edges, 

adhesives and paints, where the companies such as CTP, Isosport or Henkel are 

irreplaceable and acts as the monopolies, therefore the bargaining power of suppliers is 

high. Further the company has around 120 foreign and 900 domestic suppliers and these 
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contacts are considered to be highly valuable know-how. The contracts with suppliers 

are agreed ahead of one year for each customer contract and are based on a traditional 

continuity: demand – offer – confirmation – order – order confirmation.  

 

Threat of entry 

There are considerably high barriers of entry into this type of manufacturing industry, 

such as high initial investments and fixed costs, economies of scale, brand loyalty of 

customers or the fact that existing companies have strong customer relations 

characterized by the long-term contracts with suppliers and with the customers. 

(Themanager.org, 2014). The threat of entry is considered to be low. 

 

Threat of substitutes 

Threat of substitutes is influenced by the close customer relationships and high 

switching cost in case of B2B, whereas in case of retail the brand loyalty for Sporten as 

a local product plays its role (Themanager.org, 2014). Regarding the alternative 

products, the low-price products offered for example in supermarkets can be mentioned, 

but these are not comparable with the products of Sporten in terms of quality and 

performance parameters. Threat of substitutes is, due to the findings mentioned, 

considered as medium. 

 

Competitive rivalry within industry 

According to the similar strategies of the players on the market, low level of 

differentiation among their products, low market growth rates and high barriers for exit 

thanks to specialized equipment, the competitive rivalry within the industry is 

considered to be high (Themanager.org, 2014). It is underpinned also by the fact that 

the production and sales of skis and snowboards have fallen down by half in last 5 years 

and the number of ski producers has not changed (Francová, 2013). It is caused not only 

by the fluctuation in weather in last couple years but also by the full stocks of producers 

connected with easily available loans regardless of the marketability of the goods 

(Dostál, 2014). Another reason is a high technological quality of skis and their service 

life and also the expansion of rentals (Deník.cz, 2013). The major competitors of 

Sporten in case of cross-country skis are based in Ukraine and Russia and in case of 
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downhill skis the competitors are all the producers worldwide, where the biggest are 

Atomic (15% market share), Head (13%), Rossignol and Elan (Francová, 2013).  

 
Figure 12: Results of the Porter's five forces analysis (Author's own picture) 
 

3.4 Internal analyses of Sporten, a.s. 

3.4.1 McKinsey 7S analysis 
 
To evaluate company’s critical aspects and its complex effectiveness, when all these 

aspects depend on each other and only together create the organization as a functioning 

unit, the 7S analysis is elaborated below (Mckinsey.com, 2014). To objectify the 

McKinsey 7S analysis, the qualitative research was used. As a method of the research, 

the semi-structured interview and questionnaire survey were chosen as the most 

appropriate. Semi – structured interview was held with one of the members of the board 

of directors of Sporten, safety technician and one regular production worker, so that all 

the levels of employee hierarchy are represented. The questionnaire survey has been 
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conducted on-line with 35 employees of the company, according to the capacities of the 

company, where the representative sample has been chosen using the quota sampling. 

The responses in the questionnaire were expressed as a number from 1 to 5, where 1 

was the weakest evaluation of a particular feature and 5 was the strongest one. 

 

Strategy 

According to the survey, the quality and functionality of the strategy of Sporten have 

been evaluated with the average mark 3,8, which shows quite strong thinking about the 

strategy of the company.  

Regarding the strategy of Sporten, the company does not have the official documents 

involving the elaborated strategy so far. But for better functioning of the business, 

improved organization and clearly set responsibilities, the strategy is necessary. The 

philosophy of Sporten is to “produce quality skis at an affordable price, that make 

skiing more fun and affordable” and “its reward is the annual achievements of athletes 

that it sponsor, and above all the satisfaction and trust of its customers” (Sporten.cz, 

2014). The company also wants to focus on the widening of the portfolio of OEM 

customers and a support of the brand Sporten, deepening of the advertisement activities 

and putting more emphasize on the ecological issues. This direction of the company will 

be used later to express its vision and will be underlying base for the whole strategy.  

 

Structure 

Regarding the company’s structure, the questionnaire showed that the employees are 

rather unsatisfied with the quality and functionality of the structure as the average mark 

was 2,4. Therefore it is ranked as the weakest feature of the company. 

Sporten has a functional formal organizational structure, where the employees with 

similar activities and responsibilities are gathered in one group which is typical for 

medium-sized organizations with high level of specialization (Businessinfo.cz, 2010). 

Functional structure usually causes the centralized decision-making on the level of top 

management, which also sometimes solves disputes among the managers of particular 

departments (Businessinfo.cz, 2010). The advantages of functional structure are 

efficient use of resources, strong professional skills development, clear opportunities fro 

career growth or improved communication and coordination in particular department, 
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while the disadvantages are slow decision-making, less innovative structure, unclear 

responsibilities in terms of a whole company and weak communication and 

coordination among the departments (Businessinfo.cz, 2010). 

 

 
Figure 13: Organizational structure of Sporten, a.s. (Author's own diagram 
 

Systems 

In terms of systems used within the company, the employees are satisfied with its 

quality and functionality as the average mark is 4,1 ranking the systems second 

strongest feature of Sporten. 

From 2010 Sporten uses the QAD information system as a base for all of its activities, 

which belongs to the group of Enterprise resource planning systems (ERP). QAD is 

designed for complex management of manufacturing enterprises in the areas of 

electronics, mechanical engineering, automotive, food processing, consumer goods, 

pharmaceutical and chemical industries (Minerva-is.eu, 2013). QAD focuses on the 

control of flows of materials and information within the company and also on the links 

between entities of a large business and supply chain management (Minerva-is.eu, 

2013). Except of the modules for production, distribution, finance, the system also 

provides a module for the management of human resources and the introduction of 

barcodes in production (Khudhur, 2010). 
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Style  

The quality and functionality of the leading style within the company have been marked 

with the average value 2,6, which shows a certain level of dissatisfaction with it. 

Leadership style and distribution of the decision-making power in Sporten follows the 

organizational structure of the company. The decision-making power increases 

proportionally with the higher functions. The highest authority is the managing director, 

who covers all the decision-making processes. This kind of the leading style can be 

described as very formal and centralized (Mallya, 2007). The main advantages of 

centralised leading style are improving efficiency, mitigating risk, clear standard setting 

and performance assessment (Johnson and Scholes, 1999). 

 

Staff 

The efficiency and composition of employees within the company were marked with 

the average value of 3,7, which shows quite positive thinking of employees about this 

feature of the company. 

The number of all the employees of Sporten has decreased from 221 in 2007 to 151 in 

2013. Total number of workers is connected with the financial crisis, as it is visible in 

the table below in 2009, and with the overall decrease in demand for skis in last years as 

it was mentioned before. Not taking into account the decreasing number of the 

employees, the proportion of each group of employees still remains almost the same. 

The production workers creates around 50% of all of the employees and are the bases of 

the company, another 45% of workers are overheads and administrative workers, who 

ensures the daily activities of the company, improves the processes and working on the 

innovations. Last group are the employees of Sportentime, Sporten retail store, 

doorkeepers and others. 

 
Figure 14: Number of workers in Sporten, a.s. 2007 – 2013 (Author’s own table) 
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Skills 

The questionnaire identified the skills to be the strongest feature of a whole company 

with the average mark 4,3, where the quality and efficiency have been evaluated. It is a 

great sign of employee loyalty for the company.  

Sporten has its core skills an ability to produce highly quality skis, snowboards and 

other equipment, while still improving them and focus on innovations that are essential 

on this kind of market. It is very important, that outside of a main season the company 

is focused on research and development and testing new products, because it is the main 

activity leading to a success on a market where the demand is decreasing. In 2013 there 

were 10 employees out of 151 for research and development, where the driving 

characteristics and shaping of skis are in the centre of the focus also due to different 

trends and demands in different countries where Sporten imports (Dostál, 2014). 

Important skill is also a quality service that creates a value added for customer. The 

service customers and salesmen of Sporten equipment are provided by a regular training 

and service which is increasingly important as Sporten supplies the good to more than 

160 retailers and has more and more demands from new retailers (Dostál, 2014). 

 

Shared values 

Shared values, its quality and embeddedness of them within the employees are in the 

questionnaire marked with average of 3,2, which can be considered as positive, but it 

could also show the certain level of incomprehension of this valuation as it is very 

abstract. 

Shared values of the company are briefly described in the outline of the corporate vision 

in the introduction of the company on its official website, where the achievements of 

athletes that Sporten sponsors, satisfaction and trust of the customers, funny and 

affordable skiing are mentioned (Sporten.cz, 2014). Other shared values are clear from 

the company’s focus on quality, research and development and customer service. The 

graphical expression of the McKinsey 7S analysis is in the chart below. 
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3.4.2 Financial analysis 
 
Based on the financial statements of Sporten, the financial analysis has been elaborated 

in order to evaluate a current state of the company and its financial health. To elaborate 

the financial analysis, the balance sheet, profit and loss account and cash flow statement 

introduced in the Annual Report 2008-2012 have been used. The results of the analysis 

are presented and described below.  

In terms of production and sales depicted in the table below, the development of 

Sporten between 2008 and 2012 was very successful with the production and sales 

increasing every year. In 2012 there was a fall in production and sales due to economic 

crisis and decline in demand and orders, although the total sales were still on a good 

level with 186 811 000 CZK, comparable to year 2009. The most important is the fact, 

that from 2008, when there was a loss of 12 281 000 CZK, the earnings after taxes 

reach every year reach positive figures. Majority of the total sales is created by foreign 

sales oscillating around average 76,6%, which describes the importance of the above 

mentioned OEM foreign customers. While studying the composition of total sales in 

more detail, it is clear that the sales are created mostly by the sales of skis and 

snowboards (84% of total sales in 2012), while the operations of company retail store 

and leisure time centre Sportentime (12% in 2012) is on the second place. Waste 

incineration, sales of plastic materials and other sales make a relatively small part of 
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Figure 15: Results of the McKinsey 7S analysis (Author's own chart) 
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total profits (4% in 2012), which determines the direction of the company’s focus and 

key activities in future.  

Sporten repeatedly gained a credit rating “ČEKIA Stability Award” under the CZECH 

TOP 100 ranking, which ranks the company among the most stable ones, and according 

to CZECH TOP 100 Sporten also scores in the ranking of the most admired companies 

in Czech Republic (Výroční zpráva za rok 2012, 2013). This brings the company the 

AA Excellent Superior rating and the Certificate of Efficiency Excellent (Výroční 

zpráva za rok 2012, 2013). Sporten also gained the highest international certificate for 

economy and business D&B Top rating from the company Dun&Bradstreet (Výroční 

zpráva za rok 2012, 2013). 

 

 
Figure 16: Sales of Sporten, a.s. 2008 – 2012 (Author’s own table) 
 
 

Liquidity ratios  

All the types of the liquidity ratios increase over the time in Sporten, as it is depicted in 

the table and chart below, which means that the company has great ability to collect 

receivables and enough money available on its accounts to pay its short-term debts. In 

case of Sporten all the liquidity ratios are much higher throughout the years studied than 

it is recommended as an appropriate level, because it does not have almost any debts. It 

is a sign of a conservative approach of the top management in terms of funding of the 

short-term liabilities. On the other hand higher liquidity is advantageous while 

negotiating with banks about the loans and other types of funding. As it is clear from 
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the results of the liquidity ratios, the company has low short-term liabilities, which can 

be also a sign of a high equity and inefficient use of operational resources. (Faf.cz, 

2014). There is a lot of money tied up in assets that do not create any value of financial 

resources and therefore are bad for the profitability of the company, but in this case the 

industry average ratios would be helpful for comparison (Růčková, 2011). Important is 

also the stable development without dramatic fluctuation of particular ratios, which is a 

positive sign for both creditors and debtors (Růčková, 2011). The development of the 

liquidity ratios in 2008-2012 is depicted in the chart below. 

 

 
Figure 17: Liquidity ratios of Sporten, a.s. 2008 – 2012 (Author’s own table) 
 

 
Figure 18: Liquidity ratios chart (Author’s own chart) 
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Gearing ratios 

Gearing ratios show company’s long-term financial stability and the degree of using the 

external resources to finance its activities (ManagementMania.com, 2014). Using only 

equity to finance all operations of the company is not usual in terms of medium-sized 

and bigger companies and it also brings reduction of the overall profitability of equity 

(Růčková, 2011). For creditors and shareholders applies that the higher share of debt on 

equity is, the higher the risk is (Růčková, 2011). In case of Sporten the risk for creditors 

and shareholders is minimal, although the appropriate share of debt on equity could 

bring them higher profitability. The ratios depicted below show that Sporten has almost 

100% self-financing and no debts, which will be a subject of suggestions in next 

chapters. The development of the liquidity ratios in 2008-2012 is depicted in the chart 

below. 

 
Figure 19: Gearing ratios of Sporten, a.s. 2008 – 2012 (Author’s own table) 
 

Activity ratios 

On the assets turnover can be seen a very high boundedness of total invested capital, as 

the company does not have any debts. Therefore it takes a very long time for assets to 

turnover. Inventory turnover is also very high, while the sharp increase was in 2012, 

which is a sign of production to stock, which has been already discussed above. The 

trend nowadays is the just-in-time system, but some production companies such as 

Sporten naturally need a suitable level of inventories (Růčková, 2011). The receivables 

turnover has very favorable values, which is a sign of ability of the company to collect 

its receivables and also might be a sign of strict payment terms, for example the length 

of buyer’s credit. According to the liabilities turnover ratio, the liabilities are paid very 

fast although it should be at least equal to receivable turnover not to disturb the 

financial balance of the company (Sedláček, 2011). As the company doe not have any 
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debts, this ratio has not that strong explanatory value. The development of the particular 

ratios is depicted in the table and the chart below showing the similarity of years 2008 

and 2009 when the financial crisis was peaking with 2012, when the company had a 

problems with a low demand for its products and decreased production due to warm 

winter and lack of snow (Dostál, 2014). The development of the liquidity ratios in 2008-

2012 is depicted in the chart below. 

 

 
Figure 20: Activity ratios of Sporten, a.s. 2008 – 2012 (Author’s own table) 
 

 
Figure 21: Activity ratios chart (Author’s own chart) 
 

Profitability ratios 

Generally speaking the profitability ratios should have the increasing trend (Sedláček, 

2011), which is visible in years 2008-2010 although it was the period of financial crisis. 

Then there was a sharp fall in 2012 caused by the low demand and production cut by 

one third due to a warm winter and lack of snow, which is likely happen this year as 

well (Dostál, 2014). Return on equity should be in long-term period higher than risk-

free securities (government bonds) (Sedláček, 2011), which can be considered fulfilled 
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in case of Sporten with respect to financial crisis 2008 and production problems in 2012 

(Státní spořící dluhopisy, 2012). As the company does not have any long-term debts, the 

return on equity (ROE) is equal to return on capital employed (ROCE). The return on 

assets (ROA) and also return on sales (ROS) corresponds to the above-described 

situation of Sporten in particular years and the ability of the company to reach good 

results not only under the condition of favorable economic environment. Net profit 

margin shows the return from 1 CZK turnover (Sedláček, 2011) and copy the 

development of other ratios mentioned. For detailed analysis the industry ratio average 

is necessary. The development of the liquidity ratios in 2008-2012 is depicted in the 

chart below. 

 
Figure 22: Profitability ratios of Sporten, a.s. 2008 – 2012 (Author’s own table) 
 

 
Figure 23: Profitability ratios chart (Author’s own chart) 
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3.5 Analyses of a strategic position of Sporten, a.s. 

3.5.1 Market attractiveness/SBU strength matrix 
 
Generally speaking about the market trends of ski production industry, the decline is 

clear. In 2006 there were about 50 million skiers worldwide and the market for skis was 

estimated to be about 400 million EUR at the wholesale level. Regarding the size of ski 

industry markets, Europe is the biggest market in terms of sales (64% of total sales), 

followed by North America (23%) and Japan (10%). The ski market has declined from 

6.5 million of pairs sold per year in the late 1980s, to an estimated 4.1 million pairs in 

2006. This decline can be explained by the increasing success of snowboarding during 

the 1990s, by the emergence of ski renting as a popular habit for European consumers 

as it was mentioned before and partially by the economic downturn in Japan. (Corrocher 

and Guerzoni, 2009). The situation with snowboards is opposite nowadays as the trend 

of snowboards is on the decline and is replaced by the freeride or freestyle skis (Dostál, 

2014).  

Regarding the market attractiveness/SBU matrix itself, there have been chosen various 

criteria to evaluate the attractiveness of the market and position of the business. For 

market attractiveness the criteria are: market size, market growth, competition, 

technology, lifecycle, seasonality, entry/exit barriers and pressure of interest groups. 

The SBU (products) position, where the studied activity was the production of skis and 

snowboards as a main activity of the company, is evaluated in terms of market share, 

quality of the products, price, cost, brand strength, distributions, innovations and 

customer loyalty. Each criterion was assessed in terms of its importance and power, 

which multiplied together gives the score for a particular criterion, where the scoring 

interval is <-5;5>. From the total score of each criterion and the maximum score, the 

percentage expression will be calculated and the position of the company in the matrix 

will be determined. Market attractiveness/ SBU strength matrix and the result table is 

presented in the Appendix 8.2. 

Market attractiveness reached 42,5% and the SBU position 29,5%, which means that 

the company lies in the field called “try stronger” in the chart of market 

attractiveness/SBU strength matrix. It implies that the market is very attractive as well 

as the position of the company. As it can be seen in the chart, the position of the 
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company is in the bottom left corner of the field “try stronger”, which means that the 

overall strategic position of the company is good, but improvement of the position and 

its self-keeping is necessary (Keřkovský and Vykypěl, 2006). It also brings 

considerably high costs that make the products less profitable (Keřkovský and Vykypěl, 

2006).  

 

 
Figure 24: Market attractiveness/SBU strength chart (Author’s own chart) 
 

3.5.2 Survival matrix 
 
The position of the company in the survival matrix is between fields 1 and 2, as it can 

be seen in the figure 25 that indicates expected survival with the necessity of cost 

decreasing. The position in the matrix is based on previous analyses of the company 

taking into account especially costs and sales of the company, where the activity studied 

was production of skis and snowboards. The result of the survival matrix is a little bit in 

the contrary with the market attractiveness/SBU matrix, which indicates that 

investments are needed in order to improve the position of the company on the market. 

That would move the position of the company in the survival matrix even more to the 

field 2. The best way to balance the position of the company and its cost position will be 

improving the quality of the products in order to increase the prices of the products that 
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would make them more profitable and stabilize the position of the company on the 

market. Also the sales promotion will be very important. These suggestions will be 

explained and elaborated in the chapter 4. 

 
Figure 25: Results of the survival matrix (Author's own picture) 

 

3.6 SWOT analysis 

SWOT analysis is a final summary of the internal strengths and weaknesses and 

external opportunities and threats that have been identified in all the analyses elaborated 

above. For better understanding and clarity, particular information is listed according to 

their importance in indents in the form of simple and clear statement.  

3.6.1 Strenghts of Sporten a.s. 
 

• Long tradition of the company and its brand 

• Quality products 

• Strong base of business partners abroad 

• Valuable know-how of suppliers contacts 

• Limited possibility of substitution of the products 

• No long-term liabilities and debts 

• Various awards for efficiency and business 
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• Wide portfolio of products and business activities 

• Great rating of the company 

• Cooperation with athletes 

• Reduced staff base 

• Great ability to collect receivables 

3.6.2 Weaknesses of Sporten a.s. 
 

• Company does not exploit the financial leverage 

• Absence of clearly formulated strategy 

• Insufficient promotion 

• Conservative approach of the top management 

• High level of stock 

• Rigid organizational structure 

• Autocratic leading style with low level of feedback 

3.6.3 Opportunities of Sporten a.s. 
 

• New product range of sports equipment for summer 

• New and fashionable summer sports – kiteboarding, wakeboarding, paddle 

boarding 

• Bank loan and exploiting the financial leverage 

• Focus on research and development 

• Recovering post-crisis economy 

• Increase in demand of free skis 

• Investment in widening activities of Sportentime 

• Reduced prices of raw materials and chemicals 

• Favourable value of interest rate 

• Growth of retail trade in Czech Republic (products for culture, sport and 

recreation grew by 5,9% in 2013) 

• Favourable environment for technology transfer in Czech Republic 
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3.6.4 Threats of Sporten a.s. 
 

• Decline of the ski and SNB market 

• Low availability of the newest technology in Czech Republic 

• Ski and SNB rentals 

• Long lifetime and durability of ski and SNB 

• New entrants on the market 

• Financial crisis and decreasing demand connected with them  

• Low availability of the newest technology in Czech Republic 

• Fluctuations in the weather  

 

The table below contains four of the most important strengths, weaknesses, 

opportunities and threats thus showing the main features of the company. 
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Figure 26: SWOT analysis of Sporten, a.s. (Author’s own table) 
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4 Proposal for the development strategy of the company 

The company doesn’t have any clear strategy so far, which is a great obstacle in a 

company development. Therefore in this chapter this strategy will be proposed based on 

the findings of the analyses elaborated in the previous chapter.  

4.1 Mission and vision 

Company Sporten, a.s. does not have explicitly expressed vision and mission, but the 

main idea is described on the official website of the company. Therefore the mission 

can be described in the following slogan, which contains a vague description of the core 

activity and also social categorization. 

 

We want to produce quality skis at a reasonable price that will make your skiing 

affordable and fun. 

 

Vision of the company express the skills and all the work embedded in the products, 

including the research and development, choice of quality materials, production and 

strict output control concerning on its high quality and on the satisfaction of customers. 

It specifies the values the company appreciate the most, measurable in terms of profits 

and customers loyalty, it is achievable and realistic and also time-bound – the company 

focus on persistent satisfaction of its customers. Also the vision is very simple, short 

and well remembered, therefore it can be used on the various advertising articles. 

 

Our hard work - your satisfaction and trust. 

4.2 Formulation of the strategy 

There are a lot of strengths and possibilities identified in elaborated SWOT analysis, 

therefore the S-O strategy would be appropriate in order to use company’s strengths to 

exploit its opportunities. In case of Porter’s strategies the differentiation is a suitable 

one for the company in order to find a competitive advantage in a differentiated product 

with value added and after-sales services. Studying the alternative strategies and the 

analyses above, the expansion strategy is a clear choice for Sporten as it is not in the 
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state of maturity yet and there is a great scope for expansion to a field of summer sport 

equipment that would help the company with the seasonability. While creating the 

hierarchy of strategies, the combination of above-mentioned strategies will be used. 

4.2.1 Corporate strategy 
 
Corporate strategy of the company arises from its mission and determines what are the 

activities of the company. The company will be divided into several SBUs according to 

the activities operated for better organization, clear focus and decision-making in 

particular areas.  

 

• SBU 1: Production and sales of skis and snowboards, summer sport equipment – 

kiteboards and wakeboards, including research and development and activities 

such as CNC machining and sublimation, which can be offered as a services to 

order, but still are the part of the production. 

• SBU 2: Sporten store and rental 

• SBU 3: Sportentime 

• SBU 4: Waste incineration 

 

Key SBU of Sporten is production of quality skis and snowboards and then additional 

SBUs: operation of the company store, leisure and wellness centre Sportentime and 

waste incineration. Newly is also introduced the production of summer sports 

equipment. All the production is concentrated in Czech Republic, but most of the 

production is exported abroad. The effort of Sporten is to maintain its position on the 

foreign markets and gaining a bigger market share in the domestic market, where there 

is a great potential. Focus of the company is also on the quality of raw materials and on 

the research and development that should help the company to innovate its products and 

use the newest technologies. 

Corporate strategy is therefore determined by producing skis and snowboards and 

kiteboards and wakeboards of increasing quality with the use of the newest technologies 

and top quality materials, bringing the company increasing sales of 15% a year. 

Financial resources for introducing the production of summer sport equipment will be 

financed by the bank loan. 
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To make new SBUs work, the formal organizational structure has to be adjusted as well, 

so that the duties and responsibilities are clear. A new, simplified organizational 

structure is depicted below in the Figure 27.  

 

 
Figure 27: New organizational structure of Sporten, a.s. (Author's own diagram) 
 

4.2.2 Business strategy 
 
Business strategy is elaborated for each of newly set SBUs with the help of 7P. For each 

SBU is also suggested a development strategy that is embedded into the 7P as well. 

 

SBU1: Skis, snowboards and summer sport equipment production 

Product: quality skis, snowboards and summer sport equipment – kiteboards and 

wakeboards for a wide range of customers (final customers, OEM customers). 

 

Price: reasonable price adequate to a quality of the products, costs of production and 

technologies used for production. 

 



 

 73 

Place: key market is the foreign market of OEM customers with the custom production, 

domestic market includes mainly final customers characterized by mass production.  

 

Promotion: fair trades (ISPO Munich), testing new models with the participation on the 

TV serie “ČT sport na vrchol”, sponsorship of the race “Zlatá lyže”. 

 

People: skilled workers are necessary for the production of equipment and for the new 

technologies and innovations are responsible research and development engineers. 

 

Process: processes within this SBU are particularly gaining requirements from 

customers, research and development, design of solution, testing the products and 

distribution and sales.  

 

Planning: planning is based on the requirements of the customers and contracts agreed 

already. 

 

Development strategy consists mainly in the expansion to the to the field of the summer 

sport equipment (kiteboards, wakeboards), which will be financed by a bank loan that 

will also balance the company’s finance. Another thing is differentiation of existing 

products and a focus of the company on a promotion on the domestic market to gain a 

bigger market share. Promotion could be implemented by a nationwide advertising in 

sport magazines and at the sport events also including the testing of new models. 

 

SBU2: Sporten company store and rental 

Product: selling the skis, snowboards and summer sport equipment, complementary 

goods and accessories, ski rental, providing service and consultations, receiving the 

orders for an accommodation in a recreational property of Sporten. 

 

Price: reasonable price adequate to a quality of the products, costs of production and 

technologies used for production. Price of accommodation is based on competitive 

prices in a geographical area. 
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Place: Sporten company store and rental is oriented on a domestic market. As the store 

is located in the area of a production plant, it is focused on regional sales. Providing the 

accommodation is oriented on a whole domestic market. 

 

Promotion: promoting the store on every event arranged by Sporten, Internet 

advertising, press advertising. 

 

People: friendly professionals with the knowledge and experience of all the products 

and skiing and other sports associated with the products. 

 

Process: key processes of the store are a product supply, communication with 

customers, ski renting and after-sales services.  

 

Planning: focus on a wide range of Sporten products taking into account sport events 

such as “Zlatá Lyže”, which brings a lot of potential customer to a geographical area. 

 

Development strategy is focused on a supply of new products, advertising of the store 

itself and professional services. Possibility for development could be also an 

establishment of e-shop. 

 

SBU3: Sportentime 

Product: leisure time activities and services – sauna, squash, massages, fit centre and 

bar. 

 

Price: Price is based on the costs and on the level of prices of competitors. The special 

offers are arranged for students or special occasions. 

 

Place: Sportentime is locally oriented on customers in Nové Město na Moravě and 

surroundings.  

 

Promotion: Mainly Internet and press advertising and also the satisfied customers 

willing to recommend the centre to their families and friends. 
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People: qualified, skilled and helpful staff is a necessity for satisfied customers.  

 

Process: processes are focused on a daily smooth operation of the centre and ensuring 

all the services needed.  

 

Planning: planning is tightly connected with the processes and is more or less short-

term. Medium or long-term planning is necessary while thinking about the special 

offers to boost earnings. 

 

Development strategy: Widening the supply of services and leisure time activities to 

attract more customers and make them stay longer, for example bowling facility, play 

area for children with babysitting, diagnostic and consulting services in health care or a 

healthy restaurant. 

 

SBU4: Waste incineration 

Product: waste incineration 

Price: price is based on cost only as it is an additional service that mainly serves the 

production (SBU 1). 

 

Place: clear local orientation 

 

Promotion: waste incineration has only Internet advertising on the company official 

website. 

 

People: skilled workers aware of associated ecological issues are crucial part of this 

business in order to operate the incinerator in accordance with all the legislative and 

norms. 

 

Process: waste collection, safe handling with waste, keeping everybody aware of 

legislative, checking for actual changes in legislation. 
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Planning: planning is fully dependent on SBU 1 that produces majority of waste to 

handle. 

 

Development strategy: There is no special development strategy for this SBU as it is 

mainly a complement to SBU 1. The only development could be improving of the 

ecological standards that can also uplift the image of the brand Sporten.  

4.2.3 Functional strategy  
 
The SBU 1 – skis, snowboards and summer sport equipment production and sales, 

provides the most important activity of a whole company Sporten. SBU 1 also has the 

biggest potential for a development, therefore the functional strategy will be elaborated 

only for this SBU. Functional strategy of SBU 1 is focused on its marketing mix, human 

resource management strategy, financial strategy and IT strategy. 

 

Marketing mix 4P 

Product of the SBU 1 are various types of skis for various types of skiing – cross 

country skis, downhill skis, free skis, race specials, snowboards, summer sport 

equipment – kiteboards and wakeboards. 

 

Price is based on the costs and also on the intensity of the production, where the form 

for a new series of ski is very expensive, materials and technologies used for 

manufacturing.  

 

Place or the market is created from the vast majority by the foreign OEM customers, 

who sell the product further under the different brand. 80-95% of the production is 

being sold abroad. Minority is a domestic market created by final customers.  

 

Promotion is realized mainly at the fair trades such as ISPO in Munich, where almost all 

of the foreign customers participate as well and potential new OEM and also final 

customers can be attracted. Important part of promotion is also testing new models, 

where the sports enthusiasts as well as regular users can try new models of skis and 

snowboards in winter and kiteboards and wakeboards in summer. The TV sometimes 
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accompanies these events, which popularize the company. Another type of promotion 

used is sponsorship of sport events, especially the worldwide known race “Zlatá lyže”. 

Great promotion opportunity will be a huge discount sale of stock, so that the company 

gets rid of excessive inventories. Further it is recommended to use a press and Internet 

promotion in a specialized magazines and web sites, which should aim on the right 

market segment.  

 

Human resource management strategy 

The aim of the human resource management is to ensure a suitable number of skilled 

employees with an appropriate qualification and level of proficiency. The process of 

production of skis, snowboards, wakeboards and kiteboards can be divided into 3 

stages:  

• Research and development is a very important stage as it determines what 

models will be produced, what features will they have and how innovative will 

they be. Currently the department of technical preparation for production 

employs 5 people, which is not sufficient for the company that wants to gain a 

competitive advantage in innovations and top quality products. It is 

recommended to hire 2 more people with appropriate qualification of technical 

and technological direction, who will be responsible for research and 

development of new innovative products (including the examination of the 

customers’ requirements), improving technologies and production processes and 

materials used for production. Selection of R&D employees is carried out by at 

least two-rounded interviews with more than 2 candidates including assessment 

of their previous work portfolios, qualification and relevant experiences. 

Qualification of staff is continuously improved by the participation in 

professional seminars and workshops, training and certification in the minimum 

range of two events year to keep their knowledge up-to-date. For the various 

seminars the EU subsidized training courses can be utilized. 

• Production itself is based on a contracts agreed with customers that determine 

what models will be produced (based on the development in cooperation with 

R&D department) and in what volumes. Production workers, including the 

technical support of production, are the heart of the production and involve 
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approximately 100 workers.  Number of the workers will be raised gradually to 

130 workers, while introducing the production of kiteboards and wakeboards in 

smaller volumes at first. Staff selection is based on skills of potential workers, 

their reliability and loyalty showed to their previous employer. It is extremely 

important because the production processes, technologies and materials used for 

production are the know-how of the company. All the workers must be trained 

professionally on all the machines necessary for their work. 

• Output control is a high responsibility activity ensuring the top quality of each 

product of the company that will be offered to a customer. Employees providing 

the output control have to be selected very carefully with regards to their 

thoroughness, accuracy, strictness, honesty and strong customer orientation. 

They should be rewarded appropriately taking into account a high responsibility, 

but on the other hand a strict plan of penalties for possible errors has to be 

elaborated.  

Motivation, financial and also non-financial, is extremely important for employees of 

all of the groups mentioned above. Financial evaluation will be equal to the 

responsibilities at work, intensity, creativity and personal effort. Regarding the non-

financial benefits, the safety at work, health protection, providing the suitable workwear 

and protective equipment is a matter of course. The company also provides subsidized 

meals in the company’s area and in the plant there will be deployed drinking water 

tanks to support a drinking regime of all employees. It will be a sign for them, that the 

company cares and it could even increase a sense of belonging to a company as well as 

the effort to keep the working area clean and nice, relaxation zones and various 

company events accessible for all employees. 

 

Financial strategy 

The aim of financial strategy is to increase sales of at least 10% a year in order to cover 

all the costs (including increased personnel costs, financial costs and other costs 

resulting from new investments), satisfy the shareholders of the company and produce a 

net profit that can be reinvested in the company. To cover new investments related to 

widening the product range and increased promotion, the company will use a bank loan. 

According to the state of the liquidity of the company, there will be no problem to gain 
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a bank loan, which will also help the company to balance its finance and exploit the 

financial leverage.  

Decomposition of the costs in Sporten is as following so far: 

• 55% production consumption – raw materials, energy and services necessary for 

production 

• 35% personnel costs – wages, salaries, remuneration of the members the Board 

of Directors and shareholders, social and health insurance 

• 2% financial costs – taxes 

• 8% net profit and investments 

With the new investments the financial costs are expected to increase due to the planned 

bank loan, while production consumption and personnel costs will raise proportionally 

to a gradually increasing profit.  

 

IT strategy 

The aim of the IT strategy is to maintain and gradually improve the existing information 

system QAD and provide all the employees with an appropriate training, so that all the 

possibilities of the system are maximally exploited. The aim is also to personalize the 

system as much as possible for the specific requirements of the company Sporten. A 

concept of the QAD system is to integrate all kind of information from different areas 

of the company such as material purchases, inventories, changes in inventories, orders, 

sales, financial information (invoices issued, invoices paid/unpaid, liquid assets), 

personnel information (number of employees, personnel details, wages), information 

and personal details about suppliers and customers etc. Smooth operation of the IS is 

ensured by the network administrator as well as the safety and backup of all of the data 

concentrated within the system as they present a know-how of the company and the 

failure in the IS could disrupt a running of the whole company. 

4.3 Implementation of a strategy 

New strategy of the company is going to be implemented in the company in the period 

of 3 years (2015-2017), where the particular years includes the various activities 

underpinning s successful implementation of the strategy. The distribution of activities 

throughout the period is described in the table below. The table is dedicated to the 
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realization of the project of widening the product portfolio, which involves the 

extension of production plant, purchase of new machines, acquisition of a new staff. It 

is planned that the project preparation will start in 2015 and in the second half of this 

year the project realization could start, so that the project could be in full operation in 

the second half of 2016. In 2017 the net income from the new range of products should 

cover its operational costs. 

 
Figure 28: Strategt implementation plan (2015 - 2017) (Author’s own table) 
 

In the calculation of the costs there is an assumption that all the net profit is reinvested 

in the company. All the costs are allocated to production costs, personnel costs, 

financial costs and investment costs on the 55% - 35% – 2 % – 8% proportion. Market 

monitoring is calculated from the average salary in Czech Republic of 20 764, - CZK in 

the 1st quarter of 2014 (Czso.cz, 2014), contributions to health and social insurance 

approximately 35% of the salary (Lukášová, 2012) and the number of the months. The 

sales have been calculated according to the activities implementation plan. First year of 

the project there are no sales as the project is being realized and therefore does not 

generate any income. In 2016 the project is finished and product can be produced and 

sold, but the level of the sales will be still low because of the short time of selling and 

novelty of the product. Income from sales of the new product range are calculated as 0,5 

multiple of the total costs. In 2017 the project is in full operation, product is already 

advertised for a long time and is well known, therefore the income from the sales of a 

new product range is calculated as 1,5 multiple of a total cost. The summary of all the 

costs and incomes generated is elaborated for each year in tables below. During first 

two years, there is no income or insufficient income is generated, therefore there is a 



 

 81 

loss, which will be covered from other activities of the company, mainly from the 

production of skis and snowboards. Third year the new product range generates an 

income of almost 2 million CZK and it is expected that the sales will increase.  

 

 
Figure 29: Plan of project costs 2015 (Author’s own table) 
 

 
Figure 30: Plan of project costs 2016 (Author’s own table) 
 

 
Figure 31: Plan of project costs 2017 (Author’s own table) 
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4.4 Evaluation of a proposed strategy 

The success of a new strategy is based on three criteria: its suitability, acceptability and 

feasibility. The strategy proposed is focused on the expansion of the company in terms 

of new range of products – summer sport equipment. It should also help the company 

with the overall promotion.  

The strategy for SBU 1 introducing the investment related to the widening the product 

portfolio is much cost demanding, therefore it will be very important to work hard in 

other SBUs as well, so that the losses in the first two years of implementing the 

investment can be covered. The implementation of the strategy will be controlled 

mainly according to the activities implementation plan, sales and incomes expected and 

the expected increase in sales of 15% a year. But according to the results of the strategic 

analyses the expansion and strategy oriented on company’s strengths and opportunities 

is the most suitable one.  

Strategy is acceptable as it is advantageous for all stakeholders of Sporten. It brings a 

wider product portfolio, increasing quality and greater awareness about the product to 

customers, complex and unseasonable production and increased profits to shareholders 

and new opportunities for education to employees of the company.  

Strategy is feasible due to the favourable state of the company and great opportunity in 

its environment - new, fashionable and developing summer sports such as kiteboarding, 

wakeboarding and others.  

 

 

 

 

 

 

 

 

 

 

 

 



 

 83 

5 Determining the risks and proposals for their elimination 

The company has very thoroughly elaborated document called Protocol on search and 

assessing the risks at work, which describes in detail all the risks connected with all the 

work activities and mainly focuses on the health and safety at work. Therefore these 

types of risk will not be further evaluated in this paper. 

5.1 Risk identification 

All the risks have been identified by the combination of qualitative and quantitative 

methods mentioned in the theoretical part of this paper, namely it is brainstorming, list 

of suggestions, grid analysis probability – impact and risk matrix diagram.  

Several groups of risks have been identified within the company: 

• Global risks: financial crisis, energy price growth, climate changes and 

fluctuations in weather, strict environmental regulations, fiscal and monetary 

policy of the government 

• Elementary risks connected with a new investment to product portfolio 

widening: rejection of loan application, rejecting of an application for a building 

permit, higher costs of the investment, lower revenues from a new product line 

than expected 

• Holistic risks: weakening of the brand Sporten, loss of customers’ loyalty, 

technological obsolescence, strategic changes 

• Constant risks: rejecting to introduce a new product line 

• Dynamic risks: decline in the production of snowboards in favour of a new 

product line of summer sport equipment 

• Inherent risks: fire danger, leakage of chemicals, failure of the internal 

information system 

• Accidental risks: failure of supplier 

• Customer risks: dependence on the big foreign customers 
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5.2 Risk analysis   

Each of the groups of the risks identified in the subchapter 5.1 has been evaluated in 

terms of its probability and impact on the scale low – medium – high. The evaluation is 

summarized in the table below. 

 
Figure 32: Impact-probability of the risk (Author’s own table) 
 

Based on the table of probability and impact of the groups of risks the risk matrix 

diagram has been elaborated. To make it understandable, the table is divided into three 

fields depicting different levels of severity, low level is marked with green, medium 

level with orange and high level of severity is marked with red colour. 
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Figure 33: Risk matrix (Author's own chart) 
 
 

From the table it is clear that there are two groups of risks (dynamic and holistic) with 

low level of seriousness, three groups of medium importance (constant, elementary and 

inherent risks) and three groups of major seriousness (accidental, customer, global 

risks). According to the severity founded, the risks are listed in the following table 

where there are also suggestions on how to prevent or lower the possibility of particular 

risks.  
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Figure 34: Risk prevention suggestions (Author’s own table) 
 

The company should continuously create a list of risks that have happened already and 

how they have been solved in order to elaborate a database of risks, which can be a 

quick guide especially in case of a necessity of quick response to a particular risk. Also 



 

 87 

the control of corrective measures, development of all the risks and monitoring for new 

types of risks is necessary.  
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6 Conclusion 

To sum up this paper, it can be claimed that the main objective stated in the introduction 

of the work has been fulfilled.  

Various external and internal analyses have been thoroughly elaborated in order to 

evaluate a current state of the company and find out the direction that company should 

follow in future according to the facts identified.  

Based on previously mentioned findings, the hierarchy of strategies has been introduced 

including the corporate strategy, business strategy for each of the SBUs suggested and 

functional strategy for the SBU 1 - skis, snowboards and summer sport equipment 

production and sales as this SBU is the core of the company. The work also contains the 

plan of introduction of the strategy, which includes the major investment in order to 

widen product portfolio of the company. Therefore there have been elaborated also the 

time plan of investment introduction and clear overview of all the costs related to this 

project and the revenues expected as well. These data are presented in a form of table 

for each year of project introduction for better understanding. In following subchapter 

the proposed strategy has been evaluated and considered as suitable, acceptable and 

feasible.  

In the next step the risks within the company have been identified and analysed mainly 

using the qualitative analysis. These risks have been divided into the groups, which 

have been further analysed and depicted in clear matrix showing the level of their 

seriousness. Based on the severity founded out, all the risks have been sorted in the 

table, which contains proposals of solution of how to solve the particular risk, lower its 

probability or mitigate it.  

There still remains particular areas in this work that would deserve further attention, 

precisely regarding the functional strategies for all the other SBUs in the company, not 

only the SBU 1. Also a more detailed risk analysis, as a very important topic for the 

company could be a subject to further research and work.  
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8 Appendices 

 

8.1 Appendix 1: Demographic data of the Czech Republic 

 

Figure 35: Demographic data of Czech Republic (Vybrané demografické 
údaje v České republice, 2014) 
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8.2 Appendix 2: Market attractiveness/ SBU strength matrix 

Figure 36: Market attractiveness/SBU strangth (Author's own table) 
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